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TOURISM-MARKETING TEAM



Goals – to implement strategic tourism 
development plan, including active 
recruitment of new tourism offerings.

Tourism marketing creates demand
Tourism development builds supply
• Budget ask for both

MEET HOLLY MILLER
MANAGER OF TOURISM DEVELOPMENT





Looking back 
1. TSA – 21.71 million 

visitors in 2021, $2.61 
billion spent
F&B – 29%, retail - 22%, 
transportation - 20%, 
lodging - 15%, recreation -
14%

State and Local taxes 
generated $248 million, 
Total economic impact -
$4.2 billion

2. 1/3 of counties have met or 
exceeded 2019 spending 
levels

3. USTA - US and ND August 
spending down 3.3% over 
2019



North Dakota
2021

Advertising ROI 
Research



Advertising 
Effectiveness of
2021 Campaign

4. Campaign produced 
1.4 million additional trips 
to ND and $241.9 million 
yielding $23.5 million in 
state and local taxes for a 
tax ROI of 1:3

5. ROI $1 invested = $34 in 
spending

6. Additionally, 31% intend to 
visit ND in next 12 months



7. Awareness in regional 
advertising markets

• 56% of travelers in 
regional markets recalled 
seeing at least one ad

• ND – 65%, MB and SK -
58%, WI - 58%, IL - 57%, 
SD - 43%

• Digital ads - 51%, 
sponsorships - 35%, 
broadcast radio - 32%, 
print - 30%, broadcast 
TV - 24%, OOH - 22%, 
social - 21%





North Dakota National Awareness and Perception Study

September 28, 2022



11

Top Triggers Inspiring Relocation

46%
For a better 

quality of life

31%
To be closer

to family 

Source: DCI’s Talent Wars, 2022

27%
Wanting a 
different 
lifestyle



Source: DCI’s Talent Wars, 2022



Perceptions of North Dakota

13
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Perceptions of North Dakota
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Very/Somewhat familiar Familiar Unfamiliar Very unfamiliar

15

Level of Familiarity with North Dakota

…have lived in or 
visited ND
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Perceptions of North Dakota by Region
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Top Associations with North Dakota



Most Useful Tools When Considering Relocation

79%

59%

47%

1%

Visit the location Online resource Talk to someone living/working
there

Other
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How Impressions of North Dakota were Informed

7%

8%

9%

10%

11%

20%

21%

26%

33%

37%

38%

Other

Rankings

Fiction/non-fiction books

School/ coursework

Advertising (broadcast or print)

First-hand experience

Articles in magazines/newspapers

Social media

Internet research

Word of mouth

Television shows and/or movies
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Social Media Channels to Expand Your Influence

Employment 
Opportunities 59% 41% 36%

Relocation

57% 45% 41%

Travel
56% 51% 45%

Source: DCI’s Talent Wars, 2022



National Awareness 
Study

8. Very familiar - 22%, familiar - 25%, 
Unfamiliar - 20%, very unfamiliar - 33%

9. Perception of ND varied little by topic or 
region. "Feel of ND" – relaxed, 
adventurous, traditional, welcoming.

10.Visiting the location was viewed as most 
useful tool – 79%

11.Of those interested in relocating to ND, 
71% are familiar with the state

12.TV shows and movies, WOM, internet 
research, social, print editorial







Outlook
13.Americans will still travel

• 90% will be traveling in 
the next 6 months, 50% 
say more than in 2021 
(LI)

• 64.7% of Americans still 
expect to take at least 
one overnight trip in next 
3 months (DA)

• 68% are open to 
inspiration

14.Leisure travel is expected to 
fully rebound in 2022. 
Spending time with loved 
ones is THE top priority

15.Budget travel is priority, 
especially with Millennials 
and Gen Z





16. Americans adjusting - due to increased cost of living
66% say affordability is main criteria

35% shorter trips, 24% will stay closer to home
30% of American travelers say inflation has resulted in cancelling an upcoming trip

45% say price increases have kept them from traveling in the last month



17. Workforce shortage is impacting quality of experience
• 40% of summer travelers reported service issues
• Culinary experiences are higher priority among travelers, especially young travelers

18.Reduced hours and businesses means less interest in traveling to your community and reduced spending



19.Safe, worry-free still high 
priority

20.Uncrowded

Undiscovered

Local authentic experience

21.Visitors seek sustainable 
offerings

• 70% of travelers are 
more likely to book 
accommodations if 
they know the property 
is planet-friendly

• Electric Vehicle 
charging is essential



22.Diversity, Equity and Inclusion
• Gen Z travelers: 45% identify as non-Caucasian, 25% LGTBQIA and 20% travel with varying accessibility
• Intentional about inclusive marketing and programming



Outlook and forecasts changing daily
Leisure 2023 may decrease
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23. Today's tourist is tomorrow's talent



Toolkit at BeLegendary.link/FTGL



Goals
Tourism-Marketing directly ties to all 
Commerce priorities:
• Business – economic development
• Workforce
• Main Street – community 

development
• Engaged partners and communities
Looking ahead ...

MEET THE NEW COMMISSIONER,
JOSH TEIGEN
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