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How have we been measuring campaigns?

- nSight for Travel has been a partner since 2014 

- Leisure Trends Group / NPD Group was a partner from 2009 
through 2015 
- Conducted surveys to measure brand and advertising awareness
- Provided us with estimated return on investment (ROI) for our tourism 

marketing efforts

In mid 2015, we felt there was a better way to measure 
our tourism marketing efforts…   

OVERVIEW
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OVERVIEW

What are we doing now & where are we headed?

- We now have three partners that provide a unique piece of the 
“marketing analytics pie”
- Destination Analysts

- Pre and post – campaign brand awareness by our target 
and other audiences

- nSight for Travel
- Measures Montana’s share of travel interest (searches) 

and conversion (bookings) in real time
- Arrivalist

- Provides a sample of actual arrivals to Montana after 
exposed to a marketing campaign
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FY2016 WINTER CAMPAIGN OVERVIEW
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FY 2016 WINTER MARKETING GOALS

- Create demand for Montana as a premiere global travel destination 
through engaging and provocative communications that inspire, delight 
and guide our audience

- Capture more visitation and push visitors to lesser-traveled parts and 
lesser-traveled seasons of the state

- Increase internal and external collaboration to convert travel interest to 
action to ensure the highest economic impact from program resources
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FY 2016 WINTER CAMPAIGN STRATEGY

“IT’S TIME.” CONCEPT
- Build on past Montana campaigns
- Create continuity, but also evolve it
- Make a visit to Montana feel relevant 

to life right now
- Make people feel that seeing Montana is something they must do 

– not at some point down the road – but soon
- Capture what Montana is and what travelers take away from a Montana 

experience
- Capture a moment in Montana, ideally from a first person point-of-view
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FY 2016 WINTER CAMPAIGN TACTICS

INTEGRATED PLAN
- Paid media: print, digital, search, digital radio
- Paid social: Instagram, Facebook, Twitter
- Earned media: ongoing pitches, public relations and media blitzes 
- Social influencer program: influencers came to 15 ski areas
- Owned social: Instagram, Facebook, Twitter
- VisitMT.com
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Erin Francis-Cummings
President & CEO

Destination Analysts
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TRAVEL RESEARCH EXPERTISE

Destination Analysts is a market research company focused on 
actionable marketing intelligence for the travel & tourism 
industry. 

Our team of travel industry experts has extensive, hands-on 
experience working with some of the world’s greatest tourism 
brands and destination marketing organizations.
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DESTINATION ANALYSTS TEAM

respected thought leaders in the travel industry
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BRAND & CUSTOMER RESEARCH

• Brand Awareness & Understanding
• Branding Analysis 
• Competitive Intelligence
• Consumer Sentiment Tracking
• Visitor Profiles
• Customer Intercept Surveys
• Messaging Evaluation
• Meetings Market Research 
• Website User Profiles
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USER EXPERIENCE & PERCEPTION RESEARCH

• Advertising Concept Testing
• In-Depth Interviews and Focus Groups
• Responsive Website Usability Testing 
• Pricing Research
• Satisfaction Surveys
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CONVERSION | ECONOMIC IMPACT | ROI

• Advertising Effectiveness & ROI 
• Social Media ROI 
• Website ROI
• Print Publications ROI 
• Visitor Volume and Tourism Impact 

Studies
• Economic Impact Studies
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LEADING SYNDICATED TRAVEL RESEARCH

• The State of the American Traveler
• The State of the International Traveler
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“Thanks to Destination Analysts, we have a more complete marketing “tool box” 
to help us as we continually push to have a stronger online presence. We now 
have invaluable insights about our web and social audiences that allow us to be 
smarter about our content.”

“Destination Analysts provides us with crucial research and insights that we 
use to improve our marketing and sales efforts. Their data on traveler 
motivations and consumer behaviors guides us in our decision making and 
execution of our programs.”

“Destination Analysts’ research confirmed that these destinations are valued by 
consumers, and helped us to better articulate and communicate their tourism 
assets through our various owned channels.”



Destination 
Excitement 
Index
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FY 2016 WINTER PRE-CAMPAIGN STUDY:

RESEARCH OBJECTIVES FOR DESTINATION ANALYSTS’ PRIMARY
RESEARCH

- Aided and unaided awareness of MT as a leisure travel destination

- Likelihood to visit the State

- Current perceptions of the State as a leisure travel destination

- Motivations for visiting MT and trip activities desired

- Awareness of MT travel advertising

- Earned and paid media recall
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FY 2016 WINTER PRE-CAMPAIGN SURVEY METHODOLOGY
- Nationally representative sample of 4,000 American travelers residing outside 

Montana 

- The Geotraveler (2,072 people)
- American travelers who prioritize culture, local food, nature
- Will take an overnight trip outside the state of residence in the next 

year
- Have a household income above $50,000
- At least some college education

- The Hyper Geotraveler (245 people)
- A sub-set of the Geotraveler who heavily prioritize culture, local 

food, outdoor and nature in their experience 
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TOP SOURCES FOR TRAVEL INSPIRATION
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FY 2016 WINTER POST-CAMPAIGN STUDY

- Scheduled to be completed by June
- Survey time period runs from April 18th – 29th

- Report will be compiled and presented June 3rd

- The post-campaign results will be used with the pre-campaign study to 
see how the FY 2016 Winter Campaign performed and influenced both 
actual and future visitors to Montana.
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Katrina Pruitt-Andrews
Vice President of Marketing

nSight for Travel
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OUR INDUSTRY CHALLENGE:
PREDICTIVE VS HISTORIC INSIGHT

FORWARD-LOOKING DATA CAN ANSWER:
WHO IS TRAVELING? FROM WHERE? TO WHERE? WHEN?
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LEISURE CONSUMERS GO TO THIRD-PARTY SITES
TO SHOP FOR TRAVEL

Google for Inspiration
When Consumers Get Serious, 

They Go To Travel Sites
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WITH 80 MILLION “LOOKS & BOOKS” DAILY
NSIGHT AGGREGATES, ANALYZES AND REPORTS

FUTURE CONSUMER BEHAVIOR

Delivering Over 500 Hotels & Destinations 
Worldwide:

Smarter Digital Marketing & Higher ROI
Stronger Competitive Strategy

More of the Right Guests
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THE INTERACTIVE MT DASHBOARD – WINTER

Any date range --
forward or back

THE WHEN

Top sources 
v. competitor 
for search 
and booking

THE FROM 
WHERE 

MT’s share for 
this date range
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TEN DEFINED “PERSONAS”
THE WHO

Adventure Seeker

Dream Tripper

Bucket Lister

Experience Seeker

Self Seeker 

Young Free Spirits

Go For It Families

Couponing Family

Frugal Boomer

Visiting Family Retiree
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PERSONAS SEARCHING/BOOKING MT TRAVEL
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IS OUR MARKETING WORKING?
WINTER CAMPAIGN SEARCH TREND

Up 5 of 6 Months – 12.43% Increase YOY



2016 MONTANA GOVERNOR’S CONFERENCE ON TOURISM & RECREATION

BUCKET LISTER TREND

Up in Search and Bookings YOY - Up to 1/5 of Bookings
Peak Months for December and February 
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LOOKING FORWARD – SUMMER CAMPAIGN

Any date range --
forward or back

Top sources 
v. competitor 
for search 
and booking 

MT’s share for 
this date range
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SUMMER - TOP 25 OPPORTUNITIES FOR MT
DOING WELL: LOS ANGELES, SAN FRANCISCO, AUSTIN

OPPORTUNITIES: CHICAGO, PORTLAND, MIAMI, PITTSBURGH

MONTANA Top Search Source Locations COLORADO Top Search Source Locations MONTANA Top Booking Source 
Locations

COLORADO Top Booking Source 
Locations

Rank Name Rank Name Rank Name Rank Name
1 NEW YORK 1 NEW YORK 1 NEW YORK 1 DENVER
2 LOS ANGELES 2 DENVER 2 LOS ANGELES 2 NEW YORK
3 WASHINGTON DC 3 DALLAS-FORT WORTH 3 SAN FRANCISCO 3 CHICAGO
4 CHICAGO IL 4 ATLANTA 4 WASHINGTON DC 4 WASHINGTON DC
5 SAN FRANCISCO 5 CHICAGO 5 BOSTON 5 LOS ANGELES
6 BOSTON 6 WASHINGTON DC 6 CHICAGO IL 6 PHILADELPHIA
7 DALLAS-FORT WORTH 7 LOS ANGELES 7 PHILADELPHIA 7 SAN FRANCISCO
8 PHILADELPHIA- 8 BOSTON 8 SAN JOSE 8 BOSTON
9 SEATTLE 9 PHILADELPHIA 9 SAN DIEGO 9 DALLAS-FORT WORTH

10 MINNEAPOLIS-ST. PAUL 10 HOUSTON 10 DALLAS-FORT WORTH 10 COLORADO SPRINGS
11 ATLANTA 11 SAN FRANCISCO 11 BOZEMAN 11 BOULDER
12 HOUSTON 12 MINNEAPOLIS-ST. PAUL 12 ATLANTA 12 MIAMI-FORT LAUDERDALE
13 DENVER 13 SAN JOSE 13 SEATTLE 13 ATLANTA
14 SAN JOSE 14 MIAMI-FORT LAUDERDALE 14 PHOENIX 14 SEATTLE
15 SAN DIEGO 15 SEATTLE 15 CINCINNATI 15 MINNEAPOLIS-ST. PAUL
16 PHOENIX-SCOTTSDALE 16 AUSTIN 16 MISSOULA 16 PORTLAND-VANCOUVER
17 PORTLAND-VANCOUVER 17 PHOENIX 17 AUSTIN 17 HOUSTON
18 BALTIMORE 18 COLORADO SPRINGS 18 MINNEAPOLIS-ST. PAUL 18 PHOENIX
19 DETROIT 19 DETROIT 19 HOUSTON 19 PITTSBURGH 
20 AUSTIN 20 TAMPA-ST. PETERSBURG 20 CHARLOTTE 20 AUSTIN
21 BOZEMAN 21 INDIANAPOLIS 21 DETROIT 21 ORLANDO
22 CINCINNATI 22 CHARLOTTE 22 COLUMBUS 22 SAN JOSE
23 MIAMI-FORT LAUDERDALE 23 PORTLAND-VANCOUVER 23 PORTLAND-VANCOUVER 23 COLUMBUS 
24 PITTSBURGH 24 SAN DIEGO 24 PITTSBURGH 24 TAMPA-ST. PETERSBURG
25 CHARLOTTE 25 ORLANDO 25 DENVER 25 CINCINNATI
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SUMMER – WHEN TO LAUNCH CAMPAIGN
MAXIMUM LEAD TIME IN SUMMER

JUNE – AUGUST = 3+ MONTHS; PEAK AGAIN IN DEC

ALT = 3 monthsSummer 
marketing 
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PEAK BOOKING SEASON JUNE – AUGUST
WITH PEAKS IN DECEMBER

0.00%

0.10%

0.20%

0.30%

0.40%

0.50%

0.60%

Share of Booking

Montana's % Share of Bookings vs. All US Destinations

Source: nSight for Travel.  Current as of 3/23/2016.
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HOW ARE WE DOING AGAINST OTHER DESTINATIONS?
MT V COLORADO SHARE TREND

BETTER BOOKING PERFORMANCE, JUN – AUG 2016
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CAN WE SUPPORT NEW AIR ROUTES? 
MT DIRECT FROM DALLAS

DOUBLE DIGIT GROWTH FROM TOP DALLAS ROUTES

• Eastern US cities in the top 10 of busiest routes to Dallas
• They represented over 4 million travelers into Dallas in 2015
• They are in Montana’s top 25 source markets for April- August 2016 
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HOW MT TAKES ACTION ON NSIGHT DATA

• Winter and summer campaigns
• Understand where to steal share from other destinations
• Average lead time for campaign planning
• Top geographic and persona for targeting consumers
• Applications in PPC, display ads, web content, 

TripAdvisor/Expedia, email, and share with partners

• Additional air route justification
• Feeder market growth trends
• Forward-looking demand monitoring

Predictive data helps MOTBD deliver more effective marketing 
and focused visitor development
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Cree Lawson
Founder & CEO

Arrivalist



2016 MONTANA GOVERNOR’S CONFERENCE ON TOURISM & RECREATION

THE OPPORTUNITY

Target 
Audience 

Home 
Location

Hotels

Airlines

Car 
Rentals

Destinations

Hotels

Airlines

Car 
Rentals

Destinations

 Airlines, Hotels and Rental Car companies could close the loop but Destination 
Marketers cannot – Until now

Advertising Purchase

Responding 
Audience 

Home Location ?

Airlines, Hotels, and Car Rental advertisers can show ROI on ads. 
Destination Marketers still can’t. Here’s why:



QUICK OVERVIEW: HOW IT WORKS 

Advertising Ad

You’ve 
Arrived

App notifies 
advertiser of arrival

User views Arrivalist 
Powered Ads or Content

Welcome! Hi

User gets relevant ads
while in marketUser Moves Technology finds user 

in new location

Presence = ROI

Data 
Targeting

Multi-Screen 
Media

Geo Location
Data

Arrivalist Technology

Advertiser Receives
report which shows ads 

resulted in arrivals

Types of Media:
• Site Visit
• Banners
• Email
• Video
• Mobile
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MEASURING ALL RESPONSE
Better measurement requires a better metric –
Arrivals

 Undeniable impact 

 Representative of 
all visitation

 Tangible results

 Common Denominator

 Creates a 360 degree view

 All online media



2016 MONTANA GOVERNOR’S CONFERENCE ON TOURISM & RECREATION

Verified US Arrivals Into Montana by Origin State
October 2015 – March 15, 2016
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Verified US Arrivals Into Montana by Origin State
October 2015 – March 15, 2016

Rank Origin State Verified Arrivals % of US Arrivals
1 Washington 1,130 11.5%
2 California 1,059 10.8%
3 Colorado 687 7.0%
4 Idaho 572 5.8%
5 Texas 499 5.1%
6 Wyoming 493 5.0%
7 Minnesota 450 4.6%
8 Oregon 378 3.9%
9 North Dakota 369 3.8%
10 Utah 335 3.4%
11 Georgia 327 3.3%
12 Florida 262 2.7%
13 Arizona 245 2.5%
14 New York 232 2.4%
15 Illinois 202 2.1%
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Verified Arrivals Into Montana by Origin Market
October 2015 – March 15, 2016

10,505 Verified Arrivals 
October 2015 – March 15, 2016
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US Arrivals to Montana per 1000 Exposures by Origin State
October 2015 – March 15, 2016
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Verified Arrivals to Montana by Media Source
October 2015 – March 15, 2016

These omit any sources/arrivals attributed to the FY 2016 Summer Campaign

Media Source Verified Arrivals % of Total
Trip Advisor 3,649 34.7%
Sojern 2,770 26.4%
VisitMT 1,832 17.4%
On The Snow 813 7.7%
National Geographic 797 7.6%
Expedia 488 4.6%
Pad Squad 96 0.9%
Milennial 30 0.3%
Tube Mogul 18 0.2%
iExplore 12 0.1%
Total 10,505 --
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Top Performing FY 2016 Winter Campaigns

Media Source Campaign Arrivals Exposures APM
TripAdvisor Montana Mobile Content Winter 1,077 314,658 3.42
VisitMT Ski Areas and Resorts 203 103,568 1.96
TripAdvisor Montana Destination Content Winter 1,004 646,405 1.55
VisitMT Things To Do 270 231,482 1.17
VisitMT Run Of Site 838 828,533 1.01
TripAdvisor AdventorialDrivers Winter 1,293 1,505,118 0.86
Expedia Skyscraper Winter 283 446,566 0.63
Sojern Display Travel Intent Behav. Targ. Winter 2,698 5,404,105 0.5
Nat Geo Pre Roll 15 Winter 299 1,282,116 0.23
On The Snow Yellowstone DesktopDisplay Winter 346 1,517,302 0.23

Only campaigns with at least 200 attributed arrivals are included
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Top Performing FY 2016 Winter Campaigns

Montana Mobile Content Winter

Non-Expanding Display
Expanding Display

http://speed.pointroll.com/pointroll/media/panels/__csmobile/adpreview/preview/demo.html?&id=2711663W84920151016190532&server=test
http://speed.pointroll.com/pointroll/media/panels/__csmobile/adpreview/preview/demo.html?&id=2711663W84920151016190532&server=test
http://speed.pointroll.com/pointroll/media/panels/__csmobile/adpreview/preview/demo.html?&id=2710908U68920151016130207&server=test
http://speed.pointroll.com/pointroll/media/panels/__csmobile/adpreview/preview/demo.html?&id=2710908U68920151016130207&server=test
http://speed.pointroll.com/pointroll/media/panels/__csmobile/adpreview/preview/demo.html?&id=2711000B90420151016150256&server=test
http://speed.pointroll.com/pointroll/media/panels/__csmobile/adpreview/preview/demo.html?&id=2711000B90420151016150256&server=test
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Media Spend per Arrival 
Top 5 Performing Media Sources

- This table compares total media spend by media source for the top 5 
performing sources for the paid digital FY 2016 Winter Campaign 

Media Source Verified Arrivals Media Spend
Media Spend 
per Arrival

Trip Advisor 3,649 50,000$        13.70$               
Sojern 2,770 47,500$        17.15$               
VisitMT 1,832 -- --
On The Snow 813 25,000$        30.75$               
National Geographic 797 54,000$        67.75$               
Total 9,861 176,500$      17.90$               

Source: Arrivalist & Spark
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Joe Ramler
Senior Economist

Montana Department of Commerce



2016 MONTANA GOVERNOR’S CONFERENCE ON TOURISM & RECREATION

YELLOWSTONE NATIONAL PARK
- 4.097 million recreational visitors in 2015 (16.6% increase over 2014)

GLACIER NATIONAL PARK
- 2.366 million recreational visitors in 2015 (1.2% increase over 2014)

OTHER DATA SOURCES
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MONTANA AIRPORT DEBOARDINGS
- 1.84 million deboardings in 2015
- 2.9% increase over 2014 (1.78 million)

OTHER DATA SOURCES
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- Average room rates have continued to increase year 
over year since 2006

OTHER DATA SOURCES
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OTHER DATA SOURCES

2015 MONTANA NONRESIDENT
SPENDING (PRELIMINARY)

- In 2015, nonresident visitors to 
Montana spent an estimated 
3.6 billion in the State
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SUMMARY

We’re utilizing three partners to leverage their primary data to more holistically 
look at marketing from an analytical standpoint

- We’re looking at what our target audience is looking for and wanting as well 
as their perceptions of MT marketing and the brand (Destination Analysts)

- Using data to see where people searching and booking Montana travel are 
located and how long it takes them – search to stay (nSight for Travel)

- Utilizing mobility data to see what campaigns are influencing people to come 
to Montana and from where (Arrivalist)
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ONGOING & FUTURE WORK

EFFECTIVENESS & EFFICIENCY

- Look at how effective specific campaigns, media partners, and 
platforms are relative to their cost of creation and deployment

- Comparing markets to better maximize media spend 

- Currently have an RFP out for the Montana brand as it relates to 
audience, awareness and competitiveness

- Please contact Tia Snyder, Procurement Unit Supervisor with the 
State if you wish to discuss this RFP

E. tsnyder@mt.gov
P. 406-444-3315

mailto:tsnyder@mt.gov
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