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METHODOLOGY

Intercept & Post-Visit Survey
Interviewers began surveying during the Rooftop Rodeo 
event on July 5th and continued through August 2nd. Those 
intercepted during the event were asked a series of specific 
questions about the event. A total of 383 intercept surveys 
were completed during the month. Interviewers utilized 
digital tablets programmed with the Qualtrics survey 
platform. 

Each visitor surveyed in Estes Park was asked to provide an 
email address for a follow-up survey. A total of 53 post-visit 
surveys were completed. 

Results of the two surveys are presented separately in this 
report. 
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KEY FINDINGS - INTERCEPT

• Estes Park as a destination rates highly with visitors, receiving a strong Net Promoter Score (NPS) of 80% for the town. Additionally, 84% of visitors 
were “Very Satisfied” with their experience, 11% “Somewhat Satisfied” and just 2% were “Somewhat” or “Very” Dissatisfied. This is a very strong NPS 
relative to many mountain resort towns. 

• The Rooftop Rodeo event did not receive high ratings overall but was a strong driver of visitation for over a quarter of interviewed visitors during the 
event, and a positive experience for those who came specifically for the event; NPS was 82.1% for event driven visitors. When the sample is expanded 
to all visitors in town during that weekend, the NPS was negative 13.7%.

• The town sees a high rate of return visitors, with two-thirds reporting it was not their first time in Estes Park, and many repeat visitors have made 5 or 
more previous visits. 

• Predictably, many visitors come from a wide array of Colorado communities; however, 69% of those interviewed came from outside of Colorado, with 
Texas Illinois, Minnesota, and Kansas representing the largest share of out-of-state visitors. Note this is significantly higher than RRC sees in other 
mountain towns during the summer season. 

• Overall, the largest share of respondents are on an overnight trip, with 42% staying in Estes Park, and 19% staying overnight in nearby areas. The 
remaining 39% of visitors came to Estes Park for a day visit.

• The top reason for visiting was general “vacation, leisure, or recreation,” representing 73% of respondents; however, a small portion visited friends or 
family, or came for a special event such as the Rooftop Rodeo. 

• About half (51%) of overnight visitors stayed in traditional paid lodging and 17% were in “Rent-by-Owner” (Airbnb, VRBO). On average, these visitors 
spent 7 nights in Estes Park. 
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KEY FINDINGS – POST VISIT

• Overall, during the Summer season Estes Park and the National Park together act as the biggest draw to visitors, with 48% saying that their primary 
destination was both the town and RMNP. Of those who came primarily for one destination, 38% said Estes was their primary destination and 12% 
said it was Rocky Mountain National Park. 

• Estes Park is highly rated among visitors: 85% strongly agree they will return for a future vacation, 77% strongly agree their experience was high 
quality, and 83% strongly agree that their visit met their expectations. 

• Post visit Net Promoter Score was very positive at 87%. Note this is higher than the intercept NPS which is very unusual and a strong indicator of a 
positive experience in any destination and likelihood to return. 

• Most individual attributes of Estes rate highly. On a 1-5 scale, the overall Estes experience and RMNP top the list at 4.7. Parking and “value for price 
paid” were lowest but still trended positive overall, each at 4.0. 

• Tourism continues to be a strong driver of visitation and spending in Estes Park, with the top activities people engaged in being RMNP (68%), dining 
out (68%), wildlife viewing (62%), scenic drives (62%), and shopping (60%). 

• Most people do not plan far ahead for their trip to Estes Park. Nearly half (48%) say they decided to visit within a month of arriving.
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INTERCEPT 
SURVEY RESULTS
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A third of respondents were visiting Estes Park for the first time (34%). 
Two-thirds are return visitors (66%) and 61% were overnight visitors, 
staying in Estes Park or the local area.
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Many visitors were Coloradans (31%), with 12% from Texas and 6% from Illinois. Interestingly, in Denver, Boulder 
and most ski towns, California ranks in the top three states of origin and is not in the top 10 for Estes. Colorado 
visitors come from a variety of locations throughout the state. 

 Of the top 10 cities, Denver had the lowest share of respondents at 1%, while Fort Collins, Loveland and Longmont had 
the highest number at 4% each.
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Repeat visitors tend to have visited 1-3 times (infrequent guests) or 8+ times (regular visitors) in 
the last 5 years. 

 36% reported visiting Estes Park 1-3 times in the last 5 years 
 36% visited 8+ times in the last 5 years
 10% visited 5 times in the last 5 years
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The majority (73%) of respondents said their primary purpose for visiting Estes Park was 
for vacation/leisure/recreation. 

 Subsequent purposes for visiting Estes Park were visiting friends/family (9%) and a special event/festival (7%).
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Just over half of visitors stayed in paid commercial lodging (51%) followed by rent-
by-owner accommodations (17%) and staying with friends/family who live in the 
areas (16%). 
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For those that stayed in Estes Park overnight, trips averaged 7 nights in length 
while the median length in the community was 4 nights. 

 Among all visitors (day and overnight), 72% said that Estes Park was their only destination 
during their trip. 
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For the 28% of visitors who were on multi-destination trips, a follow-up question asked if 
those trips included nights in other area locations. 

 The plurality stayed in “Other Colorado” areas (35%), followed by nearly the same share of visitors 
staying in the Denver metro area (34%).

 Fourteen percent stayed in the Loveland area, 13% in Boulder/Lyons/Longmont area, and 12% in 
the Grand Lake/Winter Park area.
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The Rooftop Rodeo drove visitation for almost one third of surveyed visitors during the event, who reported it 
was important to the decision to visit Estes Park July 5th through July 10th. 

Despite this importance, the NPS score for the event was weak (-13.7%) due to the 54% saying they were unlikely 
to recommend the event to family or friends.

Calculating NPS “detractors” 
includes all values 0-6, which 
captured the 18% rating the 
event as a “5”, which is a 
better score than those who 
reported “0”s but still cause 
for concern for visitor’s 
satisfaction of the event
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Of those who came to Estes Park specifically to attend the Rooftop Rodeo (those who rated the event’s 
importance as a 9 or 10), the NPS is far more positive than it was for the larger group of all visitors in town.

Looking at this group, 87% were promoters, 8% passive, and 5% detractors, equaling an NPS of 82.1%.
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Estes Park maintains high visitor satisfaction levels with its visitors and as a destination. Eighty 
Four percent of respondents were very satisfied with their experience and 73% are extremely 
likely to recommend Estes Park to friends/family. 

 NPS was a solid 80% which is extremely strong. 
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Typical groups visiting Estes Park were comprised of 2 adults. Only 4% of respondents were visiting 
the town alone, indicating Estes is a popular group destination.

 When children were present, parties typically had 1-2 children in their personal group
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POST-VISIT 
SURVEY RESULTS
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The breakdown of post-survey respondents by visitor type was nearly identical to that of the intercept 
survey, with slightly more respondents being overnight visitors (62%) versus day visitors in Estes 
(38%). 

 Of the overnight visitors, more respondents in the post-visit survey stayed in Estes Park (54%) compared to the 
42% of intercept respondents who reported the same. 
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Among overnight post-visit respondents, 44% stayed in paid commercial lodging (hotel, motel, 
condo, etc.). RV/tent camping outside of Rocky Mountain National Park was the second most utilized 
form of overnight accommodation with a 22% share of respondents. 
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The largest share of respondents indicated 
both Estes Park and Rocky Mountain National 
Park were the primary destination of their 
trip.

 Of the two destinations, Estes Park was more 
likely to be the primary destination at 38% 
compared to Rocky Mountain National Park’s 
12% share. 

 Just 2% citing neither location as a primary 
reason for visiting during the survey period.

The plurality of respondents reported they did 
not visit other nearby cities on their trip (36%), 
with Boulder attracting the largest share of 
respondents (32%) who did visit another 
community than Estes Park. 
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Knowledge from previous visits served 
as the most common source of pre-trip 
information (71%), indicative of the 
large proportion of returning visitors 
from the intercept survey. 
Friends/family/word of mouth (35%) 
and the official Estes Park website 
(21%) served as the next most common 
informational resources. 

 Online sources (Visit Estes website, 
social media, other websites) were 
important, accounting for 33% of 
responses overall. 
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The average visitor spent about $104 locally in Estes Park on dining, shopping and other travel 
expenses when excluding airline and rental car expenses. 
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Dining captured the largest 
share of daily spending in Estes 
Park at $25 per person per day, 
followed by commercial lodging 
($21), and shopping ($19). 
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For the entire trip, dining expenses 
average $108 per person per trip, 
similar to the camping fees spent 
per person per trip ($106). 

 Shopping ($81), specialty lodging 
($80), and commercial lodging ($61) 
were the other larger expenses. 
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Spending time with family, enjoying the scenery, and to be closer to nature 
were the most important factors in visiting Estes Park. 
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When asked for the single most important factor in visiting, the top choice was to 
spend time with friends and family. Other popular choices included a relaxing 
mountain getaway and Rocky Mountain National Park. 
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The top activities participated in by respondents while in the Estes Park area were visiting Rock 
Mountain National Park, dining, wildlife veiwing, scenic driving, shopping, and hiking. 
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The overall experience was the 
highest rated aspect of visiting the 
community, in terms of 
importance to the respondents 
visit. This was followed by the 
value of the price paid for the trip, 
Rocky Mountain National Park, 
and a three-way tie between 
parking, outdoor recreation, and 
dining.
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All aspects of the quality of 
service and experience were 
rated highly - great news for 
Visit Estes Park!

Best rated experiences are:
 RMNP

 Overall Estes Park experience

 Outdoor recreation

Value for price paid received the 
lowest score but still trended 
positive at 4.0 (good) overall. 
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Another positive: 96% of respondents agreed they would return to Estes for a 
future vacation. 

 The high-quality experience and meeting visitor expectations also rated highly 

 69% also reported a preference for Estes over other mountain destinations
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NPS among post-visit 
respondents was strong 
at 86.5%. 

 This is above the intercept score 
of 80%, atypical of the common 
trend of lower post-visit NPS 
values when comparing 
intercept to post-visit survey 
responses
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Visiting Estes Park in July tended to be planned further in advance than previous 
results, with a plurality reporting the decision to visit was made 1-3 months in 
advance (24%).  

 Making the decision 6+ months in advance was also relatively frequent at 20% of all respondents. The third 
highest share of respondents reporting deciding to visit Estes Park the day of the visit (14%).
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One quarter of respondents were 35 - 44 years old and over a third of respondents 
had a Bachelor’s degree.  

 Post-visit respondents skewed female at 68% of all responses.
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Typical of Colorado mountain destinations, visitors to Estes Park this period 
were not a diverse crowd, being predominantly white (98%) and not of 
Hispanic, Latino, or Spanish origin (96%).
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Most respondents were traveling with their families or significant others/spouse (88% combined) and were 
most likely to have household incomes of $100,000 to $149,999. 

 More respondents earned $150,000 or more (37%) than those earning less than $100,000 (35%)
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THANK YOU!
RRC Associates
4770 Baseline Road, Suite 355
Boulder, CO 80303
(303) 449-6558
rrcassociates.com


