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TODAY’S
AGENDA

• NEW TEAMS, NEW
BRAND, NEW LOOKS

• CO-OP PROGRAMS &
CAMPAIGN TIMELINES

• NEW STRATEGIES

• WHAT CAN YOU DO
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3 Incremental Visitor

Spending

$61:1 
Visitor Spending ROI
On Marketing Spend

Tax ROI
On Marketing Spend

$112.8M $5:1
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SUBHEADER CAN GO HERE
Exciting 

Unaware 2022

Adult Vacation

Unaware 2022
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Family Atmosphere

Unaware 2022

Longwoods International “South Dakota 2022 
Advertising ROI Research”

Welcoming

Unaware 2022

Popular

Unaware 2022

41
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56

46

53

50

56

38

50



SUBHEADER CAN GO HERE
Sightseeing

Unaware 2022

Entertainment

Unaware 2022
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Sports & Rec

Unaware 2022

Longwoods International “South Dakota 2022 
Advertising ROI Research”

Affordable

Unaware 2022

46

53

46

53

50

55

44

51









WHAT TRAVELERS WANT
ACCORDING TO LONGWOODS INTERNATIONAL, 
FOR A DESTINATION IN OUR TARGET MARKETS 
TO GET ON A TRAVELERS’ CONSIDERATION 
LIST, IT MUST, FIRST AND FOREMOST, BE 
PERCEIVED AS:

• Exciting –being seen as exciting, fun, and having
a real sense of adventure

• Good for adults

• Unique
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NOT THIS KIND OF UNIQUE 
MIDWEST EXCITEMENT 



OR THIS FOR 
FAMILY FUN



BUT THIS KIND, THE 
TRANSFORMATIONAL KIND



SUBHEADER CAN GO HERE

Exciting 

Unaware 2022

Adult Vacation

Unaware 2022
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Unique

Unaware 2022

Longwoods International “South Dakota 2022 
Advertising ROI Research”



SUBHEADER CAN GO HERE

Exciting 

Unaware 2022

Aware 2018

Adult Vacation

Unaware 2022
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Unaware 2018

Aware 2018

Unaware 2018

Unique

Unaware 2022

Aware 2018

Unaware 2018 38

49

51

56

41

51

56

38

33

38

45

49

Longwoods International “South Dakota 2022 
Advertising ROI Research”



NEW TEAMS, NEW 
BRAND, NEW LOOKS

1.









20



UNLIKE OUR COMPETITORS, SOUTH 
DAKOTA STILL HAS THE 
INCREASINGLY RARE ELEMENT 
OF SURPRISE THAT USED TO GO 
HAND-IN-HAND WITH TRAVEL.
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AUDIENCE TRUTH: Consumers are 
longing for a time when travel 
involved mystery and the 
unknown – they want the 
element of surprise back.
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THE MYSTERY-STARVED 
TRAVELER



*NOTE – ‘90’S POP 
CULTURE REFERENCE #4
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Click or 
Scan to 

Play 
Evergreen 

:30 
Podcast 

SpotClick or 
Scan to 

Play 
Evergreen 

Display 
Banner

https://www.dropbox.com/s/i4r9wxd2p6ifvij/SouthDakotaTourism_SoMuch_30_16666_Evergreen%202022%2023_Nov18_11a.mp4?dl=0
https://www.dropbox.com/s/ki7xzp70ejziz06/Travel%20South%20Dakota%20Evergreen%202022%20Wake%20Up%20Dream%20Repeat%20300x250%20Banner.mp4?dl=0
https://www.dropbox.com/s/53hyaisfa88zwnv/SDRA2204_StoriesVol3_30.mp3?dl=0
https://www.dropbox.com/s/53hyaisfa88zwnv/SDRA2204_StoriesVol3_30.mp3?dl=0
https://www.dropbox.com/s/ki7xzp70ejziz06/Travel%20South%20Dakota%20Evergreen%202022%20Wake%20Up%20Dream%20Repeat%20300x250%20Banner.mp4?dl=0


BRAND TRUTH: The undiscovered, 
uncomplicated nature of South 
Dakota opens hearts & souls and 
allows for mystery, self-discovery, 
growth and reconnection.
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WE’RE NOT EITHER/OR,
BUT INSTEAD, WE ARE BOTH:

OUR DUALITY

APPROACHABLE + RESERVED
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WE’RE NOT EITHER/OR,
BUT INSTEAD, WE ARE BOTH:

OUR DUALITY

BEAUTIFUL + UNREFINED
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WE’RE NOT EITHER/OR,
BUT INSTEAD, WE ARE BOTH:

OUR DUALITY

SOFT + RUGGED
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WE’RE NOT EITHER/OR,
BUT INSTEAD, WE ARE BOTH:

OUR DUALITY

PAST + PRESENT
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WE’RE NOT EITHER/OR,
BUT INSTEAD, WE ARE BOTH:

OUR DUALITY

REAL + ASPIRATIONAL
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WE’RE NOT EITHER/OR,
BUT INSTEAD, WE ARE BOTH:

OUR DUALITY

CONTENT + CHALLENGING
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WE’RE NOT EITHER/OR,
BUT INSTEAD, WE ARE BOTH:

OUR DUALITY

FEMININE + MASCULINE
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WE’RE NOT EITHER/OR,
BUT INSTEAD, WE ARE BOTH:

OUR DUALITY
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GRACE (80%) + GRIT (20%)
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GRACE IS SOMETHING THAT COMES TO 
US WHEN WE SOMEHOW FIND OURSELVES 
COMPLETELY AVAILABLE, WHEN WE 
BECOME OPEN-HEARTED AND OPEN-MINDED, 
AND ARE WILLING TO ENTERTAIN THE 
POSSIBILITY THAT WE DON’T KNOW WHAT 
WE THINK WE KNOW.
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FOR THE MYSTERY-STARVED 
TRAVELERS, SOUTH DAKOTA ENABLES 
BOUNDLESS DISCOVERY, BECAUSE IT’S 
AN UNCOMPLICATED AND UNEXPECTED 
JOURNEY THAT IS TRANSFORMATIONAL 
AND FULFILLING
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Click or 
Scan to 

Play 
Evergreen 

30-sec
Video

https://www.dropbox.com/s/i4r9wxd2p6ifvij/SouthDakotaTourism_SoMuch_30_16666_Evergreen%202022%2023_Nov18_11a.mp4?dl=0
https://www.dropbox.com/s/i4r9wxd2p6ifvij/SouthDakotaTourism_SoMuch_30_16666_Evergreen%202022%2023_Nov18_11a.mp4?dl=0


CO-OP PROGRAMS

Leveraging the South Dakota Department of Tourism’s and 
other partner’s efforts to build a cohesive strategy, 

making marketing efforts more effective.

2.
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Booking Revenue
From Peak ’22
Co-op Efforts

$61.3M+
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$46:1
ROI



COMMUNITY CO-OP PARTNERS



SOUTH DAKOTA TOURISM PEAK SDT SHOULDEREVERGREEN EVERGREEN

SDT PEAK CO-OPSSDT SHOULDER CO-OPS

SDT x WYO BLACK TO YELLOW

SDT x GFP HUNTING

BRAND USA CO-OP

SDT X GFP FISHING

SDT X DOL WORKFORCE

SDT X SD ARTS COUNCIL ARTS CAMPAIGN

NATIVE AMERICAN TOURISM CAMPAIGN

TRAVEL LOCAL + SUSTAINABLE TOURISM CAMPAIGN

SDT SHOULDER CO-OPS



NEW STRATEGIES

New brand strategies + a large influx of relief funds for 
dedicated efforts mean many new efforts in the next 

four years

3.



$35M ARPA FUNDS
MUCH OF ARPA-FUNDED CAMPAIGNS 
AND INITIATIVES LAUNCH IN 2023

• $35M Total Investment by Dec 31, 2026

• $5M to fund DMO Marketing Assistance Program (more details coming soon)

• Funds will help launch six new campaigns

• Will also help level-up existing marketing campaigns

• Expect efforts to generate over 1.4B+ incremental impressions
(conservative estimate)
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-25%
TO THE 2022 BOOKING RATE 

STARTING IN SHOULDER 2022, POTENTIAL 
VISITORS HAVE SHOWN  

TENTATIVENESS WITH THE RATE OF 
BOOKINGS PER TRACKED IMPRESSION 



• National reach with high-value traveler audience overlay

• Video (Hulu, Disney+, Paramount+, Outside TV, Nat Geo) + Audio (Podcasts)

• $17M+ total spend over four years

• Estimated 650M+ impressions
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GOING NATIONAL



MEDIA STRATEGY

STRIVING FOR MULTI-CHANNEL MASTERY 

Always be ready

Build awareness and curiosity 

Keep testing & adjusting



NATIONAL 

SECONDARY

PRIMARY

TARGET MARKETS



POTENTIAL TRAVELERS 
ARE CONSTANTLY 
MOVING FROM PHASE TO 
PHASE & BACK AGAIN
MORE THE DANCE OF A BEE THAN A LINEAR PATH

DISCOVER     RESEARCH    EVALUATE

COMMIT EXPERIENCE

CUSTOMER JOURNEY



SUBHEADER CAN GO HERE

Promoting Outdoor
Assets 

Increased Marketing
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Coraggio Group “South Dakota Dept. of 
Tourism Situation Assessment 2021”

TOP STRATEGIC OPPORTUNITIES

WHAT TOURISM STAKEHOLDERS FEEL IS THE MOST SIGNI FICANT 
OPPORTUNITY FOR SD AS A DESTINATION 

Improving Diversity & 
Inclusion

Addressing Workforce 
Shortages

Infrastructure 
Improvements

Avoid Politics

26%

15%

12%

9%

9%

5%



• Targeted digital campaign will engage our angler audience leading up to the spring fishing 
season. Explore Fall or potential growth outside of typical spring fishing season.

• $400k total spend over four years

• Estimated 44M+ impressions
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SDT X GFP FISHING



• Work in partnership with the Department of Labor to continue workforce recruitment 
campaign efforts targeting individuals seeking employment in the tourism and 
hospitality industry

• Utilize strategic digital and social placements to drive individuals to learn more 
about working and living in the state

• $800k total spend over four years

• Estimated 36M+ impressions
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SDT X DOL WORKFORCE RECRUITING



• We will leverage the arts in and around the state to attract new and return visitors

• Paid digital & social media will highlight all areas of the state

• Content efforts focused on building art itineraries worth experiencing + 
highlighting some of the great faces in South Dakota’s art scene

• $400k over four years

• Estimated 44M+ impressions
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SDT X SD ARTS COUNCIL ARTS



• Collaborate with the South Dakota Native Tourism Alliance on ways for individuals 
to experience our Native American culture

• Paid digital & social media, heavy lean on content and native

• $480k over four years

• Estimated 25M+ impressions
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NATIVE AMERICAN TOURISM CAMPAIGN



NEW SERIES & FEATURES

NEW VIDEO
& CONTENT

• In-house Video series w/supporting 
pages on TravelSouthDakota.com

• Paid promotion across channels

Click or Scan to Play 
Mato SD Artist 
Feature Video

https://www.dropbox.com/s/6uaopgbqh4its74/Mato%20Wayuhi%20South%20Dakota%20Documentary.mp4?dl=0
https://www.dropbox.com/s/6uaopgbqh4its74/Mato%20Wayuhi%20South%20Dakota%20Documentary.mp4?dl=0
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MOBILE PASSPORT PROGRAM



• Multi-channel campaign

• $600k over four years

• Estimated 12M+ impressions

J
A

N
U

A
R

Y
 1

9
, 

2
0

2
3

TRAVEL LOCAL & SUSTAINABLE TRAVEL



Cooperative Marketing allows you to share 
resources with partners as you both pursue a 
common goal. This is to everyone’s benefit,   
including your visitors & guests.

Explore offerings by SDT, your Region, your CVB, 
local media outlets or create your own. 

PARTNER UP!
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Advocate. Let us know what you have going on, 
what’s happening around you. It’s far too easy to 
get caught up in work, and periodic check-ins do 
well to make sure you’re top-of-mind, and  a part 
of conversations or promotions. 

SPEAK UP! 
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When potential visitors make the choice on where 
& when to travel, they choose based on a 
succession of influences, many of which 
contribute to our perception as a destination.

Claim & update your digital listings, invest 
in service & experience, promote locally, build 
ambassadors, and prioritize upgrading your 
property — it’s all marketing. 

TAKE CARE! 
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QUESTIONS?
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Mike.Gussiaas@
TravelSouthDakota.com
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