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Giants Ridge. 
Central Reservations Services 

Executive Summary 

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: 

1. Gather marketing, traffic and demand information 

2. Gather lodging and Resort data 

3. Survey past customers 

4. Conduct Competitive Analysis 

5. Formulate prototype solutions 

6. Identify system solutions for the prototype 

7. Build cost models for possible solutions 

8. Consider operating options 

9. 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 ½ hours drive from 

the resort. It should be noted that this time period was one of the worst times for destination 
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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. 

Condusions 
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 handle approximately 2,300 reservations with an average of 4 

guests per reservation for 2 nights. The projected reservations v9lume 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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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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December 9, 2010 

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. 
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Our analysis found that Giants Ridge is on the threshold of needing more advanced reservations 
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 

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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Industry information on 
ski resort reservations 
services 

December 91 2010 

Industry averages for booking 
resort lodging and packages 
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The majority of visitors 
to Giants Ridge are 
returning guests. 

December 9, 2010 

Repeat guests as a % of all guests 
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How do visitors find out 
about Giants Ridge? 

December 9, 2010 
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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. 
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The demand for information 
and reservations services 
comes through multiple 
channels. 

December 9, 2010 
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Call volume to Giants 
Ridge Toll Free number 
April 08 - March 09 

December 9, 2010 

Monthly Call Volume 
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Talk time on the Giants 
Ridge calls also varies by 
season 

December 9, 2010 

Average Call Duration 
In minutes 
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Call Duration affects the 
amount of time needed to 
handle calls and potential call 
center staffing times 
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Call Activity by day is a key 
indicator for call center 
staffing levels 

Call Pattern by day - July 
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Calls per hour for the month of July 

Hourly Call Traffic 
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Calls received by Area Code 2500 

Top 10 area codes 
(not including 218, the local code) 
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Call Volume by City 
for the top 5 cities based 
on billing data 

December 9, 2010 
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Internet Traffic 
Giantsridge.com 
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The top 10 locations 
generating visits to the 
Giants Ridge web site. 

December 9P 2010 

Web Visits by City 
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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. 

D1ecemlberr 9P 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 JW 
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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. 
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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 

The web links for lodging 
are live transfer links to 

independently run sites and 
no data is captured on 

success rates. 

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 

guesttotheindependent 
lodges sites to make an 

online reservations 
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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. 

December 91 2010 

Overnight vs. Day Guests 
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Guest ratings for their 
lodging experience is 
positive. 

9,2010 
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Winter Weekend Lodging 
availability for 2008-09 
from IRTB data 

December 9, 2010 
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Winter_ on resort lodging 
availability 
Lodging space was available at the 
resort on all but one weekend. 

December 91 2010 
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Summer weekend lodging 
availability 2008 
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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 
Summer2008 
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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, 
interviews were conducted with the properties 
most frequented by Giants Ridge guests. 

Confldenfcia! 
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• The Lodge has 68 
condominium units, 100% of 
which are in the rental pool. 

• The Lodge is the only true 11Ski­
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. 

• The Lodge has capacity for 
350-400 guests. 

December 9, 2010 
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Perspectives on a 
central reservations 
service 

• 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. 

• Improved packaging is a 
priority for The Lodge. 
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• The Villas manages 56 
condominium units of which 80% 
are in the rental pool. 

• The Villas are located at the base 
of Giants Ridge. 

• The property has an outdoor 
swimming pool, basketball court 
and lake front activities area. 

~ The Villas has capacity for 200+­
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. 

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

• The management feels 
strongly that improved 
packaging beyond the 
programs already offered 
by Giants Ridge would be 
helpful. 
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• Coates Plaza is located in 
downtown Virginia (not a resort 
setting). 

• 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. 

• The hotel has capacity for 150 
guests. 

December 9, 2010 
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Perspectives on 
central reservations 
services 

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

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

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

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

• The property does not operate 
a full service restaurant. 

December 9, 2010 
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Perspectives on 
central reservations 
services 

• 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. 

• They would like to find 
ways to market to a II 
recreational visitors 

'"110' .::J,,o, 



• The two properties are 
operated by the same 
management. 

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

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

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

December 9, 2010 
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Perspectives on central 
reservations 

• 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 .ill!_the 
activities and attractions in the 
region. 
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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. 

J'.&-~ 2,~'-
GiantsRidge. 

Giants Ridge values your feedbacka 

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

For each suIvey fully completed, a tree will be planted in the mineland reclamation areas of 
Minnesota's l\,1esab1 Iron Range. The surveys must be completed bf August 25, 2009. 

The surrey 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 appreciate youir time and f,e,edback. 

Thi:e e:mail <.'as se:nt to: ~'0°Joemaila,dlcllr%% 

This email -.\1.as sent b~J: Gi.:snt:s Ridge-: Resort 
6325 Wynn;;, Cr,;,e:k Dri'J'= Bi1,;.bik, MM 55708 

\h/e respect 1~1our right to pri 11ac~1 ~ view our policy 

lv];anage Subscriptions I Update Profile I Q~e-Click Unsubscrib~ 

Powered By 
LEISURE 
TRENDS 

1.GROUP 
Click to L~;i rn More 
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Summer and Winter visit 
frequency 

December 9, 2010 
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Summer Activity 
Participation 

December 9, 2010 
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Winter Activities 
Participation 

December 9,. 2010 
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Travel Planning Timeline 

December 9, 2010 
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Lodging Preferences 

December 9, 2010 
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Lodging Preferences 

December 9, 
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Sources of trip planning 
information 

December 9, 2010 
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Ratings of information 
sources in terms of 
importance to trip planning 

Deoember 9, 2010 
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Steps taken before placing 
a reservations at Giants 
Ridge 
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Method of placing actual 
reservations 

December 9, 2010 
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Booking experience at 
Giants Ridge compared to 
similar resorts 
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Interest in using an 
Internet and/or call center 
reservations service 
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Rankings of packaging 
options 

December 9, 2010 
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December 9, 2010 

• 175 room full-service hotel with 
restaurants, a full casino, 8000 SF 
of meeting space. 

• 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. 

• Giants Ridge and FBRC work 
together to coordinate tee times 
for guest playing at both resorts. 

Confidential Report - Copyright JW Gifford 
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• Online reservations for lodging 
and tee times but they are not 
packaged together online. 

• Lodging system is Micros Opera 
and Golf uses 4Reservations. 

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

• The lodge operates a toll free call 
reservations service but books 
only its own rooms. 

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

• The resort sells gift certificates 
but no memberships online. 

• The resort feeds lodging to the 
global distribution system for 
bookings from key travel web 
sites such as Travelocity. 

66 



December 9, 2010 

• 400 rooms and/or 
condominiums under 
management 

• 4 golf courses on property 

• 35,000 SF conference center 

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

• Located 1 ¾ hours drive from 
the Minneapolis/ St Paul 
market 

• Located on Gull Lake 
• Grandview Lodge considers 

Giants Ridge to be a distant 3rd 

place competitor in its summer 
destination market due to 
location. 

• The property is managed by a 
private LLC. 

Confidential Report - Copyright JW Clifford 
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• Operates a two-level toll free 
call center with one section 
providing reservations services 
and the other acting as a 
vacation planning concierge 
service. 

• Provides on line lodging 
reservations but golf tee times 
must be made by phone or 
Email. 

• lndecorp's V-1 system is used 
for lodging reservations on line 
via the resort's relationship 
with the Preferred Hotels 
group. 

• Lodging is fed to the Global 
Distribution System (GDS) 
through the V-1 system. 
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• 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 1s 
highest and largest ski 
area11 with over 1,000 
vertical feet of skiing. 

Confideu1tiai Report - Copyright JW 
Marketing 

• 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. 
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• Spirit Mountain is a 
municipal based ski 
area located in Duluth. 

• 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 
does not operate any 
golf courses. 

Confidential Report - Copyright JW Clifford 
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• Reservations for the 14 villas 
and camping is managed via 
Reztracker.com and takes calls 
for onsite lodging and camping 
at the property. 

• 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. 

• Spirit Mountain does not run 
any central reservations 
services. 
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• Crystal Mountain is a 
well established ski and 
golf resort with seven 
lifts on mountain and 
two golf courses. 

• The resort operates 
under private 
ownership. 

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

• The resort operates a 
full service spa and 
conference services for 
up to 400 people. 

Qnnnu-+ - Copyright JW 

2009 

• The resort offers both online and 
call center reservations services 
for its own properties and 
amenities only. 

• 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. 
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CRADR Reservation Activity Data 
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December 9, 2010 

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. 

• The system must have a successful 
track record as a regional central 
reservations support system in a 
situation comparable to Giants Ridge. 

• The system should support both on line 
and call center operations. 

• 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. 

• The system must manage all 
transactions with a reliable and 
auditable accounting solution and be 
able to support all legal requirements. 
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'. Handle.multiple properties with live 
inventory and complex property-based 
pr.i.cing polides · . 

• s~ppo!"t ~ yj,icle range ()f booking 
procedur~s, policjesand,inventory types 

•. Feed·•·reSel'\fatiC>ns to lodges in ~ manner 
thatax,oidsoverbpoking.or lost reservations 

' .. Provideflexible;packagi:ngtdolsto include 
golf teeti·mes, mountain services, events 
and/or activities with :lodging and 
transportation 

•···.tollectpayments fordeposits .and final 
payment.and have a ·built-in· dispersal 
systems for paying suppliers 

• Support online. booking capacities that are 
easyto.rnanage.and user friendly 
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Affordability is 
driven by system 

license costs, 
equipment, 

commission fees 
and internal staff 

support. 

December 9, 2010 

The primary 
reason for 

establishing a 
central 

reservations 
service is to 

increase revenue. 
It is not useful if it 
adds more costs 

than real income. 

• The system should have lo"'(!upfront costs as 
itwill take time to ramp up the service. 

• The system must be manageable by 
someone with a reasonable: IT skill set, but it 

I 

should not require in-house programming 
or customization staff. 

• System costs on a per-transaction basis 
should decline over time and/or as volume 
increases. 

• The system costs should be low enough to 
allowthe central reservations service to add 
a reasonable commission to cover operating 
costs without overly burden~ing suppliers. 

• Initial implementation of the system and 
training should be included ih the long term 
price.of the service. 
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• The service rnustoperate.with·state.;.of-the.;.art data 
center protection1firewallsecurity and meet the 
high es~ l~vels of PCI compliance. 

•.Computer capacity· {servers) .. must 5upport·high 
speed interactionsandprocess complex queries 
and ·reports without anydelays. 

• Alldata mustbe stored with multiple backup 
services• both on site and offsite. 

• Down tlme andrestarts must be .achievable in 
minutes oothours or days~ 

• Data storage must meethigh securitY standards and 
be fully PCI cornpllanti. 

• the operating sys~ems. used for development must 
be currentandfuUy .supported by the original 
software developer. · 

•The c:ompany providing the system must be well 
established, and have redundant technical staff to 
aVoidanyreduction in support or interruptions in 
service. 
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• The system must supporit industry 
standard interface methods. 

• The system provider must have the 
· ability to build custom interfaces to 
local systems as needed. 

• Interfaces with multiple :systems must 
appear seamless to the GUstomer. 

• Interface intervals must be frequent 
and highly reliable. 

• Interfaces must be securre and meet 
I• 

high level security requirements and 
meet PCI compliances. 
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• Userinterfaces must be intuitive. 

• Trainingtlme rectuirements should be 
Short . 

•·Tools.providedlnth~.·user interfaces 
·must.flexible and· fob u st. 

' ' ' ' 

• Accesstointerface tools must be 
. cont~Qu~ble .and highly secure. 
• Th~ .. it:i,erfoces.must.be fu I ly accessible 

fromthe Internet. 
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• Multiple inbound toll free and local access 
numbers 

• Robust call traffic management tools 
· • Robust call traffic reporting . 
• Robust agent activity reporting 

· • Robustcall routing 
• Scalable to meet future growth 
• Remote accessibility for offsite call center 

agents and managers 
•• Reliable quick time support'~and parts 

replacement 
• Interface to Voice over IP telecom networks 
• High quality sound transmission 

I Ii 
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Allworx 24X 

Mitel 5000 

December 91 2010 
Confidential Report - Copyright JW Gifford 

Marketing 2009 
89 



December 9, 2010 
Confidential Report - Copyright JW Gifford 

f\/~arketing 2009 
90 



C
, 

(g
 

t
,
 

(g
 3 O
"'

 
(g

 
""

"I
 

~
 

N
 

0 1=-
11 

0 

n 0 ::S
 

::
h 

a,
, 

(g
 

:l
 
~
 

ru
 

,0
 

(g
 

s: ru
 

-0
 

=
; ro !:!
. 

::S
 

cm
 

N
 

0 0 U
J 

0 =
i 

P
l- n 0 -0
 

<
 

=
; 

o6
' 

:r
-

A
" 

'=
- ~
 

n ~
 

0 =
; a,
, 

w
 

1=-
11 

...,
 

a!
: 
~
 

~
 

-
i 

0 ,if
!;,

 

~
 

2 "" .,,... -:
n 
~
 ~
 

!a
!! 

l'T
I 

\#
1

 
m

 
~
 
~
 
~
 

e 2 ~
 ~ iS
 

~
 



December 91 2010 

• $40,000 for the initial 5-year 
license to use the system 

• 2% commission on all 
transactions 

• A more detailed outline of 
costs and terms is included in 
the attachments. 

Confidential Report - Copyright JW 
Markefo1g 2009 

• No license fee for the use of its 
system 

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

• First year minimum 
fee:$12,000 for the first $1M 
in sales, $16,300 for sales of 
$1M -$2M 

• The annual fee is prorated in 
$250,000 increments of sales 
after the first $2M 
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In our initial proposal, 
we offered to model 

two online-only 
reservations solutions 
and two systems for 
both online and call 
center operations. 

December 9P 2010 

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. 

We are 
recommending 

the Digital 
Dialogue Version 
2.0 system as the 

on line-only 
solution. 

Confidential Report - Copyright JW Clifford 
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The two systems we 
are recommending 
with dual capacities 

{call center and 
online) can both be 

operated in an 
"online only" mode. 
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December 9, 2010 

While we were impressed with the capabilities of the 
Reslogic system and the savings are significant we 
believe the lnntopia 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 on line 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. 
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•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 

• $70,000 Salary 
• 10% Bonus 

Confidential Report - Copyright JW Clifford 
Marketnng 2009 

• PC level computer operating skills 

•Strong oral and written communications 
skills 

• Familiarity with hotel reservations 
operations 

• Excellent telecommunications sales skills 

• $12 per hour plus 
• Plus commissions {15% of 

pay range) 
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G1SIJ;t~iP81~al,i,EJ:01s 

Golf Revenue 2008 Per Golfer 
$81.60 

Golf II Retail F&B 

Ski Revenue 2008/09 Per Skier 
$37.98 

(Non - Season Pass Holders) 

$4.83 

$5.25 

Lift Tickets II Rentals Retail II F & B 

December 91 2010 
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Revenue Per Reservation 
Assumptions 

December 9, 2010 

Average Revenue Per Reservation 
$1,000 

Lodging 
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Projected revenue from 
reservations 

December 9, 2010 
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Operating Costs 
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Annual amortized cost of 
licenses and equipment 

Telecom & Network Service 

Manager 

Reservations Agents 

Rent 

Utilities 

Miscellaneous 

Operating Expenses 

Confidential Report - Copyright JW Gifford 
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$14,000 

$12,000 

$89,000 

$58,000 

$12,000 

$5,400 

$5,000 

$195,400 
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•····comrnission 
·.···$16,:975 

·. i••:Totalco. ·.stof · 
1 11 , , , ·,, , I 

, coperatib ri 
: With\Restog.ic 

' ' . 

I 
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• Commission 
$46,000 

'i 

• Total Cost of 
operation 
with'::lnntopia 

I 

I 
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December 9, 2010 

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. 

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. 
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Additional Comments on Online Reservations 
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A regional central 
reservations success story 
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Deeiember 9, 2010 

As a part of this engagement we were asked to provide 
recommendations and analysis regarding adding a point-of-sales 
system 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 
are 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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Enable online 
reservations for season 
passes, lift tickets, tee 

times, rental equipment 
and banquets 

Accept deposits and 
payments online and link 
them seamlessly to the 

POS terminals for 
redemtions 

December 9, 2010 

Must meet State 
requirements for 

integration and security 

Provide customized 
reports to match current 
state activity reporting 

Confidential Report - Copyright JW Gifford 
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Transaction data including 
products, credit card info, 
data and time stamping 

and charge authorizations 

Marketing data for future 
Email and direct mail 

marketing and customer 
profile data items like golf 

handicaps. 
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• Season pass sales 
• Ticket sales 
• Gifr Cards 
• Multi:.use cards for golf and/or skiing 
• Resort charge cards that can be recharged on line 

. • Improved cash flowfrom advanced purchases 

• Income from breakage and expirations 
• Reductions ih the,no-show levels on marginal weather days 

• Improve revenue during off peaktimes 

• Multi-time visitdiscounts 
• Early season discounts 
• Large volume .incentives 
• Multi product packages such as golf and dining 

Confidential Report - Copyright JW Clifford 
Marketing 2009 

124 



December 9, 2010 
Confidential Report - Copyright JW Clifford 

Marketing 2009 
12S 



December 9P 2010 

• $165,000 - $175,000 

• Licenses 

• Terminals 

• Ticket and season pass printers 

• Servers 

• 3 year warrantees on equipment 

• First year support and updates 

Confidential Report - Copyright JW 
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• $165,000 - $175,000 

• Licenses 

• Terminals 

• Ticket and season pass printers 

• Servers 

• 3 year warrantees on equipment 

• First year support and updates 
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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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Given 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 soon 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 
are fully exercised and well managed. 
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Giants Ridge has a highly skilled 
and experienced management 

team. They were very cooperative 
with every aspect of this study and 

provided a significant amount of 
material, data and insights for this 
work. Linda Johnson has been very 
accessible and provided excellent 

insights. We would also like to 
specifically acknowledge Shannon 

Kendall for all of her help with 
every aspect of this project. We 

would like to express our gratitude 
to the entire team. 
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