
MTS: WHAT ARE YOU DOING TO DRIVE YOUR DRIVE MARKET? (3-1-16) 
 
It seems intuitive that the majority of visits to ski areas are ones where visitors drive to a resort – perhaps 
just for the day, perhaps for a longer stay. This year, with gas prices lower than they have been in years, 
the drive market should be on a roll.  
 
(It may be, but the National Ski Area Association only tracks visits by day or destination visits. If you 
include people who stay at least one night at the resort, the picture gets muddled.)  
 
And what happens when gas prices skyrocket? And snow conditions aren’t so great? How do you get 
guests to pack up the van and head for the ski area? 
 
Some answers and ideas will be presented at The Mountain Travel Symposium, April 6-7 in Keystone, 
CO. “Driving the Drive Market,” addresses critical issues resorts face today that can help them defend 
against bad snow years, balance out seasonal fluctuations and respond when currency exchange rates 
keep international markets away. 
 
TSIL spoke to several resort executives and concluded there is no one-size-fits-all answer. For Jay Peak, 
VT, having an indoor ice hockey rink, not to mention a state-of-the-art water park, provides a 
“weatherproof guarantee” of a revenue stream. Killington Ski Resort, VT, operates on a difference basis. 
Mike Solimano, resort president and GM, will be on the panel talking about what the Big K does to get 
people excited. 
 
Dave Belin, Director of Consulting Services, RRC Associates, opens the session providing research and 
analysis; Norb Garrett, EVP and GM of the Enthusiast Network, the largest action sports media company 
in the country, discusses how resorts and destinations are only scratching the surface with their ability to 
be great story tellers; Solimano provides perspective from a major resort that relies on the drive market 
for over 95% of its business; and Jeff Suffolk, CEO, Human Movement discusses their strategy to bring 
major events, races and festivals to resorts and destinations throughout the year. 
   
Whether you’re an east coast resort with well over 12 million people in driving distance; a Rocky Mountain 
destination located a short drive from the Denver or Salt Lake area markets; Tahoe or Mammoth in close 
proximity to San Francisco and LA, or Whistler with Vancouver only a scenic ride away on the Sea to Sky 
highway – you must cultivate your drive market.  
 
And the drive market isn’t just skiers and snowboarders. Millennials are demanding new and different 
experiences and one of the best opportunities our industry has is to introduce them to the mountains and 
the great outdoors we all love during the summer. The session is designed to present new ideas to old 
problems and to outline opportunities that resorts and destinations around the world can take advantage 
of. 
  
Following the General Session, the same group of executives break out into a workshop and dig deeper 
with more focus on summer. That workshop, “It’s High Time to do More than just Talk About the 
Summer,” is an interactive discussion focused on the role of media that resorts can take advantage of to 
tell their stories to a much wider audience; what is, and isn’t working today at resorts to grow year round 
revenue and profits; and how resorts and destinations can create enough critical mass and animation in 
the ski town and resort area so they don’t feel like ghost towns. 
 

 


