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1. Describe your destination.

Describe your destination (who you are, who you wish to attract and why would they come) addressing your strengths, opportunities, and potential challenges. How does your destination align with Montana's

brand pillars?

Please reference attached PDF of the Glacier Country Marketing Plan Narrative for a detailed version of all the Community and Brand Support questions.

ABOUT WESTERN MONTANA'S GLACIER COUNTRY

As our name implies, Glacier Country is home to the Crown Jewel of the Continent—Glacier National Park. Within the park, visitors can explore rolling foothills, celestial summits, flower-filled meadows and
stunning 400-foot waterfalls, as well as an extensive trail system. Anchoring the park is the Going-to-the Sun Road. An engineering marvel and National Historic Landmark, the Going-to-the-Sun Road is one

of the most scenic drives in the nation.

As the westernmost region of Montana, Glacier Country encompasses 75+ communities within the eight counties of Flathead, Glacier, Lake, Lincoln, Missoula, Ravalli and Sanders.

e Geographic size: 22,000 square miles

e Population: 320,000

e Largest cities: Missoula, Kalispell, Whitefish and Hamilton

e Average February temperature: 30 degrees

e Average July temperature: 85 degrees

e American Indian Tribes: Blackfeet, Kootenai, Pend O'reille, Bitterroot Salish
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Glacier Country's brand is firmly integrated with the Montana brand. Our offerings—specifically nature, communities and welcome residents—blend together to provide services and experiences that help to
share our marketing messages, while effortlessly aligning with our three brand pillars.

e More spectacular unspoiled nature than anywhere else in the lower 48 states.
e Vibrant and charming small towns that serve as gateways to the state's natural wonders.
® Breathtaking experiences by day and relaxing hospitality at night.

More importantly, it is the many Montanans who deliver genuine and authentic experiences that help turn our first-time visitors into return visitors.

e We are simple, but not unsophisticated.

® \We are confident, not arrogant.

® \We are genuine, not old-fashioned.

e We are grounded, but not stuck in our ways.

Glacier Country is host to millions of visitors each year with a variety of interests and characteristics.

Leisure traveler
Geo-tourist

Active mature

Families

Repeat visitors to Montana
Business

Meetings and conventions
Reunions and weddings
Higher education
Healthcare

Average length of trip

® 6.54 nights
® 71% of nights spent in Glacier Country
® 12% of nights spent in Yellowstone Country

Primary reason for the trip

1. Vacation/recreation/pleasure - 55%

2. Visit friends/relatives/family event - 21%
3. Just passing through - 12%

4. Business/convention/meeting - 8%

5. Other - 3%

6. Shopping - 1%

Activities while on their trip

1. Scenic driving - 74%

2. Day hiking - 47%

3. Nature photography - 44%

4. Wildlife watching - 40%

5. Recreational shopping - 37%

6. Car/RV camping - 29%

7. Visiting other historical sites - 28%
8. Visiting museums - 17%

9. Visiting Lewis & Clark sites - 16%
10. Fishing/fly-fishing - 12%
Top sites visited on trip

1. Glacier National Park - 70%

2. Yellowstone National Park - 40%
3. Flathead Lake State Parks - 20%
4. Other Montana State Parks - 16%

Group characteristics

1. 27% of groups with all first-time visitors

2. 57% of groups with all repeat visitors

3. 16% of groups with mixed first-time and repeat visitors
4. 17% flew on a portion of their trip

5. 7% own a 2"d property in Montana

Source: The University of Montana, Institute for Tourism and Recreation Research (ITRR) based on 2014 data for the Glacier Country region.

Why they come.

Within the boundaries of Glacier Country exist endless arrays of activities, from thriving arts and culture offerings to exhilarating adventures and authentic western experiences surrounded by stunning
landscapes. (Please reference attached PDF for more detail.)

STRENGTHS
As a travel destination, Glacier Country enjoys many distinct strengths. Building upon the ones previously mentioned, some additional major assets include:

e Brand pillars (detailed above)
o Spectacular unspoiled nature
o Charming small towns and communities that serve as gateways to natural wonders
o Well-preserved cultural and heritage offerings
o Breathtaking experiences by day and relaxing hospitality at night
e Partnerships
o Glacier Country benefits from a culture of collaboration among its many partners who work together to build awareness of Western Montana as an authentic destination while adding value to
the travel experience. These public and private partners include, but are not limited to, our historical heritage sites, arts and culture organizations, agritourism entities, businesses that locally
source products and services, tribal nations, U.S.F.S., U.S. Fish and Wildlife Service, Bureau of Land Management, Montana State Parks, Glacier National Park and conservation associations.
® Seasonality
o The eight counties of our region see fluctuations in traveler numbers depending on the season and location.
o Overall our region’s high season is June through September. However, there is some variance among our eight county region and there are opportunities for growth throughout the 75
communities in Glacier Country.
e Annual Glacier Country Signature Events
o Montana Dragon Boat Festival (Lakeside)
Huckleberry Festival (Trout Creek)
North American Indian Days (Browning)
Bitterroot Scottish Irish Festival (Hamilton)
Missoula Marathon (Missoula)
Rendezvous Days (Eureka)
Tamarack Festival and Brewfest (Seeley Lake)
Flathead Cherry Festival (Polson)
Winter Carnival (Whitefish)
Montana Spartan Race (Bigfork)
Tour of Montana (Missoula)

0 00O0O0O0O0OOOO
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CHALLENGES

Glacier Country takes a broad-based approach to addressing the challenges encountered in our region. It's important to note that not all of these challenges can be changed by Glacier Country. Instead, we
take an informational approach and stay informed in the latest issues and engage available resources when possible.

These resources include accuracy in our marketing messages and imagery used; staying abreast of new marketing trends and opportunities; maintaining a positive tone and message in our publicity and
social media efforts; working with our partners to understand the concerns and impacts our industry has at a local, statewide and national level; and assisting financially when possible while knowing that our
ultimate mission is to create demand for the tourism product our businesses and communities supply.

Identified Challenges (Please reference attached PDF for more detail.)

Economy

Market competition

Airline challenges

Glacier National Park infrastructure issues
Changing landscape

Perception of Glacier National Park being closed in the winter
Perception of remote location

Emerging markets

Crisis outreach and traveler education
Weather

International issues

Public transportation

GLACIER COUNTRY TOURISM FULLY INTEGRATES THE MONTANA BRAND

As outlined in our STRENGTHS, Glacier Country Tourism fully embraces the Montana brand pillars of spectacular beauty, relaxing hospitality at night and exhilarating adventures by day. We highlight unique
adventures and local flavors that appeal to the visitor looking for an authentic Montana experience, paired with truly local hospitality.

In our outreach efforts, we follow Montana’s guidelines of big, expansive photography that tells the Montana story. We support the spectacular landscape with subsets of charming towns, approachable
activities and distinctive things to see and do.

Optional: Include attachments here
2. How will your marketing plan address the three phases of the travel decision process of inspiration, orientation and facilitation?

According to the 2014 Biennial Edition of The Economic Review of the Travel Industry in Montana (developed by ITRR — the Institute for Tourism & Recreation Research), more than 11 million travelers
spending an estimated $3.98 billion dollars chose Montana as their travel destination.

Their primary reasons for visiting Montana were mountains and forests, Yellowstone and Glacier National Parks, open space and uncrowded areas. They also enjoyed scenic driving, day hiking and nature
photography.

With all of these amenities located throughout Glacier Country, the process of inspiration, orientation and facilitation is well at hand. The key to inspiration lies within our stunning imagery that we include in
all creative content from print ads to digital placements and social media outreach to our travel guide. We start by making an emotional connection with the potential visitor and then provide them with the
tools they need to take that first step toward action and planning a trip to Western Montana’s Glacier Country.

Inspiration

® Consumer advertising—print/digital

e Social media—facebook, pinterest, twitter, instagram, blog

e Travel shows

e Trade shows paired with our business to business (B2B) social media program

Glacier Country provides several ways to learn more about the region, making orientation intuitive by reaching people in the way they want to interact. We make it easy to fulfill their quest for knowledge
through ordering a travel planner from a print ad offer, clicking a banner ad to take them to a landing page on the website specific to their interests or engaging in a social media conversation that appeals to
their sense of community.

Orientation

® |conic/expansive imagery

e Creative messaging

o Alignment with the Montana brand
e Call to action

e Contact information

We want facilitation to be easy and enjoyable. We have several hands-on ways for our visitors to plan their trip. The Glacier Country Travel Guide and website offer information on a wide variety of things
to do, places to stay and ways to get here. Visitors can then drill-down with partner deals and contact information to plan their experiences one-on-one with experts on the ground here in Montana. For
more comprehensive step-by-step guidance, Glacier Country has a call center staffed with trained professionals that are available via live chat, email or phone for visitor assistance.

Facilitation

* Website

e Call center

e Travel guide

e Partner travel deals

Optional: Include attachments here.

3. Who is your market?

a. Define your target markets (demographic, geographic and psycho-graphic)

GEOGRAPHIC TARGETS

e California
e Washington
e |llinois

e Oregon

® Minnesota

Regional Drive Target Markets (all area within 600 miles from Glacier Country)
o Spokane
o |daho (specifically Idaho Falls and Boise)
o Alberta
o In-state
Other Target Markets

Additional areas as opportunities arise or markets emerge according to marketing analytics including international FIT (foreign independent travel). We will look deeply at all existing or new direct flight
markets.
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DEMOGRAPHIC TARGETS

e |ndividuals - mid-30s+, HHI $50,000, active and affluent, take at least two vacations per year, may be traveling in groups of two or more
e Mature geo-traveler couples - 55+, HHI $70,000, active and affluent, high-value low-impact couples, may be traveling as groups with other friends and/or extended family
e Families — multi-generational travelers, 1+ children, HHI $75,000, active and affluent
o Note: build upon the national program, “Every Kid in the Park” to engage youth in Glacier National Park. Specifically, fourth graders will have free access to America’s national park system
during the 2015-2016 school year.

PSYCHOGRAPHIC TARGETS

Authentic experiences — shopping, dining, relaxing spa getaways, western offerings
Outdoor recreation — hiking, camping, skiing, golfing, wildlife viewing, RVing
Culture — history, galleries, museums, theaters, photography

Adventure — risk-takers, independent, low-impact

OTHER TARGETS

® Repeat visitors to Montana
® Healthcare

e Higher education

e Reunions

b. What are your emerging markets?

* Texas

e |nternational foreign independent travel

e Direct flight markets to and from our region
® Meetings and conventions

e Destination weddings

c. What research supports your target marketing?

Montana Office of Tourism research
Website analysis
Call center activity
Consumer marketing market analysis
Institute for Tourism and Recreation Research
Trade show feedback
Meeting and convention follow up
Professional association research
© American Bus Association
o Destination Marketing Association International
o National Tour Association
e}
e}

Rocky Mountain International
U.S. Travel Association

Glacier Country tries to align our markets, when appropriate, with the key markets for the Montana Office of Tourism, as well as key markets for our convention and visitor bureaus and other public and
private partners. We also reference the data collected from our call center and webpage. We have seen continued digital visitation and inquiry growth from California and Texas, as well as visitor
demographics as supported by ITRR’s quarterly visitor surveys.

Optional: Include attachment here.

4. Overall Goals

Glacier Country’s primary marketing goals are:
1) Raise awareness of Glacier Country as a recognized tourism destination in identified markets and audiences.
2) Increase visitation among resident, non-resident, domestic and international travelers. This includes:

Attracting new travelers

Encouraging current travelers to visit more often

Encouraging current travelers to stay longer

Encouraging awareness of packaging opportunities

Soliciting meetings and conventions

Soliciting packaged travel markets (group tours)

Positioning ourselves as a resource for information

Working with the Montana Film Office to solicit film industry productions

3) Increase visitation year-round (especially shoulder and winter seasons).
4) Continue emphasis on cultural attractions found throughout Glacier Country, including our Indian nations, historic sites, museums, etc.
5) Continue to identify inquiries to convert them to visitors by capturing names for database marketing.

6) Continue marketing efforts that highlight Glacier Country’s offerings, including amenities, cultural offerings, tribal history, historical aspects, natural resources, tourism attractions and our welcoming
atmosphere.

7) Raise awareness and understanding of Glacier Country Regional Tourism Commission within the region through positive publicity and community outreach.

8) Cooperate with other tourism organizations such as Discover Kalispell, Destination Missoula and Explore Whitefish, chambers of commerce, TBIDs, art organization, Glacier-Waterton Visitors
Association, Crown of the Continent Geotourism Council, Montana Office of Tourism, Montana Film Office, tribal partners, other tourism regions and neighboring states and provinces, as well as other
organizations or private businesses that share mutual goals and objectives.

9) Provide supportive public education about Glacier National Park issues by cooperating with all tourism partners including Glacier National Park, Montana tourism regions, Montana Office of Tourism,
convention and visitors bureaus, TBIDs and chambers of commerce, as well as local, regional, national and international media.

10) Continue targeted visitor appeals in Glacier Country’s marketing strategy, specifically relating to the Montana Tourism Recreation Strategic Plan.
11) Incorporate Montana Office of Tourism’s branding initiative into our various marketing projects.

12) Encourage visitors to share their experience through emerging technologies and tools such as social media.
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Obijectives (add hard numbers to these goals)

[

Increase overall consumer response by 2% over 2015

1. 2% increase will require our overall consumer response reach goal at 1,294,542 or by an additional 25,000

N

Increase electronic response by 2% over 2015

1. 2% increase will require our electronic response reach goal at 1,215,244 or by an additional 23,000

w

Increase social media reach by 10% over 2015

1. 10% increase will require our response reach goal at 86,397,106 or by an additional 5,600,000
4. Increase use of responsive website by 4% over 2015
1. 4% increase will require our webpage use reach goal at 1,183,772 or by an additional 45,000

No o

Increase our consumer database by 2% over 2015
Increase our trade show database by 4% over 2015
Media stories to increase by 1% over 2015

1. 1% increase will require our direct earned media reach goal at $1,439,000 or by an additional $15,000

©o®

Optional: Include attachments here.

5. Joint Venture Opportunities

a. In what types of Joint Ventures with MTOT would you like to participate?

We are open to joint venture efforts for leisure advertising, publicity, film, group tour and international FIT. We are currently working with MTOT on several projects and look forward to seeing what we can

Fund chamber/visitor information centers at up to $4,000 per project from Memorial Day to Labor Day 2016 to better inform and encourage visitors to stay longer in Glacier Country
Increase consumer and group suggested itineraries by 2

accomplish together in the coming year. We find the most effective joint ventures with Montana Office of Tourism are through publicity, international, group, meetings and conventions. In FY 2015, Glacier
Country committed $102,600 to projects with Montana Office of Tourism.

b. In what other types of Joint Ventures would you like to participate? (Regions/CVBs, etc.)

We are actively engaging in conversations with regions and CVBs to explore multiple ways to partner.

c. What types of Joint Ventures have you done in the past? Were they successful - why or why not?

Glacier Country has participated heavily with our partners in cooperative ventures over the last several years.

FY 2013 = $65,000 (actual)

FY 2014 = $145,000 (actual including The Bachelor & RMI Mega FAM)

FY 2015 = $102,600 (actual)

FY 2016 = $100,000 (budget)

These amounts vary year to year based on what opportunities arise. For the most part we feel the joint ventures we have done in the past have been successful. We believe mixed media advertising is the

key to a successful plan and we weigh each placement based on goals and expectations. In this day of rapidly changing marketing methods—especially in the digital era—we must do our best to make

solid decisions and track accordingly.
We measure effectiveness based on:

® Return on investment
e Brand support

e Community/partner outreach and support

Optional: Include attachments here.

Include pie chart here.

FY16 GC Mktg Budget & Pie Chart.pdf

Marketing Segment, Strategy & Budget

reggaersch Plan to Marketin Estimated | Non
Marketing Marketing Describe your . L Provide a brief 9 budget for | bed .
support Supporting research/statistics X measure Method Add'l Attchmnts
Segment Method X method. rationale. R each tax
this success? |Evaluation method. |funds?
method? : )
® Print advertising continues to be an
important component in a successful
Sjlz‘;srr‘gi;n;zgiym MTOT marketing campaign. It reinforces the iﬁ:;srz;‘l:g l;e
by promoting Montana as a bra!wd by giving lhe» message prominence. Glacier Country variety of ways. Ifa
travel destination. We use It aligns perfectly with reader interests by  |thoughtfully approaches publication oﬁérs
four-color. full pag.e ad adding the first layer to the strategy — from |establishing geographic reader service, we
placemenvt whenever broad prospecting for leisure travel to and demographic targets will report the '
ossible. We follow the niche targeting for special interests. each year based upon number of inquiries
onnlana‘Brand by using ® http:/mww.forbes.com/sites/thesba previous success and associated with
iconic imagery to tell our 12012/06/28/print-is-dead-not-so-fast/ research provided by that print
authentic story, as it relates ® http:/Avww.marketingprofs.com/articles MTOT and ITRR. To that placement. We will
Consumer  |Print Advertising Yes specifically to Glacier /201424084 /print-marketing-willthrive- |end, we extensively also measure $10300000 | No |4GCT-0105
¥ in-2014-and-beyond research how to most T FY15Print_YellowstoneJournal.pdf
Country and in co-0p o htppibeasleydirect-blog.com/2013/04 |effectively reachthar | SPIKeS inwebsite
partnership with MTOT, other ttp:/lbeasieydirect-blog.com € y traffic, call activity
regions, CVBs and 101Awhy-print-advertising-still-works- targetina way thatis and travel guide
stakeholder organizations. in-a-digital-age/ meaningful and print requests and
Our strategy is guided by{he ® http://membercenter.glaciermt.com placement remains a downloads
geographic and Iwp-content/uploads/2014/04 solid choice in our media associated with the
demographic targets IConnect_Magazine_Intimacy_of_Print.pdf|mix. timing of the print
outlined in our narrative. © hitp/imembercenter.glaciermt.com placement
. Iwp-content/uploads/2014/04/skift- )
peak-experiential-traveler-reportl1.pdf
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We plan to target our
primary and secondary
markets using a mixed
media approach with most
consumer advertising We use a
dedicated to online combination of
advertising in major primary ®  http:/AMww.imaginisbd.com/2014/03 analytics tools to
and secondary geographic, 106/the-importance-of-developing- provide us real
demogvaphlc_ and segmentations-of-your-target-audience/ time reporting on
psychographic targeted P
websites as outlined in our tp VAT |We strive to stay ahead the host of
narrative, including social segmentation-geographic-demographic- | .o iital curh in our | CATPAIGNS across
live, including soc psychographic-more.html - gita " the web and react
media advertising. Online ® hio: laci digital media targeting K nd
digital advertising is a highly tp:/imembercenter.glaciermt com using retargeting, as well quickly to under-
Iwp-content/uploads/2014/04/2014- N performing
targeted and efficient travelers-road-to as other measurement campaigns. We
Online/Digital method to drive website bttt " and acquisition tools to e
Consumer n Yes S 3 : - 240,000.00 No
Advertising traffic, inquiries and ° gec.l/s/:_ﬁg_mr S:?eéer;the_rs‘llﬁ:lie:rrg?tf:om insure we are getting the Zzﬁsecrgglrlusﬂllé 8
visitation. Each year we p: 9 o most return on investment
" N Iwp-content/uploads/2014/04/skift- o " above the .4%
develop creative that is 1UpC for our digital media
N N peak-experiential-traveler-reportl.pdf CTR target where
consistent yet appropriate ®  http:/AMww.milespartnership.com budget. most national
for the audience we are - nt/ I pd ,2014/')0‘7/5 f-th . f
{argeting. New for FY 2016 /wp-content/uploads/ tate-of-the- campaigns of
isan addi(ional focus American-Traveler-FINAL- similar creative,
Web-version.pdf budget and focus
looking at emerging blogs
fall below a .1%
and niche travel content
CTR.
websites where their
audiences have reached
levels competitive with
traditional tourism media
sites.
® Everyday, 91 percent of US consumers
use email, according to consulting firm . .
McKinsey & Co. Glac_lev Country will
® Recent studies tell us that the tourism and continue to work to
hospitality landscape is rich with open optimize our email
rates of some 20-30%, and enewsletters strategy for mobile
engagement rates of as much as 97%. and tablet devices
Nearly two-thirds of consumers in the We have had and across a
United States prefer to receive promotions |remendous success "}U&Mde of ’
via email. Inbox Strategies: The State of ~ |over the years ga ms ?,’\‘I "
Glacier Country will continue E-Mail Marketing in the Travel Industry, | maintaining a c(;?nmiﬁs:{u ew
to send seasonal and niche Skift.com relationship withthose | - -0 -
enewsletters. Content ® The average value of an order gained via |who have requested effectiveness of
features activities, events email is 17 percent higher than the travel information and this marketin
and attractions throughout average value of an order gained via assistance. We have segment b 9
Glacier Country reflecting social media according to McKinsey & experienced open rates mognltorln )() en
the area’s personality. Co. between 5% and 20% rates, cllc?( Ihr:'u
Designincludes color ® |n 2012, one-fourth of online adults inthe  |during the marketing rates'and ime
photos and links to web US valued email as a way to learn about ~ |year. Our lower open spent on website
sites and social media sites new products and promotions, up from 17 |rates are typically from traffic driven
Consumer Electronic Adv - Yes for additional information as percentin 2010, according to Forrester.  |associated with full list from the $30,000.00 No Glacier Country Enewsletter
Newsletter, E-blast well as special promotions ® The ROIfor email marketing is two times | blasts without targeting | o .. R Sample.pdf
and package offers. Our higher than the ROI for cold calling, but generates over crea(ivgs grhe
database consists of networking and trade shows according to |20,000 opens in a typical email Iis!'
400,000 active users. Our the MarketingSherpa, a marketing blast. In the past year we compilation and
agency of record will work research institute. have increased the P
. : y maintenance is
with the Glacier Country staff ® Nearly 45 percent of all marketing emails ~ |recipient list from also coming in
to solicit area information are opened on mobile devices, according |140,000 to over 400,000 | -\ - fr;gcebook
and determine content to be to McKinsey & Co. “Yet many marketers |for each blast and strive mark){e(ing where
featured in each. fail to optimize landing pages for the to continually increase | et important
platform,” the firm says. this with new names of with facebook
® In 2013, the number of mobile email users |travelers planning a trip targeting - it has
around the world totaled 897 million, to Western Montana. been tested with
according to Radicati. That figure is positive early
expecﬁe_d to soar to 1.78 billionin 2017, results in terms of
Radicati predicts. : conversion to the
® http://membercenter.glaciermt.com website and call
Iwp-content/uploads/2014/04/Skift- center.
Boxever-The_Future-of-Personalized-
Marketing.pdf
Glacier Country prioritizes
travel shows that match our ® In addition to our own conclusions from
geographic and Travel show
demographic targets past successes, Glacier Country relies on success is
Whenever possible we MTOT and ITRR research and statistics measured ina
artner wilﬁMTOT ’o(her identfying emerging markets. number of way
?e ions and CVB; lo ® The last four years, Glacier Country has | There are numerous We calculate {I'?e
mgxlmlze our budget partnered with Warren Miller Entertainment | travel options for visitors number of
efficiencies and m?:rease sponsoring targeted premieres of their both domestically and attendees that are
the Montana presence. We annual movie. Part of the sponsorship internationally. A strong exnosed 10 our
roduce hi hf visual attendance at the show that proceeds Montana presence is b:fnh and the
Emv-colur bgan);ers and travel each movie and during the intermission. | necessary to bring all our Montana message.
booth panels that are The last three years, in order to add state has to offer to the We tally the ge-
Consumer | Travel/Trade Shows Yes on-brand (Glacier Country :umth?or\tlc:yo;%tlr:eDeMx%e;Ig:gg,mweesr;‘aovvi an f;;ekfirom or;tclfsge%l:voe? number of travel $10,000.00 No
fully integrates the Montana ploye s no p N guides distributed
brand.) We negotiate for allowing for us to add the authenticity of shows offer a unique and giveawa
adcleci—value w?'lenever the conversation. Each person who works |one-on-one engagement enmgs collec{ed
ossible. including literature the show reports on how much more with a potential visitor, We also monltor‘
P y 9 engaged the booth visitor is when they say | building trust and brand
distribution, presence in unique website
y they are from Montana and can speak to  |loyalty. -
show promotion, etc. In the the experiences we are promoti visits, phone call
past several years, we have ° h '//n;-)lembercenter Iagerm! C:)?I"I inquiries and
had significant increase in p: 9 o general interest in
N - Iwp-content/uploads/2014/04/skift- I~
lead generation by offering a eak-experiential-traveler-reportL pdf our destination.
strong call to actionin the P X portL.p
form of a vacation giveaway.
Over the past several
: . ars we have
® Yahoo Small Business says call-to-actions | /62" .
Over the past ;everal years (CTAS) are critical for ach)i,:ving any emenmemed with
we have experimented with results online, because traffic, subscribers various types of call-to-
various types of call-to- and followersldon't do you ai N 0od until action incentives in our
action incentives in our they become leads andy(:}ver';'tyuglly promotions. The type and
promqnons. Giveaway customers. That's why calls-to-action can yalue .O' the giveaway
incentives from free travel be used in more places than just your incentives varies each | We track ad
guides to substantial website. They shguld also bejemzﬁ)yed in [vear Depending onthe |statistics and
Consumer | Sweepstakes Yes vacation packages continue your blog, social media, email blasts, | arkeing channel, the —giveaway entries $3,00000 | Yes
to work extremely well. The Lest articles. sponsored content editorial |T€SPONSe does vary. for each giveaway.
call-to-action for the gmd a heré elpse U publish or market Online, all tend to perform
giveaway is promoted via all onlinenyw youp! well as compared to no
our marketing mediums ° h '//ﬁembercemer laciermt.com call-to-action. At travel
including social media, N\)m;.contem/uploads‘/gOlMOA/;kift shows, larger, more
online and print. 8 - ; extravagant giveaways
peak-experiential-traveler-reportl.pdf work far better than
smaller ones.
We continue to compliment ® Digital greatly influences travel planning Webpage marketing is | We have analyzed
the design of our primary from the very first stages of the consumer | more than buying our own analytics
and mobile websites journey, with 65% of leisure travelers keywords or studying hot |and traveler data
promoting Glacier Country researching online before they even search trends but also and looked to find
online with marketing decide where or how to go. The 2014 careful organic testing strategic content
strategies that include Traveler's Road to Decision, Google and researching of how |that places well
search engine optimization, ® Search engines are among the most best to layout the content |organically and "
Consumer | \VebPage Yes search engine marketing popular online planning sources for within the website for the |leads to a high $87,000.00 | No |GC Webpage marketing strategy
Marketing/SEO/SEM submission, copywriting that travelers, particularly among leisure organizationto best  |conversion of inclusions. pdf
encourages site visitors to travelers. The 2014 Traveler's Road to serve the needs of searches to
take action and integrates Decision, Google customers and help website visitors for
key words used for SEO, ® Glacier Country concentrates on providing |customers find that great |glaciermt.com. We
SEM, web site design creative and unique content. This is inthe |content quickly while are constantly
strategies, online form writing the editorial of our site with | searching. challenging our
promotions, reciprocal key word combinations in mind as well team to research
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linking, email marketing and
social media.

The use of search engines
to drive traffic to your
tourism destination website
has only grown more
important. We focus a good
deal on organic and paid
search engine marketing to

integrating other tools such as social
media and blogs. Search algorithms
reward original content such as blog
posts. Blogs give corporate websites 434
percent more indexed pages, 97 percent
more inbound links and 55 percent more
visitors, according to ContentPlus14, a
U.K.-based content marketing consultancy.
Content Marketing Trends in the Travel
Industry, Skift.com
http://searchengineland.com/top-10-
insights-local-search-marketing-experts-
Isa-15-219974
http://membercenter.glaciermt.com

new Internet
marketing
strategies in the
hopes of driving
more traffic to our
web sites and

- - social media
improve our position among {‘r’;pv:lg?;errg/al;pgadsm()l‘llolx/ 2014 chalnnels s
hundreds of keywords St .
prospective (rayv\glzrs are decision_research_studies.pdf
using while they consider ® http:/Avww.milespartnership.com
vacations destinations. m;?g:ﬁ"%";’zt’;?iﬁ’:ﬁmwsme‘m‘the’
Web-version.pdf
® http://membercenter.glaciermt.com
Iwp-content/uploads/2014/04
[Skiftl4Trends2014.pdf
We measure

Glacier Country has for
several years been
developing a
collaborative and

success in this
area by monitoring
the number of
appointments and
additional interest

http://membercenter.glaciermt.com
Iwp-content/uploads/2014/04/The-Future-
of-Meetings-in-Hospitality-%E2%80
%93-Skift.pdf

broaden our visitor
base and extend
our visitation to our

® ABA estimates that one motor coach broad-based approach |we have at our
staying overnight generates roughly to group travel; group trade shows as
$12,000 in economic impact to that tours, foreign well as gauging the
community in lodging, restaurants, retail  |independent travel (FIT), |overallinterest with
and attractions. Most tours stay an incentive travel, sports,  |the operators we
average of wo to three nights in the meeting and conventions. |work with. While
Glacier Country region when touring We feel we have a strong |we do not have
Montana. FIT/group tour program | direct access to
® Travel to US stats/to Montana Stats but find other areas can |the booking data
Glacier Country has a (MTOT stats): be challenging from a from these
Tourism Sales Manager who O 63% of first time travelers to regional perspective. markets, itis very
develops, manages and Montana come for GNP and With this in mind, we exciting when we
monitors group and Yellowstone have formed an advisory |hear from our
International FIT sales and O 85% of return travelers are group to develop a properties they
marketing programs. We coming back to see the less strategy to meet the have signed new or
see improvement in group traveled parts of MT needs of all while have renewed
sales with several operators ® Western Montana has great “sex appeal” |balancing the mission service contracts,
spending more time in but tour operators don’t know where to go |and resources of our operators have
Glacier Country and using and what to do. Glacier Country organization and others. |picked up an
the sample itineraries accommodates that need for itinerary and added
developed by our Tourism direction/suggestion/orientation Group marketing is often |itto their product
. Sales Manager. We plan to [facilitation. more complex and catalog or the .
32';211@ S::';s nl:l;rkenng Yes continue our current efforts ® hitp://membercenter.glaciermt.com requires a personal operators are $48,000.00 No ;((J;inasgzﬁsales Manager - May
as outlined while also setting Iwp-content/uploads/2014/04/skift- relationship to be built  |working directly -
aside some resources chinese-traveler.pdf and maintained with with us on custom
allowing us to be flexible and ® http://membercenter.glaciermt.com industry representatives. |itineraries. Just this
responsive. Groups refers to Iwp-content/uploads/2014/04/The-Future- |Building that relationship | month we were
meetings and conventions, of-Meetings-in-Hospitality-%E2%80 with planners and tour informed by
incentive travel, weddings, %93-Skift.pdf operators takes time Kalispell they were
reunions, foreign ® hitp i com ic is 2-3 awarded a regional
independent travel (FIT), Iwp-content/uploads/2014/04/The-Future- |years/international is 3-5 |conference for the
group tours, loyalty of-Meetings-in-Hospitality-%E2%80 years). Montana Office of |National Guard
programs, etc. See %93-Skift.pdf Tourism and Glacier directly related to
attached job description. ® http://membercenter.glaciermt.com Country have had our program and
Iwp-content/uploads/2014/04/The-Rise-  |consistent attendance lead referral.
of-Female-Business-Travelers-%E2%80 |and strong relations with |Montana Office of
%93-Skift.pdf these markets for many  |Tourism, Glacier
® http://membercenter.glaciermt.com years. The last several  |Country and our
Iwp-content/uploads/2014/04 years we have seen ever growing group
/Understanding-the-Digita...pdf additional interestand | of partners
® hitp i com er 1t from other | continue to
wp-content/uploads/2014/04/Social- Montana public and encourage us to
Media-Customer-Se...pdf private partners and are | continue our efforts
thrilled to have a growing |and thus we are
delegationwhenmany  |excited to help
other areas/states are broaden our visitor
decreasing. base and extend
our visitation to our
shoulder seasons.
® ABA estimates that one motor coach We measure
staying overnight generates roughly success in this
$12,000 in economic impact to that area by monitoring
Glacier Country has community in lodging, restaurants, retail the number of
attended and participated in and attractions. Most tours stay an appointments and
a number of targeted travel average of two to three nights in the additional interest
and trade shows over the Glacier Country region when touring we have at our
years: consumer, group tour, Montana. With so many travel trade shows as
international foreign © Travel to US stats/to Montana Stats options inand out of the | Well as gauging the
independent travel (FIT), (MTOT stats): United States, astrong ~ |Overallinterest with
meeting and conventions, O 63% of first time travelers to delegation of travel the ops_ralors we
incentive travel and recently Montana come for GNP and experts from a state, work with. While
loyalty travel. We will Yellowstone region and community at |{We do not have
continue to attend shows we O 85% of return travelers are travel trade shows makes |direct access to
have found successful and coming back to see the less a huge difference. It the booking data
evaluate new shows to see if traveled parts of MT  |takes a delegation to put |from these
they fit our target markets. ® Western Montana has great “sexappeal’ |the state of Montana in ~ |Markets, itis very
Glacier Country strives to but tour operators dqn‘t know where t0 g0 |the mind of the tour exciting when we
coop with CVB's, other and what to do. Glacier Country operators and planners. hear frqm our
tourism regions and private accommodates that need for The more appointments | Properties they
partners as much as dlrsc_nueruggesuon/onemauon a tour operator has with a have signed new or
possible. [facilitation. specific state or region, | have renewed
® The Chinese MarketThe U.S. Department |the more likely they will ~ |Service contracts,
Of the group tour, incentive of Commerce projects travel from China to | get the answers to the operators have
travel, meeting and the United States to increase 274 percent | questions they have picked up an
convention, specialty, FIT through 2016. The China National Tourism | ahout what that area can |itinerary and added
Grouj side trade shows, we plan to Administration reported that over 80 ir clients. itto their product 2014 IMEX America Trade Show
Markznng TravelfTrade Shows Yes attend National Tour P million Chinese citizens travelled overseas gﬁ;f;ﬁ;;gﬁgz [l;f catalog or the $42,000.00 No Report-Sample.pdf
Association (NTA), in2012. The United States has always (regions/CVB's/hotels operators are
American Bus Association been the #1 dream destination for the Jattractions) to showcase working directly
(ABA), USTA Pow Wow, Chinese travelers. what the clients can with us on custom
USTA GoWest Summit, ® According to The Effectiveness of Trade | experience in their itineraries. Just this
Rocky Mountain International Shows in Global Competition, by Jonida  |communities. The month we were
(RMI) Roundup, Select Kellezi, travel trade shows are considered |strongest delegations are informed by
Travel, IMEX. We plan to as a vital communication technique noticed at travel trade Kalispell they were
work ina PR aspect at especially for those companies that shows and have the most |awarded a regional
several of these shows by operate ininternational markets and that | exposure. Through our conference for the
doing some publicity visits aim to reach specific audiences. Making  |in-region advisory group, National Guard
with not only media them an integral part of the marketing we are building directly related to
attending the show but some communication strategy enables participation for these our program and
media located in the host companies in developing customer markets with more lead referral.
city. At these shows, travel relationships; offering possibilities for delegates committing to Mun_tana Otfic_e of
guides, market specific sales and sales promotion; undertaking not only attending the Tourism, Glacier
collateral, FIT itineraries, and maintaining good international shows but partnering on Country aljd our
maps as well as our Glacier business relations; monitoring booths and other efforts. |€Ver growing group
Country Travel Guide and/or international competition as well as of partners
meeting planner guide will minimizing entry barriers in new markets continue to
be distributed either digitally ® http://membercenter.glaciermt.com encourage us to
orin printif appropriate. Iwp-content/uploads/2014/04/skift- continue our efforts
chinese-traveler.pdf and thus we are
° excited to help
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had great success in the
past both independently and
by partnering with private
tourism businesses, CVBs,
MTOT, etc. with campaigns
inidentified markets. We will
continue to build upon these
successful efforts to find an
effective and efficient plan to
promote our group
opportunities.

Iwp-content/uploads/2014/04
[Skift14Trends2014.pdf

consistently thus helping
to expand our digital
content.

reach, shares and
overall
engagement to
determine the
effectiveness of our
online advertising
efforts.

® http://membercenter.glaciermt.com
Iwp-content/uploads/2014/04/The-Rise-
of-Female-Business-Travelers-%E2%80
%93-Skift.pdf shoulder seasons.
® http://membercenter.glaciermt.com
Iwp-content/uploads/2014/04
/Understanding-the-Digita...pdf
® ABA estimates that one motor coach
staying overnight generates roughly
Glacier Country plans to $12,000 in economic impact to that
participate in hosting/co- community in lodging, restaurants, retail
hosting familiarization and attractions. Most tours stay an
tour(s) for one or more of our average of two to three nights in the
identified group markets Glacier Country region when touring
and trade media. For many Montana.
years, we have been ® Travel to US stats/to Montana Stats
developing a collaborative (MTOT stats):
and broad-based approach O 63% of first time travelers to We plan to follow
to group travel; group tours, Montana come for GNP and the measurements
foreign independent travel Yellowstone as required by the
(FIT), incentive travel, sports, O 85% of return travelers are rules and
meeting and conventions coming back to see the less regulations. While
and bank loyalty. traveled parts of MT we do not have
® \Western Montana has great “sex appeal” direct access to
Each year, in an effort to but tour operators don't know where to go the booking data
provide trade media and and what to do. Glacier Country from these
visiting operators/planners accommodates that need for markets, we
with a first-hand experience direction/suggestion/orientation Our in-region advisory continue to stress
of Western Montana, Glacier [facilitation. group, formed to develop [to our partners how
Country assists and/or hosts ® The Chinese Market: The U.S. a strategy to meet the important itis we
various professionals along Department of Commerce projects travel |needs of all while hear when they
the way. Glacier Country will from China to the United States to balancing the mission have signed new or
continue this effort by using increase 274 percent through 2016. The  |and resources of our have renewed
a portion of our budget to China National Tourism Administration organization and others, |service contracts. It
coordinate and/host trade reported that over 80 million Chinese has been of great is also important to
professional(s) in regards to citizens travelled overseas in 2012. The assistance in FAM trip know when
their upcoming visit to our United States has always been the #1 coordination and operators have
region. Oftentimes, we dream destination for the Chinese facilitation. These tours  |picked up an
assist them with developing travelers. for group and FIT travel |itinerary we have : .
3;1;2"”9 Fam Trips Yes anitinerary and arranging ® Added Benefits of Group Travel: are part of the joint pitched and added $20,000.00 No g:tl;pUF:«:\:llAl:\lﬂne;mE;?mple
their visit. This program O Many visitors come the firsttime |strategy and rationale we |it to their product -
follows the same on a group tour and return with all share. Pooling our catalog or the
requirements we use for family and friends utilizing hotels, |expertise, time and operators are
regular press or group campgrounds, B&B's, inn's and  |resources has done working directly
familiarization trips tracking ranches on return trips and nothing but developed a |with any of us on
names, affiliated business venturing out to lesser known stronger coalition of custom itineraries.
or publication and any areas to explore. partners dedicated to this [Montana Office of
received media or planned O Motor coach travel reduces market segment and Tourism, Glacier
itineraries developed and/or emissions, road congestionand  |reaping the diverse and |Country and our
booked if provided by promotes sustainability. long term benefits of it. ~ [ever growing group
business. ®  http://dtxtq4w60xgpw.cloudfront.net/sites of partners
Jallffiles continue to
In May of 2015, Glacier Ipdfiunwto_annual_report_2013_web.pdf encourage us to
Country partnered with ® http://membercenter.glaciermt.com continue our efforts
Meetings Focus to identify Iwp-content/uploads/2014/04/skift- and thus we are
qualified meeting planners chinese-traveler.pdf excited to help
for a meeting and ® hitp://membercenter.glaciermt.com broaden our visitor
convention FAM trip wp-content/uploads/2014/04/The-Future- base and extend
including Missoula, Kalispell of-Meetings-in-Hospitality-%E2%680 our visitation to our
and Whitefish. The CVB's, %93-Skift.pdf shoulder seasons.
TBIDs and private sector ® hitp://membercenter.glaciermt.com
partners were outstanding Iwp-content/uploads/2014/04/The-Rise-
partners in this effort. Within of-Fi I iness-Travelers-%E2%80
the first six hours, the 9%93-Skift.pdf
planners informed us we ® http://membercenter.glaciermt.com
had already far wp: yads/2014/04
their expectations. They sl /Understanding-the-Digita...pdt
had five days left on the tour. ® http://membercenter.glaciermt.com
Iwp-content/uploads/2014/04/skift-
peak-experiential-traveler-report1.pdf
We have spent a significant
amount of time developing a
business to business (B2B)
strategy this year. Most of
this effort consists of social Online promotion is
media with twitter, Instagram one of the most
and Linkedin in additional to track able
a Glacier Country B2B blog mediums available
focusing on group marketing . . today. We are able
content. Building upon our ®  http:/AMww.imaginisbd.com/2014/03 Glacier Country's - to gather valuable
. " advisory group feels it is
successful social media /06/the-importance-of-developing- 2 good idea to support | Statistics on how
workshop program, we also segmentations-of-your-target-audience/ ougr current effo rts‘\)/\ﬁ!h a eachad
designed and implemented ® http://stud! on/market- promotion plan. We are performed. We use
a B2B workshop that segmentation-geographic-demographic- dat o tes all available data
concentrates on two psychographic-more.html updating our micro-si for considering our
. y . and as these become . -
components: group ® http://membercenter.glaciermt.com " . . immediate and
. . live we will begin to
marketing education and Iwp-content/uploads/2014/04 | h tion efforts long term approach
Group Online/Digital social media. We are Itourismsocialmedia-comm427.pdf launch promotion effo to online marketing
Yes : to support and drive $10,000.00 No
Marketing Advertising committed to a mixed media ® http://membercenter.glaciermt.com traffic to them. Through | /& Will continue to
approach using various Iwp-content/uploads/2014/04/2014- our social media andg measure
forms of promotion in travelers-road-to- blog we reference our | mPressions,
conjunction with other decision_research_studies.pdf micgrosi!es constantly and clicks, click thru
tourism partners. We have ® http://membercenter.glaciermt.com rate, likes, follows,
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We have spent a significant
amount of time developing a
business to business (B2B)
strategy this year. Most of
this effort consists of social ® Printadvertising continues to be an
media but we are committed important component in a successful
to a mixed media approach marketing campaign. It reinforces the We will measure
using various forms of brand by giving the message prominence. : , .
. P Glacier Country's our success with
promotion in conjunction Italigns perfectly with reader interests by . N A
. N h advisory group feels itis |print media via
with other tourism partners. adding the first layer to the strategy — from a good idea to support | reader service and
This current year we have a broad prospecting for leisure travel to ougr current eﬁons’\)/\?i!h a |oniine or voice cal
full page in the meeting and niche targeting for special interests. lan. While in | requests for
convention publication, ®  http:/Awww.forbe: i tesba In ' pian. q
" o 2012/06/28/printi p the middle of our first information. While
Group . - Meetings Focus. This is 12012/06/. B/pnnl-_ls-dead-ml-su- gst/ effortwith print for abit tougher to
. Print Advertising Yes part of an overall program ®  http:/Awww.marketingprofs.com/articles . ; $5,000.00 No
Marketing e are doing with them that 12014/24084/print-marketing-will-thrive- | ECUN9S and track with hard
we ar ing with . P 9 conventions, we are data, we feelitis a
includes our meeting in-2014-and-beyond hobefulitis productive | strong component
planner FAM, online video, ® http://beasleydirect-blog.com/2013/04 peu P! 9 P
° N ! 009.Cor and will help us develop [to our overall
print ad and editorial content 101/why-print-advertising-still-works- h
. N . o our future efforts. advertising
featuring Glacier Country in-a-digital-age/ strate
both in their publication as ® http://membercenter.glaciermt.com Y-
well as their cover. We plan Iwp-content/uploads/2014/04
to continue to build upon IConnect_Magazine_Intimacy_of_Print.pdf
these successful efforts to
find an effective and efficient
plan to promote our group
opportunities.
Glacier Country allocates
the entire 20% allowed by
statute. We use this to pay
all wages, benefits and
taxes for three positions:
Executive Director, Office
Manager, Special Projects
Coordinator. We also use
this to pay benefits and
taxes for our two marketing
positions:
PR/Communication
Manager and Tourism Sales
Manager. New in 2016 will
be the addition of Marketing
Assistant but this position
will be paid mostly from our
private budget. This job
et | admiristation No desciption s curerty being $260,000.00 | Yes |ADMIN Details Attachmentpdf
for attachment.
Administrative funds are
also used to pay for all office
overhead such as rent,
telephone, office equipment
and supplies. All travel
expenses not directly related
to a marketing project are
also paid for from this
budget. Organizational
expenses such as insurance
and accounting are
included. I have attached a
FY 2015 Administrative P&L
to date for your reference.
Marketing TAC/Governor's
Support Conference meetings No $2,000.00 Yes
Professional development is
extremely important for
several reasons. First and
foremost, it adds to an
individual's personal Non for profit tourism
fulfilment, sense of value to promotion organizations
the organization, job are not where someone Success on our
satisfaction and keeps works for personal marketing efforts,
employee turnover to a financial reward but itis ositive vgvork ’
minimum. Secondly, but for professionals who gnvironment low
certainly an equally desire an interesting employee lu}n-over
important factor, ongoing industry and are keener andpseynese of
Marketing Professional professional development on experience, cultural |- .
Support Development No keeps individuals and exchanges, diversity and ;rn::sslta“!/ezr;ge $1500000 | Yes
organizations abreast of learning. If a small
N : . successful
cutting edge trends to keep investment in rofessional
us competitive and to professional training can gevelo ment.
increase the effectiveness of add to a person’s job P! :
our efforts. When we can, satisfaction then itis well
we try to make sure all worth the cost.
employees participate in at
least one training pertinent
to the industry and/or
position.
The CDME program is
. : designed to better
Glacier Country is a .
member of Destination g;?;:{s:::ﬁé bmo
Marketing Association
managers for increasing |Glacier Country
International (DMAI) and has
beenworking towards change and competition |plans to continue
becoming certified as a The CDME program is designed to better prepare and to become more with the training
ming " . prograr 9 prep: effective organizational |and organizational
Destination Marketing senior DMO executives and managers for . YO
and community leaders. |accreditation of
Organization (DMO). CDME |increasing change and competition and to become ;
The program focuses on [this process
professional development | more effective organizational and community y " .
o N . vision, leadership, becoming one of
and accreditation will leaders. The program focuses on vision, roductivity and the only accredited
Marketing enhance Glacier Country's  |leadership, productivity and strengthening business z!ren thel:iyn business DMO'syin Montana.
DMAI No ability to market Western expertise. Since beginning this training, Glacier 9 9 ) $5,000.00 Yes
Support . expertise. Since The goal moving
Montana to groups who only |Country has implemented much of what has been
: y " PPN beginning this training, forward is to garner
consider accredited DMO's |learned and we feel our organization is in a much
. . . . Glacier Country has more interest from
when planning events. It will |better position to help elevate the industry and its | e
also keep Glacier Country |standards in the state of Montana. implemented much of other DMO's in
abreast of cutting edge ) what has beenlearned ~ [Montana to
g eco and we feel our participate in this
tourism marketing trends to P
organizationis ina much program.
keep us competitive and to .
better position to help
increase the effectiveness of elevate the industry and
the our marketing efforts. its standards in the state
of Montana.
Glacier Country started its ® VIC Funding: The nine VICs we funded VIC Funding: We feel this |Each funded VIC
Visitor Information Center last year assisted 33,100 travelers as program is very much an |evaluates the year
(VIC) Staffing and compared to the previous year of 31,789 |outreach program to and compares with
Distribution Assistance versus the previous year. This is a 14% support our rural tourism | the two previous
Program in FY 1994. The increase over the previous summer and ~ |community partners, we |years in their
program was designed to we had only nine VICs versus ten the prior |continue to see completion report
i i aid smaller chambers or ar. enthusiastic appreciation |due in our office in
Marketing | VIC Funding/Staffing Yes organizations that are not ® http://scholarworks.umt.edu for and a near capacity  |September. Our $35,50000 | No  |2014 VIC Visitation Report.pdf
Support ISignage directly funded by the Icgiviewcontent.cgi?article=1094& use of the funds. The VIC committee
Montana Accc ion: itrr_pubs numbers of overall evaluates the
Taxand are in need of ® Airport Signage: visitors using these reports and
financial support in order to ® http://membercenter.glaciermt.com personal assistance applications.
staff their visitor center Iwp-content/uploads/2014/04/Brand- services are increasing
properly and/or find it Research.pdf which does nothing but ~ |Our airport signage
impossible to fulfill the ® http://membercenter.glaciermt.com strengthen our intentto ~ [Programis a
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increase ininquiries
received for information on
their area. The program runs
from Memorial Day to Labor
Day. Our FY 16 funding
grsr;?;;n; cv:léuggc{(\jnde continue this program
$4,000/VIC for staffing and yeartoyear.
up to $500/organization for Airport Signage: In-ransit
postage assistance) for messaging increasingly
qualifying organizations. is becoming import to
. . travelers. While many
;rjhgiiysgﬁlg g;z?g ngko i ha_ve determined their combined effort
International Airport offer primary plans such as focusgd on
Glacier Country an ) where they are staying prgnd|ng and
opportunity to capture the Iwp-content/uploads/2014/04/Skift- and polemla\]y what _|visitor services so
. - n-Adobe-Trend-Report-Travel-Brands- general activities they will | quantifiable
audience of business and H ! e
personal travelers in an in-a-Multi-Screen-World.pdf do, filler-type dgtan; like melhod; of
where to eat, nightlife and | measuring success
uncluttered atmosphere as what the locals like to do |are difficult to
they disembark from their are determined in-route. |determine.
flights. Both airports provide Our visitor senvices. : .
signage where all baggage always noted in our'
is retrieved. These two signage and ads, quickly
airports combined had over gnag d
half a million travelers provide the traveler
deplane. That is a significant valuable resources (o use
P g
should they desire to do
number of travelers we have s
exposure to allowing us to .
brand our region and
advertise our in-transit
traveler services helping to
welcome them to Western
Montana's Glacier Country.
We have over 12
sessions currently
scheduled in our
region with our
funding helping to
offset the cost of
® htp:/mww.prweb.com/releases/customer these to those who
Glacier Country continues to Iservice/prweb10190950.htm Customer service wish to attend.
support Montana Office of o hitn: e .
I, \ttp://hbr.org/2010/07/stop-trying training provides valuable
Marketi Z%lg';:: ?;p emOaSt (@ka. to-delight-your-customers/ar/1 tools and skills helping ~ |Our overall plan to Superhost FY 2014 Final
Suppor nng Superhost Yes statewi ds'mlﬁﬁ;‘ and ® http://membercenter.glaciermt.com provide positive measure success $5,000.00 No Rezurt.pdf
hospitality raining program Iwp-content/uploads/2014/04 experiences. is the continual
: ISkift14Trends2014.pdf growth and
success of this
program and the
number
communities who
host it and people
who participate.
Glacier Country's agencies Good marketing support
of record work closely with from professionals who
us on many facets of our live and breathe various
marketing plan from strategy components of
and implementation to ® http://membercenter.glaciermt.com marketing, development, |Success on our
tracking and analysis. Their Iwp-content/uploads/2014/04 i ttation and igns and
staff works thoroughly with IAMA-Marketing-Strategy-Article.pdf evaluation helps us marketing efforts
Marketing i Glacier Country staff, board ® http://membercenter.glaciermt.com design an effective translates to
Support Ad Agency Senvices Yes of directors, partnering Iwp-content/uploads/2014/04 marketing plan and successful planning $110,000.00 Yes
organizations and agencies [Skift14Trends2014.pdf develop a creative and  |support.
to analyze current problems effective message
and opportunities as well as ensuring maximum
our past efforts and their efficiency in the project
effectiveness. planning and evaluation.
!j;’;z‘;t”g Opportunity Marketing $2,00000 | No
Marketing 1 3 Vventures $100,00000 | No
Support
Success of this
phase of our
overall planis
ultimately
® Printusage in travel planning has risen measured when
close to 50% of American leisure travelers the tools we
and the use of DMO print visitor guides provide are utilized
has risen to just over 20%. While this rise and the visitor
may not signal any longer term trend there begins to make
is clearly no evidence of a long term reservations for
decline in print or DMO guide usage. The call center handles  |their Western
A strong promotion plan According to the State of the American  |all inquiries including Montana vacation.
must be supported by a Traveler, an independent research report  |trade show leads,
well-rounded and by Miles Partnership, print has consistently | electronic inquiries, print |In FY 2014, our call
professional telemarketing shown strength and even slow growth in reader senvice, regular  |center managed
and fulfillment strategy. Our print usage over the last five years. mail, email and instant | just shy of 140,000
advertising and promotion ® Despite 72%+ of Millennials using messaging. The telephone, mail,
efforts are meant to smartphones in trip planning (vs. only 26% |web-enabled call center |reader service,
inspire/orient and our of Baby Boomers) they are just as likely to |also provides various email, instant
telemarketing fulfillment use print overall, almost as likely as Baby |electronic fulfillment message chat and
strategy is meant to orient Boomers to order an official print guide pieces to supplement the |digital inquiries
and help facilitate a visitor's and more likely to visit a DMO website. travel guide for our (-7%). Our
vacation. It must be readily Multimedia—indeed, “Masses of internet based webpages had
available, visually appealing, Media"—is critical for reaching and customers. The database |over 1,100,000
authentic and full of valuable, engaging with younger US travelers. State |is used to eliminate unique visitors
accurate information. Our of the American Traveler, Miles duplicate orders and (+9). We also
o strategy consists of a Partnershi provide a distributed
Vakelng | g imentTelemarketing |ves web-enabled call center o The .mponpance of live travel counseling | comprehensive, targeted [150,000 print ravel $153,00000 | No |2014-2015 Call Center-Webpage
pport " . Report as of April 2015.pdf
manned by travel counsel continues to be relevant. All generational |database to power direct |guides and had
experts who live in Western targets are still using DMO live assistance |mail, email and over 53,000
Montana, an easy to find ata healthy pace. relationship marketing. |interactive guide
and navigation friendly O 19.2% of Millenials The call center and our ~ |Visits. While
website and a print travel O 18.4% of Generation x contract guide inquiries decrease,
guide with an online tablet O 22.0% of Baby Boomers distribution service work | our online
friendly version as well. The ® http:/mww.milespartnership.com/library together to ensure inler_actiun
print guide is used to fulfill Ithe-state-of-the i Kt I d efficiency and |continues to
inquiries and is distributed july-2014 effectiveness of increase. We have
across Montana and Alberta ® http:/Aww.milespartnership.com distribution. They seen no decrease
via a contract service. We Iwp-content/uploads/2014/07/State-of-the- |dispense consumer indemand for our
work very hard to tie all our American-Traveler-FINAL- travel guides ina timely |print guide — even
efforts together ina Web-version.pdf manner and maintains | seeing our
cohesive manner. ® Glacier Country’s own surveying has inventory control of the | inventory
shown over 60% of inquiries via telephone |guides. completely
and email to the call center do visit the depleted a month
region within 18 months. or two prior to the
® http:/mww.destinationmarketing.org new guide arriving.
Iblog/r h Is-official-visit We are also
guides-valuable-also-deliver-high-value- starting to see a
visitors significant increase
in our tablet friendly
guide. InFY 15, the
unique views have
increased 21%.
We plan to use several ®  http:/Avww.witc.org/research/ Research always plays a |Our
Marketing sources of research to aid ® hitp://membercenter.glaciermt.com major role in what we do |accomplishment
Support Research Yes us to plan and strategize our Iwp-content/uploads/2014/04/2014- whether it assures our  |depends on the $10,000.00 | Yes
promotion efforts. We travelers-road-to- planning efforts are on  |success of the
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measure and analyze data
from our past and current
efforts as well as look to
professional individuals and
organizations such as
Montana Institute for Tourism
and Recreation Research,
Destination Marketing
Association International,
American Marketing
Association, Skift, Google
and others.

To support the often tenuous
task of researching and
qualifying our travel media,
we use Cision. Cisionis a
media database that helps
us find the right journalist or
outlet and their preferred
contact method all in one
search thus providing us
information to target travel
and tourism influencers. This
valuable service is a “who’s
who” of today’s top
influencers and allows
enables us to align our pitch
with a media outlet's
editorial calendar.

decision_research_studies.pdf

® http://membercenter.glaciermt.com
Iwp-content/uploads/2014/04
[Skift14Trends2014.pdf

targetorifitisin
analyzing how our efforts
are performing. Making
sure we have the right
data, statistics,
personnel/consultants
and tools is key to
Glacier Country's overall
success.

tourism industry in
Montana as a
whole and solid
research, statistics
and reports
methods help us
stay on track.

Cisionis valuable
research to find
media information
and target our
pitches thus
assisting us to
make well
educated
decisions on
media efforts.

Glacier Country produces
various print collateral
materials such as an 8.5" x
11" four color one-sheet that
highlights information within
our brand pillars. These
pieces provide necessary

As part of our inspiration
and orientation to
increase
group/Iinternational

We will gauge the
number of

the audience and be
something useful and/or of
desire enough that it will be
kept and used.

P
IAMA-Customer-Relations-Article.pdf

it audience appropriate?
Is the price appropriate?
Is it of quality? Is it
something that will not
end up inthe garbage or
junk drawer at home?

wearing it. tems
that are creative
and unique
represent Glacier
Country Montana —
authentic and
memorable.

® Our inspiration/orientation/facilitation I/meetings and one-sheets and
|nform‘at|on ::jr groulp four nd model lends credence to the importance | conventions travel, print ~ |collateral pieces
operanciirs a \ meel |n?s a of trust and relationship building in collateral provides distributed at
cora/em or;s p‘avnne‘rs bo' converting travel interest to bookings. breathtaking, iconic various events
ma. e the efls’:/c:n tc; "nvgv Providing beautifully produced printed imagery and information |throughout the
€Ir groups to Montana. We collateral helps maintain a professional needed to plan a trip. fiscal year. While
also produce other print N : .
collateral as necessary, all presence and position Glacier Country as we don't have hard
Marketing g the premier Montana destination. Producing a low cost yet |data inregard to 14-GCT-0107
Support Printed Material Yes four color and fully ® http://monitor.icef.com/2013/10 effective piece that bookings, our $2,000.00 No TourOpOneSheet_FIT_Print.pdf
integrating the Montana i i int-collateral-with-onli i
brand pi other efforts |accc n
rand. marketing/ is extremely effective. properties share
o ® http://membercenter.glaciermt.com their occupancy
Print material is useful in N
ma criaisuentin Iwp-content/uploads/2014/04 We measure this by the | rates, which
ny ways; it is physical, it " " . n "
; /Connect_Magazine_Intimacy_of_Print.pdf |number of copies directly
hangs around, it adds distributed and ]
legitimacy, itis a great istributed and overal corresponds to our
J o : effectiveness of the outreach efforts.
convﬁrsa(lllon StaW:gr‘ it 5 campaign or effort it was
reaches those aren't created to support.
Internet sawy (or even
connected in any meaningful
way) and it drives business.
Over the past couple
years we have had a
cooperative program
(only available to the
As a continuation of CVBs and TBIDs in our
cooperation and region) which provides
collaboration with our bed up to half of the yearly Participatin
taxand TBID funded subscription cost of the ar!nefs willgsu y
partners, we plan to online group RFP P PP’
- . . U ayearly report of
participate and offer service. This service is
. . . . . " how they have
assistance via partner The economic value of a single RFP being essentially a database of
- PN . used the system(s)
programs. Continuing to awarded to one of our participating partners far thousands of meetings .
Marketing foster strong partnerships | exceeds the extremely low amount invested inthis |and events coordinated  |©° include the
Partner Support Yes P P v number of bids $5,000.00 | No
Support and find new ways to program. y i
they have received
collaborate on efforts is not organizations/businesses or submitted and
only outlined in the Montana who book them in also any business
Strategic Plan for Tourism different locations not bookezyas a result.
and Recreation but is part of only domestically but :
Glacier Country's mission internationally. DMOs can
statement. mine the database for
events matching their
product and allow them to
view and submit RFPs to
host the events.
Outside of
Promotional items if monitoring how
: done properly can be many items we
Glacier Country plans to distribute, where
extremely effective in o
puvchase custom - ‘true” success
romotional items we can building brand comes into play is
p N : awareness and building .
hand out to our trade ® http://membercenter.glaciermt.com relationships. We puta having someone
operators and press at Iwp-content/uploads/2014/04/AMA-Brand- ps. put mention how much
" great deal of thought into
group and FIT shows as well Awareness-Article.pdf h I they like it and
Marketing P tional It Ye as some leisure shows. All ® http://membercenter.glaciermt.com the ‘(e,)ms we select If“ seeing someone $7,500.00 N
Support romotional ftems es items will be appropriate for i \ads/2014/04 useful? Is itonbrand? Is | Gy Gt o e °




WebGrants - State of Montana

The strategy of Glacier
Country's internet
development program is to
grow traffic to the website by
finding new visitors as well
as giving past visitors a
reason to come back and
visit the site periodically for
new and interesting vacation
ideas. Our agencies work
together to make sure
Glacier Country's website
matches our print and other
electronic media as well as
creates an appealing place
for web visitors looking for a
Montana vacation. This is
achieved through consistent
rotation of copy and
photography to reflect the
many experiences visitors
can have in Glacier Country.
The website needs updating
regularly to reflect the latest
events, additions of new
content and general updates
to keep up with the latest
technologies and marketing
mediums. Our webpage is a
constantly evolving tool.

Glacier Country will continue
to focus daily on the core
Glaciermt.com website in
terms of content updates,
content expansion,
photography, security
updates and a host of tasks
to maintain fresh and
engaging content and
access to visitors. In
addition, we continue to
expand digital page and

http://membercenter.glaciermt.com
Iwp-content/uploads/2014/04
IAMA-Website-Article.pdf

http: com

/wp-content/uploads/2014/04/AMA-Blogs-
Article.pdf
http://membercenter.glaciermt.com
Iwp-content/uploads/2014/04/2014-
travelers-road-to-
decision_research_studies.pdf
http://membercenter.glaciermt.com
Iwp-content/uploads/2014/04/The-Rise-
of-the-Silent-T...pdf

http: com

Itis imperative we
provide thoughtful,
intuitive navigation
systems for people to
move about our site in
finding information to
help them plan their
vacation. We believe our
overall efforts are
directing more and more
traffic to i com,

/wp-content/uploads/2014/04/skift-

its microsites and

InFY 2014,
www.glaciermt.com
received
1,100,000 unique
visits and we are
seeing a 3%
increase in FY
2015. We continue
to add tools that
not only allow but
encourage content
primarily published

these professionals. When
possible we will obtain
permanent or long-term
unlimited usage rights for
images.

We had planned to explore
our strategic options for
digital asset management
last year but planto do so in
the next year. As the number
of digital assets and
services we employ
continue to grow and
diversify, our need to have a
flexible and multi-facetted
tool to store, manage photo
and video rights and
organize these images
increasingly becomes more
challenging. We require a
service that helps our public
relations and marketing

http://membercenter.glaciermt.com
Iwp-content/uploads/2014/04/Online-
Video-Strategies-...pdf

the last several years.
We consider this service
to highly effective and
plan to continue to use it
butin order to ensure we
are using the most
effective and efficient tool
for managing our digital
assets, we plan to
explore and potentially
move forward with
another option should it
meet our long term
overall needs and be
more cost efficient.

branding effort
using not just good
photography but
great photography
to tell our story.

Marketing Website/Internet Yes content focus to reach our peak-experiential-traveler-report1.pdf branded content sites by users, not direct $80,000.00 Yes 2014-2015 Call Center-Webpage
Support Development/Updates niche markets. As part of ® According to resulting in more employees or T Report as of April 2015.pdf
our overall integrated http:/Aww.milespartnership.com inquiries and more partners of Glacier
webpage strategy, we Iwp-content/uploads/2014/07/State-of-the- |visitors to Western Country. We
continue to build out new American-Traveler-FINAL- Montana. Glacier continually monitor
niche content sections for Web-version.pdf: Country's site provides a |traffic and evaluate
group segments and new ® Destination Marketing Organization wide variety of products, |weekly our efforts
projects our new B2B blog Website Usage trips and lodging options. |adjusting as
and social media O Millennials 34.7% Itis our goal to continue  [needed to
integration. O Generation X 31.1% to make it current, maximize
O Baby Boomers 30.1% intuitive, logical and effectiveness and
Mobile continues to be a ® Accessing Traveling Planning Information |consistent. efficiency.
huge focus with the O Millennials 50%
additional ime needed for O Generation X 34%
responsive technologies © Baby Boomers 19%
across current and
emerging smart devices
such as phones, tablets,
video gaming devices,
smart televisions, smart
watches and anything else
that pops up during the year
thatis used by our visitors to
acquire our content.
Our top pages for visitors
consistently focus on
activities with Things To Do
atop page almost each
month of the year. Unique
content such as our Going-
to-the-Sun Road widget,
campgrounds, camping and
scenic byways pages have
all delivered healthy traffic
growth as trend through the
current marketing year.
This budget provides for
production, maintenance
and enhancement of Glacier
Country's primary, mobile
and microsites.
Glacier Country continues to
use professional
photographers to capture
seasonal images allowing
us to promote our area
visually. The images
represent Glacier Country Our current asset
through stunning management system
photography with an allows us to catalogue
emphasis on ‘people in and search with
place’. Over the years, we keywords and thumbnail
have acquired a great deal previews. Each asset
of professional video withits caption
footage via value added information can be
opportunities with video/film delivered in multiple
projects we have assisted formats so the right file, in
with., the right format, is New imagery
instantly available for allows us to
Our photo acqisition internal and external use. resent a fresh
strategy is to either contract ® http:/mww.emeraldinsight.com To date, we have IF:mk for the reg
. : . it gion
for custom images via photo ljournals.htm?articleid=1937277 approximately 4,000 resulting in
shoot(s) with a professional ® http i com assets with long-term cost
photographerh Iwp: rads/2014/04/skift- several hundred more to savings. Itis also
where Glacier Country owns k iential-travel rtl.pdf be and imponaﬁ for us to
Marketing Digital Asset the rights to the images or to ® http://membercenter.glaciermt.com ) categorized. The online continue our effort
Support Management/Aquisition Yes acquire nghqgmanag‘ed /wp-con_lent_/uploads/2014/04/The-Rlse- photo rr_uanagement tool, 1 be on brand with $56,000.00 No
images already obtained by of-Destination-...pdf CleanPix, has met all Montana’s overall
. these needs and more
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efforts to organize, store and
deliver all our marketing
collateral or media assets,
such as pictures, logos and
videos. It needs to be easy
to use, immediately
accessible and effective.

While we move forward
building a robust digital
asset library and
management system, we
find itis time to have all our
video formally and
professionally catalogued
thus allowing us to access
our video making it easier
for us to create interactive
media to help visitors
become inspired and orient
themselves to Western
Montana’s Glacier Country.

visitors. We will continue to
have an updated crisis plan
that can be implemented if

and when necessary.

identified crisis
management team and
plan that can handle
these situations.

of a visitor then we
have been
successful.

® hitp://membercenter.glaciermt.com
Iwp-content/uploads/2014/04
IAMA-Pubnlic-Relations-Article.pdf
® http://membercenter.glaciermt.com
Iwp-content/uploads/2014/04
IAMA-Customer-Relations-Article.pdf Ultimately a
® http://membercenter.glaciermt.com successful publicity
Iwp-content/uploads/2014/04 program comes
Glacier Country has a IAMA-Demand-Generation-Article.pdf down to earned
PR/Communication ® http://membercenter.glaciermt.com Many of our programs media, circulation
Manager who develops, Iwp: »ads/2014/04/AMA-Social-|work together to support  |within that media,
manages and monitors our Media-Montoring-Article.pdf each other. Inthe consistency and
publicity, communication ® http://membercenter.glaciermt.com example of advertorials, |quality of voice and
and social media projects Iwp-conter 014/04/AM, ial-|our publicity manager  |tone, strong
and programs. We see Media-Article.pdf works with our agency of |messaging and
greatimprovement in our ® http://membercenter.glaciermt.com record to provide content |strong
. . publicity and social media Iwp-content/uploads/2014/04/AMA-Viral-  |that complements the ad |relationships with Y ot
Publicity I\PAeags::g(Pubhclly Yes efforts each year with strong Marketing-Article.pdf placement in a particular {media. In FY 2014, $55,000.00 No Essgﬁgirgﬁr»"gﬁgggw; pdf
growthin all areas. We plan ® http://membercenter.glaciermt.com magazine. We also field |Glacier Country :
to continue our current Iwp-content/uploads/2014/04 media and consumer had a regular
efforts as outlined while also [Skift14Trends2014.pdf requests through our earned media of
setting aside some ® http://membercenter.glaciermt.com social media channels, |$1,439,707 witha
resources allowing us to be Iwp-content/uploads/2014/04/Skift_Social- | specifically facebook, circulation of
flexible and responsive. See Media-Tourism-Symposium-2014.pdf instagram and twitter. 175,428,592. All
attached job description. ® http://membercenter.glaciermt.com media we report
Iwp-content/uploads/2014/04 are efforts our
Iltourismsocialmedia-comm427.pdf organization had
® http://membercenter.glaciermt.com direct contact with.
Iwp-content/uploads/2014/04/Social-
Media-Customer-Se...pdf
® http://membercenter.glaciermt.com
/wp-content/uploads/2014/04/skift-
peak-experiential-traveler-report1.pdf
In addition to
: . . consumer focused
G\aclerc_oumrvall continue outlets, we also
to work with members of the work with book
media to tell the many ® http://membercenter.glaciermt.com Ultimately a successful
authors and trade
stories of Western Montana. Iwp-content/uploads/2014/04 publicity program comes ublications. We
This will be done through IAMA-Pubnlic-Relations-Article.pdf down to earned media, ;’ g
. " y y n . o nd having a strong
proactive and reactive press ® http://membercenter.glaciermt.com circulation within that ublicity program
Visits to our region to Iwp-content/uploads/2014/04 media, consistency and P ty prog FINAL E: d
Publicity PressTrips Yes provide these storytellers IAMA-Demand-Generation-Article.pdf quality of voice and tone, strengthens our $60,000.00 No \L Earne
. ; A marketing effort Media_FY1314.pdf
with a first-hand experience ® http er com strong gand o4 brings
of what Montana has to offer. Iwp-content/uploads/2014/04/skift- strong relationships with exceptional value
We wiII_ho;!»group visi‘ls, as peak-experiential-traveler-reportl.pdf media. and return on
well as individual media investment for
Visits. .
overall promotion
program.
This year, we plan to, Ultimately a
again, hosting media successful publicity
outreach trips that will program comes
allow us to bring Montana [down to earned
to various target markets |media, consistency
y . and ensure members of |and quality of voice
Media relationships are an © http/imembercenter.glaciermt.com the media in those and tone, strong
. " Iwp-content/uploads/2014/04
important part of telling our h ! - markets are armed with | messaging and
Montana story. Through /AMA-Pubnlic-Relations-Article.pdf accurate informationon |strong
o ) ® http://membercenter.glaciermt.com - " . .
media blitzes and press /wp-contentuploads/2014/04 Western Montana. This  |relationships with
Publicity Press Promotions/Media Yes outreach, we are able to JAMA-Demand-Generation-Article. pdf past year we hosted media. We track $6,000.00 Yes
Outreach have face-to-face meetings o hitp:/imembercenter.glaciemt con; three media events — our efforts via our '
with members of the media /wp;conlem/upluads./ZOMIOA/ékift- Chicago, Seattle and earmed media
in specific markets. eak-experiential-traveler-reportL pdf Portland. The media report that tracks
P X portL.p participation at these all editorial
events was extremely exposure by month,
successful and we have |event/activity it was
built solid media interest |attributed to, the
in Western Montana from |earned ad value
each one. and circulation.
Being prepared for
o gestser e e .
A . imperative. Itis important |
crisis management in place ial actionable strategy
to ensure we are ready to fo map out p“'ef‘"a can help mitigate
negative scenarios and
share a clear, concise and ® http:/A h the negative overall
: : v , |have a PR plan for each :
Publicity Crisis Managment Yes accurate message with our et PEPET lone. We have an ravel experience $1,000.00 | No

$1,588,000.00

Marketing Method Budget

Marketing Segment Marketing Method Bed tax funded budget Non bed tax funded budget

Consumer Print Advertising $103,000.00 $0.00
Consumer Online/Digital Advertising $240,000.00 $0.00
Consumer Electronic Adv - Newsletter, E-blast $30,000.00 $0.00
Consumer Travel/Trade Shows $10,000.00 $0.00
Consumer Webpage Marketing/SEO/SEM $87,000.00 $0.00
Consumer Sweepstakes $3,000.00 $3,000.00

$473,000.00 $3,000.00
Group Marketing Group Marketing Personnel $48,000.00 $0.00
Group Marketing Travel/Trade Shows $42,000.00 $0.00
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Group Marketing Fam Trips $20,000.00 $0.00
Group Marketing Online/Digital Advertising $10,000.00 $0.00
Group Marketing Print Advertising $5,000.00 $0.00
$125,000.00 $0.00
Marketing Support Administration $280,000.00 $50,000.00
Marketing Support TAC/Governor's Conference meetings $2,000.00 $100.00
Marketing Support Professional Development $15,000.00 $200.00
Marketing Support DMAI $5,000.00 $200.00
Marketing Support VIC Funding/Staffing/Signage $35,500.00 $0.00
Marketing Support Superhost $5,000.00 $0.00
Marketing Support Marketing Plan Development $110,000.00 $10,000.00
Marketing Support Opportunity Marketing $2,000.00 $0.00
Marketing Support Joint Ventures $100,000.00 $0.00
Marketing Support Fulfillment/Telemarketing $153,000.00 $0.00
Marketing Support Research $10,000.00 $3,000.00
Marketing Support Printed Material $2,000.00 $0.00
Marketing Support Partner Support $5,000.00 $0.00
Marketing Support Websi et D Jpdate: $80,000.00 $24,000.00
Marketing Support Digital Asset Management/Aquisition $56,000.00 $0.00
Marketing Support Promotional tems $7,500.00 $0.00
$868,000.00 $87,500.00
Publicity Marketing/Publicity Personnel $55,000.00 $0.00
Publicity PressTrips $60,000.00 $0.00
Publicity Press Promotions/Media Outreach $6,000.00 $500.00
Publicity Crisis Managment $1,000.00 $0.00
$122,000.00 $500.00
$1,588,000.00 $91,000.00
Miscellaneous Attachments
File Name Description File Size
ITRR 2013 Non-resident Expenditures-GC.pdf (163 KB) ITRR 2013 Non-resident Expenditures for Glacier Country 163 KB
ITRR Visitor Characteristic Report 2014-GC.pdf (669 KB) ITRR Visitor Characteristic Report 2014 for Glacier Country 669 KB
MASTER FY15 Media Plan DIGITAL (10-14-2014).pdf (43 KB) FY 2015 Consumer Online Digital Media Plan including Joint Ventures - as of 10-14-2014 43 KB
MASTER FY15 Media Plan PRINT (10-14-2014).pdf (89 KB) FY 2015 Consumer Online Print Media Plan including Joint Ventures - as of 10-14-2014 89 KB
Reg/CVB Required Documents
File Name Description File Size
2015 March 10 Board Meeting Minutes.pdf (58 KB) Board minutes approving marketing plan narrative and budget. 58 KB
FY 2016 Required Documents.pdf (99 KB) Required document file with signatures. 99 KB




