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 GUNNISON COUNTY BOARD OF COMMISSIONERS 


MEETING NOTICE   
 


DATE:  Tuesday, October 28, 2014 
PLACE:   Planning Commission Meeting Room 


 Blackstock Government Center (221 N. Wisconsin Street, Gunnison, CO 81230) 


 


 


NOTE:  This agenda is subject to change, including the addition of items up to 24 hours in advance or the deletion of items at any time.  All times are approximate.  The 
County Manager and Deputy County Manager’s reports may include administrative items not listed.  Regular Meetings, Public Hearings, and Special Meetings are recorded 
and ACTION MAY BE TAKEN ON ANY ITEM.   Work Sessions are not recorded and formal action cannot be taken.  For further information, contact the County 
Administration office at 641-0248.  If special accommodations are necessary per ADA, contact 641-0248 or TTY 641-3061 prior to the meeting.   


SPECIAL MEETING: 


 
8:30 am • CCCenterSeven, LLC Lease; Marijuana Cultivation Facility; Gold Basin Industrial Park 


 


• Adjourn 
 


 
WORK SESSION: 


 


9:00 am  • Visitors; Gunnison-Crested Butte Tourism Association Board of Directors; Joint Meeting 
 


10:15  • Break 
 


10:30  • Visitor; Colorado Department of Transportation Regional Director David Eller; Program Update 


 
• Adjourn 


 
 


Please Note: Packet materials for the above discussions will be available on the Gunnison County website at 
http://www.gunnisoncounty.org/meetings no later than 6:00 pm on the Friday prior to the meeting.   



http://www.gunnisoncounty.org/meetings
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1. IMPROVE EVALUATION OF MARKETING EFFORTS 


1.1 State of current evaluation: Metrics generally align with industry 
standards but, because of methodological choices, the report provides no 
information on the impact of marketing efforts 


The metrics used in the GCBTA’s Tourism Report Card generally align with industry 


standards (see Section 3) but provide no information on value added by the GCBTA, that is, 


provide no information on whether Gunnison-Crested Butte (GCB) marketing efforts are 


effective. The outcomes reported in the Tourism Report Card are not clearly linked to 


marketing efforts and do not provide a useful base of comparison. Moreover, the Tourism 


Report Card could expand its focus beyond 18 measures for a more holistic portrait of 


tourism performance in GCB.  


1.2 Similar destination comparisons: The Report Card would be most easily 
improved through the inclusion of comparisons of GCB to other similar 
destinations 


Within-Valley comparisons across time may be the product of a wide range of factors other 


than marketing efforts, such as changes over time in the economy or in average annual 


snowfall. Reports from the Colorado Association of Ski Towns (CAST) show how rates of 


skier/snowboarder tourism shifts over time in the US and Canada. Comparing changes over 


time within GCB to changes over time within similar destination communities better 


accounts for factors that influence tourism performance but are not attributable to GCBTA 


efforts. See reports from DestiMetrics for examples of this methodology. 


1.3 Weight differences: Cross-destination comparisons could be improved 
through weighting 


Just as changes over time in tourist performance may reflect changes over time in factors 


unrelated to marketing, differences in tourist performance across destinations may reflect 


differences in destinations unrelated to marketing efforts. Many estimates could be 


improved through a simple process of weighting. For instance, differences in community 


size could be accounted for by dividing sales tax by the number of hotel rooms, making 


sales tax estimates from the same year more comparable. CAST reports may have 


information that would be useful for estimates like these. 


1.4 Multivariate analyses: Ideally, multivariate analyses would be used in 
place of bivariate analyses 


The problem of a lack of a truly comparable base of comparison is an issue in virtually 


every industry and domain. Researchers address this by using multivariate rather than 


bivariate analyses. Bivariate analyses consider two qualities at a time, such as location and 
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occupancy rate. In contrast, multivariate analyses, such as regression modeling, 


simultaneously consider many qualities in order to isolate a more accurate difference or 


effect. If, for instance, the autumn hotel occupancy rate in GCB relative to Aspen is impacted 


by differences in marketing, trail conditions, and the influx of students and their parents, a 


regression model would adjust for the contributions of the last two factors in order to 


develop a more accurate estimation of the contribution of marketing. These models could 


account for any differences that can be quantified, such as the degree to which water 


activities are available, community size, number of restaurants, whether the destination 


has a university, number of trails, etc. Whereas bivariate analyses are descriptive, the 


ability to draw causal inferences, or to describe marketing efforts as causing heightened 


tourism performance, would best be facilitated by multivariate analyses. Estimates like 


these would require the purchase of a statistical software (such as SPSS) or a 


subcontractor. Although Dean Runyan Associates (contracted by the Colorado Tourism 


Office) describe their results as the product of a “proprietary computer model,” their 


reports appeared to rely on bivariate analyses similar to those found in other reports. 


1.5 Targeted data collection: Collect data directly linked to marketing efforts 


In another example, the Tourism Report Card reports on the relative cost of GCBTA’s ads 


but does not evaluate whether the ads increase tourism. As an alternative or complement 


to the above recommendations, the GCBTA could collect data directly focused on marketing 


efforts. For instance, comment cards asking “How did you discover the Gunnison Valley?” 


could be available at all points of entry to GCB, Visitors’ Centers, hotels, and restaurants. 


The GCBTA could also use something affordable, such as SurveyMonkey, to send likely 


visitors an online survey regarding their perceived destination options and choices. Contact 


information for likely visitors may be available from CAST, and a drawing for a free 


vacation to GCB might increase response rates to this survey.  


2. IMPROVE MARKETING EFFORTS 


2.1 Develop a brand that is embodied throughout GCB 


Developing a brand, cited as necessary with increasing competition, is already a priority for 


the GCBTA. Although I did not locate a phrase encapsulating the brand (such as ‘Bundaberg, 


Coral Coast and Country’), GCBTA reports a value proposition (“Through life‐enriching 


adventures and inspirational, authentic experiences, Gunnison County delivers lasting 


memories unlike any other vacation destination.”) and mission statement (“Enhance 


economic vitality by marketing our county as a year‐round destination and foster 


relationships with community partners.”). The effectiveness of branding depends on 


delivering what was promised to customers, which is founded in community buy-in to the 
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brand and customer service consistent with the brand. It is less clear that a consistent 


brand is espoused throughout the community, potentially as evident in relations between 


the GCBTA and chambers.  


2.1.1 Increase understanding of the GCB market of visitors 


Creating a relevant and consistent brand depends on an increased understanding of the 


qualities of current and likely visitors to GCB. State level data on Colorado visitors is 


available from CAST and the Colorado Tourism Office, but GCB visitors are likely distinct. 


Comparisons between GCB and other ski destinations would also be improved by an 


understanding of how visitors between the various areas differ. Focus groups can also help 


determine peoples’ perceived barriers to visiting a destination (e.g., inaccessible, lack of 


nightlife). Data collection on visitors and potential visitors would greatly expand the 


capacity of the GCBTA’s marketing efforts, both in terms of who to target with marketing 


and in creating the experience GCB visitors seek. 


2.1.2 Foster collectivism throughout GCB 


An evaluation by Managing Results LLC described the current structure of the GCBTA as a 


Coordination Model, concluding that “The most fundamental challenge that will 


prospectively limit the County from maximizing the full potential of its visitor industry is 


fragmentation among industry and governmental leaders.” Incentivizing performance may 


be one effective means of building community support for tourism goals. For instance, 


restaurants or hotels that epitomize the brand might be recognized with extra marketing 


dollars. Collectivism might also be fostered by decoupling chamber membership from 


marketing opportunities, a practice determined to be hurting marketing efforts and 


community unity. Because of their shared goals and the need for collectivism, combining 


the chambers and the GCBTA into a single entity was suggested as a possibility (described 


as the Consolidation Model by Managing Results LLC). Nonetheless, Managing Results LLC 


advocates for the Integration Model, in which the entities remain distinct while improving 


collaboration efforts. Similarly, CAST’s Chamber Survey shows that only 3 out of 10 


surveyed chambers also act as the tourism association. CAST’s various surveys on how 


other ski destinations fund and structure their tourism efforts may be helpful for the 


restructuring of the GCBTA and the redesign of marketing efforts (i.e., do other ski 


destinations spread funding equally across seasons regardless of need?). A thoughtful 


restructuring of the funding and operation of the Visitors’ Center is also suggested by 


several previous reports. 


2.2 Develop clear goals  


Effective marketing and the evaluation of marketing efforts depend on the establishment of 


clear goals and expectations. Whereas the GCBTA’s current goals are vague and 
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unmeasurable (e.g., “Increase in visitation that results in significant economic 


contribution”), Managing Results LLC provided some more concrete examples of potential 


goals. The development of clear goals may also be facilitated by the use of research-backed 


theoretical frameworks. Interviews with 305 small tourism venture owners indicated that 


performance measures should be both short- and long-term, and should include objective 


and subjective measures. Nonfinancial measures, more predictive of long-term financial 


performance, should also be included as goals. The Integrated Tourism Yield framework 


emphasizes a systems perspective (“the inter-relatedness of tourism activity and its 


surroundings”), sustainability, and multi-criteria analyses (i.e., measures that describe 


tourist, financial, economic, environmental, social, and cultural yields). The Tourism Value 


Chain Performance Measurement Framework attends to every aspect of the tourist 


experience, from booking the travel to returning home. Finally, in the Importance 


Performance Grid, both the importance of and performance toward each goal are 


considered simultaneously. 


2.3 GCBTA accountability 


GCBTA should provide itemized reports detailing all expenditures to the LMD. Current 


marketing efforts are stated (at least in reports available to me) vaguely and generally (e.g., 


“public relations, advertising, travel trade shows, familiarization trips and other items 


related to marketing for both travel and trade”).  


2.4 Update marketing approaches 


It appears GCBTA emphasizes outdated modes of marketing (e.g., pamphlets, an 800#) at 


the seeming cost of developing a sophisticated integrated webpage for GCB. CAST shows 


the average skier/snowboarder tourist is in their 20s or early 40s, cohorts who are 


internet proficient and reliant. The Tourism Report Card itself shows that requests for 


vacation planners have dropped over time, and that the numbers visiting the GCBTA 


webpage are much higher than the number of people calling or requesting a planner. 


Waiting for a customer to request a vacation planner is reactive rather than proactive 


marketing. GCBTA states the “response has been positive” to their 8-page insert in the 


Colorado Vacation Guide but it is unclear whose response has been positive and how this 


response was evaluated. The goal stated in the Managing Results evaluation of developing a 


valleywide webpage by 2017 is a modest goal, when webpage building technology is 


available online (see SquareSpace or WordPress), and webpages can be maintained for a 


cost of less than $10 per month. Websites can be promoted by including Web address in 


organization’s print materials, registering with search engines/directories, magazine ads, 


keywords for search engines, including the Web address in email signature, newspaper ads, 


tags for search engines, page listings in search engines/directories, radio commercials, 
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direct marketing through email list, TV commercials, billboards, banner ads exchange, and 


participation in newsgroups. 


3. COMMON INDUSTRY MEASURES 


3.1 Measures of tourism performance 


3.1.1 Planning trip 


 Cycle time for purchasing a trip 
 Number of complaints on responsiveness of contact persons 
 Amount of misinformation given to customers 
 Mode of booking trip 


3.1.2 Arrivals 


 Number of arrivals 
 Characteristics of arrivals 
 Road traffic 
 Airport ramp figures 
 Number of trips 
 Miles traveled 


3.1.3 Resources 


 New job creation 
 Number of employees 
 Development of infrastructure 
 Diversification of economy 
 Environmental levels 
 Cultural yield (heritage value, iconic value, lifestyle value) 


3.1.4 Resource usage 


 Number of nights sold 
 Annualized and seasonalized hotel occupancy rates 
 Occupation daily average ratio 
 Attendance at attractions and events 
 Average length of stay 
 Mode of stay (contributes to sustainability?) 
 Seasonality (the ratio of tourist numbers in the peak season to those in the off-


season) 
 Average density (number of tourists per square mile) 
 Tourist diversity 
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 Crowding 


3.1.5 Revenues 


 Revenues per employee 
 Growth in revenues/profitability 
 Market share 
 Ratio of total productivity (quotient of all outputs to all inputs) 
 Gross financial returns minus costs of providing services 
 Operating profit per available room (revenues from rooms, food, beverage, and 


other activities) 


3.1.6 Service quality 


 Number of repeat visitors 
 Host and visitor satisfaction with activities 
 Host and visitor satisfaction with community integration 
 Visitor satisfaction with customer service 
 Employee satisfaction with living conditions 
 Visitor satisfaction with lodging and dining options 
 Visitor satisfaction with accessibility and convenience 
 Number of visitor complaints 
 Visitor report on how likely to return 


3.2 Measures of marketing effectiveness 


3.2.1 General 


 Post-marketing-effort tourism performance relative to pre-marketing-effort 
 Conversion rate: number of people who book a trip after receiving marketing  
 Increasing rate of visitors 
 Increasing rate of direct sales 
 Improved customer satisfaction 
 Improved reputation 
 Potential visitors’ impression of the marketing effort per a survey  
 Cost effectiveness: median cost per visitor, median cost per converted visitor  
 Return on investment (ROI): total expenditure generated / campaign cost 
 Compare results of different campaigns 
 Brand salience: the 2 to 6 destinations travelers are most likely to consider for their 


trip 
 Brand associations: the qualities or things visitors link to your destination in their 


memory 
 Brand resonance: visitors’ willingness to engage with the destination (visitation or 


intent to visit) 
 Brand loyalty: repeat visitation and word of mouth recommendations 
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3.2.2 Website design and reach 


 Number of hits 
 Number of page views 
 Reach: capturing the attention of the target audience  = number of unique users / 


total number of unique users  
 Conversion: percentage of visitors who accomplish a specific goal of the site (vs 


abandonment) 
 Retention: the maintenance of existing customers 
 Loyalty: need industry or site specific benchmarks 
 Churn: ratio of attritted customers to all customers over a period of time 
 Recency: duration between visits 
 Frequency: how often customers visit site = number of visits in time T / number of 


unique visits in time T 
 Monetary value: money spent by customer 
 Duration: how long customer stays on site 
 Stickiness: frequency x duration x total site reach 
 Focus = average number pages visited in a given section / total number of pages in 


the section 
 Cost per acquisition = advertising & promotional costs / number of click-throughs 
 Cost per conversion = advertising & promotional costs / number of sales 
 Net yield = total promotional cost / total promotional results 
 Connect rate = promotional page views / promotional click-throughs 
 Personalization index = total number of profile elements used in customer 


interaction / total number of pages in the section 
 Freshness factor = average content area refresh rate / average section visit 


frequency 
 Cost per contact = eMarketing spending in a period / visitors in a period 
 Cost per purchase = eMarketing spending in a period / number of sales in a period 
 Sessions per user 
 Most visited pages 
 Average number of pages per visitor 
 Common path through the site 
 Number of spiders attempting to index the site 
 User log files 
 Conversion rate/ROI 
 Top entry pages 
 Top exit pages 
 Users by time and day of visit 
 Top referencing URLs 
 Usability and design as determined through responses from a test group 
 Online customer life cycle (CLC)  
 Visitor duration on website 
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 Information level (activities/attraction info, accommodation info, events calendar, 
restaurant info, shopping info, links to regional/city/area pages, maps/driving 
directions, travel guides/brochures, tour operator info, trip/vacation planner, 
industry news, education materials, publications/reports, travel-related statistics) 


 Communication level (brochure request capabilities, search functions, email 
newsletters, highlight special offers/best buys, interactive tools, frequently asked 
questions) 


 Transaction level (online reservation, themed products, cross-selling opportunities, 
secure transactions, events tickets, attraction tickets, shopping carts & payment 
systems, classified ads) 


 Relationship level (direct email campaign, personalization/customization, privacy 
policy, incentive programmes, customer loyalty programmes, web seal certification) 
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GUNNISON-CRESTED BUTTE TOURISM ASSOCIATION 
 MANAGING RESULTS LLC REPORT & RECOMMENDATIONS 


 


EXECUTIVE SUMMARY 


Our goal is to demonstrate that the Gunnison-Crested Butte Tourism Association remains the most appropriate 


organization to ensure our county achieves the very best tourism results. We’re committed to continuing to 


make a positive and significant impact on our communities, under one economy, to ensure a successful future 


for Gunnison County by creating strong community engagement in our developing destination.  With just a few 


days to reply to a 6-month study, we hope to share an overview of recent performance and a shared vision for 


integration by deploying a best-practices destination marketing organization model for operation.  


 


 
 


 
By clarifying roles and responsibilities, aligning the brand and resulting messaging, and sharing 
documented industry best practices, we desire to move forward with stronger working relationships to 
best serve our visitors. The GCTBA board of directors provided recommendations and strategies for improving 
cooperation and collaboration not only between the TA and Chambers, but where we can incorporate Western 
State Colorado University, Crested Butte Mountain Resort and other local tourism economy drivers using a 
DMO-proven model. Additionally, we will identify the specific goals that we all want to achieve for our County 
by working together for current and new uses of the LMD funds, and outline an accountability model for all of 
those who use them. 
 
In 2013, GCBTA marketing efforts contributed to $156.5 million in total direct spending by visitors in Gunnison 
County, generating more than $5.7 million in local tax revenue and representing more than 1,960 local tourism-
related jobs and we’d like to continue that positive momentum. 
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INTRODUCTION 


 


The Destination Marketing Association International (DMAI) is a global trade association for Destination 


Marketing Organizations (DMOs), also called convention and visitor bureaus or tourism boards, dedicated to 


advance the successes of destination marketing worldwide. DMAI is dedicated to improving the effectiveness 


of more than 4,100 professionals from nearly 600 destinations in over 15 countries that command more than 


$2 billion in annual budgets. The association provides its members with information, resources, research, 


professional development, and industry performance benchmarks.  


The Gunnison-Crested Butte Tourism Association (GCBTA) is proud to be a member of an established and 


credible organization that is dedicated to providing best practices to its members and the communities it 


represents. We adopted DMAI industry best practices and currently align our analysis and reporting 


methodologies with the “Standard DMO Performance Reporting” handbook (Exhibit A). 


DMAI defines DMOs as the organizations charged with representing a specific destination and helping the long-


term development of communities through travel and tourism strategy. Tourism is Gunnison County’s primary 


economic driver and most of our economy directly or indirectly depends on a strong tourism sector. In the 


Gunnison-Crested Butte area, we have a number of business organizations that contribute to destination 


marketing efforts to represent recreational opportunities, attractions, events, accommodations, 


transportation and a host of other visitor experiences.  


The GCBTA is dedicated to advertising and marketing Gunnison County as a year-round visitor destination. 


GCBTA is a 501(C)(6) non-profit association with an eleven-member volunteer board of directors, nine non-


voting advisory board members, three full-time staff and a contracted public relations firm. The association 


operates as a contractor to the Local Marketing District (LMD) as governed by the Gunnison County Board of 


Commissioners.  


By definition, a DMO’s primary function is to attract visitors to its locale for the purpose of enhancing the local 


economy through purchase of room nights, food and beverage, retail items, transportation, visitor services, 


etc.  Members of the current board of directors confirm that marketing efforts of the tourism association have 


lprovided significant benefit to their tourism businesses.  


Promotional efforts led by GCBTA to attract visitors to our area include production of the Official Vacation 


Planner, managing our valley-wide tourism information website, www.gunnisoncrestedbutte.com, 


maintaining the visitor event calendar  www.GCBevents.com and community event calendar 


www.gcbcalendar.com, as well as offering a robust online, year-round booking engine www.gcblodging.com 


Few industries are the subject of such widespread conversation and analysis as the tourism industry and 
destination marketing. And are we really surprised? With over 1 billion people traveling internationally each year 
and with one out of every 11 jobs supported by tourism, thousands of communities are enriched because of the 
industry. It is imperative that DMOs and the industry not take anything for granted as we prepare to ensure we 


have community-embraced tourism in our destinations. 
Source:  DMAI 



http://www.destinationmarketing.org/

http://www.gunnisoncrestedbutte.com/

http://www.gcbevents.com/

http://www.gcbcalendar.com/

http://www.gcblodging.com/
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to promote area lodging, restaurants and flights. GCBTA serves as the official point of contact for group and 


leisure travelers, and domestic and international journalists. Additionally, the organization serves as the 


Gunnison-Crested Butte Film Commission, assisting production and location scouts with information and tours 


of potential sites to film and photograph commercial projects.  


The Gunnison-Crested Butte Tourism Association is also engaged in a number of regional partnerships that 


help to drive visitor interest and overnight visitation. We work closely with the Colorado Tourism Office, the 


Colorado Association of DMOs, and the Southwest Colorado Travel Region to ensure our destination is 


competitive and remains top of mind within the state and regional tourism efforts, participating in cooperative 


advertising opportunities and leveraging the depth of state tourism resources. 


 


REALIZING GUNNISON COUNTY’S POTENTIAL – ECONOMIC DEVELOPMENT THROUGH TOURISM 


The Gunnison-Crested Butte Tourism Association board of directors is united in its recommendation that the 


current tourism association remains the most appropriate organization to ensure that Gunnison County 


achieves the very best economic development results through tourism. We acknowledge that the report 


submitted by Managing Results, LLC offers some valid suggestions for achieving the best results for economic 


development through tourism for Gunnison County.  


Our response suggests areas of change in the structure of the existing tourism association that we believe will 


achieve a stronger, more unified tourism marketing community. Recommendations for LMD consideration 


include: 


 Please consider the following governance structure and process: 


o LMD   


o LMD Marketing Advisory Panel 


o Gunnison-Crested Butte Valley Partnership 


 Organizational Chart to create a chamber-resort style association using a proven 


DMO model as an alternative to the Integration Model 


 Strategic business plan – comprehensive and inclusionary 


 DMO performance metrics – included as attachment 


 Visitor information Center performance metrics – as per industry standards 


 Economic Development 


o Rebranding/Repositioning 


 Research 


 Campaign development 


o Fulfillment  







 


Gunnison-Crested Butte Tourism Association, 202 E Georgia Street, Ste. B, Gunnison, CO  81230  Page 4 


o Accountability 


 DMAI industry performance benchmarks for destination marketing activities 


 Chamber and VIC performance metrics as per industry standard 


 Coordinated marketing efforts where it makes sense to do so 


GOVERNANCE – LOCAL MARKETING DISTRICT BOARD OF DIRECTORS  


As reported by the county attorney, the Board of County Commissioners is the governing board of the Local 


Marketing District pursuant to C.R.S. § 29-25-108(1)(a) which states: “… if the governing body of a single local 


government creates the district, such governing body shall constitute ex officio the board of directors of the 


district.”  Though the Board of County Commissioners has the opportunity of appointing a separate board of 


directors for the Local Marketing District, the Board of County Commissioners (BOCC), through Resolution No: 


2002-47, which proposed the creation of the Local Marketing District along with the language for the ballot 


issue, clearly stated that “The Board of County Commissioners shall be the ex officio governing body of the 


District.” At a recent BOCC work session, elected officials representing the City of Gunnison and the Town of 


Mt. Crested Butte inquired about their municipality’s involvement and leadership role in future tourism efforts.  


The BOCC could perhaps consider adding an official from Gunnison, Crested Butte and Mt. Crested Butte 


as a director to the Local Marketing District board to achieve broader representation. 


 


DESTINATION MARKETING ORGANIZATION - INDUSTRY MODELS 


 


As noted in the Managing Results report, the Coordination Model by which the GCBTA and the Chambers 


current operate is not systematically coordinated by the LMD. In absence of clearly defined roles and 


responsibilities, there has been no formal relationship between chambers and GCBTA which has resulted in an 


inability for the tourism association to provide the most effective services to the county’s hospitality businesses 


and to our visitors.  


 


In comparison, the Integration Model suggested by Managing Results is an interesting idea yet it is an unproven 


method for governance of destination marketing efforts and may pose operational challenges as the 


contractors are not aligned in their working relationships due in part to reporting structures.  We attempted a 


flowchart to depict the proposed model: 
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Our industry peers know of no examples in the destination marketing industry where this model has been 


effectively operated.  There are, however, proven DMO models that can help achieve goals and which can 


be more readily adopted by the LMD and implemented using industry best-practices that the BOCC may 


wish to review.  


 


Let’s take a close look at how are other destination marketing organizations operate.  


 


Vail Valley Partnership: Chris Romer, CEO 


1. Vail Valley Partnership is a partner (contract for services rendered) with the Vail Local Marketing 


District, but is not the financial steward or administrative manager of the LMD. In Vail’s case that is 


the Vail Local Marketing District (which is the Town Council) and the appointed Vail Local Marketing 


District Advisory Council. In Beaver Creek, it is the Beaver Creek Resort Company (budget unknown). 


Both of these entities contract with Vail Valley Partnership to promote and coordinate Group Sales. 


VVP then supplements their efforts (with limited, private dollars) via its vacation guide and 


VisitVailValley.com website which promotes the entire valley, not specifically the resort areas.  


2. Vail Valley Partnership is a private, not for profit 501c6 which serves the roles of DMO, Chamber & 


Economic Development agency (details at http://vailvalleypartnership.com/). Destination marketing, 


business resources and economic development are integrally connected – but each area also requires 


a dedicated and consistent focus.  


3. A Chamber Resort Organization in the Consolidation model can be done under one roof (VVP as an 


example) with proper community buy-in and board leadership. Having three organizations (two 


chambers and a DMO) work collaboratively can certainly be done but also raises significant concerns 


related to roles & responsibilities and opens up lots of risk for turf wars and finger pointing. Chambers 



http://visitvailvalley.com/

http://vailvalleypartnership.com/
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need to focus on their service area and providing business services; DMO’s need to focus their efforts 


on destination marketing; economic development agencies need to focus on creating a business 


environment that creates and retains good jobs.  


4. If the County decides to move forward with the coordination model, it will be of utmost 


importance to develop a mission and metrics, and then to tie all tactical efforts back to this 


mission. We all struggle, to some extent, with the “ski area vs destination” marketing message. 


What’s the brand? What are the metrics? This question is really the crux of the entire issue: can 


we effectively build a system that benefits the whole and increases incremental visitors, rather 


than building a system that reinforces current pet issues?  


 


 


 


Steamboat Springs Chamber Resort Association – Jim Clark, CEO 


1. Jim Clark, president of the Colorado Association of Destination Marketing Organizations (CADMO) and 


Chief Executive Officer for the Steamboat Chamber Resort Association, recommends caution.  While 


committees have proven valuable to get broad input and initiatives started, the work of tourism 


marketing is performed, especially with limited financial resources, by staff members who have a 


higher degree of performance accountability than contractors.   
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2. The report appears to make the assumption that all the public relations, advertising, fulfillment and 


sales work would be done by contractors chosen by committee.  Delegating work to contractors is 


sometimes advisable, but sometimes far more efficient when performed by a knowledgeable 


executive director/marketing director/PR director with overhead expenses managed by the DMO vs. 


paying the profit load of a for-profit venture.   


3. Who ensures that the contractors are all on the same page?  Accountability is a key. 


4. Clear definition of resource allocation would also be necessary. 


 


 


Using these successful community DMO models as a guideline, we submit for your consideration the following 


structure for Gunnison County to create one economy using alignment under the Gunnison-Crested Butte 


Valley Partnership: 


 


 
 


Of note, a new program entitled “COOP Advertising” is proposed for 2015. The program will help event 


organizers and hospitality businesses to puchase ad space within a Gunnison-Crested Butte advertising 


section (print, radio, online) at reduced rates. GCBTA has hesitated in the past to offer too many of these 


types of programs because businesses have limited budgets and sales may have hurt the TA Marketing 


Partner program sales; curently the chambers of commerce sell and retain all earnings from the partner 


program.  
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We deliver vacation planners to Western State Colorado University for use in student recruitment packets 


and/or enrollment confirmations, provide a full page ad for the University in our vacation planner, feature 


the university on the official visitor information website, share social media posts with our 33,000+ 


followers and provided the Alumni Association with a link to the events calendar and Gunnison lodging 


reservations to entice alumn to attend Western events and extend their stay in the valley.  


 


FOR CONSIDERATION – ESTABLISH A LMD MARKETING ADVISORY PANEL 


Managing Results suggested replacing the existing tourism association with the formation of a seven-member 


Marketing Board of Directors (MBoD) appointed by the Local Marketing District (LMD) to make decisions about 


how to use all of the LMD revenues to market the valley.  The Gunnison-Crested Butte Tourism Association 


respectfully asks for reconsideration.  In addition to the challenges of managing the roles and responsibilities 


of such a MBoD, the report acknowledged that creating a MBoB could potentially add a layer of self-


perpetuating bureaucracy. GCBTA would like to ask for your consideration to instead appoint a three-member 


LMD Advisory Panel staffed with marketing leaders to offer consultation, review and recommendations for 


outcome to the LMD as noted in the above organizational chart.  


GUNNISON VALLEY TOURISM PARTNERSHIP – A NEW NAME FOR A COMMUNITY-BASED MODEL 


The Gunnison-Crested Butte Tourism Association (GCBTA) board of directors is readily agreeable to adapting 


the current organizational structure of the tourism association to meet the needs of our community under the 


direction of the Local Marketing District and with a decided focus on achieving economic development through 


tourism for the entire county:  


1. Revise the size of the current GCBTA board of directors to seven directors in order to create more 


effective and strategic leadership; and, 


2. Accept both qualified marketing and tourism industry professionals to fill positions on the board as 


elected by the new membership (noted below); and, 


3. Eliminate the executive committee in favor of a board chairperson and subcommittee chairs; 


4. Expand marketing representation to all hospitality-related businesses and events by decoupling from 


chamber membership requirements; and, 


5. Create a new ‘membership’ comprised of hospitality-related businesses who have a current sales tax 


license issued by the City of Gunnison or a Business & Occupational license issued by the Town of 


Crested Butte or the Town of Mt. Crested Butte. These licenses are obtained by registering as a 


Colorado business. Hospitality businesses and/or hospitality event organizations that are located 


outside home rule municipalities but within Gunnison County will qualify for membership; and, 


6. Strategic planning will include community presentations; and, 


7. Ongoing collaboration with industry leaders and stakeholders, visitor information service providers 


and the community at large. 


New Structure for the Board of Directors – Executive staff and directors are in agreement that the current 


size of the board is unwieldy and challenging to manage. Many industry experts recommend an ideal board 



http://www.gunnisoncrestedbutte.com/our-story/wscu
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size of seven qualified experts. GCBTA’s eleven voting members and nine advisory members is 


cumbersome and it is challenging to fill designated seats during the election period.  


GCBTA proposes the restructured board shall be elected by hospitality-related businesses who have a 


current sales tax license issued by the City of Gunnison or a Business & Occupational license issued by the 


Town of Crested Butte or the Town of Mt. Crested Butte. Hospitality businesses and/or hospitality event 


organizations that are located outside the home rule municipalities but within Gunnison County will qualify 


for membership.  


Recommendations for the Gunnison Valley Tourism Partnership board of directors include: 


 Two county residents who 1) have senior-level marketing expertise, 2) are experienced executive 


decision makers, 3) have demonstrated knowledge of and participation in the hospitality and business 


community, and 4) view economic development through tourism as a countywide, interdependent 


and interconnected system;  


 Two county residents who 1) have current hospitality business experience interacting with visitors, 2) 


possess demonstrated marketing experience, and 3) have established knowledge of and participation 


in the hospitality and business community, and 4) view economic development through tourism as a 


countywide, interdependent and interconnected system; 


 One county resident who has extensive local leadership, decision making and executive management 


experience;  


 One senior-level marketing representative as designated by Crested Butte Mountain Resort; and, 


 One senior-level marketing representative as designated by Western State Colorado University. 


 The above board members will elect a chairperson and  


 


** At least two of the above listed director positions to be filled by lodging industry representatives; 


** Establish a north/south geographic balance for community representatives; 


** No more than one person per business may serve on the board at the same time;  


** Residents who are bidding for other LMD marketing services may not serve on the board to avoid conflict of interest 


** The chairperson of the board will be elected by the directors and serve a term of one year;  


** Terms will be staggered to ensure ongoing engagement, industry knowledge and county-wide vision and leadership; 


and, 


** One vote per business may be cast during the election process. 


PERFORMANCE BASED APPROACH 


It is common for Destination Marketing Organizations charged with selling room nights (meetings & 


conventions) or public event meeting space to have performance-based contracts tied to sales goals. 


The Vail Local Marketing District, for example, partners with various firms (including Vail Valley 


Partnership) with performance-based contracts (group sales, strategic support and administrative 


support). However our tourism association is not staffed with sales people and the community does not 


have ample public space to sell. Crested Butte Mountain Resort employs a full sales team for its meeting 


space at the Lodge at Mountaineer Square.   
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The “performance agreements” for funded partners may sound like a good idea but the 


recommendation is not tied to any measurable outcomes or industry expertise.  GCTBA included the 


DMAI industry performance standards (attachment) shared with the LMD in 2012. GCBTA uses this 


industry standard to analyze its marketing and public relations efforts.  


HIGHLIGHTS:  PERFORMANCE METRICS 


Accurate and timely feedback on marketing performance is critical to the real-time fine-tuning and course 


corrections necessary to maximize marketing results and return on investment. Developing a more refined 


systematic and efficient approach to timely data collection is imperative to generate specific, ongoing 


recommendations for optimizing marketing performance.  


 


The true measure of marketing is not simply whether the Valley is doing better than a competitor, it must take 


into account differences in size, scope, product and service offerings, seasonality, location, travel and 


transportation logistics, seasonal market conditions and so much more. 


 


Yet every savvy marketer knows that without research and performance measures, our marketing efforts 


are simply stabs in the dark as to how to reach our target customer. With improved conversions comes 


improved tracking, providing savvy marketers with quality information about the effectiveness of their 


overall and specific marketing efforts as well as their visitors’ interests, preferences and purchasing 


behaviors. 


 


Return on investment (ROI) is an important metric for reporting quantifiable results. But it may fall short of 


helping us understand qualitative data related to marketing’s contribution to strategic business goals, or how 


those contributions can be improved. To gauge and improve marketing effectiveness we will factor in the 


strategic intent of all marketing investments and add that to benchmark performance reporting. If we settle 


for quantitative ROI as the only metric for success then we are distorting the true value that marketing is 


delivering to the Valley. Only by analyzing as many of those intermediate processes as possible can we gain 


insights into what’s working and what’s not, and alter allocations to achieve better results. 


 


Efficiencies may be created by partnering with local businesses. As an example, GCBTA and CBMR share public 


relations monitoring services. Opportunities to share market research with businesses make sense where 


synergies exist.  


 


OCCUPANCY AND AVERAGE DAILY RATE 


Lodging reservations are an indication of a healthy tourism-based economy. An increase in upcoming 


reservations translates into ‘heads in beds’ meaning that more visitors come to the Valley to shop, eat, enjoy 


outdoor recreation, the arts, special events and other experiential activities.  Naturally, a resort economy 


experiences regular variations in occupancy due to seasonal visitation.  
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Average Daily Rate (ADR)  


The ADR is useful to measure a property's financial performance, as well as to compare the hotel's performance 


to its competitors. However, ADR does not provide an adequate snapshot for a hotel's performance and should 


be used along with Occupancy and Revenue per Available Room (RevPAR) to make a more accurate judgment 


on a hotel's performance. For example, a hotel may have a low ADR, but high occupancy rates, meaning that 


the hotel’s business strategy is based on creating volume bookings.  Yield management is employed at the 


hotel property level based on supply and demand.  


 


The tourism association can and does influence occupancy but the lodging property controls pricing strategy 


based on its business plan. GCBTA invests in a tool called DestiMetrics that allows local lodging partners to use 


monthly data to determine hotel rate.  


 


1. Supply is not an issue―The Gunnison-Crested Butte lodging community has ample supply of rooms 


to meet consumer demand. In addition to full and limited service hotels, motels, bed & breakfasts, 


cabins, camping/RVing, condos, hostels, Inns and vacation homes. (VRBO) is taking the country by 


storm, offering alternative lodging options. 


2. Demand is growing―Trends throughout 2014 indicate growth in occupancy and extended seasonal 


visitation into the fall season.  


3. Market follower in rate―Our position as a market follower in terms of rates charged can be corrected 


through education and yield management.  


4. RevPAR bounces back― As occupancy grows it is natural to assume average daily rate will increase 


which results in increases to RevPAR, assuming costs have not outpaced revenue.  That is not always 


the case and is controlled by the hotel.  


5. Why not raise the rates―At each individual property, the lodging community is in control of its 


average daily rate. If rates were successfully raised throughout the community, the question arises 


whether demand would decrease resulting in lower occupancy. To make up the expected lost revenue, 


hotel owners/operators would likely look for ways to reduce cost which may result in staff reduction 


or changes in buying habits.  


 


DestiMetrics Lodging Benchmark Performance 


The DestiMetrics benchmark performance chart below shows 18-competitors ranked for Mountain Town 


Taxable Sales May-July 2013 vs. May-July 2014. The results clearly demonstrate that the Town of Mt. 


Crested Butte attained the greatest increase in taxable sales collections with a 20.6 % increase while the 


Town of Crested Butte rounds out the top five with a 13.4% increase. The average competitor 


performance was just 8.4%.  


Source: DestiMetrics 
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LODGING – SOUTH OF JACK’S CABIN:  The latest DestiMetrics lodging benchmark report isolated lodging 


performance data South of Jack’s Cabin, to include Almont and City of Gunninson lodging performance Sept/Oct. 


2014 vs. 2013. Data collecion participants icnlude Days Inn & Suites, Holiday Inn & Suites, Island Acres Resort Motel, 


Water Wheel Inn and Three Rivers Resort. These properties cumulatively report data for 279 units and show 


improvement for ADR, Occupancy and on-the-books reservation year over the year.  


 


LODGING – NORTH OF JACK’S CABIN:  DestiMetrics participant to the north include CBMR Properties, Cristiana 


Guesthaus, Elevation Hotel & Spa, Mountain Properties Crested Butte (a segment of Crested Butte Lodging & 


Property Management’s inventory), Old Town Inn, Westwall Lodge and Peak Property Management for a total of 


619 units.  
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Dean Runyan: Overnight Travel Impacts 


As noted below in the Dean Runyan™ Colorado Travel Impact study, the establishment of the tourism 


association in 2003 firmly demonstrates the impact of increased travel spending related to advertising and 


promotional efforts.  A 2% increase in tax used to market the valley resulted in $37.1 million in increased 


travel spending by visitors.   In 2013, GCBTA marketing efforts contributed to $156.5 million in total direct 


spending by visitors in Gunnison County, generating more than $5.7 million in local tax revenue and 


representing more than 1,960 local tourism-related jobs. 


 


And here’s how we stacked up against competitors: 


 
 


2013:  The bottom line  


Marketing expenditure    $629,184 


Visitor spending generated   $156.5M 


Local tax dollars generated   $5.7M 


Visitor spending per ad dollar   $248.70 
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SEARCH ENGINE RANKINGS – HOW DO WE RANK VS. THE COMPETITION 


One of the strongest measures of a destination is popularity. Google provides a way to measure that popularity 


by telling us how many people are searching for Gunnison-Crested Butte. This data may also be used to 


compare the popularity of our brand to competitors in specific markets. 


The combined search volume for Gunnison-Crested Butte ranks very high and places us just behind major 


competitors with significantly larger marketing budgets. In addition, the growth rate of Gunnison-Crested 


Butte’s popularity is outpacing many of its competitors. This growth has been the strongest during the current 


year as significant focus has been focused in this area.  


It's important to note that much of this growth will not be reflected in traditional measures such as website 


traffic. That's because the data provided by Google reflects search volume before it goes to the GCBTA website. 


And much/most of that traffic goes directly to the lodging property, event, activity, attraction or restaurant 


website. Often we see a lag between the tax collections and search volume, but we do see a correlation 


between the two. Source: Tourism Intelligence Group™ 
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Performance Metrics for Web 


The official visitor website for Gunnison County – www.gunnisoncrestedbutte.com – represents our most 


significant online presence with over 245,000 sessions to date in 2014 and over 750,000 page views. The site 


serves as a portal through which potential visitors can access information about the area’s activities and 


experiences, logistical information about their upcoming trips, and also visitor information for when they are 


in-market. Our site serves as a conduit between our visitors/potential visitors and our local hospitality industry 


businesses.  


The site itself is the main point of access for visitors seeking information about Gunnison County, but we also 


manage a variety of programs to drive traffic to our website and then provide opportunities for 


visitors/potential visitors to connect with local businesses through the official visitor website. As such, in this 


section we will be describing a variety of aspects of the interactive marketing program at GCBTA and how to 


best measure their return on investment through performance measures. 


In each section, we have selected a set of performance indicators as recommended by industry trade group 


Destination Marketing Association International. Within the criteria below, we have highlighted specific items 


that we consider key performance indicators (marked as **KPI). 


I. Website (Measures taken with Google Analytics and Google Webmaster Tools) 


a. Sessions (**KPI): the number of times a User visits our website. Sessions can be repeat 


visitors, but each session encapsulates the total amount of time that user spent on a site in 


that specific visit. A User may visit one page or multiple pages on the site during a session.  


i. Pages per Session: This measure calculates the average number of pages per session. 


Placed in the context of the source of the visitor, this number helps us measure the 


quality of the session. 


b. Search Engine Referrals Total Number (**KPI): The number of users coming in through search 


engine referrals is a strong measure of the effectiveness of our Search Engine Optimization 


program.  


i. Percent of traffic attributable to our search engine program: What percentage of 


our sessions come in through search engines? 


ii. Search Engine Results Average Placement: This is a measurement of where our site 


falls in the rankings for Search Engines (Google Webmaster Tools). We periodically 


assess our rankings for: 


1. Top keywords 



http://www.gunnisoncrestedbutte.com/
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2. Top Pages 


c. Referral Traffic: This type of website user visits our site through a link on another site. This is 


in indicator of our level of success at building links to our website. 


d. Destination Blog: We have set up a blog as a subsection of our website. In the blog, we post 


experiential posts about life in Gunnison. The goal of the blog is twofold: first, that we provide 


more “story-focused content” for the website (which then hooks our web users further into 


the site) because people are more likely to connect with those individual stories, and second, 


that we add additional, shareable content to the website, increasing our “social shares,” which 


will continue to have an increasingly large impact on Search Engine Result Pages moving 


forward. Our measurements for the blog are: 


i. Blog Visits (**KPI): This is a measure of the number of times the pages in the blog 


section of our website have been visited. 


ii. Blog Shares (**KPI): Since increasing “social shares” is a stated goal of our blogging 


program (which has the potential to improve our Search Engine Optimization 


program), the number of times our blog and individual blog posts have been shared 


on social networks is a strong indicator of the success of our program. 


II. Measures of Digital Advertising Placements that Drive Traffic to our Website: 


a. Email Marketing: We do a series of email campaigns that drive traffic to the website through 


both third-party vendors and through our own internal database. We benchmark the 


following KPIs against industry averages. For these email campaigns we measure: 


i. Unique Open Rate (**KPI): The percentage of the delivered messages opened by 


unique individuals. 


ii. Unique Click-Through Rate/CTR (**KPI): The percentage of the delivered messages 


wherein a unique individual clicks one of the links in the email message.  


iii. Conversions: The conversion is defined by the call to action in the email. We measure 


the number of users who complete this action (whether it be clicking through to our 


website, ordering a guide, or searching for lodging). 


b. Search Engine Marketing: Search Engine Optimization (as described above) is a process 


through which we increase our “organic search traffic” to our website. Search Engine 


Marketing is paid advertising that allows us to promote our site to the top of search results 


for relevant keywords and then pay per click to our website through a bidding process. 
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Competitiveness per keyword as well as the quality of our ads influence the cost we will pay 


per click to our website. Measures of SEM: 


i. Clicks (**KPI): The purpose of SEM is to drive traffic, or clickers, to our website. The 


number of clicks is the most basic and indicative quantitative measure of the success 


of our SEM program. 


ii. Click-Through Rate: The click-through rate of our ads measures the number of clicks 


we receive compared to the number of times our ads are served to consumers. Higher 


click-through rates are indicative of higher quality ads. 


iii. Cost Per Click (CPC)- This is a measure of how much we have to pay per click to one 


of our ads. CPC is heavily influenced by the competitiveness in the marketplace for 


top paid search results for specific keywords and also by the quality score our ads 


receive. CPC is harder for us to control due to the factors at play, but the overall trend 


is an indicator of the quality of our ads. As ad quality improves and the length of time 


in market grows, CPC should exhibit a downward trend. 


c. Online Display/Banner Advertising: We place ads on relevant sites for our target audiences. 


These banner ads then drive traffic to our site through a call to action. 


i. Clicks (**KPI): The number of users who click through to our website is an indicator 


of the success of the online display/banner ad.  


ii. Bounce Rate: The bounce rate measures the number of individuals who click through 


from a banner ad to our site and then immediately leave. The goal is to decrease the 


bounce rate through providing strong landing pages to coordinate with the banner 


ads. 


iii. Conversions: This is a measure of the percentage of individuals who come through 


the banner ad and complete the action we want them to do (examples include 


ordering a vacation guide or searching for lodging). 


III. Measures of our success at connecting consumers to our partners: Our desired outcome is to 


increase overnight visitors to Gunnison County. Certain actions as a visitor leaves our site can be 


measured as indicators that the individual will convert as an overnight visitor. Those measures 


include: 


a. Clicks out to Partner Websites: Our website serves as a conduit between visitors/potential 


visitors and local hospitality industry businesses. Clicks from our website to partner websites 


are an indicator that our website is performing for the benefit of our partner businesses. 
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b. Booking Search Engine: We contract with JackRabbit Systems to provide an online search 


engine through which visitors can search for lodging and restaurant reservations. This search 


engine allows users to compare prices, amenities, type of cuisine, location, etc. and then book 


directly with our local businesses to place a lodging or restaurant reservation. We can 


measure: 


i. Referrals to local businesses (**KPI): A measure the number of referrals through 


those search engines that go to local partner businesses. 


ii. Funnel Completion Rate (**KPI): This is a measure of the number of referrals our 


local businesses receive as a percentage of the total opportunities to make a referral 


(as measured by booking widget loads). This completion rate and its component 


statistics may be benchmarked against other DMOs who use the JackRabbit 


BookDirect Search Engine. 


FULFILLMENT 


A high level of performance is critical when serving potential visitors in person or on the telephone.  Due in 


part to the high cost of handling fees - $3 per unit – payable to the chambers of commerce for mailing each 


individual vacation planner, the tourism association engaged a local mail house to provide professional mailing 


services.   


WSC Telecom - 2013 Telephone Records  


 


All 800# calls are routed to an automated attendant; visitors have two options to speak with: (1) Gunnison Visitor 
Center or the (2) CB/Mt. CB Visitor Center.  


 


Calls Per 
Month Minutes per Month Avg. Minutes per Call 


Jan-13 393 943.00 2.40 


Feb-13 309 750.90 2.43 


Mar-13 391 993.80 2.54 


Apr-13 336 847.70 2.52 


May-13 406 1,139.50 2.81 


Jun-13 492 1,322.80 2.69 


Jul-13 629 1,639.80 2.61 


Aug-13 542 1,372.40 2.53 


Sep-13 519 1,395.60 2.69 


Oct-13 560 1,477.00 2.64 


Nov-13 489 1,249.00 2.55 


Dec-13 447 1,181.60 2.64 
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Annual 
Total 5,513 14,313.10 minutes/year  


    


 238.55  238.55 total hours for all calls/year 


  


 hours/week shared between chambers 
 


 
2013 Vacation Planner Requests processed by Chambers   


             


  Fe
b-
13 


M
ar-
13 


Ap
r-
13 


M
ay-
13 


Ju
n-
13 


Ju
l-
1
3 


Au
g-
13 


Se
p-
13 


Oc
t-
13 


No
v-
13 


Dec
-13 


Total 
Per  
Year 


Gunniso
n  
Country 
Chambe
r 8 31 48 27 49 


4
7 26 27 11 16 5 295 


CB/Mt. 
CB 
Chambe
r 0 3 10 3 4 2 8 3 5 3 1 42 


Total 8 34 58 30 53 
4
9 34 30 16 19 6 337 


 


Vacation Planner Requests: 


1. Currently there is no circumstance that requires the Chamber to mail a 


vacation planner; 


2. In March 2013, GCBTA provided each chamber with a live vacation 


planner request data capture form posted on each chamber website; the 


page is customized with the chamber logo; and, 


3. GCBTA notified each Chamber director via email and then personally 


stopped by each visitor information center (VIC) to answer staff 


questions about use. 


4. The above chart demonstrates the number of planner requests received 


from each Chamber in 2013.  


5. NOTE: If all vacation planners were attributable to visitors who called 


in response to advertising, just 6% of callers ordered the vacation 


planner! 


 


How it works: 


1. Lead information is captured by VIC staff on the web form and 


submitted; 
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2. If a customer is traveling within 30 days, the vacation planner request is 


immediately delivered to the GCBTA via email and a planner is mailed 


FIRST CLASS on the day the lead is received.  


3. The lead processing center receives a copy of the request for data input 


purposes but the request is handled daily by GCBTA staff daily; 


4. All other requests are delivered same day to the lead processing center 


for processing 


 


Inquiry data capture is critical to establishing a customer relationship: 


 Accurate reporting to LMD and Municipalities 


 Ability to remarket to customers (customer relationship marketing) 


 Enhance customer relationships 


 Ability to adequately track requests  


 Manage capacity/forecast and print adequate quantities of planners 


  


INQUIRY FULFILLMENT 


 


GCBTA monitors all aspects of fulfillment operations including call center and mail 


services, to determine if we’re meeting industry best practices. The goal is to 


maintain/improve operational efficiency, service the traveling public, enhance 


the customer experience, provide accurate data capture and response to 


advertising reporting to LMD and Municipalities, and manage resources.  


 


LEAD PROCESSING PERFORMANCE 


 


Rating:  


 A 2013 analysis comparing GCBTA lead processing data vs. 18 other 


competitor destination marketing organizations (competitors) in 


Colorado, Internet Honey© reported GCBTA lead processing is on 


average 4 days FASTER than our competitors statewide. 


 In a January 2014 survey conducted by the State and Provincial Research 


group, GCBTA lead processing and delivery practices ranks in the top 20% 


for its lead processing practices, fulfillment and delivery performance.  


 


FULFILLMENT PROCESSING 


 


GCBTA Process:  GCTBA uses Presort Standard Class postage 


Person places order 


Day 1 Order received and sent to database processor 


 Order is processed within one business day  


Day 2  Lead delivered to fulfillment house each morning for processing 


Day 3-4 Lead processed, mailing labels generated  
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Off season – Fulfillment house mails vacation planners minimum of 


1x/week 


Peak season – Fulfillment house mails vacation planners 3-4 times per 


week 


USPS Presort Standard Class mail delivery is 5-10 days, depending on 


geographic location 


 


NEW in 2014:  GCBTA Fulfillment House now uses a laser jet process to 


print mailing addresses on the cover of the planner rather than applying 


mailing labels; this process reduced labor cost and speed up the 


processing time. 


 


Colorado Tourism Office – Fulfillment Best Practices 


 CTO uses Presort Standard Class postage 


 Orders/leads are sent to fulfillment house every morning by 8am. 


 During Peak Season a lead will mail within 2 days from order date. 


 During off Season a lead will mail within 2-3 days from order date. 


The reason is we have to have a certain amount before doing a bulk 


mailing so off season we may hold the orders a day or two until it 


reaches around 250.   


 Post office Presort Standard Class mail delivery timing is 5-10 days 


on average 


 Overall, it takes 7 to 10 business days in season or off season 7-12 


business days for the state to process and mail leads in response to 


advertising. 


 People are allowed 1 order per year. 
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REBRANDING VS. REPOSITIONING to MARKET THE VALLEY’S “EXPERIENCES” 


In order to stand out in today’s destination marketplace, a more powerful approach to connecting with 
consumers is required—one that automatically triggers perceptions that are relevant to target customers, true 
to the brand and different from other mountain destinations. 


Traditional approaches to branding have been undermined as technology erases traditional differentiators—
such as quality and performance—and increasingly skeptical consumers become immune to the noisy clutter 
of brand claims and hype.  


To create a compelling brand position for the Gunnison-Crested Butte region, we recommend that the most 
recent brand study be revisited to validate our current offerings, competitive position and brand values.  From 
that understanding, a revised brand position and creative communication of the brand can be considered. To 
carry out a compelling brand message and create a distinct position from other destinations, we need to have 
a strong and effective marketing organization that will enroll all community stakeholders in conveying the 
brand.   


Rebranding involves a process where an outdated or irrelevant brand identity is modified and re-launched with 


a new focus. In the context of places the term “refresh” might be more appropriate. It’s sort of like a facelift 


and may include a name change, new logo and colors, new website, and a new advertising campaign. 


On the other hand, repositioning involves efforts to turn the page on issues that may be necessary to 


completely change people’s attitudes and perceptions toward the destination. It could mean major changes to 


the features, benefits and experiences presented or targeting new audiences, or both. Repositioning does not 


come without risk.  


When it comes to rebranding a destination, the most common conditions that may necessitate the move may 


include: 


 Customer behavior and needs have changed and tourism products, communications, 


channels and relationships may need to be tweaked. 


 Major changes with the Valley’s experience and product offerings may require a different 


communications focus. 


 Perceptions of the destination among target audiences may have declined to a point 


where it is necessary to present a more positive and realistic identity for the place. 


 Adjusting communications to accommodate major shifts in product offerings, such as new 


infrastructure, high profile events or new experiences. 


 Consideration of whether new, formidable competitors have entered the market. 


 The visual identity including the logo and designs are starting to look dated and could use 


a refresh or a complete redesign. 


If there is a difference in the reality between how the destination is projected and the actual experiences and 


reality of the place, then it’s time for rebranding, or maybe even repositioning. The decision to initiate a 


rebranding program will not to be taken lightly as it will have wide implications within the tourism association 
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and its destination partners, and will most certainly have an impact on potential and repeat visitors. Source: 


Destination Branding for Small Cities, Oct. 2014 


 


 
DestinationNEXT 
 
We’re following with interest the newest DMAI program entitled DestinationNEXT which focuses on the 
development of a transformational road map to the future for DMO leaders and their stakeholders.  
 
Actionable strategies allow DMO stakeholders to benchmark themselves and their communities against a 
defined spectrum of destination scenarios, community expectations, and marketplace opportunities. 
Ultimately, the road map will culminate with a number of co-created DMO prototypes to guide DMO 
stakeholders toward successful implementation based on their situation. We’ll share more about this 
innovative transformation at the upcoming work session. 
 


 
 


The Gunnison-Crested Butte Tourism Association Board of Directors appreciates the opportunity to work with 
the Local Marketing District and support its efforts to deploy a more fully integrated marketing program that 
benefits residents and visitors alike. 
### 








2012 Marketing Budgets of 
Competitive Set 2012 Summer Marketing Budget Funding Mechanism 2012 Tax Initiative Special Notes Total Room Tax Breakdown


Aspen Chamber $1,500,000 1.5% of the current 2% lodging tax revenue 3% cappe no
includes staff and operations, support for special events, and 


group sales (1FT group sales position) 11.00%


2.9 State, 2 County, 2 
City, 4 Marketing 
District, 1.9 Lodging 


all non-ski season months (spring, summer, fall) Ref 2A passed in 2010


Breckenridge Chamber $460,000 2% of 2.4% lodging tax None no Does NOT include PR Web, events or sales 11.68%


2.9 State, 2.9 County, 
0.75 City, 3.4 
accomodations/ lodging, 
2.5 sales, 0.0125 
housing


$2,500,000 total marketing budget Nov. 2010 passed, so now lodging tax includes VC staff, overhead/office expenses & event support


Crested Butte/ Gunnison $239,400          100% LMD funds- 4% tax No


Included in budget: all marketing related activities, operations 
and staff wages/benefits; Breakdown of budget: 2FTE’s is 84% 
marketing related activities including PR, 14% staff wages and 2 
% operations 12.50%


2.9 State, 1 County, 4 
City, 1 Rural 
Transportation District, 2 
Lodging


$798,000 marketing budget (20% on fall, 20% spring, 
30% winter, 30% summer)


Glenwood Springs Chamber $650,000


80% of a 2.5% Lodging Tax; other 20% is used for tourism 
grants for events; budget comes from projected 2012 lodging 
tax income No


includes $33,000 discretionary funds for tourism board to use for 
events; at the end of year 20% of budget goes into reserve 


(resolution several years ago that kept the 20% back); Budget 
includes: Visitor Center, marketing, PR, advertising, internet, 
direct mail, trade shows, association memberships, part time 
salary for group and events sales, cen res, FT and one PT 


positions; Chamber assists with and promotes events but does 
not actually produce events 11.10%


2.9 State, 1 County, City 
3.7, 1 other, 2.5 Lodging 


Steamboat Springs $600,000 Contracted amount with City of Steamboat Springs None No 11.65%
2.9 State, 1 County, 4.75 
City, 1 Lodging, 2 LMD 


Non-ski season marketing (includes overhead) formerly tied to Vendor Collection fee percentage 3.3.% eited by vendors in 1984


Park City $400,000 
Room tax (80% of funds), membership dues (8%), grants 
(12%), sponsorships No


Budget DOES NOT include staff, visitor services, special events, 
or film commission. It DOES include meeting and convention, 
public relations, tour & travel trade, international, interactive, and 
public relations.  Film Commission budget is $7200; Visitor 
Services budget is $164,700; Special Events budget is $544,525 10.45%


4.70 State, 1 Local, 0.3 
Mass Transit, 1.1 Resort 
Revenue, 0.1 RAP, 0.25 
County Option Sales 
Tax, [7.45 COMBINED 
SALES]; [1 restaurant 
tax on meals only]; 3 


$2,500,000 for entire year


Telluride wouldn't share Resort Tax (2%) + Business License fee None Not that he could talk about


Telluride Tourism Board handles summer marketing, Visitor 
Center, Cen Res, and are starting to look at special events; ski 


area handles winter marketing; Eds put on each festival however 
the TTB is handling the Pro Cycling Challenge 12.40%


4.5 City, 1 County, 2.9 
State, 2 county lodging, 
2 access tax (funds 
used to guarentee 
program)


($1,300,000 reported in 2010)


Vail $2,166,225 (Vail LMD) 
LMD tax at 1.4% within the Town of Vail (budgeted flat from 
2011 at $2M) No


Includes destination, Front range, groups and meetings, PR, 
research, website, email campaign, branding, Special Event 
Funding ($100k for Pro Cycling Challenge and $100k for new 
iconic event marketing) 9.80%


2.9 State, 1.5 County, 4 
City, 1.4 Lodging 


$400,000 (Visit Vail Valley)


funded by business, hotel, and partner memberships, in 
addition they receive funding for travel & trade efforts from 
both the Vail Local Marketing District and Beaver Creek 
Resort Co.  None No


Specific to non-ski season marketing







Durango $510,000 non ski season marketing 2 lodging tax - 2% city & 1.9% county


Discussions about a 
possible increase in City 
lodgers tax for November 
ballot


Included in budget: typical DMO marketing and sales, visitor 
center, staff, etc.  Alsoprovide $20K to the BID for a special 
events grant program total $40K budget 9.90%


2.9 State, 2 County, 3 
City, 2 City Lodgers Tax


$546,050 total marketing budget


Whistler Approximately $3,000,000 summer season 


Tourism Whistler is unique to other DMOs as our organization 
(the Whistler Resort Association, dba Tourism Whistler) was 
established as a result of provincial legislation in 1975; 
whereby, all owners of property located on designated Resort 
Lands in Whistler are required by law to pay membership fees 
to Tourism Whistler for the purpose of promoting and 
marketing the resort. The amount paid to Tourism Whistler is 
based on the land use – and there are two types of fees: 
commercial and common. The fees are applied based on the 
number of pillows associated with the property. In the case of 
retail space, square footage is translated into a prescribed 
equivalent of pillows in order to assess the appropriate fees. No


In addition to marketing and sales, which accounts for 
approximately 70% of the overall budget, there are administrative


costs (which is less than 18% of total expenditures), as well as 
capital requirements, debt servicing and interest. The funds 


specifically allocated to marketing and sales includes 
expenditures for advertising, collateral and promotions; leisure 


sales and coop advertising; visitor services; Whistler Conference 
Center sales; research; events; and communications - note 


these expenditures also incorporate associated staffing costs 14%


2 City, 5 Federal, 7 
Provincial, 1 Tourism 
Whistler(city), 1 Tourism 
related activities(city)


$7.6 m total


The primary source of funding for Tourism Whistler is secured 
through membership fees; which accounts for approximately 
80% of Tourism Whistler’s funds. Other funding sources 
include, but are not limited to: Revenue from operation of 
Whistler Golf Club, revenue from operation of Whistler 
Conference Center, Hotel Tax 
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DMO MARKETING & COMMUNICATIONS PERFORMANCE REPORTING 
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Fundamental Mission of the Marketing & Communications Function 
 
To increase visitor volume, visitor spending and economic impact for the destination by 
developing awareness and preference. 
 
 


Marketing & Communications Definitions 


 
The following are standard definitions for key marketing activities and measures: 
 
Conversion: The intent of the campaign. For example, opts into e-newsletter/email database, 
orders visitor guide, books hotel room 
 
Print, Radio, Television Advertising (Source: American Association of Advertising Agencies) 


Frequency – Average number of times households or persons viewed a given program, 
station or advertisement during a specific time period. This number is derived by dividing 
the Gross Ratings Points (GRPs) by the Reach. 


Gross Rating Point (GRP) – A unit of measurement of audience size. It is used to measure 
the exposure to one or more programs or commercials, without regard to multiple 
exposures of the same advertising to individuals. One GRP = 1% of TV households.  


Reach – Unduplicated number of individuals or households exposed to an advertising 
medium at least once during the average week for a reported time period (also known as 
Cumulative Audience). 


Gross Impressions – Sum of audiences, in terms of people or households viewing, where 
there is exposure to the same commercial or program on multiple occasions. Two gross 
impressions could mean the same person was in the audience on two occasions or that two 
different people had been exposed only once.  


 
Digital/Online (Source: Interactive Advertising Bureau) 


Ad Views (Impressions): Number of times an ad banner is (presumably) seen by visitors. 
Corresponds to net impressions in traditional media. 


Banner: An ad on a webpage that is (usually) linked to the advertiser's website.  


Click: The action of clicking on an advertisement/link in an ad, email, message, etc. 


Unique Click: The user who clicked on any specific link in an ad, email, message, etc. 


View-through: Number of tracked visitors to the website from another channel but had the 
first impression on the page the banner ad appeared. 
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Marketing and Communications Definitions (cont’d.) 
 
Additional Email Marketing/Mobile Messaging Definitions 


Delivered: Number of emails/mobile messages sent/deployed less bounces and other 
delivery errors 


Bounce: An email/mobile message not delivered 


Forward: When an email/mobile message is sent from the original recipient to a new recipient 
 


Website (Sources: Interactive Advertising Bureau) 


Hit: A viewing of a webpage/an element on the webpage. If a webpage containing two 
graphics is viewed by a user, three hits will be recorded - one for the webpage itself and 
one for each graphic. Because webpage designs vary greatly, hits are a poor guide for 
traffic measurement.  


Jump Page: A jump page, also known as a "splash page," is a special webpage set up for 
visitors who clicked on a link in an advertisement. Jump pages can be used to promote 
special offers or to measure the response to an advertisement.  


Link: A connection between two websites. 


Page Views: Number of times a user goes to a webpage.  


Unique Users: Number of different individuals who visit a website within a specific time period.  


Valid Hits: A further refinement of hits, valid hits are hits that deliver all information to a 
user. (Excludes redirects, error messages and computer-generated hits.)  


Visits: A sequence of requests made by one user at one website. If a visitor does not 
request any new information for a period of time, known as the "time-out" period, then 
the next request by the visitor is considered a new visit.  


 
Public Relations (Source: Institute for Public Relations) 


Advertising Equivalency: A means of converting editorial space into advertising costs by 
measuring the amount of editorial coverage and then calculating what it would have cost 
to buy that space, if it had been advertising.  


Circulation: The number of copies sold of a given edition of a publication, at a given time or 
as averaged over a period of time. 


Impressions: The number of those who might have had the opportunity to be exposed to a 
story that appeared in the media. Sometimes referred to as "opportunity to see." An 
"impression" usually refers to the total audited circulation of a publication or the audience 
reach of a broadcast. 
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The following are some of the more common marketing efforts a DMO conducts to fulfill its 
mission of generating visitor volume to its destination. The performance reporting and 
subsequent ROI formulas will focus solely on the Marketing & Communications function’s 
‘direct-to-consumer’ efforts. 
 
However, it should be noted that that marketing and communications efforts can also span the 
spectrum of convention and travel trade segments and that many of the activity and performance 
measures, and productivity metrics discussed below can be applied to them as well. 
 
DMAI recommends DMO monitor the following activity measures, performance measures and 
productivity metrics for each program/niche market and on a total annual basis: 
 


Activity Measures (* If the DMO engages in the listed effort) 
 
Traditional Advertising/Promotions 


1. Number of programs 


2. Total reach 


3. Total frequency 


4. Gross impressions 


5. Total value of media placed 
a. Paid media dollars 
b. Co-op media dollars 
c. In-kind/Barter media dollars 
d. Unpaid media dollars 


6. Number of co-op partners 


 
Search Engine/PPC/Keyword Advertising  


1. Number of campaigns/programs 


2. Number of impressions 


3. Total cost/CPM/PPC 


 
Online Display/Banner Advertising  


1. Number of campaigns/programs 


2. Number of impressions 


3. Total value of media placed/Total cost/CPM/PPC 
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Activity Measures (cont’d.) 
 
Mobile Advertising/Marketing 


1. Number of mobile campaigns 


2. Number of mobile messages sent (total and per campaign) 


3. Total cost/CPM/PPC 


*  DMAI suggests, as a best practice, that DMOs that advertise conduct an audit of media 
placements to ensure that their media plan has been properly executed. 


 
Email Marketing 


1. Total database size  


2. Number of email campaigns 


3. Number of emails sent/deployed (total and per campaign) 


 
Social Media 


General guidelines: Activity measures for social media monitor the DMO’s interaction with 
that social media site.  


Note: DMAI is NOT recommending DMOs engage in one specific social media outlet over 
another. The below performance reporting metrics are for those DMOs who are already 
using/considering using the listed social media.  


1. Facebook: Number of Facebook posts by the DMO 


2. Twitter: Number of tweets sent by the DMO 


3. YouTube: Number of videos posted 


4. Destination Blog: Number of blog articles written 


 
Media/Public Relations 


1. Media tradeshows 
a. Number of media tradeshows attended 
b. Number of appointments 


2. Media missions 
a. Number of media missions 
b. Number of co-op partners 
c. Number of media contacts 
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Activity Measures (cont’d.) 


3. Number of media/PR calls 


4. Media familiarization tours 
a. Number of familiarization tours 
b. Number of journalists/media participating 
c. Number of publications represented 


5. Press releases 
a. Number of press releases issued 
b. Number distributed (incl. downloaded off DMO website) per press release 


6. Number of media inquiries 


7. Number of media interviews 


8. Number of newsletters (incl. e-newsletters) produced 


9. Number of public service announcements (PSA) produced 


10. Number of accounts with activity 


 
Event Marketing 


1. Number of events supported 


2. Number of events produced 


 


Performance Measures 
 
Traditional Advertising/Promotions 


Performance measures and productivity metrics for traditional advertising campaigns are 
typically determined by advertising effectiveness studies. Performance measures typically 
include (but are not limited to): Advertising awareness (aided and unaided), changes in a 
destination’s brand image among target audiences over time as well as intent to travel. A more 
thorough discussion on advertising performance reporting is in the productivity metrics section 
of this chapter. 
 
Inquiries/Fulfillment 


1. Number of brochure requests 


2. Number of consumer calls handled 


3. Number of coupons redeemed 
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Performance Measures (cont’d.) 
 
DMO Website 


1. Number of user sessions 


2. Number of unique users 


3. Number of repeat visits 


4. Number of clicks to the DMO website  


5. Number of specific webpage view counts 


6. Number of clicks to member/sponsor websites from DMO website ads and/or links 


7. Number of web coupons redeemed 


8. Average length of session 


9. Search engine referrals  
a. Total number of referrals 
b. Top referring search engines 
c. Percent of website traffic attributable to search engine referrals 


10. Search engine results’ placement of website  


11. Number of people who register on the DMO’s website/‘opt-ins’ 


 
Search Engine/PPC/Keyword Advertising  


1. Number of clicks 


2. Number of conversions as defined by the specific campaign 


 
Online Display/Banner Advertising  


1. Number of clicks 


2. Number of view-throughs 


3. Number of conversions as defined by the campaign 


 
Mobile Advertising/Marketing 


1. Number of mobile messages delivered 


2. Number of bounces 


3. Number of clicks 


4. Number of conversions as defined by the campaign 
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Performance Measures (cont’d.) 
 
Email Marketing 


1. Number of emails delivered 


2. Number of bounces 


3. Number of opened emails 


4. Number of clicks 


5. Number of unique clicks 


6. Number of email forwards 


7. Number of unsubscribe requests 


8. Number of conversions as defined by the campaign 


 
Social Media 


General guidelines: Performance measures quantify the public’s interaction with that site 
(overall and by specific actions).  


 
1. Facebook  


a. Number of Facebook ‘likes’ 
b. Number of page views  
c. Number of unique page views  
d. Number of active Facebook users 
e. Number of Facebook ‘interactions’ (including ‘likes’ and comments) 
f. Number of clicks 
g. Number of conversions as defined by the DMO posting  


 


2. Twitter 
a. Number of Twitter followers 
b. Number of Twitter retweets 
c. Number of Twitter ‘mentions’ 
d. Number of clicks on Tweeted links 
e. Number of conversions as defined by the DMO Tweet 


 


3. YouTube 
a. Number of channel views 
b. Number of video views 
c. Number of subscribers 
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Performance Measures (cont’d.) 
 


4. Destination Blog 
a. Number of blog visits 
b. Number of clicks  
c. Number of RSS feed subscribers 
d. Number of blog shares 


 
Media/Public Relations 


1. Placements 
a. Total number of placements 
b. Domestic vs. international placements 
c. Broadcast vs. print vs. online placements 


2. Number of impressions (circulation) 


3. Advertising equivalency ($) 


 
Bookings 


1. Online/1-800 hotel reservations 
a. Number of room nights booked 
b. Room booked revenue 
c. Rooms sold commission 
d. Average length of stay 


 


2. Online ticket sales (e.g., attractions, tours, etc.)* 
a. Total tickets sold 
b. Tickets sold revenue 
c. Tickets sold commission 


 
* See Visitor Services Performance Reporting chapter for ticket sales at DMO Visitor 


Information Center(s) 
 


3. Packages 
a. Total packages sold 
b. Packages sold revenue 
c. Packages sold commission 
d. Number of room nights booked 
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GCTBA employs a commission-free booking engine available to lodging properties.                              We do NOT sell lodging inventory thus cannot report                              sales occurring on individual property websites.                                    Lodging referrals are reported.
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PREFACE 
 
The purpose of this study is to document the economic significance of the travel 
industry in Colorado from 1996 to 2013.  These findings show the level of travel 
spending by overnight international and domestic visitors traveling to and 
through the state and the impact this spending had on the economy in terms of 
earnings, employment and tax revenue.  


This study was prepared for the Colorado Tourism Office by Dean Runyan 
Associates.  Dean Runyan Associates has specialized in research and planning 
services for the travel, tourism and recreation industry since 1984.  With respect 
to economic impact analysis, the firm developed and currently maintains the 
Regional Travel Impact Model (RTIM), a proprietary computer model for 
analyzing travel economic impacts at the state, regional and local level.  Dean 
Runyan Associates also has extensive experience in project feasibility analysis, 
market evaluation, survey research and travel and tourism planning.   


Special thanks are due to the staff at the Colorado Tourism Office for their 
valuable support and assistance.   


 
Dean Runyan Associates 


       833 SW 11th Ave., Suite 920 
       Portland, OR 97205 


(503) 226-2973 
       www.deanrunyan.com 
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EXECUTIVE SUMMARY 


This report describes the economic impacts of travel to and through Colorado and each 
of its sixty-four counties, four tourism regions, and eleven districts. The estimates of the 
direct impacts associated with traveler spending in Colorado were produced using the 
Regional Travel Impact Model (RTIM) developed by Dean Runyan Associates. 


RECENT TRAVEL TRENDS IN THE COLORADO TRAVEL INDUSTRY 


 Total direct travel spending in Colorado during 2013 was over $17.3 
billion – direct travel spending directly supported 150,600 jobs with 
earnings of over $4.7 billion.   


 The Colorado travel industry experienced a 4.9 percent increase in 
spending from 2012 in current dollars.  When adjusted for price changes, 
the increase in travel spending for Colorado was approximately 4.1%.  
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Colorado Visitor Spending Adjusted for Inflation, 2000-2013


Source: Dean Runyan Associates, Bureau of Labor Statistics and Rocky 
Mountain Lodging Report. 


 Air travel to Colorado destinations on domestic flights was up 3 percent 
from the preceding year.   


 The Colorado travel industry generated $976 million in local and state 
tax revenues in the 2013 calendar year – this represents approximately 
$497 of tax revenue per household in the state.   
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THE TRAVEL INDUSTRY BENEFITS ALL REGIONS OF COLORADO  


While travel and tourism is important throughout the state, about 50 percent of all 
overnight travel spending occurs in the Denver Metro Region. 


18%
All Other


51%
Denver Metro


23%


Mountain
Resort


9%
Pikes Peak


Travel Spending by Region, 2013


Source: Dean Runyan Associates, U.S. Bureau of Labor Statistics 
and U.S. Bureau of Economic Analysis. 
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Travel-Generated Earnings as 
a Percent of Total Earnings


Colorado Regions, 2013
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Source: Dean Runyan Associates, U.S. Bureau of Labor Statistics 
and U.S. Bureau of Economic Analysis. 


PAGE v  DEAN RUNYAN ASSOCIATES







 


 
 
 
 
 
 


This page intentionally blank 


 
 
 







DEAN RUNYAN ASSOCIATES  PAGE 1 


$500


$550


$600


$650


$700


$750


$800


$850


$900


$950


00 01 02 03 04 05 06 07 08 09 10 11 12 13p


T
o
u
ri


sm
 O


u
tp


u
t 


(B
il


li
o
n
s)


Current


Real


$580


$630


$680


$730


$780


06 07 08 09 10 11 12 13


R
ea


l 
T
o
u
ri


sm
 O


u
tp


u
t 


(B
il


li
o
n
s)


Year-Quarter


I.  NATIONAL TRAVEL TRENDS 


 


The national level data in this section focuses on visitor spending trends in current and real 


dollars, international visitation to the U.S., and trends in travel-generated employment. 


The following two graphs are derived from the Bureau of Economic Analysis Travel and 


Tourism Satellite Accounts.1  Both graphs show direct tourism output for the United States 


– spending by domestic and international visitors.   


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


                                            


1 See http://www.bea.gov/industry/index.htm#satellite. 


Spending by domestic 


and international visitors 


was $900 billion in 2013 


in current dollars.  This 


represents a 4.0 percent 


increase over 2012.  


When adjusted for 


changes in prices (real 


dollars), spending 


increased by 3.6 percent 


– compared to a 2.8 


percent increase from 


2011 to 2012.   


 


 


On a seasonally adjusted 


quarterly basis, real 


travel spending in the 


last quarter of 2013 


almost attained the 


previous high recorded 


in the first quarter of 


2007.  


Real travel spending has 


increased at a fairly 


constant pace over the 


past three years, with the 


exception of the last two 


quarters of 2012. 


Annual Direct Travel Spending in U.S., 2000-2013p 


Direct Travel Spending in U.S. 
2008-Q1 to 2013-Q4 


Annualized Seasonally Adjusted in 2005 Dollars 
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The following three graphs are concerned with international travel to the U.S.  The first 


graph is derived from the Bureau of Economic Analysis Travel and Tourism Satellite 


Accounts and International Transactions.2  The following two graphs are derived from the 


monthly international arrival data released by the Office of Travel and Tourism Industries.3 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


                                            


2 See www.bea.gov/international/index.htm for quarterly international estimates of travel and tourism exports 


(travel to the U.S. by international visitors).  Estimates of inflation-adjusted real spending by Dean Runyan 


Associates. 


3 See http://tinet.ita.doc.gov/research/monthly/index.html. Annual and 4th quarter 2013 estimates by Dean 


Runyan Associates.  


International Direct Travel Spending in U.S. 


Amounts in Real Dollars (Billions) 
International Share of U.S. Internal Travel* 


Overseas Arrivals (Millions) 


Spending by international 


visitors in the U.S. increased by 


10.0 percent from 2012 to 2013 


in real dollars – the fourth 


consecutive year of growth.  


This compares to a 2.4 percent 


rate of growth in real spending 


by domestic visitors.   


(Note: These estimates have been 
calculated by Dean Runyan Associates.) 


*Airfares for international flights on 


U.S. air carriers are not included. 


The growth and increased share of 


in international travel spending in 


the U.S. has been driven by an 


increase in overseas arrivals over 


the past four years  --  an average 


annual increase of more than 7.5 


percent.  The 2009-2013p average 


annual increase for Asian 


countries has been almost 13 


percent. 


(Note:  December 2013 arrivals estimated by 
Dean Runyan Associates.) 
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The following two graphs show quarterly employment trends since 2008 for seasonally 


adjusted data.*  The first graph shows that travel-generated employment was at its lowest 


level in the first quarter of 2010 and has not yet fully recovered.  (Employment is typically a 


lagging indicator of overall economic activity.)  The second graph shows the employment 


trends of different types of businesses within the travel industry.  In general, the leisure and 


hospitality sector has recovered more fully than transportation, retail and other business in 


the travel industry.  This is in part due to the cyclical patterns of these industry sectors and 


in part due to structural changes.  (For example, air transportation now uses fewer 


employees to transport an equivalent number of passengers.)  


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 
 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


Components of U.S. Travel Industry Employment 
Year-Quarter 2008-1 = 100 


 


Source:  Bureau of Economic 


Analysis Travel & Tourism 


Satellite Accounts.   


U.S. Travel Industry Employment 
Seasonally Adjusted at Annual Rates 


2008-Q1 to 2013-Q4 


 


*Seasonal adjustment permits 


quarter to quarter trend analysis.   


Travel industry employment 


includes the leisure and 


hospitality sector (arts, 


entertainment, recreation, 


accommodations and food 


services).  This represents 


about two-thirds of all travel 


industry employment. 


Transportation includes all 


air and ground 


transportation goods and 


services, including motor 


fuel and travel arrangement.  


This comprises about one-


fifth of all travel industry 


employment. Slightly more 


than one-tenth of travel 


industry employment is in 


retail and other businesses. 
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II. COLORADO TRAVEL IMPACTS
1996-2013
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THE SCOPE OF THE COLORADO TRAVEL INDUSTRY 


 
The multi-billion dollar travel industry in Colorado is an important part of the state and 
local economies.  The industry is represented primarily by businesses in the leisure and 
hospitality sector, transportation, and retail.  The money that visitors spend on various 
goods and services while in Colorado produces business receipts at these firms, which 
in turn generate earnings and employment for Colorado residents.  In addition, state 
and local governments collect taxes that are generated from visitor spending.  Most of 
these taxes are imposed on the sale of a goods and services to visitors, thus avoiding a 
tax burden on local residents.   


The focus of this report is on the overnight (both domestic and international) and day 
visitor components of the Colorado travel industry from 1996 through 2013.  On the 
following pages are detailed travel spending, employment and earnings estimates, and 
tax receipts directly generated by overnight and day visitors to and through Colorado.  
Following this section, detailed travel impact estimates of overnight visitors for regions, 
districts and counties constitute the remainder of this report (impacts of day visitors 
available only at the state level).  
 


DIRECT IMPACTS OF TRAVEL IN COLORADO:  A SUMMARY 


 Total direct travel spending in Colorado was approximately $17.3 billion 
during 2013.   


 Visitors that stayed overnight in commercial lodging (hotels, motels, rented 
condos, bed & breakfasts) accounted for about 60 percent of all visitor 
spending.   


 Lodging expenses (including campgrounds) accounted for 20 percent of all 
spending by visitors to Colorado.  Motor fuel and ground transportation 
accounted for 16 percent, and food & beverage services accounted for 22 
percent of all visitor spending. 


 Direct travel spending in Colorado generated over 150,523 jobs with earnings 
of $4.7 billion in 2013.   


 Direct travel spending generated $975 million in local and state taxes (not 
including property taxes).   


 Since 1996, visitor-generated spending has increased at an average annual 
rate of 4.0 percent, earnings by 3.1 percent, and local and state tax revenues 
by 5.0 percent and 2.9 percent, respectively. 
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Spending
($Billion)


Earnings
($Billion)


Employment
(Thousand) Local State Federal


Colorado Direct Travel Impacts, 1996-2013


Tax Receipts ($Million)


1996 $8.9 $2.8 139.8 $243.1 $258.7 $543


1997 $9.7 $3.0 143.9 $264.4 $278.0 $670


1998 $10.1 $3.1 141.6 $277.6 $292.8 $727


1999 $10.6 $3.1 140.6 $288.1 $295.6 $744


2000 $11.2 $3.3 140.1 $310.4 $303.4 $789


2001 $10.8 $3.4 131.2 $301.1 $288.0 $755


2002 $10.5 $3.3 128.2 $304.8 $283.5 $771


2003 $10.9 $3.3 128.2 $310.1 $289.5 $761


2004 $12.0 $3.5 136.3 $337.5 $315.6 $837


2005 $12.7 $3.6 137.5 $372.7 $326.9 $866


2006 $14.0 $3.9 142.6 $420.4 $359.5 $935


2007 $15.0 $4.1 147.0 $461.7 $382.5 $982


2008 $15.3 $4.2 148.2 $470.6 $380.9 $1,001


2009 $13.5 $4.0 140.0 $429.5 $349.9 $935


2010 $14.6 $4.0 138.2 $459.6 $365.8 $946


2011 $15.8 $4.1 141.2 $495.3 $382.2 $919


2012 $16.5 $4.4 145.3 $521.1 $397.8 $958


2013 $17.3 $4.7 150.6 $557.1 $419.0 $1,092


Annual Percent Change


12-13


96-13


 4.9%


 4.0%


 8.9%


 3.1%


 3.6%


 0.4%


 6.9%


 5.0%


 5.3%


 2.9%


 14.0%


 4.2%


Earnings include payroll, other earned income and proprietor income. Employment 
includes payroll employees and proprietors. 
Annual Percentage Change for 1996-2013 is the average annual percentage change. 
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COLORADO TRAVEL TRENDS 


The first graph, below, shows the trend in travel industry employment from 
1996-2013.  


Colorado Travel Industry Employment, 1996-2013
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Source: Dean Runyan Associates, Inc.


Other indicators of visitor travel trends to Colorado are also shown. These include 
travel spending adjusted for inflation, taxable sales for lodging establishments and 
domestic air visitors to Colorado.  
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Colorado Visitor Spending Adjusted for Inflation, 2000-2013


Source: Dean Runyan Associates, Bureau of Labor Statistics and Rocky 
Mountain Lodging Report. 
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Taxable Sales of Lodging Establishments, 1996-2013


Source: Dean Runyan Associates and Colorado Department of Revenue. 
Taxable Sales includes room rentals and other sales (e.g., food, 
entertainment) of lodging establishments. Some taxable room rentals 
(e.g., condos) not included. 
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Domestic Visitors to Colorado by Air Transportation, 2000-2013


Source: Dean Runyan Associates and Bureau of Transportation 
Origin-Destination Survey. 
This is an estimate of visitation, not the amount of spending in Colorado. 
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TAX IMPACTS 


Approximately one-half of all travel-generated tax receipts accrue to local 
governments in Colorado.  Local taxes include room taxes, sales taxes and auto 
rental taxes levied by cities, counties and special districts and regions.  Property 
taxes are not included.  State taxes include the 2.9 percent state sales tax, the 
22 cents per gallon motor fuel tax, and income taxes on travel-generated 
earnings and travel-related business income.


$87.1
State Income


$388.7
Local Sales


$109.6
Local Lodging


$58.9
Other Local*


$246.8
State Sales


$85.1
State Gasoline


Travel-Generated Tax Impacts: Local & State Receipts, 2013
($Million)


Source: Dean Runyan Associates. 
*Other Local includes Passenger Facility Charge (PFC) and Auto Rental Tax.  


DEAN RUNYAN ASSOCIATESPAGE 10







Colorado Travel Impacts, 2002-2013


2002 2004 2006 2008 2010 2011 2012 2013


Total Direct Travel Spending ($Million)
Destination Spending 9,213 10,531 12,360 13,556 12,950 14,050 14,732 15,467


Other Travel* 1,312 1,431 1,616 1,709 1,603 1,747 1,796 1,873


  Total Direct Spending 10,526 11,962 13,976 15,265 14,554 15,796 16,528 17,340


Visitor Spending by Type of Traveler Accommodation ($Million)
Hotel, Motel 5,991 6,300 7,450 8,251 7,794 8,514 9,041 9,684


Campground 308 315 321 311 313 311 325 313


Private Home 1,387 2,000 2,279 2,462 2,438 2,602 2,675 2,738


Vacation Home 379 424 540 602 613 637 646 656


Day Travel 1,148 1,492 1,770 1,930 1,793 1,985 2,045 2,076


  Destination Spending 9,213 10,531 12,360 13,556 12,950 14,050 14,732 15,467


Visitor Spending by Commodity Purchased ($Million)
Accommodations 1,879 1,943 2,419 2,790 2,492 2,669 2,836 3,075


Food Service 1,810 2,109 2,425 2,654 2,770 2,956 3,168 3,381


Food Stores 384 469 514 575 571 617 653 681


Local Tran. & Gas 1,061 1,450 1,943 2,319 1,971 2,304 2,328 2,328


Arts, Ent. & Rec. 1,414 1,611 1,736 1,764 1,738 1,828 1,920 2,006


Retail Sales 1,550 1,726 1,869 1,886 1,923 2,027 2,117 2,197


Visitor Air Tran. 1,115 1,223 1,455 1,567 1,486 1,649 1,711 1,799


  Destination Spending 9,213 10,531 12,360 13,556 12,950 14,050 14,732 15,467


Industry Earnings Generated by Travel Spending ($Million)
Accom. & Food Serv. 1,354 1,492 1,698 1,938 1,843 1,960 2,061 2,182


Arts, Ent. & Rec. 700 764 853 951 902 936 971 1,025


Retail** 280 321 346 366 353 359 372 383


Ground Tran. 70 80 95 102 102 99 102 106


Visitor Air Tran. 394 358 405 375 338 342 387 485


Other Travel* 502 497 524 474 419 421 462 563


  Total Earnings 3,300 3,511 3,921 4,206 3,957 4,117 4,354 4,744


Industry Employment Generated by Travel Spending (Thousand Jobs)
Accom. & Food Serv. 69.9 73.4 78.3 80.8 76.3 79.1 81.4 84.3


Arts, Ent. & Rec. 28.1 31.4 32.6 34.5 32.7 33.2 34.1 35.0


Retail** 12.0 13.2 13.9 14.2 13.5 13.6 13.9 14.3


Ground Tran. 2.7 2.8 3.3 3.4 3.0 3.0 3.0 3.1


Visitor Air Tran. 6.3 6.4 6.2 6.7 5.6 5.5 5.8 6.3


Other Travel* 9.2 9.2 8.3 8.6 7.1 6.8 7.1 7.6


  Total Employment 128.2 136.3 142.6 148.2 138.2 141.2 145.3 150.6


Government Revenue Generated by Travel Spending ($Million)
Local Tax Receipts 305 338 420 471 460 495 521 557


State Tax Receipts 284 316 360 381 366 382 398 419


Federal Tax Receipts 771 837 935 1,001 946 919 958 1,092


  Total Direct Gov't Revenue 1,359 1,490 1,715 1,853 1,771 1,796 1,877 2,068


Details may not add to totals due to rounding.


*Other Travel includes resident air travel and travel agencies. **Retail includes gasoline.
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III. REGIONAL OVERNIGHT VISITOR IMPACTS
2002-2013
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COLORADO REGIONS 


Denver Metro Mountain Resort


Adams Eagle


Arapahoe Grand


Broomfield Gunnison


Denver La Plata


Douglas Montrose


Jefferson Pitkin


Routt


Pikes Peak San Miguel


El Paso Summit


Fremont


Teller Other


all remaining counties


Travel-generated earnings are distributed roughly 47 percent to the Denver Metro 
region, one-quarter to the Mountain Resort region, and the remainder to the Pikes Peak 
region and all other counties.  However, the size of travel-generated earnings in relation 
to total earnings is actually much lower in the Denver Metro region as compared to the 
Mountain Resort region (as shown in the bar chart).  
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Overnight Travel-Generated Earnings by Region,  2013


Source: Dean Runyan Associates, U.S. Bureau of Labor Statistics 
and U.S. Bureau of Economic Analysis. 
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Denver Metro
Overnight Travel Impacts, 2002-2013


Total Direct Travel Spending ($Million)


Destination Spending 3,432 3,803 4,601 5,152 4,926 5,453 5,722 6,093


Other Travel* 1,115 1,193 1,361 1,429 1,380 1,517 1,565 1,659


  Total Direct Spending 4,547 4,996 5,963 6,581 6,306 6,970 7,287 7,752


Visitor Spending by Type of Traveler Accommodation ($Million)


Hotel, Motel 2,574 2,647 3,254 3,695 3,513 3,924 4,140 4,464


Campground 21 21 22 20 20 20 21 20


Private Home 816 1,110 1,292 1,400 1,355 1,470 1,520 1,568


Vacation Home 22 25 33 37 37 39 40 41


  Destination Spending 3,432 3,803 4,601 5,152 4,926 5,453 5,722 6,093


Visitor Spending by Commodity Purchased ($Million)


Accommodations 586 581 783 958 849 943 1,001 1,106


Food Service 524 597 707 793 823 903 967 1,049


Food Stores 89 115 128 146 145 160 168 177


Local Tran. & Gas 531 661 843 980 889 1,001 1,021 1,044


Arts, Ent. & Rec. 331 389 437 461 455 488 510 538


Retail Sales 462 499 558 575 581 629 658 695


Visitor Air Tran. 908 961 1,145 1,241 1,185 1,329 1,398 1,484


  Destination Spending 3,432 3,803 4,601 5,152 4,926 5,453 5,722 6,093


Industry Earnings Generated by Travel Spending ($Million)


Accom. & Food Serv. 429 454 543 644 605 654 684 728


Arts, Ent. & Rec. 170 190 221 254 229 241 254 271


Retail** 80 90 100 108 103 107 111 116


Ground Tran. 53 60 71 77 77 75 77 79


Visitor Air Tran. 335 328 366 332 301 305 345 432


Other Travel* 444 441 467 414 380 381 420 514


  Total Earnings 1,511 1,564 1,768 1,829 1,694 1,764 1,891 2,141


Industry Employment Generated by Travel Spending (Thousand Jobs)


Accom. & Food Serv. 18.9 19.0 21.6 23.6 22.3 23.4 23.9 25.0


Arts, Ent. & Rec. 5.1 5.9 6.4 6.9 6.4 6.5 6.8 7.3


Retail** 3.0 3.3 3.6 3.8 3.6 3.8 3.8 4.0


Ground Tran. 2.1 2.1 2.5 2.6 2.3 2.2 2.3 2.3


Visitor Air Tran. 5.3 5.7 5.5 5.8 5.0 4.9 5.1 5.6


Other Travel* 7.5 7.8 7.0 7.4 6.3 6.1 6.3 6.8


  Total Employment 41.9 43.8 46.5 50.1 45.9 46.9 48.3 51.0


Government Revenue Generated by Travel Spending ($Million)


Local Tax Receipts 134 145 190 219 211 231 241 261


State Tax Receipts 101 109 126 136 129 137 144 155


  Total Gov't Revenue 235 254 317 355 341 368 385 416


Details may not add to totals due to rounding.


*Other Travel includes resident air travel and travel agencies. **Retail includes gasoline.


The Denver Metro region includes Adams, Arapahoe, Broomfield, Denver, Douglas and Jefferson 
counties.
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Mountain Resort
Overnight Travel Impacts, 2002-2013


Total Direct Travel Spending ($Million)


Destination Spending 2,205 2,417 2,814 3,007 2,888 3,011 3,199 3,400


Other Travel* 31 42 53 60 54 53 53 56


  Total Direct Spending 2,236 2,458 2,868 3,066 2,942 3,064 3,252 3,456


Visitor Spending by Type of Traveler Accommodation ($Million)


Hotel, Motel 1,799 1,943 2,248 2,391 2,250 2,354 2,531 2,720


Campground 75 76 78 79 78 78 81 79


Private Home 93 132 151 160 169 177 179 186


Vacation Home 238 266 338 377 391 402 408 415


  Destination Spending 2,205 2,417 2,814 3,007 2,888 3,011 3,199 3,400


Visitor Spending by Commodity Purchased ($Million)


Accommodations 741 789 954 1,068 939 973 1,037 1,130


Food Service 526 583 673 712 746 774 838 893


Food Stores 131 147 163 179 178 189 201 210


Local Tran. & Gas 87 112 145 169 151 171 174 177


Arts, Ent. & Rec. 363 393 432 430 426 434 463 482


Retail Sales 246 256 278 272 279 285 302 312


Visitor Air Tran. 111 137 170 178 170 184 185 196


  Destination Spending 2,205 2,417 2,814 3,007 2,888 3,011 3,199 3,400


Industry Earnings Generated by Travel Spending ($Million)


Accom. & Food Serv. 428 466 525 580 542 573 605 646


Arts, Ent. & Rec. 197 203 232 254 245 254 265 287


Retail** 51 55 60 63 62 61 64 66


Ground Tran. 8 9 11 12 12 11 12 12


Visitor Air Tran. 53 22 26 30 25 25 29 36


Other Travel* 15 12 11 12 10 11 12 14


  Total Earnings 752 766 864 950 895 935 986 1,061


Industry Employment Generated by Travel Spending (Thousand Jobs)


Accom. & Food Serv. 19.8 20.1 20.9 20.6 19.3 19.9 20.6 21.3


Arts, Ent. & Rec. 6.5 6.4 6.8 6.9 6.8 7.1 7.4 7.6


Retail** 2.1 2.1 2.2 2.2 2.1 2.1 2.1 2.2


Ground Tran. 0.3 0.3 0.4 0.4 0.3 0.3 0.3 0.4


Visitor Air Tran. 0.8 0.5 0.5 0.5 0.4 0.4 0.4 0.5


Other Travel* 0.3 0.2 0.2 0.2 0.2 0.2 0.2 0.2


  Total Employment 29.8 29.7 31.0 30.9 29.1 30.0 31.1 32.1


Government Revenue Generated by Travel Spending ($Million)


Local Tax Receipts 80 87 102 112 108 114 122 131


State Tax Receipts 58 62 72 77 73 76 81 86


  Total Gov't Revenue 138 149 174 189 182 190 202 217


Details may not add to totals due to rounding.


*Other Travel includes resident air travel and travel agencies. **Retail includes gasoline.


The Mountain Resort region includes Eagle, Grand, Gunnison, La Plata, Montrose, Pitkin, Routt, San 
Miguel and Summit counties.
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Pikes Peak
Overnight Travel Impacts, 2002-2013


Total Direct Travel Spending ($Million)


Destination Spending 836 983 1,060 1,172 1,142 1,224 1,213 1,235


Other Travel* 102 119 125 129 109 112 112 94


  Total Direct Spending 938 1,103 1,185 1,302 1,251 1,336 1,325 1,329


Visitor Spending by Type of Traveler Accommodation ($Million)


Hotel, Motel 601 656 688 788 760 826 808 834


Campground 47 50 52 48 47 47 49 46


Private Home 165 253 290 305 303 319 323 321


Vacation Home 23 25 30 32 32 33 34 34


  Destination Spending 836 983 1,060 1,172 1,142 1,224 1,213 1,235


Visitor Spending by Commodity Purchased ($Million)


Accommodations 185 198 213 234 220 234 231 240


Food Service 173 208 222 258 274 289 290 303


Food Stores 36 47 50 56 57 61 62 63


Local Tran. & Gas 47 73 104 131 102 126 125 122


Arts, Ent. & Rec. 144 170 174 182 186 201 203 213


Retail Sales 160 182 185 195 202 210 208 211


Visitor Air Tran. 92 107 112 116 101 103 95 84


  Destination Spending 836 983 1,060 1,172 1,142 1,224 1,213 1,235


Industry Earnings Generated by Travel Spending ($Million)


Accom. & Food Serv. 127 145 148 171 170 186 189 198


Arts, Ent. & Rec. 58 66 70 80 75 82 81 83


Retail** 28 32 33 36 36 36 35 36


Ground Tran. 0 0 0 0 0 0 0 0


Visitor Air Tran. 4 6 10 10 10 9 10 13


Other Travel* 6 8 12 12 11 11 12 15


  Total Earnings 224 256 272 308 301 323 328 344


Industry Employment Generated by Travel Spending (Thousand Jobs)


Accom. & Food Serv. 7.5 8.0 8.0 8.4 8.0 8.4 8.7 9.0


Arts, Ent. & Rec. 2.8 3.6 3.6 4.0 3.7 4.0 3.9 3.9


Retail** 1.2 1.3 1.4 1.5 1.4 1.4 1.4 1.4


Ground Tran. 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0


Visitor Air Tran. 0.1 0.1 0.2 0.2 0.2 0.2 0.2 0.2


Other Travel* 0.2 0.2 0.3 0.3 0.2 0.2 0.2 0.2


  Total Employment 11.7 13.3 13.5 14.4 13.6 14.2 14.4 14.8


Government Revenue Generated by Travel Spending ($Million)


Local Tax Receipts 20 24 30 33 34 35 35 36


State Tax Receipts 24 28 29 32 31 33 33 34


  Total Gov't Revenue 44 52 60 65 65 68 68 69


Details may not add to totals due to rounding.


*Other Travel includes resident air travel and travel agencies. **Retail includes gasoline.


The Pikes Peak region includes El Paso, Freemont and Teller counties.
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All Other
Overnight Travel Impacts, 2002-2013


Total Direct Travel Spending ($Million)


Destination Spending 1,592 1,836 2,115 2,294 2,202 2,376 2,553 2,663


Other Travel* 65 78 77 91 60 65 66 64


  Total Direct Spending 1,657 1,914 2,192 2,385 2,262 2,441 2,618 2,727


Visitor Spending by Type of Traveler Accommodation ($Million)


Hotel, Motel 1,018 1,056 1,260 1,377 1,270 1,410 1,563 1,665


Campground 165 168 168 163 167 166 174 168


Private Home 313 505 547 598 611 637 652 664


Vacation Home 97 108 140 157 153 163 164 166


  Destination Spending 1,592 1,836 2,115 2,294 2,202 2,376 2,553 2,663


Visitor Spending by Commodity Purchased ($Million)


Accommodations 367 376 469 531 484 518 568 600


Food Service 343 410 470 513 528 567 623 661


Food Stores 110 136 147 165 163 177 189 196


Local Tran. & Gas 137 179 243 293 248 292 298 300


Arts, Ent. & Rec. 319 358 375 375 361 380 404 421


Retail Sales 313 359 384 386 390 410 437 450


Visitor Air Tran. 4 19 27 32 29 33 34 35


  Destination Spending 1,592 1,836 2,115 2,294 2,202 2,376 2,553 2,663


Industry Earnings Generated by Travel Spending ($Million)


Accom. & Food Serv. 271 301 343 388 371 385 411 430


Arts, Ent. & Rec. 152 167 180 199 195 197 204 211


Retail** 59 69 73 78 75 76 80 82


Ground Tran. 9 11 13 13 13 13 13 14


Visitor Air Tran. 2 3 4 4 3 3 3 4


Other Travel* 37 37 35 36 18 18 19 21


  Total Earnings 530 587 647 718 675 691 731 762


Industry Employment Generated by Travel Spending (Thousand Jobs)


Accom. & Food Serv. 17.6 18.7 20.0 20.3 19.1 19.5 20.3 20.8


Arts, Ent. & Rec. 8.7 9.6 9.8 10.5 9.9 9.7 9.8 10.0


Retail** 2.9 3.2 3.3 3.4 3.2 3.2 3.3 3.4


Ground Tran. 0.4 0.4 0.4 0.4 0.4 0.4 0.4 0.4


Visitor Air Tran. 0.1 0.1 0.1 0.1 0.1 0.1 0.1 0.1


Other Travel* 1.2 1.0 0.8 0.7 0.4 0.4 0.4 0.4


  Total Employment 30.8 32.9 34.5 35.3 33.0 33.3 34.3 35.1


Government Revenue Generated by Travel Spending ($Million)


Local Tax Receipts 46 52 63 70 69 76 82 86


State Tax Receipts 48 53 61 65 62 65 70 72


  Total Gov't Revenue 94 105 123 134 131 141 151 158


Details may not add to totals due to rounding.


*Other Travel includes resident air travel and travel agencies. **Retail includes gasoline.


Other Colorado includes all counties not within Denver, Mountain Resort or Pikes Peak regions.


PAGE 19  DEAN RUNYAN ASSOCIATES







Regional Overnight Travel Impacts, 2013


Denver
Metro


Mountain
Resort


Pikes
Peak


Other
Colorado


Total Direct Travel Spending ($Million)
Destination Spending 6,092 3,400 1,235 2,651


Other Travel* 1,659 56 94 64


7,752 3,456 1,329 2,715Total Direct Spending


Visitor Spending by Type of Traveler Accommodation ($Million)
Hotel, Motel 4,464 2,720 834 1,653


Campground 20 79 46 168


Private Home 1,568 186 321 664


Vacation Home 41 415 34 166


6,092 3,400 1,235 2,651Destination Spending


Visitor Spending by Commodity Purchased ($Million)
Accommodations 1,106 1,130 240 595


Food Service 1,049 893 303 658


Food Stores 177 210 63 196


Local Tran. & Gas 1,044 177 122 299


Arts, Ent. & Rec. 538 482 213 420


Retail Sales 695 312 211 448


Visitor Air Tran. 1,484 196 84 35


6,092 3,400 1,235 2,651Destination Spending


Industry Earnings Generated by Travel Spending ($Million)
Accom. & Food Serv. 728 646 198 429


Arts, Ent. & Rec. 271 287 83 211


Retail** 116 66 36 82


Ground Tran. 79 12 0 14


Visitor Air Tran. 432 36 13 4


Other Travel* 514 14 15 21


2,141 1,061 344 760Total Earnings


Industry Employment Generated by Travel Spending (Thousand Jobs)
Accom. & Food Serv. 25.0 21.3 9.0 20.8


Arts, Ent. & Rec. 7.3 7.6 3.9 10.0


Retail** 4.0 2.2 1.4 3.4


Ground Tran. 2.3 0.4 0.0 0.4


Visitor Air Tran. 5.6 0.5 0.2 0.1


Other Travel* 6.8 0.2 0.2 0.4


51.0 32.1 14.8 35.0Total Employment


Government Revenue Generated by Travel Spending ($Million)
Local Tax Receipts 261 131 36 85


State Tax Receipts 155 86 33 72


416 217 69 157Total Gov't Revenue


Details may not add to totals due to rounding.


*Other Travel includes resident air travel and travel agencies. **Retail includes gasoline.
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IV. DISTRICT OVERNIGHT VISITOR IMPACTS
2002-2013
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Northwest District
Overnight Travel Impacts, 2002-2013


Total Direct Travel Spending ($Million)
Destination Spending 1,085 1,175 1,378 1,482 1,342 1,463 1,570 1,634


Other Travel* 11 13 16 16 12 11 11 10


  Total Direct Spending 1,096 1,188 1,393 1,498 1,354 1,474 1,581 1,644


Visitor Spending by Type of Traveler Accommodation ($Million)
Hotel, Motel 884 933 1,085 1,154 1,004 1,119 1,223 1,283


Campground 38 39 40 44 39 39 41 40


Private Home 52 74 83 90 90 93 92 93


Vacation Home 111 129 169 194 209 212 214 218


  Destination Spending 1,085 1,175 1,378 1,482 1,342 1,463 1,570 1,634


Visitor Spending by Commodity Purchased ($Million)
Accommodations 353 369 444 497 407 447 479 512


Food Service 254 280 329 353 349 380 420 439


Food Stores 64 72 81 91 86 95 102 105


Local Tran. & Gas 43 56 75 88 76 88 90 90


Arts, Ent. & Rec. 190 202 225 225 212 227 245 252


Retail Sales 127 133 148 148 142 152 163 166


Visitor Air Tran. 54 63 76 80 69 75 70 71


  Destination Spending 1,085 1,175 1,378 1,482 1,342 1,463 1,570 1,634


Industry Earnings Generated by Travel Spending ($Million)
Accom. & Food Serv. 208 224 254 283 259 275 295 308


Arts, Ent. & Rec. 95 96 111 123 116 117 123 134


Retail** 27 29 32 35 32 33 35 36


Ground Tran. 3 4 5 5 5 5 5 5


Visitor Air Tran. 30 8 11 16 10 7 8 10


Other Travel* 7 4 5 5 3 2 3 2


  Total Earnings 371 366 418 466 425 439 468 494


Industry Employment Generated by Travel Spending (Jobs)
Accom. & Food Serv. 9,790 9,700 10,220 10,180 9,270 9,630 10,100 10,240


Arts, Ent. & Rec. 3,110 3,080 3,390 3,820 3,700 3,690 3,930 4,010


Retail** 1,080 1,100 1,160 1,160 1,030 1,050 1,110 1,130


Ground Tran. 130 140 160 170 150 150 150 150


Visitor Air Tran. 450 170 200 280 180 100 110 120


Other Travel* 150 100 100 90 60 50 50 40


  Total Employment 14,710 14,290 15,240 15,700 14,390 14,670 15,440 15,700


Government Revenue Generated by Travel Spending ($Million)
Local Tax Receipts 42 43 51 55 49 54 58 61


State Tax Receipts 29 30 35 38 34 37 40 41


  Total Gov't Revenue 71 73 86 93 84 91 98 103


Details may not add to totals due to rounding.


*Other Travel includes resident air travel and travel agencies. **Retail includes gasoline.


The Northwest District includes Eagle, Garfield, Grand, Jackson, Moffat, Rio Blanco and Routt counties.
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Mesa District
Overnight Travel Impacts, 2002-2013


Total Direct Travel Spending ($Million)
Destination Spending 127 162 200 241 210 220 232 236


Other Travel* 6 19 24 31 30 32 35 33


  Total Direct Spending 133 180 224 273 240 252 267 269


Visitor Spending by Type of Traveler Accommodation ($Million)
Hotel, Motel 90 100 132 164 131 136 147 150


Campground 9 9 9 9 10 10 11 10


Private Home 26 49 54 63 63 67 68 69


Vacation Home 3 4 5 6 6 6 6 6


  Destination Spending 127 162 200 241 210 220 232 236


Visitor Spending by Commodity Purchased ($Million)
Accommodations 32 33 44 62 48 47 50 50


Food Service 29 35 43 51 47 48 52 54


Food Stores 9 11 13 15 14 15 16 16


Local Tran. & Gas 11 14 20 24 20 23 24 24


Arts, Ent. & Rec. 16 20 23 25 23 23 24 24


Retail Sales 27 31 35 38 35 36 38 38


Visitor Air Tran. 4 18 22 27 25 28 29 30


  Destination Spending 127 162 200 241 210 220 232 236


Industry Earnings Generated by Travel Spending ($Million)
Accom. & Food Serv. 23 25 31 40 36 36 39 41


Arts, Ent. & Rec. 6 7 9 11 9 9 8 9


Retail** 5 6 6 7 6 6 7 7


Ground Tran. 1 1 1 1 1 1 1 1


Visitor Air Tran. 2 2 3 3 2 2 2 2


Other Travel* 3 3 3 3 3 2 2 2


  Total Earnings 39 44 53 65 57 55 58 61


Industry Employment Generated by Travel Spending (Jobs)
Accom. & Food Serv. 1,480 1,550 1,700 1,880 1,670 1,680 1,760 1,810


Arts, Ent. & Rec. 630 750 900 1,000 850 820 790 810


Retail** 210 240 260 280 260 250 260 260


Ground Tran. 20 20 30 30 30 30 30 30


Visitor Air Tran. 50 50 60 60 40 30 30 40


Other Travel* 80 80 80 80 60 40 40 40


  Total Employment 2,470 2,700 3,020 3,340 2,910 2,850 2,900 3,000


Government Revenue Generated by Travel Spending ($Million)
Local Tax Receipts 5 5 7 9 7 8 8 8


State Tax Receipts 4 5 6 6 6 6 6 6


  Total Gov't Revenue 9 10 12 15 13 13 14 14


Details may not add to totals due to rounding.


*Other Travel includes resident air travel and travel agencies. **Retail includes gasoline.


The Mesa District includes Mesa county.
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Southwest District
Overnight Travel Impacts, 2002-2013


Total Direct Travel Spending ($Million)
Destination Spending 453 519 588 628 607 643 673 721


Other Travel* 7 15 23 26 26 27 27 30


  Total Direct Spending 461 534 610 653 632 670 700 750


Visitor Spending by Type of Traveler Accommodation ($Million)
Hotel, Motel 304 339 382 406 376 403 426 474


Campground 66 67 70 72 75 74 78 75


Private Home 34 58 66 71 78 82 84 86


Vacation Home 49 56 70 78 79 84 85 86


  Destination Spending 453 519 588 628 607 643 673 721


Visitor Spending by Commodity Purchased ($Million)
Accommodations 130 139 162 178 164 171 178 193


Food Service 101 115 126 134 136 144 154 169


Food Stores 31 36 38 42 41 44 46 49


Local Tran. & Gas 37 47 61 71 63 72 73 74


Arts, Ent. & Rec. 70 78 81 82 78 81 84 91


Retail Sales 71 77 80 78 80 82 85 89


Visitor Air Tran. 13 27 40 43 44 50 53 56


  Destination Spending 453 519 588 628 607 643 673 721


Industry Earnings Generated by Travel Spending ($Million)
Accom. & Food Serv. 91 101 110 120 112 118 121 131


Arts, Ent. & Rec. 37 40 42 46 45 48 50 54


Retail** 14 16 17 17 17 17 17 18


Ground Tran. 4 4 5 5 5 5 5 5


Visitor Air Tran. 11 8 8 5 7 7 9 10


Other Travel* 4 5 3 2 4 5 5 7


  Total Earnings 161 174 185 196 189 200 207 226


Industry Employment Generated by Travel Spending (Jobs)
Accom. & Food Serv. 5,120 5,360 5,520 5,300 4,800 4,890 4,940 5,270


Arts, Ent. & Rec. 1,790 1,810 1,840 1,700 1,680 1,720 1,800 1,830


Retail** 730 770 760 750 710 700 710 730


Ground Tran. 140 140 170 170 150 150 150 160


Visitor Air Tran. 170 160 160 100 110 130 140 150


Other Travel* 80 100 80 60 70 90 80 100


  Total Employment 8,030 8,340 8,530 8,070 7,530 7,680 7,840 8,230


Government Revenue Generated by Travel Spending ($Million)
Local Tax Receipts 14 16 19 20 20 21 22 24


State Tax Receipts 13 14 16 16 16 17 17 18


  Total Gov't Revenue 27 30 34 37 36 37 39 42


Details may not add to totals due to rounding.


*Other Travel includes resident air travel and travel agencies. **Retail includes gasoline.


The Southwest District includes Archuleta, Delta, Dolores, La Plata, Montezuma, Montrose, Ouray, San 
Juan and San Miguel counties.
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North Central District
Overnight Travel Impacts, 2002-2013


Total Direct Travel Spending ($Million)
Destination Spending 621 637 716 760 717 755 791 854


Other Travel* 0 0 0 0 0 0 0 0


  Total Direct Spending 621 637 717 761 717 755 791 854


Visitor Spending by Type of Traveler Accommodation ($Million)
Hotel, Motel 549 556 625 666 621 657 690 753


Campground 19 19 19 18 18 18 18 18


Private Home 9 15 15 16 20 20 20 21


Vacation Home 44 47 57 60 59 60 62 63


  Destination Spending 621 637 716 760 717 755 791 854


Visitor Spending by Commodity Purchased ($Million)
Accommodations 203 208 257 293 256 269 282 315


Food Service 139 147 165 175 182 191 201 216


Food Stores 34 36 39 42 42 45 47 49


Local Tran. & Gas 11 16 22 27 22 26 26 26


Arts, Ent. & Rec. 168 164 164 156 147 154 162 172


Retail Sales 66 65 69 67 68 70 73 76


Visitor Air Tran. 0 0 0 0 0 0 0 0


  Destination Spending 621 637 716 760 717 755 791 854


Industry Earnings Generated by Travel Spending ($Million)
Accom. & Food Serv. 104 108 122 136 123 130 134 143


Arts, Ent. & Rec. 66 61 63 66 70 72 71 72


Retail** 13 13 14 15 14 14 15 15


Ground Tran. 0 1 1 1 1 1 1 1


Visitor Air Tran. 0 0 0 0 0 0 0 0


Other Travel* 0 0 0 0 0 0 0 0


  Total Earnings 183 183 200 218 208 216 220 230


Industry Employment Generated by Travel Spending (Jobs)
Accom. & Food Serv. 5,370 5,300 5,550 5,520 5,280 5,580 5,740 5,840


Arts, Ent. & Rec. 2,430 2,180 2,110 2,110 2,220 2,320 2,320 2,350


Retail** 560 550 560 540 540 540 550 570


Ground Tran. 20 20 20 20 20 20 20 20


Visitor Air Tran. 0 0 0 0 0 0 0 0


Other Travel* 10 10 10 10 0 0 0 0


  Total Employment 8,390 8,050 8,250 8,200 8,060 8,460 8,620 8,770


Government Revenue Generated by Travel Spending ($Million)
Local Tax Receipts 19 19 23 26 24 26 28 30


State Tax Receipts 16 16 19 20 19 20 21 22


  Total Gov't Revenue 34 35 41 46 43 46 48 53


Details may not add to totals due to rounding.


*Other Travel includes resident air travel and travel agencies. **Retail includes gasoline.


The North Central District includes Clear Creek, Gilpin, and Summit counties.
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Central District
Overnight Travel Impacts, 2002-2013


Total Direct Travel Spending ($Million)
Destination Spending 595 678 798 841 876 841 910 955


Other Travel* 15 15 18 20 17 16 17 17


  Total Direct Spending 609 693 815 861 893 857 927 972


Visitor Spending by Type of Traveler Accommodation ($Million)
Hotel, Motel 435 498 599 635 664 622 687 727


Campground 48 49 44 40 42 42 44 43


Private Home 40 54 60 63 66 69 71 74


Vacation Home 71 77 96 104 104 108 110 111


  Destination Spending 595 678 798 841 876 841 910 955


Visitor Spending by Commodity Purchased ($Million)
Accommodations 180 203 247 272 263 244 269 285


Food Service 137 160 190 200 227 217 237 250


Food Stores 37 44 48 53 56 55 60 62


Local Tran. & Gas 23 30 40 48 42 48 49 49


Arts, Ent. & Rec. 97 111 126 125 135 125 134 138


Retail Sales 77 83 90 87 96 91 98 100


Visitor Air Tran. 44 47 56 57 58 61 64 72


  Destination Spending 595 678 798 841 876 841 910 955


Industry Earnings Generated by Travel Spending ($Million)
Accom. & Food Serv. 121 138 159 174 170 174 187 199


Arts, Ent. & Rec. 63 67 79 86 84 85 88 94


Retail** 15 17 19 19 20 19 20 20


Ground Tran. 2 2 3 3 3 3 3 3


Visitor Air Tran. 12 5 7 10 8 12 13 17


Other Travel* 5 3 4 5 3 4 4 5


  Total Earnings 219 234 270 297 288 296 315 338


Industry Employment Generated by Travel Spending (Jobs)
Accom. & Food Serv. 5,740 6,170 6,570 6,390 6,120 6,220 6,400 6,570


Arts, Ent. & Rec. 1,780 1,850 1,940 1,910 1,830 1,870 1,880 1,900


Retail** 690 730 770 750 750 710 740 750


Ground Tran. 80 80 100 100 90 90 90 90


Visitor Air Tran. 210 120 140 170 130 190 200 220


Other Travel* 110 80 80 90 50 60 60 60


  Total Employment 8,590 9,040 9,590 9,420 8,970 9,140 9,370 9,590


Government Revenue Generated by Travel Spending ($Million)
Local Tax Receipts 19 24 29 31 34 33 36 38


State Tax Receipts 15 17 20 21 22 21 23 24


  Total Gov't Revenue 35 41 49 52 56 54 59 62


Details may not add to totals due to rounding.


*Other Travel includes resident air travel and travel agencies. **Retail includes gasoline.


The Central District includes Chaffee, Fremont, Gunnison, Hinsdale, Lake, Park and Pitkin counties.
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South Central District
Overnight Travel Impacts, 2002-2013


Total Direct Travel Spending ($Million)
Destination Spending 182 213 237 265 273 290 303 301


Other Travel* 1 1 2 2 2 4 2 2


  Total Direct Spending 183 215 239 267 275 294 306 303


Visitor Spending by Type of Traveler Accommodation ($Million)
Hotel, Motel 107 112 126 149 155 168 179 177


Campground 25 26 27 25 26 26 27 26


Private Home 37 61 65 69 72 75 76 77


Vacation Home 12 14 19 21 20 21 22 21


  Destination Spending 182 213 237 265 273 290 303 301


Visitor Spending by Commodity Purchased ($Million)
Accommodations 45 47 53 62 64 66 70 67


Food Service 44 53 58 64 71 75 81 82


Food Stores 14 18 19 21 22 24 25 25


Local Tran. & Gas 14 20 28 36 28 35 35 34


Arts, Ent. & Rec. 24 29 30 32 33 34 35 35


Retail Sales 40 46 47 48 52 54 56 56


Visitor Air Tran. 0 1 2 3 3 2 2 3


  Destination Spending 182 213 237 265 273 290 303 301


Industry Earnings Generated by Travel Spending ($Million)
Accom. & Food Serv. 34 38 40 47 47 47 49 49


Arts, Ent. & Rec. 20 24 26 30 29 30 31 31


Retail** 8 9 10 10 11 11 11 11


Ground Tran. 0 0 0 0 0 0 0 0


Visitor Air Tran. 0 0 1 0 0 1 1 2


Other Travel* 1 1 1 1 0 1 1 1


  Total Earnings 63 72 78 88 87 89 93 94


Industry Employment Generated by Travel Spending (Jobs)
Accom. & Food Serv. 2,670 2,850 2,980 3,160 3,040 2,970 3,020 3,040


Arts, Ent. & Rec. 940 1,020 1,040 1,090 950 960 940 940


Retail** 420 470 480 480 480 480 490 480


Ground Tran. 10 10 10 10 10 10 10 10


Visitor Air Tran. 0 0 10 10 10 10 10 20


Other Travel* 30 20 20 20 10 20 20 20


  Total Employment 4,070 4,380 4,530 4,770 4,490 4,450 4,490 4,510


Government Revenue Generated by Travel Spending ($Million)
Local Tax Receipts 6 6 7 8 8 9 9 9


State Tax Receipts 6 7 7 8 8 8 9 9


  Total Gov't Revenue 12 13 14 16 16 17 18 18


Details may not add to totals due to rounding.


*Other Travel includes resident air travel and travel agencies. **Retail includes gasoline.


The South Central District includes Alamosa, Conejos, Costilla, Custer, Huerfano, Las Animas, Mineral, 
Pueblo, Rio Grande and Saguache counties.
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Larimer District
Overnight Travel Impacts, 2002-2013


Total Direct Travel Spending ($Million)
Destination Spending 305 356 429 440 427 472 510 533


Other Travel* 6 9 8 9 6 6 5 3


  Total Direct Spending 310 365 437 449 433 477 515 537


Visitor Spending by Type of Traveler Accommodation ($Million)
Hotel, Motel 188 200 253 251 237 275 308 330


Campground 34 35 37 34 34 34 35 34


Private Home 56 93 102 113 115 119 123 125


Vacation Home 26 29 37 42 41 44 44 45


  Destination Spending 305 356 429 440 427 472 510 533


Visitor Spending by Commodity Purchased ($Million)
Accommodations 74 78 106 105 101 113 125 135


Food Service 69 84 99 103 105 116 128 135


Food Stores 23 28 32 34 33 37 40 41


Local Tran. & Gas 22 29 40 49 40 48 49 49


Arts, Ent. & Rec. 52 63 71 70 68 73 78 81


Retail Sales 64 74 81 78 78 84 90 92


Visitor Air Tran. 0 0 0 1 1 1 1 0


  Destination Spending 305 356 429 440 427 472 510 533


Industry Earnings Generated by Travel Spending ($Million)
Accom. & Food Serv. 50 56 68 71 74 79 86 90


Arts, Ent. & Rec. 23 26 30 33 33 34 36 40


Retail** 11 13 15 15 14 15 16 16


Ground Tran. 1 1 2 2 2 2 2 2


Visitor Air Tran. 0 0 0 0 0 0 0 0


Other Travel* 4 5 6 5 3 2 2 3


  Total Earnings 88 103 121 125 125 132 142 151


Industry Employment Generated by Travel Spending (Jobs)
Accom. & Food Serv. 3,100 3,360 3,840 3,670 3,660 3,820 4,040 4,110


Arts, Ent. & Rec. 2,040 2,360 2,180 2,440 2,350 2,280 2,360 2,410


Retail** 540 600 660 660 620 640 660 660


Ground Tran. 50 50 60 60 50 50 50 60


Visitor Air Tran. 0 0 10 0 0 0 0 0


Other Travel* 120 140 130 100 70 60 60 70


  Total Employment 5,850 6,510 6,860 6,930 6,750 6,850 7,180 7,320


Government Revenue Generated by Travel Spending ($Million)
Local Tax Receipts 9 10 12 12 12 14 15 16


State Tax Receipts 9 10 12 12 12 13 14 15


  Total Gov't Revenue 18 20 24 24 24 27 29 31


Details may not add to totals due to rounding.


*Other Travel includes resident air travel and travel agencies. **Retail includes gasoline.


The Larimer District includes Larimer county.
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Denver District
Overnight Travel Impacts, 2002-2013


Total Direct Travel Spending ($Million)
Destination Spending 3,698 4,109 4,956 5,539 5,305 5,864 6,151 6,541


Other Travel* 1,139 1,215 1,380 1,453 1,393 1,529 1,579 1,672


  Total Direct Spending 4,838 5,324 6,335 6,993 6,698 7,394 7,729 8,214


Visitor Spending by Type of Traveler Accommodation ($Million)
Hotel, Motel 2,764 2,837 3,488 3,951 3,763 4,200 4,430 4,771


Campground 23 23 24 22 23 22 24 23


Private Home 880 1,213 1,396 1,513 1,467 1,586 1,640 1,690


Vacation Home 33 37 48 53 53 56 58 58


  Destination Spending 3,698 4,109 4,956 5,539 5,305 5,864 6,151 6,541


Visitor Spending by Commodity Purchased ($Million)
Accommodations 653 645 869 1,057 940 1,043 1,105 1,219


Food Service 588 672 791 884 920 1,008 1,077 1,166


Food Stores 107 138 153 174 172 190 199 209


Local Tran. & Gas 549 685 877 1,021 923 1,042 1,062 1,085


Arts, Ent. & Rec. 377 445 496 522 516 552 576 606


Retail Sales 517 562 625 642 650 702 733 773


Visitor Air Tran. 908 961 1,145 1,241 1,185 1,329 1,398 1,484


  Destination Spending 3,698 4,109 4,956 5,539 5,305 5,864 6,151 6,541


Industry Earnings Generated by Travel Spending ($Million)
Accom. & Food Serv. 474 503 600 708 666 718 752 800


Arts, Ent. & Rec. 199 225 258 296 268 281 297 316


Retail** 90 102 112 121 115 120 124 130


Ground Tran. 54 61 72 78 78 76 78 81


Visitor Air Tran. 335 328 366 332 301 305 345 432


Other Travel* 458 454 478 428 387 389 427 522


  Total Earnings 1,610 1,673 1,885 1,963 1,815 1,889 2,024 2,280


Industry Employment Generated by Travel Spending (Jobs)
Accom. & Food Serv. 21,250 21,550 24,210 26,420 24,890 26,110 26,650 27,820


Arts, Ent. & Rec. 6,670 7,750 8,250 8,810 8,200 8,300 8,680 9,210


Retail** 3,420 3,750 4,090 4,290 4,090 4,240 4,310 4,490


Ground Tran. 2,080 2,140 2,540 2,610 2,300 2,270 2,320 2,370


Visitor Air Tran. 5,280 5,710 5,460 5,850 4,990 4,880 5,130 5,580


Other Travel* 7,900 8,040 7,170 7,580 6,410 6,200 6,390 6,860


  Total Employment 46,600 48,940 51,720 55,560 50,890 51,990 53,480 56,340


Government Revenue Generated by Travel Spending ($Million)
Local Tax Receipts 144 156 204 235 227 249 260 281


State Tax Receipts 109 118 137 147 140 149 156 168


  Total Gov't Revenue 253 274 341 382 367 398 416 449


Details may not add to totals due to rounding.


*Other Travel includes resident air travel and travel agencies. **Retail includes gasoline.


DistrictThe Denver District includes Adams, Arapahoe, Boulder, Broomfield, Denver, Douglas and 
Jefferson counties.


PAGE 31  DEAN RUNYAN ASSOCIATES







20132012201120102008200620042002


El Paso/Teller District
Overnight Travel Impacts, 2002-2013


Total Direct Travel Spending ($Million)
Destination Spending 796 937 1,005 1,115 1,087 1,168 1,156 1,176


Other Travel* 101 119 124 129 109 112 112 94


  Total Direct Spending 897 1,056 1,130 1,245 1,196 1,280 1,267 1,270


Visitor Spending by Type of Traveler Accommodation ($Million)
Hotel, Motel 586 641 668 766 740 806 788 812


Campground 35 38 39 36 35 35 37 35


Private Home 156 238 273 287 285 300 304 302


Vacation Home 19 21 25 27 27 28 28 28


  Destination Spending 796 937 1,005 1,115 1,087 1,168 1,156 1,176


Visitor Spending by Commodity Purchased ($Million)
Accommodations 177 190 202 223 209 224 221 230


Food Service 164 197 210 244 260 275 276 287


Food Stores 32 43 45 51 52 56 56 58


Local Tran. & Gas 44 68 98 123 96 118 118 115


Arts, Ent. & Rec. 138 162 166 174 178 194 195 205


Retail Sales 150 170 173 183 190 198 195 198


Visitor Air Tran. 92 107 112 116 101 103 95 84


  Destination Spending 796 937 1,005 1,115 1,087 1,168 1,156 1,176


Industry Earnings Generated by Travel Spending ($Million)
Accom. & Food Serv. 121 138 140 162 161 178 181 190


Arts, Ent. & Rec. 55 62 66 76 71 77 77 80


Retail** 26 30 31 34 33 34 33 33


Ground Tran. 0 0 0 0 0 0 0 0


Visitor Air Tran. 4 6 10 10 10 9 10 13


Other Travel* 6 8 12 12 11 11 12 15


  Total Earnings 212 244 257 293 286 308 313 330


Industry Employment Generated by Travel Spending (Jobs)
Accom. & Food Serv. 6,900 7,460 7,290 7,790 7,450 7,870 8,130 8,520


Arts, Ent. & Rec. 2,580 3,370 3,410 3,800 3,470 3,720 3,710 3,740


Retail** 1,100 1,230 1,260 1,370 1,320 1,330 1,280 1,300


Ground Tran. 0 0 0 0 0 0 0 0


Visitor Air Tran. 110 120 210 210 180 170 170 190


Other Travel* 190 190 280 270 220 210 220 230


  Total Employment 10,870 12,380 12,450 13,450 12,640 13,300 13,520 13,980


Government Revenue Generated by Travel Spending ($Million)
Local Tax Receipts 19 23 29 32 32 34 34 35


State Tax Receipts 23 26 28 30 30 31 31 32


  Total Gov't Revenue 42 49 57 62 62 65 65 66


Details may not add to totals due to rounding.


*Other Travel includes resident air travel and travel agencies. **Retail includes gasoline.


The El Paso/Teller District includes El Paso and Teller counties.
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Northeast District
Overnight Travel Impacts, 2002-2013


Total Direct Travel Spending ($Million)
Destination Spending 119 155 176 194 192 209 221 247


Other Travel* 2 2 2 1 1 1 1 1


  Total Direct Spending 121 157 178 195 193 210 222 248


Visitor Spending by Type of Traveler Accommodation ($Million)
Hotel, Motel 54 52 58 65 60 70 78 103


Campground 6 7 7 7 7 7 7 7


Private Home 55 92 105 114 119 124 128 130


Vacation Home 4 5 6 8 7 8 8 8


  Destination Spending 119 155 176 194 192 209 221 247


Visitor Spending by Commodity Purchased ($Million)
Accommodations 20 20 22 25 23 26 28 36


Food Service 30 40 46 50 54 58 62 71


Food Stores 10 14 16 18 18 20 21 23


Local Tran. & Gas 11 16 22 28 22 27 27 28


Arts, Ent. & Rec. 17 24 26 28 29 30 31 34


Retail Sales 30 41 44 44 47 49 51 55


Visitor Air Tran. 0 0 0 0 0 0 0 0


  Destination Spending 119 155 176 194 192 209 221 247


Industry Earnings Generated by Travel Spending ($Million)
Accom. & Food Serv. 19 23 25 29 28 29 31 36


Arts, Ent. & Rec. 9 12 14 16 14 15 16 16


Retail** 6 8 8 9 9 9 9 10


Ground Tran. 0 0 0 0 0 0 0 0


Visitor Air Tran. 0 0 0 0 0 0 0 0


Other Travel* 1 1 1 1 1 1 1 1


  Total Earnings 35 44 48 54 51 54 57 62


Industry Employment Generated by Travel Spending (Jobs)
Accom. & Food Serv. 1,520 1,780 1,800 1,820 1,690 1,730 1,800 2,010


Arts, Ent. & Rec. 780 1,000 1,130 1,250 1,090 1,140 1,180 1,160


Retail** 300 360 390 390 380 380 390 410


Ground Tran. 0 0 10 10 10 10 10 10


Visitor Air Tran. 0 0 0 0 0 0 0 0


Other Travel* 50 40 30 20 20 20 10 10


  Total Employment 2,650 3,180 3,360 3,500 3,190 3,270 3,390 3,600


Government Revenue Generated by Travel Spending ($Million)
Local Tax Receipts 3 3 4 4 5 5 5 6


State Tax Receipts 4 5 5 6 6 6 6 7


  Total Gov't Revenue 7 8 9 10 10 11 12 13


Details may not add to totals due to rounding.


*Other Travel includes resident air travel and travel agencies. **Retail includes gasoline.


The Northeast District includes Logan, Morgan, Phillips, Sedgwick, Washington, Weld and Yuma counties.


PAGE 33  DEAN RUNYAN ASSOCIATES







20132012201120102008200620042002


Southeast District
Overnight Travel Impacts, 2002-2013


Total Direct Travel Spending ($Million)
Destination Spending 85 99 109 121 123 141 170 191


Other Travel* 24 22 20 20 8 8 8 10


  Total Direct Spending 108 121 130 141 131 149 178 202


Visitor Spending by Type of Traveler Accommodation ($Million)
Hotel, Motel 31 33 37 44 44 59 86 105


Campground 4 4 5 4 4 4 4 4


Private Home 42 55 60 64 66 68 69 72


Vacation Home 7 6 8 10 10 10 10 10


  Destination Spending 85 99 109 121 123 141 170 191


Visitor Spending by Commodity Purchased ($Million)
Accommodations 12 12 13 15 16 20 29 35


Food Service 12 15 16 17 19 23 30 36


Food Stores 4 5 5 6 6 7 9 10


Local Tran. & Gas 38 43 52 59 58 63 66 69


Arts, Ent. & Rec. 7 9 9 10 10 12 15 17


Retail Sales 12 14 14 14 15 17 21 24


Visitor Air Tran. 0 0 0 0 0 0 0 0


  Destination Spending 85 99 109 121 123 141 170 191


Industry Earnings Generated by Travel Spending ($Million)
Accom. & Food Serv. 11 12 12 14 14 14 16 17


Arts, Ent. & Rec. 4 4 5 5 5 6 7 7


Retail** 3 3 3 3 3 4 4 5


Ground Tran. 5 6 7 7 7 7 7 7


Visitor Air Tran. 0 0 0 0 0 0 0 0


Other Travel* 14 13 12 12 4 5 5 6


  Total Earnings 36 38 38 41 34 35 39 42


Industry Employment Generated by Travel Spending (Jobs)
Accom. & Food Serv. 780 820 790 830 800 790 870 900


Arts, Ent. & Rec. 290 350 370 360 390 410 460 470


Retail** 140 160 160 160 160 160 190 210


Ground Tran. 190 200 240 240 210 210 210 220


Visitor Air Tran. 0 0 0 0 0 0 0 0


Other Travel* 470 370 290 260 110 110 120 140


  Total Employment 1,870 1,900 1,850 1,850 1,660 1,680 1,860 1,930


Government Revenue Generated by Travel Spending ($Million)
Local Tax Receipts 2 2 2 3 3 4 5 5


State Tax Receipts 3 3 4 4 4 4 5 6


  Total Gov't Revenue 5 6 6 7 7 8 10 11


Details may not add to totals due to rounding.


*Other Travel includes resident air travel and travel agencies. **Retail includes gasoline.


The Southeast District includes Baca, Bent, Cheyenne, Crowley, Elbert, Kiowa, Kit Carson, Lincoln, Otero 
and Prowers counties.
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County Overnight Travel Impacts, 1998-2013


Adams


Travel Spending ($M)  160.3  194.0  219.6  262.3  318.4  342.6  298.9  347.5  382.8 329.8


Earnings ($M)  41.9  50.5  60.1  67.4  77.9  80.5  73.7  82.3  94.2 77.9


Employment (jobs)  2,780  3,020  3,370  3,690  3,830  3,870  3,530  3,770  4,400 3,600


Local Taxes ($M)  6.3  8.4  10.4  11.9  14.0  15.2  13.4  15.4  17.9 14.2


State Taxes ($M)  8.4  8.6  9.2  10.4  11.9  12.1  11.1  11.9  12.9 11.5


Alamosa


Travel Spending ($M)  20.3  20.2  19.8  23.4  27.7  29.4  35.8  39.9  37.0 36.3


Earnings ($M)  6.1  5.9  5.8  6.8  7.8  8.1  8.4  9.0  8.8 8.5


Employment (jobs)  530  460  430  460  490  460  470  480  460 480


Local Taxes ($M)  0.7  0.7  0.7  0.8  0.8  0.9  1.2  1.3  1.2 1.1


State Taxes ($M)  0.7  0.6  0.6  0.7  0.8  0.8  1.0  1.1  1.0 1.0


Arapahoe


Travel Spending ($M)  649.5  707.4  606.4  661.0  729.2  779.3  740.1  841.6  875.2 793.3


Earnings ($M)  217.0  237.6  201.7  209.2  214.4  222.6  197.5  227.0  232.9 208.3


Employment (jobs)  8,320  7,970  6,360  6,200  6,050  6,460  5,900  6,390  6,550 6,130


Local Taxes ($M)  13.7  15.8  13.7  15.5  18.0  20.3  19.3  22.2  23.6 20.5


State Taxes ($M)  21.7  22.2  19.0  20.4  22.6  23.9  22.8  25.0  25.9 23.7


Archuleta


Travel Spending ($M)  23.1  28.6  29.6  34.2  37.8  36.8  40.6  45.9  47.2 43.7


Earnings ($M)  9.4  11.5  12.0  13.9  14.8  14.6  13.7  14.4  15.6 13.7


Employment (jobs)  550  590  600  620  670  610  560  560  610 570


Local Taxes ($M)  0.8  1.0  1.1  1.2  1.5  1.5  1.7  1.9  2.0 1.8


State Taxes ($M)  0.8  0.9  0.9  1.0  1.1  1.1  1.2  1.3  1.3 1.2
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County Overnight Travel Impacts, 1998-2013


Baca


Travel Spending ($M)  2.1  2.0  1.8  2.3  3.0  3.2  3.0  3.1  3.0 2.9


Earnings ($M)  0.5  0.5  0.4  0.5  0.7  0.7  0.5  0.5  0.5 0.4


Employment (jobs)  60  50  40  50  50  50  30  30  30 30


Local Taxes ($M)  0.0  0.0  0.0  0.0  0.0  0.0  0.0  0.0  0.0 0.0


State Taxes ($M)  0.1  0.1  0.1  0.1  0.1  0.1  0.1  0.1  0.1 0.1


Bent


Travel Spending ($M)  2.3  2.7  2.5  3.2  3.5  3.9  3.3  3.7  3.7 2.9


Earnings ($M)  0.6  0.6  0.6  0.8  0.8  0.9  0.7  0.7  0.8 0.6


Employment (jobs)  50  50  50  60  70  70  50  50  40 40


Local Taxes ($M)  0.1  0.1  0.1  0.1  0.1  0.1  0.1  0.1  0.1 0.1


State Taxes ($M)  0.1  0.1  0.1  0.1  0.1  0.1  0.1  0.1  0.1 0.1


Boulder


Travel Spending ($M)  305.2  326.2  290.5  328.7  372.9  411.3  392.2  442.0  461.6 423.8


Earnings ($M)  105.2  110.9  99.0  108.6  117.6  134.0  120.3  133.0  139.1 125.5


Employment (jobs)  5,890  5,540  4,750  5,110  5,240  5,430  5,030  5,220  5,300 5,140


Local Taxes ($M)  10.1  11.0  9.9  10.9  14.1  15.7  15.4  19.1  20.4 18.2


State Taxes ($M)  9.4  9.6  8.4  9.2  10.5  11.3  10.9  12.0  12.6 11.6


Broomfield


Travel Spending ($M)  0.0  0.0  40.0  65.1  73.6  78.5  84.6  100.6  101.0 95.2


Earnings ($M)  0.0  0.0  13.5  21.7  24.1  26.8  23.4  25.2  26.3 23.5


Employment (jobs)  0  0  700  1,020  1,110  1,180  1,080  1,100  1,120 1,060


Local Taxes ($M)  0.0  0.0  1.6  2.5  3.2  3.4  3.6  4.4  4.4 4.1


State Taxes ($M)  0.0  0.0  1.0  1.7  1.9  2.1  2.1  2.5  2.5 2.4
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County Overnight Travel Impacts, 1998-2013


Chaffee


Travel Spending ($M)  40.9  44.9  47.3  50.6  50.7  56.5  56.6  71.0  75.5 59.6


Earnings ($M)  13.5  14.5  15.5  16.2  16.0  18.2  17.6  19.5  21.0 18.6


Employment (jobs)  1,020  980  1,000  990  900  910  870  950  970 910


Local Taxes ($M)  1.3  1.5  1.6  1.6  1.6  1.8  2.0  2.6  2.8 2.1


State Taxes ($M)  1.3  1.4  1.4  1.5  1.5  1.7  1.7  2.0  2.1 1.7


Cheyenne


Travel Spending ($M)  0.9  0.9  0.7  1.0  1.5  1.7  1.6  1.8  1.8 1.7


Earnings ($M)  0.2  0.2  0.2  0.2  0.3  0.3  0.6  0.4  0.4 0.3


Employment (jobs)  20  20  10  20  20  30  50  30  30 30


Local Taxes ($M)  0.0  0.0  0.0  0.0  0.0  0.0  0.0  0.0  0.0 0.0


State Taxes ($M)  0.1  0.0  0.0  0.0  0.1  0.1  0.1  0.1  0.1 0.1


Clear Creek


Travel Spending ($M)  18.6  19.5  18.6  19.9  22.2  23.3  21.5  25.1  21.9 23.3


Earnings ($M)  4.8  4.9  4.7  4.8  5.1  5.3  5.5  6.3  5.9 5.7


Employment (jobs)  370  350  320  300  300  310  300  330  290 310


Local Taxes ($M)  0.5  0.5  0.5  0.5  0.5  0.5  0.5  0.6  0.5 0.6


State Taxes ($M)  0.7  0.7  0.6  0.6  0.7  0.7  0.7  0.7  0.7 0.7


Conejos


Travel Spending ($M)  6.5  5.5  5.6  5.9  7.3  7.5  7.6  8.2  8.1 7.6


Earnings ($M)  2.4  2.0  2.0  2.1  2.5  2.5  2.1  2.2  2.1 2.0


Employment (jobs)  180  130  140  150  180  210  190  160  150 150


Local Taxes ($M)  0.1  0.1  0.1  0.1  0.1  0.1  0.1  0.1  0.1 0.1


State Taxes ($M)  0.2  0.2  0.2  0.2  0.2  0.2  0.2  0.2  0.2 0.2
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Costilla


Travel Spending ($M)  1.7  4.2  3.0  3.4  3.6  3.7  3.1  4.0  4.0 3.3


Earnings ($M)  0.4  1.2  0.8  0.9  0.9  1.0  0.9  1.0  1.0 0.9


Employment (jobs)  60  120  80  80  80  80  80  90  80 80


Local Taxes ($M)  0.0  0.1  0.1  0.1  0.1  0.1  0.1  0.1  0.1 0.1


State Taxes ($M)  0.1  0.1  0.1  0.1  0.1  0.1  0.1  0.1  0.1 0.1


Crowley


Travel Spending ($M)  0.6  0.6  0.5  0.8  1.0  1.1  1.0  1.0  1.0 1.0


Earnings ($M)  0.1  0.1  0.1  0.2  0.2  0.2  0.2  0.2  0.2 0.2


Employment (jobs)  10  10  10  10  10  10  10  10  10 10


Local Taxes ($M)  0.0  0.0  0.0  0.0  0.0  0.0  0.0  0.0  0.0 0.0


State Taxes ($M)  0.0  0.0  0.0  0.0  0.0  0.0  0.0  0.0  0.0 0.0


Custer


Travel Spending ($M)  8.1  8.2  8.1  8.3  8.5  9.5  9.7  12.7  15.9 10.6


Earnings ($M)  2.1  2.0  2.0  2.0  2.0  2.3  2.0  2.3  2.7 2.0


Employment (jobs)  230  190  190  180  170  200  170  170  200 160


Local Taxes ($M)  0.2  0.2  0.2  0.2  0.2  0.2  0.2  0.3  0.4 0.2


State Taxes ($M)  0.2  0.2  0.2  0.2  0.2  0.3  0.3  0.3  0.4 0.3


Delta


Travel Spending ($M)  22.2  23.0  23.3  30.0  36.2  34.3  33.4  32.0  31.7 33.5


Earnings ($M)  6.9  6.9  7.1  9.0  10.7  10.2  9.6  9.4  9.4 9.4


Employment (jobs)  530  520  480  570  650  560  560  520  530 520


Local Taxes ($M)  0.6  0.7  0.7  0.9  1.1  1.0  0.9  0.9  0.9 0.9


State Taxes ($M)  0.7  0.7  0.7  0.8  1.0  0.9  0.9  0.8  0.8 0.9
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Denver


Travel Spending ($M)  3,066.4  3,580.2  3,199.3  3,484.8  4,209.8  4,651.7  4,530.8  5,245.4  5,581.1 5,034.6


Earnings ($M)  1,022.4  1,081.6  1,092.7  1,124.0  1,290.1  1,310.6  1,223.2  1,364.6  1,585.1 1,269.8


Employment (jobs)  27,150  27,540  24,540  26,310  28,360  30,730  27,970  29,430  31,010 28,610


Local Taxes ($M)  87.2  100.0  93.7  101.8  137.6  160.3  156.4  177.3  190.6 171.4


State Taxes ($M)  56.2  58.6  53.5  56.9  67.6  73.7  71.3  80.5  88.0 76.7


Dolores


Travel Spending ($M)  2.1  2.6  3.1  3.3  3.4  3.5  3.7  4.6  4.7 3.8


Earnings ($M)  0.5  0.6  0.7  0.8  0.8  0.8  0.7  0.9  0.9 0.8


Employment (jobs)  70  60  80  80  80  70  50  60  60 50


Local Taxes ($M)  0.0  0.1  0.1  0.1  0.1  0.1  0.1  0.1  0.1 0.1


State Taxes ($M)  0.1  0.1  0.1  0.1  0.1  0.1  0.1  0.1  0.1 0.1


Douglas


Travel Spending ($M)  51.4  84.9  84.5  132.3  165.8  214.3  204.0  243.2  261.0 217.3


Earnings ($M)  12.2  21.2  21.5  33.1  40.1  54.0  52.3  57.4  60.1 55.2


Employment (jobs)  700  1,150  1,090  1,630  1,960  2,500  2,450  2,570  2,640 2,500


Local Taxes ($M)  0.9  1.8  2.0  3.0  4.0  5.6  5.8  7.1  8.0 6.3


State Taxes ($M)  2.5  3.2  3.1  4.4  5.3  6.5  6.3  7.1  7.5 6.5


Eagle


Travel Spending ($M)  589.7  573.6  587.3  636.2  728.7  775.0  736.4  863.4  897.8 793.6


Earnings ($M)  186.2  176.0  156.6  165.2  182.7  210.2  188.8  206.4  216.4 195.2


Employment (jobs)  7,620  6,840  6,350  6,390  6,580  7,020  6,430  6,830  6,870 6,510


Local Taxes ($M)  26.4  23.0  23.8  23.1  26.8  29.1  27.5  32.9  34.7 29.7


State Taxes ($M)  15.8  15.2  14.6  15.6  17.7  19.2  18.0  21.0  22.0 19.2
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El Paso


Travel Spending ($M)  911.5  977.7  810.1  956.7  1,027.2  1,138.5  1,086.1  1,138.3  1,131.8 1,154.7


Earnings ($M)  199.4  211.5  180.1  208.6  221.0  252.3  246.1  268.7  286.5 265.2


Employment (jobs)  12,430  11,930  9,450  10,940  10,980  11,900  11,130  11,900  12,450 11,710


Local Taxes ($M)  18.7  20.5  18.5  22.2  28.2  31.3  31.3  32.5  33.4 32.9


State Taxes ($M)  24.9  25.8  21.4  24.6  26.1  28.4  28.0  29.1  29.9 29.4


Elbert


Travel Spending ($M)  62.8  61.6  57.7  60.4  63.8  67.2  57.2  61.8  67.0 59.2


Earnings ($M)  20.5  21.6  19.3  19.4  19.2  19.6  12.4  12.7  14.2 12.1


Employment (jobs)  900  850  700  610  570  550  370  370  400 360


Local Taxes ($M)  0.6  0.5  0.6  0.8  0.9  1.5  1.6  1.7  1.8 1.6


State Taxes ($M)  1.4  1.3  1.3  1.3  1.5  1.6  1.5  1.5  1.7 1.5


Fremont


Travel Spending ($M)  36.9  40.4  40.6  46.5  55.1  57.1  55.4  57.5  58.8 56.7


Earnings ($M)  10.5  11.2  11.4  12.6  14.6  15.4  15.0  14.8  14.0 15.4


Employment (jobs)  860  850  840  890  1,010  960  910  870  800 900


Local Taxes ($M)  0.8  0.9  1.0  1.1  1.3  1.4  1.3  1.3  1.4 1.3


State Taxes ($M)  1.3  1.3  1.3  1.4  1.7  1.7  1.7  1.7  1.7 1.7


Garfield


Travel Spending ($M)  52.7  60.6  85.6  97.0  125.5  145.0  121.2  143.9  144.2 132.0


Earnings ($M)  15.8  18.0  26.8  29.5  36.8  43.5  36.1  39.0  40.9 36.7


Employment (jobs)  1,030  990  1,370  1,410  1,590  1,650  1,430  1,510  1,580 1,440


Local Taxes ($M)  1.7  2.0  3.3  3.6  5.1  5.8  5.1  6.0  6.1 5.4


State Taxes ($M)  2.1  2.2  2.9  3.2  4.0  4.4  3.8  4.3  4.3 4.0
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Gilpin


Travel Spending ($M)  91.6  120.8  140.6  133.1  129.1  121.0  109.5  124.4  132.4 116.5


Earnings ($M)  32.9  43.2  50.3  45.7  45.3  45.9  50.6  49.2  47.3 48.8


Employment (jobs)  1,400  1,670  1,770  1,570  1,570  1,530  1,660  1,690  1,670 1,660


Local Taxes ($M)  0.5  0.8  0.9  0.8  0.8  0.8  0.9  1.0  1.0 0.9


State Taxes ($M)  1.1  1.5  1.7  1.6  1.6  1.5  1.6  1.6  1.6 1.6


Grand


Travel Spending ($M)  139.6  153.5  158.8  165.8  195.2  200.0  179.4  223.0  231.4 209.4


Earnings ($M)  45.4  49.5  51.5  52.6  60.3  63.1  59.4  64.0  70.3 61.4


Employment (jobs)  2,820  2,780  2,620  2,400  2,560  2,560  2,370  2,540  2,660 2,460


Local Taxes ($M)  4.9  5.4  5.6  5.7  6.6  6.7  5.9  7.4  7.8 7.0


State Taxes ($M)  3.9  4.2  4.2  4.3  5.0  5.1  4.6  5.5  5.8 5.2


Gunnison


Travel Spending ($M)  82.6  85.3  83.2  120.3  138.5  136.4  136.2  149.8  156.5 142.4


Earnings ($M)  29.0  29.3  34.3  37.1  42.6  41.0  36.1  40.1  42.4 37.3


Employment (jobs)  1,680  1,640  1,620  2,110  2,240  2,060  1,800  1,890  1,960 1,820


Local Taxes ($M)  2.4  2.4  2.4  4.1  4.7  4.9  5.0  5.5  5.7 5.1


State Taxes ($M)  2.0  2.0  2.0  2.8  3.2  3.1  3.1  3.4  3.5 3.2


Hinsdale


Travel Spending ($M)  8.4  9.2  9.5  9.5  10.5  10.1  10.5  11.5  11.4 10.8


Earnings ($M)  4.6  5.0  5.3  5.2  5.6  5.5  5.2  7.6  6.9 7.1


Employment (jobs)  390  370  380  320  340  300  290  440  450 420


Local Taxes ($M)  0.3  0.3  0.3  0.4  0.4  0.4  0.4  0.5  0.5 0.4


State Taxes ($M)  0.2  0.3  0.3  0.3  0.3  0.3  0.3  0.3  0.3 0.3
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Huerfano


Travel Spending ($M)  8.1  8.7  8.1  8.8  9.6  10.2  9.4  13.3  13.3 12.6


Earnings ($M)  2.9  3.1  2.9  2.9  3.0  3.1  2.5  3.2  3.3 3.1


Employment (jobs)  220  220  170  160  170  180  150  180  180 170


Local Taxes ($M)  0.2  0.2  0.2  0.2  0.2  0.2  0.3  0.4  0.4 0.4


State Taxes ($M)  0.3  0.3  0.3  0.3  0.3  0.3  0.3  0.4  0.4 0.4


Jackson


Travel Spending ($M)  2.4  3.2  3.2  3.1  3.4  3.8  3.9  4.1  4.6 4.0


Earnings ($M)  1.5  2.0  2.0  1.9  2.1  2.3  2.3  2.4  2.7 2.3


Employment (jobs)  90  120  100  90  90  90  100  100  110 100


Local Taxes ($M)  0.0  0.1  0.1  0.1  0.1  0.1  0.1  0.1  0.2 0.1


State Taxes ($M)  0.1  0.1  0.1  0.1  0.1  0.1  0.1  0.1  0.1 0.1


Jefferson


Travel Spending ($M)  358.9  424.5  397.3  390.2  465.8  515.0  447.5  508.9  551.0 499.6


Earnings ($M)  109.1  127.7  121.1  108.7  121.2  133.9  124.2  134.0  142.7 128.9


Employment (jobs)  6,020  6,490  5,790  4,980  5,170  5,400  4,930  5,010  5,320 4,950


Local Taxes ($M)  10.4  13.0  12.6  10.3  13.5  14.6  12.9  14.6  16.5 14.1


State Taxes ($M)  15.5  16.3  15.1  14.7  16.8  17.5  15.9  16.9  18.1 16.7


Kiowa


Travel Spending ($M)  0.7  0.7  0.7  0.8  0.9  0.9  0.8  0.7  1.0 0.9


Earnings ($M)  0.2  0.2  0.2  0.3  0.3  0.3  0.3  0.2  0.3 0.3


Employment (jobs)  20  20  20  20  20  20  20  10  20 20


Local Taxes ($M)  0.0  0.0  0.0  0.0  0.0  0.0  0.0  0.0  0.0 0.0


State Taxes ($M)  0.0  0.0  0.0  0.0  0.0  0.0  0.0  0.0  0.0 0.0
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Kit Carson


Travel Spending ($M)  10.6  10.9  11.2  12.5  10.7  13.0  13.8  16.7  17.8 13.8


Earnings ($M)  4.1  4.1  4.3  4.6  3.5  4.4  4.6  5.3  5.5 4.9


Employment (jobs)  310  270  260  260  190  210  220  240  240 220


Local Taxes ($M)  0.1  0.1  0.2  0.2  0.2  0.3  0.3  0.4  0.4 0.3


State Taxes ($M)  0.4  0.4  0.4  0.4  0.4  0.4  0.5  0.5  0.6 0.5


La Plata


Travel Spending ($M)  162.4  173.0  152.0  189.5  211.8  229.1  218.1  249.0  253.5 231.2


Earnings ($M)  59.6  61.3  54.2  67.9  64.4  70.2  68.6  79.0  86.4 74.4


Employment (jobs)  3,630  3,420  2,740  3,050  2,900  2,840  2,660  2,880  2,990 2,770


Local Taxes ($M)  4.7  5.2  4.5  5.3  6.2  6.6  6.3  7.0  7.2 6.5


State Taxes ($M)  4.6  4.7  4.0  4.8  5.1  5.3  5.1  5.6  5.8 5.2


Lake


Travel Spending ($M)  15.9  21.6  21.8  21.9  25.1  28.8  27.4  30.5  29.1 26.3


Earnings ($M)  4.7  7.1  7.2  7.0  7.9  9.5  8.3  8.8  8.7 8.5


Employment (jobs)  310  420  400  350  370  390  340  360  350 340


Local Taxes ($M)  0.4  0.5  0.6  0.5  0.6  0.7  0.7  0.8  0.7 0.7


State Taxes ($M)  0.5  0.6  0.6  0.6  0.7  0.8  0.8  0.8  0.8 0.7


Larimer


Travel Spending ($M)  285.5  319.4  310.4  365.3  436.7  448.7  432.6  515.3  536.7 477.3


Earnings ($M)  81.7  90.2  88.3  102.6  120.5  125.4  125.4  142.0  150.5 132.2


Employment (jobs)  6,360  6,290  5,850  6,510  6,860  6,930  6,750  7,180  7,320 6,850


Local Taxes ($M)  7.4  8.7  8.5  9.6  11.8  11.8  11.7  15.0  15.8 14.2


State Taxes ($M)  9.1  9.6  9.1  10.3  12.3  12.4  12.2  14.1  14.8 13.1
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Las Animas


Travel Spending ($M)  13.7  15.1  15.2  17.9  27.7  35.8  33.4  35.2  36.1 36.6


Earnings ($M)  5.0  5.4  5.6  6.3  9.6  12.9  11.8  11.0  11.3 11.5


Employment (jobs)  410  420  390  430  630  770  670  610  610 650


Local Taxes ($M)  0.4  0.4  0.4  0.5  0.7  0.9  0.9  0.9  0.9 0.9


State Taxes ($M)  0.5  0.5  0.5  0.6  0.9  1.1  1.0  1.0  1.1 1.1


Lincoln


Travel Spending ($M)  8.8  10.4  10.5  12.1  16.6  19.0  18.2  50.3  68.0 31.0


Earnings ($M)  1.8  2.2  2.3  2.4  3.1  3.4  3.5  5.4  6.7 4.1


Employment (jobs)  150  170  180  170  210  210  200  300  350 230


Local Taxes ($M)  0.2  0.2  0.2  0.2  0.3  0.3  0.4  1.2  1.8 0.7


State Taxes ($M)  0.5  0.5  0.5  0.6  0.7  0.7  0.7  1.5  1.9 1.0


Logan


Travel Spending ($M)  15.5  14.9  17.2  18.6  20.5  21.7  21.7  24.5  23.8 20.6


Earnings ($M)  5.2  4.8  5.7  6.0  6.3  6.9  6.4  6.8  7.0 5.9


Employment (jobs)  390  330  380  400  400  380  350  380  380 330


Local Taxes ($M)  0.4  0.4  0.5  0.5  0.5  0.6  0.6  0.7  0.7 0.5


State Taxes ($M)  0.5  0.5  0.5  0.6  0.6  0.6  0.6  0.7  0.7 0.6


Mesa


Travel Spending ($M)  115.8  127.7  133.2  180.4  223.8  272.8  240.0  266.5  269.1 252.0


Earnings ($M)  32.3  34.5  38.8  43.7  52.8  64.6  57.1  58.1  61.2 54.9


Employment (jobs)  2,470  2,400  2,470  2,700  3,020  3,340  2,910  2,900  3,000 2,850


Local Taxes ($M)  3.9  4.2  4.7  5.4  6.7  8.6  7.4  7.9  8.0 7.5


State Taxes ($M)  3.8  3.8  4.0  4.5  5.5  6.4  5.6  5.9  6.0 5.6
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Mineral


Travel Spending ($M)  8.8  11.5  12.2  11.8  12.4  12.6  13.7  13.8  12.7 12.7


Earnings ($M)  2.8  3.6  3.9  3.7  3.9  4.1  4.3  4.5  4.3 4.3


Employment (jobs)  250  260  320  290  290  290  300  290  270 270


Local Taxes ($M)  0.3  0.4  0.4  0.4  0.4  0.4  0.5  0.5  0.4 0.4


State Taxes ($M)  0.2  0.3  0.3  0.3  0.3  0.3  0.3  0.3  0.3 0.3


Moffat


Travel Spending ($M)  19.2  18.5  16.7  22.4  31.4  34.5  26.1  37.0  34.0 30.6


Earnings ($M)  4.8  4.4  4.0  5.4  7.6  8.6  7.7  8.8  8.6 7.6


Employment (jobs)  480  400  350  440  580  590  500  530  520 480


Local Taxes ($M)  0.6  0.5  0.5  0.7  1.0  1.1  0.8  1.2  1.1 1.0


State Taxes ($M)  0.6  0.5  0.5  0.6  0.9  1.0  0.7  1.0  0.9 0.8


Montezuma


Travel Spending ($M)  53.6  64.0  53.6  60.3  72.4  75.8  70.0  77.0  84.4 73.9


Earnings ($M)  13.8  16.3  13.3  14.9  17.7  18.5  17.0  17.9  19.1 18.0


Employment (jobs)  1,140  1,260  970  1,040  1,150  1,090  990  970  1,010 1,020


Local Taxes ($M)  1.4  2.0  1.8  1.9  2.2  2.3  2.1  2.2  2.4 2.1


State Taxes ($M)  1.7  1.9  1.5  1.7  2.0  2.0  1.9  2.0  2.2 2.0


Montrose


Travel Spending ($M)  57.5  63.9  59.9  76.8  91.9  98.9  103.1  103.8  110.0 103.1


Earnings ($M)  13.9  14.8  26.2  21.2  25.9  23.8  21.2  18.3  19.3 17.2


Employment (jobs)  1,030  1,020  1,150  1,190  1,260  970  810  800  850 740


Local Taxes ($M)  1.2  1.3  1.1  1.5  1.6  2.1  2.2  2.2  2.2 2.2


State Taxes ($M)  1.8  1.8  2.0  2.0  2.4  2.4  2.4  2.4  2.4 2.3
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County Overnight Travel Impacts, 1998-2013


Morgan


Travel Spending ($M)  15.8  18.2  16.6  22.0  22.8  24.9  20.1  24.2  26.4 22.0


Earnings ($M)  4.5  5.2  4.8  6.2  5.9  6.5  6.1  6.7  7.2 6.1


Employment (jobs)  430  450  380  490  450  480  450  460  480 430


Local Taxes ($M)  0.3  0.4  0.4  0.5  0.5  0.5  0.4  0.5  0.6 0.5


State Taxes ($M)  0.7  0.7  0.7  0.8  0.8  0.8  0.7  0.8  0.9 0.7


Otero


Travel Spending ($M)  12.5  12.6  10.7  14.2  15.0  16.9  18.0  19.6  19.9 19.0


Earnings ($M)  3.9  3.8  3.2  4.1  4.1  4.8  4.9  4.8  4.9 4.8


Employment (jobs)  360  320  220  290  280  310  310  270  270 290


Local Taxes ($M)  0.3  0.3  0.3  0.3  0.3  0.4  0.4  0.4  0.4 0.4


State Taxes ($M)  0.5  0.4  0.4  0.4  0.5  0.5  0.5  0.6  0.6 0.5


Ouray


Travel Spending ($M)  17.6  21.5  20.9  22.1  22.1  27.8  28.3  32.3  33.3 29.3


Earnings ($M)  6.4  7.8  7.6  8.0  7.7  10.0  8.8  9.4  9.9 8.5


Employment (jobs)  440  490  440  400  380  460  420  430  460 400


Local Taxes ($M)  0.7  0.8  0.8  0.8  0.9  1.1  1.4  1.5  1.6 1.4


State Taxes ($M)  0.5  0.7  0.6  0.7  0.7  0.8  0.8  0.9  0.9 0.8


Park


Travel Spending ($M)  13.0  14.3  14.9  15.7  17.6  19.6  19.8  21.6  22.0 21.3


Earnings ($M)  5.1  5.5  5.8  5.9  6.4  7.2  6.1  6.1  6.0 6.0


Employment (jobs)  470  460  430  470  500  520  490  410  410 420


Local Taxes ($M)  0.4  0.4  0.4  0.4  0.5  0.5  0.5  0.6  0.6 0.6


State Taxes ($M)  0.4  0.4  0.4  0.5  0.5  0.6  0.6  0.6  0.6 0.6
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County Overnight Travel Impacts, 1998-2013


Phillips


Travel Spending ($M)  2.3  2.5  2.3  3.2  3.9  4.4  3.9  4.4  4.5 4.4


Earnings ($M)  0.5  0.5  0.5  0.6  0.7  0.7  0.8  0.8  0.9 0.8


Employment (jobs)  50  50  50  60  60  60  50  50  50 50


Local Taxes ($M)  0.0  0.0  0.0  0.0  0.0  0.0  0.0  0.0  0.0 0.0


State Taxes ($M)  0.2  0.1  0.1  0.2  0.2  0.2  0.2  0.2  0.2 0.2


Pitkin


Travel Spending ($M)  359.5  385.3  392.0  428.6  517.7  552.7  586.6  584.9  619.0 539.7


Earnings ($M)  127.0  135.3  139.0  149.4  176.4  200.2  199.5  217.7  239.1 203.5


Employment (jobs)  4,120  4,040  3,920  3,900  4,220  4,290  4,280  4,450  4,660 4,330


Local Taxes ($M)  11.0  11.9  13.0  16.0  19.8  21.3  24.0  24.8  26.4 22.7


State Taxes ($M)  8.6  9.2  9.2  10.0  12.1  13.1  13.7  13.8  14.7 12.7


Prowers


Travel Spending ($M)  13.4  13.3  12.2  13.5  13.6  14.3  14.0  19.9  18.7 16.5


Earnings ($M)  5.9  5.8  5.3  5.8  5.8  6.4  6.6  8.8  8.3 7.4


Employment (jobs)  440  400  370  410  430  400  410  550  540 450


Local Taxes ($M)  0.4  0.4  0.3  0.4  0.4  0.4  0.4  0.6  0.5 0.5


State Taxes ($M)  0.4  0.4  0.3  0.3  0.3  0.4  0.4  0.5  0.5 0.4


Pueblo


Travel Spending ($M)  84.9  92.9  92.3  113.5  119.2  134.7  138.3  149.4  150.6 149.8


Earnings ($M)  30.9  32.9  33.5  39.9  40.4  46.2  46.6  51.0  51.5 49.4


Employment (jobs)  2,010  1,940  1,860  2,080  2,010  2,060  1,990  2,010  2,040 2,050


Local Taxes ($M)  2.7  3.0  3.0  3.4  3.5  4.0  4.3  4.5  4.5 4.5


State Taxes ($M)  3.2  3.2  3.1  3.5  3.7  4.0  4.1  4.3  4.4 4.3
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County Overnight Travel Impacts, 1998-2013


Rio Blanco


Travel Spending ($M)  8.1  10.3  10.0  14.1  12.3  17.0  13.7  14.5  15.7 13.5


Earnings ($M)  3.6  4.6  4.4  6.4  5.3  7.7  7.2  6.6  7.0 6.1


Employment (jobs)  240  290  200  280  210  260  220  230  230 210


Local Taxes ($M)  0.1  0.2  0.3  0.4  0.3  0.5  0.4  0.4  0.4 0.4


State Taxes ($M)  0.3  0.3  0.3  0.4  0.3  0.5  0.4  0.4  0.4 0.4


Rio Grande


Travel Spending ($M)  12.6  13.5  14.3  16.5  17.4  17.8  18.3  22.2  18.4 18.1


Earnings ($M)  4.9  5.2  5.6  6.3  6.3  6.4  6.3  6.9  6.9 5.8


Employment (jobs)  430  410  400  450  410  400  360  370  400 320


Local Taxes ($M)  0.5  0.5  0.6  0.6  0.6  0.6  0.7  0.8  0.7 0.6


State Taxes ($M)  0.5  0.5  0.5  0.5  0.6  0.6  0.6  0.7  0.6 0.6


Routt


Travel Spending ($M)  209.7  220.5  234.6  249.9  296.6  322.7  273.2  294.9  316.3 291.0


Earnings ($M)  98.6  101.8  125.2  104.5  122.9  130.7  123.3  140.6  148.4 130.0


Employment (jobs)  3,770  3,600  3,720  3,280  3,620  3,510  3,340  3,690  3,730 3,480


Local Taxes ($M)  7.5  7.9  8.6  9.0  10.6  11.6  9.5  10.2  11.1 10.1


State Taxes ($M)  5.7  5.8  6.2  6.1  7.2  7.7  6.6  7.2  7.8 7.0


Saguache


Travel Spending ($M)  3.5  3.9  4.2  4.9  5.3  5.6  6.0  6.8  6.9 6.3


Earnings ($M)  1.0  1.1  1.1  1.3  1.4  1.5  1.7  1.7  1.8 1.6


Employment (jobs)  90  90  80  90  110  120  120  120  120 120


Local Taxes ($M)  0.0  0.0  0.1  0.1  0.1  0.1  0.1  0.1  0.1 0.1


State Taxes ($M)  0.1  0.1  0.1  0.1  0.1  0.2  0.2  0.2  0.2 0.2
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County Overnight Travel Impacts, 1998-2013


San Juan


Travel Spending ($M)  11.7  12.5  11.9  10.6  12.8  11.6  12.1  13.2  14.2 13.1


Earnings ($M)  2.9  3.1  3.0  2.6  3.1  2.8  3.3  3.2  3.3 3.2


Employment (jobs)  200  220  200  170  200  170  160  160  170 170


Local Taxes ($M)  0.3  0.4  0.3  0.3  0.4  0.3  0.4  0.4  0.5 0.4


State Taxes ($M)  0.3  0.3  0.3  0.3  0.3  0.3  0.3  0.3  0.4 0.3


San Miguel


Travel Spending ($M)  87.1  105.5  106.2  107.2  121.6  135.3  123.0  141.9  171.3 138.4


Earnings ($M)  29.8  36.0  37.0  35.9  39.3  44.6  46.3  54.9  61.6 54.6


Employment (jobs)  1,190  1,390  1,380  1,210  1,240  1,300  1,310  1,450  1,570 1,430


Local Taxes ($M)  2.3  3.8  3.7  4.0  4.5  5.2  4.7  5.5  6.8 5.4


State Taxes ($M)  2.3  2.8  2.7  2.7  3.0  3.4  3.2  3.7  4.4 3.6


Sedgwick


Travel Spending ($M)  1.2  1.2  1.1  1.6  1.8  2.0  1.9  2.1  2.1 2.1


Earnings ($M)  0.3  0.3  0.3  0.4  0.4  0.4  0.3  0.3  0.3 0.3


Employment (jobs)  30  20  20  30  30  30  20  20  20 20


Local Taxes ($M)  0.0  0.0  0.0  0.0  0.0  0.0  0.0  0.0  0.0 0.0


State Taxes ($M)  0.1  0.1  0.0  0.1  0.1  0.1  0.1  0.1  0.1 0.1


Summit


Travel Spending ($M)  438.5  486.9  461.8  484.0  565.4  616.3  585.9  641.6  700.1 615.3


Earnings ($M)  122.1  134.4  128.0  132.5  149.5  166.5  151.6  164.4  176.9 161.7


Employment (jobs)  6,790  6,920  6,300  6,180  6,380  6,360  6,100  6,600  6,810 6,490


Local Taxes ($M)  15.3  18.3  17.3  17.9  21.3  24.2  23.0  26.1  28.9 24.9


State Taxes ($M)  13.2  14.5  13.4  14.0  16.3  17.8  16.8  18.2  19.9 17.5
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County Overnight Travel Impacts, 1998-2013


Teller


Travel Spending ($M)  96.2  86.1  87.0  99.3  102.6  106.0  109.6  129.1  138.2 124.9


Earnings ($M)  35.7  31.2  32.1  35.0  36.4  40.3  40.0  44.3  43.8 42.7


Employment (jobs)  1,900  1,540  1,420  1,440  1,470  1,550  1,520  1,620  1,530 1,580


Local Taxes ($M)  0.7  0.7  0.6  0.7  0.8  0.8  0.9  1.0  1.1 1.0


State Taxes ($M)  1.5  1.3  1.3  1.5  1.6  1.7  1.7  1.9  1.9 1.8


Washington


Travel Spending ($M)  1.7  2.0  1.7  2.4  2.6  2.6  2.6  2.7  2.8 2.7


Earnings ($M)  0.5  0.5  0.5  0.7  0.7  0.7  0.5  0.5  0.6 0.5


Employment (jobs)  40  40  40  50  60  50  30  30  30 30


Local Taxes ($M)  0.0  0.0  0.0  0.0  0.0  0.0  0.1  0.1  0.1 0.1


State Taxes ($M)  0.1  0.1  0.0  0.1  0.1  0.1  0.1  0.1  0.1 0.1


Weld


Travel Spending ($M)  68.9  75.9  75.8  102.6  117.8  131.1  135.8  155.9  180.1 150.0


Earnings ($M)  19.7  21.3  21.5  28.3  31.7  36.3  34.6  39.1  43.9 37.6


Employment (jobs)  1,790  1,760  1,610  1,970  2,170  2,330  2,120  2,280  2,460 2,240


Local Taxes ($M)  1.4  1.6  1.7  2.2  2.7  3.0  3.2  3.7  4.5 3.6


State Taxes ($M)  2.5  2.5  2.4  3.0  3.4  3.7  3.8  4.2  4.9 4.1


Yuma


Travel Spending ($M)  5.0  5.7  6.0  6.2  8.0  8.1  7.2  8.0  8.4 8.2


Earnings ($M)  1.7  1.9  2.1  2.0  2.5  2.5  2.5  2.7  2.6 2.7


Employment (jobs)  170  170  180  170  190  160  170  170  170 190


Local Taxes ($M)  0.1  0.1  0.1  0.1  0.1  0.1  0.1  0.1  0.1 0.1


State Taxes ($M)  0.2  0.2  0.2  0.2  0.3  0.3  0.2  0.3  0.3 0.3
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APPENDIX A 
 


Regional Travel Impact Model 
This appendix provides a brief overview of methodology, terminology and 
limitations of the Regional Travel Impact Model.   


Direct Impacts  
The estimates of the direct impacts associated with traveler spending in 
Colorado were produced using the Regional Travel Impact Model (RTIM) 
developed by Dean Runyan Associates.  The input data used to detail the 
economic impacts of the Colorado travel industry were gathered from various 
local, state and federal sources.   


Travel impacts consist of estimates of travel spending and the employment, 
earnings and tax receipts generated by this spending.  These estimates are also 
broken out by type of traveler accommodation and by the type of business in 
which the expenditures occur.   


Types of Travel Impacts Included  
Most of the travel that occurs in Colorado is included in the scope of this 
analysis.  The purpose of such travel can be for business, pleasure, shopping, to 
attend meetings, or for personal, medical or educational purposes.  All trips to 
Colorado by U.S. residents and foreign visitors are included.  The travel of 
Colorado residents to other destinations within Colorado is included, provided 
that it is neither commuting nor other routine travel.  Travel to non-Colorado 
destinations by Colorado residents is not included as a component of visitor 
spending.  Outbound air travel impacts and spending on travel arrangement 
services are included in the “Other Travel” category. 


The impacts associated with both overnight and day travel are included if the 
travelers remain at the destination overnight or the destination is over 50 miles, 
one-way, from the traveler's home.  These definitions are used to screen and, if 
necessary, to interpret and adjust local data used for travel impact 
measurements.   


Transportation Impacts 
The focus of this analysis is on the destination-specific impacts of visitors.  This 
is straightforward with respect to the spending on commodities such as 
accommodations, food services, recreation and retail purchases.  It is less 
obvious with respect to ground and air transportation services, in that 
transportation provides a link between an origin and destination.  In this report, 
the impacts related to spending on transportation are allocated to the location 
(i.e., county) in which those spending impacts occur, regardless of whether that 
location is the ultimate destination of the visitor.  For this reason, urban counties 
will tend to have relatively greater transportation impacts even though some of 
that spending on transportation will be related to visits at other destinations. 
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Impact Categories 
 
The specific categories of travel impacts included in this analysis are as follows: 
 


Impact 
Category 


Description 


Expenditures Purchases by travelers during their trip, including lodging taxes and 
other applicable local and state taxes, paid by the traveler at the 
point of sale. 


Earnings The earnings (wage and salary disbursements, earned benefits 
and proprietor income) of employees and owners of 
businesses that receive travel expenditures.  Only the earnings 
attributable to travel expenditures are included; this typically 
is only a portion of all business receipts. 


Employment Employment associated with the above earnings; this includes 
both full- and part-time positions of wage and salary workers 
and proprietors.   


Local Tax 
Receipts 


Tax receipts collected by counties and municipalities, as 
levied on applicable travel-related purchases, including 
lodging, food and beverage service, retail goods and motor 
fuel taxes.  The local share of the state sales tax is also 
included in this category.  Property taxes are not included. 


State Tax 
Receipts 


The state share of the state sales tax, state lodging and motor 
fuel taxes, auto rental taxes, modified business taxes, 
entertainment taxes and gaming taxes are included in state tax 
receipts.   
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Visitor Categories 
 
Travelers are classified according to the type of accommodation in which they stay.  
The types of visitors are as follows: 
 


Type of Visitor Description 


Hotel, Motel, 
B&B 


Travelers staying in hotels, motels, resorts, bed & breakfast 
establishments, and other commercial accommodations, excluding 
campgrounds, where a transient lodging tax is collected.   


Campground Travelers staying in a privately owned (i.e., commercial) or 
publicly managed campgrounds. 


Private Home Travelers staying as guests with friends or relatives. 


Vacation Home Travelers using their own vacation home or timeshare and those 
borrowing or renting a vacation home where a transient lodging 
tax is not collected. 


Day 
Travel 


Both in-state and out-of-state residents whose trip does not 
include an overnight stay at a destination in Colorado. 
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Reporting Format 
 
A description of the headings and categories of the detailed direct impact tables 
is provided below.   


 Total Direct Travel Spending includes the total visitor spending at 
destination, described above, plus spending on travel agencies and 
resident air travel (other spending).  Total direct travel spending does not 
include secondary (indirect and induced) effects. 


 Visitor Spending by Type of Traveler Accommodation refers to the total 
direct spending of each category of visitor at that destination (county or 
state).  For example, the spending of visitors that stayed at hotels or 
motels includes their spending on accommodations, food & beverage 
service, recreation, transportation and all other visitor related 
commodities. 


 Visitor Spending by Commodity Purchased refers to the total spending on 
each commodity for all types of visitors.  For example, the total spending 
on Food & Beverage Services includes spending by visitors staying in 
hotels, private campgrounds, private homes and the other types of 
accommodation.  The total spending on commodities is identical to the 
total spending by type of accommodation. 


The next two sections, Travel-Generated Earnings and Employment by Industry, 
provide estimates of travel-generated earnings and employment that are based 
on an industry, rather than a commodity, classification.  A business that is 
classified in a particular industry may include more than one commodity.  For 
example, a resort that is classified in the accommodation industry may provide 
accommodations, food and beverages, and recreation.   


 Industry Earnings Generated by Travel Spending includes the payroll, 
other earned benefits and proprietor income of all employees in that 
industry classification. 


 Industry Employment Generated by Travel Spending includes all full- and 
part-time employees.  This includes payroll employees covered by 
unemployment insurance and those that are not, as well as proprietors. 


The final section provides an estimate of tax receipts generated by travel 
spending. 


 Tax Revenues Generated by Travel Spending provides a breakout of local 
and state a tax receipts.  The specific taxes are listed on the preceding 
page. 
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Interpretation of Impact estimates 
 
Users of this report should be aware of several issues regarding the 
interpretation of the impact estimates contained herein. 


 


 The employment estimates in this report are estimates of the total number 
of full- and part-time jobs directly generated by travel spending, rather 
than the number of individuals employed.  Both payroll jobs and self-
employment are included in these estimates.  Caution should therefore 
be used in comparing these estimates with other employment data series. 


 In general, estimates of small geographic areas (e.g., rural counties) are 
less reliable than estimates for regions or metropolitan counties.  Trend 
analysis and comparisons of counties with relatively low levels of travel-
related economic activity should therefore be interpreted cautiously.   


 The estimates of travel impacts published in this report will necessarily 
differ somewhat from estimates generated from different models, 
methodologies and data sources.  Nonetheless, it should be emphasized 
that all credible estimates of direct travel impacts at the state level, 
including those of Dean Runyan Associates, are of similar magnitude. 
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                                                                                                                       APPENDIX B 


 
DEFINITION OF TERMS 


Accommodation:  Spending for lodging by hotel and motel guests, campers and 
vacation home users.


Air Transportation:  Air passenger spending attributable to travelers in and to 
Colorado.  The spending total includes air travel spending made outside Colorado for 
travel to Colorado, purchases by Colorado residents who travel outside the state, and 
air travel within the state.


Campers:  Travelers staying at RV parks and commercial campgrounds or at public 
campgrounds such as those in State or National Parks.


Day Visitor:  A traveler whose trip does not include an overnight stay and who 
travels out of his/her local area (50+ miles one way).


Destination Spending:  Spending by travelers at or near their destinations.  This 
excludes spending on air transportation and for travel arrangement.  All automobile 
operating expenses are included in the ground transportation component of 
destination spending.


Earnings:  Total earnings include wage and salary disbursements, other earned 
benefits and proprietor income.  Only the earnings attributable to travel expenditures 
are included. 


Eating, Drinking:  Businesses serving food and beverages for immediate consumption.  
In addition to table service restaurants, this category includes fast-food outlets and 
refreshment stands.


Employment:  Industry employment (jobs) associated with the travel-generated payroll 
and proprietors.  This includes both full- and part-time positions.  


Expenditures:  Purchases by travelers during their trip, including lodging taxes and 
other applicable local and state taxes paid by the traveler at the point of sale.


Food Stores:  Grocery stores, supermarkets, fruit stands, retail bakeries, and other 
businesses selling food for consumption off the premises.


Ground Transport:  Spending on car rentals, gasoline and other vehicle operating 
expenses, and on local transportation such as taxi, bus and train.
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Hotel and Motel Guests:  Travelers staying in hotels, motels, resorts, bed & breakfast 
establishments, condominiums, and other lodging places where the transient lodging 
tax is collected.


Local Tax Receipts:  Tax revenue collected by counties and municipalities, as levied 
on applicable travel-related businesses (includes the transient lodging and local sales 
taxes).


Private Home Guests:  Travelers staying as guests with friends or relatives.


Receipts:  Travel expenditures less the sales and excise taxes imposed on those 
expenditures (also referred to as business receipts).


Recreation:  Spending on amusement and recreation, such as admissions to tourist 
attractions.


Retail Sales:  Spending for gifts, souvenirs and other items (excludes spending listed 
separately, such as food stores or recreation).


Spending Distributions:  Information from visitor surveys showing how spending by 
each type of visitor is divided between various business categories.


State Tax Receipts:  State sales taxes, personal and business income taxes, motor fuel 
taxes, and car rental taxes attributable to travel expenditures.


Transient Occupancy Tax:  A local tax charged on lodging (also referred to as room 
tax, transient lodging tax, hotel tax or bed tax).


Travel:  A day or overnight trip that is not of a local or commuting nature.  Travel 
may be for business or pleasure purposes.


Travel Arrangement:  Spending for fees paid to travel agents and tour operators.


Traveler:  A person traveling in the state of Colorado.  A traveler may be a Colorado 
resident or a resident of another state.  The terms traveler and visitor have the same 
meaning in this report.


Vacation Home User:  Travelers using their own vacation home or timeshare and 
those renting a vacation home or privately-owned cabin where transient occupancy 
tax is not collected.
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                                                                                                                                      APPENDIX C 


TRAVEL IMPACT INDUSTRYNAICS INDUSTRIES* (code)


Approximate 


Pct. Travel 


Employment


Accommodation & Food Services


Accommodation (721) 80%


Food Services and Drinking Places (722) 20%


Residential Property Managers (531311)


Arts, Entertainment & Recreation 40%


Performing Arts, Spectator Sports (711)


Museums (712)


Amusement, Gambling (713)


Scenic and Sightseeing Transportation (487)


Miscellaneous Industries (see note**) 


Retail


Food & Beverage Stores (445) 5%


Gasoline Stations (447) 15%


Clothing and Clothing Accessories Stores (448) 5%


Sporting Goods, Hobby, Book, and Music Stores (451) 5%


General Merchandise Stores (452) 5%


Miscellaneous Store Retailers (453) 5%


Ground Transportation


Interurban and rural bus transportation (4852)


Taxi and Limousine Service (4853)


Charter Bus Industry (4855)


Passenger Car Rental (532111) 70%


Parking Lots and Garages (812930)


Air Transportation


Scheduled Air Passenger Transportation (481111) 70%


Support Activities for Air Transportation (4881)


Travel Arrangement Services


Travel Agencies (56151) 100%


Notes:  *Government enterprises (e.g., park systems) are included in this classification.


**Includes parts of industries in other sectors (e.g., accommodation, charter bus).


A more detailed description of these industries can be found at http://www.ntis.gov/naics.
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Changing Consumer 
Demographics in the Ski Industry


CAST Meeting Durango, CO


8/29/14







A Brief Industry Overview
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U.S. and Canadian Skier/Snowboarder Visits:
1996/97 to 2013/14
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Total Active Participants:  1996/97 to 2013/14
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Visitation Projections from
2013/14 through 2029/30:  Decline vs. Growth


-3% Decline in Trial


6% Growth in Trial / 0.2% Improvement in Conversion







•On average we see about 1,000,000 
first timers in any given season.


•Based on a 6% growth in trial we 
would like to see an additional 60,000 
first timers on the slopes.


Trial Goals Translated







•Significant generational differences in participation 
patterns


•Slow growth in building diversity


•Income inequality, the aging of wealth, and the 
affordability factor


•Significant gender differences in participation levels


•Climate change reduces length and predictability of 
the season


•The need to capitalize on summer


Trends of Note







Generational Differences
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The Greatest Generation:
• Born prior to 1928.
• Currently age 87 and over.
• 1.3% of population.







The Silent Generation:
• Born between 1928 and 1945.
• Currently age 69 to 86.
• 9% of population







The Baby Boomer:
• Born between 1946 and 1964.
• Currently age 50 to 68.
• 23% of population.







Generation X:
• Born between 1965 and 1980.
• Currently age 34 to 49.
• 21% of population.







Millennials:
• Born after 1980.
• Currently age 33 and under.
• 18-33 year olds are 22% of population.







The Birth of the Teenager in the 20th Century







The 21st Century Brings the Concept of the “Emerging Adult”


Five Milestones:
• Completing School
• Leaving Home
• Becoming Financially 


Independent
• Marrying
• Having a Child


In 1960 about 77% of women and 65% of men had achieved all 5 by age 30.  In 
2000 about 50% of women and about 33% of men had done all five by age 30.
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More adults live alone than at any point in human history.  In Atlanta, Denver, Seattle, San 
Francisco and Minneapolis - 40 percent or more of all households contain a single occupant.


Sources: Analysis by Susan Weber and Andrew Beveridge, Queens College, CUNY, from historical and current census data


Percent of Adults Living Alone by Gender and Age: 1850-2010







Diminished Value of Ownership and the 
Rise of the Sharing Economy







Total U.S. Snow Sports Participants by Cohort: 1996/97 to 2013/14







Total U.S. Snow Sports Participants by Cohort: 1996/97 to 2013/14
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Is Resort Product in Alignment with Millennial Needs?







Growing Diversity
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Income Inequality and the Aging of Wealth







Income Inequality and the Aging of Wealth







Average Net Worth by Age and Year







Change in Net Worth by Age Group:  1983 to 2010


Source:  http://www.urban.org/UploadedPDF/412766-Lost-Generations-Wealth-Building-Among-Young-Americans.pdf







Lack of Economic Mobility by Geographic Region
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U.S. Average Adult Lift Ticket Price (weekend):  


2001/02 to 2013/14


Avg. Lift Ticket Price (weekend)


Avg. Season Pass Price:
2000/01 = $625
2012/13 = $717







Gender Differences in Participation
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• Share of visits from 
snowboarders dropped to 26.6% 
in 2013/14, down from 30.6% in 
2010/11


• Decline seen in all regions and all 
size ski areas 


• Most pronounced drop in Pacific 
South (down 10 percentage 
points in 3 years)


Snowboarding Trending Down
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Climate Change







Source: 2008, Climate Change in Colorado: A Synthesis to Support Water Resources Management and Adaptation


Projected Change in Colorado River Basin Snowpack







Rising Importance of Summer
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Rising Importance of Summer







What happens when 
we lose our edge with 
regards to unique 
product and high 
barriers to entry?







And what if our 
customer base isn’t as 
dedicated or engaged 
with the product 
offerings we can 
successfully monetize?
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Conclusions


• Growing snow sports is possible, but not without 


focused effort.


• Resorts are often distracted from these efforts 


because of everyday operating pressures and 


capacity issues.


• Generational differences in participation have the 


potential to be extremely problematic.


• Climate change is a reality but poses opportunity 


in some areas.


• Mountain towns with strong historical identities 


and authentic presence are well positioned to 


appeal to a younger generation.





