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Presentation Notes
ITRR was established 31 years ago (1987) to conduct objective research in tourism and recreation.  ITRR is housed in the W.A. Franke College of Forestry and Conservation at The University of Montana-Missoula.

Majority of funding comes from 2.5% of the statewide bed tax.  Other funding for ITRR comes from research based on outside contracts and projects awarded to the Institute



ITRR provides citizens, leaders and policy makers with
objective tourism and recreation research essential to

making informed decisions for advancing Montana’s
economy while sustaining its natural resources.

Areas of Research
Economic Impact of Nonresident Travel
Visitor Characteristics and Expenditures
Social and Environmental Impacts of Tourism
Regional and Community Tourism Planning and Development
Niche Market Studies
Outdoor Recreation
Travel and Recreation Yearly Outlook
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Presentation Notes
The role of ITRR is to provide citizens, leaders and policy makers with objective tourism and recreation research essential to making informed decisions for advancing Montana’s economy while sustaining its natural resources.  

A 13+member governor appointed Tourism Advisory Council is legislatively responsible for approving all the bed-tax funded research projects.  

Areas of Research
Economic Impact of Nonresident Travel
Visitor Characteristics and Expenditures
Social and Environmental Impacts of Tourism
Regional and Community Tourism Planning and Development
Niche Market Studies
Outdoor Recreation
Travel and Recreation Yearly Outlook
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Presentation Notes
ITRR functions in the following ways:

Scientific - Research conducted for the purpose of contributing towards science by the systematic collection, interpretation and evaluation of data and that, too, in a planned manner is called scientific research.  Scientific research is the research performed by applying systematic and constructed scientific methods to obtain, analyze, and interpret data.

Unbiased - having no bias or prejudice; fair or impartial. Having an expected value equal to a population parameter being estimated. an unbiased estimate of the population mean.

Ethical - An institutional review board (IRB), is a type of committee that applies research ethics by reviewing the methods proposed for research to ensure that they are ethical. All university research is required to go through this review process. 

Theoretical research - Theories are formulated to explain, predict, and understand phenomena and, in many cases, to challenge and extend existing knowledge within the limits of critical bounding assumptions. The theoretical framework is the structure that can hold or support a theory of a research study.  

Applied research -  refers to scientific study and research that seeks to solve practical problems. Applied research is used to find solutions to everyday problems. One might say that the goal of the applied scientist is to improve the human condition.
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Academic Mind Practitioner Mind

Do | have the right 1. Universities have tons
student for the of students to choose
project? from.

. What theoretical 2. Thisis applied
framework will work? research...not theory.

. A Ph.D. will need at 3. | need the report in
least 2 years to about 2 months.
conduct the study. 4. What is the best (or
Best methodological easiest) method to get
approach to this study it done fast?

IS weas
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Academic Mind Practitioner Mind

5. Write the proposal 5. I know what | want
with budget. and how much money.

6. IRB (Institutional 6. Let’s have the board of
Review Board) will directors go through
take about ‘X’ weeks the survey instrument.
to approve. 7. We’re ready. What’s

7. Send proposal to taking you so long?.....

campus research office i
and set UPp @S a NEW i,
project (couple
weeks).
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10.
11.
12.

13.

14.

Academic Mind
Train student(s)
Collect data
Clean data
Analyze data

Write report and send
to client

Rewrite report to

make it less academic.

Write it for an
academic journal
article.

10.
11.
12.

13.

14.

Practitioner Mind
Waiting
Waiting
Waiting
Waiting
Report is too hard to
read and understand...

Board reviews report
and OKk’s it. Yes!

What? You can send
our information out to
others?
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Presentation Notes
Every research we do needs to be defendable!  That means our methods and analysis will make it through any and all scrutiny.  


ITRR — Research Lens

e Research Retreat — identify issues
 Annual research requests

e Review and approval by TAC Research
Committee and the full TAC



Presenter
Presentation Notes
About every 5 years, ITRR has a research retreat with the TAC research committee and Office of Tourism and Business Development to identify the needs for research at a theme-like level.  The most recent one in 2013 identified 5 themes.  Perhaps these themes need some tweaking in the near future.  However, they have served us well.  

These themes have generated research idea for ITRR as well as areas that MTOTBD could assist the industry. 
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Measurement (possible research questions as stated at the research retreat):
A deep dive into tourism jobs: percent of part time and seasonal, average salary, proprietors, career professional.  Do seasonal employees become TSEMS (traveler stimulated entrepreneurial migrants) as opposed to “amenity migrants?”  Who then drives the economy?
Deep dive into tourism related businesses; percent in each community, number of employees, tax contribution.
What percent of the total economic benefits from tourism to the state is attributable directly to National Forests?
How much did you spend on locally-made mementos from your trip?
What would Montana be without all the public lands? 
How do we better quantify resource-based benefits (economic) of tourism industry?  How would you place these in order of importance to the local economy for tourism money: hotels, restaurants, gas stations, retail stores, events, local attractions, transportation?
What did you buy as mementos of your trip?  
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Conservation (possible research questions as stated at the research retreat):
What are the visitor’s perception of, and primary use of public wildlands?
How do we gain political capital to help communities integrate tourism while sustaining community authenticity and resource protection?
What are visitor perceptions of crowding/opportunities for solitude at different sites or attractions? Do they feel they are able to experience sights, sounds, or smells of nature?
Do residents and visitors think the same when it comes to environmental sustainability?
Conservation of wildlife depends on public support from both residents and non-residents.  How do we gain public support for wildlife conservation from groups who have individual agendas that compete with each other?
With tax collections declining, there is a need to generate revenue to pay for the management and protection of non-game wildlife that many tourists travel to see.  It would be helpful to land managers to know how much geo-tourists are willing to pay for a once in a lifetime opportunity.
How can we increase access to recycling?
How do we disseminate geotourism: to potential visitors, to businesses to encourage behavior?  Are we delivering what we promise?  Deep dive into strategic priorities of tourism charter: develop/promote/conserve.
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Development and Education (possible research questions as stated at the research retreat):
How can the tourism industry partner with agencies most effectively?  How do we rally the industry?  How do we engage partners and potential partners?  How can retail, gas stations, and restaurants be brought into the tourism support system?
Can we look at and try to understand regional travel, especially the greater Yellowstone and crown of the continent regions?
What is the best strategy to provide consistent education to legislators and local governments?
How could tourism help Native American economic development?
How do restaurants find out this is important?  Then how do they act on that information?  How do you help restaurants to acquire local products with ease?  What percent of business comes from non-resident visitors?  How do we communicate with restaurant operators and visitors?
How do we get residents to “drink the kool-aid” about tourism benefits?
What do policymakers in Montana consider the most important aspects of tourism?  Measure legislation support of tourism, where is the disconnect?  What part does tourism play in the minds of legislators?  What data besides economic should have the most impact on the minds of legislators?  How to overcome the “service industry” mindset?
How do we generate community and political support for public land managers to shift priority funding and resources from traditional extractive industries to economic development that supports tourism related recreation industries? 
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Travel behavior (possible research questions as stated at the research retreat):
How do you find out about local arts/history/festivals or cultural offerings you attend?
How do visitors choose Montana as a destination?  How can the gateway communities get in front of those visitors prior to their trip to capitalize on park visitation?
What expectations do visitors to Montana have regarding our state when planning their trip?
How are perceptions of Montana formed?
What type of fun are visitors looking for in Montana?
Nonresident perceptions-barriers to travel (weather, distance, remoteness, cost of flights, guns, crazies, etc.) What is your perception of Montana?
Is the driving part of the experience or a nuisance?  Before trip, do people have realistic impression of travel time/distances?  After trip, positive or negative impression?  Does it affect trip quality?
What attracts visitors to select specific routes to destinations?  How extensive is intra-state tourism in Montana?  Where do Montana residents travel within the state?  Can we develop routes similar to top 10?  What percent of visitors, including Montanans, plan an itinerary, booking lodging activities in advance, versus those who just “wing it?”  What do folks want en-route to destinations?
Are nature and beauty what folks think of most when they come to Montana?  What about Montanans?  Why do they come here?
What do you expect to experience during your trip to Montana?
How does one choose one cultural experience over another?  What about our local culture makes a positive impact on visitors, what is viewed as negative?
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Promotion (possible research questions as stated at the research retreat):
We know the impact to the local economy when visitors stay an extra day.  What is the strongest incentive to increase the length of visit: events, arts and culture, packages, etc?
What technology is used in planning and on the ground?  Are people using social media?  Is advertising working using social media?
What stories of Montana’s past resonate most positively with visitors and/or residents?  Can visitors be made to care about specific aspects of Montana’s history?
How do visitors become aware of or select activities while on the fly?
What are visitor expectations for access or connectivity to electronic media?
What is the best way to connect socially with a new community when you travel?



ITRR — Research Lens

e Research Retreat — identify issues
 Annual research requests

e Review and approval by TAC Research
Committee and the full TAC
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In early September each year we send out a request for research needs/ideas to 2,900 individual emails around MT.  These are people who have been to a governor’s conference in the past or have asked us to put them on the list.  We highlight the 5 themes as areas of interest for research but ask them to send any ideas they may have. 

We get back anywhere from 20-40 ideas back.  ITRR looks them over, categorizes them, and those that are not research are listed as non-research but still available to see.  The list is then summarized and sent to the TAC research committee.  At the October research committee meeting, all ideas are discussed and voted on. When voting on the research ideas, these evaluative questions are used:

Is the study or a set of data that is required by the current strategic plan?
Appropriate expenditures for the purposes of helping craft tourism-related programs and decisions (not just gee-whiz facts but really of use in running businesses and planning for the future)
Useful to a broad segment of the tourism community not just a small slice (need to spend the money to benefit the largest number of those paying into the fund)
The recommended study and information is not obtainable another way or through other sources (data mining of what we already have, something purchase-able from a reputable group like TIA, etc.)
The study is of sufficient importance that it supersedes the studies already on the docket or those that in the past five years we agreed we need to do but would have to wait until funding, co-op or partners could be found.

The top 10 or so vote getters are then written up with an intro, purpose, objectives, methods, outcomes, and estimated cost.  These are read and voted on by the research committee in January, followed by the full TAC in February.  




Data Collection: Visitor St\g)re or

* Intercepting Nonresidents &
MT Residents

— Intercepted at
* Gas Stations
e Airports
* Rest Areas
— Nonresidents
 Demographics, travel behavior,
spending, travel routes

— Residents
e Questions rotate quarterly
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ITRR conducts year-round surveys of nonresident and resident travelers in the state.
Intercepting Nonresidents and MT Residents at Gas Stations, Airports, and Rest Areas – neutral areas where anyone who is visiting MT has a chance to be intercepted
Nonresidents 
Demographics, travel behavior, spending, travel routes
Residents
Questions rotate quarterly (travel, attitudes, recreation)
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We have 10 surveyors located around the state covering a regional area. 


iPad used to ask up-front B R—

questions k. The University of

Montana

INTRODUCTION for Gas Stations or Rest Areas: I'm from the University
of Montana doing a study of nonresident travelers in Montana. | noticed your

= license plate was from . Could | ask you a few questions about your travel
#l inMontana? (G

Nonresidents:

— 3-5 minutes
— Includes spending

Purpose of Trip (ALL Purposes)
Script: "l am going to list all of the
possible purposes for being in Montana
on THIS trip and just say yes or no to
each." (Select ALL that apply)

e Ask for participation [
in follow-up survey

Y 11 what US Sta Vacation, recreation, or pleasure

— Mailback survey

Visit friends, relatives, family event
Test

* |Incentive

Just passing through

Shopping

 Panel recruitment

ReSidentS: tripan.djustsay ;
- 1-2 minutes tops >

Of these purposes you just mentioned (replied 'yes' to), what is the MAIN purpose
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The surveyor approaches the traveler with an iPad and records basic up-front questions including where they are from, where they entered the state, purpose of their trip, number of nights in the state, and spending for the past 24 hours.  This takes about 3-5 minutes. 95% response rate.

Once the interview questions are completed, we ask the nonresident traveler if they will participate in follow-up survey which they fill out after their trip and mail it back to ITRR in a postage paid envelope.  We provide an incentive to be entered into a drawing for a $1,000 US Visa card.  We get about a 30% response rate. Finally, in the mailback survey we ask them if they would like to join an online travel and recreation research panel which allows us to learn more about travelers in Montana through monthly surveys on various topics. 



* Proportion Counts
— Highway Entry Points
— Airports
— Year-round data collection
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We MUST have proportion counts for the visitation model to be able to bring it out to the full population. 

To figure out the total number of nonresident travelers in MT, we do proportion counts at the highway borders and the airports.  On the highways, our surveyors park near the border and mark down all the vehicles crossing into the state and separate them into nonresident license plates and resident plates.  At the airports we ask each boarding passenger if they are a resident of Montana or not.  These proportions are then entered into the data set of highway traffic numbers provided by the Dept. of Transportations in MT, ID, ND, WY and the airline passenger numbers for our 7 major airports.  Our delivery of final numbers can only occur after DOT, customs, border patrol  and Aeronautics data is available to us
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It’s not an easy project to be doing all the time. Challenges include:

Changing surveyors due to quitting or our need to replace them.  We then have to Drop everything and find replacement ASAP so we don’t lose data from that part of the state.  It is time intensive to recruit, interview, hire, train.

Schedule Adjustments are constant because of Weather/road conditions; sick employees, Stations out of gas, pump issues 






Quarterly data sets

Data is weighted by entry point
and trip purpose.

Expenditure data is first delimited
to 3 standard deviations plus the
mean to account for outliers.

The mean of the delimited
expenditure categories gives us the
“average daily group expenditure.”

All data is cleaned and uploaded to
the ITRR “Interactive Data set”
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This year-round data is actually analyzed by the quarter so we can get up-to-date information out to the tourism industry.  

Data is weighted by entry point and trip purpose. This allows the data to be representative of all travelers to the state.  Total visitation is the traffic count divided by the proportion that are nonresidents of Montana. 

Expenditure data is first delimited to 3 standard deviations plus the mean to account for outliers.  
The mean of the delimited expenditure categories gives us the “average daily group expenditure.”

All data is cleaned and placed in the ITRR “Interactive Data set” for the public to be able to pull out data appropriate to their needs and locale. 
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Montana Entry Points
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Montana Entry Points

Total 2015 Groups = 5.3 Million
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Getting the Big S

avg. daily group
expenditure
(from survey data)

X
avg. length of stay

(from survey data)

X
total # of groups

(from the visitation model)

estimate of total
nonresident travel
spending in the state

Expenditure Category

Gasoline, Diesel
Restaurant, Bar

Hotel, Motel

Retail sales

QOutfitter, Guide
Groceries, Snacks

Licenses, Entrance Fees

Auto Rental

Rental cabin, Condo

Made in MT

Campground, RV Park
Vehicle Repairs

Misc. Services

Gambling

Farmers Market
Transportation Fares

verage

Daily Per

Emupu

$27.07
$25.95
$17.66
$13.48
$11.61
$10.13
$9.37
$4.03
53.88
$3.01
$1.58
51.44
50.82
$0.55

$0.13
$0.11

Estimated Total 5130.83

Allocation

by
Category

21%
20%
14%
10%
9%
8%
7%
3%
3%
2%
1%
1%
1%
<1%
<1%
<1%

Table 1 - 2016 Nonresident Traveler Expenditures’

Total
Expenditures®

'l

$636,200,000
$606,430,000
$411,750,000
$315,620,000
$262,390,000
$238,150,000
$203,980,000
$92,690,000
$88,560,000
570,300,000
$37,740,000
534,380,000
$19,130,000
$13,060,000
$3,090,000
$2,390,000

$3,035,850,000
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Presentation Notes
ITRR provides the nonresident traveler economic impact number to the public each year.  

Economic impact model = data reflective of MT’s economic structure (IMPLAN data) + travel spending totals per category, allocated to proper sectors.
Respondent descriptions of purchases inform sectors chosen in the model (e.g., retail, service)

So, for 2014, the economic impact to MT was 5.1 billion US dollars



Average Allocation
Daily Per by Total

Group™  Category Expenditures®
Gasoline, Diesel $27.07  21% $636,200,000
Restaurant, Bar $25.95 20% $606,430,000

Expenditure Category a

| .
Spending is not Hotel, Motel $17.66 14% $411,750,000
‘ Retail sales $13.48 10% $315,620,000
" the end of the Outfitter, Guide $11.61 9%  $262,390,000
| Groceries, Shacks $10.13 8% $238,150,000
sto ry, These Licenses, Entrance Fees  $9.37 7% $203,980,000
' Auto Rental $4.03 3% $92,690,000
- dollars spent Rental cabin, Condo  $3.88 3% $88,560,000
Made in MT $3.01 2% $70,300,000
‘ flow through the Campground, RV Park  $1.58 1% $37,740,000
)/ Vehicle Repairs $1.44 1% $34,380,000
| State S economy' | Misc. Services  $0.82 1% $19,130,000
Gambling  $0.55 <1% $13,060,000
Farmers Market $0.13 <1% $3,090,000
Transportation Fares  $0.11 <1% $2,390,000
Estimated Total $130.83 $3,035,850,000
2016 Economicimpact  Diret  Indirect  Induced  Combined
Industry Output $2,508,160,000 $802,020,000 $877,420,000 $4,187,600,000
Employment (# of jobs) 34,670 5,670 7,320 47,660

Employee Compensation  $797,480,000 $178,560,000 $233,820,000 $1,209,860,000
Proprietor Income  $106,470,000 $46,790,000 $38,040,000 $191,300,000

Other Property Type Income  $294,390,000 $148,410,000 $160,080,000 $602,880,000
State & Local Taxes $180,700,000
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Tools: \

What is Economic Impact Modeling?

*»* A technique that allows us to trace spending through an
economy and measure the cumulative effects of that
spending.

Why Conduct Economic Impact Modeling?
**Need is typically triggered by:

¢ Large economic events,

+»* Catastrophes

** Changes in government policy

¢ Desire to justify funding or demonstrate importance

TOURISMRECREATION RESEARCH



Tools:

The Model behind the analysis is
Input-Output (I-O)

Average  Allocation
Expenditure Category DallyPer by e

Group™® Category Expenditures™

’ . . . . " u
o f _ Gasoline, Diesel $27.07  21% $636,200,000
* Pe rm Its t h e exa m I n atlo n O I nte r Restaurant, Bar $25.95 20% $606,430,000
e e e e e Hotel, Motel $17.66 14% $411,750,000
industry relationships within an T N T
Outfitter, Guide $11.61 9% $262,390,000
e CO n O my. Groceries, Snacks $10.13 8% $238,150,000
Licenses, Entrance Fees $9.37 7% $203,980,000
Auto Rental $4.03 3% $92,690,000
. Rental cabin, Condo $3.88 3% 588,560,000
** Captures all monetary market MadeinMT $301 2% $70300,000
Campground, RV Park  $1.58 1% $37,740,000
1 b 1 d 1 Vehicle Repairs  $1.44 1% $34,380,000
transactions between industries Visc Services 082 1% $19.130000
M M M M Gambling $0.55 <1% $13,060,000
I n a glve n tl m e pe rl Od * Farmers Market $0.13 <1% $3,090,000
Transportation Fares  $0.11 <1% $2,390,000
Estimated Total $130.83 $3,035,850,000
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IMPLAN

Tools:
Key Concepts:
* Impacts: Direct, Indirect,
Induced

e Industry Output

e Employment (# of jobs)

e Employee Compensation

* Proprietor Income

e Other Property Type
Income

e State and Local Taxes
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Tools:

Key Concepts:

* Impacts: Direct, Indirect,
Induced

e Industry Output

e Employment (# of jobs)

e Employee Compensation

* Proprietor Income

e Other Property Type
Income

e State and Local Taxes
INSTITUTE FOR

IMPLAN

Direct Impact (effect)
The set of expenditures
applied to the predictive
model for impact analysis.

& 2 ¢ ! 24

Gasoline, Diesel  $27.07 21% 5636, 200,000
Restaurant, Bar 52595  20%  $606,430,000
Hotel, Motel 517.66 14% $411,750,000

Retail sales  513.48 10% $315,620,000
Outfitter, Guide 511.G: 9% 5262,390,000
Groceries, Snacks 510 B% $238,150,000
Licenses, Entrance Fees  $9.3 7% $203,980,000
Auto Rental  54.0: Y 552,690,000

Rental cabin, Condo  $3.8 $8B,560,000
Made in MT  $3.00 570,300,000
ampground, RV Park  51.5: 537,740,000
mmmmmmmmmm 51.44 i 534,380,000
Misc. Services $0.82 1! 519,130,000
Gambling 50.5 513,060,000
Farmers Market  50.1 53,090,000
ransportation Fares  $0.1 52,390,000
Estimated Total $130.83 $3,035,850,000
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Tools:

Key Concepts:

Impacts: Direct, Indirect,
Induced

Industry Output
Employment (# of jobs)
Employee Compensation
Proprietor Income

Other Property Type
Income

State and Local Taxes
INSTITUTE FOR
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Indirect Impact (effect)

The impact of local industries
buying goods and services from
other local industries. The cycle
of spending works its way
backward through the supply
chain until all money leaks from
the local economy.
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Induced Impact (effect)

The response by an economy to
an initial change that occurs
through re-spending of income
received. This money is
recirculated through the
household spending patterns
causing further local economic
activity.
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Industry Output

Output represents the value of
industry production in producer
prices. For manufacturers this
would be sales plus/minus change
in inventory. For service sectors
production = sales. For Retail and
wholesale trade, output = gross
margin and not gross sales.
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Tools:

Key Concepts:

Impacts: Direct, Indirect,
Induced

Industry Output
Employment (# of jobs)
Employee Compensation
Proprietor Income

Other Property Type
Income

State and Local Taxes
INSTITUTE FOR

IMPLAN

Employment (# of jobs)
A job is the annual average of
monthly jobs in that industry
(this is the same definition used
by BLS, and BEA nationally). Thus,
1 job lasting 12 months = 2 jobs
lasting 6 months each. A job can
be either full-time or part-time.
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IMPLAN

Tools:
Key Concepts: Employee Compensation
* Impacts: Direct, Indirect,
The total payroll cost of the
Induced

employee paid by the employer.
This includes wage and salary, all
benefits (e.g., health, retirement)
and payroll taxes (both sides of
social security, unemployment
taxes, etc.)

e Industry Output

e Employment (# of jobs)

e Employee Compensation

* Proprietor Income

e Other Property Type
Income

e State and Local Taxes
INSTITUTE FOR
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Tools:

Key Concepts:

Impacts: Direct, Indirect,
Induced

Industry Output
Employment (# of jobs)
Employee Compensation
Proprietor Income
Other Property Type
Income

State and Local Taxes
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Proprietor Income
Consists of payments received by
self-employed individuals and
unincorporated business owners.
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Tools:

Key Concepts:

Impacts: Direct, Indirect,
Induced

Industry Output
Employment (# of jobs)
Employee Compensation
Proprietor Income
Other Property Type
Income

State and Local Taxes
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Other Property Type

Income

Represents Gross Operating
Surplus minus Proprietor Income.
OPTI includes consumption of
fixed capital, corporate profits,
and business current transfer
payments (net).
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Presenter
Presentation Notes
GOS: As part of the 2003 comprehensive NIPA revision, replaced â��other value addedâ�� as one of the three components of value added. It is a profits-like measure that includes proprietorsâ�� income, corporate profits, net interest, business transfer payments, etc. GOS can be calculated as gross output less (1) intermediate inputs, (2) employee compensation, and (3) â��taxes on production and imports less subsidies.â�� (BEA)


Tools: | 12540,

Key Concepts: State and Local Taxes

Estimates taxes paid to all state
and local units of government in
the study area.

e State and Local Taxes
INSTITUTE FOR
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Presenter
Presentation Notes
GOS: As part of the 2003 comprehensive NIPA revision, replaced â��other value addedâ�� as one of the three components of value added. It is a profits-like measure that includes proprietorsâ�� income, corporate profits, net interest, business transfer payments, etc. GOS can be calculated as gross output less (1) intermediate inputs, (2) employee compensation, and (3) â��taxes on production and imports less subsidies.â�� (BEA)
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Models only work
as well as the data
you put into them.

)

Data Sources?
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Tools: Data Sources

Opt-Ins

\Adtat)_ESEiseacj P J/ ‘

Panels

Primary Data ‘ Qualtrics
Sources

Target

Email Lists | Populations
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Tools: Data Sources

NPS,USFS

Commerce -
BEA

Secondary Data

US Government

: DOT-BTS
agencies

Sources

US Census

DOL-BLS
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Tools: Data Sources

~ MDT.ITD,

WYDOT

Secondary | State |
Data Sources Government

Commerce
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Tools: Data Sources

Event
Registration

US Travel
Secondary | Other |l "ssociation
Data Sources Sources NN -

Amtrak

NEAEER
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Tools: GPS/GIS
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Name
Belgrade
Bigfork
BigSky
BigTimber
Billings
Bonner
Boulder
Bozeman
Broadus
Browning
Butte

X
-111.177
-114.08
-111.312
-109.954
-108.502
-113.893
-112.12
-111.039
-105.41
-113.013
-112.534

Y

Tools: GPS/GIS

45.77626
48.0643
45.2609
45.8341

45.784

46.87782
46.2371
45.6804
45.4447
48.5561
46.0044

1’s and 0’s are not readily useful, but....
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~ Tools: GPS/GIS
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Tools: GPS/GIS

Entry Event Agl

Otak BRC

7N ASSO0CIATES,,

INSTITUTE FOR

TOURISMRECREATION RESEARCH



Tools: GPS/GIS

SNAMSUNG

SAMSUNG

awuE T enfl] izw

Yellowstone National Park Experience Surveys

New Survey Available
Please Select

A new survey is available at your current
location. Please tell us what you think about
your experience in the park at this time.

English

Mandarin GONTINUE

Ne Treks
TOURISM&:RECREATION RESEARCH
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Tools: GPS/GIS

Hovar over a category B Percent Responding 9-10 |
to hightight ratings M Percent Responding 7-8 |
v B Percent Responding 1-6
2017/18 Satisfaction Ratings (I
Quality of visitor centers

Cleanliness of restrooms

Availability of restrooms

Shuttle bus efficiency

Congestion of Geyser Basin

Quality of trails

Parking

Congestion of scenic areas

INSIIIUIE FUR

TOURISM

Click here to fifter by
week or market segment

=Extremely Dissatisfied, 10=Extremely Satisfied)

Rating categories sorted by average rating (highest to lowest)

Week of Season
—

(&) -

Market Segment

(i) .

Percent9 & 10 By Year  Sample

2016/17 904
2015716 [ s 1
2016/17 _ B3z
201526 [NS2RIN
2007 [ 843
201516 [ g7 1
2016/17 519
2015/16 _
2016/17 “ 873
2015/16 _
201617 R 901
2015/16 _ 93¢
2016/17 724
2015716 [NTNIN 77
2016/17 722
2015716 | 8908
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Presenter
Presentation Notes
Another service we do for the tourism industry is the assistance we provide communities and special event organizers with understanding the impact of events on their community.  We call it survey kits! 




Survey Kit Results:
Example Comparisons

Year (T Community | Sample | Average (% of out of |Average Average
county Number of |Reported
respondents |Nights in Total Group

Community | Expenditure

ype
Size
Missoula Marathon 2007 Web Missoula 417 2.75 48% 3.06 $211,021.35

Missoula Marathon 2010 Web Missoula 1,521 3.82 70% 2.51 $1,036,323.72
Montana Folk Festival 2016 Paper Butte 488 2.64 60% 3.24 $52,682.00

The Event at Rebecca 2016 Paper Kalispell 479 2.37 63% 5.29 $330,806.00
Farm
Dragon Boat Festival 2016 Mixed Kalispell 479 2.47 60% 2.42 $131,773.00

Pond Hockey Classic 2017 Paper Kalispell 351 3.66 61% 3.13 $135,936.00
Spartan Race 2017 Paper Kalispell 359 2.77 89% 1.99 $157,174

Montana Folk Festival 2017 Paper Butte 459 2.17 66% 2.89 $63,361
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Presenter
Presentation Notes
We have a survey template that we adjust slightly to fit the community and event.  The survey includes:  where from including county-level in Montana; Trip purpose and characteristics; Expenditures; Satisfaction of the event; and Information Sources

We train the event organizer on how to train their surveyors as well as provide the methodology for the data collection. Unless it’s an online survey where participants had to register, the event/community collect the data via a paper survey, send the completed surveys to us where we input the data, analyze it, and provide a short report to the community.   

It’s interesting to compare some of the results between various events that we have surveyed over the years.  What is obvious, is that each event is different in how many surveys are completed to the group size to the ratio of nonresidents. In addition, those communities/events who have repeated the survey over the years like the Missoula Marathon, are able to see where they have changed and how much more is brought into the community.  



What it all means

 The survey kit can give
valuable information
about who is coming to
events, festivals, races,
and communities and !
the details of their trip. &,

‘ ;g-

* The survey kit provides
spending information :
and comparisons.
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Presenter
Presentation Notes
The survey kit can give valuable information about who is coming to events, festivals, races, and communities and the details of their trip.
 The survey kit provides spending information and comparisons. 

This data helps communities get more sponsors for their event and directs the type of marketing to do for the event.  



. 4 f
Niche |\ |
Mark - / Examples:

. * Gardiner image
° Geotourism
St U d IeS Agritourism
Alpine skiing
Touring cyclists

Outflttm Qimdmg
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Presenter
Presentation Notes
In addition to our year-round data collection of nonresidents and residents as well as our survey kits, we are able to conduct studies on various niche markets or particular areas of the state.  
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Presenter
Presentation Notes
We have found that knowing the economic impact of tourists provides the justification for policy makers to continue to support or add more support to the industry through well thought out policies and money for tourism development as well as promotion. In addition, knowing the differences in spending patterns by types of visitors allows for marketers to seek those visitors who will spend more in the area, providing a significant economic impact to local communities. 

Understanding the routes and number of overnights taken by visitors allows us to see where gaps in travel routes occur so as to develop and promote those areas that need it more than others.  

Knowing more about the type of visitors who do certain activities like bicycling or wildlife watching allows the state and communities  to build infrastructure for cycling or protect the environment for wildlife to thrive.  

In the case of the Yellowstone study looking at variables that predict park support, we went into the social-psychological realm of the visitor to further the understanding of what makes a person a park supporter.  

Niche market studies such as agritourism have provided information on product development that farmers and ranchers would like to provide such as tours of their farm/ranch.  The state office of tourism could be a resource in guiding these farmers into the best way to provide tours and promoting their product. 

Finally, tourism affects the local populations in both good and bad ways.  It is important to understand the resident’s needs and not simply cater to the needs of the traveling public.  By helping the locals develop their tourism in a way that will make their lives more sustainable such as the Gardiner gateway study, both visitors and locals will benefit.  


*Interactive/

Data_ .~ %
www.travelresearchMT.org
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Interactive Data

Nonresident Report Data

« Monresident Report Data

Travel Trends

Most of the data for these travel trends are made available through secondary sources which are referenced on the individual report pages. All efforts have been made to accurately update data
as it becomes available. Some data are distributed more frequently (monthly) than others (yearly). The recent month or year of data may not be available if the publishing organization has yet to
distribute it. This is a work in progress. If you suspect a glitch in our program, contact us immediately at trr@cfc.umt.edu so the problem can be addressed. Also, please send all of your
questions and feedback to the same email address. Thank you for your help.

Choose a Report:

« Airport Deboardings

« Amirak Ridership

= National Park System Visitations

« Nonresident Expenditures

« Monresident Expenditures by Location
« MNonresident Visitation

« Resident Attitudes Towards Tourism

« Skier Visits

« 4% Bed Tax Revenue


http://www.travelresearchmt.org/

Someone who wanted to expand their central
Montana B&B marketing reach:

Request:
| am looking for all research data you have on Tourism to Montana.

Specifically, data on people visiting Montana:

* Regarding percentage of Montana Tourism by State (who comes
here and why) each year.

* Regarding which World Countries have the most visitors to
Montana each year.

 Any other information that might help a Montana business decide
where to target their marketing.

Response to our answer:
Thank You for Taking the Time to Help Us!

TOURISMc.RECREATION RESEARCH



From Pondera County

Request:

| am looking for information on recent tourism for Conrad, MT which is in
Pondera County. | am helping write the NEPA/MEPA checklist for a Recreational
trails grant program and one thing they request is a tourism report. | was
recommended to you by our local Economic development specialist. Any help
you could provide is very welcome. To be honest, since

| am not sure what exactly | am looking for | am having a hard time searching for
it. Thank you for your time.

Response to our answer:

Thank you ever so much! | really appreciate it. This is exactly what | need.

| am thankful for your quick response as well. It is people like you that make
my job so much simpler. Have a great day and stay warm! ©

TOURISM&RECREATION RESEARCH



County Commissioner

Request:

Increasing numbers of visitors put a lot of dollars into our local economy but add
significantly to the need for services from law enforcement, fire and ambulance,
search and rescue, and dispatch in our county. This is putting a significant strain
on our personnel, our volunteers, and our finances, which falls squarely on the
shoulders of local taxpayers, not the visitors creating the additional demand. We
lack a county-wide account that is funded by visitors to meet their critical needs.
What about the 3% from bed tax that now goes to the general fund?

Response to our answer:
Thank you!
You knew EXACTLY how to respond. These are valuable insights.

TOURISM & RECREATION RESEARCH
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