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PURPOSE

The sole purpose of Yellowstone Country Montana, Inc. (YC, YCMI) is to promote the five-county region (Gallatin, Park, Sweet Grass, Stiliwater & Carbon) of Montana as a year-round destination for leisure & business travelers.

Yellowstone Country The * Beyond experience that can be found throughout the YC region; the primary reason people come to Montana is to visit Yellowstone National Park; however, once (or in adition to) the park experience, the region offers the opportunity to “get away from your getaway by heading north of the park”. Visiting the world's most famous national park is a must for many people, but we want to broaden that experience to encompass what can be found just outside:
the park

PRIMARY GOAL

YC's primary goal is to raise brand awareness of this region as a prer
Objectives for mesting this goal
« Implement strategic media campaigns that reach our targeted audience(s)
« Implement supporting resources for managing & tracking marketing & promotion campaigns
« Encouraging visitation to authentic cultural & heritage assets
« Sharing the "local flavor” through promotion of festivals & events throughout the region
« Highiighting the abundance of outdoor recreation opportunities
STRENGTHS
Yellowstone Country’s core strengths include its main attractions—Yellowstone National Park and the Beartooth All-American Road—as well as countless cultural and recreational opportunities.
+ Yellowstone National Park and its Gateway Communities: Three of the five entrances to YNP are located in YC, including the only year-round entrance at Gardiner, the northeast entrance at Cooke City/Silver Gate and the most-accessed entrance at West Yellowstone.
+ Scenic Drives: Paradise Valley (Livingston to Gardiner), the Beartooth All-American Road (Red Lodge to Cooke City), Gallatin Canyon (Bozeman to Big Sky), Lake Loop (Bozeman to Norris), Absarokee Loop (Absarokee to Nye to Fishtail and back to Absarokee), and many, many other routes through Yellowstone National Park.
« Alpine Ski Resorts: Bridger Bowl, Big Sky and Red Lodge Mountain are three of the top ki resorts in the state,
- World-Renowned Snowmobile Areas: Cooke City, West Yellowstone, Crazy Mountains area, Gallatin River Corridor.
+ Nordic Skiing: Nordic Centers and many miles of groomed trails throughout the region
+ Culture and History: From Native Americans and dinosaurs to mining, ranching and mountain men, the region offers a very interesting and unique blend of history and culture.

+ Annual Events: Unique local festivals, farmers markets, fairs, community rodeos, Day celebrations and events, including long-running events like the Big Sky Music in the Mountains or Montana BBQ Cook-off in Absarokee, and newer events such as the Sweet Grass Fiber Fest in Big Timber.

+ Outdoor Recreation: A sampling, in addition o other well-known offerings like skiing and snowmobiling, includes wildiife viewing in and around Yellowstone National Park, water recreation (fishing, boating, rafting, kayaking, swimming), ice climbing, hiking, snowshoeing and soaking in one of the region’s hot springs, including the newest one: Yellowstone Hot Springs at Corwin Springs. For those who may wish to experience the western way of ife, there are working ranch vacations or the more traditional “dude”
ranch experiences.

+ Destination Lodging and Meeting Facilities: Several communities in the region have properties and faciltes that can accommodate small to mid-size meetings and conventions. Bazeman and Big Sky also have full-service entities with the capacity to host larger groups.
+ Bozeman Yellowstone International Airport: As the busiest airport in the state, BZN offers the most direct flights and easy access to the entire region.

+ Open Lands: Yellowstone Country features public access to BLM lands, Forest Service land and national parks, all just a short distance from any point in the region.

« Four Montana State Parks-provides recreation and culture/history: Cooney Reservoir is a premier outdooriwater recreation venue, and Missouri River Headwaters and Madison Buffalo Jump state parks are well known for both outdoor recreation and culture/history. Greycliff Prairie Dog Town State Park is unique and fun for family recreation. There are also camping and RV options located at or nearby the parks,
Dinosaur Trail-the trail has become a significant attraction across the state, and the Museu of the Rockies serves as an anchor facility on the trail.

CHALLENGES/OPPORTUNITIES

+ Inclement Weather Conditions/Natural Disasters: Fire, floods, etc.

« Climate Change: Changes in ciimate affect recreational opportunities (such as fishing), the economy (tourism and related jobs) and our environment (wildiife and plant populations)

« Transportation Issues: Public transportation, seasonaliy of service.

+ Economic Climate: Budget cuts.

« Infrastructure: As the number of visitors increases, infrastructure issues are a concem

« Crowding/Overuse in YNP: Real or perceived

« Seasonality: Weather, amenities/service availability and staffing all have an impact on the potential growth of shoulder seasons.

- Opportunity to market shoulder season activities to Montana residents, empty-nesters and singles.

« Ability to entice a younger demographic with endless recreation and fich culture.

+ Increased air service opens new markets.

+ Increasing diversity and frequency of intenational visitors who may not be familiar with the outdoors or related challenges such as weather, distance and access. Additionally, there may be language and currency bariers

MONTANA BRAND PILLARS
YC aligns effortlessly with Montana's Brand Pillars. There is an abundance of spectacular, unspoiled nature. Given the multitude of recreational options, the region certainly meets the definition of offering breathtaking experiences. As with the majority of Montana, our communities are known for having friendly, hospitable people who work hard to help make a visitor's experience one to remember.

« SPECTACULAR, UNSPOILED NATURE Yellowstone Country is anchored by two major iconic destinations: Yellowstone National Park and the Beartooth All-American Road (BAAR). Custer Gallatin National Forest, d Lee Metcalf wil . BLM areas and city/county trail systemsare all within a short distance from population centers, 50, one can be in any community in the region and truthfully say they are *surrounded by spectacular, unspoiled nature.” YC is one
region in the state that presents visitors both spectacular mountain vistas with panoramic valleys and sweeping, wide open plains just a short distance apart.
BREATHTAKING EXPERIENCES BY DAY, RELAXING HOSPITALITY AT NIGHT As the Montana region that borders Yellowstone—America’s first national park—there's something for both the adventurous and those who prefer the quiet side of the outdoors. Whether that includes hitting the ski slopes and trails, soaking in natural hot springs, camping in any season (and in any style of lodging), or exploring the great outdoors by hiking, mountain biking, snowmobiling or even dog-sledding, Yellowstone.
Country has itall

‘The region has a multitude of art galleries, nature centers, museums and historical sites. Local attractions, festivals and events offer fun opportunities for visitors to immerse themselves in community culture, whether it's attending a rodeo, taking in a lively music festival, participating in andjor watching an exciting ki or or just spending time taking in
Breweries and distileries are popular, and YC is known as a great place to experience this “lfestyle" culture. Local eateries are always a top priority for visitors, and range from casual to fine dining, with for any taste or dietan
« VIBRANT, CHARMING SMALL TOWNS THAT SERVE AS GATEWAYS Showcasing the region's diverse, welcoming communities is an integral part of YC's marketing strategy. Each place has a unique local culture that makes it stand apart from neighboring towns. Explore Gardiner, Red Lodge, Cooke City, Livingston, Bozeman, Big Sky, West Yellowstone and every town in between. There are hidden (and not-so-hidden) gems for experiencing local pitality. Better yet, are

the gateways to whatever and wherever a visitor wants to experience.

Describe your destination.
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Direct marketing i d each of the ted marketing (website, social media platforms, travel planner and scenic map, etc.) are all highly integrated, providing the right information at the right time during the inspiration, orientation and facilitation phases of trip planning.

INSPIRATION: Campaign messaging and imagery are specifically designed to address the Inspiration phase to targeted audience segments. By leveraging YC's ly , the brand will continue to embody the spirit of visitors. This messaging inspires visitors and potential visitors to view themselves, and their destination, through the lens of Montana's brand... free-spirited, adventurous, genuine and captivating

Local events throughout the region also provide ample opportunities for creative, inspirational marketing

Email to targeted aud t at critical points throughout the year, allowing for relevant communication to reach the right people.

Social Media supports the Inspiration and Orientation phases, as we consistently engage consumers throughout a season of in relation to a specific community, event, attraction or activity. We utiize consistent blog posts to tellthe stories of our culture, recreation, people and events and are seeing terrific engagement. Potential opportunities include: increased social video content; Snapchat filters; Instagram takeovers, stories and video; Pinterest pins; and Facebook Live videos. Finally, we'l continue to
use unique hashtags (#beyond )to ions specifc to the YC brand.

Perhaps most critical, though, is our continued partnership and internal resources. We partner with communities and CVBs to develop a comprehensive social media plan, lining up intemal and external resources to create efficiencies and ROI

ORIENTATION AND FACILITATION: The Yellowstone Country website, call center, travel guide and scenic road map are the primary resources for helping travelers with the orientation and faciltation phases, although all have functions during the inspiration phase as well. These innovative resources are designed to make the travel planning process as easy and efficient as possible.
The website creates a seamless experience for visitors, providing an itinerary builder to faciltate planning while simultaneously gathering information to help target future communications to users' interests.

‘The call center provides personalized assistance to people interested in (or currently visiting) Yellowstone Country. It also provides the opportunity to gather data about visitors and prospective visitors, which informs future planning

The travel guide provides in-depth information on the entire region, spanning seasons, activities and events.

The scenic road map helps draw people from Yellowstone National Park into the surrounding areas, offering many possibilties for scenic drives in the region.

In addition, Yellowstone Country participates in national press events in key markets, providing a unique opportunity for orientation and faciltation. Targeted marketing campaigns in these markets, aligning with press events, encourage additional and continued conversation. Branded promotional items provide an opportunity to keep top-of-mind presence with attendees. Following press events, custom itineraries are crafted for select media members to visit the region and provide targeted coverage to their respective
udiences.

Finally, YC funds 10 Visitor Information Centers throughout the region. VICs pr for staff, who ibly local brand to engage during all three phases, helping to create positive visitor experiences.

Optional: Include attachments here

a. Define.

YC identified a core g iences in FY 17 and. inued marketing to them in subsequent years, while also adding in new markets identified through evaluation of research data, campaign tracking, social media analysis, locations where there’s new/increased air service to MT & media outreach.
a. Define your target markets (demographic, geographic and psychographic).

TARGET MARKETS

In FY 20, primary geographic markets include:

Pennsylvania (*Philadelphia)
California (Los Angeles, “San Diego, *San Francisco, Orange County)
1linois (*Chicago)

Oregon (*Portland)

Colorado (Denver)

Texas (*Dallas/Fort Worth, Houston)

Georgia (*Allanta)

Minnesota (Minneapolis/St. Paul)

Washington (Seattle)

Utah (Salt Lake City)

Based on FY19 inquiries (including website inquiies, live chats and incoming calls)

Asterisk locations represent press event focus areas in FY17, FY18, FY19.

In FY 20, secondary geographic markets include:

Columbus, OH

Charlotte, NC

Saskatchewan, Canada

Alberta, Canada

British Columbia, Canada
These markets were identified based on FY19 inquiries (including website inquiries, live chats and incoming calls)
Key Demographic Markets for Yellowstone Country:

City dwellers i.e., not rural, not suburban)

Affiuent with a household income over $80k

Well-educated

Married with children

These characteristics were identifled based on Destination Analysts reporting.

Key ic Markets for Yell

Social Class - midde to upper class (in terms of disposable income)
Lifestyle - active, outdoor-recreation oriented, frequent travelers

Opinions - interested, but primarily influenced by desire to experience things for themselves
Activities and Interests - outdoor activities, history and culture, foodies

Atitudes and Beliefs - environmentally conscious, adventurous spirits, like nature
Technology-savvy - using mobile devices in all stages of planning and travel

These characteristics were identified based on Destination Analysts reporting.

b. What are your emerging markets?

EMERGING AND NICHE MARKETS

In-State Residents
f budget allows, we will create in-state ‘staycation’ campaigns for Montanans, promoting the spring and fall shoulder seasons. Messaging will encourage locals to take advantage of Montana'’s beauty and adventure, all while escaping the crowds of peak seasons.

A subset of the in-state audience is visiting friends and family members. This group is less likely to require the full spectrum of tourist services (i.e., hotels and restaurants), but very likely to show interest in experiencing Yellowstone Country. Family members visiting students at MSU and UM are a special segment to consider in this group.

Western Ski Audiences
Direct marketing to skiers who frequent western ski resorts (i.e., Colorado and Utah), in addition to a continued presence in Dallas, Chicago, Atlanta and San Diego, promoting YC's accessibility and adventure.

History Audiences
Travelers are often natural history lovers, with a yearning to learn about the world,its people, places, and cultures. History ties 5o much together, and with a guide along the way to help make connections, historical facts and stories have a greater emotional impact. According to ITRR 2018 non-resident data, 17% of visitors to the region are visiting museums and 20% are visiting other historical sites. This represents a significant increase over previous years; this Is an emerging and/or growing
market for us.

Motorcyclists

Motorcyciists are a growing niche market who provide ample opportunities for targeted messaging within the region, and potentially in partnerships with neighboring regions. Opportunities include itineraries and maps featuring unique and appealing roadways, targeted media buys and a combination of in-state (drive) and out-of-state (fly-ride) messages. NOTE: Re the recent ITRR study Motorcycle Touring in Montana: A Market Analysi
average of $110.00 piday.

motorcyciists tend to ride scenic rodes, eatistay local and spend an

Snowmobilers
Snowmobiling continues to expand in popularity and attract new audiences. Between guided trips and the option to go sled on your own, there's something for everyone. Snowmobiling campaigns could be focused within the region, or potentially in partnership with other regions. Similar to the motorcycle audience, snowmobile campaigns could include itineraries, maps, targeted media buys and a combination of in-state (drive) and out-of-state (fiy-ride) messages.

Birding Enthusiasts
Birding has become a valuable niche activity, and there are plenty of locations within the region, and in neighboring regions, that continue to draw this group. One potential way to capture this audience would be to create a map of birding locations, such as the Missouri Headwaters State Park) and events such as Bridger Bowl's Raptor Festival in October. Detailed information could be provided by break-out maps of specific locations within the larger map. This could be accomplished within region, or with partner
regions, ideally expanding (o a state-wide birding map over time.

i ilies
Miltary families and bases present a unique niche marketing opportunity as well. Due to the nature of their work, miliary families often travel at various times throughout the year (not necessarly resticted to standard summer and winter trips), and tend to take longer vacations in comparison to citizen families. In addition, bases often provide news and communication outlets unique to bases, providing targeted channels to reach this group. There is an opportunity to test this niche marketing with an in-state audience
atthe Malmstrom Base. Again, this could be a project within the region or with partnering regions.

Craft Beverage Enthusiast

Craft beverage venues (breweries, distllries, wineries, cideries) have a growing following, and are found frequently throughout Montana. A targeted campaign could be considered for a craft tour, for instance.

Foodies

Promoting the region'’s best restaurants to travelers who are interested in fine dining, unique dining experiences and Montana's hospitality.

Mountain Bikers

ITRR statistics show 85% of non-resident visitors to the region are coming for Although not a those surveryed by ITRR identified mountain biking as one of the premier recreational opportunities, direct inquires to YC and information from other entities such as Pinkbike, Montana State Parks and the Southwest Montana Mountain Biking Association points to this being a growing segment for the region s there are substantial public lands and areas for this type of
recreation.

Entertainment Seekers
If budget allows, we wil capitalize on visitors who are coming to Montana for entertainment purposes (ie., concerts, festivals, rodeos, etc.), encouraging them to extend their visit to include time exploring Yellowstone Country. As new venues, such as Bozeman's historic Rialto Theatre, continue to sprout up, additional audiences will be drawn to Yellowstone Country for entertainment.

Dark Skies/Astro-toursim

Growing in popularity, this type of activity allows visitors to extend their day activities into the twilight hours, and encourages disconnecting from technolgy. YC will seek to partner with the public & private sector to identify & promote exisiting opportunities to engage in activities & programs in this sector. NOTE-YC, SEMT, MRC, CMT & MOTBD are currently discussiong partenship ideas for FY 20-TBD.
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Western Culture Seekers

With a wide variety of ranch-style accommodations spanning from working dude ranches to five-star venues, there are ranches to st every visitor's idea of the perfect western vacation. Similarly, outfiters provide hands on, genuine experiences in Yellowstone Country. With many visitors drawn to an authentic Montana experience, ranches and ouitters provide another means to reach a niche audience:

International Visitors
Downloadable PDFs of brochures, travel guides, unique landing pages, etc.

Urban Areas
Marketing campaigns aligning with press events. Selecting urban areas of focus in relation to identified key markets. At a state level, anticipated markets include return trips to additional urban areas in California and Texas, in addition to new markets in New York, Pennsylvania and Minnesota.

rect Flight Markets

Create awareness around direct flights and entice travelers to consider Yellowstone Country as their next destination.

The Bozeman Air Transportation Committee continues to work on bringing new and increased air service to the region through planning and marketing efforts. The committee is a publiciprivate partnership between Yellowstone Country, Bozeman CVB, Big Sky CVB, Big Sky Resort, Yellowstone Club and the Gallatin Yellowstone International Airport. A recent repoirt from BZN ashows that to-date, 2019 is up 25% overthe same2018 timeframe.
Current Direct Market Flights include:

Atianta

« Chicago
« Dallas/Fort Worth

Las Vegas
Los Angeles
Minneapolis/St. Paul
New York La Guardia
Newark

Phoenix

Salt Lake City
San Francisco
Seattie/Tacoma
Long Beach

nal: Include attachments her

Opti

. What research supports your target marketing?

Destination Analysts, Inc. found the following in its 2016 Montana Brand Exploration Research:

“Montana is an aspirational destination, and effectively converting this aspiration to visitation should well benefit the state’s tourism industry. When asked which of seventeen tested destinations they were lily to visit in the next five years, over one-in-five surveyed travelers selected Montana (21.0%). This level of nterest in visiting Montana is notably greater than the rate of past visitation (21.0% vs. 13.8%), suggesting there exists considerable untapped demand.” &;

“Of all American destination types, ional travelers have the husiasm for U.S. National Parks, preses

'g Montana's great pote:

for attracting international

s,
“Family travelers are a natural fit with Montana’s travel product, including that available in the eastern portion of the state. They are a arge and lucrative segment. In the Montana Brand Exploration Survey, approximately one-hird, 32.0 percent, of travelers reported having children under the age of 18 in their homes. Like high potential visitors, family travelers index high on outdoor psychographics, have high incomes and would expect to spend more and stay longer in the state than other travelers.”
“History bufs are also clearly a high-value audience that fits Montana perfectly. They represent over one-third, 34.7 percent, of the overall population of the state’s key target markets. History buffs score higher on the outdoor psychographic index, have higher incomes and would spend more and stay longer in Montana compared to travelers who are not history buffs. Again, this is a large and lucrative niche segment.”

“Although retirees are an important current audience for Montana, they are a smaller, lower-value segment. This group represents approximately 15 percent of the overall population of the state's key target markets (14.7%). In an environment where limited funds are available to address marketing segments, retirees do not appear to represent a high-value segment. Using all of the data points used to evaluate the other niche segments, retirees are problematic. In short, they are less interested in outdoor
experiences while traveling, less excited about Montana, have lower incomes and when reporting about their ideal trp to the state, appear to be less likely to be big spenders.”

“The three core

ments...from an analysis of the data collected in this h are (1) unique up modern comforts, isolation that atiracts free-spiited adventurers, (3) a place for entirely new experiences and a place for new ways of experiencing the familiar.”

“Montana’s beauty is seen as different from that of its competitors. Its landscapes were described as feeling bigger and more open. As product differentiation is central to developing an effective brand platform, this should be considered a central element of how travelers perceive the state.”
ITRR 2018 non-resident study data shows the average length of stay for non-resident vistors to MT was 6.17 nights, with 71% of those in Yellowstone Country. 19% of groups included first-time visitors to the state, and 67% were repeat visitors. 69% of non-residents said their primary reason for visiing is vacationirecreation/pleasure.

According to ITRR's Focus on Activities report, visitors are interested in the very activities Yellowstone Country is promoting:

+ Removing the typical “mass” tourism activities for each quarter (scenic driving, recreational shopping, attending a family event), d as a favorite and travelers’ Montana trips for each quarter. Day hiking, watching wildiffe and nature photography were universal favorites for all four quarters. Additional niche activities per quarter were:

ai visiting breweries,

Q2: Car/RV camping, visiting historic sites, visiting museurns, visiting breweries

Q3: Car/RV camping, visiting historic sites, fishing/fy-fishing, visiting museurs, visiting breweries

Q4: Limited data

‘The following 2018 ITRR data shows those activities visitors were participating in while in the Yellowstone Country region:
53% Scenic driving

47% Day hiking

45% Wildiife watching

38% Nature photography

29% Recreational shopping

26% Car / RV camping

20% Visiting other historical sites

17% Visiting museums

17% Visit local brewery.

11% Skiing / snowboarding
11% Fishing / fly fishing

9% Visiting Lewis & Clark sites
9% Visit farmers market

9% Viewing art exhibits

8% Birding

7% Attending festivals or events
5% River rafting / floating

4% Visit local distillery, snowmobiling, visiting Indian reservations, horseback i

ing.
dinosaur attractions, golfing, canoeing / kayaking
3% Bicycling, snowshoeing, cross-country skiing, motorcycle touring, attending performing arts
‘The BZN airport provided the following 2018 data (January 09, 2019)
v Bozeman Yellowstone International Airport (BZN) handled 1,342,260 passengers uring 2018, This is an increase of 142,753 passengers (11.9%) compared to 2017 and is the ninth consecutive year of record-breaking passenger traffic. Annual passenger traffic has nearly doubled over the past 10 years and accounts for 30% of all airine passengers traveling to and from Montana.

Passenger totals in and out by airline brand in 2018 were:
+ United Ailines — 482,631
 Delta A Lines - 474,525

« Alaska Airines — 175,541

« American Ailines — 112,593

« Allegiant Air ~ 64,665

« Frontier Airlines — 26,803

« JetBlue - 1,025

+ Chartered Aiine Fiights - 4,507

Yellowstone Country provides staff funding for 10 VICs located throughout the region for the warm season Memorial Day — September. As a requirement of the funding, VICs compile statistical inform:
target markets and crafting marketing strategy.

including where visitors are from, how many in the party, primary/secondary reasons for travel to the area, types of activities they participate in, and events they plan o attend. Information provided by our VIC's continues to be a strong resource for identifying new geographic, demographic & psychographic

GOALS

Continue to raise awareness and build excitement about the *Yellowstone experience beyond the park” concept across all seasons.
2. Highiight the regional communities as unique destinations within the region

3. Continue promoting Yellowstone Country's natural, culural, heritage and recreational assets.

4. Continue working with local, regional & statewide partners to grow Montana’s tourism economy.
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YC is looking for additional opportunities to create co-ops impacting direct fiight markets. For instance, Yellowstone Country has worked in coops the air local partners the region & CVBs) to implement marketing campaigns in targeted markets to increase air service,
For FY 20, we are considering the following MOTBD Joint Ventures:
« Sojern
« Trip Advisor
« OnTheSnow
« VisaVue
« Possibly Parents Magazine
YC continues to partner with MOTBD and other Regions/CVBs on the Montana Dinosaur Trail attraction, which ata is showing, is growing in populariy with visitors. A recent grant from MOTBD (and matching funds from funding partners) has allowed for a rebuild of the trail website in 2018.

YC also participates in the Greater Yellowstone Region Mapguide brochure joint venture project, providing funding for brochure updates & reprint projects as necessary, and provides funds for the annual MOTBD accomodations guide print project. we will continue to participate inthe JV's as we feel they provide value to a visitor expereince int he region.

Optional: Include attachment here.

b etc)

YC will continue to foster partnerships with CVBs and other regions to allow for a greater impact of marketing efforts through social media, press trips, digital and print advertising and consumer collateral to promote tourism. In FY19, YC partnered with Glacier Country, Southeast Montana and Destination Missoula, as well as a number of in-region CVBs. We look forward to identifying additional opportunities inside—and outside—aof our region i the future. For FY20, our focus will be to partner with other regions to
promote common emerging and niche markets identified in this plan. In FY20, YC will participate in the TBEX Conference in Billings as a Gold Sponsor, a co-sponsorship wit Visit Big Sky and in hosting three post-fam tours for attendees. Communities and CVBs throughout the region will work with YC on the FAM trips.

For FY20, we are considering these Joint Ventures with other Regions/CVBs:
Glagier Country (Digital)

Destination Missoula (Di
Southeast Montana (Print & Digital)
Possibly other CVBs in Region

Buiding partnerships with organizations and businesses throughout the region (for both Joint Veenture & cooperative projects) will also continue to be a major focus for Yellowstone Country. We expect to have many opportunities to combine marketing efforts to help leverage branding and budgets, within both the public and private sectors. One opportunity would be to provide cost sharing for smaller communities to access data and conduct surveys through ITRR.
Due to scales of economy, many of the seven regional CVBs wouldn't be able to participate in large-scale efforts without YC's partnership. Therefore, it is a primary goal to continue offering creative marketing partnerships with feasible costs to our regional CVBs.

‘Additionally, YC will continue to vet opportunities o partner with Montana State Parks to promote the four state parks in the region as both stand-alone destinations and as part of the "bigger” experience. Comparing the average state park visitor demographic profile to the YC visitor profile shows there is a strong similarity in these audiences.

YC offers cooperative opportunities for regional CVBs and businesses. We work to provide a greater impact and opportunity for underfunded enties to advertise nationally. This year, we offered annual, winter specific, and warm season specific co-ops, with great participation.

YC region co-ops that have been the most successful have been those that help communities raise awareness and/or promote local events & activities. YC has also partnered with other regions & CVBs and businesses for several press trips and video shoots throughout the region. We expect the most successful JV's for FY 19 to include:

« YC-GC: Glaciers to Geysers snowmobile (winter) & motorcycle (warm season) campaigns. Since the warm season mortorcycle promotion component has just begun, we don't yet have enough data to speak to this part; however, based on direct inquires on our website and to our call center, the winter season snowmobile promotion component was very successful. One of the best things about this campaign is that all areas of the two regions is represented-the maps for both regions include even the smaller
communities, which helps to raise community awareness.

YC-SEMT: Although readership & distribution #' for the SEMT travel guide are not yet avaialble due to the guide just recently being avilable for distribution, YC's investment in the guide is projected to be very successful based on the increased awareness we will get for travelers in the southeast part of the state. We recived 4 total pages of advertorial coverage in the guide, including the premier back cover. the investment package also included a leads package and digital & social media components,
Trip Advisor JV's have given the entire region a stong presence on this venue, with the intention of continued growth and development as this platform becomes utiized to an even greater degree. As of 3/31/19, Bozeman CVB's CTR of 0.45% is well above the industry benchmark; additinally, Gardiner, West Yellowstone & Red Lodge’s CTR's to-date are also exceeding benchmarks. Impression estimates for the full year were 518,000, 5o the 1,169,112 impressions the JV placement has garnered to-date is
showing this is a very successful camp:

Although these are cooperative & not JV's (because they include non-bed tax partners), these regional placements have also been very successful to-date in FY 19:

« Print: Partnerships with CVBs (B , Big Sky, West Yellowst Bow, Sage Lodge tc) n premier ravel publcatons such as Maste Skir Gross COurlry Joumal, Puder Magazine, SkiMagazin, Texas Moritly & San Diego Magazine mears wo are eaching @ combined ciulation of over one milln. nqurie to-dae show we are dfinfely moving he avareness needefor these farget audinces.
« Publicty: Partnering with the regional communiies fo showcase what mey have to ofer i key; evenif there is not @ CVB, we work with the focal chamber s& business organizations o gat traveljournalsts & inthe ities. Even very small t Fishtail & Emigrant have worked with YC to host writers & help tellthir respective stories to the traveling public.

Optional: Include attachments here.

Optional: Include attachments her

Optional: Include attachment here:

Marketing Segment, Method & Budget

Marketin Marketin How do you plan to measure Provide abrief | Estimated
9 d Describe your method. Provide supporting researchistatistics. your rationale for this | budget for Marketing Method Evaluation Addl Attchmnt
Segment Method success?
method. method.
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2. Creating an Effective fourney” irough the vistation phases [nave found that cgial
Message - awareness
interest desire, and acton recongatctioitor - sorepions rsesans 1. Estimated Impressions v. Actual Impressions
‘behavior (wha  can have as
3 Callto Action - dive o messaging 132 estimated mp i addedalue impressions, Ths included o in ik March
rafc to the webste, social For YC, our
madia chanes, oo v he egion). Since the main call o acion [aigal marketing srategy is Y19 included 65,672,192 improssions with over 48,605,300 estimated imprassions for justover 17MM added-valua impressions. Despita having o lmitour plans from March - June, Py impressions.
© Dl Advertsing Des RO i b 1o cive auciences to the website, [ reach a very prgeted
4 Wontor & Weasurs - 1 Dt [ wo il uso th folowing metrcs for [audience based on a specific 2. ciicks
analysis o ighal campaigns: iy, and then executed in et
fotmonase 3. Dighal AdvertsingIs Effective Across The Entre Customer Joumey datal campeio actiy. and then exectted s : . el ance|YCMI FY20 Media
Consumer |OninelDigial Advertsing 4. Dighal Advertsing Drves Word-OFMouth At Scalo 1. Estimated impressions v. Actual |7 $430,000.00 - P two fscal years. we Jure. Perfomance
5 Intracton & s Brands g media. print and broadast Fepot |FINALpor
improssions it S 3. Click Through Rate (CTR) Fv20
awareness of utcoor 6. Digital Advertising s Moro Eficient Than Traditonal Media e efors Our focus i
e on the primay, s
Feceaton spesiaciar 7D Aavrang 1< Esnt T Resenng A A 2 cicks o cntn . second e wer i 0 gl  0.50% ik it i ur Y20 i, wolupacig ) [ oo
e oo 3. Click Through Rate (CTR) ratas ono i h pln 1. Gost Per 1,000 Impressions (CPH)
velowstone County region 4. Cost Per 1,000 Impressions (CPM)
The primary seasonal focus e a8y
v v byvarm 5. Cost Por Click (CPC)
oo sotmons. 5. Cost Per Clck (GPC)
oot mlodosa ntna
focus, as el as placement e were also abe to decrease our GPC number flom $2.22 n FY19 to $1.55 during FY20 which s well under our goalof $4.00 pr click.
in regionaldrive mrkets to
push seasonal el
metro areas wit direct
ights
[The sategy for print
advertsing s to lace ighly
argeted advertoral andior
aspiay content n ey
publcatons that reach a
specifc audience. Exampls:
Sking, snowmobiing.
ifestyie pubicaios.
(Advantages of print media
advertising: [Yes, we met our objectve. bec advertsing or certain
Specifc Target Audience: A it venture budget e g adsin a guide or i 1. theso just
i print media, the parners in additon o pubic periners
advantage o caterng to
specifctargot audience For the print advertsing line tem, our placemens incuded:
opens up countiess
3 Widvest Living
e audence. There s a crossCountySior o s~ Coopratho among pulc & vl parers
areater efiency in o
resources, s ads reach the
trget audence. T Honry - on s Cooperive amon bl & i parners
prnt adverising provides an e e
Loyal Readerships: ooy torealy
“show Print fle name
i the print media industy, awarness.
readership is mostly .
ongstanding and oyal. 1. Meking an “activ” brand Website Vistation:
e pimary atjctve fo prn iniroduction to potenta frst.
|Special Ad Positioning: e ime visitors to the region in P20, the  final toal of 575,441 ique vistors. That s up from our FY 19 fotal of 422,125 vistos and our FY18 ot of 237,967 visors. That s an ncrease of 153,316 vistorsfrom FY19 0 FY2.
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https://funding.mt.gov/fileDownload.jsp?filename=1607965588813_YCMI+FY20+Media+Performance+FINAL.pdf
https://funding.mt.gov/fileDownload.jsp?filename=1607965588813_YCMI+FY20+Media+Performance+FINAL.pdf
https://funding.mt.gov/fileDownload.jsp?filename=1607965588813_YCMI+FY20+Media+Performance+FINAL.pdf
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A major advantage in

Print advertiing is

~depth

g

brand awareness. To measure success,

andior stae.

Development/Updates.

3. Site management &
[maintenance. Website

The
continuously ncreasing the

- [we wil be looing atoverall mercs such |2 Reinorcing the brand
an acvertsercan request o a5 wabsite visiation, socal meda [ mossage by reconnecting’ X e e your G| e et D
 of_advertsing_through_prin_media tm|Sngagment, call cener actviy - it retur vistors o show o ey
Consumer o $30,000.00 20 print Scans.pat
e brand. or dferent,experiences to Travel Guide Requests:
Crediviy: o e found on etur vsis.
v potoda. Our focus wil be on the J © end s
e e e Bl Account#  Permit/Pub  CRID PO of Permit Date Pieces. Mailing Agent
ool ofoyalreaders who [doniiod inthe pian 2781965P1 406 2236084BMISSOULA MT 6124120 263WINDFALL INC. 516 S ORANGE ST MISSOULAMT 59801-59801
e R0 rarate. 2781965P1 406 22360848MISSOULA MT 518120 40BWINDFALL INC. 516 S ORANGE ST MISSOULAMT 59801-59801
| N———— 2781965P1 406 22360848MISSOULA MT 3124120 710WINDFALL INC. 516 S ORANGE ST MISSOULAMT 59801-59801
I 2781965P1 406 22360848MISSOULA MT 221120 210WINDFALL INC. 516 S ORANGE ST MISSOULAMT 59801-59801
e 2781965P1 406 22360848MISSOULA MT 215120 210WINDFALL INC. 516 S ORANGE ST MISSOULAMT 59801-59801
ogasines ey iejones 2781965P1 406 22360848MISSOULA MT 119120 357WINDFALL INC. 516 S ORANGE ST MISSOULAMT 59801-59801
[t 200) ere wommurad 2781965P1 406 22360848MISSOULA MT 1214119 241WINDFALL INC. 516 S ORANGE ST MISSOULAMT 59801-59801
across decades. 2781965P1 406 22360848MISSOULA MT 9124119 210WINDFALL INC. 516 S ORANGE ST MISSOULAMT 59801-59801
[High Reach Prospective: 2781965P1 406 22360848MISSOULA MT 8120119 300WINDFALL INC. 516 S ORANGE ST MISSOULAMT 59801-59801
 anotner acvertage s bt 2781965P1 406 2236084BMISSOULA MT 8i0/19 226WINDFALL INC. 516 S ORANGE ST MISSOULAMT 59801-59801
magazines have a high 2781965P1 406 22360848MISSOULAMT  MISSOULA MT 7123119 209WINDFALL INC. 516 S ORANGE ST MISSOULAMT 59801-59801
reac
[prospective. Magazines pass| 3344
rom fami, ends,
colleagues, tc.
(Glossy Ads:
These are usualy trend
seting an
catching. Maimum visilty
s rtterated through
magazine acvertsing.
Using viual content across
(Counlry from other DMOs,
st imagery and video Yos, we met our objective. This marketng srategy and method was succesful
content helps o buid brand
swacunees 8 peoia sre o limited usage fees
more apt o share
information that ncludes e e e maorty of our photos and d created s for
nese lement. The Fr20 e et ourwse oy of oo “
et it our prin an 2. Increase in YC "stock" videos & images that can be used broad for both advertsing and marketing
e e o oo to - Resucion nieasd Iied sage sl maeing Ouniog
ennance media campaigns ecs e  videos of some tmarkets
ol 2. ncrease in YC "sock" i oge contracts,an Fv:
Consumer ~[Photovideo Library approch, Our strategy 1510 |Content i-You Markeling Data aspx rease I Y lock! wideos & ssage contracts, and alows | $26,000,00 [scenic Drives & Molorcycling were featured in our Beartooth Highviay. H d ol festured in hico Hot Springs. Family travel oy Resort, Lone Mountain g
use the ollowing guidelnes nnow Ranch and West Yelowstone. Allof ography 21 campaigns
for ai visualcontent
wil be on the primary,
e inctuded adeitonal tof L ang o purchase for extended
1. High qualiy beauty roondeny & amerrgiron ¢ P
images & videos arget markets identfied in
thatdopict what the plan narratv. Photos are on fle at rganizaton and pholo purchase s s aached
mekes the regon so
spectacular
2. Engaging magery
thatshows the
audience possick
experences; ining,
recreaton, arts &
culure, e
3. Loveraging visual
contentfor
purposes
This sogment
encompasses mulip
components of wabsite work
1. Continued development
of feature
offerings. The primary
objectve in FY19 was the
continual development of
roltively now websis. Ths Yes, we met our objective. Yes, method, because
included new updstes
nteractve messaging, blog L tistfor the folowing
euration, socil media add- our branded web presence
ons, pre-planned iineraries it complmenta and o You Might Be Intrested n - related keyword information featre for bogs
and access o past camed srengihens the efort n all o Pre-Planned lineraries
media, among others Yolowstone Gountry « Updaled lisings
ansiiuant fescbeck regardi marketing channeis. The « Updated mapping
2 Conen sty An 1 Comtuntootock mprang [Pt St © e ey
ongoing focus s to e = Added email subscription nk
2. Posiive growth in unique and repeat _both frsttime and retum o Added Crowdrf galleres
ive vistors a reason to vistors. isiors, so keeping content
retn. e e e FY20,inluding ~GoSKiMT. com that are designed w i actives
on s o [cEoa 1o help with keyword and SEO performance.
ocing pushed trough paid [and-seo fo urther nformation).
consumer $50,000.00 DR

[Task_List_FY1o-
0.xi5x

whie researching updated d from
fiiei o best practices for SEO.
maintenance incluces
eloctonic database croation
e 2. Positve growtn n unique and repeat vitors.
photoivdeo updating, I FY20, the {otalof 575441 unique vistors. That s up rom our FY19 toalof 422,125 visiors and our FY 18 toll of 207,967 vishors. That s an ncrease of 153,316 visors fom FY19 to FY20.
website performance tools &
reports, adding to medic . further Fr20 344 Y19 Total L i Y
content ibraries, link review
changes, testin 20, butwe and the fiscal year.
roubleshooting, raiing &
tochnology assistance, and
ntertacing with MTOT and
other tourism reated
organizator
4. Future planning. Develop)
pians for fuuro website
components functonaly to
ensure the website provides
value to users over ime.
[Ves. we met our abjective and Yes, we wil iod, because the alows for they can hod n heir hancs. The primary goals for the travel uide are o aise
avarenss, hands of o e
e VG Travel Guide"
| Copies of th final product are on file at the organization
Genter, CTM Media Chicago, Folders (West)
[Winctl Requests:
in Y20, b ravel and pi June 2020,
inFY20, tolook advertsing end of the fiscal year.
Account#  Permit/Pub  CRID PO of Permit Date Pieces Mailing Agent
2781965P1 406 22360848MISSOULA MT 6124120 263WINDFALL INC. 516 S ORANGE ST MISSOULAMT 59801-59801
2781965P1 406 22360848MISSOULA MT 5118120 40BWINDFALL INC. 516 S ORANGE ST MISSOULAMT 59801-59801
2781965P1 406 22360848MISSOULA MT 3124120 710WINDFALL INC. 516 S ORANGE ST MISSOULAMT 59801-59801
2781965P1 406 22360848MISSOULA MT 221120 210WINDFALL INC. 516 S ORANGE ST MISSOULAMT 59801-59801
2781965P1 406 22360848MISSOULA MT 215120 210WINDFALL INC. 516 S ORANGE ST MISSOULAMT 59801-59801
2781965P1 406 22360848MISSOULA MT 119120 35TWINDFALL INC. 516 S ORANGE ST MISSOULAMT 59801-59801
2781965P1 406 22360848MISSOULA MT 1204119 241WINDFALL INC. 516 S ORANGE ST MISSOULAMT 59801-59801
2781965P1 406 22360848MISSOULA MT 9124719 210WINDFALL INC. 516 S ORANGE ST MISSOULAMT 59801-59801
2781965P1 406 22360848MISSOULA MT 812019 300WINDFALL INC. 516 S ORANGE ST MISSOULAMT 59801-59801
2781965P1 406 22360848MISSOULA MT 81919 226WINDFALL INC. 516 S ORANGE ST MISSOULAMT 59801-59801
2781965P1 406 22360848MISSOULAMT  MISSOULA MT 712319 209WINDFALL INC. 516 S ORANGE ST MISSOULAMT 59801-59801
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|cTM Distribution:

Minneapolis: 20,000

2018 August 800
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http://www.contentmanagementsoftwares.net/Benefits_of_advertising_through_print_media.htm
http://www.marketingprofs.com/articles/2014/24084/print-marketing-will-thrive-in-2014-and-beyond
http://www.marketingprofs.com/articles/2014/24084/print-marketing-will-thrive-in-2014-and-beyond
https://funding.mt.gov/fileDownload.jsp?filename=1609794984964_FY20+Print+Scans.pdf
http://www.steamfeed.com/visual-content-will-rule-digital-marketing-2014/
https://www.thinkwithgoogle.com/articles/youtube-insights-stats-data-trends-vol10.html
http://blog.hubspot.com/blog/tabid/6307/bid/33423/19-Reasons-You-Should-Include-Visual-Content-in-Your-Marketing-Data.aspx
http://blog.hubspot.com/blog/tabid/6307/bid/33423/19-Reasons-You-Should-Include-Visual-Content-in-Your-Marketing-Data.aspx
https://blog.hubspot.com/marketing/visual-content-marketing-strategy
https://funding.mt.gov/fileDownload.jsp?filename=1609777939747_FY20+Photo+Purchases.png
https://funding.mt.gov/fileDownload.jsp?filename=1609777939747_FY20+Photo+Purchases.png
https://www.theedigital.com/blog/update-your-website-regularly
https://www.nextflywebdesign.com/update-website-content/
https://seositecheckup.com/articles/5-reasons-why-fresh-content-is-critical-for-your-website-and-seo
https://seositecheckup.com/articles/5-reasons-why-fresh-content-is-critical-for-your-website-and-seo
https://www.intechnic.com/blog/why-content-is-the-most-important-thing-on-your-website/
https://funding.mt.gov/fileDownload.jsp?filename=1607980982875_Task_List_FY19-20.xlsx
https://funding.mt.gov/fileDownload.jsp?filename=1607980982875_Task_List_FY19-20.xlsx
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2019 September 1,100
201 October 300
The YC travel planner s 201 November 600
intended as a resourca for al 2015 Docomber 300
oo trp pianning phases:
inspiraton, Orentation & 2020 January 300
o I tacoi [ sty by v ndependentavelcats com ound th folowing
Interestingly, using the Intemat for 2020 February 400
plattorms, th travelplar . 2020 March -400
%S Traval The Fv20 reginal ravel 020 ey 200
auide wil be a 2-year fay -
pioce and the content aids in 1 the # o requesis rom visi 1, and the conten
the oreintation & faciltation |~ * Inlemet (85%) e ot oduoets from vistars.[version and he content il 2020 June -100
hoses. « Friends/Rlatives (82%) " b el
+ Travel uidebooks (76%) o
. the ot Fv20 Travel
Consumer [ Travel Guice wavel | o Ghicago, $160,000.00 Y20 T
parner andlorroad map s Folders 2019 August 400
o provide nspiraln 10 VI | rop 5 Sources of Information During Travel wos
theragion and to help uide | o g oo 2019 September 300
communites. Success wil « Personal experience (54%) 2019 October 200
ditibuton numbers and VIG| & inomet (28%) 019 ovember 200
edback « Travel agencis (25%) 2019 Decamber -200
2020 January 400
2020 February 300
2020 March -500
2020 June -100
2020 ity 200
Philadolphia: 12,000
2019 August 300
2019 September 200
201 October 300
2019 November -100
2019 December -200
2020 January 200
2020 February 300
2020 1uy -100
2020 August -100
| cerTIFIED FoLDER DISPLAY
Rocaived
Missoula 124,300 54400
Boigrade 20,400 o
satloke 27200 1000
Spokane 27200 o
seatte 6800 680
Pocatelo 6800 1500
Total 212700 s7.580
[Yos, we metour objectve, or N nvoived
9v-Montana Dinosaur Trail our Our stratogy
We foel we me our object partnership Joint Venture,
2020 Montana Dinosaur Trail Update December 4, 2020
Toursm Dinosaur : . 2020. brochur the Trai's federal Just
101 Nov
[Another the Jan. 4
o artis year, 27 the Traifs 14 Dinosaur Tral T-shirt. Although the number of Tril completons tis year s just
less itis 2013.2017.
after Labor D %to ravel duo to COVID1.

w by lodging properlies, VICs, chambers, el. The objective for each region &
cve gs in the region regional guide, d eiminat
recundancy. We will coninue o use tis method

partcipates in the JV Yellowstone In 1 Apor

paricpating a fights, seasonal
et 3 , was stl pe of partnership
W, g reults:
s with il acvertising, oint « Arival numbers if We sawa in the wintor he holidays. January and February goal of
o ek expanding visation during the wintor season.
based on performance . COVID-19. However,despi . ignaling our ol
Vellowston Countrymeasures success  [repors, .
(rom a top-level view) by taking nto
oint Venture mrketing s et Nowd B
projecs wil be identfied & for he ragion due to the nvesiment o [primary, secondary & : v ?
implemented for speciic [
targel geographic & dentited n the pian
domographic markets and n addttion, sach Joint Venture canbe | narative. « New e weakly service o Nashvile
may include anyial of the racked and monitored with media
following: elevision, video, performance reports, making it easy to ~|Planned JVs for FY 20 [ American
e ot + Increased Dallas/FL. Worth service:
would include cooperative [Specitc Joint Variuse projects il be oLy + Extondod season Chicago O'Hare Servica
measured accoring to the specific opportuniies e o
Consumer [ Joint Ventures scbertsho oo [method, prnt willbe measured by media | = YCICVBregonal | $360.00000 ¢ y non-stop. print Only FY20.xsx
[Rogion/CVEs as appicatie performance metrcs (distrbution winter & warm seaon .
andlor as funds alow. As cuantites, number of mpressions media lacemens,
ek Yo rataias i + Service to Atlata ncreased fo dallyfor the winter season
s | Arportpromotion il bo measured by Social media e
increase in arport fighis/carers and partnerships etBlue
10 promoling outdoor Ol 0 jeles (LAX) - Year round2-3 YorkiJFK - winter season, 1 season,
actvitisirecreatonal it 2 .
experences. Digital
3 Vi Joint Ventures:
performance metrcs MT Dinosaur Trail
promoton, YC-GC Digita:
Glaciers o Goysers T =
promotions, TBEX rocuct, The Trp Advisor 0.74% CTR and 17.000-plus lcks,
other digtal fferings.
ves, "FY20 Dighar.
print:
. Big Sky OV, Gardiner GVB and Red fointventure. This JV Travel, in
partners.
Yes,
Travel Guidos:
West . The Glacier The Glacier.
Yes.
(Gtaciers to Geysors mixed media campaign:
e Year. We incuded
i We planned the BIW e
uni 2021
ves,
Vs, i B ¥
vo . .
d o dinciud th routes
o acton in our advertsing
campaigns, and vill aiso [Adaitional toolfor istors
encourage peopie o callor
Yellowstone Country wil vt v websre for o Highlight scenic drives
repin s expandable scenic nformation. This willbuid ur|
2d map t help promate. Beartootn Highway

2021 10:52:25 AM]



https://funding.mt.gov/fileDownload.jsp?filename=1607984541739_FY20+Travel+Guide.xlsx
https://funding.mt.gov/fileDownload.jsp?filename=1607984541739_FY20+Travel+Guide.xlsx
https://mtdinotrail.org/
https://funding.mt.gov/fileDownload.jsp?filename=1608588312854_Print+Only+FY20.xlsx
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ravel outside Yellowstone
National Park and info the

Yellowstone Couniry's agency (Windfll) conducted and gathered research from local and
regional CVBs and

region. The map s joined

the top interests of callers.
Visitor FAQ
- Diectional: How do | get to the park? How far s t o the park?

- Actviy based

Map requests will be carefully monitored

inquiry database for future

GoaLs.

(Gallatin Canyon

by our agency
determin which markeling efforts work
best (0 promote the map. CV8 and VIC

What

Highight scenic crives

Beartooth Highway

Park
Lake Loop

[ Absarokes Loop.

182021 10:52:25 AM]

requested t park? Where are the hiking biing/ATY trails? ats0 be moniored to measure success
onsumer _[Printed Materal orthe project. Printcounts wi Paracise Valey Scenic Lo ighight of the beaten path communites, aractons, State Parks, rais,recraation areas and more.
o Prited Matarial - . e o o proectPrr course i o y 00 | $35,000.00 |Highight offthe beaten path s, attractons, State Parks, ral i a
s to provide a viual,cost- (Gatatn Ganyon nspirational content and photos
fouton. It not meant to o Yellowstone National Park
replace the regional travel for actvity
" N Lake Loop Call Center Informaton:
guice, but a5 a costefective | -anytning vellowstone”
plemabve, Yowil o) Absarokee Loop Y20 Total Loads from Website guide requesis: 3,344
roveto o beannua vl g of e bosten i Y19 Total Loads from Website guide requesis: 4,632
cost o that publication communites, atractons. .
signifcanty. State Parks,trals, recreation
areas and more e atached printed producton counts report
inspiratonal content and
photos [ Gopios of printed materials are on e at e organizaton.
es, biectve. Yes,
Whie our numb numbers n FY21.
i ted
1. Click Rate
our cicx 1.7% a 0.3%. a template
2 Conversion Rate
288% which s aste
3. Unique Open Rate
The rage for Open Rate s 14, d 14.0% over 22 omail blasts. Of our
4. Unsubscrive Rate
| Our unsubscribe rate for FY20 sat at 29% on 716,986 deliveries over the course. ¥ isan a8 uptck n
unsubscribers fter adcing mre peopleto the contact st
5. Bounces
Y20 saw a toll of 3,516 bounces on 720,502 fecipientsfor  bounca rato of 049% which 19 which saw 1 701 147%.
6. ite Trafic -
emission based. The I FY20,the {otal of 575441 unique vistors. That s up rom our FY 19 totalof 422,125 visitors and our FY 13 tolal of 287,987 visors. That s an ncrease of 153316 vistors fom FY19 1o FY20.
Direct marketing campaigns E
Diect erhats carpsar [YC i use oneimore of the folowing [ people on our email it
e e s ) 1 o anayze & maseur the succass. [rave opid n 1 eceve
i VG ot [ s rite Date  Opened OpenRale Cicked CTR  Bounced BounceRate Unsubscribed Unsubscrbe Rale  Successfl Deiveres  Total Sent
B ) et usable on muliple devices. Beyond Yellowstone: Sweet Grass County 51220 4721 88 03 214 0681333376 0221189293 31195 31409
i, L e e Beyond Yellowstone: Park County 412020 4852 155 180 06 231 0731823222 67 0213825238 31334 31565
G o e e e e pUEoGmin marketing elements all S28.090.00 et ome to Montana's Yellowstone Country 41620 5243 16.7 o7 03 2% 0712911265 106 0336775218 31475 31701 Y20 Emat pal
wi “ Bl e |Spring Events in Yellowstone Country, 2020! 3520 4463 4.1 52 02 264 0.829849433 78 0247234461 31549 31813
e prT= {focus will be on the primary, Spring Awakening in Yellowstone Country! 227120 4201 133 56 02 379 1.187938816 66 0209357653 31525 31904
expercince. =z e e e Feb Consumer Blast 22020 4048 127 % 03 206 0643488583 89 027981262 31807 32013
e plan narratve. Skijoring Montana Style. 2420 4592 144 67 02 210 0653432074 % 028188424 31928 32138
Butchers, Bakers and Barkeeps: Blacksmith Italian 116120 4699 146 8 03 66 0204651163 100 0310713398 32184 32250
Bridger Bowl Avalance Dogs; Everyone's Favorite Heroes 11020 4644 144 67 02 109 0.336565182 13 0.350094495 32277 32386
Elk River Art: Studio and Guest Lodge 13120 4531 4130 04 94 0288304228 131 0403648241 32454 32548
Dec Consumer Blast 1211120 3863 18 91 03 70 0214158967 102 0312729948 32616 32686
[Winter in West Yellowstone is characterized by one thing: snow, and lots of it 12619 3938 12 2 01 87 0265146897 18 0.360580596 32725 32812
Sk Hil Roundup--News You Need to Know! 1112220 3906 19 62 02 88 0266804111 18 035871713 32895 32983
Lockhom Hard Cider; Pure to the Core 10122/20 4287 13 88 03 44 0132862276 99 0.299337828 33073 3317
Cuttivating Connection at Big Sky Yoga Retreats. 101020 4723 142 74 02 33 0099388609 84 0.25324088 33170 33203
11 Fall Food Finds in Yellowstone Country! 10120 4843 146 87 03 271 0812520613 9 0206233601 33082 33383
Fall Events in Yellowstone Country, 2019 91020 4758 142 72 02 41 0122581995 83 0.248458361 33406 33447
Fall lodging in Yellowstone National Park 812720 4980 149 290 09 125 0372489421 80 0239284539 33433 33558
Visiting Cooney State Park in the Fall 8116120 4844 145 68 02 227 0673750445 95 0.283678679 33465 33692
|August Events in Yellowstone Country, 20191 730120 4621 137 105 03 213 0629544245 % 0.29445882 33621 33834
0 Road in Yellowstone Country 7124120 4985 1438 81 02 194 057104171 106 0.313804435 33779 33073
[Alpaca Heaven: A Day at Sentinel Ranch Alpacas 7118120 5120 151 182 05 124 0.363455169 11 0.326537817 33993 34117
100862 1407 2138 030 3516 049 2102 029 716986 720502
[T objective for Adminisraton budgat
s t0 spend funds approprataly and
eficienty for managing i
The abjectve for use of ths organizatin's operatins. Per statute,
oudget s to use the e maximum allowed for th
allowable 20°% of the overal [ Administration method is no 20% of the
oudget as ofcenty & total lodging tax recapts. Succass wil
efectvely as possible, yet fotalspend intho [ The Yos, we met our our funding offllowing al reevant requirements for bookkeeping, tracking & reporting of expenditres rolated to
st maintin a quaity ifitis20%or i budgel h operatons. i a5 wo el 10-15% of our overal . stategy
operation. The strategy to les, we wil consder the method allows us to pay wages,
I Fp— achieve successtul operate an offce, buy $200263.00 0 for budget.
Support . ulize’ equipment & conduct
oest buys" when acquiring blo
necessary assets and to 20°% for Administration,thrat
prortze costs based on alocating more funds to the marketng
needs* versus “wanis” endoavors, and less o operati
manageman. Success willbe measured
oy evaluating ou abilty to minimize
operation costs enough that we dorit
use the ful 20
[Roasons for setting aside
(Opportunt funds for a
business arepretty much the
same as one does i for
a1 be  [personal
sttemonts unforesaen that heips
achieve goals & objectves.
e - 1. Plan for the unexpected. A1 [YC's OPPORTUNITY budget
projocts il bo donifiod & Opportuniy project wil be s intended to be a reserve of
lmered o spec arget criss Fund exacty
Cermcoraphic markets. This
e e the year. P o . So, VES, ectve. However, th 3
ol o— coperche iy venes | 2. Viabl projects. Opportniy[coure f the year. YCdoss | 109000 asitis ustobe they aise.
o st st over . o
i
ontied n YCs marketng and must support & itegrate. [the year for the *unknown’.
pian withall our marketing effots. |50 w allocate a small
3. Prove the value. budget, then ook to ncrease.
Opportunityproject wil have  ns budgat shouid viablo
o measure agains. Our focus wil be on the
imry, secondary &
rginginow target markets
doniited n the pian
naratve
es. We atiibute the reduction media buys In
Y20 Ad Cods Reports are atached.
Y20 Loads Genorated: 26,08
Y19 Loads Generated: 40,4
20 Total Loads from Website guide requests: 3,344
19 Total Leads from Website guide requests: 4,632
here: 2
Teavel Guide Requests:
. inclned to advertising end ¥
Account#  Permit/Pub  CRID PO of Permit PO of Mailing Date Pieces Mailing Agent
2781965P1 406 22360848MISSOULAMT  MISSOULA MT 6124120 263WINDFALL INC. 516 S ORANGE ST MISSOULAMT 59801-59801
2781965P1 406 22360848MISSOULAMT  MISSOULA MT 5/18/20 40BWINDFALL INC. 516 S ORANGE ST MISSOULAMT 59801-59801
2781965P1 406 22360848MISSOULAMT  MISSOULA MT 3124120 710WINDFALL INC. 516 S ORANGE ST MISSOULAMT 59801-59801
2781965P1 406 22360848MISSOULAMT  MISSOULA MT 221120 210WINDFALL INC. 516 S ORANGE ST MISSOULAMT 59801-59801
2781965P1 406 22360848MISSOULAMT  MISSOULA MT 2520 210WINDFALL INC. 516 S ORANGE ST MISSOULAMT 59801-59801



https://funding.mt.gov/fileDownload.jsp?filename=1608750090970_FY20MapReprint.xlsx
https://www.campaignmonitor.com/resources/guides/email-marketing-new-rules/
https://funding.mt.gov/fileDownload.jsp?filename=1609794916576_FY20+Email.pdf
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informaion as passible or use in

being an informaion source,

Visitor Information
Centers Can Provid

« Personal interaction
and engagement

« Display Brochures,
rack cards,
guidebooks & other
printed material

« OfferaTaste
‘Community -What
better way 1o sell
your destination

interaction with the

Dining & Lodging
Information for
visitors

Crucial travel
information such as
road closures, frs,
floods, oc.

travel profiles that can be used to help.
uide marketing e

an influencer—
ihye can have an impact of

beginning through to the
actual ip expereince.

2781965P1 406 22360848MISSOULAMT  MISSOULA MT 119120 357WINDFALL INC. 516 S ORANGE ST MISSOULAMT 59801-59801
2781965P1 406 22360848MISSOULA MT MISSOULA MT 12/4119 241WINDFALL INC. 516 S ORANGE ST MISSOULAMT 59801-59801
2781965P1 406 22360848MISSOULA MT MISSOULA MT 924119 210WINDFALL INC. 516 S ORANGE ST MISSOULAMT 59801-59801
2781965P1 406 22360848MISSOULA MT MISSOULA MT 820119 300WINDFALL INC. 516 S ORANGE ST MISSOULAMT 59801-59801
2781965P1 406 22360848MISSOULAMT  MISSOULA MT 8919 226WINDFALL INC. 516 S ORANGE ST MISSOULAMT 59801-59801
2781965P1 406 22360848MISSOULA MT MISSOULA MT 712319 209WINDFALL INC. 516 S ORANGE ST MISSOULAMT 59801-59801
3344
[cTM Distribution:
Minneapolis: 20,000
2019 August 00
2019 September 1,100
2019 October 300
2019 Novermber -600
2019 Decamber 200
| This budget supports. 2020 January 300
astibuton of YC'sprinted 2020 February 400
materias to boh resident
and non-resident visitors, 2020 March -400
in reaton, Toursm i nighas |Distrbution ofthe travel paner and
call center. As the primary om analyzed. This Fufiiment i a necessary 2020 May 200
means of disoulon to both [informtion resources ive or via ve chat. The call center d resource o 2020 June 100
and Folder routes and. [markeling programs.
. marketing |CTM routes, 3
Varketing Coried |campaigne. Subic reatons, ad much moro Valowsons, the 10 regional VICs, loca |callcanter functonaity 590,000.00 |Chicago -5,000 Fv20 Ad Codes e
Suppor|Center Foder Sanvices and CTM o o
distibuto ravel plannors and | The cal center is an inegral service piece 1o the overall markeling program YCMI and has | diact inquiies o the call center, guest | ntegral parts of running the 2018 August 400
sconic maps. These failtes [alow nd captur ook sign-ups on the websiteand [business, mber -
store the visior data essental o helpng buil a successful for the region. concures dvarising campaigne. 2019 September 300
&l bk order requests 2019 October 200
the lanmers in
Sl ot aroas ana 2019 November 300
brochure racks. 2019 December -200
2020 January 400
2020 February 300
2020 warch -500
2020 une 100
2020 sty 200
Priladolphia: 12,000
2019 August -300
2019 september 200
2019 October 300
2018 Novermber -100
2019 December 200
2020 January 200
2020 Feoruary 300
2020 suy 100
2020 August -100
CERTIFIED FOLDER DISPLAY Distribution
Received Remaining
Missoua 124300 54,400
Begrade 20400 3
sattiake 27200 1000
Spokane 27200 o
Seatte 8800 60
Pocatelo 6800 1500
Total 212700 s15%0
[The svategy for fanding VIC
atafing ncludes ulizing
knowledge o he
improve the visitor
experience and having staf
nelp increase awareness of
e local comm i
and state. The regonal VICs
are a vl componentof
YC's efforts to entice
raveles to visit, stay longer
and do more whie n
Montana. Athigh use of
e Internet orip planning
s increasing, once on the
ground, travelors vantto
local knowledge and
interaction o help them have|
:‘;::: Fonding VICs is.a The VIC program is an
qoodinvestment sinca it sl part G CH coerel
allows us 1o provide a ey [ o o e,
{anaie beneft o vt T ta o vitors asssed i e FY 18 fuing perod (amoral Day wookendlabor g
2 ieskss chi O 2 in 9 e most important
opportunitytoleverage [2¥, 0 A 0T o : i The |are @ viabl use of marketing dollars. | oo menmeeonn oy
parnerships i 10 063! o gest ncreases eporte were at the Bozeman Ao, West Yellowsione & Livingston VICs. [determine targe geographic ot atiract and educate
[Having on-sie, trained travel | TRR oo No, e 10 eligible VIC's douni June, which
i y b y IC, and. id it ly o nce those pen.
e et it aee efor an ater s VG are ey [ e Y 452 e centg Overal 0% in 2015, (2020-118.21 visors, 2019-423,654 visors)
conjunction wih our § component for allthee phases of rp. i the Top
D |2 planning, in the planning phases of $120,000.00 traveling in smaller groups (‘ were numbers.
o=l " FY 20.doc.
uniaue atactions, sconery, objectie i 0 obtain as much vistor |1 gessmasen. i sedion i . , and thoir
very srong e were on .50 YES, his method

10:5225 AM]

Cuttural Tourism i form of

cultural exchange between



https://funding.mt.gov/fileDownload.jsp?filename=1609795781017_FY20+Ad+Codes.pdf
https://funding.mt.gov/fileDownload.jsp?filename=1606857751736_VIC+Completion+Top+15+states+Summary+FY+20.doc
https://funding.mt.gov/fileDownload.jsp?filename=1606857751736_VIC+Completion+Top+15+states+Summary+FY+20.doc
https://funding.mt.gov/fileDownload.jsp?filename=1606857751736_VIC+Completion+Top+15+states+Summary+FY+20.doc
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[Research has shown that
cultural tourists “tend to be

longer in a particular area
and

America,

locals and visiors. For
destinations, i encourages

embrace thei culture and
boost economic growh,
developing culurally geared
tourism programs;
ncourages destinations to
celebrate and promote what
distinguishes thei
communities for an authentic:

visitors. Linking tourism with

rand awareness frefront
folowing the event and

encourage social media
nteraction during the actual
events.

ey markets.

partner with ragonal
businesses & CVB to
promote specifc aciivites
nd communites.

tourists. an be considered « Increase in atendance over
™ cultral ourists.” Tiry percent o aculs state that specifcars ora culural r hertage event previous year foraach vent _[separately. That's the core  he region, our thereby Typcilly,
s patof o commime of last tip. . . Beacse of the pandemic, in FY 20 all avents, with ha oxcoption of wo winter ones, had o be canceled
artners, YCs sirategy for L actve, « Expansion of the ourism: save your hertage
the Culural Tourism grant uctoferings—events and your cultre, share itwith i our objectives, and had a measure of that e were ablo dge National Sk 1 Big Sky Ski-ori [ in the folowing:
program i to provide Gontinue o grow and have more visiors, and reap the e - e were 137 2 more e \ e eretn
regional communit o ofer vistors conumc ol o e o RedL . o we P . 12 more than the p n e
Marketing ancial & markeling support was advertsed el n the Bilings & elta the
Guttural Toursm [Adcitionally, promoti 5000000
Support for iy, sorng ey e, . norase sl meda e oo mmwm s - Bgsky racked, and any getthe
sical, & hriago actviis, [ nd o £ o e tonde engagamentfor e €Vt i oo e vort “There was also additonal s hich he Bozeman, Butte, Missolla & rr far
oot iostye cturs o ety commary o  foion hraby s o oental the biggest yt, more growth in
community is promoling. The| ling t raso awareness  |yiiors the wide spectrum of
e the K . YC feel this program i . evaluat
strategy st etitsinh regon ospl the setback of © el i program s
ese partners to develop & nereby encouraging coing
romale more "product in mor an sayiog longer.
communtios that helps
. but also Economic benefits —
reisos awarenoss of Gulural Tourism can provide
communites andlor events direct benefi 0 the business
as a destination wihin the mmuniy, such as odging.
region & state. iing, shopping. et
Vistors'expendiur
genorates income for the
ocal communiy.
Social beneits - Cultural
Toursm can bring about
real sense of pride and
centy to communites by
showcasing distnct
characterstics of ways of lfe,
nistory and culure in an area.
VG research swategy s
[gcared toward ‘geting
know the vistr: driling
down o ind out more about
[who i coming, why, when,
[whera and what they are Research is powerful
doing whilethey are here. business tool to understand es, i (i
The resutsof these. business-a27b771a6264 people’s behaviors and the
measures wil help YC to Success will be measured on a project [€2USe and effect those For FY20,
e |Eenevers hve n ave
isiors. rojoct and he resuling datafoedback | 4S9NS. Research brings o a0 i
bt project and the resiling data/eodback |onyher voice to the otz ellowstone Country
Research [Research projoct wil be ¥ torget | 52000000 Montana FY20 Web
support n
ppor XD o [Response data on attached fle. B
abjective,
+ Defne the people [ making Drgamzamma\ bias and can
o are the region oe used forplanning o for
Vitors cvatnting purpose
« Holp defe
best 10 advertse o
e target mark
Help define our
‘compeiive edge.
Create lasting awareness
that 62% o
procuct.”  every
o bo used
o contuncn vihrosted ok " ding what
pross tips and meci produc, 1o call you as you are at such|and/or how much wil be based on
creactevens, e vant 0 |Soo eaen o2 omt g o e s e folowing crieriaforthese tems:
o bie 1. Ave they a good fitfor the YC. brand? [Out of sight. out of mind —
romational product wil event atendoes with
evers v ot recan' 2- Ao they functionai? ot ony our advortsin
1. ‘Mako sure sense to your giveanay. y 9
sn' aiways doable wih | Jonnifor Soylor 5. D0 they provid a “splash” factory | me58282, but good es, ”
general media advertising promotional products can
1 YOU-branded —pala ciionally, YG may produce event [ E— " s ncluce s
Marketing out of sight. outof mind — | Leabetter Sellergren e [folow up and buid & ftems as part o the pa MT fall2019). This included P
v Promotional tems 5500000
upport leaving event attendees with covers, baners, etc. as needed. reationship with us. Using 360 atached mages
petony o advrieng | |0-Smat argaor, st croe s anggs e sderces magrstn ger s e oromotonsl tems at media 0
essage, b re praciical an the
@ t0YCs
effectively spearhead them . °
4 useful into everyday use.” — | method successful when we produce
reationship with us. Using [ V2 functonal,brand-buiding promotional
. picces and distiute them according to
B long shelfife and the qualiy s there, even f t means
events & press s wil agd [ £° 1% 1% 02! Vo0 S5iectooe = aualy v oveal markeing iatogy
personal value to YC's
iveaways/
e Cuteech 3 Prose
[Events i key mar
[ ¥C e opmrtinty o
complment paic media
oo nin s Gt o ress oo o
The [Hosting , and in o, o However, inod way the travel
<iratogy behind our prass |Dallas, Chicago, San Diego, Atania, Philadelphia, San Francisco and Portand. vk e coage lours o mlatonenipe, YG fects . BT
events is to engage dirctly eted vaver [overs. planned emented. The veting media nvies, designing
it targted pressto nform [ s s g s ot regon f0m el s web an ca centors s et making ] events.
[rom bout hat o region I
Puslicity ~[2rese Pro has UESECe SRl e e = e 95000000 | U1 9% ot and
acanvevumnn\ way. We efectof having a physial presence in

Socil media marketing is o

orger s vl partofa
rketing mix, it now a

(crucal pace ot overal

populated arena and Seving
anead of the
essential

(Experts from leading social

38

delvered. Peopie are tuming
back to immediate fends,
famiy and acquaintances for
insights on brands they trust,
thercfore increasing

Looking at the top trends for
2019, we buit our social
media sirategy based on:

« Buiiding
engagement through,
tin blog

o

Enthusiasts

10:5225 AM]



http://homebusiness.about.com/od/homebusinessglossar1/g/Target-Market-Definition.htm
http://retail.about.com/od/competition/a/comp_edge.htm
https://blog.marketresearch.com/why-market-research-is-important-for-strategic-decision-making
https://blog.marketresearch.com/why-market-research-is-important-for-strategic-decision-making
https://funding.mt.gov/fileDownload.jsp?filename=1608761773774_Yellowstone+Country+Montana+FY20+Web+Survey.xlsx
https://funding.mt.gov/fileDownload.jsp?filename=1608761773774_Yellowstone+Country+Montana+FY20+Web+Survey.xlsx
https://funding.mt.gov/fileDownload.jsp?filename=1608761773774_Yellowstone+Country+Montana+FY20+Web+Survey.xlsx
https://funding.mt.gov/fileDownload.jsp?filename=1609439835653_FY20PromoItems.pdf
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« Utiizing user
generated content
buit around

y
Increased paid posts
Continued focus on
video

Build blog content.
(Continue 1o tel the stories of
e poope. places and
acventures in Yellows

County Tis contont hoips

Increase in social media traffic to
webste by 20%.

Continued growth and engagement in
our social media fllowing year over
year. Our priorty is engagement over a
specifc number o folowers

e s cmanty o5 wa et our et oninue method. Social med ™ for Y to cancl,
uttotal websio tafc, an ncrease number of bog posts to 30 por the et bang for you buck i terms
increase of 145 year. 1/3 on outdoor recreaton, 113 .
[FY18. This content is. '« Hootsuite annual report on the latest global trends in social media, 2019: history and culture, 1/3 stories of the | GOAL: Increase i social media taffic to website by 20%
ed out via our social people, places and communities. RESULT: However, our social through June, joal of increasing our by 20%.
channels and to our email 1 ightens. {} . @ 9 v
st Email opon rates are 2 sharing. & | Start a Facobook Group for Wester Ski one o
averaging 18.21%, versus 3 Ciosig e acs gap: eit | audonces,
the industry aver f game. sk dialogues and encouraging members to RESULT: | channel 45% year over year. |, from Instz 2 in FY20.
85%, indicating our (i ntribute.
strategy is working. sales. 3 . | GOAL: Increase number of blog posts to 30 per year; 113 on outdoor recreation, 1/3 history and culture, 113 stories of the people, places and communiies.
5. i e Create Instagram and Facabook Stories [Social Media s an integral
reate Facebook Groups. or sach community. Populate wih ot |component ofthe overal RESULT: Posted a tolal of 35 bog posis divided stores o people, p 117 rom Facabock, tha blo
Create Facobook Group: . Media Trends You Need to Know for 2019 o eachcommunty. repito win by [ o " 9pos pecr &
hitps:/ibuffer.comiresources/social-media-trends-2019 [our own phatos and ideos as well ac | GOAL: Starta i
groups around specifc user generated content o vsirs, ~[SpPors the Consir :
« 14 Social Media Trends That Every Marketer Should Know About I 2019 : bl Publ
places and acivties is v cve's, tourism ivertising & Pt Mcw e RESULT: In order 3 people, Montana's . nstead of R h
[becoming a necessary way partners. AW”'I"ESS "‘":9‘" ans, m I | YCMI FY20 Media
Pubicity [ Social Media + Stories what? 16 faster platform {0 Suppx $36,000.00 | GOAL: videos as well s user cve's, erformance
spocifc intarasts. Facabook Stor incroase. . FINAL pa
oroups s arowyon o inan s, 0 borav shznng ovoie. s roani ont ot o acrorming [ angages botn rravars RESULT: Each of our they are saved to the highiigh. In FY20, storis to our own,
it g s |, e SoctlWedia Today, |1 ot vitors. and alows us S0 increase utpldsoil mecia posts based rgric contnt s perfrming e,
Z\ﬁ:;«: e uderce dominale 20165434771 i website gosls, RESULT Our bud InFY1, in 977,83, However, we stopped spending -19hi, the the full budget.
g 8 0D A0 man | * 11 Game-Changing Soci Trends to Watch for In 2019. e pos coa wetets gosi,
waich-forin 2019/ RESULT: 36.76%.
g of lke-minded 10 Social Media Trends to Watch in 2019. :':;‘n,:“?;"a"‘ open rzdls 1:20% lmmm
peor! tps v eirepreneur comartcle/324901 1% Ti s 3 sty bt reascnatle GoaL 18.21%. This s a stead
« 7 social media trends to watch in 2019, Sprout Soci growth rats on op of an ireacly hig
Focus on Curated average. RESULT: rate. tegy. In FY21 we moved
Storios. [Aside rom the we contiu ratfc. Wo
15
fastor than foed-based e end of
harig. (Hoolsutte, Social
Media Trends, 2019 Our
srategy i o use i
ethod to highight our
mmuniios by creating
stories forsach area, which
i b saved in Highlghis
(Content wil be a mix of
original photos and video
upled with our user
generated content campaign
using the hashtag
This
campaign encourages
centers can use 1o help
promole the campaign. The
st o genrtc conen
showcasing persor
oo exponones.
[Amplity Paid Posts.
Watching organic content
that performs well and ro-
purposing it ito paid acs
gives us the advantage of
o we o speaiing
aroct
oo e catenty do s
it our bog posts,
atcing rencs, we can
effctve social
e basod on poven
ntorsts.
(Continue Focus on Video.
Through colaboration with
oard members.
i dlocal
ousinessos o wil coninue
10 sond and share vdeo
content fom around the
area. To date n FY10,
have viewed over
142K minutes ofvideo on
Facebook
| Yes, bjec Yes,
n il we brought n 8 total people:
Saran Ricks - Trip with Husband
~ TBEX Post Fam - Old F
o oy ToEX P
| April Erhard - TBEX Post Mountain
| The objective is to increase brand Mountzin
e Jessica Elot TBEX Post Fam (tips:/hww howdareshe.orgl)
o o Nina Ragusa - TBEX Post Fam (https:/iwhereintheworldisnina.com)
Fedowiog sachousound e can z TeEX
press event, YC evaluates | rom. publiciy values, but also through the |important way for
aiace and rochos nese |0loving b
e e e our stor t helps personalize
the region. Travel writers  [\hichis e o o e
2u d supports cammumer + Did we reach the- ‘audience?
e orers e o0, g, i ‘camping, bird watching, Nordic & alpine skiing, + D b varoness oot o campaine. T Did. h the target aud
Pubiici Press Trips. on a vari tips - jboarding, ice climbir T $40,000.00 FY20 Influencers. pdf
J 2 spanning from indvidual a specifc s part of the Inspirati these e »d
Eo g e aclw phase, but aiso serves a
4 « Reach & social engagement  |purpose as part of the . d f
custom ftnere + Quaniiy & qualty o orentaton ph
e Fotaries ot TSR —
+ Reach & social sngagament
more paople, 9 pared to FY10.
orming from Inst FY20.
+ Quaniity & qualy of coverage
et FY19t0 FY20
« #of arles produced
from FY19, ¥
51.70526300

ing Method
Attachment 1 FY20 Yellowstone Country Budget to Actual update pie chart.pdf
Attachment 2 FY20FINALBudgetvsActualReport xisx
Attachment 3 FY20 Digital (Some files didn't convert).pdf
Attachment 4 YC Travel Guide.pdf
Attachment 5 Scenic Road Map.pdf

10:5225 AM]



https://funding.mt.gov/fileDownload.jsp?filename=1608761222858_YCMI+FY20+Media+Performance+FINAL.pdf
https://funding.mt.gov/fileDownload.jsp?filename=1608761222858_YCMI+FY20+Media+Performance+FINAL.pdf
https://funding.mt.gov/fileDownload.jsp?filename=1608761222858_YCMI+FY20+Media+Performance+FINAL.pdf
https://funding.mt.gov/fileDownload.jsp?filename=1609779963615_FY20+Influencers.pdf
https://funding.mt.gov/fileDownload.jsp?filename=1609441702501_FY20+Yellowstone+Country+Budget+to+Actual+update+pie+chart.pdf
https://funding.mt.gov/fileDownload.jsp?filename=1609441869826_FY20FINALBudgetvsActualReport.xlsx
https://funding.mt.gov/fileDownload.jsp?filename=1609802187308_FY20+Digital+%28Some+files+didn%27t+convert%29.pdf
https://funding.mt.gov/fileDownload.jsp?filename=1609802186870_YC+Travel+Guide.pdf
https://funding.mt.gov/fileDownload.jsp?filename=1609802187730_Scenic+Road+Map.pdf
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Attachment 6 YC Home Page Screen Shotpng

Attachment 7 FY20 Web User Feedback pdf

Attachment 8

Attachment 9

Attachment 10

Marketing Method Budget
Marketing Segment Marketing Method Bed tax funded budget Non bed tax funded budget (optional)

Consumer Print Advertising 514000000 50.00

Consumer [OnineiDigial Advertising $400,000.00 0.00

Consumer Photofvideo Library $66.000.00 000

Consumer [Travel Guide $150.00000 0.00

Consumar [Websitontemet DovelopmentUpdates 510000000 0.00

Consumer Printed Matorial 3500000 5000

Consumer Election Adv - Newseter E-blast 52000000 50.00

Consumer [Sont ventures $507,546.00 5000
§1420,546.00 5000

Varkeling Support Research $20,000.00 5000

[Marketing Support [Adminitration 5206.264.00 000

[Marketing Support Fulfiment Telemarketing/Call Center $86,000.00 o

[Marketing Support [Opportunity Marketing $1.000.00 0.00

[Marketing Support [Vic Funding'Stafing/Signage 12000000 o0

arkeling Support [Cottural Tourism $50,000.00 5000

Marketing Support Promotional foms 5500000 5000

5490294 00 5000

Publcty Social Media $58.00000 5000

Publcty Pross Trps 52300000 5000

Publety Pross Promotions/Media Outreach $50,00000 5000

$131.000.00 5000

$2,041,840.00 5000

Miscellaneous Attachments

FY 20 Budget Pie Chart
FY 20 Budget Pie Chart

FY 20 Budget vs Actual Report & Pie Chart

Reg/CVB Required Documents

File Name
FY 20 Budget Pie Chart 5-1-19.xisx
FY 20 Budget Pie Chart 5-1-19.xisx
FY 20 FINAL Budget vs Actual Report and PIE CHART xisx

Description

FY 20 Required (signed) Documents

10:5225 AM]

File Name
FY 20 signed docs.pdf

File Size
1.0MB



https://funding.mt.gov/fileDownload.jsp?filename=1609802187292_YC+Home+Page+Screen+Shot.png
https://funding.mt.gov/fileDownload.jsp?filename=1609802187730_FY20+Web+User+Feedback.pdf
https://funding.mt.gov/fileDownload.jsp?filename=1556725363757_FY+20+Budget+Pie+Chart+5-1-19.xlsx
https://funding.mt.gov/fileDownload.jsp?filename=1556725363757_FY+20+Budget+Pie+Chart+5-1-19.xlsx
https://funding.mt.gov/fileDownload.jsp?filename=1600187484786_FY+20+FINAL+Budget+vs+Actual+Report+and+PIE+CHART.xlsx
https://funding.mt.gov/fileDownload.jsp?filename=1556650601597_FY+20+signed+docs.pdf
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