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Cost to Reach an Aware Household

2006 2007 2008

Households Reached 5,750,000 11,100,000 11,100,000

Awareness 65% 53% 68%

Aware Households 3,750,000 5,915,000 7,537,118

Spending $3,265,949 $3,914,472 $4,121,579 

Cost/Aware Household $0.87 $0.66 $0.55 



Advertising Effect
on Information Gathering

Unaware Aware

Visited State Website 4.0% 14%

Called state 800 Number 0.0% 1.0%

Requested info using other method 3% 8%

Gathered information in some way 7% 22%



Consumer Inquiries

YTD +8%



Retrenching Strategy
• Acknowledgement of the current and future economic 

environment is necessary
– higher prices driven by record-high fuel costs and 

low consumer confidence is creating uncertainty
– people are vacationing differently and/or not 

spending as much on their trips; staying closer to 
home

– economists predict there won’t be the “traditional”
boost post election



Retrenching Strategy

• Current Wyoming tracking indicates:
– high awareness levels in target markets (68% 

overall)
– inquiry has been dropping on a week-to-week basis 
– total users sessions are up 6% through August
– Bottom line: People in our target markets are well 

aware of us but not responding as in the past



Retrenching Strategy

• How much should we focus efforts on short-term vs. 
long-term results?

• How much should we react to current economic 
conditions to help support local areas and attractions?

• How will current campaign perform if people change 
their travel behavior?

• What markets make the most sense to maintain and 
grow travel to Wyoming?



Retrenching Strategy
• Continue to do what we’ve done in building success
• Identify markets that are most responsive in terms of 

inquiry and develop them
• Reduce/eliminate the “nice to haves” and concentrate 

on the “need to haves”
• Conduct research to better understand consumer 

behaviors and visitation drivers
• Continue transition into larger responsive markets; 

actually an opportunity to enter new markets
• Lead with TV to create more leads and visitation



But, we’ll need 
to revise 

the budget……..



– Eliminate the “place-based” component from the 
Winter plan and reallocate to Spring/Summer ‘09 
($100,000)

– Take $250,000 from the online plan (banners) and 
reallocate to new market TV 

– Take $200,000 from the production budget and 
allocate to TV buys (delaying new TV spot until next 
fiscal budget)

– Discuss other areas to reallocate now, rather than 
deeper in the year – Magazine?  Fall?

– Long-term sustainability?

How do we afford this?



Budget History At A Glance
Biennium
FY 03-04

Biennium
FY 05-06

Biennium
FY 07-08

Biennium
FY 09-10

Standard $11,292,417 $11,465,423 $14,194,528 $23,107,834

Exceptions -0- $2,257,000 $7,394,000 $2,291,991

Total Budget $11,292,417 $13,722,423 $21,588,528 $25,399,825

One-Time -0- $3,479,000 $10,000,000* $652,486*

Total Appropriation $11,292,417 $30,923,846 $53,177,056 $26,052,311

125% increase overall



Wyoming Travel & Tourism                               
2009 Supplemental Budget Request

Item Requested Request Description

Capital 
Construction

Facility Request – Wyoming 
Welcome Center and Division of 
Tourism Offices 

$2,920,608 Program development costs, design for new 
Welcome Center and Tourism offices at I-25 
and Speer Road

Travel & 
Tourism

International Tourism 
Development – Emerging 
Markets

$1,010,073 In-market presentation in China, India and 
Taiwan and in-state international trade and 
protocol staff.

Total Supplemental Budget Request $3,930,681



THANK YOU!!!!




