
If you are willing to be anything to anybody – to 
surrender your identity and your individuality – no one 
will have strong feelings about you either way. You 
won’t stand out to anyone and you won’t offend 
anyone. You simply won’t matter. 
Austin McGhie from Brand is a Four Letter Word 
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When travel is good, it transforms us. We embrace a truly remarkable place—its landscape, its 
people, and its way of being—and we find moments that will only ever happen once. A vista that 
reveals itself around a bend on a hiking trail or over a rise on the highway. A burger so big it keeps 
everyone laughing for days after the waitress sets it down. A bear cub that crosses the road right in 
front of the car. These moments are sometimes unexpected, and not always obvious. But they are 
powerful, and Montana produces more of them than perhaps any other comparable travel 
destination.When we come to these moments, we find that we have crossed a line—from existing to 
alive, from observer to participant, from tourist to traveler. We have stepped Out of Bounds, and 
returned better off for it. 
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Tourism Advisory Council Meeting 
February 5, 2013 
 

INTEGRATE & AMPLIFY 
Our New Campaign, What’s in It for You, and How You Can Help 
 



Of f i ce  o f  Tour i sm,  Depar tment  o f  Commerce  •  January  2013  

INTERNET: Deliverables 
•  Create stepoutofbounds.com microsite 
•  Leverage user-generated content 
•  Integrate campaign into visitmt.com 
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INTERNET: 
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INTERNET: 
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INTERNET: Opportunit ies 
•  Source existing user generated content 
•  Encourage Visitor Participation/Engagement 
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SOCIAL: Approach 
 
•  Create and implement a social media campaign strategy that will 

capture more repeat visitation and push repeat visitors to less 
traveled areas 

 
•  Foster relationships through MTOT’s social media channels to 

develop curated content and social ambassadors/influencers  
 
•  Shape the Montana experience through letting individuals dream, 

plan, experience and share their “MontanaMoment” through 
MTOT’s social channels 

 
•  Integration and engagement of the social campaign on all touch 

points 
 
•  Create a landing page to host all curated content 
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The Hashtag  
 #Montanamoment  

•  Why it works 
•  When you Step Out of Bounds in Montana, you are 

experiencing a MOMENT 
•  The word MOMENT is a feeling, a state of mind, a space 

in time, a memory 
•  #MontanaMoment = tense neutral and easily used in a 

sentence 
•  Step Out of Bounds: Tag your favorite 

#MontanaMoment on Twitter or Instagram and your 
photo could be used in our next ad campaign. 
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Curated Content Repository 
•  Button will point users visiting VisitMT to curated content from 

fellow travelers 
•  Repository will: 

•  Be an inspirational showcase of those Step Out of Bounds 
moments shared via social channels; Allows for a deeper 
dive back to source of content (e.g. Tweet hosted on 
Twitter) for authenticity 

•  Home base for copy/content around future sweepstakes 
•  INTERNAL: Be a source for consumer marketing content 

for future campaigns 
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SOCIAL: Deliverables 
•  The hashtag: #MontanaMoment 
•  Curated content repository 
•  Contest of user generated content for future 

advertising campaign 
•  Stronger engagement on MTOT social channels 
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SOCIAL: Opportunit ies 
•  Montana enthusiasts/Brand advocates = Fans into visitors  
 
•  Social Media users (potential new audience) 
 
•  INTERNAL: Consumer Marketing, Regions, CVBs 

•  Real travel stories, real people 
•  Share content from MTOT   

•  What do we want the audience to do? 
•  On the site: Interact with content 
•  Off the site: use the #hashtag in social channels 
•  Internal: Curate Content 
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SOCIAL: 
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PUBLICATIONS: Deliverables 
•  2013-2014 Montana Guidebook—Step Out of Bounds design 

elements and imagery. 
•  Future publications may include publishing travelers’ Step Out 

of Bounds photos and experiences as sidebars to trip 
itineraries in the Guidebook. Create a photo essay of ‘once-in-
a-lifetime Montana moments’ in the magazine. 
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CHALLENGES: 
•  Short timeline before being on press 
•  Budget was planned with no major layout changes scheduled 
•  Step Out of Bounds design elements not fully developed 
•  Finding imagery that captures that once-in-a-lifetime moment 
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2012 

2013 
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2012 2013 
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PUBLICATIONS: Opportunit ies 
•  2014-2015 Montana Guidebook—Regional and CVB directors, 

tourism partners submit Step Out of Bounds content and 
photos generated via direct mail/letters, emails, tweets and 
social media posts. 

•  Solicit once-in-a-lifetime moments travelers have encountered 
while in Montana with the understanding their submissions 
may get selected for MTOT marketing.  
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PUBLICITY: Deliverables 
•  Individual/group press trips 
•  e-Blasts 
•  Pitching & Hosting 
•  Photography 
•  Press clips 
•  Internal blogging 
•  Maintenance/development of pressroom content 
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PUBLICITY: Opportunit ies 
•  Alert us to new and interesting “gems” in your area 
•  Provide logistical and financial assistance for hosting media 
•  Provide content for internal blogging, pressroom, e-blasts 



Of f i ce  o f  Tour i sm,  Depar tment  o f  Commerce  •  January  2013  

VIC’S: Deliverables 
•  Deliverable 1: create posters of the campaign ads for display 

in the state supported Visitor Information Centers 
 
•  Deliverable 2: update the 2013 rest area kiosk information 

sheets content and regional name changes 
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VIC’S:  Opportunit ies 
 
•  Regions provide provide information and updates for the kiosk 

sheets 
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INTERNATIONAL: Deliverables 
•  Crowd sourced video of international visitors speaking in their 

language about Montana for the website 

•  Translated Montana guidebooks for the international trade 
and consumer 
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INTERNATIONAL: Opportunit ies 
•  Video’s can be filmed at international events such as the 

Mega Fam and RMI Round Up when taking place in Montana; 
the area(s) hosting these events can assist with content, 
distributing finished product, integrating the campaign theme 

 
•  Content for guidebook is revised from the Montana 

Guidebook; regions and CVB’s can assist in distribution and 
spreading the word. 
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•  stepoutofbounds.com microsite 
•  User-generated content  
•  Campaign promotion on visi tmt.com 
•  #MontanaMoment 
•  Curated content repository for 

#MontanaMoment content 
•  Contest of user generated content for future 

advert ising campaign 
•  Stronger engagement on MTOT social 

channels 
•  2013-2014 Montana Guidebook 
•  Individual/group press tr ips 
•  e-Blasts 
•  Pitching & Hosting media 
•  Photography 
•  Press cl ips 
•  Internal blogging 
•  Maintenance/development of pressroom 

content 
•  Posters of the campaign creative 
•  Rest area kiosk information  
•  Crowd-sourced video of international visi tors 

speaking in their language 
•  Translated Montana guidebooks for the 

international markets 

•  Source and share exist ing user generated 
content 

•  Encourage Visitor Part icipation/Engagement 
•  Solici t  once-in-a-l i fet ime moments travelers have 

encountered while in Montana with the 
understanding their submissions may get 
selected for MTOT marketing 

•  Alert us to new and interest ing “gems” in your 
area 

•  Receive logist ical and f inancial assistance for 
hosting media 

•  Provide content for internal blogging, pressroom, 
e-blasts 

•  Regions provide information and updates for the 
kiosk sheets 

•  Videos at international events such as the Mega 
Fam and RMI Round Up taking place in Montana; 
the area(s) hosting these events can assist with 
content, distr ibut ing f inished product, integrat ing 
the campaign theme 

•  Assist in distr ibut ion and spreading the word of 
new domestic and international col lateral  

DELIVERABLES & OPPORTUNITIES 
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QUESTIONS 

• What is most interesting/useful for 
your destination marketing efforts?  

• How can you use it? 
• How can MTOT help? 
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THANK YOU. 


