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Background & Objectives 

 The Wyoming Office of Tourism (WOT) allocates significant resources to leisure marketing, with media 
placements throughout the spring and summer. Through the refinement of the marketing program, WOT 
has determined that different audiences need different messages at different times. Therefore media 
placements are made in more distant markets earlier in the year and the closer markets receive messaging 
later in the season.  

 To account for these differences, Strategic Marketing & Research Insights (SMARInsights) conducts research 
to correspond with these placements. Two waves of awareness research have been conducted to gather 
data for this report. The first wave focused on the reach of the campaign, its effectiveness in 
communicating intended messages, and the advertising’s impact on perceptions and planning. 

 This wave quantifies the level of incremental travel generated in response to the state’s marketing efforts.  

 The following report details the findings from this ROI wave: 
• Measure the influence of the advertising on generating incremental travel, or travel that would not have occurred without 

the paid media; 

• Understand if paid media influenced any repeat visitation; 

• Quantify the economic impact of the influenced visitors; 

• Assess recall of The Good Dinosaur creative that was placed after the awareness wave of research was complete; and 

• Provide conclusions and recommendations for future marketing efforts, including target markets and media.  
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Methodology 

 SMARInsights has developed a research 
methodology based on the cycle of how 
consumers make travel decisions. The 
graphic at the right outlines each step of 
the process and the measure used to 
evaluate the effectiveness of a 
destination’s marketing efforts.  

 The awareness wave of research looked at 
the steps, clockwise, from Prevailing 
Image through Build Interest. This wave 
measures Travel through Sharing & 
Advocacy. 

 By looking at each part of the process, the 
Wyoming Office of Tourism can assess the 
campaign for future refinement. 
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Methodology  

 SMARInsights developed and programmed an online survey. National sample vendors 
provided a link to the survey to potential respondents in WOT’s target markets. This 
methodology allows respondents to view the actual advertising to gauge awareness. 

 Markets included in each are: 

 

 

 

 

 

 

 An online survey was fielded in December 2015 and January 2016 and received 1,555 
responses. However, in order for the process to yield more accurate results, the ROI and 
Visitor Profile processes were combined. Through this, more than 7,700 interviews were 
conducted to determine incremental travel. 

 Upon completion of data collection, the data were cleaned, coded, and weighted to be 
representative of the population. 

 The following summarizes the results of the survey. A copy of the questionnaire used for data 
collection appears in the Appendix to this report.  
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 Core: Kansas City, MO; Omaha, NE; Madison, WI; Minneapolis, MN; 
Milwaukee, WI; St. Louis, MO; Oklahoma City, OK; and Portland, OR 

 Chicago 

 Seattle 

 Adjacent: Salt Lake City, UT; Denver, CO; Billings, MT; Idaho Falls, ID; 
Butte/Bozeman, MT; Boise, ID; Colorado City, CO; and Rapid City, SD 

 National: All other U.S. markets not included in those listed above 

Market ROI Interviews 
Incremental 

Travel  
Interviews 

Core 321 948 

Chicago 327 612 

Adjacent 257 1,395 

Seattle 304 503 

National 346 4,280 

Total 1,555  7,738  
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Campaign Overview 

 Wyoming has been placing creative 
specific to target markets for many years. 
The Core markets, including Chicago and 
Seattle, received the three Roam Free TV 
spots that have been in place for a 
number of years.  

 Seattle was a new target for WOT, with 
dedicated spending here for all media. TV, 
digital, and outdoor placed here had 
messaging specific to the market. 

 The Adjacent markets received Road Trip 
creative, using stylized illustrations for TV, 
digital, print, and out-of-home.  

 Although not included in the incremental 
travel calculations, creative placed in 
conjunction with the Disney film The 
Good Dinosaur was included in the wave 
to evaluate reach. 
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Market 2013 2014 2015 

Core $2,038,853  $2,005,950  $1,419,304 

Chicago $1,209,786  $1,284,905  $1,305,708 

Seattle $654,911 

Adjacent $1,390,385  $1,207,410  $1,218,162 

National $741,171  $718,196  $1,156,090 

Total $5,380,195  $5,216,461  $5,754,175 

Core Markets Adjacent Markets All Markets 
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Insights 

 Overall, the 2015 spring/summer campaign had 
more influenced trips and visitor spending, with 
$1.2 billion spent by incremental and repeat 
visitors. But because WOT spent more to achieve 
these gains, there was a slight dip in the return on 
investment. SMARInsights has found that the 
average return for state destination marketing 
organizations is $129. So while the ROI is slightly 
lower, it is still well above average.  
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 Given there is not an infinite number of households, ROI is not able to continue to increase exponentially with 
additional investment. This is especially true for DMOs that are as well established in their media markets as 
WOT is. Although the ROI my be down slightly, the more important measure is influenced visitor spending, 
which is up. In the state’s visitor profile research, leisure travel nationally was projected to increase 2.5%. Given 
the campaign increased visitor spending by 6.3%, it is outperforming anticipated visitation increases. 

 Nearly 85% of the influenced trips and visitor spending come from national households, those not targeted 
with specific media, including TV. SMARInsights continues to find that TV drives awareness, as was reviewed in 
the Wave 1 report of this research. Given the cost of TV, a national campaign was previously not feasible for 
Wyoming given the budget resources available. But with newer technologies allowing for highly targeted TV 
placements, this could be an option for WOT to explore.  

 

850,000 

Influenced 

trips 

5.2% 

$1.2 billion 

Influenced 

visitor 

spending 

6.3% 

$202 

Return on 

investment 

3.7% 
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Insights 

 Addressable TV was used for The Good Dinosaur creative and generated considerable recall. Although it is likely 
such high awareness is a result of the studio’s investment, it points to the viability of this as a national TV 
platform. In addition to considering new markets for targeted investment, WOT should also consider available 
platforms for TV delivery. 

 The inclusion of Seattle as a spot market is a good example of the potential new markets could hold. While 
awareness was below that of the established Core markets and costs were higher than average, these would 
likely fall in line with continued investment. And by entering this new market, WOT had a positive influence on 
generating incremental travel. SMARInsights sometimes sees little influenced travel from a new market as 
consumers need time to plan and execute trips. But the level of incremental travel here indicates there was pent 
up demand from the market. As Wyoming becomes part of the consideration set for Seattle households, 
incremental travel would likely continue to grow.  

 Wyoming has been advertising in the Core and Adjacent markets for more than 10 years. The level of awareness 
generated in this market has reached saturation, and WOT is not likely to push it higher with continued 
investment. The lack of incremental travel from these markets is an indication that it is time to invest elsewhere. 
Certainly a base level of investment is warranted to maintain market share. But in order to continue to influence 
additional travel, WOT should explore the potential of other spot markets and/or targeted national media. 

 Wyoming has consistently developed creative that receives excellent ratings. But the same messages have been 
in the marketplace for a number of years. When the brand messaging is seen in concert with The Good Dinosaur 
creative, interest in visiting increases significantly. As WOT works with a new creative agency, messages should 
be crafted for delivery based on the audience and how motivating they are.  

 Non-traditional marketing, such as the cross-promotion with The Good Dinosaur, is proliferating. This was 
certainly an opportunity unique to Wyoming. Other sponsorships likely exist that make sense for the state, 
especially marketing opportunities surrounding the centennial of the National Parks system.  
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Advertising 
Awareness 
Overview 
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SMARInsights 
national 

benchmark: 
$0.29 

per aware 
household 

Overall Advertising Reach 

 It was encouraging that although awareness 
among the national audience was lower, the 
markets that WOT targets with TV – Core, 
Chicago, Seattle, and Adjacent combined – had an 
increase in awareness.  

 Overall, there were fewer aware households than 
in the previous two years. Combined with an 
increase in spending, this resulted in a slightly 
higher cost per aware household.  SMARInsights 
has been evaluating destination marketing 
campaigns for many years. With a wealth of data, 
benchmarks for DMO efforts have been 
established. For campaigns with a national reach, 
the average cost per aware household is $0.29. In 
total, the Wyoming 2015 campaign had a cost of 
$0.17 to reach an aware household, far below the 
average.  
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All percentages are rounded 

Cost per Aware HH 2013 2014 2015 

Qualified HHs 94,445,520 95,656,360 100,234,179 

Awareness 38% 41% 33% 

Aware HHs 35,826,709 39,102,720 33,072,300 

Media Spending $5,380,195  $5,216,461  $5,754,175  

Cost per Aware HH $0.15  $0.13  $0.17  
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Advertising Reach in TV Markets 

 Resources were shifted out of the Core 
markets to make dollars available to 
target Seattle. The overall result was an 
increase in aware households in the TV 
markets. 

 Although the number of aware 
households in the Core markets was 
down, it was a slight decrease given 
the 29% decline in budget. It seems the 
relocation of resources worked for 
WOT.  
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 4,267  

 1,855   2,018  

 8,139  

 4,109  

 1,792   1,749  

 7,650  

 4,038  

 2,139  

 711  

 2,030  

 8,919  

Core Chicago Seattle Adjacent Total Aware HHs

Number of Aware Households 

2013 2014 2015

TV Markets CPH Core Chicago Seattle Adjacent Total 

Awareness  62% 70% 45% 66% 63% 

Aware HHs 4,038,427 2,139,353 710,989 2,030,480 8,919,249 

Spending $1,419,304  $1,305,708  $654,911  $1,218,162  $4,598,085  

Cost per  
aware HH 

$0.35  $0.61  $0.92  $0.60  $0.52  
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Creative Review 
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Creative Evaluation 

 A campaign must not only generate awareness, but it should also communicate desired messages in 
order to drive travel. Through the evaluation of hundreds of destination marketing campaigns, 
SMARInsights has established a number of benchmarks related to advertising creative.  

 After viewing all of the ads, respondents were asked to rate attributes using a 5-point scale where 5 = 
“strongly agree” and 1 = “strongly disagree.” 

 There are two types of attributes related to advertising creative – those that communicate particular 
messages about the destination and those that encourage the consumer to take an action. The 
benchmarks developed are based on the communication and impact attributes of DMO advertising. 
However, impact attributes are lower because they have a more difficult time meeting this mark as they 
require action from a consumer, which is harder than communicating a desired message.  
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TV Communication Ratings 

 SMARInsights has found that TV 
creative often drives overall 
ratings for a campaign. Because 
the TV ads for the Core and 
Adjacent markets are vastly 
different, it is useful to compare 
the evaluations of these 
audiences. The Adjacent creative 
is animated illustrations, while 
the Core TV is live-action footage.  

 Both executions perform well, 
with most in the top 10% of all 
DMO creative evaluated. But 
across the board, the live-action 
Core creative rates better.  
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TV Impact Ratings 

 A key component to successful 
destination creative is showing 
product. The Core TV does this 
well, with the majestic landmarks 
of the state featured prominently. 
However, this does not come 
across in the Adjacent TV.  

 The Adjacent creative falls far 
short of the Core placements in 
their impact ratings, especially in 
generating interest in visiting the 
state.  
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Outdoor Impact Ratings 

 As mentioned, there was concern 
in 2014 about the possible wear-
out of the outdoor creative. With 
new executions in the Core 
markets for 2015, ratings 
improved.  

 But just as with TV, the illustrated 
placements in the Adjacent 
markets fall short of the same 
media using photography of 
actual product. While the Road 
Trips campaign and the 
corresponding “sticker” campaign 
have been successful in-state and 
with visitors, the illustrations 
used in the paid media are not 
resonating with the target 
audience and should be 
reconsidered.   
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Creative Focus: Trip Motivators 

 It’s useful to understand the activities 
visitors are participating in during their trips, 
but it’s also good to know what is 
motivating them to visit. Destination 
marketers must strike a balance between 
what is motivating and what has the most 
appeal. As WOT works with a new creative 
agency, what visitors are doing on their trips 
and what motivates them should play a role 
in development.  

 With an understanding of participation and 
motivation, Wyoming can craft messages for 
delivery in a variety of ways.  

 Those activities that have both high 
participation and high motivation are where 
paid mass marketing such as TV should 
focus. The smaller audience but high 
motivation is where paid niche marketing 
such as targeted magazines and digital 
should focus. 

 Other activities are best marketed through 
in-destination marketing and this is often 
handled by partners across the state.  
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In-Destination Marketing 
(Large Audience/Low Motivation) 

 
Shopping 

Visiting historical sites 
Visiting museums 

Visiting hot springs 
Sightseeing tours 

Visiting Native American sites 
Horseback riding 

 
 
 

Paid Media Marketing 
(Large Audience/High Motivation) 

 
Visiting a state or national park 

Scenic drive 
Hiking or backpacking 

Wildlife watching 
Fishing 

 
 

 
In-Destination Niche Marketing 

(Small Audience/ Low Motivation) 
 

Attending a rodeo 
Canoeing or kayaking 

Visiting archaeological site 
Attending a festival or fair 

Visiting a dude ranch 
Attending a pow wow 

Paid (Partner) Niche Marketing 
(Small Audience/High Motivation) 

 
Camping 

Snow skiing or snowboarding 
Boating 

Bicycling or mountain biking 
Mountain/rock climbing 

Snowmobiling 
Hunting 

High Low Trip Motivation 

High 

Low 
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Impact of the 
Advertising 
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Advertising’s Influence on Travel 

 Because there would be visitation to a 
destination even without any advertising, 
SMARInsights considers the level of unaware 
travel the base and what the state would have 
received without any paid media.  

 Therefore it is only the additional travel by 
aware households that is considered 
influenced by the marketing. If there is higher 
travel by unaware households, as is the case in 
Chicago, there are no incremental trips. 

 Markets from which there are higher rates of 
visitation can be more difficult to influence. 
But it is the nearby Adjacent markets that have 
both the highest rates of overall travel and the 
largest increment.  

 There was also strong influence from the new 
market of Seattle. But the National audience 
has the largest population, so even a small 
increment can have a big impact.  

 The Core markets that have been targeted for 
many years saw only a slight increase in 
visitation from aware households.  
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Historical Incremental Travel 

 The Wyoming Office of Tourism has consistently targeted the Core and Adjacent markets. And while this is 
positive for generating awareness, it appears it has come to a point of saturation that is no longer 
generating significant incremental travel. Those who are going to be influenced to visit likely have already 
done so in these markets.  

 These markets may warrant continued investment to maintain market share, but likely resources could be 
allocated elsewhere. An exception to this would be if the messaging to the established markets were to 
change significantly. The move to include Seattle in the 2015 campaign was a good one that generated both 
strong awareness and a good level of incremental travel. 
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Influenced Trips 

 With an increase in increment from the National audience, most of the influenced trips are from this 
market. Again, given the size of the audience, a small increase in increment results in significant increases in 
influenced trips.  

 The Core markets had tremendous recall of the advertising, but very little influence. Although the creative 
is excellent, the campaign has been in market for many years. WOT’s move to a new creative agency will 
likely result in updated messaging. If this is the case, additional spending could be warranted, reviving 
interest in Wyoming. But it seems exploring the potential of other DMAs could be an important step for 
WOT’s continued success.  
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Core Chicago Seattle Adjacent National Total 

Media Recall 62% 70% 45% 66% 28% 33% 

Aware HHs     4,038,427     2,139,353         710,989         2,030,480  24,153,052    33,072,300  

Incremental Travel 0.8% 3.0% 3.4% 2.5% 2.2% 

Influenced Trips 33,314  -    21,625  69,888  605,045  729,873 
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Repeat Travel 

 In addition to generating incremental trips, awareness of advertising can encourage consumers to make 
repeat trips.  

 Only two markets, Seattle and National, had more average trips by aware visitors than unware. These 
repeat trips influenced by the advertising added up to an additional 120,000 trips to Wyoming.  
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Repeat Trips Seattle National 

Awareness  45% 28% 

Aware HHs 710,989  24,153,052 

Travel by aware 4% 5% 

 Aware traveling HHs 29,353  1,215,345  

 Repeat trips  0.33 0.09 

 Influenced repeat trips  9,784  110,755  
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Influenced Travel 

 Wyoming’s influenced visitation continues to grow, but the origin of those trips has changed dramatically. 
The Core and Adjacent markets – those receiving dedicated TV spending – previously dominated the 
influenced trips. But the National markets have dominated influenced trips the past two years, again 
pointing to the need to redistribute dollars.  

 Wyoming’s overall visitation grew from 10.1 million in 2014 to 10.5 million in 2015. As seen in the Visitor 
Profile, the distribution of visitors shifted, with declines from states included in the Core and Adjacent 
markets and increases from more distant states such as California. By examining the state’s market 
potential in DMAs across the country, Wyoming could target dollars to areas considered the best prospects 
for a higher return.  
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Total influence  2013 2014 2015 

Incremental trips TV markets  398,300 208,974 124,827  

Incremental trips national markets  129,635 500,762 605,045  

Repeat trips  133,863 98,396    120,539  

Total influenced trips  661,798 808,132 850,412  
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Economic Impact 
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Overall Impact 

 Given the number of influenced trips and the average visitor expenditures ($1,369 per the 2015 Visitor 
Profile), the spring/summer campaign influenced nearly $1.2 billion in visitor spending.  

 With media expenditures of $5.8 million, this returned $202 to Wyoming for every $1 invested in the 
campaign.  
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Core Chicago Seattle Adjacent National Total 

Incremental trips 33,314  -    21,625  69,888  605,045  729,873  

Repeat trips 9,784  110,755  120,539  

Total influenced trips 33,314  -    31,409  69,888  715,801  850,412  

Economic impact $45,607,060  $0  $42,998,740  $95,677,194  $979,930,991  $1,164,213,985  

Media spending $1,419,304 $1,305,708 $654,911 $1,218,162 $1,156,090 $5,754,175 

ROI $32  $0  $66  $79  $848  $202  SMARInsights 
benchmark: 

$129  
Average ROI 

for states 
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Core Impact 

 In order to accommodate the introduction of Seattle to 
the media mix, the investment in the Core markets 
(excluding Chicago) fell slightly. This resulted in only 
slightly fewer aware households. But as discussed, 
years of targeted investment here appears to have 
brought the market to saturation.  

 While the creative placed in the Core markets is 
excellent, it has delivered the same messaging for 
many years. Wyoming likely doesn’t want to pull out of 
these markets entirely, but minimal investment to 
maintain market share is recommended.  

 It is possible these markets could receive enough 
investment through a national buy that could include 
addressable TV or some other highly targetable 
medium.  
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Core 2013 2014 2015 

Aware HH  4,266,509 4,108,689      4,038,427  

Total impacted trips   216,075 109,120 33,314 

Economic impact   $235,953,861  $147,857,829  $45,607,060  

Media Spending $2,038,853  $2,005,950  $1,419,304  

ROI $116  $74  $32  



Chicago & Seattle Impact 

 The introduction of the Seattle market highlights the need to expand WOT’s target beyond the Core and 
Adjacent markets. There was good awareness for a first-year campaign that would be expected to grow 
with continued investment. SMARInsights often sees a slight lag in incremental travel as consumers need 
time to plan and execute trips. However, it appears there was demand from the market as there was a 
strong increment in the introduction of creative here. Sustained targeting would likely continue to generate 
a strong increment as Wyoming comes into the consideration set of more consumers.  

 Chicago was introduced to the market mix seven years ago. It had been a relatively consistent performer 
but began to lag in 2014. And though awareness reached an all-time high, those households did not 
generate any incremental travel. This will likely continue to be an important market for Wyoming. But 
awareness does not need to be 70% to be effective. Smaller but more targeted investment here could likely 
generate influenced travel again. But the resources allocated would likely be better distributed elsewhere.  
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Chicago 2013 2014 2015 

Aware HH  1,854,754 1,791,832 2,139,353 

Total impacted trips   93,452 49,987 0 

Economic impact   $102,049,827  $67,732,849  $0  

Media spending $1,209,786  $1,284,905  $1,305,708  

ROI $84  $53  $0  

Seattle 2015 

Aware HH  710,989  

Total impacted trips   31,409  

Economic impact   $42,998,740 

Media spending $654,911 

ROI $66 
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Adjacent Impact 

 The Adjacent markets are Wyoming’s loyal visitors. These nearby markets are going to continue to have the 
highest rates of visitation. But they need something new to get them there. As WOT looks to expand its media  
footprint, these areas should continue to receive targeted dollars as the messaging needed here varies 
dramatically from the rest of the U.S.  

 And while SMARInsights recommends continued use of TV as a medium to drive awareness across other areas 
of the U.S., it could be that these markets are so predisposed to visit Wyoming that digital placements could be 
as effective. Again, market potential modeling could provide WOT an understanding of how much investment 
would be required to generate continued return.  
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Adjacent Markets  2013 2014 2015 

Aware HH  2,017,703 1,749,129 2,030,480 

Total impacted trips   222,636 148,262 69,888 

Economic impact   $243,118,941  $200,895,537  $95,677,194  

Media spending $1,390,385  $1,207,410  $1,218,162  

ROI $175  $166  $79  



National Economic Impact 

 Given similar results in 2014 with the Core and Adjacent markets having less influence than National, WOT 
significantly increased the budget allocated to national efforts. This resulted in 85% of the trips influenced by the 
spring/summer media coming from these areas outside of the markets receiving dedicated media. While this 
was primarily accomplished through digital placements, new technologies could make TV placements possible.  

 As reviewed in the Wave 1 report of this research, SMARInsights sees significantly higher rates of awareness by 
destinations that include TV in the mix. Given affordability of digital, many DMOs are considering moving 
exclusively to online executions. This is not a path SMARInsights recommends. The rise of highly targeted TV 
makes national placements far more feasible than even a national cable buy. As WOT develops creative with a 
new agency, broadcast TV should continue to be part of the mix.  

 The national audience that hasn’t received targeted Wyoming messaging could have pent up demand for a new 
destination. With the centennial of the National Parks receiving significant media coverage for 2016, it could be 
the ideal time to hit this audience with Wyoming TV.  
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National 2013 2014 2015 

Aware HH  27,687,743 31,453,070 24,153,052 

Total impacted trips   129,635 500,762 715,801 

Economic impact   $141,560,937  $678,533,169  $979,930,991  

Media spending $741,171  $718,196  $1,156,090  

ROI $191  $945  $848  



Total Economic Impact 

 Wyoming’s economy has been hit hard by the decline in oil prices. With this, the state is experiencing 
significant budget shortfalls. WOT received additional allocation for 2015 in order to expand into the Seattle 
market. This was a positive move and generated good awareness and increment. For 2016, similar moves 
should continue to be explored.  

 WOT has consistently returned significant economic impact on its leisure marketing, with the 2015 
spring/summer campaign generating $1.2 billion in visitor spending, up 6% from 2014. But with more 
investment, the ROI fell slightly. But with $202 returned for every $1 invested, this is still above the average  
of $129 SMARInsights see for state DMOs. 

 Given the state’s tax rate, more than $47.5 million was returned to the state in tax revenue, for a tax ROI of 
$8.30. 

29 www.smarinsights.com February 2016 

Total Economic Impact 2013 2014 2015 

Total influenced trips  661,798 808,132 850,412  

Economic impact  $722,683,566  $1,095,019,383  $1,164,213,985 

Expenditures $5,380,195  $5,216,461  $5,754,175 

ROI $134  $210  $202 

Taxes generated  $29,630,026  $44,895,794  $47,732,773 

Tax ROI $5.51  $8.61  $8.30 



‘Good Dinosaur’ 
Recall 
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‘The Good Dinosaur’ Awareness 

 Wyoming Office of Tourism had the unique 
opportunity to partner with Disney on the 
promotion of the animated movie The Good 
Dinosaur. Set in what would be present-day 
Wyoming, the state promoted seeing the 
landscapes that “inspired the film.” 

 This was supported by national TV via AT&T 
and U-verse as well as XM radio and targeted 
digital placements in select markets.  

 Recall of The Good Dinosaur creative was 
significant. Given that it is higher nationally 
than even brand awareness, consumers are 
likely associating promotion of the film with 
creative that was not produced and placed by 
WOT. This is excellent cross promotion in that 
Wyoming sees the benefits of recall with a 
fraction of the media expenditures.  
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35% 35% 

28% 

14% 

30% 

Good Dino TV Good Dino Digital Good Dino Total

‘The Good Dinosaur’ Recall 

National Good Dino Target

Market 
Target  

Households 
Awareness Aware HHs 

Media  
Expenditures 

Cost per  
Aware HH 

National 89,597,523  35% 31,806,266  $300,000 $0.01 

Good Dino Target* 10,636,656  30% 3,141,498  $76,230 $0.02 

Total 100,234,179  35% 34,947,764  $376,230** $0.01 

*Chicago, Dallas, Denver, Minneapolis, Salt Lake City & Seattle 
** Includes only TV and digital 
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Overlap with Brand Marketing 

 These “non-traditional” forms of media are becoming quite popular with DMOs as they move to sponsor 
programming. SMARInsights has found them to be effective at generating both recall and interest, 
especially among niche audiences where much of the sponsorship opportunities lie.  

 But with The Good Dinosaur being a mass-marketed feature film, there is considerable overlap with 
Wyoming’s brand marketing. Nearly a quarter of households recall both media, and those who recall seeing 
both were far more interested in visiting the state in the future.  
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51% 

12% 

14% 

23% 

‘Good Dinosaur’ & Brand Media 
Awareness Overlap 

None Good Dino Only Brand Only Both

22% 

4% 

22% 

52% 

None Good Dino Only Brand Only Both

Interest in Visiting Wyoming by  
‘Good Dinosaur’ & Brand Overlap 
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Appendix  
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