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Wyoming Insight

http://eadiv.state.wy.us/creg/WyInsight.pdf
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Coming soon!
WOT Dashboard

http://www.travelwyoming.com/industry




Preliminary Results of the Summer Campaign



Total Fulfillment YTD
134,317 (Jan-July)

18.6%

Total Visits to Website
1,869,853

31%

New Visitors To Site

76%

Total Inquires YTD
2,179,296

12%



2016 
Goals

2016 
Performance

Industry 
Average

RFI TV 40,000 48,688 N/A

Digital Display

GumGum CTR - .20% CTR - .68% CTR - .20%

LiveIntent CTR -.20% CTR – 3.22% CTR - .12%

Kargo CTR - .20% CTR – 1.34% N/A

Pandora CTR - .57% CTR – 1.09% CTR - .40%

Native Content CTR - .08% CTR – 2.45% CTR - .08% 

Social CPC – $0.38
AER – 2.63%

CPC - $0.16
AER – 3.05%

CPC – $0.38
AER – 2.63%



Navigating Budget Reductions



Biennium 17/18  Budget and Reductions 

Governor's Memo - 10/15 $315,000

JAC Global Reductions $953,460

Penny Plan Reductions $373,637

$1,642,097

per year $821,049

8% Reductions – 5/16 $1,992,728

per year $996,364



BUDGET SUMMARY - TOURISM FUNDS
FY15 Comparison FY17 

FY15 FY17 

Personal services $2,155,977 $2,394,026

Support services $871,670 $906,525

Central data services $49,681 $48,047

Grants $0 $0

Professional services $11,499,521 $11,486,705*

TOTAL $14,576,850 $14,835,303

FY15 FY17

Personal services $2,155,977 $2,394,026

Support services $871,670 $906,525

Central data services $49,681 $48,047

Grants $0 $0

Professional services $11,499,521 $10,490,341

TOTAL $14,576,850 $13,838,938

8%

+ $2,200,000 advertising*
+ $1,000,000 international*



Forecast for 2017



Externally

Accelerated pace of innovation

• Co- creation of the story

• Augmented Reality

Demographic shifts

• Millennials (18-34) surpass Baby Boomers (51-69)

• Ethnically diverse

• Highly educated

• Denver – fastest growing city in the US

• Diversity of US population

• Urban – need to educate how to experience these wild places



Consumers spending shifts

• Experiences vs things

• Huge growth in the outdoor recreation industry

Global shifts

• Emerging markets – China and India

• Political/Economic – Brexit (UK)and currency (Canada)

Equals = Product positioning and how we tell our story



Internally

Continued emphasis on our iconic assets – Leveraging to our greatest benefit

Elevating the relevance of our industry

Strengthening our partnerships on all levels

Content remains king – create, curate, collaborate

More with less – anticipating further budget reductions

Leadership Abounds – Wyoming Tourism Board

• District 2 - Platte, Goshen, Niobrara, Converse and Natrona

• District 4 - Lincoln, Uinta and Sweetwater

• District 5 - Park, Big Horn, Hot Springs and Washakie





Leveraging the That’s 
WY Brand Platform

Kristin Phipps, Sr Manager of Brand Integration 



Website

1.8 million visits

Social Media

400k Followers

Official Travelers 
Journal

400k distribution

E-newsletter

244,000 subscribers

Visitor 
Engagement 

Programs



TravelWyoming.com
• Over 1.8 million visits YTD

• Enhanced Business and Event Listing Capabilities
• Trip Advisor Integration
• YouTube Integration
• Map View with Nearby Amenities

• Link to TravelWyoming.com to increase your 
own Search Engine Optimization (SEO) 



Social Media Engagement 
• Over 400,000 followers

• Include #ThatsWY in all social posts to increase 
exposure. 

• Share Visit Wyoming content on your own social 
channels for diversified messaging. 

• Utilize approved campaign images in your own 
social posts



Official Travelers Journal and E-newsletter 
• Over 400,000 OTJ distributed
• Over 240,000 E-newsletter subscribers

• Events and Listings are populated from the website
• OTJ Industry Review 
• All articles available on TravelWyoming.com for 

relinking 



Industry Toolkits
Designed specifically for industry partners to help 
maximize involvement in WOT campaigns. 

• Social Media Strategy
• Photography
• Logos
• Sample Press Releases
• Visitor Engagement Activation Ideas 



Content Collaboration
• Review WOT’s master content calendar

• Gather content contributors in your 
destination that can share unique 
perspectives on: 
• WY NOT?
• WY NOW?
• WY AM I HERE?  



Leveraging That’sWY Creative Assets

• Incorporate the official That's WY logo on your 
website, and link back to TravelWyoming.com

• Include approved That’sWY images and logos across 
your own marketing materials and platforms. 

• Digital Asset Management (DAM) platform available 
to industry partners in early 2017. 



Collaborative Media Planning 

• Media Summaries Available prior to 
every campaign

• Agency integration



Paid and Co-Op Marketing Opportunities

• Ongoing and evolving based on 
industry feedback and objectives 



Kristin Phipps
Brand Integration Sr. Manager

Kristin.Phipps@wyo.gov
307-777-2887

mailto:Kristin.Phipps@wyo.gov


Global Marketing: 
Increasing WY’s 

International Footprint
James Scoon, Director of Global Sales & Services





NTTO Annual Forecast



USA- Overseas Markets

*Provided by Brand USA





2015 International Arrivals Growth Forecast

*Provided by Brand USA



Upcoming WY Specific Research

 Germany

 France

 Australia

 China

 Canada

 Mexico

 UK

 Japan

-Overall Interest in WY

-Group vs. Individual Bookings

-Appeal/Interest

-Most Desirable Elements of Brand

Objectives:  Create a Traveler Profile

-Likelihood to visit

-Length of stay

-Booking Methods

-Other Destinations Visited





Wyoming Adventure Guide – In-Language Guide to Exploring WY 



In Language Videos





Brand USA’s Inspiration Guide “Travel USA” 



Brand USA City Pages on VisitTheUSA.com



Upcoming Opportunity





Leads Online

Aireka Reisorganisatie

IPW 2016

“Developing new Indian Motorcycle tours throughout Rocky Mtn

region. Interested in Devils Tower to YNP with special interest in 

lodging in/around Sheridan.”



Global Sales & Services Team Adjustments

Jenny McCullough, Global Sales & Services Integration Manager
-Focus on in-market strategies
-Expand partnership opportunities with Brand USA and their programs
-Serve as the primary contact in the Asian Markets
-Develop and integrate WY partner education programs

Jenn Adu, Global Sales & Services Partner Activation Manager
-Execute a winning strategy with domestic travel trade
-Coordinate WY’s trade FAM Tours
-Activates WY stakeholder outreach programs
-Partner with WY stakeholders to maximize product offerings






