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GETTING “BANG FOR YOUR BUCK”  OR LACK OF BUCKS.


When you’re trying to stretch the few marketing dollars you often find yourself dealing with, it pays to take advantage of all the “freebies” you can.  At Custer Country, we have devised a couple of ways to help non-profits get more for less or nothing at all.

ADVERTISE IN YOUR REGIONAL GUIDE

One thing we encourage is for museums to purchase small ads in your tourism region’s annual travel planner or vacation guide.  Aside from being an economical means of reaching a lot of people outside you community, you may also be able to arrange for your website to be linked to the region’s website (Don’t have a website? I’d bet your local high school can develop one if funds are short).  At Custer Country, we will provide a free link for a non-profit when they purchase an ad of any size.  If your tourism region doesn’t offer that service, you can still get a lot of coverage for low cost by listing pertinent information in the ad you purchase, such as website, telephone number and physical address (remember that folks from out of town don’t know where “Box 519” is, but they can surely find their way to 211 E. Main).  


You might ask why an ad like this would be better than a local newspaper ad.  It’s because you are likely to reach people while they are still planning their vacations.  If they see your ad, and if the tourism region can ad a bit of “advertorial” or editorial information in their guide, they are more likely to add it to their list of places to visit than if they get to your town and purchase a local paper after they’ve already set their itinerary. 
COMPARE COSTS

 If you want to compare the real cost of a newspaper ad to the cost of one in your region’s guide, take the cost of either ad and divide by the number of papers or guides printed.  Most regions print in excess of 100,000 guides, whereas most local newspapers have circulations of 3,000 to 10,000, at best.  Here’s an example:  Let’s say an ad in your local newspaper costs $50  per week and an ad in your regional guide costs $250.  At first blush, it looks like a no-brainer, right?  But, if you divide 50 by a circulation of, say, 3000, you find it costs 1.6 cents to reach one of the newspaper’s readers, whether they live in town or are just passing through.  Not a bad investment until you remember that you’ll have to run that newspaper ad on a regular basis to be sure and have a chance to reach those tourists.  On the other hand, if you divide $250 by 100,000, you see that using this method only costs ¼ of a cent per person.  What seems like a bigger investment at the time actually works out to be very economical and practical in the long run.  
GETTING INVOLVED AND STAYING IN TOUCH

Another way to take advantage of your Tourism Region’s resources is to stay on their radar screen.  Hardly a week goes by that we don’t get requests from writers, magazines and out-of-state newspapers for items of interest about unusual attractions in our area.  Instead of just giving the name of the larger attractions in Custer Country, I like to tell them about the museums in Ekalaka, Baker and Forsyth, as well.  As a matter of fact, in just the last year, the O’Fallon Museum in Baker was featured in Natural History Magazine and the Makoshika Dinosaur Museum in Glendive was part of the New York Daily News weekend Travel Section.  Talk about exposure!  

We are sometimes taken to task for not publicizing events taking place at some of our smaller museums in Custer Country, and I’m sure the same is true in the other tourism regions.  Very often, however, we aren’t made aware of these events in time to get the word out via our PR firm or through our website’s calendar of events.  Keep in touch with your tourism region on a regular basis and you’ll be surprised how much they can do for you.

CO-OP AND OTHER GRANTS

Does your tourism region have grant programs in place?  Many do. With this program, you can cut the cost of a pamphlet or brochure printing in half by filling out some simple forms and presenting a clear, concise idea of what you want to accomplish through the print project.  You can make as little as $250 buy $500 worth of publicity in this way.  Tourism Regions are also aware of other grant opportunities that you might not know about.  By keeping in contact, you’ve got a better chance of learning about them.
TELLING THE WORLD

If you have someone on staff who can write clear, understandable press releases about your location, email them to your tourism region.  Chances are, they’ll make the release available to those on their press release list.    Just make sure you allow enough lead time to give the editors and news directors time to prepare a story from the press release.  Remember, too, that many local newspapers only publish once a week, and if you don’t get it to them with plenty of lead time, you may miss an opportunity.  (As a side note, don’t be insulted or annoyed if the region, newspaper or radio station edits the piece for time or space requirements.  Even Hemmingway had an editor!)

NETWORKING

The key is to network with your tourism region so the executive director doesn’t forget you’re out there.  We have a lot of things thrown at us some days, and the more we hear from you, the better chances we’ll think about you when someone asks, “What’s there to do in (your town)?

Jim Schaefer, Executive Director, Custer Country
