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2016
Year-in-Review



In 2016, TURNER implemented the 
following initiatives:

• New York Media Tour

• Front Range Media Tour

• Legacy Adventure Press Trip

• Individual Press Trips

• Awards

• Media Marketplaces

2016 Year-in-Review



Media Relations Results:

• Advertising Value: $6,505,825

• Total Impressions: 588,085,533

• Total Number of Articles: 223

• Barcelona Principles Score: 65.22

• Articles in Top 100: 42
*not including syndications 

2016 Year-in-Review
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Coverage Results:

Lonely Planet
Quick Escapes for Summer
Score: 102

Outside Magazine
Celebrate the Centennial
(Print & Online)
Score: 100

Denver Life Magazine
Winter Escapes
(Print & Online)
Score: 98

CNN
National Park Record Setters
Syndicated to 60+ Outlets
Score: 65

2016 Year-in-Review



2017 
Travel Trends



Women’s Empowerment
Solo travel and female empowerment retreats are 
on the rise and Estes Park offers opportunities for 
women to learn and train in an incredible setting.

Examples: Active at Altitude, Colorado 
Mountain School & Estes Park Marathon

“Zen-drenaline” Getaways
People want to get away to experience high-octane 
adventure activities before decompressing with spa 
treatments, yoga and meditation classes.

Examples: Cliff Camping with KMAC & Estes 
Park area spas

2017 Travel Trends



Localized Travel
Millennials value experiences over things but 
often don’t have the means to book expensive 
vacations. They will travel within their budget and 
in their own backyard.

Examples: YMCA of the Rockies & Rocky 
Mountain National Park

Education & History-Driven
Millennial parents are seeking to make family 
vacations immersive and instructive for children, 
shifting away from merely preoccupying them. 

Examples: MacGregor Ranch & Rocky 
Mountain Conservancy

2017 Travel Trends



Look Ahead:
2017 

Initiatives
& Results



2017 Initiatives

• Colorado Tourism Office Media Reception
in Washington, DC (March 2017)

• Front Range Media Tour

• Winter Focused Group Press Trip

• Individual Media Visits

• Awards

• Media Marketplaces

Look Ahead: 2017 
Initiatives & Results



8 page feature in Big Life Magazine

March 2017 

2017 Results 
(from 2016 Legacy 
Adventure Press Trip)



2017 Results 
(from 2016 Legacy 
Adventure Press Trip)

7 page feature in Cowboys & Indians

May 2017 



Thank you!





CARBONDALE - DENVER WWW.BACKBONEMEDIA.NET

V I S I T  E S T E S  PA R K

T R E N D S  &  M A R K E T I N G  S T R AT E G Y



O V E R V I E W

• Backbone Media Overview

• Media Consumption Habits

• Travel Trends

• Our Strategy



B A C K B O N E  &  E S T E S  PA R K

• 2013: Backbone’s First Campaign: Migrated Visit Estes Park from media 
placements in the back of the book to a strong digital presence as well as 
premium full page placements in the front of the book

• 2014: Capitalized on the sophistication of programmatic advertising

• 2015: Content marketing and highly targeted out-of-home

• 2016: Direct video distribution – piggy-backing on NPS Centennial

• 2017: Leveraging advanced retargeting methods to have an effective 
dialogue with potential visitors on digital – encompassing with quality 
traditional media



M E D I A  C O N S U M P T I O N  H A B I T S
D I G I TA L  G R O W T H

Kleiner Perkins 2017



M E D I A  C O N S U M P T I O N  H A B I T S
D I G I TA L  G R O W T H

Expedia Insights 2017



M E D I A  C O N S U M P T I O N  H A B I T S
S O C I A L  M E D I A  &  V I D E O  C O N S U M P T I O N

Expedia Insights 2017



M E D I A  C O N S U M P T I O N  H A B I T S
H E A V I E R  M O B I L E  U S A G E

Think With Google 2017



M E D I A  C O N S U M P T I O N  H A B I T S
I N T E R S E C T I O N  O F  E A R N E D  &  PA I D  M E D I A

Facebook Insights
Backbone Case Studies

“…Estes Park is a favorite mountain town getaway” – Travel + Leisure

PAID DISTRIBUTION



Awareness
Not planning…but open 

to inspiration

Consideration
Starting the process

Comparison
Short list of hotels

Booking
Flight > Hotel

Experience
Actively on vacation

Advocate
Reviews, Facebook, Word 

of Mouth

Week 20+ : “I want to get away”

Week 16: 
- 5 Destina tions
- 0 Hotels

Week 12: 
- 3 Destina tions
- 6 Hotels

Week 4: 
- 1 Destina tions
- 15 Hotels

Week 0: Booked

Book Additional Activities
- Restaurants
- Bike Rentals

- Events
- Hiking Trails

Already thinking about 
next trip!

Source: Trip Advisor

T R A V E L  T R E N D S
L I F E  C Y C L E  O F  T R A V E L E R



T R A V E L  T R E N D S
S U M M E R  T R A V E L E R  B O O K I N G  T I M I N G

Adara Insights 2017



T R A V E L  T R E N D S
C O L O R A D O  T R A V E L E R  O R I G I N  M A R K E T S  I N  2 0 1 6

Adara Insights 2017



O U R  S T R AT E G Y



O U R  S T R AT E G Y

Inspire

Educate

Engage

• VIDEO & PRINT 
ADVERTISING

• Content Retargeting

• User-Generated 
Content, event 
marketing

Target market based on extensive 
research

Users who are interacting with 
Estes Park and have leaned in

Those who advocate and have 
opted-in to Estes Park updates and 
information



O U R  S T R AT E G Y
S U M M E R  2 0 1 7



O U R  S T R AT E G Y
M U LT I P L E  T O U C H P O I N T S

LEAD WITH PRINT & VIDEO ON SOCIAL MEDIA
CONTINUE THE CONVERSATION WITH SITE 

VISITORS AND VIDEO VIEWERS WITH 
CONTENT & DISPLAY UNITS



So far this Summer we 
have had 723,658 

potential visitors in the 
target market’s watch 

the film or go to the site
at a cost of $0.07 per 

user

These users are now receiving 
quality content on why to 

come to Estes Park.
So far 15,000 have come back 
to VisitEstesPark.com to learn 

more
Statistics from first 2 weeks of 

advertising

O U R  S T R AT E G Y
R E S U LT S  T O  D AT E

Our Target
• Chicago
• Kansas
• Northern California
• Nebraska
• Texas
Takes active & family 
vacations or interested in 
outdoor recreation
Ages: 24-65+

~13 MM potential visitors



O U R  S T R AT E G Y
W I N T E R  2 0 1 7 - 2 0 1 8



O U R  S T R AT E G Y
C R E AT I V E  E X E C U T I O N S



THANK YOU



Estes Park Advertising
Jen Arnold, Creative Director
Makenzie Mouser, Account Manager 
Cultivator Advertising & Design



SOME CURRENT TRENDS

Economic Impact of Tourism

Nostalgia for the past: Quality togetherness. Experiences over “stuff”. 

The shrinking surplus of time: Maximizing the moment. 

The digital paradox: Addiction vs. Disconnection.

A passion for the National Park Service.

Consumers commit to brands that share their values and beliefs.



Multi-generation travel remains at an all-time high.  

--AARP

50% of trip spend happens on a mobile device.
-- Google

Economic Impact of Tourism

Curated Content:  Guidance and advice over lists. Inspiration instead of 
facts. 

-- TripAdvisor

Socialized technology has largely replaced the traditional role of the concierge and 
empowered the customer with more authentic, relevant advice in real time. Experiences 
over amenities. 

-- CNN Travel

Family and Friends equal the Internet as the primary sources of inspiration for 
travel.

-- Google

SOME CURRENT TRENDS



Economic Impact of Tourism

COMMUNICATIONS LIFECYCLE



KEY TAKEAWAYS

Economic Impact of Tourism

We need to be famous for something. 

Our story has to remain true to the experience. 

We need to remember to talk about the “why” and not just the “what”.

Growing an enduring brand takes time. It is bigger than any single tactic 
or even a broad campaign theme.

We are ALL the marketing department.  We all play a role in delivering 
the story.



Estes Park Advertising

Our Strategic Platform

• Audiences remain the same
• Year-round seasonally driven communication 
• Strong focus on our front range drive market in the winter with  

non-traditional efforts and high impact OOH advertising
• Broadening our reach – extending further into online video with 

YouTube pre-roll placements



Estes Park Advertising

Winter 2015-2016: 
Deeper communication with the Front Range and a 

focus on experiential



Estes Park Advertising



Estes Park Advertising



Estes Park Advertising



Estes Park Advertising

2016-2017 Campaign



Estes Park Advertising

Print



Estes Park Advertising

Print



Summer Digital



Estes Park Advertising

Experiential



Estes Park Advertising

Experiential



Estes Park Advertising

ESTES PARK

Experiential



Estes Park Advertising

Looking Ahead

• Continuing to speak to our core audiences - empty nesters, families, 
millennials – with mid-level adventure in mind and increasing our 
photography portfolio with this in mind

• Year-round seasonally driven communication 
• Strong focus on our front range drive market in the winter with  

non-traditional efforts
• Broadening our reach – extending further into online video with 

YouTube pre-roll placements



Estes Park Advertising

Brand Video



Estes Park Advertising



Thank You!
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COLORADO 
TOURISM 

ROADMAP:
RESEARCH



STRONG 
ECONOMIC 
IMPACT

• Triggered $19.1 billion in spending, up 3%,
compared with 0% nationally

• In 2015, a record 77.7 million visitors, an 8.6%
increase 36 million overnight

• Generated $1.13 billion in taxes, up 7.8%

• Supported more than 160,000 jobs, up 3% from
2015, supporting a $5.5 billion payroll

5

CO has posted a 31% increase in visitation, nearly twice the 16% growth 
rate of US travel, since the recession in 2009.



6



CHANGE IN DIRECT SPENDING
• Growth over the past 5 years has been
most significant in the Denver Metro and
Mountain Resort regions

• All Other and Pikes Peak regions were
11 and 22.5 points below the 5 year
Denver growth rates

• All Other regions grew at rates less than
½ that of state averages in 2015

7

Direct Spending % Change

Region 1year 5 year
Denver Metro 3.4% 38.7%
Mtn Resorts 7.6% 37.2%
Pikes Peak 4.3% 16.2%
All Other 1.8% 27.7%
Average 4.2% 34.2%

Source: Dean Runyan Assoc – Colorado Travel Impacts



IMAGE & PERCEPTION STUDY

8

• How does Colorado compare to other states?
• Considered image and perception of prospective

visitors from 3 Geographic segments
• Regional markets
• Short Haul Markets
• Long Haul Markets

• Electronic survey with random participation from
key feeder states

• 1,930 completed surveys, 3% margin of error
Source: National Laboratory for 
Tourism and e-Commerce



HOW WE 
RANK IN 

THE ROCKY 
MOUNTAIN 

WEST

9

Source: National Laboratory for Tourism and e-Commerce



Colorado’s Ranking on Feelings
Feelings State Rank
Beautiful 1
Fun 1
Relaxing 1
Sophisticated 1
Luxurious 1
Charming 1
Hip 1
Romantic 1
Quaint 1-4
Diverse 2
Peaceful 2
Cultural 2-3
Quiet 3-4
Boring 7

• Unique ability among west region
states to speak to broad range of
desired feelings.

• Clear reason why Colorado has
been able to outperform others.

Source: NTG/TRC/NLTeC - 2016 Image/Perception Study 

Think about the states in the Rocky Mountain West.
Identify which state is "best" described by each word 

listed below.



Colorado’s Ranking on Activities
Activity State Rank

Skiing 1

Sled/Snowmobile 1

Climbing/Zip 1

Touring/Sightseeing 1

National Parks 1

Cultural  1

Hidden Gems 1

Shopping 1

Kid Friendly 1

Nightlife 1

Architecture 2

Historic Sites 1-3

• Unique ability among west region
states to speak to broad range of
desired activities

• Clear reason why Colorado has
been able to outperform others

Source: NTG/TRC/NLTeC - 2016 Image/Perception Study 

Think about each of the different types of 
experiences. 

Which state in the Rocky Mountain West is the best for 
that experience. 
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WHERE THE 
RUBBER HITS 

THE ROADMAP



14



15



16



17



EXAMPLES OF 
TACTICS



19

REGIONAL BRANDING
• Generate trips in areas and

seasons with capacity

• Use Colorado resident voices
to present “authenticity”

• Use as part of “sales force”
with friends and relatives

• Recognize ability to deepen
appreciation of industry.
*ADVOCACY



COLORADO TOURISM LEADERSHIP 
JOURNEY

Gives high-potential middle-managers an opportunity to 
advance their careers through new leadership skills, while 
building a statewide network of colleagues and resources.

• JULY/AUGUST: Application process open
• SEPTEMBER: Selection of inaugural class of 20
• OCTOBER: First class begins yearlong leadership

journey at the Colorado Governor’s Tourism
Conference Oct. 25-27 in Grand Junction

VISION: 
ACTIVATE THE FULL 
POTENTIAL OF THE 
COLORADO TOURISM 
INDUSTRY THROUGH ITS 
PEOPLE.



21



EXAMPLES 
OF TACTICS
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INSPIRE ‘DESTINATION ARCHITECTS’
Assist DMOs across the state in 
creating new traveler 
experiences:
• Provide “how to” approaches to help

build capacity and know-how for
proactive product development

• Use ‘Mental Mortar’ not bricks and
mortar

• Build entrepreneurial skillset – help
new business development

• Reward demonstrated ability to grant
programs



COLORADO HISTORIC HOT SPRINGS LOOP

Development of a new offering based on existing 
assets.

Increase visitation through creation and branding of new 
traveler experiences. 
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EXAMPLES OF 
TACTICS
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29



30

KEEP COMPETITIVE LANDSCAPE TOP OF MIND
• Last fiscal year, CTO’s budget

was 13th highest

• Colorado’s flat growth
significantly below the 15% +
average increase of the top 20
states

• Hefty increases this year for Utah
and Oregon empower them to
take better aim at potential CO
travelers.

State Budget FY 2015-2016 % Change
1 California $119,881,265 0.00%
2 Hawaii $93,255,548 21.20%
3 Florida $82,727,272 10.50%
4 New York $50,000,000 100.00%
5 Texas $46,583,000 -5.80%
6 Michigan $33,000,000 13.80%
7 Illinois $30,346,576 -44.40%
8 Virginia $23,567,934 25.10%
9 Arizona $22,170,674 -10.10%

10 Louisiana $21,007,513 40.50%
11 Missouri $20,804,990 -0.90%
12 Utah $19,845,767 16.30%
13 Colorado $19,800,000 0.00%
14 Oregon $19,352,007 34.10%
15 Montana $18,705,590 15.70%
16 Tennessee $18,568,731 29.40%
17 Nevada $17,887,678 26.70%

18 South Carolina $16,057,718 25.40%
19 Arkansas $15,942,739 -3.00%
20 Wisconsin $15,845,601 2.70%

Source: US Travel Association 



31

IF COLORADO WERE IN PARITY

FY16 Budget $19,800,000

Parity* Budget $29,000,000
*Considering average budget investment ratio to state visitor spending

top 20 states

Source: NTG/TRC based on  US Travel Association 



Governor’s Tourism 
Conference
Grand Junction

Oct. 25-27, 2017



Meet the Staff 
The Ridgeline Hotel/Abi Huebner 
Wednesday, June 7, 2017 



Responsibilities:

Stakeholder Services 

• Provide insight and
expertise on which
advertising programs to
participate in.

• Which ones are beneficial to
your specific business?

• What ones can we take
advantage of now?

• What should we work for in
the future?

• How can VEP work within
your budget?

Meet the Staff 



Responsibilities:

Help manage listings: 
• posting specials
• photos, coupons, and details
• help troubleshoot and find solutions when issues arise
• Have an issue? Let me know! That’s what I’m here for!

Meet the Staff 



Community Engagement:

• Explore Our Store

• Estes Park Visitor Center Ambassador Meeting

• Member of the Estes Park In Bloom Steering Committee

• Member of the Estes Park Wedding Association

Meet the Staff 



New Initiatives: 

• Expanding and improving the already successful Visitor
Guide

• Expanding Lead Generation program

• Beginning expansion of Extranet usership

• Expansion of online advertising opportunities

Meet the Staff 



Josh Harms
Communications Coordinator

jharms@visitestespark.com

970-586-0500



Social Media

• Facebook - @EstesPark
• 120,000 Fans
• Facebook Live
• Video Content

• Interact with us
• Share content
• Tag us
• Participate

• Wildlife Wednesday
• Fan Photo Friday



Facebook Engagement

• Likes, Reactions, Comments and Shares



Social Media

• Instagram - @VisitEstesPark
• 20,000 Followers
• Tag us



Social Media

• Twitter - @VisitEstesPark
• 10,000 Followers
• Tweet at us
• Retweet Content



Website

• Performs above industry average



Website
• Blog

• Inspiring guests



Website
• Crowdriff

• An authentic look at Estes Park



Events Calendar

• 2nd most popular section in 2016
• Almost 750,000 page views



Newsletters

• Partner Newsletters
• News to Know
• PR Partners

• Consumer Newsletter
• 40,000 subscribers
• Beats Industry Average in Click & Open Rate



Michael Bodman
Finance & Administration Manager

mbodman@visitestespark.com
970-586-0500



Finance Manager: Roles and Responsibilities
Management of finances, business administration & big data analytics:

• Accounting: Accounts receivable/payable and financial reporting.

• Budget: Assist the CEO and Board of Directors with developing and implementing
the annual budget in compliance with Colorado state requirements.

• Financial Analysis & Management: Financial & risk analysis to support decision
making.

• Annual Audit: Work with an independent auditor and our CPA to complete the
annual financial audit of Visit Estes Park.

• Statistics & Key Performance Indicators (KPI): Compiling monthly KPI
accountability report, analyzing and explaining trends, and doing statistical analysis.

• Tax Administration: Monitoring lodging tax remittances to the state.

• Big Data Marketing Analytics: Researching data patterns to measure the impact of
VEP marketing and optimize allocation of scarce budgetary resources.



Annual Audit

• Every year, Visit Estes Park has received a clean audit opinion from the
independent C.P.A. audit firm: Clifton Larson Allen, LLP.

• Visit Estes Park has financial control systems in place to ensure this
remains the case, including qualified personnel who receive continuing
financial management education and training, separation of duties with
contracted C.P.A. firm, and proper board processes.



Colorado Department of Revenue

• The Finance & Administration Manager is authorized to work with the
Colorado Department of Revenue to ensure that lodging taxes are complete
and correct.

• This ensures that all businesses required to submit lodging tax, including
vacation homes, are in compliance and remitting lodging taxes accordingly.



Big Data in Destination Marketing

“Big data is not a fad. We are just at the beginning of a 
revolution that will touch every business and every life.” 

– Forbes



Big Data in Destination Marketing

• More data was created in the last two years than in the previous 5,000
years of human history.

• This data comes from everywhere: sensors used to gather climate
information, posts to social media sites, digital pictures and videos,
purchase transaction records, and cell phone GPS signals to name a few.
This data is big data.



Big Data in Destination Marketing



Big Data in Destination Marketing

• Like other areas of marketing, destination marketing is becoming more and
more of a science, thanks in part to big data.

• For example, we now have a way to track if a person who saw a Visit Estes Park
advertisement actually showed up as a visitor in Estes Park.

• We believe this is an efficient and accountable way to measure the effectiveness of
our marketing campaigns and demonstrate return on investment (ROI).



Big Data in Destination Marketing

Two challenges in big data are: 
(1) Finding meaningful insights
(2) Communicating those findings to a non-technical audience.



Visualization Unlocks Big Data Insights
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Monitoring ROI on the Way Media Moves Us



Wendi Bryson
Operations Manager

wbryson@visitestespark.com

970-586-0500



Operations Manager: Roles and Responsibilities

• Human Resources, Payroll and Employee Benefits – Manage HR, payroll, and
benefit processing

• Information Technology – Provides IT support in-house & maintain and
develop IT policies and procedures

• Board of Directors Administration – Maintain Board documents and records

• General Office Management – Maintain supply levels, maintain contracts for
office services, and provide general office support

• Participate in the Estes Park Centennial Committee

• Project Management
• Official Visitor Guide

• Print
• Digital

• Annual Report
• Services Guide
• Accreditation



• Fourth Grade “Every Kid in a Park” Program and deployment of end of year Visitor
Guides to 4th Grade Classrooms across the State of Colorado

• Destination Marketing Association International (DMAI) Accreditation -
Maintenance and Renewal

• Stakeholder Services Guide

• Annual Report

• Operating Plan

• Visit Estes Park Official Visitor Guide – Print & Digital

Project Management:



Official Estes Park Visitor Guide

Print Publications

Sales Cycle
Mid-June through Mid-August 2017

***

2018 Visitor Guide

Sales final deadline
August 15, 2017 

***

Primary Ad Representative
Abi Huebner



Visit Estes Park Partner Page
www.visitestespark.com/partners/

Partner Portal

• Marketing efforts and strategies of VEP, including the Brand
Promise:

Your favorite way to experience Colorado, where exceptional, 
natural outdoor adventures are a way of life. Extraordinary 
beauty... real wildlife. Welcome to our majestic mountain village 
where everyone feels like a guest. Everything you want...Better 
than you imagined.

• Access to VEP Research, Data, Metrics, and Reports

• Archived Monthly eNewsletters
(Stakeholder, Partner Promotions and Consumer)

• Opportunities to participate in VEP marketing programs

• Provide VEP feedback to better serve you

• Transparency & Community Outreach Information

http://www.visitestespark.com/partners/


Elizabeth Fogarty
President & CEO

efogarty@visitestespark.com

970-586-0500



2016 Summer Season increase:      6.34%

2016/17 Winter Season increase:  13.83%

2016 Fall Season increase:   6.93%

2016 Spring Season increase:       6.14%





Helping our partners



DPD: Developing new tourism products & resident experiences

Strategy:  
Expand on 

existing assets

Strategy:  Create 
new experiences





Homer Rouse Trail – Partnership with Cultivator, REI and Oboz





DPD: Developing new tourism products & resident experiences



Share your 
ideas & 
wish list 
with VEP



Art that 
represents 
the brand



Marketing & Communications Manager

• Restructured position

• International – Expanding int’l markets, primarily China

Most important inbound market to the U.S. 

China will be the largest source of overseas travelers 
to the U.S. by 2020

• Big Data – Not only will be useful for VEP ROI, but also 
accountability to you and your VEP advertising programs



China
CCTV 6 (China National TV) chose CO as their US destination to film for the first time since 2008.

This is the first time Estes Park received exposure on National TV for the China market. 



Winter 2016

Colorado NPS Tour



https://vimeo.com/216850784

https://vimeo.com/216850784


Steve Kruger , Chairperson – Manager, Solitude Cabins

Lindsay Lamson, Vice Chair – Owner, Rocky Mountain Resorts

Charley Dickey, Secretary/Treasurer – Owner, Rustic Mountain Charm

Adam Shake – Director of Communications & Business Development, Estes Park 
Economic Development Corp.

Morgan Mulch – Owner, Marys Lake Lodge

David Ciani - Owner, Ciani Consultancy

Sean Jurgens – Owner, Quality Inn

****************************************************
Trustee Walker, Town Board Liaison 

Kyle Patterson, RMNP Public Information Officer - Management Specialist

Visit Estes Park Board



Thank you!
Please join us for refreshments, 
hors d’oeuvres and networking
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