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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)

SPECIAL MEETING:

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

o Adjourn

WORK SESSION:

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

10:15 o Break

10:30 o 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.

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.



http://www.gunnisoncounty.org/meetings




AGENDA ITEM or FINAL CONTRACT REVIEW SUBMITTAL FORM

AgendarTitle:
CCCenterSeven, LLC Lease at Gold Basin Industrial Park

Action Requested: Motion
Parties to the Agreement:
Term Begins: Term Ends: Grant Contract #:

Summary:
See attached memo from Art Trezise

Fiscal Impact: None

Submitted by: Katherine Haase for CAO Submitter's Email Address: khaase@gunnisoncounty.org
Finance Review: O Required @ Not Required
Comments:
Reviewed by: Discharge Date:
County Attorney Review: @ Required O Not Required
Comments:
Reviewed by: GUNCOUNTY1\atrezise Discharge Date: 10/23/2014 Certificate of Insurance Required

Yes O No @

County Manager Review:

Comments:

Reviewed by: GUNCOUNTY1\mbirnie Discharge Date: 10/23/2014
O Consent Agenda @ Regular Agenda O Worksession Time Allotted:
Agenda Date: 10/28/2014 Follow Up Agenda Date:

Revised April 2013





COLORADO y Office of the Gunnison County Attorney
David Baumgarten, County Attorney

Art Trezise, Deputy County Attorney

Rachel Magruder, Paralegal

Brenda Wiseman, Legal Assistant

TO: Gunnison County Board of County Commissioners
FROM: Art Trezise, Deputy County Attorney

RE: CCCenterSeven lease at Goldbasin Industrial Park
DATE: 10/28/2014

Background

As you are aware, the ground lease sighed with CCCenterSeven LLC for the
construction and operation of a commercial marijuana grow operation at the Goldbasin
Industrial Park has hit a significant impediment. The Gold Basin Industrial Park sits on
land contaminated by uranium mill tailings. The property was acquired by quit claim
deed from the CDPHE (I have attached a copy of the deed for your reference).

As you'll note from the deed, there is an express reservation of rights for the US
Department of Energy (‘DOE") to complete activities under the Uranium Mill Tailings
Radiation Control Act ("UMTRCA”"). Additionally, the deed requires Gunnison County
“not to perform construction and/or excavation or soil removal of any kind on the
property without permission from the Grantor (i.e. the CDPHE) and the U.S. Department
of Energy unless prior written approval of construction plans (e.g. facilities type and
location), is given by the Grantor and the U.S. Department of Energy.” There are
additional requirements that the structures have a radon ventilation system and that
they not impact ground water quality or groundwater remediation under UMTRCA.

After submission of the construction plans to both the CDPHE and DOE for the
necessary approval, the DOE became aware through the applicants’ engineer that the
intended use of the structure involved a marijuana cultivation facility. The disclosure of
the intended use caused an immediate stall to the review process by the DOE. We first
received notice of the problem on August 19, 2014 by way of an email from Deborah
Steckley, the DOE employee who reviews these applications. Ms. Steckley indicated
that she would have to seek legai advice from the DOE to determine if she could review
the building plans given the intended use of the property.
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COLORADO Office of the Gunnison County Attorney
David Baumgarten, County Attorney

Art Trezise, Deputy County Attorney

Rachel Magruder, Paralegal

Brenda Wiseman, Legal Assistant

On September 22, 2014, after significant persistence from Marlene Crosby, Ms.
Steckley provided Marlene with the contact information to the DOE attorney evaluating
the situation, William S. Grant Il. | emailed Mr. Grant in hopes of inspiring some
progress on the approval. Mr. Grant responded to me on September 24, 2014 to state,
among other things, that:

“As I'm sure you appreciate, part of my office’s review of this request is ensuring
that any Federal official issuing such an approval does not inadvertently run afoul
of other Federal laws such as the Controlled Substances Act of 1970. Part of that
will mean determining whether and to what extent the DOE is approving just the
construction of a structure on the site (and the accompanying disturbance of the
soil), versus the business venture which will be occupying the completed
structure.”

Since that date, | have called and emailed Mr. Grant repeatedly and have gotten no
response. Earlier today | discussed the matter with the Deputy Colorado Attorney
General who represents the CDPHE, Dan Miller. Dan indicated that the CDPHE was
ready to approve the construction plans pending a minor revision to the radon mitigation
plan. However, the CDPHE “prefers” to coordinate their approval with the DOE
approval, and he was going to attempt to contact Mr. Grant in hopes of securing the
necessary DOE approval. If Dan cannot secure approval from the DOE he expects the
CDPHE will issue its approval irrespective of the DOE stance.

Recommendation

My evaluation of the deed is that the DOE has no legal standing to approve the
proposed uses of this property which is owned by Gunnison County. By failing to timely
respond to our requests for approval of the construction plans, they are tacitly trying to
control the use of County property. Assuming the CDPHE approves the construction
plans, the BOCC is faced with three choices:

1. Take no action. This will place us at odds with the tenant, CCCenterSeven LLC,
and will create tension with the recently adopted marijuana regulations that
identify the Goldbasin Industrial Park as an approved location for commercial
marijuana activities.

2. Approve the CCCenterSeven LLC's application for a building permit even though
the DOE has not issued its approval.





COLORADO y Office of the Gunnison County Attorney
David Baumgarten, County Attorney

Art Trezise, Deputy County Attorney

Rachel Magruder, Paralegal

Brenda Wiseman, Legal Assistant

3. File legal suit to compel the DOE to approve the plans pursuant to the terms of
the deed.

In my estimation, option #2 is the recommended alternative. Practically speaking, by
issuing a building permit, we will force the DOE to take action if they are so inclined.
From the legal perspective, they have withheld approval for over two months and have
no legitimate basis to do so. Further, if we were to file suit against the DOE, we would
likely be faced with a request for an injunction pending conclusion of the legai suit,
which could take the better part of a year if not longer, and would stall CCCenterSeven
LLC’s plans. Conversely, by approving construction, it is likely that the building would
be completed and operational well before the DOE took any action. In such a scenario,
the likelihood of the DOE obtaining an injunction against use of the building is greatly
reduced.

| don't expect that the DOE will file suit on this matter, but there are no guarantees.
However, in the event they do file suit, the facts and law are on our side, particularly if
the construction plans have CDPHE approval.
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RUIT CLAIY DEED

) ‘The Colorado Pepariment of Public Health and the Environment ("Oranio; °), whoss eddress is 4300 Chwrry Creek Drive South, Dedver,
Culorudo, §0222-1530, City and County of Denver, State of Colosado, pursuant 2 42 U,8.C § 794 (s) {1) (0) and C.R.S. § 15.1 530,
Frerehy donates amd quit elainas fo the County of Guanison {*Grantee"), whose address is 200 B, Virginia, Goanisen. Coloszdo, 81230, City
and County of Guarison, Shte of Cofereds, the following real propesty In the County of Gunnison, State of Colando, to wit; A parcet of

land i Gunnison County, Sute of Colorado, conulning Sisty and ainety two hundredths (60.92) acres, more or Jess, deseribed as follows:

Tuwnship 49 Morth, Range 1 West, NM.P.M.
A frack of Tand siated In the SBEW W of Seerion 2 and the NEUNWH of Scitian 11 more panticutarly described oy follows;

Comawncing at the Rorth quanier corner of naid Section 13; thence South $9%34°00 West aleng the North lire of sald Section 11, a Jisance
of 30.91 feet to the Wescealy xight-of-way fine of the existing county rord; thence North 00°07°0)° West along s2ld right-ofoway ling 752,17
Toct : thencs Nomth 53222'00" West, 231,90 fest, to the POINT OF BEGINNING; thenee Southeasterly along s3¥ right-ofsway atong a curve
tov thie right, having a radius of 144.7E fect, 268.98 feet, chord bearing South $3722°00" Bast, 231,90 feet; therce South 00°07'00* Eas along
said fight-of-way line, 742,17 fees, 1o the Nonh tine of sabd Section L1 therce South 00'03°00" East along said right-of-way line, {0 the South
Fae of sakd NEMNW % thence Soull 85%1°06° West along s3id South Nine, 1,271.22 fect 1 thence Nurth 0F06°00™ West, 1320.0) feel io
sald Nenh fine of Secdon 11: theass Noath 89°34°00° East along said North line, 312,60 fect ; ence Mocth 003100 Rasi, 219,42 (et
sthence North 89°09°00° West, 166,32 fect 3 thence North 13°56°00" West 99.16 feer ; thencs Notth BE*14"00" West, 211.88 fect to the
Souherly vight-ofeway line of sak exdsting county 10ad; thenee Northeasterdy along said right-of-way line, to the POINT OF BEGINNING

Hubfect to: (D) any coal, oft, gas, or other minera) rights fn any paeson: () extadng righs-of-way for roade, rabitoads. telephona fines,
weanstisslon diney, wiillties, ditches, condulis, or pipelines on, over, or aaross sald lands; (it} court lizns, Judgments, of finanelsl

entumbrances such as deeds of trust for whith a formal consint or ordes his been obialoed from & court faf the lien holder: (ivd other rights,

{ntcrests. reservatinn o exceptions of record; and the following terms, conditions, rights, reservations and cavenanls:

Caaptor reserves fo; ({1 isell, the 1, 8. Depariment of Entigy, thiic employess, agenis snd coniragtors the right of sccess to the propeily as

may b hecessary o complete activities under the Uranium Mt Tallings Radiation Comrol Act of 1978, 42 U.S.C. § 7901 &1 neq.

{UMTRCA Y and for acher baveful purposes, until soth time as Grantor and the U,5, Dep of Bnergy o ing thar $5 dial
alivites are completes and (i) to iself any non-uituary groundwater underlylog this paccel, the right to develop tributary groundwates, and

1he might 10 surface access Tor groundwant developmens.

Grantze covenants <o hold harmtess the Granker and the Depacenient of Encegy for any lisbility assoclated with dissuption of any public
PRIEpOSE YERKIFES On the prope ry conveyed by whis deed, the disruption of any impovement on stid property made by the Grantee, s
SUZCessars apd assigns, arsk any remparary or permanen Kimbalons ra the use of the progery, shoud the Grantor and the Department of

Encrgy be required to perform additionzl suzface rernedist activitics on the propenty conveyed by this deed.

Grames covenstns () 1o comply with the apptieable provisions of UMTRCA, 42 U.S.C. #7908 cf. 4641, s amended; (i) not 1o use groved
water from the site for any povpose; and pot Lo Consteuct wilks or any means of exposing gtou'ul waicr 1o the sorface unless prior written
approval for such use s given by the Grantar and the U.S. Department of Bncegy; (0 not 1o ¢8ll or transfer the fand {0 anyone other than a
gavernnent} eatity within s slato; {iv} thst any sala or transfer of the prepedy described in this deed shadl hase priod written approval foam
the Granwr and ihe U.S, Depaniment of Energy; and thar any deed o ocher documens ercated for such sale or teansfer nnd any sublequent
sale et frantler will Inglude iaformatinn stating (s the properly was omec used 25 3 wranfum milling sfe 36 & othes infonnation regatding
she extent of residuat radiosctive malesials removed from the property as requiced by Section 104(1) of e Utanlum bt Taillngs, 42 U.8.C.
sec. TO1408), ad as seq fords in the Annatarion attached bereto; (v} not Lo perform construction andfor excavatiun o solf removal of any kisd
on (ke properiy without permission from the Qrantor and the U5, Depaniment of Encrgy unless prior wrilien spproval of construction plans
{e.x.. facificies rype and location), is given by the Grantor and the TLS, Degastment of Energy: (vi) thar any habiuable siructues eonsirscted
onthe papesty shall £mploy a radon ventiation system o-r other rzdon mitigarion meviores; and (v that ft2 wae of the property shalt no(

sdversely impact grourdwater quality, por interfers i azy way, with groundwater remedislion under UMTREA activities; and Eviiid 10 use the
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praperty and eny profis or henefits derived thereltom only Tos public pirposes as required by UMTROA sec. 104K INCY, 41 B.5.C,
To14(eXINC).

These coverants are madt in favor and to the benefic of Gramtor, shall pin with the tand and be binding upon Gracres and its successors and

" assiges, and shall be enforceatle by Grantor, and iis successors and assigns;

Grantee ackeanledges that the property was once tsed as a uranfom miffing site, xnd that the Geantor makes oo TEpILLeniAtions or warmanties

i the property is suiable for Graniec's puiposes;

IN WITNESS WHEREOR:
GRANTOR:
APPROVED ASTO FORM:
;‘/f/ STATE OF COLORADO
- nill Gweos, Govemor
avid Kreuer™~ Aag Acting by and twough

The Department of Pubtic Health and Enviroament

sy:E‘g‘MﬂL i, /25/6((/)”\/

tive Director

By: Proyén/)\% %-Aﬂ"——-——

ACCEPTANCE OF DEED GRANTEE:
AND COVERANTS aaed o Coundy Commassioners

wams oy Cé)wvx_,"tq CO
{PulE Legal Nane or Agenty)

- <

i ﬁ ’

(\ame]

Tile:_Chairperson, Gunnison County Commissioners

Signed this &th day of December, 1999

STATE OF COLORADG, } $s
County of Denvar

The foregoing instrument was acknowledged beforve wme this 18th

day of January, 2000 =g, by Marla §. Zeveda-~Sanchez

\vz'g‘mwws}n expires April 14, 2003
"

%ijgﬁ, /. M?

Notaxy Public.
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QUIT CLAIM DEED

STATE OF COLORADO, }ss,
County of

I heseby centify that this instrument was filed
for recprd in my office, at
c'cloclé M, 19

and is duby recorded in book

page
Film No. Reception No.
Recorder,
By
Deputy.
Fees, §

Hllill N0 U0 0 R 0 0

61 82/24/2
&R % D B OB N 2. GB Sunnisen County
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ATTACHMENT &
LAND ANNOTATION
GUNNISON, COLORADO FROCESSING SITE

The Uraniom Mill Tailings Radiation Control Act (Public Law 95-604), Section 104, requires
that the State notify any person who acquires a designated processing site of the nature and
extent of residual radioactive materials temoved from the site, tncluding notice of the date when
such action took place, and the condition of the sjie after such sction. The following information
is provided to fulfill this fequirement.

The Gunnison, Colorado processing site consists of two separate fand parcels, The northern
parcel contained the tailings pile, while the southern parcel contained the mill building and
associated structures, However. since the 1wo sites are contiguous and physicaily similar, the
remainder of this annotation will address the mili site as a whola,

Approximately 734,000 cubic yards of contaminated materials which included 1) tailings; 2)
subpile soils; 3) surficial materials in the miil yard; 4) windblown materials: and 5) mill
demelition debris were removed from the mill site from 1993 to 1995. The remediation was
conducted in accordance with regulations promuigated by the U3, Envirornmenta! Protection
Agency, in 40 CFR 192, These regulations require that the congentration of radium-226 in land
averaged over any area of 100 square meters shall not exceed the background Jevel by more than;
5 pCifg {picocuries per gram), averaged over the firse 15 em {centimeters) of soil betow the
surface, and 13 pCify averaged over | 5 cm thick layers of soit more than |5 cm betow the
surface, Verification measwrements were conducted at the site by dividing the site into
approximately 2,900 30-foot by 30-foot grids. A sofl sample was collected and analyzed for
contaminants from each grid to verify that the standards had been met,

After remediation was complete the site was backfilled with approximately 450,000 cubic yards
of clean fill material, graded for drainage and revegetated. Backfill materials were rourinely
analyzed for radivm-226 and were determined o have concentrations near background. Material
with radium-226 concentrations less than $ pCifg were used for surface backfil,

Excavation of tesidual radioactive material was also condueted for thorium-230 beneath the
tailings pile in the subpile seils which consisted mainly of large cobbles. sands and gravels, For
thorium-230, the cleanup standard was determined as a projecied 1,000 vear radiun.226
concentration based on the eventual decay of the thoriunt 10 radium, Because the material
contaitied large cobbles, a mass correction factor was applied which allowed for the averaging of
the thorium concentration throughout the soil mass. This resulted in a bulk thorivm-230
concentration of approximately 33 pCifg os the clean-up standard.

Due to the shallow depth of the water table beneash the tilings pile. complete excavation of all
thorium-contaminated material was not feasible without extensive dewatering, Thus, in
accordance with the EPA regulaifons a procedure was developed whereby thorium contamination
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was left in place at depth. onee the water table was reached in.the excavation, Any concentration
of thorium above 173 pCi/g that was to remain in place was to receive a cap layer of one foot of
fine-grained backll, called “select fill™ as low in the excavation as possible, 1o reduce the
eventual emissions of radon gas from the thorium deposits. (The value of 175 pCifg was based
on a radon emanation model that determined that atier backfill. the radon escaping from a deposit
of less than 173 pCifg would be below the EPA standard for radon emanation. Any
concentration greater than 175 pCifg would need to have a cap laver that wontd minimize the
radon emissions.) At the Gunnison site, 596 grids received the select backfill material
{approximately 22,000 cubic yards of select fill were used at the site). An additional 41 grids
contain thotium deposits in concenteations greater than 175 pCifg, but are not covered by the
select fill material. The focations of the thorium-containing grids are shown on the anached map.
Additional information regarding the depth 10 the thorium deposits and the depth to the select fill
is available upon request from Colorado Department of Public Health and Environment and has
been provided to Gunnison County. The select filf can be visually distinguished from the ganeral
fill by its darker color and fine-grained texmre (the general il was 3 coarse-grained sand/gravel
materiat).

The groundwater beneath the Gunnison Ml site remains contaminated and will be addressed
during Phase i of the uranjum mil tailings remedia! action project. Several groundwater
monitor wells arc present on and downgradient of the site and will remain in place umil the U.S.
Department of Enerpy determines that they can be removed.

Any person who acquires a designated processing site shall apply for any permits, including U.S,
Army Corps of Engineers Section 404 permits regarding constraction in or near wetlands, as
reguired by law,

Additional information concermning the remedial action. groundwater conditions, and thorium
deposits is available from the Colorado Department of Public Health and Environment,
Hazardous Materials and Waste Management Division.
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		Agenda Item - CCCenterSeven Lease at GBIP Completed Form.pdf
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AGENDA ITEM or FINAL CONTRACT REVIEW SUBMITTAL FORM

AgendarTitle:
Visitors; Gunnison-Crested Butte Tourism Association Board of Directors; Joint Meeting

Action Requested: Discussion

Parties to the Agreement:
Term Begins: Term Ends: Grant Contract #:

Summary:
The purpose of this joint work session is for the LMD and TA to discuss the recommendations in the Managing Results Report

Fiscal Impact:

Submitted by: Russell Forrest Submitter's Email Address: rforrest@gunnisoncounty.org
Finance Review: O Required @ Not Required
Comments:
Reviewed by: Discharge Date:
County Attorney Review: O Required @ Not Required
Comments:
Reviewed by: Discharge Date: Certificate of Insurance Required

Yes O No O

County Manager Review:

Comments:

Reviewed by: GUNCOUNTY1\khaase Discharge Date: 10/24/2014
O Consent Agenda O Regular Agenda @ Worksession Time Allotted:
Agenda Date: 10/28/2014 Follow Up Agenda Date:

Revised April 2013





Gﬁnﬁléon
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COLORADOD

To: Local Marketing District

From: Russell Forrest, Community Development Director

Date: October 28, 2014

Subject: Joint Meeting with Local Marketing District and Gunnison-Crested Butte Tourism
Association

1. Purpose:

The purpose of the meeting is to facilitate a discussion between the Local Marketing District (LMD) and
the Gunnison-Crested Butte Tourism Association Board (TA). On October 14'" Marv and Marty Weidner
from Managing Results (MR) presented their findings related to the Local Marketing District. It is
recommended that the two bodies discuss the report and that the LMD provide direction on next steps
regarding the recommendations within the MR report.

1. Follow-up from the October 14" Discussion

Several questions were asked of staff on October 14" which are addressed below. In addition, the TA
has provided materials for the discussion. Staff would like to clarify that there were several questions
regarding competitive sets and which measurements are most important that should be addressed
within a business plan. The goals of the MR study and the full text of the MR study are provided in
Attachment A. Staff has highlighted key recommendations from the MR report and responded to
questions from the October 14" meeting below.

A. Highlights of the MR Report

The MR report was presented on October 14™ (Attachment A). Several key
recommendations from the report include:

1) Results: Keeping the end in mind, a set of draft results came from facilitated discussions
with the TA and Chamber representatives and are provided in the MR report. Itis
recommended that these results are further refined in the context of the development
of an integrated business plan. An example of these recommendations outlined on page
6 of the report include: “By 2019, $175 million in travel spending will be realized
annually in Gunnison County.”(Currently, there is roughly $150 million in tourism
spending in Gunnison County.)





2)

An agreed to set of results between the LMD and the organization that is executing
marketing will provide the foundation for a business plan and a system of
accountability. It also makes a discussion regarding performance objective and
hopefully constructive in the future.

Governance: It is recommended that the Board of County Commissioners, acting as the
Local Marketing District (LMD), continue to provide the fiduciary oversight of the
lodging tax that is dedicated for marketing Gunnison County. Other key
recommendations include:

a)

b)

c)

d)

Decoupling the governance structure with chamber membership is a fundamental
recommendation in the MR report. The marketing function of the County should be
free to market the experiences that are most effective in drawing guests to
Gunnison County. Creating a program to maximize total tourism spending in
Gunnison County continues to be the primary purpose of the LMD fund.

It is recommended that the LMD review and approve an annual business plan that
would be included with a proposed budget and then receive quarterly updates.
The creation of a Marketing Board of Directors (MBoD) which would have seven (7)
members who have real world marketing experience as well as senior business
decision making experience. The MBoD would be a separate organization from the
County but would be appointed by the LMD based on criteria provided on page 13
of the MR report and is summarized below:

e 2 Residents of the Valley who have current or past extensive, senior
marketing experience (There are additional criteria in the report).

e 2 Residents of the Valley who have current or past business experience
providing services to visitors of the Valley (There are additionali criteria in
the report).

¢ 1 Resident of the Valley who has extensive senior leadership, decision
making and management experience.

e Marketing Director of CBMR

e Marketing Director of Western State Colorado University.

The MBoD would be responsible for developing strategy, tactics, performance based
budgets, and the integrated business plan mentioned below. They would be
responsible for developing and achieving the results of the above mentioned
business plan. The MBoD would have the ability to hire staff, develop and execute
performance based contracts.





3) Integrated Model/Integrated Business Plan: The report acknowledges that the
activities of marketing are broad. Staff suggests that there are two tiers of marketing:

1% Tier: External marketing/advertising to bring tourists to Gunnison County.

2" Tier: Fulfillment or providing timely, effectively, and integrated information
and services to guests to ensure that we fulfill their expectations created by the
external marketing. These two tiers need to be seamless and coordinated so
that the net effect is the guest wants to return or will be a “net promoter” for
visiting Crested Butte, Gunnison, Blue Mesa (Gunnison County).

The MR report recommends an Integrated Model where there are clearly delineated
results and a metrics for measuring against those results which are documented in an
annual business plan. Any utilization of LMD funds must demonstrate alignment with
those results. For example, if the Chambers wanted to propose specific programs to
provide fulfillment services for guests they would need to demonstrate to the MBoD
alignment with the LMD results and ensure coordination with external marketing. This
would be done through performance based contracts that tie a level of service delivery,
to a level of performance results, to a level of funding. It is further recommended that
an annual business plan include and be integrated in the following ways:

a)

b)

c)

d)

e)

Unified Events Calendar: Itis recommended that the MBoD, as described in the MR
report, facilitate several meetings seasonally to help provide coordination with
special events and to ensure that marketing/communication is accurate and timely
for events. Furthermore, every opportunity to leverage the marketing budgets of
individual events with the branding and marketing of the valley should be realized
as a partnership opportunity.

Economic Development: It is recommended that the MBoD integrate its plans with
the overall economic strategy of the County where applicable. This also requires
having an overall economic strategy for the County.

Input from Stakeholders: Prior to submitting the annual business plan, the MBoD
would be responsible for effectively coordinating it’s planning and proposed budget
with critical stakeholders including but not limited to: contractual partners, special
event organizers, municipalities, business community as a whole. Those partners
would also be welcome to provide input to the LMD when the business plan and
budget are reviewed and approved annually.

Intelligence Sharing: In the development of the MR recommendations it was
observed that data/intelligence on our guests and tourism is maintained in different
organizational silos. It is recommended that seasonal opportunities be developed
to coordinate and share information on our guests and what has or has not been
effective in marketing campaigns.

Leveraging of Funds: CBMR, Western, special events, Chambers, and individual
businesses spend money on marketing. Every effort should be made to leverage
marketing dollars in the valley where it is logical and effective in achieving desired
results. Furthermore, the MBoD should provide leadership in ensuring that
marketing efforts are consistent with the overall brand of Gunnison County.





f) Coordinated Website: One effective integrated web site is needed to create a
seamless experience for our guests. Marketing campaigns should ideally pull
customers to a well-designed website so that the number of impressions can be
quantified and the impressions converted to overnight visitation can be quantified.
Most importantly there needs to be an effective, timely, and accurate means of two
way communication with our guests through an effectively developed web site,
travel applications (Trip Advisor), and social media.

The key benefits of the MR recommendations, if implemented, include:

1) Cleary identified and agreed to results between the LMD and the organization(s)
that are utilizing LMD funds will provide the foundation to achieve our potential as a
destination. Ensuring that the LMD and the marketing provider have the same
destination (i.e. results) is critical to moving forward.

2} With clearly identified result measurements, the LMD will have a constructive and
objective framework to evaluate performance. With an effective metric and clear
results the County has found results are achieved.

3) We are in a competitive environment with other destinations that are larger and
better funded. We must leverage our marketing dollars in the most effective way to
bring guests to our destination. The recommendations provided help eliminate
impediments in leveraging our marketing dollars. Also by using LMD dollars as a
carrot through performance contracts to incent coordination and communication
between external marketing, local fulfillment, special events, and with marketing
partners, the likelihood of successfully achieving desired results is significantly
increased.

B. Yearly Schedule:

A question from the BOCC at the October 14" discussion was, how the recommendations
interface with a schedule. This is difficult to respond to, specifically in that a Business Plan
would help provide a timeline for actions. However, the following are some general thoughts.

First, if the LMD chooses to implement the MR recommendations there will be a
transition. The MR report provides some thoughts on that transition including retaining
existing staff and/or the TA board to facilitate that transition. Also it is possible the TA
may offer to help restructure itself to implement the MR strategies. Organizational
bylaws, reconstituting a Board, staffing, managing ongoing contracts are all issues that
would need to potentially be addressed in a transition depending on the direction
provided by the LMD.

Based on the MR recommendations, a Business Plan is developed in coordination with
key strategic partners and should be presented to the LMD in the early Fall of each year
along with a proposed budget. Proposed changes to results, metrics, and strategies
would be discussed and the LMD would be expected to approve, modify, or deny the
business plan and proposed budget. Also as part of this discussion other performance





C.

based contracts would be proposed in the annual business plan to ensure effective
integration with strategic partners (CBMR, chambers, others).

e Quarterly updates to the LMD are recommended on progress associated with the
approved results in the annual business plan. Also if mid-year course corrections are
needed these quarterly meetings would provide a framework for that discussion. Being
nimble to new opportunities or changing programs that are not achieving results should
be a goal. A level of trust and a strong foundation for business planning and execution
would need to be developed between the LMD and MBoD.

Summary of Comparable Strategies

MR and staff have examined the marketing landscape in Western resort communities. We also
attempted to utilize the extensive knowledge within the TA, Chambers, and other marketing
entities in the Valley to understand how our competitors are aligned. Since October 14'. Staff
has reached out to multiple other locations (both large and small} and attempted to understand
alternative approaches and metrics for managing destination marketing. The TA has also
provided significant information on the topic. Also we have worked with several
marketing/tourism professionals including RRC Associates and Mr. Carl Ribaudo of Strategic
Marketing Group (SMG). The following are some general high level observations on keys to
effective performance as it relates to destination marketing:

A)

B)

)

D)
E)

There needs to be clearly articulated and agreed to results between the fiduciary body
(usually elected officials) and the entity that is providing marketing services. Desired results
vary from jurisdiction to jurisdiction. However, most focus on measuring lodging revenue
which can be converted into total spending for tourism.

Over the last 10 years, marketing has evolved from an “Art” to a “Science” which is in fact
measurable against goals. Creating an effective metric is complex and may take professional
support.

Effective branding and marketing focuses on the customer and the experience they will have
with the product or destination being marketed. Effective marketing first speaks to the
“why” a guest will want to come to a destination versus the “what”. It should be
acknowledged that an effective tourism program still needs to communicate the value of
the destination and effectively communicate the amenities of a destination (but we have to
make the emotional connection first with a guest to help make the decision to come to
Gunnison County versus another destination). It should also be acknowledged that
destination marketing is evolving quickly and much more emphasis is placed on utilizing
social media to attract guests to destinations. Many destinations have reduced their
budgets for traditional marketing campaigns and increased their budgets for social media
and web based programs.

Roles of various entities participating in marketing need to be very clear.

Integration of marketing and tourist information is critical so both online and human
interaction with guests is consistent, seamless, and “on message.” One call line, one
reservation system, one well designed web site ensures information is clear, consistent, and
allows measurement of results most effectively.





F) The functions of a DMO within different destinations vary from traditional destination
marketing, promoting special events, group sales, and managing tourist information
facilities. If the purpose of the LMD is to increase tourism and tourism spending (i.e. $175
million per year) for Gunnison County then the strategies and tactics to achieve that result
should be aligned and not limited to only traditional marketing campaigns. Developing
effective partnerships with tourism stakeholders (special event promoters, municipalities,
large employers, Chambers) is critical.

Attachment B provides a summary of a survey conducted by the Colorado Association of Ski
Towns in 2011 on what their members are doing regarding marketing. We acknowledge that we
have a diverse set of offerings and experiences in Gunnison County compared to an individual
ski town. We also acknowledge that getting destination marketing right is a difficult discussion.
Governance structure, metrics, agreeing on results have been difficult discussions in most
destination communities. Snowmass Village, Vail, Estes Park, Breckenridge have all experienced
restructuring of marketing and tourism funds over the last five to eight years.

D. Examples Communities Marketing/Tourism Programs.

The following provides a snap shot of other communities marketing structures. Itis certainly
not an exhaustive description of alternative models. The TA has also provided many additional
examples in its materials.

Vail Colorado: Approximately 8 years ago, Vail took its $4 million dollar
marketing/tourism fund and redirected its dollars from the Vail Valley Tourism and
Convention Bureau to a very different model. It includes a Marketing Board and a
Special Events Board that are appointed by the Town Council. The Council has budget
oversight of the marketing and special events funds. A professional marketing
professional working for the Town as the Economic Development Director manages the
fund on a day to day basis. She reports to the Town Manager. Performance based
contracts are used to purchase advertising and retain contract support for promoting
the community. A competitive process has also been established for special events to
compete for public funds. All marketing and special events must demonstrate the
return and/or impact that a specific activity had on the local economy.

There also is a relatively new organization called the Vail Valley Partnership that has
consolidated the function of several chambers of commerce into one organization
dedicated to supporting locales businesses. The partnership also receives money for
attracting groups to the Vail Valley.

The Town of Vail utilizes volunteers to staff tourist information facilities in each of its
parking structures and the Town pays for the capital and operational costs of tourist
information facilities. There is now a high level of coordination between marketing and
fulfillment and performance contracts are used to obtain destination marketing
services. It should also be noted that there is a close working relationship with the ski
company in executing marketing campaigns. The ski company provides a call center and





public marketing funds are used to drive people to the Vail Resorts web site. There are
many silos to tourism in the Vail Valley and there continues to be a debate about its
effectiveness. However, the Director of Economic Development plays a critical role in
coordination between different tourism components and uses metrics and performance
contracts to realize results.

Durango: Durango has many comparisons to Gunnison County with a ski area and a
University. Durango has multiple entities that touch guest services, economic
development, and marketing including:

e Tourist Authority funded by lodging tax

e Business Improvement District for the downtown area of Durango which funds
events, physical improvements to the downtown core.

e Chamber of Commerce which supports business development and education.

These entities agree that they are very clear on the brand for Durango and on their
respective roles. There is also an effective working relationship and a high level of
coordination between the Executive Directors of those above mentioned organizations.
The University and Tourist Authority operate the welcome center jointly.

Snowmass Village: Snowmass Village has just over a $5 million fund for marketing,
special events, and groups sales. The Council in Snowmass is the fiduciary agent for the
tax and appoints a 9 member marketing board made up of marketing and lodging
professionals. It has a significant representation from the lodging community. The
Staff that executes day to day operations are Town employees and work under one
Department called Snowmass Tourism. The Director reports to the Town Manager and
received policy direction from the Marketing Board. Snowmass Tourism also operates
the tourist information facility in Town.

Aspen Chamber and Resort Association (ACRA): ACRA provides summer marketing
(1.5 million) for the City of Aspen, business development services to member
organizations in Aspen, Snowmass, and Pitkin County and provides a network to
coordinate marketing for Aspen, Snowmass, and the Aspen Ski Company. A separate
organization called Stay Snowmass Aspen provides a call center service for potential
guests to book lodging, ski vacations, and obtain information about the destination.
The ability of both Snowmass and Aspen to work well together and provide a seamless
guest experience has ebbed and flowed over the years. The Aspen Ski Company has
typically provided a level of consistency with branding and marketing the 4 mountain
resort. ACRA also operates the tourist information/welcome center in Aspen.

Jackson Hole/Teton County: Teton County and the Town of Jackson Hole established a
2% lodging tax in 2010. According to Wyoming State Statute, 60% of the tax collected
can be used toward travel and tourism and 40% of the tax collected must be used for
visitor impacts (i.e. transit, infrastructure, etc.). The city and county have established a 7
member Travel and Tourism Board. The Travel and Tourism Board (TTB) oversees the





expenditure of the 60% of the collected lodging tax; the town and county oversee the
40%. The TTB is appointed and there are some criteria outlined for those appointments.
Current board members include resort general managers and other high level
executives.

The Travel and Tourism Board cannot hire staff so they contract for executive director
services and other related consulting organizations. The TTB contracts the Chamber of
Commerce to provide visitor services and information. The goal of the TTB is to promote
Jackson Hole and not any individual business. They spend approximately $1.3 million
(26% of total budget) on external marketing.

The TTB does track metrics on the marketing efforts. They look at return on investment
(ROI) for visitor services, they require that special events that have received some TTB
funding provide an ROI calculation. Chamber Director, Jeff Golightly, noted that he’s
recommending that Jackson Hole institute a Destination Marketing Organization (DMO)
so that they can better track their performance and be a one-stop shop for visitors. The
DMO model provides all guest lodging, booking and information service through one
portal or organization. Golightly noted that Park City has an excellent DMO model.

Breckenridge: Recently abolished it Marketing Board and created a new organization
called GoBreck (http://www.gobreck.com/). This is a very new organization and
handles marketing and fulfillment for Breckenridge. Lodging tax generates
approximately $2.5 million and total revenue is approximately $5.7 million.

Steamboat Springs: Steamboat does not have a lodging tax that funds travel and
tourism. Marketing and chamber services are paid for by the town and ski resort. The
Steamboat Chamber of Commerce spends approximately $600,000 on marketing each
year. The Chamber is only responsible for summer marketing, they rely on the ski area
to do winter marketing. The Chamber also administers a $100k special event fund (funds
from Town). The Chamber operates a visitor’s center on Highway 40 and a visitor’s
booth at the airport during the winter.

Estes Park: Estes Park established a local marketing district which is now “Visit Estes
Park.” The LMD has a 7 member board that is appointed by the Town and County. The
Town and County established an IGA to administer the LMD funds. There are no official
criteria for application to the board.

The Town of Estes Park provides all visitor services and information. The visitor’s center
is owned and fully operated by the town. The Chamber of Commerce was dissolved
after the LMD was adopted. There are no membership requirements—the LMD
promotes Estes Park area and the Town promotes any business in its boundary. Suzy
Blackhurst, Director of Finance and Operations at Visit Estes Park said that ALL LMD
funds go toward external marketing. They do not put on special events. Their external
marketing spending for 2015 is approximately $1.3 million.

Blackhurst emphasized that the LMD and the Town have an excellent working
relationship. She said that they created an entirely new culture of cooperation when the





LMD was approved. Blackhurst also noted that the LMD Executive Director and other
staff spend most of their time reaching out to businesses and community organizations
so that they work as an integral part of the community.

They measure performance through social media and google analytics; PR value;
website/page hits. They have no central reservations organization which was noted as a
drawback.

E. Measuring Performance for Destination Marketing Organizations

As mentioned above marketing has evolved significantly in terms of how it is executed and
measured. Common metrics for marketing and tourism programs include:

e Sales Tax change over time

e Lodging Tax change over time

e Occupancy

e Average Daily Rate

e REVPAR

e Net Promoter Score (Guests desire to say positive things about the destination)
e Return on Investment

e 2" home owner real estate sales

e Survey data

e Comparing performance measures against other comparable destinations
e (Click Rates through web sites

e Social Media (Friends, likes etc.)

o Impressions and Conversions

The question is which metrics are meaningful and actually measure results? It should also be
acknowledged that this area of measurement is evolving and changing quickly. In this process
MR and staff received advice from: RRC and Associates who support DestiMetrics and have
done extensive consulting and analytical work for resort communities; Carl Ribaudo from SMG
who is a well-respected consultant for destination marketing organizations and chambers of
commerce; and Frank Johnson who was a previous Executive Director for the Vail Valley Tourism
and Convention Bureau and a current hotel general manager. MR and staff are not marketing
experts and as such it is recommended that marketing/analytical professionals be retained to
create an effective metric for measuring results over the next year. Staff wanted to highlight
that there are several accepted tools available to resort communities. First there are the
obvious metrics such as sales and lodging tax. They are indicators of overall economic health
but may not be reflective of the performance of a marketing program. Overall economic or
geopolitical factors (recession, 9.11) can have a profound impact on visitation. Mother Nature,
with abundant snow falls or a lack thereof, can significantly impact winter visitation.

There is a product called DestiMetrics, which the TA participates in, which measures the pace of
bookings in the future and occupancy, average daily rates, and REVPAR that has occurred within
a destination and compares it to other resorts (See Attachment C) . DestiMetrics is a valuable
tool for evaluating lodging activity and in comparing that activity with 17 other resorts (includes





all of the destination ski areas in Colorado along with other major ski resort destinations in the
nation). This tool also allows a community to look at lodging activity at a daily level so you can
evaluate whether a marketing campaign or special event had an impact on occupancy compared
to a previous year.

Even DestiMetrics, as valuable as a tool as it is, still does not provide a clear return on
investment. Attached (Attachment D) is a paper by Carl Ribaudo from SMG on considerations
for measuring performance fora DMO. He is a consultant for DMOs and Chambers on business
planning, service delivery, and metrics. He also has worked closely with DestiMetrics. Staff
followed up with Mr. Ribaudo on how Return on Investment (ROI) is calculated. He provided
information that different organizations measure Return on Investment in different ways. His
methodology focuses on driving marketing activities through a well-developed web site and
surveying web site users and guests on how they receive information and factors for making a
conversation from an impression (i.e. through an add or social media story) to a hotel booking in
your destination. With good survey information, he will work with clients to count impressions
made with specific “campaigns” or marketing strategies and then determine how impressions
converts to an overnight visits. You can then calculate revenue generated for overnight visits
and total spend (which varies from summer to winter) by an overnight guest. This provides a
DMO and its funders with more specific information on the effectiveness of marketing
campaigns. Colorado Tourism for example invests in good analytical tools to effectively
communicate return on investment for statewide marketing programs. It is recommended that
a professional such a SMG, RRC, or DestiMetrics be retained to develop a sound methodology
for determining return on investment.

Potential Next Steps to implement the MR Recommendations

The Local Marketing District has three basic options with regard to the recommendations made
in the MR report (recognizing there are a variety of hybrids alternatives). These alternatives
include:

1) Take no action: The implication of this alternative is that the LMD and the TA should expect
the same results that have occurred in the past.

2) Allow the TA to implement the actions identified in the MR report. The critical question to
ask in this case is what is the willingness and capacity of the TA to make changes? Also,
currently the chambers provide a means for appointment to the TA board. Without a
chamber connection how will TA board members be appointed? The bylaws and governance
structure of the existing TA would require a near over haul to achieve the recommendations
outlined in the MR report.

3) Fully implement the MR recommendations which would involve the LMD directing staff to
create a new entity referred to as the Marketing Board of Directors (MBoD) in the MR
report and develop a transition plan that could be immediately implemented.

As mentioned there may be several hybrids between alternatives 3 and 2. Attachment E from
the County Attorney’s office further highlights the considerations for next steps from a
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procedural standpoint. Staff acknowledges that providing a framework of continuity is also
important if the LMD moves forward with implementation of the MR recommendations.

Attachment A: MR Report

Attachment B: Financial Support for Marketing/Tourism among Colorado Association of Ski
Country member communities.

Attachment C: Overview of DestiMetrics
Attachment D: SMG Paper entitled Measurements: What every DMO needs to Know

Attachment E: Memo from County Attorney’s office
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Attachment A: MR Report
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Local Marketing District Report & Recommendations

The following report, including recommendations, is submitted by Managing
Results, LLC, a consulting and software company located in Gunnison County,
Colorado, at the request of the Gunnison River Valley Local Marketing District
(LMD).

This report includes the charge given by the Local Marketing District, background
information, description of the process used to develop the recommendations,
organizational models as options and specific recommendations for a governance
structure designed to achieve the best tourism results for the Valley.

Charge from the Local Marketing District (LMD)

Managing Results, LLC’s (MR) methodology is called Managing for Results. MR has
worked with over 70 government jurisdictions and over 1700 individual
departments, offices or commissions; and annually MR’s customers budget over
$37B tying resources to measurable results. Customers range in size and location
from Maricopa Co., AZ to the State of New York, from the District of Columbia to the
City of Arvada, CO, the City of Austin to the City of Long Beach, from the State of
Vermont’s Public Housing Review to the Office of Hawaiian Affairs, from the City of
" Oklahoma City to the City of Seattle, from the US Marines to the US Forest Service.

The charge to Managing Results, LLC (MR) from the LMD is to develop a set of
recommendations for a governance structure for the use of LMD funds to market the
Valley and achieve the best results. Managing Results, LLC was asked to use a
consultative process focused on organizations and individuals involved in
marketing the Valley. Specifically the scope of work was as follows:

A. Clarifying roles and responsibilities between the Gunnison River Valley Local
Marketing District and the Gunnison/Crested Butte Tourism Authority.

B. Clarifying roles and responsibilities between the Gunnison/Crested Butte
Tourism Authority and the two Chambers of Commerce located in the City of
Gunnison and Crested Butte/Mt Crested Butte.

C. Developing strategies/recommendations for improving cooperation and
collaboration between the Local Marketing District, Tourist Authority and
the two Chambers.

D. Identifying specific results and recommendations to improve accountability
for utilization/appropriation of Local Marketing District funds. This may
include the creation of a unified business plan between the Tourist Authority
and the partner chambers.
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E. Structuring the use of LMD funds to achieve the best tourism results for the
Gunnison Valley.

F. Developing ideas and strategies for how to achieve the best tourism results
for the Gunnison Valley.

Much is at stake. Tourism makes up approximately 50% of the Valley's economy,
Over 1900 jobs in the Valley are dependent on tourism. Tourists annually spend
over $150M in the Valley. So what can we do to improve?

[t is not that we are failing. We have a relatively small amount of resources - $1.2M+
- and we must maximize the impact of those limited resources. We are competing
with some tourism areas that have larger marketing budgets and are better
organized with more integrated efforts than ours in the Valley. The LMD’s limited
resources must be leveraged with other major marketing entities in the Valley and
the special events created and supported by the communities. The input MR
received through the interviews and facilitated sessions illustrate that there is much
we can do to go from ‘ok to great’ in our tourism economy.

The 2011Radcliffe Report, commissioned by the Tourism Association (TA) Board,
found - “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.” MR’s recommendations are very much focused
on overcoming this challenge.

There is a small contingency among those we consulted who were involved in the
establishment of the current arrangement and who are understandably committed
to that arrangement.

However, there is a broad consensus among those we interviewed who believe
strongly that there are aspects of the current model that restrain the Valley from
realizing our full potential. There is significant interest among those interviewed to
change the current arrangement to improve marketing results. Certainly there is
unanimity among all of those we interviewed that the collaboration among the
players in the tourism economy in the Valley is significantly lacking, as the Radcliffe
Report pointed out.

It is most important to observe that marketing is not measured by increases and
decreases in lodging and sales tax and visitors from one year to the next or even
over time. The true measure of marketing performance is whether we are doing
better than the tourism economy in Colorado when it is improving, as it is at the
writing of this report, and when the economy is slumping - is the Valley doing better
than our competitors in fighting a downward trend? The TA’s marketing efforts are
not currently being measured in this way. Presently the Valley is riding the
economy, staying close but slightly behind the average of our competitors.
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So how are we doing? As reported by the Tourism Associated, we are doing better
than in years past. However, a report from the Colorado Association of Ski Towns
(CAST) dated August 13, 2014 shows that among 27 ski locations in Colorado, the 3-
year average increase in sales tax revenues from 2011-2014 is 19.58%. Over the
same period the Gunnison-Crested Butte Valley sales tax revenues increased 15.4%.

The most recent statistics show that the number of visitors and dollars spent in the
Valley by visitors is higher than last year (2013) -- as is the entire tourism economy
in Colorado. The same CAST report shows the average 1-year increase of sales tax
revenues from 2013 to 2014 across the same 27 locations was 6.68% -- the Valley
experienced a 6.4% increase.

So the question is - what governance structure will produce the best marketing
decisions that produce the best tourism results for the Valley?

Background

The following information is derived from a Memorandum written April 21, 2014 by
Gunnison County Attorney, David Baumgarten, outlining the organization,
relationship and governance of the Gunnison River Valley Local Marketing District
(LMD) and the Gunnison/Crested Butte Tourism Association (TA). The
Memorandum is attached.

Historically, the Gunnison County Lodging Tax Panel and a 1.9% Lodging Tax were
approved by voters in the general election on November 6, 1990. On November 5,
2002 Gunnison County voters approved the ballot measure to levy a 4% Lodging
Tax and establish the Local Marketing District. The Local Marketing District was
renewed and the Lodging Tax extended by the Gunnison voters on the ballot on
November 3, 2009.

The Gunnison County Board of Commissioners constitutes an ex officio board of
directors of the Local Marketing District (LMD) pursuant to C.R.S 29-25-108(1)(a).
And pursuant to C.R.S. 29-25-111(1)(f), the LMD has the statutory authority of
management, control, and supervision of all the business and affairs of the District
and of the operation of District services.

The Tourism Association is a non-profit corporation of the State of Colorado and an
independent, non-government entity separate from the LMD. The TA was not
created by ballot measure or by any action approved by Gunnison County electors.
The relationship between the LMD and the TA is a contractual relationship and as
such the TA is an “independent contractor” to the LMD.

MR notes that the two Chambers of Commerce in the Valley are independent

organizations and are not currently under contract with the LMD or the TA. Both
Chambers receive some funding from the County.
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Process

The process MR engaged to reach the recommendations requested by the LMD
included one-on-one interviews, facilitated group meetings, and consultations with
marketing professionals inside and outside the Valley.

The timeline of the process started in April with interviews, the first facilitated
meeting on June 26, additional and some repeat interviews in July and August, and a
second facilitated meeting on August 22. Additional interviews were conducted
following the August 22 meeting.

The first set of interviews in May and June were structured around two key
questions:

1. From your perspective, what are the most critical issues and trends related
to tourism on the horizon—both for the county as a whole and for the
Tourism Association—over the next 5 years?

2. 3-5years from now, what results would you most like to be able to say have
been accomplished?

Following the first set of interviews, MR convened the first facilitated work session
which included the two Chamber and TA executive directors, members of their
respective boards and the LMD Chair. Participants developed a list of the most
important issues facing the tourism economy in the Valley, a draft set of Strategic
Results for tourism and an initial set of Services that would be required to achieve
those Strategic Results (attached). During this initial session, the stated intention
was to develop these products without regard to the current structure or whether it
would change.

The second round of one-on-one interviews in July and August focused on asking for
ideas on the best strategies and structure for achieving the best results for the
Valley's tourism economy. Many of those individuals interviewed in the first round
were also interviewed in the second round with additional community members
added in the second round.

In the second facilitated work session on August 22, the draft Strategic Results were
reviewed and others were added. Three different models that emerged in the
interviews for achieving the best tourism result were discussed - coordination,
integration and consolidation models. The models are discussed below.

Following is the draft set of results developed by the participants in the June 26

meeting for the LMD to consider. These results will be further reviewed and refined
by the LMD and integrated into Strategic Business Plans for the use of LMD funds.
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» Integrated Seamless Access

o By 2017, tourism customers will experience an integrated, seamless
online valley-wide point of access available through multiple
technologies that facilitates rich exploration of tourist ‘experiences’
and provides easy, immediate, and barrier-free travel arrangements,
bookings, updates, and related concierge-type services.

» Unified Message

o By 2015, tourism customers will experience an integrated, valley-
wide unified message through all media that communicates our
distinguishing characteristics and is consistent with our “Brand”.

» Experience-Focused Messaging

o By 20XX, tourism messaging about the Valley will be driven by

identified customer expectations and desired experiences

» Return Visitors

o By___, XX% visitors will be returning visitors (rate of return)

o By__, XX% surveyed return visitors describe positive experiences as
part of their decision-making to return to Gunnison/Crested Butte

» Tourism Income

o By 2019, $175 million in travel spending will be realized annually in
Gunnison County, representing a XX% increase over 20XX

In the August 22 meeting, the participants suggested that results measuring how the
Valley’s tourism economy performance compares to other locations should be
added.

The best measure of marketing impact is that we would out perform our competitor
locations both when the economy is improving and when the economy is slowing:

» Competition

o By 20XX, the Valley will exceed the state-wide Colorado average of
tourist locations (or a select sub-group of competitor locations) for
visitors and spending by 3% or more when the tourism economy is
improving or slowing

Attached are the list of the people who were interviewed and the Agenda’s for the
two facilitated meetings.
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Organizing for Success - Models for Achieving Results

Three different models emerged during the interviews and MR presented those for
discussion at the second work session. They are:

* Coordination Model

* Consolidation Model

* Integration Model

Coordination Model

The Coordination Model is best described as a variety of players and stakeholders in
the marketing effort, and some who are not involved, who are brought together ona
representative style board and expected to make decisions and work together
effectively. The Tourism Association (TA) Board is an example of the Coordination
Model. The TA by-laws stipulate that marketing efforts will focus on promoting
Chamber Members. Some Chamber Members see value in this and want the current
arrangement to remain unchanged. A significant portion of businesses in the Valley
are not Chamber Members and are not included in marketing funded by LMD
Lodging Tax funds.

Representatives of different sectors of the economy and various organizations, plus
an advisory group, currently make up the Tourism Association Board. As previously
mentioned, the TA is a non-governmental, not-for-profit, independent contractor to
the LMD. For the past 12 years, since 2002, the LMD has provided a sole source
contract for all Lodging Tax funds to the TA Board. In turn, the TA Board has hired
staff to carry out the majority of marketing functions, along with various sole source
contracts to vendors of marketing services.

The Coordination Model is often focused on representatives of different types of
businesses or organizations and, in order to work well, depends on the willingness
of individuals representing those businesses and organizations to collaborate
together. Participants are expected but not required to work well together.

The focus for participants is often on keeping the resources and core strategies of
their organizations safe and intact. That is very different from a results orientation
where participants bring their respective resources to bear on a set of commonly
held results. Results oriented, accountable, performance-based contracts are nota
part of this model.

The Coordination Model works well when the mission is generally for the mutual
benefit of members. Examples include professional organizations, religious
organizations and clubs. When specific expertise is needed to make decisions, such
as marketing decisions, the Coordination Model creates representative boards that
then depend on staff to develop strategies and deliver services. Often it is staff that
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make leadership and broad direction decisions since the board members either lack
specific expertise or become accustomed to deferring to staff.

In the current arrangement, coordination and collaboration between the TA and the
Chamber-managed Visitors’ Centers has not been functional for some years and
collaborative planning and execution is rare. This is largely because there is not in
play a systemic view of marketing in the Valley or of the local economy. Roles,
responsibilities and accountability are unclear and diffused. Critical information
related to the tourism economy is often not shared among the players. A systemic
approach where marketing players and stakeholders are working together to
achieve a common set of results and where relationships are built on mutual
accountability for performance is simply not present.

When marketing resources are not systematically coordinated, the entire Valley
underperforms our potential to achieve marketing results and grow our economy.
One interviewee likened the current marketing efforts to a scull crew without a
crew master, all rowing at different rhythms, out of sync with each other and lagging
behind other crews who are rowing in sync and speeding ahead.

Consolidation Model

The Consolidation Model is one where autonomous organizations consent to
becoming a part of a single new, larger organization. This model would see the two
Chambers of Commerce and the TA, or other contractor organization, become one
organization. In all of MR’s consultations during this process, there is no real
interest or suggestion from participants that this could or should happen in the
Valley. This model is not considered realistic in the Valley. However, after a few
years of successful integration of efforts and success, new options may emerge.

Integration Model - Recommended

The Integration Model brings autonomous organizations together into a shared
mission through performance-based contracts or agreements. This model is built
on a systems approach to marketing and is designed to create that system through
performance-based contracts and agreements. In this report, ‘contracts’ include the
exchange of money for services and ‘agreements’ are signed contracts but do not
include the exchange of funding.

\
When asked “where does marketing begin and where does it end”, the consensus of
interviewees is that it begins when a potential visitor hears about the Valley and
learns about the experiences they can have in the Valley through word of mouth or
through out-of -Valley marketing efforts. Interviewees said further that marketing
does not end when visitors arrive, step off the plane or park their vehicle. In-Valley
marketing occurs through the Visitor’s Centers where visitors get information about
where to get those experiences, eat, shop and stay the night. This is normally the
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purview, though not exclusively, of Chambers and marketing efforts of individual
businesses.

Further, in-Valley marketing continues in the service experiences that visitors have
with local businesses, and the experiences they have with people they meet along
the way while they are here. Several interviewees clarified that marketing does not
start and stop with winter or summer campaigns but should be a continuous
process year-round.

The key to success is that out-of-Valley and in-Valley marketing efforts must be fully
coordinated in an integrated marketing system. In the current arrangement, out-of-
Valley and in-Valley marketing efforts are not coordinated and certainly not
integrated. The out-of-Valley is very much an experiential call to action - to come to
the Valley for those experiences--and in-Valley marketing connects visitors to those
experiences. The expectations created through out-of-Valley marketing need to be
fulfilled or exceeded by in-Valley experiences.

A marketing system for the Valley would include out-of-Valley marketing before
visitors arrive and in-Valley marketing when visitors are here among us. The
consensus among interviewees is that an integrated and coordinated system for
marketing the Valley does not currently exist but must be created if we are to
effectively compete in the future.

The key to building an Integration Model is governance. The governance structure
must be intentionally designed to create a system of marketing efforts, resources
and results. If not specifically designed to create an integrated system of efforts, the
governance structure will create something altogether different. The governance
body is responsible for establishing overall strategic direction and developing
expected strategic results, and ensures that marketing services, whether delivered
by staff or by contractors, are true to that direction. The tie that binds the system
together is performance-based contracts in exchange for funding. Governance body
decision-makers must have expertise in marketing and be capable of making
performance-based decisions to create a system of successful marketing.

Performance-based contract(s) are awarded for delivery of specific services and the
achievement of specific results as specified by the governance body. These
contract(s) require collaboration among partnérs, including the sharing of
information. Importantly, the Integration Model does not fund organizations per se
with the hope that they will deliver the right services. Rather, the Integration Model
funds specific marketing services tied to measurable results. This is the difference
between ‘hoping for results’ and ‘managing for results’. Further, a performance-
based budget is developed that ties a level of service delivery to a level of
performance resuits to a level of funding.

In the case of some marketing partners, performance agreements are developed
without funding because the mission to market the Valley is shared without an
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exchange of funding. Examples of performance-based contracts would be between a
Marketing Board of Directors (MBoD), explained below, and the contractors
receiving funds and providing services. Examples of performance agreements may
be with WSCU, CBMR and GVH, though none of those organizations should be barred
from receiving LMD funds and holding contracts. However, their marketing missions
are very clear (students, visitors and patients respectively) and there is naturally a
high degree of alignment between their desired results and the LMD/MBoD desired
results, with or without funding.

A note about information sharing -- good decisions require timely, accurate and
complete information. The Integration Model and related performance-based
relationships literally run on good information. In the Governance
Recommendations below are ways to ensure that information is shared among
decision-making marketing partners.

In the Integration Model, the governance structure requires that the LMD, as the
funding organization, and the MBoD, as the board with critical expertise, work
together to establish high-level strategic results. For example, it is anticipated that
while the LMD would set broad direction, the MBoD would have the expertise to
develop metrics and determine high level strategies. Once those strategic results are
approved by the LMD, the MBoD would award and execute performance-based
contracts for specific services. Performance based contracts would include levels of
services to be delivered and expected results and would include performance
measures, including targets, tied to the funding. It should be obvious in the Strategic
Business Plan and performance-based budgets submitted to the MBoD that there is
a level of funding tied to a level of performance.

Emphasis in performance-based contracts is both on outputs (number of services)
and results (impact on the customer). It is never enough to contract for effort or
activities; it is essential to the success of the Integration Model to also contract for
expected results or accomplishments. In other words, the MBoD will be very
interested in the return on investment (ROI) for services purchased, and would
expect to see ROI described in the proposals they receive. For instance, the LMD and
MBoD want to achieve integration, or at least consistency and connectivity, of the
various websites marketing the Valley. The MBoD might contract with a firm for
those specific results, evaluate those results and the performance of the vendor, and
then report that performance to the LMD in their quarterly meeting.

In the Integration Model, all contracts and agreements are integrated together to
achieve results and all parts of the system work together. An example of a systemic
and integrated approach -- an event mostly focused on one end of the Valley would
be marketed through all out-of-Valley marketing efforts and all in-Valley marketing
through contracted Visitors’ Centers and performance partners. The customer
would see this event highlighted in vacation planners on-line and in hard copy, on
websites and all print media, on a consolidated events calendar, and in all social
media. Potential visitors would hear about the event when calling in and visitors
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would hear about the event through the Visitor’s Centers when they stop in. Related
‘apps’ developed for the Valley would provide all pertinent information for how and
where to participate in the event, as well as all other events in the Valley. The entire
Valley marketing system would focus on the event, not just the event organizers and
the Chamber where the event is happening.

The Valley is one economy and the marketing efforts must behave like a system
focused on the entire Valley. Anything less sub-optimizes the use of all marketing
funds for the businesses and 1900 individuals whose jobs depend on the 50% of our
economy tied to tourism.

Governance Recommendations

MR’s recommendations are solely focused on and driven by the question of “what
governance structure will deliver the best results for visitors to the Valley and for
our local economy?” The LMD asked MR to look less at detailed activities and more
at governance as the greatest opportunity to make improvements. Governance, as
referenced here, is the organizational structure used for making decisions regarding
the use of LMD funds to market and achieve tourism results for the Valley. Having
the right governance structure in place is the key to creating an integrated system
for marketing the Valley.

The recommendations are written as what ‘would’ happen if these
recommendations are followed.

Recommendations - Local Marketing District (LMD)

The Board of County Commissioners would continue as an ex officio board of
directors for the Local Marketing District. The LMD would continue, as the 1990,
2002 and 2009 ballot measures require, to have the authority to provide
management, control and supervision of the use of the Lodging Tax revenues. The
Board of County Commissioners is elected to provide leadership, fiduciary
responsibility and policy oversight to Gunnison County Government.

By Colorado Revised Statute the BoCC, acting as the LMD, has discretionary
authority of approving what marketing programs would be funded using the
Lodging Tax Revenues. However, the BoCC/LMD members are not elected because
of their tourism marketing experience or expertise and further they have expressed
their desire to not be involved in tactical marketing decisions. The LMD, in their
‘management, control, and supervision’ oversight role, would delegate specific
marketing decisions to a Board of committed members of the community who are
experts in marketing with emphasis on experience in marketing tourism economies.
The LMD would, therefore, expect the Board, with its expertise, to regularly assess
the Valley’s position relative to its competitors in the tourism market, and to then
develop draft strategic and operational results that are capable of advancing the
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Valley’s market position relative to its competitors. MR has interviewed several
individuals with this senior level marketing experience who are also committed
members of the community.

Recommendations - Marketing Board of Directors (MBoD})

Under this proposed governance structure, the LMD would not make specific
marketing strategy decisions. The LMD would appoint a seven-member board of
marketing experts known as the Marketing Board of Directors (MBoD}). On behalf of
the LMD, the MBoD would make decisions on how to use all of the Lodging Tax
revenues to market the Valley. The MBoD would ensure that there is a unified,
integrated and systematic approach to marketing the Valley and achieving tourism
results.

The MBoD structure would ensure that a team of individuals with appropriate
marketing expertise are making contract decisions, setting direction, establishing
broad priorities, and making tactical and staffing decisions. Marketing expertise and
decision-making abilities are the core characteristics of the MBoD members that will
keep the focus on results and on building an integrated marketing system that will
produce those results.

Anytime an organization believes that it is entitled to public funds, in this case, LMD
Lodging Tax funds, after a time that leads to strong, even extraordinary, efforts to
maintain and protect the organization itself and its sole source funding status. From
a customer perspective, from a performance perspective, an entitlement mentality
takes an organization off of its core purpose.

To ensure that an entitlement mentality does not develop within the MBoD, the
MBoD would be required to submit an annual Strategic Business Plan and operate
under a performance agreement with the LMD. The MBoD .would be responsible and
accountable to the LMD for results achieved, as mutually agreed upon with the LMD
at the beginning of the performance period and as delineated in the Strategic
Business Plan. Measurable performance regarding tourism results achieved by the
MBoD would be evaluated annually by the LMD. It is important to note that
evaluation of results in an ongoing discussion that occurs throughout the year; gaps
that emerge are mutually discussed by the LMD and MBoD, and new strategies
responding to business environment changes or other dynamics are also mutually
agreed upon.

Key to its success, the recommendation is that the MBoD be structured and operated
such that another self-perpetuating bureaucracy is not created. The MBoD is a
decision making body. The MBoD would be an appointed by the LMD and would be
responsible for overall strategic decision-making as well as ensuring those decisions
are executed through operational performance contracts for services and staffing.
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The MBoD would not be a County organization. The MBoD would have independent,
non-profit legal status with contracting and hiring authority. The LMD may ask the
County Attorney to develop recommendations for the legal status of the MBoD and
develop the necessary documents. The MBoD would create additional efficiencies in
the use of LMD funds because it is not focused on building and developing an
organization, but rather, can remain focused on making marketing decisions and
seeing that those decisions are executed.

The members of the MBoD, with the exception* noted below, should have real-world
marketing experience and expertise, as well as senior business decision-making
experience. These skill sets would ensure that the MBoD is both qualified and
capable to make marketing decisions for the Valley.

Success depends on getting the right people in the room to make the right decisions
for the right reasons. '

Membership
The MBoD would be a creation of the LMD and the membership of the MBoD would

be as follows:

* 2 Residents of the Valley who 1) have current or past extensive, senior
marketing experience, 2) view the economy of the Valley as one
interdependent and interconnected economic system, 3) have experience ds
a senior decision maker, and 4) are committed community members

* 2 Residents of the Valley who 1) have current or past business experience
providing services to visitors in the Valley, 2) view the economy of the Valley
as one interdependent and interconnected economic system, 3) have
marketing knowledge, and 4) are committed community members

* 1 Resident of the Valley* who has extensive senior leadership, decision
making and management experience in a field other than marketing

e Marketing Director of Crested Butte Mountain Resort

* Marketing Director of Western State Colorado University

One Economy
It cannot be emphasized enough that the Valley is one economy with remarkably

unique venues and opportunities operating within that economy. What happens
anywhere in the Valley has impacts elsewhere in the Valley in terms of jobs,
business, branding impact and tourism revenues.

This is a significant issue as well as an opportunity for broad education across the
Valley. MR observed that individuals whose understanding of the economy of the
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Valley as one interdependent and interconnected economic system also view
marketing the Valley is a system of interdependent and interconnected efforts.
Salaries and profits derived from tourism are spent with local businesses on coffee,
food, gas, services, construction supplies, etc,, - the list goes on as tourism dollars
cycle within the local economy. Focusing on ours vs. yours, north vs. south, insiders
vs. outsiders, my organization vs. your organization perpetuates the economic
struggles faces by the Valley’s residents, especially those whom we expect to deliver
unforgettable experiences and customer service to our tourism visitors.

We must see prosperity as a goal for everyone.

Integrated Marketing System

All contracting and strategic decisions the MBoD makes are expected to create, build
and strengthen the integrated, systemic approach discussed above in Organizing for
Success (page 7). The tie that makes the integrated marketing system work is
performance-based contracts for services and operational results, and agreements
with key, non-LMD funded, partners. The MBoD would make funding decisions that
reinforce the integrated, systemic approach that turns marketing the Valley into one
system instead of many organizations acting independently.

Strategic Business Plan

The MBoD would submit an annual Strategic Business Plan which would include, at
‘a minimum, an assessment of the tourism market (Colorado and regionally), how
the Valley is performing relative to the market, the strategies and services the MBoD
intends to deploy in the coming year to achieve marketing results for the Valley, and
how those results, strategies and services will be measured and evaluated. The LMD
would approve the MBoD Strategic Business Plan and the proposed annual
performance budget.

Performance metrics, both results and outputs, will include targets and will be tied
to a level of funding. In this manner, specific funding levels are tied to specific
expected results, so that funds are spent strategically. The MBoD is encouraged to
include its marketing partners and community stakeholders in developing the
assessment portion of the Strategic Business Plan. The MBoD will measure how the
Valley is doing relative to competitor locations and the Colorado tourism economy
as a whole.

The Strategic Business Plan should be realistic in measuring the impact/influence
marketing has on the tourism economy; experts MR consulted estimate this to be a
5%-10% difference. It is well documented that it is possible to measure the impact
marketing strategies have on the tourism economy in the Valley. The MBoD will
measure the ‘return on investment’ (ROI) for its marketing campaigns. The Strategic
Business Plan should lead with those types of measurement; simply reporting
outputs and increases and decreases due to fluctuations in the economy are not
sufficient or accurate measures of marketing success.
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The Strategic Business Plan would also illuminate how the MBoD is building an
integrated system to market the Valley. The Plan would clarify how partners are
collaborating together to achieve results, where those collaborations need work,
and proposed strategies to achieve more effective integration. The Strategic
Business Plan would include coordination/integration with the overall economic
strategy of the County, with special events, customer fulfillment. The Plan should
illuminate how LMD funds will be leveraged to their maximum benefit and the ROI
for proposed marketing strategies is recommended.

Decouple Chamber Membership

Throughout the interviews, the requirement that LMD funds be used to market only
Chamber members is viewed as significantly limiting efforts to market the Valley as
a whole, Ironically, this requirement has focused the TA on promoting Chamber
membership.

The LMD/Lodging Tax funds are paid by visitors, are public funds and as such
should be used to market the entire Valley. Chamber membership should be
disconnected from LMD funding and membership on the MBoD. Rather than specific
businesses being marketed because they are Chamber members, the LMD funds
should be used to market Experiences available in the Valley, such as River or
Winter/Snow Experiences.

Given the historical tie of LMD-funded marketing efforts to Chamber membership, it
is understandable that many members believe the LMD funds should be used to
market their specific business or their sector of the economy rather than the entire
Valley as a whole. This logically leads to the fragmentation of marketing efforts.

Market the Valley’s ‘Experiences’

Focusing on the tourism customer, LMD funds would be used to market the year
round ‘EXPERIENCES’ available in the Valley - experiences interesting to our
tourism customers. This was a key aspect of the advice given to MR through the
consultative process. There is very strong consensus to disconnect the use of
Chamber membership from the use of LMD funds, and to market ‘Experiences’ the
customer can have in the Valley.

Marketing the unique ‘Experiences’ available in the Valley, rather than Chamber
members per se, reinforces a systemic focus rather than a business-specific focus.
When we market the Winter/Snow Experiences available in the Valley it will
naturally bring along those businesses involved in delivering the services and
opportunities associated with that experience. The same would be true of the
Mountain Biking experience, the River -Fishing/Rafting experience, the Hunting
experience, the Ranching experience, the Wildflower experience, the Hiking
experience, the Mountain Town Shopping experience, the Remote Location
experience, etc., etc. The unique Experiences available in the Valley can easily be
marketed within the umbrella of our unique Brand as well.
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The Valley’s Brand

In the first year, 2015, the MBoD would engage in a process to provide a clear,
concise articulation of the Gunnison-Crested Butte Valley Brand. The Brand seems
obvious from most individuals we interviewed; however, those marketing the Valley
are not consistently articulating the Brand. There is not consensus on how best to
articulate the Valley’s Brand. Past branding studies, customer and community
consultations, at the discretion of the MBoD, may be included in the process. Any
additional branding studies should focus on what our customers believe they are
buying.

The TA is currently considering funding a branding study and we recommend
putting a hold on that study.

Following articulation of the Brand, the MBoD would work with the Chambers of
Commerce, municipalities and marketing partners to help businesses and
community organizations align their individual brands to the Brand for the Valley,
In this manner, a clear and consistent ‘Brand’ message for the Valley can be used in
all marketing efforts funded by the LMD and MBoD. Chambers will then be in an
excellent position to help their members aligh customer service practices to the
Valley’s Brand. Non-LMD funded companies and organizations marketing the Valley
will be invited to use the Brand in their marketing and customer service efforts as
well.

Marketing and Economic/Prosperity Development Integration

Because the Valley is one economy, the LMD and MBoD are encouraged to integrate
tourism marketing and other economic/prosperity development efforts. The two
efforts should be parallel rails on the same set of tracks, coordinated and aligned to
mutual goals. The MBoD and LMD are encouraged to build business development
into marketing strategies and to build bridges with economic/prosperity
development efforts.

For example, when individuals, families and business owners come to the Valley as
tourists and then return to make the Valley their first or second home and relocate
their business here, these two efforts - tourism and economic/prosperity
development - are leveraged to enhance both. A question to ask and answer is - do
our tourism marketing strategies encourage visitors to take up residence and to
move their businesses here?

Examples of this dynamic abound - Kinko's was started by a tourist who came to
Santa Barbara to surf. Some competitor destinations, like Steamboat, are
specifically using their tourism marketing strategies to encourage ‘location neutral
businesses’ to relocate there. We can do the same or better given the quality of life
available in the Valley.
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Accountability
The MBoD would be accountable and responsible to the LMD for the performance

achieved using LMD funds. The MBoD would submit an annual Strategic Business
Plan and proposed performance budget, which the LMD would review and approve.
Further, on a quarterly basis, the MBoD would present quarterly performance
reports, and would convene joint discussions and consultations as needed.

Performance-Based Contracts

MBoD’s contracts for services would be performance-based and should be
competitively bid no less frequently than every 3 years and more often whenever
deemed appropriate. Sole source contracts should be the rare exception. This will
ensure that the MBoD is tapping into the best service providers in the market and
the most up-to-date methods for achieving marketing results. Service providers will
be expected to achieve results. Without competitive bidding, the conversation
becomes one about sustaining the organizations receiving the funds rather than
achieving results for the local economy.

Authority
The MBoD would have contracting and hiring authority. The MBoD would account

for all funds expended and the MBoD shall have no other purpose than to promote
and market the Valley.

Performance Reports

The MBoD would provide quarterly results oriented performance reports delivered
in a presentation to the LMD. The performance reports would include, at a
minimum, progress on results year to date compared to annual targets approved in
the annual Strategic Business Plan, strategies and contracts the MBoD is employing
to achieve the results, and proposed course corrections when results are not being
achieved.

The LMD may also ask the MBoD to provide an Annual Report to the community on
the results achieved, with particular emphasis on how tourism results impact jobs
and prosperity. This should be timed to begin when the MBoD has the resources to
produce the report.

Information Sharing

The MBoD would develop a holistic, strategic approach to information gathering,
management and sharing. The MBoD should convene and lead regularly scheduled,
probably quarterly, marketing updates where the MBoD, Visitor’s Centers and other
performance partners would share their latest information about what is happening
in the tourism economy in the Valley, the State and the Region. This is designed to
inform everyone’s decision making and to reinforce that we are operating in one
economy, within an integrated market system, all under one Brand. The MBoD
should, at its discretion, engage companies and associations with high-value market
information to share information in support of marketing decision-making in the
Valley. Opening up this opportunity, the Crested Butte Mountain Resort has offered
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to share its information. For these and other shared-information efforts to be
successful and sustained, high-impact organizations will need to see their input as
valued and important to the Valley-wide marketing decision-making.

Secure Database

The MBoD would develop a process and a secure database, if appropriate, where
research conducted and information gathered by services it funds, the Visitor’s
Centers and all private organizations willing to do so, may share that information for
data-driven marketing decision making. The aforementioned quarterly meetings
are another way of sharing this information.

Coordinated Websites, Apps

The MBoD would develop and execute a plan to coordinate the various web sites
marketing the Valley in a way that creates a seamless experience for the tourist
looking at the Valley. This may be one integrated web site, a combined portal or a
consistent look and feel among the sites where the user can easily get to the
experiences and services they want. At a minimum, the various websites must make
it easy to find services found on each other’s sites. To remain competitive, we must
make it easy for our customer to find us and access the services they are interested
in when they get here. The MBoD would determine the best way to accomplish the
integration of web-based marketing efforts already underway in the Valley.

To be competitive, the Valley needs a tourist-focused ‘app’. Crested Butte, Vail and
Telluride have apps designed for visitors. Although we do not directly compete with
Singapore, it is worth noting that their visitors receive a smart phone for the
duration of their visit with the ‘Singapore app’s’ preloaded.

The MBoD can explore coordination with other vendors like TripAdvisor to help
potential visitors find us and come to the Valley. Coordination with other on-line
vendors leverages LMD funds and reaches visitors ‘shopping’ via the web,
particularly those who are ‘mobile’ shoppers.

Unified Events Calendar

A missing piece of important data is how many or what portion of visitors, or what
characteristics of visitors, our events bring to the Valley. This is a measurement that
should be made by the MBoD and used for future marketing strategies. Currently,
some large and some smaller events in the Valley are not actively marketed with
LMD funds. Interviewees suggested that events have a significant impact on the
Valley's tourist economy.

All organizations in the Valley should be polled and their events included on a
single, unified Annual Events Calendar. Efforts should be made over the next two
years to sequence events to maximize participation by visitors and residents. Reno,
NV, has done this with great success.
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The MBoD would consider holding two meetings each year to coordinate winter and
summer calendar events throughout the Valley and ensure the unified events
calendar is complete. This should happen well in advance of the season so the
information is available when potential visitors are shopping.

Unified Call-in Number for the Valley

The MBoD would develop and execute a plan to create a call-in number for tourist
information for the Valley where they can get integrated information on the Valley.
Currently, the caller has to choose between two parts of the Valley, reinforcing the
notion of up-Valley vs down-Valley rather than the entire Valley with many unique
Experience offerings. Some folks in the Valley think in terms of up-Valley and down-
Valley but our visitors, who are our customers, do not.

Fulfillment

In the past, the Visitor’s Centers received funding for fulfillment for sending out
vacation planners. The charge for fulfillment included some off-set funding for
other services provided through the Visitors’ Centers such as greetings, information,
referrals and in-person vacation plans. For cost savings reasons, the decision was
made a few years ago that fulfillment would be handled through a third party
vendor who uses bulk mail to send out vacation planners. The Visitor’s Centers have
never received LMD funding for the in-Valley services to provided to visitors
through the Visitor’s Centers.

If vacation planners are easily accessed and consistently downloadable from
websites, fulfillment becomes a minor and secondary part of marketing. Competing
destinations have long since given the majority of their marketing efforts over to
electronic and mobile media, including vacation planners.

The MBoD should assess how quickly phone-in requesters receive Vacation
Planners, and the percentage of requesters who download Planners or who ‘view’
Planners and proceed to book overnight stays, events and Experiences. Where
possible, the MBoD should compare this data to our competitors.

MR recommends that the MBoD look at both the cost and the results being achieved
by the current fulfillment arrangement. Results should be evaluated in terms of how
long the potential customer waits to receive the vacation planner, which would have
everything to do with whether the potential customer comes here or goes
elsewhere. Disconnecting cost from desired results can be ultimately more costly.

Stipend
Expertise and the level of responsibilities expected for the MBoD suggests that

members should receive a minor stipend for serving on the Board as well as
reimbursement of expenses. By ‘minor’, we suggest something on the order of
magnitude of $3,000 per year or $250 per meeting.
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Board Training

The LMD should support Board Member training for the MBoD. The training should
focus on board decision making processes, data-driven decision making,
performance measurement, communications, managing for results, performance-
based contracting and budgeting, partnering for results and other topics the LMD
and MBoD believe would be essential skills for success. These same topics must also
be within the capability of any and all staff the MBoD may hire.

Staffing
The MBoD may decide to hire a director and/or staff, including considering current

TA staff, or they may chose to subcontract for assistance in implementing their
marketing strategies, or a combination. If staff are hired, then it is essential that the
hires bring the systems perspective, results orientation, collaboration and
partnership building skills, and up-to-date marketing skills that the MBoD requires
to achieve their stated results. Knowledge of how to market and support events and
group sales should be part of their capacity.

Transition

In the transition from the current arrangement to the MBoD, it will be important to
manage continuity of marketing efforts currently underway. Some options the LMD
may consider include the following: 1) the Tourism Association could respond and
propose to provide these services for a period of time, 2) existing staff could be
asked to continue to provide marketing services underway, or 3) retain a marketing
consultant to oversee marketing operations, possibly using existing staff, for six
months until the MBoD is established and ready to make decisions.

Recommendations - Visitors Centers
Marketing System - Visitor’'s Centers

There is strong consensus that in-Valley marketing that occurs through the Visitors’
Centers is a critical component to marketing the Valley.

The current arrangement is that the Visitors Centers do not receive LMD funding.
Funding decision are made by the TA Board under the sole source agreement with
the LMD. In years past, the Visitor’s Centers were provided funding from the TA for
‘fulfillment’ or sending out vacation planners. That funding ended some five years
ago. Funding for the other in-Valley marketing services provided by Visitor’s
Centers has been funded by the Chambers and has not been supported by LMD
Lodging Tax funds. In-Valley and out-of-Valley marketing services are not
coordinated or integrated.
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Funding for In-Valley Marketing Services

Contemplating how a marketing system for the Valley might be structured, MR
considered the importance of Visitor’s Centers as in-Valley marketing. All
interviewees indicated that the Visitor’s Centers play an important role in in-Valley
marketing.

The largely non-functioning relationship between the TA and Chambers has, over
the past several years, exemplified the leadership fragmentation pointed out in the
Radcliffe Report and has led to significant disconnects in marketing the Valley. This
is not as much an issue of personality as it is an issue of structure -- the current
Coordination Model has not achieved the coordination or collaboration of marketing
efforts, let alone created a system. Out-of-Valley and in-Valley marketing efforts are
not tied together and do not act in any way as a system for marketing the Valley.

Going forward, to build a systemic approach to marketing the Valley, MR
recommends that the LMD and MBoD specifically invite the Visitor’s Centers to
submit Strategic Business Plans to the MBoD for Visitor Center services. The MBoD
may do this through an RFP for those services. This approach requires the Visitor’s
Centers to compete for funding and undoes the history of leaving the Visitor’s
Centers out of the marketing system. If the Visitor’s Centers are successful in
competing for the funds, this provides a transition for integrating Visitor's Centers
into the Valley marketing system.

Strategic Business Plan

The Strategic Business Plan should outline the services they propose to provide and
the Plan will detail how their performance will be evaluated. The Strategic Business
Plan will include, at a minimum, the performance measures for both outputs and
results to measure their customer service performance, describe how they will
gather and share information with other members of the Valley’s marketing system,
strategies and requirements for collaboration with the MBoD and other
organizations participating in the Valley’s marketing system, how the Visitor’s
Centers will integrate with the MBoD website, strategies for marketing the
Experiences identified by the MBoD, how the Visitor’s Centers will integrate with
the Unified Events Calendar, a plan for modernizing the Visitors’ Centers (including
the use of technology), accounting procedures for the distinct and separate use of
LMD funds for the approved service, and a match to the LMD funds (see below). *

The types of services provided through the Visitors’ Centers that could be included
in the Strategic Business Plan include greetings; information responses; referrals;
in-person-developed vacation plans and schedules; event calendars; free bus
schedules; amenity descriptions, locations and photos; telephone inquiry responses;
materials requests fulfillments; specific Experience descriptions, locations and
photos; etc., etc.
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Funding and Match
Funding levels for the Visitor’s Centers should be based on the Strategic Business

Plan each Visitor’s Centers submits to the MBoD. MR recommends that if the
Visitor's Centers are successful in receiving funding, they should be required to
provide a match equal to 30% of the funds received from the MBoD. This should

. allow the Visitor’s Centers to operate at a higher level of performance, modernize
the customer experience with up-to-date technology and signage, and incentivize
the Visitor’s Centers and their municipal partners to continue to invest in the
Visitor’s Centers. Volunteers from the community should be emphasized in the
workforce at the Visitors’ Centers. Funding for services delivered through the
Visitors Centers could free up other Chamber resources for business support
services.

Chamber Members

Interviewees expressed understanding that the LMD Lodging Tax funds are public
monies, collected from visitors to the Valley, to be used by the LMD to market the
Valley -- the entire Valley —- not Chamber members only. Thus, the Visitor’s
Centers, should they choose to propose and contract with the MBoD to deliver LMD-
funded marketing services, may initially face some challenges integrating services to
be Valley-wide rather than member-specific services only. However, MR would
suggest that ultimately all members would benefit from prosperity throughout the
Valley.

Additional Items

Legal Documents

The BoCC/LMD should request that the County Attorney determine what legal
documents may be necessary to implement their decisions and develop those
forthwith.

Attachments in Order
#1 Gunnison County Attorney Memorandum dated April 21, 2014
#2 Product from the First Facilitated Meeting - Issues, Draft Strategic Results,
Services
#3 List of Interviewees
#4 Agenda’s of Facilitated Meetings
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Attachment #1

Gunnison County Attorney Memorandum dated April 21, 2014

Note: In copying the document into the Report some of the original formatting was
lost.

TO: Paula Swenson Phil Chamberland
Jonathan Houck Matthew Birnie Russ Forrest
FROM: David Baumgarten Rachel Magruder
MEMORANDUM

RE: Organization, Relationship and Governance of the Gunnison River Valley
Local Marketing District and the Gunnison/Crested Butte Tourism Association

DATE: April 21, 2014

The intent of this memao is to identify the purpose, statutory authority,
organizational structure, governance and relationship of the Gunnison River
Valley Local Marketing District (“Local Marketing District”) and the Gunnison
Tourism Gunnison/Crested Butte Tourism Association (“Tourism Association”).
This memo also provides informational history of the entity preceding the two, the
Gunnison County Lodging Tax Panel, along with relative aspects of
Memorandums of Agreement between the Gunnison River Valley Local
Marketing District and the Marble Tourism Association and with the Marble
Crystal River Chamber of Commerce.

An associated issue addressed by this memo is whether either organization is
subject to the “Colorado Open Meetings Law”.

A. Executive Summary.

In this memo you will find that pursuant to C.R.S. 29-25-108(1)(a) the Board of
County Commissioners constitutes an ex officio board of directors for the Local
Marketing District and pursuant C.R.S. § 29-25-111(1)(f) has the statutory
authority of management, control, and supervision of all the business and affairs
of the district and of the operation of district services therein.

Also, as reiterated in the Memorandums of Agreement referenced herein, the
Board of County Commissioners is the administrator of funds collected from the
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Local Marketing District tax revenues and has discretionary authority of approving what
marketing programs will be funded.

The Tourism Association is a non-profit corporation of the State of Colorado and an
independent, non-governmental entity separate from the Local Marketing District.

The relationship between the Local Marketing District and the Tourism Association is a
contractual relationship. Specifically, the Tourism Association is an “independent
contractor” of the Local Marketing District.

B. Gunnison County Lodging Tax Panel. 1. Purpose.

The purpose for establishing the Gunnison County Lodging Tax Panel (“‘Panel”) was to
provide an opportunity for the Board of County Commissioners to levy a county lodging
tax, available by statute, of no more than two percent on the purchase price paid or
charged to persons for rooms or accommodations for advertising and marketing local
tourism. C.R.S. § 30-11-107.5(1).

2. Establishment.

Pursuant to C.R.S. § 30-11-107.5(3)(a) the Board of County Commissioners adopted
Resolution No: 1990-19 which proposed that a ballot issue be submitted to the electors
of Gunnison County, Colorado for approval of a county wide lodging tax. The ballot issue
was approved at the November 6, 1990 general election and the Panel was thereafter
established.

Resolution No: 01-19 changed the name of the panel from “Gunnison Lodging Tax
Panel” to the “Gunnison County Tourism Panel”.

3. Organizational Structure and Governance.

The Panel’s responsibility was to carry out the administration of the lodging tax revenues
for advertising and marketing tourism. C.R.S. § 30- 11-107.5 (1).
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The number of members of the panel could be no less than 3 members pursuant to
C.R.S. §30-11-107.5(4)(a) The members were appointed by the tourism industry within
the municipalities and/or unincorporated areas from which the lodging tax was collected
and selected by the Board of County Commissioners. Vacancies occurring during a
member’s term could be appointed by the panel. Bylaws, Article 5.

The Board of County Commissioners identified the composition and criteria for selection
of panel members in Resolution No: 1990-19 at paragraphs 3 (A)(1) through (6) which
divided members into two sub- committees, the Crested Butte Sub-committee and the
Gunnison Sub- committee, each consisting of 4 members per sub-committee. The Board
of County Commissioners had the authority and opportunity for amending the
composition and criteria for selection of members of the local marketing district panel.

The Panel's respective responsibilities were identified in Resolution No: 1990-19 at
paragraphs 3.A (7) through (9) which state:

“(7) The revenues generated by the lodging tax shall be used only to advertise and
market tourism in Gunnison County, Colorado. No revenue collected from such lodging
tax shall be used for any capital expenditures, with the exception of tourist information
centers.

(8) To the extent feasible the Panel shall advertise and market tourism for the benefit of
those unincorporated areas and municipalities from which the lodging tax revenues
originated.

(9) The Crested Butte Sub-committee shall administer the lodging tax revenues
originating in the Towns of Crested Butte, Mt. Crested Butte and Marble and the
Gunnison Sub-committee shall administer the lodging tax revenues originating in the
City of Gunnison, the Town of Pitkin and all unincorporated areas of Gunnison County.
For the purpose of the lodging tax, all sales are deemed to originate at the place where
the actual rooms or accommodations are located.

(10) Not-withstanding subparagraphs (A)(8) and (A)(9) above, the Panel shall have the
right to allocate ali or part of the lodging tax revenues for advertising and marketing or
tourism within Gunnison County as a whole on condition that such county-wide
advertising
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and marketing is approve by a majority of the Panel and majorities of both sub-
committees.”

All revenue collected from the lodging tax, with exceptions as identified in C.R.S. § 30-
11-107.5(2) were credited to a special fund designated as the county lodging tax tourism
fund. The fund shall used only to advertise and market tourism in accordance with
C.R.S. § 30-11-107.5(4) (b) and (c) and to reimburse the general fund of the county for
the cost of the election in accordance with C.R.S. §30-11-107.5(3)(d). No revenue
collected from such county lodging tax shall be used for any capital expenditures, with
the exception of tourist information centers.

The Board of County Commissioner’s Resolution No: 02-32 amended the requirements
for composition of the Gunnison Sub-committee as identified in Resolution 1990-19,
paragraph 3.A (5).

The Board of County Commissioners ceased to utilize the Gunnison County Tourism
Panel and entered into a contractual relationship with the Gunnison/Crested Butte
Tourism Association.

Please note that on September 24, 2003, the Panel submitted its “Final Report”.

C. Gunnison River Valley Local Marketing District. 1. Purpose.

The public purpose of local marketing districts is “to promote the health, safety,
prosperity, security and general welfare of the inhabitants thereof, the property owners
therein, and all the people of the state; will promote the continued vitality of commercial
business area within local governments; and to be of special benefit to the property
within the boundaries of any district....and is essential to continued economic growth of
the state.” C.R.S. § 29-25-102.

The services granted within a local marketing district are:

a. Organization, promotion, marketing, and management of public events;
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b. Activities in support of business recruitment, management, and development;
c. Coordinating tourism promotion activities. C.R.S. § 29-25- 111.

2. Establishment.

As a means of coordinating marketing efforts in the Gunnison Valley, on September 5,
2002 through Resolution No: 2002-47, the Board of County Commissioners approved
the proposal for establishing the Local Marketing District and identified the ballot issue
language for the November 5, 2002 general election which included:

a. Should the ballot issue be approved, to repeal the existing lodging tax of 1.9%
effective July 1, 2003; and

b. Local Marketing District taxes, not to exceed 4%, would be levied from July 1, 2003
through January 1, 2011.

On September 17, 2002, through Resolution No: 02-51, the Board of County
Commissioners expressed further support of the Local Marketing District.

The ballot issue was approved by electors on November 5, 2002 and the Local
Marketing District was established pursuant to the Local Marketing District Act, § 29-25-
101, et. seq.

On February 18, 2003, through Resolution No: 2003-16, a 4% lodging tax was
established to begin July 1, 2003 and an interfund program loan for interim funding of
the Local Marketing District was approved so that work programs could be initiated prior
to beginning the July 1, 2003 tax collection.

On October 7, 2003, through Resolution No: 2003-49, the discontinuance of the 1.9 %
lodging tax on June 30, 2003 was reaffirmed.

On December 22, 2003, through Resolution No: 2003-71, the Board approved further
funding of another interfund program loan for Local Marketing District.
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On July 21, 2009, the Gunnison River Valley Local Marketing District, through
Resolution No.1, presented and authorized the ballot issue for the November 3, 2009
general election for extension of the District's marketing and promotion tax beyond its
current expiration date of the January 1, 2011.

In Resolution No: 09-42, the Board of County Commissioners expressed support for
renewal of the existing Local Marketing District marketing and promotion tax to appear
on the November 3, 2009 ballot. The electors approved the extension.

3. Organizational Structure and Governance.

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, 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.”

4. Powers of the Local Marketing District.

The powers of the Local Marketing District are identified in C.R.S. § 29-25- 111(1) (f)
through (h) which include:

“(f) To have the management, control, and supervision of all the business and affairs of
the district and of the operation of district services therein;

(g) To appoint an advisory board of owners of property within the boundaries of the
district and provide for the duties and functions thereof;

(h) To hire employees or retain agents, engineers, consultants, attorneys, and
accountants;”
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In addition to any other means of providing revenue for a district, the board has the
power within the district to levy a marketing and promotion tax on the purchase price
paid or charged to persons for rooms or accommodations....” C.R.S. § 29-25-112.

D.Gunnison/Crested Butte Tourism Association. In January 2002, the Board of County
Commissioners and local municipalities began working with the private sector to
assess the effectiveness of current making efforts and to address changes in the
current approval to enhance the effectiveness. As a result of this effort, on
September 9, 2002 the Tourism Association was formed. The Tourism
Association is a separate, independent, non-governmental entity in itself and
registered with the Secretary of State as a non-profit corporation of the State of
Colorado. Its mission as stated in the Bylaws is to market our valley-wide
community as a year-round destination and to promote a quality visitor
experience. Funding acquired for the marketing is also identified in the Bylaws of
the Tourism Association under Article IV, Section 3, which states that the
Tourism Association will be funded based upon the annually approved budget by
the Local Marketing District Board of Directors.

E.Marble Tourism Association. Members of the Marble Tourism Association consist of
all the lodging establishments located within the Upper Crystal River Valley
portion of Gunnison County. The Marble Tourism Association was formed on
November 21, 2003 and is a separate, independent, non-governmental entity in
itself and registered with the Secretary of State as a non-profit corporation of the
State of Colorado.

F.Organizational Contractual Relationships.

1. Gunnison River Valley Local Marketing District Intergovernmental Agreement (Term
October 22, 2002 through October 22, 2003).
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Prior to electorate approval, and in anticipation of the establishment of the Local
Marketing District, on October 22, 2002, Gunnison County, the City of Gunnison, the
Town of Mt. Crested Butte and the Town of Crested Butte, entered into the Gunnison
River Valley Local Marketing District Intergovernmental Agreement (“IGA”).

The purpose of which was to establish a cooperative approach to the administration of
funds generated by the Local Marketing District with the intent to market the valley-wide
community as a year-round destination and to promote a quality visitor experience. This
IGA contemplates approval of the establishment of the Local Marketing District, a 4% tax
levy along with the approval of an Admissions Tax by the Mt. Crested Butte electorate.

The IGA allocates to the Board of County Commissioners, the discretion of
administration of the 4% tax revenue of the Local Marketing District in paragraph 2(b):

“The Board of County Commissioners of Gunnison County, Colorado will allocate the
proceeds of the 4% lodging tax revenue to fund the marketing program or programs
presented by the Gunnison/Crested Butte Tourism Association as approved by the
Board of County Commissioners.”

The IGA also allocates to the Town Council of Mt. Crested Butte, the discretion of
administration of up to 75% proceeds from the Mt. Crested Butte Admission’s Tax in
paragraph 2(d):

“The Town of Mt. Crested Butte will allocate up to 75% of the proceeds from the
admission’s tax to fund the marketing program or programs presented by the Gunnison
/Crested Butte Tourism Association as approved by the Town Council of Mt. Crested
Butte.”

Further administration of the Local Marketing District is identified in paragraph 3 of the
IGA:

“The Gunnison River Valley Local Marketing District shall be administered by the Board

of County Commissioners and appropriate representation from financially contributing
signatories
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through a contract with the Gunnison/Crested Butte Tourism Association.”

2. Memorandums of Agreement between Board of the Gunnison River Valley Local
Marketing District of Gunnison County, Colorado and Mt. Crested Butte Town Council
and Gunnison/Crested Butte Tourism Association. (Annual Agreements 2004-2009)

These Memorandums of Agreement identify, among other things, the amount of support
funds to be allocated from the Local Marketing District to the Tourism Association along
with the amount of support funds to be allocated from Mt. Crested Butte to the Tourism
Association, approval of expenditures and future work programs.

The Memorandums from 2004 through 2008 specifically state the relationship between
the Local Marketing District, the Town of Mt. Crested Butte and the Tourism Association
as donor and donee.

“The relationship between the Board of the Gunnison River Valley Local Marketing
District, the Town of Mr. Crested Butte and Gunnison/Crested Butte Tourism Association
is that of donor and donee. Gunnison/Crested Butte Tourism Association is not an agent
of the Board of the Gunnison River Valley Local Marketing District or the Town of Mt.
Crested Butte and neither the Board of the Gunnison River Valley Local Marketing
District nor the Town of Mt. Crested Butte are not responsible for the acts or omissions
of Gunnison/Crested Butte Tourism Association its officers, employees or agents.”

The 2009 Memorandum specifically states that the Tourism Association is an
“independent contractor” of the Local Marketing District and the Town of Mt. Crested
Butte.

“The relationship of the Gunnison/Crested Butte Tourism Association to the Board of the
Gunnison River Valley Local Marketing District and the Town Council of Mt. Crested
Butte is that of an independent contractor, performing marketing functions pursuant to
this Agreement. Gunnison/Crested Butte Tourism Association is not an agent of the
Board of the Gunnison River Valley Local Marketing District or the Town Council of Mt.
Crested Butte, and neither the Board of the Gunnison River Valley Local
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Marketing District nor the Town Council of Mt. Crested Butte is not responsible for the
acts or omissions of Gunnison/Crested Butte Tourism Association its officers, employees
or agents.”

All of these Memorandums state substantially, although not exactly, the same language
for the administrative of funds among the parties.

“The Board of the Gunnison River Valley Local Marketing District is responsible for the
administration of the funds collected from the Local Marketing District lodging tax and
Town Council of Mt. Crested Butte is responsible for the administration of the funds
collected through the admissions tax within the Mt. Crested Butte corporate limits.”

3. Memorandums of Agreement between the Gunnison River Valley Local Marketing
District of Gunnison County, Colorado and the Gunnison/Crested Butte Tourism
Association. (Annual Agreements 2010-2013; Annual 2014 ongoing)

These Memorandums identify, among other things, the amount of support funds to be
allocated from the Local Marketing District to the Tourism Association, approval of
expenditures and future work programs and also specifically state that the Tourism
Association is an “independent contractor” of the Local Marketing District.

“The relationship of the Gunnison/Crested Butte Tourism Association to the Board of the
Gunnison River Valley Local Marketing is that of an independent contractor, performing
marketing functions pursuant to this Agreement. Gunnison/Crested Butte Tourism
Association is not an agent of the Board of the Gunnison River Valley Local Marketing
District, and the Board of the Gunnison River Valley Local Marketing District is not
responsible for the acts or omissions of Gunnison/Crested Butte Tourism Association its
officers, employees or agents.”

All of these Memorandums state substantially, although not exactly, the same language
for the administrative of funds among the parties.

“The Board of the Gunnison River Valley Local Marketing District is responsible for the
administration of the funds collected from the Local Marketing District lodging tax and
Town Council of Mt.
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Crested butte is responsible for the administration of the funds collected through the
admissions tax within the Mt. Crested Butte corporate limits.” (Remember: The Board of
County Commissioners is the governing board of the Local Marketing District.)

4. Memorandums of Agreement between Board of County Commissioners of Gunnison
County, Colorado and Gunnison/Crested Butte Tourism Association. (Annual
Agreements 2003, 2004, 2009, 2013; Annual 2014 ongoing; 2010 Agreement expires
December 31, 2015)

These Memorandums of Agreement between Board of County Commissioners of
Gunnison County, Colorado and Gunnison/Crested Butte Tourism Association were
entered into in response to the Tourism Association’s request to the Board of County
Commissioners for assistance with personnel administration of the Tourism Association.

Though the Board of County Commissioners agreed to provide administration of payroll
functions for the Tourism Association, to ensure understanding and clarification that the
Tourism Association was and is still a separate independent entity, there is “hold
harmless” language identified in the first two MOAs and in the later MOAs there
“independent contractor language.

“In carrying out its obligations and activities under this Agreement, Tourism Board is
acting as an independent contractor and not as an agent, partner, joint venture or
employee of Gunnison County. The Tourism Board does not have any authority to bind
Gunnison County in any manner whatsoever.”

5. Memorandums of Agreement between the Gunnison River Valley Local Marketing
District of Gunnison County, Colorado and Marble Tourism Association. (Annual
Agreements 2004 — 2005)

In these Memorandums of Agreement between the Local Marketing District and the
Marble Tourism Association it was agreed that all lodging tax revenues from Marble
lodging establishments received by Gunnison County would be reallocated to the Marble -
Tourism Association for marketing efforts within the Marble community.
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All of the Memorandums of Agreement note that the Board of the Local Marketing
District is responsible for the administration of the funds collected from the Local
Marketing District Lodging Tax and also note that the relationship between the Local
Marketing District and the Marble Tourism Association as a donor and done relationship.

6. Memorandums of Agreement between the Gunnison River Valley Local Marketing
District of Gunnison County, Colorado and Marble Crystal River Chamber of Commerce.
(Annual Agreements 2011 — 2013; Annual 2014 ongoing)

In the Memorandums of Agreement between the Local Marketing District and the Marble
Crystal River Chamber of Commerce it was again agreed that all lodging tax revenues
from Marble lodging establishments received by Gunnison County would be reallocated
to the Marble Crystal River Chamber of Commerce for marketing efforts within the
Marble community. The 2014 Memorandum is duplicative of the other agreements with
the exception that it identifies a specific amount to be reallocated to the Marble Crystal
River Chamber of Commerce.

All of the Memorandums of Agreement note that the Board of the Gunnison River Valley
Local Marketing District is responsible for the administration of the funds collected from
the Local marketing District Lodging Tax and also note that the relationship between the
Local Marketing District and the Marble Crystal River Chamber of Commerce as a donor
and done relationship.

(In our records we do not have any Memorandums of Agreement between the Local
Marketing District and the Marble Tourism Association or the Marble Crystal River
Chamber of Commerce for the years 2006 through 2010.)

F. Entity Compliance with Colorado Sunshine Law; Open Meetings Law; C.R.S. §24-6-
401 et. seq.

1. Is the Gunnison River Valley Local Marketing District subject to the Open Meetings
Law?

Yes. Pursuant to the Open Meetings Law. C.R.S. §24-6-402(1)(a), the Local Marketing
District is a formally constituted body of a political subdivision of the state. Furthermore,
C.R.S. §29-25-108(4) specifically
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states that “The meetings of the board shall be subject to the provisions of part 4 of
article of title 24, C.R.S.”

2. Is the Gunnison/Crested Butte Tourism Association subject to the Open Meetings
Law?

No. The Colorado Open Meetings Law at C.R.S. §24-6-402(1)(a) defines “local public
bodies” to which the requirements of the Open Meetings Law apply to be:

“...any board, committee, commission, authority, or other advisory, policy-making, rule-
making, or formally constituted body of any political subdivision of the state and any
public or private entity to which a political subdivision, or an official thereof, has
delegated a governmental decision-making function but does not include persons on the
administrative staff of the local public body.” (Emphasis added.)

While it could be argued that the Board of County Commissioners has indeed delegated
a “governmental decision making function”, if the Board of County Commissioners were
to desire, to make it clear in the future, that the Open Meetings Law requirements apply,
this could be accomplished by:

1.An amendment to the Memorandums of Agreement clearly stating the applicability of
the Open Meetings Law; or

2. A unilateral declaration of that applicability by the Board of County Commissioners as
a condition of further funding.

Please know that the statutes, resolutions, IGA and memorandums of agreement
identified herein are available and will be provided upon request.
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#2 Product from the First Facilitated Meeting - Issues, Draft Strategic

Results, Services

Managing Results, LLC

M managing-results.com

GUNNISON/CRESTED BUTTE LOCAL MARKETING DISTRICT

Managing Results FACILITATION SESSION NOTES

Assessment of the Future

Identifies major current and future trends that will significantly affect tourism in
Gunnison Valley over the next 1-5 years.

>
>

>
>
»

vV V V V ¥V V VY

Small but steady growth in tourism expected to continue;

Fixed customer base

Mountain destinations are in a highly competitive environment
Overcrowding continuing to be experienced at other mountain resorts

Current marketing environment very different than in past, continuing to evolve
rapidly

More customer driven

More individualized approaches

Very significant impact of technology

Content management more important

Deals, especially package deals, expected by customers

O O O 0O O

Broader customer base anticipated for entire county

Mountain resorts developing “all-season” experiences and products
Customers want high quality experiences — high value vs. focus on discounts
More tourism development

Customer spending is on rise

More marketing options than in recent past

Customers easily experience confusion

o Difficulty finding
o Difficulty choosing
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o Difficulty navigating
» 'Misinformation experienced by customers once here
Lack of understanding — RE: our community, assets, etc

» Concept of “One Economy” — not a broad understanding across valley of how
growth in one area of valley and/or business sector positively affects others

» “lLaid-back” atmosphere is valued, and can be considered a market distinguisher
but also leads to inconsistent customer service, acceptance of service delivery
mediocrity '

» Opportunities for Customer Service to be highlighted as a market distinguisher
o “When you come here, you're family!”

» Growth and impact of new technologies cannot be overstated
o Use of multiple devices by customers rising

o Rapidly increasing use by customers of exclusive use of mobile devices
and tablets

o More destinations offer mobile apps; use of mobile apps dramatically
increasing across all industries, including travel and tourism, increasing
customer expectations that mobile apps should be available to them

o Rise of tourism decisions based on TripAdvisor ‘membership’ marketing
and ratings, other web-based ratings, social media, etc

» Special Events — presents huge opportunities for branding, marketing (as
opposed to listing events or providing calendars)

More sophisticated measures being developed and used by tourism businesses
Ease of transportation is critical to travelers

Valley’s Bus system is an asset

vV V V VY

Ease of air transportation to and from Gunnison/Crested Butte considered a
critical success factor; additional routes to and from Houston and Chicago have
been successful

Airline “load rates” are increasing
Destinations are utilizing more public/private partnerships
Destinations creating “One-Stop-Shop” options

Customers no longer responding well to diffused, scattershot messages

YV V V VYV V¥V

Customers require a seamless experience when booking rooms and experiences
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Customers want individualized options that recognize their desires

Customers have little or no tolerance for barriers or delays when making travel
arrangements

Destinations are promoting “experiences”--people want a variety of memorable
experiences that can appeal to different members of their family

Valley-wide workforce shortages continue to present problems for tourism-
related businesses

Lack of affordable housing continues to exacerbate workforce difficulties faced
by tourism businesses

Branding Language Options

>

VvV V V V V V V¥V

Most Friendly

Remote

Fun and Funky

Real Colorado

Real Deal

Endless Opportunities

Popping Up With Greatest Ease Not sure what this is

Experience the Emotional Connections That Are Possible (/s this a tactic or
language?)

Strategic Results

>

>

Integrated Seamless Access

o By 2017, tourism customers will experience an integrated, seamless
online valley-wide point of access available through multiple
technologies that facilitates rich exploration of tourist ‘experiences’ and
provides easy, immediate, and barrier-free travel arrangements,
bookings, updates, and related concierge-type services

Unified Message

o By 2015, tourism customers will experience an integrated, valley-
wide unified message that communicates our distinguishing
characteristics and is consistent with our “brand”,
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O

Additional option: By 20XX, XX% of individual experience messages, ads,
banners, etc. will be consistent with and/or aligned with our unified
message

» Experience-Focused Messaging

@)

By , tourism messaging will be driven by customer expectations
and desired experiences

Alternate: By , XX% of website designs and updates, “package”
offerings, ads, banners, social media postings, and other messaging
products will be driven by identified customer expectations and desired
experiences

» Return Visitors (Changed original measure to 2 measures)

@)

(o]

By ___, XX% visitors will be returning visitors (rate of return)

By ___, XX% surveyed return visitors describe positive experiences as
part of their decision-making to return to Gunnison/Crested Butte

Additional option: By ___, XX % negative customer feedback items that
are resolved to the customer’s “delight” and/or acted upon in the form
of new product offerings and messaging about those new offerings

» Tourism Income

O

‘O

By 2019, $175 miillion in travel spending will be realized annually in
Gunnison County, representing a XX% increase over 20XX

Additional option: By ___, XX% of targeted businesses can describe
measurable benefits gained, directly or indirectly, from increased travel
spending in the valley

Services and Products

> Integrated and Seamless Access

@)

@)

Airline Schedules

Amenity Descriptions and Photos
Broadband Internet Connections
Customer Ratings and Accolades
Event Calendars

“Experiences” Photos

Free Bus Service Schedules

Interactive Website Design?
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(@]

o

Multiple Device Designs and Access
Multiple Platform Designs and Access
Ongoing Interactive Website Updates
Search Optimization Tools and Reports

Single Tourism Information Portal

» Unified Message

@)

(@]

(@]

(0]

0]

Local Messaging Campaign

Market Research Reports

Message Aligned Customer Experiences Not sure what this means
Travel Messaging Campaign

Unified Valley-Wide Message

Individual Area/Sector Aligned Messages

Unified Messaging Business Consultations

Unified Messaging Business Assistance Seminars

> “Experience”-Focused Messaging

o]

(0]

(@]

(0]

(@]

(0]

Consumer Research Reports

Customer “Experience”-Focused Marketing Campaigns
Customer Feedback Tools and Reports

Customer Generated Content Postings

Social Media Interactions

Social Media Postings and Updates

> Return Visitors

(o]

o

(0]

(@]

(@]

)

Customer Conflict Resolutions (How about “Problem-Solving Sessions’
instead?)

Customer Service Business Seminars
Customer Service Feedback Tools and Reports
Local Customer Service Campaigns

Workforce Development Initiatives

» Tourism Income

(@]

(o]

Shared Data Intelligence Reports
New Product Offerings
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o New Event Offerings

o New Service Offerings
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#3 List of Interviewees

Aaron J. Huckstep — Mayor Crested Butte

Andy Eflin — Board President of CB/Mt. CB Chamber

Bill Neshitt — Board Member of Gunnison Chamber; Ex Officio of Gunnison Chamber
Bob Drexel — Mayor of Gunnison

Brian Barker — Advisory Board Member of TA; WSCU; Gunnison Chamber

Carl Ribaudo — Strategic Marketing Group, South Lake Tahoa, CA

Carolyn Riggs — Advisory Board of TA

Chris Cares — Managing Director, RRC Associates, Boulder, Cox

Dan Marshall — Former Executive Director CB/Mt. CB Chamber

David Clayton — Mayor of Mt Crested Butte; Ex-Oficio of CB/Mt. CB Chamber
David Ochs — Executive Director of CB/Mt. CB Chamber; Advisory Board of TA
Erica Mueller - CBMR

Ethan Mueller — CBMR

Frank Johnson — General Manager, Vail Mountain Lodge, Vail, CO

lan Billick — Rocky Mountain Biological Laboratory

Jake Callicutt — VP of Executive Committee of TA; Lodging Mgr

Jeff Moffett — Board Member of TA

Jen Bickford — Board Member of TA

Jim Mcdonald — President of Executive Committee of TA; Board Member of TA
Joe Fitzpatrick — Crested Butte Town Manager

John Norton — Consultant, Former TA Board Member

Jonathan Houck — Board of County Commissioners/LMD

Ken Coleman — Gunnison City Manager

Ken Stone — Board Member of TA, Lodging Owner/Manager

Mara Kalow — Gunnison Valley Hospital

Mark Schumacher — Business Owner, Former TA Board Member

Pam Loughman — TA Executive

Paula Swenson — Board of County Commissioner, LMD, Advisory Board of TA
Phil Chamberland — Board of County Commissioners/LMD

Rob Santilli— CEO, Gunnison Valley Hospital

Russ Forrest — Gunnison County Development Director

Ryan Johnson — Board Member of TA; President of Board of Gunnison Chamber
Scott Clarkson — Secretary of Executive Committee of TA; CBMR

Stu Ferguson — Gunnison City Council
Tammy Scott — Advisory Board of TA; Executive Director of Gunnison Chamber
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#4 Agenda’s of Facilitated Meetings

From Email sent to
participants:

Date/Time: Wednesday, June 25th, 2014
7:00 am — 11:00 am

Location: Gunnison Holiday Inn Express
Board Room

Facilitators: Marv Weidner, Managing Results, LLC
Marty Weidner, Managing Results, LLC

Participants:

Agenda:

Tourism Association Executive Director

Tourism Association Board Chair/President + 1 additional Board
Member

Gunnison Chamber of Commerce Executive Director

Gunnison Chamber Board Chair/President + 1 additional Board
Member

Crested Butte/Mt. Crested Butte Chamber of Commerce Executive
Director

Crested Butte/Mt. Crested Butte Chamber Chair/President + 1
additional Board Member

Crested Butte/Mt. Crested Butte Chamber Incoming Chamber
Executive Director

Russ Forrest, Community Development Director

LMD Chair

Welcome/Overview

Purpose Statement Review

Identification of Tourism Issues and Trends
Development of Tourism Strategic Results
Conclusion

© 2014 Managing Results, LLC
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LMD-Sponsored Work Session
August 22, 2014

Welcome and Introductions

Overview of Process and Progress to Date
* Additional Information

Review Results

Strategies for getting the best tourism results for the valley
* When does marketing begin and when does it end?
* Models for success
* What does integration look like? How is it accomplished?
* What does accountability for the use of LMD funds look like?

Next Steps
Adjourn
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Attachment B: Financial
Support for
Marketing/Tourism among
Colorado Association of Ski
Country member
communities-Survey
Conducted in 2011
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CAST Survey re: Marketing Dollars Spent and Source of Funds

Park City, Utah 575,000
Town of Jackson, Wyoming $2.1 million
Mt. Crested Butte, Colorado $352,000
Crested Butte, Colorado $756,000
Fraser, Colorado 50,000
Vail, Colorado Approx $4 mm
Silverthorne, Colorado $93,000
Estes Park, Colorado $1.250mm
Frisco, Colorado $278,000
Breckenridge, Colorado $2.250mm
Aspen, Colorado $1,482,680
Winter Park, Colorado $910,000
Grand Lake, Colorado $55,000
Steamboat Springs, Colorado

D I T TIPSR QTP P

675,000
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The City contributes $75,000 annually from general revenuefor ajoint venture
marketing effort with the Chamber of Commerce. All other general marketing
for the Park City businesses is the responsibility of the Park City Chamber
Bureau, which is funded by County-levied hotel occupancy tax.

Last year, the town and county passed a 2% lodging tax to support promotion
of the communtiy. The tax went into effect April 1 of this year. The sixty
percent of the tax designated for promotions is currently estimated to bring in
$2.1 million. A board external to the town and county has been put in place to
direct disbursement of those funds. The budget for FY2012 is still under
development.

$352,000 is the amount of the 2011 "Marketing and Events” Budget and 85% is
for winter with 15% for summer. The source is a 4% Admissions Tax {most from
lift ticket sales) and 25% of the tax collected goes to transportation. The
balance goes to marketing ; these percentages can change through the budget
process.

The Gunnison-Crested Butte Tourism Association reports that thelr total budget
is $900K which is funded through a 4% LMD tax. The $756,000 spent directly
on marketing efforts goes to public relations, advertising, travel trade shows,
familiarizationi trips and other items related to marketing for both travel and
trade. Revenues are split as equitably as possible between year-round efforts,
summer, spring, fall and winter.

We contribute about $50K to our Chamber of Commerce for marketing
annually. The source of the Marketing dollars is general sales tax (essentially,
it's the value of the vendor fee.}

$2 mm from an LMD fund is used for spring, summer and fall marketing. And
$2mm is spent on special events - the second $2 mm comes from business
licence fees (about $300K) and the remainder from general fund.

515K from Lodging Tax (general marketing), $78K from General Fund ( $8K
visitor's center, $36K Rec Center, $34K Pavillion)

2% Lodging Tax collected by LMD

Advertising for Summer - $178,000, Winter - $100,000. also Events production
and marketing (including salaries) total $600,000 in Summer and $75,000 in
Winter.

$2.1 General and $150K for UPCC/Breck Stage. Marketing dollars are spent by
the Breckenridge Resort Chamber/GoBreck.com. 60% Winter, 40% Summer.
Council formed the Breckenridge Marketing Advisory Committee {BMAC) with
the mission: to advise town council on best practices that will maximize the
effectiveness and efficiency of all tourism marketing investments made with
town marketing funds. A small portion of marketing dollars ($122K) is awarded
to Breckenridge nonprofits that are in essence 'niche' marketing entities (i.e.
music festivals, film festivals, BOEC, Backstage Theatre, etc). Marketing dollars
come from (1) a special revenue fund that collects business license fees, (2) a
portion of sales tax (2.8% of tax collected - Town rate is 2.4%) and (3) 56% of
accommodations tax collected (accommodations tax rate is 3.4%).

This is primarily summer marketing. The source is a 1.5% accommodatiions tax.

This amount includes : $475,000 for general marketing, $100,000 for the Ski
Free program and $335,000 for Destination Downtown (events). All funds are
managed by the Chamber of Commerce. The source is a 1/2% sales tax passed
by voters in the late 90's,

S$20K in Winter, $35K in Summer. Paid for by a combination of Town of GL,
GCCTB and Chamber Advertisers.

$600K for summer marketing (which also pays a good deal of overhead at our
Chamber Resort Association) and $75,000 for summer special events. All of
this from our general fund. We also have an LMD that supports winter
marketing and airline seats, however, in the last two years no funds have been
used for winter marketing.
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Attachment C: Overview of
DestiMetrics- Example
provided on public website
(Not data for Gunnison
County)
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E DestiMetrics MULTI-DESTINATION COMPARATIVE REPORT

Sample Destination

Destination: Sample Destination Period: Bookings as of May 31, 2013
CONFIDENTIAL: Reproduction or further distribution prohibited

Executive Summary

Overview Based on data from 17 reporting DestiMetrics Destinations (see Destination Listing at bottom of page 7}

High Low Average vail

a. Last Month Occuancy: Industry- Wide High / Low and Average for Month vs Sampla inath

Historic Actual Occupancy for Last Month 29.0% 3.6% 16.9% 22.8%

% Change in Historic Actual Occupancy for Last Month 93.8%: -41.8% 14.7% 43.8%
b. Last Month ADR: Industry-Wide H_@l J/ Low and Average for Month vs Sample Destination

Historic Actual Average Daily Rate for Last Month $158. $62 $125 5136

% Change in Historic Actual Average Dally Rate for Last Month 16.0%: -33.3% 1.6% 12.0%
¢. Next Month Occuancy: Industry-Wide High / Low and Average for Month vs Sample Destination

Occupancy On-The-Books for Next Month 48.8% 10.5% 29.3% 41.7%

% Change In Occupancy On-The-Books far Next Month 35.6%  -20.7%: 5.7% 14.6%
d. Next Month ADR: Industry-Wide High / Low and Average for Month vs Sample Destinath

Average Dally Rate On-The-Books for Next Month 5340 $112. $179 5305

% Change in Average Daily Rate On-The-Books for Next Month 27.9%,; -3.0% 4.6% 11.0%|

DESCRIPTION: The Mutli Destination Comparative Report compares occupancy and average daily rate (ADR) between the Base Destination and all other DestiMetetcs reporting
[destinations. , In all cases, the Base Destination is reppresented on the far left of the tables and the far left of the charts, The Base Destination is differentiated on chargs with a Red data
series bar All other Destinations are represented with a Green data series bar.

All data 15 sorted in descending order from highest to lowest and left to right, with the all destination 3verage on the far right of the tables. All destination average is differentiated on
charts by 2 bie fine data set

Individual destination data may be obtained through the Muiti-Destination Comparative Enhanced report, available by contacting DestiMetrics at the address below

;nwr'\tb!_'@!_!(* L-mwmm AN Blahts Nererved, dnformation mmwzmmwmmlm and s the excl af LLC. Itis ewpressly not for
rad bs ubication of ny eiher ingtion withzut the express written iMetricy, LC. Sample eport may bapmdqum Immllﬂmm(lcallyhr
ol Ibn.u' 1 jal and arg: o Cogyrighty al this progdust, o.u thin cepoet, i ainly snd

may not be fopresentathe ol the entire Inchugtry, Farians using this a1 for strateslc purpotes do 1o 0t their dwn sk nnd hald Destiviatries harmbess,






Occupany Rate %

Occupancy Rate 2012/2013 Season as of May 31, 2013
Historic and Forecast Data
Sample Destination vs All Individual Mtn Destinations & All Destination Aggregate
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I Sample Destination
[ Other Individual Destinations
—¢— All Destination Aggregate
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Percent Change in Occupancy Rate

Percent Change in Occupancy Rate: 2012/2013 vs 2011/2012 as of May 31, 2013
Sample Destination vs All Individual Mtn Destinations & All Destination Average
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Average Daily Rate 2012/2013 Season as of May 31, 2013
Historic and Forecast Data
Sample Destination vs All Individual Mtn Destinations & All Destination Aggregate
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% Change in ADR

Percent Change in Average Daily Rate: 2012/2013 vs 2011/2012 as of May 31, 2013
Samplel Destination vs all Individual Mtn Destinations & All Destination Average

100%
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80%
==g== Al| Destination Aggregate
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Sample Destination Lodging Occupancy

& DestiMetrics.

Occupancy Aate as of May 31, 2013

As of May 31, 2013

Report

Multi-Destination Comparative Report

Sample Highest Next highest Next highest Next highest Aext highest Nexthighest Next highest Nexi highest Next highest Next highes) Next highest Next highest Nexthighest Next highest Lowest Al Destinanon]
Menth of ety Detinalion _ occupancy occupancy  occupancy  OCCUPancy  OCCUpancy  SGklfimiby  OCCUPANcy  Occupancy  OCCUPanty  UCCupancy  OCCUpanty  occupancy Occupancy  occupancy  Qccupancy §  Aggregate
Dec-12 51.0% 4B%| aT% 47%| 43% 41% 40%| 40% 39%| IBH 35%| 35%| 34% 329 2% 29%; 39%
Jan-13 66.7% 72%| 66% 61%| 53%| 53% 52% 52% 525 51%| 483 46%) 45% 43%| 9% 359 53%4
Feb-13 75 1% 77%| T2%| 70%| 68%| 68% 64% 59%| 9% 58%) 56%4 56%| 52% 50% 48% 42544 60%]
Mar-13; 70.9% To% 69%| EB%| 54%) 63%| 63%] 55% 5B%| S57%| S7%| 53%| 49% 484 A% 3754 5B%|
Apr-13 35.3% 30%| 25% 25%| 25% 25%| 229 22% 22%| 219 21% 21% 20% 16% 14% 9% 21%|
May-13] _ Historle 22 8% 29%] 3% 28% 24%] 23% 18%] 15%] 15%) 149 14% 145 I% % B%| 29 174
Jun-13 4175 49%| A7%) 41%) 38% 33%) 2B%| 2B% 26 24%| 22% 229 19%| 17%] 11%| 119 29%
Jui-13] 45 0% 57% 53% 52%] A9%] 36% 33%| 32% 30%| 309 29%| 28% 269 19%] 16%| 1434 349
Aug-13| 37.2% 7% 365 35%| 25% 2:4% 23%) 22%4 21% 189 18%| 16%| 15% 1096 9% 7 22%)
Sep-13] 22.6% 3 21%| 18%4 15% 15%) 15%| 12%] 12%| 12%) 8%y TH| 6% 4% 3% 2% 139
Oct-13] 12.4%] lg:j 13%| PN T% 65| 59| 5% 4% EL 3% 2% 2% 134 19| 09 6%]
N&V'B 9.1% 3% 3% 3%} 2% 2% 1% 1 19 19| 1% 0% 0% 0% 0 2%
e = s
Historic months totat 53,7%) 51% 8% 460 44%) 3% 439 41! 41! 0% 8% 37%] as%] mal 33" 3 25
the Baoks montns 10T 28,0%] BI%I 29% 27% 20% 18%| 15%] 16:[ 16 16% Lss\.i 15% 15% 10%) g:l 1s:|
% Change in Occupancy Rate as of May 31, 2013
Newt Next Next Next Next Next Next Next Next Next Next Next Next
Sample Strongest strongest strongest strongest strongest strongest strongest strongest strongest strongest strongest strongest strongest strongest Weakest  JAll Destination
Occ Months Compared Destination Bt pacing Dacing. gaang pacing pacing DaCING oacing paang pacing patleg DACING P3CING pacing pacng | Ageregate
Dec 12 vs. Dec 1) 33% 21%; T -3% -4%| -4 -BH| -7%| 7% 13% -14% -15%| -16% -17%) -18% -B%|
1an 13 vs. Jan 13} 65%f 61% 32%| 27%| 25% 19%{ 17%] 15% 14% 12% 1% 0% ~1%| 4% 6% 9%
Feb 13 vs. Feb 12| 665} 32%) 31% 279 24%| 209 20%| 19% 14% 10%] 10% 7%| 6% 0% 4% 14%
Mar 13 vs, Mar 12, 23% 23% 21%| 16% 14%| 14%] 12%| 10%| I%| B3 7% 5%| 5% EL 1% 9%
Apr13vs. Apr 11| 117% 95%| 34% 25% 6%| A% 4% 2% 10% 12%| -14% -16% 17| ~21%| ~213% ~3%
_ May13vs.May 12| Histollc 94% _ 6B% 53% 29%) 4% 30 13%) 12%) el 3% 0% 2% 5%} 13% -42 15%4
un13w.uniz| o 36%| 7 5% 18% 1% 1% 6% | o %) -3%| -9%) 9% 3% 215 %)
Jul13 vs, Jul 12} : 91%| 47%H 26%)| 20% 16% 10% 9%| 6% &%) S%| 0% -3%| 5% ~15%) -15%% 74
Aug 13 vs aug 12| ' 51%) 359‘1 29%4 25% 12%] 3% B 6% 5% 0% 3% 3% -6%| -21%| 244 3%
Sep 13 vs. Sep 12| : BB% 549 19%] 17% 16%| 15%] 11%| 9%| B 6% 5% 4%| 2% 1% -2054 13%}
Oct 13 vs. Oct 13| : 54% 60%{ 42% 35% 3% % 29| 0% -1% 10%) -17%] -18%} -34% “76%| -78%4 79
Nov 13 vs. Nov 13| v 28202% S30%| 461% 114% 102%¢ 92%{ 54%) 444, -18%) ~25%) -34% -40%)| -53% -55& -73%4 -3%
(Grand total 229] | 16| o, Tavi| Ton| R ™) B N o X 2 |
[Historic months total 26% 229 18%) 12% 12%) 12% 119 10%) 7% 6% 5% L% 05| -3%| 69 6%
(3 tha Books months totd 31%| 26”] 19%) 17%| 16%| 13%)| 12%} 8%| 4% 4 3% 6%| -7% -11%) =129 74

Copyright {c] 2013 DestiMetrics LLC
All fights Reserved





Sample Destination Lodging ADR Report
Muiti-Destination Comparative Report
As of May 31, 2013

& DestiMetrics

Average Daily Rate as of May 31, 2013

Sample Highesy Next highest Next hughest Next highest Next highest  Next highest Newt nighest Nextinghest Next hignest Next highest Next highest Next highest Next hughest Next highast All Destinatios
Month of ADR i ADR ADR ADR ADR ADR ADR ADR ADR ADR ADR ADR ADR ADR ADR Lowest ADR regate
Dec-12 $603 $629) $582] $409 $394| 5361 $339 5334| $306] S290 $263 5221 $209| $187| $185| $16% $3701
Jan-13 $455 $464) 5455 5411 5397 $305) 5294 $261] $262 5231 $195| $170] §167 $160 $154 $131 5324
Feb-13 5468 $497 $468 5376 $370) $316) $285 $279 $263 5248 $19¢| 5166 $161 $153 $144) $141 5321
Mar-13 5422 5530 5435 $418 5384 $28d $272 $274 $257 $230 $214| $200| $173 $164 5141 5143 $323
Api-13 | $255 $213} $196| $180 $179 $175 5169 $165| $157 51506} 5144 $137] $109 $107| 597 $83 5161
May-13| Historie | $136, $158} $145) $143) 5134 $133) $130] $12q| 51184 $117] $104) $92| ELL: $80/ S74| 562) 51_‘2_%
Jun-13| ors 6305 $340) $215 5194 $185| 5184 5149 5141 5134} $138] $136) $135) $135] 5134 $112| 5112 $179)
IR E] $257! $367) $244 $235) $230) 5202 $178 $151| $150) $150| 5143 $140| $139 5139 $132 $1249) S0
Aug-13) 5204 $339) $245 5233 5215 5220 $200| 5167 $156] $150) $141) $138 5136 $135) $114 $104 5207
Sep-13] $167, 5267} 5232 $214) 5187 $174) $146 5134 $132 $126) 5123 $1104 $109| $108| $100) $94| 5169
Oct-13 $178 $219) $177 5160 $134) $134) $130| $12 5123 $111 $114 $94) 594 $93 591 $70) 5143
Nov-13] ¥ 5201 $2591 $189| $180 5179 $171] $152 $138 5130 3128 $12§ $12| $119 5109 599 $78) $126]
$304 $403) $395 $314 5296 5251 5243 5237 5235 $225 5183 $175) 51701 $167, 5151 51354 5270
Historic months total $390 $485) 5421 $373| $363) $287) $281 5263 5247, $247 $195) $177 $175 $155 $152 $133] $305)
n the Books months totai 5219 $336) $219) $208 5206, $208) $170| $148 5141 $137 5137 5135 5131 5129 $123 5114 5187]
% Change in Average Daily Rate as of May 31, 2013: 2012/13 vs 2011/12
Next Next Next Next Next Next Next Next Next Next Next Next Next
Sample Strongest strongest strongest steongest strongest strongest strongest strongest strongest strongest strongest strongest strongest strongest Weakest  All Destinationy
Month of ADR il pacing pacing pacing pacing pacing pacing pacing pacing pacing pacing pacing pacing pacing pacing pacing Aggregate
Dec 12 vs. Dec 1 13% 17%) 15%) 14%] 13% 13%| 5% 3% ) 2% 1% 1% -5%| -5%| 3%
Jan 13 vs. Jan 12| 25| 189, 15%| L 10% 10%] 10%) P oy 9% 8% 5 79 2% 6%
Feb 13 vs. Feb 12| 12% 15%) 15% 13% 11%| 9% TH 6%| £ 4% 39 1% 1% <19 39
Mar 13 vs. Mar 12| 16%{ 13%) 10% 10%| B%| 8% TH| 6% L % 2% 1% 0% 2% 3%
Apr 13 vs, Apr 12 -5% 13% 3% EL! 2% -1%| 2% 2% 4 % -13% 143 -15%| -15% <119
May 13 vs May 13|  Histore 12% 16%| a%) 4% 4% 4% 3%) 3%) b 2% 2] 2% -4%| 7% 2%
Jun13vs.jun12| ot 11%) 28%) 22%) 20%| 15% 12%) 9%| 8% 7| 6%| 5%| 2% 1% 0| 5%}
Jul13 vs. tul 12 i 179§ 9% 6%} 5%) a%| 3% % 3% 2%| 1% 1% 1%) 1%) -3%| 35
Aug 13 vs. Aug 12| , 5% 19% 15%| 14%)| 9% S%: 5%| 5%| 5%| 4% 3% 2% 0%| 0% . ! 5%
Sep 13 vs. Sep 12 i B4 20%| 19%) 13%| 11%) 10% % 3% 0% -3% %) 5% -5%| 5% -10% 1194 5%}
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NOTES FOR ALL TABLES & CHARTS
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Each time peciod has a unique sorting (g the best-performing resort  November is nat necessarity the best-performing resort in March)
RESORTS INCLUDED IN COMPARISONS:
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Datlail'ar 93 Oestinatsm 47 Destiaption #11 Detination W15
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Measurement: What Every DMO Needs to Know

Overview

One of the biggest challenges for destination marketing organizations (DMOs) is the issue of
measurement. While many DMOs are able to measure their effectiveness at the program level
including such measurements as website user sessions, bounce rates, and social media
programs. The biggest challenge remains is how to measure the organization’s effectiveness
through the number of room nights generated, the amount of revenue generated and the
return on the invested capital.

Measurement Means Different Things to Different People

It’s important to understand that measurement means different things to different people. For
example, to a DMO board member they might be ('con’cemed with the overall organizational
performance. A staff member on the other hand might be more concerned with the success of a
specific marketing program. (See below)

Table 1: Segments and Measurements

@ oup ed e e O
Board members Overall organizational performance.
Staff Individual marketing program success
Public Sector Transient Occupancy Tax/Lodging Tax
Lodging Industry Destination lodging revenues

If a DMO’s measurements don’t capture what its user segments consider important it may in
fact not be talking the same language. As such it’s key to identify those segments/constituents
and develop measurement strategies designed to address their needs.

Why is Measurement Important?

One of the fundamental principles of DMO marketing efforts is that of constant improvement,
to continually seek to improve your organizations efforts requires you to set up measurements
designed to tell you what degree the success you are having with your promotional dollars. If
you don’t know how you are doing and measure the right things how do you make constant
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improvements? Think about not knowing what you are measuring for five years and the impact
it could have. The figure below outlines the constant improvement cycle that DMQ’s should be
implementing.

Figure 1: DMO Constant Improvement Cycle

Goals &
Objective

Adjustment Strategies

Programs

Understanding the DMO Black Hole of Measurement

At SMG consulting we recommend three tiers of measurement for DMO’s to consider
implementing. They include program level measurement, DMO Return on Investment (ROI)
measurements and destination level measurements.

1. Program Level Measurements- These include all the typical tracking that occurs related to
specific marketing programs. L.E., online advertising, sales show attendance, visitors to the
visitor center etc.

2. DMO Return on Investment-This measurement is specific to the ROI created by the DMO
with the total funds they have under management.

3. Destination Level Measurements- These measurements include the overall performance of
the destination as measured by indexes like Occupancy Rates, Average Daily Rate etc. Often
times these are provided by the local jurisdiction or outside firms like Smith Travel, PKF or
others.

With regard to these measurements DMO’s are typically adapt at the program level
measurements and they often have available the destination level measurements. Where they
are typically weakest is in assessing the Return on Investment of the funds under management.
A situation we call the black hole of measurement. Too often DMQ’s take credit for the results
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of the entire destination often quoting overall increases in occupancy as proof of their efforts
when in fact this may not be the case. Our research indicates DMO’s have much less impact on
the overall destination results

Figure 2: DMO Measurement Tiers
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Understanding the Role of the DMO

At SMG Consulting we believe there is a comprehensive approach to macro level DMO
measurement. This approaéh- is based on the core premise that the primary duty of the DMO is
to influence prospective visitors to visit the destination. Lodging properties are responsible for
booking transaction. The most effective tool a DMO has to influence a visitor is its website as
such it heeds to measure its influence in the consumer shopping and decision making process.

If a DMO doesn’t know how effective its website is in influencing consumers’ decisions to visit a
destination do you really know what is going on? As such, it is important to consider how to
develop measurements that can measure the influence a DMO has with its website.

Summary

it’s only when a DMO working with its constituency groups and develops comprehensive three
tier measurement as identified above. As can be seen it is critical for any tourism destination to
develop a comprehensive measurement to assess its progress. It's important to also note that
the best measurement process is not meant to be punitive but rather should focus on the
constant improvement of the DMQ’s marketing effort. Measurements must be constructive.
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In considering the development of a comprehensive measurement process the DMO should
consider the following:

1. Understand who your constituents for measurement information is going to be. Your board of
directors, your local city or county government, private sector partners etc.

2. Understand what each of your constituents is looking for with measurement.
3. Develop an appropriate plan and method for distributing the information.
5. Be proactive in reporting results and suggesting changes.

By continually involving your constituency and centinually seeking to make improvements in
your marketing efforts a DMO can improve its effectiveness over a given period of time. But
doing nothing or not measuring effectively anly allows you to continue what you have been
doing and missing the changes that will keep your DMO effective and your destination
competitive.

About SMG Consulting

SMG is a tourism, recreation and hospitality
consulting firm providing a wide range of
marketing planning, strategy, analytic,
research and measurement and economic
analysis consulting services for DMO's.

av
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County

Office of the Gunnison County Attorney
David Baumgarten, County Attorney

Art Trezise, Deputy County Attorney

Rachel Magruder, Paralegal

Brenda Wiseman, Legal Assistant

TO: Local Marketing District
FROM: Art Trezise, Deputy County Attorney
RE: Managing Results Recommendations & Procedural

Considerations

DATE: 10/28/2014

In light of the BOCC work session presentation by Marv and Marty Weidner of Managing
Results, LLC regarding the Local Marketing District Report and Recommendations
(“Recommendations”) dated October 14, 2014, and the memo from Community
Development Director Russ Forrest dated October 28, 2014 | wanted to supplement those
materials with a brief memo describing the legal mechanics of how to implement the
Recommendations.

As summarized by Russ Forrest on the last page of his memo, there are three possible
courses of action to be taken by the BOCC pursuant to the Recommendations made by
Managing Results, LLC: take no action, allow the TA to implement the
Recommendations, or create a new entity to implement the Recommendations.

To fully effectuate the Recommendations, be it through the existing TA or the creation of
a new entity, appropriate corporate governance documents would have to be drafted for
either the TA or the new entity. Specifically, a new set of Bylaws would have to be created
to ensure the proper number and composition of the Board of Directors, be it for the TA
or a new entity. However, given that the LMD does not have any direct control of the TA,
any changes to the TA’s existing bylaws would require a vote of the existing voting
members after properly noticing a meeting for that specific purpose.

Assuming the TA is willing to make changes to accommodate the Recommendations of
Managing Results, LLC, the County Attorney’s office would make specific requests
regarding the contents of the amended bylaws. [n addition to addressing the
qualifications for appointment to the Board of Directors, the County Attorney’s office would
require specific provisions regarding the creation of an annual budget, a strategic





Gunnison
County

Office of the Gunnison County Attorney
David Baumgarten, County Attorney

Art Trezise, Deputy County Attorney

Rachel Magruder, Paralegal

Brenda Wiseman, Legal Assistant

business plan, and regular performance reporting to the LMD. Additionally, very clearly
defined duties should be spelled out for the Officers of the TA, most particularly for the
Treasurer and President, so that there is a clear understanding by all Directors and
Officers of the expectations in their respective roles. If the LMD elects to proceed with a
restructuring of their corporate governance, we would recommend that the LMD establish
a clear deadline for the completion of the restructuring so that the process does not
stagnate. As explained below, a 30 to 45 day window should allow ample time to
complete the restructuring process. We would recommend that continued funding of the
TA be made contingent on compliance with the timeline for restructuring established by
the LMD; this creates a clear incentive for the diligent completion of the restructuring
process.

In the event a decision is made to proceed with a new entity, the Bylaws for such entity
would impose the same substantive requirements as outlined above for the TA, but the
drafting of such Bylaws would be solely within the purview of the LMD. The creation of a
new entity would also require the filing of Articles of Incorporation with the Colorado
Secretary of State, as well as registration with the IRS. The new entity would, like the TA,
be a nonprofit organization under the provisions of Section 501(c)(6) of the Internal
Revenue Code.

Irrespective of how the LMD chooses to proceed with either the continuation of the TA
under revised corporate governance documents, or the creation of the new corporate
entity, either of these goals could be accomplished in as little as 30 days. The creation
of a new entity could likely be accomplished in less time than the 30 days. However, the
amendment of the TA Bylaws would likely take about 30 days as their current bylaws
require the notice of a board meeting, for purposes of amending bylaws, to be noticed not
less than 14 days before the proposed action.





		Agenda Item - Joint Meeting of the LMD and TA Completed Form.pdf
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A REVIEW OF THE GUNNISON-CRESTED BUTTE TOURISM
ASSOCIATION’S EVALUATION OF MARKETING EFFORTS

October 26, 2014

Provided by Dara Shifrer at the request of Phil Chamberland, Gunnison
County Commissioner





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)

e 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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e 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)

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

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

e 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.

STRONG COMMUNITY ENGAGEMENT

GEARING UP DESTINATION TRAILBLAZERS
These DMOs and destinations have These DMOs and destinations realize
a tourism vision and a community the benefits of their tourism vision and work
mandate to get It done. 1o keep the community and marketplace
engaged.
DEVELOPING ESTABLISHED
DESTINATION DESTINATON

SPINNING WHEELS

These DMOs and destinations
desire an Inspired vision
and activated community o
make it happen.

These DMOs ane destinations realize some
benefits of tourism but not their potential
due o lack of community engagement.

WEAK COMMUNITY ENGAGEMENT

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

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

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
S2 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
Iprovided 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
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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.

9
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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:

e Please consider the following governance structure and process:

o LMD

o LMD Marketing Advisory Panel

o Gunnison-Crested Butte Valley Partnership
=  QOrganizational 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
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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:

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






Gunnis esied Buite
TOURISM ASSOCIATION

COLORADO ~ PURE & SIMPLE™

- - : ':LOCALMARKETINGDETNCT:' RN ) ~ .

MARKETING -
: I 0 o BOARD OF DIRECTCRS
| Responsibilities: . - . . .
* Direction and priorities APPOINTED BY !‘«M«Q Compensation
= Contract Decisions . . Qualifications . ©+ $3,000 per year, per director -
TR : : ° mEmEEEE : © * 521,000 per year tofal ]
= Staffing Decisions, L L = Performance-based decision making . | S

1 . . Sta ,ifontrac‘tor- | .
] . . Authority? .

- . ; . - — B e I
Destination N SO0 Wisitor | " Economic || Destinatin |
N Fulfillment | pn |
Marketing Centers Development | App |
Performance-Based Funding o I o o o Undefined hiring and
requiring strategic-business plan el - N n-binding Input i cOMpENSation
and annual evaluation. : : . . . . © process.

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

Gunnison-Crested Butte Tourism Association, 202 E Georgia Street, Ste. B, Gunnison, CO 81230 Page 5




http://visitvailvalley.com/

http://vailvalleypartnership.com/



Gunnis esied Butte

TOURISM ASSOCIATION

COLORADO ~ PURE & SIMPLE™

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.

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?

2014

Vail Valley Partnership
Board of Governors
Chris Romer
President/ CEO
Jill Lammers
' l Vice President
Destination Marketing E ic Develop t / |
'_ 1 Kathryn Bevin |
Jeremy Rietmann Marketing & Chamber of Commerce
Business Development C cnats M
Director |
Kim Brussow y
Group Sales Manager ‘ e | Jennifer Weintraub ‘
3 n r %
Kathy Lichtenheld | (Valleywide focus — East (.~ 10 NS o \ Events I\:‘rbersh-v ‘
LQA Manager | & Midwest) Beaver Creek — village ‘ ger |
Tina Schwab B pingaan foous7, |
Group Sales Manager : Haley HcNe_il
Heather Davis* (Valleywide focus — TBD ‘ Program Coordinator
LQA Inspector Colorado) Group Sales Manager

Sandra Perrig-Holst
Group Sales Manager
(Valleywide focus —
Texas, West Coast &
Sports)

Vail — health & wellness |

and incentive group
focus

|

*Part-Time Position

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

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.

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:

LMD MARKETING ADVISORY
PANEL

Marketing
Advertising & Marketing
Trad & Non-trad
Public Relations
Emarketing
Research
COOP Advertising
Social Media
Fulfillment
Call Centers

\ Website & online

Destination

Local Marketing District

v

The NEW Gunnison-Crested Butte Valley Partnership
Board of Directors

¥
| President/CEO
I
- 1 :
= =| Director |m - o 0 o m - Directors -
¥ v
) Chambers of
. e Commerce
Economic Visitor e ———
e . Autonomy retained at
Development Information | Lo ends of the valley
Real Estate + Enrollment
Business Development and m * Member Retention
Recruitment . ST *  Programming
Grow Existing Industries . Crested Butte +  Service Excellence
Promote Retail Development . M. Crested Butte + Veteran-owned businesses
Develop Active entrepreneurial . Gothic +  Ambassador
environment + 1 Shop Steamboat
+ Networking Events
\ ‘ + Golf Tourney
/ +  Visitor Guides
‘ == =« & Non-binding Input ‘ ‘_ =P Services Managed | I I LMD Funds ‘ Enterprise Fu+d

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,
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

Gunnison-Crested Butte Tourism Association, 202 E Georgia Street, Ste. B, Gunnison, CO 81230 Page 8
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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:

e 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;

e 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;

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

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

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

e 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 ROl 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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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.

Destination: Gunnison

Period: Bookings as of September 30, 2014

CONFIDENTIAL: Reproduction or further distribution prohibited

Executive Summary

Yemr over Yesr

T

a. Last Month Performance: Current ¥TD vs. Previous ¥TD 201415 2013714 o6 DifFf
~ ~ Paid Occupancy Rate e
Gunnison Paid Occupancy Rate for last month (September) changed by (7.6%) (S prtreamibuer) B61.0% 56.7% 7.6%%
Gunnison Average Daily Rate for last month (September) changed by (2.5p8) ADR [September) 5103 5101 2.5%
Gunnison RevPAR for last month (September) changed by {10.3%) RewPAR |September) 563 557 10.3%
. Next Month Performance: Current YTD vs. Previous YTD
Gunnison Paid Occupancy Rate for next month [October) changed by (2.2%) Ez:‘:::;pancv S 24.0% 23.2% 3.2%
Gunnison Average Daily Rate for next month {October) changed by [7.7%) [ADR [October] 5107 5100 7.7%
Gunnison RevPAR for next month (October) changed by (11.2%) RevPAR (October) 526 523 11.2%
€. Historical 6 Month Actual Performance: Current YTD ws. Previous YTD
Gunnison Paid Occupancy Rate for the prior 6 months changed by (3.3%) Paid Occupancy Rate 59.5% 57.6% 3.3%
Gunnison Average Daily Rate for the prior & months changed by (-0.2%) (ADR S108 5108 -0.2%
Gunnison RevPAR for the prior 6 months changed by (3.0%) RevPAR 564 562 3.0%
uture & Month On The Books Performance: Current ¥YTD vs. Previous YTD
Gunnison Paid Occupancy Rate for the upcoming & months changed by (11.1%) Paid Occupancy Rate 6.8% 6.2%% 11.1%
Gunnison Average Daily Rate for the upcoming 6 months changed by (5.2%) (ADR 5105 S100 5.2%
Gunnison RevPAR for the upcoming 6 months changed by {16.8%) RewPAR 57 56 16.8%
mcrermental Pacing - % Change in Rooms Booked last Calendar Month: Sep. 30, 2014 vs. Previous Year
Rooms Bocked during last month [September, 2014} compared to Rooms Booked during the same Booking Pace 9.19% 8.29% 11.0%
period last year (Seprember, 20013) for arrival September to February has changed by (11.0%) (September) - - S

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

n

(=

units.

Destination: Mt Crested Butte/Town of Crested Butte

Period: Bookings as of September 30, 2014

CONFIDENTIAL: Reproduction or further distribution prohibited

Executive Summary

Year over Year

Last Month Performance: Current YTD vs. Previous YTD 2014/15 2013/14 o Dt
Mt Crested Butte/Town of Crested Butte Paid Occupancy Rate for last month (September) Paid Occupancy Rate
changed by [51.2%) {September} 36.6% 24.2% e
Mt Crested Butte/Town of Crested Butte Average Daily Rate for last month (September)
changed by {20.5%) ADR [September) 5132 5109 20.5%
[:;C:lr:;led Butte/Town of Crested Butte RevFAR for last month (September) changed by RevPAR (September) sas 526 82 19%

Mext Month Performance: Current YTD ws. Previous YTD
Mt Crested Butte/Town of Crested Butte Paid Occupancy Rate for next month (October) Paid Occupancy Rate 3.39% 1.89% 81.6%
changed by {81.6%) (October) - : .
Mt Crested Butte/Town of Crested Butte Average Daily Rate for next month (October) DR (October) 5104 599 5.29¢
changed by {5.2%)
Mt Crested Butte/Town of Crested Butte RevPAR for next month (October) changed by RevPAR [Dctober) s3 s2 91.1%
[91.1%)

. Historical 5 Month Actual Performances: Current ¥TD ws. Previows YTD

Mt Crested Butte/Town of Crested Butte Paid Occupancy Rate for the prior & months A 30.99% 20.99% a7.8%
changed by (47.8%)
Mt Crested Butte/Town of Crested Butte Average Daily Rate for the prior 6 months changed s s123 s123 0.2
by (0.296)
Mt Crested Butte/Town of Crested Butte RevPAR for the prior & months changed by (48.1%) |RevPAR 538 S26 A8. 1%

wture & Month On The Books Performance: Current ¥TD ws. Previows YTD
It Crested Butte/Town of Crested Butte Paid Occupancy Rate for the upcoming & months R j R

Paid O R B¢

changed by [37.4%) ai ccupancy Rate 10.1%% T.4% 37.4%
Mt Crested Butte/Town of Crested Butte Awverage Daily Rate for the upcoming 6 months ez $209 $218 _3.99%
changed by (-3.9%)
Mt Crested Butte/Town of Crested Butte RevPAR for the upcoming 6 months changed by S s21 516 32 19
(32.1%)

Incremental Pacing - % Change in Rooms Booked Last Cabendar Month: Sep. 30, 2014 vs. Previows Year

Rooms Booked during last month [September, 2014} compared to Rooms Booked during the same Booking Pace a.8% 239 112 59

period last year (September, 2013) for arrival Seprember to February has changed by [112.5%) (September) - - -

Gunnison-Crested Butte Tourism Association, 202 E Georgia Street, Ste. B, Gunnison, CO 81230 Page 13






Gunnis

es lie

TOURISM ASSOCIATION

COLORADO ~ PURE & SIMPLE™

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.

County Overnight Travel Impacts, 1998-2013

1998 2000 2002 2004 2006 2008 2010 2011 2012 2013
Gunnison
Travel Spending ($M) 82.6 853 83.2 120.3 138.5 136.4 136.2 142.4 149.8 156.5
Earnings (3M) 290 293 343 371 426 410 36.1 373 40.1 424
Employment (jobs) 1,680 1,640 1,620 2,110 2,240 2,060 1,800 1,82 1,890 1,960
Local Taxes ($M) 24 24 2.4 4.1 4.7 49 50 5 5.5 57
State Taxes ($M) 20 20 20 238 3.2 3.1 341 3.2 34 35
And here’s how we stacked up against competitors:
2013 #change v change

Travel Spending [$Milllions] 156.5 6.7 d 47

Gunnizen  Earnings [$M) 424 23 5.7

County  Emploument fjobs) 1360 0.0 370

Colorade | ocal Taues [$M) 5.7 0z 3.6

State Tanesz ($) 35 01 294

Eagle Travel Spending [$Milllions] 537.5 4.4 398

County  Earnings [$M] 216.4 0.0 o Gl

Calarada,  Employment [jobs) BET0 40.0 0.53:%

fuan, Local Tanes (M) 3.7 18 .47

Beaver State Tanes [(£) 220 10 4 TE

Grand Travel Spending (#Milllions) 2314 g4 377

Courey Earnings [$M) T0.3 6.3 3,84

Colorada Employment [jobs] ZB60 1200 4 T2k

Winter F'al’k Local Tames ($M) T.8 0.4 541

State Tanes ($] ] 0.3 5,45

Pitkin Travel Spending (#Milllions) 513.0 341 583

County  Earnings ($M) 2331 214 983

Colorade,  Employment [jobs) 4E60.0 2100 4 T2k

Aspen,  Local Taxes ($M) 764 16 645

Snowmass  State Tanes ($) .7 0.3 6,52

| Teton Travel Spending ($) 529.4 S0.8 E.52v

County  Earnings [$M] 2504 131 5524

‘Wyoming, Employment [jobs) 7540 240 3

Jackson  Local Tawes [($#Thousands) ot available
Hale State Tarez ($Thousands) not available

2013: The bottom line
Marketing expenditure

Visitor spending generated
Local tax dollars generated
Visitor spending per ad dollar

$629,184
$156.5M
$5.7M
$248.70

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

Page 14






Gunnison A~ (resjed Butte
TOURISM ASSOCIATION

COLORADO ~ PURE & SIMPLE™

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™

[l 'ake tahoe
vail

B park city
jackson hole

M breckenridge

’ aspen
A ] d butte &
\ ' 4 q g \’ crested butte & gunnison
A £ ” A B durango
) chicago, il
£0F y = l % estes park
& saltlake city, ut Gy (& ‘ new york, ny M telluride
\\ grand junction, co \ mammoth
- colorado springs, co
steamboat
san francisco, ca : \y/ glenwood springs
keystone
~ \
7 ;',4 albuguerque, nm \' M beaver creek
& - “\ 7‘ copper mountain
oenix, az
los angeles, ca P! O ——
£ llas, tx
__“ ;\: B winter park
houston, tx

Search Volume Ranking
KW Groups Competitors (.. 1s It My Brand?
lake tahoe 319,170 | Jcle:}
vail 253,370 Other
breckenridge 223,040
estes park 190,470
aspen 144,870
park city 128,420
crested butte & gunnis.. |GGG (25,050
jackson hole 109,650
durango 90,620
glenwood springs 78,160
telluride 77,790
steamboat 73,090
keystone 52,250
copper mountain 43,040
mammoth 40,050
beaver creek 39,870
snowmass 20,290
winter park 13,770 Average: 112,437
0 20,000 40,000 60,000 80,000 100,000 120,000 140,000 160,000 180,000 200,000 220,000 240,000 260,000 280,000 300,000 320,000 340,000
Searches

Sum of Searches for each KW Groups Competitors (group). Color shows details about Is It My Brand?. The marks are labeled by sum of Searches. The data is filtered on KW
Groups Competitors, which keeps 19 of 32 members.
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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 **KPlI).

. 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

Gunnison-Crested Butte Tourism Association, 202 E Georgia Street, Ste. B, Gunnison, CO 81230 Page 16
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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 (**KPl): 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.

. 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 (**KPl): 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:

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.

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.

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. CPCis 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.

Clicks (**KPI): The number of users who click through to our website is an indicator
of the success of the online display/banner ad.

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.

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).

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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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 |M |Ap|M |Ju [Ju|Au|Se | Oc | No | Dec | Total
b- [ar- |r- |ay- |n- |I- |g- |p- |t |v- |-13 | Per
13 (13 |13 |13 (13 |1 |13 |13 |13 |13 Year
3
Gunniso
n
Country
Chambe 4
r 8 |31 |48 |27 |49 |7 |26 |27 |11 |16 |5 295
CB/Mt.
CB
Chambe
r 0 3 10 | 3 4 2 |8 3 5 3 1 42
q
Total 8 (34 |58 {30 (53 |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;

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,

GCBTA notified each Chamber director via email and then personally
stopped by each visitor information center (VIC) to answer staff
questions about use.

The above chart demonstrates the number of planner requests received
from each Chamber in 2013.

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;

Gunnison-Crested Butte Tourism Association, 202 E Georgia Street, Ste. B, Gunnison, CO 81230 Page 20






Gunnis esied Buite
TOURISM ASSOCIATION

COLORADO ~ PURE & SIMPLE™

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:
e Accurate reporting to LMD and Municipalities
e Ability to remarket to customers (customer relationship marketing)
e Enhance customer relationships
e Ability to adequately track requests
e 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:

e 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.

e InalJanuary 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 1l 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

e CTO uses Presort Standard Class postage

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

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

o 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.

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

o 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.

e 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:

e Customer behavior and needs have changed and tourism products, communications,
channels and relationships may need to be tweaked.

e Major changes with the Valley’s experience and product offerings may require a different
communications focus.

e 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.

e Adjusting communications to accommodate major shifts in product offerings, such as new
infrastructure, high profile events or new experiences.

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

e 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

//;::i:> Consum sire for
Vacation rience

er De
Expe
Triggers @\/ Engagement

Search Opportunity

Radio

i3 < Facebook
S Press Releases )
L= MEDIA £  Journalist FAMs
£ Out of Home = (Opportunities to Engage g
s ) Consumer & Connect them with 2 pi
g Twitter E our Vacation Experience) % interest
7] ] . : =)
£ EMarketing 2 Online Display Ads 3 <

gunnisoncrestedbutte.com

hospitality business websites booking engine
( Positive Vacation Experience :
Possible i *  Customer Service Relocation of
Repeat Visit r * Visitor Centers Family & Business

o Fte

Decision
Point

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.

F1g. 4: DMA! 2008 Futures Study, Strategic Radat Model

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.

i
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2012 Marketing Budgets of
Competitive Set

2012 Summer Marketing Budget

Funding Mechanism

2012 Tax Initiative

Special Notes

Total Room Tax

Breakdown

includes staff and operations, support for special events, and

2.9 State, 2 County, 2
City, 4 Marketing

Aspen Chamber $1,500,000 1.5% of the current 2% lodging tax revenue 3% cappe] no group sales (1FT group sales position) 11.00% District, 1.9 Lodging
all non-ski season months (spring, summer, fall) Ref 2A passed in 2010
2.9 State, 2.9 County,
0.75 City, 3.4
accomodations/ lodging,
2.5 sales, 0.0125
Breckenridge Chamber $460,000 2% of 2.4% lodging tax None no Does NOT include PR Web, events or sales 11.68% housing
$2,500,000 total marketing budget Nov. 2010 passed, so now lodging tax includes VC staff, overhead/office expenses & event support
Included in budget: all marketing related activities, operations 2.9 State, 1 County, 4
and staff wages/benefits; Breakdown of budget: 2FTE'’s is 84% City, 1 Rural
marketing related activities including PR, 14% staff wages and 2 Transportation District, 2
Crested Butte/ Gunnison $239,400 100% LMD funds- 4% tax No % operations 12.50% Lodging
$798,000 marketing budget (20% on fall, 20% sprir|g,
30% winter, 30% summer)
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
80% of a 2.5% Lodging Tax; other 20% is used for tourism salary for group and events sales, cen res, FT and one PT
grants for events; budget comes from projected 2012 lodging positions; Chamber assists with and promotes events but does 2.9 State, 1 County, City
Glenwood Springs Chamber $650,000 tax income No not actually produce events 11.10% 3.7, 1 other, 2.5 Lodging
2.9 State, 1 County, 4.75
Steamboat Springs $600,000 Contracted amount with City of Steamboat Springs None No 11.65% City, 1 Lodging, 2 LMD
Non-ski season marketing (includes overhead) formerly tied to Vendor Collection fee percentage 3.3.% ¢ited by vendors in 1984
770 State, I Local, 0.3
Mass Transit, 1.1 Resort
Budget DOES NOT include staff, visitor services, special events, Revenue, 0.1 RAP, 0.25
or film commission. It DOES include meeting and convention, County Option Sales
public relations, tour & travel trade, international, interactive, and Tax, [7.45 COMBINED
Room tax (80% of funds), membership dues (8%), grants public relations. Film Commission budget is $7200; Visitor SALES]; [1 restaurant
Park City $400,000 (12%), sponsorships No Services budget is $164,700; Special Events budget is $544,525 10.45% tax on meals only]; 3
$2,500,000 for entire year
4.5 City, 1 County, 2.9
Telluride Tourism Board handles summer marketing, Visitor State, 2 county lodging,
Center, Cen Res, and are starting to look at special events; ski 2 access tax (funds
area handles winter marketing; Eds put on each festival however| used to guarentee
Telluride wouldn't share Resort Tax (2%) + Business License fee None |Not that he could talk abou the TTB is handling the Pro Cycling Challenge 12.40% program)
($1,300,000 reported in 2010)
Includes destination, Front range, groups and meetings, PR,
research, website, email campaign, branding, Special Event
LMD tax at 1.4% within the Town of Vail (budgeted flat from Funding ($100k for Pro Cycling Challenge and $100k for new 2.9 State, 1.5 County, 4
Vail $2,166,225 (Vail LMD) 2011 at $2M) No iconic event marketing) 9.80% City, 1.4 Lodging
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
$400,000 (Visit Vail Valley) Resort Co. None No

Specific to non-ski season marketing






2.9 State, 2 County, 3

9.90% City, 2 City Lodgers Tax
$546,050 total marketing budget
2 City, 5 Federal, 7
Provincial, 1 Tourism
Whistler(city), 1 Tourism
14% related activities(city)

$7.6 m total

The primary source of funding for Tourism Whistler is secure
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

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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DMO MARKETING & COMMUNICATIONS PERFORMANCE REPORTING

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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DMO Marketing & Communications Activity Measures, Performance
Measures and Productivity Metrics

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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DMO Marketing & Communications Activity Measures, Performance
Measures and Productivity Metrics

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 DMQ’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. Maedia missions
a. Number of media missions
b. Number of co-op partners
c. Number of media contacts
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DMO Marketing & Communications Activity Measures, Performance
Measures and Productivity Metrics

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

Number of media inquiries
Number of media interviews

Number of newsletters (incl. e-newsletters) produced

w X N o

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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DMO Marketing & Communications Activity Measures, Performance
Measures and Productivity Metrics

Performance Measures (cont’d.)

DMO Website
1. Number of user sessions
Number of unique users
Number of repeat visits
Number of clicks to the DMO website
Number of specific webpage view counts
Number of clicks to member/sponsor websites from DMO website ads and/or links
Number of web coupons redeemed

Average length of session

LW ® N o U kM W N

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 DMQ’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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DMO Marketing & Communications Activity Measures, Performance
Measures and Productivity Metrics

Performance Measures (cont’d.)

Email Marketing

Number of emails delivered
Number of bounces
Number of opened emails
Number of clicks

Number of unique clicks
Number of email forwards

Number of unsubscribe requests

P N o v kA W N

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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DMO Marketing & Communications Activity Measures, Performance
Measures and Productivity Metrics

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 (S)

Bookings GCTBAemploys a commission-free booking engine available  to lodging properties.

. . We do NOT sell lodgin inventor thus cannot report
1. Online/1-800 hotel reservations . 9 .g . Y ) P
sales occurring on individual property  websites.

a. Number of room nights booked
b. Room booked revenue

¢. Rooms sold commission

d. Average length of stay

Lodging referrals are reported.

2. Online ticket sales (e.g., attractions, tours, etc.)* n/A
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 GCBTA promotes packages and reports referrals.
a. Total packages sold
b. Packages sold revenue
c. Packages sold commission
d. Number of room nights booked
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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

e 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.

e 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%.

Colorado Visitor Spending Adjusted for Inflation, 2000-2013
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Source: Dean Runyan Associates, Bureau of Labor Statistics and Rocky
Mountain Lodging Report.

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

e 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.

Travel Spending by Region, 2013

All Other
Pikes Peak 18%

9%

Mountain
Resort
23%

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

Denver Metro
51%
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Travel-Generated Earnings as
a Percent of Total Earnings
Colorado Regions, 2013

Mountain Resort 25.0%

Denver Metro

Pikes Peak

Other Colorado 3.4%

0% 4% 8% 12% 16% 20% 24% 28%
Percent Travel-Generated Earnings

Source: Dean Runyan Associates, U.S. Bureau of Labor Statistics
and U.S. Bureau of Economic Analysis.
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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." Both graphs show direct tourism output for the United States
— spending by domestic and international visitors.

Annual Direct Travel Spending in U.S., 2000-2013p
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! 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.
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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.? The following two graphs are derived from the
monthly international arrival data released by the Office of Travel and Tourism Industries.?

International Direct Travel Spending in U.S.
Amounts in Real Dollars (Billions)

International Share of U.S. Internal Travel* Spending by international
visitors in the U.S. increased by

20% $145
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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.

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

U.S. Travel Industry Employment

Seasonally Adjusted at Annual Rates
2008-Q1 to 2013-Q4

Travel industry employment
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Il. 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

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

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

e 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.

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

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

e 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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Colorado Direct Travel Impacts, 1996-2013

Spending Earnings Employment

Tax Receipts ($Million)

($Billion) ($Billion) (Thousand) Local State  Federal
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 4.9% 8.9% 3.6% 6.9% 5.3% 14.0%
96-13 4.0% 3.1% 0.4% 5.0% 2.9% 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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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.

Colorado Visitor Spending Adjusted for Inflation, 2000-2013
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Source: Dean Runyan Associates, Bureau of Labor Statistics and Rocky

Mountain Lodging Report.
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Taxable Sales of Lodging Establishments, 1996-2013
Current Dollars
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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.
Domestic Visitors to Colorado by Air Transportation, 2000-2013
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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.

Travel-Generated Tax Impacts: Local & State Receipts, 2013

($Million)
State Income
State Gasoline $87.1
$85.1 Local Sales
$388.7

State Sales
$246.8
Other Local*
$58.9

Local Lodging

$109.6

Source: Dean Runyan Associates.
*Other Local includes Passenger Facility Charge (PFC) and Auto Rental Tax.
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Colorado Travel Impacts, 2002-2013

2002 2004 2006 2008 2010 2011 2012 2013
Total Direct Travel Spending ($Million)
Destination Spending 9,213 10,531 12,360 13,556 12,950 14,050 14,732 15,467
Other Travel* 1,312 1,431 1616 1,709 1,603 1,747 1,796 1,873
Total Direct Spending 10,526 11,962 13,976 15,265 14,554 15,796 16,528 17,340
Visitor Spending by Type of Traveler Accommodation ($Million)
Hotel, Motel 5991 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 9213 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 47354 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.
*QOther Travel includes resident air travel and travel agencies. * *Retail includes gasoline.
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I11. REGIONAL OVERNIGHT VISITOR IMPACTS
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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).

Overnight Travel-Generated Earnings by Region, 2013

All Other
18%

Pikes Peak
8%

Mountain
Resort
25%

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

Denver Metro
50%
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Overnight Travel-Generated Earnings as a percentage

of Total Earnings by Region, 2013

Mountain Resort 12.5%

Denver Metro

Pikes Peak

Other Colorado 1.7%

0% 2% 4% 6% 8% 10% 12% 14%
Percent Travel-Generated Earnings

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

2002 2004 2006 2008 2010 2011 2012 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 6970 7,287 7,752
Visitor Spending by Type of Traveler Accommodation ($Million)
Hotel, Motel 2,574 2,647 3254 3,695 3,513 3,924 4,140 4,464
Campground 21 21 22 20 20 20 21 20
Private Home 816 1,110 1,292 1,400 1,355 1,470 1,520 1,568
Vacation Home 22 25 33 37 37 39 40 41
Destination Spending 3,432 3,803 4,601 5,152 4,926 5,453 5,722 6,093
Visitor Spending by Commaodity Purchased ($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 5453 5,722 6,093
Industry Earnings Generated by Travel Spending ($Million)
Accom. & Food Serv. 429 454 543 644 605 654 684 728
Arts, Ent. & Rec. 170 190 221 254 229 241 254 271
Retail** 80 90 100 108 103 107 111 116
Ground Tran. 53 60 71 77 77 75 77 79
Visitor Air Tran. 335 328 366 332 301 305 345 432
Other Travel* 444 441 467 414 380 381 420 514
Total Earnings 1,511 1,564 1,768 1,829 1,694 1,764 1,891 2,141
Industry Employment Generated by Travel Spending (Thousand Jobs)
Accom. & Food Serv. 18.9 19.0 21.6 23.6 22.3 23.4 239 25.0
Arts, Ent. & Rec. 5.1 5.9 6.4 6.9 6.4 6.5 6.8 7.3
Retail** 3.0 3.3 3.6 3.8 3.6 3.8 3.8 4.0
Ground Tran. 2.1 2.1 2.5 2.6 2.3 2.2 2.3 2.3
Visitor Air Tran. 5.3 5.7 5.5 5.8 5.0 4.9 5.1 5.6
Other Travel* 7.5 7.8 7.0 7.4 6.3 6.1 6.3 6.8
Total Employment 41.9 43.8 46.5 50.1 45.9 46.9 48.3 51.0
Government Revenue Generated by Travel Spending ($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

2002 2004 2006 2008 2010 2011 2012 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 ($Million)
Hotel, Motel 1,799 1,943 2,248 2,391 2,250 2,354 2,531 2,720
Campground 75 76 78 79 78 78 81 79
Private Home 93 132 151 160 169 177 179 186
Vacation Home 238 266 338 377 391 402 408 415
Destination Spending 2,205 2,417 2,814 3,007 2,888 3,011 3,199 3,400
Visitor Spending by Commaodity Purchased ($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

2002 2004 2006 2008 2010 2011 2012 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 ($Million)
Hotel, Motel 601 656 688 788 760 826 808 834
Campground 47 50 52 48 47 47 49 46
Private Home 165 253 290 305 303 319 323 321
Vacation Home 23 25 30 32 32 33 34 34
Destination Spending 836 983 1,060 1,172 1,142 1,224 1,213 1,235
Visitor Spending by Commaodity Purchased ($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

2002 2004 2006 2008 2010 2011 2012 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 ($Million)
Hotel, Motel 1,018 1,056 1,260 1,377 1,270 1,410 1,563 1,665
Campground 165 168 168 163 167 166 174 168
Private Home 313 505 547 598 611 637 652 664
Vacation Home 97 108 140 157 153 163 164 166
Destination Spending 1,592 1,836 2,115 2,294 2,202 2,376 2,553 2,663
Visitor Spending by Commaodity Purchased ($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.
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Regional Overnight Travel Impacts, 2013

Denver Mountain Pikes Other
Metro Resort Peak Colorado
Total Direct Travel Spending ($Million)
Destination Spending 6,092 3,400 1,235 2,651
Other Travel* 1,659 56 94 64
Total Direct Spending 7,752 3,456 1,329 2,715
Visitor Spending by Type of Traveler Accommodation ($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
Destination Spending 6,092 3,400 1,235 2,651
Visitor Spending by Commodity Purchased ($Million)
Accommodations 1,106 1,130 240 595
Food Service 1,049 893 303 658
Food Stores 177 210 63 196
Local Tran. & Gas 1,044 177 122 299
Arts, Ent. & Rec. 538 482 213 420
Retail Sales 695 312 211 448
Visitor Air Tran. 1,484 196 84 35
Destination Spending 6,092 3,400 1,235 2,651
Industry Earnings Generated by Travel Spending ($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
Total Earnings 2,141 1,061 344 760
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
Total Employment 51.0 32.1 14.8 35.0
Government Revenue Generated by Travel Spending ($Million)
Local Tax Receipts 261 131 36 85
State Tax Receipts 155 86 33 72
Total Gov't Revenue 416 217 69 157

Details may not add to totals due to rounding.

*QOther 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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Overnight Travel-Generated Earnings by District, 2013
(Millions)
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Source: Dean Runyan Associates, U.S. Bureau of Labor Statistics
and U.S. Bureau of Economic Analysis.

Overnight Travel-Generated Earnings as a percentage
of Total Earnings by District, 2013
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Northwest District
Overnight Travel Impacts, 2002-2013

2002 2004 2006 2008 2010 2011 2012 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 Commaodity 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.
*QOther 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

2002 2004 2006 2008 2010 2011 2012 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 Commaodity 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.
*QOther 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

2002 2004 2006 2008 2010 2011 2012 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 Commaodity 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 5300 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.
*QOther 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

2002 2004 2006 2008 2010 2011 2012 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 ($Million)
Hotel, Motel 549 556 625 666 621 657 690 753
Campground 19 19 19 18 18 18 18 18
Private Home 9 15 15 16 20 20 20 21
Vacation Home 44 47 57 60 59 60 62 63
Destination Spending 621 637 716 760 717 755 791 854
Visitor Spending by Commaodity Purchased ($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.
*QOther 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

2002 2004 2006 2008 2010 2011 2012 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 ($Million)
Hotel, Motel 435 498 599 635 664 622 687 727
Campground 48 49 44 40 42 42 44 43
Private Home 40 54 60 63 66 69 71 74
Vacation Home 71 77 96 104 104 108 110 111
Destination Spending 595 678 798 841 876 841 910 955
Visitor Spending by Commaodity Purchased ($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 ($Million)
Accom. & Food Serv. 121 138 159 174 170 174 187 199
Arts, Ent. & Rec. 63 67 79 86 84 85 88 94
Retail * * 15 17 19 19 20 19 20 20
Ground Tran. 2 2 3 3 3 3 3 3
Visitor Air Tran. 12 5 7 10 8 12 13 17
Other Travel* 5 3 4 5 3 4 4 5
Total Earnings 219 234 270 297 288 296 315 338
Industry Employment Generated by Travel Spending (Jobs)
Accom. & Food Serv. 5,740 6,170 6,570 6,390 6,120 6,220 6,400 6,570
Arts, Ent. & Rec. 1,780 1,850 1,940 1,910 1,830 1,870 1,880 1,900
Retail* * 690 730 770 750 750 710 740 750
Ground Tran. 80 80 100 100 90 90 90 20
Visitor Air Tran. 210 120 140 170 130 190 200 220
Other Travel* 110 80 80 90 50 60 60 60
Total Employment 8,590 9,040 9,590 9,420 8,970 9,140 9,370 9,590
Government Revenue Generated by Travel Spending ($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.
*QOther Travel includes resident air travel and travel agencies. * *Retail includes gasoline.
The Central District includes Chaffee, Fremont, Gunnison, Hinsdale, Lake, Park and Pitkin counties.

PAGE 28 DEAN RUNYAN ASSOCIATES





South Central District
Overnight Travel Impacts, 2002-2013

2002 2004 2006 2008 2010 2011 2012 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 ($Million)
Hotel, Motel 107 112 126 149 155 168 179 177
Campground 25 26 27 25 26 26 27 26
Private Home 37 61 65 69 72 75 76 77
Vacation Home 12 14 19 21 20 21 22 21
Destination Spending 182 213 237 265 273 290 303 301
Visitor Spending by Commaodity Purchased ($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.
*QOther 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

2002 2004 2006 2008 2010 2011 2012 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 Commaodity 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 5850 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.
*QOther 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

2002 2004 2006 2008 2010 2011 2012 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 Commaodity Purchased ($Million)
Accommodations 653 645 869 1,057 940 1,043 1,105 1,219
Food Service 588 672 791 884 920 1,008 1,077 1,166
Food Stores 107 138 153 174 172 190 199 209
Local Tran. & Gas 549 685 877 1,021 923 1,042 1,062 1,085
Arts, Ent. & Rec. 377 445 496 522 516 552 576 606
Retail Sales 517 562 625 642 650 702 733 773
Visitor Air Tran. 908 961 1,145 1,241 1,185 1,329 1,398 1,484
Destination Spending 3,608 4,109 4,956 5,539 5,305 5864 6,151 6,541
Industry Earnings Generated by Travel Spending ($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 1610 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 5850 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.

*QOther Travel includes resident air travel and travel agencies. * *Retail includes gasoline.
DistrictThe Denver District includes Adams, Arapahoe, Boulder, Broomfield, Denver, Douglas and

Jefferson counties.
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El Paso/Teller District
Overnight Travel Impacts, 2002-2013

2002 2004 2006 2008 2010 2011 2012 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 ($Million)
Hotel, Motel 586 641 668 766 740 806 788 812
Campground 35 38 39 36 35 35 37 35
Private Home 156 238 273 287 285 300 304 302
Vacation Home 19 21 25 27 27 28 28 28
Destination Spending 796 937 1,005 1,115 1,087 1,168 1,156 1,176
Visitor Spending by Commaodity Purchased ($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.
*QOther 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

2002 2004 2006 2008 2010 2011 2012 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 ($Million)
Hotel, Motel 54 52 58 65 60 70 78 103
Campground 6 7 7 7 7 7 7 7
Private Home 55 92 105 114 119 124 128 130
Vacation Home 4 5 6 8 7 8 8 8
Destination Spending 119 155 176 194 192 209 221 247
Visitor Spending by Commaodity Purchased ($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.
*QOther Travel includes resident air travel and travel agencies. * *Retail includes gasoline.
The Northeast District includes Logan, Morgan, Phillips, Sedgwick, Washington, Weld and Yuma counties.
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Southeast District
Overnight Travel Impacts, 2002-2013

2002 2004 2006 2008 2010 2011 2012 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 ($Million)
Hotel, Motel 31 33 37 44 44 59 86 105
Campground 4 4 5 4 4 4 4 4
Private Home 42 55 60 64 66 68 69 72
Vacation Home 7 6 8 10 10 10 10 10
Destination Spending 85 99 109 121 123 141 170 191
Visitor Spending by Commaodity Purchased ($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.
*QOther 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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V. COUNTY OVERNIGHT VISITOR IMPACTS
1998-2013
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County Overnight Travel Impacts, 1998-2013

1998 2000 2002 2004 2006 2008 2010 2011 2012 2013
Adams
Travel Spending ($M) 160.3 194.0 219.6 262.3 318.4 342.6 298.9 329.8 347.5 382.8
Earnings ($M) 41.9 50.5 60.1 67.4 77.9 80.5 73.7 77.9 82.3 94.2
Employment (jobs) 2,780 3,020 3,370 3,690 3,830 3,870 3,530 3,600 3,770 4,400
Local Taxes ($M) 6.3 8.4 10.4 11.9 14.0 15.2 13.4 14.2 15.4 17.9
State Taxes ($M) 8.4 8.6 9.2 10.4 11.9 12.1 11.1 11.5 11.9 12.9
Alamosa
Travel Spending ($M) 20.3 20.2 19.8 23.4 27.7 29.4 35.8 36.3 39.9 37.0
Earnings ($M) 6.1 5.9 5.8 6.8 7.8 8.1 8.4 8.5 9.0 8.8
Employment (jobs) 530 460 430 460 490 460 470 480 480 460
Local Taxes ($M) 0.7 0.7 0.7 0.8 0.8 0.9 1.2 1.1 1.3 1.2
State Taxes ($M) 0.7 0.6 0.6 0.7 0.8 0.8 1.0 1.0 1.1 1.0
Arapahoe
Travel Spending ($M) 649.5 707.4 606.4 661.0 729.2 779.3 740.1 793.3 841.6 875.2
Earnings ($M) 217.0 237.6 201.7 209.2 214.4 222.6 197.5 208.3 227.0 232.9
Employment (jobs) 8,320 7,970 6,360 6,200 6,050 6460 5900 6,130 6,390 6,550
Local Taxes ($M) 13.7 15.8 13.7 15.5 18.0 20.3 19.3 20.5 22.2 23.6
State Taxes ($M) 21.7 22.2 19.0 20.4 22.6 23.9 22.8 23.7 25.0 25.9
Archuleta
Travel Spending ($M) 23.1 28.6 29.6 34.2 37.8 36.8 40.6 43.7 45.9 47.2
Earnings ($M) 9.4 11.5 12.0 13.9 14.8 14.6 13.7 13.7 14.4 15.6
Employment (jobs) 550 590 600 620 670 610 560 570 560 610
Local Taxes ($M) 0.8 1.0 1.1 1.2 1.5 1.5 1.7 1.8 1.9 2.0
State Taxes ($M) 0.8 0.9 0.9 1.0 1.1 1.1 1.2 1.2 1.3 1.3
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County Overnight Travel Impacts, 1998-2013

1998 2000 2002 2004 2006 2008 2010 2011 2012 2013
Baca
Travel Spending ($M) 2.1 2.0 1.8 2.3 3.0 3.2 3.0 2.9 3.1 3.0
Earnings ($M) 0.5 0.5 0.4 0.5 0.7 0.7 0.5 0.4 0.5 0.5
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 ($M) 2.3 2.7 2.5 3.2 3.5 3.9 3.3 2.9 3.7 3.7
Earnings ($M) 0.6 0.6 0.6 0.8 0.8 0.9 0.7 0.6 0.7 0.8
Employment (jobs) 50 50 50 60 70 70 50 40 50 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 ($M) 305.2 326.2 290.5 328.7 372.9 411.3 392.2 423.8 442.0 461.6
Earnings ($M) 105.2 110.9 99.0 108.6 117.6 134.0 120.3 125.5 133.0 139.1
Employment (jobs) 5,890 5,540 4,750 5,110 5,240 5,430 5,030 5,140 5,220 5,300
Local Taxes ($M) 10.1 11.0 9.9 10.9 14.1 15.7 15.4 18.2 19.1 20.4
State Taxes ($M) 9.4 9.6 8.4 9.2 10.5 11.3 10.9 11.6 12.0 12.6
Broomfield
Travel Spending ($M) 0.0 0.0 40.0 65.1 73.6 78.5 84.6 95.2 100.6 101.0
Earnings ($M) 0.0 0.0 13.5 21.7 24.1 26.8 23.4 23.5 25.2 26.3
Employment (jobs) 0 0 700 1,020 1,110 1,180 1,080 1,060 1,100 1,120
Local Taxes ($M) 0.0 0.0 1.6 2.5 3.2 3.4 3.6 4.1 4.4 4.4
State Taxes ($M) 0.0 0.0 1.0 1.7 1.9 2.1 2.1 2.4 2.5 2.5
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County Overnight Travel Impacts, 1998-2013

1998 2000 2002 2004 2006 2008 2010 2011 2012 2013
Chaffee
Travel Spending ($M) 40.9 449 47.3 50.6 50.7 56.5 56.6 59.6 71.0 75.5
Earnings ($M) 13.5 14.5 15.5 16.2 16.0 18.2 17.6 18.6 19.5 21.0
Employment (jobs) 1,020 980 1,000 990 900 910 870 910 950 970
Local Taxes ($M) 1.3 1.5 1.6 1.6 1.6 1.8 2.0 2.1 2.6 2.8
State Taxes ($M) 1.3 1.4 1.4 1.5 1.5 1.7 1.7 1.7 2.0 2.1
Cheyenne
Travel Spending ($M) 0.9 0.9 0.7 1.0 1.5 1.7 1.6 1.7 1.8 1.8
Earnings ($M) 0.2 0.2 0.2 0.2 0.3 0.3 0.6 0.3 0.4 0.4
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 ($M) 18.6 19.5 18.6 19.9 22.2 23.3 21.5 23.3 25.1 21.9
Earnings ($M) 4.8 4.9 4.7 4.8 5.1 5.3 5.5 5.7 6.3 5.9
Employment (jobs) 370 350 320 300 300 310 300 310 330 290
Local Taxes ($M) 0.5 0.5 0.5 0.5 0.5 0.5 0.5 0.6 0.6 0.5
State Taxes ($M) 0.7 0.7 0.6 0.6 0.7 0.7 0.7 0.7 0.7 0.7
Conejos
Travel Spending ($M) 6.5 5.5 5.6 5.9 7.3 7.5 7.6 7.6 8.2 8.1
Earnings ($M) 2.4 2.0 2.0 2.1 2.5 2.5 2.1 2.0 2.2 2.1
Employment (jobs) 180 130 140 150 180 210 190 150 160 150
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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County Overnight Travel Impacts, 1998-2013

1998 2000 2002 2004 2006 2008 2010 2011 2012 2013
Costilla
Travel Spending ($M) 1.7 4.2 3.0 3.4 3.6 3.7 3.1 3.3 4.0 4.0
Earnings ($M) 0.4 1.2 0.8 0.9 0.9 1.0 0.9 0.9 1.0 1.0
Employment (jobs) 60 120 80 80 80 80 80 80 90 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 ($M) 8.1 8.2 8.1 8.3 8.5 9.5 9.7 10.6 12.7 15.9
Earnings ($M) 2.1 2.0 2.0 2.0 2.0 2.3 2.0 2.0 2.3 2.7
Employment (jobs) 230 190 190 180 170 200 170 160 170 200
Local Taxes ($M) 0.2 0.2 0.2 0.2 0.2 0.2 0.2 0.2 0.3 0.4
State Taxes ($M) 0.2 0.2 0.2 0.2 0.2 0.3 0.3 0.3 0.3 0.4
Delta
Travel Spending ($M) 22.2 23.0 23.3 30.0 36.2 34.3 334 33.5 32.0 31.7
Earnings ($M) 6.9 6.9 7.1 9.0 10.7 10.2 9.6 9.4 9.4 9.4
Employment (jobs) 530 520 480 570 650 560 560 520 520 530
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 0.9 0.8 0.8
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County Overnight Travel Impacts, 1998-2013

1998 2000 2002 2004 2006 2008 2010 2011 2012 2013
Denver
Travel Spending ($M)  3,066.4  3,580.2 3,199.3  3,484.8 4,209.8 4,651.7 4,530.8 5,034.6 5,245.4 5,581.1
Earnings ($M) 1,022.4 1,081.6 1,092.7 1,1240 1,290.1 1,310.6 1,223.2 1,269.8 1,364.6 1,585.1
Employment (jobs) 27,150 27,540 24,540 26,310 28,360 30,730 27,970 28,610 29,430 31,010
Local Taxes ($M) 87.2 100.0 93.7 101.8 137.6 160.3 156.4 171.4 177.3 190.6
State Taxes ($M) 56.2 58.6 53.5 56.9 67.6 73.7 71.3 76.7 80.5 88.0
Dolores
Travel Spending ($M) 2.1 2.6 3.1 3.3 3.4 3.5 3.7 3.8 4.6 4.7
Earnings ($M) 0.5 0.6 0.7 0.8 0.8 0.8 0.7 0.8 0.9 0.9
Employment (jobs) 70 60 80 80 80 70 50 50 60 60
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 ($M) 51.4 84.9 84.5 132.3 165.8 214.3 204.0 217.3 243.2 261.0
Earnings ($M) 12.2 21.2 21.5 33.1 40.1 54.0 52.3 55.2 57.4 60.1
Employment (jobs) 700 1,150 1,090 1,630 1,960 2,500 2,450 2,500 2,570 2,640
Local Taxes ($M) 0.9 1.8 2.0 3.0 4.0 5.6 5.8 6.3 7.1 8.0
State Taxes ($M) 2.5 3.2 3.1 4.4 5.3 6.5 6.3 6.5 7.1 7.5
Eagle
Travel Spending ($M) 589.7 573.6 587.3 636.2 728.7 775.0 736.4 793.6 863.4 897.8
Earnings ($M) 186.2 176.0 156.6 165.2 182.7 210.2 188.8 195.2 206.4 216.4
Employment (jobs) 7,620 6,840 6,350 6,390 6,580 7,020 6,430 6,510 6,830 6,870
Local Taxes ($M) 26.4 23.0 23.8 23.1 26.8 29.1 27.5 29.7 32.9 34.7
State Taxes ($M) 15.8 15.2 14.6 15.6 17.7 19.2 18.0 19.2 21.0 22.0
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County Overnight Travel Impacts, 1998-2013

1998 2000 2002 2004 2006 2008 2010 2011 2012 2013
El Paso
Travel Spending ($M) 911.5 977.7 810.1 956.7 1,027.2 1,138.5 1,086.1 1,154.7 1,138.3 1,131.8
Earnings ($M) 199.4 211.5 180.1 208.6 221.0 252.3 246.1 265.2 268.7 286.5
Employment (jobs) 12,430 11,930 9450 10,940 10,980 11,900 11,130 11,710 11,900 12,450
Local Taxes ($M) 18.7 20.5 18.5 22.2 28.2 31.3 31.3 32.9 32,5 33.4
State Taxes ($M) 24.9 25.8 21.4 24.6 26.1 28.4 28.0 29.4 29.1 29.9
Elbert
Travel Spending ($M) 62.8 61.6 57.7 60.4 63.8 67.2 57.2 59.2 61.8 67.0
Earnings ($M) 20.5 21.6 19.3 19.4 19.2 19.6 12.4 12.1 12.7 14.2
Employment (jobs) 900 850 700 610 570 550 370 360 370 400
Local Taxes ($M) 0.6 0.5 0.6 0.8 0.9 1.5 1.6 1.6 1.7 1.8
State Taxes ($M) 1.4 1.3 1.3 1.3 1.5 1.6 1.5 1.5 1.5 1.7
Fremont
Travel Spending ($M) 36.9 40.4 40.6 46.5 55.1 57.1 55.4 56.7 57.5 58.8
Earnings ($M) 10.5 11.2 11.4 12.6 14.6 15.4 15.0 15.4 14.8 14.0
Employment (jobs) 860 850 840 890 1,010 960 910 900 870 800
Local Taxes ($M) 0.8 0.9 1.0 1.1 1.3 1.4 1.3 1.3 1.3 1.4
State Taxes ($M) 1.3 1.3 1.3 1.4 1.7 1.7 1.7 1.7 1.7 1.7
Garfield
Travel Spending ($M) 52.7 60.6 85.6 97.0 125.5 145.0 121.2 132.0 143.9 144.2
Earnings ($M) 15.8 18.0 26.8 29.5 36.8 43.5 36.1 36.7 39.0 40.9
Employment (jobs) 1,030 990 1,370 1,410 1,590 1,650 1,430 1,440 1,510 1,580
Local Taxes ($M) 1.7 2.0 3.3 3.6 5.1 5.8 5.1 5.4 6.0 6.1
State Taxes ($M) 2.1 2.2 2.9 3.2 4.0 4.4 3.8 4.0 4.3 4.3
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County Overnight Travel Impacts, 1998-2013

1998 2000 2002 2004 2006 2008 2010 2011 2012 2013
Gilpin
Travel Spending ($M) 91.6 120.8 140.6 133.1 129.1 121.0 109.5 116.5 124.4 132.4
Earnings ($M) 32.9 43.2 50.3 45.7 45.3 459 50.6 48.8 49.2 47.3
Employment (jobs) 1,400 1,670 1,770 1,570 1,570 1,530 1,660 1,660 1,690 1,670
Local Taxes ($M) 0.5 0.8 0.9 0.8 0.8 0.8 0.9 0.9 1.0 1.0
State Taxes ($M) 1.1 1.5 1.7 1.6 1.6 1.5 1.6 1.6 1.6 1.6
Grand
Travel Spending ($M) 139.6 153.5 158.8 165.8 195.2 200.0 179.4 209.4 223.0 231.4
Earnings ($M) 45.4 49.5 51.5 52.6 60.3 63.1 59.4 61.4 64.0 70.3
Employment (jobs) 2,820 2,780 2,620 2,400 2,560 2,560 2,370 2,460 2,540 2,660
Local Taxes ($M) 4.9 5.4 5.6 5.7 6.6 6.7 5.9 7.0 7.4 7.8
State Taxes ($M) 3.9 4.2 4.2 4.3 5.0 5.1 4.6 5.2 5.5 5.8
Gunnison
Travel Spending ($M) 82.6 85.3 83.2 120.3 138.5 136.4 136.2 142.4 149.8 156.5
Earnings ($M) 29.0 29.3 34.3 37.1 42.6 41.0 36.1 37.3 40.1 42.4
Employment (jobs) 1,680 1,640 1,620 2,110 2,240 2,060 1,800 1,820 1,890 1,960
Local Taxes ($M) 2.4 2.4 2.4 4.1 4.7 4.9 5.0 5.1 5.5 5.7
State Taxes ($M) 2.0 2.0 2.0 2.8 3.2 3.1 3.1 3.2 3.4 3.5
Hinsdale
Travel Spending ($M) 8.4 9.2 9.5 9.5 10.5 10.1 10.5 10.8 11.5 11.4
Earnings ($M) 4.6 5.0 5.3 5.2 5.6 5.5 5.2 7.1 7.6 6.9
Employment (jobs) 390 370 380 320 340 300 290 420 440 450
Local Taxes ($M) 0.3 0.3 0.3 0.4 0.4 0.4 0.4 0.4 0.5 0.5
State Taxes ($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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County Overnight Travel Impacts, 1998-2013

1998 2000 2002 2004 2006 2008 2010 2011 2012 2013
Huerfano
Travel Spending ($M) 8.1 8.7 8.1 8.8 9.6 10.2 9.4 12.6 13.3 13.3
Earnings ($M) 2.9 3.1 2.9 2.9 3.0 3.1 2.5 3.1 3.2 3.3
Employment (jobs) 220 220 170 160 170 180 150 170 180 180
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 ($M) 2.4 3.2 3.2 3.1 3.4 3.8 3.9 4.0 4.1 4.6
Earnings ($M) 1.5 2.0 2.0 1.9 2.1 2.3 2.3 2.3 2.4 2.7
Employment (jobs) 90 120 100 90 90 90 100 100 100 110
Local Taxes ($M) 0.0 0.1 0.1 0.1 0.1 0.1 0.1 0.1 0.1 0.2
State Taxes ($M) 0.1 0.1 0.1 0.1 0.1 0.1 0.1 0.1 0.1 0.1
Jefferson
Travel Spending ($M) 358.9 424.5 397.3 390.2 465.8 515.0 447.5 499.6 508.9 551.0
Earnings ($M) 109.1 127.7 121.1 108.7 121.2 133.9 124.2 128.9 134.0 142.7
Employment (jobs) 6,020 6,490 5,790 4980 5,170 5400 4,930 4,950 5,010 5,320
Local Taxes ($M) 10.4 13.0 12.6 10.3 13.5 14.6 12.9 14.1 14.6 16.5
State Taxes ($M) 15.5 16.3 15.1 14.7 16.8 17.5 15.9 16.7 16.9 18.1
Kiowa
Travel Spending ($M) 0.7 0.7 0.7 0.8 0.9 0.9 0.8 0.9 0.7 1.0
Earnings ($M) 0.2 0.2 0.2 0.3 0.3 0.3 0.3 0.3 0.2 0.3
Employment (jobs) 20 20 20 20 20 20 20 20 10 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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County Overnight Travel Impacts, 1998-2013

1998 2000 2002 2004 2006 2008 2010 2011 2012 2013
Kit Carson
Travel Spending ($M) 10.6 10.9 11.2 12.5 10.7 13.0 13.8 13.8 16.7 17.8
Earnings ($M) 4.1 4.1 4.3 4.6 3.5 4.4 4.6 4.9 5.3 5.5
Employment (jobs) 310 270 260 260 190 210 220 220 240 240
Local Taxes ($M) 0.1 0.1 0.2 0.2 0.2 0.3 0.3 0.3 0.4 0.4
State Taxes ($M) 0.4 0.4 0.4 0.4 0.4 0.4 0.5 0.5 0.5 0.6
La Plata
Travel Spending ($M) 162.4 173.0 152.0 189.5 211.8 229.1 218.1 231.2 249.0 253.5
Earnings ($M) 59.6 61.3 54.2 67.9 64.4 70.2 68.6 74.4 79.0 86.4
Employment (jobs) 3,630 3,420 2,740 3,050 2,900 2,840 2,660 2,770 2,880 2,990
Local Taxes ($M) 4.7 5.2 4.5 5.3 6.2 6.6 6.3 6.5 7.0 7.2
State Taxes ($M) 4.6 4.7 4.0 4.8 5.1 5.3 5.1 5.2 5.6 5.8
Lake
Travel Spending ($M) 15.9 21.6 21.8 21.9 25.1 28.8 27.4 26.3 30.5 29.1
Earnings ($M) 4.7 7.1 7.2 7.0 7.9 9.5 8.3 8.5 8.8 8.7
Employment (jobs) 310 420 400 350 370 390 340 340 360 350
Local Taxes ($M) 0.4 0.5 0.6 0.5 0.6 0.7 0.7 0.7 0.8 0.7
State Taxes ($M) 0.5 0.6 0.6 0.6 0.7 0.8 0.8 0.7 0.8 0.8
Larimer
Travel Spending ($M) 285.5 319.4 310.4 365.3 436.7 448.7 432.6 477.3 515.3 536.7
Earnings ($M) 81.7 90.2 88.3 102.6 120.5 125.4 125.4 132.2 142.0 150.5
Employment (jobs) 6,360 6,290 5,850 6,510 6,860 6,930 6,750 6,850 7,180 7,320
Local Taxes ($M) 7.4 8.7 8.5 9.6 11.8 11.8 11.7 14.2 15.0 15.8
State Taxes ($M) 9.1 9.6 9.1 10.3 12.3 12.4 12.2 13.1 14.1 14.8
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County Overnight Travel Impacts, 1998-2013

1998 2000 2002 2004 2006 2008 2010 2011 2012 2013
Las Animas
Travel Spending ($M) 13.7 15.1 15.2 17.9 27.7 35.8 33.4 36.6 35.2 36.1
Earnings ($M) 5.0 5.4 5.6 6.3 9.6 12.9 11.8 11.5 11.0 11.3
Employment (jobs) 410 420 390 430 630 770 670 650 610 610
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 1.1 1.0 1.1
Lincoln
Travel Spending ($M) 8.8 10.4 10.5 12.1 16.6 19.0 18.2 31.0 50.3 68.0
Earnings ($M) 1.8 2.2 2.3 2.4 3.1 3.4 3.5 4.1 5.4 6.7
Employment (jobs) 150 170 180 170 210 210 200 230 300 350
Local Taxes ($M) 0.2 0.2 0.2 0.2 0.3 0.3 0.4 0.7 1.2 1.8
State Taxes ($M) 0.5 0.5 0.5 0.6 0.7 0.7 0.7 1.0 1.5 1.9
Logan
Travel Spending ($M) 15.5 14.9 17.2 18.6 20.5 21.7 21.7 20.6 24.5 23.8
Earnings ($M) 5.2 4.8 5.7 6.0 6.3 6.9 6.4 5.9 6.8 7.0
Employment (jobs) 390 330 380 400 400 380 350 330 380 380
Local Taxes ($M) 0.4 0.4 0.5 0.5 0.5 0.6 0.6 0.5 0.7 0.7
State Taxes ($M) 0.5 0.5 0.5 0.6 0.6 0.6 0.6 0.6 0.7 0.7
Mesa
Travel Spending ($M) 115.8 127.7 133.2 180.4 223.8 272.8 240.0 252.0 266.5 269.1
Earnings ($M) 32.3 34,5 38.8 43.7 52.8 64.6 57.1 54.9 58.1 61.2
Employment (jobs) 2,470 2,400 2,470 2,700 3,020 3,340 2,910 2,850 2,900 3,000
Local Taxes ($M) 3.9 4.2 4.7 5.4 6.7 8.6 7.4 7.5 7.9 8.0
State Taxes ($M) 3.8 3.8 4.0 4.5 5.5 6.4 5.6 5.6 5.9 6.0
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County Overnight Travel Impacts, 1998-2013

1998 2000 2002 2004 2006 2008 2010 2011 2012 2013
Mineral
Travel Spending ($M) 8.8 11.5 12.2 11.8 12.4 12.6 13.7 12.7 13.8 12.7
Earnings ($M) 2.8 3.6 3.9 3.7 3.9 4.1 4.3 4.3 4.5 4.3
Employment (jobs) 250 260 320 290 290 290 300 270 290 270
Local Taxes ($M) 0.3 0.4 0.4 0.4 0.4 0.4 0.5 0.4 0.5 0.4
State Taxes ($M) 0.2 0.3 0.3 0.3 0.3 0.3 0.3 0.3 0.3 0.3
Moffat
Travel Spending ($M) 19.2 18.5 16.7 22.4 31.4 34.5 26.1 30.6 37.0 34.0
Earnings ($M) 4.8 4.4 4.0 5.4 7.6 8.6 7.7 7.6 8.8 8.6
Employment (jobs) 480 400 350 440 580 590 500 480 530 520
Local Taxes ($M) 0.6 0.5 0.5 0.7 1.0 1.1 0.8 1.0 1.2 1.1
State Taxes ($M) 0.6 0.5 0.5 0.6 0.9 1.0 0.7 0.8 1.0 0.9
Montezuma
Travel Spending ($M) 53.6 64.0 53.6 60.3 72.4 75.8 70.0 73.9 77.0 84.4
Earnings ($M) 13.8 16.3 13.3 14.9 17.7 18.5 17.0 18.0 17.9 19.1
Employment (jobs) 1,140 1,260 970 1,040 1,150 1,090 990 1,020 970 1,010
Local Taxes ($M) 1.4 2.0 1.8 1.9 2.2 2.3 2.1 2.1 2.2 2.4
State Taxes ($M) 1.7 1.9 1.5 1.7 2.0 2.0 1.9 2.0 2.0 2.2
Montrose
Travel Spending ($M) 57.5 63.9 59.9 76.8 91.9 98.9 103.1 103.1 103.8 110.0
Earnings ($M) 13.9 14.8 26.2 21.2 25.9 23.8 21.2 17.2 18.3 19.3
Employment (jobs) 1,030 1,020 1,150 1,190 1,260 970 810 740 800 850
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 2.3 2.4 2.4
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County Overnight Travel Impacts, 1998-2013

1998 2000 2002 2004 2006 2008 2010 2011 2012 2013
Morgan
Travel Spending ($M) 15.8 18.2 16.6 22.0 22.8 249 20.1 22.0 24.2 26.4
Earnings ($M) 4.5 5.2 4.8 6.2 5.9 6.5 6.1 6.1 6.7 7.2
Employment (jobs) 430 450 380 490 450 480 450 430 460 480
Local Taxes ($M) 0.3 0.4 0.4 0.5 0.5 0.5 0.4 0.5 0.5 0.6
State Taxes ($M) 0.7 0.7 0.7 0.8 0.8 0.8 0.7 0.7 0.8 0.9
Otero
Travel Spending ($M) 12.5 12.6 10.7 14.2 15.0 16.9 18.0 19.0 19.6 19.9
Earnings ($M) 3.9 3.8 3.2 4.1 4.1 4.8 4.9 4.8 4.8 4.9
Employment (jobs) 360 320 220 290 280 310 310 290 270 270
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 0.5 0.6 0.6
Ouray
Travel Spending ($M) 17.6 21.5 20.9 221 221 27.8 28.3 29.3 32.3 33.3
Earnings ($M) 6.4 7.8 7.6 8.0 7.7 10.0 8.8 8.5 9.4 9.9
Employment (jobs) 440 490 440 400 380 460 420 400 430 460
Local Taxes ($M) 0.7 0.8 0.8 0.8 0.9 1.1 1.4 1.4 1.5 1.6
State Taxes ($M) 0.5 0.7 0.6 0.7 0.7 0.8 0.8 0.8 0.9 0.9
Park
Travel Spending ($M) 13.0 14.3 14.9 15.7 17.6 19.6 19.8 21.3 21.6 22.0
Earnings ($M) 5.1 5.5 5.8 5.9 6.4 7.2 6.1 6.0 6.1 6.0
Employment (jobs) 470 460 430 470 500 520 490 420 410 410
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

1998 2000 2002 2004 2006 2008 2010 2011 2012 2013
Phillips
Travel Spending ($M) 2.3 2.5 2.3 3.2 3.9 4.4 3.9 4.4 4.4 4.5
Earnings ($M) 0.5 0.5 0.5 0.6 0.7 0.7 0.8 0.8 0.8 0.9
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 ($M) 359.5 385.3 392.0 428.6 517.7 552.7 586.6 539.7 584.9 619.0
Earnings ($M) 127.0 135.3 139.0 149.4 176.4 200.2 199.5 203.5 217.7 239.1
Employment (jobs) 4,120 4,040 3,920 3,900 4,220 4290 4280 4,330 4,450 4,660
Local Taxes ($M) 11.0 11.9 13.0 16.0 19.8 21.3 24.0 22.7 24.8 26.4
State Taxes ($M) 8.6 9.2 9.2 10.0 12.1 13.1 13.7 12.7 13.8 14.7
Prowers
Travel Spending ($M) 13.4 13.3 12.2 13.5 13.6 14.3 14.0 16.5 19.9 18.7
Earnings ($M) 5.9 5.8 5.3 5.8 5.8 6.4 6.6 7.4 8.8 8.3
Employment (jobs) 440 400 370 410 430 400 410 450 550 540
Local Taxes ($M) 0.4 0.4 0.3 0.4 0.4 0.4 0.4 0.5 0.6 0.5
State Taxes ($M) 0.4 0.4 0.3 0.3 0.3 0.4 0.4 0.4 0.5 0.5
Pueblo
Travel Spending ($M) 84.9 92.9 92.3 113.5 119.2 134.7 138.3 149.8 149.4 150.6
Earnings ($M) 30.9 32.9 335 39.9 40.4 46.2 46.6 49.4 51.0 51.5
Employment (jobs) 2,010 1,940 1,860 2,080 2,010 2,060 1,990 2,050 2,010 2,040
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 4.3 4.4
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County Overnight Travel Impacts, 1998-2013

1998 2000 2002 2004 2006 2008 2010 2011 2012 2013
Rio Blanco
Travel Spending ($M) 8.1 10.3 10.0 14.1 12.3 17.0 13.7 13.5 14.5 15.7
Earnings ($M) 3.6 4.6 4.4 6.4 5.3 7.7 7.2 6.1 6.6 7.0
Employment (jobs) 240 290 200 280 210 260 220 210 230 230
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 ($M) 12.6 13.5 14.3 16.5 17.4 17.8 18.3 18.1 22.2 18.4
Earnings ($M) 4.9 5.2 5.6 6.3 6.3 6.4 6.3 5.8 6.9 6.9
Employment (jobs) 430 410 400 450 410 400 360 320 370 400
Local Taxes ($M) 0.5 0.5 0.6 0.6 0.6 0.6 0.7 0.6 0.8 0.7
State Taxes ($M) 0.5 0.5 0.5 0.5 0.6 0.6 0.6 0.6 0.7 0.6
Routt
Travel Spending ($M) 209.7 220.5 234.6 249.9 296.6 322.7 273.2 291.0 2949 316.3
Earnings ($M) 98.6 101.8 125.2 104.5 122.9 130.7 123.3 130.0 140.6 148.4
Employment (jobs) 3,770 3,600 3,720 3,280 3,620 3,510 3,340 3,480 3,690 3,730
Local Taxes ($M) 7.5 7.9 8.6 9.0 10.6 11.6 9.5 10.1 10.2 11.1
State Taxes ($M) 5.7 5.8 6.2 6.1 7.2 7.7 6.6 7.0 7.2 7.8
Saguache
Travel Spending ($M) 3.5 3.9 4.2 4.9 5.3 5.6 6.0 6.3 6.8 6.9
Earnings ($M) 1.0 1.1 1.1 1.3 1.4 1.5 1.7 1.6 1.7 1.8
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

1998 2000 2002 2004 2006 2008 2010 2011 2012 2013
San Juan
Travel Spending ($M) 11.7 12.5 11.9 10.6 12.8 11.6 12.1 13.1 13.2 14.2
Earnings ($M) 2.9 3.1 3.0 2.6 3.1 2.8 3.3 3.2 3.2 3.3
Employment (jobs) 200 220 200 170 200 170 160 170 160 170
Local Taxes ($M) 0.3 0.4 0.3 0.3 0.4 0.3 0.4 0.4 0.4 0.5
State Taxes ($M) 0.3 0.3 0.3 0.3 0.3 0.3 0.3 0.3 0.3 0.4
San Miguel
Travel Spending ($M) 87.1 105.5 106.2 107.2 121.6 135.3 123.0 138.4 141.9 171.3
Earnings ($M) 29.8 36.0 37.0 35.9 39.3 44.6 46.3 54.6 54.9 61.6
Employment (jobs) 1,190 1,390 1,380 1,210 1,240 1,300 1,310 1,430 1,450 1,570
Local Taxes ($M) 2.3 3.8 3.7 4.0 4.5 5.2 4.7 5.4 5.5 6.8
State Taxes ($M) 2.3 2.8 2.7 2.7 3.0 3.4 3.2 3.6 3.7 4.4
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 ($M) 438.5 486.9 461.8 484.0 565.4 616.3 585.9 615.3 641.6 700.1
Earnings ($M) 122.1 134.4 128.0 132.5 149.5 166.5 151.6 161.7 164.4 176.9
Employment (jobs) 6,790 6,920 6,300 6,180 6380 6,360 6,100 6,490 6,600 6,810
Local Taxes ($M) 15.3 18.3 17.3 17.9 21.3 24.2 23.0 24.9 26.1 28.9
State Taxes ($M) 13.2 14.5 13.4 14.0 16.3 17.8 16.8 17.5 18.2 19.9
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County Overnight Travel Impacts, 1998-2013

1998 2000 2002 2004 2006 2008 2010 2011 2012 2013
Teller
Travel Spending ($M) 96.2 86.1 87.0 99.3 102.6 106.0 109.6 124.9 129.1 138.2
Earnings ($M) 35.7 31.2 32.1 35.0 36.4 40.3 40.0 42.7 44.3 43.8
Employment (jobs) 1,900 1,540 1,420 1,440 1,470 1,550 1,520 1,580 1,620 1,530
Local Taxes ($M) 0.7 0.7 0.6 0.7 0.8 0.8 0.9 1.0 1.0 1.1
State Taxes ($M) 1.5 1.3 1.3 1.5 1.6 1.7 1.7 1.8 1.9 1.9
Washington
Travel Spending ($M) 1.7 2.0 1.7 2.4 2.6 2.6 2.6 2.7 2.7 2.8
Earnings ($M) 0.5 0.5 0.5 0.7 0.7 0.7 0.5 0.5 0.5 0.6
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 ($M) 68.9 75.9 75.8 102.6 117.8 131.1 135.8 150.0 155.9 180.1
Earnings ($M) 19.7 21.3 21.5 28.3 31.7 36.3 34.6 37.6 39.1 43.9
Employment (jobs) 1,790 1,760 1,610 1,970 2,170 2,330 2,120 2,240 2,280 2,460
Local Taxes ($M) 1.4 1.6 1.7 2.2 2.7 3.0 3.2 3.6 3.7 4.5
State Taxes ($M) 2.5 2.5 2.4 3.0 3.4 3.7 3.8 4.1 4.2 4.9
Yuma
Travel Spending ($M) 5.0 5.7 6.0 6.2 8.0 8.1 7.2 8.2 8.0 8.4
Earnings ($M) 1.7 1.9 2.1 2.0 2.5 2.5 2.5 2.7 2.7 2.6
Employment (jobs) 170 170 180 170 190 160 170 190 170 170
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

Earnings

Employment

Local Tax
Receipts

State Tax
Receipts

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.

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 associated with the above earnings; this includes
both full- and part-time positions of wage and salary workers
and proprietors.

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.

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, Travelers staying in hotels, motels, resorts, bed & breakfast
B&B 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 Both in-state and out-of-state residents whose trip does not
Travel 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.

e 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.

o 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.

o 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 Farnings 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.

e Industry Earnings Generated by Travel Spendingincludes the payroll,
other earned benefits and proprietor income of all employees in that
industry classification.

e Industry Employment Generated by Travel Spendingincludes 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.
e 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.

e 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.

e 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.

e 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 payrol'
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.

PAGE 60 DEAN RUNYAN ASSOCIATES





APPENDIX C

TRAVEL IMPACT INDUSTRIES MATCHED TO 2007 NAICS

Approximate

Pct. Travel
TRAVEL NAICS INDUSTRIES* (code) 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/na

DEAN RUNYAN ASSOCIATES

PAGE 61






Taxable Sales (Millions)

$75
$70
$65
$60
$55
$50
$45
$40
$35
$30
$25
$20
$15
$10

$5

$0

Mountain Town Taxable Sales

July 2014 vs. July 2013

$69.8

= Taxable Sales July, 2014

=== Percent change from July, 2013

Town
(Rank Ordered by Percent Change)

30%
- 25%
20%
Taxable Sales may be heavily influenced,
particularly in small markets, by audits, lagging tax
reporting, the addition or subtraction of big box
retailers and contruction / development peaks and| | 15%
troughs. Additionally, substantial corporate il
transcations often have trickle-down effects to the
Consumer Tax level
9.5%
% 10%
- 5%
- 0%
-5%
> @ o @ N QS @
N . S Q N
N (,\\\b% \é\% & &3‘/} S <8
S X & € $
Q;\QS’ 5N & ¥

Percent Change





Taxable Sales (Millions)

Mountain Town Taxable Sales
May-July '14 vs May-July "13

$225 25%
1 Taxable Sales May-July 2013/14
$200
et Percent change from May-July 2012/13
$175 19.2% 20%
$150
- 15%
0
$125 s&
100 - >
$ 01% || $ N o
_.0% D o
g S 1y
[l B3% | 7.6%
$75 - N 7.2 | o] i A —
\ 0, ﬁ?’q’
e o
“ o
N- W Sy o
0 o S (R o | .
\¢
®
" %
$25 -— — — a2 - [ | | | | | | — > .
%’)' g\'\o s;\\‘
= I |
$0 | I 0%
@ O ¥ Q @ @ @ & @ N Q & N @ @ Q & N NG
gz%% & & & & @ § %§Qq & S %QQQ% & & & B &
Q)c}?’ @\{\\' Q)%\?) & & & p & ® ocb & (§QJ Q ‘(f"‘@ y@q
o & § N & &
X s c:‘,\é§ Q\Q;Q @0
Town

(Rank Ordered by Percent Change)

Percent Change





Taxable Sales (Millions)

Mountain Town Taxable Lodging Sales
July 2014 vs. July 2013

$15.2

$16 45%
= Taxable Lodging Sales July, 2014
\ =g Percent Change From July, 2013 - 40%
$14 Extreme outliers in year-over-year data
may occur when data is submitted late,
accrual dates change or other similar - 359
$12.5 situations occur. Seasonal (long look) °
data over extended periods such as that
$12 found in the November - April report
(next page) provide a more stabilized - 30%
view of year-over-year sales.
$10 - : 25%
20%
$8 14.8% §7.5
A
13.6% ]l 13.2% p ¥ 9
1354 ] 1524 a0 iz 1
11.3% A
$6 | 9.9% 11 9.6%
$5.3 10%
“ | $38 | 5%
$2.9 $3.1
0%
$2 i B —— I [~ $1.4 7] I T g 14
-59
|$o.7 $1.0 0.7 %
$0 | I | I -10%
& & & E S F D E S E S S E S S s
S M SN RS A & & ¥ & & 5 & S ¥ &
F L @é N $ & 0 CX o & @ \?g%
& & & S S N 5 N
& N Q & 5
. %@q, %Qo o AN N
Town

(Rank Ordered by Percent Change)

Percent Change





Taxable Sales (Millions)

Mountain Town Taxable Lodging Sales
May-July'14 vs May-July'13

$35 60%

=1 Taxable Lodging Sales May-July 2013/14

© =i Percent change from May-July 2012/13 40%
$30 N
’—‘ 13.0%
16.2% | 15.7% -15.3% _ 909
12.3% || 12.1% 9 o 12.8% |- 20%
N — 10.4% || 10.1% RS
$25 36% |4 oo | T
% Y1 -0.4%
< - 0%
$20 - 1 A» -20%
<
-40%
$15 - & ! o o
L)
N
g;\
- -60%
$10
N -80%
S R
= oo -100.0%
S <
$5 -« —] _ -100.0%
‘;\,‘P S " o ‘Q}» -100%
5&\. sa\. ‘&\QP
1 O il
$0 -120%
& N @ & o Q N 2 @ & @ o L @ QL ¥ Q QL “@
gb\» 8% A%\(b% §Q% <<‘\<°(’ < \? 6%\}% ({\\b(‘ﬁ Q\\(\Q‘ \(@xﬁ\ &é\% Q«@ \\é@ N \é@ %Q‘b ()0\3&\ ?30 \Q)Q‘)b
P & E S PG CTE& ¥ E e &
® & & & & & ° & S
Town

(Rank Ordered by Percent Change)

Percent Change






BB

ASSOCIATES

Changing Consumer
Demographics in the Ski Industry

CAST Meeting Durango, CO

8/29/14





A Brief Industry Overview






U.S. and Canadian Skier/Snowboarder Visits:
1996/97 to 2013/14
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Total Active Participants: 1996/97 to 2013/14

106 464
9.9
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Estimated Market Size for Downhill Snow Sports in the U.S.

3.2% of population ACTIVE

6.3% of population LAPSED

Socio-Economic
Match

18% of population
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THE MODEL
1999/2000

VISITS

Beginner
10%

~ 1572

Core
65%

5%

Revival
25%

Annual Growth in
Trial=0.0%

Lapsed
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Number of First Time Participants: 1996/97 to 2013/14
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THE MODEL
2012/2013
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Visitation Projections from
2013/14 through 2029/30: Decline vs. Growth
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Trial Goals Translated

*On average we see about 1,000,000 -<Based on a 6% growth in trial we
first timers in any given season. would like to see an additional 60,000
first timers on the slopes.






Trends of Note

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






Generational Differences






Percent of Visits by Single Year of Age:
2012/13 vs. 2002/03

m 2012/13
e 2002/03

3.5%

3.0%

2.5%
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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
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The Baby Boomer:

* Born between 1946 and 1964.
e Currently age 50 to 68.
e 23% of population.






Generation X:

* Born between 1965 and 1980.
e Currently age 34 to 49.
e 21% of population.
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Millennials:

* Born after 1980.
* Currently age 33 and under.
e 18-33 year olds are 22% of population.





The Birth of the Teenager in the 20t Century






The 215t 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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What Makes Your Generation Unique?

Millennial Gen X Boomer Silent
1.  Technology use (24%) Technology use (12%) Work ethic (17%) WW I, Depression (14%)
2. Music/Pop culture (11%) Work ethic (11%) Respectful (14%) Smarter (13%)
3. Liberal/tolerant (7%) Conservative/Trad’l (7%) Values/Morals (8%) Honest (12%)
4. Smarter (6%) Smarter (6%) “Baby Boomers” (6%) Work ethic (10%)
5. Clothes (5%) Respectful (5%) Smarter (5%) Values/Morals (10%)

Note: Based on respondents who said their generation was unique/distinct. Items represent individual, open-
ended responses. Top five responses are shown for each age group. Sample sizes for sub-groups are as follows:
Millennials, n=527; Gen X, n=173; Boomers, n=283; Silent, n=205.






Millenials

Gen X

Baby Boomer

PercentIndicating Place Their Cell Phone On or
Right Next to Their Bed When Sleeping

= Percent Who Sleep With Cel

| Phone






Percent of Adults Living Alone by Gender and Age: 1850-2010

AGE 65 AND OLDER
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Diminished Value of Ownership and the
Rise of the Sharing Economy
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Total U.S. Snow Sports Participants by Cohort: 1996/97 to 2013/14
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Total U.S. Snow Sports Participants by Cohort: 1996/97 to 2013/14
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Percent of Total U.S. Participants by Cohort:
1996/97 to 2012/13
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Number of 18 to 39 Year Old Coloradans vs. 18 to 39 Year Old

Colorado Skiers/Snowboarders: 1996/97 to 2012/13
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Is Resort Product in Alignment with Millennial Needs?
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Growing Diversity

Share of Population Growth Attributable
to People of Color by County

_2010-2040

Counties with Projected Increases

in Whites or People of Color

I Al growth attributable to people of color Ra

B 75% 10 99%

B 50% 10 75%

L 25%t050%
Less than 25%

B Counties with Projected Decline
in Whites and People of Color

Notes: Grey aness on the map are places where data is unavailable.
Sources: 2010 Decennial Cersus, Woods & Poole Economics projections data (adjusted using 2010 Census data), Census TIGERALINe, NHGIS, and ESRI






Percent Non-White by Single Year of Age
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Percent Non-White
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Income Inequality and the Aging of Wealth
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Income Inequality and the Aging of Wealth
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Average Net Worth by Age and Year
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Change in Net Worth by Age Group: 1983 to 2010

Generation Y /X Baby Boomers/Silent Generation

74 or older
+149%

56-64
+120%

38-46
20-28 +26%0
+5% -
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Lack of Economic Mobility by Geographic Region
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Percent of Visits Accounted for by Household Income Category:
2007/08to0 2012/13
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ge Lift Ticket Price (weekend)

$100.00
$90.00
$80.00
$70.00
$60.00
$50.00
$40.00

$30.00

U.S. Average Adult Lift Ticket Price (weekend):
2001/02 to 2013/14

$93.33

$86.17 .~

Avg. Season Pass Price:

2000/01 = $625
2012/13 = $717

—o—Avg. Lift Ticket Price (weekend)






Gender Differences in Participation






Visits Accounted for by Gender and Single Year of Age:
2010/11 to 2012/13 Average






Snowboarding Trending Down

e 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)






Average Days Skied or Snowboarded:
1996/97 to 2012/13
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Gender Ratios for Snowboarding Participants:
1996/97 to 2011/12
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Climate Change






Projected Change in Colorado River Basin Snowpack
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Rising Importance of Summer






Rising Importance of Summer
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And what if our
customer base isn’t as
dedicated or engaged
with the product
offerings we can
successfully monetize?






Average Rating of Amenity's Financial Success

Alpine Slide
Water Park
Mountain Coaster

Zip-line/ Canopy TOUr [ S S S S S 7.4
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—————— —

9.1
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Most Important Reason for Trip to Ski Area

Enjoyment of the scenic beauty of the mountain/area
Rest and relaxation

Enjoyment of the ski area resort/town

Visit friends/relatives

Climate/weather

Mountain getaway

General sightseeing/touring

Noncompetitive recreational activity

Group arrangement/family reunion

Combined business/pleasure

National/state park

Hadn't been to the area before, wanted to see it
Business/professional

Special event

Previous experience/annual vacation

Other

S S 26%

13%

PercentResponding






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 areality but poses opportunity
In some areas.

 Mountain towns with strong historical identities
and authentic presence are well positioned to
appeal to a younger generation.






