
Marketing Boulder
Branding brainstorm - June 23



Tonight’s agenda:
● #AskMontanaChat -- 6/29
● Review committee objectives
● Brand development

○ Branding overview and examples
○ 2 branding exercises
○ Review existing Boulder branding and language
○ Discussion to marry our group’s ideas with existing Boulder brand

● Target audience brainstorm
● Parking lot: Tactic ideas
● Determine next steps & meeting time



Objectives:
Our committee aims to:

● Focus on increasing traffic and spending in the Boulder area
○ Work in tandem with similar efforts of the city, chamber, county and state. Avoid “re-inventing 

the wheel”
○ Support the efforts of the other committees working on Making Boulder’s Future Bright
○ Build a marketing plan to complement the greater “master plan” efforts

■ Include both “grassroots” & more resource-heavy tactics

Objectives determined at 6/8/16 meeting



“Branding” -- What is it really? And why bother?

 A brand is the set of  
expectations, memories, stories and relationships 

that, taken together, account for a consumer’s decision to 
choose one product or service over another. --Seth Godin

 At the end of the day people won't remember what you said 
or did, they will remember how you made them feel.

 --Maya Angelou{              }
{              }











Examples from Montana:



Examples from Montana:

Welcome to Philipsburg, where the Old West lives on! Surrounded by 
lakes, rivers, and the Rocky Mountains, cradled in Montana’s natural 
beauty, the restoration of our downtown showcases our rich cultural 
history. Situated just thirty miles south of I-90 on the famous Pintler 
Scenic Route, our picturesque town is located halfway between 
Yellowstone and Glacier National Parks and only an hour away from 
nearby airports in Butte and Missoula. Minutes from fishing, hunting, 
snowmobiling, skiing, and sapphire mining, there’s something for 
everyone.







Existing Boulder Branding



State of Montana 2013-2017 Strategic Marketing Plan

Existing Boulder Branding

“The Montana Brand captures the essential attributes that differentiate 
Montana from its competitors – it is authentic and enduring … The Brand 
makes a “promise” to visitors about the experience Montana can deliver. 
The Montana Brand’s promise to visitors is: 

● More spectacular, unspoiled nature than anywhere else in the
lower 48; 

● Vibrant and charming small towns that serve as gateways to our 
natural wonders; and

● Breathtaking experiences by day…and relaxing hospitality at night.”



Department of Commerce & Montana Office of Tourism & Business Development
“This bustling little town is full of unique character, and it isn't even out of the way.”

Existing Boulder Branding



Jefferson County “A Land Of Promise For Economic Development Possibilities”

Existing Boulder Branding



Chamber of Commerce “Boulder is located in a beautiful valley surrounded by mountains where fishing, hunting, hiking and biking 
abound. Ghost towns, hot springs, radon health mines and much more are right outside our door making Boulder a wonderful place to live 
and visit. Boulder, the county seat of Jefferson County, is located in southwestern Montana. It is midway between the mining city of Butte and 
the capitol city, Helena, just off 1-15 at Exit 164.”

Existing Boulder Branding



Other Examples of Boulder’s Existing Brand

Billboards, signage and murals around town

Existing Boulder Branding



Now let’s bring it all together...



Bringing it together...

What has stood out? What resonates as part of our story?
● Themes
● Colors 
● Images
● Phrases 



Target Audiences

{     }● Existing Visitors

● Potential Visitors

● Existing Residents



Target Audiences

Existing Visitors: What do we know?

○ “Anecdotal” brainstorm
○ Existing research? Potential for research?



Target Audiences

Potential Visitors -- Rely heavily on reserch-based demographics provided by Montana Office of Tourism: 
https://tourism.mt.gov/Portals/92/shared/docs/pdf/marketingPlans/FY17%20Southwest%20Montana.pdf

https://tourism.mt.gov/Portals/92/shared/docs/pdf/marketingPlans/FY17%20Southwest%20Montana.pdf
https://tourism.mt.gov/Portals/92/shared/docs/pdf/marketingPlans/FY17%20Southwest%20Montana.pdf


Target Audiences

Existing residents:

○ Who are they? 
○ 2010 Census data:

■ Pop: 1,183 people, 514 households, and 298 families residing in the city. 
■ Racial makeup: 93.6% White, 1.8% Native American, 0.4% Asian and 3.9% from two or more races. Hispanic or 

Latinoof any race were 2.9% of the population. 
■ Age: in the city was 43.7 years. 18.9% of residents were under the age of 18; 9.3% were between the ages of 18 

and 24; 23.5% were from 25 to 44; 34.8% were from 45 to 64; and 13.6% were 65 years of age or older. 
○ “Anecdotal” info on spending habits 

https://en.wikipedia.org/wiki/White_(U.S._Census)
https://en.wikipedia.org/wiki/Native_American_(U.S._Census)
https://en.wikipedia.org/wiki/Asian_(U.S._Census)
https://en.wikipedia.org/wiki/Hispanic_(U.S._Census)
https://en.wikipedia.org/wiki/Latino_(U.S._Census)
https://en.wikipedia.org/wiki/Latino_(U.S._Census)


Parking Lot: Tactic Ideas

     



Ideas to Amplify our Story:

● Increased highway and town signage
● Distribution of Boulder’s event calendar to surrounding areas and within town
● Host travel-oriented media for “weekend getaway” Boulder experience
● “Shop Local” campaign and initiatives
● Main Street appeal & appearance
● Targeted Facebook Ads in junction with Chamber of Commerce or other 

entities
● Partnering with bloggers & influencers



Suggested Next Steps
● Creation of marketing plan to complement the greater “master plan” efforts

○ Include both “grassroots” & more resource-heavy tactics

● Grants to support town branding and marketing?
○ Montana’s Office of Tourism
○ Rural Development 
○ Big Sky Trust Fund

● Partner with Montana Office of Tourism?
○ PR efforts
○ Advertising  “Joint Venture Marketing Program”
○ Events

● ???


