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•Travelers are making plans to travel, 
to recapture missed vacations and 
reconnect with friends and family, 
while discovering the unexpected in 
Wisconsin

•It’s our Mission: 

TO INSPIRE TRAVELERS TO 
EXPERIENCE WISCONSIN



•Club Members/other snowmobilers?
•Business Owners?



•Business Owners?
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•Our website serves over 10 million 
people a year.

•TravelWisconsin.com is the call to 
action with all of our marketing 
initiatives.

•Your info is added to our database

•The cost to list your business or event is 
100% free. 

•Open to qualified tourism businesses



•Our newsletters highlight important 
news such as marketing updates, 
media inquiries, and industry events.

•Don’t miss out on grant 
announcements, marketing 
opportunities, and the chance for 
media engagement.  

Source:  Tourism Economics; Economic Impact of Tourism in Wisconsin 2019; May 2020 



• Some of the best advertising and 
promotion is FREE and it often 
comes from proactively engaging 
the media. 

• Consider creating a press release 
or a press kit for your business. The 
media is often looking for story 
ideas – especially if it’s something 
new or different. 

• Always have an elevator 
speech/pitch.  



•Your elevator speech/pitch 
should concentrate on what 
makes you unique or different. 

•Be prepared to promote your 
unique “experience”. 

•Quirky can often be your key 
talking point.   



• Do you know who your customer is 
and are you tracking that 
information?

• We’ve done consumer research. Take 
a look at our research library.  

• Let us help you locate research. 

• If you haven’t done consumer 
research, consider buying into Travel 
Wisconsin’s co-op marketing program. 



•Use your industry association to 
connect with like-minded 
businesses.

•Use your industry association to 
connect with like-minded 
associations

• Learn from industry experts. 
•Attend trade events. 



• DMO = Destination Marketing 
Organization 

• Benefits from DMO programs are 
numerous. 

• Invite DMO staff and members to 
your business. (cross promotion) 



•Government can be 
intimidating at times.  

•Are you having difficulty 
navigating state government 
and large state agencies. 

• Let us help you connect with 
other larger agencies. 

•Outreach with legislators. 



• Do you have a customer service 
strategy for your business?

• Never discount the importance 
and role of excellent customer 
service. 

• Consider scheduling a customer 
service workshop or utilize our 
customer service toolkit.  



• Attend WIGCOT = Wisconsin 
Governor’s Conference on Tourism

• Over 1,000 industry members in 
attendance.

• Network, education, legislative 
connections, and FUN! 





•Local Elected Officials?







*Longwoods International
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“A P l a c e I’d Rea l ly E n j o y Vis i t ing”



A fun place for a vacation 62% Popular with vacationers 59%

An exciting place 48% Truly beautiful scenery 66%

A vacation there is a real 
adventure 53%

Children would especially enjoy 
this place 60%

Provides a unique vacation 
experience 58% Lots of things to see and do 59%

Good for an adult vacation 62% A place I would feel welcome 62%

2021 Travel Wisconsin ROI Study



A fun place for a vacation + 11 Popular with vacationers +11

An exciting place +6 Truly beautiful scenery +10

A vacation there is a real 
adventure +7

Children would especially enjoy 
this place +15

Provides a unique vacation 
experience +8 Lots of things to see and do +6

Good for an adult vacation +6 A place I would feel welcome +7

2021 Travel Wisconsin ROI Study



Markets:

32

•Out-of-State:
⎻Chicago
⎻Minneapolis
⎻Cedar Rapids
⎻Duluth
⎻Rochester
⎻Davenport
⎻Des Moines
⎻Rockford

•In-State:
⎻Milwaukee
⎻Madison
⎻Green Bay
⎻Wausau



•They are more likely to travel as a 
parent and kids group (62%)
•Wisconsin under-indexes the 
most (vs. US avg.) with this group 
for 3-6+ night trips
•Travels in larger parties than 
other groups
•Highest U.S. average for 3- to 6-
night trip spending at $1020.57



•As likely to travel with or 
without kids (49%)
•Wisconsin under-indexes with 
this group for 3- to 4-night trips
•Travels in larger parties than 
other groups
•Third highest U.S. average for 
3-to 6-night trip spending of 
$856.92





•Local Elected Officials?---yes
•Non-Snowmobilers?



• Ex: We maintain the snowmobile trails in and around our 
community to attract visitors to town. We see about 1,000 
snowmobilers each season that all stay in our local hotels 
and shop at local businesses!



FRIENDLY
REFRESHING

DOWN-TO-EARTH
SPIRITED

WISCONSIN, WHO ARE WE?







• ***Keep it Positive!!!***






• 80% of Travelers post 
about their trip and 
experience on social 
media WHILE they are on 
vacation

• 90% of Travelers continue 
to post on social media 
once they return home









•-Social Media
•Google Adwords



WISCONSIN SNOW REPORT
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