


THE GOAL FOR TODAY

LOOKING AT TOURISM’S
EFFORTS, WHAT CAN WE
LEARN ABOUT CHANGING

AUDIENCES AND WHAT
THAT MEANS FOR THE SD
BUSINESS?

Source: Longwoods International South Dakota 2018 Advertisin g ROI Researc h




VISITATION TO
SOUTH DAKOTA IN 2018

GREW 1.4%

Source: Longwoods International South Dakota 2018 Advertising ROl Research




DEPARTMENT OF TOURISM
MARKETING YIELDED 1.3 M
TRIPS IN 2018.

TRIPS THAT WOULDN’T

HAVE HAPPENED WITHOUT
ADVERTISING.

Source: Longwoods International South Dakota 2018 Advertisin g ROI Researc h




THESE ADDITIONAL
TRIPS CONTRIBUTED
ANOTHER $176M

MORE IN SPENDING.

Source: Longwoods International South Dakota 2018 Advertisin g ROI Researc h




Traveler Journeys

OBSTACLES & OPPORTUNITIES

What fun would this be if it was easy.



UNFORTUNATELY, WITH A
NEW CAMPAIGN COMES A

DROP IN AD AWARENESS.

Source: Longwoods International South Dakota 2018 Advertisin g ROI Researc h
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ADVERTISING IMPACTS e
LONGWOODS STUDY OF 2018 CAMPAIGN
ON SOUTH DAKOTA'’S PERCEPTION

People exposed to the 2018 campaign gave South Dakota substantially higher rating scores
than those unfamiliar with the campaign.

Exciting 3538

Adult Vacation e S 10

Unique ——— 3 8 49
Popular e ———. 2 T

Sightseeing e o 55
Family Atm. S ——— ]

Source: Longwoods International South Dakota 2018 Advertising ROI Research



2018/2019 Forecast

Intent to
Travel In

2018/2019

Down 3%

Source: MMGY Global Portrait of American Travelers 2018-2019




Despite Less Overall Trips

ROADTRIPS
EXPECTED TO
GROW 17%

It's about convenience, cost and
discovery. Travelers want to make stops
along the way, want the ability to pack
everything they need, maybe save a few
bucks and lastly, to discover someplace
exciting and new.

Source: MMGY Global Portrait of American Travelers 2018-2019




1

No two journeys are exactly alike, and In
fact, most journeys don’t resemble a
funnel at all.

ALLAN THYGESEN

President of the Americas at Google

“Customer intent in the nonlinear modern marketing funnel” Clickz, 12/18/2018
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TRAVELERS ARE
CONSTANTLY
MOVING FROM
PHASE TO PHASE
AND BACK AGAIN.

MORE THE DANCE
OF A BEE THAN A
LINEAR PATH.

Discover Research Evaluate

Commit Experience



Destination Indecision

THERE’S STILL TIME

2/3rds 7 0of10 Over 90%
OF TRAVELERS ARE ARE OPEN TO AD RECALL RIGHT
UNDECIDED INFLUENCE BEFORE BOOKING

Picking the destination is one of  According to Expedia, most are  As travelers near the moment of
the first steps for 32%. For the open to influence throughout the  no return, ad impressions drop
rest, it's research and planning process. while ad recall skyrockets.
consideration.

Sources: MMGY Global Portrait of American Travelers 2018-2019 // Expedia Travel Group Travelers Path to Purchase



170 SEEAND THINGS TO
mmmsomuwmk

Badands Nato

Moant Rashamore

aal Pack

Americans
View an
Average of 140
Travel Sites
While Planning

45 days prior to booking, Americans are
doing their research. Canadians view
161 travel sites researching potential
travel sites (it's cold and dark there I'd
be checking out more tropical beach
locales t00).

Source: Expedia Travel Group Travelers Path to Purchase
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m Arrivalist

m Sojern Search

1-7 Days 8-14 Days 15-30 Days 31-60 Days 61-90 Days @ Over 90 Days
® Arrivalist 5.2 4.4 9.6 21.8 23.7 35.1
m Sojern Search 20 9 21 20 11 18
= Sojern Book 28 12 23 19 9 10




Industry Opportunity

CLAIM AND MAKE THE MOST OF
YOUR ONLINE PRESENCE

It may be basic but is often forgotten. Make sure not only that you've
claimed or set up your business on Google, Bing, Facebook Local,
TripAdvisor, or other sites relevant to you, but update on an annual

basis. Invest in great photos.
Encourage positive reviews from your customers with signage.




Industry Opportunity

TRAVELSOUTHDAKOTA.COM,
REGION, AND YOUR
CHAMBER/CVB WEBSITES

These sites are meant to be found by visitors and often will be over
private businesses for more general searches. Make sure your
online profiles are strong here too. Get them event info as soon as
you can for possible inclusion in emall or other efforts.




Industry Opportunity

SDT WEBINAR SERIES

Be on the lookout for upcoming webinars from the department this

spring, starting with a three-part marketing series from Lawrence &

Shiller. More info to come, posted on SDVisit.com and included in
our Mile Marker Industry Newsletter.




2019 Strategy

YEAR-ROUND,
MULTI-CHANNEL APPROACH
DRIVEN BY DATA

Stacked tactics support each other across platforms,
encouraging greater frequency and touch points throughout
Travelers’ journey. Great ecosystem of tools and talent
consistently monitoring traveler insights and making that
data actionable.




2019 Campaign

AUDIENCES OF FOCUS

FAMILIES WANDERERS SEARCHERS
» Age: 2544 » Age: 50+ » Age: 25-44
» Income: $60K—-$150K » Income; $100K+ » Income: $50k-$100K
» Children: Yes Some on fixed INCOME@1tied to » Children: Not in party

investments

» Children: None in
household

OUTDOORS

» Age: 35-60
» Gender: Male
» Income: $80K+
» Married: Yes



Industry Opportunity

LEARN SDT AUDIENCES AND
ALIGN EFFORTS TO TARGET

Keep South Dakota Tourism audiences in mind when creating web
content, buying and placing ads, or any other traveler efforts if you
don’t already have a specific audience profile you're targeting.

Check out the Department’s Brand Standards Guide
at https://sdvisit.com/brand-standards for complete audience detalil.



https://sdvisit.com/brand-standards
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2019 Messaging 20

-SD-
Great Faces, =
Great Places

We are a state that is home to world-
renowned monuments, breathtaking
landscapes, rich Native American
culture and Western heritage, and warm
hospitality.

Great Faces, Great Places shows the
unexpected side of our state. Showing
the known SD faces or the spirit one will
find here, along with iconic or
unexpected destinations, serves as a
catalyst for changing visitor perceptions.



2019 Campaign

TELEVISION

Digital may be the largest piece of the pie but digital and video’s growth
IS tied to TV just going online. TV — in all its modern forms - still remains
the dominant inspiration medium.






Index: 96
Vertical: 75%

2019 Campaign

TELEVISION

Index: 111
Vertical: 86%

Index: 91
Vertical: 71%

Index: 107
Vertical: 83%



2019 Campaign

PRINT

In a Digital world, print’'s not dead. It's just a little more niche, has
become a higher-end luxury. It's something tangible you can hold
and feel that’s highly inspirational and memorable.



Index: 101
Vertical: 73%

2019 Campaign

MAGAZINES

Index: 116
Vertical: 83%

Index: 99
Vertical: 72%

Index: 106
Vertical: 76%
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BLACK HILLS NATIONAL FOREST

Sometimes the greatest gift is getting outsi
and getting in touch with the miraele of nature:

T/aveISoulhDakota om // 1-800-72.c
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2019 VAC ATION GUIDE
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Industry Opportunity

WE’RE STRONGER TOGETHER

People want a worry-free vacation and knowing that they can easily find unique attractions,

entertainment, lodging, dining, and transportation is instrumental in committing
to one destination over another.

Partner-up, be it with local businesses, your chamber/CVB, region and SDT.




Industry Opportunity

MARKETING-OVERVIEW

SDVISIT.COM/COOPERATIVE-
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2019 Campaign

DIRECT-MAIL

SEARCHERS
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FAMILIES

Index: 112
Vertical: 55%

2019 Campaign

OUT-OF-HOME (OOH)

WANDERERS SEARCHERS
(0 0 0 O (0 0 00O
Index: 110 Index: 116

Vertical: 78% Vertical: 81%

Index: 119
Vertical: 84%









Sl




Shuibilete
= ) £ [v;vgw GOT
WE'VE GOT } ; AN 4

\ ,
e b -

3

L e A .\ ———

( TravelSouthDakota.com

GREAT FACES. GREAT PLACES.
TravelSouthDakota.com







=N =
e T W ¥

| » ‘ - : ,. .-.__...Vu- . e - ».' '- . > - - ‘:4 . - 1 ; »7.,-. ’ ‘:. =3 ‘ 4 ' . .
,- _V : . : : : >l ‘A”‘ X ‘ -'\: -y - \ “_;_‘ - ‘4\ . » > % - » ‘ 2 . “ g
= e -y e ek y e —
; | 2 R 3. ‘ o
" “al B : ¥ ’.' — : i o Q? 3 ; . A




OUT-OF-HOME (OOH)

Percentage of Consumers who report
46% searching for a brand after seeing an
OOH placement.

Consumers more likely to engage with
48% a brand after seeing an OOH placement
+ mobile ad together.

\J T J
BB (0¢)

7

Foot traffic conversion rate for 2018
98% SDT Mobile Compass Unit geo-fenced
to 2018 OOH efforts.
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NATIONAL PARK

A misleading name
with unmistakable views

A

. 'RUSHMORE

HEAD TOWARD A GREAT PLACE TAKE THE FAMILY & GO

ANES

10
‘ THE

OVER 7 DAYS

A ROAD TRIP WORTH TAKING




FAMILIES
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2019 Campaign

DIGITAL & SOCIAL

WANDERERS SEARCHERS
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table. It features the namesake bird in three ways.

Caily evely

Two crispy-edged buttermilk pancakes - reminiscen
of my favorite versions found at Cracker Barrel - are
topped with meaty duck gravy, a fried duck egg with

a high-octane yellow yolk, and a slab of seared foie

gras (duck liver) for good measure.
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also makes a stellar crispy fried chicken ampe
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table. It features the namesake bird in three ways.
Two crispy-edged buttermilk pancakes - reminiscent
of my favorite versions found at Cracker Barrel - are
topped with meaty duck gravy, a fried duck egg with
a high-octane yellow yolk, and a slab of seared foie

gras (duck liver) for good measure.
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GAME OVER

Your fish got away, but

they're always biting in
Pierre, South Dakota.

PLAN YOUR TRIP >

£&A PIERRE
~—

PLAY AGAIN




2019 Campaign

DIGITAL & SOCIAL

TERMINAL-POWERED:
ADDRESSABLE AUDIENCES +
PROGRAMMATIC

Deploy messaging on high-profile sites using
------- contextual, behavioral and retargeting

SOCIAL

Highly targeted ads placed in social
channels to generate engagement and
activity outside of owned social channels

VIDEO - DIGITAL
BROADCAST EXTENSION
Video deployed across devices to data-
based audiences to prospect users and
drive action

CONTENT/NATIVE PLATFORMS
Ads that take the form of page content

that help tell the brand story by

increasing awareness and

strategies to custom, data-driven audience
through MMGY Terminal

TRAVEL ENDEMIC PLATFORMS

. Top travel sites targeting key travel
segments and competitive set
(Expedia, TripAdvisor, Scoutlook) to
drive qualified traffic and maximize

exposure in feeder markets

--4---- PAID SEARCH

consideration to visit Year-round Google and Bing Search

Engine Marketing.




FAMILIES

Index: 113
Vertical: 83%

2019 Campaign

RADIO

WANDERERS SEARCHERS
Index: 105 Index: 112

Vertical: 76% Vertical: 81%

OUTDOORS

Index: 117
Vertical: --%
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~ FIND YOUR
GREAT PLACE

In the Dark

FIND YOUR
GREAT PLACE

WITH THE GREAT 8
ROADTRIP STATION

LISTEN NOW

FIND YOUR
GREAT PLACE

WITH THE CREAT 8
ROADTRIP STATION

] LISTEN NOW |

In the Dark
Medtenaing
| Tola pathy
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Podcast listeners really are the hyper-
engaged, super-supportive audiences
everyone hoped.

WIRED MAGAZINE

1/29/2018
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il AT&T Wi-Fi & 3

South Dakota's 100th pheasant seas
The Hunting Dog Podcast — October

il AT&T Wi-Fi & 3

MEAT
EATER

Podcast with Steven Rinella
HUNT. FISH. LISTEN.

Ep.130: Packing Gear
MeatEater Podcast — August 19, 201¢
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