City Manager
Report

February 1, 2022

2021 Final Reports
The Steamboat Chamber and the Free Summer
Concert Series have provided their 2021 Final
Reports (Attachment 1).

timekeeping system so the annual reports are
accurate. Wendy has been working for the city
for nearly 15 years and is a very valued
employee!

Police Pay
Although we plan on doing a thorough salary
survey later this year, the recent pay adjustment
Routt County has provided to the Routt County
Sheriff’s Office (RCSO) has created a significant
recruitment and retention challenge for our own
Steamboat Springs Police Department (SSPD).
This is due to a large pay disparity between SSPD
and RCSO. Chief Burlingame is aware of this issue
and has appointed an employee task force to
identify potential solutions. This will require
some immediate action on the city’s part and will
have budget implications. SSPD is currently down
7 sworn officers. I wanted Council to be aware
and staff will bring more detail to you as we
research and generate additional information.

From the Departments

Kudos

Kudos and the utmost appreciation to Wendy
Clark, Payroll Technician, who has been
processing payroll using manual timesheets after
the December 11th ransomware attack on Kronos
that caused an extended outage in the city’s
online timekeeping system. While many other
impacted employers across the nation chose to
rely on estimates to process payroll, Wendy
reinstated a manual timesheet system to ensure
that all city employees continued to receive
accurate and complete paychecks. The city
recently regained access to our timekeeping
software and Wendy is guiding all departments
through the process to reinstate Kronos for the
current payroll cycle. She is focused on making
sure everyone has appropriate access, the correct
data, and working on a process of getting the
data from the manual timesheets back into the
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Finance
Accounting
• The preliminary planning audit work was
completed in January. This was completed
virtually with our external auditors instead of
on-site as originally planned. Staff provided
all the information digitally by uploading all
required documentation to the audit portal.
The final two weeks of the audit will resume
at the end of March. In the meantime, this
division is busy wrapping up year-end and
performing the dozens of required
reconciliations and reports.
Sales Tax
• The last two weeks of January are the
busiest weeks of the year for the Sales Tax
division. Annual, Quarterly, and Monthly
sales tax returns are due which means every
licensee remits a return. The division works
hard to get all the electronic returns and
paper returns processed quickly in order to
get a preliminary sales tax report released by
February 1st.
Procurement and Contracting
• Procurement currently has 51 open tickets.
These tickets include purchase orders,
contracts, and Request for Proposals. The 1st
quarter of each year is historically the
busiest time of year for the procurement
division. Steve and Janey are working hard
to make sure turn-around time is reasonable
and efficient.
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Bids and Requests for Proposals currently
open:
o Howelsen Tennis/Volleyball Lights
o Ski Time Square Public Turnaround
and Complete Streets
o Water and Sewer Standard
Specifications Update
o Steamboat Springs Redevelopment
Authority Project Manager
o Construction Management and
Observation Services for the US40
Medians Project
o On-Call Field Inspection and Permit
Review Services – PW Engineering
o Stormwater Treatment Facility
Inspection Services – PW Engineering
o 2022 Trench-less Pipeline
Rehabilitation Project
o Hangar Development at City Airport
Bids and Requests for Proposals recently
closed:
o PVC Sewer Pipe- Awarded to Win
Water
o Architectural Services New Fire
Station and City Hall – Interviews
with 5 vendors scheduled for the
week of February 7th
o Owner Representative Services 10th
Street Fire Station and City Hall Interviews TBA
Bids and Requests for Proposals upcoming:
o Grit Dump

Deputy City Manager
IGS
• Grantseeking: in December and January, the
grants division submitted grant requests for
the following:
o Colorado Division of Fire Prevention
and Control for firefighter personal
protection equipment
o Federal Aviation Administration for
Airport Improvement Funding for
Runway Rehabilitation Construction
o T-Mobile Community Grant for funds
to help restore the Community House
o History Colorado CLG program for a
Historic Preservation Design
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Guidelines Update project
o FEMA Assistance to Firefighters Grant
program for a SCBA bottle fill station
as well as assisting Mount Werner
Water in applying for a new generator
at the Fish Creek Water Filtration
Plant.
The city received funding for the following:
o Award for Technical Assistance
through the WaterNow: Project
Accelerator program
o $40,000 from CDOT: FTA 5304 to
conduct a Yampa Valley RTA Strategic
Plan ($40,000 was also awarded to the
City of Craig and Routt County for this
joint project)
o $678,662 from FTA 5311 for
Steamboat Springs Transit operating
funds
o $7,500 for Special Event AED’s
through the Yampa Valley Community
Foundation.
Special Event Process Review: staff presented
the review and recommendations for Special
Event policies and improvements on
December 14th and are providing additional
information on special event enforcement on
February 1st. The special event software will
go live in February.
DOLA Recovery and Resiliency Roadmap: the
regional team held a phase 2 planning
meeting in Craig on January 14th, with a
follow up session focused on housing and
childcare on January 20th. The REDI funded
economic development project manager has
been integrated into the DOLA Roadmap
process and was in our region in January
conducting initial interviews.
City 101: City 101 sessions in January were
postponed to March due to Covid-19.
Climate Action Collaborative: partners have
confirmed community member nominees and
the first meeting was held on January 28th.
Staff have outlined the agendas for the first
four meetings, which will enable the Board to
coalesce and begin their work on developing
the formal Collaborative organization.
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Recycling Study: LBA Associates will present
their final recommendations and analyses on
February 1st. Staff will carry out next steps
based on Council direction.
Organics Recycling: the joint city/county
organics recycling study will launch at the
completion of the current recycling study,
which is anticipated for the end of February.
2A Trails: the committee is waiting on the
United States Forest Service NEPA process to
identify appropriate trails- this is expected to
be released this winter.
Public Art: the city has received a public art
request for the “She walks on water”
sculpture. Staff will review the proposal for
operational impacts and then the project will
be referred to a curatorial board for review.
The final decision regarding acceptance of the
art into the city’s public art collection will be
made by the Parks and Recreation
Commission, as the artwork is proposed for a
city park. Staff are also looking at new
locations for Cougar and River Run art works
– as these are currently being restored and
will be brought back in the spring.
Fireworks: the city is donating fireworks to
the Steamboat Springs Winter Sports Club’s
Winter Carnival fireworks show.
Regional Solar: this project is complete and
staff are working to close out the grant.
Recycling Education: staff have worked to
develop a series of posters for the Yampa
Valley Recycles Depot that tell the story of
where the recycled items go after being
dropped off. The purpose of the posters is to
help build trust in the recycling system
(Attachment 2).

IT
• Staffing:
o GIS Specialist, Zana Cameron, started
on January 24th.
o A new Support Specialist, Josh Fowler,
will start on February 14th.
• Continued assistance for Parks and
Recreation at Howelsen and Ice Arena. Kudos
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to Pat O’Connor and the Facilities department
for self-performance of data cabling.
Consultants completed cybersecurity review.
IT team is digesting the report and creating an
action plan.
New projects for updated storage systems
with out-of-band backup has begun.
Enhancements to Wi-Fi systems is in the
cabling phase.
Testing a new Mobile Device Management
platform.
Planning for 2022 initiatives.

Communications
• Website visitation for January (2021 versus
2022) saw 111K versus 118K for page views.
Top-10 pages for November included: Home
Page, Transit, Howelsen Hill, Lift Tickets, Ice
Complex, Maps, Ski Free Sunday, Steamboat
Springs Airport, Calendar, and SST Winter
Routes.

•

The city’s Facebook saw more than 9K for
reach during the month. The department
manages seven channels on Facebook for the
city. The top five posts for January included:
December
• Ready Mix Fire (3.5K)
• New Year Resolutions (3.1K)
• Snow Sculptures (2.9K)
• New Business Seminars
(1.7K)
• Water Break (1.6K)

•

Top Instagram Posts, surged by 6K (2K+)
followers. The channel showcased wildlife,
scenic and snow/landscapes for January with
reach for images at 270K, 11.8K, 11.6K, and
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9.2K respectively. The city’s twitter channel
saw 15.6K impressions for the month.
YouTube continues to host videos from City
Council, Planning Commission, and Parks and

•
•
•

•
•

•

•

•

Fourteen media releases were issued in the
first month of the new year focusing on a
variety of topics across numerous city
departments. Steamboat Radio’s Harvey’s
Huddle show shared information on key
programs and services. The Parks and
Recreation Roundup newsletter was
distributed twice during the month.
Assisted with marketing/communications and
public information on several initiatives and
events including the Barrows Chairlift
Celebration, Police Chief Ceremony, Emerald
Mountain Reopening, Peak Ready Mix Fire,
Water Main Break, and recreational facilities
like the outdoor ice rinks and sledding hill.
City Limits focused on the new elements at
Howelsen Hill and the Valley Voice Column
outlined City Council goals and priorities for
2022.

Facilities
• Facilities staff assisted in the installation of a
new electric vehicle (EV) charging station
inside the Transit facility to accommodate the
new Yellow Line EVs.
• Selected an engineer to oversee the
upcoming evaluation of the Tennis Center
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structure. His team is scheduled to be onsite
in early April.
Completed installation and commissioning of
a backup generator at the Mountain Fire
Station.
Performed emergency weekend repairs to
oven and refrigerator at Haymaker Golf
Course.
Solicited proposals and awarded the Yampa
Street Festival lighting contract to Steamboat
Holiday Lighting. Installation of the new
lights started on January 24th.
Assisted Parks and Recreation and IT
departments in the creation of a new ticket
booth at Howelsen Hill.
Completed 115 work orders.

Fire
December 2021 Monthly Summary
Call Numbers
• Calls for service continued to increase month
to month in December with a 10.7% increase
over December 2020 (Attachment 3):
o EMS calls for service increased by
16% while fire calls increased by 3%.
o Compared to December 2016, total
call volume in December 2021
increased by 23.29%.
• Year to year comparisons:
o Total calls for service in 2021
increased by 7.4% compared to 2020,
and by 9.48% compared to total calls
in 2016.
Notable Events:
• Steamboat Springs Fire Rescue (SSFR)
typically reduces the number of public
education events and trainings for the latter
half of December in anticipation of an
increase in call volume over the Christmas
and New Year’s holidays.
o SSFR experienced a spike in
concurrent calls including fourth and
fifth calls for service. These situations
strain our staff and our ability to
respond to these calls in a timely
manner with appropriate number of
personnel.
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•

•

The department is dealing with staffing
issues due to the increased cases of Covid-19
within the community. We expect this trend
to continue throughout the month of
January until we navigate our way through
the rapid spread of the Omicron variant.
SSFR has been able to cover the majority of
firefighter shifts with other personnel;
however, we anticipate dropping our daily
minimum staffing to seven personnel as
more individuals are affected by Covid-19.
Routt County redeployed the Emergency
Operations Center (EOC) at the end of
December and SSFR will virtually participate
in the EOC by working closely with county
emergency management to establish some
contingency plans if staffing issues become
critical.
SSFR, in cooperation with the Emergency
Physicians Group, has contracted with a new
Medical Director. Dr. David Cionni stepped
down as SSFR medical director and Dr. David
Richter has taken his place. The switch
officially took place in October and Dr.
Richter has been very responsive and
engaged with December visits to the
department to meet with each shift. Dr.
Richter was medical director for
approximately 50 fire departments on the
Front Range through Saint Anthony’s
hospital.

•

EMS Training: Pain management

Public Education Events:
• A station tour and educational event was
held for a group of home school students
and their parents.
• SSFR provided its “big red sleigh” to Santa
and Mrs. Claus again this holiday season.
The department drove Santa around the
Steamboat community in our Tower truck to
visit as many neighborhoods as he could
over four evenings. Once again, Santa was
well received, and everyone was happy to
see him!

Fire Prevention:
• Fire Prevention activity for December 2021
was down 39% compared to December 2020
and revenue for the same period was up
191% on the strength of a few large sprinkler
and alarm permits.
• Year to date activity was down 24%
compared to 2020 and revenue for 2021 was
down 4% compared to 2020.
• Final fire alarm, fire sprinkler, and kitchen
hood extinguishing system inspections were
completed at the new KVC in the former
Sheraton Convention Center.
Fire Department Operations and Training:
• Fire Training: Hose deployment evolution
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Attachment #1

2021 Destination Marketing Final Report

In 2021, the Steamboat Springs Chamber Marketing Department created and executed a comprehensive,
strategic marketing plan to inform, educate and inspire travelers during uncertain times. We were able to
make the most of strong travel demand and highlight Destination Management messaging to new and repeat
visitors.
This year we continued a multi-year strategy to impact early summer and fall visitation. July and early August
continue to show strong visitation, which is why we deploy our media buy to impact areas of opportunity. The
goal is to mitigate extremes, allowing businesses to thrive year-round as well as setting our community up for
success in customer service capabilities. We also closely watched a series of indicators such as travel trends,
lodging occupancy, local sentiment and employment landscape. As a result, we pulled back a portion of our
marketing efforts in both early summer and fall to address the needs of both businesses and our community
and shifted those resources to DM.
Though our approach and tactics had to evolve throughout the year, we stayed committed to our objectives of
using visitation to increase tax collections and drive a strong, resilient economy. With many tools at our
disposal, we were able to speak to consumers throughout the travel sales funnel, from top tier aspirational
visitors to repeat visitors, brand advocates and second homeowners.
This year also saw the evolution of several years’ worth of Destination Management messaging and creative
campaigns that spoke to sustainable travel and responsible visitation. We’re evolving to take into account
every stage of the visitor experience and the impacts on the local community and employ strategies that align
decision making at the intersection of economic, social and environmental impacts.
The City of Steamboat Springs’ investment in Destination Marketing is a vital part of growing sales and
accommodations tax collections in the non-ski season months. In addition, using Destination Management to
maintain the balance of promoting our area while also protecting the integrity of our resources, quality of life
for residents and quality of experience for visitors will help ensure that Steamboat Springs remains an
incredible place now and for generations to come.

Steamboat Springs Chamber
Laura Soard | Destination Marketing Director | 970-875-7002 | laura@steamboatchamber.com

High Level Goals for 2021
Goal 1: Expand destination appeal while protecting the integrity of resources through sustainable tourism
Strategy:
Reach high value guests
Implement and communicate sustainable tourism practices
Research new target markets
Create new customer experiences
Update:
• For paid media efforts, we brought out of state marketing back into the mix
• Web visits from longer drive and fly markets including Chicago and Houston increased YOY by 29% and
105% respectively
• We launched the Visit Responsibly pages on our website, highlighting Destination Management
principles to visitors and residents
• We launched Visit Widget, the new Visit Steamboat Springs app, giving visitors a wealth of information,
itineraries and content on mobile devices
Metric: Increase Accommodation Tax collections 10% over 2019, May-October
Result: City tax collections information shows a 27% increase over 2019
Metric: Implement and communicate sustainable tourism practices
Result: Visit Responsibly pages on steamboatchamber.com had over 17,000 pageviews; in the top 10 of all
pages visited on steamboatchamber.com

Goal 2: Communicate the power of tourism and its ability to drive both economic and lifestyle benefits to
residents
Strategy:
Develop messaging that resonates with policy makers, business community and residents
Create communications plan to inform groups on positive impacts of tourism
Update:
• Our focus relied heavily on communicating the Destination Management messaging work
• We established partnerships with two new research companies to gather supporting information on
number of visitors and economic impact
Metric: Establish and communicate Tourism Matters campaign
Result: Due to community sentiment and timing, we evolved this goal to center on Destination Management
and communicating that work to residents. A Tourism Matters campaign has begun but there is more work to
be done in 2022 as we look toward a TBID for sustainable funding

Steamboat Springs Chamber
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Tools
Social Media
Objective: Keep Steamboat Springs top of mind and increase awareness of activities around town
Results:
• As with many other avenues, we continued to evolve our social strategy this year due to the ongoing
pandemic. We shared inspiring and educational content to our social audience of 111,500+, up slightly
YOY due to pausing our Twitter efforts mid-year to focus on Facebook and Instagram
• Average engagement rate across all channels of 5% decreased slightly from prior year
• Instagram proves to be the channel with the fastest growing reach and engagement, a perfect platform
to inspire and connect with past, present and future travelers
Metrics:
Follower
Reach
Engagement
Count
Facebook
36,000 2,000,000
5%
Instagram
65,000 8,000,000
6%
2021

Follower
Reach
Engagement
Count
Facebook
34,050 861,015
7%
Instagram
55,791 4,806,692
7%
2020

Paid Campaigns:
Summer and fall paid social campaign (June – Sept) highlighted our wide-open spaces, trails and Western
heritage.
Results:
- Impressions: 4,012,572, up 75% over prior year
- Total clicks: 86,112, up 25% over prior year

Colorado Tourism Office Co-op (6/17-6/19) highlighted Steamboat Springs’ western heritage.
Results:
Total Reach: 222,375, up 6% over prior year
Clicks to site: 4357, up 40% over prior year

Steamboat Springs Chamber
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Organic (non-paid) Social
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Website
Objective: Tell a year-round story through content for every season with emphasis on spring/early summer
and fall
•
•

YOY traffic to date (January 1-December 31) increased 24% to 914,000 sessions
YOY site traffic increased dramatically March-April then leveled off in August when we pulled back our
paid campaign
Metrics:
May – Oct:
Sessions: 610,510 – 28.4% increase YOY
Pageviews: 1,343,027– 23.96% increase YOY

Steamboat Springs Chamber
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Steamboatchamber.com

Email Campaign
Objective: Keep visitors engaged and thinking often of Steamboat while providing reasons to visit
Results:
• Sent over 390,000 emails to past and prospective visitors
• Kept our database engaged but not overwhelmed during this time and intentionally decreased the
number of email sends from 2019 by 40%
• Increased our database this year by 8%
• Email topics included what’s new, Visit Responsibly content, colorful trails and outdoor activities
• Connected with prospective travelers to inspire future trips and past visitors to inspire return visits
Public Relations

Steamboat Springs Chamber
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Objective: Pitching summer and/or fall stories while continuing to build relationships with high-quality media
contacts
Results:
• We decreased the number of writers hosted due to COVID but focused on key relationships and
conscious travel
• Hosted media from the Denver Post, Weather Channel, 5280, Modern Luxury and more
• Hosted one influencer in partnership with the Colorado Tourism Office
Coverage Highlights:
•
•

Food + Wine – Sarah Kuta – Old Ski Gondolas Find New Life as Private Dining Rooms
Lonely Planet – Best Beaches in Colorado

•

US News – Best Small Towns to Visit in the USA

•

NY Times – Cindy Hirschfeld – It’s Summer in the Ski Towns, 2.0

•

AFAR – Why Road Trips are Greener in Colorado

•

Thrillist – Shauna Farnell – 7 Colorado Mountain Towns to Hit Before Summer’s Over

•

Travel + Leisure – The 10 Best Small Towns in Colorado

•

Modern Luxury – Helen Olssen – Palate Pleasers: With a Renaissance in Dining, Steamboat Springs has Evolved
into a Worthy Foodie Destination

Steamboat Springs Chamber
Laura Soard | Destination Marketing Director | 970-875-7002 | laura@steamboatchamber.com

2021 Paid Media Campaign
Objectives:
• Inspire travel in early summer and fall
• Convey Western Heritage
• Communicate Destination Management principles
• Inspire future travel
Strategies:
• Broad reach media - forms a base messaging layer in the primary market including programmatic and
connected TV
• Targeted digital media - go where people are consuming media during this time
• New media opportunities - leverage new tactics to keep our approach fresh
• Layered media - provide various touchpoints with the consumer throughout their day
Strategic Drivers:
Demographics
• Ages 35-64
• Household Income $100,000+
Steamboat Springs Chamber
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• Families in early summer, layered in empty nesters in fall
Geography
• Front Range (Denver, Boulder, Fort Collins), Houston and Chicago
Deployment Timing
• Mid-April through June for spring and early summer
• Mid-August through October for fall. Fall media flight was significantly reduced due to concerns over
local workforce and capacity
Media Tactics
Utilize a mixture of past high-performing and new media placements including:
• Display Advertising
• Pandora Radio Spots
• Email Campaigns
• Social Media
• Connected TV
Results:
• Over 10 million impressions served
• Average click through rate for display ads = 0.3%
• Average time on steamboatchamber.com = 2:11
• Percentage of new web sessions generated by campaign = 70%
• Resulted in 9% YOY increase to steamboatchamber.com during the campaign
Spring and Early Summer Creative

Steamboat Springs Chamber
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Western Creative

Destination Management Communications

Steamboat Springs Chamber
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Leveraging Co-ops
Colorado Historic Hot Springs Loop
2021 marks the sixth year we’ve been working with the Colorado Historic Hot Springs Loop, a collection of five
unique Colorado destinations that boast hot springs and small-town charm. This year’s partnership focused on
our social media campaign, which was developed early in 2021. The Hot Springs Loop partnership extends our
reach and creates unique opportunities to speak to that high value guest.

Metrics
Tax Collections
May through October Sales and Accommodation Tax collections
Sales tax: +25.36%
$3,147,000 over 2020 collections, $3,459,430 over 2019 collections
Accommodation tax: 57.11%
$232,000 over 2020 collections, $194,863 over 2019 collections
Monthly YOY percentage change breakdown:

Sales tax
Vs. 2020

Vs. 2019

Accommodation tax
Vs. 2020
Vs. 2019

May

37.86%

33.41% 1298.67%

93.26%

June

44.88%

29.24%

187.03%

42.38%

July

30.40%

25.34%

60.91%

40.17%

August

16.66%

19.82%

27.36%

45.10%

September

17.55%

33.64%

29.57%

44%

7.70%

28.15%

20.40%

63.25%

October
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Lodging Occupancy
Our goal in 2021 was to increase Accommodation Tax collections by 10% over 2019, still not certain about what the
travel landscape would look like in 2021. Spring and summer travel rebounded faster than anticipated and occupancy
was strong. We pulled back our promotion efforts in late summer and fall and did see a slight YOY decline in occupancy.

Visitor Day Tracking
Using our new research tool, Datafy, we can see that our strategy of attracting value over volume is taking
shape. By tracking cell phone usage in Steamboat Springs city limits, we can see that the majority of our MayOctober visitors are from out of state and have a longer length of stay than in previous years. The chart below
shows overall yearly visitor volume trends from 2018-2021. Though overall visitor numbers have decreased
since 2019, the value attained from each guest in terms of tax collections has increased.

Steamboat Springs Chamber
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Conclusion
The City’s investment in the non-ski season marketing program has proven to have a strong return on
investment. This year, bringing visitors to our town proved a valuable tool to increase tax collections and
traffic to local businesses. On behalf of the Steamboat Springs Chamber Board of Directors and the Marketing
Committee, we look forward to continuing this relationship and once again providing a strong return on
investment to the community.

Steamboat Springs Chamber
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2A Marketing Program - 2021 Report
1. Social Media Campaign
•

Featured 2A trail specific messaging and imagery/video on Steamboat Chamber Facebook and
Instagram platforms to link to editorial content on SteamboatChamber.com
• Boosted posts on Instagram and Facebook elevated bike messaging to Chamber’s 32k Facebook
followers and 50k Instagram followers
• Hashtag Campaigns – deployed engaging hashtags to solicit images and comments
from users experiencing local trails (#biketheboat, #biketownusa, #hiketheboat, etc.)
• Highlighted responsible trail use messaging
Results:
• Social reach for 2A trails specific posts: 40,000

2. Print and Digital Media Campaign
• Leveraged partnerships with Mountain Magazine to feature Steamboat Springs on back cover of bike
guide issue
• Employed digital campaigns with programmatic and retargeting ads to consumers with mountain
biking search behaviors and on digital cycling publications
• Leveraged pay per click (Google AdWords) campaign to capture people using search engines to access
information on trails for hiking and biking
Results:
• 877,000 Google display impressions
• 6,700 clicks to site

3. Website
• Managed content on steamboatchamber.com/activities to increase exposure for biking and hiking in
Steamboat Springs
• Optimized web page content for search engines
• Maintained links from steamboatchamber.com to establish authority and increase traffic
• Linked to a broad variety of local businesses for après bike activities, lodging and restaurants
Results:
Web Results: www.steamboatchamber.com/new-bike-trails
January 1- December 31, 2021
• Pageviews: 6,300, down .5% YOY
• Average time on site: 2:40, up .7%

Web Results: https://steamboatbiketown.com
January 1 – December 31, 2021
• Pageviews: 28,000, up 23% YOY
• % New Visitors: 83%, up from 75% from 2020
4. Public Relations
• Hosted the Mountain Magazine Bike Test in June
• Updated PR toolkit for ready access to cycling information for media inquiries and story pitching
• Hosted writer Matt Philips, gear editor of Bicycling Magazine, to focus on Buff Pass Trails
Results:
• 32-page coverage in Mountain Magazine’s Summer 2021 issue plus web and social coverage
• Trail highlights for Flash of Gold, Grouse, NPR and others

5. New Content Development
• Partnered with Steamboat Pilot on 2021 Trail Guide
• Partnered with local cycling related businesses for product and adventure content for Mountain
Magazine test
• Partnered with IMBA/Routt County Riders on trail building and responsible trail use content
• New photography and videography - teamed up with local content creators to capture 2A trail specific
images with various demographics and featured on our channels and in the Mountain Magazine
channel
2021 2A Marketing Program Budget
Tool

Details

Proposed
Budget
Actuals

Digital
Social media
Email marketing
Pay per click/retargeting
Display Ads

$3,050
$500
$2,500
$4,500

$1,800

Cycling specialty contractor
Media hosting expenses

$6,000
$500

$6,000
$1,500

Photography
Video
Written assets
Graphic design

$1,500
$2,500
$500
$1,000

$1,750
$1,600

Trail Guide
content/distribution
Print ads

$2,000
$1,500

$2,000
$5,500

Web hosting
Web development
SEO

$1,500
$500
$500

$1,500
$500
$550

15% of 23,000

$3,450

$3,450

$32,000

$32,000

$2,925
$2,925

Public Relations

Content Development

Print

Website & SEO

Management Fee
Total

January 10, 2022
Steamboat Springs City Council
Dear Council Members,
Thank you very much for your continued support and stewardship of
Steamboat Free Summer Concerts. The support that we receive from the
City of Steamboat Springs in both infrastructure and funding is essential to
the production of our events.
Like many things, the cost to produce high quality outdoor events goes up every year. 2021 was no exception.
The strain put on live events by the public health crisis has been immeasurable. The financial support that
Steamboat Free Summer Concerts received from the City of Steamboat Springs was absolutely vital to our
existence, and went entirely to our 2021 programming as follows:
August 27

The Lil’ Smokies featuring The
John Stickley Trio
& Buffalo Commons

This was Steamboat’s return to
gathering after the brutal pandemic
winter. The community energy at the
venue was palpable.

Estimated
Attendance
5000

September 2

End of Summer Jam featuring
Samantha Fish
Eddie 9V
And The Brian Smith Band

SFSC's iconic Labor Day event was a
hit despite cooler than usual weather.

Estimated
Attendance
4000

Steamboat Free Summer Concerts is consistently ranked a favorite of both locals and visitors alike. SFSC was
voted Best Community Event in 2018, ranked ahead of both the 4th of July and Winter Carnival, in the
Steamboat Pilot & Today, Best of the Boat contest. This category has not been polled since. While firm data is
hard to come by we estimate that our guests are 30% visitors and 70% locals. SFSC is consistently investing
dollars to make our events safer, more community focused, and excellent experience for all involved. Attending
a world class concert at Howelsen Hill, Steamboat’s most unique and historic park, is a memorable experience
and is quintessential Steamboat in the summer.

Production of the series cost roughly $86k per show in 2021 for our short two show season. At this rate
concession sales do not nearly cover the cost of production. Generous support from both businesses and
government are necessary to make these events possible.

All funding received goes entirely to support our mission: to produce five outdoor concerts in the City of
Steamboat Springs, for free and for all. Typically, City of Steamboat Springs support amounts to about 10% of
our total budget. In 2021 due to public health constraints and a short season, Steamboat Free Summer
Concerts would not have survived without the significant support of the City of Steamboat Springs, amounting
to 29% of our annual budget. This contribution supported not only the year’s programming but the future
viability of the series as well.
2022 will be Steamboat Free Summer Concerts 30th season! It is our belief that SFSC events are woven into
the fabric of the Steamboat summer experience. We, the board, are proud to live in a City that prioritizes
community events like SFSC, and promotes the arts in such a meaningful way. We thank you for your
consistent support and guidance and for your efforts in making Steamboat Springs a great place to live.
Regards,
Ted Carey - 2021 Board President
Steamboat Free Summer Concerts
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WHERE DOES IT GO FROM HERE?
Electronics are sent to Denver where they are d i s a s s e m b l e d

Reusable components
are put to good use

Personal information is
protected by completely
shredding or wiping hard
drives and other data devices

meet our partner

Recyclable materials
are recycled

bluestarrecyclers.org

YA M PA VA L L EY
RECYCLES

DE POT
1801 W. LINCOLN AVE

WHERE DOES IT GO FROM HERE?

Light Bulbs and Batteries are sent to the Roaring Fork Valley where
harmful components are removed and sent to a universal waste recycler

Brite Ideas is continuously working towards making light bulb recycling for
homeowners and business easier by working directly with municipalities to
continue saving the world, one bulb at a time!

meet our partner

coloradobulbrecycling.com

YA M PA VA L L EY
RECYCLES

DE POT
1801 W. LINCOLN AVE

WHERE DOES IT GO FROM HERE?
Over 90% of each mattress is broken down into individual components
and recycled or repurposed

Cultivates environmental
stewardship

Provides employment for the
disenf ranchised and those
with barriers to employment

meet our partner

Works toward social
justice

springbackco.org

YA M PA VA L L EY
RECYCLES

DE POT
1801 W. LINCOLN AVE
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12 Month Rolling Total Call Volume
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Call type in each category
Rescue & Emergency Medical Service
EMS call

Fire
Structure Fire
Heart Attack, Stroke, CPR, Seizure, Trauma Vehicle Fire
Motor vehicle accident
Wildland Fire
Motor vehicle vs pedestrian
Trash Fire
Confined Space Rescue
Fire Alarm due to Smoke or Hazardous condition
High-angle Rescue
Unintentional system/detector operation due to smoke
Removal from elevator
Carbon Monoxide detector, no CO upon arrival
Trench rescue
Sprinkler activation, no fire - unintentional
Extrication from machinery
Alarm due to Cooking Smoke
Water or Ice Rescue
Good Intent/Perceived Emergency
Controlled burning
Vicinity alarm
Steam, other gas mistaken for smoke
Dispatched and cancelled en route
EMS call where party has been transported
HazMat release investigation w/no hazmat
False Alarm
Malicious, mischievous false alarm
System or detector malfunction
Hazardous Condition
Flammable gas or liquid spill
Chemical release
Electrical wiring problem
Biological hazard
Other Public Assistance
Person in distress
Water problem
Smoke, odor problem
Animal rescue
Search for person on land, water or underground
Public service assistance
Severe Weather & Natural Disaster
Flood
Wind storm
Lightning strike (no fire)
Overpressure/Explosion
Overpressure Rupture
Explosion
Excessive heat, scorch burns with no ignition

December 2021 Calls for Service by Call Type
Fire Type Calls 38%
Fire Alarm due to
Smoke or
Hazardous
condition, 23 Calls
(9%)

Good Intent/Perceived
Emergency, 51 Calls (19%)

Fire, 1 Calls
False Alarm, 12 Calls (4%)

Hazardous Condition, 6 Calls
Other Public Assistance, 11
Calls

Rescue & Emergency Medical
Incident, 166 Calls (62%)

EMS Type Calls 62%

Severe Weather & Natural
Disaster, 0 Calls
Overpressure/Explosion, 0 Calls

December 2020 Calls for Service by Call Type
Fire Type Calls 41%
Fire Alarm due to
Smoke or
Hazardous
condition, 22 Calls
(9%)
Good Intent/Perceived
Emergency, 51 Calls (21%)

Fire, 4 Calls

False Alarm, 12 Calls (5%)

Hazardous Condition, 6 Calls
Rescue & Emergency Medical
Incident, 145 Calls (59%)

Other Public Assistance, 4 Calls
Overpressure/Explosion, 0 Call
Severe Weather & Natural
Disaster, 0 Calls

EMS Type Calls 59%

2021 YTD Calls for Service by Call Type
Fire Type Calls 41%
Fire Alarm
due to Smoke
or Hazardous
condition, 213
Calls (9%)

Good Intent/Perceived
Emergency, 469 Calls (19%)

Fire, 44 Calls

False Alarm, 154 Calls (6%)

Hazardous Condition, 53 Calls
Rescue & Emergency Medical
Incident, 1457 Calls (59%)

Other Public Assistance,
70 Calls
Severe Weather & Natural
Disaster, 0 Call
Overpressure/Explosion, 8 Calls

EMS Type Calls 59%

2020 YTD Calls for Service by Call Type
Fire Type Calls 44%
Fire Alarm
due to Smoke
or Hazardous
condition,
203 Calls (9%)
Good Intent/Perceived
Emergency, 495 Calls (22%)

Fire, 58 Calls
False Alarm, 118 Calls (5%)

Rescue & Emergency Medical
Incident, 1287 Calls (56%)

EMS Type Calls 56%

Hazardous Condition, 74 Calls
Other Public Assistance, 60
Calls
Severe Weather & Natural
Disaster, 0 Calls
Overpressure/Explosion, 2 Calls

Dec-15

Fire Calls
City
District
Mutual Aid
Total
EMS Calls
City
District
Ski Area
Special Events
Mutual Aid

Total
Billed
non-Billed

Total Department
Calls
2nd call
3rd call
4th call
Fire Calls
City
District
Mutual Aid
Total
EMS Calls
City
District
Ski Area
Special Events
Mutual Aid
Total
Billed
non-Billed

Total YTD
Department Calls

Dec-16

Dec-17

Dec-18

Dec-19

Dec-20

Dec-21

2020 vs
2021

2016 vs
2021

75
21
0
96

64
23
1
88

75
25
0
100

63
18
0
81

79
28
2
109

70
28
2
100

74
29
0
103

78
22
42
0
0

77
13
39
0
2

63
20
41
0
1

89
24
50
0
1

90
20
45
0
0

85
22
34
0
3

91
25
48
0
3

142

131

125

164

155

144

167

94
48

97
34

98
27

115
49

102
53

91
53

112
55

238

219

225

245

264

244

270

10.7%

23.29%

53

54

47

61

52

61

62

11

8

12

10

9

9

12

1.6%
33.3%

14.81%
50.00%

4

1

2

YTD 2015

YTD 2016

YTD 2017

YTD 2018

YTD 2019

YTD 2020

YTD 2021

613
249
3
865

613
249
6
868

683
281
8
972

733
264
12
1009

776
253
10
1039

746
252
14
1012

707
287
9
1003

-0.9%

15.55%

823
188
241
45
17
1314
953
361

878
184
254
45
18
1379
1017
362

909
184
181
42
17
1333
987
346

968
171
271
40
23
1473
1018
403

983
189
254
32
14
1472
1030
53

911
198
146
5
25
1285
918
53

968
226
223
21
27
1465
1056
55

14.0%
15.0%
3.8%

6.24%

7.4%

9.84%

2,179

2,247

1

2,305

2,482

3.0%

17.05%

16.0%

27.48%

5

2,511

2,297

2,468

YTD 2nd call

450

502

438

558

511

426

469

10.1%

-6.57%

YTD 3rd call

98

95

95

77

76

59

64

8.5%

-32.63%

YTD 4th call
Total Concurrent Calls

28

133.3%

-72.00%

25

576

34

622

7

567

4

642

3

591

7

488

540

