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MONTANA PROMOTION DIVISION
MISSION STATEMENT...

Our mission is to strengthen Montana’s economy
through the promotion of the state as a
vacation destination and film location.

By maximizing the combined talents and abilities of its
staff and with guidance from the Governor’s Tourism
Advisory Council, the Montana Promotion Division
strives to promote a quality experience to visitors while
encouraging preservation of Montana’s environment
and quality of life.
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2012 TOURISM INDUSTRY FACTS

(preliminary)

= 10.9 Million Non-Resident Visitors
= $3.2 Billion in Non-Resident Expenditures

Promotion Division, Department of Commerce « January 2013

WHERE DID THE $3.2 BILLION GET SPENT?

* 36% Gas/Oil $1,163.2 million
* 19% Restaurant/Bar $ 607.8 million
* 19% Retail Sales $ 601.1 million
* 12% Lodging $ 381.7 million
* 8% Groceries $ 258.8 million

$

$

$

= 3% Auto Rental/Repairs 72.8 million
= 2% Licenses, Entrance Fees 37.0 million
* 1% Outfitters/Guides 29.7 million
* <1% Other $ 17.2 million

* (Includes Miscellaneous Services, Transportation Fees, Gambling and
Farmers Market)

Promotion Division, Department of Commerce « January 2013
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VISITOR EXPENDITURES CREATE JOBS

= Tourism supports 41,070 Montana jobs
* These jobs generate $1.2 million in personal income
= Visitor spending generated $294 million in state & local taxes

THE EFFECT RIPPLES THROUGH YOUR COMMUNITY

= Each Montana household saves $690 in taxes annually

* The tourism industry spends money on legal and professional
services, utilities, insurance, entertainment, food and beverage,
automotive and much more.

Promotion Division, Department of Commerce « January 2013

REASONS FOR TOURISM SUCCESS
= Statutory Appropriation

in 1887, Montana's legislature recognized the vast importance of tourism to Montana's future

2 D that , the legislature created a 4% Lodg Facility Use Tax,
= The Montana Promotion ooy e/ o today a5 e e lax-* Locging fciiles (such o5 Rotes, malel,bec &
D_ s - i | f d d b breakfast inns, guest ranches, resorts and campgrounds) collect this tax from guests. In tun
th funds are directed to the various entiti hown bel Importantly, no additional money
lvision is primarily runded by for touriem fonding comes fom Montana's ganeral fund. In 2003, an scitional 3% Lodging
H 1 Facilities Sales T dded to thy isting 4% and is de; ited directl to the state 1]
the statutorily appropriated R Dy e gonmra Tt conehe 575,006,408 v the acHlomal % saem e
lodging facility use tax. Total Projected 7% Lodging Tax Revenue FY13 $40,389,000°
Montana Promotion Division Distiirasmants of fevague
TS 3% Lodging Facility Sales Tax Revenue’ (100% TO GENERAL FUND) $17,309,000
responsi bilities are mandated 4% Lodging Facilities Use Tax Revenue $23,080,000
primarily in Title 15, Chapter i ¥ {8400,000)
65, and Title 2, Chapter 15, e o evarue WA
MCA. Available for Distribution (2ocording i percentages sstanished n stsrcte) $22,544,000
s State Parks - 6.5% $1,465,360
= {pentore & Macrererce)
Stable funding source allows e s
Touram feecraton Hesnersh)

for long term strategic planning

. ”lslw»f:ab]«So_c:ly -1% $225.440
and execution to market i
Historical Interpretation ~ 2.6% $586,144

Montana effectively as a
tourism destination and a film
location

Regions/CVBs Marketing - 22.5% $5.072.400

Department of Commerce Programs - 64.9% $14,631,066
Montana =romator Div sicn (cntana Oftse ot |oLrsTé-1m Sos)
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REASONS FOR TOURISM SUCCESS

» Strategic Plan

= Qver 300 individuals
involved in the tourism

N
MONTANA

industry have contributed o e
to the Five Year Strategic @

Plan for Tourism and

Recreation to be ~———

released in March.

THE MONTANA VISION

"\ Promotion Division, Department of Commerce « January 2013

REASONS FOR TOURISM SUCCESS

The Montana Brand has proved to be an
effective tool in marketing to our target
audience of the Geo-Traveler as well as
working with tourism partners to have a
cohesive message in promoting Montana.

BRAND PILLARS

Montana is...

= More Spectacular Unspoiled Nature...
than anywhere else in the lower 48

= Vibrant & Charming Small Towns...
that serve as gateways to natural wonders

= Breathtaking Experiences by Day...
and relaxing hospitality at night

\ Promotion Division, Department of Commerce « January 2013
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COMING TOGETHER TO EXPAND MONTANA'S
TOURISM STORY WORKSHOPS...

Upcoming Workshops...

»Jan. 23, Big Sky/Yellowstone Country
»Feb. 28, Bigfork/Glacier Country
»Mar. 1, Polson/Glacier Country
»April 2, Pray/Yellowstone Country
»June 5, Red Lodge/Yellowstone Country
»June 27, Sidney/Missouri River Country

Promotion Division, Department of Commerce « January 2013

7% LODGING TAX DISTRIBUTION

4% LODGING FACILITIES 3% LODGING FACILITY

USE TAX ALLOCATED TO SALES TAX DEPOSITED

TOURISM MARKETING & IN GENERAL FUND
INFRASTRUCTURE

41% ($15.6 MILLION)

59% ($22.1 MILLION)

. Promotion Division, Department of Commerce + January 2013




RECENT FILM OFFICE HIGHLIGHTS INCLUDE:

= “Nebraska”

* Director Alexander Payne’s “Nebraska”
recently filmed in the Billings area.

+ Total Economic Impact: $370,500

* “Dodge” ,
* National Dodge commercial slated to air

during the Super Bowl was filmed in the
Livingston/Bozeman areas

+ Total Economic Impact: $803,250 DODGE

= “Jimmy Picard”
* This independent feature film recently filmed /‘
in Browning.

+ Total Economic Impact: $3,748,500

Promotion Division, Department of Commerce + January 2013

National Geographic Traveler— Full Page Advertorial and Ad

Checkout WinteriToom to
hrd out more bout Montana's
winker experiences
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National Geographic Traveler --MONTANA CO-OPS
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Budget Travel—Advertorial and Ads

Budget Travel--MONTANA CO-OPS

LEGENDS

*

ADVENTURE

‘ BPERE neel GATEWAY

GREATNESS




MONTANA CO-OPS - Online

@@ tripadvisor
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CHICAGO

Double Decker Bus

Billboard

10
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SEATTLE

Bus Wrap

Ferry Terminal

MINNEAPOLIS
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TOURISM MEANS A PROVEN
“‘RETURN ON INVESTMENT”

= Every $1 spent on advertising placements yields $157 in visitor spending in
Montana

* Inongoing Brand Awareness Studies, it is found that once Montana
advertises in a market, awareness of Montana notably grows. In addition,
those that have seen Montana’s advertising are significantly more likely to
plan travel to Montana than those who are unaware of the advertising.

Promotion Division, Department of Commerce « January 2013

Www.visitmt.com

12




New Guidebook
2013-2014

Cooperative Brochures

1= Crown of .the
5 Continent
Bt amsn COUMBA R

“l‘»‘\!'
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MONTANA PROMOTION DIVISION

Tourism Infrastructure Investment Program (TIIP)

These grants assist with the construction, improvement or expansion of non-
profit owned/operated tourism facilities and attractions across the state.

1995-Present...
* 106 Tourism related projects in 50 Montana communities
+ Total Bed Tax Investment: $4.72 million

+ Total Project Costs: $47.2 million
+ Leverage of $10:$1

& Promotion Division, Department of Commerce « January 2013

MONTANA PROMOTION DIVISION

* HB 2 Decision Package

DP- 5201 - MPD PRIVATE FUNDS & AUDIT ADJUSTMENTS HB 2 -

The Montana Promotion Division has historically adjusted its HB 2 private
funds appropriation to $750,000 for each year of the biennium. This proposal
continues the historically established trend.

"\ Promotion Division, Department of Commerce January 2013

1/17/2013
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USEFUL
RESOURCES

Montana Office of Tourism
(406) 841-2870
www.travelmontana.mt.gov

(ITRR) Institute for
Tourism & Recreation Research

(406) 243-5686

www.itrr.umt.edu

15



MONTANA DEPARTMENT OF COMMERCE

MONTANA

OFFICE OF TOURISM

MONTANA'’S TOURISM & RECREATION INDUSTRY FAST FACTS

Tourism Means Business

e Tourism is one of Montana’s leading industries and primary revenue drivers.
e 10.9 million visitors traveled to Montana in 2012 which means 11 new customers per
Montana resident for Main Street businesses.

Tourism Means “New” Money

e Visitors to Montana in 2012 spent $3.2 billion which is new money for Montana'’s
economy.

o Visitor spending generated $294 million in state and local tax revenue in 2012.

e Every dollar spent on advertising, yields $157 in visitor spending in Montana.

e Without tourism tax revenue, it is estimated that each Montana household (avg. 2.36 pp))
would have to pay $690 in additional local and state taxes. (total tax revenue / total households)

2012 Visitor Expenditures

($3.2 BILLION IN NEW MONEY)

Outfitter, Guide Vehicle Repairs i
$29,690,000 $20,950,000 Gambling
1%_ Campground, 1% $4,460,000

Rental cabin, Condo

$35,230,000 RV Park . . <1%
1% Misc Services
$22,650,000 $11,450,000 Farmers Market
Auto Rental 1% <19 $290,000

$51,870,000
2%

<1%
Licenses, Entrance
Fees $65,200,000
2%
Groceries, Snacks

Transportation Fares
$1,040,000
<1%

$258,820,000
8%
Gasoline, Oil
$1,163,180,000
Hotel, B&B, etc. 36%
$323,880,000

10%

Retail Sales
$601,140,000

19% Restaurant, Bar

$607,830,000
19%




Tourism Means Jobs

e Tourism and recreation businesses support 41,070 Montana jobs.
= Onein every 15 Montana workers is supported by out-of-state travel.
e Visitor spending provided $1.2 billion in worker salaries.
= On average, every dollar spent by nonresident travelers in Montana
generates 38 cents ($.38) in wage and salary income for Montana
residents. This is 57% higher than the national average.
e Some of our Partners in the Tourism Industry include:
= Hotels, motels, bed & breakfasts and dude ranches
= Restaurants and bars
= Qulffitters and guides
= Ski areas and private travel attractions
= Museums and cultural facilities
= Private and public campgrounds
= Farmers and ranchers
= Gas station and convenience store owners
= Transportation companies
= Retail shops
= State and federal agencies
e Montana’s 2008-2012 Tourism & Recreation Strategic Plan incorporates input
received from Montana citizens, businesses and organization representatives (including
private, public, tribal, nonprofit), totaling over 1,200+ Montanans.

Tourism Means Competition

e Montana needs to maintain a stable funding source in order to grow market share in
tourism marketing and advertising.

¢ In ongoing Brand Awareness Studies, it is found that once Montana advertises in a
market, awareness of Montana notably grows. In addition, those that have seen
Montana’s advertising are significantly more likely to plan travel to Montana than those
who are unaware of the advertising.

e Funding for tourism marketing results in increased visitor spending which in turn increases
income, property and corporate tax collections.

Figures compiled using data included in ITRR’s 20712 Montana Nonresident Economic Impacts & Expenditures; ITRR’s The
Economic Review of the Travel Industry in Montana, 2012 Biennial Edition; Montana Tourism & Recreation Strategic Plan
2008-2012; and Leisure Trends Group MTOT Brand Awareness & Conversion Studies 2010-2012.

Updated January 2013

http://montanatourismnews.org
http://travelmontana.mt.gov

MONTANA

TOURISM




MONTANA'’S TOURISM FUNDING

In 1987, Montana's legislature recognized the vast importance of tourism to Montana's future
economy. During that session, the legislature created a 4% Lodging Facility Use Tax,
commonly referred to today as the “bed tax.” Lodging facilities (such as hotels, motels, bed &
breakfast inns, guest ranches, resorts and campgrounds) collect this tax from guests. In turn,
these funds are directed to the various entities shown below. Importantly, no additional money
for tourism funding comes from Montana's general fund. In 2003, an additional 3% Lodging
Facilities Sales Tax was added to the existing 4% and is deposited directly into the state general
fund. In FY12, the general fund received $15,606,496 through this additional 3% sales tax.

Total Projected 7% Lodging Tax Revenue FY13 $40,389,000

Disbursements of Revenue

3% Lodging Facility Sales Tax Revenue* (100% TO GENERAL FUND) $17,309,000
4% Lodging Facilities Use Tax Revenue $23,080,000
Montana Heritage Commission ($400,000)
(Virginia City/Nevada City)
Department of Revenue ($136,000)
(Collection costs)
Available for Distribution (According to percentages established in statute) $22,544,000
State Parks - 6.5% $1,465,360
(Operations & Maintenance)
University System - 2.5% $563,600
(Tourism & Recreation Research)
Historical Society - 1% $225,440
(Historical Sites & Signage)
Historical Interpretation — 2.6% $586,144
Regions/CVBs Marketing — 22.5% $5,072,400
Department of Commerce Programs — 64.9% $14,631,056

Montana Promotion Division (Montana Office of Tourism/Film Office)

Department of Commerce—Montana Promotion Division FY13

Funds from Accommodations Tax $14,631,056
Income from Co-ops, etc. & HB2 $750,000
Projected Funds Available $15,381,056




Distribution of Montana Promotion Division Funds FY13

Group Marketing _ visitor Information Brand

Tourism 0-5% Services 2%
Development 4% /
7% \ |
Publicity & Public

Relations \

4%

Publications_/ e

4%

Consumer
Marketing
44%

International
Marketing
4%

Industry Services &
Administration

13.5% E-Marketing

6%

Montana Promotion Division—Tourism Development Grant Awards

TIIP: Tourism Infrastructure Improvement Program
SEGP: Special Event Grant Program

GLACIER MISSOURI RIVER
COUNTRY CENTRAL COUNTRY
MONTANA
SEGP GRANTS SEGP GRANTS
30 EVENTS S%%PE\(?E‘Q\PISTS 1%5E2VET§J(1)'S
e T e TIP G;RANTS
QTS“;;HGORJAE'\JCTTSS TIIP GRANTS 13 PROJECTS
$810,870 26 PROJECTS $656,414
$1,306,906
SagL’;\gﬁiT SOUTHEAST

MONTANA
SEQ%PE\(,;?,;T‘PSTS SEGP GRANTS
$219,105 YELLOWSTONE 1515\2/?2N2T58
COUNTRY
TIIP GRANTS
15@?3(5)J1E7(:7TS SEGP_GRANTS 15 PROIECTS
. 13 EVENTS $662.206
$102,937

TIIP GRANTS
13 PROJECTS
$542,142

Statewide Tourism "Bed Tax" Grants
TIIP (1995-2012)—%$4.725 million
SEGP (2003-2013)—$954,500

The $4.725 million in TIIP funds (1995-2012) helped create $46.2 million in tourism facility improvements,
a 10 to 1 match.

(Updated January 2013)




