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Current Base

Foundational
to Estes Park
Local
Marketing
District, aka
Visit Estes
Park

Internalized to
Visit Estes
Park

—

Mission

Vision

Goals and Objectives

Overall purpose of Visit
Estes Park; Why it does
what it does

Visit Estes Park’s
statement of what it wants
the destination to be

The outcomes tied to
programming

Attract guests to the District through effective and efficient
destination marketing and management in order to drive year-
round economic growth.

To be a year-round tourism, group and event destination that
supports our healthy mountain village with a balance of financial
success, positive and memorable experiences for guests, and
quality of life for our community.

Our marketing task is to incrementally increase visitation and its
economic benefits to and quality of life for the community. This
calls for strategic and integrated marketing efforts founded on
research with a keen eye on travel trends. Marketing is more
than placing an ad in a publication, although that is part of the
equation. Visit Estes Park's work consists of efforts in Stakeholder
Partnerships, Market Research, Destination Brand Strategy,
Website and Digital Marketing, Collateral Development, Public
Relations, Social Media, Advertising, Planning, and Direct
Marketing and Sales.




Strategic Retooling

—

Mission

Foundational
to Estes Park
Local
Marketing
District, aka
Visit Estes
Park

Developed in
the strategic
planning
process

Goals and Objectives

Overall purpose of Visit
Estes Park; Why it does
what it does

Visit Estes Park’s
statement of what it wants
the destination to be

The outcomes of the
Strategic Plan that will
help Visit Estes Park attain
its vision

Main initiatives Visit Estes
Park will undertake

Visit Estes Park nurtures visitor reverence of this vibrant mountain
town for business success, environmental sustainability, and
community harmony.

To be a year-round, family-friendly tourism and event destination
that supports our vibrant mountain town with a balance of
financial success, positive and memorable experiences for guests
and a meaningful quality of life for our community.

1. Reform and strengthen community relationships around the
nurturing of community sense of place

2. Develop and deploy visitor management information tools

3. Prepare board members with context and justification for

future investments and direction of the organization

Guide placemaking and product development decisions

Provide metrics for understanding progress and measuring

accomplishments and impact

o A




Conceptual Framing

ORGANIZATION DESTINATION

Prepare Visit Estes Park to deliver Work with stakeholders to create Collaborate with the community
a high quality of service to the aresilient and stable economy for to instill a shared sense of pride
community. Estes Park. and ownership in Estes Park.
Board & Staff Development Stakeholder Engagement Resident Sentiment
Visitor Development Business Support Housing & Workforce
Visitor Management Visitor Management Priority Support

Product Development &
Placemaking

Community Relations Destination Stewardship




Strategic Concepts

Develop a field guide for current and future Board members to build context around the organization and
commitment to its mission

Construct a research portal to help guide visitor management decision making around seasonality and outreach

Reshape visitor information and marketing resources to support both business success and community
sustainability

Continue to socialize the Estes Park brand promise to inspire stakeholder involvement, community resilience, and a
shared sense of ownership

Craft seasonal demand drivers for key business need periods
Deliver a continual system for community engagement connecting resident wishes with business needs

Continue to connect team member ambassadors to community causes and organizations to foster greater mutual
understanding of tourism's role in community support

Collaborate with the community in developing workforce housing and childcare initiatives through the lodging tax
extension




Organization - Board Engagement

Key Outcome
Goals

Strategic Action

Tactical Step

Role for Timing/
Visit Estes Park Priority

Applied
leadership from
Board of
Directors to
form &
communicate
value, impact,
and priorities of
Visit Estes Park

Develop a field
guide for current
and future Board
members to build
context around the
organization and
commitment to its
mission

Establish content topics and associated

Lead - collect &

content for Field Guide compile Shllistiu
Build structure and format (online & print) Lead - design -
Provide coordinated training and orientation of | Partner -
L Short-term
existing board members encourage
Coordinate with Town and County to provide
Partner -

field guide and orientation to potential future
board members

communicate

Lead = Visit Estes Park

B Short-term = next 6 months

Partner = VEP works with others

Medium-term = 6-18 months

Advocate - VEP encourages/supports

B | ong-term = more than 18 months




B Board Field Guide

Develop a field guide for current and future Board of Directors to build context around the organization and commitment to
its mission.  www.visitestespark.com/transparency/

Contents - Structure Contents - Policies Contents - Governance

» Atrticles of Incorporation * 47 singular policies? * Roles & Responsibilities3
+ Bylaws!? + Common topics * Budget

* Roster * Operating Plan

* Nominations * Annual Audit

* Annual Report

Actions

Review and update bylaws - Board Committee with attorney

Restructure and organize policies — Executive Committee & VEP President
Draft roles and responsibilities — Executive Committee & VEP President
Build format (online & print) for the Board Field Guide - VEP staff

Conduct training & orientation - VEP President and Board Chair

SRR N



http://www.visitestespark.com/transparency/

Organization — Research Activation

Key Outcome Strategic Action  Tactical Step Role for Timing/
Goals Visit Estes Park Priority
Research driven Appoint research liaison within Visit Estes Park | Lead - collect &
. : Short-term
tools to guide current staff compile
policies and Construct a Inventory research assets and categorize b .
destination- research base to topic ar eé 2 Y Lead - design Short-term
related decision help guide visitor : :
makina b Construct publicly accessible research .
g by management . . L Lead - design Short-term
residents . : clearinghouse for dissemination of results
o , q decision making
officials an around seasonality : L Partner -
business ~nd outreach Provide training workshop on research communicate
owners and -
i : Lead - review &
managers Assess and fill information gaps o Long-term
commission
Lead = Visit Estes Park Partner = VEP works with others Advocate - VEP encourages/supports

B Short-term = next 6 months Medium-term = 6-18 months B | ong-term = more than 18 months
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B Research Catalog & Wishlist

ORGANIZATION DESTINATION COMMUNITY

Destination Marketing Accreditation

Program - Standards Visitor Profile & visitation patterns Resident Sentiment

Annual Audit é;sce;: g;;issment - Quality of \S/fuc;i’izn Home Fee & Impact
Strategic Plan Lodging Performance Image Study

Advocacy Plan Dashboard/Data Consolidator Priorities Alignment

Compensation & Benefits Research Capacity - Compression - Comfort Crisis Communication Plan




Organization — Resource Deployment

Key Outcome Strategic Action  Tactical Step Role for Timing/
Goals Visit Estes Park Priority
All marketing, Review messages (print and digital) for Lead - compile &
sales, and marketing versus managing destination assets | review
promotional Reshape visitor
positioning information and Categorize based on needed purpose and Lead - compile &
including marketing resources | changes review
collateral & to support both
digital assets SuEless sUceess Incorporate needed changes across Lead - design Long-term
reflects the and community messages
sustainability sustainability ,
orinciples of the Communicate purpose, process, and results of | Lead - | Long-term
community program communicate
Lead = Visit Estes Park Partner = VEP works with others Advocate - VEP encourages/supports

B Short-term = next 6 months Medium-term = 6-18 months B | ong-term = more than 18 months




BMarketing Review Example

BUY 1 POSTCARD, INN TO INN WITH ZIP LINES, GREEN JEEP TOURS FAMILY FRIENDLY

GET 1 FREE AT THE LUGGAGE ARCHERY, GUIDED CABINS ON THE

VILLAGE SHOP TRANSFER AT THE HIKES AND MORE RIVER! COME PLAY!
CRAGS

WELCOME TO ESTEW Set tone of reverence

THE BASE CAMP FOR ROCKY MOUNTAIN NATIONAL PARK Opportunity to shape wildlife interaction
Estes Park, Colorado is the base camp for amazing adventures in Rocky MOW , , ,
mountain getaway. Explore the Colorade Rockies. Encounter real wildlife. Whether you are planning a romantic PO' nt to Seasona“ty Optlon
weekend or the family vacation of a lifetime, Estes Park has the events, lodging an BHTES To create the perfect

escape from the everyday. Seo, go ahead. Start planning today to experience Estes Park tomorrow.




Destination — Brand Guidelines

Key Outcome

Strategic Action  Tactical Step

Role for Timing/

Goals

Destination
partners and
community
stakeholders
value and
connect with
the Estes Park
destination
brand promise

Build brand alignment map to connect

Visit Estes Park Priority

Lead - compile & P r—

Continue to different community organizations to promise | design
socialize the Estes

Park brand promise = Continue adapting the brand promise for Lead - desian
to inspire sustainability and community 9
stakeholder

mvolvemgnt af‘d Craft communications process for socializing | Lead -
community reliance | prand promise across partners communicate

Lead = Visit Estes Park

B Short-term = next 6 months

Partner = VEP works with others

Medium-term = 6-18 months B | ong-term = more than 18 months

Advocate - VEP encourages/supports




B Brand Promise Primer

Redefine from perspective of destination sustainability and connections to quality of place for residents and guests

We are Estes Inspired. We live a purposeful life, with a shared passion for our mountainous surroundings. We strive to
create a thoughtful guest experience, where mindfulness and respect are practiced every day.

We treat our guests as we do our neighbors, just as we ask them to treat the local wildlife, with awareness and
appreciation.

Together we are supporting community. Promoting sustainability. Focusing on social, economic and environmental
impacts. Because ours is a common goal, for an uncommon land.

PARADIGM SHIFTS Considerations:

Getaway vs. Gateway Does the brand promise reflect the notion of reverence of place?

Guest vs. Visitor Does the brand promise reflect the values of our residents?

Always in season vs. On- or off-season Does the brand promise direct our guests on how to best engage with Estes Park?
Favorite vs. One of many Does the brand promise inspire our residents to welcome our guests?

Village vs. Resort Does the brand promise inspire our guests to respect our residents?




Destination - Seasonality Driven

Key Outcome

Strategic Action

Goals

Balance new
product
developments /
enhancements
while creating
options for
dispersing
visitor demand
and providing
unique local
engagement

Craft seasonal
demand drivers for
key business need
periods

Tactical Step Role for Timing/
Visit Estes Park Priority
ldentify and secure one extended-timeframe, | Lead - entice &
. Short-term
off-season event recruit
Research visitation patterns tied to the new
Lead - research
seasonal event
Incorporate key findings into changes with Lead - design Long-term
future events
Craft communications engagement to build Lead - Lona-term
understanding and value based on findings communicate g
Develop future off-season targets and deliver | Lead - target &
Long-term

based on fulfilling community vision

recruit

Lead = Visit Estes Park

B Short-term = next 6 months

Partner = VEP works with others

Medium-term = 6-18 months

Advocate - VEP encourages/supports

B | ong-term = more than 18 months




B Scasonal Demand Driver

Use data tools to target off-season options for extended term events that create visitor appeal and resident involvement

Decision-making Resources

* Seasonal industry needs analysis

* Benchmark comparative review

« Visitor profiles & visitation patterns

Local listening
Business operations analysis

AN ANNUAL CELEBRATION OF ALL TEACHERS
IN FEBRUARY!




Key Outcome
Goals

Strategic Action

Tactical Step

Role for

Timing/

Visit Estes Park Priority

Genuinely
authentic
constructive
communication
between Visit
Estes Park,
destination
partners, and
community
stakeholders

Deliver a continual
system for
community
engagement
connecting
residents wishes
with business needs

Build benchmark understanding of both
resident and business sentiment

Lead - research
& communicate

Short-term

Build communication pillars from connecting
points of sentiment findings

| ead - research
& communicate

Craft engagement options to build
understanding towards a unified vision

Lead - design

Engage across options to provide
comprehensive outreach and involvement

Lead -
communicate

Evaluate process, communicate adaptations,
and build stronger engagement

Lead - refine &
improve

Lead = Visit Estes Park

B Short-term = next 6 months

Partner = VEP works with others

Medium-term = 6-18 months

Advocate - VEP encourages/supports

B | ong-term = more than 18 months




B Community Engagement System

Develop a system that encourages constructive continual engagement with both residents and businesses

Decision-making Resources
* Resident & Business Sentiment survey
« Visioning charettes

Public events
Digital gathering forums

Samples of sentiment surveys

Resident Sentiment Survey Tourism Stakeholder Survey

+ 85 responses so far
* 60% tourism has positive impact
+ 81% tourism is important to local

¢ 23 responses

* Majority accommodations, food/bev, but
all are represented

« Serve more visitors than residents

economy
- 45% feel informed about tourism * Increase in customers and revenue in
afforts the past year

« Top business concerns in the next 12
months:
- Retaining/hiring staff
- Supply chain costs and disruptions
- Housing costs for employees

* 14% feel like local government is
doing a good job managing the pace
of tourism development




Key Outcome

Strategic Action

Tactical Step

Role for

Timing/

Goals

Community
members and
destination
stakeholders
feel mutual
attachment with
Visit Estes Park
team members,
and vice versa

Continue to connect
team member
ambassadors to
community causes
and organizations to
foster greater
mutual
understanding of
tourism’s role in
community support

Build and prioritize list of community causes
and organizations

Visit Estes Park Priority

Lead - research

Select appropriate staff liaison assignments to
high priority opportunities for involvement

Lead - connect

Attend and engage with organizations to learn
issues and needs

Lead - engage

Share findings and needs across all team
members and map alignment points

Lead -
communicate

Refine strategies where appropriate to provide
meaningful destination engagement

Lead - deliver
impact

Lead = Visit Estes Park

B Short-term = next 6 months

Partner = VEP works with others

Medium-term = 6-18 months

Advocate - VEP encourages/supports

B | ong-term = more than 18 months
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B [cam Engagement Process

Prioritize opportunities for Visit Estes Park team members to act as ambassadors for community organizations

Decision-making Resources
« Lists of community organizations
* Overview of all organization priorities

Limited sample of community organizations

' Rocky Fine Arts
r ESTES VALLEY oL afthe
ﬁ Mountain \y Shidis abvacaTes Guild #%..

© l LEAGUE 0 WOAEN VOTERS
& InterExchange
Y . .
EV-Co S Conservancy P
sty omesnes g
EVIcs Community Foundation of Racky Nountaim Estas Valiey Crisla Fins arta GuAd of tne Estas Park Nonproft ¥MCA of the Rockies InterExChange. inc art Center of Esfza Park Estaz Park Running Club Laague of Women vaters Doy Brmast Cancor
. E Horthern Colarada Canzanvancy Advocatas Rocklas Resource Cantar e o T & & 517 8ig Thompson Ave @ PO Bax 3366 support Canter
& 1152 Graves Ave, Unit ) i 2515 Tunnel Aoad, 5 100 Wiall Strest, STE ¥ Unit 385 *' Estes park. €O 80517 = 453 E Wondensiew dvs
. m 4745 Wiheaton Drive, @ PO Box 3100, @ Estes Park, 00 BOST? @ 1700 Brodie Ave, Parl 0511 ! - ! . - y 5 2627 Recwing i,
Estes Park, CO 80517 Fort Collins, CO BOS2S Estes. Park, 00 80517 R Estes Park, 0O BOSTT i ¢ Yark, NY 10005 7 (970} 218-4128 ¥ suite 160,
) o o < (970} 5779761 P 970) SBE-3344 o (570) 5A5-5382 = Fort collins, C0 80526
_pi970) 585-3055 (970 224-3862 _o{970) 5853262 7 (970} £80-7305 9 1712) 924- 0456 =0 1970 _p{502) 377-5279 T
N 7 I970) 1255200
-
¥
r il — .
;]
i ' / -
f:; N ARTNERS
b }. / CHANGING LIVES ,a
0\ ¥ SHAPING FUTURES
The Estas Park Learning Crogsroads Minlatry of Esten Valley Sunriss Partnara Stanbay Homa Mussum United ‘Way of Larimer Pat &snociation of Estes
Plase, Inc Estas Park Ratary . and Education Canter County Park, Inc. 'Via Mouility services E;ﬁﬁ;’g:ﬁy Board of
@ 6005 Saint Vi P - -
@ 500 5 Saint Vrain Ave, % B3 Dry Gulch Road, @ Estes Park, CO 50517 © Bwenus, Suite 3, PO B 415 W, Wonderview 7 525 Wiest Oak Street, T PO. Box 4342 O e ')2::::&;:: 7 1200 Graves Ave, STE.
unit2, Estes Park, (0 BOST? Bom B4, i) s ke Fart Colfins, CO 80524 Estes Park, (0 80517 80301 * o,
Estes Park, 00 0517 ark, CO BOSTT 71305} 205-6250 2 ar 7
stes Park, _5570-577-0610 Estes Park, C0 80517 E (o) 2364652 [ — Estes Park, 0O BOSTT
7 {970) 577-0020 (970} 5775348 B

7 (970} 586-6623




Key Outcome Strategic Action  Tactical Step Role for Timing/

Goals Visit Estes Park Priority
Workforce Add balanced destination strategies to Partrer - connect [ NNTIE
housing, support the detailed plan through visitors

childcare, and Guid q ;
other needs are | dlde and support | Guide thoughts on organizational structure

addressed the Estes Park and collaborative operations with government PELIAET =SS
Lodging Tax

through an : L .

alliance of Explora’gon Task Convene and support community information | Advocate -

destination Force dlre§t|on and | sessions and other public advocacy programs | communicate

marketing and programming . . L

community Deliver widespread communications and Partner -

support public relations to drive support of direction communicate
Lead = Visit Estes Park Partner = VEP works with others Advocate - VEP encourages/supports

B Short-term = next 6 months Medium-term = 6-18 months B | ong-term = more than 18 months
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m\X/orkforce/Childcare Support

Deliver support through data, information, outreach, and programming

Decision-making Resources

« Develop investment needs

« Benchmark other communities (Gulf Shores, AL)

» Fold strategies into Visit Estes Park annual operating plan
« Create program alignment map to visualize connections
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