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The Opportunity For Tourism

* We are leaders in communications that
enhance sense of place and establish
expectations with visitors and residents with an
INCcreasing role in crisis communications

* Tourism is an economic driver, evolving rapidly
increasing the need for resources to manage
tourism for the benefits of our communities,
guests experiences and environments

* We collaborate with local organizations to
share resources and implement agreed upon
projects & strategies that enhance quality of life
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Agenda

Welcome and Opening Remarks

Overview of Colorado Tourism Office

Overview of statewide marketing strategies
Overview of destination stewardship strategies

Opportunities to get involved
Q+A






Colorado Tourism Office

The Colorado Tourism Office (CTO) is the Destination
Marketing and Management Organization for the state of

Colorado.

The CTO Is a division of the Colorado Office of Economic
Development and International Trade (OEDIT) with a mission
to achieve and sustain a healthy Colorado economy that
works for everyone and protects what makes Colorado the
best state in the country to live, work, start a business, raise a

family, and retire.




The Role of DMOs

Destination Marketing and Management
Organizations inspire travel to and within a
destination, enhance visitor experience,
protect destination assets, and improve

residential quality of life




Mission & Vision

Mission Statement

To achieve and sustain a healthy Colorado economy that
works for everyone and protects what makes Colorado the
best state in the country to live, work, start a business, raise a

family, and retire.

Vision Statement

We empower the tourism industry by inspiring the world to
explore Colorado responsibly and respectfully.
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Colorado Tourism Roadmap 2.0

Seeks to advance the strength and

resilience of the Colorado tourism ch%gmic
industry through collaboration, Vitality

inclusivity, innovation, and leadership N

Destination >
Stewardship

§
411}

Industry
Leadership




Strategic Pillars

- Economic Vitality. Ensure a robust tourism economy
throughout all four corners of Colorado

* Industry Leadership: Serve as a trusted and effective
resource for both the tourism industry and the communities

we serve

- Destination Stewardship: Support for Colorado
destinations that balances quality of life for residents and
quality of experiences for visitors, while enhancing our
environment and communities




The Evolution of DMOs

Marketing,
sales &
promotion

Research &
planning




The Evolution of DMOs
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The Evolution of DMOs

Marketing,
sales &
promotion

Visitor Research &
management planning

Partnerships D M o

& capacity
building

Leadership &
coordination

Destination &
product
development

Stakeholder
engagement

A ‘ Q COLORADO

TOURISM OFFICE






m‘.

COLORADO
TOURISM OFFICE

C

$22.5 BILLION o&5>  $1.5 BILLION

—
Campaign ROI CTO GAVE THE INDUSTRY
TOP 10% 191,009 $863,025
in the U.S. \JO BS fh N o 0p PROGRAVS
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§713.919+ 28 WORKsHops 94

IN GRANTS 25 COUNTIES  SOCIAL MEDIA

for 28 Counties From the Colorado Recovery IMPRESSIO! NS

$1,597,587 AWARDED TO SUPPORT Assistance for Tourism Program
36 EVENTS IN 20 COUNTIES

887410 oinses Of
7.4

400,000 ANNUAL C MORE THAN 180+ "\

Vacation Guides Colo-Road Trip Itineraries engagements*

A top-performing state website in U.S. 8.6 BlLLlON

@ 9.9 M I LLIO N impressions and

asa Visitors to COLORADO.com $27.in891Mc|1|\73|;,|e0N
COLORADO"

COME TO LIFE

Includes Facebook. Twitter, Instagram, and TikTok data, and includes paid + orgaric.




2021 Statewide Economic Impact

Category 2019 2020 2021 | % change
Travel Spending $24.2B $15.8B $22.5B -7%
Tourism Employment 184,100 | 146,800 | 161,700 -12.2%
State and Federal Tax Revenue $3.1B $2.2B $2.0B -6.5%

"Source: Dean Runyan Associations, The Economic
Impact of Travel in Colorado, 2011-2021




2019-2020 % Change

Color Legend
-56.59%

34.25%
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2019-2021 % Change

Color Legend
-26.49%

49.39%
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Colorado's Overnight Trip Characteristics

State Origin Of Trip

Colorado 21%
California 10%
Texas 9%
Florida 7%

New York 4%

Season of Trip
Jan - Mar Apr - Jun Total Overnight Person-Trips

22% 24%

Jul - Sep Oct - Dec
30% 24%

Base: 2021 Overnight Person-Trips

DMA Origin Of Trip

Denver, CO 14%

Los Angeles, CA 6%

Colorado Springs-Pueblo, CO 5%

5%

New York, NY

Dallas-Ft. Worth, TX 3%

0% 2.5% 5% 7.5% 10% 12.5% 15%

Longwoods




Colorado: During Trip

Base: 2021 Overnight Person-Trips
Shopping Types on Trip Dining Types on Trip

Colorado U.S. Norm Colorado U.S. Norm

Convenience/grocery

shopping 49% 42% Unique/local food 40% 40%

Food delivery service
(UberEATS, DoorDash, etc.)

Souvenir shopping

Outlet/mall shopping ' Y= : Street food/food trucks

Big box stores (Walmart,

Costco) Fine/upscale dining

Boutique shopping Picnicking

Antiquing Gastropubs

Base: 2021 Overnight Person-Trips that included Shopping

Lm‘ngwoods







Insight & Brand Promise

Visitors love destinations like NY,
California and Florida.

But they fall in love with Colorado.

Because only here do they
Come to Life.
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Responsible Tourism

- Educate travelers showing intent to visit
the state

* Do Colorado Right campaign
* Educate residents & visitors in state

- Amplify a credential campaign through
partnerships




Responsible Tourism: Do Colorado Right

Topics Covered to Date
Fire Safety
Summer Backcountry Safety e i
Winter Backcountry Safety 1
Public Transport and Carpooling

Reusable Water Bottle Usage and
Hydration

Trash Mitigation




Do Cotorado Right: Parther Examples
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Public Relations

» Media Hosting
° 40-50 journalists a year
* Across the state

» Sign Up: Hot Sheet Monthly Newsletter
* PR, Social and international media updates

« Summer & Winter Local Media
Receptions

* Around 30 media and 20 partners typically

* A chance to highlight upcoming CO news
for the season
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Example Media Coverage

Journalist Nick DeRenzo
P ri nt a n d O n l'i n e stz'atz'ons — Iiin : eePerfetDay . S&fCulre - Uited
Result of hosted trip

Hemispheres ([ Xv) UNITED 5} X BOOK FLIGHTS

Avineyard at The Ordinary Fellow / Photo: John Fielder

Colorado’s Grand Valley Is a Wine Region to

Waich
By Nicholas DeRenzo
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FOOD <WINE WINEENTHUSIAST

Colorado Is the New Sonoma 5280 RGeS Wine and Birding Destinations That

With its charming farm stands, vineyards, and stellar dining, Colorado’s Grand Valley is a wine region on the rise. )
& Jen Murphy - Pubiihed on Ociober 1, 2021 5 Weekend Trips Through Colorado’s Wine-Making Regions Shouldn’t F Iy Under Your Radar

— We created five itineraries to help you savor the final dregs of harvest season in the Centennial State.

The Fruitgrowers Birding Trail traces 14 top spots in and around the West Elks AVA,
@ g;;:'mhu: ;'[;2] including Fruitgrowers Reservoir, an Audubon IBA known for sandhill cranes, snowy
plover and white-faced ibis. Afterwards, stop by Stone Cottage Cellars for some
Gewiirztraminer, then meander over to The Storm Cellar for a side-by-side tasting

of their dry and off-dry Riesling. P“0ENIX

WUNITED M A G A Z

“' HEMISPHERES GRAND JUNCTION

p S TAY
Palisade Peaks

PHOTO: COURTESY OF SAUVAGE SPECTRUM

UNEXPECTED DELIGHTS AWAIT AROUND EVERY HOODOO IN COLORADO WINE COUNTRY.
When I moved from the Bay Area to Colorado five years ago, a road trip
through the state’s wine country wasn't on my to-do list. Spoiled from
having Napa and Sonoma in my backyard, I turned my nose up at the idea
of Colorado wines and focused on what the state was best known for:
skiing, hiking, biking, and beer. But last year, with travel limited due to the
pandemic, I finally explored my new home state with an open mind.

Colorado’s Grand Valley is a wine region to watch

also happens to be one of the world's around 4,500
feet

We describe the
breathtaking, but to
derive inspiration — and ingredients
nearby Palisade, you'll find juniper th

is indeed
gs, which

hough this
d drink offe

serts, or locally grown peaches in a salad and just-ha

drink. Here, we break down all the ways to experience a true t e West.

LOCAL WINES TO

SIP IN THE GJ
Clustered in Palisade just a 12-mile

drive - or bike ride - up the US-6 highway,

Grand Valley wines can aiso be enjoyed in

Grand Junction itself

SYRAH FROM TWO RIVERS
WINERY: Rob Hammelman, wine-
maker of Arizona's Sand-Reckoner, made
wine at Two Rivers before he moved
south. The Grand Junction winery cred
Syrah to Hammel-

{ Carboy Winery
longbeenanagr ' $ tast

on. and | m pots that s The Ordinary Fellow

their focus to peach 3 p x
¢ ¢ ' . ine pioneer Ben Par

peaches). In 1991, though 1nd TWP Winery and Farmhouse

chrillist:

its this berry-forw
man. woriverswinery.c

ROSE FROM COLTERRIS: A
dry and delightful pink from the Caber-

with a touch of raspberry and

citrus.

GRUNER VELTLINER FROM
THE STORM CELLAR: The winery
is not quite Grand Junction territory,
but it's near-ish; enjoy this bright, pep-

DENVER ¢ TRAVEL ¢ CHEAP THINGS TO DO

6 Reasons to Drive to Palisade, A SesE
Colorado

Péche, a restaurant r BIKE on the recen

stormeellarwine.com

RIESLING FROM CARLSON
VINEYARDS-HIGH DESERT WINE
LAB: Light on sweetness, laden with
notes ¢

rapefruit and lemon, this wine
acreative collaboration between
Carlson and local resto Bin 707 Foodbar.
carl

shows ¢

ards.com
PET-NAT FROM SAUVAGE
SPECTRUM: Afizzy, tasty addition to
s a dog-, bike-, and eco-friendly the Pét-Nat market, this wi
utique property right in the center a Palisade
of downtown Palisade 3 hand-harvested. sauvagespectrum.com

nd-wife team who Plunge trail, which de:

from

neyard where

This small town rivals Napa’s wine scene and has Mile High adventure.
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International Promotional Strategy

Hire International Representatives in target markets:

- PR: Keep Colorado alive by targeting travelers through Placements and Initiatives
with focus on key topics

- Trade: Keep Colorado present for tour operators and travel agents to ensure they
are aware, trained, and ready to book U.S. travel

- Consumer. Communicate future visitors of Colorado's nature, wide-open spaces
and commitment to Low-Impact Travel

Recovery Impacts
- Heavily impacted in the last two years by COVID-19

- 2021 Visitation Numbers better than expected

- Mexico was able to enter the U.S. via air, so represented 547% of 2021 international
travelers




Importance Of International Tourism

- International tourists continue to be Colorado's highest-value visitors, spending
an average of 3x the domestic tourist

- Overseas tourists (excluding Canada and Mexico) are a majority of that spend,
and spend up to 5x higher per person per trip while in the state

Origin Market 2019 Int'l Visitors 2019 Visitor Spend 2019 Avg Spend
Total 1,053,336 $1.7096 B $1,706
Overseas 637,638 $1.488 B $2,333
Canada 191,403 $129.6 M $677

Mexico 224,254 $179.3 M $799







Colorado Tourism Roadmap 2.0

Seeks to advance the strength and

resilience of the Colorado tourism ch%gmic
industry through collaboration, Vitality

inclusivity, innovation, and leadership N
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Destination Stewardship in Colorado

Support for Colorado destinations
that balances quality of life for
residents and quality of experience for A
visitors, while enhancing our o

. " Destination
environment and communities Stewardship




Industry Programs & Opportunities

» Grants & Funding
- Marketing Matching Grant

- Tourism Management Grant
- Governor's Conference Scholarships

* Care For Colorado Coalition

 Professional Development
- Leadership Journey

- Learning Labs
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COLORADO CONCIERGE CRAFT RESOURCES LOGIN -»

Colorado Tourism Office Learning Labs

Welcome to the Colorado Tourism Office (CTO) Learning Labs! This free online
educational platform aims to help frontline workers and tourism professionals alike
hone their skills and build their Colorado expertise to ensure our visitors feel welcomed
and cared for. If you are a frontline tourism worker, head to the Colorado Concierge
learning labs to become a Colorado expert and grow your Colorado-style hospitality. If
you are a Colorado destination or tourism professional looking to explore the
development of tourism strategies, head to the CRAFT learning labs.

- Resources =
r .

e
& ‘ -

[o0)
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Welcome Center Program

* Been in place for 30+ years

» Aimed at driving traveler spending and | o LT
dispersing visitors across the state; b
valuable platform for both industry and
state agency partners.

VN

WELCOME CENTER
WELCOME CENTER

FRUITA
WELCOME CENTER

» Over 1 Million Served Annually - WEwnMEELEAmEO
WELCOME CENTER
CORTEZ TRINIDAD
OWELBI]M[ CENTER WELCOME CENTER




Destination Development Programs

CRAFT

Destination assessments
Community action planning workshops
Customized technical assistance

Colorado Dark Sky Mentor Program
Colorado Electric Byways
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942 Total Workshop Attendees

= DMO

= Private Sector

= Local government
= Nonprofit

= Land Manager

= Resident




Shared Industry Priorities

Advance off-peak tourism opportunities
Advance tourism workforce

Champion the value of tourism

Develop and enhance visitor experience
Encourage responsible & respectful use
Foster inclusive travel opportunities
Promote local businesses & experiences

NOoO O s wDdh =
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CAVE

The Colorado Association of Viticulture & O T, - © VT e

Viti n &E Igy(CAVE)

1 " " Lookingforalocalhold ygflth lwIlI st all

nolo articipated in the Restart | wwemmonmmnn s,
y IngthCIqudAt P pn wth I lmrthn
Pas p ~ Withexclus ccess to more than 100 different wineries, cideries, b eeeeeeeeee d

Industry Associations Program EEeiiiena G

ldentified an opportunity to promote
Colorado wineries when tasting rooms
opened back up

Worked with their CRAFT Mentor to launch

a geo-targeted social media :
I‘r;eze;f:ctc |r ado Gift: A [|LEARN MORE | The Perfect Colorado Gift: A i

Liquid Arts Passport @ ...
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Colorado Association for
Viticulture & Enology e X
(CAVE)

< Av | Sponsored - !
Wine not get away for a weekend? Come

explore the Grand Valley — Colorado's wine
country. Home to 32 unique ...See more

Campaign results included:

four Facebook advertising campaigns COLORADC
targeting wine enthusiasts and visitors in
the Front Range and Grand Valley

four campaign landing pages optimized for
Colorado wine regions

m

three regional pages with winery locations
and visitor resources

four digital stories to be featured in Google |
searches, on CAVE's social media channels, ——
WineColorado.org, ColoradoWinefest.com, Experience a Colorado SRS

Wine Getaway ® d».,4
and Colorado.com
@ O 132 46 Comments 30 Shares

A . COLORADO
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Get To Know Your Local DMO

City or County Level
See about their programs
Get listed on their websites

Stay in touch with their PR & marketing
teams

Let us know If you heed help identifying
your correct DMO contact




Tourism Tuesday Newsletter

Sign up for our weekly industry newsletter
that highlights current and upcoming
programs, grant opportunities, industry

research updates, partner highlights and
more




Opportunities on Colorado.com

» Native and display ads

* Free and paid attraction, event, and
special offer listings _

@ E m a I [S S e n t to C O lo ra d O . CO m S u b S C rl b e rS Click here for Colorado Data Engine Extranet instructions.
Complete this form to submit a support request. We will respond as soon as possible.

* www.oedit.colorado.gov/colorado-COm-= | cammems
marketing-promotion#freelisting



http://www.oedit.colorado.gov/colorado-com-marketing-promotion#freelisting
http://www.oedit.colorado.gov/colorado-com-marketing-promotion#freelisting

PR & Earned Media

» Local Media Receptions

- Media Hosting availability

» Add us to your press releases
* media@colorado.com

* Tell us about your unique visitor
experiences



mailto:media@colorado.com

Where To Find Us

colorado.com

Connect with us on LinkedIn Travel Inspiration on Instagram:

OFg. 0



http://www.colorado.com

Contact Us

Hayes Nortris Andrew Grossmann
hayes.norris@state.co.us andrew.grossmann@state.co.us



mailto:hayes.norris@state.co.us
mailto:andrew.grossmann@state.co.us
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