
We build the positive public 
image of North Dakota as a 
dynamic place to live and 

work. By showcasing 
opportunities and inspiring 
visitors to Be Legendary, 

we strengthen the economy 
and provide opportunity for 

people across our 
communities.

T O U R I S M  
M I S S I O N



VISITOR SPENDING IN NORTH DAKOTA
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TOURISM IMPACTS AND DIVERSIFIES ND ECONOMY: SUPPORTING LOCAL 
BUSINESSES AND GENERATING STATE AND LOCAL TAXES

More than 2,700 tourism 
related businesses and 
organizations

4,899,538 hotel 
room nights sold

More than 41,000 
jobs supported by 
the industry

1,023,816 airport arrivals
$521M – transportation 

$237.9M in estimated state 
and local tax revenue
$565M in retail 



VISITOR SPENDING BY COUNTY

Reminder:

Data on visitor-
spending by 
county is available 
on our Industry 
website.



Grow awareness and 
visitation

Increase tourism 
offerings and 
experiences

Support and grow 
tourism industry 

partner engagement

Leverage the Be 
Legendary and Find 
the Good Life brands 
to attract workforce

Communicate the 
value of Commerce

2023-2025 TOURISM & MARKETING STRATEGY AND PRIORITIES



MARKETING NORTH DAKOTA

• New Campaign for 2023

HELLO
• Warm welcome
• Genuine hospitality
• Energetic vibe
• 1-800-HELLO-ND
• www.HelloND.com

http://www.hellond.com/












MARKETING ACTIVITY AND RESULTS

• 10M more impression served, 
CTR, VC, e-mail OR all up

• Website traffic up 8% 



MARKETING ACTIVITY AND RESULTS

• Arrivals up 7.67%
• 60% lift due to advertising 

• Border Crossings up 50%
• TRNP visitations up 12.46%
• Social engagements up 84%



MARKETING ACTIVITY AND RESULTS

• Epic Trails 
• Dakota Media – Josh Duhamel 
• Travels with Darley



TRADITIONAL 
INQUIRIES

10,011

VIDEO VIEWS
9.1M

Up 15%

LIVECHATS
168 by Counselor

492 by BOT

WEBSITE VISITS
755K

DIGITAL AD 
CONVERSION

27.21K INTENT TO 
TRAVEL 

METRICS



• Tourism – 643 national media mentions 
reaching 2.6B

• Quality of place – 84 national media mentions 
reaching nearly 472M

• Primary topic — Best places to live
• Business – 84 national media mentions 

reaching nearly 472M
• Primary topic — Best for small business

• Workforce – 198 national media mentions 
reaching 13M

• Primary topic — Great place to work

MEDIA PLACEMENT



RURAL 
TOURISM 



361 MEDIA 
INSTANCES

REACHING 
286M 

2023 SUNFLOWER 
CAMPAIGN



Focus:
• In-demand experiences
• Gaps
• Regional clusters
• Legacy Attractions 

DESTINATION TOURISM DEVELOPMENT 

Holly Miller
• Building supply
• Tourism primary sector
• Recruit new businesses and 

offerings
• Value-added experiences



Advertising*

22.7M
impressions

104K clicks

4.2M video 
completions

1.14M emails 
opened

Leading 
states

FL

CA

TX

Synergies

Today’s tourist is 
tomorrow’s talent

*$6M for marketing 2023-2025
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