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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 drive traveler spending through promotion and
development of compelling, sustainable travel experiences
throughout our four-corner state.
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IMPACT ON TRAVEL PLANS

Indicated that Coronavirus Would Greatly Impact their Decision to

Travel in the Next Six Months
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IMPACT ON TRAVEL PLANS

Indicated that Transportation Costs Would Greatly Impact their
Decision to Travel in the Next Six Months
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IMPACT ON TRAVEL PLANS

Impact of Rising Gas Prices on Travel Plans

I'm choosing destinations closer to home

I'm reducing the number of trips I'm taking

I'm reducing the amount | spend on retail purchases

I'm reducing the amount | spend on entertainment and recreation
I'm reducing the amount | spend on food and beverage

I'm reducing the amount | spend on lodging

I'm choosing to drive instead of fly

I'm canceling trips

| am choosing not to travel at all

Rising gas prices are not impacting my travel plans

Travel Sentiment Study Wave 61
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Marketing Objectives

Influence measurable visits from
high-value travelers to all areas of
the state, thereby increasing
economic impact

Educate visitors and residents on
topics related to destination
stewardship and responsible travel
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In Colorado, our sun’s special. It feels warmer. Looks brighter. And everything
around you seems sunnier. Because when you explore our state, you can |
feel, see and experience the brightness of Colorado first-hand. Even under
our twinkling stars. Wherever you go. Whatever you do — Colorado ignites
the spark that inspires you to come to life.

From the mountains to the plains and in our vibrant cities, Colorado’s four
distinct seasons of bluebird skies and almost 300 days of golden sunshine
shine a little brighter. In our designated dark sky areas the beauty,of the
Milky Way shines a little brighter. And with endless diverse adveclures igelag

the natural beauty of the greai outdoors to the |ﬁ‘$>|rat|oﬁ§f rich heritage
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Shine A Little Brighter

® COLORADO

® COLORADO" ® COLORADO"

® COLORADO

OUR WINTER
LIVE IT UP.

SHINES
SHRED IT UP. BRIGHTER

VACATIONS ARE OFFERS THAT

EXPLORE COLORADO EXPLORE COLORADO FREE TRAVEL GUIDE SEE SPECIAL OFFERS

Accomplished Adventurer Guide Offers



http://www.youtube.com/watch?v=1-fKHwLp0Bw

Do Colorado Right

C C C

DO P COLCHAR
COLORAD@A =

RIGHT

QUIN GABLE > QUIN GABLE > QUIN GABLE
TRAVEL INFLUENCER \i% \ TRAVEL INFLUENCER 1 { TRAVEL INFLUENCER

SEE HOW QUIN DOES IT SEEHOW QUIN DOES IT


http://drive.google.com/file/d/1hAppwceEICxJKUeB4iLqlCXhscns22Lv/view




The Opportunity

* Investments in local tourism are
more important than ever before

« We are leaders in communications
that enhance sense of place and
establish expectations with visitors
and residents

»  We have an increasing opportunity
to collaborate with local
organizations to share resources and
iImplement projects that enhance
local quality of life







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.




The Evolution of DMOs

Marketing,
sales &
promotion

Destination Research &
Stewardship planning

D M O Leadership &

Stakeholder
engagement

Visitor
management

Partnerships Destination &

& capacity product
building development
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Our Destination Stewardship Work Today

What is Destination Stewardship?

A transformational, holistic approach that seeks to find harmony between

quality of life for residents and a strong visitor economy while protecting our

cultural and natural resources




Our Destination Stewardship Work

A holistic approach that seeks to find harmony between quality of life for residents and a strong visitor economy
while protecting our cultural and natural resources

STRATEGIC PRIORITIES

Elevate Responsible Champion Resilient Advance Inclusiveness

Travel & Sustainability Destinations & Collaboration




Our Destination Stewardship Work

A holistic approach that seeks to find harmony between quality of life for residents and a strong visitor economy
while protecting our cultural and natural resources

STRATEGIC PRIORITIES

Elevate Responsible Champion Resilient Advance Inclusiveness

Travel & Sustainability Destinations & Collaboration

FOCUS AREAS

Awareness & - : Strategic
Visitor Experiences Partnerships Industry Support




Our Destination Stewardship Work

A holistic approach that seeks to find harmony between quality of life for residents and a strong visitor economy
while protecting our cultural and natural resources

STRATEGIC PRIORITIES

Elevate Responsible Champion Resilient Advance Inclusiveness

Travel & Sustainability Destinations & Collaboration

FOCUS AREAS

Awareness & - . Strategic
Visitor Experiences Partnerships Industry Support

SAMPLE OF PROGRAMS

Care for Do Colorado Colorado : Welcome Craft




Do Colorado Right
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http://www.youtube.com/watch?v=nNDxoNa7F3M

Collaboration is Key

| ead - Partner - Advocate Framework

LEAD ADVOCATE

PARTNER

DMO will be DMO will support DO wll. woils
| - with, for and
responsible and the pursuit of the - b ¢
accountable for stakeholders' rough others to

the initiative achieve a desired

outcome

goals







Restart Colorado Tourism Programming

+ Restart Destinations Program
- Recovery assessment
- Full-day workshop
- 75 hours of free consulting
- Direct marketing support

» Restart Industry Associations
Program

- 75 hours of free consulting

- Direct marketing support




Restart Destinations Program

Aspen

Canyons & Plains

City of Central

City of Woodland Park
Clear Creek County
Tourism Bureau
Creede/Mineral County
Custer County

Fremont County

Greater Pueblo Chamber of
Commerce

10. Lake City/Hinsdale County
Marketing Committee
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11. Lake County Tourism Panel 21. Visit Colorado Springs
12. Marble Crystal River Chamber 22. Visit Durango
13. Mesa Verde Country Tourism 23. Visit Estes Park
Office 24. Visit Fort Collins
14. Moffat County 25. Visit Glenwood Springs
15. Prowers County 26.Visit La Junta
16. Roaring Fork Valley 27.Visit Montrose
17. Town of Lyons 28. Visit Ouray

18. Towns of Fruita and Palisade
19. Towns of Minturn and Red Cliff

20. Towns of Silverthorne and
Dillon
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Restart Industry Associations Program

1. Bicycle Colorado
2. Collegiate Peaks Scenic and Historic
Byway

3. Colorado Agritourism Association

Colorado Association for Viticulture &

Enology (CAVE)

Colorado Brewers Guild

Colorado Distillers Guild

Colorado Restaurant Association

Destination Colorado

Fort Sedgwick Historical Society

O Gold Belt Tour Scenic and Historic Byway
Association

B
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11. Grand Lake Creative District
12. Grand Mesa Byway Association

13. Museums of the San Luis Valley and Southern
Colorado

14. Northwest Colorado Cultural Heritage Program
15. Pikes Peak Outdoor Recreation Alliance

16. Sangre de Cristo National Heritage Area

17. Santa Fe Trail Scenic & Historic Byway

18. Trail of the Ancients Byway Association

19. Western Colorado Adventure Trail (WestCAT)




525 Tourism Stakeholders Engaged

= DMO

m Private Sector

m Local

government

Nonprofit

m Land Manager

m Resident




Shared Industry Priorities

Advance tourism workforce

Advance off-peak tourism opportunities
Champion the value of tourism

Develop and enhance visitor experience
Encourage responsible and respectful use [
Foster inclusive travel opportunities B .

Promote local businesses and experiences S




Working Towards the Vision

Destination Stewardship

Tourism is managed
through a transformational,
holistic approach that seeks

g\rcglusr’;r% S —_— ﬁ}k&a&gﬁ "R Ere%%ﬁsm ] EOJ,[E%% - to find harmony between
7 Prioritieys quality of life for residents

and a strong visitor
economy while protecting
our cultural and natural

resources.




Working Towards the Vision

Industry Shared Program 10+Year
Programs — [ndustry —> Results —> Outcomes
Priorities
CARES ACT Common Programs align Long-term
funding, CRAFT, barriers and with shared outcomes align
Electric Byways, opportunities industry with the
Dark Skies, identified by priorities leading Destination
Regional industry to results that Stewardship
strategies partners across support long- vision
Colorado term outcomes
and overall

vision

Destination Stewardship

Tourism is managed
through a transformational,
holistic approach that seeks
to find harmony between
quality of life for residents
and a strong visitor
economy while protecting
our cultural and natural
resources.




Example Execution

Industry
Programs

Reimagine
Destinations
Program

Shared Program
— |Industry — Results

Priorities

Encourage Responsible

responsible recreation

visitation messaging
campaign
designed to
increase

recreation user
best practices.

10+Year
—p Qutcomes

User impacts on
public lands
have
measurably
decreased.

Destination Stewardship

Tourism is managed
through a transformational,
holistic approach that seeks
to find harmony between
quality of life for residents
and a strong visitor
economy while protecting
our cultural and natural
resources.




Example Results

 Visit Durango climate action plan

» Roaring Fork Valley crisis
communications planning

* Rocky Mountain Folk School
pusiness plan

* Fremont County tourism workforce
development planning




The Opportunity of Tourism

* Investments in local tourism are
more important than ever before

« We are leaders in communications
that enhance sense of place and
establish expectations with visitors
and residents

»  We have an increasing opportunity
to collaborate with local
organizations to share resources and
iImplement projects that enhance
local quality of life
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