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CATEGORY 2024 Marketing - Historic Preservation Funding - Estimated Expenses
VENDOR Billing Frequency + Season/Month Promotion Est. Budget - AnnualAccount Number BILLED AMOUNT Difference Invoice Numbers

SDT MATCH Love Communications January + February 2024 Shoulder 2023-2024 - Leisure Travel (ESTIMATED remaining schedule) 59,517.51$          59,517.51$                     Check Sheet
Love Communications March-->August 2024 Peak 2024 - Leisure Travel 117,000.00$        40,118.93$                     76,881.07$                            Check Sheet
Love Communications September --> December 2024 Shoulder 2024-2025 - Leisure Travel: 90K Sept-Dec, + 45,000 Jan & Feb 90,000.00$          
Love Communications One Time Edit Peak 2024 video spot to include new museum footage 800.00$               

DHPC PRINT TBD Annual HP Brochure - Walking Tour, 50K 8,000.00$            
Midstates/QQP Annaul HP Mount Moriah Part 2 (of 2) 882.66$               882.66$                          MP80758-2
TBD Annual HP Printing - TBD Publication 5,117.34$            

CHAMBER Quality Quick Print / Midstates Annual Wild Bill Me Rack Cards (20,000) 830.70$               
PRINT DSTRBTN Various As needed Wild Bill Me Prize - Tissue Paper 3.98$                   3.98$                              
COLLATERAL & Mostly Chocolates As needed Wild Bill Me Prize - "Deadwood" Chocolate Gold Coins 499.09$               499.09$                          
PROGRAMS 4imprint As needed Wild Bill Me Prize - Deadwood Pouches 1,060.26$            1,060.26$                       

Clark Printing Annual - January Coupon Books - Groups + Leisure, Tradeshows and Welcome Bags 17,325.00$          
MS Mail Annual - May Deadwood Attraction Tear-off Map 9,000.00$            
MS Mail Monthly Visitor Guide Mailing/Postage (does not include guides mailed directly by Chamber) 15,000.00$          
Certified Folder Annual - Summer Visitor Guide & WBM Distribution 8,205.00$            
Black Hills & Badlands Annual - January Guide requests/leads, Itinerary, VIC Display includes guide + 2 extra rack cards 2,475.00$            2,475.00$                       51426
Black Hills & Badlands Annually - May Spring Lit Swap (Distribute maps & guides to I-90 & I-29 Visitor Centers) 105.00$               
Multiple Vendors Annual - Summer PastPort Partnership 500.00$               
Speedee and/or USPS Summer Shipping Guides to out-of-state visitor centers 300.00$               48.00$                            
MS Mail Annually - May HP Marketing Booklets/Report "Marketing Bible" 800.00$               

EMAIL TDG Communications One Time Email - Purge inactive addresses 900.00$               
MARKETING TDG Communications One Time Edit colors on email template 150.00$               

TDG Communications Monthly Email Monthly Mailchimp fee, Content Development & Mailing List Management 16,000.00$          5,452.31$                       10,547.69$                            
WEBSITES L&S Annual - January Hosting & Quarterly Web Updates 3,800.00$            3,800.00$                       85449

Network Solutions Once per 5 years Deadwood.com and Deadwood.org Domain Renewals 392.84$               392.84$                          83997306
L&S Monthly - Mostly Summer Website Programing & Licensing + Google Map Fees (API) 4,500.00$            87.35$                            4,412.65$                              
TDG Communications Annually - April Event Center Website Hosting 420.00$               420.00$                          18285
GoDaddy.com Annual - Fall Discount Domain Membership 250.00$               
GoDaddy.com Montly Domain Renewals 200.00$               

ADVERTISING Michels Publications February Winter Travel Ad 750.00$               
Chamber Michels Publications September Fall Travel Ad 500.00$               
Contracted Mulltiple Vendors May-->June Wild Bill Days 2024 5,500.00$            

Kinsy Selby June Wild Bill Days 2024 Event Photography 488.00$               
SD Chamber of Commerce Annual - January Legislative Handbook 450.00$               
Epic Outdoor Advertising Annual - June & September 1/2 Labor & materials swap vinyl to Boot 950.00$               
Tom Burnham Bi-Annual Leasing land for Billboard - Exit 30 (split with Boot) 1,050.00$            
Black Hills Nationals One Time Sponsor wrestling mat, to include Deadwood-themed graphics 2,500.00$            
BH Pioneer Monthly Community Pages - Full year 150.00$               
BH Pioneer Annual - March Our Towns Ad 520.00$               
Deadwood History Inc Annual - Summer Destination Deadwood Coop Ad 453.00$               

MARKETING BeaconStac Annually - August QR Code Tracking - gold bucks and other marketing 60.00$                 
RESOURCES Envato Annual Subscription w/3 licenses - stock photos, graphics, fonts, audio and videos 474.71$               474.71$                          credit card

Multiple Vendors Occasionally Font purchases 300.00$               
Amazon One-Time Purchase 2 hardrives for video asset backups 254.75$               254.75$                          credit card
Box.com Annually - June Photo Library for PR - annual 540.00$               
Flickr Annually - February Public Photo Library - annual 80.00$                 
Dropbox Account 1 "Amanda's" + HP Ad Files Annually Marketing Online Backup and Storeage 127.67$               
X (formerly known as Twitter Annually Premium Plus 168.00$               168.00$                          
Dropbox Account 2 (General Marketing) Annually Marketing Online Backup and Storeage 127.67$               
SurveyMonkey Annually - January Surveys for marketing, training, community/City, giveaways 487.66$               487.66$                          credit card

OTHER South Dakota State Bi-Annual - July Deadwood Logo Trademark cls35 125.00$               
Parkbench Annual Sticker for BH&B DMO "Sticker Trail" promotion 1,000.00$            
BH&B Annual International Profile Sheet 500.00$               
U of WY Annual - January Sponsorship/Advertising - Post Season 2023-2024 TBD 2,000.00$            
Placer.ai Annual - August Tracking service and reporting 11,200.00$          
Deadwood Alive Annual - Summer Information Wagon Staffing 7,100.00$            
Federal Government March SAM Number Renewal (Required for use of federal funds & some state programs) 500.00$               
South Dakota Tourism Annual - January 2024 Tourism Conference Sponsorship 3,000.00$            
Love Communications One Time Sports Betting/Gaming Mini Campaign Cancelation Fee 2,630.00$            

TOTALS 408,020.84$ 
2024 Funding $414,000 REMAINING BUDGET AMOUNT 5,979.16$            

PERCENT OF BUDGET
SD TOURISM MATCH 266,517.51$        65%
DEADWOOD HISTORIC PRESERVATION PRINT PROJECTS 14,000.00$          3%
CHAMBER PRINT DISTRIBUTION, COLLATERAL PRINTING & PRINT PROGRAMS 56,104.03$          14%
EMAIL MARKETING 17,050.00$          4%
WEBSITES 9,562.84$            2%
GENERAL ADS + OUT OF HOME - CHAMBER CONTRACTED 13,311.00$          3%
MARKETING RESOURCES 2,620.46$            1%
OTHER 28,055.00$          7%
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PRINT DSTRBTN Various As needed Wild Bill Me Prize - Tissue Paper 3.98$                                    3.98$                              
COLLATERAL & Mostly Chocolates As needed Wild Bill Me Prize - "Deadwood" Chocolate Gold Coins $499.09 499.09$                          
PROGRAMS 4imprint As needed Wild Bill Me Prize - Deadwood Pouches $1,060.26 1,060.26$                       

Clark Printing Annual - January Coupon Books - Groups + Leisure, Tradeshows and Welcome Bags 17,325.00$                           
MS Mail Annual - May Deadwood Attraction Tear-off Map 9,000.00$                             
MS Mail Monthly Visitor Guide Mailing/Postage (does not include guides mailed directly by Chamber) 15,000.00$                           
Certified Folder Annual - Summer Visitor Guide & WBM Distribution 8,205.00$                             
Black Hills & Badlands Annual - January Guide requests/leads, Itinerary, VIC Display includes guide + 2 extra rack cards 2,475.00$                             2,475.00$                       51426
Black Hills & Badlands Annually - May Spring Lit Swap (Distribute maps & guides to I-90 & I-29 Visitor Centers) 105.00$                                
Multiple Vendors Annual - Summer PastPort Partnership 500.00$                                
Speedee and/or USPS Summer Shipping guides to out-of-state visitor centers 300.00$                                
MS Mail Annually - May HP Marketing Booklets/Report "Marketing Bible" 800.00$                                

EMAIL TDG Communications One Time Email - Purge inactive addresses 900.00$                                
MARKETING TDG Communications One Time Edit colors on email template 150.00$                                

TDG Communications Monthly Email Monthly Mailchimp fee, Content Development & Mailing List Management 16,000.00$                           5,452.31$                       10,547.69$                            
WEBSITES L&S Annual - January Hosting & Quarterly Web Updates 3,800.00$                             3,800.00$                       85449

Network Solutions Once per 5 years Deadwood.com and Deadwood.org Domain Renewals 392.84$                                392.84$                          83997306
L&S Monthly - Mostly Summer Website Troubleshooting and Licensing + Google Map Fees - Charged to high traffic sites 4,500.00$                             87.35$                            4,412.65$                              
TDG Communications Annually - April Event Center Website Hosting 420.00$                                420.00$                          18285
GoDaddy.com Annual - Fall Discount Domain Membership 250.00$                                
GoDaddy.com Montly Domain Renewals 200.00$                                

ADVERTISING Michels Publications February Winter Travel Ad 750.00$                                
Chamber Michels Publications September Fall Travel Ad 500.00$                                
Contracted Mulltiple Vendors May-->June Wild Bill Days 2024 5,500.00$                             

Kinsy Selby June Wild Bill Days 2024 Event Photography 488.00$                                
SD Chamber of Commerce Annual - January Legislative Handbook 450.00$                                
Epic Outdoor Advertising Annual - June & September 1/2 Labor cost and materials to switch to vinyl to Boot + annual storeage (split with Boot) 950.00$                                
Tom Burnham Bi-Annual Leasing land for Billboard - Exit 30 (split with Boot) 1,050.00$                             
Black Hills Nationals One Time Sponsor wrestling mat, to include Deadwood-themed graphics 2,500.00$                             
BH Pioneer Monthly Community Pages - Full year 150.00$                                
BH Pioneer Annual - March Our Towns Ad 520.00$                                
Deadwood History Inc Annual - Summer Destination Deadwood Coop Ad 453.00$                                

MARKETING BeaconStac Annually - August QR Code Tracking - gold bucks and other marketing 60.00$                                  
RESOURCES Envato Annual Subscription w/3 licenses - stock photos, graphics, fonts, audio and videos 474.71$                                474.71$                          credit card

Multiple Vendors Occasionally Font purchases 300.00$                                
Amazon One-Time Purchase 2 hardrives for video asset backups 254.75$                                254.75$                          credit card
Box.com Annually - June Photo Library for PR - annual 540.00$                                
Flickr Annually - February Public Photo Library - annual 80.00$                                  
Dropbox Account 1 "Amanda's" + HP Ad Files Annually Marketing Online Backup and Storeage 127.67$                                
X (formerly known as Twitter Annually Premium Plus 168.00$                                168.00$                          
Dropbox Account 2 (General Marketing) Annually Marketing Online Backup and Storeage 127.67$                                
SurveyMonkey Annually - January Surveys for marketing, training, community/City, giveaways 487.66$                                487.66$                          credit card

OTHER South Dakota State Bi-Annual - July Deadwood Logo Trademark cls35 125.00$                                
Parkbench Annual Sticker for BH&B DMO "Sticker Trail" promotion 1,000.00$                             
BH&B Annual International Profile Sheet 500.00$                                
U of WY Annual - January Sponsorship/Advertising - Post Season 2023-2024 TBD 2,000.00$                             
Placer.ai Annual - August Tracking service and reporting 11,200.00$                           
Deadwood Alive Annual - Summer Information Wagon Staffing 7,100.00$                             
Federal Government Annual - TBD SAM Number Renewal (Required for use of federal funds and some state programs) 500.00$                                
South Dakota Tourism Annual - January 2024 Tourism Conference Sponsorship 3,000.00$                             
Love Communications One Time Sports Betting/Gaming Mini Campaign Cancelation Fee 2,630.00$                             

TOTALS 408,020.84$                  
2024 Funding $414,000 REMAINING BUDGET AMOUNT 5,979.16$                             

PERCENT OF BUDGET
SD TOURISM MATCH 266,517.51$                         65%
DEADWOOD HISTORIC PRESERVATION PRINT PROJECTS 14,000.00$                           3%
CHAMBER PRINT DISTRIBUTION, COLLATERAL PRINTING & PRINT PROGRAMS 56,104.03$                           14%
EMAIL MARKETING 17,050.00$                           4%
WEBSITES 9,562.84$                             2%
GENERAL ADS + OUT OF HOME - CHAMBER CONTRACTED 13,311.00$                           3%
MARKETING RESOURCES 2,620.46$                             1%
OTHER 28,055.00$                           7%

Mount Moriah Brochure/Map

Notables Brochure

Wild Bill Hickok
James Butler Hickok was already widely known as Wild Bill - a 
famous lawman, scout, gunfighter, and actor - when he came to 
Deadwood in 1876. While pursuing his true passion - gambling - 

Hickok was murdered at Nuttall & Mann’s 
Saloon #10 on August 2, 1876 by Jack 

McCall, a drifter. Hickok’s friends 
buried him in Deadwood’s first 

cemetery, but three years later he 
was reburied at this site. Hickok’s 
early memorials were vandalized 
and destroyed by souvenir hunters. 
The current marker installed in 
2002 was created by Nebraska artist 
David Young and commemorated the 

completion of the $4.6 million dollar 
restoration of the cemetery.

Calamity Jane
Martha Canary was better recognized 
as Calamity Jane, a rugged individual 
known for her boisterous lifestyle and 
varied occupations  including cook, 
laundress, prostitute, bullwhacker 
and a storyteller in Buffalo Bill’s 
Wild West Show. Calamity Jane came 
to Deadwood in 1876, and acquired a 
reputation as a notorious alcoholic. 
On August 1, 1903, she died in the 
mining camp of Terry. Her dying 
wish - which was granted - was to 
be buried next to Wild Bill Hickok, 
fueling legends of their presumed 
love for each other. While Canary appears to have had some affection 
for Hickok, the feeling was apparently not reciprocated.

Potato Creek Johnny
John Perrett immigrated from Great Britain to the United States in 
1883 and began prospecting a small waterway west of Deadwood that 
gave him his nickname: Potato Creek Johnny. Standing just four 
feet, three inches tall, Perrett is 
best-known for discovering one 
of the largest gold nuggets in 
the Black Hills, which is now on 
display in the Adams Museum. In 
his later life, Perrett portrayed 
a prospector during the annual 
Days of ‘76 celebration, and the 
Deadwood Chamber of Commerce 
paid him to travel around the 
country promoting the Black Hills 
as a tourist destination.
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Please be respectful as you explore 
this cemetery. 

The tour marks suggested points of interest, 
but you’re welcome to observe other areas. 
When doing so, please stay on pathways or 

streets when possible. 

Please dispose of litter in containers placed 
throughout the cemetery. 

Take nothing but photographs, leave nothing 
but memories.

A. Cemetery Gate
B. Cemetery Additions
C. Cemetery Beginnings
D. Colonel John Lawrence
E. Street Names
F. Dora DuFran
G. Celebrity Graves
H. Victorian Design & Symbolism
I. Preacher Smith
J. Civil War Veterans
K. John McClintock
L. John Hunter, George V. Ayres, 

and John Treber
M. Deadwood Overlook
N. Chinese Section
O. Children’s Section and Mass Grave
P. The Masonic Section
Q. William Emery Adams
R. The Jewish Section
S. Harris Franklin
T. Seth Bullock
U. Burials from Deadwood’s First Cemetery

STOP         - CELEBRITY GRAVESG

MT. MORIAH CEMETERY

Cemetery Hours of Operation

There is a $2.00 entrance fee to Mount Moriah Cemetery. 

Funds generated from this fee help with the ongoing 

maintenance and beautifi cation of the cemetery. 

Donations are accepted when ticket booth is closed.

Memorial Day to Labor Day

Sunday to Saturday - 8:00 a.m. to 8:00 p.m.

Winter Schedule

Open to foot traffi c but limited maintenance

Visitor Center Hours of Operation

Memorial Day to Labor Day

Sunday to Saturday - 8:00 a.m. to 8:00 p.m.

For More Information Contact:

Deadwood Historic Preservation Offi ce

Randy Adler, Sexton

108 Sherman Street • Deadwood, SD 57732

(605) 578-2082

randy@cityofdeadwood.com • www.cityofdeadwood.com

Updated by the City of Deadwood Archives, 

December 2023. Images in this brochure courtesy of 

Deadwood Public Library - Centennial Archives and 

Deadwood Historic Preservation Commission.

Map & Tour

Black Hills Boothill
Established 1876

Mount Moriah Cemetery, established in 1878, 

has approximately 3,600 individuals interred 

including some of North America’s most 

famous western legends, miners, madams, 

lawmen, politicians… and even a pet parrot. 

Shortly after the discovery of gold in 

Deadwood Gulch, thousands of people from 

all walks of life fl ocked to the northern

Black Hills. By 1876, there were 

an estimated 4,500 to 5,000 people 

inhabiting the various mining 

camps in Deadwood Gulch.

This map and walking tour provides 

an overview of the cemetery, its 

design features, and biographies 

on noted individuals.

For additional information on the 

cemetery, please visit the Mount 

Moriah Cemetery Visitor Center, City 

of Deadwood Archives, Adams 

Museum, Days of ‘76 Museum, or 

the Homestake-Adams Research 

and Cultural Center. There are a 

variety of books about the history of 

Deadwood and its people available 

at local shops and in the Mount 

Moriah Cemetery Visitor Center.

WALKING TOUR

A. Cemetery Gate
An ornate iron gateway once marked the original entrance 

of the cemetery. In 1942, the gateway was removed as part 

of a World War II scrap drive. In 2006, artist Darrel Nelson 

designed the current gate. The three symbols on the gate 

(left to right) represent: Independent Order of Odd Fellows, 

square and compass of Freemasonry and the Star of David.

B. Cemetery Additions

The Deadwood Cemetery Association in 1914 

purchased the 9.5 acres on either side of you to meet 

increasing demand for burial plots. Take a moment 

and observe the headstone styles in these sections. 

Most of the memorials were placed after 1920.

C. Cemetery Beginnings

In 1878, Lawrence County platted Mount Moriah 

Cemetery in an oval confi guration following a Late 

Victorian cemetery design concept. Jerusalem 

Street bisects the cemetery on the short axis with 

Potter’s Fields on the north, south and east sides.

D. Colonel John Lawrence

The namesake of the county in which Deadwood is 

located, John Lawrence had a varied career. He was 

once a Dakota Territorial Legislator, a Deputy United 

States Marshall of Dakota Territory, and Sergeant-at-

Arms of the House of Representatives in Washington, 

D.C. Lawrence’s title “colonel”  was honorary bestowed 

to him by Dakota Governor Andrew J. Faulk.

E. Street Names
From here you can see the signs marking the streets within 

the cemetery. The Freemasons were instrumental in naming 

the cemetery and street names. Most of the names are 

linked to Freemasonry, Solomon’s Temple and the Bible.

F. Dora DuFran
Dora DuFran is one of the most recognized madams in 

the Black Hills. She operated several brothels throughout 

the local area and befriended Martha “Calamity Jane” 

Canary. In 1934, DuFran died and was buried with 

her pet parrot, Fred, next to her husband, Joseph.

The funeral urns and base on the DuFran plot 

contain the face of the Greek God “Pan”, the god 

of sheep and shepherds. Many of these urns and 

bases are found throughout the cemetery.

G. Celebrity Graves

Wild Bill, Calamity Jane, and Potato Creek Johnny. 

Three of Deadwood’s most colorful characters are 

buried at this location. See insert on map for details.

H. Victorian Design & Symbolism

This section of the cemetery has some of the earliest 

monuments in the cemetery. Victorian era monuments 

contain many symbols with various meanings. 

Please check out the list of symbols on exhibit in the 

Mount Moriah Information Center exhibit area.

I. Preacher Smith
Methodist minister Henry Weston Smith arrived in 

Deadwood in May 1876 and is credited for being the 

fi rst Christian minister in the Black Hills. During 

the week Smith worked odd jobs but on Sundays he 

preached in the mining camps. On Sunday, August 

20, 1876, Smith was murdered while in route to 

the Crook City mining camp, nine miles away.

J. Civil War Veterans

Lawrence County was settled by many veterans of the Civil 

War. Most of the veteran’s headstones in this section are 

identical having been provided by the federal government.

K. John McClintock

McClintock, the owner and operator of the 

Deadwood to Spearfi sh Stagecoach, became one of 

Deadwood’s early historians. At the age of 92, he 

wrote Pioneer Days in the Black Hills, a book fi lled 

with fi rsthand accounts of events in Deadwood.

L. John Hunter, George V. Ayres, and 

John Treber
Three prominent merchants are in close proximity to one 

another. Hunter owned and operated several sawmills 

in the Black Hills. Deadwood’s current City Hall is 

located in a warehouse built by the company he founded. 

Ayres, a prominent Mason, established a successful 

hardware business in Deadwood. Treber became one of 

the fi rst wholesale liquor dealers in Deadwood Gulch.

M. Deadwood Overlook

There has been numerous historic photographs taken from 

this overlook. The view encompasses most of the historic 

downtown district including the Franklin Hotel, the 

Homestake Slime Plant, the Adams Museum, the Bodega 

Saloon, and the residential neighborhood of Forest Hill.

N. Chinese Section
Section #06 once contained numerous Chinese burials. 

Several years after burial, many of the remains were 

exhumed, packaged and shipped back to China. In 

1908, the Chinese Community received permission 

to build an altar and burner in this section. In 2013, 

the Deadwood Historic Preservation Commission 

rebuilt the altar and burner before you.

O. Children’s Section and Mass Grave

Infant and child fatalities were relatively common prior 

to the 20th century. Communicable diseases including 

diphtheria, croup, scarlet fever, and pneumonia took 

their toll on many children of Lawrence County. This 

is one of two children’s sections in the cemetery.

On the night of March 10, 1883, eleven men perished 

in a fi re at Brownsville. The men were lumber mill 

employees who were asleep when the fi re broke out and 

became trapped on the second fl oor of the building.

P. The Masonic Section

In 1887, the Deadwood Masons purchased 1.5 acres 

of the cemetery for a Masonic section. This area now 

known as Section 10 is located in the center of the 

cemetery. In 1914, the Deadwood Masons arranged 

this section to resemble an outdoor Masonic Lodge or 

Celestial Lodge as part of a beautifi cation project. 

Q. William Emery Adams

In 1877, William Emery Adams arrived in Deadwood 

and established a grocery business on Main Street. 

Adams would become a successful merchant, Mayor 

of Deadwood, and philanthropist who gifted the 

Adams Museum to Deadwood. Although the Adams 

are not buried in Mount Moriah, this marker 

is dedicated to the memory of his family.

OPTIONAL PATH

 At this point, you can take a left up Jerusalem 

Street and continue up to the Jewish Section and the 

gravesite of Seth Bullock. This path has moderate 

inclines, uneven surfaces and is approximately 2,000 

feet (610 meters) out-and-back from this spot.

R. The Jewish Section

In 1893, the Deadwood Hebrew Society purchased 119 

lots in Section #04 for $200.00 and dedicated it as Mount 

Zion. Today there are 84 Jewish burials in this section and 

eight monuments that contain Hebrew inscriptions. The 

Star of David also appears on several of the monuments.

S. Harris Franklin

Harris Finklestein anglicized his last name to “Franklin” 

after immigrating to the United States. Franklin arrived in 

Deadwood during the 1876 gold rush and eventually became 

one of Deadwood’s richest businessmen. The Franklin 

Hotel along upper Main Street was named in his honor.

T. Seth Bullock
Seth Bullock is remembered as a tireless promoter of 

Deadwood and the Black Hills and friend to President 

Theodore Roosevelt. He and his business partner Sol 

Star arrived in Deadwood in 1876 and established a 

hardware store. Bullock was the city’s fi rst appointed 

sheriff and went on to acquire a number of business 

interests. Bullock was instrumental in organizing the 

construction and dedication of Mount Theodore Roosevelt.

U. Burials from Deadwood’s First 

Cemetery
Deadwood’s fi rst cemetery was located at the 

corner of Jackson Street and Taylor Avenue. An 

estimated 120 individuals were interred at this 

location from 1876 to 1878. In 2006 and 2012, two 

burials were unearthed by construction workers. 

A forensic investigation determined their ancestry 

as an Asian/Native American and a Caucasian.

“OTHER” category includes 
Main Street Information
Wagon - Staffing 
cost paid to Deadwood Alive.

• 65% of HP marketing funds are matched by the South Dakota Department of Tourism’s Marketing Co-op Pro-
gram resulting in a combined marketing budget of over $533,000 for these efforts. Co-op marketing funds can not 
be used to cover expenses detailed in other categories of the marketing expense sheet.

• HP marketing funds allocated to the Deadwood Chamber cover the majority of general marketing efforts on behalf 
of the town.

• Event marketing is covered through the Chamber’s BID 1-6 funds. Wild Bill Days is an approved DHP marketing  
expense and the only exception. No other event marketing budgets are funded by DHP. The Chamber received one 
TAP Grant from the state for Snocross 2024. TAP grants can only be used towards a percentage of event marketing 
expenses. 

• The Deadwood Chamber received a DMO Marketing Grant from the State of SD for 2023, 2024, 2025 and 2026. 
These funds have similar restrictions to the state’s Co-op Program. The majority of these funds are used for general 
advertising, utilizing creative developed for the Co-op Marketing Program. Additionally, the Chamber used these funds 
to acquire video and photo resources for future advertising, and share those resources with local entities (like DHI). 
We are targeting visitors interested in outdoor recreation and gambling. (Gaming-specific efforts were removed from 
the Co-op Marketing strategy starting March 2024 at DHP’s request.) We also use these funds to subsidize event 
advertising, promote spending the holidays in Deadwood and launch new efforts to target younger adults, ages 21-25. 
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INFORMATION
CENTER STATS
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• Deadwood Welcome Center - 501 Main St.
• History & Information Center (Depot) - 3 Siever St.
Both locations are open 7 days a week, year-round.

• Information Wagon - Main Street
Operating 6 days a week, seasonal

Funded from Chamber HP Marketing Budget

INFORMATION CENTER STAFF
Clara Garvin Grable (Information Center Manager), Orville “French” Bryan, Marie VanSickle, Maria Moser 
Jean Makley, Diane Verba, Aly Scheurenbrand, Darcy Latuseck, Abigail Reich, Haley Hill, Melanie Allander

Welcome Center & Depot Door Counts
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NEW REPORTS:
DEADWOOD.COM

PLACER.AI
SOCIAL MEDIA



10

GOOGLE ANALYTICS - GA4



11

NEW IN 2023!
Funded by DHP Marketing funds.

Found in “other” category on
expense breakdown sheet.
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Deadwood - 2023
Jan 1 - Dec 31, 2023

� 2024 Placer Labs, Inc. | More insights at placer.ai 2 / 8
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Deadwood - 2023
Jan 1 - Dec 31, 2023
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Trade Area
Jan 1 - Dec 31, 2023

� 2024 Placer Labs, Inc. | More insights at placer.ai 4 / 6

Trade Area
Jan 1 - Dec 31, 2023
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Historic Deadwood

Facebook

Reach

Page Likes

Posts | Stories

Link Clicks

Followers

Content Interactions

348.9K

10.6K | +6.5%

12.5K 

64 | 7

9.2K

127.3K
124,139

FB Visits

Audience

90 Day Overview

 Reach

Top Performing Posts

1M

Highest Reach Highest Reactions

24,747 855
Highest Comments

77

March 1 - March 31, 2024

Jan. 3 - Apr. 1, 2024

Content Interactions 34.7K
40.6K FB Visits

Link Clicks 40.7K

Historic Deadwood 

Instagram

Reach

Posts | Stories

Followers

Content Interactions

23.4K
4.3K

995 | +37.2%

60 | 4

28K
Pro�le Visits

Audience

90 Day Overview

Reach

Top Performing Posts

102.2K | +63.5%
Highest Reach Highest Likes

5.5K 365
Highest Comments

8

Threads    

Followers 2,897

Jan. 1 - Jan. 31, 2024

March 1 - March 31, 2024

Jan. 3 - Apr. 1, 2024

Content Interactions 9.7K
Link Clicks 773 | +47.2%

2.5KIG Visits

NEW SOCIAL MEDIA REPORT FORMAT
A new social media report format began in January 2024. HP marketing reports

in the future will have an annual total for each Chamber-owned channel
and platform (10) using the format shown below.
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SD TOURISM 
CO-OP MARKETING

REPORTS &
MEDIA PLACEMENT 

+
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SHOULDER 2023-2024 • SEPT. 2023 - JAN. 2024 • CAMPAIGN REPORT

Metric Definitions & Benchmarks – Paid Search

• Impressions: The number of times that a user saw an ad.

• Clicks: The number of people who clicked on an ad.

• Click-Through Rate (CTR): Sum of all clicks divided by the total impressions delivered.
• Benchmark: 3.17% (dependent on keywords)

• Avg. Cost Per Click (Avg. CPC): Sum of link clicks, post reactions, post saves, post comments, and post 
shares. 
• Benchmark: $2.69 (dependent on keywords)

• Top Impression Share: The percentage of keywords that are ranking in the top 3 results for a given search.

• Absolute Impression Share: The percentage of keywords that are ranking as the number 1 result for a 
given search.

Appendix

Metric Definitions & Benchmarks – Display

• Impressions: The number of times that a user saw an ad.

• Post Impressions: A post impression occurs when someone sees one of our ads and later visits a website 
that we have pixeled, inclusive of both those who click on an ad or those who see the ad, don’t click, and 
later visit said website. 

• Post Impression Rate (PIR): The sum of post impressions divided into impressions. 
• Benchmark: Varies

• Clicks: The number of times that users clicked on a creative during the specified reporting period. A click is 
recorded even if the user does not actually reach the landing page.

• Click-through Rate (CTR): Sum of all clicks divided by the total impressions delivered.
• Benchmark: 0.08% - 0.30%

Appendix

Metric Definitions & Benchmarks – GA4

• Sessions: The number of times user interactions occurring within a given timeframe.

• Users: The number of individuals who have initiated a session on your website. 

• New Users: The number of individuals who have initiated a session a session on your website for the first 
time within a given timeframe. 

• Pages per Session: The average number of pages users are visiting during a session. 

• Engaged Sessions: The number of users whose session lasts longer than 10 seconds, registers 1+ 
conversion events, or visits 2+ pages. 

• Engagement Rate: The total number of engaged sessions divided into sessions. 

• Avg. Engagement Time: The average length of time that the website had focus within the user’s browser. 

Appendix
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SHOULDER 2023-2024 • SEPT. 2023 - JAN. 2024 • CAMPAIGN REPORT

Metric Definitions & Benchmarks – Paid Social

• Impressions: The number of times that a user saw an ad.

• Reach: The number of people who saw an ad at least once. 

• Frequency: The average number of times each person saw an ad.

• Total Engagements: Sum of link clicks, post reactions, post saves, post comments, and post shares. 

• Engagement Rate: Sum of all post engagements divided by the total number of impressions delivered.
• Benchmark: 1.00%

• Landing Page Views: The number of times a person clicked on an ad link and then successfully loaded 
the destination webpage.

• Video Views: The number of times your video starts to play. This is counted for each impression of a video 
and excludes replays.

• Video View Rate: The number of video views divided by the total impressions delivered by video ads.
• Benchmark: 50%

Appendix

Metric Definitions & Benchmarks – Video

• Impressions: The number of times that a user saw an ad.

• Post Impressions: A post impression occurs when someone sees one of our ads and later visits a website that we have 
pixeled, inclusive of both those who click on an ad or those who see the ad, don’t click, and later visit said website. 

• Post Impression Rate (PIR): The sum of post impressions divided into impressions. 
• Benchmark: Varies

• Clicks: The number of times that users clicked on a creative during the specified reporting period. A click is recorded 
even if the user does not actually reach the landing page.

• Click-through Rate (CTR): Sum of all clicks divided by the total impressions delivered.
• Benchmark: 0.08% - 0.30%

• Video Views: The number of impressions for which a video clip was played.

• Video View Rate: The number of video views divided by the total impressions delivered by video ads.
• CTV Benchmark: 98% - 99% | Pre-Roll & YouTube Benchmark: 60%

• Video Completion Rate: The number of video completions divided by the number of video views.
• CTV Benchmark: 95% | Pre-Roll & YouTube Benchmark: 90% for 6 second ad, 50% for 15 second ad, 40% for 30 

second ad, 20% for 60 second ad or longer. 

Appendix
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Deadwood

23 Peak Media Flow
Feb '23 Mar '23 Apr '23 May '23 Jun '23 Jul '23 Aug '23 Sept '23 Oct '23

6 13 20 27 6 13 20 27 3 10 17 24 1 8 15 22 29 5 12 19 26 3 10 17 24 31 7 14 21 28 3 10 17 24 1 8 15 22 29

Digital Media March Madness NHL Playoffs (4/17 - 6/18) NBA Finals NFL Preseason

SEM

Sports Betting Focus
SD, ND, WY, NE, MN, CO

Programmatic OLV/CTV

Sports Betting Focus

RT Display
SD, ND, WY, NE, MN, CO

FB/IG

Sports Betting Focus
SD, ND, WY, NE, MN, CO 

Digital Audio

Sports Betting Focus
SD, ND, WY, NE, MN, CO 

OTA Programmatic
Travel Intenders:

Custom South Dakota Travel Intenders (US IPs looking at 
South Dakota plus competitive states)

Local/Regional Digital
SD, ND, WY, NE, MN, CO Suggest: IA & WI

Linear Cable TV
Denver, Minn-St. Paul & Minot/Bismarck/Dickinson

Print - Full Page Ads April (Travel) Jul/Aug

True West

Local Event Buys

*Agency commission 9%  

Audience Breakdown Target Geo
Searchers (25 - 44) HHI $50k - $100K, No 

children in traveling party
SD, ND, WY, NE, MN, CO

Wanders (50+) HHI $100K+, Empty nesters
SD, ND, WY, NE, MN, CO

Outdoors (Males 35 - 60) HHI $80K+, 
Married

SD, ND, WY, NE, MN, CO

Geo Budget Allocations  60% - SD, ND, NE, WY | 20% - MN | 20% - CO

Approved by:
Date:

& Gaming

General Visitor 

General Visitor 

Attractions, History, Outdoor Rec, Events, 
Restaurants, Lodging, Retail, Etc

Attractions, History, Outdoor Rec, 
Events, Restaurants, Lodging, Retail, Etc

Attractions, History, Outdoor Rec, Events, 
Restaurants, Lodging, Retail, Etc

Attractions, History, Outdoor Rec, Events, 
Restaurants, Lodging, Retail, Etc

Attractions, History, Outdoor Rec, Events, 
Restaurants, Lodging, Retail, Etc

Attractions, History, Outdoor Rec, Events, 
Restaurants, Lodging, Retail, Etc

General Visitor Attractions, History, Outdoor Rec, Events, 
Restaurants, Lodging, Retail, Etc

& Gaming

& Gaming

& Gaming

Attractions, History, Outdoor Rec, Events, 
Restaurants, Lodging, Retail, Etc

Attractions, History, Outdoor Rec, Events, 
Restaurants, Lodging, Retail, Etc

- PLACED BY THE DEADWOOD CHAMBER
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Deadwood

23 Peak Media Flow
Feb '23 Mar '23 Apr '23 May '23 Jun '23 Jul '23 Aug '23 Sept '23 Oct '23

6 13 20 27 6 13 20 27 3 10 17 24 1 8 15 22 29 5 12 19 26 3 10 17 24 31 7 14 21 28 3 10 17 24 1 8 15 22 29

Digital Media March Madness NHL Playoffs (4/17 - 6/18) NBA Finals NFL Preseason

SEM

Sports Betting Focus
SD, ND, WY, NE, MN, CO

Programmatic OLV/CTV

Sports Betting Focus

RT Display
SD, ND, WY, NE, MN, CO

FB/IG

Sports Betting Focus
SD, ND, WY, NE, MN, CO 

Digital Audio

Sports Betting Focus
SD, ND, WY, NE, MN, CO 

OTA Programmatic
Travel Intenders:

Custom South Dakota Travel Intenders (US IPs looking at 
South Dakota plus competitive states)

Local/Regional Digital
SD, ND, WY, NE, MN, CO Suggest: IA & WI

Linear Cable TV
Denver, Minn-St. Paul & Minot/Bismarck/Dickinson

Print - Full Page Ads April (Travel) Jul/Aug

True West

Local Event Buys

*Agency commission 9%  

Audience Breakdown Target Geo
Searchers (25 - 44) HHI $50k - $100K, No 

children in traveling party
SD, ND, WY, NE, MN, CO

Wanders (50+) HHI $100K+, Empty nesters
SD, ND, WY, NE, MN, CO

Outdoors (Males 35 - 60) HHI $80K+, 
Married

SD, ND, WY, NE, MN, CO

Geo Budget Allocations  60% - SD, ND, NE, WY | 20% - MN | 20% - CO

Approved by:
Date:

PEAK 2023 MEDIA CALENDAR
MARCH 2023 - AUGUST 2023
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Key Performance Indicators

Building Awareness

Campaign Parameters

Generating Engagement Driving Action

Impressions

Post Impression Rate

Click-Through Rate (Paid Search)

Avg. CPC (Paid Search)

Website Sessions

Engagement Rate (social)

Engagement Rate (GA4)

Avg. Engagement Time

Visitor Guide Downloads

Lodging Clicks

Newsletter Sign-Ups

Contact Form Requests

Phone Calls

Bookings

Campaign At-A Glance

Goal: The goal of this campaign is to boost awareness for Deadwood in order to 
ultimately drive bookings and revenue into the destination.

Campaign Parameters

Geo’s: SD, ND, WY, NE, MN, CO 

Audiences: Searchers (25 - 44) HHI $50k - $100K, No children in traveling party, 
Wanders (50+) HHI $100K+, Empty nesters, Outdoors (Males 35 - 60) HHI $80K+, 
Married 

Timing: 2/20 – 9/2 

Executive Summary

2.20 – 8.31

21,864,667
Impressions Deliv.

0.75%
Post Impression Rate

17.80%
Paid Search CTR

2.04%
Paid Social CTR

~5% benchmark

• This campaign delivered over 21.8M impressions, with a paid social CTR of 2.04% and a paid search CTR of 17.80%. 

• Our top-performing programmatic partner in terms of post-impression rate was Sojern at 1.10%. If we wanted to improve web 
traffic in future efforts, we would recommend this partner. 

• If we wanted to improve paid social CTR performance, we would recommend focusing on the Gaming Campaign. They were 
our top-performing campaign by CTR at 2.72%. Our top-performing placement for the Gaming campaign was Wanderers (MN) 
and our top-performing placement for our Leisure campaign was Wanderers (CO).

Campaign Per formance

1.00% benchmark106,270 post impressions
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NOTE: POST IMPRESSIONS
A post impression occurs when someone sees one of our ads and later 
visits a website that we have pixeled, inclusive of both those who click 

on an ad or those who see the ad, don’t click, and later visit said website.

Sojern Performance Overview

• 8,711,872 impressions

• 4,191 clicks

• 0.05% click-through rate

• 1.10% post-impression rate 
• 95,901 post impressions

• 490 conversions
• 62 Visitor Guide Requests, 428 Outbound 

Lodging Clicks

Campaign Per formance

3,630,363

2,630,363
2,451,146

0.56%

2.83%

0.05%
0

5 00 ,00 0

1 ,00 0, 00 0

1 ,50 0, 00 0

2 ,00 0, 00 0

2 ,50 0, 00 0

3 ,00 0, 00 0

3 ,50 0, 00 0

4 ,00 0, 00 0

Prospecting Partner Site
Retargeting

Video Amp Retargeting
0 .00 %

0 .50 %

1 .00 %

1 .50 %

2 .00 %

2 .50 %

3 .00 %

Audience Performance

Impressions Post Impression Rate

2.20 – 8.31

Sojern GEO Performance
Campaign Per formance

Top DMAs (campaign-wide):

1. Billings, Montana: .08% CTR
2. Minneapolis-St. Paul, Minnesota: .08% CTR
3. Mankato, Minnesota: .08% CTR
4. Rochester-Austin, Minnesota-Mason City, Iowa: .08% CTR
5. Casper-Riverton, Wyoming: .08% CTR
6. Grand Junction-Montrose, Colorado: .08% CTR
7. Rochester-Austin, Minnesota-Mason City, Iowa: .08% CTR
8. Sioux Falls(Mitchell), South Dakota: .08% CTR
9. Colorado Springs-Pueblo, Colorado: .07% CTR
10. Denver, Colorado: .07% CTR

2.20 – 8.31

(ctr)
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Sojern Economic Impact Report
2.20 – 8.31

PEAK 2023 • MARCH 2023 - AUGUST 2023 • CAMPAIGN REPORT

Sojern Economic Impact Report
2.20 – 8.31
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Trip Advisor Performance Overview

• 1,176,200 impressions

• 1,221 clicks

• 0.10% click-through rate

• 0.62% post-impression rate
• 7,263 post impressions

• 9 conversions
• 9 Phone Calls

Campaign Per formance

418,171

398,476

359,553

0.58%

0.55%

0.74%

3 30 ,00 0

3 40 ,00 0

3 50 ,00 0

3 60 ,00 0

3 70 ,00 0

3 80 ,00 0

3 90 ,00 0

4 00 ,00 0

4 10 ,00 0

4 20 ,00 0

4 30 ,00 0

Video Boost Display
0 .00 %

0 .10 %

0 .20 %

0 .30 %

0 .40 %

0 .50 %

0 .60 %

0 .70 %

0 .80 %

Tactic Performance

Impressions Post Impression Rate

2.20 – 8.31

TripAdvisor GEO Performance
Campaign Per formance

Explorer Video

Region
Total  imps Total 

clicks

Colorado 47,002 64

Texas 27,812 43

Illinois 22,985 43

Iowa 22,197 34

Nebraska 20,970 34

Display

Region
Total 

imps
Total 

clicks

Colorado 45,566 19

Texas 22,453 12

Illinois 19,442 10

Utah 17,491 8

Nebraska 16,948 7

Social Boost

Region
Total imps Total 

clicks

Colorado 34,839 38

Texas 21,922 24

Illinois 20,011 19

Nebraska 19,849 24

Iowa 18,182 20

2.20 – 8.31

imps = impressions
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Pandora Performance Overview

• 1,556,520 impressions

• 77 clicks

• <0.01% click-through rate

• 0.03% post-impression rate 
• 494 post impressions

• 0 conversions 

Campaign Per formance

438,600 438,572 434,332

245,016
0.03% 0.03%

0.04% 0.04%

0

5 0,0 00

1 00 ,00 0

1 50 ,00 0

2 00 ,00 0

2 50 ,00 0

3 00 ,00 0

3 50 ,00 0

4 00 ,00 0

4 50 ,00 0

5 00 ,00 0

Outdoors Wanderers Searchers Gambling
0 .00 %

0 .01 %

0 .01 %

0 .02 %

0 .02 %

0 .03 %

0 .03 %

0 .04 %

0 .04 %

0 .05 %

Placement Performance

Impressions Post Impression Rate

2.20 – 8.31

Pandora GEO Performance
Campaign Per formance

Audio Placements

State Impressions CTR Reach Frequency

Minnesota 36,636 0.06% 19,950 1.85

Colorado 23,792 0.07% 13,706 1.75

Nebraska 14,141 0.08% 7,473 1.90

South 
Dakota

7,772 0.05% 3,919 1.99

North 
Dakota

7,219 0.03% 3,622 2.02

Wyoming 5,005 0.06% 2,546 1.99

Banner Placements

State Impressions Reach Frequency

Minnesota 440,410 179,675 2.49

Colorado 306,199 140,695 2.21

Nebraska 176,824 70,531 2.54

South Dakota 91,578 32,901 2.82

North Dakota 84,224 29,816 2.87

Wyoming 58,988 21,335 2.81

2.20 – 8.31

Pandora GEO Performance
Campaign Per formance

Video Placements

State Impressions CTR Reach Frequency

Colorado 23,849 0.10% 17,642 1.42

Minnesota 22,401 0.20% 16,313 1.38

Nebraska 11,375 0.20% 7,865 1.46

South Dakota 4,304 0.00% 3,131 1.38

North Dakota 4,050 0.21% 2,778 1.47

Wyoming 2,829 0.20% 2,054 1.39

2.20 – 8.31

PEAK 2023 • MARCH 2023 - AUGUST 2023 • CAMPAIGN REPORT

(ctr)
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Video Amp Performance Overview

• 2,812,651 impressions

• 6,753 clicks

• 0.24% click-through rate 

• 0.09% post-impression rate
• 2,612 post impressions

• 0 conversions

Campaign Per formance

768,785 767,010 761,378

515,478

0.07%
0.08% 0.08%

0.17%

0

1 00 ,00 0

2 00 ,00 0

3 00 ,00 0

4 00 ,00 0

5 00 ,00 0

6 00 ,00 0

7 00 ,00 0

8 00 ,00 0

9 00 ,00 0

Searchers Outdoors Wanderers Gambling
0 .00 %

0 .02 %

0 .04 %

0 .06 %

0 .08 %

0 .10 %

0 .12 %

0 .14 %

0 .16 %

0 .18 %

Placement Performance

Impressions Post Impression Rate

2.20 – 8.31

VideoAmp Leisure GEO Performance
Campaign Per formance

State VCR Impressions

Nebraska 98.05% 628,120

Colorado 94.91% 442,198

Minnesota 94.91% 442,198

South Dakota 97.96% 314,637

North Dakota 98.13% 241,514

Wyoming 98.15% 216,370

All States exceeded the VCR KPI of 75%.

2.20 – 8.31

PEAK 2023 • MARCH 2023 - AUGUST 2023 • CAMPAIGN REPORT

GEO = Geographic Area 
VCR = Video Completion Rate

KPI = Key Performance Indicator 

(ctr)
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Paid Social Performance Overview

• 7,209,044 impressions

• 835,143 reach (8.63 frequency)

• 118,776 engagements
• 101,470 link clicks, 909 comments, 15,150 

reactions, 1,027 shares, 220 saves

• 2.04% click-through rate

• $0.36 cost per link click

• 552 GA4 conversions

• 482 Visitor Guide Downloads or 
Requests, 60 Outbound Lodging Clicks

Campaign Per formance

6,089,874

1,119,170

1.92%

2.72%

0

1 ,00 0, 00 0

2 ,00 0, 00 0

3 ,00 0, 00 0

4 ,00 0, 00 0

5 ,00 0, 00 0

6 ,00 0, 00 0

7 ,00 0, 00 0

Leisure Gaming
0 .00 %

0 .50 %

1 .00 %

1 .50 %

2 .00 %

2 .50 %

3 .00 %

Campaign Performance

Impressions CTR

2.20 – 8.31

FB Leisure GEO Performance
Campaign Per formance

Region Reach Frequency Impressions CTR

Minneapolis – St. Paul 317,558 4.91 1,556,261 2.38%

Sioux Falls 73,435 8.20 748,699 1.65%

Lincoln & Hastings 71,130 3.16 674,577 1.71%

Fargo – Valley City 68,698 7.02 503,939 1.87%

Omaha 56,148 2.61 439,682 1.76%

Denver 58,902 4.53 430,686 1.75%

Minot - Bismarck 35,405 3.50 371,266 1.52%

2.20 – 8.31

FB Creative Performance
Campaign Per formance

Top Performing Static 
Creative!

Creative Impressions Clicks CTR

Static 3,625,694 56,172 1.55%

Video 3,582,446 91,085 2.54%

2.20 – 8.31

Top Performing Video 
Creative!

FB Creative Performance
Campaign Per formance

Top Performing Static 
Creative!

Creative Impressions Clicks CTR

Static 3,625,694 56,172 1.55%

Video 3,582,446 91,085 2.54%

2.20 – 8.31

Top Performing Video 
Creative!

PEAK 2023 • MARCH 2023 - AUGUST 2023 • CAMPAIGN REPORT

(ctr)
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Campaign Per formance

Linear Cable

2.20 – 8.31

Cable Attribution
3,693 website visits

+3.42% lift in immediate visitors (w/in 
30 minutes of ad)

+10.4% lift in return visitors 
(w/in 14 days of ad)

Flight Dates: 4/10/2023 - 5/21/23

Denver
373 Spots
832,304 impressions
15% Reach / 3x Frequency A25-54

Minneapolis-St. Paul
373 Spots
425,002 impressions
10% Reach / 3x Frequency A25-54

Minot-Bismark-Dickinson
709 Spots
11,904 impressions
7% Reach / 3x Frequency A25-54

Paid Search Summary

398,380
Impressions Deliv.

17.80%
Click-Through Rate

$0.27
Avg. Cost per Click

17.82% prev. report, 
~5% benchmark

$0.27 prev. report, ~$3 
benchmark

• The paid search portion of this campaign delivered over 398k impressions, with a CTR of 17.80% and an avg. 
CPC of $0.27.

• Our top-performing campaign by CTR and impressions was Visit Deadwood.

• Our top-performing keyword by CTR was “deadwood,” followed by “what to see in deadwood sd.”

Campaign Per formance

325k prev. report

2.20 – 8.31

CTR = Click Through Rate 
CPC = Cost Per Click 
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Campaign Performance

The top-performing campaign by CTR and impressions was Visit Deadwood.

149,822

101,078

69,505

44,893
33,082

22.69%

16.19%

9.10%

21.86%

13.36%

0

2 0,0 00

4 0,0 00

6 0,0 00

8 0,0 00

1 00 ,00 0

1 20 ,00 0

1 40 ,00 0

1 60 ,00 0

Visit Deadwood What To Do Lodging Eat & Drink Gaming
0 .00 %

5 .00 %

1 0.0 0%

1 5.0 0%

2 0.0 0%

2 5.0 0%

Impressions & CTR by Campaign
Impressions CTR

Campaign Per formance

2.20 – 8.31

PEAK 2023 • MARCH 2023 - AUGUST 2023 • CAMPAIGN REPORT

Keyword Performance

The top-performing keyword by CTR was “deadwood,” followed by “what to see in deadwood 
sd.”

Campaign Per formance

Eat & DrinkLodging Visit Deadwood What To Do Gaming

72,016

44,193
36,835 35,966 34,509

27,446
18,993 16,293

11,164 11,019

20.6%

17.1%

28.5%

8.8%

24.6%
26.2%

9.9%

27.0%

22.4%

11.4%

0

1 0,0 00

2 0,0 00

3 0,0 00

4 0,0 00

5 0,0 00

6 0,0 00

7 0,0 00

8 0,0 00

s dakota things to do in
black hills south

dakota

deadwood lodging in south
dakota

dead wood best places to
eat in deadwood

south dakota
things to do

what to see in
deadwood sd

best casino in
deadwood

best hotel in
deadwood sd

0 .00 %

5 .00 %

1 0.0 0%

1 5.0 0%

2 0.0 0%

2 5.0 0%

3 0.0 0%

Impressions & CTR by Keyword
Impressions CTR

2.20 – 8.31

Impressions & CTR Over Time

CTR and impressions have slightly decreased in the month of August.
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Campaign Per formance

2.20 – 8.31
Impressions & CTR Over Time

CTR and impressions have slightly decreased in the month of August.
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Campaign Per formance

2.20 – 8.31
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Bookings Summary (Statewide)

When looking at the state as a whole (i.e., those who have been exposed to our advertising and 
booked anywhere in South Dakota) we are just over 41k since the start of the campaign.

25,489

15,419

683 128

Sojern Trip Advisor Pandora Video Amp

Statewide Bookings by Partner

Campaign Per formance

41,287

*The chart visualized on this slide has higher bookings 
than our total because the data is not de-duplicated, 
i.e., a booking could be attributed to both partners 
due to the individual being exposed to ads from each. 

Bookings that occurred within 
the state of South Dakota as a 
result of our advertising efforts

2.20 – 8.31

Bookings Summary (In-Destination)

When we solely look at bookings that have occurred in Deadwood specifically as a result of our 
advertising, we are just over 3.8k since the start of the campaign, led by Sojern.

2,773

1,145

48 32

Sojern Trip Advisor Pandora Video Amp

Deadwood Bookings by Partner

Campaign Per formance

3,870
Bookings that occurred within 
Deadwood as a result of our 

advertising efforts

*The chart visualized on this slide has higher bookings 
than our total because the data is not de-duplicated, 
i.e., a booking could be attributed to both partners 
due to the individual being exposed to ads from each. 

2.20 – 8.31

Bookings Market Performance (Peak23)

Sioux Falls and Minneapolis – St Paul were our top two performing markets when looking at bookings, 
followed by Rapid City.

Campaign  Performance

17.3%

10.4%

8.3%

6.6%

4.6% 4.2% 3.6% 3.0%
2.3% 2.2%

Sioux Falls, SD Minneapolis - St 
Paul, MN

Rapic City, SD Denver, CO Washington DC Omaha, NE Bismarck, ND Chicago, IL Sand Fransco Bay 
Area, CA

Lincoln, NE

Bookings Share by Market

% Share of Bookings

9.1 – 1.31
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GA4 Campaign Performance Overview

• 148,343 sessions

• 123,398 users

• 34.4% engagement rate 
(43.6% site avg.)

• 0:24s avg. engagement 
time (0:27 site avg.)

• 2.27 pages per session 

Campaign Per formance

Source / Medium Sessions Engagement Rate
Avg. Engagement 

Time

Paid Social 110,245 12.5% 0:02

Paid Search 108,173 72% 1:02

Trip Advisor / Social 42,920 8.2% 0:00

Sojern / Display 18,988 12.9% 0:05

Video Amp / Preroll 14,292 11.6% 0:00

True West Mag / Email 1,047 63.1% 1:22

Trip Advisor / Preroll 1,000 23.8% 0:00

True West Mag / 
Display

748 50.5% 0:59

Trip Advisor / Boost 620 24.5% 0:00

Trip Advisor / Display 314 28.7% 0:00

True West Mag / 
Facebook

222 40.5% 0:51

True West Mag / 
Native

164 64.3% 1:34

Pandora / Display 156 9% 0:38

2.20 – 8.31
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Deadwood

 '23 Shoulder Media Flow
Sept '23 Oct '23 Nov '23 Dec '23 Jan '24 Total Cost

Deliverable 4 11 18 25 2 9 16 23 30 6 13 20 27 4 11 18 25 1 8 15 22 29

Total Media $348,000

SEM All Visitors $23,000.00

SEM Gaming & Sports Betting Mini Campaign $3,000.00
Minot (ND), Minneapolis/StP (MN), Denver (CO), Billings 

(MT), Rapid (SD), Sioux Falls (SD), Lincoln (NE), Sioux City (IA), 
Des Moines (IA), Omaha (NE) 23,660 Clicks

Programmatic OLV/CTV All Visitors $59,500.00

OLV/CTV Gaming & Sports Betting Mini Campaign $21,500.00

OLV/CTV Winter - Mini Campaign $6,650.00
Minot (ND), Minneapolis/StP (MN), Denver (CO), Billings 

(MT), Rapid (SD), Sioux Falls (SD), Lincoln (NE), Sioux City (IA), 
Des Moines (IA), Omaha (NE) 2,730,000

Programmatic Display All Visitors $28,000.00

Display Gaming & Sports Betting Mini Campaign $7,000.00

Display Winter- Mini Campaign $5,000.00
Minot (ND), Minneapolis/StP (MN), Denver (CO), Billings 

(MT), Rapid (SD), Sioux Falls (SD), Lincoln (NE), Sioux City (IA), 
Des Moines (IA), Omaha (NE) 7,280,000

FB/IG All Visitors $7,000.00

FB/IG - Gaming & Sports Betting Mini Campaign $3,000.00
Minot (ND), Minneapolis/StP (MN), Denver (CO), Billings 

(MT), Rapid (SD), Sioux Falls (SD), Lincoln (NE), Sioux City (IA), 
Des Moines (IA), Omaha (NE) 20,222 Clicks

Native - All Visitors $18,000.00

Native - Gaming & Sports Betting Mini Campaign $7,000.00
Minot (ND), Minneapolis/StP (MN), Denver (CO), Billings 

(MT), Rapid (SD), Sioux Falls (SD), Lincoln (NE), Sioux City (IA), 
Des Moines (IA), Omaha (NE) 2,528,000

Online Travel Agency Placement - All Visitors $50,000.00

Travel Intenders 3,125,000

Local/Regional (Omaha Mag) - All Visitors $10,000.00
Minot (ND), Minneapolis/StP (MN), Denver (CO), Billings 

(MT), Rapid (SD), Sioux Falls (SD), Lincoln (NE), Sioux City (IA), 
Des Moines (IA), Omaha (NE) 909,000

Linear Cable TV - All Visitors $33,000.00
Denver, Minot/Bismarck/Dickinson 1,736,842

True West - All Visitors $10,000.00
Full Page Ad 120,000

Programmatic Out of Home - All Visitors $22,000.00
Minot (ND), Minneapolis/StP (MN), Denver (CO) 1,375,000

University of WY - All Visitors $14,000.00

Deadwood Local Events - RUNNING VIA DEADWOOD CHAMBER $18,000.00

Ad Serving $2,350.00

19,803,842

43,882 clicks

*Agency commission 9%

Audience Breakdown Target Geo
Searchers (25 - 44) HHI $50k - $100K, No children in 

traveling party
Minot (ND), Minneapolis/StP (MN), Denver (CO), Billings (MT), Rapid (SD), Sioux Falls (SD), Lincoln (NE), Sioux 

City (IA), Des Moines (IA), Omaha (NE)

Wanderers (50+) HHI $100K+, Empty nesters
Minot (ND), Minneapolis/StP (MN), Denver (CO), Billings (MT), Rapid (SD), Sioux Falls (SD), Lincoln (NE), Sioux 

City (IA), Des Moines (IA), Omaha (NE)

Outdoors (35-60) Males, HHI $80K+, Married
Minot (ND), Minneapolis/StP (MN), Denver (CO), Billings (MT), Rapid (SD), Sioux Falls (SD), Lincoln (NE), Sioux 

City (IA), Des Moines (IA), Omaha (NE)

Approved by:
Date:

Deadwood

 '23 Shoulder Media Flow
Sept '23 Oct '23 Nov '23 Dec '23 Jan '24 Total Cost

Deliverable 4 11 18 25 2 9 16 23 30 6 13 20 27 4 11 18 25 1 8 15 22 29

Total Media $348,000

SEM All Visitors $23,000.00

SEM Gaming & Sports Betting Mini Campaign $3,000.00
Minot (ND), Minneapolis/StP (MN), Denver (CO), Billings 

(MT), Rapid (SD), Sioux Falls (SD), Lincoln (NE), Sioux City (IA), 
Des Moines (IA), Omaha (NE) 23,660 Clicks

Programmatic OLV/CTV All Visitors $59,500.00

OLV/CTV Gaming & Sports Betting Mini Campaign $21,500.00

OLV/CTV Winter - Mini Campaign $6,650.00
Minot (ND), Minneapolis/StP (MN), Denver (CO), Billings 

(MT), Rapid (SD), Sioux Falls (SD), Lincoln (NE), Sioux City (IA), 
Des Moines (IA), Omaha (NE) 2,730,000

Programmatic Display All Visitors $28,000.00

Display Gaming & Sports Betting Mini Campaign $7,000.00

Display Winter- Mini Campaign $5,000.00
Minot (ND), Minneapolis/StP (MN), Denver (CO), Billings 

(MT), Rapid (SD), Sioux Falls (SD), Lincoln (NE), Sioux City (IA), 
Des Moines (IA), Omaha (NE) 7,280,000

FB/IG All Visitors $7,000.00

FB/IG - Gaming & Sports Betting Mini Campaign $3,000.00
Minot (ND), Minneapolis/StP (MN), Denver (CO), Billings 

(MT), Rapid (SD), Sioux Falls (SD), Lincoln (NE), Sioux City (IA), 
Des Moines (IA), Omaha (NE) 20,222 Clicks

Native - All Visitors $18,000.00

Native - Gaming & Sports Betting Mini Campaign $7,000.00
Minot (ND), Minneapolis/StP (MN), Denver (CO), Billings 

(MT), Rapid (SD), Sioux Falls (SD), Lincoln (NE), Sioux City (IA), 
Des Moines (IA), Omaha (NE) 2,528,000

Online Travel Agency Placement - All Visitors $50,000.00

Travel Intenders 3,125,000

Local/Regional (Omaha Mag) - All Visitors $10,000.00
Minot (ND), Minneapolis/StP (MN), Denver (CO), Billings 

(MT), Rapid (SD), Sioux Falls (SD), Lincoln (NE), Sioux City (IA), 
Des Moines (IA), Omaha (NE) 909,000

Linear Cable TV - All Visitors $33,000.00
Denver, Minot/Bismarck/Dickinson 1,736,842

True West - All Visitors $10,000.00
Full Page Ad 120,000

Programmatic Out of Home - All Visitors $22,000.00
Minot (ND), Minneapolis/StP (MN), Denver (CO) 1,375,000

University of WY - All Visitors $14,000.00

Deadwood Local Events - RUNNING VIA DEADWOOD CHAMBER $18,000.00

Ad Serving $2,350.00

19,803,842

43,882 clicks

*Agency commission 9%

Audience Breakdown Target Geo
Searchers (25 - 44) HHI $50k - $100K, No children in 

traveling party
Minot (ND), Minneapolis/StP (MN), Denver (CO), Billings (MT), Rapid (SD), Sioux Falls (SD), Lincoln (NE), Sioux 

City (IA), Des Moines (IA), Omaha (NE)

Wanderers (50+) HHI $100K+, Empty nesters
Minot (ND), Minneapolis/StP (MN), Denver (CO), Billings (MT), Rapid (SD), Sioux Falls (SD), Lincoln (NE), Sioux 

City (IA), Des Moines (IA), Omaha (NE)

Outdoors (35-60) Males, HHI $80K+, Married
Minot (ND), Minneapolis/StP (MN), Denver (CO), Billings (MT), Rapid (SD), Sioux Falls (SD), Lincoln (NE), Sioux 

City (IA), Des Moines (IA), Omaha (NE)

Approved by:
Date:

PEAK 2023 MEDIA CALENDAR
SEPTEMBER 2023 - JANUARY 2024

+
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Campaign At-A Glance

Goal: The goal of this campaign is to boost awareness for Deadwood in order to 
ultimately drive bookings and revenue into the destination.

Campaign Parameters

Geo’s: Minot (ND), Minneapolis/StP (MN), Denver (CO), Billings (MT), Rapid (SD), Sioux 
Falls (SD), Lincoln (NE), Sioux City (IA), Des Moines (IA), Omaha (NE)

Audiences: Searchers (25 - 44) HHI $ 50K - $100K, No children in traveling party, 
Wanderers (50+) HHI $100K+, Empty nesters, Outdoors (Males 35 - 60) HHI $80K+, 
Married

Timing: 9/1/23 – 1/31/24

Key Performance Indicators

Building Awareness

Campaign Parameters

Generating Engagement Driving Action

Impressions

Post Impression Rate

Click-Through Rate (Paid Search)

Avg. CPC (Paid Search)

Website Sessions

Engagement Rate (social)

Engagement Rate (GA4)

Avg. Engagement Time

Visitor Guide Downloads

Lodging Clicks

Executive Summary

21,121,362
Impressions Deliv.

0.35%
Post Impression Rate

2.16%
Paid Social

Click-Through Rate

9.14%
Paid Search 

Click-Through Rate

74,632 post impressions,             
0.27% prev. report 

1.00% benchmark, 
1.76% prev. report 

~5% benchmark,     
10.25% prev. report 

• This campaign has delivered over 21M impressions so far, with a post-impression rate of 0.35% and a paid social click-through 
rate of 2.16%.

• Paid search is doing well with a CTR of 9.14%, exceeding the global benchmark of 5%.

• Our top-performing programmatic partner by PIR was Storygize at 0.78%.

• We saw that our efforts drove 48,486 bookings statewide.

Campaign Per formance

9M prev. report 

9.1 – 1.31
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Sojern Performance Overview

• 12,105,375 impressions

• 2,794 clicks

• 0.02% click-through rate (0.3% prev. report,  
0.08% - 0.30% benchmark)

• 0.30% post-impression rate (0.28% prev. 
report)

• 36,467 post impressions

• 562 conversions
• 521 lodging clicks, 41 visitor guide 

downloads

Campaign Per formance

3,061,156 3,020,702 2,974,128
2,706,339

343,0500.21% 0.21%
0.20% 0.20%

3.57%

0

5 00 00 0

1 00 00 00

1 50 00 00

2 00 00 00

2 50 00 00

3 00 00 00

3 50 00 00

Outdoors Wanderers Searchers Sports Betting Retargeting
0 .00 %

0 .50 %

1 .00 %

1 .50 %

2 .00 %

2 .50 %

3 .00 %

3 .50 %

4 .00 %

Audience Performance

Impressions Post Impression Rate

9.1 – 1.31

Sojern GEO Performance
Campaign Per formance

DMA Impressions PIR

Sioux Falls/Mitchell 2,070,256 0.18%

Omaha 1,491,336 0.16%

Minneapolis/Saint Paul 1,406,010 0.22%

Chicago 1,335,801 0.14%

Denver 1,295,420 0.27%

Lincoln/Hastings/Kearney 884,461 0.12

Rapid City 823,575 0.61%

9.1 – 1.31

(ctr)

DMA = Designated Marketing Area
PIR = Post Impression Rate
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ROAS 
11.84:1
*Let us know if you have metrics on 
visitor spends and we can update 
ROI calculations

Sojern Sports Betting Economic Impact Report

ROAS 
24.11:1

*Let us know if you have metrics 
on visitor spends and we can 
update ROI calculations

SOJERN LEISURE CAMPAIGN ECONOMIC IMPACT REPORT

SOJERN GAMING/SPORTS BETTING CAMPAIGN
ECONOMIC IMPACT REPORT

LEISURE AUDIENCE = $10.80 VISITOR SPEND
FOR EVERY $1 SPENT ON ADS

GAMING AUDIENCE = $21.90 VISITOR SPEND
FOR EVERY $1 SPENT ON ADS
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Sojern Leisure Economic Impact Report

Sojern Leisure Economic Impact Report
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VideoAmp Performance Overview
Campaign Per formance

593,089 577,184 568,950 576,532

156,509

0.004%

0.001%

0.003%

0.002%

0.010%

0

1 00 ,00 0

2 00 ,00 0

3 00 ,00 0

4 00 ,00 0

5 00 ,00 0

6 00 ,00 0

7 00 ,00 0

Sports Betting Outdoors Searchers Wanderers Winter
0 .00 0%

0 .00 2%

0 .00 4%

0 .00 6%

0 .00 8%

0 .01 0%

0 .01 2%

Placement Performance

Impressions Post Impression Rate

• 2,472,264 impressions

• 246 clicks

• < 0.01% click-through rate (<0.01% prev. 
report, 0.08% - 0.30% benchmark)

• 0.003% post-impression rate (0.002% 
prev. report)

• 74 post impressions

• 0 conversions 

9.1 – 1.31

VideoAmp GEO Performance
Campaign Per formance

DMA Impressions VCR PIR

Denver 792,781 95.02% 0.001%

Minneapolis/Saint Paul 746,594 95.15% 0.002%

Chicago 177,879 95.99% 0.005%

Omaha 173,487 94.92% 0.003%

Des Moines/Ames 118,975 94.85% 0.003%

Sioux Falls/Mitchell 116,123 95.45% 0.004%

Lincoln/Hastings/Kearney
87,997 95.16% 0.000%

9.1 – 1.31

(ctr)

DMA = Designated Marketing Area
VCR = View Through Rate
PIR = Post Impression Rate
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Storygize Performance Overview
Campaign Per formance

1,170,218

793,635
739,161 705,696

0.77%

0.65%

0.69%

0.88%

0

2 00 00 0

4 00 00 0

6 00 00 0

8 00 00 0

1 00 00 00

1 20 00 00

1 40 00 00

Sports Betting Outdoors Wanderers Searchers
0 .00 %

0 .10 %

0 .20 %

0 .30 %

0 .40 %

0 .50 %

0 .60 %

0 .70 %

0 .80 %

0 .90 %

1 .00 %

Audience Performance

Impressions Post Impression Rate• 4,273,286 impressions

• 10,425 clicks

• 0.24% click-through rate (0.21% prev. report, 
0.08% - 0.30% benchmark)

• 0.78% post-impression rate (0.73% prev. 
report)

• 33,302 post impressions

• 390 conversions
• 351 lodging clicks, 39 visitor guide 

downloads

9.1 – 1.31

Storygize GEO Performance
Campaign Per formance

DMA Impressions CVR PIR

Minneapolis/Saint Paul 1,963,359 0.91% 0.35%

Denver 468,403 3.59% 0.52%

Des Moines/Ames 303,044 0.13% 0.23%

Sioux Falls 286,581 5.17% 1.16%

Lincoln/Hastings/Kearney 231,715 3.72% 0.49%

Rapid City 198,471 15.58% 3.25%

Minot/Bismarck/Dickinson 168,347 11.87% 1.98%

9.1 – 1.31

9.1 – 1.31

Storygize Sport Betting Creative Performance
Campaign Performance

(ctr)
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Omaha Mag Performance Overview
Campaign Per formance

268,539

237,916
232,031

0.09%

0.08% 0.08%

2 10 00 0

2 20 00 0

2 30 00 0

2 40 00 0

2 50 00 0

2 60 00 0

2 70 00 0

2 80 00 0

Searchers Families Outdoors
0 .07 %

0 .07 %

0 .08 %

0 .08 %

0 .09 %

0 .09 %

0 .10 %

Audience Performance

Impressions Post Impression Rate

• 738,486 impressions

• 699 clicks

• 0.09% click-through rate

• 0.08% post-impression rate

• 619 post impressions 

• 4 conversions
• 4 lodging clicks

9.1 – 1.31

Omaha Mag GEO Performance
Campaign Per formance

DMA Impressions PIR

Minneapolis/Saint Paul 205,425 0.05%

Denver 187,766 0.04%

Omaha 59,362 0.06%

Des Moines/Ames 45,419 0.04%

Lincoln/Hastings/Kearney 33,695 0.04%

Sioux Falls/Mitchell 28,368 0.26%

Sioux City 12,706 0.10%

9.1 – 1.31

DMA = Designated Marketing Area
PIR = Post Impression Rate
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Tripadvisor Performance Overview
Campaign Per formance

1,221,818

310,133

0.29%

0.25%

0

2 00 ,00 0

4 00 ,00 0

6 00 ,00 0

8 00 ,00 0

1 ,00 0, 00 0

1 ,20 0, 00 0

1 ,40 0, 00 0

Travel Intenders Display Travel Intenders Preroll
0 .23 %

0 .24 %

0 .25 %

0 .26 %

0 .27 %

0 .28 %

0 .29 %

0 .30 %

Audience Performance

Impressions Post Impression Rate

• 1,531,951 impressions

• 864 clicks

• 0.06% click-through rate

• 0.28% post-impression rate

• 4,275 post impressions 

• 4 conversions
• 24 lodging clicks, 4 visitor guide requests

9.1 – 1.31

Tripadvisor GEO Performance
Campaign Per formance

DMA Impressions PIR

Denver 515,288 0.12%

Minneapolis/Saint Paul 308,629 0.12%

Omaha 103,739 0.27%

Lincoln/Hastings/Kearney 36,298 0.21%

Sioux City 31,854 0.15%

Sioux Falls/Mitchell 28,971 0.40%

Des Moines/Ames 26,363 0.33%

9.1 – 1.31

DMA = Designated Marketing Area
PIR = Post Impression Rate
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Paid Social Performance Overview

• 1,279,093 impressions

• 284,018 reach (4.50 frequency)

• 52,060 engagements
• 23,048 link clicks, 342 comments, 7,769 

reactions, 470 shares, 68 saves

• 4.13% click-through rate (2.15% prev. report, 
1.00% benchmark)

• $0.43 cost per link click ($0.39 prev. report)

• 541 GA4 Conversions
• 308 Visitor Guide downloads/clicks, 120 

Lead Gen Thank You pageviews, 98 
Lodging clicks and 15 phone call 
interactions.

Campaign Per formance

683,576

350,908

244,609

4.92%

4.10%

1.96%

0

1 00 ,00 0

2 00 ,00 0

3 00 ,00 0

4 00 ,00 0

5 00 ,00 0

6 00 ,00 0

7 00 ,00 0

8 00 ,00 0

Prospecting Retargeting Sports
0 .00 %

1 .00 %

2 .00 %

3 .00 %

4 .00 %

5 .00 %

6 .00 %

Campaign Performance

Impressions CTR

9.1 – 1.31

FB Creative Performance
Campaign Per formance

Entertaining Guests

Creative Impressions Clicks CTR

Static 957,851 44,399 4.64%

Video 321,242 8,405 2.62%

9.1 – 1.31

(ctr)
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Lead Generation Performance Overview

• 479,113 impressions

• 120,313 reach (3.21 frequency)

• 20,363 engagements
• 4,831 link clicks, 382 comments, 4,727 

reactions, 296 shares, 61 saves

• 7.37% click-through rate (1.00% benchmark)

• $0.17 cost per link click

• 1,431 conversions
• 9.60% conversion rate

Campaign Per formance

430,617

33,909 14,587

7.66%

4.58%

5.30%

0

5 0,0 00

1 00 ,00 0

1 50 ,00 0

2 00 ,00 0

2 50 ,00 0

3 00 ,00 0

3 50 ,00 0

4 00 ,00 0

4 50 ,00 0

5 00 ,00 0

Wanderers Searchers Outdoors
0 .00 %

1 .00 %

2 .00 %

3 .00 %

4 .00 %

5 .00 %

6 .00 %

7 .00 %

8 .00 %

9 .00 %

Ad Set Performance

Impressions CTR

9.81% CVR 8.61% CVR 7.74% CVR

12.1 – 1.31

Lead Generation = Deadwood Giveaway Sign-ups on 
Social Media & Deadwood.com

Entries included name, phone, address and email.

FB Creative Performance
Campaign Per formance

Gold Rush Giveaway

Creative Impressions Clicks CTR

Static 479,113 35,325 7.37%

9.1 – 1.31

(ctr)
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Paid Search Summary

553,305
Impressions Deliv

9.14%
Click-Through Rate

$0.46
Avg. Cost per Click

3.17% benchmark, 
10.25% prev. report 

$2.69 benchmark,      
$0.48 prev. report

• Paid search delivered 553K impressions with a CTR of 9.14% and an avg. CPC of $0.46, both of which are ahead 
of benchmark thresholds we observe with this channel.

• Our top-performing campaign by CTR was What To Do, followed by Visit Deadwood.

• The top-performing keyword by CTR was “things to do in black hills south dakota” followed by “best places to 
eat in deadwood.”

Campaign Per formance

9.1 – 1.31

381,555 prev. report 

Campaign Performance

The top-performing campaign by CTR was What To Do, while the top-performing campaign by 
impressions was Gaming.

217,354

113,806
88,845 80,807

52,4932.25%

7.01%

19.68%
18.16%

10.58%

0

5 0,0 00

1 00 ,00 0

1 50 ,00 0

2 00 ,00 0

2 50 ,00 0

Gaming Eat & Drink What To Do Visit Deadwood Lodging
0 .00 %

5 .00 %

1 0.0 0%

1 5.0 0%

2 0.0 0%

2 5.0 0%

Impressions & CTR by Campaign

Impressions CTR

Campaign Per formance

9.1 – 1.31

CTR = Click Through Rate
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Keyword Performance

The top-performing keyword by CTR was “things to do in black hills south dakota” followed by 
“best places to eat in deadwood.”

Campaign Per formance

LodgingEat & DrinkVisit Deadwood What To Do

39,815

20,076

10,413 9,746
6,893

4,021 3,537 3,450 3,326 2,956

25.3%

10.0%

25.1%

9.7%

25.0%

4.6%

10.4%
6.5% 8.1%

10.4%

0

5 ,00 0

1 0,0 00

1 5,0 00

2 0,0 00

2 5,0 00

3 0,0 00

3 5,0 00

4 0,0 00

4 5,0 00

deadwood lodging in south
dakota

best places to
eat in deadwood

casino south
dakota

best casino in
deadwood

local casinos where to stay in
south dakota

good places to
eat and drink

places to stay in
the black hills

deadwood
restaurant

0 .00 %

5 .00 %

1 0.0 0%

1 5.0 0%

2 0.0 0%

2 5.0 0%

3 0.0 0%

Impressions & CTR by Keyword
Impressions CTR

Gaming

9.1 – 1.31

GA4 Campaign Performance Overview
• 96,319 sessions

• 78,448 users

• 43.03% engagement rate (41.32% prev. 
report)

• 20s avg. engagement time (44s prev. 
report)78,448

• 2.26 pages per session (2.27 prev. report)

• 2,086 GA4 Conversions (all)
• 1,079 Lodging outbound clicks, 729 Visitor Guide 

requests/downloads, and 278 Phone call 
interactions.

Campaign Per formance

Source / 
Medium

Sessions
Engagement 

Rate
Avg. Engagement 

Time

Paid Search
51,573 67.11% 1:15

Facebook / Paid
17,159 21% 0:12

Sojern
10,330 12.6% 0:06

Storygize
8,029 19.3% 0:11

Omaha Mag
3,992 2.9% 0:01

Facebook / RT
4,141 43.4% 0:45

Trip Advisor
716 28.5% 0:25

VideoAmp
379 9.8% 0:01

9.1 – 1.31

SHOULDER 2023-2024 • SEPT. 2023 - JAN. 2024 • CAMPAIGN REPORT

GA4 = Google Analytics 4
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Bookings Summary (Statewide)

When looking at the state as a whole (i.e., those who have been exposed to our advertising and booked 
anywhere in South Dakota) we are over 48K since the start of the campaign.

41,362

7,921

2,166 549

Sojern Storygize Tripadvisor Omaha Mag

Statewide Bookings by Partner

Campaign  Performance

48,486

*The chart visualized on this slide has higher bookings 
than our total because the data is not de-duplicated, i.e., 
a booking could be attributed to both partners due to the 
individual being exposed to ads from each. 

Bookings that occurred within 
the state of South Dakota as a 
result of our advertising efforts

9.1 – 1.31

Bookings Summary (In-Destination)

When looking solely at bookings that occurred in Deadwood as a result of our advertising, we are over 
3K since the start of the campaign.

1,893

1,198

210

0

Sojern Storygize Tripadvisor Omaha Mag

Deadwood Bookings by Partner

Campaign  Performance

3,005

*The chart visualized on this slide has higher bookings 
than our total because the data is not de-duplicated, i.e., 
a booking could be attributed to both partners due to the 
individual being exposed to ads from each. 

Bookings that occurred within 
Deadwood as a result of our 

advertising efforts

9.1 – 1.31

Bookings Market Performance (Shoulder23/24)

Sioux Falls and Rapid City were our top two performing markets when looking at bookings, followed by 
Minneapolis – St. Paul.

Campaign  Performance

34.2%

22.5%

8.5% 8.1%
4.9% 4.0% 3.7% 2.4% 1.5% 1.2%

Sioux Falls, SD Rapic City, SD Minneapolis - St 
Paul, MN

Omaha, NE Washington DC Denver, CO Bismarck, ND Sioux City, IA Chicago, IL Des Moines, IA

Bookings Share by Market

% Share of Bookings

9.1 – 1.31
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EMAIL
MARKETING
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EMAIL MARKETING STATS
TOURIST LIST - 100,603 SUBSCRIBERS (AS OF 4/29/24)

16-20 Emails developed and deployed per year
Uses Groups, Segments & Tags to Customize List by Interest

LOCAL BUSINESS LIST - 675 SUBSCRIBERS
E-News Sent Weekly + Additional Email Announcements & Reminders

PUBLIC RELATIONS LIST - 220 SUBSCRIBERS
Multiple emails per month - All Press Releases for the Chamber & DGA

EMAIL MARKETING REENGAGEMENT CAMPAIGN
Beginning in March 2024, the Deadwood Chamber launched a reengagement campaign for our “Tourist” 

subscriber list (+100K subscribers). Fees associated with maintaining an email marketing database 
are directly correlated with the size of the list, and this is a large one. The primary goal of this effort is 
to lower the cost of email marketing by purging unresponsive subscribers and preserving those who 
regularly engage with our messaging. The campaign consists of three emails, spaced 6 weeks apart 

prompting unresponsive subscribers to update their preferences. Simply opening the message and *not* 
choosing to unsubscribe is enough of an action to maintain their status on the list. These efforts should 

be complete by July. 

The reengagement campaign could result in the removal of up to 45,000 email addresses who haven’t 
opened one of our messages in the last 6 months. This would result in a cost savings of over $300 per 
month. The cost of implementing the reengagement campaign will be entirely offset by the monthly 

subscriber list savings by the end of 2024 and a net savings of $2,400-$3,600 in 2025, depending on 
how fast the list continues to grow.
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2024 
JANUARY VISITOR EMAIL
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2024 
FEBRUARY VISITOR EMAIL
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2024
MARCH VISITOR EMAIL
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APRIL VISITOR EMAIL
2024



63

SOCIAL MEDIA
MANAGEMENT
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FACEBOOK PAGE MANAGEMENT
(AS OF APRIL 29, 2024)
@HistoricDeadwood - 127K followers
@DeadwoodChamber - 10K followers
@Deadwood-History-Information-Center - 3.2K followers
@ KoolDWDNites - 3.2K followers
Kool Deadwood Nites Private Group - 4,505 members
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FACEBOOK PAGE MANAGEMENT
(AS OF APRIL 29, 2024)
@HistoricDeadwood - 127K followers
@DeadwoodChamber - 10K followers
@Deadwood-History-Information-Center - 3.2K followers
@ KoolDWDNites - 3.2K followers
Kool Deadwood Nites Private Group - 4,505 members

TOP PERFORMING ORGANIC POSTS
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TOP PERFORMING ORGANIC POSTS
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INSTAGRAM PAGE MANAGEMENT
(AS OF APRIL 29, 2024)

@HistoricDeadwood - 28K followers
@DeadwoodChamber - 2.1K followers
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FLICKR & TWITTER
MANAGEMENT

Flickr - 29,449 photos and growing 

www.flickr.com/photos/ 
deadwoodsouthdakota

X (Twitter) - @DeadwoodSD
6,330 Followers
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YOUTUBE MANAGEMENT
71 VIDEOS

www.youtube.com/channel/ 
UCuRn23Jq28Yia5TuIBFRwSw

GOOGLE BUSINESS
MANAGEMENT
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YOUTUBE MANAGEMENT
71 VIDEOS

www.youtube.com/channel/ 
UCuRn23Jq28Yia5TuIBFRwSw

GOOGLE BUSINESS
MANAGEMENT

SNAPCHAT & TIKTOK MANAGEMENT 
TikTok: @HistoricDeadwood and @DeadwoodChamber
SnapChat: @DeadwoodSD
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ANNUAL PROJECTS
& PARTNER 
PROGRAMS
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PRINT COLLATERAL
Deadwood Visitor Guide 2023

Deadwood Visitor Guide 2024

LE A R N  A B O U T

THE OLD WEST
I N  D E A DWO O D

Deadwood was born in 
1876, when a rush of gold 

miners and fortune seekers 
descended on the Northern 

Black Hills in the hopes 
of making a better life for 
themselves. The town was 

practically lawless in those 
early years, and the men 

and women who first came 
to Deadwood were people 
of fortitude and strength 
- folks who didn’t mind a 
little struggle on the road 

to fame and fortune.

8 2024 –  2025 DEADWOOD VISITOR GUIDE

1874 Col. George Armstrong 
Custer’s expedition discovers 

gold on French Creek in the 
Southern Hills.

1875 A much richer gold deposit 
is discovered in Deadwood 

Gulch. The town of Custer 
is abandoned and 

miners stream 
north to stake 
claims.

1876 Deadwood becomes an official town, although rough 
around the edges. Wild Bill Hickok is gunned down, and the 
Manuel brothers strike gold near present-day Lead. 

1877 Mining mogul 
George Hearst buys 
the Manuel brothers’ 
claim for $70,000 
and establishes the 
Homestake Mining Co. 
It would operate for 
126 years.

D E A D WO O D  T I M E L I N E

These folks were 
responsible for a number 
of lasting legends. The 
dime novel exploits of 
Wild Bill, Calamity 
Jane, Deadwood 
Dick and 
other heroes 
captivated 
turn-of-the-
20th-century 
America. In 
many ways they 
still define modern 
Deadwood.

That means that when 
you visit Deadwood, 
you’re diving head-first 
into living history. You 
don’t have to pore over 
old records or listen to 
lectures to know what 
Deadwood was like 148 
years ago — though you 
can. Just walk the brick-
paved streets, and you’ll 
immerse yourself in 
continental America’s last 
great gold rush.

Want to learn more? 
There are plenty of 
ways to put yourself in 
Deadwood’s Wild 
West past.

ADAMS MUSEUM
The oldest history museum in the Black 

Hills, the Adams Museum at 
54 Sherman Street originally 

had a Victorian cabinet-of-
curiosities philosophy: 

collect anything that 
looks cool and put it 
in a glass case. The 
museum still has an 
eclectic collection, 
including a one-of-a-

kind plesiosaur fossil, 
Potato Creek Johnny’s 

massive gold nugget, the 
mysterious Thoen Stone 

and a mining locomotive. 
The recently renovated museum 

features modern displays that use artifacts 
to tell the important stories of Deadwood’s 
past. The lower level’s natural history 
exhibits are hands-on, perfect for kids. Ask 
about special programs and temporary 
exhibits. Open year-round.

BROTHEL TOURS
Deadwood’s last houses of prostitution 
closed following a raid in 1980. 
Now, visitors are able to 

tour one of these former bordellos at The 
Brothel, located at 610 Main Street, 
and understand how the world’s oldest 
profession shaped more than a century of 
Deadwood’s history. 

HISTORIC ADAMS HOUSE
Built in 1892, the Queen Anne home at 22 
Van Buren Street was occupied by some 
of Deadwood’s most influential merchant 
families. Its furnishings, hand-painted 
canvas wall coverings, stained glass 
windows and 19th-century plumbing sat 
undisturbed for almost 60 years during 
the middle of the 20th century. 
Guided tours of the fully 
restored home are open 
April through October. Ask 
about special events such 
as musical performances 
and history lectures 
during the summer 
on the lawn. 

SCAN HERE

WWW.DEADWOOD.COM 9

1879 Fire rages 
through the city, 
destroying buildings 
and leaving 2,000 
people homeless. 

1890 The Fremont, 
Elkhorn & Missouri 
Valley Railroad begins 
passenger service to 
Deadwood.

1904 The Franklin Hotel opens; 
Calamity Jane dies.

1906 The Homestake 
Slime Plant (now the 
Deadwood Mountain 
Grand) is constructed. 

1908 The Lawrence 
County Courthouse is 
completed.
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PRINT COLLATERAL

Deadwood Coupon Books - 2024 
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   St. Ambrose Catholic Church
   Grace Lutheran Church
   1st Baptist Church of the Northern Hills

CHURCHES
St. John’s Episcopal Church1†

2†

3†

†4
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POINTS OF INTEREST 
1. Tatanka: Story of the Bison
2. Friendship Tower/Mount Roosevelt
3. Gold Street Pedestrian Mall (May 15 – October 15)
4. Lawman’s Patrol Walking Tour
5. Days of ʼ76 Western Museum
6. Events Complex / Rodeo Grounds
7. Whitewood Creek Trail
8. Deadwood Historic Tours
9. Deadwood Welcome Center / Chamber of Commerce /
 Trolley Stop
10.  Deadwood Escape Rooms 
11. Wild Bill Hickok Memorial Statue 
12. Woodyʼs Wild West Old Time Photos
13. Historic Bullock Ghost Tours
14. Re-enactment of Wild Bill’s poker game / Saloon #10
15. Jacobs Brewhouse Brewery
16. Mt. Moriah Cemetery
17. Bust of Wild Bill Hickok Courtyard
18. Ride Deadwood at Boot Hill Tour
19. Deadwoodʼs Adams Museum
20. History and Information Center
21. Mind Blown Studios
22. Black Hills Central Reservations – Post Office
23. Lawrence County Courthouse / Sheriff’s Dept.
24. Deadwood City Steps
25. Recreation Center / City Park / Dog Park / Playground 
26. Adams House
27.  Deadwood Mini Golf
28.  Chubby Chipmunk Hand-Dipped Chocolates
29.  Alkali Ike
30.  Homestake Trail (Access via Mickelson Trail, follow signs) 
31. Pluma Visitor Center
32. Deadwood Distillery
33. Haunted History Walking Ghost Tour 
34.  George S. Mickelson Trailhead
35.  C.B. & Q. Engine House

52. 

36.  Homestake Adams Research & Cultural Center
37. West River Whiskey Co.
38.  Deadwood City Hall / Police Dept.
39.  Deadwood Mountain Grand Events Center
40.  Broken Boot Gold Mine Tour
41.  Trial of Jack McCall
42.  Deadwood Public Library
43. Deadwood Stage Coach
44.  Jacobs Gallery
45.  Original Deadwood Tour
46.  Naughti Winery/Sick N’ Twisted Brewery
47.  Belle Joli Winery
48. The Historic Fairmont Hotel Ghost Tours
49. Original Wild Bill Shooting Site / Wild Bill Bar
50.  Northern Hills Railway Society 
51.  Outlaw Square

The Brothel Deadwood
53. Dahl’s Chainsaw Art

 
  

2†

PLEASE NOTE: THIS MAP IS NOT TO 
SCALE AND DISTANCES TO SOME 
LOCATIONS MAY BE MISLEADING.
1. Tatanka: “Story of the Bison” is not 
accessible by foot or Deadwood Trolley from 
Downtown Deadwood. It is accessible by 
private car or via the special private Tatanka 
bus service originating in Deadwood.

2. The Broken Boot Gold Mine is accessible 
by private car, Deadwood Trolley, and by foot. 
However, it is about one mile from Downtown 
Deadwood, and may not be a comfortable 
walk for the disabled, families with small 
children or the elderly.

3. Mt. Moriah Cemetery is accessible by 
private car, one of the tour buses, or by foot. 
It is several blocks from downtown and is a 
difficult uphill walk, and may not be a 
comfortable walk for the disabled, families 
with small children or the elderly. Also, 
because of the steep grade and limited 
parking, large RVs or vehicles pulling trailers 
are not allowed on the route to the cemetery 
beyond Sherman Street. No pets allowed.

Parking

Campground

Picnic Area

Public Restrooms

Hospital

Playground

MEDICAL
SERVICES
Deadwood Dental/Deadwood Eye Care

   Monument Health Hospital and Clinic
   White Drug Pharmacy
   Trails Head Cannabis Co.

Deadwood trolleys stop at hotels and other 
key locations in Deadwood City limits. 
Schedule and routes are printed in a 
brochure that can be found at visitor 
information locations and at lodging 
facilities on the route. For more information 
and to see the trolley’s location in real 
time, visit: www.TrackMyTrolley.com.

TROLLEYS

2 pm – Outlaw Square / Franklin Hotel
4 pm – Big Dipper / Berg Jewelry
6 pm – Wild Bill Bar / Celebrity Hotel

Deadwood Shootouts are seasonal & may change during 
special events. Visit DeadwoodAlive.com for info.

DEADWOOD SHOOTOUT

Entertaining Guests Since 1876 
501 Main Street • 800-999-1876 • 605-578-1876
www.Deadwood.com • Email: visit@deadwood.org

14 33 29

454

51

3

32

2

29

37

FINANCIAL
INSTITUTIONS
First Interstate Bank - Deadwood
First National Bank - Lead

41

Attraction Map - 2023 to early 2024

An updated full-color 
attraction map for 2024 is 

in development.

The new map will have historic 
attractions highlighted in a 

specific color.
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TRAVEL SHOWS - CONSUMER & TRADE 
ABA - February 2023 (Trade)
NTA Contact - March 2023 (Trade)
Minneapolis Northwest Sports Show – March 2023 (Consumer)
University of Wyoming Tailgate Booth - Fall 2023 (Consumer)
NTA November 2023 (Trade)
ABA – January 2024 (Trade)
Dallas TX Adventure Sports Show - March 2024 (Trade & Consumer)
NTA Contact May 2024 (Trade)

PARTNERS (Funding)
• Deadwood Chamber of Commerce & Visitors Bureau
• Bid 8
• Bed & Booze
• Historic Preservation (University of WY + Collateral/Promotional Materials at shows)
• Local Business Partners: Saloon #10, Deadwood Mountain Grand, The Lodge at 
Deadwood, Silverado/Franklin, Sanford Lab Homestake Visitor Center, Deadwood 
Gulch Resort and BH Badlands Tourism Association

Dallas, TX

University of Wyoming
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TRAVEL SHOWS - CONSUMER & TRADE 
Profile Sheet

NTA TrexPress Daily Sheets

NTA Contact Program

Historic Deadwood
Entertaining since 1876

Historic Deadwood has award-winning museums & 
attractions, Mount Moriah Cemetery where Wild Bill 
and Calamity Jane were laid to rest, incredible special 
events, walking trails, guided tours, unique retail 
shops, fine dining and spas - and let’s not forget 24/7 
gaming action, including sports betting! This National 
Historic Landmark is a mountain resort town that 
offers Old West 
History and 
new modern 
luxuries, 
including 
more than 
1,700 hotel 
rooms.

1-800-999-1876 | www.Deadwood.com
clara@deadwood.org | www.PlanDeadwood.com
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2023-2024 GOLD RUSH GIVEAWAY 
“LEAD GENERATION” 
BENEFITS
• Gather physical addresses and email addresses from a qualified audience
	 - Addresses added to visitor email list 
	 - Used to generate customer lists and lookalike audiences (social ads)
• Generates visits to Deadwood.com and in return remarketing

18,812 Contacts Generated from 50 states, Guam, USVI, D.C. and Canada
Largest amount of entries in order: 
SD, MN, ND, NE, WY, MT, IA, CO, WI, CA, FL, TX

+



79

2017-2023 Participants: 2,296

#WildBillMe - COLLECT SELFIES. WIN PRIZES.

Grab Your Camera and 
FIRE AWAY!

(Sorry, Bill)
Wild Bill Hickok remains Deadwood’s most famous 
resident, even though he was only in town a few short 
weeks — and he’s been dead since 1876. You’ll find his 
likeness all over Historic Deadwood — reenactors, photos, 
paintings, statues, signs, life-size cutouts and more.

Now you can explore that history through a fun game! 
#WildBillMe is a selfie treasure hunt in Historic Deadwood 
(and the surrounding area). Find Bill (any likeness will do) 
and take a selfie with him.

CLAIM YOUR PRIZE
Bring your phone or camera into one of Deadwood’s Visitor 
Centers (501 Main Street or 3 Siever Street) and show us 
your #WildBillMe selfie collection. 

10 selfies wins a #WildBillMe sticker; 15 and you’ll get a 
magnet; 25 Wild Bills and we’ll add pouch of Deadwood 
gold coins (chocolate), to the first two prizes.

You can only count each Bill once, but trust us, it won’t 
be that hard. Bill is EVERYWHERE in Deadwood, you just 
need to explore a little to find him! 

For more information visit WildBillMe.com

Program managed by:

Sponsored in part by:

PRIZES - Magnet & Sticker

NEW PRIZE in 2024
Deadwood “treasure” pouch 
with custom gold coins that 
say “Deadwood
South Dakota 1876
National Historic
Landmark”

DIGITAL AD

RACK CARD
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PASTPORT PROGRAM: Memorial Weekend - Late September
PARTNERS
• Deadwood Chamber of Commerce & Visitors Bureau
• Mt. Moriah Cemetery/Historic Preservation
• Deadwood History Inc: Adams House, Adams Museum, Days of ‘76 Museum
• Broken Boot Gold Mine
• Deadwood Alive/Trial of Jack McCall
• Deadwood Trolley

T
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TRIAL OF TRIAL OF 
JACK MCCALLJACK MCCALL
DEADWOODALIVE.COM

Schedules for the Trial of Jack McCall, additional 
Deadwood reenactments and the stagecoach are

available at DeadwoodAlive.com.

TROLLEY PASS

INSTRUCTIONSINSTRUCTIONS
PastPort Participants can ride the trolley for free 
to participating attractions on the trolley route 

between 8 a.m. and 6:30 p.m. Tear out the trolley pass 
for the corresponding attraction and present 

it to the driver when you board.

Adams Museum  • Broken Boot Gold Mine • Days of '76 Museum 
Deadwood Visitor Information Locations • Deadwood Trolley

Historic Adams House • Mount Moriah Cemetery • Trial of Jack MCCall
Bring home a free special edition Chubby Chipmunk 

Chocolate bar or historic playing cards just 
for exploring Deadwood! 

STEP 1 
Use this PastPort card to collect stamps from any SIX 

of the participating attractions on the list above.
Admission fees apply. Two complimentary locations are pre-stamped.

STEP 2
Tear out the trolley pass for the corresponding 

attraction and present it to the driver when you board.
STEP 3

Detach the entry form on the back page and give it 
to a staff member at a Deadwood visitor information 

location at 3 Siever Street or 501 Main Street.
For full details see Deadwood PastPort displays at

participating locations.

Poster

Booklet/
Trolley 

Vouchers
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DEADWOOD GOLD BUCKS: 
Deadwood Gold Bucks are citywide gift cards redeemable at many local businesses 
in and around Deadwood. Gold Bucks can be used for shopping, dining, attractions 
and lodging at participating locations. GOLD BUCKS CAN NOT BE USED FOR  
GAMING. Gold Bucks are issued in denomination amount you prefer and can be  
purchased at the Deadwood Chamber of Commerce. Businesses are reimbursed 
100% of face value. In 2023, with the support of Deadwood Historic Preservation 
this program transitioned to a credit card based system. 

PARTNERS
• Deadwood Chamber of Commerce &  
    Visitors Bureau
• Historic Preservation

Gold Bucks Participating Locations 
1889 Inn
Adams Museum
Beef Jerky Experience
Berg Jewelry & Gifts Black Hills Gold and Diamonds
Best Brews at Tin Lizzie Gaming Resort
Bloody Nose Saloon
Boston’s Restaurant & Sports Bar at Deadwood Gulch Resort
Bullock Hotel Gift Shop
Bully’s Restaurant at the Bullock
Cadillac Jack’s Gift Shop
Cadillac Jack’s® Gaming Resort
Cadillac Jacks Casino Bar
Casino Bar at The Lodge at Deadwood
Celebrity Bar
Charlie Utter Theatre at Saloon #10
Chubby Chipmunk Hand-Dipped Chocolates
Dakota Sky Stone
Dales Sports Bar & Grill at Deadwood Mountain Grand
Days of ‘76 Museum
Deadwood Badlands & Brothel Bar
Deadwood Day Spa
Deadwood Distilling Company
Deadwood Escape Rooms
Deadwood Eyecare
Deadwood Gulch Resort
Deadwood Harley-Davidson
Deadwood History & Information Center
Deadwood Social Club
Deadwood Tobacco Co. and Cigar Bar
Deadwood Welcome Center
DoubleTree by Hilton Deadwood at Cadillac Jack’s Gaming Resort
Earl of Sandwich at Cadillac Jack’s Gaming Resort
Event Center Bar at Deadwood Mountain Grand
First Deadwood Cottages
First Gold Gaming Resort (Bar)
First Gold Players Club
FLYT Steakhouse at Cadillac Jack’s Gaming Resort
Fog N’ Droz
Four Points by Sheraton Deadwood at Tin Lizzie Gaming Resort
Four Points Market at Tin Lizzie Gaming Resort
Gold Country Inn
Gold Dust (Bar #1)
Gold Dust C-Store
Gold Dust Casino Bar #2
Hampton Inn Deadwood at Tin Lizzie Gaming Resort
Happy Days Gift Shop
Historic Adams House
Historic Bullock Hotel
Historic Franklin Hotel

Holiday Inn Express & Suites Deadwood-Gold Dust Casino
Holiday Inn Resort at Deadwood Mountain Grand
Horseshoe Restaurant at First Gold Gaming Resort
Hotel By Gold Dust
Iron Horse Inn
Jakes Fine Dining at the Midnight Star
Legends Steakhouse at the Historic Franklin
Lil’s at the Midnight Star
Lizzie Burgers at Tin Lizzie Gaming Resort
Lou Lou’s Bombdiggities Pasties & Coffee Shop
Madame Peacock’s
Made Market at Cadillac Jack’s Gaming Resort
Main St. Espresso
Marco’s Pizza at Cadillac Jack’s Gaming Resort
Mavericks Steak & Cocktails at the Gold Dust
Miss kitty’s Mercantile
Mustang Sally’s
Old Time Photos Woody’s Wild
Oyster Bay and A&B Pizza
Paddy O’Neill’s Irish Pub & Grill at Tin Lizzie Gaming Resort
Pam’s Purple Door
Pink Door Boutique
Players Club at Deadwood Mountain Grand
Pump House at Mind Blown Studio
Rocksino by Hard Rock Deadwood
Rocksino by Hard Rock Deadwood Gift Shop
Saloon #10 Bar
Saloon #10 Gift Shop
Seth’s Celler at The Bullock
Silverado Franklin Historic Hotel and Gaming Complex Bars
Silverado Grand Buffet
Snitches at Tin Lizzie Gaming Resort
Spotlight Store and Box Office at Deadwood Mountain Grand
SpringHill Suites by Marriott Deadwood at Cadillac Jack’s
Starbucks at Tin Lizzie Gaming Resort
The Brothel Deadwood
The Casino bar at Tin Lizzie
The Celebrity Hotel
The Lodge at Deadwood Gift Shop
The Lodge at Deadwood Hotel
The Midnight Star Bar
Tin Lizzie Club House
Travelodge By Wyndham at First Gold
Travelodge By Wyndham Gift Shop at  
	 First Gold
Tru by Hilton Deadwood at Cadillac Jack’s Gaming Resort
Twin-City Hardware, Lumber, Rental, & Office Supply
VIP Bar at Event Center at Deadwood Mountain Grand
West River Whiskey Co.



82

KID’S ACTIVITY SHEET: 
Available for free at the Deadwood Welcome Center, History & Information Center 
and at businesses around town. Alternative front covers are available.

Deadwood Word search

Wild Bill Hickok
James Butler Hickok arrived in Deadwood, along with Colorado Charlie Utter and Calamity Jane, in July of 1876.  He 
was a well-known gambler and gunslinger, participated in many shootouts before coming to Deadwood. He was 
killed on August 2, 1876 in Nuttal & Mann’s Saloon when Jack McCall shot him from behind while playing poker.
      
You can see Wild Bill’s gravesite at Mount Moriah Cemetery. You can also find a variety of Wild Bill statues, painting 
and likenesses throughout modern-day Deadwood. Search for Bill around Deadwood & take selfies with him to play 
the #WildBillMe game and win prizes! More information at WildBillMe.com.

In 1876, Deadwood with its saloon girls, gambling and a 
whole lot of gunslinging, became the birthplace of the real 
Wild West.

This Black Hills mining town is where Wild Bill’s luck ran out 
and where men and women like Seth Bullock, Calamity 
Jane, Poker Alice, Jack McCall, Al Swearengen, Potato 
Creek Johnny and more carved their legends into the 
history books. 

Learn more about Deadwood’s famous former citizens at 
the Adams Museum and Mount Moriah Cemetery. More 
information available at DeadwoodHistory.com.

Sudoku

Wild Bill Connect the dots

Shootout!
SHOOTOUT! See a shootout based on historical events, live on Deadwood’s Main Street! Performances at 2pm, 
4pm, and 6pm. Check out the full reenactment schedule at DeadwoodAlive.com.

Fill in the puzzle so that every row across, every column down, 
and every 9 by 9 box conatins the numbers 1 to 9.

Calamity Jane
Mount Moriah
Jack McCall
Deadwood
Franklin

Seth Bullock
Adams House
Wild Bill
Mining
Gold Rush

John Perrett
Black Hills
Homestake
Outlaw
Saloon

The Historic 
Adams House Museum
The Historic Adams House was built in 1892 by Harris and Anna Franklin. 
Local contemporary press described the home as “the grandest house west 
of the Mississippi”. Now it is a museum that displays the history and culture 
of two of Deadwood’s most famous families.The Historic Adams House is 
one of the oldest and best historically preserved homes in Deadwood!      

Get the gold to the minecart!

historic deadwood
activity sheet

Word Search answer key

Learn about the prospectors, miners, muleskinners, and madams who 
poured into the Black Hills in 1876, and how they arrived, at the Days of 
’76 Museum.

 More information at DeadwoodHistory.com.

Deadwood’s pioneers

Broken Boot Gold Mine
Eager to enter the untamed frontier and become rich on the gold that was surely concealed in it, Olaf Seim 
and James Nelson came to the Black Hills and dug a mine just outside Deadwood in 1878. Known simply as 
Sein’s Mine, it produced about 15,000 ounces of gold for its two young owners over a period of 26 years – 
which wasn’t very much. In fact, the men averaged only about 1.5 ounces of the yellow metal per day.

But gold wasn’t the only metal Seim and Nelson found in their mine. They also found plenty of iron pyrite, or 
fool’s gold. Fortunately for the miners, iron pyrite was in demand. Since it could be used to make sulfuric 
acid, which was used in the processing of real gold, the miners could get decent money for iron pyrite. 
Indeed, the mine made more profit from selling fool’s gold than they did real gold.

But eventually even the iron pyrite wasn’t enough to support the mine. It closed in 1904, only to reopen briefly 
in 1917. With World War I raging, demand was high for iron and sulfur – crucial components of gunpowder – 
and Seim’s Mine had enough to become profitable again. But when the war ended in 1918, so did the mine’s 
lease on life.

Get the gold to the minecart!

historic deadwood
activity sheet

Word Search answer key

Learn about the prospectors, miners, muleskinners, and madams who 
poured into the Black Hills in 1876, and how they arrived, at the Days of 
’76 Museum.

 More information at DeadwoodHistory.com.

Deadwood’s pioneers

Deadwood History
& Information Center
The Deadwood History and Information Center was built in 1897 by the Fremont, Elkhorn & Missouri Valley Railroad 
as their passenger depot. Today this historic building houses interpretive and hands-on exhibits that help visitors 
understand aspects of Deadwood’s past and an information center that, with its knowledgeable staff, can assist 
visitors in planning their Deadwood adventure. Open daily year-round – 9:00 a.m. to 5:00 p.m. Public restrooms 
available.

Additional Deadwood information and exhibits are located at the Deadwood Welcome Center.

Get the gold to the minecart!

historic deadwood
activity sheet

Word Search answer key

Learn about the prospectors, miners, muleskinners, and madams who 
poured into the Black Hills in 1876, and how they arrived, at the Days of 
’76 Museum.

 More information at DeadwoodHistory.com.

Deadwood’s pioneers

Deadwood Post Office
Deadwood erected two monuments to order and permanence in the early 1900’s. The federal building 
opened in 1907, and activities in the county courthouse started the next year. The United States District 
Court had met in Deadwood since the early gold rush days. In the new federal building, the courtrooms 
occupied the second floors while the post office was on the first floor. The building served as the 
Lawrence County Courthouse until workers built the new courhouse.

Get the gold to the minecart!

historic deadwood
activity sheet

Word Search answer key

Learn about the prospectors, miners, muleskinners, and madams who 
poured into the Black Hills in 1876, and how they arrived, at the Days of 
’76 Museum.

 More information at DeadwoodHistory.com.

Deadwood’s pioneers

Saloon #10
Where it all Started & Where it all still happens!

Bold Murder during broad daylight in a boomer’s saloon on a near hopeless gold claim- all keys in the pages of 
Deadwood’s loud and lusty past evolved into the now world famous  Saloon #10.  Where Wild Bill Hickok met his 
demise and the sawdust still covers the floor.
For more than a century, the Legendary Old Style Saloon No. 10 has defined the historic town of Deadwood. 
Thousands of artifacts and antiques grace the walls and ceiling. The faces of history live in hundreds of historical 
photographs of Deadwood’s most famous and infamous characters.  It remains the “go to” experience for locals and 
visitors alike to step back into Deadwood's colorful past.

Get the gold to the minecart!

historic deadwood
activity sheet

Word Search answer key

Learn about the prospectors, miners, muleskinners, and madams who 
poured into the Black Hills in 1876, and how they arrived, at the Days of 
’76 Museum.

 More information at DeadwoodHistory.com.

Deadwood’s pioneers
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BLACK HILLS & BADLANDS STICKER TRAIL

The goal of the BH&B Tourism 
Association Sticker Program  
is to strategically place  
keepsake stickers throughout  
the region that would coax 
visitors to stop at the various 
visitor centers and communities 
throughout the Black Hills and 
Badlands Region.  

The program will encourage 
visitors to explore our region  
and collect stickers unique to  
the various communities. 

Visitors will have access to  
a sticker map to help plan  
routes throughout the region to 
pick up their free sticker.

STICKER PROGRAM

To Devils Tower
National Monument 

Jewel Cave
National Monument

Wind Cave
National Park

Custer
State Park

Mount Rushmore
National MemorialCrazy Horse

Memorial®

Bear Butte 
State Park

Spearfish
Canyon 

Vanocker Canyon Road 

79

85

14A

34

385

16

87

16A

16A

44
44

40

244

36

16

34

79

I-90

I-90

I-90

14A

85

385

385

385

385

79

87
89

16

HILL CITY

SPEARFISH STURGIS

DEADWOOD

KEYSTONE

CUSTER

HOT
SPRINGS

RAPID 
CITY

BELLE 
FOURCHE

Rapid City
Regional Airport

To Badlands National Park
& I-90 West

NEMO

PROGRAM GOALS

DETAILS

The Sticker Program is currently limited to DMO, Cities, and CVBs.
PARTNERS

Qualifying partners will be placed on the sticker map created by BH&B free of 
charge. To qualify, partners must offer a free sticker for visitors at their location. 

Printing expenses are paid by the partner. Parkbench Apparel has special pricing 
available for qualifying partners.

COST

BH&B will design stickers for partners free of charge or partners can design their 
own stickers. We recommend a 2” round sticker (example above) to maintain a 
cohesive look and feel across all participating partners.

STICKER DESIGN

PROMOTION
BH&B will be advertising the program 
in three main ways:

• Web/Social campaign though 
Facebook, Instagram, and 
targeted display ads.

• Display ad in the Black Hills  
& Badlands Vacation Guide

• Promotion in the Black Hills 
Visitor Information Center

WATER BOTTLE  
& STICKER SHEET
The Black Hills Visitor Information 
Center will be selling an exclusive 
water bottle and regional National 
Park sticker sheet that will 
complement the program.

AVAILABLE STICKERS

WATER BOTTLE DESIGN

FOR MORE INFORMATION CONTACT ARA BAUMSTARK: ARA@BLACKHILLSBADLANDS.COM  
OR MICHELLE THOMSON: MICHELLE@BLACKHILLSBADLANDS.COM

605.355.3600  •  BlackHillsBadlands.com  |  1851 Discovery Circle  •  Rapid City, SD 57701

Deadwood’s Sticker
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PHOTO & VIDEO SHOOTS
*FUNDED BY A DMO GRANT FROM THE STATE OF SOUTH DAKOTA*
The Deadwood Chamber is using a multi-year grant to fund photo and video shoots 
at a variety of locations around Deadwood. These shoots feature Main Street, the 
Trolley, attractions and events. One of the most recent shoots featured the Days of 
‘76 Museum and Adams Museum. Examples are pictured below and on some of the 
section intro pages in this report. These assets were shared with DHI.
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GOOGLE API
OVERAGES

ALL BUSINESSES ON
DEADWOOD.COM HAVE A

GOOGLE MAP SHOWING THEIR
LOCATION. THIS FUNCATIONALITY

IS BILLED BASED ON WEB
TRAFFIC TO PAGES WITH MAPS

ON DEADWOOD.COM. ON DEADWOOD.COM. 

DEADWOOD.COM GOOGLE MAPS
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BLACK HILLS & BADLANDS VISITOR CENTER
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ADDITIONAL
CREATIVE EXAMPLES

+ Examples with these two logos indicates 
creative used in the co-op marketing 
program where the Department of  
Tourism is matching our dollars.
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VIDEO & AUDIO SPOTS - 2023 & 2024
Visit www.DeadwoodMarketing.com to view this creative.

• 2024 Peak General Visitor Video Spot with Museums - :15 Seconds
• 2024 Peak General Visitor Video Spot with Museums - :30 Seconds
• 2024 Peak General Visitor Video Spot - :15 Seconds
• 2024 Peak General Visitor Video Spot - :30 Seconds
• 2023-2024 Winter Rec Video Spot – :30  Seconds
• 2023-2024 Winter Rec Video Spot – :15 Seconds
• 2024 Fall General Visitor Video Spot – :30  Seconds
• 2024 Fall General Visitor Video Spot – :15 Seconds
• 2024 Fall Gaming Video Spot – :30 Seconds
• 2024 Fall Gaming Video Spot – :15 Seconds
• 2023 Peak Gaming Video Spot - :15 Seconds
• 2023 Peak General Visitor Video Spot - :15 Seconds
• 2023 Peak Gaming Video Spot - :30 Seconds
• 2023 Peak General Visitor Video Spot - :30 Seconds
• 2023 Peak General Visitor Audio Spot - :30
• 2023 Peak Gaming Audio Spot - :30

+
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PRINT - 2023 & 2024 - TRUE WEST MAGAZINE

Campaign Per formance

True West Print

2.20 – 8.31

April 2023
Page 105

July/August 2023
Back Cover *Free Upgrade!

120,000 Print 
Impressions

Campaign Per formance

True West Print

2.20 – 8.31

April 2023
Page 105

July/August 2023
Back Cover *Free Upgrade!

120,000 Print 
Impressions

+
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H��ri�y infamous,

wildly adventurous

Deadwood.com
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TRUE WEST MAGAZINE
FULL PAGE, FULL COLOR PRINT AD

September/October 2023

November/December 2023

April 2024

+
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PRINT - 2023 & 2024

South Dakota Visitor Guide & Destination Deadwood 2024

Legislative Handbook 2024
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PRINT - 2023 & 2024

Empire Lifestyle Magazine (Michels Publication, East River, South Dakota) - February 2024

BLACK HILLS VISITOR MAGAZINE
1/2 PAGE PRINT - TRADE FOR CHAMBER MEMBERSHIP

Whether you come to play the casinos, shop local 

boutiques, soak up some history, or enjoy winter sports, 

Deadwood and the Black Hills offer a spectacular winter 

getaway for adults and kids alike.

Deadwood History, Inc. brings the legendary history of 

Deadwood to life at five unique properties, four of which 

are open year-round. The museums in Deadwood are not 

a one-and-done attraction—they are constantly evolving 

with new artifacts and exhibits and would be a memorable 

highlight to add to your winter travel plans.

The Adams Museum is the oldest history museum in 

the Black Hills, and the main floor has undergone a 90% 

remodel in the past seven months. Highlights include:

• Deadwood or Bust, featuring a five-minute video of the 

Deadwood fire of 1879, and a Deadwood Then and Now 

display of historic photos comparing Deadwood in 1898  

to today.

• Legends of Deadwood, featuring well-known characters 

such as Wild Bill Hickok and Calamity Jane as well as other 

legends like Tootsie the Coyote, Lucretia Marchbanks, Fee 

Lee Wong, Madam Dora DuFran, and Potato Creek Johnny.

• Risky Business, featuring expanded exhibits with new 

artifacts that detail the vice in Deadwood’s rich history, 

including gambling, alcohol, prostitution, and crime.

• J.B. Haggin, featuring the first engine in the Black Hills 

and the backstory of this important locomotive and how 

it arrived in Lead in 1879 and came to be on display at the 

Adams Museum.

• An 800 pound stampmill is on display, which describes 

its crushing power and how it changed the mining industry 

by January 1878.

The Brothel Deadwood was recently launched with 

guided tours of the Shasta Rooms or Beige Door at 610 

Main Street on the second floor. The tours focus on the 

interpretation of the century-long history of the brothels 

in Deadwood, but does not attempt to glamorize, approve, 

on your Black Hills Winter Getaway

Learn -Shop -Play

Adams Museum
Photo By: Brittany Schoenfelder

J.B. Haggin at the Adams Museum
Photo By: Deadwood History Inc.

Brothel Deadwood
Photo By: Travel South Dakota

By: Lauren Johnson

or condemn prostitution. Rather, it is exhibited as an integral 

part of Deadwood’s unique history.

The Days of ’76 Museum commemorates the history of the 

award-winning Days of ‘76 celebration and rodeo, featuring 

a stunning collection of American Indian artifacts, a historic 

firearms collection, and a vast working collection of wagons, 

carriages, and stagecoaches, including some that have not 

been on display since the opening of the museum in 2012.

The Homestake Adams Research and Cultural Center 

houses, preserves, and provides public access to one of the 

nation’s largest collections of Black Hills archival materials 

dating from the 1870s to the present. Visitors can make an 

appointment to conduct research, browse through tens of 

thousands of historic photographs and view rare and unique 

historic documents.

Outdoor adventures and winter recreation abound in 

Deadwood among the beauty of the Black Hills, including 

downhill skiing and snowboarding at nearby Terry Peak, cross 

country skiing, snowmobiling, and showshoeing (visitors 

can borrow snowshoes for free at the Deadwood Welcome 

Center). There’s even ice skating and bumper cars at  

Outlaw Square.

When the day’s outdoor activities are finished, warm up and 

relax at one of Deadwood’s restaurants, saloons, casinos, and 

retail stores. All are are open year-round and are just a short 

walk or trolley ride away. Live entertainment is available in 

saloons, and concerts and comedy shows are showcased 

regularly at Deadwood Mountain Grand. Stop by and see 

The Landmark, one of Deadwood’s newest casinos housed 

in a massive historic building on Sherman Street (opened 

November 2023). The Rocksino by Hard Rock also opened in 

2023. It is the only Rocksino anywhere in the world. 

Downhill Skiing at Terry Peak
Photo By: Travel South Dakota

Days of ’76 Museum
Photo By: Deadwood History Inc.

Madame Peacocks
Photo By: Deadwood.com

Snowmobiling at Terry Peak
Photo By: Travel South Dakota

Discover more at  

www.deadwood.com and  

www.deadwoodhistory.com

(605) 578-1876

Black Hills Visitor 
Magazine 2024
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Vikings Yearbook
2023-2024
Season

Buffalo Chip
Gazette

Summer 2023

PRINT - 2023 & 2024

It doesn’t take much to imagine Deadwood as it was in 1876: 
real, raw, untamed and bursting at the seams with adventure. 
Today, Deadwood is the perfect place for a safe and memorable 
getaway. Visitors will have their choice of Wild West history and 
museums, day spas, shopping and resort hotels. Then, ante up in 
one of Deadwood’s 24/7 casinos featuring slots, blackjack, poker, 
craps, roulette and sportsbooks. Enjoy live music, cold beverages 
and delicious delicacies in one of the town’s many saloons and 
restaurants. And having the Black Hills as our backyard makes us a 
must-visit for outdoor enthusiasts, in all seasons.

CALL OR CLICK FOR DEALS AND INFO:
800-344-8826  •  DEADWOOD.COM

UNTAMED
SINCE 1876.

We Know a Thing or   

  Two About Having  

 A Good Time!

Where the West is  

    Still Wild

   Get in The Game!

Sportsbook Now Open
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SOCIAL MEDIA  
Paid Schedule: Facebook, Instagram

Deadwood – Gaming FB/IG Static Social Posts

Images

Image 3 Image 4

Image 1 Image 2

Image 5

Headline (40)

HEADLINE 1:
Uncover the Best of the Wild West

HEADLINE 2:
Play All Day, Party All Night

HEADLINE 3:
Discover Something Unexpected

HEADLINE 4:
Let the Good Times Roll

HEADLINE 5:
Wild Adventures Await

Body Copy (125)

COPY 1:
If you’re looking for a quiet, sleepy town, this ain’t it. 
In Deadwood, South Dakota, wild is welcome.

COPY 2:
They don’t call it the Wild West for nothing. Visit Deadwood 
for a vacation that’ll go down in history as your best yet.

COPY 3:
Up the ante on your next vacation in Historic Deadwood. 
From a spirited history to vibrant nightlife, it’s a win-win.

COPY  4:
Whether you’re looking to explore history, nature or maybe 
your wild side, a trip to Historic Deadwood is a sure bet.

COPY  5:
Whatever you’re searching for, we reckon you can find it here.

CTA (30)

CTA 1:
Come Play

CTA 2:
Book Now

CTA 3:
Embrace Your Wild Side

CTA 4:
Book Now

CTA 5:
Learn More

HEADLINE (40)

BODY COPY (125)

CTA (30)

Deadwood – General FB/IG Static Social Posts

Images

Image 3 Image 4

Image 1 Image 2

Image 5

Headline (40)

HEADLINE 1:
Untamed Since 1876

HEADLINE 2:
Bringing History to Life

HEADLINE 3:
Entertaining Guests Since 1876

HEADLINE 4:
How Will You Do Deadwood?

HEADLINE 5:
Where the West is Still Wild

Body Copy (125)

COPY 1:
Become a part of Historic Deadwood’s famed history.

COPY 2:
Discover the stories of Deadwood’s infamous Wild West past. 
And stick around to write your own.

COPY 3:
We know a thing or two about having a good time. Come raise 
a glass and uncover all that Deadwood has to offer.

COPY  4:
Explore the wonders of the Wild West, from legendary tales to 
epic trails. Then, grab some grub, let loose and try your luck.

COPY  5:
The spirit of adventure is alive and well in Historic Deadwood, 
and there’s so much for you to explore.

CTA (30)

CTA 1:
Find Lodging

CTA 2:
Learn More

CTA 3:
Plan Your Trip

CTA 4:
Get Inspired

CTA 5:
Discover Deadwood

HEADLINE (40)

BODY COPY (125)

CTA (30)

Facebook & Instagram 2023
Dynamic Images and Text Optimize for 
each user.

+
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SOCIAL MEDIA  
Paid Schedule: Facebook, Instagram

Facebook & Instagram 2023 - Dynamic Images and Text Optimize 
for each user. Image refresh mid-Peak 2023

+
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+
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SOCIAL MEDIA  
Paid Schedule: Facebook, Instagram

+
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+
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SOCIAL MEDIA/FACEBOOK
GENERAL VISITOR – PROSPECTING CAMPAIGN

Peak 2024

+
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SOCIAL MEDIA/FACEBOOK
GENERAL VISITOR – REMARKETING CAMPAIGN

Peak 2024

+
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DIGITAL - DISPLAY & REMARKETING DISPLAY

Deadwood – Gaming Display Banners

300x600 px 160x600 px 120x600 px 300x50 px

728x90 px

300x250 px 180x150 px

320x50 -x

Deadwood – Peak Display Banners

300x600 px 160x600 px 120x600 px 300x50 px

728x90 px

300x250 px

320x50 -x

180x150 px 468x60 px

UTV 300x250 px Gaming 300x250 px

Deadwood – Peak Display Banners

300x600 px 160x600 px 120x600 px 300x50 px

728x90 px

300x250 px

320x50 -x

180x150 px 468x60 px

UTV 300x250 px Gaming 300x250 px

Deadwood – Peak Display Banners

300x600 px 160x600 px 120x600 px 300x50 px

728x90 px

300x250 px

320x50 -x

180x150 px 468x60 px

UTV 300x250 px Gaming 300x250 px

Deadwood – Peak Display Banners

300x600 px 160x600 px 120x600 px 300x50 px

728x90 px

300x250 px

320x50 -x

180x150 px 468x60 px

UTV 300x250 px Gaming 300x250 px

Deadwood – Peak Display Banners

300x600 px 160x600 px 120x600 px 300x50 px

728x90 px

300x250 px

320x50 -x

180x150 px 468x60 px

UTV 300x250 px Gaming 300x250 px

2023 Peak

+
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DIGITAL - DISPLAY & REMARKETING DISPLAYDeadwood – Museum Display Banners

300x600 px 160x600 px 120x600 px 300x50 px

728x90 px

300x250 px 180x150 px

320x50 -x

Deadwood – Museum Display Banners

300x600 px 160x600 px 120x600 px 300x50 px

728x90 px

300x250 px 180x150 px

320x50 -x

Deadwood – Museum Display Banners

300x600 px 160x600 px 120x600 px 300x50 px

728x90 px

300x250 px 180x150 px

320x50 -x

2023 Peak

+
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DIGITAL - DISPLAY & REMARKETING DISPLAY
Deadwood – Gaming Display Banners

300x600 px 160x600 px 120x600 px 300x50 px

728x90 px

300x250 px 180x150 px

320x50 -x

Deadwood – Gaming Display Banners

300x600 px 160x600 px 120x600 px 300x50 px

728x90 px

300x250 px 180x150 px

320x50 -x

2023 Peak

+
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2024 Peak
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DIGITAL - DISPLAY & REMARKETING DISPLAY
+
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DIGITAL - DISPLAY & REMARKETING DISPLAY
+
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DIGITAL - DISPLAY & REMARKETING DISPLAY
+
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+
DIGITAL - DISPLAY & REMARKETING DISPLAY
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DIGITAL - DISPLAY & REMARKETING DISPLAY

+
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DIGITAL - NATIVE ADS “STORYGIZE”

+

2023-2024 Shoulder
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DIGITAL - NATIVE ADS “STORYGIZE”

+

STORYGIZE/NATIVE CONTENT ADS

EXAMPLE

LINKS TO WWW.DEADWOOD.COM/HISTORY/

PHOTOS

2024 Peak
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ONLINE TRAVEL AGENCY PARTNERSHIP

Deadwood – TripAdvisor Boost

Image

SPONSOR (22)  Deadwood

HEADLINE (37)  The Wild West

DESCRIPTION(125) If you’re looking for a quiet, sleepy town, this ain’t it.
In Deadwood, South Dakota, wild is welcome.

AUTHOR (30)  Deadwood

Sponsor (22)
Deadwood

Headline (37)
The Wild West

Description(125)
If you’re looking for a quiet, sleepy town, 
this ain’t it. In Deadwood, South Dakota, 
wild is welcome.

AUTHOR (30)
Deadwood

Deadwood – TripAdvisor Social Connect

Image

HEADLINE (40) The Best of the Wild West

BODY COPY (125) Discover the stories of Deadwood’s infamous 
Wild West past. And stick around to write your own.

CTA (30) Learn More

URL: https://www.deadwood.com/

Headline (37)
The Best of the Wild West

Description(125)
Discover the stories of Deadwood’s 
infamous Wild West past. And stick around 
to write your own.

CTA (30)
Learn More

Deadwood – TripAdvisor Video

Video

Headline (30)
Untamed Since 1876

Body (80)
Become a part of Deadwood’s 
famed history.

2023 Peak - TripAdvisor - Digital Display, Video & Social

2023 Peak  
General  

:15 Video

+
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TRIP ADVISOR

ONLINE TRAVEL AGENCY PARTNERSHIP

+
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DEADWOOD
GAMING STATS
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DEADWOOD GAMING REVENUE 
Percentage Change from Same Month, Last Year

The 2023 total gaming handle was $1,551,015,139.11, a +3.76% increase 
from 2022. This is Deadwood’s largest annual (calendar year) gaming handle 
to date. 

DEADWOOD GAMING REVENUE
Percentage Change from Same Month, Last Year

January 2023 -0.01%
2.3%

3.21%
7.81%

8.19%

11.99%

10.17%

5.29%
-0.98%

-0.41%

-4.64%

-5.25%

-1.36%

0.97%

January 2024

February 2023

February 2024

March 2023

March 2024

April 2023
May 2023
June 2023
July 2023
August 2023
September 2023
October 2023
November 2023
December 2023 18.29%
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DEADWOOD GAMING REVENUE 
Statistical Points of Interest 

•	 2023 gaming revenue was Deadwood’s largest on record and an increase of $36,027,074 
over 2021, Deadwood’s previous top year.

•	 November and December had large, double digit gains likely due to mild weather, 
however, the lack of snow and winter recreation impacted hotel occupancy at the end 
of 2023.

•	 Sports wagering was 2023’s biggest gain, showing an increase of 25.61% over 2022.

•	 Sports Betting was offered in four properties at the beginning and is now available 
at the following seven locations: Cadillac Jack’s® Gaming Resort, Gold Dust Casino, 
Tin Lizzie Gaming Resort, Dale’s Sportsbook Bar & Grill, Landmark, The Lodge at 
Deadwood, and Mineral Palace

•	 In 2023, Deadwood’s most popular sports betting options (based on handle) are, in 
order: NCAA Men’s Basketball (51%), NFL (29%),NBA (8%), NHL (4.5%), and MMA/
UFC (3%).

•	 Slot machines are Deadwood’s largest revenue generator with $1,452,288,537 of the 
$1,551,015,139 total gaming revenue.
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Statistical Win Avg. Payout %

7 $214,950.00 $18,475.00 91.40%

59 $3,577,165.00 $231,289.20 93.53%

218 $9,380,874.97 $761,484.05 91.88%

5 $225,205.50 $18,111.00 91.96%

128 $2,692,173.56 $280,427.82 89.58%

2 $44,142.70 $4,177.30 90.54%

52 $4,997,008.98 $475,555.20 90.48%

33 $924,399.79 $73,241.28 92.08%

1997 $83,539,207.10 $7,683,180.78 90.80%

2501 $105,595,127.60 $9,545,941.63 90.96%

Statistical Win Avg. Payout %

38 $2,888,962.00 $595,872.22 79.37%

27 $2,073,276.50 $517,185.37 75.05%

13 $749,865.00 $74,986.50 N/A

3 $472,578.00 $111,568.50 76.39%

7 $309,015.00 $53,154.00 82.80%

88 $6,493,696.50 $1,352,766.59 77.75%

Handle Statistical Win Avg. Payout %

6 $910,311.55 $123,365.45 86.45%

                     Calendar YTD
CYTD% Change from 

Previous Year
Slot Machines $105,595,127.60 0.42%

Table Games $6,493,696.50 -7.56%

Sports Wagering $910,311.50 8.99%

Total Handle $112,999,135.60 -0.01%

$936,043.55

$104,004.84

$832,038.71

$332,815.48

$83,203.87

$416,019.36

Less: Federal Excise Tax

Units

Less: Non Cashable Promo Play

Plus: Non Cashable Promo Wins

Less: Wide Area Progressive Deduction

Handle Comparison

($1,598,323.40)

$1,438,491.06

($9,089.82)

           1% to State General Fund per 42-7B-28.1

Black Jack

8.99%

-0.01%

           8% to Be Distributed per 42-7B-48

                  40% Allocated to Tourism

$11,022,073.67Total Statistical Win

5 Cents

1 Cents

Totals

Games

Less: City Slots (Net of Promo)

Plus: Expired Vouchers

Amended Returns

Taxable Adjusted Gross Revenue

Tax Calculation Tax Distribution

$910,311.55

$112,999,135.65

            Current
$105,595,127.60

Tax Due $936,043.55

($467,830.36)

$21,052.64

($3,614.11)

                  10% Allocated to Lawrence County

                  50% Commission Fund

$10,400,483.90

9%

($2,275.78)

House Banked Poker

Player Banked Poker

Craps

Roulette

Totals

Totals

Number of Casinos Reporting
Revenue

$6,493,696.50

           Total 9% Tax Collected

% Change from Same Month, 
Last Year

0.42%

-7.56%

South Dakota Gaming Statistics Monthly Summary
January 2023

Slot Machines

Table Games

Sports Wagering

10 Cents

City Slot

Handle

1 Dollar

50 Cents

25 Cents

Denomination
Number of Units Reporting

Revenue Handle                        

25 Dollars

5 Dollars
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Statistical Win Avg. Payout %

6 $268,150.00 $6,775.00 97.47%

62 $4,820,496.89 $296,995.43 93.84%

206 $8,906,234.84 $690,912.80 92.24%

4 $263,280.00 $20,762.30 92.11%

120 $2,712,705.37 $272,131.10 89.97%

2 $53,594.80 $9,019.40 83.17%

52 $4,670,820.46 $482,180.73 89.68%

34 $788,401.66 $64,539.12 91.81%

1979 $79,574,850.18 $7,132,213.23 91.04%

2465 $102,058,534.20 $8,975,529.11 91.21%

Statistical Win Avg. Payout %

38 $3,073,544.55 $535,333.09 82.58%

28 $2,261,198.50 $517,041.76 77.13%

13 $807,120.00 $80,712.00 N/A

3 $416,919.00 $93,401.00 77.60%

7 $328,740.00 $35,669.00 89.15%

89 $6,887,522.05 $1,262,156.85 80.57%

Handle Statistical Win Avg. Payout %

7 $717,136.70 $82,853.41 88.45%

Calendar YTD
CYTD% Change from 

Previous Year
Slot Machines $207,653,661.80 1.32%

Table Games $13,381,218.55 -2.55%

Sports Wagering $1,627,448.20 7.01%

Total Handle $222,662,328.55 1.11%

$870,224.63

$96,691.63

$773,533.00

$309,413.20

$77,353.30

$386,766.50

Less: Federal Excise Tax

Units

Less: Non Cashable Promo Play

Plus: Non Cashable Promo Wins

Less: Wide Area Progressive Deduction

Handle Comparison

($1,482,092.67)

$1,333,883.40

($411.80)

           1% to State General Fund per 42-7B-28.1

Black Jack

4.60%

2.30%

           8% to Be Distributed per 42-7B-48

40% Allocated to Tourism

$10,320,539.37Total Statistical Win

5 Cents

1 Cents

Totals

Games

Less: City Slots (Net of Promo)

Plus: Expired Vouchers

Amended Returns

Taxable Adjusted Gross Revenue

Tax Calculation Tax Distribution

$717,136.70

$109,663,192.95

            Current
$102,058,534.20

Tax Due $870,224.63

($475,937.92)

$15,002.78

($40,027.78)

10% Allocated to Lawrence County

50% Commission Fund

$9,669,162.54

9%

($1,792.84)

House Banked Poker

Player Banked Poker

Craps

Roulette

Totals

Totals

Number of Casinos Reporting
Revenue

$6,887,522.05

           Total 9% Tax Collected

% Change from Same Month, 
Last Year

2.26%

2.70%

South Dakota Gaming Statistics Monthly Summary
February 2023

Slot Machines

Table Games

Sports Wagering

10 Cents

City Slot

Handle

1 Dollar

50 Cents

25 Cents

Denomination
Number of Units Reporting

Revenue Handle                        

25 Dollars

5 Dollars
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Statistical Win Avg. Payout %

6 $371,550.00 $53,187.11 85.69%

56 $4,092,919.00 $259,058.37 93.67%

217 $11,396,500.43 $881,667.36 92.26%

4 $280,483.50 $36,309.50 87.05%

127 $3,337,775.06 $296,076.19 91.13%

2 $135,267.90 $3,420.50 97.47%

52 $5,807,923.88 $596,906.78 89.72%

34 $853,023.43 $62,079.08 92.72%

2075 $99,077,258.60 $8,822,765.83 91.10%

2573 $125,352,701.80 $11,011,470.72 91.22%

Statistical Win Avg. Payout %

38 $3,412,451.50 $563,725.36 83.48%

27 $2,665,020.00 $639,101.84 76.02%

13 $890,490.00 $89,049.00 N/A

3 $588,073.00 $117,556.50 80.01%

7 $377,687.00 $43,711.50 88.43%

88 $7,933,721.50 $1,453,144.20 80.63%

Handle Statistical Win Avg. Payout %

8 $923,904.14 $161,368.10 82.53%

                     Calendar YTD
CYTD% Change from 

Previous Year
Slot Machines $333,006,363.60 1.94%

Table Games $21,314,940.05 1.06%

Sports Wagering $2,551,352.39 2.21%

Total Handle $356,872,656.04 1.89%

$1,068,584.53

$118,731.61

$949,852.91

$379,941.17

$94,985.29

$474,926.46

Less: Federal Excise Tax

Units

Less: Non Cashable Promo Play

Plus: Non Cashable Promo Wins

Less: Wide Area Progressive Deduction

Handle Comparison

($1,624,818.13)

$1,462,336.32

($27,894.56)

           1% to State General Fund per 42-7B-28.1

Black Jack

-5.27%

3.21%

           8% to Be Distributed per 42-7B-48

                  40% Allocated to Tourism

$12,625,983.02Total Statistical Win

5 Cents

1 Cents

Totals

Games

Less: City Slots (Net of Promo)

Plus: Expired Vouchers

Amended Returns

Taxable Adjusted Gross Revenue

Tax Calculation Tax Distribution

$923,904.14

$134,210,327.44

            Current
$125,352,701.80

Tax Due $1,068,584.53

($588,293.34)

$13,641.76

$14,516.11

                  10% Allocated to Lawrence County

                  50% Commission Fund

$11,873,161.42

9%

($2,309.76)

House Banked Poker

Player Banked Poker

Craps

Roulette

Totals

Totals

Number of Casinos Reporting
Revenue

$7,933,721.50

           Total 9% Tax Collected

% Change from Same Month, 
Last Year

3.00%

7.80%

South Dakota Gaming Statistics Monthly Summary
March 2023

Slot Machines

Table Games

Sports Wagering

10 Cents

City Slot

Handle

1 Dollar

50 Cents

25 Cents

Denomination
Number of Units Reporting

Revenue Handle                        

25 Dollars

5 Dollars
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Statistical Win Avg. Payout %

6 $277,050.00 $59,850.00 78.40%

55 $2,667,732.00 $117,330.47 95.60%

227 $7,910,510.70 $627,515.17 92.07%

4 $201,845.50 $18,851.00 90.66%

121 $2,859,805.12 $271,108.97 90.52%

2 $110,039.50 $10,292.40 90.65%

50 $4,655,422.28 $423,070.94 90.91%

30 $874,024.49 $47,641.96 94.55%

2001 $82,675,792.09 $7,392,286.36 91.06%

2496 $102,232,221.68 $8,967,947.27 91.23%

Statistical Win Avg. Payout %

39 $2,640,907.00 $458,164.29 82.65%

27 $2,310,655.50 $438,033.37 81.04%

13 $896,412.50 $89,641.25 N/A

3 $521,330.00 $52,790.00 89.87%

7 $223,958.00 $52,732.50 76.45%

89 $6,593,263.00 $1,091,361.41 82.42%

Handle Statistical Win Avg. Payout %

8 $493,044.90 $22,503.27 95.44%

                     Calendar YTD
CYTD% Change from 

Previous Year
Slot Machines $435,238,585.28 3.28%

Table Games $27,908,203.05 2.02%

Sports Wagering $3,044,397.29 6.27%

Total Handle $466,191,185.62 3.22%

$858,961.84

$95,440.20

$763,521.63

$305,408.65

$76,352.16

$381,760.82

Less: Federal Excise Tax

South Dakota Gaming Statistics Monthly Summary
April 2023

Slot Machines

Table Games

Sports Wagering

10 Cents

City Slot

Handle

1 Dollar

50 Cents

25 Cents

Denomination
Number of Units Reporting

Revenue Handle                        

25 Dollars

5 Dollars

Totals

Number of Casinos Reporting
Revenue

$6,593,263.00

           Total 9% Tax Collected

% Change from Same Month, 
Last Year

7.88%

5.26%

House Banked Poker

Player Banked Poker

Craps

Roulette

Totals

Tax Due $858,961.84

($415,694.27)

$19,155.52

$3,519.33

                  10% Allocated to Lawrence County

                  50% Commission Fund

$9,544,020.42

9%

($1,232.61)

5 Cents

1 Cents

Totals

Games

Less: City Slots (Net of Promo)

Plus: Expired Vouchers

Amended Returns

Taxable Adjusted Gross Revenue

Tax Calculation Tax Distribution

$493,044.90

$109,318,529.58

            Current
$102,232,221.68

Units

Less: Non Cashable Promo Play

Plus: Non Cashable Promo Wins

Less: Wide Area Progressive Deduction

Handle Comparison

($1,396,619.90)

$1,256,957.91

($3,877.51)

           1% to State General Fund per 42-7B-28.1

Black Jack

33.79%

7.81%

           8% to Be Distributed per 42-7B-48

                  40% Allocated to Tourism

$10,081,811.95Total Statistical Win
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Statistical Win Avg. Payout %

6 $295,025.00 $21,080.06 92.85%

69 $3,969,404.00 $272,890.66 93.13%

227 $10,290,050.32 $780,194.50 92.42%

4 $249,786.50 $28,379.50 88.64%

130 $3,742,165.02 $378,464.86 89.89%

2 $119,720.40 $7,295.00 93.91%

62 $6,136,408.70 $548,000.21 91.07%

29 $1,299,079.50 $115,068.91 91.14%

2296 $104,445,366.35 $9,553,034.25 90.85%

2825 $130,547,005.79 $11,704,407.95 91.03%

Statistical Win Avg. Payout %

42 $2,868,665.50 $544,167.58 81.03%

31 $2,161,764.00 $479,979.68 77.80%

18 $1,371,330.00 $137,133.00 N/A

3 $443,148.00 $125,848.50 71.60%

7 $245,349.00 $37,486.50 84.72%

101 $7,090,256.50 $1,324,615.26 79.24%

Handle Statistical Win Avg. Payout %

8 $528,562.48 $22,535.58 95.74%

                     Calendar YTD
CYTD% Change from 

Previous Year
Slot Machines $565,785,591.07 3.90%

Table Games $34,998,459.55 -0.37%

Sports Wagering $3,572,959.77 12.61%

Total Handle $604,357,010.39 3.69%

$1,132,842.06

$125,871.34

$1,006,970.72

$402,788.29

$100,697.07

$503,485.36

Less: Federal Excise Tax

South Dakota Gaming Statistics Monthly Summary
May 2023

Slot Machines

Table Games

Sports Wagering

10 Cents

City Slot

Handle

1 Dollar

50 Cents

25 Cents

Denomination
Number of Units Reporting

Revenue Handle                        

25 Dollars

5 Dollars

Totals

Number of Casinos Reporting
Revenue

$7,090,256.50

           Total 9% Tax Collected

% Change from Same Month, 
Last Year

6.02%

-8.80%

House Banked Poker

Player Banked Poker

Craps

Roulette

Totals

Tax Due $1,132,842.06

($539,181.48)

$16,042.21

$298,254.33

                  10% Allocated to Lawrence County

                  50% Commission Fund

$12,587,133.98

9%

($1,321.41)

5 Cents

1 Cents

Totals

Games

Less: City Slots (Net of Promo)

Plus: Expired Vouchers

Amended Returns

Taxable Adjusted Gross Revenue

Tax Calculation Tax Distribution

$528,562.48

$138,165,824.77

            Current
$130,547,005.79

Units

Less: Non Cashable Promo Play

Plus: Non Cashable Promo Wins

Less: Wide Area Progressive Deduction

Handle Comparison

($1,547,101.23)

$1,392,391.11

($83,508.34)

           1% to State General Fund per 42-7B-28.1

Black Jack

71.61%

5.29%

           8% to Be Distributed per 42-7B-48

                  40% Allocated to Tourism

$13,051,558.79Total Statistical Win
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Statistical Win Avg. Payout %

6 $396,400.00 $62,730.94 84.17%

57 $3,803,914.00 $220,012.33 94.22%

224 $9,868,234.28 $763,952.25 92.26%

4 $243,659.00 $33,185.00 86.38%

116 $3,934,993.62 $386,000.03 90.19%

2 $124,422.10 $12,864.40 89.66%

50 $5,574,200.40 $512,683.05 90.80%

28 $1,347,048.43 $83,370.71 93.81%

2034 $99,609,399.14 $9,381,465.81 90.58%

2521 $124,902,270.97 $11,456,264.52 90.83%

Statistical Win Avg. Payout %

37 $3,232,271.00 $494,993.42 84.69%

27 $2,432,183.00 $552,246.14 77.29%

13 $800,820.00 $80,082.00 N/A

3 $565,225.50 $80,757.00 85.71%

7 $290,743.00 $54,710.00 81.18%

87 $7,321,242.50 $1,262,788.56 81.86%

Handle Statistical Win Avg. Payout %

8 $417,024.67 ($9,254.26) 102.22%

                     Calendar YTD
CYTD% Change from 

Previous Year
Slot Machines $690,687,862.04 2.83%

Table Games $42,319,702.05 1.57%

Sports Wagering $3,989,984.44 14.85%

Total Handle $736,997,548.53 2.82%

$1,056,132.05

$117,348.01

$938,784.04

$375,513.62

$93,878.40

$469,392.02

Less: Federal Excise Tax

South Dakota Gaming Statistics Monthly Summary
June 2023

Slot Machines

Table Games

Sports Wagering

10 Cents

City Slot

Handle

1 Dollar

50 Cents

25 Cents

Denomination
Number of Units Reporting

Revenue Handle                        

25 Dollars

5 Dollars

Totals

Number of Casinos Reporting
Revenue

$7,321,242.50

           Total 9% Tax Collected

% Change from Same Month, 
Last Year

-1.74%

12.01%

House Banked Poker

Player Banked Poker

Craps

Roulette

Totals

Tax Due $1,056,132.05

($505,383.84)

$23,538.19

($339,451.33)

                  10% Allocated to Lawrence County

                  50% Commission Fund

$11,734,800.52

9%

($1,042.56)

5 Cents

1 Cents

Totals

Games

Less: City Slots (Net of Promo)

Plus: Expired Vouchers

Amended Returns

Taxable Adjusted Gross Revenue

Tax Calculation Tax Distribution

$417,024.67

$132,640,538.14

            Current
$124,902,270.97

Units

Less: Non Cashable Promo Play

Plus: Non Cashable Promo Wins

Less: Wide Area Progressive Deduction

Handle Comparison

($1,485,807.34)

$1,337,226.61

($4,078.03)

           1% to State General Fund per 42-7B-28.1

Black Jack

38.45%

-0.98%

           8% to Be Distributed per 42-7B-48

                  40% Allocated to Tourism

$12,709,798.82Total Statistical Win
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Statistical Win Avg. Payout %

6 $365,900.00 $38,825.00 89.39%

57 $4,786,173.00 $388,069.56 91.89%

222 $11,469,639.00 $902,912.67 92.13%

4 $293,274.50 $19,154.00 93.47%

128 $4,372,616.34 $439,687.52 89.94%

2 $139,887.00 $9,775.50 93.01%

55 $6,227,576.19 $539,234.80 91.34%

28 $1,487,730.16 $108,247.32 92.72%

2041 $107,232,568.91 $10,110,720.02 90.57%

2543 $136,375,365.10 $12,556,626.39 90.79%

Statistical Win Avg. Payout %

36 $3,785,574.50 $650,331.79 82.82%

26 $2,701,365.50 $624,083.35 76.90%

12 $1,001,785.00 $100,178.50 N/A

3 $661,550.00 $124,352.00 81.20%

7 $351,728.00 $89,287.50 74.61%

84 $8,502,003.00 $1,588,233.14 80.16%

Handle Statistical Win Avg. Payout %

7 $413,368.45 $20,086.81 95.14%

                     Calendar YTD
CYTD% Change from 

Previous Year
Slot Machines $827,063,227.14 4.32%

Table Games $50,821,705.05 1.63%

Sports Wagering $4,403,352.89 17.95%

Total Handle $882,288,285.08 4.22%

$1,214,227.40

$134,914.16

$1,079,313.24

$431,725.30

$107,931.32

$539,656.62

Less: Federal Excise Tax

Units

Less: Non Cashable Promo Play

Plus: Non Cashable Promo Wins

Less: Wide Area Progressive Deduction

Handle Comparison

($1,486,228.05)

$1,337,605.25

($8,618.31)

           1% to State General Fund per 42-7B-28.1

Black Jack

59.49%

11.99%

           8% to Be Distributed per 42-7B-48

                  40% Allocated to Tourism

$14,164,946.34Total Statistical Win

5 Cents

1 Cents

Totals

Games

Less: City Slots (Net of Promo)

Plus: Expired Vouchers

Amended Returns

Taxable Adjusted Gross Revenue

Tax Calculation Tax Distribution

$413,368.45

$145,290,736.55

            Current
$136,375,365.10

Tax Due $1,214,227.40

($531,059.32)

$15,742.37

$60.67

                  10% Allocated to Lawrence County

                  50% Commission Fund

$13,491,415.53

9%

($1,033.42)

House Banked Poker

Player Banked Poker

Craps

Roulette

Totals

Totals

Number of Casinos Reporting
Revenue

$8,502,003.00

           Total 9% Tax Collected

% Change from Same Month, 
Last Year

12.58%

1.91%

South Dakota Gaming Statistics Monthly Summary
July 2023

Slot Machines

Table Games

Sports Wagering

10 Cents

City Slot

Handle

1 Dollar

50 Cents

25 Cents

Denomination
Number of Units Reporting

Revenue Handle                        

25 Dollars

5 Dollars
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Statistical Win Avg. Payout %

6 $447,150.00 $8,925.00 98.00%

60 $4,172,012.00 $401,904.24 90.37%

226 $10,810,398.14 $917,989.81 91.51%

4 $258,900.50 $35,279.50 86.37%

122 $4,322,229.34 $406,809.91 90.59%

2 $167,113.20 $16,540.30 90.10%

50 $5,456,256.68 $554,115.86 89.84%

29 $1,279,367.67 $75,656.74 94.09%

2144 $104,592,229.66 $9,652,354.29 90.77%

2643 $131,505,657.19 $12,069,575.65 90.82%

Statistical Win Avg. Payout %

38 $3,359,066.50 $495,775.66 85.24%

29 $2,554,006.50 $594,061.28 76.74%

12 $887,051.00 $88,705.10 N/A

3 $560,337.00 $118,619.00 78.83%

7 $274,452.43 $84,761.43 69.12%

89 $7,634,913.43 $1,381,922.47 80.84%

Handle Statistical Win Avg. Payout %

7 $979,693.67 $170,128.51 82.63%

                     Calendar YTD
CYTD% Change from 

Previous Year
Slot Machines $1,116,766,337.33 2.60%

Table Games $67,471,646.48 1.54%

Sports Wagering $5,901,098.51 25.25%

Total Handle $1,190,139,082.32 2.63%

$1,163,437.51

$129,270.83

$1,034,166.68

$413,666.67

$103,416.67

$517,083.34

Less: Federal Excise Tax

South Dakota Gaming Statistics Monthly Summary
September 2023

Slot Machines

Table Games

Sports Wagering

10 Cents

City Slot

Handle

1 Dollar

50 Cents

25 Cents

Denomination
Number of Units Reporting

Revenue Handle                        

25 Dollars

5 Dollars

Totals

Number of Casinos Reporting
Revenue

$7,634,913.43

           Total 9% Tax Collected

% Change from Same Month, 
Last Year

-5.18%

1.40%

House Banked Poker

Player Banked Poker

Craps

Roulette

Totals

Tax Due $1,163,437.51

($545,611.56)

$22,123.14

$0.33

                  10% Allocated to Lawrence County

                  50% Commission Fund

$12,927,083.47

9%

($2,449.23)

5 Cents

1 Cents

Totals

Games

Less: City Slots (Net of Promo)

Plus: Expired Vouchers

Amended Returns

Taxable Adjusted Gross Revenue

Tax Calculation Tax Distribution

$979,693.67

$140,120,264.29

            Current
$131,505,657.19

Units

Less: Non Cashable Promo Play

Plus: Non Cashable Promo Wins

Less: Wide Area Progressive Deduction

Handle Comparison

($1,542,759.40)

$1,388,483.46

($14,329.90)

           1% to State General Fund per 42-7B-28.1

Black Jack

37.68%

-4.64%

           8% to Be Distributed per 42-7B-48

                  40% Allocated to Tourism

$13,621,626.63Total Statistical Win



131

Statistical Win Avg. Payout %

7 $295,329.00 $35,975.50 87.82%

56 $4,014,185.00 $310,046.28 92.28%

222 $9,844,052.60 $746,427.41 92.42%

3 $153,399.00 $20,313.00 86.76%

123 $3,722,731.20 $410,347.54 88.98%

2 $78,611.10 ($184.40) 100.23%

52 $5,175,931.58 $469,152.76 90.94%

29 $1,282,183.29 $94,397.02 92.64%

2173 $99,158,355.49 $9,248,486.10 90.67%

2667 $123,724,778.26 $11,334,961.21 90.84%

Statistical Win Avg. Payout %

38 $3,145,585.00 $548,525.13 82.56%

26 $2,290,218.50 $541,936.19 76.34%

12 $1,370,335.00 $137,033.50 N/A

3 $543,336.00 $128,506.00 76.35%

7 $284,104.00 $39,446.50 86.12%

86 $7,633,578.50 $1,395,447.32 79.91%

Handle Statistical Win Avg. Payout %

7 $1,021,660.02 $174,906.32 82.88%

                     Calendar YTD
CYTD% Change from 

Previous Year
Slot Machines $1,240,501,115.59 2.18%

Table Games $75,105,224.98 1.17%

Sports Wagering $6,922,758.53 24.21%

Total Handle $1,322,529,099.10 2.22%

$1,108,261.53

$123,140.17

$985,121.36

$394,048.54

$98,512.14

$492,560.68

Less: Federal Excise Tax

South Dakota Gaming Statistics Monthly Summary
October 2023

Slot Machines

Table Games

Sports Wagering

10 Cents

City Slot

Handle

1 Dollar

50 Cents

25 Cents

Denomination
Number of Units Reporting

Revenue Handle                        

25 Dollars

5 Dollars

Totals

Number of Casinos Reporting
Revenue

$7,633,578.50

           Total 9% Tax Collected

% Change from Same Month, 
Last Year

-1.46%

-1.94%

House Banked Poker

Player Banked Poker

Craps

Roulette

Totals

Tax Due $1,108,261.53

($460,991.35)

$23,518.56

$17,631.56

                  10% Allocated to Lawrence County

                  50% Commission Fund

$12,314,016.97

9%

($2,554.15)

5 Cents

1 Cents

Totals

Games

Less: City Slots (Net of Promo)

Plus: Expired Vouchers

Amended Returns

Taxable Adjusted Gross Revenue

Tax Calculation Tax Distribution

$1,021,660.02

$132,380,016.78

            Current
$123,724,778.26

Units

Less: Non Cashable Promo Play

Plus: Non Cashable Promo Wins

Less: Wide Area Progressive Deduction

Handle Comparison

($1,577,375.71)

$1,419,638.14

($11,164.93)

           1% to State General Fund per 42-7B-28.1

Black Jack

18.50%

-1.36%

           8% to Be Distributed per 42-7B-48

                  40% Allocated to Tourism

$12,905,314.85Total Statistical Win
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Statistical Win Avg. Payout %

6 $300,550.00 $72,200.00 75.98%

56 $3,121,771.00 $93,924.03 96.99%

231 $8,448,614.09 $712,768.86 91.56%

4 $210,922.00 $32,281.50 84.70%

130 $2,822,784.89 $259,347.12 90.81%

2 $219,769.20 $13,231.90 93.98%

50 $4,929,551.81 $505,869.54 89.74%

29 $1,529,282.78 $73,461.20 95.20%

2235 $92,024,425.63 $8,391,961.39 90.88%

2743 $113,607,671.40 $10,155,045.54 91.06%

Statistical Win Avg. Payout %

38 $2,838,764.50 $320,638.25 88.71%

26 $2,219,642.00 $468,206.38 78.91%

12 $739,000.00 $73,900.00 N/A

3 $410,268.50 $113,685.00 72.29%

7 $233,658.00 $66,024.00 71.74%

86 $6,441,333.00 $1,042,453.63 83.01%

Handle Statistical Win Avg. Payout %

8 $967,993.68 $49,887.44 94.85%

                     Calendar YTD
CYTD% Change from 

Previous Year
Slot Machines $1,354,108,786.99 2.80%

Table Games $81,546,557.98 2.01%

Sports Wagering $7,890,752.21 22.62%

Total Handle $1,443,546,097.18 2.84%

$955,345.89

$106,149.54

$849,196.35

$339,678.54

$84,919.63

$424,598.17

Less: Federal Excise Tax

South Dakota Gaming Statistics Monthly Summary
November 2023

Slot Machines

Table Games

Sports Wagering

10 Cents

City Slot

Handle

1 Dollar

50 Cents

25 Cents

Denomination
Number of Units Reporting

Revenue Handle                        

25 Dollars

5 Dollars

Totals

Number of Casinos Reporting
Revenue

$6,441,333.00

           Total 9% Tax Collected

% Change from Same Month, 
Last Year

10.00%

12.89%

House Banked Poker

Player Banked Poker

Craps

Roulette

Totals

Tax Due $955,345.89

($496,828.52)

$31,924.84

$11,198.22

                  10% Allocated to Lawrence County

                  50% Commission Fund

$10,614,954.37

9%

($2,419.98)

5 Cents

1 Cents

Totals

Games

Less: City Slots (Net of Promo)

Plus: Expired Vouchers

Amended Returns

Taxable Adjusted Gross Revenue

Tax Calculation Tax Distribution

$967,993.68

$121,016,998.08

            Current
$113,607,671.40

Units

Less: Non Cashable Promo Play

Plus: Non Cashable Promo Wins

Less: Wide Area Progressive Deduction

Handle Comparison

($1,740,172.88)

$1,566,155.59

($2,289.51)

           1% to State General Fund per 42-7B-28.1

Black Jack

12.34%

10.17%

           8% to Be Distributed per 42-7B-48

                  40% Allocated to Tourism

$11,247,386.61Total Statistical Win
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Statistical Win Avg. Payout %

6 $172,625.00 $26,925.00 84.40%

56 $2,481,102.00 $211,973.28 91.46%

225 $7,330,864.38 $615,584.52 91.60%

4 $167,822.50 $22,345.50 86.69%

133 $2,421,291.56 $220,088.19 90.91%

2 $100,846.80 $4,417.40 95.62%

53 $4,554,789.49 $470,823.51 89.66%

29 $659,840.07 $45,608.19 93.09%

2249 $80,290,568.76 $6,984,220.39 91.30%

2757 $98,179,750.56 $8,601,985.98 91.24%

Statistical Win Avg. Payout %

38 $3,658,653.50 $559,132.51 84.72%

25 $2,558,314.00 $614,529.97 75.98%

12 $1,020,105.00 $102,010.50 N/A

3 $611,835.50 $133,511.50 78.18%

7 $296,445.00 $65,240.00 77.99%

85 $8,145,353.00 $1,474,424.48 80.74%

Handle Statistical Win Avg. Payout %

8 $1,143,938.37 $154,098.09 86.53%

                     Calendar YTD
CYTD% Change from 

Previous Year
Slot Machines $1,452,288,537.55 3.64%

Table Games $89,691,910.98 4.18%

Sports Wagering $9,034,690.58 25.61%

Total Handle $1,551,015,139.11 3.78%

$864,452.02

$96,050.22

$768,401.79

$307,360.72

$76,840.18

$384,200.90

Less: Federal Excise Tax

South Dakota Gaming Statistics Monthly Summary
December 2023

Slot Machines

Table Games

Sports Wagering

10 Cents

City Slot

Handle

1 Dollar

50 Cents

25 Cents

Denomination
Number of Units Reporting

Revenue Handle                        

25 Dollars

5 Dollars

Totals

Number of Casinos Reporting
Revenue

$8,145,353.00

           Total 9% Tax Collected

% Change from Same Month, 
Last Year

16.96%

32.31%

House Banked Poker

Player Banked Poker

Craps

Roulette

Totals

Tax Due $864,452.02

($461,665.32)

$27,442.83

$3,779.00

                  10% Allocated to Lawrence County

                  50% Commission Fund

$9,605,022.42

9%

($2,859.85)

5 Cents

1 Cents

Totals

Games

Less: City Slots (Net of Promo)

Plus: Expired Vouchers

Amended Returns

Taxable Adjusted Gross Revenue

Tax Calculation Tax Distribution

$1,143,938.37

$107,469,041.93

            Current
$98,179,750.56

Units

Less: Non Cashable Promo Play

Plus: Non Cashable Promo Wins

Less: Wide Area Progressive Deduction

Handle Comparison

($1,888,609.32)

$1,699,748.39

($3,321.86)

           1% to State General Fund per 42-7B-28.1

Black Jack

50.99%

18.29%

           8% to Be Distributed per 42-7B-48

                  40% Allocated to Tourism

$10,230,508.55Total Statistical Win
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Statistical Win Avg. Payout %

7 $351,862.00 $48,401.00 86.24%

56 $3,515,614.00 $395,508.32 88.75%

223 $8,542,674.28 $616,705.36 92.78%

3 $131,327.50 $18,151.00 86.18%

129 $3,117,491.60 $296,530.33 90.49%

2 $257,637.30 ($137.60) 100.05%

53 $4,228,745.71 $416,751.87 90.14%

29 $852,417.71 $52,872.46 93.80%

2263 $84,609,998.16 $7,482,418.32 91.16%

2765 $105,607,768.26 $9,327,201.06 91.17%

Statistical Win Avg. Payout %

38 $2,539,939.50 $509,144.19 79.95%

26 $2,134,159.00 $578,162.18 72.91%

12 $733,505.50 $73,350.55 N/A

3 $456,508.00 $147,652.00 67.66%

7 $193,875.50 $20,730.00 89.31%

86 $6,057,987.50 $1,329,038.92 76.42%

Handle Statistical Win Avg. Payout %

7 $868,815.03 $94,755.61 89.09%

Calendar YTD
CYTD% Change from 

Previous Year
Slot Machines $105,607,768.26 0.01%

Table Games $6,057,987.50 -6.71%

Sports Wagering $868,815.03 -4.56%

Total Handle $112,534,570.79 -0.41%

$916,019.88

$101,779.99

$814,239.89

$325,695.96

$81,423.99

$407,119.95

Less: Federal Excise Tax

South Dakota Gaming Statistics Monthly Summary
January 2024

Slot Machines

Table Games

Sports Wagering

10 Cents

City Slot

Handle

1 Dollar

50 Cents

25 Cents

Denomination
Number of Units Reporting

Revenue Handle                        

25 Dollars

5 Dollars

Totals

Number of Casinos Reporting
Revenue

$6,057,987.50

           Total 9% Tax Collected

% Change from Same Month, 
Last Year

0.01%

-6.71%

House Banked Poker

Player Banked Poker

Craps

Roulette

Totals

Tax Due $916,019.88

($409,006.27)

$19,403.21

$0.56

10% Allocated to Lawrence County

50% Commission Fund

$10,177,998.61

9%

($2,172.04)

5 Cents

1 Cents

Totals

Games

Less: City Slots (Net of Promo)

Plus: Expired Vouchers

Amended Returns

Taxable Adjusted Gross Revenue

Tax Calculation Tax Distribution

$868,815.03

$112,534,570.79

            Current
$105,607,768.26

Units

Less: Non Cashable Promo Play

Plus: Non Cashable Promo Wins

Less: Wide Area Progressive Deduction

Handle Comparison

($1,805,145.88)

$1,624,631.29

($707.85)

           1% to State General Fund per 42-7B-28.1

Black Jack

-4.56%

-0.41%

           8% to Be Distributed per 42-7B-48

40% Allocated to Tourism

$10,750,995.59Total Statistical Win
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Statistical Win Avg. Payout %

6 $150,075.00 $12,684.41 91.55%

56 $3,896,607.00 $227,317.63 94.17%

226 $9,193,844.73 $701,891.94 92.37%

4 $311,440.50 $53,416.50 82.85%

127 $2,880,586.82 $274,417.57 90.47%

2 $147,280.80 $11,219.80 92.38%

52 $4,378,878.04 $393,875.91 91.01%

28 $784,009.69 $59,457.34 92.42%

2260 $89,071,590.14 $8,131,061.20 90.87%

2761 $110,814,312.72 $9,865,342.30 91.10%

Statistical Win Avg. Payout %

38 $3,097,199.00 $526,280.25 83.01%

26 $2,345,004.50 $644,455.94 72.52%

12 $966,202.50 $96,620.25 N/A

3 $467,787.00 $121,679.00 73.99%

6 $256,900.00 $52,009.00 79.76%

85 $7,133,093.00 $1,441,044.44 78.20%

Handle Statistical Win Avg. Payout %

7 $696,016.94 ($38,405.75) 105.52%

                     Calendar YTD
CYTD% Change from 

Previous Year
Slot Machines $216,422,080.98 4.22%

Table Games $13,191,080.50 -1.42%

Sports Wagering $1,564,831.97 -3.85%

Total Handle $231,177,993.45 3.82%

$964,369.16

$107,152.13

$857,217.03

$342,886.81

$85,721.70

$428,608.52

Less: Federal Excise Tax

Units

Less: Non Cashable Promo Play

Plus: Non Cashable Promo Wins

Less: Wide Area Progressive Deduction

Handle Comparison

($1,734,775.31)

$1,561,297.78

($4,581.29)

           1% to State General Fund per 42-7B-28.1

Black Jack

-2.95%

8.19%

           8% to Be Distributed per 42-7B-48

                  40% Allocated to Tourism

$11,267,980.99Total Statistical Win

5 Cents

1 Cents

Totals

Games

Less: City Slots (Net of Promo)

Plus: Expired Vouchers

Amended Returns

Taxable Adjusted Gross Revenue

Tax Calculation Tax Distribution

$696,016.94

$118,643,422.66

            Current
$110,814,312.72

Tax Due $964,369.16

($384,997.20)

$22,107.42

($10,079.44)

                  10% Allocated to Lawrence County

                  50% Commission Fund

$10,715,212.91

9%

($1,740.04)

House Banked Poker

Player Banked Poker

Craps

Roulette

Totals

Totals

Number of Casinos Reporting
Revenue

$7,133,093.00

           Total 9% Tax Collected

% Change from Same Month, 
Last Year

8.58%

3.57%

South Dakota Gaming Statistics Monthly Summary
February 2024

Slot Machines

Table Games

Sports Wagering

10 Cents

City Slot

Handle

1 Dollar

50 Cents

25 Cents

Denomination
Number of Units Reporting

Revenue Handle                        

25 Dollars

5 Dollars



136

Statistical Win Avg. Payout %

6 $336,925.00 $83,300.00 75.28%

56 $3,350,484.00 $316,893.47 90.54%

232 $10,561,853.20 $752,873.29 92.87%

4 $352,083.00 $21,504.50 93.89%

123 $3,358,073.44 $292,920.20 91.28%

2 $163,811.20 $15,294.70 90.66%

50 $4,543,656.15 $490,509.75 89.20%

26 $745,875.14 $81,879.23 89.02%

2281 $93,747,895.40 $8,521,148.34 90.91%

2780 $117,160,656.53 $10,576,323.48 90.97%

Statistical Win Avg. Payout %

38 $3,773,643.00 $523,569.19 86.13%

28 $3,042,460.00 $725,526.20 76.15%

12 $929,222.50 $92,922.25 N/A

4 $715,754.00 $69,777.50 90.25%

6 $306,891.00 $61,666.00 79.91%

88 $8,767,970.50 $1,473,461.14 82.39%

Handle Statistical Win Avg. Payout %

7 $1,242,270.27 $91,215.38 92.66%

                     Calendar YTD
CYTD% Change from 

Previous Year
Slot Machines $333,582,737.51 0.17%

Table Games $21,959,051.00 3.02%

Sports Wagering $2,807,102.24 10.02%

Total Handle $358,348,890.75 0.41%

$1,034,843.82

$114,982.65

$919,861.18

$367,944.47

$91,986.12

$459,930.59

Less: Federal Excise Tax

Units

Less: Non Cashable Promo Play

Plus: Non Cashable Promo Wins

Less: Wide Area Progressive Deduction

Handle Comparison

($1,742,563.89)

$1,568,307.50

($2,190.79)

           1% to State General Fund per 42-7B-28.1

Black Jack

34.46%

-5.25%

           8% to Be Distributed per 42-7B-48

                  40% Allocated to Tourism

$12,141,000.00Total Statistical Win

5 Cents

1 Cents

Totals

Games

Less: City Slots (Net of Promo)

Plus: Expired Vouchers

Adjustments for Amended Returns and 
Audit Findings
Taxable Adjusted Gross Revenue

Tax Calculation Tax Distribution

$1,242,270.27

$127,170,897.30

            Current
$117,160,656.53

Tax Due $1,034,843.82

($481,145.85)

$17,961.62

$1.78

                  10% Allocated to Lawrence County

                  50% Commission Fund

$11,498,264.69

9%

($3,105.68)

House Banked Poker

Player Banked Poker

Craps

Roulette

Totals

Totals

Number of Casinos Reporting
Revenue

$8,767,970.50

           Total 9% Tax Collected

% Change from Same Month, 
Last Year

-6.54%

10.52%

South Dakota Gaming Statistics Monthly Summary
March 2024

Slot Machines

Table Games

Sports Wagering

10 Cents

City Slot

Handle

1 Dollar

50 Cents

25 Cents

Denomination
Number of Units Reporting

Revenue Handle                        

25 Dollars

5 Dollars
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