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PURPOSE 
 

Ravalli County Tourism Business Improvement District is a mechanism to fund marketing programs to 
promote the Bitterroot Valley as a premier travel destination, thereby enhancing economic vitality 

 
MISSION STATEMENT  
 

The mission of Ravalli County Tourism Business Improvement District is to increase room occupancy 
through effective marketing of the Bitterroot Valley’s lodging facilities 
 
BRANDING THE BITTERROOT VALLEY 
 
Our Brand image creates expectations.  It defines who we are, how we operate, and how we are different.  In 
essence our brand image is a promise.  A promise that must be kept.  If the brand is a promise we make, then 
our guests will experience the fulfillment of that promise.  Their experience can’t be left to chance.  It should 
be actively designed and controlled in a manner that enhances our brand identity.  It must consistently 
reinforce the brand promise across every customer touchpoint or the value of the brand itself is at risk 
 

We believe that the entire valley would benefit from a singular marketing effort to brand the Bitterroot Valley 
as a “Destination”.  It must be global enough to fit each town and each activity found in the Bitterroot, yet 
capable of generating specific emotional appeal to drive visitors to actively participate 
 

The development of a unique brand identity for the Bitterroot Valley is determined by who we are and how we 
want to be perceived by the consumer.  How we market our Brand to consumers is the key factor of how they 
will respond and relate to us. Branding the Bitterroot Valley will be a work in progress as we partner with 
tourism associations and other resources to develop a cohesive, unique and sustainable brand for our valley 
 

   Branding – Connecting Emotionally 
 

 Objective:  Develop a unique “Brand Identity and Marketable Image” for the Bitterroot Valley 
          Goal:         Compose a story of the Bitterroot Valley, creating a total unique and sustainable     
                            destination experience communicating our Small Town/Big Adventures lifestyle  
  

Action Steps: 
1. Story – Create an emotional experience for our audience 
2. Develop – Meaningful ties over shared passions 
2. Communicate – Express emotions with content and photographic images 
3. Engage – Create opportunities to emotionally engage with guests  
4. Relevance – Demonstrate how we are unique, authentic and different 
5. Knowledge – Provide facts, ideas, and information that will captivate our audience 
6. Relationship – Provide a product that the consumer relates to in building a relationship 
7. Promise – Provide the consumer with an excellent sustainable product, service, & be consistent  

                                                   
           Montana’s Brand Identity   

1. More spectacular unspoiled nature than anywhere else in the lower 48 states 
2. Vibrant and charming small towns that serve as gateways to our natural wonders 

3. Breathtaking experiences by day and relaxing hospitality at night 
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IDENTITY 
  
Bitterroot Valley’s brand aligns with the Montana State Brand, offering a cohesive voice when marketing our 
state.  This aligns with marketing our destination identity:  
 

• More spectacular unspoiled nature than anywhere else in the lower 48  
Bitterroot Valley is surrounded by Montana’s iconic natural wonders of both Glacier National Park 
and Yellowstone National Park, as well as the Selway-Bitterroot and Pintlar Wilderness areas 

• Vibrant and charming small towns that serve as gateways to our natural wonders  
Bitterroot Valley is a mix of proximity, city comfort and discovery. When visitors choose the 
Bitterroot Valley for their Montana vacation, they will discover something fun, exciting, unexpected or 
remarkable no matter the direction they head 

• Breathtaking experiences by day and relaxing hospitality at night 
The Bitterroot Valley welcomes genuine people who care about the visitor experience. We provide 
lodging, dining and entertainment with a sense of Montana sophistication that our visitors find both 
surprising and comfortable 

 
 

The Bitterroot Valley offers the following resources for the adventurist/explorer looking for that special destination: 
 

• Great Outdoor Recreation - Easy access to the wilderness areas, blue ribbon trout streams, 
mountain lakes, hiking, biking, camping, boating, kayaking, rafting on the Selway and Bitterroot 
Rivers, downhill and cross country skiing, snowmobiling, cycling, mountain biking, golfing and 
horseback riding  
 
 

• Wildlife Viewing - There are two wildlife refuges located in the valley offering great opportunities to 
view wildlife, birding, enjoying numerous hiking trails and beautiful scenes for photography 

• Arts and Culture - Performing Arts, theatre entertainment, Art Exhibits & Festivals. Museums, 
Missions, daily tours of the famous Marcus Daly Mansion  
 

• Historical Attractions - such as daily tours of the famous “Copper King” Mansion home to Marcus 
Daly, Saint Mary’s Mission, Ravalli County and Victor Heritage Museums, and the Lewis and Clark  
Travelers Rest Center in Lolo 
 

• Breweries and Wineries - Along with our attractions we have multiple breweries and wineries to 
whet any appetite. Hidden Legend Winery, Trapper Peak Winery, Blacksmith Brewery, Bandit 
Brewery, Higher Ground Brewery, Wildwood Brewery, and Bitterroot Brewery, just to name a few 
 

• Special Events and Festivals - throughout the year including:  Strawberry Festival, Darby Logger 
Days, Elite Bull Connection, Bitterroot Scottish Irish Festival, Brew Fest, and the Creamery Picnic, 
Winter Special Olympics, Darby Dog Sled Race, Lake Como Festivities and Chief Joseph Cross 
Country Skiing, Apple Days, Main Street shopping at fun boutiques, symphony concerts, farmers’ 
markets, and organic food facilities 

• Small Town Hospitality - The Bitterroot Valley extends along U.S. Highway 93 from Missoula to 
Idaho. It includes the communities of Stevensville, Florence, Victor, Corvallis, Hamilton, Darby, 
Conner, and Sula.  The Bitterroot and Sapphire Mountains protect the climate in this corner of the 
state which is known as the “Banana Belt.”  Montana’s westernmost region is where grand landscapes 
reside alongside small town hospitality. This is a place where awesome natural experiences frame 
intimate unforgettable moments to visitors looking to create their own Montana experience.    
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MARKET ANALYSIS – Relative to other Mountain Destination Towns 
 
 

SMALL TOWNS  .  BIG ADVENTURES 

 

 

Corridor of Small Charming Towns - which extends along US Highway 93 from Missoula to the Idaho line. The 
Bitterroot Valley offers a variety of scenic adventures, outdoor recreation, trails, events, arts, and history nestled across 
the valley including the communities of Florence, Stevensville, Victor, Corvallis, Hamilton, Darby, Conner, and Sula, 
Lolo/Florence and Lost Trail/Sula are the gateways to the Bitterroot Valley 
 
Access to Big Recreational Adventures - The Bitterroot Valley is a paradise for the recreational and adventure 
enthusiast and is the gateway to the Bitterroot National Forest and the Selway-Bitterroot Wilderness. Providing 
spectacular scenic views, outstanding natural assets with a mountain range on each side of the large valley characterized 
by wide-open spaces, crystal fresh air, and a landscape that invites you to explore  
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MARKET ANALYSIS – Relative to other mountain destination towns 
 

 
Market Strengths 
 

• Glacier & Yellowstone National Parks - Travel forecasts have predicted an increase in U.S. 
travelers expressing an interest in visiting a U.S. national park. In addition, name recognition that 
Glacier & Yellowstone National Parks hold among North American and international travelers 
provides an advantage.  The I-90 Hwy and the I-15 Interstates are the most traveled corridors in 
Montana, and the Bitterroot Valley is midpoint between the two National Parks. US Highway I -90 
provides gateway access to US Hwy 93 targeting potential travelers who are already in the State. 
People traveling from the surrounding areas around Montana such as Canada, Washington, Idaho, Salt 
Lake City, Wyoming, and South Dakota is the targeted audience that we can capture along with other 
states such as Texas, Colorado, Arizona, and California 

 

• Outstanding Natural Assets - The Bitterroot Valley is a scenic treasure of mountains, lakes and 
rivers allowing visitors to escape from the city, and it is ideally suited for the geo-tourist with 
adventure and outdoor recreation. We provide an authentic mountain lifestyle riddled with main 
streets and friendly people in each individual small town community   

 

• Access to Recreational Activities - The Bitterroot Valley is a paradise for the recreational and 
adventure enthusiast and is the gateway to the Bitterroot National Forest. Providing spectacular scenic 
views, outstanding natural assets with a mountain range on each side of the large valley characterized 
by wide-open spaces, crystal fresh air, and a landscape that invites you to explore  
 

• Primary Niche Activities/Attractions that draw visitors to our destination  
1. Scenic Driving, Scenic Aerial Tours 
2. Day Hiking, Mountain Bike Riding, Rock Climbing, Back Packing 
3. Back Country, Horse Back Riding, Trails  
4. Nature, Waterfalls, Photography 
5. Wildlife Viewing – Birding, Bighorn Sheep, Buffalo, etc 
6. Fishing and River Activities – Floating & Raft Trips 
7. Hunting and Outfitting 
8. Cowboy/Rodeo – Vacations 
9. Brewery/Winery Tours and Agri-Tourism Tours 

 

• Secondary Niche Activities/Attractions that draw visitors to our destination  
1. Skiing, cross country, snowboarding, snowmobiling at Lost Trail Powder Mountain 
2. Water sports on Como and Painted Rocks Lakes, Canoeing and Kayaking 
3. Festivals, Events, Farmers Markets, Art Exhibits 
4. Golfing 
5. Hunting, Outfitters  
6. Dog Sledding  
7. Trans America Trail – Cycling 
8. State Park Tours 
9. Historical/Heritage Museums Tours 
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Market Strengths 
 

• An Ideal Vacation Spot - fun, educational, clean, with a variety of activities. The Bitterroot Valley is 
a primary return destination for parents and baby boomers creating memories for families and affinity 
groups. Close proximity to surrounding recreational activities and assets that appeal to schools, family 
reunions, and weddings. The Bitterroot Valley also has a reputation as a “safe” location where families 
can stroll after dark along our main streets with retail and shopping, or picnic and play in multiple 

locations in our town - 73% of vacation travelers drive to the Bitterroot Valley for scenic views.  

• Value - Destination travelers seek the best quality for the best price.  The Bitterroot Valley offers 
affordable lodging, restaurants and attractions that advertise promotions, packages and deals  

• Relaxation - The Bitterroot Valley is close to rivers, lakes, and waterfalls making it the ideal 
destination to rejuvenate and restore the soul and spirit by enjoying a float trip on the river, watching a 
waterfall, or just relaxing with an open fire at many of the USFS and State Park campsite locations  

• Small Airports - The Bitterroot Valley has two airports including Stevensville Airport and Ravalli 
County Airport, providing excellent access for leisure and business travelers.  The Ravalli County 
Airport will provide Aerial Tours of the Bitterroot Valley in the summer of 2017   
 

• Network of Trails, Guides & Outfitters - The Bitterroot Valley is the home to countless trails and 
paths ideal for the hiking enthusiast.  In addition, the Bitterroot Valley has guides and outfitters who 
can customize a trip for that outfitter looking to experience a back country adventure  
 
 

• Partnerships - Ability to partner with attractions, restaurants, and lodging establishments. We will 
partner with the BRV Chamber, Glacier Country and Office of Tourism when possible 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

                Lake Como, Montana 
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Community Strengths 
 

• Corridor of Small Charming Towns - which extends along US Highway 93 from Missoula to the 
Idaho line. The Bitterroot Valley offers a variety of scenic adventures, outdoor recreation, trails, 
events, arts, and history nestled across the valley including the communities of Florence, Stevensville, 
Victor, Corvallis, Hamilton, Darby, Conner, and Sula  

• Cultural Arts and Entertainment - A variety of performing arts venues, theatres, galleries, and live 
music options provide additional support and attraction for potential visitors 

• International and Private Airports - Bitterroot Valley is one of the closest mountain communities 
to the Missoula International Airport, which is conveniently located about an hour from the heart of 
the Valley. In addition the Bitterroot Valley has two airports including Stevensville Airport and Ravalli 
County Airport in Hamilton, providing excellent access for leisure travelers 
 

• Breathtaking Experiences by Day - Access to blue-ribbon trout streams, multiple experiences on 
trails and guided tours. Historical attractions, cultural events, day trips to nearby events, and scenic 
aerial tours of wildlife    

• Relaxing Hospitality at Night - Bitterroot Valley offers unique quality dining and nightlife  
 

• Community Events - Farmers Markets, Western Heritage Days, Bitterroot Celtic Society, Darby 
Logger Days, Strawberry Festival, Elite Bull Connection/Bronc Bustin Barrel Days/Senior Pro 
Rodeo, Brew Fest, Daly Days, Creamery Picnic, Apple Days, Scarecrow Festival, Darby Dog Sled 
Race, and Lake Como Festivities  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 

  Stevensville   

                 Sula   

          Florence 

Victor 

 Hamilton   

              Corvallis 

               Darby 

Conner 
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Market Challenges and Weaknesses 
 

• Lack of Infrastructure – Signage and cohesive community development throughout the valley 

• Actual rooms in the Bitterroot Valley – 700+ Unable to provide accommodations for large 
conventions and trade shows. The Bitterroot Valley has no convention center 

• Lack of Shuttle service from major airport – No consistent shuttle to the Bitterroot Valley 

• Distance to major Airport and Highway – Most lodges are located an hour away from airport 
 

• Highly Seasonal Visitation Patterns – Visitation patterns to the Bitterroot Valley are highly 
seasonal with the majority of visitation occurring during the high demand months of July and 
August. This seasonality impacts the operating effectiveness of Bitterroot Valley’s businesses that 
must accommodate highly volatile demand swings 

• Limited Transportation Infrastructure – Public transportation options and visitor 
infrastructure services in and around the Bitterroot Valley are fewer than those provided at 
competitor destinations. No bus or train transits 

• Uncertain Weather and Natural Occurrences- Fires, low snow levels, floods, natural crises can 
impact length of stay and affect travel patterns and willingness to travel 

 
Market Opportunities 
 

• Increase awareness of Bitterroot Valley as a travel destination, not as a pass or drive through to  

             parks or other State or town destinations  

• Create signature events during the winter and shoulder seasons to have a measurable impact on  

             year-round visitations  

• Work with the airports in the Bitterroot Valley to identify opportunities to increase private   

             charter flights for Aerial Tours 

• Continue to promote an affordable variety of lodging, dining and activities found in the   
Bitterroot Valley which is an important factor in traveler’s planning decisions  

 
 
TARGET MARKETS  
 

Geographic Market 
We know that visitors interested in the Bitterroot Valley and our region primarily come from: Southern 
Alberta, SE British Columbia, CA, ID, CO, MT, WA, MN, TX, OR, and NY.  Direct fly and key markets of 
Washington, Seattle, and Salt Lake City host targeted visitors who are already interested in a Montana vacation 
and can be enticed to consider the Bitterroot Valley for their destination 
 
 

 

Demographic Market 
To produce an effective online marketing promotion we first need to know who constitutes our customers. It 
is important to know whether the bulk of existing and potential customers are women, men, youth, students or 
any other demographic group that can be identified  
 

Geographic Area   Ravalli County, (Bitterroot Valley) 
Age       39 - 47  
Gender     49% Male and 50%Female 
Education     College educated and beyond – (Missoula Market Influence)  
Income     $46,760 
Interests     59 % Photography, 57% Hiking, 52% Wildlife Viewing 
Purpose of trip    69% Vacation, 36% Visiting Family and Friends 
Trips/Vacations    Take 3 + Trips a Year – Repeat Visitors – 49% 
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TARGET MARKETS  
 
Geo-Tourism Market 
Geo-travelers are people who embrace the destination’s geographic character; its environment, culture, 
aesthetics, heritage, and the attributes that make one place distinct from another. Travelers such as these create 
an emphasis on experiencing our abundant natural beauty and its proximity for activities at every level.  People 
visiting Montana are looking for authentic experiences they cannot get from any other destination. This means 
fishing on the Bitterroot, going to the Rodeo, visiting an emu farm, and drinking a huckleberry milkshake in 
Ravalli County. We have exactly what visitors want. We just need to tell and show visitors that we provide 
these types of experiences  
 
Geo-Tourist-Demographic:  Age: 25-45, Household income $50K, Education – Bachelors Degree, Travel is an 
important part of their lifestyle, taking 3+ air trips/year.  They customize their experiences and create personal 
connections while traveling.  They use technology to plan their travels and explore their destinations before 

they arrive.  They immerse themselves in culture and heritage and are attracted to Small Towns.  They stray off 

the beaten path and have the capacity to get out of their comfort zone.  They desire to live on a healthy planet 
 
Agri-Tourism Market 
Visiting a working farm or any agri-business actively involved in the activities of a farm operation may include 
food service to guests, overnight accommodations, recreational activities, classes, farm festivals & social 
events. Agri-tourism in the Bitterroot Valley is broader than the seasonal plant and produce markets housed in 
the traditional farms.  It also includes sustainable dining, Christmas tree farms, you-pick produce events, and 
the fast-growing winery and brewery industries. We will help promote the existing ag-based events and 
activities such as the microbrew fest and apple days, in addition we will help advertise product farms and the 
valley’s growing brewery and vineyard industries as well.  While farm stands and markets are not new, the 
marketing effort behind them is reflective of this growing industry. However, results suggest that further 
outreach and target marketing efforts are needed to attract more visitors to agri-tourism farms  
 
Leisure Market   
Our audience consists of adventure travelers and geo travelers who like to mix outdoor recreation with city 
activities. Leisure and vacation travelers account for 50% - 70% of visitations to the Bitterroot Valley. Leisure 
tourism is strong in the Bitterroot Valley showcasing our miles of trails for hiking, horseback riding, biking, 
and skiing not to mention our lakes for boating, swimming, fishing and whitewater rafting on the Selway and 
Bitterroot Rivers.  There are two wildlife refuges located in the valley offering great opportunities for wildlife 
studies and photography along with several historic and cultural sites to visit. The beautiful and breathtaking 
views attract non-resident in-state and out-of-state visitors  
 

Millennial- Generation X- Tourist-Psycho-Demographic: Age 20-35, Born between 1980 -2000, Household income 
and education varies. 66% of millennials see themselves as explorers and adventurists rather than tourists. By 
2020 this generation will be responsible for half of all travels nationwide. Millennials/Generation X are 
committed to online engagement 24/7 and document everything on social media especially their travels. They 
want to share their stories and experiences in real time. They prefer self-service options that align with their 
individual identity, and they appreciate unique local experiences, new environments, and are always looking for 
something different   
 
Niche Market 
Targeting specific travelers who are looking for vacations and adventures with specific things to do is a way to 
capture a niche audience. Specific niche keywords such as Scenic, Mountains, Forests, Wildlife Viewing, Rivers, 
Lakes, Skiing, Scenic Routes, Trails, Back Country, Day Hiking, and Cowboy/Rodeos are just a view of the niche 

markets that travelers are looking for when searching for a place to visit - 73% of vacation travelers drive to the 
Bitterroot Valley for scenic views. 
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MEASURABLY TRACKING WEBSITE AND SOCIAL MEDIA OBJECTIVES:  
 
 
 

Engage visitors online with an emotional experience along with that “wow factor”.  

• Put more “heads in beds”  

• Reach the target and niche markets 

• Attract visitors and drive traffic to our website 

• Sell our products and services 

• Make them want to come back to our website and to tell others 

Primary Objectives:  

• Sell our destination first, and lodging second 

• Advertising/SEO Online Marketing 

• Build our Brand Online  

• Provide a direct Online reservation system  

• Provide products & services and business information 

• Create interaction with current and potential customers 

Secondary Objectives: 

• Search engine friendly and encourage repeat traffic 

• Incorporate Viral Marketing 

• Incorporate Social Media Engagement 

• Increase seasonal revenue in the shoulder seasons 

• Provide vacation resource guides and itineraries for the North, Central, and South Valley 

• Educate the stakeholders making sure tools are provided for their own website 
 
 

 
MEASURABLE WEBSITE AND SOCIAL MEDIA GOALS 
 

• Sell -  Advertise and Grow  

• Speak -  Get closer to customers though Dialogue and Participation 

• Serve -   Add Value with Service  

• Save -  Save Costs  

• Sizzle -   Extend our Brand Online 
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METHODS OF ACTION AND IMPLEMENTATION STRATEGIES 
 
The Key Action Strategies include:  
 

• Website and Internet Marketing:  
 
We launched the TBID website in the winter of 2013, and we will continue to enhance and refine 
the website to create an exceptional planning tool for visitors providing a direct online reservation 

system while measurably tracking website visitor trends. We will provide seasonal itineraries and 

event calendars targeting specific niche markets promoting campaigns as outlined over the next 
three years in the marketing milestones. Create packages and specials for vacations, adventures, 
and exploring catering to the small towns/big adventure seasonal primary niche markets  
 

• Social Media:  
 

             Our media strategy will focus on increasing visitations between October and May through highly 

measurably tracking media that builds awareness of the Bitterroot Valley. Facebook, twitter, and 

instagram social media networking was created in 2016. Blogging with individuals, who represent 
their likes, shares, and comments, provide a very personal story when traveling to the valley on a 
road trip and can add to that unique experience  

 

• Signage Advertising: 
 
 We will also develop an advertising strategy to improve our signage for the Bitterroot Valley 

Corridor focusing on “Small Towns/Big Adventures” identity of niche markets and activities.   
We will provide large signs at diverse locations in the Bitterroot Valley targeting seasonal primary 
and secondary markets.  The Bitterroot Valley airports and private individuals will help with this 
advertising effort     

 

• Seasonal/Shoulder Season Marketing: 
 

In order to build a year-round destination and increase four-season revenues, we will market and 
promote high value-low impact visitors. We will plan winter destination events and campaigns for 
2017 with tourism partners and the Destination Bitterroot Committee to put activities on the map 
such as the Winter Light Festival and Brewery Tours. An emphasis on winter event marketing 
through promotional campaigns and website advertising will help the shoulder seasons 
tremendously. Advertising a Travel Planner for the four seasons and displaying year round 
Seasonal specials, offers, and packages on the TBID’s website will promote the lodging 
establishments through the lean seasons.  We will promote the Brewery Tours for the spring and 
fall seasons primarily April and May and October and November.  In the winter months we will 
promote winter activities for the entire season of December through March. Agri-tours will be 

defined according to the individual owners and the TBID will provide year-round measurably 
tracking advertising on the website and through social media for these tours accordingly  

  

• Trade and Travel Shows:  
 
TBID will attend trade shows in target markets such as the Great Rockies Sport Show in Billings 
and Bozeman Montana. 
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MEASURABLE OBJECTIVES /MARKETING GOALS/ACTION PLANS 
 
Leisure Market 
Objective:   Advertise vacation itineraries, packages/specials, day trips, day tours attracting both in-state and  

                   out-of-state visitors 

Goal:          Increase the number of visits and length of stays creating value and incentives for leisure travelers    

Action Plans:  

a. Promote vacations, adventurous day trips, tours and itineraries on the updated website 
b. Display a “gift box” image next to lodging facilities that want to promote their packages, specials, and 

deals offering attractive lodging opportunities 

a. Advertise Small Towns/Big Adventures  on signs and billboards promoting our destination 

b. Hire a videographer and photographer to create a video and photos showcasing our “Small Towns” 
 

Geo-Tourism Market 
Objective:    Create alliances with business associations in our small towns that can partner with the RCTBID  
                    promoting our destination services and product  
Goals:          Create more room nights for the lodges in the BR Valley promoting our product     
Action Plans: 
a. Work closely with business and airports displaying signage in the surrounding areas. 
b. Display our new rack cards at airports, visitor centers, and businesses as available 

c. Engage emotionally with tourists communicating our Small Towns/Big Adventures destination displaying 
posters and flyers at business establishments 

 

Trade Shows 
Objective:    Promote the Bitterroot Valley as a destination to tradeshow attendees that are interested in the  
                    local mountain areas offering year round recreational adventures and vacations branding the 

                    Small Towns/Big Adventures destination while announcing our spectacular niche markets    
Goal:           Help to increase our reservation bookings annually by 2% through Trade Show presence 
Action Plans: 
a.     Generate qualified tradeshow leads  
b.     Offer a Gift Basket - Giveaway at the tradeshows to get written leads with contact #’s and addresses.  

c.     Display and hand out rack cards, flyers, and Tourism/Relocation Guides to prospective visitors 
e.    Assign task to the Destination Bitterroot Committee Director to attend Trade Shows and provide   
        them with collateral materials and booth displays as needed    
     
Agri-Tourism Market 
Objective:   Promote Bitterroot Valley’s Agricultural affiliations that have agreed to partner with the TBID 
Goal:          Create more room nights for lodges in the Bitterroot Valley utilizing existing Agricultural entities  
Action Plans: 

a. Target agricultural entities in our Small Towns that have a desire to partner with the TBID for tours 
b. Promote brewery-Agri-tours on website and social media at desired times of the individual affiliate 
c. Display signage at chosen predetermined designated locations 

 

Niche Market 
Objective:    Target audiences with our specific niche interests that the Bitterroot Valley has to offer 
Goal:         Secure more room nights by capturing “Niche Market” travelers who want specific experiences 
Action Plans:    
a. Use visual niche key words, advertised on the website, social media sources and event calendars by placing 

niche content to target highly enthusiastic prospects that want to experience a specific interest 
b. Maximize our effort by promoting our niche interests on display boards, posters, and billboards 
c. Engage with Destination Bitterroot Committee informing the RC TBID Board of promotional interests  

d. Create a vacation niche market on website and social media concentrating on our Small Towns/               
Big Adventures vacation destination.  
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Three - YEAR STRATEGIC PLAN PRIORITIES 
 

The TBID strategic plan serves as a roadmap for the next three years. The plan will be reviewed and progress 
tracked on a yearly basis by the TBID Board of Trustees. Progress made on the strategic plan action steps will 
be shared at the annual lodging stakeholders meeting and feedback will be collected  
 

Three Strategic Planning Priority Areas: 
 
1. Increase lodging occupancy by at least 2% annually over the duration of the TBID, using the baseline 

established by the 2012 -2014 TBID fees reported.  Per the TBID Marketing Plan and Advertising 
Plan, implement the measurable strategies to attain the 2% annual growth in occupancy 

 

2. Ensure all businesses and citizens within the Bitterroot Valley are aware of and have access to and use 
the brand to the fullest extent. We will continually promote our brand in the next three years by 
sharing our campaign advertising visually and emotionally so that people living here can also 
participate in spreading our identity to the residents of this valley.  We will construct these campaigns 

according to the milestone marketing initiatives by embracing Bitterroot Valleys’ Small Towns/Big 
Adventures  
 

3. Create itineraries to let visitors know what there is to do in the valley, so the traveler can set up their 
own vacation, adventure, or exploring experiences. We will have the following itineraries on the 

website for visitors to view so that they can relate to our authentic Small Towns and Big Adventures  
Itineraries will include: Bitterroot’s Small Communities, Recreational/Adventure, Scenic Driving, 
Wildlife, Rodeo, Historic/Heritage Museums, Arts/Culture, Birding, State Parks, Performing Arts, 
Festivals/Events, Agri-Tours, Brewery/Winery Tours, Fishing, and Trails/Hiking/Biking/Cycling 
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MILESTONE MARKETING INITIATIVES 
 

OBJECTIVE 
 

ACTION STEPS ANTICIPATED 

RESOURCES 
TARGET 

DATE 

EXPECTED 

RESULTS 
 

Promote the BRV to 

increase lodging 

revenue by 2% 

annually 

 

2017 
 

 
 
 

Promote our Brand Identity 
by campaigning emotionally 
to increase visual advertising 
awareness of the BRV as a  

“Vacation” destination   

 

 

 

 

All steps below are focused on promoting our 

sustainable lifestyle of “Small Towns/Big 

Adventures” to our unique targeted visitor. 

 Focus on advertising our destination first and 

promoting our Lodging second. 
 

 

Promote seasonal itineraries on website. Update 

website to include our Small towns/Big 

Adventures visual “Vacation” campaign.  
 

 

Create videos and a photo library to promote on 
Website, Social Media, and television creating 

the Bitterroot Valley as a “Vacation” hot spot. 

 
 

Display gift box images next to lodging facilities 

that want to promote their specials and packages  

 

Advertise on billboards and Signs at various 
business locations in the Bitterroot Valley as a 

prime “Vacation” spot marketing our niche 

markets 
 

 

Website, Social Media, 

Billboards, Signs, Vacation 

Campaign, Television, and 

Itineraries 

 
 
 

Website 

Big Red Barn Design 

visitbitterrootvalley.com 
 
 

Big Red Barn Design Website  
Jason Savage/Starrett Artists 

KPAX, CBS, Mountain 

Television Stations  

 

Big Red Barn Design Website 
 

 

RC Airport, Lakeland Feed, Lost 

Trail Ski Area 

 

Concentrate on 

Winter, Spring, 

Summer, and 

Fall Seasons 

 
 
 

All Seasons 

Spring and Fall 

 
 

 

All Seasons 

 

 
 

 

All Seasons 

 

 
All Seasons 

 

Adding more value to the Bitterroot 

Valley experience will attract and 

encourage visitors to stay overnight  

 
 
 

 

 

 

 

Utilizing the website, provide “Vacation”    

itineraries attracting niche visitors & 

driving traffic to the lodging facilities  
 

 

Connect emotionally with our targeted 

audiences     

 
 
 

 
 

 
 

 

 

 

Attract visitors that are looking for 
packages/specials/deals 

 

Display billboards and signs marketing 

the BRV as a fun “Vacation” location 

 

2018 
 

 
 
Promote our Brand Identity 
by campaigning emotionally 
to increase visual advertising 
awareness of the BRV as 

an  “Adventure” 
destination   

 

 

 

 

 

Promote seasonal itineraries on website. Update 

website to include our Small towns/Big 

Adventures visual “Adventure” campaign.  
 

 

Create videos and a photo library to promote on 

Website, Social Media, and television creating 

the Bitterroot Valley as an “Adventure” hot 

spot. 

 

 
Display gift box images next to lodging facilities 

that want to promote their specials and packages  

 

Advertise billboards and Signs at various business 

locations in the BRV as a prime “Adventure” spot 

marketing our niche markets 

 

 

 

Website 

Big Red Barn Design 

visitbitterrootvalley.com 
 
 

Big Red Barn Design Website  

Jason Savage/Starrett Artists 

KPAX, CBS, Mountain 
Television Stations  

 

Big Red Barn Design Website 

 

 
RC Airport, Lakeland Feed, Lost 

Trail Ski Area 

 

 

All Seasons 

Spring and Fall 

 
 

 
All Seasons 

 

 

 

 
All Seasons 

 

 

All Seasons 

 

 

Utilizing website, provide “Adventure” 

itineraries attracting visitors & driving 

traffic to the lodging facilities  

 
 

Connect emotionally with our targeted 
audiences     

 

 

 

Attract visitors that are looking for 
package/specials/deals 

 
Display billboards and signs marketing the  

BRV as a fun unique “Adventure”  

Location 

 

2019 
 

 
 

 

Promote our Brand Identity 
by campaigning emotionally 
to increase visual advertising 
awareness of the BRV as 

an  “Explore” 
destination   

 

 

 

 
 

Promote seasonal itineraries on website. Update 

website to include our Small towns/Big 

Adventures visual “Explore” campaign.  
 

 

Create videos and a photo library to promote on 

Website, Social Media, and television creating 

the Bitterroot Valley as an “Explore” hot spot. 

 

 
Display gift box images next to lodging facilities 

that want to promote their specials and packages  

 

Advertise billboards and Signs at various business 

locations in the BRV as a prime “Explore” spot 

marketing our niche markets 

 

 
 

Website 

Big Red Barn Design 

visitbitterrootvalley.com 
 
 

Big Red Barn Design Website  

Jason Savage/Starrett Artists 
KPAX, CBS, Mountain 

Television Stations  

 

Big Red Barn Design Website 

 
 

RC Airport, Lakeland Feed, Lost 

Trail Ski Area 

 
 

All Seasons 

Spring and Fall 

 
 

 

All Seasons 

 

 

 
 

All Seasons 

 

 

All Seasons 

 
  

Utilizing the website provide “Explore”    

itineraries attracting visitors & driving 
traffic to the lodging facilities  

 
 

Connect emotionally with our targeted 

audiences     

 

 
 

Attract visitors that are looking for 

package/specials/deals 

 
Display billboards and signs marketing  

the BRV as a fun adventurous “Explore”  

location 
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3 YEAR MILESTONE ACTION PLAN CALENDAR   2017 
 

OBJECTIVE 
Month 

ACTION STEPS ANTICIPATED 

COST/ 

RESOURCES 

TARGET 

DATE 

EXPECTED 

RESULTS 

January 2017 Stakeholders Meeting – Planning 

Annual Report Due for BR RC & D 

MOU Draft for BR RC & D 

BR River Inn February 2017 Planning 

Final Approval 

Draft Approval 

February Stake Holders Meeting – Date 

State Corporate Filing Fee 

MOU Final Due for BR RC &D 

Blast Creative Contract 

$100.00 

$20.00 

 

Contract/Approval 

February 7 

2017 

RC TBID to update for 2016 

to the Stakeholders 

MOU Final for Approval  

Social Media  

March Agenda Item: D & O Liability Insurance, 

New Board Members, Air B n B, Mike 

Henderson Contract 

Approval to Pay 

$ 1,400.00 

March 1, 2017 Liability Coverage for TBID 

Board/Committee Director 

April Seasonal – Spring Billboards/Signs  

Pictures/Videos/TV -Small Towns 

Billboard Sula – Begin Construction 

Request for Support - Agenda 

Change Signs 

Starrett Artists 

Jason Savage 

KPAX 

 

Not to exceed  

$2,500.00/Approval 

(July) Summer 

Months 
 

April 1st - May 1st  

Photos/Videos to be put on the 

Website/Social Media/TV 
 

Continue Vacation Campaign 

Welcome Sign Complete  

 

RFS – Post on Website -  

May Request for Support Deadline 

D & O Liability Insurance Due 

$2,500.00 Award for June 

 

$ 1,400.00 

Award 2017 – RFS 

 

 

June Website New Contract - Mike Henderson 

Blast Creative- New Contract     

To be determined Partial 

Completion 

Website Updates 

 

Update w/Blast – Analytics 

Report 

July Seasonal – Summer Billboards/Signs  

Pictures/Videos/TV -Small Towns 

Call Jason Savage-Pictures -Small Towns 

Change Signs First week of 

July 

Continue Vacation Campaign 

August Destination Bitterroot Committee -  
To be determined   

September Agenda: TBID State Meeting – Review 

2017 Marketing Plan, Plan for 2018 

To be determined   

October Seasonal – Fall Billboards/Signs 

Agenda: Draft BR RC & D MOU 

Change Signs First week of  

October 

Continue Vacation Campaign 

November Trade Show Travel & Per Diem, Budget 

Rack Cards, Hotel, Gas, etc. 

$1,500.00/ per show January/March 

2018 

Exposure/Promote the BR 

Valley 

December Seasonal–Winter  

Billboards/Signs/Renewal  Agenda Items: 

2018 Stakeholders Meeting Agenda, 2017 

Annual Report, Schedule Meeting space 

for Stakeholders Draft Budget, Final BR 

RC & D MOU 

Change Signs Last week of 

December 2017 

Begin 2018 Campaign 
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3 YEAR MILESTONE ACTION PLAN CALENDAR   2018 
 

 

OBJECTIVE 
Month 

 

ACTION STEPS 

ANTICIPATED 

COST/ 

RESOURCES 

TARGET 

DATE 

EXPECTED 

RESULTS 

January 

 

    

February     

March  
   

April  
   

May  
   

June  
   

July  
   

August  
   

September  
   

October  
   

November  
   

December  
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3 YEAR MILESTONE ACTION PLAN CALENDAR   2019 
 

 

OBJECTIVE
Month 

 

ACTION STEPS 

ANTICIPATED 

COST/ 

RESOURCES 

TARGET 

DATE 

EXPECTED 

RESULTS 

January     

February     

March  
   

April  
   

May  
   

June  
   

July  
   

August  
   

September  
   

October  
   

November  
   

December  
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MONTANA’S STATE STRATEGIC PLAN 
 

The Ravalli County tourism business improvement district does not have a CVB therefore we do not receive 
bed tax funds from the State. Our 3-5 year Strategic Plan supports the 2013- 2017, 5 year Montana State 
Strategic Plan Strategies below:  
. 
Strategy 1: Make Montana’s Spectacular Unspoiled Nature Real, Tangible, and Accessible to the Visitor 
1.1. Establish icons of “spectacular unspoiled nature” throughout Montana 
1.2. Integrate public lands more fully and functionally into tourism information 
1.3. Present natural assets in an experiential manner 
1.4. Participate in planning processes for public lands management 
Strategy 2: Highlight and Help Develop Vibrant and Charming Small Towns throughout Montana 
2.1. Highlight Montana’s vibrant and charming small towns 
2.2. Highlight the most charming and desirable elements of each community 
2.3. Evaluate and pursue essential local way finding solutions 
2.4. Improve the curb appeal of towns 
2.5. Support local and Montana products and businesses to build economically vibrant towns 
2.6. Develop and sustain special events that tie in with local tourism assets 
2.7. Expand tourism seasons through local coordination 
2.8. Address the short- to long-term effects of the Bakken oil boom for tourism 
Strategy 3: Integrate nature and towns to offer and deliver a balance of “breathtaking experiences” and “relaxing 
hospitality” 
3.1. Present each town in the context of its surroundings  
3.2. Present a balanced and cohesive visitor experience throughout all marketing and visitor information 
3.3. Present a seamless and borderless visitor experience in all visitor information 
3.4. Build excitement about Montana among niche market enthusiasts  
3.5. Build and expand photo and video libraries 
Strategy 4: Meet the information and infrastructure needs of Montana’s visitors 
4.1. Conduct ongoing research and analysis of evolving best practices for delivering visitor information 
4.2. Design online and mobile communication tools to meet the evolving needs of visitors 
4.3. Stay current with social media tools to ensure effective interaction and relationship building with visitors 
4.4. Provide printed materials that are useful to the visitor and cost effective for the marketing organization 
4.5. Offer itinerary ideas and traveler tips to help visitors structure their plans 
4.6. Support efforts to increase air service to Montana 
4.7. Address infrastructure needs to support tourism and recreation 
Strategy 5: Provide support for Montana’s tourism industry 
5.1. Strengthen strategic guidance, communication, and coordination of the Montana tourism industry 
5.2. Improve skills, knowledge, and professionalism of tourism stakeholders 
5.3. Expand distribution and use of key insights from research and analysis 
5.4. Make Montana tourism seamless and borderless 
5.5. Manage and leverage electronic word-of-mouth 
5.6. Make the Montana tourism industry a leader in online community marketing and use of customer advocates 
5.7. Continue to carry out consumer marketing and media relations to attract non-resident visitors 
5.8. Evaluate and target group and international markets 
5.9. Continue to promote Montana as a competitive, creative, and viable filming location 
5.10. Carry out public relations and media relations to build respect for the tourism industry 
5.11. Continue to provide financial and technical support for tourism projects 
Appendix A: Guidance for Small Businesses & Organizations 
Appendix B: Guidance for Communities & Tribes 
Appendix C: Montana Tourism & Recreation Charter and Principles 
 

http://tourism.mt.gov/Portals/92/shared/docs/pdf/strategicPlan13/1.pdf
http://tourism.mt.gov/Portals/92/shared/docs/pdf/strategicPlan13/1.1.pdf
http://tourism.mt.gov/Portals/92/shared/docs/pdf/strategicPlan13/1.2.pdf
http://tourism.mt.gov/Portals/92/shared/docs/pdf/strategicPlan13/1.3.pdf
http://tourism.mt.gov/Portals/92/shared/docs/pdf/strategicPlan13/1.4.pdf
http://tourism.mt.gov/Portals/92/shared/docs/pdf/strategicPlan13/2.pdf
http://tourism.mt.gov/Portals/92/shared/docs/pdf/strategicPlan13/2.1.pdf
http://tourism.mt.gov/Portals/92/shared/docs/pdf/strategicPlan13/2.2.pdf
http://tourism.mt.gov/Portals/92/shared/docs/pdf/strategicPlan13/2.3.pdf
http://tourism.mt.gov/Portals/92/shared/docs/pdf/strategicPlan13/2.4.pdf
http://tourism.mt.gov/Portals/92/shared/docs/pdf/strategicPlan13/2.5.pdf
http://tourism.mt.gov/Portals/92/shared/docs/pdf/strategicPlan13/2.6.pdf
http://tourism.mt.gov/Portals/92/shared/docs/pdf/strategicPlan13/2.7.pdf
http://tourism.mt.gov/Portals/92/shared/docs/pdf/strategicPlan13/2.8.pdf
http://tourism.mt.gov/Portals/92/shared/docs/pdf/strategicPlan13/3.pdf
http://tourism.mt.gov/Portals/92/shared/docs/pdf/strategicPlan13/3.pdf
http://tourism.mt.gov/Portals/92/shared/docs/pdf/strategicPlan13/3.1.pdf
http://tourism.mt.gov/Portals/92/shared/docs/pdf/strategicPlan13/3.2.pdf
http://tourism.mt.gov/Portals/92/shared/docs/pdf/strategicPlan13/3.3.pdf
http://tourism.mt.gov/Portals/92/shared/docs/pdf/strategicPlan13/3.4.pdf
http://tourism.mt.gov/Portals/92/shared/docs/pdf/strategicPlan13/3.5.pdf
http://tourism.mt.gov/Portals/92/shared/docs/pdf/strategicPlan13/4.pdf
http://tourism.mt.gov/Portals/92/shared/docs/pdf/strategicPlan13/4.1.pdf
http://tourism.mt.gov/Portals/92/shared/docs/pdf/strategicPlan13/4.2.pdf
http://tourism.mt.gov/Portals/92/shared/docs/pdf/strategicPlan13/4.3.pdf
http://tourism.mt.gov/Portals/92/shared/docs/pdf/strategicPlan13/4.4.pdf
http://tourism.mt.gov/Portals/92/shared/docs/pdf/strategicPlan13/4.5.pdf
http://tourism.mt.gov/Portals/92/shared/docs/pdf/strategicPlan13/4.6.pdf
http://tourism.mt.gov/Portals/92/shared/docs/pdf/strategicPlan13/4.7.pdf
http://tourism.mt.gov/Portals/92/shared/docs/pdf/strategicPlan13/5.pdf
http://tourism.mt.gov/Portals/92/shared/docs/pdf/strategicPlan13/5.1.pdf
http://tourism.mt.gov/Portals/92/shared/docs/pdf/strategicPlan13/5.2.pdf
http://tourism.mt.gov/Portals/92/shared/docs/pdf/strategicPlan13/5.3.pdf
http://tourism.mt.gov/Portals/92/shared/docs/pdf/strategicPlan13/5.4.pdf
http://tourism.mt.gov/Portals/92/shared/docs/pdf/strategicPlan13/5.5.pdf
http://tourism.mt.gov/Portals/92/shared/docs/pdf/strategicPlan13/5.6.pdf
http://tourism.mt.gov/Portals/92/shared/docs/pdf/strategicPlan13/5.7.pdf
http://tourism.mt.gov/Portals/92/shared/docs/pdf/strategicPlan13/5.8.pdf
http://tourism.mt.gov/Portals/92/shared/docs/pdf/strategicPlan13/5.9.pdf
http://tourism.mt.gov/Portals/92/shared/docs/pdf/strategicPlan13/5.10.pdf
http://tourism.mt.gov/Portals/92/shared/docs/pdf/strategicPlan13/5.11.pdf
http://tourism.mt.gov/Portals/92/shared/docs/pdf/strategicPlan13/AppendixA.pdf
http://tourism.mt.gov/Portals/92/shared/docs/pdf/strategicPlan13/AppendixB.pdf
http://tourism.mt.gov/Portals/92/shared/docs/pdf/strategicPlan13/AppendixC.pdf
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