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WHAT'S NXT? NOW




JOININ-LIVEQ & A

Join at
slido.com
#whatsnxt

© Top questions (1)

In one word, what kind of ski o

'i et eee

season will it be this winter? e

What guest info did you collect last
season?

(j i e

Cpen browser Go 1o slido.com Enter event code

#WHATSNXT



SAM RUF(Q

https://nxtconcepts.com/ideas/seminars

A forward thinking, non-traditional agency.
creative thinkers | brand enhancers | strategic planners
results obsessed | rule breakers



https://nxtconcepts.com/ideas/seminars

In one word, what kind of ski season will it be this winter?

Educational

Hopeful
petd Challenging
Promising Unpredictable

FUNII! Firsts

weere - (3re@t ™

Busy Fantastic

Unknown Stellar
Profitable







TOPICS FOR TODAY

» Last Year Like No Other

» Possible Winter Scenarios

» 2021 Media Landscape Changes

» Tools and Tricks to Increase Success

» Key Learnings and Takeaways



Covid



MARKETING BRAIN DRAIN



THEASPENTIMES Somasn

Vail Resorts CEO apologizes for
‘'unacceptable’ customer service waits

In a letter to passholders, Rob Katz says: ‘It is my fault for not ensuring we were
better prepared’

News | FoLLow NEWS | | December 12, 2020

vy f ¥ e




Are you having trouble finding marketing staff?




Major

Agriculture

Animal and Plant Sciences
Environmental Studies
Architecture

Ethnic Studies

Communications

Jaurnalism

Mass Media

Advertising and Public Relations

Information Systems & Management

Unemployment

2.5%

2.3%

4.3%

9.0%

5.9%

3.6%

3.7%

1.3%

3.0%

4.9%

Underemployment
Rate

98.7%

96.8%

50.2%

29.4%

52.5%

04.1%

39.7%

96.2%

46.8%

37.1%

Median Wage
Early Career

$38,000
$36,500
$38,000
$47,000
$40,000
$40,000
$40,000
$35,000
$44,000

$50,000

Median Wage
Mid-Career

$70,000
$61,000
$65,000
$75,000
$65,000
$72,000
$65,000

$62,000

$70,000

$80,000

Share with
Graduate Degree

20.8%

36.6%

31.8%

39.2%

48.8%

22.8%

26.5%

18.2%

18.2%

24.7%




WHAT'S IN STORE?

WINTER SCENARIOS

» Covid focused
» Non-Covid focused

»Something else altogether



NO WA



THE FUTURE ISN'T JUST ABOUT NEW
MARKETING TACTICS, ITS ALSO ABOUT NEW

WAYS OF WORKING




2021

[ [RENDS]



What social networks is your ski area actively using?

Facebook
G 100%

Instagram

94%

YouTube

Twitter

TikTok
6%

Other
12%




THE SOCIAL MEDIA
WARS ARE OVER




JAY S PEAK

LI Saturday, May 1 |- 8:30a - 2:00p
IIT3 Jay Peak Stateside Parking Lot

JAY PEAK GREEN UP IHM COMMURITY VOLUNTEERS

Collect bags, g.oves, maps and lacation Help clean up cur local area and the

assignments trem Mimi & Melissa in places we glay. Efirg a bag or more of

front of Clips N Ree s. Please adhere to roadside, trailside, or swmming hole

all the new-normal mask and social trash tc receive a ree serving of Misc
. distancing guidelines. Hungry gocdness.

v Meals Avaliahie
ANMIT HUNERY Firsl Gome, First Served

e Miso Hungry crew is once again supporting this community event with 2 takeaway meal in exchangs for all your
ard werlk, Be amoeng the Mt W enjoy their newesl specially Fried Tofu "Inari” Rice Balls and Hearty Miso Soup,

BRANDS WILL
HAVE TO BE

Hillj




FLEXIBLE
MARKETING
APPROACH



Helping with
Communication
Safety

dpple products can he's protect kids from
sending or viewing photos that may be
sensilive, with recoaces 10 gade them.

On-davica intellicence can detact
pelentally sexually exphol pholes in
Messaces, and grovide a tvio-step
intersention to help a child make a choice
whether to send or view them. Apple does
net gat accass ta tha phatos

Nct Now

[550) £55-£20)
Wedressay

Check cut this phato

PRIVACY &
TARGETING

sensitive to view.
Are you sure?

videos show
rws tnat vou

atll Balhirg suils

oninhsmakirot v
w!id frave boeer sharee

e A g

I'm Sure

It's your choice, but
your parents want
to know you're safe.

Daon’t View Photo

Viaw Phato







Al MARKETING



YOU CAN...

Cut costs by doing more with
less time

Make the most of your budget
with data-driven decisions
Automatically optimize based
on performance data

Build a strategy customized to
your objectives




F(RST"’

|

THIS YEAR || Yes! YES! YES! YES!
WILL &€ ALL || AND | AND NANO || AND SOCIAL |l AND BLOCK-
ABOUT AL || PODCASTS. || INFLUENCERS | COMMERCE || CHAIN.
| \\ \\
£Y ‘
g \V’ ‘v! 4
- \
[ <
, - i s
YES! YES! SHOULDN'T ANYWAY...
AND VOICE || AND LIVE || WE TALK THIS WILL
SEARCH. || VIDEO. ABOUT OUR ALSO BE THE
. STRATEGY

YEAR OF V.R.

® marketoonist.com
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BUILDING THE PLAN

STRATEGY FIRST

» What are the overall goals?

» What are the objectives?

» What resources do you have?

» What's the budget?

» What is the timeline and deadlines?

» How are you tracking & reporting against objectives?

» How will we retain guests from last year?



BUILDING THE PLAN

WHAT ARE THE MARKETING GOALS?

» Social media audience

» Visits to the website

» Event registration

» Feedback on new programs

» Increase passsalesby__ %

» Increase ticketsalesby %

» Increase email signupsby %

» Convert___ % of ticket purchasers to pass products

» Review scores of 4 and above



WHAT OTHER MARKETING
GOALS DO YOU HAVE?

What marketing goals do you have this season?

Enhance our guest experience

Increase sales and revenue
Learn more

New gen Z Efficiency

Use technology to its fullest
New skiers

Measure ans analytics
Increase UGC CRM wizardry




2021 Marketing Budget as %
of Total Revenue




Top Areas of Marketing Spend

Website Development 51%
Digital Marketing 44%
Content Marketing 33%

Marketing & Sales Collateral 21%
Marketing Automation and CRM Software 21%
Advertising Spend (e.g., Google) 16%
Email Marketing 16%

Tradeshows and Events 11%
Direct Marketing and Print Advertising 11%
Public Relations 10%
Marketing Planning and Strategy 8%
Video Marketing 6%

Other* 3%




Where does the majority of the marketing budget go?

Website

Advertising
T mmmmmmmmmmmmmmmmmmmmmm—_——————===== 69%

Social Media
15%

Software
0%

Email Marketing

PR
0%

Other
8%

Don't know
0%




BUILDING THE PLAN

PLAN TIMELINE

3 -6 months ‘

FLANNING

» Buid the paid media pan
with a goal of conversion
into leads.

MANAGEMENT

* Implemen: the plan of
marketing opporiunities
across online and offline
platforms through selected
initiatives.

« Bucget Management.

REPORTING

Execution of ongoing
marketing initiatives, should
rely on weekly analytics and
monthly reporiing 'ncluding

customer feedoack and
management input to make
camgaigre even more
optimized over time.



MARKETING OBJECTIVES

ADVERTISING

» Focus on digital channels to allow for greatest flexibility and
reactivity to market opportunities and changes.

» Emphasis on remarketing (email marketing lists, custom
audiences, and web visitors).

» Target Audiences:
» Target Geography:

» Benchmarking, Reporting and Analysis for improved
performance.



MEDIA PLAN

2020

(None)
Otkor fuon Notnx)
Rusuive Eodaul | TBD
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IMPACT]

REPORTING TOOLS & MARKETING MODELS



WEB VS
MARKETING
ANALYTICS

Common KPIs for

Web Analytics

# of visitors to your site
# of pageviews
Time on site
Bounce rate
Conversions
Growth over time

Common KPIs for

Marketing Analytics

Channel-specific ROI
$ gained on a CRO test
# of shares by content topic
$ saved with a new lifecycle campaign
# of signups from an email
# of tweets during a webinar
# of brand mentions from an event
# of new community signups from a PR story



@

Analytics

Reports snapshot

Realtime

Life cycle
»  Acquisition
»  Engagement
*  Monetizaticn

Retenton

User
» Demaographics

» Tech

O Liorary

Resort - Q, Try searching "measurement D

Reports snapshot

0 a1 Uges Add comparison

Users New users

166K 159K

Average engagement time @

1m 49s

—
~ S

Jul AJQ

Leat28days Jul 19 - Aug 15, 2021 ~ |.‘.'. 02:: -~ / ‘

Total reverue () USERS IN LAST 30 MINUTES

$2.1M 266

USERS PER MINUTE

T LT

TOP COUNTRIES U3SERS
HK Unitad States 266
‘K
7K

viewrealtiime =

WHERE DO YOUR NEW USERS COME FRON?




Your ecommerce
conversion rate decreased
on some landing pages

Some of your top landing pages had lower
ecommerce conversion rate compare to last
month.

Landing Page Sessions ECcommerce

5.1K, -9.74% 0.06%, -52.52%

1.2K, -2.24% 0.65%, -25.61%
622, -9.99% 0.00%,
-100.00%

423, -60.09% 0.00%,
-100.00%

GOOGLE ANALYTICS
INTELLIGENCE AS
YOUR SITE ANALYST



Analytics

Jastomization

AN

Ca p— -
LOonversions

neepls, Llc

All Web Site Data ~

Gaage Analytics Home

" 1
Iry searching "Compare baounce rate this week with last week ‘

Users

46K

TEO%

na

L/ M
AN &)

Last 7 days w

Conversion Rate

®
.

~  Insights %

%m;cmc.

Sess o 4 AUTCMATED INSIGHT :
(5K Performance week-over-week
15.6% From AucLs: &1 14, 2021

Ths report shows how your prapery

perfermer this week compared (2 the

12K
PIEVIOUS WeE
10K
o 8K Users 47K
+/.0°5
K
&t Event count 575 K
6. 1%
2K

13 14 15 . 6K
! Conversions 1
*+2. 45

Total revenue $618K

GOOGLE ANALYTICS
INTELLIGENCE AS

YOUR SITE ANALYST




Are you using GA4?




10 WAYS TO EFFECTIVELY USE

CUSTOMER DAIA




LET'S SOLVE THIS PROBLEM BY
USING THE BIG DATA NONE
OF US HAVE THE SLIGHTEST
IDEA WHAT TO DO WITH

® marketoonist.com



What is Marketing
Analytics Software?

1. Complete picture of data

INVEST IN
ANALYTICS

' 2. Campaign Analysis

3. Web Analytics

.. Customer Conversion
i Analysis



Contenders Leaders

g2.com/categories/marketing-analytics E

(T) asuasaid 1ayiely

CLICK R

Solities

Niche

High Performers

Satisfaction (@)

201 Smiv inw] fM[=]%




Other
economic
factors

MARKET &
CONDITIONS

consumer
conhdence
a

Print ads

Television

Direct ads

mail

Native
content

O_nline
display Mobile
apps

Cinema

Public

, Earned
relations

( i
media nang

Promotions Sales
activities
Customer

service

New- ¢
product
releases

.. ®
Prlcmg

Unemployment
rates

Fuel
prices
o

Season
[e]

-

. ’
Competitor
advertising

e
Promotions

COMPETITIVE
ACTIVITIES




SOCIAL MEDIA DATA

Engagement L

Nurmrber of Fan interactions [reactions, commants, shares, ¢ icks and private messages) with your Facebook page tor the salected perioc.

Clicks Reactions @ Comments @ Frivate messages
Reactions @221 Q19 @0 &2 20 @O 253
Clicks Link: 140 Photos: 11K Videos: D 1261 o
Comments 13 The total engagement is ‘

Private messages 12 1'549 interu Ctions

- )
Shares @ representing a variation of 4+ 94 ,8%
Total Engagement 15

compecred to Jun 18, 2021 - Jul 17, 2021




MARKETING BENEFITS

Al SOFTWARE » Customer segmentation and

analytics
» Predictive analysis and optimization
» Data Visualization
» Attribution modeling

» Competitive Analysis



d

1. Child |.Indian I-._Uneducated— l. Islam Hih | I Potential

2. Adult 1. Male Z.Afr!can 2. bducated 2 Christianity ;.M:ﬂglenfnoc";;e 2. Newcomer
3 Senior | 2- Female | 3:White 3.Graduated JHinduism | 910w lncome S EXPert
Citizen 4. Black 4 Scholars 4 Buddhism | 4 Veteran

|

|Football Team 1y American . Single 1. Business-Owner | I Nuclear Family | 1. Dwner
Llricket Team 9 Malaysian 2.Married | 2.Self-Employed | 2. Single Parent | 2.Tenant
3.Walking Group | 2 [anadian 3. Widowed | 3.Unemployed 3. Childless Family | 3.Lease
4 Political Group 4 Filipinos 4 Divorced | 4 Retired 4. Extended Family | 4.Subtenant




NG
PREDICTIVE ANALYSIS AND OPTIMIZATION “‘

How can we
make it happen?

PRESCRIPTIVE

What will ANALYTICS
happen?

PREDICTIVE

Why did ANALYTICS
it happen?

What
happened?




Refresh Ads

Running an effective social campaign requires ke eping your acs ire sh and relevant. Let’s build on your current success and create some new content for these ad sets.

Experiment with new creative copy and imagery. New ads are shown more and improve performance

Midweek Lodging Promo / Midweek Lodging Promo

Your ads are getting stale, and people are not interacting with them anymore. The conversion rate has declined by Create fresh ad

o ’ £ 22l a £ ! 4 + 4
71 . Liedile SOINe it fml aluS u1|.l new o el S, | 11‘,".'.‘.,‘2\1.‘ CAL LD e l’:]‘.]l"".}.ll‘}l,.‘lﬁli."

Create Animated Display Ads

Anir lisplay / typically wice the Click Through R of static image ad 3ing our Smart Ads technology, we'll automatically build e fully customizable
cllection of beautiful, motion-graphic display ads in the most common sizes
' | i
Tickets_Disglay / [ -
play uicaicad

interest




Your ad appeared on this website. Do you want your ad to appeer on this website?

URL
Accuweather.com (£

CAMPAIGN AD GROUP
RENTING Tickets_Display Website Visitors
b
e Impressions: 364 Ccst $3.37

Clicks: 3 CPC:§1.12

CTR: 0.82% CPA: -

cornversions: 0

) , ) We recommend:
This placement is underperfarming.

Over the last 33 days, this placement is responsible for 10% of spend in this ad @ Exclude
Ad ust bid

group. Excluding this placement may reduce your spend.




OPTIMIZATION

Create Additional Ads

Tickets_Search /

Branded Promo

Tickets_Search /
Branded_Misc

Tickets_Display /
Topics




Dashboard Nashronre 2 »

$19.44 M

Social Media

936 K

Diecl - BE1 K

Organic Search -
Rataral - 92,775

Soclal - 72,790

Faid Sea<ch -

Display - 31.94C - - |
"-I- )y [ & v \'. —— -

{Other) - 159

Emall - 11

B FaYoar = ;}D it hoa

274N -

Wah Trafia (Fazsenis)

1.77 M

STK doogla Directic

o

'
~
\

37,0449 :

Facebook Reac. .

5682 M

Femala -
Male - 5.08 N
Ungsecifed - 101 K

Fazeboo< Total Reach 1274 M -

12.74 M



-

Market Insights

Cost Per Click (CPC) Click Thru Rate (CTR)
Here's how youre doing in comparison tc approximately 40 othes
dvertisers in nausiry Average $0.50 NALSTrY Average 1.65%
Travel & Tourism > Tourist Attractions & Destinations > wWinter Travel _
erag $0.45 2.44%

Difference m Difference

Destinations*

EDIT INDUSTRY Resedarch Another Industry

7

Target Best Demographics

We've preselected what we believe are the most impactful audiences for you to target

,,,,,,

Midweek Lodging Al 13 yre I 65+ yro o
°romo 25- 54 yrs




Paid

Search Referral
: Paid
SRS Search
Organic
Search

Paid

/ Email Dbt




A Google: Search

Performance Funnel

denc Impressions Conversions CPA
36.10K 153 $21.21




Trends over Time

CTR:29.73% Avg CPC: $0.30 Spend: $3,244.87 CPA: $21.21

$0.30

(80.324)

$0.09




ROI

29 engaged fans: $725

805K impressions: $40K

The total generated value is

$265,136

representing a variation of
ccmpared to Jun 18, 2021 - Jul 17, 2021

1K link clicks: $224K
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Dashboard > Treffic AnelyLics

Traffic Analytics: grandgeneva.come : copmie

Histerical data: Jul 2021 v 29

Cverview Audience Insights  Traffic J

Ron-darmrain v

qrandgzneva.com

Visits

Ju. 2021

79.6K -0

Market Merrics B 11?2

Unique Visitors
Jul 202 |

5B.9K .-

071

Trend by Device v

Visits | Urique Visitors

Location: Al Regions v

surncy

67%

Top Pages

Pages j Visit
Ju. 2021

2.83 .o

Fages /Wit | Avg. Visit Duratior | Counce Rate

120K
SOK.
:: SOK
0K o
20K
Feb 21

04 Alldevices B Desktop Maobile

Mar 21

SubFolders

Devices: 5 All devices v EsUmaled accuracy, ==

Subdemains Geo Distrbution  Bulx Analysis

m + AdC up o3 wnpslilors

Avq. Visit Duratior Bounce Rate

Jul2021 Jul 2021

03:49 o6 45.89% 0=

NMarket Share A 7% Markst T-affic 911.6K -

Al devices

Fxplare ynor market

) —

Jun 21

B Usermanual

PDF

oM

P Send leedback

e Pilch moce
& Export
“eM Al Time
Auy 21




Top Pages Top Subfolders Top Subdomains

Cesklep  .ul 2021

Page

grandcenevacom
Jrestaurants/geneva-chophouse
fthings-ta-da/poals
Jrestaurants/ceneva-chophouse/dinner-meny

/restaurants/grand-cafe/dinner-menu

View full report

Traffic Sources by Type ~
All devices

33

K @ —

8.5K

Fena Z1 Nar?*

B Direct B Referra Search [ Sodasl Paid

View Full report

)

Unique Pagev ews

18.3K

6.9K

6.9K

Unique vEitors =

17.5K

w
-d
-~

TJ'
-4
-

un
-J
-~

6M

Traffic Share R

All devices

 Fxpor:
1Z2M AllTime
Aung 721

Jul 2021

79.6K

All devices  Jul 202°

Direck 11
Referral 17

Search 32

Sodial 0

Paid + Coogle Ads 6 ¢

B Desktop
Mobile

=xo0oil Lo PNG

33.3K

25.9K

6ES

5.5K



Traffic Journey

flldevices  Ju. 2021
Top Sources
(\:'. |’,F 1;

Direcr

41.83%

Google organ ¢ « google.ccm

012% 28.28%

Google pad « google.cecm

6.88%

wi sy s com

66.95% 5.21%

grandgenevas<i.ccm

1911% 5.01%

-

Exportto MG

Top Destinations

Cuktcf1?

winzsurferarecom

13.49% -a504%

talzo net

12.15% +100%

facepock.ccm
334% -37 17%

timberr dgelodga.com

251% +1.4

opantzble.com

251%




TODAY THINGS HAPPEN
IN REAL TIME.




| THINK MY NEST SMOKE
ALARM IS GOING OFF.
GOOGLE ADWORDS JUST
PITCHED ME A FIRE
EXTINGUISHER AND AN OFFER
FORTEMPORARY HOUSING.

.
)
:
; -

a—
:
-
:
-

ol

~
e

l', C

® marketoonist.com




TAKEAWAYS

4 THINGS T0 DO

» Build multiple plan scenarios
» Update your marketing software
» Track down and gather relevant data

» Create the tracking to test and optimize and report



THANK YOU

https://nxtconcepts.com/ideas/seminars

”‘ B DESIG WERMARIETING & PR CREAT I Al CRVICES 1EAY AJQUT S

nxtconcepts

HCME DIag SEMrLTS

SEMINARS & WORKSHOPS

Oruzr the past Secace, Samantha Rufa the Presidznt o7 rocConcepis has given quine o few Serrimars ard Werkshoos to susnesses and crganizat ons acress the LS. Inthis area your
will lnd th2 talk cutlines and hardous rom mulzple top s 5uCh as social media, marketing, Elog dutreech, Adwertzing, VeLsites ane much more.

all ef the doaclnadable docarents are 0 &doke Arraba PRF formas, Yauwill need ro nase aaohe Acrobar Reader instal o an your enmpurer inarde s o view and prine the
documents

Seminars/Viorkshops

Description

Speakers Dureau Rock an engaging speaker from the nxtConcepts/myMarketingGuide.com Executive Team! nxtConcepis executives have
spoken at varous cenferences and events scroces the nation. nxtConcepts offers a comprehenzive rescurce forindividuals ard small
huzinesses ta further their nte hgent marketing efforts. Read Ahout Gur Speakers Find cut backgroune mfarmatan about reGenzepts
rxesutives. Geo hers... Hoak a Speaser for Your Evert 1o request ane af awr executives for yaur neat cenference, simply give us a call at B8 4-
2150020 er fill awt nur cantact form bare. You ail recerre an answer ta your requast within threes wesis

22.21
KB

There has been a shift by marketing, IV's more complex than in ey sther tims I moderm histery, This highlights the challenges for
markiars and ways 1o overcome twem, As mel i what 10 be prapared for In the nea 5 years.



http://NXTCONCEPTS.COM
https://nxtconcepts.com/ideas/seminars

