
The idea:
It is in our nature to be wild and free. And to do so safely, 
it is important that we all act and adventure responsibly. 
At the Wyoming Office of Tourism, the wellbeing of our 
residents and visitors is our greatest priority. During 
times when public health is at risk, we must ask that 
all travelers and locals respect the health and safety 
recommendations that have been implemented to ensure 
collective wellness. By adventuring responsibly, we can 
maintain Wyoming as a wide-open safe haven and source 
of inspiration. 

CASE STUDY
WY RESPONSIBLY:
A calming, inspirational campaign to address COVID-19

The Wyoming Office of Tourism brand is based on the core human value of Adventure. And Covid-19 certainly presented a 
new one for everyone. So in just over a week, we developed a themed campaign that could help propel the brand and its 
followers through uncertain times -- but also act as a longer-term strategy for sustainability and safety efforts.

The work:

Stay calm. Stay inspired.
The campaign launched with a video inspired by the 
wide-open Wyoming landscape – encouraging people 
to use the silence and empty spaces to re-evaluate how 
they will approach life when it gets back to normal.

The Healing Power of Yellowstone
Believe it or not, a key ingredient used in most COVID-
19 test kits comes from deep beneath the famous 
thermal pools at Yellowstone National Park. This video 
touting the healing powers of Wyoming’s natural 
resources piggybacked on a story featured in National 
Geographic. Advantage: science.  

Travelwyoming.com integration 
From travel and safety updates, to industry support, 
to content that kept adventurous visitors inspired 
and connected to the brand, WY Responsibly was 
seamlessly integrated into the .com and connected to 
paid and owned efforts.
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https://bvk.webdamdb.com/embedvid.php?embedAssetId=AqsGleTr27j4&apm=0%22
https://bvk.webdamdb.com/embedvid.php?embedAssetId=A4y1zW3QsXU9&apm=0%22
https://www.nationalgeographic.com/science/2020/03/key-ingredient-in-coronavirus-tests-comes-from-yellowstone/
https://www.nationalgeographic.com/science/2020/03/key-ingredient-in-coronavirus-tests-comes-from-yellowstone/
https://travelwyoming.com


The idea:
Research showed that social media usage and 
engagement rose dramatically right around the time that 
COVID-19 was declared a pandemic. And, with people 
forced to spend more time indoors, an analysis of social 
engagements demonstrated a longing for nature, with 
“travel and mobility” ranking as the most highly discussed 
category on social media. 

Knowing our target audiences were dreaming of travel 
and in need of both optimism and realism, we moved 
quickly to develop and launch the “Stay calm. Stay 
inspired.” video on Facebook and Instagram in March, 
and then followed up by rolling out the “Healing Power 
of Yellowstone” video. As part of the social media launch, 
we built from our existing #ThatsWY pre-COVID hashtag 
to launch a new hashtag called #WYresponsibly to build 
momentum and unification for our campaign. 

In order to reach the most relevant audience, we 
geotargeted key areas and then layered on parameters 
to reach prospective travelers, including campers and 
outdoor enthusiasts, via Factual, a trusted, industry-
leading third-party location data partner.

The results:
Before any promotional support kicked in and a week 
after the project kicked off, the “Stay calm. Stay inspired.” 
video attracted overwhelmingly positive response. To 
date, the two videos have been watched 610,00+ times 
(video must be watched 15+ seconds to count as a view), 
have been shared 1,400+ times, and comments have 
been extremely positive in sentiment, demonstrating the 
timeliness and resonance of the social media campaign. 

 •  Michelle King Newlean: My husband asked me where  
  I want to go once the quarantine ends. Without   
  hesitation, I told him Wyoming. 

 • Kathy Riordan: My home state. This is the first thing  
  that actually made me cry in all this. Stay safe,   
  Wyoming, from this Wyoming girl. You will always be  
  in my heart.

 • Pam Rowe Brann: Wyoming is so beautiful! Everyone  
  should go if you get the chance!

To build national awareness around the launch of the WY 
Responsibly, BVK leaned into an earned media approach 
targeting both consumer and trade news outlets – and 
the results were outstanding. The campaign generating 
over 67 million impressions across online and print 
publications like Communication Arts Magazine, Media 
Post and Forbes – where it was noted as some of the 
most inspiring travel campaigns within the industry. 

“Wyoming serves up a little cowboy wisdom and a lot of 
beautiful scenery in this one-minute video that will make 
you want to get away from it all” – Forbes
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