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Introduction

This report provides an analysis of zip codes obtained from visitors to Montana during the 2005
nonresident study. Out-of-state visitors were intercepted at airports, rest areas, and gas stations
throughout the state and asked a series of preliminary questions, including residence zip code.
This resulted in 12,349 usable zip codes which were then distributed into one of the 210
Designated Market Areas (DMAs) for further analysis. The program used to generate the DMAs
is unable to process fractions, and as a result, weighting the data would eliminate a significant
percentage of the DMAs. In order to maintain the most accurate representation, the data in this
report is not weighted. Additionally, the DMA program only processes U.S. zip codes; thus,
Canadian and other foreign travelers are excluded from this analysis. Nonresident data from
2005 indicates that eight percent of visitors are from Canada with more than half coming from
Alberta (5%).

Designated Market Areas are based on geographic areas defined by the Nielsen Media Research
Company. They consist of groups of counties, not bound by state borders, which make up a
television market. Each of the 210 U.S. television markets is designated by the name of the city
or cities that provide its local television coverage. Marketers use DMAs as a tool to reach their
target market; thus, understanding where visitors to Montana come from allows travel marketers
to strategically plan their advertising and promotions.

Analysis and Market Interpretations

The DMA findings for this report are separated into four segments. The first analysis looks at
DMA representation divided by visitors’ primary reason for being in Montana which consists of
vacation, visiting friends & relatives (VFR), business, and passing through. Vacationers will be
the primary focus of this investigation followed by the second section which specifically looks at
repeat and first time vacationers to Montana. The third subset explores visitors who indicated
that at least one reason for their trip to Montana was to either purchase property or visit a second
home or condo. Finally, the zip codes of vacationers who spent at least one night in a selected
travel region or county were chosen for further analysis.

Nonresident DMA by Purpose of Trip

Nonresident visitors to Montana in 2005 represented 97 percent of the Designated Market Areas
in the United States. Interestingly, when dividing the zip codes by purpose of trip, five of the
same DMAs appeared within the top seven of each primary reason for being in Montana. These
five DM As were Spokane, Seattle-Tacoma, Salt Lake City, Idaho Falls, and Denver with
Spokane, Seattle-Tacoma, and Salt Lake City dominating the top three spots in every category.
From a marketing viewpoint, people within these five marketing areas are coming to Montana
for every possible reason. It is reasonable to assume that current marketing practices to these
areas are successful and should be continued to keep the idea of Montana as a desirable
destination in the minds of vacationers. All five DMAs can easily fly or drive to Montana, so
they can benefit from last minute travel promotions or long weekend opportunities.
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The last column in Table 1 shows the difference between the percent of U.S. population that
DMA holds and the percent of Montana vacationers from that DMA. A “zero” would indicate a
complete balance of both populations. Currently, the most balanced of these 29 markets is San
Francisco-Oakland at 0.07. A positive number in this last column would indicate that Montana
could strive to get more of its share of that particular market. A negative number in the last
column would indicate that the market is well represented with more than its share of vacationers
to Montana. For example, the most successful existing market Montana currently sees is the
Seattle-Tacoma DMA which represents 1.58 percent of U.S. television households. Montana,
however, receives approximately 7 percent of its visitors from the Seattle-Tacoma area. This
negative difference (-5.41%) indicates an established successful market. A quick assessment of
the 29 most populous DMAs points out six successful vacation markets for Montana: Seattle-
Tacoma, Minneapolis-St. Paul, Denver, Sacramento, Portland, and San Diego.

Table 2, comprised of DMAs with less than one million TV households, illustrates additional
examples of established vacation markets. These DMAs, ordered by television household
population size, represent the most successful markets with Spokane, Salt Lake City, Idaho Falls,
Minot-Bismarck, and Rapid City accounting for the most highly saturated areas. Furthermore,
the map in Figure 2 viswally displays the approximate locations of every DMA where Montana
vacationer representation was greater than or equal to the representation of television
populations. All 210 DMAs were considered, resulting in the emergence of 61 markets defined
as successful existing markets. In terms of distribution, these markets are primarily dispersed
throughout the western and midwestern states. Continued promotion in the established markets
will encourage repeat visitation as well as reach new people in the DMA who may receive the
positive word of mouth recommendation from those who have already visited. A comprehensive
listing of the 210 DMAs is available in Appendix B.

Underrepresented Markets

Designated Market Areas are defined as underrepresented markets when Montana vacationer
representation is less than that of television household representation. The DMAs with the higher
positive value in the last column in Table 1 are more likely to represent opportunities for
Montana. For example, the New York, NY DMA represents 6.55 percent of the U.S. television
households, but Montana only sees 2.02 percent of its visitors from the New York DMA. This
positive 4.53 number presents an opportunity market for Montana, consequently the largest
representation disparity of all 210 DMAs. Table 1 identifies additional prospective markets
among the most populated areas with Los Angeles, Chicago, Philadelphia, Dallas-Ft-Worth,
Detroit, and Boston constituting some of the largest opportunity markets.

Based on the plotting of successful existing markets in Figure 2 it is easy to identify geographic
gaps in the Montana vacationer market. While the outlined area on the map demonstrates a
concentration of underrepresented areas in the eastern and southern United States, it is notable to
mention that only 14 individual DMAs (under 7% of all DM As) were not represented at all
(Appendix A). This clearly indicates that visitors are coming from a variety of areas across the
country. Montana vacationer representation declines at these more distant locations in the east
and south, substantiated by the sparse existence of saturated DMAs. The greater flying and
driving distances are undoubtedly contributing to the pattern, but this fact should not necessarily
dissuade marketers. Certainly the western and midwestern states will always be the larger, core



TABLE 2: Top Saturated Designated Market Areas with Under One Million TV Households

Compared with DMASs of Montana Vacationers

Difference
between % of

Designated Market Area® TV MT % of MT US and % of
Rank | (DMA) Households | % of US | Vacationers | Vacationers | Vacationers
Total 112,798,170 | 100.00% 3,665 100.00%
35 | Salt Lake City 874,650 0.78% 186 5.08% -4.30%
51 Austin 635,860 0.56% 28 0.76% -0.20%
70 Green Bay-Appleton 439,940 0.39% 22 0.60% 0.21%
77 | Spokane 403,820 0.36% 186 5.08% -4.72%
85 | Madison 372,990 0.33% 23 0.63% -0.30%
93 Colorado Springs-Pueblo 326,380 0.29% 24 0.65% 0.37%
110 | Reno 263,060 0.23% 17 0.46% -0.23%
113 | Boise 251,920 0.22% 30 0.82% -0.60%
114 | Sioux Falls (Mitchell) 251,000 0.22% 24 0.65% -0.43%
116 | Traverse City-Cadillac 247,690 0.22% 12 0.33% -0.11%
119 | Fargo-Valley City 237,140 0.21% 42 1.15% -0.94%
120 | Eugene 235,750 0.21% 13 0.35% -0.15%
126 | Yakima-Pasco-Rchind-Knnw 213,000 0.19% 37 1.01% -0.82%
130 | Chico-Redding 195,180 0.17% 12 0.33% -0.15%
134 | Wausau-Rhinelander 182,800 0.16% 17 0.46% -0.30%
138 | Duluth-Superior 172,350 0.15% 29 0.79% -0.64%
150 | Anchorage 146,310 0.13% 10 0.27% -0.14%
158 | Minot-Bismarck-Dickinson 135,170 0.12% 82 2.24% -2.12%
163 | Idaho Falls-Pocatello 120,100 0.11% 126 3.44% -3.33%
170 | Billings 104,970 0.09% 29 0.79% -0.70%
175 | Rapid City 94,610 0.08% 41 1.12% -1.03%
187 | Grand Junction-Montrose 69,320 0.06% 7 0.19% -0.13%
192 | Bend, OR 62,870 0.06% 14 0.38% -0.33%
193 | Twin Falls 62,590 0.06% 14 0.38% -0.33%
198 | Casper-Riverton 53,100 0.05% 19 0.52% -0.47%
203 | Fairbanks 32,550 0.03% 5 0.14% -0.11%
207 | Juneau 24170 0.02% 7 0.19% -0.17%
Total 6,209,290 | 5.50% 1,056 28.81%
Notes:

DMA® is a registered trademark of Nielsen Media Research, Inc.

Source: http://www.nielsenmedia.com. Accessed January 3, 2008.



http://www.nielsenmedia.com



http://www.itrr.umt.edu/NicheNews06/2005VacChar.pdf

be as much of a draw for residents already living in relatively close proximity to mountains. In
this instance, Chicago, Atlanta, and Detroit may be better market prospects based on the lack of
mountains in those areas. This is not to say that the other DMAs should be discounted, only that
Montana offers one more desirable attribute for the residents who are not in close proximity to
mountains.

One final consideration related to successful and underrepresented markets is to look at the totals
at the bottom of the columns in Table 1. The top 29 DMAs represent nearly 53 percent of U.S.
television household population. Visitors to Montana from the same DMAs represent only 47
percent of all vacationers, indicating that more Montana vacationers come from the lesser
populated DMAs. While it may be easier to target the large population centers, travel marketers
in Montana need to seriously consider the potential value of allocating resources to lesser
populated areas as well.

Repeat and First Time Vacationers

To investigate the distribution of repeat and first time vacationers to Montana, a smaller subset of
the 2005 nonresident data was utilized. The sample consists only of visitors who completed the
mail-back survey portion of the survey. In this analysis, the data indicates that there are
approximately three times as many repeat vacationers as there are first time vacationers. In
reviewing the DMAs of repeat vacationers, 22 percent come from the underrepresented markets,
a substantial percentage of the visitor population. Interms of the first time vacationers to
Montana, nearly 46 percent are from the same underrepresented areas (Appendix C). This is a
considerable percentage, and if you follow the logic that first time vacationers become repeat
visitors then there could be plenty of opportunity for market expansion.

In looking at the distribution of the top DMA markets of repeat and first time vacationers, a
fairly predictable difference emerges (Figure 3). Repeat visitors are more likely to be in close
proximity, with some exceptions. Atlanta, New York, and Philadelphia, positioned in the
underrepresented DMA territory, illustrate significant numbers of repeat visitors. As for first
time vacationers, many are from the same areas, but representation increases in several more
DMAs positioned in the eastern states. Again, this reinforces the point that the core DMAs are an
essential target market, but distance should not necessarily eliminate areas from being a
prospective market. The more distant DMAs show up significantly as first time vacationers and,
although they make up a smaller portion of the repeat vacationers, their numbers are more than
nominal. Consideration should be given to the fact that every first time vacationer has the
potential to be a repeat vacationer.









Travel Region and CVB Vacationers

This final section explores the zip code distributions of vacationers spending a night in one of the
six Montana travel regions or seven counties in which Convention and Visitors Bureaus (CVB)
are located. As inthe first time and repeat vacationer analysis, the data for this analysis could
only be produced from the mail-back survey and therefore the sample sizes are smaller than the
overall vacationer sample. Each region and CVB county sample represents vacationers who
spent at least one night in their area. Figures 5 and 6 detail the most frequent vacationer DMAs
and, for the most part, they mirror results found in the statewide vacationer analysis. The top
DMA s are dominated by the western and midwestern markets with an occasional emergence of
an eastern or southern market. Seattle-Tacoma, Minneapolis-St. Paul, and Denver appear in the
top DMAs of nearly every travel region or county. Salt Lake City, Spokane, Chicago, and Los
Angeles are represented in more than half of these 13 areas. Atlanta, Boston, New York and
Philadelphia surface occasionally as one of the top markets.

As travel regions or CVBs consider expanding their target market, they should begin with
comparisons to other regions or counties, as well as comparisons to the statewide vacationer
results. The reader is cautioned on making marketing decisions based on only this data if the
sample size is small, especially Missouri River Country. Considering each sample size is
significantly different between regions or counties, it is important to look at Figures 5 and 6 in
conjunction with Appendix E so the full value of a DMA can be compared to other like areas.
For example, Atlanta, GA appears in the top markets for Custer Country (n=7) and Yellowstone
Country (n=20). However, when looking at the other regions in Appendix E, Glacier Country
saw 11 visitors from Atlanta, GA, four more than Custer Country, yet it was not reported as a top
market due to the fact that the sample size for Glacier Country is much larger than Custer.

All cautions set aside, it is still clear that some regions and CVB counties attract a larger
proportion of vacationers from certain DMAs. It is recommended that region and CVB directors
work with other regions and CVBs who might be targeting similar geographic markets to achieve
a stronger return on investment.

Summary and Marketing Implications

In summary, the nonresident vacationer in Montana is highly represented by DMAs that are
within a reasonable flying or driving distance of the state. Predictably, areas like Seattle,
Spokane, Salt Lake City, Minneapolis-St. Paul, and Denver represent more than their population
share of vacationers in Montana. These are just a few of the successful viable markets for
Montana and continued marketing is necessary to keep these core vacationers coming. This is
also the population who can take advantage of long weekend trips or last minute travel deals. If
expansion of the current target market is being considered, the data indicate that more populated
DMAs such as Chicago, Atlanta, Phoenix, and Detroit continue to be explored as opportunity
markets since these areas have direct flights into Montana, yet vacationers represent less than
their share of the population. Also, it is worth considering some underrepresented areas, such as
New York, Philadelphia, Boston and Washington D.C. These metropolitan areas have been
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Appendix A

Statewide Nonresident DMA Visitor Representation
by Purpose of Trip
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Appendix B

Nielsen Media Research Designated Market Areas:
Percent of U.S. TV Households and Percent of Montana Vacationers
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Appendix C

DMAs of Repeat and First Time Vacationers
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Appendix D

DMA s of Current or Prospective 2" Home Owners
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Appendix E

DMAs s of Region and CVB County Vacationers
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