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Key Findings

• Colorado Drive Market
– Brand Awareness

• Aspen made significant gains in spontaneous 
mentions, narrowing the gap with Vail.

• Aided awareness is ubiquitous.

– Brand Momentum
• Vail made major gain in converting awareness 

to consideration, but is not translating this 
opportunity into visits.

– Brand Equity
• Vail and Aspen are at parity, though Aspen 

outscores on environmental care.
• Breck wins locals, driven by a higher visit rate.  

Also pride, value and stability.

– Resort Perceptions
• Vail’s top ratings are about natural assets and 

resort quality.
• Aspen is recognized for these same features, 

and outscores Vail on all.
• Aspen edges Vail on embracing healthy living.

– Correlations with Satisfaction
• For Coloradans, top correlations to 

satisfaction with Vail are about connection, 
continuity and trust.

• Destination Travelers
– Brand Awareness

• Both Aspen and Vail earned significant 
improvement in unaided awareness.

• Aided awareness nears 100%.

– Brand Momentum
• Vail holds steady through the brand 

funnel, while Aspen shows marked 
improvement in winning visits.

– Brand Equity
• Vail, Aspen and Breck are close to parity 

among our of region visitors.
• Aspen owns environmental responsibility 

while Breck wins value.

– Resort Perceptions
• OOR visitors rate both resorts higher and 

comparably on awe-inspiring nature.
• Aspen outpaces Vail on hiking, golfing, 

accommodations and sophistication.  
• Vail edges Aspen on family activities.

– Correlations with Satisfaction
• Destination Travelers share Coloradan’s 

connection to Vail, with a stronger sense 
of vitality (passion, energy).
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Overview

• The Town of Vail benchmarked key brand metrics among summer travelers to Colorado 
mountain destinations in 2011, and replicated  the survey in 2013 to track changes.

• The goals of this research are to measure and monitor:
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Standing

What are perceptions of 
Vail and how does that 

compare to Aspen?

Strength

How well is Vail converting 
awareness to positive 

consideration and visits?

Satisfaction

What is the relationship 
between satisfaction and 

resort perceptions?



Research Parameters

• Data Collection
– Online surveys 

– 2013 fielded September 4-13

– 2011 fielded October 4 – November 6

• Interview Content
– Momentum

• Awareness

• Consideration

• Visit

• Return Intention

– Vail/Aspen Resort Perceptions
• Resort attribute ratings

• Satisfaction

– Respondent Profiling
• Activity profile

• Respondent demographics

• Respondent Qualifications
– Age 21-65

• Live in Colorado or in OOR footprint

• Visited a mountain destination in 
Colorado for a 2013 summer vacation

• Participate in selecting vacation 
destination

• Sampling Area 
– Colorado Drive Market

• Representative outreach to the 
population aged 21-65 in Colorado

– Destination Travelers
• Representative outreach of the 

population aged 21-65 in these states:
– Arizona*

– California

– Florida

– Georgia*

– Illinois

• Sample Size
– Colorado Drive Market n=252

– Destination Travelers n=249
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– Kansas
– Minnesota
– Missouri
– New York
– Texas

*  New in 2013.  Omitted this wave: Nebraska, Ohio, Wisconsin



Sample Profile
Colorado Drive Market

2011
n=252

2013
n=251

GENDER

Male 24% 26%

Female 76% 74%

AGE

21-24 Yrs Old 8% 6%

25-34 Yrs Old 25% 27%

35-44 Yrs Old 19% 23%

45-54 Yrs Old 25% 23%

55-65 Yrs Old 24% 21%

Mean 43.1 42.7

MARITAL STATUS

Single 18% 19%

Married 65% 61%

Living with a partner 10% 12%

Divorced or Separated 7% 6%

ETHNICITY

White/Caucasian 88% 89%

Black/African American 0% 2%

Hispanic 3% 2%

Asian 5% 3%

Other heritage 0% 2%

2011
n=252

2013
n=251

HH INCOME*

Under $50,000 20% 23%

$50,000 to $99,999 46% 35%

$100,000 to $149,999 18% 21%

$150,000 to $199,999 9% 12%

$200,000 or more 9% 10%

Mean $94,200 $98,800

EMPLOYMENT

Employed full time 64% 63%

Employed part time 10% 12%

Not currently employed 2% 4%

Homemaker 10% 8%

Retired 10% 8%

Student 4% 4%

PEOPLE IN HH

Avg. Number in HH 2.4 2.5

% With Children 25% 31%
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Indicates a significant difference from previous wave at 90% CL



Activity Profile
Colorado Drive Market

Q28  Which of the following did you do on your mountain vacation last summer?  (Select all that apply.)
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2011
n=252

2013
n=251

Go hiking 71%

Go shopping 63%

Enjoy a culinary experience 51%

Attend a festival or event 37%

Ride the gondolas N/A

Go to a farmer’s market 27%

Go bicycling 20%

Attend a concert 15%

Visit the resort spa 13%

Go rafting 13%

Play golf 8%

On-mountain zip lines N/A

Attend a dance or play 4%

On-mountain rope courses N/A

None of the above 3%

79%

67%

55%

36%

34%

30%

26%

21%

17%

14%

10%

6%

3%

1%

3%

• Hiking remains the favorite summer activity for Coloradans, far more than any other outdoor rec.

• They also appreciate a variety of options that are not “active” – shopping, dining, festivals, etc.  

Indicates a significant difference from previous wave at 90% CL



Sample Profile
Destination Travelers

2011
n=249

2013
n=251

GENDER

Male 33% 37%

Female 68% 63%

AGE

21-24 Yrs Old 4% 4%

25-34 Yrs Old 23% 16%

35-44 Yrs Old 16% 15%

45-54 Yrs Old 20% 19%

55-65 Yrs Old 38% 47%

Mean 46.4 48.9

MARITAL STATUS

Single 18% 14%

Married 66% 73%

Living with a partner 10% 7%

Divorced or Separated 6% 4%

ETHNICITY

White/Caucasian 88% 90%

Black/African American 0% 0%

Hispanic 2% 2%

Asian 6% 4%

Other heritage 3% 1%

2011
n=249

2013
n=251

HH INCOME*

Under $50,000 22% 10%

$50,000 to $99,999 37% 24%

$100,000 to $149,999 25% 29%

$150,000 to $199,999 9% 20%

$200,000 or more 7% 17%

Mean $95,130 $125,050

EMPLOYMENT

Employed full time 54% 59%

Employed part time 12% 10%

Not currently employed 3% 1%

Homemaker 6% 8%

Retired 19% 18%

Student 6% 3%

PEOPLE IN HH

Avg. Number in HH 2.4 2.5

% With Children 23% 23%
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Indicates a significant difference from previous wave at 90% CL



Activity Profile
Destination Travelers

Q28  Which of the following did you do on your mountain vacation last summer?  (Select all that apply.)
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2011
n=249

2013
n=251

Go hiking 79%

Go shopping 67%

Enjoy a culinary experience 51%

Attend a festival or event 31%

Go to a farmer’s market 31%

Ride the gondolas N/A

Go bicycling 17%

Attend a concert 17%

Visit the resort spa 19%

Go rafting 20%

Play golf 12%

On-mountain zip lines N/A

Attend a dance or play 10%

On-mountain rope courses N/A

None of the above 5%

79%

70%

60%

39%

38%

29%

27%

22%

22%

17%

14%

8%

6%

3%

4%

Indicates a significant difference from previous wave

• Destination travelers are much the same as Coloradans in their activity preferences – hiking first 
and foremost followed by a range of leisure time options.



Brand Momentum

Brand Awareness

Momentum

Drivers of Destination Choice
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2011
n=252

2013
n=251

Vail 17%

Aspen 12%

Breckenridge 15%

Steamboat 8%

Lake Tahoe 5%

Telluride 5%

Unaided Brand Awareness
Colorado Drive Market

• Vail made a directional advance year-over-year and continues to lead spontaneous 
awareness among Coloradans.

• Aspen gained ground at a faster pace, with a significant increase in top-of-mind mentions.
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10%

9%

7%

5%

13%

11%

10%

4%

First Mention

Other Unaided

Q1 When you think of summer vacation in the mountains in North America (including the US and Canada,) what one destination first comes to mind? 
Q2 What other destinations in North America come to mind when you think of summer vacation in the mountains?

Indicates a significant difference from previous wave at 90% CL

22%

16%

20%

9%

5%

4%



Total Brand Awareness
Colorado Drive Market

Q1 When you think of summer vacation in the mountains in North America (including the US and Canada,) what one destination first comes to mind? 
Q2 What other destinations in North America come to mind when you think of summer vacation in the mountains?
Q5 Which of the following mountain destinations have you ever seen or heard of?  Please include all of the destinations you may have mentioned earlier. 
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2011
n=252

2013
n=251

Vail 98%

Breckenridge 96%

Aspen / Snowmass 98%

Steamboat 96%

Lake Tahoe 90%

Telluride 91%

Keystone 90%

Copper Mountain 91%

Crested Butte 87%

Winter Park 92%

Beaver Creek 88%

Park City 69%

Whistler / Blackcomb 57%

Heavenly 38%

Deer Valley 32%

100%

100%

99%

97%

97%

96%

96%

96%

95%

94%

94%

83%

65%

48%

40%

Indicates a significant difference from previous wave at 90% CL



2011
n=249

2013
n=251

Vail 4%

Aspen 2%

Lake Tahoe 6%

Breckenridge 3%

Telluride 1%

Steamboat 2%

Unaided Brand Awareness
Destination Travelers

• Spontaneous awareness jumped upward for both Vail and Aspen in 2013.

• While these gains are significant, unaided awareness among destination visitors remains at 
less than half the level of Colorado travelers.
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4%

5%

2%

3%

6%

4%

3%

2%

First Mention

Other Unaided

Q1 When you think of summer vacation in the mountains in North America (including the US and Canada,) what one destination first comes to mind? 
Q2 What other destinations in North America come to mind when you think of summer vacation in the mountains?

10%

8%

5%

5%

2%

2%

Indicates a significant difference from previous wave at 90% CL



Total Brand Awareness
Destination Travelers

Q1 When you think of summer vacation in the mountains in North America (including the US and Canada,) what one destination first comes to mind? 
Q2 What other destinations in North America come to mind when you think of summer vacation in the mountains?
Q5 Which of the following mountain destinations have you ever seen or heard of?  Please include all of the destinations you may have mentioned earlier.
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2011
n=249

2013
n=251

Aspen / Snowmass 96%

Vail 89%

Lake Tahoe 93%

Breckenridge 86%

Steamboat 80%

Telluride 75%

Park City 66%

Winter Park 67%

Keystone 65%

Copper Mountain 58%

Crested Butte 55%

Whistler / Blackcomb 47%

Beaver Creek 54%

Deer Valley 33%

Heavenly 30%

98%

95%

95%

91%

83%

81%

72%

71%

70%

65%

62%

60%

57%

37%

33%

Indicates a significant difference from previous wave at 90% CL
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Momentum
Colorado Drive Market

Base (Colorado 2013): n=251

• While showing real improvement in converting awareness to 
consideration, Vail lost ground on winning visits (as does Winter Park).

• Breckenridge shows a major gain on destination choice, outpacing all 
competitors.

2011 conversions shown in parenthesis

% Aware 100% 94% 100% 96% 48% 99% 83% 94% 97% 96% 97%

Conv. from Aware to 
Consider

40%
(32%)

21%
(15%)

45%
(47%)

17%
(12%)

2%
(0%)

34%
(33%)

8%
(3%)

22%
(21%)

36%
(31%)

24%
(21%)

10%
(12%)

% Consider 40% 20% 45% 16% 1% 34% 7% 21% 35% 23% 10%

Conv. from Consider to 
Most Recent

18%
(31%)

20%
(27%)

49%
(34%)

19%
(25%)

0%
(0%)

29%
(27%)

0%
(0%)

19%
(39%)

23%
(29%)

22%
(27%)

20%
(7%)

% Most Recent 7% 4% 22% 3% 0% 10% 0% 4% 8% 5% 2%

% Most Likely Next 9% 2% 14% 3% 0% 10% 2% 5% 16% 6% 6%
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% Aware 95% 57% 91% 70% 33% 98% 72% 71% 83% 81% 95%

Conv. from Aware to 
Consider

27%
(24%)

14%
(16%)

27%
(26%)

10%
(21%)

6%
(15%)

24%
(27%)

7%
(12%)

11%
(19%)

12%
(18%)

20%
(18%)

22%
(26%)

% Consider 26% 8% 25% 7% 2% 24% 5% 8% 10% 16% 21%

Conv. from Consider to 
Most Recent

23%
(26%)

25%
(23%)

40%
(36%)

29%
(30%)

0%
(9%)

38%
(15%)

40%
(5%)

50%
(16%)

20%
(28%)

38%
(30%)

38%
(33%)

% Most Recent 6% 2% 10% 2% 0% 9% 2% 4% 2% 6% 8%

% Most Likely Next 4% 3% 10% 2% 0% 9% 5% 3% 5% 8% 22%

Momentum
Destination Travelers

Base (Out of Region 2013): n=251

• People coming from out of region considered and choose Vail, Beaver 
Creek and Breckenridge at rates consistent with 2011.

• Aspen, Park City and Winter Park all made significant gains in winning 
summer visits from out of region travelers.

2011 conversions shown in parenthesis

http://www.google.com/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=JLLgWHJDyQd-rM&tbnid=0luAVMiQ9KdvOM:&ved=0CAUQjRw&url=http://www.eventbrite.com/org/1876750935&ei=9ZxgUYWNOabZ0wG6p4CgDA&bvm=bv.44770516,d.dmQ&psig=AFQjCNFazXLMSc6Hz0Fn5j6E6D5eAHC5Zw&ust=1365372520274784
http://www.google.com/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=JLLgWHJDyQd-rM&tbnid=0luAVMiQ9KdvOM:&ved=0CAUQjRw&url=http://www.eventbrite.com/org/1876750935&ei=9ZxgUYWNOabZ0wG6p4CgDA&bvm=bv.44770516,d.dmQ&psig=AFQjCNFazXLMSc6Hz0Fn5j6E6D5eAHC5Zw&ust=1365372520274784
http://www.google.com/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=S_Q6zcejQ0b03M&tbnid=qT1Ovh-HSgCzBM:&ved=0CAUQjRw&url=http://www.visitrenotahoe.com/meetings-conventions/sneak-peek&ei=FZ1gUZyuMvDy0wHl54GYBQ&bvm=bv.44770516,d.dmQ&psig=AFQjCNH8hu7z1rYL3h7GsoDLlxFnZ2xT4Q&ust=1365372561828127
http://www.google.com/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=S_Q6zcejQ0b03M&tbnid=qT1Ovh-HSgCzBM:&ved=0CAUQjRw&url=http://www.visitrenotahoe.com/meetings-conventions/sneak-peek&ei=FZ1gUZyuMvDy0wHl54GYBQ&bvm=bv.44770516,d.dmQ&psig=AFQjCNH8hu7z1rYL3h7GsoDLlxFnZ2xT4Q&ust=1365372561828127
http://www.google.com/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=9CPsl4PBn3YFAM&tbnid=Fp796oDFH2B10M:&ved=0CAUQjRw&url=http://www.slopefillers.com/aspensnowmass-rolls-out-new-prints-ads-to-mixed-reception/&ei=rqFgUbjTGbKE0QHx6oDoAg&bvm=bv.44770516,d.dmQ&psig=AFQjCNGRyGo-V4GXVsrvyEU0XT6HmIy9Aw&ust=1365373713799662
http://www.google.com/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=9CPsl4PBn3YFAM&tbnid=Fp796oDFH2B10M:&ved=0CAUQjRw&url=http://www.slopefillers.com/aspensnowmass-rolls-out-new-prints-ads-to-mixed-reception/&ei=rqFgUbjTGbKE0QHx6oDoAg&bvm=bv.44770516,d.dmQ&psig=AFQjCNGRyGo-V4GXVsrvyEU0XT6HmIy9Aw&ust=1365373713799662
http://www.google.com/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=gQTNrGvLoBeGdM&tbnid=MzVe5CrdOrx8sM:&ved=0CAUQjRw&url=http://www.winterparklodgingcompany.com/2010/08/31/winter-park-co-season-ski-passes/&ei=5KFgUcvBIobn0gHq4oCAAg&bvm=bv.44770516,d.dmQ&psig=AFQjCNFvnciA-5R6twAlqh7D4F8V8YzAqA&ust=1365373794376501
http://www.google.com/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=gQTNrGvLoBeGdM&tbnid=MzVe5CrdOrx8sM:&ved=0CAUQjRw&url=http://www.winterparklodgingcompany.com/2010/08/31/winter-park-co-season-ski-passes/&ei=5KFgUcvBIobn0gHq4oCAAg&bvm=bv.44770516,d.dmQ&psig=AFQjCNFvnciA-5R6twAlqh7D4F8V8YzAqA&ust=1365373794376501
http://www.google.com/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=po4QLwgxi0003M&tbnid=eatZk5v0rWcXqM:&ved=0CAUQjRw&url=http://www.liftopia.com/ski-resort-info/resort/303021/CO/Steamboat.htm&ei=WfZCUqT7LtKw4AOA0YEw&bvm=bv.53077864,d.dmg&psig=AFQjCNHoG-Ja267KUgbbrlqI-SjxJIlHzg&ust=1380206549720632
http://www.google.com/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=po4QLwgxi0003M&tbnid=eatZk5v0rWcXqM:&ved=0CAUQjRw&url=http://www.liftopia.com/ski-resort-info/resort/303021/CO/Steamboat.htm&ei=WfZCUqT7LtKw4AOA0YEw&bvm=bv.53077864,d.dmg&psig=AFQjCNHoG-Ja267KUgbbrlqI-SjxJIlHzg&ust=1380206549720632
http://www.google.com/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=bYbMJtAs0GCg7M&tbnid=Gh5gbRANWg8xcM:&ved=0CAUQjRw&url=http://www.weddingsalon.com/blog/index.php/2013/08/26/mountain-escape/telluride-ski-resort/&ei=gfZCUr_zAaXC4AO5pIDoAg&bvm=bv.53077864,d.dmg&psig=AFQjCNEkWlTIbTRpL11V8zxmDu_1yhc3TA&ust=1380206587335265
http://www.google.com/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=bYbMJtAs0GCg7M&tbnid=Gh5gbRANWg8xcM:&ved=0CAUQjRw&url=http://www.weddingsalon.com/blog/index.php/2013/08/26/mountain-escape/telluride-ski-resort/&ei=gfZCUr_zAaXC4AO5pIDoAg&bvm=bv.53077864,d.dmg&psig=AFQjCNEkWlTIbTRpL11V8zxmDu_1yhc3TA&ust=1380206587335265
http://www.google.com/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=n8ajp9UlyEogDM&tbnid=v8pJ1Ea1255qNM:&ved=0CAUQjRw&url=http://www.vrconnection.com/USA/California/Lake_Tahoe/vacation_rentals.htm&ei=tfdCUrHhOtP_4AORhoDYAg&bvm=bv.53077864,d.dmg&psig=AFQjCNGTFa2kasjgwfUePUa0Lu1DrlqDAg&ust=1380206800353673
http://www.google.com/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=n8ajp9UlyEogDM&tbnid=v8pJ1Ea1255qNM:&ved=0CAUQjRw&url=http://www.vrconnection.com/USA/California/Lake_Tahoe/vacation_rentals.htm&ei=tfdCUrHhOtP_4AORhoDYAg&bvm=bv.53077864,d.dmg&psig=AFQjCNGTFa2kasjgwfUePUa0Lu1DrlqDAg&ust=1380206800353673


Resort Attribute Ratings
Colorado Drive Market

17
Q18  We would like you to rate (resort) on some specific characteristics.  To do so, please indicate how much you agree or disagree with each statement about (resort).  

% "Top 2 Box" Colorado
1 = Completely Disagree to 7 = Completely Agree Vail Aspen

The magnitude and beauty of this destination is extraordinary 62% 76%

Is an exceptional alpine environment with challenging hiking trails 60% 65%

The sheer beauty of the place is an inspiration to visitors 58% 70%

Accommodations there are world class 58% 73%

The golf courses are impeccably maintained 54% 71%

Is an ideal place to relax outdoors 53% 54%

Hosts festivals and events that celebrate summer 52% 57%

The culinary experience is superior at this destination 47% 62%

Takes action to care for the environment 43% 53%

Live entertainment - like music and dance - is excellent there 42% 50%

The environment feels worldly and cosmopolitan 42% 54%

The atmosphere at this destination is alive with energy 41% 48%

The destination provides fun and interesting activities for families to do together 41% 40%

The destination is a place that embraces healthy living 41% 52%

This destination lives up to the promises they make 40% 48%

This destination is a great place to be, year after year 39% 40%

Offers a complete vacation experience that is best in class 39% 50%

This destination is a place I like to be a part of 37% 34%

Events at this destination enhance my overall vacation experience 35% 41%

The destination offers an intimate, family friendly village experience 35% 29%

Outdoor recreation at this destination is like nowhere else 33% 45%

A place where you can truly have the experience of a lifetime 33% 45%

Arriving there is like leaving the world behind 31% 40%

Is a perfect place for a family vacation 31% 27%

At this destination, you are among a group who share the same passion for life 30% 34%

The destination has a culture that I want to take home with me 20% 27%

Is a place where you can be yourself with no pretentions 20% 18%

The town has a historic, authentic feel to it 19% 40%

When visiting the destination, I feel/live healthier than at home 17% 28%

This destination is a very good value for the money 10% 10%

Max Base (Ever Visited): (n=157) (n=141)



Resort Attribute Ratings
Destination Travelers
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% "Top 2 Box" Out of Region
1 = Completely Disagree to 7 = Completely Agree Vail Aspen

The magnitude and beauty of this destination is extraordinary 71% 68%

The sheer beauty of the place is an inspiration to visitors 68% 75%

Takes action to care for the environment 64% 71%

The destination is a place that embraces healthy living 58% 61%

Is an ideal place to relax outdoors 58% 62%

Is an exceptional alpine environment with challenging hiking trails 57% 73%

Accommodations there are world class 56% 67%

The destination provides fun and interesting activities for families to do together 54% 49%

The golf courses are impeccably maintained 51% 61%

The atmosphere at this destination is alive with energy 49% 54%

The destination offers an intimate, family friendly village experience 47% 48%

Hosts festivals and events that celebrate summer 47% 62%

The culinary experience is superior at this destination 46% 61%

This destination lives up to the promises they make 45% 60%

This destination is a place I like to be a part of 44% 58%

Live entertainment - like music and dance - is excellent there 44% 48%

Events at this destination enhance my overall vacation experience 42% 51%

This destination is a great place to be, year after year 42% 48%

Is a perfect place for a family vacation 41% 37%

When visiting the destination, I feel/live healthier than at home 41% 41%

At this destination, you are among a group who share the same passion for life 41% 44%

Arriving there is like leaving the world behind 41% 43%

The environment feels worldly and cosmopolitan 39% 60%

A place where you can truly have the experience of a lifetime 38% 48%

Offers a complete vacation experience that is best in class 38% 52%

Outdoor recreation at this destination is like nowhere else 35% 47%

The destination has a culture that I want to take home with me 32% 35%

The town has a historic, authentic feel to it 30% 47%

Is a place where you can be yourself with no pretentions 30% 29%

This destination is a very good value for the money 17% 17%

Max Base (Ever Visited): (n=100) (n=101)

Q18  We would like you to rate (resort) on some specific characteristics.  To do so, please indicate how much you agree or disagree with each statement about (resort).  
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This destination is a place I like to be a part of 0.76
This destination is a great place to be, year after year 0.71
This destination lives up to the promises they make 0.66
Offers a complete vacation experience that is best in class 0.61
The destination offers an intimate, family friendly village experience 0.58
Events at this destination enhance my overall vacation experience 0.57
The destination provides fun and interesting activities for families to do together 0.57
At this destination, you are among a group who share the same passion for life 0.57
Arriving there is like leaving the world behind 0.56
A place where you can truly have the experience of a lifetime 0.56
The destination has a culture that I want to take home with me 0.56
Is a perfect place for a family vacation 0.55
The atmosphere at this destination is alive with energy 0.55
The destination is a place that embraces healthy living 0.52
Is an ideal place to relax outdoors 0.52
Takes action to care for the environment 0.50
Is a place where you can be yourself with no pretentions 0.50
Outdoor recreation at this destination is like nowhere else 0.48
This destination is a very good value for the money 0.48
The environment feels worldly and cosmopolitan 0.42
The golf courses are impeccably maintained 0.42
Hosts festivals and events that celebrate summer 0.42
The culinary experience is superior at this destination 0.41
When visiting the destination, I feel/live healthier than at home 0.41
Is an exceptional alpine environment with challenging hiking trails 0.41
Accommodations there are world class 0.39
The town has a historic, authentic feel to it 0.36
The sheer beauty of the place is an inspiration to visitors 0.35
Live entertainment - like music and dance - is excellent there 0.33
The magnitude and beauty of this destination is extraordinary 0.29
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This destination is a great place to be, year after year 0.75
Events at this destination enhance my overall vacation experience 0.75
Is a perfect place for a family vacation 0.72
Offers a complete vacation experience that is best in class 0.71
This destination is a place I like to be a part of 0.71
This destination lives up to the promises they make 0.70
Outdoor recreation at this destination is like nowhere else 0.68
At this destination, you are among a group who share the same passion for life 0.67
The atmosphere at this destination is alive with energy 0.66
The destination offers an intimate, family friendly village experience 0.65
Is a place where you can be yourself with no pretentions 0.65
The town has a historic, authentic feel to it 0.65
The destination is a place that embraces healthy living 0.64
The destination has a culture that I want to take home with me 0.63
The culinary experience is superior at this destination 0.63
This destination is a very good value for the money 0.62
The destination provides fun and interesting activities for families to do together 0.61
Arriving there is like leaving the world behind 0.61
Is an ideal place to relax outdoors 0.59
A place where you can truly have the experience of a lifetime 0.58
Live entertainment - like music and dance - is excellent there 0.58
Takes action to care for the environment 0.58
Is an exceptional alpine environment with challenging hiking trails 0.55
Hosts festivals and events that celebrate summer 0.55
When visiting the destination, I feel/live healthier than at home 0.53
Accommodations there are world class 0.48
The environment feels worldly and cosmopolitan 0.47
The magnitude and beauty of this destination is extraordinary 0.46
The sheer beauty of the place is an inspiration to visitors 0.45
The golf courses are impeccably maintained 0.30
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This destination is a place I like to be a part of 0.76
This destination is a great place to be, year after year 0.73
Is a perfect place for a family vacation 0.71
The destination has a culture that I want to take home with me 0.68
Events at this destination enhance my overall vacation experience 0.67
This destination lives up to the promises they make 0.67
The destination offers an intimate, family friendly village experience 0.65
At this destination, you are among a group who share the same passion for life 0.61
This destination is a very good value for the money 0.60
Offers a complete vacation experience that is best in class 0.59
Is a place where you can be yourself with no pretentions 0.58
When visiting the destination, I feel/live healthier than at home 0.58
The destination provides fun and interesting activities for families to do together 0.57
Arriving there is like leaving the world behind 0.57
The town has a historic, authentic feel to it 0.56
The atmosphere at this destination is alive with energy 0.55
Is an ideal place to relax outdoors 0.53
Takes action to care for the environment 0.52
A place where you can truly have the experience of a lifetime 0.51
The destination is a place that embraces healthy living 0.48
Outdoor recreation at this destination is like nowhere else 0.47
Live entertainment - like music and dance - is excellent there 0.46
Hosts festivals and events that celebrate summer 0.41
The culinary experience is superior at this destination 0.41
Is an exceptional alpine environment with challenging hiking trails 0.39
The environment feels worldly and cosmopolitan 0.36
The sheer beauty of the place is an inspiration to visitors 0.34
Accommodations there are world class 0.33
The golf courses are impeccably maintained 0.32
The magnitude and beauty of this destination is extraordinary 0.30
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This destination is a place I like to be a part of 0.76
This destination lives up to the promises they make 0.76
This destination is a great place to be, year after year 0.75
Events at this destination enhance my overall vacation experience 0.73
Is an ideal place to relax outdoors 0.73
At this destination, you are among a group who share the same passion for life 0.72
The destination has a culture that I want to take home with me 0.70
A place where you can truly have the experience of a lifetime 0.70
Offers a complete vacation experience that is best in class 0.69
The destination provides fun and interesting activities for families to do together 0.68
The atmosphere at this destination is alive with energy 0.68
This destination is a very good value for the money 0.67
Is a perfect place for a family vacation 0.66
Outdoor recreation at this destination is like nowhere else 0.64
The destination offers an intimate, family friendly village experience 0.63
Arriving there is like leaving the world behind 0.62
The destination is a place that embraces healthy living 0.61
The town has a historic, authentic feel to it 0.60
Live entertainment - like music and dance - is excellent there 0.59
Is an exceptional alpine environment with challenging hiking trails 0.59
Is a place where you can be yourself with no pretentions 0.56
Hosts festivals and events that celebrate summer 0.54
The sheer beauty of the place is an inspiration to visitors 0.52
When visiting the destination, I feel/live healthier than at home 0.49
The culinary experience is superior at this destination 0.49
The magnitude and beauty of this destination is extraordinary 0.49
Takes action to care for the environment 0.47
Accommodations there are world class 0.44
The environment feels worldly and cosmopolitan 0.43
The golf courses are impeccably maintained 0.33
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