
AGENDA 
OURAY CITY COUNCIL 

320 6th Avenue – Ouray Community Center – Massard Room 

December 9, 2019 
Work Session 4pm 

 Electronic copies of the Council Packet are available on the City website at www.cityofouray.com. A hard copy of the Packet is also available at the Administrative Office for 
interested citizens.

 Action may be taken on any agenda item

 Notice is hereby given that a majority or quorum of the Planning Commission, Community Development Committee, Beautification Committee, and/or Parks and Recreation 
Committee may be present at the above noticed City Council meeting to discuss any or all of the matters on the agenda below for Council consideration

Work Session – 4pm 

Destination Marketing Management and Development/Visitor Center RFP bid review and discussion 
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TO: Interested Firms or Applicants  

FROM: City of Ouray, Colorado 

RE: Request for Proposal (RFP); 
Destination marketing management and development and/or Visitor Center Operation Services 

The City of Ouray (City) is requesting proposals from qualified firms to provide both destination marketing 
management and development services and visitor center operation services or one of the above as outlined in this 
RFP. Proposals shall be submitted in a single PDF file under 20MB and should be e-mailed to Melissa Drake, Director 
of Finance at drakem@cityofouray.com. Proposals must be received no later than 3:00 p.m. (MST), October 18, 
2019. 

A meeting and walkthrough of the Ouray Visitor’s Center is scheduled for September 24, 2019 at 10:00 a.m. at 
1230 Main Street, Ouray, CO, 81427 for any interested applicants. 

The City encourages all Disadvantaged Business Enterprises (DBEs) to submit proposals in response to all requests for 
proposals. No individual or business will be discriminated against on the grounds of race, color, sex, or national origin. 
It is the City’s policy to create a level playing field on which DBEs can compete fairly and to ensure nondiscrimination 
in the award and administration of all contracts. 

Questions concerning the scope of the bid should be directed to Justin Perry, City Administrator at (970) 325-7060 or 
administrator@cityofouray.com. Questions regarding bid submittal or process should be directed to Melissa Drake, 
Finance Director at (970) 325-7066 or drakem@cityofouray.com. 

The City of Ouray is subject to public information laws, which permit access to most records and documents. 
Proprietary information in your response must be clearly identified and will be protected to the extent legally 
permissible. Proposals may not be marked ‘Proprietary’ in their entirety. All provisions of any contract resulting from 
this request for proposal will be public information. 

Sincerely, 

Justin Perry 
City of Ouray Administrator Enclosures 

320 6th Avenue 
PO Box 468 
Ouray, Colorado 81427 

970.325.7211 
Fax 970.325.7212 

www.cityofouray.com 

The Outdoor Recreation Capital of Colorado 
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REQUEST FOR PROPOSAL (RFP) 
DESTINATION MARKETING MANAGEMENT AND DEVELOPMENT AND/OR VISITOR CENTER OPERATION SERVICES 

I. INTRODUCTION

The City Ouray (City) is requesting proposals from qualified firms to provide destination marketing management and 
development and visitor center operation services as outlined in this RFP. 

II. LOCATION AND TOURISM ACTIVITIES

Located near the four corners of Southwest Colorado, the City of Ouray is situated on U.S. Highway 550 along the San 
Juan Skyway Scenic and Historic Byway, one of America’s most beautiful drives. The incredibly scenic Million Dollar 
Highway connects Ouray to Silverton and Durango to the south. 

Colorado’s San Juan Mountains and the City of Ouray offer some of the most panoramic views in the United States, 
which is why it has held the nickname “Switzerland of America” since the late 1800s. Natural wonders like waterfalls, 
sulfur-free hot springs, mountain peaks and wildlife abound in the area, as do historic ghost towns, museums, 
beautifully preserved Victorian-era architecture and year-round cultural events. 

Sitting in a beautiful box canyon, Ouray is home to countless natural wonders including the spectacular Box Cañon 
Falls, Cascade Falls, Bear Creek Falls, the imposing Amphitheater, Red Mountains 1, 2 and 3, Mount Sneffels (our 
resident 14,000-foot peak) and more. 

Ouray is home to both rigorous and relaxing adventures in the San Juan Mountains. There are many shops, 
restaurants, and breweries as well as a museum, tours of once flourishing mines, and a trip down Main Street for a 
look at the many historic buildings. Activities include soaking in the hot springs, ice climbing, rock climbing, 
canyoneering, hiking, biking, cross country skiing, jeep riding, any many other recreational activities. 

III. TOURISM TAX DOLLARS

In 2018, the City voters approved a tax change policy concerning the collection of Lodging Occupancy Tax “LOT”, 
changing from a flat LOT per unit to a 3.5% LOT per unit. Of that, 86.875% is designated to the Tourism Fund which 
exists solely for the purposes of destination marketing management and development to attract visitors to and 
enhance the visitor experience within the City of Ouray. 

The Tourism budget for 2019 is $311,361 for marketing and $153,332 for Visitor’s Center operations. This budget is 
based on projected LOT.  The City intends to disburse 2020 payments on the successful contract(s) as they become 
available with monthly LOT revenue.   

In 2017 visitors spent: 

 $27.2 million spent by visitors in Ouray in 2016

 $11.6 million in lodging (+9% over 2016)

 $8.5 million in retail/gifts (+9% over 2016)
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 $6.9 million in restaurants & bars (+6% over 2016) 

 104,687 overnight stays (+2% over 2016) 

 70% who didn’t stay overnight still shopped in town 

 63,257 visitors to Box Canon Falls Park (+8% over 2016) 

 
Along with Box Canon Falls Park, the Ouray Hot Spring Pool is a top attraction for visitors. The pool has been in 
operation since 1927 and is open year-round. In 2016/17, the City invested more than $10 million dollars in capital 
improvements to the pool. The pool is surrounded by 13,000-foot snow-capped peaks, has five separate 
geothermally heated pools, including an adult only soaking section, two fast water slides, an obstacle 
course and climbing wall in the activity pool, 8 lap lanes for a workout pool, and two soaking geothermal 
family pools. 

 

IV. SCOPE OF SERVICES – Destination Marketing Management and Development Services 

 
The selected Service Provider will deliver Destination Marketing Management and Development services as follows: 

 

A. Act as the tourism expert for the City by: 
 

1. Developing and maintaining a balanced marketing program. 

2. Producing an annual marketing plan and budget as well as a three to five year master plan for 
marketing and other activities. 

3. Setting measurable benchmarks in all marketing related activities and producing quarterly and 
annual reports addressing the progress relative to these benchmarks. 

4. Developing and executing marketing campaigns, including public relations and advertising, to 
create awareness of the City of Ouray as a visitor’s destination for both domestic and 
international tourism. 

5. Marketing the City of Ouray as an outdoor adventure and cultural tourism destination to 
other Colorado, regional and national communities. 

6. Undertake market research biennially, or more frequently, to improve marketing 
programs. 

 

B. Promote the City of Ouray and its events/attractions and amenities in partnership with the City. 
 

C. Provide customer service for all segments of the tourism market for the City of Ouray 
 

D. Provide marketing and assistance, including promoting the City venues and activities for attendees such as 
museums, galleries, gardens, theaters, sporting activities, outdoor recreation or amusements. 

  

E. Act as a liaison and assist in the coordination of local and regional events, which are held in the City of 
Ouray. This may include: 

 

1. Workshops. 

2. Open houses. 

3. Community outreach. 

4. Availability to provide assistance upon a reasonable request. 
 

F. Provide a variety of effective marketing services such as: 
 

1. Develop and publish at least one promotional brochure or publication that effectively markets 
the City of Ouray as a destination to general visitors. 

2. Maintain an interactive web site targeted to visitors. 

4



3. Implement social media campaigns or utilize other current “best practice” technologies. 

4. Provide toll-free telephone numbers for visitors. 

5. Develop cooperative and proactive marketing programs with industry partners, such as hotels, 
motels, bed and breakfasts, cultural and outdoor recreation providers and other communities as 
deemed appropriate. 
 

G. Coordinate with other organizations and the City to maintain an all-inclusive calendar of community and 
cultural events and tourism information on the web site and make efforts to proactively solicit content 
and ensure the calendar is current and accurate. 
 

H. Initiate and support programs that increase visitor spending with City of Ouray’s area businesses. 
 

I. Maintain properly segregated accounting files for the Destination Marketing Management and 
Development services reflecting City funds. 

 

J. Submit in a timely fashion all regular reports required by the City. 
 

V. SCOPE OF SERVICES – Visitor Center Operations Services  
 

The Selected Service Provider will deliver Visitor Center Operations Services as follows: 
 

   A.  Oversee the operation of the Ouray Visitor’s Center and agree to:    
 

1. Recruit, select and employ a manager and any staff necessary to operate the Visitor’s Center. 
2. Recruit, select, and supervise the efforts of volunteers necessary to operate the Visitor’s Center. 
3. Provide all utilities and insurance. 
4. Submit in a timely fashion all regular reports required by the City. 
5. Recognizing the City’s intent with the Visitor’s Center program is to promote the entire City fairly, 

without bias to any portion of the community, organization, association or business, interact with 
travelers in such a way as to provide information on events, attractions, activities and accommodations 
throughout the City. This is not intended to prohibit the Service Provider from providing information 
on local and regional events, attractions, activities and accommodations. 

6. Facilitating interaction between visitors and the residents and businesses of the City of Ouray. 
7. Provide timely visitor inquiry responses. 
8. Maintain adequate amounts of brochures and pamphlets to be displayed and accessible to visitors. 

 
    B.   Operate the Visitor’s Center from: 
 

January 1 - May 24, 2020: Mon-Sun: 10 am - 4 pm 
May 25 - September 7, 2020: Mon-Sat: 9 am - 6 pm, Sun: 9 am - 4 pm 
September 8 - October 12, 2020: Mon-Sat: 9 am - 5 pm; Sun: 10 am - 4 pm 
October 13 - December 31, 2020: Mon-Sun: 10 am - 4 pm 

 
C. Maintain properly segregated accounting files for the Visitor’s Center reflecting City funds and other 

funds associated with the Visitor’s Center. 
 

VI. SUBMITTAL REQUIREMENTS 
 
The following information must be included in the proposal for Destination Marketing Management and 
Development Services and/or Visitor Center Operations Services and will be evaluated according to the criteria in 
this RFP. Required proposal documents must be arranged in the order listed below. Proposals shall be limited to 
twenty (20) pages. The City reserves the right to reject any proposal exceeding these limits or omitting any 
submittal requirement. 
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Scope of Proposal 

1. Firm’s name and address, as well as the name and contact information of the primary contact for this 
project, including contact’s email. 

2. Submit qualifications and approach to provide the Scope of Services outlined in this RFP. 

3. Acknowledge consent to adhere to, without revision, the sample Professional Services Agreement, including 
exhibits for Insurance, Confidentiality, Lease Terms, and to the services outlined in this RFP. 

Assigned Personnel & Availability 

4. Provide a list of key personnel, their roles and availability to administer these services. 

5. List additional qualified personnel available to assist on projects if required. 
Cost and Work Hours 

6. Provide annual total cost to provide services defined in this RFP. Pricing must include all items annotated in 
the Scope of Services. 

Firm Capability 

7. Brief company profile to include years in business and performance indicators used to verify the Scope 
of Services is being met. 

8. Provide three (3) examples of similar work conducted within the last five (5) years that can serve as references. 
Each example must include a brief description of the services provided. Include the name and address of each 
referenced company, as well as the name, title, and phone number of the referenced contact person. 

 

VII. PROPOSAL GUIDELINES 
 

The City assumes no responsibility for liability for any cost firms may incur in responding to this RFP; including 
attending meetings, interview sessions and/or contract negotiations. This RFP may be amended and/or revoked at any 
time prior to final execution of an Agreement with the City. In evaluating the proposals, the City may seek information 
from a Proposer to clarify their proposal. In that event, Proposer must submit written and signed clarifications and 
such clarifications shall become part of the proposal. All proposals shall remain subject to initial acceptance ninety 
(90) days after the day of submittal. 

 

VIII. REVIEW AND ASSESSMENT 
 

Firms will be evaluated using on the following criteria. These criteria will be the basis for review and assessment of 
the written proposals and optional interview session. The rating scale shall be from 1 to 5, with 1 being a poor rating, 
3 being an average rating, and 5 being an outstanding rating. 

 
Weighting Factor Qualification Standard Table 
 

Weighting Factor Qualification Standard 

2.0 Scope of Proposal/Deliverables Does the proposal address all elements of the RFP? Does the 
proposal show an understanding of the project objectives, 
methodology to be used and deliverables required by the 
project? Are there any exceptions to the Scope of Services or 
Agreement? 

2.0 Assigned Personnel Do the persons who will be working on the project have the 
necessary skills and qualifications? Are sufficient people of the 
requisite skills and qualifications assigned to the project? 

1.0 Availability Can the work be completed in the necessary time? Can the 
target start and completion dates be met? Are other qualified 
personnel available to assist in meeting the project schedule if 
required? 
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2.0 Cost and Work Hours Does the proposal include detailed cost break-down for each 
cost element as applicable and are the costs competitive? Do 
the proposed cost and work hours compare favorably with the 
Project Manager's estimate? Are the work hours presented 
reasonable for the effort required by each project task or 
phase? 

2.0 Firm Capability Does the firm have the resources, capacity and support 
capabilities required to successfully meet service schedules? 
Has the firm successfully completed previous projects of this 
type and scope? 

 
 

IX. REFERENCE EVALUATION 
The City Administrator will check references using the following criteria. The evaluation rankings will be labeled 
Satisfactory/Unsatisfactory. 
 

QUALIFICATION STANDARD 

Overall Performance Would you hire this Professional again? Did they show the skills required by this 
project? 

Timetable Was the original Scope of Services completed within the specified time? Were interim 
deadlines met in a timely manner? 

Completeness Was the Professional responsive to client needs; did the Professional anticipate 
problems? Were problems solved quickly and effectively? 

Budget Was the original Scope of Services completed within the project budget? 

Job Knowledge Were problems corrected quickly and effectively? 
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DESTINATION 
MARKETING, 
MANAGEMENT & 
DEVELOPMENT
// A PROPOSAL FOR OURAY                          

AS PREPARED BY 

Mark et ing  |  Design

vistaworks.com • 719.395.5700 • hello@vistaworks.com
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THANK YOU
Thank you for the opportunity to present our written proposal for the City of Ouray.  
VistaWorks is a fully-staffed destination marketing agency that has been in business since 
1995. We have a core staff of six talented individuals (and several others part-time), each with 
their own specialty in marketing and design, and our entire team will be involved in this project! 
VistaWorks is the perfect company for you. We are not a “large” downtown Denver agency 
where you will get overcharged, under-delivered, and lost in the shuffle. And we are not a 
one-person show. As you’ll see throughout our proposal, not only are we talented and good at 
what we do, but we are passionate about it! We continually stay on top of new trends in design 
and digital marketing.

VistaWorks is based in a small town and does business with many small towns and rural 
communities in Colorado. I, Bryan Jordan, the owner of VistaWorks, was born in and have 
resided in Colorado my entire life. I personally understand the triumphs and struggles of 
small-town Colorado. I understand the pride of communities and regions in what they have to 
offer, and the hesitancy that many residents have about sharing their hometown beauty with 
“outsiders”. There is a fine balance that must be considered when marketing your destination 
to tourists and continuing to maintain that Authentic Colorado Experience.

Thank you for your time in reviewing this proposal and for considering having our entire team 
on your side, working tirelessly to promote the City of Ouray. A team that wants to listen to 
feedback from you and incorporate your ideas while still providing professional and expert 
guidance along the way.

Everyone has a story. Be Heard.

Best regards,

 
Bryan J Jordan
Chief Officer of Thought

VistaWorks
719.395.5700
Bryan@VistaWorks.com 
www.VistaWorks.com 
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WHO WE ARE
BRYAN JORDAN   Chief Officer of Thought
Bryan graduated from the University of Colorado at Boulder with a 
Bachelor’s of Science in Electrical and Computer Engineering, and a 
Bachelor’s of Arts in Music. Prior to purchasing VistaWorks in 2003, Bryan 
worked as a software engineer for companies such as Texas Instruments 
and 3Com, coordinating with Marketing and Sales Departments to  

create successful large-scale international products. Bryan is responsible for day-to-day 
operations and strategic development of VistaWorks, and will also be the principal point 
person and project coordinator. Yes, that is Bryan after having ridden his mountain bike to the 
top of Mt. Antero (14,275ft).

LINDSAY DIAMOND  Chief Storyteller
Lindsay Diamond has written professionally for fifteen years. From the 
museum industry to marketing services, she’s had the pleasure of  
researching topics that include everything from art and travel to health and 
history. Lindsay also specializes in pay-per-click advertising, is Google 

certified, and has managed Google AdWords accounts for the past decade. Lindsay has 
degrees in Creating Writing, Anthropology, and Museum Studies. In her free time, she enjoys 
writing fiction, hiking with her dog, and road biking. 

KELLI CRIBB  Brand Warrior
Kelli is from Texas, but we don’t hold that against her. She graduated 
from the University of Texas at Austin with degrees in Advertising and 

Visual Communication. Kelli specializes in graphic design of all kinds, with 
a focus in website design and business identity creation. She also runs our clients’ social 

media campaigns, and works directly with clients to come up with effective marketing plans 
that are specific to their needs and business goals. 
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CHRISTIAN KELLY   First Impressions Officer 
Christian is originally from St. Louis, Missouri and has enjoyed living 

the mountain lifestyle for the past 5 years. She brings a background 
in marketing, public relations and administration to VistaWorks. She 

graduated with a degree in Public Relations from Columbia College  
Chicago and a Masters in Marketing from Webster University. Christian is 

a Small Business Development Counselor assisting local businesses with marketing development 
and trainings. She enjoys hiking, soaking in the hot springs and exploring the wonders of Colorado 

with her family. 

ROB DANA    Programming Ninja
Rob believes the best developers are neither seen nor heard,  

and he lets his work speak for itself. 

SEAN JEFFERSON   Code Architect
Sean holds associates degrees in Web Development, Graphic Design and  
Electrical Engineering, from San Diego State Tech, Comp University in NYC 
and Pittsburgh’s Duquesne University respectively. He has been in the 
IT Industry for well over a decade, with an added several-year career in 
print design, advertising and marketing in New York and as a national 

product catalog coordinator at Dick’s Sporting Goods. Prior to joining the IT community he was 
stationed in eight different cities and traveled the world while with the inflight services division 
of United Airlines.

Sean is a former charter member and Director of Special Tactics and Technical Development for 
D.A.C., a client-focused security service consulting firm and patent-holder group founded by 
disabled combat veterans and law enforcement officers in 2009.
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WHAT WE DO

HOURS
WORKED

TODAY WE WORK WITH NUMEROUS  
DMOS, ATTRACTIONS,  &  
TOURISM BOARDS.

VistaWorks specializes in destination and attraction 
marketing and has been in business since 1995.  
That’s 24 years! Since inception our business model 
has been based upon personal relationships. 

YEARS OF EXPERIENCE
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DEVELOPING AND MAINTAINING A BALANCED MARKETING PROGRAM
Magic happens when your website captures its visitors, your social media campaign  
retargets them, your email campaign further informs them...all coming together in a seamless 
client experience. 

Our tourism marketing team works together to bring that magic. By keeping up with trends 
and how they best translate to your specific needs, we achieve sustainable goals year after 
year without the hype, the oversell, and the overpriced campaigns.

Our hand-picked tourism marketing tools provide opportunities for your visitors to learn,  
discover, and immerse themselves in your unique narrative and to engage in shareable moments.

Leverage our creativity and market research and keep a finger on the pulse of industry trends 
and insights in this ever-changing media landscape. In destination marketing, connecting with 
and engaging potential visitors goes way beyond advertising, it’s about creating experiences 
across multiple platforms while developing a cohesive narrative.

Our balanced marketing programs achieve success by:

Identifying your strengths, challenges, and voice to mark the path toward 360-degree marketing 
solutions unique to you and your destination..

Supporting economic, environmental, and social sustainability while honoring new strategies 
and digital trends. 

Connecting with and engaging potential visitors by creating experiences across multiple platforms 
with a cohesive narrative.
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ANNUAL MARKETING PLAN & BUDGET  
PLUS A 3 TO 5 YEAR MASTER PLAN FOR MARKETING & OTHER ACTIVITIES

While we’re technically an “agency,” we much prefer being called your partner. That’s because 
we invest in your future as much as you do. In other words, our team is your team.

As part of your team, we love to hear your ideas and come up with some pretty neat ones of 
our own. But this can only happen when we listen. And that’s what we do. We listen to your 
story, your needs, and your goals before using our marketing and design toolbox to craft a 
complete picture of your destination or attraction in your visitors’ minds.

That being said, our marketing plans are designed after deeply immersing ourselves in your 
destination, hearing from the community, and identifying your unique strengths. Moving forward, 
we treat your budget as if it were our own, carefully considering each dollar and maximizing 
its potential while keeping an eye on the bottom line. 

Our annual marketing plans and our three to five year master plans for marketing and other  
activities include a budget, the evaluation of all current assets such as CrowdRiff, Melt Water, etc. 

We are presenting a DRAFT 1st year budget of $240,000 for discussion purposes here.  
Once our agency has engaged with the City of Ouray, and our immersion trip is complete, we 
will work with the city to refine this budget if necessary to reflect the best possible use of money 
and highest ROI.

DRAFT 2020 $245,000 BUDGET (SEE PG 26 FOR BUDGET BREAKDOWN)

Agency: $84,000
See page 26 for a complete list of services 

Immersion Trip: $5,000
See page 26 for a complete list of services 

Website: $20,000

Inbound: $81,000
Social Media Management
SEO Monitoring
Email Marketing
PPC (Paid Search)
YouTube Content Management & Ads
CTO Opportunities

Outbound: $30,000
Traditional Advertising
CTO Opportunities

Media & Referrals: $20,000
Photography/Videography
Social Proof (comments, reviews, etc.)
Public Relations
Thought Leadership & Consulting
Influencer Campaigns
FAM Trips
Tools

Partnerships: $5,000
Industry Partners: cities, county, chamber, 
businesses, regions
Colorado Tourism Office
Sponsorships
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IMMERSION TRIP
In order to get a handle on the city, we’d need to visit. We’ll spend 3-4 days in Ouray on our 
first immersion trip, gathering information, assets, etc. We’ll meet with council members and 
staff of the city. We’ll take photos, video, and drone shots, to add to the asset list. We’ll see 
everything that Ouray has to offer visitors so we can market it from first-hand experience. 

On-site trips, meetings with local experts, business owners, and anyone else that wants to 
talk to us will keep us up to date and informed on all things Ouray.

EVERY ONE YOU 
MEET KNOWS  
SOMETHING 
YOU DON’T.

— BILL NYE
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MEASURABLE BENCHMARKS IN ALL MARKETING RELATED ACTIVITIES 
AND PRODUCING QUARTERLY AND ANNUAL REPORTS ADDRESSING THE 
PROGRESS RELATIVE TO THESE BENCHMARKS. 
Coming up with ideas is cool and all, but if they aren’t working, we’re all just wasting our time 
(read: money). To create the clearest picture of ROI, we look at a range of measurables: from 
lodging tax collection, sales tax collections, and requests for information to the growth of an 
email database, number of website visitors, number of articles published, and social media 
engagement. 

After years of comparing year after year data for several DMOs and compiling those statistics 
in annual reports, we know what meaningful results are, what works, what doesn’t, and what 
truly represent a good ROI. 

Because we spend your budget like it’s our own, we consider every purchase and are always 
negotiating with vendors, publications, contractors, and more.  

As mentioned above, Inquiries, lodging tax, and website data are just a few of the benchmarks 
we use to evaluate our marketing efforts. We will clearly outline our benchmarks, compare 
our results against those, and present you with quarterly and annual reports to see how we’re 
meeting these benchmarks.You’ll also receive a detailed monthly report on all things marketing: 
website traffic, SEO, Google Ads, social, PR, and even e-newsletters. 

GOOGLE ANALYTICS

When it comes to reporting and data collection, Google Analytics is the industry standard for 
a reason. Easily view visits, page views, landing pages, demographics, and more, all right from 
the dashboard in easy-to-follow reports. 

We’ll also set up Google Analytics Goals based on your business objectives and how those 
relate to your website to make sure the new site is accomplishing what you want it to. Downloads 
and sign ups are examples of some goals we could start right away with.

In addition to checking Analytics manually, we’ll set up monthly email reports to whomever 
you’d like.

Through Google Analytics the website will be able to capture data from users to determine 
which pages and categories are most popular. You will be able to run reports to determine 
what programs or resources are most in demand of and what services and supports are being 
searched for but not offered in the region.

Geographic tracking: Google Analytics will help you understand where your website visitors 
come from.

Most popular pages, categories, and searches: Understanding what pages, programs, and 
resources are most popular and which ones people are searching for and not finding will help 
you better understand and serve the community.

Most importantly, we’ll show you how to read Analytics reports and interpret them into usable 
information for you and your team.
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Sample report pages
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DEVELOPING AND EXECUTING MARKETING CAMPAIGNS, INCLUDING PUBLIC 
RELATIONS AND ADVERTISING, TO CREATE AWARENESS OF THE CITY OF 
OURAY AS A VISITOR’S DESTINATION FOR BOTH DOMESTIC AND  
INTERNATIONAL TOURISM. 
Once we’ve immersed ourselves in your destination, listened to your community, and developed 
a marketing plan, we go one step further by building and fostering relationships. This is the 
center of what we do, and it enables us to best tell your story, capture your voice, and mold 
assets into messages that resonate with your visitors across all platforms. 

INCREASE AWARENESS

By leveraging our relationship with influential journalists, we’ve arranged media trips that 
have resulted in articles being published in the Denver Post, The Travel Channel, Rock & Ice, 
the Washington Post, 5280, Out There Colorado, Vail Valley News, and more.

examples of articles we’ve collaborated on
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Engagement is one of 
those special buzzwords 
that’s being thrown 
around a lot lately, but 
we’re going to say it 
again: Engagement. 
Creating a conversation 
and getting potential 
visitors excited about 
Ouray county is our goal 
and will lead to more 
visitors.

MEDIA PLANNING  
AND BUYING 

Our comprehensive 
marketing plans detail 
advertising channels to 
be used, including cost, goals, and anticipated ROI for each media buy. To maximize ROI, we 
spend marketing dollars where they will reach the most people and have the greatest impact. 

We secure value added exposure through our personal relationships with journalists and 
social media influencers and weave our clients into networks of highly developed communities 
that share common interests and tourism assets, enabling them to enter hard-to-reach 
markets for greater financial gain. 

Colorado.com Brand Channel

In the last year, Colorado.com has  
referred nearly 10,000 users to  
RoyalGorgeRegion.com

SEO

Your website must be found before it can be seen. How does yours rank? 

We’ll keep watch over analytics and keyword rankings to make sure our efforts are effective.

There will always be ongoing, hidden changes that need to be made to your website in order 
to accommodate ever-changing algorithm updates rolled out by major search engines. 

These changes happen frequently, and we monitor every one of them.

CONTENT MARKETING

Content is about engaging, not interrupting. It’s strategic storytelling that leverages all 
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marketing channels with relevant and valuable information. In a world where consumers rely 
on search engines for immediate access to information, creating a rich source of online content 
can provide this and elevate your travel brand. 

Travelers, in particular, demand creative and in-depth content. Invest in blogs, video, photos, 
fresh website copy, and more to give your travelers a taste of adventure while also providing 
a thorough, reliable, and fluid user experience.

Our content strategy process includes content audits, tactical planning, editorial calendaring, 
distribution recommendations, and creative content development that crosses all  
marketing channels.

PAY-PER-CLICK MARKETING

Google Ads has one of the best ROIs of any online advertising system when used correctly. So 
of course we’re all over that. 

Appropriate audience segmentation and creative text and image ads are critical and allow 
ad content to be customized for each audience. While we create and massage text and image 
ads, we also track performance and make adjustments for improved results. 

Retargeting with Google Ads is one of our favorite ways to turn casual viewers into tourists as 
it keeps Ouray’s ads in front of previous ouraycolorado.
com visitors. By encouraging visitors to return to your 
website and connect with Ouray, we are helping to in-
crease conversions. 
SEO + Content Marketing + Retargeting = Maximum 
ROI. Mic drop,

PUBLIC RELATIONS

Let’s face it, the speed at which news travels today is 
fast, and having a team of professionals to manage your 
brand’s public image is more important than ever before.

At VistaWorks, we adapt our approach to manage your 
brand and reach your audience. From paid media to 
content creation, we continuously drive the right  

conversations, resulting in more visitors.

We remain on top of tourism trends and news,  
maintaining relationships with the travel press and understanding how to navigate and 
integrate  
traditional and social media PR methods.

We tap into the established audiences of well-known traditional and online media outlets, 
build relationships with editors, reporters, and bloggers, and leverage your destination’s 
unique story to generate buzz and inspire journalists to write about it.

As communication platforms evolve and the lines between marketing channels blur, we 
know who to contact and how to deliver the travel stories people crave and millions share.

INFLUENCER ENGAGEMENT

We have the connections and access you need to establish your destination in the right 
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DIGITAL  
ADS 

ROYAL 
GORGE  
REGION 

circles and markets. We know who’s ahead of the trend and how to tap into their influence.

In the travel industry, digital influencers are the new celebrities. With high-profile Facebook, 
YouTube, and Instagram accounts, their opinions matter.

Strengthen and amplify your brand using their audience. Our PR specialists know how to hook key 
influencers considered experts in their travel niche, be it wine, adventure, ecotourism, and more.

Introduce your brand to thousands of people who, in turn, can make it known to thousands 
more. Working with influencers allows you to create effective campaigns that increase 
your brand awareness. As more and more people interact with your message, the greater 
the chances they’ll come to visit.

TRADITIONAL + DIGITAL = A MATCH MADE IN MARKETING HEAVEN

We know that no matter how many cool things smart phones can do, there’s always going to be 
someone with their trusty flip phone (lookin’ at you, Mom). You just can’t bring people into the 
digital age if they don’t want to be. This means those retired vacation planners and the suburban 
mom who doesn’t know why travel agents aren’t a thing anymore. Print and broadcast media, 
when joined with digital marketing, can create leads and subscribers that keep coming back. 
Capturing a lead online to send them a physical visitor’s guide is an example of how to do just this. 

WE CAN MAKE THAT

One of the awesome things about our experience in blending these tactics is that our staff can 
design printed brochures just as easily and skillfully as web banners. One stop shop, as they say.
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ROYALGORGEREGION.COM

DITCH THE OFFICE 
EXPLORE THE ROYAL GORGE REGION

Millennials (aka more than a quarter of the population) 
are just as likely to use printed materials to plan a 
trip as Baby Boomers and Gen X’ers, making print 
very much not dead. 
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socia l  media

In 2010, the Royal Gorge Region had no social media presence at all. Since then we 
have gained over 60,000 followers on Facebook alone, and routinely reach hundreds 
of thousands of highly targeted people per month.
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Lodging tax revenue has increased every year since VistaWorks became the agency 
of record. In 2016, Fremont county broke previous records, and in 2017 that record 
has been broken again.
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In 2010, traffic to the Royal Gorge Region 
website was virtually non-existent. In 2018, 
we averaged over 14,000 unique visitors to 
the website per month or 170,000 website 
visitors per year, and over 1.6 million page 
views in roughly three years.

14,125
VISITORS PER MONTH

301,153
V I S I T O R S  P E R  Y E A R

2,068,232
PAGEVIEWS IN THREE YEARS

excerpts from our Royal Gorge Region case study

MARKETING THE CITY OF OURAY AS AN OUTDOOR ADVENTURE AND  
CULTURAL TOURISM DESTINATION TO OTHER COLORADO, REGIONAL 
AND NATIONAL COMMUNITIES.
We’d love to share this idea with you, not only to promote the city but also partner and  
promote local businesses.

OURAY: YOUR WAY

What: Create packages for visitors in partnership with the local 
businesses to create different trips for different interests. 

Examples:

Ice climbing + craft beer + camping

Hot springs + family hotel stay + guided hike

We could even make a quiz that visitors could take to offer  
the best for their situation (how many kids, do you have a car, etc.) and suggest itinteraries  
or packages. 

MARKET RESEARCH TO IMPROVE MARKETING PROGRAMS
The planning and comparative analysis never ends. We love data! There are so many ways 
to measure visitor engagement and gather feedback, including surveys, focus groups,  
interviews, social media, and more. 

YOUR WAY
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PROMOTE THE CITY OF OURAY AND ITS EVENTS/ATTRACTIONS AND 
AMENITIES IN PARTNERSHIP WITH THE CITY. 
We love our destination clients and become enveloped by the energy surrounding annual 
events and attractions. Through our close relationships with community members, we learn 
the unique story behind each event or the local secret for each attraction. We take these one-
of-a-kind stories and share them on multiple platforms to engage visitors and encourage 
them to try something different. Some of our storytelling strategies include but are not limited to:

• Sharing images and cool quotes on social media
• Inviting journalists to participate in and write about an event or attraction
• Listing events on Colorado.com's event calendar
• Maintaining a website’s calendar
• Promoting attractions and upcoming events on Colorado-based websites like Out There 

Colorado and Think Colorado
• Advertising events and attractions via Google Ads
• Adding content about annual events to a website
• Promoting upcoming events in monthly newsletters
• Connecting with nearby towns and encouraging them to promote a destination as a day 

trip option

PROVIDE CUSTOMER SERVICE FOR ALL SEGMENTS OF THE TOURISM 
MARKET FOR THE CITY OF OURAY 
As Ouray’s representative marketing agency, we will monitor and respond to  
info@ouraycolorado.com emails and reply to comments made on Ouray’s social media outlets.

In addition to that, we can also provide more rare (but important) needs of customer service, 
such as crisis management. In the event of a crisis (wildfire, flood, etc.) we’ll develop a crisis 
management plan, create documents to maintain consistent messaging throughout the 
community, and oversee media training. Most importantly, we’ll be a valued ally in helping a 
destination control and respond to a crisis in a calm and professional manner.

For Spanish Peaks Country, the Spring Fire presented them with the possibility of a “100 year 
flood” this past year. We created consistent messaging for them to share with business owners, 
promoted activites out of the flood area, created safety brochures for visitors, and met with 
officials regularly to stay on top of the situation. Because of these things, tourism did not take a 
hit, but in fact gained during the flood scare.

PROVIDE MARKETING AND ASSISTANCE, INCLUDING PROMOTING THE 
CITY VENUES AND ACTIVITIES FOR ATTENDEES
At the start of our services, we will evaluate the content on OurayColorado.com to ensure all 
venues and activities are well represented. It’s important each venue, activity, etc. has its own 
landing page filled with pertinent information. 

With these pages and/or directory listings in place, we can then market upcoming events and 
activities via Google Ads, social media, Colorado.com, and more.
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ACT AS A LIAISON AND ASSIST IN THE COORDINATION OF LOCAL AND  
REGIONAL EVENTS, WHICH ARE HELD IN THE CITY OF OURAY.
We will create and foster relationships with the visitor center staff, local community leaders, 
and business owners to successfully assist with the coordination of regional events. We 
feel local events, like workshops, would be better suited to be provided by the Visitor Center. 

our redesign of the Spanish Peaks Country visitor’s guide 

DEVELOP AND PUBLISH AT LEAST ONE  
PROMOTIONAL BROCHURE OR PUBLICATION 
Print items such as brochures, flyers, postcards, etc. will 
all be designed by us as part of our agency fee. We have 
relationships with mulitple printers, but can easily work 
with anyone should the city have a preference. We will be  
the main point of contact for all stages of publication to 
ensure all products are printed correctly. More intensive 
projects, such as booklets or visitor’s guides, can be done 
at an additional cost. 
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MAINTAIN AN INTERACTIVE WEBSITE 
Not only will we maintain, host, and update OurayColorado.com, but we’ll redesign it, too! 
Building your new site on Wordpress will allow you to stay the most up-to-date on the latest 
web trends and technologies.

We believe the move to a new design is necessary for a few reasons.  Primarily, the platform 
that is currently being used is not nearly as well supported as WordPress.  We experience 
show-stopper issues with this platform inherited from other clients routinely.  We also believe 
it is important to keep designs fresh, something that will set Ouray apart from competitors 
when potential visitors are planning their vacation.

WHY WORDPRESS

WordPress has been in the market since 2003, and has been considered the most popular CMS 
software ever since. The biggest advantage is that WordPress is very easy to use and has an 
intuitive interface. You can add new pages, manage blog posts, upload images, etc. regularly 
without facing any hassles. Updating menus and adding buttons is also very easy. WordPress is 
the most popular CMS in the world; it’s highly customizable, infinitely adaptable, and easy to use.

With WordPress, you can also manage your website from any computer or hand held device. 
Moreover, there is no need for HTML editing or FTP software, as WordPress is in practice a 
self-contained and self-maintaining system. With WordPress, the design you choose for your 
website is 100% customizable.

This easy to operate platform allows you to make the changes to the website yourself, and 
comes with thousands of themes that can be customized to represent your brand. That way, 
your team will be able to handle most, if not all, additions and updates to the website. And for 
the times you need a little help, we are there for you. 

Wordpress is also e-commerce capable, allowing you to add a store or set up donations 
quickly and easily.

Simplicity
Built-in comments
Flexibility
Search Engine Optimized
Easy to Publish

E-Commerce Capable
User Mgmt/Registration
Full Standards Compliance
Importers & Exporters
Plugin System

Custom Content Types
Theme System
UGC Compatible
Media Library

MAINTAINING AND UPDATING YOUR SITE

Search engines want to see new and updated content frequently. But guess what? So do  
real people! 

Let us handle the grunt work while you focus on the bigger picture. Our skilled writers are 
ready to learn everything that makes Ouray shine, and our developers have the ability to 
integrate cutting edge technologies into OurayColorado.com in order to keep it up to date. 

From simple tasks, like adding a blog post or embedding a video, to something more complex, 
like keeping all plugins and core software up to date…we can do it all!

We also want to ensure OurayColorado.com is 100% mobile friendly. We take great care 
knowing all new content and/or features we create for your website will look great and work 
perfectly on every device, operating system, and platform.
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OUR WORK
 
ROYALGORGEREGION.COM 

VISITCUSTERCOUNTY.COM

SPANISHPEAKSCOUNTRY.COM
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SOCIAL MEDIA CAMPAIGNS 
Since its development, social media has played a continuous role in how people interact 
with each other. Social media marketing makes your content visible, which in turn, substantially 
improves your online reputation and brand awareness.

With VistaWorks handling the content creation and distribution for your social media 
channels, you’ll have trained, skilled people getting the most out of your social media accounts 
and audience.

We will help you determine the best social media networks to reach, connect with, and 
engage your target audience. We will train your team on current best practices to increase 
efficiency and effectiveness, and together, we will elevate Ouray’s social media presence.

#OURAY

Encouraging visitors to share their experiences on social media is an effective way to 
boost engagement and reviews. For example, the proper use of hashtags on Instagram 
can create an online fan base and get travelers engaged, YouTube 
allows prospective travelers to see what they’d be missing out on 
if they didn’t visit, and Facebook’s targeting features ensure you’re 
reaching an audience interested in what Ouray has to offer. 

TOLL-FREE TELEPHONE NUMBERS 
We recommend a toll-free number be set up and answered by the 
visitor center. Having the number answered locally will provide the 
caller with the most up-to-date information.

800 numbers can also be used for call tracking. Call tracking is an easy way to track traditional 
media campaigns to determine the ROI. Tracking numbers can be used in outdoor advertising, 
television, radio ads, print media and direct mail.
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DEVELOP COOPERATIVE AND PROACTIVE MARKETING PROGRAMS WITH 
INDUSTRY PARTNERS 
When we connect destinations or attractions with common interests, press opportunities 
grow, grant funding increases, and exposure spreads.

Doing so enables us to enter into hard-to-reach markets for greater financial gain.  
Regardless of the types of connections we make, the result is always the same: increased  
exposure and visitorship.

Simply put: building networks creates success. We will use our industry connections to advance 
Ouray’s reach.

MAINTAIN AN ALL-INCLUSIVE CALENDAR OF COMMUNITY AND CULTURAL 
EVENTS AND TOURISM INFORMATION 
We will update the calendar with tourism-friendly events by:

• Emailing/inviting local businesses and organizations to submit their events via an online 
form accessed via OurayColorado.com

• Actively searching for events online to add to the calendar

the Royal Gorge Region calendar.
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INITIATE AND SUPPORT PROGRAMS THAT INCREASE VISITOR SPENDING 
WITH CITY OF OURAY’S AREA BUSINESSES. 
Ouray would be an ideal addition to the VistaWorks-developed Dark Sky Tour of Colorado. 

Very few people have experienced a dark sky, and few places can offer it. This tour encourages 
visitors to plan multi-day trips to Colorado to visit each dark sky destination to celebrate and 
experience a brilliant night sky. As part of the tour, we will highlight other day-time activities in 
Ouray to increase visitor spending with local businesses. 

Supported by the Colorado Tourism Office, this tour will have a strong web-presence, reach 
several corners of Colorado, and exhibit incredible opportunities for growth. 

A program like this is just one example of what we can create and market for Ouray. Through 
our connections and partnerships with communities across Colorado and our wonderful 
relationship with the Colorado Tourism Office, the sky isn’t the limit.

MAINTAIN PROPERLY SEGREGATED ACCOUNTING FILES FOR THE  
DESTINATION MARKETING MANAGEMENT AND DEVELOPMENT  
SERVICES REFLECTING CITY FUNDS. 
We can provide reports upon request of all invoices and receipts.

SUBMIT IN A TIMELY FASHION ALL REGULAR REPORTS REQUIRED BY  
THE CITY
We will routinely provide reports in regards to our marketing efforts and benchmarks to the city. 
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where legends roam

BRANDING 
We know Ouray has a logo and branding in place, but if in the future you’re looking for a 
refresh, we can help you out. 

Your logo is your first impression to the world. Having a distinct mark can prove your  
competence and professionalism all at once, or not at all. Let us create something unique  
and memorable that fully encapsulates your corporation. Your logo will:

• Include both horizontal and vertical options

• Include full color, all black, all white, and other versions for production in/on all media

• Include 3 rounds of reviews/revisions in the design process

• Include a Style Guide as a set of standards for future items

We’ll also create a tag line for you that entices visitors to come and see what Ouray is all about. 

Example: 

VistaWorks recently completed a logo refresh and tag line creation for the Huerfano County 
Tourism Board. Final deliverables included multiple versions of the logo suitable for  
all applications. 

The original logo they 
wanted refreshed. 

What we created:
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GRANT APPLICATIONS
Since 2014, VistaWorks has written over 20 grants, many from the Colorado Tourism Office. 
We have been successful in receiving every single one of these grants.

According to industry insiders this is a testament to our diligent use of the funds, the incredible 
results we’ve gotten with the funds, and our over-the-top year-end reporting. CTO staff 
used our Royal Gorge Region grant application as an example of successful application 
and use of funds at their annual conference in 2015. The CTO has also published our 2019 
Royal Gorge Region case study, showing ROI from marketing programs using grant funds.

WE HAVE BEEN 
SUCCESSFUL(...) 

EVERY YEAR 
THAT WE HAVE 

APPLIED.
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A BREAKDOWN 
OF SERVICES
DESTINATION MARKETING   //  $7,000/MO

BASIC DIGITAL MARKETING MANAGEMENT SERVICES 
• Oversee all internet contracts/programs.
• On-going review, evaluation, and recommendations on the ad campaigns and website effectiveness, 

designs, and online visibility and reputation.
• Create electronic version(s) of Visitor Guide, including flip-through and PDF for download
• Graphic design for online media.
• Tracking of all digital and traditional campaigns through website or ad platform and all other 

available analytics.
• 3rd party software/tools coordination, recommendations, and management.
• Evaluation of all digital ad buy opportunities.
• Monthly reports showing effectiveness of campaigns, ROI, and recommendations for improvement
• Attend at least 4 monthly Ouray Tourism Board meetings in person per year, attend remainder of 

meetings via Skype or phone.
• Website hosting 
• Updates and general maintenance to website
• Security maintenance for website
• One domain registration per year

INBOUND MARKETING   //  $81,000 towards ad buys (no agency fees)

SOCIAL MEDIA
• Social Media Platform Management including posting/promoting relevant materials on Facebook, 

Instagram, YouTube and other evolving social media 2-3 times per week.
• Sophisticated targeting for all campaigns utilizing demographics such as geography, interests, etc.
• Tracking: On social media platforms and pass-through tracking for goal conversions on website 

and/or other destinations.
• Proper use of voice and brand for consistent message.
• Timely response to questions and comments raised on social media platforms. Monitor for abuse or 

negative comments and address accordingly.
• Facebook follower acquisition and audience-building.
• On-going review, evaluation, and recommendations on all social media presence.
• Proper use and development of hashtags.
• Influencer campaign creation and management.
• Monthly reports showing effectiveness of campaigns, ROI, and recommendations for improvement.
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PPC ADS & REMARKETING
• Account reviews and management.
• Budget recommendations.
• Sophisticated targeting for all campaigns utilizing demographics such as geography, interests, etc.
• Re-marketing campaigns.
• Display campaigns, including all graphic design.
• Consistent use of voice and brand messaging.
• Native ad production and management.
• On-going review, evaluation, and recommendations on PPC advertising strategies.
• Monthly reports showing effectiveness of campaigns, ROI, and recommendations for improvement.

SEO
• Competitor research
• Monthly reports recommendations for improvement

 EMAIL NEWSLETTER 
• Create, publish and distribute electronic newsletter once per month.
• Respond to contact requests originating on website or newsletter links. 
• Tracking links, etc.
• Monthly reports showing effectiveness of campaigns, ROI, and recommendations for improvement.

OUTBOUND MARKETING   //  $30,000 towards ad buys (no agency fees)

BASIC CONVENTIONAL MARKETING MANAGEMENT SERVICES
• Oversee all traditional marketing contracts/programs.
• On-going review, evaluation, and recommendations on the ad campaigns and effectiveness, designs, 

visibility and reputation.
• Graphic design for traditional media ads. Print items such as brochures, flyers, postcards, etc. will be 

designed by us as part of our agency fee. More intensive projects, such as booklets or visitor’s guides, 
can be done at an additional cost.

• Tracking of all traditional campaigns through ad platform, special use domains, tracking phone 
numbers, or other devices.

• Evaluation of all ad buy opportunities.
• Television (cable & network) ad buys and scheduling as budget becomes available. 
• Digital billboards.
• Execute purchase of media services as directed by the council.
• Review, evaluate and make recommendations on media investments. Including but not limited to 

online, print, and television.
• Monthly reports showing effectiveness of campaigns, ROI, and recommendations for improvement.
• Make recommendations on and apply for grants that may be available through the Colorado Tourism 

Office (CTO) or other funding organizations.
• Administer grants and submit reports

MEDIA & REFERRALS   //  $20,000 towards ad buys, vendors, services (no agency fees)

PRESS, PROMOTION & PUBLIC RELATIONS
• Continually request information, deals, specials, pictures, videos, news, events, etc. from tourism 

related businesses in the region.
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• Proactively inform media of tourism-related news in Ouray through media relations and creation of 
news releases as appropriate, including social media posts, event announcements and the like.

• Arrange FAM Tours.
• Respond to direct requests from independent publishers as appropriate 

CONTENT CREATION & DESIGN SERVICES
• Solicitation and retention of photo and video content and services.
• Management of contractors for photography, videography, and other services.
• Branding consultation.

PARTNERSHIPS  //  $5,000 towards ad buys (no agency fees)

• Support tourism industry relations efforts of Ouray
• Attend other local, regional, or state tourism related meetings as may become necessary during the year. 
• Regional and Colorado-wide partnerships, such as Dark Sky Tour of Colorado
• Administer and manage any grant programs awarded through tourism board to local entities that 

are promoting tourism.

IMMERSION TRIP  //  $5,000 + reimbursement of lodging and meals

• 3-4 day trip to visit with local business owners, council members etc. and to tour the area
• Asset list creation and organization. (current photos, copy, media, etc.)

GRANT WRITING & ASSET LIST CREATION  //  price included in VistaWorks recurring marketing contract

• Finding and applying for up to 3 grants per year.
• Research, collection, and organization of all current marketing assets. Includes photos, transcripts, 

videos, print materials, etc.      

BRANDING - LOGO & TAG LINE CREATION  //  $5,000 (OPTIONAL)

WEBSITE DESIGN  //  $20,000

Design and development of new site.

WEBSITE DATA SECURITY MONITORING SERVICES  //  $250/MO (OPTIONAL)

• On-site security monitoring
 • Block failed login attempts and monitor for site integrity
 • Clean website malware
 • Stop vulnerability exploits
 • Prevent website reinfections
 • Proactive website protection
 • Global Anycast Network
 • Content Distribution Network
 • Performance Optimization/Acceleration
 • Full DNS management
• Backup site to 2 separate geographic locations
• Website recovery
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OPTION 2  //  $1,700 PER MONTH
Another option for Ouray is to continue working with the current marketing agency.  
VistaWorks will work with them as a subcractor and be in charge of these services:

PARTNERSHIPS WITH LOCAL BUSINESSES
Like our Ouray: Your Way idea, we will work with local businesses and create partnerships 
that will benefit the city and them.

SOCIAL MEDIA
We will run social campaigns for targeting people nationwide. In addition to targeting new 
visitors, we will keep previous visitors engaged throughout the year so that they plan to come 
back the next year.

DIGITAL WORKSHOPS FOR LOCAL BUSINESSES 
Workshops focusing on how to use social media, how to take advantage of marketing  
programs from the visitor’s center, and more.
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REFERENCES

1) Royal Gorge Region – Fremont County Tourism Council  
royalgorgeregion.com
Steve Kaverman – Chairman
skaverman@gmail.com
303.717.2765

2) Spanish Peaks Country – Huerfano County Tourism Board
spanishpeakscountry.com 
Carl Young – Director of Tourism and Economic Development
cyoung@huerfano.us 
719.738.3000

3.) Custer County Tourism Board
visitcustercounty.com
Charley Ellison - Treasurer
custertourism1@gmail.com
720.810.1260

VistaWorks.com | 719.395.5700
Bryan@VistaWorks.com
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10/10/2019

Dear Ouray Tourism Office,

I’m pleased to recommend VistaWorks as the team applies for Ouray County’s marketing request for 
proposal. VistaWorks is a consistently strong industry partner for the Colorado Tourism Office. 

Bryan and Lindsay are constantly sharing news about their DMOs, which helps us keep up-to-date on 
happenings across the state. From information we get from VistaWorks, we’re able to connect jour-
nalists nationwide with interesting stories for their respective outlets.

VistaWorks values the importance of innovation to keep Colorado tourism and its destinations com-
petitive. In the last year, they approached us with the idea of creating a Dark Skies Tour of Colorado. 
The Dark Sky Tour of Colorado ultimately won a $25,000 marketing matching grant to support the 
project, which will include a dedicated space on Colorado.com. This initiative is positioned to drive 
economic impact to Colorado’s rural communities. 

VistaWorks has proven to be an active industry partner. The team adopted the tourism industry’s new 
regional roadmap, which works to to align branding objectives with the DMOs VistaWorks represents. 
The team consistently takes advantage of the CTO’s free marketing tools, such as Colo-Road Trips 
and our monthly hot sheets, which request news from around the state. They also leverage paid op-
portunities such as developing brand channels, promoting native ads, and participating in our digital 
and social media Co-ops. 

VistaWorks employees make concerted efforts to attend CTO workshops, events, and conferences 
to stay connected with Colorado’s entire tourism community. In fact, it was during one of our CRAFT 
workshops that their idea for the Dark Sky Tour of Colorado was born. By creating and fostering rela-
tionships throughout Colorado, the team has become a valued partner across the industry.

I wish VistaWorks well in its endeavor to apply for this RFP. Please feel free to reach out to me direct-
ly with any questions or comments. 

Sincerely,

Abby Leeper
Communications Manager
Colorado Tourism Office
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To Whom It May Concern, 

Letter of Recommendation:
 
We’ve been on contract with Vista works for the last ten months.  Their performance has been excellent.  As the 
new Marketing Director I have depended on VistaWorks for their expertise and guidance to get my job done.  
VistaWorks has taken the time to visit with us and listen to community members to better understand what 
makes Lake City unique and special. By doing so, VistaWorks was able identify our strengths and challenges to 
develop a one-of-a-kind marketing plan suited for Lake City and Lake City alone.
VistaWorks has taken the time to learn about Lake City during their immersion trips as well as through the 
relationships they created and have applied it to website content creation, monthly newsletters, paid ads, social 
media, and public relations, ultimately increasing our website traffic by 70% in one year.

The spring of 2019 was challenging marked by 28 avalanches that left a great amount of debris in their wake. 
Additionally, 2018/2019’s abundant snowfall threatened flooding throughout town. VistaWorks helped to con-
trol the message that went out to the media by developing a crisis management plan, creating documents to 
maintain consistent messaging throughout the community, and overseeing media training. VistaWorks’ public 
relations team not only prevented negative press from spreading too far, it also increased excellent press cover-
age throughout our first year of working together with journalists coming to the area and publishing articles in 
Rock & Ice, 5280, West of 105, and more.

VistaWorks has adeptly navigated the politics of a small town where community members are passionate about 
the messages being shared. Each VistaWorks team member has formed relationships with several members of 
our community and is always will to listen to what they have to say. 
I would highly recommend VistaWorks.

Doug Hamel
Hinsdale County 
Marketing Committee Chairman
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City of Ouray 2020 Marketing Proposal 
2020 Marketing Proposal v1.0 
 

 

 

2020 Marketing Proposal v1.0 
 
Client:  City of Ouray, a Colorado company (“Client”) 
Agency:  Agency Tourism Marketing, LLC., an Oregon limited liability company (“Agency”) 
Date: October, 2019 
 

Scope of Proposal 
One of the ways that we are looking at Ouray’s RFP is to divide it into Destination Marketing, Destination 
Management, and Destination Development . To oversimplify it, marketing  brings people to a destination, 
management  focuses on a person’s experience after they arrive at the destination (in-destination 
marketing), and development focuses on improving the actual destination.  
 
The primary focus in this proposal will be on Destination Marketing. We will begin with the end in mind 
through a thoughtful process of developing a unifying marketing strategy that will help the City best 
understand what investments it needs to make to achieve the goals set for Ouray tourism.  
 
The second focus is Destination Management.  Likely many DMOs, the City of Ouray has a visitor center 
that is an asset for in-destination visitor experience and to further market to the visitor. Like any 
marketing assets, it is an investment in the total marketing mix.  We believe that there are four courses of 
action, none of which can be recommended without a full review that can take place in the City of Ouray 
Stakeholder strategy and marketing plan process.  
 
Finally, after having digested the strategy and marketing plan, the City of Ouray and its stakeholders may 
conclude that destination development needs additional resources and effort. 
 

We’re Agency Tourism Marketing 

1) Contact information 
Agency Tourism Marketing, LLC.  is an Oregon limited liability company. Our mailing address is: 
2230 NE Killingsworth St, Portland, OR 97211 
Our primary office locations are Portland, OR; Durango, CO; and Denver, CO. Our office locations 
represent where we have a concentration of clients. 
The primary contact for this proposal and company is: 
Jason W. Herzog, President and Chief Technical Officer 
mobile: 719-510-9406 
email: jason@agencytourismmarketing.com 
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City of Ouray 2020 Marketing Proposal 
2020 Marketing Proposal v1.0 
 

 

 
The lead contact for this project will be: 
Christian Robbins, Senior Marketing Strategist, Durango, Colorado 
mobile: 303-641-3778 
email: christian@agencytourismmarketing.com 
 

Thank you for considering us 
2a) Our qualifications 
Thank you for sharing this RFP with us, and thank you for considering us for Ouray’s 2020 marketing 
needs. This document explains what work we’d like to do and to what purpose. We’ve been specializing 
in the Tourism Industry since 2007. All the work that we propose will be performed with the wisdom of 
having helped small attractions, cities, small and large destinations, regions, up to the state level; having 
worked with the Colorado Tourism Office and Travel Oregon for several years.  
 
We’re confident that our marketing capabilities and what we’re proposing will stand apart from anything 
else you’ll receive. We’ve been supporting the marketing efforts of the Ouray Tourism Office for close to 9 
years already. Jason Herzog, now President of Agency Tourism Marketing provided support for your 
previous website before building your current website that you’ve had for 7 years.  
 
In 2013 we created, developed, and built Tourism Engine ; email marketing software specifically for the 
Tourism Industry. Tourism Engine has evolved to: perform leads processing from Colorado.com and 
other sources; manage a client’s leads sharing program; integrate with websites to manage guide request 
fulfillment; manage Marketing Automation Campaigns; as well as being one of the most advanced 
solutions for sending traditional email newsletters.  
 
In 2017 we developed and launched The Colorado Marketing Travel Network (MTN) as part of the 
Colorado Tourism Office 2017 Tourism Roadmap. The Colorado MTN was a big-data  collection project to 
study the trip planning ecosystem and the visitor lifecycle. We were able to deploy tracking code to 150+ 
partner websites and successfully document the upstream and downstream contribution of the entire 
network of tourism partners operating under the umbrella of the Colorado Tourism Office.  
 
The Colorado Tourism Office has recently designated 8 regions in Colorado. Ouray is part of the 
Mountains & Mesas region, along with the rest of Southwest Colorado. In September of this year, our 
Senior Marketing Strategist brought together 22 representatives from the region and initiated the 
formation of the Mountains & Mesas Regional Marketing Committee. It’s no small task, so we’re very proud 
that we were able to help bring together so many partners and get them all on-board to cooperate on a 
regional plan. 
 
You’ll receive several bids for Ouray’s marketing needs, most of them groups that are capable of 

    
42



 

City of Ouray 2020 Marketing Proposal 
2020 Marketing Proposal v1.0 
 

 

 
producing the work. But you won’t find another group that is equally invested in Ouray’s marketing, and 
has deep insight into the past and current marketing efforts of so many other Colorado destinations and 
regions. Agency Tourism Marketing’s core differentiator is how intimately we are involved with Colorado 
tourism.  
 
2b) Our approach to Scope of Services 
Our approach can be summed up as a continuous cycle of Think Execute Measure .  
 
Our first Think  phase will include a research phase to analyze Ouray’s current state and competitive 
landscape. We’ll look at what has been done in the past, what has worked, what hasn’t worked. From 
there we’ll be able to put together a very detailed, granular Marketing Plan with a Marketing Calendar . 
The marketing plan will include budget allocation. The marketing calendar will include the timeline for 
projects and deliverables.  
 
Our first Execute  phase will be the production of all the marketing components leading up to the end of 
the first quarter, which is when vacation planning starts to ramp up, and the summer’s marketing 
campaigns have to be in place and running. 
 
Our first Measure phase will begin in the second quarter. We’ll measure the effects of our efforts, provide 
helpful data and monthly reports to the City of Ouray so you can better understand our efforts, what is 
working and what is not working, and present this information to the City and stakeholders. While in the 
peak of the summer season, we bring our entire team together to review everything in our measurement 
phase, and use that data to carry us back into the Think  phase.  
 

Professional Services Agreement 
3) Our consent to adhere to the PSA 
We consent to adhere to the unrevised PSA, especially where it applies to the work, projects, and 
deliverables Agency is proposing. 
 

The Agency Tourism Marketing Team 
4) List of key personnel 

 

Jason W. Herzog 
President & Technical Officer 
Jason has over 13 years of experience as a developer, programmer and marketer in 
the tourism industry. He’s also behind the technology of Tourism Engine™ and The 
Colorado Marketing Travel Network. 
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Christian Robbins 
Senior Marketing Strategist 
Christian is a pioneer in the Colorado Tourism Industry and is working on a regional 
project in the Colorado Leadership Journey Class of 2019. For 5 years he was the 
Marketing Director of the Durango & Silverton Narrow Gauge Railroad where he 
worked directly with other attractions and DMOs to promote tourism in his region. He 

brings his unique experience with attractions and DMO understanding to Agency Tourism Marketing’s 
clients. 

Taylor Garland 
Marketing Strategist 
Taylor brings several years of marketing experience from market research to strategic 
account management with an affinity for client services. Taylor works closely with 
clients to develop content, understand reporting, and develop strategies to help meet 
their objectives. 
 

Bobby Dudek 
SEO Technical Specialist, Web Developer, &  Programmer 
In addition to being a Search Engine Optimization specialist, Bobby works closely with 
Jason to build websites and HTML emails and helps with website maintenance. His 
mission is to keep our clients technology up-to-date and running smoothly. Bobby’s 
comfortable with several of the most popular content management systems, so your 
site will do exactly what you need it to do. He’s also responsible for maintaining the 

automation systems that process your 3rd party leads. 

Monica Turner 
Creative Director & Graphic Designer 
Monica is a Creative Director and Graphic Designer with 10+ years experience. She 
focuses on branding and rebranding client identities, website design, HTML email 
design, and print design including brochures and visitors guides.  
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Amanda Baida 
Social Media Specialist 
Amanda excels at creating and executing paid campaigns on social media. When a 
client has employee resources on-site, Amanda is there to offer consulting, education, 
and training to bring them up to speed. A pure joy to work with, she always delivers 
transparent results for our clients.  

5) List of additional personnel 
 

Michael Lawrence 
Google Ads Specialist 
Michael does the heavy lifting for all of our Client’s Google Ads campaigns. He’s been 
specializing in advertising for e-commerce in the Outdoors Industry for several years, 
so he’s incredibly efficient. He manages audits and optimization for existing accounts, 
and does onboarding and setup for new accounts. He consistently measures and 

optimizes campaigns to make them more efficient and save clients’ money on media spend.  

 

Julie Powers 
Marketing Automation Copywriter & Strategist 
Julie has worked for the “big brands” at agencies in NYC, Austin, and Portland. The last 
few years she’s been focusing more in the Tourism and Hospitality Industries. She has 
a unique ability to conceive, orchestrate, and communicate complex marketing 
strategies that incorporate several different marketing channels. Jason and Julie team 

up to devise, diagram, and execute sophisticated marketing automation campaigns , data-capture 
strategies, and conditional content using Tourism Engine.  

Recommended 2020 Budget Allocation 
6) Total annual cost for 2020 
To provide all the services and complete the projects that we’ve outlined in our Scope of Services listed 
below, we’ll need a budget window between $50,000 to $125,000  for 2020. The range is dependent on 
the agreed upon strategy, goals, and the marketing plan to achieve those goals. We can scale back and 
forego projects based on the budget that the City of Ouray can allocate specifically to Destination 
Marketing, or based on the Marketing Program  that we create in the first quarter. We recommend 
reviewing the budget for Visitor Center Operations along with the 4 visitor center management options.  
 
See the Scope of Services addendum for marketing components and their budget windows.  
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Firm Capability 
7a) Company profile   
Jason started working in the Tourism Industry in 2007 as the second employee at a Colorado agency 
called Internet Honey. In 2017 the main partner at Internet Honey retired and Agency Tourism Marketing 
was formed to seamlessly transition all the clients and employees and keep all the projects and 
innovation moving forward. 
 
7b) Performance indicators 
Everything we do can be tracked, measured, and analyzed to gauge performance. We use these 
performance indicators to optimize our efforts internally, to help us stay efficient and ensure we’re being 
effective. But we also share these performance indicators with our clients so they can report to their 
stakeholders and boards.  
How?  We use industry standard tools like Google Analytics, Google Tag Manager, and Facebook Analytics, 
not only to track all the ways that people are using your website, but the quality of that traffic as well. We 
can see how social campaigns, SEO projects, paid advertising, and email campaigns are contributing to 
that website traffic and driving visitors to your destination. We tools like Google Data Studio to aggregate 
other data sources (like your Jeep Raffle purchases) with offline data sources (like welcome center traffic, 
or lodging occupancy numbers).  
We create methods like WiFi signals (aka captive portals) at welcome centers that require a sign on to 
measure a true visitor conversion.  
We created the Colorado Marketing Travel Network to measure upstream and downstream visitor 
contributions among state and regional partners.  
We utilize follow-up surveys when we want to study self-reported data and gauge tourism sentiment  of 
past visitors. We use Google Places Reviews and TripAdvisor reviews to gauge sentiment toward a 
destination’s partners. 
We attend the annual Colorado (and Oregon) Governor’s Conference on Tourism and use data and 
studies provided by CTO and their vendors. 
 

Our Work in the Tourism Industry 
8) Three client examples   

Alamosa Convention & Visitors Bureau 
Kale Mortensen, Executive Director 
719-589-9385 director@alamosa.org 
Colorado Welcome Center 
610 State Avenue, Alamosa, CO 81101 
www.alamosa.org 
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Jason has been working with Alamosa CVB for more than a decade, having built their past 3 websites. We 
helped Kale make the transition from Marketing Assistant to the former director (Jamie Greeman), to the 
Interim Director, to his current role of Executive Director. We provide full internet marketing services to 
Alamosa, and have supported his team with training and education to make them even more 
knowledgeable and efficient marketing their destination.  
 
In 2017, we decided that we wanted Alamosa to dominate content and search results for anything related 
to The Great Sand Dunes National Park. While we faced competition from giants like NPS and Wikipedia, 
we were able to successfully drive enormous amounts of additional quality traffic and impressions.  

 

The beginning of 2019, we began an SEO campaign to specifically target “Great Sand Dunes National Park” 
related searches for a Alamosa. By March, we started seeing an increase in YOY traffic that ramped up 
considerably during the planning and travel season. New Users were up 49%, but the quality of traffic 
improved with visitor guide requests being up 381%. 
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The above graphic shows an increase of 16.2K clicks, and an incredible increase of 1.5 million impressions 
for all search terms (meaning that Alamosa is showing up for way more search terms than before). Date 
range: Apr 30 - Aug 30, 2019 vs 2018. 
 

Travel Oregon (Oregon Tourism Commission) 
Ariana Bray-Sweet, Insights & Planning Analyst, Global Marketing 
971-717-6182 ariana@traveloregon.com 
319 SW Washington Street, Suite 700, Portland, OR 97204 
www.traveloregon.com 
 
Jason has been working with Travel Oregon for at least 5 years. Earlier this year, we helped them launch 
their Visitor Lifecycle Management project that we’ve been working on for the last 2.5 years. We 
integrated Tourism Engine with their marketing automation platform, Marketo and use it to run complex 
email marketing campaigns that integrate with traveler data profiles, and behavior on their website.  
 
Welcome Center Tablet Project   
We created a Welcome Center Tablet survey that we use to welcome travelers, drive newsletter signups, 
collect interest based data, regional interest data, and use that to drive activity ideas while in-destination. 
We’ve combined that with a follow-up survey calculated to arrive 2 days after the traveler plans to return 
home. 
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Sweepstakes Forms 
We create several sweepstakes entry forms every year offering prizes and incentives to drive newsletter 
subscriptions and keep travelers inspired to visit Oregon. These sweeps forms integrate with Tourism 
Engine, collect data about the traveler, and use that data to drive further relevant information and 
communication to the traveler. 
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Ruidoso Motorcoach Ranch 
Lisa Zachry, Owner 
575-336-4556 stay@ruidosomotorcoachranch.com 
358 Airport Rd, Alto, NM 88312 
www.ruidosomotorcoachranch.com 
 
We began working with RMR when they started their business 4 years ago, so we’ve been working with 
Lisa from the beginning. Although they’re a smaller lodging client, we think they’re a great example of 
how a thoughtful, long-term approach to internet marketing can help bring huge success to smaller 
organizations.  
 
We started with a budget design and website build in their first year. Over the next four years, we 
gradually incorporated other marketing components as budget and resources became available. We built 
them a custom reservation system that allowed them to drive online reservations (conversions) and 
custom e-commerce tracking to measure their revenue success in Google Analytics. We helped them get 
started with Google Ads and email marketing. This year we had wonderful success with an SEO project 
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that we started on January 1st.  

 
The above graphics show an increase of Organic Search traffic. The spiky one shows volume. The table shows 
that the traffic was good quality, with a decreased bounce rate, and an increase in the number of pages 
viewed.  
 

Scope of Services Addendum 
 
The following addendum covers marketing components that Ouray will benefit from. We feel it’s too early 
to carve these into stone, especially not having done a current round of research and created a marketing 
plan specifically for Ouray. However, we work with enough similar clients to know that many of these 
components and projects should be considered as potential ways we can help Ouray be more successful.  
 
Where applicable, we offer budget windows to provide flexibility for weighting certain projects more 
heavily based on need, as well as based on performance mid-campaign or mid-season. 
 
We hope this provides helpful insight into how we are thoughtful and careful about utilizing your budget, 
as well as explaining how a marketing budget and plan can be developed. . 
 

Initial Marketing Strategy, Marketing Program, 
Marketing Plan 
 
The initial marketing strategy is the most important part of the first Think  phase. The investment made 
in building a marketing strategy improves the efficiency of everything done in the marketing plan. The 
investment in strategy doesn’t buy more Facebook or print ads, it doesn’t pay for further SEO, but the 
Facebook ads will be better targeted, the print ads will be in the right publications, and SEO will enhance 
more effective search phrases.  
  

Building a City of Ouray Marketing Strategy: 
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PHASE I: Begin immediately after RFP award and will be completed in the first 30 days. 
 
Collect 2018, 2019 data:  (Agency has built in measurements in prior work making this relatively easy) 
where we don’t have insights, we will work with stakeholders to obtain data. 
 
Develop a report that includes the following for City and stakeholders to review which will include the 
following: Geography of passengers year over year (YoY); online vs phone reservation mix YoY; mobile 
vs. desktop mix YoY; product mix YoY; demographic mix (gender, age, family type) YoY; review 
marketing channel mix, actual expense per channel; develop a value assessment and return on 
investment (ROI) where applicable; review geographic spend targeting; assess geographic region value 
and return; and review 2019 strategic initiatives, what worked and what didn’t work. 
 
PHASE I deliverable: A report that helps inform City and Stakeholders of value of marketing investments 
ultimately used for client to help make informed decisions in Marketing Strategy. 
 
PHASE II: Develop 2020 City of Ouray Marketing Strategy, 30 days after the 2019 Marketing Review is 
complete.  
Situational analysis: SWOT, competition review/update  
Market analysis update: needs, trends, and growth opportunities. 
 
City to host a conversation with all City stakeholders. Agency will be the facilitator - in the conversation 
review 2019 Marketing review developed in Phase I, review the situational analysis, city and 
stakeholders to share their goals. Example: We would like to see 10% growth in our summer season and 
20% growth in our fall season. Community alignment greatly improves the performance of tourism. This 
step is a relatively low cost but advantageous in creating buy-in and cooperation with the city and 
stakeholders. 
 
Phase II deliverable: A 2020 Marketing Strategy reflective of the 2019 review, situational analysis and 
conversation with City and City stakeholders. Additionally, destination development ideas typically arise 
from these meetings.   
 
PHASE III: Develop a Marketing Plan that achieves the City of Ouray’s 2020 goals. 
 
Marketing Plan includes: Market targeting (specifically geographic and demographic focus) 
Product/Marketing Mix : Product mix - retail, hotel stay, attractions, dining - seasonal mix to include 
understanding of  pricing (Seasonal, Product, Demand), channel (both Marketing and Sales), public 
relations (PR), and marketing communications (MarCom). 
 
Contingency Plan: Possible tourism downturn due to 3 elements: presidential election cycle; economic 
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recession; downturn in tourism. Develop lead indicators to shift marketing investments to make the 
Ouray area recession resistant. 
 
Develop a 2020 Marketing Budget based on 2020 Marketing Plan to determine the priority of the goals 
set forth in the Marketing Strategy. 
 
Based on preface and plan, we build out the remaining year budget. Create qualitative narrative for each 
budget line item that will include the reasons for fluctuations of prior year investments, specific 
investment recommendations, measurement goals, and expected outcomes/returns. 
 
PHASE III deliverable: Project Timeline, completed 4 weeks after City approval of 2020 Marketing 
Strategy.  
 
Budget for PHASE I, II, & III:  
$15,000 
 

Printed Brochures and Visitors Guides 
 
Printed visitors guides continue to be a useful tool for inspiring travel and planning trips. We offer 
services to develop and design printed guides and brochures for printing and distribution to strategic 
locations both in-location and in the region. 
 
Recommended budget window for 2020-2021 Ouray & Ridgway Visitors Guide: 
$8,000-$12,000  
 

Video:  Creation of video asset library, distribution 
 
Video can be used as short, inspiring spots on Instagram ads, short videos on Facebook and YouTube, 
websites, and more traditional television commercials. It’s incredibly effective in generating the tourism 
spark. High-quality video can be produced cost effectively, edited to work on multiple types of media 
channels, and has the potential to garner as many views and equal engagement as other online marketing 
components. 
 
In fact, it would be difficult to accurately convey the natural beauty and landscape found in Ouray and its 
environs without accompanying video. We’ve used low-cost drone footage and short video production for 
driving awareness and ticket sales for the Durango & Silverton Scenic Railroad as well as Mt. Rainier 
Scenic Railroad. 
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Recommended budget window for creating a video collection that can be used for the next 3-5 years: 
$7500 Filming, editing, production 
$7500 Distribution 
 

Email marketing: Newsletters, auto-replies, weekly 
events, industry partners 
 
Email continues to be very effective at engaging, retaining, and converting leads. It’s easy to track and 
prove the effect of email marketing efforts. It’s also inexpensive.  

 
 
The above graphic is for a client that we started doing email marketing for beginning 2019. We 
committed to sending more newsletters in 2019 than 2018, and the effects are clear in the above graphic. 
I think we knocked this one out of the park. Each one of those spikes is a newsletter that we sent, driving 
hundreds of users to their website every week.  
For 2020, we’d like to propose: 
● 1 email per month in the off-season 
● 2 emails per month in the planning season 
● Keep the existing interest based auto-reply updated with relevant conditional content 
● An automated weekly events newsletter powered by the existing calendar 
● Create a schedule, write the content 
● Run a/b/c (multi-variate) testing on the emails 
● Follow-up campaign for auto replies (T+n days) 

 
And we’d like to propose the following additions: 

● Come up with a strategy for growing the subscription numbers 
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● Use conditional content more, interest based and geo based, instate/out, drive 
● Use more UGC in the emails 
● Create a one-click subscription button for the general newsletter and events newsletter 
● Refresh the email template design 
● Do a re-engagement campaign for inactive subscribers 
● Implement email signups on Facebook 

 
Recommended budget window for email marketing:  
$10,000 to $14,000 
 

Using Google Optimize as a marketing tool 
 
In 2019, we experimented with Google Optimize as a way to do a/b testing on content, and to provide 
more relevant content based on geotargeting. These didn’t work as well as we hoped, but we learned 
things that will help us in the future.  
What did  end up working well was a newsletter form pop-up that was driven by Google Optimize.  
 
For 2020, we’d like to propose: 

● we build a newsletter popup that only shows for people who have looked at at least 4-5 pages 
● perform a/b tests on content 

 
Recommended budget window for Google Optimize:  
$5000  
 

Search Engine Optimization 
 
We’ve already touched on some of the results we’ve had with SEO campaigns. We’d like to do a first phase 
SEO audit and implementation and have it “take hold” before March when summer planning begins to 
ramp up. Remember, we can prove the impact of our efforts with hard data. 
 
For 2020 we’d like to propose: 

● initial SEO audit 
● keyword and keyphrase portfolio based on historical data and marketing plan 
● perform all needed technical upgrades and updates to website, to increase speed for user and 

increase appeal for search engines 
 
Recommended budget window for SEO audit, research, and implementation:  
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$8000 to $12,000 
 

Copywriting, Content Creation and Optimization 
 
We help many of our clients create original content aimed at trip planning, helping the traveler, 
improving SEO, and improving the business directory listings. And we started using CrowdRiff in your 
directory listings. You already had some great content in place and this has contributed heavily to your 
success.  
Taylor is working on a case-study for CrowdRiff and we see some potential there.  
Also, Itineraries  are becoming a high-value offering as Google Trips is discontinued and Airbnb begins 
offering Experiences  and Adventures.  
 
In 2020, we’d like to propose: 

● We all work together to come up with a content strategy and content calendar 
● We create an itineraries section on your website 
● Explore options for intentional PR efforts 
● Consider publishing sponsored content (blogs, top 10s, or itineraries) on other sites like 

VisitDenver, Colorado.com, travel sites. 
 
Recommended budget window for content:  
$12,000 to $15,000 
 

Google Ads (formerly AdWords) 
 
We use Google Ads (paid search) to buy search placement for targeted queries. This complements SEO 
and is sometimes the only way to be competitive (in Organic Search) with the giants like TripAdvisor and 
CTO who don’t buy these terms and don’t drive up cost. We could turn this down in the future once we’re 
appearing higher in Organic Search, but we could have more success running the two components in 
parallel. 
 
We’re already running your current Google Ads account and campaigns.  
 
For 2020 I’d like to propose: 

● doing a more in-depth audit based on the full marketing plan 
● using Google Ads machine learning to determine which campaigns are most effective, and building 

on them  
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Recommended budget window for paid search:  
$3000 to $6000 research, reporting, optimization, creation 
$500 to $800 per month ($6000 to $9600) in media spend (goes straight to Google, with no cost 
markup) 
 

Project: Marketing Automation 
 
Jason has been working on a project for over 2 years with Travel Oregon based around the Visitor 
Lifecycle Management (VLM) and we launched it this spring. We integrated Tourism Engine™ with 
Marketo marketing automation software (Marketo is very expensive). I’ve taken a lot of what I learned, a 
lot of what Marketo can do, and scaled it down into Tourism Engine™ for the organizations that are 
smaller than Travel Oregon. We came up with a way to communicate complex flowcharts in order to 
visualize and describe the process, and are currently running a case-study with Seaside, Oregon.  

 
Marketing Automation provides a way to integrate with many other marketing components like email 
marketing, interest based data collection, surveys, list building, e-commerce, and itinerary building. 
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Whatever projects we choose to move forward with, and whatever budget we allocate to marketing 
components could be multiplied by integrating it with a marketing automation strategy.  
 
Tourism Engine™ can pull live data from e-commerce databases or from a subscriber’s profile. It can 
query or poll the subscriber to learn about their interests. It can collect data from submitted forms or 
from an itinerary builder. Finally, it can follow up with carefully timed emails that contain helpful and 
more relevant  content to keep the visitor inspired, educated, and engaged.  
 
For 2020 we’d like to propose: 

● planning and implementing the first iteration of marketing automation for Ouray 
● tracking, reporting and review for the project 

 
Recommended budget window for marketing automation phase I:  
$10,000 -  $15,000 
 

Itinerary Builder 
 
The role that travel agencies play in the general consumer’s trip planning process has long been changing. 
The cost for flights, lodging, and car rentals is making tourism more accessible, but it’s also placing the 
burden of planning directly on the consumer. Because of this, we’ve noted the increased value in trip 
itinerary suggestions and itinerary tools, to make it easier for the typical traveler.  
 
Airbnb has started offering Adventures  in addition to Experiences . These are essentially curated trip 
itineraries. Travel Oregon has put a lot of effort into creating unique itineraries, trip ideas, as well as 
offering sponsored itineraries.  
 
Ouray already has a substantial directory of attractions, activities, restaurants, and lodging partners, as 
well as an active events calendar. We’d like to develop an interactive itinerary builder as a service to the 
trip planner. The secondary benefits include inspiring the planner to picture themselves in Ouray, and 
tracking which attractions and partners a planner is most interested in.  
 
An itinerary builder can also be incorporated into the Marketing Automation Project to provide helpful 
information, personalized recommendations, and updates directly to the planner. We’ve learned that 
regular communication to a person who has just entered the planning stage keeps them inspired and 
engaged and is much more likely to convert them into a visitor or customer.  
 
Recommended budget window for a custom itinerary builder integrated into website: 
$10,000 to $12,000 
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General Help, Maintenance, Support, Updates 
 
We’ll need some budget for general items. Updates, maintenance and improvements to the existing 
website. Things like hosting and security. Ongoing costs for Tourism Engine, leads processing, and 
reporting. Further training in Google Analytics and reporting.  
 
Expected budget window for general items, including hosting and Tourism Engine:  
$10,000 to $15,000 
 

Destination Management 
 
The Visitor Center is a Destination Management, Destination Development, and In-Destination Marketing 
asset. It is an asset that provides direct value and intrinsic value to the City of Ouray.  That value comes at 
both a real cost and an opportunity cost. Like any other marketing investment, the Visitor Center should 
be evaluated for what it brings to the overall marketing mix and how it strategically fits into the City of 
Ouray’s marketing strategy and plan.  
 
We’ll likely explore one of the following four options with you, dependending on the outcome of the 
marketing plan: 
 

1. Ouray Visitor Center: Keep as is, making no significant changes. Agency has a pending open 
position based on RFP award for an individual to manage Visitor Center. 

2. No Visitor Center: Review technology solutions, kiosks and other unattended solutions for visitor 
inquiries.  

3. Create the Mountains & Mesas Regional Visitor Center: Funded by the tourism communities of 
Montrose, Delta, Ouray, and Ridgway, with possible matching grant from the Colorado Tourism 
Office. This would serve as Ouray’s Official Visitor Center. Location to be determined.  

4. Re-evaluation of the current Ouray Visitor Center budget: Review increased revenue opportunities 
as well as decreasing expense opportunities. Agency would oversee the management of the Visitor 
Center with pending open position. 
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Thank you. 
 
We know you have other choices for internet marketing services. We’ve been working with Ouray, 
Colorado for more than half a decade. Jason and Bobby’s ancestors arrived and settled in Southwest 
Colorado 6 generations ago looking for gold, but finding turquoise. Christian grew up in Durango and 
lived all over Southwest Colorado and Michael’s a good, strong Mancos boy turned Portland transplant. 
Julie may be from Texas, but don’t hold that against her. Texans make up 14.41% of Ouray’s total website 
visitors, second only to Coloradoans, and way ahead of Californians (5.51%).  
 
Thanks for the continued relationship. Thanks for the work. Thanks for considering Agency Tourism 
Marketing for 2020. 
 
Jason, Christian, Taylor, Bobby, Monica, Amanda, Michael, and Julie 
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City of Ouray 
Attn.: Melissa Drake, Director of Finance 
320 6th Avenue 
PO BOX 468 
Ouray, CO 81427 

October 18, 2019 

Dear Melissa: 

On behalf of the Ouray Tourism Office (OTO), we are pleased to submit the following response to the City 
of Ouray’s Request for Proposal (RFP) for Destination Marketing, Management and Development 
(DMMD) and Ouray Visitor’s Center Operations (visitor services). The scope of this RFP response 
represents what the OTO is mission- and vision-driven to accomplish. 

Mission: The mission of the OTO is to enhance the economic vitality of Ouray by connecting 
visitors with authentic experiences and promoting respect for our community values, history and 
environment. 

Vision: The vision of the OTO is to develop and uphold Ouray as a world-class, sustainable 
mountain destination. 

The OTO is a local, community-based nonprofit that executes a highly-respected and effective rural 
destination marketing and visitor services program. The OTO (under its current and prior structures as the 
Ouray Chamber Resort Association and Ouray County Chamber of Commerce) has been promoting 
Ouray as an international destination since its incorporation in 1975 and has responsibly and effectively 
performed both scopes of service for the City of Ouray since the implementation of the local lodging and 
occupation tax. Community, sustainability, resiliency and responsibility underscore everything that the 
OTO Board of Directors agree to uphold when they join the Board. Our Board is made up of local 
business and community leaders that all understand how vital an effective DMMD and visitor services 
program is to the City of Ouray. We represent and are joined by committed staff of local, passionate and 
respected tourism and customer service experts who will continue to perform the day-to-day execution of 
this program. 

This contract is essential to our organization’s ability to remain viable in executing our nonprofit mission 
and vision, which is supported by the membership community we represent. The OTO leverages all its 
varied programs to ensure that the City of Ouray’s primary economic driver - tourism - remains strong. If 
the OTO is not selected for the contract, we will no longer be able to fulfill our mission and will start the 
dissolution process. This means that the $300,000 in value-added programs that the OTO traditionally 
provides to enhance the DMMD and visitor services program for the City of Ouray will no longer be 
performed. These items include the Ouray Jeep Raffle, which supports the City of Ouray’s fireworks, 
Fourth of July glow parade, scholarship winners who volunteer at the Ouray Visitor’s Center, Oktoberfest 
and community events, marketing and economic development initiatives ($48,000), the expertise of 160 
local and regional OTO members and their direct contributions to co-op marketing, media visits, events 
and meetings ($40,000), marketing matching grant funding ($112,000), free annual visitor sentiment 
research by Hillsdale College ($25,000) and an advertiser-funded visitor’s guide ($75,000). Most of these 
programs cannot be fully executed by a for-profit entity; they require a nonprofit partner. 

Ouray Tourism Office   1230 Main Street   PO BOX 145   Ouray, CO 81427 
OurayColorado.com   ouray@ouraycolorado.com   1-800-228-1876   970-325-4746 
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We believe that we are the City of Ouray’s best resource to achieving a comprehensive scope of work 
that takes its direction from deep data analysis, local input and a commitment to maintaining a 
year-round, sustainable and resilient tourism economy. Investing Ouray’s Tourism Fund dollars into the 
OTO’s program leverages all of the additional value we bring and provides the best return on investment 
that that City and community deserves. 
 
Our response includes some items not specifically called for within the RFP that we feel are essential to 
our mission and vision. We believe that we cannot overlook the management and development parts of 
the DMMD definition and have included some additional activities to ensure that Ouray’s future tourism 
economy can be profitable, filled with exceptional experiences and harmony among the needs of our 
residents, business owners and visitors. 
 
We have responded to the RFP to the best of our ability. We submitted a list of seven questions 
(Appendix 1) to the City on September 9, 2019 to clarify certain items within the RFP. At the time of the 
RFP submission deadline, we had not received a response to those questions. 
 
We look forward to continuing to be the City of Ouray’s partner and expert in DMMD and exceptional 
visitor services. Please feel free to contact us with any questions at boardpresident@ouraycolorado.com 
(cc: ouray@ouraycolorado.com), 970-325-4746 or 970-318-1195. 
 
Sincerely, 
 
Christina L. Hinkson 
 
On behalf of the Ouray Tourism Office Board of Directors 

❖ Christina L. Hinkson, Chris’s Pet Grooming, President 
❖ William Hall, Quality Inn Ouray, Vice President 
❖ Kara Rhoades, Citizens State Bank, Treasurer 
❖ Patricia Biolchini, Hotel Ouray, Secretary 
❖ Mark Iuppenlatz, San Juan Mountain Guides 
❖ Krysta Cossitt, Elevation Weddings and Events 

 
 

 
 
RFP Page Guide: 

Scope of Proposal 
● Contact Information: page 3 
● Qualifications and Scope of Services - Destination Marketing, Management and 

Development: pages 3-6 
● Qualifications and Scope of Services - Ouray Visitor’s Center Operations: pages 7-9 
● Reporting and Accounting: page 9 
● Professional Services Agreement: page 9 

 
Assigned Personnel & Availability 

● Key Personnel: page 10 
● Additional Qualified Personnel: page 11 

 
Cost and Work Hours 

● Total annual cost: pages 12-14 
 

Firm Capability 
● Company Profile: page 15 
● Performance Indicators: pages 15-16 
● Key Reference Projects: pages 17-18 

 
Appendix 1: List of submitted RFP questions from September 9, 2019 
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SCOPE OF PROPOSAL: 
Firm Name and Address: Ouray Tourism Office 

1230 Main Street 
PO BOX 145 
Ouray, CO 81427 

 
Primary Contact: Christina L. Hinkson, Ouray Tourism Office, Board President, 

boardpresident@ouraycolorado.com (cc to: ouray@ouraycolorado.com) 
970-325-4746 (O), 970-318-1195 (M) 

 
 
Proposed Scope of Services: Destination Marketing, Management and Development (DMMD) 
The OTO is the tourism expert in the City of Ouray. Traditionally, the OTO has executed a comprehensive 
destination marketing program for the City of Ouray that has resulted in record-setting visitor spending 
coming out of the recession, exceptional engagement with the authentic Ouray brand across all media 
channels and substantial growth in visitation and spending in Ouray’s traditional off-peak months. In 2018, 
the OTO made a foundational change to its mission and vision to move from a purely promotion- and 
growth-focused marketing organization to a destination marketing, management and development 
organization. We are sensitive to the pressures that an expanding peak season places on our community 
and resources. We believe that a sustainable future for the City of Ouray, its businesses, residents and 
visitors requires a comprehensive vision that addresses these pressures and prioritizes the maintenance 
of the authentic, friendly and rugged environment that is treasured by the people who live and visit here. 
  
Key activities within the 2020 DMMD plan are described below. All activities have been selected 
based on effective existing programs, maintaining key benchmarks and moving forward on 
management strategies and development opportunities. This program balances marketing, 
management and development activities and considers a year-end reserve in the Tourism Fund to 
address emergencies like natural disasters, an economic downturn or new opportunities. Most key 
marketing buys and contracts are built on month-to-month contracts, so this program has the 
flexibility to be responsive to changing market conditions and performance metrics.  
 
Marketing Program: The core goal of our marketing program is to retain and develop awareness 
of Ouray as an attractive leisure destination for domestic and international audiences, inspire 
responsible visitation, retain Ouray’s position as a destination that inspires repeat visitation and 
prioritize sustainable visitor spending over visitor numbers. 
 
Our primary messaging happens through Ouray-owned destination channels: 
OurayColorado.com, Facebook: @OurayCO, Instagram: @Ouray_CO and owned publications 
like the Ouray-Ridgway Visitor’s Guide. We ensure that all promotional activities eventually come 
back to our owned assets, so that our local expert voice remains the authority resource and 
allows for tracking key demographic and psychographic performance indicators. 
 
Below is a quick overview of those assets: 

● OurayColorado.com: OurayColorado.com is in place and performing above industry standards 
with key upgrades coming at the end of 2019 and planned for 2020, which include: 

○ Interactive Google 360 map 
○ Integration with Crowdriff 
○ Blog posts with seasonal content 
○ Revision of key pages to improve navigation to local experiences 

All online advertising buys (2020 includes: Google search, Colorado.com ads and newsletters, 
key sponsored content on Afar, OutThereColorado, AdventurePro, Matador Network, etc.) direct 
to key content on the website so that we don’t lose any leads and can effectively plan follow-up 
marketing and communications directly to the visitor. 

● Ouray Social Media Channels: Facebook’s @OurayCO and Instagram’s @Ouray_CO are the 
local social destination expert channels. Our staff and contractors ensure that key messaging 
comes out in alignment with the content calendar, that organic growth remains our top 
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performance indicator, that social promotions are done by industry-standard best practices 
(informed by the Colorado Tourism Office’s social media expert, our social consultants and past 
performance) and always drive toward engagement (comments, click-throughs) versus passive 
views. 

● Publications: 
○ The Ouray-Ridgway Visitor’s Guide is published annually in partnership with 

Ballantine Communications with 100% of the publication print and distribution cost 
paid by Ouray and Ridgway advertisers, the Ouray Tourism Office and Ridgway 
Area Chamber of Commerce. The only cost to the City of Ouray is the cost of the 
licensing of the cover image and 50% of the cost of the content writer. This is at 
minimum a $75,000 added-value to the City of Ouray’s DMMD program.  

○ In the fall of 2019, we started the process of producing a business-focused 
downtown map for local distribution, which will be built out more in upcoming 
years, pending review. 

○ OTO also oversees the production of the Stay Longer pieces for in-town visitors. 
The Stay Longer pieces are described in the visitor services scope below. 

 
Domestic Marketing: Our domestic marketing program is defined and refined by the 
performance metrics listed below and driven by our annual content calendar, which outlines the 
strategic messaging of Ouray assets, experiences and responsible tourism messaging by month 
and season. This content calendar is the master document that drives all destination messaging 
on OurayColorado.com, Facebook, Instagram, Ouray-generated e-newsletters, media requests 
and press releases, seasonal radio advertising, targeted social, pay-per-click top of search 
content and other partner-promoted online advertising. This content calendar is always lead by 
our destination-defining attractions and experiences which include our sulfur-free historic hot 
springs, the Ouray Ice Park, our Western mining history, the Million Dollar Highway and the 
unparalleled access into our spectacular backcountry right from downtown Ouray. This is why you 
will always see lead images of the Ouray Hot Springs Pool, ice climbing, ghost towns, the San 
Juan Skyway and backcountry activities on any inspiration-focused promotions. They are what 
inspire people to learn more about Ouray if they haven’t been here before. Once we have their 
interest (i.e. they have requested information about Ouray through one of our lead-producing 
channels like OurayColorado.com, Colorado.com, Go-Colorado.com, etc.), they are introduced to 
all of the other Ouray activities, experiences, businesses and events that will enhance and extend 
their stay. We don’t consider outdoor recreation, cultural and heritage tourism or events as 
separate promotional activities or campaigns within our program; they are all embedded within 
our content calendar as year-round messaging and experience opportunities.  
 
Additional Domestic & International Marketing: Our Director of Industry, Media and Consumer 
Engagement works directly with the Colorado Tourism Office’s domestic media and international 
programs teams to promote awareness, media and group travel investment in our English-, 
German- and French-speaking key international markets. This annual media outreach is our most 
important investment because it results in current Ouray features and media inclusions that our 
small budget could not touch in terms of paid promotions. In 2018, this outreach resulted in 950 
articles about Ouray with an advertising value equivalency of $4.3 million and a circulation reach 
of 460 million. 
 
Our collaborative marketing matching grant programs will support additional direct-to-consumer 
domestic outreach and the international marketing program. Included in the Colorado Historic Hot 
Springs Loop and Mountains & Mesas grants are direct-to-consumer travel shows and media 
visits with curated travel writers at the Unicomm Travel & Adventure Shows in Los Angeles, 
Chicago, Denver, Atlanta and Salt Lake City and international group tour and media outreach at 
IPW, ITB Berlin and WTM London. The DMMD program does include Ouray’s participation at the 
annual GoWest Summit, since we have a longstanding relationship with many of the tour 
operators that attend and promote the Western United States to international travelers.  
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Local Marketing Programs & Assistance: The OTO is a longstanding partner to the City of 
Ouray, local businesses and organizations. For example, between 2014 and 2019 we have set 
up, updated and created Google Business Listings and Google 360 Tours for these City assets: 
the Ouray Hot Springs Pool, Box Cañon Waterfall and Park, Cascade Falls Park, Fellin Park, the 
Ouray Visitor Center, and the Ouray Community Center. Access to these pages has been shared 
with City of Ouray staff. Our staff is a key partner in emergency messaging and making sure that 
the visitor-facing message is appropriate and factual. In 2019, OTO staff is collaborating with 
Jennifer Peterson at the City of Ouray to initiate an emergency communications plan that will 
move forward in 2020. 
 
The OTO encourages local businesses to update us with new and seasonally appropriate content for 
our media outreach and remind them to update their free listing on Colorado.com for value-added 
exposure. They also have free access to the business resources page on OurayColorado.com and the 
opportunity to engage with our OTO membership-fund local marketing collaboration grant. We are also 
happy to assist collaborative community groups in applying for targeted development opportunities 
through channels like the Colorado Rural Academy for Tourism and the Rural Technical Assistance 
Program with the Colorado Office of Economic Development and International Trade. These 
development opportunities must be driven by a motivated and collaborative group of local businesses, 
nonprofits, attractions and venues, not by one business or one organization alone, which includes the 
OTO. Where one-on-one assistance is needed, the OTO staff and our entire network of colleagues and 
consultants can provide resources and guidance. This team has expertise in effective industry marketing 
for individual businesses, as well as ways to engage with the DMMD program and other opportunities 
beyond the OTO. 
 
This collaborative development activity is what supports the goal of increasing local visitor spending. 
Our statistics show that visitor spending coming out of the recession has outpaced increases in visitation 
but it will be maintained and enhanced by the choices our individual businesses and organizations 
make. What we eventually message to those higher-spending, responsible, niche visitors needs to 
match what they want and expect when they get here. When we receive the research and profiles for 
those visitors, we provide that information to our local businesses so that they can adjust their offerings 
or experiences if they want to. There is no simple solution to this goal and ultimately, the community and 
local entrepreneurs need to decide on who they want and what they want to offer them. At the DMMD 
level, we can’t demand what type of product or level of service our local businesses and organizations 
offer but we can provide research, best practices and messaging assistance if they want to partner with 
us. 
 
For local events, the OTO has been involved in local event promotion from the time that the Ouray 
County Community Calendar was created out of the State’s Blueprint process in 2011. That calendar 
feeds into the events link on OurayColorado.com. The OTO team works with that calendar 
administrator as well as key cultural organizations to maintain it and investigate ways to improve it. 
We also engage a local contractor to ensure that the community calendar is updated, events are listed 
and promoted on Facebook and key regional and state event calendars are updated. 
 
The OTO is the local resource for all local venues and group bookings and maintains a venue database 
of all Ouray County venues for groups of 0-500. In addition to the services provided by the Ouray 
Visitor’s Center team in connecting interested groups with local resources and venues, the OTO has 
also established a committee to investigate the best way to create specific objectives for small retreats, 
weddings and other small group events in off-peak seasons. Any marketing activity will be specifically 
allocated toward outreach to groups of less than 100 people, since those fit best with the existing venue 
and business inventory. 
 
We are also happy to assist with messaging workshops, open houses and community outreach 
initiatives. Where actual local and regional event coordination is concerned, conversations about 
capacity and additional staffing and funding will need to happen between the City of Ouray and the 
OTO. Our current staff capacity only covers the scope of work as presented, it does not include a 
dedicated event coordinator. 
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Destination Management and Development Strategy and Future Planning: In addition to the 
foundational work that the OTO and the City have done via the sustainable tourism workshop and the 
Community Plan survey, we plan to dig deeper into identifying the main tourism pressure points in Ouray 
via a community survey to be conducted in Q1 or Q2 of 2020. We want to investigate what exactly 
“capacity” means for local businesses and residents, and what the low hanging fruit needs to be resolved 
before launching into a more defined destination management plan. Our destination-level partnership with 
Leave No Trace is included in this contract and responsible tourism messaging will be a key theme 
throughout our destination messaging. The Ouray Visitor’s Center will oversee additional management 
training and outreach programs, and their direct organizational connection with our DMMD team will 
ensure a seamless experience for all of our visitors, from the start of their awareness journey to the day 
that they set foot in town. 
 
In 2020, we will engage Second Muse in developing a 3-5 Year Sustainable Tourism Master Plan. This 
plan will include input from City of Ouray, the Community Plan (once it is adopted) and Ouray residents. 
Second Muse is an international leader with locally-based talent in strategic planning, sustainable tourism 
development and a unique approach to investment opportunities for needed funding. We will work with 
Second Muse to build meaningful goals, benchmarks and strategies around marketing, management and 
development. Any development activity included in this plan will be in line with the Tourism Goals of the 
Community Plan. Sample goals and strategies may include projects like: facilitating outdoor recreation 
product development and diversification (for example: integrating the new Via Ferrata into our 
destination-level messaging and facilitating local partnership development around it), supporting local 
organizations working collaboratively to develop a more cohesive messaging and visitor engagement 
strategy around historic assets, facilitating the development of new experiences that are customized for 
desired niche audiences and sharing resources and toolkits to help educate our tourism-impacted 
businesses in industry trends and best practices. As mentioned above, all of these will require partnership 
with our businesses, City Staff and Council, our regional partners and in some cases State and Federal 
agencies, and we will be realistic about what we can achieve in 3-5 years. 
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Proposed Scope of Services: Ouray Visitor’s Center Operations (visitor services) 
The OTO is the customer service and visitor services expert in the City of Ouray. As outlined in the staff 
overview below, the OTO comes ready to launch with an exceptional visitor services team in place, all of 
whom are eager to continue their work connecting our in-town visitors with individualized Ouray 
experiences and up-to-date local information. 

 
Hours and Staffing: Under the oversight of the Ouray Visitor’s Center Manager, the Visitor’s Center is 
staffed appropriately to fulfill the following schedule:  

❏ January 1 - May 24, 2020: Mon-Sun: 10 am - 4 pm 
❏ May 25 - September 7, 2020: Mon-Sat: 9 am - 6 pm, Sun: 9 am - 4 pm 
❏ September 8 - October 12, 2020: Mon-Sat: 9 am - 5 pm; Sun: 10 am - 4 pm 
❏ October 13 - December 31, 2020: Mon-Sun: 10 am - 4 pm 

 
We do request the following holiday closures so that staff can spend these days with their families: 

❏ New Year’s Day (January 1, 2020) 
❏ Thanksgiving Day (November 26, 2020) 
❏ Early closure on Christmas Eve (December 24, 2020) 
❏ Christmas Day (December 25, 2020) 

 
The Visitor’s Center Manager is responsible for recruiting all staff and annual volunteers via newspaper 
ads and direct outreach to local business and nonprofit partners. The Ouray Jeep Raffle scholarship 
winners are expected to fulfill their scholarship volunteer requirement with 20 hours of volunteer 
assistance at the Ouray Visitor’s Center in the summer. The OTO also welcomes vetted court-ordered 
and juvenile diversion volunteers, as deemed appropriate by the Visitor’s Center Manager. Over the past 
two years, the Visitor’s Center team has created a strong relationship with our Grand Mesa, 
Uncompahgre and Gunnison National Forest Ouray Ranger District seasonal rangers who come in to 
provide public lands outreach, information and updates to visitors at the Ouray Visitor Center on key peak 
weekends. 
 
Customer Service & Visitor Services: Because customer service, up-to-date information and timely 
responses are completely integrated into what the OTO Visitor’s Center team does on a daily basis, we 
have chosen to move some items from the DMMD scope of work to the visitor services scope of work. 
These include: local customer service training, the toll free telephone number, fulfillment of Visitor Guide 
mailings and the publication of local collateral pieces.  
 
The goal of each Ouray Visitor Center employee and volunteer is to provide a personalized Ouray 
experience to each visitor to enhance and extend their stay in Ouray. The staff strives to ensure that each 
visitor leaves happy, well-informed and ready to experience Ouray their way, even if that means just a 
short stopover on travels elsewhere. We know that if we can charm them for an hour, they will be 
motivated to come back in the future. While OTO members do receive special display privileges at the 
Ouray Visitor’s Center, the staff and volunteers are trained to learn about ALL local tourism-oriented 
businesses, organizations, events and facilities. Staff undergo extensive initial onboarding and are 
encouraged to continue to experience and educate themselves in not only Ouray attractions but regional 
and statewide information as well, so that they can cover each visitor’s need individually. 

 
The Visitor’s Center team maintain and answer the 1-800-228-1876 and 970-325-4746 information 
numbers as they are available to answer the phone and retrieve and respond to messages daily. Our 
visitor inquiries love that not only is there a live person on the other end of the phone but they are 
actually, physically in Ouray. The team also receives all direct leads from OurayColorado.com, online 
comments and reviews and respond to those once a week or individually, as needed. Requests for paper 
copies of the Ouray-Ridgway Visitor’s Guide are also mailed out weekly. 

 
The Visitor’s Center team reaches out directly to local businesses to update seasonal business hours and 
maintains the “No Vacancy” Facebook group to ensure that Ouray’s lodging availability is continually 
updated and provided to visitors who are looking to stay in Ouray. Visitor’s Center staff have access to 
the OTO’s Ouray County event facility database that ensures that they can assist inquiries around event 
planning (from family reunions to weddings, retreats and other special events) and connect them to local 
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businesses and facilities who have expertise in this field. The Visitor’s Center also maintains a visitor log 
book that tracks zip codes, length of stay and awareness comments. These are updated annually and are 
available to all local businesses on the resource page on OurayColorado.com. 
 
The Visitor’s Center team has a strong relationship with local public land offices, local local trail groups 
and outdoor recreation businesses and nonprofits. They request regular updates from these partners to 
ensure that information on trail and outdoor experiences are factual and up-to-date. Additionally, the 
Ouray Visitor’s Center staff will be trained in and do outreach around the Colorado Tourism Office’s 
Colorado Concierge Program. They will roll out this program to willing, front-line Ouray business 
representatives and residents so that we can expand our local ambassador base. They will also be 
trained in and lead the roll out of the Leave No Trace responsible practices program that will be 
developed in 2020 and updated over the upcoming years within the Sustainable Tourism Master Plan. 
The team will also continue to try to organize visitor information trainings (pending local participation and 
involvement) on an annual basis in partnership with the Ridgway Area Chamber of Commerce. 
 
Our team maintains a database of all brochures and visitor information from local businesses to regional 
and statewide assets. Regular counts of collateral inventory are done and promptly reordered as needed. 
Additionally, the Visitor’s Center is the distribution point for local businesses and organizations for key 
collateral pieces that include: the Ouray-Ridgway Visitor’s Guide, Colorado State Vacation Guide, 
Colorado State Road Maps, Ouray-Ridgway Menu Guide, Stay Longer Pieces and Mountains & Mesas 
Regional Brochures. The Stay Longer pieces are key, experience-driven collateral pieces designed by the 
OTO and provided at the Visitor’s Center and to key City of Ouray locations. All local businesses have 
access to the files via a link on the resource page on OurayColorado.com, so that they can print them in 
house and use them for their guest services. 

 
Some additional customer service and community benefits that the OTO Visitor’s Center team provides 
are: 

❏ Clean and stocked public restrooms. 
❏ Free wifi (new high-speed wifi installation will be complete at the end of 2019). 
❏ A daily update board and display screens that present Ouray Hot Springs Pool temperatures, key 

trail information and local events. 
❏ Donation jars to support the Ouray Beautification Committee, Ouray Trail Group & Six Basins 

Alliance. 
❏ Retail sales that directly benefit the Ouray Trail Group and local authors and creatives. 
❏ Sales of Colorado Search and Rescue cards that benefit local nonprofit search and rescue 

operations. 
❏ Display space for local artwork and historical displays. 
❏ Lost and Found for low-value objects and a direct connection to the Ouray Police Department and 

Ouray County Sheriff offices for high-value items. 
❏ Glass, plastic & aluminum recycling. 
❏ Administrative services for visitors and local businesses like making copies, phone calls (when 

cell coverage is not available) and faxes. 
❏ Water fill ups for larger water containers on external spigot. 
❏ Relationship with the Ouray School for volunteer projects and STEM programs integration for 

Visitor’s Center displays. 
❏ Little Free Library location. 
❏ Free, after-hours meeting space for local nonprofits, trainings or event registrations. The Ouray 

Visitor’s Center has been the location of Ouray Hot Springs Lifeguard trainings, indoor event 
registrations for local events like the Ouray Mountain Trail Run and even an alternate City Council 
meeting space when other facilities aren’t available. 

❏ Distribution point for emergency and critical messaging pieces between visitors and the local 
community. 

❏ Free use of OTO-owned event supplies like chairs, tables, tent(s), etc. for local nonprofits and 
community groups. 

❏ Integration with the DMMD program and a cohesive message provided to the visitor from the time 
they learn about Ouray until they walk through the doors. 
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Destination Development tie-in: We plan to investigate grant funding opportunities for interactive kiosks 
at the Ouray Visitor Center and potentially other key locations in downtown Ouray once the City has 
completed its wayfinding study, so that there can be accessible information throughout Ouray outside of 
regular Visitor’s Center hours. The wayfinding study will also inform the redesign of our internal signage 
and visitor displays, so that we present information that looks more cohesive with the rest of Ouray. 
Additional future funding will be investigated to support expanded hospitality training and eventual 
stipends for programs like Ouray ambassadors on Main Street, on hiking and jeeping trails and in the 
Ouray Ice Park, all critical intercept zones for managing responsible visitor behavior in Ouray. 
 
Utilities & Insurance: All Ouray Visitor’s Center utilities, insurance and routine interior maintenance are 
included within this scope of work. The OTO will continue to work with the City of Ouray to develop a 
realistic plan to update the aging Ouray Visitor’s Center building. Internal visitor-oriented projects like 
signage updates, changing tables and visitor displays are included within this scope of work. The draft 
maintenance project schedule provided to the City of Ouray within our 2019 contract is still current and 
can be provided to City as requested. 
 
 
 
 
REPORTING AND ACCOUNTING:  
Quarterly reports showing key DMMD benchmark data, projects and spending and Ouray Visitor’s Center 
visitation, projects and spending within a given quarter will be submitted by the end of the month following 
that quarter. For example: the Q1 report will be submitted by the end of April, Q2 by the end of July and 
so on.  
 
The OTO will continue to maintain segregated accounting classifications for Tourism Fund activities. All 
OTO funding classes are segregated in Quickbooks (General & Administrative, Membership, Jeep, 
Grants, LOT-DMMD and LOT-VS). All DMMD entries are classified with LOT-DMMD and all Ouray 
Visitor’s Center entries are classified with LOT-VS in Quickbooks. 
 
 
 
 
PROFESSIONAL SERVICES AGREEMENT: 
No sample professional services agreement was made available within the RFP document. If the OTO is 
selected as the successful bidder, the Board will agree to comply provided that, as with our past contracts 
with the City of Ouray, a sample Professional Services Agreement is made available to the Board to 
review prior to requiring a final signature. 
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ASSIGNED PERSONNEL & AVAILABILITY 
 
2019 Key Personnel: 

● OTO Board of Directors: oversight of all OTO projects, monthly review of program activity, 
benchmarks & financials, 60% of time spent on project via monthly meetings and special 
meetings, as needed. Qualifications: The Board brings a wide scope of local business sector 
representation as well as community, financial, nonprofit and corporate experience to the 
oversight of the organization. 

● Katharina Papenbrock, OTO Executive Director: oversight of management staff, contractors and 
all projects within scope of work. Full time employee, 50-70% on time spent on project. 
Qualifications: Colorado Tourism Office Colorado Rural Academy for Tourism consultant, 
Colorado Tourism Leadership Journey graduate, Region 10 Comprehensive Economic 
Development Strategy Committee Chair, Region 10 Board of Directors, Mountains & Mesas 
Regional Development Committee Representative. 

● Heidi Pankow, OTO Director of Industry, Media and Consumer Relations: public relations and 
media development, group development, direct consumer outreach, regional collaborations, 
international marketing and group development. Full time employee, 100% of time spent on 
project. Qualifications: Western Slope Colorado Byways Commissioner, Colorado Tourism 
Leadership Journey graduate, San Juan Skyway Committee Project Leader, past experience in 
national corporate-level group sales, customer service and advertising sales. 

● Dawn Glanc, OTO Visitor’s Center Manager: oversight of all Visitor’s Center staff, volunteers and 
visitor services operations and projects, Colorado Concierge and Leave No Trace program 
development and instructor. Full time employee, 100% of time spent on project. Qualifications: 
Ouray City Councilor, local entrepreneur and guide, Colorado Outdoor Industry Leadership 
Summit member, Colorado Tourism Leadership Journey class of 2019-20, Leave No Trace 
instructor 

● OTO Visitor’s Center Concierges: visitor services, direct inquiry and mail fulfillment and duties as 
assigned by Visitor’s Center Manager. Part-time employees, 2 year-round, 3 seasonal, 100% of 
time spent on project. 

○ Mary Mitchell, year-round. Qualifications: 20+ years of experience as a Visitor Services 
Concierge at the Ouray Visitor Center, recycling and reuse expert 

○ Melenda Lekanof-Baker, year-round. Qualifications: past director of Lake City Chamber 
of Commerce, United Airlines Customer Service representative, Tribal Tourism Grants 
Director 

○ Lou Hart, seasonal. Qualifications: retired teacher and counselor, long-term Ouray 
resident and business experience 

○ Seasonal VC Concierces (2): hired at the beginning of summer season, they are 
generally Ouray residents who are screened for their knowledge of Ouray and regional 
assets as well as their dedication to customer service 

● OTO Visitor Center Volunteers: peak season visitor services support, 100% of time spent on 
project 

○ Bob Breitengross. Qualifications: long-time Ouray resident, passionate Jeeper and 
technical assistant, 5+ year OTO Volunteer 

○ Additional Volunteers: recruited each summer season 
○ Grand Mesa, Uncompahgre Gunnison National Forest Rangers: peak season weekend 

volunteer assistance at the Ouray Visitor Center for public lands outreach, information 
and updates 

○ Ouray Trail Group: outside volunteers that develop local hiking and cross country ski trail 
updates and condition reports 

● Rick Axe, OTO Maintenance Technician: cleaning, interior day-to-day maintenance and exterior 
landscaping for Ouray Visitor’s Center. Contractor, 100% of time spent on project. Qualifications: 
long-time resident of Ouray, prior business owner and past OCRA board member 

● Heather Smith, Western Slope Business Solutions, OTO Bookkeeper: accounts payable and 
receivable, payroll, federal and state employment taxes, sales tax filings. Contractor, 80% of time 
spent on project. Qualifications: Certified Public Accountant, prior director of Basalt Chamber of 
Commerce. 
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Additional qualified personnel available to assist on projects if required: (note: this list is not meant 
to be comprehensive but represents key existing contractors and partners of the Ouray Tourism Office 
who could be leveraged quickly as needed for specific project assistance) 

● Ouray Tourism Office Members: 160 members available to be leveraged for individual assistance 
on projects, hosting and local business expertise for input and implementation 

● Pam Foyster: OTO Membership Coordinator: Leave No Trace Instructor 
● Markus Van Meter, Markus Van Meter Photography: social media consulting and content, STEM 

instructor at Ouray School, videography and photography interns 
● Jason Herzog, Agency Tourism Marketing: domestic marketing strategy, online content and 

targeted advertising specialist 
● Bryan Jordan, Vista Works: local product development, targeted social advertising 
● Brent Bayless, Pinpoint Imagery: online interactive maps, video, drone and photography, Google 

for Business 360 virtual tours 
● Kelly Bulkley, Ballantine Communications: Ouray-Ridgway Visitor’s Guide publication, strategic 

online marketing and content promotion 
● Tanya Ishikawa, BT Multimedia Communications: content writing specialist 
● Tessa Cheek, Weehawken Creative Arts: events calendar assistance and strategic event 

marketing 
● Hilary Lewkowitz, Mountain Roots Consulting: destination development and management 

projects 
● Kelli Helper and Kelly Brown, The Destination Studio: destination marketing, branding and 

experience development projects 
● Kristin Coates, Second Muse: sustainable tourism strategy expert 
● Jill Corbin, Colorado Tourism Office: Colorado Rural Academy for Tourism program 

implementation 
● Elizabeth O’Rear, Colorado Tourism Office: Marketing Matching Grant programs 
● Barbara Bowman, Bowman and Associates consulting: strategic partnership, community and 

local leadership development 
● Todd Mayfield, Principal and Group Creative Director, Avia Design Group: strategic wayfinding 

program study and implementation 
● Lisa Schwantes, Communications Director, CDOT Region 5: strategic communications for any 

regional roadway work or projects 
● Kimberly Awtrey-Phillips, Public Affairs Officer, United States Forest Service Grand Mesa, 

Uncompahgre and Gunnison: strategic communications and development assistance for any 
regional USFS work or projects 

● Jim Lovelace, Outdoor Recreation Planner, Bureau of Land Management Gunnison Field Office,: 
strategic communications and development assistance for any regional BLM work or projects 

● Trish Thibodo, Community Development Director, Region 10: strategic development assistance 
for community development projects and funding 

● Nancy Murphy, Small Business Development Director, Region 10: strategic communications, 
training, resources and development assistance for local businesses 

● Bonnie Watson, Investment Team Member, Telluride Venture Fund, Telluride Regional Loan 
Fund, Telluride Venture Accelerator: strategic communications, training, resources and funding 
assistance for local businesses 

● Glenn Plagens, Director of Business Support & Rural Prosperity, Colorado Office of Economic 
Development and International Trade, Rural Technical Assistance Program: strategic 
communications, technical and funding assistance for local businesses, small manufacturers and 
communities 

● Katherine Correll, Executive Director, Downtown Colorado Inc.: strategic development assistance 
for community development projects and funding 

● Janie McCullough, Colorado Association of Destination Marketing Organizations, Tourism 
Industry Alliance of Colorado: strategic communications, research and outreach materials for 
statewide tourism industry issues, research and data 

● Dr. Susan King, Associate Professor of Marketing, Hillsdale College, marketing research and 
internship assistance 
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COST AND WORK HOURS 
 
Dedicated Work Hours:  
Within the scope of work included in this response, the OTO will provide the City of Ouray with 2 
dedicated full-time staff members, 6 part-time staff members, 2 local contractors, local and student 
volunteers and selected outside contractors and experts. Annually, this represents over 13,000 dedicated 
work hours toward the City of Ouray’s DMMD and visitor services programs.  

 
If the OTO were a private sector agency, this dedicated work load would cost a minimum of $1,300,000 in 
staff time alone. The OTO is able to provide this value by employing passionate local experts, contracting 
with industry experts that understand and support rural budgets and by leveraging our other strategic 
funds and grants toward the two scopes of work. As in years past, we expect to perform a comprehensive 
program that is valued at $700,000 at a contract cost of $410,000 to the City of Ouray. 

 
Total program cost: $410,000 
The amount above requests less than the total estimated funding published in the RFP. It is vitally 
important to the OTO that there continues to be a year-end reserve in the Tourism Fund so that it can be 
leveraged in case of an emergency, economic downturn or as matching funding for important 
opportunities. We believe that it is more important to maintain this reserve than to spend it on other items 
in one calendar year. Maintaining this year-end reserve has been a priority for us in our prior contracts 
with the City of Ouray and, in practice, we have always requested our annual funding with that year-end 
reserve in mind. This policy grew the fund balance to $58,000 at year-end 2018 and we would like to see 
a year-end fund reserve of at least $50,000 continue under any new contract structure. 

 
● DMMD: $250,000 

The cost above will achieve all activities as proposed in the scope of services. 
 
To achieve the program as proposed, the DMMD contract will need to be paid out in eleven 
monthly payments of $20,833.33 and one payment of $20.833.37 made available in the first week 
of each month. 
 
The OTO fully understands the funding variances that happen month over month within the 
Tourism Fund. To be fiscally responsible, the OTO cannot take on the financial risk of cash 
flowing this proposed scope of work in its entirety until adequate funding becomes available in the 
Tourism Fund in August of 2020. We fully support the City’s responsible fiscal policy with this 
formal RFP process but its timing has resulted in our inability to commit to at least one key 
contract that traditionally provides value-added marketing to both the City and our local business 
partners. We want to ensure that we can still hit the ground running without any additional gaps in 
the DMMD program, so it is essential that it can start and be funded on January 1, 2020. 
 
Page 14 illustrates a projected cash flow forecast for the monthly estimated Tourism Fund 
balance for the City of Ouray (based on 2019 actuals, where available) and the OTO’s cash flow 
for each scope of work. 2019’s actuals-to-date show that the Tourism Fund does rebound at the 
end of the third quarter. The proposed even monthly payments for the DMMD contract split the 
cash flow responsibility between both organizations to the degree that each can accommodate 
those months when funding does not match necessary expenditures. 
 

● Ouray Visitor’s Center Operations: $160,000 
We are allocating $7,000 more than the published RFP allocation to accommodate the move of 
the customer service, fulfillment expenses, toll free number, local promotional collateral, Colorado 
Concierge training and Leave No Trace partnership items from the DMMD scope of work into the 
visitor services scope of work because we believe that they are vitally connected to the 
operations and expertise of the Ouray Visitor’s Center team. The cost above will achieve all 
activities as proposed in the scope of services. 
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To achieve this, the following payments would need to be made in the first week of each month to 
cover uninterrupted, year-round Ouray Visitor’s Center operations: 

○ January 2020:   $10,794.25 
○ February 2020:   $10,794.25 
○ March 2020:   $17,013.69 
○ April 2020:   $16,948.00 
○ May 2020:   $12,520.98 
○ June 2020:   $  7,221.07 
○ July 2020:   $13,648.66 
○ August 2020:   $18,136.72 
○ September 2020: $14,248.66 
○ October 2020:    $13,488.66 
○ November 2020:  $14,567.52 
○ December 2020:  $10,617.54  
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FIRM CAPABILITY 
 
Formally incorporated in 1975, the OTO is a local, community-based nonprofit that executes a 
highly-respected and effective rural destination marketing and visitor services program. The OTO (under 
its current and prior structures as the Ouray Chamber Resort Association and Ouray County Chamber of 
Commerce) has been promoting Ouray as a desirable destination for 44 years and has responsibly and 
effectively performed both scopes of service under contract with the City of Ouray since the 
implementation of the local lodging and occupation tax. 
 
Performance Indicators and Benchmarks: All of our decisions are informed by data-driven 
performance indicators. Below are the indicators and benchmarks that we will consider when evaluating 
and making adjustments to the DMMD and visitor services programs. 

● Monthly, Seasonal & Annual Sales Tax trends in Lodging, Retail (in town) and Restaurant 
categories, adjusted for inflation  

● Monthly, Seasonal & Annual Lodging Tax revenue 
● Monthly, Seasonal & Annual Lodging Occupancy trends by Hotel/Motel, Bed & Breakfast, 

Short-term Rentals & RV Park/Unfurnished Cabin categories 
● Monthly Average Daily Rate (ADR) of lodging properties by Hotel/Motel, Bed & Breakfast, 

Short-term Rentals & RV Park/Unfurnished Cabin categories 
● Monthly, Seasonal & Annual Ouray Visitor Center, Ouray Hot Springs Pool, Box Cañon Falls and 

Ouray Ice Park visitation trends 
○ 2020 benchmarks: Even with 2019 (due to economic indicators showing economic 

slowdown and softening visitor sentiment). 
○ Long-term benchmarks for tax revenues: Maintain occupancy percentages in peak 

months (June, July, August, September), increase occupancy in off-peak months 
(October-May) up to community-developed and vetted capacity levels; increase length of 
stay to above industry averages. 

○ Long-term benchmarks for Lodging Occupancy and ADR: Maintain occupancy and 
maintain or increase ADR in peak months (June, July, August, September), increase 
occupancy and ADR in off-peak months (October-May) up to community-developed and 
vetted capacity levels. 

○ Long-term benchmarks for key asset visitation: Maintain visitation in peak months (June, 
July, August, September, and January for Ouray Ice Park), increase visitation in off-peak 
months (October-May) up to community-developed and vetted capacity levels. 

● Organic trends of visitation and engagement with OurayColorado.com, @Ouray_CO Facebook 
and @OurayCO Instagram accounts 

○ 2020 benchmarks: Maintain trends as seen in prior years: flat growth in new visitors but 
an increase in time on site on OurayColorado.com; average 10% organic growth on 
Facebook and Instagram. 

○ Long-term benchmarks: Increase time on site on key destination content pages. Increase 
outbound referrals to local attractions, businesses and experiences. Increase content 
referral links between social media channels and OurayColorado.com. 

● Demographic and psychographic trends on OurayColorado.com, @Ouray_CO Facebook and 
@OurayCO Instagram accounts 

○ 2020 benchmark: Maintain current demographic trends for existing markets. 
○ Long-term benchmark: Top ten status for key geographic emerging markets. Identify key 

niche market demographics and psychographics. Develop, track and maintain their 
interaction with key engagement channels online. 

● Advertising Value Equivalency of OTO-influenced media about Ouray 
○ 2020 benchmark: Maintain current annual values 
○ Long-term benchmark: Increase off-peak season experience media features. Increase 

feature- and experience-focused articles overall. 
● OTO-influenced domestic & international group tour providers offering Ouray itineraries 

○ 2020 benchmark: Maintain current annual rate of 2-4 new international providers 
including Ouray on their itineraries. 

○ Long-term benchmark: Develop and promote domestic and international itineraries and 
offerings in off-peak seasons. 
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● Value-added funding through successful grant applications and other partner- and 

industry-supported promotions and development projects 
○ 2020 benchmark: Maintain participation in Colorado Historic Hot Springs Loop, 

Mountains & Mesas Regional Itineraries and Ouray-Ridgway Off-Peak Seasonal Itinerary 
grants. 

○ Long-term benchmark: Participate in at least one successful marketing matching grant 
per year. Leverage Colorado Rural Academy for Tourism and state implementation 
funding opportunities for destination development and technical assistance. Identify 
non-government funding partnerships for destination development. 

● ROI for online advertising - pay-per-click for top search engine content, social promotions, 
click-throughs on sponsored pages and paid features 

○ 2020 benchmark: ROI in line with or exceeding CTO standards, where measurable. 
○ Long-term benchmark: Same as above. 

● Industry Research: Tourism Sentiment trends and needs via annual survey of Ouray leads in 
partnership with Hillsdale College, Ouray Resident & Business Community survey done in house, 
DestinationThink! Tourism Sentiment Index and annual analysis of Ouray Visitor’s Center 
sign-in/comment sheets 

○ 2020 benchmarks: Maintain current satisfaction ratings, awareness channels and 
self-reported length-of-stay and participation rates for key Ouray assets and activities. 
Conduct an in-depth resident survey around tourism capacity and key pressure points. 
Identify a baseline for real-time Ouray reputation monitoring sentiment index through 
DestinationThink! Tourism Sentiment Index. Develop Sustainable Tourism Master Plan. 

○ Long-term benchmark: Identify, develop and track sentiment for emerging experiences. 
Increase satisfaction rates for key assets and experiences. 

 
Additional sources of data referenced for destination-level benchmarking and economic trends: 

● Colorado Tourism Office Regional Marketing Strategies & Data 
● Dean Runyan Colorado Travel Data 
● Longwood’s International Colorado Travel & Tourism Study 
● U.S. Forest Service Trail & Commercial Use Data for GMUG - Ouray Ranger District  
● Tourism Industry Association of Colorado and Colorado Association of Destination Marketing 

Organization annual studies and reports 
● Colorado Department of Labor and Employment labor market information 
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KEY REFERENCE PROJECTS: Destination Marketing and Development 

● Colorado Historic Hot Springs Loop 
Contacts: Cathy Ritter, Director, Colorado Tourism Office, cathy.ritter@state.co.us, 
303-892-3840, Andrea Blankenship, Director of International Tourism, Colorado Tourism Office, 
andrea.blankenship@state.co.us, 303-892-3840, Vicky Nash, Resort Trends, Inc., 
vicky@resorttrends.com,  970-948-4923 
Brainstormed in 2015 by Katharina Papenbrock and Heidi Pankow of the Ouray Tourism Office 
and Jennie Green of Visit Pagosa Springs, the idea behind creating this mutually beneficial 
tourism experience was to pool the marketing and financial resources of several Colorado hot 
springs destinations that are all within driving distance of one another with matching grant funding 
provided by the Colorado Tourism Office to create a new way to experience Colorado. The 
CHHSL provides visitors with a vacation itinerary that takes them on a 720-mile tour of five 
western Colorado hot springs destinations. The route includes Chaffee County, Pagosa Springs, 
Ouray, Glenwood Springs, and Steamboat Springs, with each destination offering visitors 
distinctive geothermal soaking and local history experiences. Promotion has been international 
and domestic in scope and has now expanded to partnerships with other key in-state experiences 
like the Colorado River Outfitters and Colorado Spirits Trail. For the destinations along the loop, 
the result has turned into marketing gold, with all local hot springs reporting higher numbers and 
incredible media, industry and consumer response to the program. With the 2020 funding cycle 
confirmed, this program will have leveraged $250,000 in marketing funding to become the most 
recognized new Colorado tourism product of the last 10 years. The program won the Best Idea 
Award from the Destination Marketing Association of the West in 2017, the Colorado Business 
Roundtable’s inaugural Collaboration in Industry Award in the Tourism and Outdoor Recreation 
category in 2017, the Colorado Tourism Office’s Governor’s Award for Outstanding Marketing 
Program in 2019 and has generated millions of dollars in media value to date. 
 

● Mountains & Mesas Regional Itinerary Promotion 
Contacts: Elizabeth Fogarty, Visit Grand Junction, elizabethf@gjcity.org, 970-256-4060; 
Suzanne Harrison, Durango Area Tourism Office, suzanne@durango.org, 970-828-1036; Jennie 
Green, Visit Pagosa Springs, sales@visitpagosasprings.com, 970-903-9728; Kelly Kirkpatrick, 
Mesa Verde Country, kellyk@mesaverdecountry.com, 970-565-8227 
The former Southwest Colorado Travel Region has always has a strong marketing partnership 
and with the revisioning of the state travel regions under the direction of the Colorado Tourism 
Office, Destination Think! and regional representatives, the region was ready in its first rebranded 
year to apply for grant funding to develop regional itineraries. The key for this promotion was to 
introduce international and domestic visitors in key markets (English and German-speaking 
countries and domestic fly-drive markets like Los Angeles, Chicago, Atlanta, Salt Lake City and 
Denver) to the authentic experiences across the western slope of Colorado. Destination partners 
were asked to build themed itineraries around their preferred seasons of visitation and around 
events and attractions that are not suffering from capacity issues, so that all could grow their new 
markets sustainably within this new partnership. Additional assistance was provided to highlight 
the small destinations across the region to disperse existing visitors and introduce new visitors to 
their areas. The initial series of itineraries was received well by the targeted international and 
domestic markets and is featured online in a Road Trip itinerary on Colorado.com 
(https://www.colorado.com/colo-road-trips/grand-tour-mountains-mesas-region). Phase two of the 
grant has been funded and will kick off at the end of 2019, with additional partners joining to add 
funding and experiences to the mix. The Mountains & Mesas Brochure will also be updated to 
reflect those new experiences.  
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● Ouray-Ridgway Off-Peak Seasonal Promotion 

Contact: Hilary Lewkowitz, Mountain Roots Consulting, hilary@mountainroots.biz, 707-834-7104 
The OTO and Ridgway Area Chamber of Commerce have a longstanding strategic partnership 
that has included grant work that led to the publication of the joint Ouray-Ridgway Visitor’s Guide, 
a technical assistance grant for Ouray County outdoor recreation businesses and now a direct 
marketing collaboration. The issue of equitable funding has always been a barrier to this 
collaborative work but with the creation of a small marketing matching grant through the Colorado 
Tourism Office, the Ridgway Area Chamber of Commerce was able to take lead on a grant that 
allowed for each organization to participate as equals in an off-peak season outdoor recreation 
and heritage experience promotion that leveraged Colorado.com and domestic digital marketing 
to raise awareness for off-peak experiences in Ouray and Ridgway. This program has been 
funded for a second year, with additional money being put into direct online marketing that leads 
to each respective organization’s websites. 

 
ADDITIONAL PROJECTS: Destination Management 

● Colorado Rural Academy for Tourism: Sustainable Tourism Pilot Program 
Contact: Jill Corbin, Director of Destination Development, jill.corbin@state.co.us, 303-534-5225 
Ouray was chosen by the Colorado Tourism Office as the pilot program for the Colorado Rural 
Academy For Tourism’s Sustainable Tourism Workshop. Local participants spent two days in 
learning and planning sessions with state sustainable tourism experts to start exploring what 
sustainable tourism means in a rural community and where Ouray can start with its program. 
Outcomes of this program were discussions with City staff around sustainable special event 
practices and requirements, discussions about local recycling and composting programs and an 
introduction to the state’s Leave No Trace responsible tourism program. Ouray not only got an 
incredible opportunity to launch a new technical assistance workshop but is also referenced 
within the CRAFT training toolkits as an effective example of Community-Based Tourism in 
leadership development: 
https://industry.colorado.com/rural-tourism-toolkit-case-study-developing-leadership-team-ouray 
and partnership development: 
https://industry.colorado.com/rural-tourism-toolkit-case-study-developing-partnerships-ouray.  
 

● Leave No Trace Hot Spot Event: Blue Lakes 
Contact: Mitch Warnick, Outreach Manager, Leave No Trace Center for Outdoor Ethics, 
mitch@lnt.org, 303-442-8222 x 107 
The Ouray Tourism Office was a key partner in pulling together a multi-stakeholder group for the 
2018 Leave No Trace Hot Spot event at Blue Lakes to bring awareness and responsible tourism 
recommendations to this heavily-impacted local asset. Partners included the United States Forest 
Service, San Juan Mountains Association, Ouray Tourism Office, Great Old Broads for 
Wilderness, Ridgway Area Chamber of Commerce and many other community nonprofit groups 
and stakeholders who were invited but not able to attend directly. The ensuing outreach weekend 
and training video was very effective for the Leave No Trace program and got the value-added 
effect of being vetted by the Colorado Tourism Office, which was working on its own Leave No 
Trace program but hadn’t engaged with the Hot Spot Program before. The Ridgway Area 
Chamber of Commerce and Ouray Tourism Office used the resulting video in their visitor-oriented 
social media messaging over the course of 2018. 
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From: Ouray Chamber Resort Association
To: "City Administrator"
Cc: clm.hinkson@gmail.com; "William Hall"; "Kara Rhoades"; "Patty"; "Krysta Cossitt"; "Mark Iuppenlatz"
Subject: RFP Scope Questions from Ouray Tourism Office Board
Date: Monday, September 9, 2019 2:20:00 PM
Attachments: 190906 RFP Response Questions.pdf

City of Ouray
Attn: Justin Perry, City Administrator
PO BOX 468
Ouray, CO 81427

September 6, 2019

Dear Justin,

On behalf of the OTO Board, please find a list of questions regarding the Request for
Proposal for Destination Marketing, Management and Development and/or Visitor Center
Operation Services published by the City of Ouray.

1. In Section III where the budget numbers are presented they are projected as $311,361
for marketing and $153,332 for Visitor’s Services for a total of $464,693. Based on the
2019 projections for the tourism fund, the projected annual revenue for that fund is
$408,000. Do the City’s provided budget figures include the projected carryover fund
balance of $50,000?

If yes, does the City still want to maintain an operating or emergency fund reserve each
year? If so, this would adjust the budget available for the marketing portion of the bid.

2. In Section III, disbursement is based on funding as it becomes available. Is there one
part of this bid, Destination Marketing, Management and Development or Visitor Center
Operations, that would take funding priority during those months where fund revenue does
not match operating expenses? Will the city share the estimated month to month Tourism
Fund revenue and availability with bidders to help in their budgeting process?

3. In Section III, there is no proposed timeline or completion date for the scope of
services listed below. Does the City have a specific timeline or completion date (i.e. one
year, end of 2020, etc.) in mind for the resulting contract?

4. In Section IV-B, can you clarify the partnership relationship with the City of Ouray?
Would this relationship be on a liaison/informational level or is the City requesting a specific
promotions plan for City-sponsored and -owned events and attractions?

5. In Section IV-C, can you clarify the customer service scope? Customer service is an
integral part of Visitor Center Operations and may need to be under that scope of services;
or does this address a development issue to address customer service needs in the
community?

Appendix 1
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City of Ouray 
Attn: Justin Perry, City Administrator 
PO BOX 468 
Ouray, CO 81427 
 
 
September 6, 2019 
 
 
Dear Justin, 
 
On behalf of the OTO Board, please find a list of questions regarding the Request for Proposal 
for Destination Marketing, Management and Development and/or Visitor Center Operation 
Services published by the City of Ouray. 
 


1) In Section III where the budget numbers are presented they are projected as $311,361 
for marketing and $153,332 for Visitor’s Services for a total of $464,693. Based on the 
2019 projections for the tourism fund, the projected annual revenue for that fund is 
$408,000. Do the City’s provided budget figures include the projected carryover fund 
balance of $50,000? 
 
If yes, does the City still want to maintain an operating or emergency fund reserve each 
year? If so, this would adjust the budget available for the marketing portion of the bid. 
 


2) In Section III, disbursement is based on funding as it becomes available. Is there one 
part of this bid, Destination Marketing, Management and Development or Visitor Center 
Operations, that would take funding priority during those months where fund revenue 
does not match operating expenses? Will the city share the estimated month to month 
Tourism Fund revenue and availability with bidders to help in their budgeting process? 
 


3) In Section III, there is no proposed timeline or completion date for the scope of services 
listed below. Does the City have a specific timeline or completion date (i.e. one year, end 
of 2020, etc.) in mind for the resulting contract? 
 


4) In Section IV-B, can you clarify the partnership relationship with the City of Ouray? 
Would this relationship be on a liaison/informational level or is the City requesting a 
specific promotions plan for City-sponsored and -owned events and attractions? 
 


5) In Section IV-C, can you clarify the customer service scope? Customer service is an 
integral part of Visitor Center Operations and may need to be under that scope of 
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services; or does this address a development issue to address customer service needs 
in the community? 
 


6) In Section IV-F-4, the toll-free telephone number is enmeshed with Visitor’s Services and 
we would recommended moving it to that scope of services. 
 


7) How do you see the relationship between the Destination Marketing, Management, and 
Development and Visitor Center Operations contractors? There is a need for some 
relationship between the two scopes of service to ensure that messaging and current 
activities, events, etc. are aligned so that visitors have a seamless Ouray experience 
from the inspiration and planning part of their process to their ultimate trip. 


 
We would like to request that our questions and the City’s response be provided to all bidders 
as part of this public process. Thank you in advance for your time in clarifying the questions 
above. 
 
We will have representatives at the walk-through on September 24 and look forward to meeting 
with you and other interested bidders there. 
 
Sincerely, 


Chris 
Chris Hinkson 
 
On behalf of the Ouray Tourism Office Board of Directors: 
Chris Hinkson, President 
William Hall, Vice-President 
Kara Rhoades, Treasurer 
Patricia Biolchini, Secretary 
Krysta Cossitt 
Mark Iuppenlatz 
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6.            In Section IV-F-4, the toll-free telephone number is enmeshed with Visitor’s Services
and we would recommended moving it to that scope of services.
 
7.            How do you see the relationship between the Destination Marketing, Management,
and Development and Visitor Center Operations contractors? There is a need for some
relationship between the two scopes of service to ensure that messaging and current
activities, events, etc. are aligned so that visitors have a seamless Ouray experience from
the inspiration and planning part of their process to their ultimate trip.
 
We would like to request that our questions and the City’s response be provided to all
bidders as part of this public process. Thank you in advance for your time in clarifying the
questions above.
 
We will have representatives at the walk-through on September 24 and look forward to
meeting with you and other interested bidders there.
 
Sincerely,

Chris
Chris Hinkson
 
On behalf of the Ouray Tourism Office Board of Directors:
Chris Hinkson, President
William Hall, Vice-President
Kara Rhoades, Treasurer
Patricia Biolchini, Secretary
Krysta Cossitt
Mark Iuppenlatz
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PROPOSAL
FOR THE CITY OF OURAY

BALLANTINE COMMUNICATIONS  
1275 Main Street 
Durango, Colorado 81301
970-247-3504 
www.ballantinecommunications.com

contacts: 
Colleen Donley
Director of Client Engagement
970-375-4055
cdonley@bcimedia.com

Kelly Bulkley
Senior Marketing & Account Executive 
970-375-4538
kbulkley@bcimedia.com
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THANK YOU
We are pleased to present our proposal for the City of Ouray’s Marketing Development and 
Desitination Marketing. We are Ballantine Communications, located in downtown Durango, 
and we are the largest publishing house on Western Slope. We have produced the news for 
The Durango Herald and special publicaitions for over 45 years. Our company continues to 
grow and evolve, creating Adventure Pro Magazine and the expansion of our digital marketing 
and brand agency services. We are now able to expand how we work with businesses, tourism 
offices, and brands with new and effective strategies for engaging their consumers. 

It’s been an honor to produce the Ouray County Visitors Guide for over 5 years. 
Thank you for the consideration and time you all give to reviewing our proposal for  
the City of Ouray’s 2020 marketing needs. If you need us, we’re right down the road. 

THE DURANGO HERALD is an award-winning news outlet that 
publishes articles online every day and print newspapers on Wednesday and 
Friday, in addition to The Weekend Edition on Saturday. The paper includes 
local, state and national news, entertainment, regional issues, sports, opinions, 
columns, comics and classifieds.

THE JOURNAL is a community newspaper based in Cortez, that focuses 
on covering Montezuma and Dolores counties. The Journal keeps residents 
informed by covering business, crime, education and health news as well as 
local events and sports.

ADVENTURE PRO is an online and print magazine produced by 
expert and novice adventurers, athletes, and freelancers. The breath-taking 
photographs and creative content celebrate all things outdoors, and include 
gear guides, how-to articles, maps and more. The goal is  
to give readers the inspiration and knowledge to experience their  
own adventure.

BCI MEDIA SERVICES is a digital marketing agency made up of sales 
representatives, content creators and social media marketing experts. These 
account managers work with local businesses to assist with projects like search 
engine optimization, social media posting, website development and video 
production.

DORADO BRAND STUDIO is a national advertising, marketing and 
production agency that specializes in creating and executing campaigns using 
thoughtful storytelling, engaging imagery and diverse distribution channels. 
DBS can help with design, development, strategy and more.

FOUR CORNERS EXPOS develops special events featuring vendors 
and programming to connect clients to customers that showcase products 
and services. We host different shows annually, including Two Hearts Wedding 
Expo, Four Corners Regional Job Fair, Home & Ranch Expo and What A Girl 
Wants Expo.

Ballantine Communications Inc. 

 is a locally-owned and operated 

media company that employs 

approximately 100 individuals. 

We offer a number of services to 

local communities and national 

clients through its individual 

brands. BCI is comprised of creative 

professionals that strive to “exceed 

the limits of innovation in news and 

entertainment media by providing 

quality content, timely deliverables 

and business strategies that 

empower a local community.” 

B A L L A N T I N E C O M M U N I C A T I O N S I N C . C O M

THE DURANGO HERALD

OURAY

Silverton

San Juan 
National 

Forest

Hermosa

1 hour 
44 minutes
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Ballantine Communications  |  1275 Main Street  |  Durango, Colorado 81301
970-247-3504  |  www.ballantinecommunications.com

TEAM MEMBERS
JAMIE OPALENIK DIRECTOR OF MULTIMEDIA SALES

Jamie has been with Ballantine Communications for 4 years. A background in 
broadcast journalism and marketing, focusing on small community news and 
tourism. Jamie has worked as the Marketing Director for the Durango Herald 
and BCI Media while also leading new business development for print and 
digital advertising.

COLLEEN DONLEY DIRECTOR OF CLIENT ENGAGEMENT

Colleen works closely with your entire team to develop the communication 
strategy and creative direction to support your brand and campaign goals. 
Colleen has been with Ballantine for the past 5 years and brings over 15 years 
of sales and marketing experience to our team.

KELLY BULKLEY SENIOR MARKETING & SALES ACCOUNT EXECUTIVE 

Kelly is the Sr. Account Executive for Durango Herald’s Real Estate clients 
and serves as the project lead for the Ouray County Visitors Guide the past 
3 years. The marketing strategy and campaign management experience along 
with Kelly’s existing relationships with the Ouray business community give 
her valuable insight to her role as your account manager.

TAD SMITH CREATIVE SERVICES MANAGER 

Tad offers 20 years of experience as a graphic designer, focusing on visitor 
guides and catalogs throughout the Southwest. The skills and expertise Tad 
offers are shared with his creative services teammates, Christian Ridings, and 
Gary Markstein.

TERRANCE SIEMON DIRECTOR OF FILM & PHOTOGRAPHY 

Terrance’s video and photo work has been featured nationally and is the 
foundation for Adventure Pro Magazine for the past 3 years. His extensive 
knowledge and master talent deliver the most inspiring body of work as 
your content.
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Continued

TEAM MEMBERS
CHRISTIAN RIDINGS LEAD GRAPHIC DESIGNER

Christian brings his graphic design and art background for the past 4 years 
and works closely with our marketing team and account managers to bring 
the highest quality and innovation to design and style.

HUNTER HARRELL SPECIAL EDITOR & TOURISM WRITER

Hunter is our special project editor and experienced tourism writer for our 
Winter and Summer guides, Healthy Living, Flavor of Durango, and Women 
in Business. Hunter’s work at Ballantine the last 4 years crosses over to 
building creative content strategies and writing standards and guidelines.

TIONA EVERSOLE OUTDOOR ADVENTURE & DESTINATION WRITER 

Tiona is a focused writer and seeker of wonder and stories. In the past 2 
years, Tiona has worked as the assistant editor for Adventure Pro Magazine 
and a contributing writer for clients and magazines.

JOANN SONDAY CONTENT FULFILLMENT MANAGER 

Joann is the manager of our marketing & content fulfillment agents, Chelsea 
Kemp and Connie Sutton for 4 of the past 6 years at Ballantine. Together 
they work closely with Kelly and your team to manage marketing campaigns, 
digital advertising, content distribution, social media marketing and 
customer service.

SKYLAR BOLTON WEB & INTERACTIVE DEVELOPMENT MANAGER 

Skylar leads his teammates, Jace Reynolds and Taylor Lancaster, and brings 
over 5 years of user experience, interactive web design and development 
solutions to Ballantine Communications and our clients.
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Our process starts with establishing key objectives 
for the City of Ouray’s Destination Marketing and 
Development team. We created a list of ‘possible 
objectives’ to understand how to build the best 
strategy to achieve your goals. Our next task was 
the consideration of characteristics in your core 
audience and the trends to reach new target 
markets along with identifying locations for the 
most opportunity to recruit visitors. 

These two steps allowed us to determine the most 
effective strategy, identify the tactics, benchmarks, 
and budget to produce the desired results. 

This section illustrates the scope of our services 
and the approach we take to achieving success in 
our 2020 Marketing Plan    
Item A1 + A2 + A3 + A4 + A5

The Team Who Research & Produce Creative  
+ marketing strategist
+ account manager
+ market researcher
+ art director
+ writer
+ graphic designer
+ social media manager

Our talented creative services team works 
together to reach your target audiences, where 
they are, and deliver the most effective messaging. 
This is a crucial step to being organized and 
ready to share the best, most relevant content on 
specific issues. Focused on sharing the voice of 
Ouray with excellent production of creative assets, 
we deliver ‘Best Practices’ with ongoing QA + QC 
over the entire marketing plan and team for you. 
Item A1

The “Day to Day”
Customer service and performance measuring with 
a dedicated account manager that works with the 
Creative Service Team to execute the tactics in the 
strategy for your 2020 Marketing Program. Together 
we analyze the data in our reporting to determine 
how our messaging is working towards objectives 
using defined performance benchmarks such as: 

current lead volume, inbound links, website traffic, 
content downloads, blog subscribers, social media 
reach and clearly defined success factors for how 
we measure our value and your ROI. This is where 
the forecasting and reporting originates and is 
managed.
Item A4 + A5:

ACT AS THE TOURSIM EXPERT FOR THE CITY

Develop and maintain a  
balanced marketing program

DEDICATED CREATIVE SERVICE TEAM:  
Content Curation and Management, Art Direction, and Communication Strategy Optimization

2020 BALANCED MARKETING PROGRAM
Develop Objectives, Strategy, Tactics, Benchmarks

DEDICATED ACCOUNT MANAGEMENT: 
Customer Service, Campaign Management, Optimization and  Monthly Reporting

1
A
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ACT AS THE TOURSIM EXPERT FOR THE CITY continued

Building the Roadmap for Your  
2020 Marketing Plan Our Strategy1

A

ESTABLISH KEY OBJECTIVES:  
Using the 2016 revenue data provided in the RFP, we created a few ‘possible 
objectives’. Setting measurable and achievable objectives is our first priority 
to building our strategy.

DEFINE CORE AUDIENCE AND TARGET MARKETS:  
Target Audience Segmentation, Location, and Measurable Benchmarks

STRATEGY DEVELOPMENT AND BUDGET ALLOCATION:
 Align Objectives, Messaging, and Targeting to Choose Tactics and Performance Metrics

TACTICS FOR DELIVERING AGAINST EACH OBJECTIVE
Search Marketing, Messaging, and Targeting to Choose Tactics and Performance Metrics

REPORTS, PERFORMANCE METRICS, AND INSIGHTS
Analyze, Identify, Refine, Segment, and Deliver

$27.2m

$11.6m

$8.5m

+10%

+11%

+10%
+11%

+11%

2016 Ouray Total 
Visitor Spend

GOAL GOAL

GOAL

GOAL

GOAL

2016 Ouray Total  
Lodging Revenue 

2016 Ouray Total Retail 
Revenue Spend 

2020 Total Visitor 
Spend (Estimate)

2020 Overnight 
Stays
(Estimate)

Convert 2020 
Day Visitors into 
Overnight Stays
(Estimate)2020 Total 

Lodging Revenue 
(Estimate)

2020 Retail 
Revenue Spend
(Estimate)
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WEBSITE MANAGEMENT: Dedicated team for 
web development time. Services, maintenance and 
changes include implementing interactive and fresh 
website content to engage with your audiences is 
managed by our web development team. This is the 
foundation of the City of Ouray’s brand.

DOMAIN HOSTING: Yearly service to manage 
all domains, SSL certificates, email addresses and 
customer service.

SEO: Offsite and onsite website content and specs 
are continually optimized for best practices and 
deliveringagainst the objective to engage and reach 
target audiences using video, photo, and copy.

VIDEO ADVERTISING: Delivering interactive video 
ads in places such as web browsing, social networking, 
video-on-demand and video streaming. Engaging and 
shareable content leading back to ouraycolorado.com 
and starting the re-engagement with potential vistors 
with other tactics.

HIGH IMPACT DISPLAY ADVERTISING: We manage 
the process of launching each campaign starting with 
building the audience and location profiles, creative 
messaging and ad design, and media buy to execute 
ad delivery.

PPC + SEARCH RETARGETING + PAID SOCIAL ADS: 
Media Buy: A detailed strategy and our GoogleAd 
partnership allow us to use keyword, geo-targeting, 
behavior, consumer buying insight, interests in each 
campaign. Measured in guaranteed impressions, CTR, 
and conversions with ongoing data capture of website 
traffic and brand engagement.

ACT AS THE TOURSIM EXPERT FOR THE CITY continued

Our Tactics

SEARCH MARKETING:  
Website Development, SEO Managment,  Streaming Video Advertising,
Digital Display Ads (programmatic), PPC (paid search), and Retargeting Advertising

1
A

GOALS: 
1.  Increase awareness and engagement of Ouray as an Outdoor Adventure + Cultural Tourism destination 
2. Improve Website Traffic and Increas Booking Conversions for Hotel/Motel/B&Bs/Vacation Rentals
3. Enhance Search Result Positioning as Featured Destination

Hot Springs + Outdoor Adventure  
 Travel + Fine Dining + Hotels  

Resorts + Real Estate 
Health + Wellness + Retreat

 La Plata County, CO 
Northern New Mexico 
Denver, Co + Dallas, TX 

Couples + Professionals + Groups

Male + Female between 35-65+

$100,000+ Annual Income

E X A M P L E  T A R G E T I N G

High Impact Display Advertising

Facebook Event 
 Response Ad

Facebook  Offer 
Claims Ad 

Example Paid Search Ad
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BRANDED CONTENT PLANNING AND PRODUCTION: bi-monthly 
produced content for “Blogs, Social, Editorial Copy” in order to build 
awareness, engage with target markets, and convert into visitors and 
overnight stays in the City of Ouray. Writing focusing on the outdoor 
opportunities and the vibrant community. Highlight a community 
member, a business, a featured event with an experiential story sharing 
the essence of your brand. We want to write a story for you that is 
detailed and emotive. We know that’s what it takes to connect with 
visitors and locals alike. Coordinate writers with stories for the seasons, 
audiences and objectives; articles of 300 words, distributed on your 
website, social platforms, email, print communication and digital ads.

COMMERCIAL VIDEO PRODUCTION SERIES: Four (4) commercial length 
video, each with accompanying .6 -.15 second videobumper ads for 
website SEO, email, ConnectedTVvideo ads, social video ads, and more. 

BRANDING PHOTOGRAPHY PACKAGE: Build a library of 100 photo 
assets to collect inspiring images of Ouray events, cultural or historical 
topics, outdoor recreation, shopping and dining. Focusing on target 
audiences for website SEO, email, display/social ads, printed brochures 
and the 2021 Ouray Visitors Guide.

ACT AS THE TOURSIM EXPERT FOR THE CITY continued

Our Tactics continued1
A

GOALS: 
1. Define and deliver the voice of the business and hotel community of Ouray 
2. Reach target audiences with compelling and action producing content
3. Expand Awareness to Ouray as a Featured Travel Destination

CONTENT MARKETING
Commercial Video and Photography Production, Branded Blog and Editorial Content

Examples of work by Tiona Eversole and 
Terrance Siemon for Adventure Pro Magazine

Click to PLay

https://doradobrandstudio.com/durango-
tourism/

Click to PLay

https://doradobrandstudio.com/freeriding/

Example of Branded Photography and Art Direction for Tailwind Nutrition
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SOCIAL MEDIA CAMPAIGN STRATEGY MANAGEMENT, & OPTIMIZATION: 12 curated posts on 
Facebook, Instagram, LinkedIn, Pinterest and corresponding with the paid social advertising budget. 

EMAIL MARKETING: Monthly and Quarterly eNewsletters to curated database with audience 
segmentation by visitors, locals, nearby communities plus reporting and ad retargeting.

DIRECT MAIL WEBSITE RETARGETING:  5000 contacts with name, address, and phone number of visitors 
to ouraycolorado.com and deliver a personalize postcard with Ouray Special Offer within as little as 3 days.

2021 OURAY COUNTY VISITORS GUIDE: Create a valuable touchpoint in print, one of the most trusted 
resources, encompassing the spirit of Ouray County targeted to tourists locally, and regionally in print 
with 100,000 copies and online.  Promote the county and local businesses next to complementary 
content highlighing why to visit, where to go, what to do reaching different audiences. Provide a team of 
sales to support a portion of the publication through advertising. Provide a creative team for the layout, 
design, ad creation, printer relationship, and processing.  Manage distribution to hundreds of locations 
which include local businesses, tourism centers throughout Colorado, neighboring states, key tourism 
locations in other states, and work with the operations team to mail out by request throughout the year. 
The goal to retain, attract additional, and improve the numbers of return visitors.

ACT AS THE TOURSIM EXPERT FOR THE CITY continued

Our Tactics continued1
A

Click to Read 2017 Ouray Visitors Guide
published by Ballantine Communicaitons 
with the Ouray & Ridgway Toursim Offices

Click to Read 2018 Ouray Visitors Guide
published by Ballantine Communicaitons 
with the Ouray & Ridgway Toursim Offices

Click to Read 2019 Ouray Visitors Guide
published by Ballantine Communicaitons 
with the Ouray & Ridgway Toursim Offices

CONTENT MARKETING
Social Media Campaign Strategy Management, Email Marketing, 
Direct Mail Retargeting, and 2021 Ouray County Visitors Guide
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v

ACT AS THE TOURSIM EXPERT FOR THE CITY continued

Our Tactics continued1
A

GOALS: 
1. Deliver the most comprehensive, measureable, and successful marketing plan for the City of Ouray

Item A4 - Public Relations + Earned Media Management: Our established relationships and our approach 
for outreach to editors, journalists, and publications facilitates effective earned media strategy.

Item A6 - Market Research:  We have trusted fulfillment partners to provide an array of market research 
products and meet the needs of the City of Ouray.

Item E - Visitors Center Partnership Coordination for Promotion with Dedicated Support Team: 40 hour 
monthly retainer for dedicated time for partnership support. Offering cross promotion and collaboration 
for local workshops, open houses, community outreach, general support and assistance as needed.

Item F1 - Graphic Design / Creative Services Printed Tourism Collateral: Four (4) hour quarterly retainer 
but can be used as need throughout the year. Use for special projects, poster design, last minute requests.

Item F3 - “Best Practices” Management for Social Media and Email Marketing Four (4) hour quarterly 
retainer to evaluate and analyze our social and email strategies and tactics with KPIs, audience evaluation, 
and benchmarks to our objectives.

Item F4 - Toll-Free Call Tracking:  Up to five (5) line to support and track callers to the VisitorsCenter

Item F5 - Industry Partner CO-OP Marketing Program: 10 hour monthly retainer for developing, launching 
and supporting Hotels, Motels, Bed and Breakfast, Cultural and Outdoor Recreation Providers and other 
appropriate communities

Item G - Community Calendar Management: 

Item H - Retail Business Support Program Initiative: 10 hour monthly retainer for developing, launching 
inititiave supporting local business lodging, retail, and restaurant sales. An example of the work we’ve 
done is during the 416 fire we needed a way to promote that our businesses were still open and ready for 
business. We developed a Loyal to Local campaign to promote residents to shop local. With our tourism 
down due to smoke and not being able to get to popular hiking trails 
we wanted to make sure our locals were taking care of their own. We 
launched our Local to Local campaign with radio, print, social media and 
other business partners such as the Durango Chamber of Commerce and 
Business Improvement District.

INTERGRATING REMAINING RFP REQUESTED DELIVERABLES 
Visitors Center Partnership Coordination for Promotion with Dedicated Support Team 
Graphic Design and Creative Services On Demand for Printed Tourism Collateral
“Best Practices” Management for Social Media and Email Marketing
Toll-Free Call Tracking: Visitors of Ouray 
Industry Partner CO-OP Marketing Program
Community Calendar Management
Retail Business Support Program Initiative
Accounting Services & Reporting Delivery Schedule
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ACT AS THE TOURSIM EXPERT FOR THE CITY continued

Produce an annual marketing plan and budget 
as well as a three to five-year master plan for 
marketing and other activities.

2020 MARKETING BUDGET:  
Allocation, Forecasting and Management

3-5 YEARS MASTER PLAN: 
Marketing and Other Activites

2
A

Ballantine Communications has been serving 
the marketing needs of clients in various 
industries for a number of years.  Part of 
that service is first determining the spending 
budget for each client, allocating the budget 
resources to ensure that we are maximizing 
the benefits to the client, and then closely 
managing the account to ensure that we do 
not exceed the spending budget.  Throughout 
the project, we monitor the progress and 
results to ensure that we are meeting the 
goals.  We re-evaluate the forecast to ensure 
the desired outcome.   

Based upon the initial results of our marketing 
efforts and conversations with the officials 
and business owners in the City of Ouray, we 
will build a three to five year marketing plan 
that includes a modern approach to fully 
support the objectives and strategy to create 
awareness, engagement and drive online 
reservations with hotels and motels.  We 
have a knowledgeable team with experience 
in promoting events, social media strategies 
and creating marketing campaigns for clients 
nationwide, as well as locally.  Our expertise 
will serve the City of Ouray.
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ACT AS THE TOURSIM EXPERT FOR THE CITY continued

Line Item Budget

2020 MARKETING BUDGET:  
Detail cost of each service and tactic outlined in Section A1 corresponding with the RFP outline

2
A

Description Proposal 
Item

Hourly 
Rate

Expected 
Hours

Annual Cost

Develop 2020 Marketing Plan/Meeting Objectives/Benchmarks 
A1, A2, A3, 

A4, A5
6,000$        

Creative Services:  Content Curation, Management, Art Direction and 
Strategy Optimization.  

A1 150 384 57,600        

Account Management:  Customer Service, Account & Campaign 
Management, Optimization & Monthly Reporting.          

A4, A5 75 288 21,600        

Public Relations and Earned Media Management         A4 24,000        
Market Research A6 12,000        
Event Marketing  (assumes four events)                                                                                         A6 8,800           
Domain Hosting Services (12 months) F2 1,000           
Website Management (five hours per month) F2 150 60 9,000           
SEO Management and Performance Measuring  (12 months) F3 19,800        
Video Advertising:  Connected TV 15,000        
High Impact Digital Display Ads and Retargeting (12 months) 18,000        
SEM and Search Retargeting  (12 months) 18,000        
Brand Content:  Planning, Production and Content Marketing (24 pieces) 8,400           
Commercial Video Production:  Seasons of Ouray (1 Video) 14,000        
Branding Photography Package:  City of Ouray (100 Photos) 7,500           

Social Media Campaign Strategy Management, Optimization and Paid 
Social Advertising  (12 months)

7,800           

Email Marketing 8,000           

2021 Ouray Visitor's Guide:  Price assumes advertising sales cover costs 
related to printing and distribution

18,800        

Direct Mail Website Retargeting with Postcards  (5000 postcards) 3,800           

Visitors Center Partnership Coordination for Promotion with Dedicated 
Support Team

E 25 400 10,000        

Graphic Design/Creative Services Printed Tourism Collateral F1 75 16 1,200           
Best Practices Management for Social Media and Email Marketing F3 50 16 800              
Toll-Free Call Tracking:  Visitors of Ouray (12 months) F4 300              
Industry Partner COOP Marketing Program (10 hours per month) F5 50 120 6,000           
Community Calendar Management  (12 months) G 6,600           
Retail Business Support Program Initiative (10 hours per month) H 50 120 6,000           
Accounting Services, Reporting Delivery and Scheduling I, J 48 -               

310,000$  Projected Total Cost
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COMPREHENSIVE PERFOMANCE REPORTING WITH KEY DATA POINTS:
Performance reports and analyzing results to determine our results and ROI

REPORT CAMPAIGN RESULTS & KEY WINS: 
Summary of the data points, performance metrics and objectives 

ACT AS THE TOURSIM EXPERT FOR THE CITY continued

Setting measurable benchmarks in all marketing-
related activities and producing quarterly and 
annual reports addressing the progress relative 
to these benchmarks.

3
A

GOALS: 
Increase website traffic & capture email 

New website Visitors - 250 

Forecast for PPC CTR % - 6% 

Increase Ad Ranking Position for EVENTS 

TARGET AUDIENCE PERSONA: 
GEO: 150 miles radius of mountain village 

AGE: gen x (39-5a4)

DEMOGRAPHICS: m + f, 65k+ income 

TACTICS:
HIGH-IMPACT DISPLAY ADVERTISING

PAID SEARCH + RETARGETING

KEYWORD AND GEO-TARGET STRATEGY

CAMPAIGN RESULTS: KEY WINS
Overall New Website Visitors: 2,216

Overall PPC CTR%

+880%

25.6%

Above New 
Website 
Visitor Goal

Six Times 
Over Our 
Forecast

Final Ad Rank Position for EVENTS

#1 +telluride +co +upcoming+events
+telluride +farmers +market
+telluride +events +calendar
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ACT AS THE TOURSIM EXPERT FOR THE CITY continued

Developing and executing marketing campaigns, 
including public relations and advertising to 
create awareness of the city of Ouray as a 
visitor’s destination for both domestic and 
international tourism.

Marketing the City of Ouray as an outdoor 
adventure and cultural tourism destination 
to other Colorado, regional and national 
communities.

Undertake market research biennially, or more 
frequently, to improve marketing programs. 
Market Reseach

SEE SECTION A.1 

SEE SECTION A.1 

SEE SECTION A.1 

4

5

6

A
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PROMOTE THE CITY OF OURAY AND ITS EVENTS/ATTRACTIONS 
AND AMENITIES IN PARTNERSHIP WITH THE CITY. 

Our Event Marketing Approach

Customer Service

SEE SECTION A.1

1
B

When you partner with Ballantine Communications 
we become an extension of your event team. We 
provide high-level, personalized event marketing 
combining elements of print, digital and social 
media to increase event attendance. Our team 
is experienced in all aspects of events – from 
strategy and launch to sponsorship sales, and 
marketing to content creation.

PROVIDE CUSTOMER SERVICE FOR ALL SEGMENTS 
OF THE TOURISM MARKET FOR THE CITY OF OURAY

1
C

Our main objective is to develop an excellent 
client experience through a foundation that is 
based on integrity and creative collaboration.
We pride ourselves in our ability to connect with 
our clients and their businesses by showcasing all 
the features our region has to offer. At its core, 
customer service is communication. It’s the ability 

to clearly convey the right message at the right 
time, just like your marketing plan. Our team 
has 15 years of combined experience and we are 
committed to leading the digital revolution as a 
provider of quality content, timely deliverables, 
and business strategies that empower a local 
community to thrive in a diverse market. 

KEY CUSTOMER SERVICE CONTACTS

Kelly Bulkley 
senior marketing &  
sales account executive

Colleen Donley 
director of  
client engagement

Joann Sonday 
content  
fulfillment manager

Cancellation Policy: Exhibitors who cancel will forfeit all monies paid and shall permit Four Corners Expos to resell the space  
without  refund.   Any exhibitor using the space for purposes other than the promotion of said approved products and services will be asked to  
remove such products/literature, and may be requested to leave the Show. Sharing of space with other businesses is prohibited.  
Exhibitors not set  up on time automatically forfeit their space.

Registration and Payment Terms:  We accept checks, VISA, MasterCard,  Discover and American Express.

 
Each client is encouraged to include the Show in any and all advertisement prior to the event, as appropriate.

Brought to you by

(I agree to the terms of this contract)

(As you wish it to appear on all advertising)

Electrical Needs:  None      110 Outlet (we need to know and you will be placed accordingly)

TOTAL DUE: ____________________  

Booth Space and Fees
(Average space is industry standard 10’x10’) BOOTH SPACE #_____________   

BOOTH COST: __________________________

Booths include electricity, 
but vendors must supply their own 
power strips and extension cords.

Email       

      WebsitePhone

 

Mailing Address

 

  State   Zip

Exhibitor Contact Person

Company Name    

Signature

Brief description of products or services you will display

Promoter’s Responsibility: To maintain the quality of the show by contracting relevant businesses only, and enforcing the Show requirements.
To provide a media campaign that includes print, online, radio, press releases, calendar listings, exhibitor badges, tables (30”x8’) and chairs as 
needed, power, free parking.

      City  

10’ x 10’ booth = $220
Cost  includes  10'x10' booth, pipe & 
drape, table, table skirt, chairs and electricity 

Please return a signed copy of this form with payment payable to Four Corners Expos and mail to: 
Four Corners Expos • Two Hearts Wedding Expo • 1275 Main Ave. • DURANGO,  CO 81301
Please call: Abby Feldman at 970-375-4599 or E-mail: afeldman@bcimedia.com or 

Sharon Hermes at 970-375-4511 or E-mail: Sharon@DurangoHerald.com
Show Website: www.fourcornersexpos.com • Fax: 970-375-4613

Sunday, November 17, 2019
12 p.m. - 3 p.m.

Farmington Civic Center
200 W. Arrington, Farmington, NM

 

EXHIBITOR REGISTRATION FORM

Set-Up Sunday November 17, 2019 from 8 am to 11:30 am • Tear-Down Sunday November 17, 2019 at 3pm

Client Responsibility: To complete set-up on Sunday by 11:30 a.m., to staff the booth during show hours, to tear-down after 3:00 p.m. on Sunday and  
NOT prior, to drape/skirt all tables, to provide individual power strips and put protective covers over them to prevent accidents, and to instruct 
their employees to utilize the parking lot on the grounds, NOT the main entrance area! Please be professional and refrain from eating in your booth. 

 

4 Corners Expo produced events
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PROVIDE MARKETING AND ASSISTANCE, INCLUDING 
PROMOTING THE CITY VENUES AND ACTIVITIES 
FOR ATTENDEES SUCH AS MUSEUMS, GALLERIES, 
GARDENS, THEATERS, SPORTING ACTIVITIES, OUTDOOR 
RECREATION OR AMUSEMENTS. 

D

SEE SECTION A.1 

ACT AS A LIAISON AND ASSIST IN THE COORDINATION 
OF LOCAL AND REGIONAL EVENTS, WHICH ARE HELD 
IN THE CITY OF OURAY.

E

SEE SECTION A.1 & B.1
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PROVIDE A VARIETY OF EFFECTIVE MARKETING SERVICESF

SEE SECTION A.1 

SEE SECTION A.1 

SEE SECTION A.1 

SEE SECTION A.1 

SEE SECTION A.1 

Develop and publish at least one promotional 
brochure or publication that effectively markets the 
City of Ouray as a destination to general visitors.

Maintain an interactive web site 
targeted to visitors.

Implement social media campaigns or utilize other 
current “best practice” technologies.

Provide toll-free telephone 
numbers for visitors.

Develop cooperative and proactive marketing 
programs with industry partners, such as hotels, 
motels, bed and breakfasts, cultural and outdoor 
recreation providers and other communities as 
deemed appropriate.

1

2

3

4
5
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COORDINATE WITH OTHER ORGANIZATIONS AND THE CITY TO 
MAINTAIN AN ALL-INCLUSIVE CALENDAR OF COMMUNITY AND 
CULTURAL EVENTS AND TOURISM INFORMATION ON THE WEB 
SITE AND MAKE EFFORTS TO PROACTIVELY SOLICIT CONTENT 
AND ENSURE THE CALENDAR IS CURRENT AND ACCURATE.

INITIATE AND SUPPORT PROGRAMS THAT INCREASE VISITOR 
SPENDING WITH THE CITY OF OURAY’S AREA BUSINESSES. 

G

H

All-Inclusive Calendar of Community 
& Cultural Events & Tourism Info
Our vetted and long time provider 
of our community event calendar 
management gets the word out 
about your event, is user friendly 
and helps your events find new 
audiences, increase attendance, 
and reach your event goals with 
one quick listing. Create your event 
listings across multiple online event 
calendars and apps. 

SEE SECTION A.1 

FALL: SEPTEMBER – NOVEMBER
n  Fall photography workshops – Sept.-Oct.
n  Ridgway Farmers Market  

(Fridays) – Sept.-Oct.
n  Ouray County 4-H Fair  

& Rodeo – Labor Day Weekend
n  Ouray County Railroad Days – Sept.
n  Ridgway Chamber  

Golf Open – Sept.
n  Sarah McQuaid Live, 

Sherbino Theater – Sept.
n  San Juan LEADs cycling tour/

community event – Sept.
n  UpsART Theater that moves 

fall production, Sherbino 
Theater – Sept.

n  Weehawken’s Sneffels Fiber 
Arts Festival – Sept.

n  Weehawken National Level  
Workshop with Photographer  
Michael Gordon – Sept.

n  Ridgway Spirit Fest – Sept.
n  Star Party at Ridgway State Park – Sept.
n  Ouray County Historical Society guided 

historical walking & hiking tours – Sept.
n  Annual Patriots’ Day Tribute – Sept.
n  Love Your Gorge annual service  

project – Sept.
n  Ourock! Festival  

(Ouray Climbers  
Alliance) – Sept.

n  Imogene Pass Run – Sept.
n  Jeep Jamboree – Sept.
n  Ouray Mountain Trail 

Run – Sept.
n  Quilter’s Tea & Annual 

Quilt Raffle – Sept.
n  Annual Brunch for  

Books – Sept.
n  Paint-in-the-Park Plein Air Event – Oct.
n  Weehawken’s Day of the Dead Mini 

Painting Workshop – Oct.

n  Sherbino’s Annual Firkin Fest West – Oct.
n  Sherbino’s Annual SherBOOno 

Halloween Party – Oct.
n  Sherbino Theatre Company  

Fall Production – Oct.
n  Sherbino Theatre Company’s  

Fall Halloween Show – Oct.
n  Ouray Oktoberfest & Annual Jeep  

Raffle Drawing – Oct.
n  Rocky Horror Picture Show – Oct.
n  Historic Beaumont Halloween Ball – Oct.
n  Ouray Elks Haunted House – Oct.
n  Main Street Trick or Treat – Oct.
n  Ouray PARC One-Wheel Races – Oct.
n  Ridgway Independent Film Fest – Nov.
n  Nonprofit holiday bazaar – Nov.

Calendar of Events k

LEGEND:
n Ouray Events

n Ridgway Events

n  Events in both 
locations

For summer or winter, each offers the 
comforts of home with fully-equipped 

kitchens, barbecue grills and fresh linens.
Wake up among the surrounding San Juan 

Mountains in a traditional Victorian. Reserve the 
whole home or stay in one of two private units, 

just one block from Ouray’s Main St.

Enjoy the sweet smell of mountain pines 
and the sound of a nearby river among the 

solace of the San Juans just two miles 
north of Ouray and the hot springs.

Call Rik at 970-596-0877 or Email us at ourayrik2005@yahoo.com · P.O. Box 1880 • Ouray, Colorado 81427

OurayAtNight - Main Street, Ouray, New Year’s Fireworks

Sherbino Theater- Firkin Fest West

12  K  2019 Official Visitor’s Guide OURAY & RIDGWAY
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MAINTAIN PROPERLY SEGREGATED ACCOUNTING FILES 
FOR THE DESTINATION MARKETING MANAGEMENT AND 
DEVELOPMENT SERVICES REFLECTING CITY FUNDS.

SUBMIT IN A TIMELY FASHION ALL REGULAR 
REPORTS REQUIRED BY THE CITY.

I

J

The accounting system at Ballantine Communications currently segregates the accounting files 
of a number of different divisions, publications and projects, including The Durango Herald, The 
Journal, AdventurePro Magazine, Ouray Visitors Guide, BCI Media Services, Four Corners Expos, DGO 
Magazine, and Dorado Brand Studio.  The system is maintained by Carrie Cass CPA, Director of Finance 
and Administration, and her staff of experienced accounting professionals.  Carrie has extensive 
experience in Government cost accounting and reporting for major programs.  Tracking the costs for 
the Destination Marketing Management and Development Services reflecting city funds will easily be 
integrated into the system that currently exists.  Periodic reporting requirements will be met as required 
by the City of Ouray. 

SEE SECTION I
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REFERENCES

ACKNOWLEDGMENT

THANK YOU!

MUSIC IN THE MOUNTAINS 
Angie Beach
abeach@musicinthemountains.com
515 E College Drive, Durango, CO 81301 
(970) 385-6820

LEGACY PROPERTIES WEST 
SOTHEBY’S INTERNATIONAL REALTY 
Jennifer Fellin
jennifer@lpwsir.com
743 Main Avenue, Durango, CO 81301
(970)769-8989

DURANGO MOTOR COMPANY 
Katherine McKnight
kmcknight@durangomotorcompany.com
1200 Carbon Jct, Durango, CO 81301
970-385-8215

We, Ballantine Communications, hereby consent to adhere to, without revision, the sample 
Professional Services Agreement, including exhibits for Insurance, Confidentiality, Lease Terms, and 
to the services outlined in this RFP. 
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OURAY DESTINATION 

MARKETING RFP REVIEW                                           

November 5, 2019

Visitor Center Marketing Project Cost Comments
Firm Name

Vista Works No Yes $245,000 w/Optional add-ins 4 develop a balanced marketing 

program, produce annual and 3-

5 year budget and master plan, 

setting measurable benchmarks, 

They are not providing visitor 

center services. 

3 has unique names for the staff 

positions (example: Chief 

Operator of Thought, Brand 

Warrior)

3 3 4 Lake City, Royal Gorge, Letter of 

Reference from Spanish Peaks 

area, CTO. Can add branding for 

$5,000, can add website data 

security monitoring for 

$250/month

Ballantine Communications No Yes $310,000 4 Proposal includes all the 

required components. Speaks 

about event sponsorship, 

5 10 positions listed on proposal. 

Can produce film, social media, 

and print materials in-house.

4 adequate staff to fulfill project 3 within budget 5 has extensive marketing 

experience in the region

Durango Herald, VCI Digital 

Services, Dorado Brand Studio, 

Produce Adventure Pro 

Magazine, currently produce 

Ouray Visitor Guide, 4-Corners 

Expos. Locally owned in DGO. 

Employee 100 individuals

Agency Tourism Marketing Yes Yes $50,000 to $125,000 2 States that it is too early to 

expound on the scope of 

proposal without doing more 

research with the Ouray 

community. Lists phases of how 

to develop the project. Lists 

$8,000 for development of 

Visitor Guide. This price does 

not include printing cost. Think, 

Execute, Measure. Did not see 

promotion of City events and 

Venues included in the proposal

3 smallest of the firms reviewed 4 will start immediately. 3 3 has worked with Internet 

Honey, Agency Tourism 

Marketing formed when 

Internet Honey dissolved.  This 

is a firm that leans towards 

automation, Ouray is a hands-

on customer service 

community. 

Destination Marketing, 

Management, and 

Development. With offices in 

Portland, Denver, Durango. 

Alamosa Convention and 

Visitors Bureau, Oregon Tourism 

Commission (Travel Oregon), 

Ruidoso Motor Coach . Visitor 

Center: 1) keep as is. 2) No 

Visitor Center, use technology 

instead, 3) create Mountain and 

Mesa Regional Visitor Center. 4) 

Evaluate existing Visitor Center 

budget and reduce scope of 

services. 

Ouray Tourism Office Yes Yes Monthly charge for Visitor 

Center =  $10-17,000 per 

month.  Pricing for Destination 

Marketing is $250,000. Total for 

Visitor Center and DMMD =  

$410,000 (valued by OTO at 

$700,000)

3 meets requirements 3 listed the board, and all OTO 

members as staff

3 2 did not meet requirement to be 

paid as the money comes in, 

they want to be paid in equal 

monthly amounts. 

3 Fireworks, Glow Parade, 

Scholarship, Oktoberfest, Visitor 

Guide will all be discontinued if 

OTO is not awarded contract. 

Proposal lists a $60,000 

reduction in marketing 

expenditures compared to 

current spending by OTO.

Firm CapabilityCost and Work HoursAvailabilityAssigned PersonnelScope of Proposal/Deliverables
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