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Wyoming Office of Tourism
2013/14—2015/16 Strategic Clarity Overview
Baseline for all measures is 2012

OUR STRATEGIC ANCHORS

VISION FOR THE DESTINATION: Wyoming is

2013/14—2015/16 STRATEGIC AREAS OF FOCUS

Champion the destination

Grow Wyoming’s visitor Maximize the impact of our and the brand.

the only true west experience.

VISION FOR WOT: All Wyomingites are proud,
our economy is strong, our industry is thriving
and our visitors can’t wait to return.

OUR MISSION: We promote and facilitate
increased travel to and within the state of
Wyoming.

OUR UNIQUE VALUE: WOT is the only
statewide organization dedicated to growing
Wyoming’s tourism economy.
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2013/14—2015/16 KEY OBJECTIVES

Increase visitor volume by
20%.

Increase tourism-related tax
ROI by 25% in relation to
WOT'’s advertising budget.

« Increase y/y number of
partner investments by 20%.

« Increase yly dollar amount
invested by our partners by
10%.

« Ensure the successful
renewal of local lodging
taxes and support for
tourism initiatives.

» Develop educational
programming plan by the
end of year one of this plan.

* Maintain health of our
partnerships.

* Implement a partnership
satisfaction metric and tool
by 7/1/14.

Ensure a minimum annual
trip satisfaction score of
75% to include “can’t wait to
return.”

Increase yly inquiries by
15%.

Increase domestic
awareness of the Wyoming
brand by 5% in target
markets.

Increase consumer
conversion 4%.

* Implement an employee
engagement metric and tool
by 7-1-14.

» Ensure all WOT employees
are performing at
“commendable” level.

* Implement a partner
satisfaction metric and tool
by 7/1/14.

» Establish and improve key
program or process metrics.

» Ensure a successful
financial audit each year.

OUR VISION-IN AND VALUES 2013/14 - 2015/16 KEY STRATEGIC INITIATIVES
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OUR STRATEGIC IMPERATIVES

» Grow Wyoming’s visitor economy.

» Maximize the impact of our partnerships.
» Champion the destination and the brand.
» Ensure operational excellence.

2f. Establish a continuous process
to manage, improve and
nurture partnerships.

set.

BOLD BOX BOLD BOX BOLD BOX BOLD BOX

Explore WOT'’s technology

Grow Wyoming's visitor
economy.

Don't let the tail wag the dog.

platform to deliver higher
consumer conversion to
destinations.

Updated as of 12-31-13



