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HIGHLIGHTS FOR THE 16TH INDUSTRY UPDATE

▪ The COVID-19 pandemic has resulted in over $396 billion in losses for 

the U.S. travel industry.

▪ As seen globally, when travel and tourism stops – the rest of the 

economy stops.

▪ North Dakota is one of the states best positioned for rebound with 

competitive advantages that align with priorities.

▪ Labor Day 2020 equal to 2019.



TRAVEL SPENDING

The national emergency 

was declared on March 11 

and visitor spending 

immediately declined. North 

Dakota has fared slightly 

better than the U.S., but 

overall weekly travel 

spending has been 50% of 

normal.
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LOST TRAVEL SPENDING

The impact of lost visitation 

and visitor-spending in 

North Dakota due to the 

pandemic now totals $922 

million. -$842
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LOST TAX REVENUE

Through 9/26, North Dakota 

has lost $131 million in tax 

revenue from decreased 

visitor spending.
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TRAVEL SPENDING % CHANGE BY STATE

Week ending 2/9 3/14 5/9 6/13 8/22 9/26

North Dakota 3% -19% -80% -50% -32% -38%

South Dakota 8% -21% -78% -43% -30% -25%

Minnesota -5% -27% -86% -61% -49% -46%

Montana 8% 1% -78% -48% -26% -15%

Wyoming -3% -11% -81% -45% -26% -26%



2020 VISITATION

2019 vs. 2020



CANADA BORDER CROSSINGS
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IN-STATE DEPLANEMENTS
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MONTHLY HOTEL OCCUPANCY
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POSITIVE VISITATION INDICATORS

• TRNP – most August visits in 

30+ years

• ND State Parks – annual passes 

+16%

• Hunting & Fishing license sales 

– up in nearly every category

“There’s no question about it; the 

great outdoors, the rural regions are 

where people are going to go … I 

expect that Mount Rushmore, the 

Dakotas, are going to get massive 

amounts of travelers.”

-Roger Dow, president and CEO, U.S. 

Travel Association



OUTLOOK FOR TRAVEL

▪ U.S.-Canada border re-opening to recreational travel

▪ Road trips continue to outpace other travel

▪ Online searching and booking down, more spontaneous

▪ Nearly 60% of American travelers say they are ready to travel

▪ Health, safety and trust have increasing consumer value

▪ Americans will be hungry for events



STRATEGY
2020 – Pivot 2021 - Opportunity



IN-STATE FULLY FUNDED CO-OP
PRINT



OUT OF HOME
MINNEAPOLIS & CHICAGO



WEBSITE SKIN



TOTAL WEBSITE TRAFFIC
1,432,565 sessions



WEBSITE TRAFFIC
IN PRIMARY MARKETS YOY



WEBSITE TRAFFIC YOY



U.S. DIGITAL CAMPAIGN WEBSITE TRAFFIC
Reallocated Canadian budget



U.S. DIGITAL CAMPAIGN WEBSITE TRAFFIC



U.S. DIGITAL CAMPAIGN WEBSITE TRAFFIC
IN PRIMARY MARKETS YOY



DIGITAL CAMPAIGN
CLICK-THRU RATE



DIGITAL CAMPAIGN
VIDEO COMPLETIONS



DIGITAL CAMPAIGN
WEBSITE VISITS



2021 PLAN

▪ Prioritize $3 million for destination advertising

▪ Use all data sources to refine as necessary

▪ Focus on our “cash cows/bread and butter” markets and 

tactics for fastest ROI and support for businesses

▪ Be open to opportunities

▪ Aggressive request for budget increase for 2021-2023



2021 CREATIVE



▪ Minnesota

▪ Wisconsin

▪ Illinois

▪ Saskatchewan

▪ Manitoba

▪ South Dakota

▪ Nebraska

PRIMARY MARKETS



MEDIA MIX
Adjusted based on research and consumer trends



NEW AND INNOVATIVE OPTIONS

▪ More print – new Travel and Leisure, Artful Living, Community 

Lifestyles, Wild West, Toast..

▪ Digital rich media multiscreen, new native, regional outdoor 

targets

▪ Brand activation – 8 options in review

▪ Road Rally – Secure major broadcast TV Segment…





2021 COOPERATIVE MARKETING

▪ Retain North 

Dakota travelers 

thru collaboration 

with long-

standing partners: 

NDNA and North 

Dakota Living

▪ Provide digital 

platforms and the 

amplification of 

the North Dakota 

brand messages

▪ Inspire travel to 

North Dakota and 

funnel visitors to 

destinations 

through targeted 

regional 

advertising



NDTOURISM.COM AND ENEWS

Mitch Knothe

208-867-5175

Mitch.Knothe@MilesPartnership.com

▪ Two of the most qualified 

ways to reach your audience

▪ Web advertising on 

homepage or run-of-site

▪ Ads in monthly newsletter or 

custom eNews sends



PARTNER ACCESS

So how do you log in to the new system? 

• Go to https://partners.ndtourism.com/

• Enter the login information that was previously sent to you. 

Your new individual login is based on your email address. 

• If you have forgotten your login information, contact Scooter 

(jpursley@nd.gov) or Tricia (tamiller@nd.gov).

I’m logged in, now what?
• Once you are logged into your dashboard for the first time, go 

to Manage Profile in the right column. 

• Here is where you will update your contact information as 

needed. 

• The first thing you will want to do upon logging in for the first 

time is change your password. 

Update credentials:
• Click Manage Profile, then scroll down to the Update 

Credentials section. 

• Enter your existing password, then your new password and 

click the Save button. 

• Now you can use the Partner Access system to make changes 

to listings or events as you did before. Any questions, please 

contact Scooter Pursley at jpursley@nd.gov. 



WITHIN YOUR LISTING

Business Information Section

▪ Business Name: Input full business name to avoid vagueness or confusion. “Billy’s Bed & Breakfast” instead of just “Billy’s”

▪ Email: Avoid using personal emails here and try to use a more generic company email address that will last longer 

(ex: info@yourbusinessname.com) 

▪ Website: Please do not use a social media page in the website field. Instead, add those links into the “Social” section 

(near the bottom) and leave the website field blank

▪ Phone: Please use the business telephone number, one that a visitor can reach if needed.

Descriptions

▪ Do not enter info that could date the listing. Examples below. 

▪ Do not put “in business for 20 years.” Use “founded in 2000” instead. 

▪ Do not put names of employees that are subject to change. “Chef Justin uses fresh ingredients” 

▪ Do not put anything that doesn’t exist yet at the time of entering the listing. “Coming soon in 2022” or 

“restaurant opening next summer” 

▪ Do not put “currently under renovations” 

▪ Avoid repeating information already listed in other sections of the listing

▪ Do not include links or contact information within the description that are already within the “Business Information” and 

“Social Media Links” sections

▪ Example: So instead of “Call us at 123-456-7890”, remove the redundant phone number and say, “Call for more info!” 

▪ Do not list amenities in description, keep those in the amenities section.

mailto:info@yourbusinessname.com


Categories

▪ Choose ACCURATE categories that reflect your actual offerings. For example, if you are an Accommodation with restaurants 

nearby (but you do not have an on-premise restaurant), please do not select the “Restaurants” category

Photos

▪ Upload some appealing, engaging images that showcase your business

▪ Do not use photos with text, as the text may get cut off when rendered on the site

▪ Photos must have dimensions larger than 640 pixels in width and 480 pixels in height and must NOT be larger than 15MB 

and must be in .jpg format.

Social Media section

▪ Do not copy and paste entire social media link. Only copy and paste what comes AFTER the backslash (ex: 

facebook.com/copy-and-paste-this-part)

By listing your business and events, North Dakota Tourism may feature you in our news releases and social posts. The best part 

is this advertising is FREE!



▪ 8 influencers hosted

▪ 50 days capturing content

▪ 569 posts

▪ 11.6 million reached and 

counting…

INFLUENCER PROGRAM 2020

PUBLIC RELATIONS



▪ Similar to the 2020 

offering

▪ Tiered structure to fit 

budgets

▪ More info coming soon…

INFLUENCER PROGRAM 2021

PUBLIC RELATIONS



How to support both North Dakota and your 

community, business or destination socially:

• Tag us or use #NDLegendary or 

#BeNDLegendary in posts.

• By interacting with each other’s content, 

more people will see our content and help 

showcase North Dakota as a whole!

• We also use these photos to created user-

generated content on our website to 

showcase authentic experiences!

• Add your events to partner access so we can 

cross-promote on Facebook.  You can also add 

us as a co-host to your FB event so it will show 

up on our profile as well. 

North Dakota Tourism Social



Average Website Traffic:

893 link clicks
*Half of our campaigns this year 

broke 1,000

Average Reach:

30,244
Average Impressions: 

70,000

Average Cost Per Click:

$0.41
*34% cheaper than the Tourism 

Industry/Hospitality average CPC

2020 Social Co-Op Results
Budget for each ad is $250



NORTH DAKOTA TOURISM SOCIAL CO-OP 2021

▪ You can use North Dakota Tourism’s large audience to 

promote your destination. Next year we will expand to our 

other platforms. More info coming soon!

@TravelND

Fans: 69,705

@northdakotalegendary

Fans: 36,107

@NorthDakota

Fans: 40,538

@TravelNorthDakota

Monthly Viewers: 127.7k

https://www.facebook.com/TravelND
https://www.instagram.com/northdakotalegendary/
https://twitter.com/NorthDakota
https://www.pinterest.com/NDtourism/_created/


▪ Industry 

updates

▪ 2021-2022

▪ Tradeshows

GROUP
TRAVEL



▪ Product 

Development

▪ Best Time 

Now 

▪ Keep Us 

Informed 

GROUP
TRAVEL



GLOBAL MARKETING PROGRAM UPDATE

Great American West fully invested in 

five European markets.

In addition to the five European 

markets, North Dakota is leading the 

efforts in the Nordic market and 

partnering in Australia/New Zealand

Expanding marketing efforts to 

consumers and travel trade through 

traditional media, social media and 

cooperative programs with Tour 

Operators

What is the Travel Industry looking 

for? 

• 2021 & 2022 hotel and attraction 

rates 

• Unique lodging and attractions



OUTDOOR PROMOTIONS

Outdoor Recreation is wildly 

popular due to the safety 

provided by natural physical 

distance and being outside. 

People have connected 

mental and physical health 

and wellbeing to the 

outdoors. 



OUTDOOR RECREATION IMPACT 

Outdoor recreation has been 

less impacted by Covid-19. 

Only 34% of outdoor 

recreation participation 

effected by shutdowns.  

▪ Hiking participation +8.4%.

▪ North Dakota fishing license 

sales +12.4%.

▪ Positive hunting season 

trends. Early Canada Goose 

license sales +78%. 



▪ Bicycle Sales            +63%

▪ Paddlesport Gear +56%

▪ Golf Equipment +51%

▪ Camping Essentials +31%

▪ Binoculars +22%

*June sales 2020 compared to June 2019

OUTDOOR GROWTH 





▪ Chicago Travel & 

Adventure Show

▪ Wisconsin Fishing Expo

▪ Sioux Empire 

Sportsmen’s Show

▪ Northwest Sportshow

CONSUMER SPORT & 
TRAVEL SHOWS



U.S. TRAVEL LET’S GO THERE CAMPAIGN
North Dakota can invite visitors now-




