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Billings, Montana:

Bilngs, podaon 10000, e coury st f Yelovlons Couty and ergst iy 1 e st A o' T s h g coramicu,Mofr duisinlaing ot cnryhelhare e educaton and ot dve the P the Rimrocks or rock much of and offer space to take inincredible views of the region and recreate. The cty also boasls a walkable in historic downtown Bilings, ‘s only 200

and Botanical porary museums, galleres, , music venies, a stats-o-the-art public ibrary, and a number of outdoor community venues and festvas.

Biings offers nearly 50 mls of mul-uso s and 24 mios o bike anes From th Rirocks to the Yollowstone River, wrich i the engestroeflowing ierin o ower 4, rsideis of iingsnutevisitors o oxerion tho magi of Montana's Traihead.Blinge st near the intersection o terstates 908,94 and ofrs st iass ot with umerous dai it t major U it ia D, United, Amorican Arines, Allgiant, Fronter, and Alaska Ainos. Reglonal catier Cape AT, aso plays a rucial ol nar ravel and connectivy i the
state. Amazing offer for arly 4,500 hotel rooms as well as numerous retai a Bil ne), P are ready traveler or planner's

‘The community brand promise for Billings as Montana's Traihead is:

and. Rimrocks, Bilings s a place of forever views and forever memories, where urban amenities and modem conveniences mest - where the adventure of the and history your door. heast Mool s the Lrges cly atwen Colgaty an Danvar,aa wel e Spkane st Miespols area of more than it derse hopping, awars g cuisin,arisand culur. Wam,
Geniine people ok e e f weleoms you and arostyou wiha S, Blngs oors some of and the United Yellowstone National Park, the Beartooth Bighom Canyon R Area, Little Bighon Pompeys Monuments, as wall as amazing state parks. The region is an idylic destination for thosa seeking out the bost that Montana and the western U.S. of
Visit Billings:.
Visit Billngs is a leading brand of the Billings Tourism Business Improvement District and the Billings Convention and Visitors Bureau and is managed by the Billings Chamber of Commerce. Together with the Billngs Chamber d Visitors Bureau (BCCICVB) and Bilings Improvement District (BTBID) boards, the Visit Billings team is committed to growing visitation at Montana’s Trailhead. The staff of g topr . services, and marketing
supportas a and boosts the ‘as a whole.

and
Wit hewidespreadrol-out of COVID-19 vacines and el cancelaton pallcles tavelconfidence i movingn  posive diecton. The past 12+ moihs have created pentup demand and  surgo ofave,parlcuayforles populte areas that o ecreaton nd exploraton adventres wilhoulconsant cowcs, ilngsand southeast Montana re deal destinaons s he vl and toursm industy ks owar recovery Asnold n Y21 srteges ravland ourim al Montan'sTrihead rives on recrealion,exporaton, leaming
‘competition, and networking. Travel unsure of ravel, but as the warm season of FY22 approaches, Visit Emmg o Bilings as thei while for Billngs as the Upon the onset of the COVID-19 pandemic, the Visit Bilings team worked from a strong structure based on responsibilty and resiliency. Today, the Visit Billngs staffis actively managing the
organization with its boards and he\pmg the destination through this. ung ing b s rougn srong For example, the. is ed channels such mecia to tay engaged with how be best positioned in the future. As staff, board members, and Visit Billngs’ agem:y of record (Sunshine & Bourbon) continue navigating the organization in ight of budget

rescions and piotty adustmant. new perspecios a1 bong 3plod 0 ensrs al Cpperunes 1 o ieveraged

VisitBillngs' staff members remain focused on: RELATIONSHIPS, RESOURCES, REEDUCATION, RECOVERY, AND RESILIENCY

tour operators, and sports toumament directors who either cancelled or postponed events in Billings continues to be a priority during this recovery phase. Staf as wel. At the onset of the pandemic, staf supported peers, colleagues, and neig the *Bilings is " efforts. As we move further toward recovery, those relationships are critcal to the success.

REL : C and
of our industry, and we will continue to support one another.

regarding all ble is sill a priority. For example, the COVID-19 section at VisitBilings com s consistently updated as new information b iable. Staff are fulfling
chooso Bilngs, whle Showing hom how 1 best oy the rea and remagine ho finerares

to engage with travelers, ultimately helping to increase visitation appropriately. As travelers seek out Billngs' travel information via mail, email, website, call, or text, those requests are fulfiled expeditiously. The Visit Bilings team is helping travelers better understand why they should

REEDUGATION: A consuers bagh o ravelsgan, Vst BHings f eecain o 58 o why ey ahouk elect Sngs n o s thel st o il and beghn ek esam adventrss The band responably reemerged in summer 2020 and the Vit Billings team responsibly promoted the destination throughout the fall and winter season. In FY22, our marketing strategies will advance (o the next level knowing the ti to be fierce as strategy will continue to
‘emphasize the Great American Road Trip as data shows ravelers are stil seeking out road trps 1o less-populated destinations. At the same time, the national malkatmg strategy will evolve as the fiight market mb Visit Billings regional and national marketing campaigns are fully integrated, including the Visit Billings social channels which provide travelers with inspirational messaging as well as content that oassoson ecpansibl rave As he tave andseape ovaves, o it Bilngs
it comducts busness st s v, Travlers motations and nabis ave and il contnue 0 cnange. Business pans and sittegios ave been, and il comine t be adusie. Innovaton amains key n e rescucaton and remaginaton of tave

RECOVERY: Being fnded b hotel tax and assossment, ravel dta ke St Travel Research's occupancy eport allow taffand the agency o monior recoveryand growth whi the budget ditional marks Assessing and o 2 tha Vi llgs busgl. as el s on he ndusty ot and nthe e, s o centant sk Thecrgaiztn's leinsecuery. a1 fng 1 wse e local sconry, s ol relevart sy ACapg the budgatwas et

priorty and remains such Srengthin s avel g s rocovery s key ‘and funds are poise leisure to grow visitation to Billngs. These efforts ry. Visi Billngs is ing visitor ugh mong thecampoliive st i commuricatng wi visfors seniivelyand respensibly.Accaring ot Dostnaton Anayss Coronavius ravel Semen ndex Repor
February 21, of respondents indi o rave, with o without some hestaton i anicpaton o the vaccios nemg wmely alabo. Juno, Jl. and Augustwere note f be tho most ely ronie o avel i 2021, he Transportation Securty i aaton s o e o people fiying in the United for the first time in ‘These are all strong signs of travel growth, yet there are stil variables like the COVID-19 variants that make

travel unpremmme o v Blings, roestng i lodging o revenue and TBID assesemens (o potsc misdion o, and wil b

RESILIENCY: Visit Billngs, with tourism leadership, wil 1 this pandermic by continuing As we know, the travel industry and local stakeholders, with th i d : . mesigs,and isur rps Trave retclons nd helssofansient - withat east threo emporary - harshly impacted funding for Visit Billings as well. While some travel resumed

in 2020, tis only now in 2021 that we are seeing a much stronger intent to travel 3 d demand beginning to edge near pre-pandernic levels albeit inconsistently. That being said, relationships, resources, help lead through supporting one another p 2 y wil help d by the panuem\c Bilings' ourom and hospralty indusics ar remarkaby resient

‘The Montana Brand:

It's important to note the crucial role a state tourism brand plays in destination marketing. The marketing strategies and programs led by the Montana Office of Tourism and Business Development (MOTBD) help boost not only Montana's tourism brand, but also those brands of Montana's cities, towns and regions. In spite of challenges th its as important that MOTBD foster the Montana tourism brand and get people excited about visiting Montana and doing business in Montana destinations. Visit Bilings

works to align with MOTBD brand pillars and strategies in all the integrated marketing efforts where feasbile and appropriate. The MOTBD brand pillars, which will help identify and guide areas of opportunity in travel promotion, are as follows:
STRATEGY |: COMMUNICATE AND DELIVER MONTANA'S SPECTACULAR UNSPOILED NATURE IN A WAY THAT MAKES IT REAL, TANGIBLE AND ACCESSIBLE TO THE VISITOR.
STRATEGY II: HIGHLIGHT AND HELP DEVELOP VIBRANT AND CHARMING SMALL TOWNS THROUGHOUT MONTANA.

STRATEGY Ill: INTEGRATE NATURE AND TOWNS TO OFFER AND DELIVER A BALANCE OF BREATHTAKING EXPERIENCES AND RELAXING HOSPITALITY.

‘Throughout this application, it s stated how Visit Billings works to align itself with th f the Clearly Bil 't small ted in strategy Il but ' h d offers some of the reglon's b for every personalit to Forge Their Own Path while visiting. Visit Billings b Path for Any 'd options for arts and culture aficionados, history buffs, outdoor enthusiasts, foodies, roadirippers, shopaholics, and wellness access.

In closing of this section, Visit Billngs guides visitors to Forge Their Own Paths. Leveraging the destination as Montana's Trailhead, Visit Bilings' Forge Your Own Path’ brand invites visitors to plan and participate in a thatis authentic t ig sky exp:

SHAPED BY THE YELLOWSTONE RIVER. BORN IN THE SHADOWS OF THE RIMROCKS. WELCOME TO MONTANA'S TRAILHEAD.

BE GUIDED BY THE GREATNESS THAT LIES AHEAD. BIG SKIES AND BIG THINGS. FORGE YOUR OWN PATH.

Describe your destination.

THREE PHASES: THE MONTANA TOURISM TRAVEL DECISION PROCESS: INSPIRE, ORIENT, FACILITATE

‘According to the current Montana Tourism and Recreation Sirategic Plan, the best way to consider how the potentialtraveler consid an itinerary are listed below.

While these pillars and phases remain relevant in a CO

X \gs will adjust needed and

‘THE PROCESS IS DEFINED BY USE OF THE FOLLOWING TERMINOLOGY AND CORRESPONDING DEFINITIONS:

: The process of being y 10.do or feel something, especially to do something creative.
ORIENTATION: The relative physical position or direction of something.
FACILITATION: The action of faciltating something to make it easy or easier.

THE INSPIRATION PHASE s har the vl s shars ot gonaralprodictand dveiop. desn s th desnatin. Tha oians OffceofToatam and usvess Developmant (MOTED] 2 responsite for the oundatonof s maskeling indse i Marlana's band mage er the sistgi plan, MOTED markets Montana's ey tourim pilars o encourage pofenal raulers 1o vl th s with nsiaonal imgery an copy. MOTED' talegy focuseson Yelowstone and iacer Natonl Parks a5 el a5 acvertures - which
aligns with the outdoor recreation travelers are seeking, and even more so due to the pandeic. Therefore prase, Bilinge to positior iy, Et by MOTED o ltatsassim Moriana ouns an sirectons vl susitwih i phas o th regon: Elnge b we st btuesn the st andrars f the Yellowstone River valley. Working to compliment MOTBD efforts, Visit Bilings leverages
stunning imagery, targeted messaging and compeliing calls to action in the integrated ncudin it o angasing n rave 5 to the Beartooth “the iful rive in America.” . Billngs off Rimrocks tothe . which are all reasons Montana as part of one's route. Targeted marketing
‘and out-of-home (OOH) programming aim to help boost Bilings as a must-stop city along western and national park INDS Rectonal. ilngs s the pootvacaton dostinaon o mary heignborng commurits. Ongoing weekonder” campeigne wil nsire and mite he ning audionce 0 explme and enoy al Bilings e o offr i eeramen, outdoer ciiios, utural and Tecemton Ve o this focus as part of the Great American Road . as more people

by vehicle in the year ahead

‘THE ORIENTATION PHASE is where the traveler begins researching the detais of his or her trip. This pl on the route the t il take to destination and the mode of transportation used to get there. Per the strategic plan, Montana’s visitors have muliple destinations to in the state and 9 building trips and researching travel to this part of the West. Montana’s DMOS provide tools to help the visitor plan a route while encouraging a longer stay.

VISITEILLINGS.COM: Th Vi llng wsballs s e sttt prinasy braning s conmuricsons ool he the deststos‘Forge Your i Paitbrand ha boen bought o s i oont polanislvilis. Thrgheuthe st wes ey \d “open for business” messaging. In today’s digital landscape, destination marketing websites must work even harder to e thaconsuer Wik knvees s g user GC),
be usted resource for travel inspiration and planmng VisitBillings.com is designed to ensure the content is consistently updated and relevant to o ‘web content is developed History Buffs, . Foodies, Shopaholics, Arts & Culture Aficionados, and to Billin avaar o o e s and s Bilings
e har vacaton dosimaton. Recontly, . spe tionality and travelers. The a ot for COVIDAAS safty e to Morans and Yellowsione County. Tne GOVID.13 landing pago & Ko alemart i easng he minds of vators whe may be ook fo local case ceunts, toing Iocatons, and general COVIDL1S ormaton.

VISIT BILLINGS VISITOR “The Visit Bilings [ via the website and is mailed at no-charge upon request. The Billings guide focuses on the "Forge Your Own Path branding and encourages travelers to seek adventure and ive lfe to the fullest around every corer. With the assistance of beautiful Imagery, maps, recreational listings, and more, Visit Billngs’ focus is to provide accessible and authentic information. There s no ad:ertising included in Visit Bilings publications or collateral materials.

BILLINGS LOGAN INTERNATIONAL AIRPORT (BIL): Visit Biings is working closely with Bilings Logan Interational Airport to monitor the emergence of travel by air during the pandemic recovery. Prior o the COVID-19 shutdown, the Billngs airport launched its four-year, $57 million remodeling project to expand the capacity of the facilty and offer a modern look and feel with more capacity for partners. With light travel resuring, Visit Billngs is highiighting carriers offering direct fihts in markets that include Denver, Minneapolis (MSP), Seattle
(SEA), and Dallas/ Fort Worth (DFW), Chicago (ORD), Portiand, Phoenix, San Diego, and Salt Lake City (SCL). Cape Ar is also an important partner in the regional eisure market serving smalle easter Montana communities where residents may choose to fly to Bilings to shop, schedule services, and enjoy entertainment

THE FACILITATION PHASE is where the traveler seeks experiences en route to a destination and during a stay. DMOs, communities, and organizations must all work the fullar available to guests. The Visit Bilings team ia phone, text, or email. The goal is to foster successful stays and future Montana travels. The Visit Bilings staff ke tourism partners, area
hotes,atractons, busiesses and e communly o prvide excoptonlcustomerserviofor istrs Tis v s spearheadod by e Bllng Il Guide progan xﬂvmt smmgs “This cicminded program ok o it and motvata ho Biling community inraising he bar and ievl of servcs fo vors. 1 provdes fonne & Poye6s raning ANt subport 3o ey G s9aly communicate and provide hospally and expeniantal opions orvstors i and around Bilings and southoast Montana. Vi smmgs continues to foster connectivity within
different social media platiorms by offering visitors current and relevant content via Facebook, Instagram, Pinterest, Twitter, YouTube, and TikTok. Journey.

2022 11:56:24 AM)
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. Define you
WARM SEASON STRATGIES:
s VistElings atar Y22 hrsare o s e, Fist. Vit Clings s fd the vors who s s sgsn el sl the uncartan o tha pndeic The secondhude b the of the market. With good ring the vaccines, DHOS around thecounty are proparing he Al budgets are 1o the market. It is imperative to ensure Bilings is a top choice

as they oy wil nme tion. It also will be imp take into consideration any new offerings among key compefitors. For example, Bozeman w $26, acding five now gates and 75,000 square feet o Montana's largest aiport. In Mwssou\a Alaska Arlnes announced 13 lans (0 bogin new daty sorico fom Misoua o e oot n Calfori - San Diogo, San Francisco an Sa Joue.
Sooming March 2021, Wil i sart of 2031 here s a 80156 hat thg wore 1 now behin s, Vacnes ar being distrbutad, avoles:sentiment & more posie an to leave their h d start expl Towover, st il ako 1o o lm"gs pifabrh ol aihough e deinfion of tmal wi nover be he same. Yot ven th iy o beginnng 10 fol posiive oncs more. Dax Senifer,drestorof Voios of Montana Touram,shared is houghts wiih e Bilings Gazets. Toe sate’s o industy may be well
positioned to rebound in 2021. With cruise ships and indoor venues stll seeming unsafe, the outdoors are a ewer people flying terest in serving more remote places like Montana.”
GOALS.
1. Increase \gs as an ideal destination, leveraging Vs brand, “Forge Your Own Path.”
2. Increase awareness for the big skies, unspoiled outdoor adventure, a unique urban downtown and hospitaliy offerings all found in a visitto Bilings - while reminding visitos that Billings, Montana is the most scenic route into pr to tirac

3. Encourage visiors to experience the culinary and cultural offerings in the ity of Bilings paired with the natural attractions surrounding the city.
4. Drive unique and repeat traffic to the website with a sirategy that leverages digital and video-driven channels.
5. Integrate the Great American Road Trip into the campaign that also speaks to visitors in the fiight markets, targeting both drive and fight markets.

6. Stay flexible to evolve the campaign as necessary based on lravelers’ ongoing response lo the pandemic situation.

Bilings' safe, welcoming vibe and deep roots in Western culture and Native American heritage set it apart from Itis a pl 3 find new ways to experience the familiar t0 uniquely powerul tnenatral wor,slongedo tre com’ors ofmodefe. s f hat vifors ao sekingn 2021, The marketng campaignshoul ntoduce he - raind them-of o adveriurs hat can b found slng he Rirocks and to Yellowstone Rver The campaion
will give them a sense of the unique vibe found only in downtown Bilings, with the only. trail and a el it the comfor tht wavelers are saoking in ot ooinge. vl b0 pcie engage with visitors and remind them why Billings should be their first choice when choosing a vacation destination, with its proximity to an array of outdoor wonders, auisine in the competitve set.
Visit Billngs also aims o align with MOTBD's messaging 1o increase Billings' exposure. MOTBD's p Montana as a place for d adh a place for P to experience the familiar, and a p has access to uniquely pc the natural world, as well as ‘moden lfe. g highiights the (sweeping big sky Billngs is the center of all the best
that Montana has to of

TARGET AUDIENCE

After a year of uncertainty, turmoil and impacts on the organization's budget, Visit Bilings will execute a this year as flight markets Fiexibilty will be important for . o ensure dollars are spe they are generating the most response. Behavioral targeting willfocus on the domestic traveler - those looking for a long weekend escape from their metro area, those interested in nature-related trips, and those looking for a rural escape into their surrounding outdoor paradises.

‘The target audience is families with a household income of $75,000+
‘The geographic markets willinclude the following:
PRIMARY: Key feeder markets include Minneapolis, Denver, Salt Lake City, Chicago and Dallas with interest in travel to Montana and the western region of the U.S., including monuments, state and national parks and western heritage.

SECONDARY: Regional close-in drive markets, primarily in state and Wyoming. Bozeman, MT; Great Falls, MT; Helena, MT; Missoula, MT; Minot-Bismark-Dickinson, ND; Rapid City, SD; Casper, WY; Buffalo WY; Sheridan WY; Bilings DMA (excluding city of Bilings) + city of Gillete, city of Cody.

REGIONAL YEAR-ROUND STRATEGY:
Billngs is Montana's largest city and, with that, the opportunities are endless. From arls and culture to food scenes and history to itis easy to il days. Regionally, Bilngs is the ity travelers wil crave as it offers the hustle and bustle of a city without the huge crowds. Cultural h ris and art galleries, as well as a y that features unique farmers markets, . restaurants and more will engags The regional is designed 1o highlight
experiences that can't be found for hundreds of miles and is customized so that it speaks specificaly to each unique traveler, encouraging them to “Forge Your Own Path” while exploring the city and the region.
GOALS.
1. Increase awareness of “things to do" in Bilings for the regional audience,
2. Establish a sense of urgency around seasonal events and attractions as they begin to return,
3 messaging of the Great Road Trip, while leveraging *Forge Your Own Path" as the umbrella brand position, inviting prospective visitors to experience Bilings.
TARGET AUDIENCE
/0 days off. Time to tu it on.” This messaging for which they are yearning. This will emphasize experiences and activiies unique to the city and the region, consistently providing potential visitors new reasons to travel to Billings. a sense of urge '3 for special seasonal features such s the Grand Opening of the Alberta Bair and ofher events. Primarily promoted

through digital targeting, these travel drivers will be communicated through the brand lens of *Forge Your Own Path.

corvan et wi ouing Kevy travel-driving events, activiies and atractions by season, and map out markets and allocated budgets throughout the year.

o egonalocuswil emain onpolotalravelrs wihigher awarenoss and famiarty o Bilingsn makets hat would encourageat st ono overrgnt tay primarl utside 126l adus ofthe destnaton incuding nighboringsals o Wyoming, Nty Dakota and South Dakta Frlsur tavel.thes closerin v markes have agher properiyto it yearround forevents, ouldooracle, and nearby sing nihe winer, a5 el asshort gelaweysfr shoppingand dining in Montana's largestcy. I some cases, rave may lign
doctor

with extending a necessity visit (for example, a 0 include | Billngs' regional with an annual include Bozeman, MT; . ND; Great Falls, MT; Rapid City, SD; Helena, MT; Missoula, MT; Casper, WY; Cody, WY; Gillete, WY; Billings DMA (excluding the city of Bilings).
MEDIA
‘The regional year-round media plan is primarily digital allowing the plan to stay flexible with recurrent changes in creative and messaging. Online display through a Demand Side Platform (DSP) partner allows us d y reach and targeting with the abiliy to easily adjust creative throughout seasonal fights. Social and native tuni d Visit Bilings’ owned channels. Search is criticalfor driving site traffc from the regional audience

already researching Biings' key events and things to do. Bilboard and out-of home placement is incorporated to maintain front-of-mind brand awareness in surrounding regional markets.

. Whatare your emerging markots?

MARKETS TO PROJECTS OR

As Visit Billngs works through the COVID- the by anc 9 is key.

‘The two-wheel market has always performed well for Bilings as a destination. The tea's strategies will continue 1o elevate the Billings' brand in this capacity to ensure work done to build this market for Billings i the last decade is maintained.

‘The Bearlooth Scenic Byway continues to draw in the two-wheeled market, The 68-mile strelch of U.S. Highway 212 has been described as ' of what a great bike by National hi in the Top 10 best in the U.S. The Great American Road Trip campaign builds awareness of the destination's proximity to the most scenic route into Yellowstone National Park, aligning with the 2-wheeled , iding the epic
journey. National parks are key drivers of visitation in this segment.

BMW MOA's 2020 Rally was rescheduled to 2021 in Great Fals due to CO stating that features remain unchanged, important to once again visit Biings. FY21 plans include additional sponsored content development and niche digital targeting of the two-wheel audience.

Billings' hospitality amenities and access to surrounding Big Sky Country roads elevate its position with groups ike BMW Motorcycle Owners of America, Gold Wing Road Riders Association, Harley Owners Group, and Yamaha Star Motorcycles. Visit Billngs saw success in drawing the two-wheel audience with publications like RoadRUNNER Magazine and having a presence at Sturgis Bike Rally.

Likewise, the group tour market from a domestic point of view is key to the local travel Yellowstone National Park and Litle Bighorn Battlefield, along with the Lewis and Clark Trail, are key attractions positioning Bilings as a trailhead to access Montana's iconic sites. These points of interest make Billngs a group-friendly destination for the domestc or intenational traveler. Billings’ proximity to the Beartooth Scenic Byway, as well as the northeast and north entrances to Yellowstone National Park, position the city
well s a fantastic stop for a group tour itinerary. Ilin place, the tour market stil will differ from a typical year. However is certainly stil a business for Billings. With many of the partners and stakeholders already reporting booked business for this summer, Visit Bilings staff expect to have a sirong retun of group tour business to the destination
While d partners are vel of n 2021, s importan 1 notethat as he word reopens, Vit Blings and he destaton wil b inever.greste compeon wilh rge destinations in bl budgetand aractons. Vit Blings wil emai stong i fot tobuld relationsips i peralor by atningevent such s ACG, 1PW, and itematonal Roundup.whic all help th eam ainan rlatiorsips wih bt interatonal and domestc our operators. Pariersipsare cricl 1o the
continued success and growth of i group tour market, Regmal Sarinerahis wih Vist Southeast Montana and e R help Visit Bilings to routing. Local partnerships with Billngs Depot, ZooMontana, and others ensure our guests receive the best possible experiences while spending time at Montana's Trailhead. Alongside 3 Interational, and Brand USA position Billngs well to eam new business and ensure the destination's current
business remains up to date on all that Billings has 10 offer.
Birding, outdoor recreation, road races, and mountain biking in the heart of the Rimrocks on B f Land ind are also key ca that will be monitored, pursued, and fostered as markets by Visit Bilings staff and the agency of record
NEW PROJECTS OR PROGRAMS:
‘Additionally, Visit Billings will focus on eamed media, d outreach, as well set with a proper press room
EARNED MEDIA:
Visit Billngs' public refations strategy focuses on driving tourism through generating earned media coverage and influencer engagement for the destination in target markets, with editorial stories and onthe Billngs' inaway 1gs the "Forge Your Own Path’ brand o ife.

ID-  their atiractions, travel media lkewise halted a majority of coverage they dedicated to destinations and instead pivoted more toward travel safety content. Now, with vaccines restoring confidence, travel media are likely to again tum their editorial focus to the top leisure travel destinations in the country, with digita leading the way and topics such as regional travel and outdoor experiences being of particular interes. Local writers and content creators help tell these local stories of Billngs and
e region. e Biings parinera wih e MOTBD, taiam and hospialty parners, an nighborn regons n promoting vistaion o Bilings ough samed media mitatives. A fow Koy FY23 tagics oo
MEDIA RELATIONS AND OUTREACH
Throughouthe year Vit Bilings will conine t buld relationtips withinfuencersand oumalss hat wil belp grow th bran and nsire vl Whie he pial eents Vit Blng atnds,such s Public Relalons Socey of Amerca Travland Tourism Corferenceand North Americ TravelBlogExchange Haven' et past atendance as alloved the team o buld elationships o he With the reopening, Visit Biings has begun reaching out to potential influencers to visit the area in

arever s Faof 2021, edton ks ning oumlsts snd Indners o vt e rogion e by extension share that experienoe wilh thei readers), ist Bilings will e reguiarty and consistentl reaching out t regional and national mecdia with news angles and stores as we ntroduce new tourism produet in the ragion, whedher L be & new hiking Urall, & new restauranl o a special seasonal e o one ot rawenen. T Trequent contact will help further develop criical

relationships with travel media and influencers,
PRESS ROOM
‘The VisitBillings.com press page will be updated this year to for . culnary, couples familes, ic, story ideas,al guide ideos and ts. This is part of p of developing tent to promote Billings. will serve as the content hub for all ongoing mediafinfluencer outreach as we begin to further reintroduce Billings to national and targeted regional media/infiuencers as the country recovers from GOVID-19.
Contentis an mportantpart of marketing and earmed i eforts an, as uch, he previously mentloned bog content s praduced not ol for consumers, 6t (0 1epit Hsncers, d bloggers and therefore
Optional: Include attachments here.
. What rosoarch supports your target marketing?
THE RESEARCH
Vit Billngs relies on several data banks to help gies. Some include Bilings Destination Analysts research, VisaVue, Smith Travel Research, ADNA, Insiitute for Tourisn and Recreation Research (ITRR), and campaign(s) performance.
The year 2020 proved to be ar (DMOs) ke Visit Billngs. According to The New York Times, itis in the United States, 4.5 lostin the travel and tourism industry as of the end of year 2020 - maklng it the hardest hit of any industry in the U.S. due to COVID-19 directives and impacts. 75% iporarily closed during the crisis will not recover which impacts visitor experiences. Closer to home, according to
{al 2020 survey conductod by the Univrsiy of Montana Instute fo Toursm and Rocraation Resoarch, 3% of o Montanas ouiter that responded to the query ther doors. Another 6% shutired theiroperations permanenty. Bookings were down by 74% and Inquiries from Wavelors had roppod by 62%, State Loding Tax Collectons wero down moe han 30% whch ety mpacied Y22 budgesfor Vi ilings. Movig to 2021, Vs Biings tff nd boards ae st navigatngte pandemic based
anan v evoning landecape. The Ko 1 havigating & rocovery -2 avel i and mindaets changed and adiuled s in caplung e data neaded o propary prepare o (e Growing nereass n consumar damanfor tavel This wilallow Vit Bnge (6 pan aceorangly, devisng s odjn and martn ing . while giving visitors a sense of security and safety with experiences that align closely with their interests.
According to Destination Analysts, 33.7% of Americans say they have begun planning trips in anticipation of the vaccines being available, with June, July and August being the most ikely months to travel. Th interest to to small towns, rural and and national parks and road trips at 54%. The Visit Bilings' audience is primarily a mix of couples and families ages 25-44 with pre-teen/teen children. According to research, only 35% of the audience is very liely to schedule a vacation in 2021, and

COVID-19 i il top of mind. 57% of the audience is considering the state of COVID-19 in their vacation considerations in 2021, with the vaccine and hygiene of ravel also appearing in the top factors. The pandemic hasn't stopped them from thinking about travel though — almost half (47%) of the audience have some ideas and are doing research toward a 2021 vacation (s of Jan 2021). Flexibiity s top of mind for potential travel consumers, with over half citing the abilty to cancel trips easily and flexible booking policies s top incentives to book
from travel providers, and 38% are seeking a value for their money. Further, 16% are also more likely to want contactiess options available i their ravel plans.

STRATEGIC PRIORITIES:

FOSTER VISITOR GROWTH

Tamamis vl 1 tre sucossof e ko ity and as a whole. than 15,000 jobs locally el sty f s b el upportulnes. A ety okt Gouty s SHIng, e Ymve s v sy gersten ot $S00 o n e s ol vy et Estaog et i el i st of s Locging an sty s sven mors 808 heacsany ccoue 1o GOVID-19 pect, A Vi Bllegsworks (0 el
an by Visit Bilings remains key. Appropriate as a travel rism partners including retailers, restaurants, an utsois ost isiors fom all parts o the work. People come to Montana an Blings to experionce tho cullure raditons, and

oeonoms. Atth same e, resdensav sl  wlcome g ke o fon e et 1ok holi, nOme county o hackgrond. ot coeos 5 Sl oxénngs bowesn ool Slars nd ounse. SUeh evcmert s Inpokan i th s f e esiation and ot Growih o8 wol s 10 gty f o S sl f e Blgs communty o & whele it Bt roud o Blinge Chamber o other city I

discriminatory actions within the community through education, training, advocacy, mentorship, and conversations. This s the Chamber's and Visit Billings' Diversity and Inclusion mission and is woven into greater sirategies as well as every conversation and decision contemplated and made by Visit Billngs.
‘THE VISITOR EXPERIENCE

Greating h best islor experience maginabl s  op prortyfor e destinaton, and te Blngs Trl Guidesprogra eads e way n e local lourm industy. This program commues to foster a sense of pride and place for residents by eaucaung trem aout Bmmgs s o ofe a 2 communiy and s destaton, I Blings, researc has reviouslyteflected  weakness in chic prid among Biling’aea lizens. Staffmemers coninue L work o row hisprogram and ot ose momentum b graduatieg Trall Gides who are readylo
el vistors el velcome despite COVID-19 mpact o e touram industy and cormunly. Even a5 we doal i he pandermic and 1s mpacstody,Blings the capacity to which can y imp: o purpose o he Blings Trai Guide Program i o gve residents to become brand Pacad. Al Ted G ahoud v etarabe kg of h s o Elings, and ao b o s e el bk vith vikors i

counter. As guests come to Billngs, and seek to connect with the city and locals, Visit Billings staff wants to make sure the community s prepared to help. That's why exciuse roseurcos for TralGuides have boen croned ,wmw Visit Bilings understands that the vistor expy play; the ‘and extended stays. Making sure travelers feel welcome and
enios hlrsay ot Montana's Traihead i & major oty for VIS Biings. T s very mpartant i he postpandemic snvironment The Vi Blngs staf ks in 2 myriad of ways 0 el reate  posiive experioncs for istore

INCREASE LEISURE VISITATION

Visit Billngs' marketing and sales efforts aim to position Billings and the surrounding area as a preferred destination for Leisure travel remain the supports all Visit Billngs' stakeholders (notels, motels, well a retailers, and attractions. Regional will focus on road partnerships ke ZooMontana, Aberta BalrTheater, MeraPar.and culural
entities to name a few. Covid-19 required the Visit Billngs team to be flexible in Leisure Markeling. In spring 2020, it was expected that the world would be fully reopened and, as a destination, we would e  competin fo visiors wilh arer destinatons such as Denver. However i surmer 2020, researc showed ha people wore 16cing 10 ravel oo populated piaces and enjoy more ovidoor experances, Ad vaccalons coninue 1o ol out o summer 2021, Blings (0 capture the audience Areport
‘conducted in March by ADARA showed Billngs, MT in the Top 10 destinations for outdoor and remote travel between July 1 and August 31, 2021. Biings is well positioned to meet that need with amenities like fine dining and the brewery district along with 2021-2022 MARKETING PLAN & BUDGET 2020-2021 Strategic Goals gateway access to national historic, cultural and natural atiractions - all without the crowds found in a typical major destination.

MEETINGS. REUNIONS. GROUP TOURS, AND SERVICING
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Evan with the COVID-1 19 pandemic impacts to the meetings mduslry, Blegs is a desirable meeting destination. By marketing, otir d selling Bili ting destination, Visit Bi nights and revenue for P v ry for Visit Billings staff strives to be innovative in how to meet the needs of meeting this time and to choose Billings. Staff meeting pr
The Visit Billings staff a\so assvsls planners who are in-market to execute meetings in the destination by helping facilitate their needs with . travel registration needs, wel activiti and in some cases financial assistance. Reunions and to Billings in a ‘Similar , opportunities for growth for both the reunion and
ot sagments a1 potes o Blings st orking ik ot apertos an reunion panners 1 bosst B 8 Ky parner fo el boaking rasds & & ey oy
'SPORTS TOURISM
Next o leisure istaton, spors tourism i playing a large role in i travel destinaton folowing CO and impacis. Therefore, & prorly for Visit Bilings in F22. Staffwill continue to foste growth n this segment by supporiing partners like the MHSA, MSU Bilings, Rocky olege, y . as well as the Ciy of Bilings and Yellowstone County.
THE INTERNATIONAL MARKETPLACE
Together with tourism partners, Visit Biings has mads strong gains in growing in ecent years. The i al. As the worid conti , for VisitBilings i orto 1o e tero s o compatin. n P22, Vit Bilngs plans o aterd P, AGG) and iemaonl R i mpranfo Vi Silgs 0 mainain o i
intermational tour operators 5o overseas visitors who have ranked sightseaing. fine ining, and national parks! monuments a5 major craws in deciding where to spend fime whie visiting the United States keep Billngs top-of-mind as Tourism and Business partners ke Visit Sou Intermational o remain relevant n travel recovery to the interatonal market
'COOPERATIVE OPPORTUNITIES
Due to COVID-19, their Joint hold which typically as TripAdvisor and Sojem. Once . there is. frequency, but in the association and tie to MOTBD messaging and brand pillars.
hyper-arget a qualifed audience of ravelers o Accordingly, pportunties when they arise again

Visit Bilings will continue to partner with MOTBD, Montana's tourism regions, and DMOS on relevant consumer trade shows when appropriate. Billings has and will continue to partner with MOTBD and Visit Southeast Montana at the Rocky Mountain Intemational Roundup and the USTA's IPW.

Visit Billngs also appreciates chances to pariner in research with VisaVue, ArDNA, and ITRR projects and reportdata offerings.

Optional: Include attachment here. Bilings Visitor Profile Study - Final Report of Findings 1.18.19.pdf

LOCAL AND REGIONAL PARTNERSHIPS

Visit Billngs staff are proud to work with neighboring destinations and tourism regions and wil continue to partner in strategic fashion in FY22 including:

+ Partnership with Visit Southeast Montana will continue to be a priorty for Visit Billings. As budgets allow, Visit Biings staff will work together in execution of familiarization tours, media buys, and site inspections. Visit Bil the Board as an ex-officio i 9

- The Yellowsione Counlry ravel rgion, paricuarly he Rad Lodge area continues o b an importantrgion where Vit Silings wil mainai and buid relaonshps. Many through team efforts and Red Lodge including the Travel Blog Exchange (TBEX), Hot Bike Tour, Outdoor Writers Association of America, BMW MOA Rally, and GWRRA Wing Ding 38. Bilings is a gateway to the Beartooth Highway of Park via Red Lodge. Bilings is also a
icome destination for travelers coming out of the park who are seeking services, as well as partnerships.

« Finally, falling n line with MOTBD's strategic goals, Billngs will partner with the City of Bilings, Chamber of Commerce, Yellowstone County, Downtown Billings Alliance and local leaders to preserve iife in . maintaining pr seeking ways to improve Billings area tourism products to grow Bilings as a year-round destination.

B why not?

Cooperative opportunities that don't focus on winter activites or skiing, typically perform wellfor Bilings.
Visit Billngs staff are grateful for any cooperative offering as they elevate all Montana brands big and small growing visitation to one of the greatest states in America.

Regions and CVBs can't do it all on their own. Being part of the Montana brand and being able to partake in major buys with MOTBD make for big wins.
Optional: Include attachments here.

Optional: Include attachments here.

Optional: Include attachment here:

Marketing Segment, Method & Budget

Describe the quantifiable
Provide Estimated
Marketing| Marketing " " measurements for succe: i "
‘Segment ‘Methodt Describe your method. supporting ncluding Reguiations[24get " Marketing Method Evaluation Add'l Attchmnt
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https://funding.mt.gov/fileDownload.jsp?filename=1619722846831_Billings+Visitor+Profile+Study+-+Final+Report+of+Findings+1.18.19.pdf
https://linkprotect.cudasvc.com/url?a=https%3a%2f%2fidahocapitalsun.com%2f2022%2f08%2f12%2ffloods-park-closure-contribute-to-decrease-in-yellowstone-national-park-visitors%2f&c=E,1,lYftFQcS5K3DSYV3RmO81IE9py03Cd7QBmmMvBFNt02EJbcdQyEBYYtAKoh35tuIoeYH7vkjWoWEb-9xAKr7BFhCz6-m1rs3cJ-RHanTQ0vKfXkpty5735UMCQ,,&typo=1
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DEVELOPMENT

roven successiul with

JoT
VENTURES

partners in previous

in FY22, Visit Bilings il invest in
TripAdvisor and the

10TBD placed

e
ihir Joint Venture programs on

rated pubicatons as

Destaton Missouia
Destinaton Red Lodge.

Once

avaiabie agai, there s value in

ot oy leveraging dollars toward

i recent years

Glacier Courtry Toursm

in Y22, Vist Bilings placed advertsements i the olowing publicatons:

« Destnation Missaula
= Destnation Red Lodge:
< Vist Southeast Montana
« Glacier Country Tourism

[ Another Joint Venture investment is fo TripAdvisar (TA)

[destination pages on TripAdisor.

ey i o ssoiten | oo s [MOTE0 OWT VENTURES: For Y22, om 9121 though 81022, Conate dinda The op US. markels Texas, Wasingon,Calforia, Colrac, Wyoring, Flord, Minnesot, O, lini,New York, and Moniana
orand ples. " ° [ adaitonaly. the TA reportfo FY22 shows:
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https://funding.mt.gov/fileDownload.jsp?filename=1671659151666_AirDNA_Trend_ReportV2M_Visit_Billings_Match_Report_Nov2022_2022-12-16.xlsx
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Marketing Method Budget
Marketing Segment Marketing Method Bod tax funded budget

Gonsumer ot eda Markaing 50000
Gonsumor [Soca veca 250000
Gonsumer Lo Vertres S5340000
Gonsumer [Opporiunty Narkaing 51,0000
Gonsumer [Webstatntemet Dovelopment Ut sas1057
Sa71057
Fim [Opporunty Narkaing 51,0000
51,0000
Group Wartng [t oda Markaing 51000000
Group Markting [Fravarace Shows 5675000
675000
arotng Support [ Agoncy Sorves 53600000
arkotng Support [raminstaton $7020000
arkotng Support [Fultimont Toomarketng Cal Gotar 52000000
rkotng Suppor [TAGIGovernos Gonforance meetings 5150000
arketng Suppor Prtod Matoril 52,0000
rkotng Suppor Professional Dovelopmant 5185000
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1500000
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Miscellaneous Attachments

Description Filo Namo. Filo Sizo
o pages with sk il ot and s, e S5 1o0p. v 10 ofwihor s T o willconin n FY25. 22 daalaing Vlor A1 2022 MT Wabseropor forBlings o Lovis and Claark Buy o 29K8
£¥22 Budget to Actual Report Billngs FY22 evaluation reporting xlsx 14k
Publicty linerary for Chicago-based Journalst BMT ~ Cortney Fries linerary.pdf 332Ke
FY22 Compltion Report- Yellowstone Journal Press Ad BMT_YellowStonePressAd2022 (002)pcf 278
PIE CHART for FY22 Completion Reporls and Evaluation Copy of Bilings FY22 evaluation reporting pdf 135K8
Y22 Compltion Reportinformation for sirategies for Minneapolis Takeover ncluding paid medis, production, assets production for proof of performance Creative Media Brif Minneapolis Takeover (1)pdf 1278

Pl Lod; \d and for Red Lodge Visitor Guide as JV' D22_Billings_PROOF (3) Red Lodge Guide.pdf 52MB
FY22 Publicity Fam Trips evaluation Fam Trips evaluation FY22.docx 15KB
FY22 Completion Report for Yellowstone Journal and Outside Magazine Interactive for Road Trip Contest FB-Billings1-Jan19.jpg 445 KB
FY22 Completion Report for Yellowstone Journal and Outside Magazine Interactive for Road Trip Contest FB-Billings2-Jan31.jpg 521KB
FY22 Completion Report for Yellowstone Journal and Outside Magazine Interactive for Road Trip Contest FB-Billings3-Feb12.jpg 721KB
Pie Charts and Budget Tables FY22 Budgets and Pie Charts - Vist Billngs.pdf 33M8
Visit Bilings wil continue tis lacement n FY23, Tis is an important promotional piece with more than 10,000 maps being disributed in the UK, Germany, Benelux region, France, . west .
Italy, Australia/New Zealand and Nordic region. This map reaches both travel to that region.
FY22 Marketing Plan and Budget Billings CVB Visit Billings FY22 Marketing Plan for Billings CVB . Visit Billings.pdf 9.5MB

" o inth Limited Character Countin Web FY22 Media resuls for RoadRunner Placement 2wheel marketpdf 234K8
TripAduisor Information - MORE Y22 TripAduisor Buy.pcf 72K8
FY22 Completion Repx Tourism Region page ad Glacier Guide Ad 2022ps.pcf 462M8

wip MBerchi PressTrip_FINAL pcl 26Ke
FY22 Completion Report - Minneapolis Takeover Post Analysis Minneapolis Takeover Post Analysis pdf 1oM8
FY22 Completion Report - Buyer's follow up for October 2021 placements October 2021 Goodway Campaign Report.pdf 857KB.
FY22 Completion Report - Buyer's follow up for September 2021 Placements ‘September 2021 Goodway Campaign Report pdf 880KB.
This is the contract and proof of performance for the publicity method for image library. | could not get this to upload under the specific method. ‘Seth Kroft Photo Contract Winter 22.pdf 570 KB
Report - Small Ef ‘Small Market Meeting - FY22.pdf 528 KB

FY22 Completion Report - Destination Missoula Visitor Guide Placement Visit Billings 2021 Missoula Guide Ad.jpg 11.0 MB
FY22 Visit Billings Pinterest Ad Example for Joint Venture expense Visit Billings FY22 Pinterest Ad for JV Completion Report.jpg 1.3MB
FY22 Gompietion Report - Cody Visitor Guide Visit Bilings_Cody guide_ad22.pdf 750M8
Y22 Compltion Report - Visit Southeast Montana Visitor Guids Ad Visit Bilings_SEMT guide_ad22,pg 34m8
FY22 Completion Report - Visit USA Parks Final Report for Fall 2022 Visit USA Parks Final Report Blings MT Fallpf 62M8
FY22C: Visit USA Parks pring 2022 Visit USA Parks Final Report Bilings_Spring2022.pcf 1004 KB

Reg/CVB Required Documents
Description Filo Namo. Filo Sizo
Reauired Documents for FY22 - Billngs CVE. State Required Documents FY22 - Bilings CVE.pdf 837ke
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https://funding.mt.gov/fileDownload.jsp?filename=1669927742841_2022+MT+Website+report+for+Billings+for+Lewis+and+Claark+Buy.pdf
https://funding.mt.gov/fileDownload.jsp?filename=1671730765877_Billings+FY22+evaluation+reporting.xlsx
https://funding.mt.gov/fileDownload.jsp?filename=1669929497221_BMT+--+Cortney+Fries+Itinerary.pdf
https://funding.mt.gov/fileDownload.jsp?filename=1669142975996_BMT_YellowStonePressAd2022+%28002%29.pdf
https://funding.mt.gov/fileDownload.jsp?filename=1669927881276_Copy+of+Billings+FY22+evaluation+reporting.pdf
https://funding.mt.gov/fileDownload.jsp?filename=1669144138566_Creative++Media+Brief+Minneapolis+Takeover+%281%29.pdf
https://funding.mt.gov/fileDownload.jsp?filename=1669144138566_Creative++Media+Brief+Minneapolis+Takeover+%281%29.pdf
https://funding.mt.gov/fileDownload.jsp?filename=1669147839321_D22_Billings_PROOF+%283%29+Red+Lodge+Guide.pdf
https://funding.mt.gov/fileDownload.jsp?filename=1670348462599_Fam+Trips+evaluation+FY22.docx
https://funding.mt.gov/fileDownload.jsp?filename=1669144013888_FB-Billings1-Jan19.jpg
https://funding.mt.gov/fileDownload.jsp?filename=1669144005545_FB-Billings2-Jan31.jpg
https://funding.mt.gov/fileDownload.jsp?filename=1669143993583_FB-Billings3-Feb12.jpg
https://funding.mt.gov/fileDownload.jsp?filename=1620073614507_FY22+Budgets+and+Pie+Charts+-+Visit+Billings.pdf
https://funding.mt.gov/fileDownload.jsp?filename=1669927483984_FY22+Great+American+West+Map+-+proof+of+performance.pdf
https://funding.mt.gov/fileDownload.jsp?filename=1620072522279_FY22+Marketing+Plan+for+Billings+CVB+.+Visit+Billings.pdf
https://funding.mt.gov/fileDownload.jsp?filename=1669142559182_FY22+Media+results+for+RoadRunner+Placement+2wheel+market.pdf
https://funding.mt.gov/fileDownload.jsp?filename=1669923931640_FY22+TripAdvisor+Buy.pdf
https://funding.mt.gov/fileDownload.jsp?filename=1669148730580_Glacier+Guide+Ad+2022ps.pdf
https://funding.mt.gov/fileDownload.jsp?filename=1669929544642_MBerchi+PressTrip_FINAL.pdf
https://funding.mt.gov/fileDownload.jsp?filename=1669145128347_Minneapolis+Takeover+Post+Analysis.pdf
https://funding.mt.gov/fileDownload.jsp?filename=1669145249037_October+2021+Goodway+Campaign+Report.pdf
https://funding.mt.gov/fileDownload.jsp?filename=1669145271160_September+2021+Goodway+Campaign+Report.pdf
https://funding.mt.gov/fileDownload.jsp?filename=1669927968711_Seth+Kroft+Photo+Contract+Winter+22.pdf
https://funding.mt.gov/fileDownload.jsp?filename=1669147308174_Small+Market+Meeting+-+FY22.pdf
https://funding.mt.gov/fileDownload.jsp?filename=1669144522294_Visit+Billings+2021+Missoula+Guide+Ad.jpg
https://funding.mt.gov/fileDownload.jsp?filename=1669142810348_Visit+Billings+FY22+Pinterest+Ad+for+JV+Completion+Report.jpg
https://funding.mt.gov/fileDownload.jsp?filename=1669144576102_Visit+Billings_Cody+guide_ad22.pdf
https://funding.mt.gov/fileDownload.jsp?filename=1669144714024_Visit+Billings_SEMT+guide_ad22.jpg
https://funding.mt.gov/fileDownload.jsp?filename=1669144240366_Visit+USA+Parks+Final+Report+Billings+MT+Fall.pdf
https://funding.mt.gov/fileDownload.jsp?filename=1669144258770_Visit+USA+Parks+Final+Report_Billings_Spring2022.pdf
https://funding.mt.gov/fileDownload.jsp?filename=1620154551086_State+Required+Documents+FY22+-+Billings+CVB.pdf
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