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So, let ’s chat .
1. Who is Sam?

2. What  is Miles?

3. What  is the Content  Field Guide?



Inspired by

t ravel



By the

numbers

100% travel 250+ travel
experts

7+ year
average client 
relationship

$33+ million
in industry 

participation

90+
travel brands



A few of our

clients



And one very 
special client :



Core

services

Strategic 
Consulting

Branding 
& Creative

Digital 
Development & 
Optimization

Content Creation 
& Distribution

Media Planning 
& Buying

Revenue 
Generation & 

Coop Programs



Official 
Travel Guide



Official 
Website



Client

accolades

155 awards
over the past three years
across content creation, brand campaigns, 
design and website development

Presenter
Presentation Notes





SUMMER 
VACAY 2019!



Content Field Guide



Trip
Ideas







2-, 3- or 5-day
it inerary

Supported by photos

Submit ted by partners like YOU!



THE WHY

CONTENTIS 
EVERYTHING.

YOU ARE THE LOCAL 
EXPERT.

Happy Google,
Happy Visitors



THE WHY

“CONTENT IS KING.”

1. Who said it? 

2. When?

3. What has changed since?



Courtesy of Brafton

1. Search engines = smarter

2. Content  is king everything.

3. Keyword dumping, “thin,” 
“superficial” BAD

4. Natural language, “authentic,” 
“deep” = GOOD

GOLD-STAR
for VisitNebraska.com

Happy Google = Happy Visitors!



THE WHY

CONTENTIS 
EVERYTHING.

Happy Google,
Happy Visitors



THE WHY

CONTENTIS KING.

YOU ARE 
THE LOCAL 

EXPERT.
Happy Google,
Happy Visitors



Visitors today don’t only want things—
they want  tangible experiences.





THE EXPERIENCE AGE



THE EXPERIENCE AGE

American Express Travel Survey

o 72% of respondents would rather spend money 
on experiences than things

o 88% said travel is the number one dream on 
their bucket  list

o Shift  in t ravel behaviors crossesall age groups



Just listing your location and 
amenities doesn’t share the full 
experience of your destination. 



Discuss.



Discuss.



5 simple rules for creating a 
gold-star content field guide



1. Write a visitor - and Google-friendly headline.

Uses natural language.

Tells the reader what to expect.

Avoids clichés/plays on words that don’t register with Google. (“Good Things 
Come in Small Packages.”)



2. Write a visitor - and Google-friendly intro.

Uses natural language.

Tells the reader what to expect by giving a brief but detailed overview.



3. Include quality images.

No graphics or logos

Shares your unique
sense of place
(“Anywhere USA”)



4. Add a local’s tip.

Psychology!

Travel trends! (Emphasize the experience.)

YOU ARE THE LOCAL EXPERT.



Provide a rich, real experience.



Identify what makes you unique.

Focus on experiences.

Speak direct ly to the visitor. 

Use natural, act ive, detailed language.

Make the visitor feel like an insider. 

REVIEW



THE HOW

Subscribe to 
visitnebraska.com
/media/ industry

Watch for our invitation 
email 

next  week.*
Fill out the form!

Presenter
Presentation Notes
* We’ll be sending these quarterly through June 2020

https://visitnebraska.com/media/industry


Presenter
Presentation Notes
To replace an image, click on image and in the menu bar, click “Replace Image”. To adjust placement, click the crop icon.



Presenter
Presentation Notes
Submit itineraries here: https://docs.google.com/forms/d/1QZ_rqQiZf6afZPkNBwB9Y8KkvWlwXCyH1wp1K9NV0So/edit



Thank you

milespartnership.com

Q&A

Presenter
Presentation Notes
Remove  Q & A box when not necessary
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