
UPDATE

SEPTEMBER 2026



EXECUTIVE SUMMARY
SEPTEMBER 2026

OVERALL READ
BELGRADE’S VISITOR BASE CONTINUES TO GROW, WITH OVERNIGHT VISITATION OUTPACING OVERALL 

TRIP GROWTH. THE BASECAMP STRATEGY IS GAINING TRACTION; THE NEXT OPPORTUNITY IS 

CONVERTING THAT GROWING VISITOR VOLUME INTO LONGER STAYS, MORE SPENDING AND STRONGER 

YEAR-ROUND HOTEL DEMAND.

WHAT’S WORKING WELL
• OVERNIGHT TRIPS ARE UP 12.6%, REACHING 320,000 OVER THE LAST 12 MONTHS. 

• AVERAGE MONTHLY OVERNIGHT VISITORS ARE UP 23.4% TO 16,500. 

• VISIT NIGHTS ARE UP 11.7% TO NEARLY 591,000. 

• AUGUST MAINTAINED STRONG WEBSITE TRAFFIC WITH 10,259 SESSIONS AND 9,066 USERS. 

• PAID MEDIA EXPANDED SOCIAL REACH: 72K INSTAGRAM VIEWS AND 184K FACEBOOK VIEWS IN THE 

LAST 30 DAYS. 

• BLOG CONTENT CONTINUES TO PERFORM STRONGLY IN SEARCH, WITH 5,916 TOTAL VIEWS AND 4,183 

ACTIVE VISITORS.

WHAT NEEDS ATTENTION
• AVERAGE TRIP DURATION IS 2.8 DAYS, DOWN 0.7% YEAR OVER YEAR. 

• 65% OF OVERNIGHT TRIPS ARE STILL ONE-NIGHT STAYS, LEAVING SIGNIFICANT OPPORTUNITY TO 

EXTEND STAYS. 

• REGIONAL LODGING SUPPLY REMAINS HIGHLY COMPETITIVE, WITH GALLATIN VALLEY HOTEL ROOM 

INVENTORY UP 42% (SINCE JAN 2023) AND ADDITIONAL ROOMS STILL UNDER CONSTRUCTION. 

• EMAIL REMAINS A SMALL OWNED AUDIENCE AT 235 CONTACTS, MAKING LIST GROWTH AN IMPORTANT 

FY27 PRIORITY. 

• CONTINUE CONVERTING PAID REACH AND WEBSITE TRAFFIC INTO MEASURABLE OVERNIGHT DEMAND 

AND VISITOR SPENDING. 
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WHAT TO EXPECT OVER THE NEXT 3 MONTHS
• LAUNCH WINTER DEMAND-GENERATION CAMPAIGNS BUILT AROUND BELGRADE’S BASECAMP 

POSITION. 

• TARGET IN-STATE TRAVELERS FLYING THROUGH BZN AND ENCOURAGE PRE- OR POST-FLIGHT STAYS 

IN BELGRADE. 

• TARGET REGIONAL TRAVELERS LOOKING FOR A CONVENIENT BASECAMP FOR WINTER RECREATION 

THROUGHOUT SOUTHWEST MONTANA. 

• USE HIGH-PERFORMING BLOGS AND TRAVEL CONTENT MORE AGGRESSIVELY IN PAID MEDIA. 

• MOVE THE VISITOR GUIDE FROM PRODUCTION INTO DISTRIBUTION AND TRIP-PLANNING USE. 

• BUILD NEW WINTER PHOTOGRAPHY AND CREATIVE ASSETS TO STRENGTHEN SEASONAL POSITIONING. 

• PRIORITIZE EMAIL-LIST GROWTH AND FIRST-PARTY AUDIENCE DEVELOPMENT. 

• CLOSELY MONITOR OCCUPANCY, ADR, VISITOR SPENDING AND LENGTH OF STAY AS WINTER DEMAND 

DEVELOPS.

BOTTOM LINE
BELGRADE NO LONGER NEEDS TO PROVE THAT TRAVELERS WILL USE IT AS A BASECAMP. THE VISITATION 

DATA SHOWS THEY ALREADY ARE.

OVERNIGHT TRIPS, VISITORS AND VISIT NIGHTS ARE ALL GROWING. THE NEXT PHASE IS TO INCREASE THE 

VALUE OF THAT VISITATION BY ENCOURAGING TRAVELERS TO STAY LONGER, SPEND MORE AND CHOOSE 

BELGRADE THROUGHOUT THE YEAR—NOT JUST DURING PEAK SUMMER TRAVEL.

WINTER IS THE NEXT OPPORTUNITY TO PUT THAT STRATEGY TO WORK AT SCALE.



WEBSITE TRAFFIC



WEBSITE TRAFFIC
SINCE OCTOBER 1, 2025



PAGE VIEWS
SINCE OCTOBER 1, 2025



WEBSITE VISITOR LOCATION
SINCE OCTOBER 1, 2025



SEARCH TRAFFIC
SINCE OCTOBER 1, 2025



TRAFFIC BY SOURCE
SINCE OCTOBER 1, 2025



OUTBOUND CLICKS BY SOURCE
SINCE OCTOBER 1, 2025



SOCIAL MEDIA
LAST 30 DAYS

INSTAGRAM

• 72K TOTAL VIEWS 

• 424 INTERACTIONS

• +73 NET FOLLOWERS

• 804 TOTAL FOLLOWERS

• KEY INSIGHT: SEEING GREAT REACH 

THROUGH PAID ADS

• PAID ALSO LED TO MORE 

INTERACTIONS AND BIGGER 

FOLLOWER GROWTH

FACEBOOK

• 184K TOTAL VIEWS

• 4.6K ENGAGEMENTS 

• 477 FOLLOWERS (+20)

• PAID ADS RAN THROUGH END OF 

AUGUST & DROVE THE LARGE REACH

@VISITBELGRADEMT

FACEBOOK.COM/VISITBELGRADE.MT



CURRENT UPDATES



CURRENT UPDATES

CAMPAIGN PROGRESS

• BUILDING WINTER ASSETS

• WORKING WITH VENDORS ON PAID 

AD STRATEGY

• BUILDING A IN-STATE CAMPAIGN 

FOCUSED ON FLYING OUT OF 

BOZEMAN & A REGIONAL CAMPAIGN 

FOCUSED ON USING BELGRADE AS 

YOUR BASECAMP TO WINTER 

ACTIVITIES AROUND THE AREA

• TRAVEL GUIDE CONTENT, 

GRAPHICS, IMAGES ALL COMPLETE. 

WAITING ON LAYOUT PROOFS

• FINALIZING FY27 BUDGET & 

MARKETING PLAN – ONGOING 

THROUGH FY27

• PLANNING WINTER PHOTOSHOOTS



CURRENT UPDATES

BLOGS

• 22 BLOGS PUBLISHED

• 5,916 TOTAL BLOG VIEWS

• BLOG PAGES VERY STRONG IN 

SEARCH RESULTS. 

• GOING TO LEVERAGE CONTENT ON 

PAID SOCIAL MORE THIS WINTER

• 4,183 TOTAL ACTIVE VISITORS

TOP BLOGS – LAST 30 DAYS

1. FALL EVENTS IN BELGRADE

2. BELGRADE SUMMER NIGHTS

3. AIRPORTS NEAR YELLOWSTONE

4. SMALL TOWN MONTANA

5. THINGS TO DO IN MONTANA

6. BLOG LISTING PAGE

7. PLACES TO EAT IN BELGRADE

8. BELGRADE BARS & BREWERIES

9. SUMMER DAYTRIPS

10. WHERE TO STAY FOR MSU GAMES



CURRENT UPDATES

EMAIL MARKETING – LAST 3 MONTHS

• 601 EMAILS SENT

• AVERAGE OPEN RATE – 29.97%

• CLICK-THROUGH RATE – 10.78%

• AS WE GROW THIS LIST, OPEN 

RATES WILL CONTINUE TO SLIDE.

• THE INDUSTRY BENCHMARK IS 17%

• CONTACT GROWTH IS GOING TO BE 

A POINT OF EMPHASIS IN FY27

EMAIL MARKETING - OVERALL

• 30.6% AVERAGE OPEN RATE

• 10.4% CLICK-THROUGH RATE

• 235 CONTACTS IN OUR LIST



CURRENT UPDATES

TRAVEL GUIDE

• SUBMITTED ALL ARTICLES, IMAGES, & 

BUSINESS LISTINGS, MAP GRAHPICS

• LUNAR COW IS CURRENTLY DOING THE 

COMPLETE LAYOUT

• SPRING, SUMMER, FALL, WINTER

• BASECAMP IN BELGRADE

• YELLOWSTONE STARTS & ENDS 

HERE

• BEYOND YELLOWSTONE

• 36 HOURS IN BELGRADE

• DOWNTOWN BELGRADE

• EATING & DRINKING IN BELGRADE

• OUTDOOR ADVENTURES CLOSE 

TO TOWN

• BELGRADE WELCOMES THE 

WHOLE FAMILY



VISITATION DATA



OVERNIGHT VISITATION
LAST 12 MONTHS - THROUGH AUGUST



OVERNIGHT VISITATION
LAST 12 MONTHS - THROUGH JULY



OVERNIGHT VISITATION COMPARISION
LAST 12 MONTHS - THROUGH AUGUST



LODGING REPORT



HOTEL SUPPLY GROWTH
THROUGH JULY

+42%



HOTEL DEMAND
LAST 12 MONTHS



DEMAND GROWTH OVERTIME
LAST 10 YEARS



HOTEL SUPPLY
LAST 12 MONTHS



BELGRADE OCCUPANCY
LAST 12 MONTHS



SUPPLY vs.  OCCUPANCY
LAST 12 MONTHS



OCCUPANCY COMPARISON
LAST 12 MONTHS



ADR COMPARISON
LAST 12 MONTHS



SUPPLY/DEMAND CHANGE COMPARISON
LAST 12 MONTHS



FY27 STRATEGY



FY27 STRATEGY
ANNUALLY
• WARM & COLD SEASON CAMPAIGNS

• CAMPAIGN PLANNING/STRATEGY

• CONTENT - CAMPAIGN MESSAGING

• CREATIVE - CREATIVE ASSETS
• DIGITAL - PAID MEDIA STRATEGY & PLACEMENT

• WEB - LANDING PAGE DEVELOPMENT

MONTHLY
• PROJECT MANAGEMENT

• PROJECT/TASK MANAGEMENT

• MEETINGS & CLIENT COMMUNICATIONS
• REPORTING & ANALYSIS

• SOCIAL MEDIA

• 2–4 POSTS/WEEK OR 8-10 POSTS/MONTH (FACEBOOK, 
INSTAGRAM, PINTEREST)

• 2 VIDEO/REEL ASSETS A MONTH

• FOLLOWER GROWTH STRATEGIES
• CONTINUED COLLABORATION EXPLORATION

• CONTENT

• 2 BLOG PER MONTH
• UPDATES TO PAST BLOGS

• 2 EMAILS PER MONTH 

• 1 ITINERARY PER QUARTER
• DIGITAL MARKETING 

• ONGOING CAMPAIGN MANAGEMENT 

• SEO MONITORING AND MAINTENANCE
• OWNED CONTACT GROWTH STRATEGIES

• WEB MANAGEMENT/SUPPORT

• ONGOING CONTENT UPDATES
• CREATIVE

• ONGOING CREATIVE NEEDS OUTSIDE OF CAMPAIGNS

• PHOTOS & VIDEOS
• PHOTO & VIDEO SHOOT PLANNING

• QUARTERLY PHOTOSHOOTS

• LOCATION PLANNING & PERMITTING AS NEEDED



WEBSITE ENHANCEMENTS
BUSINESS LISTINGS
• BUILD OUT PAGES FOR EACH BUSINESS ON THE SITE
• ADS URLs FOR SEARCH ENGINES TO CRAWL

• PROVIDES AN ENHANCED LISTING WITH LOGOS AND PHOTOS 

FOR EACH BUSINESS



MEDIA MIX
FY27

*

*



PHOTOS & VIDEOS
FY27

PHOTOS

• OUTDOOR/ACTIVITY FOCUSED

• SKIING, HIKING, 

• WINTER SCENERY– SUMMER SCENERY

• POTENTIAL YELLOWSTONE WINTER 

ACTIVITIES

VIDEO

• CAPTURE B-ROLL

• VIDEO USES

• DESTINATION COMMERCIAL

• CONNECTED TV (STREAMING TV)

• YOUTUBE PREROLL

• SOCIAL MEDIA

• REELS



THANK YOU
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