
1 

 

Gunnison-Crested Butte Tourism Association 

Board of Directors Meeting Agenda 

March 8, 2011 –7:30 AM, Almont Resort 

 

MISSION STATEMENT - enhance economic vitality by marketing our county as a year-round destination and foster 

relationships with community partners to ensure a quality guest experience. 

 

VALUE PROPOSITION - Through life-enriching adventures and inspirational, authentic experiences, Gunnison County 

delivers lasting memories unlike any other vacation destination. 

 

7:30 AM Call to order – 4th Work Session  

o Update: Gunnison-Crested Butte Film Commission: student intern project status 

 3/7 Presentation to Crested Butte Town Council 

o Update: TA Assessment process  

o Gunnison’s new city web site logo – Base Camp to the Rockies 

o Continue work on Strategic Initiatives document –  

 Review past work session reports/stats and conversational notes and develop top line 

educational piece about the positive effects of the Tourism Association 

  

8:30 AM Call to order – March 2011 Board Meeting of the GCBTA 

  Establish quorum 

  Consent Agenda: 

 Approval of minutes from February 8, 2011 meeting 

 Staff Reports (LMD/Sales tax/web traffic/phone call volume /Executive Overview/PR/Progress 

Report) 

   

  Motion to approve Consent Agenda by: ______________  2
nd

 by: ___________________ 

 

8:40 AM Distribute and discuss 2010 and 2011 budgets 

 

8:45 AM  Old Business –  

i. Conflict of Interest; this will be reviewed at every board meeting per IRS recommendation 

 

9:10 AM New Business –   

i. RTA Update  

ii. Public Lands Update 

iii. Chamber Updates 

iv. CBMR Update 

v. Other updates 

  

9:30 AM Adjourn 

  

 

Attachments:, March Agenda, March Work Session documents (from previous work sessions): REPORTS & STATS and, 

Conversational Notes; February 2011 meeting minutes,   Executive Overview of  March Reports – PR Report, Progress Report, 

Stats Report. NOTE: budgets will be distributed/discussed at the meeting 
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Gunnison-Crested Butte Tourism Association 

Board of Directors Meeting Agenda 

March 8, 2011 –7:30 AM, Almont Resort 

PROGRESS REPORT 

February 9, 2011 – March 8, 2011 

 

 

2/6-10 JC attended Go West Summit, Boise, ID 

 2/9  EK taught Gunnison Chamber Entrepreneurship Series workshop on e-marketing at WSC 

 2/10 EK and K. Van Hoesen meeting regarding Crested Butte Restaurant Week 

2/11 JC attended RTA board meeting; update on marketing 

2/11 JC meeting with L. Grey (CO Film Office), G. Babcock (CO location scout), D. Johnson and A.  Peters (WSC 

film  

commission project interns) 

 2/14 JC and EK phone conference with Amie at Harmel’s Ranch Resort re: marketing plans and    

   packages 

 2/15 JC and EK LMD quarterly update 

 2/15 JC and EK Mt. CB Town Council quarterly update   

2.15 SP/JC/EK LMD presentation update 4
th
 Q 

2/15 JC conference call with D. Radcliffe wrap up info for TA assessment process 

2/15  JC/EK 4
th
 Q update Town of Mt. Crested Butte 

2/16 JC conference call with Medalist Sports re: QPC 

2/16 JC attended “Kitchen Sink” event meeting with J. Wirsing and other CB locals 

2/18 JC attended Microsoft Excel seminar (County) 

2/18 JC meeting with D. Johnson/A. Peters (WSC film commission project interns) 

2/23 JC vacation  

 2/24 EK webinar: “Smart Devices: Phones, Tablets & More--Opportunities for Marketers” 

2/24 EK webinar: “"Mobilizing your Campaigns with Common Short Codes" (text message     

marketing) 

3/3 EK webinar: “Mobile Barcodes: A Powerful Marketing Medium” (QR code marketing) 

3/4  JC meeting with D. Johnson/A. Peters (WSC film commission project interns) 

3/7 JC/EK 4
th
 Q update Town of Crested Butte 

3/7 JC/EK Town of Crested Butte film commission project presentation with D. Johnson/A. Peters  (WSC film  

project interns) 

3/8  JC/EK 4
th
 Q update City of Gunnison 

a. GCB Community Calendar – continue to make contact with area events/groups to load info on web site 

b. Clip Book Update – ongoing; 

c. Web site optimization efforts ongoing; Continued enhancements on web site: more pages with specific content for 

optimization; 

d. Ongoing purchase of media per the 2011 media plan; creating insertion orders; approving ads; emailing/uploading to 

publications 

e. E-newsletters for specialty interests; regular E-communication to our lists and purchased lists 

f. Collecting monthly fulfillment databases from our web site, Chambers and reader service lists (adding to master 

database by category); forwarding to Dove Graphics for fulfillment; filling international requests electronically by 

emailing link to our online brochure 

g. Ongoing addition to electronic database via web site newsletter sign ups and e lists from other sources for 

information 
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Gunnison-Crested Butte Tourism Association 

Board of Directors Work Session Notes 

February 8, 2011 –7:30 AM, Almont Resort 

 

7:30 AM Call to order –Work Session  

o Update: Gunnison-Crested Butte Film Commission: student intern project status 

 2/4: Jane reviewed our interns’ goals/objectives; they are making updates and will review 

with Jane on 2/9 

 Jane reviewed intern application forms, no revisions needed 

 Students are creating a permit form that the will present to the BOCC and municipalities in 

March 

 2/11: Joint meeting with Laura Grey of CO Film Office with students.  Professors have been 

invited to attend and local location scout, Greg Babcock, will also be there. 

o Update: TA Assessment process/Dave Radcliffe  

 Jane and Dave have had several phone conversations since Dave’s visit.  We continue to 

provide him with the requested information and documents. 

 Dave and County determined the due date of the finished product; we believe it is mid-

February. 

 Thank you for your participation! 

o Continue work on Strategic Initiatives document  

 Review and discus attached compilation document containing previous report outs in order to 

develop “top line educational” piece about the positive effects of the Tourism Association  

 

Strategic Initiative Conversation Notes: 

- BOD Members were given a compilation document (from packet) of reports related to Strategic Initiative #1: Increase 

community support and recognition of the Tourism Association through communication and collaboration.  

- During this work session, the group decided to develop verbiage to discuss how tourism impacts the various 

industries/businesses our BOD is involved in: 

- C. Elliott: In regards to real estate, the more people that tour our community, the more people that like it.  Often times, 

visitors are inclined to buy a house here, which helps the housing market.  It’s a buyer’s market at the moment which 

means more tourists will help get more houses sold.   

- C. Elliott: In regards to Western State College: As a professor at WSC: When she asks what brought students to Western, 

it is typically due to a previous visit to ski, fish, etc.  The more tourism we have, the more it is going to help the student 

enrollment. 

- D. Cole: We are a tourism based economy and are currently trying to get more people to visit on a year round basis. 

CBMR is presently doing analysis on lapsed guests.  They aspire to grow year round visits and increase new visitors.  

Research shows clientele based on household income of $100-150k/year and $150+ is growing, as is higher average 

spend.  As an attempt to get revenues and overall visits up, CBMR is placing an emphasis on groups and conferences for 

next summer.   

- D. Cole: The TA’s interaction with the airline program impacts CBMR by our collective efforts to promote the airport.  

Partnering with the TA as a marketing arm has been successful.  The TA’s marketing efforts have impacted load factors 

for our flights.  Average per person revenue was up $17/seat.  The TA’s promotion of local’s fares can be measured by 

outbound load factors.  

- C. Elliott: If tourism helps CBMR, when CBMR does well, other businesses benefit – it is a "trickle-down" effect. 

- S. Ferguson: City of Gunnison’s new brand created by staff: “Base camp of the Rockies.”  Tourism impacts Western State 

college and the folks that live here. 

- H. Channell: In regards to how tourism impacts local government: 1.) Property tax revenue from second homes, 2.) The 

more exposure we get, the more people we get here and more dollars spent.  

- H. Channell: Question - What is the role of local government in marketing? TA is local government’s marketing 

department because taxpayers have voted for LMD tax.  The TA is a private nonprofit.  Nonprofit is vital to local 

government.   

- A. Green: Representing the Town of Crested Butte: TA has helped with shoulder season assistance to get more of a visitor 

base in June & September, which helps elongate summer.  

- D. Cole: Our valley has so many unique experiences – the TA promotes all experiences together.   
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- J. Wirsing: The TA is the glue that holds both ends of the valley together.  The TA gives potential visitors a bigger 

county-wide picture and exposes visitors to so much more.  The TA works with small businesses and big entities to bring 

everything together to promote entire valley and all that we have here.   

- D. Weins: The TA website and marketing materials are invaluable.  TA is infinitely important and we have to have it, as it 

supports everything we do and supports all pieces of all total packages.  Website is most valuable piece and provides 

credibility to our destination. Mountain bikers love going on particular rides and going on them again and again – 

increases repeat visitors.  The entire experience is what makes them come back.  Our area increases the potential for 

relocation due to positive experiences.  

- W. Bearth: We really sell the recreational opportunity… The TA impacts Crested Butte Lodging because bigger entities 

(like the TA) promote the Gunnison – Crested Butte brand, and Crested Butte Lodging makes the sale.  The TA keeps top 

of mind awareness to help increase sales.  Our job is to close the sale.  

- C. Riggs: Bars & restaurants provide character – TA is instrumental in pulling in visitors.  

- E. Kelleher:  The TA impacts tourism as our primary goal is to increase overnight visitors in order to help Gunnison 

County be economically successful. 

 

- Notes for next month: 

o Include anecdotal pieces from Board  

o Add to next month’s agenda: Who is responsible for marketing Gunnison Brand?  
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REPORTS & STATS 

Strategic Initiative #1: Increase community support and recognition of the Tourism Association through communication and 

collaboration. 

o Richard Bond – Red Lady Coalition information report  
Size of tourism economy: 2008 data - $238 – 34% largest sector  

Demand for amenity – based goods/services  

Overall size is $238 million in 2008 – represents 34% of total economy  

Phase 2 will have additional impacted amenity based (government, WSC, etc.)  

Gunnison to Mt. CB corridor – amenity based is 44% to focus on primary amenity economy  

Hypothesis is potentially 60% for tourism/amenity generated income  

Elevator Speech: Currently documented amenity economy is 45% of the corridor’s economy but we believe it is larger than 
that.  
 

o T. Koehler – WSC visitor numbers (parents/alum/groups) report  
Pulled statistics from WSC economic impact study based on ‘08-‘09 fiscal year (July ‘08 – July ‘09) regarding visitor spending 
impacts (non-students): student events, athletic events, conferences  

20,200 visitors – direct spending $3.9 million, indirect $5.1 million  

Average visitor spends $50/day  

Avg. stay 2.7 days for sports events, 4.5 days for conferences  

Lodging: 10,700 room nights off campus – $1 million in indirect & direct spending  
o S. Snell-Dobert – Public Lands information report  
Curecanti: 919,555 visitors (YTD through October) - Up almost 2%  

Primarily visits during summer (typically fisherman), a lot of repeat visitation as well as local visitors.  

Black Canyon – down 2.5% (YTD through end of August) but busy Oct. & Nov. due to warm weather.  

In 2008, NPS did a money generating model based on interviews with NPS visitors, 274.9 mill recreation visits spent about 
11.5 billion dollars in local communities.  

17% on transportation  

 14% on souvenirs  

9% on groceries  

9% on admissions  

26% on lodging  

25% on restaurants and bars  
Not much location specific, but shows value of NPS in community  
Waiting for visitor use survey from this past summer – hoping by February  

Still working w/ other agencies to attain additional statistics  
 
o J. Chaney – Dean Runyon information report  
 Dean Runyon County-by-County Visitor Spending information report , J. Chaney : 

2007 Visitor Spending Comparison to 2008 and 2009:  
o San Miguel Co. (Telluride) 2008 up 2%; down 11% in 2009 to 2007 
o La Plata Co. (Durango) 2008 up 1.3%; down 8.2% in 2009 to 2007  
o Routt Co. (Steamboat) 2008 up 1.3%;  down 14% in 2009 to 2007 
o Gunnison Co. 2008 down 2.5% from 2007; down 1.4% in 2009 to 2007 

2008 compared to 2009 Visitor Spending: 
o Routt (Steamboat) down 17.5% 
o San Miguel (Telluride) down 12.8% 
o La Plata (Durango) down 10% 
o Gunnison Co. up 1.2%  
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County 2007 Visitor Spending 2008 Visitor Spending 2009 Visitor Spending 

Gunnison 153.4 million 149.6 million 151.3 million 

La Plata (Durango) 245.8 million 248.9 million 225.8 million 

Routt (Steamboat Spgs) 341.7 million 346.1 million 294.5 million 

San Miguel (Telluride) 137.5 million 140.4 million 122.5 million 

 


 Dean Runyon: 
o Numbers are figured using transportation, retail spending, overnight lodging and restaurant 
o Sales tax info is basis to extrapolate visitor spending (Dean Runyon proprietary formula; consistently used 

across all Colorado Counties) 
 
o   D. Cole – RTA Info and skier visits information report  
 Up 10% through Dec. in skier days, seats up by 1,000 seats 
 Projected: Up 20k skier days, new rev benchmark 
 Pass sales up 26% (in units) – CB cards, x-cards, etc., also up in student passes 
 Snow report: 193” by end of last ski season – now over 200+ 
 Room nights: February up 30%, March up 90%  
 Summer: June 5/8 opening 
 $599 package is now available – lodging, airfare, lift tickets  
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o   J. Moffet – Economic Impact of GUC to Gunnison County* 
*Please keep in mind this only shows direct spending from tourist travel and does not include the economic benefits arising from 
2nd HO usage, non-tourist travel, airport employment, nor community multipliers. 

 
 
  o   Anecdotes from Board:  
Anecdote from G. Taylor: Less than 25% of business is local – would not have selection we would if it weren’t for 
tourists.     
          Business drops by 50%+ during non-tourism periods  

             Anecdote from C. Riggs: 60-75% of restaurant business is local.  
 

o GUC Passenger Enplanements Winter  
  

 
Inbound Outbound 

  2007-08 26,921 26,709 
   2008-09 28,627 29,052 
   2009-10 24,382 25,116 
   2010-11* 20,641 20,891 
   

      *2010-11 as of 1/26/11 and does not include diverted flights 
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o Key Tourism Association functions: 

501 c6 non-profit corporation 

Responsible for “county-wide” year-round marketing 

Primary goal is to increase overnight guests 

Primary marketing tools/interaction with potential visitors: print vacation planner, web site, toll free numbers, social media; 

online reservations and reservation call center 

Marketing efforts: print, direct mail, internet, electronic communication, radio, press releases, hosting familiarization trips, 

tradeshows, networking 
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JANUARY & FEBRUARY 2011 CONVERSATIONAL NOTES AND PROGRESS WORK 

 

Strategic Initiative #1: Increase community support and recognition of the Tourism Association through 

communication and collaboration.  

Work session goals in support of Strategic Initiative #1:   

 Review reports/stats/facts and past conversation points 

 Create talking points by answering  “what’s in it for me” (re: tourism) from the perspective of local 
businesses and residents 

 Simplify statistics and information to demonstrate the  impact of tourism on our local economy 
 

 Sub-Goal: educate board of directors and Increase community awareness  
 
At February’s work session, each person briefly discussed how tourism impacts them/ their business.    
 
Conversation points from January work session: 
M. Taylor: Less than 25% of business is local – would not have selection we would if it weren’t for tourists. Business 
drops by 50%+ during non-tourism periods  

 C. Riggs: 60-75% of restaurant business is local.  
 
Conversation points from February work session: 
 C. Elliott: In regards to real estate, the more people that tour our community, the more people that like it.  Often 

times, visitors are inclined to buy a house here, which helps the housing market.  It’s a buyer’s market at the moment 

which means more tourists will help get more houses sold.   

 C. Elliott: In regards to Western State College: As a professor at WSC: When she asks what brought students to 

Western, it is typically due to a previous visit to ski, fish, etc.  The more tourism we have, the more it is going to help 

the student enrollment. 

 D. Cole: We are a tourism based economy and are currently trying to get more people to visit on a year round basis. 

Research shows clientele based on household income of $100-150k/year and $150+ is growing, as is higher average 

spend.   

 D. Cole: The TA’s interaction with the airline program impacts CBMR by our collective efforts to promote the airport.  

Partnering with the TA as a marketing arm has been successful.  The TA’s marketing efforts have impacted load 

factors for our flights.  Average per person revenue was up $17/seat.  The TA’s promotion of local’s fares can be 

measured by outbound load factors.  

 C. Elliott: If tourism helps CBMR, when CBMR does well, other businesses benefit – it is a "trickle-down" effect. 

 S. Ferguson: Tourism impacts Western State college and the folks that live here. 

 H. Channell: In regards to how tourism impacts local government: 1.) Property tax revenue from second homes, 2.) 

The more exposure we get, the more people we get here and more dollars spent.  

 H. Channell: Question - What is the role of local government in marketing? TA is local government’s marketing 

department because taxpayers have voted for LMD tax.  The TA is a private nonprofit.  Nonprofit is vital to local 

government.   

 A. Green: Representing the Town of Crested Butte: TA has helped with shoulder season assistance to get more of a 

visitor base in June & September, which helps elongate summer.  

 D. Cole: Our valley has so many unique experiences – the TA promotes all experiences together.   

 J. Wirsing: The TA is the glue that holds both ends of the valley together.  The TA gives potential visitors a bigger 
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county-wide picture and exposes visitors to so much more.  The TA works with small businesses and big entities to 

bring everything together to promote entire valley and all that we have here.   

 D. Weins: The TA website and marketing materials are invaluable.  TA is infinitely important and we have to have it, 

as it supports everything we do and supports all pieces of all total packages.  Website is most valuable piece and 

provides credibility to our destination. Mountain bikers love going on particular rides and going on them again and 

again – increases repeat visitors.  The entire experience is what makes them come back.  Our area increases the 

potential for relocation due to positive experiences.  

 W. Bearth: We really sell the recreational opportunity… The TA impacts Crested Butte Lodging because bigger 

entities (like the TA) promote the Gunnison – Crested Butte brand, and Crested Butte Lodging makes the sale.  The TA 

keeps top of mind awareness to help increase sales.  Our job is to close the sale.  

 C. Riggs: Bars & restaurants provide character – TA is instrumental in pulling in visitors. 

 E. Kelleher:  The TA impacts tourism as our primary goal is to increase overnight visitors in order to help Gunnison 

County be economically successful. 
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Gunnison-Crested Butte Tourism Association 

Board of Directors Meeting Minutes 
February 8, 2011 –7:30 AM, Almont Resort 

 

MISSION STATEMENT - enhance economic vitality by marketing our county as a year-round destination and foster 

relationships with community partners to ensure a quality guest experience. 
 

VALUE PROPOSITION - Through life-enriching adventures and inspirational, authentic experiences, Gunnison County 

delivers lasting memories unlike any other vacation destination. 
 

PRESENT: A. Green, D. Weins, W. Bearth, C. Riggs, C. Elliott, D. Cole, E. Kelleher 

NOT PRESENT: J. Valenzuela, M. Taylor, S. Pierotti, R. Gardner, C. Ladoulis, J. Chaney 

OTHERS: J. Wirsing, S. Ferguson, H Channell 
 

8:30 AM Call to order – February 2011 Board Meeting of the GCBTA 

  Establish quorum 

  Consent Agenda: 

 Approval of January 2011 minutes 

 Approval of finance report 2010 and 2011 budgets 

 Staff Reports (LMD/Sales tax/web traffic/phone call volume /Executive Overview/PR; Progress 

Report) 

  Motion to approve Consent Agenda by: C. Elliott, 2
nd

 by: A. Green 

                         * Need to change 1/11/11 BOD Minutes header to 2011 and correct spelling of C. Elliott’s name.  (done: 3/3/11) 
 

8:45 AM  Old Business –  

ii. Conflict of Interest; this will be reviewed at every board meeting per IRS recommendation 

a. Reviewed. 
iii.  

9:10 AM New Business –   

vi. RTA Update: E. Kelleher (S. Truex unable to attend so he e-mailed a report) 

a. Air: Latest airline booking report is from 2 weeks ago, so it isn’t really up to date, new report 

due in on Wednesday.  As of last report, we were ahead of last year by 400 seats (or 2%).  We 

will know a lot more about our air program when we receive final January numbers – which 

should be in about 2 weeks.  

b. Ground: The bus program has seen a substantial drop in ridership.  We carried 5,187 passengers 

in January.  For comparison, we carried 15,050 last January.  Therefore, we are down 66% 

from last year.  We ran 42% fewer bus trips and the passengers per bus dropped from 23.37 to 

13.94 (or 40%). 

c. Scott anticipates the board will begin discussions regarding next year’s air and ground 

programs at the Board meeting on Friday.  He hopes to have more information to share next 

month.  

vii. Public Lands Update: None 

viii. Chamber Updates: J. Wirsing: 

a. Crested Butte Restaurant Week will now be 6/3 through 6/10 

b. Epic Relay event will  bring 1,000-5,000 people to town this summer – hopefully this will be an 

annual event 

ix. CBMR Update: D. Cole 

a. January was up in individual and wholesale, down in groups.   

b. February pacing up about 20% from a lodging perspective 

c. March is up 75-80% over last year – especially due to large groups 

d. RTR starts in Crested Butte on 6/12 – 2500 riders 

e. Weekend of 6/5 opening 

f. Summer bookings look good, August looks good, September soft 

g. Working on attaining summer groups in June, August, September 

x. Other updates: H. Channel: 

a. Group forming, “GREAT” 

b. Gunnison River Economic Attraction Team: regional tourism association, basis of organization 

is to get Curecanti visitors to move west toward Black Canyon & Montrose as large area 

regional marketing plan.    

9:03 AM Adjourn 
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Executive Overview of Reports – March 8, 2011  

Tourism Association Board Meeting 

 

Consent agenda: all reports, budget and minutes  

 

Stats Report  
Web Traffic: YTD Feb up 36%  

 February 2011 compared to February 2010 – up 11% 

 

Phone Call Volume: YTD Feb down 24%  

 February 2011 compared to February 2010 – down 25% 
 

LMD tax: We have all LMD information through year end 2010 

 2010 finished 8.73% down compared to 2009. Interesting note: Feb 2009 had a “late payment” dropped in from Oct. 2008 of 

$57,000.00. Had 2009 not had this misplaced payment, 2010 would have ended up 2% over 2009. 

 

Municipal Sales Tax: We report with a 60 day lag due availability of data.  2010 year-over- year compared to 2009: 

Crested Butte: lodging (L) +8%; Restaurant (R) -3%; Retail (RT) +3 

Mt. CB: (L) -7%; (R) -49%; (RT) +24% 

Gunnison: (L) -3%; (R) -11%; (RT) -1% 

 

Director’s Report (Progress Report 2nd page of the Agenda document):  
This information is self-explanatory and describes major activities of staff and board members when they have been involved on 

behalf of the Tourism Association. Please let us know if you have any questions!  

 

PR Report:  
This report is self-explanatory and describes some of the major activities benefiting the Tourism Association as a result of the 

efforts of Beth Buehler, our Director of Public Relations. Please let us know if you have any questions!  

 

Budget/Accounting:  

2010 and 2011 budgets had not been received from Ridgeway to include in packet. Budgets will be distributed/discussed at 

the meeting.  

 

Beginning July 13, 2010 meeting, the budget is approved as part of the consent agenda.  

On June 9 2010, we started working with Ridgeway Accounting & Consulting to do our bookkeeping. Our invoices are dropped 

off every other Monday/Tuesday and picked up and mailed on Wednesday/Thursday.  

  

2010 budget: will be closed at the April 2011 meeting due to invoices continuing to come in from vendors.  

 

Minutes: Attached.  

 

 

Thank you,  

Jane Chaney  

Executive Director 
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PR REPORT for Feb. 4 – March 1, 2011 

Buehler Communications Inc. for Gunnison-Crested Butte Tourism Association 

Press Releases/Articles 

 Press releases distributed to media: March Mania in Downtown Crested Butte, Grand Traverse 

 Local media: Board of director candidates press release, Q & A and photos from candidates to supply media and post on 

gcbta.com, photo and caption of Jane at Go West Summit, photos of recent UK media group that visited through the Colorado 

Tourism Office 

 Continue to update winter/spring press releases and post in media room on TA’s website, and working on summer/fall 

releases.  Many summer releases are posted on the website. 

 

Media Contacts 

 Information: ExploretheUnexpected.com for culinary events, MountainGetaway.com for summer happenings, AAA calendar 

for summer events, thetravelmom.com sent Famcation press release and Kids Rock series information  

 Photos: Travellady.com for March Mania, goworldpublishing.com for Romance in the Rockies, winter photos to one of the 

UK journalists who visited 

 Upcoming Media Visits: Randy Weissman, Chicago Tribune, March 2 – 7; Jacob Harkins & photographer, Denver Magazine, 

March 4 – 6; Dan Leeth, Denver freelancer, March 4 – 7; and Bernard Germain and photographer, La Montagne et Alpinisme 

(France), March 24 – 28; David McKay Wilson, freelancer for Everett Potter’s Travel Report and collegiate magazines, 25 – 

28; and assisting CBMR with others as requested 

 Completed Media Visits: Jim Fagan, Snowshoe Magazine, Feb. 22 – 25 (town tour, hosted for dinner and arranged itinerary); 

Becca Hensley, Texas-based freelancer, Feb. 25 – 28 (CBMR hosted, TA hosted for town tour and dinner); Kristen Miller, 

Denver Life Magazine, Feb. 22 – 27 (CBMR hosted, TA hosted for breakfast) 

 Colorado Tourism Office opportunities, submitted information for: Colorado Live (summer music) press release and What’s 

New information for L.A. City Blitz 

 Help a Reporter media leads: travel discounts for military (two media outlets), escape summer heat at high elevations, 

girlfriend getaways 

 Others as they respond to press release emails or have editorial/photo needs 

 Respond to writers inquiring about media FAMs  

 

Media Hits – Outside the Area 

 CB Destination/New Acura TSX Sport Wagon – 8-page feature story for Acura Style magazine (resulted from Jane 

responding to a Colorado Film Office lead) 

 CB Winter Destination - Ventanas Magazine 

 Grand Traverse – cover story for Colorado Country Life, Denver Post Travel Notes, firsttracksonline.com 

 CS Irwin – Robb Report 

 Ride the Rockies 2011 Route Announcement (CB is the start town) – Denver Post 

 Travel Tip: Adaptive Winter Sports Resources (including Adaptive Sports Center) – PeterGreenberg.com 

 Pet-Friendly Motels in Gunnison – http://traveltips.usatoday.com 

 March Mania in Downtown CB – firsttracksonline.com, utahskieronline.com, edgeonthenet.com 

 Progressive Bonfire Dinner – Snowshoemagazine.com, Denver Post Fitness Calendar, Denver Post Fitness feature (part of a 

snowshoeing article), examiner.com 

 Alley Loop – Sky Hi Daily News 

 Moonlight Snowshoeing at CBMR – Colorado Country Life  

 Romance in the Rockies – gocolorado.com 

 CB Ski Destination – University of Denver’s Clarion 

 Sledding in Colorado (included CB Nordic Center) – Denver Post Inside & Out 

 7 Hours of the Banana – Denver Post Travel Notes 

 Spring Break in the Mountains (including CB) – onthesnow.com 

 Ski Resorts Roll Out New Ways to Play (including CBMR’s snowcat driving) – MSNBC.com 



14 

 

 U.S. Freeskiing Championships – lots of coverage in Denver Post, examiner.com, and industry pubs such as Powder 

 Ski Deals – 9 News – Denver 

 Hot Spots for Mountain Warm-Ups (including Django’s) – Denver Post Travel 

 CB Center for the Arts Concerts – Colorado Expressions (print and e-new) 

 Wildflower Rush – cyclingnews.com 

 

Other Activities 

 Sent summer festival press release, GCBTA CD and pens for bags distributed at the Colorado Press Association annual 

meeting in Denver 

 Continue to update media lists, clip books and media room on website 
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