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AGENDA

➔ New Teams, New Brand, New Strategies

➔ Co-op Programs & Campaign Timelines

➔What Can You Do





2022 PEAK 
MARKETING 

RESULTS

$61:1 
Visitor Spending ROI
On Marketing Spend

Incremental Visitor
Spending

$112.8M

Tax ROI
On Marketing Spend

$5:1

Source: Longwoods International
“South Dakota 2022 Advertising ROI Research”



TOP TRAVEL 
MOTIVATORS FOR 

2022 TARGET 
AUDIENCES 

Exciting 

Unaware 2022

Adult Vacation
Unaware 2022

Unaware 2022

Welcoming
Unaware 2022

Popular
Unaware 2022

Family Atmosphere

Source: Longwoods International
“South Dakota 2022 Advertising ROI Research”
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TOP TRAVEL 
MOTIVATORS 
2022 v. 2018

Source: Longwoods International
“South Dakota 2022 Advertising ROI Research” & “South Dakota 2018 Advertising ROI Research” 

SUBHEADER CAN GO 
HERE

Exciting 

Unaware 2022

Aware 2018

Adult Vacation

Unaware 2022

Unaware 2018

Aware 2018

Unaware 2018

Unaware 2022

Aware 2018
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BRAND TRUTH: THE UNDISCOVERED, 
UNCOMPLICATED NATURE OF SOUTH DAKOTA 
OPENS HEARTS & SOULS AND ALLOWS FOR 
MYSTERY, SELF-DISCOVERY, GROWTH AND 
RECONNECTION.



NEW:
AGENCY TEAMS

BRAND
STRATEGIES



NEW AGENCY PARTNERS



AUDIENCE TRUTH: CONSUMERS ARE 
LONGING FOR A TIME WHEN TRAVEL 
INVOLVED MYSTERY AND THE 
UNKNOWN – THEY WANT THE 
ELEMENT OF SURPRISE BACK.





THE MYSTERY-STARVED 
TRAVELER



UNLIKE OUR COMPETITORS, SOUTH 
DAKOTA STILL HAS THE INCREASINGLY 
RARE ELEMENT OF SURPRISE THAT USED 
TO GO HAND-IN-HAND WITH TRAVEL.



LIKE THE JACKALOPE,
WE’RE NOT EITHER/OR,

BUT INSTEAD, WE ARE BOTH:
APPROACHABLE + RESERVED

BEAUTIFUL + UNREFINED

PAST + PRESENT

REAL + ASPIRATIONAL

CONTENT + CHALLENGING

FEMININE + MASCULINE 

GRACE + GRIT

OUR DUALITY



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.”

- ADYASHANTI



20
23

 P
EA

K 
—

C
O

U
PL

ES
 :

30

Click or Scan to Watch on Travel South Dakota YouTube Channel

https://youtu.be/TxhrXj3U0M8
https://youtu.be/TxhrXj3U0M8
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Headline: There’s So Much South Dakota 

Body: So you wanna see new horizons? Trek new trails? Feel new 
cultures? There’s so much South Dakota, so little time.
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Click or Scan to Hear 30-sec Pandora Audio Spot

https://www.dropbox.com/s/bufhr094uhq5344/SOUTH%20DAKOTA-EXPLORE-RADIO-30%20REV3.wav?dl=0
https://www.dropbox.com/s/bufhr094uhq5344/SOUTH%20DAKOTA-EXPLORE-RADIO-30%20REV3.wav?dl=0


2023 PEAK PLACEMENTS



2023 PEAK PLACEMENTS

(No Keith Morrison Visit 
– maybe thankfully)
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Click or Scan to Watch on Travel South Dakota YouTube Channel

https://www.youtube.com/watch?v=L8GP1quvhVg
https://www.youtube.com/watch?v=L8GP1quvhVg


NEW
STRATEGIES



NEW STRATEGIES – ARPA/SLFRF FUNDS

$35M 
Total Investment between now

And Dec 31, 2026

➔$5M to fund DMO Marketing 

Assistance Program

➔Funds will help launch six new 

campaigns

➔Will also help level-up existing 

marketing campaigns

➔Expect efforts to conservatively 

generate over 1.4B+ incremental imp.



NATIONAL 

SECONDARY

PRIMARY

TARGET MARKETS



PROMOTING OUTDOOR ASSETS 

INCREASED MARKETING

WHAT SOUTH DAKOTA TOURISM STAKEHOLDERS FEEL IS THE 
MOST SIGNIFICANT OPPORTUNITY FOR SD AS A DESTINATION  

IMPROVING DIVERSITY & INCLUSION

ADDRESSING WORKFORCE SHORTAGES

INFRASTRUCTURE IMPROVEMENTS

AVOID POLITICS

26%

15%

12%

9%

9%

5%

TOP STRATEGIC OPPORTUNITIES

Source: Coraggio Group, “South Dakota Dept. of Tourism Situation Assessment 2021”



SDT x GFP FISHING

➔Targeted digital campaign will engage 

our angler audience. Explore Fall 

potential for growth outside of typical 

early season.

➔$400k total spend over four years

➔Estimated 44M+ impressions



SDT WORKFORCE RECRUITING

➔Utilize strategic digital and social 

placements to drive individuals to 

learn more about working and living 

in SD

➔$800k total spend over four years

➔Estimated 36M+ impressions



SDT x SD ARTS COUNCIL ARTS

➔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



NATIVE AMERICAN TOURISM CAMPAIGN

➔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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Click or Scan to Watch Full-length Video on the 
Travel South Dakota YouTube Channel

https://youtu.be/2W0c8dUGZgI
https://youtu.be/2W0c8dUGZgI


MOBILE PASSPORT PROGRAM



TRAVEL LOCAL & SUSTAINABLE TRAVEL

➔Multi-channel campaign

➔$600k over four years

➔Estimated 12M+ impressions



SOUTH DAKOTA TOURISM PEAK SDT SHOULDEREVERGREEN EVERGREEN

SDT PEAK CO-OPS SDT SHOULDER CO-OPSSDT SHOULDER CO-
OPS

SDT x GFP HUNTING

BRAND USA CO-OPS

YEARLY MARKETING TIMELINES

JAN FEB MAR APRIL MAY JUNE JULY AUG SEPT OCT NOV DEC



SDT x WYO BLACK TO 
YELLOW

SDT X GFP 
FISHING

SDT X DOL WORKFORCE

SDT X SD ARTS COUNCIL ARTS CAMPAIGN

NATIVE AMERICAN TOURISM CAMPAIGN

TRAVEL LOCAL + SUSTAINABLE 
TOURISM CAMPAIGN

SOUTH DAKOTA TOURISM PEAK SDT SHOULDEREVERGREEN EVERGREEN

SDT PEAK CO-OPS SDT SHOULDER CO-OPSSDT SHOULDER CO-
OPS

SDT x GFP HUNTING

BRAND USA CO-OPS



DISCOVER RESEARCH EVALUATE
EXPERIENCECOMMIT

MORE THE DANCE OF A BEE THAN A LINEAR PATH

POTENTIAL TRAVELERS ARE 
CONSTANTLY MOVING 
FROM PHASE TO PHASE & 
BACK AGAIN

CUSTOMER JOURNEY



COMMUNITY CO-OP 
PROGRAM

$61.3M 
Booking Revenue

From Peak ’22
Co-op Efforts

Booking Revenue ROI per 
co-op spend

$46:1



2023 COMMUNITY CO-OP PARTNERS



WHAT CAN YOU DO?



WHAT CAN YOU DO

➔Speak up! Advocate! Let us know what you have 

going on, what’s happening around you

➔Partner up! Explore offerings by SDT, your Region, 

Your CVB, local media outlets or create your own 

➔Take care! Claim & update your digital listings, 

invest in service & experience, promote locally, 

build ambassadors, and prioritize upgrading your 

property – it’s all marketing. 



QUESTIONS?

M A R C H  2 1 ,  2 0 2 3

Mike.Gussiaas@TravelSouthDakota.com
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