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Appendix A:
* Community outreach results

Other relevant studies and background information can be found on North Lake Tahoe Resort Association’s website: NLTRA.org
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INTRODUCTION AND PLAN SUMMARY

The 2015 North Lake Tahoe Tourism Master Plan (2015 Tourism Master Plan) lays out a framework of tourism investment

strategies that can work in concert to continue to transform North Lake Tahoe into a national and international destination.

Visitors have historically retreated to North Lake Tahoe for its tremendous natural beauty and recreational opportunities. The
combination of high mountain peaks, a 125,000-acre lake and charming small communities make North Lake Tahoe a place
loved by many. Yet, despite the region’s popularity, research shows it is falling behind comparable destinations. Travelers are
looking for unique, high quality opportunities for outdoor recreation, relaxation and rejuvenation and North Lake Tahoe comes up

short when measured against its competition.”

Almost 45% of current visitors come from the Bay Area, northern California and western Nevada; approximately 8% of visitors are
international.® Forty-two percent of visitors are day visitors with overall visitation concentrated on weekends and peak holiday
periods.? Studies suggest that attracting more domestic and international visitors can move the region toward more of a year-
round destination rather than the current peak season/offseason cycle. Additionally, trends indicate that to compete at the national
and international levels and attain the vision outlined in the 2015 Tourism Master Plan, the communities in the North Lake Tahoe

need to continue to invest in tourism and visitor experience infrastructure.

North Lake Tahoe relies on a tourism-driven economy and it will continue to do so for years to come. Annually, visitors spend over
$500 million in North Lake Tahoe. Over 60% of employment and 51% of all earnings can be attributed to tourism. Lake Tahoe is
central to the area’s economy, and the health of the economy depends on a thriving local community and providing visitors a

world-class experience.
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Purpose of the Plan

The 1995 North Lake Tahoe Tourism Development Master Plan was North Lake Tahoe’'s first tourism master plan. Placer County

funded the initial 1995 plan because of static economic conditions, low visitor numbers and rising visitor expectations. In 2004 the

North Lake Tahoe Tourism and Community Investment Master Plan was developed to update the 1995 plan in response to the

changing tourism industry. The 2015 North Lake Tahoe Tourism Master Plan serves as the second update of the original 1995 plan.

The purpose of the 2015 Tourism Master Plan is to provide a roadmap for Transient Occupancy Tax (TOT) investment within North

Lake Tahoe in order to improve the tourism experience. The plan defines the area’s long-term tourism vision and identifies goals,

objectives and potential funding opportunities that the North Lake Tahoe Resort Association (NLTRA) can use to recommend

policy and decision making over the next eight years.

Specifically, the 2015 Tourism Master Plan aims to:

Provide guidance for future tourism investment strategies in North Lake Tahoe based on the best available current market
data and tourism industry trends.

Outline implementation strategies and actions to assist Placer County, North Lake Tahoe, partner agencies and NLTRA in
aligning visions and attaining common goals.

Align with other plans currently in place that are working to strengthen the tourism economy in North Lake Tahoe.
Incorporate robust public outreach into the planning process to define investment priorities over the next eight years.

Continue to transform North Lake Tahoe into a national and international recreation destination.
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Role of the North Lake Tahoe Resort Association

NLTRA serves as a principal advisor to Placer County to guide a tourism investment strategy that builds on North Lake Tahoe's
strengths, capitalizes on the spectacular natural environment and supports environmental stewardship of Lake Tahoe and the
area’s vital communities. Having a strong, healthy, thriving workforce is also critical to the economy, and tourism works to support
infrastructure that promotes strong communities. At its core, NLTRA’s mission is to promote North Lake Tahoe as a domestic and
international tourism destination by supporting business efforts that enhance the economic, environmental and cultural climate of

the area.

Methodology + Process

Planning and development of the 2015 Tourism Master Plan occurred over the past three years. Research and analysis was
conducted and pertinent planning documents and previous plans were reviewed. Visitor surveys were completed during 2012 and
2014 to better understand who the North Lake Tahoe visitor is, where they are from and what activities they enjoy. An analysis of
the travel industry’s economic significance to North Lake Tahoe provided data on travel spending and the economic contributions
of various visitor types. Research of comparable summer and winter destinations identified current trends and revealed North Lake
Tahoe's strengths and weaknesses in relationship to the comparable set. Additional tourism and economic studies were reviewed

to understand international, national and regional tourism and economic trends and their importance for North Lake Tahoe.

The 2015 Tourism Master Plan Task Force included community leaders and Placer County representation. They assisted in the
document’s development and review. Their review of the research and analysis coupled with their real-world experience resulted in

the creation of draft goals and objectives that were vetted and improved through a robust public input process.
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During the spring and summer of 2015 a series of public workshops were held around the North Shore to share the 2015 Tourism
Master Plan’s vision and gather a wide range of ideas on the strategic focus areas. These ideas were then used to create a public
survey to gather feedback on priorities. An interactive website provided easy-to-access information and offered another avenue for

public feedback.

The ideas and feedback shared throughout the four month outreach process were used to refine the draft goals and pointed to key
priorities that will be used to direct investment of TOT funds over the next eight years. Upon approval by the Placer County Board
of Supervisors the 2015 Tourism Master Plan will serve as a guide for long-term tourism investments in North Lake Tahoe's

communities.

Achieving the 2015 Tourism Master Plan’s vision requires more than what the NLTRA or Placer County can accomplish individually.
NLTRA and Placer County may not be the project lead for all of the goals and objectives but may serve as advocates. As the action
plan moves forward, the appropriate lead agency or organization may develop or identify additional strategies, detailed

implementation plans and funding sources to achieve each objective and realize the vision.

Plan Summary

Tourism is North Lake Tahoe’s primary economic driver and growing the area’s tourism economy is critical in order to help keep and
attract full-time residents. North Lake Tahoe’s 1995 and 2004 tourism master plans addressed five key areas to enhance the area’s
tourism industry: visitor activities + facilities, transportation, marketing + sales, visitor information and resource development.
Through the collaboration of many partners, a number of accomplishments have been made in these five areas to move North Lake
Tahoe toward providing an improved visitor experience. For example, the Kings Beach Commercial Core project is transforming

that community’s town center into a more walkable, attractive destination. Bike trails in Tahoe City now provide a lakeside
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experience and improvements occurred for public parks and lakeshore facilities. On the transportation side, enhancements were

made to transit by adding nonstop flights that now connect the Reno-Tahoe International Airport to New York and Mexico.

Market and Funding Conditions
Since 2004, North Lake Tahoe has strengthened its brand recognition as a destination for outdoor recreation and human powered

sports, and a number of events such as Ironman and Tough Mudder were recruited to North Lake Tahoe. Visitor information
improved with the expansion of the Tahoe City Visitor Center; completion of the Wayfinding Plan, Wayfinding Design Guidelines
Manual and Location Master Plan; and creation of the Official Visitor Guide. Resources to implement tourism enhancements were
sustained with North Lake Tahoe's 2012 vote to renew the 2% TOT collected specifically in eastern Placer County. Additionally,

annual revenues from TOT increased 35% from 2008 to 2015.

The 2015 Tourism Master Plan builds upon these successes and refines North Lake Tahoe’s tourism goals and objectives in order to
respond to current trends and meet the target visitor's changing needs and expectations. A review of comparable destinations
revealed that destinations are looking for ways to distinguish themselves from competitors through niche markets. In other words,
North Lake Tahoe is not simply a tourist destination. It is a destination for outdoor recreation enthusiasts who are seeking
experiences in a beautiful natural environment. Therefore, engaging target visitor segments with carefully calibrated messages and

providing a variety of authentic attractions is important for North Lake Tahoe.

North Lake Tahoe's brand position as a destination for outdoor recreation and human powered sports is supported by surveys
showing recreation as a primary driver of North Lake Tahoe visitor activities. Additionally, during the Great Recession the outdoor
recreation market continued to grow even while other sectors contracted and that growth remains today. Facility improvements,

such as a fully connected trail system, can support the types of recreation activities visitors desire.

10
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Nationwide trends indicate that visitors have increased expectations for lodging and are more critical of aging infrastructure. This
demand for new or redeveloped lodging is evident in North Lake Tahoe where newly developed accommodations available in the
mountain areas of Squaw Valley and Northstar generate almost $2 million more TOT than the older lodging available at Lake
Tahoe. Additionally, North Lake Tahoe has a limited supply of midrange, branded hotels, which puts the destination at a

disadvantage against comparable destinations.

Dean Runyan’s economic study estimates that although almost 42% of North Lake Tahoe’s visitors are day visitors they only
account for 11% of total visitor spending. The domestic and international visitor segment tends to stay longer, has a greater
economic impact and typically arrives by air. These findings suggest the need to grow North Lake Tahoe as an overnight

destination and increase air service capacity.

A study of comparable destinations reveals that high quality transit service has become a key element of the destination resort
experience. The transit services available at other comparable destinations provide a substantially greater level of service which
allows for higher levels of ridership. The importance of a convenient, clear and easy to navigate transportation system is growing.

Increasingly, resort visitors expect to easily walk, bike or take transit to attractions and destinations.

The demand for consumer-friendly technology that provides easy, on-site control of travel planning and booking continues to
grow. Social media has become a major channel of communication in the tourism industry. As consumers look more and more
toward word-of-mouth recommendations, this communication method has become ingrained in the travel industry tool kit and

North Lake Tahoe must adapt its messaging and visitor information to be easily accessible in a world of ever-changing technology.

Funding to support tourism infrastructure improvements and marketing efforts is continually challenging. Although the economy is

recovering from the Great Recession, private sector investments have not returned to pre-recession levels. There is an increased

11
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dependency on TOT to fund tourism infrastructure improvements and the growth of the existing TOT is not keeping pace with the
increasing demand. Alternative funding sources, such as Tourism Business Improvement Districts, are being developed by many

comparable destinations. This and other funding opportunities may need to be evaluated for North Lake Tahoe.

2015 Tourism Master Plan Vision Statement
North Lake Tahoe is known as the premier international mountain resort destination of

the West. Visitors and residents alike enjoy Lake Tahoe’s iconic natural environment,

exceptional built amenities, and diverse and world-class experiences.

2015 Tourism Master Plan Goals
Based on the review of current market and funding conditions and public input, the 2015 Tourism Master Plan identifies five goals,

one within each focus area, to build the tourism economy of North Lake Tahoe and position the region to achieve the vision of the

plan.

2015 Tourism Master Plan Goals

Focus Area: Visitor Activities + Facilities
Goal: Create, maintain and support great amenities, fun things to do and quality places to stay so target audiences want to come
here from around the nation and the world.

Focus Area: Transportation
Goal: Get people where they want and need to go while reducing congestion and dependency on the private automobile
through development and promotion of a multimodal transportation network.

Focus Area: Marketing & Sales

Goal: Bring more visitors to North Lake Tahoe who stay longer, return often and travel during the off-peak periods, while
maintaining affinity with the northern California/Bay Area consumer and continuing to expand group business.

12
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Focus Area: Visitor Information
Goal: Enhance the visitor experience by connecting guests to North Lake Tahoe’s many exceptional places, businesses and

adventures.

Focus Area: Resource Development
Goal: Compete nationally and internationally by increasing, leveraging and/or reprioritizing resources for tourism development

and destination marketing.

Priorities Identified Through the Public Process
Through a four-month public outreach process the public identified their top priorities for the 2015 Tourism Master Plan, as

described below:

* Visitor Facilities: Complete, expand and maintain all trail systems (i.e., bikes, pedestrians, cross-country ski). Add user
amenities to trail systems such as restrooms, water fountains and bike fix-it stations. Incorporate trail signage and
link trails to public transportation. Complete the gaps in existing cross-country and mountain bike trail systems.

e Transportation: Implement the Transit Vision to provide year-round, frequent (every 30 minutes) and free buses from
6 a.m. —2 a.m. between North Tahoe, Squaw Valley, Northstar, Kings Beach, Truckee and Crystal Bay/Incline Village.

* Visitor Information: Implement highly user-friendly visitor guide technology that is accessible on a variety of devices.
This may include: website upgrades, development of mobile applications (apps), local business training, integration
with social media and increased use of established visitor information tools.

Implementation
The 2015 Tourism Master Plan presents an action plan to achieve the priorities identified by the public and confirmed by the Master
Plan Task Force and appropriate NLTRA committees. Tier 1 priorities received substantially more support during the public

outreach process and were subsequently confirmed by as being the highest priority. Tier 2 priorities include those objectives

13
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receiving the next highest level of public support. This two tiered system will guide recommendations for allocating limited TOT

funds.

Partnerships must be developed and funding secured in order to achieve the 2015 Tourism Master Plan’s goals and objectives.
Therefore the Action Plan Matrix, found in Chapter 5, identifies the lead and partnering agencies/organizations, estimated total
costs, potential additional funding sources and short-term and long-term objectives. Through implementation of the action plan

North Lake Tahoe will take a substantial step toward becoming the premier international mountain resort destination of the West.

Relationship to Other Plans

The 2015 Tourism Master Plan aims to coordinate with and support existing plans and processes already working to improve the
region’s tourism industry and visitor infrastructure. For example, regulatory changes associated with the updated Tahoe Regional
Planning Agency (TRPA) Regional Plan (Regional Plan) and Placer County’s June 2015 Public Review Draft Tahoe Basin Area Plan
(Area Plan) establish the platform to make necessary environmental threshold gains while also improving aging infrastructure.
NLTRA must continue to support Placer County’s efforts to streamline permitting processes and advocate for a collaboration of

agencies and departments to assist projects that are consistent with the principles of environmental redevelopment.

No one entity can restore, revitalize and refresh North Lake Tahoe. But through a collaborative approach progress can be achieved.
The 2015 Tourism Master Plan acknowledges the importance of other planning efforts and looks to those plans for guidance and
synergy. The Action Plan Matrix located in Chapter 5 illustrates how this document’s goals and objectives align with potential

partnering agencies and funding opportunities.

The 2015 Tourism Master Plan is coordinated with the following plans:

14
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TRPA Regional Plan: The Tahoe Regional Planning Agency (TRPA), a bi-state planning and regulatory agency responsible
for land use and environmental protection in Lake Tahoe, revised the Regional Plan in 2012 to provide regulatory
conformance throughout the Tahoe Basin; create incentives connected to walkable, bikeable town centers; and remove
development from sensitive lands for the purpose of increasing lake clarity. The Regional Plan provides new incentives to
invest in private properties and also provides tools that allow for more comprehensive management of land coverage as
opposed to a parcel-based approach. Another key component of the updated plan is the transfer of certain planning
processes and permitting authority to the local jurisdictions. Fundamental to implementing North Lake Tahoe's vision is the
creation of a more predictable and consistent requlatory process. The Regional Plan establishes a mechanism to reduce
regulatory barriers, stimulate the redevelopment of aged buildings and implement environmental improvements. The

updated plan offers a launching point to improve visitor experience in North Lake Tahoe.

Placer County Tahoe Basin Area Plan: In conjunction with the approved Regional Plan, the region’s governmental agencies
are close to completing their respective Area Plans. Placer County has four sub-areas within the Tahoe Basin, two of which
include the town centers of Tahoe City and Kings Beach. The Area Plan will be the primary land management tool for the

area and is necessary to employ the incentives identified in the Regional Plan.

Placer County General Plan: The General Plan is a countywide policy document that provides an overall framework for the

development of land in Placer County and for protection of the natural and cultural resources of the county.

PCTPA North Lake Tahoe/Truckee Bicycle and Trail Plan: This document, developed by the Placer County Transportation

Planning Agency (PCTPA), provides a master plan for locating trail systems in North Lake Tahoe and Truckee.

15
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Implementation of the plan can help establish the region as a world class cycling destination with a system of paths, trails

and pedestrian facilities that visitors seek to complement their healthy outdoor lifestyles and environmental values.

*  TMPO Regional Transit Plan — Mobility 2035: The Tahoe Metropolitan Planning Organization (TMPO) Mobility Plan
identifies the coordination of transportation elements to allow seamless transit connection within the Tahoe Basin.
Transportation goals of the 2015 Tourism Master Plan should be aligned with the Mobility Plan to access funding sources

and create project partners to implement improvements.

* Tahoe Prosperity Center Lake Tahoe Basin Prosperity Plan: The Prosperity Plan identifies business clusters and
opportunities for future economic development, which include tourism, health and wellness, and environmental innovation.
One primary outcome was the formation of the Tahoe Prosperity Center which North Lake Tahoe can leverage for support

to improve tourism and visitor services.

* TRPA Tahoe Sustainability Action Plan: This program is part of TRPA’s implementation of the Regional Plan’s Sustainable
Communities Strategy and sets achievable strategies for citizens, businesses and local governments that will lead to
regional sustainability. Desired outcomes include greenhouse gas reduction through transportation and transit strategies,

increased walking and biking, and business retention and expansion.

* North Lake Tahoe Resort Triangle Transit Vision: The Transit Vision has been developed by the Truckee North Tahoe
Transportation Management Association to provide frequent and free transit access along the major roadways of North
Lake Tahoe and Truckee. Planned transit improvements include year-round night service past 6 p.m. and 30-minute service
for the entire resort triangle from North Lake Tahoe to Truckee. Benefits include improved mobility, enhanced economic

vitality, reduced congestion, improved air quality and increased attractiveness for destination stays.

16
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* North Lake Tahoe Community Wayfinding Signage Design Standards Manual: The manual sets forth guidelines for
community wayfinding signage that improves the visitor (and resident) “wayfinding” experience. It includes a schematic
concept for signage design that can be adapted to local features. Community wayfinding signage enhances the visitor
experience by improving ease of navigation around the region. Visitors are likely to become more comfortable driving,

biking or walking around an unfamiliar area when properly guided.

17
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CHAPTER 1: NORTH LAKE TAHOE TODAY

18
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CHAPTER 12 | NORTH LAKE TAHOE TODAY

Community Overview

North Lake Tahoe is located in the Sierra Nevada Mountain Range in eastern Placer County. The area has magnificent natural
beauty highlighted by 191 square miles of Lake Tahoe's crystal clear waters and surrounding mountain peaks, some reaching nearly
9,000 feet in elevation. While the area is home to some 14,500-15,000 full time residents, it is within a four-hour drive of
approximately 13.4 million people.* The area hosts an ideal year-round climate with average summer highs of 75 degrees and
winter lows of 20 degrees. Three hundred and twelve days of sunshine and average winter snowfalls of 409 inches combine to

provide ideal weather for enjoying the area’s many outdoor activities.

Local Population
Dean Runyan'’s study “The Economic Significance of Travel to the North Lake Tahoe Area” included nine communities/areas within

the North Lake Tahoe region. These communities include:

* Tahoma & ‘
* Homewood ! ey |

* Sunnyside = Yomi | 3

* Tahoe Clty North Lake Tahoe Area mm;g;;"gia?d“ "
* Carnelian Bay mimo

* Tahoe Vista *Me:; o iy

* Kings Beach sia

* Olympic Valley e R

* Northstar e
* Martis Valley e S R
* Donner Pass area P

Source: Dean Runyan
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The permanent population base in North Lake Tahoe declined by 17% between 2000 and 2010.> From the 2002/2003 to 2014/2015
school years North Lake Tahoe Truckee K-12 school enrollment declined from 5,342 to 3,978.° However, there are recent indicators
of slow growth in the region. All but five Tahoe-Truckee Unified Schools had an increase in 2015 enrollment from 2014 and their
2015/2016 enrollment again increased to 4,030 students. Similar to other regional districts such as the Lake Tahoe Unified School

District in South Lake Tahoe, Tahoe-Truckee Unified School District’s enroliment has been steady over the last five years®.

20
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TOTAL K-12 SCHOOL ENROLLMENT

% Change % Change % Change
2008-2009 to | 2002-2003 to | 2013-2014 tc¢
District 2002-2003 | 2008-2009 | 2009-2010 2010-2011 2011-2012 2012-2013 2013-2014 | 2014-2015 | 2014-2015 2014-2015 2014-2015
Tahoe-Truckee Unified School District 5,342 4,114 3,949 3,909 3,838 3,917 3,950 3,978 -3.31% -25.53% 0.71%
Alder Creek Middle N/A 560 523 581 536 544 491 502 -10.36% N/A 2.24%
Cold Stream Alternative 42 34 29 28 26 30 14 7 -79.41% -83.33% -50%
Donner Trail Elementary 59 64 75 76 69 57 58 64 0% 8.47% 10.34%
Glenshire Elementary 504 527 519 487 516 505 532 509 -3.42% 0.99% -4.32%
Kings Beach Elementary 465 451 244 261 264 355 375 381 -15.52% -18.06% 1.6%
North Tahoe 440 275 479 508 513 424 406 422 53.45% -4.09% 3.94%
North Tahoe High 524 373 354 334 320 303 326 325 -12.87% -37.98% -0.31%
Sierra Expeditionary Learning N/A N/A N/A 64 107 161 210 212 N/A N/A 0.95%
Sierra High (Continuation) 58 60 49 38 42 38 38 a4 -26.67% -24.14% 15.79%
Tahoe Lake Elementary 174 291 295 251 255 330 322 321 10.31% 84.48% -0.31%
Tahoe Truckee High 813 802 750 674 632 604 629 657 -18.08% -19.19% 4.45%
Truckee Elementary 646 677 632 607 558 566 549 534 -21.12% -17.34% -2.73%
Lake Tahoe Unified School District 5,238 4,076 3,965 3,878 3,858 3,793 3,855 3,881 -4.78% -25.91% 0.67%
Placer County 60,716 67,088 67,966 68,278 68,813 69,831 70,141 70,496 5.08% 16.11% 0.51%
California 6,244,732 | 6,252,029 | 6,190,425 6,217,002 6,220,993 6,226,989 6,236,672 | 6,235,520 -0.26% -0.15% -0.02%

Source: California Department of Education, Dataquest September 2015
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Population Trends in North Lake Tahoe

2000 2010 Percent
Item Population  Population Change
Tahoe Basin Communities
Carnelian Bay 1,928 1,170 (39%)
Dollar Point 1,539 1,215 (21%)
Tahoe City 3,997 3,161 (21%)
Tahoma 1,282 1,037 (19%)
Homewood 840 744 (11%)
Kings Beach 4,802 4,414 (8%)
Tahoe Vista 669 788 18%
Subtotal 15,057 12,529 (17%)

community pop
Source: Placer County; TBCP Background Report dated April 23, 2013; EPS.

Local Employment

Tourism is North Lake Tahoe's primary economic driver and therefore a key component of keeping and attracting full-time
residents. In 2012, there were 13,037 people employed in North Lake Tahoe (out of a total permanent population of 14,555 which
includes residents not seeking employment, self-employed workers and those who earn income by working out of the area). Of
those employed, 5,720 jobs and $166 million in earnings can be directly tied to visitor spending. Local government had the second
largest employment with 1,688 jobs and construction followed closely behind with 1,439 jobs. From 2007 and 2012 there was a loss

of 162 jobs. During this period gains in employment tied to tourism offset the major job losses in construction.?
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Sector Job Gain (Loss) 2007-2012
* Arts, entertainment and recreation 571

* Accommodations and food services 133

* Real estate and leasing 136

¢ Construction (944)

Direct and Secondary Travel Generated Employment
North Lake Tahoe Area, 2012

Accomm. & Food Serv.
Arts, Entertain., Rec.
wWholesale & Retail Trade
Transporation

Professional Serv.
Other Services [l
Government
Construction

Finance, Ins., Real Estate [

Mining & Manufacturing | # Direct ‘Secondaty
Ag. & Food Processing dT

u] 500 1,000 1,500 2,000 2,500 3,000
Direct & Secondary Employment

Source: Dean Runyan Associates and Minnesota Implan Group.
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What this means for North Lake Tahoe
Sidebar list:

«  Continue to enhance tourism infrastructure and marketing efforts in order to attract visitors and keep full-time
residents.

History of Tourism Planning in North Lake Tahoe

In 1995, Placer County created the first Tourism Development Master Plan for North Lake Tahoe to serve as an initial guide for
tourism development strategies and investments. Its centerpiece recommendation was the formation of a regional resort
association that would provide a local leadership body to help steer and implement the 1995 Tourism Master Plan strategies. This
leadership body was named the North Lake Tahoe Resort Association (NLTRA) which today continues to serve the role of providing
local leadership. NLTRA is a merger of many interests, an organization that became the keeper and champion of North Lake
Tahoe's economic and tourism vision. Since its inception in 1995, NLTRA has been successful in many ways, such as obtaining
support for increasing the TOT by 2%, creating award-winning marketing programs and serving as an advisory body for the Placer
County Board of Supervisors to facilitate physical improvements in the area. Since 1995, two additional tourism master plan

updates have occurred including this 2015 update.

Tourism Framework
The 1995 and 2004 tourism investment plans addressed five key areas to create a roadmap to success for the tourism industry and

community of North Lake Tahoe. These focus areas continue to serve as the framework for the 2015 Tourism Master Plan.

Visitor Facilities
* Provide desirable activities, destinations and accommodations.

24



2015 North Lake Tahoe Tourism Master Plan

Transportation
*  Provide a variety of quality transportation improvements to and around North Lake Tahoe.
Marketing + Sales
¢ Communicate with people to bring them to North Lake Tahoe.
Visitor Information
* Share information with visitors once they are in North Lake Tahoe.
Resource Development
* Build fiscal and organizational resources to implement the vision, goals and objectives.

Accomplishments Since 1995
One of the most significant accomplishments since the 1995 North Lake Tahoe Tourism Development Master Plan was completed

was the creation of the NLTRA. Achievements that have been tracked since 1995 are noted as such in the summary list below. The
2015 Tourism Master Plan will build upon these successes to meet the changing needs of those who live, work and have a stake in

the community.

Accomplishments: Visitor Facilities

* Since 1995, investment of $29 million TOT (beyond the amount used for transportation improvements) helped
leverage over $200 million of capital investment funds for infrastructure facilities.

* Public purchase of Tahoe City Golf Course ensured permanent recreation, open space and town center improvement
opportunities.

* Improvements were implemented in commercial core areas throughout North Lake Tahoe, such as the Lakeside
Trail, bus shelters, transit center and Tahoe Vista Recreation Area enhancements.

* Pilot programs for snow removal from trails occurred in Squaw Valley and Tahoe City from the Wye to the transit

center.

25



2015 North Lake Tahoe Tourism Master Plan

* An Area Plan is underway for North Tahoe, Tahoe City, Kings Beach and the West Shore, as well as master planning
for Homewood Mountain Resort, Squaw Valley and Northstar.

* Kings Beach Commercial Core project is transforming the four-lane highway into a three-lane multimodal corridor
with bike lanes, sidewalks, intersection improvements, corridor beautification, public parking, public bus shelters and
traffic calming measures.

* Bike trails have been built on the West Shore, Midway Bridge to Squaw Valley, and Tahoe City and trails are being
built on the North Shore, Northstar/Martis Valley and along the Truckee River.

* Improvements occurred for public parks and the lakeshore facilities such as Squaw Valley Community Park, Heritage
Plaza and Tahoe Vista Recreation Area.

* Publicinfrastructure improvements were constructed as part of the Kings Beach sidewalk project, the Tahoe
Maritime Museum and the Historic Fish Hatchery Interpretive Center.

* The boat ramp facility in Lake Forest was redeveloped and expanded.

Accomplishments: Transportation
*  Over 55% of the North Lake Tahoe-Truckee Bicycle and Trail Plan is complete — providing 23 miles of Class | paths

since 1995.

* More than $21 million of the 2% TOT funding has been used to improve transportation services and facilities since
1995.

* Transportation enhancements to the basic Tahoe Area Regional Transit (TART) TART system have been initiated;
including free skier shuttle, nightrider and airport shuttle services; summer 30-minute headways; and year-round

hourly service to and from Truckee on Hwy 267.
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Transportation infrastructure improvements have occurred, including the Tahoe City Transit Center, new bus
shelters, natural gas buses, new branding for transit vehicles and programs, pedestrian safety crossings on highways,
radar speed advisory signage and additional parking improvements.

The North Shore Parking Needs Assessment Study has been completed to inform an update of area parking
requirements, parking design standards and an assessment of public parking financing and implementation
strategies.

Local, state and federal agencies are working together to realign SR 89 in Tahoe City to provide more pedestrian and
bicycle paths while restoring Fanny Bridge, an 84-year old historic landmark.

Long range transit visioning and planning with partners is underway to provide a high quality visitor experience with
less reliance on private automobiles.

Jet Blue Airlines is offering a nonstop flight from New York and the airport has also added nonstop service from
Guadalajara, Mexico on Volaris Airlines.

A consortium of regional business entities is continuing to work to increase air access through the recently

established Reno-Tahoe Regional Air Service Corporation (RASC).

Accomplishments: Marketing + Sales

A Special Events policy was developed to identify and attract large spectator or participatory events targeted for
specific periods of the year.

The North Lake Tahoe brand position for outdoor recreation and human powered sports was developed.

Human powered sport events, including Ironman, Ironman 70.3, USA Cycling, Lacrosse Summit, Triple Crown Sports,

Tough Mudder, Ta-Hoe Nalu and more were recruited to North Lake Tahoe.
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Since 2009 over $350,000 in grants was contributed to community events and over $1,000,000 has been spent in
marketing dollars for event sponsorships.

Investments in the Human Power Sports Initiative and related tourism amenities were made, such as paddleboard
and kayak racks and bike trail signage.

Out-of-market and in-market consumer messaging were aligned with the Touch the Lake, Peak Your Adventure and
High Notes in-market campaigns.

Programs to position North Lake Tahoe as a premier Nordic center were developed, such as a Nordic multi-area ski

pass, advertising in Nordic publications, Nordic events and trail signage.

Accomplishments: Visitor Information

The Wayfinding Plan was established with a goal of 5o signs installed by 2016, and a Wayfinding Design Guidelines
Manual and Location Master Plan were developed.

The Tahoe City Visitor Center expansion was completed which added visitor and business services such as
sponsorship opportunities, concierge services, local event ticket sales, business/artists of the month and
kiosks/displays showcasing locally made and local artisan products for sale.

NLTRA and California State Parks partnered to provide a tented kiosk at the Kings Beach State Recreation Area that
increased visibility.

A visitor information display was created in the Auburn and Truckee California Welcome Centers and the Tahoe
Maritime Museum on the West Shore.

Guest visitation at visitor centers increased by 238% from 2009/2010 to 2013/2014 and created over 185,000 local

business recommendations through visitor interactions.
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The Official Visitor Guide was created and placed in almost all lodging properties and visitor centers in North Lake

Tahoe, Truckee and Auburn.

Accomplishments: Resource Development

North Lake Tahoe has twice voted to renew the 2% TOT collected specifically in eastern Placer County to help
improve visitor facilities (2002 and 2012).

TOT revenue increased 35% from 2008 to 2015.

NLTRA and Incline Village Crystal Bay Visitors Bureau formed a marketing cooperative to leverage marketing funds
and promote the North Lake Tahoe region as a single vacation destination.

Partnerships and structural relationships accessed $25 million in funds from the Federal Lands Access Program for
the SR 8g/Fanny Bridge Community Revitalization Project and TOT dollars were leveraged 1:8 for each dollar spent

of agency, local, state and federal funds.
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CHAPTER 2: MARKET CONDITIONS
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CHAPTER 2 | MARKET CONDITIONS

Economic and Tourism Trends | International + National

The world has seen many changes in the past 11 years. Since 2004, a major global economic downturn took place, oil prices
skyrocketed, international conflicts continued, social media and the Internet boomed and awareness of climate change increased.

Specifically, events that impacted tourism included:

* The Great Recession affected discretionary spending habits.
* Facebook, YouTube, Twitter and other social media platforms were launched.
* Apple released the iPhone, promoting and dramatically increasing smartphone usage.

* International tourism grew.

Growth of the global tourism industry outpaces the growth of the global gross domestic product (GDP) year after year. Globally,
tourism is anticipated to grow by 4.4% per year for the next 10 years in comparison to the overall global GDP that is anticipated to
grow at 3.5%.” Along with the growth, there has been a change in leisure travelers’ preferences and choices. According to Randall

Travel Marketing, the national Top 10 Travel and Tourism Trends in 2014 were: 8

* Three percentincrease in profit across all industry sectors (airlines, hotels, etc.) Lodging rates are catching up from
past decreases.

* New leisure consumer behavior: long term modest spending; greater demands for lodging, experiences and value;
and a willingness to forgo travel unless the price and offer is good.

* Business travel has returned to pre-recession levels. However, video conferencing, Skype, etc. continue to reduce the
overall number of business trips and managers remain less likely to send people out to the field.
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* Although travel for meetings has returned to prior levels in most sectors, government and academic sectors still lag
behind. Meetings with a combination of in-person and video conferencing have increased.

* Leisure travel continues positive growth, but with new behaviors. There is less per-person spending and travelers are
more critical of aging infrastructure (hotels, etc.)

* Social media continues an accelerated growth trajectory — consumers tend to trust each other rather than marketers.

* Demand is high for consumer-friendly technology (websites, mobile apps, etc.) that provides easy on demand
control over travel planning and booking.

* Overall cost increases and new user-fees are common for all travel related segments.

* Time poverty is more of a factor than ever and is now a major driver of decisions.

* Consumers are wiser, more resourceful and centered on value and quality of experience.

Recreation is a significant component of not only North Lake Tahoe's tourism economy but also the national and international
economy. The Outdoor Industry Foundation estimates outdoor recreation (including human powered sport events) contributes
$646 billion annually to the U.S. economy. Between 2005 and 2011 this market segment grew approximately 5% annually while
other sectors contracted.® According to the Global Wellness Institute, the global health and wellness tourism market (including
spas, health resorts, national and state parks, fitness centers, yoga studios and retreats, specialty restaurants and complementary
medical centers) grossed $439 billion in 2014 and is expected to grow by 55% to $678.5 billion by 2017. Wellness tourists spend, on

average, 130% more than the average tourist.*

Travel planning habits have shifted over the last several years, with social media and mobile devices being used more often. Travelers are
moving from pre-planning to making reservations on-the-go with mobile bookings and using social media to determine where they

will stay and what they will do. Additionally, tourists participating in human powered activities are planning for their trips by
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researching online and consulting friends and family. They are also recommending destinations by posting on social media sites.

The percentage of adventure travelers using Facebook (78%) has more than doubled since 2010."

What this means for North Lake Tahoe
Sidebar list:

e Monitor changes in demographics and visitor expectations.

e Continue to encourage infrastructure investments (hotels, attractions and transportation and pedestrian facilities.)
e Investin facilities that support recreation.

e Consider the traveler's experience getting to and around North Lake Tahoe.

e Use and encourage the use of Web-based strategies and social media platforms.

«  Provide and encourage the use of easily navigated websites and clear messaging for bookings and activity planning.

Economic and Tourism Trends | Regional

North Lake Tahoe has long been a favored retreat for northern California’s and Reno, Nevada’s urban dwellers. Over 25% of
visitors come from the San Francisco/Oakland/San Jose area, 13% from Sacramento/Stockton/Modesto and almost 6% from
Reno.? Located within an easy four-hour driving distance to large populations in the Sacramento region and the San Francisco Bay

Area, North Lake Tahoe is influenced by the regional economic and tourism trends of northern California and Reno, Nevada.
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Driving Times from North Lake Tahoe

Source: ESRI

The estimated 2014 population within a four-hour driving distance was 13.4 million, anticipated to grow to 14 million by 2019.% In

the Bay Area the tech boom has kept unemployment low and continues to be the state’s job growth leader. The Sacramento region
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is also adding jobs and is moving toward pre-recession job levels. Reno job growth has been slower overall than its California
counterparts, but unemployment is continuing to fall and the $5 billion Tesla gigafactory being developed outside of Reno is

anticipated to bring substantial new job growth. An expectation of job growth in Reno is conservatively estimated at 50,000 by

2020.%?
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Source: Center for Continuing Study of the California Economy, July 2015.

Forecasts anticipate continued visitation growth in California. After a large gain of 5.5% visitation growth in 2013, increases of 2.3-
2.7% are projected between 2015 and 2017. A primary driver of visitation growth was domestic visitation (5.6% increase in 2013)

stemming from nonpaid overnight trips, presumably from friends and relative trips.*® Preliminary numbers show total direct travel

spending in California was $117.5 billion in 2014.*
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California Tourism Summary

(Annual % change)

Total Visits 9.0% 4.9% 3.1% 5.6% 3.5% 2.1% 2.3% 2.3% 2.4%
Domestic
Total Visits 9.0% 4.7% 3.1% 5.6% 3.4% 2.1% 2.1% 2.2% 2.2%
Leisure Visits 12.2% 5.7% 4.9% 6.8% 4.1% 2.3% 2.2% 2.2% 2.3%

International

Total 9.4% 8.8% 3.5% 4.5% 5.1% 1.0% 4.2% 4.4% 4.4%
Overseas 19.3% 10.3% 0.8% 6.7% 9.9% 2.2% 5.0% 4.6% 4.6%
Mexico 1.8% 7.5% 5.7% 3.4% 1.3% 0.1% 3.5% 4.3% 4.2%
Canada 10.0% 8.8% 4.6% 1.6% 3.7% 0.2% 4.4% 4.2% 4.2%

Total Expenditures ($ 1004  107.4 1106 1134 1175 1207  127.3 1343 1415

billions)

% change 8.9% 7.0% 3.0% 25% 3.6% 2.7% 55% 55% 5.4%
Domestic 83.4 88.3 90.7 91.3 94.2 96.6 101.3 106.5 112.0
% change 8.9% 5.9% 27% 0.7% 3.1% 2.5% 4.9% 5.1% 52%
International 17.0 19.1 19.9 221 23.3 241 26.0 27.8 29.5
% change 8.9% 11.7% 41% 11.1% 5.7% 3.4% 77% 6.9% 6.2%

Source: Tourism Economics; DKSA, TNS Global (domestic); CIC Research; OTTI (international); Dean Runyan (ex penditures)
Source: Tourism Economics, California Travel & Tourism Outlook, July 2015.
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The High Sierra Region, a California Travel & Tourism category, is comprised of 13 counties including portions of Placer County, El

Dorado and Nevada Counties as well as Mono County. Overall, TOT receipts increased in the High Sierra Region by 7.3% from 2013

to 2014. Travel spending increased 2.3% for the High Sierra Region, less than the statewide average increase of 3.6%.™

Region Direct Travel Total Spending, 1992-2014 ($Million)

1992 through 2012

Annual Change

Region 1992 1994 1996 1998 2000 2002 2004 2006 2008 2010 2012 2013 2014 13-14 92-14
North Coast 1,302 1,369 1,507 1,643 1,844 1,876 1,973 2,253 2,392 2,367 2,602 2,708 2,762 2.0% 3.5%
Shasta Cascade 546 561 597 614 713 767 816 923 957 902 966 954 967 1.4% 2.6%
San Francisco Bay Area 12,403 13,084 15,172 17,320 20,688 17,385 18,788 21,755 23,162 24,474 27,285 28,651 29,987 4.7% 4.1%
Central Valley 3,113 3,288 3,485 3,734 4,322 4,423 4,934 5,678 6049 5,891 6,433 6426 6,488 1.0% 3.4%
Gold Country 2,029 2,077 2,246 2,450 3,033 3,127 3,381 3,868 3,956 3,790 4,117 4,194 4,288 2.3% 3.5%
High Sierra 1,274 1,373 1,405 1,555 1,755 1,900 2,090 2,236 2,269 2,319 2,512 2,555 2,613 2.3%  3.3%
Central Coast 3,634 3,742 4,218 4,665 5430 5,396 5760 6,518 6,709 6,536 7,284 7,494 7,777 3.8% 3.5%
Los Angeles County 12,006 11,976 13,160 14,309 17,622 16,883 19,117 21,369 22,471 21,416 23,655 24,165 25,034 3.6% 3.4%
Orange County 5,040 5,229 5,838 6416 7,648 7,523 8,393 9,527 9,695 9,306 10,100 10,402 10,829 4.1% 3.5%
San Diego County 6,021 5,803 6,827 8,076 9,830 9,451 10,653 12,013 12,768 12,525 13,703 13,996 14,654 4.7% 4.1%
The Deserts 2,767 2,883 3,126 3,446 3,922 4,195 4,679 5406 5741 5,582 6,230 6,215 6,323 1.7% 3.8%
Inland Empire 2,505 2,628 2,809 3,052 3,558 3,989 4,475 5,101 5,397 5,311 5,692 5675 5,785 2.0% 3.9%
California*® 52.6 54.0 60.4 67.3 80.4 76.9 85.1 96.6 101.6 1004 110.6 113.4 117.5 3.6% 3.7%
*($Billions)

Source: Dean Runyan California Travel Impacts, 1992-2014, April 2015

What this Means to North Lake Tahoe

Sidebar list

* Maintain and strengthen the growing drive-up market.

* Expand regional marketing to include potential growth areas such as Reno.
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Competitive Analysis | How North Lake Tahoe Stacks up Compared to Other Communities

Trends of comparable destinations affect how North Lake Tahoe must plan for the future and effectively market itself. The North
Lake Tahoe tourism offerings include outdoor recreation as well as food and wine and compete with both summer and winter
destinations. Strategic Marketing Group’s (SMG) 2014 comparison analysis evaluated Napa, Sonoma, Santa Cruz, Monterey, San
Diego and Mammoth Lakes as comparable summer destinations and Summit County, Colorado; Mammoth Lakes; Telluride,

Colorado and Park City, Utah as comparable winter destinations.

Summer Comparables
In the summer, North Lake Tahoe’s activities are focused on outdoor recreation at Lake Tahoe. Surrounding mountains and ski

resorts also offer a wide array of activities. The region has developed numerous summer events which are complemented by a
variety of free community-based events. However, similar events can also be found in other destinations which have more
compelling offerings for that specific market segment. For example, Napa, Sonoma and Monterey have stronger positioning and
infrastructure to support food and wine events than North Lake Tahoe. However, North Lake Tahoe is home to a number of state

parks and historic sites and could capitalize on these unique assets to engage visitors.

In October 2011, Congress passed a bill authorizing summer and year-round activities at ski areas on Forest System lands. The act
paved the way for more robust summer operations at the nation’s 121 ski areas that operate on public lands. The measure allowed
ski resorts located in Arizona, California, Colorado, Idaho, Montana, New Hampshire, New Mexico, Oregon, Vermont, Washington
and Wyoming to offer guests a wide array of summer activities, including zip lines, mountain biking and mountain bike parks, ropes

courses and Frisbee golf courses.

An alliance between the National Ski Areas Association (NSAA) and the International Mountain Bicycling Association (IMBA) was
signed soon after the bill passed in 2011. The partnership has a shared aim of increasing visitation and improving summer mountain
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biking experiences at U.S. ski areas. Kirkwood Mountain Resort has been a long-standing IMBA destination partner, and Winter
Park Resort, Park City Lodging, Grand Targhee Resort, Crested Butte Mountain Resort and Canyons Resort are also destination

partners that leverage IMBA's resources to provide trail design and market their resorts.

Expanding summer activities at ski resorts is a growing trend. Vail has plans for mountain parks at Vail Mountain, Breckenridge and
Heavenly. The new facilities are anticipated to triple summer attendance.'® In the North Lake Tahoe area improvements are
planned for Northstar which has a strong history of downhill mountain biking. As more resorts add summer facilities, common
offerings are likely to include ropes courses, ziplines and mountain bike trails or parks. Squaw Valley’s summer offerings include
hiking, biking, paintball, disc golf, roller skating and swimming. Alpine Meadows and other North Lake Tahoe ski areas typically

allow hiking and biking.

Winter Comparables

Overall, North Lake Tahoe is competitive with its winter comparable set. The investments made by both Vail Resorts and KSL

Resorts have established a high standard for the types of amenities and overall experience that destination skiers seek. The villages
at Northstar and Squaw Valley provide high quality lodging, along with shopping, dining and activities. However, North Lake Tahoe
does not offer the level of comprehensive public transportation found in other competitive mountain destinations that allows skiers

to easily travel between the ski resorts.
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Perceptions of Ski Destinations
Ski Lake Tahoe's destination research illustrates how the visitor’s perception of Lake Tahoe as a ski resort region compares to other
national ski destination areas. Although Ski Lake Tahoe’s board members feel Lake Tahoe has a clear advantage for many

attributes, visitors rank it second overall to Colorado.”

The first chart below compares perceptions of Lake Tahoe area ski destinations to other winter destination locations. The second
chart shows how visitors perceived various attributes of Lake Tahoe area ski destinations and Colorado. Outcomes show that
Colorado is the definitive market leader, but there is an opportunity to establish Lake Tahoe area ski destinations as the clear No. 2

and to either improve or better market Lake Tahoe's strengths where Colorado’s attributes score higher.
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Favorite Ski Destination

Other CN resorts
Oregon/Washington
Other CA resorts
Wyoming/Jackson Hole
Whistler

Mammoth

Utah

Northeast U.S.

Lake Tahoe

Colorado

34%

0% 5% 10% 15% 20% 25% 30% 35% 40%

Source: Ski Lake Tahoe. Destination Research. 2012.

Customer Perceptions: Attribute Differential between Colorado and Lake Tahoe Area Ski Destinations

Greatest Variety of Trails

Best Advance Terrain 33% 13% -20%
Best for Snowboarding 32% 14% -18%
Best for Tree Skiing 27% 16% -11%
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Best place to meet up 30% 17% -13%
Best Apres Ski 32% 24% -8%
Overall Value of Lodging 26% 16% -10%
Choices

Source: Ski Lake Tahoe. Destination Research. 2012.

Summary of Trends
A summary of the trends for both the summer and winter comparable set includes the following:*

* Increased focus on events: Since 2008, comparable destinations have increasingly focused on special events to
motivate visitation. The events are often commoditized with little differentiation. North Lake Tahoe must stand out
in a saturated event marketplace.

* Increased focus on destination differentiation: Destinations do not seek to be the low cost provider but are looking
for ways to distinguish themselves from competitors. The challenge is to not try to become everything to everybody.
North Lake Tahoe must maintain a clear focus on their identity and brand so they can carefully calibrate messaging
and programming for the desired audience.

* Increased focus on niche segments: Many destinations are spending heavily on interactive advertising approaches to
reach niche segments of the broader market. North Lake Tahoe must focus on their target market with emphasis on
attracting desired niche market segments.

* Continued focus on summer demand at mountain destinations: A full roster of summer activities and events has
been added at ski resorts to increase demand in non-winter months. North Lake Tahoe must keep pace with the

variety and quality of activities offered at other summer resorts.
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* Increased funding sources: Many destinations are obtaining funding sources above and beyond TOT sources (see
Chapter 3 for more details). For example, in California each comparable summer destination has Tourism Business
Improvement District (TBID) funding. This funding often augments public sector funding and significantly increases

funding available for tourism promotion. North Lake Tahoe's challenge is to be able to compete at the same level.

What this Means to North Lake Tahoe

Sidebar list
* Develop trails, public spaces, parklands and cultural facilities to support a range of activities and a well-rounded experience.
¢ (Capitalize more on area state parks, public lands and historical sites.
* Develop facilities to provide North Lake Tahoe with greater flexibility to implement special events designed to attract target
segments, as well as provide the local community with opportunities for local community events.
¢ Continue event development and promotion.
* Develop accommodations at the lakeshore that provide the product visitors desire.
* Create a marketing message that addresses misconceptions about Lake Tahoe area ski destinations.
e Address the lack of a coordinated, free transit system.
* Maintain and strengthen the summer season offerings as other mountain resorts develop summer facilities.

The North Lake Tahoe Visitor

Who is our visitor? Where are they from?

Repeat visitation (66%) comprises the majority of North Lake Tahoe visitation. Additionally, 13% of visitors made 15 or more visits

in the previous five years. This metric is an important indicator of visitor satisfaction. The average (mean) visitor age is 47 years old.

Families make up the largest group of visitors (48%), referred to as “household with children living at home” and the majority of
visitors have an annual household income ranging from $50,000 to $150,000 (21%: $50,000-$74,999; 18% $75,000-$99,999; 20%:

$100,000-$149,999)."°
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An estimated 68% of visitors to North Lake Tahoe are from California and Nevada.*® The majority come from the communities
around the San Francisco Bay Area or Sacramento, with others traveling from Los Angeles, San Diego and Reno.” The 2014 RRC
Summer Intercept Survey showed that 21% of visitors arrived by air, up from the 19% identified in the 2012 survey year. 8% of the

2014 survey respondents were international while 12% of the 2012 respondents were international.

Visitors to North Lake Tahoe are commonly segmented between day visitors and overnight visitors. Day visitors comprise 42% of
the total visitor trips. The remaining 58% of visitor trips include overnight stays ranging on average between 3 and 10.4 days. It is

important to note that TOT is paid entirely by overnight lodging guests. The 2013 Dean Runyon study documents the discrepancy

in spending and length of stay between day and overnight visitors. Although 42% of visitors are day visitors, they contribute only

14% of all visitor-days and 11% ($55 million) of total visitor spending. In contrast, overnight visitation accounts for the

3Error! Bookmark not defined.

remaining $432 million of visitor spending.

Additionally, overnight visitors arriving by air provide 28% of total visitor spending and stay and average of 5.5 days. From 2003

to 2012, nearly one-third (32%) of total visitor spending was attributable to those who traveled by air.?
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Figure 10: State/Country of Residence
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Visitor-Days in the North Lake Tahoe Area

Visitor-Trips to the North Lake Tahoe Area by Type of Accommodation, 2012
by Type of Accommodation, 2012 (Thousands)
{Thousandk)
Campground __Day
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36
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Source: Dean Runyan Associates

Source: Dean Runyan Associates

North Lake Tahoe Visitation by Type of Accommodation, 2012

Length
Ave. Daily Total Visitor Visitor- of Visitor-
Spending Spending Days Stay trips
(per person) (Million)  (Thousand) (Days) (Thousand)
Hotel/Motel/B&B $233 $204 876 3.4 257
Rented Condo/Home $204 $158 775 3.5 219
Private/\VVacation Home $69 $64 932 104 90
Campground $47 $6 125 3.5 36
Day Trip $126 $55 436 .8} 436
Total $155 $487 3,143 340 1,037

Source: Dean Runyan Associates
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North Lake Tahoe Visitation by Primary Mode of Transportation, 2012

Length
Ave. Daily Total Visitor Visitor- of Visitor-
Spending Spending Days Stay trips
(per person) (Million)  (Thousand) (Days) (Thousand)
Overnight Total $160 $432 2,708 4.5 601
Air $221 $137 618 5.5 113
Car $141 $295 2,090 43 488
Day Total $126 $55 436 1.0 436
Total (Overnight & Day) $155 $487 3,143 3.0 1,037

Source: Dean Runyan Associates

Visitor Spending in the North Lake Tahoe Area
by Primary Mode of Transportation, 2003-2012

Visitor Spending (Millions)
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Note: Spending on aitfare is not included in these total

spendingestimates.
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What this Means to North Lake Tahoe

Sidebar list:
¢ Target the domestic and international visitor segment that tend to arrive by air, stay longer and have a greater economic
impact.

* Improve connectivity to regional airports (Reno and Sacramento).

* Increase air service capacity to regional airports (Reno and Sacramento) to make travel to the area more attractive.

* Maintain high levels of repeat visitors from the drive market by encouraging investment in tourism-serving infrastructure and
ensuring high levels of customer service to satisfy expectations.

What do visitors do when they are here?

North Lake Tahoe offers a full range of recreation experiences. Recreational opportunities include hiking, camping, mountain
biking, golfing, boating and other water activities such as kayaking and paddle boarding in the summer and fall seasons.
Snowmobiling, ice-skating, alpine and Nordic skiing and sledding are popular in the winter and early spring.

Figure 4: Primary Purpose of Visit to NLT

Visit friends/family T—_ 7%
Recreation/generatvacation [N 36%
Combined business/pleasure JIIll 6%

Special event/festival - 5%
Business {meeting/convention/etc.} ‘- 3%
A

Other !I 1%
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Percent Responding

Source: RRC 2014 Visitor Research
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In 2013, over 300,000 people participated in North Lake Tahoe events, many focused on the scenic landscape, recreation and

human powered sport events such as those listed below.*

e C(Carve Tahoe

* Rahlves’ Banzai Tour

* 2014 Nature Valley U.S. Alpine Championships
* O'Neill Cup Standup Paddle Board Race

* America’s Most Beautiful Bike Ride

* Adventure Sports Week

* Concours d’Elegance Wooden Boat Show

* Ta-Hoe-Nalu Paddle Festival

* Tahoe Mountain Sports Pro/Am Disc Golf Tournament
*  Tough Mudder

*  Wanderlust

* lIronman Lake Tahoe

In addition to human powered sport events, cultural tourism has grown in popularity. Music events flourish throughout the region
with free music concerts taking place more than three times a week throughout summer. Wine and culinary events such as the Lake
Tahoe Autumn Food and Wine Festival draw visitors as well as residents and the locally grown food and beverage movement is

attractive due to the nearby western Placer County agriculture and viniculture.

Approximately 5% of visitors travel to North Lake Tahoe primarily for a special event or festival. Even more are likely to attend an
event as part of their trip — 41% of respondents identified having attended events in 2012 and 2014.*® Special events, including
human powered sport events, are a driver of visitation and have helped fill hotel rooms and attract visitor spending — often
increasing occupancy in the spring and fall. Human powered sport events are also beneficial to the local area as they fit the local
culture, have relatively low environmental impact, are popular with visitors and locals and tend to foster "multiple” visits as some

49



2015 North Lake Tahoe Tourism Master Plan

visitors may train in the high-altitude environment while others enjoy training where past athletes have competed. Event

participants and attendees contributed to the $167 million in recreation spending in 2012.3

Total Visitor Spending in the North Lake Tahoe Area
by Type of Commodity, 2012
i Millions)

Retail &

Source: Dean Runyan Associates

Visitor spending trends confirm the popularity of recreation in the area. Recreation accounts for the largest expenditure sector at
an average of 34% ($167 million) of a vacation spend. Visitors spend close to $500 million annually. This is a significant jump from

2003, when visitors spent $330 million. The chart below illustrates visitor spending trends since 2003:3

* 2003: $330 million *  2012: $490 million
*  2009: $410 million
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North Lake Tahoe Visitor Spending, 2003-2012
Direct Impacts Only

2003 2005 2007 2009 2010 2011 2012
Spending by Type of Accommodation ($ Millions)

Hotel/Motel/B&B 116.2 126.0 139.1 151.1 193.8 203.9 204.2
Rented Home/Condo 111.2 1203 1324 141.7 150.1 158.1 158.0
Private/Unpaid 55.5 57.9 60.8 61.3 61.9 63.4 64.1
Day & Campgrounds 47.5 50.2 53.8 57.3 58.3 60.6 60.9
Total Spending 330.4 354.5 386.0 411.3 464.1 486.0 487.3
Spending on Accommodations ($ Millions)
Hotel/Motel/B&B 33.6 36.0 39.2 39.1 57.0 59.7 60.1
Rented Home/Condo 419 449 489 488 506 530 53.3
Accomm. Spending 75.5 80.9 88.1 879 1076 1127 113.4
Spending on other Commodities ($ Millions)
Food & Beverage 67.7 74.9 84.0 9.4 1100 1159 117.6
Recreation * 123.0 129.8 138.6 1493 162.2 167.8 167.1
Retail & Other 64.1 68.9 75.4 77.7 84.2 89.6 89.2
Other Spending 2549 273.6 2979 3234 3565 3733 373.9
Spending on all Accommodations and Commaodities ($ Millions)
Accomm. Spending 75.5 80.9 88.1 879 107.6 1127 113.4
Other Spending 2549 273.6 2979 3234 3565 3733 373.9
Total Spending 330.4 3545 3860 4113 464.1 486.0 487.3
Spending by Primary Mode of Transportation ($ Millions)
Air 99.5 1074 117.8 126.7 145.8 153.2 153.4
Ground 230.8 247.1 268.2 2846 318.2 332.8 333.8
Total Spending 330.4 3545 3860 411.3 464.1 486.0 487.3

Note: Report details may not add to totals due to rounding.
* Spending on recreation includes campground fees.
Source: Dean Runyan Associates

According to the RRC 2014 summer intercept survey, 36% of visitors described the primary reason for their trip as

recreation/general vacation. Overall participation in the activities is shown below: *®
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Figure 6: Participation in Activities on Trip
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Source: RRC 2014 Visitor Research

The Class | multiuse trail system supports the types of recreation activities visitors’ desire and provides 23 miles of off-highway
trails. Although trail connections exist, there are several "missing links” in the system which either forces users into the roadway

or to turn around. The Rails-to-Trails Conservancy has documented the link between bicycling and walking trails and an increase
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in tourism dollars. For example, trails and bikeways in Pittsburgh, Pennsylvania contributed significantly to downtown

revitalization, including millions of dollars in economic development.*

What this Means to North Lake Tahoe

Sidebar list:

* (Capitalize on recreation assets.

* Recognize the recreation market is multifaceted, including a range of visitors looking for everything from hard core
experiences to those looking for more moderate and casual experiences and gather data to understand the different
visitors and their specific needs and wants.

* Invest in facilities to set North Lake Tahoe apart from other destinations as a human powered sport events center.

* Complete the trails system to provide desirable recreation infrastructure.

* Develop a range of additional recreational amenities to maintain competitiveness.

¢ Differentiate North Lake Tahoe events from other regional events.

* Brand North Lake Tahoe as a world class location for training and events and market to visitors who may want to “walk-in
the footsteps” of other athletes or train in an area recognized by top athletes.

Where do visitors stay when they are here?

Visitor accommodations vary from Hotel/Motel/B&B, Rented Condo/Home, Private/Vacation Home, and Campgrounds. About
two-thirds of all housing units are vacation homes, condominiums and time-shares in the North Lake Tahoe area. As the data
below shows, the greatest expenditures come from those staying in Hotel/Motel/B&B, generating 47% of total visitor spending in

North Lake Tahoe.?
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North Lake Tahoe Visitor-Days by Type of Overnight Accommodation, 2012

Total

Ave. Daily Visitor
Spending | Spending | Visitor-Days | Persons | Inventory | Occupancy
Accommodation (per person) | (Million) | (Thousand) | per Unit | Estimate Rate
Hotel/Motel/B&B $233 $204 876 2.0 2,000 60%
Rented Condo/Home $204 $158 745 3.0 1,550 46%
Private/\Vacation Home $69 $64 932 2.5 14,550 7%
Campground $48 $6 125 3.0 500 23%

Total Overnight $160 $432 2,708

Note: Occupancy rate was calculated based on estimated visitor spending and accommodation

inventory.

Inventory estimate for private/vacation home represents the total of vacant single-family residential,
condominium, and time-share housing units not included as rental property above.
Source: Dean Runyan Associates.
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Visitor-Days in the North Lake Tahoe Area
by Type of Accommodation, 2012
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Source: Dean Runvan Associates

North Lake Tahoe’s lodging options include a mix of a few larger high end properties along with a number of smaller motels and a
high concentration of vacation rental homes. The supply of midrange or branded hotels, which provide global marketing, is
limited and puts the destination at a disadvantage against most of the previously described winter and summer competitive
destinations, with the exception of Mammoth Lakes. Despite the limited, aged lodging stock at the lakeshore, occupancy

rates are generally healthy showing a desire to stay at the lakeshore notwithstanding the older accommodations.
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North Lake Tahoe Hotel Occupancy Rates

Hotel Occupancy Rates

Item 2012 [1] 2013 2014 [2]
Tahoe City & West Shore 57% 65% 69%
Tahoe Vista, King's Beach & Incline Village 70% 78% 81%
Squaw Valley 73% 70% 73%
Other Vacation Rentals 36% 52% 52%
Total 59% 66% 69%
barometer

Source: North Lake Tahoe Resort Association; EPS.

[1] Only records data from February 2012 through December 2012.

[2] Only records data from January 2014 through August 2014.

The improved lodging base located just outside of the Tahoe Basin has significantly affected occupancy and TOT revenue at the

lakeshore. Significant private investments have occurred within the mountain villages at Northstar and Squaw Valley in the last

decade totaling over $100 million and future development plans, including the Homewood expansion, are estimated to be more

than twice that investment. For a number of reasons, including the cost to develop and the challenging regulatory environment,

lakeshore properties and products have experienced a much harder time in raising and attracting capital to invest in needed

property upgrades.

The discrepancy of TOT revenue in the Tahoe Basin versus the mountain areas affirms the need for new or redeveloped quality

lodging at the lakeshore. In contrast to the investments made in mountain area accommodations, most of the lodging stock
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located inside the Tahoe Basin was constructed before 1970. Some property redevelopment has occurred over the years, but the
challenging regulatory environment and market risk factors create uncertainty, reduce potential investment returns and provide a
disincentive for upgrading and redeveloping property. These factors must be overcome to level the playing field of
accommodations in the mountain villages and at the lakeshore.
TOT Revenue Comparison
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Tahoe Basin ====Squaw Valley and Northstar
Source: EPS

What this Means to North Lake Tahoe

Sidebar list:

* Reinvest in and redevelop lodging products at the lakeshore.
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* Develop branded properties at the lakeshore which are attractive to the market segment.
¢ Simplify the approval process to allow for redevelopment that will achieve environmental gains for Lake Tahoe.
* Effectively communicate private lodging offerings and values.

How do visitors get here?

Overall, the majority of visitors (81%) arrive by private automobile. However, those that arrive by air service (21%) have a
higher average per day expenditure, a longer length of stay and generate 28% of the total overnight visitor expenditures.
From 2003 to 2012, the amount of visitor spending attributed to those who traveled by air increased by 54% from $99.5 million to
$153.4 million Errort Bookmark not defined. T o PRC 2014 visitor survey reconfirms the higher average spending from visitors arriving by

air.*®

North Lake Tahoe Visitation by Primary Mode of Transportation, 2012

Length
Ave. Daily Total Visitor Visitor- of Visitor-
Spending Spending Days Stay trips
(per person) (Million)  (Thousand) (Days) _ (Thousand)
Overnight Total $160 $432 2,708 4.5 601
Air $221 $137 618 5.5 113
Car $141 $295 2,090 4.3 488
Day Total $126 $55 436 1.0 436
Total (Overnight & Day) $155 $487 3,143 3.0 1,037

Source: Dean Runyan Associates
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Visitor Spending in the North Lake Tahoe Area
by Primary Mode of Transportation, 2003-2012
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International | California |Yes No Bay Area[California
What do you estimate that |Under $100 20%) 19% 7% 7% 12%)
you and your immediate  [$100 - $299 25%) 15%| 3% 20% 18%| 12%|
travel party will spend in  ]$300 - $499 12%| 11%| 6%| 13%| 16%| 13%|
total while in North Lake $500 - $699 11%) 9% 16%) 15%) 16%) 7%
Tahoe? $700 - $999 4%) 8% 10%) 10% 7%) 11%
$1,000 - $1,999 18%) 11%| 23%| 12%)| 15% 17%|
$2,000 - $2,999 5% 10%) 16%) 7% 8% 11%)
$3,000 or more 2%) 11% 23%| 11%) 6% 15%)
Don’t know/not sure 5% 5% 3% 5% 6%) 2%
Total 100% 100% 100% 100%) 100% 100%)
Average $678 $1,058 | $ 1,802 |$ 1,070|S 976|S 1,307
Median $400 $650 | S 1,500|S 600|S 600)|S 950
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Source: RRC Associates

Two airports service most of the area’s travel from within the continental U.S.: Reno-Tahoe (RNO) and Sacramento (SAC). The

Reno-Tahoe airport is a one hour drive from North Lake Tahoe and the Sacramento airport is approximately a two hour drive.

Travel from the Reno-Tahoe airport to North Lake Tahoe is not overly difficult, but the airport lacks a variety of direct flights to

major cities, particularly on the East Coast. International travelers visiting North Lake Tahoe tend to use San Francisco (SFO)

airport or Los Angeles (LAX).

From 2005 to 2013, passenger service at the Reno-Tahoe airport declined. The number of direct flights decreased by 25%

and daily departures decreased by 32%. Since 2004/2005 Reno-Tahoe’s air service capacity decreased 45% and the total

passenger count declined 39%. This has led to domestic out-of-region visits to Lake Tahoe being down 40% since 2004/2005

in comparison to an overall 4% decrease of out-of-region visits for other western resorts.*
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Trend Analysis: All Western Resorts Trend Analysis: Lake Tahoe Area
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The Reno-Tahoe Airport provides direct service to 15 locations. Other flight destinations in the continental U.S. require at least
one stop.” To address these issues, the Reno-Tahoe Regional Air Service Committee (RASC) is focused on increasing air service
to the Reno-Tahoe airport. These efforts are coordinated through a regional cooperative effort that includes destination

marketing organizations (DMO's), hotel properties, industry organizations and the Reno-Tahoe airport.

Opportunities exist to leverage increased air service in addition to maintaining current air service routes. Jet Blue is offering a
nonstop flight from New York and the airport has also added nonstop service from Guadalajara, Mexico on Volaris Airlines.

Similar efforts from the consortium of regional business entities are continuing to work to increase air access.
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Flights from Reno-Tahoe International Airport
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Source: Reno-Tahoe International Airport

Few alternative transportation opportunities exist to connect regional and international airports to North Lake Tahoe without the
use of a private car. Eighty-three percent of North Lake Tahoe visitors arriving by air reached the area by rental car in 2014.*® This

is up from 2012 where 67% of respondents identified use of a rental car to travel to North Lake Tahoe from the airport.*
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In addition to various taxi and limousine services, the North Lake Tahoe Express shuttle, managed by a private contractor,
provides service from North Lake Tahoe to the Reno-Tahoe International Airport. The shuttle makes 12 to 18 runs a day

depending on the season. Over the past few years, service has been cut and ridership has been low.

How do visitors get around once they are here?

The majority of visitors (80%) arrive by private automobile® and the primary roadway network consists of three state highways
that loop Lake Tahoe. Due to topographical constraints, the overall road network is very limited, with little in the way of alternate
routes. Access into the Placer County portion of the Tahoe Basin is via two connector highways from Interstate 8o and the Town
of Truckee. Although public transit has continued to improve, the road system and broad geographic layout of North Lake Tahoe
make it challenging to provide a coordinated, efficient way for visitors to get around once at Lake Tahoe. A Cross Lake Ferry
project by the Tahoe Transportation District would provide more direct access from North Lake Tahoe to South Lake Tahoe. In
addition to the Tahoe Area Regional Transit (TART) bus service, visitors have several transportation options for mobility,

including:

* Private automobile

* Rental cars

* Taxiservice

* Limoservice

* Free nighttime shuttles (seasonal)
*  Winter skier shuttles

* Resort shuttles

* Bicycle and pedestrian trails
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A review of six comparable western resort areas shows those destinations provide a substantially greater level of transit service,
allowing for higher levels of ridership and economic and environmental benefits. Trends show the growing importance of a clear
and easy-to-navigate transportation system. Increasingly, resort visitors are expecting that they will not need a car to enjoy a
well-rounded vacation experience.”® Annual vehicle service hours is a good indicator of level of transit service. This metric is
measured as an aggregated sum of the total number of hours each transit vehicle is in service per year. As a comparison, North
Lake Tahoe is 31% of the peer average for hours of service and 17% of the peer average for annual ridership. In Mammoth Lakes,

40% of skiers get to the lifts on the bus.*
Overall, peer transit systems include the following:*

* Provide more frequent service

* Do not charge fares in at least a portion of their service area

* Serve three to 10 times more transit passengers per year

* Dedicate between 34% to 410% more annual funding to transit per year (with the exception of Mammoth Lakes)

Annual Vehicle Service Hours (the number of hours per year transit service is provided)
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Annvual Transit Ridership
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A review of comparable destinations shows quality transit service has become a key element of the destination resort experience,
with comparable resorts developing “frequent, fun, and free” transit services. Additionally, transit serves visitors, local residents
and employees commuting from within or beyond the primary resort area. With the exception of Mammoth Lakes, the
comparable destinations dedicate much higher levels of annual funding to transit — ranging from 34% to 410% more. Three

primary motives have driven development of resort transit service:*

* Visitors have become increasingly accustomed to free and fast connections between lodging areas and resort

destinations.
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* Aneed exists to provide employees an efficient and cost effective alternative to reach the resort without adding to traffic
congestion or increasing the demand for parking.
* Reducing automobile trips within and around the resort core greatly enhances the visitor experience and reduces the cost

of constructing and maintaining expensive parking structures.

A North Lake Tahoe/Truckee Transit Vision (Transit Vision) has been developed for North Lake Tahoe that contemplates free
passenger service for the entire resort triangle from North Lake Tahoe to Truckee. Improvements include 30-minute service along
the west shore in the summer and winter and year-round evening service. New technologies would be incorporated to improve

convenience.

What this Means to North Lake Tahoe
Sidebar list:

* Collaborate with the Regional Air Service Committee to enhance air service capacity at the Reno-Tahoe airport.

* Grow the capacity to draw domestic and international visitors.

* Increase flights from key markets to improve domestic and international visitors as well as increase their length of stay and
potential spending.

* Improve alternative transportation modes such as transit and complete the trail network to enhance the visitor’s
experience and to be environmentally conscious.

How do our visitors get information? What's the best way to reach them?

Visitor Centers serve many travelers in North Lake Tahoe. From 2009/2010 to 2014/2014 visitation to North Lake Tahoe visitor
centers increased 238% from 17,000 to 57,450."° Although many visitors use the Internet to access information, it is clear

that visitor centers still work to provide information to visitors.
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Visitor touch points include:

* Visitor centers in Tahoe City and Kings Beach

* Visitor information displays and materials in Reno, Truckee and Auburn
* Lodging properties’ front desk/concierge

» Official visitor guides

e GoTahoeNorth.com Web/mobile

* Informational guides

TOTAL VISITORS ALL CENTERS

16,994

(Maja, include 2013-2014: 57,450 visitors & 2014-2015: 48,332 visitors)
Source: NTLRA

The visitor centers, online presence and supporting materials and guides provide details on events, lodging, dining, shopping,
recreation destinations, trails, transportation, conferences and wedding venues. Visitor questions are not formally tracked, but

NLTRA has noted an increased demand for requests for multiuse, large group venues at Lake Tahoe.
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Tech-savvy consumers are connected 24/7. Traffic on GoTahoeNorth.com increased 30% between 2008 and 2013.>> From
desktop travel research to travel-friendly mobile applications and user-generated review sites, the consumer now has more

information at their fingertips than ever before.

In addition, social media and social communication have become major players in the tourism industry. As consumers look more
and more toward word-of-mouth recommendations, the social media landscape has become ingrained in the travel industry tool
kit as a way to leverage user-generated information. According to Mobile Marketing, in 2014 52% of domestic travelers used a
mobile device to book travel and 17% of all global Web traffic was from a mobile device. Nationwide, 65% of mobile customers on

Orbitz are booking hotels for the same day and currently 30% of all Las Vegas hotel bookings are made on mobile.*®
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A lot of planning, inspiration and booking
starts on mobile

Tablets are most often a starting point Smartphones are the most common
for shopping and trip planning starting place for online activities
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The graph below indicates the increase in mobile usage in research and planning stages for visitors booking a North Lake Tahoe

visit. While desktop bookings decreased over this period from 67.5% to 56.2%, mobile usage increased from 19.8% to 28.8%.

Tablet use also increased, although at a slower pace.*
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1. M desktop Jul 1, 2013 - Jun 30, 2014
Jul 1, 2013 - Jun 30,
2014 455,600 56.22%
Jul 1, 2012 - Jun 30,
2013 611,606 67.50%
2. ® mobile 28.8%
Jul 1, 2013 - Jun 30,
2014 233,452 28.81%
Jul 1, 2012 - Jun 30, 179,451 19.81%
2013 Jul 1, 2012 - Jun 30, 2013
3. M tablet
Jul 1, 2013 - Jun 30,
2014 121,312 14.97%
Jul 1, 2012 - Jun 30, 114,993 12.69%

2013

2014 GoTahoeNorth.com Web analytics
The rise of Airbnb and similar sharing markets is a growing national and regional trend. As of September 2015, Airbnb included
over 300 vacation rentals in the North Lake Tahoe area. This industry trend toward Airbnb-type rentals could impact TOT
revenues if revenues from the stays are not captured. Other communities have investigated legislative control and have approved
ordinances to make it possible for sharing platforms to collect and remit taxes on behalf of hosts and guests. Providing consistent
visitor information to the various rentals also poses a challenge because of the need to continually check for additional providers

and coordinate with numerous individual property owners.
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What this Means to North Lake Tahoe

Sidebar list:

Develop regional marketing and visitor information strategies for North Lake Tahoe and its individual businesses targeting
visitors who book through mobile and other devices.

Identify the visitor’s information needs and ensure the appropriate materials are available.

Provide clear and consistent messaging to communicate the North Lake Tahoe brand.

Coordinate with lodging facilities to ensure employees are ambassadors for North Lake Tahoe and are able to provide up-
to-date information to guests.

Ensure mobile and Web-based information and bookings are consistent, clear and easy to use.

Use technology to reinforce traditional wayfinding to enhance the overall experience.
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CHAPTER 3: FUNDING CONDITIONS
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CHAPTER 3| FUNDING CONDITIONS

Placer County, in coordination with NLTRA, has undertaken development of the 2015 Tourism Master Plan to refocus its vision

and strategies in order to effectively meet the demands of the ever-changing world.

Economic Trends

The Great Recession and Economic Recovery

From 2007 to 2011, the travel industry experienced the worst downturn since the Great Depression. Business travel was impacted
as companies tightened budgets and reduced their workforce. Consumers pulled back on discretionary spending as employment
layoffs and furloughs were implemented. Construction, which drives much of the economic growth in the United States, stalled

as consumers were hesitant to take on more debt as the banking industry pulled in the credit reins.

National Economic Recovery
According to DestiMetrics, national recovery trends were cautiously optimistic throughout 2014. As of June 2015 DestiMetrics

noted that the markets were continuing to be cautious but consumer confidence was increasing significantly.”’
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Monthly indicators from the June 2015 DestiMetrics show the following:

]

The Consumer Confidence Index increased 7.2% in June 2015, gaining 6.8 points and closing at 101.4 points. This
was the second-sharpest increase in the previous 24 months and puts the index back above the 100-point mark.
Consumers cited feeling better about short-and long-term prospects for employment and the business
environment.

The Dow Jones industrial average decreased somewhat during June 2015, losing -2.2% or 391.2 points, closing at
17,619.51 points. This is the sixth decrease in the DOW in the past twelve months and the third in 2015. Markets are
reacting to geopolitical instability in both Asian (China) and European (Greek) markets. The Dow is currently 4.7%
higher than June 2014.

National Unemployment Rate decreased 2/10 of one percent from 5.5% to 5.3% in June 2015 with employers
adding 223,000 jobs to payrolls. However, the positive rate news is offset by the decline in the workforce
participation rate which is now at its lowest level in 38 years which raises concerns about a shrinking workforce.

California Economic Recovery

California’s GDP grew by 2.8% in 2014, outpacing the national growth rate of 2.2% and making California the world’s eighth

largest economy.*® Unemployment levels are equal to or less than pre-recession levels in all regions of the state except

Sacramento which is anticipated to reach those levels soon.*® Fortunately for Lake Tahoe, the predominant visitor origination

areas of San Francisco, San Mateo and Marin counties have done the best in terms of economic recovery.
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North Lake Tahoe Economic Recovery
In spite of a four-year drought that has impacted the area’s ski seasons, North Lake Tahoe experienced record collections of TOT
in 2012-13 of $11,686,906 and $11,982,996 in 2013-14. TOT collections continue to exceed the pre-recession peak amounts

(2007/2008 TOT of $9,244,712) collected in the region. *

The calendar year of 2013 also saw record setting collection of sales tax in North Lake Tahoe of $2,607,051. However, sales tax
collections dropped to $2,397,297 in 2014. Although the 2014 sales tax total is less than the $2,410,928 collected in 2007, there

are still signs of a strong tourism recovery with a 29.6% TOT increase over pre-recession numbers.>

In-Market Conditions

Ski area ownership partners have made significant investments in the region, elevating the skiing, recreation, retail, lodging and
real estate products. Lakeshore communities lack the same level of private investment that is being made in the surrounding
mountain resorts. While lakeshore communities enjoy the amenity of Lake Tahoe, they are falling behind in retail and lodging
products as evidenced by stagnant and falling sales tax and TOT in these geographic areas. Private investment in lakeshore
communities is constrained by complex, unpredictable entitlement and environmental restrictions. In addition, development at
Lake Tahoe is expensive. For example, outside of the Tahoe Basin a structured parking space costs approximately $25,000 per
space. The cost per space within the Tahoe Basin is $75,000. A short construction season and other locational factors add to

project costs.>
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TOT Revenue Comparison
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Existing Resources for North Tahoe Market

The promotion of a tourism destination in California comes with unique considerations. The burden on local funding and the private
sector to support tourism infrastructure has increased over the years due to reduced state budgets and the elimination of
redevelopment agencies. Traditionally in California, the primary source of local tourism promotion funding is the TOT. However, in
most jurisdictions TOT is not dedicated to tourism promotion, as it is in other states. More frequently, TOT is used as part of a local

government’s general fund, where it is subject to competition with other non-tourism uses.
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The amounts and conditions under which TOT is provided to support tourism vary considerably, usually the result of a contractual
agreement between the county or city and a local destination marketing organization (DMO). Such a contractual agreement exists

between Placer County and NLTRA. This agreement is annually reviewed and approved by both the County and NLTRA.

Threats to available tourism funding could occur in the future as the amount of TOT available for eastern Placer County tourism
may be reduced in times of economic downturn or reduced County resources. The TOT may be earmarked for more general uses

within the County instead of tourism.

Eastern Placer County Transit Occupancy Tax

Currently, TOT for the North Lake Tahoe area is 10%, which includes the additional 2% which is strictly for use in eastern Placer
County. In 2002 and 2012 voters approved continuation of the additional 2% TOT for the purpose of investing in capital projects
and services to support tourism within eastern Placer County. Specifically, the additional funds are to be used to reduce traffic
congestion/tourist impacts; support transportation services; build/maintain local bike trails, parks, indoor recreation opportunities,

sidewalks, and beaches; and provide other public services.

Between 1996 and 2012, eastern Placer County collected $30 million from the 2% TOT. The money was used to secure matching
grant funds from state, federal, county and local sources to generate $160 million dollars®® to support public improvement projects

and services that could not otherwise have been afforded.frr Bookmarknotdefined. iy tha past years, TOT funds have helped:

* Build Bike Trails: West Shore, Midway Bridge to Squaw Valley, Tahoe City Lakeside, and those being planned on the North
Shore, Northstar/Martis Valley, and along the Truckee River

* Improve Public Parks and the Lakeshore: Squaw Valley Community Park, Commons Beach, Tahoe Vista Recreation Area
and Heritage Plaza

* Support Public Infrastructure: Tahoe City and Kings Beach sidewalk projects, North Tahoe Events Center, Tahoe Maritime
Museum and the Historic Fish Hatchery Interpretive Center
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* Increase Transportation Services: Tahoe City Transit Center, airport shuttle, free seasonal nighttime shuttles and bus
shelters

n 30Error! Bookmark not defined.

From 2011-2014 total TOT collection in eastern Placer County exceeded $11 millio As state and federal

infrastructure funding has declined, larger amounts of TOT funds are being allocated to transportation projects and services.

Current TOT Funding Allocations

* Sixty percent of the total TOT collected in eastern Placer County is allocated to the community to fund agreed-upon
marketing, transportation and infrastructure programs and projects. Placer County uses approximately 20% of these funds
to pay for county services that improve the visitor experience such as transit services, expanded snow plowing, expanded
sheriff services, traffic management and beach maintenance.

* Oftheremaining TOT that is allocated to the community after county services are paid for, 40-45% is used for marketing
and sales and visitor information services.

* Transportation and project development and maintenance divide up the remaining 55-60%.

Overall, TOT revenues have increased in totality and on an inflation-adjusted basis over the past 20-year period. Sales tax has
remained flat, however, showing only a slight increase over that same time span. As described previously, there is a discrepancy
between the amount of TOT collected at the lakeshore and the amount collected in the mountain resorts such as Squaw Valley and

Northstar. The resorts recognize significantly more overall TOT revenue as a total percentage.

78



2015 North Lake Tahoe Tourism Master Plan

1990-2013 Inflation-Adjusted TOT Data vs. Sales Tax

14,000,000
$11,982,996
12,000,000

10,000,000

8,000,000

——TOT

Amount $

——Inflation-Adj. TOT
6,000,000

Sales Tax

4,000,000

$2,391,544

2,000,000 -

20032004 20042005 20052006  2006-2007  2007-2008 20082009 20092010 20102011 20112012  2012-2013 2013-2014
Year

Source: NLTRA

TOT is paid entirely by overnight lodging guests. Therefore, on the surface, TOT appears to be an ideal method of funding for the
needs and impacts of a visitor-based economy. However, there is a point at which the visitor may consider the TOT to be excessive
or the rate becomes noncompetitive when compared with other destinations. Additionally, some lodging providers may believe
that it is unfair for one segment of the economy to provide funding for the solutions that benefit many others. In any case, TOT

alone may not provide sufficient revenues to meet all of the identified or agreed-upon needs.
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Many comparable destinations have equal or greater TOT percentages and sales tax rates. North Lake Tahoe (eastern Placer

County) TOT is 10% with a 7.5% sales tax. Following is a list of comparable destinations’ TOT percentages and sales tax rates:

Destination T0T
North Lake Tahoe (eastern Placer County) 10.0%
Vail, CO 9.8%
Aspen, CO 11.3%
Park City, CO 10.35%
Avon, CO 12.4%
Sun Valley, ID 12.0%
Telluride, CO 12.4%
Napa, CA 12.0%
Anaheim, CA 15%
Palm Springs, CA 13.5%
Del Mar, CA 13.0%
Mammoth Lakes, CA 13.0%
Truckee, CA 10.0%

Sales Tax
7.5%
8.4%
9.3%
7-95%
8.4%
8.0%
8.4%
8.0%
8.0%
9.0%
8.0%
8.0%
8.125%

For many years tourism promotion by DMOs has been primarily funded by the collection of TOT. Tourism promotion funding is

often allocated based upon competing budget priorities, often against programs such as police and fire protection. Despite

competing priorities, many tourism promotion organizations have been able to maintain and in some cases increase funding levels.

Unfortunately, not all tourism promotion organizations have been able to maintain their budgets through the use of TOT alone.

Status of Funding Resources

The current status of tourism and infrastructure funding resources for North Lake Tahoe at the Federal, state and local level is

described below.
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Federal Levels

State Level

Local Level

Federal program revenues (such as the Lake Tahoe Restoration Act (LTRA) and Moving Ahead for Progress in the
21st Century (MAP 21)) and other programs for funding transportation and environmental improvements have been
threatened in recent years. In the case of MAP 21, funding mechanisms and other priorities have depleted this fund
and congress continues to debate how to fund transportation and roads in the future.

Tahoe Transportation District (TTD) has been successful in acquiring grant funds from the Federal Lands Access
Program (FLAP). Twenty-five million dollars was granted for the Fanny Bridge project, Meeks Bay Trail and Dollar
Creek Trail in 2012.

State revenues are diminishing or being depleted due to recent recessionary times and cyclical weather and climate
changes affecting the region. A statewide drought emergency was issued in January 2014 and in April 2015 Governor
Brown issued an Executive Order exacting restrictions to reduce water consumption by 25% statewide.

Southern Nevada Public Lands Management Act (SNPLMA) funds, which had provided needed project funding
matches, have been depleted.

Collections of the “gas tax” on automotive fuel, which helps to fund road improvements and transit, have been
declining due to more fuel-efficient vehicles.

Governor Brown dissolved all redevelopment districts in 2012, causing Cities and Counties to divest their assets and
redistribute funds back to the special districts and schools. Redevelopment districts were previously formed in the
Tahoe City and Kings Beach areas, funded through Tax Increment Financing, after a determination of blight. These
districts were successful in acquiring property for public and private use. Redevelopment funds are no longer
available to help with more expensive environmental mitigation efforts or redevelopment efforts. Legislation to
create some form of tax increment financed district that would exclude schools has resulted in Enhanced
Infrastructure Financing Districts.

Public Sector Funds

Support of local measures provides an indicator of what improvements and facilities residents may or may not
support. North Lake Tahoe should remain mindful of what has been previously approved and the level of community
support for the measure.

§ Measures Supported by Residents
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* Tourism and Infrastructure: In June 2012, voters approved a 10-year renewal of the additional 2%
eastern Placer County TOT with 84% voting in favor. One hundred percent of the additional 2% TOT
is obligated to be spent in eastern Placer County. Sixty percent of total TOT collections are allocated
to eastern Placer County.

* Trails and Bikeways: In 2014 Measure R for Trails, a % cent sales tax for trails and bikeways, passed in
Truckee with 76% voter approval and no organized opposition. This tax, which sunsets in nine years, is
anticipated to raise over $10 million by 2024.

§ Measures Not Supported by Residents

* Transportation: In the fall of 2000, a proposed ¥ cent increase in the sales tax in eastern Placer
County to be used for transportation projects, in the form of “Measure E” was voted down.

e The Kings Beach Commercial Core Improvement Plan, priced at $43,000,000, required a level of maintenance
commitment from local businesses before going forward. In 2012 Kings Beach businesses voted to form a Business
Assessment District (BAD) to assess themselves for general sidewalk maintenance such as snow removal and
cleaning. The BAD passed with approval from 69% of the property owners and will generate approximately $166,000
annually.

e Working collaboratively to leverage funds and determine the need and support for other funding sources will be
important to effectively redevelop the lakeshore commercial areas.

Private Sector Funds

* Interestin private investments in the area is slowly returning. Developers are evaluating the market based on the
Regional Plan update and Area Plan progress. Over the past 15-20 years the majority of private investment has been
focused in the mountain villages and not in the Tahoe Basin. However, recent development interest in Tahoe City
and implementation of the Homewood project appears promising. Previously, regulatory impediments and
excessive development costs have stymied new investment in accommodations at the lakeshore. Implementation of
key policy initiatives and incentives are needed to encourage new investments that can provide lodging and
environmental gains.

e Local foundations such as the Tahoe Truckee Community Foundation and the Tahoe Fund have grant opportunities
for capital projects.
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Revenue Source Alternatives

Business Assessment Districts
A Business Assessment District is a financing mechanism which allows a district to collect special assessments to finance

improvements constructed or acquired by the district. Creation requires approval of a majority of landowners based on financial
obligations. Improvements that provide a direct and special benefit to the district can be financed; e.g., streets, sidewalks, curbs
and gutters, water, sewer, gas, lighting and drainage facilities. General public benefit facilities such as parks, schools, libraries and

administrative facilities may not be financed.

Community Service Areas
A Community Service Area (CSA) is, in essence, an improvement district in which certain infrastructure improvements can be

funded by special assessments paid for by the owners of properties that benefit from the improvements. Placer County has in place

a designated County Service Area that covers the entire county.

A specific CSA could be designated in the North Lake Tahoe area by the Placer County Board of Supervisors, allowing revenues to
be raised and expended within the boundaries of the designated CSA. Although theoretically possible, it would be difficult to
impose an improvement zone without a vote of support of the property owners within the CSA. Revenues would likely be best

suited for limited types of public improvements, such as street improvements.

Enhanced Infrastructure Financing Districts
In response to the dissolution of California Redevelopment Agencies, Senate Bill 628 passed in the fall of 2014 to allow for the

creation of Enhanced Infrastructure Financing Districts (EIFDs) within a city or county. EIFDs allow for Tax Increment Financing of a
broader scope of revenues (excluding school districts) and for a broader group of objectives including infrastructure, environmental

mitigation and economic growth strategies. Funds may be used to finance the construction or rehabilitation of a variety of public
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infrastructure and private facilities. Examples include parking, transit facilities, parks and open spaces, and projects which
implement a sustainable-communities strategy. Specific requirements must be met before creating an EIFD for entities, such as

Placer County, that previously had a redevelopment agency.

Tourist Business Improvement District Funding
A Tourist Business Improvement District (TBID) is a reliable source of funding typically generated by an assessment on lodging

stays within a destination. The funds can then be used for marketing efforts designed to increase occupancy and room rates for

lodging businesses. The collected funds are used to provide services desired by and directly benefiting the businesses in the district.

To create a funding source that cannot be allocated for other purposes, many tourism communities are implementing a TBID which
is having an impact on the tourism promotion landscape. These communities are planning to develop TBIDs as a hedge against

potential future budget reductions that would threaten tourism-based economies.

TBID has become a major source of tourism funding. There are now approximately 88 destinations in California using TBID funding.
Each of the California regions in North Lake Tahoe’s summer comparable set are funded by TBIDs and use this form of tourism

promotion funding either in conjunction with general fund promotional contributions or by themselves. 3*
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TBID Funding Region TBID Funding

Berkeley $375,000
Davis $90,500 Sacramento $5,200,000
Fairfield $400,000 San Francisco $27,000,000
Folsom $315,000 SanJose $1,500,000
Half Moon Bay $145,000 San Mateo $2,100,000
Healdburg $320,000 Santa Clara $600,000
Humboldt County $1,000,000 Santa Cruz County $1,140,000
Lodi $156,000 Santa Rosa $300,000
Marin $1,320,000 Sonoma County $2,000,000
Mariposa $920,000 Sonoma City $440,000
Mendocino County $600,000 South Lake Tahoe $1,800,000
Monterey County $3,500,000 Stockton $847,000
Napa Valley $4,000,000 Tiberon $44,000
Placer Valley $380,000 Tri-Valley $800,000
Rancho Cordova $580,000 Vallejo $300,000
Redding $380,000 Walnut Creek $300,000
Richmond $120,000 Woodland $83,000
$14,601,500 $44,454,000

Total $59,055,500

New tourism funding sources such as TBIDs will likely result in increased competition among tourist destinations as additional
revenues allow destinations to increase promotion. Destinations that create this new revenue stream and increase overall tourism

funding will have a distinct long-term competitive advantage over those funded by just TOT.

TBID formulas are often tied to growth and as more room nights are sold, more tourism promotion revenue is generated to foster
additional growth. This cycle is not replicated in a traditional TOT. When TOT collections increase, only a portion of the funds go

toward marketing as municipalities may prefer to use the funds for other pressing budgetary priorities. Over the long term,
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organizations funded by TBIDs will likely outpace those funded solely by TOT. The rise of the TBID as a funding source has changed
the competitive equilibrium of the marketplace as communities that have well thought out and funded TBIDs have a sustainable

competitive advantage over those destinations that do not have them.

Real Estate Transfer Tax
A Real Estate Transfer Tax can be assessed voluntarily by new developments and can be dedicated to services that benefit the

development. This might play a role in funding transportation and transit or amenities such as parks and trails.

Sales Tax Increase
Anincrease in the local sales tax has been previously considered for North Lake Tahoe. A proposed one-half cent increase was

submitted to area voters in fall 2000 and failed to gain sufficient voter support. An increase would be paid by both locals and
visitors. However, visitors would pay a higher portion of the levy since they contribute a greater proportion to the local economy.
The revenues generated could be directed through the local transportation district to fund transit, pedestrian and bicycle facilities,
traffic management and other transportation projects. The Placer County Transportation Planning Agency (PCTPA) is also

considering a countywide sales tax vote for transportation which could be used for trails, transit and/or road maintenance.

Local Governance

There is no municipality (city or town) in North Lake Tahoe’s central destination resort area in eastern Placer County, so
conventional municipal revenue sources and services are not available. The region is governed by Placer County, along with a

network of local and regional agencies, which collectively provide a range of local and regional services.
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Political/Geographic Boundaries
Further complicating local governance and the ability to focus resources on tourism promotion, the greater North Lake Tahoe

region includes portions of two states and four counties and includes one town (Truckee). The majority of North Lake Tahoe's
destination resort area is in Placer County, which extends westward toward Sacramento. The greater resort region extends north
into Truckee and Nevada County (California), eastward into Crystal Bay and Incline Village (Washoe County, Nevada), and south
along Lake Tahoe's western shore into El Dorado County. The result is seemingly unavoidable discontinuity, splintered funding
sources and a more complicated and laborious set of efforts required for communication and coordination. The multiple
jurisdictions and interested agencies and organizations often lead to further weaknesses in purpose and focus. Given these
constraints, the 2015 Tourism Master Plan should be shared with other Lake Tahoe area tourism development entities, with an eye

toward further coordination and combining resources when appropriate.

What this Means to North Lake Tahoe
Sidebar list:
* Maintain and strengthen North Lake Tahoe’s existing funding sources.
* Assess existing resources and their ability to meet goals and identify alternative additional funding sources or program
changes if needed.
* Analyze the competitive set’s marketing revenues and pursue opportunities to remain competitive.
* Advocate for private investment and County support of development projects at the lakeshore that provide visitor facilities in
conjunction with environmental gain.
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CHAPTER 4: VISION, GOALS + PRIORITIES
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CHAPTER 4 | VISION, GOALS + PRIORITIES

The purpose of the 2015 Tourism Master Plan is to create a blueprint for moving the tourism sector —North Lake Tahoe’s primary
industry and economic engine and one of the largest economic engines for Placer County — forward over the next eight years. The
2015 Tourism Master Plan builds upon the achievements from the previous 1995 and 2004 Tourism Master Plans and establishes a
vision with objectives that take into account changing trends and visitor expectations in order to provide a practical roadmap for

the future.

The research and data summarized in Chapter 1 through Chapter 3 describe the current national and regional market trends, visitor
profile and needs, and how North Lake Tahoe compares to other similar destinations. This chapter presents a summation of that
research and sets forth a plan for the future in order to realize North Lake Tahoe’s tourism vision. Community feedback on the
vision and objectives was gathered during the spring and summer of 2015 to develop a set of initial priorities. Similar to the
organization of the previous tourism master plans, the goals and objectives for moving forward are organized into the following

five key focus areas:

* Visitor Facilities + Experiences
* Transportation

* Marketing + Sales

* Visitor Information

* Resource Development
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2015 Tourism Master Plan Vision
The framework outlined in this 2015 Tourism Master Plan strives to position the region to achieve the following tourism vision:

North Lake Tahoe is known as the premier international mountain resort destination of the West. Visitors and
residents alike enjoy Lake Tahoe's iconic natural environment, exceptional built amenities, and diverse and
world-class experiences.

Criteria for Success
* Community Leadership: Local leaders and grassroots efforts can start and/or back initiatives, bring ideas to reality and
otherwise garner more support than public entities can achieve independently.
*  Partnerships and Coalitions: More can be accomplished when agencies, organizations, groups and businesses act together to
achieve mutually beneficial goals.
* Leveraging Resources: Fiscal and organizational resources are limited. As strategies and more specific action plans develop
to carry out the 2015 Tourism Master Plan, resources should be assessed and leveraged to prioritize objectives so they do

not come at the expense of other high priority projects.

Process + Methodology
The goals and objectives outlined in this chapter are based on careful analysis of the research, studies and review of current trends
outlined in previous chapters, real-world experience and direction provided by the 2015 Tourism Master Plan Task Force members,

and public feedback. Following is the process used to develop the 2015 Tourism Master Plan.
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*  2013-2014
o Visitor Surveys, Economic and Tourism Studies, Competitive Research and Analysis, Transportation Vision,
Economic Benefits Analysis, and Research and Analysis of International, National and Regional Tourism Trends
(Consultants)
o Draft 2015 Tourism Master Plan developed (Task Force)
* 2015
o Public Outreach Process
o 2015 Tourism Master Plan Finalized
o Placer County Board of Supervisors Approval

o Implementation (2015-2023)

Emerging Industry Trends

The research presented in the previous chapters cultivates an understanding of the macro-level trends in resort and tourism
industries as they relate to North Lake Tahoe and offers insight into how the industries have changed since the 2004 Tourism and
Community Investment Master Plan. Some of the significant findings influencing the 2015 Tourism Master Plan’s goals and

objectives include the following:

Visitor Activities
* Recreation is a primary driver of North Lake Tahoe visitor activities — 36% of visitors identify it as their primary purpose®®

and it accounts for the largest sector of expenditure at an average of 34% ($167 million) of a vacation spend,Fe" Beckmarknnot

defined.

* In 2013, over 300,000 people participated in North Lake Tahoe events.™
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* Human powered sport events are a driver of visitation and have helped fill hotel rooms and attract visitor spending — often
increasing occupancy in the spring and fall. Human powered sport events fit the local culture, have relatively low
environmental impact, are popular with visitors and locals and tend to foster "multiple” visits as some visitors may desire to
train in the high-altitude environment while others enjoy training where athletes have competed in the past.

* The Outdoor Industry Foundation estimates outdoor recreation (including human powered sport events) contributes $646
billion annually to the U.S. economy. Between 2005 and 2011, the market segment grew approximately 5% annually while
other sectors contracted.’

* According to the Global Wellness Institute, the global Health and Wellness tourism market (including spas, health resorts,
national and state parks, fitness centers, yoga studios and retreats, specialty restaurants and complementary medical
centers) grossed $439 billion in 2014 and is expected to grow by 55% to $678.5 billion by 2017. Wellness tourists spend, on
average, 130% more than the average tourist, 5" Beokmark not defined.

* Since the recession in 2008 destinations have increasingly focused efforts on special events to increase visitation. To be
competitive and distinguish North Lake Tahoe from other destinations, a range of events and supporting facilities must be
developed.

* Trails support the types of recreation activities visitors’ desire.

* NLTRA has noted the increased demand for multiuse, large group venues at the Lake.

* Destinations are looking for ways to distinguish themselves from competitors by attracting niche market segments and

providing a variety of authentic attractions and gathering spaces.
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Visitor Facilities

Nationwide, visitors have increased expectations for lodging, available activities and overall value and are more critical of
aging infrastructure.®

Although 2003/2004TOT revenues for the Tahoe Basin and mountain areas were comparable, 2013/2014 TOT revenues for
Squaw Valley and Northstar were almost $2 million more than those in the Tahoe Basin due to private investment and
construction of new lodging. The discrepancy illustrates the need for new or redeveloped quality lodging at the lakeshore.*
North Lake Tahoe’s supply of midrange or branded hotels, which provide global marketing distribution, is limited and puts
the destination at a disadvantage against most of its winter and summer competitive sets. Despite the limited, aged lodging
stock at the lakeshore, occupancy rates are generally healthy showing a desire to stay at the lakeshore notwithstanding the

older accommodations.

Visitors Economic Impact

Although 42% of visitors are day visitors, they comprise only 14% of all visitor-days and 11% ($55 million) of total visitor
spending. In contrast, overnight visitation accounts for the remaining 89% ($432 million) of visitor spending and only
overnight guests generate TQT 38ror! Bookmark not defined.

Almost 68% of North Lake Tahoe’s visitors come from California and Nevada with a majority driving to North Lake Tahoe
from northern California, the Central Valley and northern Nevada.*® Growth projections in this drive up market suggest the
need to reinvest in infrastructure and ensure high levels of customer service to satisfy expectations.

The long-distance domestic and international visitor segment tends to stay longer, has a greater economic impact and
arrives by air. From 2003 to 2012, nearly one-third (32%) of total visitor spending was attributable to those who traveled by

air 3Error! Bookmark not defined.
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Transportation

* Trends show that high quality transit service has become a key element of the destination resort experience. A review of six
comparable western resort areas shows several destinations provide a substantially greater level of transit service than
North Lake Tahoe, allowing for higher levels of ridership and economic and environmental benefits.*

* Theimportance of a convenient, clear and easy to navigate transportation system is growing. Increasingly, resort visitors are
expecting that they will not need a car to enjoy a well-rounded vacation experience and expect to be able to easily walk, bike
or take transit to attractions and destinations.*

* Since 2004/2005 Reno-Tahoe's air service capacity decreased 45% and the total passenger count declined 39%. This has led
to domestic out-of-region visits to Lake Tahoe being down 40% since 2004/2005 in comparison to a 4% decrease to out-of-
region visits for other western resorts.*

* Recent efforts to increase air service capacity have added direct flights from the East Coast and Mexico.

Visitor Information
* Travelers demand consumer-friendly technology that provides easy, on-site control over travel planning and booking.
* Social media has become a major channel of communication in the tourism industry. As consumers look more and more
toward word-of-mouth recommendations, this communication method has become ingrained in the travel industry tool kit.

¢ From 2009/2010 to 2013/2014 visitation to North Lake Tahoe visitor centers increased 238% from 17,000 to 57,450.*

94



2015 North Lake Tahoe Tourism Master Plan

Fiscal and Organizational Resources
* The burden on local funding and the private sector to support tourism infrastructure has increased over the years due to
reduced state budgets and the elimination of redevelopment agencies. This has increased dependency on TOT. Growth of
existing TOT is not keeping pace with the increasing demand for the funding source.
* Many comparable destinations have equal or greater TOT percentages and sales tax rates and alternative funding sources

that do not exist in North Lake Tahoe.

2015 Tourism Master Plan Focus Areas + Goals

Achieving the 2015 Tourism Master Plan’s vision requires more than what the NLTRA or Placer County can accomplish individually.
NLTRA serves as an advisor to the Placer County Board of Supervisors in regard to investment of TOT for tourism development in
the North Lake Tahoe region. Indeed, NLTRA and Placer County may not be the lead for some of the goals and objectives but may

serve as proponents or advocates to help realize the objectives.

The following set of goals and objectives for each 2015 Tourism Master Plan focus area respond to current trends, challenges and
opportunities. Chapter 5 provides an action plan to achieve the goals and objectives. As the action plan is implemented, more

specific strategies and plans will be developed by the appropriate entities.

Focus Area: Visitor Activities + Facilities
Visitor Activities + Facilities include North Lake Tahoe's desirable activities, destinations and accommodations. Providing high
quality activities, amenities and lodging ensures that North Lake Tahoe has the recreation resources, amenities and facilities

desired by their target market so that visitors come back often and encourage others to visit.
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Goal: Create, maintain and support great amenities, fun things to do and quality places to stay so target audiences want to

come here from around the nation and the world

Objectives:

1)

3)

5)
6)

7)

North Lake Tahoe is the premier location for high altitude human powered sport events
A. Completion and maintenance of the trail systems in North Lake Tahoe, including Class | and Class Il facilities, off-

road/backcountry trails, a winter trail system and a water trail system and amenities

B. Investment in facilities and services that foster human powered sport events
C. Investment in facilities and services that promote North Lake Tahoe as a health and wellness center
D. Investment in facilities for world class events

Investment in North Lake Tahoe's arts, culture and historic amenities, including visual and performing arts venues, heritage
facilities, interpretive centers and public art

Investment in environmentally responsible commercial and lodging redevelopment and improvement of the quality and
variety of lodging amenities at Lake Tahoe

Investment in gathering spaces such as plazas in town centers and enhanced parklands and vistas

Investment in multiuse, large group venues and gathering spaces near Lake Tahoe

Investment in digital connectivity in the Tahoe Basin to enhance visitor experience and meet visitor expectations

Investment in adequate maintenance of existing facilities
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Focus Area: Transportation

Travelers increasingly expect easy-to-use, convenient transportation facilities as part of their destination visit. Getting visitors to

and around North Lake Tahoe must include consideration of multiple transportation modes: air, transit, shared vehicle, personal

vehicle, bicycle and pedestrian.

Goal: Get people where they want and need to go while reducing congestion and dependency on the private automobile

through development and promotion of a multimodal transportation network

Objectives:

1) Funding and implementation of the North Lake Tahoe/Truckee Transit Vision to create a “frequent, fun, and free” service

2) Reduced congestion and improved traffic flow through short and long-range transportation infrastructure and circulation
improvements including point-to-point shuttles to key destinations such as beaches, town centers, trailheads, parks and ski
areas

3) Convenient connections, circulation and pedestrian safety in commercial core areas, town centers and neighborhoods

4) Increased air service capacity into nearby airports in Reno and Sacramento from desirable markets

5) Development of the Cross Lake Ferry supports visitor activities.

6) Use of technology to communicate transit schedules and transportation opportunities

7) Investment in region wide transportation connections around Lake Tahoe, from major metropolitan areas and from airports

in Reno, Sacramento and San Francisco
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Focus Area: Marketing + Sales
Marketing includes the activities conducted before and after the point of sale, or the moment a visitor makes a purchase (e.qg.,

books a trip, makes a reservation). Marketing + Sales includes the strategies and communications to bring the desired visitor to
North Lake Tahoe. With a clear and direct marketing and sales approach the tourist will be more likely to choose North Lake Tahoe,

resulting in increased economic earnings, TOT revenues and overall visitation and corresponding word-of-mouth referrals.

Goal: Bring more visitors to North Lake Tahoe who stay longer, return often and travel during the off-peak periods, while

maintaining affinity with the northern California/Bay Area consumer and continuing to expand group business

Objectives:

1) Expanded awareness of the human powered sport events brand and positioning of North Lake Tahoe as the capital for
outdoor recreation, health, relaxation and rejuvenation

2) Investment in world class events that showcase North Lake Tahoe’s assets

3) Identification and development of niche markets such as health and wellness, eco/geo tourism, cultural and historic tourism

and culinary tourism

4) Continued pursuit of the core drive-up market from the northern California/Bay Area

5) Increased number of domestic destination visitors traveling from greater distances

6) Expansion of marketing efforts into emerging tourism markets while maintaining current international marketing efforts

7) Increased group, conference, reunion and wedding related visitation

8) Increased visitation from the Millennial generation through the development and implementation of targeted marketing
strategies

9) Growth of visitation to the lakeshore in all seasons and continued growth of visitation to the mountains in the summer
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10) Identification of target visitor demographic profiles and matching profiles with off-peak seasons

11) Financial participation in the North Lake Tahoe Marketing Cooperative from other regional partners

Focus Area: Visitor Information
Visitor Information includes the tourism information a visitor receives during their visit to the area and the “in-market” efforts to

deliver the promise communicated by other marketing endeavors. Travelers increasingly demand consumer-friendly technology
and desire up-to-date information on available activities, events and places to go. As word-of-mouth recommendations and user-
generated reviews become more ingrained in the travel industry, it becomes ever more important for visitors to easily obtain the

information they desire.

Goal: Enhance the visitor experience by connecting guests to North Lake Tahoe’s many exceptional places, businesses and

adventures

Objectives:

1) Development and use of user-friendly visitor guide technology that is accessible on a variety of devices such as mobile, Web

and social media

2) Customer Service training programs to teach area employees how to effectively use and share visitor information

3) Implementation of the Wayfinding Signage Program throughout North Lake Tahoe, providing easy navigation from
accommodation to activity

4) Development of alternative Visitor Information Distribution opportunities such as kiosks; mobile, seasonal, walk-up visitor
information sources; and shared centers with other partners in North Lake Tahoe

5) Cross-promotion of all communities and attractions in North Lake Tahoe through local marketing campaigns
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Focus Area: Resource Development
Resource Development includes the fiscal and organizational resources required to achieve the 2015 Tourism Master Plan’s vision,

goals and objectives. In order for the region to compete on a national and international scale it is important that North Lake Tahoe

has adequate resources and uses them appropriately for community priorities.

Goal: Compete nationally and internationally by increasing, leveraging and/or reprioritizing resources for tourism
development and destination marketing

Objectives:

1)

2)

3)

5

6)
7)

Continuation of NLTRA's role of advisor to the Placer County Board of Supervisors in regard to investment of TOT for
tourism development in the North Lake Tahoe region because of NLTRA's expertise, direct connection to local community
and business leaders, and ability to engage the greater community

Development and strengthening of partnerships throughout the Tahoe Basin and Placer County by collaborating in tourism
development, economic development and legislative advocacy

Acquisition of funding and development of regional partnerships for the Transit Vision

Identification of needs and establishment of partnerships to fund trail maintenance and trail system completion

Maintain competitiveness in key target markets through marketing and sales, brand awareness and leveraging of resources
Professional growth of hospitality industry workforce through educational opportunities

Identification of tourism impacts resulting from climate change in order to keep stakeholders updated and able to respond

appropriately
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Priorities Identified Through the Public Process
In March 2015, the Master Plan Task Force kicked-off a public outreach process to gather a wide range of community ideas and

feedback on the draft 2015 Tourism Master Plan. The public outreach process used a number of methods to gather input as
summarized in the Appendix. In total, approximately 500 people provided hundreds of ideas on how to enhance North Lake
Tahoe's reputation as the premier international mountain resort destination of the West. Over the next eight years as annual
work plans for the objectives are developed by NLTRA and others, additional efforts will be made to bring community opinions into

the planning process.

The feedback and ideas shared via the four month public input process (public workshops, online comments, presentations and
FlashVote survey results) pointed to key priorities that could be used to drive tourism investments of TOT funds in North Lake

Tahoe over the next eight years. Listed below is a summary of the top priorities that emerged.

Visitor Activities + Facilities Priorities
Top Visitor Activities + Facilities Priority

Provide connected trail systems throughout North Lake Tahoe, including Class | trails, mountain bike trails, and Nordic trails
and provide bicycle signage and amenities. Replace trail systems where needed and provide routine maintenance and snow

removal.

Other Visitor Activities + Facilities Priorities
* Invest in facilities and amenities that support history and arts and culture, such as museums, interpretive centers and public
art.
* Advance efforts to update and improve the quality and variety of lodging properties at the lakeshore.
* Create more public gathering and use spaces such as: plazas, parks, vista points, and group and event spaces.
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Transportation Priorities
Top Transportation Priority

Fund and implement the Transit Vision to provide “frequent, fun, and free” transit service. The year-round service would be free
to the rider, have a 30-minute frequency and operate from 6 a.m.to 2 a.m. during the peak season and 6 a.m. — 9:30 p.m. during
the shoulder season. It would provide transit connectivity between North Lake Tahoe, Truckee and Donner Summit and use

technology to communicate transit schedules.

Other Transportation Priorities
* Create point-to-point shuttles to key destinations such as beaches, town centers, trailheads, parks and ski areas.
* Investin sidewalks and pedestrian infrastructure and amenities to increase safety and convenience and improve the visitor's
experience of walking in commercial core areas, town centers and neighborhoods.

* Advocate for and invest in more direct flights into the Reno and Sacramento Airports to attract destination visitors and

reduce personal automobile use.

Visitor Information Priorities
Top Visitor Information Priority

Implement user-friendly visitor guide technology that is accessible on a variety of devices. This may include: website upgrades,
development of applications (apps), local business training, integration with social media and increased use of established

visitor information tools.
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Other Visitor Information Priorities
* Implement more vehicular and pedestrian wayfinding signage and maps pointing to downtowns; historic, scenic and
recreation sites; and photo-opportunity locations.

* Create mobile, seasonal, walk-up visitor information at popular locations and events.
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CHAPTER 5: ACTION PLAN
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CH 5| Action Plan

Overview
The 2015 Tourism Master Plan process included research and analysis to understand the current tourism environment,

development of draft goals and objectives and public outreach to identify community tourism priorities. Two sets of priorities were
born out of the public outreach process — a singular, top priority (Tier 1) and a subset of additional priorities (Tier 2) in each of the
five key focus areas. Substantially more public support existed for the objectives identified as the top priority for future investment

of TOT.

The Master Plan Task Force and pertinent NLTRA committees reviewed the tourism priorities identified by the public and
confirmed that the priorities could be used in decision-making to allocate limited TOT funds. Therefore, the Action Plan Matrix
presents the priorities as Tier 1 and Tier 2 priorities. Tier 1 priorities received the most substantial support from the public and were
affirmed by the Master Plan Task Force and NLTRA committees. Tier 2 priorities include action items to achieve the remaining 2015

Tourism Master Plan objectives for Visitor Activities + Facilities, Transportation, Marketing+ Sales and Visitor Information.

Over the next eight years, successful completion of the 2015 North Tahoe Tourism Master Plan goals and objections will require the
efforts of many agencies and partners in the region. While investment of TOT is recommended for the following priorities,
additional funding sources will also be necessary. The Action Plan Matrix is a long range (eight year) plan which identifies potential

partners and funding sources that may be utilized as well as short- and long-term objectives.
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The Action Plan Matrix is organized according to the focus areas presented within the 2015 Tourism Master Plan and does not

necessarily correspond with TOT funding that may be allocated for a particular action item. For example, air travel is described in

the 2015 Tourism Master Plan under “Transportation.” However, the Transportation objective to “Advocate for and invest in more

direct flights into the Reno-Tahoe and Sacramento airports to attract destination visitors and reduce personal automobile use” may

be funded from the Marketing allocation depending on where the greatest benefit is derived. Estimated costs shown in the matrix

represent the total overall estimated cost of the project, not the amount of TOT to be invested.

Action Plan Matrix

TIER 1 PRIORITIES

VISITOR ACTIVITIES + FACILITIES TIER 1 PRIORITY

Action Item

Participating Entities

Estimated Total Costs

Potential Additional
Funding Sources

Timeline

Provide connected trail

systems throughout North

Lake Tahoe including:

* Class | trails

*  Mountain bike trails

*  Nordic trails

* Bicycle signage and
amenities

* Capital Replacement
Program for trails

*  Routine maintenance
and snow removal

Lead

Agencies/Organizations

*  Placer County

* Tahoe City Public Utility
District

*  North Tahoe Public
Utility District

* Squaw Valley Public
Service District

*  Northstar Community
Service District

*  Donner Summit Public
Utility District

Partnering
Agencies/Organizations
* Tahoe Transportation

*  Trail Construction:
$51.65M for 28 miles

*  Trail Signage and
Amenities: $40K
annually

*  Capital Replacement
Fund: $500K annually

*  Maintenance and Snow
Removal: $50K - $100K
annually

2015 Investment:

*  Construction: S800K
e  Replacement: $700K
*  Snow Removal: $70K

Additional Resources

e 0.5 cent Placer Sales Tax

* Federal, State and Local
Grants

*  Recreation Districts

*  Eastern Placer additional

TOT

Short-Term (<2 yr.)

e Develop master
plan for trail
development and
maintenance to
determine funding
needs

* Initiate sales tax
ballot measure for
2016

¢ Work with
stakeholders to
identify grant
funding possibilities

Long-Term (>2 yr.)
* Convene user
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District

*  North Lake Tahoe Resort
Association

* Tahoe Bicycle Coalitions

* Tahoe Regional Planning
Agency

Private
Organizations/Entities

* Local bike store owners
* User groups

Required:
*  $33K-$55M total over
8 years

groups and bike
store owners to
determine trail
amenity and
signage needs

e  Work with trail user
groups and lead
agencies to
complete mountain
bike trail
connections and
map of the trail
systems

*  Work with public
lands to develop
trail signage for
Nordic skiing and
mountain biking

¢ Identify the sections
of trail that merit
snow removal

TRANSPORTATION TIER 1 PRIORITY

Action Item

Participating Entities

Estimated Total Costs

Potential Additional
Funding Sources

Timeline

Fund and implement the

Transit Vision to provide

frequent, fun, and free

Transit Service:

*  Year-round transit

*  Free to the rider

* 30 -minute frequency

* 6a.m.—2a.m.during
peak season

* 6a.m.-9:30 p.m.
during shoulder season

Lead
Agencies/Organizations
*  Placer County/Tahoe
Area Regional Transit
*  Truckee-North Tahoe
Transportation
Management
Associations

Partnering
Agencies/Organizations

* Local Share of Capital
Improvements: $500K
annually

*  Operations, Marketing
and Administration:
$7.1M annually

2015 Investment:
*  $4.5M annually

Additional Resources

* 0.5 cent Placer Sales Tax

e  Skiareas

¢ Town of Truckee

¢ Washoe County

* Increase of eastern
Placer TOT

e State and Federal
funding/grants

Short-Term (<2 yr.)

* Initiate sales tax ballot
measure for 2016

* Acquire other funding
source(s)

*  Work with Ski resorts
and other jurisdictions
to determine
contribution and
mechanism
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Connectivity between
North Lake Tahoe,
Squaw Valley,
Northstar, Kings Beach,
Truckee and Donner
Summit

Use of technology to
communicate transit
schedules

*  Town of Truckee
*  Washoe County/Incline

Village

* Tahoe Transportation
District

* Tahoe Regional Planning
Agency

* North Lake Tahoe Resort
Association

Private

Organizations/Entities

*  Skiareas

* Incline Village Crystal
Bay Visitor Bureau

Required:
*  $3.1Mannually

Long-Term (>2 yr.)

e Reduce headways
during peak traffic times

*  Service residential areas
with shuttles or park &
rides

*  Analyze feasibility of
HOV lanes in key high
traffic areas

MARKETING + SALES TIER 1 PRIORITY

Action Item

Participating Entities

Estimated Total Costs

Potential Additional
Funding Sources

Timeline

Increase domestic and
international destination
visitors traveling from
longer distances:

Increase visitor length
of stay

Increase average visitor
per person spend
Integrate priority
marketing themes of
health and outdoor
recreation followed by
relaxation and
rejuvenation into all
messaging

Lead

Agencies/Organizations

* North Lake Tahoe Resort
Association

* North Lake Tahoe
Marketing Cooperative

* Reno-Tahoe Regional Air
Service Corporation
(RASC)

Partnering

Agencies/Organizations

* Reno Tahoe Visitor
Authority

* Reno-Tahoe
International Airport

* Sacramento Airport

*  Marketing and

Administration: $1.5M -

$2.5M annually

2015 Investment:
*  $600K

Additional Resources
Required:

e $900K - $1.9M annually

*  Eastern Placer additional

TOT
*  Tourism Business
Improvement District
* Expand cooperative
partnership funding

Short-Term (<2 yr.)

*  Work within existing
marketing budget to
identify strategies that
will grow length of stay
and visitor spend

¢ Identify target visitor
demographic profiles
and match profiles with
off-peak seasons

¢ Convene lodging
representatives and ski
areas to identify
strategies to attract
more destination
visitors to North Lake
Tahoe and to provide
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*  Ski Lake Tahoe

*  Sierra Ski Marketing
Council

*  Visit California

* International Tour &
Travel Operators

* South Lake Tahoe

Visitors Authority

* High Sierra Visitor
Council

*  Placer County Visitor
Bureau

Private

Organizations/Entities
e Skiareas

* Lodging properties
* Businesses

*  Attractions

Long-Term (>2 yr.)

desired funding levels to
be competitive with
other mountain resorts
in the West

In partnership with
RASC, continue to
identify key air service
markets and support
with funding
Determine a preferred
alternative funding
mechanism with
stakeholders and take
steps to implement

Increase direct flight
options, both
domestically and
internationally into
Reno-Tahoe and
Sacramento airports
Solicit group and
business travel from
broader markets during
shoulder seasons

Work with emerging
international markets
such as China and Brazil
to increase visitation
Help local businesses to
better understand
cultural and language
differences of foreign
visitors

Continue to recruit and
host outdoor recreation
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and Human Powered
Sport events that attract
large numbers of
domestic and
international visitors

*  Promote connecting
ground services to allow
the visitor the
opportunity to reach the
North Lake Tahoe area
without a personal
automobile

VISITOR INFORMATION TIER 1 PRIORITY

Action Item

Participating Entities

Estimated Total Costs

Potential Additional
Funding Sources

Timeline

Implement user-friendly

visitor guide technology that
is accessible on a variety of

devices:

* Upgraded website
*  Applications (apps)
*  Use of social media

*  Local business training

* Increased use of
established visitor
information tools.

Lead

Agencies/Organizations

*  North Lake Tahoe Resort
Association

*  North Lake Tahoe
Marketing Cooperative

*  Visitor Information
Centers

Partnering
Agencies/Organizations
* North Tahoe Business

Association

*  Tahoe City Downtown
Association

*  West Shore Business
Association

* Squaw Valley Business
*  Northstar Business
* Incline Village Business

*  Marketing and
Administration: $200K -
$300K annually

2015 Investment:
e $180K

Additional Resources
Required:
e $20K-$120K annually

*  Partner agency
contributions
*  Business sponsorships

Short-Term (<2 yr.)

e Complete a new Web
format for easier
consumer navigation

*  Work with local tourism
leaders in hospitality
training to develop a
training program for
local businesses, training
to start summer 2016

*  Work with public
relations/social media
agency to increase
engagement of visitors
in market through social
media

* Investigate effective
technological ways to
provide visitor
information
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Association
*  Truckee Donner
Chamber of Commerce

Private
Organizations/Entities
*  Businesses

* Lodging Properties

Long-Term (> 2 yr.)

* Remain at the cutting
edge of technological
changes impacting how
consumers get their
information for travel

* Conduct intercept
research and focus
group research to
understand changes in
consumer travel
behaviors

*  Support all efforts to
improve broadband and
cellular access to all
parts of North Lake

Tahoe
TIER 2 PRIORITIES
VISITOR ACTIVITIES + FACILITIES TIER 2 PRIORITIES
Action Item Participating Entities Estimated Total Costs Potential Additional Timeline

Funding Sources

Invest in facilities and
amenities that support

history and arts and culture,

such as museums,
interpretive centers and
public art.

Lead

Agencies/Organizations

*  Olympic and FarWest Ski
Foundation

* Tahoe Public Arts

* The Stages at Northstar

*  Other arts, culture and
history organizations

* Planning, Feasibility and
Development Costs:

$500K - $2M

*  Ski History Museum:
$12M - $20M

*  Performing Arts Center:
$18M - $24M

*  Public Arts: $500K - $1M

* Grants
* Private donations

Short-Term (<2 yr.)

* Assist ongoing
development proposals
with securing an
appropriate venue and
determining feasibility

*  Assist proposed
developments with
identifying potential
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Partnering

Agencies/Organizations

*  Placer County

* North Lake Tahoe Resort
Association

*  Business Associations

* North Tahoe Arts

*  Placer County Arts

* Tahoe Truckee
Community Foundation

* Parasol

* Schools

Private

Organizations/Entities

*  Private donors

*  Owners of potential
venues

* Lodging

e Skiareas

*  Town center business
owners

2015 Investment:
e S$135K

Additional Resources
Required:
e $31M-S$47M

grant funding
opportunities

Long-Term (>2 yr.)

*  Assist with promotion of
the arts, culture, and
history facilities as key
assets for North Lake
Tahoe

e Explore partnership
opportunities with
proposed developments
to leverage additional
opportunities for visitor
information distribution

Advance efforts to update
and improve the quality and
variety of lodging properties
at the lakeshore.

Lead
Agencies/Organizations
*  Placer County

*  Private Developers

Partnering
Agencies/Organizations

* Tahoe Regional Planning
Agency

*  North Lake Tahoe Resort
Association

Private

Organizations/Entities
*  Private investors

*  Public Funding per
Project: $1M - $5M

2015 Investment:
e %0

Additional Resources
Required:
e S$1IM-S$5M

TOT reserves
Finance mechanisms
with private developers

Short-Term (<2 yr.)

* Identify TAUs available
for purchase, preferably
those located in
environmentally
sensitive zones and
which can be relocated
to more suitable
locations

*  Streamline permitting
and building process

e Create an inventory of
privately owned TAUs in
Placer County

*  Finalize and gain
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approval of the Placer
County Tahoe Basin
Area Plan

*  Finalize parking
requirements for
commercial town
centers

Long-Term (>2 yr.)

*  Promote new properties
as they become
available through all
media outlets

* Promote investment
opportunities in North
Lake Tahoe

*  Work with TRPA to
create a conversion
mechanism for
transferring CFA to TAU

Create more public
gathering and use spaces
such as: plazas, parks, vista
points, and group and event
spaces.

Lead

Agencies/Organizations

*  Placer County

* Tahoe City Public Utility
District

*  North Tahoe Public
Utility District

* Squaw Valley Public
Service District

*  Northstar Community
Service District

*  Donner Summit Public
Utility District

Partnering
Agencies/Organizations
*  North Lake Tahoe Resort

e Development: $1M -
$2M per project

¢ Maintenance: $4K -
$10K for annual
maintenance per project

2015 Investment:
. SO

Additional Resources

Required:

e $1M-$2M per project
plus $4K - $10K for
annual maintenance per
project

Grants
Public agency funding
Infrastructure district
Business Assessment
District

Short-Term (<2 yr.)

¢ Identify potential new
gathering and use
spaces

*  Provide landowners with
planning assistance to
incentivize the
development of public
amenities

Long-Term (>2 yr.)

* Encourage use of public
spaces for community
vitality and events
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Association
*  Business Associations

Private
Organizations/Entities
* Businesses

* Lodging properties
*  Private Investors

TRANSPORTATION TIER 2 PRIORITIES

Action Item

Participating Entities

Estimated Total Costs

Potential Additional
Funding Sources

Timeline

Create point-to-point

shuttles to key destinations:

* Beaches

* Town centers
Trailheads

* Parks

e Skiareas
* Cross Lake Ferry

Lead

Agencies/Organizations

* Tahoe Transportation
District

*  Truckee-North Tahoe
Transportation
Management
Associations

* Placer County

Partnering
Agencies/Organizations

* North Lake Tahoe Resort

Association
*  Business Associations

* Tahoe Regional Planning

Agency

* U.S. Forest Service Lake
Tahoe Basin
Management Unit

*  Town of Truckee

* Incline Village Crystal
Bay Visitor Bureau

e Shuttle Service: $40K
annually per bus and
route

2015 Investment:
. SO

Additional Resources

Required:

e $40K annually per bus
and route

* Grants

* Partner agency funding

*  Private business
contributions

Short-Term (<2 yr.)

Long-Term (>2 yr.)

Determine feasibility of
point-to-point shuttles
in the summer
Determine feasibility of
adding other ski areas to
existing winter ski
shuttle

Initiate shuttle service
based on budget and
feasibility

Reduce traffic
congestion through
available shuttle
systems

Work with TTD to create
the Cross Lake Ferry to
get people to places of
interest withouta
personal automobile
Explore additional park
& ride lots that
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*  Washoe County
*  Truckee Tahoe Airport
District

Private
Organizations/Entities
*  Skiareas

* Lodging properties

coordinate with the
Cross Lake Ferry

*  Provide incentives to
use the shuttle systems

e Create a shuttle system
that is an experience in
and of itself, i.e. Duck
Tours

Invest in sidewalks and
pedestrian infrastructure
and amenities to increase
safety and convenience and
improve the visitor’s
experience of walking in
commercial core areas,
town centers and
neighborhoods

Lead

Agencies/Organizations

*  Placer County

* Tahoe City Public Utility
District

*  North Tahoe Public
Utility District

Partnering

Agencies/Organizations

*  North Lake Tahoe Resort
Association

* Business associations

Private
Organizations/Entities
*  Businesses

*  Construction of new
sidewalks: $1.2M per
mile

*  Maintenance: $10K
annually

2015 Investment:
e $250K

Additional Resources

Required:

* Varies depending on
projects identified

Grants
Public agency funding
Infrastructure District
Business Assessment
District

Short-Term (<2 yr.)

e Identify priority areas to
develop additional
sidewalks and
infrastructure needs in
commercial core areas
and neighborhoods

¢ Identify specific trails or
sidewalks for winter
snow clearing

* Identify priorities for
potential rest areas,
benches, restrooms and
evening lighting

Long-Term (>2 yr.)

* Initiate sidewalk
improvements as
determined above

¢ Create a snow removal
schedule for priority
areas

* Identify and secure a
funding mechanism for
maintenance for
pedestrian amenities
and sidewalks
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Advocate for and invest in
more direct flights into the
Reno and Sacramento
Airports to attract
destination visitors and
reduce personal automobile
use.

Lead

Agencies/Organizations

*  Regional Air Service
Committee

*  North Lake Tahoe
Marketing Co-op

* Reno-Tahoe Airport
Authority

Partnering

Agencies/Organizations

*  North Lake Tahoe Resort
Association

*  Truckee Tahoe Airport
Authority

* Sacramento Airport

Private

Organizations/Entities

e Skiareas

* Lodging and gaming
owners

*  Administration and
Promotions: $100K-
$250K annually

2015 Investment:
e $100K

Additional Resources
Required:
e $0-$150K annually

Tourist Business
Improvement District
Increase in TOT

Short-Term (<2 yr.)

e Continue to work with
the Regional Air Service
Committee to identify
prospective destinations
and providers

* |Initiate new service into
Reno-Tahoe
International Airport
where possible

* Meet with Sacramento
airport directors to
discuss potential for
additional direct service

Long-Term (>2 yr.)

*  Market to new
destinations served by
direct air service to
Reno-Tahoe and
Sacramento airports to
increase passenger use
of air service

*  Provide connecting
ground services to allow
the visitor the
opportunity to reach the
North Lake Tahoe area
without a personal
automobile

MARKETING + SALES TIER 2 PRIORITIES
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Action Item

Participating Entities

Estimated Total Costs

Potential Additional
Funding Sources

Timeline

Invest in world class events
that showcase North Lake
Tahoe’s assets.

Lead

Agencies/Organizations

* North Lake Tahoe Resort
Association

* Event producers

Partnering

Agencies/Organizations

* Business associations

* Incline Village Crystal
Bay Visitor Bureau

* South Lake Tahoe
Visitors Authority

*  Truckee Donner
Chamber

*  Town of Truckee

*  Emergency personnel

*  Other jurisdictions

*  Public venue owners

Private
Organizations/Entities
* Skiareas

* Venue owners

* Events, Marketing and
Administration: $500K -
$800K annually

2015 Investment:
e $615K

Additional Resources
Required:
e $0-$185K

* Event producers

* Sponsors

*  Participant or spectator
fees

*  Business advertising

Short-Term (<2 yr.)

* Evaluate long term
approach to current
events

* Develop an Event
Permitting Plan of
Action in collaboration
with regional permitting
agencies

Long-Term (>2 yr.)

* Develop relationships
with sports media
companies to develop
North Lake Tahoe
events

e Expand Home Town
Hero social network
programming

Expand international
visitation from emerging
tourism markets.

Lead

Agencies/Organizations

*  North Lake Tahoe Resort
Association

*  North Lake Tahoe
Marketing Cooperative

Partnering

Agencies/Organizations

*  Sierra Ski Marketing
Council

*  Marketing and
Administration: $75K -
$150K annually

2015 Investment:
e $60K

Additional Resources
Required:
e $15K-$90K annually

*  Visit California
*  State grants
* Lodging properties

Short-Term (<2 yr.)

¢  Create an International
Marketing Committee
within the existing
Cooperative made up of
local stakeholders

* Increase sales and public
relation efforts in
current International
markets

* Increase local
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e Ski Lake Tahoe
*  Visit California

Private

Organizations/Entities

*  Agencies in other
countries

*  Media

*  Travel and tour
operators

educational efforts on
international demand
and travel patterns

* Redevelop local activity
itineraries to highlight
the multitude of choices

e Distribute itineraries to
regional partners in
northern and southern
California/Nevada

Long-Term (>2 yr.)

¢ Develop media and
travel industry contacts
in emerging markets

* Collaborate with
regional and state, and
national trade agencies
to increase our tourism
product awareness in
second and third tier
markets for California
and Nevada

Increase group, conference,
reunion and wedding
related visitation.

Lead

Agencies/Organizations

* North Lake Tahoe Resort
Association

* North Lake Tahoe
Marketing Cooperative

Partnering
Agencies/Organizations
*  Chamber of Commerces

Private
Organizations/Entities
* Lodging properties

*  Marketing and
Administration: $250K-
$300K annually

2015 Investment:
e $200K

Additional Resources
Required:
*  S$50K - $150K annually

Lodging properties

Reno Spark Convention
and Visitor Authority
South Lake Tahoe Visitor
Authority

Short-Term (<2 yr.)

* Increase follow up from
local bridal fairs

*  Purchase databases
from bridal and reunion
publications

* Increase the marketing
messages on our
website for these
specific markets

* Develop custom email
messaging to individual
conference markets
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Long-Term (>2 yr.)

Develop a marketing
plan for regional and
national publications for
wedding and reunion
markets

Join collegiate alumni
associations

Research additional out-
of-market sales
opportunities through
trade shows and events

Develop and implement
marketing strategies to
attract the Millennial
generation.

Lead

Agencies/Organizations

* North Lake Tahoe Resort
Association

* North Lake Tahoe
Marketing Cooperative

Partnering

Agencies/Organizations

* Business associations

Private

Organizations/Entities

* Creative and public
relations/social media
agencies

*  Marketing and
Administration: $50K -
$100K annually

2015 Investment:
. SO

Additional Resources
Required:
*  S$50K- $100K annually

North Lake Tahoe
Marketing Cooperative
Partners

Short-Term (<2 yr.)

Continue to research
buying and travel trends
of the Millennial
generation

Improve electronic
information access to
keep up with current
trends

Develop targeted
messaging direct to
consumer

Increase social media
platform footprint and
activities through age
specific messaging
Increase presence on
age-appropriate specific
interest blogs

Long-Term (>2yr.)

Increase media coverage
of local athletes in that
demographic

Sponsor local
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hero/athlete program
from middle school age
to adulthood

Leverage current local
professional athletes
through event
appearances and
contests

Develop and implement
marketing strategies to

diversify winter product
offerings in response to
climate change.

Lead

Agencies/Organizations

* North Lake Tahoe Resort
Association

* North Lake Tahoe
Marketing Cooperative

Partnering

Agencies/Organizations

*  Business associations

Private

Organizations/Entities

* Creative and public
relations/social media
agencies

*  Skiareas

*  Marketing and
Administration: $50K -
$100K annually

2015 Investment:
e $50K

Additional Resources
Required:
e $0-$50K annually

Ski areas
Activity companies
Lodging properties

Short-Term (<2 yr.)

Develop “Plan B”
marketing initiatives
that automatically go
into action in case of
weather challenges
Focus marketing on
destination lifestyle and
year-round “human
powered sports”
activities

Enhance public relations
and social media
outreach with
development of activity
specific itineraries

Long-Term (>2 yr.)

Expand positive
outreach to local,
regional and national
weather outlets and
meteorologists

Continue to pursue the core
drive market in the northern

California/Bay Area

Lead

Agencies/Organizations

*  North Lake Tahoe Resort
Association

*  North Lake Tahoe
Marketing Cooperative

*  Marketing and
Administration: $300K -
$500K annually

2015 Investment:
*  $400K

North Lake Tahoe
Marketing Cooperative
Partners

Lodging properties

Short-Term (<2 yr.)

Continue to maintain a

branded message in the
Bay Area to attract new
residents to North Lake
Tahoe
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Partnering
Agencies/Organizations
*  Ski Lake Tahoe

Private

Organizations/Entities

*  Creative and public
relations/social media
agencies

*  Skiareas

* Lodging properties

Additional Resources
Required:
e $0-$100K

Through attractive
offerings, extend stays
to include long
weekends and mid-week

Long-Term (>2 yr.)

Work with lodging
properties to better
complement their
marketing strategies and
lessen duplication

Grow visitation to the

lakeshore in all seasons and
continue to grow visitation

to the mountains in the
summer.

Lead

Agencies/Organizations

* North Lake Tahoe Resort
Association

*  Business Association and
Chamber Collaborative

* North Lake Tahoe
Marketing Cooperative

Partnering
Agencies/Organizations
* Business Associations

Private
Organizations/Entities
* Lodging properties
* Businesses

e Skiareas

*  Marketing and
Administration: $50K -
$100K annually

2015 Investment:
e S$73K

Additional Resources
Required:
*  $0-3$27Kannually

Business associations
Lodging properties
Businesses

Ski areas

Short-Term (<2 yr.)

Review seasonal growth
of each area and
determine priority of
need

Research additional
marketing opportunities
that include seasonal
activity and lodging
packaging
Cross-promote all
communities and
attractions in North lake
Tahoe through local
marketing campaigns
Expand destination
value messaging on
social networking
Remove snow from bike
trails to increase
alternative access to the
lake and mountains

Long-Term (>2 yr.)
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Assess current local
event and festival
strategy to grow
incremental room nights
associated with events

VISITOR INFORMATION TIER 2 PRIORITIES

Action Item

Participating Entities

Estimated Total Costs

Potential Additional
Funding Sources

Timeline

Implement more vehicular
and pedestrian wayfinding
signage and maps pointing
to downtowns; historic,
scenic and recreation sites;
and photo-opportunity
locations.

Lead

Agencies/Organizations

*  Placer County

* North Lake Tahoe Resort
Association

* Tahoe City Public Utility
District

*  North Tahoe Public
Utility District

* Squaw Valley Public
Service District

*  Northstar Community
Service District

* California Tahoe
Conservancy

Partnering

Agencies/Organizations

*  Business Associations

* Recreation Districts

* Caltrans

* Tahoe Regional Planning
Agency

Private
Organizations/Entities
* Local businesses

* New signage and
replacement of
damaged or
deteriorating signage:
$75K - $150K annually

2015 Investment:
e $180K

Additional Resources
Required:
e S$750K

*  Public utility and
recreation districts

*  Placer County

¢ California Tahoe
Conservancy

* Grants

Short-Term (<2 yr.)

Long-Term (>2 yr.)

Complete permitting
with Caltrans and other
permitting agencies
Continue to promote
use of the Wayfinding
Manual with agencies
and organizations
looking to create visitor
information signage
Install 50 wayfinding
signs

Complete wayfinding
signage on all major
roadways in the North
Lake Tahoe region
Develop monument
entry signs for all town
centers

Work with California
Tahoe Conservancy to
develop a signage
program for the Water
Trail

Create wayfinding for
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Town Centers
¢ Link lodging to

recreation with

wayfinding

Create mobile, seasonal,
walk-up visitor information
at popular locations and
events.

Lead

Agencies/Organizations

* NLTRA

* Incline Village Crystal
Bay Visitors Bureau

Partnering

Agencies/Organizations

* California State Parks

* U.S Forest Service Tahoe
Basin Management Unit

*  Museums or other
visitor centers

*  UC Davis Research
Center

Private

Organizations/Entities

*  Private property owners
in commercial areas

*  Purchase of tent, van, or
bike: $10K- $35K

2015 Investment:
. so

Additional Resources
Required:
*  $10K-$35K

Grants

Partnerships with other
agencies

Partnerships with
private land owners

Short-Term (<2 yr.)

* Increase presence with
current distribution
outlets

e Work with all local
museums and attraction
gift shops to better
utilize, understand and
distribute all our visitor
collateral

* Research the feasibility
of a permanent Kings
Beach Visitor Center

Long-Term (>2 yr.)

* Develop partnership
opportunities with
developers of the
Performing Arts Center
at Northstar, the Sierra
Ski Heritage Museum
and Squaw Valley for
visitor information
distribution
opportunities

* Research the potential
opportunities of a North
Lake Tahoe Interpretive
Natural History and
Nature Center
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