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GOALS

RECRUIT: Introduce new hunters to
the South Dakota experience.

REACTIVATE: Entice lapsed
hunters to get back in the field.

RETAIN: Keep current license
holders engaged in the sport.

ULTIMATE GOAL: Increase small

game license applications & drive
tourism tax sales.




YEAR ONE INVESTMENT

$700k

50:50 MATCH




YEAR ONE CAMPAIGN

IMPRESSIONS

3 AUDIENCES \\ 6 MONTHS \\ 16 STATES



YEAR ONE CAMPAIGN

EXPECTED*

*based on 2019 SDT Hunting Campaign + Longwoods International
“South Dakota 2018 Advertising ROl Research” Study



BIG PICTURE

INCREMENTAL GROWTH
THROUGH CONSISTENT EFFORTS

& A LONG-TERM \GEW




MARKETING PARTNERS
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TARGET AUDIENCES

ADVENTURE HUNTERS

LAPSED YOUTH

TRADITIONALISTS
Age: 45-64 Age: 18-34 Age: 18-34
254 Income: $80,000+ <54 Income: $40,000+ 253 Income: $40,000+




TARGET MARKETS

it
‘- MARKET KEY:
. ‘ - Lapsed Youth

Resident
~‘ * Primary
Shubbatr.
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CAMPAIGN
TIMING

LAUNCH: mid-June
END: through November

REPORTING: monthly
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See the video at
SDVisit.com/HuntTheGreatest.com
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VISITOR EXPERIENCE PROGRAM
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SOCIAL MEDIA
INFLUENCERS

AUDIENCES: All Audiences

TACTICS: Partner with the Shockey
family of Outdoor Channel. This is now
three generations of raising a family
with a love for the outdoors and will
resonate with all audiences.

COMBINED REACH: 1.7 million
MARKETS: National
COST: $17k




SCHEELS
> PARTNERSHIP
S

==, (’ ..kff l !‘H o AUDIENCES: All audi.enc.es

A - TACTIC.S: In—storg actlvatlons.+

. ‘”";;h"/ MEECEEE ) installations, email sponsorship,
S— Hunting Guide magazine &

product/group hunt giveaway

MARKETS: Stores in key markets
COST: $31k
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PROGRAMMATIC
CABLE TV

Adventure Hunters +
Traditionalists

Utilizes Tourism’s VEP
audiences to find top indexing programs.

SD, MN, NE, WI & |A
$129k



PAID SOCIAL

All audiences

Narrowing targeting within

each social ad placement to ensure
booking message reaches those most
likely to purchase licenses. Utilize
paid social to contribute to lead
generation, drive web traffic &
purchase conversions.

Primary and Secondary
$18k




AUDIO +
PODCASTS

AUDIENCES: All audiences

TACTICS: KFAN :30-sec spots +
Meateater Podcast :60 midroll reads

MARKETS: SD, MN, NE, IA, WI, CO +
National

COST: $51k




PRESENTED BY ON m HUNT

M EAT

WITH STEVEN RINELLA

byt

MEATEATER
PODCAST

AUDIENCES: Lapsed Youth +
Adventure Hunters

TACTICS: :60-sec midroll reads

MARKETS: SD, MN, NE, IA, WI, CO +
National




PRESENTED BY ON m HUNT

EAT

WITH STEVEN RINELLA
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MEATEATER
PODCAST

EXAMPLE MID-ROLL READ

A veteran pheasant hunter told me
“Hunts are measured by the company
you keep, the food you eat, and the
memories you make. The roosters,
those are just a bonus.”

It's a good piece of advice. And
for hunters in South Dakota, it’s great
news. Because South Dakota has the
world’s greatest pheasant hunting—
anyway you measure it.



KFAN NETWORK

AUDIENCES: All audiences

TACTICS: Outdoor and Sports
programming. :30-second spots to
build upon past marketing efforts to
the Vikings fan base.

MARKETS: SD, MN, IA, ND and
Wi

Skt



ADDRESSABLE
1:1 DIGITAL

AUDIENCES: All audiences

TACTICS: Deploy digital display,
native and video with sequential, 1:1
audience-specific messaging

MARKETS: Primary and Secondary
COST: $42k




where's the world's best pheasant hunting

PAID SEARCH

All audiences

Always-on approach
targeting users searching for relevant
hunting keyphrases

Aggressive bidding to
Primary markets, conservative for
Secondary markets

$50k



SITE RETARGETING

Lapsed Youth +
Adventure Hunters

Retarget users who
land on GFP or campaign landing
page with a conversion message

to draw them back. Will also
distribute our hunting ads across
multiple sites that index high for

Outdoor audiences.

$41k

DUTNOOR LIFE

How to Butcher a Wild Turkey (and Get Every Last Cut of

Peat)
: There's mome meat on a willd berkey than the Breast and e

[ e |

________




PUBLIC
RELATIONS

All audiences

Targeted media pitching,

hosted media hunts, press trips and
strategic national partnerships.
Consider hosting female hunting
experience for press / influencer.

National
$6k
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ENTER TO WIN A FULLY OUTFITTED
PHEASANT HUNT FOR TWO
Wa'ne: back with our pariners &t Soulh Dakata TowsT o give you & cnance to

S Sl MAET e O E R 2 Sivesaveay! This yearn, ihe

I and cna fiend wil get te g=por
with Wangs of Tiendis in the he

PHEASANT HUNTING IN SOUTH DAKOTA
AN EPIC WINGSHOOTING ADVENTURE

Cines yaul ool bo Wine Thundar, you'l be trestad o 2 daya of thalleng pharsant
hunting aciion with | of expen guides and Talenied bird Gogs, VWhen you're
nizl busting roosiers, £5 tims 0 kick beck fos £ nights and =njoy warm, home-
cookad masts and camaradans in tha comfer of the Winrgs of Thunder lodps.

Dvd you know huniers in Souih Dakota bag more than 1 milion pheasants every
yaar? in tact, oo ar 80 many phoasants ([@verage of 7.6 miilon) that

Tha winrar will e meave 8 1002 saalann am Gr-USA, Razadd s keite frerr

pheasants outnumber hunters 52-1. 8o . 8 sounds like you need Lo gear U @l
Chsteloor Edga. and 8 cases of Ui Fidl ead amma o Kool Catledgn. This Lol = S - e T |
mcrihible priee package ks warth nearly $4,500/
ENTER TO WIN Daspite yearty challanges of weathar and other faciors affecting brood counts,

South Dakota contimually boasts ha highas! bird counts and harmest counts in e
country. Thanks to excellent habtat conservation, and management efforts n
South Dakota, the quality of pheasant hunting in other slales isn'l even close

NEVER SHARPEN I’%E

YOUR KNIFE AGAIN.

South Dakota has a kot of diferant terain and pheasanis are deirbuled
stalewide, but mos! sre found in the sastem two-thirds of the stale, from Plems
and Chambedain, to Huron, Absrdeen. Mitche|l. and Sloux Falls. Dont discount

the upper northwest comer though—the ferran concenirales beds in thicksts, tree
&trips, and othar cover that isn'l neary a8 plentfl as 0@ (s in he sastem hwo-mirs

HuntStand
Fublished by Josh Dalke [7] - November 14 at 11:23 AM -3

hitps/ bty SD-Sweeps-2012

of tha state, Finding the right spot can make quick work of reaching ona’s dall
Enter to win a fully suifitted South Dakota pheasant hunt, plus a pite of - v 4 N Y

amazing gear! s
RBCKIN, i - . Much of South Dakota is privately owned, but the state does boast more than 1
B/ Y " miion acres of publcly accessible hunting land within Ihe primary pheasant
HGDSTEH L A rangs. These lands offer choice habitat

PHEASANT | J° [
| Pheasant season is Oct 19, 2018-Jan. 5, 2020 this year. Pick up & small game
license and pack your bags!

GIVEAWAY

HUNT SOUTH DAKOTA

- TR S e A LT A, = W
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INTEGRATED
PACKAGES

HUNTSTAND PARTNERSHIP

AUDIENCES: All audiences

TACTICS: Partner with HuntStand
(Scoutlook) which includes lead-
generation giveaway, display, video,
social, dedicated emails, and custom-
branded content creation and promotion

MARKETS: National
COST: $71k




INTEGRATED
PACKAGES

PHEASANTS FOREVER NATIONAL
SPONSORSHIP

AUDIENCES: Traditionalists

TACTICS: Print placement in every
issue of PF and QF Journal,
PheasantFest SD Pavilion, Dog of the
Day feature, display, social, dedicated
emails, film project collaboration and
content promotion

MARKETS: National
COST: $115k



CUSTOM LANDING PAGE
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B 5 @ (Al Nl any ot WHEINT PO T I00king for & Quitel Io0ge meHemno of &
public land adweniere, we've got yos covered with resoerces (o gef vou staried.

WHAT TO EXPECT
For oves 100 s, South Baknla’s been a presier pheasant fusling desimaton. Hungng
—

SOUTH DAKOTA

BEGIMNER RESDURGES LODGE HUNT

EPISO0E 1

EFRATH ARFAKDWRS PHFASANT RECIPFS HUNTING WITH
YOUR FAMILY




5
o

e Ny " 4 . 5
L .‘5'.7 [ 4 o r 1 y L] . : - N
G o ' 4 ‘i 0
- F o | r ' YW ~
LR € LA :
n
; Y,

Sullbats



Ageey Commiuien bew Mop bech femsdteeh ot £ o B @ 6
™ cAMP  TATRAMS T o  CoMEIVATON
HUNT H3H

~LIC N

Hunting anc
DRAW STATISTICY
st

Relaled Documents

INCREASE TRAFFIC
TO GFP WEBSITE

INCREASE 10%
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H AND PARKS @

it seems like winter is here Bu1 now is NOT the tlmB to hang up your favorite shotgun or let your
hunting dog rest for the season. There is still plenty of season left for a South Dakota pheasant
nunting trip!

With most of the crops out, the freeze setting in and snow on the ground (any veteran rooster
chaser will tell you that snow can be the great equalizer when it comes to wily ringnecks.), now
s the perfect time to chase pheasants in South Dakota. Best of all, there are fewer hunters this
lime of year!

So treat yourself to a post-Christmas present, or even a littler escape during the holiday break
and sneak away from a house full of family. Get out and chase some South Dakota roosters.

Life is too short to eat fruitcake and leftovers, bring home a limit of pheasants for New Years!

If you haven't been out this season yet, a license purchased today is good for the 2020 season!

Purchase Your Hunting License Today!

HUNT FISH CAMP STATE PARKS

ZHHEFISH AND PARKS

INCREASE G

T .ni"r--

“FISH ANDP_ABKS .

Diear Hunters, Anglers and Trappers:

| would Like to take a minute 1o thank you, not fior your purchase of a South Dakota
hunting, fishing or trepping license, but for your passion for conserving South Dakota’s
oltdoor resounces,

South Daketa Game, Fish and Parks is funded by your dollars, and | am committed to
making sure they ane spent wisely. The purchase of your license and equipment each year
helps put dollars back into the land, These funds go directly to hebitat programs,
purchasing or leasing publlc access for hunting and fishing, researching fish and game
populations and many other programs vital to the quality of life found here

FP

EMAIL SUBSCRIBERS

INCREASE 15%




#sdinthefield

16,473 posts

#kuiunation

INCREASE GFP SOCIAL FOLLOWING

INCREASE 10%




INCREASE PHEASANT

LICENSE SALES

INCREASE 10% | END OF YEAR 3
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