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• The Real Unreal campaign has been well received but maybe not be as straightforward as it 
should be about stewardship and responsible travel

• LATE start to summer 2023 (Tioga Pass, Lakes Basin, Devils Postpile)

• Summer 2024 starting off much earlier which will help finish FY23-24 strong

• Despite massive snow challenges and late summer start, we saw strong business and 
government revenues continue with visitation and revenues up 10-18% for Aug–Oct

• TBID renewed for new five-year term (2023-28) 

• MLT contract renewed with TOML for three years 2023-26

• New, need-time, Tier 1 event OCR world championships did not meet expectations in year 
one, but we feel this is a long-term game and it did help us achieve our first $1m October 
TOT month ever (renegotiated rate for Oct. 2024)

• Slow start to winter 2023-24 has us behind slightly for TBID but still well ahead of TOT

WHERE HAVE WE BEEN IN FY 24-25
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Continue to Drive Responsible Visitation

Expand 
Community 

Engagement & 
Collaboration

1
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Marketing & 
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Brand Awareness:

OOH, Rich Media, Custom Content, Video, Stories

Traffic Driving:

Social, Display, Native
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NEW FOR  FY26
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Brand Awareness:

OOH, Rich Media, Custom Content, Video, Stories
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Brand Awareness:

OOH, Rich Media, Custom Content, Video, Stories
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ALWAYS ON: STEWARDSHIP
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