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GALLATIN VALLEY TBID BUDGET 



VISITATION INTELLIGENCE



NATIONAL OVERNIGHT TRIPS

LAST 12 MONTHS – THROUGH JANUARY

*DATA SOURCE: PLACER.AI



VISITATION BY ORIGINATION

LAST 12 MONTHS

BY CBSA



LODGING DATA



BOZEMAN/BELGRADE HOTEL ROOMS
DATA THROUGH FEBRUARY



LODGING DEMAND

COSTAR



BOZEMAN OCCUPANCY

LAST 12 MONTHS



HOTEL OCCUPANCY

LAST 13 MONTHS



HOTEL ADR

LAST 13 MONTHS



HOTEL ADR

LAST 13 MONTHS



HOTELS vs. SHORT TERM RENTALS

LAST 12 MONTHS



FY27 PLANNING



FY27 OPPORTUNITIES

THE GALLATIN VALLEY TBID IS FOCUSED ON 

STRENGTHENING AND SUSTAINING TOURISM THROUGH 

BETTER ALIGNMENT OF TBID RESOURCES, DEDICATED 

STAFFING, AND A CLEAR STRATEGIC PLAN. KEY PRIORITIES 

INCLUDE EXPANDING MEETINGS AND GROUP TRAVEL, 

INCREASING AIR SERVICE AND MARKETING REACH, AND 

IMPROVING FINANCIAL STABILITY BY BUILDING A RESERVE 

FUND.

•  ALIGN DMO AND TBID RESOURCES TO PROTECT 

TOURISM FUNDING AND MAXIMIZE IMPACT 

•  RESTRUCTURE TOURISM DIVISION AND HIRE STAFF 

DEDICATED TO TOURISM

• EXPAND MEETINGS, EVENTS, AND GROUP TRAVEL 

OPPORTUNITIES 

•  LEVERAGE FUNDING TO GROW AIR SERVICE AND 

MARKETING REACH 

• CREATE RESERVE FUND TO ELIMINATE NEED FOR LINE 

OF CREDIT

• DEVELOP STRATEGIC PLAN



FY27 CHALLENGES

BOZEMAN IS FACING PRESSURE FROM RAPID HOTEL 

GROWTH OUTPACING DEMAND, CONTRIBUTING TO 

DECLINES IN KEY LODGING METRICS. DEMAND REMAINS 

HIGHLY SEASONAL AND SENSITIVE TO EXTERNAL FACTORS 

LIKE WEATHER, THE ECONOMY, AND AIR ACCESS. 

WORKFORCE AND INFRASTRUCTURE CONSTRAINTS 

FURTHER LIMIT GROWTH.

• HOTEL SUPPLY IS OUTPACING DEMAND, IMPACTING 

OCCUPANCY AND RATES 

• RELIANCE ON LEISURE TRAVEL DRIVES STRONG 

SUMMER PEAKS BUT WEAK SHOULDER AND WINTER 

DEMAND 

• LIMITED MEETING AND SPORTS INFRASTRUCTURE 

RESTRICTS GROUP BUSINESS 

• WORKFORCE SHORTAGES AFFECT OPERATIONS AND 

SERVICE LEVELS 

• EXTERNAL FACTORS LIKE WEATHER, ECONOMY, AND 

SENTIMENT ADD UNCERTAINTY



ALIGNING WITH MONTANA

BRAND MESSAGING PILLARS:

OUTDOOR ACTIVITIES

• ACCESS TO YNP & NATIONAL FOREST

• THOUSANDS OF MILES OF TRAILS

• TWO SKI AREAS WITHIN AN HOUR

BUSTLING DOWNTOWN

• RESTAURANTS, BREWERIES, AND NIGHTLIFE

• TRENDY, LOCAL RETAIL

• WALKABLE DOWNTOWN

EASE OF TRAVEL

• DIRECT FLIGHTS/AIRPORT

• MINIMAL TRAFFIC AND EASY, SCENIC DRIVES

• LARGE VARIETY OF LODGING OPTIONS

VISIT BOZEMAN’S BRAND IS IN ALIGNMENT WITH THE STATE 

OF MONTANA’S BRAND FOCUSING ON THE PEOPLE, THE 

PLACE AND THE STORIES THAT MAKE MONTANA WHAT IT IS.

GEOGRAPHIC TARGETS:

NATIONAL CAMPAIGN 

GEOGRAPHIC TARGETS

• SEATTLE

• DENVER

• LOS ANGELES

• MINNEAPOLIS

• NYC

REGIONAL CAMPAIGN 

GEOGRAPHIC TARGETS

• BILLINGS

• MISSOULA

• GREAT FALLS

• SLC

• BOISE

• SPOKANE

• HELENA

• IDAHO FALLS



FY27 TBID OBJECTIVES

• GOAL 1: PROTECT TOURISM FUNDING

• GOAL 2: RESTRUCTURE TOURISM DIVISION & HIRE FULL-TIME STAFF

• GOAL 3: INCREASE AIR SERVICE SUPPORT THROUGH MINIMUM REVENUE 

GUARANTEES AND MARKETING MATCHING FUNDS

• GOAL 4: BUILD UP RESERVE FUND, CREATING FINANCIAL STABILITY

• GOAL 5: DEVELOP THE VISIT BOZEMAN STRATEGIC PLAN



FY27 BUDGET



THANK YOU!
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