
 
NEVADA COMMISSION FOR THE RECONSTRUCTION OF THE V&T RAILWAY 
(“V&T Railway Commission”) 
Agenda Report 

 
 
Date Submitted:  1/13/25 
 
Meeting Date Requested: 1/22/25 
 
Time Requested:  10 Minutes 
 
To: NEVADA COMMISSION for the RECONSTRUCTION of the V&T RAILWAY Commissioners  
 
From:  David Peterson 
 
Subject Title: Presentation and discussion regarding the V&T Commission’s social media activities for calendar 
year 2024.  David Peterson (admin@vtrailway.com) 
 
Staff Summary: Regina Flores of Lumont Media, the Commission’s marketing services provider, will present 
an update on social media and eNewsletter activities.  A recap of social media activities for fiscal year 
2023/2024 was made at the July 24, 2024, Commission meeting. 
 
Type of Action Requested:   
 (____) Resolution   (____) Ordinance 
 (__) Formal Action/Motion  ( _XX__ ) Other (Specify) Presentation Only 
 
 
Recommended Board Action:  
 
Applicable Statute, Code, Policy, Rule or Regulation:  
 
Fiscal Impact:   
 
Explanation of Impact:  
 
Funding Source:  
 
Supporting Material/Attachments:  
      
Prepared By:  Cheryl Bailey, Executive Assistant 



V&T RAILWAY COMMISSION
2024-2025 RECAP

PROVIDED BY: LUMONT MEDIA

Social Media, Email Marketing, and PR



INSTAGRAM
People Reached Content Interactions Followers

5.3K
(169% increase)

90,369
(595.14% increase)

3,555
(+269 new)



60
1,818

Top-Performing Posts: Most Accounts Reached and Interactions

183
2,184

178
1,221

24
1,064

81
1,005



Significant increase in all key performance indicators.

Consistency

Maintained a well-structured social media calendar

Improved posting frequency with 3–4 posts per week

Total posts shared: 171

Content Variety

The publication of videos/reels and stories was increased, to maintain greater

interaction with the audience.

Analysis of top-performing posts shows:

3 out of the 5 top posts were videos, reaffirming video content as the most engaging

format for the audience.  

Continued emphasis on video creation led to notable improvements in post

performance and audience retention.  

Instagram Analysis:



FACEBOOK
People Reached Content Interactions Followers

9,300
(137% increase)

278.1K
(21% increase)

17.4K
(+613 new)



Top-Performing Posts: Highest Reach and Interactions

619
36,844

272
22,110

255
16,481

146
15,857

222
15,389



Other noteworthy metrics:

5.8K link clicks, a 139% increase compared to the previous year

14.3K profile visits, a 46% increase compared to the previous year

Analysis:

YOY increases in reach and content interactions indicate strong audience engagement.

The audience's interest in engaging with content has grown, highlighting the effectiveness of the current

content strategy.

Posts featuring historical content and scenic photos resonate most with the audience, aligning with their

interests in nostalgia and the natural beauty of the railway's surroundings.

These posts evoke a sense of adventure and a connection to the past, appealing to both history fans and those

looking for lively posts.

While last year’s photoshoot provided fresh content, another photoshoot focused specifically on:

Action shots of the train to capture its dynamic presence and showcase its charm in motion.

Candid photos of happy passengers enjoying their experience to add relatability and emotional appeal.

Including people in photos humanizes the brand and helps potential visitors imagine themselves on the train,

increasing the likelihood of ticket sales and shares.

Introduction of video content brought variety to the page.



PUBLIC RELATIONS AND EMAIL MARKETING

A consistent
communication
strategy was
maintained by
distributing a total of 21
emails and press
releases.

These efforts led to
increased awareness
and engagement
throughout the year,
reaching a total of
6,266 passengers.



REGINA FLORES, LUMONT MEDIA
702-366-4043 | REGINA@LUMONTMEDIA.COM


	20250122 VT_Item 8_Lumont Media Staff Report DRAFT_MNclean
	20250122 VT Item 8 VT Railway Year Recap - Lumont Media - 2024

