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PAID MEDIA IMPRESSIONSSEARCHES GENERATED EST. TOTAL
NIGHTS BOOKED

1.2M+11.8M+662M+



BRAND BUILDING IS CRITIC  
FOR LONG-TERM ROI
NIELSEN BENCHMARKS LONG-TERM ROI MULTIPLIERS
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“TO SEE MY CHILDREN
THAT SIGHT OF

EXCITEMENT AND WONDER 

IN THEIR EYES.”
- THE WILD BUNCH, FUTURE 
PARTNERS PERSONA STUDY



"ENJOYING THE SCENERY 
WITH MY SIGNIFICANT OTHER. 

- HISTORY LOVER, FUTURE PARTNERS 
PERSONA STUDY

SPIRITUAL PLACE."

BEAUTIFUL



“THERE’S SO MUCH TO SEE & DO. 
YOU’D NEED A WEEK, 

OR TWO WEEKS

TO SEE EVERYTHING.”
- WALTER, NORTH CAROLINA





ADVERTISING 
IMPACT ON IMAGE
SOUTH DAKOTA 2023 ADVERTISING ROI/IMAGE/HALO RESEARCH
TOP TRAVEL MOTIVATORS FOR TARGET MARKETS
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SOUTH DAKOTA 
PRODUCT VS. IMAGE
SOUTH DAKOTA 2023 ADVERTISING ROI/IMAGE/HALO RESEARCH
TOP TRAVEL MOTIVATORS FOR TARGET MARKETS
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TRUST & EQUITY
The mere- exposure effect







CO-OP PROGRAM





2025 PEAK 
COMMUNITY CO-OP



$67.4M+
Estimated hotel + flight bookings generated by 
trackable co-op efforts in 2024



$4.6M+
A LA CARTE BOOKING REVENUE GENERATED IN 2024



2025 STRATEGY



MARKETS
BUSA

NATIONAL

REGIONAL

PRIMARY



CAMPAIGNS & TIMING
CAMPAIGN JAN FEB MAR APR MAY JUN JUL AUG SEP OCT NOV DEC

PEAK NATIONAL

PEAK REGIONAL

PEAK COMMUNITY CO-OP

SHOULDER NATIONAL

SHOULDER REGIONAL

HUNTING & FISHING (TSD X GFP)

BRAND USA X TSD CO-OP

ARTS & CULTURE

JEEP X MATADOR X TSD

A LA CARTE CO-OP PROGRAM

FOREVER 605 STEWARDSHIP



Source: ADARA Impact, Jan 1-Dec 31, 2024
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AUDIENCES



NEW FOR 2025:
AI OPTIMIZATION 
FOR AUDIENCES



THE MYSTERY-
STARVED TRAVELER



1 2 3

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

4



5 6 7

HUNTING 
(GENERAL)
18-65+, HHI: $50-115K+, MALE & 
FEMALE, FORMERLY 4X SEGMENTED 
AUDIENCES

FISHING 
(GENERAL)
18-55+, HHI: $50-115K+, FORMERLY 
YOUNGER FISHERS + OLDER 
FISHERS AUDIENCES

8

ENTERTAINMENT 
ENTHUSIASTS
AGE 21-55+, HHI: $75K+, 
INTERESTED IN LIVE MUSIC, 
FESTIVALS, PARTIES AND EVENTS

MOTORCYCLE 
ENTHUSIASTS
AGE 21-55+, HHI: $75K+, 
INTERESTED IN MOTORCYCLING, 
RALLY AND STURGIS



FOREVER 605



$10.4M+
EST. TOTAL HOTEL + FLIGHT BOOKINGS

728k+
EST. TOTAL HOTEL + FLIGHT SEARCHES 

2024 CAMPAIGN
BY THE NUMBERS



5,588

50 & 131
Signups from States & International 

2024 PLEDGE SIGNUPS



319
INDUSTRY TOOLKITS

40,510
PIECES OF FOREVER 605 SWAG & GEAR



90
SIGNS FOR GFP IN 13x PARKS



Industry 
Comments

“This is absolutely amazing. I'm so inspired by this campaign and cannot wait 
to share with locals and travelers alike.”

- Partner, Yankton



Industry 
Comments

“Thanks for doing and offering this! And the designs look 
phenomenal, we love them!

- Partner, Brookings



Industry 
Comments

“Bless you all a thousand times---we are beside ourselves with excitement 
about this! THANK YOU!!!! This is a FANTASTIC CAMPAIGN and a FANTASTIC 
OPPORTUNITY for us to promote responsible traveling and promote our great 
state! Thank you for this wonderful campaign!”

- Partner, Hill City



2025
FOREVER 605







EMAIL



450k+
AUTOMATED EMAILS SENT

36%
OPEN RATE (Industry Avg ~20%)

Email Drip Campaig
NEW IN 2024



NEW FOR 2025 
JEEP x
SOUTH DAKOTA
2025 PARTNERSHIP



52.6M+ 
Est. Impressions

3x Episodes
JEEP + MATADOR NETWORK + INFLUENCER 
+ ROKU STREAMING DISTRIBUTION



NEW FOR 2025:
WEBSITE



WHY WE’RE EXCITED:
• MOBILE-FIRST DESIGN
• FOCUS ON UX
• DE-COUPLED DESIGN SETTING US UP FOR
      ONGOING AND FUTURE IMPROVEMENTS



CONTENT AUDITS 
& SEO EFFORTS

9

501

73

70

RECOMMENDED ACTION
MIGRATE AS-IS
MIGRATE & UPDAT
MERGE
CULL



A CLICK TO:
ORGANIC RESULTS (70.5%)
GOOGLE PROPERTY (28.5%)

PAID AD (1%)

NOTHING ANOTHER SEARCH

21%37%41%

WHAT HAPPENS WHEN WE SEARCH?

Source: “2024 Zero-Click Search Study: For every 1,000 EU Google Searches, only 374 clicks go to the Open Web. In the US, it’s 360.”, SparkToro



NEW FOR 2025:
CTV INSTREAM



NEW FOR 2025:
TRIPADVISOR ROVE



NEW FOR 2025:
MN TIMBERWOLVES



TSD PODCAST SERIES
9X EPISODES



Source: ADARA Impact, Jan 1-Dec 31, 2024



PODCAST
LOCATIONS



PASSPORT 
PROGRAM



8X NICHE PASSPORTS:
• GREAT FINDS
• TRIBAL NATIONS: OCETI SAKOWIN
• PEAKS TO PLAINS
• STATE OF CREATE
• HEAD FOR THE HILLS
• FAMILY FUN ESCAPES
• NORTHBOUND FAMILY ADVENTURES
• MISSOURI RIVER GETAWAY 

29,718 
2024 BUSINESS/LOCATION CHECK-INS



BRAND USA





PRIORITY MARKETS
1. CANADA

2. UK

3. GERMANY

4. FRANCE

5. AUSTRALIA



QUESTIONS?

Mike Gussiaas 
Chief Marketing & Creative Officer
Mike.Gussiaas@TravelSouthDakota.com


	Slide Number 1
	Slide Number 2
	Slide Number 3
	Slide Number 4
	Slide Number 5
	Slide Number 6
	Slide Number 7
	Slide Number 8
	Slide Number 9
	Slide Number 10
	Slide Number 11
	Slide Number 12
	Slide Number 13
	Slide Number 14
	Slide Number 15
	Slide Number 16
	Slide Number 17
	Slide Number 18
	Slide Number 19
	Slide Number 20
	Slide Number 21
	Slide Number 22
	Slide Number 23
	Slide Number 24
	Slide Number 25
	Slide Number 26
	Slide Number 27
	Slide Number 28
	Slide Number 29
	Slide Number 30
	Slide Number 31
	Slide Number 32
	Slide Number 33
	Slide Number 34
	Slide Number 35
	Slide Number 36
	Slide Number 37
	Slide Number 38
	Slide Number 39
	Slide Number 40
	Slide Number 41
	Slide Number 42
	Slide Number 43
	Slide Number 44
	Slide Number 45
	Slide Number 46
	Slide Number 47
	Slide Number 48
	Slide Number 49
	Slide Number 50
	Slide Number 51
	Slide Number 52
	Slide Number 53
	Slide Number 54
	Slide Number 55
	Slide Number 56
	Slide Number 57
	Slide Number 58
	Slide Number 59
	Slide Number 60
	Slide Number 61

