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Mission & Impact Creative Direction Strategy
Campaigns Forever 605

AGENDA

What we'll discuss today



% Tvavel South Dakota
OUR MISSION

We enhance the quality of life for all
South Dakotans by strengthening our
communities and their tourism economies,
encouraging responsible stewardship of
our destination, and creating meaningful
experiences for all to enjoy.



% Tvavel Sou+th Darko+ta

2024 ECONOMIC IMPACT

$5.09B

VISITOR SPENDING

22% INCREASE YOY




EVERY S1 SPENT
TO MARKET TOURISM GENERATES

S$3 IN TAX REVENUE




Tvavel Sout+th Darkota %

54.09
AD SPEND rOR EVERY

INCREMENTAL TRIP
EARNED

Source: Longwoods International “South Dakota 2023 Advertising ROl/Image/Halo Research”
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1. Get people’s attention
2. Generate curiosity

3. Drive conversions for both the short
and long-term
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ON IMAGE
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Exciting

Adult Vacation Unique

Family Atmosphere

Top Travel Motivators For Target Markets

Source: SOUTH DAKOTA 2023 ADVERTISING ROI/IMAGE/HALO RESEARCH
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South Dakota’s
Brand Position:

South Dakota enables boundless discovery
for mystery-starved travelers, because it’s an
uncomplicated and unexpected journey that
is transformational and fulfilling.




VISITOR’S REACTIONS

“There’s so much to see & do. You'd need a week — or two
weeks — to see everything”

- Walter, North Carolina









https://www.dropbox.com/scl/fi/g3vywhuv32ah1bkgn6olk/TSD_FY24_Shoulder30s_Sojern_16x9_f.mp4?rlkey=eassrnvsprdg9nld134ywwpk2&st=u57ajibb&dl=0
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2025 PEAK COMMUNITY CO-0OP
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CO-OP
PROGRAM
IMPACT

$62.4M+

Est hotel + flight
bookings from
trackable co-op
campaigns in 2024

$4.6 M+

A La Carte program
booking revenue
generated in 2024



% Peak 2025 mMeta Cavousel

L
PHONE OFTF.

SAIL ON.

PHONE OFFT.
SAIL ON.

PLAN YOUR TRIP

SOUTH DAKOTA SOUTH DAKOTA







i Tvavel Sout+h Dargota

U.S. TRAVEL’S ESTO
Q DESTINY Ao MERCURY
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BRAND
BUILDING IS
CRITICAL FOR
LONG-TERM ROI







CUSTOMER JOURNEY

POTENTIAL TRAVELERS ARE

. CONSTANTLY MOVING FROM PHASE
TO PHASE & BACK AGAIN

. . DISCOVER  RESEARCH EVALUATE
| |

. COMMIT  EXPERIENCE
| |




TRIP PLANNING
WINDOWS

Hotel

Flight

0 10 20 30 40 50 60 70
FIRST SEARCHTO BOOK = BOOKTOARRIVAL

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



CAMPAIGN

JAN

Peak National

Peak Regional

FEB

Peak Community Co-op

Shoulder National

Shoulder Regional

Shoulder Community Co-op

Hunting & Fishing

MAR

APR MAY JUN JUL AUG SEP

oCcT

NOV

DEC

Brand USA x TSD Co-op

Arts & Culture

Jeep x Matador x TSD

A La Carte Co-op Program

Forever 605 Stewardship
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Linear TV
Video
Audio

Print

Out of Home
Podcasts
Display
Paid Social
Influencer
Travel
Endemic
eMail




MOBILE PASSPORT PROGRAM
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2024 PASSPORT IMPACT

29,718

BUSINESS/LOCATION
CHECK-INS

Missouri River Getaway

Passport

Places To Go (29)




D croarens
KEY PERFORMANCE INDICATORS

Clicks

Click-thru-rates

Cost-per-Action

Cost-per-Landing Page View
Delivered Impressions
Engagement

Hotel and Flight Bookings + Rate of

Hotel and Flight Searches + Rate of

Landing Page Views
Organic Search Traffic
Overall Site Traffic

Site Conversions

Traffic Acquisition
View-thru-completion rate

Video Views



D croarens
KEY PERFORMANCE INDICATORS

 Ad Dollars Spent per Trip Generated*  Landing Page Views

Brand Awareness Lift
Campaign Awareness
Delivered Impressions
Engagement

Incremental Trip and Visitor Spend
Lifts*

Hotel and Flight Bookings + Rate of

Hotel and Flight Searches + Rate of

Organic Search Traffic
Overall Site Traffic

Return on Ad Spend

Stay Lift

Tax Return-on-investment

Time Spent Engaging with Brand
Content

Trips Generated per Ad Dollar Spent
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KEY PERFORMANCE INDICATORS

Brand Equity Index Summary

Future Partners Destination Brand Equity Index is made up of the following six key elements, which are considered as the important
components of a brand’s equity. These factors are then utilized to calculate a destination's index score on a 100-pt scale.

Awareness
The extent to which travelers are familiar with a destination as a
viable place to visit.

-
Reputation

The overall appeal and perceived quality of the
destination among travelers

Differentiation

How unique and distinct the destination's visitation experience is
compared to others.

Energy/Momentum
The perception of how much the destination's popularity has
increased/decreased recently

Relevance
The likelihood that a consumer will consider visiting
¢ destination in the next few years

Loyalty

The degree to which consumers have visited the destination in the
past

Future Partners The State of the American Traveler Plus

g - <
( 2025YTD v ) [ States v ] | South Dakota >
J \ J

46.8

South Dakota

( YOY)

Competitor Rankings G
(Index Ratings - South Dakota vs. Top Ranking Competitive Set)
Average: 50.5

65.5 o617 —_ —

46.8

South Dakota Florida Hawal New York California

Base: South Dakota set, 2025 YTD respondents. 159 completed surveys.

Source: Future Partners



CAMPAIGN MEDIA MIXES

NATIONAL

S3.6M Spend | 128M Imps

REGIONAL

S2.7M Spend | 131M Imps

TRAVEL p\
ENDEMIC

16%

Ui 21%

SOCIAL DIGITAL

S+va+ea¢1



NIELSEN BENCHMARKS LONG-
TERM ROI MULTIPLIERS
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0
TV Digital Video Paid Social Display OOH Paid Search Radio

Top Media Channels

Source: Nielsen Compass “2024 Annual Report”



CAMPAIGN MEDIA MIXES

ARTS & CULTURE FOREVER 605

S62K Spend | 5M Imps S147K Spend | 9.8M Imps

21%
SOCIAL

20% SER
DIGITAL

43% SOCIAL
DIGITAL

S+va+e3l1



CAMPAIGN MEDIA MIXES

STURGIS OGHD
S335k Spend | 22.5M Imps

40%
DIGITAL

FISHING FY25

S84K Spend | 3.75M Imps

TRADITIONAL
22%
socIAL 7%

47%
DIGITAL

S+va+e3£1






Section Title

Contenu sponsorisé par South Dakota

Partez a la découverte de l'inconnu

Vous voulez explorer de nouveaux horizons ? Découvrir des joyaux cachés ? Emprunter de nouveasux sentiers ? Godter & de nouvelles cultures ? Le Dakota du Sud est un trésor qui ne
demande qu's étre découvert. Entre prairies et lacs & I'est. Badlands mystérieuses et Black Hills sacrées & 'ouest. 3a géographie varide est I'une des caractéristiques du Dakota du
Sud qui rend cette région unique en son genre. Faites vos valises, dites adieu au train-train quotidien et partez a I'aventure. Explorez cette contrée qui vous émerveillera jour aprés

jour. Lo Dakota du Sud a tant & offrir

Les Great 8 du Dakota du Sud

Mount Parc national Crazy Horse Parc d'Etat de . G ermany
Rushmore des Badlands Memorial Custer historique de

National La boauté de cos torres n'a Découvrez co symbole de la Imprégnez-vo ! Deadwood

o pas d'égal visi » a détermination et majosté d'un liou peuplé de
Memorial de I culture indigéne. Ls bisons et § 1s beauté Découvrez des aventures . ra n C e

C ¢ ; sculpture de ce moment est pittoresque. inédites ol Fhistoire du Far

es pmblématiques Wi . énési
x toujours en cours. West se méle & la frénésie du

sculp a montagne monde moderne.

Iaissent sans voix, Venez les

découvrir par vous-méme.

. Australia

eveloping: India




SO MucH

SO LITTLE TI/IAE

TRAVELSOUTHDAKOTA.COM
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SO LITTLE @

TRAVELSOUTHDAKOTA.COM

Peak 2025 out-of-Home



Peak 2025 out-of-Home
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Gates A

Airtine Club - Delta [§ 7

% Peak 2025 Miuneapolis-Aivpovr+t






Iconic Landmarks Things w vu rlaves wad Plan Your Trip

Home / Link / Article

WHY WE'RE
EXCITED:

* Mobile-first design
 Focuson UX

 De-coupled design, setting us up for
ongoing and future improvements

IMAGE CAPTION CAN GO HERE W|

« Content Audit of 650 pages has 500+ orionAL Eveanow
pages being updated before migration EDITORIAL HEADLE FOUR POINTS BY

and the remaining being either merged i i B SHERATON
and updated or retired. 4 DEADWOOD

) Deadwood

VISIT WEBSITE CALLUS

% S+va+e3f.7



NEW
CAMPAIGN
LANDING
PAGES

——
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TURN TOMORROW
INTO TIME

WELL SPENT *







OUR AUDIENCES

MEMORY MAKERS MOMENT SEEKERS THRILL CHASERS KNOWN TRAVELERS
 Families, 25-44 * Older couples, 50+ * Younger couples, 25- « Within our general

« HHI: S60-150k « HHI: S100k+ 44 audience but have

« Childrenin HH, « No children « HHI: $50-100k already shown

family is everything * No children booking intent



HUNTING
(GENERAL)

Male & female, 18-65+
HHI: S50-115k+
Formerly 4x
segmented audiences

MOTORCYCLE
ENTHUSIASTS

Age 21-55+

HHI: S75k+

Interested in
motorcycling & Sturgis

ENTERTAINMENT
ENTHUSIASTS

Age 21-55+
HHI: S75k+
Interested in live

music, festivals, etc.

FISHING
(GENERAL)

18-55+

HHI: S50-115k+
Formerly 2x fishing
audiences






:30 Peak 2025 "To The Tvaveler | Waut +o Be' Memovy Makev Video %


https://www.dropbox.com/scl/fi/ojxjx0vsgw6b5owv5n8f8/FY25_TSD_Peak_Video_Family30_16x9_Web.mp4?rlkey=kq2gjopjpyikydjnxqht7eu4y&st=gmnw2gk3&dl=0

% Peak 2025 mMeta Cavousel

Get closer by getting out there: Plan Your Trip

St

SO LITTLE TIIME

If you’re looking for picture perfect memories with the best company,
look no further than a South Dakota adventure.




Peak 2025 mMeta Cavousel

Future you is saying ‘go’: Plan Your Trip

Dear future us, :
Let's flird with adventur

—m——

Suituktr

SO LiTTLE D)

Travel doesn’t wait, so why should you? Air on the side of adventure and
have your best escape yet in South Dakota.




% Peak 2025 Display

FUTURE | 3"
YOUIS /&%
SAYING ‘GO’

B

YOU IS
SAYING ‘GO’

Stk

PLAN YOUR TRIP

SO LiTTLE (FIfs

S 7 e URE\ Sk
N {hens o &l IS /W
PLAN YOUR TRIP PLAN YOUR TRIP X B ! WO SA NG ‘GO PLAN YOUR TR




Peak 2025 Display

N S0
TOMORROW
INTO TIME
WELL SPENT

SO LITTLE (1—7_;)

PLAN YOUR TRIP

TURN TOMORROW M
INTO TIME

WELL SPENT

TURN TOMORROW

30 LiTTLE CTRE

PLAN YOUR TRIP

INTO TIME :
WELL SPENT




% Peak 2025 Display

® TIMEDOESN'T | Shuilkir
B WAIT, SOWHY |/

W0 SHOULD YoU?
,

'mu:

DOESN'T WAIT /1
SO WHY
SHOULD YOU Y

y So_MmucH

Shullubetz

50 L ru(_}

PLAN YOUR TRIP PLAN YOUR TRIP

L 'l'tltl:nonsn"l'J W
WAIT, SO WHY | | >

SHOULD YOU? |




% National & Zegioma( Campaigu

AUDIO

SIRIUS XM
« The Rachel Hollis Podcast

e Crime Junkie Podcast
«  Welcome Interstitial

« Streaming Audio

RACHEL
HOLLIS

IMPOSTER R
SYNDROME

How to Beat it On
and For Alll | PART2
-

{8 It Once & For All -
—_ The Rachel Hollis Podcast

® N

12:234

Q CRIME JUNKIE
SiriusXm

INFAMOUS:

The Indiana Dunes
l Disappearances

MARCH 17
_dlances INFAMOUS: Indiar
Crime Junkie

® Nl &

E DOES
, 50
ULD YOU




bk

so LiTTLe FTuD

PLAN YOUR TRIP

Peakg 2025 :30 S+veamin3 Audio %


https://www.dropbox.com/scl/fi/734ieqxsztjktvhj0jb28/FY25_TSD_Peak_Audio_Traveler_30.mp3?rlkey=8ccsjy0ac63ahjifb4a0kdihr&st=o11jsdva&dl=0
https://www.dropbox.com/scl/fi/n5z3w960295424cjuhr4f/FY25_TSD_Peak_Audio_Somewhere_30.mp3?rlkey=wwkqoyqnx4z08agcjqmisj226&st=agb6l20o&dl=0

% Campaigus

NEW CAMPAIGNS & PARTNERSHIPS
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% Peak Campaign Ovevview

NICHE CAMPAIGNS

Am, more

$°‘EVER eye-catching

ALLY

1 =
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ARAEL et

SFEED YOUR
EATIVE
GER.

-
N

>

Q

DISCOVER SOUTH DAKOTA'S
TREASURES

TAKE ME THERE

OTO

AUGUST 2-11, 2024

m SIGN THE PLEDGE PLAN YOUR TRIP




CampaiaMs %

TSD X JEEP X
MATADOR

3x Episodes w/ host Forest Gallante

South Dakota Talent:

Cat Clifford, Stunt Rider/Musician/Artist/Rancher/Hunter
Marcela Salas, James Beard Nominated Chef
Hans Stephenson, Owner Dakota Angler & Outfitter

TOTAL IMPRESSIONS




FOREVER 605
STEWARDSHIP CAMPAIGN

111111



OOOOOOOOOOOOOOOOOOOO

EXPLORE BEYOND PRESERVE NATURE

OOOOOOOOOOOOOOOOOOOO

HONOR CULTURE SUPPORT LOCAL



% Fovevev 605 mMet+ta Ccavoysel

Be Forever 605: Sign the Pledge

Forever 605. A code to travel respectfully. To support local, preserve
nature, honor culture, and explore beyond.



% Fovevev 605 Disp‘aq Baunnevs

SRAVE( <RAVEL oAve

Shilbhbete St

EVE Exploning B eyon
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«
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\ WA espect o .
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https://www.dropbox.com/scl/fi/10wp7gu303gy3gn2zh6sm/FY25_TSD_Forever605_Video_ExploreBeyond_16x9.mp4?rlkey=3fexz53052j9p7z0qtzh8r72l&st=vjlyani5&dl=0

L

Fovevev 605 "Pvesevve Natyve'



https://www.dropbox.com/scl/fi/ybpvslvynjwzwht3wlz3x/FY25_TSD_Forever605_Video_PreserveNature_16x9.mp4?rlkey=adpyg4ribr4cxing5q4b2cx06&st=s42a465w&dl=0

:30 Hounov cuyltyve Video %


https://www.dropbox.com/scl/fi/o3uvsjr3artzedvhnh3fp/FY25_TSD_Forever605_Video_HonorCulture_16x9.mp4?rlkey=44bczioip1n0jf86zrlys579c&st=08xn669e&dl=0

g i W72

Fovevev 605 "suppov+ Local' :15 %


https://www.dropbox.com/scl/fi/r2n6deptpg5ig20e0kicx/FY25_TSD_Forever605_Video_SupportLocal_16x9.mp4?rlkey=xulnynem6e838lr7zoo2cfrof&st=xa8abzfa&dl=0

% Fovevev 605 'MPG.C"’

Hotel & Flight Bookings



% Fovevev 605 lMpac-‘-

PLEDGES

I pLEEE Efforts encouraged pledges to the Forever

TO BE BOTH A BRAVE WANDERER AND
A PRI TNAIE STEWARD B W 500 SIATE. 605 campaign code. Pledges were available

on Forever605.com and were rewarded with

stickers.

SCAN TO SIGN THE FOREVER 605 PLEDGE
AND RECEIVE A FREE STICKER.

B R e

2024 PLEDGES



PLERSE ®

PI\BK‘_VD‘HT PLERSE KEEP ALL
A7 PRCK OUT FOUR-LEGGED
24 D
ANY AND ALL A=)

WRSTE A

Jf:‘:i-{i 1\
ANY AND ALL

WASTE GLOSE

GOREVER

‘olivu

% Peak 2025 Miuneapolis Aivpovt



Forever 605 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







% National & Zegioma( Campaigu

ONLINE
STORE

COMING LATE SPRING
 Forever 605 Gear & Swag

e Awesome Brand Gear

RESPECTFULLY,

STAY
WILD

GOREVER

\6 \0's




REACH OUT,
SHARE, ASK!
WE'RE IN THIS

TOGETHER




SRAVE

MIKE GUSSIAAS | CHIEF MARKETING & CREATIVE OFFICER : '
mike.gussiaas@travelsouthdakota.com W





