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To qualify for the 
survey, respondents 
had to: 

• Be a travel decision 
maker for the 
household

• Be at least 18 years 
old

• Be a regular leisure 
traveler

SMARInsights, in 
collaboration with 
Wyoming Office of 
Tourism’s Advertising 
Agency, BVK, developed 
a survey to gain feedback 
on the effectiveness of 
the That’s WY advertising 
campaign.

The survey was 
programmed and 
disseminated using 
multiple national sample 
vendors to ensure a 
representative sample of 
each market area.

Data collection spanned 
from October 1, 2024 – 
October 9, 2024. A total 
of 4,059 surveys were 
recorded. Upon the 
completion of data 
collection, the results 
were cleaned, coded, 
and weighted to be 
representative of the 
population. 

After the culmination of 
this data collection, the 
project team conducted 
analysis to determine 
levels of awareness, 
efficiency, campaign 
ratings, and overall 
campaign effectiveness. 

Ultimately, the results of 
our analysis will inform 
actualized travel. 
SMARInsights also 
utilizes travel spend to 
calculate the return on 
investment made from 
promotional advertising.  

Advertising Effectiveness & Return on Investment Calculations (ROI)

The methodology used by SMARInsights to conduct advertising effectiveness research is recognized throughout the tourism industry as the standard for measuring the impact 
advertisements have on aware consumers. Our research methods rely heavily on primary research in target markets. Representatives of each target market are sought out and asked to 
share their thoughts and opinions on advertisements, which help determine awareness. 

In turn, we can determine the profitability of an advertising campaign using incremental travel to calculate the return on investment (ROI).

Methodology



Campaign Overview & Budget 

The That’s WY campaign has run for multiple years in 
varying spot markets across the country. Most recently, 
advertising efforts focused on Denver, CO, Salt Lake City, 
UT, Chicago, IL, Dallas, TX and San Francisco, CA. 
Collectively, these markets have been targeted by the 
Wyoming Office of Tourism since 2023. 

The Wyoming Office of Tourism invested $4,880,500.00 
in paid media advertisements for these five spot markets 
in the 2024 fiscal year. An additional $105,000.00 was 
invested in a nation-wide print component for a total of 
$4,985,500.00 spent on the That’s WY Campaign for the 
2024 fiscal year (4% less than 2023).  

Included in the spending is $1.5 million dedicated to 
partnerships with key media outlets and influencers for 
destination promotion via print and digital media.  

Year Spend % Change
2019 $ 4,686,076.00 
2020 $ 3,467,579.00 -35%
2021 $ 3,751,013.00 8%
2022 $ 3,603,610.00 -4%
2023 $ 5,184,838.00 30%
2024 $ 4,985,500.00 -4%
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Ad Effectiveness & ROI Results

5



6

Other, 1%

61%

38%

Of the total respondents, 1,554 
were male and 2,466 were 

female. 

<$50,000.
00, 38%

$50k-…

>$100,000.00, 
25%

$
1,555 respondents earn an annual 

household income less than 
$50,000.00.

LGBTQIA
+, 10%

Prefer not to …

398 people identify as LGBTQIA+.

18-34, 
30%

35-54, 31%

55+, 
39%

Respondents were screened to 
ensure there was an even age 

distribution.

Denver, 
CO, 304

Salt Lake City, …

Chicago, 
IL, 309

Dallas, 
TX, 300

San 
Francisco…

National, 
2555

A total of 4,059 interviews were 
completed

High 
school or 
less, 20%

Some college/technical 
school, 28%

College 
graduate, 

36%

Post-graduate degree, 
16%

2,107 respondents have earned a 
college diploma or higher

Slightly less than 50% of respondents 
were married.

44%

Respondent 
Demographics 



Paid Media Recall by Market
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42% 41%
48% 47% 49% 52%

39%
48% 48% 50%

57%

45%
49%

44%

Overall National Denver Salt Lake City Chicago Dallas San Francisco

2023 2024

The results of our 2024 research show that 48% of the targeted population, or an estimated 45,500,000 
households, recall one or more component of the That’s WY paid media campaign. 

The recall rate is up 6% over last year, which is a testament to the campaign's effectiveness.

With last year’s retargeting, SMARInsights can compare 
2024 awareness-by-market results to 2023 results.

All target markets experienced a year-over-year increase in 
awareness except Chicago, IL.

Salt Lake City, UT experienced the most notable increase in 
awareness, rising 10-points over 2023.



Cost-Per-Aware Household
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2021 2022 2023 2024
Target Households 90,309,002 91,599,169 95,064,308 95,188,230
Paid Media Awareness 47% 40% 42% 48%
Aware Households 42,445,231 36,639,668 39,762,185 45,472,081 
Paid Media Spending $3,751,013 $3,603,610 $5,184,838 $  4,985,500 
Cost-Per-Aware Household $0.09 $0.10 $0.13 $0.11 

The number of aware households is up 13% at nearly 
6 million households. Spending decreased by 4% or 
roughly $500,000.00. The campaign has surpassed its 
2023 efficiency with a Cost-Per-Aware Household of 
$0.11/household. 

From 2021-2023, the Cost-Per-Aware Household has 
increased by 1¢ – 3¢ each year. However, given the 
increase in awareness and decrease in spend, there 
was a 2¢ decrease in Cost-Per-Aware Households in 
2024.

Keeping in mind SMARInsights’ $0.29/household cost 
among other state DMOs of similar size and spend, 
the efficiency of the campaign not only bests 2023 
figures, but also continues to best the national 
average.  

$3,751,013 $3,603,610 

$5,184,838 $4,985,500 

42,445,231 

36,639,668 

39,762,185 
45,472,081 
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Recall by Paid Media Type

9

To better understand the types of media consumers recalled, we 
looked at recall by paid media type – Video, Digital, Social, Print and 
Radio – in comparison to monies invested. 

The awareness level of different media types aligns with what 
SMARInsights traditionally sees, with video ads being the most 
recalled media and radio being the least. Given the nature of 
consumers, it is far easier to reach a person via digital ads than it is 
via print or radio ads.

Results are reflective of the additional $1.5 million invested in both 
print and digital partnership efforts by the Wyoming Office of 
Tourism, specifically in relation to print awareness nationally and in 
Dallas, TX. 

36%

39% 40%

31%

41%

31%

35%
36%

38%

30%

36%

29%
30% 30%

29%

24%

31%

26%27%

24% 24%

21%

29%

20%

23%

26%
27%

25%
26%

21%

National Denver Salt Lake City Chicago Dallas San Francisco

Media Type Spend % of Budget
Video $    704,714.00 14%
Digital $ 1,060,786.00 21%
Social $ 1,190,000.00 24%
Print $    105,000.00 2%
Radio $    425,000.00 9%
Partnerships* $  1,500,000.00 30%

36%

Video Digital RadioPrintSocial

30% 26% 23%35%

Overall Recall by Media 

*$1.5 million in partnerships was allocated towards both print and digital media efforts  

Overall Recall by Media by Market 



Earned Media Recall
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8%

8%

9%

9%

10%

24%

Wyoming Cowboy Cuisine (True West)

Finding Myself on an Adventurous (and Solo) Wyoming Road…

5 North American Ski Towns for an Affordable Stay (AARP)

Taking the kids: And Planning A Successful Camping Trip…

This Underrated Northern Wyoming Town in One of the Coziest…

Any of these

SMARInsights tested five articles/stories to determine the 
additional awareness generated by earned media. Overall, 24% 
of consumers recalled seeing one or more PR element. 

The addition of the PR campaign brings overall awareness up to 
51% and adds an additional 3.3 million aware households.  

The Travel & Leisure article “This Underrated Northern Wyoming 
Town in One of the Coziest Western Destinations in the U.S.” 
received the highest recall rate of 10%. However, all PR 
articles/stories had similar recall rates, with only 1-2 percentage 
point differences.

2021 2022 2023 2024

Targeted Households 90,309,002 91,599,169 95,064,308 95,188,230 

Paid/Owned + Earned 51% 46% 51% 51%

Aware Households 46,057,591 42,540,097 48,190,364 48,731,496 

Earned Media Awareness 3,612,360 5,900,430 8,428,179 3,259,415 

23% 21% 20%
27%

5% 6% 9%
3%

23%
20%

22% 21%

51%
46%

51% 51%

2021 2022 2023 2024

Paid Media Recall Earned Media Recall Paid Media + Earned Media
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3.95

3.99

4.08

4.08

4.09

4.10

4.16

4.18

4.21

4.22

4.24

4.36

2.52.62.72.82.93.03.13.23.33.43.53.63.73.83.94.04.14.24.34.4

Where I am encouraged to travel responsibly

Where I can reconnect with my family and…

Where people possess great determination…

Where my family and I can challenge…

Where I can learn new things and grow as…

Where I can unplug and focus on personal…

Where I can be a bold explorer

Where I can enrich and expand my…

Where I feel a sense of freedom and release

Where I can indulge a passion for the…

To escape to the comfort of the wide open…

With vast, diverse landscapes full of…

Communication Ratings (5-point scale)

Average Good
(top 25%)

Excellent
(top 10%)

Communication Ratings 
Marketing advertisements are intended to communicate a specific 
message to consumers with the hope of generating action. 
Messages could be in relation to promoting a destination’s tangible 
offerings or conveying its “vibe”. Regardless, the end goal is to 
impress upon consumers the desire to visit your destination. 

To test the effectiveness of the message intended to be 
communicated, SMARInsights has developed benchmarks to 
measure a destination’s creative and determine if the intended 
message was conveyed successfully. These benchmarks are based 
on the evaluation of hundreds of campaigns conducted by 
SMARInsights. 

Based on a 5-point scale, the average communication rating is a 
3.8, with campaigns in the top 10% generating ratings of 4.2 or 
higher.

Wyoming Office of Tourism’s That’s WY campaign was best at 
communicating that the state has “…diverse landscapes full of 
endless natural beauty,” but was less successful in relaying that 
responsible travel is encouraged. Overall, the campaign was above 
average in all that it was attempting to communicate. 

Communication Ratings
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Impact Ratings

Impact Ratings
In addition to testing how effectively a message is 
communicated, determining if the advertisements successfully 
generated action also contributes to the effectiveness measure of 
a campaign.  

Because it is more difficult to motivate a consumer to act than it 
is to communicate a message, the impact ratings SMARInsights 
developed are reflective of this slightly more difficult goal. 

Based on a 5-point scale, the average rating for impacting 
consumer attitudes and behavior is 3.7, with campaigns in the 
top 10% generating a rating of 4.0.

Keeping in mind that it is difficult to generate action, the That’s 
WY campaign exceeded the average rating of prompting 
consumers to want to visit Wyoming and generally made them 
want to learn more about what it has to offer.  

3.50

3.60

3.60

3.50

3.60

3.80

3.70

3.80

3.81

2.5 2.6 2.7 2.8 2.9 3.0 3.1 3.2 3.3 3.4 3.5 3.6 3.7 3.8 3.9 4.0

Watch videos and/or view pictures of
Wyoming

Learn more about things to see and do in
the state

Visit the state

Impact Ratings (5-point scale)

Average Good
(top 25%)

Excellent
(top 10%)

2022

2022

2022

2023

2023

2023

2024

2024

2024
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Impact on Destination  
Attributes Wyoming… Unaware Aware Lift

Is a good year-round destination 3.39 3.75 0.37
Is an easy to get to destination 3.35 3.71 0.36
Is great for a winter destination 3.39 3.74 0.35
Is a good value for the money 3.53 3.86 0.33
Makes me feel welcome 3.60 3.92 0.33
Is a place that accommodates people with physical 
disabilities

3.31 3.62 0.31

Provides a variety of dining choices 3.57 3.88 0.31
Is accepting and inclusive 3.48 3.77 0.29
Ignites curiosity and learning 3.66 3.95 0.28
Is a good place for a road trip 3.74 4.02 0.28
Is a place with a bold spirit 3.71 3.97 0.27
Is home to Yellowstone National Park 3.25 3.51 0.26
Is a good place for family vacations 3.77 4.03 0.26
Offers leisure activities for all levels 3.74 3.99 0.25
Has interesting historical sites and museums 3.73 3.97 0.24
Has a vitality to it 3.65 3.88 0.23
Is where the Old West lives on 3.59 3.81 0.22
Is a place to experience cowboy culture 3.69 3.90 0.21
Offers great camping and RVing options 3.79 4.00 0.21
Where I can find adventure 3.87 4.08 0.21
Is a place to discover American Indian culture 3.63 3.82 0.20
Is a place to have new experiences 3.93 4.12 0.19
Has exceptional wildlife viewing 3.91 4.09 0.18
Offers abundant outdoor recreation options 3.98 4.14 0.16
Has diverse natural landscapes and scenery 4.00 4.14 0.14
Has wide-open roads to explore 3.95 4.05 0.10

The advertising positively impacted 
consumers’ perceptions of the state of 
Wyoming. Each measured attribute saw a lift 
between those who were unaware of the 
campaign and those who were aware.

Attributes most impacted by the ads were 
those which are innate for the destination – An 
easy to get to destination, A year-round 
destination, and A winter destination. All are 
attributes that are in relation to the geographic 
location and weather conditions, whereas the 
attributes that are not as strongly impacted are 
those that are more subjective and based on 
consumer preferences and experiences, such 
as Where I can find adventure or is a place to 
have new experiences.



Year-Over-Year Ad Ratings
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3.0

3.2

3.4

3.6

3.8

4.0

4.2

4.4

4.6

2015 2016 2017 2018 2019 2021 2022 2023 2024

Key ad ratings over time

These ads show a place with vast landscapes full
of endless natural beauty

These ads show a place to reconnect with my
family and enjoy simple pleasures

These ads make me want to visit Wyoming

Where I am encouraged to travel responsibly
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Product Perception - Outdoor

Benchmarks
4.0 or higher Excellent
3.75 or 3.99 Good
3.5 to 3.74 Average
3.4 or lower Below Average

WY 
Aware Montana WY 

Unaware Colorado South 
Dakota Idaho Utah Nebraska Texas 

Has exceptional wildlife viewing 4.22 4.17 4.11 4.11 3.89 3.84 3.78 3.62 3.60 
Is home to Yellowstone National Park 4.14 3.50 4.15 2.71 2.64 2.94 2.71 2.59 2.25 
Offers abundant outdoor recreation options 4.20 4.15 4.07 4.34 3.93 3.88 3.99 3.61 3.92 
Has diverse natural landscapes and scenery 4.22 4.16 4.10 4.33 3.97 3.90 4.02 3.60 3.91 
Has wide-open roads to explore 4.15 4.02 4.04 4.00 3.92 3.81 3.91 3.73 3.97 
Offers great camping and RVing options 4.08 4.00 3.88 3.98 3.85 3.80 3.85 3.58 3.66 
Is a place to have new experiences 4.19 4.01 4.01 4.24 3.94 3.82 3.92 3.66 4.04 
Where I can find adventure 4.12 4.05 3.95 4.18 3.92 3.77 3.84 3.60 3.93 
Is a place to experience cowboy culture 4.05 3.93 3.90 3.48 3.58 3.46 3.38 3.37 4.08 
Is a good place for family vacations 4.08 3.96 3.83 4.13 3.82 3.69 3.82 3.48 3.88 
Is a good place for a road trip 4.09 3.92 3.81 4.02 3.79 3.73 3.84 3.52 3.85 
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Product Perception

Benchmarks
4.0 or higher Excellent
3.75 or 3.99 Good
3.5 to 3.74 Average
3.4 or lower Below Average

WY 
Aware Montana WY 

Unaware Colorado South 
Dakota Idaho Utah Nebraska Texas 

Has interesting historical sites and museums 4.02 3.82 3.77 3.89 3.85 3.68 3.77 3.60 3.91 
Is a place with a bold spirit 4.01 3.84 3.76 4.05 3.74 3.66 3.64 3.52 3.96 
Ignites curiosity and learning 4.00 3.87 3.70 3.96 3.74 3.68 3.76 3.51 3.72 
Offers leisure activities for all levels 4.01 3.84 3.75 4.15 3.74 3.74 3.74 3.61 3.96 
Is a place to discover American Indian culture 3.96 3.80 3.79 3.58 3.86 3.51 3.53 3.47 3.45 
Is a good value for the money 3.89 3.69 3.58 3.72 3.59 3.62 3.62 3.59 3.72 
Is where the Old West lives on 3.98 3.79 3.79 3.45 3.57 3.39 3.43 3.35 3.72 
Has a vitality to it 3.91 3.87 3.69 4.03 3.70 3.60 3.62 3.46 3.74 
Makes me feel welcome 3.97 3.71 3.65 3.94 3.76 3.62 3.63 3.54 3.75 
Provides a variety of dining choices 3.83 3.61 3.51 4.05 3.64 3.61 3.62 3.55 4.09 
Is great for a winter destination 3.74 3.56 3.37 4.14 3.31 3.50 3.69 3.12 3.46 
Is an easy to get to destination 3.70 3.43 3.27 3.78 3.41 3.45 3.55 3.46 3.75 
Is a good year-round destination 3.71 3.53 3.35 4.02 3.33 3.47 3.64 3.21 3.78 



Paid Media Impacts Owned & Shared Media
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1%

2%

1%

2%

2%

1%

1%

5%

3%

2%

5%

9%

9%

18%

5%

6%

7%

9%

9%

10%

12%

14%

14%

15%

18%

23%

33%

41%

Listened to Scenic Byways podcast

Requested information using other method

Followed Wyoming’s Pinterest feed

Signed up for email news

Followed Wyoming’s Instagram feed

Downloaded the Travel Wyoming Trip Planner

Watched Wyoming video series (Wildly Wyoming, Howdy Neighbor, etc.)

Requested Wyoming’s visitor guide

Viewed Wyoming content on TikTok

Visited Wyoming’s Facebook Page

Searched an online travel agency like Expedia for Wyoming information

Searched online review sites like TripAdvisor or Yelp for Wyoming information

Visited Wyoming’s travel website

Googled Wyoming

Aware Unaware



Likelihood to Visit
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Without paid media, Wyoming would have the least likelihood to visit of the entire competitive set. But awareness of the paid media 
pushes likelihood higher, with only Texas and Colorado outpacing the state. The difference in likely visitation between those who 
are aware of the advertising and those who are unaware is 14-percentage points. 

Only Texas and Colorado have higher likelihood to visit than aware respondents’ likelihood to visit WY. 

*Likelihood to visit is a calculation based on 100% of those “already planning” a trip to each destination, 80% of those “very likely” 
to visit, and 20% of those “somewhat likely.”

31%
30%

23%

18% 17%

13% 13% 12%
9%

Texas Colorado Wyoming - Aware Montana Utah South Dakota Idaho Nebraska Wyoming -
Unaware

Influence of Paid Media on Likelihood to Visit within Competitive Set



Likelihood to Visit Wyoming
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When looking at likelihood by those who live within the markets where the Wyoming Office of Tourism 
purchases advertising, marketing efforts positively impact desire to visit Wyoming.

Most notably, Denver saw a 21% lift in likelihood to visit the destination between those who are unaware 
versus those who are aware. 

While the lift in Colorado was most significant, the lift within all spot markets is encouraging and reinforces 
effectiveness.  

8%

23%

17%

38%

24%

39%

10%

21%

9%

28%

6%

26%

Unaware Aware Unaware Aware Unaware Aware Unaware Aware Unaware Aware Unaware Aware

National Denver Salt Lake City Chicago Dallas San Francisco



SMARInsights’ methodology for measuring the impact of destination 
advertising relies on establishing a base rate of travel. Certainly, 
there would be travel to Wyoming even without any paid advertising. 

Thus, not all visitation, or even visitation by aware households, is 
attributable to the ads. In this evaluation, the level of travel among 
unaware households is considered the base and what the area would 
see without the marketing campaign. Accordingly, any travel above 
that base by ad-aware households is what is considered influenced. 
As such, this is a conservative measure of influence. 

With the same rate of incremental travel as 2023 but with more 
aware households, the number of influenced trips increased by 12% 
to 1.3 million. 

Post-COVID influenced trips have been steadily increasing and 
surpassed influenced trips in 2019 for the first time. 

2.0%

1.6%
1.9% 1.8%

3.5%

4.4%

4.9%
4.7%

Incremental Travel

Unaware Aware

Travel Increment 

20

Incremental trips 2021 2022 2023 2024

Aware HH 42.4 M 36.6 M 39.8M 45.5M

Increment 1.5 2.8 2.9 2.9

Incremental trips 626,667 1,025,911 1,171,210 1,310,081

1.5
2.8

2.9 2.9



Trip Specifics 
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Ad-Aware Trip Specifics 2021 2022 2023 2024
Nights 3.8 4.3 4.4 3.2 
Aware spending $1,150 $1,180 $1,149 $1,103
People on trip 3.2 3 3.4 2.7
Kids on Trip 44% 34% 56% 39%
Per-person / Per-day spending $96 $94 $77 $128

62%

6%

21%

12%
5%

23%

75%

11%

32%

16%

5%

22%

80%

17%
24% 24%

11%

22%

73%

10%

22%

13%
6%

17%

Hotel, motel, inn, lodge, bed
& breakfast or resort

Dude ranch RV park/campground Homesharing/ vacation
rental

Condominium or timeshare With family or friends

2021 2022 2023 2024

Post-COVID trips have been longer and often have kids, resulting in larger party sizes. However, party size was smaller and trips were 
shorter this year, resulting in lower overall trip spending. Despite fewer people on the trip and less overnights, the per person per day 
spending is higher. 

In recent years, 34% to 56% of trips have had children under 18, but less than a third of influenced trip in 2024 included children. With this, 
travel patterns have returned to pre-COVID behavior. Also notable is that while some Wyoming creative features family travel, it is not the 
focus of where the majority of the spend is.

Lodging choices have reverted to pre-COVID behavior as well. Homesharing/vacation rental sites, including Airbnb, have faced backlash in 
recent years. As consumers have faced strict cancellation policies, high fees, and even host cancellation of reservations, the Airbnb 
platform has seen declines in revenue. 



Return on Investment (ROI)
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Campaign impact 2021 2022 2023 2024 YOY Change % Change from 
2019

Total influenced trips 626,667 1.03M 1.17M 1.31M 12% 2%
Influenced visitor spending $720.82M $1.21B $1.35B $1.44B 7% -11%
Ad spending $3.75M $3.60M $5.18M $5.0M -3% 7%
ROI $192 $336 $260 $290 12% -15%
Taxes generated $28.9M $48.5M $53.9M $57.9M 7% -10%
Tax ROI $7.70 $13.50 $10.39 $11.61 12% -15%

With similar rates of incremental travel but more aware households, the number of influenced trips increased 12% and visitor 
spending increased 7% from 2023. With slightly less investment, the return on investment of $290 for every $1 in paid media is 
12% higher than last year. 

Influenced visitor spending brought nearly $60 million back to the state through taxes generated, for a tax ROI of $11.61.

While influenced visitor spending and taxes generated are higher than any post-COVID year, they remains about 10% lower than 
in 2019. 



Key Findings
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That’s 
WY

The That’s WY campaign performed very well. Overall awareness of the paid media efforts increased 6% over 2023 despite the 
4% decrease in spend. This is likely a reflection of consistency of the creative from previous years as well as memorable creative 
that scores in the top 25% of all DMO creative for its ability to communicate messages. 

Given the rise in awareness and drop in investment, the 2024 cost-per-aware household decreased from $0.13/household to 
$0.11/household. This per household cost is nearly 1/3 of the cost SMARInsights traditionally sees from other similar DMOs.  

The additional efforts made via PR raised awareness another 3% for a total of 48,731,496 aware households in 2024 or 51% 
awareness of the targeted households. 

Though the creative’s ability to communicate excels, there are concerns about its ability to motivate consumers to act. The That’s 
WY campaign scores at or below average for making consumers want to take an action after seeing the creative or consider 
visiting. 

The 2024 travel increment is calculated to be 2.9, which is in line with 2023 results. However, given the 2024 over 2023 increase 
in awareness, the number of incremental trips that can be attributed to the advertising is 1.3 million. This is a 12% increase over 
2023.  

The nature of consumers’ travel in relation to their travel habits continues to evolve – 2024 results show that travel parties are 
smaller (2.7 people) and include fewer children. Additionally, lodging choices have reverted to hotels/motels versus the post 
COVID-19 trend of homesharing/vacation rentals being consumers’ primary choice. 

Influenced visitors contributed $1.44 billion dollars into the economy, thus making the return on the $5 million investment into 
the That’s WY campaign $290/visitor.  This is a 12% improvement over 2023 and the most influenced visitor spending post-
COVID. 

Though the number of influenced trips surpassed that of pre-COVID levels, total influenced visitor spending and the return on 
investment continue to be lower than 2019.  



Appendix

24



Questionnaire

25



Questionnaire

26



Questionnaire

27



Questionnaire

28


	Slide Number 1
	Table of Contents
	Methodology
	Campaign Overview & Budget 
	Ad Effectiveness & ROI Results
	Respondent �Demographics 
	Paid Media Recall by Market
	Cost-Per-Aware Household
	Recall by Paid Media Type
	Earned Media Recall
	Communication Ratings
	Impact Ratings
	Impact on Destination  Attributes
	Year-Over-Year Ad Ratings
	Product Perception - Outdoor
	Product Perception
	Paid Media Impacts Owned & Shared Media
	Likelihood to Visit
	Likelihood to Visit Wyoming
	Travel Increment 
	Trip Specifics 
	Return on Investment (ROI)
	Key Findings
	Appendix
	Questionnaire
	Questionnaire
	Questionnaire
	Questionnaire

