


Participants ASPEN ([ SNOWMASS.

Christian Knapp, CMO, Aspen Skiing Company
Rose Abello, Tourism Director, Snowmass Tourism

Kristi Kavanaugh, VP Sales, Aspen Skiing Company

Build it and they will come
Research, refine, repeat

Special events and group business matter

-l S

Collaboration is key



Brief Summer History at Snowmass

ASPEN (jﬁ SNOWMASS.

2010 Elk Camp Gondola
2011 Vapor

2012 Valhalla

2014 Elk Camp Restaurant

2014 Verde

2016 Farm to Table Dinners

e 2017 Lost Forest Construction



Summer 2018 ASPEN (55 SNOWMASS.

Upper French Press Opens

Lost Forest Opens - Breathtaker Alpine Coaster, Treeline

Trial Challenge Course, Canopy Run Zipline, Rugged
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Genesis (not the band) ASPEN CjB SNOWMASS.

But where did the Lost Forest come from?

New On-Mountain Attraction
or

80’s Conspiracy
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Key Takeaways ASPEN ([ SNOWMASS.

1.

2.

Overall Summer Visitation — Up 7.5%
Snowmass Visitation — Up 55.4%
Rising tide floats all boats...

e Elk Camp Restaurant — Up 78.9%

e Camp Aspen Snowmass — Up 23.7%

e Snowmass Bike Park — Up 188%

Snowmass not only recorded a new July occupancy record,
it was the first summer month in Snowmass’s history to

exceed 70%, achieving 70.4% (+3.9% over last year)



Summer Guest Characteristics ASPEN @ SNOWMASS.

Market Segment
Sample: #&##
2nd home owner
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Summer Guest Characteristics ASPEN CjB SNOWMASS.

"During this trip, are you planning on visiting other Average Number of Nights Stayed in Each Area
mountain resorts?” Sample: 748

snowmass | < srowmass
Highlands [ 26% Highlands [ 0.1

Sample: 720

3.2

3.0

Basalt . 0% Basalt
Carbondale . 10% Carbondale
Glenwood Springs - 16% Glenwood Springs
vail [l 5% Vail

Breckenridge I 3% Breckenridge
Steamboat | 2% Steamboat

Crested Butte/Gunnison IS% Crested Butte/Gunnison

Winter Park | 1% Winter Park

Telluride | 2% Telluride
0% 20% 40% 60% 80% 100% 00 05 10 15 20 25 30 35



Summer Trip Planning ASPEN@ SNOWMASS.

How did you book your lodging (Overnight guests only)
Sample: 298

Directly with hotel/property via phone or the property’s web 25%

Don't recall 14%

On-line travel agency (e.g. Expedia.com, Travelocity.com, et 11%

Airbnb 11%

otver I -~
Central Reservations (i.e. Stay Aspen Snowmass) _ 9%
My company's travel department _ 7%
VRBO.com [ 5%

Travel agent / tour company

l
®

Walk in, did not make advanced reservations 3%

0% 2% 4% 6% 8% 10% 12% 14% 16% 18% 20% 22% 24% 26%

Which information sources did you use to plan/research your trip? (Overnight & Day visitors)
Sample: 443

Trip Advisor 30%

AspenSnowmass.com

28%

GoSnowmass.com

Other info source

10%

Stay Aspen Snowmass (Central Reservations)

Yelp 16%

0% 5% 10% 15% 20% 25% 30% 35% 40% 45%



Reason for Visit & Activity Participation ASPEN (SB SNOWMASS.

”In general, what brings you to the Aspen Snowmass area?” Planned Activity Participation at Aspen Snowmass
Sample: 792 Sample: 1,1.

26% Hiking I

Outdoor recreation (biking, rafting,
hiking?)

Family vacation

Visit friends/family/relatives 13%
Special event/activities (specify: ) 8%
Lost Forest
Wedding/family reunion 5%
Boating/Rafting/Padd|e Boarding
Combined business/pleasure 4% Mountain biking
Enjoy the weather (escape the heat) 3% Family activities 199%,
Bysmessfprofessmnal 204 Road biking 16%
(meeting/conference, etc.)
Other 1% Yoga 13%
Fishi 13%
Passing through 1% =hng
Downhill biking 11%
Going towork 1%
Golf 9%
Lost Forest 1%
Cruiser biking 5%
Shopping | 1% Camp Aspen Snowmass 2%
Having lunch 1% Backpacking/Camping 0%

0% 10%  20%  30%  40% 0% 20% 40% 60% 80%



Overall Snowmass Ratings ASPEN CjB SNOWMASS.

"How would you rate the following aspects of Snowmass?” Sample
p

M Percent Extremely Satisfied

Overall experience 20% Neutral 572
B Percent Dissatisfied

Service 26% 544

Value 573

Variety of food 505

Variety of shopping 424
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Ways to Improve Snowmass
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Aggregate NPS & NPS by Market Segment ASPEN @ SNOWMASS.

Season-to-Date Resort Net Promoter Score Overall STD NPS
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Special Events & Group Sales Matter ASPEN @ SNOWMASS.

Summer Event Goals
1. Drive occupancy
2. Grow first-time summer visitation
Major Summer Events
. Snowmass Rodeo (46" year)
. Thursday Night Free Concert Series
. Ragnar Trail & Road Relay
. Rendezvous Craft Beer Festival
. Heritage Fire
. AdventureOUT
. Big Mountain Enduro & Power of Four Races
. Tough Mudder
. Jazz Aspen Snowmass Labor Day Experience

. Snowmass Balloon Festival



Event Participation ASPEN (jB SNOWMASS.

During this trip, are you planning on, or have you attended, any of the Was attending this event the primary reason for your visit to
following events? (If multiple events, please select the most recent Snowmass?
event attended) Sample: 1,1.. Sample: 190

Thursday Night

Concert Series 12% No 47%
Tough Mudder 7% 0%  10%  20%  30%  40%  50%  60%
. . . - X
Farm to Table 2% How did you first hear about this event? Sample: 187
4th of July % Event Organizer _ 18%
Snowmass Craft Beer 5, Snowmass Tourism (TOSV)/g.. 10%
Rendezvous
ASC/Aspensnowmass.com 9%
Demo Days 2%
Brochure/Poster 6%
Stars Above Aspen 2% Happened upon it 5%
Other 5%
Aspen Food and Wine 1%
Social Media 5%
Balloon Festival 0% Don't remember/not sure 2%

Lodging Property 1%
Big Mountain Enduro 0% ging perty

Billboard 1%

JAS Labor Day 0% Radio 1%

0% 10% 20% 30% 40% 50% 60% 70% 0% 10% 20% 30% 40%



Special Events & Group Sales Matter ASPEN (55 SNOWMASS.

Group Sales Objectives

1.

Grow room nights with a sales incentive plan, concentrate on

seeking out new group bookings

Narrow the market segments — Focus on groups with strong

ties to the outdoor and active lifestyle related industries
Leverage existing activities and events

Maintain existing groups through specific retention strategies
Partner closely with lodging and other stakeholders

Evaluate or create value-added opportunities as the catalyst to

partner with stakeholders, particularly in need periods

Engage Tour Operators to program Snowmass into their

offerings



Collaboration is Key ASPEN (&\ SNOWMASS.

Snowmass

Tourism







