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2023 TRAVEL 
SOUTH DAKOTA 
MARKETING 
RESULTS



2023 RESULTS

$4.96B+
Total Visitor Spending in 2023
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PEAK FY24 CAMPAIGNS



We’re closed off from the 
indescribable. 
Apathy, numbness, cynicism, and worry are 
kryptonite to the indescribable. 

Being open to the indescribable requires the 
capacity to be present with life and show 
yourself grace as you take chances and 
choose vulnerability.

PEAK FY24 
CAMPAIGNS



PEAK FY24 
CAMPAIGNS 
OVERVIEW



➔  Remind people of the joys that can arise from letting go + offer them opportunities to do so

➔  Help people remember that this consciousness offers plenty of awe, wonder and 

meaningful experiences

➔ Show the beauty in the REAL… the raw, unfiltered, unplanned and uncurated

➔ We’re sick of negative surprises + shocks, reacquaint people with the pleasant version

➔ Escapism is trending – offer people a temporary escape with South Dakota way of life

PEAK CAMPAIGN



PEAK FY24 
CAMPAIGNS 80/20

Percent Grace & Grit



PEAK FY24 
CAMPAIGNS
Updated Look
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PEAK FY24 AUDIENCES

MEMORY 
MAKERS

MOMENT 
SEEKERS

THRILL 
CHASERS 

FAMILIES, 25-44, HHI: $60-
150K, CHILDREN IN HH, 
FAMILY IS EVERYTHING

OLDER COUPLES, AGE 50+, 
HHI: $100K+, NO CHILDREN

YOUNGER COUPLES, 25-
44, HHI: $50-100K, NO 
CHILDREN

KNOWN 
TRAVELERS 
WITHIN OUR GENERAL 
AUDIENCE BUT HAVE 
ALREADY SHOWN 
BOOKING INTENT



PEAK FY24 MARKETS

NATIONAL 

REGIONAL

PRIMARY
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PEAK FY24 
CAMPAIGNS
Brand USA International 
Co-op Efforts



PEAK FY24 BRANDUSA

Priority Markets
➔ Canada

➔ UK

➔ Germany

➔ France

➔ Australia

➔ India (Future Growth)



MEDIA CADENCE

Campaign Feb Mar Apr May Jun Jul Aug Sept Oct Nov Dec

Peak National Heavy-up in March/April and July/Aug

Peak Regional 80% of Budget in March-July

Peak Co-op

Arts & Culture

Native American Lakota in Spring

Forever 605 Heavy-up in June-August

Sturgis O-G H-D Second Flight of 2024

Hunting & Fishing



PEAK FY24 
CAMPAIGNS

New For 2024
➔ Streamlined Mix

➔ More TV & Video

➔ Less Magazine and Billboards/Out-of-Home

➔ CTV ‘Pause’ Ads Format

➔ Extended Flighting

➔ New Vendors:

➔ Hopper

➔ Reddit



PEAK FY24 NICHE CAMPAIGNS
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PEAK FY24 
CAMPAIGNS

49%

2024 MEDIA MIX - SPEND

VIDEO

OTHER AUDIO

DIGITAL

OOH

PRINT
<1%

7%

16%

14%
4%

SOCIAL
9%



PEAK FY24 
CAMPAIGNS

2024 MEDIA MIX - IMP

VIDEO

AUDIO

DIGITAL

OOH

30%

15%

26%

17%

PRINT
<1%

SOCIAL
11%



CAMPAIGNS & TACTICS

455M+
Total Impressions between

TSD Peak + Co-ops



PEAK FY24 
CAMPAIGNS
Super Bowl Kickoff
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▶ Click to play

https://www.dropbox.com/scl/fi/b9i4hhfmajqupk1ee3jgm/TravelSouthDakota-SuperBowl-Shoulder2024-StoryOfAState_30_WEB_17256.mp4?rlkey=nx67aecdzs3348tkkt9ru5159&dl=0


0:00

0:28

0:57

1:26

1:55

2:24

2:52

3:21

3:50

4:19

2021 2022 2023 2024 2025

TI
M

E 
SP

EN
T 

(H
RS

:M
N

S)

AVG DAILY TIME SPENT WITH DIGITAL 
VIDEO VS. TV

Source: eMarketer,  “US Digital Audio Forecast Overview 2023”
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▶ Click to play

https://www.dropbox.com/scl/fi/m11iyy252z08kgvwakxhg/TravelSouthDakota-Peak2024-MomentSeekerCouple-30s.mp4?rlkey=el0pwklu32wtyqxwh4ya4vwbq&dl=0


Source: The Trade Desk, 2023; Omnisend 2023

Case Study Results: 
Households that saw 
impressions on 
multiple channels 
converted at a 
higher rate than 
those exposed to a 
single channel only

Video CTV
Audio

1.32%
Conversion Rate

AudioVideo

.27%
Conversion Rate

CTVVideo

.20%
Conversion Rate

Video

.14%
Conversion Rate

DRIVING FREQUENCY AND CONVERSION WITH OMNICHANNEL

PEAK FY24 TACTICS



PEAK FY24 PODCASTS

National Digital Audio

➔ SXM Host Reads

➔ Pandora Podcasts

Regional Digital Audio

➔ Pandora Podcasts

➔ Pandora Streaming Audio & Banners

➔ Pandora Display

➔ iHeart Podcasts



PEAK FY24 
CAMPAIGNS
Podcast Partnerships
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https://www.dropbox.com/scl/fi/q64a9dv7fbjix72pc9pjz/TravelSouthDakota-Peak2024-Podcast-StoriesVol7_Audio30_REV1.mp3?rlkey=keckijoo86gqa50y9bg38tapw&dl=0
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Source: eMarketer,  “US Digital Audio Forecast Overview 2023”
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WINTER 2024
Three Episodes • Recorded January 29th – 
February 4th

Episode Four
The Black Hills Stock Show & Rodeo

Episode Five
Winter Escapes

Episode Six
Tasting Trail

SPRING 2024
Three Episodes • Recorded May/June 2024

Episode Seven
The Pioneers

Episode Eight
Prehistoric South Dakota

Episode Nine
Badlands



PEAK FY24 SOCIAL

Push the boundaries in not only becoming 
inspirational but also more informational: 

➔ Sharing more industry posts

Social content shoots

➔ Prioritizing video

Designing content to engage and retain 
younger audiences in target markets – 
following trends. 

2024 Strategy
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▶ Click to play

https://www.dropbox.com/scl/fi/1zisnd25c4j7gbg9a4vx4/DockTok-MountRushmoreEpisode2c-TravelSouthDakota.mov?rlkey=ks1qf3hwumax0s3tt2ogscsh8&dl=0
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PE
AK
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Savor The Love Of Summer: Make More Memories

From forks in the trail to feet kicked up, rediscovering your favorite 
connection is just another South Dakota summer day.
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The Best Kind of Friend Zone: Make Memories

Go from group chat to group trip. Set your sails for South Dakota 
and soak in your best summer yet.
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School’s Out, Summer’s In: Make More Memories

With all the sand, splash fights, and photobombs your family needs, 
a South Dakota summer sells itself.
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PEAK FY24 CAMPAIGNS

Source: ADARA Impact, Jan 1-Dec 31, 2023

90%
Amount Of Hotel + Flight Bookings 

Generated By FY23 Peak Efforts 
Attributed To Display Banners
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2024 PEAK COMMUNITY PARTNERS



PEAK FY24 COMMUNITY CO-OP

$31M+
Hotel + Flight Booking Revenue

From Peak ’23 Co-op Efforts

Source: ADARA Impact, Jan 1-Dec 31, 2023



PEAK FY24 COMMUNITY CO-OP

$875M+
Total In-State Credit Card 
Spend From Out-of-State 

Visitors Exposed To Peak 2023 
Co-op & A La Carte Campaigns

Source: Adara Campaign Expenditure Report, 11.7.22 - 09.30.23
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TRAVELSOUTHDAKOTA.COM FY24 PLANS

Site rebuild

➔ Content audit & work plan

➔ Studies launched

➔ Work on-site to begin in spring

➔ New look and ux

Content efforts 

➔ Content audit updates (Q1)

➔ SEO updates (Q1: Great 8 + city pages)

➔ Miles quarterly plans

➔ Accessibility



EMAIL 
CAMPAIGNS
2024 Plans



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



PASSPORT 
PROGRAM
2024 Plans



PEAK FY24 
CAMPAIGNS
Forever 605 YR2 Expansion



Mike Gussiaas  |  Chief Marketing & Creative Officer
mike.gussiaas@travelsouthdakota.com

Questions?




