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Overview

This document is presented in two parts.

PART 1:

The first part of this document is a marketing plan for the tram project. The plan is set up
for a 5-year period. Without a planned effort to market the tram, the numbers provided in
the second section of this report cannot be obtained.

PART 2:

The second part of the study provides ridership estimation for the tram in Butte, Montana.
The purpose of the study was to estimate and project the potential numbers of people who
would ride the tram over a 10-year period. An estimation of the number of riders is based
on weather patterns, other trams, local and regional support, and traffic patterns at other
Montana attractions. The estimation is presented for two scenarios. One scenario
provides for an on-off ramp from I-15 directly to the base of the tram and frontage road
access to Butte while the second scenario is based upon access to the tram through Butte
and no direct on-off interstate access. The marketing plan was developed to attract the
number of riders needed to achieve the realistic scenario of the estimated ridership
numbers. Without the inclusion of the marketing plan, the estimated numbers of riders
would not be attained.






Part 1: The Marketing Plan
Introduction

In 1985 a project that began as one man’s vision of a tribute based upon a promise
evolved into a 90-foot statue on the top of the Continental Divide looking over Butte,
Montana. The statue was constructed entirely by volunteers using donated materials or
materials that were sold to them at greatly reduced prices. This statue is in the likeness of
Mary the Mother of Jesus and stands at an elevation of over 8,000 feet. Along with its
rich mining history, the statue has become one of the identifying trademarks of Butte.

The statue along with her associated non-profit foundation is named Our Lady of the
Rockies (OLR).

Although the project began in 1979, the statue was not placed onto her mountain pedestal
until 1985. Since that time, a chapel, memorial to women and mothers including a wall
of plaques, and rows of memorial trees have been added to the site where the Our Lady of
the Rockies statue stands. In addition, the road originally constructed to gain access to
the statue is now utilized for bus tours. These bus tours are operated by the OLR
foundation. Passage can be obtained at the OLR gift shop and information center at the
entrance to the shopping mall on Harrison Avenue.

The OLR foundation is currently considering a proposed project to construct an aerial
tram that would run from the base of the mountain up to the statue. This 5-year marketing
plan was designed specifically to address the development of a tram and the marketing
issues associated with such a project.

Our Lady of the Rockies Foundation

The OLR foundation is a non-profit group formed and maintained to oversee the
continued maintenance and development of the OLR statue and all of the related
activities associated with the statue. The foundation operates the site where the statue
stands, and gift shop/information centers at two different locations in Butte. The first
location is the small space allocated to the foundation at the entrance of the shopping
mall on Harrison Avenue. The second location is on North Main in the downtown
district, and is a much larger space in an old building that formerly housed a church.

While the foundation has proposed the project of constructing an aerial tram to the OLR
statue, the members would like to maintain the current objectives of both the foundation
and the statue. These objectives include but are not limited to:

¢ Promote the statue as a non-denominational entity.

¢ Continue to utilize volunteers to assist in every possible aspect of
the current and future operations associated with the statue and
foundation.

¢ Expand and maintain the memorial to women and especially
mothers located at the base of the chapel.



¢ Provide a unique location for weddings and vow renewals at the
chapel.

¢ Provide access to the statue and related activities on the site to as
many people as possible.

¢ Return to the community any substantial profits that the foundation
accrues from the tourism related activities with the statue.

¢ Remain and provide a positive symbol for both Butte and Montana.

All development and resulting marketing need to both address and adhere to these
objectives. Therefore, this plan was designed with those objectives being the main
priority and constraining factors.

\ o ¢

Strengths, Weaknesses, Opportunities, and Threats of The Our
Lady of the Rockies Statue, Foundation, and Proposed Tram

Internal Strengths and Weaknesses

Research and Development

Strengths:

e The research on the cost and challenges of constructing
the tram have been thorough; including working with
highway officials, private citizens and groups regarding
land parcels, and the several visits with the tram
engineers and salesmen.

Weaknesses:

e Historical demographic data on people who visit the OLR
mall site and take the bus trip is unavailable.

e Several sites are being considered for the tram base,
however one decisive site has not been chosen. In
addition, access to each of the base sites has been
researched and discussed with necessary parties, but
nothing definite has been confirmed on either of the tram
base scenarios.

e The lack of a long range or strategic plan, which would
guide all the development of the tram site has not been
facilitated and written.




Staff Expertise

Strengths:

Weaknesses:

Facilities

Strengths:

Weaknesses:

There is an established base of volunteers with extensive
knowledge of the OLR statue and foundation.

Many of the Butte residents originally involved in the statue
construction are still involved in the foundation and the tram
project and this contributes to the institutional knowledge of
the foundation.

Members of the OLR board bring knowledge and expertise
from varied professional backgrounds including business
and construction practices.

There is a lack of cohesiveness among foundation members
regarding the tram project and future developments to both
the base of the tram and the site where the statue and
chapel stand.

Operating the tram will require full and part time employees
and the OLR currently and historically has relied upon
volunteer labor. Thus, a management framework and
structure will need to be established along with policies and
procedures for employees.

The OLR headquarters on North Main and the gift
shop/information center at the shopping mall on Harrison
Avenue are established locations to obtain information.

The chapel on top of the mountain offers a unique setting for
services such as weddings and vow renewals, in addition to
housing the memorial.

The two permanent restrooms near the statue on top of the
mountain provide a much-needed service to visitors.

The locations at the mall and on North Main will not be within
close proximity to the tram site. Therefore, a gift shop and
information/interpretive center will need to be constructed at
the tram location.

There are currently no facilities at the top of the mountain for
food/beverage concession(s).

The chapel is not completed enough to be mass marketable
as a place for weddings and vow renewals. The floor tile



has not been installed, patio chairs serve as the seating and
will need to be replaced, the memorial at the base needs to
be completed, and debris from construction will need to be
cleaned up and removed.

e The tram project site includes both the mountaintop area
where the statue stands and the area where the base of the
tram would be constructed. Developments to the
mountaintop are restricted by several factors including
infrastructure necessities such as power, water, and
sewage. The base developments are less restricted by
infrastructure issues but are limited to the land parcel
allotted for the tram base.

e The restroom facilities at the top have limited space and
OLR has to bring up portable restrooms each summer. In
addition, the permanent restrooms lack running water,
light, and regular cleanings and touch-ups.

o The safety of the passengers and employees who will be
riding and operating the tram will need to be a priority.
The tram will need continued maintenance and repair.
This requires the employment of qualified maintenance
personnel as well as regular inspections of the entire
operation.

e Tram safety arose as a concern from the Butte resident
survey and is a serious consideration for many people.

e The experience of crossing the Continental Divide 12 times,
and the stories told while taking the bus trip will be lost in a
7-minute tram ride.

Financial Position

Strengths:

e Money from donations and the bus tours have been able to
sustain the foundation up until this point and will continue to
serve a vital role in the tram project.

e The financing for the tram has been thoroughly researched
and established by the OLR foundation.

Weaknesses:

e The tram will have to generate enough financial income to
support the upkeep of the facilities, the salaries of employees,
and the payments on the loans used to finance the project.

e Financing for the highway ramps has been researched but not
definitely established.

e The tram project is the largest financial project the foundation
has ever proposed. A large capital investment such as this
requires the organization to carefully consider the financial
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impacts to both the foundation and the community of Butte. If
the proposed tram is not marketed, priced, and developed
properly the financial burden could devastate the OLR
foundation.

Product and Image

Strengths:

Weaknesses:

e The opportunity to ride a tram up the Continental Divide is a
special experience in itself.

e There is the unique experience of standing next to a 90-foot
statue constructed entirely by Butte residents on top of the
Continental Divide.

e The opportunity to exchange or renew vows in a mountain
top chapel with a 360 degree view of the surrounding
scenery offers a special wedding experience for the bride
and groom and their families.

e The memorial to women and especially mothers that allows
people to have deceased family member's names placed on
a memorial wall is a rare chance for people to pay tribute to
the women they love.

e The story of how the statue was conceived and then
constructed which includes the footage of the statue being
lifted into place is as important as the statue.

e The OLR is a non-profit organization. Therefore, any
developments including the tram and the results of that
project should reflect the integrity of a non-profit
organization.

¢ The religious symbolism associated and conveyed through
current marketing and gift shop items could turn away
potential riders who are offended by the symbolism or who
feel uncomfortable with the religious association.

¢ Gift shop items are currently associated with the Catholic
Church and will not appeal to every ethnic and cultural
background. in addition, the products are currently targeted
at a very narrow consumer market.

¢ One of the selling points for the tram would be the
opportunity to be on top of the continental Divide, which for
tourists traveling west on 1-90 or south on [-15 is an
experience they already had driving over the pass.

1



Product Awareness

Strengths:

Weaknesses:

There is currently total awareness of the statue itself within
the community of Butte and communities immediately
surrounding Butte.

There was an article placed on the CatholiCity website that
resulted in some attention from people who visit that
website.

The attention derived from the construction of the tram could
be utilized to tell the story of the statue and the foundation
creating additional interest in the project. The story could be
told both through media coverage and the Internet.

The awareness of the statue does not appear to extend very
far past Butte and the surrounding communities.

The statue is difficult to see due to its color and weather
patterns in the Butte area.

Travelers on Interstates 15 and 90 may see the statue but
be unaware as to what it is.

Other Strengths/Weaknesses

Strengths:

Weaknesses:

The OLR foundation has a good working relationship with
local businesses and public officials.

Based on the residential survey, Butte residents are aware
of and support the statue and the proposed tram project.
The foundation currently prints color brochures about the
statue and places them in tourist locations throughout Butte.

The lack of direct access to USFS trails other than expert
level hiking and biking makes marketing to those interested
groups difficult. In addition, hikers and mountain bikers on
the USFS lands already have ready access to these lands
via roads on the opposite side of the mountain to the tram.
Research and information on women and mother market,
and wedding/vow renewal market is limited. Marketing to

those groups would be challenging.
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External Opportunities and Threats

Competitor Review

Two types of competition could be considered. First, other trams operated in other areas
of the country. In reality, however, the second type of competition is more important for
the Butte tram project to consider. The second type of competition comes from other
area/Montana attractions that compete for the nonresidents’ travel dollars, and the
residents’ discretionary time and income. We focus our attention primarily on the second
type of competition here. Interested readers are referred to the Appendix A for an
overview of the marketing of trams in other areas of the country.

Opportunities:

Threats:

The chapel provides a unique setting for weddings and vow
renewals. Thus, the opportunity to market the wedding
experience to Montana residents and possibly nonresidents
exists.

There is currently no other attraction in Montana or the
surrounding states that offers an experience similar to the
one that would be offered by the proposed Butte tram.
Co-operative marketing with other well established Montana
attractions would be an efficient way to attract riders. This
includes other attractions in Butte such as the Copper King
Mansion and the Mining Museum.

The other attractions in Montana could benefit from the
attention derived from the tram construction, and would
therefore be interested in promoting the tram project.
Opportunities to create vacation packages with other
attractions could be explored. For instance, tourists could
purchase a punch card that provides admission to several
attractions for one price. This is a similar idea to the card
sold by the National Park Service known as the Golden
Eagle Card, which allows a family one-year’s worth of
admission to various parks for an initial fee.

Tourists may have a limited budget of free time and monetary
funds and these could be taken by other attractions along their
route. For instance, tourists traveling west on 1-90 may have
already stopped at the Museum of the Rockies in Bozeman or
the Lewis and Clark caverns, and tourists traveling east may
have stopped at the Bison Range or Grant Kohrs Ranch.
Travelers on 1-15 may be pulled to the Gates of the Mountains
instead of the tram.
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e Pricing of tram rides should be competitive with other
Montana attractions and should not exceed the price range
set forth by these other attractions. Too high of a price
point will turn away visitors no matter how unique the
experience.

Traffic Projections

Opportunities:
e Current trends in traffic patterns show an annual increase of
2% in nonresident travelers through Montana.
e This annual increase of 2% creates a market of potential
riders who have not ridden the tram before.
Threats:
¢ |f this annual increase drops, the number of potential new
riders for the tram will suffer,
e If road repair and/or construction projects occur on either I-
15 or 1-90, it could be detrimental to tram ridership, because
some people will not want to navigate through a construction
zone in order to reach the tram.
Other Stakeholders

Other stakeholders affected by the construction of a tram would include the residents of
Butte, the local business owners in Butte, and private landowners who own the parcels
surrounding the proposed tram site.

Opportunities:

¢ The impacts to the other stakeholders could include increased
economic benefit from the construction and operation of the tram.
These impacts could take the form of increased business for local gas
stations, gift shops, restaurants, and hotels in Butte. The Mining
Museum, Copper King Mansion, and the Dumas House could also
experience an increase in visitors if tram riders decide to spend some
time in Butte.

Threats:
e The aesthetic value of the mountain face will change with the

construction of a tram. Although the tram may only affect a portion of
the mountain view from the city of Butte, it will still have an impact.

14



During the resident survey conducted for the ridership study, concerns
arose about the extent of changes that would occur to the mountain
face.

e There are several potential environmental impacts from the tram
operation. The mountain will need to be blasted and drilled in order to
construct and support the tram and the towers that support the tram
cables. The construction of a restaurant, gift shop, and interpretive
center will require utilities and sewage be installed at least at the base
of the tram, but could potentially need to be installed on the
mountaintop as well. There will also be impacts to the mountaintop
from an increased number of people at the top of the mountain, which
could disturb the fauna and flora of that area. Finally, there is the
potential to increase traffic on the already congested Harrison Avenue
strip, which will create safety and pollution hazards from vehicles. This
increased traffic flow could also prevent locals from utilizing that road
due to the congestion, which could hurt the businesses on Harrison
including the shopping mall.

s A tram construction and the subsequent attraction of visitors might
affect recreational values of the mountain to Butte and surrounding
area residents. Current local recreation users may choose to go
elsewhere because of the increase of cars and people to the area.

Prioritization of the Strength, Weaknesses, Opportunities, and Threats
Findings: Internal and External

= The proposed tram would be a unique opportunity for visitors.

= The story of the statue and the foundation are a key component of the experience.

= The historical knowledge possessed by many of the foundation members, including
those that have been with the project since the beginning, is important to record and
maintain.

= Co-operative marketing with other Montana attractions is crucial to attracting visitors
to the proposed tram.

= Revision of the foundation website is necessary prior to engaging in a major
development such as the tram project.

* The future of the foundation and its public image will need to be reviewed and
decided upon prior to deciding if the tram project is feasible.

» The financial obligation of the proposed tram is the largest one the foundation has
ever undertaken. Therefore, the need to operate an attraction that generates
substantial funds changes the current structure under which the foundation operates.

* Vehicle estimates from the Montana Department of Transportation and surveys done
by the Institute for Tourism and Recreation Research indicate a large volume of
travelers pass through the Butte area. Thus, a large potential market exists.
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Customer Review

Designing an effective marketing plan requires a thorough understanding of the various
types of customers who would ride the tram, and the various reasons for riding. Table 1
provides an overview of the various customer groups, why they would ride the tram,
desired amenities each group would expect, and potential concerns.

Table 1: Customer Review

. Target What Tram | Related/Desired Potentiai
Market Offers Amenities Concerns
%* View
Family/ % Memorial to » Restaurant > Price_
Friends Women/Mothers | P Restrooms = Activities for
% Tram Ride » Gift Shop children
» Mining education | = Safety
displays
» Education/
Interpretive
Displays on statue
and tram
History % Mining Viewing | » Mining = Religious
Buffs % Butte History interpretation overtone to the
% Montana History displays statue
% History of the P Displays/handout | & Historical
American West s explaining accuracy
Berkeley Pit 2 Safety
» Story of the
statue
» Educational
display of Butte
history
» Photographs of
Butte before
mining
» Mineral display
Hang- * View » Restrooms = Safety
lid % Quick accessto | P Rack for =» Discounted price
gliaers launch site hanggliders on for multiple trips
tram
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Table 1: Customer Review Continued

Target What Tram Related/Desired Potentiai
Market Offers Amenities Concerns
Wedding % Chapel » Discounted group | = Catholic
% View rate symbolism of the
% \ow renewals » Nearby reception statue
facilities = No facilities for a
» Wedding reception at the
coordinator tram/statue
» Privacy location
» Non- = Large wedding
denominational party fitting into
facilities the chapel
=» Other tram riders
interfering with
privacy
Hiking/ % Access » Developed trails | =» Lack of
o % Delmoe Lake » Maps of trails developed trails
Biking % USFS and BLM » Bike rack on tram to the USFS and
lands BLM lands
= Price
=» Crowded areas
Religious * “Mary Motherof | B Story of why the | =® Non-religious
Jesus” Statue statue is in the visitors interfering
% See statue up close likeness of Mary with their
% Memorial to » Educational experience
Women and display/handouts | ¥ Safety
Mothers =» Defamation to

on history and
construction of
the statue

» Chance to place
a rosary inside
the statue

» Opportunity to
pray in the
chapel

the symbolism
attached with a
statue of Mary
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Customer Review:

Opportunities:

e The wide variety of experiences the tram can offer allows for the attraction of
a vast consumer base, the demographics of which could be any age group,
religious background, physical fitness level, and traveling group type.

e During months of low nonresident tourism traffic, the tram could be more
heavily marketed to the local consumers.

e The placing of a loved-one’s name on the memorial wall or the purchase of a
living memorial could bring visitors back for return trips to see the memorial.

e The potential wedding and vow renewal opportunities could also attract repeat
visitors who want to re-visit the site for personal significance.

Threats:

e People may ride the tram once and never return, especially after the novelty of
the tram wears off. Therefore, the attraction should continually be improved
and developed while the marketing of those attractions should be continually
reviewed and updated.

Profile of Potential Tram Riders

The proposed tram site and the city of Butte are located at the crossing of Interstates 15
and 90 which presents a unique opportunity to draw tourists off of both Interstates.
Therefore, analysis of the nonresidential traffic patterns is an essential piece to the
potential ridership of the Butte tram.

A special analysis of data collection by the Institute for Tourism and Recreation Research
for nonresident visitors to Montana was conducted on people who drove through and/or
stayed overnight in Butte (see Institute for Tourism and Recreation Research Report #51,
www.Forestry.umt.edw/itrr for all Montana visitors).

The data used for this analysis came from a survey of nonresidents at gas stations, rest
stops, and airports conducted by the Institute for Tourism and Recreation Research. Of
the 4,335 respondents who drew their travel route on the map included with the
questionnaire, 33% drove through Butte and 6% stayed overnight in Butte. The average
group size of those surveyed was 2.6 for those who drove through Butte and 2.7 for those
who stayed in Butte.

The following is a profile of nonresident visitors who drove through and/or stayed in
Butte. These characteristics represent Montana descriptors. For example, on recreation
participation, which is the last table, of the people who stayed in Butte, 40 percent would
watch wildlife while in Montana.
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Of the respondents that reported staying the night in Butte 80% spent only one night,
10% spent two nights, and 10% spent more than two nights in Butte.

The majority of Respondents who stay in Butte report 6 states/provinces as their place of

residence:

Washington
California
Colorado
Minnesota

* & 6 6 o o

Oregon

Table 2: Characteristics of Nonresident Visitors to the Butte Area

Alberta, Canada

Attraction of M(.)nta.na as Vacation Stayed in Butte Drove Through
Destination
Yellowstone National Park 26% 20%
Glacier National Park 21% 36%
Mountains 10% 14%

Type of Traveling Group Stayed in Butte Drove Through
Couple 34% 40%
Family 39% 36%
Alone 17% 15%
Friends 6% 7%
Family and Friends 3% 2%
Business Associates 2% 0.4%
Purpose of Trip to Montana Stayed in Butte Drove Through
Vacation 45% 44%
Passing Through 30% 31%

Visit Family/Friends 14% 16%

Business 7% 4%

Flexibility of Plans Stayed in Butte Drove Through

All planned ahead 20% 18%

Most planned ahead 23% 27%

Some place, flexible 22% 18%

Few places, quite flexible 22% 22%

No plans, very flexible 13% 15%
Sources of I.n.f({rmation Used Prior to Stayed in Butte Drove Through

Visiting Montana

None of the sources 34% 37%

AAA 37% 35%

Travel Guide Book 23% 23%

National Park Brochures 16% 19%

Montana Travel Planner 11% 14%

1-800 State Travel Number 9% 8%
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Information from private business 8% 8%

Chamber or Visitor Bureau 8% 7%

Internet Travel Information 6% 5%
Most Useful Sources of Information .

Used Prior to Visiting Montana Stayed in Butte Drove Through
AAA 44% 43%
Travel Guide Book 19% 18%
Information from private business 9% 5%
Chamber or Visitor Bureau 7% 5%
Montana Travel Planner 7% 11%
1-800 State Travel Number 7% 4%
National Park Brochures 4% 10%

Sources of Information used while in Stayed in Butte Drove Through

Montana
Person in Motel, Gas Station, Restaurant 41% 37%
Highway Information Signs 40% 42%
Brochure Rack 36% 34%
Person in Visitor Information Center 30% 29%
None of the sources 18% 22%
Other 18% - 17%
Business Billboards 12% 14%

Most H::l;i;uvlvigllérize;i);'nlgi;(l);matlon Stayed in Butte Drove Through
Person in Motel, Gas Station, Restaurant 23% 20%
Highway Information Signs 22% 25%
Person in Visitor Information Center 21% 21%
Brochure Rack 18% 14%
Other 15% 18%
Billboards 1% 3%
Recreation Activity Participation Stayed in Butte Drove Through
Wildlife watching 40% 47%
Historic/interpretive sites 39% 29%
Recreational shopping 33% 29%
Visiting museums 28% 22%
Nature photography 27% 35%
Visiting family/friends 27% 37%

Day hiking 27% 33%
Age Ranges of Visitors Stayed in Butte Drove Through
Males: Females: | Males: | Females:
0-17 23% 19% 19% 19%
18-29 9% 8% 12% 8%
30-49 27% 32% 29% 32%
50-64 22% 25% 25% 25%
65+ 20% 15% 15% 15% |
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Summary of the Potential Nonresident Tram Rider Data

The previous tables detail data collected from the surveys conducted by the Institute for
Tourism and Recreation Research, the University of Montana. This information was
designed to help Montana businesses understand the travelers through Montana. The

following is a summary of information from the previous tables pertinent to nonresidents
in the Butte area.

=» Close to half of the nonresident travelers through Butte visit either Yellowstone or
Glacier National Parks.

=» The majority of travelers are couples or families.

=» Almost half of the travelers through the Butte area are on vacation and have some
flexibility in their travel plans.

=» [f an information source was used prior to their trip, most people used AAA. In
addition, travelers find the AAA to be the most useful source of information.

=» While travelers are in Montana they rely on employees in motels, gas stations, and
restaurants for information.

=» People who visit Montana and come through Butte are looking for wildlife watching,
historic sites, and recreational shopping.

ke g
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Targeting Strategies

Customer Analysis

There is currently very limited information on the demographics of the visitors to the
statue via the bus trip. Therefore, the information available on travelers through the area
of Butte on Interstates 15 and 90 comes from the surveys conducted by the Institute for
Tourism and Recreation Research, the University of Montana.

Target Group:
Nonresident
* i ﬁﬁ Family Vacationers
@ Tour Groups
.A. Yellowstone/Glacier Park Visitors
f j Hiking Enthusiasts
o 2 Manjied Couples
seeking to renew
M their vows
Religious Pilgrimage Seekers
Target Group:
Resident

% Households with visiting family and friends
% Engaged Couples

% Married Couples seeking to re-new vows

% Religious Pilgrimage Seekers

% Hanggliders
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Global Strategy

To attract international travelers the OLR website should be made available

internationally and be kept current to detail the history of the statue and reveal the

progress of the tram operation. Therefore, the website should contain the following:

= A chronological history of the statue and the chapel.

» Up-to-date pictures and images of the tram construction
and subsequent operation.

» A description of the activities available at the tram site
and on top of the mountain.

* A listing of other attractions in Butte, which should also
include facilities like hotels and local restaurants.

= A place to register for memorials and donations.

Positioning Strategy

Riders should expect a safe trip up the face of the mountain to gain a closer perspective
on just how much effort was involved in the construction of the statue.

Positioning of the tram should be relative to the rider. Therefore, all religious
backgrounds, age ranges, and physical abilities should expect an experience they can
enjoy.

Sales Objectives

e The analysis in Part 2:Tram Study details the number of riders at three different levels
the pessimistic, realistic, and optimistic.

e Ifthe OLR just wants to meet the minimum sales objective then the pessimistic
estimation would be sufficient. However, if the OLR wants to meet a more
reasonable expectation they should target a sales objective that reaches the realistic
ridership estimation. Finally, if the OLR wants to excel above either of these
objectives the optimistic estimation should be the goal.

e The foundation will need to decide the price point that will be charged and then
determine the number of riders needed to financially sustain a tram operation.
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Slogan

A slogan is designed to capture the attention of each market group. Therefore, it should
not have a strong connotation that associates it with one singular group. For example, a
slogan that appealed only to the religious pilgrimage seekers would either miss or could
offend members of other market groups. In addition, the slogan should be short, simple,
and easy to remember. The following are examples of potential slogans for the tram that
meet all of these requirements.

“Highway to-the Sky”
T
.

Visual Spiritual

N

Trams & Tral ls

History Women
Mining

BUL TE

Advertising Objective and Strategies

Objective: To increase image, knowledge, awareness, and position.
Strategies: The following table details the advertising strategies.
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Table 3: Advertising Strategies

Marketing Tool Current Proposed
=» OLR website with photo of the = Download faster
Website statue
=» Extremely slow to download = Include tram information
> E;;t:’lgf‘e%f the site are not = Downplay religious symbolism
= No links = Up-to-the minute photos of
=» Strong religious symbolism views from the tram
2 The only way to access the = Reciprocal links with other
website is to specifically Montana websites
search for “Our Lady of the
Rockies"” which restricts the = Story of statue construction
hits on the website to people and photos of the process
who are already familiar with = Hotel and restaurant listings
the statue for Butte
= Links to other attractions in
Butte
= A “counter” to keep track of
the number of hits to the
website
. 2 None = In Butte directing traffic to
Signs tram
= 0n 1-90 and I-15 directing
traffic to tram
: % None = Place billboard on 1-90 and
Billboards one on 115
Radi None = Use for local markets in
adio Missoula, Bozeman, Helena,
and Butte
N > Butte area papers = Use for local markets in
ewspaper Missoula, Bozeman, Helena,
and Butte
Televisi 2 None = Use for local markets in
elevision Missoula, Bozeman, Helena,
and Butte
Brochur > ::Arim;rily used in Western = Hire professional brochure
ochure > or\_ na . service to update the brochure
Solicits donations and and distribute to outlets
memorials

=» Strong religious overtone
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Personal Selling

The following table details the personal selling techniques that the OLR is currently and
could potentially use to promote the tram.

The execution of any selling practices requires a professional employee to do so.

Table 4: Personal Selling

Target Organization Type of Market Group Strategy
Hotels, Gas Stations, % Travelers on 1-90 and Invite employees and
1-15 with some owners from these

Restaurants on 1-90 and
1-.15

flexibility in their travel
plans

establishment to ride the
tram free each year

AAA

% Road Trip Planners

Contact AAA and promote
the tram as a place for
people traveling by vehicle
in Montana

Contact both local and
national AAA offices

Apply for AAA
endorsement

Cooperative Marketing with
other Montana Attractions

% People who visit other
attractions in Butte and/or
along Interstates 90 and
15

Work together with other
attractions such as Lewis
and Clark Caverns or
Gates of the Mountain
Could create special
coupons, rates, passes for
people who visit each
attraction

Sell tickets for other
attractions in a reciprocal
relationship

Become actively involved
in the regional travel
marketing group, Gold
West Country, so the tram
is always highlighted
Work with Travel Montana
to promote the tram in
their literature

Magazine Writers

* Women’s magazines such
as: Women’s Day and
Good Housekeeping

Host familiarization tours
of media to write articles
for the May issues

Tour Bus Operators

% Tour Groups

Attend National Tour
Association to convince
tour buses to stop at tram
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Marketing Communications

Consumer Promotion

e Increase the number of visitors to the statue.

e Offer discount coupons along with the brochures that
assist with family or group prices.

o Work with other attractions in Butte to create a pass
that allows visitors entrance into each facility.

e Cooperate with other Montana attractions to offer
discounts to visitors. For example, distribute special
discount coupons only available to people who visit the
Museum of the Rockies first.

e “Two for one” coupons on special days like Mothers’
Day and the 4" of July.

Public Relations Objective and Tactics

Objective:
To maintain the integrity of the foundation as a non-profit organization that
benefits the community of Butte and Montana.

Tactics:
The following table outlines the suggested public relations tactics.




Table 5: Public Relations

responsive to local/human
interest stories

Public Relations Method Target Group Strategy
* Government Officials Have a grand opening of
Politicians (Governor, % Constituents of the the tram and invite focal
Mayors, Representatives officials politicians to take the first
’ ’ ride
etc.) Promote the tram as good
for western Montana by
convincing the paliticians it
is
% Women and Mothers Contact local journalists to
News Releases % Residents of Montana do stories covering the

construction of the tram and
why the organization is
viable

Promote the memorial to
women and mothers by
welcoming new names for
the wall

Promote the memorial to
women and mothers by
contacting and inviting
media to ride the tram on
Mothers’ Day

Interpretive Displays

% Visitors to the tram who do
not know about what the
OLR and the statue are about

Place displays at both OLR
visitor centers and the future
tram center to explain the
OLR'’s mission and vision
and why they constructed a
tram.

-
CatoliCity

% Religious Pilgrimage seekers

Contact CatholiCity and
invite representatives to ride
the tram and write about their
experience on their website
and in CatholiCity
publications

Customer Satisfaction Assessment

e To find out visitor responses and experiences.

gift shop.

Place comment cards at the tram visitor center and the

Create a place on the website for people to send their

comments and questions to the OLR foundation.

Conduct yearly visitor studies to assess satisfaction,

improvement needs, effectiveness of advertising, and to
identify characteristics of each Target market.

28




Pricing

¢ Pricing should be evaluated both by other Montana attractions and by other
tram operations.

e Special group pricing should be established for wedding parties or other large
groups.

e Price increases should not exceed those made by other Montana attractions.

¢ Downtown Butte stores and the OLR visitor center could sell discounted
tickets/passes for the tram so residents would be able to pay a special rate.

e Punch cards could be sold allowing people to purchase multiple rides for one
price.

o “Ride-n-dine” passes could be sold that charge one price for riding the tram
and a meal in the restaurant.

Table 6: Pricing at Montana Attractions

Attraction Admission Price

Rocky Mountain Elk Foundation Free Admittance to the Visitor’s Center

Bainville Pioneer Museum Donations are accepted

Grant Kohrs Ranch May through Sept. its $2/adult or
$4/vehicle
the remainder of the year its Free

National Bison Range $4/vehicle |

Little Big Horn Battlefield $6.00/vehicle

$3.00/pedestrian

Mining Museum Adults are $4.00
Children under 12 are Free
Copper King Mansion Adults are $5.00
( Children are $3.50
Group rates are available
| Museum of the Rockies Adults are $6.00

Children are $4.00

Adults are $7.00
Children 6-11 are $3.00
Group rates range from $3.00-$5.50

Lewis and Clark Caverns

Adults are $7.95
Children 10-15 are $4.00
Children 7-9 are $1.00
Children under 7 are Free
Seniors are $7.00

01d Prison Museum

%3 3 O o 3|3 o 3|3 k| o ok | | | ¥ H | *

Gates of the Mountain Adults are $8.50

Pricing Summary
If the tram charges $10 per adult rider it will be a significantly higher price point than

other attractions in western Montana. Therefore, careful consideration of pricing should
be considered.
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Marketing Budget

Marketing is an essential part of attaining sustainable ridership numbers. Therefore, the
budget needed by the OLR for the proposed tram needs to be addressed.

Palm Springs has an annual attendance of 380,000 riders. The budget for print,
television, and radio ads is $600,000 annually. Thus, the Palm Springs tram spends at
least $1.79 per rider on marketing each year.

It is recommended that the Butte tram consider a similar budget of at least $1.50 per rider
per year.

Conclusion

P The tram is the largest project the OLR foundation has undertaken. It will be a costly
investment for both the foundation and the community of Butte.

P Current advertising strategies will not support the tram.
P To make the tram a successful operation an aggressive marketing stance will need to

be maintained by the OLR foundation. This will require the hiring of a professional
marketing individual or firm to orchestrate the marketing of the tram operation.

Mountain-Top and Base Development Suggestions

The following suggestions are based upon the research conducted on other tram
operations and from the expertise of the authors of this document.

It is recommended that for each suggestion a professional be consulted to assist in the
development, design, implementation, and operation.

In addition, the OLR foundation should carefully consider how to proceed with every
phase of development. The religious symbolism attached to the statue and its history are
currently the focus of the OLR foundation including the items offered for sale at the
foundation’s two gift shops. Current activities and practices such as handing out free
rosaries to visitors creates a distinct impression that the statue is a symbol of the Catholic
Church. This will offend or turn away potential riders who do not feel an association or
attachment with Catholicism. Therefore, if a tram project and the pursuing developments
are part of the OLR’s future, then some poignant decisions will have to be made in
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regards to how the OLR wants the statue and the foundation to be perceived. As it
stands, the statue is distinctly linked to the Catholic Church.

Landscape

The site where the statue and chapel stand could be landscaped to allow visitors places to
relax, picnic, and enjoy the natural scenery of the area.

The mountaintop currently has some landscaping in the form of memorial trees. These
trees require continued maintenance and replacement to keep them thriving. In addition,
the area around the trees could be landscaped to make a more striking and pleasant visual
presentation.

There are structures between the statue and the chapel that are not in-line with the visual
characteristics of the experience. These structures need to be removed, replaced, or
hidden from public view.

Restrooms

The mountaintop currently has a semi-permanent restroom facility and additional
portable facilities are brought up each summer. The semi-permanent facilities need to be
cleaned and maintained regularly. The addition of hand sanitizers that do not require
water, such as Purel dispensers, would be a welcomed addition to these facilities.

If the tram is constructed, these restrooms will no longer be adequate. New facilities
would need to be added at both the mountaintop and the base.

Tour Guides

Tour guides could be utilized at the statue and chapel to explain the story of the Lady,
and to add color to the experience. The ideal guides would be people who reside in Butte
and have some sort of personal attachment or history with the statue

Restaurant

The results of collecting information from other tram operations revealed that a good
quality restaurant is among the key pieces to operating a successful tram. Therefore, it is
recommended that an eatery be included in the tram operation. At a minimum a base
level restaurant should be built. However, it is recommended that long-range plans
include the addition of a restaurant to the top of the mountain as well.

Ideally local food selections such as pasties could be offered. This would allow the
visitor the total experience of visiting a mining town and dining on food selections that
miners ate down in the shafts. The story of the pastie could be displayed for visitors to
see and understand.
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Quarter Viewers

There is currently a telescope donated to OLR that is brought out by bus drivers and
operated at no extra charge to visitors. It is recommended that with the tram construction
this becomes a coin operated service.

The addition of two or three high quality viewers that charge a quarter for a long distance
view would provide another source of income for the tram. A viewer or two could be
placed at the base of the tram as well as the mountaintop providing excellent views from
each perspective.

Hiking Trails

The United States Forest Service does have a proposal in place to include the area
occupied by the statue as part of the Continental Divide trail. However, it does not
appear that the proposal will be complete within the next five years. Therefore, to
promote hiking as a selling point for the tram, trails should be developed and maintained.
Of particular interest at the mountaintop is Delmoe Lake, and a trail to the lake would be
a great addition to the tram amenities.

Interpretation Display

A display that explains what the Berkeley Pit is, what they are mining for, and the
chronological history of the Pit should be placed at the base of the tram. Preferably, this
display could face the mining operation and allow visitors to directly view what they are
learning about. In addition, the display should show pictures and tell the story of what
once was the Columbia Gardens. This could then be used to promote the construction of
the new carousel.

Educational Center

This is where the rider learns about why and how the statue was constructed. The center
should appeal to all ages, so displays where children can interact or have a hand’s on
experience should be included. The educational center should incorporate visual, audio,
and touchable displays to share the story with visitors.

Gift Shop/Retail Sales

Current items in the gift shop are designed to appeal to visitors who have a strong
religious background. Although these items may remain in the tram gift shop, they
should not be the sole focus of the items sold. The purchasing and merchandising of gift
items should appeal to a wide variety of tastes and age ranges.

In addition to carrying merchandise related to the statue, the shop could feature items
related to mining and to the history of Butte and Montana.
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It is also recommended that the person responsible for the gift shop design visit and
interview owners or employees of other successful gift shops in western Montana. The
candy shop in Virginia City, the gift shop in the Old Faithful Lodge in Yellowstone, and
the small gift shop at the St. Ignatious Church all represent well thought-out and managed
retail operations.

If the gift shop is well planned and operated it could contribute significant revenues to the
foundation and help support the tram operation.

The Chapel

The chapel should be open to all riders. In addition, a display could be set up either at the
base of the tram or at the chapel showing the wedding photos of couples who exchanged
their vows there. A similar display could be set up for couples that re-new their vows at
the chapel. This display could include sections such as “The 25 Club” and “the 50 Club”
to delineate couples that have been married that many years and re-newed their vows at
the chapel.

The Memorial

The memorial should be explained to each visitor. Also, the opportunity to place a loved-
one’s name on the memorial should be made known and available to visitors. This could
be done through small displays with registration forms in the educational center, gift
shop, and the chapel.
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Part 2: Tram Ridership Estimate

Introduction

In 1985, The Our Lady of the Rockies Foundation, Inc. (OLR) placed a 90-foot, 80 ton
statue in the likeness of Mary the mother of Jesus about 3,000 feet above Butte, Montana
on the Continental Divide at an elevation of over 8,000 feet. In 1996 they began to
construct a chapel and observatory on a site adjacent to the statue. The chapel is
currently near completion. In addition to serving as a chapel for weddings and vow
renewals, the chapel also serves as a memorial to women and mothers. Plaques are
placed around the base of the chapel for any women who have passed away and were
Butte residents. People can also request the name of a loved one to be placed on a plaque
even if she never resided in Butte. There is also a series of memorial trees that were
planted along the road from the statue to the chapel for women whose families made a
~ contribution to the foundation in their name.

The site where the statue and the chapel stand is located within close proximity to 900
miles of existing trails on United States Forest Service (USFS) and Bureau of Land
Management (BLM) land. Although they already exist, these trails do not currently
connect directly to the statue site. However, plans are under consideration to place the
Continental Divide trail directly in line with the site of the statue and the chapel. Until
this trail development occurs, access to the USFS and BLM lands will be via
undeveloped trails and a series of roads currently utilized by off road vehicles.

The site of the statue and the chapel are currently accessible via a road that traverses up
the mountain. It is a private road and public access is restricted. Therefore, the only way
for the public to reach the site is by taking one of the organization’s bus trips. Passage on
one of these bus trips can be purchased at the OLR’s gift shop and information center
located at the entrance of the shopping mall on Harrison Avenue.

OLR has proposed to build a tram ascending the front of the mountain directly accessing
the site of the statue and the chapel. The tram is estimated to take 7 minutes from base to
top. This proposed tram would both shorten the time it takes to reach the statue, and
make the experience accessible to people who would otherwise be unable to make the trip
due to physical or logistical restrictions. The tram would also increase people’s access to
the Continental Divide and the public lands adjacent to the statue site.

This study was commissioned to explore the potential markets for the proposed tram
development and to estimate the potential number of riders on the OLR tram for two
scenarios. The first scenario being the construction of an inter-change access to the tram
base from Interstate 15. The base being constructed on either the land named Lone Star
which is owned by the Montana Economic Revitalization and Development Institute or
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MERDI, or the land owned by the OLR referred to as the Quaker City parcel. Each of
these landing sites would require access from Interstate 15 and OLR has proposed
construction of an entrance and an exit ramp near the location of these two land parcels.
The other scenario is to build the tram with no direct interchange access.

To obtain and provide a 10-year estimation of the number of potential riders for each
scenario, several elements regarding the project had to be researched and examined. The
first priority for visitor estimation was to research the likely number of rider days
available in a given year. Weather patterns for the Butte area were collected from the
Western Regional Climate Center in order to determine the months where the
concentration of riders would be most likely to occur. The second step was to estimate
the local support and potential riders from Butte. Third, the regional Montana population
changes were analyzed for ridership. Fourth, an analysis and comparison of similar trams
in North America was completed, and finally, the ratio of highway traffic to attendance at
other Montana attractions was taken into account for estimating ridership on the Butte
Tram.

In addition to the estimation of the number of riders, a 5-year marketing plan was
completed as part of this study. The purpose being to analyze current marketing needs
and potential as well as suggesting possible future projects and development strategies
with regards to the tram project while maintaining the original mission and values of the
Our Lady of the Rockies Foundation.

@ -9

Climate and Weather Impacts on Operation

The potential for year-round operation of the tram is constrained by temperature and
snowfall, both of which will affect visitors’ decisions to ride the tram.

Methodology:

Climate and weather information was gathered from both the National Weather Service
and The Western Region Climate Center. Information from these sources was collected
through phone interviews and by utilizing the data located within the website of each
agency. Mike Heard formerly the weatherman at the KXLF news station in Butte, and
now the weatherman in Missoula was contacted by phone. In telephone conference with
Kelly Redmond of the Western Region Climate Center, snowfall and temperatures at the
top of the Divide where the Lady stands were calculated from data collected at the Butte
Airport weather station. According to Redmond, for every 1,000 feet of elevation gain
there is a drop in temperature of approximately 7 degrees Fahrenheit.

Table 7 shows the climate data for Butte from 1894 to 1998. The table includes data on
temperature, precipitation, and snowfall.
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Based upon this information, the most suitable months for operation are May through
September. This would require snow removal equipment at the mountaintop to keep the
area accessible to tram riders during early spring and possibly late fall.

The following information was extrapolated from data collected at the weather station
located near the Butte Airport. The data was then analyzed and reported on the Western
Region Climate Center’s website under historical data.

The information was put into formulas to reflect the elevation difference between the
Butte Airport and the site of the statue on the Continental Divide.

The period of record for this information was April 2, 1894 to December 31, 1998.

Table 7: Our lady of the Rockies Continental Divide Climate Summary

Climate Indicator Jan | Feb | Mar | Apr | May | Jun | Jul | Aug Se Oct | Nov | Dec | Year

P

Average Maximum

Temperature (F) 16 | 21 | 27 | 37 | 47 | 56 |66 | 65 | 56 | 42 | 27 | 28 49

Average Minimum

7| -4 4 13 | 21 |28 | 33| 31 | 23|15 | 4 -4 13
Temperature (F)

Average Total | oo | 551 08| 10(19(23!13| 1.1 [1.1]08| 06 | 06 | 12.80
Precipitation (in.)

Average Total 10. '
Snowfall (in.) 86 |73 3 69| 37|05(00| 01 |11]|37|66 | 83| 570

In summary, weather patterns indicate optimal operational months would occur May
through September. November through March high temperatures are below freezing
which does not take into account the wind chill making it even more unbearable. April
and October are just barely over freezing temperatures which simply leaves May through
September. In addition, 65 percent of the Montana tourism industry occurs June through
September. It would appear that a 12 month operation needs to be sustained during 5
months of the year.

Based on the weather and tourism industry observations, the remainder of this estimation
document will use five months as the operational time frame.

Butte Ridership Potential Market

A survey was conducted of Butte residents to gain a perspective on their knowledge of
the current bus tour, knowledge of the proposed tram project to the OLR statue, and
potential tram ridership of residents. The main objective of the resident survey was to
determine if residents supported the Lady and if residents would potentially support and
ride the tram to the Lady.
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Methodology:

Two methods were used to assess a small sample of Butte residents on their knowledge
of the tram. A total of 89 questionnaires were completed. The first method was a
telephone survey. Phone numbers were randomly selected and dialed from the Butte
telephone directory. Of the 36 residents contacted, 13 completed questionnaires and 26
refused to participate. The second method was face-to-face interviews conducted by two
researchers at the Conoco gas station on Continental Drive in Butte. Gas station patrons
were approached while filling their tanks at the pumps and asked if they were a Butte
resident. If “yes”, they were asked to complete the questionnaire. This method resulted
in 76 completed questionnaires and only 1 refusal to participate. The telephone survey
was conducted during the afternoon and early evening hours of June 3, 1999. The face-
to-face interviews were conducted all day on June 11, 1999.

Results of the Butte resident survey are shown in Table 8. The first question asked of
respondents was whether or not they were aware of the bus trip up to the OLR statue.
Eighty-three (93%) of those surveyed replied “yes”. Those respondents were then asked
how many times they had ridden the bus up to the statue, and the most popular response
was 1 or 2 times (29%). Every respondent was then asked if they are aware of the project
to build a tram up to the statue. Eighty respondents (90%) said that they were aware of
the project. When asked whether they would ride a tram up the front of the mountain, 76
(85%) said that they would be likely to do so. In addition, 69 (78%) said that $10 was
reasonable and they would be likely to ride the tram 1 or 2 times per year. The final
section of the questionnaire was regarding reasons to ride the tram. The most frequent
reason given for riding the tram was entertaining out of town guests (93%), the scenic
view of the area (94%), and the view of Butte (88%). These were followed closely by the
memorial to women and mothers (82%) and being on the continental divide (60%).
Access to the USFS lands behind the statue (36%) and the religious symbolism attached
to the statue (49%) were the least important reasons given for riding the tram.

The results from the resident survey not only provide us with an idea of approximately
how many residents of Butte would ride the tram, but also indicates what is important to
residents and therefore where marketing efforts should be concentrated.

It is apparent from the survey that Butte residents currently support the Lady, know about
the Tram idea, and would be supportive through ridership of a tram to the Statue.

Estimation of Ridership of the Butte Tram from local residents:

This estimation is based solely on the number of riders who would be drawn from the
Butte residential population. The factors used for arriving at this range were the results
of the Butte residential survey, the current estimated 1999 population of Butte and the
average household size for Montana (from the Montana Department of Commerce).
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Calculation:

Butte-Silver Bow population is estimated at 33,620.
Average size of Montana household is 2.8 people.
Survey Results: 39% have ridden the bus to the Lady

78% said they would pay $10 to ride
87% said they would likely ride the tram

33,620/2.8 = 12,007 households in Butte each containing at least 1 adult
12,007 x 39% = 4,683
12,007 x 78% = 9,365
12,007 x 87% = 10,446

If each household in Butte contains at least 1 adult and 39 percent have already ridden the
bus, then the minimal number of riders would be 4,683. However, 78 percent indicated
they would pay $10 to ride the tram and up to 87 percent said they would likely ride the
tram, therefore the range can be estimated 4,683 — 10,446 for each year. With the
population of Butte virtually remaining the same, the number of resident riders will not
increase over the years.

Butte ridership estimation:

Interstate access scenario* Frontage road scenario*

Year
1 4,683 — 10,446 4,683 — 10,446
2 4,683 — 10,446 4,683 — 10,446
3 4,683 - 10,446 4,683 — 10,446
4 4,683 — 10,446 4,683 — 10,446
5 4,683 — 10,446 4,683 - 10,446
6 4,683 - 10,446 4,683 — 10,446
7 4,683 — 10,446 4,683 — 10,446
8 4,683 — 10,446 4,683 — 10,446
9 4,683 — 10,446 4,683 — 10,446
10 4,683 — 10,446 4,683 — 10,446

*Butte Ridership would not be affected bv access to the tram.
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Table 8: Butte Resident Survey Results

#said | % of | #said | % of
Question YES | total NO total
Are you aware of the bus trip to the statue? 83 93% 6 7%
Are you aware of the tram project? 80 90% 9 10%
Would you take a 7-minute tram ride up the front of 76 87% 11 13%
the mountain?
Would you likely ride the tram at $10 per adult? 69 78% 19 22%
1-2 % of 3-4 % of 6+ % of
Question times total times total times | total
How many times have you 26 74% 6 17% 3 9%
taken the bus trip?
0 % of 1-2 % of 3-5 % of
Question times total times total times | total
How many times a year would 5 7% 61 81% 9 12%
you ride the tram at $10 per
adult?
# said reason is % of total
Reasons for Riding the Tram important respondents
Scenic View of the Area 84 94%
Entertaining Out of Town Guests 83 93%
View of Butte 79 89%
Memorial to Women and Mothers 73 82%
Being on the Continental Divide 54 61%
Religious Symbolism 44 49%
Access to Forest Service Lands 32 36%
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Potential Population Growth of Regional Montana Market

Population trends for the major urban areas with the potential of drawing riders
were analyzed. These urban areas included the cities of Helena, Bozeman, and
Missoula. To ensure full coverage of potential riders from these markets these
areas were analyzed at both the city and the county levels. Thus, the counties
included in the estimation of ridership are Lewis and Clark, Gallatin, and
Missoula. Butte and Silver Bow are included in the charts and graphs for
comparative purposes.

Methodology:

Population information was gathered from the Montana Department of
Commerce website accessible via the Internet. The information utilized for this
study includes population counts and estimates over several decades. This
information was then placed into numerical charts, and graphs were created
based upon each information chart.

Table 9 shows the population trends over time beginning in 1940 and ending in
1999. Missoula, Lewis and Clark, and Gallatin counties all show clear growth in
their populations. However, Silver Bow County has experienced decline in
population numbers, presumably due to the loss of the mining economic base
within the county and specifically Butte. The graph included with Table 9 further
illustrates these population trends.

Table 10 also shows the population trends over time, but at the city level. The
trend of growth at the county level is also reflected at the city level. Missoula,
Bozeman, and Helena have all been expanding in population during this time
period, while Butte has experienced fluctuations of growth and then decline.

Table 11 represents the projected growth of populations within the local markets.
These projections begin with the current 1999 population numbers and continue
through the year 2020. The past trends of growth in Missoula, Lewis and Clark,
and Gallatin counties are projected to continue. However, the current projections
for Silver Bow county show little to no growth in population. Again, a graph has
been included with the table to demonstrate the figures in the table.

According to the Bureau of Census, Montana has experienced an overall growth
in population of 10% from 1990 to 1998. Missoula and Lewis and Clark counties
have both experienced a growth of 13% from 1990 to 1998. In addition, Gallatin
County has grown by 24% from 1990 to 1998. However, Silver Bow County only
incurred a growth of 2% during the same time period.

Estimation of Ridership for the Butte Tram for Regional Montana Residents:

The populations of each of the counties located in the local tram market could provide
ridership. However, this ridership will only occur with strong target marketing within
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those local populations. Marketing utilized to attract tourists off of Interstates 15 and 90
can not be relied upon to also attract riders from the regional Montana markets.
Therefore, the estimated riders from these regional populations are based upon a
marketing plan that directly targets Missoula, Helena, and Bozeman and their counties.
With this in mind, the calculation of potential ridership from the local market depends
upon several factors.

First is the estimated population numbers by county from the Montana Department of
Commerce.

Second is the number of adults per population total. The tram marketing is targeted at
adults, so the populations at both the county and city level were broken down into
households with the assumption that each household contains at least one adult.
According to the Montana Department of Commerce the average number of individuals
per household is 2.8 people.

Third is the assumption that approximately 10 —18 percent of the regional population will
actually ride the tram. This number is based on a Virginia City/Nevada City, Montana
visitor survey conducted by the Institute for Tourism and Recreation at the University of
Montana. Over the weekend of July 15-18, 1999, all vehicles traveling out of the two
communities were pulled over and asked a few questions related to their Virginia/Nevada
city visit. It was estimated that approximately 20 percent of the populations of the three
communities would travel to VC/NC in a five-month period and approximately half of
those would spend some time in the cities. This number was then adjusted to represent
possible ridership on the tram by using 10 percent at the low end and 18 percent at the
high end.

Calculations: X = the population
XR28=Y
Y = the population by household
Y x .10 (or .18)= ridership potential for the county

Missoula County 2000 Missoula County 2010
92,040/2.8=32,871 104,570/2.8 = 37,346
32,871 x .10 to .18 = 3,287 to 5,917 37,346 x .10 to .18 = 3,734 to 6,722
Gallatin County 2000 Gallatin County 2010
64,160/2.8=22914 74,110/2.8 = 26,468
22,914 x .10 10 .18 = 2,291 to 4,124 26,468 x .10 to .18 = 2,647 to 4,764
Lewis & Clark County 2000 Lewis & Clark County 2010
55,550/2,8 =19,839 64,020/2.8 =22,864
19,839 x .10to .18 = 1,984 to 3.571 22,864 x.10t0 .18 =2,286 to 4.115
TOTALS 7,562 to 13,612 8,667 t015,601
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Based upon these factors and direct marketing efforts the potential ridership from the
regional Montana markets for the year 2000 is between 7,562 and 13,612.

Based upon these factors and direct marketing efforts the potential ridership from the
regional Montana markets for the year 2010 is between 8,667 and 15,601.

In this section the number of riders on the tram does not change between the two access
scenarios. It is assumed that Montana residents will feel comfortable driving through the
city of Butte to gain access to the tram.

Table 9

Population Trends
Population Over Time for potential Tram Market (by county)
COUNTY 1940 1950 1960 1970 1980, 1990 1 999\

Silver Bow 53,207] 48,422] 46,454] 41,981| 38,092| 33,941 33,620

Lewis and Clark 22,131| 24,540] 28,008| 33,281| 43,039 47,495 54,650

Gallatin 18,269| 21,902 26,045 32,505 42,865 50,463| 64,160
Missoula 29,038| 35,493| 44,663 58,263 76,016) 78,687| 90,750
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Table 10

Population Trends

Population Over Time for potential Tram Market

(by city)
CITY 1940 1950 1960 1970 1980 1990
Butte-Silver Bow 37,081 33,251 27,877 23,368 37,205 33,336
Helena 15,056 17,581 20,227 22,730 23,938 24,609
Bozeman 8,665 11,325 13,361 18,670 21,645 22,660
Missoula 18,449 22,485 27,090 29,497 33,351 42 918
50,000
© 40,000 ]
© 30,000
: - ‘z‘
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Table 11
Population Projections for Potential
Tram Market (by county)

COUNTY 1999 2000 2010 ZOZE

]
Silver Bow 33,620 33,380] 32,500] 33,640
Lewis and Clark 54,650 55,550 64,020 72.650
Gallatin 63,070 64,160 74,110 83,270
Missoula 00,750] 92,040| 104,570 117,610
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Description and Analysis of Similar Tram Operations

In preparing the estimation of ridership for the proposed tram in Butte, Montana, trams
similar to the proposed project were contacted. Although an exact match (in regards to a
statue on the continental divide as the main attraction) could not be found, these other
tram operations do offer insight into the amenities and ridership potential.
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Methodology:

An initial search for tram operations was conducted utilizing the Internet. Trams that did
not rely solely upon skiing related activities were contacted. Based upon those contacts a
list of similar tram operations was compiled. Interactions with other tram operations took
place by phone and by email.

Table 12 is a comparison of currently operating trams and the proposed Butte tram.
Where possible information was gathered on numbers of riders, operating season,
demographics, marketing, access, reasons to ride, prices, and capacity. These operations
provide some similarity to the proposed Butte tram and were directly contacted by phone
or email.

Table 13 is a listing of tram operations throughout the United States and Canada that
includes attractions, attendance, admission prices, and seasonal notes. In addition,
information on time, speed, and capacity are included.

Estimation of Total Ridership for the Butte Tram Based on Similar Trams:

While some tram operations analyzed had similarities to the proposed Butte tram, the
uniqueness of the Butte tram indicates there is no other operation matching its
characteristics perfectly. These characteristics include the residential population market,
the regional population market, tourist traffic through the area, activities available during
each season, and the amenities at the tram location. Therefore, an exact comparison
between operations can not be made.

Table 12 shows the range of riders per summer season as varying from 23,000 to 300,000
people. This disparity is due to the variance in characteristics between operations, with
the strongest determinate being the population base of residents within close proximity to
the tram. For example, the Stone Mountain operation is located just outside of Atlanta,
Georgia which can pull from a residential population of over 3,500,000 people. While
Palm Spring has a similar population to Butte at about 40,000, Los Angeles is less than
100 miles away. Trams near larger population areas have more residents to draw from as
well as a larger number of tourists in the area who could likely ride the tram.

Therefore, based solely on the population base from which to attract riders, out of the five
operations listed on Table 12 and the others listed on Table 13, the two with the most
similar characteristics to the Butte Tram are Sandia Peak in Albuquerque, New Mexico
and Jay Peak Aerial Tramway in Jay, Vermont. The population base for the Sandia Peak
local market is approximately 60,000 while the population base for the Jay Peak Aerial
Tramway is approximately 40,000. The population base for the Butte tram it is about
37,000. These numbers are considerably less than other trams located in either major
metropolitan areas or high-traffic tourist sites. Therefore, the number of riders that
patronize Sandia Peak and the Jay Peak Aerial Tramway during the summer months is
the best choice for estimating riders for the Butte tram.

On the other hand, the Jasper Tram in Jasper, Alberta has a significantly smaller
population base than any of these three communities but still draws 170,000 riders per
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year. When looking at the difference in ridership it appears to be directly correlated to
the tourism market in the area. The Jasper Tram is located within a National Park which
automatically draws large numbers of visitors. The Butte Tram is neither located within
a national park nor has the scenic beauty attributed to a national park and therefore,
would not likely draw significant amounts of people simply because of its location.

By comparing the proposed Butte tram with the similar trams of Sandia Peak and the Jay
Peak Aerial Tramway the Butte tram could potentially attract between 23,000 to 30,000

riders during a similar operating period of May through September.

Ridership Estimate Based on Similar trams

Interstate access scenario* Frontage road scenario*
Year
1 30,000 23,000
2 30,600 23,460
3 31,212 23,929
4 31,836 24,408
5 32,473 24,896
6 33,122 25,394
7 33,784 25,902
8 34,460 26,420
9 35,149 26,948
10 35,852 - 27,487

*Increases are 2% yearly based on an average nonresident visitation increase of 2% per year

In this section the lower number of tram riders was seen as the number most likely for an
access that required people to drive through town to reach the base of the tram. The
higher number (30,000) was used in the interstate access scenario since it would be
possible to draw more people from the interstate.
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Table 12: Comparison of Similar Tram Operations

TRAM LOCATION # RIDERS | SEASON | DEMOG- MARKET- ACCESS WHY RIDE | PRICES CAPACITY
RAPHICS ING
PALM California 380,000/ Year 40% are $600,000/yr | Not visible Restaurants | Ad:17.65 80
SPRINGS year round groups print, TV, from major |, view, trails | Ch:11.65 passengers/
60% are radio. highways accessible Sr:14.65 car
walk-ins Some butonly 10 | at the top. Ride-n-
majority 50 national but | minutes Dine-
yrs+ & high mostly from Ad:21.65
income regional. freeway. Ch:14.65
Internet Meal & lift
SANDIA Albuquerque | 23,000/ Memorial | People Print Not visible 11,000 sq. Ad:14.00 50
PEAK New Mexico | summer Day to visiting family | 225,000 from either | mile view at | Ch:10.00 passengers/
season Labor and friends, color freeways peak. Sr:10.00 car
Day conventions brochures into town, Restaurants | One-way:
for NM, TX, | buteasyto | attopand 8.00
& AZ. find once in | base. Season
Billboards at | town. Mountain Pass:
entry pts to biking- must | 1% in family
city. rent at top 200.00 and
Coop. not allowed | 170.00 after
Convention on tram.
& Visitors
Bureau and
Hispano
COC.
Internet
STONE Georgia 651,000/ Year Atlanta Co-op with Directly on Confederate | Ad:5.00 80
MOUNTAIN | Just outside year round residents and | Atlanta and | and visible Memorial Ch:4.00 passengers/
of Atlanta. tourists, wide | other from Carving, Admission car
demographic | tourism highway 78. | view of to park
attractions, Atlanta and | additional
Internet the 6.00
Appalachian
Mountains,
reach park
at top.
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