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A Thriving Visitor Economy is Good for Wyoming

GDP, Leisure and Hospitality
L&H Share of GDP
Direct Travel Spending
Direct Tax Revenue

Direct Employment

Direct Earnings
L&H Share of Jobs, Wages

*Incremental Trips
*Taxes Generated

*Tax ROI

*First SMARI Report created in 2006, entered in the 2004 column

WOT Annual Budget (FY)

20 Year Historical Overview

20 Year
Change

$1.3B $1.7B $1.8B 37%
4.3% 4.2% 4.5% 4%
$2.0B $3.3B $4.9B 2.4x
$86M $159M $277M 3.2x
28,450 30,160 33,850 19%
$539M $807M $1.4B 2.6x
15.1% 13.8% 15.8% 4%
217,003 709,736 1,310,081 6x
$7M $45M $58M 7.7x
$2.48 $8.61 $11.61 4.7x
$5,646,209 |$13,050,166| $19,855,666 3.5x
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6 Districts

3 At-Large

Appointed by the
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Governor with consent
from the Senate = & ¢ g =
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Leveraging experience from a board filled with blue-chip leaders to
provide guidance and oversight from the ground level.

* Executive Director Search Committee

e Board Member Development Committee
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Gateway Welcome Centers Renovation
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Enhance Visitation:

* Engaging video content
 Updated interpretive panels
* Refreshed immersive exhibits
 Added audio tour element
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Gateway Welcome Centers Renovation

N | / ¢ === Increase length of stay:
B | 1] * Incorporated trip planner
* Kiosks integrated
(Ml with website

= Ml - Added “Places to Visit” to
N interpretive signs
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25% of people who stopped at one of the
Wyoming Welcome Centers stayed longer
and/or stayed at least one additional day in
Wyoming:
* 62% added a scenic drive to their itinerary
* 50% visited a town or area they had not
originally planned
* 48% added an attraction, museum, or
historic site

Source: Randall Travel Marketing; Wyoming Visitor Center Study

Gateway Welcome Centers Renovation
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WELCOME TO

WYOMING
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ELEVATE OUR PARTNERS

Office of Tourism



Office of

Partner Outreach-Programs/Trade Fams

® WY Best
(23 Lodging Tax
Boards)

@ Destination
Development
(24 LTB’s/$4.8M)

©® Trade FAM Trips
(18 FAMs/Planners)
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Destination Development Program

https://industry.travelwyoming.com/resources/destination-development/
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Travel Trade Marketing

Domestic Motorcoach/Group Travel

Overnights in
20
Destinations

C— C—

82 New Tours

$137/1 ROI

$50.5
Estimated
Visitor Spend

90,835
Estimated
Rooms Booked

537 Tour
Operators

43.5% Market
Share

International Focus - Great American West

$139/1 ROI

$55.5M
Estimated
Visitor Spend

96,758
Estimated
Rooms Booked

528 Tour
Operators

58.4% Market
Share



Worklng with Other Agencies

Wyoming Hospitality & Travel Coalition

BUSINESS COUNCIL

YO PARKS Mfzﬁw% ®WHTC
=2

WYOMING |
OUTOO0R RECREATION

NATIONAL Q\
PARK ‘ﬂ
SERVICE w
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SALUTE TO TEAM
WYOMING
BREAKFAST

December 5th
Resorts World
Las Vegas

* CINCH x

yiziongy
7 12D

((PINM@* RODEQ

July 14th- 20, 2024
Sweetwater Events Complex

N—

CASPER, WYOMING ——

June 6th- 15th, 2024
Ford Wyoming Center
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March - September 2025

Budget: $5.6M
Markets: National Focus with Key Markets

Audience: Active Recreationalists,
Sightseeing Adventurers & Cultural
Explorers

Office of Tourism
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Marketing Approach




Campaign

ENGAGEMENT VIDEO VIEWS

Performance M 1 08M
3.6M 3. Yo%
from 2024 from 2024

Advertising Impact on Likelihood to Visit vs
Competitive Set *

21% 21%

15% 15% 15%
11%

Office of Tourism

M Texas Colorado  Wyoming - Washington Montana Utah Idaho South Nebraska Wyoming -

WY Aware Dakota Unaware

*SMARInsights' Ad Effectiveness Study 2025




Saratoga O %
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Discover Carbon | .

September 20th g %

Raise a stein at
Oktoberfest! Fog

fun at the Sarato

—

BEGIN YOUR
ADVENTURE

. e RN N

WYOMING VETERANS
MEMORIAL MUSEUM

Highlighting the Legacy of our Veterans

From its origin as o Word Waor |l cirbase, the Wyoming
Veterons Memoriol Museum honers the legacy. history
ond impact of Wyoming's veterans,

307-472-1857 / wvmm.wyo.gov

BACKWARDS
DISTILLING
COMPANY

307-472-1275
BackwardsDistilling.com

CURIOUS?
DISCOVER
THE SCIENCE
ZONE!

307-473-9663
TheScienceZone.org

VISIT

CENTRAL WYOMING FAIR
AND RODEO IN CASPER

Stirrup Some Fun July 4-12, 2025

The Central Wyoming Fair & PRCA Rodeo is one of the defining

of summer in Ca: > of the notion’s by

VFR. Stirrup ¢
307-235-5775 / CentralWyomingFair.com

RAMKOTA HOTEL
& CONFERENCE
CENTER

307-266-6000
RomkotaCasper.com

GRUNER
BROTHERS
BREWING

our ewerd-winning beer

Tom our in-house
t. Petro Pub. Open

View in browser

PE

perfect
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Strong Targeted Incremental
Creative Media Buy Travel

.. YOY
Campaign impact 2023 2024 2025 Change
Total influenced trips 1.17M 1.31M  1.28M -2%
Influenced visitor spending $1.35B $1.44B $1.62B 13%
Ad spending $5.18M $4.6M  $5.0M 9%
ROI $260 $284 $322 13%
Taxes generated $53.9M $57.9M $64.9M 12%
Tax ROI $10.39 $11.61 $12.86 11%

SMARInsights’

2023 2024 2025 Benchmark

Awareness 42% 48% 45% 38%*
CostperawareHH $0.13  $0.10 $0.11 $0.29
ROI $260 $284 $322 $264
Tax ROI $10.39 $11.61 $12.86 $14.84

SMARInsights' Ad Effectiveness Study 2025
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Budget: $250K WYOMING O e

WELCUMES B AR e
Markets: In-State: Wyoming ‘
Regional: Colorado, Idaho, Montana,

Nebraska, South Dakota, Utah

Audience: College & High School

Students b
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)26 Winter
ampaign

b £ ,-i‘f‘f-'f.' ; Sl

2t 7V e October 2025 - February 2026

o Budget: $350K

Markets: National Focus with Key Markets

Audience: Active Recreationalist,
Sightseeing Adventurist &
Cultural Explorers




Winter Media Buy

Heavy - Up in Key Markets & National

Paid Search
39%

LOS ANGELE Paid Social
SAN DIEGO
43%

“ PRIMARY MARKET (NATIONAL)
B SECONDARY MARKETS
“ TERTIARY MARKETS
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Our next chapter isn’t about reinventing the story —
it’s about turning the page with confidence.

The Progress:
Over two decades, we’ve transformed how Wyoming presents itself to the world — from

awareness campaigns to market expansion, data-driven strategy, and partnership
cultivation.

The Resilience:

We’ve navigated recessions, pandemics, and evolving traveler behaviors — and each
challenge reinforced our adaptability and unity.

The People:
The heart of Wyoming’s tourism success has always been its people — brilliant, kind, and
steadfast. The strength of this office, our board, and our industry partners lies in our shared

% % commitment to Wyoming’s story.

Offlece of Tourism
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Thank you!
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