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2 0 1 9 - 2 0 21  P R I O R I T I E S

•	Grow awareness of ND

•	Connect marketing efforts to results 
and impact

•	Increase offerings through policy 
changes

•	Brand unification

•	Improve understanding of tourism’s 
impact on state’s economy

B R A N D  P R O M I S E
The Be Legendary brand celebrates the land, the legends, the adventurous spirit, the vibrant 

communities, the scenic places and the genuine people of North Dakota.

T O U R I S M  A N D  M A R K E T I N G

ECONOMIC 
DEVELOPMENT & 

FINANCE

WORKFORCE

TOURISM &
MARKETING

COMMUNITY 
DEVELOPMENT

W H A T  W E  D O V A L U E  W E  C R E A T E

01
STRATEGIC VISION FOR 
ECONOMIC VIABILITY

02
BUILD CAPACITY ACROSS 
ALL FUNCTIONS

03
CONNECT RESOURCES 
TO DRIVE ECONOMIC 
GROWTH

04
ELEVATE ND IMAGE

S H A R E D  M I S S I O N :  E M P O W E R  P E O P L E • I M P R O V E  L I V E S • I N S P I R E  S U C C E S S

T O U R I S M  &  M A R K E T I N G  M I S S I O N
We build the positive public image of North Dakota 
as a dynamic place to live and work. By showcasing 

opportunities and inspiring visitors to Be Legendary, we 
strengthen the economy and provide opportunity for 

people across our communities.

C O M M E R C E  M I S S I O N
We lead the efforts to attract, retain and expand wealth 

and improve the quality of life for the people of
North Dakota.
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L E T T E R  F R O M  T H E  D I R E C T O R

October 8, 2019

Greetings fellow North Dakota promoters,

Thank you for your interest in our great state, and for your part in helping share the stories and 
experiences that set North Dakota apart and make us a destination. With so little awareness of our 
boundless opportunities, we can only be successful if we work together. We began presenting our 
marketing and media plan at a fall gathering during my first year in this role.  The goal was to involve 
our partners in our marketing work early enough to encourage alignment and leverage our collective 
resources.  This is more important now than it was in 2003.  With increasing content, channels and 
tactical marketing from so many others also competing for visitors’ dollars, we need to collaborate 
on the best strategies to inspire visitation.  The impact of the work we do is enormous as we attract 
visitors, deliver great experiences and build lasting relationships that help sustain our communities.

In this plan you will find our overall tourism strategy for 2019-2021, along with our goals in tourism 
development and broader state marketing.  You will also see our tourism operations team’s overview 
of 2020 activities and cooperative ventures available to you.  The bulk of this document focuses on the 
paid media plan and the vehicles we have determined will best meet the goals to inspire visitors and 
increase awareness of North Dakota.  The cooperative opportunities include paid advertising, media 
and influencer relations, social media, show/marketplace attendance and brochure distribution.

The strategies are based on insight from dozens of metrics and data sources.  While we cannot 
definitively determine which marketing executions are 100% responsible for travel to North Dakota, 
we are able to confidently refine our methods based on previous results, signals of intent to travel and 
arrivals.  Changes that may interest you:

•	 Our 2019 experiential event at Chicago’s Union Station was such a success that we plan to go 3D 
in 2020! This year we partnered with North Dakota virtual reality company, Be More Colorful, to 
gather 360° images and video. Those assets will be used in the 2020 experiential event.

•	 Retargeting from our own database helped surge inquiries this year. We’re applying that 
strategy into our Canadian markets with a custom direct mail piece with co-op offers. 

•	 Smart, targeted digital is the name of the game in 2020. We’re using proven vendors and 
microscopic detail to hone in on potential travelers. We’re happy to offer new digital co-op 
options for 2020 as well.

Please take time to review the cooperative options and commit to those that fit your goals.  Also please 
let us know if you have others you would like to see.  We look forward to working together to meet our 
collective goals including the overarching goal to increase the dollars spent by visitors.

Thank you for your partnership!

Be Legendary,

Sara Otte Coleman 
Director - Tourism Division 
North Dakota Department of Commerce



T O U R I S M  &  M A R K E T I N G  S T A F F

Design and production work supporting 
state branding, publications, promotional 
efforts, website visuals and display 
materials.

Brochure distribution programs, tourism   
quarterly statistics, stakeholder relations,    
partner access assistance. Gift shop 
and merchandise coordination. Support 
services for director.

Tammy Backhaus
Partner and Administration Specialist

tbackhaus@nd.gov
701-328-2526

Monitors and tracks marketing projects. 
Assists with marketing development and 
visitor services. Manages logo useage 
and cooperative agreements.

Penny Blotsky
Marketing Specialist

pjblotsky@nd.gov
701-328-7265

North American group sales and 
marketing, hosts product development 
tours, attends marketplaces, provides 
content for group publications and 
advertising. Agritourism development.

Deanne Cunningham
Group Travel Marketing Manager

decunningham@nd.gov
 701-328-2527

Commerce communication plans, news 
releases, talking points, newsletters, 
writing for publications, and related 
writing and editing.

Kayla Jo Finley
Communications Specialist

kjfinley@nd.gov
701-516-3560

Provides travel information and counseling 
to potential visitors, information fulfillment 
and bulk orders, inquiry databases, 
merchandise inventory and sales.

Janice Fuhrman
Visitor Services Specialist

jfuhrman@nd.gov
 701-328-2661

Outdoor media relations, media tours, 
sport shows, exhibits niche marketing, 
outdoor recreation product development 
and policy tracking. Film inquiries.

Mike Jensen
Outdoor Promotions Manager

mjjensen@nd.gov
 701-328-2509

Develops social media strategies and          
implements across all Commerce 
channels. Creates and tracks KPIs. 
Supports state social users. Travel Matters 
and podcast/video production.

Alicia Jolliffe
Social Media Strategist

ajolliffe@nd.gov
701-328-2548

U.S. and Canada marketing, promotional 
publications, advertising, e-marketing, 
tourism research, cooperative programs 
and contact for North Dakota Travel 
Industry Conference.

Heather LeMoine
Marketing & Research Manager

hlemoine@nd.gov
701-328-5372

Website manager: nd.gov, NDtourism.
com and commerce sites, database             
management, CRM, data system and 
software management and support.

Tricia Miller
Digital Systems Manager

tamiller@nd.gov
701-328-5328

Develops content for websites, 
publications, newsletters, e-marketing, 
media releases, Comnet and other outlets.  
Edits and proofs.

James “Scooter” Pursley
Content Development Specialist

jpursley@nd.gov
 701-328-2874

Public relations program, media liaison,      
content strategy and implementation. 
Hosts media tours, national pitches, 
supports state communications platforms.

Kim Schmidt
Communications Manager

ksschmidt@nd.gov
 701-328-2532

Photo and video assets management and 
liaison for state DAM system. Coordinates 
Governor’s Photo Contest, photo needs, 
location scouting and editing. Travel 
Matters production.

Cassie Theurer
Digital Asset Specialist

catheurer@nd.gov
 701-328-5387

International marketing and sales, travel 
trade and media, product development 
tours, culture, heritage and tribal tourism 
development.

Fred Walker
Global Marketing Manager

fwalker@nd.gov
 701-328-3502

Oversees state brand and marketing, strategic 
direction and performance. Tourism Division 
administration, vision and goals. Serves on 
Commerce Senior Leadership Team, primary 
liaison for Tourism policy.

Sara Otte Coleman
Director

socoleman@nd.gov•701-328-2527

Chris Addison
Graphic Design Specialist

caddison@nd.gov
701-328-7260



T A B L E  O F  C O N T E N T S

North Dakota Tourism Overview and Program Highlights

Partner Programs................................................................................................................................2
Group Travel Marketing....................................................................................................................4
Global Marketing................................................................................................................................5
Outdoor Promotions Marketing...................................................................................................6
Public and Media Relations.............................................................................................................7
Social Media Marketing....................................................................................................................8

Advertising Plan

Creative Strategy.................................................................................................................................9
Media Strategy...................................................................................................................................10

North Dakota Tourism Overview and Program Highlights

Traditional - U.S.................................................................................................................................13
Traditional - Canada.........................................................................................................................37
Digital - U.S. and Canada...............................................................................................................41
Additional Partnership Opportunities.......................................................................................53

2020 Budget Recap..........................................................................................................................57

1600 E Century Ave, Ste 2•Bismarck, ND 58503
701-328-2525•NDtourism.com/industry



  

 



 

• 

• 

• 

mailto:decunningham@nd.gov
http://cisport.com/partners/north-dakota-legendary/
mailto:jfuhrman@nd.gov
mailto:mjjensen@nd.gov
mailto:pjblotsky@nd.gov
mailto:mjjensen@nd.gov
mailto:pjblotsky@nd.gov
mailto:jfuhrman@nd.gov
mailto:tbackhaus@nd.gov
mailto:tamiller@nd.gov
mailto:tbackhaus@nd.gov
http://www.mainstreetnd.com/
mailto:fwalker@nd.gov


  

• 

• 

 

mailto:jpursley@nd.gov
mailto:tbackhaus@nd.gov
https://www.medialibrary.nd.gov/
mailto:catheurer@nd.gov
https://www.ndtourism.com/industry/research-reports
mailto:hlemoine@nd.gov
mailto:jpursley@nd.gov
mailto:tbackhaus@nd.gov


 

• 
• 
• 
• 
• 
• 
• 

∙
∙
∙

∙
∙

∙

 



  

• 

• 
• 

  



 

• 

• 

∙
∙
∙

∙
∙

 



  

• 

• 
• 
• 
• 

• 
• 
• 
• 

∙
∙

 



 

• 

• 
• 
• 

• 

 

 



  

http://www.ndtourism.com/information/advertising-campaign


 

• 
• 
• 
• 
• 
• 

• 
• 
• 
• 
• 

• 

• 

• 
• 
• 



  

• 
• 
• 
• 
• 
• 
• 
• 
• 



 

 
31.31% 16.08%    



  

• 
• 

• 

• 
 

• 
o 

▪ 

o 
▪ 

• 
• 

• 



 

• 
• 

• 

• 
• 

• 



  

• 
o 
o 

• 
o 

• 

• 

• 
• 
• 

• 
 



 

• 
• 

o 
o 

• 
• 

• 
o 

• 
• 
• 
• 

o 
o 

• 

 



  

• 

• 
• 
• 

• 

• 
• 

o 
• 



 

• 

• 
• 
• 

• 
• 
• 

• 
• 

 



  

• 

• 
• 

• 

• 
• 



 

• 

• 
• 

• 

• 
• 
• 

• 
• 
• 
• 

o 

• 

• 
• 



  

• 

• 
o 

• 

• 

 



 

• 

• 
• 
• 

 



  

• 

• 



 

• 

• 
o 
o 

▪ 
▪ 

• 
o 

▪ 
▪ 

• 
• 
• 
• 

 



  

 

 

• 
• 
• 

• 

• 

• 
• 
• 



 

• 

 



  

• 

• 

• 
o 

• 

• 



 

• 
• 
• 

• 

• 
• 
• 

 



  

• 

• 

• 

• 
• 
• 



 

• 

• 

• 

• 
• 
• 



  

• 
o 
o 
o 

• 
o 
o 
o 
o 
o 

• 
o 
o 
o 
o 

• 
• 
• 

• 

 



 

•  
• 

• 

• 

• 

o 
• 

• 
o 
o 
o 
o 

• 



  

• 
• 
• 
• 

• 
• 
• 
• 

• 
• 
• 

o 
o 

• 
• 
• 

• 
• 

 



 

 

• 
• 
• 
• 

• 
• 
• 

 



  

• 
• 
• 
• 

• 
• 

• 
• 
• 
• 
• 

• 
o 
o 

• 
• 

• 
• 

• 



 

• 
• 

• 
o 

• 
• 

• 

• 
• 
• 

• 
o 

• 
• 

 



  

• 

• 

• 
• 
• 



 

• 

• 

• 
• 
• 

• 
o 
o 
o 
o 

• 

 



  

• 

• 

• 

• 
• 
• 

 



 

• 
• 

• 
• 

• 



  

 



 

• 
• 
• 
• 
• 
• 

• 
• 
• 
• 
• 
• 
• 

• 
• 
• 
• 
• 



  

• 
• 
• 
• 

• 
• 
• 
• 

• 
• 
• 
• 

• 
• 
• 
• 

• 
• 
• 
• 
• 

• 



 

• 
• 
• 
• 

• 
• 
• 

• 
• 
• 
• 

• 
• 
• 

• 
• 
• 
• 

• 
• 
• 

• 
• 
• 
• 

• 
• 
• 

 



  

• 

• 

• 
• 
• 
• 

• 

• 

• 
• 
• 
• 

• 
• 

• 
• 

 



 

• 
• 
• 
• 

• 
• 
• 
• 

• 
• 
• 

• 
• 
• 
• 

• 
• 
• 

• 
• 
• 

• 
• 
• 



  

• 
• 
• 
• 

• 
• 

• 
• 
• 
• 

• 

• 
• 
• 
• 

• 

• 
• 
• 
• 

 

 



 

• 
• 
• 
• 

• 
• 
• 
• 

• 
• 
• 
• 
• 

• 
• 
• 
• 

• 
• 
• 
• 
• 

• 
• 
• 
• 



  

• 
• 
• 
• 
• 

• 
• 
• 
• 

• 
• 
• 
• 
• 

• 
• 
• 
• 
• 

• 
• 
• 
• 
• 
• 
• 

 



 

• 
• 
• 

• 
• 
• 

• 
• 
• 
• 

• 
• 
• 

• 
• 
• 
• 

 



  

• 
• 
• 
• 
• 

 

• 
• 

• 
• 



 

• 



  

 



 

∙
∙
∙

∙
∙

• 

• 

• 

 

 

 



  

 



 

• 
• 
• 

• 
• 
• 
• 

• 
• 
• 

• 
•  



  



 



  



1 

2020 COOPERATIVE MARKETING PROGRAM RESERVATION 
NORTH DAKOTA DEPARTMENT OF COMMERCE/TOURISM DIVISION 
SFN 59647 (10/2019) 

Business/Organization Contact Name 

Name of Attraction/Community Address 

City State ZIP Code 

Telephone Number Fax Number 

E-mail Website 

Partnerships are available on a first-come, first-served basis. This form must be returned by Friday, December 27, 2019, for consideration.  
Mail or e-mail this form to: 

North Dakota Department of Commerce/Tourism Division 
Attention:  Penny Blotsky 

PO Box 2057 
Bismarck, ND 58502-2057 
E-mail:  pjblotsky@nd.gov

Phone:  701-328-7265     Toll-Free:  800-435-5663 

The following cooperative advertising opportunities need to be reserved and placed through North Dakota Tourism. 
North Dakota Newspaper Association 
  Up to 4 partners 

Canadian Direct Mail 
Up to 4 partners  

2” x 4.5” ad, $500 1/6 page, $250 

Fox Sports North on-air segments – Television 
Up to 3 partners 

Digital Media Match 
Up to 10 partners 

$2,500 Sojern 
Forum Communications 

The following cooperative opportunities need to be reserved and placed with program managers at North Dakota Tourism. 
Outdoor Marketing – Sport Shows 
  Mike Jensen, mjjensen@nd.gov 

International Traveler 
  Fred Walker, fwalker@nd.gov 

Brochure distribution, $75 per brochure Great American West Roundup 
Sport Show booth representation, $250 per show IPW 

Public Relations 
  Kim Schmidt, ksschmidt@nd.gov 

Social Media 
  Alicia Jolliffe, ajolliffe@nd.gov 

Paid influencer program, $1,000 - $3,000 Sponsored social content, $250 per post 

mailto:pjblotsky@nd.gov
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The following cooperative advertising needs to be placed directly with the publications listed below. North Dakota Tourism tries to keep 
cooperative interest in mind for future buys and would like to track partner interest. Please check and share which publications you plan to 
cooperatively advertise with. (Please check all those that apply.) 

Leisure Market  Canadian Market – Magazine Advertising 
 AAA Living  CAA Manitoba Magazine 

 Chicago Life  CAA Saskatchewan  

 Live/Play AAA  Saskatoon HOME Magazine 

 Travel 50 & Beyond  Prairies North 

 Midwest Living   

 MKE-Milwaukee’s Lifestyle Magazine   
 Star Tribune Newspaper    

    

ND Tourism Website and Enews Outdoor Travel Niche 
 NDtourism.com  Ducks Unlimited 
 North Dakota Tourism Enews Program  National Parks Magazine 

   On Wisconsin Outdoors 

   Outside Magazine 
   Pheasants Forever 

 



NORTH DAKOTA TOURISM OUTDOOR SPORT SHOW 
PARTICIPATION APPLICATION  
ND DEPARTMENT OF COMMERCE/TOURISM DIVISION 
SFN 59649 (9/19) 

Name of Organization  Check if past partner 
    and skip to bottom section 

Contact Person Telephone Number 

Mailing Address City State ZIP Code 

Email Address Web Address 

Description of Services Offered to Consumers 

North Dakota Tourism 2020 Sport Shows 

Show Dates Show Name and Location 
Booth 
Size 

Participate in 
Booth 

Brochure 
Distribution Amount 

February 8-9 Chicago Travel and Adventure 
Show - Chicago, IL 10x10  $250  $75 

February 14-16 National Pheasant Fest – 
Minneapolis, MN 10x10  $250  $75 

February 28 – 
March 1 

Wisconsin Fishing Expo – 
Madison, WI 10x10  $250  $75 

March 12-15 Sioux Empire Sportsmen’s Show – 
Sioux Falls, SD 10x10  $250  $75 

April 2-5 Northwest Sport Show - 
Minneapolis, MN 10x20  $250  $75 

TOTAL $ 

ND Tourism will be offering in-booth cooperative partnerships. Partners participating can staff the booth 
alongside ND Tourism staff and display brochures, banners and material that promote your destination, 
attraction or service. Space is limited and $250 partnerships will be offered on a first-come first-served basis. 
Tourism will also display brochures on your behalf, partnership fee is $75 per brochure, per show. 

If you are unsure which show or shows would be best for your destination, feel free to contact Outdoor 
Promotions Manager, Mike Jensen at (701)328-2509 or mjjensen@nd.gov with any questions.  

mailto:mjjensen@nd.gov
mailto:mjjensen@nd.gov

