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GET A LITTLE OUT THERE 
WITH ALEX HONNOLD

THE IDEA 
Travel Nevada partnered with world-famous 
outdoor adventurer Alex Honnold—who lives in Las 
Vegas and loves Nevada’s outdoor offerings—to host 
a travel show focused on exploring Nevada’s rural 
outdoor activities, food and drink scenes, offbeat 
cultures, and colorful characters.

THE RATIONALE
The series builds Nevada’s reputation of outdoor 
recreation and adventure, which meets the brand 
goal of holistically changing perceptions about 
Nevada’s offerings.
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A MULTILAYERED PROMOTIONAL EFFORT

Paid SharedOwned Earned
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THE ROLE OF PR
• Identified and crafted messaging to connect the series to 

culture, enabling to break through noise and competition

• Prepared a communications plan to align all parties with key 
milestones

• Ensured message alignment and accuracy, and communicated 
stakeholder insights during the series review process

• Strategized and conducted media outreach to generate 
awareness and drive viewership
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PR HIGHLIGHTS
Launching the series with a 
carefully planned exclusive in
Variety, getting momentum for 
the series
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PR HIGHLIGHTS, CONTINUED
Reworking our timeline, messaging, and 
strategy when THIS was announced
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PR HIGHLIGHTS, CONTINUED
Making the most strategic use of 
Honnold’s contracted 90 minutes 
of publicity by orchestrating a 
virtual press tour, netting seven 
placements in coveted national 
and in-state outlets such as The 
New York Times, Lonely Planet, 
Las Vegas Review-Journal, and 
Reno Gazette-Journal
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PR HIGHLIGHTS, CONTINUED

Working with Honnold’s PR 
agency to secure mentions and 
messaging about the show in 
interviews with Jimmy Kimmel 
Live!, CNN, Reuters, People, 
Rich Roll podcast, 
and more



127
Total placements

1.75 B
Reach

40.5
Average placement quality score 

(out of a possible 50 points)

20
Feature placements,

plus syndications
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EARLY REACTIONS TO THE SHOW
14K+ page views to the 
HUB in the first 5 days
(30% of total goal)

6,700+ episode views 
on the APP and the 
HUB
(10x typical show launch, only 10% of 
actual views)



KEY LESSONS
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LESSON NO. 1
Tie your message to a cultural moment or trend to enhance your story’s 
relevance and cut through clutter.
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LESSON NO. 2
Keep a steady drumbeat of coverage by determining key milestones in your 
project and leveraging them in your outreach.

OCT 7 2025 – SERIES 
ANNOUNCEMENT

NEVADA DAY 2025 –
FIRST TEASER DROP JAN 2026 AFTER TAIPEI 101 –

TRAILER DROP

FEB 2026 – SERIES 
PREMIERE
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LESSON NO. 3

PR can maximize marketing initiatives, especially when it has a seat at the 
table from the start.

• PR lens complements marketing and creative lenses
• Familiarity with multiple stakeholder audiences
• Messaging and comms across multiple audiences
• Risk management
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LESSON NO. 4

Collaborate, collaborate, collaborate.



LEVERAGING THE 
SERIES
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IF YOUR AREA IS FEATURED ON THE SHOW
• Implement online and social media 

messaging around “Featured on Get A 
Little Out There with Alex Honnold”

• Work with partners to leverage itineraries 
themed to each episode on 
TravelNevada.com (e.g., bring in 
influencers for GALOTAH-inspired trips)

• Pitch local news stories about boosts 
you’ve seen from the show’s exposure 
(SEO + GEO benefits)
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IF YOUR AREA ISN’T FEATURED ON THE SHOW

• Create “If you loved [activity] on ‘Get a Little Out 
There with Alex Honnold,’ you’ll also love this” 
messaging, e.g. other places to hike, mine for 
turquoise, mountain bike, etc. 

• Create extension itineraries for your area, e.g. 
Elko → Winnemucca; Boulder City → Laughlin or 
Moapa Valley

• Leverage the attention drawn to Nevada to pitch 
media or influencers areas of the state that the 
show didn’t cover

A rising tide lifts ALL boats.



Q&A
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THANK YOU
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