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DMO Plan Narrative

1. Describe Your Destination

Describe your destination (who you are, who you wish to attract and why they would come) addressing your strengths,
opportunities, and potential challenges.

Glendive MT is nestled in the heart of the Badlands and the entrance point to Montana's largest State Park, Makoshika
State Park. We see upwards of 100,000 visitors to Makoshika State Park annually. Makoshika State Park finished as
runner up for the Montana Tourism Destination of the year award which shows that our tourism partners recognize the
value in Glendive as a tourism/visitor destination. The community is starting to see the true value in the visitor and the
economic impact they have in our summer months. Agriculture leads our economy (like the rest of Montana), but our
community also relies on the yearly travelers, hunters and anglers.

We see our greatest strength is that Glendive has an incredible amount of riches in natural beauty and landscape.
Glendive is located on the edge of the Eastern Montana Badlands, on the banks of the Yellowstone River, and home to
Montana's largest State Park, Makoshika. As a community, Glendive residents and businesses are just beginning to
awaken to the reality that our community truly has the amenities and services to welcome visitors and promote tourism.
Glendive has great transportation options as a town just off I-94, regional air service with Cape Air from Billings, and a
crossroad stop for travelers on the North-Southeastern Montana Corridor.

We have just begun to see the data and analytics from our 2023 visitor season, but we know that Makoshika State Park
remains the main hub of Glendive's visitor attractions. Glendive offers 20 of 24 desired tourism activities. Glendive gives
tourists many reasons to visit. Glendive enjoys an embarrassment of riches with our many sightseeing and activity
options. We are right along the Yellowstone River. Glendive has our historic Bell Street bridge which is lit up nightly. We
have two stops on the Dinosaur Trail and give visitors the option of digging for dino fossils via two different dino
adventure style groups. We have an OHV area with signage along the interstate on where to exit. This remains another
outdoor enthusiast point of interest. Makoshika State Park offers spectacular views, camping and hiking opportunities.

We continue to use Data from 2016 Destination Analysts as our 2023 data is not complete. However, we believe our
pillars remain strong and in line with what our visitors desire. Our pillars include 1) recreation (outdoor adventurer), 2)
dinosaur/paleontology, and 3) history (buff) with agritourism being an emerging market we intend to develop into a pillar.
We believe our pillars are strengths that we will market to potential visitors. We have many opportunities for new tourism
activities and events. The Yellowstone River to Montana's largest state park (Makoshika) we believe the opportunities for
tourism minded businesses are endless. Horseback riding, river boat history tours, extreme activities, and other outfitted
or guided tours are just a few of the options.

Last year we saw the growth of a second "fossil" dig/dino dig as well as Yellowstone River Adventures which feature
guided Yellowstone River boat tours. There continues to be work on the beginning stages of a hiking trail between
Makoshika State Park and Medora in North Dakota.



We continue to strive to educate our residents and see this as one of our largest opportunities. We want to help the
business owners understand the importance of tourism and visitation to our beautiful area. We believe tourism will only
continue to enhance our economy and become a staple for our retailers. We still have challenges with prioritizing tourism
projects and changing the cultural outlook on tourism. We believe shining a light on tourism and the positive impacts will
only help our case and create a new flow of tourism businesses. We believe that if we foster tourism growth there will be
meaningful growth in our community that can be sustained for generations.

We see our potential in the emerging market of Agritourism. We can make this more of a focus in our Guide to Glendive
and reach out to our local agritourism locations. We also see the potential in the Fall tourist market. Research shows that
visitors are wanting to travel into the fall season to beat the crowds while taking advantage of mild temperatures. We
believe our fall visitor is a large audience that we have yet to tap into.

We see our largest potential challenge as our lack of camping locations. Our largest state park simply doesn't have the
number of campsites needed for the visitation received. It also lacks the amenities that travelers have come to expect...
Especially those traveling with small children. However, if people are looking for a true rustic camping experience where
the views are breathtaking yet easy to get to Makoshika State Park has that to offer. We see some of the camping needs
as an opportunity for local businesses to step in. We will continue to work with the park and local economic development
to help fill this need for our visitors. Other challenges we face are Glendive’s lack of cohesive identity. The lack of identity
can create issues in outside marketing or branding that is projected from businesses and organizations.

2. Align with Montana Brand

Briefly describe how your destination aligns with the Montana Brand.

Our destination aligns with the Montana Brand because we preserve and promote the genuine character of Montana. We
welcome our unspoiled views of the badlands and encourage others to recreate responsibly. We understand that we
have a gem that we wish to share with our neighbors and the world.

We enjoy spectacular unspoiled nature with outdoor landscapes, trails, fishing access sites, hunting opportunities, and
more. We meet this in multiple ways with Makoshika State Park not only being the largest state park but also the 2017
USA Today's Voted #1 Montana Attraction in Montana and just recently was part of Montana's Dinosaur Trail Cultural
Heritage award and finished runner-up for Montana Tourism Destination of the Year award. We also sit on the banks of
the Yellowstone River providing great fishing, and agate hunting, and we are known as the Paddlefish Capital of the
World, proudly producing some of the world's finest caviar. Day hikes are the number one activity attraction for High-
Profile Visitors (HPV) as noted in the 2016 Montana Destination Brand Research Study. Makoshika has almost 20 miles
of trails with varying degrees of difficulty, and all are day hikes. Add this with camping, and numerous outdoor activities.
Glendive meets the outdoor-orientated psychographic profile of travelers identified as target markets for Montana.



With visitation numbers growing, Makoshika State Park gives us many opportunities for economic growth. In order to get
to Montana's largest state park, you have to drive directly through our charming historic downtown. Our entrepreneurs
are keenly aware of the opportunities our visitors bring to our area.

Vibrant and charming small towns that serve as gateways to our natural wonders: Glendive has a vibrant entrepreneurial
spirit and multiple local shops provide unique and artistic shopping experiences. From great spots to meet for coffee and
wonderful galleries and museums, we boast more than charm, we promote history, dinosaurs/paleontology, and
community events. In the 2016 MT Destination study, 47% also identified seeking to explore small towns and villages,
43% visiting State Parks and/or recreation areas, 47% visiting geology/dinosaur-related historical sites, and 37%
canoeing, kayaking, or boating. All these activities are available for the HPV guest with access located conveniently
within or on the edge of town. We are also working with the City of Glendive on a plan for an RV dump location.

Breathtaking experiences by day, and relaxing hospitality at night: Glendive has just under 500 beautiful rooms to rest
your head after a day of exploration and adventure. Multiple dining options and a homegrown brewery for added
experience. We provide opportunities to enjoy sensational sunrises and sunsets while you venture at your own pace.
Visitors are welcomed in the community, and no one is a stranger unless they want to be.

We collaborate with Makoshika State Park and Visit Southeast Montana as well as our economic development entities to
ensure lasting relationships and help economic growth around tourism. We do this through local events to help drive
visitation during slower times. We also work to create content with our partners to expand our reach and make outside
visitors aware of our beauty. This also aids in improving and maintaining an asset library to help us create more diverse
marketing material. We strive to create inclusive content that embraces all cultures, backgrounds and ideals.

Dawson county saw a population decrease by 1.31% in the last 5 years which means our economic growth depends
even more on visitors to our area and their economic impact.

3. What is the strategic role of your DMO?
Select all that apply: Destination Marketing, Destination Management, Destination Stewardship, Destination Development).
Destination Marketing

Based on the strategic role you serve, provide the following information.

3a. Define your audience(s) (demographic, geographic, and psycho-graphic).

Our target markets fall into these categories and our four tourism pillars support the categories.

We provide many exploration opportunities for the following demographics: families, outdoor-orientated visitors, regional
reoccurring travelers, and well-educated travelers. These align with the Montana research on target audiences we
should be marketing to.



1) Outdoor-orientated: Those who are looking for outdoor experiences from fishing, hunting, camping, hiking, fishing, ATV
riding, and more.

Glendive sees a large number of anglers and hunters for upland birds, deer, and antelope. These niche demographics
help extend our visitor season well into the fall and attract early-season visitors each year with the unique experience of
paddle fishing.

2) Family travelers. We have a number of free or low-cost attractions to engage the family. Families can take in
everything from day hunting for dinosaur fossils to the local splash park. Glendive also provides niche opportunities for
the historic buff with our three museums, historical homes, and National Historical Register Dion block downtown and we
also have a Clark on the Yellowstone tri-kiosk for the Lewis and Clark historians.

3) Those planning travel that takes them through Glendive, we are less than a half days drive from Regina and Rapid
City. We are just a day's drive from Minneapolis and that is our number one out-of-state visitor as Minnesota consistently
ranks as the number one non-resident traveler in Makoshika State Park. Other than our home county of Dawson County,
Gallatin County in Montana is the number one county visitor that takes in Makoshika State Park. We are currently
marketing in Bozeman and Belgrade, MT. Makoshika is now seeing close to 150,000 visitors per year.

3b. What research supports your DMO strategy?

Our DMO has been dependent on Destination Analysts, ITTR, and MOTBD tourism data. We respect these tourism
partners and trust the data including the 2016 Destination survey, ITTR's annual survey data, and MOTBD information.
Our FY 23 plan implemented a strategy to help define not just what the visitors in Montana want but as our own DMO, we
want data on Glendive and Dawson County that is current. We have been able to collect limited data from these three
entities and are currently under contract with DATAFY to focus on the Glendive area.

Makoshika State Park also tracks non-resident and visitation data. This data along with MOTBD, ITTR, and Destination
Analysts is valuable to our region and Glendive. Four of our three pillars of tourism are listed in the 2016 DA survey and
this information supports keeping our pillars of recreation, dinosaurs, history, and agritourism since the community is so
strong in agriculture.

3c. What are your emerging markets?

There is emerging activity in surrounding states is ATV rallies and an increase in ATV/OHV use. We happen to be the
home of the Short Pines OHV area managed by the Bureau of Land Management. With close to 3,000 acres the trail
system consistently is receiving increased visitation. It was brought to the attention of BLM the increase used and in 2020
BLM installed a counter so now we will have better visitation data for years to come.



Agritourism can be a major contributor to the Glendive and Dawson County economies. The agritourism market has been
steadily on the increase but Glendive has not been able to take advantage of the agritourism opportunities. We keep
educating our community about what agritourism can do for them and our community and we hope more agritourism
activities will prevail in the near future.

Our emerging market remains in Fall are travellers and hunters as interest in Fall travel has increased. We will focus
more on what our fall visitors bring and help them find adventure in our milder temperatures. We can focus on this market
by targeted marketing ads and working with our museums to stay open later into the season. With our research starting
with DATAFY we hope to track the upward trend in Fall visitation to help in encourage epxanded engagement from
museums, local destinations, and businesses.

We house a great community college and continue to look at ways to welcome and support not only the students but their
families as they spend time in Glendive. These are collaboration opportunities to build lifelong visitors to our community.

4. Define and describe your overall goals.

A goal is an idea of the future or desired result that a person or group of people envisions, plans and commits to achieve.

1) Continue our current plans and branding. We will continue to create sustainability, education, and enact marketing
plans set forth in previous years adjusting them as needed as market research assists in defining our goals. The goal is
to sustain and build upon a solid foundation of our pillars.

2) To increase awareness of what our community has to offer the visitor and send a consistent engaging invitation to
come during all four seasons.

3) To build awareness in our own community and surrounding area that we have an emerging tourism market right here
at home and how they can all be ambassadors for Glendive by inviting visitors themselves and welcoming all who come.

4a. Describe proposed tactics and projects as related to overall goals and controlled by the organization in its financial
statements.

Glendive received a Mainstreet grant, and a brand was created for Glendive, this brand was not adopted by the local
government. However, resources and information gathered from the grant will help once our current research agreement
is complete to better gauge the current atmosphere of visitors and their tourism interests in Glendive. We hope to utilize
this data to build a solid understanding to shape upcoming budgetary needs.



Until our tourism research is complete, our team will keep focusing on our pillars by continuing to serve and market our
visitors with paid media, joint ventures, and creating new partnerships. to strengthen our tourism destination of Glendive,
MT. One potential partnership includes working with RV parks to alleviate Makoshika’s capacity issues and to measure
their occupancy for lodging tax purposes.

The administration budget will support the part-time work of the tourism director and help with any administrative
supplies. In the future, if the budget allows, we could add funds to the marketing personnel to support the position.

Agency Services will not be used in the FY24 budget.

Cooperative Marketing is set will help support our work with local organizations such as Friends of Makoshika and
Makoshika State Park and their ongoing projects to bring in and service more visitors to the area.

Earned Media/Tourism Sales will not be used and not be budgeted for FY24.

Education Outreach is budgeted to support staff taking in TAC meetings and the Governor's Conference on Tourism and
Recreation.

The joint Venture budget will be used to work with Visit Southeast Montana and Makoshika State Park. We hope to
replace aging banners outside of Makoshika State Park in conjunction with Makoshika State Park.

Marketing Resources is earmarked in case our research firm or consultant needs us to subscribe to an online support
service we will have the budget to do so.

Opportunity Marketing is earmarked for any opportunity projects that may arise in the near future.

Paid Media has a budget that will help support the new billboard lease and fees, annual print ads, and social media posts
and ads promoting our four pillars.

Marketing Personnel will be utilized to secure contracts for photo and videography services to enhance and build our
repository of local photos and video resources for marketing purposes.



Product Development does not have a budget for FY24. Once the research is completed, we can then start looking at
some product development.

Research does not have a budget for FY24 as we have contracted with DATAFY to conduct market research in FY23.

Travel/Trade Shows are set aside to create swag and promotional items for Glendive.

Visitor Services will be used for the printing of a new Visit Glendive brochure. The brochure will be designed in-house so
there is no need for design funds.

Website Development has a budget that will be used to support updates and maintenance fees to the Visit Glendive
website.
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increase hotel stays by 3%. We will
do this by highlighting experiences in
Makoshika State Park, Yellowstone
River, Historic Downtown, Dino
Experiences. We will use new
content and create earned media ads
with each respective tourism
attraction and then will follow up with
visitation collection totals at the end
of the peak season and calendar
year. We will utilize our DATAFY
research to better understand where
visitors are going and how long they
are staying.

We will measure this
through paid and earned
media, Google analytics,
DATAFY and META
insights. We will measure
hotel stays by bed tax data
increase.

Commerce, bed
tax collections
increased by
4.76% in FY 24
compared to FY
23

This growth can be attributed to vacationing
families drawn to Glendive’s attractions, such
as Makoshika State Park and the Short Pines
OHV area, as well as large events that brought
additional visitors to town.

Through a combination of strategic marketing,
event support, and partnerships, our DMO
successfully increased awareness of Glendive,
driving visitation and exceeding our hotel stay
objective for Fiscal Year 2024. The positive
growth in bed tax collections reflects both the
community's collective efforts and the appeal
of Glendive as a destination for outdoor
recreation, history, and memorable events.

Yes, we achieved our goal of increasing hotel
stays. Given this success, we plan to continue
this objective while exploring ways to refine
and enhance it. Promoting our town in ways
that drive visitation and support local
businesses will always remain a priority.

Our goal is to increase visitation and camping
to Makoshika State Park by 3%. We will work
with the Makoshika Park Manager and the
FWP Marketing Director in creating and
posting more paid media ads focusing on
taking in the park's unique experiences
including camping in the wagon and tipi. We
will receive a visitation count at the end of
peak season along with the annual visitation
total and compare it to previous years'
visitation totals to ensure levels were
maintained.

Our measurable metric will be to
work with Makoshika State Park
and see where our visitation
numbers lie at the end of the year.
We can do that via the parks
counting system. Our goal is to
maintian visitation due to the fact
that Makoshika State Park is "full"
and the campground availability is
at capacity. We cannot increase
stays at this time but we wish to
maintain current at capacity
levels. However, we can increase
the number of visitors to the park.

Numbers
were similar
to last year.

According to data from the Institute for Tourism
& Recreation Research, Fiscal Year 2023 saw
93,150 visitors, while FY24 (as of November)
recorded 89,162 visitors. Unfortunately, we did
not achieve the 3% increase we had hoped for.
Summer 2023 included road construction
within the park on the road leading to the
switchbacks, and this summer, ongoing road
construction on Merrill Avenue may have
deterred some visitors from accessing the
park.

Despite these challenges, Makoshika State
Park staff remain optimistic that visitation will
increase once the new campground is
completed. The lower campground was
consistently booked throughout the season,
and once the yurt was completed in May and
roads reopened, it quickly became a highly
sought-after booking.

While we did not meet our 3% visitation growth
goal, the numbers were very close to last year.
We are proud of our efforts to promote the park
and its offerings and believe our work laid the
groundwork for future growth. We plan to
continue pursuing this objective and the 3%
growth goal, especially with the anticipated
campground developments and improvements
on the horizon




We will focus on a DINO trip. Will use the
new content to create paid media ads for
Baisch's Dinosaur Digs, Dino Dave and the
Dinosaur Trail to encompass a dino
experience. Will compare visitation numbers
from previous years when season concludes.

We will evaluate numbers from
previous years to this year to
determine the rate of increase.
Success will look like Biasch's
Dino Digs being booked to
capacity as they have been in
prevous years. We will report how
Dino Dave grows over the course
of the season compared to last
year. We will gather visitor
information from Makoshika State
Park and Frontier Gateway
Museum to see if they had an
increase of those involved in the
trail. We can reach out to the
Montana Dinosaur Trail to see if
passport completions have
increased.

Numbers were
similar to last
year.

This year, we were unable to advertise for
Baisch’s Dinosaur Digs as they were closed for
the season to prepare additional dig sites for
future tours. However, we continued promoting
Dino Dave's Paleo Adventures through several
key channels:

« DiscoverGlendive.com: Both Dino
Dave Paleo Adventures and Baisch’s
Dinosaur Digs are featured on our
new website to drive interest and
visitation.

« Social Media Campaigns: Shared
engaging content to highlight the
unique experiences offered by Dino
Dave's Paleo Adventures.

« Visitor Center: Promoted Dino Dave’s
activities in person to visitors stopping
by the Glendive Visitor Center,
ensuring travelers had up-to-date
information on available attractions.

These efforts helped maintain Glendive’s
reputation as a top destination for dinosaur
enthusiasts and demonstrated our commitment
to supporting unique local experiences.

Dino Dave reported a slight decrease in tours
this year. In 2023, he hosted multiple
scheduled college student tours, which
boosted his numbers. This summer, additional
obligations and challenges impacted his
availability.

While we did not see the increase in booked
tours we hoped for, these factors were beyond
our control. Despite this, we remained
dedicated to promoting both Dino Dave and
Baisch’s Dinosaur Digs. If either are open next
year, we will adjust our goals accordingly and
continue advertising.

Our goal is to have one FAM Trip this
year. Work with Visit Southeast
Montana and Makoshika State Park
to create joint venture opportunities.

Our metric will be to
complete one FAM trip and
will be having successfully
completed one cooperative
marketing venture.

Glendive DMO
participated in
two FAM Trips:
One on May
13th, 2024 and
the other in April
23, 2024.

Our goal was to host two FAM trips this year,

and we successfully met that goal. Both trips

were fun, interesting, and productive. We plan
to continue this objective next year, aiming to

host at least one FAM frip.

This year, we had the opportunity to showcase
Glendive through two valuable FAM trips,
providing international guests and media with a
firsthand experience of our attractions.

In April, we partnered with Visit Southeast
Montana for a FAM trip hosted by Brenda
Maas. We welcomed four international guests
—two from the Netherlands, one from Norway,
and one from Denmark. During their visit, they




experienced a scenic boat tour with
Yellowstone River Adventures, enjoyed dinner
at the American Legion (a previous feature on
the Southeast Montana Burger Trail), and took
part in a breathtaking full moon hike at
Makoshika State Park.

For the second trip, Chamber Director Tacee
DeSaye and DMO Board Member Dino Dave,
owner of Dino Dave's Paleo Adventures,
hosted a German reporter. This visit included
lunch at Bloom & Vine, which showcased local
cuisine, and a hike on the Cap Rock Trail in
Makoshika State Park, one of the area’s most
popular trails.

These FAM trips provided valuable exposure
for Glendive, sparking international interest in
our attractions and increasing the potential for
future visitation.

Increase website visitation to
Visitglendive.com by further
developing the webistes SEO and
Google listing. These increased
visitation will help potential visitors
discover oppritunities for engagement
with our destinations, services, and
experiences.

Using webiste anaylytics
from Google and our
webhosting we can gauge
the visitation to the webiste
by time spent on site,
bounce rates, and click
through rate.

The
Discover
Glendive
website
since its
launch to
the end of
FY24 had
3700 visits
and 3400
from unique
visitors.
One-third of
the visitors
go to more
than one
page on the
website.

Our DMO did not own the Visit Glendive
website and felt it was essential to have
greater control over our online presence to
ensure brand and content cohesiveness. While
initially working to establish a Memorandum of
Understanding (MOU) for managing the Visit
Glendive website, the board ultimately decided
to develop its own platform.

In March 2024, we launched the Discover
Glendive website—a fresh, branded hub for
promoting Glendive’s attractions and events.
Despite being new, the website has
experienced strong traffic, positioning us well
for future growth and data collection. It has
been very successful, receiving many visitors
and frequent compliments from both tourists
and community members, who describe it as
functional and beautiful.

Although we pivoted from the original goal of
increasing traffic to the previous website, |
believe the success of the new platform in
helping visitors discover opportunities for new
experiences shows that we achieved our
objectives. Looking ahead, we will refine our
goals for the website to continue building on
this momentum and enhancing its impact.

Create a baseline for future
marketing plans by capturing visitor
and spending data in the Glendive
geographical area including West
Glendive, Glendive, Makoshika State

We will measure this
utlizing the reseach data
from DATAFY in
conjunction with data from
Makoshika State Park.

Using Datafy, we
have obtained
baseline
spending data.

We successfully reached our goal of setting a
baseline for visitor spending and visitation. The
campaign was effective in providing valuable
insights into visitor behavior, including
spending habits and travel origins. While we
don’t plan to use this same objective in the




Park, and Short Pine OHV. This will
provide past (2018) and present
visitor and spending data from which
we can formulate better marketing
plans, provide community education
on spending, and show potential
future increases.

near future, our DMO will likely revisit
gathering visitor data in a few years.

To achieve this, we partnered with Datafy, a
Saa$S and Ad Tech platform, to collect and
analyze data. From September 29, 2023, to
October 29, 2023, we ran an ad campaign
targeting late summer and early fall travelers.
Although the campaign was brief, it provided
critical baseline data on visitor spending, trip
origins, and the effectiveness of targeted
advertising—information that will shape future
marketing strategies.

The data revealed a total of 1,908 trips during
the campaign period, with visitors spending an
average of $412 each.

DMO Budget
Amount % of Budget Amount % of Budget
Allowable Methods Budgeted AIIocate% Expended Expende?d
Administration $5,731.00 19.35 $5,730.60 100.0
Cooperative Marketing $500.00 1.69 $0.00 0
Education/Outreach $1,433.00 4.84 $4,738.65 0
Joint Venture $1,433.00 4.84 $1,432.65 0
Marketing Resources $286.00 0.97 $0.00 0
Opportunity Marketing $1,719.00 5.8 $0.00 0
Paid Media $12,999.00 43.89 $11,006.53 0
Marketing Personnel $2,292.00 7.74 $0.00 0
Travel/Trade Shows $573.00 1.93 $1,415.04 0
Visitor Services $1,719.00 5.8 $1,462.13 0
X/IVeb_site Development (Online, Website, $933.00 3.15 $2.500.00 0
obile)
$29,618.00 100.00 $28,285.60

Narrative Evaluation




Fiscal Year 2024 marked significant achievements for the Glendive DMO, providing valuable insights and setting the
stage for future growth. Despite challenges like road construction and temporary closures, our efforts to promote
Glendive’s attractions, events, and unique experiences successfully drove visitation, enhanced our digital presence,
and established a strong foundation for the future.

Our marketing focus centered on positioning Glendive as a unique destination, with Makoshika State Park at the heart
of our tourism strategy. Recognizing its importance as a leading driver of visitation and hotel stays, we printed trail
maps to be distributed at both the Chamber Visitor Center and the Makoshika State Park Visitor Center, helping
tourists navigate and fully appreciate the park. Nearly all our advertising campaigns highlighted Makoshika,
emphasizing its pivotal role in attracting travelers.

In collaboration with Windfall, we launched our primary marketing campaign, "The Glendive 5," which promotes five
key reasons to visit Glendive: Makoshika State Park, the Yellowstone River, Dinosaur Digs, Short Pines OHV, and Art,
Museums, and History. These themes were seamlessly integrated across print advertising, social media, and window
displays at the downtown Chamber building. This cohesive branding ensured Glendive remained top of mind for both
locals and prospective visitors.

This year, we also partnered with Datafy, a SaaS and Ad Tech platform, to gather data analytics that will shape our
future marketing strategies. We ran an ad campaign from September 29 to October 29, 2023, targeting late summer
and early fall travelers. Although the campaign was short, it provided valuable data on visitor spending patterns, travel
origins, and the effectiveness of our targeted advertising. These insights are already helping us refine our approach to
ensure future campaigns reach the right audiences and deliver optimal results.

In addition to traditional marketing, we’ve worked to strengthen our digital footprint. Since launching the Discover
Glendive website, we've made regular updates to improve its functionality and user experience, transforming it into a
comprehensive resource for trip planning. At the same time, we’ve been growing our social media following, which has
helped us engage more effectively with a broader audience. Through our website and social media, our DMO actively
promotes large-scale events that draw visitors to Glendive, such as the Makoshika Basketball Tournament, the
Journey to the Badlands Triathlon, Buzzard Days, and the Dawson County Fair, among others.

The DMO also completed several impactful projects to enhance the visitor experience and elevate Glendive’s appeal.
The updated Chamber building downtown now features large-scale photographs showcasing Glendive’s attractions,
along with a wayfinding window to provide additional information to visitors. We also redesigned and updated the
Discover Glendive brochures, ensuring they reflect our brand and highlight the unique experiences available in the
community. These brochures are key tools for connecting with visitors and showcasing everything Glendive has to
offer.

Through strategic marketing, event support, and partnerships, our DMO has successfully increased awareness of
Glendive, driving visitation and surpassing our hotel stay goal for Fiscal Year 2024. The positive growth in bed tax
collections reflects the community's collective efforts and the appeal of Glendive as a destination for outdoor
recreation, history, and memorable events. By continuing to emphasize key attractions like Makoshika State Park,
fostering partnerships with organizations like the Dawson County Airport and Visit Southeast Montana, and supporting
local events, our DMO remains committed to enhancing Glendive’s reputation as a must-visit destination in Eastern
Montana. Fiscal Year 2024 has set the stage for continued growth and success.
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