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Summary

This paper provides through owvhirty years of research a quintessential
demonstration of the necessity and financial value of marketing. It details the state
of Col or -acdster flending ade,lineluding the complete loss of its tourism
marketing budget, and the subsequent succdggfufor renewed financial

support.

In 1993, Colorado became tfiest everstate to eliminate its tourism marketing

function, when it cut it$12 million promotion budget to zero. As a result,

Col orado’ s domest i c withiatwhiyeas, reprasantiga pl ung
loss of over $1.4 billion in tourism revenue annually. Over time, the revenue loss
increased to well over $2 billion yearly. In the important summer resort segment,
Colorado dropped frorirst place among states 1 7th.

It took until 20M for theindustryto convincethelegislatureto reinstate
funding with a modest5 million budget. Research trackdk effectivenessf
thest at e’ s t o ur itenextfevayegrsandigmosstrated e r
return on investmer{fROI) of over 12:11n 2006, theourism promotion
budgetwas uppedo $19 million.

Since then, with substanti al mar ket il
numbers have shown a remarkable recovery, although it took until 2015 to
regain its lost market share.

TheColorado saga provides a cautionary tatdinancial decisiormakers whoin
these difficult economic timeand an unprecedented pandemaienaturally
looking at major cutback all areas, including promotiott.clearly illustrates that
marketingis anessentiahetgeneratoof revenueandprofits to the organization,
nota cost.
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Introduction

Colorado becameongwoodd nt e r n frdt W.S. stadelclierst in 1986, amek

have monitored its tourism performance through lasgale survey research
continuously ever since. As a result, we were able to track the dramatic growth of
the state’ s visitation as it employed
fall when fundimg was cut to zero in 1993, and its eventual recovery when funding
was finally restored.

| first documented this case in 20086h aWhite Paperii The Ri se and Fa
Col or ado whichhas beemnepasted and cited by mijarism
associationsdestnation marketing organizatioresnd industngroupsto this day

Michele McKenzie, former CEO of the Canadian Tourism Commission, stated that
tihhas been so well t humbed by tourism
dogear ed. O

Now it s, Aandl |l 2m28i tting i n my home o
current COVID19 pandemic. This is now resulting in a catastrophic drop in

tourism. In Colorado, according to Tourism Economics, the decline in revenue
yearto-year is 84%.

In the short term, déeation marketing organizations are faced with unprecedented
threats to their budgets. Those financed by hotel taxes are in especially dire straits
as occupancy has plummeted.

Hopefully, by the time you read this, the pandemic will have subsided, arshtou
will be returning to normal, if not escalating because of-pprdemand.

However, br some time after COVIE9 is brought under control, countries, cities
and states whose economies have been ravaged will bpreased to provide
essential servieeto their constituents. Tourism budgets will be an easy target for
cuts unless the case is made that they are indeed essential for creating economic
benefits for residents, not a cost.

TheColorado storys a stunning demonstratiaf the powerof marketng and the
downsideof indiscriminate budget slashingou will seewhy, withinthetourism
industry,it hasbecome th@oster childor justificationof marketing funding.

It is in this context that | have updated the Colorado case sty remains the
classic case of what happens when you cut a successful tourism marketing
campaign.
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The Rise of Colorado Tourism

Our case study begins 1983, wherthe Colorado Tourism Boardiascreated
to promotethestate. To generate dedicated praomal fundingfor the new
tourism board, a smdbut broadtax of 0.1% on travelelatedoroductsand
servicesvasenactedTheoriginaltourismtax hadafive-yearsunseprovision,
butin 1988, becausefthep r o g rsuceasdbelegislaturancreasedhetax
to 0.2%andextendedt for five more years.

Longwoods Internationalasfirst hired
by the Colorado Tourism Boarth 1986
C O LO RAD O to conduct image andsitor research
SFTICIAL STATE YASATION culneE for thestate We foundthat,with the
exceptiorof skiers,Coloradowas
largelyaregional destination drawing
people from neighboring states like
Texas, NebraskandKansasvho
wanteda changdérom prairiesandflat
farmland.Giventhenewmarketing
budgetandsinceColoradowasblessed
with a unique travel generatethe
Rocky Mounains—therewasa
significant opportunityo draw visitors
from acrosshe countryandtransform

thest ate I ntol @” nati onze
destination.
1986 Colorado State Theresultsof ourfirst benchmarlstudy
Vacation Guide showedhoweverthatCo |l or ado’ s

imagewasweak.While it wasseemas
havingbeautifulmountainsceneryandwildernessareaggoodfor skiingand
outdoorrecreation), Coloradwasperceivedaslackingamenitiefor asummer
vacationsuchasgoodhotelsandrestaurantsand—a f t e r stareshtithev e
mountains- not havingalot of thingsto seeanddo.

We summarized the perception of Colorado atthattinfie® unt ai ns ,
Mountains, and More Mountains d&Remarkably, the state was reinforcing this
negative stereotype by showing empty mourtndscapes in its promotional
materia) including the cover of its vacation planning guide.
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Inside thebrochure the visualsvere stunning, bighowedmore examples of
mountain wilderness, devoid of vacationers enjoying themselves.

SSe=styl

AfMount ai nasi,n sMouanntd Mor e Mount s
Pictures from the 1986 Colorado Official State Vacation Guide

OurrecommendeskrategywastorepositiorColoradasfiMountains  and

Much More , withthefiMuch More 0 to bedeterminedy theresearchThe

goalwasto hit the top hobuttonsin termsof what people wanted from a Colorado
vacationWe suggested buildingnCo | or ad o’ s n the icomica | stren
Rocky Mountairexperience, bunovingthemountains tahebackground, with

people, funexcitementandattractionsn the foreground.

Our visitor research uncovered an additional problem: While Colorado ranked
number one among U.S. states in the ski resort category, it ranked only 14th in the
summer resort segment.

Upscale resrt communities like Aspen and Vail were werehowned among
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skiers but suffered for business after the snow melted. We were puzzled by this
because summer is the high season for Colorado vacatieral The reason
given was that the industry had n@iditionally promoted the resorts for summer

Thelogical solutionwasto transformthes t a gki&wnsinto all-season
resortsTheinfrastructuravas alreadyn place, including hotels, restaurants,
bars, shopsandattractions. Ideallyhecosts could be amortized yeaund,
andlocal businesses could hire permanent rather than seatadhal

We recommended featurirteresort experienc@ thesummer campaigio
demonstrate that there were amenities like golf, spas, excellentdratéise
dining up inthemountainsnotjust empty wilderness.

A seriesof clever magazinadswasl e vel oped dDgnvdardgencyBoar d
Karsh Hagan, baseaxh the newstrategy andtheyranin national and regional
publications. Ovethenextfew yearsthecampaigrbuilt impressivesquityin

the marketplace:

T When we tracked the state’s i mage
inaugurated, it hashifted from somewhat dull anldnited to an
exciting, mustsee destination.

1 The number of people calling or writing in response to the ads
increased dramatically, and the cost per inquiry plummeted.

1 Thestatewas evolvingrom a regional to a national destination.

1 By 1992,Colorado had moved to 1st among U.S. states in the summer
resort category,

o Up from 14th just a few years earlier.

1 Co |l o ravatabbmagketshareof U.S.travelersgrew by 50%,
representingver$1 billion in additional spending annually

By everyindication, Colorado was now perceived asitldount ai ns and
Mu c h Mlestimation that visitors wanted. The advertising campaign was a
proven success, bringingsitor expenditures, tax dollars and jobs into the state.
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n$, Moma!

Colorado Print Advertising Campaign
Visit A Place Where The

This Is Where The Deer
And The Antelope Plgﬁ_lBut Why
Let Them Have All

Squeeze in 2 quick nine before breakfast and you may face an unusual
hazard. A six point buck grazing on the fairway. Well, maybe it's not so
unusual. Aftcr all, this is Colocado. And no matter how luxurious we build our
resorts o how we make the land: you'llstill be
by the rugsed Rocky Mountains. So you'll always be able to choose just how

AAVCNTUNOUS YOU WANE YOUr vacationtobe.
For more about our playkand, send for < OI_ORADO
your free Colorado Vacation Guide. Or

<all us toll-froc and ask for extension 132, 1 - 8 00 - 333 -2656

e Fun?

Colorado Tourism Board, Box 38700
Dept. 132, Denver, Colorado 80238
Name

Address

City

State Zip

Telephone

After A Day InThe Mountains,
Most People Could Eat A Horse.
Luckily, They Don’t Have To.

Like everything ¢lse in Colorada, goed food is plentiful, and it's alwins
-fod buatfalo or debcate quail in
 tomatillo-pobland s Samplc the bounty of Colordo fish and game. Taste

a real adventuse. Sink your tecth 20 SWeS,

Colorado Rourism Board, Box 38700
Depe. 1096, Denver, Colorado 81238

Name

the spic S 1. Or delight in the

cultures with treats like chocolate tortillas with ioe ream and strawberrics. Address

To further whet your appetite for

Celoeado's food. and etber delights as City =
well, send foe your free Vacation Grade. AJANL D
Or callus toll-frecand ask forest. 1096, | -800-433-2656 | Stae Zip —

Mu c

Z00s Don’t Have Fences And The
Museums Don’t Have Walls.

‘You'll see things a little differently when you vacation in Colorada. Here,
in the 235,000 acre Rocky Mountain National Park, deer still speint across the
wilderness, mountain goats climb hillsides and eagles soar free overhead.

And if the museums you're used to are a little stuffy, try exploring
nature's sculpture work in the Garden of the Gods. Or follow in the foot-

steps of dinosaurs at Dinosaur National

Monument. For an out-of-the-ordinary O]_O

vacation, send for your free Vacation

Guide, or call and ask for extension 1050, 1 -800-433-2656

Colorado Tourism Board, Box 38700
Dept. 1050, Denver, Colorado 80238

Name
Address
City

State Zip

Besides All The Historical Sites,
Western Museums And Indian Ruins, We
Have A Few Other Points Of Interest.

Sometimes it socms like all people are interested in is our mountains. Tryas | Colorado Vacation
we will to dazzle them with unique archeological finds, rich history and a rather | Dept
impeessive neup of cukural cvcns,they asc sl mos impecsecd by mountaias.

s d. That way no | S

1, Box 38700
106, Demver, Colorado $0238

to0 far from the

ster =

kom '\1ounmmov all the adventures =

they offer. If they peak our interet, send ‘ OLORADO - —
Vacation Kit. Or -

for your free ridamd

Calltoll free and ask for cxtension 106.1 - 8 00-433-2635 6




The Fall of ColoradoTourism

Then disaster struclnti-tax activiss successfully spearheaded an amendment to

the State’s Constitution called the Ta
taxes or tax increases to be approved by state voters in a referendum. This

effectively removed the traditional responsibilitytatation from politicians and

placed idirectlyin thehandsof thepopulace.

Bythee ar | y the@o®bi@do 3 qurism Boardada dedicated budgeft
approximately$12 million for tourism promotion, paitbr by atax of 20 cents
onevery hundred dollarsf tourism expenditures, includy hotels, rental cars,
outdoor recreation, restaurardaadattractionslt wasa very small tax, largely
paidby people fronmout of state butit wasataxnonetheless. Ovéneyears,

we have conduetd many public opiniopollsfor governmentsnfiscalissues
andhavealmosteverseemataxpeopldiked. Unfortunatelyforthes t at e’ s
travel I ndustr yaxwaoekceptiomd o’ s t ouri sm

TheColorado Tourism Boardada five-year mandate with a sunset clause coming
in 1993, jusbneyear aftethe Taxpayers Billbf Rights passenh 1992. Prioito

that, tourism funding decisions were largely invistoléhe public. Werdt not for

the newbill, theBo ar d’ s malikety havesbeew guietly tenewbéd the
legislature without controversy. Tourism was, after dteyindustryfor thestate,
andthe campaigmvasworking well.

But now thequestiorhadto bedecidedoy a referendunof voters, with their
new-found powelto veto taxedike thisone.Mostdamagingvasthewording

of thereferendunguestionwhichframedthe tourismaxasanewone,nota
continuationof a successful mechanidorb r i ngi ng vi sthet or s’
statecoffers.Technicallyspeakingit wasindeedanewtaxbecaus¢hesunset
clauseendedundingfor the Colorado Tourism Board untiil wasofficially

renewed.

The local tourism industry mounted a defense by running television commercials

that proclaimed how important the intlyswvas to the state, and how many people

it employed. All of this was true, but the industry had picked the wrong issue to

make their cas®ur polling research at the time showed that Colorado voters

already understood the importance of tourism. Theygilmy di dndt want
tax.

What voters did not understand was that the existing tax was onlyoOtasism
expenditures and that it was primarily paid for by-@iustate visitors, not by them.
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When we explained these facts to survey respondents, they flipped their opinion and
supported the tax. Incredibly, they actually believed the taxtamasmall!

Unfortunately, the industry did not address the tax issue, and continued to talk about
how important tourism was for the state.

Just before the votthe oppositiortame out strongly against the tourismtaxt 6 s

not that we are against tourispiihey reasonedBut the Rocky Mountains were

there | ong before the Colorado Tourism
afterwards. Surely the tourists will keep on coming.

T he o p pcaupcegrace was to argue that, if the rich ski resorts could afford
over a million dollars to rua propaganda advertising campaiogrbehalfof the
tourism tax, then surely they shouldt belining up atthetroughfor public funds.
Letthose fatcatcorporate welfare bunmy forpromoting tourism themselves.
Theirmessage received extensive media coveragjae eveof thereferendum,
butthe industryhadno spokespersom placeto challengeheir point of view.

Theymissedhepoint thatthe Tourian Boardwasprimarily responsibléor promoting
summer tourismandthatthe skioperators separately promoted winter with private

sector fundsThemain beneficiaries of summer tourism spending were a mygfiad

small businesses acrdbgstatethekindofb usi ne s s es theimanedy, don’ t
time, or mandateo organize a state tourism campaign. Nonethdless simple

message resonated with vstandcarriedthe day.

Inthe 1993 referendum, the tourismtaxwas defeated by amargin

of 55% against. Shortly afterwards, Colorado became the only state

inthe U.S. without an official tourism function. The phoneskepton
ringing, but there was nobody left to answer them.

The results were devastating and surprisingly immediate:

Within two years, accordintp our LongwoodsTravel USA® syndicated
tracking program, Colorado 1030%of its market sharef U.S. tourism

1 This translated inttheequivalenf over $1.4 billion annuallin lost
revenudo thestate.

1 Bythel at e thedl@nddgdadescalatedo $2.4 billion eactyear.

1 An independenéconomiampactstudyconductedy DeanRunyanAssociates
confirmedthedeclineof the tourism industry in terms of its contribution to
the state economy from 1996 to 2000
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Colorado’s Share of U.S.
Overnight Pleasure Trips

Percent Identifying Colorado as Main Destination of Trip

2.5+
2-

0 7 F————r— = ——F——F
1992 1993 1994 1995 1996 1997 1998 1999 2000 2001 2002 2003 2004

Colorado's Rank Among 50 States
as a Summer Resort Destination

1992 1993 1994 19956 1996 1997

1 After moving from 14tHo 1stplace nationallyn thesummer resort
category, Colorado slipp&al17th place in 1994, just one yedter the loss
of funding.

1 Weobserved a dramatic increasghe numberof Colorado residents
andiravelers staying withriends and relatives, as opposed to higid
customers.

i Coloradowasstartingto shift back toward a regional drive destinatias,
opposedo thenationalfly -in venue it had become as a result of
marketing.
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The Colorado case study answers the question that we as marketers would all like
the answer to, but would never have the desire or nerve tdtest happens if

you take a successful marketing program and cut it to zdtd®ok just two years
forColorad” s business to bottom out.

Itwas like owning a Ferrari, but not having the
money for gasoline.

Private Sector Funding ModelFalils

After thelossof funding, anewagencythe Colorado Travel & Tourism Authority
wasestablishedby the legislatur¢o attemptto marketthe state with private funds.
Theideawas for thandustryto beselfassessinggndto use themoneyfor tourism
promotion.The Colorado Travel & Tourism Authoritigadstaff butno marketing
dollars. They shared responsibility witie original agencythe Colorado Tourism
Board, whichhadresponsibilityfor welcome center operatioot hadno staff.

The twoagencies fought regularly over fundiagdareasof responsibility.

Despiterepresenting statewith oneof thestrongesprivatetourismsectorsn
theU.S.,thenewColorado Travel & Tourism Authoritywasunableto raise
sustainable fundingr to coordinatdts private sector partners under a
marketing umbrelldt waslike tryingto herd cats. Industry contributiotsthe
cause weraot mandatorysothepeoplewho paid their share were rightly
resentfulof thosewho passed the bucklot surprisingly freeridership
prevailedoveraltruismanddedicatiorto thecommongood.

It wasbecoming increasingly clear thhe private sector funding modelasa

failure. EachplayenCol or ado’ s wi des padiésawin t our i sm
marketingiobto do,w h e t h eskiresort likesAsp&n, Vail, Breckenridga,

Steamboat Springs; a ciiiké Denveror Colorado Springsanattraction, airline,

hotel, rentatarfirm, etc. Eactwasnaturally motivatedo get its ownmessage out.

But touristscanstayat a Sheratoror renta carfrom Hertz virtually anywhereFor
them,thehookis Colorado

In 1997, | was invited by the University of Denver to present our research
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quantifying the state’s tourism decl.
leaders. The facilitator, Robeviill, afaculty membeirin the business school,
concludedhesessiorby askingtheassembled audient@shout outpnthe

count of threethenameof the Colorado organization thegpresented.

All at once, each person in the audience called out the name of their respective
city, resort, hotel, serviaar attractiom: i D e nd/ ¥ail 3 Marriott

Colorado Spring®d Boulderd Avisd Grand Junctiond Garden of the

G o d s and a myriad of other names.

The resulting cacophony was incomprehensible.
“ L o u dsaid Prdfessor Mill: | can’t hemaoi set’hi ng ex
The audience tried again, louder this time, but the result was even less intelligible.

“ N oomthecountof three, tellmewhat stateyoul i v ehegoadprdfessor
intoned.” OnTew o , Three:”

Their answer came through as clear as ae&lllOL RN ¥ NOw you S ee
why we need to shesamk with one voice,"’”

]t was a great il lustration of Benj ami
t he Decl arati on oWenustdlldhgngtogeteenare i n 177
assuredly we shallallhangsepr at el y. 0O

Thep r o f ensessagmvasdlear:t’ thepeopleof Coloradowhoown
ColoradonotVail, Sheratonor Hertz. Withoutthe glue of public fundsfor
tourism promotiontheindustry wouldnot be ableto coordinateanddeliver a
clear messag® thetravelingpublic.

Rising from the Ashes

Gradually,momentunfor areturnto statefundingbegarto build. We were
askedo makea presentatioo SenatoElsieLacey,headof thejoint budget
committeejllustratingthelossof revenudo thestatesincethetourismtaxwas
defeatedn 1993.Shewassympathetibecauséerconstituentgncludedmany
small businessaesho were suffering fronthelossof visitors.

Thenin 1998, Longwoods Internationalascommissionedby the Colorado
Tourism Boardandthe Colorado Travel & Tourism Authoritg prepare a
White Paper reviewinthesituationandrecommeding a solution lasedon
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three different funding scenaricghe White Papewasapprovedoy the
industryin 1999anddistributedto legislatorsand themedia.lt waswell
receivedandasa resultthe twofeuding state tourism agencies voted
disband.

They were replacedn July 1, 2000,by the newColorado Tourism Office,
which received5 million in funding fromthe state. After aevenyearhiatus,
Coloradowasbackin thetourism business again, but with that limited amount
of funding,it wasanuphill battle. Despitéhefact that Coloradas along-haul
destinatiorand hado work hardetto attract visitorsits marketing budgetvas

still less than half the averagéother states.

In 2003, Governor Bill Owens championed a-tinge $9 million capital
infusionfor tourism promotionbut thetourism industry continuetb fight for
sustained dollars.

Working hardio makethe mostof its meager resourcethe Colorado Tourism
Office launcheda newcampaign promotinthe state.The priority wasto
demonstratéo thelegislaturehatthelimited investmenbf publicfunds
generate@positivereturnont a x p ay e r s intourisnvpmmdtione n t

Longwoodswashiredto evaluateaheimpactof three yearsf advertising usingur
highly conservative methodolodgr measuring ROITheresults indicate that the
campaign generated major impactthatargetmarkets:

1 72.1million Americanadults were awaref the 2004campaign.

1 Top-of-mind awarenessf Coloradoasa “ dr eam wassti nat i
significantly liftedby the campaign in all three years.

1 Theimageof Coloradowasenhancedby thecampaigrin each yeaaswell.

1 People awaref thecampaigrwere about twicaslikely to beplanninga
trip to Coloradoversus those unaware.

1 FromOctober2003to Decembel004,the campaign resulteith an
incrementab.3milliont r i p s, representing 17% o
tourism visitation.

1 In 2004, this generated $1.4 billiohadditional spendingnd$89.5
million in stateandocal taxes.

1 Thecampaign appeardd bebuilding equity ovetime.
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The Bottom Line:

2002 2003 2004
Advertising Expenditures $2,546,000 $5,182,000  $4,947,000
Visitor Spending per Ad Dollar $205 $203 $292
Tax Dollars Returned per $12.74 $12.63 $18.10

Ad Dollar Invested

Theresearch also revealed a major untapped opporfonithiestate: Despite
now ranking5th among statessadreamdestination(afterHawaii,Florida,
AlaskaandCalifornia),Coloradaankedonly 23rd in actualvisitation. At the
samdime, Coloradaranked35thin funding for tourism promotion.

Therewasaclearopportunityto closethegapbetweem®A me r i desirdc ’
visit Coloradoandtheiractual behaviowith aproperlyfundedpromotional
campaign.

TheDenverPostsummedt upnicely:*i T h e  of the stotyis thatin the
moderntourism economyi, tndtenoughto have spectacular sceneryou

also haveto advertiseyour product.While Coloradowashidingour st at e 0 s
virtuesundera bushel,otherstatesverepromotingvigorouslyandstealingour

busines® Politiciansarealwayspledgingto run stategovernmentike a

businessBut in businessyou often needto invest moneyo make money.

With a returnof more than$15in tax revenuefor every buckwvespendon

promotion,i thi@ylstime Coloradogotbackinto thetourismb usi ness . 0O

After a dry spelll |l asting more than :
able to put forwara credible cast the GovernorandState Legislaturto

support tourism with sustainable dolldrsJune 2006, House Bill 12@das signed

into law, which almost quadruplddetourism marketing budgéd $19million.

No longerthepoor cousirto its state peers, Colorado moved from 3&ttourism

spendingo about 7thfi | avery caseyewill make more money thawe spend

f or t hes eGovemor@wenstoldtle press.

Theextradollarsallowedthestateto getits messageutto morekey markets,
suchasBoston MinneapolisNew York, PhoenixSanDiego,SanFrancisco,
andWashingtorDC. Themediabuy included television, radio, magazine,
newspaper, direct marketingndsearch engine marketing. Additional flights of
advertising wereunin fall andwinter.

Longwoodsconductedanlinesurveygo measuréheimpactof thein L e fladks
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Co |l o r acdmpaignwith datacollectionin October2007andMay 2008.The
resultscamebackasvery positive:

1 The campaign lifted the image of Colorado overall and generated a
positive halo effect on specific attributes that motivate people to visit the
state.

1 Future intentions to visit Colorado were significantly higher as a function
of campaign exposure.

The Bottom Line:

Advertising Expenditures $10,742,000
Total Visitors Generated 5,973,000
Total Spending Generated $2,078 Million
Tax Dollars Generated $139.3 Million
Visitor Spending per Ad Dollar $193

TaxDollars Returned per Ad Dollar Invested $12.96

-

WHAT HAPPENS WHEN YOU CUT A .

BESTINATIUN S MARKETING BUDGET?

WATCH CATHY RITTER PRESENT

"THE STORY OF COLORADO TOURISM-A CAUTIONARY TALE"

We continuedo track visitorsto Colorado througlour quarterly Longwoods
Travel USA®syndicated researg@nogram With asignificantmarketing
programin place,Coloradatourismhasundergone@majorrecovery

By 2007, traveto Colorado reboundei 28 million visitors spending $9.8
billion enjoying their trips to the state.
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https://www.youtube.com/watch?v=H0Crvl35E_g&feature=youtu.be

As the Director of the Coloradiourism Office, Cathy Ritter, stated in her
video summary of the Colorado case, it took over 20 yearthdatatdinally
regained its market share of U.S. visitation in 2015.

In 2018, domestic visitation reached artiatle high of 85.2 million who st a
record $22.3 billion on Colorado trips.

Conclusion

The Coloradocasestudyoffersusauniqueglimpseinto a 30-yearprogramof
researchhhatdocumentshe stunning impacifthes t at e’ s vi rtual |
andunprecedented eliminatiaf its tourism marketing budgdh whatmay

well betheclassiademonstratiowf thefinancialvalueof marketingthecase

clearly documentthelost opportunity when fundingascut:

1 Over$2billion in lost sales annuallyy cutting$12million in
promotionadollars.

1 Over30%declinein market share.
It showsuswhat was gained once state funding for marketing was reinstated:

1 A huge rebound in Colorado visitation, tourism expenditures, and market
share.

A key |l esson | earned is that, after th
create a privatsector funding model was an abject failtree tourism industry is
dominated by small businesseih limited financial resourceghe major players

had their own interests at heart, and none representétbtbeadq the key brand

of interest to consumers.

Within tourism,the Colorado stonhasbecome a legend, with mao¥the
state’ s ¢ o mp etmbérdntharlegisiatbriase\gdencdoravaye
theirprogramsshouldbefunded notcut.In these challengingconomidimes,
whenmarketingoudgetsaareaneasytargetin theprivatesectorandpublic sector
alike,thelesson from this case quitesimple:

THINK TWICE BEFORE SLASHING YOUR MARKETING BUDGET.
D O N 8 THE NEXT COLORADO!
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