
 
 
 
 

AApppplliiccaattiioonn  ffoorr  pprroojjeeccttss  oovveerr  $$550000  
    
OOrrggaanniizzaattiioonn  NNaammee::    WWEESSTT  YYEELLLLOOWWSSTTOONNEE  MMOONNTTAANNAA  CCHHAAMMBBEERR  OOFF  CCOOMMMMEERRCCEE  

  
PPrroojjeecctt  NNaammee::    CONSUMER ADVERTISING:  BACKYARD CAMPAIGN   
                                    
AApppplliiccaattiioonn  CCoommpplleetteedd  bbyy::    JJAANN  SSTTOODDDDAARRDD  
  
PPlleeaassee  eexxppllaaiinn  tthhee  nneeeedd  ffoorr  tthhiiss  pprroojjeecctt  aass  wweellll  aass  aa  cclleeaarr  oovveerrvviieeww  ooff  tthhee  ccoonncceepptt  
ooff  tthhee  pprroojjeecctt..      NNaarrrraattiivvee  mmuusstt  pprroovviiddee  eennoouugghh  ddeettaaiillss  tthhaatt  tthhoossee  rreevviieewwiinngg  tthhee  
aapppplliiccaattiioonn  ccaann  ccoommpprreehheenndd  oorr  vviissuuaalliizzee  tthhee  ffuullll  ssccooppee  ooff  tthhee  pprroojjeecctt..    NNaarrrraattiivvee  
sshhoouulldd  bbee  aa  ffuullll  oovveerrvviieeww,,  yyeett  eexxpplliicciitt  aanndd  ttoo  tthhee  ppooiinntt..    
  
            The greater Salt Lake City area and western Idaho/eastern Washington areas are- 
prime markets for West Yellowstone.  Just 5 to 7 hours distant, these are our nearest 
large population bases.  We need to be able to continue to capitalize on the growing 
trend of visitors taking shorter trips closer to home and develop “front of mind” 
awareness in this market. 
   
      Additionally, with Glacier Park’s Centennial Celebration, we have the opportunity to 
enhance the “dual-park” mentality for late summer season travelers –in these drive 
markets. 
  
     To that end, we intend to again develop a “backyard campaign” for the shoulder 
seasons, fall, winter and/or spring.  Our spring backyard campaigns over the past -
several years have demonstrated positive results. We want to continue to leverage on 
that visibility and continuity to promote and support the concept of West Yellowstone as 
a shoulder season destination. 
 
      We will again use as many mediums as possible including, but not limited to, press 
releases, billboard, print and web advertising, and radio.  This synergistic campaign is 
designed to capitalize on meshing this media to increase the probability of response. 
The number of partners we are able to include will determine the final depth of the 
campaign. 
 
      This project provides an excellent opportunity for various marketing organizations to 
come together in either cooperative or leveraged advertising. We will also encourage our 
private sector to develop special packages that we can promote and will display on our 
website. 
   
OObbjjeeccttiivveess  
IInncclluuddee  tthhee  oobbjjeeccttiivveess  ffrroomm  tthhee  nnaarrrraattiivvee  ppoorrttiioonn  ooff  yyoouurr  mmaarrkkeettiinngg  ppllaann  tthhaatt  
ssuuppppoorrtt  tthhiiss  pprroojjeecctt..  

1. Maintain the same level of West Yellowstone Resort Tax Collections as 
the previous year (July 2009 through June 2010).  

2. Maintain the same sewer flow levels as a rolling average over the 
previous 5 years.  

3. Increase web traffic to our website by 3% over the previous year.  
4. A 15% increase (baseline counts established on July1, 2010) in our 

Facebook ‘fan’ and Twitter followers.  

AApppprroovvaall    RReeqquueesstteedd  

__X____X__FFiinnaall  
            __________PPrreelliimmiinnaarryy  
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5. Participation with one or both of the local marketing funds in at least three 
projects. 
  

RReeffeerr  ttoo  tthhee  ppoorrttiioonnss  ooff  yyoouurr  mmaarrkkeettiinngg  ppllaann,,  wwhhiicchh  ssuuppppoorrtt  tthhiiss  pprroojjeecctt.. 
••  Attract visitors to West Yellowstone by communicating an image that is 

consistent with our long-term vision of West Yellowstone as a vacation 
destination.  

••       Expand our marketing potential by participating in partnerships with private 
businesses and with other tourism organizations.  

••  Target our market as accurately as possible   
 
HHooww  ddooeess  tthhiiss  pprroojjeecctt  ssuuppppoorrtt  tthhee  SSttrraatteeggiicc  PPllaann?  

ing/promotion  

tana to target groups/events, emphasizing off-peak  

urism marketing partners to plan/implement priority  

Goal 1.1:  Implement highly targeted consumer advertis
                 campaigns. 
Goal 1.2:  Promote Mon
                season activities. 
Goal 1.3:  Collaborate with to
                marketing efforts. 
  
DDeettaaiill  ppaaggeess  aattttaacchheedd        YYeess      NNoo  

  
  

BBuuddggeett  ppaaggee  mmuusstt  bbee  aattttaacchheedd  ffoorr  aapppprroovvaall..  
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OOrrggaanniizzaattiioonn  NNaammee::    WWEESSTT  YYEELLLLOOWWSSTTOONNEE  MMOONNTTAANNAA  CCHHAAMMBBEERR  OOFF  CCOOMMMMEERRCCEE  

  
PPrroojjeecctt  NNaammee::    CONSUMER MARKETING   
                                  BACKYARD CAMPAIGN  

  
AApppplliiccaattiioonn  CCoommpplleetteedd  bbyy::    JJAANN  SSTTOODDDDAARRDD  
  

DDeettaaiill  PPaaggee  
 
Calendar of event press releases  
Timed to potentially match the print ad placement (media and/or internet 
placement). Will include both free events planners and highlights in publications 
such as SkyWest Magazine. 
 
Print ads:  Potential newspapers/tabloids/magazines (printed and/or on-line 
advertising)   
 
Regional papers within targeted drive markets including Idaho, eastern 
Washington, Utah, and  (especially Salt Lake City and adjoining markets). These 
publications could include:  the St. George Spectrum, Idaho Falls Post Register, 
Idaho State Journal, Idaho Press Tribune, Idaho Statesman, Magic Valley News, 
etc.  
 
2011 Utah Spring Stage Arts package which includes full color print ad that will 
be displayed in all print programs for spring programs with an estimated 
distribution of 245,800. This program covers 23 different performances from the 
Pioneer Theatre Company, Utah Symphony, Utah Opera, Ballet West, Grand 
Theatre, Ogden Symphony, Broadway Across America across 7 venues from 
January 14th, 2011 through June 5th, 20111.  
 
We will seek to garner advertorial in papers/tabloids selected. 
 
Potential Billboard: 
 
Salt Lake City or along the Wasatch front along I-15, I-80 or I-215 for up to one 
month  
   
Potential Online Marketing 
 
• Facebook and other social networking sites 
• Travel websites geared to our targeted market segments (family, multi- or 

inter-generational family travel, active matures, geotravelers).  
• Electronic newsletters 
• Web advertising campaigns to match newsprint ads for specific publications 

as outlined above.  
 



West Yellowstone Chamber of Commerce:  FY 2010 Marketing Plan 4 

 

Potential Radio Marketing 
 
• Web or cable national markets for specific interest shows such as travel, 

value travel, or those with a focus on Yellowstone Park including Yellowstone 
National Public Radio.  

• With enough funding, we would also place radio ads in these drive markets 
that could also include Utah (Salt Lake City and Utah valleys), eastern Idaho 
(Pocatello, Idaho Falls) and western Idaho (Twin Falls and Boise).  
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WEST YELLOWSTONE CHAMBER OF COMMERCE PROJECT BUDGET 
BACKYARD CAMPAIGN 

 
 

       
  State Tourism Funds   Other Funds   Total 
PROFESSIONALSERVICES:       
Design & Layout of print, 
billboards, ads  $2,000 + $0 = $2,000
      $0 + $0 = $0
  $0 + $0 = $0
  $0 + $0 = $0
  $0 + $0 = $0
  $0 + $0 = $0
  $0 + $0 = $0
TOTAL  $2,000   $0   $2,000
       
MARKETING/ADVERTISING:       
Media placement including print, 
billboard, advertising, radio  $13,000 + $0 = $13,000
  $0 + $0 = $0
  $0 + $0 = $0
TOTAL  $13,000 + $0 = $13,000
       
TRAVEL:       
Personal Car  $0 + $0 = $0
Commercial Transportation  $0 + $0 = $0
Meals  $0 + $0 = $0
Lodging  $0 + $0 = $0
Vehicle Rental  $0 + $0 = $0
TOTAL  $0 + $0   $0
       
OTHER:       

  $0 + $0 = $0
  $0 + $0 = $0
  $0 + $0 = $0
  $0 + $0 =  
TOTAL  $0   $0   $0
            
       

REGION/CVB  
PROJECT TOTAL 

 

$15,000 + $0 = $15,000
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