
MAY 2023

TOURISM UPDATE



TOURISM’S IMPACT

• 2022 STATE OF MONTANA
NONRESIDENT VISITORS SPENT 
AN ESTIMATED $5.8 BILLION – UP 
13% OVER 2021

• 2022 BOZEMAN AIRPORT
44% OF STATE’S DEBORDINGS

• 2022 YELLOWSTONE COUNTRY 
38% OF STATE’S BED TAX 
COLLECTIONS
• BIG SKY #1 - $7.1M
• BOZEMAN #2 - $5.3M

* DATA PROVIDED BY INSTITUTE FOR TOURISM & RECREATION RESEARCH – U of M



TOURISM TRENDS

* DATA PROVIDED BY INSTITUTE FOR TOURISM & RECREATION RESEARCH – U of M



YELLOWSTONE FLOODS



YELLOWSTONE FLOODS



2022 BED TAX COLLECTIONS

Q3 - GARDINER: -91%

Q4 - GARDINER: -65%

Q2 - GARDINER: -40%

Q2 - RED LODGE: -35%

Q3 - RED LODGE: -24%

Q2 - LIVINGSTON: -19%

Q2 - WEST YELLOWSTONE: -19%

Q3 - WEST YELLOWSTONE: -17%

Q3 - LIVINGSTON: -13%

Q1 - BOZEMAN: +63%

Q2 - BOZEMAN: +19%

Q3 - BOZEMAN: +7%

Q4 - BOZEMAN: +12%

TOTAL YEAR: +19%



BOZEMAN HOTEL TRENDS

HOTEL DEMAND CHANGE



BOZEMAN HOTEL TRENDS

OCCUPANCY RATE



0.00%

20.00%

40.00%

60.00%

80.00%

100.00%

O
ct

-1
4

Ja
n-

15

Ap
r-

15

Ju
l-1

5

O
ct

-1
5

Ja
n-

16

Ap
r-

16

Ju
l-1

6

O
ct

-1
6

Ja
n-

17

Ap
r-

17

Ju
l-1

7

O
ct

-1
7

Ja
n-

18

Ap
r-

18

Ju
l-1

8

O
ct

-1
8

Ja
n-

19

Ap
r-

19

Ju
l-1

9

O
ct

-1
9

Ja
n-

20

Ap
r-

20

Ju
l-2

0

O
ct

-2
0

Ja
n-

21

Ap
r-

21

Ju
l-2

1

O
ct

-2
1

Ja
n-

22

Ap
r-

22

Ju
l-2

2

O
ct

-2
2

Ja
n-

23

Ap
r-

23

SHORT TERM RENTALS

OCCUPANCY RATE

AVAILABLE RENTALS
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2023 EXPEDIA TRAVEL TRENDS

• PEOPLE ARE OPTING FOR URBAN/CULTURAL DESTINATIONS

• INTERNATIONAL TOURISM IS OPENED BACK UP

• TV TOURISM IS STILL POPULAR



ORIGIN MARKETS BY STATE



ORIGIN MARKETS – BY METRO



MARKETING RESULTS
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MARKETING RESULTS

+6%

WEBSITE TRAFFIC



MARKETING RESULTS
TRAVEL GUIDE REQUESTS

+23%



MARKETING RESULTS
TRAVEL GUIDE REQUESTS



• 2.1M VISITORS
• $730M IN VISITOR SPENDING



NEW BRAND



SUMMER CREATIVE



SUMMER CREATIVE



SUMMER CREATIVE



SOCIAL VIDEO CONTENT

15K VIEWS 23K VIEWS 12K VIEWS 70K VIEWS

14 TOTAL VIDEOS – 290K VIEWS 

@VISIT_BOZEMAN



MEDIA VENDORSSOCIAL MEDIA



RESEARCH

RESEARCH PROJECTS
• RESIDENT SENTIMENT STUDY
• VISITOR PROFILE STUDY

NEW DATA SOURCES
• SMITH TRAVEL DATA
• AIR DNA



PHOTO/VIDEO SHOOTS



FY24 FOCUS
DESTINATION MARKETING

GOAL: INCREASE IN-STATE VISITATION. THROUGH INCREASED 
PARTNERSHIPS, LOCAL EVENTS, PR OPPORTUNITIES, AND CREATIVE 
PROGRAMS AND MESSAGING.

GOAL: RE-FOCUS NATIONAL MARKETING CAMPAIGNS ON 
TARGETED DIRECT FLIGHT MARKETS AND REGIONAL DRIVE MARKETS. 

DESTINATION MANAGEMENT

GOAL: CONDUCT IN-STATE RESEARCH REGARDING MONTANA 
RESIDENT SENTIMENT ABOUT BOZEMAN. 

DESTINATION STEWARDSHIP
GOAL:CONTINUE TO ENHANCE OUR ORGANIZATION’S 

STEWARDSHIP ROLE THROUGH PARTNERSHIPS, OUTREACH AND 
EDUCATION THROUGH PROGRAMS SUCH AS OUTSIDE KIND AND BE 
GOOD TO BOZEMAN.

STATE OF 
MONTANA 
CHANGES

CHOOSE 3 AREA’S 
OF FOCUS

• GOALS
• OBJECTIVES
• METHODS
• METRICS



DESTINATION MARKETING
STARTING IN JUNE

• NATIONAL MARKETING CAMPAIGN
• SUPPORT DIRECT FLIGHT 

MARKETS

• REGIONAL/DRIVE MARKETS
• EASTERN WASHINGTON
• IDAHO
• UTAH
• DAKOTAS
• WYOMING

• IN-STATE
• EVENTS
• PARTNERSHIPS
• IN-TOWN EXPERIENCES



DESTINATION MANAGEMENT
STARTING THIS SUMMER

• RESEARCH INITIATIVES
• IN-STATE SENTIMENT
• WHAT IS THE PERCEPTION OF 

BOZEMAN?
• WHY DO PEOPLE COME TO 

BOZEMAN?
• HOW OFTEN DO PEOPLE 

COME TO BOZEMAN?
• WHAT PREVENTS PEOPLE 

FROM VISITING BOZEMAN?



• FOCUSED ON
• HELPING PRESERVE OUR AREA
• ENCOURAGING SUSTAINABLE 

TOURISM
• CREATING REALISTIC 

EXPECTATIONS
• EDUCATING VISITORS
• PROMOTING KINDNESS
• PARTNERSHIPS WITH LOCAL 

ORGANIZATIONS 

DESTINATION STEWARDSHIP
STARTED LAST SUMMER



BE GOOD TO BOZEMAN

• CAMPAIGN ASSETS
• VISITOR PACKET 
• BLOG CONTENT
• SOCIAL MEDIA POSTS
• DIGITAL ADS
• PRINT ADS
• POSTERS
• TABLE TENTS
• STICKERS
• VIDEO SERIES
• MAIN STREET BANNER



THANK YOU!


	Slide Number 1
	TOURISM’S IMPACT�
	TOURISM TRENDS�
	YELLOWSTONE FLOODS�
	YELLOWSTONE FLOODS�
	2022 BED TAX COLLECTIONS
	BOZEMAN HOTEL TRENDS
	BOZEMAN HOTEL TRENDS
	SHORT TERM RENTALS
	2023 EXPEDIA TRAVEL TRENDS
	ORIGIN MARKETS BY STATE�
	ORIGIN MARKETS – BY METRO�
	MARKETING RESULTS�
	MARKETING RESULTS�
	MARKETING RESULTS�
	MARKETING RESULTS�
	Slide Number 17
	NEW BRAND�
	SUMMER CREATIVE�
	SUMMER CREATIVE�
	SUMMER CREATIVE�
	SOCIAL VIDEO CONTENT
	MEDIA VENDORS
	RESEARCH
	PHOTO/VIDEO SHOOTS�
	FY24 FOCUS
	Slide Number 27
	Slide Number 28
	Slide Number 29
	Slide Number 30
	Slide Number 31

