
A presentation for the 
Colorado Association of Ski 
Towns (CAST)

August 22, 2019

MAKING THE MOST OF OUR 

NATURAL ADVANTAGE



Dream 
Destinations

Top 3 
Picks

Florida 43.2%

California 41.3%

New York 27.2%

Arizona 23.6%

Colorado 20.1%

Nevada 18.0%

Hawaii 16.8%

Texas 15.2%

Massachusetts 14.9%

North Carolina 14.6%

TRAVELZOO, 2019
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Strong economic impact
CO HAS DOUBLED THE 20% GROWTH RATE OF US TRAVEL SINCE 2009

• Triggered $22.3 billion in direct spending in 2018; up 6.7%, 
well above the national average of 4.1%.

• Generated $1.37 billion in state and local taxes, up 6.6%

• Attracted a 3% increase in marketable leisure travelers, but 
share of these coveted travelers dropped from record-high 
3.1% to 3.0%. 

• After ranking 8th nationally for this travel segment last year, 
Colorado ranked 9th in 2019, well ahead of its 18th place 
ranking in 2009. 



A trajectory of success
OUTPACING THE NATION

• Colorado’s travel spending has grown by 65 percent since the 
depths of the recession, compared with 46 percent 
nationally. 

• Colorado travelers have spent an average of 5.7 percent 
more each year from 2009 to 2018, compared with just 4.3 
percent nationally. 



THE COLORADO TOURISM ROADMAP: A strategic plan not just for the Colorado 
Tourism Office, but for the Colorado tourism industry.
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Colorado is leading the way on:

• Shifting focus from increasing visitation to increasing traveler spending --
and tourism capacity planning.

• Dispersing travelers in productive ways.

• Supporting development of visitor management systems, such as 
reservation systems and technology driving dispersion.

• Educating travelers to reduce their impacts on the environment through the 
Care for Colorado Principles.

• Creating ways for travelers to reduce their carbon footprint.

• Managing our own ‘glass house’

A National Leadership Position
OTHER STATES, DESTINATIONS TAKING NOTICE



THE COLORADO FIELD GUIDE: Introduced by the CTO in May 2017, this online collection 
of more than 150 multi‐day itineraries guides travelers to less‐visited and off‐peak 
destinations. Industry partners have a standing invitation to contribute new itineraries.



• CLICKS: More than 500,000 in past year

• POWERFUL CTA: 
• ‘Get itineraries’ call to action on digital 

banners generated a .45% engagement rate; 
benchmark is .07%

• ‘Get itineraries’ had best engagement of all 
five options offered on the summer 
campaign landing page. 

• ENGAGEMENT DRIVER: 
• Colorado Field Guide posts on Visit 

Colorado Facebook page generated 267,560 
link clicks for a 10.47% click-thru rate, 
compared with 6.37% for content marketing 
on average.

Results



CTO signed MOU with Leave No Trace 
October 16, 2017; first year task 
agreement included:
• Development of shared messaging 

based on the iconic Leave No Trace 
Seven Principles 

• Creation of strategic partnerships 
with at least three industry sectors 
to educate travelers, develop best 
practices

• Shared research priorities

A first of its kind partnership

AIMED AT INSPIRING TRAVELERS TO REDUCE IMPACTS ON COLORADO

OTHER CTO ‘STEWARD’ INITIATIVES: ‘Bike friendly’ welcome centers, development of EV charging stations 
network, solar-powered wifi stations, ‘voluntourism’ initiative



• COLORADO HOTEL AND LODGING 
ASSOCIATION: Colorado hotels managed 24 
million overnight stays in 2017.

• COLORADO RIVER OUTFITTERS 
ASSOCIATION: served 600,000 rafters in 
2018.

• COLORADO DUDE AND GUEST RANCH 
ASSOCIATION: Welcome an average of 
16,000 guests for weeklong stays every year.

• COLORADO ASSOCIATION OF DESTINATION 
MARKETING ORGANIZATIONS (CADMO): 
Colorado’s largest DMOs

CTO, Leave No Trace welcome new partners
SHARING A UNIFIED MESSAGE WITH MILLIONS MORE COLORADO TRAVELERS

CADMO



Sharing Care for Colorado
IN A FUN, NON-JUDGY WAY



Already,the Colorado Dude and 
Guest Ranch Association, as well as 
four destinations – Colorado 
Springs, Breckenridge, Frisco and 
Longmont ‐‐ are reprinting at their 
own expense, with more exploring 
the opportunity.

CTO and Leave No Trace introduced 
‘Care for Colorado’ Principles in late 
May 2018, embracing a low‐key, 
engaging way of serving up 
information to travelers consistent 
with the Colorado brand.

INSPIRING TRAVELERS 
TO BE ‘COLO‐READY’



More giddy-up in the ‘Dude Ranch Edition’’

OUTCOME OF STRATEGIC PARTNERSHIP WITH CO DUDE AND GUEST RANCH ASSN



Messaging is embedded throughout the Field Guide …



… and in other channels at every opportunity

‘CARE FOR COLORADO’ PRINCIPLES: Now shared on 
Colorado.com (left), in visitor guides (above top), on 
emoji sticker keyboard (above), on wildfire awareness 
poster at Colorado Welcome Centers (above right)



Touching 1 million+ visitors a year at CO gateways

All 400 Colorado Welcome 
Center volunteers wear 

polos with CTO and Leave 
No Trace logos – and are 

trained in what to say

Restroom doors in all 10 
Welcome Centers are 
fitted with light reading: 
mini‐posters with the 
Leave No Trace Care for 
Colorado Principles



Advertorial placement 
June 2018



A Shout‐Out for CTO in Travel Weekly
RECOGNITION FOR LEAVE NO TRACE AND COLORADO PARTNERS AS WELL

‘The biggest takeaway is 
that the (Colorado) 

tourism office didn't wait 
for rebellious residents to 
shout what they didn't 
want; they reached out 
and discovered what they 

did want.’ …



Video aims at social sharing
43,000 VIEWS IN FIRST TWO WEEKS ON VISIT COLORADO FACEBOOK PAGE



‘Are You Colo‐Ready?’ quiz now offers prizes





New Care for Colorado Industry Toolkit
ALL AVAILABLE ON INDUSTRY.COLORADO.COM



CTO staged first 
zero-waste 
Governor’s Tourism 
Conference in the 
U.S. in October 2018
at Hotel Talisa in Vail 
with help of Walking 
Mountains Science 
Center.



Global Sustainable Tourism Council-certified
THREE CTO TEAM MEMBERS COMPLETED, TWO IN TRAINING



Measuring the impact
ON RESIDENTS & VISITORS



Awareness of “Care for Colorado Principles” ProgramAwareness of “Care for Colorado Principles” Program

Aware
28%

Unaware
72%
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Awareness that “Care for Colorado Principles” Program targets out-of-
state visitors, in addition to residents
Awareness that “Care for Colorado Principles” Program targets out-of-
state visitors, in addition to residents

Aware*
80%

Unaware
20%
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Base: Aware of Program



Reaction to “Care for Colorado Principles” Program Reaction to “Care for Colorado Principles” Program 

70 26 4

0 20 40 60 80 100
Percent

Positive Neutral Negative
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Colorado visitors’ interest in sustainability on the rise
ABOUT HALF OF MILLENNIALS, GEN‐XERS SAY IT’S IMPORTANT

15% 20%

21% 22%
15% 12%

49% 45%

Summer 2017 Summer 2018

Importance of Sustainability in Destination 
Selection

Not important

Unsure

Moderately or
slightly important

Very important

19% 23% 18% 26%
6% 11%

20% 17%
14%

22%

12% 4%

11% 8% 19%
9%

16% 25%

42% 41% 44% 38%
65% 55%

Summer
2017

Summer
2018

Summer
2017

Summer
2018

Summer
2017

Summer
2018

Millennials Gen‐Xers Boomers

Importance of Sustainability by Generation



• Colorado is viewed as a leader in sustainability, with three‐fourths of travelers 
indicating the state does a good job protecting and preserving its natural resources.

• This is led primarily by visitors, although even among non‐visitors views of the state’s 
sustainability efforts are positive.

Sustainability

44%

55%

64%

67%

68%

69%

70%

73%

76%

New York

California

Idaho

Wyoming

Utah

Vermont

Montana

British Columbia, Canada

Colorado

States that protect and preserve their 
natural resources well or very well

41%
25%

45%
50%

14%
23%

1% 2%

Visitors Non‐visitors

How well does Colorado protect and 
preserve its natural resources?

Not well at all

Fair

Well

Very well

www.smarinsights.com
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What’s ahead



RENEWABLE ENERGY: Working 
with the Colorado Energy Office to 
‘electrify’ Colorado Welcome 
Centers as well as our 26 National 
Historic and Scenic Byways.



• Series of short, funny videos demonstrating how to 
blend in like a local

• Extension of ‘Care for Colorado’

• Will be working with OREC and public lands agencies 
to prioritize topics, such as:

• Hiking 

• Disposal of Pet Waste

• 4x4 & Backcountry Roads

• Natural Hot Springs

• Wildlife

• Skiing & The Lodge 

• Cycling, Road & Trail

Etiquette Videos
EXPAND VIDEO CONTENT AVAILABLE ACROSS COLORADO’S OWNED CHANNELS



• At CTO’s request, gamification built into new trails 
app mapping 38,000 miles of Colorado trails

• Current capabilities only allow for posting photos 
and field notes on pinpointed locations

• DNR interested in working with us to build out 
gamification to create social ‘challenges’

• Supports dispersion, plus offers a way to deepen 
visitors’ and residents’ understanding of all that 
Colorado offers

‘Real Coloradan Games’
USING DNR’S COTREX APP AS A SPRINGBOARD



THE COLORADO TOURISM ROADMAP: With many major initiatives completed, top priority for 
FY20 is to refresh the plan to incorporate new opportunities and address Polis 
Administration priorities.





THANK YOU


