
1. Roll Call

2. Public Non-Agenda Items

3. Approval of Meeting Minutes from Previous Meetings

3.1. Previous meeting on August 17th was the Board Retreat, no meeting minutes
for approval. 

4. Programs for Review, Approval and/or Heads Up

4.1. Primary Dashboards

4.2. Marketing Dashboards

4.3. Group Sales Dashboard

4.4. Budget Performance Report

4.5. 2024 Business Plan

5. Other Matters Arising

5.1. December Board Meeting

5.2. Committee to Interview Tourism Director Candidates

6. Ajournment

Marketing, Group Sales and Special Events Board
Thursday, October 26, 2023

8:30 AM 
130 Kearns Road

Council Chambers
Agenda

 

 (Limit 3 Minutes Each)

 

 

 

 Primary Dashboards

 Marketing Dashboard
Digital Marketing Dashboard
Public Relations Dashboard

 Group Sales Dashboard

 Budget Performance Report

 2024 Business Plan
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https://legistarweb-production.s3.amazonaws.com/uploads/attachment/pdf/2231990/Primary_Dashboards.pdf
https://legistarweb-production.s3.amazonaws.com/uploads/attachment/pdf/2244535/SMT24-10_Board_Timeline_Aug_Sept_2023_1.2__1_.pdf
https://legistarweb-production.s3.amazonaws.com/uploads/attachment/pdf/2229744/Digital_Marketing_Dashboard.pdf
https://legistarweb-production.s3.amazonaws.com/uploads/attachment/pdf/2229743/Public_Relations_Dashboard.pdf
https://legistarweb-production.s3.amazonaws.com/uploads/attachment/pdf/2229741/Group_Sales_Dashboard.pdf
https://legistarweb-production.s3.amazonaws.com/uploads/attachment/pdf/2231930/Budget_Performance_Report.pdf
https://legistarweb-production.s3.amazonaws.com/uploads/attachment/pdf/2243554/2024_Business_Plan.pdf
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Snowmass Tourism 

Primary Dashboard 

 Goal 1: maintain or improve rank in Winter and improve rank in Summer 

Source: DestiMetrics (9/30/23)

ADR Occupancy 
Winter 2018/19 2019/20 2020/21 2021/22 2022/23

Rank 1st 4th 9th 4th 7th

# Dest 17 17 17 13 13

Summer 2019 2020 2021 2022 2023

Rank 7th 9th 4th 7th 7th

# Dest 17 17 17 13 13

Winter 2018/19 2019/20 2020/21 2021/22 2022/23

Rank 6th 6th 6th 6th 55th

# Dest 17 17 17 13 13

Summer 2019 2020 2021 2022 2023

Rank 10th 9th 8th 8th 8th

# Dest 17 17 17 13 13

4th8th 4th7th 5th8th4h 9th 6th8th

1st8th 6th 10th 5th11th11th 1st6th 7th 7th 1st 

8th 4th
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Snowmass Tourism 

Primary Metrics 

 Goal 2: Increase annual total demand for overnight visitation 

Increase Occupancy & Lodging Tax by 10% in Summer, 4% in Winter 

Lodging Occupancy %

Source: TOSV, DestiMetrics, Snowmass Tourism 

WINTER Occupancy
AVG Jun-Oct

2018/19 67% ↑8.3%

2019/20 49%

2020/21 44%

2021/22 61% ↑40.8%

2022/23

SUMMER Occupancy
AVG Jun-Oct

2019 52% ↓1.7

2020 36% ↓29.7%

2021 55% ↑50.3%

2022 47% ↓13.0%

2023 49% ↑3.0*

60% ↓2.4%

↓28.0%

↓10.3%

*Data for June-Sept Only
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Month 
Current Year 

Rooms Sold 

Previous Year 

Rooms Sold 
% Change 

JAN 2023 29,782 25,325 17.60% 

FEB 2023 28,798 29,784 -3.31%

MARCH 2023 31,341 31,578 -0.75%

APR 2023 9,835 8,812 11.61% 

MAY 2023 1,944 2,098 -7.34%

JUNE 2023 16,937 16,848 0.53% 

JULY 2023 23,826 25,034 -4.83%

AUGUST 2023 19,359 20,573 -5.90%

SEPT 2023 18,949 19,736 -3.99%

OCT 2023 5,697 6,932 -17.82%

NOV 2023 1,264 1,173 7.76% 

DEC 2023 11,169 10,625 5.12% 

JAN 2024 17,426 18,768 -7.15%

FEB 2024 16,694 16,065 3.92% 

MARCH 2024 12,933 16,516 -21.69%

Total 216,327 217,286 -0.44%

Source: Destimetrics 9/30/23 
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Source: TOSV 

WINTER TOTAL $
Dec-April 

2018/19 $1,756,279

2019/20 $1,536,564

2020/21 $1,206,482

2021/22 $2,199,994

2022/23

SUMMER TOTAL $
Jun-Oct

2019 $484,858

2020 $397,885

2021 $662,518

2022 $763,021

2023 $482,078*

Lodging Tax ($) 

Lodging Tax Totals Jan-Aug 

Year Lodging Tax

2021 $1,425,991

2022 $2,328,331

2023 $2,693,715

$2,696,333

*Data June-Aug

↑13.3%

↓17.9%

↑66.5%

↑15.2%

↑13.3%

↓21.5%

↓12.5%

↑82.4%

↑22.6%
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Average Daily Rate ($)

Source: TOSV, DestiMetrics, Snowmass Tourism 

WINTER ADR AVG $
Dec- April

2018/19 $458 ↑2.4%

2019/20 $500 ↑9.18%

2020/21 $475 ↓5.0 

2021/22 $600

2022/23

SUMMER ADR $
Jun-Oct

2019 $174 ↑2.9

2020 $190 ↑8.9%

2021 $272 ↑43.7%

2022 $273 ↑0.3%

2023 $287* ↑5.1%*

$689

↑26.4%

↑14.9%

*Data for June-Sept
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Source: DestiMetrics 9/30/2022

WINTER RevPAR 
AVG Dec-April

2018/19 $287 ↑7.2%

2019/20 $238 ↓17.0%

2020/21 $197

2021/22 $363 ↑84.0%

2022/23

SUMMER RevPAR
AVG Jun- Oct

2019 $93 ↑2.0%

2020 $72 ↓22.5%

2021 $155 ↑115%

2022 $132 

2023 $141*

Revenue Per Available Room ($) 

$410

↓17.1%

↑13.1%

*Data for June-Septm

↑6.4%*

↓14.5

8



Snowmass Tourism 

Primary Dashboard 

 Goal 3: Support and promote the Retail, Food & Beverage sectors with an 
increase of +5% Winter and +10% Summer, year over year 

Marketing Sales Tax 

WINTER TOTAL $
 Dec-April

2018/19 $4,127,426 ↑16.6%

2019/20 $3,674,5033 ↓11.0%

2020/21 $3,395,1234 ↓7.6%

2021/22 $5,420,4283 ↑59.6%

2022/23

SUMMER TOTAL
Jun- Oct

2019 $1,530,652

2020 $1,436,674

2021 $2,102,934

2022 $2,494,440

2023 $1,656,326*

Marketing Tax Totals Jan-Aug

Year Revenue 

2021

2022

2023

$4,188,940

$6,204,638 

*Data Jun- Aug

↑14%

$6,077,581

$6,830,109

↑18.6%

↑46.4%

↓6.14%

↑11.1%
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Snowmass Tourism 2023	 Marketing Touchpoints

AUGUST + SEPTEMBER 2023
PRINT COLLATERAL
This Week In Snowmass Ad
Half page in the Aspen Times, Aspen Daily News,  
& Snowmass Sun
Run dates: 4x weekly, June 7 - Sept. 29 

Weekly Events Flyer
Distributed to Aspen and  
Snowmass concierges
Distributed weekly, June 1 - Sept. 30

Snowmass Plein Air Art Fest Postcard
1,000 postcards printed and  
distributed to relevant organizations
Launch date: August 1

We-Cycle Station Ads
Full panel ads at We-Cycle  
stations in Aspen, Snowmass  
and Basalt
Ad version: Magnify September
Run date:  August 13-September 30

JAS Labor Day Experience Program Ad
Full page ad in JAS Labor Day Experience 
Program
Ad version: Magnify Summer
Run dates:  September 1-3

Balloon Festival Pilot Brochure
500 brochures printed and distributed  
at event
Run dates:  September 22-24

Balloon Festival Pin
900 commemorative pins  
distributed at event
Run dates:  September 22-24

THIS WEEK IN

All Day Snowmass Mountain Mission Virtual  
Scavenger Hunt FREE!  
All Day Snowmass Art Walk FREE!
10am & 1pm ACES Guided Hikes: Wildflower Walk 10am, 
Ice Age Discovery Walk 1pm FREE!
10am-5pm Elk Camp Gondola, Snowmass  
Bike Park, and Lost Forest  
2pm-8pm The Collective Daily Activities +  
Game Lounge & Selfie Den (Thurs-Sun) FREE!

EVERY

DAY

To see everything happening TODAY 
visit GoSnowmass.com/Today

MORE FUN AT GOSNOWMASS.COM

2pm-7:30pm  Bonus Bike Night and Sunset Tuesdays  
at Elk Camp. Bike Night 2pm, Sunset Dinner 5pm
5pm-8pm  Live Music featuring Rich Ganson at  
The Collective FREE! 
6pm-7pm  Outdoor King Yoga Jam with Live Music  
at the Rink

5pm Snowmass Rodeo at the Snowmass Rodeo 
Grounds: BBQ & activities 5pm, rodeo 7pm

10:30am-11am Children’s Storytime at The Rink FREE!
5pm-6pm Community Bingo at The Collective FREE!
6:30pm Snowmass Free Concert Series on Fanny Hill 
featuring Dwayne Dopsie, gates 5:30pm FREE!

10:30am-11am Children’s Storytime at The Rink FREE!
2pm-7pm RangerStitch Embroidery Happy Hour  
Pop-Up at New Belgium Ranger Station FREE! 
5pm-6pm Community Bingo at The Collective FREE!
6:30pm Snowmass Free Concert Series on Fanny Hill 
featuring Jemere Morgan, gates 5:30pm FREE!

2pm-7pm RangerStitch Embroidery Happy Hour  
Pop-Up at New Belgium Ranger Station FREE! 
4:30pm-6:30pm Music on the Mall at Tower Stage 
featuring Wade Waters FREE!
5pm-7pm JAS Academy Music at The Collective FREE!
6pm-8pm Salsa Nights at the Collective FREE! 

9am-10am Outdoor King Yoga Jam at The Rink
5pm-8pm Live Music featuring Rich Ganson at  
The Collective FREE!
8pm-10pm Movies Under the Stars: Sing 2 at The Rink FREE!

5:30pm & 7pm Chess Club at The Collective:  
5:30pm families, 7pm adults FREE!

9am-10am Outdoor King Yoga Jam at The Rink

JULY
THURS

21

JULY
MON

25

JULY
FRI

TUES

26

JULY
SAT

23

WED

27
THURS

28

JULY
SUN

24

JULY

DISCOVER GOLD. IMBA GOLD.

FIND YOUR PERFECT RIDE AT BIKESNOWMASS.COM.

Colorado’s first & only IMBA Gold-Level Ride Center is the 
Aspen Snowmass Roaring Fork Valley. Snowmass is at the 
heart of it all, with 90+ miles of trails you can access right 
from the Village. 

JULY

JULY

22

SATURDAY, JUNE 25
VIDA MTB Clinic
Snowmass Bike Park  All Day
The VIDA MTB Series Women’s Skill Clinic provides female 
bikers with the opportunity to connect with VIDA coaches, and 
fully immerse themselves into the nitty-gritty of proper biking 
technique and the confidence needed to tackle new challenges. 
VIDAMTB.com

Outdoor King Yoga Jam
The Rink in Snowmass Base Village 9:00am-10:00am
Join legendary yoga instructor Aaron King for a drop-in, outdoor 
yoga class. King’s classes combine healing practices with inspiring 
playlists to help students find a balance between body and mind. 
Class is $20. TheCollectiveSnowmass.com

Mountain Bike Weekend  
Base Village   9:00am-4:00pm
Celebrate all aspects of biking during opening weekend of  
the Elk Camp Gondola. The two-day festival features live music, 
local bike clinics, and strider bike races for budding bikers,  
ages 5 years old and under. GoSnowmass.com

Reggae Concert with Prezence Music 
Base Village Plaza   1:00pm-3:00pm
Visit Base Village to enjoy Grant Ellman, a multi-instrumentalist 
and King David James, a vocalist. Together, their purpose is 
to spread freedom, truth and love through Reggae Music. 
TheCollectiveSnowmass.com

SUNDAY, JUNE 26
VIDA MTB Clinic
Snowmass Bike Park  All Day
See Saturday, June 25 listing. VIDAMTB.com 

Mountain Bike Weekend  
Base Village   9:00am-4:00pm
See Saturday, June 25 listing. GoSnowmass.com 

Outdoor King Yoga
The Rink in Snowmass Base Village 9:00am-10:00am
See Saturday, June 25 listing. TheCollectiveSnowmass.com

Paint & Sip Art Class 
The Collective Hall  5:00pm-7:00pm
Join local artist Kelly Peters for a 90-minute painting class at the 
Collective Snowmass. Materials are included, plus two glasses of 
wine. Cost is $75 per person. Advanced registration required by 
emailing Kelly at kellypetersart@gmail.com

Saturday, June 25  
through  
Sunday, July 3DAILY ACTIVITIES & EVENTS

For event details, visit GoSnowmass.com/events
 Free activity or event.

 Suitable for families with kids. More at GoSnowmass.com/kids

DAILY ACTIVITIES
Snowmass Mountain Mission
Throughout Snowmass All Day
The Snowmass Mountain Mission is an app based, village-
wide scavenger hunt designed to challenge creativity, 
test Snowmass knowledge, and tap into selfie skills. 
Download the Eventzee app from the App Store. When 
prompted for a password, use Snowmass. See you on the 
leaderboard! GoSnowmass.com

Snowmass Art Walk
Around Snowmass All Day
New this summer, the Snowmass Art Walk features seven  
outdoor art installations around the Village, including 
murals   
and sculptures that complement the beauty of Snowmass.  
For a guided experience, download the Eventzee app and 
enter “Snowmass” to see locations and learn about each 
piece and  
its artist. GoSnowmass.com

Snowmass Bike Park & Lost Forest
Top of Elk Camp Gondola  10:00am-5:00pm
Find a full day of fun for all ages at the top of the Elk 
Camp Gondola. The Lost Forest features an alpine 
coaster, ropes challenges and a climbing wall, while 
the Snowmass Bike Park boasts incredible gravity and 
downhill terrain that ranges from beginner to expert. 
Purchase tickets at AspenSnowmass.com 

ACES Guided Hikes:  
Wildflower Walk
Ticket Pavilion on the Mall 10:00am-12:00pm
Explore the gentle, kid-friendly Snowmass Nature Trail on 
a guided tour with an ACES Naturalist. Learn about local 
ecology and an incredible diversity of wildflowers as the 
tour winds in and out of lush alpine meadows and aspen 
forests.

ACES Guided Hikes:  
Ice Age Discovery Walk
Ticket Pavilion on the Mall 1:00pm-3:00pm
Learn about Snowmass’ incredible Ice Age Discovery Dig 
on a guided tour with an ACES Naturalist. Photos, props, 
and stories from the dig will amaze you on this easy hike 
just adjacent to the site of the incredible fossil discovery.

The Collective Snowmass
Snowmass Base Village 2:00pm-8:00pm
Open Wednesday - Sunday
The Collective is the heart and soul of Snowmass Base 
Village. Daily activities range from Chess Club to comedy 
shows, and every Wednesday - Sunday, 2pm-8pm, step 
into the artful and fun-filled Game Lounge and Selfie 
Den. Outside, you’ll find a splash pad, lawn games on 
the rink, and outdoor yoga classes. Find the lineup at 
TheCollectiveSnowmass.com

ARTWORK: SCOTT RUTHVENARTWORK: SCOTT RUTHVEN

AUGUST 5-6
Snowmass Village, CO

ART SALE:   
Saturday, August 5th | 12pm–6pm 
Sunday, August 6th | 10am–4pm

LOCATION:  
The Collective Rink in  

Snowmass Base Village

MAGNIFY

september
JAS ASPEN SNOWMASS  
LABOR DAY EXPERIENCE
September 1-3

SNOWMASS BALLOON FESTIVAL
September 22-24

SNOWMASS WINE FESTIVAL
September 16            

LOST FOREST AND SNOWMASS BIKE PARK
Open Friday, Saturday, Sunday through October 2

SNOWMASS ICE AGE DISCOVERY
Art installations and exhibits tell the story of 
Snowmass’ extraordinary Ice Age fossil find. 
SnowmassIceAge.com/visit

FIND MORE FUN AT 
GOSNOWMASS.COM

MAGNIFY

september
JAS ASPEN SNOWMASS  
LABOR DAY EXPERIENCE
September 1-3

SNOWMASS BALLOON FESTIVAL
September 22-24

SNOWMASS WINE FESTIVAL
September 16            

LOST FOREST AND SNOWMASS BIKE PARK
Open Friday, Saturday, Sunday through October 2

SNOWMASS ICE AGE DISCOVERY
Art installations and exhibits tell the story of 
Snowmass’ extraordinary Ice Age fossil find. 
SnowmassIceAge.com/visit

FIND MORE FUN AT 
GOSNOWMASS.COM

SNOWMASS

Festival

48th

48th

48th

SNOWMASS

Festival

SNOWMASS

Festival

FRIDAY, SEPT. 22 TO  
SUNDAY, SEPT. 24
SNOWMASS TOWN PARK

A SPECIAL THANKS TO OUR SPONSORS

FRIDAY, SEPTEMBER 22
6am-9am Carter Memorial Colorado Rat Race
 This annual tradition features 15 of our most seasoned and daring pilots as they race to see 

who can fly the farthest down valley in 2 hours. The remaining 15 balloons will fly in the valley 
for a spectacular show of colors beginning at 6am. Don’t miss breakfast from the food vendor 
at Snowmass Town Park. Parking is available at Town Park and Brush Creek Park and Ride. 
Shuttles will be running regularly from Brush Creek Park and Ride to Town Park Station. 

SATURDAY, SEPTEMBER 23
7am-9am  The SnowMASS Ascension and X-Marks the Spot
 Target Competition: Pilots attempt to maneuver as close as possible to two different targets 

above the Snowmass Golf Course. Following this competition, the balloons will float above 
the Snowmass valley. Don’t miss breakfast from the food vendor at Snowmass Town Park. 
Parking is available at Town Park and Brush Creek Park and Ride. Shuttles will be running 
regularly from Brush Creek Park and Ride to Town Park Station. 

SUNDAY, SEPTEMBER 24
7am-9am  The SnowMASS Ascension
 Balloons will float above the Snowmass valley. Don’t miss breakfast from the food vendor 

at Snowmass Town Park. Parking is available at Town Park and Brush Creek Park and Ride. 
Shuttles will be running regularly from Brush Creek Park and Ride to Town Park Station.  

2023 SNOWMASS VILLAGE  
BALLOON FESTIVAL

The Snowmass Balloon Festival celebrates its 48th anniversary in 2023. The long-standing 
Rocky Mountain tradition features three days of 25+ festive balloons launching into the air. 
www.GoSnowmass.com 

ALL BALLOON FESTIVAL EVENTS TAKE PLACE AT THE SOFTBALL FIELD AT SNOWMASS TOWN PARK.  
SCHEDULE SUBJECT TO CHANGE. ALL BALLOON EVENTS ARE FREE AND OPEN TO THE PUBLIC.  

FOR MORE INFORMATION VISIT GOSNOWMASS.COM.

SNOWMASS

Festival

48th

48th

48th

SNOWMASS

Festival

SNOWMASS

Festival
When the  
balloons  
go down…

SCAN for more  
fall activities  
in Snowmass! 

ACTIVITIES AFTER EVERY LAUNCH:
»  Have breakfast in the Village
»  Ride the Elk Camp Gondola
»  Mountain bike in the Snowmass Bike Park
»  Discover the Lost Forest’s alpine coaster, 

ropes course and climbing wall
»  Play in the Game Lounge & Selfie Den  

at The Collective
»  Explore the new Snowmass Ice Age 

Discovery Passport Walk
»  Flow at King Yoga class at 9:30am on 

Saturday at The Collective Rink

HEAD UP  
TO THE 
VILLAGE!

2023

Event Marketing
Quarter page ads in local/
regional newspapers; 
posters distributed Aspen to 
Glenwood,  event banners 
on Woodbridge and event 
signage.
Versions: Snowmass Plein Air  
Art Fest, Ice Age Community 
Celebration, Cidermass, 
Snowmass Deja Vu, 
Snowmass Balloon Fest
Run dates: August & 
September

48th  48th  
AnnualAnnual

FIND MORE FUN AT GOSNOWMASS.COM

Balloon Launches 7:30-9:30am  
Friday, Saturday and Sunday  

at Snowmass Town Park

FRIDAY, SEPT. 22 TO 
SUNDAY, SEPT. 24

SCAN  
for more  

fall activites  
in Snowmass!

SNOWMASS

Festival

48th

48th

48th

SNOWMASS

Festival

SNOWMASS

Festival

IN ASSOCIATION WITH  
SNOWMASS ARTS ADVISORY BOARD (SAAB)

AUGUST 5-6
Snowmass Village, CO
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Stroll Snowmass Base Village to browse and buy 
artwork created by renowned Plein Air artists. 
Nearly 100 pieces will be created outdoors, 
throughout the Roaring Fork Valley, in the week 
leading up to the event.

ART SALE:   
Saturday, August 5th | 12pm–6pm  
Sunday, August 6th | 10am–4pm

LOCATION:  
The Collective Rink in Snowmass Base Village

FIND MORE FUN AT GOSNOWMASS.COM

SATURDAY, AUGUST 19
1-4PM | SNOWMASS MALL

The beloved Snowmass event returns  
with more than just cider!  

 Taste a bounty of libations including beer, wine,  
cocktails and more!

Must be 21+
Scan QR code to purchase tickets

snowmassdejavu.com

Saturday, August 26 
1:00 @ Snowmass Mall

Get your fest tickets now!
$50 - Must be 21 or older

CRAVING CHILI AND BREW? 
With a nod to the Snowmass Rendezvous and the old days of 

Chili & Brew, spend an afternoon on the Snowmass Mall enjoying 
cold suds from a dozen plus breweries, a chili cook-off between 

Snowmass’ awesome restaurants, and fresh tunes.

FRIDAY, SEPT. 22 TO SUNDAY, SEPT. 24

SNOWMASS

Festival

48th

48th

48th

SNOWMASS

Festival

SNOWMASS

Festival

August 5-August 6

Art Exhibition & Sale
Featuring Snowmass Inspired Artwork

GOSNOWMASS.COM

ICE AGE COMMUNITY CELEBRATION
FREE! Details at GoSnowmass.com
AUGUST 11: 6PM | AUGUST 12: 5-8PM
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Snowmass Tourism 2023	 Marketing Touchpoints

PRINT COLLATERAL CONTINUED....

Village Shuttle Panels
Installed on 19 Village shuttles
Run dates: August & September

Community Celebration Collateral
Poster, ad, banner, social
Run dates: August

Passport Booklet
750 booklets printed
Run dates: August

Storybook Trail Signage
Installed on Sleigh Ride Trail and at Ice Age Community Celebration
Run dates: August - September 5

Skittles Decals
Installed in 12 Sky Cab Gondolas
Run dates: August & September

Base Village Lamppost Banners
Installed on three lampposts
Run dates: August & September

Discovery Trail Signage
Updated graphic panels
Run dates: August & September

Stickers
5” x 3” stickers, four versions   
Run dates: August & September

ICE AGE COLLATERAL

Welcome to the  
Snowmass Ice Age  

Discovery Storybook Walk. 
Join Snowmastodon and her friends  

on an extraordinary adventure!”  

Visit SnowmassIceAge.com  
to learn about the discovery.

FINDING ONE FOSSIL TAKES LUCK.  
FINDING 5,000 REQUIRES A TEAM.
Here are some of the roles people filled during the dig.  
What job would you have wanted?

BULLDOZER OPERATOR
The first fossil was accidentally 
discovered by a bulldozer 
operator, and throughout the 
dig they helped move 800 
truckfuls of dirt!PLASTER JACKETER

These specialists built 
jackets of plaster and 
burlap to protect both 
large and delicate 
specimens for transfer.

BREAKFAST CAPTAIN
A volunteer who 
cooked a hot breakfast 
in cold and muddy 
conditions for up to 60 
volunteers per day.

PALEONTOLOGIST
Scientists who study animal and plant 
fossils. The Snowmass dig involved 
experts from around the world, 
including some from the Denver 
Museum of Nature and Science, who 
directed the excavation.

IT TAKES A VILLAGE TO 
RAISE A...MAMMOTH.
In 2010, more than 5,000 Ice Age fossils were found in  
Ziegler Reservoir, located about a quarter of a mile from here.  
And the whole community lent a hand!  
Visit SnowmassIceAge.com to learn how.

Pictured above: Dave Gyolia holds the “Magic Mastodon Tibia.”

Explore a timeline 
of the discovery.
SCAN HERE!

VOLUNTEER DIGGER
More than 100 teachers, 
students and other Snowmass 
community members helped 
find fossils.

MAMMOTHS AND MASTODONS  
AND CAMELS. OH MY!
In 2010, more than 5,000 Ice Age fossils were found in Ziegler Reservoir, located about a 
quarter of a mile from here. Visit SnowmassIceAge.com to learn about the discovery.

Pictured left: Columbian Mammoth

Up to 14’ tall with tusks as 
long as 16’, mammoths lived 
up to their name. They spent 
16 hours a day eating!

COLUMBIAN MAMMOTH

Did you know camels 
originated in America?  
They once ranged from 
Mexico to Alaska, but went 
extinct 10,000 years ago.

ICE AGE CAMEL

Way bigger than a modern 
bison with horns as long 
as a Texas Longhorn steer, 
prehistoric bison munched 
on grasses and shrubs.

LONG HORNED BISON

Built like a pit bull and strong 
as an ox, the mastodon was 
built to bully its way through 
dense mountain forests.

AMERICAN MASTODON

What common mammal  
has existed in North America 
for two million years?
SCAN TO FIND OUT!

ICE AGE ANIMALS USED TO LIVE  
IN SNOWMASS. THESE ARE  
SOME OF THE BIGGEST.

BEFORE SKIERS CARVED THESE 
SLOPES, ICE CARVED THE VALLEY.

Why did the mountains 
form so far from the scene 
of the continental impact? 
SCAN TO FIND OUT!

THINK SNOWMASS IS 
AMAZING? WAIT TILL 
YOU LEARN WHAT WAS 
DISCOVERED NEARBY.
In 2010, more than 5,000 Ice Age fossils were found in  
Ziegler Reservoir, located about a quarter of a mile from here.  
Visit SnowmassIceAge.com to learn about the discovery.

Pictured above: Jefferson Ground Sloth

Two tectonic plates slid into 
each other, causing the 
Rocky Mountains to rise 
hundreds of miles away.

80 MILLION YEARS AGO

The Quaternary Ice Age began. 
(Guess what? It still hasn’t ended!)

2.6 MILLION YEARS AGO

The Bull Lake Glacier, a 
massive body of moving ice, 
eroded the mountainsides, 
carried the rock debris, and 
carved out the valley

140,000 YEARS AGO

The Sangamon Interglacial Period 
saw flourishing large mammal 
species, including mastodon  
and mammoths.

120,000-140,000 YEARS AGO

 The valley is a haven for 
mountain sports, beautiful 
views, and world-class 
scientific discoveries, too.

PRESENT DAY

ICE AGE COMMUNITY 
CELEBRATION

FREE!

AUGUST 11: 6PM 
AUGUST 12: 5-8PMFIND MORE FUN AT GOSNOWMASS.COM

ICE AGE 
COMMUNITY 
CELEBRATION
Celebrate an exciting piece  
of Snowmass history!

FRIDAY, AUGUST 11
6pm: Rediscovering Snowmastodon  
@ Limelight Snowmass
Join Ian Miller, Ph.D., of National Geographic  
in conversation with David Heil, President,  
Aspen Science Center, about the 2010 dig in  
Snowmass that unearthed thousands of  
Ice Age fossils.

SATURDAY, AUGUST 12
5-8pm: Community Celebration  
@ The Collective
Free family fun! Learn about the mammoths, 
mastodons and ice age animals that used to  
live in Snowmass, and the discovery that  
changed Snowmass’ history.
• Education stations with Aspen Science Center
• Ice Age Passport Walk
• Kids’ Activities and Prizes
• Ball Pit Search
•  Live Music with the Colorado Currys
• Movies Under the Stars featuring  

Disney’s Ice Age @ 9pm

Learn more at 
SnowmassIceAge.com

FREE!

YOU
R PASSPORT TO THE ICE AGE

                                         SUMMER 2023

WELCOME TO THE ICE AGE! 
One of the most important fossil 
discoveries in history happened right  
here in Snowmass Village. 

In 2010, a bulldozer thumped into the tusk 
of a prehistoric mammoth. Hundreds of 
scientists and local volunteers converged 
here to unearth thousands of fossils of  
ice age mammals and plants.

Visit each of the sites contained in this 
passport to look for clues and answer 
questions. Turn in your completed 
passport for a prize!

Want to dig deeper? Learn more at 
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TUNNEL MURAL
NEAR INCLINE SPORTS, SNOWMASS MALL
Digging 30 feet deep uncovered 85,000 years of history. 
Scientists and community volunteers sifted through 
8,000 tons of sediment – that’s 800 dump trucks full! 
Step into the tunnel to see what was waiting for them 
beneath the surface.  

TOWER MURAL
NEAR STRAFE, SNOWMASS MALL
Huge discoveries like ribs, teeth and tusks are exciting 
finds for scientists. Tiny fossils of plants, flowers, seeds 
and pollen are just as important, and help with the study 
of climate change at high elevation. Many of the big 
animal species found at the site are now extinct, while 
many of its plant species still live in the Rocky Mountains. 

Can you guess how many 
bones were unearthed 
from Ziegler reservoir?
A. Almost 100              
B. 1,967
C. More than 5,000

All of these animals have been 
found in Snowmass – except 
ONE. Can you guess which one  
is the imposter?
A. Mastodon        
B. Salamander 
C. Camel   
D. Stegosaurus
E. Giant Ground Sloth
F. Beaver
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Answer key at SnowmassIceAge.com/passport-answers

BASE VILLAGE TRANSIT CENTER
NEAR EYE PIECES OF SNOWMASS
On the eighth day of the dig, the team found a long, 
pointed fossil that they assumed was another tusk. 
But as they dug through the mud, they discovered the 
two horns and skull of an Ice Age Bison. The murals 
that celebrate this enormous creature show the 
natural world we share, and the many people who 
contributed to the dig. 

BASE VILLAGE LAMP POSTS
Just like the bones beneath the mud, your next 
discovery is hiding in plain sight. Look for the lamp 
posts near the Village Express chairlift for some fun 
facts about Snowmass’ earliest inhabitants. 

SKY CAB GONDOLA
Known as The Skittles, the Sky Cab Gondola is our 
favorite way to get between the Snowmass Mall and  
Base Village. Each different color of gondola car tells  
a different part of the Ice Age story. Take a ride to  
answer a question below, or ride all four colors to  
learn about them all!

 

Answer both questions.
A. How many weeks were spent digging up 
the fossils? 

B. How tall could Columbian Mammoths grow?

 

Answer any one of these four questions.
A. Which was bigger, the American 
Mastodon or the Columbian Mammoth?

B. We’re living in an Ice Age that began  
2.6 million years ago. What’s its name? 

C. What is the tallest tree species in  
the valley, growing up to 130 feet? 

D. What was the job of the person who 
found the first Snowmass fossil? 

 

Who visited or worked at the excavation site?
A. Local schoolteachers
B. Denver Museum of Nature & Science
C. NASA 
D. Colorado Governor Hickenlooper
E. National Geographic

FIND MORE FUN AT GOSNOWMASS.COM

ICE AGE COMMUNITY 
CELEBRATION
Celebrate an exciting piece  
of Snowmass history!

FRIDAY, AUGUST 11
6pm: Rediscovering Snowmastodon @ Limelight Snowmass

Join Ian Miller, Ph.D., of National Geographic in conversation  
with David Heil, President, Aspen Science Center, about the 2010 dig  

in Snowmass that unearthed thousands of Ice Age fossils.

SATURDAY, AUGUST 12
5-8pm: Community Celebration @ The Collective

Free family fun! Learn about the mammoths, mastodons  
and ice age animals that used to live in Snowmass,  

and the discovery that changed Snowmass’ history.

Education stations with Aspen Science Center  
Ice Age Passport Walk - Kids’ Activities and Prizes  

Ball Pit Search - Live Music with the Colorado Currys
Movies Under the Stars featuring Disney’s Ice Age @ 9pm

 
Learn more at SnowmassIceAge.com

FREE!
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Snowmass Tourism 2023	 Marketing Touchpoints

Outside Magazine:  
Added Value - Fresh Look  
Bonus Section
Ad versions: Custom content
Flight Dates: July/August Issue

DIA Digital Billboard 
Ad versions: Snowmass scenic
Flight Dates: May 29 - August 20

Texas Monthly Magazine Ad
Full page
Ad versions: Bliss
Flight Dates: October Issue  
(on sale Sept 14)

PRINT ADS

OUT OF HOMEOut of Home
Tactic: DIA Digital Billboard 
Outfront Media: Billboard Ad
Ad versions: N/A
Flight Dates: May 29 – August 20, 2023

No Change from Apr/May Deck 

Out of Home
Tactic: DIA Digital Billboard 
Outfront Media: Billboard Ad
Ad versions: N/A
Flight Dates: May 29 – August 20, 2023

No Change from Apr/May Deck 

Print
Tactic: Print Ad
Texas Monthly Magazine: Print Ad
Ad versions: Bliss
Flight Dates: Issue on Sale 9/14

Ph
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bliss
The legendary slopes of Snowmass await your 
arrival with fresh tracks and secret stashes at 
your doorstep. With daily direct fl ights from Austin, 
Dallas and Houston, and Snowmass Village just 15 
minutes from Aspen Airport, you’ll get from gate 
to gondola in no time. Welcome to life magnified. 

GOSNOWMASS.COM

PRINT COLLATERAL CONTINUED....

ICE AGE COLLATERAL CONTINUED...

Viewfinders
Installed at Spiral Point
Run dates: August & September

Murals
Snowmass Mall and Base Village
Run dates: June - September
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Snowmass Tourism 2023	 Marketing Touchpoints

TheTradedesk: Cross-Device Banners  
Ad versions: Wonder, Treasure, Play, Gold    
Flight Dates: August 15 – September 30 

TheTradedesk: Cross-Device Banners  
Ad versions: Wow, Time (lodging promo)    
Flight Dates: July 13 – August 15 

TheTradedesk: Cross-Device Banners  
Ad versions: Play, Gold (lodging promo)     
August 22 – September 30 

INTERACTIVE

TheTradedesk: Cross-Device Banners  
Ad versions: Harmony, Tales, Chill, Heart    
Flight Dates: April 1 - August 15 

Colorado.com: Cross-Device Banners  
Ad versions: Harmony, Tales, Chill, Heart    
Flight Dates: April 1 - September 30

Expedia (VRBO + Hotels.com): Cross-Device Banners  
Ad versions: Harmony, Tales, Chill, Beauty, Now    
Flight Dates: May 5 - September 30

TACTIC:  PROGRAMMATIC DISPLAY BANNER ADS

Outside Online: ROS Cross-Device Banners    
Ad versions: Air, Flow     
Flight Dates: May 1 - September 30

Outside Online: Pinkbike ROS Cross-Device Banners     
Ad versions: Air, Flow     
Flight Dates: May 1 - September 30
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Snowmass Tourism 2023	 Marketing Touchpoints

INTERACTIVE CONTINUED...

Colorado.com: Native Banner Ad   
Ad versions: Chill (Hiking)    
Flight Dates: April 1 - September 30 

Colorado.com: Native Banner Ad   
Ad versions: Thrills (Biking)    
Flight Dates: April 1 - September 30

TACTIC:  NATIVE BANNERS AND SPONSORED CONTENT

Colorado.com: Native Banner Ad  
Ad versions: Melody (Concert)   
Flight Dates: April 1 - September 30

Colorado.com: Native Banner Ad  
Ad versions: Serenity (Horseback Riding)    
Flight Dates: April 1 - September 30

Snowmass   
Title:  Magnify Chill    
Description:  90+ miles of hiking 
and biking trails put nature at 
your doorstep.    
CTA:  Happy trails for you >    

Snowmass   
Title:  Magnify Melody    
Description:  Free concerts 
with a view, where music and 
mountains mingle.    
CTA:  Amplify your senses >    

Snowmass   
Title:  Magnify Thrills    
Description:  World-class trails 
and endless mountain activities 
invite adventure for all levels.    
CTA:  Your adventure awaits >    

Snowmass   
Title:  Magnify Serenity    
Description:  No queues. No 
crowds. Just wide-open spaces 
that invite you to explore.    
CTA:  Take the trails less traveled >    

Outside Online Digital: High-Impact Ad Unit  
Partner Spotlight 
Ad versions: N/A    
Flight Dates: April 1 - September 30

TACTIC:  SPONSORED CONTENT
Header:  Welcome to Life Magnified    
Body:  Snowmass is at the heart of Colorado’s only IMBA Gold-Level Ride Center. With more than 
90 miles of world-class mountain biking trails for all levels, Snowmass guarantees thrills at every 
turn. From rock gardens to flow trails, endless mountain magic is right outside your door.
CTA:  Learn More
URL:  https://www.gosnowmass.com

TheTradedesk: Cross-Device Banners  
Ad versions: Space, Après, Giggles, Bliss    
Flight Dates: August 15 – March 31, 2024  

Expedia (VRBO + Hotels.com): Cross-Device Banners  
Ad versions: Space, Après, Giggles, Play    
Flight Dates: September 1 – February 29, 2024 

Outside Online: ROS Cross-Device Banners  
(Outside & Ski)
Ad versions: Magic, Space     
Flight Dates: September 1 – February 29, 2024

TACTIC:  PROGRAMMATIC DISPLAY BANNER ADS CONTINUED...
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Snowmass Tourism 2023	 Marketing Touchpoints

INTERACTIVE CONTINUED...

Colorado.com: Carousel 
Ad versions: N/A    
Flight Dates: April 1 - September 30

Colorado.com: Banner Ad 
Ad versions: Magnify Chill     
Flight Dates: April 1 - September 30

TACTIC:  COLORADO.COM CITY/TOWN PAGE 

Snowmass Village, nestled in the 
Rockies features 95% slopeside 
lodging.

The iconic Snowmass Balloon 
Festival fills the skies each 
September.

Explore 90 miles of IMBA  
gold-level IMBA biking trails. 

World class hiking and biking 
trails are right outside your door.

Snowmass is the second-largest 
ski area in Colorado.

The Breathtaker Alpine Coaster 
zips through the forest in both 
winter and summer.

Free summer mountain-side 
concerts every Thursday evening.

Snowmass Village is the ultimate 
playground for family fun.

Outside Online: Video Ad
Ad versions: Adrenaline (:15)     
Flight Dates: May 1 - September 30

Outside Online: Video Ad
Ad versions: Adrenaline (:30) , Adrenaline (:15)      
Flight Dates: September 1 – February 29, 2024

Trade Desk/Gum Gum: High Impact Display Ad 
Ad versions: N/A     
Flight Dates: May 1 - September 30

TACTIC:  PRE-ROLL/MID-ROLL VIDEO 

TACTIC:  HIGH IMPACT DISPLAY 
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Snowmass Tourism 2023	 Marketing Touchpoints

INTERACTIVE CONTINUED...

Facebook/Instagram: Carousel (and Stories) Ad
Ad versions: Rock ‘n Roll, Beauty, Chill      
Flight Dates: May 26 - August 15

Facebook/Instagram: Carousel (and Stories) Ad
Ad versions: Wonder, Magic      
Flight Dates: August 15 – March 31, 2024

TACTIC:  SOCIAL MEDIA

Social
Tactic: Social Media 
Facebook/Instagram: Carousel (and stories) Ad
Ad versions: Beauty
Flight Dates: May 26 – August 15, 2023

Social
Tactic: Social Media 
Facebook/Instagram: Carousel (and stories) Ad
Ad versions: Rock ‘n Roll 
Flight Dates: May 26 – August 15, 2023

No Change from Jun/Jul Deck 

Social
Tactic: Social Media 
Facebook/Instagram: Carousel (and stories) Ad
Ad versions: Wonder
Flight Dates: August 15 – March 31, 2024

Primary Text: Slopeside access to activities on and off the 
slopes makes it easy-peasy to pack in the fun. 
Headline: A home base for discovery.
Description: [N/A]

Social
Tactic: Social Media 
Facebook/Instagram: Carousel (and stories) Ad
Ad versions: Chill 
Flight Dates: May 26 – August 15, 2023

Social
Tactic: Social Media 
Facebook/Instagram: Carousel (and stories) Ad
Ad versions: Magic
Flight Dates: August 15 – March 31, 2024

Primary Text: From morning to night, endless adventures on or 
off the slopes await your crew.
Headline: Hibernation is for Bears.
Description: [N/A]

Facebook/Instagram: Single Image Ad 
Ad versions: Beauty, Chill      
Flight Dates: May 26 - August 15

Facebook/Instagram Single Image Story Ad 
Ad versions: Wonder, Magic      
Flight Dates: August 15 – March 31, 2024

Social
Tactic: Social Media 
Facebook/Instagram Single Image Ad
Ad versions: Beauty
Flight Dates: May 26 – August 15, 2023

Headline: Magnify Beauty 
Description: Nurture your love of nature
Primary Text: With 90+ miles of hiking and biking trails 
right outside your door, it’s easy to take the trail less 
traveled.

Social
Tactic: Social Media 
Facebook/Instagram Single Image Story Ad
Ad versions: Wonder
Flight Dates: August 15 – March 31, 2024

Social
Tactic: Social Media 
Facebook/Instagram Single Image Story Ad
Ad versions: Magic
Flight Dates: August 15 – March 31, 2024

Social
Tactic: Social Media 
Facebook/Instagram Single Image Ad
Ad versions: Chill
Flight Dates: May 26 – August 15, 2023

Headline: Magnify Chill 
Description: Find your happy place
Primary Text: Breathe in the fresh mountain air for an elevated 
state of chill

Headline:  Magnify Beauty    
Description:  Nurture your love  
of nature
Primary:  With 90+ miles of hiking 
and biking trails right outside your 
door, it’s easy to take the trail less 
traveled.

Headline:  Magnify Chill    
Description:  Find your happy 
place
Primary:  Breathe in the fresh 
mountain air for an elevated  
state of chill
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Snowmass Tourism 2023	 Marketing Touchpoints

INTERACTIVE CONTINUED...
TACTIC:  SOCIAL MEDIA CONTINUED...

Facebook/Instagram : Video Ad  
Ad versions: Family (:15), Adrenaline (:15)      
Flight Dates: April 1 - September 30

YouTube: Trueview for Action Video Campaign   
Ad versions: Family (:15, :30), Adrenaline (:15, :30)      
Flight Dates: April 1 - September 30

Headline:  Adventures from trail to town    
Description:  Summer in Snowmass
Primary:  Unearth the adventurer in your family in 
nature’s most stunning landscape with endless 
adventure right outside your door.

Headline:  Magnify Wild Life    
Description:  Summer in Snowmass
Primary:  Rewild in nature’s most stunning  
landscapes with endless activities that invite 
adventure for all – right outside your door.

Facebook/Instagram: Single Image Ad 
Ad versions: Wow, Time (lodging promo)      
Flight Dates: July 13 – August 15

Facebook/Instagram: Single Image (and story) Ad 
Ad version: Gold, Wonder, Play, Treasure       
Flight Dates: August 15 – September 30

Facebook/Instagram: Single Image (and story) Ad 
Ad versions: Gold, Play (lodging promo)       
Flight Dates: August 22 – September 30

Facebook/Instagram: Single Image Ad 
Ad versions: Play, Space       
Flight Dates: August 15 – March 31, 2024

Social
Tactic: Social Media 
Facebook/Instagram Single Image Ad
Ad versions: Wow (lodging promo)
Flight Dates: July 13 – August 15, 2023

Headline: Limitless activities. Limited time offer.
Primary Text: Enjoy 3 nights for the price of 2 in 
Snowmass and Aspen.
Description: Save on summer in Snowmass and Aspen.

Social
Tactic: Social Media 
Facebook/Instagram Single Image (and story) Ad
Ad versions: Gold
Flight Dates: August 15 – September 30, 2023

Primary Text: Colorado’s only IMBA Gold-Level Ride Center 
right outside your door.
Headline: Experience fall in Snowmass
Description: Experience the gold rush

Social
Tactic: Social Media 
Facebook/Instagram Single Image (and story) Ad
Ad versions: Gold
Flight Dates: August 15 – September 30, 2023

Primary Text: Colorado’s only IMBA Gold-Level Ride Center 
right outside your door.
Headline: Experience fall in Snowmass
Description: Experience the gold rush

Social
Tactic: Social Media 
Facebook/Instagram Single Image Ad
Ad versions: Play
Flight Dates: August 15 – March 31, 2024

Primary Text: Slopeside access to activities on and off the 
slopes makes it easy-peasy to pack in the fun.
Headline: A home base for discovery.
Description: [N/A]

Social
Tactic: Social Media 
Facebook/Instagram Single Image Ad
Ad versions: Space
Flight Dates: August 15 – March 31, 2024

Primary Text: Ski where the treeline is the only kind of line 
you’ll find, on the wide-open slopes of Snowmass.
Headline: Shorter lines. Longer woooo-hoooos.
Description: [N/A]l

Social
Tactic: Social Media 
Facebook/Instagram Single Image (and story) Ad
Ad versions: Play (lodging promo)
Flight Dates: August 22 – September 30, 2023

Headline: Limitless mountain beauty. Limited time offer.
Primary Text: Enjoy 3 nights for the price of 2 in Snowmass and 
Aspen.
Description: Save on Fall in Snowmass and Aspen.Social

Tactic: Social Media 
Facebook/Instagram Single Image (and story) Ad
Ad versions: Wonder
Flight Dates: August 15 – September 30, 2023

Primary Text: Senses soar at the Snowmass Balloon Festival 
September 22-24.
Headline: Experience fall in Snowmass
Description: Snowmass Balloon Festival

Social
Tactic: Social Media 
Facebook/Instagram Single Image (and story) Ad
Ad versions: Play
Flight Dates: August 15 – September 30, 2023

Primary Text: Voted one of the best fall towns in the country 
by Travel + Leisure Magazine.
Headline: Experience fall in Snowmass
Description: 2021 Travel + Leisure’s best fall towns

Social
Tactic: Social Media 
Facebook/Instagram Single Image (and story) Ad
Ad versions: Treasure
Flight Dates: August 15 – September 30, 2023

Primary Text: Colorado’s most spectacular fall scenery steps 
from your door.
Headline: Experience fall in Snowmass
Description: Fall in love with Snowmass

Social
Tactic: Social Media 
Facebook/Instagram Single Image Ad
Ad versions: Time (lodging promo)
Flight Dates: July 13 – August 15, 2023

Headline: Limitless activities. Limited time offer.
Primary Text: Enjoy 3 nights for the price of 2 in 
Snowmass and Aspen.
Description: Save on summer in Snowmass and Aspen.

Headline:  Limitless activities. 
Limited time offer.    
Description:  Save on summer 
in Snowmass and Aspen.
Primary:  Enjoy 3 nights for  
the price of 2 in 
Snowmass and Aspen.

Headline:  Experience fall in Snowmass.    
Description:  Experience the gold rush.
Primary:  Colorado’s only IMBA Gold-Level Ride 
Center right outside your door.

Headline:  Limitless mountain beauty. Limited 
time offer.    
Description:  Save on Fall in Snowmass  
and Aspen.
Primary:  Enjoy 3 nights for the price of 2 in 
Snowmass and Aspen.

Headline:  A home base for discovery.    
Description:  N/A
Primary:  Slopeside access to activities on and 
off the slopes makes it easy-peasy to pack in 
the fun.

Headline:  Limitless mountain beauty. Limited 
time offer.    
Description:  Save on Fall in Snowmass  
and Aspen.
Primary:  Enjoy 3 nights for the price of 2 in 
Snowmass and Aspen.

Headline:  Shorter lines. Longer woooo-hoooos.    
Description:  N/A
Primary:  Ski where the treeline is the only  
kind of line you’ll find, on the wide-open slopes  
of Snowmass.

Headline:  Experience fall in Snowmass.    
Description:  Snowmass Balloon Festival.
Primary:  Senses soar at the Snowmass Balloon 
Festival September 22-24.

Headline:  Experience fall in Snowmass.    
Description:  2021 Travel + Leisure’s best fall towns.
Primary:  Voted one of the best fall towns in the 
country by Travel + Leisure Magazine.

Headline:  Experience fall in Snowmass.    
Description:  Fall in love with Snowmass.
Primary:  Colorado’s most spectacular fall 
scenery steps from your door.
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Snowmass Tourism 2023	 Marketing Touchpoints

INTERACTIVE CONTINUED...
TACTIC:  SOCIAL MEDIA CONTINUED...

TACTIC:  CONNECTED TV

Facebook/Instagram : Video Ad  
Ad versions: Family (:15), Adrenaline (:15)      
Flight Dates: August 15 – March 31, 2024

MTN CTV: Video  
Ad versions: Family (:15), Adrenaline (:15)      
Flight Dates: August 15 – November 15

Wondery: Pre-Produced Spot / Host-Read Commercial   
Ad versions: Magnify Summer      
Flight Dates: May 1 - August 31

Wondery: Pre-Produced Spot   
Ad versions: Magnify Winter      
Flight Dates: September 1 – November 30

Out of Bounds: Host-Read Spot   
Ad versions: N/A      
Flight Dates: September 1 – December 31

YouTube: Trueview for Action Video Campaign   
Ad versions: Family (:15, :30), Adrenaline (:15, :30)      
Flight Dates: August 15 – March 31, 2024

TACTIC:  PODCAST AD

Headline:  :  Winter wonder starts here.    
Description:  Winter in Snowmass.
Primary:  Unleash the fun for your family with 
endless slopeside activities in nature’s playground.

Headline:  :  Winter wonder starts here.    
Description:  Winter in Snowmass.
Primary:  Unleash the fun for your family with 
endless slopeside activities in nature’s playground.

Headline:  Winter wonder starts here.    
Description:  Winter in Snowmass
Primary:  A vibrant village, tucked in among 
pristine mountain peaks, puts ski slopes and 
outdoor adventures right at your doorstep. 
Experience life magnified.

Headline:  Winter wonder starts here.    
Description:  Winter in Snowmass
Primary:  A vibrant village, tucked in among 
pristine mountain peaks, puts ski slopes and 
outdoor adventures right at your doorstep. 
Experience life magnified.
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TOP FACEBOOK POSTS
August 7

August 3

September 21

September 7

August 14

August 7

September 23

September 19

August 20

August 22

September 27

September 23

Snowmass Tourism 2023	 Marketing Touchpoints

TOP INSTA POSTS
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Snowmass Tourism 2023	 Marketing Touchpoints

TOP INSTA STORIES
August 17

September 19

August 23

September 20

August 25

September 26
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Website Sessions: Website sessions dramatically grew YOY in September as we simultaneously grew and reallocated our budget. 

Outbound Referrals: Our referrals weaken YOY for the first time in a while. This was due to significantly reduced event clicks as well 

as a modest decline in general outbound clicks.  

Website Activity by Traffic Source: Our engagement stats were relatively neutral based on seasonality.  

Website Audience Summary: Our audience was more evenly distributed across our major markets. This was enabled by our early 

winter advertising push with additional relative spend.  

Content Interest by Season: Our seasonal website content interest is in line with previous years. 

Social Media Summary: Our Instagram Stories hit an all-time high for impressions in June helped by additional promotions of sum-

mer events. 

Social Media Ad Summary: We saw a significant increase in our Facebook reach during both August and September. This is due to a 

correlated increase and concentration in our early winter marketing efforts. As part of such efforts, summer and winter marketing 

overlapped for half of the month of August.    

Social Media Video Ad Summary:  Our view views show a deceptive significant weakness due to an especially long video (90 seconds) 

that we started off using. Our average watch time was 8 seconds, which is actually quite good though the percentage viewed is not. 

Usually, our videos are in the 15 second area, so we tend to generate a solid percentage of 50% and even 100% viewership. We re-

cently switched our ads include the shorter, winter only version of this original video and expect our viewership stats to return to 

levels we’re more used to seeing. 

Paid Search:  Our engagement from paid search declined considerably from previous months, though absolute performance in in-line 

with last year. We reduced our budget allocation to reallocate it to the early winter months. This was a deliberate shift to better align 

with seasonal user demand for information.  

Email Marketing Summary: Consistent email marketing statistics. 

 

Snowmass Tourism Online Dashboard 

General Observations 

As of 9/30/23 

ATTACHMENT B 
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Snowmass Tourism Online Dashboard 

As of 9/30/23 

ATTACHMENT B 

GoSnowmass.com Activity by Traffic Source 

Google/CPC: Usually, this is our largest source of web traffic and our 2nd 

most engaged paid source behind Bing. 

Google/Organic: Top two source of web traffic and engagement. Viewed 

as a culminating source that combines all of our marketing efforts includ-

ing non-digital. 

Direct Traffic: Viewed as web traffic from ‘friends,’ those whose web 

history is familiar with us already. 

Social Media: On average, not a major source of web traffic or engage-

ment. Web visitation tends to be more purposeful (i.e. event details, 

specific content piece, etc) with less broad engagement 

General Paid Media: Primary focus is on impressions, majority of web 

traffic is viewed as icing on the cake. 

All  data in this report is sourced from Google Analytics unless otherwise noted.  22



All website-related data in this report is sourced from Google Analytics unless otherwise noted.  

GoSnowmass.com Audience (AUG & SEP) ATTACHMENT B 

2023 

2022 

GoSnowmass.com Content Interest by Season 

Average Session Duration details could not be sourced for this report. 
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Source: Guest Service Count 

Email Marketing Summary 

Paid Search Summary 

ATTACHMENT B 

Guest Services Summary 

Social Media Summary 
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Online Marketing  

Glossary 

SEASONS  
Summer: Summer is defined as June, July, August, September and October of any given year.  
Winter: Winter is defined as January, February, March and April of any given year and includes December of the previous year.  
 
MARKETING  
Average Session Duration: The average amount of time a user spends on gosnowmass.com.  
Bounce Rate: The percentage of single-page sessions (i.e. visits in which the person left gosnowmass.com from the entrance 
page) to gosnowmass.com.  
CTR: Click through rate, or the number of clicks relative to impressions.  
CTR on Open: The number of clicks from an email marketing promotion relative to the number of opened emails (number of 
clicks divided by opens).  
Engaged Users: The number of people who engaged with Snowmass Facebook page. Engagement includes any click or story cre-
ated from a unique user.  
Impressions: The total number of times an ad or other unit is displayed.  
Open %: The percentage of users who open email marketing promotions out of all who are sent the email (opens divided by 
sends).  
Outbound Referrals: Any click from a business listing, lodging special or and event page on gosnowmass.com that takes a user to 
an external lodging, dining, retail or event website (including clicks to Stay Aspen Snowmass).  
Pages/session: The average number of pages a user viewed per session.  
Sessions: The number of individual sessions initiated by all the users to gosnowmass.com. If a user is inactive for 30 minutes or 
more, any future activity is attributed to a new session. Users that leave the site and return within 30 minutes are counted as part 
of the original session. Any future sessions from the same user during the selected time period are counted as additional sessions, 
but not as additional users.  
Reach: the total number of people who view our content on a particular channel 
Town Park Station Visitation: The number of visitors passing through the welcome center at Town Park Station in a given month.  
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SNOWMASS TOURISM PUBLIC RELATIONS REPORT 

August & September 2023 
 

SNOWMASS TOURISM & B PUBLIC RELATIONS PR SUMMARY  
In August & September 2023, Snowmass Tourism PR pitched Snowmass stories to local, regional, and 
national writers, focusing on fall and winter news including the Snowmass Ice Age Discovery, the 
MICHELIN Guide’s debut in Colorado and the Roaring Fork Valley, new winter restaurant and retail 
openings, and capital developments. Snowmass Tourism PR planned and hosted the Snowmass Ice Age 
Discovery VIP Launch Party in early August, including local media outlets such as the Aspen Times, Aspen 
Public Radio, and several prominent freelancers. In early September, Snowmass Tourism PR attended the 
MICHELIN Guide launch party in Denver, liaising with over 50 journalists to bring awareness to Snowmass 
and Aspen’s dining scene. Snowmass Tourism PR also coordinated media rides during the Snowmass 
Balloon Festival in mid-September, garnering coverage from the Aspen Times, Aspen Daily News, Aspen 
Public Radio, Aspen Skiing Company social media, and more. In late September, Snowmass Tourism PR 
attended the Colorado Tourism Office’s Governor Conference on Tourism to learn about overall tourism 
trends and crisis/destination PR. Additionally, Snowmass Tourism PR wrapped up Summer 2023 contracts 
with all three international PR reps, in conjunction with ACRA, receiving final reports from Mexico, 
Australia, and the UK. Snowmass Tourism PR hosted eight journalists in Snowmass Village over August & 
September 2023. Media engagement in August & September 2023 included 54 pitched stories to national, 
regional, and local publications, resulting in interest from 5280 Magazine, Aspen Daily News, Aspen 
Magazine, Aspen Public Radio, Aspen Times, Conde Nast Traveler, Denver Post, Local Magazine, Rocky 
Mountain Bride, Serendipity Magazine, SheBuysTravel, Ski Magazine, Snowmass Sun, West of 105 
Magazine, and more. 
 
In August & September 2023, B Public Relations pitched multiple stories to regional and national writers, 
highlighting the most scenic spots in the area for capturing Instagram content, and positioning Snowmass 
as an ideal destination for occasions including an outdoor-focused wedding, an unforgettable girls' trip, 
and last-minute fall getaway. Additionally, BPR distributed a dedicated pitch sharing the latest updates 
and details on the relaunch of the Ice Age Discovery. BPR coordinated hostings for a Houston-based writer 
who contributes to national outlets including Thrillist, Forbes and TravelAwaits, along with three journalist 
attendees on the Wedding FAM in partnership with the sales team. In preparation for the winter season, 
BPR distributed invitations to a select list of top-tier media contacts for hosted visits in early 2024. BPR 
also began planning a New York City media mission in partnership with Aspen Skiing Company, slated to 
take place at the end of October. Media outreach and engagement resulted in coverage in top national 
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and regional publications such as Colorado.com, Modern Luxury Peak, PureWow, San Antonio Weddings, 
Travel + Leisure, WorldAtlas and more.  
 
MEDIA HOSTING & OUTREACH 
In August & September 2023, Snowmass Tourism PR hosted and co-hosted eight journalists in Snowmass 
Village. Snowmass Tourism coordinated transportation, lodging, and itineraries, in addition to hosting 
meals and activities. Snowmass Tourism PR worked with several stakeholders in partnership for hosting, 
including B Public Relations, Colorado Tourism Office, and Viewline Resort Snowmass. 

 
• B Public Relations & Snowmass Tourism Individual Visits 

o Denver Post Shauna Farnell 
o Freelance (Thrillist, Forbes, TravelAwaits) Rebecca Deurlein 

 
• Colorado Tourism Office & Snowmass Tourism Individual Visits 

o Dolce Magazine (Canada) Jesse Eric Milns 
o Grupo Mundo Ejecutivo Arlenne Munoz 

 
• Snowmass Tourism Group Sales Wedding FAM 

o Brides of Houston Ali Chambless 
o San Antonio Weddings Magazine Kat Gualy 
o Southern Bride Sherra Meyers 

 
• Viewline Resort Snowmass & Snowmass Tourism Individual Hosting 

o Ski Magazine Kimberly Beekman 
 

PRESS RELEASES DISTRIBUTED 
Two news releases were distributed to national, regional, and local media 

• August 29 Fall in Love with Snowmass this September  
• August 13 Snowmass Tourism Revives Snowmass Ice Age Discovery Story 

PR RESULTS       
Total PR Stories in August & September 2023 – Approximately 567 stories 

• Equaling approximately 568 million media impressions 
• Equaling approximately $1.4 million in ad value 

MEDIA HIGHLIGHTS 
Media coverage highlights from August & September 2023 include:  

• 303 Magazine: Soar to New Heights with These Balloon Festivals in Colorado and Beyond 
• Colorado.com: Fall-orado: Colorado Strikes Gold with Fall Foliage & Autumn Adventures 
• Escape (AUS): 10 Best Things to Do in Aspen This Summer 
• Family Destination’s Guide: Limelight Hotel Snowmass 
• Michelin Guide: Meet the Unstoppable Mawa McQueen 
• Marie Claire Magazine (AUS): Hot Aspen Summer 
• Modern Luxury Peak: Empire Rising 
• Powder.com: Heritage Fire Will Put Some Sizzle into Your Summer 
• PureWow: The 39 Best Christmas Towns in the United States 
• San Antonio Weddings: 7 Reasons to Say I Do in Snowmass, Colorado  
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• The Everymom: The Best Family-Friendly Hotels and Resorts to Visit in Colorado—Even if You 
Don’t Ski 

• Travel + Leisure: The Best Small Towns in the U.S. to See Fall Foliage 
• Travel Daily Media: 11 destinations to Fall for this Autumn 
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Group Sales Dashboard Q3 2023

2023 Q3 Goal 2023 Q3 
Production

Production %  
Q3 Goal

2022 Q3 
Production

2023 
Annual Goal

2023 YTD 
Production 
(Includes 
variance)

Production % 
Annual Goal

Total Leads 150 136 91% 145 600 438 73%

Prospecting 660 667 101% 1,077 2,640 2,005 76%

Site Visits 22 9 - 45 -

IDSS New Accounts 190 222 117% 158 760 543 71%

Sales Trips (In-Person/Virtual) 10 7 - 32 -

Fams/Events 3 2 - 4 -

Room Nights Contracted 8,250 5,343 65% 4,845 33,000 13,402 41%

Variance In Rooms In Quarter 1,119 666 4,017

Room Night Cancels 0 0 0

Net Quarterly Definite Room Nights 6,462 78% 5,511

Total Actualized Variance + Cancels 4,017

Year To Date Actual 33,000 17,419 53%

% of New Room Nights - Qtr and YTD 35% 25% 70% 35% 29% 84%
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Rollover Production

Conversion 2019 Rollover 
Production 2019 % Leads 2020 Rollover 

Production
2020 % 
Leads

2021 Rollover 
Production

2021 % 
Leads

2022 Rollover 
Production

2022 % 
Leads

Prospect 0/1 0% 1/4 25% 2/22 9% 35/178 20%

Tentative 0/1 0% 0/4 0% 0/22 0% 0/178 0%

Definite 1/1 100% 0/4 0% 2/22 9% 11/178 6%

Definite Non-Contract 0/1 0% 0/4 0% 1/22 5% 18/178 10%

Lost Business 0/1 0% 3/4 75% 17/22 77% 114/178 64%

Conversion 2023 YTD Production 2023 % Leads

Prospect 260/438 59%

Tentative 12/438 3%

Definite 20/438 5%

Definite Non-Contract 21/438 5%

Lost Business 125/438 29%

PREVIOUS PROSPECTS AND TENATIVES THAT CARRY OVER TO 2023 
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Leads by Market Segment Q3 2023
Leads by Market Segment

438 YTD Total Leads

*Associations:
  28   In-State
  20   Out of State

Year # Leads

2023 175

2024 187

2025 62

2026 10

2027 2

2028 2

48

55

204

12

32

11

9

4 17

38
5 3

0

Association

CME

Corporate

Event/Affinity

SMERFG*

Incentive

Legal

Scientific

Ski Group

Wedding Individual

Wedding/Reunion

Tour Operator

Tour Operator Inclusions
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Definites by Market Segment Q3 2023
Definites by Market Segment

50 YTD Total Definites
*Associations:
  0    In-State
  1   Out of State

37  New from 2023 
2 Rollover from 2021
10   Rollover from 2022
1    Rollover from 2019

Year # Leads

2023 22

2024 18

2025 7

2026 3

1

18

11

30

4

2

0
2

6

0
3

0

Association

CME

Corporate

Event/Affinity

Incentive

smerfg*

Legal

Scientific

Ski Group

Wedding Individual

Wedding/Reunion

Tour Operator

Tour Operator Inclusion
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2023 Definite Analysis Group Room Nights on the 
Books (by arrival date)

Q1 Q2 Q3 Q4

2017 14,239 3,827 5,573 1,444 25,083

2018 13,345 2,449 8,219 1,498 25,511

2019 12,409 9,777 5,514 1,830 29,530

2020 11,381 47 86 293 11,807

2021 1,813 788 1,780 1,933 6,314

2022 14,597 4,223 10,972 2,790 32,582

2023 13,094 3,219 5,718 1,864 23,895

2024 9,095 1,145 3,171 0 13,411

2025 6,540 255 474 0 7,269

2026 1,392 0 0 140 1,532
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Groups on the Books
arrivals starting 10/1/2023

ROOM NIGHTS NUMBER OF GROUPS

Over 1,000 3

750 – 999 1

500 - 745 15

200 - 499 22

1 - 199 12

0 6 (contracts w/o def room nights)

TOTAL 59
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Adopted Budget Amended Current Month YTD YTD Budget - YTD % Used/
Account Account Description Budget Amendments Budget Transactions Encumbrances Transactions Transactions Rec'd Prior Year Total
Fund   009 - Tourism Fund

REVENUE
402005 Grants 10,000.00 .00 10,000.00 .00 .00 .00 10,000.00 0 10,000.00
404071
404071-02 Event Revenue - Sponsorships .00 .00 .00 .00 .00 .00 .00 +++ 3,500.00

404071 - Totals $0.00 $0.00 $0.00 $0.00 $0.00 $0.00 $0.00 +++ $3,500.00
407001 Interest Income 88,024.00 47,299.00 135,323.00 .00 .00 597,292.11 (461,969.11) 441 162,740.57
407003 Miscellaneous Income .00 .00 .00 .00 .00 1,736.13 (1,736.13) +++ 5,560.00
407018
407018-02 Co-op Reimbursement - Marketing 12,500.00 .00 12,500.00 .00 .00 .00 12,500.00 0 .00

407018 - Totals $12,500.00 $0.00 $12,500.00 $0.00 $0.00 $0.00 $12,500.00 0% $0.00
407056 Support for Groups .00 20,000.00 20,000.00 .00 .00 .00 20,000.00 0 .00
413001
413001-04 Lease proceeds .00 .00 .00 .00 .00 .00 .00 +++ 22,694.07

413001 - Totals $0.00 $0.00 $0.00 $0.00 $0.00 $0.00 $0.00 +++ $22,694.07
Department   04 - Finance

401003
401003-03 Sales Taxes - Marketing 8,416,211.00 .00 8,416,211.00 767.70 .00 6,897,715.95 1,518,495.05 82 8,699,322.95
401003-04 Sales Taxes - Lodging .00 3,099,187.00 3,099,187.00 .00 .00 2,717,520.48 381,666.52 88 .00

401003 - Totals $8,416,211.00 $3,099,187.00 $11,515,398.00 $767.70 $0.00 $9,615,236.43 $1,900,161.57 83% $8,699,322.95
Department   04 - Finance Totals $8,416,211.00 $3,099,187.00 $11,515,398.00 $767.70 $0.00 $9,615,236.43 $1,900,161.57 83% $8,699,322.95

REVENUE TOTALS $8,526,735.00 $3,166,486.00 $11,693,221.00 $767.70 $0.00 $10,214,264.67 $1,478,956.33 87% $8,903,817.59
EXPENSE

501001
501001-01 Payroll - Regular 928,096.00 824,518.00 1,752,614.00 .00 .00 1,200,170.52 552,443.48 68 818,344.99

501001 - Totals $928,096.00 $824,518.00 $1,752,614.00 $0.00 $0.00 $1,200,170.52 $552,443.48 68% $818,344.99
501002
501002-01 Payroll Overtime Regular 10,000.00 5,000.00 15,000.00 .00 .00 9,567.83 5,432.17 64 7,372.88

501002 - Totals $10,000.00 $5,000.00 $15,000.00 $0.00 $0.00 $9,567.83 $5,432.17 64% $7,372.88
501003
501003-01 Payroll Benefits - Recreation Benefit 18,765.00 10,425.00 29,190.00 .00 .00 24,883.60 4,306.40 85 16,788.18
501003-04 Payroll Benefits - Housing Allowance 30,000.00 .00 30,000.00 .00 .00 22,500.00 7,500.00 75 30,000.00
501003-06 Payroll Benefits - Retirement 80,641.00 73,528.00 154,169.00 .00 .00 116,622.75 37,546.25 76 73,740.50
501003-08 Payroll Benefits - Medicare 12,362.00 12,028.00 24,390.00 .00 .00 19,638.69 4,751.31 81 12,671.15
501003-09 Payroll Benefits - Fica 6,547.00 .00 6,547.00 .00 .00 5,515.95 1,031.05 84 5,356.15
501003-10 Payroll Benefits - Health Insurance 318,441.00 257,488.00 575,929.00 .00 .00 375,763.71 200,165.29 65 246,889.53
501003-13 Payroll Benefits - Dental Insurance 4,082.00 3,602.00 7,684.00 .00 .00 10,764.07 (3,080.07) 140 7,072.95
501003-14 Payroll Benefits - Vision Insurance 1,771.00 1,562.00 3,333.00 .00 .00 3,135.26 197.74 94 2,301.32
501003-15 Payroll Benefits - Standard - Life / AD& D 5,493.00 5,008.00 10,501.00 .00 .00 7,024.31 3,476.69 67 4,571.65
501003-17 Payroll Benefits - Dependant Life 90.00 79.00 169.00 .00 .00 114.40 54.60 68 79.20
501003-18 Payroll Benefits - Long Term Disability 7,185.00 6,551.00 13,736.00 .00 .00 9,039.07 4,696.93 66 5,880.93
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Adopted Budget Amended Current Month YTD YTD Budget - YTD % Used/
Account Account Description Budget Amendments Budget Transactions Encumbrances Transactions Transactions Rec'd Prior Year Total
Fund   009 - Tourism Fund

EXPENSE
501003
501003-19 Payroll Benefits - Unemployment Insurance 1,876.00 1,659.00 3,535.00 .00 .00 2,699.86 835.14 76 1,740.25
501003-20 Payroll Benefits - Workmans Comp 841.00 743.00 1,584.00 .00 .00 5,425.79 (3,841.79) 343 4,085.20

501003 - Totals $488,094.00 $372,673.00 $860,767.00 $0.00 $0.00 $603,127.46 $257,639.54 70% $411,177.01
501004 Training/ Registrations 12,350.00 18,000.00 30,350.00 .00 .00 15,214.15 15,135.85 50 5,944.20
501005
501005 Travel & Meeting Expenses 45,000.00 (45,000.00) .00 .00 .00 4.00 (4.00) +++ 40,364.14
501005-01 Travel & Meeting Expenses - Marketing .00 37,500.00 37,500.00 .00 .00 16,591.95 20,908.05 44 .00
501005-02 Travel & Meeting Expenses - Groups .00 89,000.00 89,000.00 .00 .00 53,696.75 35,303.25 60 .00
501005-03 Travel & Meeting Expenses - Special Events .00 7,500.00 7,500.00 .00 .00 2,290.70 5,209.30 31 .00

501005 - Totals $45,000.00 $89,000.00 $134,000.00 $0.00 $0.00 $72,583.40 $61,416.60 54% $40,364.14
502003 Contract Service 25,000.00 12,000.00 37,000.00 .00 47.99 4,663.50 32,288.51 13 2,593.36
502004 Telephone 9,120.00 5,600.00 14,720.00 .00 .00 10,223.83 4,496.17 69 7,867.78
502007
502007-01 Maintenance Agreements - Copier 2,500.00 2,500.00 5,000.00 .00 .00 357.98 4,642.02 7 393.37

502007 - Totals $2,500.00 $2,500.00 $5,000.00 $0.00 $0.00 $357.98 $4,642.02 7% $393.37
502008
502008-01 Repairs - Equipment 1,000.00 1,000.00 2,000.00 .00 .00 .00 2,000.00 0 .00

502008 - Totals $1,000.00 $1,000.00 $2,000.00 $0.00 $0.00 $0.00 $2,000.00 0% $0.00
502009
502009-01 Mailing - Postage 1,500.00 2,000.00 3,500.00 .00 13.83 368.82 3,117.35 11 31.34
502009-03 Mailing - Tradeshows .00 2,000.00 2,000.00 .00 .00 320.74 1,679.26 16 .00

502009 - Totals $1,500.00 $4,000.00 $5,500.00 $0.00 $13.83 $689.56 $4,796.61 13% $31.34
502010
502010-03 Utilities - Electric 1,000.00 .00 1,000.00 .00 .00 561.05 438.95 56 998.53

502010 - Totals $1,000.00 $0.00 $1,000.00 $0.00 $0.00 $561.05 $438.95 56% $998.53
502013
502013-01 Leased Equipment - Copier 3,000.00 3,000.00 6,000.00 .00 .00 2,954.69 3,045.31 49 878.52
502013-11 Leased Equipment - Interest .00 .00 .00 .00 .00 .00 .00 +++ 4.21
502013-12 Leased Equipment - Principal .00 .00 .00 .00 .00 .00 .00 +++ 1,773.51

502013 - Totals $3,000.00 $3,000.00 $6,000.00 $0.00 $0.00 $2,954.69 $3,045.31 49% $2,656.24
502017 Audit 6,095.00 3,096.00 9,191.00 .00 .00 9,191.00 .00 100 5,300.00
502019 Software Licensing 41,200.00 19,000.00 60,200.00 .00 2,205.01 39,003.01 18,991.98 68 .00
502029 Accounting & Administrative Fee 23,482.00 11,742.00 35,224.00 .00 .00 35,224.00 .00 100 22,799.00
503002 Dues, Memberships, Subscriptions 7,725.00 11,700.00 19,425.00 .00 .00 16,043.10 3,381.90 83 6,392.36
503003 Miscellaneous 54,000.00 (38,000.00) 16,000.00 .00 .00 22,147.31 (6,147.31) 138 48,508.19
503005
503005-01 Supplies - Office 7,000.00 5,000.00 12,000.00 .00 .00 2,780.00 9,220.00 23 2,788.85
503005-30 Supplies - Events 20,000.00 .00 20,000.00 .00 .00 18,385.21 1,614.79 92 16,957.80
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Adopted Budget Amended Current Month YTD YTD Budget - YTD % Used/
Account Account Description Budget Amendments Budget Transactions Encumbrances Transactions Transactions Rec'd Prior Year Total
Fund   009 - Tourism Fund

EXPENSE
503005 - Totals $27,000.00 $5,000.00 $32,000.00 $0.00 $0.00 $21,165.21 $10,834.79 66% $19,746.65

503007
503007-01 Building Lease Payments - Rent 64,890.00 58,710.00 123,600.00 .00 .00 6,172.11 117,427.89 5 402.88
503007-02 Building Lease Payments - CAMS 8,015.00 .00 8,015.00 .00 .00 3,668.32 4,346.68 46 7,217.21
503007-06 Building Lease Payments - Town Hall .00 .00 .00 .00 .00 78,979.36 (78,979.36) +++ 57,509.04
503007-11 Building Lease Payments - Rent Interest .00 .00 .00 .00 .00 .00 .00 +++ 180.35
503007-12 Building Lease Payments - Rent principal .00 .00 .00 .00 .00 .00 .00 +++ 7,319.65

503007 - Totals $72,905.00 $58,710.00 $131,615.00 $0.00 $0.00 $88,819.79 $42,795.21 67% $72,629.13
503008
503008-01 Insurance - Building 272.00 .00 272.00 .00 .00 87.02 184.98 32 108.05
503008-02 Insurance - Vehicle 360.00 .00 360.00 .00 .00 448.00 (88.00) 124 276.00

503008 - Totals $632.00 $0.00 $632.00 $0.00 $0.00 $535.02 $96.98 85% $384.05
503009
503009-01 Vehicle Expenses - Fuel 1,400.00 1,400.00 2,800.00 .00 .00 674.90 2,125.10 24 1,893.34
503009-03 Vehicle Expenses - Parts & Supplies 495.00 495.00 990.00 .00 .00 3,099.62 (2,109.62) 313 6,511.33
503009-06 Vehicle Expenses - Labor 1,750.00 1,750.00 3,500.00 .00 .00 .00 3,500.00 0 2,996.25

503009 - Totals $3,645.00 $3,645.00 $7,290.00 $0.00 $0.00 $3,774.52 $3,515.48 52% $11,400.92
503027 Office Equipment 5,000.00 5,000.00 10,000.00 .00 .00 959.99 9,040.01 10 3,786.27
503028 Sky Cab/Skittles .00 54,000.00 54,000.00 .00 .00 18,294.66 35,705.34 34 .00
507020
507020-01 Capital Other - Leases .00 .00 .00 .00 .00 .00 .00 +++ 22,694.07

507020 - Totals $0.00 $0.00 $0.00 $0.00 $0.00 $0.00 $0.00 +++ $22,694.07
510055 Transfer Out to CIP 375,000.00 200,000.00 575,000.00 .00 .00 575,000.00 .00 100 350,000.00
550001 Airline Support 20,000.00 20,000.00 40,000.00 .00 .00 37,625.28 2,374.72 94 15,277.50
550002 Signage 30,000.00 10,000.00 40,000.00 .00 765.40 18,220.59 21,014.01 47 38,062.43
550003 Premiums 35,000.00 35,000.00 70,000.00 .00 8,255.75 44,471.43 17,272.82 75 37,957.80
550004
550004-01 Summer Marketing - Collateral 100,000.00 .00 100,000.00 .00 5,220.36 61,811.11 32,968.53 67 101,192.41
550004-02 Summer Marketing - Advertising 740,000.00 .00 740,000.00 .00 12,921.75 671,751.37 55,326.88 93 611,868.63
550004-03 Summer Marketing - Photography 63,000.00 .00 63,000.00 .00 .00 18,325.00 44,675.00 29 68,303.70

550004 - Totals $903,000.00 $0.00 $903,000.00 $0.00 $18,142.11 $751,887.48 $132,970.41 85% $781,364.74
550005
550005-01 Winter Marketing - Collateral 90,000.00 .00 90,000.00 .00 800.00 18,311.03 70,888.97 21 74,811.22
550005-02 Winter Marketing - Advertising 820,000.00 .00 820,000.00 .00 .00 298,238.57 521,761.43 36 902,347.93
550005-03 Winter Marketing - Photography 63,000.00 .00 63,000.00 .00 .00 60,793.44 2,206.56 96 48,683.04

550005 - Totals $973,000.00 $0.00 $973,000.00 $0.00 $800.00 $377,343.04 $594,856.96 39% $1,025,842.19
550006
550006-01 Online - Web Design & Maintenance 40,000.00 .00 40,000.00 .00 .00 3,583.84 36,416.16 9 17,757.56
550006-02 Online - Social Media 65,000.00 .00 65,000.00 .00 250.00 33,903.66 30,846.34 53 39,356.32
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Adopted Budget Amended Current Month YTD YTD Budget - YTD % Used/
Account Account Description Budget Amendments Budget Transactions Encumbrances Transactions Transactions Rec'd Prior Year Total
Fund   009 - Tourism Fund

EXPENSE
550006
550006-03 Online - Search Engine Optimization & Marketing 117,000.00 .00 117,000.00 .00 2,481.15 6,752.73 107,766.12 8 108,794.83
550006-04 Online - E-mail & Content Marketing 17,000.00 .00 17,000.00 .00 .00 4,444.20 12,555.80 26 6,941.94
550006-05 Online - Miscellaneous 2,500.00 .00 2,500.00 .00 .00 .00 2,500.00 0 .00

550006 - Totals $241,500.00 $0.00 $241,500.00 $0.00 $2,731.15 $48,684.43 $190,084.42 21% $172,850.65
550008 Sponsorship Tool 13,000.00 .00 13,000.00 .00 .00 3,839.68 9,160.32 30 4,218.01
550009 Competitive Analysis 29,000.00 .00 29,000.00 .00 .00 14,031.00 14,969.00 48 35,411.50
550010
550010 Summer Events 1,160,000.00 70,000.00 1,230,000.00 .00 155,447.89 767,233.59 307,318.52 75 981,154.47
550010-01 Town Services 150,000.00 .00 150,000.00 .00 .00 150,000.00 .00 100 150,000.00

550010 - Totals $1,310,000.00 $70,000.00 $1,380,000.00 $0.00 $155,447.89 $917,233.59 $307,318.52 78% $1,131,154.47
550011 Winter Events 770,000.00 75,000.00 845,000.00 .00 .00 505,060.32 339,939.68 60 549,545.02
550012 Ice Age Discovery Center 225,000.00 .00 225,000.00 .00 10,000.00 136,473.20 78,526.80 65 63,896.00
550013 Research Survey 15,000.00 .00 15,000.00 .00 .00 10,000.00 5,000.00 67 20,999.33
550014
550014-01 Marketing - Collateral .00 5,000.00 5,000.00 .00 .00 .00 5,000.00 0 .00
550014-02 Marketing - Industry Print Ads .00 106,000.00 106,000.00 .00 439.39 53,962.55 51,598.06 51 .00
550014-03 Marketing - Online .00 78,500.00 78,500.00 .00 .00 64,106.31 14,393.69 82 .00

550014 - Totals $0.00 $189,500.00 $189,500.00 $0.00 $439.39 $118,068.86 $70,991.75 63% $0.00
550015
550015-01 Direct Sales - Tradeshows .00 72,800.00 72,800.00 .00 .00 84,805.57 (12,005.57) 116 .00
550015-03 Direct Sales - Client Entertainment .00 40,000.00 40,000.00 .00 .00 19,700.89 20,299.11 49 .00
550015-04 Direct Sales - FAM .00 116,000.00 116,000.00 .00 .00 63,597.09 52,402.91 55 .00

550015 - Totals $0.00 $228,800.00 $228,800.00 $0.00 $0.00 $168,103.55 $60,696.45 73% $0.00
550016 Support for Groups .00 139,000.00 139,000.00 .00 .00 45,086.07 93,913.93 32 .00
550017 One Time Expenses 7,500.00 7,500.00 15,000.00 .00 .00 .00 15,000.00 0 .00
560001 Public Relations 153,000.00 .00 153,000.00 .00 .00 101,777.52 51,222.48 67 97,460.40
560002 Rebate 55,000.00 .00 55,000.00 .00 .00 49,450.00 5,550.00 90 51,650.00

EXPENSE TOTALS $6,923,344.00 $2,445,984.00 $9,369,328.00 $0.00 $198,848.52 $6,097,627.62 $3,072,851.86 67% $5,887,074.52

Fund   009 - Tourism Fund Totals
REVENUE TOTALS 8,526,735.00 3,166,486.00 11,693,221.00 767.70 .00 10,214,264.67 1,478,956.33 87% 8,903,817.59
EXPENSE TOTALS 6,923,344.00 2,445,984.00 9,369,328.00 .00 198,848.52 6,097,627.62 3,072,851.86 67% 5,887,074.52

Fund   009 - Tourism Fund Totals $1,603,391.00 $720,502.00 $2,323,893.00 $767.70 ($198,848.52) $4,116,637.05 ($1,593,895.53) $3,016,743.07
Fund   055 - Capital Improvement Program

EXPENSE
Department   79 - Other CIP

Division   70 - Snowmass Tourism
579300 Snowmass Tourism Product Enhancement 400,000.00 .00 400,000.00 .00 450.00 36,283.00 363,267.00 9 .00

Run by Debbie Collins on 10/12/2023 12:14:12 PM Page 4 of 5
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Adopted Budget Amended Current Month YTD YTD Budget - YTD % Used/
Account Account Description Budget Amendments Budget Transactions Encumbrances Transactions Transactions Rec'd Prior Year Total
Fund   055 - Capital Improvement Program

EXPENSE
Department   79 - Other CIP

Division   70 - Snowmass Tourism
579302 Fanny Hill Improvements 175,000.00 18,757.00 193,757.00 .00 .00 .00 193,757.00 0 131,242.77

Division   70 - Snowmass Tourism Totals $575,000.00 $18,757.00 $593,757.00 $0.00 $450.00 $36,283.00 $557,024.00 6% $131,242.77
Department   79 - Other CIP Totals $575,000.00 $18,757.00 $593,757.00 $0.00 $450.00 $36,283.00 $557,024.00 6% $131,242.77

EXPENSE TOTALS $575,000.00 $18,757.00 $593,757.00 $0.00 $450.00 $36,283.00 $557,024.00 6% $131,242.77

Fund   055 - Capital Improvement Program Totals
REVENUE TOTALS .00 .00 .00 .00 .00 .00 .00 +++ .00
EXPENSE TOTALS 575,000.00 18,757.00 593,757.00 .00 450.00 36,283.00 557,024.00 6% 131,242.77

Fund   055 - Capital Improvement Program Totals ($575,000.00) ($18,757.00) ($593,757.00) $0.00 ($450.00) ($36,283.00) ($557,024.00) ($131,242.77)

Grand Totals
REVENUE TOTALS 8,526,735.00 3,166,486.00 11,693,221.00 767.70 .00 10,214,264.67 1,478,956.33 87% 8,903,817.59
EXPENSE TOTALS 7,498,344.00 2,464,741.00 9,963,085.00 .00 199,298.52 6,133,910.62 3,629,875.86 64% 6,018,317.29

Grand Totals $1,028,391.00 $701,745.00 $1,730,136.00 $767.70 ($199,298.52) $4,080,354.05 ($2,150,919.53) $2,885,500.30

Run by Debbie Collins on 10/12/2023 12:14:12 PM Page 5 of 5
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Vision and Guiding Principles 

The mission of the Snowmass Tourism (ST) is to support the town’s 

economy through activities, events and programs that attract 

visitors and the associated spending. Snowmass Village has a strong 

and unique value proposition for its visitors. With strong funding, 

Snowmass Tourism is well positioned to increase the 

competitiveness of its marketing, group sales, guest service and 

event initiatives. This plan provides the framework for those efforts. 

 

Vision | Aspiration Statement 

The current aspiration statement captures the over-arching vision 

for the Town of Snowmass Village: 

“Snowmass Village aspires to be the leading multi-season, family-

oriented, inclusive mountain resort community. We will do this by 

creating, marketing and delivering distinctive choices for fun, 

excitement, challenge, learning and togetherness. All this is done 

amidst our unique, natural splendor ... as part of a memorable 

Aspen Snowmass experience. 

Further, we wish to be seen as welcoming, dynamic, convenient and 

successful. We will always be responsible stewards of our 

environment, economy and society. When successful, Snowmass 

Village will have achieved the quality of life and economic vitality 

that will assure our future as a sustainable resort community.” 

 
 

 

Guiding Principles 

The following guiding principles have been developed from the plan 

analysis.   

Generate a tourism-based economic impact for the Town of 

Snowmass Village, including the primary sectors of lodging, retail, 

food & beverage, and service. 

Snowmass Tourism promotion, programming and product 

development initiatives seek to generate trial and repeat visitors in 

an effort to drive a positive economic impact for the community.  

Effectively meet the needs of the Snowmass visitor.  

Snowmass Tourism seeks to meet the needs of Snowmass visitors 

through informational product development and programming 

efforts that provide a positive experience leading to positive reviews 

and word of mouth referrals. 

Foster a positive, cooperative relationship with Snowmass 

stakeholders. 

In its mission to serve the citizens of Snowmass Village, local 
business owners and a variety of other public and private entities, 
Snowmass Tourism works to proactively inform, educate and 
engage stakeholders in a spirit of cooperation.   
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Snowmass Tourism operates as an effective, efficient and 

responsive tourism organization, especially in consideration of the 

public funding of operations. 

In this regard, Snowmass Tourism seeks to be an effective tourism 

organization that measures the outcomes of its efforts with the goal 

to maximize the return on investment of community funding. 

Supports and promotes the long-term collaboration in the Roaring 

Fork Valley region. 

Snowmass Tourism seeks to continually strengthen the long-term 

success of the greater Aspen Snowmass destination by 

communicating the collective capabilities of the area and 

cooperatively working with a variety of regional partners in this 

common goal. 

Through special events, offerings and more, Snowmass Tourism 

seeks to engage with local residents and part-time residents. 
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Situation Analysis 

• The Tourism Industry is a major part of the Snowmass 
economy. 

• Funding for Tourism is strong and has grown as occupancy 
has grown. 

• It is expected that Base Village will continue to have 
ongoing construction for the next several years. 

• Aspen Skiing Company has introduced amenities (alpine 
coaster, zip line, climbing wall, ropes courses, additional 
hike/bike trails) at the Elk Camp pod that broaden the 
appeal of Snowmass. 

• Seasonality issues – lodging rates in winter are significantly 
higher than in summer season. Opportunity to ‘fill’ our early 
and late winter season. Opportunity to raise mid-week 
summer valleys, and/or weekend summer rates. 

• It is important to maintain strong relationships with Aspen 
Skiing Company, East West Partners, The Romero Group, 
and other community partners. 

• The current strength of the US dollar is deterring 
international travel to mountain destinations.  

• The Pitkin County Airport is undergoing a public process for 
expansion, the results of which will significantly impact 
tourism. Tourism to take an active role in the process. 
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Market Segmentation 

Snowmass Tourism has identified the following retail segments, 

classified broadly as Flexible Independent Travelers (FIT) and Groups. 

Additionally, there is a wholesale target, tour operators, that is a 

much smaller portion of our target audience. 

Flexible Independent Travelers (FIT)  

Target audiences and markets were assessed in 2022, using a layered 

data analysis by utilizing in-house resources, Google Analytics and 

O&D flight data for ASE. All 210 DMAs were analyzed, and the markets 

were ranked based on the weighted index across all key variables. The 

data was split by season (where applicable) to determine separate 

market priorities for summer vs. winter.  

Demographic 

• Age:  25-64 

• Median Household Income:  $125k+ 

Geographic Markets 

• Targeted Regional Market: Colorado Front Range (Denver, 

Boulder, Fort Collins, Colorado Springs) and Grand Junction 

(only targeted in summer)  

• Targeted National Non-Stop Fly Markets (as of September 

2023):  San Francisco, Los Angeles, Austin, Dallas, Houston, 

Chicago 

• Targeted National Connecting Fly Markets: New York City 

metro area, Miami, San Diego, Atlanta,  

• Additional Top National Connecting Fly Markets: Washington 

DC, Seattle, West Palm Beach, Boston, Minneapolis, Salt Lake 

City, Phoenix, New Orleans, Baltimore 

• International:  especially Europe, Canada, Australia, New 

Zealand, Brazil, Mexico, and Argentina  

Attributes – based on PRIZM segments: 

• Networked Neighbors: $238k median household income, 

suburban, ages 35-54, mostly with kids in the home 

• Movers & Shakers: $143k median household income, 

suburban, ages 45-64, mostly without kids in the home 

• Young Digerati: $144k median household income, urban, ages 

25-44, mostly with kids in the home 

• Winner’s Circle: $140k median household income, metro mix, 

ages 35-54, mostly with kids in the home 

• These audiences are not only extremely passionate about 

traveling and wanting to spend their money on luxury 

vacations, but they are also very environmentally conscious 

travelers 

 

Organizations/Group Target Segments 

Traditional group targets in the Meeting & Event, Incentive, space, 

including the following verticals: 

 

• Corporate 

• Incentive 

• Medical with an emphasis on continuing medical education 

• Legal with an emphasis on continuing legal education 

• Scientific 
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• National & State Associations 

• Weddings  

• Recreational & Affinity Groups 

• Ski groups & Councils 

• Government (both state and federal) 

• SMERF (Social, Military, Education, Religious, Fraternal) 

Tour Operators  

The Tour Operator segment straddles Group Sales and Marketing to 

niche FIT segments.  While tour operators are still a factor in the 

business mix for Snowmass Tourism, production from this segment in 

recent years has shown to not necessitate continued large budget 

contributions.  Tour operator business on average has evened out to 

roughly 2,000 room nights of annual production, which only accounts 

for an estimated 6-7% of the business mix.   

 

Soft Adventure  

There are in excess of 300 tour operators in the USA alone involved in 

programming soft adventure trips for groups of 4-50 people.  A few 

examples are:  

• www.epitourean.com 

• www.adventuresingoodcompany.com 

• www.atyourpacebiking.com 

For hiking, biking, rafting and many other types of soft adventure, the 

goal is to maintain some contribution to the overall business mix 

while eliminating large scale budget commitments to a small segment 

of production.   

In addition to a focus on adventure, there are a number of tour 

operators across the globe interested in what Snowmass Village has 

to offer as part of a larger discovery tour of Colorado and/or the 

West. There are a number of local attributes of potential interest:   

• Accessibility to activities/adventure, especially hiking and 

biking 

• Ice Age Discovery 

• Nature:  Alpine Flora and Fauna 

• Rodeo/ Western Heritage 

• Photography 

These areas should continue to be marketed for this segment to 

maintain a similar level of 4-7% contribution, but focus will ultimately 

take a back seat to more impactful group and FIT segments. 

 

Stakeholders and Regional Partners 

Snowmass Tourism operates within a regional tourism area in the 

Roaring Fork Valley near Aspen and the adjacent Maroon 

Bells/Snowmass Wilderness Area. Cooperative relationships are 

pursued with all major stakeholders in the area in an effort to identify 

the complete experience available to our guests. This creates a higher 

value proposition for potential visitors and increases significantly our 

competitive strength in the industry.   
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Snowmass Tourism’s primary partnerships include all local business 

owners/operators, the Snowmass lodging community, major 

developers, Aspen Skiing Company, Aspen Chamber Resort 

Association, Aspen Pitkin County Airport, local organizations and 

others. 

Cooperative Relationships 

Working with these entities provides a number of benefits including 

activity programming, the ability to increase the leverage of 

Snowmass Tourism funding and expanding the impact of Snowmass 

promotional efforts.  Examples of cooperative partner programs 

include Aspen Snowmass International Media Outreach, Roaring Fork 

Destination Alliance, Brand USA, Destination Management Association 

International (DMAI), the Colorado Tourism Office, Denver Museum 

of Nature & Science, Jazz Aspen Snowmass (JAS) and more.   

 

 

 

 

  

Snowmass

Tourism

Aspen Chamber
Resort Assoc

Aspen Skiing 
Company

Local Business 
Owners/ Operators

Local 

Non-Profits

Event Producers
Snowmass Lodging

Developers

Stay Aspen 
Snowmass

City of Aspen
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Marketing Road Map 

The road map is designed to link goals, objectives and, ultimately, budget line items that serve as the basis for Snowmass Tourism’s activities.  This 

road map is a living document, updated during the year, to reflect Snowmass Tourism’s initiatives.    

Terminology 

1. Goal: a long-range goal, broadly defined with a typical timeframe of up to 3 or more years. 

2. Strategy: how ST will guide decisions and allocate resources in order accomplish key objectives. 

3. Objective: a near-term and specific objective to be achieved. All objectives should have the following attributes: Specific, Measurable, 

Achievable, Realistic, and Time-bounded (abbreviated SMART). All objectives in this plan are organized by strategy. 

Goals 

The following four goals have been identified for this year’s plan. 

Goal 1:  Effectively position Snowmass as a leading resort with a world-class value proposition. 

Measure 2024 Desired Outcome 2025 and Beyond 

Competitive Set Position  

Occupancy  

PR Placements 

Improve rank in Summer 

Maintain or improve rank in Winter 

Numerous placements naming Snowmass as a top resort 

 

Continue to achieve high ranking 

On-going 
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Goal 2:   Increase annual total demand for overnight visitation, especially for the summer and shoulder seasons. 

Measure 2024 Desired Outcome 2025 and Beyond 

Total Room Nights 

Increase summer occupancy by +3%.   

 
 
 

 
 
 
 

 
 
 
 
 
 
 

Annual occupancy goals should 
be set on a year by year basis 
based on industry averages as 
well as SMV prior performance 
and economic environment. 
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Increase winter occupancy by +1.5% 
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Total Lodging Tax 

Increase summer lodging tax +3% year over year

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Lodging tax is correlated to 
occupancy.   
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Increase winter lodging tax by +3% YOY  
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Goal 3:  Support and promote the retail, food and beverage sectors as necessary for the delivery of complete guest services. 

Measure 2024 Desired Outcome 2025 and Beyond 

Marketing Fund Tax 
 
 
 
 
 

 
Increase Summer Marketing Tax by +7% year over year 
Summer (Jun-Oct) 
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Increase +3% Winter (Dec-Apr) 

 
 
 
 
 
 
 

Stakeholder Outreach 

Tourism Talks (about 10x per year) 
Training opportunities 
Stakeholder engagement and feedback 
Stakeholder Education/Assistance – photo program, digi101, etc. 
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Goal 4:   Develop opportunities for guests and RFV locals to engage in key lifestyle and passion segments including outdoor recreation, 
arts & culture, food & wine, history & science, romance, family, and luxury travel. 

Measure 2024 Desired Outcome 2025 and Beyond 

Daily and Seasonal 
Activities 

Organize and effectively inform guests about assets and activities available in Snowmass so that 
they may easily be accessed. 
Leverage existing activities and community partners to appeal to key target segments. 

Ongoing 

Events 

Further refine event feedback loop. 
 
Winter Event Goals 

• Enhance experience during high occupancy periods 

• Create vitality/après ski experience i.e. Snowmass s’mores  
 
Summer Event Goals 

• Build occupancy 
 

• Create vitality 

• Attract return visitors / guests 

• Support Stakeholder events (i.e. Yappy Hour, Music on the Mall, Rendezvous, Déjà vu, 
Cidermass, Collective daily activations) 

• Grow first-time summer visitors 
 
 

Ongoing 

Snowmass Ice Age 
Discovery 

Provide year-round activity that expresses the historically and scientifically significant Ice Age 
paleontological find in Snowmass 
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Strategies and Objectives 

There are six baseline strategies employed by Snowmass Tourism to accomplish its mission. These strategies define how the tourism office allocates 

resources to reach prospective visitors, communicate our value proposition, produce events and activities, and work cooperatively with our regional 

partners.    

 

 

 

 

 

 

  

 

Each of these strategies and their corresponding objectives are described below.   

Branding 
Advertising 

PR 

Visitor 
Information 
& Services 

Resort 
Product 

 

Events 
Regional 

Approach, 

Alliances 

Group 

Sales 

Snowmass Tourism Baseline Strategies 
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Branding / Advertising / Public Relations 

In a competitive destination-marketing environment, it is critical for Snowmass to continue to build brand awareness and emphasize its unique 

selling proposition. These efforts are primarily designed to drive visitors to the Snowmass website where they can be influenced and educated, and 

to create visibility and recognition for Snowmass outside of our website (online and offline).  Key elements highlighted in our branding are centered 

on points of differentiation for our target markets. These include: 

• Ease of access to nature and outdoor activities 

• The winter product, including: 

o Top-notch ski/snowboard terrain, from beginner to expert 

o Excellent ski school 

o 95% slopeside lodging 

o Vibrant après scene 

o Off-slope activities 

o New Snowmass Base Village offerings 

• The summer product, including: 

o Hiking 

o Biking (downhill, cross-country and road cycling) 

o Outdoor activities (including Lost Forest) 

o Special events  

o Snowmass’ mid-week vibrancy including free concerts and rodeo 

o New Snowmass Base Village offerings 

 

• Proximity to Aspen/Pitkin County Airport  

• Strong family offerings 

• Favorable lodging rates relative to Aspen  

• Relationship and proximity to Aspen 

• Snowmass Ice Age Discovery 

 

 

59



Snowmass Tourism             2024 Business Plan 

  October 2023  20 | P a g e  

Brand Platform 

In 2024 ST will continue to leverage the brand platform that is based on extensive stakeholder research, audience assessment and brand 

development that was performed in 2022. Key attributes that formed our brand platform will serve as an inspiration point for all branding and 

messaging moving forward.  

Our Positioning Statement: The vast, awe-inspiring and accessible beauty of Snowmass inspires soulful connections, nourishes self-discovery and 

magnifies what really matters. Nature nurtures us to shift our energy and perspectives through the power of play and connect with our true selves 

and others.  

Our Brand Personality: Welcoming, Spacious, Effortless, Open and Playful. 

 

Public Relations  

ST pursues the following public relations initiatives measured by various metrics for marketing reach: 

1. Develop fresh, new story angles for winter, summer, and fall. 2024 goals include: working to solidify Snowmass as a top town/destination in 

America, for both winter and summer; submitting Snowmass as a destination for “best of/top ten” lists; leverage Snowmass as a continually 

growing multi-season resort destination, focus on Snowmass Ice Age Discovery, focusing on the addition of Snowmass Base Village and their 

new developments, Lost Forest and other new on-mountain improvements and offerings, new special events, new restaurants and chef 

accolades, and more. Continuing to promote and increase awareness around Snowmass as a summer destination (hiking, biking, special 

events, Lost Forest, etc.), with a focus on mid-week activities including the Snowmass Rodeo, Free Concert Series, Fridays on the Mall, etc. 

Promote Snowmass as a winter destination with a focus on both on-slope and off-slope activities and things to do, daily winter s’mores 

programming, winter special events, and other new winter promotions to increase brand awareness.  

2. Regularly pitch key media with customized story ideas to target segments and markets. Pitches include activities and adventures, family, 

LGBTQIA+, events, meetings and travel trade angles, and the variety of lodging available at different price points. Target outlets include 

Conde Nast Traveler, Travel + Leisure, Men’s Journal, Outside Magazine, Forbes, InsideHook, Los Angeles Times, New York Times, 5280 

Magazine, Denver Life Magazine, Denver Post, in-flight publications, and local Aspen & Snowmass outlets. International outlets include 

Reforma (MX), ViajerosTV (MX), Rolling Stone International, Marie Claire International, Food & Wine Magazine International, Metro (UK), 

Arcadia Magazine (UK), News Ltd. Escape (AUS), NZ Herald (NZ), etc. 

3. Write and distribute press releases on major Snowmass news, promotions, events, and timely/seasonal story ideas. 
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4. Leverage special events to broaden media appeal and interest in Snowmass. Host domestic and international media on individual and group 

familiarization visits (FAM Trips) throughout the summer, fall, and winter, utilizing special events and mid-week programming as a hook. 

Design customized itineraries for visiting media with support of Snowmass partners. Target 15-20 media visits over the course of the year. In 

addition, arrange 8-10 media deskside appointments in NYC and other regional markets throughout the year to promote Snowmass. 

5. Work with domestic and international public relations firms to amplify Snowmass reach to national and international media, host media in 

market, and promote Snowmass as a multi-season resort. 

2024 Objectives: Branding, Advertising, Public Relations 2025 and Beyond 

1. Build brand identity with establishing internal fluency, key stakeholder buy-in, and execution 
across all channels 

Continue to invest in the Snowmass brand  

2. Execute multi-faceted marketing campaigns to increase our occupancy and ADR in both winter 
and summer seasons. Measure digital tactics with meaningful consideration KPIs specific to 
individual digital channel and goals. For example, social media ads are less about website 
engagement and more about impressions, while digital banner ads are more about website 
engagement and less about impressions. 

Continue digital and mobile growth 

3. Continue to expand our comprehensive social media strategy to develop deeper engagement 
and brand awareness. Grow social impressions and engagement. Facebook and Instagram are 
our primary social media advertising platforms based on ability to target specific audiences and 
efficient cost to do so. Audience size is no longer the most important metric as Facebook ad and 
post views are increasingly correlated with spend. 

 

4. Develop targeted advertising and promotion for events and activities to drive event 
participation/ticket sales and multiple night stays, especially in summer. 

 

5. Build image library with current photos and videos with beneficial licensing rights; make assets 
available to stakeholders and partners to help promote Snowmass.   

 

6. Increase total PR media impressions +10% year over year; secure 8 feature placements in key 
outlets; pitch Snowmass as a standalone destination in “top 10” or “best of” lists throughout 
2024; continue to tell the story of Snowmass’ identity evolution. 

 

7. Develop a well-rounded content marketing strategy that engages with past and future Snowmass 
guests with a goal of growing understanding, excitement and buzz about the destination.  A 2024 
focus will be developing and distributing engaging content including email marketing with strong 
open and click-thru rates, social media, and website placement. 

 

8. Streamline collateral design to better relate to brand platform and marketing campaigns, 
providing greater brand cohesiveness. 
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Visitor Information and Services 

Digital Platform  

A robust digital marketing platform provides critical support to all tourism related marketing activity. Today, this extends well beyond local primary 

websites to include SEO, close affiliates (e.g. aspensnowmass.com, aspenchamber.org, stayaspensnowmass.com, etc.), social networks (e.g. 

Facebook, Instagram, etc.), and Online Travel Agencies and travel information sites (e.g. Trip Advisor, Yelp, Expedia, etc.). A capable digital platform 

is a requirement for any world-class resort to serve the information needs of its visitors. 

The digital platform also serves as a common call-to-action, supporting integrated media using a variety of tools including content management, 

SEO, online branding and display ads, paid search, multimedia, social media, email marketing and mobile marketing. In addition, the long-range plan 

is to integrate this approach across functional departments, including group sales, promotions and public relations. 

Ongoing Website Improvements 

The current GoSnowmass.com was launched in May 2017, an upgrade to the previous GoSnowmass.com site. The site has evolved with a primary 

design goal of balancing inspiration and information to facilitate our guests' planning needs from consideration to actual trip planning to on-site 

resource. The ST website works to fulfill the informational needs of both prospective and onsite guests. In particular, the mobile website experience 

has been built to replicate an app-like experience for the onsite guest, making it easier for those guests to navigate the site in a way more suited to 

guests who are physically here. ST manages HikeSnowmass.com and BikeSnowmass.com as resources in planning for two of our most popular 

summer activities. Additionally, ST launched the new SnowmassIceAge.com in August 2023 to serve as the digital home of the Ice Age Discovery 

Center of years past. In 2024, ST will continue to evolve the GoSnowmass.com website to provide an enhanced user experience. 

ST will also work with stakeholders to share industry tools and best practices to help their businesses to be well represented outside of 

GoSnowmass.com, with the goal of providing visitors with the information that they need when and where they seek it. Major Capabilities of 

gosnowmass.com:  

1. Site content establishing gosnowmass.com as the authority on all things Snowmass. 

2. Comprehensive listings for all Snowmass Village lodging, food and beverage, activities and events. 

3. Digital content sourced from existing programming of interest to target segments. 

4. Interface with Stay Aspen Snowmass to assist exploration and booking of local lodging. 

5. Advanced implementation of site analytics and measurement tools.  
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6. Stakeholder access to maintain their listings and content to improve accuracy. Additionally, stakeholders have the ability to add events to 

the main gosnowmass.com events page, bringing more visibility to community events and activities. 

7. Mobile-first design with display capabilities on a variety of mobile devices as well as an app-like experience on the mobile version of the site. 

8. Maintain bikesnowmass.com, a biking microsite, that serves as the authority on biking in Snowmass. 

9. Maintain hikesnowmass.com, a hiking microsite, that serves as the authority on hiking in Snowmass. 

10. Evolve SnowmassIceAge.com, the new Ice Age Discovery website, serving as the digital home of all-things related to the 2010 fossil 

discovery and excavation. 

Social Media 

Social media continues to be a strategic component of the digital platform. Ongoing activities include: 

• Comprehensive social media strategy to develop deeper engagement and brand awareness, build new relationships and 

support promotions. This includes frequent content updates, advertising and other interactive content primarily on Facebook 

and Instagram. 

• Continue to build Snowmass-specific video content on YouTube, Facebook and Instagram. Use video footage to extend reach 

and brand awareness. Create small snippets of existing video footage to post on Facebook in digestible nuggets. 

• Evaluate effectiveness of new social media platforms while continuing to proactively engage on Facebook and Instagram. 

• Our engagement and reach on Facebook continues to be highly correlated with the spend on the platform. ST works to 

optimize engagement versus spend. 

• As improved video experiences on Facebook and Instagram grow in popularity (e.g. Facebook live and Instagram Stories) ST will 

look to do an increasing amount of these types of content. 

 

Guest Services   

Providing accurate and timely information to visitors is a critical function of Snowmass Tourism. The Guest Services function has, to date, been 

primarily concerned with answering basic questions and reactive requests with only a minimal requirement for collecting data and providing more 

comprehensive information services to visitors and town stakeholders. 

In the summer, guest services operates out of Town Park Station and an information cart on the Village Mall.  Summer hours are 9:00AM-4:00PM, 7 

days a week. Guest Services relays event details, activity ideas, restaurant and retail suggestions, plus basic information on transportation, 
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directions, etc. In the winter, Guest Services is open daily from 8:30AM-2:30PM at Town Park station.  From 3:30-4:30PM, Guest Services operates 

the Free S’mores Program.  S’mores fixings are handed out at two firepit locations, the Village Mall and Base Village.  S’mores are distributed every 

day during the Snowmass Mountain Ski Season.  A total of 50,000 S’mores are handed out to guests throughout the winter. 
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2024 Objectives: Visitor Information and Services 2025 and Beyond 

1. Continue to build and refresh content on all activities and events on gosnowmass.com and 
improve Group Sales digital support. Evolve bikesnowmass.com, hikesnowmass.com and 
VIKsnowmass.com. 

Common gosnowmass.com domain 

2. Increase unique visitors by 10% through ongoing redevelopment, fine-tuning of SEO capabilities 
and increasing social and email audience redirection. Increase organic and paid search engine 
referrals in line with additional year over year spending increase. 

Ongoing 

3. Continue to expand ST’s comprehensive social media strategy to develop deeper engagement and 
brand awareness. Grow Instagram audience by 10% year over year. Facebook engagement growth 
to parallel any increase in Facebook budget, ‘follower’ growth is not a focus as being a ‘follower’ 
doesn’t improve visibility of content. 

Ongoing 

4. Continue to encourage the community to leverage their ability to promote smaller 
events/activities on the main GoSnowmass.com events webpage, and to improve/maintain the 
accuracy and completeness of information about their business using other internet tolls (i.e., 
Google My Business, Yelp, etc.). 

Ongoing  

5. Continue to support traffic to Inntopia interface with stayaspensnowmass.com along with 
appropriate Google Analytics tags to monitor web activity. 

Refine as necessary 

6. Continue to enhance the website with quality photography, video and content (features, 
itineraries, etc.). Use a content-first approach to show visitors Snowmass. 

Ongoing 

7. Engage with contact database by producing and providing relevant content, such as long-form 
written pieces and video snippets. 

Ongoing 

8. Continue to develop and maintain curated website landing pages to specifically inform guests 
based on content they have previously showed interest in. 

Ongoing 
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Resort Product 

Development of the Snowmass value proposition requires an active approach to managing and tracking the myriad of activities available to visitors. 

This is accomplished through a seasonal product management model.    

Biking 

Snowmass Tourism is spearheading a multi-organization initiative to enhance the biking product in Snowmass.  Goals for 2024 might include: 

• Continue the more biking-specific marketing campaign with BikeSnowmass.com  

• Secure one or more ‘big’ mountain biking events for the summer event calendar 

• Possibly: improve the mountain biking experience in Snowmass off the trails – bike concierges, water bottle fill stations, increase bike-
friendliness of shuttles, etc.  

• Leverage the RFV IMBA Gold Designation (the only gold level ride center in Colorado, one of seven in the world) through PR, promotions and 
co-op programs with our partner destinations Aspen, Basalt, Carbondale and Glenwood Springs  

Summer Events Facilities 

• Continue visual and infrastructure improvements on Fanny Hill & Base Village Events Lawn.  Some ideas include new entrance for the venue; 
irrigation systems and more. 

Creating Vitality 

• Enhance through monthly special events plus daily Snowmass S’mores at both Mall and Base Village through programs like Music on the 
Mall, special activations and more 

Snowmass Ice Age Discovery 

Snowmass Tourism has revitalized the Snowmass Ice Age Discovery story, with a series of installations around the Village and an educational website 
that details the scientific significance of the find. This will continue to evolve in 2024 with the opportunity for large-scale installations and consistent 
educational programming hosted by Aspen Science Center. 
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• Large-scale murals in the Village: on the Snowmass Mall Tunnel (bones by Jeremy Collins), Snowmass Mall Tower (Snowmastodon by Bunnie 
Reiss), and Base Village Transit Center (bison face and bison body by Studio Kronk) 

• Educational signage around the Village: Village Shuttle placards, Skittles decals, Base Village lamp post banners, installation in Town Park 
Station in 2024 

• Trails: Viewfinders at Spiral Point (top of Rim Trail South), large signage on the Discovery Trail, Storybook Walk on TBD Trail in 2024 
(temporarily installed on Sleigh Ride Trail in 2023) 

• Website: snowmassiceage.com 

• Ongoing promotions, media pitching and community events 

The tables below summarize the primary activities and events being marketed for the summer and winter seasons. 

Summer Programming 

SUMMER Daily/Weekly Activity Event 

Sports & 

Recreation 

• Mountain Biking (cross-country trails in SMV and 

beyond, downhill trails in Snowmass Bike Park) 

• Lessons, Instruction and Guides 

• Road Biking 

• Hiking  

• Rafting 

• Fly Fishing 

• Jeep Tours  

• Hot Air Ballooning 

• Snowmass Recreation Center 

• Kids Day Camps 

• VIK 

• Horseback Riding  

• Lost Forest: mountain coaster, zip line, ropes course, 

climbing wall 

• Ragnar 24-hour Trail Relay 

• VIDA MTB Series 

• Big Mountain Enduro 

• Snowmass Doubles Volleyball 

• Snowmass Balloon Festival 

• Golden Leaf Marathon 

• Rendezvous and Déjà vu Tastings  

• Tree-O 2,5,10k Run 
• Collegiate & High School Bike Races  

• Power of Four Races, MTB & Run 

• Wine Fest 
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Cultural, Music, Arts 

• Snowmass Thursday Free Concert Series 

• Fridays Music on the Mall 

• Snowmass Rodeo 

• Aspen Music Festival & School 

• Anderson Ranch Classes 

• ACES Nature Tours 

• Snowmass Base Village Summer Offerings 

• Daily activations at the Collective 
• Dining at ~30 restaurants 

• Shopping at ~30 stores 

 

• Heritage Fire & Rustic Grind 

• Craft Beer Rendezvous 

• Fourth of July programming 

• JAS Labor Day 
• Car Club gatherings/car shows 
• Family Circus 
• Benefit Concert 
• Snowmass Wine Festival 
• Cidermass 
• Motoring Classic (addition of motorcycles)  
• Fridays on the Mall 

Snowmass Ice Age 

Discovery 

• Outdoor installations with DIY visitor experience 

(Passport Walk) 
• Guided hikes/educational programming 
• Annual Discovery Days event 
• Educational installation at Town Park Station 
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Winter Programming 

WINTER 
 

Daily/Weekly Activity 

 

Event 

Sports & 

Recreation 

• Alpine Skiing 

• NASTAR 

• Snowboarding 

• Nordic Skiing 

• Lessons, Instruction and Guides 

• First Tracks, Mountain Tours 

• Challenge Aspen 

• Ice Skating 

• Paragliding 

• Dog Sled Tours 

• ACES Tours 

• Snowmass Base Village/The Collective offerings 

• VIK  

• Fitness – Uphilling,, Snowshoeing 
 

• Winter X Games 

• NASTAR 

• Elk Camp Ullr Nights 

• Fat Bike Challenge 

• Mid-December Winterskol (starting December 24’ 

Cultural, Music, Arts 

• Anderson Ranch Classes 

• Nature Tours 

• Aspen Shortsfest 

• ACP Physics Lectures 

• Aspen Art Museum 

• The Collective 

 

• Holiday Carolers, Santa & NYE Fireworks 

• Snowmass Mardi Gras 

• Bud Light Hi Fi Concerts 

• St Patrick’s Day Celebration 

• Fat Tuesday/Mardi Gras Celebration 

Snowmass Ice Age 

Discovery 

• Outdoor installations with DIY visitor experience 

(Passport Walk) 
• Educational programming 
• Educational installation at Town Park Station 
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2024 Objectives: Resort Product 2025 and Beyond 

1. Identify, organize and include promotion on the “every day” activities available in Snowmass and 
across the Roaring Fork Valley, especially in the summer. Leverage these assets across all 
business sectors including group, FIT and tour operator business.  
 

  

2. Identify, promote and, where appropriate, assist in the development of seasonal special 
programs. For winter, evaluate existing programs to determine ongoing viability. In addition, 
enhance après in Snowmass Village with Snowmass S’mores and re-evaluate VIK Programming. 

 

3. Identify and promote local activities and programs that highlight reasons for extended stays.  
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Events   

Events are special experiences with a public component, as either participants or spectators. They are typically available at a scheduled single time 

during the season and may include anything from a large music festival (e.g. JAS) to a themed activity sponsored by an association.  Some events are 

annual, multi-year events whereas others may be one-time only. The production and funding of an event of potential interest to visitors may or may 

not directly involve Snowmass Tourism.   

“Signature events” provide the foundation for this strategy.  A signature event has the opportunity to create a significant lodging impact and 

marketing opportunities on the Front Range and beyond. 

Snowmass Tourism also develops the annual event strategy in consideration of a regional context. Any regional event may be included in ST’s 

promotional programs if it helps round out the true reach of the Aspen Snowmass value proposition available to guests. For example, this would 

include consideration of the Aspen event calendar for opportunities to dovetail compatible Snowmass events (e.g. Food & Wine Classic in Aspen).   

Snowmass Free Concert Series 

This free summer concert series continues to be funded and produced by Snowmass Tourism.  While there are many attendees who happen to be 

visiting the area in a given week, the concerts are of particular interest to local residents and are considered primarily a community benefit.  

Snowmass Tourism will continue to look for opportunities to leverage the free music series with group activities and major events.   

2024 Major Events (partial list) 

• Winter X Games, Buttermilk (Skico, ESPN) 

• Snowmass Rodeo (47th year) 

• Ragnar Trail 

• Rendezvous Festival  

• Doubles Volleyball 

• Snowmass Wine Festival 

• Enduro World Series or Big Mountain Enduro 

• Jazz Aspen Snowmass Labor Day Weekend  

• Snowmass Balloon Festival 

• Heritage Fire  
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Group Sales  

Snowmass Tourism will continue to use dedicated group sales efforts to increase visitation throughout the year with focus on growing summer 

occupancy and finding windows of opportunity to continue to grow winter occupancy as well. Groups support all of the major businesses, lodging, 

restaurant, retail and recreation and are a key component of driving lodging rates by providing a base upon which accommodation stakeholders can 

yield average daily rate with transient bookings.  

General Approach: The group sales team will utilize strategies, tools and opportunities stemming from four main initiatives to create awareness, 
solicit sales leads and present proposals to secure year-round group and summer transient visitors to grow a stable and consistent room night base. 
 
 

Sales Initiatives 
• Prospect existing customer database to service and maintain loyal groups and rebook periodic groups. Utilize outside sources and databases 

to source new group opportunities within established target market segments. 

• Utilize new prospecting tool “Planner Navigator” through CVENT to target specific groups lost to competition and missed opportunities that 
can be stolen and moved to Snowmass in future years. 

• Increase attendance to buyer/supplier trade events and conduct face to face sales calls regionally, nationally and internationally to maintain 
a presence in the marketplace and to gain new insights, present Snowmass in a positive presentation and gain new potential clients. Close 
attention is focused on feeder cities with a priority on direct air service. 

• Closing hospitality groups is often solidified by experiencing the resort.  A major focus for the team is to get planners and decision makers in 
resort via Site Tours and Familiarization/Educational visits to sample and understand the products Snowmass offers.  In the spirit of this 
initiative, Snowmass Tourism will continue the standard three FAM approach for the year of 2024.  Additionally, there will be opportunity to 
host smaller, one-off, FAMs.  These smaller opportunities will function more like site inspections and will have focus on smaller third party 
planner companies and their top clients to deliver customized experiences that fit their exact needs. 

• Strategic partnerships with third party meeting planners as well as state and local tourism organizations as an extension of ST’s sales team. 

• Focus on the conversion strategy.  Volume of leads is now at an all-time high.  The focus in 2024 will be the customer relationships that will 
get these initial leads converted into definite programs. 

• Implement in-market events with a focus on direct flight markets and strong feeder markets first.  These events will be built out with the 
partnerships of our local lodging stakeholders as well as Aspen Ski Co. And ACRA.  This will allow the budget dollars to travel further for 
larger scale events and a larger book of business to pull from when targeting attendees for these events. 

• Develop new and more creative promotions to help fill need periods. 
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Marketing Initiatives 
• Utilize strengths of Marketing team to gain exposure in meetings trade publications through advertising and PR approach. 

• Conduct monthly database communication via- Mail Chimp communications tool. 

• Redevelop and maintain group areas of website. 

• Execute targeted marketing campaigns to reach meeting planners, including paid search, social, digital advertising, remarketing, e-
newsletter and print ad campaigns.  

• Create promotional destinaton PPT representing the full Snowmass experience (lodging options, F&B, activities, features) 

 
Stakeholder Initiatives 

• Consistent communication and partnership with lodging stakeholders to ensure close working relationships. 

• Present cooperative sales call and site tour and marketing opportunities to leverage respective strengths and close bookings. 

• Identify opportunities to leverage group sales efforts with regional marketing, reservations, air, activities, DMC and stakeholder partners.  

• Execute in-market event opportunities along with stakeholders.  These events can be combined into multi-day roadshow sales call 

opportunities. 

Event Initiatives 
• Utilize existing programming to provide supplemental activities for group visitation. Evaluate new programming with the potential to attract 

new groups. 

• Leverage major events to close group sales.  Continue to leverage events into group sales as a way to extend group stays particularly with 

summer Affinity groups. 

Meetings, Incentive, Conferences, Exhibitions (MICE)  

For MICE opportunities, Group Sales efforts are organized -both vertically by meeting type and geographically by known feeder markets. Sales 

managers are deployed geographically in order to help focus their sales calls and in market event opportunities around specific events taking place in 

their geographic range.  Relationships are first targeted with high impact planners and contacts in direct flight markets followed by strong corporate 

and association travel centers. 

Association 

Association business has recently been a much smaller segment of overall production.  Based on conversations from the 2023 travel year, there is a 

big opportunity to grow this segment in 2024 and beyond.  Response from targeted trade shows, such as Connect Marketplace, have yielded positive 

interest and direct RFPs with both national and state associations.  Association business can be slightly lower rated than ideal in some portions of the 
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year, but it can make a heavy impact for shoulder and need dates.  Associations in the D.C. area as well as the state of Colorado will be a focus on in-

market travel as well as trade show targeting for growth in 2024. 

Social, Military, Educational, Religious, Fraternal (SMERF) and Ski Groups 

SMERF groups offer a unique opportunity to match group visitors which have a limited need for formal meeting space towards Snowmass’ abundant 

condo product.  These non-meeting-intensive groups often mingle in a reception style setting requiring smaller event locations. While some larger 

groups, such as ski councils, may still need an official central conference space, by utilizing a variety of properties and, when possible, the Base 

Village Conference Center, ST is able to leverage different products to these groups and maximize contributions to all stakeholders. 

Tour Operator Acquisition (Small Groups 4-20 people) 

Tour operators continue to make up a small contribution to the overall group production for Snowmass.  The segment is responsible for roughly 6% 

of the average annual production.  Tracking this segment over a five year period both pre and post COVID has indicated that this market falls lower 

in the rankings of importance vs. corporate, association, etc.  This segment will continue to produce but will be relegated to a more reactive 

approach than we have in the past.  Resources previously allocated here will be redistributed to more impactful segments. 

2024 Objectives: Group Sales 2025 and Beyond 

1. Focus on growing room nights via increased in-person events, office visits/sales call, and in 
market customer events.  Focus on improving closure rate on leads generated through these 
interactions. 

Maximizing market share. Mountain west 

destinations generally saw the same decline in 

summer months.  Focus on summer as more of a 

need period in future years will be a determining 

factor in future year market share improvement 

2. Leverage strong manager relationships. Maintain strong repeat groups and seek out new 
business through targeted searches in CVENT Planner Navigator. Focus on segments specific to 
mountain west destinations and those with higher close ratio and strong long-term relationships.  

Review and alter market segment focus as 

necessary 

3. Leverage activities and events, both winter and summer, by promoting opportunities to book 
group meetings and/or extend the stays of existing group customers.  
  

Ongoing 

4. Maintain existing groups through specific retention strategies. Ongoing 
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2024 Objectives: Group Sales 2025 and Beyond 

5. Partner closely with lodging and other stakeholders and ensure cooperative efforts to find and 
secure group bookings in appropriate market segments befitting their capacities and needs.  
Utilize feedback to target the audiences for new in-market events. 

Ongoing 

6. Evaluate or create value-added opportunities as the catalyst to partner with stakeholders and 
close groups, particularly in need periods. 

Support for Groups 
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Sales Deployment 
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Regional Approach / Strategic Alliances  

As a destination resort, the Snowmass’ value proposition extends beyond Village boundaries to include Aspen and the entire Roaring Fork Valley.  In 

this regard, Snowmass Tourism will continue to coordinate product and further deepen relationships with regional partners to promote the entirety 

of what Aspen Snowmass has to offer. Particular emphasis will be to leverage summer opportunities with the potential to boost Snowmass 

visitation.   

Aspen Chamber Resort Association  

• Aspen Snowmass International Media Outreach - Snowmass Tourism partners with ACRA to host international FAMS from key international 

markets. 

 

• Brand USA - Snowmass Tourism has entered into a partnership with ACRA to participate in Brand USA advertising. This package includes a 

detailed destination section on the Brand USA website and promotion to select international markets.  

• Board Seat - Snowmass Tourism serves in an ex officio capacity on ACRA’s Board of Directors and participates in its Marketing Advisory 

Committee. 

Aspen Skiing Company 

• As the major operator of on-mountain recreation winter and summer, Aspen Skiing Company and Snowmass Tourism coordinate throughout 

the year on the development and promotion of many core guest activities and special events. 
 

• BIKE Snowmass - This summer initiative was originally created to showcase the biking improvements to Snowmass.  We have expanded our 
focus to promote various mountain bike races and promotions throughout the summer, and to leverage our IMBA Gold-Level Ride Center 
designation. 
 

• Media Outreach - Snowmass Tourism works with ASC public relations to co-host media throughout the year.   
 

Colorado Tourism Office 

• Media Outreach - Snowmass Tourism continues to support media outreach both nationally and internationally.  ST regularly hosts 
international media FAMs from key international markets as well as select domestic media. ST continues to participate in the quarterly Media 
Receptions to meet with Front Range journalists. 
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• Colorado.com -  ST has a significant on-line presence with the high-traffic website, colorado.com, including an in-depth City Page, ad 

placements, a co-op campaign with Aspen, and seasonal e-blasts to subscribers.  
 

• Tour Operator Outreach - Snowmass Tourism partners with CTO to attract internationals Tour Operators to the region. Specifically, ST has co-
hosted several Tour Operator familiarization trips. 

 

Snowmass Ice Age Discovery  

• Aspen Center for Environmental Studies - ACES is a non-profit environmental science education organization with four sites in the Roaring 

Fork Valley.  Offering programs for children and adults, ACES is actively involved in the delivery of Ice Age Discovery information to Snowmass 

visitors via guided Discovery Trail hikes in the summer season. 

• Denver Museum of Nature & Science - This partnership began with the Ice Age Discovery and includes support of the educational and 

community components of our current Ice Age Discovery program.  

• Aspen Science Center – the active scientific and educational partner for the revitalization of the Snowmass Ice Age Discovery program. Aspen 

Science Center will continue to develop programming and educational components for school groups, visitors, group sales, and the Snowmass 

community. 

Jazz Aspen Snowmass 

• Snowmass Tourism a major sponsor of both the June and Labor Day Festival events.  JAS and Snowmass Tourism jointly promote these major 

events throughout the year.   

Air Service:  Pitkin County Airport 

• Snowmass Tourism will continue to support a regional approach to increased air service into the market, including: 

• Creating awareness and promoting air service to Aspen Snowmass using existing media channels. 

• Supporting efforts to increase service through additional seats from existing markets as well as new seats from new markets. 

• Supporting development of a regional approach to incentivize/support new air service. 

• Fly Aspen Snowmass:  Snowmass Tourism partners with ACRA, Aspen Skiing Company, City of Aspen and Pitkin County to fund a consultant, 

Bill Tomcich, to grow airlift and maintain essential industry relationships 
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2024 Objectives: Regional Approach, Alliances 2025 and Beyond 

1. Continue cooperation in Fly Aspen Snowmass to ensure that ASE maintains a robust and 
expanding commercial flight schedule. 

 

2. Identify and develop branding strategies that dovetail with regional partners to create assets 
including a community calendar, Brand USA alliances and partnerships with tour operators such 
as Black Tomato. 

 

3. Partner with Aspen Skiing Co. and ACRA on brand development programs for need periods, flash 
sales, etc.  
 

Continue to emphasize new and updated 

summer activities 

4. Partner with Aspen Skiing Co., ACRA and City of Aspen on events such as X Games, Big Mountain 
Enduro and more.  

Ongoing 

5. Work with regional partners to include Snowmass lodging as an option to support events.  Develop a cooperative approach to increasing 

room night demand 

6. Coordinate complementary regional assets to expand the value proposition of Snowmass 
activities.  

Take advantage of local lifestyles and passions to 

connect with similar visitor segments 
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Budget 

The Town of Snowmass Village has forecasted approximately $13.4 in tax revenues to the Tourism Fund in 2024.  The 2024 budget for Snowmass 

Tourism is proposed at approximately $9.8M.  There is also a proposed $5M transfer to the housing fund from these revenues. 

A summary of the Tourism Expense Budget is below. 
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Snowmass Tourism Organization Chart   

Snowmass Tourism reports to the Town Manager and has an advisory board made up of community volunteers who represent ASC, 

lodging, retail, restaurant and the community at large. 

 

Director
Snowmass Tourism

Director
Group Sales

National Sales 
Manager (3)

Group Sales 
Specialist

Tourism

Coordinator

Director
Marketing

Online Marketing 
Manager

Online Marketing 
Coordinator

Public Relations

Manager

Marketing 
Coordinator

Senior Events 
Producer

Events

Producer

Special Events 
Coordinator

Tourism Manager

Guest Services 
Rep(5)
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Marketing, Special Events and Group Sales Board 

 

Wendy Harris   Member at-Large, Board Chair 

John Kenny  Member at-Large, Vice Chair 

Mary Blankenau Snowmass Village Lodging Industry   

Jami Downs  Snowmass Village Lodging Industry   

Deric Gunshor  Aspen Skiing Company  

Jo Mallory   Snowmass Village Food & Beverage Industry 

Tim McMahon  Snowmass Village Retail Industry 

Guion Stewart-Moore Member at-Large 

Vince Vito  Snowmass Village Lodging Industry   

 

Andy Gunion  Ex-Officio, representing on-going development 

 

2024 Committees 

 

Marketing Advisory Committee  

Special Events Committee      

Group Sales Committee       
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