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CLIENT:  TRAVEL MONTANA 

DATE:   NOVEMBER 6 , 2008 

CAMPAIGN:  WARM SEASON INTERNET CO-OPS FY09 
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Based  upon  the  success of  onl ine  co-op  opportun i t ies  in  FY08 , Travel  

Montana  has researched a wide var iety  o f  web-based co-op  opportuni t ies  for  

the  Sta te ’s  Warm season  campaign  for  FY09 .   The  o ffers  are  l is ted  below 

from leas t expensive  to  mos t  expensive  based upon  CPM* . 

 

Onl ine  Oppor tun it ies : 

+  Budge tTrave l .com Ded ica ted Email  

+  Wildernet .com Behav iora l ly  Targeted  Banner  Advert is ing 

+  Canada .com Banner  Adver t is ing 

+  Nat ionalgeographic .com Pre-Rol l  V ideo Advert is ing 

 

Dead l ines  for  the  above  on l ine  co-ops are : 

Space  Reserva tion :  December 12 , 2008 

Mater ia ls  Due :   January  9 , 2009 

To  reserve  space:   Contact  Jac lyn  Bu tcher  by December  12t h  at  

406 .922.2302  or  jac lyn .butcher@mercuryads .com 

 

 

BudgetTravel .com Dedicated Emai l 
Budge t travel .com rece ives  over  570 ,000  un ique v is i tors  per  mon th ,  wi th  47% 

of  the ir  aud ience  v is i t ing  a t  leas t once  per  week and  85% us ing  the  s i te to  

research  des tinat ions .   In  addi t ion  to the s i te , budge t trave l .com also has  an  

opt- in  subscr iber  l is t  to  thei r  “Travel  Marke tp lace”  emai ls .  This  s i te was  an  

opt ion of fered  by  Trave l Mon tana to tour ism partners  across the s tate for  

                                                   
* CPM stands for cost per mille, or cost per thousand; the cost for 1,000 people to view the advertising.  This 
denomination is used as a tool to compare relative media costs. 
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Warm Season  FY08 , and  per formed qui te  wel l .   This  was  one  o f  the  top  

per formers  o f  2008  wi th  an  overal l  c l ick  through ra te  o f 3.81%. 

 

Trave l  Mon tana  wi l l  pu rchase an  exc lus ive Travel  Marke tplace emai l  sen t  to 

subscr ibers  Wes t  o f  the  Miss iss ippi  (approx imate ly  375 ,000)  on March  11 ,  

2009 .   The  State’s  message  wi l l  anchor  the page  wi th  a header  and  the  

section  below wi l l  be  d iv ided  into  four  ava i lable  spaces  for  adver tor ia l  

messages  or  specia l  o ffers  from par tners .   This  type  o f emai l  typica l ly  

receives  c l ick- through rates above  indus try  s tandards  for  consumer  d irec t  

emai ls . 

 

Each of  the four  par t ic ipa t ing  par tners  w i l l  r eceive  a  space  for  a  thumbnai l  

pho to ,  up  to  35  words  o f  copy ,  phone number , webs i te  and a trackab le  l ink  

to  the ir  webs i te .  Be low  is  an  example  o f  the  Trave l  Marke tp lace  d irec t  ema i l  

sent  ou t in  March ,  2008 .    

 

 
 

Advert is ing  Cos t :  (@ NET) 

 

$2,016  ($5 .38  CPM) 
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Wildernet .com Behav iora lly  Targeted Banner Advert ising 

Wildernet .com at trac ts  2  mi l l ion  unique  v is i to rs  annua l ly  who  are  seeking  

information  on  s ta te  and  na t ional  parks ,  forest,  h ikes ,  campgrounds ,  b ike 

routes , f ishing  locales ,  scenic  dr ives , and  sk i  areas .  The  s i te inc ludes  

campground  and  lodg ing  reserva tions , gu idebooks , maps  and  ou tdoor  gear .  

Vis i tors  o f th is  websi te  are act ive ,  ou tdoor  en thus ias ts  who fa l l  in to  the  geo-

tour is t segment  tha t  enjoy  ou tdoor act iv i t ies  and  low- touch amen it ies .   

 

Trave l  Mon tana  wi l l  pu rchase 800 ,000  geo- ta rgeted  ( ID , WY, ND, SD,  MN,  

WA, and  Sask)  impress ions  o f a var iety  o f  banner  ad  s izes  tha t  wi l l  be 

served  March  1 ,  2009-Augus t  31  2009.   The  Sta te  w i l l  then  subdiv ide  the  

space  among in teres ted  par t ies  in  increments o f  50 ,000  impress ions .  The  

impress ions  w i l l  be  served up  on  a  rotat ional  bas is  du r ing the  March-Augus t  

t ime  frame.   Below  is  a  screenshot  o f  the  s i te  to  g ive an  example  of  

p lacement. 

 

 
 

Advert is ing  Cos t :  (@ NET) 

 

$322 .00 ($6 .44 CPM)  for  50,000 impress ions ,  March  1 ,  2009  –  Augus t 31 ,  

2009 . 
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Canada.com Banner Advert is ing 

Canada .com is  a  major  news and  in formation  ne twork  des tina tion  for  

Canadian con tent  tha t  spans  the  en t ire  count ry  o f  Canada.   Canada.com 

of fers  newspaper ,  te lev is ion  and  o ther  onl ine  con ten t form the  ma jor  market  

media  proper t ies  throughou t Canada .   Travel  Mon tana  has  in tegrated  

Canada  in to recen t  med ia  p lans  w ith recogni t ion  o f  the  need  to  speak to 

Canadian marke ts  through  geo-targeted  marketing ,  wh ich  is  why  th is  is  a  

recommended  co-op  for  the  FY09  Warm season.    

 

Trave l  Mon tana  wi l l  pu rchase 660 ,000  impress ions  o f  var ious  banner s ize  

adver t isements  tha t wi l l  be  geo- targe ted  (A lb , Sask , and  B.C .)  and  con ten t-

targe ted  (Trave l,  News ,  and Homepage  sect ions)  tha t wi l l  be  served  March  

2,  2009  –  Augus t 31 ,  2009  on  a  rotat ional  bas is .   The  State  wi l l  then 

subdiv ide the space  among in teres ted par t ies  in  increments of  55 ,000 

impress ions .   Below is  a  screensho t  o f  the  s i te to  g ive  an  example  o f the  

placement. 

 

 
 

Advert is ing  Cos t :  (@ NET) 

 

$1,120 .00  ($20.36  CPM)  for  55 ,000  geo-targeted and  con ten t  targeted  

banner impress ions,  March 2,  2009 – Augus t  31,  2009 . 
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Nationa lGeographic .com Pre-Rol l Video Advert is ing 

Nat ionalgeographic .com rece ives  over  13  mi l l ion unique  v is i tors  pe r  mon th  

and  o f fers  a  wide  var ie ty  o f con ten t  on the na tura l  wor ld  as  we l l  as  travel  

and  adven ture.   Vis i tors  to  na tionalgeographic .com are  more l ikely  to  p lan  

and  purchase  vaca tions on l ine than  v is i tors  to any  o ther  ma jor  news s i te .  In  

terms  o f  v ideo  con ten t,  nat ionalgeographic .com v is i tors  wa tch  v ideo con ten t  

onl ine  far  more  than  any  o ther  compet i t ive  new s i te  (330 index) . 

 

Prev ious  campaigns  tha t  have  had v ideo in  onl ine  format have  proven 

successful  for  Trave l Mon tana.   For  the  Warm Season  FY08  Campaign , 

Trave l  Mon tana  o ffered  th is  na tiona lgeographic .com op tion  to  the  State’s  

tour ism par tners.   The  pre-rol l  v ideo  was  the s tronges t  componen t  w ith a  

CTR o f  5 .75%. 

 

The  Sta te  w i l l  purchase  150,000  impress ions  o f  :15  v ideo  pre-rol l .   The  

150 ,000 impress ions wi l l  be  d iv ided  among the Sta te and  any in terested  

par tners  in increments  o f 25 ,000  impress ions .  The impress ions  w i l l  be  

served  up  be tween  March  1 ,  2009  and  Augus t 30 ,  2009  on  a  rotat ional  

bas is .   To  help  CVB and  regional  messages  hold  up  to the  wide  range  o f  

internat ional  conten t tha t they wi l l  be  p re-ro l l ing  to  on  th is  s i te , a Sta te  s l ide 

wi l l  be  added  to  the  pre-ro l l  o f  co-op par tne rs . 
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Advert is ing  Ra te :   (@ NET) 

 

$980 .00 ($39.20  CPM)  for  25 ,000  impress ions o f  v ideo  pre- rol l ,  March  1 , 

2009  –  Augus t  30 ,  2009 .    

 

Given the  min imum con trac t  do l lar  requ irements  o f  na tiona lgeograph ic .com, 

tour ism par tners wou ld  no t  be able  to purchase th is  increment o f 

impress ions  outs ide  o f  the  Trave l  Mon tana  co-op  program. 

 

 

 

 
 



Project Project Type/Description Placement/participation cost
Agency cost Project 
Management

Agency Cost Creative 
Services

Budgt Travel  Dedicated Direct Email $2,016.00 $90.00 $180.00

Wildernet.com
Behaviorally Targeted Banner 
Advertising $322.00 $90.00 $180.00

Total  Project Cost $2,338.00 $180.00 $360.00

$2,878.00
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