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S T A T E W I D E  U P D A T E S
• Midwest Travel Network Conference welcomed more than 

80 infl uencers who have shared more than 259 posts with a 
social media impact of $78,600 reaching more than 107,800. 

• North Dakota Tourism was included in 140 media articles 
reaching 106,437,022 with and ad value of more than 
$980,000. Coverage includes mentions in Travel + Leisure, 
MSN Travel, Conde Naste Traveler, USA Today and Brit+Co. 

• The American Airlines publication, American Way, had a 
24-page feature on North Dakota and was seen by more 
than 7 million.

• Traffi  c to NDtourism.com hit a monthly record with 157,000 
website visitors in June. 

• Ads infl uenced 5,813 verifi ed arrivals in Q2. (Map illustration 
on back.)

• Hotel occupancy is at its highest rate in fi ve years, YTD up 12.4%.
• There were 11% more deplanements in state than Q2 of 2018.
• Q1 taxable sales and purchases showed a 5.39% increase 

in retail trade, 8.01% decrease in arts, entertainment and 
recreation and 3.53% increase in accommodations and food 
service.

• The annual Travel Industry Conference held in Minot 
attracted 215 attendees.

• Motorcoach groups tracked included 2,039 guests, 238 sites 
and 133 cities with estimated spending of $280K.



64% of traffi  c to NDtourism.com is from mobile

67,379 fans
40,779 followers
29,659 followers

S O C I A L  M E D I A

Q 2  M A R K E T I N G  E F F O R T S
• The Twins are hot and so is the TV campaign! 

North Dakota’s television ads, as seen during 
Minnesota Twins games and throughout 
Minnesota and Wisconsin, have had a viewership 
of 36 million and TV URL use is up 81%!

• We’ve taken over Chicago and it shows! Cable TV, print 
targeting, Union Station take over and event activation 
are the many ways we’ve been targeting this market. 
To date, web traffi  c from Illinois is up 5% and Arrivalist 
has tracked an 8% increase in arrivals from the Chicago 
market year-over-year.

• The digital ad campaign, including branded social 
media, has netted more than 87 million impressions. 
This campaign is the second-largest driver of traffi  c to 
NDtourism.com, after organic search. 

• Requests for travel guides are at their highest level in 
six years! A database retargeting eff ort, via email, is just 
one of the reasons.

• North Dakota advertising was present in 25 publications 
during Q2, with a circulation of 12.6 million.

Arrivalist research records a 30% sample of phones/tablets/laptops 
arriving in North Dakota that have interacted with digital ads or 
content from NDtourism.com. There were 5,813 verifi ed arrivals in 
Q2, a 5% increase over 2018. Blue dots show locations where ads 
were served. Green dots show where visitors arrived in North Dakota. Website Visits By Region
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