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Section I– Demographic Summary & Market Review

In an attempt to determine the feasibility of building a community basedaquaticcenter in the
Madison Valley, Montana area a market analysis that looks at the demographic realities of the
regionand reviews the existing facilities in theservice area market has been undertaken.

The following is a summary of the basic demographic characteristics ofthePrimary and
Secondary Service Areas and a comparison with basic sports participation standards as produced
by the National Sporting Goods Association.

Service Area: The focus of theaquatic center will be to serve the residents of theMadison
Valley.However the exact size of the geographic market will depend on the size and magnitude
of the facility that is developed.As a resultaprimary and secondaryservice areahas been
identified. The Primary Service Area includes most all of the Madison Valley including
Harrison, Norris, McAllister, Ennis, Sheridan, Alder, Nevada and Virginia City.  The Secondary
ServiceArea expands to include Willow Creek, Logan, Trident, Three Forks, Cardwell,
Whitehall, Twin Bridges and West Yellowstone.Use by individuals outside of these identified
service areas will be limited to special eventsor visitors to the Madison ValleyArea.  It is
estimated that 7,000 people visit Ennis annually and 700,000 visit Madison Valley.  This is a
large secondary market to draw from for additional facility users.

Service areas can vary in size with the types of components that are included in a facility.  An
aquatic center that includes theme and branding along with interactive elements (zero depth
entry, current channel, interactive spray features, current vortex, SCS play structure, slides, etc.)
will generally have a larger service area than atraditional flat water pool that may be geared to
suite general lap swim or aquatic competition of somesort.

Most public focused aquatic centers draw the vast majority of their users from a20 to30 minute
driving distance in a more rural environment.  Based upon the facilities proximity to major
thoroughfares, along with amenities included in the facility, that driving distance may increase or
decrease.  Other factors impacting the use as it relates to driving distance are the presence of
alternative service providers in theidentified service areas.  Alternative service provides can
have an impact upon membership, daily admissions and the associated penetration rates for
programs.
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Service AreaStatistics and Comparison:

Population Comparison:
2000 Census2008 Estimate2013 Projection

Primary Service Area4,558 4,785 5,019
Secondary Service Area12,066 13,540 14,839

Number of Households Comparison:
2000 Census2008 Estimate2013 Projection

Primary Service Area1,995 2,147 2,274
Secondary Service Area5,068 5,773 6,366

Number of Families Comparison:
2000 Census2008 Estimate2013 Projection

Primary Service Area1,995 2,147 2,274
Secondary Service Area5,068 5,773 6,366

Average Household Size Comparison
2000 Census2008 Estimate2013 Projection

Primary Service Area2.25 2.20 2.18
Secondary Service Area2.35 2.32 2.31
United States 2.59 2.59 2.59

Source– U.S. Census Bureau and ESRI

The following is a demographic analysis of the two identified service areas.
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PrimaryService Area Map:
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Population Distribution by Age:Utilizing census information for thePrimary Service Area, the
following comparisons are possible.

Table A– 2008PrimaryService Area Age Distribution
(ESRI estimates)

Ages Population% of Total Nat. PopulationDifference
-5 206 4.3% 7.0% -2.7%

5-17 651 13.8% 17.3% -3.5%
18-24 304 6.4% 9.9% -3.5%
25-44 981 20.5% 27.4% -6.9%
45-54 898 18.8% 14.6% 4.2%
55-64 850 17.7% 11.1% 6.6%
65-74 502 10.5% 6.4% 4.1%
75+ 391 8.2% 6.2% 2.0%

Population: 2008 census estimates in the different age groups in the service area.

% of Total:Percentage of the service area population in the age group.

National Population:Percentage of the national population in the age group.

Difference:Percentage difference between the service area population and the national population.

Chart A– 2008PrimaryService Area Age Group Distribution

The demographic makeup of thePrimaryService Area, when compared to the characteristics of
the national population, indicates that they areverydifferent, with a larger population in the44-
54, 55-64, 65-74 and75+age groups and asmaller population in the-5, 5-17,18-24 and 25-44
age groups.  The greatest positive variance in percentage is in the55-64agegrouping with
+6.6% and the greatest negative variance in the25-44 age category with-6.9%.
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Population Distribution Comparison by Age:Utilizing census information from thePrimary
Service Area, the following comparisons are possible.

Table B– 2008PrimaryService Area Population Estimates
(U.S. Census Information and ESRI)

Ages 2000
Population

2008
Population

2013
Population

Percent
Change

Percent
Change Nat’l

-5 201 206 199 -1.0% 18.1%
5-17 801 651 643 -19.7% 3.4%
18-24 213 304 269 26.3% 20.1%
25-44 1,150 981 980 -14.8% 0.7%
45-54 759 898 836 10.1% 27.6%
55-64 596 850 1,054 76.8% 69.3%
65-74 445 502 614 38.0% 25.7%
75+ 395 391 426 7.8% 24.5%

ChartB–PrimaryService Area Population Growth

Table-B, looks at the growth or decline in age group numbers from the 2000 census until the year
2013.  It is projected thatthe age categories of 18-24, 45-54, 55-64, 65-74 and 75+ will see an
increase,while the-5, 5-17and 25-44groups will experience a decrease.  It must be remembered
that the population of the United States as a whole is aging and it is not unusual to find negative
growth numbers in the younger age groups and net gains nearing70% in the 45 plus age
groupings in communities which are relatively stable in their population numbers.
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Below is listed the distribution of the population by race and ethnicity for thePrimaryService
Area based on 2008 population estimates.

Table C–PrimaryService Area Ethnic Population and Median Age

EthnicityTotal PopulationPercentage of
Population

Median Age

Hispanic1 119 2.5% 27.8
White 4,621 96.6% 48.3
Black 4 0.08% 15.0

American Indian37 0.7% 46.5
Asian 16 0.3% 42.5

Pacific Islander0 0.0% 0
Other 44 0.9% 26.3

Multiple Races77 1.6% 25.6

2008PrimaryService Area Total Population:4,785 Residents

Source– U.S. Census Bureau and ESRI

1 The Census Bureau and ESRI do not define “Hispanic”as an ethnicity, therefore if you add the percentages you
will find them to be great than 100%.  Hispanic is included because it is the opinion of Ballard*King & Associates
that it important to have as broad of an understanding of the make-up of your service area as possible.
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The pie-charts below simply provide a graphical representation of the information contained in
Table C on the previous page.

TableC, Illustration1–TotalHispanic Community

Table C, Illustration2–White v. Other

Table C, Illustration3–Black, American Indian,Asian, Pacific Islander, Other and
Multiple Races
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SecondaryService Area Map:
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Population Distribution by Age:Utilizing census information for theSecondary Service Area,
the following comparisons are possible.

Table D– 2008Secondary Service Area Age Distribution
(ESRI estimates)

Ages Population% of TotalNat. PopulationDifference
-5 695 5.1% 7.0% -1.9%

5-17 2,053 15.0% 17.3% -2.3%
18-24 1,096 8.0% 9.9% -1.9%
25-44 3,025 22.3% 27.4% -5.1%
45-54 2,466 18.2% 14.6% 3.6%
55-64 2,094 15.5% 11.1% 4.4%
65-74 1,227 9.1% 6.4% 2.7%
75+ 884 6.5% 6.2% 0.3%

Population:2008 census estimates in the different age groups in the service area.

% of Total:Percentageof the service area population in the age group.

National Population:Percentage of the national population in the age group.

Difference:Percentage difference between the service area population and the national population.

Chart C– 2008Secondary Service Area Age Group Distribution

The demographic makeup of theSecondary Service Area, when compared to the characteristics
of the national population, indicates that they aredifferent, with a slightly larger population in
the45-54, 55-64, 65-74 and 75+age groups and a slightly smaller population in the-5, 5-17, 18-
24 and 25-44 age groups.  The greatest positive variance in percentage is in the55-64 age
category with+4.4% and the greatest negative variance is in the25-44 age category with-5.1%.
When compared to thePrimaryServiceArea theSecondaryServiceArea displays the same
characteristics with similar percentages.
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Population Distribution Comparison by Age:Utilizing census information from the
SecondaryService Area, the following comparisons are possible.

Table E– 2008Secondary Service Area Population Estimates
(U.S. Census Information and ESRI)

Ages 2000
Population

2008
Population

2013
Population

Percent
Change

Percent
Change Nat’l

-5 621 695 740 19.2% 18.1%
5-17 2,319 2,053 2,115 -8.8% 3.4%
18-24 680 1,096 1,101 61.9% 20.1%
25-44 3,281 3,025 3,241 -1.2% 0.7%
45-54 1,965 2,466 2,428 23.6% 27.6%
55-64 1,404 2,094 2,690 91.6% 69.3%
65-74 1,001 1,227 1,482 48.1% 25.7%
75+ 795 884 1,042 31.1% 24.5%

ChartD–Secondary Service Area Population Growth

Table-E, looks at the growth or decline in age group numbers from the 2000 census until the year
2013.  It is projected that the age categories of-5,18-24, 45-54, 55-64, 65-74 and 75+ will see an
increase, while the 5-17 and 25-44 groups will experience a decrease.  It must be remembered
that the population of the United States as a whole is aging and it is not unusual to find negative
growth numbers in the younger age groups and net gains nearing70% in the 45 plus age
groupingsin communities which are relatively stable in their population numbers.  Of particular
note would be the increase in the-5 and 18-24 age groups, as these would be some of the
primary users of an aquatic facility.
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Below is listed the distribution of the population by race and ethnicity for theSecondaryService
Area based on 2008 population estimates.

Table F–Secondary Service Area Ethnic Population and Median Age

EthnicityTotal PopulationPercentage of
Population

Median Age

Hispanic2 418 3.1% 25.5
White 12,935 95.5% 45.1
Black 14 0.1% 27.5

American Indian136 1.0% 40.3
Asian 59 0.4% 36.3

Pacific Islander11 0.08% 28.8
Other 180 1.3% 29.0

Multiple Races205 1.5% 24.7

2008Secondary Service Area Total Population:13,540 Residents

Source– U.S. Census Bureau and ESRI

2 The Census Bureau and ESRI do not define “Hispanic” as an ethnicity, therefore if you add the percentages you
will find them to be great than 100%.  Hispanic is included because it is the opinion of Ballard*King & Associates
that itimportant to have as broad of an understanding of the make-up of your service area as possible.
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The pie-charts below simply provide a graphical representation of the information contained in
Table F on the previous page.

Table F, Illustration 1–Total Hispanic Population

Table F, Illustration 2–White v. Other

Table F, Illustration 3–Black, American Indian, Asian, Pacific Islander, Other and
Multiple Races
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Next, the median age and household income levels are compared with the national number.  Both
of these factors are primary determinersof participation in recreation activities.  The lower the
median age, the higher the participation rates are for most activities.The level of participation
also increases as the income level goes up when factored with the cost of living.

Median Age:

2000 Census2008 Estimate2013 Projection
Primary Service Area43.9 47.9 50.6
Secondary Service Area40.9 44.5 46.0
Nationally 35.3 36.8 37.7

ChartE– Median Age

Asnoted in Chart-E, the median age forthetwo service areas aresignificantlygreater than the
National median age.
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Map of2008Median Age:

The map below identifies the median age byzip code and illustrates the boundaries of the
secondary service area.  This allows for a more accurate depiction of where particular age groups
might be in location or proximity to the proposed site of an aquatic center inEnnis.
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Median Household Income:

2000 Census2008 Estimate2013 Projection
Primary Service Area$29,587 $34,211 $37,288
Secondary Service Area$31,823 $37,154 $41,493
Nationally $42,164 $54,749 $64,042

ChartF– Median Household Income

In the Primary Service Area the percentage of households with median income over $50,000 per
year is30.3% compared to54.4% on a national level.  Furthermore, the percentage of the
households in the service area with median income less than $25,000 per year is35.3%
compared to a level of 21.1% nationally.

In the Secondary Service Area the percentage of households with median income over $50,000
per year is33.3% compared to 54.4% on a national level.  Furthermore, the percentage of the
households in the service area with median income less than $25,000 per year is31.6%
compared to a level of 21.1% nationally.

These statistics indicate that there may be alower level of discretionary income for recreational
purposes, but this assumption must also be tempered with thelowcost of living in theMadison
ValleyArea.
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Map of2008Median Income:

The map below identifiesthe median household income byzip code and illustrates the secondary
service area boundaries.  This allows for a more accurate depiction of where households with
more discretionary income might be in location or proximity to the proposed site ofthe aquatic
center in Ennis.
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In addition to looking attheMedian Age and Median Income,it is important toexamine
Household Budget Expenditures.  In particular looking at housing information; shelter, utilities,
fuel and public services along withentertainment & recreationcan provide a snap shot into the
cost of living in the services areas.  The table below looks at that information and compares the
Primary and Secondary Service area to the State of Montana.

Household Budget Expenditures3:

Primary Service AreaSPI Average Amount SpentPercent
Housing 56 $11,245.78 26.1%

Shelter 53 $8,197.70 19.0%
Utilities, Fuel, Public Service67 $3,048.08 7.1%

Entertainment & Recreation67 $2,477.92 5.8%

Secondary Service AreaSPI Average Amount SpentPercent
Housing 59 $11,831.5126.4%

Shelter 56 $8,656.01 19.3%
Utilities, Fuel, Public Service70 $3,175.50 7.1%

Entertainment & Recreation69 $2,545.43 5.7%

State of Montana SPI Average Amount SpentPercent
Housing 69 $13,764.8527.5%

Shelter 66 $10,324.5820.6%
Utilities, Fuel, Public Service75 $3,440.27 6.9%

Entertainment & Recreation74 $2,738.66 5.5%

SPI: Spending Potential Index as compared to the National number of 100.

Average Amount Spent:The average amount spent per household.

Percent: Percent of the total 100% of household expenditures.Note:Shelter along with
Utilities, Fuel, Public Service are a portion of the Housing percentage.

When you look at the Median Household Income it is significantly below the National level,
however if you examine the Household Budget Expenditures it would indicatethat the cost of
living in the Primary and Secondary Service Areas are lower than the State of Montana and
lower than the NationalSPINumber of 100.

3 Consumer Spending data are derived from the 2004 and 2005 Consumer Expenditure Surveys, Bureau of Labor
Statistics.  ESRI forecasts for 2008 and 2013.
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Summary of Service Areas

Primary Service Area Demographic Summary:
 The population is expected toshowslow growth over the next 5 to 10 years..
 The population density islow.
 The median age isgreater than the national average and is expected to increase at afaster rate

than the national average.
 Household size islower than the national average indicating a lower number of households

with children.
 Median household income islower than the national level.
 Housing Spending Potential Index is significantly below the National number of 100,

indicating a potentially lower cost of living
 The predominate race in the area is White.

Secondary Service Area Demographic Summary:
 The population is expected to showslow growth over the next 5 to 10 years..
 The population density islow.
 The median age is higher than the national averageand is expected to increase at the same

rate of the national average.
 Household size is lower than the national average indicating a lower number of households

with children.  Also, when compared with thePrimary Service Area, the household sizeis
againhigher.

 Median household income islower than the national level and similar to the Primary Service
Area.

 Housing Spending Potential Index is significantly below the National number of 100,
indicating a potentially lower cost of living, however this number is slightly higher than the
Primary Service Area.

 The predominate race in the area is White.
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Recreation Activities Participation

The National Sporting Goods Association (NSGA) conducts an annual in depth study and survey
of how Americans spend their leisure time. This information provides the data necessary to
overlay rates of participation onto thePrimary Service Area to determine market potential.
While the focus of this study is aquatics, there are other activities includedin this section of the
study.  This information is important to consider when creating synergy between components of
the aquatic centerand other possible recreation spaces.

Comparison with National Statistics: Utilizing information from the National Sporting Goods
Association and comparing them with the demographics from thePrimary Service Area, the
following participation projections can be made (statistics were compared based on age,
household income, regional population and national population).

TableG– Participation Rates

Activity Age Income RegionNationAverage
Aerobic 10.6% 9.7% 15.8% 11.4%11.9%
Basketball 7.3% 7.7% 10.7% 9.1% 8.7%
Exercise w/ Equipment18.9% 16.6% 22.6% 19.9%19.5%
Exercise Walking35.5% 29.5% 36.2% 33.8%33.7%
Running/Jogging9.3% 7.2% 13.9% 11.4%10.4%
Swimming 17.5% 14.5% 21.4% 19.7%18.3%
Volleyball 3.7% 2.7% 4.8% 4.5% 3.9%
Weightlifting 10.8% 10.0% 19.0% 12.5%13.1%
Workout @ Clubs12.3% 9.3% 13.0% 12.7%11.8%

Age: Participation based onaverage age of thePrimary Service Area, using NSGA age
categories.

Income: Participation based on the 2008 estimated median household income inthe Primary
Service Area.

Region: Participation based on regional statistics (Mountain).

National: Participation based on national statistics.

Average: Average of the four columns.
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Market Potential–From the statistical data above, the following market potential estimates are
possible. The estimated participation numbers indicated below are for recreation activities and do
not translateinto expected attendance figures for thePrimary Service Area since many
participants will utilize other facilities for recreation activities, including a persons home.

TableH– Participation Rates from 2000 to 2013–Primary Service Area

Activity Average 2000 Part.2008 Part.2013 Part.Difference
Aerobic 11.9% 507 534 563 57
Basketball 8.7% 371 391 413 41
Exercise w/ Equipment19.5% 833 878 926 93
Exercise Walking33.7% 1,441 1,518 1,602 161
Running/Jogging10.4% 446 470 496 50
Swimming 18.3% 781 822 868 87
Volleyball 3.9% 167 176 186 19
Weightlifting 13.1% 559 589 621 62
Workout @ Clubs11.8% 505 532 562 56

TOTAL 5,611 5,909 6,238 627
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Anticipated Number of Times Participating Per Year: By taking the number of annual
participants from Table-H, times the average number of times swum per year (from 2007 NSGA
standards) will equal the total number of estimated uses per year.

TableI– Annual Number of Swimmer Days

Average2000 Uses2008 Uses2013 Uses% Change
Swimming 37.33 29,155 30,685 32,402 11.1%

Average:The average number of times (by region, income, sex and nation) a person will swim in a year.

This table indicates that there is areasonable number of annual “swimmer days” (a swimmer day
is calculated as one individual swimming one day)in the Primary Service Areafrom which to
capture a market share.  It also must be remembered that many of these “swimmer days” are
being satisfied by existing aquatic facilities.  It is possible that a new aquatic center inMadison
Valley Area with a strong leisure orientation could capture approximately 50% to60% of the
annual swimmer days.  This could translate into15,342 to18,411 swimmer days annually (based
on the 2008 population numbers for the service area).  Adding in the populationfrom the
SecondaryServiceArea (8,755) and using the same 18.3% rate of participation would result in
an additional 1,602 swimmers and58,803 swimmer days.  Capturing 5% to 10% of the annual
swimmer days would translate into another 2,940 to 5,880 swimmer days annually.  On top of
this, attracting even a small percentage of the yearly visitors to the area could add another 500 to
1,000 facility users a year.
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Participation Correlation:Many aquatic centers also have other recreation amenities as part of
their facility.  With this in mind, and utilizing information provided by the National Sporting
Goods Association's 2007 survey, the following correlation between people who participate in
swimming and other recreational activities is possible.

Table J– Participation Correlation

Activity % of Swimmers% of Activity Participation
Aerobic 21.6% 37.3%
Basketball 18.7% 40.5%
Exercise Walking 47.8% 27.9%
Exercise w/ Equipment32.2% 31.9%
Running/Jogging 23.6% 40.7%
Weightlifting 20.7% 32.7%
Volleyball 9.7% 42.3%

Percent of Swimmers:The percentage of swimmers who would participate in the given activity.

Percent of Activity Participants:The percentage of the listed activity participants who would also participate in
swimming.

These correlation statistics indicate the strong relationship between those people who participate
in aquatics and other activities.  These statistics also indicate what other components may be
included in an aquatic center to increase overall usage ofa center.
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Below are listed a variety of indoor recreation activities and the relative market strength and rate
of participation.

Summary of Sports Participation:  The following chart summarizes participation in various
sports and leisure activities utilizing informationfrom the 2007 National Sporting Goods
Association survey.

TableK– Sports Participation Summary

Sport National
Rank

National
Participation in

Millions

Rank
Primary
Service

Primary
Service

Participation
Exercise Walking1 89.8 1 33.7%
Exercising w/ Equipment2 52.8 2 19.5%
Swimming 3 52.3 3 18.3%
Work-Out at Club8 33.8 6 11.8%
Weightlifting 9 33.2 4 13.1%
Running/Jogging11 30.4 7 10.4%
Aerobic Exercising12 30.3 5 11.9%
Basketball 15 24.1 8 8.7%
Volleyball 24 12.0 9 3.9%

Rank: Popularity ofsport based on national survey.

% Participation:Percent of population that would participate in this sport inthe Primary Service Area.

In Table-K we can see that Swimming not only ranks 3rd on a national level it also ranks 3rd in
the primary service area based upon the unique participation percentage for the Madison Valley
Area.
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Comparison of State Statistics with National Statistics:  Utilizing information from the
National Sporting Goods Association, the following charts illustrate the participation numbers in
selected sports in the state ofMontana.

Montana participation numbers in selected indoor sports: As reported by the National
Sporting Goods Association in 2007.

TableL–Montana Participation Rates

Sport Montana Participation
(in thousands)

Age GroupLargest Number

Exercise Walking340 45-54 45-54
Exercising w/ Equipment175 25-34 25-34
Swimming 158 7-11 35-44
Work-Out at Club 109 25-34 25-34
Weightlifting 233 25-34 25-34
Running/Jogging 156 18-24 25-34
Aerobic Exercising137 25-34 25-34
Basketball 75 12-17 12-17
Volleyball 11 12-17 12-17

Washington Participation:The number of people (in thousands) inMontana who participated more than
oncein the activity in 2007 and of at least 7 years of age.

Age Group: The age group in which the sport is most popular and the age group where the
highest percentage of the age span participates in the activity.  (Example: The
highest percent of an age group that participates in exercise walking is 45-54.)
This is a national statistic.

Largest Number:The age group with the highest number of participants.  Example: The greatest
number of exercise walkers is in the 45-54 age group.  (Note: This statistic is
driven more by the sheer number of people in the age group than by the
popularity of the sport in the age span.)This is a national statistic.

Note:  Age group participation is generally on a bell curve, with the age group noted having the
highest rate and then declining from there.  While swimming ranks 3rd in the primary service
area, on the state level swimming actually ranks 4th.
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Montana sport percentage of participation compared with the population percentage of the
United States–Montana’s population represents0.3% of the population of the United States
(based on 2006 statistics).

Table M–Montana Participation Correlation

Sport Participation Percentages
Weightlifting 0.7%
Running/Jogging 0.5%
Aerobic Exercising0.5%
Exercise Walking 0.4%
Exercising w/ Equipment0.3%
Swimming 0.3%
Work-Out at Club 0.3%
Basketball 0.3%
Volleyball 0.1%

Note: Sports participation percentages refer to the total percent of the national population that
participates in a sport that comes from the State ofMontana.  It is significant thatin8 activities
the percentage of participationmatches orexceeds the percentage of the national population.
This indicates ahigh rate of participation.
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Recreation Expenditures Spending Potential Index:  In addition to participation in recreation
activities ESRI also measures recreation expenditures in a number of different areas and then
indexes this against national numbers.  The following comparisons are possible.

TableN– Recreation Expenditures Spending Potential Index

Primary ServiceState ofMontana United States
Average SpentSPIAverage SpentSPIAverage SpentSPI

Fees for Participant
Sports

$55.1748 $74.2365 $114.20100

Fees for
Recreational
Lessons

$59.6547 $81.0764 $127.48100

Social, Recreation,
Club Membership

$88.8153 $112.2068 $166.06100

Exercise
Equipment/Game
Tables

$63.9961 $74.4571 $104.24100

Other Sports
Equipment

$10.6971 $10.8472 $15.12100

Average Amount Spent:The average amount spent for the service or item in a year.

SPI: Spending potential index as compared to the national number of 100.

The SPI index indicates that in all areas the rate of spending isbelow the national average.  This
shows that there is probably alower rate of discretionary spending for the types of services that
anaquatic center may provide.  Moreover, this information isvery important when determining
price point for activities and cost recovery philosophy for the proposed center.
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Map ofRecreation Expenditure Spending Potential Index:

The map below identifies the recreation expenditure spending potential index by zip code and
illustrates the secondary service area boundaries.  This allows for a more accurate depiction of
where households with a higher SPI might be in location or proximity to the proposed site of an
aquatic center.
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Market Potential Index:  Another method to measure possible participation in recreation and
fitness activities is through the market potential index where rates of participation in the service
area are compared with national numbers through the index rating.  Utilizing information
provided by ESRI, the following comparisons are possible.

Table O– Sports & Leisure Market Potential Index

Sport Number of AdultsPercentageMPI
Aerobics 254 6.5% 68
Basketball 242 6.2% 68
Jogging/Running 329 8.4% 84
Swimming 847 21.6% 119
Volleyball 136 3.5% 94
Walking for Exercise1,050 26.7% 99
Weight Lifting 434 11.1% 94
Yoga 141 3.6% 73

Number of Adults:The number of adults in the service area participating in the sport.

Percentage:The percentage of adults in the service area participating in the sport.

MPI: Market potential index as compared to the national average number of 100.

TheMPI (Market Potential Index) measures the relative likelihood of the adults in the specified
trade area to exhibit certain consumer behavior or purchasing patterns compared to the U.S.
average.  The MPI for swimming is well over 100, indicating a stronger market for aquatic
activities.
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Aquatic Participation Trends: Without doubt the hottest trend in aquatics is the leisure pool
concept.  This idea of incorporating slides, lazy rivers (or current channels), fountains, zero depth
entry and other water features into a pool’s design has proved to be extremely popular for the
recreational user.  The age of the conventional pool in most recreational settings is nearly dead.
Leisure pools appeal to the younger kids (who are the largest segment of the population that
swims) and to families.  These types of facilities are able to attract and draw larger crowds and
people tend to come from a further distance and stay longer to utilize such pools.  This all
translates into the potential to sell more admissions and increase revenues.  It is estimated
conservatively that a leisure pool can generate up to 30% more revenue than a comparable
conventional pool and the cost of operation while being higher, has been offset through increased
revenues.  Of note is the fact that patrons seem willing to pay a higher user fee with this type of
pool than a conventional aquatics facility.  However, most all indoor leisure pools still cannot
cover their cost of operation from user fees.

Despite the recent emphasis on recreational swimming the more traditional aspects of aquatics
(including competitive swimming, water polo, synchronized swimming, diving,
lessons/instruction, and aqua fitness) remain as a part of most aquatic centers.  The life safety
issues associated with teaching children how to swim is a critical concern in most communities
and competitive aquatic programs continue to be important.

Another trend that is growing more popular in the aquatic’s field is the development of a raised
temperature therapy pool for relaxation, socialization, and rehabilitation.  This has been effective
in bringing in swimmers who are looking for a different experience and non-swimmers who want
the advantages of warm water in a different setting.  The development of natural landscapes have
enhanced this type of amenity and created a pleasant atmosphere for adult socialization.

The multi-function indoor aquatic center conceptof delivering aquatics services continues to
grow in acceptance with the idea of providing for a variety of aquatics activities and programs in
an open design setting that features a lot of natural light, interactive play features and access to
an outdoorsun deck.  The placing of traditional instructional/competitive pools, with shallow
depth/interactive leisure pools and therapy water, in the same facility has been well received in
the market.  This idea has proven to be financially successful by centralizing pool operations for
recreation service providers and through increased generation of revenues from patrons willing
to pay for an aquatics experience that is new and exciting.  Indoor aquatic centers have been
instrumental in developing a true family appeal for community-based facilities.  The keys to
success for this type of center revolve around the concept of intergenerational use in a quality
facility that has an exciting and vibrant feel in an outdoor like atmosphere.

The family oriented outdoor water park concept has also gained in popularity by providing for a
variety of interactive aquatics activities and programs in a park setting that features a lot of grass,
shade structures, sand play areas and natural landscapes.  This idea has proven to be financially
successful with most outdoor aquatic centers being able to cover their operating costs with
revenues generated by the facility itself.  This has occurred by increasing the generation of
revenues from patrons willing to pay for an aquatics experience that is new and exciting.
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This concept has carried over to indoor aquatic facilities as well.  While the model has had to be
modified to meet the demands and limitations of an indoor environment, the presence of a family
aquatic center has proven to be very popular.

A new concept is the spray ground, where a number of water spray features are placed in a
playground setting where there is no standing water but the water is treated and recirculated
much like a pool.  This provides a fun yetsafe environment where drowning is not a concern and
lifeguards are not necessary.

Also changing is the orientation of aquatic centers from stand alone facilities that only have
aquatic features to more of a full-service recreation center that has fitness, sports and community
based amenities.  This change has allowed for a better rate of cost recovery and stronger rates of
use of the aquatic portion of the facility as well as the other “dry side” amenities.

Swimming is second behind exercise walking in popularity of sports and leisure activities
nationally, meaning that there is a significant market for aquatic activities.  Approximately
20.3% of the population in the Mountain region of the country participates in aquatics activities.
The largest agegroup for participation in aquatics activities is in the younger age groups, with
over 44% of all kids’ ages 7-11 participating in swimming.  More than 31% of all swimmers are
under the age of 18 years, and nearly half are under the age of 25.  Individuals that swim do so
on a regular basis with an average of37 days a year.  This indicates that there is not only a large
segment of the population that participates in aquatics activities but they do so on a relatively
consistent basis.
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Below are listed those sports activities that would often take place indoors in a community
recreation center and the percentage of growth or decline that each has experienced nationally
over the last 10 years (1998-2007).

TableP– National Activity Trend (in millions)

Sport/Activity1998 Participation2007 ParticipationPercent Change
Weight Lifting 22.8 33.2 45.60%
Running/Jogging22.5 30.4 35.10%
Skateboarding 7.7 10.1 31.20%
Workout Club 26.5 33.8 27.50%
Aerobics 25.8 30.3 17.40%
Exercise Walking77.6 89.8 15.70%
Exercise w/ Equipment46.1 52.8 14.50%
Tennis 11.2 12.3 9.80%
Soccer 13.2 13.8 4.50%
Billiards 32.3 29.5 -8.70%
Swimming 58.2 52.3 -10.10%
Baseball 15.9 14 -11.90%
Basketball 29.4 24.1 -18.00%
Volleyball 14.8 12 -18.90%
Softball 15.6 10 -35.90%

1998 Participation: The number of participants per year in the activity (in millions) in the United States.
2007 Participation: The number of participants per year in the activity (in millions) in the United States.

Percent Change: The percent change in the level of participation from 1998 to 2007.
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In an attempt to develop a more direct comparison between the rates of participation in various
leisure activities, the NationalEndowment for theArts survey ranked the following activities.

Table Q– Rate of Participation in Leisure Activities in 2002

Chart I CorrelationActivity Percentage
A Went to Movies 60.0%
B Exercised 55.1%
C Gardening 47.3%
D Arts Activity 39.0%
E Home Improvements 42.4%
F Theme Park 41.7%
G Attended Sports Events 35.0%
H Played Sports 30.3%
I Camped/Hiked/Canoed30.9%

In relationship to sports participation and other leisure activities, participation in cultural arts is
very high.  One Element not included in this table that does impact leisure activities is watching
television.The Survey of Public Participation in the Arts conducted in 2002 reports that adults
spend an average of 2.9 hours per day watching television.

Chart G

Despite the recent decline in swimming participation, the sport overall still remains immensely
popular.  However, the focus of swimming has changed from an activity that was oriented
around competitive aquatics with deeper and colder water to a more recreational approach that
emphasizes shallow, warm water, socialization and interactive play. Consistent use of an
aquatic’s facility by families and young children is dependent in large part on the leisure
amenities.  The sale of daily admissions and more importantly annual/season passes is also tied
to the appeal of the leisure pool.
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Comparison Report

Through ESRI we are able to compare the Primary and Secondary Service areas with that of the
State of Montana.  This information simply provides a 1-page overview of what has been
covered in the report to this point.


