
• Where we have been 

• Where we want to go 

• How we plan to get there

Today’s Agenda



• Let’s take a poll 

• Which challenge do you believe is our biggest 
hurdle today?

Biggest Challenge?



1. Kansas Tourism Marketing is in a strategy trap 

2. Consumers are suffering advertising overload 

3. Audience fragmentation 

4. State Tourism budget 

Poll

Biggest Challenge?



• Mission statement 

• Situation analysis

Where we have been



Encourage the traveling public, including 
Kansans, to experience Kansas by 
promoting the assets of the state and to 
contract with organizations for the 
purpose of promoting visitation thus 
generating economic growth for the 
state of Kansas.

 KDWPT Mission



Kansas is in a strategy trap!



• 1998 – Young Nichols Gilstrap – TRUE today 

• Kansas is in a strategy trap 

• Continual descriptive research 

• Only perpetuates the problem

Situation Analysis



• 1998 – Young Nichols Gilstrap 

• To attract higher value visitors 

• Tailor efforts to good customer segments 

• Not the dictates of political and internal 

Situation Analysis



• Roger Brooks 

• We’re drowning in marketing overload

Situation Analysis













• Roger Brooks 

• We’re drowning in marketing overload 

• We filter anything generic 

• Not specifically appealing to us

Situation Analysis









• FY 15 budget = $4.8 million 

• Adjusted = less than 10 years ago

Situation Analysis



• Media change 

• Fragmented audiences 

• Consumer shift to digital 

• Broadcast below desired reach/frequency

Situation Analysis



• IHS Global – Acknowledged International Experts 

• Nearly a decade of performance reporting 

• Questioned by Industry and Legislature 

• We questioned too

Strategy Trap



• Commissioned Tourism Economics  

• A firm narrowly focused on tourism 

• Results that are believable 

• Trending up 

• A REAL baseline to work from

Strategy Trap



• MUST narrow our focus 

• Cannot be all things to all people and win  
• Age of marketing over-saturation 

• Narrower focus, stronger success

Where we want to go



• Something for everyone will result in mediocrity !
and ultimately failure!

Where we want to go



• Truly delineate Kansas as a destination 
• Not a low-value pass-through state 

• Unique and vibrant destination

Where we want to go



• Truly delineate Kansas as a destination 
• Chris tells us –  

• 60% Day Travelers 
• Overnight travelers spend 4 times more

Where we want to go



• Truly delineate Kansas as a destination 
• Chris tells us –  

• Outdoor Enthusiast spend 33% more 

Where we want to go



• Narrow marketing focus 
• Talk to “Enthusiast” 

• Longer stays 
• Higher spend 

How we plan to get there



• Greatest opportunities focusing 
• Unique 

• Authentic 
• Culture 
• History 
• Nature 

Where we want to go



• Show case Byways 
• Small towns 

• Historic roots

Where we want to go



• Unique Urban Destinations 
• Prairie Fire 
• Schlitterbahn  
• State Capitol 
• Flint Hills Discovery Center 

Where we want to go



• Unique Urban Destinations 
• Rolling Hills Zoo 
• Cosmosphere 
• STRATACA 
• Exploration Place 
• Old Town 

Where we want to go



• Unique Urban Destinations 
• Mass Street 
• Boot Hill Museum

Where we want to go



• Natural resources 
• Parks 
• Lakes 
• Rivers 
• Trails 
• Natural prairies

Where we want to go



• Highlight 
• Enormous diversity of game 
• Fishing access and diversity 
• Extended hunting seasons 
• Million+ acres unique walk-in-hunting  

Where we want to go



• Narrow marketing focus 
• Target nine key personas  

• Plus make Kansans Brand Champions 

How we plan to get there



How we plan to get there

• Primary target audiences –  

• Journey Seekers/Leisure Tourist 

• Outdoor Adventure Travelers – includes Golf 

• Hunters 

• Anglers



How we plan to get there

• Secondary target audiences –  

• History/Heritage 

• Motorcyclists 

• Birdwatchers 

• Culinary 

• Bicyclists 

Poll



• Robust, engaging web experience 
• User testing now 

• Adding staff 
• Adding more content 

• Heavy additions of video 
• Responsive Design

How we plan to get there



• Narrow cast 
• Digital media 
• Special interest print 
• Cable TV

How we plan to get there



Aggressively market the state’s truly unique 
urban, natural, cultural and historic assets 
targeting the high-value eco-tourist & fully 
independent traveler maximizing marketing 
ROI.

How we plan to get there



Leverage collective marketing to strategic 
regional and long haul markets which 
stimulate significant market growth and 
increased length of stay for Kansas visitors. 

How we plan to get there



Implement a statewide strategy to recruit, 
retain, educate, grow and recognize the 
outstanding contribution of the hospitality and 
tourism workforce in Kansas.

How we plan to get there



Kansas trails and byways will be enhanced and 
expanded strategically based on interpretive 
themes and connectivity potential. 

How we plan to get there



Develop public-private partnerships with 
corporate entities whose messaging support 
and parallel the state’s brand to enhance 
message delivery to target audiences. 

How we plan to get there



Conduct timely and relevant research including 
economic impact and ad effectiveness studies.  
Define and continuously monitor appropriate 
metrics relating to digital advertising, web 
traffic, lead generation, etc. to assure 
maximum efficiency and effectiveness of the 
marketing efforts.  

How we plan to get there



Arrivalist



2015 Marketing  
Opportunities

• What’s New? 

• More options 

• Greater/broader outreach











Marketing Calendar



Call to schedule a follow-up discussion  

Discussion


