
2025 Tourism Industry Chat



Today’s
Agenda

2024 Industry Performance

Legislative Update

Industry Briefing
• DMAND + TAP
• NDNTA

Trends and Predictions for 2025

HELLO Campaign Launch
c o m m e r c e . n d . g o v / t o u r i s m - m a r k e t i n g
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2024 Travel Year Highlights (To Date)

• Hotel occupancy ends the year 0.3% ahead of 2023, with ADR 6.3% higher and RevPAR 6.6% 
higher.

• Hotel revenue made a 5.7% gain in 2023, totaling $548,072,026.

• TRNP visitation

• Entries from Canada were 10.9% higher than 2023, thru November

• Air arrivals in North Dakota up 8.8% at year-end
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Visitation Stats
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Taxable Sales and Purchase
1.85%  Accommodations and 
food services

National Park Visits
753,441

8.05%  Arts, entertainment 
and recreation

Hotel Occupancy
$517M in revenue

1.23M
Border Crossings
453,052

Airport Arrivals

8.8%

-1.85%

.9%

10.9% (78% of pre-covid 
visitation)
Entry numbers are almost equivalent 
to 2017 when the exchange rate was 
similar.
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Marketing 
North Dakota
Paid media: 438M impressions, 17M video views
Earned media: 5,690 media hits, with 9.8B reach
Influencers: 2.1M reach
Social media: 400k+ engagements  
NDtourism.com: 3.6M sessions, up 30%
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Public & Media Relations - Tourism
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Public and media relations efforts elevate 
North Dakota’s image through proactive 
outreach and storytelling, garnering 
positive media coverage and increasing 
awareness.

National 
Media 

Coverage

• 3,429 earned media mentions
• 6.1B reach

International 
Media 

Coverage

• 113 media articles
• 231M reach

Influencer 
Campaign

• 128M impressions
• 400K+ social media engagements
• 2.1M reach

830 732 231

2,124
2,444

3,429

2019 2020 2021 2022 2023 2024

Earned Media Results
Media mentions

2.09
1.35 1.34

13

8.7

6.1

Reach (in Billions)



Signals of Intent to Travel

Website sessions Traditional 
inquiries

Facebook page 
visits LiveChats
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3.6 MILLION 
SESSIONS

260,000 
REFERRALS

Serves as the state’s 
#1 marketing tool for 
promoting North Dakota, 
generating leads and 
providing referrals to over 
3,400 businesses, attractions, 
events, and communities 
throughout the state.

NDtourism.com 
has 30% traffic 

increase!
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Legislative Update

Tourism Marketing - $5 million additional in one-time funding = 2023-3025
 Current Tourism Operating Budget – $14,688,978

Destination Development Grant program - $15 million one-time funding  down $10 million from 2023-2025

Find the Good Life- total allocation $5 million down $7 million from 2023-2025
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GOVERNOR ARMSTRONG’S BUDGET RECOMMENDATIONS 

OTHER BILLS:
• SB 2154 – tourism primary sector definition- 5-0 do pass 
• SB 2035 – targets “tourism” but supports CVB – passed senate 27-20
• HB 1052 – would have expanded use of TODS signs- failed house 92-1
• HB 1150 – reinstatement of “blue law” – failed house 89-4-1



North Dakota Travel Industry Alliance

1. DMAND TAP merger
2. Input – to build value for broader membership base
3. Implementation 

Contacts: 
Stephanie Schoenrock – stephanie@visitminot.org
Charlie Johnson –TAP charley@fargomoorhead.org
Sheri Grossman – DMAND sherri@bmcvb.com 
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Trends & Predictions
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Trend Takeaways
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Detour Destinations
• Expedia calls Detour Destinations that are less well-known and less crowded the rising stars in travel.
• Google Trends notes the Detour Travel is a good option for cost-savvy travelers.

Coolcations
• Google Trends shows a 300% increase in searches for cooler-climate vacations; and also notes that 

traditionally colder destinations like Scandinavia are selling well.

One-Click Trips
• Social shopping has become the new normal with TikTok and Instagram, and this e-commerce trend is 

just scratching the surface in travel. Half of consumers say they have wanted to book a trip they saw 
on their social feeds but cited time and complexity as the leading reasons that have prevented them.



Trend Takeaways
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FOMO → JOMO
• Vrbo data shows interest in destinations known for leisure and relaxation with a rise in the “Joy 

of Missing Out” to improve mental health and overall well-being.

Bucket List → Phenomena List
• Expedia reports the top natural phenomena travelers want to experience is seeing the Northern 

Lights (61%), followed by geological phenomena (30%) like volcanos, geysers, and hot springs.

2025: The Year of Intentional Travel
• USA Today compiled several sources reporting that the #1 trend in 2025 will be a desire to get 

off the beaten path – with visitors seeking out smaller towns and more local authentic 
experiences.



Predictions & Outlook
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Americans are Planning to Travel
• According to Future Partners, 58.2% of Americans say travel will be a high budget priority for them, and they 

anticipate taking 3.9 leisure trips in the next year.
• Two-thirds of Americans see budget-friendly attractions growing in popularity.

AI to Play a Larger Role in Trip Planning
• Both Future Partners and Phocuswright say use of AI in trip planning will grow. Nearly 62% of American 

travelers are expected to use AI tools like ChatGPT and Gemini to plan travel.

Outlook for Trip Types
• Travel linked to sporting events is expected to increase by 12% in 2025.
• US Travel Association predicts that business travel spending will grow by 4% this year.
• Ipsos Canada reports Canadian travel intentions have softened amid economic uncertainty – a 10% decline 

from intentions heading into 2024.



2025 Pinterest Predicts

• Lean into your Fisherman Aesthetic

• Medieval is having a major moment

• Old school soda fountain pins trending
• Pickles and cherries

• Moto style

• … and so much more
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IF  NOTHING ELSE,  TRENDS COULD MOTIVATE A FEW SOCIAL POSTS



How collaboration on social
can boost your analytics!
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Collaborations on social media allow us 
to partner with brands and creators to 
reach complimentary audiences, 
leverage our existing social reach with 
new audiences and allows us to share 
boosted analytics by posting one piece 
of content to each collaborator's 
newsfeed.

85% new
viewers

86% of 
interactions

New Audience Insights:



Tips to Collaborate Effectively
Plan ahead:
• Let partners know about the content ahead of time and make sure it fits their social strategy. Share the focus, 

when it will be shared and when they're able to approve the collaboration. 
• Allow them to have feedback if time allows.
• Plan larger scope collaborations in advance. Communicate with your community that this could be a partnership 

opportunity.
Don't heavily brand your creative:
• In order to serve both creators, it's best to leave branding elements to a minimum. Rely on natively provided 

elements.
• Build your creative and copy to serve multiple masters. Ask yourself if this would make sense to audiences that 

don't already follow you.
Ensure the accounts are set up correctly:
• Make sure you have a professional profile.
• Make sure your settings approves tags from everyone.
• Make sure social apps are up to date.
• Consider using owned audio.*
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The collaboration feature can be accessed in Meta Business Suite and some third-party 
management tools



Marketing Campaign Released
The revitalized HELLO campaign was built on the foundation of visitor studies, analytics and trends – with the     

campaign showcasing the state’s friendly people, welcoming communities, and abundance of uncrowded outdoor 
adventures, aligning with the growing trend of slow (more immersive) travel.
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Partner Resources

• New visitor study – posted under Research and Reports
• Cooperative advertising program
• Rest area brochure program – deadline is March 1
• View the campaign at:  NDtourism.com/advertising-campaign
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INDUSTRY SITE:  COMMERCE.ND.GOV/TOURISM-MARKETING











Opportunity for partner integration

• HELLO place icons can be made for your destination, event or attraction

• Social media opportunities

• Asset sharing!
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• Registration is open!
• Sponsorships are being accepted!
• Awards nominations encouraged!
• Agenda online by the end of January!

www.BeLegendary.link/TIC
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