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Giants R{dge.,;

Central Reservations Services
Executive Summary

L

Overview

Giants Ridge engaged JW Clifford marketing to conduct a feasibility study of the addition of a Central
Reservations Service (CRS) for Giants Ridge. Our goal was to gather and analyze all data available and
relevant to a CRS at Giants Ridge, evaluate the factors that determine the likelihood of success or failure
of a CRS at Giants Ridge and make recommendations on how to implement a CRS if it were determined
that it could contribute to the financial success of the resort.

Process
Our study was conducted in the following sequence:

Gather marketing, traffic and demand information
Gather lodging and Resort data

Survey past customers

Conduct Competitive Analysis

Formulate prototype solutions

Identify system solutions for the prototype

Build cost models for possible solutions

Consider operating options

© W NG s W R

. Make final recommendation
10. Establish a set of “Next Steps” needed to implement

Key Findings

% Giants Ridge draws the majority of their visitors from the Minneapolis and St. Paul markets and
over 73% of Giants Ridge’s guests drive three or more hours to reach the resort.

% As a result of the travel time from the primary market, approximately 65% of all Giants Ridge
guests require lodging as a part of their visit to the resort.

% Giants Ridge received over 19,000 calls between April of 2008 and March of 2009 to its toll free
number and 79% of all calls are made from locations that are more than 1 % hours drive from
the resort. It should be noted that this time period was one of the worst times for destination

1irage Level K

Consultant's Report
C12-0033



7
0.0

*,
0‘0

®,
0.0

*,
0‘0

N\
0’0

-
*

2
e

.
o

.
9.0

\/
*

resorts due to a severe recession. We would anticipate higher volumes during more normal
economic times.

Call traffic to the toll free number analysis indicated that a reservations call center would need
to be staffed from 8 AM till 8 PM Monday to Friday and from 8AM to 6 PM on Saturday and
Sunday in order to capture over 80% of the calls.

The Giants Ridge web site received over 82,000 unique visitors to its web site between April
2008 and March 2009. The lodging pages were the most frequently visited of all pages.

in a survey of past visitors to Giants Ridge, 74% indicated that the Giants Ridge web site was
either a “Critical” or “Very Important” information source for planning their trip.

When making an actual reservation to visit Giants Ridge, 76% of past guests placed their
reservations via telephone, 12% placed their reservations through the Giants Ridge web site and
3.4% made reservations directly on the lodge’s web site.

28% of past guests began planning their trip to Giants Ridge three or more months in advance
and 39% began planning their trip one to three months in advance.

48% of past guests considered their reservations experience for Giants Ridge equal to other
resorts, 37% considered it above average. Only 3% considered it superior and 6% considered it
inferior or below average.

Our study of competitor resort reservations services indicated that resorts that only focused on
booking just the properties that they owned and/or managed were providing a higher level
reservations service with both call center and online booking services. Competitive ski resorts
that did not manage lodging were providing comparable services and we did not find any
competitive resorts that provide comparable destination golf that did not own or manage their
primary lodging. We believe the independent lodging structure at Giants Ridge has created a
challenging reservations process for guests interested in visiting the resort.

80% of past guests indicated that they would use both a call center and internet reservations
service when booking a trip to Giants Ridge, but only 29% said they would use an Internet only
reservations service and 17% said they would use a call only service. Also, 77% of past guests
indicated that they would be more likely to use the services if they offered complete packages
with lodging, golf tee times, skiing and/or dining.

Regarding the type of lodging preferred by past guests, 52% listed full service hotels with dining
and amenities as their first preference, 35% selected condominiums (only) as their first choice
and 21% listed economy lodging, motor inns or hotels as their first choice. We believe this
reflects demand for a diverse range of lodging at Giants Ridge.

Interviews with area lodges indicated a high level of interest in working with Giants Ridge to
develop improved reservations services, but some concerns were expressed regarding
commission costs for the service

The lodging properties located at the resort (The Lodge and The Villas) have a combined total of
130+- units in rental programs with an estimated maximum capacity of 500- 600 guests. We
believe there is additional lodging capacity for approximately 1,000 guests in area lodges that
would be appealing to Giants Ridge’s guests.

Based on lodging availability reports provided by the Iron Range Tourism Bureau (industry
standard reports for the Virginia/ Giants Ridge area are not available) we found lodging available
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on virtually every weekend in both summer and winter with the majority of weekends showing a
large number of units unoccupied. As for onsite lodging, we found over 300 weekend unit
nights open in the winter and over 500 in the summer.

Conclusions

The majority of people visiting Giants Ridge are overnight guests and require advanced reservations in
order to visit the resort. There is a high level of customer demand for improved reservations services at
Giants Ridge if both online and call center services are offered and complete packages are provided.
Demand seems to drop off significantly, however, if only one or the other were provided. We believe
prospects considering a visit to Giants Ridge wish to use the Internet to shop for lodging and packages
but make their actual reservations via telephone in order to finalize the details involved in a destination
resort reservation. '

We believe a substantial amount of lodging in the Giants Ridge area is currently going unsold and that
the current methods of connecting prospects to lodges is not maximizing utilization of the independent
lodging potential. In turn, the resort is not receiving the maximum benefit from its marketing efforts
and may be missing out on significant potential golf and ski revenue.

We investigated numerous options and models for operating a CRS for Giants Ridge that could support a
wide range of independent lodging properties, manage lodging and resort activities packages and
provide both an online and call center reservations service with vacation packages. We investigated the
option of outsourcing a CRS service for Giants Ridge but did not find any that could provide the full
service at an affordable cost. We also built a model financial operating budget for an independently
operated CRS for Giants Ridge. At current volume levels, we determined that it would cost
approximately $250,000 annually to operate a CRS with combined call center and online package
services. We believe the service would handie approximately 2,300 reservations with an average of 4
guests per reservation for 2 nights. The projected reservations volume would handle over $2,300,000
in reservations revenue. The lodges would receive 52% of this revenue and Giants Ridge would receive
48% of the revenue based on our estimates. As stated it is very difficult to project exact revenues for
this service with the data available, however we believe this service could exceed projections and
handle more volume if staffing levels keep pace with demand.

Our study leads us to believe that a central reservations system will generate higher levels of occupancy
at all of the participating lodges and in turn increase traffic to the ski and golf operations at the resort. It
is not possible to determine the exact amount of increased revenue a CRS system would generate over
the current system, but at our estimated average daily per person revenue level of $60.00 at the resort
{golf and skiing) with the average reservations including four people for two days it would take 525
additional reservations to generate an increase of $250,000 in revenue to Giants Ridge. To reach this
minimal level of incremental revenue Giants Ridge would need to improve its conversion on current call
volume by less than 5%, something we believe is very achievable.
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Recommendation

Since Giants Ridge is for the most part a fixed cost business like most resorts the majority of all
incremental revenue increases generated by a CRS could significantly improve the financial performance
of the resort. Based on the results of the study, we believe a CRS is feasible and that Giants Ridge
should move forward with the next steps required to establish a CRS services as described in our full
report. We also believe the establishment of a CRS can have significant impact on Giants Ridge and that
the service should remain firmly within the control of the resort. If properly established, this service
can enhance the financial performance of Giants Ridge and the businesses associated with the resort on
a short term basis as will as improve the long term prospects for future resort development.

Next Steps

The establishment of a new central reservations service is somewhat complex and success requires
detailed planning. Significant issues need to be considered and resolved regarding the organizational
structure of the service, who will manage the service, how it will be funded, what systems will be used
and under what policies the service will operate. We would recommend that the following process be
followed in order to achieve a successful implementation.

% The leadership of this process needs to be clearly established and a project manager or team
needs to be created that is empowered to manage the planning process with goals and approval
requirements clearly defined.

% A series of steps need to be completed and a time line for their completion should be
established.

o The development of a plan that determines operating schedules, service level
requirements, participation policies and a more detailed operating budget.

o The plan needs to be configured into an operating proposal that can be presented to
area lodging properties for consideration and input then revised to final approvals.

o A list of potential systems and service vendors needs to be established and a Request
for Capabilities Presentations needs to be written that will initiate the first step of
developing a full request for proposals from the primary vendors who would be needed
to support the service. This would include reservations, telecom and point of sale
systems.

o A Full RFP must be written for proposals from independent organizations that could be
considered possible candidates to mange the CRS under control of Giants Ridge and
proposals then need to be considered to determine a primary or overall service
provider for the CRS.

o Final approvals need to be given or denied for the implementation of the service and
contracts awarded.

We believe this process can be completed in 6-8 months once funding for the initiative is approved.
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Overview

JW Clifford Marketing has been engaged to analyze the feasibility of adding reservations
services for Giants Ridge Golf and make recommendations regarding the benefits and costs of
the service based on the study results. Criteria for our recommendations included the
anticipated volume of reservations, the capacity of area lodging to provide sufficient inventory
and the revenue that could be generated.

Our initial task was to gather as much information as possible regarding visitor traffic, call
volume, web traffic and lodging patterns in order to determine the type, scope and viability of
customer contact management services that might be supported by current market activity.

Once we completed our initial findings we moved to a more in-depth analysis of the options
available to Giants Ridge through improved sales channel management and reservations
services.

Our final step was to develop operating and financial models, based on our findings and
industry standards, to determine the financial impact they might have on Giants Ridge so the
resort could decide if adding new reservations services were in their best interest.

Confidential Report - Copyright JW Clifford
Marketing 2009

w

December 8, 2010




Lvecalive ﬁwrm/y

\_

package sales and E-commerce transactions.

A new central reservations service with both Internet and call center capabilities could produce
over $2.3M in sales of lodging and resort services at an operating cost of approximately $250K.
Our study also determined that 80% of Giants Ridge’s guests would use both the online and call

center services if offered.

The addition of central reservations services will become critical to the success of Giants Ridge
over the next few years as the competition improves their online capabilities. A regional central
reservations service is capable of performing a much wider function than just supporting
Giants Ridge. Destination resort regional marketing efforts are becoming more common
throughout the country and we believe that Giants Ridge and the Iron Range Tourism Bureau
would benefit significantly over the long term by adding the services we are recommending.
We also believe the joint effort would provide economies of scale needed to support this

service. /
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/{ur analysis found that Giants Ridge is on the threshold of needing more advanced reservatio:\

systems and services including a central reservations service for both call-in and online

reservations in order to remain competitive and meet the needs of its market. We also believe
Giants Ridge will soon require an advanced point-of-sale system to support online vacation




Key Findings

‘Market Data .

Confidential Report - Copyright W Clifford

December 9, 2010 Marketing 2009




Industry information on
ski resort reservations
services

Industry averages for booking
resort lodging and packages

sed on the. Nat|onal Skier Oplnlon
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The majority of visitors
to Giants Ridge are
returning guests.

‘:;'htrgh rate of return vrsrtor |
»credlt to the quahty of the .

xperrence guests recerve at 2"

:‘:;natrona| average for repe
tors to sk| resorts and
grng propertles varres by
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,sensus |s around 55 .

.tj'Glants Rldge is not
 attracting a large enough:‘p;
of new customers
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How do visitors find out
about Giants Ridge?

Visitor Information Sources
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Giants Ridge Marketing

‘“\
Our interviews with Giants Ridge
management led us to quickly determine
that their branding and interest generation
marketing is conducted at a high level with
above average tools for collecting customer
data and market responses.

Effective marketing is critical to the success
of a central reservations services . As we
will see later in the study, Giants Ridge’s
customers do respond to and utilize the
resort’s marketing materials much more
than the resorts customer surveys would

indicate .

Confidential Report - Copyright IW Clifford
Marketing 2009

December 9, 2010




Key Findings
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The demand for information
and reservations services
comes through multiple
channels.
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Call volume to Giants Monthly Call Volume
Ridge Toll Free number 2500
April 08 - March 09
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Talk time on the Giants
Ridge calls also varies by
season

average |ength of each call recelvﬂ‘
tGrants Rldge varles sngnlflcantly.!by' :

; . y call
November at 2.7 mmutes foll

losely by July, August and Octob

: 6+ mmutes
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Call Duration affects the
amount of time needed to
handle calls and potential call
center staffing times

1 ‘The combmatron of total calls and

erage call duration determine total ta |
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Call Activity by day is a key
indicator for call center Call Pattern by day - July
staffing levels
ln order to determine the level’ Of‘s‘t‘étff‘
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Calls per hour for the month of July

Hourly Call Traffic
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Calls received by Area Code
Top 10 area codes
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(not including 218, the local code)

2000

cal drlve market area and wasnot

luded in this chart as we assume 1500

w if any of the calls were lodging

lated. (Area code 218 mclud S
Duluth and all MN pomts o

L “ . 1000 -

Y,top 10 remammg area cod;e'
ep sent 56% of all calls received

500 -

The most actrve area .co,‘de in this listis

¢ t are more than 1. 5 hours

d L 651 | 612 | 952 | 763 | 807 | 204 | 320 | 715 | 507 | 701
D Cient Ri ge " rlTotal 2263 | 2210 | 1799 | 1454 | 666 | 642 | 590 | 377

360 232

December 9, 2010 Confidential Report - Copyright JW Clifford
Marketing 2009




Total

N CANADA
1 Internaticnal
Jl' Falls
MINNESOTA .
% =
!
:l 218 = Grand Rapids _7,:;,'?,
]
¥
gl
5
i Brainerd
I:'
- ’ 320 ;
"F; )."
5t Cloud = — _—
K : WISCONSIN
- 5 M‘ch?;ﬁg 652
T Micha=l= i;, 612
Minneagolise % St-Paul
| 2 Bloomington
8952 .
= Marshall 651 e §
651 | 612 | 952 | 763 | 807 | 204 | 320 | 715 | 507 | 701 507 'R’:’Ch‘?ss“"‘:r"-;,.
B Total] 2263 | 22101 1799 | 1454 | 666 | 642 | 590 | 377 | 360 | 232 | f
Confidential Report - Copyright JW Clifford
December 9, 2010 y B Pyrie
IMarketing 2009

13



Call Volume by City
for the top 5 cities based
on billing data
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Internet Traffic Total Page Views

Giantsridge.com

f':"'G?»iahts‘ Ridge’s web site received 130,737
| total visits and 82,298 unique visits over

. 12-month period beginning in April of

| 2008. The visitor traffic generated ‘

508 123 page views. |

i,%Appr:oXimately 12% of all page vieWs on
"f-».the Giants Ridge web site were lodgmg

| related. This is the hlghest level of any

"f ‘pages on the site.

Lodging Pages

Non - Lodging

;fThe hlghest Iodglng page V|ew was the Pages

_ pageon “Onsite lodging” at 23, 862 views —
This was also the hlghest “Exit” page on 56,092
‘:':‘the site at 42% of page viewers. This may
|nd|cate that a large percentage of the e
 visitors who viewed this page Imked over
L":to_the Lodge or Villas from thepage._ .

" he On5|te Iodglng page also had he ‘ ‘
‘|ghest “Time on Page” ratlng | page
| on'the site at 2.43 minutes.
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The top 10 locations
generating visits to the
Giants Ridge web site.
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Implications of Current Call Processes

Individuals who are new
guests calling Giants Ridge
may not know that they are
not speaking to a Giants
Ridge staff member when
they are transferred to a
lodging property.

December 9, 2010

If the property the caller
selects does not have units
available or does not have

what the prospect is looking
for they have no other
options at that point but to
call back.

The independent lodges
generally do not book tee
times and generally suggest
the caller once again call the
Giants Ridge toll free
number and select the golf
shop extension or go to the
Giants Ridge web site to
book tee times.

Confidential Report - Copyright IW Clifford
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This multi step process is
not user friendly and results
in multiple calls as prospects

most likely check lodging

availability at multiple
properties and check
available tee times before
booking either.



Implications of the Internet Process

As with the telecom process
guests must make two
reservations in the summer,
one for golf and one for
lodging. While both
services are available the
guest must take multiple
steps to book lodging
and/or golf and no packages
are available.

December 9, 2010

If lodging in the two onsite
properties does not meet
the preference of the guest
they can link to the Iron
Range Tourism Board web
site and begin a new search
for lodging on this site
which again will transfer the
guest to the independent
lodges sites to make an
online reservations

The web links for lodging
are live transfer links to
independently run sites and
no data is captured on
success rates.

Confidential Report - Copyright JW Clifford
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Again, this is an extremely
cumbersome process and
not very user friendly. In
this time of quick online
booking services it is
unlikely that many people
will follow this path to
complete a reservations
online.
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The majority of visitors to
Giants Ridge stay at the

resort for at least one night. Overnight vs. Day Guests
Zf;’fJAcc”(‘)'r‘ding to Leisure T:réiﬁ‘dé stud |es |
. conducted on site, 73% of all '. 4 80% / 73%
 summer guests and 63% of all |
. winter guests at Giants Rldge report’»f o/ |
| staying in the area for at least one 70% 63%
night on thelr visit. ‘ .
g | | 60%
:;:,,"’T'he perCentage of gueéts ‘s’taymg 50%
_one or more nights indicates that . =10
planning and booking Iodgmg at or - 40% S/ 7 »
ar Giants Ridgeisakey V7 | @ Summer
mponent of the guest experlen | | 27% .
r*the maJorlty of v15|tors' o 30% B Winter
is data comblned w 20% r
repeat visitor rates wo 1A
past guests are able to f uitable 10%
Iodgmg however we do 1\
0%
vthe reservations proces or not | Overnight Day Guests
ing able to find the lodging tF
ere looking for - Guests
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Guest ratings for their
lodging experience is

positive. 45 -
we'hrgh ratmgs (4 4 on a 1 < scale) , 4 -
d a low variation in scores for alI 3.5 -
v ertles mdlcates that curr "
' e,sts are able to find the typ 3 -
odgin that ata mlmmum
g g : ‘ 2.5 -
2 - :
‘ B Winter
- e Lodge and Villas con5|stentl L 1.5 -
: ‘recelved the highest rankmgs Summer
r 1 -
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» v v 0 < © >
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‘,"‘One of the key measurements required in determining the feasibility of a
reservations service is the amount and type of lodging space that would
 be available and is currently going unsold.

Very little information is available on occupancy levels in the Giants

Ridge area from standard industry sources such as Smith Travel.

The Iron Range Tourism Bureau does maintain a room availability report

as a referral resource for visitors seeking lodging. Their system tracks =
the exact number of rooms if less than 10 rooms are available. If more -
than 10 rooms are avallable |t 5|mply reports 10+ rooms ‘

' The followmg charts reflect the mlmmum number of weekend rooms
_available accordmg to the IRTB system on the Friday report for the
 coming weekend. It is reasonable to assume that more rooms were
 available and that some rooms might have been booked at the last
minute however this report provides a baselme for analysis. ‘
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Winter Weekend Lodging
availability for 2008-09
from IRTB data

he number of weekend rooms
iallable for thls time perrod is

feach room night represented an
average of three guests (some
' rooms in the count are multi- =
?3 "‘bedroom condos) the potentlal
.;\mcrease in visitor traffic at the

' resort, if all room nlghts were - “

‘frlled would be 3,732.

December 9, 2010

Confidential Report - Copyright JW Clifford
Marketing 2009

Villas at
Giants Ridge

~The Lodge at
Giants Ridge

ZSuper8-
Eveleth

Z Giants Ridge
Training
Facility

- Country Inn of

Hoyt Lake

H Coates Plaza -
Wirginia

Z Americlnn

Lodge and
Suites
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Winter on resort lodging Lodging Availability - The Lodge & Villas
availability Winter 2008-9

Lodging space was available at the
resort on all but one weekend.

Based on the IRTB availability r
Iodglng was \avalllable on all but one
ing. the winter of 2009

T ‘]‘\/i,‘llr‘a.slét'-,G“i‘é’ntsi ‘R‘idgefieho'\)vedel(;) .
r more units open on all butone
W eekend of‘thew_ihter.q . o

: he Lodge showed 10 or more unlts '
‘allable 6 of the 14 weeks studle

The types of unlts avallable in each
he propertles will have some effect ]
this report in that both propertles "
have both large and smal ]

ay be more difficult to f|l| at ‘varl'

terwews with the two. pro ertie
dlcated that peak Weeken‘
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Summer weekend lodging 350 17
availability 2008

}'.'T'h‘e t'ol’talv‘mifnimum number of rooms
- available for this time is 471+.

300 @ Villas

250
The Lodge

 Assuming each room could be booked

for an average of 2 nightsthis 200
| represents 942+ potential rooms

_ nights that were available forthe,
"‘summer/fall trme frame . - 150

B Super 8 - Eveleth

@ Country Inn of

‘f'lf the rooms were booked wrth an.. 100° Hoyt Lake

; average occupancy of 2 guests th|s
reflects a potentral increase in of |

- 1,884+ resort guests. (summer guests,_“ ! 50 @ Coates Plaza -

~ ;tend to book in smaller groups) Virginia
e 0
b:*lt' would appear that the July 4‘th - @ Americinn Lodge
 weekend was a sellout, the only one . No“ and Suites
i,found in the study. . &
» ‘ . . 6\}@ %&(\ 5\5
ome of the propertles were not .
‘dlllgent in reportlng room space ’fn th v
December 9, 2010 Confidential Report - Copyright JW Clifford 32
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As with winter, we see a
significant amount of lodging
available on property during
the summer.

Lodging Availability — The Lodge & Villas
Summer 2008

The onIy reported pevrlod o‘ u
occupancy was the July 4th
Ve suspect this may be t
h'gh owner use during the peak
he day penod based on comments
'from the lodges.

The high occupancy in late Sep e ‘be
'was dnven by foliage visits an ls

B The Lodge at Giants Ridge # Villas at Giants Ridge

December 9, 2010 Confidential Report - Copyright JW Clifford
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nterviews with

All of the key lodging facilities at Giants Ridge
are independently owned and operated. To be
successful, any new central reservations
initiative would need the support of the area
lodging properties. To gauge this support and . .

clearly understand the lodges interests, - | N o Tl Uithas
interviews were conducted with the properties ‘
most frequented by Giants Ridge guests.

I\/I‘an'a‘gEmént ® fortune 5% Rosort and

dt th_e 5&&/)(0
‘ ,‘ : following | I
L . Bl B properties ‘,of,%/,z{(lf ﬁj?ﬁ/my

 were - |
_interviewed o (pates Flaza totel

° & z;éwc?

- ® Americ lrn
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_ Property Key Fatts

e The LOdge has 68
condominium units, 100% of
which are in the rental pool.

e The Lodge is the only true “Ski-
to-Ski-from” property at Giants
Ridge.

* The Lodge is the only property
at Giants Ridge that operates
as a full service resort facility
with onsite dining, lounge, full
service spa and conference
facilities.

e The Lodge has capacity for
350-400 guests.

J

Confidential Report - Copyright JW Clifford
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Perspectives on a
central reservations
service

e The Lodge is generally in
favor of any concepts that
will improve occupancy
however they felt that
any new service should
promote the onsite
properties primarily.

® The Lodge would like to
have a close tie to, if not
direct influence on, any
new reservations services
that might be added.

e Improved packaging is a
priority for The Lodge.

35




' Property Key Facts

\-

» The Villas manages 56 |

e The Villas are located at the base

e The property has an outdoor

e The Villas has capacity for 200+-

condominium units of which 80%
are in the rental pool.

of Giants Ridge.

swimming pool, basketball court
and lake front activities area.

rental guests.

Eight units at The Villas are
managed by The Lodge.

/

December 9, 2010
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Perspectives on a
central reservations
service

® The management is
generally in favor of the
concept.

e The management would
like the properties at the
resort to receive
preferred status in any
central reservations
service offered.

e The management feels
strongly that improved
packaging beyond the
programs already offered
by Giants Ridge would be
helpful.
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Property Key Facts

* Coates Plaza is located in
downtown Virginia (not a resort
setting).

e The hotel offers economy lodging
and feels they are suited to
groups and price-conscious
families.

¢ The hotel offers dining services
for groups, a lounge and an
indoor pool.

¢ The hotel is an older property
undergoing room renovations.

e The hotel has capacity for 150

guests.

- J
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Perspectives on
central reservations
services

e The management is
interested in any
opportunities to work
more closely with Giants
Ridge and would welcome
a central reservations
service.

e They also feel the property
is well suited for larger
economy oriented groups
and would like to find
ways to work with Giants
Ridge to increase winter
group visits from schools
and youth groups.



Property Key Facts

e The Holiday Inn Express is a
new property that opened this
summer.

e The property has 79 rooms, 17
of which are suites with total
capacity for 225+ guests.

e The property has an indoor
pool, exercise room and offers
a continental breakfast service.

e The property does not operate
a full service restaurant.

J
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Perspectives on
central reservations
services

e The management is
very interested in
working with Giants
Ridge to build
occupancy and would
welcome a central
reservations service.

¢ The manager offered to
categorize a central
reservation service as a
travel agencies and pay
full commissions.

e They would like to find
ways to market to all
recreational visitors

JJ
02



P‘vroperty Key Facts

December 9, 2010

e The two properties are
operated by the same
management.

e The properties offer mid-
market accommodations with
continental breakfast and
either pools and/or spas (hot
tub).

e The two properties have a
combined capacity of 200+ in
98 rooms.

e The properties do not operate
restaurants but several are
\ within walking distance.

/
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Perspectives on central
reservations

e The management team
attempted to bring a central
reservations service to the area
in co-operation with the IRTB.
This was not successful and
they are skeptical about any
further efforts.

® The management is interested
in working more closely with
Giants Ridge and would support
a central reservations service if
one were established.

¢ The hotels would like to be able
to do more packaging of
services with Giants Ridge.

» The management feels any
initiatives to develop a central
reservations service should
support the whole region and
be used to promote all the
activities and attractions in the
region.

39




General Comments Recelved from Lodglng
I\/Ianagement

~ Virtually every lodging
property manager
commented on the
___ importance of Giants
Ridge to their overall
business and their
| interest in working more

| closely with Giants Ridge.

December 9, 2010

All of the lodging
property managers
expressed an interest in
 working with Giants
_ Ridge to improve the

reservations and booking E

process..

“‘AH of the lodges would
like to see Giants Ridge

doing more to improve

_their occupancy levels
__however, most seemed

relucta nt to contribute

‘ any additional funding to

coop efforts

Confidential Report - Copyright JW Clifford
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All of the lodging

| properties were very
_ guarded with the
~ quantitative data the
~ would share including
“"‘o‘ccupancy levels, daily.
~ average rates and R




General Observations from Lodge Interviews

~ When referring to Giants i} Some of the properties felt } Most of the lodges maintain
Ridge most property that any costs relatedto limited data on the sources of
managers referred to it as ‘ improved reservations their reservations and do not
 “The State.” We believe this services at Giants Ridge know how much businessis
. wasastatementusedto @8  should be funded by “The ~currently being generated
~ deflect any need for themto B8 State” and not the individual [ through channels managed b
~share in marketing costs. o businesses. Giants Ridge.

Confidential Report - Copyright JW Clifford
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Key Data From Lodging Interviews

Only two of the -
properties All of the lodges
interviewed ‘ - ‘operate with
offeredonsite ' B Allofthelodges ‘B  automated
meals other than interviewed offer @  property
morning online reservations l  management
_continental W ontheirwebsites B  systemsbutall
breakfast (The : ‘ B properties use
Lodge and Fortune [ ‘ B unique systems
Bay) ‘ : e

Localoff-site B Fortune Bay Resort
lodging capacityis & and Casino
500-600 : Capacity 500+

. On-site lodging
~ capacity is 500-600

Confidential Report - Copyright JW Clifford
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Conclusions from Lodging Interviews

Any new initiatives undertaken by -
. Giants Ridge to introduce a central
reservations services will require a
" S|gn|f|cant sell-in with the lodges if it
is not free.

 Significant staff resources will need
_ to be committed to working with the
lodges by any organization that
manages a central reservations
‘ service in this region to keep
inventory updated and manage sales.

The total number, type and capauty
of rooms or units that could be
~accessed by a central reservatlons
“service may be a sngnlflcant
constraint on the service.

Confidential Report - Copyright JW Clifford -
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Additional Lodging Information Needed

der to calcu!ate accurate potentlal revenue gams for the Iodge _.n‘ ‘

In order to calculate the total Cost vs. Commission for operating a
reservations service it will be important to determine the true
average number of people and average number of nights of stay per

_reservation for the lodges in the study. (Based on current
information, this number would have to be estimated.)

Confidential Report - Copyright JW Clifford
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Key Findings

Giants Ridge Customer Surve

Confidential Report - Copyright JW Clifford
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An online survey of past Giants
Ridge visitors was conducted to
gather information on their
experiences when booking travel
to the resort.

. 3-,8‘6‘6"Emails opened

Iji'cks“to the $u’fVey‘
=735 Surveys submitted f
L 0920% Surveys 100%‘60@ v

. Oyér‘l‘GO comménts s'ubm‘iltterd “

Giants Ridge values your feedback.

Giants Ridge is considering the possibility of enhancing guest reservation services and we would

appreciate your input.

For each survey fully completed, a tree will be planted in the mineland reclamation areas of
Minnesota's Mesabi fron Range. The surveys must be completed by August 25, 2009,

The survey should take no more than just a few minutes to complete and the

information you

provide will remain confidential. The survey is being conducted by an independent market research
firm hired by Giants Ridge and only the compiled results of the survey will be used in this study.

To participate in this survey and help improve the environment, please click on this link.

We greatly appraciate your time and feedback.

Thiz email was sznt to: Y%e%emailaddrocde

This email was sant by: Giants Ridge Resort
8325 ¥ynne Crezk Driva Biwzbik, MM SS708

We respact your right to privacy - view our policy

Manage Subscriptions | Update Profile | One-Click Unsubscribe

December 9, 2010 Confidential Report - Copyright JW Clifford
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Summer and Winter visit 4w often have you v sited Glants Ridge in the past & years? f visit wauld ze any
f re q u e n Cy saparate Irip to Giznts Ridge for ome or more nights stay.)

._83% of respondents V|S|ted Glants
‘;‘;Rldge durlng the summer

'69% of the summer V|5|tors vrsrted 2
. 133

or more"times in the past 3 years

*»36% of the respondents visited -
 EEY

;iva"nts Ridge during the Wi‘hter
. +65% of thewihtervisttors‘ had visited

Giants Ridge 2 or more times in the !

past 3 years‘. .

% of the respondents had wsrte

in both summer and wmter,‘lndlcatm

lmlted cross over market S Firureds Wirkevids

December 9, 2010 Confidential Report - Copyright JW Clifford 47
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Slze of Travel Groups

‘ % of the survey respondents |
_indicated that they travel in groups of“ %E
4 or less. This has significant '
‘lmpllcatlons in terms of the size of
condominiums that visitors will be
'-’w1llmg to book.

of the‘con‘do units available at the

resort, 28% are 3 or 4 bedroom units

_configured to hold 8 or more people.
. While the percentage of bookings in

this size range appears to match the o

percentage available, the potential

" exists that the smaller units are filling

' quickly limiting additional sales to.

Whe 1 you visted Giants Ridge, what is the average size of t12 group? Please inclde
chilzrer.)

a36 s

. ‘ b 4 pEcpe+
groups of 4 or less or that smaller
. groups are booking larger units at a Liginady ot B
. #lha “1wiE e
hlgh per person rate g@@.nff;m .
l - 3
L i I 3] ] 20 b
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iy vished G arits Ridge i the spring, sunner ar %all, what aczivties did vou participated iin
|Pleaze el all that apply)

Summer Activity
Participation

Clearly Golf is the dominant summer | y
attraction. Summer visitor levels .
L ‘ c P Crcimg o=
f‘ might be improved if greater ’

. marketivng emphasis were p‘)‘l'aced‘ on Vil ng' kg Syring

the other activities. However, since

Hmmrg
’;;I,'these are not revenue producing b

o ‘ L Fishing 8 5°
_ activities for Giants Ridge most -

a Mﬂg ek

lma}rketing of ‘njon‘—g‘olf actiVitiés would. }

need to be done by the lodging Fal F -bage Yiewing

pI*CPEt“tiesv or the lron”Rahgé 'TO.H sm |

_Bureau.
. i Shacping
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Winter Activities
Participation

The mountaln is cIearIy the dommant

”_wmter attractlon however

,.{,participat‘i,o’n in alternative winter

’;‘ac‘tivities is broader compared to golf

_in the summer.

45% of winter visitors participated in

. some form of off-mou ntain activity.

6% of respondents indicated thatthey
,_ partlupated in “other” actlvmes (not
"Ilsted) pnmarlly indicating |oungmg at

,{the hotels or shoppmg

December 9, 2010 Confidential Report - Copyright JW Clifford

B you visited GRangs Rice = the wirner, which of e fallawing agsiviiee did you participaee ir 3
(#ese check 28 that apply |

ApneSany 5

Coge Coumy Seirg

b &) 1 T80 P &l
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Travel Time to Giants Ridge

Eff’éll%"}of survey res‘pondehtsr.tra'vel‘e‘d' 3 !

5hoursto reach the resort We
ffibeheve this reﬂects the mfluence of

,he l\/lmneapohs / St. Paul market

Only 2 respondents in‘dicated,that.,th;ey- ‘f

. Iew to Mlnneapohs en route to G|ants

dge We beheve that glven the

‘quallty of the golf experlence at Glan‘

‘ dge addltlonal busmess could be
tracted to the resort W|th a

eservatlons packagmg tool that
‘cluded air and rental cars and

p \shed Iodgmg to the Global

Drstrlbutron S

December 9, 2010 Confidential Report - Copyright JW Clifford
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Travel Planning Timeline

29% of the survey respondents begin When plrnirg a wip 1o Gians Sidge, how Far in advance do you begin gathering trip
: infermation? (collesting krochu-es visiting weh sites, shecking en hotels and awaiabilty, et}

; #héir’travelwp'lanning 3 or more months in
:f‘a‘,d’va nce of their visit to Giants Ridge.

| The m‘ajori‘ty, 61% of visitors, plan”th'eir" o
“trlp within 3 months of their visit to
;;-Glants Ridge. ‘

36 merths

Only 7% make plans during the last week

‘ 13 eerths BEY
‘before their visit. ‘

Wilhinane merth |
be'sm tiatnp

'ZYDurlng mtervnews WIth the Iodges most

f‘"”thought" the majority of their VlSItors Viiahe g8l

week hetane rig Lip 6%

'booked Wlthm the last week before ‘
arrival. This would indicate that s‘obme . | eor'ipfamin

L . 0 ecvange | Lot od
. potential exists to improve sales wrth a

_‘:‘more proactive approach to bookmg

: ‘VlSItOFS earher in their planmng cycle G % 1 150 4 Y s
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VWhen planning & irp to G 2ris Ridge, whizh brns of lodging doyed orefer? Plaase rank
in order af prefener ce,

Lodging Preferences

he Lodge at Glants Rldge is the onIy fuII serv ‘e

. property at the resort. However wrth 41 one-

Fulszn cehiotelswih_

‘bedroom umts and 24 two- bedroom unlts it is. =
4 =" ed ereriies

imited in its‘capacity to provide;a full service:
Xperi’enc'e toa large eno‘ugh number:of‘\‘/is‘itor‘s ‘
_tomeetacall center s capacity demands durmg Conaeses

peak times.

- : : ‘ - Eronomy elgrg
on5|der|ng the close proxnmlty ’CO Fortune Bay - méi%‘ﬂ'”m:éf’bgggﬁ

.Resort and the type of lodglng servrces provxded ‘
at Grandvrew Lodge for golfers Glants erge
needs to be focused on provrdlng as full a service Hames 2 )=

evel as possrble to compete in the um .

’e close scores between condomrmums and Do e:ple Poarbt

.\economy Iodgmg would |nd|cate a wnlhngness of

% e
1
La?
]

can be very"helpfu‘l wi»ﬁh. .

Confidential Report - Copyright JW Clifford
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. Wheq planning 2 trig 10 C anls Ridge, which forms of ledging do
Lodging Preferences you poefer? Please rank in onder of preference,

This chart, while a bit busy, more

_ clearly indicates the strength of ‘
demand for full-service hotelsvs. IS
“condommlums and economy Iodgmg,
‘however the latter two categorles

" make up the bulk of the available beds f 280
_in the Glants Ridge area. .

- 7Fn.ll g ealaklinma
T gring 1 B

EMW;, BT
mled g T lwaﬂ

]

. : . 200
This scenario is both a plus and a

 minus when considering the addition
- of a central reservations call service. e
\Well-trained call center staff might be
'Imore successful in converting -
f_: potential visitors to the different types dis
of available space, however it will .
"make it more challengmg to operate |
' ‘the call center profitably. =~ . i

ST
) Hemat tsd
i Do Bl 1

=
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Sources of trip plannin
PP g Whhen alanming 1 17ip 26 Giates R dge, which of the fﬁllawng indorrmiatiof $5L roes 65 you e

Plaas rank the p-iority you plied on these twals in making yaur fravel decisinns,

information

 Giants Ridge’s web site is clearly the

ominant source of information for

| potential visitors. However, a large

»“number of respondents are callmg Glants‘ .

Rldge for mformatlon

It |s important to note that brochures and .

dgmg guldes cla55|f|ed as ”Trad|t|onal

Z:f_PrlntMarket.mg, is ranked;SFhm» p’nonty,

: Thi"s 'shofuld not be misinter‘preted in;tha“'

Oelstz. el
" Amaviztar Ay
~ most brochures are deSIgned as mterest moharber #
ceemime weh e |

,_generators mtended to dnve readers to

the toH free number or the Internet The' :

: are not normally con5|dered travel

| plannmg tools

December 9, 2010

Garshiegeweazile

Télsghaneale 15
g G R
g ez rgrber

Adecelram tnends who
“gaevisizd Coarte Brge

i iy ek g
wehgles

Broshuzs ardioe [0
lecdgrng .ces

Gt it vl
itz - Traae G2ty

“olochose ral s lathe
ATdralay U -
o hsmberef cormencs |0

=

e I
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Ratings of information

sources in terms of Wher zlaiting 3 1rp 10 Giancs B dge, which o°the fallowing

H H i infarmetion sourees de wou use” Please rank the prierity y v plassd
importance to tnp plannmg an these tacls in makirg your tr:avel cecl ars.

The Giants Ridge web site was listed as

U, e g : L -
“Critical” or “Very Imppr‘tant . by 74% Stim Dy ey i Giana Rgger b e
o bl L “eleptons cdliis
of respondents. Based on this data it 8 be Tiesh B 0
. ‘ ol e o
would appear that Giants Rldge has . Hal _szd g T e
b . «‘ LEEET ﬂlﬁﬂ.}‘bﬁ‘ﬁe
‘ the opportunlty to educate and o gﬁ?«fﬂ :;:a'
;flnﬂuence its market via their web site. - Some el s o PR
 However, aswe will see on page 58 ‘ Sy
£TIPEEE wild 5E85

.
¥ty leyancien
_ Telmhgredb ot
G e vige o Buoems

& tharhe: ¢ sren

‘cjmost past guests still prefer to call for '

, reservatons ,

. Zatgial s &l ndh

T & 0% P8y
Cibrz et

Imprfien

By imponiznl

G 50 K ol @ # H
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Steps taken before placing

a reservations at Giants Bifare plae ng 2 indging reservation a2 Giants Ridge which f the fo low ng actions did you take
Ri dge 1 any), Please check all that apply.

S0

f”‘Reﬁsponde‘n‘ts took on ave'raée"zj‘. of

 the steps listed on this chart: mdncatmg'j‘qu
 a high degree of ShOppmg and

'.mformatlon gathermg prlor to bookmg:fi

a trip to Giants Ridge.

‘ he fact that the two most frequent

eps taken fall W|th|n Glants Rldge s

? control isa posmve mdlcator of Gtants

Ridge’ s ablhty to. mﬂuence the | ?%; iz 15 T
| £ "% & A1 LR LTI - |
: B g = g g L 5E =
patterns of itts guests L pg Hiogil if 22 2if  fF
£l 7 B s omnonp HU oEpon
ZERN L b 8 E =8 © ””g i Ei geg 2
T E= < E £ :
w g S 5& bl
3
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Method of placing actual
reservations

76% of respondents indicated they placed

 their reservation by telephone.

| While the majority of respondents listed
‘_Giants Ridge’s website as a kéy'
. ;i'nfo“rm‘ation source, when it comes to

actually placing a reservation the

. telephone is still the preferred method by

. a wide margin.

16% of respondents indicated that they

' placed their reservation via the l’hter‘nét'l. .

This is:significantly bel'ow t'he‘_‘averva}géé

seen at many resorts which oftenrange

| frhbm‘g(‘)-So%‘ of all bookings.

December 9, 2010 Confidential Report - Copyright JW Clifford

How did you §ace your ectiual lodging reservation bar your visit bo Gisns Ridge?

1]
fi
i

Telphme |
b Gaels Pogge |

“eleghms pal Sircl
‘e 7 lodomg proety

~ Thadans |
Rudge webrsts |

Sayadaiapmes |
Rome 51 wth ends |

15
lodeds webare |

Gewedlimae eie- ..,
Srivke. Trneloe ity e

<ecksd mig lodging weasd |
BOTENCEC e yalian

“revelegent 7| 034

-1
e

Marketing 2009

i i Kkl




Booking experience at |
. . How would vou compars your ovenall resersations experence 4t Glants Ridge to other
Giants Ridge compared to sriiar resaris you have visled?

similar resorts i

The largest group of respondents, apenci

e s

,‘.c'lv.qse to 50%, rated their bobkihg,? :

xpen‘enc‘:eat Glar‘)t‘s Ridge as Equal . oo sy

to "o'ther Resorts"' a nd~3‘73%»rate\d it

- “Above avera'gE.” Eq.dlvoother s - SRS

Jewasnge

e overall score on a scale of 1-5 was

4. This rating indicates that past
. . - . LT
uests consider their reservations oreems

_experience above average. This score
| s b

lso- ihdi‘év‘at‘es an opportunity for. .

‘na}n'ts“Ri‘dgevtd establish a‘~leadé‘1'rsih'

sition in this area of service. 9 1 10 % a0 25 3l ¥
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' 80% of respondents indicated that they:

_center service if available.

-r"cor:np!‘ete packages.

Interest in using an

Internet a nd/ or call center Which of the fol owing stutensents do you cansider frue or falte regarding the

reservations service passibiliy of adding a wak resermiions service andior 2 reservatians ezl certter for
Giants Ridge

0

“WOled u‘se’b‘otlh the Internet and call

3 Fafen

Teute

77% indicated that they would be more

likely to use the services if they offered

‘8% indicated that they would not use C ; d
. . . ‘ . i @ e Rl 14248 32 6 IMa0L 17440 w21l
, ‘ <38 §5U5* GENEE T 1 TREENE S B2 L RN
ith : el eped ermoiem ok tuzrer thezlloe g
Slhchactvice. Uiz o L thy o A T80 Py el sarip
- . bedt inazai regnd o by nnms 31t etk
‘ this 303 Erv st It G333 L
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Rankings of packaging
options

":*77% of respondents mdlcated that they .

are more likely to use a Giants Rldge

. reservatlon servnce if it offered complete :

'_‘:Golf tee times is the most desnfed
ij’package optxon

>Dmner reservataons was a surprlse
number 2 in order of preference Glan
Ridge offers. dmmg at The Quarry
ubhouse and The Lodge offers
s restaurants In dlSCUSSIO s w1th‘ '

Lodge, they felt this might be the resul-‘
‘wa|ts for dlnmg durmg peak weekend_ !

lose t|e for 3“’ and ath

'b‘lri’ he comments section of the s : rvey
everal people mentioned wantlng
:;package Savmgs

December 9, 2010

Please rate the imporiance of Hye ab ity bo include the following Bems in vour
reservation.

Gink lez E mizs—
200G el O
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wid eqpmenl |
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Past Guest Email Survey Conclusions

Interest in both
online and call

center reservations
services is very high.

December 9, 2010

 Packaging of services
 beyond just lodging will
bea sngmﬂcant factor in
| the success of any
initiative.

Confidential Report - Copyright JW Clifford
Marketing 2009

. Giants Rldge guests are
. accustomed to making

__reservations by
telephone and do not

Ts_-‘currently use the lnternetfé

, oftentoplace‘
. fesErvations... 1

&
M2
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Key Findings

Competitive Analysis |

Confidential Report - Copyright JW Clifford
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- Competition often

sets the standard by
~ which resort services B

are measured. In
evaluating the

feasibility and/or need [N,

for a central
reservations service

~ for Giants Ridge, we

studied reservations

services at a group of 8

resorts that were _
deemed to be the

~ primary competitors
for Giants Ridge in 8

both summer and
winter.

December 9, 2010

Resorts
included in
the
competitive

- study group §

Confidential Report - Copyright JW Clifford
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® forture gay Kesort &
Casivo and The Witderness
&4‘ course

. &w(a/wéa) /aqﬁe

@ Lutsen Moantain

o it Moantar

* Grante Feak at K%
Moantain State Furk

e C’fﬂfa/ Moantain
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Key

Resort
~ Facts

December 9, 2010

, ‘]T » 175 room full-service hotel wih
|| restaurants, a full casino, 8000 SF

|| o Giants Ridge and FBRC work

of meeting space.

e The property sits on Indian lands
and operates under tribal
government.

¢ 18 hole golf course designed by
Jeffery Bauer, the same designer
used by Giants Ridge.

» The golf operations at FBRC are
managed by Kemper Sports.

» FBRC is located about 25 minutes
north of Giants Ridge and many
of their guests play golf at Giants
Ridge.

Reservation
~ Services

together to coordinate tee times
for guest playing at both resorts.

/

Confidential Report - Copyright JW Clifford
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| * Online reservations for Iodgin:\

» Lodging system is Micros Opera

* The lodge operates a toll free call

| » The resort sells gift certificates

|| ° The resort feeds lodging to the

and tee times but they are not
packaged together online.

and Golf uses 4Reservations.

* Online tee time reservations are
only available for parties of 4.

reservations service but books
only its own rooms.

e Stay-and-play golf packages are
available via the call center.

but no memberships online.

global distribution system for
bookings from key travel web

sites such as Travelocity. /




December S, 2010

| * 400 rooms and/or

condominiums under \\
management

e 4 golf courses on property

» 35,000 SF conference center

e Multiple on-site restaurants,
gift shops and a spa

e Located 1 % hours drive from
the Minneapolis / St Paul
market

¢ Located on Gull Lake

¢ Grandview Lodge considers
Giants Ridge to be a distant 3™
place competitor in its summer
destination market due to
location.

e The property is managed byj/

~ Services

private LLC.

Confidential Report - Copyright JW Clifford
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| < Operates a two-level toll fre;\\

Reservations

i « Lodging is fed to the Global

call center with one section
providing reservations services
and the other acting as a
vacation planning concierge
service.

* Provides online lodging
reservations but golf tee times
must be made by phone or
Email.

¢ Indecorp’s V-1 system is used
for lodging reservations online
via the resort’s relationship
with the Preferred Hotels
group.

Distribution System (GDS)

through the V-1 system. /
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Resort
- Facts

December 9, 2010

|« Lutsen Mountain is

primarily a winter ski\

resort operation, but
they do manage several
onsite condominium
properties.

Lutsen does not operate
a golf course, but one is
located within 2 miles
of the resort.

Lutsen advertises itself
as “Mid-America’s
highest and largest ski
area” with over 1,000

vertical feet of skiing.

Reservationsg

Lutsen offers a wide range of ‘\

online products (lift tickets,
season passes, gift certificates) as
well as a new online lodging and
skiing package reservation service
for many of the lodges in the
area.

The online booking service uses
Digital Logic 2.0 for ski products
and lodging & skiing package
sales.

Prior to launching the package
sales system, Lutsen’s web site
listed lodges in the area with links
off their web site and toll free
numbers for the lodges.
Lutsen-managed properties use
RezOvation software for property
management and call in

reservations. /

Confidential Report - C@pyﬁght Iw Clifford
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Bl « Spirit Mountain is a \
municipal based ski
area located in Duluth.

e The area manages 14
villas on site and
promotes many Duluth
lodges (through a coop
program) on its web
site.

The ski area has a

limited mountain biking
operation and camping
during the summer, but

Key
Resort §
~ Facts

does not operate any
golf courses. //

Reservations

Services

Confidential Report - Copyright JW Clifford
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a4 - Reservations for the 14 villa:\\

and camping is managed via
Reztracker.com and takes calls
for onsite lodging and camping
at the property.

K The ski area offers a wide

range of products such as
season passes for lifts, rentals,
lessons, etc. via Fast Products,
a shopping cart application.

* Spirit Mountain’s web site lists
a wide range of local lodges
with links to their web sites
and telephone numbers.

B Spirit Mountain does not run

any central reservations
services.

/
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Key

Resort
. Facts

December 9, 2010

e Crystal Mountain is a
well established ski and
golf resort with seven
lifts on mountain and
two golf courses.

e The resort operates
under private
ownership.

e The resort has onsite
lodging for over 1,200
guests.

e The resort operates a
full service spa and
conference services for

up to 400 people. /

Reservations

services

Confidential Report - Copyright JW Clifford
‘ Marketing 2009

L | < The resort offers both online a;:\

call center reservations services
for its own properties and
amenities only.

e The resort uses SMS
World/SpringerMiller for lodging
reservations and Golfswitch for
tee times.

! « The resort offers over 30 different

lodging and activity packages
with golf tee times and spa
bookings online.

| » While Crystal Mountain has the

most advanced online
reservations system of the study
group, they prefer to talk directly
to guests when making
reservations for up-sell and cross-
sell opportunities.

70



Giants Ridge currently falls
in the middle of the study

group interms of its |
lodging and rve,c_reat‘,lonal.

reservations services.

The competitors that have
- the most advanced online
~and call center reservations
solutions are only focused on
bookmg properties they won |

or manage whlch‘allows‘
them to adopt new
technology quickly.

The competltlon is steppm
up the game as most
competitors are currently

online reservations service
it we did not find: any “best
ractices” we could strong

recommend to Glants Rldg

Confidential Report - Copyright W Clifford
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<ey Industry Data

Standard Ratlo Data for Resort Central

Reservatlons Serwces

Confidential Report - Copyright JW Clifford
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The following data was produced for JW Clifford Marketing by CRADR to
assist in our development of a potential model for Giants Ridge. The data
was draw primarily from ski resorts. Golf resorts tend to operate with resort
specific lodging as opposed to regional lodging so comparable data is not
available for central reservations services for the golf resort market.

Confidential Report - Copyright JW Clifford

December 3, 2010 Marketing 2009

=




CRADR Reservatlon Actrvrty Data
Prepared for Glants Rldge Aug 2009

Average call duration: Historic trends by anonymous resorts

Share of reservations booked online: Historic trends by month &
by anonymous resort

“Net” Conversion Rate (i.e. voice- based reservatlons / total caIIs)
H|stor|c trends by month & by anonymous resort

Confidenitial Report - Copyright JW Clifford
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CRADR Reservation Activity Data

i oy N

NS

Duration (in minutes)
Ll

NG

0 ,
Resort Resort Resort Resort Resort Resort Resort Resort Resort Resort Resort
1 2 3 4 5 6 7 8 9 10 11

Individual CRADR Members
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CRADR Reservation Activity Data

25%

20%

15%

10%

"Net" Conversion Rate

5%

0%

Total
Month that Reservation Was Booked

May 07 Apr 08 m May 08 - Apr 09

May 05 - Apr06 [1-May 06 - Apr 07
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30%

25%

20%

Conversion Rate
o
=2

individual Resorts
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CRADR Reservation Activity Data

45%
40%

w 35%
30%
25%
20%
15%
10%
5%
0%

% Online Reservatio

May Jun Jul Aug Sep Oct Nov Dec Jan Feb

Month Reservation Booked
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CRADR Reservation Activity Data

Individual Resort
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Key Findings

‘Central Reservations Syster

Confidential Report - Copyright JW Clifford

Marketing 2009 80

December 9, 2010



omments on Sy

IT and marketing
_ consultants are
notorious for strongly

advising their clients to

conduct complex,

_expensive in-depth and
detailed systems

requirements analysis

- work before engaging in

~ any new system vendor

 discussions. This is good
adv:ce when the optlons

are numerous,
processes are not .

already well established

and/or the system
configuration is
complex.

December 9, 2010

This is not the case in

this situation. The

market for communlty¥ \

 based central

reservations systemsis

very limited and the
- number of supphers
who produce systems

‘for this market is equally

hmlted in essence
resorts can only selec

- from a limited numbe
- of options and must take
the. systems with limited .

- customlz‘atlon

Confidential Report - Copyright IW Clifford
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Inour analysiswe

- systems which were

to their inability to

 generate flexible
~ customer-driven
| ‘packaging solutions or

“handle multiple

. i,ndepe-ndént-prépe‘rt‘ie
_ along with all the oth

. demands of a regional
~ (multi-purpose)

destination resort |

central reservatlons

system

- considered numerous

I quickly disqualified due



A central reservations
service can only be as
good as its systems.

- A central reservations
system must meet the
~ needs of numerous
~entities including
guests and the resort,
~ area lodges. It must
provide operational
and financial data.

December 9, 2010

© The system must have a successful

Confidential Report - Copyright JW Clifford
Marketing 2009

track record as a regional central
‘reservations support system in a
situation comparable to Giants Ridge.

¢ The system should suppdrt both online
and call center operations.

e The system should be able to grow

with the resort and provide more
advanced capabilities such as Global
Distribution Services (Travelocity,
Orbitz etc.) for future expansion.

e The system must manage all
transactions with a reliable and
auditable accounting solution and be
able to support all legal requirements.



Central Reservations System R

The central reservations
system needs to service
a number of masters

including guests, Giants

" Ridge, area lodges and
other potential
packaged travel

services.

/ment and have a built-

Confidential Report - Copyright JW Clifford
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The primary

reason for e .
establishing a SR Lo = L m
central - The system should have low upfront costs as
reservations it will take time to ramp up the service.
service is to ' §ot G ‘ ‘
increase revenue. The SyStem mUSt be manageable,by‘ .
It is not useful if it - someone with a reasonable IT skill set, but it

adds more costs - should not requwe in-house programmmg
than real income.

or customlzatlon staff
System costs on a per- transactlon bas:s

should decllne over time and/or as volume

increases.

The system costs should be Iow enough to

Affordability is allow the central reservations service to add

driven by system | a reasonable commission to cover operating
license costs, - costs without overly burdemng suppliers.
equipment, ]

Comqmifsion fees Initial |mplementat|on of the system and

and internal staff ~ training should be mcluded in the Iong term
support. . prlce of the servrce -

Confidential Report - Copyright JW Clifford >
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' Online reservations

_services operate

24/7 and the

system must be
supported and
reliable 24/7.

December 9, 2010

Modern
reservations

systems operate
on complex
computers that
require service
support:.

Most reservations
“systems now.

* operate over the

Internet and must
have very high
bandwidth

capacity.

Confidential Report - Copyright JW Clifford
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ystem Interfoce Requiremens

. Attractions
and events

Marketing

systems

December 9, 2010

Lodging,
systems

Central
Reservations
system

Golf tee
time

systems

Lift ticket

systems

Confidential Report - Copyright JW Clifford

. The“system 'm‘ust'support industry

standard interface methods.

. The system provider must have the

ability to build custom mterfaces to
local systems as needed.

K Interfaces with multiple systems must

| appear seamless to the customer.

e Interface intervals must be frequent‘

and hlghly rehable

e Interfaces must be secure and meet
hlgh level security requurements and
‘meet PCI compllances

86

Marketing 2009



December 9, 2010 Confidential Report - Copyright JW Clifford 37

Marketing 2009




. Te.-lecomi System Requ emeﬁh"tsf .

‘Multlple mbound toll free a d Iocal access
numbers

‘Robust call trafﬁc management tools
Robust call traffic reportmg
‘ fRobust agent activity reportmg
e Robust call routing
Sca jable to meet future growth

;Remote accessrblhty for offsnte call center
~agents and managers

Reliable qurck time supportiand parts
’ replacement ‘ ‘

lnterface to Vorce over [P telecom networks
ngh quallty sound transmlssron

Confidential Report - Copyright JW Clifford
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In order to evaluate the feasibility of operating a call center-based reservation
~ system, the cost of a setting up a suitable phone system needs to be included.

Based on the current call volume to Giants Ridge and the telecom
- equipment requirements listed above we evaluated numerous systems and
settled on two for further consideration

' Based on our e

Allﬂworx 24X

Supports more inbound ‘Has better features for
call tracking, queuing remote set-ups with
“managementandcall @l agents being able to work
 monitoring - from home

Bl Provides more features
: - B0 thatarerelativeto acall f§
Mitel 5000 BB  center operation '

Confidential Report - Copyright JW Clifford
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£ “Pvackage price with

Allworx 24X,3 I Installation

multi-key phones,
2 admin phones
“and call center
software package

and set up

Confidential Report - Copyright JW Clifford
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Designed specifically for
regional resort centralized
package reservations servnce

Meets all reqUIrements
listed above .
Currently used at over 25
major destination resort
‘regions

Established in 1997 ‘
Supports multiple channel
private label websites

Confidential Report - Copyright JW Clifford

Marketing 2009 91

December 9, 2010



Inntopia is an
Internet-based
system that
operates on
servers owned by
 Inntopia so there

are no upfront
~_equipment or
networking setup
capital costs.

December 9, 2010

ResLogic |

e 540,000 for the initial 5-year
license to use the system
® 2% commission on all
transactions
s A more detailed outline of
costs and terms is included in
the attachments.

 ResLogicis also an
Internet-based
_ system that
operates on
- Reslogic’s servers
. and network so
~ again thereis no
 upfront capital.

/

| » No license fee for the use of its

system

¢ Annual fee based on all
transactions booked on the
system each year

e First year minimum
fee:$12,000 for the first S1IM
in sales, $16,300 for sales of
S1M - S2M

e The annual fee is prorated in
$250,000 increments of sales

after the first S2M

Confidential Report - Copyright JW Clifford
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Online-Only Syste

We are
recommending
the Digital
Dialogue Version
2.0 system as the
online-only
solution.

In our initial proposal,
we offered to model
two online-only
reservations solutions
and two systems for
both online and call
center operations.

The two systems we
are recommending
with dual capacities
(call center and
online) can both be
operated in an
“online only” mode.

Our investigation of
online-only solutions met
with limited success. We

have only one
recommendation that
could provide a beneficial
online-only solution for
Giants Ridge.

Confidential Report - Copyright JW Clifford
December 9, 2010 Marketing 2009 95




|g|tal Dlalogue is a customizable web- only Iodgmg and. activity package sales tool that is bemg used at Lutsen I\/lountam an, ‘
*‘Gramte Peak.

“v'T”he tool has limited flexibility but works well for simple package sales of lodging and lift tickets and could easily be adapted f(‘)rge

The application is sold as a one-time purchase item with no commission fees and support is charged by the hour. The cost is based

_on an assessment by Digital Dialogue, but is estimated between $20-30,000 depending on the cost of the golf interface for tee
times.

The system is very user friendly and has worked well to generate package sales revenue and early cash flow for other resorts.

' The system is easy to manage and requires a reasonable amount of administrative ‘and IT support.

vf'We consider Digital Dialogue to be a possible interim solution to take the next step in enhanced reservatlons ser\nces but we do
 notseeitasa Iong term solution for Giants Ridge. ‘

We believe the Digital Dialogue package booking tool will continue to be enhanced with more resort packagmg and interface tools,
but we have no way to predlct how long that might take or how much influence Grants Ridge might be able to have over its
evolut|on ‘

Confidential Report - Copyright JW Clifford
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Reservations System Recommendation

While we were impressed with the capabilities of the
ResLogic system and the savings are significant we
believe the Inntopia system is better designed to
function as a regional reservations system simply
because it provides both management and the
customer with greater flexibility, more useful tools and
very intuitive operations.

We do however believe either system would provide a
major jump forward in both online and call center sales.
This is a decision that Giants Ridge should explore in
much greater detail once it has decided to move
forward with the concept. Both companies are very
willing to provide detailed proposals and presentations.

Confidential Report - Copyright W Clifford
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Key Findings

Call Center Financial Operating Model

Confidential Report - Copyright JW Clifford
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Call Center Manager

Ability to manage reservations software
“#Ability to manage call center telecom
equipment ,

Experience in reservations call center
operations

| *Ability to work with suppliers, hotel
management and sponsoring organizations

Strong communications, motivation and
sales skills . ‘ _ o

oPC level computer operating skills

#Strong oral and written communications
skills

* Familiarity with hotel reservations
operations

sExcellent telecommunications sales skills
eDetail oriented

e $12 per hour plus
e Plus commissions (15% of
pay range)

e $70,000 Salary
e 10% Bonus

Confidential Report - Copyright JW Clifford
Marketing 2009

December 9, 2010 99



_Call Center Assumptions

{"'We have estlmated that 60% of all calls ‘
received on Giants Rldge s toll free Ime have
'fbeen reservatlons related.

“v':r_The,average taIk time for live agent caIIs W|Il :
besod minutes based on CRADR data

; TlA"verag‘e talk t‘ime”nﬁulti“plied by the

. of reservation calls shows that agen

to handle between 2, 500 and 6, 800 minute:
 of talk time per month. One agent should b
‘1.:‘5able to handle the call volume below 4,000 .
minutes and two agents would be needed to
. handle caH,vqumes over that level. ‘

| Two agents would also be requiredin order
| to operate the service from 8AM till 7P
:'We also believe a second agent wil

needed to help with seasonal tradlt J > o ﬁ = > 8 = 5 E E E E
;jsystem content. ' “ C:SU g = Q "EU s 2 go 0 o o o

‘ ‘ c T s < - 5 &€ € &£ &
""In order to burld a conservative fmancral - LSI_) B D 8 8
f;»model we have included two agents for a|| 12 &D_) O =
months. ‘

. ‘ H Total Calls B Lodging Calls 60%
otaltaik t|me for the year usmg thls model |
uld be 60,752 minutes. - = Agent Talk Time
December 9, 2010 Confidential Report - Copyright JW Clifford 100
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Golf Revenue 2008 Per Golfer
$81.60

Golf @ Retail ®IF&B

Ski Revenue 2008/09 Per Skier
$37.98

(Non - Season Pass Holders)

$4.83

$5.25

Lift Tickets ® Rentals & Retail

Confidential Report - Copyright W Clifford
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Average Revenue Per Reservation
Revenue Per Reservation $1,000

Assumptions
| o',‘oll'gi‘n"g 'Rej\./‘eun“Lle Per ‘Rés‘er\'(aﬁovn 7$51120  

We estimated that each booking
would include an average of 4 guests
St‘aying 2 nights, at an average per-.
person lodging charge of $130 (for
__the 2 nights based on rate review and
_estimated percentages in condos and
. lodges from the Leisure Trends.
Surveys). : :

_Ac_tirv-ity Revenue Per Reservation S480

_ *We estimated 60% of visitor traffic is
winter and 40% is summer and that
__the average combined revenue for the |

two was approximately $60 per
person per day with each of the 4
guests participating for 2 days.

| Acitivities

B Lodging

Confidential Report - Copyright JW Clifford 102
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Projected revenue from
reservations

‘l'At $1,000 per reservatlon and 2, 300

j‘;reservatlons pro;ected the servrce .

~ would generate $2,300,000 in total
f: ﬁsales This level of sales would

_generate approximately $1,200, OOO in jf“‘
 lodging revenue and Sl 100,000 in

- resort revenue.

| Given an average return visitor ratio of |
‘gapprommately 70% it might take more

_than one year to reach this level of
_sales; but given the interestin these
:‘flserwces in the customer survey it
_volume could easily exceed
':}prOJectrons

_If lodges were charged 10%,

_ commission (at or below industry
‘ standards) on their portion of the
revenue this would contribute
. $120,000 towards the operatlon of the
5‘-“serVIces '

300
250
200
150
100

50

Reservations estimate at current
call and Internet traffic levels

2

260,49

-
/

o Ten |

219

201

180476 477

January
February
March
April
May

B Reservations at 10%

' Reservations at 20%
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Reservations at 15%

December
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Operating Costs

Am orﬁzed cbsf lof‘ﬂliéé'hse‘swa” nd | equnpment
{;’_mdudes the Inntopia licenses (5 years = 1
- $8,000 per year), the telecom equnpment

- PCs, office machinery and furniture of
“‘ $18 000 (deprecnated over 3 years)

- Manager Salary: $70,000 plu_s'lo% bonus. :

_]‘a“nd insurance at $1,000 per month

' year including commissions

- Telecom serVIce should be voice over R

f_on one T1 that would also provnde '
'_mtemet service

 Office rent estlmated at Sl 000 per .

v‘:f‘,month

tilli‘tie‘s estim"a'tedu at $450 ;p‘gr"mo‘nt‘h -

{?"l\/llscellaneous mcludes travel trammg,
ff‘ofﬂce supplies etc. of $5, OOO

Annual amortlzed cost of .
*hcenses and equapment

Telecom & Network Service

. | Manager
Reservations agents:2@$29,‘000 per ST

Reservations Agents

Utilities

Miscellaneous

Operating Expenses

December 9, 2010 Confidential Report - Copyright JW Clifford
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~ $14,000

$12,000

~$89,000

$58,000

 $12,000

$5,400

$5,000

$195,400
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Reservatmn system commission fees
on Sz 300,000

~ » Commission
- $46,000

° Total Cost of
. aoperatlon
~ with Inntopla

$241,400

Confidential Report - Copyright JW Clifford 106
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- Profits or Losses?

We believe that a new central reservations
service for Giants Ridge will cost close to
$250,000 in the first year and we are
concerned that the lodging community will not
initially support this project with commissions
or inventory. We do believe that once the
service is established and business is being
delivered the lodges will embrace the service,
but this may take some time. Operating the
service at a “Trial” commission level in year 1
might be the best initial approach.

Giants Ridge is for the most part a
fixed-cost business and the key to
profits is incremental sales. Given the
phone volumes and interest in
improved package reservations
services, we do believe that new
incremental sales to the resort
operations could easily equal or exceed
the initial costs. We also believe that in
the next 2-3 years the resort will need
to add these services to remain
competitive.
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‘Digital‘ Dialogue Online-Only Re_servétions i
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A Two-Step Solu

—

This solution would provide the resort with an implementation path that would
provide an immediate improvement in services and a chance to build support in the
community over time. The call center modules could be turned on at any time as soon
as the company is ready to begin forwarding reservations calls to trained agents.
While this solution would produce the same estimated revenue as the Digital Dialogue
model the initial costs would be slightly higher due to the booking commissions.
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Additional Considerations on Growth Potential
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"Who Should Run This Service?

We believe this service, if adopted, could be managed through a partnership between
Giants Ridge and the Iron Range Tourism Board. The relationship would enable both
organizations to develop independent branded websites and handle calls discreetly
featuring only the lodging (including camping), activities and attractions offered by each
group but operated out of one database. This would result in one service generating
year-round revenue and economies of scale for both organizations. While the IRTB
receives few calls now about lodging their web site receives about 50% of the traffic
that Giants Ridge does. This traffic could contribute significantly to the viability of the
service by increasing scale and the related efficiencies.
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Outsourcing Call Cente ” e it

We were able to locate numerous,
services that support standardized
hotel operations but only one that . E
would engage the complex nature of a S
regional call center. This service is
called Customer Direct.

The cost of engagmg thlS service
would mclude aninitial setup fee of
5,500 and a call answering fee of$ 90‘ .

per minute. .

One possibility for a.call center
operatingmodel would be outsourcing  Easms e
_ the call portion of the service. ;

v Bl Completely outsourcing all aspects of a

We do not recommend this option as . regional call center operation of this |
it limits control and quality for little or _nature is a possibility however no

no savings however it might be ~ service providers could be indentified

Our call center model estimates
60,752 minutes of talk time which
would cost $54,677 or $3,300 less than Eemmes
‘ our estimate for staffing the call
center.

considered as a start up solution that who could or would manage or
can also be used seasonally as a back- . assume the risks of this type of :
. up. L . operation so it would require
- ' | generating a new provider.
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A regional central
reservations success story
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‘The Black Hills region of South Dakota had a
regional reservations office and a complex
online reservations system that attempted
to drive reservations for the region.
‘Reservations were declining for both
services due to the complex nature of the
system. Based on recommendations from
Lawrence and Schiller Design and
Programming the organization redesigned
its web site and converted to Inntopia for
both its call center and online reservations.

Top Travel Packages
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| The project has resulted in an increase of Jl& S ol b
i : HOT DEALS U S e
220% in package sales. The service handles St g
lodging, t tatio If, activities i e oy S o
' lodging, transportation, golf, ; .

events and offers a wide range of packages.
The system also supports a number of

- “Branded” web sites. Based on their success 31007 2000 £ Sucins e
the service will be expanded to cover the full ‘

 state of South Dakota with support from the

_ state tourism board in 2010. We believe
this is a model that should be considered for
the Iron Range that would also work for |
Giants Ridge.
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Key Findings
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Point of Sale Systems (POS)

s a part of this engagement we were asked to provide

| recommendations and analysis regarding adding a point-of-sales
ystem for Giants Ridge that could work in conjunction with a call

| center, online reservations, provide an enhanced quest experience and
| a return on the investment needed for the system.

| Once again, there are a large number of POS systems but only two that
re designed to cover the full range of services provided by a golf and
ski resort. There are many services provided at Giants Ridge and it was
determined that our recommendation would be for an enterprise

| solution that would cover all of the non-lodging services at the resort.

| The two services considered were Sirius Ware (Sirius) and Resort

| Technology Partners (RTP). Both system providers have developed a

' suite of applications to meet the needs of even the largest resorts in
the country and also scale their offerings to meet the needs of resorts
| the size of Giants Ridge.
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Internal requirements for a new POS

Enable online
reservations for season
| passes, lift tickets, tee

| times, rental equipment
and banquets

I Transaction data including
§ | products, credit card info,
| data and time stamping

| and charge authorizations

Must meet State
requirements for
integration and security

| Marketing data for future

| Email and direct mail

{l marketing and customer
| profile data items like golf
' handicaps.

| Acceptdepositsand |
| payments online and link
| them seamlessly to the
POS terminals for
redemtions

Provide customized
reports to match current
state activity reporting
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Transaction Service Requirements
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" Security Req

: Must have built-in security solutions to provide the busnness and customers wnth
- full confidence that their data will not be accessed or breached in any way both
at the resort or online. :

Must provide software that meets the highest levels of PCl compliance.

(Payment Card Industry Security Requirements)

I\/Iust provide a full range of audit and trackmg tools to meet government and
business requ:rements
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- Pre-paid Purchases, Gift Cards and Debit Cards

* Season pass ‘sales
o Ticket sales
» Gift Cards
Multl-use cards for golf and/or skiing
f- Resort charge cards that can be recharged onlme

lmproved cash ﬂow from advanced purchases
‘¢ Income from breakage and expirations
° Reductlons in the no-show levels on marginal weather days
° Improve revenue durmg off peak tlmes

« Multi-time visit discounts

' ‘Ea‘rly season discounts

. Large volume mcentlves

. Multl product packages such as golf and dlnmg
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Estimated System Costs

Resort Technology Partners Siriusware

$165,000 - $175,000 $165,000 - $175,000

Licenses

Terminals

Ticket and season pass printers
Servers

3 year warrantees on equipment
First year support and updates

Licenses

Terminals

 Ticket and season pass printers

| «Servers |

3 year warrantees on equipment
First year support and updates
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Note on POS System Pricing

Both service providers were
willing to provide very rough
estimates of the cost of a
system for Giants Ridge but are
just that, rough estimates.

Both Companies require a
detailed sight assessment and
requirements evaluation before
providing fixed quotes which is
beyond the scope of this study.
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- Both Sirius and RTP have .
~existing interfaces with
Inntopia

Neither system has exisitihg
~ interfaces with ResLogic,
however we do not see this
~ as major road block, justan
addition to the
implementation cost of
Reslogic.
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Final Comments

ﬂn the fact that Giants Ridge does now own or operate any lodging, even \\

though over 60% of its visitors require lodging, puts it in a unique and challenging
situation. Giants Ridge is providing its visitors with access to lodging services via
its toll-free number and the web site but the process is not user friendly and we
believe results in lost opportunities given the results in our customer survey .
Unfortunately, the expectation of the market is changing and what once was
acceptable will not be so in the future. If not now, Giants Ridge will scon need to
adopt the type changes we are recommending or we believe it will begin to lose
market share at an accelerating rate. The costs and risks are not insignificant but
they are reasonable for an operation the size of Giants Ridge. We also believe our
recommendations will give Giants Ridge an opportunity to be the leader in the
market if this new service is implemented soon. The strong past guest interest in
improved reservations services also lead us to believe the proposed services will

pay handsome returns and accelerate growth even in a weak economy if the tools
@‘ully exercised and well managed. /
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