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Objective, Strategy, or Tactic Csri;ﬂ(;n Owner Review Status
1.0: Turning the Montana Tourism and recreation Vision into reality @ Victor Bjornberg O -+ | M
1.1: Increase four-season tourism revenues statewide through effective marketing and promotions, focusing on O Victor Bjornberg O -+ | M
high-value, low-impact visitors.
1.1.1: Implement highly targeted consumer advertising and promotion campaigns, based on strategic O Victor Bjornberg O -+ | M
marketing plans, and track/report results.
1.1.1.1: Expand public-private marketing partnerships with tourism businesses and attractions O Victor Bjornberg O - | L
1.1.1.1.1: Travel Montana expand public-private marketing partnerships with tourism businesses and O Pamela Portner Gosink O =+ | H
attractions in publicity, web marketing, advertising, publications, and other promotions.
1.1.1.1.1.1: Leverage public and private marketing investments to expand Montana'’s reach, . |Pamela Portner Gosink
¢ ! A A . Tactic o
penetrate new markets, and improve marketing effectiveness with a consistent message and brand.
1.1.1.1.1.2: Work toward implementing monthly reporting of lodging sales and tax collections by Barb Sanem
Montana lodging industry and Department of Revenue by July 2010 (to measure results of Tactic o
marketing efforts more effectively).
1.1.1.1.2: Custer Country expand public-private marketing partnerships with tourism businesses and @ Nick Mann 21?17
attractions in publicity, web marketing, advertising, publications, and other promotions.
1.1.1.1.2.1: Leverage public and private marketing investments to expand Montana’s reach, . [Nick Mann
: . R . ; Tactic O ?
penetrate new markets, and improve marketing effectiveness with a consistent message and brand.
1.1.1.1.3: Glacier Country expand public-private marketing partnerships with tourism businesses and O Racene Friede 21?2 7?
attractions in publicity, web marketing, advertising, publications, and other promotions.
1.1.1.1.3.1: Leverage public and private marketing investments to expand Montana’s reach, Tactic Racene Friede o

penetrate new markets, and improve marketing effectiveness with a consistent message and brand.
1.1.1.1.4: Gold West Country expand public-private marketing partnerships with tourism businesses O Sarah Bannon 21?17
and attractions in publicity, web marketing, advertising, publications, and other promotions.

1.1.1.1.4.1: Leverage public and private marketing investments to expand Montana’s reach,

penetrate new markets, and improve marketing effectiveness with a consistent message and brand.

1.1.1.1.4.2: We partner with many accommodations on our travel guide. Also, we offer reasonable

advertising for a full-page ads.
1.1.1.1.5: Missouri River Country expand public-private marketing partnerships with tourism O Carla Hunsley
businesses and attractions in publicity, web marketing, advertising, publications, and other promotions.

1.1.1.1.5.1: Leverage public and private marketing investments to expand Montana’s reach,

penetrate new markets, and improve marketing effectiveness with a consistent message and brand.
1.1.1.1.6: Russell Country expand public-private marketing partnerships with tourism businesses and O Gayle Fisher
attractions in publicity, web marketing, advertising, publications, and other promotions.

1.1.1.1.6.1: Leverage public and private marketing investments to expand Montana’s reach,

penetrate new markets, and improve marketing effectiveness with a consistent message and brand.
1.1.1.1.7: Yellowstone Country expand public-private marketing partnerships with tourism businesses O Robin Hoover
and attractions in publicity, web marketing, advertising, publications, and other promotions.

Tactic Sarah Bannon

Tactic Sarah Bannon

Tactic Carla Hunsley

Tactic Gayle Fisher
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Objective, Strategy, or Tactic

1.1.1.1.7.1: Leverage public and private marketing investments to expand Montana’s reach, . |Robin Hoover
: . R . . Tactic . ?
penetrate new markets, and improve marketing effectiveness with a consistent message and brand.
1.1.1.1.8: Big Sky CVB expand public-private marketing partnerships with tourism businesses and O Marne Hayes 21?217
attractions in publicity, web marketing, advertising, publications, and other promotions.
1.1.1.1.8.1: Leverage public and private marketing investments to expand Montana’s reach, . |[Marne Hayes
: : A A p Tactic ?2 07
penetrate new markets, and improve marketing effectiveness with a consistent message and brand.
1.1.1.1.9: Billings CVB expand public-private marketing partnerships with tourism businesses and O Joan Kronebusch * -+ | L
attractions in publicity, web marketing, advertising, publications, and other promotions.
1.1.1.1.9.1: Leverage public and private marketing investments to expand Montana’s reach, Tactic Joan Kronebusch O O
penetrate new markets, and improve marketing effectiveness with a consistent message and brand.
1.1.1.1.9.4: With the creation of the Billings TBID we have more funds for public and private Tactic |70an Kronebusch O O
partnerships.
1.1.1.1.10: Bozeman CVB expand public-private marketing partnerships with tourism businesses and @ Jim Robbins 21?1 ?
attractions in publicity, web marketing, advertising, publications, and other promotions.
1.1.1.1.10.1: Work with community partners to leverage bed tax funds. . Jim Robbins o
1.1.1.1.11: Butte CVB expand public-private marketing partnerships with tourism businesses and O Cindy Perdue Dolan 21?1 ?
attractions in publicity, web marketing, advertising, publications, and other promotions.
1.1.1.1.11.1: Leverage public and private marketing investments to expand Montana’s reach, . |Cindy Perdue Dolan
: . . : . Tactic ?21?
penetrate new markets, and improve marketing effectiveness with a consistent message and brand.
.1.1.1.11.4: Philipsburgh, Go est and the Butte is cooping on a television campaign to 1. indy Perdue Dolan
1.1.1.1.11.4: Philipsburgh, Gold West and the Butte CVB tel to 1.2 Cindy Perdue Dol
mil. households in Spokane, Id, NW Mt and Wash. Arranging the coop and production started in Tactic ?2 17
11/08 with the the ads running 7/09 to 7/10.
1.1.1.1.11.5: | approached the local attractions about joining forces to sell one ticket to all Cindy Perdue Dolan
attractions. It is called the Adventure pass. The att. all offered a discount of at least 30% and the Tactic g"'
CVB put it together. printing the passes and marketing them.
1.1.1.1.12: Flathead CVB expand public-private marketing partnerships with tourism businesses and O Diane Medler o
attractions in publicity, web marketing, advertising, publications, and other promotions.
1.1.1.1.12.1: Leverage public and private marketing investments to expand Montana’s reach, . |Diane Medler
X . : ; k Tactic o
penetrate new markets, and improve marketing effectiveness with a consistent message and brand.
1.1.1.1.13: Great Falls CVB expand public-private marketing partnerships with tourism businesses and O Mlriam Martinson 21?2
attractions in publicity, web marketing, advertising, publications, and other promotions.
1.1.1.1.13.1: Leverage public and private marketing investments to expand Montana’s reach, . |MIriam Martinson
: ; . : . Tactic . ?
penetrate new markets, and improve marketing effectiveness with a consistent message and brand.
1.1.1.1.14: Helena CVB expand public-private marketing partnerships with tourism businesses and O Mike Mergenthaler 21?2
attractions in publicity, web marketing, advertising, publications, and other promotions.
1.1.1.1.14.1: Leverage public and private marketing investments to expand Montana’s reach, . |Mike Mergenthaler
: ; . . . Tactic ?21?
penetrate new markets, and improve marketing effectiveness with a consistent message and brand.
1.1.1.1.15: Miles City CVB expand public-private marketing partnerships with tourism businesses and O John Laney 21?2
attractions in publicity, web marketing, advertising, publications, and other promotions.
1.1.1.1.15.1: Leverage public and private marketing investments to expand Montana'’s reach, . |John Laney
; . . : . Tactic O ?
penetrate new markets, and improve marketing effectiveness with a consistent message and brand.
1.1.1.1.16: Missoula CVB expand public-private marketing partnerships with tourism businesses and O Barbara Ann Neilan 21?07
attractions in publicity, web marketing, advertising, publications, and other promotions.
1.1.1.1.16.1: Leverage public and private marketing investments to expand Montana’s reach, . |Barbara Ann Neilan
; . X : - Tactic ?2 17
penetrate new markets, and improve marketing effectiveness with a consistent message and brand.
1.1.1.1.17: West Yellowstone CVB expand public-private marketing partnerships with tourism O Marysue Costello 21?07
businesses and attractions in publicity, web marketing, advertising, publications, and other promotions.
1.1.1.1.17.1: Leverage public and private marketing investments to expand Montana’s reach, . |[Marysue Costello
’ . : ; : Tactic o
penetrate new markets, and improve marketing effectiveness with a consistent message and brand.
1.1.1.1.17.2: Expand public-private partnerships for product development and maintenance Tactic |Marysue Costello o
1.1.1.1.17.3: Garner private support to maintain & expand cross country ski, snowshoe & Tactic |Marysue Costello o
snowmobile trail systems.
1.1.1.1.18: Whitefish CVB expand public-private marketing partnerships with tourism businesses and O Jan Metzmaker * T L
attractions in publicity, web marketing, advertising, publications, and other promotions.
1.1.1.1.18.1: Leverage public and private marketing investments to expand Montana’s reach, . [Jan Metzmaker
; . . ] ; Tactic O ?
penetrate new markets, and improve marketing effectiveness with a consistent message and brand.
1.1.1.1.19: Havre CVB expand public-private marketing partnerships with tourism businesses and O Debbie A Vandeberg 21?17
attractions in publicity, web marketing, advertising, publications, and other promotions.
1.1.1.1.19.1: Leverage public and private marketing investments to expand Montana’s reach, . |Debbie A Vandeberg
; . . - ; Tactic ?2 17
penetrate new markets, and improve marketing effectiveness with a consistent message and brand.
1.1.1.2: Continue winter marketing, promoting Montana as a superb destination for skiing, snowboarding, Victor Bjornberg
snowshoeing, snowmobile touring, ice fishing, and families and groups simply seeking a “snow O O - | L
experience”.
1.1.1.2.1: Travel Montana continue winter marketing, promoting Montana as a superb destination for Pamela Portner Gosink
skiing, snowboarding, snowshoeing, snowmobile touring, ice fishing, and families and groups simply O o
seeking a “snow experience”.
1.1.1.2.1.1: Based on market research, accentuate images and messages that appeal to each Tactic Pamela Portner Gosink O 5
winter target market segment. i
1.1.1.2.1.2: Encourage businesses and communities to create packages/events highlighting unique . |Pamela Portner Gosink
N - : - L N Tactic O ?
winter experiences, and list them on Montana’s winter web site: www.wintermt.com.
1.1.1.2.1.3: Encourage businesses and communities to create packages/events highlighting unique . |Corrie Hahn
. - ; B o N Tactic O ?
winter experiences, and list them on Montana’s winter web site: www.wintermt.com.
1.1.1.2.2: Custer Country continue winter marketing, promoting Montana as a superb destination for Nick Mann 21?2 ]°?
skiing, snowboarding, snowshoeing, snowmobile touring, ice fishing, and families and groups simply O
seeking a “snow experience”.
1.1.1.2.2.1: Based on market research, accentuate images and messages that appeal to each - [Nick Mann
. Tactic . ?
winter target market segment.
1.1.1.2.2.2: Encourage businesses and communities to create packages/events highlighting unique | Tactic [Nick Mann . ?
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winter experiences, and list them on Montana’s winter web site: www.wintermt.com.
1.1.1.2.3: Glacier Country continue winter marketing, promoting Montana as a superb destination for Racene Friede 21?217
skiing, snowboarding, snowshoeing, snowmobile touring, ice fishing, and families and groups simply O
seeking a “snow experience”.

1.1.1.2.3.1: Based on market research, accentuate images and messages that appeal to each

winter target market segment.

1.1.1.2.3.2: Encourage businesses and communities to create packages/events highlighting unique

Tactic Racene Friede

Racene Friede

~ 0|0

winter experiences, and list them on Montana’s winter web site: www.wintermt.com. Tactic
1.1.1.2.4: Gold West Country continue winter marketing, promoting Montana as a superb destination Sarah Bannon ?21?
for skiing, snowboarding, snowshoeing, snowmobile touring, ice fishing, and families and groups O

simply seeking a “snow experience”.
1.1.1.2.4.1: Based on market research, accentuate images and messages that appeal to each
winter target market segment.
1.1.1.2.4.2: Encourage businesses and communities to create packages/events highlighting unique
winter experiences, and list them on Montana’s winter web site: www.wintermt.com.
1.1.1.2.5: Missouri River Country continue winter marketing, promoting Montana as a superb O Carla Hunsley
destination for ice fishing, and families and groups simply seeking a “snow experience”.
1.1.1.2.5.1: Based on market research, accentuate images and messages that appeal to each
winter target market segment. Ice fishing
1.1.1.2.5.2: Encourage businesses and communities to create packages/events highlighting unique
winter experiences, and list them on Montana’s winter web site: www.wintermt.com.
1.1.1.2.6: Russell Country continue winter marketing, promoting Montana as a superb destination for Gayle Fisher
skiing, snowboarding, snowshoeing, snowmobile touring, ice fishing, and families and groups simply O
seeking a “snow experience”.

Tactic Sarah Bannon

Tactic Sarah Bannon

A

Tactic Carla Hunsley

Tactic Carla Hunsley
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1.1.1.2.6.1: Based on market research, accentuate images and messages that appeal to each . |Gayle Fisher
N Tactic O
winter target market segment.
1.1.1.2.6.2: Encourage businesses and communities to create packages/events highlighting unique . |Gayle Fisher
N - : B L : Tactic . .
winter experiences, and list them on Montana’s winter web site: www.wintermt.com.
1.1.1.2.7: Yellowstone Country continue winter marketing, promoting Montana as a superb destination Robin Hoover ?21?
for skiing, snowboarding, snowshoeing, snowmobile touring, ice fishing, and families and groups O
simply seeking a “snow experience”.
1.1.1.2.7.1: Based on market research, accentuate images and messages that appeal to each Tactic Robin Hoover o
winter target market segment.
1.1.1.2.7.2: Encourage businesses and communities to create packages/events highlighting unique Tacti Robin Hoover
- - - e o ; actic o
winter experiences, and list them on Montana’s winter web site: www.wintermt.com.
1.1.1.2.8: Big Sky CVB continue winter marketing, promoting Montana as a superb destination for Marne Hayes 21?2
skiing, snowboarding, snowshoeing, snowmobile touring, ice fishing, and families and groups simply O
seeking a “snow experience”.
1.1.1.2.8.1: Based on market research, accentuate images and messages that appeal to each . |[Marne Hayes
. Tactic O ?
winter target market segment.
1.1.1.2.8.2: Encourage businesses and communities to create packages/events highlighting unique . |[Marne Hayes
; ; . yunt © F : Tactic po
winter experiences, and list them on Montana’s winter web site: www.wintermt.com.
1.1.1.2.9: Billings CVB continue winter marketing, promoting Montana as a superb destination for Joan Kronebusch
skiing, snowboarding, snowshoeing, snowmobile touring, ice fishing, and families and groups simply O O - \f
seeking a “snow experience”.
1.1.1.2.9.1: Based on market research, accentuate images and messages that appeal to each Tactic Joan Kronebusch O
winter target market segment.
1.1.1.2.9.2: Encourage businesses and communities to create packages/events highlighting unique . [Joan Kronebusch
. - ; B o X Tactic O O
winter experiences, and list them on Montana’s winter web site: www.wintermt.com.
1.1.1.2.10: Bozeman CVB continue winter marketing, promoting Montana as a superb destination for Jim Robbins
skiing, snowboarding, snowshoeing, snowmobile touring, ice fishing, and families and groups simply O o
seeking a “snow experience”.
1.1.1.2.10.1: Based on market research, accentuate images and messages that appeal to each . |Jim Robbins
; Tactic o
winter target market segment.
1.1.1.2.10.2: Encourage businesses and communities to create packages/events highlighting . |Jim Robbins
] - ' h D A X Tactic o
unique winter experiences, and list them on Montana’s winter web site: www.wintermt.com.
1.1.1.2.10.3: Increase nonresident visitation in winter season (Q1) by 15% by 2012. Tactic |Jim Robbins «l"
1.1.1.2.11: Butte CVB continue winter marketing, promoting Montana as a superb destination for Cindy Perdue Dolan 21?2 ?
skiing, snowboarding, snowshoeing, snowmobile touring, ice fishing, and families and groups simply O
seeking a “snow experience”.
1.1.1.2.11.1: Based on market research, accentuate images and messages that appeal to each Tactic Cindy Perdue Dolan 5| 0
winter target market segment. )
1.1.1.2.11.2: Encourage businesses and communities to create packages/events highlighting Tactic Cindy Perdue Dolan P
unique winter experiences, and list them on Montana’s winter web site: www.wintermt.com. ’ i
1.1.1.2.11.5: Joint Venture with Travel MT with madden winter insert. then market to the leads . |Cindy Perdue Dolan
-V Tactic o
generated from this insert.
1.1.1.2.12: Flathead CVB continue winter marketing, promoting Montana as a superb destination for Diane Medler
skiing, snowboarding, snowshoeing, snowmobile touring, ice fishing, and families and groups simply O o
seeking a “snow experience”.
1.1.1.2.12.1: Based on market research, accentuate images and messages that appeal to each Tactic Diane Medler o
winter target market segment.
1.1.1.2.12.2: Encourage businesses and communities to create packages/events highlighting . |Diane Medler
N B . N o L . Tactic O ?
unique winter experiences, and list them on Montana’s winter web site: www.wintermt.com.
1.1.1.2.13: Great Falls CVB continue winter marketing, promoting Montana as a superb destination for Mlriam Martinson 21?1 ?
skiing, snowboarding, snowshoeing, snowmobile touring, ice fishing, and families and groups simply O
seeking a “snow experience”.
1.1.1.2.13.1: Based on market research, accentuate images and messages that appeal to each Tactic Mlriam Martinson 5| -

winter target market segment.
1.1.1.2.13.2: Encourage businesses and communities to create packages/events highlighting Tactic |Mlriam Martinson ?21?
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unique winter experiences, and list them on Montana’s winter web site: www.wintermt.com.
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1.1.1.2.14: Helena CVB continue winter marketing, promoting Montana as a superb destination for Mike Mergenthaler 21?217
skiing, snowboarding, snowshoeing, snowmobile touring, ice fishing, and families and groups simply O
seeking a “snow experience”.
1.1.1.2.14.1: Based on market research, accentuate images and messages that appeal to each Tactic Mike Mergenthaler 5| 5
winter target market segment. ’ :
1.1.1.2.14.2: Encourage businesses and communities to create packages/events highlighting Tactic Mike Mergenthaler P
unique winter experiences, and list them on Montana’s winter web site: www.wintermt.com. ) i
1.1.1.2.15: Miles City CVB continue winter marketing, promoting Montana as a superb destination for John Laney 21?1 ?
skiing, snowboarding, snowshoeing, snowmobile touring, ice fishing, and families and groups simply O
seeking a “snow experience”.
1.1.1.2.15.1: Based on market research, accentuate images and messages that appeal to each Tactic John Laney P
winter target market segment. ) i
1.1.1.2.15.2: Encourage businesses and communities to create packages/events highlighting Tactic John Laney 5| 5
unique winter experiences, and list them on Montana’s winter web site: www.wintermt.com. ’ :
1.1.1.2.16: Missoula CVB continue winter marketing, promoting Montana as a superb destination for Barbara Ann Neilan 21?217
skiing, snowboarding, snowshoeing, snowmobile touring, ice fishing, and families and groups simply O
seeking a “snow experience”.
1.1.1.2.16.1: Based on market research, accentuate images and messages that appeal to each Tactic Barbara Ann Neilan 5| 5
winter target market segment. ’ :
1.1.1.2.16.2: Encourage businesses and communities to create packages/events highlighting Tactic Barbara Ann Neilan P
unique winter experiences, and list them on Montana’s winter web site: www.wintermt.com. ’ :
1.1.1.2.17: West Yellowstone CVB continue winter marketing, promoting Montana as a superb Marysue Costello 21?2
destination for skiing, snowboarding, snowshoeing, snowmobile touring, ice fishing, and families and O
groups simply seeking a “snow experience”.
1.1.1.2.17.1: Based on market research, accentuate images and messages that appeal to each Tactic Marysue Costello o
winter target market segment.
1.1.1.2.17.2: Encourage businesses and communities to create packages/events highlighting Tactic Marysue Costello o
unique winter experiences, and list them on Montana’s winter web site: www.wintermt.com.
1.1.1.2.18: Whitefish CVB continue winter marketing, promoting Montana as a superb destination for Jan Metzmaker
skiing, snowboarding, snowshoeing, snowmobile touring, ice fishing, and families and groups simply O * ‘r L
seeking a “snow experience”.
1.1.1.2.18.1: Based on market research, accentuate images and messages that appeal to each Tactic Jan Metzmaker O 5
winter target market segment. :
1.1.1.2.18.2: Encourage businesses and communities to create packages/events highlighting Tactic Jan Metzmaker O 5
unique winter experiences, and list them on Montana’s winter web site: www.wintermt.com. :
1.1.1.2.19: Havre CVB continue winter marketing, promoting Montana as a superb destination for Debbie A Vandeberg
skiing, snowboarding, snowshoeing, snowmobile touring, ice fishing, and families and groups simply O x
seeking a “snow experience”.
1.1.1.2.19.1: Based on market research, accentuate images and messages that appeal to each Tactic Debbie A Vandeberg 5| 0
winter target market segment. ) i
1.1.1.2.19.2: Encourage businesses and communities to create packages/events highlighting Tactic Debbie A Vandeberg P
unique winter experiences, and list them on Montana’s winter web site: www.wintermt.com. ’ :
1.1.1.3: Attend consumer travel shows that target specific high value, low impact markets. Disseminate O Victor Bjornberg . - | M
show information to tourism/recreation partners (private, nonprofit, tribal).
1.1.1.3.1: Custer Country attend consumer travel shows that target specific high value, low impact O Nick Mann 21?2 ?
markets. Disseminate show information to tourism/recreation partners (private, nonprofit, tribal).
1.1.1.3.1.1: Coordinate a Montana presence at shows among regions, CVBs, businesses and Tacti Nick Mann
; actic O ?
attractions, and share leads.
1.1.1.3.1.2: Report bookings received by Montana industry participants. Tactic |Nick Mann }{
1.1.1.3.2: Glacier Country attend consumer travel shows that target specific high value, low impact O Racene Friede 21?2 7?
markets. Disseminate show information to tourism/recreation partners (private, nonprofit, tribal).
1.1.1.3.2.1: Coordinate a Montana presence at shows among regions, CVBs, businesses and Tacti Racene Friede
. actic O ?
attractions, and share leads.
1.1.1.3.2.2: Report bookings received by Montana industry participants. Tactic |Racene Friede . ?
1.1.1.3.3: Gold West Country attend consumer travel shows that target specific high value, low impact O Sarah Bannon x
markets. Disseminate show information to tourism/recreation partners (private, nonprofit, tribal).
1.1.1.3.3.1: Coordinate a Montana presence at shows among regions, CVBs, businesses and Tacti Sarah Bannon
; actic . ?
attractions, and share leads.
1.1.1.3.3.2: Report bookings received by Montana industry participants. Tactic |Sarah Bannon }{
1.1.1.3.4: Missouri River Country attend consumer travel shows that target specific high value, low O Carla Hunsley o
impact markets. Disseminate show information to tourism/recreation partners (private, nonprofit, tribal).
1.1.1.3.4.1: Coordinate a Montana presence at shows among regions, CVBs, businesses and Tacti Carla Hunsley
’ actic O O
attractions, and share leads.
1.1.1.3.4.2: Report bookings received by Montana industry participants. Tactic |Carla Hunsley ?21?
1.1.1.3.4.4: 3 travel packages. 1. Follow The Dinosaur Tracks 2. Ride The Big Sky (Motorcycles) 3. Tactic Carla Hunsley O O
Fort Peck Lake Tour
1.1.1.3.5: Russell Country attend consumer travel shows that target specific high value, low impact O Gayle Fisher O T L
markets. Disseminate show information to tourism/recreation partners (private, nonprofit, tribal).
1.1.1.3.5.1: Coordinate a Montana presence at shows among regions, CVBs, businesses and Tactic Gayle Fisher o
attractions, and share leads.
1.1.1.3.5.2: Report bookings received by Montana industry participants. Tactic |Gayle Fisher o
1.1.1.3.6: Yellowstone Country attend consumer travel shows that target specific high value, low O Robin Hoover -~
impact markets. Disseminate show information to tourism/recreation partners (private, nonprofit, tribal). *
1.1.1.3.6.1: Coordinate a Montana presence at shows among regions, CVBs, businesses and Tactic Robin Hoover . 5
attractions, and share leads. !
1.1.1.3.6.2: Report bookings received by Montana industry participants. Tactic |Robin Hoover . ?
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1.1.1.3.7: Big Sky CVB attend consumer travel shows that target specific high value, low impact O Marne Hayes 21?1 ?
markets. Disseminate show information to tourism/recreation partners (private, nonprofit, tribal).
l.1.l.3.7.1: Coordinate a Montana presence at shows among regions, CVBs, businesses and Tactic Marne Hayes P
attractions, and share leads. )
1.1.1.3.7.2: Report bookings received by Montana industry participants. Tactic |Marne Hayes 217
1.1.1.3.8: Billings CVB attend consumer travel shows that target specific high value, low impact O Joan Kronebusch -+ | L
markets. Disseminate show information to tourism/recreation partners (private, nonprofit, tribal).
1.1.1.3.8.1: Coordinate a Montana presence at shows among regions, CVBs, businesses and . [Joan Kronebusch
attractions, and share leads. Tactic O
1.1.1.3.8.2: Report bookings received by Montana industry participants. Tactic |Joan Kronebusch }{
1.1.1.3.9: Bozeman CVB attend consumer travel shows that target specific high value, low impact O Jim Robbins x
markets. Disseminate show information to tourism/recreation partners (private, nonprofit, tribal).
1.1.1.3.9.1: Coordinate a Montana presence at shows among regions, CVBs, businesses and Tacti Jim Robbins 5
attractions, and share leads. actic . i
1.1.1.3.9.2: Report bookings received by Montana industry participants. Tactic |Jim Robbins ‘f
1.1.1.3.9.3: Cooperative travel show presentation Tactic |Jim Robbins ?2 7
1.1.1.3.10: Butte CVB attend consumer travel shows that target specific high value, low impact O Cindy Perdue Dolan 21?7
markets. Disseminate show information to tourism/recreation partners (private, nonprofit, tribal).
1.1.1.3.10.1: Coordinate a Montana presence at shows among regions, CVBs, businesses and Tactic Cindy Perdue Dolan P
attractions, and share leads. ’
1.1.1.3.10.2: Report bookings received by Montana industry participants. Tactic |Cindy Perdue Dolan ?2 07
1.1.1.3.11: Flathead CVB attend consumer travel shows that target specific high value, low impact O Diane Medler o
markets. Disseminate show information to tourism/recreation partners (private, nonprofit, tribal).
1.1.1.3.11.1: Coordinate a Montana presence at shows among regions, CVBs, businesses and . |Diane Medler
attractions, and share leads. Tactic ‘f
1.1.1.3.11.2: Report bookings received by Montana industry participants. Tactic |Diane Medler }{
1.1.1.3.12:_Great_ Falls CvB _attend consumer tl_'avel shows_ that target spe_cific high valu_e, Ic_)w impact O Mlriam Martinson ~
markets. Disseminate show information to tourism/recreation partners (private, nonprofit, tribal).
1.1.1.3.12.1: Coordinate a Montana presence at shows among regions, CVBs, businesses and . [Mlriam Martinson
attractions, and share leads. Tactic x
1.1.1.3.12.2: Report bookings received by Montana industry participants. Tactic |Mlriam Martinson x
1.1.1.3.13: Helena CVB attend consumer travel shows that target specific high value, low impact O Mike Mergenthaler 21?2
markets. Disseminate show information to tourism/recreation partners (private, nonprofit, tribal).
l.1.l.3_;.l3.1: Coordinate a Montana presence at shows among regions, CVBs, businesses and Tactic Mike Mergenthaler P
attractions, and share leads. ’
1.1.1.3.13.2: Report bookings received by Montana industry participants. Tactic |Mike Mergenthaler ?2 07
1.1.1.3.14: Miles City CVB attend consumer travel shows that target specific high value, low impact O John Laney 21?07
markets. Disseminate show information to tourism/recreation partners (private, nonprofit, tribal).
1.1.1.3.14.1: Coordinate a Montana presence at shows among regions, CVBs, businesses and Tactic John Laney P
attractions, and share leads. ’ i
1.1.1.3.14.2: Report bookings received by Montana industry participants. Tactic |John Laney 217
1.1.1.3.15: Missoula CVB attend consumer travel shows that target specific high value, low impact O Barbara Ann Neilan 21?17
markets. Disseminate show information to tourism/recreation partners (private, nonprofit, tribal).
1.1.1.3.15.1: Coordinate a Montana presence at shows among regions, CVBs, businesses and Tactic Barbara Ann Neilan P
attractions, and share leads. ’
1.1.1.3.15.2: Report bookings received by Montana industry participants. Tactic |Barbara Ann Neilan 217
1.1.1.3.16: West Yellowstone CVB attend consumer travel shows that target specific high value, low O Marysue Costello 21?2 ?
impact markets. Disseminate show information to tourism/recreation partners (private, nonprofit, tribal).
1.1.1.3.16.1: Coordinate a Montana presence at shows among regions, CVBs, businesses and Tacti Marysue Costello
attractions, and share leads. actic v
1.1.1.3.16.2: Report bookings received by Montana industry participants. Tactic |Marysue Costello ){
1.1.1.3.17: Whitefish CVB attend consumer travel shows that target specific high value, low impact O Jan Metzmaker 21?07
markets. Disseminate show information to tourism/recreation partners (private, nonprofit, tribal).
1.1.1.3.17.1: Coordinate a Montana presence at shows among regions, CVBs, businesses and Tacti Jan Metzmaker
attractions, and share leads. actic v
1.1.1.3.17.2: Report bookings received by Montana industry participants. Tactic |Jan Metzmaker ){
1.1.1.3.18: Havre CVB attend consumer travel shows that target specific high value, low impact O Debbie A Vandeberg ~
markets. Disseminate show information to tourism/recreation partners (private, nonprofit, tribal). *
1.1.1.3.18.1: Coordinate a Montana presence at shows among regions, CVBs, businesses and Tactic Debbie A Vandeberg 5| 0
attractions, and share leads. ’ i
1.1.1.3.18.2: Report bookings received by Montana industry participants. Tactic |Debbie A Vandeberg ?2 |7
1.1.1.4: Continue marketing to international travelers. Work with RMI to provide annual reports on Victor Bjornberg
Montana product ‘on the shelf in the overseas markets.Educate Montana suppliers, Share leads, semi- O O - | L
annual reports about media value
1.1.1.4.1: Travel Montana continue marketing to international travelers. Work with RMI to provide Pamela Portner Gosink
annual reports on Montana product ‘on the shelf in the overseas markets.Educate Montana suppliers, O O - L
Share leads, semi-annual reports about media value
1.1.1.4.1.1: Conduct a survey of the Montana tourism industry to measure results of international Tacti Christine Oschell O 5
marketing efforts. actic )
1:1.1.4.1..25 ]ncrease product offerings by international tour operators, focused on off-peak season Tactic Pamela Portner Gosink O N
niche activities. i
1.1.1.4.2: ITRR tracks overseas visitation to Montana and growth of travel product O Christine Oschell 21?1 7?
1.1.1.4.2.1: Conduct a survey of the Montana tourism industry in 2008 to measure results of Tacti Christine Oschell O 5
international marketing efforts. actic i
1.1.1.5: Enhancg _tracking and reporting of results and return on investment (ROI) from state, regional, O Victor Bjornberg O -+ L
and CVB advertising efforts.




Creation

Objective, Strategy, or Tactic Status Review Status

1.1.1.5.1: Travel Montana enhance tracking and reporting of results and return on investment (ROI) O Pamela Portner Gosink o
from state, regional, and CVB advertising efforts.

1.1.1.5.1.1: Respond to consumer inquiries with Montana information, and maintain databases of Tacti Pamela Portner Gosink

P h actic W
inquiries by date, source code, and interest.

1.1.1.5.1.2: Pool state, region, local funds, databases to conduct ad conversion research, or use Pamela Portner Gosink

other online survey tools to determine characteristics, spending, decision-making habits of Tactic x

potential/converted MT travelers, and ROI of marketing efforts.
1.1.1.5.1.3: Obtain monthly lodging tax collection reports, to observe results from specific
campaigns and efforts, and use the information to improve future ROI.

Tactic Pamela Portner Gosink O ”

1.1.1.5.1.4: Conduct research annually to measure results of advertising and web marketing, and . |Pamela Portner Gosink

: : A Tactic o

improvements in return on investment (ROI).

1.1.1.5.1.5: Report results of research to Strategic Plan stakeholders. Tactic |Pamela Portner Gosink O ?
1.1.1.5.2: Custer Country enhance tracking and reporting of results and return on investment (ROI) O Nick Mann 21?7
from state, regional, and CVB advertising efforts.

1.1.1.5.2.1: Respond to consumer inquiries with Montana information, and maintain databases of Tacti Nick Mann

—— ; actic o

inquiries by date, source code, and interest.

1.1.1.5.2.2: Pool state, region, local funds, databases to conduct ad conversion research, or use Nick Mann

other online survey tools to determine characteristics, spending, decision-making habits of Tactic ?2 17

potential/converted MT travelers, and ROI of marketing efforts.

1.1.1.5.2.3: Obtain monthly lodging tax collection reports, to observe results from specific Tactic Nick Mann o

campaigns and efforts, and use the information to improve future ROI.

1.1.1.5.2.4: Conduct research annually to measure results of advertising and web marketing, and . [Nick Mann

: . ) Tactic »

improvements in return on investment (ROI).

1.1.1.5.2.5: Report results of research to Strategic Plan stakeholders. Tactic |Nick Mann x
1.1.1.5.3: Glacier Country enhance tracking and reporting of results and return on investment (ROI) O Racene Friede 21?07
from state, regional, and CVB advertising efforts.

1.1.1.5.3.1: Respond to consumer inquiries with Montana information, and maintain databases of . |Racene Friede

— B Tactic O ?

inquiries by date, source code, and interest.

1.1.1.5.3.2: Pool state, region, local funds, databases to conduct ad conversion research, or use Racene Friede

other online survey tools to determine characteristics, spending, decision-making habits of Tactic

potential/converted MT travelers, and ROI of marketing efforts.
1.1.1.5.3.3: Obtain monthly lodging tax collection reports, to observe results from specific

Racene Friede

campaigns and efforts, and use the information to improve future ROI. Tactic v

1.1.1.5.3.4: Conduct research annually to measure results of advertising and web marketing, and . |Racene Friede

: ) A Tactic o

improvements in return on investment (ROI).

1.1.1.5.3.5: Report results of research to Strategic Plan stakeholders. Tactic |Racene Friede .,‘!"-'
1.1.1.5.4: Gold West Country enhance tracking and reporting of results and return on investment (ROI) O Sarah Bannon 21?07
from state, regional, and CVB advertising efforts.

1.1.1.5.4.1: Respond to consumer inquiries with Montana information, and maintain databases of . |Sarah Bannon

— B Tactic O ?

inquiries by date, source code, and interest.

1.1.1.5.4.2: Pool state, region, local funds, databases to conduct ad conversion research, or use Sarah Bannon

other online survey tools to determine characteristics, spending, decision-making habits of Tactic . ?

potential/converted MT travelers, and ROI of marketing efforts.

1.1.1.5.4.3: Obtain monthly lodging tax collection reports, to observe results from specific Tactic Sarah Bannon . 5

campaigns and efforts, and use the information to improve future ROI.

1.1.1.5.4.4: Conduct research annually to measure results of advertising and web marketing, and Sarah Bannon

improvements in return on investment (ROI). Tactic v

1.1.1.5.4.5: Report results of research to Strategic Plan stakeholders. Tactic |Sarah Bannon .,f-'
1.1.1.5.5: Missouri River Country enhance tracking and reporting of results and return on investment O Carla Hunsley 21?17
(ROI) from state, regional, and CVB advertising efforts.

1.1.1.5.5.1: Respond to consumer inquiries with Montana information, and maintain databases of Carla Hunsley

inquiries by date, source code, and interest. Deliver brochures to motels, gas stations, restaurants, | Tactic O O

etc.

1.1.1.5.5.2: Pool state, region, local funds, databases to conduct ad conversion research, or use Carla Hunsley

other online survey tools to determine characteristics, spending, decision-making habits of Tactic ?2 17

potential/converted MT travelers, and ROI of marketing efforts.

1.1.1.5.5.3: Obtain monthly lodging tax collection reports, to observe results from specific Tacti Carla Hunsley

: ; N - actic ?2 17

campaigns and efforts, and use the information to improve future ROI.

1.1.1.5.5.4: Conduct research annually to measure results of advertising and web marketing, and Tacti Carla Hunsley

: - . actic O O

improvements in return on investment (ROI).

1.1.1.5.5.5: Report results of research to Strategic Plan stakeholders. Tactic |Carla Hunsley O O
1.1.1.5.6: Russell Country enhance tracking and reporting of results and return on investment (ROI) O Gayle Fisher O - | M
from state, regional, and CVB advertising efforts.

1.1.1.5.6.1: Respond to consumer inquiries with Montana information, and maintain databases of Tacti Gayle Fisher

— . actic o

inquiries by date, source code, and interest.

1.1.1.5.6.2: Pool state, region, local funds, databases to conduct ad conversion research, or use Gayle Fisher

other online survey tools to determine characteristics, spending, decision-making habits of Tactic }{

potential/converted MT travelers, and ROI of marketing efforts.

1.1.1.5.6.3: Obtain monthly lodging tax collection reports, to observe results from specific Tactic Gayle Fisher x

campaigns and efforts, and use the information to improve future ROI.

1.1.1.5.6.4: Conduct research annually to measure results of advertising and web marketing, and Tacti Gayle Fisher

: - . actic q!"-'

improvements in return on investment (ROI).

1.1.1.5.6.5: Report results of research to Strategic Plan stakeholders. Tactic |Gayle Fisher -
1.1.1.5.7: Yellowstone Country enhance tracking and reporting of results and return on investment O Robin Hoover 21?1 ?
(ROI) from state, regional, and CVB advertising efforts.

1.1.1.5.7.1: Respond to consumer inquiries with Montana information, and maintain databases of Tactic Robin Hoover o

inquiries by date, source code, and interest.




Creation

Objective, Strategy, or Tactic Status Review Status
1.1.1.5.7.2: Pool state, region, local funds, databases to conduct ad conversion research, or use Robin Hoover
other online survey tools to determine characteristics, spending, decision-making habits of Tactic O ?
potential/converted MT travelers, and ROI of marketing efforts.
1.1.1.5.7.3: Obtain monthly lodging tax collection reports, to observe results from specific Tactic Robin Hoover 5

campaigns and efforts, and use the information to improve future ROI.

1.1.1.5.7.4: Conduct research annually to measure results of advertising and web marketing, and
improvements in return on investment (ROI).

1.1.1.5.7.5: Report results of research to Strategic Plan stakeholders. Tactic |Robin Hoover

Tactic

O
Robin Hoover O ”
[ )
2

1.1.1.5.8: Big Sky CVB enhance tracking and reporting of results and return on investment (ROI) from O Marne Hayes
state, regional, and CVB advertising efforts.
1.1.1.5.8.1: Respond to consumer inquiries with Montana information, and maintain databases of

Marne Hayes

- B Tactic ?2 07

inquiries by date, source code, and interest.

1.1.1.5.8.2: Pool state, region, local funds, databases to conduct ad conversion research, or use Marne Hayes

other online survey tools to determine characteristics, spending, decision-making habits of Tactic ?2 07

potential/converted MT travelers, and ROI of marketing efforts.

1.1.1.5.8.3: Obtain monthly lodging tax collection reports, to observe results from specific . |[Marne Hayes

: - N ) Tactic ?2 07

campaigns and efforts, and use the information to improve future ROI.

1.1.1.5.8.4: Conduct research annually to measure results of advertising and web marketing, and Tacti Marne Hayes

: X ) actic o

improvements in return on investment (ROI).

1.1.1.5.8.5: Report results of research to Strategic Plan stakeholders. Tactic |Marne Hayes x
1.1.1.5.9: Billings CVB enhance tracking and reporting of results and return on investment (ROI) from O Joan Kronebusch 21?217

state, regional, and CVB advertising efforts.
1.1.1.5.9.1: Respond to consumer inquiries with Montana information, and maintain databases of

Joan Kronebusch

P ) i 2
inquiries by date, source code, and interest. Tactic

1.1.1.5.9.2: Pool state, region, local funds, databases to conduct ad conversion research, or use Joan Kronebusch

other online survey tools to determine characteristics, spending, decision-making habits of Tactic ?

potential/converted MT travelers, and ROI of marketing efforts.

1.1.1.5.9.3: Obtain monthly lodging tax collection reports, to observe results from specific
campaigns and efforts, and use the information to improve future ROI.

1.1.1.5.9.4: Conduct research annually to measure results of advertising and web marketing, and

Tactic Joan Kronebusch

Joan Kronebusch

~OQ 0|0 O |0

: - . Tactic ?

improvements in return on investment (ROI).

1.1.1.5.9.5: Report results of research to Strategic Plan stakeholders. Tactic |Joan Kronebusch ?
1.1.1.5.10: Bozeman CVB enhance tracking and reporting of results and return on investment (ROI) O Jim Robbins ?21?
from state, regional, and CVB advertising efforts.

1.1.1.5.10.1: Respond to consumer inquiries with Montana information, and maintain databases of . |Jim Robbins

Sete ! Tactic o

inquiries by date, source code, and interest.

1.1.1.5.10.2: Pool state, region, local funds, databases to conduct ad conversion research, or use Jim Robbins

other online survey tools to determine characteristics, spending, decision-making habits of Tactic o

potential/converted MT travelers, and ROI of marketing efforts.

1.1.1.5.10.3: Obtain monthly lodging tax collection reports, to observe results from specific Tactic Jim Robbins O 5

campaigns and efforts, and use the information to improve future ROI. :

1.1.1.5.10.4: Conduct research annually to measure results of advertising and web marketing, and . |Jim Robbins

: ; ° Tactic o

improvements in return on investment (ROI).

1.1.1.5.10.5: Report results of research to Strategic Plan stakeholders. Tactic |Jim Robbins ‘f

?

1.1.1.5.11: Butte CVB enhance tracking and reporting of results and return on investment (ROI) from O Cindy Perdue Dolan ?2 07
state, regional, and CVB advertising efforts.

1.1.1.5.11.1: Respond to consumer inquiries with Montana information, and maintain databases of Tactic Cindy Perdue Dolan P

inquiries by date, source code, and interest. ’ i

1.1.1.5.11.2: Pool state, region, local funds, databases to conduct ad conversion research, or use Cindy Perdue Dolan

other online survey tools to determine characteristics, spending, decision-making habits of Tactic ?21?

potential/converted MT travelers, and ROI of marketing efforts.

1.1.1.5.11.3: Obtain monthly lodging tax collection reports, to observe results from specific . |Cindy Perdue Dolan

: . N . Tactic ?2 17

campaigns and efforts, and use the information to improve future ROI.

1.1.1.5.11.4: Conduct research annually to measure results of advertising and web marketing, and Tactic Cindy Perdue Dolan 5| 0

improvements in return on investment (ROI). )

1.1.1.5.11.5: Report results of research to Strategic Plan stakeholders. Tactic |Cindy Perdue Dolan ?2 |7
1.1.1.5.12: Flathead CVB enhance tracking and reporting of results and return on investment (ROI) O Diane Medler o
from state, regional, and CVB advertising efforts.

1.1.1.5.12.1: Respond to consumer inquiries with Montana information, and maintain databases of . |Diane Medler

— ; Tactic o

inquiries by date, source code, and interest.

1.1.1.5.12.2: Pool state, region, local funds, databases to conduct ad conversion research, or use Diane Medler

other online survey tools to determine characteristics, spending, decision-making habits of Tactic x

potential/converted MT travelers, and ROI of marketing efforts.

1.1.1.5.12.3: Obtain monthly lodging tax collection reports, to observe results from specific . |Diane Medler

: g N . Tactic x

campaigns and efforts, and use the information to improve future ROI.

1.1.1.5.12.4: Conduct research annually to measure results of advertising and web marketing, and . |Diane Medler

: h X Tactic }{

improvements in return on investment (ROI).

1.1.1.5.12.5: Report results of research to Strategic Plan stakeholders. Tactic |Diane Medler x
1.1.1.5.13: Great Falls CVB enhance tracking and reporting of results and return on investment (ROI) O Mlriam Martinson 21?1 ?
from state, regional, and CVB advertising efforts.

1.1.1.5.13.1: Respond to consumer inquiries with Montana information, and maintain databases of . |MIriam Martinson

— B Tactic O ?

inquiries by date, source code, and interest.

1.1.1.5.13.2: Pool state, region, local funds, databases to conduct ad conversion research, or use Mlriam Martinson

other online survey tools to determine characteristics, spending, decision-making habits of Tactic x

potential/converted MT travelers, and ROI of marketing efforts.

1.1.1.5.13.3: Obtain monthly lodging tax collection reports, to observe results from specific Tactic Mlriam Martinson x

campaigns and efforts, and use the information to improve future ROI.




Creation

Status Review Status

Objective, Strategy, or Tactic

1.1.1.5.13.4: Conduct research annually to measure results of advertising and web marketing, and . |MIriam Martinson
: . X Tactic O ?
improvements in return on investment (ROI).
1.1.1.5.13.5: Report results of research to Strategic Plan stakeholders. Tactic |MlIriam Martinson . 2
1.1.1.5.14: Helena CVB enhance tracking and reporting of results and return on investment (ROI) from O Mike Mergenthaler 21?1 ?
state, regional, and CVB advertising efforts.
1.1.1.5.14.1: Respond to consumer inquiries with Montana information, and maintain databases of Tactic Mike Mergenthaler P
inquiries by date, source code, and interest. ’ i
1.1.1.5.14.2: Pool state, region, local funds, databases to conduct ad conversion research, or use Mike Mergenthaler
other online survey tools to determine characteristics, spending, decision-making habits of Tactic ?2 07
potential/converted MT travelers, and ROI of marketing efforts.
1.1.1.5.14.3: Obtain monthly lodging tax collection reports, to observe results from specific . |Mike Mergenthaler
: 4 N ) Tactic ?2 07
campaigns and efforts, and use the information to improve future ROI.
1.1.1.5.14.4: Conduct research annually to measure results of advertising and web marketing, and Tactic Mike Mergenthaler P
improvements in return on investment (ROI). ’ i
1.1.1.5.14.5: Report results of research to Strategic Plan stakeholders Tactic |Mike Mergenthaler ?2 7
1.1.1.5.15: Miles City CVB enhance tracking and reporting of results and return on investment (ROI) O John Laney 21?1 ?
from state, regional, and CVB advertising efforts.
1.1.1.5.15.1: Respond to consumer inquiries with Montana information, and maintain databases of Tactic John Laney P
inquiries by date, source code, and interest. ) i
1.1.1.5.15.2: Pool state, region, local funds, databases to conduct ad conversion research, or use John Laney
other online survey tools to determine characteristics, spending, decision-making habits of Tactic ?2 17
potential/converted MT travelers, and ROI of marketing efforts.
1.1.1.5.15.3: Obtain monthly lodging tax collection reports, to observe results from specific . |John Laney
: 4 N . Tactic ?21?
campaigns and efforts, and use the information to improve future ROI.
1.1.1.5.15.4: Conduct research annually to measure results of advertising and web marketing, and Tactic John Laney P
improvements in return on investment (ROI). ’ :
1.1.1.5.15.5: Report results of research to Strategic Plan stakeholders Tactic |John Laney 217
1.1.1.5.16: Missoula CVB enhance tracking and reporting of results and return on investment (ROI) O Barbara Ann Neilan 21?07
from state, regional, and CVB advertising efforts.
1.1.1.5.16.1: Respond to consumer inquiries with Montana information, and maintain databases of Tactic Barbara Ann Neilan P
inquiries by date, source code, and interest. ) i
1.1.1.5.16.2: Pool state, region, local funds, databases to conduct ad conversion research, or use Barbara Ann Neilan
other online survey tools to determine characteristics, spending, decision-making habits of Tactic ?2 07
potential/converted MT travelers, and ROI of marketing efforts.
1.1.1.5.16.3: Obtain monthly lodging tax collection reports, to observe results from specific . |Barbara Ann Neilan
: g N . Tactic ?21?
campaigns and efforts, and use the information to improve future ROI.
1.1.1.5.16.4: Conduct research annually to measure results of advertising and web marketing, and Tactic Barbara Ann Neilan P
improvements in return on investment (ROI). ’ i
1.1.1.5.16.5: Report results of research to Strategic Plan stakeholders. Tactic |Barbara Ann Neilan ?2 07
1.1.1.5.17: West Yellowstone CVB enhance tracking and reporting of results and return on investment O Marysue Costello 21?2 7?
(ROI) from state, regional, and CVB advertising efforts.
1.1.1.5.17.1: Respond to consumer inquiries with Montana information, and maintain databases of . |[Marysue Costello
S ! Tactic o
inquiries by date, source code, and interest.
1.1.1.5.17.2: Pool state, region, local funds, databases to conduct ad conversion research, or use Marysue Costello
other online survey tools to determine characteristics, spending, decision-making habits of Tactic o
potential/converted MT travelers, and ROI of marketing efforts.
1.1.1.5.17.3: Obtain monthly lodging tax collection reports, to observe results from specific . |[Marysue Costello
: 4 : h Tactic o
campaigns and efforts, and use the information to improve future ROI.
1.1.1.5.17.4: Conduct research annually to measure results of advertising and web marketing, and . |[Marysue Costello
: ; ‘ Tactic o
improvements in return on investment (ROI).
1.1.1.5.17.5: Report results of research to Strategic Plan stakeholders. Tactic |Marysue Costello ‘f
1.1.1.5.18: Whitefish CVB enhance tracking and reporting of results and return on investment (ROI) O Jan Metzmaker O ol 5
from state, regional, and CVB advertising efforts. : :
1.1.1.5.18.1: Respond to consumer inquiries with Montana information, and maintain databases of . [Jan Metzmaker
— B Tactic O ?
inquiries by date, source code, and interest.
1.1.1.5.18.2: Pool state, region, local funds, databases to conduct ad conversion research, or use Jan Metzmaker
other online survey tools to determine characteristics, spending, decision-making habits of Tactic . ?
potential/converted MT travelers, and ROI of marketing efforts.
1.1.1.5.18.3: Obtain monthly lodging tax collection reports, to observe results from specific . [Jan Metzmaker
: . N . Tactic O ?
campaigns and efforts, and use the information to improve future ROI.
1.1.1.5.18.4: Conduct research annually to measure results of advertising and web marketing, and . |Jan Metzmaker
; ¢ e Tactic g
improvements in return on investment (ROI).
1.1.1.5.18.5: Report results of research to Strategic Plan stakeholders. Tactic |Jan Metzmaker ‘f
1.1.1.5.19: Havre CVB enhance tracking and reporting of results and return on investment (ROI) from O Debbie A Vandeberg 21?07
state, regional, and CVB advertising efforts.
1.1.1.5.19.1: Respond to consumer inquiries with Montana information, and maintain databases of Tactic Debbie A Vandeberg P IS
inquiries by date, source code, and interest. ’ i
1.1.1.5.19.2: Pool state, region, local funds, databases to conduct ad conversion research, or use Debbie A Vandeberg
other online survey tools to determine characteristics, spending, decision-making habits of Tactic ?2 17
potential/converted MT travelers, and ROI of marketing efforts.
1.1.1.5.19.3: Obtain monthly lodging tax collection reports, to observe results from specific . |Debbie A Vandeberg
: . N . Tactic ?201?
campaigns and efforts, and use the information to improve future ROI.
1.1.1.5.19.4: Conduct research annually to measure results of advertising and web marketing, and Tactic Debbie A Vandeberg 5| 0
improvements in return on investment (ROI). ) i
1.1.1.5.19.5: Report results of research to Strategic Plan stakeholders. Tactic |Debbie A Vandeberg ?2 7
1.1.2: Promote Montana to targeted groups and events, emphasizing offpeak season. O Victor Bjornberg O = | L
1.1.2.1: Amplify targeted sales and marketing to attract groups, meetings, and conferences to Montana, O Victor Bjornberg = | M




Creation

Status Review Status

Objective, Strategy, or Tactic

tapping the standards and resources of the Destination Marketing Association International (DMAI) and/or
the Western Association of CVBs (WACVB).
1.1.2.1.1: Big Sky CVB amplify targeted sales and marketing to attract groups, meetings, and Marne Hayes ? ?
conferences to Montana, tapping the standards and resources of the Destination Marketing O
Association International (DMAI) and/or the Western Association of CVBs (WACVB).
1.1.2.1.1.1: Develop/purchase lists of targeted nonresident groups, and implement aggressive sales Tactic Marne Hayes 5
and bidding efforts. ’
1.1.2.1.1.2: Update appropriate listings on Montanameetings.com. Tactic |Marne Hayes ?
1.1.2.1.1.3: Continue the ‘Invite-a-Convention’ program to involve citizens, businesses, and Tactic Marne Hayes 5
universities to assist with group and event recruitment. ’
1.1.2.1.2: Billings CVB amplify targeted sales and marketing to attract groups, meetings, and Joan Kronebusch ? ?
conferences to Montana, tapping the standards and resources of the Destination Marketing O
Association International (DMAI) and/or the Western Association of CVBs (WACVB).
1.1.2.1.2.1: Develop/purchase lists of targeted nonresident groups, and implement aggressive sales Tacti Joan Kronebusch
e actic .
and bidding efforts.
1.1.2.1.2.2: Update appropriate listings on montanameetings.com. Tactic |Joan Kronebusch O
1.1.2.1.2.3: Continue the ‘Invite-a- Convention’ program to involve citizens, businesses, and Tacti Joan Kronebusch
. . S " actic .
universities to assist with group and event recruitment.
1.1.2.1.3: Bozeman CVB amplify targeted sales and marketing to attract groups, meetings, and Jim Robbins ? ?
conferences to Montana, tapping the standards and resources of the Destination Marketing O
Association International (DMAI) and/or the Western Association of CVBs (WACVB).
1.1.2.1.3.1: Develop/purchase lists of targeted nonresident groups, and implement aggressive sales Tacti Jim Robbins
o actic .
and bidding efforts.
1.1.2.1.3.2: Update appropriate listings on montanameetings.com. Tactic |Jim Robbins x
1.1.2.1.3.3: Continue the ‘Invite-a-Convention’ program to involve citizens, businesses, and Tacti Jim Robbins
" -~ o . actic ){
universities to assist with group and event recruitment.
1.1.2.1.4: Butte CVB amplify targeted sales and marketing to attract groups, meetings, and Cindy Perdue Dolan ? ?
conferences to Montana, tapping the standards and resources of the Destination Marketing O
Association International (DMAI) and/or the Western Association of CVBs (WACVB).
1.1.2.1.4.1: Develop/purchase lists of targeted nonresident groups, and implement aggressive sales Tactic Cindy Perdue Dolan o
and bidding efforts. )
1.1.2.1.4.2: Update appropriate listings on montanameetings.com. Tactic |Cindy Perdue Dolan ?
1.1.2.1.4.3: Continue the ‘Invite-a-Convention’ program to involve citizens, businesses, and Tactic Cindy Perdue Dolan 5
universities to assist with group and event recruitment. ’
1.1.2.1.5: Flathead CVB amplify targeted sales and marketing to attract groups, meetings, and Diane Medler
conferences to Montana, tapping the standards and resources of the Destination Marketing O \f
Association International (DMAI) and/or the Western Association of CVBs (WACVB).
1.1.2.1.5.1: Develop/purchase lists of targeted nonresident groups, and implement aggressive sales Tacti Diane Medler
i actic o
and bidding efforts.
1.1.2.1.5.2: Update appropriate listings on montanameetings.com. Tactic |Diane Medler «l"
1.1.2.1.5.3: Continue the ‘Invite-a- Convention’ program to involve citizens, businesses, and Tacti Diane Medler
P o - actic o
universities to assist with group and event recruitment.
1.1.2.1.6: Great Falls CVB amplify targeted sales and marketing to attract groups, meetings, and Mlriam Martinson ? ?
conferences to Montana, using standards and resources of the Destination Marketing Association O
International (DMAI) and/or the Western Association of CVBs (WACVB).
1.1.2.1.6.1: Develop/purchase lists of targeted nonresident groups, and implement aggressive sales Tactic Mlriam Martinson 5
and bidding efforts. ’
1.1.2.1.6.2: Update appropriate listings on montanameetings.com. Tactic |MIriam Martinson ?
1.1.2.1.6.3: Continue the ‘Invite-a-Convention’ program to involve citizens, businesses, and Tactic Mlriam Martinson 5
universities to assist with group and event recruitment. ’
1.1.2.1.7: Helena CVB amplify targeted sales and marketing to attract groups, meetings, and Mike Mergenthaler ? ?
conferences to Montana, tapping the standards and resources of the Destination Marketing O
Association International (DMAI) and/or the Western Association of CVBs (WACVB).
1.1.2.1.7.1: Develop/purchase lists of targeted nonresident groups, and implement aggressive sales Tactic Mike Mergenthaler 5
and bidding efforts. )
1.1.2.1.7.2: Update appropriate listings on montanameetings.com. Tactic |Mike Mergenthaler ?
1.1.2.1.7.3: Continue the ‘Invite-a-Convention’ program to involve citizens, businesses, and Tactic Mike Mergenthaler 5
universities to assist with group and event recruitment. ’
1.1.2.1.8: Miles City CVB amplify targeted sales and marketing to attract groups, meetings, and John Laney ? ?
conferences to Montana, using standards and resources of the Destination Marketing Association O
International (DMAI) and/or the Western Association of CVBs (WACVB).
1.1.2.1.8.1: Develop/purchase lists of targeted nonresident groups, and implement aggressive sales Tactic John Laney 5
and bidding efforts. ’
1.1.2.1.8.2: Update appropriate listings on montanameetings.com. Tactic |John Laney ?
1.1.2.1.8.3: Continue the ‘Invite-a-Convention’ program to involve citizens, businesses, and Tactic John Laney 5
universities to assist with group and event recruitment. ’
1.1.2.1.9: Missoula CVB amplify targeted sales and marketing to attract groups, meetings, and Barbara Ann Neilan ? ?
conferences to Montana, using standards and resources of the Destination Marketing Association O
International (DMAI) and/or the Western Association of CVBs (WACVB).
1.1.2.1.9.1: Develop/purchase lists of targeted nonresident groups, and implement aggressive sales Tactic Barbara Ann Neilan 5
and bidding efforts. ’
1.1.2.1.9.2: Update appropriate listings on montanameetings.com. Tactic |Barbara Ann Neilan ?
1.1.2.1.9.3: Continue the ‘Invite-a-Convention’ program to involve citizens, businesses, and Tactic Barbara Ann Neilan 5
universities to assist with group and event recruitment. ’
1.1.2.1.10: West Yellowstone CVB amplify targeted sales and marketing to attract groups, meetings, Marysue Costello ? ?
and conferences to MT, using standards and resources of the Destination Marketing Association O
International (DMAI) and/or the Western Association of CVBs (WACVB).
1.1.2.1.10.1: Develop/purchase lists of targeted nonresident groups, and implement aggressive Tactic |Marysue Costello o
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sales and bidding efforts.

1.1.2.1.10.2: Update appropriate listings on montanameetings.com. Tactic |Marysue Costello o
1.1.2.1.10.3: Continue the ‘Invite-a-Convention’ program to involve citizens, businesses, and . |[Marysue Costello
e e ! Tactic o
universities to assist with group and event recruitment.
1.1.2.1.11: Whitefish CVB amplify targeted sales and marketing to attract groups, meetings, and Jan Metzmaker 21?217
conferences to Montana, using standards and resources of the Destination Marketing Association O
International (DMAI) and/or the Western Association of CVBs (WACVB).
1.1.2.1.11.1: Develop/purchase lists of targeted nonresident groups, and implement aggressive . |Jan Metzmaker
- Tactic . ?
sales and bidding efforts.
1.1.2.1.11.2: Update appropriate listings on montanameetings.com. Tactic |[Jan Metzmaker x
1.1.2.1.11.3: Continue the ‘Invite-a-Convention’ program to involve citizens, businesses, and Tacti Jan Metzmaker
. - o h actic }{
universities to assist with group and event recruitment.
1.1.2.1.12: Havre CVB amplify targeted sales and marketing to attract groups, meetings, and Debbie A Vandeberg
conferences to Montana, using standards and resources of the Destination Marketing Association O ]
International (DMAI) and/or the Western Association of CVBs (WACVB).
1.1.2.1.12.1: Develop/purchase lists of targeted nonresident groups, and implement aggressive Tactic Debbie A Vandeberg P

sales and bidding efforts.
1.1.2.1.12.2: Update appropriate listings on montanameetings.com. Tactic |Debbie A Vandeberg 2|2
1.1.2.1.12.3: Continue the ‘Invite-a-Convention’ program to involve citizens, businesses, and Debbie A Vandeberg 5| 5

universities to assist with group and event recruitment. Tactic
1.1.2.2: Work with local sports groups/clubs to attract regional and national sports competitions in off- O Victor Bjornberg -+ | M
peak seasons.
1.1.2.2.1: Travel Montana work with local sports groups/clubs to attract regional and national sports O Pamela Portner Gosink x
competitions in off-peak seasons.
1.1.2.2.1.1: Identify opportunities to use existing facilities to host sports competitions (stadiums, Pamela Portner Gosink
general aviation airports, rodeo arenas, rural roads/trails, lakes, bowling alleys, ball fields, golf Tactic ){

courses, downhill/XC ski facilities, etc.).
1.1.2.2.1.2: Work with local sports clubs to contact sports associations or federations and explore

. |Pamela Portner Gosink
possibilities for events to be hosted in Montana. Tactic . ?
1.1.2.2.2: Custer Country work with local sports groups/clubs to attract regional and national sports O Nick Mann 21?07
competitions in off-peak seasons.
1.1.2.2.2.1: Identify opportunities to use existing facilities to host sports competitions (stadiums, Nick Mann
general aviation airports, rodeo arenas, rural roads/trails, lakes, bowling alleys, ball fields, golf Tactic

courses, downhill/XC ski facilities, etc.).

S XX

1.1.2.2.2.2: Work with local sports clubs to contact sports associations or federations and explore . [Nick Mann
S R Tactic
possibilities for events to be hosted in Montana.
1.1.2.2.3: Glacier Country work with local sports groups/clubs to attract regional and national sports O Racene Friede ?2 17
competitions in off-peak seasons.
1.1.2.2.3.1: Identify opportunities to use existing facilities to host sports competitions (stadiums, Racene Friede
general aviation airports, rodeo arenas, rural roads/trails, lakes, bowling alleys, ball fields, golf Tactic . ?
courses, downhill/XC ski facilities, etc.).
1.1.2.2.3.2: Work with local sports clubs to contact sports associations or federations and explore . |Racene Friede
S . Tactic . ?
possibilities for events to be hosted in Montana.

1.1.2.2.4: Gold West Country work with local sports groups/clubs to attract regional and national sports O Sarah Bannon
competitions in off-peak seasons.
1.1.2.2.4.1: Identify opportunities to use existing facilities to host sports competitions (stadiums, Sarah Bannon
general aviation airports, rodeo arenas, rural roads/trails, lakes, bowling alleys, ball fields, golf Tactic
courses, downhill/XC ski facilities, etc.).
1.1.2.2.4.2: Work with local sports clubs to contact sports associations or federations and explore
possibilities for events to be hosted in Montana.
1.1.2.2.5: Missouri River Country work with local sports groups/clubs to attract regional and national O Carla Hunsley
sports competitions in off-peak seasons.
1.1.2.2.5.1: Identify opportunities to use existing facilities to host sports competitions (stadiums, Carla Hunsley
general aviation airports, rodeo arenas, rural roads/trails, lakes, bowling alleys, ball fields, golf Tactic O O
courses, downhill/XC ski facilities, etc.).
1.1.2.2.5.2: Work with local sports clubs to contact sports associations or federations and explore
possibilities for events to be hosted in Montana.
1.1.2.2.6: Russell Country work with local sports groups/clubs to attract regional and national sports O Gayle Fisher -
competitions in off-peak seasons.
1.1.2.2.6.1: Identify opportunities to use existing facilities to host sports competitions (stadiums, Gayle Fisher
general aviation airports, rodeo arenas, rural roads/trails, lakes, bowling alleys, ball fields, golf Tactic
courses, downhill/XC ski facilities, etc.).
1.1.2.2.6.2: Work with local sports clubs to contact sports associations or federations and explore
possibilities for events to be hosted in Montana.
1.1.2.2.7: Yellowstone Country work with local sports groups/clubs to attract regional and national O Robin Hoover
sports competitions in off-peak seasons.
1.1.2.2.7.1: Identify opportunities to use existing facilities to host sports competitions (stadiums, Robin Hoover
general aviation airports, rodeo arenas, rural roads/trails, lakes, bowling alleys, ball fields, golf Tactic
courses, downhill/XC ski facilities, etc.).
1.1.2.2.7.2: Work with local sports clubs to contact sports associations or federations and explore
possibilities for events to be hosted in Montana.
1.1.2.2.8: Big Sky CVB work with local sports groups/clubs to attract regional and national sports O Marne Hayes ?2 17
competitions in off-peak seasons.
1.1.2.2.8.1: Identify opportunities to use existing facilities to host sports competitions (stadiums, Marne Hayes
general aviation airports, rodeo arenas, rural roads/trails, lakes, bowling alleys, ball fields, golf Tactic ?2 1 ?
courses, downhill/XC ski facilities, etc.).
1.1.2.2.8.2: Work with local sports clubs to contact sports associations or federations and explore
possibilities for events to be hosted in Montana.

Tactic

Sarah Bannon .
>

Tactic Carla Hunsley 2 | 9

X

Tactic Gayle Fisher

PR

Tactic Robin Hoover

~ XX

Tactic Marne Hayes
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1.1.2.2.9: Billings CVB work with local sports groups/clubs to attract regional and national sports O Joan Kronebusch ? ?
competitions in off-peak seasons.
1.1.2.2.9.1: Identify opportunities to use existing facilities to host sports competitions (stadiums, Joan Kronebusch
general aviation airports, rodeo arenas, rural roads/trails, lakes, bowling alleys, ball fields, golf Tactic O
courses, downhill/XC ski facilities, etc.).
1.1.2.2.9.2: Work with local sports clubs to contact sports associations or federations and explore Tactic Joan Kronebusch O
possibilities for events to be hosted in Montana.
1.1.2.2.10: Bozeman CVB work with local sports groups/clubs to attract regional and national sports O Jim Robbins ? ?
competitions in off-peak seasons.
1.1.2.2.10.1: Identify opportunities to use existing facilities to host sports competitions (stadiums, Jim Robbins
general aviation airports, rodeo arenas, rural roads/trails, lakes, bowling alleys, ball fields, golf Tactic .
courses, downhill/XC ski facilities, etc.).
1.1.2.2.10.2: Work with local sports clubs to contact sports associations or federations and explore Tactic Jim Robbins .
possibilities for events to be hosted in Montana.
1.1.2.2.11: Butte CVB work with local sports groups/clubs to attract regional and national sports O Cindy Perdue Dolan ? ?
competitions in off-peak seasons.
1.1.2.2.11.1: Identify opportunities to use existing facilities to host sports competitions (stadiums, Cindy Perdue Dolan
general aviation airports, rodeo arenas, rural roads/trails, lakes, bowling alleys, ball fields, golf Tactic \f
courses, downhill/XC ski facilities, etc.).
1.1.2.2.11.2: Work with local sports clubs to contact sports associations or federations and explore Tactic Cindy Perdue Dolan O
possibilities for events to be hosted in Montana.
1.1.2.2.12: Flathead CVB work with local sports groups/clubs to attract regional and national sports O Diane Medler o
competitions in off-peak seasons.
1.1.2.2.12.1: Identify opportunities to use existing facilities to host sports competitions (stadiums, Diane Medler
general aviation airports, rodeo arenas, rural roads/trails, lakes, bowling alleys, ball fields, golf Tactic o
courses, downhill/XC ski facilities, etc.).
1.1.2.2.12.2: Work with local sports clubs to contact sports associations or federations and explore Tactic Diane Medler e
possibilities for events to be hosted in Montana.
1.1.2.2.13: Great Falls CVB work with local sports groups/clubs to attract regional and national sports O Mlriam Martinson ? ?
competitions in off-peak seasons.
1.1.2.2.13.1: Identify opportunities to use existing facilities to host sports competitions (stadiums, Mlriam Martinson
general aviation airports, rodeo arenas, rural roads/trails, lakes, bowling alleys, ball fields, golf Tactic O
courses, downhill/XC ski facilities, etc.).
1.1.2.2.13.2: Work with local sports clubs to contact sports associations or federations and explore Tactic Mlriam Martinson 5
possibilities for events to be hosted in Montana. ’
1.1.2.2.14: Helena CVB work with local sports groups/clubs to attract regional and national sports O Mike Mergenthaler ? ?
competitions in off-peak seasons.
1.1.2.2.14.1: Identify opportunities to use existing facilities to host sports competitions (stadiums, Mike Mergenthaler
general aviation airports, rodeo arenas, rural roads/trails, lakes, bowling alleys, ball fields, golf Tactic ?
courses, downhill/XC ski facilities, etc.).
1.1.2.2.14.2: Work with local sports clubs to contact sports associations or federations and explore Tactic Mike Mergenthaler 5
possibilities for events to be hosted in Montana. ’
1.1.2.2.15: Miles City CVB work with local sports groups/clubs to attract regional and national sports O John Laney ? ?
competitions in off-peak seasons.
1.1.2.2.15.1: Identify opportunities to use existing facilities to host sports competitions (stadiums, John Laney
general aviation airports, rodeo arenas, rural roads/trails, lakes, bowling alleys, ball fields, golf Tactic ?
courses, downhill/XC ski facilities, etc.).
1.1.2.2.15.2: Work with local sports clubs to contact sports associations or federations and explore Tactic John Laney 5
possibilities for events to be hosted in Montana. )
1.1.2.2.16: Missoula CVB work with local sports groups/clubs to attract regional and national sports O Barbara Ann Neilan ? ?
competitions in off-peak seasons.
1.1.2.2.16.1: Identify opportunities to use existing facilities to host sports competitions (stadiums, Barbara Ann Neilan
general aviation airports, rodeo arenas, rural roads/trails, lakes, bowling alleys, ball fields, golf Tactic ?
courses, downhill/XC ski facilities, etc.).
1.1.2.2.16.2: Work with local sports clubs to contact sports associations or federations and explore Tactic Barbara Ann Neilan 5
possibilities for events to be hosted in Montana. ’
1.1.2.2.17: West Yellowstone CVB work with local sports groups/clubs to attract regional and national O Marysue Costello ? ?
sports competitions in off-peak seasons.
1.1.2.2.17.1: Identify opportunities to use existing facilities to host sports competitions (stadiums, Marysue Costello
general aviation airports, rodeo arenas, rural roads/trails, lakes, bowling alleys, ball fields, golf Tactic o
courses, downhill/XC ski facilities, etc.).
1.1.2.2.17.2: Work with local sports clubs to contact sports associations or federations and explore Tactic Marysue Costello o
possibilities for events to be hosted in Montana.
1.1.2.2.18: Whitefish CVB work with local sports groups/clubs to attract regional and national sports O Jan Metzmaker ? ?
competitions in off-peak seasons.
1.1.2.2.18.1: Identify opportunities to use existing facilities to host sports competitions (stadiums, Jan Metzmaker
general aviation airports, rodeo arenas, rural roads/trails, lakes, bowling alleys, ball fields, golf Tactic x
courses, downhill/XC ski facilities, etc.).
1.1.2.2.18.2: Work with local sports clubs to contact sports associations or federations and explore Tactic Jan Metzmaker x
possibilities for events to be hosted in Montana.
1.1.2.2.19: Havre CVB work with local sports groups/clubs to attract regional and national sports O Debbie A Vandeberg ? ?
competitions in off-peak seasons.
1.1.2.2.19.1: Identify opportunities to use existing facilities to host sports competitions (stadiums, Debbie A Vandeberg
general aviation airports, rodeo arenas, rural roads/trails, lakes, bowling alleys, ball fields, golf Tactic ?
courses, downhill/XC ski facilities, etc.).
1.1.2.2.19.2: Work with local sports clubs to contact sports associations or federations and explore Tactic Debbie A Vandeberg 5
possibilities for events to be hosted in Montana. )
1.1.2.3: Continue to promote Montana as a film location and consider enhanced incentives for film O Sten Iversen O L
production in Montana. Monitor incentive programs in surrounding states, provinces, and worldwide.
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1.1.2.3.1: Montana Film Office continue to promote Montana as a film location and consider enhanced Sten Iversen
incentives for film production in Montana. Monitor incentive programs in surrounding states, provinces, O O - | L
and worldwide.
1.1.2.3.1.1: Develop appropriate new initiatives and legislative solutions as needed to maintain . |Sten Iversen
i . " L Tactic O ?
competitiveness in recruiting the production industry.
1.1.2.3.1.2: Work with public land managers and the film industry to avoid conflicts with filming . |Sten Iversen
: . Tactic O O
regulations and land access issues.
1.1.2.3.1.4: Work with the executive branch and legislature to extend the Big Sky on the Big Screen . |Sten Iversen
film production incentives beyond 2009. Tactic O O v
1.1.2.4: Target travel media to increase the visibility of Montana as a leisure travel destination. O Susan Buhr O -+ | L
Proactively pitch Montana press releases and story ideas to travel media.
1.1.2.4.1: Travel Montana target travel media to increase the visibility of Montana as a leisure travel O Susan Buhr O -+ | 2
destination. Proactively pitch Montana press releases and story ideas to travel media. i
1.1.2.4.1.1: Disseminate leads and industry trend information to tourism businesses and attractions. | Tactic [Susan Buhr O ?
1.1.2.4.1.2: Conduct publicity workshops for tourism businesses and attractions. Tactic |Susan Buhr O 2
1.1.2.4.1.3: Coordinate a publicity strategy with private/nonprofit partners, based on target markets Tactic Susan Buhr O >
and seasons. i
1.1.2.4.1.4: Maintain a statewide database of at least 1,400 travel journalists, and communicate with Tactic Susan Buhr O 5
them regularly. i
1.1.2.4.1.5: Conduct workshop at 2010 Gov Conf on Publicity & travel writers. Tactic |Susan Buhr \f
1.1.2.4.2: Custer Country target travel media to increase the visibility of Montana as a leisure travel O Nick Mann 21?2
destination. Proactively pitch Montana press releases and story ideas to travel media.
1.1.2.4.2.1: Disseminate leads and industry trend information to tourism businesses and attractions. | Tactic |Nick Mann «l"
1.1.2.4.2.2: Conduct publicity workshops for tourism businesses and attractions. Tactic |Nick Mann }{
1.1.2.4.2.3: Coordinate a publicity strategy with private/nonprofit partners, based on target markets Tactic Nick Mann o
and seasons.
1.1.2.4.3: Glacier Country target travel media to increase the visibility of Montana as a leisure travel O Racene Friede 21?2
destination. Proactively pitch Montana press releases and story ideas to travel media.
1.1.2.4.3.1: Disseminate leads and industry trend information to tourism businesses and attractions. | Tactic |Racene Friede O ?
1.1.2.4.3.2: Conduct publicity workshops for tourism businesses and attractions. Tactic |Racene Friede o
1.1.2.4.3.3: Coordinate a publicity strategy with private/nonprofit partners, based on target markets Tactic Racene Friede O 5
and seasons. i
1.1.2.4.4: Gold West Country target travel media to increase the visibility of Montana as a leisure travel O Sarah Bannon 21?07
destination. Proactively pitch Montana press releases and story ideas to travel media.
1.1.2.4.4.1: Disseminate leads and industry trend information to tourism businesses and attractions. | Tactic |Sarah Bannon . ?
1.1.2.4.4.2: Conduct publicity workshops for tourism businesses and attractions. Tactic |Sarah Bannon . ?
1.1.2.4.4.3: Coordinate a publicity strategy with private/nonprofit partners, based on target markets Tactic Sarah Bannon . 5
and seasons. ?
1.1.2.4.5: Missouri River Country target travel media to increase the visibility of Montana as a leisure O Carla Hunsley 21?2 7?
travel destination. Proactively pitch Montana press releases and story ideas to travel media.
1.1.2.4.5.1: Disseminate leads and industry trend information to tourism businesses and attractions. | Tactic |Carla Hunsley O O
1.1.2.4.5.2: Conduct publicity workshops for tourism businesses and attractions. Tactic |Carla Hunsley o
1.1.2.4.5.3: Coordinate a publicity strategy with private/nonprofit partners, based on target markets Tactic Carla Hunsley x
and seasons.
1.1.2.4.6: Russell Country target travel media to increase the visibility of Montana as a leisure travel O Gayle Fisher O T M
destination. Proactively pitch Montana press releases and story ideas to travel media.
1.1.2.4.6.1: Disseminate leads and industry trend information to tourism businesses and attractions. | Tactic |Gayle Fisher o
1.1.2.4.6.2: Conduct publicity workshops for tourism businesses and attractions. Tactic |Gayle Fisher ){
1.1.2.4.6.3: Coordinate a publicity strategy with private/nonprofit partners, based on target markets Tactic Gayle Fisher o
and seasons.
1.1.2.4.6.5: Statewide, generate publicity about Montana destinations worth an advertising Tactic Gayle Fisher o
equivalency of $14 million annually.
1.1.2.4.7: Yellowstone Country target travel media to increase the visibility of Montana as a leisure O Robin Hoover 21?2 7?
travel destination. Proactively pitch Montana press releases and story ideas to travel media.
1.1.2.4.7.1: Disseminate leads and industry trend information to tourism businesses and attractions. | Tactic |Robin Hoover O ?
1.1.2.4.7.2: Conduct publicity workshops for tourism businesses and attractions. Tactic |Robin Hoover . ?
1.1.2.4.7.3: Coordinate a publicity strategy with private/nonprofit partners, based on target markets Tactic Robin Hoover O 5
and seasons. ?
1.1.2.4.8: Big Sky CVB target travel media to increase the visibility of Montana as a leisure travel O Marne Hayes 21?2 ?
destination. Proactively pitch Montana press releases and story ideas to travel media.
1.1.2.4.8.1: Disseminate leads and industry trend information to tourism businesses and attractions. | Tactic [Marne Hayes ?2 |7
1.1.2.4.8.2: Conduct publicity workshops for tourism businesses and attractions. Tactic |Marne Hayes 2|7
1.1.2.4.8.3: Coordinate a publicity strategy with private/nonprofit partners, based on target markets Tactic Marne Hayes P IS
and seasons. ’
1.1.2.4.9: Billings CVB target travel media to increase the visibility of Montana as a leisure travel O Joan Kronebusch ~
destination. Proactively pitch Montana press releases and story ideas to travel media. *
1.1.2.4.9.1: Disseminate leads and industry trend information to tourism businesses and attractions. | Tactic [Joan Kronebusch O ?
1.1.2.4.9.2: Conduct publicity workshops for tourism businesses and attractions. Tactic |Joan Kronebusch . ?
1.1.2.4.9.3: Coordinate a publicity strategy with private/nonprofit partners, based on target markets Tactic Joan Kronebusch O ”
and seasons.
1.1.2.4.10: Bozeman CVB target travel media to increase the visibility of Montana as a leisure travel O Jim Robbins 21?7
destination. Proactively pitch Montana press releases and story ideas to travel media.
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1.1.2.4.10.1: Disseminate leads and industry trend information to tourism businesses and . |Jim Robbins

. Tactic O ?
attractions.
1.1.2.4.10.2: Conduct publicity workshops for tourism businesses and attractions. Tactic |Jim Robbins . 2
1.1.2.4.10.3: Coordinate a publicity strategy with private/nonprofit partners, based on target markets Tactic Jim Robbins >

and seasons.
1.1.2.4.11: Butte CVB target travel media to increase the visibility of Montana as a leisure travel O Cindy Perdue Dolan 21?217
destination. Proactively pitch Montana press releases and story ideas to travel media.
1.1.2.4.11.1: Disseminate leads and industry trend information to tourism businesses and
attractions.
1.1.2.4.11.2: Conduct publicity workshops for tourism businesses and attractions. Tactic |Cindy Perdue Dolan 2 ?
1.1.2.4.11.3: Coordinate a publicity strategy with private/nonprofit partners, based on target markets Cindy Perdue Dolan 5| 5
and seasons. ) )
1.1.2.4.12: Flathead CVB target travel media to increase the visibility of Montana as a leisure travel O Diane Medler 21?217
destination. Proactively pitch Montana press releases and story ideas to travel media.

Tactic Cindy Perdue Dolan 2| 9

Tactic

1.1.2.4.12.1: Disseminate leads and industry trend information to tourism businesses and . |Diane Medler

: Tactic o
attractions.
1.1.2.4.12.2: Conduct publicity workshops for tourism businesses and attractions. Tactic |Diane Medler V"
1.1.2.4.12.3: Coordinate a publicity strategy with private/nonprofit partners, based on target markets Tactic Diane Medler . 5
and seasons. i

1.1.2.4.13: Great Falls CVB target travel media to increase the visibility of Montana as a leisure travel O Miriam Martinson 21?217
destination. Proactively pitch Montana press releases and story ideas to travel media.
1.1.2.4.13.1: Disseminate leads and industry trend information to tourism businesses and
attractions.
1.1.2.4.13.2: Conduct publicity workshops for tourism businesses and attractions. Tactic |Mlriam Martinson 217
1.1.2.4.13.3: Coordinate a publicity strategy with private/nonprofit partners, based on target markets Mlriam Martinson
and seasons.
1.1.2.4.14: Helena CVB target travel media to increase the visibility of Montana as a leisure travel O Mike Mergenthaler 21?2
destination. Proactively pitch Montana press releases and story ideas to travel media.
1.1.2.4.14.1: Disseminate leads and industry trend information to tourism businesses and
attractions.
1.1.2.4.14.2: Conduct publicity workshops for tourism businesses and attractions. Tactic |Mike Mergenthaler 2|7
1.1.2.4.14.3: Coordinate a publicity strategy with private/nonprofit partners, based on target markets Mike Mergenthaler
and seasons.
1.1.2.4.15: Miles City CVB target travel media to increase the visibility of Montana as a leisure travel O John Laney 21?07
destination. Proactively pitch Montana press releases and story ideas to travel media.
1.1.2.4.15.1: Disseminate leads and industry trend information to tourism businesses and
attractions.
1.1.2.4.15.2: Conduct publicity workshops for tourism businesses and attractions. Tactic |John Laney ?2 07
1.1.2.4.15.3: Coordinate a publicity strategy with private/nonprofit partners, based on target markets John Laney P
and seasons. ’ i
1.1.2.4.16: Missoula CVB target travel media to increase the visibility of Montana as a leisure travel O Barbara Ann Neilan 21?07
destination. Proactively pitch Montana press releases and story ideas to travel media.
1.1.2.4.16.1: Disseminate leads and industry trend information to tourism businesses and
attractions.
1.1.2.4.16.2: Conduct publicity workshops for tourism businesses and attractions. Tactic |Barbara Ann Neilan 217
1.1.2.4.16.3: Coordinate a publicity strategy with private/nonprofit partners, based on target markets Barbara Ann Neilan
and seasons.
1.1.2.4.17: West Yellowstone CVB target travel media to increase the visibility of Montana as a leisure O Marysue Costello 21?2 ?
travel destination. Proactively pitch Montana press releases and story ideas to travel media.
1.1.2.4.17.1: Disseminate leads and industry trend information to tourism businesses and
attractions.
1.1.2.4.17.2: Conduct publicity workshops for tourism businesses and attractions. Tactic |Marysue Costello

Tactic Mliriam Martinson

Tactic

Tactic Mike Mergenthaler

Tactic

Tactic John Laney ?2 1 ?

Tactic

Tactic Barbara Ann Neilan

Tactic

Tactic Marysue Costello

1.1.2.4.17.3: Coordinate a publicity strategy with private/nonprofit partners, based on target markets
and seasons.
1.1.2.4.18: Whitefish CVB target travel media to increase the visibility of Montana as a leisure travel O Jan Metzmaker
destination. Proactively pitch Montana press releases and story ideas to travel media.
1.1.2.4.18.1: Disseminate leads and industry trend information to tourism businesses and
attractions.
1.1.2.4.18.2: Conduct publicity workshops for tourism businesses and attractions. Tactic |Jan Metzmaker

Tactic Marysue Costello

AR

Jan Metzmaker

O/ *

Tactic

X

1.1.2.4.18.3: Coordinate a publicity strategy with private/nonprofit partners, based on target markets Jan Metzmaker
and seasons.
1.1.2.4.19: Havre CVB target travel media to increase the visibility of Montana as a leisure travel O Debbie A Vandeberg 21?2 ?

destination. Proactively pitch Montana press releases and story ideas to travel media.

Tactic

1.1.2.4.19.1: Disseminate leads and industry trend information to tourism businesses and Tactic Debbie A Vandeberg 2 | 9
attractions.
1.1.2.4.19.2: Conduct publicity workshops for tourism businesses and attractions. Tactic |Debbie A Vandeberg ?2 7
1.1.2.4.19.3: Coordinate a publicity strategy with private/nonprofit partners, based on target markets Tactic Debbie A Vandeberg 5| 0
and seasons. ) )
1.1.2.5: Continue to target tour operators to bring group tours and packaged vacations to Montana. O Pamela Portner Gosink O = | L
1.1.2.5.1: Travel Montana to target tour operators to bring group tours and packaged vacations to O Pamela Portner Gosink O -+ L
Montana.
1.1.2.5.1.1: Prpmote Montana as an off-peak season destination for group/packaged educational Tactic Pamela Portner Gosink O N
and experiential tours. i
1.1.2.5.1.2: Focus on tour operators from the National Tour Association, American Bus Association, Tacti Pamela Portner Gosink
and Motorcoach Canada, as well as small independent/boutique tour operators. actic v
PR

1.1.2.5.2: Custer Country to target tour operators to bring group tours and packaged vacations to O Nick Mann ?
Montana.




Creation

Status Review Status

Objective, Strategy, or Tactic

1.1.2.5.2.1: Promote Montana as an off-peak season destination for group/packaged educational Tactic Nick Mann o
and experiential tours.
1.1.2.5.2.2: Focus on tour operators from the National Tour Association, American Bus Association, Tactic Nick Mann x
and Motorcoach Canada, as well as small independent/boutique tour operators.
1.1.2.5.3: Glacier Country to target tour operators to bring group tours and packaged vacations to O Racene Friede 21?7
Montana.
1.1.2.5.3.1: Promote Montana as an off-peak season destination for group/packaged educational Tactic Racene Friede O >
and experiential tours. i
1.1.2.5.3.2: Focus on tour operators from the National Tour Association, American Bus Association, Tacti Racene Friede
- f actic O ?
and Motorcoach Canada, as well as small independent/boutique tour operators.
2 | 2 | 2

1.1.2.5.4: Gold West Country to target tour operators to bring group tours and packaged vacations to O Sarah Bannon
Montana.
1.1.2.5.4.1: Promote Montana as an off-peak season destination for group/packaged educational
and experiential tours.
1.1.2.5.4.2: Focus on tour operators from the National Tour Association, American Bus Association,
and Motorcoach Canada, as well as small independent/boutique tour operators.
1.1.2.5.5: Missouri River Country to target tour operators to bring group tours and packaged vacations O Carla Hunsley
to Montana.
1.1.2.5.5.1: Promote Montana as an off-peak season destination for group/packaged educational
and experiential tours.

Tactic Sarah Bannon

Tactic Sarah Bannon

~ 9@
-~

Tactic Carla Hunsley

1.1.2.5.5.2: Focus on tour operators from the National Tour Association, American Bus Association, Tactic Carla Hunsley O
and Motorcoach Canada, as well as small independent/boutique tour operators.
1.1.2.5.6: Russell Country to target tour operators to bring group tours and packaged vacations to O Gayle Fisher x
Montana.
1.1.2.5.6.1_: Pr_omote Montana as an off-peak season destination for group/packaged educational Tactic Gayle Fisher x
and experiential tours.
1.1.2.5.6.2: Focus on tour operators from the National Tour Association, American Bus Association, Tactic Gayle Fisher x

and Motorcoach Canada, as well as small independent/boutique tour operators.

1.1.2.5.7: Yellowstone Country to target tour operators to bring group tours and packaged vacations to O Robin Hoover ~
Montana. 0
1.1.2.5.7.1: Promote Montana as an off-peak season destination for group/packaged educational Tactic Robin Hoover . 5
and experiential tours. :
1.1.2.5.7.2: Focus on tour operators from the National Tour Association, American Bus Association, . |Robin Hoover
- - Tactic x
and Motorcoach Canada, as well as small independent/boutique tour operators.
1.1.2.5.8: Big Sky CVB to target tour operators to bring group tours and packaged vacations to O Marne Hayes 21?2
Montana.
1.1.2.5.8.1: Promote Montana as an off-peak season destination for group/packaged educational Tactic Marne Hayes 5| 9
and experiential tours. !
1.1.2.5.8.2: Focus on tour operators from the National Tour Association, American Bus Association, . |[Marne Hayes
- f Tactic ?2 07
and Motorcoach Canada, as well as small independent/boutique tour operators.
1.1.2.5.9: Billings CVB to target tour operators to bring group tours and packaged vacations to O Joan Kronebusch 21?2
Montana.

1.1.2.5.9.1: Promote Montana as an off-peak season destination for group/packaged educational Joan Kronebusch
and experiential tours.
1.1.2.5.9.2: Focus on tour operators from the National Tour Association, American Bus Association,

and Motorcoach Canada, as well as small independent/boutique tour operators.

Tactic

Tactic Joan Kronebusch

~ O @

1.1.2.5.10: Bozeman CVB to target tour operators to bring group tours and packaged vacations to O Jim Robbins ?20?
Montana.
1.1.2.5.10.2: Focus on tour operators from the National Tour Association, American Bus Tactic Jim Robbins . 5
Association, and Motorcoach Canada, as well as small independent/boutique tour operators. i
1.1.2.5.11: Butte CVB to target tour operators to bring group tours and packaged vacations to O Cindy Perdue Dolan 21?2 7?
Montana.
1.1.2.5.11.1: Promote Montana as an off-peak season destination for group/packaged educational Tactic Cindy Perdue Dolan x
and experiential tours.
1.1.2.5.11.2: Focus on tour operators from the National Tour Association, American Bus Tactic Cindy Perdue Dolan o
Association, and Motorcoach Canada, as well as small independent/boutique tour operators.
1.1.2.5.12: Flathead CVB to target tour operators to bring group tours and packaged vacations to O Diane Medler 21?2 ?
Montana.
1.1.2.5.12.1: Promote Montana as an off-peak season destination for group/packaged educational Tactic Diane Medler . 5
and experiential tours. :
1.1.2.5.12.2: Focus on tour operators from the National Tour Association, American Bus Tactic Diane Medler O 5
Association, and Motorcoach Canada, as well as small independent/boutique tour operators. i
1.1.2.5.13: Great Falls CVB to target tour operators to bring group tours and packaged vacations to O Mlriam Martinson 21?2 ?
Montana.
1.1.2.5.13.1: Promote Montana as an off-peak season destination for group/packaged educational Tactic Mlriam Martinson 5| 0
and experiential tours. ’
1.1.2.5.13.2: Focus on tour operators from the National Tour Association, American Bus Tacti Mlriam Martinson
L . . actic ? ?
Association, and Motorcoach Canada, as well as small independent/boutique tour operators.
1.1.2.5.14: Helena CVB to target tour operators to bring group tours and packaged vacations to O Mike Mergenthaler 21?1 7?
Montana.
1.1.2.5.14.1: Promote Montana as an off-peak season destination for group/packaged educational Tactic Mike Mergenthaler P IS
and experiential tours. ’
1.1.2.5.14.2: Focus on tour operators from the National Tour Association, American Bus Tacti Mike Mergenthaler
- . . actic ?21?
Association, and Motorcoach Canada, as well as small independent/boutique tour operators.
1.1.2.5.15: Miles City CVB to target tour operators to bring group tours and packaged vacations to O John Laney 21?2 ]°?
Montana.
1.1.2.5.15.1: Promote Montana as an off-peak season destination for group/packaged educational Tactic John Laney 5| 5

and experiential tours.
1.1.2.5.15.2: Focus on tour operators from the National Tour Association, American Bus Tactic |John Laney ?2 7




Creation

Objective, Strategy, or Tactic Status Review Status

Association, and Motorcoach Canada, as well as small independent/boutique tour operators.

1.1.2.5.16: Missoula CVB to target tour operators to bring group tours and packaged vacations to O Barbara Ann Neilan 21?217
Montana.
1.1.2.5.16:1: E’romote Montana as an off-peak season destination for group/packaged educational Tactic Barbara Ann Neilan 5| 5
and experiential tours. ’
1.1.2.5.16.2: Focus on tour operators from the National Tour Association, American Bus Tactic Barbara Ann Neilan 2| 9

Association, and Motorcoach Canada, as well as small independent/boutique tour operators.
1.1.2.5.17: West Yellowstone CVB to target tour operators to bring group tours and packaged O Marysue Costello 21?1 ?
vacations to Montana.

1.1.2.5.17.1: Promote Montana as an off-peak season destination for group/packaged educational

Marysue Costello

and experiential tours. Tactic v
l.1.2.5_.l_7.2: Focus on tour operators from the National _Tour Association,_ American Bus Tactic Marysue Costello o
Association, and Motorcoach Canada, as well as small independent/boutique tour operators.
1.1.2.5.18: Whitefish CVB to target tour operators to bring group tours and packaged vacations to O Jan Metzmaker 21?7
Montana.

1.1.2.5.18.1: Promote Montana as an off-peak season destination for group/packaged educational Jan Metzmaker
and experiential tours.

1.1.2.5.18.2: Focus on tour operators from the National Tour Association, American Bus

Tactic

Jan Metzmaker

> K| X

Association, and Motorcoach Canada, as well as small independent/boutique tour operators. Tactic
1.1.2.5.19: Havre CVB to target tour operators to bring group tours and packaged vacations to @ Debbie A Vandeberg ?2 07
Montana.

1.1.2.5.19.1: Promote Montana as an off-peak season destination for group/packaged educational Tactic Debbie A Vandeberg 2| 9

and experiential tours.
1.1.2.5.19.2: Focus on tour operators from the National Tour Association, American Bus

Debbie A Vandeberg

i 2|2
Association, and Motorcoach Canada, as well as small independent/boutique tour operators. Tactic ’
1.1.3: Work collaboratively with other tourism marketing partners to plan and implement priority marketing O Victor Bjornberg O -+ | M
efforts.
1.1.3.1: Travel Montana host an annual Marketing Plan meeting between Travel Montana, Regions, Pamela Portner Gosink
CVBs, Tourism Advisory Council, MTTA, and other state/federal agencies involved in tourism and O -* =+ | M
recreation, to coordinate the marketing planning process.
1.1.3.1.1: Schedule the meeting in January or February prior to the region/CVB Marketing Plan Tactic Pamela Portner Gosink x
deadlines.
1.1.3.1.2: Discuss the relationship between tourism marketing and public land/facility management . |Pamela Portner Gosink
" R . . Tactic x
capacity, and how results of marketing strategies will be measured by all partners.
1.1.3.1.3: Discuss and identify priority target markets, state marketing strategies to reach each market, . |Pamela Portner Gosink
: ’ Tactic o
and ways to coordinate and leverage state and local marketing efforts.
1.1.3.1.4: Develop successful outcomes as measured by participant evaluations. Tactic |Pamela Portner Gosink x
1.1.3.2: Implement the new Montana tourism brand to enhance the state’s image and message in priority O Pamela Portner Gosink -+ | M
markets
1.1.3.2.1: Travel Montana implement the new Montana tourism brand to enhance the state’s image O Pamela Portner Gosink| ? | ? | ?
and message in priority markets.
1.1.3.2.1.1: Encourage tourism and recreation partners statewide to incorporate the Montana brand Tactic Pamela Portner Gosink O 5
into marketing efforts. :
1.1.3.2.1.2: Where appropriate, encourage other state departments/agencies to use the brand in . |Pamela Portner Gosink
: . Tactic O ?
their marketing efforts.
2212

1.1.3.2.2: Custer Country implement the new Montana tourism brand to enhance the state’s image and O Nick Mann
message in priority markets.
1.1.3.2.2.1: Encourage tourism and recreation partners in region to incorporate the Montana brand . [Nick Mann
: . Tactic }{
into marketing efforts.

1.1.3.2.3: Glacier Country implement the new Montana tourism brand to enhance the state’s image O Racene Friede 21?2 7?
and message in priority markets.

1.1.3.2.3.1: Encourage tourism and recreation partners in region to incorporate the Montana brand . |Racene Friede

: . Tactic O ?

into marketing efforts.
1.1.3.2.4: Gold West Country implement the new Montana tourism brand to enhance the state’s image Sarah Bannon 21?17

O

and message in priority markets.
1.1.3.2.4.1: Encourage tourism and recreation partners in region to incorporate the Montana brand
into marketing efforts.
1.1.3.2.5: Missouri River Country implement the new Montana tourism brand to enhance the state’s
image and message in priority markets.
1.1.3.2.5.1: Encourage tourism and recreation partners in region to incorporate the Montana brand
into marketing efforts.

Sarah Bannon

O
Carla Hunsley O - | M
O

Tactic

o

Tactic Carla Hunsley

1.1.3.2.6: Russell Country implement the new Montana tourism brand to enhance the state’s image O Gayle Fisher o
and message in priority markets.
1.1.3.2.6.1: Encourage tourism and recreation partners in region to incorporate the Montana brand . |Gayle Fisher
: . Tactic p o
into marketing efforts.
1.1.3.2.7: Yellowstone Country implement the new Montana tourism brand to enhance the state’s O Robin Hoover 21?1 7?
image and message in priority markets.
1.1.3.2.7.1: Encourage tourism and recreation partners in region to incorporate the Montana brand . |Robin Hoover
: . Tactic o
into marketing efforts.
1.1.3.2.8: Big Sky CVB implement the new Montana tourism brand to enhance the state’s image and O Marne Hayes 21?2 ]°?
message in priority markets.
1.1.3.2.8.1: Encourage tourism and recreation partners to incorporate the Montana brand into Tactic Marne Hayes 5| 0
marketing efforts. ’
1.1.3.2.9: Billings CVB implement the new Montana tourism brand to enhance the state’s image and O Joan Kronebusch ~
message in priority markets. *
1.1.3.2.9.1: Encourage tourism and recreation partners to incorporate the Montana brand into . |Joan Kronebusch
: Tactic . ?
marketing efforts.
1.1.3.2.10: Bozeman CVB implement the new Montana tourism brand to enhance the state’s image O Jim Robbins 21?217




Objective, Strategy, or Tactic

and message in priority markets.

Creation

Status

Review Status

1.1.3.3.11: Butte CVB conduct educational workshops, presentations, and webinars to build marketing

Cindy Perdue Dolan

1.1.3.2.10.1: Encourage tourism and recreation partners to incorporate the Montana brand into Tacti Jim Robbins
: actic O ?
marketing efforts.
1.1.3.2.11: Butte CVB implement the new Montana tourism brand to enhance the state’s image and O Cindy Perdue Dolan 21?7
message in priority markets.
1.1.3.2.11.1: Encourage tourism and recreation partners to incorporate the Montana brand into Tactic Cindy Perdue Dolan P
marketing efforts. ’ i
1.1.3.2.12: Flathead CVB implement the new Montana tourism brand to enhance the state’s image and O Diane Medler o
message in priority markets.
1.1.3.2.12.1: Encourage tourism and recreation partners to incorporate the Montana brand into Tactic Diane Medler o
marketing efforts.
1.1.3.2.13: Great Falls CVB implement the new Montana tourism brand to enhance the state’s image O Miriam Martinson 21?217
and message in priority markets.
1.1.3.2.13.1: Encourage tourism and recreation partners to incorporate the Montana brand into Tactic Mlriam Martinson 5| 5
marketing efforts. ’ i
1.1.3.2.14: Helena CVB implement the new Montana tourism brand to enhance the state’s image and O Mike Mergenthaler 21?217
message in priority markets.
1.1.3.2.14.1: Encourage tourism and recreation partners to incorporate the Montana brand into Tactic Mike Mergenthaler 5| 5
marketing efforts. ’ :
1.1.3.2.15: Miles City CVB implement the new Montana tourism brand to enhance the state’s image O John Laney 21?217
and message in priority markets.
1.1.3.2.15.1: Encourage tourism and recreation partners to incorporate the Montana brand into Tactic John Laney P
marketing efforts. ’ :
1.1.3.2.16: Missoula CVB implement the new Montana tourism brand to enhance the state’s image O Barbara Ann Neilan 21?07
and message in priority markets.
1.1.3.2.16.1: Encourage tourism and recreation partners to incorporate the Montana brand into Tactic Barbara Ann Neilan P
marketing efforts. ’ :
1.1.3.2.17: West Yellowstone CVB implement the new Montana tourism brand to enhance the state’s O Marysue Costello 21?07
image and message in priority markets.
1.1.3.2.17.1: Encourage tourism and recreation partners to incorporate the Montana brand into Tactic Marysue Costello e
marketing efforts.
1.1.3.2.18: Whitefish CVB implement the new Montana tourism brand to enhance the state’s image O Jan Metzmaker * T L
and message in priority markets.
1.1.3.2.18.1: Encourage tourism and recreation partners to incorporate the Montana brand into Tactic Jan Metzmaker o
marketing efforts.
1.1.3.2.18.2: WCVBhas incorporated elements of the brand into our travel planner,consumer show Tactic Jan Metzmaker o
displays, website and all our collateral.
1.1.3.2.19: MTTA implement the new Montana tourism brand to enhance the state’s image and O no owner x
message in priority markets.
1.1.3.2.19.1: Encourage tourism and recreation partners to incorporate the Montana brand into Tactic |M© owner P
marketing efforts. ’ :
1.1.3.2.20: Havre CVB implement the new Montana tourism brand to enhance the state’s image and @ Debbie A Vandeberg 21?07
message in priority markets.
1.1.3.2.20.1: Encourage tourism and recreation partners to incorporate the Montana brand into Tactic Debbie A Vandeberg P
marketing efforts. ’ i
1.1.3.3: Conduct educational workshops, presentations, and webinars to build marketing capacity and O Victor Bjornberg O - | M
awareness, and showcase successes, among community and business partners.
1.1.3.3.1: Travel Montana conduct educational workshops, presentations, and webinars to build Pamela Portner Gosink
marketing capacity and awareness, and showcase successes, among community and business O O |
partners.
1.1.3.3.1.1: Develop focus and materials for educational workshops, presentations and webinars to Tactic Pamela Portner Gosink O 5
build marketing capacity i
1.1.3.3.2: Custer Country conduct educational workshops, presentations, and webinars to build Nick Mann 21?2 ?
marketing capacity and awareness, and showcase successes, among community and business O
partners.
1.1.3.3.3: Glacier Country conduct educational workshops, presentations, and webinars to build Racene Friede 21?72
marketing capacity and awareness, and showcase successes, among community and business O
partners.
1.1.3.3.4: Gold West Country conduct educational workshops, presentations, and webinars to build Sarah Bannon 21?2 ?
marketing capacity and awareness, and showcase successes, among community and business O
partners.
1.1.3.3.5: Missouri River Country conduct educational workshops, presentations, and webinars to build Carla Hunsley
marketing capacity and awareness, and showcase successes, among community and business O - | b
partners.
1.1.3.3.6: Russell Country conduct educational workshops, presentations, and webinars to build Gayle Fisher
marketing capacity and awareness, and showcase successes, among community and business O
partners.
1.1.3.3.7: Yellowstone Country conduct educational workshops, presentations, and webinars to build Robin Hoover 21?2 ]°?
marketing capacity and awareness, and showcase successes, among community and business O
partners.
1.1.3.3.8: Big Sky CVB conduct educational workshops, presentations, and webinars to build Marne Hayes 21?1 7?
marketing capacity and awareness, and showcase successes, among community and business O
partners.
1.1.3.3.9: Billings CVB conduct educational workshops, presentations, and webinars to build marketing O Joan Kronebusch 21?2 ]°?
capacity and awareness, and showcase successes, among community and business partners.
1.1.3.3.10: Bozeman CVB conduct educational workshops, presentations, and webinars to build Jim Robbins 21?1 7?
marketing capacity and awareness, and showcase successes, among community and business O
partners.
(@] 22~




Creation

Status Review Status

Objective, Strategy, or Tactic

capacity and awareness, and showcase successes, among community and business partners.

1.1.3.3.12: Flathead CVB conduct educational workshops, presentations, and webinars to build
marketing capacity and awareness, and showcase successes, among community and business
partners.

Diane Medler

1.1.3.3.13: Great Falls CVB conduct educational workshops, presentations, and webinars to build
marketing capacity and awareness, and showcase successes, among community and business
partners.

Miriam Martinson

1.1.3.3.14: Helena CVB conduct educational workshops, presentations, and webinars to build
marketing capacity and awareness, and showcase successes, among community and business
partners.

Mike Mergenthaler

1.1.3.3.15: Miles City CVB conduct educational workshops, presentations, and webinars to build
marketing capacity and awareness, and showcase successes, among community and business
partners.

John Laney

1.1.3.3.16: Missoula CVB conduct educational workshops, presentations, and webinars to build
marketing capacity and awareness, and showcase successes, among community and business
partners.

Barbara Ann Neilan

1.1.3.3.17: West Yellowstone CVB conduct educational workshops, presentations, and webinars to
build marketing capacity and awareness, and showcase successes, among community and business
partners.

Marysue Costello

1.1.3.3.18: Whitefish CVB conduct educational workshops, presentations, and webinars to build
marketing capacity and awareness, and showcase successes, among community and business
partners.

Jan Metzmaker

o

-

1.1.3.3.19: MTTA conduct educational workshops, presentations, and webinars to build marketing
capacity and awareness, and showcase successes, among community and business partners.

no owner

1.1.3.3.20: Havre CVB conduct educational workshops, presentations, and webinars to build marketing
capacity and awareness, and showcase successes, among community and business partners.

Debbie A Vandeberg

.\,a

1.1.3.4: Create cooperative marketing campaigns between agriculture and tourism. Identify key
businesses/trade groups in agriculture and tourism, and form marketing/advertising partnerships.

Pamela Portner Gosink

-

1.1.3.4.1: Identify key businesses/trade groups in agriculture and tourism, and form
marketing/advertising partnerships.

Pamela Portner Gosink

1.1.4: Improve Montana'’s Visitor Information System to extend visitor stays and spending.

Pamela Portner Gosink

0 0|0

1.1.4.1: Create a database inventory of visitor information system (VIS) components available statewide

00 E|olojojo|o|0|0|0O|0O]|O

Pamela Portner Gosink

1.1.4.1.1: Create a statewide inventory by December 2009, and update annually.

Tactic

Pamela Portner Gosink

1.1.4.1.2: Develop strategies to improve the system and fill gaps by December 2010.

Tactic

Pamela Portner Gosink

1.1.4.2: Establish criteria for “officially-designated” visitor information sites/services, foster more

Pamela Portner Gosink

S XXXX

Association of Interpretation.

collaboration between agency/private visitor services. Link VICs, museums, attractions, and businesses O
to leverage resources, provide quality service statewide.
1.1.4.2.1: Establish criteria for sites within the MT VIS by December 2010 with involvement from Tactic Pamela Portner Gosink O O
regions, CVBs, MDT, and state/federal partners.
1.1.4.2.2: Disseminate criteria and information about the process for official designation by December . |Pamela Portner Gosink
2011 Tactic o
1.1.4.3: Provide advanced training for all Visitor Information Centers (VICs), including regional O Pamela Portner Gosink O 5| o
familiarization tours for state/federal/regional/tribal/local information staff and volunteers. : :
1.1.4.3.1: Travel Montana provide advanced training for its statewide Visitor Information Centers Pamela Portner Gosink
(VICs), including regional familiarization tours for state/federal/regional/tribal/local information staff and O O ?2 1 ?
volunteers.
1.1.4.3.1.1: Encourage site/service managers to collaborate with each other to provide Tactic Pamela Portner Gosink O O
training/orientation, and to ensure that information provided to travelers is accurate and consistent.
1.1.4.3.1.2: VICs should coordinate hours/seasons of operation, and consolidate services where . |Pamela Portner Gosink
; Tactic O O
possible.
1.1.4.3.1.3: MT VICs utilize training resources such as Montana Superhost and the National Tactic Pamela Portner Gosink O O
Association of Interpretation.
1.1.4.3.2: Custer Country provide advanced training for Visitor Information Centers (VICs) in its region, O Nick Mann 21?2 ?
including familiarization tours for state/federal/regional/tribal/local information staff and volunteers.
1.1.4.3.2.1: Encourage site/service managers to collaborate with each other to provide . |Nick Mann
. P | : : h . Tactic o
training/orientation, and to ensure that information provided to travelers is accurate and consistent.
1.1.4.3.2.2: VICs should coordinate hours/seasons of operation, and consolidate services where Tactic Nick Mann x
possible
1.1.4.3.2.3: MT VICs utilize training resources such as Montana Superhost and the National Tactic Nick Mann o
Association of Interpretation.
1.1.4.3.3: Glacier Country provide advanced training for Visitor Information Centers (VICs) in its region, O Racene Friede 21?2 ?
including familiarization tours for state/federal/regional/tribal/local information staff and volunteers.
1.1.4.3.3.1: Encourage site/service managers to collaborate with each other to provide . |Racene Friede
. P | : : h . Tactic o
training/orientation, and to ensure that information provided to travelers is accurate and consistent.
1.1.4.3.3.2: VICs should coordinate hours/seasons of operation, and consolidate services where Tactic Racene Friede e
possible
1.1.4.3.3.3: MT VICs utilize training resources such as Montana Superhost and the National Tactic Racene Friede P IS
Association of Interpretation. ! ‘
1.1.4.3.4: Gold West Country provide advanced training for Visitor Information Centers (VICs) in its Sarah Bannon 21?1 ?
region, including familiarization tours for state/federal/regional/tribal/local information staff and O
volunteers.
1.1.4.3.4.1: Encourage site/service managers to collaborate with each other to provide . |Sarah Bannon
o : ] . N . . ; Tactic O ?
training/orientation, and to ensure that information provided to travelers is accurate and consistent.
1.1.4.3.4.2: VICs should coordinate hours/seasons of operation, and consolidate services where Tactic Sarah Bannon . 5
possible. i
1.1.4.3.4.3: MT VICs utilize training resources such as Montana Superhost and the National Tactic Sarah Bannon O 5
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1.1.4.3.5: Missouri River Country provide advanced training for Visitor Information Centers (VICs) in its Carla Hunsley
region, including familiarization tours for state/federal/regional/tribal/local information staff and O ?2 07 x
volunteers.
1.1.4.3.5.1: Encourage site/service managers to collaborate with each other to provide . |Carla Hunsley
- : ; . N : p ; Tactic ?2 07
training/orientation, and to ensure that information provided to travelers is accurate and consistent.
1.1.4.3.5.2: VICs should coordinate hours/seasons of operation, and consolidate services where . |Carla Hunsley
. ! X i h > Tactic o
possible.and to ensure that information provided to travelers is accurate and consistent.
1.1.4.3.5.3: MT VICs utilize training resources such as Montana Superhost and the National . |Carla Hunsley
e ] Tactic O O
Assaociation of Interpretation.
1.1.4.3.6: Russell Country provide advanced training for Visitor Information Centers (VICs) in its Gayle Fisher
region, including familiarization tours for state/federal/regional/tribal/local information staff and O o
volunteers.
1.1.4.3.6.1: Encourage site/service managers to collaborate with each other to provide . |Gayle Fisher
o : : ’ ) - : ’ Tactic 9"'-'
training/orientation, and to ensure that information provided to travelers is accurate and consistent.
1.1.4.3.6.2: VICs should coordinate hours/seasons of operation, and consolidate services where Tactic Gayle Fisher x
possible.
1.1.4.3.6.3: MT VICs utilize training resources such as Montana Superhost and the National . |Gayle Fisher
- : Tactic o
Association of Interpretation.
1.1.4.3.7: Yellowstone Country provide advanced training for Visitor Information Centers (VICs) in its Robin Hoover
region, including familiarization tours for state/federal/regional/tribal/local information staff and O ]
volunteers.
1.1.4.3.7.1: Encourage site/service managers to collaborate with each other to provide . |Robin Hoover
- P ] : : h . Tactic o
training/orientation, and to ensure that information provided to travelers is accurate and consistent.
1.1.4.3.7.2: VICs should coordinate hours/seasons of operation, and consolidate services where Tactic Robin Hoover O 5
possible :
1.1.4.3.7.3: MT VICs utilize training resources such as Montana Superhost and the National . |Robin Hoover
s : Tactic . ?
Association of Interpretation.
1.1.4.3.8: Big Sky CVB provide advanced training for Visitor Information Centers (VICs) in its area, O Marne Hayes 21?2
including familiarization tours for state/federal/regional/tribal/local information staff and volunteers.
1.1.4.3.8.1: Encourage site/service managers to collaborate with each other to provide . |Marne Hayes
s : . . N N . ; Tactic ?21?
training/orientation, and to ensure that information provided to travelers is accurate and consistent.
1.1.4.3.8.2: VICs should coordinate hours/seasons of operation, and consolidate services where Tactic Marne Hayes P
possible. ’
1.1.4.3.8.3: MT VICs utilize training resources such as Montana Superhost and the National Tactic Marne Hayes P
Association of Interpretation. !
1.1.4.3.9: Billings CVB provide advanced training for Visitor Information Centers (VICs) in its area, O Joan Kronebusch 21?2
including familiarization tours for state/federal/regional/tribal/local information staff and volunteers.
1.1.4.3.9.1: Encourage site/service managers to collaborate with each other to provide . |Joan Kronebusch
P, P ] : : h ) Tactic o
training/orientation, and to ensure that information provided to travelers is accurate and consistent.
1.1.4.3.9.2: VICs should coordinate hours/seasons of operation, and consolidate services where Tactic Joan Kronebusch o
possible.
1.1.4.3.9.3: MT VICs utilize training resources such as Montana Superhost and the National . [Joan Kronebusch
" . Tactic o
Association of Interpretation.
1.1.4.3.10: Bozeman CVB provide advanced training for Visitor Information Centers (VICs) in its area, O Jim Robbins 21?17
including familiarization tours for state/federal/regional/tribal/local information staff and volunteers.
1.1.4.3.10.1: Encourage site/service managers to collaborate with each other to provide . |Jim Robbins
s ; - N . : . } Tactic O ?
training/orientation, and to ensure that information provided to travelers is accurate and consistent.
1.1.4.3.10.2: VICs should coordinate hours/seasons of operation, and consolidate services where Tactic Jim Robbins O 5
possible. ?
1.1.4.3.10.3: MT VICs utilize training resources such as Montana Superhost and the National . |Jim Robbins
- . Tactic . ?
Assaociation of Interpretation.
1.1.4.3.11: Butte CVB provide advanced training for Visitor Information Centers (VICs) in its area, O Cindy Perdue Dolan 21?17
including familiarization tours for state/federal/regional/tribal/local information staff and volunteers.
1.1.4.3.11.1: Encourage site/service managers to collaborate with each other to provide . |Cindy Perdue Dolan
s ; - N . : . } Tactic ?2 17
training/orientation, and to ensure that information provided to travelers is accurate and consistent.
1.1.4.3.11.2: VICs should coordinate hours/seasons of operation, and consolidate services where Tactic Cindy Perdue Dolan 5| 0
possible. ?
1.1.4.3.11.3: MT VICs utilize training resources such as Montana Superhost and the National . |Cindy Perdue Dolan
- X Tactic o
Association of Interpretation.
1.1.4.3.12: Flathead CVB provide advanced training for Visitor Information Centers (VICs) in its area, O Diane Medler ~
including familiarization tours for state/federal/regional/tribal/local information staff and volunteers. *
1.1.4.3.12.1: Encourage site/service managers to collaborate with each other to provide . |Diane Medler
- : ; : ) - h . Tactic o
training/orientation, and to ensure that information provided to travelers is accurate and consistent.
1.1.4.3.12.2: VICs should coordinate hours/seasons of operation, and consolidate services where . |Diane Medler
; Tactic o
possible.
1.1.4.3.12.3: MT VICs utilize training resources such as Montana Superhost and the National . |Diane Medler
> X Tactic o
Association of Interpretation.
1.1.4.3.13: Great Falls CVB provide advanced training for Visitor Information Centers (VICs) in its Mlriam Martinson 21?1 °?
area, including familiarization tours for state/federal/regional/tribal/local information staff and O
volunteers.
1.1.4.3.13.1: Encourage site/service managers to collaborate with each other to provide . |MIriam Martinson
- : - N . X . . Tactic ?21?
training/orientation, and to ensure that information provided to travelers is accurate and consistent.
1.1.4.3.13.2: VICs should coordinate hours/seasons of operation, and consolidate services where Tactic Mlriam Martinson P IS
possible. ’
1.1.4.3.13.3: . MT VICs utilize training resources such as Montana Superhost and the National Tactic Mlriam Martinson 5| 0
Association of Interpretation. !
1.1.4.3.14: Helena CVB provide advanced training for Visitor Information Centers (VICs) in its area, O Mike Mergenthaler 21?217
including familiarization tours for state/federal/regional/tribal/local information staff and volunteers.
1.1.4.3.14.1: Encourage site/service managers to collaborate with each other to provide Tactic |Mike Mergenthaler ?21?
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training/orientation, and to ensure that information provided to travelers is accurate and consistent.
1.1.4.3.14.2: VICs should coordinate hours/seasons of operation, and consolidate services where
possible.
1.1.4.3.14.3: MT VICs utilize training resources such as Montana Superhost and the National
Assaociation of Interpretation.
1.1.4.3.15: Miles City CVB provide advanced training for Visitor Information Centers (VICs) in its area, O John Laney 21?217
including familiarization tours for state/federal/regional/tribal/local information staff and volunteers.

Tactic Mike Mergenthaler

Tactic Mike Mergenthaler 2| 9

1.1.4.3.15.1: Encourage site/service managers to collaborate with each other to provide . |John Laney

- : - 7 . . ; ; Tactic ?21?
training/orientation, and to ensure that information provided to travelers is accurate and consistent.
1.1.4.3.15.2: VICs should coordinate hours/seasons of operation, and consolidate services where Tactic John Laney P
possible. ’
1.1.4.3.15.3: MT VICs utilize training resources such as Montana Superhost and the National Tactic John Laney P

Assaociation of Interpretation.
1.1.4.3.16: Missoula CVB provide advanced training for Visitor Information Centers (VICs) in its area, O Barbara Ann Neilan 21?7
including familiarization tours for state/federal/regional/tribal/local information staff and volunteers.
1.1.4.3.16.1: Encourage site/service managers to collaborate with each other to provide
training/orientation, and to ensure that information provided to travelers is accurate and consistent.
1.1.4.3.16.2: VICs should coordinate hours/seasons of operation, and consolidate services where

Tactic Barbara Ann Neilan 2] 2

Barbara Ann Neilan

; Tactic ?2 07
possible.
1.1.4.3.16.3: MT VICs utilize training resources such as Montana Superhost and the National Tactic Barbara Ann Neilan P
Association of Interpretation. ) i
1.1.4.3.17: West Yellowstone CVB provide advanced training for Visitor Information Centers (VICs) in Marysue Costello 21?2
its area, including familiarization tours for state/federal/regional/tribal/local information staff and O
volunteers.
1.1.4.3.17.1: Encourage site/service managers to collaborate with each other to provide Tacti Marysue Costello
P, = ¢ . - ; ) actic o
training/orientation, and to ensure that information provided to travelers is accurate and consistent.
1.1.4.3.17.2: VICs should coordinate hours/seasons of operation, and consolidate services where Tactic Marysue Costello o
possible.
1.1.4.3.17.3: MT VICs utilize training resources such as Montana Superhost and the National . |Marysue Costello
" X Tactic o
Association of Interpretation.
1.1.4.3.18: Whitefish CVB provide advanced training for Visitor Information Centers (VICs) in its area, O Jan Metzmaker - |

including familiarization tours for state/federal/regional/tribal/local information staff and volunteers.
1.1.4.3.18.1: Encourage site/service managers to collaborate with each other to provide
training/orientation, and to ensure that information provided to travelers is accurate and consistent.
1.1.4.3.18.2: VICs should coordinate hours/seasons of operation, and consolidate services where
possible.
1.1.4.3.18.3: MT VICs utilize training resources such as Montana Superhost and the National
Association of Interpretation.

Tactic Jan Metzmaker

Tactic Jan Metzmaker

Jan Metzmaker

0|0|0|0

Tactic

1.1.4.3.19: MTTA provide advanced training for Visitor Information Centers (VICs) in its area, including O no owner -~
familiarization tours for state/federal/regional/tribal/local information staff and volunteers. *
1.1.4.3.19.1: Encourage site/service managers to collaborate with each other to provide Tactic |n© owner o
training/orientation, and to ensure that information provided to travelers is accurate and consistent.
1.1.4.3.19.2: VICs should coordinate hours/seasons of operation, and consolidate services where Tactic no owner J
possible.
1.1.4.3.19.3: MT VICs utilize training resources such as Montana Superhost and the National . |[no owner
i X Tactic o
Association of Interpretation.
1.1.4.3.20: MT Superhost provide advanced training for Visitor Information Centers (VICs) staff as part O Victor Bjornberg 21?17
of its statewide services.
1.1.4.3.20.1: Encourage site/service managers to collaborate with each other to provide . |Victor Bjornberg
s ; - N . N . } Tactic O ?
training/orientation, and to ensure that information provided to travelers is accurate and consistent.
1.1.4.3.20.2: MT Superhost offers supervisor level training via webinars. Tactic |Victor Bjornberg O ?
1.1.4.4: Use technology to enhance Montana visitor information and marketing efforts. O Pamela Portner Gosink O - | L
1.1.4.4.1: Travel Montana Electronic Marketing Program use technology to enhance Montana visitor O Corrie Hahn O -+ L
information and marketing efforts.
1.1.4.4.1.1: Evaluate ways to incorporate technology into MT's comprehensive visitor information Corrie Hahn
system: TIS and 511 systems, audio tour MP3 downloads, wireless hot spots, podcasts, RSS, Tactic g!"-'
news/info feeds, blogs, computer workstations, etc.
1.1.4.4.1.2: Ensure that components of the system are promoted on web sites and in visitor guides. | Tactic [Corrie Hahn ‘f
1.1.4.4.1.3: Expand system of TIS stations, information available on 511 system, and locations for . |Corrie Hahn
ANe S) ! Tactic o
downloadable visitor information.
1.1.4.4.1.4: Increase the number of free wireless hot spots available to visitors, with information on- Tactic Corrie Hahn O 5
site about tourism podcasts, RSS feeds, audio tours, etc. i
1.1.4.4.2: Travel Montana VIS Program use technology to enhance Montana visitor information and O Pamela Portner Gosink O ol 5
marketing efforts.
1.1.4.4.2.1: Evaluate ways to incorporate technology into MT's comprehensive visitor information Pamela Portner Gosink

system: TIS/511 systems, audio tour MP3 downloads, wireless hot spots, podcasts, RSS, news/info | Tactic
feeds, blogs, computer workstations, etc.
1.1.4.4.2.2: Ensure that components of the system are promoted on web sites and in visitor guides. | Tactic |Pamela Portner Gosink

Pamela Portner Gosink

o0 e

1.1.4.4.2.3: Expand system of TIS stations, information available on 511 system, and locations for

downloadable visitor information. Tactic e
1.1.4.4.2.4: Increase the number of free wireless hot spots available to visitors, with information on- . |Pamela Portner Gosink
- X ! Tactic o
site about tourism podcasts, RSS feeds, audio tours, etc.
1.1.4.4.3: MDT use technology to enhance Montana visitor information and marketing efforts. O Sheila Ludlow L
1.1.4.4.3.1: Evaluate ways to incorporate technology into MT's comprehensive visitor information Sheila Ludlow

system: TIS/511 systems, audio tour MP3 downloads, wireless hot spots, podcasts, RSS, news/info | Tactic
feeds, blogs, computer workstations, etc.
1.1.4.4.3.2: Ensure that components of the system are promoted on web sites and in visitor guides. | Tactic |Sheila Ludlow

0010 |00
4
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1.1.4.4.3.3: Expand system of TIS stations, information available on 511 system, and locations for

Creation
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Sheila Ludlow

Review Status

i ?
downloadable visitor information. Tactic O i
1.1.4.4.3.4: Increase the number of free wireless hot spots available to visitors, with information on- Tactic Sheila Ludlow O >
site about tourism podcasts, RSS feeds, audio tours, etc. :
1.1.4.5: Expand displays of MT destinations/products at State rest areas, airports, train stations, and Pamela Portner Gosink
VICs. Integrate MT VICs, rest areas, chambers, airports, and train stations into state economic O o
development efforts by showcasing MT’s heritage and economy.
1.1.4.5.1: Travel Montana expand displays of MT destinations/products at State rest areas, airports, Pamela Portner Gosink
train stations, and VICs. Integrate MT's Visitor Information System sites into state economic O o
development efforts by showcasing MT’s heritage and economy.
1.1.4.5.1.1: Highlight Montana destinations and products in materials, furnishings and displays Pamela Portner Gosink
sponsored by business and nonprofit groups, such as products from Made-in-Montana and Grown- | Tactic o
in-Montana.
1.1.4.5.1.2: Work with local/regional organizations to voluntarily maintain displays with current . |Pamela Portner Gosink
; - Tactic po
information.
1.1.4.5.1.3: Develop system with MDT and airport managers by 2009 to enhance traveler . |Pamela Portner Gosink
: A . . Tactic }{
information available at rest areas and airports.
1.1.4.5.1.4: Implement system of enhanced information about Montana and its products, and Tactic Pamela Portner Gosink x
maintain/expand annually.
1.1.4.5.2: Expand displays of MT destinations/products at State rest areas, airports, train stations, and Sheila Ludlow
VICs. Integrate MT's Visitor Information System sites into state economic development efforts by O O - | L
showcasing MT’s heritage and economy.
1.1.4.5.2.1: Highlight Montana destinations and products in materials, furnishings and displays Sheila Ludlow
sponsored by business and nonprofit groups, such as products from Made-in-Montana and Grown- | Tactic O ?
in-Montana.
1.1.4.5.2.2: Work with local/regional organizations to voluntarily maintain displays with current Tactic Sheila Ludlow O 5
information. i
1.1.4.5.2.3: Develop system with Travel Montana and airport managers by 2009 to enhance traveler . |Sheila Ludlow
: : . . Tactic O O
information available at rest areas and airports.
1.1.4.5.2.4: Implement system of enhanced information about Montana and its products, and Tactic Sheila Ludlow O P
maintain/expand annually. ‘
1.2: Attain public policy and citizen support for sustainable tourism and recreation. O Victor Bjornberg - M
1.2.1: Build awareness through statewide publicity efforts about the new Montana Tourism Charter, Victor Bjornberg
geotourism, tourism benefits/impacts, tourism and recreation partner initiatives, and allocation of lodging O O - | L
facility use taxes.
1.2.1.1: Travel Montana build awareness through statewide publicity efforts about the new Montana Pamela Portner Gosink
Tourism Charter, geotourism, tourism benefitsimpacts, tourism and recreation partner initiatives, and O O |
allocation of lodging facility use taxes.
1.2.1.1.1: Emphasize issues identified in citizen opinion research, how concerns/opportunities are Tactic Pamela Portner Gosink O O
being addressed, and show benefits to residents (e.g., jobs, taxes, support for State Parks).
1.2.1.1.2: Involve non-tourism groups in National Tourism Week activities, along with other events to Tactic Pamela Portner Gosink o
build tourism awareness.
1.2.1.2: Custer Country build awareness through publicity efforts about the new Montana Tourism Nick Mann 21?07
Charter, geotourism, tourism benefits/impacts, tourism and recreation partner initiatives, and allocation of O
lodging facility use taxes.
1.2.1.2.1: Emphasize issues identified in citizen opinion research, how concerns/opportunities are Tactic Nick Mann o
being addressed, and show benefits to residents (e.g., jobs, taxes, support for State Parks).
1.2.1.2.2: Involve non-tourism groups in National Tourism Week activities, along with other events to Tactic Nick Mann x
build tourism awareness.
1.2.1.3: Glacier Country build awareness through publicity efforts about the new Montana Tourism Racene Friede 21?2 ?
Charter, geotourism, tourism benefits/impacts, tourism and recreation partner initiatives, and allocation of O
lodging facility use taxes.
1.2.1.3.1: Emphasize issues identified in citizen opinion research, how concerns/opportunities are Tactic Racene Friede e
being addressed, and show benefits to residents (e.g., jobs, taxes, support for State Parks).
1.2.1.3.2: Involve non-tourism groups in National Tourism Week activities, along with other events to Tactic Racene Friede . 5
build tourism awareness. i
1.2.1.4: Gold West Country build awareness through publicity efforts about the new Montana Tourism Sarah Bannon 21?2 7?
Charter, geotourism, tourism benefits/impacts, tourism and recreation partner initiatives, and allocation of O
lodging facility use taxes.
1.2.1.4.1: Emphasize issues identified in citizen opinion research, how concerns/opportunities are Tactic Sarah Bannon O 5
being addressed, and show benefits to residents (e.g., jobs, taxes, support for State Parks). i
1.2.1.4.2: Involve non-tourism groups in National Tourism Week activities, along with other events to Tactic Sarah Bannon . 5
build tourism awareness. i
1.2.1.5: Missouri River Country build awareness through publicity efforts about the new Montana Tourism Carla Hunsley
Charter, geotourism, tourism benefits/impacts, tourism and recreation partner initiatives, and allocation of O |
lodging facility use taxes.
1.2.1.5.1: Emphasize issues identified in citizen opinion research, how concerns/opportunities are Tactic Carla Hunsley 5| 0
being addressed, and show benefits to residents (e.g., jobs, taxes, support for State Parks). ’ i
1.2.1.5.2: Involve non-tourism groups in National Tourism Week activities, along with other events to Tactic Carla Hunsley P IS
build tourism awareness. ’ i
1.2.1.6: Russell Country build awareness through publicity efforts about the new Montana Tourism Gayle Fisher
Charter, geotourism, tourism benefits/impacts, tourism and recreation partner initiatives, and allocation of O o
lodging facility use taxes.
1.2.1.6.1: Emphasize issues identified in citizen opinion research, how concerns/opportunities are Tactic Gayle Fisher o
being addressed, and show benefits to residents (e.g., jobs, taxes, support for State Parks).
1.2.1.6.2: Involve non-tourism groups in National Tourism Week activities, along with other events to Tactic Gayle Fisher o
build tourism awareness.
Robin Hoover 21?2

1.2.1.7: Yellowstone Country build awareness through publicity efforts about the new Montana Tourism
Charter, geotourism, tourism benefits/impacts, tourism and recreation partner initiatives, and allocation of

O
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lodging facility use taxes.
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1.2.1.7.1: Emphasize issues identified in citizen opinion research, how concerns/opportunities are
being addressed, and show benefits to residents (e.g., jobs, taxes, support for State Parks).

Tactic

Robin Hoover

1.2.1.7.2: Involve non-tourism groups in National Tourism Week activities, along with other events to
build tourism awareness.

Tactic

Robin Hoover

1.2.1.8: Big Sky CVB build awareness through publicity efforts about the new Montana Tourism Charter, Marne Hayes ? ?
geotourism, tourism benefits/impacts, tourism and recreation partner initiatives, and allocation of lodging O
facility use taxes.
1.2.1.8.1: Emphasize issues identified in citizen opinion research, how concerns/opportunities are Tactic Marne Hayes 5
being addressed, and show benefits to residents (e.g., jobs, taxes, support for State Parks). ’
1.2.1.8.2: Involve non-tourism groups in National Tourism Week activities, along with other events to Tactic Marne Hayes 5
build tourism awareness. )
1.2.1.9: Billings CVB build awareness through publicity efforts about the new Montana Tourism Charter, Joan Kronebusch
geotourism, tourism benefits/impacts, tourism and recreation partner initiatives, and allocation of lodging O x
facility use taxes.
1.2.1.9.1: Emphasize issues identified in citizen opinion research, how concerns/opportunities are Tactic Joan Kronebusch O
being addressed, and show benefits to residents (e.g., jobs, taxes, support for State Parks).
1.2.1.9.2: Involve non-tourism groups in National Tourism Week activities, along with other events to Tactic Joan Kronebusch
build tourism awareness.
1.2.1.10: Bozeman CVB build awareness through publicity efforts about the new Montana Tourism Jim Robbins ? ?
Charter, geotourism, tourism benefits/impacts, tourism and recreation partner initiatives, and allocation of O
lodging facility use taxes.
1.2.1.10.1: Emphasize issues identified in citizen opinion research, how concerns/opportunities are Tactic Jim Robbins O
being addressed, and show benefits to residents (e.g., jobs, taxes, support for State Parks).
1.2.1.10.2: Involve non-tourism groups in National Tourism Week activities, along with other events to Tactic Jim Robbins .
build tourism awareness.
1.2.1.11: Butte CVB build awareness through publicity efforts about the new Montana Tourism Charter, Cindy Perdue Dolan ? ?
geotourism, tourism benefits/impacts, tourism and recreation partner initiatives, and allocation of lodging O
facility use taxes.
1.2.1.11.1: Emphasize issues identified in citizen opinion research, how concerns/opportunities are Tactic Cindy Perdue Dolan 5
being addressed, and show benefits to residents (e.g., jobs, taxes, support for State Parks). ’
1.2.1.11.2: Involve non-tourism groups in National Tourism Week activities, along with other events to Tactic Cindy Perdue Dolan 5
build tourism awareness. ’
1.2.1.12: Flathead CVB build awareness through publicity efforts about the new Montana Tourism Diane Medler
Charter, geotourism, tourism benefits/impacts, tourism and recreation partner initiatives, and allocation of O g"'
lodging facility use taxes.
1.2.1.12.1: Emphasize issues identified in citizen opinion research, how concerns/opportunities are Tactic Diane Medler o
being addressed, and show benefits to residents (e.g., jobs, taxes, support for State Parks).
1.2.1.12.2: Involve non-tourism groups in National Tourism Week activities, along with other events to Tactic Diane Medler .
build tourism awareness.
1.2.1.13: Great Falls CVB build awareness through publicity efforts about the new Montana Tourism Mlriam Martinson ? ?
Charter, geotourism, tourism benefits/impacts, tourism and recreation partner initiatives, and allocation of O
lodging facility use taxes.
1.2.1.13.1: Emphasize issues identified in citizen opinion research, how concerns/opportunities are Tactic Mlriam Martinson 5
being addressed, and show benefits to residents (e.g., jobs, taxes, support for State Parks). ’
1.2.1.13.2: Involve non-tourism groups in National Tourism Week activities, along with other events to Tactic Mlriam Martinson 5
build tourism awareness. ’
1.2.1.14: Helena CVB build awareness through publicity efforts about the new Montana Tourism Charter, Mike Mergenthaler ? ?
geotourism, tourism benefits/impacts, tourism and recreation partner initiatives, and allocation of lodging O
facility use taxes.
1.2.1.14.1: Emphasize issues identified in citizen opinion research, how concerns/opportunities are Tactic Mike Mergenthaler 5
being addressed, and show benefits to residents (e.g., jobs, taxes, support for State Parks). ’
1.2.1.14.2: Involve non-tourism groups in National Tourism Week activities, along with other events to Tactic Mike Mergenthaler 5
build tourism awareness. ’
1.2.1.15: Mlles City CVB build awareness through publicity efforts about the new Montana Tourism John Laney ? ?
Charter, geotourism, tourism benefits/impacts, tourism and recreation partner initiatives, and allocation of O
lodging facility use taxes.
1.2.1.15.1: Emphasize issues identified in citizen opinion research, how concerns/opportunities are Tactic John Laney 5
being addressed, and show benefits to residents (e.g., jobs, taxes, support for State Parks). ’
1.2.1.15.2: Involve non-tourism groups in National Tourism Week activities, along with other events to Tactic John Laney 5
build tourism awareness. ’
1.2.1.16: Missoula CVB build awareness through publicity efforts about the new Montana Tourism Barbara Ann Neilan ? ?
Charter, geotourism, tourism benefits/impacts, tourism and recreation partner initiatives, and allocation of O
lodging facility use taxes.
1.2.1.16.1: Emphasize issues identified in citizen opinion research, how concerns/opportunities are Tactic Barbara Ann Neilan 5
being addressed, and show benefits to residents (e.g., jobs, taxes, support for State Parks). ’
1.2.1.16.2: Involve non-tourism groups in National Tourism Week activities, along with other events to Tactic Barbara Ann Neilan 5
build tourism awareness. ’
1.2.1.17: West Yellowstone CVB build awareness through publicity efforts about the new Montana Marysue Costello ? ?
Tourism Charter, geotourism, tourism benefits/impacts, tourism and recreation partner initiatives, and O
allocation of lodging facility use taxes.
1.2.1.17.1: Emphasize issues identified in citizen opinion research, how concerns/opportunities are Tactic Marysue Costello e
being addressed, and show benefits to residents (e.g., jobs, taxes, support for State Parks).
1.2.1.17.2: Involve non-tourism groups in National Tourism Week activities, along with other events to Tactic Marysue Costello o
build tourism awareness.
1.2.1.18: Whitefish CVB build awareness through publicity efforts about the new Montana Tourism Jan Metzmaker
Charter, geotourism, tourism benefits/impacts, tourism and recreation partner initiatives, and allocation of O O M
lodging facility use taxes.
1.2.1.18.1: Emphasize issues identified in citizen opinion research, how concerns/opportunities are Tactic |Jan Metzmaker O




Creation

Objective, Strategy, or Tactic Status Review Status

being addressed, and show benefits to residents (e.g., jobs, taxes, support for State Parks).
1.2.1.18.2: Involve non-tourism groups in National Tourism Week activities, along with other events to
build tourism awareness.
1.2.1.19: MTRI/NPS build awareness through publicity efforts about the new Montana Tourism Charter, John Keck 21?7
geotourism, tourism benefits/impacts, tourism and recreation partner initiatives, and allocation of lodging O
facility use taxes.

Tactic Jan Metzmaker x

1.2.1.19.1: Emphasize issues identified in citizen opinion research, how concerns/opportunities are Tactic John Keck x
being addressed, and show benefits to residents (e.g., jobs, taxes, support for State Parks).
1.2.1.19.2: Involve non-tourism groups in National Tourism Week activities, along with other events to Tactic John Keck x
build tourism awareness.
1.2.1.20: MTRI/USFS build awareness through publicity efforts about the new Montana Tourism Charter, Margaret Gorski 21?217
geotourism, tourism benefits/impacts, tourism and recreation partner initiatives, and allocation of lodging O
facility use taxes.
1.2.1.20.1: Emphasize issues identified in citizen opinion research, how concerns/opportunities are Tactic Margaret Gorski 5| 5

being addressed, and show benefits to residents (e.g., jobs, taxes, support for State Parks).
1.2.1.20.2: Involve non-tourism groups in National Tourism Week activities, along with other events to

Margaret Gorski

. : Tactic ?2 17
build tourism awareness.
1.2.1.21: Havre CVB build awareness through publicity efforts about the new Montana Tourism Charter, Debbie A Vandeberg
geotourism, tourism benefits/impacts, tourism and recreation partner initiatives, and allocation of lodging O ]
facility use taxes.
1.2.1.21.1: Emphasize issues identified in citizen opinion research, how concerns/opportunities are Tactic Debbie A Vandeberg P

being addressed, and show benefits to residents (e.g., jobs, taxes, support for State Parks).
1.2.1.21.2: Involve non-tourism groups in National Tourism Week activities, along with other events to
build tourism awareness.

Tactic Debbie A Vandeberg 2| 9

address them.

1.2.2.1.5: Support the Travel Industry Association of Montana in sponsoring Tourism Day at the

Legislature, and in measuring the impact of the event on legislators’ awareness of tourism issues.
1.2.2.2: Custer Country provide concise, visual briefings and presentations to policy makers and business O Nick Mann
groups about Montana tourism issues and benefits.

Tactic Pamela Portner Gosink

1.2.2: Provide concise, visual briefings and presentations to policy makers and business groups about O Victor Bjornberg - | M
Montana tourism issues and benefits.
1.2.2.1: Travel Montana provide concise, visual briefings and presentations to policy makers and O Pamela Portner Gosink| ? | ?2 | ?
business groups about Montana tourism issues and benefits.
1.2.2.1.1: Distribute tourism data to local chambers of commerce and organization leaders to share . |Pamela Portner Gosink
] . - Tactic O ?
with members, constituents and elected officials.
1.2.2.1.2: Conduct outreach at state, regional, and local meetings and events. Tactic |Pamela Portner Gosink O O
1.2.2.1.3: Send e-mail communications to elected officials and MTRI agency directors. Tactic |Pamela Portner Gosink O ?
1.2.2.1.4: Present key tourism issues/trends to the Montana Assn. of Counties and Montana League of Pamela Portner Gosink
Cities & Towns; discuss tourism concerns/opportunities, and seek creative/collaborative ways to Tactic . ?
?

1.2.2.2.1: Distribute tourism data to local chambers of commerce and organization leaders to share Tactic Nick Mann o
with members, constituents and elected officials.
1.2.2.2.2: Conduct outreach at state, regional, and local meetings and events. Tactic |Nick Mann ‘f
1.2.2.2.3: Send e-mail communications to elected officials and MTRI agency directors. Tactic |Nick Mann v"
1.2.2.2.4: Support the Travel Industry Association of Montana in sponsoring Tourism Day at the Tactic Nick Mann o
Legislature, and in measuring the impact of the event on legislators’ awareness of tourism issues.
1.2.2.3: Glacier Country provide concise, visual briefings and presentations to policy makers and O Racene Friede 21?2 ?
business groups about Montana tourism issues and benefits.
1.2.2.3.1: Distribute tourism data to local chambers of commerce and organization leaders to share . |Racene Friede
5 ! 1l Tactic o
with members, constituents and elected officials.
1.2.2.3.2: Conduct outreach at state, regional, and local meetings and events. Tactic |Racene Friede o
1.2.2.3.3: Send e-mail communications to elected officials and MTRI agency directors. Tactic |Racene Friede V"
1.2.2.3.4: Support the Travel Industry Association of Montana in sponsoring Tourism Day at the . |Racene Friede
h f h > ) ; o< Tactic o
Legislature, and in measuring the impact of the event on legislators’ awareness of tourism issues.
1.2.2.4: Gold West Country provide concise, visual briefings and presentations to policy makers and O Sarah Bannon 21?2 7?
business groups about Montana tourism issues and benefits.
1.2.2.4.1: Distribute tourism data to local chambers of commerce and organization leaders to share . |Sarah Bannon
] N L Tactic O ?
with members, constituents and elected officials.
1.2.2.4.2: Conduct outreach at state, regional, and local meetings and events. Tactic |Sarah Bannon O ?
1.2.2.4.3: Send e-mail communications to elected officials and MTRI agency directors. Tactic |Sarah Bannon O 2
1.2.2.4.4: Support the Travel Industry Association of Montana in sponsoring Tourism Day at the Tactic Sarah Bannon . 5
Legislature, and in measuring the impact of the event on legislators’ awareness of tourism issues. i
1.2.2.5: Missouri River Country provide concise, visual briefings and presentations to policy makers and O Carla Hunsley 21?2 ?
business groups about Montana tourism issues and benefits.
1.2.2.5.1: Distribute tourism data to local chambers of commerce and organization leaders to share Tactic Carla Hunsley O O
with members, constituents and elected officials.
1.2.2.5.2: Conduct outreach at state, regional, and local meetings and events. Tactic |Carla Hunsley o
1.2.2.5.3: Send e-mail communications to elected officials and MTRI agency directors. Tactic |Carla Hunsley O ?
1.2.2.5.4: Support the Travel Industry Association of Montana in sponsoring Tourism Day at the Tactic Carla Hunsley 5| 0

Legislature, and in measuring the impact of the event on legislators’ awareness of tourism issues.

1.2.2.6: Russell Country provide concise, visual briefings and presentations to policy makers and O Gayle Fisher o
business groups about Montana tourism issues and benefits.
1.2.2.6.1: Distribute tourism data to local chambers of commerce and organization leaders to share . |Gayle Fisher
; ( 