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Strong economic impact
CO HAS POSTED A 41% INCREASE IN VISITATION, MORE THAN TWICE THE 20% 
GROWTH RATE OF US TRAVEL SINCE 2009

• Triggered $20.9 billion in direct spending in 2017; up 
6.5%, more than twice the national average.

• A record 84.7 million visitors; 37.9 million overnight 
visitors

• Generated $1.28 billion in state and local taxes, up 
5.7%

• While other major destinations lost ground, held share of 
marketable leisure travelers from at record 3.1%, moving 
from 13th place in 2015 to 8th in 2017 



Major source of CO jobs

• Directly supported more than 171,000 jobs, 
with a $6.3 billion payroll

• Accommodation and food services 2nd only to 
health care/social services; neck and neck with 
retail (NAICS)

EARNINGS IMPACT OFTEN UNDERESTIMATED



Why the LEAVE 
NO TRACE 
partnership 
matters to CTO

ROOTED IN COLORADO’S OUTDOOR EQUITY



• The June 2015 
Brand+Lever
study identified 
eight dimensions 
of ‘aliveness’

• Many relate 
directly to the 
outdoors



The outdoors is our stage …



Summer trip 
activities
• Top-ranking activity is 

scenic drives, which  
rank highly with all ages 
but especially among 
visitors age 45+

• Outdoor-focused 
activities rank highly

OUTDOOR RECREATION IS OUR 
CALLING CARD



Winter trip activities

• Skiing and 
snowboarding 
remain the top 
activity for winter 
visitors by far 

• Winter park 
visitation, scenic 
drives on rise.

WINTER VISITATION ESPECIALLY OUTDOOR-FOCUSED

Winter Visitor Participation 2015 2016 2017

Snow skiing or snowboarding 64% 58% 62%
Dining at locally owned restaurants 46% 51% 54%
Shopping 44% 57% 51%
Scenic drive 36% 40% 42%
Visiting a state or national park 27% 28% 31%
Snowmobiling 27% 32% 23%
Visiting a noteworthy bar or nightclub 18% 20% 21%
Hiking or backpacking 20% 20% 20%
Visiting historical sites 20% 19% 20%
Sledding or snow tubing 25% 29% 20%
Wildlife watching 14% 15% 19%
Ice skating 15% 27% 17%
Sightseeing tour 25% 21% 16%
Cross‐country skiing/Snowshoeing 17% 17% 15%
Visiting a marijuana store or dispensary 7% 12% 14%
Visiting museums 14% 16% 13%
Mountain climbing 8% 13% 12%
Farm to table dinner 4% 5% 11%
Sleigh rides 14% 15% 11%
Attending a festival or fair 10% 11% 10%



THE COLORADO TOURISM ROADMAP: A strategic plan not just for the Colorado 
Tourism Office, but for the Colorado tourism industry.
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Protecting the 
integrity of 
Colorado 
resources

CORE TO THE ROADMAP STRATEGY



THE COLORADO FIELD GUIDE: An online collection of more than 90 multi‐
day itineraries guiding travelers to less‐visited and off‐peak destinations.



Signed MOU with Leave No Trace 
October 16, 2017.

One year task agreement included:
• Development of shared messaging 

based on the iconic Leave No Trace 
Seven Principles 

• Collaboration on development of 
best practices with at least three 
industry sectors

• Shared research priorities

A first of its kind partnership
PROMOTION OF RESPONSIBLE TOURISM PRACTICES

OTHER INITIATIVES: ‘Bike friendly’ welcome centers, development of EV charging stations 
network, ‘voluntourism’ initiative and more.



Already, three destinations are 
reprinting at their own expense.

A low‐key, engaging way of 
serving up valuable information 
on traveling like local.



The Colorado Dude & Guest Ranch LNT Edition 

Looking at how state partners are 
integrating Leave No Trace into 
their operations. 



Embedding messages in the Field Guide …



… And other channels at every opportunity





Sustainable Tourism 
Workshop, Tools 

OURAY FIRST TO SIGN UP



A Shout‐Out for CTO in Travel Weekly
RECOGNITION FOR LEAVE NO TRACE AND COLORADO PARTNERS AS WELL

‘The biggest takeaway is that the 
(Colorado) tourism office didn't 
wait for rebellious residents to 

shout what they didn't want; they 
reached out and discovered what 

they did want.’

…



First Zero-Wast
Governor’s 
Tourism 
Conference in 
the U.S.



• Use bins: Be an active partner in helping us 
recycle and compost.

• Reduce Your Single‐Use: Every conference 
attendee will receive a Silipint Cup for water 
and coffee (even adult beverages!) 

• Finish Your Food: Walking Mountains Science 
is leading the charge for extra food to be 
composted or donated to a local food bank.

• Being Paper‐Wise: Conference printed 
materials will be on PrintReleaf paper.

• Stuff Your Own Bag: Attendees can choose 
the items they wish for their registration bag. 
Unused materials either will  be returned to 
sponsors or recycled.

• Reduce your footprint: Carpool or find other 
low‐impact ways of getting to Gov Con.

Steps to a Zero‐Waste Gov Con
A FIRST FOR THE COLORADO TOURISM OFFICE



• Discussions have included: CHLA, CROA, CDGRA

• Level 1: ‘Supporting Company’ signs the CTO and Leave No Trace 
Partnership Agreement; embraces identified best practices; incorporates 
CTO/Leave No Trace messaging in guest education, including reservation 
link; shares video

• Level 2: ‘Leave No Trace Colorado Tourism Partner’ additionally designates 
frontline employees to complete Leave No Trace online awareness course; 
supports at least one concierge or other key employee to participate in 
annual Leave No Trace training

Partnership Agreement

Built around: ‘development of an 
education strategy aimed at 
encouraging guests to be good 
stewards of the places they visit 
in Colorado’



LEVEL 2 PARTNERS QUALIFY FOR OFFICIAL ENDORSEMENT:
• Recognition on our websites as official Leave No Trace Colorado Tourism 

Partner
• Recognition in references in CTO channels as appropriate
• Use of official CTO and Leave No Trace Seal of Outdoor Stewardship with 

endorsement language
• Permission to use the Leave No Trace Care for Colorado Seven Principles in 

the company’s messaging
• Permission to customize the CTO’s ‘Are You Colo-Ready?’ brochure to 

communicate with targeted audiences

Partnership Agreement

Built around: ‘development of an 
education strategy aimed at 
encouraging guests to be good 
stewards of the places they visit 
in Colorado’



ANNUAL FEE STRUCTURE

• 1-50 employees $250

• 50-100 employees $500

• 100+ employees $800

Partnership Agreement

Built around: ‘development of an 
education strategy aimed at 
encouraging guests to be good 
stewards of the places they visit 
in Colorado’

100 percent of fees go toward development and delivery of Leave No Trace 
educational programming, training and messaging.



Measuring 
the impact

ON RESIDENTS & VISITORS



COLORADO RESIDENT 
SENTIMENT TOWARDS 

TOURISM
RESEARCH REPORT – WEIGHTED BY AGE
JULY 2018



F INDING ONE:
Vir tua l ly  a l l   res idents  be l ieve  

that   tour i sm  i s  at   least  
somewhat   important   to  

Co lorado.  
More   than  ha l f   ind icate   that  

tour i sm  impacts   them 
pos i t i ve ly,  and  on ly  one   in   ten  

ind icate   i t  has  a  negat ive  
impact .



F I N D I N G  O N E

Tourism in Colorado… Total Respondents

Creates traffic 85%

Generates tax revenues for state and local 
governments 78%

Creates amenities and attractions for 
Coloradans to enjoy 75%

Creates jobs 74%

Supports business creation 74%

Supports small businesses 73%

Creates impacts on our natural resources 71%

Causes prices to rise 55%

Brings too many people to the state 53%

Reduces taxes for residents 28%

Please indicate your level of agreement with the following statements.

There appears to be an opportunity to increase the percentage of Coloradans who feel 
positively about tourism by educating them on the fact that tourism reduces taxes for 
residents.



F INDING THREE:
Res idents  be l ieve   i t   i s  

important   to  att ract  v i s i tors   to  
the  state  dur ing   seasons  wi th  
low v i s i tat ion  and   to  areas  

wi th   low v i s i tat ion .



V I S I T I N G  AT  
O F F - P E A K  T I M E S  A N D  

O F F  T H E  B E AT E N  PAT H

Importance of 
attracting visitors 
to parts of the 
state with low 

visitation

80%

Importance of 
attracting visitors 
to parts of the 
state with low 

visitation

80%

Importance of 
attracting visitors 
to the state during 
seasons with low 

visitation

84%

Importance of 
attracting visitors 
to the state during 
seasons with low 

visitation

84%



F INDING FOUR:
Res idents  would   fee l  more  
pos i t i ve ly  about  Co lorado  
tour i sm  i f   v i s i tors  were  

educated  about  how to   respect  
the  state ’s  natura l   resources .



F I N D I N G  F O U R

Please indicate your level of agreement with the following statement:

80%

75%

57%

When the Colorado Tourism office and others
educate visitors about how to respect our

resources.

When the Colorado Tourism office and others
encourage Colorado residents to explore their

own state

When Colorado hosts major prestigious
sports events

Causes Residents to Feel More Positively About Tourism



F I N D I N G  F O U R

Advertise other 
tourist spots besides 
the bigger traditional 

tourist attractions. 
Highlight the natural 

benefits of visiting the 
state such as clean 

air/fresh water.

Seeing more 
of the direct 
and indirect 
economic 

impact on the 
people that live 

in the state.

The most mentioned 
ways to make residents 

feel more positively about 
Colorado tourism are 
respect for the natural 

resources from visitors, 
promotion of reasonable 
use of parks and trails, 
resident-only discounts, 
advertisements for less 
popular attractions and 

seeing more of the 
economic impact of 

tourism.

Bringing 
about 

business to 
smaller 

local 
businesses

I would like the 
taxes from 
legalized 
marijuana 
used to 

improve our 
roads.

If it promoted 
reasonable use 

of parks and trails 
and not to attract 
as many people 

as possible.

Give natives a 
price break. Not 
all on one day 
either as that 

creates so many 
going that one 
can not enjoy.

If people learned 
to respect the 

environment and 
history, rather 

than coming here 
for legalized 
marijuana.

“

“
“

“

“

What would make you feel more positively about tourism in Colorado?



2018 Winter Advertising Effectiveness Study

Importance of sustainability in visiting a destination

AN AGE DIVIDE: While only 20% of Boomers and Silents say a 
destination’s sustainability practices is important to them, 46% of 
Millennials and 36% of Gen‐X’ers do. 



• ‘Are You Colo-Ready?’ brochure printing $3,655
• Welcome Center logo’d polos $11,316
• IPW FAM leader logo’d vests $5,185
• Welcome Center restroom posters/frames $876
• Resident Sentiment study $9,950
• Care for Colorado Video $40,481
• TOTAL: $71,463

All other messaging and promotion was incorporated into existing tactics; 
video/brochure labor hours incorporated into existing Miles contract work.  

Costs to date



What’s ahead
SPREADING THE WORD



Global Sustainable Tourism Council-certified
THREE CTO TEAM MEMBERS COMPLETED, TWO IN TRAINING



A maturing partnership
BUILDING THE ARMY

• Developing Year 2 task agreement
• Focus on sharing of video; partners already 

posting
• Incorporate into Western Hospitality 

training; welcome center realignment
• Enlist other Colorado tourism industry 

sectors; develop recognition for LNT/ CTO 
Partners

• Share with other states, especially 15 in 
Western States Tourism Policy Council



• Sustainability now identified 
as a top U.S. Travel Association 
priority

• Responsible tourism is 
foundation of stronger tourism 
partnership with public lands 
agencies, outdoor recreation 
industry

• Share framework with other 
states, especially 15 in 
Western States Tourism Policy 
Council

Responsible tourism gaining importance
BEYOND OUR FOUR CONCERNS



THANK YOU


