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Presentation outline 

 1) The changing consumer 

Demographics 

Psychographics 

 2) Cutting through the clutter to reach that consumer 



 

http://lh4.ggpht.com/_n77PqIjyySk/SbMkegymyQI/AAAAAAAACe0/WaFZAejoDNE/s1600-h/Barbie14.jpg


“Over the hill? I’m just beginning  
to enjoy the view!” 









0%

1%

2%

3%

4%

5%

4 8 12 16 20 24 28 32 36 40 44 48 52 56 60 64 68 72 76 80

Single Year of Age

P
e
rc

e
n

t 
o

f 
S

k
ie

rs
/B

o
a
rd

e
rs

2005/06 Domestic Age Distribution

2004/05 Domestic Age Distribution

2005/06 Canadian Ski Council's National Demographic Survey:  
Percent of Visitors by Age:  2004/05 to 2006/2006 

P
o
s
t
-
B
o
o
m
l
e
t  

Gen Y 
10 to 28 

Gen X 
30 to 41 

Baby Boom 
42-60 

Pre-Boom 
61 to 80 



 







81.0% 

23.0% 

78.0% 

69.4% 

20.0% 

10.5% 

= decreases in skier/boarder visits 

= increases in skier/boarder visits 

Canadian Model for Growth 







Psychographic Trends 

http://bigpicture.typepad.com/photos/uncategorized/longterm_study_of_market_trends.png




1. Mental & Spiritual Enlightenment 







2. Environmental Awareness 





3. Health Consciousness 



Hard-Soft Sport & Adventure Tourism 
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4. Safety and Security  
 







5. Customization & Control 





Control 



6. Convenience and Speed 



Vacation deprivation  
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Seamless travel 
Blurring of 

business/leisure travel 



7. Authenticity 



Last-chance tourism 





 

 

Profits ? Service 
Quality 

8. Service Quality 

 



Customer service will increasingly 

outweigh price as a key differentiator  
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9. Value for money 

 



 





 

 



10. Experiences 



     “Experience Caching” 



Cutting through the clutter to reach 

skiers 

http://www.freakingnews.com/Zap-Extreme-Ski-Pictures-40243.asp




1. Be creative with traditional media 





Mammoth, California 



 

Airola, Switzerland 



Israel 





Japan 



Canada 

http://4.bp.blogspot.com/_XJseql2u5l0/R8DI88va9QI/AAAAAAAAB7s/Ps8YP8hccP0/s1600-h/travel_alberta_billboard_decal.png






http://adoholik.com/wp-content/uploads/2010/03/mammoth_mountain_ski.jpg






2. Use Social Media 





3. Generate media exposure 



http://www.snowbumcanada.com/home.aspx 

http://www.snowbumcanada.com/home.aspx


Destination Placement 





Leverage events 

 







Be ‘media friendly’ 



4. Promote the experience and not the 

product 



To stay on top of our game….. 

Be sensitive to the changing 

consumer (research!) 

Provide unique, tailored 

experiences delivered with 

exceptional service quality 

Use innovative ways to 

communicate those 

experiences 

 

 



If you would like to know more….. 

                  shudson@hrsm.sc.edu 


