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Background and Purpose

v, Longwoods International was engaged by the Colorado Tourism Office to
conduct a program of visitor research for the 2008 travel year

v, The purposes of the visitor research were to:

v provide data on the size of Coloradods tr
expenditures it generates

v, provide intelligence on:
v, the competitive environment
v Col oradobés key sources of business
v the Colorado traveler profile

v, trip characteristics

v, trip planning, transportation, accommodations, dining, sports, recreation,
sightseeing, entertainment, etc.

v Col oradobés product delivery in terms o
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Background and Purpose

Throughout this report we emphasize pleasure travel to the state,
especially the ski trips, touring trips and outdoors trips that are
Col oradods | argest vacation travel

Starting in 2006, a series of questions were added to the survey
to allow for the profiling of Colorado Cultural Heritage visitors.

Since 2007, day trips have been included in the reporting on a
limited basis. Information on day trip visitor volume, expenditures
and demographics is provided. Nonetheless, the primary focus of
the study remains on overnight travel.

Where appropriate, comparisons are made with data from
previous research.

In addition, U.S. travel norms are provided to put the data for
Colorado in perspective.
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The Visitor Study consists of quarterly random samples drawn from the
MarketTools online consumer panel which comprises 5,000,000 U.S.
households recruited to match population characteristics (parameters include
sex, age, income, household size/composition, and geographics, within
census division). The panel is continuously refreshed to maintain this
balance.

v For this study, to achieve as close to a representative sample as
possible, a random sample of respondents is drawn each quarter

Panelists are not paid per se, but provided with points which they can redeem
for a selection of goods and services.

MarketTools has established guidelines to minimize over-participation of
respondents in surveys through the course of a year, including prohibition of
more than one travel-related survey (or any other category) in a 12-month
period. And the panel is refreshed with new respondents on a continual basis,
with a general estimate of 100% refreshment over a two year period.

Participants in Longwoods surveys are not pre-notified that they will be asked
to complete a travel-related survey.
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A representative sample of Colorado visitors was identified through Travel
USAE, Longwoods6 annual syndicated surve\y

Travel USA® contacts 2 million U.S. households annually.

The respondents are members of the MarketTools consumer online panel
which is balanced statistically to be representative of the U.S. online
population in terms of key demographic characteristics:

v because the online population differs in some respects from the general
population, we draw samples based on general population characteristics

Travel USA® is conducted quarterly and the travel patterns of a randomly
selected sample of adult (18+) panel members are identified.

From these quarterly studies we identified 2,842 Colorado visitors, to whom
we e-mailed a detailed follow-up survey about their trip.

The study yielded a sample of 1,311 overnight travelers to Colorado in 2008

v, For a sample of this size, the error range within the sample at the 95%
confidence level is + /T 2.3%, based on statistical probability. When
comparing results on a year-to-year basis, the interval is + /T 3.5%,

The response rate for the study was 46%

Coloradods overnight visitor numbers are
1992 wusing the annual rate of change iIin
share of all U.S. trips, projected to the U.S. population)
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Highlights

After a period of consistent growth over the past several years,
travel and tourism to Colorado softened slightly in 2008:

v, Colorado attracted 27.4 million overnight and 23.2 day visitors
during 2008, who spent a total of $10.9 billion in the state.

Overnight visitation dropped 2% from the 2007 record high, to
27.4 million trips in 2008.

The decline was mainly reflected
leisure trips (discretionary leisure trips other than visits to
friends/relatives that are more likely to be influenced by

marketing) :

v, These types of trips declined by 4% year-over-year

The two other main groups making up this total i visits to friends
and relatives and business trips T were both flat in terms of
overnight Colorado trips taken versus 2007. 8

a



Highlights

v The decrease in overnight marketable leisure trips affected
market share slightly, because while Colorado declined,
nationwide marketable travel was stable, meaning that
Colorado lost a bit of ground:

v the number of overnight marketable leisure trips to Colorado
totaled 12.9 million in 2008 T nonetheless, although down
from the previous year, this number was still well above all
other years we have tracked for the state

v, Col oradods national sihched éowro f mar
by 1/10 of a percent to 2.4% in 2008

v, The opposite scenario occurred with business travel, which
posted a huge decline of 11% across the nation, while
Colorado attracted the same number of visitors as in 2007.

v VFR travel, in comparison, was stable from year to year for
both Colorado and the country as a whole.
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Highlights

Al I of the stateds most iinoprimg,t ant
special event, outdoors, ski and combined business-pleasure i
recorded similar modest declines from year to year.

The number of country resort and casino trips remained the same
as in 2007.

In contrast, the city trip segment was the only group posting an
increase.

Touring vacations to Colorado declined after a spike in 2007. The
stateds t our idnogpediad.lRodrom 3s5%,guttang it
in 13 place among the states for this type of travel. The general

U.S. market for touring was flat last year, as it has generally been

since 2003, likely a reflection of the rising price of gas.

Colorado outdoor trips also declined, proportionately even more

than the nationwide drop of 4%. As
shares | I pped to 3. 3%, but the state
more popular outdoor destination, in 12" place in the segment. 10
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Highlights

A snowy winter in the East contributed to competitive pressures in

2008 and dilution of market share in the ski segment. A slight
declineinCol or adoos eokbined witlv soildstantred

growth in ski trips nationally mea
dropped from 20% to 18% over the year. This left the state still in

first place, but only slightly ahead of second-place California.

The surprise of the year among the segments was significant
growth in Colorado city trips, mainly to Denver. This segment has
shown recent growth nationally, and Denver has been capitalizing
on this with added capacity over the past few years, plus it
attracted the Democratic National Convention in August of 2008.
City trips are now the fastest growing segment for Colorado, and
its market share for this type of travel stands at 4.4%.

11
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Highlights

The 2% decline in visitors was paralleled by an identical drop in
travel spending. Overnight visitors spent $9.6 billion in Colorado
during 2008, compared to $9.8 billion the previous yea:

v, The decrease should be viewed in context, i.e., $9.6 billion is still the
second highest amount spent by visitors since this tracking began in
the early 69006s

The drop was again largely traceable to the marketable trip
segmentit hi s groupo6s spending slipped
billion over the year.

v As well, all of the spending decline was attributable to out-of-state
visitors

In comparison, people on trips to visit friends and relatives spent
the same each year, approximately $2.8 billion; and business
travel ersd expenditures rose, jlzump
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Highlights

Two of the five main business sectors influenced by travel and
tourism saw increases in overnight visitor spending i
expenditures on local transportation grew by 3% and spending on
accommodations rose 1%.

In comparison, as visitors tried to economize, their spending on
recreation/attractions, food/beverage and retail purchases
contracted by 4%, 5% and 10%, respectively.

As we have observed nationally, the downturn in overnight travel
has been counterbalanced by an upswing in day travel:

v, Day trips within and to Colorado jumped 8% last year, reaching 23.2
million trips in 2008

v, However, spending on those day trips dropped slightly to $1.3
billion, from $1.33 billion in 2007

13



Highlights

v, Two additional areas of concern:

v, Colorado trips are becoming shorter duration i the overall trip length
Is decreasing, as well as the time actually spent in the state itself

v, The drop in visitation from the Mid-West last year has spread to the
Pacific region. These regions now account for less than 10% of
visitors each, and the proportion of overnight visitors from outside of
Colorado itself and the immediate region continues to decline. The
problem with a decline in out-of-state visitors is that they spend a lot
more per capita than Colorado in-state travelers.

v On the Dbright side, Coloradods p
substantially i n 2008 over the p
Colorado was better than it was a year ago in almost every area,
and especially for aspects related to vacation packages,
accommodations, dining, excitement, and the great outdoor

activities, urban areas and historic attractions available 4



Highlights

v With the recent financial crisis and current economic
sl owdown on everyoneof6s minds, \
Issues, challenges and opportunities for 2009 will be:

v Maintaining visitor volumes and spending at a level that is
relatively close to Anor mal o. I
cost of fuel has been one of the big barriers to travel. But
now it is the availability of any funds for vacations.

v Reversing the recent trend towards shorter stays in
Colorado.

v, Encouraging business travelers to add a leisure component
to their Colorado trips, as corporations curtail incentive and
other travel in the wake of bad PR from the financial crisis.

15



Implications, Conclusions and

Recommendations

v Although working with a reduced budget, the CTO still has significant
enough resources to continue a substantial tourism marketing campaign
in fiscal 2009.

v, Because of the value of out-of-state visitors in spending power, we feel it
is important that the CTO continue with an assertive campaign in medium
haul markets, especially including the California, Texas and Mid-West
markets:

v Although Colorado itself and neighbor states could be considered low-hanging
fruit, they should only be considered a short-term stop-gap to put heads in
beds until the economy turns around, simply because there is not enough
population within the regional market to generate long-term growth

v Theoftthear d argument that Anoi peopkeares tr av
simply traveling somewhat less, for shorter distances, and more
economically than before. Nonetheless, this may not last for long, as
there are already signs of substantial price discounting to lure travelers

back into airplanes and hotels.
16
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Implications, Conclusions and

Recommendations

The opportunity for the CTO In this regard is to ensure that

your contact with vendors/partners is current and that your
advertising and fulfillment efforts/website are showcasing

t hese fndeal so. The most valual
perspective are those involving transportation, since the

cost of getting to Colorado is one of the key perceptual

barriers to visitation.

The research shows a recent upswing in Colorado
vacationers using prepaid packages. Inthese days of
economic hardship and caution, we recommend continuing
the effort to facilitate the assembly and marketing of
packages to the price conscious traveler.

17



Implications, Conclusions and

Recommendations

v, Continue to integrate cultural and heritage tourism into the mainstream of
tourism marketing:

v At least a third of tourists say they are specifically interested in these
activities/venues, and more than half actually are exposed/participate while on
a trip. These tourists are also more likely to come from out-of-state and spend
more than the average vacationer.

s Ensuring that this segment and the broade
rich and varied history/culture will help dispel concerns that Colorado is short
of things to see and do and lacks uniqueness

v, The features with greatest importance to tourists include historic areas and
towns, unique/artisan shopping, and cultural fairs/festivals, and events

v, The growing popularity of city trips nationally and to Colorado suggests
that there is an opportunity to capitalize on, via enhanced joint marketing
efforts with the stateds | argest <citie

18
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National Trends in Tourism

After a couple of years of substantial growth, leisure travel slowed across
much of the nation in 2008, with overnight vacations and leisure trips
taken by American travelers declining by 0.4% versus 2007:

v, visits to friends and relatives dropped 1% year to year

v thenumber of overnight fAmarketableo | eisur
leisure trips most subject to influence by marketing and promotional activity,
were flat, remaining at the same level as the year earlier

The economic downturn particularly affected business travel, which
dropped an alarming 11% year-over-year.

The marketable leisure trip segments of interest to Colorado experienced
the following changes on a national basis in 2008:

v, SKi trips jumped by 17%, as the East experienced a remarkably snowy winter
and closer to home ski travel soared

v City and resort trips were also up

v, Touring, combined business/pleasure and special event trips were flat relative
to 2007

v Casino and outdoor trips showed a decline

20
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Colorado Travel in2008

Overnight travel to Colorado softened in 2008, declining 2% from a record
level in 2007.

A total of 23.4 million domestic U.S. vacationers visited Colorado on
overnight trips in 2008, 2% fewer than the year before.

This was due mainly to a decline in people on marketable leisure trips,
which fell by 4% from 13.5 million to 12.9 million during 2008. The 2008
number is still the second highest number of marketable visitors the state
has attracted, after the record setting 2007 total.

in contrast, visits to friends and relatives in Colorado remained stable at
10.5 million trips.

Despite the huge national drop-off in business travel, Colorado was
fortunate enough to remain flat, attracting as many business travelers in
2008 as in 2007, at 4 million visitors.

Compensating for the decline in overnight trips, day trips to and within
Colorado totaled climbed by 8% from 21.5 million in 2007 to 23.2 million in
2008.

21
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Touring trips
Outdoor trips
Special event trips
Ski trips
Combined business-pleasure trips
City trips

Casino

Country resort trips

2,910,000
2,670,000
2,100,000
1,800,000
1,510,000
1,030,000
730,000
460,000

g nu
segme

2008
2,740,000
2,540,000
1,990,000
1,700,000
1,430,000
1,190,000

660,000
460,000

mb e
ent

On a year-to-year basis, Colorado recorded the following changes in the various
segments shown above:
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touringr e mai ned
slight decline over the year

The downturn was quite consistent across most of the trip purpose segments in

2008, including outdoor, special event, ski, casino, and combined business-

pleasure trips

r
S .

City trips were the only segment that grew last year, while country resort trips were

flat

of

Qoa rogreasdto 6fsmar ket ab | e despitea sur e
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Longer term trends in these segments are as follows:
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The ski market has been relatively flat in terms of growth until 2008,

which saw substantial snow in the eastern markets in the early part

of the year. Some states like New York, California and Utah

si phoned off some of Coloradods comr
in 2008.

The touring vacation market has been softening as gas prices rise.
The return to more normal fuel prices should help this segment in
the coming year.

Likely because of the fuel prices, city trips have shown strong
growth over the past few years, and
seems to be riding this crest.

The softness in other trip segments for Colorado generally parallels
the national trends, including outdoor, special event, casino, resort,

and combined business-pleasure.
23
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Market Share

Col oradods over ni deblihed #%)rydaeoveayeadr,evhile r i p s
this type of travel was flat on a national basis. As a consequence

Col oradods overall share of the nation
of travel fell to 2.5% from 2.4%:

v this is a slight softening after three successive years of gains

v, In 2008, Colorado ranked 19t among the 50 states as a destination for
marketable leisure trips

For overnight tour i ndyoppedto Xofroncho%por ado 6
which is approximately in the middle of its range over the past decade.
Colorado stood in 13™ place for this type of travel.

Colorado slipped to 12t position in the outdoor trip segment, dropping
from 3.6% to 3.3% share.

Coloradobarely retained its | ead as the na
2008, as rivals California, New York and Utah gained market share at
Col oradods expense. Col orado stil]l re

slightly better than nearest competitor California.

These pleasure and business travel volume estimates are based on trips
taken by individuals 18 years of age or older, and include 9 million trips by
residents of Colorado.

Colorado had a 1.4% share of day trips nationwide in 2008. 24
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Expenditures

Expenditures by domestic visitors totaled $10.9 billion in Colorado in
2008.

Overnight vi si tdechined&lighdlxligegheidnurmbers, efs
2% to $9.6 billion in 2008.

v, Colorado residents contributed $1.7 billion or 18% of this total, which was
about the same as in 2007

v, The drop in expenditures was therefore traceable to out-of-state visitors
Dayvi si torsoé6 spending diminished slight
the year.

v Most of this spending (74%) was by Colorado residents, who comprised the
majority of day visitors

Overnight leisure visitors spent 5% less in Colorado during 2008, yielding
$7.9 billion or 82% of thetota, whi | e business visitorsao
increased by 11% to $1.7 billion.

Of the $10.9 billion in day and overnight expenditures, $3.5 billion or 32%
was spent in Denver, and the remainder in other regions of the state.

25



Expenditures

v Peoplewhost ay i n Canmerciahatamransodations
(hot el s, mot el s, contributesmuch maore tfan j&st B0 s )
accommodations spending during their stay in the state, and are
proportionately more Aval uabiheo th
private homes, campgrounds, or cottages:

v 1In 2008, those staying in commercial lodging accounted for 70% of
all travel spending in the state

v, people staying in private homes and vacation properties contributed
21% of all travel expenditures

v only 3% was spent by people staying in private or public
campgrounds

v The remaining 6% was contributed by people staying in other types
of accommodations

v Two of the business sectors that are affected by travel and
tourism posted slight increases in overnight visitor spending, while

the other three sector recorded declines. -
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Expenditures

On the plus side, spending on accommodations in Colorado
increased 1% to $2.6 billion:

v Reflecting higher room rates, increased occupancy rates and growth
in room inventory mainly during the first half of the year

In the transportation sector, expenditures rose 3% to reach $2.0
billion in 2008:

v Mostly a result of higher fuel costs

On the negative side of the balance sheet, spendingat Col or ad ¢
attractions, recreational and sightseeing venues fell by 4% versus
2007 to $1.4 billion.

Expenditures on food and beverage declined by 5% to $2.1
billion, while retail purchases were down the most, softening by
10% to $1.5 billion.

27



Expenditures

v, As we have observed in the past, the different trip purpose segments
have different spending behavior and i
they spend:

v the per diem expenditures of overnight business travelers to Colorado in 2008
averaged $107, slightly more than people visiting the state on overnight
marketable trips ($99), but well above the amount spent by people visiting
friends and relatives ($62) or day visitors ($56)

v, Vacationers on overnight marketable trips were also valuable because, even
t hough they wer e onl yvisdorsi@bon),ahey conyributeed t he ¢
over 53% of overnight expenditures in 2008.

v Among marketable vacationers, ski vacationers spent the most on a per capita
basis -- $208 per person daily i followed by city vacationers ($157), then
special event attendees ($108) and touring vacationers ($97).

% Col oradods outdoor vacationers continued
the lowest daily expenses, averaging only $56 per person in 2008, which was
even lower than the average visitor staying with friends and relatives, and
comparable to day trippers.

28



Expenditures

v In 2008, the daily per capita expenditures of Colorado vacationers
in both marketable and VFR segments were very similar to their
respective national averages.

v, Business travelers to Colorado in 2008 tended to spend slightly
less than the norm for destinations ($107 vs. $121 daily):

v However, as we have seen in prior years, this mainly reflects a
longer stay rather than a lower overall amount spent

w Despite the decline in overnight v
total for the | eisure segment of $
with the 1992 inflation-adjusted expenditure benchmark:

v, However, in constant dollars, business visitors are still spending less
than they did when we first started tracking their behavior in 1997.

29



Ya

Ya

YVa

Sources of Business

The West, consisting of the Mountain, West North Central and West
South Central census regions, continued to be the main source of
Colorado overnight vacationers in 2008:

v 70% of all overnight leisure trips originated in this region, the highest level we
have recorded in many years

The proportion of visitors originating in Colorado itself continues to grow:

v Colorado was home to 35% of overnight visitors, marking the 6™ successive
increase in as many years from a 2002 base of 22%

The top out-of-state markets for overnight Colorado vacations continue to
be California and Texas, followed by:

v, Arizona

v, Florida

v, New Mexico
v \Wyoming

v, Nebraska

v, Missouri

v, Kansas

30



Sources of Business

v, The South and Pacific regions each accounted for about 1 in 10 Colorado
overnight tourists:

v The volume from the Pacific region declined to 9% in 2008 from 12% and is
now at its lowest ebb over the past ten years

v Visits from the Mid-west remained relatively low at 6%, which was
comparable to the proportion of visitors delivered by the Northeast.

v In 2008, the top urban areas generating overnight tourists were:

v Denver
v, Colorado Springs i Pueblo
v Phoenix

v Los Angeles

v Albuguerque 1 Santa Fe

v New York

v DallasT Ft. Worth

v Salt Lake City

v San Francisco-Oakland

v, Chicago 31



Ya

Ya

Ya

Ya

Sources of Business

A very high proportion (78%) of Colorado day trips during
2008 originated within the state itself.

Many of the remainder came from neighboring states such
as Wyoming, Arizona and New Mexico.

Some day trippers visited the state while on trips to other
states, and those people make their home in more distant
states, such as California, New York and Texas.

The top urban sources of Colorado day trips in 2008 were
In-state T Denver, Colorado Springs/Pueblo and Grand
Junction/Montrose i followed by Albuquergue/Santa Fe
and Cheyenne/Scottsbluff.

32
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Travel Profile

v Co | or averoighsleisure visitors during 2008 closely
resembled vacationers nationwide with respect to key
demographic features:

v A fairly even split by gender

v, average age of 44

v, most are married

v A third have kids/teens at home

v, a majority have household income of $50K+
v, most are employed full or part time

v, over half completed college

33



Col oradoes Day

v In 2008, people visiting Colorado on day trips were also
very similar to day trippers nationally in terms of:

v, age

v, Sex

v, marital status

v household composition
v, education

v, Income

v employment

34



Trip Planning and Booking

v Over the past several years, Colorado has become a much
more regional destination than before:

v, Colorado is still relatively long haul; however the proportion

of trips over 500 miles long has dropped from 6 in 10 to
about 5 in 10 since 2007.

v As we have seen in the past, advance planning and

booking is more common for Colorado leisure trips than for
trips to the average destination:

v Almost half of vacations to Colorado are planned at least 3

months before the trip, which is somewhat higher than the
national average

v, booking tends to be slightly earlier than the norm as well

35



Trip Plannng and Booking

v When planning their trip, Colorado vacationers in 2008 were more
likely than the average leisure traveler to seek out information via:

v, the internet
v, airlines

v printed materials such as books and magazines

v In comparison to U.S. vacationers in general in 2008, they were
less apt to consult toll-free numbers, government tourism offices,
or newspapers for trip planning purposes.

v, The publications most often used by tourists in 2008 were a
Col orado state map, followed by on
Vacation Guides.

36



Trip Plannng and Booking

v, Colorado tourists continue to outpace the norm in their use
of the internet for travel planning and booking with 51% of
visitors claiming it as a source of information, up from 48%
In 2007 and well above the U.S. norm of 42%

v The most popular Coloradotourism-s peci fi ¢ nof f i ¢
websites used by people for trip planning in 2008 were:

v the CTOO6s own www. colorado. com,
29% reported usage among online trip planners

v www.denver.org (11%)
v, www.Skicolorado.org (5%)

37
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Trip Plannng and Booking

The vast majority of travelers visitingthei o f f i ci ain@008ve bsi t es
indicated their destination choice had already been made, and they were

seeking additional information from the website(s); nonetheless, about 2

in 20 said they visited websites specifically to help decide where to go.

People generally ended up at official websites via a search engine. Some
also cited referrals from friends or relatives, more general web browsing, _
orseeing the url s i n brochures, medi a

The types of information people were mostly seeking out when visiting the
official websites were:

i, accommodations

v, directions and maps

v, local activities and attractions

i, transportation to the state and car rentals

To a somewhat lesser extent, potential visitors were also looking for
information about places to visit within the state and even
restaurants.

38
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Trip Plannng and Booking

Vacationers who sought out publications most often
obtained them via:

v the internet
v Visit Denver/Denver Metro CVB
v, Colorado Welcome Centers, and the CTO directly

v, hotels

Among people who used both the internet and official print
publications to obtain Colorado information, half indicated
they felt both modes were equally helpful:

v Among the other half, the balance favored the internet for
providing more helpful information versus the print material

39
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Trip Profile

The use of packages and escorted tours to Colorado rose
substantially in 2008.

The incidence of using a prepaid package on a Colorado
vacation more than doubled from 5% to 12% over the year:

v Nonetheless the US norm for packages remains significantly
higher for the average destination at 17%

Similarly, almost twice as many vacationers took an
escorted tour to or in Colorado, which at 9% far exceeds
the national norm of 4%.

40



Trip Profile

v, For out-of-state visitors, a slight majority drove a personal vehicle to get to
Colorado in 2008, while most of the remainder flew in.

v With the regionalization of Colorado tourism, however, the proportion
driving to the state has been gradually increasing, while flying in
diminishes.

v, As in the past, about 2 in 10 tourists used a rental car to get around the
state:

v, The recent trend towards shorter trips to Colorado and nationwide
continued in 2008:

v the average Colorado trip is now down to just over 5 nights away from home,
compared to almost 7 days in 2000

v of that 5 night total, 4 nights are spent in Colorado with the remaining time
spent coming and going

v this was the second year in a row that the time spent in the state diminished, _
rather than just the Atravel timeo gettir

v the average U.S. leisure trip contracted even more, declining to only 3%z nights
away from home, with very little time traveling to and from the destination, i.e.,
shorter and closer to home vacations

41



Ya

YVa

YVa

Trip Profile

Commercial accommodations such as hotels, motels, inns and B&Bs
were the most popular accommodations for Colorado leisure visitors in

2008, accounting for 43% of accommodation trip-nights spent by tourists
in the state:

v almost as popular (37%) were homes of friends and relatives or second
homes/timeshares

v the remaining 20% was spread across condo and cottage rentals, private and
public campgrounds, and other types of accommodations

The vacation travel party to Colorado is now about the same in number as
the national norm, averaging about 3 people

v As we have observed in earlier reports, most tourists come with their spouse;
the third person is often a child, and less frequently a friend or another relative

In 2008, peak leisure travel to Colorado occurred in the summer, as it has
invariably been in the past:

v with the exception of a somewhat higher peak in the summer and a lower 4t
guarter , <Seasbnaltreval patbems resemble the national norm

v Colorado saw growth in tourism volume in the 2008 spring season, balanced
by a decline in the summer months, with the first and last quarters flat

v, This mirrored the national pattern 42



Trip Experience
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Trip Experience

In 2008, the most popular regions for vacationers were Denver Metro,
followed by the South Central, North Central and Northwest regions :

v about half of Colorado vacationers spent time in the Denver Metro area, while
between 1 in 4 and 3 in 10 visited the South Central, North Central and
Northwest regions

Substantial numbers of tourists also visited other regions of the state:
v Southwest (11%)
v, Southeast (9%)
v+ Northeast (8%)

Compared to 2007, there were more trips with time spent in the South
Central region and Denver Metro, while visits including other regions
stayed the same as the year before.

Overnight stays in the South Central region also increased, with stays in
Northwest, and Northeast regions declining slightly.
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Trip Experience

v Apart from Denver, the most popular cities and towns for tourists
in 2008 were:

v Colorado Springs, Ft. Collins, Estes Park, Grand Junction and
Breckenridge

v In 2008, the main Denver attractions for leisure travelers visiting
Colorado were:

v, shopping areas and malls, including 16™ Street Mall, Cherry Creek
Shopping Center, Castle Rock Factory Outlets, Colorado Mills
Shopping Mall, Denver Pavilions, Park Meadows Retail Resort, and
Flatirons Crossing Mall.

v, sightseeing at the Denver Zoo, LoDo Historic District, Larimer
Square, Coors Brewery, Colorado State Capitol, Denver Museum of
Nature & Science/IMAX Theater, Colorado History Museum, Denver
Art Museum,and Denver 6s Downtown Aquariur

v, sports events, particularly a Colorado Rockies baseball game 45
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Trip Experience

In 2008, the top attractions for tourists visiting other regions:
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in the Northwest region, the Colorado River, Grand Junction, Breckenridge,
Glenwood Springs, Aspen/Snowmass, Copper Mountain and Frisco were the
most popular draws

in the North Central region, the attractions and places most often visited were
Ft. Collins, Estes Park with nearby Rocky Mountain National Park, Boulder,
and Idaho Springs

the most popular stops for tourists in the Northeast were the towns of Ft.
Morgan, Julesburg and Sterling

in the Southwest region, visitors most often stopped in Durango and Silverton
with the Durango & Silverton Narrow Gauge Railroad, Mesa Verde National
Park, Telluride, Gunnison/Black Canyon of the Gunnison National Park, and
Crested Butte

in the South Central region, the top draws were Colorado Springs, followed by
the Garden of the Gods Park, Pikes Peak, Royal Gorge and Arkansas River
natural attractions, the Air Force Academy, as well as the towns of Manitou
Springs and Cripple Creek

in the Southeast, Pueblo, Trinidad, and Lamar were the most popular
attractions
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Trip Experience

w Coloradods mountains, wilderne:
focus of many activities for visitors:

v over 4 in 10 vacationers in 2008 said they visited the
mountains and half that number indicated they stopped at
one of Coloradods national/ st at e

v, popular outdoor activities included hiking, swimming, bird
watching, fishing, and cycling, and about 1 in 7 skied on their

trip
w Visitors also frequently took |
heritage/cultural pursuits,s uch as taking I n t

small towns/villages, historic areas and specific sites; city
parks and gardens; museums and galleries; zoos,
breweries and other attractions.

v, Colorado vacationers were similar to other vacationers
nationwide in their interest in shopping i an activity that
over a third of visitors took part in.
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Trip Experience

v, As it is with the average vacationer, fine dining is also frequently on a
Colorado visitordéds agenda.

v And entertainment most often includes taking in a live performance such
as theater, dance, opera or symphony; visiting local bars and clubs,
including a venue with live music; visiting a brew pub, or attending a
fair/festival event:

v A notable shift 7 substantially more people in 2008 indicated they attended
theater, dance, symphony or opera on their Denver trip than said this last year

v At this time, vacati-tourignwraaled gcavitiesi ci p
such as wvisiting farms, wineries, f
circumscribed:

v only about 4% of vacationers in 2008 recalled taking part in one of these
specific activities, almost all of this activity was visits to wineries

v, estimated expenditures of $24 Million on local food products (likely an
underestimate, since most people in the survey who bought food products
could not recall whether those products were locally made)
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Travel Profile by Segment

v, The following summaries profile the three largest Colorado marketable
leisure segments i these descriptions have remained quite stable over
time.

v, Touring vacationers in 2008 had the following characteristics:

v 7in 10 were visiting from out of state
v afairly long distance trip i a majority were 500+ miles from home
v but primarily a driving trip, like the average touring destination

v slightly less likely to be a repeat visitor than other segments, but well above
the norm for destinations generally

v the oldest of the three segments i averaging 47 years, about the same as the
norm for touring vacationers nationally

v, skewed slightly male, opposite to the national skew female

v slightly below the income norm, which is likely a reflection of the age of this
segment, i.e. more are retired

v longer than average planning cycle, and the segment most likely to book
ahead
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Travel Profile by Segment

v, Touring vacationersin2008 ( cont 6d) :

v substantial use of the internet for trip planning and booking, and like
tourists generally, not inclined to use a travel agent

v, research their destination well, with above average use of books,
word of mouth referrals, magazines, auto clubs, visitors bureaus,
accommodations, group tour companies,and Aof fi ci al 0 s
as the Colorado Summer/Winter Guides,t he Denver Vi sit
and the www.colorado.com and www.denver.org websites

0
0
v, often arrange pre-paid packages or take escorted tours, though use

of packages is below the national average

v long trips in terms of nights away (average of 6.3 nights), but still the
shortest time spent in Colorado among the three segments

v, Larger travel party than the U.S norm for touring trips

v, in 2008, daily expenditures ($97) matched the typical marketable
leisure traveler to Colorado and nationally 50
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Travel Profile by Segment

Outdoor vacationers to Colorado:
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6 in 10 trips originated in-state, so primarily a driving trip
average age of 41

strong male skew, while the national norm is an even split
between the sexes

slightly above average income versus the Colorado and
national norms

almost always a repeat trip

trips were relatively spur of the moment in terms of planning,
though most had some aspects booked in advance

segment least apt to have used the internet for travel
planning/booking, though somewhat more so than the
national norm for outdoor trips
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Travel Profile by Segment

Outdoor vacationers to Colorado:
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rarely used travel agents

generally fewer information sources, with the most popular formal channels
being:

v, books
v, magazines
v, Visitors bureaus

Above average use of state maps, but below average use of
www.colorado.com.

Infrequently used packages or group tours

above average duration trip for Colorado and longer than the typical outdoor
trip nationally by more than 3 days

most of the trip (68%) was spent in the state

travel party was larger than the Colorado average but similar to the national
norm for outdoor trips:

v, More often includes kids than is typical elsewhere

below average daily expenditures ($56), even lower than people visiting
friends/relatives
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Travel Profile by Segment

Colorado overnight ski vacationers in 2008:
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mainly long haul travelers

v 81in 10 came from out of state

v, two-thirds traveled 500+ miles from home

v the leisure segment most likely to fly in (45%)
high repeat business, similar to touring and outdoor vacationers
average age of 40, similar to ski vacationers nationally

slightly skewed male in 2008, the same as the national trend for this
trip type
skewed upscale with respect to income

consistent with travel distance and seasonal room availability, trips
were planned and booked well in advance of departure
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Travel Profile by Segment

Colorado overnight ski vacationers in 2008:
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often used the internet for trip planning (especially www.coloradoski.com and
www.skicolorado.org), and bookings.

The top formal information sources other than the internet for this segment
were hotels/resorts, airlines, and toll-free numbers.

v, the most popular official publications were the Colorado state map,
destination brochures, followed at some distance by the Colorado Official
Winter/Summer Guide and Colorado Ski Country USA Guide

2 in 10 used prepaid packages, which is similar to the Colorado norm, but
rarely used escorted tours

in 2008 the average Colorado ski trip lasted 5.1 nights, down from 5.7 nights
last year but still substantially longer than the 4 night national norm for
overnight ski trips.

as in the past, virtually all of the trip was spent in-state

Colorado skiers in 2008 usually traveled in a party of 5-6 people, which was
more than ski parties to other destinations:

v The travel party was also more apt to include kids and spouses

the leisure segment with the highest per capita spending in Colorado i with a
daily average of $208 per person in 2008 54



Cultural Heritage Visitors

Yy In2005werana|yzed 2003
Aheritage Vvisitorso
purposes.

v The definition of Aheritage VviskEtorso
reported behavior, i.e., respondent indication that they had visited a list of
24 mainly historic sites and activities included in the survey.

v In 2006, this behavioral definition was expanded to include more cultural
activities/attractions and thereby provide greater consistency with the
traveler definition used by other indu
Vi sitorso:

v, bringing the total list to 72 attractions and activities.

v The list of attractions and activities that qualified respondents as o
Aheritageo or fAcultural heritageo vi si
appendix.

v, Also in 2006, an attitudinal way of defining the segment was added,
measuring respondent response t
pl aces or cultur al activities o

Visitor Study dat :
n

and create a profi

o the q
f I nt er
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Cultural Heritage Visitors

On each of these measures, the number of Colorado overnight
visitors being classified behaviorally or classifying themselves
attitudinally as cultural heritage visitors has stayed about the
same as in 2007.

v, using the 2003 re-analysis definition, 35% of Colorado visitors in
2008 said they visited at least one heritage site, similar to the level
observed in 2007 (34%).

Theexpanded Acul tur al definitiomyielsls or i ¢ o
about half (51%) of visitors who said they experienced something
heritage-related on their trip, virtually identical to the proportion

measured last year.

The number of visitors categorizing themselves as specifically
interested in cultural heritage inched up very slightly to 38% from
35%, though the change is not statistically significant.
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Cultural Heritage Visitors

v When we project these numbers to the population, we estimate that 11.8
million people visiting the state on a leisure trip experienced some cultural
heritage activity:

v 9 million visitors who indicated they wer
heritageo in 2008

v an additional 2.8 million visitors engag:¢
encounteredo or accompanying others who v

v although there was a decline in the number of people engaging in cultural
heritage activity overall, largely due to the general downturn in Colorado
tourism, the number in the core Ainterest
strengthened versus 2007

v, Although the overall number of people saying they engaged in at least
one cultural or heritage activity stayed the same from year to year, the
numbers suggest that there was a slight rebound in participation in

cultural and historical activities iIndividually.
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Cultural Heritage Visitors

The remainder of this analysis focuses on the behavior, profile and

attitudes of the fi s @ leff i n e dsaying they were interested in cultural

heritage. The focus is on this definition because the person defining

hi m/ hersel f as #fAi rbeteerindigiduadid the travelpadrtd | 1 k e
receptive to cultural heritage-related marketing messages.

These people divide themselves into three main groups based on the
extent of planning around the attractions visited or activities taken part in:

v In 2008, the largest group, about half, indicated that the stops they made to
take in cultural or historical sites/activities were chance encounters rather than
planned in advance:

v, most of the remainder did some planning around these activities
v a few deemed cultural heritage to be the main purpose of their trip

v, the proportions saying that they planned travel around cultural heritage
activities or had these activities as their main purpose each declined
somewhat versus a year ago.

58



Ya

Ya

Cultural Heritage Visitors

People on all types of trips seem to have engaged in some
cultural heritage activities; however, the extent of involvement did

show some variation by main trip purpose

v, people on a touring or city trip were more inclined to engage in
cultural heritage activities, while those visiting friends and relatives

were less likely to do so

In 2008, the travel expenditures of cultural heritage visitors
continued to rise, reaching $4 billion, up from $3.6 billion in 2007:

v reflecting higher numbers of visitors in this self-defined segment as
well as higher per capita spending

v, accounting for 51% of all leisure travel expenditures, up from 43% a
year earlier
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Cultural Heritage Visitors

v, Cultural heritage visitors in 2008 spent more per capita
($447 per person) than the average Colorado tourist
($333); however, this did not mean that they spent a lot
more on cultural and historic activities.

v, In 2008, Colorado vacationers as a whole spent $244
million on cultural and historic activities, or 17% of what
they spent on recreation in general, up very slightly from
$234 million in 2007.
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Cultural Heritage Visitors

Broadly speaking, cultural heritagevi si t or s6 demogr ap
fairly similar to those of Colorado vacationers as a whole;
nonetheless there were some notable differences:

v, More retirees, and consequently a somewhat lower income and
education profile, and fewer with kids living at home

v, more often come from out-of-state.

As we observed in prior years, a cultural heritage trip to Colorado
was a longer duration trip (averaging 5.8 nights away from home)
than the typical Colorado leisure trip (5.2 nights), with more time
spent within the state itself (4.5 vs. 4.1 nights).

Cultural heritage trips also were somewhat different in terms of:

v, Greater advance planning and booking of travel

v, More use of official Colorado publications and websites, including
the state map, Summer Vacation Guide and www.colorado.com
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Cultural Heritage Visitors

The top sources of information cultural heritage visitors used to
research their sightseeing and other cultural/heritage-related
activities included word-of-mouth recommendations, various
websites, local brochures and visitor guides, Colorado Welcome
Centers, as well as maps.

AHi storico attractions again toppe
activities for Colorado vacationers in general in 2008:

v historic towns

v landmarks/historic sites
v historic areas

v, museums

They were followed by Colorado Scenic/Historic Byways, art
galleries, archaeological sites, historic trains, and historic mines.
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Cultural Heritage Visitors

The types of entertainment experienced by leisure visitors in
general occasionally included shopping for local arts and crafts,
and attending local cultural events such as music performances,
theater, festivals, fairs, etc.

Each of these activities listed for tourists in general were much
more likely to be pursued/experienced by cultural heritage
visitors.

And this difference extends to many other aspects of their trip
beyond heritage and culture, to include general sightseeing,
shopping, sampling local cuisine and fine dining, seeking out local
live entertainment, and participation in sports/outdoor recreational
activities.
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Cultural Heritage Visitors

v In 2008, cultural heritage visitors were more likely to visit Denver and the
South Central region of the state than tourists as a whole.

v, The historical attractions in Denver most often visited by the cultural
heritage segment were:

v, LoDo Historic District
v, Larimer Square
v, Colorado History Museum
v, Colorado State Capitol
v, Buffalo Bill Museum & Grave
v De n v d¢op @ukural draws in 2007 were:
v, Denver Museum of Nature & Science/IMAX Theater
v A'local ethnic or food festival
v, Red Rocks Amphitheater
v Denver Art Museum
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Cultural Heritage Visitors

In other regions, the most popular cultural heritage attractions
were:

YVa

YVa

YVa

YVa

YVa

Royal Gorge

Glenwood Hot Springs Pool

the Durango & Silverton Narrow Gauge Railroad and Silverton itself
Georgetown, including the Georgetown Loop Railroad

Mesa Verde National Park

Cultural heritage trips in 2008 were similar in distribution to leisure
trips to the state in general.

YVa

Compared to 2007, somewhat less of a concentration in the summer

Like tourists to Colorado generally, a very high proportion
of cultural heritage visitors are repeat visitors.
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Cultural Heritage Visitors

Cultural heritage visitors evaluated their trip experience as related to
cultural heritage activities, using a series of rating statements
characterizing their reactions.

They rated their overall experience quite positively in 2008, with 6 in 10
agreeing strongly that the attractions and activities they encountered
Aincreased the emwmj;oyment of their

v About the same number agreed that the experience made them want to return
to the state.

About half agreed that their experience had increased their knowledge of
Colorado history/culture.

There were much lower levels of agreement that the cultural heritage
component of the trip had changed either the amount of money or the
time they had budgeted for the vacation.

Ratings for overall enjoyment and increasing knowledge were somewhat
lower in 2008 than a year earlier.

Foi
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Cultural Heritage Visitors

From | ast year 0s 1| maglastosylamdveys, we
culture are moderate priorities when vacationers are making up

their minds about potential destinations, about as important as

sightseeing or popularityi n t he over all Ahot Dbu

The most important perception that tourists need to have about
Colorado in terms of history is the idea of preserving historic
areas, and that you have great historic towns and interesting
areas/districts to visit. In keeping with their interest in shopping,
potential visitors are also motivated by the possibility of finding
interesting traditional artisans

What people are looking for on the cultural side are primarily:
v, great local/unique shops
v, Iinteresting fairs, festivals and events
v, unique cultural sites
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Cultural Heritage Visitors

We did not conduct a broad market image survey in 2008; however, we
did gather visitorsod perceptions
and heritage I mage variables, so
on a comparative basis over the last two years.

From this analysis, we found that, for the most part, visitors were more
pleased this year than last with what they found and experienced in this
particular area, as well as most other aspects of their trips (as will be
presented/discussed in the section that follows on more general product
delivery).
In particular, the greatest gains in perceptions were for having:

v Unique local cooking

v, Interesting scenic /historic railroads

v Unspoiled natural scenery

v, Interesting historic areas/districts

of t

t

hat
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Cultural Heritage Visitors

In fact, there were no areas related to culture or heritage where
ratings declined over the year.

Not surprisingly, people defining themselves as cultural heritage
visitors rated Colorado uniformly higher on each culture and
heritage related image dimension than did tourists in general
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Travel Motivators

v Based on the most recent image study conducted for the CTO in 2007,
the top priorities that travelers have when selecting which destinations get
on their wish list are:

v, excitement, including the sense of fun and adventure a destination
is felt to offer

v, perceived suitability for adults and couples

v, Family atmosphere, i.e., suitability for families and having things for
children to enjoy, isalsof ai rl'y hi gh on peoplebs | i s

v It must be remembered, however, that only about a third of trips
nationally include children in the travel party

v The following characteristics are individually of more moderate
importance, but in combination help create the excitement and
atmosphere people are seeking for their vacation:

v, unigqueness, including the scenery, local people and culture
v, a safe, worry-free atmosphere

v sightseeing opportunities, especially variety, and individual
characteristics such as beautiful scenery, historic sites, and

interesting towns and cities 20
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Travel Motivators

v, destination popularity

v climate
v the availability of luxury accommodations and dining

A few factors are relatively unimportant at the wish list stage:
v, opportunities for sports and recreational activities,
including skiing
v entertainment and nightlife

Initially, when travelers are first thinking of destinations,
affordability is also not a major priority; however, it becomes
increasingly important as people move closer to finalizing their

destination choice.
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Product Delivery

|l n this yearo6s study, we can repor
sub-set of the total market -- people who have recently visited

Colorado, i.e., their I mpressions
Visitorso I mpressions of the state

vacationing there have improved substantially compared with
2007.

in 2008, 80% recent visitors fiagr e
the overall measure that Col orado
enjoy Vvisiting againo, up from 75%

Peoplebdbs ratings of Colorado al so
virtually every one of the 80+ image dimensions evaluated:

v I n fact, t here were no areas I n whic
deteriorated over the year
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Product Delivery

v, The greatest improvements were on dimensions related to:
v, excitement, the number one criterion for destination selection
v, accommodations and dining
v, affordability, especially packages and overall vacation value

v, outdoor recreational activities, including skiing

v Sightseeing opportunities, including
interesting cities, scenic/historic railroads, historic areas/towns and
landmarks

v the statedbs popularity
v the climate
v relaxing and friendly atmosphere

v, unigueness
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Structureof the U.S. Travel Marke&a

2008 Overnight Trips

Marketable Pleasur

(43%) VisitFriends/Relatives

(42%)

Business
(15%)
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U.S. Market Trends for Overnight Trips

a 2008 vs.2007

All Overnight Tr

M arketable Pleas

Visit Friends/Relatiy

Business Trij

-15

Percent Change
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U.S. Overnight Marketable Tripl'rends
a 2008 Travel Year

Percent

* Combines Country and Beach 78



U.S. Marketable Trips

Special Event, Casino & City Trips
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U.S. Marketable Trips

Touring and Outdoor Trips

140-
120-
2
=100+
S
2
2 80-
=
60
A) T e e e e
'94 '95 '96 '97 '98 '99 '00 '01 '02 '03 '04 '0O5 '06 '0O7 '0O8

Touring — Outdoor
80



U.S. Marketable Tripsa

Business/Pleasure, Resort* & Ski Trips
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U.S. Business Trips
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Day/Overnight Trips to Colorado

iIn 2008

Total =50.6Million

Day Trips
23.2Million
(46%)

Overnight Busines
4.0 Million
(8%)

Overnight Pleasure
23.4Million
(46%)
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SizeofCol or adoMasketdr av e

2008 Overnight Trips

Total 227.4 Million

Marketableeisure Visit Friends/Relatives
12.9Million illi
(6%) 10.5Million
(38%)

Business
4.0 Million
(16%)
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Stayed Overnight in Colorado

vs. Pass Thru

Total Trips 27.4Million

E—— Overnight in Colorado

27.3Million
: (99%)
Pass Thru
0.1Million
(1%)
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Main Purpose of Overnight Pleasure

Trips vs. the U.S. Norm
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Main Purpose of Overnight Business

Trips vs. the U.S. Norm
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Millions of Trips

Overnight Trips to Colorado
a 1994 to 2008
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Overnight Pleasure Trips to Colorada
1992 to 2008
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Structure of Col
Pleasure Travel Market

50| 19 19 4— 19.820.
0 .617.217.5 109 [ 127 105
= o8 M2 Wl oe 111 05 112 108 Flat
— 15 - 9.3 10.2| |10-2
= .
n
c
Q 10
= 12.5
5. : 101/ 110 MIZLTY 113 96| |10.0
i 4%
0.

M
'92 '93 '94 '95 '96 '97 '98 '99 '00 '01 '02 '03 '04 '05 '06 '07 '08
[_J Visit Friends/Relatives [0 Marketable Trips

*Data are rounded. 91



Overnight Business Trips to Colorada

1994 to 2008
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Millions of Trips

Overnight Touring and Ski Trips to Colorado
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Overnight Outdoor and

Business/Pleasure Trips to Colorado
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Overnight Special Event and Country
Resort Trips to Colorado
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Millions of Trips

Overnight City and Casino Trips to Colorado
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Colorado Overnight Tripsa
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Colorado Overnight Marketable Tripsa
% Change2008 vs. 1994
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Col oradoes Share o
Overnight Ski Trips

Rank: 1st
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U.S. Overnight Marketable Trips

by Month a 2004 to 2008
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U.S. Overnight Marketable Trips

by Month & 2004 to 2008( Cont ed
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Overnight Marketable Pleasure

Trips to Colorado by Month
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