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Overview 

Background and Goals 

Beginning in 2007 with Project Front Door, the Wyoming Office of Tourism (WOT) embarked on a 

process that would ultimately lead to developing this Master Plan. In February of 2010 WOT, 

partnering with the Wyoming Game and Fish Department and the Wyoming State Parks and 

Cultural Resources Department, issued an RFP to develop the plan by the December of 2010. 

¢ƘŜ ǇǳǊǇƻǎŜ ƻŦ ŀ aŀǎǘŜǊ tƭŀƴ ƛǎ ǘƻ ǇǊŜǎŜƴǘ ŀ ŎƻƳǇǊŜƘŜƴǎƛǾŜ ǾƛŜǿ ƻŦ ²ȅƻƳƛƴƎΩǎ ŎƻƭƭŜŎǘƛǾŜ 

tourism products and projects, both man-made and natural, including all state, federal, local, 

private and/or non-profit initiatives. It will also provide a regional and statewide perspective of 

existing and planned projects.  It will substantiate the resources required to develop and market 

²ȅƻƳƛƴƎΩǎ ŎƻƭƭŜŎǘƛǾŜ ǘƻǳǊƛǎƳ ŀǎǎŜǘǎΦ  !ƴŘ Ƴƻǎǘ ƛƳǇƻǊǘŀƴǘƭȅΣ with direct input from the industry 

and related organizations throughout the state, it ǎƘƻǳƭŘ ǎŜǘ ŀ Ǿƛǎƛƻƴ ŀƴŘ ǎǘǊŀǘŜƎȅ ŦƻǊ ²ȅƻƳƛƴƎΩǎ 

tourism growth through 2020.  

This Master Plan will need to be flexible to achieve the recommendations and goals outlined within for 

the Wyoming Tourism Industry. It will need to be reviewed and updated on a regular basis. Change as 

the environment of the industry changes, not only within Wyoming, but also changes that will come 

regionally, nationally and globally. The ability to be successful will depend not only on the actions of 

state, federal and local governmentsτbut also from the private sector of Wyoming. The industry will 

need to stay engaged over the life of this plan and commit to seeing that the recommendations are 

considered and that proper resources and investment are made both from the private and public 

sectors. 

 

The key goals in the Master Plan are to maintain/increase expenditures, employment and tax revenues 

related to Wyoming tourism. By fully implementing the plans and recommendations of the Wyoming 

Tourism Industry Master Plan we will achieve the following by 2020: 

 

¶ Increase the travel expenditures to the State of Wyoming from travelers by 6% annually from 

$2.6 billion in 2010 to over $4.6 million by 2020. 

¶ Increase the number of jobs related to the travel industry by 3% annually from 29,100 jobs in 

2010 to over 41,500 jobs in 2020. 

¶ Increase local and state tax revenues driven by the travel & tourism industry by 6% annually 

from $108 million in 2010 to over $200 million in 2020. 
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The elements of the Wyoming Tourism Industry Master Plan will encompass: 

 A vision and direction for the public and private sectors in marketing and development for 
the next ten (10) years; 

 Assessing and defining the product development needs of Wyoming, its travel attractions, 
services, facilities and transportation system; 

 Defining the roles and responsibilities of the public and private sectors as it relates to the 
ƎǊƻǿǘƘ ŀƴŘ ŘŜǾŜƭƻǇƳŜƴǘ ƻŦ ²ȅƻƳƛƴƎΩǎ ǘƻǳǊƛǎƳ ƛƴŘǳǎǘǊȅΤ 

 Developing an evaluation mechanism to ensure the most effective use of state resources 
for tourism; 

 Confirming ǘƘŜ ǎƛƎƴƛŦƛŎŀƴŎŜ ƻŦ ǘƘŜ ǘƻǳǊƛǎƳ ƛƴŘǳǎǘǊȅ ǘƻ ²ȅƻƳƛƴƎΩǎ ŜŎƻƴƻƳȅΤ 

 Defining a comprehensive implementation strategy for tourism growth based on 
economic research and data. 

 

The plan will be able to support overall efforts from state, federal and local agencies, as well as, 

the private and nonprofit sectors of the tourism industry in Wyoming. In supporting growth the 

plan will: 

 Be used as a management tool to prioritize the use of resources to achieve general 
and specific goals established through the strategic planning process; 

 IŘŜƴǘƛŦȅ ǘƻǳǊƛǎƳ ƛƴŘǳǎǘǊȅ ŀŎǘƛƻƴǎ ŀƴŘ ŀŎǘƛǾƛǘƛŜǎ ǘƘŀǘ Ŏŀƴ ōŜƴŜŦƛǘ ²ȅƻƳƛƴƎΩǎ  ŜŎƻƴƻƳȅ 
and social well being; 

 Identify critical issues or areas of concern regarding tourism in Wyoming or the 
ŀŎǘƛǾƛǘƛŜǎ ŀƴŘ ŀŎǘƛƻƴǎ ƻŦ ²ȅƻƳƛƴƎΩǎ ǘƻǳǊƛǎƳ ƛƴŘǳǎǘǊȅΤ 

 IŘŜƴǘƛŦȅ ƎǊƻǿǘƘ ŀƴŘ ŜȄǇŀƴǎƛƻƴ ƻǇǇƻǊǘǳƴƛǘƛŜǎ ŦƻǊ ²ȅƻƳƛƴƎΩǎ ǘƻǳǊƛǎƳ ƛƴŘǳǎǘǊȅ and 
developing expanded and new partnerships;  

 Be used as an information resource in conducting its individual agency, business or 
organization planning processes and operations;  

 Be used as an ongoing information resource regarding the current and evolving 
operating environment for tourism in Wyoming;  

 Be used as a resource for economic research and data, and a directory of information 
sources for current tourism ς related forecasts and trend analysis. 
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Master Plan Process 

The process has incorporated a number of tools to gather input for the plan. Initially over 50 

individuals throughout the state were interviewed in March/April to get a solid foundation on 

what their expectations were, what they saw as key elements to be addressed, what they saw as 

strengths, weaknesses, threats and opportunities and their vision for Wyoming Tourism in 2020.  

Following this, an e-survey was designed and deployed in April/May 2010 to all the databases of 

the organizing agencies; 366 individuals responded to this survey.  tŀǊǘƛŎƛǇŀƴǘΩǎ geographic 

location ranged from the Northwest with 32% of the respondents to 12% from the Southwest. 

Their composition went from 25% from the accommodations industry, 19% from destination 

marketing organization/local units of government to 13% from state and federal agencies. The 

majority of participants were owner/operators, general managers, CEOs or directors (58%). 

Seven regional meetings were conducted in May in Cody, Riverton, Jackson, Rock Springs, 

Laramie, Douglas and Gillette. Over 200 people took part in the five-hour sessions. Information 

was gathered on key words and phrases to support the overall vision and direction for the plan, 

as well as their rating. Additionally, the participants suggested concepts that they would like to 

have considered in the plan and finally they rated the overall elements for the plan.  

Secondary research and current data was reviewed in June/July/August. (Appendix 4)  Analysis 

throughout the summer and from prior data collection led to the development of a follow ςup 

survey that was deployed in August/September and 177 individuals participated. The Northwest 

had the highest participation with 45% to the Southeast with 13%. The composition of 

organizations and participants was similar to the initial survey.  

The next phase was to develop concepts and recommendations that were made for public 

comment in November/December. Over 60 public comments were received by mid December. 

They were all reviewed and considered for incorporation into the final plan. 

Vision and Direction 

Measuring expectations of individuals for the Master Plan as well as having them define key 

words and phrases ƭŜŘ ǘƻ ǘƘŜ ŘŜǾŜƭƻǇƳŜƴǘ ƻŦ άƪŜȅ ŘǊƛǾŜǊǎέ ŦƻǊ ǘƘŜ Ǉƭŀƴ ǘƘŀǘ ƛƴŦƭǳŜƴŎŜd our 

recommendations as well as the basic organization for the Master Plan.  

Collaboration, integration and cooperation were key themes that were voiced by a large number 

of the participants throughout the process. The sense of pride in the stateΩs western culture was 
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very clear along with the desire to ƪŜŜǇ ǘƘƛƴƎǎ άŀǳǘƘŜƴǘƛŎέΦ aŀƴȅ ǎŜŜ ǘƘŜ Ǉƭŀƴ ŀǎ ŀ ǘƻƻƭ ǘƻ ōŜ 

used by a number of state, federal and local groups that would build on the need for cooperation 

expressed by many. Although marketing was brought up in many of the meetings and rated 

highly by participants, it was clear during the process that the Master Plan needs to go beyond 

marketing - setting the tone and balance for the tourism industry and the many related agencies 

and activities that it touches. During the discovery phase it was clear that there have been a 

number of initiatives that parallel the Master Plan. Integrating ongoing and future initiatives and 

setting up mechanisms for greater communications and information sharing will be critical. 

The tourism industry in Wyoming will need to reach out and engage other organizations that 

have not been active participants in the industry but play a critical role in the sǘŀǘŜΩǎ ƻǾŜǊŀƭƭ 

economic, social and cultural well being. These include but are not limited to the Wyoming 

Department of Agriculture,  Petroleum Association of Wyoming, Wyoming Outdoor Council, 

Greater Yellowstone Coalition, Northern Arapaho Business Council, Shoshone Business Council, 

University of Wyoming ς Institute for Environment and Natural Resources, Wyoming Mining 

Association,  Wyoming Wool Growers Association, Wyoming Association of Conservation 

Districts,  Wyoming Stock Growers Association, Wyoming Farm Bureau, WYOTECH, Chamber of 

Commerce, Wyoming Land Trust, Wyoming Economic Development Association, and Serve 

Wyoming. Beyond that it will be critical to strengthen existing relationships and partnerships with 

organizations such as, Tracks Across Wyoming, Wyoming Arts Council, Building the Wyoming we 

want, Mainstreet, Rural Development Council, Wyoming Business Council, Office for Historic 

Preservation, USFS, US Fish & Wildlife Service, National Parks, and others. 

The participants in the process felt that the planΩs inclusiveness and ability to leverage and pool 
resources would be important in success of the Master Plan. Bringing all the segments together in 
a unified voice was also a key need identified in the process. The Master Plan should represent 
the entire state, but at the same time provide additional support and opportunities for the lesser- 
known destinations throughout the state. The following is a summary of the key words and 
phrases identified by the participants at the regional meetings.  
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National Trends Overview 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Population Trends  

 Aging population 

 Diversification of the population 

 Declining participation by young people 

in outdoor activities 

 Expanding social networks 

 Customer centeredτwhat I want, when 

I want and how I want it! 

 

 

 

Sustainability Trends  

 Deteriorating infrastructure 

 Increased stress on natural and cultural 

resources 

 Limitation on human and financial resources 

 Changing workforce needs and training 

 Increasing competition 

 Impacts of the Bark Beetle 
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National Trends Overview (continued) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Product Expectations Trends and Preferences 

 Shift from products to experiences (links with search for 

meaning) 

 Increasing risk aversion but at the same time a search for 

more extreme sensory experiences 

 Increasingly visual culture 

 Increasing eco-awareness 

 Culture of instant gratification 

 Complexity of developing  and maintaining products that 

attract and retain visitors throughout the state 

 Continued demand for experiential travel 

 Growth of cultural tours (edutainment) 

  ά±ƻƭǳƴǘƻǳǊƛǎƳέ ƴƻ ƭƻƴƎŜǊ Ƨǳǎǘ ŀ ƻƴŜǘƛƳŜ ŀŎǘƛǾƛǘȅ όǎŜŀǊŎƘ ŦƻǊ 

meaning again) 

 

Technology & Marketing Trends 

 Accelerated use and applications related 

to smart phones 

 Information overload driving the need for 

improved communications and 

coordination within states and their 

destinations and attractions 

 Content and information that is driven by 

the user 

 Ongoing development and enhancement 

of technology infrastructure to meet the 

needs of applications 

 Convergence of technologies (smart 

phones, computer, television) for content 

 Growth of in-home leisure experiences 

 5ŜǾŜƭƻǇƳŜƴǘ ƻŦ ǾƛǊǘǳŀƭ ǿƻǊƭŘǎ όǿƻǊƭŘΩǎ 

first virtual travel agency) 

 Growth of virtual conferences 

 Increased use of video for marketing 

 Growth in social media 

 Online marketing will continue to grow 

 

 IT enabling further transparency of markets (relevance) 

 Impact of mobile web, GPS, RFID, GIS 

 Continued audience and media fragmentation 

 Going mobileτfusion  of mobile and social and 

unabated appetite for apps 
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{ƛƎƴƛŦƛŎŀƴŎŜ ƻŦ ǘƘŜ ¢ƻǳǊƛǎƳ LƴŘǳǎǘǊȅ ǘƻ ²ȅƻƳƛƴƎΩǎ 9ŎƻƴƻƳȅ 

 

²ȅƻƳƛƴƎΩǎ ǘƻǳǊƛǎƳ ƛƴŘǳǎǘǊȅ ƛǎ ǘƘŜ ǎŜŎƻƴŘ ƭŀǊƎŜǎǘ ƛƴ ǘƘŜ ǎǘŀǘŜΦ Lƴ 2010 travel expenditures in the 
state are preliminary identified as $2,612,000,000 according to Dean Runyan Associates. Payroll is 
at $690,000,000 and tax receipts both local and state contribute $108,000,000 to local and state 
governments.  The industry employees close to 30,000 people. These figures include only the 
direct economic impacts of the spending by travelers and the employment generated by that 
spending. Secondary effects related to the additional spending by businesses and employees are 
not included. After mining tourism contributions close to 8% of the gross state product. 

 

According to the Economic Analysis Division for the State of Wyoming, sales and use tax from the 
leisure and hospitality industry contributes 11% and makes up 10% of the non farm workforce in 
the state. Wyoming Insight 

 

Over 7 million overnight stays occur in Wyoming by visitors and over 800,000 hunting and fishing 
licenses are sold in the state. Attendance at National Parks has been at an all time high. Hunting and 
fishing expenditures exceeded $680,000,000 in FY 2009.  

 

Uncertainties 

Economyτslow growth over the next ten years 

Oil pricesτback to $140 a barrel 

Influenza pandemics 

Terrorism 

Currency movements ςvalue of the dollar 

Extreme weather events and changing weather patterns 

ά{ǘŀȅŎŀǘƛƻƴǎέ as a trendτWyoming is dependent on long haul drive travel more than most 

states 

 

http://eadiv.state.wy.us/creg/WyInsight.pdf
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Wyoming State Parks and Historic Sites hosted 2.685 million visitors in 2009. These visitors spent $78.1 
million dollars in the state on their trips of which $50.1 million was spent in the local regions around the 
parks. Auto expenses, primarily fuel purchases, account for 26% of all spending, groceries 24%, 
restaurants 19%, lodging 13%, and shopping including sporting goods 15%.  
 
The statewide economic significance of the visitor spending in 2009 was 943 jobs, $21.18 million in 
labor income and $37.78 million value added. Visitor spending generated $3.0 million in state and local 
sales and use taxes. Contributions of Wyoming State Parks and Historic Sites to State and Local 
Economies, 2009 
 
²ȅƻƳƛƴƎΩǎ ŀƛǊǇƻǊǘ ǎȅǎǘŜƳ ŎƻƴǘǊƛōǳǘŜǎ ϷмΦп billion in annual economic activity, 14,500 jobs and $375 
million in annual payroll WYOMING STATEWIDE AIRPORTECONOMIC IMPACT STUDY 2009 
 

¢ƘŜ ŎƭŜŀǊ ƛƴŘƛŎŀǘƻǊ ƻŦ Ƙƻǿ ƛƳǇƻǊǘŀƴǘ  ǘƻǳǊƛǎƳ ƛǎ ǘƻ ²ȅƻƳƛƴƎΩǎ ŜŎƻƴƻƳȅ ƛǎ ǘƻ ƭƻƻƪ ŀǘ  ŀ 
comparison of Wyoming and the 50 states on a per capita basis, examining the major 
performance metrics of expenditures, employment , tax revenues and payroll. 

Wyoming ranks 3rd among the 50 states on travel expenditures on a per capita basis behind 
Nevada and Hawaii. It also ranks 3rd behind those same two states when looking at employment. 

In comparing tax revenues generated by tourism, Wyoming comes in 5th comparing all the states. 
Hawaii, Nevada, Minnesota, Florida are 1st through 4th. Lastly, with travel generated payroll, 
Wyoming comes in 5th behind Nevada, Hawaii, Alaska and Florida. 

 

Wyoming is among the top five states in all four categories ƻƴ ŀ ǇŜǊ ŎŀǇƛǘŀ ōŀǎƛǎΦ ²ȅƻƳƛƴƎΩǎ 
ǘƻǳǊƛǎƳ ƛƴŘǳǎǘǊȅ ŎƭŜŀǊƭȅ ƛǎ ƳƻǊŜ ǎƛƎƴƛŦƛŎŀƴǘ ǘƻ ²ȅƻƳƛƴƎΩ ƻǾŜǊŀƭƭ ŜŎƻƴƻƳȅ ǘƘŀƴ ǘƘŀt of 45 other 
states and contributes a great deal to the overall well being of the economy of Wyoming. 

 

Key Plan Drivers 

In order to have a clear sense of the key drivers in the Master Plan, a review was done into the 

overall direction and context that we needed to analyze existing data and data that we have 

collected through interviews, surveys, meetings and focus groups. The following nine drivers to 

the Master Plan are the parameters that we used in drafting the recommendations: 

 Maintain/increase market share as it relates to the number of travelers to 

Wyoming 

 Maintain/increase expenditures, employment and tax revenues related to 

Wyoming tourism 

http://wyoparks.state.wy.us/PlanningDocs/2010EIR.pdf
http://wyoparks.state.wy.us/PlanningDocs/2010EIR.pdf
http://www.dot.state.wy.us/webdav/site/wydot/shared/Aeronautics/ENTIRE%20Wyoming%20econ%20report-2008-rev9.pdf
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 Increase time and money spent by travelers when they are in the state 

 Increase number of travelers to the shoulder seasons 

 Attract travelers to all parts of the state 

 Increase the number of international travelers to the state 

 Generate greater participation in wildlife and outdoor recreation activities 

 Maintain/enhance our cultural, historical and artistic assets 

 Maintain/increase resourcesτpeople and funds 

 

       Integration 

During the course of our work we identified a number of ongoing initiatives and planning that 

were being conducted by other agencies and organizations that will have an impact on the 

Tourism Industry Master Plan. Because of the timing of these other studies and initiatives their 

data cannot be fully incorporated into our analysis, but it will be important to do so in 2011 for 

the success of this Master Plan. In addition, we have an overall recommendation that there be 

some type of coordinating group or individual that has the responsibility on an ongoing basis to 

work with these agencies and others, so that the overall plan is updated and reflects new 

information that can impact the plan in the next ten years. 
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  Themes/Organization 

Through our data collection and input from our public engagement with the tourism industry, 

eight themes emerged that we feel best represent how we should organize the Master Plan and 

to develop recommendations. They are: 

 Product Development/Infrastructure 

 Partnerships/Collaboration/Cooperation/Integration 

 Communications/Education/Information/Advocacy 

 Marketing/Global/Technology 

 Outdoor Recreation/Wildlife/Adventure/Open Spaces/Natural Resources 

 Culture/Heritage/Authentic/Western/History 

 Visitor Service/Quality/Hospitality/Customer 

 Sustainability/Stewardship/Preservation 
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Recommendations 

1.0 Product Development 

Product development encompasses both new and existing infrastructure as well as events and attractions both 

public and private.  

1.1 Create a consistent and systematic approach to identify and fund new product development 

opportunities. 

 

aƻŘŜƭ ƭŜƎƛǎƭŀǘƛƻƴ ōŀǎŜŘ ƻƴ άVision Iowaέ ƭŜǾŜraging private and public sector resources to 

develop new product to retain and attract new visitors to Wyoming. A special review 

board should be established to review applications and determine and set criteria within 

legislative parameters. Funding should be front loaded and require a financial 

commitment from the applicant. Operational elements should be incorporated into the 

Wyoming Business Council.  

 

1.2 Work with the Wyoming Business CouncilΩǎ Loan Programs to target existing tourism related 

businesses that want to upgrade and or expand.  

 

Reconfigure current information in a format and context that is readily understood by 

travel businesses, attractions and organizations to encourage them to utilize the current 

program and develop a program to regularly publicize these programs. Place prominently 

on Wyoming Tourism Industry web site.  

1.3 Develop more events and festivals. 

Critical to any tourism product mix are its events and festivals. Supporting existing events 

and developing new events can generate greater revenue from travelers and at the same 

time provide new opportunities for residents. For events already in existence, provide 

support for festival and event management training and education. For the development 

of new festivals a matching grant program should be considered that would be made 

available as seed money for creating the new event or festival. This should be targeted 

toward smaller communities in the state and an application and criteria needs to be 

established as well as funding levels. 

 

 

http://www.iowalifechanging.com/vision/catrules.aspx
http://www.wyomingbusiness.org/financial/loan.aspx
http://wyomingofficeoftourism.net/
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1.4 Complete and implement comprehensive technology platform for residents and visitors. 

Engage and work with appropriate agencies and organizations to develop and expand cell 

service compatible with the surrounding landscape throughout the state of Wyoming. 

With the changing technology and use of smart phones to access information both by 

residents and visitors it is critical that cell service throughout the state be expanded and 

implemented as soon as possible. Long term growth for additional spending by visitors 

will be limited, and opportunities for growth, especially with lesser known destinations 

and attractions in the state, will be limited. 

1.5 Create a partnership program for community beautification. 

Work with the Wyoming Business Council to expand its current guidelines of Community 

Assistance to include improving the look and feel of the entrances to Wyoming 

communities as well as throughout the community. First impressions are critical to 

retaining visitors and encouraging them to get off the beaten path during their trips. 

Entrance appeal for destinations, especially those that are considered more pass through 

destinations, can get visitors to use the services and businesses at a higher rate than those 

that do not have an appealing entrance. Consideration should also be given to expanding 

the current Certified Tourism Community program that was started recently with the 

Wyoming Office of Tourism Office.  

1.6 Develop excursion train service. 

Undertake a feasibility study to determine best location and financial viability for an 

excursion train. A number of states have worked with the private sector to develop this 

type of attraction. Currently such an attraction does not exist in Wyoming but could be an 

added draw for communities involved. The feasibility study would be the basis for the 

private sector investment to develop a new excursion train. Develop and support ways to 

strengthen railroad history and heritage. 

1.7 Develop scenic boat trips in underutilized waters. 

Conduct an assessment of current scenic boat operations in the state vs. current and 

future use patterns on Wyoming waterways to identify gaps in service and to seek out 

new concessionaire opportunities, including dinner cruise and non motorized concepts. 
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1.8 Expand air service and bus service development. 

Air service is especially critical to the long term growth of tourism over the next 10 years. 

A coordinated approach needs to be developed to engage the airlines with the tourism 

industry to look for solutions. A special industry task force should be created, working 

with the Wyoming Office of Tourism Office (WOT) and the Wyoming Department of 

Transportation, to review current efforts and expand and identify new incentives and 

opportunities in partnership with the airlines to increase services. This group could also 

review the limitations and barriers for ground transportation (bus) service within the state 

or create a separate task force. These activities would benefit not only visitor access and 

volume, but also provide added value to the residents of Wyoming and the business 

community in general. 

1.9 5ŜǾŜƭƻǇ ŀ ǎǘŀǘŜ ǇŀǊƪ ǘƻ ƛƴǘŜǊǇǊŜǘ άwŀƴŎƘƛƴƎέτliving working ranch  

Undertake a feasibility study to determine viability of creating a new attraction and 

ǇǊŜǎŜǊǾƛƴƎ ŀ ǎƛƎƴƛŦƛŎŀƴǘ ŜƭŜƳŜƴǘ ƻŦ ²ȅƻƳƛƴƎΩǎ ŎǳƭǘǳǊŜ ŀƴŘ ƘŜǊƛǘŀƎŜΦ .ŀǎŜŘ ƻƴ ƻǳǊ 

assessment, this is a critical gap in the current offerings to visitors in the state and would 

serve the dual purpose of interpreting the ranch history of the state, as well as, providing 

a necessary new travel product. As part of the study an overall status and inventory of 

current working farms and ranches should be included with the development of concepts 

to support them. 

o Best Practices/Resourcesτadditional resources can be found in the appendixes 

Vision Iowa 

Kansas Attractions Development Grants 

Kentucky Tourism Development Act 

Kansas Agritourism Promotion 

Greater Yellowstone Regional Transportation Co-op 

 

 

 

http://www.iowalifechanging.com/vision/catrules.aspx
http://travelksindustry.com/DocumentView.aspx?DID=86
http://www.kyagr.com/marketing/agritourism/tourism.htm
http://www.kansascommerce.com/index.aspx?nid=165
http://www.yellowstonebusiness.org/datafiles/Linx%20Economic%20Impact%20Analysis.pdf
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2.0 Partnerships 

Partnerships include the concepts of collaboration, cooperation, coordination and integration related to all elements of the 

tourism industry including local, state, and federal agencies and the private and non-profit sectors of the Wyoming economy.  

2.1 5ŜǾŜƭƻǇ ŀ ά.Ŝǎǘ ƛƴ /ƭŀǎǎέ {ǘŀǘŜ ƻŦ ²ȅƻƳƛƴƎ ¢ƻǳǊƛǎƳ LƴŘǳǎǘǊȅ ǿŜō ǎƛǘŜΦ 

9ȄǇŀƴŘ ǘƘŜ ǊŜǾƛǎŜŘ άƛƴŘǳǎǘǊȅέ όƴƻǘ ŎƻƴǎǳƳŜǊύ ǿŜōǎƛǘŜ ǘƻ ǇǊƻǾƛŘŜ ƳƻǊŜ ƛƴŦƻǊƳŀǘƛon to the 

tourism industry not only from WOT, but also from a variety of other agencies (state, 

federal, nonprofit) that have an involvement in tourism. Information should include rules 

and regulations, strategic plans, research and studies as well as programs and services 

that might be of interest to tourism businesses, organizations and attractions. 

2.2  Expand research capacity and services.  

/ǊŜŀǘŜ ŀ άŎƻƳǇǊŜƘŜƴǎƛǾŜ ǊŜǎŜŀǊŎƘ ŘŀǘŀōŀǎŜέ ǿƛǘƘ ŀƭƭ ŀƎŜƴŎƛŜǎ (state, federal, local and 

nonprofit) contributing and posting on ά¢ƻǳǊƛǎƳ Industryέ web site. In addition, WOT 

should conduct more άǘǊŜƴŘǎέ ǊŜǎŜŀǊŎƘ to support the Master Plan over time and to 

provide more benefit to local tourism communities and businesses.  Periodic surveys 

should be done at state and local visitor centers to add to the information already 

collected by WOT. Consideration should be given to developing more research 

partnerships with the University of Wyoming. To accomplish this WOT will need to add a 

research person to their team who can coordinate this and provide additional services. 

2.3 9ǎǘŀōƭƛǎƘ ŀ άaŀǊƪŜǘƛƴƎκtǊƻŘǳŎǘ 5ŜǾŜƭƻǇƳŜƴǘ /ƻǳƴŎƛƭέ ŦƻǊ ǎǘŀǘŜκŦŜŘŜǊŀƭ ŀƎŜƴŎƛŜǎΦ 

This should be modeled off of the Wyoming Recreation Action Team (REACT) organization 

and focus on coordinated marketing and product development needs for the tourism 

industry and the effected agencies. Consideration should be given to common bidding for 

advertising/marketing services to reduce duplication, maximize resources and leverage 

marketing partnerships. This council would review marketing and product development 

plans and strategies annually by participating agencies to coordinate and maximize time 

and resources. Ultimately, WOT could become ǘƘŜ άƳŀǊƪŜǘƛƴƎ ŀƎŜƴŎȅέ ŦƻǊ ǘƘŜ ǎǘŀǘŜ ŀƴŘ 

provide expertise to all agencies related to attracting visitors and residents to their sites. 

This is being considered by several states and they could be used as an additional model 

for creating council.  Additional staffing will be required for this concept to be successful. 

 

http://www.wyomingbusiness.org/pdf/tourism/FINA_REACT_MOU_1207.pdf
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2.4 Expand incentive and cooperation to further develop film industry. 

The competition for locating film and video production in state locations has accelerated 

over the past 10 years. Wyoming has great venues but needs to increase its incentives to 

compete. Consideration needs to be given to expanding the current incentives, working 

with federal agencies and developing additional services that the state offers film and 

video production companies including access to services in the state.  

2.5 Develop more cooperative programs with agricultural interests statewideτProduct 

Development/Marketing. 

Agricultural Tourism is becoming more developed and can especially support and add 

value to rural communities. Travelers are looking for unique experiences and a number of 

states have expanded their programs to incorporate this new area. This activity could 

include farmers markets, wine trails, farm stays and the development of bed and 

breakfast establishments. A task force of agencies and organizations should be organized 

to explore the opportunities and barriers to overcome in developing this concept for 

Wyoming.  

2.6 Develop additional events and programs to involve young people in outdoor recreation 

activities including hunting and fishing. 

Looking at recent trends of declining participation, it is critical to identify new venues for 

young people to engage in outdoor activities, especially hunting and fishing.  Current 

programs should be expanded and supported. Research is underway to help determine 

better ways to engage young people through a REACT initiative but it is not complete. The 

results of these surveys need to be analyzed and recommendations should be given 

serious consideration. 

2.7 Annually review strategic and long range plans of partner agencies and organizations to 

determine areas of coordination and cooperation, reducing any duplication of efforts and 

identify collaborative opportunities. 

The following list is not meant to be inclusive. 

²ȅƻƳƛƴƎ !ǊǘΩǎ /ƻǳƴŎƛƭ [ƻƴƎ wŀƴƎŜ tƭŀƴ, Wyoming Business Council, Department of Parks 

and Cultural Resources, State Parks, Historic Sites and Trails, Wyoming Game and Fish 

Department, Wyoming Department of Transportation, Wyoming Office of Tourism, 

http://wyoarts.state.wy.us/pdf/FinalDraftWACplanShortVersion.pdf
http://www.wyomingbusiness.org/pdf/2007_0828_WBC_Strategic_Plan_FINAL.pdf
http://wyospcr.state.wy.us/pdf/SPCR2011-2012SP.pdf
http://wyospcr.state.wy.us/pdf/SPCR2011-2012SP.pdf
http://wyoparks.state.wy.us/PlanningDocs/SOAR2015Draft.pdf
http://gf.state.wy.us/downloads/pdf/SHP_Jan09.pdf
http://gf.state.wy.us/downloads/pdf/SHP_Jan09.pdf
http://www.wyoconnects.com/lrtp.htm
http://www.wyomingbusiness.org/pdf/tourism/FY_11-FY_12_Tourism_Strategic_Plan_Final_82009.pdf
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Statewide Comprehensive Outdoor Recreation Plan, Wyoming Rural Development 

Council, Wyoming Main Street, Tracks Across Wyoming, Wyoming State Historic 

Preservation Office, Bureau of Land Management-Wyoming, Yellowstone National Park, 

Grand Teton National Park, US Fish and Wildlife Services, US Forest Services. 

o Best Practices/Resourcesτadditional resources can be found in the appendixes 

California Rural Tourism Strategy 

Ontario East Economic Development Commission-Tourism Investment -Pre 

Feasibility Assessment-a community workbook 

3.0 Communications/Education 

Communications includes information, training and advocacy related to the Wyoming tourism industry.  

3.1 Develop a program to engage residents of Wyoming on the importance of tourism in 

supporting the overall economy, as well as, understanding of the benefits of the tourism 

industry in the state. 

The awareness, benefits and impacts of tourism are not as widely understood as they 

should be both within the industry and among the general public and decision makers. In 

order to change this WOT should expand its National Tourism Week programs and 

develop an in-state public relations campaign on the importance and value of tourism and 

how it touches and impacts residents of Wyoming. Consideration should be given to 

ŜǎǘŀōƭƛǎƘƛƴƎ ŀƴ άŀƳōŀǎǎŀŘƻǊǎέ ǇǊƻƎǊŀƳ ǘƘŀǘ ǿƛƭƭ ǎǳǇǇƻǊǘ ŀƴŘ ƘŜƭǇ ²ȅƻƳƛƴƎ ǊŜǎƛŘŜƴǘǎ 

extol the virtues of traveling and vacationing in Wyoming.  Additionally, a survey of 

residents annually would allow for measurement on this program and provide broader 

input. 

3.2 Expand existing educational and training programs in Wyoming high schools through WLRA. 

The Wyoming Lodging and Restaurant Association has been conducting a program in high 

schools for a number of years. It needs to be expanded to incorporate mentoring 

programs and other benefits to keep students engaged in the program and considering a 

career in Wyoming tourism. Currently programs are offered in the accommodations and 

restaurant areas that need to be expanded. Consideration should be given to developing a 

program in destination marketing.  

http://wyoparks.state.wy.us/PlanningDocs/scorp/intro.pdf
http://www.wyomingrural.org/strategic_planning.asp
http://www.wyomingrural.org/strategic_planning.asp
http://www.wyomingmainstreet.org/
http://www.tracksacrosswyoming.com/default.aspx
http://wyoshpo.state.wy.us/pdf/PreservationPlan.pdf
http://wyoshpo.state.wy.us/pdf/PreservationPlan.pdf
http://www.blm.gov/pgdata/etc/medialib/blm/wy/information/annualreports.Par.69139.File.dat/2009anrpt.pdf
http://www.nps.gov/yell/planyourvisit/upload/businessplan.pdf
http://www.nps.gov/grte/parkmgmt/upload/GRTE_2005-2008_strategic_plan.pdf
http://www.fws.gov/partners/strategicPlan.html
http://www.fs.fed.us/publications/strategic/fs-sp-fy07-12.pdf
http://tourism.visitcalifornia.com/media/uploads/files/00698CTTCRuralStrategicPlan_3.pdf
http://www.trenthills.ca/en/economicdevelopment/resources/TourismWorkbookFinal.pdf
http://www.trenthills.ca/en/economicdevelopment/resources/TourismWorkbookFinal.pdf
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3.3 Develop additional joint programs with Workforce Services specific to tourism. 

Consideration should be given to developing new programs in the area of tourism. 

Current processes should be reviewed on existing programs to see how they can be more 

streamlined to more effectively meet the need of the tourism industry in Wyoming. 

3.4 Ongoing customer service/hospitality training programs.  

Customer service is a critical component of the visitor experience. It can impact where 

visitors spend their discretionary travel dollars; but even more important, it can impact 

future visits. In the current social network environment, a negative experience can reduce 

future business when it is spread virally to a large audience. Consideration should be given 

to developing a program with WLRA to provide community customer service training 

rather than having the WOT provide it. Beyond training in direct tourism establishments, 

there is a need to engage employees from other businesses, such as retail and service 

stations. This should be incorporated into a customer service training program as well. 

Consideration should be given to a regional approach to these programs on an annual 

basis. 

3.5 Visitor center staff FAM (familiarization) tours to learn more about different parts of the 

state. 

There are many state and locally run visitor centers in Wyoming. To better coordinate and 

develop new content at all visitor centers on a statewide basis, a program should be set 

up for staff exchanges between state and local centers.  

3.6 Conduct Tourism Industry listening sessions annually throughout the state. 

Communications between the WOT and tourism industry are critical in the future. The 

WOT should conduct annual listening sessions in the five regions of the state. In additional 

to WOT, other agencies should also be involved. The agendas for the meetings should 

include updates from the agencies, a review of the Master Plan and strategic plans of the 

agencies, as well as, ample time to get feedback and input from the industry. 

 

 



20 Wyoming Tourism  Industry Master Plan Draft 

 

  Hank Todd Solutions Group                                                  2/22/2011 

 

3.7 Expand educational participation programs related to outdoor recreation, habitat and 

wildlife. 

Because of the critical nature of outdoor recreation, habitat and wildlife to the overall 

tourism industry, there is a need to expand education in these areas to residents and 

visitors alike. A strong understanding of the challenges, opportunities and value of these is 

important to the tourism industry long term growth and well being 

3.8 Develop communications strategies to respond to natural occurrences and other emerging 

landscape issues that may have a negative impact on the tourism industry in Wyoming. 

A coordinated communications strategy is needed to explain what is being done or can be 

done to mitigate the impacts of the bark beetle to Wyoming over the next 10 years, as 

well as, an understanding of natural progression. This strategy should be directed to the 

traveling public and residents informing them about how the landscape is changing and 

why. Consideration should be given to issues that may impact the landscape over the next 

ten years. 

3.9 Develop more education and training programs related to preservation and stewardship 

including economic viability.  

{ƛƴŎŜ ǎƻ ƳǳŎƘ ƻŦ ²ȅƻƳƛƴƎΩǎ ǘƻǳǊƛǎƳ ǎǘǊŜƴƎǘƘǎ ƛƴǾƻƭǾŜ ƻǇŜƴ ǎǇŀŎŜǎΣ ǿƛƭŘƭƛŦŜΣ ƻǳǘŘƻƻǊ ŀƴŘ 

historic preservation must be continued. Expanded training and education programs will 

help communicate an understanding about the relevance that open spaces have to the 

growth of tourism now and in the future. A task force should be established to review 

current programs and devise new ways to introduce these concepts in schools and 

communities of Wyoming. Consideration should be given to utilizing the community 

colleges as part of the program development and implementation. 

o Best Practices/Resourcesτadditional resources can be found in the appendixes 

Tourism Ambassador Program 

 

 

 

 

 

 

 

http://www.tourismambassadorinstitute.com/ctaprogram.html
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4.0 Marketing 

Marketing includes the concepts of being global and the application and development of technology to support 

overall tourism programs at local, state and federal agencies and organizations. 

4.1 Develop comprehensive database - federal, state, local, all events, activities and attractions. 

With ever changing demands and needs for travel information 24/7, the state needs to 

have a comprehensive database of all private and public attractions, events, 

accommodations, sites, etc. Currently some of this data is stored separately and is not 

easily accessible. In order to meet the needs of travelers, an effort should be made to 

consolidate or link these databases. 

4.2 /ƻƴǘƛƴǳŜ ǘƻ ŘŜǾŜƭƻǇ ά.Ŝǎǘ ƛƴ /ƭŀǎǎέ ²ȅƻƳƛƴƎ ¢ƻǳǊƛǎƳέ ŎƻƴǎǳƳŜr web site.  

Destination web sites have become one of the most critical elements for any state 

tourism program or destination. With the fast pace of every changing technology, there is 

a continual need to invest in web site development, navigation, content and usability by 

the traveler. Regular user reviews need to be conducted to make sure that the site is 

meeting the needs and expectations of users. Annual reviews should be conducted of 

ŎƻƳǇŜǘƛǘƻǊΩǎ ǎƛǘŜǎ ŀƴŘ ōŜƴŎƘƳŀǊƪŜŘ ŀƎŀƛƴǎǘ ƴŀǘƛƻƴŀƭ ǎǘŀƴŘŀǊŘǎ ǘƻ Ŝƴǎǳre that site is not 

only meeting user needs, but exceeding them. As prospective travelers become more 

segmented in their interests there will be a strong need for more niche content in the web 

site. 

4.3 Develop meaningful mobile strategies, applications and services that would provide real time 

information to travelers and recreationists. 

With the continued expansion of smart phone usage by individuals to get information, it is 

critical that WOT be able to meet this need. Individuals will be relying more and more on 

their smart phones. As we saw the explosion in the use of PCs with the advent of the 

Internet, the same is and will be happening with smart phones. WOT must be positioned 

to take advantage of this. The comprehensive data base, expanded cell service and niche 

content will drive the ability to take advantage of the available information. Increased 

investments in these areas will be instrumental in future growth of the industry and play a 

more important role in marketing. Niche content development will be critical in delivering 

target information to smart phone users. A clear opportunity exists for state parks, 
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wildlife and outdoor recreation activities.  Consideration should be given to adapting the 

ά/ǳǘǘ-{ƭŀƳέ ǇǊƻƎǊŀƳ ōȅ Wyoming Game and Fish Department to other activities. 

4.4 Continue and expand enhanced GIS/GPS systems for all of tourism.  

WOT has developed a great deal with GIS and is ahead of a number of destinations but 

continued investment and expansion need to take place. Coordination with other 

agencies and the comprehensive database and the GIS systems need to be expanded to 

ǇǊƻǾƛŘŜ ǘƘŜ ƴŜŎŜǎǎŀǊȅ ƛƴŦƻǊƳŀǘƛƻƴ ǘƻ ōŜ ά.Ŝǎǘ ƛƴ /ƭŀǎǎέ ǿƛǘƘ ǿŜō ǎƛǘŜ ŀƴŘ ƳƻōƛƭŜ 

applications. 

4.5 /ǊŜŀǘŜ άƭƻƻǇ ǘƻǳǊǎέ ŎƻǾŜǊƛƴƎ ǘƘŜ ǿƘƻƭŜ ǎǘŀǘŜ ƛƴ Ŏƻƴǎǳƭǘŀǘƛƻƴ ǿƛǘƘ ƭƻŎŀƭ ǘƻǳǊƛǎƳ Ŏƻmmunities 

and organizations. 

5ǳǊƛƴƎ ǘƘŜ ǇǊƻŎŜǎǎ ƛǘ ǿŀǎ ŎƭŜŀǊ ǘƘŀǘ ǘƘŜǊŜ ƛǎ ŀ ƴŜŜŘ ǘƻ ŦƛƴŘ ǿŀȅǎ ǘƻ ƎŜǘ ǘǊŀǾŜƭŜǊǎ άƻŦŦ ǘƘŜ 

ōŜŀǘŜƴ ǇŀǘƘέ ǘƻ Ǿƛǎƛǘ ƭŜǎǎŜǊ ƪƴƻǿƴ ŘŜǎǘƛƴŀǘƛƻƴǎ ŀƴŘ ŀǘǘǊŀŎǘƛƻƴǎΦ ! ǎǳŎŎŜǎǎŦǳƭ ǎǘǊŀǘŜƎȅ ƛǎ ǘƻ 

develop a series of loop tours, one to four day itineraries that are connected or 

highlighted by common venues, as well as, geography. Examples of these could be art 

galleries and art attractions, museums, parks, historic sites, monuments, attractions or 

activities such as biking, boating, birding, hiking, horseback riding, wildlife watching, 

fishing, or hunting. A review of all possible common venues should be undertaken, 

prioritized and then deployed on all platforms. Consideration should be given to 

incorporating federal, as well as, state and local sites.    

4.6 Develop improved content coordination between web site and travel guide. 

To ensure continuity, annual reviews should be made so printed materials such as the 

travel guide and the web site have coordinated content. This has already been started by 

the WOT. 

4.7 Provide resources to create a national marketing program.  

In order to grow tourism over the next ten years, additional investments will need to be 

made in marketing. Currently there is a need but no budget to expand the number of 

markets that are covered by WOT. Chicago was added this last year; but to truly grow, 

new markets must be added. In order to compete in a given market there needs to be a 

minimum investment. Wyoming needs to consider adding up to 10 new markets over the 

next 10 years while staying competitive in their existing markets. 
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4.8 Expand shoulder and off season marketing. 

This was identified as a need by a number of destinations and businesses during the 

process.  It is critical to understand the availability and accessibility of tourism attractions 

and businesses during non-peak times. An assessment needs to be made statewide on 

lodging availability and hours of operation for attractions and other tourism venues in 

order to identify the best time by region for this expansion, as well as, to determine 

minimum service availability to make meaningful impact.  

4.9 9ȄǇŀƴŘ ά5Ŝǎǘƛƴŀǘƛƻƴ {ǇŜŎƛŀƭƛǎǘέ ǇǊƻƎǊŀƳ ǘƻ ŎƻǾŜǊ ƭƻŎŀƭ ŎŀǇŀŎƛǘȅ ŦƻǊ ǎƻŎƛŀƭ ƴŜǘǿƻǊƪƛƴƎ 

connections and information fulfillment and response. 

With the changing need of information delivery from tradition sources such as mail and 

phone to the web sites and smart phones, there is critical need to address the new 

delivery of information through social networks. Recently WOT ƭŀǳƴŎƘŜŘ ŀ ά5Ŝǎǘƛƴŀǘƛƻƴ 

{ǇŜŎƛŀƭƛǎǘέ ǇǊƻƎǊŀƳΦ /ƻƴǎƛŘŜǊŀǘƛƻƴ ǎhould be given to expanding the current program to 

incorporate social networking and the building of local capacity to meet this need. In the 

past, destinations had large mail rooms and phone and calls centers; today and going 

forward they will need an e-mail center/social networking/text center. By modifying and 

ƛƴŎŜƴǘƛǾƛȊƛƴƎ ǘƘŜ ά5Ŝǎǘƛƴŀǘƛƻƴ {ǇŜŎƛŀƭƛǎǘέ ǇǊƻƎǊŀƳ ǘƘŜȅ Ŏŀƴ ŎǊŜŀǘŜ ŀ ŘƛǎǘǊƛōǳǘŜŘ 

information response systems that will meet future needs. 

4.10 Develop marketing programs to increase the number of hunting and fishing licenses and 

developing new marketing programs to increase hunting and fishing opportunities 

throughout the state. 

There is a great opportunity to increase the participation in hunting and fishing programs, 

but there is lack of marketing support to achieve this. Targeted programs need to be 

designed that will reach segmented audiences for hunting and fishing. They should 

approach the overall markets, but also be species specific based on those segmented 

audiences. A marketing program would also help to support the need of participation 

rates of younger people and expand the diversity of participants. Utilize new technology 

and marketing to broaden the agencies reach.  
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4.11 Expand international marketing. 

Recently the federal government passed the Tourism Promotion Act which will create an 

opportunity to leverage resources and expand partnerships internationally. Wyoming is 

well positioned with its national parks and other attributes to take advantage of this. 

Additional funding at the state level for international marketing will leverage at least an 

equal amount in federal support and allow WOT to grow the international market for the 

state. Consideration should be given to more multi lingual information both in print and 

electronic. Incorporate international programming through Rocky Mountain International 

into tourism industry web site. 

o Best Practices/Resources Best Practices/Resourcesτadditional resources can be found 

in the appendixes 

Twenty Best Practices for DMO websites 

Travel Social Media Best Practices in Travel and Hospitality 

e-Review of Tourism Research (eRTR) is a web-based, bimonthly international research 

network for tourism professionals 

Trend Watching 

 E-Marketer 

New Media Trend Watch 

Marketing in a Post-Recession WorldτJune 2009 

Unique Concepts 

 

 

 

 

 

http://www.xotels.com/en/marketing/destination-internet-marketing
http://travelsocialmedia.com/
http://ertr.tamu.edu/
http://ertr.tamu.edu/
http://trendwatching.com/briefing/
http://www.emarketer.com/
http://www.newmediatrendwatch.com/news
http://www.slideshare.net/thomeu/marketeers-challenges-role-and-trends-2010
http://www.springwise.com/tourism_travel/visionwalks/
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5.0 Outdoor Recreation/Wild life 

Outdoor Recreation/Wildlife includes elements relating to natural resources, open spaces and the concepts of 

adventure. 

5.1 Promote wildlife viewing areas and develop new opportunitiesτмл άōŜǎǘ ǇƭŀŎŜǎέ ǘƻ ǎǇƻǘ 

Wyoming wildlife. 

²ȅƻƳƛƴƎΩǎ ǿƛƭŘƭƛŦŜ ǇǊŜǎŜƴǘǎ a great opportunity to increase awareness of the state and 

provide unique experiences to travelers.  Greater emphasis on web sites and mobile 

applications will generate even more interest. Consideration should be give to more web 

cameras at specific locations and better communications to the traveling public on the 

best wildlife viewing areas. 

5.2 Increase aggregation of wildlife content and information sources for web sitesτuser based. 

There is a great deal of information on the Internet specific to wildlife in Wyoming. The 

information is spread across numerous sites and is hard to access. A program should be 

put in place that will aggregate this information into one site. This will increase awareness 

and generate greater interest in wildlife in Wyoming. It will also provide an opportunity to 

increase the marketing of wildlife to make it more accessible to the traveler and generate 

greater travel to the state for wildlife viewing.  

5.3 Development of extreme sports venues and/or events. 

Extreme sports continue to be a growing area of interest, especially among young people. 

Participation rates are growing and Wyoming has a number of locations that could be 

developed to generate greater opportunities and engage young people with other 

outdoor recreation activities. Considerations should be given to a feasibility study that 

would match the current and future market with possible locations or events within the 

state and identify current venues and events already taking place in Wyoming. 

5.4 Expand interpretive programs for Outdoor Recreation and Wildlife. 

²ƛǘƘ ǘƘŜ ƎǊƻǿƛƴƎ ŘŜƳŀƴŘ ōȅ ǘǊŀǾŜƭŜǊǎ ǘƻ ƘŀǾŜ ŀƴ άŜȄǇŜǊƛŜƴŎŜέ ƴƻǘ Ƨǳǎǘ ŀ ǾŀŎŀǘƛƻƴ ŀƴŘ 

the desire to have more educational programs as part of their trip, expanding interpretive 

programs in the outdoor recreation and wildlife areas is necessary. Review current 

programs to consider expansion and identify new opportunities for development. 
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5.5 Make Wi-Fi services available in all developed parks and recreation areas. 

In order to meet the growing demand for Internet access wherever and whenever 

someone is traveling and to engage young people, consideration should be given to 

ensure that Wi-Fi access is available at all developed parks and recreation areas. This 

would help to extend stays and provide for greater customer satisfaction. 

5.6 Develop and promote more non-consumptive wildlife festival, events and programs. 

There is an opportunity to increase travel by individuals looking for non consumptive 

wildlife venues. Bird watching, photography and other activities can be better promoted 

and communicated. Web sites should be adapted with more information on these 

activities from a user/participant perspective. Mobile opportunities also will be growing 

for this area. A number of destinations have developed events and festivals around these 

activities and Wyoming clearly has an opportunity to develop this type of event and 

generate greater travel. Consideration of this type of event should be part of the 

recommendation on creating a festivals and event grant program. 

 

5.7 Complete and expand multi-jurisdictional trails (like the Continental Divide). 

Multi-state marketing and venue development are growing and present another 

opportunity to increase visitation. Travelers are more and more making decisions based 

on the experiences they want to have. They are less interested if something is state, 

federal or local. Shared resources among states and other jurisdictions help to reduce the 

ƻǾŜǊŀƭƭ Ŏƻǎǘ ŦƻǊ ǇǊƻǾƛŘƛƴƎ ǘƘŜ ǘǊŀƛƭ ŜȄǇŜǊƛŜƴŎŜ ŀƴŘ ŜƴƘŀƴŎŜ ǘƘŜ ǇŀǊǘƛŎƛǇŀƴǘΩǎ ŜȄǇŜǊƛŜƴŎŜΦ 

Finishing the Continental Divide Trail will be a benchmark for future opportunities. A 

review should be made of similar opportunities which could then be prioritized. This can 

go beyond trails and extend to waterways and other common venues. 

5.8 Develop three and/or seven day nonresident fishing licenses. 

Developing additional fishing licenses would provide more opportunity for nonresidents 

to consider fishing while on their trip to Wyoming. It could lead to additional revenue 

opportunities and improved usage. A study should be conducted to determine the 

opportunities and barriers to make these additional licenses available based on specific 

user interests and the ability for the changes to generate greater revenue.  
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5.9 Develop alternative funding mechanisms to operate and maintain trails and parks. 

¢ƘŜǊŜ ƛǎ ŀ ǎǘǊƻƴƎ ƴŜŜŘ ǘƻ Ƴŀƛƴǘŀƛƴ ²ȅƻƳƛƴƎΩǎ ǇŀǊƪǎ ŀƴŘ ǘǊŀƛƭǎΦ !ŘŘƛǘƛƻƴŀƭ ŦǳƴŘƛƴƎ 

mechanisms should be explored including the interim study now being conducted. The 

long term implications of not being able to maintain the parks and trails systems will have 

negative impacts on tourism overall in the state.  Ensure that contingency plans are in 

place to remain open in case of natural disasters, such as floods, etc. 

5.10 Develop and improve services at Wyoming lakes. 

Consider more rock barriers around ramps for improved boat safety. Develop more 

campsites, restrooms and facilities, including fishing stations and other amenities to 

support anglers and identify any gaps in access. 

5.11  !ŎŎŜƭŜǊŀǘŜ ǿƛƭŘƭƛŦŜ άƻǾŜǊέ άǳƴŘŜǊέ Ǉŀǎǎ ǇǊƻƎǊŀƳΦ 

As wildlife is a critical elemŜƴǘ ǘƻ ²ȅƻƳƛƴƎΩǎ ǘƻǳǊƛǎƳ ƛƴŘǳǎǘǊȅΣ ŎƻƴǎƛŘŜǊŀǘƛƻƴ ǎƘƻǳƭŘ ōŜ 

ƎƛǾŜƴ ǘƻ ŀŎŎŜƭŜǊŀǘƛƴƎ ǘƘŜ ŎǳǊǊŜƴǘ ŎƻƴǎǘǊǳŎǘƛƻƴ ƴŜŜŘǎ ƻŦ ǘƘŜ άƻǾŜǊέ άǳƴŘŜǊέ Ǉŀǎǎ ǇǊƻƎǊŀƳ 

and complete them as soon as possible. Web cameras should be placed at all current and 

future locations. 

o Best Practices/Resourcesτadditional resources can be found in the appendixes 

Game and Fish Statewide Action Plan 2010 

Statewide Comprehensive Outdoor Recreation Plan 

Comprehensive Conservation Plans Wyoming 

 

 

 

 

 

 

 

http://gf.state.wy.us/downloads/pdf/swap/2010_SWAP_Complete.pdf
http://wyoparks.state.wy.us/PlanningDocs/Scorp.asp
http://www.fws.gov/mountain-prairie/planning/States/Wyoming/wyoming.htm
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6.0 Culture/Heritage 

Culture/Heritage is all inclusive including history, ǘƘŜ ŀǊǘǎΣ ŀǎ ǿŜƭƭ ŀǎΣ ǘƘŜ ŎƻƴŎŜǇǘǎ ƻŦ άǿŜǎǘŜǊƴ ŀƴŘ άŀǳǘƘŜƴǘƛŎέΦ  

6.1 Develop and promote more Wyoming products and crafts. 

There are a number of products produced in Wyoming that given more visibility would 

add to the awareness of the state for visitors and residents alike. Present information on 

web sites that are visited by travelers. Products should be displayed and potentially sold 

ŀǘ ǾƛǎƛǘƻǊΩǎ ŎŜƴǘŜǊǎ ŀƴŘ ƻǘƘŜǊ ǾŜƴǳŜǎ ŀƴŘ ƭƻŎŀǘƛƻƴǎ ǘƘŀǘ ŀǊŜ ŦǊŜǉǳŜƴǘŜŘ ōȅ ǾƛǎƛǘƻǊǎΦ ¢Ƙƛǎ 

would provide both leverage to support other industries in the state and bring a value-add 

to the visitors and more awareness of Wyoming. Consider aggregating all of them onto 

one consumer web site. Coordinate with the Wyoming First Program. 

6.2 Further develop downtown walking and biking tour opportunities. 

Programs being developed to meet the need of a growing number of walkers and bikers 

are being used more and more by travelers. Educational programs are available to 

communities to support this concept and to bring additional value to the tourism 

businesses in their communities, along with serving residents. Initially incorporate a 

community education program through the Wyoming Business Council. Wyoming Main 

Street  Rural Development Council Community Assessments  

6.3 Continue to develop travel venues and opportunities with tribal governments. 

Native American tourism product opportunities continue to be sought by travelers, 

especially international visitors. With the passage of the Tourism Promotion Act nationally 

there will be greater opportunity to increase visitation to Native American venues, events 

and activities. Currently WOT has only a partial position devoted to this and additional 

staff resources would be needed to keep up with current and growing demands. 

6.4 Develop an interpretive program around the energy and extraction industries. 

9ƴŜǊƎȅ ŀƴŘ ŜȄǘǊŀŎǘƛƻƴ ƘŀǾŜ ŀƴŘ ŀǊŜ ǇƭŀȅƛƴƎ ŀ ǎƛƎƴƛŦƛŎŀƴǘ ǊƻƭŜ ƛƴ ²ȅƻƳƛƴƎΩǎ ŜŎƻƴƻƳȅΦ ¢ƘŜȅ 

provide a unique perspective and an effort should be made to interpret their significance 

to the state and its people. There are numerous examples of tours of mining operations 

around the country that could be adapted for Wyoming.  This would foster greater 

communications between the tourism industry and the extraction and energy industries 

and add a potential new product for visitors and residents to experience. 

http://www.wyomingfirst.org/2010%20Wyoming%20First%20Catalog/3dissue.swf
http://www.wyomingmainstreet.org/
http://www.wyomingmainstreet.org/
http://www.wyomingrural.org/_pdfs/SevenYearCommunityAssessmentSynopsis.pdf
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6.5 Develop and ǇǊƻƳƻǘŜ ŀŘŘƛǘƛƻƴŀƭ άƻǊŀƭ ƘƛǎǘƻǊȅέ ǇǊƻƎǊŀƳǎΦ 

The continued expansion of social media, and the need for not only written content but 

also audio and video in promotion, will continue to grow. A number of states have 

ŘŜǾŜƭƻǇŜŘ άƻǊŀƭ ƘƛǎǘƻǊȅέ ǇǊƻƎǊŀƳǎ ŀǊƻǳƴŘ ǎƛƎƴƛŦƛŎŀƴǘ ŀǊŜŀǎ ƻǊ ŎǳƭǘǳǊŜǎ ǿƛǘƘƛƴ ǘƘŜ ǎǘŀǘŜΦ 

These audio and/or video programs preserve the history of an area, industry and people 

for future generations and at the same time create new content that can help promote a 

destination or venue. Identification should be made of significant areas to consider for a 

program such as this then prioritized for implementation over time. Consideration should 

ōŜ ƎƛǾŜƴ ǘƻ ǘƘŜ ƛƴŎǊŜŀǎŜŘ ǇǊƻƳƻǘƛƻƴ ƻŦ άƻǊŀƭ ƘƛǎǘƻǊƛŜǎέΦ 

6.6 Develop new interpretive content programs and increase utilization of existing interpretive 

programs. 

As travelers look for more experiential travel they will be looking for more ways to be 

educated as well as experience a new destination. Interpretation and involvement will be 

important for them as part of that experience. A review should be made of existing 

interpretive programs to determine what can be expanded and to identify new locations 

and venues that would benefit from enhanced interpretation.  

6.7 5ŜǾŜƭƻǇ ƳƻǊŜ άƴƛŎƘŜέ ƳŀǊƪŜǘƛƴƎ ǇǊƻƎǊŀms to support culture, heritage and arts, as well as, 

more topical tour opportunities that focus on specific elements of culture, history and 

heritage. 

Culture, heritage and arts should be incorporated and given special attention within the 

development of ǘƘŜ άƭƻƻǇ ǘƻǳǊǎέ ŎƻƴŎŜǇǘΦ ¢Ƙƛǎ ǿƻǳƭŘ ŀƭǎƻ ŀǇǇƭȅ ǘƻ ƳƻōƛƭŜ ŀǇǇƭƛŎŀǘƛƻƴǎ 

and web site content. Culture, heritage and arts should be marketed electronically to 

targeted audiences. Initially there needs to be an identification of specific elements of the 

culture, heritage and arts market that are prioritized and paired with the interests of the 

prospective traveler.  

6.8 Create a cultural coalition and develop a statewide annual Culture and Heritage Tourism 

Summit. 

In order fully integrate culture and heritage in the tourism industry it will be important to 

create an annual venue that will bring both groups together where they can share current 

trends and issues and develop future partnerships opportunities. To better coordinate the 

messages around culture, heritage and the arts, a coalition would allow for better 
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coordination of current efforts and lead to greater involvement by individuals and 

organizations. Consideration should be give to developing webinars to reach smaller 

groups throughout the state. 

6.9 Explore opportunities to support and encourage sesquicentennial celebrations that will be 

occurring in communities in 2017 and 2018, as well as, the sesquicentennial for the creation 

of the Wyoming Territory 2018. 

In 2017, Cheyenne will be 150 years old, and in 2018, Laramie, Rawlins, Green River, and 

Evanston will have their sesquicentennials.  All of these events were brought about by the 

building of the Union Pacific railroad in 1867 and 1868 through what was formerly unsettled 

land in Dakota Territory.  Coordination will be vital to maximizing the benefit of these 

celebrations. Considerations should be given to developing a coordinating committee to help 

reduce duplications and leverage resources. 

 

o Best Practices/Resourcesτadditional resources can be found in the appendixes 

Culture and Heritage 

Building Biking Friendly Communities 

Best Practices Tool Kit for Historic Preservation and Redevelopment 

Heritage Tourism Success Stories  

Cultural Heritage Tourism Survival Toolkit 

Cultural Heritage Tourism Fact Sheet (pdf)  

Community assessment visits and recommendation reports  

Workshops on a variety of cultural heritage tourism topics  

A Guide to Best Practices for Archaeological Tourism 

 

 

http://www.culturalheritagetourism.org/CulturalHeritageToolkits.htm
http://www.bikeleague.org/programs/bicyclefriendlyamerica/communities/bfc_overview09.pdf
http://www.preservationnation.org/issues/housing/Rebuilding_Community.pdf
http://www.culturalheritagetourism.org/stories.htm
http://www.preservationnation.org/issues/heritage-tourism/survival-toolkit/
http://www.preservationnation.org/issues/heritage-tourism/additional-resources/2010-CHT-FactSheet.pdf
http://www.preservationnation.org/issues/heritage-tourism/cultural-heritage-tourism.html
http://www.preservationnation.org/issues/heritage-tourism/workshops.html
http://www.archaeological.org/tourism_guidelines
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7.0 Visitor Services 

Visitor services include the concepts of customer service, quality and hospitality.  

7.1 Improve rest stop access and amenities emergency services. 

More than just restrooms, the rest stops need to provide greater availability of 

information through cell services, Wi-Fi and other information tools. Because of the wide 

open spaces and the perception of travelers, it is critical to understand that emergency 

services are available beyond the 511 system. A review should be made ensuring that 

there are no gaps in coverage, correcting any gaps and then communicating that to the 

traveling public. Consideration should be given to additional rest areas that would support 

ǘǊŀǾŜƭŜǊΩǎ ƴŜŜŘǎΦ 

7.2 Ensure that current visitor centers are maintained at the federal, state and local level.  

Consider standard hours of operation for all centers to provide better service to travelers. 

Continue to develop best practices for operations. Review current trends and benchmark 

against other destinations for comparison purposes and possible future enhancements.  

With the convergence of GPS, television, and computersτlook at developing standardized 

wall units to access statewide web sites on a 7/24 hour basis. Support education and 

training opportunities for visitor center staff. 

7.3 Maintain and enhance current roads, including roads in parks and forests. 

Throughout the Master Plan process, the issue of maintaining roads, not only Interstate 

and state roads, but also roads in the national and state parks, as well as, national and 

state forests was raised as a critical need going forward.  

7.4 Incorporate bike lane opportunities when and wherever possibleτcreate a biking friendly 

state. 

With increased biking, there is an opportunity to provide more bike lanes when 

construction is being contemplated for roadways. Planning processes should incorporate 

this into their considerations. This would minimize expense to create more biking 

opportunities and improve safety. 
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7.5 Continue to review and modify current signage programs within the state to meet traveler 

and attraction needs. 

The issue of signage was identified at a number of points during the data collection. 

Current signage programs should be reviewed annually to determine need and 

effectiveness. Wyoming Office of Tourism Signage and Turnout Grant Program 

7.6 Investigate the value of a centralized brochure distribution model for all public and private 

visitor centers in the state. 

Having the right materials in place for visitors throughout the state is critical to helping to 

encourage visitors to stay longer and see other parts of the state. Local visitor centers 

need to access materials beyond their own area to provide information to travelers that 

can influence them to stay longer in the state. At times brochures are outdated or not 

available and centralized brochure distribution model may be able to help alleviate this. A 

task force should be organized to review what options might work best, or to determine 

how wide spread the problem may be. 

o Best Practices/Resourcesτadditional resources can be found in the appendixes 

Safety Rest Area Strategic Plan WSDOT 

Guide to WYDOT Rest Areas 

Minnesota Safety Rest Area & Waysides 

Visitor Center Policy, Directive and Standard, and Guidelines, US Department of 

Interior, Bureau of Reclamation 

Pedestrian and Biking Information Center 

AASHTO Guide for the Development of Bicycle Facilities 

Oregon Department of Transportation bicycle plan  

 

 

 

 

http://www.wyomingofficeoftourism.gov/industry/pages/Programs/InState/SignedGrantFundedProjects.htm
http://www.wsdot.wa.gov/NR/rdonlyres/6CEBB99E-B6AE-48A6-AF31-86382985044B/0/SRAStrategicPlan.pdf
http://www.dot.state.wy.us/wydot/travel/rest_area_information
http://www.dot.state.mn.us/restareas/policies/policies.html
http://www.usbr.gov/recreation/publications/VstrCntr_Pol-DS-Guide_complete_(09-07-07).pdf
http://www.usbr.gov/recreation/publications/VstrCntr_Pol-DS-Guide_complete_(09-07-07).pdf
http://www.bicyclinginfo.org/engineering/facilities-bikelanes.cfm
http://www.sccrtc.org/bikes/AASHTO_1999_BikeBook.pdf
http://www.oregon.gov/ODOT/HWY/BIKEPED/
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8.0 Sustainability 

Sustainability includes the concepts of preservation and stewardship. 

8.1 Green Tourism policies, practices and procedures should be encourage and promoted. 

 

Collaboration with the State Energy Office and other agencies and organizations, such as 

the Wyoming Lodging and Restaurant Association should be developed to identify areas 

of cooperation and promotion. Green practices are becoming more and more common 

place and will help attract travelers that look for these practices as part of their travel 

experience. 

8.2 Ensure that archeological and geological sites are secure before marketing. 

There is an untapped opportunity surrounding the archeological and geological attributes of the 

state of Wyoming. More effort should be made to identify these attributes and attractions and 

ensure that they are properly prepared for and able to accommodate travelers. With proper 

attention they should be able to bring in new travelers, but to also encourage travelers to stay 

longer. 

8.3 Expand partnerships with various agencies and organizations to maintain and enhance 

historic preservation within the state.  

 

Create a task force that would identify the best approach to develop marketing and 

communications tools to maximize traveler visitation to these sites, as well as maintain 

them for future use, enjoyment, interpretation and preservation. 

 

8.4 Develop a watchable wildlife handbook. 

In reviewing watchable wildlife sites many states have watchable wildlife handbooks. 

Wyoming appears to be an exception in not having one. Watchable Wildlife Handbooks 

8.5 Provide improved communications and understanding of the requirements to ensure proper 

water quality needs, particularly in rural parts of the state. 

 

Consider developing a partnership with the Wyoming Association of Rural Water Systems 

and other organizations to communicate a better understanding of these needs through 

the new tourism industry web site and other tools.   

http://ssl.watchablewildlife.org/store/index.php?main_page=index&cPath=1
http://www.warws.com/
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8.6 Develop and implement limits of an acceptable change planning process for destinations. 

As part of the Certified Tourism Community Program, there should be additional input beyond 

the tourism industry by reaching out to the residents of the community as part of the overall 

planning process. This will help to ensure that the businesses and residents are looking at the 

same outcomes from the processτthis will help to achieve success in the overall tourism 

planning within the community. 

8.7 View sheds and other scenic attributes need to be reviewed and prioritized to maximize their quality 

for travelers, as well as, residents.  

Coordinate and review management plans that have an impact on scenic views, view sheds and 

other visual attributes throughout the state. Consideration should be given to having the 

Wyoming Recreation Acton Team formalize this as an agenda item for their annual work plan. 

o Best Practices/Resourcesτadditional resources can be found in the appendixes 

National Complete Streets Coalition 

Adventure Green Alaska 

±ŜǊƳƻƴǘΩǎ bƻǊǘƘŜŀǎǘ YƛƴƎŘƻƳ DŜƻǘƻǳǊƛǎƳ tǊƻƎǊŀƳ 

Arizona Green Hotel Program 

Green Conference Planner 

Global Sustainable Tourism Criteria 

Geotourism Charter Template 

Wisconsin Green Tourism 

Minnesota Travel Green Task Force Report and Recommendations 

USFS, USDA A Framework for Sustainable Recreation 

WWF: Guideline for Community-based ecotourism development 

National Association of RV Parks and Campgrounds Plan-it Green program 

 

http://www.completestreets.org/changing-policy/model-policy/model-state-legislation-options/
http://www.adventuregreenalaska.org/
http://travelthekingdom.com/about-geotourism.php
http://www.azhla.com/displaycommon.cfm?an=1&subarticlenbr=234
http://www.roundsquare.org/uploads/media/BlueMap_-_RS08_-_Green_Conference_Planner_-_Jan_2009_FINAL.pdf
http://www.sustainabletourismcriteria.org/images/Documents/Versions/global%20sustainable%20tourism%20criteria%20version%205.pdf
http://travel.nationalgeographic.com/travel/sustainable/pdf/geotourism_charter_template.pdf
http://www.travelwisconsin.com/wisconsin/Travel-Green/Overview.aspx
http://industry.exploreminnesota.com/wp-content/uploads/2008/03/travel_green_report_3-5-08.pdf
http://www.fs.fed.us/cdt/news/connecting_people_with_americas_great_outdoors_june_2010.pdf
http://assets.panda.org/downloads/guidelinesen.pdf
http://www.arvc.org/planItGreen.aspx
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There are also numerous publications from internationally-recognized organizations that give 

suggestions on how to start becoming "greenέ.  A few are highlighted below. 

 

Identify where you can save money by going green 

 

Friends of the Earth Scotland: Greening the Office Online Audit 

 

bŀǘƛƻƴŀƭ DŜƻƎǊŀǇƘƛŎΩǎ ¢ƘŜ DǊŜŜƴ DǳƛŘŜ 

 

Responsible Travel Handbook 2006 

 

50 ways you can green your business 

 

10 Ways to Get Green Tax Breaks 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

http://www.businesslink.gov.uk/bdotg/action/logicToolStart?type=BLTTOOL&itemId=1079446499
http://www.green-office.org.uk/audit.php
http://www.thegreenguide.com/
http://page.travelearning.com/content/RT_Handbook.pdf
http://www.fastcompany.com/magazine/120/50-ways-to-green-your-business.html
http://planetgreen.discovery.com/work-connect/green-tax-breaks.html
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Wyoming Regional Map 
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Summary of Key words/phrases from regional meetings 

Cody Douglas Gillette Jackson Laramie Riverton Rock Springs

WESTERN CULTURE (17)HISTORY (11) WESTERN (12) WILDLIFE  (15) ECONOMIC (13) CULTURAL (10) ATTRACTIONS (17)

TECHNOLOGY (10)

w9DLhb![τ[h/![τ 

STATEWIDE (9) LIFESTYLE (11)

OUTDOOR RECREATION 

(14) OPEN SPACE (13) PRESERVATION (8)PARTNERSHIPS (14)

AUTHENTIC (10) MYTHOLOGY (8)

NATURAL 

RESOURCES (11) WESTERN (13) STEWARDSHIP (13) HERITAGE (5) HISTORICAL (9)

EDUCATE (9) AUTHENTIC (7) FUN (8) WILDLIFE (10) CULTURAL (11) PARTNERSHIPS (5)ENVIRONMENTS (9)

ADVENTURE (8) YOUTH/FAMILIES (6) ATTRACTION (6) INTERNATIONAL (8) HOSPITALITY (10)

CREATE (INNOVATE) 

(4)

NATURAL RESOURCES 

(8)

WILDLIFE (7) CULTURAL (5) HISTORY (5) NATIONAL PARKS (8) HERITAGE (9)

DESTINATION/NOT 

ONLY PASS THROUGH 

(4) COORDINATED (6)

SUSTAINABILTY (6) WESTERN (4) PARTNERSHIP (5)COMPREHENSIVE (7) HISTORIC (9) EXPERIENCE (4) EXPERIENCE (6)

YEAR ROUND (6) PARTNERSHIP (4) WILDLIFE (5) MARKETING (7) PRESERVATION (9) STATEWIDE (4) AUTHENTIC (6)

FUN (5) ADVENTURE (4) AUTHENTIC (4) PARTNERSHIPS (7) ATTRACTIONS (6) DEVELOPMENT (3) INFRASTRUCTURE (5)

EXPERIENCE (4) NATURAL (4) SUSTAINABLE (4) SCENIC  (7) PARTNERSHIP (6) DIVERSITY (3) VISITORS (5)

COORDINATE (4) EDUCATION (3) HERITAGE  (3) CULTURE/HERITAGE (6)AUTHENTIC (5) EDUCATE/TRAIN (3)EDUCATIONAL (4)

FRIENDLY (4) WELCOME (3) RECREATION (3) LEGACY (5) EDUCATION (5) MARKETING (3) MARKETING (4)

OPEN SPACES (4) WILDLIFE (3) CULTURE (2) YEAR ROUND (5) INTEGRATED (5) SUSTAINABLE (3) QUALITY (4)

UNIQUE (3) SERVICES (2) PROFITABLE (2) ADVENTURE (4) EXPERIENTIAL (4) WILDLIFE (3) ADVENTURES (4)

AWARENESS (3) DESTINATION (2) VISITORS (2) ENDURING (4) WILDLIFE (4) INVESTMENT (2) DESTINATION (4)

INFRASTRUCUTRE (3)TECHNOLOGY (2) ACTIVE (1) ENJOYMENT (4) VISITOR (3) NATURAL (2) DEVELOP (3)

COOPERATION (2) UNIQUE (2) CREATIVE (1) EXPERIENCE (4) AWARENESS (2) ADVOCATE (1) SUSTAINABLE (3)

HOSPITALITY (2) PRIDE (2) DIVERSE (1)

WELCOMING/ GENUINE  

/FRIENDLY (4) CREATIVE(2) AUTHENTIC (1) AFFORDABLE (3)

WY RESIDENTS (1) RELAX (1) ECONOMIC (1) ACCESS (3) DIVERSITY (2) BUSINESS-DRIVEN (1)GROWTH (3)

FRIENDLY (1) Educational (1) COMMUNICATIONS (2) FRONTIER (2) COLLABORATION (1)UNIQUE (2)

MARKETING (1) Friendly (1) DISCOVER (2) INNOVATIVE (2) CONNECT (1) LASTING (2)

International (1) DIVERSE (2) LANDSCAPE (2) COOPERATION (1) DIVERSE (2)

Quality (1) SUSTAINABLE (2) BALANCED (1) INTERPRETATION (1)WILDLIFE (2)

Service (1) AUTHENTIC (1) GLOBAL (1) MULTI-SEASONAL (1)ACCESSIBILITY (1)

DESTINATION (1) RELEVANCE (1) PARTICIPATE (1) REWARDING (1)

VALUES (1) TECHNOLOGY (1) EXPLORE (1)

VISITOR (1) TRUTHFUL (1)

WELCOMING (1)
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Summary of strengths from e-survey May 2010 

Strengths Number Responding Percentage 

National Parks and Monuments 212 58% 

Outdoor Recreation 180 49% 

Wildlife 173 47% 

Hunting & Fishing 118 32% 

True ñWestòðCowboys/Rodeos 114 31% 

Scenery 113 31% 

ñOpen Spacesò 104 28% 

Culture and Heritage 87 24% 

Community ñsmall townò feel 70 19% 

Unique Destination 61 17% 

Natural Resources 60 16% 

Small enough to know each other 37 10% 

Legislative and Executive Branch support 32 9% 

Engaged Industry and partners 26 7% 

Other, please specify 9 2% 
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Summary of challenges from one on one interviews 

 
Educating the industry on water 
quality issuesτwaste water 
systemsτlack of technical 
assistance in applying the safe 
drinking water act and clean 
water act.  

Having all the various elements of 
the industry be aware of what 
each other is doing  

Developing great conflict 
management tools and resources 
to resolve issues  

Lack of people to carry out 
tourism projects  

Transportation around the state 
lack of funding  

Amount of consumer disposable 
income  

Places to stay  tǊƻǘŜŎǘƛƴƎ ǘƘŜ άōŀǎŜέ  Greater variety of restaurants  

Attracting more diverse visitorsτ
making people of different 
cultures feel welcome  

Communications within the 
industry  

Diminishing funds for federal , 
state and local tourism 
organizations  

Staying on top of trends  Proximity to major markets  Continuing to get and expand 
marketing funds available to 
tourism  

Large percentage of public 
landsτfederal  

Building partnerships  Wildlife Management Trust 
Fundτkeep it  

Lack of cell service and Wi-Fi  Workforce development 
programs in the industry  

Keeping up with the Internet  

Education for the industry to 
keep up with marketing trendsτ
technology applications  

Leveling out the business cycles  Need for more interpretive and 
restoration programs and 
services  

Funding for infrastructure  Perception of Wyoming is 
unknownτgreat fly over state  

Keep and expand marketing 
funds  

Need to develop of cultural 
opportunities  

Keeping authentic  Working through federal 
concerns  

Having updated product  Making the Parks relevant  Funding resources both state and 
local marketing  

tŜƻǇƭŜΩǎ ǇŜǊŎŜǇǘƛƻƴ ǾǎΦ ǊŜŀƭƛǘȅ  Current economic conditionsτ
new normal?  

Wind energy development on 
habitat and other tourism areas  

Access around the state   Knowing what everyone is doing  

Infrastructureτdo we have 
enough lodging and services  

Finding ways for communities to 
work more together on 
collaborative projects and 
opportunities  

Competition from other 
destinations  
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Summary of Threats from the one on one interviews 

 

 

 

 

 

Rising gas prices  

 

Long standing conflicts between 
state, federal, local use issues  

Not having good communications and 
dialogue  

Wind energy development  

 

Diversion of water  

 

Lack of marketing support for small 
communities  

Loss of open space  

 

Sufficient marketing and program 
funds  

 

Irresponsible growthτcare needs to be 
given to the land and its stewardship  

Loss of habitat  

 

Staying relevant  

 

Accessτability to get into outdoors  

Lack of awareness of tourism 
ƛƴŘǳǎǘǊȅΩǎ ŎƻƴǘǊƛōǳǘƛƻƴ ǘƻ ǘƘŜ ǎtate 

Bark beetle epidemic in our forests  [ƻǎƛƴƎ ŎǊƛǘƛŎŀƭ άǿƛƴǘŜǊ ǊŀƴƎŜέ  

Loss of financial resources to market  

 

Invasive species  

 

Not connecting with a younger audience 
our travelers of the future  

Taking tourism for granted  ά/ǳǊō ŀǇǇŜŀƭέ ƛƴ ƻǳǊ ŎƻƳƳunities  Value of the dollar  

Relationship between Oil/Gas and 
Tourism Industry  

Competition from other 
destinations  

Lack of renewal and sustainable funding 
sources 

Lack of resources  Natural disaster  Not diversifying the product  

Lack of support for WOT  

 

Lack of coordination across the 
state with its assets  

Energy/extraction developmentτimpact on 
landscape  

Lack of air transportation Common sense zoning and planning  Lack of access to State Parks and Forests  

wŜƎƛƻƴŀƭ άǘǳǊŦέ ƛǎǎǳŜǎ  

 

Not being best in class with our 
state web site  

Not doing additional niche marketing  
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Comparison of key plan elements by regionτe-survey May 2010 

 

¶ Please rate the importance of including the following elements in the Wyoming Tourism Industry Master Plan. 
Research 

 
 

  
Total* 

Please indicate the region of the state where your organization or business is located? 

Northwest Northeast Central Southwest Southeast 

366 118 55 70 43 80 

4 
Very Important 

138 
37.7% 

51 
43.2% 

17 
30.9% 

22 
31.4% 

11 
25.6% 

37 
46.3% 

3 
Important 

182 
49.7% 

53 
44.9% 

31 
56.4% 

38 
54.3% 

28 
65.1% 

32 
40.0% 

2 
Not Important 

22 
6.0% 

10 
8.5% 

4 
7.3% 

3 
4.3% 

1 
2.3% 

4 
5.0% 

1 
Unsure 

24 
6.6% 

4 
3.4% 

3 
5.5% 

7 
10.0% 

3 
7.0% 

7 
8.8% 

 ¶ Please rate the importance of including the following elements in the Wyoming Tourism Industry Master Plan. 
Technology 

 
 

  
Total* 

Please indicate the region of the state where your organization or business is located? 

Northwest Northeast Central Southwest Southeast 

366 118 55 70 43 80 

4 
Very Important 

152 
41.5% 

50 
42.4% 

18 
32.7% 

28 
40.0% 

14 
32.6% 

42 
52.5% 

3 
Important 

173 
47.3% 

56 
47.5% 

32 
58.2% 

36 
51.4% 

25 
58.1% 

24 
30.0% 

2 
Not Important 

26 
7.1% 

9 
7.6% 

4 
7.3% 

3 
4.3% 

2 
4.7% 

8 
10.0% 

1 
Unsure 

15 
4.1% 

3 
2.5% 

1 
1.8% 

3 
4.3% 

2 
4.7% 

6 
7.5% 

  
 

¶ Please rate the importance of including the following elements in the Wyoming Tourism Industry Master Plan. 
Marketing/Sales/Promotion 

 
 

  
Total* 

Please indicate the region of the state where your organization or business is located? 

Northwest Northeast Central Southwest Southeast 

366 118 55 70 43 80 

4 
Very Important 

288 
78.7% 

96 
81.4% 

46 
83.6% 

48 
68.6% 

34 
79.1% 

64 
80.0% 

3 
Important 

66 
18.0% 

19 
16.1% 

9 
16.4% 

18 
25.7% 

8 
18.6% 

12 
15.0% 

2 
Not Important 

8 
2.2% 

2 
1.7% 

0 
0.0% 

3 
4.3% 

1 
2.3% 

2 
2.5% 

1 
Unsure 

4 
1.1% 

1 
0.8% 

0 
0.0% 

1 
1.4% 

0 
0.0% 

2 
2.5% 
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Comparison of key plan elements by regionτe-survey May 2010 (continued) 

 

¶ Please rate the importance of including the following elements in the Wyoming Tourism Industry Master Plan. 
Visitor Services 

 
 

  
Total* 

Please indicate the region of the state where your organization or business is located? 

Northwest Northeast Central Southwest Southeast 

366 118 55 70 43 80 

4 
Very Important 

261 
71.3% 

88 
74.6% 

40 
72.7% 

41 
58.6% 

32 
74.4% 

60 
75.0% 

3 
Important 

90 
24.6% 

22 
18.6% 

13 
23.6% 

27 
38.6% 

11 
25.6% 

17 
21.3% 

2 
Not Important 

13 
3.6% 

7 
5.9% 

2 
3.6% 

2 
2.9% 

0 
0.0% 

2 
2.5% 

1 
Unsure 

2 
0.5% 

1 
0.8% 

0 
0.0% 

0 
0.0% 

0 
0.0% 

1 
1.3% 

  
 

¶ Please rate the importance of including the following elements in the Wyoming Tourism Industry Master Plan. 
Infrastructure (existing) 

 
 
 

  
Total* 

Please indicate the region of the state where your organization or business is located? 

Northwest Northeast Central Southwest Southeast 

366 118 55 70 43 80 

4 
Very Important 

110 
30.1% 

39 
33.1% 

14 
25.5% 

23 
32.9% 

12 
27.9% 

22 
27.5% 

3 
Important 

210 
57.4% 

62 
52.5% 

33 
60.0% 

41 
58.6% 

27 
62.8% 

47 
58.8% 

2 
Not Important 

34 
9.3% 

12 
10.2% 

6 
10.9% 

4 
5.7% 

3 
7.0% 

9 
11.3% 

1 
Unsure 

12 
3.3% 

5 
4.2% 

2 
3.6% 

2 
2.9% 

1 
2.3% 

2 
2.5% 

  
 
 

¶ Please rate the importance of including the following elements in the Wyoming Tourism Industry Master Plan. 
Product Development (new) 

 
 

  
Total* 

Please indicate the region of the state where your organization or business is located? 

Northwest Northeast Central Southwest Southeast 

366 118 55 70 43 80 

4 
Very Important 

107 
29.2% 

37 
31.4% 

16 
29.1% 

16 
22.9% 

11 
25.6% 

27 
33.8% 

3 
Important 

187 
51.1% 

61 
51.7% 

32 
58.2% 

36 
51.4% 

20 
46.5% 

38 
47.5% 

2 
Not Important 

47 
12.8% 

12 
10.2% 

6 
10.9% 

10 
14.3% 

9 
20.9% 

10 
12.5% 

1 
Unsure 

25 
6.8% 

8 
6.8% 

1 
1.8% 

8 
11.4% 

3 
7.0% 

5 
6.3% 
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Comparison of key plan elements by regionτe-survey May 2010 (continued) 

 

¶ Please rate the importance of including the following elements in the Wyoming Tourism Industry Master Plan. 
Resources 

 

  
Total* 

Please indicate the region of the state where your organization or business is located? 
Northwest Northeast Central Southwest Southeast 

366 118 55 70 43 80 
4 

Very Important 
161 
44.0% 

47 
39.8% 

26 
47.3% 

27 
38.6% 

24 
55.8% 

37 
46.3% 

3 
Important 

156 
42.6% 

51 
43.2% 

22 
40.0% 

32 
45.7% 

15 
34.9% 

36 
45.0% 

2 
Not Important 

31 
8.5% 

15 
12.7% 

3 
5.5% 

7 
10.0% 

3 
7.0% 

3 
3.8% 

1 
Unsure 

18 
4.9% 

5 
4.2% 

4 
7.3% 

4 
5.7% 

1 
2.3% 

4 
5.0% 

  

¶ Please rate the importance of including the following elements in the Wyoming Tourism Industry Master Plan. 
Partnerships 

 

  
Total* 

Please indicate the region of the state where your organization or business is located? 
Northwest Northeast Central Southwest Southeast 

366 118 55 70 43 80 
4 

Very Important 
171 
46.7% 

55 
46.6% 

25 
45.5% 

33 
47.1% 

16 
37.2% 

42 
52.5% 

3 
Important 

151 
41.3% 

43 
36.4% 

22 
40.0% 

34 
48.6% 

21 
48.8% 

31 
38.8% 

2 
Not Important 

28 
7.7% 

15 
12.7% 

5 
9.1% 

1 
1.4% 

3 
7.0% 

4 
5.0% 

1 
Unsure 

16 
4.4% 

5 
4.2% 

3 
5.5% 

2 
2.9% 

3 
7.0% 

3 
3.8% 

  
¶ Please rate the importance of including the following elements in the Wyoming Tourism Industry Master Plan. 

Education & Training 
 

  
Total* 

Please indicate the region of the state where your organization or business is located? 
Northwest Northeast Central Southwest Southeast 

366 118 55 70 43 80 
4 

Very Important 
152 
41.5% 

49 
41.5% 

26 
47.3% 

23 
32.9% 

19 
44.2% 

35 
43.8% 

3 
Important 

156 
42.6% 

51 
43.2% 

23 
41.8% 

35 
50.0% 

18 
41.9% 

29 
36.3% 

2 
Not Important 

46 
12.6% 

13 
11.0% 

6 
10.9% 

10 
14.3% 

5 
11.6% 

12 
15.0% 

1 
Unsure 

12 
3.3% 

5 
4.2% 

0 
0.0% 

2 
2.9% 

1 
2.3% 

4 
5.0% 
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Comparison of key plan elements by regionτe-survey May 2010 (continued) 

 
¶ Please rate the importance of including the following elements in the Wyoming Tourism Industry Master Plan. 

Environment 
 

  
Total* 

Please indicate the region of the state where your organization or business is located? 
Northwest Northeast Central Southwest Southeast 

366 118 55 70 43 80 
4 

Very Important 
178 
48.6% 

64 
54.2% 

25 
45.5% 

27 
38.6% 

16 
37.2% 

46 
57.5% 

3 
Important 

137 
37.4% 

37 
31.4% 

21 
38.2% 

35 
50.0% 

17 
39.5% 

27 
33.8% 

2 
Not Important 

38 
10.4% 

10 
8.5% 

8 
14.5% 

7 
10.0% 

8 
18.6% 

5 
6.3% 

1 
Unsure 

13 
3.6% 

7 
5.9% 

1 
1.8% 

1 
1.4% 

2 
4.7% 

2 
2.5% 

  
 

 

¶ Please rate the importance of including the following elements in the Wyoming Tourism Industry Master Plan. 
Sustainability 

 

  
Total* 

Please indicate the region of the state where your organization or business is located? 
Northwest Northeast Central Southwest Southeast 

366 118 55 70 43 80 
4 

Very Important 
194 
53.0% 

67 
56.8% 

31 
56.4% 

32 
45.7% 

22 
51.2% 

42 
52.5% 

3 
Important 

139 
38.0% 

43 
36.4% 

19 
34.5% 

34 
48.6% 

14 
32.6% 

29 
36.3% 

2 
Not Important 

23 
6.3% 

4 
3.4% 

4 
7.3% 

4 
5.7% 

6 
14.0% 

5 
6.3% 

1 
Unsure 

10 
2.7% 

4 
3.4% 

1 
1.8% 

0 
0.0% 

1 
2.3% 

4 
5.0% 

  
¶ Please rate the importance of including the following elements in the Wyoming Tourism Industry Master Plan. 

Outdoor Recreation 
 

  
Total* 

Please indicate the region of the state where your organization or business is located? 

Northwest Northeast Central Southwest Southeast 
366 118 55 70 43 80 

4 
Very Important 

273 
74.6% 

100 
84.7% 

36 
65.5% 

50 
71.4% 

32 
74.4% 

55 
68.8% 

3 
Important 

86 
23.5% 

15 
12.7% 

18 
32.7% 

20 
28.6% 

10 
23.3% 

23 
28.8% 

2 
Not Important 

5 
1.4% 

1 
0.8% 

1 
1.8% 

0 
0.0% 

1 
2.3% 

2 
2.5% 

1 
Unsure 

2 
0.5% 

2 
1.7% 

0 
0.0% 

0 
0.0% 

0 
0.0% 

0 
0.0% 
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Comparison of key plan elements by regionτe-survey May 2010 (continued) 

 

¶ Please rate the importance of including the following elements in the Wyoming Tourism Industry Master Plan. 
Wildlife 

 

  
Total* 

Please indicate the region of the state where your organization or business is located? 
Northwest Northeast Central Southwest Southeast 

366 118 55 70 43 80 
4 

Very Important 
268 
73.2% 

95 
80.5% 

35 
63.6% 

50 
71.4% 

31 
72.1% 

57 
71.3% 

3 
Important 

83 
22.7% 

15 
12.7% 

19 
34.5% 

18 
25.7% 

12 
27.9% 

19 
23.8% 

2 
Not Important 

11 
3.0% 

5 
4.2% 

0 
0.0% 

2 
2.9% 

0 
0.0% 

4 
5.0% 

1 
Unsure 

4 
1.1% 

3 
2.5% 

1 
1.8% 

0 
0.0% 

0 
0.0% 

0 
0.0% 

  
¶ Please rate the importance of including the following elements in the Wyoming Tourism Industry Master Plan. 

Communications 
 

  
Total* 

Please indicate the region of the state where your organization or business is located? 
Northwest Northeast Central Southwest Southeast 

366 118 55 70 43 80 
4 

Very Important 
182 
49.7% 

59 
50.0% 

31 
56.4% 

30 
42.9% 

18 
41.9% 

44 
55.0% 

3 
Important 

159 
43.4% 

51 
43.2% 

22 
40.0% 

35 
50.0% 

22 
51.2% 

29 
36.3% 

2 
Not Important 

20 
5.5% 

7 
5.9% 

1 
1.8% 

4 
5.7% 

3 
7.0% 

5 
6.3% 

1 
Unsure 

5 
1.4% 

1 
0.8% 

1 
1.8% 

1 
1.4% 

0 
0.0% 

2 
2.5% 

  
¶ Please rate the importance of including the following elements in the Wyoming Tourism Industry Master Plan. 

Safety and Security 
 

  
Total* 

Please indicate the region of the state where your organization or business is located? 
Northwest Northeast Central Southwest Southeast 

366 118 55 70 43 80 
4 

Very Important 
123 
33.6% 

38 
32.2% 

16 
29.1% 

23 
32.9% 

13 
30.2% 

33 
41.3% 

3 
Important 

174 
47.5% 

52 
44.1% 

30 
54.5% 

37 
52.9% 

21 
48.8% 

34 
42.5% 

2 
Not Important 

58 
15.8% 

21 
17.8% 

8 
14.5% 

9 
12.9% 

8 
18.6% 

12 
15.0% 

1 
Unsure 

11 
3.0% 

7 
5.9% 

1 
1.8% 

1 
1.4% 

1 
2.3% 

1 
1.3% 
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Comparison of key plan elements by regionτe-survey May 2010 (continued) 

 
¶ Please rate the importance of including the following elements in the Wyoming Tourism Industry Master Plan. 

Transportation 
 

  
Total* 

Please indicate the region of the state where your organization or business is located? 
Northwest Northeast Central Southwest Southeast 

366 118 55 70 43 80 
4 

Very Important 
152 
41.5% 

52 
44.1% 

21 
38.2% 

25 
35.7% 

18 
41.9% 

36 
45.0% 

3 
Important 

171 
46.7% 

49 
41.5% 

26 
47.3% 

41 
58.6% 

20 
46.5% 

35 
43.8% 

2 
Not Important 

37 
10.1% 

15 
12.7% 

7 
12.7% 

4 
5.7% 

5 
11.6% 

6 
7.5% 

1 
Unsure 

6 
1.6% 

2 
1.7% 

1 
1.8% 

0 
0.0% 

0 
0.0% 

3 
3.8% 

  
¶ Please rate the importance of including the following elements in the Wyoming Tourism Industry Master Plan. 

Culture and Heritage 
 
 

  
Total* 

Please indicate the region of the state where your organization or business is located? 
Northwest Northeast Central Southwest Southeast 

366 118 55 70 43 80 
4 

Very Important 
229 
62.6% 

69 
58.5% 

36 
65.5% 

41 
58.6% 

30 
69.8% 

53 
66.3% 

3 
Important 

113 
30.9% 

40 
33.9% 

16 
29.1% 

25 
35.7% 

9 
20.9% 

23 
28.8% 

2 
Not Important 

22 
6.0% 

8 
6.8% 

3 
5.5% 

4 
5.7% 

4 
9.3% 

3 
3.8% 

1 
Unsure 

2 
0.5% 

1 
0.8% 

0 
0.0% 

0 
0.0% 

0 
0.0% 

1 
1.3% 
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PRIMARY DATA COLLECTED 

Individual interviews 

ONE ON ONE INTERVIEW SUMMARY 

Regional Meeting Summaries 

DOUGLAS REGIONAL MEETING SUMMARY  

JACKSON REGIONAL MEETING SUMMARY  

GILLETTE REGIONAL MEETING SUMMARY  

LARAMIE REGIONAL MEETING SUMMARY  

ROCK SPRINGS REGIONAL MEETING SUMMARY  

RIVERTON REGIONAL MEETING SUMMARY  

Initial Survey 

E-Survey Results ς Click Here 

Follow up Survey 

  E-Survey Results - Click Here 

SECONDARY RESEARCH/RESOURCES 

STATE OF WYOMING REPORTS AND PLANS 

ü HISTORIC PRESERVATION SUMMIT REPORTτWYOMING HISTORICAL SOCIETY DEC 2008 

ü ²¸haLbD !w¢{ /h¦b/L[ о 9Ω{ нлмм 9±h[±LbD [hbD w!bD9 t[!b 

ü WYOMING ARTS COUNCIL STRATEGIC PLAN 2006 - 2010 

ü ANNUAL REPORT 2009 WYOMING GAME AND FISH DEPARTMENT 

ü WYOMING STATE PARKS AND HISTORIC SITES 2009 VISITORS SURVEY 

ü REPORT OF RECOMMENDATIONS FOR THE GRANGER STAGE STATION STATE HISTORIC SITE 

ü REPORT OF RECOMMENDATIONS FOR THE FORT FRED STEELE STATE HISTORIC SITE 

ü REPORT OF RECOMMENDATIONS FOR THE BLACK AND ORANGE CABINS FORT BRIDGER STATE 

HISTORIC SITE 

 

http://www.projectfrontdoor.com/doc/InitialIndividualInterviewsSummaryFinal.pdf
http://www.projectfrontdoor.com/doc/Douglassummaryreport.pdf
http://www.projectfrontdoor.com/doc/Jacksonsummaryreport.pdf
http://www.projectfrontdoor.com/doc/Gillettesummaryreport.pdf
http://www.projectfrontdoor.com/doc/Laramiesummaryreport.pdf
http://www.projectfrontdoor.com/doc/RockSpringssummaryreportl.pdf
http://www.projectfrontdoor.com/doc/RivertonSummaryreportl.pdf
http://www.zoomerang.com/Shared/SharedResultsSurveyResultsPage.aspx?ID=L24BW6F6BZ9T
http://www.zoomerang.com/Shared/SharedResultsSurveyResultsPage.aspx?ID=L24HG6S9ANK2
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SECONDARY RESEARCH/RESOURCES (CONTINUED) 

ü REPORT OF RECOMMENDATIONS FOR THE WYOMING TERRITORIAL PRISON STATE PARK AND 

HISTORIC SITE 

ü VISITOR USE PROGRAM  2006-2009  DIVISION OF STATE PARKS, HISTORIC SITES & TRAILS, 

DEPARTMENT OF STATE PARKS & CULTURAL RESOURCES 

ü WYOMING SCORPτSTATEWIDE COMPREHENSIVE OUTDOOR RECREATION PLAN 2009 ς 2013 

ü 2005 ECONOMIC IMPACT WYOMING DIVISION OF STATE PARKS AND HISTORIC SITES 

ü 2007- 2015 WYOaLbDΩ{ /hatw9I9b{L±9 {¢!¢9²L59 IL{¢hwL/ tw9{9w±!¢Lhb t[!b 

ü BLM REPORT TO THE PUBLIC 2009 

ü WYOMING BUSINESS COUNCIL PROGRAM GUIDE 

ü ¢I9 Lat!/¢ hC ¢w!±9[ hb ²¸haLbDΩ{ 9/hbha¸ нллт 

STUDIES DONE BY RANDAL MARKETING FOR WYOMING TRAVEL AND TOURISM  

ü 2005  DESTINATION ASSESSMENTS (ANITA'S NOTES FROM ALL COUNTIES) 

ü 2005 LOCAL TAX BOARD LETTER 

ü 2007  RESEARCH WORKSHOP (WORKBOOK CONTENTS & SPREADSHEETS) 

ü 2008  SHERIDAN INTERCEPT STUDY DATA 

ü 2009 CO-OP RESEARCH LODGING STUDIES:  (CASPER, SWEETWATER, LARAMIE) 

ü 2010 CO-OP RESEARCH STUDIES:  CHEYENNE INTERCEPT SURVEY, (NOT COMPLETED YET ARE THE 

FOLLOWING: SWEETWATER COUNTY LODGING STUDY, CAMPBELL COUNTY LODGING STUDY, 

CAMPBELL COUNTY INTERCEPT SURVEY, CODY-PARK COUNTY LODGING STUDY, CHEYENNE MAIL 

CONVERSION SURVEY, WIND RIVER LODGING STUDY).  

ü WYOMING COMMUNITIES - COMPARATIVE LODGING SURVEY DATA 

ü STATEWIDE MAP - RESEARCH CONDUCTED IN WYOMING COUNTIES  

STATE OF WYOMING AGENCY WEB SITES REVIEWED 

ü ADMINISTRATION AND INFORMATION 
ü AGRICULTURE 
ü BUSINESS COUNCIL 
ü COMMUNITY DEVELOPMENT AUTHORITY 
ü GAME AND FISH 
ü GEOGRAPHIC INFORMATION OVERSIGHT AND COORDINATION 
ü GEOLOGICAL SURVEY 
ü OUTFITTERS AND PROFESSIONAL GUIDES, BOARD OF  
ü STATE PARKS AND CULTURAL RESOURCES DEPARTMENT 
ü TRANSPORTATION 
ü TRAVEL AND TOURISM 
ü UNIVERSITY OF WYOMING 

http://ai.state.wy.us/
http://agriculture.wy.gov/
http://www.wyomingbusiness.org/
http://www.wyomingcda.com/
http://gf.state.wy.us/
http://wgiac.state.wy.us/
http://www.wsgs.uwyo.edu/
http://outfitters.state.wy.us/
http://wyospcr.state.wy.us/
http://dot.state.wy.us/
http://www.wyomingtourism.org/
http://www.uwyo.edu/
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SECONDARY RESEARCH/RESOURCES (CONTINUED) 

STATE OF WYOMING AGENCY WEB SITES REVIEWED (CONTINUED) 

ü WATER DEVELOPMENT COMMISSION 
ü WILDLIFE AND NATURAL RESOURCE TRUST 
ü WORKFORCE SERVICES 

STRATEGIC PLANS/PROGRAM REVIEW 

ü WYOMING RECREATION ACTION TEAM-REACT 

ü ²¸haLbD !w¢Ω{ /h¦b/L[ [hbD w!bD9 t[!b 

ü WYOMING BUSINESS COUNCIL 

ü DEPARTMENT OF PARKS AND CULTURAL RESOURCES 

ü STATE PARKS, HISTORIC SITES AND TRAILS SOAR 2013 

ü WYOMING GAME AND FISH DEPARTMENT 

ü WYOMING DEPARTMENT OF TRANSPORTATION 

ü WYOMING OFFICE OF TOURISM 

ü STATEWIDE COMPREHENSIVE OUTDOOR RECREATION PLAN 

ü WYOMING RURAL DEVELOPMENT COUNCIL 

ü WYOMING MAIN STREET 

ü TRACKS ACROSS WYOMING  

ü WYOMING STATE HISTORIC PRESERVATION OFFICE 

ü BUREAU OF LAND MANAGEMENT-WYOMING 

ü YELLOWSTONE NATIONAL PARK 

ü GRAND TETON NATIONAL PARK 

ü US FISH AND WILDLIFE SERVICES 

ü US FOREST SERVICES 

http://wwdc.state.wy.us/
http://wwnrt.state.wy.us/
http://wyomingworkforce.org/
http://www.wyomingbusiness.org/pdf/tourism/FINA_REACT_MOU_1207.pdf
http://wyoarts.state.wy.us/pdf/FinalDraftWACplanShortVersion.pdf
http://www.wyomingbusiness.org/pdf/2007_0828_WBC_Strategic_Plan_FINAL.pdf
http://wyospcr.state.wy.us/pdf/SPCR2011-2012SP.pdf
http://wyoparks.state.wy.us/PlanningDocs/SOAR2015Draft.pdf
http://gf.state.wy.us/downloads/pdf/SHP_Jan09.pdf
http://www.wyoconnects.com/lrtp.htm
http://www.wyomingbusiness.org/pdf/tourism/FY_11-FY_12_Tourism_Strategic_Plan_Final_82009.pdf
http://wyoparks.state.wy.us/PlanningDocs/scorp/intro.pdf
http://www.wyomingrural.org/strategic_planning.asp
http://www.wyomingmainstreet.org/

