
    
OOrrggaanniizzaattiioonn  NNaammee::  YYEELLLLOOWWSSTTOONNEE  CCOOUUNNTTRRYY  

  
PPrroojjeecctt  NNaammee::  FFYY  1122  JJOOIINNTT  VVEENNTTUURREESS——MMTTOOTT  WWiinntteerr  PPrriinntt  CCoo--ooppss  
        OOuuttssiiddee  MMaaggaazziinnee  

  
AApppplliiccaattiioonn  CCoommpplleetteedd  bbyy::  RRoobbiinn  HHoooovveerr  99--2266--1111  

  
 
 
YCMI requests approval to spend $45,201.47 to participate in the MTOT winter Outside 
Magazine print co-op option. The placement will be in the December 2011 winter travel guide 
issue. The co-op options were for 1/6 & ¼ page advertorials. However, Yellowstone was able to 
negotiate a full-page, with matching space, for a competitive price-point. The overall goal is to 
place the same type of coverage in Outside as what was placed in National Geographic 
Traveler, which was designed to showcase all three of our big three winter activities: Alpine & 
Nordic skiing and snowmobiling. The advertorial will focus primarily on alpine skiing, with sub-
sections highlighting Nordic skiing & snowmobiling, as well as the Yellowstone National Park 
winter experience. 
 
Outside magazine is a good fit for Yellowstone Country’s target demographics: active adults 
in all age ranges, active families with children, couples, guided adventurers, outdoor 
enthusiasts for one or all seasons, etc. 

The mission of YCMI is to market and promote the region as a preferred vacation destination for 
visitors and residents. Yellowstone Country promotes the an activity-oriented, nature- based 
vacation destination for active travelers and residents wishing to experience our natural scenic 
beauty and the recreational opportunities which abound in the greater Yellowstone National 
Park region.  
 
Engaged consumers will be driven to the Yellowstone Country website and a series of landing 
pages specific to the activity. These landing pages, and additional “feature” pages, will contain 
relevant information about the targeted activity, locations, and business links. Advertorial copy 
will further support the Yellowstone Country brand proposition, “America’s 1st Playground,” by 
promoting our specific winter experiences including Alpine & Nordic skiing and snowmobiling. 
  
  
  
OObbjjeeccttiivveess  ((mmuusstt  bbee  mmeeaassuurraabbllee))  

• Generate a new number of visitors to the micro-site 
(yellowstonecountry.net/outside) in order to benchmark performance for future 
improvement. 

• Increase the number of Yellowstone Country winter visitors by 2% (specifically 
alpine skiing, nordic skiing and snowmobiling)  

 
  
  
  
  
  

AApppprroovvaall  RReeqquueesstteedd  

____XX______FFiinnaall  
__________PPrreelliimmiinnaarryy  



  
RReeffeerr  ttoo  tthhee  ppoorrttiioonnss  ooff  yyoouurr  mmaarrkkeettiinngg  ppllaann,,  wwhhiicchh  ssuuppppoorrtt  tthhiiss  pprroojjeecctt..  
The following goals within the marketing plan support this project 

 
1. Attract new tourism dollars into the region. 

 2. Increase tourism dollars by extending lengths of stay in the region. 

 3. Target adventure-based travelers in regional marketing efforts. 

4. Continue to promote “America’s 1st Playground” as theme in marketing 
campaigns. 

5. Develop & implement consistent regional brands that focus on the diverse 
communities & attractions within the broader tourism region. 

6. Maximize efficiency of dollars spent to promote tourism by implementing 
marketing campaigns that include specific ROI objectives. 
 
 

HHooww  ddooeess  tthhiiss  pprroojjeecctt  ssuuppppoorrtt  tthhee  SSttrraatteeggiicc  PPllaann??                   
Yellowstone Country believes that this marketing program has the potential to support all 
aspects of the strategic plan, although it addresses these specific points: 

  
• Goal 1:  Increase Four-season Tourism Revenues Statewide Through Effective 

Marketing & Promotions, Focusing on the High-Value, Low-Impact Visitors. 
Goal 1.1:  Implement highly targeted consumer advertising/promotion campaigns 
Goal 1.1.b Continue winter marketing, promoting Montana as a superb winter  
                  destination 

• Goal 5:  Support appropriate tourism business growth, including new tourism products  
            and services for target customer markets 

 
  
DDeettaaiill  ppaaggeess  aattttaacchheedd        YYeess      NNoo  
  
  
((YYoouu  aarree  nnoott  rreeqquuiirreedd  ttoo  uussee  tthheessee  ffoorrmmss;;  hhoowweevveerr,,  aallll  ooff  tthhee  iinnffoorrmmaattiioonn  mmuusstt  bbee  pprroovviiddeedd  iinn  yyoouurr  
aapppplliiccaattiioonn  ffoorr  ffuullll  aapppprroovvaall))  
  

BBuuddggeett  ppaaggee  mmuusstt  bbee  aattttaacchheedd  ffoorr  aapppprroovvaall..  
  
  

REQUIRED SPECS FOR PROJECTS  
FFuullll  ppaaggee,,  44  ccoolloorr  aadd    77””  xx  1100””  
FFuullll  ppaaggee  aaddvveerrttoorriiaall  
WWeebb  ccoommppoonneenntt  wwhhiicchh  iinncclluuddeess  llooggoo,,  UURRLL  aanndd  iimmaaggee  
 
  
  
  



  
  
  

YYEELLLLOOWWSSTTOONNEE  CCOOUUNNTTRRYY  PPRROOJJEECCTT  BBUUDDGGEETT  
FFYY  1122  JJOOIINNTT  VVEENNTTUURREESS--MMTTOOTT WWiinntteerr PPrriinntt OOUUTTSSIIDDEE  CCoo--oopp 

       
       
  State Tourism Funds   Other Funds   Total 
PROFESSIONALSERVICES:       
    

  $0    $0
       
Outside Magazine media buy          $37,856 + $0 = $37,856
        agency media commission   $6,680.47    $6,680.47
Layout/design                        $285 + $0 = $285

Account management                      
         

$380    $380
TOTAL  $45,201.47   $0   $45,201.47
       
OTHER:        
   + $0 =  
   + $0 =  
   + $0 =  
   + $0 =  
   + $0 =  
  $0 + $0 =  
TOTAL     
            
        
REGION/CVB           PROJECT 
TOTAL  $ + $0   $

     
      
     

 


