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Now before you get ready to take a deep breath and profess some long-winded praise 

for the place, try doing it in a few words. Tough, huh? 

Well, that’s what this book is for. It’s here to help Montanans share our story with our 

visitors. To give you all the things that make up the brand of Montana and help put them 

into folks’ heads simply. Succinctly. And, dare we say, with a romantic wit about it al l. 

Based on the research we’ve conducted, the following pages describe:

+ The pil lars upon which our brand rests.

+ The tone that we’l l use to communicate the brand.

We invite you to sit back. Read a bit. Take it all in. Then let this book do the talking for you.

h o w  w o u l d  you   d esc r i b e
?

   YELLOWSTONE NATIONAL PARK



w h at  i s  a  brand     ?  
It’s more than what you put on cattle. And while we do 

think our state should leave a lasting impression on folks, 

we hope you will do it in a less painful way. Our brand is 

not some fancy ad slogan, logo or tagline. Or everyone 

throwing in everything they like. That’s what soup is for. 

Simply put, a brand is:

+	T he essential attributes that distinguish Montana 

from its competitors.

 

+	T he direct or indirect experience guests have with 

our state.

+	T he public perception of those who visit or l ive 

in Montana.

+	A  strategic roadmap for advertising, marketing 

and promotion.

+	 Something that does not change from year to year.

   INDIAN NATION



As much as Montana has grown ove r  the years,  th is  rema ins a  s t ra ight-up,  

know-your-neighbor, Main Street kind of place. Jargon, particularly of the marketing  

type, is not much appreciated. Yet by all accounts, there’s no shortage of marketing  

around here. When you add up all the money spent by the various businesses and  

organizations promoting Montana, it tallies nearly $80 million, according to a recent estimate.  

But true to the rugged individuality that we’re of ten noted for, there has, unfor tunately, 

been l it tle coordination of those marketing ef for ts.

That’s why a brand is important. It unites us. Like the settlers who came here in the 

1800s and the native peoples before them, more is accomplished to a greater degree of 

success when we work together toward a common goal.

Branding Montana will:

+ Unite our ef for ts to market Montana with a more cohesive voice.

+ Give Montanans the tools they need to market the state with this unif ied voice.

+ Bolster Montana’s economic success and its $3 bil l ion tourism industry.

+ Help al l Montanans work together to preserve and enhance the true assets of 

   this state. The people, the towns and the natural environments.

	 VIRGINIA CITY

why is  a  brand i m p o rta n t ? 

	 COOKE CITY



	 MISSION MOUNTAINS BIGHORN RIVER

IS  . . .

starting with our best foot forward, 

let’s define  what 
we really are.

JEFFERSON RIVER VALLEY



spectacular unspoiled nature 
 than anywhere else in the lower 48.

glacier national park	

MONTANA IS  A collection of some of the 

world’s greatest mountains and prairies 

c o mi  n g  t o g e t h e r  t o  c r e at e  m o r e  



montana is  A  series of si dewalk squares next  

to diners with amazing homemade milkshakes in  

 VIBRANT  & charming
                   small townS

natural wonders.
t h a t  s e r v e  a s  g a t e w a ys   t o  o u r

livingston	



MONTANA IS A storied place filled with 

wild trout streams made famous by authors who witnessed
  

b r e at h ta k i n g  e x per iences  by  day
and  rela xing hospitality  at n ight.

Paradise valley	



I t ’s  o n e  t h i n g  to  k n o w  t h e  b r a n d.

It’s quite another to communicate it.

Because we are the aforementioned 

st r a i g h t- u p,  k n ow-yo u r - n e i g h b o r , 

M a i n  St r e e t  k i n d  o f  pl ac e,  i t  o n ly 

makes sense that the tone in which we 

communicate our BRAND REFLECTS THE 

VA L UE  S  OF   OUR    PEOP    L E.

whitefish mountain	 saddling up Gallatin Range	

w e  a r e .. .



w e  a r e  CON   F IDENT   
n o t  ARROGANT      
We’re the quiet  type. We att ract  people to 

us instead of  force ourselves on them. At the  

barbeque, we’re the calm, c lever person off 

to the s ide.  But ask us what we l ike most 

about our state and you’re bound to get a 

response that ’s passionate in nature.

w e  a r e  s i m p l e
Str ip away the fast-paced wor ld and what do you have le f t? The good 

th ings in l i fe ,  l ike an unclut tered v ista that  goes on for  mi les.  Or a Main 

Street  that ’s just  the r ight  b lend of  commerce and community.  But that 

doesn’t  mean we don’t  en joy a good beer and a f ine Bordeaux. Our 

brand is  l ike our state.  Per fect  just  the way i t  is . 

b u t  n ot  u n so p h i st i cat e d

	grand  union hotel, fort benton mission valley	



w e  a r e  g r o u n D e d
    b u t  n ot  STUCK     IN   OUR    WAYS 	

We are humbled by our surroundings. They shape who we are. And we’ll fight to keep 

our way of life intact. But that doesn’t mean we turn our head to progress. Quite the 

opposite, we’re open to new ideas from what some may deem unlikely partners.

w e  a r e  g ENUINE    
   n o t  o l d - f a s h i o n e d

We’re not the k ind to h ide what some may consider fau l ts. 

We proudly wear them on our s leeves for  a l l  to see.  I t ’s  what 

g ives us a l i t t le  th ing cal led character.  So s i t  down with us 

over a cup of  coffee and we’ l l  g ladly te l l  you the t ruth about 

th is p lace.  We th ink you’ l l  be p leased. 

	the  grand hotel, big timber Outside judith gap	



I f  that o ld proverb wasn’t coined by a Montanan, 

i t  should’ve been. Hard work is cer tainly another 

trait that def ines Montanans. Previous generations 

wil l tel l you that things aren’t always easy around 

here. And better coordinating our marketing efforts 

won’t be, either.

This book showcases our brand and the tone from 

which we will communicate it.  Companion resources  

will give you a few tools to use in your own marketing 

efforts to help make the coordination a little easier.

But ultimately, the power to create economic success  

for this fine state rests in the same place it always  

has.  In our very own hands.  When we better coordinate  

our promotional dollars, we better ensure the viability  

of one of Montana’s most impor tant industr ies.  

I t ’s  t ime to ro l l  up our s leeves,  d ig into Using the  

Montana Brand and get to work. 

d o i n g  w e l L .
If   a  j o b ’ s  w o r t h  d o i n g , it ’s worth

BITTERROOT VALLEY



BOWMAN LAKE
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