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❖ Two decades of experience spanning multi-channel 

marketing, including digital realms such as SEO, SEM, 
and social media as well as traditional media and public 
relations. 

❖Spoken at over 76 events as a keynote speaker, author, 
and panelist.  

❖Background in ski, travel and leisure, hospitality, food 
and beverage, technology and retail that provides 
unique insights into today's dynamic marketing 
landscape.
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AGENDA

1. Become a Data Detective 

2.Step into Your Customer's Ski Boots 

3. Ignite the Anticipation 

4. Go Back to Basics, But Better  

5. Leave Last Season in the Dust 

6. What’s NXT?



DATA DETECTIVE
SUCCESSFUL MARKETING WITH 
PINPOINT ACCURACY
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Market Conditions 24-25

• 50% plan to pay for trips with credit cards to help spread out the cost. 	
• 39% of pet owners would bring their pets along to cut pet-sitting costs. 	
• 54% would pay for accommodation upgrades. 
• 47% are willing to invest in flight or train upgrades – just as long as it 

doesn’t break the bank.
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Market Conditions 24-25
The world of travel is poised for a 
sustainable makeover. 	

53% of travelers are seeking 
accommodations that blend comfort 
with innovative sustainability features. 	

65% want green spaces and plants in 
their stays. Will crave the serenity of 
nature indoors. 	

47% eager to connect with locals in 
less-traveled areas.  Authenticity is key.	
 	
44% want to venture into less touristy 
spots.
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Market Conditions 24-25

Cool-cationers

People that do not have snow in their backyards 
and may be seeking ways to “cool off”.	

• 51% report that climate change will impact the 
way they plan their vacation in 2024. 

• 56% say that as temperatures soar close to 
home, they will use their vacation to cool down 
elsewhere.
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Market Conditions 24-25

Surrender Seekers 

• 52% keen to book a surprise trip where 
everything down to the destination is unknown 
until arrival. 	

• 56% preferring to venture off the beaten path.	

• 55% would like to have no plans set in stone 
prior to traveling in 2024 so they can go where 
the wind takes them.	

• 69% prefer to travel with loose plans so they can 
change direction based on what feels good in 
the moment. 



LEARNING FROM…  
THE CRUISE 
INDUSTRY?

















STEP INTO GUEST BOOTS
TACTICS TO GUEST LOYALTY



First time skiers 

Purchased lift tickets, no contact 
info 

What’s their story?

The Data





The Story

What are some of the main keywords that jumped out at you?


Is there a solution you think could address some of these issues?


Hearing this, how would you market to them?




Passholder Ikon Pass (BIL), buddy 
passes 

Email address Brother-in-Law’s 
email. 

Phone (BIL phone).

What’s their story?

The Data





The Story

What are some of the main keywords that jumped out at 
you?


Is there a solution you think could address some of these 
issues?


Hearing this, how would you market to them?




Passholder Epic Passholder 

Email address on file for pass. 

Skier visits 10+ a year

What’s their story?

The Data





The Story

What are some of the main keywords that jumped out at you?


Is there a solution you think could address some of these issues?


Hearing this, how would you market to them?




Passholder ski club 

Email address through the group 

Also ski as a family in Michigan

What’s their story?

The Data





The Story

What are some of the main keywords that jumped out at you?


Is there a solution you think could address some of these issues?


Hearing this, how would you market to them?




IGNITE ANTICIPATION
BUILD MOMENTUM



How to stand out from 
the crowd.

Creativity & Innovation

Be creative.  Think outside the box. Sometimes it’s the 
quirky, the unexpected that gets people talking. 

Be unique.  Innovation doesn’t mean you need to 
reinvent the wheel; it’s about putting your own unique 
spin on it.  

Be mindful of representation.  Do the people in your 
visuals reflect the diversity of your audience?  

Authenticity: Embrace your brand's unique 
personality, quirks and all.



People crave 
genuineness. 

Authenticity fosters trust and builds lasting 
relationships with your visitors.

Authenticity

Be yourself and let your personality shine 
through in your content.  People can spot 
inauthentic content from a mile away.  

Share behind-the-scenes photos and video to 
give your audience a glimpse into your resort. 
This is a great way to build relationships with 
your audience and show them the human side 
of your brand.













PACKAGES  & 
PROMOTIONS









OUTSIDE 
THE BOX











BUDGET  & 
OPTIONS









BETTER BASICS
BACK TO



Know your audience 

Create guest personas. 

Who are you trying to reach with your content?  
What kind of content do they engage with?  
What are your target audience's interests?  
What kind of content do they like to consume?  
 
Audiences are not static.  They are always evolving.   

Consumer Psychology



Be Where Your Audience Is  

Identify the major platforms where your ideal 
customers or prospects are active. 

Use social listening to stay up-to-date on emerging 
trends.  

Consider using pre-existing analytics. You can even 
conduct some proactive research, a survey, and/or 
monitor online conversations to collect data.

Data-Driven Decisions 

Market research and analytics tools are your best 
friends here. They’re like your personal detectives, 
gathering all the juicy insights you need to craft a 
brand that’s tailor-made for your audience.



MARKETING
GAME CHANGERS



1 THING…



WHAT’S NXT
2024



SKI INDUSTRY

FUTURE READY

▸ Identify trends and preferences 

▸ Develop new products and services 

▸ Better understand skier behavior and 
demographics for personalized ads 
and services. 

▸ The right combination of tools varies 
from situation to situation. 

▸ Improve processes




