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DIRECTOR COMMENTS

There is no doubt that 2009/2010 was a difficult time for tourism in Snowmass Village — and worldwide.
A slow recovery from the Recession created a tougher operating environment, the competition was even
greater, and both consumers and groups continued to exert pressure for better deals. The dual-node
commercial situation added fuel to the fire. While this has been the harsh reality, Snowmass Tourism
viewed the challenges as opportunities.

We worked to stimulate domestic tourism this past summer through incremental special events and
heightened awareness in the Denver area drive market. And we have since embarked on a mission to land
a much-needed strategic differentiator for summer that compels guests to drive past all the conveniently
located I-70 resorts and keep going to Snowmass because they have "reason to believe” it will be well
worth the extra time.

Successes in summer groups made a difference in pushing the season out to the end of September.

The key strategy continues to be relationship building. In 2009 we focused heavily on going out to market
to tell our story and ‘make new friends, and in 2010-2011, we're bringing those people to Snowmass to
experience the resort firsthand. Snowmass Tourism has changed the conversations from just space, dates
and rates to how we provide expanded marketing services including a new unique product soon to be
launched.

Winter benefits from greater awareness and it is critical to invest in marketing & sales as this season
represents the largest share of revenue for stakeholders and for the Town - the latter which helps increase
funding needed to build summer. Winter 2009/2010 saw a year-over-year increase in occupancy and
sales tax revenue from The Perfect Storm in February and from Kids Ski & Stay Free in March. These
promotions are again featured in 2010/201 marketing in addition to lodging-direct specials: occupancy is
pacing up in every key month this winter, and #1 for March over all other resorts in our competitive set.

Snowmass Tourism recognizes the way people access, collect and review information is constantly
changing and as such is moving aggressively into social media - without abandoning traditional sales and
marketing which will always be fundamental.

All aspects of the plan for 2011 will be built with focus on greater flexibility. It will put Snowmass Tourism in
a better position to deal with the challenges that seem to occur regularly in our industry and resort these
days while also remaining nimble enough to take advantage of new opportunities as they arise.

I would like to thank the Marketing, Special Events & Group Sales Board for their generous service and
ongoing support - it certainly became more of a time commitment than anticipated when the recession
hit and greater frequency of meetings and input into tough decisions was required! And | must gratefully
acknowledge the continuous hard work of the Snowmass Tourism team. Their genuine commitment and
unwavering energy in doing a lot more with a lot less in these tough and demanding times have helped
to make Snowmass Village part of our guests’ consideration set which should contribute to the long term
economic well-being for this resort.

Lastly, this is YOUR tourism organization, Snowmass Village. We are stronger by understanding the needs
of our stakeholders, partners and the community. We will continue to enhance our outreach efforts to
hear from you and ask that you get involved when you can. Together we can foster growth and prosperity
in this very special place we all call HOME.

All My Best,

Susan Hamley, Director
Snowmass Tourism
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To be the leading, multi-season, family oriented, inclusive, mountain resort community.

Develop and implement a world-class tourism strategy for Snowmass Village.
To do this, Snowmass Tourism will:

* Facilitate the strategic alignment of stakeholder & partners.

* Remove obstacles to tourism growth wherever possible.

* Create and execute an annual marketing and sales plan to build awareness and generate
trial and spend.

* Build a tourist- and groups-friendly environment.

*  Ensure tourism benefits all stakeholders village-wide.

The values the Town of Snowmass Village adopted are teamwork; direct and honest communication;
integrity; innovation; and respecting the individual. Snowmass Tourism respects these values and always
strives to live them with integrity. We accept responsibility for expectations of us and accountability for

our actions.

Goal 2010 2011 2012 2013
Increased Sales Tax Budgeted Flat +2% +5% +8%
Revenue Y/Y to 2009

Revised Up
increased Occupancy +1% +3% +5% +7%
Y/Y
Group Sales Production $5.3MM $4.3MM $5.0MM $6.0MM

www. snowmasstourism.com 7



SNOWMASS TOURISM TEAM:

Snowmass Tourism is one organization with six ‘units’ funded by two separate budgets.

The Village-wide 2.5% Marketing & Special Events tax funds the overall department Director as well as
one FTE responsible for each unit within Marketing and Special Events - Advertising, Public Relations,
Websites/Online, Special Events/Sponsorship, and Guest & Marketing Services. This structure allows

the organization to operate far more affordably than using outside contractors, as well as accomplish
deliverables more efficiently, effectively and seamlessly given day-to-day communications, interaction and
on-the-spot team support. Contractor services are better choices for positions that are limited in duration

or that require multiple different skill sets through their diverse talent pool.

The 2.4% Lodging tax funds the Group Sales unit which consists of a Director, four National Sales Managers
and one Coordinator who doubles as the “Office Glue.” A common sales practice, outsourced Rep Firms
were explored in 2010 for expanded geographic and market reach as well as economies of scale.

BETH ALBERT
Marketing & Advertising
Merchant Liaison
922.2298

KARLA BAKER
National Group Sales
Ski Clubs, Councils, SMRF
9222236

PATSY POPEJOY

Public Relations
Media Spokesperson
922.2285

DAVE ELKAN

Special Events
Sponsorships
9222299

)

KIESHA TECHAU

Group Sales Coordination

Office Management
9222237

¥
SUE WHITTINGHAM

Guest Services
Marketing & Event Services
922.2297

FRED BRODSKY
Group Sales Director

Photo & Video Library

SUSAN HAMLEY
Strategic Planning

JIM O'L EARY

National Group Sales
CO Assn, Legal

9222232

PAM CRICENTI

National Group Sales
Colorado, Other

922.2234
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2010 MARKETING, SPECIAL EVENTS &
GROUP SALES BOARD:

:

L& ;
BARB BAKIOS-WICKS BOB PURVIS DAVID PERRY DWAYNE ROMERO
Retail/Restaurant At Large Base Viliage Lodging Major Developer (X-0)

Board Vice Chair

JENNY SMITH JOHN QUIGLEY PETER MOORE ROBERT SINKO

Retail/Restaurant Lodging At Large Lodging
Board Chair

2011 REPLACEMENTS:

* Dwayne Romero - no replacement

* John Quigley - Chair

* Robert Sinko - Vice Chair

* Jenny Smith - Replaced by Johnny Henshel

Johnny Henshel
Retail/Restaurant
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ORGCGANIZATION

Stakeholders Communication Frequency Comments

Lodges Large group meeting 1-2x/Season Share marketing & sales plans
for upcoming season

Merchants In person visits Every other week Primary: Beth

in season

Support: Snowmass
Tourism Team

Lodges Ambassadors Ongoing Group Sales Reps assigned
to specific lodges

Merchants Large group meetings | 1-2x/Season

Lodges 11 Visits Annually Rotate Snowmass Tourism
representatives

Group Sales Working meetings Quarterly

Advisory

Committee

Lodges Emails At least once a week Industry news; Snowmass
Tourism updates; Requests for
specials; Misc

Merchants Emails At least once a week Industry news; Snowmass
Tourism updates; Requests for
specials; Misc

Lodges & Online survey Annually or every Have not done Merchant online

Merchants other year as needed survey yet

Board Meetings Bi-monthly Usually first Thursday of every
other month (Feb, Apr, Jun,
Aug, Oct, Dec)

Marketing Forum Working meetings Bi-monthly Snowmass Tourism; Aspen
Chamber; SkiCo; SAS

All Pop-ins As relevant We also schedule people into
our Team meetings to share
news, i.e. lodging updates,
new restaurant, etc.
Team meetings are every
Wednesday, 2pm-3pm, Town
Hall (schedute in advance with Kiesha)

All Workshops As relevant Communication & sales classes in

past; Social Media planned for 201

www.snowmasstourism.com N



PURPOSE:

To help fill the Village to ideal capacity, particularly in summer, by aggressively targeting, selling and
helping to close and service group business, with emphasis on new business.

BACKGROUND:

Groups make up half of the tourism business in Snowmass - on average, 40% in winter and 60% in
summer. The Group Sales unit of Snowmass Tourism serves as a lead generation and sales arm for
Snowmass lodges. This department does not sign contracts with meeting & event planners but rather
acts as a conduit to find new business, provide sales and marketing support to lodges in helping to close
it, and offers services to groups to create more value to them which aids in retention and growth for
Snowmass overall. National Sales Managers seek out new business through traditional sales methods,
including: identifying, coordinating and working trade shows and outbound & inbound events; business
meetings; presentations; conferences; sales calls; site tours; and such.

It is fair to say that over 250,000 discussions were held in person, by phone and through email in 2010
with new and return meeting & event planners. Direct Sales efforts are balanced with marketing channels
(web, social marketing, direct mail, print ads) to help maximize reach and return.

A number of challenges shadowed group sales efforts over the past five years. The once active sale of
The Silvertree Hotel and Conference Center created a widespread perception externally that Snowmass
was “closing.” The inability to book the Conference Center beyond two years from 2005-2009 clearly
sent many meeting planners who were concerned about the availability in future years and those who
prefer to book multiple years to other destinations. The recession created a smaller pie, with new and
more competitors needing to target groups given the drop in social business, along with a resistance on
the part of certain meetings and particularly corporate events to be seen as boondoggles. And the stalled
Base Village, which some of our competitors exploited, alt played a role in stops and starts for group sales.

STRATEGIES:

To make the greatest impact, y :
Group Sales focused attention Diversify Position
in the following areas: ' portfolio Snowmass for a

speedy recovery
(Trial)

(Short-term)

Create loyalty
beyond reason

(Increase
retention)

www.snowmasstourism.com 13




TACTICS

State Assn

14

The mix of market segments was reevaluated and modified with the heaviest focus on growing new
markets, particularly corporate, incentive, summer social (weddings, family reunions, adventure trips,
socials club) and national associations.

Growth with new customers such as CME (Continuing Medical Education), association, and winter
social groups was also a key approach.

Direct Sales By Market Direct Sales Focus

CME
Incentive 5% Retention

13%

13%
Social

12%

9%

Corporate
34% Growth
87%

Nat'l Assn

25%

Legal
2%

Loyalty enhancements included added value to existing customers as well as new prospects.

Convincing groups to come during otherwise slow periods created some boon. Colorado Tourism
Governor’s Conference, Stormwater and Sex Crimes Investigators resulted in September realizing
far greater activity than it has in years, while Kellogg Business School ski group brought almost
800 people to Snowmass in mid-December.

Truly leveraged the strengths, efficiencies and effectiveness of a fully integrated Snowmass Tourism
organization. Events grew into groups and vice verse, customized marketing pieces were produced,
connections were made with targeted groups media, web-based sales support was provided and
special concierge services for larger groups all made for greater successes.

A Customer Advisory committee consisting of select meeting and event planners was formed. They
spent three days getting to know Snowmass on and off the mountain to be better advocates for us,
with some of that time spent in a brainstorming session to listen and respond to their current and
emerging needs.

Developed a new product, Retreat To Snowmass, to capitalize on the wealth of intellectual capital
available in this Valley which other resorts likely cannot claim. The concept was introduced to the
Customer Advisory Committee and a positive nod was given to its potential and their likelihood to
pitch it. This product will be further developed in 1Q1! with targeted partners such as Rocky Mountain
Institute, Aspen Institute, Aspen Music Fest and others towards the goal of rolling it out to a select
segment of the database by summer 2011

Rep Firms were explored to expand reach, drive awareness, increase conversion and leverage
economies of scale beyond our own proprietary resources. One partnership was secured in 2010
with three others identified to potentially launch in 207.

2010 STAKEHOLDERS REPORT




SE strengths,
corporate segment

REP FIRM A

-
il

\ 4
@ B a )

10 sales pp, 68% Ntl Assn,

REP FIRM B 12% SMERF, 20% Corp,

Strength East (mostly DC)

L 5 S /
SNOWMASS TOURISM

(= )\ é 12 sales ppl, 5 cities, B

strength Midwest &

REP FIRM C secondary cities (Cleveland,
SLO, Dallas, Ontario)

\ 4 \ _J
/& ) @ B\
PREMIER RESORT Minnesota, heavy on

PARTNERS incentive & corporate
A A \ J

BENEFITS OF REP FIRMS INCLUDE:

Access to their accurate and complete databases for mailings, invitations and sales appointments.

Opportunities to participate in their networking events, reducing labor from our side, saving both time
and money while ensuring an increase in networking opportunities to drive new business.

Ability to leverage economies of scale by co-oping new tradeshows and industry events.

Targeted firms are on the customers’ distribution list to ensure that we are able to capture the leads
that are sourced.

Inclusion in their direct mail and/or eblast accounts plus ads on their site.

Assistance from their sales forces with closing opportunities and arranging sales trips/securing
appointments.

All firms researched have proven success with mountain resorts, reach in our ‘need’ markets, and a
portfolio with a mix of bureaus, midscale properties and upper tier.

www.snowmasstourism.com 15
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+ Effective sales is all about relationship building. Snowmass Tourism Group Sales is frequently on the
road visiting existing customers and securing new prospects. For bigger meetings as well as trade
shows, industry gatherings and special events Snowmass Tourism produces, Snowmass Village lodges
often participate.

One of the more successful events in 2010 was the annual holiday party in Denver. This year it played
on the theme of the Ice Age find, with everything from invitations to food, décor and two speakers
from the Museum of Nature & Science which created such a compelling draw that almost double the
usual attendance was achieved.

CWELCOME 10

WHERE WHAT'S NEW iS WHAT'S PREHISTORIC
e e e

SHOWMASS TOURISM INVITES YOU TO THE
ANNUAL CLIENT APPRECIATION EVENT

Drinks, Dinner, Biua Sky Thinking
Plus 2 speci) prmn'ulﬁ‘n from the Denvar Museum of Nature and Sclénce

WHEN
Wednesday, December 1, 2010 6:00pm-8:00pm
WHERE

Grand Hyatt Downtown Denver
Pinacie Club, Sunlight Peak foom - 37ih Flooy
1159mmum-mm: €0 30202 (cu'nglmmqmlmn Grand Fatl Yalat)

RIVPBY WEDNEIDAT. NOVEMDER 24,2010
kettaBieommattisurisncom, lﬁg-!r}lm! ot 11§

o

I Imoteoy SNOWMASS PonCicont|

Harla Baher FATHTARY Palsy Popejoy

S
SROUP BALEY BEPARTHENT

(4 (4 Thanks ever so much for a very fun party and ail your
generous souvenlirs - we love them and have already. worn
the Snowmass fleece vests| | sent you an RFP.for a meeting in
December. We'll be out to visit shortly and woulld love to ski
one day but also want to meet with lodges regarding some
possible wine buslness, do sites, etc, 2 9

DEAR ALL:

Just a quick note to say THANK YOU for inviting us to
the Colorado!Rockies ballgame last week. We had a
blast! | look forward to seeing everyone next week at the

Christine “Chris” (Lighthall) Hellvig, CMP : : 5
conference in Showmass.

Global Account Executive

' ConferenceDirect’
Cheers;

Tracy Durham
Governor'’s 2010 Colorado Tourism Conference
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2010 GROUP SALES CALENDAR:

Dates Tradeshow/Trip Location Attendance Markets Covered Retention/Growth
Jan 27-30 ACME New Orleans 1227 cme retention/growth
Jan 7-9 National CLE exhibit for 2011 TBD Vail 400 legal growth

Feb 8-12 Sales calls & event GAMPI Atlanta* 120 professional retention/growth
Feb 18 Customer Event & Sales Calls Chicago 125 professional retention/growth
Feb 25-26  Sales Calls & Dest CO Membership Mtg Denver N/A corporate growth

Feb 25 PYM Dallas/DMAI Destinations Showcase - DC~ Wash DC 500 Ntl Assn growth

Feb 23-24  Plan Your Meetings Dallas 40 corporate growth

Mar 17-18 MIC & Sales Calls - Denver Denver 279 state assn retention/growth
Mar 28 Texas Ski Council Bid Meeting Houston 125 social growth

April 5-9 NYMIX & Sales Calls New York 160 corporate growth

April 13-17  MTS Group Exchange Banff 135 social growth

April 19-21  Plan Your Meetings Atlanta* 65 corporate growth

May 10-12 Rockies/Golf Client Events Denver 20 professional retention/growth
May 21-24 Incentive Research Foundation Broadmoor 332 Incentive growth

May 26-28  Springtime in the Park - DC Wash DC 3917/1833 Ntl Assn retention/growth
June 3-6 Florida Ski Council Spring Meeting Tampa 150 social retention/growth
June 2-4 Destination CO - Dallas Road show Dallas 62 corporate retention/growth
June 14-16  Successful Meetings & Sales Calls Denver 25 professional growth

June 16-18  Successful Meetings post fam Snowmass 5 professional growth

June 23-24 Destinations Showcase Chicago 500 Ntl Assn growth

June 11-13 Far West Ski Association Convention Palm Springs 350 social growth

July 23-28  ACLEA - New York City New York 350 legal growth

July 22-23  PYM Denver & Sales Calls Denver 41 corporate growth

Sept 29-30 Plan Your Meetings Atlanta* 70 professional retention/growth
Sept 7-13 Affordable Meetings / Skins Game-FASEB DC 1767 professional retention/growth
Sept 14-15  Rockies/Golf Client Events Denver 30 professional retention/growth
Sept16-19  National Ski Council Federation FAM Snowmass 65 social growth

Oct 3-6 MPI Colorado Summit Snowmass 20 professional growth

Oct 18-21 Rejuvenate Marketplace Louisville, KY 366 religious growth

Oct 25-27  PYM Clearwater Clearwater, FL 35 corporate growth

Nov 16-19 Houston MPI Luncheon/Dallas Smart Mtgs Texas 148 corporate growth

Nov 5-7 Florida Ski Council Bid Meeting Orlando 125 social growth

Dec 13-15 Holiday Showcase-Chicago Chicago 1000 growth

Dec 2 Front Range Tradeshow Denver 310 Ntl Assn growth

Dec 2 CSAE Luncheon Denver 200 State Assn growth

Dec 8-9 STO Holiday Client Appreciation Event Denver 100 professional retention/growth

www.snowmasstourism.com
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2011 GROUP SALES

CALENDAR (TENTATIVE):

Dates Tradeshow / Trip Location
Jan TBD Destination CO - CA road show California
& sales calls
Jan 24-28 Chicago CME Presentations Keystone/Vail
Jan 26-29 ACME San Francisco
Jan 6-8 Texas Ski Council FAM Snowmass
Jan TBD Sales calls Florida
Feb or June Sales Calls & Dest CO Mtg Denver |
Feb TBD Sales calls Wash DC | 2 oaitAss g
Feb 24 DMAI DS Wash DC
Mar 16-18 MIC & Sales Calls - Denver Denver
Mar TBD Sales calls Ohio
Mar TBD Plan Your Meetings Dallas
March MIC & Sales Calls - Denver Denver
April MTS Beaver Creek
Aprit Crescent Ski Council Meeting Myrtle Beach
April 15-17 Texas Ski Council Bid Meeting Houston
April 26-29 NYMIX & Sales Calls New York
April 28 Springtime -DC Wash DC
(Partner w/ Hyland Group?)
April 4-9 ASEA Reception Snowmass
April 6-9 MTS Group Exchange Beaver C
May 20-22 Chicago Metro Ski Council Meeting Chicago
May TBD STO spring client events/luncheons Denver
June TBD Sales Calls/PYM Denver Denver
June Chili & Brewfest FAM Snowmass
June PYM and Sales Calls Denver
June 2-3 Sales Calls/DMAI Chicago
June 9-12 Far West Ski Association Convention Los Angeles
June TBD CSAE Annual Denver
June TBD Destination CO - Dallas Road show Dallas
July TBD Sales Calls/PYM Chicago Denver or AZ
July TBD ACLEA - Boston Boston
Aug Culinary & Arts FAM Snowmass
Sept Labor Day FAM Snowmass
Sept TBD Plan Your Meetings Atlanta
Sept/Oct ITME/other incentive trip in the year Chicago
Oct Sales Calls NE
Nov FICP Annual Texas
Nov 5-7 Florida Ski Council Bid Meeting Orlando
Dec TBD STO Holiday Client Appreciation Event Denver
Dec TBD Holiday Showcase-Chicago Chicago
8D Successful Meetings post fam Snowmass
T8D Successful Meetings & Sales Calls Denver

18 2010 STAKEHOLDERS REPORT
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This town truly appreciates groups and we all go the extra mile to win and keep them. Extra touches
meeting & event planners have enjoyed when they considered and/or chose Snowmass have included:

* Onsite visit surprises such as welcome receptions with Town officials, lodges and our supportive
partners from Aspen Skiing Company and Aspen Chamber that helped seal the deal

*  Our esteemed Mayor and Town Manager welcoming groups in person
¢ Guest services, from personalized Welcome banners on the wood bridge to concierge staff

* Marketing services, such as customized pre-arrival emails and flyers with merchant specials for
their attendees

* Personalized mock Snowmass Sun edition
« Torch light parade and other special celebrations for milestones, i.e. 40 years coming to Snowmass

*  Snowmass-logoed mementos they’ll keep on hand, i.e. jump drives, scarves, vests, 20 year
calendars, viewfinders, neckgaiters, ceramic mugs, Berko calendars, pens, mints, lip balm, golf balls
& biodegradable tees, smash wipes, egrips, post-it flags & notes, hand sanitizer spray

Keilogg Ski & Snowboard Ciub (affillated with
Northwestern University’s Kellogg School of
Management): 800 attendees, December 11-17, 2010.
“Kellogg chose Snowmass because they loved our
unigue venues and ski in/ski out mountain access,” said
Karla Baker, National Sales Manager. “Our mountain
appealed to everyone in their group from first time
skiers to intermediates to cliff jumping experts. They also
told us they liked the genuine collaborative relationship
between Snowmass Tourism, Aspen Skiing Company and
Snowmass lodges which made them feel confident and
secure in their decision.”

Professional Snowsports Instructors Association (PSIA)
and American Assoclation of Snowboard instructors
(AASI): 250 attendees Aprll 2-9, 2010. “PSIA looked at
three resorts with Snewrmass being their third and not
likely choice. Once they visited, Snowmass immediately
displaced the other two options,” stated Jim O'Leary,
National Sales Manager. “They told us we reaily listened
to what they wanted and we provided great ideas for a
‘wow’ factor for their 50th celebration.”

www.snowmasstourism.com ]9



GIREOUIPESIAEES

APRIL 10-16, 2011 | FREE

IASSSUN C

MTS Celebrates in Snowmass Village this week!

Lodges worried participants will
never ieave,

By T.J. Burke
Snowmass Village was choscn 1o host the industry’s
" 3 e M X

“We decided to came in 201§ instead of a later year
1o capitafize on their and draw ds
ensuring that 201 [ is a decluration (0 our indhstry that
e are no longer limping through a recession, we are
back on top!”

i ] rvel Sy

"We knew when we visited Snowmass back in January
2010 that we couldn’t pass up the opportunily to
celebrate the 204 [ MTS in Snowmass. " Ralf Garrison.
successful & brilliant executive of M1S, said of their
casy decision. “In fact, we were so canvisced that
Snowmass was the right fi¢ for 2011, we signed the
contraets hefore the site visit was over.™

Snowmass Tourism gained MTS’s confidence by
offering unconditional parmership to support the
event. “I coutdn’t helieve how the entire community
came together to partner on this level,” said Michael
Pierson. “No resort has ever been so casy to work
with.” Picrson continucd. “The fuct that Snowmass
Tourism is an arm of the govemment and has diveet
access to the police and transportation and can aftain
approvals for special permitting to do pariies on the
mall and base vilinge really sealed the deal for us.”

“Every year we are challenged to create a curriculum

d find adestination that will fure the proy di "
eaplained Garrison. “What Snowmass has more than
any other resort right now isa story - a drw -everyone
is talking about Si g thrittechwith
the changes and the competition is sweating in their
ski boots. Snowmass is hot!” Gamison concluded

hostzd the event in 2000 and Aspen hosted
in 2005, giving both the destinution and The Aspen
Skiing Company a great deal of operations! knowledge
to ensure smooth planning for this yeur's event. “We
belicved that ns a family owned binincss and not a
corporate giant, the Aspen Skiing Company would
bring a genuine passion and Jevel of expertise 1o the
{able that would make them a formidable collaburator,”
Robert Taylor said with reficf. “And as it ttams out. we
were right.”

MTS quickly discovered that in addition to having
hosted the event before, Snowmass is an ideal focution
to achieve their goals, “Snowmass is cleary the best
venue lo promole networking, education and provide
a platform for conducting business that enhances the
ski community.” said Ralf Garrison. Amy Zelinsky
agreed. “We needed a venue that would attract an
audicnce by halancing a quality experience with o
great value,” said Zelinsky. “And Snowmass is off the
charts in both categorics.”

Sugan  Hmmley. Snowmass Toursm's estcemed
Tourism Dircctor, met with the team in January 2010

and was abc to
viudity andahighlevel of anentionduring the lustweek

“We hive significant group
activity unoually in April.
keeping our sl working
und enubling us 1o operate on
peak winter levels al) through
April.” According i Pierson.
this message resonated with
the decision makers,

Another Key remson Snowmass was selected was its
easy occessibility for those flying in for the event.
Aspen Airport is the third busiest in the state and
this time of year offers 8 duily flights on Unitcd from
Denver plus 3 on Frontier... This is actually more
than was offered into Calgary to get to BanfT in 2010!
Additionaily. United has -4 daily flights scheduled into
Eagle. only 65 miles from Snowmass

And oh yeah, it is a
fantastic place to enjoy
cold adult beverages!”

M1S Inspiration Sislemen

*“I'his place is the complete package, we are lucky to be

here,” cxclaimed Gamison.  Once (he MTS deciding

committee realized how well the Snowmass Tourism

team, the kdges, the Ski Co and the town's operations

work in synergy with one another. the decision came

quickly. “Not only is the lucal team incredibly
i and

of ski season, ab ¢ other resorts.” Hamley

Village welcomes MTS

By Lois Lane

h

retailers and k

MTS by
and other retail as well as Junch. aprés and dinncr specials for all MTS puests and sponsors

specils village-wide for souvenin. boutig

Drinks have been created in honor of the cvent that can be ordered i bars throughout the villoge as a cetebration
of the incredible impact MT'S has had on our industry. [2rinks arund town will include the “Monica™ Zelinshy

and the *Don’t Rall"" Garrson, to name a few

f T d, but they are all here, they
live here, they “pet™ Snowmass and what it takes to
bring the entire community together to make us fecl
ol ease and at hume. Twish cvery destination was fike
Snowniass.” Gorrison concluded, “And oh yeah, it ls a
Tfantastic place W enjoy cold adult beverages!”

And the entire town agices thil Snowmass is fucky
to have you here oo, CONGRATULATIONS on the
ineredible positive impact you continue to have on our
industry! Engny your week in Snowmass Village.

EVENING EVENITS

SUINDAY
AN TEAY

FUESAY

WELINESIIAY

LERLIRSERAY

FRIDAY

SATUREIAY
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*« The “Snowball Effect” referral program awards anyone who refers a group that books 10 rooms or
more for a minimum 2 nights with $250 cash and an entry to win 2 VIP JAS tickets. So, think about
any association, group or club that you, your spouse, your neighbor or friend knows and let’s bring

them to our home!

1T TAKES .\%ii.dﬁhl i
Ny Can imake @ refens),

o o o s Lo Do .

: ngs '+ Assucialions

£ ons. = SkiGiolps
* Corparlo Business = Clutis 1

L spt T
AL 8
10! o

WHAT GETS
TRACKED/MEASURED:

» Sales production within a year

» Sales production by year groups are here
* it Leads generated

* # Phone calls

° # Visits

»  # Business meetings & presentations
X% Growth in qualified pipeline

* New business

e Business by prioritized channel
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GROUP BOOKINGS/SALES PRODUCTION

2010/2011 WINTER (NOVEMBER THR H MAY
Status Account Name Dates Attendance
Tentative {KBCO "I Ski" Radio Promotion 12/10/10-12/12/10 100
Definite |Kellogg Ski & Snowboard Club 12/11/10-12/17/10 800
Definite _|Group Travel Resources 12/12/10-12/18/10 50
Definite _|Vaierie Wilson Travel 12/18/10-01/02/11 25
Tentative |Snowmass Alpine Nationals 01/03/11-01/07/11 75
Definite  [Thunderbird Ski Club 01/08/11-01/15/11 40
Definite |American Coilege of Cardiology (42nd Annuai} 01/10/11-01/14111 400
Definlte |ACE Hardware - ACE Foundation 01/13/11-01/17/11 50
Definite  |MER - Clinical Diabetes & Endocrinology 01/15/11-01/22/11 150
Tentative |Blazer Ski Club of CO Springs 01/14/11-01/47/11 36
Definite |Ski Club of Sarasota 01/15/11-01/22/11 82
Definite |Creative Conventions & Events - Peak Performance Insurance Ski Conference 01/17/11-01/23/11 100
Definite _|American Coliege of Rheumatoiogy 01/22/11-01/29/11 220
Definite _|American Bar Association 01/25/11-01/31/11 180
Definite | SKki, inc. 01/26/11-01/30/11 15
Definite |Colorado Association of Ski Towns 01/27/11-01/29/11 40
Definite |Holiday Seminars/Aspen Anesthesia (30th Annual) 01/29/11-02/05/11 250
Definite |Orlando Ski Club 01/29/11-02/05/11 42
Definite  |Grant/Downing Education - 37th Remington Winter Course on Infectious Disease 02/05/11-02/12/11 175
Definite  |Santa Barbara Ski and Sports Ciub 02/05/11-02/12/11 42
Definite _|Pathology Education (32nd Annual) 02/06/11-02/11/11 150
Definite _|Analysis Group Family Ski Trip 02/11/11-02/13/11 40
Definite |King of Prussia Ski Club 02/12/11-02/19/11 78
Definite  {Louisville Ski Club 02/12/11-02/19/11 40
Definite [Mountain and Piains institute - Road Scholar #1 02/13/11-02/18/11 20
Definite |Educationai Symposia - Clinical MRI: New Essentials 02/13/11-02/18/11 125
Definlte  |St. Mary's Ski Club 02/13/11-02/19/11 26
Definite |Visactive Ski Group 02/17/11-02/22/111 40
Definite  |Ski Vision 02/19/11-02/23/10 65
Definite  |Educational Symposia - Musculoskeletal/Orthopedic MRI 02/20/11-02/25/11 125
Definite |35th Midwinter Symposia - Otolaryngology 02/20/11-02/25/11 100
Definite  |Aspen Corneal Society (31st Annual) 02/19/11-02/26/11 50
Definite  |Credit Union Executives Society 02/25/11-03/06/11 100
Definite _|Austin Skiers 02/26/11-03/05/11 40
Definite  [New Jersey Ski Council 02/26/11-03/05/11 160
Definite  |Roanoke Ski Ciub 02/26/11-03/05/11 32
Definite  |Mayfield Ciinic: 2011 Winter Clinic for Cranial & Spinai Surgery 02/27/11-03/03/11 100
Definite  |Reno Ski and Recreation Club 02/27/11-03/05/11 50
Definite  |Skihawks 02/27/11-03/05/11 24
Definite  |Rochester Ski Club 02/27/11-03/06/11 36
Definite {2011 CEA Economic Retreat 03/01/11-03/06/11 35
Definite |Aspen Retinal Detachment 03/03/11-03/11/11 140
Definite _|Florida Ski Council - Spring Break #1 03/05/11-03/12/11 116
Definite _|Snowbirds 03/05/11-03/12/11 32
Definite _|Curt Johnston Ski Group 03/06/11-03/13/11 78
Definite  |Midwest Society of Colon & Rectal Surgeons 03/09/11-03/12/11 35
Definite  |North American Police Ski Championship 03/12/11-03/26/11 250
Definite _ [Skiglo 03/12/11-03/19/11 70
Definite _|Interventional Cardiology 2011 (26th Annual) 03/13/11-03/18/11 200
Tentative |Ski the Rockies Colorado 03/13/11-03/17/11 52
Definite  |Mountain and Piains institute - Road Scholar #2 03/13/11-03/18/11 20
Definite  |Florida Ski Councii - Spring Break #2 03/13/11-03/20/11 32
Definite {San Luis Obispo (SLO) Skiers 03/19/11-03/19/11 30
Definite__|Battle of the Clubs 03/19/11-03/26/11 22
Definite [Sitzmark Ski Club of Milwaukee 03/19/11-03/26/11 36
Definite  |Hand Rehabilitation Foundation (7th Annual) 03/20/11-03/24/11 100
Definite |Fiorida Ski Council - Spring Break #4 03/26/11-04/02/11 96
Definite  |DAV - Winter Sports Clinic i 03/26/11-04/02/11 1200
Definite |ASEA 50th Anniversary - PSIAJAASI 50/50! 04/02/11-04/09/11 250
Tentative |Blizzard Ski & Snowdboard Club 04/02/11-04/09/1 1 20
Definite |Resort Technoiogy Partners 04/02/11-04/15/11 150
Tentative |North American Airlines Ski Federation 04/03/11-04/08/11 250
Definite  [liCME 04/03/11-04/10/11 70
Definite [Jehovah's Witnesses 04/22/11-04/23/11 700
8,257
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Status [Account Name Dates Attendance

Definite |Jehovah's Witnesses 05/20/11-05/22/11 400
Definite _lJehovah's Witn 05/27/11-05/29/11 700
Definite |Colorado Dental Association 06/08/11-06/13/11 200
Definite _{Federation of American Societies For Experimental Biology 06/12/11-06/17/11 150
Definite _[Federation of American Societies For Experimental Biology 06/19/11-06/24/11 100
Tentative |FermiLab 06/19/11-06/25/11 45
Definite  |Federation of American Societies For Experimental Biology 06/26/11-07/01/11 10Q)
Tentative {[Road Scholar Inter Generational Group 06/26/11-07/01/11 30
Tentative |University of Chicago 06/26/11-07/01/11 40
Definite _{Road Scholars Aspen Music Program #1 07/06/11-07/11/11 30
Tentative |American Association for Cancer Research 07/09/11-07/17/11 140
Definite |Federation of American Societies For Experimental Biology 07/10/11-07/15/11 110
Definite |Road Scholars Aspen Music Program #2 07/13/11-07/18/11 30
Definite _|Federation of American Societies For Experimental Biology 07/17/11-07/24/11 120
Definite |Road Scholars Aspen Music Program #3 07/20/11-07/25/11 30
Definite _|Federation of American Societies For Experimental Biology 07/24/11-07/29/11 100
Definite  |Road Scholars Aspen Music Program #4 07/27/11-08/01/11 30
Definite |Wilderness Medical Society 07/28/11-08/04/11 250
Definite | The Wexner Foundation 07/31/11-08/05/11 120
Tentative |University of Chicago Medical Center 07/31/11-08/05/11 35
Definite  |Federation of American Societies For Experimental Biology 08/14/11-08/19/11 120
Tentative [Colorado District Attorneys Council 09/10/11-09/14/11 500
Tentative |Colorado 500 Road Ride 09/11/11-09/16/11 100
Definite  |Colorado Association of Sex Crimes Investigators 09/13/11-09/18/11 250
Definite |Colorado Association of Stormwater and Floodplain Managers 09/26/11-10/01/11 250

3980

This list represents only those groups where the RFP was issued from Snowmass Tourism. Interest in
Snowmass generated from trade show & events, familiarization trips, advertising, public relations, online
and other initiatives we did that resulted in meeting planners going directly to lodges to book is not
formally tracked ... that business got booked is more important than how or where it was booked. Also not
measured are those repeat groups which we helped bring in at one point and continue to help service.

www.snowmasstourism.com
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SNOWMASS

COLORADO

SKI SNOWMASS!

Ski Clubs have long found Snowmass, Colorado to be a memorabie and exceptional host for ski ciubs of any
size. Why partner with Snowmass Tourism and Aspen Skiing Company? Allow us to share what's in it for you.

Group Leader Services

“Ski Club of Sarasota abpreclates the

VIP group leader package (varies by property but all ieaders receive ViP continulty in dealing with famillar staff

recoghition) members who have represented

We'li create marketing materials designed to grow attendance. Just let us Snowmass Resort year after year.

K hat Keting Is most effective for you. Past suce that we can Upgrading the facliities and services make

p?:\: d: at marketing ost eftective for you. pecesses tha a us need to return. Terraln appealing to all

levels, slope preparation (including the

v Create a marketing plece to be distributed to targeted attendees “noon groom"”), an ever Improving lift
(postcard or emaii ready plece) system, excellent ski school, on mountain

v Provide a promotional DVD eating (and dining!) cholces, attentive and

v Create artwork for a web page and provide logos, pictures and copy for ftiendly staff on and off the mountaln, the
you to create your own marketing materiais children's programs, improved

We provide a wide reaching weicome/recognition campaign that includes | transportation, and a continually

welcome signs In shops; a banner at viilage entrance; and a weicome | /Mproving base village - these are Just

message in the Snowmass new: r. some of the reasons Sarasota will keep
geint spape golng home to visit our Snowmass

Family!" ~ Barbara Rhawn

Value Benefits

1/20 comp lift tickets

Secure tailored discounts around Snowmass for groups to enjoy during their visit that include activities, rentals, dining,
apparel, souvenirs and happy hour specialis.

We wili provide a Snowmass guest services associate at the weicome party or event of your cholce.

Free shutties around Viliage, free shutties to Aspen and free Aspen Alrport transfers (at 90% of lodges).

Compilmentary meet & greet at weicome reception from Aspen Skilng Company professionals Group rates are up to 40%
off of window iift ticket rates

35% off adult group iessons; up to 35% off of rentais; 20% off Ski Co logo wear; 20% off of tuning /repairs; 10% off of
tetali accessories; 10% off of Ski Co on-mountain restaurants; each group guest receives one triai run on a Nastar course
Complimentary Aspen Airport transfers (for 90% of Snowmass iodges)

Compiimentary on-mountain orientation tours from our Aspen Skiing Company Ambassadors

Enjoy our special first tracks program that is free of charge on either Snowmass or Aspen Mountains

The Facts

Over $75 miliion in on-mountain improvements and the new $1 biiiion Base Village

New Eik Camp Meadows iearning area & Beginner's Magic is at 10,000 feet and is a one-of-a-kind experience for
beginners.

Snowmass alone is one of the best mountains in the world... but it's not alone. its family inciudes Aspen, Aspen
Highiands and Buttermiik. 4 world ciass mountalins on one ticket and free shuttles to and from each of them.

PARTNER WITH SNOWMASS TOURISM TO ENSURE YOUR EVENT GOALS & OBJECTIVES ARE MET. WE
WILL ADD TIME, FINANCIAL AND EXPERIENTIAL VALUES WHILE ORCHESTRATING AN EXPERIENCE
THAT WELL EXCEEDS YOURS, YOUR VIP'S AND YOUR GUEST'S EXPECTATIONS.

LSNOWMASSGROUPS COM
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SNOWMASS

ASSOCIATIONS

g

COLORADO

IN SNOWMASS

Associations have long found Snowmass, Coiorado to be a worthy host for annuais, board meetings and
planning sessions in both summer and winter — aithough they tend to favor summer. To best communicate what
it means to partner with Snowmass Tourism, aliow us to share some past success stories.

Complimentary Marketing Services

Snowmass Tourism is a true partner. To heip you be more successful in these difficult
times, we wili create marketing materials to help you generate attendance. Past successes
that we have provided at no cost to you and geared to drive attendance are listed below...

= e o e

Create a marketing plece highlighting speciai events, discounts and area amenities that
are offered over the program dates to seduce your audience to want to come to
Snowmass

Create a promotionai DVD with meeting dates, association logo and highlights of the
season & events that meeting is taking piace

Design and execute a postcard maliing for 3x the peak night room block inciuding
postage and iabor - Assoclation provides the names or mailing labels

Create a postcard maliling for 5x the peak night room block exciuding postage and iabor
Create an emali ready piece

Create artwork for web page

Provide logos, pictures and copy for you to create your own marketing materlais

Garner pre/post discounted rate offers that and other speclai offers throughout
community

Welcome to Snowmass!
We also LOVE to weicome your guests to our town, providing a wide reaching campaign that includes weicome sligns in shops
and restaurants; a banner with event name as you enter the village; weicome message in the Snowmass newspaper and a
number of other options for consideration.

Value Benefits
Secure tailored discounts around Snowmass for groups to enjoy during their visit that inciude activities, rentais, dining,

apparel, souvenirs and happy hour specialis.

“2009 challenged us to
maintain registration
levels, opening  upto
risk of lost revenues we
dropped too much.
Because of the help
Snowmass offered to drive
attendance, we were able
to remain profitable -
volatlle on my. Wewil
continue to work with
Snowmass be ause o

thelr partne ship.’

We wili provide a Snowmass guest services associate at the welcome day of your registration desk.

Free shutties around Viliage, free shuttles to Aspen and free Aspen Airport transfers (at 90% of iodges).

Hold your meeting over any Snowmass hosted event and we wili provide free tickets, VIP access, sponsorship recognition
or other special Item depending on event. For exampie, groups coming during Chill Pepper & Brew Fest are recelving free

Friday night tickets for staying 3 nights or more.

Use the summer stage for an inspirational, out of the box setting to promote out of the box leaming. Our groups may use

it at no charge.

PARTNER WITH SNOWMASS TOURISM TO ENSURE YOUR EVENT GOALS & OBJECTIVES ARE MET. WE
WILL ADD TIME, FINANCIAL AND EXPERIENTIAL VALUES WHILE ORCHESTRATING AN EXPERIENCE
THAT WELL EXCEEDS YOURS, YOUR VIP'S AND YOUR GUEST'S EXPECTATIONS.

www.snowmasstourism.com
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