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WELCOME

DEAR PARTNERS,

Congratulations on an
absolutely monumental year!

All of you proved that hard work and a passion
for what we do pays back tremendous dividends.
This report will give you a few of our 2015
highlights, as well as our end of year numbers.

Thank you all for your commitment to this
industry and for the first-class experiences you
provide for our guests. It's because of you that
we continue to see success year after year!

Sincerely,

Department Secretary
James Hagen

GOVERNOR'S TOURISM
ADVISORY BOARD

Ted Hustead, Chair
Ivan Sorbel, Vice Chair
Stan Anderson
John Brockelsby
Jim Entenman
George Kessler
Julie Ranum
Jim Schade
Carmen Schramm
Frank Smith
Kristi Wagner

Executive Assistant

Harla Jessop

International Research &
& Domestic Visitor Services
Trade Sales Manager Manager
Maureen Droz Kirk Hulstein
Trade Sales D \?IEb :
Representative %Vpeegigrl?;n
Vicky Engelhaupt Ann DeVany
Trade Sales Information
Representative Specialist
Cole Irwin Robin Rattei
Trade Sales Information Center
Intern Manager
(seasonal) Nate Johnson
Information
Center Staff
(seasonal)
Warehouse
Assistant
David Poole

Deputy Secretary

Media & Industry

Relations Manager

Wanda Goodman
(BH)

Media
Representative
Katlyn Richter

Outdoor Media &
Industry Relations
Representative
Austin Kaus (C)

Industry Relations
Representative
Eileen Bertsch

(GL)

Board & Visitor Liaison
Arline Hammer

(BH) BLACKHILLS LIAISON (GL) GLACIAL LAKES LIAISON

(C) CENTRALLIAISON (SE) SOUTHEAST LIAISON

SHARED WITH BIT

SHARED WITH GOED |

2

2015 ANNUAL REPORT

Creative
Strategies
Manager
Thad Friedeman

Project Manager
Michele
Ganschow

Graphic Designer
Tara Berg

Graphic Designer
Angela
Hofmeister

Graphic Designer
Ashley
McCloud

Photographer
Chad Coppess

Video Specialist
Scott Howard

Marketing
Manager
Natasha Bothun

Marketing
Strategist
Ashley Worth

Marketing
Strategist
Stephanie Palmer
(SE)




FUNDING

PROMOTION TAX

The Department of Tourism
is funded through a 1.5%
promotion tax, which was
implemented in 1995.

The original tax was 1%, and an additional

.5% was added in 2009, renewed in 2011,
and made permanent in 2013.

The Department of Tourism also receives
approximately $3 million of the taxes levied
on Deadwood gaming establishments.

BUDGET-TO-VISITOR RELATIONSHIP

YEAR 2013 2014 2015
Tourism Revenues (in Millions) $12.5 $12.9 $13.5

RESULTS (in Millions)
Visitation” 12.8 13.3 13.7

Visitor Spending $3,572.8  $3,707.5 $3,780.7
Total Tourism Impact (epp)  $21281 $2,220.4 $2,356.0
State & Local Tax Revenue $249.6 $259.0 $270.4

Total Tourism Employment 50,713 51,523 52,166

“ Visitation as defined by Tourism Economics includes overnight and day trips
(defined as traveling 50 miles or more outside of their usual environment).

TRAVELSOUTHDAKOTA.COM 3



ECONOMIC IMPACT

TOURISM ECONOMICS VISITOR SPENDING

In 2015, the Department

of Tourism contracted with
Tourism Economics, a firm e
specializing in measuring Beverages

the economic impact from 22% Lodging
i 18.5%
the tourism sector.
Local
Tourism Economics is a partner company T,.anssgla.taion
of Oxford Economics and has conducted 22.1%

hundreds of impact studies for DMOs
and tourism offices across the country.

Airplane
22.1%

VISITOR SPENDING
BY YEAR - IN BILLIONS

B Local Trans

Rec

B Retail

F&B

M Lodging

2010 20M 2012 2013 2014 2015

VISITOR SPENDING
US $ MILLIONS

2011 2012 2013 2014 2015 O@gbzgﬁi
Lodging M $531 $576  $604 5641 $701 9.3%
Food & Beverage $699 $731 $742 $781 $832 6.6%
Retail H $756 $775 $763 $773 $792 2.4%
Recreation & Entertainment $528 $526 $522 $540  $560 3.7%

Local Transportation B $816 $866 $882 $912 $835  -8.5%

Air Transportation W $56 $58 $60 $61 $61  0.4%
TOTAL $3387 $3,531  $3573 $3,708 33781  2.0%
% change 0.3% 4.3% 1.2% 3.8% 2.0%
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2015 ECONOMIC IMPACT

$3.78 billion in visitor spending contributed $2.36 billion in GDP
to the state's economy, which is a 6.1% increase over 2014.

STATISTICS - MILESTONES - TRAVEL INDICATORS

The visitor industry
sustained more than 52,000
jobs which equates to 9.5%
of all jobs in South Dakota.
- South Dakota's unemployment rate

in 2015 was 2.7%.

- Without tourism jobs, it would have
been 14.2%.

A total of 52,166 jobs,
with income of $1.4 billion,
were sustained by the visitor
economy in South Dakota.
- Despite the significant decline
in gas prices, visitor spending still
grew to reach $3.8 billion.

Travel-related activity
accounted for $270
million in state and local
tax revenues, which
saved each South Dakota
household $825 in taxes.

o o

13.7 million people

made South Dakota their
vacation destination.
This is up 2.8% over 2014.
- Visitation and spending

both expanded for the sixth
consecutive year.

TRAVELSOUTHDAKOTA.COM




TRAVEL INDICATORS

TOP 10 CITIES
”””””””””””””””””””
1. Chicago, IL 55130 82.2%
2. Minneapolis, MN 35,357 ‘ 5.0%
3. Omaha, NE 24,300 -53.3%
4. Denver, CO 22,855 ‘ 18.7%
5. Saint Paul, MN 16,750 ‘ 93.1%
6. Kansas City, MO 15,343 37.9%
7. New York, NY 15,157 ‘ -18.8%
8. Houston, TX 14,370 ‘ 48.7%
9. Dallas, TX 13,730 ‘ 192.1%
10. Sioux City, IA 11,979 ‘ 67.7%

*Source - Google Analytics
TOP 10 COUNTRIES
””””””””””””””””””” 15 | hchange |
! over 2014
1. Canada 37,337 ©-20.4%
2. United Kingdom 15,579 -16.8%
3. Germany 9,253 ‘ -5.5%
4. India 7,325 : 112.6%
5. Australia 7,033 -12.6%
6. France 4,021 ‘ -381%
7. ltaly 3,315 ‘ -40.6%
8. Netherlands 2,318 -22.1%
Brazil 1,888 ‘ -2.2%
10. Russia 1,669 ‘
(excludes United States) §

“Source - Google Analytics
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Total People
Total Cars
Total People on Buses

Total Buses

636,463
265,305
19,195

Total Buses with Foreign Travelers

INFORMATION CENTER COUNTS

2015
700,604

288,625
19,074
463
103

% change

10.1%
8.8%
-0.6%
-41%
4.0%

TOURISM TAXABLE SALES

IN MILLIONS

|

[

Winter Peak Shoulder YOY Comparison
2015 $1211 $434.5 $283.4 $838.9
2014 $11141 $366.4 $254.0 $831.4
HOTEL OCCUPANCY
e 8
| | ] |
Winter Peak Shoulder ' YOY Comparison
2015 41.0% 64.0% 58.0% 54.3%
2014 40.0% 62.0% 57.0% | 53.0%

TRAVELSOUTHDAKOTA.COM
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PEAK SEASON
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PEAK CREATIVE

FIND TOUR S0

ACE BY EXFLORING
LSOUTHDADTALIN

FIND MoRe INspIRaTION AT TRAVELSOUTHDAKOTACOM (5] IR E21

THIS IS
MY GREAT

My Great Place in

GREAT FACES. GREAT PLACES.

1- South Dakota Magazine
2 - Giant Step Co-op Ad

3 - National Parks Magazine
4 - Direct Mail piece

Emails
PEAK EMAIL STATS Delivered
Events .............. ...l 102,450
Fishing. ... ..., 1,687,631
Travelsmart................... 3,716,104
eTarget-4/7.................. 800,000
eTarget-4/28................. 800,000
HomeAway -4/13 ............ 2,806,073
HomeAway -5/19 ............ 2,640,099
HomeAway -6/2............. 2,744,390
HomeAway - 6/4 ............... 256,508
Meredith -4/22 ................. 90,447

TRAVELSOUTHDAKOTA.COM
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PEAK SEASON

GREAT 8 SOCIAL SWEEPSTAKES
May-June, 2015

The objective of this social media campaign was
to drive engagement in the form of comments
and retweets. This was accomplished by
highlighting each of the Great 8 locations,
thereby generating inspiration and driving
consumers further into the travel planning
process. To incentivize and engage users,

a Facebook post comment sweepstakes was
designed to increase engagement and organic
reach. A Twitter sweepstakes encouraged
users to retweet posts about the Great 8.
Facebook and Twitter advertising were used
to increase campaign reach.

RESULTS
Facebook: 2 million fans reached
Twitter: 1.5 million fans reached
Instagram: 3.4 million fans reached
12,000 sweepstakes entries

TOTAL IMPRESSIONS
7.2 million across Facebook and Twitter

MINNEAPOLIS BLITZ

Minneapolis continues to be one of South
Dakota's top markets for potential visitors.

In April, 2015, the Department of Tourism
brought a team to the Twin Cities to take over
the downtown skyway system and conduct
one-on-one media appointments. The team
also secured two morning TV segments on the
Minneapolis NBC affiliate, KARE 11, one that
included an interview with Secretary Hagen,
and the other that featured a “mascot
scramble” with the Rushmore Mascots and
the KARE 11 meteorologist.

MEREDITH TRAVEL GUIDE

This guide, produced in collaboration with
Meredith Publishing, highlighted the state’s
variety of travel opportunities, and was
distributed in the January/February issue

of Midwest Living Magazine, to subscribers
in Illinois and Wisconsin. A digital version

of the guide lives on TravelSouthDakota.com.
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TRAVEL MASSIVE

To raise destination awareness, the Department
sponsored Travel Massive NYC in June, 2015.
Travel Massive is a meet-up for travel bloggers,
media and industry professionals. The two-hour
event featured the Rushmore Mascots, as well
as award-winning pastry chef, Chris Hanmer,
of C.H. Patisserie in Sioux Falls.

SPECIAL FEATURES
Attendees were encouraged to engage
with South Dakota via social media,
using event-specific hashtags
Appearances by the Rushmore mascots
Macarons provided by C.H. Patisserie
Coaster and table topper décor
highlighting The Great 8
Take away gifts for all attendees:

SD sunflower seeds, Great 8 deck of cards,
USB with SD media materials

RESULTS
Attendance: 125, most of which were
influential media and bloggers
Hashtag was used more than 200 times
throughout the two-hour event
350,000 social media impressions

INFLUENCER FAM

2015 marked the Department’s first-ever
Influencer FAM. Five participants explored
South Dakota, and provided the following.

RESULTS
125 photos
5 blog posts
75 social media posts
23.8 million impressions

ADVENTURE FAM

The Department hosted a press tour in August,
2015, for five influential media who specialize
in adventure writing. Thus far, these four
writers have produced 15 articles, with more
than 60 million impressions and more than
$645,000 in advertising value.

TRAVELSOUTHDAKOTA.COM 1



SHOULDER SEASON
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PHEASANTS FOREVER

The Department continued its partnership
with Pheasants Forever in 2015, bringing
the South Dakota hunting message to upland
game hunters across the country.

PARTNERSHIP INCLUDED
Advertising and editorial in each
issue of Pheasants Forever and Quail
Forever magazines
Custom benefits at National Pheasant
Fest & Quail Classic
Recognition as national sponsor on all
PF banquet and promotional materials
Dog of the Day social media campaign
Co-sponsor of hunt giveaway with Polaris,
Browning and Antler Ridge Lodge

GUN IT. WITH BENNY SPIES

A partnership with South Dakota native,
Benny Spies, helped the Department reach
its core hunting audience in 2015.

PARTNERSHIP INCLUDED
One :30 commercial in each airing of
the show, making a total of 78 airings
on the Sportsman Channel and 117 airings
on Wild TV in 3Q and 4Q
One billboard in each episode of the
2015 season
In-show branding on “character” vehicles
Eight episodes shot in South Dakota
Branded content during commercial breaks
Host appearances
Social media promotion

-
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Emails

SHOULDER EMAIL STATS Delivered

Events ........... ... ..., 73,403
Hunting......................... 88,040
Travelsmart .................. 1,945,420
ACTIVE & AGELESS
eTarget-8/25.................. 770,000
MILLENNIALS
eTarget-8/25.................. 770,000
Emails

WINTER EMAIL STATS  Delivered

Events ... .. 22,111
Hunting................ ... .. .. 28,182
Travelsmart ................... 1,793,590

GREAT FACES. GREAT PLACES.

Eight incredible sites. One breathtaking vacation
Find your Great Place at TravelSouthDakota.com.

Request Vacation Guide + TA

TRAVELSOUTHDAKOTA.COM 13




SHOULDER SEASON

THIRTY GREAT-FUL PLACES

The “30 Great-ful Places” social campaign grew
out of a desire to bring awareness to locations
across the state, and to simply show our gratitude
to our audiences and partners. Utilizing the
hashtag #AThankfulState, the social team
featured one of South Dakota’s great places

on Twitter, Facebook and Instagram each day
in November, and encouraged our audience to
engage with us by answering a question about
what they're thankful for.

RESULTS

232,000 potential Instagram impressions
800,000 potential Facebook impressions

PEDAL-POWERED TALK SHOW
The Pedal-Powered Talk Show is a unique talk
show based out of Portland, OR. The show
airs online and on local Portland channels.
For their 5th season, they wanted to feature
South Dakota's unique and popular landmarks.
PARTNERSHIP INCLUDED

Eight 2-3 minute videos

Video Views > 32,365

Facebook Reach » 39,416

Twitter Reach » 20,724

Total Impressions - 86,045

MIDWEST LIVING CHRISTMAS AD

Nov/Dec issue of Midwest Living

Total Impressions - 2.185 million

BUFFALO ROUNDUP

The 50th anniversary of the Buffalo Roundup
proved to be a huge success. The park setarecord
for event attendance, and the Department of
Tourism hosted more influential travel media
from around the world than ever before.

EARNED MEDIA RESULTS
Domestic Impressions - 279,965,652
Domestic Ad Value » $650,188
International Impressions > $28,389,262
International Ad Value » $2,317,967
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INTERNATIONAL

ROCKY MOUNTAIN
INTERNATIONAL

South Dakota continues

to partner with Montana,
North Dakota, and Wyoming
to increase our international
presence.

BY THE NUMBERS

220 sales calls conducted

42 in-office presentations given

1,454 travel professionals educated

32 FAM tours organized (109 participants)
8 trade and media events attended

(374 qualified leads)

10 consumer shows represented

$18 million media value from publications
covering the Real America region

466 media clips from publications covering
the Real America region

OPERATOR BOOKING DATA
16% of operators provided data
(65 out of 417)
$24 million estimated visitor spending
12:1ROI, based on $2 million regional
investment with RMI

TRAVELSOUTHDAKOTA.COM
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INTERNATIONAL

BRAND USA

Our Brand USA partnership
continued its growth in
2015, and results of the
C0-0p programs were strong.

IN-LANGUAGE VIDEOS

The Department partnered with the Sioux
Falls CVB and the Black Hills & Badlands
Tourism Association to produce seven
in-language videos to be used for promotion
in international markets. These videos
featured attractions and destinations

with in-language hosts for China, France,
Germany and the United Kingdom, as well
as one in Spanish.

INSPIRATION GUIDE

South Dakota purchased one page in each

of three sections of the 2015 Inspiration Guide;
culture, family fun, and outdoors. The guide

is produced in 10 languages, with 13 country-
specific versions, and with distribution in 21
countries. The guide offers 575,000 print and
30 million digital impressions, and includes
targeted consumer, trade and U.S. Embassy
distribution channels.

Essentially. -

NORTH AMERICAN TRAVEL & LIFESTYLE

THE UNIQUE
ATIRACTIONS
OF THE ROCKY
MOUNTAIN
STATES

CRUISING THE
GREAT LAKES

URBAN ADVENTURES

TO SKI OR NOT TO SKI -
THAT IS THE QUESTION
'WASHINGTON, DC -
MONUMENTS,
MUSEUMS... AND MIRTH

A FREE GUIDETO
KANSAS & OKLAHOMA

Discover
America
.com

family travel ‘

!grcal outdoors

THE AUTHENTIC WEST

N
Nomm
MoNTANA iﬁ_&

\ 5 1 south
S
wromnG

Find unspoiled, natural beauty in the “Real America.”

great outdoors !

e ‘
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DISCOVER AMERICA

South Dakota

DISCOVER AMERICA DISCOVER AMERICA

i3

SOUTH DAKOTA

Great Faces. Great Places.

oundup. I you o

GREAT ACES.GREATPLACES

GERMANY - Spring
MULTI-CHANNEL PROGRAM
Printinsert circulation » 583,000
Geo Saison
Faz
Bunte
Digital media impressions - 22.3 million
CTR > 0.26%
Campaign emails deployed ~» 500,000
CTR»2.7%
Openrate »10.9%

UNITED KINGDOM - Winter
MULTI-CHANNEL PROGRAM
Printinsert circulation - 760,000
The Saturday Telegraph
The Sunday Times
National Geographic Traveller Magazine
The Guardian
Digital media impressions - 28.7 million
CTR~>0.63%
Campaign emails deployed » 500,000
CTR~»2%
Openrate » 10.42%

AUSTRALIA
MULTI-CHANNEL PROGRAM

Printinsert circulation ~» 850,000
The Sunday Telegraph
Herald Sun
The Sunday Times

Digital media impressions - 22.8 million
CTR~> 0.12%

Campaign emails deployed ~» 500,000
CTR~»3.7%
Openrate »10.7%

TRAVELSOUTHDAKOTA.COM
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EARNED MEDIA

htps:/ com/travel /south-dak 5-29-things-not-127927 html

DOMESTIC
South Dakota? Yes! 29 Things Not to Miss

INTERNATIONAL

- Impressions - 1,313,865,833

- Ad Value » $6,061,131
Fiscal Year 201

- Impressions » 251,712,283
- Ad Value ~ $6,608,279

WISE TRAVELLER

https://www.thrillist.com /eat/nation /best-bakeries-in-america-proof-flour-
bakery-cafe-tart ini 1 ilk-b:

I sacri Paesaggi del South Dakota

South Dakota in all its beauty. (Photo: Laura Grier) . o .

South Dakota may not be the first place that springs to mind when planning a
vacation. But don’t count out this underrated destination. There’s tons to do,

especially in the western half of the state, from parks with unrivaled natural e siester a Jore de A eat Sioux “ on - o
beauty teeming with wildlife to museums to towns that bring to life the Wild . oo

7 tappa:DeacwaodMaunt Rushmare/Crazy

life-with

http://www.cnbc.com/2015/10/22, ies-to-spring-back A
tourism-revamp.html s dle Bl i, rconods

5 tappa:lere/Badlands .. WallRapd Cy
e fai . )

2 tppas Waerounifors Siseton istrc e

-

http://travel.usnews.com/features/3-under-the-radar-family-adventures-in-south-
dakota,

11 app: sioue s

Since its Gold Rush-era founding in 1876, South Dakota's frontier town of
Deadwood has been through several booms and busts. However, it retains a
veneer of the Wild West, and to this day maintains stories of legendary residents
such as Calamity Jane and Wild Bill Hickok.

http://adventuretravel.about.com/od/Blog/fl/5-Adventurous-Things-To-Do-In-
South-Dakota.htm

The western states in the U.S.
are filled with fantastic
opportunities for adventure
travel. Whether you enjoy
backpacking, camping, skiing, or
just taking in beautiful
landscapes, places like
Wyoming, Montana, Utah, and
Colorado are tough to beat. But
one U.S. state that often gets
overlooked isSouth Dakota, a
destination that mixes history,
adventure, and natural beauty in

By Amy Whitley Oct. 27, 2015 | 10:17 a.m. EDT

Thinking of taking the kids to see Mount Rushmore on the next family vacation?
Great, but don't stop there. South Dakota has far more to offer than a single
monument, from craggy mountains to family-friendly national parks to urban
escapes. In fact, it's one of the few states to hit the trifecta of family travel:
South Dakota is scenic, crowd-free and affordable. So why aren't more visitors

some surprisingly great ways.

If you've never been to South Dakota before, here five adventurous things that
you can do there that make it a place you'll want to have on your bucket list.

Go Hiking in Custer State Park

One of the crown jewels of South Dakota isCuster State Park, a place so
magnificent that it even rivals some of the best national parks in the U.S.

The park offers visitors dramatic landscapes that include jagged rock peaks,
serene mountain lakes, and dense forests that are home to unique wildlife,
including a surprising number of bison. But the park is also a great place to go
hiking, and with miles of trail there are scenic options for every visitor. For a
particularly great walk, consider hiking to the summit of Harney Peak, the state's
high point at 7244 feet. The two hour hike to the top is mildly challenging, but
the views are well worth the effort.

Learn to Rock Climb

Custer State Park is also home to an array of wonderful rock faces that are ideal
for beginning rock climbers to gain the skills necessary for taking on taller, more
difficult peaks.

18 2015 ANNUAL REPORT



TRAVELSOUTHDAKOTA.COM

WEB LAUNCH

In March, the Department of
Tourism launched its brand new
website, complete with fresh
content and responsive design.

A new video series, photo essays, road journals,
scenic drives and itineraries give site visitors

a chance to see the state through other visitors’
eyes, and provide them with ideas for their
next trip to South Dakota.

TRAVELSOUTHDAKOTA.COM 19



SMARI

SMARInsights
SMARInsights offers a

TRIP PLANNING RESOURCES

Internet

100%

combination of high quality, rriencs & ramity [ I 3+
industry-specific marketing
. . i i 0,
consultation, primary research, review wevsees [ 30%
and analytical expertise. travelsouthakota.com [ 26%
Working with gn intgrnational panel of potential Attractions or Events - 20%
respondents, including a large U.S. panel,
SMARI's research methodology measures 1-800-5-Dakota . 7%
destination marketing based on how consumers
make their travel decisions. All respondents Online Travel Agent I 5%
are screened to ensure that they meet certain
qualifications, including demographic targets Chambers of Commerce I 5%
of South Dakota's marketing. This managed Social Media I 4%
research panel ensures a representative sample °
of participants, so that results can be projected ‘ % % % %
across the population base. 0% 20% 40% 60% 80%
TRIP PLANNING TIME-FRAME SEASONS TRAVELED

3-6 More than
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TRIP SATISFACTION

B Excellent Good Fair

M Very Good

10% | 1%
|

[
100%

TRIP OVERVIEW

South Dakota leisure trips often include
competitors. More than half of South Dakota
trips were part of a larger trip.

46%
Headed Included
somewhere else, South Dakta
butincluded as one of
South Dakta several states
visited

TRIP ACTIVITIES

National & State Parks
Scenic Byways & Drives
Wildlife Viewing

History & Old West
Outdoor Recreation
Native American Culture
Family Fun

Events & Entertainment
Camping & RV

Arts & Culture

Casinos

Culinary, Brewery & Wine
Motorcycling

Water Recreation

Fishing

Archaeology & Paleontology
Rodeos

Hunting

Other

| | | |

MODE OF TRANSPORTATION

Car, Van,
Truck, SUV

77%

12%
Motorcyle Airplane

RV Motor Coach

TYPE OF LODGING

Hotel
or Motel

78%

Condominium™>, RV Park or
or Timeshare Campground
2%
Homesharing or with Fr|gnds
or Family

Vacation Rental
3%

\ [ [ [ [
0% 20% 40% 60% 80%

100%
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U.S. TRAVEL FORCAST

U.S. TRAVEL

ASSOCIATTION

U.S. TRAVEL FORECASTS

2015 2016 2017 2018

Real GDP ($BiLLIONS)" 17,947.4 18,716.8 19,604.4 20,576.9

Unemployment Rate (%) 53 4.8 47 4.7

Consumer Price Index (cpi)** 2371 241.5 246.8 252.2

Travel Price Index (Tp1)** 2751 282.9 2929 303.0

Total Travel Expenditures In U.S. ($BILLIONS) 947.4 979.4 1,017.4 1,063.7
U.S. Residents 810.8 837.3 866.9 9029

International Visitors™* 136.6 142.4 150.5 160.8

Total International Visitors To The U.S. ($MiLLIONS) 75.3 773 80.2 83.6
Overseas Arrivals To The U.S. ($MiLLIONS) 36.2 379 39.6 41.4
Total Domestic Person-Trips ($MiLLIONS) "™ 2,160.4 2,202.7 2,236.1 2,273.3
Business 459.9 466.2 472.2 478.7

Leisure 1,700.5 1,736.5 1,763.9 1,794.6

U.S. TRAVEL FORECASTS (GROWTH)

2015 2016 2017 2018

Real GDP* 2.5% 2.8% 2.8% 2.7%

Consumer Price Index (cp1)** 01% 1.9% 2.2% 2.2%
Travel Price Index (Tp1)** -1.6% 2.8% 3.5% 3.5%

Total Travel Expenditures In U.S. 2.1% 3.4% 3.9% 4.5%
U.s. Residents 2.5% 3.3% 3.5% 4.2%

International Visitors™** -0.3% 41% 5.9% 6.8%

Total International Visitors To The U.s. 0.4% 2.6% 3.8% 4.2%
Overseas Arrivals To The U.s. 3.7% 4.5% 4.6% 4.4%
Total Domestic Person-Trips™** 2.4% 2.0% 1.5% 1.7%
Business 2.0% 1.4% 1.3% 1.4%

Leisure 2.5% 21% 1.6% 1.7%

* Based on chained 2009 dollars
**1982-84 =100
*** Excludes international visitors' spending on traveling to the U.S. via U.S. flag carriers and other miscellaneous transportation

**** One person trip of 50 miles or more, one way, away from home or including one or more nights away from home
Sources: U.S. Travel Association's Travel Forecast Model, BLS, Department of Labor; OTTI, BEA, Department of Commerce, Tourism Economics
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Governor’s Conference on Tourism

YEAR IN REVIEW

MAY 15

National Travel & Tourism Week
Hosted 7 Japanese group tour operators
Black Hills Film Festival

New welcome signs begin installation

FEBRUARY '15

GoWest Summit, Colorado Springs, CO

Pheasant Fest, Des Moines, IA

Paris/United Kingdom Mission

Australian Expos

MARCH "15

Active America China, Las Vegas, NV

Destination Capitol Hill

APRIL 15

RMI Roundup, Sioux Falls, SD

Minneapolis media blitz
and street team effort

JUNE "15

IPW, Orlando, FL

Travel Massive, NYC

JULY "5

Brand USA international TV shoots
in Sioux Falls and Black Hills

AUGUST 15

LA/Japanese Mission
ESTO, Portland, OR

Travel Media Showcase
Bloomington, IN

SEPTEMBER "15

50th annual Buffalo Roundup

JATA + meetings in Japan
South Dakota Film Festival
RMI MegaFAM

TV Shoot in Deadwood and
Northern Black Hills

OCTOBER 15

Family Travel Association Summit, Emigrant, MT
Industry road show to present 2016 plans

Australia/New Zealand Mission

NOVEMBER 15

Mount Rushmore’'s American Pride
makes its 6th appearance in the
Macy's Thanksgiving Day Parade®,
along with the Rushmore Mascots

[talian Mission

Nordic Mission

DECEMBER 15

RMI mid-year meeting, Denver, CO
UK Mission

TRAVELSOUTHDAKOTA.COM
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711 E WELLS AVE
PIERRE, SD 57501-3369

605-773-3301 ¢fffice

605-773-5977 fax

TRAVELSOUTHDAKOTA.COM
SDVISIT.COM




