Region/CVB Marketing Plan Presentations
Tentative Date: June 8-9, 2020 – Helena, MT

FY21 MARKETING PLAN PRESENTATION GUIDELINES

Please Note: These guidelines have been created to assist Montana Tourism Regions and CVBs as you prepare your marketing strategies in response to the industry-wide impacts of COVID-19. In order to provide the information necessary to help your FY21 marketing plan be positioned for approval, please keep the following in mind:  
· Should restrictions still be in place or the Department of Commerce deems it necessary to cancel an in-person meeting to prevent the spread of COVID-19, FY21 marketing plan presentation may take place virtually. This contingency would only apply for FY21 presentations and partners should expect a return to in-person presentations in the future. 
· Acknowledging that tourism industry projection models change daily and that budgets and strategies may continue to shift on into at least Fall 2020, the following guidelines aim to help you build a marketing plan with built-in flexibility in order to respond to variable bed tax collections and shifting strategies
· In anticipation of more frequent requests for changes to FY21 marketing plans and budgets, the TAC marketing committee recommends that Regions and CVBs be prepared to present a revised plan later in FY21 (date TBD). This will help DOC expedite TAC review and approvals of any new marketing methods or budget increases.


PRESENTATION DETAILS
· Format: To Be Announced
· Time Allotment: 10 minutes per presentation
· Presentations should cover the following:
· Brief overview of COVID-19 impacts to tourism in your region or CVB and how this impacts your product?
· How are you collaborating with tourism partners to stay up to date, combine resources and identify cooperative strategies?
· What research and data informed your budget projections and allocations?
· What research and data are informing your (shift in) strategies? 
· What are your metrics for success?
· Contingency Planning:
· If collections are higher than projections indicate where do you plan to allocate new funding? 
· If collections are lower than projections indicate where will you reduce budgets and/or change your marketing methods?
· Important: What FY20 projects and budgets will rollover into FY21?
· Pie Chart illustrating what percentage of your bed tax budget is being used in each marketing segment. (Example: 5% to social media, 10% to Print Advertising, 35% to digital advertising). Do not forget to include admin expenses. 
· Remember, all marketing plans have been reviewed prior to the meeting.  What can you visually expand upon that you couldn’t in the written plan

Please find a SUGGESTED outline for your presentation below:

Sample Region Presentation Outline:
1. This is ____ Country and these are these are the impacts to the tourism industry observed in our region as a result of the COVID-19 epidemic:
a. Quantify/estimate the reduction in visitors
b. Provide basic information on travel restrictions in your area including restrictions to parks, recreation areas, venues and other attractions
c. What major events (conventions, conferences, festivals, concerts, sports competitions, etc) have been cancelled or postponed? 
d. Other significant impacts unique to your region.
2. We are providing assistance to the CVBs in our region in this way ____.
3. We are using these ____ research and data sources to help guide our revenue projections and budgeting. 
4. We are using these ____ research and data sources to help guide our marketing strategies. 
5. Success of our marketing strategies will be measured by ____ (provide metrics).
6. We put these ____ FY20 programs on hold and have $____ in rollover funds for this project to continue into FY21. 
a. If applicable: FY20 funds intended for ____ will now be diverted to help with these ____ FY21 marketing methods ____
7. Our budget is ____ and we will spend it on these methods (pie chart)
a. We estimate additional funding from ____ in the amount of approx. ____ (not required)
b. If collections are less than projected, we will adjust our budget and methods in this way ____
c. If collections are more than projected, we will adjust our budget and methods in this way ____
8. Questions, feedback from TAC, other organizations

Sample CVB presentation outline:
1. This is ____ CVB and these are some of the unique challenges in our city/area amidst the COVID-19 crisis:
a. Example of at risk property, business, event 
b. 
2. We are collaborating with our Region/MOTBD in this way ____.
3. We are using these ____ research and data sources to help guide our revenue projections and budgeting. 
4. We are using these ____ research and data sources to help guide our marketing strategies. 
5. Success of our marketing strategies will be measured by ____ (provide metrics).
6. We put these ____ FY20 programs on hold and have $____ in rollover funds for this project to continue into FY21. 
a. If applicable: FY20 funds intended for ____ will now be diverted to help with these ____ FY21 marketing methods ____
7. Our budget is ____ and we will spend it on these methods (pie chart)
a. [bookmark: _GoBack]We estimate additional funding from ____ in the amount of approx. ____  (not required)
b. If collections are less than projected, we will adjust our budget and methods in this way ____.
c. If collections are more than projected, we will adjust our budget and methods in this way ____.
8. Questions, feedback from TAC, other organizations









