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Marketing Audit Checklist

Instructions: Rate each area from 1-5 (1 = Needs Major Improvement, 5 = Excellent). 
Be honest - this helps identify where AI tools can have the biggest impact for your specific situation.

📊 SECTION 1: STRATEGIC FOUNDATION
Core marketing fundamentals that drive everything else

Market Position & Competitive Analysis

Current Rating: ___/25

We have a clear, documented competitive analysis updated within the last 12 months
We can articulate what makes us uniquely different from competitors within 50 miles
Branding - Is your messaging consistent across all marketing channels?
We regularly monitor competitor pricing, promotions, and marketing messages
We have identified specific market gaps we can exploit

Red Flags: If you scored 1-2, you're marketing in the dark. Goals: competitive research and positioning analysis.

Target Audience Definition

Current Rating: ___/25

We have detailed customer personas beyond basic demographics
We understand our customers' motivations, fears, and decision-making process
We can identify our most profitable customer segments
We track customer lifetime value by segment
Our marketing messages are tailored to specific audience groups

Red Flags: If you scored 1-2, you're wasting marketing budget on spray-and-pray tactics. Your goal should be to develop detailed personas and messaging strategies.

🎯 SECTION 2: CUSTOMER EXPERIENCE & JOURNEY
How well you understand and serve your customers throughout their experience

Customer Journey Mapping

Current Rating: ___/25

We've mapped the complete customer journey from awareness to loyalty
We understand how weather affects customer decision-making at each stage
We have touchpoint strategies for each phase of the journey
We track conversion rates at each stage of the funnel
We have recovery strategies for customers who leave the journey

Red Flags: If you scored 1-2, you're missing revenue opportunities. Goals: optimize messaging for each journey stage.

Customer Data & Insights

Current Rating: ___/25

We collect and analyze customer data systematically
We can predict demand patterns based on historical data and weather
We use customer feedback to improve marketing and operations
We track customer satisfaction and Net Promoter Score
We have systems to identify and retain our best customers

Red Flags: If you scored 1-2, you're making decisions based on gut feeling instead of data. Goals: analyze and interpret customer data.
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📱 SECTION 3: DIGITAL MARKETING EXECUTION
How effectively you reach and engage customers online

Content Marketing & Social Media

Current Rating: ___/25

Our online reviews are predominantly positive (4+ stars average)
Our content gets meaningful engagement (comments, shares, saves)
We have a content calendar planned 30 days in advance & post consistently across our platforms
Our content showcases our unique personality and local knowledge
We respond to comments and messages within 24 hours

Red Flags: If you scored 1-2, your digital presence isn't building relationships. Goals: new content ideas and optimize posting strategies.

Email Marketing & Communication

Current Rating: ___/25

We have an active email list that's growing monthly
Our emails are opened by at least 20% of recipients
We segment our email list based on customer behavior and preferences
We are using automated sequences for key customer journeys
We track email performance and continuously improve results

Red Flags: If you scored 1-2, you're not maximizing your direct customer relationships. Goals: segmentation and personalized messaging.

Website & Online Presence

Current Rating: ___/25

Our website clearly communicates our value proposition within 10 seconds
Customers can easily find current conditions, pricing, and booking information
Our website works perfectly on mobile devices and is user friendly
We appear on the first page of Google for relevant local searches
Our online reviews are predominantly positive (4+ stars average)

Red Flags: If you scored 1-2, you're losing customers before they even visit. Goals: optimize website content and SEO/AEO strategies.

Advertising & Promotions

Current Rating: ___/25

Our Paid media campaigns are targeted and ROAS positive
We do coordinated campaigns for different seasons/conditions
We are you leveraging partnerships with hotels, restaurants, equipment shops
Our promotions are trackable and drive measurable business results
We have access to regular, actionable marketing performance reports
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💰 SECTION 4: REVENUE OPTIMIZATION
How well you convert interest into sales and maximize customer value

Pricing & Promotion Strategy

Current Rating: ___/25

Our pricing strategy is based on data, not just competitor matching
We use dynamic pricing to optimize revenue during peak periods
Our promotions are strategic and protect profit margins
We can measure the ROI of each promotional campaign
We have strategies to drive off-peak and shoulder season business

Red Flags: If you scored 1-2, you're leaving money on the table. Goals: analyze pricing optimization and promotional effectiveness.

Sales Conversion & Customer Retention

Current Rating: ___/25

We track conversion rates from marketing activities to sales
We have specific strategies to increase average transaction value
Our season pass renewal rate is above 60%
We actively market add-on services (lessons, rentals, food)
We measure and work to improve customer lifetime value

Red Flags: If you scored 1-2, your marketing isn't translating to sustainable revenue. Goals: identify conversion opportunities and retention strategies.

📈 SECTION 5: MEASUREMENT & OPTIMIZATION
How well you track, analyze, and improve your marketing performance

Analytics & Performance Tracking

Current Rating: ___/25

We track at least 5 key marketing metrics consistently
We can connect marketing activities directly to revenue results
We review marketing performance at least monthly
We use data to make marketing decisions, not just intuition
We have clear ROI measurements for major marketing investments

Red Flags: If you scored 1-2, you don't know what's working and what's not. Goals: analyze performance data and identify optimization opportunities.

Team & Resource Management

Current Rating: ___/25

Our marketing team has clear roles and responsibilities
We have adequate budget allocated to marketing (at least 3-5% of revenue)
Our staff is trained on current marketing tools and best practices
We have systems to maintain marketing consistency during busy periods
We regularly invest in marketing education and training

Red Flags: If you scored 1-2, your marketing efforts aren't sustainable or scalable. Goals: automate routine tasks and improve team efficiency.
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🎯 YOUR OVERALL MARKETING HEALTH SCORE

Add up your total points: _____ / 300

Score Interpretation:

250-300 points: Marketing Excellence - You're in the top tier. Use AI to fine-tune and scale your success.
200-249 points: Strong Foundation - You have good fundamentals. Minor optimizations needed.
120-199 points: Good Foundation - Focus on key improvement areas
90-119 points: Development Needed - Prioritize foundational elements. Immediate action required. Start with AI tools for quick wins while building fundamentals.
Below 90 points: Emergency Mode - Significant Opportunity - Comprehensive strategy overhaul recommended.

🚀 PRIORITY ACTION AREAS

Based on your lowest scores, identify your top 3 priority areas:

Priority Area 1:
Priority Area 2:
Priority Area 3:

📝 IMMEDIATE NEXT STEPS

Choose ONE area to focus on first (start small, scale smart):

My Focus Area:

My 30-Day Goal:

AI Tool I'll Use: 

Success Metric: 
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SKI CUSTOMER PERSONA TEMPLATE

Interactive Workshop Exercise

👤 PERSONA BASICS

Name & Photo

Persona Name: ________________________________ (Give them a real name - it makes them feel more human)

Age: _______ Gender: _______ Location: _________________________________

Photo Description: ________________________________________________________ (Describe what they look like, how they dress, their energy level)

Occupation/Industry: ___________________________  Family Status: _________________________________________

🏔 SKIING PROFILE

Skiing Experience & Behavior

Skiing Ability Level: Typical Group Composition:

Beginner (pizza turns, green runs only) Solo skier
Intermediate (parallel turns, comfortable on blues) Couple
Advanced (all mountain, confident on blacks) Family with young children (ages: ___)
Expert (backcountry, extreme terrain) Family with teens (ages: ___)

Friend group (size: ___)
Extended family/multi-generational
Corporate, Church, Other Group

Skiing Frequency: Preferred Skiing Days:

1-3 times per season Weekends only
4-10 times per season Weekdays preferred
11-20 times per season Flexible/any day
20+ times per season Holidays and vacation periods

Early or Late Season

💰 FINANCIAL PROFILE

Spending Patterns & Budget

Household Income Range: Spending Priorities (rank 1-5, with 1 being most important) :

Under $50,000 Lift tickets
$50,000-$75,000 Equipment/rentals
$75,000-$100,000 Lessons
$100,000-$150,000 Food/beverage
Over $150,000 Lodging

Annual Ski Budget: $ ____________

Price Sensitivity: Purchase Timeline: How far in advance do they typically book?

Extremely price-conscious (always seeks deals) Day-of
Budget-aware (balances price and value) 1-3 days
Value-focused (willing to pay for quality) 1 week
Price-indifferent (convenience over cost)  2-4 weeks

Monthly+
Season passes

Spending Behavior
Average Visit Spend: $_______ per person per day

Spending Priorities: (Rank 1-6) Promotion Response: What offers motivate them most?

Lift tickets
Equipment rental
Lessons
Food & beverage
Lodging
Retail/souvenirs

Instructions: Create ONE detailed customer persona using the framework below. Think about a specific type 
of customer your ski area serves (or wants to serve). Be as specific as possible - vague personas lead to 
ineffective marketing.  Remember: Personas should be updated quarterly based on new data and customer 
feedback.
Persona Name: _________________________ Date Created: ____________
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🎯 MOTIVATIONS & VALUES

Why They Ski

Primary Motivations (check all that apply) : Core Values (choose top 3) :

Family bonding time Safety and security
Personal fitness and exercise Authenticity and genuine experiences
Stress relief and mental health Convenience and efficiency
Social connections with friends Community and belonging
Adventure and thrill-seeking Adventure and excitement
Skill development and challenge Learning and growth
Outdoor nature connection Quality and excellence
Status and lifestyle Value and smart spending
Tradition and nostalgia Luxury seeking
Getting kids away from screens Spontaneous 

Environmentally conscious
Technology forward
Planning focused

😰 CHALLENGES & PAIN POINTS

What Keeps Them Away

Primary Concerns (check top 3) : Specific Objections They Voice:

Cost (lift tickets, equipment, food) "_________________________________________________"
Weather unpredictability "_________________________________________________"
Crowds and long lift lines "_________________________________________________"
Safety concerns (injury risk)
Skill level intimidation
Lack of time/busy schedule
Equipment hassles
Parking and logistics
Poor snow conditions
Unfriendly staff or atmosphere
Other

📱 COMMUNICATION & BEHAVIOR

How They Get Information

Information Sources (check all that apply) : Preferred Communication Style:

Search Engines (Google, Bing) Knowledgeable - detailed information and facts
Social media (specify: ________________) Visual content (photos, videos) Show don't tell
Email newsletters Personal stories and testimonials
Word of mouth/friends Quick, concise messages
Weather & Snow Report apps Interactive content and engagement
Ski area website Sales only - push offers
Review sites (Yelp, Google, TripAdvisor) Timeliness- what's happpening right now
Local media/newspapers Authenticity - genuine feel not corporate jargon
Specialized Ski/Snow Apps & Websites - OpenSnow, SnoCountry, Freeskier Encouraging, simple, friendly, and welcoming.
Booking Sites - Ski.com, Liftopia, Expedia, Booking.com Energetic, authentic, "in the know." Uses current slang, memes
Online Communities - Reddit
Ski & Snowboard Shops
Event - Warren Miller, Ski Shows, Swaps Preferred Contact Methods: (Rank 1-4)
Out-of_Home OOH billboards
Broadcast TV - local weather Email
Streaming TV/OTT/CTV Text/SMS
Travel Blogs or Influencers Social media
Other Phone call

Rank Top Sources (Rank 1-5, 1 being most important)

Resort website
Social media
Email marketing
Review sites
Travel websites
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🎿 EXPERIENCE EXPECTATIONS

What Success Looks Like to Them

Ideal Ski Day Experience: Most Important Service Elements (rank 1-5) :

Friendly, helpful staff
Short lift lines
Good snow conditions
Clean facilities
Quality food options

Loyalty Drivers (what makes them come back) :

Consistent snow quality
Reasonable pricing
Feeling welcomed and recognized
Convenient location
Good value for families
Less crowded than competitors
Excellent ski school
Special events and activities
Other

📊 PERSONA SUMMARY

One-Paragraph Description

Write a brief story about this persona's typical ski experience or decision-making process :

Key Marketing Messages That Would Resonate

1
2
3

Best Channels to Reach Them

1
2
3
4
5
6

🤖 AI INTEGRATION OPPORTUNITY

How AI Could Help Target This Persona

Content Creation: What type of AI-generated content would appeal to them?

Timing Optimization: When should you reach them with marketing messages?

Channel Strategy: Which platforms should you prioritize for this persona?
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✅ VALIDATION CHECKLIST

Before finalizing this persona, ask yourself:

Is this persona specific enough that I can visualize them as a real person?
Do we actually have customers who match this profile?
Is this persona different enough from our other personas to warrant separate messaging?
Can our ski area realistically serve this persona's needs and expectations?
Would this persona be profitable for our business model?

📝 NXT STEPS

Immediate Actions:

Validate: Survey 5-10 actual customers who might fit this persona
Message Test: Create 3 marketing messages specifically for this persona
Channel Test: Identify where you can reach this persona most effectively

Campaign Ideas

Measurement Metrics

Primary Success Metrics:

Awareness:
Engagement: 

Conversion:
Retention:

Campaign Concept 2: _____________________________ Target Behavior: ________________________________ Key Message: ___________________________________

AI Prompt to Try: "Create three different social media ad headlines targeting [persona name] who is [brief description]. Focus on their 
primary motivation of [motivation] while addressing their main concern about [pain point]."

Campaign Concept 1: _____________________________ Target Behavior: ________________________________ Key Message: ___________________________________
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Your Complete 30-60-90 Day Action Plan for Ski Area Marketing

📊 MEASUREMENT FRAMEWORK

Track What Matters

Key Performance Indicators (KPIs) by Category

📱 Digital Engagement Metrics
Social Media Followers: Track monthly growth across platforms
Engagement Rate: Likes, comments, shares per post
Website Traffic: Monthly unique visitors and page views
Email Performance: Open rates, click rates, unsubscribe rates

Current Baseline (Record Week 1):

Instagram followers
Facebook followers
Email list size
Website monthly visitors

💰 Revenue Metrics

Conversion Rates: Marketing activity to sales
Average Transaction Value: Per customer spending
Season Pass Sales: Year-over-year comparison
Revenue per Marketing Dollar: ROI calculation

🎯 Customer Experience Metrics

Net Promoter Score (NPS): Customer satisfaction
Customer Lifetime Value: Long-term revenue per customer
Retention Rate: Repeat visit percentage
Review Ratings: Google, Yelp, Facebook average ratings
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🎯 SUCCESS MILESTONES

30-Day Success Indicators

All AI tools set up and team trained
Brand voice documented and consistent
Baseline metrics established
First AI-generated campaigns launched

60-Day Success Indicators

Content creation time reduced by 50%
Measurable improvement in engagement rates
Customer feedback mentions improved communication
Staff confidence with AI tools increased

90-Day Success Indicators

Marketing ROI improved measurably
Competitive response time decreased
Customer satisfaction scores increased
Team fully integrated AI into daily workflow
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📞 SUPPORT & RESOURCES

When You Get Stuck

AI Tool Help Centers Marketing Community Support
ChatGPT: help.openai.com MSAA member forums
Claude: support.anthropic.com Ski industry marketing Facebook groups
Gemini: support.google.com Industry conference networking

Direct Support Additional Tools to Consider (Phase 4 - Beyond 90 Days)
nxtconcepts.com Canva: AI-powered design tools
srufo@nxt.ski Buffer/Hootsuite: Social media scheduling with AI features

Mailchimp: Email marketing with AI optimization
Google Analytics: Enhanced with AI insights

Budget Allocation Guide

AI Tool Costs (Monthly)
ChatGPT Plus: $20/month
Claude Pro: $20/month
Gemini Advanced: $20/month
Total AI Investment: $60/month

Expected ROI Calculations

Time Savings:  _____ hours/week × $/hour = $__ monthly value
Content Production:  _____ % increase × $_____ content budget = $_____ additional value
Campaign Performance:  _____ % improvement × $_____ ad spend = $_____ additional value

Total Expected Monthly Value: $__________
ROI Ratio:  ____:1
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🏁 FINAL REMINDERS

Your #1 Priority for Next Week:

Success looks like this in 90 days:

Success Factors

Consistency: Use AI tools daily, not sporadically
Specificity: The more specific your prompts, the better the results
Integration: Connect AI insights to business decisions

Iteration:  Continuously refine prompts and processes
Team Buy-in: Ensure everyone understands and embraces the tools

Common Pitfalls to Avoid

1 Expecting perfect results immediately
2 Using AI without human oversight and brand alignment
3 Neglecting to train team members on best practices
4 Failing to measure and optimize AI-assisted campaigns
5 Over-relying on AI without maintaining strategic thinking

Long-term Vision By the end of 90 days, your ski area should have:

Operational Excellence: AI seamlessly integrated into daily marketing operations
Competitive Advantage: Faster, more personalized, data-driven marketing

Scalable Systems: Processes that can grow with your business
Team Capability: Staff equipped with modern marketing skills

Measurable Results: Clear ROI from AI-enhanced marketing efforts

Start Small: Pick ONE AI tool and master basic prompting before expanding 

"The goal isn't to replace human creativity and relationships - it's to free up more time for the marketing activities that only humans can do while 
making everything else more efficient and effective."

Stay Human: AI handles the heavy lifting so you can focus on relationships and strategy 
Be Patient: Give yourself 2-3 weeks to see meaningful results Keep Learning: AI tools improve constantly - stay curious and experiment
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Your Complete 30-60-90 Day Action Plan for Ski Area Marketing

Monthly Reporting Template

Month:

AI Usage Summary:

Hours per wek saved using AI tools:
Most effective AI-generated content:

Biggest AI success this month:

Performance Highlights:

Processes optimized:
Best performing social media post:

Highest converting email campaign:
Most visited website page:

Content pieces created:
Campaigns optimized

Key Metrics vs. Last Month:

Customer engagement increase:  +/- _____%
Social engagement:  +/- _____%

Website traffic: +/- _____%
Email performance:  +/- _____%

Revenue attributed to marketing:  +/- _____%

Next Month Focus:
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📋 WEEKLY TASK TEMPLATES

Monday Planning Session (30 minutes)

Review weather forecast for the week
Check competitor social media for new developments
Plan week's content using AI prompts
Review last week's performance metrics

Wednesday Mid-Week Check (15 minutes)

Assess current week's content performance
Adjust weekend messaging if needed
Update website conditions and information
Respond to any customer service issues

Friday Week Wrap-Up (20 minutes)

Analyze week's metrics and engagement
Plan weekend social media content
Prepare next week's email newsletter
Document lessons learned and successful strategies

Quarterly ROI Assessment

Investment Tracking:

AI tool subscriptions: $
Training time investment: Hours:

Implementation costs: $
Total Investment: $

Return Calculation:

Time savings value: $
Performance improvement value: $
New opportunity value: $
Total Return: $

ROI Ratio:  ____:1

Monday AI Prompt: "Based on this week's weather forecast [paste forecast], recommend a content strategy for our ski area's social 
media and email marketing. Include posting themes, timing suggestions, and any promotional opportunities."

Friday Analysis Prompt: "Review this week's social media performance data [paste metrics]. What worked best? What should we do 
differently next week? Provide 3 specific recommendations for improvement."

Return on investment (ROI) is an approximate measure of an investment's profitability. It's calculated by subtracting the initial cost of 
an investment from its final value and then dividing the resulting number by the cost of the investment multiplying it by 100.
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Your Complete 30-60-90 Day Action Plan for Ski Area Marketing

🤖 AI PROMPT LIBRARY

Your Go-To Marketing Assistant

Timely Communications

Weather Cancellation: 

Equipment Malfunction: 

Competitive Response

Price Competition: 

New Competitor Opening: 

Seasonal Marketing

Early Season Excitement:

End of Season Push: 

Customer Retention

Win-Back Campaign:

VIP Customer Appreciation: 

Spring skiing is here with great conditions but the season is winding down. Create messaging that emphasizes 'last chance' urgency 
while highlighting the unique appeal of spring skiing conditions.

 "Create a re-engagement email series for customers who haven't visited in 2+ years. Address possible reasons they stopped coming, 
highlight improvements we've made, and offer compelling incentives to return. Make it personal and genuine."

Develop special messaging for our most loyal customers (season pass holders for 5+ years). Make them feel valued and appreciated 
while encouraging them to advocate for us to their friends and family.

We need to cancel operations today due to [weather condition]. Create empathetic messaging for email, social media, and website 
that addresses customer disappointment, explains our safety-first policy, and encourages them to visit when conditions improve. 
Include information about refunds/rain checks.

Our main chairlift is temporarily out of service. Create transparent communication that maintains customer confidence, explains what 
we're doing to fix it, and highlights other available terrain and activities.

A competitor just reduced their lift ticket prices by 20%. Create messaging that positions our value proposition without directly 
mentioning competitors. Focus on what makes our experience worth the premium and why price isn't everything.

A new ski area is opening 30 miles away with major marketing buzz. Develop a welcome message that shows we're confident and 
community-focused, emphasizing our established reputation and local connections.

 "We're opening earlier than expected due to great snow conditions. Create urgent, exciting messaging for immediate distribution 
across all channels. Build anticipation and drive immediate ticket sales."
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🚀 PHASE 1: FOUNDATION (DAYS 1-30)

"Get Ready, Get Set..."

Week 1: AI Tool Setup & Account Creation

✅ Set Up Your AI Arsenal

Create free ChatGPT account (upgrade to Plus if budget allows)
Set up Claude account (recommended for strategic planning)
Create Google account for Gemini access
Test basic functionality of each platform
Bookmark all three for easy access

✅ Establish Your Brand Voice Prompt  Create this template and save it for consistent use:

Your Brand Voice Prompt:

✅  Initial AI Training:

Upload key business documents (brand guide, customer personas, competitor analysis)
Create ski industry-specific prompt templates
Test AI responses for brand voice consistency
Document best practices for your team

"You are writing marketing content for [Your Ski Area Name], a [size/type] ski area in [location]. Our brand voice is [friendly/professional/enthusiastic - 
choose your style]. We serve primarily [your target audience] and our unique value proposition is [what makes you different]. Always write in a 
[conversational/professional/casual] tone and avoid [marketing jargon/overly technical terms/etc.]. Include references to [local landmarks/traditions] when 
relevant."
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Week 2: Marketing Audit & Baseline Metrics

✅ Complete Comprehensive Assessment

Finish the Marketing Audit Checklist (from workshop)
Identify your top 3 priority improvement areas
Document current marketing metrics (see measurement framework below)
Take screenshots of current social media presence
Save examples of current marketing materials

✅ Competitor Intelligence Gathering  Use this AI prompt:

✅  Customer Data Audit

Compile existing customer demographics
Gather past season performance data
Collect customer feedback and reviews
Analyze competitor positioning

✅  AI-Enhanced Market Research

Use AI to analyze customer feedback themes
Generate competitive analysis reports
Create enhanced customer personas
Identify market opportunity gaps

 "Analyze the competitive landscape for ski areas within [X] miles of [your location]. Focus on their unique selling propositions, pricing strategies, target 
audiences, and marketing messages. Identify 3 specific market gaps that [your ski area] could exploit."
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Week 3: Content Audit & Planning

✅ Inventory Current Assets

List all existing marketing materials
Identify content that needs to be updated
Create folder system for organized AI-generated content
Document what content performs best currently

✅  Planning

Plan budget allocation
Build measurement framework & tracking systems
Design core campaign templates
Create audience segments
Plan visual content needs

✅ Create Content Categories  Plan content around these ski industry themes:

Snow conditions and weather updates
Safety and instruction tips
Community and local connections
Family experiences and memories
Behind-the-scenes mountain operations
Seasonal promotions and events
Other
Other

Week 4: Team Training & Process Setup

✅ Staff Education

Share AI tool access with key marketing staff
Create simple process documentation
Establish content review and approval workflow
Set up shared folder for AI prompts and templates

✅ Timely Response Prep  Create weather-specific prompt templates:

Fresh snow day messaging
Warm weather/spring conditions
Rain and challenging conditions
Last-minute cancellations
PR Disaster
Other

Phase 1 Success Metrics:

AI tools fully integrated into workflow
Complete marketing strategy documented
Team trained and aligned
Content production system operational
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Follow-up Resources & Continued Learning

Your AI-Enhanced Ski Marketing Journey Continues

Workshop Completion Date:
Your Primary Focus Area:

Next Implementation Goal:

Immediate Next Steps (This Week)

Day 1-2: Tool Setup

Choose and set up your primary AI tool (ChatGPT, Claude, or Gemini)
Complete the Marketing Audit Checklist scoring
Identify your biggest opportunity area from the audit

Day 3-4: First AI Application

Create your first AI-generated customer persona
Use AI to analyze one underperforming marketing campaign
Generate 5 social media posts for this week

Day 5-7: Team Introduction

Share AI tool access with one team member
Complete your first AI-assisted weekly content planning session
Document what worked and what needs refinement

When to Seek Professional Help: Complex system integrations
Custom AI model development
Large-scale transformation projects
Performance troubleshooting

Types of Support Available: Strategic Consulting: High-level AI marketing strategy
Technical Implementation: Tool setup and integration
Training & Development: Team skill building
Ongoing Optimization: Performance improvement

Workshop Facilitator Support: Email: srufo@nxt.ski
Website: https://nxtconcepts.com
LinkedIn: linkedin.com/nxtconcepts
Response Commitment: All emails answered within 24 hours

Follow-up Consultation Options: 15-minute Quick Questions: Free for workshop attendees
1-hour Strategy Session: Available for detailed planning
Custom Workshop: For your organization or association
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Essential AI Resources for Ski Marketers

ChatGPT Resources

Getting Started Guides:

OpenAI's official ChatGPT guide: https://help.openai.com/en/ Best practices for marketing applications
nxt.ski Ski industry-specific prompt libraries (developed from workshop)

Advanced Applications: Custom GPT creation for ski area marketing
Integration with marketing automation platforms
Advanced prompt engineering techniques

Community Resources: ChatGPT Community Forum
Marketing-focused AI groups on LinkedIn
Ski industry AI implementation case studies

Claude Resources

Platform Learning: Anthropic's Claude documentation
Advanced conversation techniques
Strategic planning methodologies

Ski Industry Applications: Long-form strategic document creation
Comprehensive market analysis
Detailed customer journey mapping

Gemini Resources

Google Integration: Gemini in Google Workspace setup guide
Analytics integration tutorials
Automated reporting systems

Business Applications: Google Ads optimization with AI
YouTube content strategy with AI assistance
Real-time performance monitoring
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Industry-Specific Learning Paths

Beginner AI Marketing Path (Month 1)

Week 1: Tool familiarization and basic prompting 
Week 2: Customer persona development and content creation 
Week 3: Campaign planning and social media management 
Week 4: Performance analysis and optimization

Intermediate AI Marketing Path (Months 2-3)

Month 2: Advanced segmentation, automation, and integration 
Month 3: Predictive analytics, competitive intelligence, and ROI optimization

Advanced AI Marketing Path (Months 4-6)

Months 4-6: Custom model training, advanced analytics, and industry leadership

Recommended Reading & Resources

Books on AI Marketing

"Marketing Artificial Intelligence" by Paul Roetzer Foundation concepts for AI in marketing
Implementation strategies and case studies

"The AI Marketing Canvas" by Raj Venkatesan Strategic framework for AI integration
ROI measurement and optimization

"Automated Intelligence" by Larry Weber Practical applications across marketing channels
Future trends and predictions

Industry Publications Snow Sports Industries America (SIA) Reports
Ski Area Management Magazine
National Ski Areas Association (NSAA) Research

AI Marketing Blogs & Newsletters Marketing AI Institute Newsletter
AI in Marketing Weekly
Ski Industry Quarterly Digital Insights
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Online Learning Platforms

Coursera: "AI for Everyone" by Andrew Ng
"Digital Marketing Analytics" by University of Illinois
"Machine Learning for Marketing" by University of Virginia

LinkedIn Learning: "Marketing with AI" course series
"Advanced Social Media Marketing"
"Data-Driven Marketing Strategy"

Udemy: "ChatGPT for Marketers"
"Google Analytics 4 with AI Insights"
"Social Media Marketing with AI Tools"

Online Communities

LinkedIn Groups: "AI in Marketing"
"Ski Industry Professionals"
"Digital Marketing for Tourism"
"Marketing Technology Leaders"

Reddit Communities: r/Marketing
r/skiing (for consumer insights)
r/MachineLearning (for technical insights)

Facebook Groups: "Ski Industry Professionals Network"
"AI Marketing Mastermind"
"Tourism Digital Marketing"

Specialized AI Tools

Copy.ai - Content creation
Jasper - Long-form content
Phrasee - Email subject line optimization
Persado - Emotional AI messaging

Analytics & Measurement

Enhanced Analytics Platforms: Google Analytics 4 with AI insights
Adobe Analytics with AI
Mixpanel with predictive analytics

Social Media AI Tools: Hootsuite Insights with AI
Sprout Social Intelligence
Buffer Analyze with AI recommendations
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