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COSt SaVi.I"I TIpS ﬁ"om the USSA BY ROOKE GEERY

rying economic times are never a
good thing for the ski resort industr
and no one needs an economic
analyst to tell them that. So putting
on an event, with costs that can
quickly add up, may not seem like the best
to get ahead economically. Events
yme of the most effe
cient marketing tools in the business
can run the gamut from a small local contest with
few participants, to nationally and internationally
L€ |L"'.']ht'l.’ races
S. Ski and Snowboard Association
resorts act the country to
evel events including
Snowboarding Grand Prix
wal U.S. Championships. In addition
USSA sanctions more than 4,000 events annually
ranging from Junior Olympics, Eastern Cup series
to junior contests. Given this wealth of experience,
we enlisted USSA to offer several tips for making an
event work for your resort and your budget
Whether vou're putt on _an event to
community or'to showcase a
new piece ol terrain, events are great publicity,”
A Vice President of Events Calum Clark said
From coverage in the local paper or the regional
media, up to a large scale alpine event with live
it's an authentic way of show

snow conditions and world

# EVENT TYPES
he hrst step in planning an event is figuring out
what type you'd like to put on. Beyond just halfpipe
or slopestyle, ski or snowboard, a resorts roll in event
planning can be all-inclusive or in partnership with
an event organizer or a
can range from theX Games, on
events with an incredible infrastructure of
organizer resources, t gTassrools
that involves more community involvement

An event in partnership with a sanctioning
body such as the USSA can also vary greatly in terms
ol the type and size. For example, the events can
1ational World (

1 1, ntor
range from large inte

tions, 1o ionally televised events sucl
Snowboarding Grand Prix series or the Nature Valle
US. Alpine Championships, to
tions governed by USASA. To |
the sanctioning body will partner
and bring the biggest ticket items to the table
as prize purses, insurance and televi
resort may be asked to | ide many of the hard cost
items such as venue preparation, event marketing
and lodging. With these events the USSA offers a
great deal of support and expertise making sure the
courses and everything else is up to pa

Finally, a resort can choose to put on its own
event. These are generally smaller scale undertakings

aimed only at

attracting local media and spectators

T'he costs associated with hosting an event such as

this are accordingly much less, yet smaller events #
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enable the resort to really get creative with

planning and offsetting those costs.

# SO WHAT ARE THE COSTS?

“Events dont have to be expensive if you

get resourceful, but they do cost money,”

USSA U.S. Snowboarding Grand Prix

Tour Director Eric Webster said
With any event, whether the resort is putting it on alone

or partnering with a sanctioning body, there are the hard costs.

These include fuel, cat hours, snowmaking, lodging for event

stalf, marketing costs and labor. Then resorts must also take into

account the soft costs, including lift tickets, use of venue, etc.

When the USSA looks to partner with a resort to host one of its
events, there are several things it takes into consideration, including;

e The ability to attract crowds, so proximity to an urban center
is good;

*  Resorts that already have a well-established program, and are
able to assist with the building of the course;

*  Proximity of lodging to the hill is also important;

e And most importantly the competition area must be acces-
sible. If the facilities are a chairlift ride away, it creates huge
issues for crowds and TV production, so convenient base area
venues are key.

Clearly a big USSA event is not for everyone. “When people
look at an event such as a Grand Prix, they're weighing what the
cost is versus the amount of exposure and media exposure they're
going to get out of it,” Webster said. “To some of the smaller resorts
it might not be worth it. But for an up-and-coming resort that really
wants to expose itself to people, it might make a lot of sense.”

Clark said hosting a major USSA event can cost anywhere from
$1.5 million to $50,000. These costs are ultimately determined by a
multitude of factors specific to each event, yet they can vary greatly
with some mutual give and take from both parties. For instance, the
USSA will pay the resort a fee, determined by how much the resort
is providing, but there is no cut and dry rate

As we've already mentioned, thats just one type of event
If the resorts goal is to create buzz on the local level, it can
certainly host a small event that will do just that. Before working
for the USSA, Webster was the head of snowboard marketing for
Vermonts Killington Resort. While there, he helped to put on
Spring Loaded, an annual freestyle snowboard competition that
helped put Killington on the map as a snowboard-friendly resort.
The costs of hosting the event were minimal, prize money was
generated through entry fees and partnerships with local busi-
nesses to offset many of the other expenses.

“That model has changed a little bit, but I think resorts
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can still put on events that create a lot
of promotion and not have to spend a

lot,” Webster said.

#* MAKING THE
= NUMBERS WORK

One steadfast lesson the USSA has learned

v is that the first year of an event is always

the most expensive. USSA normally seeks to partner with resorts in

multiple-year increments, and resorts should strive to do the same.

“Doing an event for a couple years at a time saves a lot of
money,” Webster said. “People know what’s going on, so you don'
have to re-educate. You ;lll‘L‘;lLl}' have a lot of the signage and you've
already figured out where everything needs to go. There’ just a lot
more efficiency in the second and third years of an event.”

I'his lesson goes for any scale of event. There is a lot of educa-
tion that goes on the first time you hold an event - for example,
finding contractors who can do the job, training employees, and
figuring out how and where to set everything up. The USSA
suggests “providing qualified people to assist in major event posi-
tions such as course builders, cat crews, chiefs of courses.” These
people can educate existing staff, who will then gain experience for
future projects and make the overall resort operations better.

Another important way to save money is to do as much
locally as possible. This means hiring local talent for jobs such as
announcing and judging. A large amount of the cost for the USSA
to put on an event comes from hiring stafl and arranging their trans-
portation to the event. Local talent will usually be more cost efec-
tive than having to bring people in, providing, of course, they can
effectively do the job.

I'he same goes for the vendors in charge of set up and planning,
such as scaffolding, sound, power and gifting. There is no need to
bring in people from afar until you've exhausted your options locally.
And if you find a good local vendor, this is another area where multi-
year contracts can pay off. Try and lock in prices by offering guaran-
teed future work and using them for other projects at the resort.

Events often rely on a good deal of volunteer labor. Having extra
hands can help make sure you are using your talent effectively. There
is no need to tie up your paid staff members with activities like course
side-slipping, venue access, races registration, competition secretary,
etc. The USSA generally relies on volunteers hired by the resort or
from a local ski and snowboard club for these types of jobs. This type
of labor can be recruited with an ad in the local paper offering some-
thing such as a lift ticket voucher and a small gift for a day of work, or
just the excitement of being a part of the action and meeting people
Many people will be eager for the chance to check out an event and

hang out on the hill for a few hours.
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\side [rom saving money on vour labor costs. n

1any of the
hard costs can be offset with partnerships. For example, if the
resort does not have its own lodging. one idea is to sell a spon

a local hotel. Instead of

sorship package to money, the hotel

provides necessary lodging. Think about how your event can
. g nd 1 > hace P 11
others and use these 1deas to sell

benefit sponsorships or get

help from local organizations. This includes the local shop or
the local chamber of commerce and goes for everything from

promotions to more tangible aspects. In 2006, New
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Mountain Creek Resort worked with the State Tourism board

and received a $40,000 grant from the state to help put on a

Grand Prix event

# GET THE MOST FOR YOUR MONEY

No matter how creative you get, or how many partnerships you
lorm, you will still spend money hosting an event. So it’s important
to maximize the value of those costs. One great suggestion from
the USSA is to host more than one event using the same set-up
hey encourage resorts holding a major USSA event to organize
local and regional competitions to immediately follow. Basically;

have a big event and then bring in the juniors to compete on the

BSA ARCHITECTS

BULL

STOCKWELL ALLEN

ARCHITECTURE

venue alterwards. Another added bonus to this approach is that
it provides a benefit to the local community, and helps grow local
talent. The next Shaun White, Lindsey Vonn, Seth Wescott or Bode
Miller could be in your backyard

Iiming is also ver

important in holding the most cost effective
events. You obviously don't want to hold the event during a |
period when it may interfere with day-to-day operations. But there
Is more to choosing the perfect weekend than that. It’s good to stan
planning as early as possible so you can time an event to fit in with
the resort’s overall operations calendar

II you're planning well in advance you can have lined out

what you want to accomplish whether its a one-off or an

event,” Clark said. “Choose the timing to suit vour resort. If vou

need to blow snow, how does it fit with the

eSOTtLSs |‘|.|!f rian

will make a big difference in the cost

Events are a great tool for resorts, anc

the more you do them

the easier they get to run. Clark uses Deer Valley Resort in Utah as an

eXan

ple of a resort that has figured it out with their World Cup event
They've learned what to do, what not to do, and when to

i

said I

put it on,” he 1

these are all the elements th:

successful event.” B
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