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American consumers spend more 
on outdoor recreation than on motor vehicles 

or pharmaceuticals. 

economic impact

Montana’s unrivaled landscape  
is a key component to the state’s 
long-term economic goals. It 
gives Montana employers a 
strong competitive advantage 
over other states when it comes 
to attracting and maintaining 
top-tier talent. In lay terms, it 
means Montana’s great outdoors  
generates a lot of opportunity. 
How much opportunity?

Outdoor 
Recreation

$887b

Financial Services 
and Insurance

$921B

Hospital Care
$964B

Pharmaceuticals
$466B

Motor Vehicles 
& Parts
$465b

Education
$278b

Gasoline & Fuels
$304b

Household Utilities
$313b

AMERICA’S ANNUAL CONSUMER SPENDING FOR ALL 50 STATES
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45.8077° N, 113.9390° W
BITTERROOT MOUNTAINS

$7.1 billion 
in consumer 
spending annually 
 
$2.2 billion 
in wages and State

$286 million 
in state and local 
tax revenue
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America’s outdoor industry is  
an economic powerhouse. In 2017, 
it accounted for 2.2% of America’s 
Gross Domestic Product—bigger 
than mining and utilities. That’s 
a lot of George Washingtons  
for Montana. How many?

$2.4
billion

economic impact $

The amount retail companies 
made from outdoor recreation.

The amount manufacturing 
companies made from  
outdoor recreation.

BIG SKY BIG MONEY

$121.1
million

$193
million

$518.2
million

$194.5
million

Montana residents  
who participate in 
outdoor recreation.

81%
participation
rate

The amount real estate, rental, 
and leasing companies made 
from outdoor recreation.

Of Montana residents who believe outdoor recre-
ation is important to the state’s economic future.

96%10% Of Montana jobs that are 
in the outdoor industry. 

The amount transportation 
companies made from  
outdoor recreation.

For each 

$1 million 
spent in  
conservation  
activities, between 

17 & 31 
jobs are supported. 

Montana’s outdoor recreation economy 
is the U.S.’s second biggest.

THAT’S MORE JOBS THAN IN MANUFACTURING
AND CONSTRUCTION COMBINED.

$900 million
The amount of fishing-related consumer spending each year across 332 fishing 
access sites. (Initial investment for site development was approximately $50m.)
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47.4484203°N, -113.5986153°W
HOLLAND LAKE, CONDON

5.1% 
GDP
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WHAT IS OUTDOOR RECREATION IN MONTANA IN GDP?

Climbing/Tent 
Camping/Hiking
RV campsite
Tent campsite
Rustic lodge

Equestrian
Horseback riding

Fishing
Recreational fly
Recreational non-fly

Guided Tours/
Outfitted Travel
Air & land guided
Water guided
Wildlife

Hunting
Shotgun/Rifle
Bow

Motorcycling/ 
ATVing
On/Off-road
ATV
ROV

Dune buggy
4x4 and Jeep

National Parks

RVing

Snow Sports
Cross-country
skiing
Downhill skiing
Nordic skiing
Snowboarding
Snowmobiling
Snowshoeing

Telemark skiing
Overlanding
Dog sledding

Trail Sports
Day hiking on trail
Backpacking
Rock/Ice climbing
Running 3+ miles
Mountaineering

Wheel Sports
Bicycling, on/off-road
Skateboarding

Water Sports
Kayaking
Rafting
Canoeing
Surfing
Scuba diving
Sailing
Stand-up paddling
Boating  
(cruising, sightseeing,  
wakeboarding, tubing, 
kneeboarding,  
waterskiing)

Here’s a closer look  
at five interests and 
how much monetary 
value they added to 
Montana’s economy.  
(Hint: It’s a lot.)

A CLOSER LOOK AT NON-CONSUMER SPENDING

$396M
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economic impact $ mt

WESTERN U.S. RURAL COUNTIES 
WITH FEDERAL LANDS GROW FASTER

MONTANA IS GROWING AND OUTPERFORMING 
THE REST OF THE NATION

Economic Performance of Rural Western 
Counties with Federal Lands, 1970–2015

Personal Income

20%

Population

Montana

U.S.

Personal IncomeEmployment

Montana Vs. U.S., Percent Change, 
2000–2016

FORT PECK, SCENIC HIGHWAY
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97%
90%

223%

21%

17%

32%

52%

Gasoline/Diesel Restaurant/BarOutfitting Hotel/MotelCampground/RV Parks



Investment in outdoor recreation  
is investment in Montana’s trademark 
way of life. It attracts, sustains,  
and retains individuals, families,  
and businesses. The state’s heritage, 
culture, and tradition are closely tied 
to the state’s abundance of public 
lands. Our recreation opportunity  
and access attracts visitors, too.  
In 2019, 12.6M tourists visited to  
experience Montana’s unique recre-
ation-based culture. Tourism can  
bring in big money into experience 
based business, restaurants, lodges, 
stores, and local transportation. 
How big?

$3.8 
billion

community
QUALITY OF LIFE

26.%
Outdoor Recreation
Parks/Open Spaces

25% 
Cost of Living

15% 
Personal Safety/

Crime Rate

14%
Public Education13%

Health/
Medical Services

7%
Cultural
Opportunities 

Data is from University of Montana’s Institute for Tourism & Recreation Research.

A survey of Montana business owners ranked 
outdoor recreation as the top quality of life 
attribute influencing their decision to choose 
Big Sky Country.

48.4106° N, 114.3353° W
WHITEFISH

in non-resident spending

mt 9

THAT’S 49% OF TOTAL CONSUMER 

SPENDING. THIS IS A 5.4% INCREASE 

IN SPENDING FROM 2018 TO 2019.



Whitefish

Hamilton

Kalispell

Missoula
Ovando

Helena

Three Forks

Billings

Malta

Glendive

Bozeman

Twin Bridges

Dillon

Great Falls

community

Visits to Montana state 
parks increased 40% 
over the last decade.

Great Falls developed 
60 miles of trail along 
the scenic Missouri 
River in a public- 
private partnership.

Outdoor recreation  
and healthy communities 
are synonymous with 
one another. Studies 
show that communities 
with access to the great 
outdoors have reduced 
crime rates, better  
educational outcomes, 
and improved physical  
and mental health.  
That’s why Montana’s 
communities strive to 
heavily invest in outdoor  
recreation. Residents  
of Montana spend 

$3.61
billion
on outdoor recreation 
in the state each year. 

5.9

7.5

4.6

2.5

Three Forks spent 
$1 million to develop 
the Headwaters Trail 
System, which is at-
tracting growth to the 
community.

Hamilton and  
Missoula are working 
to connect the two 
communities with the 
50-mile Bitterroot 
Trail, which is estimat-
ed to create an $11.4 
million benefit for the 
region.

Helena’s South Hills 
trail system supports 
$4.3 million in visitor 
spending annually, 
supporting 60 jobs.

Dillon’s trail system 
is being designed for 
residents and commu-
nity health.

Glendive uses access 
to nearby Makoshika 
State Park as an eco-
nomic development 
strategy.

Ovando and Twin 
Bridges have both 
made small financial 
investments to at-
tract cycle tourism, 
which both commu-
nities say provides 
strong economic 
benefit to their com-
munities.

Malta is developing 
trail connections to the 
Missouri River to im-
prove resident health 
and physical activity.

Helena’s South Hills 
trail system supports 
60 jobs and gener-
ates $4.3 million.

Residents and 
visitors spend 
$18.5 million on 
non-motorized 
winter recreation 
in the Yellowstone 
region, translating to 
$3 million in labor 
earnings.

QUALITY OF LIFE QUALITY OF LIFE
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Visitors on public lands
(amounts in millions)

Here’s a closer look 
at a dozen places 
and how much the 
communities have 
invested in outdoor 
recreation.

Support for the Office of Outdoor Recreation 
extends across party lines.

Democrats
98%

Independents
82%

Republicans
83%

20.6M Visitors created 
16,548 jobs.

NATL. 
PARKS

U.S. FOREST 
SERVICE

BLM STATE 
PARKS
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THAT’S 51% OF TOTAL 
CONSUMER SPENDING.



For more information about how the outdoor recre-
ation economy impacts our state, how the state of 
Montana promotes the outdoor recreation econo-
my, or to find out what you can do to support our 
outdoor recreation landscape, contact the Montana 
Office of Outdoor Recreation.

Montana’s  
public lands 
attracts, sustains, 
and retains indi-
viduals, families, 
and businesses. 

Access to the  
outdoors supports 
reduced crime 
rates, improves 
educational  
outcomes, and  
improves physical 
and mental health.

Many Montana 
businesses
manufacture  
products for  
outdoor recre-
ation, creating 
jobs, income,  
and state and 
local taxes. 

Montana  
employers  
attracts and  
retains talent 

1 2 3 4

The Impacts 
of Outdoor 
Recreation: 

Montana Office of Outdoor Recreation
Governor’s Office of Economic Development
State Capitol, Office 234
PO Box 200
801 Helena, MT 59620
www.business.mt.gov

Photos courtesy 
Montana Department 
of Commerce.

Cost to print: 
$0.93 per copy.

Quality 
of Life

Jobs Business & 
Economy

Community 
Wellbeing

47.0898° N, 104.7063° W
THE PARAMOUNT TRAIL AT MAKOSHIKA STATE PARK


