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» FY15 CAMPAIGN
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+ Creative

+ Warren Miller Sponsorship
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BACKGROUND
AND GOALS
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FY1 5 CAM PAIGN GOALS

. Create demand for Montana as a premlere gIobaI traveI
- destination through engaging and provooatlve e
- communications that i |nsp|re dellght and gurde our '
e audrenoe | | |

L Capture more vrsrtatlon and push V|S|tors to Iesser—traveled
| parts of the state and/or dunng Iesser—trag,eled seasons

. Increase |nternaI and external coltaboratlon to Convert
travel interest into action to ensure that the hlghest ‘
economic impact from program resources promote the
health and vitality of our natural and cultural treasures
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Language that feels like an advertisement
takes me out of the moment, reminding me
that | am in an ad.

— ALEXIS, GEOTRAVELER



DREAM
PLAN

BUY
EXPERIENCE

SHARE
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PAID & EARNED OWNED SOCIAL
MEDIA MEDIA MEDIA
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A FOUNDATION
OF RESEARCH




.
KEY TAKEAWAYS

The concept resonates with Geotravelers

Specific reactions to the images and phrase varied
depending on whether or not they’'d been to Montana
before

Most images were well received and inspirational

The phrase "It's time" was understood and accepted by a
majority of the respondents
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KEY TAKEAWAYS (cont'd)

- After viewing the adcepts:
« 83% were inspired to learn more about Montana
« 88% were inspired to visit Montana

* The concept reinforces their perceptions and/or expands
their views about Montana as a travel destination
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It's permission, and encouragement from a fellow traveler.
It's confirmation of what you’ve already been thinking and
planning. It's a Siren song to the traveler who is ready for
something new, something different, something that will
make a change. It's a multi-layered and easily integrated
metaphor. It's flexible—from history to geology to
psychology, we can make a statement about Montana that will
ask the Geotraveler to pay attention, and look our way—and to
make a decision. We can put the right message in the right place

and time (!) and speak to the right audience, and let Montana
speak for itself.



OVERALL CAMPAIGN STRATEGY

 Build on past Montana campaigns
* Create continuity in tone, 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
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DIGITAL
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CO-0OP Media Partners
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A CONTENT-FOCUSED STRATEGY

THE 5 KINDS OF CONTENT

WORDS

VISUAL LAYOUT
VIDEO & AUDIO
3RD PARTY & UGC

IN-PERSON
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VISUAL LAYOU'§

3RD PARTY & UGY{ IN-PERSON

Content Type:

VISUAL LAYOUT
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3RD PARTY & UG

VISUAL LAYOU

PRINT

Execution

* Images that make you say "Whoa."
* Minimal adspeak (copy/captions)

* Winter imagery focused on Ski, YNP/GNP, Activities

"It's time" opens the curiosity gap

A website address (WinterMT.com) provides a clue
— the path to satisfying that curiosity
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VIDEO & AUDICQ 3RD PARTY & UGY IN-PERSON

Content Type:

VIDEO & AUDIO
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DIGITAL ADS (BANNERS + PRE-ROLL)

Execution

* Professional, not UGC
« Winter focus on Ski, YNP/GNP, and Activity creative versions
- All digital ads direct to WinterMT.com
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VIDEO & AUDI(J 3RD PARTY & UGY IN-PERSON

Banner Ads - Initial Presentation
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WORDS} VISUAL LAYOU] VIDEO & AUDI( 3RD PARTY & UGY IN-PERSON

Banner Ads Example
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OWNED MEDIA (WINTERMT.COM)

Concept

All paid and earned
channels will point to
WinterMT.com during
Winter FY15, providing
a consistent
experience across
media and devices.



3RD PARTY & UGE

Content Type:

3RD PARTY & UGC
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3RD PARTY & UGHHINERERSON

MONTANA



WORDS 3RD PARTY & UG

SOCIAL MEDIA: Weekly Photo Drives

MONTANA

10/6/14



- VISUAL LAYOUT VIDEO & AUDIO 3RD PARTY & UGC IN-PERSON

PR AND MEDIA RELATIONS

Concept

A focus on real-time storytelling and pitching by creating
and curating content from around Montana representative
of what is happening right now.

Content can be seasonal, current event oriented, or
activity specific. Content is used to pitch traditional media
and prompt visits and CTA through social media
distribution and discovery.
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3RD PARTY & UG

Montana: INFLUENCERS

Execution

 Activate social influencers with strong distribution channels
to visit Montana (hybrid of In-State and OOS talent)

* PR/Social team acts as assigning editor, providing a
framework to inspire a one-week, editorial mission

* Influencers publish to their own channels in real time, as well
as to a section of the MONTANA Tumblr
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WARREN MILLER SPONSORSHIP




KEY MARKET WINTER HEAVY-UP: MARKETS

Boise

Minneapolis
Portland

Seattle

Chicago

Spokane

San Francisco °
Dallas

+ + + + + + + +
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On-Screen Static Brand Ad
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:60 Pre-Show Ad

Concept.
From sunrise to sunset, show the potential of a winter
day in Montana.
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MTOT Film segment

WME’s 2014-15 film, No Turning Back, has a theme of EVOLUTION. The
film will be many things: a look at the past, the present and the future of
winter sports. At times we will journey back to an era when skiing moved at
a different pace and the values within the sport were mostly about the
simpler things—the kinds of things and an experience that is still found in
Montana today, especially at Montana'’s “smaller’ ski areas.
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Brand Kiosk Activation
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TOUR SHOWS & MSAABOOTHS

In-State Booth Presence:
- Helena, Friday, October 24t : Big Sky, Bridger Bowl, Great Divide
«  Missoula, Sunday, October 25" : Big Sky, Bridger Bowl, Great Divide

- Bozeman, Saturday, October 26! : Big Sky, Bridger Bowl, Great Divide

Out-of-State Booth Presence:

« TBD Markets: Whitefish Mountain Resort
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REVIEW

* The Geotraveler wants permission to visit Montana, and
we're going to give it to them

» We're going to cut through the noise with amazing
traditional creative combined with a cutting-edge
content plan and a new and improved WinterMT.com

* It's time to combine the power of all of Montana's
programs, channels, and resources to create the best-
integrated, most effective campaign possible
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