
THE EVOLUTION OF THE SUMMER MOUNTAIN SEASON

In the 2013 Colorado Tourism report, leisure visits from June to August outpaced those between January and February with 4.8 million 

visits in the summer compared with 3.7 visits in the winter season. 1 Some are dubbing what was once considered the shoulder season, the 

high season. An article titled as much, “Summer: Colorado’s Other High Season”, from Denver Magazine, attributes the rise in summer 

tourism to festivals, concert series, and season specific activities like tubing hills and zip lines. 2

Summer and shoulder season growth in traveler demand at ski destinations is expected to continue, especially with low gas prices 
encouraging road-tripping explorers to record levels in the U.S. Ski.com CEO Harry Peisach and his team saw enough of a rise in demand 
to launch a summer mountain travel website that caters to off-season travelers with packages and partnering with festivals to create 
group travel opportunities.

With a robust distribution strategy, the off-peak season offers mountain property management companies (PMCs) across the U.S. the 
opportunity to tap into a fresh guest base. The requisite strategy includes rethinking distribution. Not that long ago it may have sufficed 
to push inventory just when it seemed necessary, as a last resort perhaps. In today’s competitive environment, year-round success requires 

a distribution partnership—think of it as a two-way street—to optimize your presence. The following white paper explores the benefits of 
creating such partnerships and best practices for increasing business in the off-peak season.

Distribution has changed substantially over the past five years based on traveler demand as well as the rise of new technologies. The 
growth of the vacation rental and alternative accommodations market and the absorption of it into the mainstream travel framework is a 
boon for PMCs who choose to take advantage of it. “There are more lodging categories than ever before and more retail options where 
travelers can find them, so it pays to understand how distribution has changed, adjust strategies, and work with as many outlets as 
possible,” says LeisureLink’s Julian Castelli.
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Connectivity

Once upon a time, only the big 

brands could access 

connectivity that automated 

distribution and pushed 

inventory out to millions of 

travelers. Now, with tools like 
LeisureLink, a single unit can 
have the same access, 

substantially reducing the 

complexity of distribution and 
increasing efficiency.

Instant gratification
According to Expedia’s Josh 
Saunders, as distribution 

becomes more mobile and 

moves increasingly online, 

customer expectations are 
changing in terms of where and 

how quickly they will be able to 
find and secure their 
accommodations. Put simply, 
travelers want everything now. 

This means travelers need 

accurate content in multiple 

places, and they expect faster, 
if not instantaneous, response 

times.

Big data

Access to data is changing the 

way PMCs are able to view and 
understand competition and 

optimize revenue. Having this 
type of data on hand makes 
PMCs ability to successfully 
shift revenue strategies from 

season to season substantially 

easier.

Vacation rental bookings

HomeAway’s Bill Furlong notes 

that instant booking for 
vacation rentals is serving the 

traveler’s need for instant 

gratification. He says, “Once 
vacation rentals were purely 

inquiry to quote, then came the 

hold model, and now PMCs can 
expect instant bookings to 
become the standard.”
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BOOKING SUCCESSFUL!
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“Why should you embrace distributing through 

multiple channels? Sometimes you’re going to 

reach a distinct audience that you otherwise 

wouldn’t, and sometimes you’re going to win 

because of frequency and reaching the same 

customer in multiple places as they shop multiple 

sites. And that’s okay, too. For example, we 
definitely see results when suppliers list on both 
VRBO and HomeAway... we definitely see travelers 
win when they list on both sites.

- Bill Furlong, HomeAway”
“Expedia has a number of brands. We have 

travelers booking one type of trip on Expedia, 
another type of trip on Hotwire, another type of 

trip on HomeAway, but it’s the exact same person. 
Depending on how they are traveling and how 

their experience needs to be, they’ll go on a 
different site.

- Josh Saunders, Expedia”

SAME BUT DIFFERENT: 
WHY MULTIPLE CHANNELS 
ARE THE KEY TO PMC SUCCESS

The days of choosing one channel for distribution has passed. 

Travelers are working across a variety of channels, and each 
serves a unique audience or experience. Fortunately, for PMCs this 
means taking advantage of widespread marketing visibility from a 
variety of channels, and it is as important in the off-season as in 
the winter.

THE BOTTOM LINE:

•  Each channel has a distinct audience.

•  Incremental reach can be achieved by participating on 

multiple channels because no one supplier delivers the 

full market of one customer type.

•  No one listing site has 100% of the market share.

•  Multiple impressions across multiple sites work as an 
enhanced Billboard Effect.
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PARTNERSHIP:
DISTRIBUTION AS A 
TWO-WAY STREET

Suppliers have the tendency to view distribution channels 

as a one-way street, pushing inventory to the channels, 

sometimes as a last resort. However, the channels that are 

worth working with during ideal times are worth 
partnering with for long-term success.

Rather than viewing channels as a tool, view distribution 

technology as the tool that allows easy access to a 

long-term partnership with multiple channels. The greater 

visibility a PMC has across the channels, the better and 
more consistent your presence will be.

According to Saunders, “As listings businesses, we’re very 

focused on delivering high conversion rates that 

demonstrate our value to the consumer and the 

property.” At the end of the day, if you use best practices 

and have a good relationship with your distribution 

partners, they will produce in all seasons.

BEST PRACTICES FOR INCREASING OFF-PEAK SEASON BOOKINGS

Offer Inventory Consistently
A steady stream of inventory ensures 

your rankings and presence are 
maintained consistently on the channels. 

Shutting off inventory, even periodically, 
reduces your visibility.

Be Relevant to the Demand
The shelf must be stocked with inventory to match the demand. In the 
mountain area, there’s a big push to drive off-peak season travel, 
especially toward festivals and summer activities such as mountain biking. 
Be aware of the inspiration campaigns of the Chambers and CVBs, as 

these are drivers of off-peak demand. Determine who the target market is 
and make your inventory appealing to that marketplace through 
appropriate rates, imagery, availability, and content.
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Adjust Minimum Length of Stay
While a seven-night stay may generate 

business during high season, the 

demand in summer is for a much 

shorter stay. In order to capture 

bookings, optimize your inventory 
based on demand.

The PMC First Responder
Replying as quickly as possible to inquiries and requests for bookings will 
substantially increase the opportunity to fill the off-peak season. The 
longer it takes to respond to distributors and travelers, the lower the 
likelihood of converting the business.

Seasonal Content
Invest in resources to support 

seasonally appropriate images and 

content. Change your headlines and 

tailor your descriptions to the 

appropriate season. Consider your 

booking policies. Be sure they match 
the needs of the traveler in the season. 
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This white paper is the result of a panel collaboration that included 

HomeAway Vice President Bill Furlong, Expedia Director of Market 
Management for the Denver Area Josh Saunders, President & CEO of 
Ski.com Harry Peisach, Inntopia CEO Trevor Crist, and LeisureLink CEO 
Julian Castelli.
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Salt Lake City-based LeisureLink’s distribution services offer vacation 
rental properties the opportunity to distribute to top online travel 

agencies like Expedia, Booking.com, Airbnb and HomeAway, all the 
major GDS players and top travel sites. Suppliers can manage their 

online distribution from one platform – optimizing rates, availability, 
specials, and content changes. LeisureLink’s specialty consulting 
services leverage industry experts who understand travel distribution 
and maximize revenues. LeisureLink consolidates all accounting, 
payables, and receivables with a single source of payment, providing 

clarity to the often-complex world of distribution. This comprehensive 
service helps LeisureLink clients generate more money and save more 
time. 

For more information, visit LeisureLink.com.
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