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IDAHO – As gas prices continue to 
fluctuate across the country, the 
tourism industry in Coeur d’Alene 
is starting to feel the effects of the 
increasing prices. However, tour 
guides are not yet passing that 
cost to customers.

Capt. Carl Fus has been sailing on 
Lake Coeur d’Alene for more than 
30 years. Although the Coeur 
d’Alene cruise ships are seeing an 
increase in prices at the pump, Fus
said the jump hasn’t stopped him 
from doing business.

In a typical day, Lake Coeur 
d’Alene cruises are fully booked, 
which Fus said is because the 
cruise has not taken a toll on 
passengers’ pocketbooks.

“It’s hitting us just like it hits

anybody who has to purchase 
fuel,” Fus said. “I think prices are 
up about 30% right now.”

According to Fus, the cruise ships 
go through several thousand 
gallons of fuel each week, which 
adds up as it would for anyone 
else. However, Fus said customers 
will not be responsible for making 
up for the high gas prices.

“We’re not passing that cost on to 
our customers,” he said. “Right 
now, our prices are set for the 
season.”

Lake Coeur d’Alene tours are 
offered three times a day, seven 
days a week. Residents watched 
the Northern Idaho fireworks 
show from the cruise ships July 4.

– KREM.com

Coeur d'Alene faces rising tides Flooding, fuel cost 
batter Montana
MONTANA – Tourism will be 
affected by high gas prices, inflation 
and flooding at Yellowstone, but 
early season tourism was strong, 
the head of the Montana Chamber 
of Commerce said.

The state had maximum capacity, 
particularly in the western part of 
the state, Todd O’Hair, president 
and CEO of the chamber said.

“You take a look at some of those 
heavily visited areas like up on the 
Flathead, which is Kalispell and, 
Whitefish and those entrances into 
Glacier Park, right down the 
southern part of the state, around 
Bozeman, those areas,” O'Hair said. 
“They were bursting at the seams 
with tourism.”

Continued on page 2
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High gas prices are concerning to tourism-dependent business
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Unpredictable gas costs make it hard to plan
Continued from page 1
Reservations began earlier this year 
than seen in past years, he noted. As 
Montana got into the tourist season, 
which typically starts in mid-June, it 
swung into full gear.

Gas prices had an initial impact, but
knowing how they will impact 
visitors for the rest of the season is 
tough, he said.

“We’re hearing reports that there 
were some trip cancellations from 
folks that gasoline prices had caused 
them to rethink their travel,” O’Hair 
said. “But they were being backfilled 
pretty quickly with other folks that 
were looking to come to Montana.”

But it will be hard to tell how gas 
prices that have gone up every few 
days change things.
“It’s bound to have some folks 
thinking how far they’re willing to 
travel, particularly those that are 
traveling by, like an RV or vehicle 
into the state,” O’Hair said. “But it’s 
still a little early to tell what sort of 
an impact it’s going to have.”
Gas prices of $5 a gallon might not 

stop someone already planning a 
vacation to decide to pay the extra 
cost to go enjoy themselves, 
University of Montana Institute for 
Tourism and Recreation Research 
researcher Kara Grau told KPAX.
Flooding in Yellowstone had a 
definite impact, particularly in the 
southwest corner of the state. 
On an average year, approximately 
half of Montana visitors say they 
stop at Yellowstone, Grau told KPAX.
Flathead is the other area that’s 
flooding, though it hasn’t been as 
severe.
“So, we’ve had flooding on the 
northern tier and on the southern 
tier. And the northern tier didn't 
experience quite as severe as they 
did in the southern tier,” O’Hair said.
The tourism season is still relatively 
strong in the northern tier, he said.
“But when you run into a headwind 
like this, or a major event like a 
flood, it’s causing a devastating 
effect on those businesses that are 
heavily reliant on tourist dollars,” 
O’Hair said.

– kiowacountypress.net

Chicago launches 
new campaign 
in the hope you’ll go
Looking to draw back visitors after 
the pandemic sent Chicago’s 
tourism industry plummeting, the 
city’s official tourism arm has 
rolled out a new marketing 
campaign.

Late last month, the “When You Go 
You Know” campaign hit social 
media and advertising displays 
across the region and country. 

In an example of the advertising, 
block letters on an animated 
billboard spell out the question, “Is 
it really just a 20-minute water taxi 
ride to China?” The next frame 
includes an image of Chicago’s 
Chinatown behind the word 
“Chicago” and the campaign 
catchphrase: “When you go you 
know.”

The new marketing campaign 
comes as Chicago looks to rebuild 
its image as a tourist and business 
destination, and to overcome 
concerns about crime, whether 
perceived or real. It is intended to 
highlight more than just things 
visitors can do in the city, said Lynn 
Osmond, president and CEO of 
Choose Chicago.

She cited research that she said 
showed travelers want “unique, 
authentic and personally enriching 
experiences.” Rather than simply 
getting out of town, many tourists 
want to learn about a place and 
themselves during a trip, she said.

The campaign covers a range of 
topics, and shines a spotlight on 
city neighborhoods, she said.

– Chicago Tribune via Yahoo.com


