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FY26 MARKETING



SUMMER CAMPAIGN

LATE MAR. – MID AUG.

• SUMMER CAMPAIGN

• FEATURING

• PAID SOCIAL

• NATIVE ADS

• DIGITAL RETARGETING

• STREAMING VIDEO

• YOUTUBE PREROLL

• PPC & PMAX

• EMAIL TAKEOVERS

• AIRPORT WIFI 

TAKEOVER

• PRINT - REGIONAL

• JOINT VENTURES

• STATE

• LOGJAM 

PRESENTS

• CONTENT

• BLOGS

• ITINERARIES

• VIDEO



EMAIL MARKETING UPDATES

LAST 90 DAYS – 

STATS

• 78K EMAILS SENT

• 20.16% OPEN RATE

• 10.66% CT RATE

• 42.4K TOTAL 

CONTACTS

EMAIL HEALTH



SOCIAL/VIDEO MARKETING

YOUTUBE

REELS POSTS

LAST 90 DAYS:

• 6.5M VIEWS/IMPRESSIONS

• 216K ENGAGEMENTS/INTERACTIONS

• VIDEO STORYTELLING

• BOZEMAN’S DINING SCENE

• NEXT: SPENDING TIME IN 

BOZEMAN ON YOUR WAY TO 

YELLOWSTONE

• FOLLOWERS

• IG – 44K, FB – 76K



CONTENT MARKETING



RIPE BOOKING RESULTS
LAST 30 DAYS



RIPE BOOKING RESULTS
LAST 30 DAYS



MARKETING REACH



RIPE CAMPAIGNS
• BOISE FLY DIRECT

• CO/OP CAMPAIGN WITH YELLOWSTONE COUNTRY

• SUPPORTING THE DIRECT FLIGHT FROM BOISE TO BZN

• LANDING PAGE WITH HOTEL SEARCH THROUGH RIPE

• TARGETING BOISE & SURROUNDING COMMUNITIES

• DIGITAL FOCUS

• GOOGLE ADS

• FACEBOOK/INSTAGRAM

• PINTEREST ADS

• REDDIT ADS



MARKETING PARTNERSHIPS

• LOG JAM PRESENTS

• CURRENTLY DOING SOME CO/OP MARKETING TO PROMOTE 

LINEUP

• LOG JAM IS SEEING 60-65% OUT-OF-MARKET TICKET PURCHASE

• DID A COUPLE COLLAB POSTS ON INSTAGRAM

• VISIT BOISE

• ALSO DID TWO COLLAB POSTS ON INSTAGRAM PROMOTING THE 

DIRECT FLIGHT BETWEEN OUR MARKETS

• CVENT – EVENT PLANNER MARKETING

• NEW PLANNER ORGANIZTIONS – 68% INCREASE

• UNIQUE RFPs – 36% INCREASE

• AWARDED RFPs – 40% INCREASE



WEBSITE TRAFFIC RESULTS



WEBSITE TRAFFIC
VISITS

VISITORS



PAGE VIEWS



WEBSITE VISITOR ORIGINATION
LAST 12 MONTHS



ORGANIC SEARCH TRAFFIC



TRAFFIC SOURCES



TRAFFIC & CONTACT
LAST 12 MONTHS

TRAFFIC

CONTACTS



CONTACT INSIGHTS
LAST 12 MONTHS



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 MARCH



LODGING DEMAND

CO-STAR



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



ADDITIONAL UPDATES





ADDITIONAL FY26 UPDATES

• WINTER PHOTOSHOOTS

• FINALIZED PHOTO SELECTS AND 

COLOR CORRECTIONS

• WEBSITE OVERHAUL

• REVIEWING REVAMPED PAGE 

ORGANIZTION & USER EXPERIENCE

• BUILDING PAGES

• SPRING/SUMMER CAMPAIGNS

• SPRING IS RUNNING - REGIONALLY

• SUMMER KICKED OFF APRIL 1ST

• FY27 PLANNING

• LOTS OF TIME SPENT MEETING, 

ORGANIZING, REVISING

• TBID & DMO ALIGNMENT



FY27 PLANNING



FY27 PLANNING & UPDATES

WHAT’S NEW/CHANGES

• 23% BUDGET REDUCTION FROM FY26

• STATE ADJUSTING BED TAX ESTIMATES AND 

CALCULATIONS

• TBID INCREASING COLLECTIONS TO $4/NIGHT

• DMO & TBID BUDGET TO COMPLEMENT EACH OTHER

• FY27 DMO BUDGET IS SIMPLIFIED

FY27 CAMPAIGN TIMING



FY27 OPPORTUNITES

BOZEMAN CAN CAPITALIZE ON STRONG INVESTMENT AND 

COMMUNITY MOMENTUM TO EXPAND TOURISM 

INFRASTRUCTURE WHILE SCALING MARKETING THROUGH 

INCREASED TBID FUNDING AND IMPROVED AIR ACCESS. BY 

ALIGNING PARTNERSHIPS, TARGETING KEY SEGMENTS, 

AND PROMOTING YEAR-ROUND VISITATION, THE 

DESTINATION CAN DRIVE SUSTAINED GROWTH AND 

ECONOMIC IMPACT.

•  ALIGN DMO AND TBID RESOURCES TO MAXIMIZE IMPACT 

•  EXPAND MEETINGS, EVENTS, AND GROUP TRAVEL 

OPPORTUNITIES 

•  LEVERAGE FUNDING TO GROW AIR SERVICE AND 

MARKETING REACH 

•  DRIVE SHOULDER AND WINTER VISITATION WITH 

TARGETED PROMOTION 

•  CAPITALIZE ON REPEAT AND REGIONAL VISITORS TO 

EXTEND STAYS



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 DMO OBJECTIVES

• GOAL 1: EXPAND OUR REACH BY LEVERAGING OUR MARKETING DOLLARS 

COLLABORATIVELY THROUGH STATE JOINT VENTURES AND COOPERATIVE 

MARKETING EFFORTS.

• GOAL 2: PROVIDE PAID MARKETING TO SUPPORT CURRENT AND FUTURE NON-

STOP FLIGHTS TO BOZEMAN YELLOWSTONE INTERNATIONAL AIRPORT.

• GOAL 3: ATTEND FOUR TRAVEL AND TRADE SHOWS INCLUDING, BUT NOT 

LIMITED TO TOUR GUIDES, SMALL GROUP TRAVEL, AND MEETING PLANNERS.

• GOAL 4: UPGRADE WAYFINDING, OUTDOOR INFORMATION KIOSK, BROCHURE 

RACKS AND BATHROOM ENHANCEMENTS AT VISITOR INFORMATION CENTER. 



THANK YOU!
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