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WHAT IS THE NEBRASKA TRAVEL & TOURISM DIVISION? 
 

The Nebraska Travel & Tourism Division consists of 10 staff members and is one of four 

divisions within the Nebraska Department of Economic Development. The Division’s main 

office is located in the state office building in Lincoln; however, two staff members reside in 

field offices in western Nebraska (Thedford and Sidney). The Division has two primary purposes 

(1) to market and promote Nebraska’s tourism industry; and (2) to provide educational 

opportunities throughout the year to people working in the state’s tourism industry.  

 

The Division’s marketing and educational objectives are met using a number of methods, 

including: 

 

¶ Nebraska Travel Guide 

¶ www.VisitNebraska.gov 

¶ Nebraska Travel Conference 

¶ Governor’s Agri-Eco Tourism Workshop 

¶ Media press room 

¶ Press and travel writer trips 

¶ National and international marketing 

¶ Travel and sports show attendance 

¶ Membership in national group tour organizations (National Tour Association, American Bus 

Association, Pow-Wow International, Tourism Alliance Partners) 

¶ Nebraska Group Tour Travel Planner 

¶ Assistance with securing project funding 

¶ Technical assistance with brochure and Web site creation/improvements  

¶ Nebraska Vacation Guide program 

¶ NEBTOUR listserv 

¶ Tourism database management  

¶ Tourism Assessment Program   

¶ Tourism industry development plan 

¶ Travel information fulfillment and call center 

¶ Nebraska Scenic Byway program  

¶ Tourism marketing and development grants  

¶ Tourism research, statistics, demographics, and trends 
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TOURISM DIVISION STAFF & CONTACT INFORMATION 

Nebraska Division of Travel & Tourism 

301 Centennial Mall South, 4
th

 Floor 

PO Box 98907 

Lincoln, NE 68509-8907 

www.VisitNebraska.gov 

1-877-NEBRASKA (632-7275)  

Fax: 402-471-3026 

 

Christian Hornbaker, Director 

Marketing, Legislation 

402-471-3794  

Cell: 402-326-4197  

christian.hornbaker@nebraska.gov 

 

Shannon OôNeill-Peterson, Media Relations Coordinator 

Travel Writers, Media, Press Releases 

402-471-3797 

Cell: 402-326-4896 

Shannon.j.peterson@nebraska.gov  

 

Paula Bohaty, Eastern Region Tourism Development Consultant 

Group Tour Manager 

402-471-3744 

Cell: 402-429-9541 

paula.bohaty@nebraska.gov 

 

Micheal Collins, Tourism Development Consultant 

Tourism Development Plan, Tourism Assessment Program, Travel Conference, Vacation Guide 

Program 

402-471-3795 

Cell: 402-432-1384 

micheal.collins@nebraska.gov 

 

Tom DoeringïResearch Coordinator 

Statistics, Tourism Development Initiative (TDI), Legislation, Tourism Grants 

402-471-3784 

tom.doering@nebraska.gov 
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Heather Hogue, Administrative Assistant 

Tourism Email, Web/Database Updates, NEBTOUR Listserv, Fulfillment/Brochures 

402-471-3796 

heather.hogue@nebraska.gov 

 

Karen Kollars, Southwest Region Tourism Development Consultant 

Ag-Tourism  

308-249-3220 

Fax: 308-254-6929 

PO Box 252 

Sidney, NE 69162  

karen.kollars@nebraska.gov 

 

Tom Tabor, Central Region Tourism Development Consultant  

Eco-Tourism  

402-471-7755 

Cell: 402-326-1587 

tom.tabor@nebraska.gov 

 

Twyla Witt, Northwest Region Tourism Development Consultant 

Byways 

308-645-2702 

Cell: 308-645-9566 

Fax: 308-645-2703 

twyla.witt@nebraska.gov 

 

Brandon Cornett, Tourism Intern 

Surveys, Rest Area Deliveries, Information Updates/Filing, Research 

402-471-3798 

ded.tourism1@nebraska.gov 
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WHAT IS THE NEBRASKA TRAVEL CONFERENCE AND WHY 

SHOULD I ATTEND? 
 

What is the Nebraska Travel Conference? 

The Nebraska Travel Conference is an annual conference hosted by the Nebraska Travel & 

Tourism Division. Its primary goals are to assist and educate members of the Nebraska tourism 

industry and to provide them with opportunities to meet and network with each other. 

 

When is the Nebraska Travel Conference? 

The Nebraska Travel Conference is always held mid-October and hosted in various cities across 

the state.  

 

¶ 2011: Omaha, Coco Key Hotel & Convention Center, 18-20 October 

 

Who should attend the Nebraska Travel Conference? 

Anyone with a vested interest in supporting and promoting tourism in Nebraska, their 

community or county, or at their tourism attraction, festival and business should attend the 

Nebraska Travel Conference. This includes: 

 

¶ Chambers of commerce and county & visitor bureaus directors and employees 

¶ County visitors committee members 

¶ Lodging and restaurant owners, managers, general managers and employees  

o Hotels, bed & breakfasts and campgrounds 

¶ Convenience store owners, mangers and employees 

¶ Attraction owners, managers and employees 

¶ Festival and event planners 

¶ Nature-based tourism businesses 

o Guides and outfitters 

o Working farms and ranches 

o Greenhouses  

¶ Other Nebraska agencies managers and staff involved in tourism 

o Nebraska Department of Roads 

o Nebraska Game & Parks Commission 

o Natural Resource Districts 

¶ Economic development associations  

 

What are the benefits of attending the Nebraska Travel Conference? 

There are many benefits to you, your business, attraction, community and county if you attend 

the Nebraska Travel Conference: 

 

Educational Seminars 

Past seminars have featured top-notch speakers on a variety of tourism-related topics, such as 

grant and funding information, package and group tour development, Web site development, 

marketing and promotion, tourism trends and forecasting, travel demographics, successful 
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methods to reach your target markets, as well as festival and event planning, developing and 

marketing assistance. 

 

Networking 

When not sitting in on an educational seminar, there are many opportunities throughout the 

conference where you can meet and network with your fellow tourism colleagues, such as during 

breaks, lunches and at evening events. You can share and exchange ideas, information and 

projects with each other. Or simply talk with others across the state to see what they’ve done to 

promote tourism in their areas. You never know, a similar project might work for you.   

 

Vendors 

The Nebraska Travel Conference is a great way to meet with tourism-related businesses and 

services to help you develop and promote tourism in your area. Examples of past travel 

conference vendors include Nebraska Life and AAA Home & Away magazines, Nebraska Lottery, 

Nebraska Travel Association, Nebraska Association of Convention & Visitors Bureaus, 

Nebraska Game & Parks Commission, Snitily Carr, Nebraska Wine & Grape Growers 

Association, Meredith Publishing, ACTON, American Road, Byways Magazine, CTM Brochure, 

GROW Nebraska, Henry Doorly Zoo, KAAPA Outdoor Adventures, Madden PrePrint Media, 

Nebraska Broadcaster’s Association, Pioneers Press, Lincoln Salt Dogs and Travel Marketing 

Group.     

 

How do I find out more information about the Nebraska Travel Conference? 

The best method to find out more information about the Nebraska Travel Conference is to join 

the Tourism Division’s NEBTOUR listserv (how to join this listserv is included within this 

guide). The official conference registration form is sent to the Nebraska tourism industry in early 

September or you can visit the Tourism Division’s Industry Web site for more information, 

http://industry.VisitNebraska.gov 

  

http://industry.visitnebraska.gov/
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STEPS TO CREATING A SUCCESSFUL BROCHURE 
 

Print the name of what youôre marketing (community, attraction, festival or business) at 

the top of the brochure.  

o Only the top 1/3 of a brochure is seen when in a brochure rack. If the name of what 

you’re marketing is not prominently placed at the top, potential visitors are less likely 

to pick it up.  

 

Use plenty of photographs. 

o Keep text to a minimum.  

o Attractive photographs do much more to sell a community, attraction or festival than 

text. A picture says a thousand words.  

o Use photographs of people engaging in activities and of other selling points, such as 

beautiful scenery, historic downtown districts, bodies of water (lakes, streams and 

rivers), and community festivals and events. 

o Use local or Nebraska-based photographers if possible.  

o Contact the Nebraska Travel & Tourism Division’s Media Relations Coordinator 

about using the Tourism Division’s photographs.  

o Don’t place text over photographs; this sometimes makes the text difficult to read.  

 

Create your brochure using a standard brochure size.  

o Tri-fold or magazine styles are generally the sizes in which most brochures and 

marketing pieces are designed.  

o It must be able to fit in a brochure rack. 

o Don’t use paper that ―flops over‖ when in a brochure rack. Travelers will more then 

likely skip the brochure.  

 

Make sure the Nebraska Travel & Tourism Division has your brochure. 

o The Tourism Division regularly receives requests for specific communities, regions, 

attractions and festivals, which are sent out with the standard travel package (state 

travel guide and state highway map).  

o Please contact Tourism Division staff to inquire how many of your brochures are 

needed in the office before you send them.  

 

Donôt create a general tourism and quality of life brochure in the same piece.  

o General tourism brochure: geared to attract all types of travelers, and includes general 

information that encourages them to visit. It shows them where to eat, sleep, play and 

shop.  

o Quality of life brochure: geared more toward potential residents and businesses, and 

includes information on hospitals, schools, local government and economic 

development incentives. The average traveler does not care about these things.  

o If you include a list of businesses, include only those that travelers would be 

interested in visiting, such as restaurants, lodging properties, gift and antique stores, 

and recreational businesses.  

o Don’t include businesses, such as accounting services, appliance sales/repairs, storage 

companies, and utility companies and services.  
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Include a location map on the brochure. 

o Don’t assume that everyone knows where your community is located. Unfortunately, 

many people are unsure where Nebraska is in the U.S., much less the location of a 

small town in western Nebraska or the Sandhills. 

o Location maps shows where your community is in proximity to other places in 

Nebraska, such as major highways, Interstate 80, Lincoln, Omaha, and other 

population centers, as well as nearness to state borders.  

 

Donôt use string or other material to hold a brochure together. 

o While this may seem like a unique and attractive thing to do, the brochure will more 

than likely not fit in a standard sized brochure rack.  

o Sometimes simple is best. 

 

Donôt include festival dates, hours of operation, admission prices, or other information that 

dates the brochure. 

o If you print your brochure with any of this information, you’ll have to reprint it each 

year. 

o Don’t print: Fun Days—16 June 2008. Instead print: Fun Days—Second Weekend in 

June or Fun Days—June.  

o However, it is fine to print that an attraction charges a fee or that it is open year-

round.  

o If you have a special event or exhibit coming to your community, simply print a 

supplemental piece that you can include inside the brochure. 

 

Add contact information to the brochure. 

o This includes a telephone number, Web site address and mailing address.  

o The telephone number on the brochure also should be the one to call to order more of 

your brochures.  

o It’s also a good idea to follow the same design for both the brochure and Web site. 

This creates good marketing uniformity and consistency.  

 

Have the brochure professionally printed. 

o Don’t ever print a community tourism brochure on a home or office printer. The 

quality is not the same as having it done professionally, resulting in less likelihood 

that travelers will pick up your brochure.  

 

Check, check and recheck the brochure to ensure accuracy. 

o This includes important information, such as grammar, spelling, addresses (Web site, 

location and mailing), and telephone numbers.  

o Check to see if the brochure is printed upside down, if a side is blank, or has other 

design problems, such as text running off the sides of the brochure.  

o Have at minimum three people review the brochure prior to the final printing. Six 

eyes are better than two! 

 

 

 



 

 
8 

 

Entice potential visitors to pick up your brochure. 

o Use action and dynamic words and phrases. There’s normally a large quantity of 

brochures in a rack. Why should a traveler pick up yours? 

o Use vibrant colors that stand out in a brochure rack.  

o Don’t use unusual or hard to read font types and sizes.  

o Make sure that background colors do not make the text difficult to read.  

 

Apply for a state marketing grant or use your countyôs lodging tax dollars to create and 

print brochures. 

o The Nebraska Travel & Tourism Division offers an annual grant program where 

tourism entities can apply for marketing grants in four categories: General, Event, 

Internet and Region. 

o Grant requests must be between $2,000-10,000; a 25% local match is required of 

which half can be in-kind and half can be cash.  

o County lodging tax dollars can be used for marketing county attractions, businesses, 

festivals and communities.  

 

Be accurate in what you have to offer.  

o Don’t oversell, but also don’t undersell what you have. 

o Don’t say: ―Visit the majestic peaks of the Pine Ridge.‖ While the Pine Ridge is 

indeed a beautiful and unique location in Nebraska, most travelers equate majestic 

peaks with mountains. A phrase such as ―Experience the rugged beauty of the Pine 

Ridge‖ would be more appropriate.  

 

Have brochures printed and ready for distribution at the beginning of each year.  

o Most consumer travel and sports shows are held between January and March. Having 

current travel information at these shows means that potential visitors are more likely 

to pick up your brochure. 

o If you don’t have your brochure or other marketing information ready until April or 

May, many travelers have already decided on their vacations plans by then.  

 

Use the Nebraska Travel & Tourism Division staff as a resource to review your brochure 

prior to printing.  

o Staff at the Tourism Division will review your brochure and give you helpful 

suggestions and comments free of charge.  

 

Think regionally, multi-county, multi-community and multi-attraction. 

o Few are able to ―go it alone.‖ Regions are often better able to attract and retain 

visitors than are single communities. 

o This includes existing regional tourism groups, as well as three or four communities, 

counties or attractions pooling their resources to create a successful marketing piece. 

o It’s best not to print a single ―county‖ brochure. For example, most people from 

Vermont, and especially international travelers, do not know where Frontier County 

is, but might have a better idea where Southwest Nebraska is.  
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12 STEPS TO A VACATION PACKAGE 
 

Minimum Requirements: 

Minimum requirements for a vacation package to be promoted on www.VisitNebraska.gov are: 

 

¶ At least a one-night stay 

¶ 75% of the package must be from Nebraska businesses 

¶ Three participants 

¶ Single source for payment 

¶ Credit cards must be accepted for payment of the package (If you cannot provide this option, 

you might consider contracting with a local travel agency.) 

 

Step 1: Take Inventory 

Retail store managers take inventory periodically to determine what they have to sell and what 

they need to restock. As a tourism entity, your inventory isn’t neatly stacked on stainless steel 

shelves and ―restocking‖ items for sale is something much more difficult to control. (Tourist 

attractions can’t be delivered on the next truck.) 

 

As you take stock of what your area has to offer, it is critical to look beyond city, county and 

even state lines. While the idea is to create vacation packages that will benefit your particular 

entity, you can’t ignore attractions that are close. For example, when tourists visit the Omaha 

metro area they don’t think twice about going to Iowa to see the boats or to Bellevue to visit 

Fontenelle Forest. Some may see anything out of their area of influence as ―competition.‖ That 

may very well be, but even competition can help draw people to your area. Embrace the 

competition, don’t ignore it. 

 

When taking inventory, try to make a complete list of the following: 

 

¶ Traditional Man-Made Attractions (museums, zoos, water parks, sporting venues, etc.) 

¶ Nature-Inspired Attractions (Sandhills, bison, birding, lakes, rivers, scenic parks, etc.) 

¶ Historic Sites and Attractions (Chimney Rock, Pony Express Station, forts, etc.) 

¶ Shopping (shopping malls, small boutiques, antiques, specialty stores, etc.) 

¶ Pampering (spas, wineries, etc.) 

¶ Hotels/Motels/B&Bs/Campgrounds 

¶ Restaurants 

¶ Transportation (buses, vans, trains, airports, hot air balloons, covered wagon, etc.) 

 

At this point in the process, try to make a complete list. You’ll narrow it as the process 

continues. 

 

Step 2: Identify Strengths 

With an inventory of tourist ―offerings‖ in front of you, identify your area’s strengths through the 

eyes of a tourist. Don’t try to be something you’re not. The idea of vacation packages is to play 

up your strengths. One of the great things about Nebraska is its diversity: Ogallala has a great 

western heritage, Fremont has an excellent collection of antique shops, the Omaha metro has the 

http://www.visitnebraska.gov/
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Old Market and the #1 rated zoo in the nation, the central Platte River Valley is a birding 

hotspot, and Valentine is within minutes of one of the top ten canoeing rivers in the nation. 

 

Create a list of approximately 5–10 strengths (not to be confused with attractions) that your area 

has to offer. For example, Buffalo Bill State Historical Park is an attraction, while Western 

heritage is a strength. 

 

Step 3: Identify Target Travelers 

Once you’ve established your strengths, it’s time to determine who will be the target of your 

vacation packages. This process will require you to ―connect the dots‖ just a bit. Take the list of 

strengths you just created, and for each of them, determine a target audience (or audiences) that 

your particular strengths would appeal to. For example, if antiquing is a strength, your target 

audience would be seniors and baby boomers. If mountain biking trails are a strength, a younger 

crowd of 20–35 would be a more likely target. If water recreation is the strength, you would 

most likely be talking to families with school-aged children. If you aren’t sure who the target 

audience is, ask some of the attractions that give your area its strength. They can tell you who is 

walking through their front doors. 

 

Step 4: Identify Potential Packages 

Once you’ve identified your strengths and the audiences to whom they appeal, it’s time to start 

identifying some possible packages. This can be done in a number of different ways: 

 

Economic Impact—Is there an event or an activity in your area that makes a huge economic 

impact? For example, the cranes around Kearney and Grand Island; the air show in Bellevue; a 

top rated golf course; or a canoeing river. Identify key events and times when your area naturally 

draws in more people. 

 

Common Interests—Look at your strengths list. Do many of your strengths share the same target 

audience? If the strengths birding, cultural events, and antiquing are attractive to the same target 

audience, you may have a very intriguing package on your hands.  

 

Common LocationðIf there are attractions that are physically close, you may want to consider 

packaging them together, but only if they will appeal to the same group of people. 

Identifying possible packages is a good exercise to do with a diverse group of people, because 

people from different target audiences will better identify with certain opportunities than others. 

Families will come to your area for different reasons than seniors or young singles. A diverse 

group will provide you with a variety of perspectives. 

 

Step 5: Complete the Package 

Don’t stop at just identifying which attractions draw a similar crowd. Make this a package people 

can’t resist. Antiquing, culture and birding may be appealing to the same target audience, but 

what’s going to cinch the deal? Is there a great bed and breakfast that would also be attractive to 

an older target audience? Is there a shuttle bus or trolley that could ease their transportation 

concerns? What about a room gift (for example, a mug and a special blend of coffee) that would 

appeal to them. Is there a quaint country restaurant that serves a delicious meal? These are the 

details that will either add to or detract from the experience. Different target audiences lodge at 



 

 
11 

 

different places, eat different meals, and appreciate different aspects of the same area. Really get 

into their heads and see if you can come up with something special. If you can’t, maybe you 

should choose another potential audience and package. Start out with one to three packages. The 

idea is not quantity; it’s quality. The last thing you want to do is introduce a lot of packages that 

have mediocre success and discourage the partners. Instead, gain success with just a few and 

have people begging to try new ones. 

 

Step 6: Provide Options 

This may be as simple as offering several different lodging options (and prices based on these 

differences) or providing an ―add-on‖ to the standard experience (a hot-air balloon ride or a 

covered wagon trail ride). Offer a choice of different golf courses, attractions, and restaurants if 

you think it will help. As long as you can track it, you can do it! 

 

Step 7: Identify Key Partners 

Chances are you already know many of the key people you would ask to be a part of a vacation 

package. When you first start a vacation package, begin with people you know and trust. The 

idea is not to include everyone—at least not in the beginning. You want people who ―get it‖ and 

who understand that a vacation package will most likely not be an overnight success. They 

should be committed at least for the ―medium‖ haul, if not the long haul. While having a 

vacation package advertised on a Web site that gets 60,000 hits a month will surely help, word of 

mouth goes a long way as well. Let a few people experience it and tell their friends. Word will 

spread. By limiting the number of partners, you will quickly find out who else in your area wants 

to participate. There’s nothing like being left out of something to motivate others to action. 

 

Identify a leader. In most cases, motels, hotels and bed and breakfasts accept credit cards. If you 

can find one that’s excited about being a part of a vacation package, you are halfway home. 

There should be at least one participant to sell the package. The lodging component is usually the 

best choice. Make sure everyone else is on board and committed to a trial of at least six months. 

 

Step 8: Create Money Tracking System 

Once you have all of the partners in place, it’s important for them to be comfortable with how 

the money is handled. Here are a couple ways to approach this issue: 

 

Prepaid Packets—If a hotel is handling the credit cards, the rest of the package should have a set 

monetary value. Have the hotel pay for the rest of the package up front (tickets, gift certificates, 

gifts, etc.). The advantage to this is that there are no back-end collections and billing. The 

downside is that many lodging facilities won’t want to front the expense.  

 

Numbered Packets—This is a good option if a convention & visitors bureau is involved. The 

idea is to prepackage the tickets, gift certificates and other ―package items‖ and seal them in a 

numbered envelope. When the lodging facilities book the package, they will note the number of 

the packet issued and provide an extra copy of the room receipt. Each month, they would send a 

copy of the receipt, number on the packet, and a check for the value of the packets they used that 

month to the convention & visitors bureau. Money would be distributed to the rest of the partners 

based on the number of packets that were sold.  
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These are just a couple of ways you may want to handle the money distribution. You may find 

other ways that work just as well. 

 

Step 9: Establish Marketing Materials 

Start with the basics: who, what, when, where and why. Who should be excited about this 

package? What all does it entail? When will it run (especially in the case of event oriented 

packages)? Where do they sign up? And why would they want to? What’s the experience?  

 

Does the package have a fun name that the target audience will identify with? Consider names 

like ―Women’s Weekend Away,‖ ―Shop Til You Drop,‖ or ―Cowboy Experience.‖ You will 

need to have a written description for the listing on www.VisitNebraska.gov. Create an eye-

catching flyer with the same information to be distributed by all of the partners. Are there other 

ways that the package should be promoted, such as on Web sites, marquee signs, and counter 

mats, or in motel rooms, literature racks, press releases, and in advertisements? Determine how 

you want to promote your vacation packages and get buy-in from all of the partners. 

 

Step 10: Establish a Primary Contact 

The Division of Travel and Tourism requires that one contact person is available to work with. It 

usually makes sense to have this be the person who handles the credit cards or someone like a 

convention and visitors; bureau staff person who can be available to answer questions.  

 

Step 11: Submit Package to be Posted 

Have your contact provide all of the written information to the Division of Travel and Tourism 

for posting. (Go to www.VisitNebraska.gov for a complete list of required information.) Postings 

will be reviewed by the Tourism Division and its advertising agency. They may have questions 

or suggestions to make your package and/or marketing language stronger. Ultimately, these 

entities will have final approval.  

 

Step 12: Listen and Learn 

Have your vacation package partners listen for input from their guests. They will be the ones 

going home to let their friends know about their experience. Learn from what they have to say 

and make the next package even better! 

 

  

http://www.visitnebraska.gov/
http://www.visitnebraska.gov/
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NEBRASKA LODGING TAX 
 

Overview 

A one percent Nebraska lodging tax is imposed on the total gross receipts charged for the 

occupancy of any space furnished by a hotel in this state. In addition, various counties have a 

county lodging tax ranging from one to four percent. The lodging taxes are in addition to the 

sales and use tax. 

 

Definitions 

A hotel is any commercial, nonprofit, or state-owned facility in which the public may, for a 

consideration, obtain sleeping accommodations. It includes:  

 

¶ Hotels, inns, bed and breakfasts, courts or motels 

¶ Tourist homes and campgrounds 

 

The term ―hotel‖ does not include: 

 

¶ Hospitals, nursing homes and chronic care centers 

¶ Boarding houses 

¶ Dormitories or facilities regularly used to house students in a facility operated by an 

approved educational institution 

¶ Functional rooms of a hotel, such as ballrooms or meeting rooms 

 

Permit 

Every person engaged in the business of operating a hotel, as defined above, must obtain a 

Nebraska Lodging Tax Permit. Each location must have its own lodging tax permit. Application 

for the required permit is made on the Nebraska Tax Application, Form 20. 

 

Collecting and Remitting the Tax 

Lodging tax is collected on the total gross receipts charged for providing accommodations and 

includes any amount paid by the hotel for occupation taxes, as well as amounts charged for 

additional persons, beds or bedding. Lodging providers must collect the appropriate state and 

county lodging tax on the gross receipts for all accommodations unless a specific exemption 

applies. When collecting the tax, lodging providers are agents of the state, and the tax collected 

is a trust fund owned by the State of Nebraska. Therefore, it is recommended that lodging tax 

collected be separated from other business receipts and deposited in a separate account.  

 

Both Nebraska and any county lodging taxes are remitted on the Nebraska and County Lodging 

Tax Return, Form 64. A Form 64 must be filed for each tax period or portion of a period during 

which the lodging tax permit is active, even if there is no tax due. Each permit holder is allowed 

a collection fee as a reimbursement for collecting and remitting the Nebraska and county lodging 

taxes. Form 64 is timely filed if postmarked by the U.S. Postal Service on or before the twenty-

fifth day of the month following the tax period covered by the return. 
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Optional Services 

Lodging tax is not collected on any separately stated charge for optional services such as: 

 

¶ Room service 

¶ Porter or bellhop services 

¶ Pay-per-view movies 

¶ Telephone service 

¶ Wake-up service 

¶ Valet service 

 

Some optional services may be subject to sales tax without being subject to lodging tax. 

 

Exemptions 

Lodging tax does not apply when rooms, lodging or accommodations are supplied to the same 

tenant for a period of thirty (30) continuous days or more. In addition, organizations and 

governmental units that are exempt from sales tax are also exempt from lodging tax. Most 

nonprofit organizations are not exempt from sales tax in Nebraska. In addition, not all 

governmental units are exempt from Nebraska sales Tax.  

 

For specific details regarding who is exempt from sales tax, please refer to the following: 

 

¶ Nebraska Sales and Use Tax Regulations 

o 1-012, Exemptions 

o 1-090, Nonprofit Organizations 

o 1-091, Religious Organizations 

o 1-092, Educational Institutions 

o 1-093, Governmental Units 

 

¶ Information Guides 

o Nonprofit Organizations 

o Governmental Units 

 

All charges for tax-free accommodations must be supported by a Nebraska Resale or Exempt 

Sale Certificate, Form 13, Section B. The organization must provide its Nebraska Exempt 

Certificate Number on the Form 13. The exemption number begins with the prefix 05. Federal, 

state and local governmental units are not issued numbered exemption certificates. Therefore, no 

number is required on the Form 13.  

 

Charges to the federal government may also be supported by one of the following: 

 

1. A federal certificate of exemption 

2. Payment with a federal treasury warrant 

 

Employees of exempt organizations or governmental units must pay the lodging and sales tax 

when they personally pay for accommodations even if they are subsequently reimbursed by the 

organization or governmental unit.  
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Credit cards 

Payments made with a government-sponsored credit card are taxable when the charges are billed 

to the employee. Generally, charges are billed to the employee when the employee’s name 

appears on the credit card. Payments made with a government-sponsored credit card are exempt 

when billed directly to the governmental unit. 

 

Fines, penalties, and interest 

Persons operating without a Nebraska Lodging Tax permit may be fined up to $500.00 for each 

day of operation without the required permit. Criminal penalties may also be imposed. A penalty 

of $25.00 or ten percent of the tax due, whichever is greater, is imposed when the return is filed 

after the required due date or when the return is filed without the proper remittance of the tax. 

Interest on delinquent tax is due at the statutory rate from the due date until payment is received.  

 

Records 

All Nebraska lodging tax permit holders must keep records for at least three years after the return 

is filed. The records should include the normal books of account and supporting documentation, 

and exempt sale certificates.  

 

Regulations 

The Nebraska Lodging Tax Regulations are provided to lodging tax permit holders. These 

regulations may be referred to when questions arise concerning the Nebraska and county lodging 

tax. 

 

For more information on the Nebraska Lodging Tax, go to: www.revenue.state.ne.us 

  

http://www.revenue.state.ne.us/
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TOURISM MARKETING GRANTS 
 

NEBRASKA TOURISM MARKETING GRANTS 

 

¶ Available in amounts of $2,000 to $10,000 

 

¶ $125,000 to award in three categories: Promotion of an Event, Promotion of a Region, and 

General Marketing: 

 

Promotion of an Event:  

o Assistance to market new or existing events and festivals 

o New events may earmark up to 50% of the grant toward local marketing. The 

remaining dollars should be geared towards attracting visitors from at least 100 miles 

away 

o Existing events and festivals may request funds to reach a new market that is at least 

100 miles away 

o Local media may be included in advertising plans if the majority of their audience is 

beyond the 100-mile radius 

 

Promotion of a Region: 

o A region is considered to be at least three (3) communities or at least two (2) counties 

o ―Regional‖ also includes at least three (3) entities with a common cause (museums, 

historical homes, wineries, antique shops, regional tourism associations, theaters, etc.) 

o The grant can be used for an overall marketing program or specific projects within the 

region 

 

General Marketing: 

o Applicants can get funds for a number of tourism marketing projects to attract more 

visitors to a specific area.  

o This category is open to individual communities, regional organizations, nonprofit 

groups and for-profit groups 

o Examples of projects are Internet Web site development or enhancement, image 

marketing (developing or enhancing photo or film libraries, developing a new logo, 

new art work, etc.), sales blitz to locations 100 miles or more away, booth displays, 

tourism awareness programs, customer service programs, group tour manuals, and 

meeting planner guides/publications 

 

¶ A 25 percent match is required. 

o Half can be in-kind, such as cash donation or volunteer work 

o The other half must be cash 

o Complete 25% match can be cash match, but match cannot be all in-kind 

o Documentation must be provided for cash match as well as any in-kind match  

 

¶ Grants must be postmarked by January to be eligible 
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¶ Guidelines are available in October at the Nebraska Travel Conference or on the Tourism 

Division’s Industry Web site: www.VisitNebraska.gov 

 

¶ Among expenses not covered for reimbursement are food; lodging; purchase or renal of 

computers, projects and other equipment; telephone expenses; postage; membership dues; 

talent/dignitary honorariums; salaries; rental of office space; physical construction of 

billboards (billboard rental is allowed); and items for resale 

 

REIMBURSEMENT PROCESS  

 

¶ Marketing grants are awarded on a reimbursement basis. After completion of your grant 

project and after verification that the project was paid for, the State will reimburse for the 

pre-approved portions of the project 

 

¶ It is the responsibility of the applicant to initially pay expenses to complete the project. ALL 

bills must be paid before reimbursement 

 

¶ Reimbursement kits will be sent out with all original contracts 

 

¶ Reimbursement kits will also be available upon request at any time from the grant 

administrator 

 

¶ Have activities laid out line by line for reimbursement by providing a detailed budget, 

showing line item costs for the activity(ies), broken down by the proposed funding (grant and 

match), plus the total amounts 

 

¶ Must have ALL invoices and corresponding canceled checks for all activities outlined in 

grant budget worksheet 

 

¶ Match for grant must also be shown in the reimbursement materials 

 

¶ Document in-kind donations to show match 

 

¶ Must show examples of activities done with grant monies, such as examples of brochures, 

photos of billboards or advertisements placed  

 

¶ The grantee must additionally provide the Travel and Tourism Division proof of performance 

including a report of the impact of the project and any follow-up survey results 

 

¶ Must use Nebraska Travel and Tourism tag line and logo on all grant items. If an applicant 

fails to include the logo and tag line on materials covered by the grant, reimbursement will 

not be made 

 

 

 

 

http://www.visitnebraska.gov/
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ADDITIONAL ITEMS 

 

¶ Make certain you do your homework. Research your target markets and be prepared to 

justify them in your grant application 

 

¶ Make sure everyone involved in the project has read and understands the grant contract! 

 

¶ Be prompt and organized 

 

¶ After receiving two grant contracts, sign both and promptly return one of the grant contract to 

the grant administrator 

 

¶ If there are any changes or issues with the grant project contact the grant administrator 

 

¶ Must have everything preapproved and in writing for record keeping purposes 

 

¶ Grant information on http://industry.VisitNebraska.gov 

o Scroll down to the bottom of the page and click on the ―Industry‖ link 

o On the left side, click on the ―Grants‖ tab 

o This will take you to the page with information about Nebraska Tourism Grant 

programs 

http://industry.visitnebraska.gov/
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TOURISM DEVELOPMENT FINANCIAL ASSISTANCE GRANTS 
 

TOURISM DEVELOPMENT COMMUNITY DEVELOPMENT BLOCK GRANT 
 

Eligible Projects: Physical development or improvement of tourism attractions, defined as sites 

and facilities that draw 2,500+ visits annually from origins at least 100 miles away because of 

their scenic, historic, cultural, scientific and/or recreational attributes. Eligible projects include 

historic restorations, museums, and convention centers. Ineligible projects include tourism-

support facilities, such as eating and drinking establishments, sleeping accommodations, and gift 

shops.  

 

Eligible Applicants: Both for-profit and non-profit businesses and organizations, publicly or 

privately owned, termed project sponsors. Designated applicants are counties, cities, or villages 

that will administer grants awarded.  

 

Individual Project Amount: $50,000-$300,000 

 

Application Date: Any time  

 

Other Requirements: Located outside Omaha and Lincoln. Match of at least 25% of total 

project cost; at least half of match must be cash (remaining half can be in-kind). Meet at least 

one CDBG national objective, such as providing jobs to low- and moderate-income persons, 

removing barriers to elderly and severely disabled persons, or aiding in the prevention or 

elimination of slums or blight.  

 

LOCAL CIVIC, CULTURAL, AND CONVENTION CENTER FINANCING FUND GRANT 
 

Eligible Projects: Physical development or improvement of civic, cultural, and convention 

centers in Nebraska municipalities. Eligible projects should be of sufficient appeal to attract 

many nonresidents and include community centers, special libraries, museums, theaters, and 

multi-faceted meeting places.  

 

Eligible Applicants: Municipal governments except City of Omaha and municipalities receiving 

grants from the Fund in the last 5 years 

 

Individual Project Amount: $20,000-$1.5 million; maximum grant amounts scaled according 

to community population:  

 

¶ 1-9,999: $250,000 

¶ 10,000-19,999: $400,000 

¶ 20,000-39,999: $500,000 

¶ 40,000-99,999: $500,000 

¶ 100,000-299,999: $1.5 million 

 

Application Date: September 
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Other Requirements: Projects must be owned and operated directly or by contract by the 

municipality. Match of at least 50% of total project cost; at least 80% of match must be cash 

(remaining 20% can be in-kind). Grant must be for construction, renovation, or expansion, not 

planning or marketing, and for permanent fixtures, not temporary or portable furniture and 

equipment.  

 

COMMUNITY DEVELOPMENT ASSISTANCE ACT INCOME TAX CREDITS 

 

Eligible Projects: Various physical developments and services, including recreational and 

educational attractions 

 

Eligible Applicants: Nonprofit organizations and governments except Federal and State 

agencies 

 

Individual Project Amount: Up to $25,000 in State income tax credits per project 

 

Application Date: Any time 

 

Other Requirements: Projects must be in areas of chronic economic distress (most of Nebraska 

qualifies). Up to 40 percent of the value of cash, plus in-kind contributions by businesses and/or 

individuals to approved projects, qualifies for income tax credits. Credits must be claimed on tax 

returns for years in which contributions are made; unused credits can be carried over and used 

for next 5 years.  
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ñI WANT A GRANT. NOW HOW DO I GO ABOUT GETTING IT?ò 
 

Follow these simple grant writing guidelines, and you should have a good chance of submitting a 

successful grant.  

 

PRIOR TO BEGINNING WRITING YOUR GRANT: 

¶ Are you using current grant guidelines? 

o Sometimes grant guidelines change from year to year. You don’t want to be 

disqualified because you were unaware of changes from the previous grant cycle.  

 

¶ Is your project and organization eligible for funding through this grant program? 

o Study the organization to understand its mission and get an idea of the kinds of 

projects it has previously funded.  

o Do not begin writing until you know your project and organization are eligible.  

o Contact the granting organization to discuss your project, if you are unsure of 

eligibility.  

 

¶ Does your organization have adequate matching funds on-hand? 

o Most grant programs require an in-kind and/or cash match. 

 

¶ Do you know someone with grant writing experience who could write the grant application 

for you or assist you with writing it? 

o Examples: chambers of commerce, convention & visitors bureaus, economic 

development districts, natural resource & development offices, colleges and 

universities, and local board members 

 

¶ Give yourself ample time to prepare the grant application. 

o This includes conducting background research, contacting potential partners, securing 

the in-kind and/or cash match, writing and reviewing, and submitting the application 

on time.  

 

¶ Thoroughly read and understand the application guidelines prior to writing the grant 

application. 

o If you are unsure about any portion of the guidelines, contact the grant organization 

before proceeding. 

o If you don’t follow all requirements in the guidelines, your grant application will be 

disqualified.  

o You don’t want your application denied for not sending in the correct number of 

copies and required documents, not signing your application, or sending it in past the 

deadline. 

o Many grant review committee members begin reviewing grant applications by 

looking for ways to immediately disqualify them, such as (1) requesting funds for 

ineligible activities; (2) not having adequate cash and/or in-kind match; (3) 

submitting no supporting documentation; or (4) not submitting the correct number of 

copies.  
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Á Reviewing grants in this manner immediately ―weeds out‖ ineligible 

applications so committee members can focus more attention on those that do 

qualify.  

 

WHILE WRITING YOUR GRANT APPLICATION: 

¶ Do not submit a grant application with handwritten narrative. 

o Handwritten answers often are acceptable in circumstances, such as signature 

blocks, answering ―yes/no‖ questions, completing cover sheets, and filling in 

blanks.  

 

¶ Grant applications always should look professional and be typed using standard font styles 

and sizes  

o An example is font style: Times New Roman, font size: 12. 

 

¶ The grant application’s goals and objectives should be summarized in the introduction so that 

the grant review committee members do not have to search for this information. 

o For example: ―This grant application requests $10,000 to create a marketing 

campaign that includes revising our existing brochure, improving our Web site, 

hiring a professional photographer, and placing advertisements in niche market 

publications.‖ 

 

¶ Be clear, concise and succinct in your narrative. 

o Don’t assume that everyone on the grant review committee will be familiar with 

your project.  

o Most grant review committee members read many grant applications during their 

grant cycles. If yours is short, easy-to-read, and quickly answers key questions, 

the judges will better understand your project and rate it more favorably.  

o Don’t submit a convoluted grant application that ―bogs down‖ the grant review 

committee with too much detail. It is more likely to end up in the ―no‖ pile. 

o Remain focused and clearly articulate your goals and objectives. A good grant 

application is easy to understand.  

 

¶ Do not request items/activities that are ineligible for funding through the grant program. 

o If marketing projects are ineligible, don’t ask for funds to create a brochure. 

o If the grant program requires multiple entities be included in the project, don’t 

submit an application for a single attraction, festival or business. 

o Remain within the required number of pages in your narrative. 

o If the grant guidelines request a maximum of four pages, don’t submit five. If you 

are not able to explain your project within the maximum number of pages, you are 

probably adding too much detail.  

 

¶ Add supporting materials that will strengthen your grant application, and explain your project 

and its potential economic and social impact.  

o For example: letters of support, coverage maps for radio and television stations, 

and bids for grant activities.  
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o Submit all letters of support and other supporting materials with the grant 

application; otherwise, they might become lost if mailed separately.  

 

¶ Raise questions and concerns well before the deadline. 

o Do not wait until the last minute to begin writing your grant application. 

o You don’t want serious questions or problems to arise near the deadline and you 

are unable to readily speak to the correct person who could help you.  

o This goes back to the previous point that you give yourself plenty of time to 

successfully research, write, proof, and mail your grant application.  

 

¶ Never ask for a deadline extension. 

o Grantors have a set timeline that must be followed, which includes adequate time 

for the review committee to read, select and notify grantees if their projects are 

awarded.  

o Deadlines usually are ―set in stone.‖  

 

¶ Submit an easy-to-understand project budget. 

o Provide a very detailed budget—more detail is better than less. 

o For example, if you’re requesting funds to advertise in five magazines, list the 

magazines in the budget and how much you plan to spend for each. Do not simply 

write ―Magazine ad placements: $10,000‖ in the budget worksheet.  

o See budget example below: 

 

Activity
1
 Grant Amount 

Requested 

Match Source of Match Total 

Magazine Ad Placements     

Magazine 1 $2,000 $1,000 CVB budget $3,000 

Magazine 2 $2,000 $1,000 CVB budget $3,000 

Magazine 3 $2,000 $1,000 CVB budget $3,000 

Magazine 4 $2,000 $1,000 CVB budget $3,000 

Magazine 5 $2,000 $1,000 CVB budget $3,000 

Ad layout & design $0 $3,000 Local printer (in-kind) $3,000 

Totals $10,000 $8,000  $18,000 

 

¶ Don’t pad your budget. 

o Judges usually know the average costs of activities and will score an application low 

if an applicant uses inaccurate or inflated figures. 

o Document all sources of support for the project—cash and in-kind. 

o Volunteer time, donated experience and space, and borrowed equipment  

 

PRIOR TO MAILING YOUR GRANT APPLICATION: 

¶ Re-read the final copy of your grant application slowly and carefully (ask at least two others 

to review it). 

                                                           
1 This example is used by the Nebraska Travel & Tourism Division. Other organizations use different budget 
worksheets. 



 

 
24 

 

o Is the grant application presented in a logical order? 

o Have you doubled checked your spelling and grammar? 

Á Do not rely solely on your computer’s ―grammar/spell check‖ function. 

o Will the reader understand what you’re trying to say? 

o Assume that the reader has no idea about your project. You also might want to have 

someone unfamiliar with your project read the grant application to see if it is 

understandable to them.  

o Make sure that your application looks neat and professional. 

 

¶ Make sure that all copies are complete. 

o Most grant programs are very competitive, and not having all the required 

information and documentation in your grant application could disqualify you. 

o Never assume that the grant review committee will contact you if you have omitted 

pieces in one of your application copies.  

 

¶ Submit the required number of complete grant application copies. 

o Most grant applications are read by a grant review committee. It is the grantee’s 

responsibility to submit the correct number of copies, not the grantor’s responsibility 

to make them for you.  

o In fact, most organizations will disqualify your application if there are insufficient 

copies. 

 

¶ Submit your grant application on time. 

o Important. Check to see if the application must be postmarked or received by the 

due date.  

o If your grant application is received after the deadline, it probably will be disqualified 

and/or returned. 

 

IF YOU RECEIVED A GRANT: 

¶ Do what you said you were going to do in the grant application in the timeframe in which 

you said you were going to do it. 

o If you fail to fulfill your commitment in the specified time, the granting 

organization is within its rights to take away your grant funds.  

Á Any funds that have already been spent on the project could be subject to 

your reimbursing the grantor.  

o If unforeseen circumstances arise that prevent implementation of some or all of 

the activities in the grant application contact the grantor immediately to discuss a 

solution. In some cases, you might be able to request an extension on your grant.  

 

¶ Submit any documentation or other required materials in a timely and organized manner.  

o If the grant program is on a reimbursement basis, make sure you have proper 

documentation (for example, receipts) in order to quickly receive your 

reimbursement.  

o Make it easy on yourself and the grant administrator: Be organized, be organized, 

be organized! 
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Á Some granting organizations conduct regular audits of past grant 

recipients.  

 

IF YOU DID NOT RECEIVE A GRANT:  

¶ Contact the granting organization to see what you might have done wrong and how you 

could improve your grant application for next year. 

o Most organizations will be glad to let you review past successful grant 

applications. 

 

¶ Do not ask that your grant application be appealed. 

 

¶ Do not ask others in your community to request that your grant application be funded once 

the grant recipients have been announced.  

o Once grant funds are disbursed, they cannot be reallocated to a grant application 

that was not funded. Decisions are final. 

 

¶ However, do not despair. The competition for grants is stiff, and just because you didn’t get 

a grant one year doesn’t mean that you won’t get one the following year. 

o Keep submitting your grant application.  

 

IN CONCLUSION, TO HAVE A SUCCESSFUL GRANT APPLICATION YOU MUST:  

¶ Do all the necessary research before beginning to write your grant application. Give yourself 

plenty of time to write and submit a successful application. 

 

¶ Follow all the requirements (no matter how silly they may seem to you—there’s a reason for 

them). Remember, if you don’t follow the guidelines, you run the risk of having your 

application disqualified. 

 

¶ Submit a high quality and professional application that fully explains your project and its 

goals. Send it in on time and with the correct amount of copies. 

 

¶ Finally, if you’re asking for $50,000 worth of funding, put $50,000 worth of effort into your 

grant application. The competition is stiff, and everything you do to make your grant 

application stand out, the better your chances of being funded.  
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PRESS ROOM AND THE TOURISM DIVISIONôS PHOTOGRAPH 

LIBRARY 
 

The Tourism Division has a press room and photograph library on its Web site: 

www.VisitNebraska.gov/press. On this Web site, you can learn more about what the Division 

does public relations wise—view recent press releases, read information on press tours the 

Division is planning, search for story ideas, view the Division’s current marketing and 

advertising campaigns, etc. One of the most important aspects about the Division’s press room is 

its photograph library. There are more than 2,000 images on the site that you can download free 

of charge. The images are divided by region of the state (similar to the Nebraska Travel Guide).  

 

ñI see a photo I want to download. How do I do it?ò 

 

¶ The Division offers access to state photography for editors, publishers and others for the 

purpose of promoting tourism in the state of Nebraska. You may browse through our 

galleries of low resolution images in order to find the photo you would like to use. 

 

¶ To request a high resolution image while viewing a gallery, click the link at the top of the 

page labeled ―Request Image.‖ This will take you to a form that needs to be submitted for 

each image requested. 

 

¶ If you would like to submit your own photo, the Division is always seeking images that 

capture the spirit and variety of events throughout the state. The images will be considered 

for inclusion in the Nebraska Travel Guide and Destination Nebraska, the Division’s online 

newsletter, as well as the Nebraska Tourism Web site, www.VisitNebraska.gov.  

 

¶ Electronic high-resolution images with descriptions and photo credit information may be 

submitted by e-mail to Jodi Paus at jpaus@snitilycarr.com. By submitting an image, you 

agree to grant royalty-free use of your image for the promotion of Nebraska travel and 

tourism. The Division will provide credit when using your image. 

 

¶ For further information, contact Shannon O’Neill-Peterson, media relations coordinator at: 

shannon.j.peterson@nebraska.gov or 402.471.3797.   

  

http://www.visitnebraska.gov/press
http://www.visitnebraska.gov/
mailto:jpaus@snitilycarr.com
mailto:shannon.j.peterson@nebraska.gov
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SUBSCRIBE TO NEBTOUR FOR THE LATEST TOURISM NEWS 

AND ANNOUNCEMENTS 
 

To access or distribute the latest Nebraska tourism news and information, you need to subscribe 

to NEBTOUR. NEBTOUR is the email listserv setup exclusively for the Nebraska Tourism 

industry. The listserv provides a fast, efficient and effective way for more than 1,500 Nebraska 

tourism professionals to communicate through email concerning tourism issues. NEBTOUR 

provides an instant platform to: 

 

¶ Swap helpful information (new promotional ideas that were extremely successful or that did 

not meet expectations) 

 

¶ Advertise for tourism job openings (you have an audience of more than 1,500 tourism 

professionals who work with many more tourism professionals) 

 

¶ Find specific tourism information (example question: Can anyone refer a hospitality expert to 

conduct some conference workshops?) 

 

¶ Learn about tourism grant programs, workshops, conferences, and new or expanded 

facilities. 

 

To subscribe to NEBTOUR, send an email with your name, address and the organization or 

company you represent to Heather Hogue at heather.hogue@nebraska.govor complete the form 

below: 

 

Name: __________________________ Company/Organization: _________________________ 

 

Address: ______________________________________________________________________ 

 

City: _________________________________________________ State: _____ Zip: _________ 

 

Phone: _________________________________ Fax: __________________________________ 

 

E-mail: ____________________________ Web: ______________________________________ 

 

Submit form to:  

Nebraska Division of Travel & Tourism 

Attn: Heather Hogue 

PO Box 98907, Lincoln, NE 68509-8907 

Phone: 1-877-NEBRASKA or (402) 471-3796 Fax: (402) 471-3026 

  

mailto:heather.hogue@nebraska.gov
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NEBRASKA VACATION GUIDE PROGRAM AND DISTRIBUTING 

TOURISM INFORMATION AT I-80 VISITOR CENTERS 
 

Nebraska Vacation Guide Program 

Vacation guides staff the Tourism Division’s official visitor centers located inside 12 rest stops 

along Interstate 80 and one in Sioux City, Iowa from May 20
th

 to September 30
th

. NOTIC in 

Omaha is staffed from March 14
th

 to November 18
th

.   

 

These staff members influence unplanned stops in Nebraska by assisting visitors with travel 

plans (including designing travel routes and making lodging reservations), suggesting alternative 

routes and highlighting the state’s tourism attractions. They also maintain travel literature, such 

as brochures and guide books, and work to create a positive image of Nebraska.  

 

ñHow do I distribute my travel literature at the Interstate rest areas?ò 

 

Please use the following guideline when distributing your travel literature (brochures, maps, 

magazines, etc.) in the Tourism Division’s information centers. 

 

¶ Because most centers have limited storage and display space, Nebraska tourism-related 

materials take precedence. 

 

¶ Keep track of how many materials you send throughout the year so you’ll have an idea how 

much to send the following year.  

 

¶ If you want to know how much of your literature is left at season’s end, include a self-

addressed, postage-paid envelope or postcard with your initial shipment. Upon request, 

vacation guides will return it to you at the end of the season with an approximate number of 

remaining brochures. 

 

¶ Only send materials to information centers that are in your direction, not for ones past your 

location. For example, if you are located in Kearney, you could send materials to York 

westbound, Melia Hill westbound, NOTIC, Kearney eastbound, Sutherland eastbound 

and Ogallala eastbound. Do NOT send materials to any center that is not headed 

TOWARDS your location. We simply do not have the storage or display space available for 

materials that are not ―down the road‖ from you. If you have questions regarding which 

center(s) are appropriate for you, contact Micheal Collins (402.471.3795). 

 

¶ Please include your contact information so vacation guides can reorder materials, if needed. 

Also, let them know if the supply you are shipping is ALL that is available for the season and 

if this is a new publication (old materials will be recycled due to limited storage space). 

 

¶ If you are an individual lodging property, brochures that do not offer a discount or coupon 

are rarely picked up.  
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¶ If you have a NEW brochure, please submit it to the Tourism Division for review.  

 

¶ Failure to adhere to these guidelines may result in your travel materials being discarded. 

 

Nebraska Interstate Visitor Information Centers 

Rest Area Telephone Season 

Ogallala Eastbound  

Ogallala Westbound 

308.284.8073 

308.284.8074 

May 20-September 30 

Sutherland Eastbound  

Sutherland Westbound 

308.386.4425 

308.386.2534 

May 20-September 30 

Brady Westbound 308.582.4720 May 20-September 30 

Cozad Eastbound  

Cozad Westbound 

308.784.5516 

308.784.5514 

May 20-September 30 

Kearney Eastbound  308.865.5427 May 20-September 30 

York Eastbound  

York Westbound 

402.362.1549 

402.362.1548 

May 20-September 30 

Melia Hill Westbound 402.332.2658 May 20-September 30 

Nebraska/Omaha Travel 

Information Center (NOTIC) 

402.595.3990 March 14-November 18 

Sgt. Floyd Welcome Center 

(Sioux City, Iowa) 

712.279.0198 May 20-September 30 

 

For more information on the Nebraska Vacation Guide program, contact Micheal Collins at 

micheal.collins@nebraska.gov or 402.471.3795.   

mailto:micheal.collins@nebraska.gov
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WHAT IS THE BROCHURE SWAP? 
 

The Brochure Swap: 

¶ Is hosted by the Nebraska Travel Association (NETA) each May 

 

¶ Provides Nebraska attractions, communities, festivals, regional groups and others with a cost 

efficient way to distribute their tourism literature around the state 

 

¶ Is a great network opportunity and way to learn more about Nebraska’s tourism industry 

 

¶ Lets tourism entities leave their travel literature on pallets designated for each of the Tourism 

Division’s Interstate 80 visitor centers and the South Sioux City visitor center, as well as 

meet many of the vacation guides who work at them 

 

Brochure Swap rules 

¶ You must be present to be able to swap—don’t ask anyone else to swap your literature for 

you. 

 

¶ Do not place any materials on the Interstate 80 pallets prior to the official start time. 

 

¶ Bring a cart, extra rubber bands, boxes, and if possible, a helper. 

 

¶ By bringing your own travel literature, you agree to pick up literature from other 

communities and attractions to distribute in your community.  

 

¶ Brochures and other travel literature must be in bundles of 25 or 50. 

o Include a business card if you have one.  

 

¶ If you are bringing newsprint bundles for distribution at the Interstate rest areas, they must be 

in boxes. Individual bundles of newsprint items will not be accepted.  

 

¶ Any materials left on the tables after the Brochure Swap is over will be thrown away. 

 

Frequently asked questions about the Brochure Swap 

Q: We are an event and do not have a regular brochure rack. Can we still come to the swap 

and leave materials for the visitor centers? 

A: The intention of the Brochure Swap is to trade literature with other tourism entities, as well as 

leave your community’s or attraction’s materials to distribute at visitor centers, lodging 

properties, banks, restaurants, etc. in your area. If you drop off literature but do not pick any up, 

you may be excluded from future Brochure Swaps.  

 

Q: We are a regional tourism organization and member of NETA. Can we distribute our 

individual membersô brochures at the swap under our registration fee? 

A: The fee is for each entity (attraction, CVB, property or regional group). If your organization 

represents several entities, whether they are non-profit or for profit, each entity must pay a fee to 
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be eligible to distribute their materials. The only exception is if a CVB, chamber or regional 

group contributes financially to a brochure. They may distribute this publication under their 

registration fee.  

 

Q: Our regional group produces a magazine or newspaper style visitor guide. What is the 

best way to package it for the visitor centers? 

A: This style of visitor guides must be boxed in order to be accepted for distribution. All boxes 

also must be labeled with the name and location of the visitor center it is meant for (i.e. Kearney 

Westbound), as well as the quantity enclosed. Due to limited display and storage space, the 

Tourism Division has the right to restrict which brochures and quantities are left at the rest areas.  

 

Q: We want to make sure our brochures arrive at the distribution centers in the best 

condition possible. What is the accepted way to package them to ensure this?  

A: Brochures, with the exception of magazine or newspaper style, should be bound with two 

rubber bands—one near the top the other near the bottom. They also should be marked with the 

quantity enclosed.  

 

More information about the Brochure Swap is at: www.nebraskatravelassociation.com/ 

  

http://www.nebraskatravelassociation.com/
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WHICH TRAVEL SHOWS DOES THE TOURISM DIVISION 

ATTEND? 
 

Part of the Tourism Division’s job is to attend travel and sports shows around the Midwest to 

promote and market Nebraska’s tourism industry to potential visitors from these states. You are 

encouraged to purchase booth space at some of these shows to promote your community, region, 

attraction, etc. You also are welcome to partner with the Tourism Division to work in the 

Division’s booth at the shows staff attends. The following shows are the primary ones that 

Division staff goes to each year. 

 

¶ Colorado RV Adventure and Travel Show: early January 

¶ Kansas City, Boat and Travel Show: early January 

¶ Northwest Sport Show: mid March 

¶ Husker Harvest Days: mid September 

¶ Nebraska State  Fair: last August  

 

The Nebraska Travel Association also attends travel and sports shows throughout the year, and 

you are encouraged to contact this group to see which ones: 

www.nebraskatravelassociation.com 

  

http://www.nebraskatravelassociation.com/
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SO YOU WANT A SIGN?
2
 

 

This guide is intended to provide Nebraskans with some basic information about highway 

signing and to help them locate assistance when considering a request for such signing. 

 

Certain types of information signs can be located along our state’s highways within the highway 

right-of-way and outside the right-of-way on private property. This brochure is designed to 

generally acquaint you with the types of signs available for placement on or adjacent to the 

highway right-of-way. 
 

Each situation is unique and must be thoroughly studied to determine if it meets the specific 

eligibility criteria for each type of sign, and to determine if all the required conditions are met for 

placing a sign in the right-of-way or to permit a sign off the right-of-way.  

 

If you want to know who to contact about highway signs, where to get help, and what highway 

signs are available to the public and to private businesses—read on. And you will find a ―starter‖ 

application form at the back of this brochure.  

 

Highway signsélets take a look 

Commercial activities and business enterprises which include, but are not limited to, restaurants, 

motels, gas stations and campgrounds, may qualify for: 

 

¶ On-premise signs 

¶ Advertising signs 

o Contact your district Department of roads (DOR) Sign Permit Office 

¶ Logo Signs 

o Contact Nebraska Logos, Inc. 

¶ Tourist Oriented Directional Signs (TODS) 

o Contact Nebraska Logos, Inc.  

 

For public places owned or operated by governments or their agencies: 

¶ Directional signs off the right-of-way 

¶ On-premise signs 

¶ Advertising signs 

¶ Official signs off the right-of-way 

o Contact your district DOR Sign Permit Office 

¶ Official signs on the right-of-way 

o Contact your district DOR Sign Permit Office 

¶ Tourist Oriented Directional Signs 

o Contact Nebraska Logos, Inc. 

 

                                                           
2
 Guide courtesy of the Nebraska Department of Economic Development and the Nebraska Department of 

Roads 



 

 
34 

 

For private attractions, including areas of natural phenomena, historic, cultural, scientific, 

educational, and religious sites; and areas of natural scenic beauty or naturally suited for outdoor 

recreation.  

 

¶ Official signs on the right-of-way 

o Contact your district DOR Sign Permit Office 

¶ Directional signs off the right-of-way 

¶ On-premise signs 

¶ Advertising signs 

¶ Official signs off the right-of-way 

o Contact your district DOR Sign Permit Office 

¶ Tourist Oriented Directional Signs 

o Contact Nebraska Logos, Inc. 

 

Important: Many of these signs will require a permit before they may be erected.  

 

ñOfficial sign,ò ñon-premise sign:ò what exactly are all these signs? 

On-Premise Signs 

These signs are subject to the control of the Nebraska Department of roads if they are adjacent to 

a primary highway (as so designated by the DOR) or the interstate. They are signs that you own 

and erect on your property, and they advertise goods of services available on your property. 

 

Any sign on which you sell advertising space or for which you receive any payment from others, 

for any reason, is not considered to be an on-premise sign. Restrictions apply for the number of 

these signs you may have, as well as size, spacing and lighting. 

 

Advertising Signs 

These signs are subject to the control of the DOR if they are adjacent to a primary highway (as 

so designated by the DOR) or the interstate. These signs are only allowed in commercial or 

industrial areas. In those cities and counties with zoning, the signs must be located in zoned 

commercial or industrial areas. Further restrictions apply to zoned or unzoned areas adjacent to 

interstate highways.  

 

In cities and counties without zoning, the signs must be in unzoned commercial or industrial 

areas. These signs must be located on private property and you must have a lease advertising 

space from a sign company which would own and erect the sign. Restrictions apply for the size, 

spacing and lighting.  

 

Logo Signs 

These signs are owned and erected by the DOR’s agent, Nebraska Logos, Inc. they are located in 

the right-of-way on interstate and primary highways. To qualify, you must have a business that 

furnishes gas, food, lodging or camping and meet the criteria established by rules and 

regulations.  
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TODS 

TODS stands for ―tourist oriented directional signs.‖ They are owned and erected by a contracted 

agent for the DOR. TODS are located in the right-of-way on rural highways, and cannot be 

erected on the interstate or interchanges on expressways. (Signs may be allowed at other 

locations, including intersections on an expressway.) To qualify, a major portion of your income 

must be derived from the activity or visitors to your business, in its normal season, from 

motorists not residing in the immediate area. In addition, the activity must meet the criteria 

established by rules and regulations.  

 

Directional signs off the right-of-way 

These signs are subject to the control of the DOR if they are adjacent to a primary highway (as 

so designated by the DOR) or the interstate. These signs are located on private property and 

either owned by you or a sign company. The message on these signs must be limited to 

identification of the activity and directional information to assist in locating it. Descriptive 

words, phrases, or pictorial representations are not permitted. There are limitations on the 

number of these signs, as well as size, spacing and lighting criteria which apply to these signs. In 

addition, there are limits on how far away these signs can be from the advertised activity.  

 

Official signs on the right-of-way 

These signs are owned and erected by the DOR. They include regulatory, warning, construction, 

and guide signs necessary for the safe movement of traffic. Traffic generators and certain public-

owned facilities may be eligible for guide signs on interstate or state highways depending on 

amount of traffic generated, their location relative to the highway, and their hours and type of 

operation. Commercials activities do not qualify for these signs.  

 

Official signs off the right-of-way 

These signs are subject to the control of the DOR if they are adjacent to the primary highway or 

interstate. Official signs are owned and maintained by governmental agencies within their 

territorial jurisdiction. The signs must be authorized or required by law or an ordinance directing 

official duties and responsibilities of that agency. Official signs cannot advertise any product or 

service. Restrictions apply for size, spacing and lighting.  

 

What is possibleéand what is not? 

Following are a few descriptive ―examples‖ of business situations in a Question and Answer 

format. Hopefully, these representative questions will give you an idea of possibilities and 

conditions appropriate for highway signing. 

 

Q: I manage a county historical society that is a nonprofit operation, support through some 

public funds, donations and a small admission charge. The museum is open year-round, seven 

days a week, eight hours per day, except for major holidays, and has an annual attendance of 

11,000. It is located in the city limits of the county seat (pop. 1,500) along the route of an east-

west state highway and about a mile east of the intersection in the community with a north-south 

U.S. highway. What kind of highway signs can we get erected, both in the community and 

outside the community, to inform drivers of the museum? 
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A: You are eligible for official museum signs on the right-of-way from each direction on the 

nearest highway to your facility, in this case, the east-west state highway. If the museum is 

visible from the highway and on-premise signs are visible, no right-of-way signs would be 

installed. Signing under the TODS program may be available on the north-south highway. Off 

the right-of-way, you may be able to erect official, on-premise, directional and commercial 

advertising signs. 

 

Q: I am developing a 40-unit motel and restaurant on rural property two miles south of Interstate 

80 along a U.S highway. The property is in a good location to attract many unplanned or 

―impulse‖ stops, provided signs can be strategically located along Interstate 80 to attract the 

attention of drivers. So I am interested in learning about a full range of possible signs I see along 

Interstate 80, including logo signs, ―jumbo‖ on-premise signs and billboards. What are the rules 

and regulations covering these different types of signs? 

 

A: Perhaps you will want to consider the Interstate logo signing program, as this situation is not 

eligible for state furnished signs, because it is operated ―for profit.‖ Off the right-of-way, you 

may be able to erect on-premise and commercial advertising signs.  

 

Q: My wife and I have started operating a guest ranch, offering horseback rides, hay wagon 

rides, fishing, cookouts, and other experiences on a working cattle ranch in the Sandhills. Our 

guest ranch season is five months long, from 15 May through 15 October. The ranch is reached 

by driving north 40 miles from Interstate 80 on a state highway, and then west two miles on a 

county road. The only sign that now exists for the guest ranch is on our front gate. What kind of 

highway signs and how many can we get? What are the likely costs? And who should we 

contact? We are interested mainly in signs that give directions.  

 

A: Since your facility is operated ―for profit,‖ it is not eligible for state furnished right-of-way 

signs. You may wish to consider the TODS. Off the right-of-way, you may be able to erect on-

premise, directional and commercial advertising signs.  

 

Are you interested in highway signing for your business? 

If you wish to proceed with a highway sign request for your business, please complete and send 

in the form provided. The more details you include in this initial application, the better. A written 

response will be returned from the DOR. If you qualify for signing, the DOR will work with you 

to complete the necessary paperwork.  

 

If you have further questions or concerns, please contact the Nebraska Department of Roads 

Traffic Engineering Division. Contact information for this division, as well as Nebraska Logos, 

Inc. and the DOR district offices is located on the next page.  

 

Nebraska Department of Roads Web site: www.nebraskatransportation.org 

 

Tourism Oriented Directional Signage: www.dor.state.ne.us/roway/pdfs/hwysign.pdf 

 

http://www.nebraskatransportation.org/
http://www.dor.state.ne.us/roway/pdfs/hwysign.pdf
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This form needs to be competed and returned to your DOR district office.
3
 

  

                                                           
3
 This is a sample form. Please contact your DOR district office for a copy. 
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WHERE DO I PICK UP NEBRASKA TRAVEL GUIDES? 
 

Acton Marketing, LLC fulfills travel requests and monitors and stores the Tourism Division’s 

supply of travel guides. Requests for one case of the Nebraska Travel Guide may be ordered by 

calling the Tourism Division’s toll-free number. However, to save postage costs, we request all 

CVBs and chambers to stock quantities of the Nebraska Travel Guide at their offices or to pick 

up quantities of the guide from our storage facilities located around the state. Please contact the 

tourism field staff, CVB or chamber of commerce in your area before calling ACTON to have 

cases shipped. This will save shipping costs and leave more dollars in the tourism budget to 

market Nebraska tourism.  

 

ACTON requires a 24-hour email or phone notification prior to pick up.  

 

Acton contact customer service representative: Ms. Chris Morford, 402.470.5718, 

chrism@actonfs.com  

 

ACTON Marketing, LLC    

3401 NW 39th St 

Lincoln, NE 68524     

 

Directions: 

ACTON is located north of Interstate 80, Exit 395. Travel north on NW 48th St. to Mathis St. 

(approximately 2 miles) and turn east (right) onto Mathis St. Acton (approximately 9 blocks) is 

on the north (left) side of the street (large white building). The main office door is on the south 

side of building. 

 

How do I pick up boxes of Nebraska highway maps and Nebraska Game & Parks Commission 

brochures? 

 

Nebraska highway maps 

Nebraska maps are paid for and printed by the Nebraska Department of Roads and should be 

picked up at your respective Nebraska District Road Offices or local Department of Roads 

Maintenance. Please call ahead to assure quantities are available. Questions regarding Nebraska 

maps can be directed to Mary Jo Oie, 402.479.4512 or mjoie@dor.state.ne.us, at the Nebraska 

Department of Roads headquarters in Lincoln. 

 

Nebraska Department of Road District Offices 

District 1 (Lincoln)     402-471-0850     

District 2 (Omaha)     402-595-2534     

District 3 (Norfolk)     402-370-3470     

District 4 (Grand Island) 308-385-6265     

District 5 (Bridgeport) 308-262-1920 

District 6 (North Platte) 308-535-8031 

District 7 (McCook)  308-345-8490 

District 8 (Ainsworth)  402-387-2471 

 

mailto:chrism@actonfs.com
mailto:mjoie@dor.state.ne.us
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Nebraska Game and Parks Commission 

The Nebraska Game & Parks Commission provides information and brochures on Nebraska 

outdoor recreation, including state park areas; parks lodging, camping, facilities and activities; 

fishing; hunting; boating; wildlife lands; public fishing areas; hunting, fishing and park permits, 

etc. Quantities of specific publications may be limited.  

 

Contact: Lett Hain at 402.471.5475 or lett.hain@ngpc.ne.gov 

 

2200 N. 33rd St. 

Lincoln, NE 68503-0370 

402-471-0641 

www.outdoornebraska.org 

  

mailto:lett.hain@ngpc.ne.gov
http://www.outdoornebraska.org/
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What are the Deadlines to Submit Information for the 

Nebraska Travel Guide and on WWW.VISITNEBRASKA.GOV? 
 

Web site listings for all facilities and events can be updated at anytime throughout the year. Send 

your updates to Heather Hogue, Data Management Coordinator, at heather.hogue@nebraska.gov 

or call her with questions at 402.471.3796.  

 

Information for the printed Nebraska Travel Guide is collected each summer with the following 

timelines: 

 

Attractions 

¶ Attendance forms for the previous year’s tourist season counts are mailed in mid-January. 

Return deadline: March 15.  

 

Lodging facilities, outfitter businesses and attractions 

¶ Reminder update forms are mailed to all currently listed facilities on May 1. Return 

deadline: June 15. 

 

Festivals and Events 

¶ Festival and event updates for the Division’s Web site are accepted throughout the year.  

 

Important: In order to be included in the printed guide, please have your information by the 

deadline. No extensions on deadlines will be granted. If you miss the deadline, you will have to 

wait until the following year to be included in the printed guide. 

  

http://www.visitnebraska.gov/
mailto:heather.hogue@nebraska.gov
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HELP! I WANT GROUP TOURS, BUT DONôT KNOW HOW! 
 

Group tours are more than just getting people on and off a bus and hoping they’ll have fun. They 

require lots of hard work and commitment, but if you do them right, you’ll have people coming 

to your attraction for years to come.  

 

These are the basics of how to create an adventure that the group tour market will enjoy: 

 

¶ You must enjoy working with groups. 

o Plenty of patience and a great sense of humor are musts.  

 

¶ Your attraction must offer hands on experiences. 

o Travelers don’t enjoy looking at things behind glass or a rope.  

o They want to touch, feel, get involved, and ―get their hands dirty.‖ 

o Sell the experience. Transform the tourist to yesteryear by incorporating period dress, 

speak and manner.  

 

¶ You must have a willingness to host all kinds of people, including those from: 

o Diverse cultural backgrounds 

o Diverse age groups 

o Diverse physical abilities. 

 

¶ You must be willing to meet and adapt your tour for Tour Operators and Companies. 

o The unforeseen always happens, and the better you are at adapting to these 

circumstances, the more you’ll please the operators and companies. And if they’re 

happy, they’ll come back! 

o Special requests… are you ready?  

  

¶ You must provide top notch customer service. Exceed their expectations. 

  

¶ You must commit at least 1-2 hours out of your day to host and guide groups. 

 

¶ All roads and property must be motorcoach accessible. 

 

¶ You have to undertake ongoing marketing commitments and initiatives. 

o Don’t give up the first year; it sometimes takes a few years to get the word out. 

 

¶ You must provide group rates. 

o An operator is bringing you a large group of people at one time. Give them a good 

discount, but one where you will still make money. 

 

¶ You must have an up-to-date and accessible Web site and email address.  

 

¶ Provide the motorcoach driver and tourists with refreshments and a souvenir.  
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¶ Your attraction must have the necessary infrastructure to support group needs. 

o Adequate bathroom facilities and handicap accessibility are musts. 

 

¶ Give them something to buy. 

o Group tourists have the money and they love to spend it. Offer Nebraska products 

that are produced in your town or region. 

 

For assistance contact: 

 

Paula Bohaty, Group Travel Manager 

Nebraska Division of Travel and Tourism 

Direct line: 402.471.3744 

Toll-free: 877-NEBRASKA 

E-mail: paula.bohaty@nebraska.gov 

 

  

mailto:paula.bohaty@nebraska.gov
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WHAT FACILITIES ARE LISTED IN THE ANNUAL NEBRASKA 

TRAVEL GUIDE  PUBLICATION AND HOW CAN I LIST MY 

FACILITY? 
 

The Nebraska Travel Guide has been created to market the state’s tourist facilities to travelers 

from around the globe. To help spread the word about Nebraska lodging options, attractions, 

outdoor recreation, events and other tourist interests, the Nebraska Travel and Tourism Division 

offers free listings for these types of entities in the printed guide and online at 

www.VisitNebraska.gov. Facilities included in the printed Nebraska Travel Guide include:  

 

Lodging 

¶ Any commercial, nonprofit, or state-owned facility in which the public may, for a fee, obtain 

sleeping accommodations. This category includes hotels, motels, inns, bed and breakfasts, 

guest ranches, tourist homes and campgrounds.  Lodging facilities and their amenities are 

listed in chart form for each region in the Nebraska Travel Guide.  

 

Outfitters/Full Service Guide Businesses 

¶ Nebraska has a variety of businesses that offer full service guided hunting trips, fishing guide 

services, full service river tubing/canoeing trips, etc. These facilities are included with short 

descriptions listing their services in the Nebraska Travel Guide.  

 

Attractions 

¶ Attractions to be considered for inclusion in the Nebraska Travel Guide should be open 

with regularly scheduled hours during the main travel season Memorial Day-Labor 

Day.  

¶ The types of facilities listed within the attractions category include state parks/recreation 

areas, state historical parks, public golf courses, zoos, museums, archeological sites, 

wineries/vineyards/breweries, national monuments/memorials, wildlife management 

areas/refuges, nature centers, welcome/visitor center facilities, etc.  

¶ Due to the overwhelming number of them across the state, we aren’t able to include facilities 

such as gift shops, city parks, local nature trails, craft stores, restaurants/bars, gas stations, 

shopping malls/stores, etc.  

 

To submit information about your tourist facility email Heather Hogue at 

heather.hogue@nebraska.gov or call 402-471-3796. 

 

If your facility doesn’t fall in the above categories, but you are still interested in being listed in 

the Nebraska Travel Guide or online at www.VisitNebraska.gov, advertising space is available 

for a fee in a variety of sizes and price ranges. Contact Cat Beekley at the Division’s ad agency, 

Snitily Carr at cbeekely@snitilycarr.com or give her a call at 402-489-2121.  

 

http://www.visitnebraska.gov/
mailto:heather.hogue@nebraska.gov
http://www.visitnebraska.gov/
mailto:cbeekely@snitilycarr.com

