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The Town of Avon Strategic Marketing Plan outlines all the key components needed for successful public
outreach efforts. Departments within the Town can access the information within this plan to help them
identify key audiences, messages, and methods to reach community members and visitors.

Identify the goal and/or product/service to promote from pages two and three.
Example: Increase use of Avon’s soft and hard use trails

Determine which of Avon’s four key audiences would be most applicable.

Example: Singles

Choose key messages from the audience profile and tweak to
correspond with the goals.
Example: Avon is.... > A mountain playground for outdoor adventure
> Connecting neighborhoods and people with nature through trails,
parks and educational opportunities

> Vibrant and positive

Use the Audience Communication & Consumer Behaviors to help determine the best
strategies and tactics.
Example: > Multitaskers
> Want to engage with brands on social media
> Use other people’s decisions to help them form their own opinion

Re-designed trail map showing all trails in the area and connectivity; integrate key
messages; increase distribution to local outdoor gear retailers and restaurants.

Use social media to promote the trail use.

> Develop a custom hashtag (e.g., #mountainplayground) to increase visibility of posts and encourage
others to use when they post content

> Post pictures of key audiences using the trails to demonstrate connectivity and easy accessibility to Town
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OVERALL GOALS

1. To build an identity for the Town of Avon as THE place to live, work and play, featuring the Town'’s
and region’s year-round recreational opportunities, central commercial and lodging location, cultural
offerings, walkability and specialty retail shops and restaurants.

A

To develop Avon'’s reputation as an arts, education and cultural center, highlighted by the events at
the Performance Pavilion, art at the Main Street Mall and the Avon core, and Walking Mountains
Science Center.

0BJECTIVES

Avon Recreation Center

Increase revenue through membership sales, daily passes, and class participation (fees), for both locals and
tourists. This includes youth and adult programs, fitness classes, summer/winter programming, and facility
memberships, which includes an indoor pool, weight training, cardiovascular exercise equipment, yoga, spin and
aerobic spaces.

Avon Fleet Maintenance Shop

Increase third party vehicle service appointments for governmental and nonprofit agencies and fill the 10%
private sector allowance.

Avon’s Free-to-Rider Year-Round Transit Services and Free Public Parking
> Increase transit ridership by locals and tourists.

> Ensure locals and tourists know where free Town parking is available and ultimately use the parking.

Avon’s Soft and Hard Multi-Use Trails

> Awareness of trail locations and types, parking and regulations.

> Promote trails as a tourist amenity where a vacation in Avon can be built around the
interests of biking and hiking.

> |mprove understanding of connectivity between trails, transit, and pedestrian corridors.
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Harry A. Nottingham Park
Increase awareness of offerings, including but not limited to, volleyball, beach, playground, disc golf, winter ice

rink, general picnic and play areas.

Main Street Mall and Possibilities Plaza
g > Raise awareness of bronze art and murals.
> Promote as a place to relax and enjoy vendor cart offerings.

> Encourage the community to book events such as an arts fair or farmers’ market as a private producer/entrepreneur.

> Promote the potential to own and operate a vendor cart.

Performance Pavilion at Harry A. Nottingham Park
> Promote the opportunity to book events such as weddings, corporate events, etc.

> Encourage independent producers to produce single or multi-day events.

Avon’s Direct Production of Salute to the USA

> Retain prominence and awareness of the annual event on July 3rd, from 5:00 - 10:00 pm, which attracts
approximately 20,000 guests.

Avon’s Funded Special Events & Festivals Produced by Independent Producers

U™U
> |dentify the appropriate role for the Town of Avon, as a municipality, in promotion and activation of an event,
beyond calendar listing.

Public Information, Communication, Civic Engagement

> Ensure current and timely information about upcoming discussions and actions by the Council, Planning &
Zoning Commission and Avon Recreational Trails Advisory Group.

> Communicate current Town work and operations.
> Provide opportunities for citizens to engage when at meetings or when not attending meetings.

> Eliminate the ability for any Town business or local citizen “to not know what is going on in Town.”

Avon as a place to live, work and/or retire

> Interface with Vail Valley Partnership and Vail Leadership Institute to promote the business friendly nature of
Avon and business assistance; economic development programs and information.

©

> Ensure the comprehensive message that Avon is an important location in the Vail Valley and at the base of
Beaver Creek Resort per the Town's Brand Platform.
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AUDIENCE SNAPSHOT

86%

of population rated the
overall quality of life in
Avon as “high”

38% | 31 [$83700

of population rated the Average Age . Median Household
overall quality of life in : ' Income

Avon as “excellent”

(Source: Town of Avon 2015 Community Survey)

YEAR-ROUND RESIDENTS

6,500 year-round residents
62% of population are full time residents

Want Avon to be a balance of an upscale resort town and a focus on local families
and workers

More concerned about parking spaces in commercial areas and creating affordable
housing than part-time residents

PART-TIME RESIDENTS

3,500 part-time residents
28% of population are part-time residents
68% work outside of Avon and 30% are not in the workforce or retired

Part-time residents more in favor of developing with a greater focus on creating an upscale
resort town

More likely to be satisfied with Recreation Center facilities and programs, and the free bus
service than full-time residents

VISITORS

25-54 Winter Visitors

$100K+ household income > Skews a bit older (35-70) and a bit higher
Expanded family household income ($150+ or more)
composition > Top geographic markets mirror the non-stop
Female skew flight markets into Eagle County Airport
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HOW RESIDENTS RECEIVE TOWN INFORMATION

Top ways full-time and part-time residents prefer to receive Town information:

©@ 6 @6 @ O

Newspaper Email Blast Town Website Direct Mail Social Media
51% i 47% i 36% i 29% i 17%

(Source: Town of Avon 2015 Community Survey)
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EVALUATION OF EXISTING MATERIALS

& PRINTED MATERIALS

Overall, the tone of printed materials is friendly but still professional, which goes well with Avon’s brand voice.

Materials seem to provide some similar messages, however they could be more coordinated with the use of the
new brand messages.

Most of these pieces serve an important purpose, however their value could be increased with better design that
makes the information easier to read.

There is very little visual consistency among materials. Most use the new Avon logo, otherwise the materials have
no common design elements.

The quality of graphic design varies among these materials. Some event materials are well designed and easy to
understand, while some banners are colorful but difficult to read over busy backgrounds. Other materials such as the
transit and trail brochures contain low quality design, which makes the material difficult to read and understand.

= TOWN OF AVON WEBSITE

General Observations

Low quality images in some areas.

The Departments top navigation menu is very long, making it difficult to navigate. Other top menus are fine in length.

Good bread crumb trail to help navigate menus with multiple layers.

Light blue side bar menus with white text can be difficult to read and there are some departments where these
menus are too long or have too many layers.

Social media accounts for Recreation and Police Department not easy to find on the website.

Discover Avon page has great content, however there are some side navigation links that seem unnecessary or
should belong with a different page.
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TOWN OF AVON WEBSITE (continued)

Homepage

The current homepage doesn'’t reflect the brand well or showcase what makes Avon special.

It doesn’t showcase important information well. The rotating images on the bottom corner move quickly and there’s
no ability to pause them or navigate between them if a user wanted to click on one.

Background images used on pages other than homepage seem better quality and more appealing than the
fireworks on the homepage.

Rotating images underneath primary image are inconsistent in size and quality.

Parks & Recreation Pages

Overall, the content on the main page is good and informative, however it could be spruced up and
made more concise.

Recreation registration is still done by submitting printed forms. It may be helpful to consider implementing an
online registration system.

Transit Page

There are currently no sub-menus within the Transit page and the main page contains a lot of information. It may
be helpful to create new pages to house the content currently at the bottom of the Transit page. This would make
the information easier to find.

No route maps are available on this page, only the time tables.

Fleet Maintenance Page

Very little information is displayed about this department. The main page should include more content or new
department pages should be added.

Almost no information is given about what the department offers to outside agencies and how an agency can
become a customer.




f SOCIAL MEDIA

Town of Avon Facehook — 1,100 Likes

Posts are informational, however these posts don’t foster much citizen engagement.

There is an opportunity to share more good news or personality-showing posts.

Currently sharing fun or scenic images and videos from Beaver Creek and other places. This is great, however
Avon needs to generate its own content like this.

Share more pictures and human-interest stories to increase engagement.

Town of Avon Twitter — 681 Followers

Similar to Facebook, post are mostly informational and could have a friendlier tone.

Not many images or pictures are shared through this platform.

Police Department Facebook — 863 Likes

Has not changed the profile picture to the new Avon logo.

This page gets more follower engagement than the Town even though they have similar number of followers.

Posts are informational, but tend to have a more human tone.

Shares a good amount of pictures and stories about the department.

Recreation Facebhook — 1,115 Likes

This page also has low follower engagement.

Posts are typically just information.

Shares some images of flyers, however these flyers can be difficult to read after the size has been adjusted to fit
Facebook’s specifications.

This department sometimes posts multiple times a day, which may hinder the reach of its posts. Unless there
is urgent information to share, it's best to post once a day or less as to not monopolize the News Feeds of the
page’s followers.




MARKETING ASSETS

GENERAL TOWN ASSETS

> Digital displays at entrance of the Town

Space on side of buses and other Town fleet vehicles

Streetlight banners

vV V V

Lifestyle banners

> Bridge banner

> Wayfinding and trail signage
> Stage banners

> Variable message boards

> Harry A. Nottingham Park
> Email database

> Town clothing

> Council chambers

> Town facilities

RECREATION CENTER

> Three video screens

> Qutside banners
> Lots of space in inside lobby

> Email databases & e-newsletters (although not currently being used)

EXTERNAL RESOURCES

> Vail Daily ads

> Local radio

> Beaver Creek weekly newsletter to residents
> Beaver Creek bus ads

> Walking Mountain Science Center

> Vail Valley Leadership Institute

> Vail Centre
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SWOT ANALYSIS

STRENGTHS

> Strong brand platform, story and logo

> Based on the latest Citizen Survey, residents are overall very satisfied with the Town
and the services it provides

> Events coming to the area
> Large email databases available
> Good relationship with Beaver Creek and Vail Resorts

> Parking available

> Avon brand not being used by all departments

> Limited translated materials for Spanish-speaking residents

> Fleet doing limited marketing, even to existing customers

> Lack of connectivity and limited information on how to connect to neighboring communities
through trails, transit, etc.

> Departments talk with concierges and other visitor services on their own

> Transit fleet not updated to reflect new brand

OPPORTUNITIES

> Website redesign planned

> Creating a strategy for using the Vail Daily ad space

> Creating a solid sub-brand and unique tools for Recreation

> Creating strong engagement-focused social media presence for the Town and departments that need their
own pages, such as Recreation

> Partnering with schools for some programs and promotions

> Usage of video screens in Town facilities

> Build partnerships for Fleet business

> Use data to tell Avon's story

> Create a Chamber of Commerce or cohesive business community group

> Assist in the marketing of events coming to Avon

:IDWN OF AVON MARKETING PLAN 10



OPPORTUNITIES (continued)

> Increase public engagement

> Lake and river recreation unlike any in Colorado’s mountain towns

THREATS

Limited budget to create new materials

\"4

> Town has many part-time and transient residents — not all residents are there year-round

\"4

Privately owned property along Main Mall limits Town'’s ability to create a lively, high quality experience

\"

Occasional lack of capacity at Harry A. Nottingham Park and in local hotels due to popular events
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Avon is a Brand Story without a Platform

The basis of the Avon brand is well developed, but
Avon lacks the tools to completely integrate the brand
into all communication and marketing. Without key
messages, design standards and templates, Town
departments are left to create their own interpretations
of the brand, which in turn creates visual inconsistency
and diluted messaging. This is particularly problematic
for Recreation and Transit as they try to market their
services while also supporting the Town brand.

Engagement = Good Government

While residents truly enjoy living in Avon, the Town
struggles to turn that affinity into engagement. The

Town is finding recent success in meeting people
where they are by hosting meetings in hyper local
locations. However, building engagement on a smaller
level, such as social media, interactive displays, etc.,
can be leveraged to address major Town issues.

Leveraging the Hill

While the Town has a very strong relationship with
Beaver Creek Resort, marketing and communication
partnerships are lacking. Continued discussions about
future marketing strategies and partnerships could
help leverage the million-plus visitors to the area.

Events Represent the Brand

Town of Avon sponsored events play a critical role in
defining who you are as a community. The processes
determining funding, success, and renewals are
clearly defined. There is an expectation that individual
event organizers promote their own products, and
there is also opportunity for Avon to collectively market
the entire assortment of events (music, art, culture,
outdoors) as a living embodiment of the Avon brand.

The Vibe Matters

Avon’s brand is authentic. The community is truly
a balance of a resort town and a community that
supports local families and workers. There is great
pride among residents in being a community first and
a place to visit second.

Lack of Connectivity

It's not difficult to link Avon to Beaver Creek and Vail.
Yet marketing materials for transit and trails don't
clearly explain how those connections work. Further,

it's difficult to determine the best way to access
different parts of the Avon community — a clearer link
between restaurants, trail heads and transit stops via
sidewalks, trails, and transit would prove beneficial to
boosting transit ridership and marketing trails.

:[0WN OF AVON MARKETING PLAN
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Leading the Data-driven Charge

As an organization, the Town of Avon has made critical
decisions about operations and investments based on
data. There is an opportunity to better highlight this
practical approach to continue to bolster the Town’s
reputation among residents. Data-driven decision
making boosts credibility and helps the community
understand and engage in Town issues.

New Partnerships with
the Business Community

The Town has created a truly valuable partnership
with area businesses to gauge the success of special
events. However, without a formal business group
representing Avon enterprise, additional coordination
is difficult. This includes investigating public/private
partnerships as they relate to fleet services and could
also include marketing and promotional partnerships.
Avon loves its restaurants — and decks — and there is
opportunity to leverage this passion.

Burgeoning Arts and Education

While a high priority for the marketing strategy, Avon’s
arts and educational assets are still growing. It will
require a strategic and deliberate effort to highlight
these elements in addition to Avon’s natural beauty
and outdoor activity.

:IUWN OF AVON MARKETING PLAN
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FOUNDATION



KEY MESSAGES

@ POSITION: How the community is perceived in the context of competitive alternatives

AVON IS: > Unpretentious Rocky Mountain resort community
> A mountain playground for outdoor adventure
> Accessible and participatory arts and education activities for all

l.&.‘ PERSONALITY: a set of human characteristics associated with a community

AVON IS: > Light hearted and good humored
> Vibrant and positive
> Smart, yet down-to-earth and inclusive

&% PROMISE: Long-term commitments a community makes to their residents

AVON IS: > Creating a safe and inclusive community for residents and visitors

> Connecting neighborhoods and people with nature through trails, parks and educational
opportunities

> Forward-thinking, data-driven, and engaging local government, which is actively
building the community residents want

% VALUE PROPOSITION: Community benefits that are relevant, unique,

compelling, and believable

AVON IS: > Genuine people who are proud of their local community and welcoming to visitors

> The best of all worlds: a balance of art and adventure, recreation and
dining, families and visitors

> Closely connected to Beaver Creek and Vail, providing a hassle-free experience
> Packed with family-friendly activities; a day of vacation away from your vacation

é THE BOTTOM LINE Your core message
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AUDIENCE PROFILES

FULL-TIME RESIDENTS: FAMILIES

P S A

98% of Avon households are families
58% of Avon kids 3 and older are in elementary school (1-8)

Moms remain the major household purchasing decision maker in
ahout 80% of families

46% identify as Hispanic or Latino
40% Spanish speaking

22% speak Spanish less than “very well”

(Source: American Community Survey; Child’s Play Communications)

Key Messages from Brand Platform:

> Unpretentious Rocky Mountain resort community

> Accessible and participatory arts and education activities for all

> Vibrant and positive

> Creating a safe and inclusive community for residents and visitors

> Connecting neighborhoods and people with nature through trails, parks and educational opportunities
Forward-thinking, data-driven, and engaging local government, which is actively building the community residents want
Genuine people who are proud of their local community and welcoming to visitors

The best of all worlds: a balance of art and adventure, recreation and dining, families and visitors

V V V V

Packed with family-friendly activities; a day of vacation away from your vacation

I MARKETING TO FAMILIES (GENERAL)

Strategies for Reaching Families:

> Know the parenting groups you're speaking with. Different generations of parents are in different stages of parenthood
and have different needs.

> Talk with your parents, not at them.
> Position yourself as a partner and resource in their eyes, rather just another organization throwing information at them.

> Find a way to join their social circle, as this is where parents interact and spread information with one another.
(Sources: The Parent Trap: Marketing to Parents; Marketing to Parents)



B MARKETING TO MOMS

According to a 2013 study conducted by Child’s Play Communications, moms remain the main household purchasing decision
maker in about 80% of families. Moms are also responsible for the majority of individual household decisions - about two-thirds.
Dads continue to dominate decision making in what might be considered traditionally “male” categories. However, moms dominate
purchasing decisions for children’s products.

Mom’s Values: Characteristics: Communication & Consumer Behavior:

> Family > Busy and always > More likely than past generations of moms to
S r— on the run provide opinions and recommendations
and fitness > Experts at > Highly engaged on social media, as it makes sharing
: multitasking easier and more efficient
> Marriage and
relationships > Being a mom isn't > 70% of moms own a smart phone, compared to 60%
> Life balance the.only thing that of the general market
defines moms . .
S AuerE > Look for convenience, and make many of their
> Enjoy helping others purchases online
and contributing : : :
to causes > Expects real, authentic connections with and

from brands
> Extremely social

(Sources: The Millennial Generation Becomes Parents; Social Moms: Demographic and Psychographic Profile; The New Female Consumer: The Rise of the Real Mom)

MARKETING TO SPANISH-SPEAKING FAMILIES

m Characteristics: Communication & Consumer Behavior:

> |Immediate and > Social: enjoy > Prefer to speak in Spanish when possible
bRl ::é?lglgﬁél?:izmzh > Tech savwvy: 60% of Latino households own at
> (Culture and heritage least one video and Internet enabled cell phone,
o . . > Tend to place less of compared to 43% of the general market
> Building relationships .
an importance . . .
T on time > Hispanics are more likely to download apps, chat,
stream videos, listen to music and play games than
> Traditional views on non-Hispanics

gender roles

Vv

Families tend to shop together

\"

Event-driven

Vv

Relationship-oriented and less transactional

\"

Enjoy sports

(Sources: Building Our Understanding: Culture Insights Communicating with Hispanic/Latinos; Understanding the Hispanic/Latino Culture)



46% of adult males have never married, 35% of women

Avon population skews male at 60%

(Source: American Community Survey)

Key Messages from Brand Platform:

> Unpretentious Rocky Mountain resort community

> A mountain playground for outdoor adventure

> Light hearted and good humored

> Connecting neighborhoods and people with nature through trails, parks and educational opportunities
> Genuine people who are proud of their local community and welcoming to visitors

> Closely connected to Beaver Creek and Vail, providing a hassle-free experience

Marketing to Singles:

> Don't assume all singles fall into the 18-24 age group. Never-married single people ages 25 to 34 now outnumber the
married crowd by 46% to 45%, a stark reversal from just a decade ago

> Focus on fun! Work toward making your products and services look as fun as it can. Bonus points if it's something they
can share with friends or use to meet new people

> Highlight ways to lighten the burden and focus on simplicity

> Sell the experience, not the product

> Education > Work-life balance > Always looking for > Strong sense
> Collaboration > Wellness an adventure of community
> Highly values-driven > Confident & optimistic




Communication & Consumer Behavior:

All Male Female
> Digital natives and prefer > Use other people’s decisions > Use other people’s opinions to
to receive information to help them form their help make their own decision
electronically own opinion . T M kit
> Multitaskers > Tone: Action-oriented an aspirational approach and
> Get most news from television I Neule S Dl
and the Internet > Humor: Slapstick, edgy > Humor: Silly, off beat and
S Ve s and sarcastic non-mean spirited
> Technology: Look at practicality > Technology: Interested in “look

> Want to engage with brands

X 4 what it can do” abilities
on social media

\"4

Brand loyal

(Sources: 2015 is the Year of the Millennial Customer: 5 Key Traits These 80 Million Consumers Share
10 New Findings About the Millennial Consumer; Millennials Coming of Age; Tips for Targeting Millennials by Gender)

VISITORS

VISITOR SNAPSHOT

25-54 years old

$100K+ household income

Expanded family composition

Female skew

Skews a hit older (35-70) and a hit higher household income
($150+ or more)

Top geographic markets mirror the non-stop flight markets into EGE
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Key Messages from Brand Platform:

> Unpretentious Rocky Mountain resort community

> A mountain playground for outdoor adventure

> Accessible and participatory arts and education activities for all

> Vibrant and positive

> Creating a safe and inclusive community for residents and visitors

> Connecting neighborhoods and people with nature through trails, parks and educational opportunities
> Genuine people who are proud of their local community and welcoming to visitors

> The best of all worlds: a balance of art and adventure, recreation and dining, families and visitors
> Closely connected to Beaver Creek and Vail, providing a hassle-free experience

> Packed with family-friendly activities; a day of vacation away from your vacation

Marketing to Visitors:

> Invest in community signage and physical branding as many visitors need to travel through Avon to get to their resort
destination

> Leverage Avon's proximity to world-class skiing

> Go electronic. Colorado visitors are more likely to use the internet when planning their vacations (both in advance and
while a their destination) and are also more likely to use a mobile device

> Focus on the complete mountain experience. Visitors categorized as Colorado’s “Outdoor Market” listed hiking/
backpacking (48%), camping (40%), visiting a national/state park (27%), and fishing (23%) as the most popular activities

m Characteristics: Communication & Consumer Behavior:

> Summer visitors are > Highly educated > Summer visitors often drive up from the Front Range
more value based > Affluent whereas winter visitors are more likely to fly — the
than winter visitors length of stay is shorter for summer visitors than

winter visitors

> Ski trips prove to be the most valuable among the
marketable trip segments in Colorado; on average,
ski trip spending is $1,152 per capita

> Colorado skiers were above the national average in
terms of their use of smart phones both before and
during travel



Retail hub of the Vail Valley

Arts, entertainment and recreation, and accommodation and food
services most common industries for employment

Business Snapshot:
> Unpretentious Rocky Mountain resort community
> Vibrant and positive
> Smart, yet down-to-earth and inclusive
> Creating a safe and inclusive community for year-round residents and visitors
> Forward-thinking, data-driven, and engaging local government, which is actively building the community residents want
> Genuine people who are proud of their local community and welcoming to visitors

> The best of all worlds: a balance of art and adventure, recreation and dining, families
and visitors

> Closely connected to Beaver Creek and Vail, providing a hassle-free experience

I TOWN OF AVON — BUSINESS SUMMARY

Most common industries in 2013: Most common occupations in 2013:

> Overall: > Males:
» Construction (22%) » Construction and extraction occupations (30%)
» Accommodation and food services (22%) » Sales and related occupations (13%)

> Males: » Building and grounds cleaning and
» Construction (31%) maintenance occupations (11%)

» Accommodation and food services (16%) > Females:

> Females: » Office and administrative support occupations (23%)

» Accommodation and food services (33%) » Food preparation and service related occupations (12%)

™

» Building and grounds cleaning and maintenance
occupations (11%)

» Health care and social assistance (13%)
» Retail trade (10%)

v

» Personal care and service occupations (11%)

M

Education, training and library occupations (11%)



I TOWN OF AVON — BUSINESS SUMMARY (continued)

The Town of Avon is home to Top Employers in 2014 (Number of Employees):
approximately 300 businesses: > Westin Riverfront Resort & Spa (270)
> 42% Service related > Wal-Mart (260)

18% Other > Home Depot (222)

11% Restaurant/bar > Maya, Mexican Kitchen (150)
City Market (125)
Eagle River Water & Sanitation (99)
Town of Avon (79)
Sheraton Mountain Vista (79)
Christie Lodge (79)
Montana’s Bar & Grill (25)

\"4

7% Misc. retail

\"4

>
>
> 8% Sporting goods retail/rental
>
>

6% Home/garden
> 3% Banks
> 3% Grocery, specialty, health

V V VvV V

> 1% Liquor stores

> 1% Accommodations
Based on these top 10 employers, and the number of

employees these have, we can conclude that the majority of
businesses in Avon have 25 employees or less.

(Sources: City Data, Avon Business Directory, 2014 Avon Comprehensive Annual Financial Report)




EMERGING VALLEY COMMUNITIES COMPARISON

TOWN OF GYPSUM

Town of

Gypsum

The Town of Gypsum does have a brand and utilizes it fairly well, especially on its website's
homepage. The content greatly emphasizes Gypsum as a healthy, active community as well as a
great place to live and do business. The Town has a well developed tagline and identity, which is
described as follows on the homepage:

“Live, Work, Play and Be Healthy.” That's our motto in Gypsum, and we live every word
of it. It's a quality of life we are proudly committed to serving and protecting with strong
leadership that has an eye on opportunities for business, recreation and our children.

We're located at the west end of Eagle County, just 30 minutes from Beaver Creek and 45 from
Vail. We don't get as much snow as they do which means there’s more to do here in spring
and fall. Some folks have been here a long time, some are new, but everyone welcomes you to
playful, healthy Gypsum!

The website design looks new and is easy to use. It also reflects the Town and the Town’s brand well.
However, for their printed materials and reports, it seems like they're still trying to figure out how to
properly use the brand. Many of their 2015 materials could have a higher quality of graphic design.

The Town utilizes both Facebook and Twitter. Their Twitter following is fairly low, but they appear to
generate a good amount of Twitter engagement despite the low number of followers. They have a
stronger following on Facebook and are receiving high engagement on this platform. The Town also
posts more frequently on Facebook than on Twitter, with about one post every day or two.

TOWN OF EAGLE

st 1965

In terms of design, the Town of Eagle seems to be using their brand fairly well. They have some brand
colors and fonts that are used consistently throughout their website. However, the Town seems to be
lacking a brand identity and messages. The website’s homepage tells very little about the community,
with simply a large picture before going into resident resources and news. There also isn't an “About”
page where the Town'’s brand could be showcased.

Regarding social media, the Town utilizes Facebook and Twitter postings on both platforms several
times a week. The Facebook page has a strong following that is providing some engagement. However,
the Twitter page has fewer followers and posts are receiving no engagement. Twitter messages
aren’t very strong and no images have been posted here. This page also looks disconnected from
other Town communication outlets as the logo is not in the profile picture and doesn’t have any
description or links back to the main webpage.



TOWN OF VAIL

TOWN OF VAILZ

The Town of Vail describes itself as “North America’s Premier International Mountain Resort
Community”, and emphasizes that its open space, free transit, environmentally-sensitive services,
and recreational, cultural and educational opportunities make Vail a great place to live and visit. It
also describes how the community has evolved to be more than just a ski resort.

The Town of Vail's website design reinforces its brand promise by showcasing many photos of Vail's
beautiful scenery as well as real people partaking in various types of recreation activities. The Town
also publicizes the major events going on in Vail with a “Signature Events” webpage, listing these
events by season. A special website has also been set up by the Town for a Master Events Calendar,
so users can easily see everything going on in the community.

The Town of Vail's main presence on social media is through Twitter, where the Town posts at least
once a day mostly with informational updates and other Town news. The Town also has Twitter
accounts for Town Council, the Public Library, the Fire Department, and the Police. All accounts
seem to be receiving medium rates of engagement. The Town does not have its own Facebook
account, however there are pages for the Library, Fire and Police departments, all of which have
fairly strong followings.




TOWN OF BRECKENRIDGE
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The Town of Breckenridge describes itself as a small town with big town amenities. It encourages
residents and visitors to participate in the many activities that the Town has to offer besides skiing.
On its “Living in Breckenridge” webpage, it's mentioned that “Locals always say, ‘| came for the
winters but stayed for the summers,” showing that there’s plenty to do in Breckenridge no matter
what season it is.

The Town of Breckenridge mission statement is as follows: The Town of Breckenridge protects,
maintains, and enhances our send of community, historical heritage and alpine environment. We
provide leadership and encourage citizen involvement.

The Town also has several key areas that are a part of its vision to be a cohesive and diverse community:

> Community character > Cultural resources
> Economic viability/ > Recreational resources
sustainability > Education, government, institutions

> Natural resources > Population

> Transportation > The built environment

> Housing

The Town's website design is a bit outdated and could benefit from a redesign to enhance the user’s
experience on the site and to support the Town’s brand. The Town has some high-quality photos
in its online Photo Gallery that showcase many of the different cultural attractions and recreational
opportunities, however more of these photos could be used throughout the site.

The Town’s Recreation section of the website is one area where the brand platform is well represented
and common messaging is used. The introduction to the Recreation page emphasizes the large variety
of recreation options as it says, “Whatever recreation means to you, you'll find it here in Breckenridge.”

The Town has a strong following and presence on Facebook and Twitter. It posts on both of these
platforms at least once a day with information about upcoming events and other Town news,
pictures from Town activities, articles related to the Town, etc. They also frequently share or retweet
information or photos posted by other organizations or individuals that are related to the Town. The
Town may utilize other social media platforms as well, however those accounts could not be easily
found on the website.
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STRATEGIES

Develop brand guidelines and key
messages to give staff and vendors
the tools necessary to implement
brand elements.

While the Town currently has logo guidelines and
basic direction for using the brand, more specific
guidelines will make it easier for staff to put the
brand into practice. Sub, or complementary, brand
standards for Recreation and Transit will also help
these departments establish a more individualized
image while still supporting the overall Town brand.

Leverage Avon event attendees to promote future events and activities.

Leverage special events to tell

your brand story by investing in
comprehensive event promotions (not
individual event marketing).

The variety and type of events Avon supports paints
a comprehensive picture of the Town’s unique
qualities. Materials and campaigns that show the
panorama of events in one comprehensive package
reinforces Avon's image as a Town for outdoor
recreation, music and arts.

Develop suggestions for event
organizers to follow when marketing
individual events.

Event organizers are spending significant money
to promote their individual events. Establishing
suggested brand elements to include in promotional
efforts (logo, link on the website, imagery, etc.) allows
Avon to further build your identity and reach markets/
audiences that may be inaccessible otherwise.

They say it's easier to keep a customer than to go find a new one! Marketing to event attendees and encouraging them to
return at a later date allows Avon to cross promote activities to targeted audiences.

TOWN OF AVON MARKETING PLAN



Continue partnership discussions with
Valley destinations.

Continuing conversations about partnership and
collaboration with Vail and Beaver Creek could result
in additional opportunities to promote Avon and build
brand awareness.

Develop comprehensive wayfinding and
community signage program.

The physical embodiment of a brand often begins with
what a person sees upon entering the community.
While Avon has smartly invested in “lifestyle banners,”
further opportunity exists for a more comprehensive
wayfinding and community signage program.

Incorporate art into
standard outdoor assets.

Each outdoor asset (river put-in's and take-out's,
Nottingham Lake, trail heads) provides an opportunity
to inform users that Avon is also a town for arts,
culture, and education. Interpretive signage, art
installations, or simply promotional materials at these
locations broaden the user’s awareness of all Avon
has to offer.

Centralize brand implementation

and develop staff resources to create
buy-in for the brand initiative and
problem solve barriers for use.

Sometimes brand implementation stalls because
there isn't buy-in from those expected to champion
its cause; sometimes there are legitimate barriers
to making a brand come to life. Regardless of
the circumstances, empower one person and/or
department to identify and overcome obstacles to
maximize brand implementation.

Partner with key businesses and outside
organizations to empower them to tell
your story on your behalf.

Potential touch points are everywhere! Resourcing
those entities that often interact with visitors,
residents and businesses will further the Town's
reach. From Realtors to hotels, restaurants to
healthcare providers, airport transit to schools,
creating partnerships will reveal additional
opportunities to share the Avon brand.




TOOLS AND TACTICS

Develop brand guidelines and key messages to give staff and vendors the tools
necessary to implement brand elements.

> Develop brand guidelines

> Distribute appropriate logos and other files to staff members
> Create toolkit to be sent to vendors with files, design requirements and brand messages

> Develop Town of Avon overview brochure for general distribution

Update all Town communication and marketing materials to meet brand standards to
further consistent use of established brand messaging and elements.

> Create comprehensive implementation timeline to keep brand activation on track

> Redesign website to better reflect Avon brand
> Redesign Vail Daily ad template

> Create e-newsletter templates

> Develop apparel standards

> Design new graphics for fleet vehicles

> Develop facility signage

Leverage special events to tell your brand story by investing in comprehensive event
promotions (not individual event marketing).

> Develop seasonal event rack cards with a list of all upcoming events in Avon

> Design special wraps for Town vehicles that showcase upcoming Avon events

> Develop suggestions for event organizers to follow when marketing the Town sponsored events. This toolkit
can include logos, a link on the website, imagery, etc. The Town should continue to require event organizers
to provide family-friendly activities and include provision of space for a Town display booth at each event

> Redesign special events page on avon.org to provide a more visual and comprehensive picture of coming events

> Dedicate a page on the avon.org website for each event to promote timely activities, specials, and promotions



Centralize brand implementation and develop staff resources to create buy-in for the
brand initiative and problem solve barriers for use.

> Develop toolkit to be distributed to staff about the brand and how they can help implement

> Designate a single point of contact for brand resources and questions

Leverage Avon event attendees to promote future events and activities.

E > Host a Town of Avon booth with marketing and informational materials at local events including, but not
limited to:

» CoverRock Tribute Music Festival, June 25-26

» Salute to the USA, July 3

» Dancing in the Park!, July 29

» Avon LIVE! Summer Concert Series, August 3, 10, 17 and 24 (choose 2 dates)
» Man of the Cliff, October 10-11

Continue partnership discussions with Valley resort destinations.

> Organize regularly scheduled collaboration meetings to discuss upcoming events and opportunities
for collaboration

> Share Avon promotional materials and event calendars

Develop comprehensive wayfinding and community signage program.
> Evaluate current signage stock

> Design gateway signage that reflects community and brand

Incorporate art into standard outdoor assets.
> Redesign trailhead signage to cross-promote Main Street Mall and Possibilities Plaza or other art assets

> Host photo contests and showcase winning images in outdoor displays near Town facilities

Partner with key bhusinesses and outside organizations to empower them to tell your
story on your hehalf.

> Develop overview brochure with a snapshot of Avon that can be distributed to realtors, hotels, associations,
employers, healthcare providers, relocation agencies, etc.

> Partner with transportation companies that provide transit to and from the airport. Arm them with an Avon
visitor’'s guide or brochure

> Host local business luncheon to talk about the state of Avon and tell the story of Avon, which businesses
can then share and emulate
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Plain and simple, people are busy. Engaging in local
government doesn’t often rise to the top of their priority
list. Making engagement easy is a critical strategy to
success. Leveraging Town facilities (Recreation Center,
Town Hall) and parks to install stand alone interactive
displays is a great way to gather feedback in a manner
that's convenient for your residents. Similarly, people
are spending a significant of time online; on average
1:25 hours on a smartphone and 1:06 hours on the
Internet/PC. Improving opportunities for engagement
through mediums such as the website, social media,
and texting campaigns will provide interaction through
the tools people are already using.

Encourage Town Council members

to increase visibility and accessibility
as well as resource Council with
relevant information to share with
the community.

Town Council members are excellent conduits to
the community. In addition to providing passive
methods for connections (e-mails, submitting online
forms, etc.), Town Council has the opportunity to
invest in more personal and strategic appearances.
Whether manning Town booths at community events
or organizing informal coffee chats with constituents,
Council can both gather feedback from residents
and help share important information.

Revise social media policy and practice
to focus more on engagement.

At its core, social media is a platform for conversa-
tion. Changing the Town'’s practice regarding social
media to focus more on engagement will open the
door to new relationships. Enabling comments, as
well as embracing Avon’s brand tone, will strength-
en online relationships.

This topic requires further exploration and detail;
therefore this plan includes additional information
and specific recommendations in a later chapter.

Use the Town of Avon’s data-driven
culture to help the public better
understand complex issues.

An informed community can provide valuable insight
when the Town is gathering feedback on budgets,
capital projects, and other notable investments.
Developing easy-to-understand, graphically rich
materials and visuals creates better comprehension.



Expand current communications
calendar to include all media outlets.

The Town has additional options to engage the
community through the local media in addition to
sending press releases. Editorial submissions, local
television programming, public service announcements,
etc. all provide venues to introduce topics and encourage
participation. Further, a comprehensive calendar will
allow for planning and coordination of internal tools
(website spotlights, email blasts, etc.)

A comprehensive media strategy also will support
development of relationships with local reporters to
determine the best resources for media based on
their needs.

Invest in translation services for
high priority issues and long-term
communication products.

Avon's large population of Spanish speaking
individuals warrants consistent investment in
translating communication. While it's not feasible to
translate every marketing or communication effort,
providing Spanish translations of materials that
support high priority issues, or items that have a
long shelf life demonstrates a true commitment to
including all residents in engagement techniques.




TOOLS AND TACTICS

Meet people where they are.

> Leverage Town facilities and parks to create engagement points with stand-alone engagement displays

> Make online interaction easy by enhancing website and other digital tools to encourage back and forth engagement

> Explore nontraditional methods of engagement such as Textizen, a service that utilizes text messages to
create a dialogue with residents

Revise social media policy and practice.

> Along with providing Town information, focus on creating more engagement and dialogue on these
platforms. This can be done through:

» Asking questions
»  Posting pictures just for fun
» Hosting contests through social media
> Implement quasi-centralized approach; one person in charge of accounts and departments submit content

> Generate quarterly analytics of social media platforms. Focus on what types of posts get the highest
engagement and reach

See the Social Media section of this plan for more details.

Create opportunities for positive, non-issue based interaction.
E > Host a Citizen's Academy that enables residents to “look behind the curtain” and learn about the Town functions

> Host booths at community events with general information about the Town instead of focusing on a specific topic

Use Town’s data-driven culture to help the public better understand complex issues.
> Create easy to understand, graphically rich materials to help explain complex topics such as:
» Annual reports
» Budget summaries
» Capital investments summaries
> Include pertinent community statistics in monthly or quarterly newsletters

> Provide City Council with one-page summaries for key issues that can also be shared online
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Encourage Town Council members to increase visibility and accessibility as well as
resource Council with relevant information to share with the community.

Encourage Town Council members to host office hours once a month at a coffee shop. Residents are
welcome to stop by and discuss any question or concern with a Council member. This informal setting for
dialogue is a great way to interact with citizens

Include reminders in Vail Daily ads, newsletters, the website, etc. that Town Council members are accessible
to all residents and encourage residents to get to know their representative

Ask Town Council members to work the Town of Avon booths at special events

Develop comprehensive local media strategy and editorial calendar.

Host a breakfast for local media. Invite key contacts in media outlets to come learn about the Town of Avon,
work plans, and goals for the coming year(s)

Create comprehensive media contact list to be used by Town staff
Create contact list of staff representatives to be sent to media contacts about who to contact for specific topics

For every project or department, designate who will be the point person to talk with the media. If the media
contacts other employees for information, they will be directed to this “expert”

Send a weekly or bimonthly comprehensive news email to media contacts. Instead of sending out multiple
press releases, departments can provide content for this email so media can stay up to date on what's
happening in Avon

Plan out priority topics several months in advance. Determine which topics will be highlighted in which
venue. For example, what will be highlighted on the home page of avon.org, what will be discussed on the
new TV 5 show, etc.

Invest in translation services for high priority issues and long-term
communication products.

Create guidelines for when materials should be translated

Develop a list of approved translators as a resource for staff



SOCIAL MEDIA

SOCIAL MEDIA PROFILES

Age Distribution at the Top Social Networks

% of Users in Each Age Group - US Data - Users Aged 18 and Over -December 2014 / Source: comScore

Snapchat
Vine
Tumblr
Instagram
Twitter
Google+
Facehook
Pinterest

LinkedIn

Il 18-24
M 25-34
I 35-44
45-54
I 55-64
M 65+

Instagram has become the most important and most-used social networks for US teens. 32% of US teenagers cited it as their
most important social network in Piper Jaffray's twice-annual teen survey, compared to only 14% saying that of Facebook.

Less than two-fifths of Facebook’s adult user base in the US is aged 18 to 34, according to comScore.

Facebook
Highest usage among ages 45-54
65% of users are age 35 or older

Unlike Twitter, average age of
users is getting older

Among U.S. users -
53% female, 46% male

O

Twitter
Virtually equal usage among genders
Most popular among ages 18-29

More urban/suburban
users than rural

High levels of usage among
African Americans

©

Instagram
More popular among women

Equal among Apple and Android
smartphone users

Ages 35 and under

Most popular among urban users
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SOCIAL MEDIA RESOURCES

Strategy: Revise social media policy and practice to focus on engagement.

The current Town of Avon social media policy does support engagement on digital platforms in that it encourages posters to utilize
a friendly and interactive tone, and to add pictures whenever possible. However, this policy is not being translated to practice, as
most Avon social media posts are formal and only informational. Here are some resources for becoming more interactive on social
media and options to increase the Town's social media presence.

Resources for Best Practices

Full copies of the following reports have been included in the Appendix. These documents help demonstrate
trends in social media for local governments, how agencies are using social media platforms, and how best to
create a social media policy.

Designing Social Media Policy for Government: Eight Essential Elements

Government Public Relations and Social Media: An Analysis of the Perceptions and Trends of Social Media
Use at the Local Government Level

A New Way to Communicate with Residents: Local Government Use of Social Media to
Prepare for Emergencies

Making the Most of Social Media: 7 Lessons from Successful Cities

Best Practices Relating to First Amendment Right and Risks

Local government must adhere to certain legal policies when using social media that don’t apply to private
sector businesses and individuals using the same platforms. Specifically, it's important to understand how First
Amendment Rights are a factor in the way local governments manage their social media presence.

Below are some best practices to help you understand the issue and how to follow this law. The full report that this
information was pulled from, Social Media and Public Agencies: Legal Issues, has been included in the Appendix.

The First Amendment forbids the government from engaging in unlawful censorship.

If a public agency allows others to post materials of their choosing on a website, blog or social media
site, then this can be considered a designated public forum. Because of this, the agency cannot exclude
(or delete) material based on its contents unless that restriction served a compelling state interest that is
narrowly tailored to achieving this interest.

Governments on social media cannot delete posts simply because they are critical of the agency, its officials
or employees, or the agency otherwise dislikes what the posts say.

Public agencies are allowed to delete its own content if something was inappropriately posted, but it's best
to also publish a post acknowledging the mistake.

A public agency can take actions to “control” comments posted, such as delete a comment, remove a
follower or permanently ban someone from your page; however only under some circumstances is it lawful
to do so. For example, comments containing profanity can be deleted.

Public agencies may not restrict their employee’s First Amendment rights to comment on matters of public
interest, however can offer guidance on how employees should use social media.

Whenever any content is deleted from a page it should be retained, and a record should be kept of why.




Do:

> Adopt and publicize a social media policy that limits the purpose of the site to serve as a mechanism for
communication between the agency and the public.

> Define what kinds of content fall outside that purpose (including commercial, campaign, discriminatory or
profane postings) and include a warning that content outside the purpose is subject to removal.

> Advise staff that they may not delete postings simply because they may be critical of the agency or
agency officials.

> Respond with a sense of common humanity and humor if the agency makes a mistake in a social media post.

> Use privacy settings that allow the public to access information on the agency’s page without having to
become a fan or friend.

> Think of social media as a way of driving people to the agency’s website for substantive information as
opposed to social media being a place where important information is posted.

> Post a caution to those who might want to become a friend or fan of an agency page that their information
may become a disclosable public record.

> Endeavor to make information made available online also available through alternative channels.

PEER CITIES & SOCIAL MEDIA MANAGEMENT

Yes Yes, no restrictions Yes

No, but want to improve Allow external comments Yes
but not posts

Allow external comments Point person in
Yes but not posts; each department
will reply to Tweets with an account

Allow external comments

No but not posts All posts automated
e Point person in
Sometimes o G0 each department

will reply to Tweets with an account
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PEER CITIES & SOCIAL MEDIA PRESENCE OPTIONS

Facebook Twitter Pinterest Flickr Instagram  YouTube Vimeo Google+ Other
Aspen MindMixer
Town,
Avon Police, FOE)I?;N”
Recreation
- Couple Couple ) .
Breckenridge . e Accounts MindMixer
Several
Eagle County . .ot
Jackson
Park City
Pitkin County
Snowmass Village 2P
g Pages
Trip Advisor,
Steamboat Yelp,
FourSquare
Telluride
Vail Several

Accounts

(Source: Town of Avon’s Community Relations Officer provided detailed data on social media and peer communities.)

RECOMMENDATIONS & PRIORITIES

The Town of Avon already has a social media policy in place, however it never hurts to seek policy improvement. The City of Fort
Collins has a very comprehensive social media policy and a framework that is good to follow. The full policy has been included in
the Appendix.

Establish core accounts and limit expansion to new platforms.

Avon currently operates three Facebook pages and one Twitter account. Before expanding into new
platforms, Avon must first focus on maximizing the effectiveness and use of existing tools.

Limiting expansion will ensure that neither staff nor content is spread too thin. As with most
recommendations, there is an exception. Given Recreation’s marketing goal of attracting a younger
audience, they should create a Twitter handle.

Instagram will be a tool for consideration in the future, but not until Avon’s other platforms are performing
as desired.




Centralize management of core accounts.

All content and engagement should be funneled through a single department and/or individual with the
ability to grant permissions to others as deemed appropriate. Having a single person manage your accounts
will help create consistency and accountability. Similar to your current processes for press releases,
Departments can forward content to a single individual who can then prioritize a post as appropriate.
Centralized management also will result in centralized reporting so that you can gauge your ROI.

On special occasions or during key events, this individual can delegate the task to trusted co-workers
throughout the organization. For example, during festival weekends the Director of Festivals & Special
Events could be empowered to post real-time photos of events and happenings.

Focus efforts on engagement and targeted marketing.

Creating online relationships with residents to support community engagement should be the primary
intention of the Town's social media program. This allows Avon to reach and connect with more people in a
more convenient platform.

Further, social media advertising allows the Town to market to key audiences through specific imagery and
tools. Social media is a platform built for easy customization. Additionally, advertising on social media is
relatively inexpensive and very targeted.

> Twitter: > Facebook:
Used by: younger adults (18-29) Used by: middle aged (44-54)
Frequency: 5-7 times a week Frequency: 3-5 times a week

Drive traffic to avon.org.

Avon.org is the Town’s most effective communication tool. Social media should support, not replace,
content on the website.

Establish criteria for when/how new accounts will be approved.

The Town of Avon should continue to operate their core accounts and limit expansion unless a department
can demonstrate a unique business need AND the ability to successfully generate consistent content.

The responsibility to raise revenue, such as the Recreation Center, often qualifies as a unique business
need and warrants the ability to create accounts that are more marketing driven. Giving Recreation
permission for their own Facebook (existing) and Twitter (new) accounts also lets them allocate limited
marketing dollars to promote their accounts in a very targeted manner.

Police is the only other department with an individual Facebook page.

At this time, it does not make sense to grant additional departments permission to start a