CITY COUNCIL EXECUTIVE SESSION
REMOTELY VIA WEBEX
MONDAY, APRIL 5, 2021
5:15 TO 5:45 PM

1. Call to Order
2. CLOSED EXECUTIVE SESSION – Pursuant to Section 2-3-203 (4) M.C.A. – Litigation update
with City Attorney
*******************************************************************************

CITY COUNCIL WORK SESSION
REMOTELY VIA WEBEX
MONDAY, APRIL 5, 2021
5:45 PM TO 7:00 PM
1. Call to Order

Meeting Link: Meeting Link

2. Review and Discuss Annexation Inquiries and Urban
Growth Boundary
3. Public Comment
4. Direction to City Manager
5. Adjourn

To attend the meeting, and provide live
comment via WebEx on your computer,
tablet or smartphone, residents and other
attendees should go to the following web
address. REGISTRATION IS NOT
REQUIRED. For best participation
experience, participants should
download the Webex App to their
desktop.
Meeting Number: 187 768 4224
Password: 5Apr!l

•

•

Join by video system
Dial:

1877684224@cityofwhitefish.webex.com

Or
• Dial: 173.243.2.68 and enter your

meeting number

•

For the Audio Conference Call option:
call the number below and enter the access
code.
• United States Toll: +1-408-418-9388
• United States Toll Free: (From a land line
phone) 1-844-992-4726
• Access code: 187 768 4224

•

We encourage individuals to provide
written public comment; to the City
Clerk, Michelle Howke at
mhowke@cityofwhitefish.org. or deliver
by 4:00 p.m. April 5, 2021, at City Hall in
the Utility Drop Box. Written comments
should include name, address, should be
short and concise, courteous, and polite.

•

Public comment by those attending the
meeting "live" via WebEx will be limited
to three minutes per individual.
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MEMORANDUM
To:
From:
Date:
RE:

Mayor Muhlfeld and City Council
Dave Taylor, Planning Director
April 5, 2021
Work Session on Annexation Inquiries and Urban Growth Boundary

Mayor Muhlfeld and Councilors,
Staff has received several inquiries about potential annexation and extension of city services from
landowners or prospective landowners of property just outside city limits and outside of our Urban
Growth Boundary as established in our Extension of Services Plan. See parcel map on page 11
and letters on pages 12 and 13. In discussing this with Mayor Muhlfeld, he suggested a work
session with the City Council on this topic was warranted to get policy decisions on how to
approach these requests moving forward.
Although this discussion isn’t specific to any one property, the inquiries were related to parcels
located at the intersection of Highways 40 and 93 and currently zoned County B-4 (see County
Zoning Map on page 6), which is their Secondary Business District based upon Whitefish’s WB2 zone. The Urban Growth Boundary currently ends on the north side of Highway 40 (see UGB
map on page 3). When staff updated the Extension of Services Plan and Urban Growth Boundary
map in 2018, the question of whether the Urban Growth Boundary should be extended south of
Highway 40 to Blanchard Lake Road was discussed by the City Council in a work session. From
a practical standpoint, the City could extend water and sewer services at least to the Blanchard
Lake Road intersection. The Council debated the merits of that but elected to maintain the
boundary at Highway 40 and wait to potentially answer that question until after the Highway 93
South Corridor Plan was complete, as they anticipated a recommendation on that policy from the
plan.
The Highway 93 South Corridor Plan Steering Committee also discussed the question of whether
it would be better to have city control of development south of Highway 40 and potentially extend
the Urban Growth Boundary further south. While many of the committee members were in favor
of the City having more control over development at the entrance to Whitefish, in the end they
elected not to take a position in the plan because they felt it was too political and was best left as
a City Council policy decision. The draft corridor plan currently takes a neutral approach, with
Goals and Objectives that would apply either way (see page 4). Staff suggested some tools in the
plan, as I will discuss later in this document, that could assist the city in limiting commercial sprawl
and give more city oversight to development if the policy were to change.
Flathead County adopted a Highway Overlay zone south of Highway 40 in 2018 with several
additional restrictions regarding signage, lighting, landscaping, etc., that better mirrors Whitefish
Zoning. However, as we’ve seen with the recent Whitefish Marine development and the new
internally illuminated signage at the SBG gym, their ability to actually enforce those zoning
provisions has not been ideal. Several of the properties in the commercial portions of the county
Highway Overlay zone are currently under redevelopment.
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Whitefish has a couple of options. As a city, we can continue to leave things as they are and
hope that the county better enforces their zoning and nothing else egregious gets developed on
those B-4 zoned properties. Alternatively, we can be more pro-active and allow some of those
properties to annex and provide them services if they abide by certain stipulations that give the
city more control over what develops. While developer agreements are not legal in Montana, if
we were to allow those areas to annex we have other tools available that could enable the majority
of potential future uses to be reviewed with City Council oversight to help control the outcomes.
As mentioned previously, the draft Highway 93 South Corridor Plan has several goals and
objectives for the area south of Highway 40 that, when adopted, would apply if the Urban Growth
Boundary were to change. One of those is the introduction of a potential Transitional Business
District (see page 5) that could be applied to any property wishing to annex that is currently zoned
County B-4. The list of permitted uses is pretty broad in the WB-2, which is our equivalent zoning,
and even more so with the B-4. The Transitional Business District would put the majority of high
traffic/high impact uses into the conditional use category and create larger required landscaped
buffers adjacent to the highway.
Since that plan has not been adopted yet (the initial review draft is done and we anticipate it going
to the Planning Board in May or June), we also have another tool available, our Conditional
Zoning, which is already on the books and has been used in a couple of locations in the city. See
pages 9-10. With that tool, a developer would voluntarily include a draft “statement of conditions”
that outlines more restrictive zoning standards than the WB-2 with their annexation petition. Once
the annexation request is approved, they would then file a rezone request for Conditional Zoning,
the standards of which might be similar to the Transitional Business District the draft 93 South
Corridor Plan lays out. The majority of impactful uses could require conditional use permits
reviewed by the Planning Board and City Council. This tool would give the City better control over
how development occurs. If the Council was then comfortable with the language of that, they
could approve the annexation and the conditional zoning would then be brought forward to change
the parcel from county to city zoning.
While there is the potential for more intensive development to occur with sewer and water
available, as we can see elsewhere in the valley, uses such as gas stations and hotels can and
have been developed on septic systems and wells. Another apprehension of potential annexation
is the fear of leapfrog development. That typically happens where commercial uses keep
expanding down a highway strip bypassing undeveloped parcels such as we have seen north of
Kalispell. In this case, the existing B-4 zoning south of Highway 40 is limited, and the adjacent
county Business Service zoning limits retail commercial uses. While leapfrogging could occur if
the county were to ever approve additional zone changes to commercial there, the city would
oppose those changes and at the very least be able to annex any properties in between previously
annexed parcels.
The City Council should discuss the existing City Policy regarding extending services south of
Highway 40 and give staff direction. If the Council wishes to change the policy and expand the
Urban Growth Boundary, staff will bring forward an amendment to our Extension of Services Plan
in the near future. If you choose to keep current policies the same, we will notify those
landowners/developers interested in annexation near Highway 40 that the City has no interest in
annexing their properties and they should contact Flathead County about development options.
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2018 Extension of Services Plan Urban Growth Boundary
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DRAFT HIGHWAY 93 SOUTH CORRIDOR PLAN
6.2 Segment C (Highway 40 south to Blanchard Lake Road)
Goals & Objectives
Land Use

Goal 1: Support and encourage land uses in Segment C outside of Whitefish City limits to comply with the goals,
policies, and statements in the 2012 Flathead County Growth Policy and Whitefish City-County Growth Policy.
Goal 2: Encourage Flathead County to enforce zoning and Highway Overlay design standards for commercial
development in Segment C to improve the aesthetics and functionality of corridor.
Objective 1: Encourage or petition Flathead County to develop a zoning compliance permit for
development in the Highway Overlay zone (and/or County-wide) as a tool to ensure new development
adheres to County zoning standards.
Objective 2: Work with County to ensure development south of Highway 40 meets City and County
objectives.
Goal 3: Limit future commercial and light industrial development to properties currently zoned Secondary Business
and Business Service District; do not expand commercial zoning any further south along Highway 93.
Objective 1: Encourage, support, and ensure the County maintains the intent of the Business Service
district to be developed as an island rather than a strip; retain suburban agricultural zoning further south
on Highway 93.
Objective 2: Oppose any expansion or parcel by-parcel creep of either Secondary Business or Business
Service zoning districts beyond current limits.
Objective 3: Strongly discourage commercial or light industrial uses that generate large volumes of daily
vehicle trips.
Objective 4: Maintain and protect the rural character and agricultural uses for lands zoned suburban
agricultural.
Current City policy adopted under other plans is to maintain the urban growth boundary at the Highway 40
intersection and not to extend services or annex property any further south. Should that policy change in the future
to provide the City more oversight of development further south, the following goals and objectives would apply:
Goal 4: Ensure any properties that annex into the City in the future are developed in a manner consistent with the
community’s vision for the gateway segment of the corridor.
Objective 1: Require a development agreement between the City Council and a petitioner as a condition
of any new annexation requests for commercial properties.
Objective 2: Create a new highway commercial transition zone to be applied to annexations in areas
currently zoned Secondary Business, with traffic intensive uses moved from permitted to conditional uses
to be consistent with the community’s vision for Segment C and to better buff er adjacent residential
properties from negative impacts.
Objective 3: Develop information sheets for developers of properties along Segment C with potential to
request annexation indicating what the City is looking for in their proposals.
Goal 5: Prioritize infill within City over commercial development in the County.
Objective 1: Include benefits of locating in the City versus the County in developer information sheets:
access to City water and sewer services, lower vehicle speeds and easier, safer access, and proximity to
other businesses with more potential customers.
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EXISTING FLATHEAD COUNTY ZONING
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FLATHEAD COUNTY ZONING DISTRICT
SECTION 3.21 B-4 SECONDARY BUSINESS
3.21.010 Definition: A district to provide for those retail sales and services the operations of which are
typically characterized by the need for large display or parking areas, large storage areas and by outdoor
commercial amusement or recreational activities. This district depends on proximity to highways or
arterial streets and may be located in business corridors or islands.
3.21.020 Permitted Uses (B-4):
1. Antique, gift and card retail sales and auction barn.
2. Automobile (new and used) and accessory sales.
3. Automobile repair shop.
4. Automobile service station.
5. Beauty Salon and Barbershop.
6. Bed and breakfast establishment.
7. Boat and RV sales, new and used.
8. Boat and RV repair shop
9. Bowling alley.
10. Bus depot.
11. Churches and other places of worship.
12. Clinic, medical and dental.
13. Commercial caretaker’s facility in a detached accessory building in conjunction with a business.
14. Convenience store.
15. Daycare centers (13 or more individuals).
16. Dwelling, single family.
17. Feed, seed and farm supply.
18. Financial institution.
19. Food store, supermarket, and delicatessen.
20. Frozen food lockers, not including slaughtering.
21. Funeral Home and crematorium.
22. Furniture and floor covering store.
23. Heavy equipment sales, rental and service.
24. Hospitals, and associated related nursing homes, retirement homes, congregate housing and
personal care facilities in a campus setting.
25. Hotel and motel (including restaurants, lounges or bars integral to the facilities).
26. Household appliance and electronics store.
27. Laundromat or dry cleaner.
28. Lumber yard, building supply.
29. Microbrewery.
30. Micro distillery.
31. Military surplus store.
32. Pack-n-ship.
33. Professional offices.
34. Public building.
35. Recreational facility.
36. Restaurant.
37. Short term rental housing.
38. Small animal veterinarian clinic (no outside activity).
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39. Theater.
40. Wholesale trade and warehousing.
3.21.030 Conditional Uses (B-4):
1. Accessory Apartment.
2. Amusement park or zoo.
3. Animal hospital.
4. Any new building greater than 15,000 square feet, existing buildings where an addition would cause
the total footprint to be 15,000 square feet or greater, and additions to buildings where the footprint
already is 15,000 square feet or greater.
5. Bar, lounge and tavern.
6. College, business school, trade school, music conservatory, dance school.
7. Community residential facility).**
8. Light assembly and manufacturing.
9. Manufactured home park (Subject to Subdivision Regulations).
10. Mini-storage, RV storage.
11. Recreational vehicle park (Subject to Subdivision Regulations).
12. Truck stop.
** Administrative Conditional Use Permit, 8 or fewer.
3.21.040 Bulk and Dimensional Requirements (B-4):
1. Minimum Lot Area: Not Applicable.
2. Minimum Lot Width: Not Applicable.
3. Setbacks:
A. Minimum Yard Requirements for Structures:
Front: 20 feet.
Side:* 0 feet each. Side Corner: 20 feet.
Rear:* 0 feet. * 20 foot setback when abutting a residential district.
B. A 20-foot setback is required from streams, rivers and unprotected lakes, which do not serve
as property boundaries.
C. Increase yard requirements as follows when property fronts: MDT Maintained/County
collector road: 10 feet.
4. Maximum Height: 35 feet.
5. Permitted Lot Coverage: Not Applicable.
6. Maximum Fence Height: Front: 4 feet. Side: 6 feet. Rear: 6 feet.
7. Off-Street Parking: See Chapter VI-Parking and Loading
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Whitefish City Code 11-7-12- D. Conditional Zoning:
11 1. In the event that it is found to be in the best interests of the city, as well as advantageous to
property owners seeking a change in zoning boundaries, if certain more restrictive conditions were
proposed by property owners as part of their request for rezoning, an owner of land may voluntarily offer
in writing conditions relating to the use and/or development of land for which a rezoning is requested. This
offer may be made either at the time the application for rezoning is filed or may be made at a later time
during the rezoning process.
2. The offer of conditions may be amended during the process of rezoning consideration, provided
that any amended or additional conditions are entered voluntarily by the owner. An owner may withdraw
all or part of its offer of conditions any time prior to final rezoning action of the city council, provided that, if
such withdrawal occurs subsequent to the planning board's public hearing on the original rezoning
request, then the rezoning application shall be referred to the planning board for a new public hearing
with appropriate notice and a new recommendation.
3. If the city council finds the rezoning request and offer of conditions acceptable subject to the
considerations of subsection E of this section, the offered conditions shall be incorporated into a formal
written statement of conditions acceptable to the owner and conforming in form to the provisions of this
subsection. The statement of conditions shall be incorporated by attachment or otherwise as an
inseparable part of the ordinance adopted by the city council to accomplish the requested rezoning.
4. The city council, while reviewing the compatibility of the rezoning request with the considerations
of subsection E1 of this section, shall consider compatibility of allowed uses and the performance of the
conditional restrictions along with the intent of the underlying future land use shown for the parcel in the
city-county growth policy maps rather than strict adherence to growth policy land use designations such
as commercial and residential.
5. The statement of conditions shall:
a. Be in a form recordable with the Flathead County clerk and recorder or, in the alternative, be
accompanied by a recordable affidavit or memorandum prepared and signed by the owner giving notice
of the statement of conditions in a manner acceptable to the city council.
b. Contain a legal description of the land to which it pertains.
c. Contain a statement acknowledging that the statement of conditions runs with the land and is
binding upon successor owners of the land.
d. Incorporate by attachment or reference any diagram, plans or other documents submitted or
approved by the owner that are necessary to illustrate the implementation of the statement of conditions.
If any such documents are incorporated by reference, the reference shall specify where the document
may be examined.
e. Contain a statement acknowledging that the statement of conditions or an affidavit or
memorandum giving notice thereof may be recorded by the city with the Flathead County clerk and
recorder.
f. Contain the notarized signatures of all of the owners of the subject land preceded by a statement
attesting to the fact that they voluntarily offer and consent to the provisions contained within the statement
of conditions.
6. Upon the rezoning taking effect, the zoning map shall be amended to reflect the new zoning
classification along with a designation that the land was rezoned with a statement of conditions (SC). The
city clerk shall maintain a listing of all lands rezoned with a statement of conditions.
7. The approved statement of conditions or an affidavit or memorandum giving notice thereof shall
be filed by the city with the Flathead County clerk and recorder. The city council shall have authority to
waive this requirement if it determines that, given the nature of the conditions and/or the time frame within
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which the conditions are to be satisfied, the recording of such a document would be of no material benefit
to the city or to any subsequent owner of the land.
8. Upon the rezoning taking effect, the use of the land so rezoned shall conform thereafter to all of
the requirements regulating use and development within the new zoning district as modified by any more
restrictive provisions contained in the statement of conditions.
9. Any person who establishes a development or commences a use upon land that has been
rezoned with conditions shall continuously operate and maintain the development or use in compliance
with all of the conditions set forth in the statement of conditions. Any failure to comply with a condition
contained within the statement of conditions shall constitute a violation of this zoning ordinance and be
punishable accordingly. Additionally, any such violation shall be deemed a nuisance per se and subject to
judicial abatement as provided by law.
10. Unless another time period is specified in the ordinance rezoning the subject land, the approved
development and/or use of the land pursuant to building and other required permits must be commenced
upon the land within eighteen (18) months after the rezoning took effect and thereafter proceed diligently
to completion. This time limitation may upon written request be extended by the city council for an
additional twelve (12) months if it is demonstrated to the city council's reasonable satisfaction that there is
a strong likelihood that the development and/or use will commence within the period of extension and
proceed diligently thereafter to completion and the city council finds that there has not been a change in
circumstances that would render the current zoning with statement of conditions incompatible with other
zones and uses in the surrounding area or otherwise inconsistent with sound zoning policy.
11. If approved development and/or use of the rezoned land do not occur within the time frame
specified under subsection D10 of this section, then the land shall revert to its former zoning
classification. The reversion process shall be initiated by the city council requesting that the planning
board proceed with consideration of rezoning of the land to its former zoning classification. The procedure
for considering and making this reversionary rezoning shall thereafter be the same as applies to all other
rezoning requests.
12. When land that is rezoned with a statement of conditions is thereafter rezoned to a different
zoning classification or to the same zoning classification but with a different or no statement of conditions,
whether as a result of a reversion of zoning pursuant to subsection D11 of this section or otherwise, the
statement of conditions imposed under the former zoning classification shall cease to be in effect. Upon
the owner's written request, the city clerk shall record with the Flathead County clerk and recorder that the
statement of conditions is no longer in effect.
13. During the time period for commencement of an approved development or use specified
pursuant to subsection D10 of this section or during any extension thereof granted by the city council, the
city shall not add to or alter the conditions in the statement of conditions. The statement of conditions may
be amended in the same manner as was prescribed for the original rezoning and statement of conditions.
14. Nothing in the statement of conditions nor in the provisions of this subsection shall be deemed to
prohibit the city from rezoning all or any portion of land that is subject to a statement of conditions to
another zoning classification. Any rezoning shall be conducted in compliance with this title and state
statutes.
15. The city shall not require an owner to offer conditions as a requirement for rezoning. The lack of
an offer of conditions shall not affect an owner's rights under this title.
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MIDCITY
Real Estate Partners

Sent via Email
March 5, 2021
David Taylor, AICP
Director of Planning and Building
City of Whitefish
RE: +/- 10.2 acres at 5975 Hwy 93 South and Hwy 40
Dear Dave:
We appreciate all of the communication/information you have provided regarding our interest in
developing the above referenced property. As indicated, we have the property under contract and
the Seller has provided us time to approach the City of Whitefish about extending services,
annexing, and zoning the property. We have reviewed several studies and reports issued by the
City of Whitefish and will support many of the major concepts for our proposed development. In
addition, we are open to considering a Conditional Zoning.
The first step in the process of annexing/zoning is to amend the Urban Growth Boundary map so
the property can be considered for annexation. Please accept this letter as our request for the City
and Mayor/Council to consider and approve an amendment incorporating the property into the
Urban Growth Boundary area. Overall, we believe the City’s involvement with this important
intersection (93/40) is mutually beneficial to all parties.
Please feel free to contact me at 678.990.6252 or kdemetrops@midcitypartners.com with any
questions you may have or if additional information is needed. Thank you for your attention to this
matter.
Sincerely,

Kirk S. Demetrops
President
CC: Edward T. Baur

One Premier Plaza  5605 Glenridge Drive NE  Suite 605  Atlanta, Georgia 30342
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CITY COUNCIL REGULAR MEETING AGENDA
The Following is a summary of the items to come before the
City Council at its regular session to be held on Monday,
April 5, 2021 at 7:10 p.m. Remotely via Webex
To attend the meeting, and provide live comment via WebEx on your computer, tablet or smartphone, residents
and other attendees should go to the following web address. REGISTRATION IS NOT REQUIRED. For best
participation experience, participants should download the Webex App to their desktop.
Meeting Link:

https://cityofwhitefish.webex.com/cityofwhitefish/j.php?MTID=m4c6e80b4473f4a7b2c1233da85970d05
Meeting Number: 187 768 4224
Password: 5Apr!l

•

Join by video system
• Dial: 1877684224@cityofwhitefish.webex.com
• Or
• Dial: 173.243.2.68 and enter your meeting number

•

For the Audio Conference Call option: call the number below and enter the access code.
• United States Toll: +1-408-418-9388
• United States Toll Free: (From a land line phone) 1-844-992-4726
• Access code: 187 768 4224

•

We encourage individuals to provide written public comment; to the City Clerk, Michelle Howke at
mhowke@cityofwhitefish.org. or deliver by 4:00 p.m. April 5, 2021, at City Hall in the Utility Drop Box. Written
comments should include name, address, should be short and concise, courteous, and polite. All written comments
received by 4:00 p.m. will be provided to the City Council and appended to the packet following the meeting. The City
Clerk will read the name and address and state whether in support or oppose the proposal/application.

•

Public comment by those attending the meeting "live" via WebEx will be limited to three minutes per individual.

Ordinance numbers start with 21-04. Resolution numbers start with 21-11.
1) CALL TO ORDER
2) PLEDGE OF ALLEGIANCE
3) PRESENTATION
a) Mayoral Proclamation – Earth Day 2021 (p.25)
b) Annual review and consideration of approval for Whitefish Convention and Visitors Bureau
Marketing Plan and Budgeting for FY22 (p.26)
4) COMMUNICATIONS FROM THE PUBLIC– (This time is set aside for the public to comment on items that are either on the

agenda, but not a public hearing or on items not on the agenda. City officials do not respond during these comments but may respond or follow-up
later on the agenda or at another time. The Mayor has the option of limiting such communications to three minutes depending on the number of
citizens who want to comment and the length of the meeting agenda)

5) COMMUNICATIONS FROM VOLUNTEER BOARDS
6) CONSENT AGENDA (The consent agenda is a means of expediting routine matters that require the Council’s action.

Debate does not
typically occur on consent agenda items. Any member of the Council may remove any item for debate. Such items will typically be debated and
acted upon prior to proceeding to the rest of the agenda. Ordinances require 4 votes for passage – Section 1-6-2 (E)(3) WCC)

a) Minutes from March 15, 2021 Regular Session (p.71)
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b) Consideration of a request from Colton Behr for a Whitefish Lake and Lakeshore Protection
Permit to move boulders within the Lakeshore Protection Zone, located at 20 Woodland Place
(WLP 21-W02) (p.74)
7) PUBLIC HEARINGS (Items will be considered for action after public hearings) (Resolution No. 07-33 establishes a 30-minute time limit
for applicant’s land use presentations. Ordinances require 4 votes for passage – Section 1-6-2 (E)(3) WCC))

a) Consideration of a request from Matthew and Judy Lanning, for a Conditional Use Permit to
construct an accessory apartment, located at 19 Washington Avenue, zoned WR-2 (Two-Family
Residential District) (WCUP 21-04) (p.86)
b) Consideration of a request from Joanna Chung, for a Conditional Use Permit to construct an
accessory apartment above a new two-car garage, located at 243 Dakota Avenue, zoned WR-2
(Two-family Residential District) (WCUP 21-03) (p.113)

8) COMMUNICATIONS FROM CITY CLERK
a) Resolution No. 21-__; A Resolution adopting the Whitefish City Cemetery Policy and
Procedures (p.145)
9) COMMUNICATIONS FROM CITY MANAGER
a) Written report enclosed with the packet. Questions from Mayor and Council? (p.156)
b) Other items arising between March 31st through April 5th
10) COMMUNICATIONS FROM MAYOR AND CITY COUNCILORS
a) Letter from North Valley Food Bank requesting a donation to support the remodel of the Food
Bank (p.160)
b) Letter and petition from Neil Stuber and the City Beach Neighborhood requesting Council to
address traffic and safety issues (p.162)
c) COVID-19
11) ADJOURNMENT (Resolution 08-10 establishes 11:00 p.m. as end of meeting unless extended to 11:30 by majority)
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The following Principles for Civil Dialogue are adopted on 2/20/2007
for use by the City Council and by all boards, committees and
personnel of the City of Whitefish:


We provide a safe environment where individual
perspectives
are
respected,
heard,
and
acknowledged.



We are responsible for respectful and courteous
dialogue and participation.



We respect diverse opinions as a means to find
solutions based on common ground.



We encourage
participation.



We encourage creative approaches to engage
public participation.



We value informed decision-making and take
personal responsibility to educate and be educated.



We believe that respectful public dialogue fosters
healthy community relationships, understanding,
and problem-solving.



We acknowledge, consider and respect the natural
tensions created by collaboration, change and
transition.



We follow the rules and guidelines established for
each meeting.

and

value

broad

community

Adopted by Resolution 07-09
February 20, 2007
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March 31, 2021
The Honorable Mayor Muhlfeld and City Councilors
City of Whitefish
Whitefish, Montana
Mayor Muhlfeld and City Councilors:
Monday, April 5, 2021 City Council Agenda Report
There will be a CLOSED EXECUTIVE SESSION at 5:15 pm. for litigation updates pursuant to §2-3203 (4) M.C.A. The work session will begin at 5:45 pm to discuss and review Annexation Inquiries
and the Urban Growth Boundary. Both meetings will be held remotely via Webex.
The regular Council meeting will begin at 7:10 p.m.
PRESENTATION
a) Mayoral Proclamation – Earth Day 2021 (p.25)
The Earth Day 2021 Proclamation is provided in the packet. No action is needed.
b)

Annual review and consideration of approval for Whitefish Convention and Visitors Bureau
Marketing Plan and Budgeting for FY22 (p.26)

Whitefish Convention and Visitors Bureau Chair Zak Anderson has provided a letter along with the
Marketing Plan and Budget for FY22.
RECOMMENDATION: The Whitefish Convention and Visitors Bureau respectfully recommend
the City Council approve the WCVB FY22 Marketing Plan and Public portion of the budget
projected amount $126,905.
CONSENT AGENDA (The consent agenda is a means of expediting routine matters that require the Council’s action. Debate does not
typically occur on consent agenda items. Any member of the Council may remove any item for debate. Such items will typically be debated and
acted upon prior to proceeding to the rest of the agenda. Ordinances require 4 votes for passage – Section 1-6-2 (E)(3) WCC)
a) Minutes from March 15, 2021 Regular Session (p.71)
b) Consideration of a request from Colton Behr for a Whitefish Lake and Lakeshore Protection
Permit to move boulders within the Lakeshore Protection Zone, located at 20 Woodland Place
(WLP 21-W02) (p.74)
RECOMMENDATION: Staff respectfully recommends the City Council approve the Consent
Agenda.
Item “a” is an administrative matter; Item “b” is a quasi-judicial matter.
PUBLIC HEARINGS (Items will be considered for action after public hearings) (Resolution No. 07-33 establishes a 30-minute time limit
for applicant’s land use presentations. Ordinances require 4 votes for passage – Section 1-6-2 (E)(3) WCC))
a) Consideration of a request from Matthew and Judy Lanning, for a Conditional Use Permit to
construct an accessory apartment, located at 19 Washington Avenue, zoned WR-2 (Two-Family
Residential District) (WCUP 21-04) (p.86)

From Senior Planner Wendy Compton-Ring’s transmittal report.
Summary of Requested Action: Matthew & Judy Lanning are requesting a Conditional Use Permit
to construct an accessory apartment at 19 Washington Avenue. The site is developed with a singleCity Council Packet, April 5, 2021 Page 19 of 173

family home and detached carport/storage building. The property is zoned WR-2 (Two-Family
Residential District) and the Whitefish Growth Policy designates this property as ‘Urban’.
Planning & Building Department Recommendation: Staff recommended approval of the
Conditional Use Permit application subject to six conditions, as recommended by the Planning
Board.
Public Hearing: The applicant’s representative spoke at the public hearing on March 18, 2021. The
draft minutes for this item are attached as part of this packet. After the Planning Board, one letter in
support of the request was received and is included in the packet.
Planning Board Action: The Whitefish Planning Board met on March 18, 2021 and considered the
request. Following the hearing, the Planning Board unanimously approved the request. In making
their decision, the Planning Board adopted staff report WCUP 21-04 with Findings of Fact and
recommended Conditions of Approval.
RECOMMENDATION: Staff respectfully recommends the City Council, after considering public
testimony at the Public Hearing and the recommendations from the Planning Staff and the Planning
Board, approve WCUP 21-04, the Findings of Fact in the staff report and the conditions of approval,
as recommended by the Whitefish Planning Board on March 18, 2021.
This item is a quasi-judicial matter.
b) Consideration of a request from Joanna Chung, for a Conditional Use Permit to construct an
accessory apartment above a new two-car garage, located at 243 Dakota Avenue, zoned WR-2
(Two-family Residential District) (WCUP 21-03) (p.113)
From Planner II Tara Osendorf’s transmittal report.
Summary of Requested Action: Joanna Chung is requesting a Conditional Use Permit to construct
an accessory apartment at 243 Dakota Avenue. The site is developed with a single-family home and
detached garage that will be demolished prior to construction of the new accessory structure. The
property is zoned WR-2 (Two-Family Residential District) and the Whitefish Growth Policy
designates this property as ‘Urban’.
Planning & Building Department Recommendation: Staff recommended approval of the
Conditional Use Permit application subject to seven (7) conditions, as recommended by the Planning
Board.
Public Hearing: The applicant spoke briefly at the public hearing on March 18, 2021. The draft
minutes for this item are attached as part of this packet. No public comment was received for this
project.
Planning Board Action: The Whitefish Planning Board met on March 18, 2021 and considered the
request. Following the hearing, the Planning Board unanimously approved the request. In making
their decision, the Planning Board adopted staff report WCUP 21-03 with Findings of Fact and
recommended Conditions of Approval.
RECOMMENDATION: Staff respectfully recommends the City Council, after considering public
testimony at the Public Hearing, and the recommendations from the Planning Staff and the Planning
Board, approve WCUP 21-03, the Findings of Fact in the staff report and the conditions of approval
as recommended by the Whitefish Planning Board on March 18, 2021.
This item is a quasi-judicial matter.
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COMMUNICATIONS FROM CITY CLERK
a) Resolution No. 21-__; A Resolution adopting the Whitefish City Cemetery Policy and
Procedures (p.145)
From Administrative Service Director/City Clerk’s staff report.
Introduction/History
City Council adopted Resolution No. 48, on November 19, 1917 which established the Whitefish
City Cemetery located on Highway 93 West. Community funds were raised, and the cemetery site
was purchased from the Whitefish Land Company for $675.00.
The cemetery was annexed into the City in 1979 by Ordinance No. A-333. The cemetery was platted
into seven sections, A through G, and developed by sections, providing for approximately 2,760
burial lots. In June 2014, the City installed the Columbarium Niche Wall which provides 40 niches
(up to two urns per niche) for cremated remains.
Current Report
The City Clerk’s office manages the ownership and interment records for the cemetery, and contracts
with Whitefish Lake Golf Course to maintain the grounds. To provide consistency between the City
and grounds crew, regulations are necessary to operate and maintain a cemetery that is beautiful,
dignified and an appropriate final resting place. Policies and procedures will allow staff to maintain
the integrity and beauty of the cemetery and provide an attractive and safe cemetery while allowing
for the expression of respect, grief, and loss for those that are interned therein. All lot purchasers
and persons using the cemetery shall comply with these regulations.
Financial Requirements/Impacts
There is no additional cost to the City.
RECOMMENDATION: Staff respectfully recommends the City Council approve Resolution No.
21-__; A Resolution adopting the Whitefish City Cemetery Policy and Procedures.
This item is a quasi-judicial matter.
COMMUNICATIONS FROM CITY MANAGER
a) Written report enclosed with the packet. Questions from Mayor and Council? (p.156)
b) Other items arising between March 31st through April 5th
COMMUNICATIONS FROM MAYOR AND CITY COUNCILORS
a) Letter from North Valley Food Bank requesting a donation to support the remodel of the Food
Bank (p.160)
b) Letter and petition from Neil Stuber and the City Beach Neighborhood requesting Council to
address traffic and safety issues (p.162)
c) COVID-19
ADJOURNMENT
Sincerely,

Dana Smith
City Manager, CPA
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Table 1: Common Motions Use d in a Meeting.
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No
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No

No
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No

Yes

No

No

No

(1)

No

Yes

Yes

Yes*

No

(7)

Yes

Wording

Vote
Required

Reconsider

Privileged Motions
Fix time for next
meeting (12)
Adjourn
Take a recess (12)
Raise a question of
privilege
Call for the orders
of the day
Subsidiary
Motions

Lay on the table

Previous question
(to close debate)

Limit-extend debate
(12)

Postpone to a
definite time (12)
Refer to a
committee (12}
Amendment to
the main motion

,.

~

Postpone
indefinitely (12)

"I move that we meet
next at..."
"I move that we
adjourn"
"I move that we recess.

.. "
"I rise to a question of
privilege affecting the
assembly"
"I call for the orders of
the day"

"I move to lay the
question on the
table" or "I move that
the motion be laid on
the table"
"I move the previous
question" or "I move
we vote immediately on
the motion"
"I move the debate be
limited to ... "or "I
move that the
speaker's time be
PXtPnrlerl hv..
"I move that the
question be
,,
postponed until. ..
"I move to refer the
matter to the ..
. committee"
"I move to amend by
adding/striking the
,,
words ...
"I move that the motion
be
postponed

Main Motions
Main Motion

"I move that we ... "

Incidental Motions
(11}
Suspension of rules
Request to
withdraw a motion
(13}
Objection to the
consideration of a
question (10)
Point of order

Parliamentary
inquiry
Appeal to the
chairperson

"I move to suspend the
,,
rules so that ...
"I move that I be
allowed to withdraw
the motion"
"I object to the
consideration of the
question"
"I rise to a point of
order" or "Point of
order!"
"I rise to a
parliamentary inquiry"
or "A parliamentary
inauirv. olease"
"I appeal from the
decision of the chair"
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Point of information

Division of
assembly

Division of a
question

Wording
"I rise to a point of
information" or "A
point of information,
nlease"
"Division!" or "I call
for a division"
"I move to divide the
motion so that the
question of purchasing
... can be considered
separately."

Interrupt
another
soeaker

Requires
a second

Debatable

Amendable

Yes

No

No

No

(1)

No

Yes

No

No

No

(14)

No

No

Yes

No

Yes

Majority

No

No*

Yes

(S) {16)

No

Majority

No

No

Yes

No

No

Majority

No

No

Yes

Yes {16)

Yes

(6)

(3)

No

Yes

Yes (16)*

Yes

(6)

(3)

Vote
Reauired

Reconsider

Renewal Motions
(8)
Reconsider* (2)

Take from table

Rescind

"I move to reconsider
the vote on the
motion relating to ... "
"I move to take from
the table the
motion relating to ..
"I move to rescind the
motion passed at the
last meeting relating to.

.. "
Discharge a
committee

"I move that the
committee considering.
.. :::: -''--harged."

1 Source: Robert, H. 2000. Robert's Rules of Order (Newly Revised, 10th Edition) New York: Perseus Books Group; Sturgis, A. 2000. The
Standard Code of Parliamentary Procedure (4th Edition). New York: McGraw-Hill.

*Refer to Robert's Rules of Order Newly Revised
(1) The chair decides. Normally no vote is taken.
(2) Only made by a member who voted on the prevailing side and is subject to times limits.
(3) Only the negative vote may be reconsidered.
(4) Only the affirmative vote may be reconsidered.
(5) Debatable when applied to a debatable motion.
(6) Majority with notice, or 2/3 without notice or majority of entire membership.
(7) Majority or tie vote sustains the chair.
(8) None of these motions (except Reconsider) are in order when business is pending.
(9) Rules of order, 2/3 vote-Standing rules, majority vote.
(10) Must be proposed before debate has begun or a subsidiary motion is stated by the chair (applied to original main motions).
(11) The Incidental Motions have no precedence (rank). They are in order when the need arises.
(12) A Main Motion if made when no business is pending.
(13) The maker of a motion may withdraw it without permission of the assembly before the motion is stated by the chair.
(14) The chair can complete a Division of the Assembly (standing vote) without permission of the assembly and any
member can demand it.
(15) Upon a call by a single member, the Orders of the Day must be enforced.
(16) Has full debate. May go into the merits of the question which is the subject of the proposed action.
(17) A 2/3 vote in negative needed to prevent consideration of main motion.
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Proclamation of the City of Whitefish, Montana
A Proclamation declaring April 22, 2021 as Earth Day
WHEREAS, April 22, 2021 is the 51st anniversary of the original Earth Day, an event which has
grown into an international celebration of major significance; and
WHEREAS, a healthy environment with all its natural resources is a source of great pride and
value for The Treasure State of Montana and the City of Whitefish; and
WHEREAS, the Preamble to our State’s Constitution reads: “We the people of Montana grateful to
God for the quiet beauty of our state, the grandeur of our mountains, the vastness of our rolling
plains, and desiring to improve the quality of life, equality of opportunity and to secure the
blessings of liberty for this and future generations do ordain and establish this constitution”; and
WHEREAS, in 2016 the Whitefish City Council passed a resolution to forever protect and conserve
the Haskill Basin watershed; and
WHEREAS, in 2017 Mayor John Muhlfeld issued a proclamation committing the City of Whitefish
to do its part to implement US climate goals established through the Paris Climate Accord; and
WHEREAS, in 2018 the City of Whitefish adopted a Climate Action Plan and established a Climate
Action Plan Standing Committee to implement the actions identified in the plan, demonstrating its
deep concern and ongoing commitment to environmental quality and the health of its citizens; and
WHEREAS, the City of Whitefish is a leader and partner in the pursuit of environmental quality and
public health; and
WHEREAS, the protection and improvement of environmental quality and public health is critical to
sustaining a thriving, healthy, community and economy and to improve the quality of life for all; and
NOW, THEREFORE, I, John Muhlfeld, Mayor of Whitefish have the distinct honor of proclaiming
April 22, 2021 as
EARTH DAY
throughout Whitefish and encourage all its citizens, businesses, and institutions to participate in
programs and activities that protect our environment and contribute to a healthy, sustainable planet
and future.
PASSED AND ADOPTED BY THE COUNCIL OF THE CITY OF WHITEFISH, MONTANA, ON
THIS 5TH day of APRIL 2021
____________________________
John Muhlfeld, Mayor
ATTEST:
___________________________
Michelle Howke, City Clerk
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March 30, 2021
Whitefish City Council
P.O. Box 158
Whitefish, Montana 59937
Dear Mayor Muhlfeld and City Council,
I am pleased to present the Whitefish Convention and Visitors Bureau (WCVB) Fiscal Year 2022
Marketing Plan and Budget. This document must be presented to the Montana Office of Tourism and
Business Development (MOTBD) by May 1, 2021 for approval by the Tourism Advisory Council. In
order to receive vital Lodging Facility Use Tax Funds (Bed Tax), the WCVB Board requests that City
Council approve the WCVB FY22 Marketing Plan and Public portion of the budget at the April 5,
2021 meeting.
Representatives from the WCVB Board of Directors plan to attend the April 5th meeting. At that time, our
Executive Director, Dylan Boyle, will present the FY22 Marketing Plan, so you can see the thoughtful
and data driven decisions behind the smart and creative campaigns we produce to bring high-value, lowimpact visitors to our town with the goal of a sustainable tourism economy.
For your edification, we have also included the overall projected budget, including FY22 Private
Membership. As we monitor collections closely, we may adjust that portion of the budget, if necessary,
prior to the July 1, 2021 fiscal year starting date.
As our community and organization continue to experience unprecedented impacts as a result of COVID19, our Executive Director will address the current economic situation and how we are projecting our
budget for the upcoming fiscal year during the presentation on April 5.
Thank you for your consideration of this important issue. If you have questions in advance of the meeting,
please contact Dylan Boyle, at 406-862-3390 or dylan@explorewhitefish.com
Sincerely,

Zak Anderson
Chair, Whitefish Convention and Visitors Bureau
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EXPLORE WHITEFISH
WHITEFISH CONVENTION & VISITORS BUREAU
FY22 MARKETING PLAN
July 1, 2021 to June 30, 2022
PO Box 4232
Whitefish, Montana 59937
EXPLOREWHITEFISH.com
phone: 1.406.862.3390
contact: Dylan Boyle, Executive Director
dylan@explorewhitefish.com
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FY22 MARKETING PLAN EXECUTIVE SUMMARY
Whitefish, Montana is an authentic mountain town located in the northern Rockies, home to some of the world’s most
beautiful mountains and spectacular, unspoiled nature. Just 25 miles from Glacier National Park, Whitefish offers close
access to the hanging valleys and emerald peaks of this UNESCO World Heritage Site. The majority of our visitors come
during the summer months of late June, July, August and early September. This seasonality presents problems for the
many small businesses dependent upon non-resident travelers. As a result, we spend a large majority of our marketing
budget on promoting the winter and shoulder seasons. The influx of approximately 3 million Glacier National Park
visitors annually allows Whitefish to offer excellent dining, expansive lodging options, and exceptional recreational
opportunities. Having a viable, robust downtown is very attractive to our visitors. We are also home to Whitefish
Mountain Resort, offering 3,000 acres of great skiing, abundant snow and incredible views of Glacier National Park as
well as world class mountain biking in the summer months.
Whitefish aligns perfectly with the Montana Brand pillars:
•

More spectacular unspoiled nature than anywhere else in the lower 48

•

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

•

Breathtaking experiences by day and relaxing hospitality at night

We utilize the Montana Brand pillars in unison to create a cohesive and encompassing message. In our ads and
collateral, we serve up beautiful high resolution photos of the scenic beauty and incredible nature that surrounds us.
Photos of our iconic downtown are an important part of our collateral. Visitors are very attracted to our downtown and
it is a primary economic driver for the town. In addition, we try to counter the preconceived notions that Montana is
remote and does not have adequate facilities by showcasing the beautiful lodging and incredible dining that can be
found here. Exhilaration by day and comfort by night truly defines us.
Whitefish Mountain Resort is our most important marketing partner. In summer, if the town does well, the ski resort gets
the lodging overflow. In winter, if the ski resort does well, the town benefits. The addition of enhanced on-mountain
activities at the resort has increased their summer and early fall offerings and has also resulted in international
recognition as a mountain biking destination.
Seattle, Portland, Minneapolis, Chicago, California, and regional drive-to markets including Spokane, Washington are
our core geographic markets identified as having the largest potential for growth. Alberta, Canada is an established
geographic market with historically strong visitation to Whitefish. However, fluctuations in international currency rates
severely affects visitation and spending from Alberta, Canada. Restrictions on nonessential travel across the Canadian
border during the pandemic has also drastically affected visitation and spending. As a result, we are cautious to not
become overly reliant on this single market.
We measure our effectiveness in several ways. The Whitefish Resort Tax is a great indicator of how businesses are
performing. A total of 3% is levied on lodging, restaurants/bars, and many retail items. The Lodging Facility Use Tax
collected by accommodations in Whitefish is an indicator of overnight stays. We also compare the Explore Whitefish
Tourism Promotion Assessment (TPA) year to year. This is a voluntary 1% fee that local restaurants, rental car
agencies, and lodging facilities place on each guest check. The TPA accounts for most of our private funding. We also
offer memberships to businesses located within the 59937 postal code of Whitefish. We track the effectiveness of our
campaigns through various metrics: click through rates, website success measurements, travel guide requests, social
media engagement, public relations audience reach, etc. In light of the Whitefish Sustainable Tourism Management
Plan (STMP), we have also introduced destination stewardship goals focused on implementation of the STMP and
integration into the Whitefish Brand, including the first iteration of a peak season on-the-ground visitor education
campaign.
This peak season-on-the-ground visitor education campaign is firmly rooted in the values statement developed during
the creation of the COVID safety focused ‘Be A Friend Of The Fish’ campaign and informed by the STMP plan.
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Values Statement
Take it Slow. Enjoy the Ride
● Slow down and take a deep breath. Enjoy and notice the quiet pace of life in Whitefish and the beauty that
surrounds all of us in every moment.
● Walk, ride, or hop on the S.N.O.W bus before you drive.
Recreate Responsibly
● Recreate responsibly, be prepared for anything, and have a backup plan.
● Wait for fall, winter or spring to visit. Experience natural beauty with less crowds.
Be a Steward of the Land
● Protect public lands, respect private lands, and always give wildlife the right of way.
● Recycle and be responsible with your waste (TP too). Leave No Trace!
● Share your photos responsibly. Preserve the landscape rather than piling up “likes.”
Show Respect and Kindness
● Ignite inclusive conversations and show mutual respect for locals and visitors.
Fuel our Local Businesses
● Fuel up at local businesses. Our merchants, restaurants and hotels rely on your support!
Help us Stay Healthy
● Help us all stay healthy by observing local health guidelines.
Our Public Relations Program has been incredibly effective Because we have an experienced and talented PR team,
we have also been able to craft and effectively implement crisis communication strategies in partnership with the City
of Whitefish, including the ‘Be A Friend Of The Fish’ campaign. The PR team also works directly with media and
digital influencers as well as other targeted promotions to bring a very desirable return on investment..
We utilize many sources for our research that validates our marketing plan. The non-resident data collected by the
Institute for Tourism and Recreation Research (ITRR) at the University of Montana is an invaluable tool for
determining where our customers come from, what they do, how much they spend, what they like and do not like. We
also use data from the US Travel Association (USTA) for broad industry indicators as well as Smith Travel Research
and VisaVue for data on lodging occupancy and visitor expenditures. In addition, the information provided by the
Montana Office of Tourism and Business Development (MOTBD) regarding the effectiveness of campaigns, ad
awareness, likelihood to travel, etc. also determines the co-op advertising opportunities in which we participate.
Explore Whitefish is very pleased with the progress we have made in the past few years, especially during the past
year given all of the factors surrounding the COVID-19 pandemic. While Whitefish FY20 Resort Tax collections were
down approximately 4% over the previous year, through January 2021, Whitefish FY21 Resort Tax collections are up
over 4% compared to the previous year, which was before the pandemic hit Whitefish. The Resort Tax is a good
indicator of the state of the economy because the 3% tax is collected on lodging, restaurants/bars and many retail
items. Our recent shoulder season efforts are also showing great success. While the 2020 calendar year Lodging Tax
collections for Whitefish decreased -14% compared to the previous year, we had a very strong finish to the year with
Oct-Dec 2020 Lodging Tax collections +32% compared to the previous year. In 2020, approximately 610,236
nonresident travelers spent at least one night in Whitefish. This is about a 1% decrease from 2019.
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1 NARRATIVE
1.1 PURPOSE OF THIS MARKETING PLAN
The purpose of the Explore Whitefish Marketing Plan is to sustainably grow the economy of Whitefish by emphasizing
its desirability as a travel and recreation destination to non-resident visitors who appreciate and respect the character
of the place.
We recognize the strain that increased summer visitation places upon our town. As such, Explore Whitefish supports
business strategies that emphasize economic and social benefits to our community while maintaining the integrity of
place and quality of life of local residents. Our mission is to build a high level of awareness and intent to travel by
developing support for Whitefish as a premier year-round mountain town. This includes increasing the occupancy for
lodging facilities in Whitefish during lower occupancy times of the year. Explore Whitefish has also taken a lead in
destination stewardship with the development and implementation of the Whitefish Sustainable Tourism Management
Plan (STMP) which aims to balance the economic vitality of the tourism economy with social, community, and
environmental benefits.
Established by the City of Whitefish, Explore Whitefish is the officially designated organization charged with tourism
promotion and marketing of Whitefish. The organization also provides critical support for visitor information services,
destination stewardship, travel infrastructure development, market research, and public relations.

1.2 ABOUT WHITEFISH, MONTANA
Whitefish, Montana is an authentic mountain town located in the northern Rockies, home to some of the world’s most
beautiful mountains and spectacular, unspoiled nature. Just 25 miles from Glacier National Park, Whitefish offers
close access to the hanging valleys and emerald peaks of this World Heritage Site. The summer season has
historically been the busy season for Whitefish, with Glacier National Park as a key draw. Whitefish Lake, at the edge
of town, has also been a popular warm season draw. Research also indicates that visitors are attracted to Whitefish
because of the distinctive and inviting qualities of the eminently walkable downtown and Central Avenue district.
The world-class ski slopes and facilities of Whitefish Mountain Resort serve as a key driver for winter visitation to
Whitefish. The relationship between the mountain resort and the town of Whitefish is symbiotic. As a result,
improving and enhancing the connectivity of the mountain and the town experience helps improve the economic
outcomes of both and improves the overall visitor experience as well. Whitefish Mountain Resort summer activities
have expanded considerably over the last several years, improving the summertime vitality of the mountain resort
experience as well as enhancing the overall attraction of Whitefish as the preferred place to base a northwest
Montana and Glacier National Park region vacation.

1.3 WHITEFISH, MONTANA AND THE MONTANA BRAND
Whitefish aligns perfectly with the Montana Brand pillars. In all our ads and collateral, we serve up beautiful high
resolution photos of the scenic beauty and incredible nature that surrounds us. Photos of our iconic downtown are
an important part of our collateral. Visitors are very attracted to our downtown and it is a primary economic driver for
the town. In addition, we try to counter the preconceived notions that Montana is remote and does not have
adequate facilities by showcasing the beautiful lodging and incredible dining that can be found here.
While the incredible scenic and wild landscapes that surround Whitefish are a key and compelling inspiration to travel
to Whitefish, these landscapes are placed in the context of hospitality. The broad majority of travelers are intimidated
by wildness without the tempering possibility of civilization. Beyond the adventure of wilderness by day, they want a
good place to eat and a comfortable place to sleep. We utilize the Montana Brand pillars in unison to create this
cohesive and encompassing Whitefish experience which is communicated in our marketing efforts.
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1.4 STRENGTHS AND CHALLENGES OF WHITEFISH RELATIVE
TO OTHER DESTINATION MOUNTAIN TOWNS
STRENGTHS
•

•

•

•

Whitefish aligns perfectly with the three Montana Brand pillars
•

More spectacular unspoiled nature than anywhere else in the lower 48

•

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

•

Breathtaking experiences by day and relaxing hospitality at night

Proximity to Glacier National Park — National travel forecasts have predicted an increase in travelers
expressing an interest in visiting sites managed by the National Park Service. In addition, the significant name
recognition that Glacier National Park holds among North American and international travelers provides an
advantage to “putting Whitefish on the map” for potential visitors. According to the National Park Service, visitors
to Glacier National Park spent an estimated $356 million in local gateway communities during 2019 (+3.5%). An
estimated $146 million of those dollars were spent on lodging, comprising the highest percentage of expenditure
at 41% of the total expenditures. Visitors spent an estimated $57.4 million on restaurants, comprising the
second highest percentage of expenditures at 16% of the total expenditures. Visitation to Glacier National Park
continues to be very strong with approximately 3 million visitors in 2019. The numerous effects of the pandemic
in 2020, including the east side of Glacier National Park being closed during peak season and the entire park
being closed in the spring, contributed to park visitation being down approximately 44% in 2020. Through the
first two months of 2021, visits are already outpacing last winter by over 27%. Increased visitation provides us
with the opportunity to highlight the many visitor experiences available outside of Glacier National Park,
particularly in Whitefish.
Downtown Whitefish and the alluring character of the town’s built environment — Research indicates that
visitors are attracted to the character and scale of Whitefish, especially the town’s Central Avenue district.
These are attributes that form the foundation of the town’s appeal to visitors who stay in, or around the
community, eat at the town’s various restaurants, and shop at local stores. Additional amenities such as
pedestrian friendly sidewalks, miles of trails and ability to see the night’s sky all add to the Whitefish
character.
Access to recreational activities — A wide variety of recreational opportunities in and around Whitefish is a
major draw for visitors. These include Whitefish Mountain Resort, the Whitefish Trail, Whitefish Lake Golf Club,
Whitefish Lake, and the Whitefish River, as well as the trails, rivers and scenic roadways in and around Glacier
National Park.

CHALLENGES
•
•

•
•
•

•

Limited Transportation Infrastructure — Public transportation options and visitor infrastructure services in and
around Whitefish and Glacier National Park are fewer than those provided at competitor destinations.
Highly Seasonal Visitation Patterns — Visitation patterns to Whitefish are highly seasonal with the majority of
visitation occurring during the high demand months of July and August. This seasonality impacts the
operating effectiveness of Whitefish businesses that must accommodate these aforementioned demand
swings.
Limited Access To And Traffic Issues On The Going-to-the-Sun Road — The Whitefish summer tourism
season is directly tied to the opening and closing dates for automobiles on the alpine section of the
Going-to-the-Sun Road in Glacier National Park.
Uncertain Weather — During some years, low snow levels in the winter hamper winter visitation and
spending while summer fire seasons affect willingness for visitors to travel in summer and fall.
Market Perception — Research performed by the Montana Office of Tourism and Business Development in
key destination markets reveals that Montana is perceived to offer lower quality amenities and services to
visitors. While Montanans are perceived as being friendly, it should be distinguished that this friendliness does
not automatically translate into a guest’s perception of a high level of service.
Lack of Competitive Pricing for Air Access and Limited Seats Outside of Summer Season — When
compared to mountain communities with which Whitefish competes for destination visitors, airline seats to
Glacier Park International Airport are limited, with fewer flights, limited markets and are priced higher. Within
the state, deboardings at Glacier Park International Airport (351,719 in 2019) accounted for 15% of the total
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•

•
•

deboardings in the state, trailing Missoula (19%), Billings (19%), and Bozeman (33% - See Appendix).
Deboardings at Glacier Park International Airport have been rapidly increasing, with 2019 deboardings
showing a 15% increase from 2018, indicating that Glacier Park International Airport is one of the fastest
growing airports in the state. Also, the work of Glacier AERO on new and expanded air service continues to
yield increases in seat capacity year over year.
Gasoline Prices — The fluctuation of gas prices affects willingness to travel to Whitefish in two ways. Lower
gas prices have the ability to spur domestic travel as the cost of driving or flying becomes less expensive.
Conversely, the Canadian dollar is a commodity based currency and the exchange rate can fluctuate based
upon higher or lower gas prices. As a major producer of oil, lower gas prices often mean a less advantageous
exchange rate for Alberta visitors.
International Travel — The strength of the U.S. dollar in addition to the uncertain climate related to
international travel to the U.S. has the potential to result in a decrease of international travelers.
COVID-19 — Due to the fluid nature of the current situation, it is very difficult to predict visitation trends to
Whitefish and when we will be back at historic levels of visitation.

1.5 KEY TRAVEL BUYER MOTIVATIONS FOR WHITEFISH, MONTANA
Whitefish experiences an uneven cycle of visitation with a busy summer season that operates with high lodging
occupancy. Deep shoulder seasons include early spring and late autumn, with moderate visitor activity during the
winter season. Higher winter activity and occupancy exists during the Christmas holiday period and also during
select holiday periods throughout the ski season.
WHITEFISH CITY LIMITS AVERAGE LODGING OCCUPANCY BY QUARTER
Source: SMITH TRAVEL RESEARCH, Calendar Year 2020

•

January - March: 40.3% (-5.5%)

•

April - June: 33.4% (-43.2%)

•

July - September: 71.3% (-12.5%)

•

October - December: 42.7% (+0.8%)

•

Calendar Year 2020 Average Lodging Occupancy: 47.4% (-16.9%)
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Summer occupancy is primarily driven by the town’s proximity to Glacier National Park. The quality lodging
opportunities, dining and nightlife possibilities coupled with the town’s distinctive downtown environment have made
Whitefish a preferred location to base a vacation to the Glacier National Park region. Summer visitation is also
supported by the attractions of Whitefish Lake and the expanding attractions in addition to Glacier National Park
including the Whitefish Trail and other recreational opportunities in and around town. The activities available at
Whitefish Mountain Resort enhance the downtown shops, restaurants and galleries of the town itself. Many warm
season festivals and events support the active and vibrant social environment of the town’s core, which serves as a key
visitor attraction.
Winter travel is primarily driven by the skiing and snowboarding opportunities at Whitefish Mountain Resort. However,
this relationship has become increasingly symbiotic as winter visitors increasingly seek off-slope activities as part of
their vacation. Winter experience in Glacier National Park, including cross-country skiing, snowshoeing, and
sightseeing are examples of unique off-slope activities increasingly promoted by Explore Whitefish. Furthermore, travel
groups may include those who do not ski or snowboard. Good places to eat, active nightlife, shopping, arts and other
winter sport activities, attractions, and events have become an increasingly important component of the overall winter
vacation product mix.
Specific motivations for spring and fall season travel are less centralized than summer or winter travel. Additional
research should be focused around travel motivations for these time periods. Currently, Explore Whitefish has focused
its marketing efforts around extending the summer season—Summer Plus (building early autumn visitation), Secret
Season (building late spring/early summer visitation), and growing winter visitation during select periods of time with
historically lower business levels. Central to this effort is to communicate specific reasons for travel in these time
periods, including visitation to Glacier National Park. This means communicating activities, features, and events worth
experiencing during these time periods that cannot be experienced at other times of the year and are unique to our
area

1.6 THE TRAVEL DECISION FUNNEL: INSPIRATION, ORIENTATION, FACILITATION
The overall vision for Whitefish is to have integrated communication throughout the travel planning funnel:

INSPIRATION > ORIENTATION > FACILITATION
Inspiration. At the highest levels of communication, Explore Whitefish leverages the Montana branding guidelines in
its selection of imagery and development of creative content, while applying its own Whitefish spin on things. We
want to foster an emotional connection with this combination of imagery and creative content so that the viewer will
move forward with the primary call to action, which is to visit ExploreWhitefish.com.
Orientation. Orientation to new opportunities is administered through interactive maps within the Explore Whitefish
website, as well as companion maps within the Travel Guide and a printed town map available for visitors at kiosks
and visitor centers. All maps have a consistent look between them. Depending on the method of communication, the
location of Whitefish within the state, or its proximity to other points of interest in the region is detailed.
Facilitation. Facilitation (connecting users with stakeholder businesses) is achieved by empowering individual
businesses with the capacity to create and maintain business information, specials, packages, video and events that
are displayed at ExploreWhitefish.com. The travel guide and locator maps are made available at local visitor
information kiosks, visitor information centers and business locations throughout the town.

1.7 KEY MARKETS FOR WHITEFISH, MONTANA
Our potential visitors are targeted by geographic location, demographic characteristics, and values that distinguish
our overall potential visitor as a “high potential visitor” (as defined by research conducted by Destination Analysts)
and our niche visitor as a “geotraveler” (as defined by research conducted by ITRR, the Travel Industry Association
of America (TIA) and the National Geographic Society). The following section provides information on the
distinguishing characteristics of potential visitors defined by MOTBD along with the core geographic markets for
Whitefish.
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HIGH POTENTIAL VISITORS FOR MONTANA
Recently, the Montana Office of Tourism and Business Development (MOTBD) engaged in a destination brand
research study with Destination Analysts in which the characteristics of the most desirable visitors to Montana were
defined. The “High Potential Visitor” profile aligns with the demographics and psychographics of the geotraveler that
Explore Whitefish has been marketing to and has had significant success.
MONTANA’S HIGH POTENTIAL VISITOR CHARACTERISTICS
Source: Destination Analysts, Montana Destination Brand Research, 2016

•

60% have HHI (Household Income) above $80,000

•

54% Male, 46% Female

•

68% have college degrees or above

•

Average age: 36.4 years old

•

Expected Days Spent in Montana: 8.1

•

Expected Total Expenditures in Montana: $1,887

•

Frequent travelers who live in urban areas yet are outdoor-oriented travelers and heavy consumers of
recreational activities

WHITEFISH NICHE VISITOR: GEOTRAVELERS
Geotourism is defined as tourism that sustains or enhances the geographic character of the place being visited
including its environment, culture, heritage, landmarks and the well-being of its residents. According to the ITRR study,
“Statewide Vacationers to Montana: Are They Geotravelers,” the strong geotraveler spent the most money per day
while traveling in Montana ($141.79) followed by the moderate geotraveler ($134.10) and the non geotraveler
vacationer spent ($133.27). Visitors who agreed with the principles of geotourism spend more money per day while
traveling in Montana than non- geotravelers. A 2016 ITRR Study, “The Importance of Traveler Spending on Locally
Produced Goods & Services,” further examined geotraveler spending. The results of this study showed that visitor
groups who purchased “Made in Montana '' products, items from local farmers’ markets, and who used local guides
and outfitters spent $184.76 more per stay than visitors who did not purchase these products and services.
Geotravelers are low impact, high value visitors who appreciate the unique characteristics and natural values
of the places they visit. They place a high value on authentic travel experiences that respect and support the local
character of place and its environment, and are less likely to become discouraged in their travel experiences by travel
distances, difficulties and variable weather, especially during the shoulder seasons.
Values – Creative, curious, connected, engaged, adventurous, independent, mindful.
Source: Geotraveler Exploratory, Alexis Sanford, 2008.

Attitudes – Immerse yourself in the culture, go off the beaten trail, get out of your comfort zone, allow
for spontaneity, take a risk, pay attention, go now.
Source: Geotraveler Exploratory, Alexis Sanford, 2008.

•

A segment of the U.S. total travel market estimated to include over 55 million people.

•

They seek authenticity in travel experiences.

•

They seek out opportunities to experience businesses and activities that are locally unique.

•

Travel is an important part of their “lifestyle” and they often combine learning with travel.

•

They spent a disproportionate amount of their income on travel compared to other travelers.

•

They are more likely to be aware of their own impact, both environmental and community, on the places
they are visiting.

NON-RESIDENT WHITEFISH VISITOR CHARACTERISTICS
Source: 2019 ITRR Non-Resident Visitor Study

•

95% visited Glacier National Park

•

43% traveled as a pair (2 persons)

•

Average group size was 2.25
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•

67% have HHI (Household Income) above $75,000

•

51% Male, 49% Female

•

29% were first time visitors (up from 17% in 2018)

•

72% plan to return within 2 years

•

Average age of visitor was 57 years old

•

Average length of stay in Montana was 6.06 nights (down from 6.42 nights in 2018)

NON-RESIDENT WHITEFISH VISITOR AGE GROUPS REPRESENTED

Source: 2019 ITRR Non-Resident Visitor Study. The total response percentage exceeds 100% because the question allowed for multiple choices
thus the total number of answer choices selected were greater than the number of respondents

•

27% Under 18 years old (23% in 2018)

•

7% 18-24 years old (2% in 2018)

•

27% 25-34 years old (16% in 2018)

•

19% 35-44 years old (15% in 2018)

•

17% 45-54 years old (16% in 2018)

•

35% 55-64 years old (41% in 2018)

•

27% 65-74 years old (40% in 2018)

•

8% 75 and older (5% in 2018)

TOP FIVE NON-RESIDENT VISITORS TO WHITEFISH ACTIVITIES WHILE IN MONTANA
Source: 2019 ITRR Non-Resident Visitor Study

•

60% Scenic driving

•

56% Day hiking

•

39% Nature photography

•

38% Wildlife watching

•

35% Visit local brewery

•

34% Recreational shopping

WHERE NON-RESIDENT VISITORS TO WHITEFISH PRIMARILY COME FROM
Source: 2019 ITRR Non-Resident Visitor Study

•

9% Minnesota (3% in 2018)

•

8% Alberta (9% in 2018)

•

7% Idaho (4% in 2018)

•

6% Texas (2% in 2018)

•

6% California (6% in 2018)

•

6% Arizona (2% in 2018)

•

58% Everywhere else in the U.S. and the world (without any regular pattern)

WHITEFISH 2019 NON-RESIDENT DOMESTIC VISITOR EXPENDITURES: $32.3 Million
Source: VisaVue and other sources

•

17% California (16% in 2018)

•

14% Washington (13% in 2018)

•

8% Texas (6% in 2018)

•

5% Colorado (4% in 2018)

•

5% Oregon (4% in 2018)
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WHITEFISH 2019 NON-RESIDENT INTERNATIONAL VISITOR EXPENDITURES: $7.7 Million
Source: VisaVue and other sources

•

92% Canada (92% in 2018)

•

2% United Kingdom (2% in 2018)

•

2% Australia (2% in 2018)

•

0.6% Germany (1% in 2018)

•

0.5% France (0.5% in 2018)

CORE GEOGRAPHIC MARKETS FOR FOCUS
Explore Whitefish will focus its attention during this fiscal period on low impact, high value potential visitors who
match the geotraveler profile in the following geographic markets. It is possible that opportunities will arise in
additional markets in partnership with other tourism organizations, such as the Montana Office of Tourism and
Business Development. In these instances, Explore Whitefish may extend its efforts beyond these core focus
markets.
•

•

•

•

•

•

Seattle, Washington (Puget Sound Area) – Seattle and the Puget Sound area have been historically strong
markets for Whitefish. The existence of the Amtrak train route has made this connection logical, as well as
daily direct flights. Explore Whitefish invests in print, digital, and out of home campaigns in this market as well
as actively cooperating with Whitefish Mountain Resort (WMR) on multi-channel marketing campaigns. During
2019, approximately 3% of visitors surveyed who spent at least one night in Whitefish originated in the state of
Washington.
Portland, Oregon – The existence of the Amtrak train route has made this connection logical, as well as
seasonal direct flights and short connecting flights the rest of the year. Explore Whitefish invests in print, digital,
and out of home campaigns in this market as well as actively cooperating with Whitefish Mountain Resort
(WMR) on multi-channel marketing campaigns. During 2019, approximately 4% of visitors surveyed who spent
at least one night in Whitefish originated in the state of Oregon.
Chicagoland (Chicago core and northern suburbs to Madison, Wisconsin) – During FY19, Explore Whitefish
engaged in its fifth consecutive comprehensive cooperative marketing campaign with Whitefish Mountain Resort
in the Chicago market with many years of assistance of MOTBD. There is currently a weekly winter seasonal
direct flight from Chicago O’Hare (ORD) to Glacier Park International Airport (GPIA). Daily direct flights are also
available during the holiday season. A significant expansion of seats for warm season service have also been
added in recent years as well as multiple carriers now flying this route daily direct seasonally. During 2019,
approximately 4% of visitors surveyed who spent at least one night in Whitefish originated in the state of Illinois.
Minneapolis, Minnesota – This has been a historically strong market for Whitefish in terms of visitation and
ease of travel due to daily direct flights and Amtrak service. During FY22, Explore Whitefish will increase
investment in this market in order to continue building awareness of Whitefish as a premier travel
destination. During 2019, approximately 9% of visitors surveyed who spent at least one night in Whitefish
originated in the state of Minnesota.
California (San Francisco/Oakland & Los Angeles) – Although California consistently ranks as a top market of
visitors to Whitefish, the addition of enhanced direct air service has made California a core geographic market for
Explore Whitefish. Daily direct service during the warm season of 2017 was added for San Francisco and daily
direct seasonal service for Los Angeles began in the spring of 2018. As of 2019, multiple carriers will be flying to
Los Angeles with seasonal daily direct flights. During 2019, approximately 6% of visitors surveyed who spent at
least one night in Whitefish originated in the state of California.
Regional Drive-To (including Spokane, Coeur D’Alene, British Columbia) – Explore Whitefish invests in
regional drive-to markets as these potential visitors have the ability to travel on short notice, particularly during
the shoulder seasons. Although the amount of investment is significantly smaller than the aforementioned core
geographic markets, we believe it is important to continue to raise awareness and intent to travel in these
regional drive-to markets.

ESTABLISHED GEOGRAPHIC MARKET
Explore Whitefish has identified the following established geographic market due to current and historic visitation
numbers, as well as historical investment in marketing. Although this market is very important from a visitation
perspective, Explore Whitefish is currently choosing to invest in the core geographic markets identified above as
having the largest potential for growth.
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•

•

Alberta – Alberta has been a historically strong market for Whitefish. Awareness of Whitefish as a premier travel
destination has been well established and the fluctuations in currency exchange play the single biggest factor in
increased or decreased visitation and expenditures to Whitefish. During 2019, approximately 8% of visitors
surveyed who spent at least one night in Whitefish originated in the province of Alberta. In 2018, this number was
9%.
Missoula, MT – Missoula has been a historically strong market for Whitefish in terms of visitation and ease of
travel due to proximity to Whitefish. The ability to make short shoulder season trips and last minute trips makes
this market desirable. Explore Whitefish will pursue the possibility of using only private funds for specific, targeted
marketing opportunities.

1.8 MARKETING PLAN GOALS
In light of the Whitefish Sustainable Tourism Management Plan (STMP), Explore Whitefish has segmented our FY22
Marketing Plan Goals into two categories: traditional marketing plan goals and destination stewardship goals.
TRADITIONAL MARKETING PLAN GOALS
•
•

Support the brand identity and presence of Whitefish, Montana in the marketplace as a destination for
active experience-seeking travelers.
Encourage destination visitation from the core geographic markets.

•

Aggressively showcase varied winter vacation experiences in and around Whitefish and Glacier National Park.

•

Position special events messaging to enhance visitation during the “Secret Season” of May-June, and
the “Summer Plus” season of September-October while still leading with the primary reasons for travel
to Whitefish: spectacular unspoiled nature, recreational activities, and a charming and vibrant mountain
town.
Position Whitefish as the basecamp for Glacier National Park visitors with the natural, cultural, and culinary
assets of Whitefish.
Improve “Secret Season” visitation by promoting bicycling, wildlife viewing, birding, fly fishing, golf, water sports,
horseback riding, performing arts, culinary experiences, and community events.
Improve “Summer Plus” visitation by promoting fall foliage, wildlife viewing, hiking, birding, golf, fly fishing,
bicycling, non-motorized water sports, horseback riding, performing arts, culinary experiences, and community
events.
Stimulate the publication of feature stories in national and regional publications, digital media, and
broadcast media.
Encourage ski groups and incentive travel to improve the meeting and convention market with emphasis on Fall,
Winter and Spring.

•
•
•
•
•
•

In partnership with Glacier AERO and Glacier Park International Airport (GPIA), work to maintain current air
service and help to facilitate new and expanded fall, winter, and spring markets to improve access, ease, and
affordability of travel.

•

Collaborate with Glacier National Park and regional and state tourism partners to develop and build out
support for shoulder season visitation.

DESTINATION STEWARDSHIP GOALS
Focus on implementation of the Whitefish Sustainable Tourism Management Plan (STMP) and integration into the Whitefish Brand

•
•

Co-lead the implementation of a Whitefish Sustainable Tourism Management Plan (STMP) in conjunction
with the Whitefish STMP Committee and City of Whitefish.
Take the lead on outreach segments of the STMP to build awareness and influence visitor behavior, with
particular focus on the peak summer season.

•

Integrate elements of the STMP into the Whitefish Brand. Develop messaging specific to these new elements.

•

Encouraging alternative modes of transportation such as bicycle and pedestrian paths and expansion of
public transportation.
Conduct the annual Explore Whitefish Grant Program with preference given to grant projects which support the
key pillars of the STMP: Community Character, Livability, and Community Engagement.
Pitch media coverage to include topics such as recreating responsibly, leave no trace, traveling safety around

•
•
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•

wildlife, wildfire mitigation, etc.
Collaborate with Glacier National Park and regional and state tourism partners to communicate with visitors
during peak season.

1.9 COOPERATIVE MARKETING OPPORTUNITIES
MOTBD COOPERATIVE MARKETING
Explore Whitefish has actively participated in the past and anticipates participating in the future in a variety of
cooperative marketing programs with the Montana Office of Tourism and Business Development (MOTBD). Explore
Whitefish participation in MOTBD marketing programs in the past have primarily centered around spring, fall, or winter
campaigns. Winter MOTBD cooperative campaigns that focused on the destination ski market have been of particular
interest to Explore Whitefish. Spring and autumn cooperative campaigns that are focused on the active outdoors
traveler within our core geographic markets have also been of particular interest. Without the lead of MOTBD and their
financial assistance, Explore Whitefish would be unable to make a significant impact in these markets. In FY22,
Explore Whitefish will consider cooperative opportunities and research cooperative opportunities which align with our
budget, timing, and marketing goals.
PAST COOPERATIVE MARKETING EFFORTS (SUCCESSFUL AND NOT SUCCESSFUL, WHY?)
Explore Whitefish has engaged in many cooperative marketing initiatives with the Montana Office of Tourism and
Business Development in the past. We have made adjustments to future participation based on previous tracking and
we have found the most success in MOTBD cooperative efforts that are aligned with our primary seasonal and
geographic targets.
OTHER COOPERATIVE MARKETING EFFORTS
Explore Whitefish actively cooperates with Whitefish Mountain Resort (WMR) on multi-channel marketing campaigns in
key target markets including Seattle, Portland, and Chicago. Explore Whitefish also cooperates locally with Glacier
AERO (Airline Enhancement and Retention Outreach), WMR, and Discover Kalispell to promote inbound travel on new
and expanded air service to Glacier Park International Airport.
Explore Whitefish partners with Glacier Country Regional Tourism including cooperative media events, special events,
press trips, FAM trips, and groups marketing.
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2 BUDGET OVERVIEW
2.1 PROVIDE A BUDGET AMOUNT FOR ADMINISTRATION, EACH MARKETING SEGMENT,
AND EACH SEGMENT’S METHOD WHEN PROVIDING OVERALL BUDGET
FY22 PUBLIC BUDGET PROJECTIONS DURING COVID-19
Explore Whitefish begins our budget process for the upcoming fiscal year during early January with initial approval by
the Board of Directors in early March. During the very end of this budgeting process for FY21, the impacts of
COVID-19 forced us to begin to reevaluate our budgets. As the effects of the pandemic on travel and tourism will
continue into FY22, we have taken a similar approach.
These projections are difficult due to the fluid nature of the current situation without knowing how long it will be until
the travel industry returns to pre pandemic levels. We have utilized projections from the Montana Office of Tourism
and Business Development (MOTBD), advanced lodging booking data, national travel data from Destination Analysts,
and other sources as baselines to create the following budget projection. As we monitor collections closely, we may
need to adjust these projections.
FY21 vs. FY22 Public Budget Projections
FY21
●
●
●

Initial FY21 Public Budget: $156,000
REVISED Projected FY21 Public Budget: $78,000 (50% of the original projection)
Current FY21 Public Budget: $115,000 (75% of the original projection)

FY22
●

Projected FY22 Public Budget: $126,905
○ -20% of initial FY21 budget projection
○ +10% of current FY21 budget
○ -15% of initial FY20 budget projection

While these projections are cautiously optimistic, Explore Whitefish works closely with our board of directors and
finance committee to evaluate collections and expenditures on a monthly basis. If bed tax revenues do not meet
projected collections, the following budget line items from the FY22 Public Budget will be adjusted.
•

Online & Digital Advertising
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FY22 PUBLIC & PRIVATE BUDGET
BUDGET SECTION 1

MARKETING SEGMENT: CONSUMER

PUBLIC BED TAX
BUDGET

PRIVATE MEMBER
BUDGET

$124,905

CREATIVE SERVICES
E-NEWSLETTER
FACILITATION COLLATERAL
ONLINE & DIGITAL ADVERTISING**

$119,905

TOTAL COMBINED
BUDGET

$219,200

$344,105

$103,500

$103,500

$2,050

$2,050

$26,500

$26,500

$5,000

$124,905

OUT OF HOME

$0

PHOTOGRAPHY & VIDEO

$5,000

$21,000

$26,000

PRINT ADVERTISING

$0

PROMOTIONS

$8,000

$8,000

SOCIAL MEDIA

$6,000

$6,000

VISITOR INFORMATION SERVICES

$15,150

$15,150

WEBSITE

$32,000

$32,000

FY22 PUBLIC & PRIVATE BUDGET
BUDGET SECTION 2

PUBLIC BED TAX
BUDGET

PRIVATE MEMBER
BUDGET

MARKETING SEGMENT: PUBLICITY

TOTAL COMBINED
BUDGET

$130,900

$130,900

$10,000

$10,000

$309,222

$311,222

$164,948

$164,948

CRISIS MANAGEMENT

$30,000

$30,000

MARKETING PERSONNEL

$45,263

$45,263

MARKETING SEGMENT: GROUP MARKETING
MARKETING SEGMENT: MARKETING
SUPPORT

$2,000

ADMINISTRATION*

OPPORTUNITY MARKETING

$50

$3,011

RESEARCH
TAC & GOVERNOR’S CONFERENCE MEETINGS

$20,000

$20,000

46,000

$46,000

$1,950

$1,950

TOURISM OUTREACH & SUPPORT

BUDGET TOTALS

$126,905

$3,061

$669,322

$796,227

*Administration budget includes office expenses, insurance, supplies, utilities, hardware, software, director wages
** Budget line items to be adjusted if revenues do not meet projected collections

WHITEFISH CONVENTION & VISITORS BUREAU | FY 22 MARKETING PLAN

City Council Packet, April 5, 2021 Page 40 of 173

13

2.2 USE A PIE CHART TO ILLUSTRATE WHAT PERCENTAGE OF YOUR BUDGET IS BEING
USED IN EACH MARKETING SEGMENT AND METHOD.
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3 MARKETING SEGMENTS & MARKETING METHODS
Whitefish follows the basic travel decision funnel:
•

Inspiration – Sparking an interest and inspiring a traveler to visit Whitefish

•

Orientation – Helping the visitor learn about where Whitefish is, how to get here, what facilities and activities
are available for their travel
Facilitation – Helping to connect visitors with specific businesses and activities to make a reservation and
solidify their travel plans into a quality experience once here

•

All marketing efforts feed into this funnel and resolve to digital tools, travel guides and a visitor information telephone
line that help connect visitors from spark of inspiration to actual business transactions at the local level. These tools
include the website at ExploreWhitefish.com, the Whitefish Travel Guide, social media channels, visitor information
kiosks, and wayfinding maps throughout town. These tools are important to help connect visitors with local business as
well as help visitors have a great experience once they are here. If we inspired a visit, did nothing for the visitor once
they arrived, and were reluctant to provide tools that help the visitor discover what to do, the visitor would be more
likely to miss the quality experiences that would cause them to want to return. Explore Whitefish will undertake
initiatives and activities in the following key areas during FY22.

3.1 MARKETING SEGMENT: CONSUMER
STRATEGY FOR CONSUMER
Our consumer advertising is based around visitation in our shoulder seasons and our strategy is broken out into the
following three categories: Summer Plus, Winter, and Secret Season. The consumer advertising budget for each
strategy is allocated to the seasonal media buying plan. Opportunity Marketing funds are left open as a contingency for
reactive media buys throughout the season. An emerging niche recreation market is also discussed below as well as
the Explore Whitefish strategy for visitor fulfillment.
Explore Whitefish continues to utilize local and regional data as success indicators for the activities of Explore Whitefish
as well as the foundation for our marketing strategies based upon historic and current seasonal trends in our local
economy.
SUCCESS INDICATORS

•

Resort Tax Collections

•

Lodging Tax Collections

•

Lodging Occupancy Report

•

Nonresident Visitor Expenditures

•

Glacier National Park Recreational Visits

•

Whitefish Mountain Resort Visits

Explore Whitefish has recently adopted a customer-intent based strategy in order to monitor success indicators
happening on the Explore Whitefish website. Rather than using upper-funnel signals like website visits to measure
success, Explore Whitefish will now leverage bottom of the funnel signals of customer-intent to track indicators of
success on the website such as clicks to book. Actions such as these are a better indicator that a website visitor is
coming, or is strongly considering coming, to Whitefish than someone simply landing on the Explore Whitefish
homepage. As we collect more of this data, season over season and year over year growth will be tracked, and our
goal is to grow the volume of these high intent consumer actions over time. Specifically, we will be tracking and growing
the following success measures.
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DIGITAL ADVERTISING SUCCESS MEASURES

•

Ad click through rates

•

Ad cost per click

WEBSITE SUCCESS MEASURES

•

Clicks to book

•

Clicks to reserve (restaurant)

•

Clicks off to stakeholder websites

•

Newsletter sign-ups

•

Travel guide downloads

•

Traffic volume from targeted markets

•

Visitor quality measures
• Bounce rate
• Length of time spent on site
• Number of pages viewed

A. Summer Plus: Occupancy history in Whitefish shows that during the period of late June through August the
town is at its busiest. From late August into early September, occupancy levels are still strong, but begin to wane.
The objective is to extend the peak summer season and grow occupancy and business levels in the autumn for the
time period of September to the end of October. The approach for this time period is to develop and communicate
narratives for adventures, activities, fall events, and specific reasons for visiting Whitefish during this time period
that cannot be experienced if Whitefish were visited during another time of year. As we continue to position
Whitefish as the basecamp of Glacier National Park, the narrative will lead with fall experiences in Glacier National
Park such as scenic driving, fall foliage, wildlife watching, and hiking. Explore Whitefish has allocated 20% of its
overall consumer advertising budgets to Summer Plus marketing efforts.
DEMOGRAPHICS

The target audience for this time period are those 35 and older with a household income (HHI) over $75,000 whose
travel or vacation is not restricted by an academic calendar.
PSYCHOGRAPHICS

Travelers seeking active experiences such as scenic driving, wildlife viewing, hiking, birding, golf, fly-fishing, road
and mountain biking, non-motorized water sports, horseback riding, paddling, and hiking. Cultural and culinary
experiences such as dining, shopping at local shops, attending performing arts, and community events are also
considered primary autumn activities for Whitefish. This includes traveling to Whitefish primarily for the purpose of
relaxing, strolling the streets and shops and trying out great dining and nightlife options.
GEOGRAPHIC AUDIENCE

Seattle, Portland, Chicagoland, Minneapolis, California, Regional Drive-To
SUPPORTING RESEARCH & STATISTICS

Seattle and the Puget Sound area have been historically strong core markets for Whitefish. Portland is also
identified as a core market as we have increased investment in the past few years. The existence of the Amtrak
train route has made this connection logical and a seasonal direct flight on Alaska Air/Horizon has increased the
possibilities of this market. Daily direct service to Minneapolis coupled with seasonal expanded direct air service to
Chicago and California creates more opportunity for growth in these markets.
Not all visitors are alike. The same is true of their economic impact. Research by ITRR indicates that nonresidents
who travel to the state via air spend more money per day and stay longer than the average nonresident traveler
group.
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•
•
•

Average Nonresident Travelers: The statewide average 2018 nonresident traveler group to Montana
(2.27 people) spent an average of $148.30 per day. With an average length of stay of 4.59 nights, this
equates to a total trip expenditure of approximately $680.
Fly-in Nonresident Travelers: The statewide average 2018 fly-in nonresident traveler group arriving in
Montana (2.17 people) spent an average of $247.09 per day. With an average length of stay of 6.38
nights, this equates to a total trip expenditure of approximately $1,576.
Difference: $896 in additional spending per fly-in statewide nonresident travel group. In addition, all 2018
nonresident traveler groups arriving at Glacier Park International Airport (2.30 people) stayed longer (7.70
nights) and outspent average statewide nonresident travelers by an estimated $1,025 per trip (total trip
expenditure of $1,705).

SUCCESS INDICATORS

•

Resort Tax Collections for 3rd and 4th quarters (September - October)

•

Lodging Tax Collections for 3rd and 4th quarters (September - October)

•

Lodging Occupancy Report for 3rd and 4th quarters (September - October)

•

Glacier National Park Recreational Visits (September - October)

•

Nonresident Visitor Expenditures (September - October)

DIGITAL ADVERTISING SUCCESS MEASURES

•

Ad click through rates

•

Ad cost per click

WEBSITE SUCCESS MEASURES

•

Clicks to book

•

Clicks to reserve (restaurant)

•

Clicks off to stakeholder websites

•

Newsletter sign-ups

•

Travel guide downloads

•

Traffic volume from targeted markets

•

Visitor quality measures
• Bounce rate
• Length of time spent on site
• Number of pages viewed

B. Winter: Whitefish offers a world-class ski and snowboarding experience, including unique winter events, yet
destination visitation to the town is still significantly lower than the summer season. As a result, Explore Whitefish
has allocated 50% of its overall consumer advertising budget to winter ski marketing efforts. These efforts also seek
to focus on the winter experiences in Glacier National Park, including sightseeing, snowshoeing, and cross-country
skiing. The perception that Glacier National Park is closed in the winter continues to be a challenge and our
increased efforts to showcase these winter experiences will hopefully help to dispel this myth. In addition, Whitefish
also has fat bike and cross-country skiing experiences near town.
DEMOGRAPHICS

For the 2018/2019 season, the National Ski Areas Association (NSAA) estimated that there were 10.3 million
domestic active skiers or snowboarders who average 5.5 visits per year (NSAA 2019 U.S. Snowsports Participants
Report). Our target audience for this time period are those 35 and older with a household income (HHI) over
$100,000 whose travel or vacation is not restricted by an academic calendar. Since we are targeting a small
percentage of the domestic population, and particularly those active participants, we can most efficiently reach this
target through niche channels.
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OVERVIEW OF SNOWSPORTS VISITS 2018/2019 SEASON
Source: NSAA, ITRR, WMR

•

59.3 Million: Nationwide (+11.3%)

•

1.7 Million: Montana (+7%)

•

384,800: Whitefish Mountain Resort (+0.7%)

WHITEFISH MOUNTAIN RESORT OVERNIGHT VISITOR CHARACTERISTICS
Source: 2019/20 Whitefish Mountain Resort End of Season Report

•

81% have HHI (Household Income) above $75,000

•

41% were first time overnight visitors

•

61% were repeat overnight visitors

•

Average age was 44.8 years old

•

47% of overnight visitors used air travel

•

Average number of nights on trip: 5.8

•

Average number of days skied/snowboarded 4.2 days

•

Nearly 46% skied/snowboarded for 2 or 3 days

•

49% stayed at accommodations in town while 32% stayed at the mountain

WHITEFISH MOUNTAIN RESORT OVERNIGHT VISITOR AGE GROUPS REPRESENTED
Source: 2019/20 Whitefish Mountain Resort End of Season Report

•

2% Under 18 years old

•

8% 18-24 years old

•

19% 25-34 years old

•

24% 35-44 years old

•

18% 45-54 years old

•

15% 55-64 years old

•

12% 65-74 years old

•

2% 75 and older

WHITEFISH MOUNTAIN RESORT LOCATION OF ORIGIN OF VISITORS
Source: 2019/20 Whitefish Mountain Resort End of Season Report

•

43% Montana (41% in 2018/19)

•

7% Alberta (11% in 2018/19)

•

7% Washington (7% in 2018/19)

•

4% Florida (2% in 2018/19)

•

3% California (3% in 2018/19)

•

3% Minnesota (4% in 2018/19)

PSYCHOGRAPHICS

We largely apply our overall traveler profile to the ski market. Experiential preferences for authentic travel are more
likely to appreciate and enjoy Whitefish and then return again in subsequent years. The top reasons for choosing
Whitefish for a winter destination were cited as “experience of a prior winter visit” and “affordability compared
to other resorts” and “snow conditions” and “lack of crowding” and “the Town of Whitefish” (Whitefish Mountain
Resort 2018/19 End of Season Report). It is important that we acquire new, repeat customers, not simply attract
one-time visitors who are not a good fit for the Whitefish experience and as a result will not likely return. The
addition of marketing the aforementioned Glacier National Park winter experiences provide additional breathtaking
experiences for a day off for skiers and snowboarders as well as those who do not alpine ski or snowboard
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GEOGRAPHIC AUDIENCE

Seattle, Portland, Chicagoland, Minneapolis, California, Regional Drive-To
SUPPORTING RESEARCH & STATISTICS

In FY20, Explore Whitefish engaged in its sixth consecutive comprehensive cooperative marketing campaign with
Whitefish Mountain Resort in the Chicago market. This campaign continues to focus on the Whitefish winter
experience with a strong call to action to take the direct flight from Chicago O’Hare (ORD) to Glacier Park
International Airport (GPIA). In addition, daily direct service to Seattle and Minneapolis creates more opportunity
for growth in these markets.
SUCCESS INDICATORS

•

Resort Tax Collections for 4th and 1st quarters (December – April)

•

Lodging Tax Collections for 4th and 1st quarters (December – April)

•

Lodging Occupancy Report for 4th and 1st quarters (December – April)

•

Whitefish Mountain Resort Skier Visits (December – April)

•

Nonresident Visitor Expenditures (December - April)

DIGITAL ADVERTISING SUCCESS MEASURES

•

Ad click through rates

•

Ad cost per click

WEBSITE SUCCESS MEASURES

•

Clicks to book

•

Clicks to reserve (restaurant)

•

Clicks off to stakeholder websites

•

Newsletter sign-ups

•

Travel guide downloads

•

Traffic volume from targeted markets

•

Visitor quality measures
• Bounce rate
• Length of time spent on site
• Number of pages viewed

C. Secret Season: The objective is to begin the visitor season earlier and grow occupancy and business levels in
the spring and early summer for the time period of May and June. The approach for this time period is to develop
and communicate narratives for adventures, activities and specific reasons for visiting Whitefish during these time
periods that cannot be experienced if Whitefish were visited during another time of year. As we continue to position
Whitefish as the basecamp of Glacier National Park, the narrative will lead with spring experiences in Glacier
National Park such as biking or hiking the Going-To-The-Sun Road and wildlife watching. Explore Whitefish has
allocated 30% of its overall consumer advertising budgets to spring and early summer marketing efforts.
DEMOGRAPHICS

The target audience for this time period are those 35 and older with a household income (HHI) over $75,000 whose
travel or vacation is not restricted by an academic calendar.
PSYCHOGRAPHICS

Travelers seeking active experiences such as road and mountain biking, wildlife viewing, hiking, birding, golf, nonmotorized water sports, and horseback riding. Cultural and culinary experiences such as dining, shopping at local
shops, attending performing arts, and community events are also considered primary spring activities for Whitefish.
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This includes traveling to Whitefish primarily for the purpose of relaxing, strolling the streets and shops and trying
out great dining and nightlife options.
GEOGRAPHIC AUDIENCE

Seattle, Portland, Chicagoland, Minneapolis, California, Regional Drive-To
SUPPORTING RESEARCH & STATISTICS

Seattle and the Puget Sound area have been historically strong core markets for Whitefish. Portland is also
identified as a core market as we have increased investment in the past few years. The existence of the Amtrak
train route has made this connection logical and a seasonal direct flight on Alaska Air/Horizon has increased the
possibilities of this market. Daily direct service to Minneapolis coupled with seasonal expanded direct air service to
Chicago and California creates more opportunity for growth in these markets.
Not all visitors are alike. The same is true of their economic impact. Research by ITRR indicates that nonresidents
who travel to the state via air spend more money per day and stay longer than the average nonresident traveler
group.
•
•
•

Average Nonresident Travelers: The statewide average 2018 nonresident traveler group to Montana
(2.27 people) spent an average of $148.30 per day. With an average length of stay of 4.59 nights, this
equates to a total trip expenditure of approximately $680.
Fly-in Nonresident Travelers: The statewide average 2018 fly-in nonresident traveler group arriving in
Montana (2.17 people) spent an average of $247.09 per day. With an average length of stay of 6.38
nights, this equates to a total trip expenditure of approximately $1,576.
Difference: $896 in additional spending per fly-in statewide nonresident travel group. In addition, all 2018
nonresident traveler groups arriving at Glacier Park International Airport (2.30 people) stayed longer (7.70
nights) and outspent average statewide nonresident travelers by an estimated $1,025 per trip (total trip
expenditure of $1,705).

SUCCESS INDICATORS

•

Resort Tax Collections for 2nd quarter (May - June)

•

Lodging Tax Collections for 2nd quarter (May - June)

•

Lodging Occupancy Report for 2nd quarter (May - June)

•

Glacier National Park Recreational Visits (May - June)

•

Nonresident Visitor Expenditures (May - June)

DIGITAL ADVERTISING SUCCESS MEASURES

•

Ad click through rates

•

Ad cost per click

WEBSITE SUCCESS MEASURES

•

Clicks to book

•

Clicks to reserve (restaurant)

•

Clicks off to stakeholder websites

•

Newsletter sign-ups

•

Travel guide downloads

•

Traffic volume from targeted markets

•

Visitor quality measures
• Bounce rate
• Length of time spent on site
• Number of pages viewed
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D. Secret Season and Summer Plus Core Activity - Cycling: In both the Secret Season and Summer Plus, cycling
is a strong visitor activity. We have identified road biking the Going-to-the-Sun Road before it opens to cars in the
spring as our seminal Secret Season experience and has been the lead in our Secret Season advertising campaigns
for the past three years. The development of miles of mountain biking in the Whitefish area has also created a new
tourism draw in recent years. Whitefish is also located on three Adventure Cycling routes, creating a favorite stopping
point for cyclists on long-distance tours.
DEMOGRAPHICS

Touring cyclists have a median age of 53 and over 50% have an income of $75,000-$150,000. Mountain bikers are
typically 25-45 years old and the majority are male with a household income level greater than $80,000.
Source: ITRR Adventure Cycling Study

PSYCHOGRAPHICS

Travelers are spending days cycling, and want to spend time off the bike eating good food, drinking local beer, and
experiencing local nightlife.
Source: ITRR Adventure Cycling Study

GEOGRAPHIC AUDIENCE

Washington and Oregon, Regional Drive-To, National
SUPPORTING RESEARCH & STATISTICS

A study performed by ITRR and Adventure Cycling found that bicycle travelers spend an average of $75-$102 per
person per day, and time spent in Montana tends to be eight days or longer. This equates to an estimated $180
additionally spent by a bicycle traveler over the average non-resident traveler in an eight day period. Mountain bike
tourism has seen significant increase and economic impact as well. Between the cross-country style of The
Whitefish Trail and the downhill lift accessed trails at Whitefish Mountain Resort, serious investment has been
made by the community and member businesses to appeal to local riders and visitors alike. Destination Analysts
recent activity-based segmentation by expected in spending Montana reveals that travelers interested in biking
(mountain biking, road biking, etc.) have the potential to average over $2,000 per trip in total spending.
NON-RESIDENT BICYCLING ACTIVITIES WHILE IN MONTANA
Source: 2016 ITRR Non-Resident Visitor Study

• 11% Bicycling
• 5% Mountain Biking
• 2% Road/Touring Bicycling
A 2018 study conducted by Headwaters Economics in partnership with Whitefish Legacy Partners and Explore
Whitefish found that The Whitefish Trail contributes to $6.4 million in annual spending by visitors who come to
enjoy the trail and by locals who purchase or rent outdoor gear at local stores. Spending by visitors who use the
Whitefish Trail translates to 68 additional jobs and $1.9 million in labor income in Whitefish. Visitors whose primary
purpose is outdoor recreation have significantly greater daily and overall spending than those who are not in
Whitefish for outdoor recreation and they tend to stay in the area longer, further increasing their economic impact.
AVERAGE DAILY SPEND DURING VISIT TO WHITEFISH
Source: 2018 Headwaters Economic Study

• Non-Recreation Visitors: $227
• RecreatIon Visitors: $278
AVERAGE LENGTH OF VISIT TO WHITEFISH
Source: 2018 Headwaters Economic Study

• Non-Recreation Visitors: 4.2 nights
• RecreatIon Visitors: 5.8 nights
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AVERAGE TOTAL TRIP SPENDING
Source: 2018 Headwaters Economic Study

• Non-Recreation Visitors: $1,323
• RecreatIon Visitors: $1,991
During the spring and summer of 2015, ITRR conducted an additional bicycle study in Glacier National Park.
Summer bicyclists included a significant representation of non-residents and the information below pertains to
summer bicyclists only.
TOP 5 AREAS WHERE GLACIER NATIONAL PARK VISITORS BICYCLED DURING THEIR TRIP IN MONTANA
Source: 2016 ITRR Non-Glacier NP Bicycle Study. The total response percentage exceeds 100% because the question allowed for
multiple choices thus the total number of answer choices selected were greater than the number of respondents

• 61% Within Glacier National Park
• 44% West Glacier
• 35% Other Areas Of Montana
• 34% Whitefish
• 25% St. Mary
RESPONDENT BICYCLE BEHAVIOR IN MONTANA
Source: 2016 ITRR Non-Glacier NP Bicycle Study. The total response percentage exceeds 100% because the question allowed for
multiple choices thus the total number of answer choices selected were greater than the number of respondents

• 84% Brought a bike
• 22% Bicycled into Montana
• 14% Rented a bicycle
• 11% Took an organized bicycle tour
SUCCESS INDICATORS

•

Resort Tax Collections for 2nd and 4th quarters (May - June, September - October)

•

Glacier National Park Recreational Visits (May - June)

•

Whitefish Mountain Resort lift accessed mountain biking ticket sales increase

•

Economic and usage impact study collected by the Whitefish Legacy Partners (Whitefish Trail)

E. Visitor Fulfillment: In order to deliver on the orientation and facilitation portion of the travel funnel, Explore
Whitefish uses a number of visitor fulfillment tools. These tools include the website, toll-free visitor information phone
number, local and regional visitor information centers, display racks at local businesses, and visitor information kiosks
located in town and at Glacier Park International Airport. These tools are important to help connect visitors with our
Travel Guide and locator map highlighting our local business as well as helping visitors have a great experience once
they are here. In FY22, Explore Whitefish will supply 25,000 Whitefish Travel Guides and 60,000 Whitefish Town Maps.
DEMOGRAPHICS

33-55+ years of age with household incomes beginning at $75,000
PSYCHOGRAPHICS

Travelers seeking active experiences as well as casual experiences such as dining and shopping are also
considered primary autumn and spring activities for Whitefish. This means traveling to the town primarily for the
purpose of relaxing, strolling the streets and shops and trying out great dining and nightlife options.
GEOGRAPHIC AUDIENCE

Travelers and potential travelers from our core target markets. However, our visitor fulfillment services are available
for all travelers and potential travelers regardless of geographic market. This includes travelers at the local level
once they have arrived on-site and where we direct them to the various experiences that Whitefish has to offer.
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SUCCESS MEASUREMENTS

•

•

Travel Guide: Increased readership via digital downloads, website requests, on-the-ground
distribution locations, and mail fulfillment.
Kiosks: Amount of collateral distributed at the seven town kiosks and the kiosk located at Glacier
Park International Airport (GPIA).
Visitor Information Center: Telephone calls and email requests for information. Walk-in visitor fulfillment.

•

Visitor Maps: Distribution by fulfillment tools. Increase on-the-ground locations.

•

Website: Increase online travel guide requests.

•

Enewsletter: Increase engagement from currently list average of 1.5% CTR and 16% open rate.

•

Industry average 1.6% CTR and 15.2% Open Rate. Source: Mailchimp

F. Social Media: As our overall marketing strategy has evolved to reflect the changing landscape of travel
post-pandemic, as well as the emphasis on “recreate responsibly” messaging, so too has our social media strategy
evolved. Social media continues to be a powerful tool for telling the Whitefish story and to support and complement
other marketing strategies. Social media helps build brand support, raise awareness and allows current and potential
visitors to connect with Explore Whitefish through various channels.
In addition to our established social media goals of engaging potential visitors and keeping Whitefish top-of-mind, the
social media program has become a valuable tool for messaging local and statewide health guidelines, crisis
communication and general best practices for visitation. These include the aforementioned “recreate responsibly”
messaging, information about mask mandates and visitation information related to the ongoing pandemic, wildfire
messaging, and informative posts aligning with the Whitefish Sustainable Tourism Management Plan.
Social media has also become a primary advertising tool for Explore Whitefish in its seasonal advertising plans. Social
media allows ads to be targeted to audiences that align with our established geographic and demographic audiences.
Social media channels are constantly evolving and Explore Whitefish has identified Facebook and Instagram as the
primary channels to focus its efforts on while also using Youtube to support these efforts.
As reflected in the Explore Whitefish Social Media Guidelines, the Explore Whitefish goals for social media include:
•
•
•
•

Raise awareness and inspire travelers to visit Whitefish
Expand the reach and interactions with our social media audience
Interact with audience to answer questions and facilitate communication and connections
Provide information to current and potential visitors regarding safety, responsible visitation and best
practices.

Themes in messaging will reflect the themes outlined in the overall Explore Whitefish marketing plan as well and the
brand pillars established by the Montana Office of Tourism and Business Development:
●

Inspiration: Lead with beautiful and compelling imagery
○

●

Orientation: Highlight Whitefish as a vibrant, charming, and welcoming mountain town nestled in Northwest
Montana adjacent to Glacier National Park.
○

●

Supports the Brand Pillar: More spectacular unspoiled nature than anywhere else in the lower 48 states.

Supports the Brand Pillar: Vibrant and charming small town that serve as gateways to natural wonders.

Facilitation: Highlight amenities and providing specific opportunities for nonresident travelers to experience.
This directly addresses the perception that Montana is remote and without adequate facilities as well as
provides exposure for member businesses.
○

Supports the Brand Pillar: Brand Pillar: Breathtaking experiences by day, relaxing hospitality at night.
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AUDIENCE

The target audience for social media efforts mirrors that of the overall marketing plan:
○
○

High potential visitors and geotravelers in core geographic markets (Seattle, Portland, Minneapolis
Chicago, Los Angeles, San Francisco, Regional Drive-To)
Established geographic markets (Calgary, Missoula, Spokane, CDA)

SUPPORTING RESEARCH & STATISTICS

Why use social media? A study published by Convince & Convert found that 53% of Americans who follow
brands in social media are more loyal to those brands. By engaging our audience through social media, it allows
us to craft relationships with customers before, during, and after they have visited Whitefish.
○
○
○
○

●

Most social media users log into their accounts at least once per day, according to Pew Research
Center, and many people are checking social multiple times per day. An active social media
program keeps Whitefish top-of-mind as vacation plans are being made throughout the year.
71% of consumers who have had a good social media service experience with a brand are likely to
recommend it to others. (Source: Ambassador)
Explore Whitefish will continue to rely on its beautiful surroundings to help promote the area to potential
visitors. According to Hubspot, visual content is more than 40 times more likely to get shared on social
media than other types of content.
The Explore Whitefish social media channels continued to experience rapid growth in FY21. Instagram
remained the largest audience with 42,901 followers although Facebook surpassed Instagram in total
impressions (10,364,434) and total engagements (418,377). (time period: 2/1/20-1/31/21)

Audience observations for a 1-year time period: 2/1/20 - 1/31/21
○ Instagram:
■ 42,901 followers (+36.95% YOY)
■ 6,249,545 total impressions (-1.2% YOY)
■ 222,080 total engagements (+9.8% YOY)
○ Facebook:
■ 28,399 fans (+19.10% YOY)
■ 10,364,434 total impressions (+28.4% YOY)
■ 418,377 total engagements (+61.8% YOY)

MEASURING SUCCESS

A successful social media program is measured by more than just total audience size. Having an audience that
actively engages and interacts with Explore Whitefish through social media channels is equally as important as
total audience size. Social media success will primarily be measured by audience engagement. Individual
benchmarks for each platform in FY22 are as follows:
Instagram
•

Increase the total number of followers by 30% over FY21 total.

•

Increase the total number of engagements (post likes and comments) by 15% over FY21 total.

Facebook
•

Increase the total number of followers by 20% over FY21 final number.

•

Increase the total number of engagements (likes, comments and shares) by 50% over FY21 total.
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METHODS FOR CONSUMER

$124,905 PUBLIC + $219,200 PRIVATE = $344,105 COMBINED

Creative Services ...........................................................................................$0 Public

$103,500 Private

Strategic planning, design, execution, and reporting of our consumer advertising campaigns.
eNewsletters .................................................................................................. $0 Public

$2,050 Private

Monthly newsletters are planned throughout the year promoting shoulder season activities and events to our consumer
distribution list. In FY22, this strategy will be expanded to twice monthly based upon a content calendar. A weekly
newsletter highlighting local events and tourism news is also provided to business members of Explore Whitefish.
Facilitation Collateral...................................................................................... $0 Public

$26,500 Private

Printed travel guides and locator maps are developed for distribution when visitors request information via the website
or toll-free telephone, and also for distribution at local and regional visitor information centers and local businesses as
well as the information kiosks located around Whitefish and at Glacier Park International Airport (GPIA).
Online & Digital Advertising ................................................................... $119,905 Public

$5,000 Private

We advertise in our stated target markets as well as nationally through cooperative opportunities with the Montana
Office of Tourism and Business Development. In FY22, this method will comprise 100% of our consumer advertising
budget. Our online and digital advertising will be broken out into digital placement (50%), media partnerships (30%),
and video/audio streaming services (20%).
Out of Home.......................................................................................... $0 Public

$0 Private

Traditionally, we have explored opportunities to advertise on and around public transportation, including bus wraps,
digital displays and billboards, and inside airport terminals, particularly with cooperative partners such as Whitefish
Mountain Resort in our target markets. In FY22, we are shifting our consumer advertising budget to online and digital
advertising.
Photography & Video ............................................................................... $5,000 Public

$21,000 Private

Purchasing the rights to photos and video content for use in our consumer advertising, social media channels, and
website.
Print Advertising...................................................................................... $0 Public

$0 Private

Traditionally, we have advertised in publications within our target markets with alignment to the geotraveler and other
demographic profiles that have been outlined for Whitefish. In FY22, we are shifting our consumer advertising budget
to online and digital advertising.
Promotions..................................................................................................... $0 Public

$8,000 Private

Explore Whitefish engages in winter athlete sponsorships, which includes product placement, co-marketing
opportunities, and other strategic relationships.
Social Media..................................................................................................... $0 Public

$6,000 Private

Explore Whitefish has set aside a monthly budget for FY22 dedicated to boosted posts on our social media networks
of Facebook and Instagram to further amplify our messaging. This includes boosting popular posts highlighting
activities identified in our marketing plan, recreate responsibly messaging, cross-promoting other seasons, and health
and safety messaging.
Visitor Information Services ............................................................................ $0 Public

$15,150 Private

Our strategic partnership with the Whitefish Chamber of Commerce allows us to connect potential visitors with toll-free
telephone information and on the ground visitors with access to walk-in information with extended hours during our
busy summer season. We stock an information kiosk at GPIA as well as the six information kiosks, four of which are
wi-fi enabled courtesy of Explore Whitefish, located around downtown Whitefish throughout the year. We also pay for
additional rack space at strategic locations around the Flathead Valley.
Website ......................................................................................................... $0 Public

$32,000 Private

Our website, ExploreWhitefish.com, serves as a core fulfillment mechanism for advertisements and marketing
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communications. The site provides opportunities for site visitors to discover places to stay, eat, shop, and things to do.
The Member Center provides up-to-date information on the activities of the organization for business members and the
Media Center provides applicable information for travel writers or members of the media.

3.2 MARKETING SEGMENT: PUBLICITY
A. STRATEGY FOR PUBLICITY
The Explore Whitefish contracted PR agency works directly with editors, writers, bloggers, photographers,
videographers, and digital influencers to produce stories, photography, and videos supporting the Explore Whitefish
brand. Based on the current pandemic and recent adoption of the Sustainable Tourism Management Plan (STMP),
the PR program is focused on earning media placement in the outlined Explore Whitefish target audiences
incorporating the Whitefish Brand Pillars, while messaging from the emerging themes of sustainable visitation and
Covid-safe visitation. All current media pitches are focused on Covid-safe activities with continued education on how
to recreate responsibly using best safety practices. This message will be a priority for as long as the pandemic
presents a threat to public health. Updated messaging may likely be needed by the end of Q2 2021.
Whitefish faces several challenges directly related to increased tourism in summer, including housing, transportation,
infrastructure, and quality of life. To help temper peak season visits, the PR team does not host media in the summer
and earned media efforts only promote fall, winter, and spring visitation. Additionally, PR efforts avoid marketing to
“the masses” and instead focus on targeting audiences in the geo-traveler niche who appreciate a sense of place,
treat resources and people with respect, and travel lightly. By promoting Whitefish through the lens of sustainable
visitation, adhering to our brand pillars, and carefully selecting media dedicated to telling our story in this light, the
Whitefish brand will continue to attract geo-travelers and support more balanced visitation annually.
Strategic partnerships with MOTBD, Western Montana’s Glacier Country, and Whitefish Mountain Resort further
leverage efforts, budgets, and media reach. With our partners, the PR team garners on-brand, influential media
coverage by pitching ideas for unique story angles and experiences, coordinating the logistics for well-planned
media trips, fact checking, as well as providing photography and video assets to inspire targeted travelers.
Additionally, digital results of PR efforts further leverage the reach of well-branded coverage by WCVB’s use on
social media channels and website content.
The PR team also supports the Explore Whitefish Athlete Sponsorship Program by negotiating, coordinating, and
executing on annual deliverables. One of the FY21 deliverables for the Maggie Voisin sponsorship program included
participation in a Covid-safe video series which was later posted on the Explore Whitefish and Whitefish Mountain
resort social platforms (Instagram and Facebook). These videos reached a potential audience of over 120,000. For
FY20, Maggie competed in the 2020 Winter X Games which garnered over 111,000 in-person attendees. Winter X
Games typically reaches at least 20 million viewers between ESPN and ABC. “Whitefish, Montana” is always
announced as her hometown and as an Explore Whitefish Sponsored Athlete, she attaches Whitefish, Montana
stickers to every pair of skis on which she competes. The ad value for this type of exposure is at least $115,000,
which is the average cost of a 30-second TV ad airing on a national network in the US.
Beyond publicity, a portion of the PR efforts continues to focus on crafting and effectively implementing crisis
communication strategies for both brand and community protection. These occur in partnership with the City of
Whitefish, strategic DMO partners (MOTBD, Glacier Country, and Discover Kalispell, for example), and local land
managers. Crisis PR efforts also include outreach to media and messages through WCVB communication channels
(website, social media, e-news, etc.). Topics in this area have been related to environmental events like wildfires,
issues surrounding hate and extremist’s threats, marches, and terrorism, and of course, the global pandemic. Timely
and effective messaging can influence consumer travel decisions, mitigate cancellations, and provide guidance for
safe travel for those planning a trip and for visitors on the ground. One example of this is the launch of
WhitefishCovidCares.com, a resource created in May 2020 by the PR team and WCVB staff. The team continues to
update the website with the latest health information and resources for businesses, visitors, and locals. Crisis
communications, or lack thereof, can significantly contribute to positive or negative factors affecting the short and
long term economy and community health of Whitefish.
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SUPPORTING RESEARCH & STATISTICS
Given today’s complex ecosystem of media, consumers are hard pressed to discern credible media sources. A Nielsen
study commissioned by inPowered on the role of content in the consumer decision-making process concluded that PR is
almost 90% more effective than advertising. The study found that, “On average, expert content lifted familiarity 88 percent
more than branded content.”
Another study published by the Journal of Promotional Management found that its 1,500 participants were most likely to
find an earned media story as the most credible news source compared to a newspaper advertisement, a native
advertisement, a blog written by an independent source, and a blog written by a company. Participants indicated that
strong writing, numerous facts, and a balanced perspective lead them to trust a news story.
PR compliments and reinforces advertising and vice versa. While paid advertising provides the opportunity for the
destination to inspire and tell the consumer what sets them apart from the competition, earned content lets others sing our
praises and ultimately adds more credibility to our brand. This implied third-party endorsement not only impacts credibility
among potential visitors but offers a significant return on investment. For example, a one-page ad in Travel + Leisure
magazine costs approximately $190,000 (not including creative). While acknowledging that earned media and paid
advertising support one another — and neither is as effective alone without the other — earned media is strategically
leveraged within media platforms where Explore Whitefish has advertisement placements.
The Explore Whitefish FY20 PR Program reached an audience of over 1.1 billion through tracked earned media
placement (Source: Meltwater). Tracking for FY21 as of January 2021 shows an audience reach over 359 million, despite
challenges of not being able to host media and having to rely solely on Covid-safe media relations since March 2020.
For contrast, last fiscal year the PR team participated in the following:
●
●

TBEX media event with over 400 travel bloggers and influencers.
The PR team planned and hosted 54 media visits in conjunction with local and regional partners prior to
COVID-19 shut downs and media trip cancellations in FY20, including:
○ Angie Away and Jet Sisters media trip co-op with Glacier Country
○ Kristin Addis, Be My Travel Muse media trip co-op with MOTBD
○ Chad Scott and Kristi Dosh media trip co-op with Glacier Country
○ Donnie Sexton and David Lang media trip
○ Priya Vin, Monique Wise, Jennifer Coleman, Kristi Trimmer TBEX Post Trip Wander in Whitefish
○ Local/Regional Digital Influencer Meet-Up co-op with Whitefish Mountain Resort
○ Freeskier media trip co-op with MOTBD
○ Grant Gunderson photo shoot with MOTBD
○ Pam Houston media trip
○ PR Partner Fam Trip (Hoffman York New Staff, MOTBD and Glacier Country);
○ Nina Hahn media trip
○ Southern Flair blogger/influencer co-op trip with MOTBD
○ PICTURE media trip co-op with MOTBD

Due to COVID-19, all media trips were canceled starting March 2020. The PR team prepared Covid-safe messaging for
ExploreWhitefish.com commencing on March 3, 2020.
MEASURING SUCCESS
The Explore Whitefish PR program will be measuring success against media goals and destination stewardship goals.

MEDIA GOALS
•
•
•
•

Earned media related to travel in Whitefish (i.e. not crisis) based on an audience reach of 1.1 billion in
FY20, and an advertising value equivalency (AVE) of $10.2 million.
On-brand media stories and how they were earned — through media relations, media events or media trips
(noting the last two may not happen until FY21 Q2).
Leveraging articles through the WCVB posting on its website and social media channels and tracking
engagement. Repurposing content on website and tracking use.
Providing deliverables for Explore Whitefish Athlete Sponsorship Program.

DESTINATION STEWARDSHIP GOALS
Focus on implementation of the Whitefish Sustainable Tourism Management Plan (STMP) and integration into the Whitefish Brand

•

Taking the lead on outreach segments of the Sustainable Tourism Management Plan (STMP) to build
awareness and influence visitor behavior, with particular focus on the peak summer season.
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•

Encouraging use of public transportation, and supporting local industry by staying in hotels or lodges.

•

Pitch media coverage to include topics such as recreating responsibly, leave no trace, respecting public and
private lands, recycling, aquatic invasive species (AIS) education, wildfire mitigation, water quality best
practices, reducing wildlife conflicts, etc.

•

Support future communications efforts associated with the STMP roll out.

METHODS FOR PUBLICITY

$0 PUBLIC + $130,900 PRIVATE = $130,900 COMBINED

Content Creation ..................................................................................................
Photography and content contribution for social channels and website, to support marketing campaigns, publicity,
and promotions.
Database & Clips ............................................................................................
Researching and cataloguing all relevant articles published throughout the year. This provides the foundation for
calculating our reach and advertising equivalencies, which provides a valuable measure of success.
Media Events..................................................................................................
Opportunities to individually or jointly host press events in our core and emerging geographic markets, often planned
with PR partners at region and state level.
Media Relations..............................................................................................
Correspondence with target freelancers, publications, websites, and broadcast outlets with story idea pitches, fact
checking, trends, and photography/videography needs.
News Releases ...............................................................................................
Factual information regarding events, trends, travel packages, etc. New releases are distributed to target media for
editorial consideration of placement or catalyst to research more information for feature story placement.
Online Media Kit .............................................................................................
Updating our online Media Page resource and hosting under ExploreWhitefish.com with facts, story ideas, events,
photography, and other information for editorial needs.
Planning, Reporting & Meetings ......................................................................
Throughout the year, our agency of record participates in team meetings, board meetings, marketing meetings and
provides reports and presentations as requested on PR related activities. Budget and publicity reports are submitted
quarterly.
PR Expenses & Travel .....................................................................................
Expenses and travel related to executing on the publicity strategy.
PR Opportunity...............................................................................................
Throughout the year, new public relations opportunities present themselves that were not specifically budgeted for.
PR Promotions ...............................................................................................
Aligned with specific campaigns, we participate in strategic promotions. This includes athlete sponsorships and
coordinations of those sponsorships and related assets with media partners and outlets.
Press Trips .....................................................................................................
Coordinate onsite logistics and experiences for first hand travel story research.
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3.3 MARKETING SEGMENTS: GROUP MARKETING
STRATEGY FOR GROUP MARKETING
The meeting and convention industry has shifted dramatically during the pandemic. Business travel was largely
discontinued worldwide resulting in a sharp decline in meeting and convention business in 2020. As the industry
continues to evolve, Explore Whitefish is working to best assist member properties in securing future group business in
Whitefish.
Meeting and convention business has traditionally helped to support our member lodging properties through the
non-peak visitation periods of fall, winter and spring. Many properties have availability to accommodate larger groups for
lodging, meeting venue space and food and beverage offerings. The town of Whitefish offers additional benefits through
a variety of excellent dining options, boutique shopping, art galleries, nightlife, and high quality performing arts venues
and companies. Combined, this makes Whitefish a desirable location for a variety of meeting and convention groups.
DEMOGRAPHICS

The target audience for group travel is categorized into two basic groups: SMERF (Social, Military, Educational,
Religious, Fraternal) and MICE (Meetings, Incentive, Conferencing, Exhibitions). Both audiences desire a scenic
location with availability of activities for recreation and team building. The majority of groups that visit the Whitefish
area are in the 25-150 person range, although Whitefish can comfortably accommodate citywide groups up to 300
participants and has submitted multi-property proposals for groups of 400+.
GEOGRAPHIC AUDIENCE

Aligning with the Montana Office of Tourism and Business Development, target areas include Seattle, Portland,
Minneapolis and Chicago. Additional areas of focus include Alberta (including but not limited to Calgary and
Edmonton) and in-state and regional drive markets (including Missoula, Spokane, Great Falls and Helena).
SUPPORTING RESEARCH & STATISTICS

Examples of the types of organizations and meetings that have visited Whitefish previously include: corporate board
retreats and company meetings (Edward Jones, Enterprise Holdings, Weyerhaeuser, CrossFit, Toyota, Honda, etc),
Organizations & Clubs (Florida Ski Council; Rocky Mountain Elk Foundation; Professional Ski Instructors of America;
Road Scholar Programs), military family retreats, weddings and large family reunions.
MEASURING SUCCESS

•
•

Participate in FAM Tours and attend group travel shows (IMEX; additional shows possible) in
conjunction with Glacier Country Regional Tourism, the Montana Office of Tourism and Business
Development and local lodging partners.
Follow up on leads generated from FAM trips and Trade Shows.

•

Complete RFPs for city-wide meetings and conventions which are a fit for the capacity of Whitefish.

•

Production of Group Sales warm season (Spring/Fall-themed) video.

•

Host quarterly Explore Whitefish Groups Committee meetings.

Ski Group Marketing: The winter season ski product is a strong offering that has potential for growth. Participating
properties and Whitefish Mountain Resort are cooperatively marketing winter ski trips to groups of skiers from across the
country. Ski clubs contribute significant revenue in the number of rooms rented and lift tickets purchased. Their length of
stay combined with their group size represent a significant number of room nights. While access to the area represents
one of the biggest challenges for getting ski groups here, increases in both number of flights and destinations serviced
by Glacier Park International Airport (FCA) have continuously improved accessibility every year. Whitefish Mountain
Resort ski group business has shown historical increases year to year.
SUPPORTING RESEARCH & STATISTICS

Whitefish Mountain Resort has a good indication of the volume of ski groups from their own lodging and group
tickets ordered by groups staying in other properties. In addition, multiple Explore Whitefish member properties
attend spring ski shows:
• Ski Councils: Chicago Metro, Detroit, Florida, Texas
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•
•
•
•

PRW Shows: DC, Detroit and Philadelphia
Far West Ski Association
Mountain Travel Symposium
Mid-Atlantic and East Coast Shows

MEASURING SUCCESS

•

Increase the number of ski groups, ski councils and ski tour operators to 70 (5% increase) for the 20/21
ski season, based on 62 visits during the 18/19 ski season and 67 visits during the 19/20 ski season.

•

Participate in at least two industry events (either virtual or in-person).

•

Participate in at least two FAM trips (either virtual or in-person)

METHODS FOR GROUP MARKETING
$0 PUBLIC + $10,000 PRIVATE = $10,000 COMBINED
Facilitation Collateral......................................................................................
Create and update WCVB Groups Committee materials for distribution to prospective groups.
FAM Trips .......................................................................................................
Assist Whitefish properties with familiarization trips to enable properties to invite meeting planners and group
representatives to experience Whitefish in person. WCVB support can include providing airfare as well as assisting
with activities, meals and transportation.
Trade Shows...................................................................................................
Attend trade shows in partnership with Whitefish lodging partners and regional tourism organizations (Glacier Country
Tourism). This may include both virtual shows and in-person shows once travel becomes more available. Explore
Whitefish will also support member participation in spring group ski shows, which are focused on ski clubs and ski
groups that have historically stayed at a variety of lodging properties.
Groups Opportunity Marketing...................................................................................................
Throughout the year, new marketing opportunities present themselves that were not specifically budgeted for. Money is
therefore set aside to examine these opportunities and potentially act upon them if they are in line with our groups
marketing strategy. This is especially important this year as the meeting and convention industry continues to shift
dramatically due to the pandemic.
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3.4 MARKETING SEGMENT: MARKETING SUPPORT
STRATEGY FOR MARKETING SUPPORT
In order for Explore Whitefish to effectively and strategically operate, the organization has set aside a budget to support
the marketing efforts of the organization. This includes administrative and meeting costs, membership dues, strategic
planning, marketing research, and funding for local, regional, and state-wide collaborative efforts that highlight and
enhance our tourism economy. We believe that these types of efforts create results that we would not otherwise be
capable of producing independently.
METHODS FOR MARKETING SUPPORT
$2,000 PUBLIC + $309,222 PRIVATE = $311,222 COMBINED
Administration ................................................................................................ $0 Public
$164,948 Private
In order to promote Whitefish effectively and strategically, we require administrative support for staff and business
expenses.
Crisis Management ........................................................................................ $0 Public

$30,000 Private

Communications between industry partners and externally to media outlets are effectively executed when
environmental or economic factors affect travel to Whitefish and during visitation to Whitefish.
Marketing Personnel ............................................................................. $0 Public

$45,263 Private

Explore Whitefish staff is needed in order to execute the goals and objectives of the organization.
Opportunity Marketing................................................................................ $50 Public

$3,011 Private

Throughout the year, new marketing opportunities present themselves that were not specifically budgeted for. Money is
therefore set aside to examine these opportunities and potentially act upon them if they are in line with our marketing
strategy.
Research ................................................................................................ $0 Public

$20,000 Private

In order to gauge the effectiveness of our marketing and public relations efforts, Explore Whitefish will take part in
research. Explore Whitefish is currently partnering with Smith Travel Research, Sprout Social, and Meltwater. Explore
Whitefish will continue to engage in additional cooperative research projects, such as VisaVue and AirDNA with
MOTBD.
TAC & Governor’s Conference Meetings.................................................... $1,950 Public
$0 Private
Explore Whitefish is required to attend all meetings of the Tourism Advisory Council (TAC) as well as the annual
Governor’s Conference on Tourism and Recreation. As these meetings take place all over the state, we require support
for travel and expenses to attend.
Tourism Outreach & Support ................................................................... $0 Public

$46,000 Private

Explore Whitefish engages in various methods of outreach and support, including the WCVB Grant Program,
designed to provide members and Montana non-profit organizations with funds to help drive visitation during the
shoulder and winter seasons, as well as supporting Voices of Montana Tourism. During FY22, Explore Whitefish will
help to lead the implementation of the Whitefish Sustainable Tourism Management Plan with the City of Whitefish
as well as creating a peak season on-the-ground visitor education campaign.
Explore Whitefish also recognizes that one of the biggest challenges we face is the limited transportation
infrastructure in our region. Explore Whitefish is a board member and financial sponsor of Glacier AERO (Airline
Enhancement and Retention Outreach). The mission of this organization is to work with community partners and
various airlines to increase spring, winter, and fall airline routes to Glacier Park International Airport (GPIA). Explore
Whitefish is also supportive of the Big Mountain Commercial Association (BMCA) S.N.O.W. Bus in Whitefish.
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APPENDIX
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Data Source: National Ski Areas Association (NSAA)

WHITEFISH CONVENTION & VISITORS BUREAU | FY 22 MARKETING PLAN

City Council Packet, April 5, 2021 Page 68 of 173

41

WHITEFISH CONVENTION & VISITORS BUREAU | FY 22 MARKETING PLAN

City Council Packet, April 5, 2021 Page 69 of 173

42

(This page left blank intentionally to separate printed sections)

City Council Packet, April 5, 2021 Page 70 of 173

WHITEFISH CITY COUNCIL
March 15, 2021
7:10 P.M.
Via Webex
1) CALL TO ORDER
Mayor Muhlfeld called the meeting to order. Councilors present were Qunell, Feury, Hennen, Davis,
Sweeney, and Norton. City Staff present were, City Clerk Howke, City Manager Smith, City Attorney
Jacobs, Planning and Building Director Taylor, Public Works Director Workman, Parks and Recreation
Director Butts, Police Chief Dial and Fire Chief Page. Approximately 21 people were in attendance.
2) PLEDGE OF ALLEGIANCE
Mayor Muhlfeld lead the audience in the Pledge of Allegiance.
3) COMMUNICATIONS FROM THE PUBLIC–

(This time is set aside for the public to comment on items that are
either on the agenda, but not a public hearing or on items not on the agenda. City officials do not respond during these comments but may
respond or follow-up later on the agenda or at another time. The Mayor has the option of limiting such communications to three minutes
depending on the number of citizens who want to comment and the length of the meeting agenda)

James Cannava, 12 Dakota Avenue, spoke toward agenda item 9a, a letter he wrote that is included in
the packet on the website. The letter and associated material refer to a $480 bill he received for a first
and only offense of not shoveling snow off the sidewalk. The letter explains the situation in detail. He
stated we are all striving to keep Whitefish an affordable and community-oriented town. He provides
suggestions in his letter that resembles best practices and fair practices.
4) COMMUNICATIONS FROM VOLUNTEER BOARDS
Councilor Norton reported the Tree Committee met last week to walk the State Park Road
Reconstruction project. She wanted to remind the citizens to not interfere with city boulevard trees within
the right of way and to contact the City with issues.
Councilor Davis reported the Strategic Housing Plan Steering Committee met and in reference to the
Accessory Dwelling Units (ADU). The Committee discussed this further and asked staff to research into
what deed restrictions would look like if used for ADU’s.
5) CONSENT AGENDA (The consent agenda is a means of expediting routine matters that require the Council’s action.

Debate
does not typically occur on consent agenda items. Any member of the Council may remove any item for debate. Such items will typically be
debated and acted upon prior to proceeding to the rest of the agenda. Ordinances require 4 votes for passage – Section 1-6-2 (E)(3) WCC)

a) Minutes from March 1, 2021 Regular Session (p.29)
b) Ordinance No. 21-02; An Ordinance pursuant to Title 6, Chapter 2, Section 5, Prohibited
and Restricted Parking, of the Whitefish City Code, to establish additional parking
restrictions (Second Reading) (p.32)
c) Consideration of a request from Eric Mulcahy on behalf of 93, LLC, to extend the
preliminary plat for the 93, LLC Subdivision, a 24-lot subdivision located on Highway 93
West (WPP 18-03/WPUD 18-03) (p.34)
d) Resolution No. 21-09; A Resolution declaring certain property to be unneeded and obsolete,
and authorizing the disposal of such property (p.44)
e) Resolution No. 21-10; A Resolution amending Resolution No. 20-05 to extend the duration
of the Parking Permit Implementation Committee through October 31, 2021 (p.46)
Councilor Sweeney made a motion, seconded by Councilor Norton to approve the Consent Agenda as
presented. The motion carried by roll call.
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6) PUBLIC HEARINGS

(Items will be considered for action after public hearings) (Resolution No. 07-33 establishes a 30-minute
time limit for applicant’s land use presentations. Ordinances require 4 votes for passage – Section 1-6-2 (E)(3) WCC))

a) Ordinance 21-03; An Emergency Ordinance providing for continued remote meetings of
the City Council, City Boards, and Committees and waiving a second reading (Only
Reading) (p.48)

City Manager Dana Smith presented City Attorney Angela Jacobs’ staff report that is provided in the
packet on the website.
Mayor Muhlfeld opened the Public Hearing. There being no public comment, Mayor Muhlfeld closed
the Public Hearing and turned the matters over to the City Council for their consideration.
Councilor Feury made a motion, seconded by Councilor Sweeney to adopt Ordinance 21-03; An
Emergency Ordinance providing for continued remote meetings of the City Council, City Boards,
and Committees and waiving a second reading (Only Reading). The motion carried by roll call.
7) COMMUNICATIONS FROM FIRE CHIEF
a) Consideration to award the Fire Department Master Plan consultant contract to AP
Triton (p.54)
Fire Chief Joe Page presented his staff report that is provided in the packet on the website.
Councilor Hennen made a motion, seconded by Councilor Sweeney to select AP Triton as the
consulting firm for the Fire Department Master Plan and to authorize City Manager Smith to
proceed with contract negotiations in an amount up to $45,000. The motion carried by roll call.
8) COMMUNICATIONS FROM CITY MANAGER
a) Written report enclosed with the packet. Questions from Mayor and Council? (p.57)
City Manager Smith reported a legislative update. HB259, Inclusionary Zoning Bill, no action taken yet.
HB137, revise vaping and alternate nicotine product laws; she submitted comments on behalf of the city,
opposing the bill. HB257, eliminate the City’s face covering ordinance, has been referred to the Senate
Judiciary Committee, does not have a hearing scheduled yet. HB436, prohibit a local government from
prohibiting the open carry and unpermitted concealed carry of firearms from within its facilities. HB102,
which is in law now, prohibits us from prohibiting permitted concealed firearms. HB436 causes concern,
she submitted comments on behalf of the city, as the City Manager. She has concerns for employee’s
safety, law enforcement facility and court rooms that have not been exempted. It passed the House and
is at a Senate Committee.
b) Other items arising between March 10th through March 15th
City Manager Smith reported the Whitefish Housing Authority has created a committee of individuals
to manage the Snow Lot project. There is concern with the rising house prices and the cost of
construction. They expect a significant planning process between now and groundbreaking.
9) COMMUNICATIONS FROM MAYOR AND CITY COUNCILORS
a) Letter from James Cannava regarding a snow removal invoice (p.61)
After discussion between staff and Council, City Manager Smith stated staff will go out for an RFP in
the fall, to ensure we are getting the most equitable rates for our residents. Staff will revisit the
administrative fee internally to see if a percentage appropriate or create an hourly rate. Councilor Davis
stated perhaps the administrative fee could have something to do with the number of violations.
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b) COVID-19
None
Council continued their discussion from the work session prior to the regular meeting pertaining to the
Parking Permit Pilot Program.
Councilor Qunell made a motion, seconded by Councilor Sweeney to reduce the permit cost for
the 3rd level of the parking structure to $20, and include that into the Pilot Program. Councilor
Qunell stated any discussion of employee parking downtown has to start with utilizing what is not being
used in the parking garage.
City Manager Smith had concerns on how to manage two parking permit programs while utilizing the
same spaces. She stated by reducing it to $20 it becomes affordable and permanent. Councilor Feury is
comfortable with the committee’s recommendation for 85 permits, available in all four lots. This is a
pilot program and for two months. It will let us see how the demand is for the parking structure. We will
see if the demand is responsive to a reduction in price. The ability to put multiple plates on the permit
for a specific spot in the parking structure has some value and is worth another $10. There are a number
of businesses who have 8 or 10 plates per permit and the ability to rotate through a different set of
employees as opposed to it being specific to one car as the case for the $20 in all four lots.
Councilor Qunell withdrew his motion, Councilor Sweeney who seconded the motion agreed.
Councilor Feury made a motion, seconded by Councilor Qunell to move forward with the Parking
Committees recommendation to run the Pilot Program for July through August with 85 spots at
$20 a month and usable in all four aforementioned parking lots. The motion carried by roll call.
Councilor Comments
Councilor Sweeney encourages all citizens to get their vaccine as soon as possible so we can move this
thing back to a place where we can open up again. Councilor Norton mentioned a letter Council received
last meeting from Hannah Perno regarding the tenants of the Cedar Haven Apartments eviction notice
and Manager Smith stated at the governor level, tenants cannot be evicted for lack of payment. This
situation is a bit different, the previous owner passed away, sold it and now they are being moved to a
market rate rent. Councilor Norton also mentioned we are all getting spring fever, and asked citizens to
continue to mask and maintain social distance. She asked and Manager Smith stated the mask
requirement is still in place for within the city limits of Whitefish and will remain in place 90 days from
when it became affective. Councilor Qunell also encourages citizens to vaccinate.
10) ADJOURNMENT
Mayor Muhlfeld adjourned the meeting at 8:10 p.m.

_______________________________
Mayor Muhlfeld

Attest:
______________________________
Michelle Howke, Whitefish City Clerk
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PLANNING & BUILDING DEPARTMENT
418 E. 2nd Street, PO Box 158, Whitefish, MT 59937
(406) 863-2410 Fax (406) 863-2409
March 29, 2021

Mayor and City Council
City of Whitefish
PO Box 158
Whitefish MT 59937
RE: Behr – Lakeshore Permit for moving boulders, 20 Woodland Pl (WLP 21-W02)
Honorable Mayor and Council:
Summary of Requested Action: The applicant is proposing to use a midsize excavator to
rearrange loose boulders. They are proposing to locate the excavator above the LPZ and
move loose boulders on the site from a pile near the mean high-water line to at or above the
mean high-water line with the intention of increased shoreline stability. When able, boulders
will be removed. Otherwise, they will be spread across the lakefront in a natural manner.
Additionally, they are proposing to completely remove one large chunk of concrete and
replace it with a loose boulder from nearby.
The existing constructed area consists of a 798 square foot shared dock with the neighboring
property and this permit does not propose any changes to the total constructed area. The
applicant also applied for and received a permit for a one-time gravel application in 2020.
Planning & Building Department Recommendation: Staff recommended approval of the
standard permit request subject to twelve (12) conditions set forth in the attached staff report.
Lakeshore Protection Committee Meeting:
The Whitefish Lakeshore Protection
Committee met on March 10, 2021 and considered the request. There was no additional
public comment. The draft minutes for this item are attached as part of this packet.
Following staff’s presentation, the Lakeshore Protection Committee voted to recommend
Council approval of the application. They also added one condition pertaining to the removal
and new placement of the boulders.
This item has been placed on the consent agenda for your regularly scheduled meeting on
April 5, 2021. Should Council have questions or need further information on this matter,
please contact the Lakeshore Committee or the Planning & Building Department.
Respectfully,
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Tara Osendorf
Planner II
Att:

Updated Staff Report
Draft Minutes, Lakeshore Protection Committee Meeting
Application Materials

c: w/att

Michelle Howke, City Clerk
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BEHR
STAFF REPORT
#WLP-21-W02
20 WOODLAND PLACE
MARCH 29, 2021
Property Owner/Applicant:
Mailing Address:
Telephone Number:
Property Legal Description:
Property Address:
Lake:

Colton Behr
512 Dakota Ave
Whitefish, MT 59937
580-5208
Whitefish Lakefront Estates, Lot 1, S26, T31N, R22W
20 Woodland Pl
Whitefish Lake

Lake Frontage:
Project Description:

62’
Move boulders within the Lakeshore Protection Zone

Proposal: The applicant is proposing to use a midsize excavator to rearrange loose boulders. They
are proposing to locate the excavator above the LPZ and move loose boulders on the site from a
pile near the mean high water line to at or above the mean high water line with the intention of
increased shoreline stability. When able, boulders will be removed. Otherwise, they will be spread
across the lakefront in a natural manner. Additionally, they are proposing to completely remove
one large chunk of concrete and replace it with a loose boulder from nearby.
Frontage and allowable constructed area: The subject property has 62 feet of lakeshore frontage
and is eligible for 496 square feet of constructed area.
Existing Constructed Area: The property has a number of previous lakeshore permits, including a
gravel application in 2020. The 798 square foot dock (WLP 20-W14) which is shared with the
adjacent property (based on 100 feet of shared lakeshore frontage) is the only constructed area. No
change to the constructed area is proposed with this project.
Conclusion: The proposed work complies with all requirements, most specifically Section 13-31, General Construction Standards of the Whitefish Lake and Lakeshore Regulations.
Conditions of Approval:
1.

This permit is valid for a period of one year from the date of issuance. Upon completion of
the work, please contact the Planning Department at 406-863-2410 for final inspection.

2.

The Lakeshore Protection Zone shall be defined as the lake, lakeshore and all land within 20
horizontal feet of the average high water line at elevation 3,000.79’.

3.

The proposed project dimensions specified on the application project drawing shall not be
exceeded unless modified by conditions of the approved permit. Changes or modifications
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to increase any dimension or change configuration must be approved through a permit
amendment.
4.

Boulder placement must be at or landward of the mean high water line.

5.

Temporary storage of vehicles, trailers, equipment, or construction materials in the lakeshore
protection zone is prohibited.

6.

The natural protective armament of the lakeshore and lakebed must be preserved whenever
possible. Following any activities, the lakeshore and lakebed shall be returned to its condition
prior to construction.

7.

Prior to the start of any construction activity, an effective siltation barrier shall be installed at
the lakeshore protection zone boundary. The barrier shall be designed and constructed to
prevent silt and other debris from the construction site entering the lakeshore protection zone,
and shall be maintained until such a time as permanent erosion control and site stabilization
are established on the property.

8.

All work shall be done when the lake is at low pool and the construction site is dry.

9.

Any existing or disturbed areas inside the lakeshore zone must be revegetated. New plants
shall be native to the Flathead Valley or cultivars whose form, color, texture, and character
approximates that of natives. A resource file on native plants is available at the City of
Whitefish Planning Department. Application of fertilizer is permitted only in minimal
amounts to establish new plantings.

10. Mechanical equipment within the Lakeshore Protection Zone shall be permitted only if the
equipment does not come in contact with the lake, expose silts or fine materials, gouge, rut
or otherwise damage the lakeshore or existing vegetation.
11. Boulders shall be removed where possible, and otherwise scattered in a natural way across
the lakefront.
12. The lakeshore shall be immediately restored to its condition prior to construction, and all
equipment tracks shall be raked or otherwise removed by hand.
Report by: Tara Osendorf
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Date:

Wednesday, March 10, 2021

Place:

Remote Via WebEx

Recorded By: David Taylor
Members Present:
Nancy Schuber
Ben Cavin
Donna Emerson

Toby Scott
Peggy Brammer
Roger Rowles

Members Absent:
Peggy Brammer
Staff Present: Dave Taylor & Tara Osendorf
Public Present: Colton Behr
1.

CALL TO ORDER
Summary: Toby Scott called the meeting to order at 6:04 pm.

2.

AGENDA CHANGES
Summary: None.

3.

APPROVAL OF January 13, 2021 MINUTES
Summary: Members reviewed the minutes of January 13, 2021.
ACTION: Rowles made a motion to approve the minutes of January 13, 2021. Schuber seconded and all
were in favor. The motion passed unanimously.

4.

GENERAL PUBLIC COMMENT
Summary: None

5.

OLD BUSINESS
Summary: Ben talked with someone about offshore buoys, got an advisory plan. Toby stated that it is not
related to the Lakeshore Committee. Ben said the City could advise lake owners about wake regulations.

6.

NEW BUSINESS
A. WLP 21-W02– Behr
Summary: The applicants are proposing to move a pile of rocks in the Lakeshore Protection Zone
to spread them out along the beach.
Planner Osendorf summarized her staff report noting. Noted that the boulders have to be at or
above the mean high water line, and she had submitted an edited staff report with a new condition
to that effect. She had talked to the applicant and he was OK with that.
Ben asked if the boulders are at or below high water. Ben made a motion to delay the application
until Charlie Abell could comment on the application. The motion died for a lack of a second.
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Donna asked if the boulders would be moved scattered or in a straight line. Colton said he wants to
scatter them to look natural. He thought the big boulder might be too heavy to move, so he might
leave that one there.
Ben asked how the big boulders got there to begin with. Colton thinks they were moved form the
O’Shaunessy property at some point.
Recommendation: Staff is recommending the approval of the requested lakeshore construction
permit with the 11 conditions listed in the report.
Colton Behr stated it looks unnatural and they will help with future erosion.
ACTION: Schuber made a motion to approve WLP 21-W02 with the 11 conditions. Rowles
seconded.
Emerson asked if she could add a condition that they be scattered in a natural manner. Ben asked if
he could remove the rocks.
Scott made a friendly amendment to add a condition that the applicant can remove any boulders
they are able to.
Emerson seconded.
The motion approved 4-1, Cavin opposed.
This will go to City Council along with the comments as a consent agenda item on April 5.
8.

STAFF COMMENTS
Summary: Per Mr. Cavin’s comment regarding the lack of notification to Mr Abell, Mr. Taylor noted that
they are still working on changes to the Lakeshore regulations and will look at notification changes in the
near future, or the committee could approach the Council to ask them to direct staff to make that change.

9.

BOARD COMMENTS
Summary: All members available for April 14 meeting.

10.

ADJOURNMENT
ACTION: The meeting adjourned at 6:30 pm.

City Council Packet, April 5, 2021 Page 79 of 173

City Council Packet, April 5, 2021 Page 80 of 173

City Council Packet, April 5, 2021 Page 81 of 173

City Council Packet, April 5, 2021 Page 82 of 173

City Council Packet, April 5, 2021 Page 83 of 173

City Council Packet, April 5, 2021 Page 84 of 173

(This page left blank intentionally to separate printed sections)

City Council Packet, April 5, 2021 Page 85 of 173

PLANNING & BUILDING DEPARTMENT
418 E 2nd Street, PO Box 158, Whitefish, MT 59937
(406) 863-2410 Fax (406) 863-2409
March 30, 2021

Mayor and City Council
City of Whitefish
PO Box 158
Whitefish MT 59937
RE: Lanning Accessory Apartment at 19 Washington Avenue (WCUP 21-04)
Honorable Mayor and Council:
Summary of Requested Action: Matthew & Judy Lanning are requesting a Conditional
Use Permit to construct an accessory apartment at 19 Washington Avenue. The site is
developed with a single-family home and detached carport/storage building. The
property is zoned WR-2 (Two-Family Residential District) and the Whitefish Growth
Policy designates this property as ‘Urban’.
Planning & Building Department Recommendation: Staff recommended approval of
the Conditional Use Permit application subject to six conditions, as recommended by
the Planning Board.
Public Hearing: The applicant’s representative spoke at the public hearing on March
18, 2021. The draft minutes for this item are attached as part of this packet. After the
Planning Board, one letter in support of the request was received and is included in the
packet.
Planning Board Action: The Whitefish Planning Board met on March 18, 2021 and
considered the request. Following the hearing, the Planning Board unanimously
approved the request. In making their decision, the Planning Board adopted staff report
WCUP 21-04 with Findings of Fact and recommended Conditions of Approval.
Proposed Motion:
•

I move to approve WCUP 21-04, the Findings of Fact in the staff report and the
conditions of approval, as recommended by the Whitefish Planning Board on March
18, 2021.

This item has been placed on the agenda for your regularly scheduled meeting on April
5, 2021. Should Council have questions or need further information on this matter,
please contact the Planning Board or the Planning & Building Department.
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Respectfully,
/s/ Wendy Compton-Ring
Wendy Compton-Ring, AICP
Senior Planner
Att:

Exhibit A: Planning Board Recommended Conditions of Approval
Draft Minutes, Planning Board Meeting, 3-18-21
Exhibits from 3-18-21 Staff Packet
1. Staff Report – WCUP 21-04, 3-11-21
2. Adjacent Landowner Notice, 2-26-21
3. Advisory Agency Notice, 2-26-21
The following was submitted by the applicant:
4. Application for Conditional Use Permit, 2-1-21
Received After Planning Board:
5. Public Comment, McCartney, 3-19-21

c: w/att

Michelle Howke, City Clerk

c: w/o att

Matthew & Judy Lanning
Seth Capon, Darkhorse Design Group
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Exhibit A
Lanning
Conditional Use Permit WCUP 21-04
Whitefish Planning Board
Recommended Conditions of Approval
March 18, 2021
1.

The project must be constructed in compliance with the plans submitted
December 4, 2020, except as amended by these conditions. Minor deviations
from the plans requires review pursuant to §11-7-8(E)(8) and major deviations
from the plans requires review pursuant to §11-7-8. The applicant must maintain
and demonstrate continued compliance with all adopted City Codes and
Ordinances.

2.

One off-street parking space must be designated for the accessory apartment and
two off-street parking spaces must be designated for the primary residence. (§113-1D, Finding 2)

3.

The parking and driveway must be paved according to §11-6-3-1D(2) and all
stormwater generated by the proposal must be retained on-site. (§11-3-2C,
Finding 2)

4.

Prior to building permit issuance, the property owner must provide the City with a
recorded copy of either a deed restriction or a restrictive covenant that the
accessory apartment may only be rented if the owners maintain permanent
residence in the primary structure. (§11-3-1C)

5.

Short term rental is not permitted. (§§11-3-1C; 11-2F-1)

6.

The conditional use permit is valid for 18 months and will terminate unless
commencement of the authorized activity has begun. (§11-7-8)
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PUBLIC HEARING 2:
LANNING
CONDITIONAL USE
PERMIT REQUEST

A request by Matthew and Judy Lanning for a Conditional Use Permit
to construct an accessory apartment. The property is currently
developed with a single-family home and is zoned WR-2 (Two-Family
Residential District). The property is located at 19 Washington
Avenue and can be legally described as Lot 8, Block 18, Whitefish
Original, in S25, T31N, R22W, P.M.M., Flathead County.

STAFF REPORT
WCUP 21-04
(Compton-Ring)

Senior Planner Compton-Ring reviewed her staff report and findings.
As of the writing of WCUP 21-04, no public comments had been
received, and no comments have been received since.

6:13 pm

Staff recommended adoption of the findings of fact within staff
report WCUP 21-04 and for approval of the conditional use permit to
the Whitefish City Council.
BOARD QUESTIONS
OF STAFF

Vice Chair Ellis asked, and Compton-Ring said the garage is a little
more than six feet from the alley, so the standards are being met.
Scott asked, and Compton-Ring said there is not enough room
between the alley and garage for the parking space required, so it
will be located on the side.

APPLICANT /
AGENCIES

Seth Capon, 234 Second Street West in Kalispell, spoke on behalf of
the Applicants as the designer of the accessory dwelling unit. He said
a full-length parking spot is proposed next to the garage as there is
limited street parking in this area because of its close proximity to
City Beach.
Mr. Lanning thanked the Planning Board for considering the project.
Vice Chair Ellis encouraged the Applicants and Mr. Capon to consider
allowing a couple of extra feet as getting in and out of a garage in the
winter with the six-foot setback can be difficult.

PUBLIC COMMENT

Vice Chair Ellis opened the public hearing. There being no public
comment, Vice Chair Ellis closed the public hearing and turned the
matter over to the Planning Board for consideration.

MOTION / BOARD
DISCUSSION

Scott made a motion, seconded by Frank Sweeney to adopt the
findings of fact within staff report WCUP 21-04, with the six (6)
conditions of approval, as proposed by City Staff.

VOTE

The motion passed unanimously. The matter is scheduled to go
before the Council on April 5, 2021.
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LANNING
CONDITIONAL USE PERMIT
WCUP 21-04
March 11, 2021
This is a report to the Whitefish Planning Board and the Whitefish City Council regarding a request
for a Conditional Use Permit to allow an accessory apartment in a WR-2 zone at 19 Washington
Avenue. This application has been scheduled before the Whitefish Planning Board for a public
hearing on Thursday, March 18, 2021. A recommendation will be forwarded to the City Council
for a subsequent public hearing and final action on Monday, April 5, 2021.
PROJECT SCOPE
The applicant is requesting a conditional use permit to construct an accessory apartment above
a new garage. The garage will access off the alley.
A.

OWNER:
Matthew & Judy Lanning
19 Washington Ave
Whitefish, MT 59937
TECHNICAL PROFESSIONAL:
Darkhorse Design Group
Seth Capon
234 2nd Street W
Kalispell, MT 59901

B.

SIZE AND LOCATION OF PROPERTY:
The subject property is approximately 0.149 acres (6,490 square feet). It is located at
19 Washington Avenue and can be described as Lot 8 in Block 18 of Whitefish Original
in Section 25, Township 31N, Range 22W, P.M.M., Flathead County, Montana.
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C.

EXISTING LAND USE:
The subject property is currently developed with a single-family residence and a
detached carport with storage that will be removed for the new garage.

D.

ADJACENT LAND USES AND ZONING:
North:
Residential
WR-2
West:
Residential
WR-2
South:
Residential
WR-2
East:
Residential
WR-2

E.

ZONING DISTRICT:
The property is zoned WR-2, Two-Family Residential District. The purpose of this
district is intended for residential purposes to provide for one-family and two-family
homes in an urban setting connected to all Municipal utilities and services.
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F.

WHITEFISH CITY-COUNTY GROWTH POLICY DESIGNATION:
The Growth Policy designation for this area is 'Urban.' The WR-2 zoning
designation corresponds to this land use designation.
This is generally a residential designation that defines the traditional
neighborhoods near downtown Whitefish, but it has also been applied to a
second tier of neighborhoods both east of the river and in the State Park
Road area. Residential unit types are mostly one- and two-family, but town
homes and lower density apartments and condominiums are also acceptable
in appropriate locations using the PUD. Densities generally range from 2 to
12 units per acre. Limited neighborhood commercial located along arterial or
collector streets are also included in this designation. Zoning includes WLR,
WR-1, and WR-2.
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G.

UTILITIES:
Sewer:
Water:
Solid Waste:
Electric:
Natural Gas:
Phone:
Police:
Fire:

H.

PUBLIC COMMENTS:
A notice was mailed to adjacent landowners within 300-feet of the subject parcel on
February 26, 2021. A sign was posted to the property on February 26, 2021. A notice
was emailed to advisory agencies on February 26, 2021. A notice of the public hearing
was published in the Whitefish Pilot on March 3, 2021. As of the writing of this staff
report, no comments have been received.

City of Whitefish
City of Whitefish
Republic Services
Flathead Electric Co-op
Northwestern Energy
CenturyLink
City of Whitefish
City of Whitefish

REVIEW AND FINDINGS OF FACT
This application is evaluated based on the "criteria required for consideration of a Conditional Use
Permit," per §11-7-8(J) of the Whitefish Zoning Regulations.
1.

Growth Policy Compliance:
The Growth Policy Future Land Use Map designates the parcel within the Urban
Residential designation. That designation indicates it is generally for WLR, WR-1, and
WR-2.
Finding 1: The project complies with the Growth Policy because the use and zoning of
WR-2 complies with the Urban Growth Policy designation.

2.

Compliance with regulations. The proposal is consistent with the purpose, intent, and
applicable provisions of these regulations.
The property is zoned WR-2, Two-Family Residential District. The development proposal is
consistent with the purpose and intent of the applicable regulations.
Setbacks, Height and Lot Coverage:
Setbacks, height and lot coverage are all being met and will be confirmed at the time of
building permit. The structure is less than 600 square feet; therefore, is eligible for the
reduced setbacks which are being met, the height is less than 24-feet, and lot coverage for
all structures is approximately 26%.
Parking:
The zoning requires two spaces for the single-family home and one space for the apartment.
There is adequate space on the property to meet these requirements and this will be
confirmed at the time of building permit. The garage is wide enough for one car and two
paved spaces must be provided on site.
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Accessory Apartment Standards:
The subject property for the proposed accessory apartment complies with both the minimum
lot size and lot width requirements of the WR-2 zoning. The structure is detached and
accessory to a single-family home. The apartment does not exceed 600 square feet.
Finding 2: The proposed use complies with the WR-2 zoning district because it conforms to
the development standards outlined in the zoning and §11-3-1 of the Whitefish Zoning
Regulations regarding accessory apartments, as conditioned.
3.

Site Suitability. The site must be suitable for the proposed use or development,
including:
Adequate usable land area: The subject parcel is approximately 6,490 square feet in size.
The maximum permitted lot coverage in this zoning district is 40%. All setbacks and lot
coverage requirements are met.
Access that meets the standards set forth in these regulations, including emergency access:
The accessory apartment and garage access from a public alley that connects to a public
street.
Absence of environmental constraints that would render the site inappropriate for the
proposed use or development, including, but not necessarily limited to floodplains, slope,
wetlands, riparian buffers/setbacks, or geological hazards: The proposed development is not
located within the 100-year floodplain. Additionally, there are no wetlands, riparian zones, or
geological hazards on or near the subject property.
Finding 3: The subject property is suitable for the proposed accessory apartment because
the proposal complies with the minimum lot size, minimum lot coverage, and required
setbacks; access to the proposed structure will be from an existing driveway; and there are
no environmental constraints.

4.

Quality and Functionality. The site plan for the
proposed use or development has effectively
dealt with the following design issues as
applicable.
Parking locations and layout: Section 11-6-2(A) of
the Whitefish Zoning Regulations requires two (2)
parking spaces per single family dwelling unit, and
§11-3-1(D) requires one (1) off-street space must
be provided for the accessory apartment. The
proposed lot provides adequate space to
accommodate all parking needs on-site with the
identified parking space located inside the
proposed garage, and adjacent to the garage.
Due to the time of year, it was unclear whether or
not the driveway is paved. Staff will recommend
this as a condition of approval.

Existing carport/storage structure
to be removed
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Traffic Circulation: The proposed use should not impact traffic circulation on the existing road.
Open space: The submitted site plan appears to have adequate open space.
Fencing/Screening: Fencing and screening are not required by the zoning regulations.
Landscaping: Section 11-4-1 of the Whitefish Zoning Regulations exempts single-family
dwellings and accessory apartments from the landscaping requirements; therefore, no
landscape plan is required.
Signage: No signage is proposed for the accessory apartment.
Undergrounding of new and existing utilities: The subject property currently has existing
utilities located on-site which service the single-family residence. Any new utilities will be
required to be installed underground.
Finding 4: The quality and functionality of the proposed development is adequate because
the applicant can meet the required number of parking spaces, the proposed use will not
impact existing traffic circulation, no signage is proposed for the accessory apartment, and all
new utilities will be undergrounded.
5.

Availability and Adequacy of Public Services and Facilities.
Sewer and water: The subject property is currently serviced by municipal water and sewer.
Separate water and sewer service is required for the accessory apartment.
Storm Water Drainage: The new stormwater standards require an engineered stormwater
plan if the impervious surface is 10,000 square feet.
Fire Protection: The Whitefish Fire Department serves the site and response time and access
are adequate. The proposed use is not expected to have significant impacts upon fire
services.
Police: The City of Whitefish serves the site and response time and access are adequate.
The proposed use is not expected to have significant impacts upon police services.
Streets: The subject property is located on Washington Avenue, a paved public street.
Finding 5: The subject property appears to have adequate availability of public services
because the property is currently served by sewer and water, is within the jurisdiction of the
Whitefish Fire Department and the City of Whitefish Police Department and is accessed from
Washington Avenue.

6.

Neighborhood/Community Impact:
Traffic Generation: Traffic impacts are anticipated to be minimal as the subject property
has an existing single-family residence and is located within an existing neighborhood with

City Council Packet, April 5, 2021 Page 95 of 173

similar uses. The accessory apartment should not result in a significant impact to traffic on
Washington Avenue or surrounding roadways.
Noise or Vibration: No additional noise or vibration is anticipated to be generated from the
proposed use. Any additional noise or vibration would be associated with construction and
are not anticipated to be permanent impacts.
Dust, Smoke, Glare, or Heat: No impact is anticipated beyond what would be expected from
the residential use currently onsite. The existing driveway does not appear to be paved, and
the applicant will pave the driveway as a condition of approval as required in §11-6-3-1(D)(2).
Smoke, Fumes, Gas, and Odor: No impact is anticipated with regard to smoke, fumes, gas
or odors.
Hours of Operation: There are no hours of operation anticipated with this use beyond those
that would be typical for a residential property.
Finding 6: The proposed development is not anticipated to have a negative neighborhood
impact because the accessory apartment will not increase traffic generation on surrounding
streets, there will be no noise or vibration beyond associated construction disturbance, no
fumes or other odors are anticipated, and there will be no hours of operation for the residential
use.
7.

Neighborhood/Community Compatibility:
Structural Bulk and Massing: The proposed accessory apartment will meet the lot coverage
and height standards. The proposed structure is accessory to the main single-family home
and will be similar to existing adjacent residential uses in the neighborhood.
Scale: The proposed accessory apartment meets the accessory structure setbacks. This
allows for adequate open space within the subject property to maintain the character and
scale of the neighborhood.
Context of Existing Neighborhood: The existing neighborhood is predominantly single-family
residential. The proposed use is not expected to impact or change the character of the
existing neighborhood. The proposed use is consistent with the existing zoning and the
structures already constructed within the neighborhood.
Density: The design of the proposed structure is similar to other buildings in the area. The
density is not out of character with the area.
Community Character: The proposed accessory apartment will not be detrimental to the
immediate neighborhood integrity as the accessory apartment reflects the housing standards
established in the area and will be utilized as an accessory use to the existing primary
residence.
Finding 7: The proposed accessory apartment is compatible with the surrounding
neighborhood because the use is similar to existing uses in the neighborhood, it will be
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consistent with the design, size, and density of the immediate area, and it will be utilized as
an accessory use to the existing primary residence.
RECOMMENDATION
It is recommended that the Whitefish Planning Board adopt the findings of fact within staff report
WCUP 21-04 and that this conditional use permit be recommended for approval to the Whitefish
City Council subject to the following conditions:
1.

The project must be constructed in compliance with the plans submitted December 4, 2020,
except as amended by these conditions. Minor deviations from the plans requires review
pursuant to §11-7-8(E)(8) and major deviations from the plans requires review pursuant to
§11-7-8. The applicant must maintain and demonstrate continued compliance with all
adopted City Codes and Ordinances.

2.

One off-street parking space must be designated for the accessory apartment and two
off-street parking spaces must be designated for the primary residence. (§11-3-1D, Finding
2)

3.

The parking and driveway must be paved according to §11-6-3-1D(2) and all stormwater
generated by the proposal must be retained on-site. (§11-3-2C, Finding 2)

4.

Prior to building permit issuance, the property owner must provide the City with a recorded
copy of either a deed restriction or a restrictive covenant that the accessory apartment may
only be rented if the owners maintain permanent residence in the primary structure. (§113-1C)

5.

Short term rental is not permitted. (§§11-3-1C; 11-2F-1)

6.

The conditional use permit is valid for 18 months and will terminate unless commencement
of the authorized activity has begun. (§11-7-8)
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The City of Whitefish would like to inform you that Matthew and Judy Lanning
are requesting a Conditional Use Permit to construct an accessory
apartment. The property is currently developed with a single-family home
and is zoned WR-2 (Two-Family Residential District). The property is located at 19
Washington Avenue and can be legally described as Lot 8, Block 18, Whitefish Original, in
S25, T31N, R22W, P.M.M., Flathead County.
You are welcome to provide comments on the project. Comments can be in written or email
format. The Whitefish Planning Board will hold a public hearing for the proposed project
request on:

Thursday, March 18, 2021
6:00 p.m.
Virtual WebEx Video Conferencing
Links and additional information for the virtual meeting and how to participate can be found
on the City Council agenda at: http://mt-whitefish.civicplus.com/303/Whitefish-PlanningBoard. The Whitefish Planning Board will make a recommendation to the City Council, who
will then hold a public hearing and take final action on Monday, April 5, 2021 at 7:10 p.m.
Council agendas with links and information for the virtual meeting are available at http://mtwhitefish.civicplus.com/305/Mayor-City-Council.
On the back of this flyer is a site plan
of the project. Additional information
on this proposal can be obtained at
the Whitefish Planning Department
and on the Planning Department
webpage – Current Land Use
Actions:
www.cityofwhitefish.org.
The public is encouraged to
comment on the above proposal
and attend the hearing. Please
send comments to the Whitefish
Planning Department (address
below) or email at wcomptonring@cityofwhitefish.org.
Comments received by the close of
business on Monday, March 8,
2021, will be included in the packets
to Board members. Comments
received after the deadline will be
summarized to Board members at
the public hearing.

VICINITY MAP
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PLANNING & BUILDING DEPARTMENT
418 E Second Street/PO Box 158
Whitefish, MT 59937
(406) 863-2410 Fax (406) 863-2409
Date:

February 26, 2021

To:

Advisory Agencies & Interested Parties

From:

Whitefish Planning & Building Department

The regular meeting of the Whitefish Planning Board will be held on Thursday,
March 18, 2021 at 6:00 pm via Virtual WebEx Video Conferencing. Instructions to
participate will be located on the Planning Board agenda once posted on the City’s
webpage: www.cityofwhitefish.org. During the meeting, the Board will hold a public
hearing on the items listed below. Upon receipt of the recommendation from the
Planning Board, the Whitefish City Council will hold a subsequent public hearing
for these items on Monday, April 5, 2021. City Council meetings start at 7:10 pm
and will also be held via Virtual WebEx Video Conferencing.
1. Matthew and Judy Lanning are requesting a conditional use permit to construct
an accessory apartment. The property is currently developed with a singlefamily home and is zoned WR-2 (Two-Family Residential District). The
property is located at 19 Washington Avenue and can be legally described as
Lot 8, Block 18, Whitefish Original, in S25, T31N, R22W, P.M.M., Flathead
County. (WCUP 21-04) Compton-Ring
2. Joanna Chung is requesting a conditional use permit to construct an accessory
apartment above a new two-car garage. The property is currently developed
with a single-family home and garage and is zoned WR-2 (Two-Family
Residential District). The property is located at 243 Dakota Avenue and can be
legally described as Lot 12, Block 9 Whitefish Subdivision, S25 T31N R22W,
P.M.M., Flathead County. (WCUP 21-03) Osendorf
Documents pertaining to these agenda items are available for review at the
Whitefish Planning & Building Department, 418 E Second Street, during regular
business hours, and the application and site plans are available HERE. The full
application packet along with public comments and staff report will be available on
the City’s webpage: www.cityofwhitefish.org under Planning Board one week prior
to the Planning Board public hearing date noted above. Inquiries are welcomed.
Interested parties are invited to attend the virtual meeting and make known their
views and concerns. Comments in writing may be forwarded to the Whitefish
Planning & Building Department at the above address prior to the hearing or via
email: dtaylor@cityofwhitefish.org. For questions or further information regarding
these proposals, call 406-863-2410.
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GENERAL NOTES
1. GENERAL NOTES SHALL NOT SUBSTITUTE FOR SPECIFICATIONS. CONFLICTS BETWEEN THE TWO SHALL BE BROUGHT TO THE
DARKHORSE DESIGN GROUP'S NOTICE OR THE STRICTER CRITERIA SHALL BE USED.
2. ANY DISCREPANCIES OR ERRORS IN DIMENSIONING OR MISSING DIMENSIONS SHALL BE BROUGHT TO THE ATTENTION OF THE
DARKHORSE DESIGN GROUP AND ADJUSTMENTS WILL BE MADE AS REQUIRED.
3. DO NOT SCALE OFF THE DRAWINGS.
4. BUILDING AND PARTITION DIMENSIONS ON FLOOR PLANS ARE FRAMING DIMENSIONS.
5. CONSULT DARKHORSE DESIGN GROUP FOR VERIFICATION OF TOP OF FLOOR ELEVATIONS AND POSSIBLE GRADING ISSUES. FINAL
LAYOUT TO BE DETERMINED ON SITE SO TO MINIMIZE THE REMOVAL OF EXISTING TREES AND PLANT MATERIAL.
6. GENERAL CONTRACTOR AND/OR OWNER ARE RESPONSIBLE FOR DETERMINING CONNECTIONS BETWEEN BUILDINGS AND ALL
SERVICES INCLUDING BUT NOT LIMITED TO GAS LINES, SEWER LINES, ELECTRIC SERVICE, PHONE SERVICE AND WATER MAINS. THE
GENERAL CONTRACTOR AND/OR OWNER ARE RESPONSIBLE FOR COORDINATING THIS WORK WITH ALL APPROPRIATE UTILITY
AGENCIES AND REQUIRED GOVERMENTAL/PERMITTING AGENCIES.
7. GENERAL CONTRACTOR TO COORDINATE AND SUPERVISE TRENCHING AND INSTALLATION OF UTILITIES, TELEPHONE, TV, GAS,
WATER AND SEPTIC SYSTEM.
8. THE DESIGN, ADEQUACY AND SAFETY OF ERECTION BRACING, SHORING, TEMPORARY SUPPORTS, ETC. IS THE SOLE RESPONSIBILITY
OF THE CONTRACTOR AND HAS NOT BEEN CONSIDERED BY DARKHORSE DESIGN GROUP. THE CONTRACTOR IS RESPONSIBLE FOR THE
STABILITY OF THE STRUCTURE PRIOR TO THE COMPLETION OF ALL SHEAR WALLS, ROOF AND FLOOR DIAPHRAGMS AND FINISH
MATERIALS.
9. SHOP DRAWINGS ARE TO BE CHECKED AND APPROVED BY THE GENERAL CONTRACTOR. GENERAL CONTRACTOR IS RESPONSIBLE
FOR VERIFICATION AND COORDINATION OF DIMENSIONS AND DETAILS FOR EACH SUBCONTRACTOR.
10. LISTED SIZES OF ANY WOOD MEMBERS ARE NOMINAL UNLESS OTHERWISE NOTED (E.G. 2 X 6 EQUALS 1 1/2" X 5 1/2").
11. ALL MATERIALS AND FASTENERS TO FOLLOW MANUFACTURER RECOMMENDATIONS. CONTRACTOR TO DETERMINE FRAMING
CONNECTIONS (SIMPSON TYPE) AND SPECIALTY MANUFACTURED FASTENER CONNECTIONS, INSTALL PER MANUFACTURER
RECOMMENDATIONS.
12. BUILDING MATERIALS SUCH AS BEAMS, HEADERS, SHEER WALL COMPONENTS, ETC. TO BE DETERMINED BY QUALIFIED ENGINEER.
INSTALL PER MANUFACTURER RECOMMENDATIONS.
13. ALL ENGINEERED WOOD PRODUCTS TO BE INSTALLED PER MANUFACTURER RECOMMENDATIONS.
14. BUILDING ENVELOPE TO MEET OR EXCEED 2009 MONTANA RESIDENTIAL ENERGY CODE REQUIREMENTS.
15. PROVIDE ACCESS TO ATTICS AND CRAWL SPACES AS REQUIRED BY CODE. SEE LOCATION ON FLOOR PLANS.

Project: a detached garage WITH A
studio above for:

Jay and Judy Lanning

19 Washington Ave.
WHITEFISH, MT 59937
PROJECT LOCATION

RADON NOTES
1. PROVIDE RADON RESISTANT CONSTRUCTION AS PER EPA'S CONSUMER GUIDE TO RADON REDUCTION
TO INCLUDE BUT NOT LIMITED TO:
- SEAL ALL JOINTS AND PENETRATIONS IN SLAB WITH CLOSED CELL FOAM.
- DEPRESSURIZE SUB-SLAB
- SEAL FLOOR PENETRATIONS TO CRAWL SPACES
- ADEQUATELY VENT CRAWL SPACES
- COVER CRAWL SPACE FLOOR WITH REINFORCED 6 MIL. VAPOR BARRIER. TAPE ALL SEAMS.
SEAL BARRIER TO FOUNDATION WALLS WITH URETHANE CAULK. VENT UNDER VAPOR BARRIER
(SUBMEMBER DEPRESSURIZATION)
- PROVIDE CONTINUOUS VENT PIPE (5" DIA. SCHED 40 PVC.) FROM CRAWL SPACE THROUGH ROOF
CLEARLY MARKED "RADON VENT" SEE PLANS FOR LOCATIONS. NO PLUMBING FIXTURES OR OTHER
VENTS MAY VENT THROUGH THIS PIPE.

SYMBOLS

WINDOW OPERATIONS SYMBOLS

-

DOOR #

--

WINDOW #

OPEN

HINGE

CASEMENT IN ELEVATION

OPEN

HINGE

CASEMENT IN PLAN

DRAWING #
SHEET #

SECTION

VICINITY MAP

DRAWING #
SHEET #
DRAWING #
SHEET #

DETAIL
SECTION

HINGE
AWNING IN ELEVATION

INTERIOR
ELEVATION

OPEN
AWNING IN PLAN

DRAWING #
SHEET #

EXTERIOR
ELEVATION

OPEN

PROJECT CONTACT DATA

SHEET INDEX

HINGE
G0.1 - COVER PAGE

A1.1 - MAIN AND UPPER FLOOR PLANS,
ROOF PLAN, FOUNDATION PLAN
& FOUNDATION DETAILS
A2.1 - BUILDING ELEVATIONS

A5.1 - TYPICAL FRAMING DETAILS
A5.2 - FRAMING DETAILS
S1.1 - GENERAL STRUCTURAL NOTES
S1.2 - GENERAL STRUCTURAL NOTES

A3.1 - BUILDING SECTIONS, 2ND FLOOR
AND ROOF FRAMING PLANS

ARCHITECTURAL DESIGN

GENERAL CONTRACTOR

Darkhorse Design Group Inc.
854 5th ave West N.
Kalispell, Montana 59901
Phone:
406.253.8281
E-mail:
sethcapon@gmail.com

Dp Northwest
David Grant
Whitefish, MT
Phone: 406.253.1372
E-mail: david@dpnorthwest.com

CODE INFORMATION
ALL WORK SHALL BE DONE IN ACCORDANCE WITH ALL APPLICABLE FEDERAL, STATE, AND LOCAL
CODES AND REGULATIONS TO INCLUDE, BUT NOT LIMITED TO THE PREVAILING EDITIONS OF:
2012 INTERNATIONAL RESIDENTIAL BUILIDNG CODE
NATIONAL ELECTRIC CODE
2012 INTERNATIONAL MECHANICAL CODE

2012 UNIFORM PLUMBING CODE
2012 INTERNATIONAL FIRE CODE

SQUARE FOOTAGE
COPYRIGHT 2020 DARKHORSE

MAIN LEVEL:
UPPER LEVEL:
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594 SQ FT
526 SQ FT

DECIDUOUS TREE

N90° 00' 00"E 130.18'

LOT 8
PORCH

FF=104.84'

ALLEY

E

S0° 00' 00"E 50.00'

N0° 00' 00"E 50.00'

SHED
ON CONCRETE PAD
TO BE REMOVED

G

N90° 00' 00"E 130.18'

CP#101
MAG NAIL
EL=105.56'

ALT

EDGE OF ASPH

WASHINGTON AVENUE

FENCE (TYPICAL)

COPYRIGHT 2020 DARKHORSE
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FOUNDATION NOTES
TOP OF FOOTING ELEVATION
TOP OF WALL ELEVATION
TOP OF PEIR ELEVATION

LEGEND

TOP OF CONCRETE ELEVATION

NOTE:
VERIFY GUTTER
LOCATIONS WITH OWNER
AND GENERAL
CONTRACTOR

(3) - 2x6 BUILT-UP COLUMN, UNO
CONCRETE WALL BLOCK-OUT,
SEE DETAIL 6/ S1.2

NOTE:
PROVIDE ICE AND WATER
SHIELD OR EQUAL FROM
END OF EAVE TO 3'-0" UP
SLOPE FROM INTERIOR
FACE OF EXTERIOR WALL
TYP.)

DETAIL

MAXIMUM ANCHOR BOLT SPACING IS 32" O.C.

NOTE:
ALL ROOF OVERHANGS
ARE FACE OF STUD WALL
TO CUT ON RAFTERS.
ROOFING: 30 YEAR
ASPHALT/FIBERGLASS
COMPOSITE SHINGLES,
COLOR TO MATCH
EXISTING HOUSE

ROOF PLAN

FOUNDATION PLAN

SCALE: 1/4" = 1 FOOT

SCALE: 1/4" = 1 FOOT

2' CONCRETE APRON

16-0 x 8-0 OVERHEAD DOOR
318" x 12 GLULAM HDR

LINEN
SHELVING

DETAIL

(DRIVEWAY GARAGE SLAB)
SCALE: 43" = 1'-0"

SD

36" MIN.
GUARDRAIL

SD

(2) 2X10 HDR

(2) 2X10 HDR

(3) 2X10 HDR

(3) 2X8 HDR

(2) 2X10 HDR

(2) 2X10 HDR

30"
REF.

HANDRAIL
PER CODE

STORAGE
CLOSET

MECH
CLOSET
(2) 2X8 HDR

HANDRAIL
PER CODE

GENERAL NOTES:
- SMOKE AND CARBON MONOXIDE
DETECTORS REQUIRED BY CODE
SYMBOL:

MAIN FLOOR PLAN
594 Sq. Ft

SCALE: 1/4" = 1 FOOT

SD

DETAIL (DOOR BLOCK-OUT AT GARAGE)
UPPER FLOOR PLAN
526 Sq. Ft

SCALE: 1/4" = 1 FOOT
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SCALE:

3
4"

= 1'-0"

COPYRIGHT 2020 DARKHORSE

3.6

6
5
4"x4"

12

12

3.6

12

12

6

HARDIE TRIM

FASCIA: 1x7 w/ 1x4 SHADOW BOARD
VENTED HARDIE SOFFIT PANELS
1x4 HARDIE PLANK VERTICAL BATTS @ 24"
O.C. OVER 4x8 CEMENT FIBER SHEETING
5
4"x4"

12

3.5

5
4"

HARDIE TRIM

x 12" HARDIE BAND BOARD
(FLASHED)

TEXTURED HARDIEPLANK LAP SIDING - 7"
EXPOSED
5
4"x4" HARDIE TRIM
5
4"

x 12" HARDIE BAND BOARD
(FLASHED)

NORTH ELEVATION

EAST ELEVATION
SCALE: 1/4" = 1 FOOT

SCALE: 1/4" = 1 FOOT

3.6

6

2x6 RAFTERS WITH
1x4 SHADOW BOARD.
30 ASPHALT SHINGLES
TO MATCH GARAGE
OVER 2X6 T&G
STRUCTURAL SOFFIT
4x10 FIR BEAMS
4x6 FIR DIAGONAL
SUPPORTS

3.5

12

12

12

3.6

12

6

12

SOUTH ELEVATION

WEST ELEVATION
SCALE: 1/4" = 1 FOOT

SCALE: 1/4" = 1 FOOT

COPYRIGHT 2020 DARKHORSE
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318"x12" GLULAM BEAM HDR

2x6 OUTLOOKERS
@ 24" O.C.

2x6 OUTLOOKERS
@ 24" O.C.

2x6 OUTLOOKERS
@ 24" O.C.

GIRDER TRUSS
(3) 2x10 HDR

x

1178"

(2) 2x10 HDR

MEMBER SIZE

PR
EFA
TR BRIC
US
SES ATED
M
@2
4" O ONO
.C.

NOTES

(2) 2x10 DF #2

-

(3) 2x10 DF #2 OR (2)
312"x12

-

(2) 2x6 TRIMMER EACH SIDE, (2) 2x6 KING STUDS D.F. #2
143"x

914"

LVL

(2) 2x6 TRIMMER EACH SIDE, (2) 2x6 KING STUDS D.F. #2
(2) 2x6 TRIMMER EACH SIDE, (2) 2x6 KING STUDS D.F. #2

#2 DF BEAM

(3) 2x10 HDR

HOLDOWN / STRAP SCHEDULE 1, 2
MARK

HOLDOWN DEVICE

STHD14

SIMPSON "STHD14"
HOLDDOWN STRAP

STUD/POST SIZE

NOTES

(2) 2X6 STUDS

(30) - 16D SIINKERS INTO
DOUBLE STUD

NOTES:
1. COORDINATE HOLDOWN LOCATION WITH ARCHITECTURAL FLOOR PLANS AT DOOR/WINDOW LOCATIONS FOR PROPER PLACEMENT AT
BEARING/KING STUD ASSEMBLIES.
2. REFER TO THE DETAILS INDICATED BELOW FOR INSTALLATION REQUIREMENTS, AND COMPLY WITH ADDITIONAL MANUFACTURER'S
INSTALLATION RECOMMENDATIONS.

GROUND SNOW LOAD = 72.86
ROOF SNOW LOAD = 51 PSF

LVL
GIRDER TRUSS

LVL

(2) 2x10 HDR

2x6 OUTLOOKERS
@ 24" O.C.

(2)

143"

x

1178"

2x6 OUTLOOKERS
@ 24" O.C.

(2)

134"

TAG #

(2) 2x10 HDR

(2) 16" FLOOR TRUSSES
PACKED OUT
BETWEEN BOTH JOISTS
AND SISTERED
TOGETHER WITH 8d
NAILS @ 4" O.C.

HEADER SCHEDULE
-

(2) 2x10 HDR

(3) 2x10 HDR

(2) 2x10 HDR

1
RE 6" FL
FE
O
R T OR
J
O
W OIS
CR BC F TS @
ITE LO
1
RI OR 6" O.
A
T R C.
US
S

(2) 2x10 HDR

(2) 2x10 HDR

GIRDER TRUSS

(3) 2x10 HDR
GIRDER TRUSS

2x6 OUTLOOKERS
@ 24" O.C.

UPPER FLOOR FRAMING PLAN

ROOF FRAMING PLAN

SCALE: 1/4" = 1 FOOT

SCALE: 1/4" = 1 FOOT

CONSTRUCTION NOTES

3.6

12

12

3.6

3.6

12

12

5
PREFABRICATED TRUSSES @ 24" O.C.
R-49 B.I.B. INSULATION
VENTED AT SOFFITS AND RIDGE VENT

5

6

12

12

6

TYPICAL ROOF CONSTRUCTION AT EAVES AND OVERHANGS:
-ROOFING: (REFER TO ROOF PLAN) OVER ROOFING FELT (AS PER
ROOFING MANUFACTURER'S REQUIREMENTS) AND "BITUTHENE" ICE
AND WATER MEMBRANE WITH METAL FLASHING OVERLAID AND
CONTINUOUS SOFFIT AND RIDGE VENTING .
-5/8" APA RATED EXTERIOR GRADE PLYWOOD ROOF SHEATHING
-R-49 B.I.B. INSULATION W/ VAPOR BARRIER
BOXED IN 2X FRAME WORK TO PROVIDE VENTILATION SPACE.
-VENTED HARDIPLANK SOFFIT PER MANUFACTURER WITH BLACK
INSECT SCREEN BEHIND VENTING .
-1 X 8- HARIPLANK FASCIA WITH 1 X 4 HARDIPLANK SHADOW BOARD

3.6
5

5

LOFT

TYPICAL EXTERIOR WALL CONSTRUCTION:
-SIDING: (REFER TO ELEVATIONS)
-INFILTRATION BARRIER, TAPE ALL SEAMS
-1/2" EXTERIOR GRADE APA RATED CDX WALL SHEATHING.
-2X6 STUDS AT 16" O.C. (UNLESS EXISTING),
-521" B.I.B. FIBERGLASS INSULATION IN WALLS, TOTAL R-VALUE: R-19
-6 MIL POLY VAPOR BARRIER, TAPE ALL SEAMS, NICKS AND
PENETRATIONS
-INTERIOR FINISH, 5/8" GWB PRIMED AND PAINTED.

LOFT

TYPICAL FOUNDATION WALL CONSTRUCTION :
-WATER PROOFING MEMBRANE OR WATER BASED SPRAY-APPLIED
MEMBRANE, TYP.
- RE-INFORCED INSULATED CONCRETE FOUNDATION, (REFER TO

STRUCTURAL)
-6 MIL POLY VAPOR BARRIER, TAPE ALL SEAMS, NICKS AND
PENETRATIONS

STAIR
WELL

TYPICAL FLOOR CONSTRUCTION FOR 2ND FLOOR:
-3/4" T&G, APA RATED PLYWOOD OR OSB SUB-FLOOR, GLUED AND
NAILED
-16" TJI FLOOR JOISTS @ 16" O.C.
-R-49 B.I.B INSULATION
-CEILINGS -, 5/8" GWB PRIMED AND PAINTED.

STORAGE
AREA

TYPICAL ROOF CONSTRUCTION AT EAVES AND OVERHANGS:
-ROOFING: (REFER TO ROOF PLAN) OVER ROOFING FELT (AS PER
ROOFING MANUFACTURER'S REQUIREMENTS) AND "BITUTHENE" ICE
AND WATER MEMBRANE WITH METAL FLASHING OVERLAID AND
CONTINUOUS SOFFIT AND RIDGE VENTING .
-5/8" APA RATED EXTERIOR GRADE PLYWOOD ROOF SHEATHING OR
OSB EQUIVALENT
-BOXED IN 2x12 FRAME WORK TO PROVIDE VENTILATION SPACE.
-VENTED HARDIPLANK SOFFIT PER MANUFACTURER WITH BLACK
INSECT SCREEN BEHIND VENTING .
-1 X 12- HARDIPLANK FASCIA WITH 1 X 4 HARDIPLANK SHADOW BOARD

FREE DRAINING FILL

FREE DRAINING FILL

BUILDING SECTION

BUILDING SECTION
SCALE: 1/4" = 1 FOOT

SCALE: 1/4" = 1 FOOT
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TYPICAL GARAGE SLAB CONSTRUCTION:
-4" SLAB ON GRADE WITH REINFORCEMENT, PLAIN FINISH. (REFER TO
STRUCTURAL)
-6 MIL. REINFORCED POLY VAPOR BARRIER, TAPE ALL SEAMS, NICKS
AND PENETRATIONS
-6" MINIMUM COMPACTED FREE DRAINING FILL ON GRADE

COPYRIGHT 2020 DARKHORSE
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PLANNING & BUILDING DEPARTMENT
418 E 2nd Street, PO Box 158, Whitefish, MT 59937
(406) 863-2410 Fax (406) 863-2409
March 30, 2021

Mayor and City Council
City of Whitefish
PO Box 158
Whitefish MT 59937
RE: Chung Accessory Apartment at 243 Dakota Avenue (WCUP 21-03)
Honorable Mayor and Council:
Summary of Requested Action: Joanna Chung is requesting a Conditional Use Permit
to construct an accessory apartment at 243 Dakota Avenue. The site is developed with a
single-family home and detached garage that will be demolished prior to construction of
the new accessory structure. The property is zoned WR-2 (Two-Family Residential
District) and the Whitefish Growth Policy designates this property as ‘Urban’.
Planning & Building Department Recommendation: Staff recommended approval of
the Conditional Use Permit application subject to seven (7) conditions, as
recommended by the Planning Board.
Public Hearing: The applicant spoke briefly at the public hearing on March 18, 2021.
The draft minutes for this item are attached as part of this packet. No public comment
was received for this project.
Planning Board Action: The Whitefish Planning Board met on March 18, 2021 and
considered the request. Following the hearing, the Planning Board unanimously
approved the request. In making their decision, the Planning Board adopted staff report
WCUP 21-03 with Findings of Fact and recommended Conditions of Approval.
Proposed Motion:
•

I move to approve WCUP 21-03, the Findings of Fact in the staff report and the
conditions of approval, as recommended by the Whitefish Planning Board on March
18, 2021.

This item has been placed on the agenda for your regularly scheduled meeting on April
5, 2021. Should Council have questions or need further information on this matter,
please contact the Planning Board or the Planning & Building Department.
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Respectfully,
/s/ Tara Osendorf
Tara Osendorf
Planner II
Att:

Exhibit A: Planning Board Recommended Conditions of Approval
Draft Minutes, Planning Board Meeting, 3-18-21
Exhibits from 3-18-21 Staff Packet
1. Staff Report – WCUP 21-03
2. Adjacent Landowner Notice
3. Advisory Agency Notice
The following was submitted by the applicant:
4. Application for Conditional Use Permit

c: w/att

Michelle Howke, City Clerk

c: w/o att

Joanna Chung
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Exhibit A
Chung
Conditional Use Permit WCUP 21-03
Whitefish Planning Board
Recommended Conditions of Approval
March 18, 2021
1. The project must be constructed in compliance with the plans submitted January 20,
2021, except as amended by these conditions. Minor deviations from the plans will
require review pursuant to §11-7-8(E)(8) and major deviations from the plans will
require review pursuant to §11-7-8. The applicant must maintain and demonstrate
continued compliance with all adopted City Codes and Ordinances.
2. One off-street parking space must be designated for the accessory apartment and
two off-street parking spaces must be designated for the primary residence. (§11-31(D))
3. The driveway must be paved as required in §11-6-3-1(D)(2).
4. All stormwater generated by the proposal must be retained on-site. (§11-3-2(C))
5. Prior to building permit issuance, the property owner must provide the City a recorded
copy of either a deed restriction or a restrictive covenant that the accessory apartment
may only be rented if the owners maintain permanent residence in the primary
structure. (§11-3-1(C))
6. Short term rentals are not permitted. (§11-3-1(C), WCC)
7. The conditional use permit is valid for 18 months and will terminate unless
commencement of the authorized activity has begun. (§11-7-8)
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WHITEFISH PLANNING BOARD
MINUTES OF MEETING
March 18, 2021
CALL TO ORDER AND
ROLL CALL

Vice Chair John Ellis called the regular meeting of the Whitefish
Planning Board to order at 6:00 pm via WebEx videoconferencing.
Board members present were Whitney Beckham, Scott
Freudenberger, Chris Gardner, Allison Linville, Toby Scott and
Councilor Frank Sweeney. Chair Steve Qunell was absent. Planning
Director David Taylor, Senior Planner Wendy Compton-Ring, and
Planner II Tara Osendorf represented the Whitefish Planning and
Building Department.
There were approximately three people attending in addition to
board members and staff.

AGENDA CHANGES
6:01 pm

None.

DISCUSSION RE
CONTINUING TO
MEET REMOTELY
6:01 pm

Senior Planner Compton-Ring said the City Council passed an
Ordinance (No. 21-03) on March 15, 2021, directing that boards and
committees could choose to continue to meet remotely by a majority
vote of its members. The Ordinance is effective for no more than
90 days, which would be through June 20. Linville and Gardner said
they supported meeting remotely per the Council's suggestion.
Councilor Sweeney said he would encourage the board to continue
to meet remotely and that the Council is hoping to return to
in-person meetings sooner than June depending on number of
Covid-19 cases, vaccine availability, etc.
Scott made a motion, seconded by Freudenberger to continue to
meet remotely until recommendations are changed by City Council
or the State of Montana. The motion passed unanimously.

APPROVAL OF
MINUTES
6:04 pm

Scott made a motion, seconded by Beckham, to approve the
January 21, 2021 minutes without corrections. The motion passed
unanimously.

OLD BUSINESS:
6:05 pm

None.

PUBLIC HEARING 1:
CHUNG CONDITIONAL
USE PERMIT REQUEST

A request by Joanna Chung for a Conditional Use Permit to construct
an accessory apartment above a new two-car garage. The property is
currently developed with a single-family home and garage and is
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6:05 pm

zoned WR-2 (Two-Family Residential District). The property is
located at 243 Dakota Avenue and can be legally described as Lot 12,
Block 9 Whitefish Subdivision, S25, T31N, R22W, P.M.M., Flathead
County.

STAFF REPORT
WCUP 21-03
(Osendorf)

Planner Osendorf reviewed her staff report and findings. As of the
writing of WCUP 21-03, no public comments had been received, and
no comments have been received since.
Staff recommended adoption of the findings of fact within staff
report WCUP 21-03 and for approval of the conditional use permit to
the Whitefish City Council.

BOARD QUESTIONS
OF STAFF

Councilor Sweeney asked about the parking requirements and
whether we can require a parking spot not be located in front of the
garage doors. He feels that is not practical and people then tend to
park in public streets. Osendorf said based on our regulations there
has to be room for three parking spots, but we cannot require folks
to park in the parking spots rather than on a public street as long as
the minimum parking requirement is met.

APPLICANT /
AGENCIES

The Applicant, Joanna Chung of 243 Dakota Avenue, said she will try
to utilize the parking she has on her property. Since it is a corner lot
there is plenty of street parking, but she will try not to use it.

PUBLIC COMMENT

Vice Chair Ellis opened the public hearing. There being no public
comment, Vice Chair Ellis closed the public hearing and turned the
matter over to the Planning Board for consideration.

MOTION / BOARD
DISCUSSION

Scott made a motion, seconded by Linville, to adopt the findings of
fact within staff report WCUP 21-03, with the seven (7) conditions of
approval, as proposed by City Staff.

VOTE

The motion passed unanimously. The matter is scheduled to go
before the Council on April 5, 2021.

COMMUNICATIONS
FROM THE PUBLIC
HERE
(ITEMS NOT ON THE
AGENDA)
6:11 pm

Vice Chair Ellis said he accidentally skipped this item, so it was out of
order on the agenda. He asked for communications from the public
for items not on the agenda and there were none.
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Steve Qunell, Chair of the Board

Keni Hopkins, Recording Secretary

APPROVED AS SUBMITTED / CORRECTED:
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CHUNG
CONDITIONAL USE PERMIT
WCUP 21-03
March 9, 2021
This is a report to the Whitefish Planning Board and the Whitefish City Council regarding a request
for a conditional use permit to allow an accessory apartment in a WR-2 zone at 243 Dakota
Avenue. This application has been scheduled before the Whitefish Planning Board for a public
hearing on Thursday, March 18, 2021. A recommendation will be forwarded to the City Council
for a subsequent public hearing and final action on Monday, April 5, 2021.
PROJECT SCOPE
The applicant is requesting a conditional use permit to construct an accessory apartment behind
an existing single-family residence. The property is currently developed with the single-family
residence and a garage that will be demolished prior to construction of the new accessory
structure. The structure will consist of a two-car garage with a 600 square-foot apartment above and
it will be located towards the rear of the subject property. Since this property is located on a corner
lot, the garage will be accessed from a driveway off Skyles Place.
A.

OWNER:
Joanna Chung
243 Dakota Avenue
Whitefish, MT 59937

B.

SIZE AND LOCATION OF PROPERTY:
The subject property is approximately 6,500 square feet. It is located at 243 Dakota
Avenue and can be described as Lot 12, Block 9 Whitefish Subdivision in S25,
T31N, R22W, P.M.M., Flathead County, Montana.
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C.

EXISTING LAND USE:
The subject property is currently developed with a single-family home and detached
garage.

D.

ADJACENT LAND USES AND ZONING:
North:
West:
South:
East:

E.

Residential
Residential
Residential
Residential

WR-2
WR-2
WR-2
WR-2

ZONING DISTRICT:
The property is zoned WR-2, Two-Family Residential. The purpose of this district is
intended for residential purposes to provide for one-family and two-family homes in
an urban setting connected to all Municipal utilities and services

F.

WHITEFISH CITY-COUNTY GROWTH POLICY DESIGNATION:
The Growth Policy designation for this area is ‘Urban’ which corresponds to WR-2:
This is generally a residential designation that defines the traditional
neighborhoods near downtown Whitefish, but it has also been applied to a
second tier of neighborhoods both east of the river and in the State Park
Road area. Residential unit types are mostly one and two-family, but town
homes and lower density apartments and condominiums are also
acceptable in appropriate locations using the PUD. Densities generally
range from 2 to 12 units per acre. Limited neighborhood commercial located
along arterial or collector streets are also included in this designation.
Zoning includes WLR, WR-1, and WR-2.

G.

UTILITIES:
Sewer:
Water:
Solid Waste:
Electric:
Natural Gas:
Phone:
Police:
Fire:

H.

City of Whitefish
City of Whitefish
Republic Services
Flathead Electric Co-op
Northwestern Energy
CenturyLink
City of Whitefish
City of Whitefish

PUBLIC COMMENTS:
A notice was mailed to adjacent landowners within 300-feet of the subject parcel on
February 26, 2021. A sign was posted to the property on February 26, 2021. A notice
was emailed to advisory agencies on February 26, 2021. A notice of the public hearing
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was published in the Whitefish Pilot on March 3, 2021. As of the writing of this staff
report, no comments have been received regarding this proposal.
REVIEW AND FINDINGS OF FACT
This application is evaluated based on the "criteria required for consideration of a Conditional Use
Permit," per Section 11-7-8(J) of the Whitefish Zoning Regulations.
1.

Growth Policy Compliance:
Finding 1: The proposed use complies with Growth Policy Designation of ‘Urban’ because
the proposal is for an accessory apartment in association with a single-family residence in
compliance with the WR-2 zoning.

2.

Compliance with regulations. The proposal is consistent with the purpose, intent, and
applicable provisions of these regulations.
The property is zoned WR-2, Two-Family Residential. The development proposal is
consistent with the purpose and intent of the applicable regulations.
Setbacks:
The allowable setbacks for an accessory structure with a footprint of less than 600 square
feet is 6-feet from the rear and side property lines. The project appears to meet these criteria
and will be confirmed at the time of building permit.
Parking:
The zoning requires two spaces for the single-family home and one space for the apartment.
There is adequate space on the property to meet these requirements and this will be
confirmed at the time of building permit. There is space for parking on a proposed driveway
off Skyles Place and within the proposed two-car garage. The driveway will be required to be
paved, as required by §11-6-3-1D(2).
Height:
The maximum height for an accessory building is 24-feet. It appears to meet these criteria
and will be confirmed at the time of building permit.
Lot Coverage:
Lot coverage in the WR-2 is 40% and it appears this standard is being met. It will be confirmed
at the time of building permit.
Accessory Apartment Standards:
The structure is detached and accessory to a single-family home. The apartment is not shown
to exceed 600 square feet, which will be confirmed at the time of the building permit.
Finding 2: The proposed use complies with the WR-2 zoning district because it conforms to
the development standards outlined in the zoning and §11-3-1 of the Whitefish Zoning
Regulations regarding accessory apartments, as conditioned.

3.

Site Suitability. The site must be suitable for the proposed use or development,
including:
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Adequate usable land area: The subject parcel is approximately 6,500 square feet in size.
The maximum permitted lot coverage in this zoning district is 40%. All setbacks and lot
coverage requirements can be met, and these will be confirmed at the time of building permit.
Access that meets the standards set forth in these regulations, including emergency access:
The accessory apartment and garage will access from the proposed driveway off Skyles
Place.
Absence of environmental constraints that would render the site inappropriate for the
proposed use or development, including, but not necessarily limited to floodplains, slope,
wetlands, riparian buffers/setbacks, or geological hazards: The proposed development is not
located within the 100-year floodplain. Additionally, there are no wetlands, riparian zones, or
geological hazards on or near the subject property.
Finding 3: The subject property is suitable for the proposed accessory apartment because
the proposal complies with the minimum lot size, minimum lot coverage, and required
setbacks. Also, access to the proposed structure will be from an existing road and there are
no environmental constraints on the property to limit development.
4.

Quality and Functionality. The site plan for the proposed use or development has
effectively dealt with the following design issues as applicable.
Parking locations and layout: §11-6-2(A) of the Whitefish Zoning Regulations requires two (2)
parking spaces per single family dwelling unit and Section 11-3-1(D) requires one (1) offstreet space must be provided for the accessory apartment. The lot provides adequate space
to accommodate all parking needs on-site with the identified parking spaces located inside
the proposed garage and on the driveway.
Traffic Circulation: The proposed use should not impact traffic circulation on the existing road.
Open space: The submitted site plan appears to have adequate open space.
Fencing/Screening: Fencing and screening are not required by the zoning regulations.
Landscaping: Section 11-4-1 of the Whitefish Zoning Regulations exempts single-family
dwellings and accessory apartments from the landscaping requirements; therefore, no
landscape plan is required.
Signage: No signage is proposed for the accessory apartment.
Undergrounding of new and existing utilities: The subject property currently has access to
utilities located on-site. Any new utilities will be required to be installed underground.
Finding 4: The quality and functionality of the proposed development is adequate because
the applicant can meet the required number of parking spaces, the proposed use will not
impact existing traffic circulation, no signage is proposed for the accessory apartment, and all
new utilities will be undergrounded.
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5.

Availability and Adequacy of Public Services and Facilities.
Sewer and water: The subject property is currently serviced by municipal water and sewer.
Separate water and sewer service are required for the accessory apartment.
Storm Water Drainage: The new stormwater standards require an engineered stormwater
plan if the impervious surface is 10,000 square feet; however, the plans show an impervious
area of less than 10,000 square feet so no stormwater plan will be required. It will be
confirmed at the time of the building permit.
Fire Protection: The Whitefish Fire Department serves the site and response times and
access are adequate. The proposed use is not expected to have significant impacts upon fire
services.
Police: The City of Whitefish serves the site and response times and access are adequate.
The proposed use is not expected to have significant impacts upon police services.
Streets: The subject property is located at the corner of Dakota Avenue and Skyles Place,
which are both paved public streets.
Finding 5: The subject property appears to have adequate availability of public services
because the property is currently served by sewer and water, is within the jurisdiction of the
Whitefish Fire Department and the City of Whitefish Police Department, and is accessed from
Skyles Place.

6.

Neighborhood/Community Impact:
Traffic Generation: Traffic impacts are anticipated to be minimal as the subject property is
located within an existing neighborhood with similar residential uses. The accessory
apartment should not result in a significant impact to traffic on surrounding roadways.
Noise or Vibration: No additional noise or vibration is anticipated to be generated from the
proposed use. Any additional noises or vibrations would be associated with construction and
are not anticipated to be permanent impacts.
Dust, Smoke, Glare, or Heat: No impact is anticipated beyond what would be expected from
the surrounding residential uses. The driveway from Skyles Place will be paved as required
in §11-6-3-1(D)(2).
Smoke, Fumes, Gas, and Odor: No impact is anticipated regarding smoke, fumes, gas or
odors.
Hours of Operation: There are no hours of operation anticipated with this use beyond those
that would be typical for a residential property.
Finding 6: The proposed development is not anticipated to have a negative neighborhood
impact because the accessory apartment will not increase traffic generation on surrounding
streets, there will be no noise or vibration beyond associated construction disturbance, no
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fumes or other odors are anticipated, and there will be no hours of operation for the residential
use.
7.

Neighborhood/Community Compatibility:
Structural Bulk and Massing: The proposed accessory apartment will meet the lot coverage
and height standards. The proposed structure is accessory to the future single-family home
and will be similar to existing residential uses in the neighborhood.
Scale: The proposed accessory apartment will meet or exceed the primary structure
setbacks, which will be confirmed at the time of building permit. This will allow for adequate
open space within the subject property to maintain the character and scale of the
neighborhood.
Context of Existing Neighborhood: The existing neighborhood is predominantly single-family
residential. The proposed use is not expected to impact or change the character of the
existing neighborhood. The proposed use is consistent with the existing zoning.
Density: The design of the proposed structure is similar to other buildings in the area. The
density is not out of character with the area.
Community Character: The proposed accessory apartment will not be detrimental to the
immediate neighborhood integrity as the accessory apartment reflects the housing standards
established in the area and will be utilized as an accessory use to the existing primary
residence.
Finding 7: The proposed accessory apartment is compatible with the surrounding
neighborhood because the use is similar to existing uses in the neighborhood, it will be
consistent with the design, size and density of the immediate area, and it will be utilized as
an accessory use to the existing primary residence.

RECOMMENDATION
It is recommended that the Whitefish Planning Board adopt the findings of fact within staff report
WCUP 21-03 and that this conditional use permit be recommended for approval to the Whitefish
City Council subject to the following conditions:
1.

The project must be constructed in compliance with the plans submitted January 20, 2021,
except as amended by these conditions. Minor deviations from the plans will require review
pursuant to §11-7-8(E)(8) and major deviations from the plans will require review pursuant
to §11-7-8. The applicant must maintain and demonstrate continued compliance with all
adopted City Codes and Ordinances.

2.

One off-street parking space must be designated for the accessory apartment and two offstreet parking spaces must be designated for the primary residence. (§11-3-1(D))

3.

The driveway must be paved as required in §11-6-3-1(D)(2).

4.

All stormwater generated by the proposal must be retained on-site. (§11-3-2(C))
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5.

Prior to building permit issuance, the property owner must provide the City a recorded copy
of either a deed restriction or a restrictive covenant that the accessory apartment may only
be rented if the owners maintain permanent residence in the primary structure. (§11-31(C))

6.

Short term rentals are not permitted. (§11-3-1(C), WCC)

7.

The conditional use permit is valid for 18 months and will terminate unless commencement
of the authorized activity has begun. (§11-7-8)
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The City of Whitefish would like to inform you that Joanna Chung is
requesting a Conditional Use Permit to construct a 600 square-foot
accessory apartment above a new two-car garage. The property is currently
developed with a single-family home and garage and is zoned WR-2 (Two-Family Residential
District). The property is located at 243 Dakota Avenue and can be legally described as Lot
12, Block 9 Whitefish Subdivision, S25 T31N R22W, P.M.M., Flathead County.
You are welcome to provide comments on the project. Comments can be in written or email
format. The Whitefish Planning Board will hold a public hearing for the proposed project
request on:

Thursday, March 18, 2021
6:00 p.m.
Virtual WebEx Video Conferencing

Links and additional information for the virtual meeting and how to participate can be found
on the City Council agenda at: http://mt-whitefish.civicplus.com/303/Whitefish-PlanningBoard. The Whitefish Planning Board will make a recommendation to the City Council, who
will then hold a public hearing and take final action on Monday, April 5, 2021 at 7:10 p.m.
Council agendas with links and information for the virtual meeting are available at http://mtwhitefish.civicplus.com/305/Mayor-City-Council.
On the back of this flyer is a site plan of
the project. Additional information on
this proposal can be obtained at the
Whitefish Planning Department and on
the Planning Department webpage –
Current
Land
Use
Actions:
www.cityofwhitefish.org. The public is
encouraged to comment on the above
proposal and attend the hearing.
Please send comments to the Whitefish
Planning Department (address below)
or
email
at
tosendorf@cityofwhitefish.org.
Comments received by the close of
business on March 8, 2021, will be
included in the packets to Board
members. Comments received after
the deadline will be summarized to
Board members at the public hearing.

VICINITY MAP

Please share this notice with your neighbors
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SITE PLAN
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PLANNING & BUILDING DEPARTMENT
418 E Second Street/PO Box 158
Whitefish, MT 59937
(406) 863-2410 Fax (406) 863-2409
Date:

February 26, 2021

To:

Advisory Agencies & Interested Parties

From:

Whitefish Planning & Building Department

The regular meeting of the Whitefish Planning Board will be held on Thursday,
March 18, 2021 at 6:00 pm via Virtual WebEx Video Conferencing. Instructions to
participate will be located on the Planning Board agenda once posted on the City’s
webpage: www.cityofwhitefish.org. During the meeting, the Board will hold a public
hearing on the items listed below. Upon receipt of the recommendation from the
Planning Board, the Whitefish City Council will hold a subsequent public hearing
for these items on Monday, April 5, 2021. City Council meetings start at 7:10 pm
and will also be held via Virtual WebEx Video Conferencing.
1. Matthew and Judy Lanning are requesting a conditional use permit to construct
an accessory apartment. The property is currently developed with a singlefamily home and is zoned WR-2 (Two-Family Residential District). The
property is located at 19 Washington Avenue and can be legally described as
Lot 8, Block 18, Whitefish Original, in S25, T31N, R22W, P.M.M., Flathead
County. (WCUP 21-04) Compton-Ring
2. Joanna Chung is requesting a conditional use permit to construct an accessory
apartment above a new two-car garage. The property is currently developed
with a single-family home and garage and is zoned WR-2 (Two-Family
Residential District). The property is located at 243 Dakota Avenue and can be
legally described as Lot 12, Block 9 Whitefish Subdivision, S25 T31N R22W,
P.M.M., Flathead County. (WCUP 21-03) Osendorf
Documents pertaining to these agenda items are available for review at the
Whitefish Planning & Building Department, 418 E Second Street, during regular
business hours, and the application and site plans are available HERE. The full
application packet along with public comments and staff report will be available on
the City’s webpage: www.cityofwhitefish.org under Planning Board one week prior
to the Planning Board public hearing date noted above. Inquiries are welcomed.
Interested parties are invited to attend the virtual meeting and make known their
views and concerns. Comments in writing may be forwarded to the Whitefish
Planning & Building Department at the above address prior to the hearing or via
email: dtaylor@cityofwhitefish.org. For questions or further information regarding
these proposals, call 406-863-2410.
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File #:

City of Whitefish

Date:

Planning & Building Dept
418 E 2nd St . PO Box 158
Whitefish, MT 59937
Phone: (406) 863-2410
Fax: (406) 863-2409

Intake Staff:
Check #:
Amount:
Date Complete:

CONDITIONAL USE PERMIT
FEE ATTACHED $ _______________
(see current fee schedule)

INSTRUCTIONS:
A Site Review Meeting with city staff is required. Date of Site Review Meeting:
Submit the application fee, completed application, and appropriate attachments to the Whitefish
Planning & Building Department a minimum of forty-five (45) days prior to the Planning Board
meeting at which this application will be heard.
The regularly scheduled meeting of the Whitefish City Planning Board is the third Thursday of each
month at 6:00PM in the Council Chambers at 418 E 2nd Street.
After the Planning Board hearing, the application is forwarded with the Board s recommendation to
the next available City Council meeting for hearing and final action.
A. PROJECT INFORMATION:
Project Name: 243 Dakota ADU
Street Address: 243 Dakota Avenue, Whitefish, MT 59937
Assessor s Tract No.(s) 0888950
Lot No(s) 012
Block # 9
Subdivision Name WHT
36
31
22
Section __________ Township __________ Range___________
I hereby certify that the information contained or accompanied in this application is true and correct to the best
of my knowledge. The signing of this application signifies approval for the Whitefish Staff to be present on the
property for routine monitoring and inspection during the approval and development process.
Joanna Se Un Chung
_________________________________________
Owner s Signature**

1/17/2021

__________________________
Date

Joanna Se Un Chung

_________________________________________
Print Name
Joanna Se Un Chung
_________________________________________
Applicant s Signature

1/17/21
__________________________
Date

Joanna
Se Un Chung
_________________________________________
Print Name

_________________________________________
Representative s Signature
_________________________________________
Print Name

__________________________
Date

**May be signed by the applicant or representative, authorization
letter from owner must be attached. If there are multiple owners, a
letter authorizing one owner to be the authorized representative
for all must be included.

Revised 08-04-20
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B. APPLICATION CONTENTS:
Attached

ALL ITEMS MUST BE INCLUDED - INCOMPLETE APPLICATIONS WILL NOT BE ACCEPTED

One (1) printed copy and one (1) electronic copy of the application and supplemental
materials.
Written description of how the project meets the criteria in Section E
Site Plan drawn to scale, which shows in detail the proposed use, property lines and
setback lines, existing and proposed buildings, traffic circulation, driveways, parking,
landscaping, fencing, signage, and any unusual topographic features such as slopes,
drainage, ridges, etc.
Housing Mitigation Plan (unless exempt)
Where new buildings or additions are proposed, building sketches and elevations must
be submitted
Tree Preservation Plan
preserved with project

show a site plan with trees 6-inch DBH or greater to be

If the project is a multi-family development, complete the Multi-Family Development
Standards Supplemental
If the project is a mixed-use or non-residential development, complete the Mixed-Use
and Non-Residential Building Development Standards Supplemental
$100 deposit for sign to be posted on site for the duration of the public process.
(Submit a separate check, which will be returned to you after you return the sign to the
Planning Office.)
Any additional information requested during the pre-application process

When all application materials are submitted to the Planning & Building Department, the application
will be scheduled for public hearing before the Planning Board and City Council.
C. OWNER/APPLICANT INFORMATION
OWNER(S) OF RECORD:
Name:

Se Un Chung (aka Joanna Se Un Chung in process of changing name on deed)

Mailing Address:
City, State, Zip:
Email:

Phone:

(406)250-3089

243 Dakota Avenue

Whitefish, MT 59937

joanna.chung@icloud.com

APPLICANT (if different than above):
Name:

Phone:

Mailing Address:
City, State, Zip:
Email:
Revised 08-04-20
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OTHER TECHNICAL/PROFESSIONAL:
Name:

Phone:

Mailing Address:
City, State, Zip:
Email:
D. DESCRIBE PROPOSED USE:

An Accessory Dwelling Unit which has 600 square feet of living space on top of a two-car
garage in the rear of the property (commonly called a garage-apartment)

WR-2

ZONING DISTRICT: ___________________________
E. FINDINGS: The following criteria form the basis for approval or denial of the Conditional Use Permit.
The burden of satisfactorily addressing these criteria lies with the applicant. Review the criteria below
and discuss how the proposal conforms to the criteria. If the proposal does not conform to the
criteria, describe how it will be mitigated.
1. Describe how the proposal conforms to the applicable goals and policies of the Whitefish CityCounty Growth Policy.

City zoning permits Accessory Dwelling Units subject to various restrictions which the
proposal complies with. ADUs are an important source of low-cost housing in our city.

2. Describe how the proposal is consistent with the purpose, intent and applicable provisions of the
regulations.

ADUs are subject to occupancy restriction of the primary home, among other things.
The owner intends to comply with all applicable regulations and the unit will become
the primary residence of the owner and the two-bedroom home will be rented as a low
cost long term rental.

Revised 08-04-20
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3. How is the property location suitable for the proposed use? Is there adequate usable land area?
Does the access, including emergency vehicle access, meet the current standards? Are
environmentally sensitive areas present on the property that would render the site inappropriate
for the proposed use?

The lot in question is a 0.19 lot, which meets applicable lot size standards, and is
generally suitable for addition of an ADU. There are no environmentally sensitive areas.

4. How are the following design issues addressed on the site plan?
a. Parking locations and layout
b. Traffic circulation
c. Open space
d. Fencing/screening
e. Landscaping
f. Signage
g. Undergrounding of new utilities
h. Undergrounding of existing utilities

a) Parking is provided in and around the proposed ADU
b) There is minimal circulation and access to the stairs will be from the rear alley
c) Property has a rear yard and ADU will be replacing existing garage so yard space will
be comparable and adequate
d)fencing and screening already exists on property but will be getting replaced with
newer materials but will not change where the existing fence is.
e) The existing lot has landscaping and will be replaced
f) no signage is being added
g) no new utilities will be added & h) Existing Utilities will be undergrounded
5. Are all necessary public services and facilities available and adequate? If not, how will public
services and facilities be upgraded?
a. Sewer
b. Water
c. Stormwater
d. Fire Protection
e. Police Protection
f. Street (public or private)
g. Parks (residential only)
h. Sidewalks
i. Bike/pedestrian ways including connectivity to existing and proposed developments

Lot is fully developed and has all needed public services and utilities.

Revised 08-04-20
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6. How will your project impact on adjacent properties, the nearby neighborhoods and the
community in general? Describe any adverse impacts under the following categories.
a. Excessive traffic generation and/or infiltration of traffic into neighborhoods
b. Noise, vibration, dust, glare, heat, smoke, fumes, odors

ADU will not produce any excessive traffic or other impacts

7. What are the proposed hours of operation?

Normal residential hours

8. How is the proposal compatible with the surrounding neighborhood and community in general in
terms of the following:
a. Structural bulk and massing
b. Scale
c. Context of existing neighborhood
d. Density
e. Community Character

The proposed building is limited to 600 square feet and there are numerous ADUs in
the immediate vicinity. ADUs are very much part of the character of this part of town.

Revised 08-04-20
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REVISIONS

11/08/13

SE UN CHUNG
243 DAKOTA AVE
WHITEFISH, MT 59937

TBD

ZONING DISTRICT

PROJECT
INFORMATION

LEGAL
DESCRIPTION

PROJECT
SQUARE
FOOTAGE

SEISMIC ZONE D1
65LB SNOW LOAD
???
WIND 115 MPH

SETBACKS

LOT SIZE

W-R2

FRONT 25'
SIDES
10'
REAR
20'
ACCESSORY STRUCTURES LESS THEN 600 SQ FT 6' SET
BACK REAR AND 10' FROM SIDE STREET

C-1
C-2
F-1

COVER SHEET
SITE PLAN
FOUNDATION

A-1
A-2
A-3

MAIN FLOOR AND UPPER LEVEL
3D VIEWS
ELEVATIONS

S-1
S-2
S-3
S-4

fLOOR FRAMING
SECTIONS
SECTIONS
ROOF PLAN

CELL (406) 253-3134

CONTRACTOR

SE UN CHUNG
243 DAKOTA AVE
WHITEFISH, MT 59937

INDEX

6,500 SQ FT

WFSH, S25, T31 N, R22 W, BLOCK 009,
LOT 012
TRACT ID 3122X25-WHT-12BLK9

GARAGE
UPPER LEVEL

600 SQ FT
600 SQ FT

GENERAL NOTES
DO NOT SCALE DRAWINGS! GENERAL CONTRACTOR AND SUB CONTRACTORS TO VERIFY ALL DIMENSIONS
AND CONDITIONS PRIOR TO THE START OF CONSTRUCTION. NOTIFY OWNER AND OR DESIGNER OF
ANY
DISCREPANCIES.
COMPLY WITH ALL APPLICABLE CODES, ORDINANCES, AND INSPECTIONS.
STANDARDS OF COMPLIANCE AS SPECIFIED IN:
CURRENT UNIFORM BUILDING CODE
CURRENT NATIONAL ELECTRICAL CODE
CURRENT UNIFORM PLUMBING CODE
AMERICAN CONCRETE INSTITUTE 318-89
CURRENT UNIFORM MECHANICAL CODE CURRENT BOCA NATIONAL BUILDING CODE
A PORTABLE TOILET SHALL BE ON SITE BEFORE CONSTRUCTION STARTS.
A HOUSE NUMBER SHALL BE DISPLAYED IN A Prominent MANNER SO THAT IT IS REASONABLY VISIBLE
TO ENABLE EMERGENCY VEHICLE TO LOCATE THE RESIDENCE.
PROVIDE SMOKE DETECTORS IN ALL SLEEPING AREAS AND AT A POINT CENTRALLY LOCATED IN THE
CORRIDOR OR AREA GIVING ACCESS TO EACH SEPARATE SLEEPING AREA. WHEN THE DWELLING UNIT
HAS MORE THAN ONE STORY AND IN DWELLINGS WITH BASEMENTS. A DETECTOR SHALL BE
INSTALLED ON EACH STORY AND IN THE BASEMENT.
SMOKE DETECTORS SHALL BE PERMANENTLY WIRED AND INTERCONNECTED AND SHALL RECEIVE
THEY'RE PRIMARY POWER FROM THE BUILDING ELECTRICAL WITHOUT INTERRUPT OTHER THEN
CIRCUIT PROTECTION.
DETECTORS SHALL SOUND AN ALARM AUDIBLE IN ALL SLEEPING AREAS OF THE DWELLING UNIT IN
WHICH THEY ARE LOCATED, DO NOT LOCATE DETECTORS CLOSER THAN 3'-0" FROM DUCT OPENINGS.
carbon monoxide alarms will be installed per current codes and standard installation
TRUSS MANUFACTURER AND STRUCTURAL MEMBERS MUST BE VERIFIED WITH EXISTING CONDITION
AND "AS BUILT" PRIOR TO CONSTRUCTION OF SAID MEMBERS. engineering and SHOP DRAWING OF
SAID MEMBERS TO BE SUPPLIED BY SUB CONTRACTOR.

OPEN DECKS
COVERED DECKS
UNFINISHED AREA

COVERED ENTRY DECK

110 SQ FT

OWNER TO APPROVE SITE LOCATION & FOUNDATION LAYOUT
PRIOR TO GRADING TO CONSTRUCTION
CONTRACTOR TO PROVIDE ALL NECESSARY SHORING,
GUYING, OR BRACING NECESSARY TO HOLD
STRUCTURAL ELEMENTS IN PLACE IN ORDER TO AVOID
ANY UNDUE STRESSES DURING CONSTRUCTION
MAXIMUM SILL HEIGHT SHALL BE 44"
ALL GLASS IN HAZARDOUS AREAS AND ALL GLASS WITH IN
18" OF FLOOR OR 40" OF JAMBS SHALL BE
TEMPERED, LAMINATED OR SAFETY GLASS.
WINDOWS SHALL BE SELECTED BY OWNER. ALL EGRESS
REQUIREMENTS SHALL BE MAINTAINED PER
UBC, LOCAL CODES AND REQUIREMENTS.

ALL MANUFACTURED MATERIALS, COMPONENTS, FASTENERS, ASSEMBLIES, ETC. SHALL BE HANDLED IN
ACCORDANCE WITH THE MANUFACTURERS INSTRUCTIONS.
CONSTRUCTION LOADS SHALL NOT OVERLOAD THE STRUCTURE NOR SHALL THEY BE IN EXCESS OF THE
DESIGN LOADING.
THE CONSTRUCTION SITE SHALL BE KEPT RELATIVELY CLEAN AND NEAT BY THE CONTRACTOR TO
MAINTAIN SAFETY AND EASE OF WORK MAN TO COMPLETE GOOD QUALITY WORK IN A TIMELY MANNER.
THE FINAL GRADE SHALL DRAIN WATER AWAY FROM THE FOUNDATION AND SHALL FALL A MINIMUM
OF 6" WITHIN THE FIRST 10' FEET OR PROVIDED ADEQUATE SWALES OR DRAIN SYSTEM.
CRAWL SPACE VENTILATION WITH NON CORROSIVE 1/8" MESH WIRE SHALL BE PROVIDED OF NOT LESS
THEN 1 SQFT FOR EACH 150 SQFT OF CRAWL SPACE. ONE SUCH VENTILATION SHALL BE WITHIN
3'-0" OF BUILDING CORNERS. VENTS MAY BE OMITTED ON ONE SIDE AND MAY BE OPENABLE LOUVERS.

PROVIDE WINDOW AREAS EQUAL TO 1/10TH OF FLOOR AREA.
PROVIDE OPENABLE WINDOW OR DOOR AREA EQUAL TO 1/20TH OF FLOOR AREA.
IN ALL SLEEPING AREAS PROVIDE AN OPENABLE
WINDOW OR DOOR AREA EQUAL TO 5.7 SQUARE FEET
DIRECTLY TO THE EXTERIOR OF THE BUILDING.
MINIMUM NET OPENABLE WIDTH 20", HEIGHT 24" (DEDUCT 2" FROM NOMINAL)
ALL LUMBER SIZES GIVEN ARE MINIMUM.
OWNER TO REQUIRE INSPECTIONS ON ALL REBAR SCHEDULES, STRUCTURAL MEMBERS &
CONNECTIONS, & LATERAL FORCE ELEMENTS AS A MIN.
CONTRACTOR TO PROVIDE ADEQUATE ATTIC AND CRAWL SPACE ACCESS AND VENTILATION
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JOANNA CHUNG
WHITEFISH, MT

OWNER

JOB LOCATION

JPH

is not responsible for any structural
design or items shown herein
requiring engineering by a licensed
and certified structural engineer.

JOB INFORMATION

JPH

MT ARARAT DESIGN

3D VIEW GARAGE REMODEL

CHECKED BY

2614 WEST JAYTON DR.
MERIDIAN, ID 83642

1

DRAWN BY

OWNER TO VERIFY WATER TABLE HEIGHTS, LOT LINES, SEPTIC SYSTEMS OR SEWER LINES, WELLS OR
WATER SUPPLY, CONSTRUCTION SET BACKS & CONVENT REQUIREMENTS PRIOR TO CONSTRUCTION.
ALL HANDRAILS, RAILING & STAIRS SHALL COMPLY TO ALL CURRENT & APPLICABLE BUILDING CODES
WITH REGARD TO ALL REMODEL DESIGN, CONTRACTOR SHALL VERIFY ALL ROOF PITCHES, DIMENSIONS &
EXISTING CONATIONS PRIOR TO CONSTRUCTION.
MT ARARAT DESIGN & THEIR AGENTS ARE NOT AN ARCHITECTURAL OR ENGINEERING FIRM UNLESS
OTHERWISE STATED. WORK REQUIRING SAID FIRMS IS NOT INCLUDED IN PLANS DRAFTED BY
MT ARARAT DESIGN.

SCALE

(SEE PLAN)

DATE

1/8/2021
JOB #

SHEET

C1

REVISIONS

1/15/2021
7:09:16
AM
130' - 0"

20' - 0"

10' - 0"

32' - 0"

10' - 0"

ASPHALT OR
CONCRETE OFF
STREET PARKING

28' - 0"

Site Plan
1" = 10'-0"

130' - 0"

243 dakota ave

JPH

JPH

skyles pl.

3D View 5

JOANNA CHUNG
WHITEFISH, MT

2

CELL (406) 253-3134

2614 WEST JAYTON DR.
MERIDIAN, ID 83642

1

CHECKED BY

is not responsible for any structural
design or items shown herein
requiring engineering by a licensed
and certified structural engineer.

existing single family dwelling

DRAWN BY

MT ARARAT DESIGN

proposed garage/accessory apt.

50' - 0"

24' - 0"

alley

JOANNA CHUNG
243 dakota ave
WHITEFISH, MT
6,500 SQ FT LOT

50' - 0"
14' - 0"

25' - 0"

N

6' - 0"

6' - 0"

SCALE

(SEE PLAN)

1" = 10'-0"
DATE

1/8/2021
3

3D View 6

JOB #

SHEET

C2
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REVISIONS

1/15/2021
7:09:13
AM

1
S3
1
S3

20' - 0"
9' - 0"

20' - 0"
5' - 9"

2' - 0"
10'-1"X 6'-0"
59 SF

49 SF

8' - 0"

4

4"

BEDROOM

1

12'-9"X 11'-3"

115 SF
1

140 SF

3' - 3"

FINAL CABINET
DESIGNS TO BE
APPORVED BY ONWER

8' - 9"

1' - 8 3/4"

12' - 7 3/4"

3' - 6"

10'-3"X 13'-8"

3

428 SF

2614 WEST JAYTON DR.
MERIDIAN, ID 83642

8'-9"X 13'-8"

LIVING
ROOM

19'-1"X 22'-7"

20' - 3 1/4"

KITCHEN

JPH

GARAGE

30' - 0"

9' - 6 1/4"

DW

7' - 1 3/4"

11' - 1 7/8"

3' - 7 1/2"

30' - 0"

6'-0"X 6'-0"
31 SF

5' - 0"

33' - 2 1/4"

5

ENTRY

S2

4' - 0"

142 SF
4

1' - 0"

7) INDICATES HOLD DOWN - SEE HOLD DOWN SCHEDULE BY ENGINEER
8) (FV) = FIELD VERIFY (LOCATION, SIZE, EXISTING CONDITIONS ETC.)
9) (N) = NEW MATERIAL (E) = EXISTING CONDITIONS

LAUNDRY

2

JPH
LAUNDRY CHUTE FINAL
DESIGN BY CAB. MANUF.
APPROVED BY OWNER

7

7' - 3 3/4"

REF.
SHEET METAL CAP WALL
3 1/2"

last deck jst. per
flr. frmng.

2

10' - 9 1/2"

9' - 2 1/2"

6' - 0"
HD

20' - 0"

1

2' - 0"

UPPER LEVEL
1/4" = 1'-0"

2

Window Schedule

Mark
1
2
3
4
5

4' - 0"
6' - 0"
6' - 0"
5' - 0"
2' - 6"

3' - 6"
4' - 0"
4' - 0"
4' - 6"
4' - 0"

Type
Slider with Trim
Slider with Trim
Slider with Trim
Casement Dbl with Trim
Double Hung with Trim

Door Schedule
Head
Height

7' - 0"
7' - 0"
7' - 0"
7' - 0"
7' - 0"

16' - 0"

Door
Number
Sill Height
3' - 6"
3' - 0"
3' - 0"
2' - 6"
3' - 0"

Door Size

Head
Height

Finish
Comments

Comments
VERIFY W/ SINK/CAB'S

VERIFY W/ SHOWER

NOTE:
1. MANUF. TO PROVIDE R/O'S
2. OWNER TO VERIFY WINDOW AND DOOR STYLES, OPERATIONS,
SIZES, MATERIALS, COLORS, ETC. PRIOR TO CONSTRUCTION

1
2
3
4
5
7
8
9
10
11
12

16'-0" x 8'-0"
32" x 80"
36" x 80"
36" x 80"
36" x 80"
32" x 80"
30" x 80"
36" x 80"
32" x 80"
34" x 80"
34" x 84"

8' - 0"
6' - 8"
6' - 8"
6' - 8"
6' - 8"
6' - 8"
6' - 8"
6' - 8"
6' - 8"
6' - 8"
7' - 0"

GARAGE
1/4" = 1'-0"

2' - 0"

HD
2' - 0"

NEW FENCE TO
MATCH EXISTING

OFF STREET PARKING

6' - 0"

OPENING (R/O BY
MANUF.
Width
Height

HD

22' - 0"

JOANNA CHUNG
WHITEFISH, MT

7' - 10"

1

14' - 0"

HD1

WH

10' - 6 3/8"

14' - 5 1/2"

PL-4

NOTES:
1) ALL EXTERIOR DR. AND WINDOWS TO HAVE 2 - 2X10 HDRS U.N.O. SEE PLANS
2) 2X10 = 2 - 2X10 HDRS
3) FLR NAILING - 3/4" PLYWD. W/ 10D NAILS @ 6" O.C. EDGE AND 12" O.C. FIELD
4) ROOF NAILING - 5/8" PLYWD W/ 10D NAILS @ 6" O.C. EDGE AND 12" O.C. FIELD
5) JAM DESIGN - OPENING < 5'-0" USE 1 - 2X TRIMMER AND 1 - 2X KING
OPENING > 5'-0" USE 2 - 2X TRIMMER AND 2 - 2X KING - U.N.O.
6) INDICATES SHEAR WALL - SEE SHEAR WALL SCHEDULE BY ENGINEER

50 SF

6'-0"X 8'-10"

8

5' - 7 3/4"

S2

BATH

8'-6"X 6'-0"

CHECKED BY

MT ARARAT DESIGN

5' - 7 3/4"
11' - 3 1/2"

1

5

MECH
STORAGE

6' - 5 1/2"

13' - 3"
6X8 col. ea. end

FURN.

9' - 8 3/4"

9

1' - 6"

3

9' - 8 3/4"

6' - 5"

4' - 8"

LAUNDRY
CHUTE

3' - 6"

4' - 3"

UP

DRAWN BY

CELL (406) 253-3134

1' - 10 1/2"

3' - 6"

6' - 0"

12' - 4 1/2"

is not responsible for any structural
design or items shown herein
requiring engineering by a licensed
and certified structural engineer.

6' - 0"

11' - 0"

SCALE

(SEE PLAN)

1/4" = 1'-0"
DATE

1/8/2021
JOB #

SHEET

A1
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JOANNA CHUNG
WHITEFISH, MT

1

3
3D View 1
2

3D View 3
4

City Council Packet, April 5, 2021 Page 137 of 173

3D View 2

3D View 4

CELL (406) 253-3134

2614 WEST JAYTON DR.
MERIDIAN, ID 83642

is not responsible for any structural
design or items shown herein
requiring engineering by a licensed
and certified structural engineer.

MT ARARAT DESIGN

REVISIONS

1/15/2021
7:09:14
AM

DRAWN BY
CHECKED BY

JPH
JPH

SCALE
(SEE PLAN)

DATE

1/8/2021

JOB #

-

SHEET

A2

REVISIONS

1/15/2021
7:09:15
AM

1
S3
1
S2

Roof
123' - 11 3/4"

12

12

4

12

12

4

Roof
123' - 11 3/4"

4

4

12

CHECKED BY

JPH

JPH

GARAGE
100' - 0"
20' - 0"

EAST ELEVATION
1/4" = 1'-0"

2

NORTH ELEVATION
1/4" = 1'-0"

CELL (406) 253-3134

GARAGE
100' - 0"

MT ARARAT DESIGN

Main Floor TOW
109' - 7 1/8"

9' - 7 1/8"

Main Floor TOW
109' - 7 1/8"

UPPER LEVEL
111' - 1 7/8"

2614 WEST JAYTON DR.
MERIDIAN, ID 83642

UPPER LEVEL
111' - 1 7/8"

1' - 6 3/4"

3
4

1

DRAWN BY

8' - 1 1/8"

UPPER LEVEL TOW
119' - 3"

is not responsible for any structural
design or items shown herein
requiring engineering by a licensed
and certified structural engineer.

3

UPPER LEVEL TOW
119' - 3"

1
S2

1
S3

Roof
123' - 11 3/4"

12

Roof
123' - 11 3/4"

12

3

12

4

UPPER LEVEL TOW
119' - 3"

12

4

UPPER LEVEL TOW
119' - 3"

UPPER LEVEL
111' - 1 7/8"
Main Floor TOW
109' - 7 1/8"

UPPER LEVEL
111' - 1 7/8"
Main Floor TOW
109' - 7 1/8"

JOANNA CHUNG
WHITEFISH, MT

4

SCALE

(SEE PLAN)

1/4" = 1'-0"
DATE

GARAGE
100' - 0"

1/8/2021
GARAGE
100' - 0"

JOB #

SHEET

3

SOUTH ELEVATION
1/4" = 1'-0"

4
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WEST ELEVATION
1/4" = 1'-0"

A3

1 3/4"
15' - 10 1/2"

1/15/2021
7:09:17
AM

3' - 3 1/4"

8" 3' - 5 1/2"

REVISIONS

3' - 9 1/4"

GENERAL FOUNDATION NOTES
1) DO NOT SCALE DRAWINGS. VERIFY ALL DIMENSIONS AND CONDITIONS
PRIOR TO START OF CONSTRUCTION. NOTIFY CONTRACTOR OR DESIGNER OF
ANY DISCREPANCIES OR OMISSIONS ARE FOUND.

TOP OF STAIRS AND
LANDING FTNG.

5

2) ESTABLISH AND VERIFY ALL OPENINGS AND INSERTS FOR MECHANICAL,
ELECTRICAL AND PLUMBING WITH APPROPRIATE TRADES AND DRAWINGS PRIOR
TO THE START OF WORK.

F1

blk. out 3/0 dr.

3) BOTTOM OF ALL FOOTINGS SHALL BEAR ON COMPACTED ON UNDISTURBED
SOIL, 4'-0" BELOW FROST LINE OR PER LOCAL CODES.
4) FINISH FLOOR SHALL BE 6" MINIMUM ABOVE ADJACENT FINISH GRADE.
5) A CONTROL JOINT SHALL BE PLACED EVERY 10'-0" O.C. EACH WAY MIN. OR BE
CUT IN SLAB BETWEEN 24-36 HOURS OF CURE TIME.
6) CONTRACTOR SHALL PROVIDE AN ACCESS HOLE TO ALL CRAWL SPACES. THE
OPENINGS SHALL BE A MIN. OF 18"x 24".
7) CONCRETE FOOTINGS AND WALLS SHALL BE LEVEL. STEP FOOTINGS IN 2'-0"
INCREMENTS. ALL REBAR IN FOOTINGS AND SLABS SHALL BE SUSPENDED ABOVE
EARTHEN MATERIALS 3".

11) contractor to verify native soil is compactable and free of organic
material, refuse, or voids. if any clay or unusual soil is encountered,
contact the engineer of record and mt. ararat design asap.
12) contractor is responsible to construct all footings and tem walls
plumb, square, true, and per dimensions shown. cross check against site
conditions before proceeding. cease work and rectify any situations
where discrepancies are found.

JPH

is not responsible for any structural
design or items shown herein
requiring engineering by a licensed
and certified structural engineer.

10) at concrete or footing wall intersections, all horiz. rebar shall be
extended a min. of 18" into each wall alt. hook

JPH
(2) 2X6 KING AND (1) 2X6 TRIMMER

VERIFY FOUNDATION WITH TRUSS
MANUF. FOR POSSIBLE REQUIRED
FOUNDATION SUPPORTS PRIOR TO
CONSTRUCTION

CONCRETE FOUNDATION
REF. DTL. 4/F1 SIM.

SEE PLANS FOR OPENING (REF. MANUF. FOR R/O)

4
F1

ALL STRUCTURAL ELEMENTS IN
PLANS ARE FOR BUDGET PURPOSES
ONLY - NOT FOR CONSTRUCTION
- PLANS TO BE ENGINEERED

SOLID BLK SHTNG. EDGES

STHD8 HOLD DOWN (2) EA. SIDE
REF. DTL. 5/G1

13) concrete: 3000 psi at 28 days, 3-5% air entrainment, 4" sump max.
placticizer if needed. rebars - 60 ksi.

(2) 5/8" A.B. W/ BP WASHER

MT ARARAT DESIGN

9) CONTRACTOR SHALL PROVIDE A MIN. OF ONE SQUARE FOOT OF
VENTILATION PER 150 Square foot of crawl space. one vent shall be
within 3'-0" of each corner of building. ventilation openings shall have
corrosion-resistant wire 1/4" mesh. (hardware cloth).

CHECKED BY

HEADER PER PLAN

30' - 0"

8) BOTTOM PLATES SHALL BE ZINC BORATE TREADED DOUG FIR. SILL PLATES TO
HAVE 5/8"x 10" ANCHOR BOLTS (U.N.O. PER DETAILS) 12" MAXIMUM FROM ENDS
CORNERS AND JAMBS AND AT 32" O.C. THEREAFTER. EMBED ANCHOR BOLTS 7"
MIN.

DRAWN BY

2X6 P.T. PL. W/ SILL SEAL TYP.
SEE PLAN FOR HOLDOWN LOCATION

FOUNDATION NOTES
NTS
blk. out 16/0 dr.

3
F1
HD

HD

1' - 9"

16' - 6"

HD

1' - 9" 2' - 0"

CELL (406) 253-3134

2614 WEST JAYTON DR.
MERIDIAN, ID 83642

1

20' - 0"

2X6 STUD WALL @ 16" O.C.

2

5/8" A.B. @ 32" O.C. W/ HVY.
WASHER - 1'-0" FROM CORNERS

FOUNDATION
1/4" = 1'-0"

3

GARAGE WALL DETAIL
1/2" = 1'-0"

2X6 P.T. SILL PL.
4" SLAB W/ #4 BAR @ 24" O.C. EA. WAY SLOPE OR ADD DRAINS PER OWNER APPROVAL
(2) 1x10 DECK JSTS W/ SIMPSON H2.5 EA. SIDE
6X6 COLUMN
gravel base

JOANNA CHUNG
WHITEFISH, MT

#4 BAR @ 16" O.C. HORTZ.
SIMPSON CB W/ (2) 5/8" BLT'S
#4 BAR @ 14" O.C. BENT INTO FTNG. ALT. BEND

(2) #4 BAR X CONT.

GARAGE FOUNDATION DETAIL
1/2" = 1'-0"

12" DIA. CONC. PIERS
(3) #4 BARS VERT. BENT
INTO FTNG.
(2) #4 BARS EA. WAY FTNG.
3" OFF BOT. AND SIDES

SIMPSON H1

3"

10"

4

(3) #3 TIES AT 3" O.C. THEN
BALANCE AT 8" O.C.

PER PLAN

SIMPSON H2.1

TRUSS/RAFTER TO DBL TOP PLATE OPTIONS

FIELD VERIFY EXISTING CONDITIONS
AND GRADES - HEIGHT MAY VARY SET B.O. FTNG. 3'-0" BELOW GRD.

SCALE

(SEE PLAN)

As indicated
5

COLUMN DETAIL
1/2" = 1'-0"

6

TRUSS TO DBL. TOP PLATE OPTIONS
1/4" = 1'-0"

7

HOLD DOWN DETAIL
1" = 1'-0"

DATE

1/8/2021
JOB #

SHEET

F1
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REVISIONS

1/15/2021
7:09:17
AM

DRAWN BY

CHECKED BY

JPH

JPH

is not responsible for any structural
design or items shown herein
requiring engineering by a licensed
and certified structural engineer.

1
S3

9' - 0"

5

11' - 0"

F1
3'-6" WIDE STAIRS W/
(3) 2x12 STRINGERS

1' - 4" 10"

3' - 6"

2x10 JSTS. @ 16" O.C.

HND. RAIL DESIGN TO BE
APPROVED BY OWNER

W/ SIMPSON LUS TYPE HNGR'S.

SIMPSON LUS TYPE.
HNGR. EA. END

MT ARARAT DESIGN

20' - 0"

18'-0" 2x10 DECK JSTS. AT 16" O.C.
29' - 5" FIELD VERIFY

1

30' - 0"

S2

29' - 8 1/2"

BAY WINDOW

CELL (406) 253-3134

2614 WEST JAYTON DR.
MERIDIAN, ID 83642

(F.V.) LAYOUT W/
LAUNDRY DROP OPENING

18'-0" 2X10 DECK JSTS. AT 16" O.C.
(SEE ENGINEERING FOR 16'-0"
OPTION) FASTEN JSTS TO FLR. TRUSS
PER ENGINEERING

6' - 0"

18" FLR. TRUSS AT 16" O.C. W/ 3/4"
T&G PLYWD. FLR. SHTNG.

NOTE:
FINAL FLOOR FRAMING DESIGN BY
TRUSS MANUF. AND ENGINEERING

20' - 0"
22' - 0"

1

UPPER FLOOR FRAMING PLAN
1/4" = 1'-0"

last deck jst. per
flr. frmng.

JOANNA CHUNG
WHITEFISH, MT

3 1/2"

2x10 deck blkng.

SCALE

(SEE PLAN)

1/4" = 1'-0"
DATE

1/8/2021
JOB #

SHEET

S1
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REVISIONS

1/15/2021
7:09:18
AM

1
S3

CHECKED BY

JPH

JPH

Roof
123' - 11 3/4"

1' - 4 1/16"

1' - 0 3/8"

12

3
UPPER LEVEL TOW
119' - 3"
deck overhang per truss manuf.
6' - 1 1/4"

5 1/8X9 glb hdr.

6'-0"X 6'-0"

12'-9"X 11'-3"
142 SF

31 SF

10

3/4" finish plywd.
7

18" flr. truss per manuf. @ 16" o.c.
3/4" plywd. t&g flr. shtng.
r-30
5/8" type. x gwb ceiling

6X6 L METAL FLASHING
UPPER LEVEL
111' - 1 7/8"

7 1/2"

1' - 6"

11 1/4"

9

Main Floor TOW
109' - 7 1/8"
2x10 deck jsts. @ 16" o.c.
SISTER TO TRUSS JSTS.
12' - 0"

6' - 0"

GARAGE
19'-1"X 22'-7"
428 SF

2

ALL STRUCTURAL ELEMENTS SHOWN
IN PLANS ARE FOR BUDGET
PuRPOSES ONLY - PROJECT TO BE
ENGINEERED

4

9' - 7 1/8"

18' - 0"

4' - 0"

6"

INSULATION NOT SHOWN
TO BE MIN.
ATTIC
R-38
FLOORS
R-30
EXT WALLS
R-21

2x10 deck blkng.

9' - 7 1/8"

2X6 STUD WALL @ 16" O.C.
TYVEK
1/2" WALL SHTNG.
R-21
1/2" GWB

1' - 6 3/4"

2x10 @ 16" o.c.
dap around studs

GARAGE
100' - 0"

HEIGHTS MAY VARY (FV)
FOUNDATION
96' - 6"

JOANNA CHUNG
WHITEFISH, MT

2x6 casing

ENTRY

BEDROOM

2614 WEST JAYTON DR.
MERIDIAN, ID 83642

7' - 0 3/4"

4

8' - 1 1/8"

3/4" finish plywd.

CELL (406) 253-3134

4

MT ARARAT DESIGN

12

4

1' - 4 1/16"

MANUF. TRUSS SYSTEM @
24" O.C. PER ENGINEERING
5/8" ROOF SHTNG. STAGGERED
fire and ice as required
R-38
1/2" GwB
provide req'd. attic ventilation and access

12

is not responsible for any structural
design or items shown herein
requiring engineering by a licensed
and certified structural engineer.

DRAWN BY

B.O. Footing
95' - 8"

SCALE

(SEE PLAN)

1/2" = 1'-0"
DATE
1

1/8/2021

Section 2
1/2" = 1'-0"

JOB #

SHEET

S2
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REVISIONS

1/15/2021
7:09:18
AM

1
S2

MANUF. TRUSS SYSTEM @
24" O.C. PER ENGINEERING
5/8" ROOF SHTNG. STAGGERED
fire and ice as required
R-38
1/2" GwB
provide req'd. attic ventilation and access

attic access

3

LIVING
ROOM
10'-3"X 13'-8"

BEDROOM

140 SF

12'-9"X 11'-3"

1' - 6 3/4"

8 1/4"

142 SF

UPPER LEVEL
111' - 1 7/8"

CELL (406) 253-3134

4

2614 WEST JAYTON DR.
MERIDIAN, ID 83642

8' - 1 1/8"

JPH

4

UPPER LEVEL TOW
119' - 3"

2

JPH
12

1' - 4 1/16"

4

CHECKED BY

MT ARARAT DESIGN

12

DRAWN BY

is not responsible for any structural
design or items shown herein
requiring engineering by a licensed
and certified structural engineer.

Roof
123' - 11 3/4"

Main Floor TOW
109' - 7 1/8"
2X10 DECK CANT. JSTS.
SISTER TO TRUSS JSTS.
18" flr. truss per manuf. @ 16" o.c.
3/4" plywd. t&g flr. shtng.
r-30
5/8" type. x gwb ceiling

INSULATION NOT SHOWN
TO BE MIN.
ATTIC
R-38
FLOORS
R-30
EXT WALLS
R-21

ALL STRUCTURAL ELEMENTS SHOWN
IN PLANS ARE FOR BUDGET
PuRPOSES ONLY - PROJECT TO BE
ENGINEERED

GARAGE

LAUNDRY

19'-1"X 22'-7"

10'-1"X 6'-0"

428 SF

59 SF

2X6 STUD WALL @ 16" O.C.
TYVEK
1/2" WALL SHTNG.
R-21
1/2" GWB

washer and dry
shown for
plumbing location
only
stone bottom step
GARAGE
100' - 0"

FOUNDATION
96' - 6"
B.O. Footing
95' - 8"

1

JOANNA CHUNG
WHITEFISH, MT

9' - 7 1/8"

5 1/8X 12" grage dr. hdr.

laundry room and mech.
rm. to be heated by cadet
elec. heater (not shown)

SCALE

Section 1
1/2" = 1'-0"

(SEE PLAN)

1/2" = 1'-0"
DATE

1/8/2021
JOB #

SHEET

S3
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REVISIONS

1/15/2021
7:09:19
AM
1

FRAMING GENERAL NOTES:

S3

MINIMUM COLUMN SIZES:
3 - 2X4 OR 4X4 FOR 2X4 WALLS OR 3 - 2X6 OR 4X6 FOR 2X6 WALLS
SUPPORTING VERSA LAM BEAMS UNLESS OTHER WISE DETAILED

6' - 1 1/4"
3' - 0"
TYP.

3' - 0"

SOLID BLOCKING IS REQUIRED AT ALL JOISTS AND RAFTERS AT
BEARING POINTS
STAGGER DOUBLE TOP PLATES JOINTS MIN. 4'-0"
ALL STRUCTURAL LUMBER SHALL BEAR AN APPROVED GRADING STAMP

DRAWN BY

CHECKED BY

JPH

JPH

1
S2

4:12

4:12

FASTENER SCHEDULE FOR STRUCTURAL MEMBERS

29' - 8 1/2"

pitch may vary per
manuf. requirements

3 - 8D

2" SUB FLOOR TO JOIST OR GIRDER, BLIND AND FACE NAIL

2 - 16D

SOLE PLATE TO JOIST OR BLOCKING, FACE NAIL

16D - 16" O.C.

TOP OR SOLE PLATE TO STUD, END NAIL

2 - 16D

STUD TO SOLE PLATE, TOE NAIL

3 - 8D OR 2 - 16D

6

DOUBLE STUDS, FACE NAIL

10D - 24" O.C.

F1

DOUBLE TOP PLATES, FACE NAIL

10D - 24" O.C.

DOUBLE TOP PLATES, MIN. 4'-0" OFFSET OF END JOINTS, FACE NAIL IN LAPPED AREA

4 - 10D

TOP PLATES, LAPS AT CORNER AND INTERSECTIONS, FACE NAIL

2 - 10D

BUILT UP HEADER, TWO PIECES WITH 1/2" SPACER

16D - 16" O.C. ALONG EACH EDGE

CONTINUED HEADER, TWO PIECES

16D - 16" O.C. ALONG EACH EDGE

CEILING JOIST TO PLATE, TOE NAIL

3 - 8D

CONTINUOS HEADER TO STUD, TOE NAIL

4 - 8D

CEILING JOIST, LAPS OVER PARTITIONS, FACE NAIL

3 - 10D

CEILING JOIST TO PARALLEL RAFTERS, FACE NAIL

3 - 10D

RAFTER TO PLATE, TOE NAIL

2 - 16D

BUILT-UP CORNER STUDS

10D - 24" O.C.

BUILT UP GIRDERS AND BEAMS, 2-INCH LUMBERS LAYERS

10-D NAIL EACH LAYER

4:12

JOIST TO SILL OR GIRDER TOE NAIL

CELL (406) 253-3134

3:12

2614 WEST JAYTON DR.
MERIDIAN, ID 83642

ANY STUD IN AN EXTERIOR WALL OR BEARING PARTITION MAY BE CUT OR NOTCHED
TO A DEPTH NOT EXCEEDING 25 PERCENT OF ITS WIDTH. STUDS IN NONBEARING
PARTITIONS MAY BE NOTCHED TO A DEPTH NOT TO EXCEED 40 PERCENT OF A
SINGLE STUD WIDTH. ANY STUD MAY BE BORED OR DRILLED, PROVIDED THAT
THE DIAMETER OF THE RESULTING HOLE IS NO GREATER THAN 40 PERCENT OF
THE STUD WIDTH, THE EDGE OF THE HOLE IS NO CLOSER THAN 5/8" TO THE
EDGE OF THE STUD, AND THE HOLE IS NOT LOCATED IN THE SAME SECTION AS
A CUT OR NOTCH. EXCEPTION: A STUD MAY BE BORED TO A DIAMETER NOT
EXCEEDING 60 PERCENT OF ITS WIDTH, PROVIDED THAT SUCH STUDS LOCATED
IN EXTERIOR WALLS OR BEARING PARTITIONS ARE DOUBLED AND THAT NOT
MORE THAN TWO SUCCESSIVE STUDS ARE BORED.

MT ARARAT DESIGN

4:12

LINTEL SCHEDULE: (OR AS SHOWN)
UP TO 4'-0"
2 - 2X6
6'-0" 2 - 2X10
8'-0" & UP SEE SIZED VERSA LAM BEAMS

is not responsible for any structural
design or items shown herein
requiring engineering by a licensed
and certified structural engineer.

MIN. 1'-10" X 2'-6" ATTIC AND CRAWL SPACE ACCESS DOOR SHALL BE PROVIDED

AS FOLLOWS: 32" O.C. AT TOP AND BOTTOM AND
STAGGERED. TWO NAILS AT EACH ENDS AND AT SPLICES
2 - 16D AT EACH EACH BEARING

2" PLANKS
TOE NAIL

4 - 16D

FACE NAIL

3 - 16D

1

3 - 8D

RAFTER TIES TO RAFTERS, FACE
PLYWOOD AND WOOD STRUCTURAL PANELS, SUB FLOOR, ROOF AND WALL SHEATHING TO FRAMING, AND PARTICLEBOARD WALL SHEATHING TO FRAMING

DESCRIPTION OF BUILDING MATERIAL

5/16" - 1/2"

DESCRIPTION OF FASTENER

EDGE NAILING

INTERMEDIATE SUPPORTS

6D COMMON NAIL (SUB FLOOR, WALL)

6"

12"

6"

12"

8D COMMON NAIL (ROOF)
19/32" - 1"

8D COMMON NAIL

1 1/8" - 1 1/4"

10D COMMON NAIL OR 8D DEFORMED NAIL

6"

12"

1/2" GYP SHEATHING

1 1/2" GALV ROOFING NAIL

4"

8"

4"

8"

6D COMMON - 1 1/4" SCREW, TYPE W OR S
5/8" GYP SHEATHING

1 3/4" GAL ROOFING NAIL
8D COMMON - 1 5/8" SCREW, TYPE W OR S

PLYWOOD AND WOOD STRUCTURAL PANELS, COMBINATION SUB FLOOR UNDERLAYMENT TO FRAMING

3/4" AND LESS

6D DEFORMED NAIL OR 8D COMMON NAIL

6"

12"

7/8" - 1"

8D COMMON NAIL OR 8D DEFORMED NAIL

6"

12"

1 1/8" - 1 1/4"

10D COMMON NAIL OR 8D DEFORMED NAIL

6"

12"

SCALE

PRESSURE - TREATED SILL SHALL BE TREATED TO RETENTION LEVEL OF 0.40
SILL PLATES WILL HAVE A MIN. OF TWO BOLTS PER PIECE AN ONE BOLT WITHIN 1'-0" OF END JOINTS

(SEE PLAN)

NTS
DATE

JOISTS AND RAFTERS SHALL NOT BE NOTCHED WITH IN THE MIDDLE THIRD OF THE MEMBERS. NOTCHING AT THE
ENDS OF FLOOR JOISTS, EITHER AT THE TOP OR AT THE BOTTOM, MAY NOT EXCEED 1/4TH OF THE DEPTH OF THE
JOIST. NOTCHES ELSEWHERE MAY NOT EXCEED 1/6TH THE DEPTH OF THE MEMBER ITSELF. RAFTERS AND CEILING
JOISTS MAY BE NOTCHED AT THE ENDS BUT NEVER MORE THAN 1/4TH OF THE DEPTH OF THE MEMBER. NOTCHING
ON THE TOP OF THE RAFTER OR CEILING JOIST MAY NOT EXCEED 1/3RD OF THE DEPTH AND MAY NOT BE FARTHER FROM
THE FACE OF THE SUPPORT THAN THE DEPTH OF THE MEMBER. ALL HOLES MUST BE A MINIMUM OF 2" FROM THE TOP
AND BOTTOM. THE HOLE MAY NOT EXCEED 1/3RD OF THE DEPTH OF THE MEMBER.

1/8/2021
JOB #

SHEET

S4

RAFTER BIRD'S MOUTH SHALL NOT BE CUT GREATER THAN 1/3RD OF THE DEPTH OF THE RAFTER

2

Roof Plan
1/4" = 1'-0"

JOANNA CHUNG
WHITEFISH, MT

ROOF RAFTERS TO RIDGE, VALLEY OR HIP RAFTERS:

FRAMING NOTES
NTS
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RESOLUTION NO. 21-___
A Resolution of the City Council of the City of Whitefish, Montana, adopting the Whitefish
City Cemetery Policy and Procedures.
WHEREAS, the City of Whitefish operates the Whitefish City Cemetery for the use and
benefit of the public as a place of burial and reflections; and
WHEREAS, the City has prepared policies and procedures governing the Whitefish City
Cemetery to regulate activities in the cemetery; and
WHEREAS, City staff and the City Council have reviewed the current Whitefish City
Cemetery Policy and Procedures.
NOW, THEREFORE, BE IT RESOLVED by the City Council of the City of
Whitefish, Montana, as follows:
Section 1: That the Whitefish City Cemetery Policy and Procedures attached hereto as
Exhibit “A,” and incorporated herein by reference, is hereby adopted and approved.
Section 2: This Resolution shall take effect immediately upon its adoption by the City
Council and signing by the Mayor thereof.
PASSED AND ADOPTED BY THE CITY COUNCIL OF THE CITY OF
WHITEFISH, MONTANA, ON THIS _______ DAY OF ____________ 2021.

John M. Muhlfeld, Mayor

ATTEST:

Michelle Howke, City Clerk
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CITY OF WHITEFISH
CEMETERY POLICIES AND PROCEDURES
These regulations adopted by Whitefish City Council on ____________ regulate the use of the
Whitefish Cemetery by the public. These regulations may be amended or superseded by new rules
and regulations adopted by the City Council. All lot purchasers and persons using the cemetery
shall comply with these regulations and any amendments thereto or subsequent rules and
regulations.
These rules and regulations are adopted for the purpose of providing an attractive and safe
cemetery grounds and to maintain the integrity and beauty of the cemetery while allowing for the
expression of respect, grief, and loss for those that are interned therein.
LOT OWNERSHIP AND PRIVILEGE
1.
Nature and Extent of Rights Acquired: Upon payment of the purchase price of a space, the
purchaser acquires the rights of burial in said space, subject to the policies and procedures of the
cemetery.
The City retains title to the cemetery property. A burial certificate will be issued to each
purchaser after fees are paid in full.
2.
Descent and Inheritance of Burial Rights: Burials by or of heirs, after the original parties
named on burial certificates are deceased, requires the permission of living heirs, in writing.
City of Whitefish shall, in no way, be held responsible for failure to properly determine
the legal successor ship of the said space owner.
The heirs are entitled to the same use of the space as the original owners and are bound
by the same policies and procedures.
3.
Transfer of Burial Rights: Owners of burial certificates may transfer their burial rights to
other parties. Record of the transfer shall be provided in writing to the City Clerk. The files located
in the City Clerk’s office are to be considered the correct record. Any discrepancy between the
City Clerk’s files and the certificate of burial rights will be considered a clerical error. The City
reserves the right to recall, correct and reissue certificates.
4.
Re-Sale/Re-Purchase: Only the City of Whitefish may re-purchase any unused grave, or
columbarium niche that the original owner wishes to sell. Third party sales are prohibited. The
City of Whitefish shall repurchase the unused location for the original purchase price. For repurchase, the City of Whitefish shall require the following information be presented as evidence
of ownership to the City.
a. Original Ownership/Assignment Documents. The original document of ownership or
title evidencing the ownership of the said location issued at the time of sale must
accompany the written, notarized request for the following:
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•
•
•

Written grave assignment(s) which are required to be on file in the City Clerk’s
Office.
Original “Deed” or “Bill of Sale” document from the original purchaser of the
grave(s) or columbarium niche noting location.
Heirs must have legal grave assignment documents showing that heirs have a legal
right to the “right to inter” in the grave(s), or columbarium niche.

b. Will/estate. Heirs must be identified recipients called out in a will or estate by a legal
document in writing that states the grave assignment(s) to heirs, including the following
legal documentation:
•
•
•
•

Original burial certificate document and/or a conveyance of assignment.
Grave location.
Legal document showing grave assignment(s) in the will or estate for heirs to use.
If there are no legal documents showing grave assignments, the grave(s) must
remain unused indefinitely.
ORNAMENTATION & BEAUTIFICATION

All decorations must be contained within the headstone collar; those that are not will be removed.
City is not responsible for broken, damaged, or stolen materials.
1.
Planting of flowers, trees, and shrubs: Prior to planting flowers, trees or shrubs in the
cemetery written permission must be obtained from the City. The City has the right to deny any
request for planting flowers, trees, and shrubs.
2.
Planting Vegetation: Planting of any vegetation in the cemetery without permission from
the City is prohibited. Flowerbeds are not allowed in any part of the cemetery, except for those
designated by the City for the benefit of the entire community. Objects used in planting, including
but not limited to water cans, flower holders and garden utensils, are the responsibility of the owner
to remove from the cemetery and may not be left on the cemetery grounds.
3.
Removal of flowers, trees, and shrubs: No person other than cemetery or City staff may
remove or prune trees or shrubs within the cemetery grounds unless otherwise permitted or remove
or damage any other type of foliage on the cemetery grounds, whether the foliage is wild or
cultivated.
4.
Ornamentation: Planter boxes, toys, flags, pinwheels, balloons, shells, solar lights and/or
decorations which are placed on or around graves or lots that are deemed by the City to be
hazardous or to create a maintenance problem will be subject to removal by City staff or grounds
crew without notice.
5.
Prohibited Material: Glass of any kind including vases, ceramic statutes, terracotta pots,
and other breakable decorations.
6.

Hanging Objects: Hanging objects from trees in the cemetery is prohibited.
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7.
Fences and Edging: No fence, railing, topping, brick edging, or hedge may be placed
beside or around any burial space, except for sections designated by the City.
8.
Architectural Structures: No vases, seats, benches, rock works, or other architectural
structures may be installed in the cemetery without the written permission of the City Clerk and/or
groundskeeper.
9.
Cremation Lots: Approved vases will only be allowed in the cremations section of the
cemetery. Vases must be of the type that can be returned to a flush position for mowing. Fresh and
artificial flowers will be allowed only if they are in approved vases and must be removed when
the flowers become wilted or become unsightly as determined by the groundskeeper.
10.
Shepherd Hooks and wrought iron arbors: Shepherds hooks must be mounted within the
concrete collar of the marker and the curve of the hook must curve in and hang over the memorial.
Wrought iron arbors must be contained within the memorial collar and still provide the required
6” mowing strip. No shepherds hooks or wrought iron arbors are allowed in Sections G, or the
“Baby” lots of Section D.
11.

Artificial Flowers:

Artificial flowers or decorations may be placed on cemetery grounds during the months of April
through October, subject to the following conditions:
a. Any artificial flowers or decorations left in the cemetery may be removed at any time
without notice by cemetery staff when the flowers or decorations become unsightly, or a
maintenance problem as determined by the Cemetery groundskeeper.
b. Memorial Day: The artificial flowers must be removed within seven (7) days after the
official Memorial Day holiday.
c. Exceptions:
•
•
•
•

Artificial flowers may be placed on grave sites at the time of internment but must
be removed within 14 days after the internment.
Seasonal flowers may be placed on grave sites at the time of internment but must
be removed within 14 days after the internment.
Thanksgiving, Christmas, and Easter decorations must be removed when they
become unsightly or no longer match the season.
Artificial flowers may be placed on grave sites on the anniversary of death or date
of the person interred. The decorations must be removed within seven (7) days of
the date of the anniversary.

12.
Access: No objects may be placed in the cemetery that restrict access by others through
the cemetery or interfere with the maintenance of the cemetery grounds or buildings.
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13.
Removal at Owner’s Expense: Any item or vegetation placed in the cemetery that violates
these regulations or obstructs the maintenance of the cemetery or detracts from the appearance of
the cemetery grounds or buildings will be removed by the City at the owner’s expense.
MEMORIALS & MONUMENTS
1.
Vandalism and Theft: The City is not responsible for vandalism or theft of
memorials/monuments or any other items left in the cemetery.
2.
Type of Memorial/Monument: Memorials may be either upright or flush in sections A, B,
C, E and F of the cemetery. Memorials in section D require permission for upright or flush by the
City Clerk and/or groundskeeper. Memorials in section G and the “Baby” section of D require all
flush markers. All memorials in the cremation and Veteran sections must be mounted flush to the
ground. Flush memorials will be the only allowable marker for the burial of ashes on an existing
grave. No memorials are allowed that are made of wood, concrete, plastic, porcelain, non-durable
materials or are homemade. All memorials must be approved by the City Clerk and/or
groundskeeper.
3.

Columbarium Niche: All niches shall be uniform in engraving and color.

4.
Size of Memorial/Monument: All memorial/monuments must conform to the following
size limitations: For the purpose of these regulations, the width shall be the dimension of the
memorial as it is to be placed on the gravesite measured from one side of the grave to the other.
Depth is the dimension of the memorial as it is to be placed on the grave measured from the top
(head) of the grave site to the bottom, regardless of the orientation of the grave. All
memorials/monuments require approval from the City Clerk and/or groundskeeper.
a. The width of a single lot memorial, including the foundation, may not exceed fifty inches
(50”) including the 6” mowing strip.
b. The depth of a memorial may not exceed twenty-four inches (24”) including the 6”
mowing strip.
c. Double lot memorials will be allowed on two adjacent lots. Dimensions will need to be
pre-approved by the City Clerk and/or groundskeeper.
d. The height of memorials may not exceed forty-eight inches (48”) without prior approval
from the City Clerk and/or groundskeeper.
e. No garden paving or patio type block is allowed as an extension of the memorials’ collar.
f. Foundations made of concrete must have reinforcement within concrete and be a
minimum of 4” in thickness. Both granite and concrete collars must extend a minimum of
6” on all sides of memorial (including vase or other décor).
g. A bench may be used as a grave monument; however, park benches are not allowed. All
bench requests must comply with monument guidelines and require pre-approval by the
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City Clerk and/or groundskeeper. A drawing is required that shows the bench design;
layout on the foundation and must include all measurements for the bench and foundation.
24” by 50” foundation accommodates a 36” monument on a grave
50” Max
6” Min Mow Strip

24” No
Exceptions

6” Min
Mow
Strip

Will accommodate a 36” monument

5.
Restrictions: The City shall have authorization to review, approve, or reject any
monuments placed or presented for placement on the Whitefish City Cemetery grounds that do
not meet the integrity of the Whitefish City Cemetery.
a. Sections of the Whitefish City Cemetery grounds may be designated and reserved by
the City for designation of specific types of monuments.
b. Monuments must be placed centered on the grave(s). The monuments must be located
on the grave of the decedent as named on the monument with the exception of memorials.
6.
Nonconforming Memorials: The City is not responsible for damage to any
nonconforming memorials or decorations.
7.

Memorial/Monuments Installation:
a. All memorials and monuments must have a granite or concrete foundation.
b. No memorial/monument may be placed without prior approval of the City Clerk and/or
groundskeeper, and confirmation of the exact plot location.
c. All memorial/monuments must be set by a monument company approved by the City.
No monument work is permitted in the cemetery on weekends or holidays or after 3:30
p.m., or the day before Memorial Day, unless prior appointment or approval has been
granted by the Cemetery groundskeeper.
d. Memorials will be allowed at the head of the single grave or double lot. Foot markers
must be placed flush with the ground at the opposite end of the grave as the memorial.
e. Cremation memorials will be allowed on an existing grave and must be mounted flush
with the ground in line with existing head markers.
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8.

Removal/Moving of Memorials/Monuments:
a. Memorials/Monuments already installed that impede the opening or closing of a grave
will be moved by the cemetery staff at the expense of the owner of the memorial or the
surviving family members if the owner is deceased.
b. Memorials/Monuments that become damaged or are a hazard to patrons of the cemetery
or cemetery personnel may be either repaired or removed. The owner of the memorial or
the owner’s surviving family shall be responsible for the cost of the repair or removal if
the work is performed by City personnel.
c. Memorials/Monuments placed in violation of these regulations or which interfere must
be removed. If a marker has to be removed by the City, the cost of the removal will be
assessed against the company illegally placing the memorial or legal lot owner.

9.

Temporary Markers:
a. One temporary memorial may be placed on the grave site for a maximum of one (1) year
pending the installation of a permanent memorial/monument.
b. The temporary memorial must be removed at the time the permanent marker/monument
is installed.
c. Temporary memorials will not be replaced or repaired by the City if damaged or
destroyed by routine maintenance.
d. Temporary memorials must meet the cemetery or funeral industry standards and cannot
be made of wood, concrete, plastic, porcelain, non-durable materials; or homemade. All
temporary memorials must be inspected through the City Clerk and/or groundskeeper.

10.
Cleaning and Repair: Maintenance and cleaning of a memorial/monument is the
responsibility of the lot owner and not the responsibility of the City of Whitefish.
INTERMENT/INURNMENT
1.
Notice: Two (2) working days’ notice must be given to the cemetery and confirmation
received from the City Clerk for the opening and closing of a grave. Notice must be given during
regular business hours of the City and may not be left on the answering machine or other electronic
devices.
2.

Grave Opening: Grave openings and closing may only be done by employees of the City.

3.
Disinterment: No disinterment shall take place without presenting the property units as
required by the state of Montana and arrangements for the disinterment made with the cemetery at
least one week prior to the disinterment.
a. Damage during Disinterment: The City will not assume any responsibility for damages
to cremation containers or caskets during disinterment and reburial. The party requesting
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the disinterment shall accept the responsibility for any damages and any costs relating to
those damages.
4.

Multiple Burials:
a. Lawn-crypts are not allowed.
b. Burial in a full-size lot is limited to:
•
•
•

One casketed burial (deepest) and four inurnments that are placed in cremation
urns: or
Four (4) cremated remains in urns.
Disinterment of cremated remains is prohibited if placed prior to full burial.

c. Burial in a Cremation lot/Columbarium Niche
•
•

One inurnment will be allowed in a cremation lot.
Two inurnments are allowed in the above ground Columbarium niche units

5.
Scattering Cremated Remains: The scattering of cremated remains is not allowed on
cemetery grounds.
CONDUCT IN THE CEMETERY
1.

Fireworks: Fireworks are not allowed on or within the cemetery grounds

2.

Animals:
a. No person shall hunt or disturb any animal life on cemetery grounds. This prohibition
shall not apply to wildlife management personnel or animal control officers while
performing their official duties.
b. Pets shall be restrained and under the strict control of some person in charge of such pet
by means of a rope, strap, chain, or leash, securely fastened to such pet, and held by such
person in charge. Such person shall remove any feces deposited by such pet.
c. Service Animals are allowed

3.
Alcohol/Drugs: Possession or use of alcoholic beverages or illegal drugs is prohibited on
the cemetery grounds.
4.
Boisterous Behavior: Boisterous behavior or activities are not allowed on the cemetery
grounds.
5.
Vandalism: Vandalism is prohibited on the cemetery grounds, including but not limited
to, defacing any wall, marker or memorial or activity that changes the cemetery grounds in any
way.
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6.
Tents: Tents are allowed during ceremonial services only. Tents shall be no larger than
10’ x 10’ and shall not be staked into cemetery grounds and shall be removed immediately after
the ceremonial service.
ENFORCEMENT
1.
Authority: The City Clerk and/or groundskeeper has the authority to enforce these
regulations and to remove any property in the cemetery in violation of these regulations or to
exclude from the ground any person violating these rules.
2.
Non-exclusive: The enforcement authority set forth in these regulations is not exclusive
and the City may enforce these regulations in any other lawful manner.
CORRECTION OF ERRORS
The City reserves the right to correct any errors made by its employees, including those relating to
the marking of the location or boundaries of a burial site.
THESE REGULATIONS ARE SUBJECT TO CHANGE
It is the responsibility of the lot owners to know the rules and regulations. It would be prudent for
any person to contact the City of Whitefish before any augmentation of a burial site is considered.
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Staff Report
To:

Mayor John Muhlfeld and City Councilors

From:

Michelle Howke, Administrative Services Director/City Clerk

Date:

March 30, 2021

Re:

Resolution adopting Policies and Procedures for City Cemetery
______________________________________________________________________

Introduction/History
City Council adopted Resolution No. 48, on November 19, 1917 which established the Whitefish
City Cemetery located on Highway 93 West. Community funds were raised, and the cemetery
site was purchased from the Whitefish Land Company for $675.00.
The cemetery was annexed into the City in 1979 by Ordinance No. A-333. The cemetery was
platted into seven sections, A through G, and developed by sections, providing for approximately
2,760 burial lots. In June 2014, the City installed the Columbarium Niche Wall which provides
40 niches (up to two urns per niche) for cremated remains.
Current Report
The City Clerk’s office manages the ownership and interment records for the cemetery, and
contracts with Whitefish Lake Golf Course to maintain the grounds. To provide consistency
between the City and grounds crew, regulations are necessary to operate and maintain a cemetery
that is beautiful, dignified and an appropriate final resting place. Policies and procedures will
allow staff to maintain the integrity and beauty of the cemetery and provide an attractive and safe
cemetery while allowing for the expression of respect, grief, and loss for those that are interned
therein. All lot purchasers and persons using the cemetery shall comply with these regulations.
Financial Requirements/Impacts
There is no additional cost to the City.
Recommendation
Staff respectfully recommends that the City Council approve the proposed resolution adopting
the Whitefish City Cemetery Policies and Procedures.
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CITY MANAGER’S REPORT
March 30, 2021
COVID-19 PANDEMIC
On April 1, 2021, all individuals 16+ are eligible for a COVID-19 vaccination. The Flathead CityCounty Health Department is providing vaccinations to individuals and you can fill out a form
online here or call the COVID-19 Vaccine line at 406-751-8119 and leave a voicemail. Individuals
are asked to leave a voicemail with their name, date of birth, and phone number, and the Health
Department will return calls to schedule appointments based on weekly vaccine allotments. Calls
for scheduling will be returned in the order in which they are received, and individuals should only
leave one voicemail.
City volunteers, including community members and employees, continue to help fill non-clinical
positions at the Whitefish COVID-19 Vaccination Clinics held on Thursdays at Grouse Mountain
Lodge. The location is anticipated to move to the Armory Building starting May 1st.
The City received its final request for reimbursement from the CARES Act funds allocated to local
governments and administered by the State. With the new American Rescue Plan Act of 2021, we
anticipate receiving approximately $2M with half received before the end of the fiscal year and
the remaining portion next fiscal year. There are also grant programs that will be created at the
State level that we will look into once created as they focus on water, wastewater, and
communications (broadband, public safety, cell towers).
MONTANA STATE LEGISLATURE SESSION
We continue to monitor numerous bills for potential impacts to the City. As of today, there have
been 712 House Bills and 408 Senate Bills introduced. The last day to introduce appropriation
bills, revenue bills, and bills proposing referenda was March 29th. May 11th is the last day of the
session, which was extended. Below are some of the bills that we are tracking and their status:
HB121 requires local governing body to approve certain local boards of health actions. The bill
has passed the House and Senate. We will take into consideration the impacts of this bill as we
work to be party to the interlocal agreement that created the Flathead City-County Health Board.
HB137 generally revises vaping and alternative nicotine product laws. This bill was tabled in the
Senate Business, Labor, and Economic Affairs Committee. While this is great news, we will
continue to delay the preparation of the flavored tobacco products ordinance until after the
legislative session ends.
HB257 would eliminate the City’s face covering ordinance. A recent amendment to the bill now
makes it retroactive so any previously adopted ordinances would be unenforceable. The bill has
passed the House and the Senate referred the bill to committee. On March 22nd a hearing was held
on HB257 in the Senate Judiciary Committee. Executive action is pending.
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HB259 prohibits inclusionary zoning and would eliminate the City’s Legacy Homes Program. The
bill has passed both the House and Senate. It has been sent to enrolling and will then await
signatures by the Speaker of the House and President of the Senate before transmission to the
Governor for signature.
HB395 would prohibit the creation of new zoning districts during a governor declared state of
emergency but does allow for interim zoning ordinances. This bill was tabled in Committee and
missed the general bill transmittal date.
HB435 revises the civil liability laws for governments related to COVID-19. Like SB65 that
limited civil liability for businesses and was signed into law by Governor Gianforte, this bill does
basically the same for government entities. This bill passed the House and has been concurred by
the Senate Business, Labor and Economic Affairs Committee.
HB436 generally revises firearm laws. The bill would allow open carrying of firearms within
public buildings, as well as concealed permits. Originally the bill was drafted to allow for
unpermitted concealed carrying, but that appears to have been amended. A hearing with the Senate
Judiciary Committee was held in mid-March. No action has been taken so far.
HB501 revises criminal law related to trespassing by providing that failure to wear a face covering
or carry proof of vaccination may not be considered the crime of criminal trespass in a public place
paid for in whole or in part with taxpayer funds. This has passed the House and the bill was
concurred as amended by the Senate Judiciary Committee.
HB562 revises highway encroachment laws within a municipality. This bill would eliminate the
need for a temporary MDT encroachment permit along state highway routes in Whitefish, such as
parades, decorations, temporary signs, etc.
HB632 implements the receipt of and appropriates federal stimulus and COVID recovery funds
allocated to the State. Some of the grant programs, as drafted in the bill, would decrease by 20%
for any local government that has more stringent restrictions in place. Upon further review it does
not appear to impact the amount specifically identified as funds to be allocated to local
governments.
SB108 requires local governing body to approve local boards of health actions. This bill has passed
the Senate and had a hearing at the House Business and Labor Committee.
SB161 would allow for certain subdivision to qualify for an expedited review process. This bill
has passed both the House and Senate. We anticipate this will be signed by the Governor and will
require us to work through some amendments to our subdivision standards.
SB393 would provide for whole or in part remote public meetings.
SB397 would eliminate the ability of a local government from having specific regulations for
accessory dwelling units. Such items prohibited include parking requirements, owner occupied
requirements, requirement more onerous building standards or requiring separate utility services.
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The City adamantly opposes this bill. A hearing with the Senate Local Government Committee
was held on March 29th. We will closely monitor this bill.
SB398 is similar to HB137 and would not allow a local government from prohibiting the sale of
alternative and vapor nicotine products.
If interested, you can monitor what bills are being tracked by the MLCT here.
NEXT CITY COUNCIL MEETING
The next City Council meeting will be held on Monday, April 19th via WebEx. During the work
session, the City Council will review and discuss the goals for Fiscal Year 2022.
Respectfully submitted,
Dana M. Smith, CPA
City Manager
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north valley
food bank
March 11 , 2021
City Council
City of Whitefish
418 E 2 nd Street P.O. Box 158
Whitefish, MT 59937
Dear City Council Members,
In the past year North Valley Food Bank has responded to a dramatic increase in food bank customers
throughout the northern reaches of the Flathead Valley. In 2020, North Valley Food Bank provided over
30,000 weekly groceries to families in Whitefish as well as those living between Essex to the Yaak.
Nowadays, almost 500 people use North Valley Food Bank ' s drive-thru food distribution services in
Whitefish weekly. In the past year, North Valley Food Bank added four mobile pantries in Essex,
Evergreen, Trego and Olney to our services. Additionally, North Valley Food Bank has been suppo1ting
smaller food pantries throughout the N011hern Flathead by storing food for them and delivering it to
them in our refrigerated truck. All in all, North Valley Food Bank moved over 500,000 pounds of food
through its building in 2020. What seemed like a more than adequate food bank building for Whitefish
when it was built is now "bursting at the seams" .
This year, North Valley Food Bank is expanding the existing building in order to increase refrigeration
and freezer space to store and distribute more nutritious, perishable foods. North Valley Food Bank
would also like to expand its dry-goods warehouse space and loading dock to keep up with the
additional routes throughout the Northern Flathead Valley.
Later in the year as the pandemic subsides , North Valley Food Bank would like to switch to a "Choice
Model" and offer its customers the option of choosing the food they would like to have each week in the
food bank instead of receiving pre-loaded boxes in the drive-thru. This grocery store model has the
potential to reduce food waste since people will only receive the food they have selected for
themselves . Moreover, No1th Valley Food Bank suppo11s the more dignified approach of allowing
customers to choose food versus getting whatever food is available that week.
North Valley Food Bank intends to install a commercial kitchen in the building in the final phase of the
renovation project. A commercial kitchen would allow the No11h Valley Food Bank team to offer food
preparation skills trainings to targeted groups such as youth-at-risk and people with disabilities . These
trainings will lead to additional paitnerships with Whitefish ' s many restaurants and hotels to build their
251 Flathead Avenue
Whitefish, MT 59937

www .northvalleyfoodbank.org
admin@northvalleyfoodbank.org
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406.862.5863
Since 1976

future work force. A commercial kitchen would also allow N01ih Valley Food Bank to preserve more
food from local growers for distribution to our customers.
The total cost of this expansion of North Valley Food Bank is $1,183 ,559. So far, North Valley Food
Bank has raised $578,325 leaving a balance of $605 ,234 to raise to complete the project.
We would lo ve for the City of Whitefish to join our effotis of addressing food insecurity in the Flathead
Valley through a donation that will support our remodel. I would be delighted to fmiher discuss our
programs and fundraising needs with you or join your next City Council meeting to answer any
questions you may have.
Thank you for considering our request,

Sophie Albe11
Executive Director
North Valley Food Bank

251 Flathead Avenue
Whitefish, MT 59937

www.northva lleyfoodbank.org
admin@northvalleyfoodbank.org
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406 .862 .5863
Since 1976

Whitefish City Beach Traffic & Safety
03/19/21
Hi Whitefish City Council,
Our tiny town is growing quickly. During peak seasons: traffic, parking overflow, and tourism
drive-bys have created safety hazards in the City Beach neighborhood. Furthermore, increased
residential developments in the neighborhood have and will continue to add more thru-traffic.
We created an online petition to try to gauge interest and concern in the neighborhood, and to
attempt to address the issue before the summer influx.
Below is the original petition and comments from the community:
https://www.change.org/whitefishcitybeach
____________________________________________________
Hello Whitefish City Beach Neighborhood!
Many of us have noticed the increased traffic throughout the neighborhood over the past few years, and with it an
increase in speeding. It’s most obvious on Edgewood, but affects us on the neighborhood level as well. Few drivers
adhere to the posted 25mph signs. As I’m writing this, I've seen multiple cars speed down Dakota Avenue on what
we call the 'beach loop'.
As we see residential increases in the city beach neighborhood we would appreciate more attention from the city to
prevent any future accidents and slow the current traffic down. With the completion of the housing projects on
Skyles, Edgewood and Wisconsin, the traffic increase will become worse. We have seen that Dakota Avenue, Iowa,
Minnesota and of course Edgewood are going to be used as 'alternative’ routes for traffic.
As you know, Dakota, Woodland, Minnesota and Skyles are all adjacent to Soroptimist park. I watch as many
neighborhood kids on bikes traverse through the neighborhood, crossing streets without the protection of traffic
signs. Unfortunately, I feel it’s just a matter of time before an accident happens.
It’s time that the city addresses neighborhood traffic and safety concerns.
Would simple 4-way stop signs curb speeding significantly?
Would speed bumps placed at each intersection be more effective?
We are aware that the city completed a speed study two years ago on Dakota Ave. However, it was in the middle of
winter and we all know that the city beach neighborhood traffic swells significantly in the Summer. We suggest the
city re-do this speed study in the summer months of July and August, where the metrics would garner very different
results.
We would like to present this request to the city in an efficient and safe manner. If you agree with the above concern
for the City Beach area please sign and add any additional concerns or solutions.
Thanks for your time!
Neil Stuber
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Comments from the community:
I'm a huge proponent of one ways and stop signs. I do think Dakota should be a one-way, northbound. That would
help with some of the through traffic around the beach area. The city actually has it on recommendation from 2009 (I
think) to make the city beach loop one-way, in hopes to avoid two vehicles and pedestrians meeting at the top of
Skyles hill. I've lost count as to the number of near misses between bikes, pedestrestians, and vehicles.
Scott Countryman
I agree - anything but no speed pumps - live on Idaho Avenue and I follow the 25 mph speed limit - video camera
speed signs are great but expensive - would work great on Edgewood for the Beach traffic.....trailer parking is
another issue as the driver has to run from the beach to the parked trailer and then speed back to the beach before
someone gets mad at him for blocking the launching ramp - leaving the diesel truck running while at the ramp is
another problem (there is a sign but no enforcement).....
Living on Idaho Ave. with kids running all over our neighborhood, especially in the summer months, we are very
concerned about the speed on our street and it will only increase exponentially with all the new housing being built
in our neighborhood. Four way stops AND speed bumps seem like good solutions. Something must be done! Let’s
explore all ideas...
Cheri Aronsson
I'm not sure reduction in speed signs make any difference? We posted our own 15 MPH signs in hopes of having
traffic slow down, but the city removed them : / I do know that even I slow down a mile or two an hour when I see
the speed-monitored signs, so I'm not even convinced that a 'speed study' benefits anyone in the long run... The
biggest potential for accidents seems to be at intersections, so It seems like STOP signs would be the most
effective way to slow down traffic. Anyone that wants to speed is going to, but making the length of the 'drag-strip'
shorter is a no brainer. If STOP signs were on the ballot, they'd have my vote :)
Neil Stuber
Our neighborhood experiences similar problems. speed being a major player. After a speed reduction to 15 MPH, I
see little effect on travelers speed . Speed bumps may be annoying, through all high walking traffic, school, park
areas could consider random/temporary placing to unsuspecting racers!!
Coco Pickert
This has been a concern of mine for years, unfortunately I rarely see an officer make a lap on Dakota. As stated in
the narrative the increase in condos on Skyles and The Quarry will significantly produce more vehicles looking for a
better and quicker way to Wisconsin which leaves the residents of Dakota vulnerable to these drivers. The rate of
speed that can be produced from Skyles to Edgewood is astonishing. 20 is Plenty.
Ben Walker
Living at the corner of Dakota snd skyles has been crazy this last year. Way to many “close calls”
lisa kelley
I have seen children, pets and bikes nearly hit on the pedestrian walk of Dakota and Edgewood. Speeding down our
street is a serious problem.
Shane Foster
I live one house away from the corner of Dakota and Skyles, I see multiple cars run that stop sign every day. I dread
the day that someone gets hit by a car. That would be tragic!
Lynnett Gobel
We live on the corner of Dakota and Edgewood. We are extremely interested in helping organize this movement and
hope the neighborhood can get organized and get neighbors in touch with one another. We are seeing people race
down Edgewood (especially at sunset and when the weather is nice). We have also seen the increased pedestrian
traffic in front of our house. We have seen bike and pedestrian accidents at the Dakota/Edgewood crosswalk. I
wrote to a city council member but nothing has been done. I also have an Amazon cart filled with street signs that
I'm planning to use myself. We need to get organized and make sure our collective concerns are addresses. Thank
you for starting this!
James Cannava
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Would also like to point out...traffic load has increased 10 fold on Woodland. Although a "dead end" street, it is
being used as a by-pass on to Dakota as well. I used to have 1-2 cars come up Woodland a day, in the last 10
minutes, 6 have literally used to to access Dakota without stopping...just a matter of time. Woodland is heavily used
by kids and bikes!
Local NBC station stopped by as I was outside raking leaves to get more info on this petition. The very nice reporter
Vanessa is interviewing Dana Smith today! Let's hope we can get some traction to help make the neighborhood
traffic loads safer! I don't want to see another deer, cat or kid get hit by a speeding car!
Corrie Colbert
I live in the City Beach neighborhood on Dakota Ave. A child will be hurt someday as vehicles drive way too fast on
the streets. There are blind spots on the hills and traffic is increasing due to increased housing in the neighborhood
and due to the valley’s population increase. Planning needs to take place to keep the neighborhood safe.
Stephanie Gordon
( A full list of signatures is provided below. )
Petition Update 03/16/21:
I've been informed that speed bumps are not an option, as snow plowing is rough enough in the neighborhood.
From the conversations we've been having both via social platforms and in-person it seems like the truncated
priority list of concerns are:
1. Edgewood ( stop signs at all cross walks to walking paths: Iowa, Minnesota, Dakota ).
2. Skyles ( 4-way stop signs at: Iowa, Minnesota )
3. Soroptomist Park foot/bike traffic flow ( 4-way stop signs at: Waverly/Dakota, Waverly/Minnesota,
Woodland/Dakota, Woodland/Minnesota )
I'll compile all comments and submit to the city this Friday the 19th. If any of you have any additional
suggestions/solutions about specific cross-streets or details please add them to the petition.
Thanks for your participation!
Neil Stuber

Further note to council 03/19/21:
To continue the conversation with the community, It is most likely that specific commenters above are open
to being contacted directly.
Municipalities, regardless how efficient move at glacial speed in the eyes of citizens. While we understand
the tendency of bureaucratic institutions to fall back on third party professional studies, we would argue that
the neighbors that live in the area see and experience more than a few cameras temporarily placed in plain
sight of drivers will record. As we all know the observed is always affected by the observer.
While all comments above should be considered, I do believe that the truncated list in the ‘update’ above has
the most success of course correction with low investment in the interim.
Please proceed with simple, low-investment actions before the beach/boat/tourist rush of summer.
Best,
-

Neil Stuber & concerned Whitefish City Beach residents
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Signatures
Name

Location

Date

Neil Stuber

Whiteﬁsh, MT

2021-03-08

Kelly West

Whiteﬁsh, MT

2021-03-08

Cor Colbert

Whiteﬁsh, MT

2021-03-09

Kellie Cahill

Whiteﬁsh, MT

2021-03-09

Michelle Saurey

Whiteﬁsh, MT

2021-03-09

Shawna Moore

Whiteﬁsh, MT

2021-03-09

Erin Hawley

Whiteﬁsh, MT

2021-03-09

Kathryn Kelly

Whiteﬁsh, MT

2021-03-09

Nathan Wyatt

Whiteﬁsh, MT

2021-03-09

Peter Moore

Polebridge, MT

2021-03-09

Edward Rainford

Whiteﬁsh, MT

2021-03-09

Pat Colbert

Kalispell, MT

2021-03-09

Marni Edmiston

Billings, MT

2021-03-09

Joshua Hirsch

Whiteﬁsh, MT

2021-03-09

Linda Ray

Whiteﬁsh, MT

2021-03-09

Stephanie Gordon

Whiteﬁsh, MT

2021-03-09

Jamie Lyman

Whiteﬁsh, MT

2021-03-09

Omar Almi

Sterling Heights, US

2021-03-09

Kelly Nestelroad

Kansas City, US

2021-03-09

Isela Garcia

Moses Lake, US

2021-03-09
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Name

Location

Date

Michelle Scott

Whiteﬁsh, MT

2021-03-09

Keith Gardner

Whiteﬁsh, MT

2021-03-09

Jamie Pearce

Whiteﬁsh, MT

2021-03-09

Jaime Wyatt

Kettle Falls, MT

2021-03-09

Judith Little

Kalispell, MT

2021-03-09

Pamela Barberis

Whiteﬁsh, MT

2021-03-09

Heather Fern

Kalispell, MT

2021-03-09

greg donnino

Kalispell, MT

2021-03-09

Shelby Bauman

Whiteﬁsh, MT

2021-03-09

Kevin Bauman

Whiteﬁsh, MT

2021-03-09

Amy Boring

Whiteﬁsh, MT

2021-03-09

Sally Kelley

Whiteﬁsh, MT

2021-03-09

Sandy Nogal

Kalispell, MT

2021-03-09

Brenden Cahill

Whiteﬁsh, MT

2021-03-10

Michael Meador

Whiteﬁsh, MT

2021-03-10

Joselyn Jolly

Whiteﬁsh, MT

2021-03-10

Tat’yana Mironov

Bigfork, MT

2021-03-10

Megan Grunow

Whiteﬁsh, MT

2021-03-10

James Cannava

Whiteﬁsh, MT

2021-03-10

Heather Chojnacki

Navarre, US

2021-03-10

Alison Brown

Carrollton, US

2021-03-10

Barry B. Benson

Las Vegas, US

2021-03-10
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Name

Location

Date

Khateeb Diggs

Philadelphia, US

2021-03-10

Mai Der Lee

Lena, US

2021-03-10

María Isabel Rangel

Houston, US

2021-03-10

Rachel Kim

Lexington, US

2021-03-10

Sarah Dyson

Evansville, US

2021-03-10

Rebekah Gary

Middletown, US

2021-03-10

Lasha Wells

Saint Petersburg, US

2021-03-10

Charles Bailey

Glasgow, US

2021-03-10

Lynnett Gobel

Whiteﬁsh, MT

2021-03-10

Noah Andres

Cleveland, US

2021-03-10

Devin Kelley

Whiteﬁsh, MT

2021-03-10

Timothy Good

Whiteﬁsh, MT

2021-03-10

Zak Anderson

Whiteﬁsh, MT

2021-03-10

Marissa Keenan

Whiteﬁsh, MT

2021-03-10

Zack Churchill

Whiteﬁsh, MT

2021-03-10

Shane Foster

Whiteﬁsh, MT

2021-03-10

Janis Walburn

Whiteﬁsh, MT

2021-03-10

jacob sohn

Sheboygan, US

2021-03-10

DiDonato Frank

Trenton, US

2021-03-10

jerry tucker

ludlow, US

2021-03-10

Sophia Ascanio

Henrico, US

2021-03-10

esteban devega

Wilmington, US

2021-03-10
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Name

Location

Date

Shannyn Mack

Arnold, US

2021-03-10

Natasha Barker

Las vegas, US

2021-03-10

Jean Chagnon

Montréal, US

2021-03-10

Angela Robinson

Valdosta, US

2021-03-10

Joshua Standiford

Lake Zurich, US

2021-03-10

Janelle Ramon

Miami, US

2021-03-10

Francesca Pagan

Staten Island, US

2021-03-10

Aman Kumar

Everett, US

2021-03-10

Mollee Meneghin

Hillsboro, US

2021-03-10

Joseph Short

Clovis, US

2021-03-10

Scott Robinson

Cedar Springs, US

2021-03-10

Brandon Wade

Livingston, US

2021-03-10

Abbie Warner

Springﬁeld, US

2021-03-10

Sakarie Hill

Fort Lauderdale, US

2021-03-10

Shrishti V

Atlanta, US

2021-03-10

Marcelo Tenezaca

Hackensack, US

2021-03-10

Andrew Matlack

Reading, US

2021-03-10

Stacy Kinney

Olive Branch, US

2021-03-10

Elm Woodson

Lawrenceville, US

2021-03-10

Marrissa juarez

Wichita Falls, US

2021-03-10

Valerie Graham

Pensacola, US

2021-03-10

Soﬁa White

Shrewsbury, US

2021-03-10
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Name

Location

Date

tara wheeler

Oakton, US

2021-03-10

Isabell Frenzel

Ham lake, US

2021-03-10

rini cole

San Clemente, US

2021-03-10

John Aday

Columbia, US

2021-03-10

Christine Henning

Jackson, US

2021-03-10

Trinity McGhee

Compton, US

2021-03-10

Ana’zjha Rudd

Mansﬁeld, US

2021-03-10

Sam Arneson

Orange, US

2021-03-10

Mariah Corona

Phoenix, US

2021-03-10

Shealah Vicente

Merchantville, US

2021-03-10

Briana Garcia

Gilroy, US

2021-03-10

lola ppm

Montezuma, US

2021-03-10

Nate Conners

Whiteﬁsh, MT

2021-03-10

Jeremy Conners

Saint Paul, MN

2021-03-10

Martha Conners

Saint Paul, MN

2021-03-10

Ben Walker

Manassas, MT

2021-03-10

Hannah Plumb

Whiteﬁsh, MT

2021-03-10

Allison Linville

Whiteﬁsh, MT

2021-03-10

lisa kelley

Whiteﬁsh, MT

2021-03-10

Maggie Conners

Spokane, WA

2021-03-11

Dan Conners

Saint Paul, MN

2021-03-11

Kristen Nix

Whiteﬁsh, MT

2021-03-11
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Name

Location

Date

Paul Alsippi

Whiteﬁsh, MT

2021-03-11

Katie Conners

Minneapolis, MN

2021-03-11

Tag Walker

Whiteﬁsh, MT

2021-03-11

Jennifer Cronin

Kalispell, MT

2021-03-11

Breanna Hopper

Whiteﬁsh, MT

2021-03-11

Coco Pickert

Kalispell, US

2021-03-11

Andrea Brew

Kalispell, MT

2021-03-11

Chris Crumal

Whiteﬁsh, MT

2021-03-11

Heidi Howeth

Whiteﬁsh, MT

2021-03-11

Ryann Vernon

Kalispell, MT

2021-03-11

Ali Good

Whiteﬁsh, MT

2021-03-11

Jonathan Kiraly

Whiteﬁsh, MT

2021-03-11

Michael Krzystyniak

Whiteﬁsh, MT

2021-03-11

Nicole Albee

Columbia Falls, MT

2021-03-11

Barb Cooke

Kalispell, MT

2021-03-12

Lois Linn

Whiteﬁsh, MT

2021-03-12

Nikki Cook

Kalispell, MT

2021-03-12

Emilie Henry

Kalispell, MT

2021-03-12

Lynne Hakkila

San Clemente, CA

2021-03-12

justin erikson

bigfork, US

2021-03-12

Denise Hanson

Kalispell, MT

2021-03-12

johnna hiatt

Kalispell, MT

2021-03-12
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Name

Location

Date

Roland Almer

Columbia Falls, MT

2021-03-12

Bridgett Decock

Kalispell, MT

2021-03-12

Mike Stratton

Alpharetta, GA

2021-03-12

D. R.

US

2021-03-12

Allie Maloney

Kalispell, MT

2021-03-12

Jerry Ruther

Dateland, US

2021-03-12

Renee Lewis

Kalispell, MT

2021-03-12

William Ramsell

Kalispell, MT

2021-03-12

Keith Blaylock

Kalispell, MT

2021-03-12

Yvette Goodlander

Kalispell, MT

2021-03-12

Kelly Eliason

Kalispell, MT

2021-03-12

Adele Zimmerman

Kalispell, MT

2021-03-12

Marsha Engleﬁeld

Whiteﬁsh, MT

2021-03-12

Deb Grandkoski

Whiteﬁsh, MT

2021-03-13

Cari Elden

Kalispell, MT

2021-03-13

Alyssa Olson

Kalispell, MT

2021-03-13

Cindy Rose

Bigfork, MT

2021-03-13

Marie Fleming

Whiteﬁsh, MT

2021-03-13

Michael Paul-Smith

Tooele, UT

2021-03-14

Aaron Alice Anderson

Whiteﬁsh, MT

2021-03-14

Teresa McDonald

Whiteﬁsh, MT

2021-03-14

Dick Allison

Lethbridge, Canada

2021-03-14
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Name

Location

Date

Holly Kemp

Kalispell, MT

2021-03-14

Maureen Hein

Whiteﬁsh, MT

2021-03-14

Brittney Crest

Whiteﬁsh, MT

2021-03-14

detreck Thompson

Whiteﬁsh, MT

2021-03-14

George Nix

Whiteﬁsh, MT

2021-03-15

Cheri Aronsson

Kalispell, MT

2021-03-15

kailey arnold

Orange, US

2021-03-15

Justin Truong

San Francisco, US

2021-03-15

Catalina Mosqueda

Daly City, US

2021-03-15

Hunter Smith

Boiling Springs, US

2021-03-15

Autumn Person

Cape Coral, US

2021-03-15

Amy Peck

Grand Blanc, US

2021-03-15

Barbra Hardy

Missoula, US

2021-03-15

Sydney Jones

Fort Worth, US

2021-03-15

Maribel Marulanda

New York, US

2021-03-15

Serena Shilleh

Florence, US

2021-03-15

Colline Mccune

Loudonville, US

2021-03-15

Kayleigh Berry

Chicago, US

2021-03-15

jamila brown

Brandon, US

2021-03-15

holly connors

US

2021-03-15

Scott Smith

Whiteﬁsh, MT

2021-03-15

Scott Countryman

Whiteﬁsh, MT

2021-03-15
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Name

Location

Date

Danielle Crawford

Whiteﬁsh, MT

2021-03-16

Robert Hayes

Whiteﬁsh, MT

2021-03-16
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The following pages were handed out at the City Council meeting the night of the meeting. They are
included here as an addendum to the packet.

Michelle Howke
From:
Sent:
To:
Subject:

Gale Munski
Thursday, April 1, 2021 8:37 AM
Michelle Howke
EXTERNAL - rezoning the west side of Kalispell Ave to W2 (please forward this to the
Council meeting tonight)

ATTENTION: This email originated from outside of the City of Whitefish. Use caution when clicking links or opening
attachments unless you recognize the sender and are expecting the contents.
My name is Gale Pennecard Munski. I have owned 518 Kalispell Ave. since 1977 and reside here. I was born and raised in Whitefish
and understand neighbors and neighborhoods. Being born here in 1950, I have seen, first hand, the colossal changes to this
community. This residential area is as it was meant to be and as it should be. Town houses, Condos, and parking areas will ugly it's
beauty and cause unneeded traffic issues. I urge the City Council to please rezone the west side of Kalispell Ave. to W2 so our
neighborhood can be safe from the growing clutter in Whitefish.
Sincerely,
Gale Munski

1

Michelle Howke
From:
Sent:
To:
Subject:

Sunday, April 4, 2021 9:26 PM
Michelle Howke
EXTERNAL - Kalispell Avenue Zoning

ATTENTION: This email originated from outside of the City of Whitefish. Use caution when clicking links or opening
attachments unless you recognize the sender and are expecting the contents.

My name is John Berger and I own property at 328 Kalispell Avenue. I am voicing my support to
change the zoning on Kalispell Avenue to maintain the residential character of our neighborhood.

1

Michelle Howke
From:
Sent:
To:
Subject:

Molly Brown
Monday, April 5, 2021 6:52 PM
Michelle Howke
EXTERNAL - Kalispell ave zoning change

ATTENTION: This email originated from outside of the City of Whitefish. Use caution when clicking links or opening
attachments unless you recognize the sender and are expecting the contents.
Hi Michelle, just in case my computer doesn’t work tonight….I am Sarah Canepa’s neighbor and have worked along side
her in the effort to change the zoning on Kalispell ave. I support the zoning change so the west side keeps the residential
feel. We don’t want to see our neighborhood change or have a 3 story 6 flex like what the Averill’s built next to the
firebrand!! Thank you…Molly Brown 344 Kalispell Ave.

1

