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“Mr. Las VegasDotCom” 
The Story of the Digital Las Vegas Brand Promise© 

LVCVA/R&R Partners/Heart+Mind Strategies; March 2014 
 
CHALLENGES AND BUSINESS OBJECTIVES 
 
Las Vegas seems to have it all: the alluring promise of anonymous adult freedom, an iconic brand 
expression, record setting visitation volumes, and never-ending reinvention. But 2010 brought a 
collision of threatening events: 

• Under recessionary pressure Las Vegas’ visitor volume dropped from a record of 39.2 million 
visitors in 2007 to 36.4 million visitors in 2009, a decline of 2.8 million visitors (-7.14%).i  
 

• The Las Vegas Convention and Visitors Authority (LVCVA), as the official and only 
representative tourism agency of Las Vegas, needed to increase awareness of the Las 
Vegas destination URL and provide e-commerce activity on the website.  

At a time of growing digital commerce where 85% of travelers use the Internet always/often to 
plan or book a trip, Las Vegas was not reaping online revenue and not delivering on its brand 
promise digitally.  

The national economy, declining visitation, and a rapidly changing digital world meant that we 
needed to pro-actively enhance the relevancy of Las Vegas for a post recession environment. 

Prompted by ongoing qualitative and quantitative research, the “big business questions” were 
asked in early 2010 by LVCVA CEO Rossi Ralenkotter and R&R Partners CEO Billy Vassiliadis: 
how do we increase visitor volume and is the Las Vegas brand still relevant? 

EARLY IMPERATIVES 

Brand strategy and planning 
research in 2010 revealed 
several overarching 
priorities: 

1. Target experiential 
segments.  
 
For the first time in 2010, our 
research uncovered and 
prioritized seven unique Las 
Vegas segments based on 
their desired experiences, 
from which the strategy was 
decided that in order to 
reach 2007 levels of 
visitation by 2012 we would 
execute a dual marketing 
strategy to reinforce our Core segments, sized at 38% of all US travelers (42.1 million), and 
convince our Persuade segments, sized at 41% of all US travelers (45.0 million). The Uninvolved 
segment, at 21% of travelers (23.2 million), would not be targeted.  
 
We wanted to appeal to the Persuades without alienating the Core. 
 
  

Three Broad Categories: Core, Persuade and Uninvolved. Seven Distinct Segments 

PERSUADE: 
Convince (41%) 

45.0 million travelers 

CORE: 
Reinforce (38%) 

42.1 million travelers 

UNINVOLVED:  
Isolate (21%) 

23.2 million travelers 

Las Vegas Strategic Segmentation 

Source: R&R Partners and Heart+Mind Strategies, 2010 National Segmentation n=10,033 
Universe Source and Estimates: US Travel Association, LVCVA, R&R Partners, Heart+Mind Strategies 

Uninvolved 
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2. Vary the brand and retail message.  
 
Communications work among these segments illuminated that the traditional “What Happens 
Here, Stays Here” (WHHSH) brand promise resonated strongly with our Core segments as they 
already valued the brand promise for its anonymous adult freedom. But the Persuades needed 
more product and retail knowledge of the destination and the brand needed to be more 
approachable.  

 
In fact, the 
Persuade segments 
needed 
reassurance, 
especially because 
of the national 
economy, that they 
would make the 
right decision to 
visit Las Vegas and 
partake in their kind 
of experience.  
 
Pre-campaign 
qualitative found 
that one of the best 
ways to deliver 
more product level 
information was 
online, especially 
through the website, 
and by personifying 

the Las Vegas brand. Therefore, the brand promise of anonymous adult freedom was still highly 
relevant, but it needed to be parsed between two new macro Vegas segments (Core and 
Persuade) and their distinct rational and emotional needs. 
 
3. Enhance the online Las Vegas experience, increase site awareness, and update the creative 
design.  
 
A lack of site awareness, plateauing visitation, and a design not illustrative of the desired Vegas 
brand experience all posed challenges.  
 
Despite paid search engine optimization (SEO) tactics, the original site URL, VisitLasVegas.com, 
was not the top loading Las Vegas site on most searches. And we found that consumers desired 
a more robust site with both dual functions of commerce (to book) and knowledge (what “My 
Vegas” experience can be for me) so that they could better understand what Las Vegas had to 
offer and book their trip online.  
 
From here the decision was made to revamp the VisitLasVegas.com site and use a campaign to 
elevate awareness and visitation to both the new site and to Las Vegas. LVCVA was eventually 
able to secure the LasVegas.com URL through a new business partnership, and R&R Partners 
began planning a revised site that met the needs of both segments.  
  

Adult Freedom and Accomplishment 

Feel like an adult kid 
again 

Made right decision to 
visit Las Vegas 

Unexpected possibilities 

Unspoken permission to 
do what I want 

Choices and new 
experiences for me 

Vegas offers a wide variety of experiences/offerings 

Personal Values 

Emotional Benefits 

Communication 
Leverage Point 

Functional Benefits 

Attributes 

Las Vegas Communications Architecture to Target 
Segments 

Source: R&R Partners and Heart+Mind Strategies, 2010 Brand Positioning 
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RESEARCH CONTRIBUTION TO SPECIFIC CAMPAIGN STRATEGY AND SUCCESS 

We began 
campaign 
research in 
2010 by using 
innovative 
web-based 
ethnographic 
and 
observational 
sessions to 
anonymously 
watch online 
traveler web 
activity and 
track eye, 
facial, mouse, 
and click 
movement. 
By not 
speaking to a 
participant for 
a certain 
amount of 
time, it would 
trigger them wanting to speak to us, and thus us doing more listening than questioning. This was 
all enormously beneficial in the creative design of the new website and mapping the traveler 
journey. These graphics show key learnings from the initial online ethnography, changes that 
were needed and the resulting improvements noted during the follow-up research in 2012. 

 

 

 

 

 

  

 

 

 

 

 
 
 
 
 

VisitLasVegas.com Site Weaknesses 

Source: R&R Partners and Heart+Mind Strategies, September 2010 Web-based Ethnography Qualitative (n=80) 

Horizontal design and navigation of “Stay, Play, 
Special Offers, Features, My Vegas” confusing. 

Design, creative 
treatment, and 
color scheme 
did not convey 
the promise of 
the brand. 

No use of “What 
Happens Here, 
Stays Here” 
meant site was 
not as trusted and 
not official. 

No place to book 
for shows, hotels, 
or airfare.  Visitors 
wanted a 
“Kayak.com” type 
function to compare 
prices and to book 
directly on the site. 

LasVegas.com Site Improvements 

Source: R&R Partners and Heart+Mind Strategies, December 2012 Web-based Ethnography Qualitative (n=135) and June 2013 
LasVegas.com Site Quantitative Profile (n=502). 

Visitors wanted  to know the latest Las 
Vegas weather to help with trip planning. 

“How to 
Vegas” area 
to help 
Persuades 
pick their 
desired 
experiences. 

New area to 
host most 
recent 
Vegas ad 
campaigns. 

Guides, maps, and new sign-up areas 
for information/knowledge. 

Best “deals” 
to convey 
visitors made 
the right 
decision. 

New booking 
engine for hotel, 
shows, flights, 
and tours. 

New intuitive navigation areas to 
support product/retail verticals. Use of logo 

and brand 
expression. 
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Powerful feedback techniques also found their way into the 2012 qualitative creative stage of 
assessing early advertising concepts. Since 2003 when R&R Partners unearthed the “What 
Happens Here, Stays Here” expression, the agency has used a unique approach to assess early 
creative concepts through a mixed use of affinity groups where both facilitator and creative share 
moderation in person. Core and Persuade attendees are asked to express their response to 
stimuli in a manner that can be best described as word-imagery projection and association. From 
this, the creative team is able to move to final concepts and retesting is done one last time before 
launch. 

Quantitative testing then validated our qualitative and we landed on an approach in 2012: 

The Big Idea: Introduce “Las VegasDotCom” as an everyday guy to personify the Las Vegas 
brand and establish the new LasVegas.com site as approachable, personable, and memorable. 

This culminated in a set of central strategic insights for the creative team and the campaign: 

• The Las VegasDotCom campaign bolstered awareness and recall of LasVegas.com. 
 

• Mr. Las VegasDotCom is perceived favorably as relatable and approachable to Persuades, 
and did not alienate the Core. 
 

• The executions revealed the diverse 
nature of Las Vegas’ product retail 
offerings, helping to enhance knowledge 
and likelihood to book on the site. 
 

• Creative adjustments were implemented 
in the areas of repetition of the name 
Las VegasDotCom in voice and supers, to weave a consistent story line of how he came to 
be, and to more strongly emphasize the call to action with the character saying that one 
needed to go to the site. 
 

• Affect statement assessment of finished ads revealed the strength of the campaign prior to 
launch with scores above targets using our Ad+ValuesTM testing system. 
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CAMPAIGN DEVELOPMENT 

These days, any campaign that is not integrated and layered across mediums is bound to fail. 
The team at R&R Partners, rightfully, chose to introduce Las VegasDotCom – known as “Las” to 
his new “friends” – across multiple channels and engage our segments so that they could get 
close to the central character in a way that would encourage relevancy and boost website 
awareness.  
 
Broadcast 

R&R Partners developed a fun, relatable, and 
unforgettable story and character so that 
audiences, especially the Persuades, could relate 
to him and establish Las Vegas as more 
approachable. The team used what they call a 
“mockumentary” of the various life events of a man 
who shares the same name as the website. 
Importantly, “Las” is more like an everyday person 
in America, but who of course is “Las Vegas.” The 
character “Las” served to counter what some 

perceive as the “typical” Las Vegas visitor – the sophisticated, urbane, well-heeled, wild, and 
young risk-taker. Moreover, the creative treatment of these ads was deliberately different than 
most WHHSH brand spots in order to create contrast and reach the Persuades without alienting 
the Core segments.  

Seven TV ads were created to reveal the story of Las. 

Print 
Spoof print ran in such places as US Weekly to bring Las to life and play on some gossip.! 
 
Website Integration 
The campaign’s top priorities were to create a call to action 
to raise awareness and drive visitors to the new website. 
To support these goals, the story of Las was continued on 
the newly redesigned LasVegas.com website. Content can 
be viewed at: http://www.lasvegas.com/lasvegasdotcom/. 

Digital 
Las captured the Yahoo signup page for a while in an 
effort to have our segments view the ad spots and drive 
them to the Las Vegas site.  
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Social 

The team wanted travelers to engage with Las.  
By utilizing improv actors we loaded Facebook, 
YouTube and Twitter with videos letting fans 
engage with the campaign on a deeper level. 
 

 
 
 
Outdoor 
Continuing the layered and integrated campaign allowed the team to use outdoor effectively with 
roving buses and digital signage. 
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CAMPAIGN AND BUSINESS RESULTS  

Success! The campaign achieved its objectives of building awareness of LasVegas.com as the 
official Las Vegas website, driving website visitation and bookings, and helping to support, 
through various integrated efforts, the continued resurgence of Las Vegas visitation:ii 

• Between January and June 2013, national unaided recall of LasVegas.com from the ads 
went from 15% to 35% (+20). 
 

• Las Vegas website visitation increased 51% from the 2012 VisitLasVegas.com site to the 
2013 LasVegas.com site.  
 

• Email signups on the site increased over 400%, from an average of 383 to 1,931 per month. 
 

• Average time spent on the website increased 82% vs. the previous website design.  
 

Most importantly, this campaign played an integral part of increasing Las Vegas’ visitation 
numbers, reaching our new segments, and meeting the business goals. Estimates for 2013 show 
that the destination could exceed record visitation of 39.7 million visitors. 

Challenges remain ahead. Despite a rise in visitation, visitor spending has not recovered as 
rapidly and Millennials are spending less on gaming activities than other age generations. Future 
research will explore these situations. 
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!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
i Source: LVCVA http://www.lvcva.com/stats-and-facts/visitor-statistics 
 
ii Data and Results Sources: Official Las Vegas visitation figures from LVCVA 2007-2013 http://www.lvcva.com/stats-and-
facts/visitor-statistics; LasVegas.com site analytics 2012-2013 supplied by LVCVA and R&R Partners; Monthly Integrated 
Las Vegas Research (ILVRTM) n=1,000 national and n=400 spot markets conducted by Heart+Mind Strategies 2010-2013 
for LVCVA/R&R Partners; Las Vegas IQTM Quantitative n=10,000 national and across 27 DMAs conducted by Heart+Mind 
Strategies October 2012 and May 2013 for LVCVA/R&R Partners; LasVegas.com website profile and optimization 
quantitative n=502 LasVegas.com visitors for LVCVA/R&R Partners. 


