
   
  

VISITOR IMPROVEMENT FUND ADVISORY BOARD 
 
 

Regular Meeting Agenda 
June 10, 2014  

12:00 p.m. 
 

Rifle City Hall 
Conference Room 

202 Railroad Avenue 
Rifle, CO 

 
 

The Board may take action on any of the following agenda items as presented or 
modified prior to or during the meeting, and items necessary or convenient to 
effectuate the agenda items. 
 
   
12:00 p.m. 1.  Call to Order and Roll Call 

 
12:05 p.m. 2.  Approve Minutes from May 13, 2014 Regular Meeting  

12:10 p.m. 3.  Consider applicants for vacant Board seats 
 

12:25 p.m. 4.  Consider adopting 2014 Strategic Plan 
 

12:35 p.m. 5.  Consider quotes on marketing study options  
 

12:45 p.m. 6.  Financial update (Charles Kelty) 
 

1:00 p.m. 7.  Consider grant applications 
 

1:20 p.m. 8.  Update on Rifle Boat Ramp 
 

1:30 p.m. 9.  Adjourn  
 

 
The order and times of agenda items listed above are approximate  

and intended as a guideline for the Board. 
 

Next Regular Meeting: July 8, 2014 
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 VISITOR IMPROVEMENTS FUND  
ADVISORY BOARD MEETING  

 
Wednesday, May 13, 2014 

REGULAR MEETING 
Noon * City Hall Conference Room 

 
The regular meeting of the Board was called to order at 12:07 p.m. by Vice Chair Ryan Gilbert. 
 
PRESENT ON ROLL CALL:  Board Members Debi Billings, Bob Gardner, Ryan Gilbert, 
Kevin Kelley, Keith Lambert, and Kristine Llacuna . 
 
Board Member Lambert moved to excuse Sara Brainard and Gil Frontella from today’s meeting; 
seconded by Board Member Kelley.  The motion passed unanimously. 
 
OTHERS PRESENT:  Kristy Christensen, Deputy City Clerk; Nathan Lindquist, Planning 
Director; Don Chaney, Cultural and Special Events Manager; Frank Ladd, President/CEO, Rifle 
Area Chamber of Commerce; Katie Harris, Tourism Director, Rifle Area Chamber of 
Commerce; Aaron Mattix; Marc Rassel, Align Multimedia; and Aron Diaz, Align Multimedia. 
 
ITEMS ON THE AGENDA 
 
APPROVE MINUTES FROM MARCH 12, 2014 REGULAR MEETING  
Board Member Llacuna moved to approve the minutes as presented; seconded by Board Member 
Kelley.  The motion passed unanimously. 
 
 
APPROVE MINUTES FROM APRIL 8, 2014 REGULAR MEETING 
Board Member Lambert moved to approve the minutes as presented; seconded by Board 
Member Llacuna.  The motion passed unanimously. 
 
 
FINALIZE VISITOR MAP (NATHAN LINDQUIST) 
Nathan Lindquist Planning Director presented an updated visitor map to the Board which 
incorporated suggestions from the April meeting.  To print 10,000 copies of the visitor maps 
bound in tear away pads of 100 each, is projected to cost $1,986.64. 
 
Board Member Lambert moved to approve the printing of the visitor maps in an amount not to 
exceed $1,986.64; seconded by Board Member Llacuna.  The motion passed unanimously. 
 
REVIEW CENTENNIAL CONCERT SERIES SCHEDULE (DON CHANEY) 
Cultural and Special Events Manager Don Chaney gave an update to the Board on the Centennial 
Concert Series Schedule. 
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RECEIVE PRESENTATION ON PEDESTRIAN AND BIKE CONNECTOR TRAIL 
Aaron Mattix, a member of the Rifle Area Mountain Bike Organization, presented to the Board 
the idea of developing a pedestrian and bike connector trail located west of Rose Hill Cemetery 
and along Marrow Drive.  The Board suggested he discuss his idea with the property owners. 
 
 
RECEIVE PRESENTATION ON MARKETING STUDY OPTIONS (ALIGN MULTI-MEDIA) 
Align Multimedia Director of Account Services Aaron Diaz, Align Multimedia Creative Director 
Mark Rassel, and 44Ounces Principal Michael Fife (via conference call) presented to the Board 
the benefits of a marketing study.  A marketing study would help ensure a return on investment 
by Identify the sellable market or the people most likely to buy, measure the financial worth and 
likely response, and give us the ability to connect with people that were identified. 
 
Kevin Kelley left the meeting at 12:58 
 
CONSIDER DATES FOR WORKSHOP WITH COUNCIL 
A workshop with Council was scheduled for May 14, 2014, but was cancelled.  The Board was 
asked to reschedule this workshop with Council. The Board would like to meet with Council on 
July 9th. 
 
DISCUSS STRATEGIC PLAN ACTION STEPS 
Board member Lambert has updated the Strategic Plan Action Steps with targeted time lines to 
complete each goal. The timelines are:  short term goals completed in 1 year or less, medium 
range goals completed in 2 to 5 years, long range goals completed in over 5 years, and ongoing 
goals.  Deputy City Clerk Kristy Christensen will update the electronic version of the will make 
strategic action steps and forward to revised 2014 Strategic Plan to the Board . 
 
CONSIDER ADOPTING 2014 STRATEGIC PLAN 
The Board will consider adopting the 2014 Strategic Plan at the June 13th meeting. 
 
The meeting adjourned at 2:20 p.m. 
 
           
              
Kristy Christensen     Gil Frontella 
Deputy City Clerk     Chair   
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To: Kristy Christensen 
Deputy City Clerk, City of Rifle 
 
From: Debi Billings 
Director of Marketing Communications, Grand River Health 
 
RE: Letter of interest for consideration to move from alternate member to one of the available regular Board 
seats on the Visitor Improvement Fund Advisory Board 
 
I would like to be considered for one of the vacant regular board seats which are currently available. I was 
recently appointed as an alternate. I would like to be considered to move from alternate to one of the regular 
Board seats on the VIF Advisory Board. 
 
Following for revue are some considerations why I believe I could be valuable voting member to your Advisory 
Board. 
 
I am entering my sixth year as Director of Marketing Communications for Grand River Health.  I have found a 
home at Grand River and as a result have also taken an interest in the City of Rifle during my years here, the 
success of Rifle is directly related to the success of Grand River Health. 
 
During my years at Grand River many improvements to marketing initiatives have been realized and we are 
currently experiencing tremendous growth. 
 
My background for the past 20 years consists of Publications Director for the Glenwood Springs Chamber Resort 
Association and part of the marketing team for Glenwood Springs for the better part of the 1990’s I was also a 
member of the Marketing Advisory Board in the early 1990’s before becoming an employee of the GSCRA. During 
my years associated with the marketing of Glenwood Springs tourism we experienced significant tourism growth 
and as our lodging tax dollars grew each year as a result. 
 
From 2003 to 2008, I was the Marketing Director for Lakota Canyon Ranch in New Castle during its real estate 
build-out and golf course and opening of the golf club, when I joined Lakota Canyon Ranch there was one house 
with a Certificate of Occupancy and upon my departure, it was a full community with a recreation center and a 
very popular golf course. 
 
The coordination between myself and the Director of Golf’s efforts during the introduction of Lakota Canyon 
Ranch Golf Club resulted in listings and articles in eight separate national and statewide publications and gave 
the golf club a strong Front Range recognition as one of Colorado’s favorite public golf courses. We were rated 
among the Top 10 golf courses in the nation on several occasions.  All as a result of making some significant 
marketing endeavors early on. 
 
I feel I have a lot to offer the Visitor Improvement Fund Advisory Board from my years of experience in 
marketing and particularly tourism marketing in Western Colorado. 
 
I am hoping you find me a valuable fit and consider me as a new regular member to your advisory board. 
 
Sincerely, 
Debi Billings,  
Director Marketing Communications 
Grand River Health 



 

 

 

Dear Mayor Winkler and Members of the Rifle City Council: 

My name is Kevin Kelley and I am a 20 year plus resident and business owner in the City 

of Rifle.  

I am writing this letter to be reconsidered for the position on the Rifle Visitor 

Improvement Fund Board. I have been a VIF board member since August of 2011, and 

feel that I have a good working knowledge of this committee’s goal, to enhance and 

create an atmosphere to bring more visitors and special events and enhancements to the 

City of Rifle. 

Thank you for your time! 

Sincerely, 

 

Kevin Kelley 

 











 

 

VISITOR IMPROVEMENT FUND ADVISORY BOARD 
STRATEGIC PLAN 

 
MISSION STATEMENT 

Our mission is to implement the 2007 Lodging Tax Ballot Question passed by the 
citizens of Rifle to promote, support, and improve upon the following five goals: 

1. Improve visitor attractions 
2. Identify and strengthen historic preservation 
3. Support special events 
4. Identify and support City beautification projects 
5. Promote the City 

 
GOAL STATEMENTS AND ACTION STEPS 2014-15 

 
(S) Short term goals – 1 year or less 

(M) Medium range goals – 2 – 5 years 
(L) Long range goals – over 5 years 

(O) Ongoing goals 
 

Goal 1: Improve visitor attractions 
1. Support the construction of the Rifle Boat Ramp and trail (M) 
2. Support the New Ute Event Center (O) 
3. Promote Rifle Mountain Park usage (O) 
4. Establish and implement a plan to improve I-70 signage (M) 
5. Expand Art in the downtown - see Goal 4 action steps (M) 
6. Initiate Bike Share program (M) 
7. Promote trail expansion and usage (M) 

 
Goal 2: Identify and strengthen historic preservation 

1. Complete historical survey (S) 
2. Create and distribute a map with tourist attractions, amenities and historic locations 

- See Goal 5 (S) 
3. Identify enhancements for the utilization of the Rifle Bridge (M)  
4. Assess utilization of the historic Bridge (M) 
5. Establish historic gateway signage (M) 

 
Goal 3:  Support special events 

1. Use revenue as “seed money” the help start new events (O) 
2. Capture all events on a master calendar and help coordinate promotion when they 

are occurring (M) 
3. Create and implement a Summary Report format to evaluate all events (S) 
4. Whereas tourist oriented events should produce a greater economic impact, and 

whereas, community events are intended to build community and should not be 
expected to produce a return on investment, now therefore, establish a criteria to 



 

 

determine whether events are community-oriented or tourist-oriented. (S) 
5. Identify the expansion of events at the Fairgrounds (M) 

 
Sample Special Events: 
Air Show, Farmers Market, Bookcliff Arts Council Concert Series, July 4th, Rifle 
Rendezvous, Fall Festival, Cheatin’ Wood Chuck Race, First Fridays, Symphony in the 
Valley, Holly Days, Chili Cook Off, Apple Pie Days, Ice Fishing, Softball Tournament, 
RFD Open House, Centennial Park Concert Series, Flea Market, Winefest, Beer ’n’ Band 
Festival 

 
Goal 4: Identify and support City beautification projects 

1. Identify community beautification projects (O) 
2. Create a flower planter plan (like Delta/Vernal) which includes budget and hurdle 

assessment (M) 
3. Strategically locate and reduce ash trays in the downtown area (M) 
4. Identify and promote a volunteer work force to assist with community based 

projects (M) 
5. Identify locations for expansion of community art, murals, and sculptures.  

Establish criteria (art committee, budget, etc.) for new art (M) 
 
Goal 5: Promote the City 

1. Do a Market study to determine the focus of a marketing campaign (S) 
a. Identify partnerships with other community attractions.  Create a menu of 

activities. 
b. Sell Rifle as a destination - midway stopping point between K.C. and Las 

Vegas 
2. Develop a targeted advertising campaign (S) 

a. Golf - market to front range 
b. Explore and establish partnerships with organic farms for tours 
c. Advance rock climbing 
d. Create mountain bike trails/map 
e. Rifle Creek/Falls tour (great for kids) 
f. Fishing: Rifle Gap / Harvey Gap 
g. Hunting 
h. The Arch - a fun walk 
i. Fish Hatchery 

3. Generate a map to show how to get to downtown restaurants, what to do, 
landmarks, etc. (S) 
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Searching	  For	  The	  Best	  Kind	  of	  Tourist	  
The	  Rifle	  VIF	  Advisory	  Board	  wants	  to	  identify	  the	  consumer	  
segments	  most	  likely	  to	  visit	  and	  stay	  an	  extra	  night.	  

1

Rifle,	   Colorado	   is	   perched	   on	   the	  
doorstep	  of	  incredible	  recreational	  activities	  
available	   in	   and	  around	   the	   sea	  of	  national	  
forests,	   plateaus,	   and	   natural	   beauty	   that	  
surround	  it.	  From	  Rifle	  Mountain	  State	  Park	  
to	   the	   Rifle	   Gap,	   the	   Rifle-‐area	   attractions	  
are	   sufficient	   to	   attract	   travelers	   from	   all	  
over	  the	  Rocky	  Mountain	  Region.	  

The	   Rifle	   VIF	   Advisory	   Board	   is	  
wrestling	  with	  an	  important	  question.	  When	  
seeking	  to	  increase	  the	  number	  of	  overnight	  
stays	  in	  Rifle,	  to	  whom	  should	  Rifle	  direct	  its	  
marketing	  messages	  when	  there	  are	  limited	  
resources	   and	   funds	   with	   which	   to	   build	   a	  
marketing	  campaign?	  

The	   travel	   and	   tourism	   industry	   is	  
filled	  with	  competitive	  offerings,	  particularly	  

2

in	   Colorado	   and	   notably	   on	   the	   Western	  
Slope	  of	  the	  Rocky	  Mountains.	  The	  Rifle	  VIP	  
Advisory	   Board	   needs	   to	   know	   with	  
confidence	   which	   consumer	   segments	   will	  
provide	   the	   largest	   return	   on	   marketing	  
communications	  investment.	  

44ounces	   proposes	   to	   help	   answer	  
these	   questions	   through	   a	   combination	   of	  
data	   and	   analytics	   that	   can	   confidently	  
identify	  which	  consumer	  segments	  are	  most	  
likely	   to	   stay	   in	   Rifle,	   CO	   for	   a	   few	   extra	  
nights	   in	   order	   to	   take	   advantage	   of	   its	  
activities.	  



	  
How	  To	  Exceed	  The	  Objective.	  
44ounces	  proposes	  to	  perform	  the	  following:	  

1

a. Identify	  the	  profile	  of	  the	  best	  

prospective	  customers	  according	  to	  

current	  and	  historical	  category	  

purchase	  transaction	  and	  relevant	  

demographic	  and	  market	  research	  

data	  on	  U.S.	  customers	  in	  and	  around	  

the	  Rocky	  Mountain	  region,	  with	  the	  

specific	  geographic	  scope	  to	  be	  

determined	  based	  on	  consultations	  

with	  Rifle’s	  VIF	  Advisory	  Board	  

members	  and	  other	  stakeholders.	  	  

b. Identify	  the	  profile	  of	  the	  best	  

prospective	  consumer	  segments	  

2

based	  on	  this	  intelligence	  data	  set.	  

c. Create	  a	  segmentation	  strata	  and	  buyer	  

persona	  of	  the	  best	  prospective	  

consumers	  for	  its	  use	  in	  creating	  an	  

effective	  outbound	  marketing	  campaign.	  

d. Deliver	  reports	  that	  sum	  and	  present	  

the	  following:	  

i. Best	  prospective	  customer	  type,	  

quantity	  and	  valuation.	  

ii. Buyer	  persona	  that	  details	  the	  

demographic,	  lifestyle	  and	  purchase	  

habit	  of	  the	  representative	  best	  

prospective	  customer	  type.	  



	  

Proposed	  Components	  
of	  a	  predictive	  analytics	  approach	  to	  growth.	  

1

Identify	  &	  Measure	  
1. Identify	  the	  profile	  of	  the	  

best	  prospective	  customers	  
according	  to	  current	  and	  
historical	  category	  purchase	  

transactions	  and	  relevant	  
demographic	  data	  on	  U.S.	  
customers;	  	  

§ Data	  sets	  may	  include	  but	  not	  

be	  limited	  to	  44ounces	  Buyer	  

Behavior	  Database,	  Commercial	  

Distribution	  Database,	  and	  U.S.	  

Shopping	  Behavior	  Database	  

and	  other	  key	  inputs.	  

(a) 	  DELIVERABLES:	  44ounces	  

will	  deliver	  a	  full	  MS	  Word	  or	  
PPT	  report	  that	  details	  the	  

following	  consumer	  and	  

commercial	  statistics:	  

1. Current	  size	  of	  the	  Rifle	  CO	  

best	  consumer	  segments	  

according	  to	  demographics,	  

2

market	  size	  (valuation),	  and	  will	  

include	  the	  following	  breakdowns:	  

§ Quantity	  of	  consumers	  
§ Geographic	  distribution	  with	  

mapping	  
§ Segmentations	  by	  statistically	  

relevant	  groups	  based	  on:	  
Ø Income	  
ØEducation	  
ØOccupation	  
ØEthnicity	  
ØFinancial	  services	  use	  
ØShopping-‐relevant	  Buyer	  
Behavior	  Characteristics	  

ØOthers	  deemed	  relevant	  by	  
44ounces	  data	  scientists	  

• Market	  valuation,	  based	  
revenue	  and/or	  units	  sold,	  
according	  to	  reasonable	  
industry-‐standard	  sell	  through	  
rates	  to	  the	  identified	  
consumer	  market.	  

• Quantity	  of	  retailers	  that	  
service	  identified	  consumers	  by	  
industry,	  size	  according	  to	  
revenue	  and	  employee	  size.	  

Create	  
2. Buyer	  persona	  of	  the	  

prototypical	  consumer	  for	  travel	  

in,	  around	  and	  through	  Rifle.	  

(b) 	  DELIVERABLES:	  

44ounces	  will	  deliver	  a	  PPT	  

report	  that	  outlines	  the	  

consumer	  type	  and	  his/her	  

buyer	  behaviors,	  motivations	  

and	  purchase	  triggers	  as	  

derived	  from	  44ounces	  

syndicate	  research	  and	  

shopping	  behavior	  data.	  

(Intended	  to	  accompany	  the	  

statistical	  overview	  of	  the	  

current	  prospective	  customer	  

marketplace	  as	  described	  and	  

delivered	  in	  deliverable	  (a)	  

described	  herein.	  

(c)DELIVERABLES	  can	  and	  should	  
be	  used	  to	  formulate	  the	  

messaging	  strategy	  and	  calls	  

to	  action	  included	  in	  any	  

future	  outbound	  marketing	  

campaign.	  



	   	  

Identify	  &	  Measure	  
1. Assembly	  of	  Analytical	  Dataset	  

a. Datasets	  pulled	  and	  queued	  from	  44ounces’	  system	  
include	  but	  are	  not	  limited	  to	  demographic,	  financial,	  
behavioral,	  and	  other	  data	  pertinent	  to	  the	  
identification	  of	  the	  prospective	  customer	  profile	  and	  
market	  overview	  as	  described.	  

2. Data	  organization,	  integration	  and	  rationalization	  via	  Customer	  
Data	  OCD™	  Process.	  	  

3. Quantification	  and	  measurement	  of	  the	  Rifle,	  CO	  best	  
consumer	  segments.	  

Create	  
4. Assembly	  of	  Syndicate	  Research	  Datasets	  matching	  identified	  

consumer	  profile	  

5. Assimilation	  of	  qualitative	  data	  descriptions	  to	  match	  
identified	  consumer	  profile	  within	  industry	  standard	  margin	  of	  
error.	  

	  

	  

Investment*	  
3. Identify,	  Measure	  &	  Create	  Full	  Market	  Profiling,	  Valuation	  &	  

Buyer	  Persona:	  	  $9,889.00	  

Economics	  
The	  following	  will	  detail	  the	  specific	  deliverables	  and	  anticipated	  investment	  for	  services	  
rendered.	  
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Statement of Work  

Objective 

In May 2014, ROIC analytics was approached by The City of Rifle, CO Visitors Improvement Fund 
Advisory Board to help them understand where to distribute their funds that in turn will get people to stay 
in Rifle and to stay for a longer period of time.   
  

Schedule of Services  

ROIC analytics proposes a multi-phase project.  Phase 1 will be a visitor survey to define the following 
regarding those who visit Rifle, CO: 
 

• Who are they- lifestyle, demographics, etc. 
• Why they visited Rifle 
• What they did during their visit 
• How long they stayed 
• Where they are coming from so you can market to those cities or states 
• Would they come back and why 
• How did they hear about Rifle 
• What media they utilize when planning a vacation 
• Along with other important points that will be helpful to increase visitor traffic to Rifle 

 
The information gained will be utilized in Phase 3 which will provide valuable insight into how to bring 
more visitors to Rifle and for longer periods of time. 
 
Phase 1:  Visitor Surveys 
ROIC analytics will design, develop, and run an online survey for visitors of Rifle. ROIC analytics will work 
with the City of Rifle Visitors Improvement Fund Advisory Board and other appropriate personnel to 
design a survey questionnaire to collect information including where they come from, demographics, 
lifestyles and behaviors, and other important attributes. The survey length will vary based on the 
questionnaire designed but is expected to take the typical visitor 5-10 minutes to complete.    
  
There are many ways survey invites can be provided to 
visitors.  We will work with the community to encourage 
local business, hotels, and other local businesses to 
distribute custom invitations.  The survey will be run 
online, accessible via internet-capable computer, tablet, 
or smartphone.  ROIC analytics recommends that the 
invitation direct the customer to a “landing page” on the 
City of Rifle’s website, and will provide content and 

guidance to one’s IT department as needed. The 
landing page would provide information about the 
survey before redirecting the visitor to the actual survey. 
Alternatively, the invitation can point the visitor directly 
to the survey. 
 
The survey is managed and monitored by our 
professional staff and survey participants will have support available via an e-mail address provide on 
each page of the survey.  The survey will be run up to 8 weeks, depending on response rates.  You will 
be informed of progress throughout the survey process and alerted to any issues that arise so they may 
be corrected quickly.  The goal of this survey will be to capture 200-300 visitors.   
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(Optional Survey Phase 2) 
Additionally, once we have learned in Phase 1 where most visitors come from surrounding areas or out of 
state, we can engage the assistance of a partner to generate general participation from those target 
areas.  This will allow us to survey non-visitors, former visitors, and potential visitors.  The goal of this 
portion of the survey is to capture 200 responses, which will be resampled down to approximately 125-
150* responses.  
 
ROIC analytics recommends that you provide an incentive for participation.  Most surveys enter 
respondents in a sweepstakes drawing for one or more gift cards; others offer a coupon redeemable on 
the visitors’ next trip to Rifle.  Options will be discussed during the planning stage of this project. 
 
 
*ROIC analytics will work with your staff to implement a process that maximizes participation.  However, 
participation is highly dependent on factors out of our control.  Although we have never had a survey fail 
to reach a minimum acceptable level of participation, it is always a risk.    
 
Following the completion of survey data collection, ROIC analytics will validate, clean, resample, and 
standardize the survey responses.  Results with valid addresses will be geocoded (with 
Latitude/Longitude coordinates for mapping), and any names, addresses, or other personal identifying 
information will be stripped from the data for confidentiality purposes.  Finally, you will be provided an 
Excel spreadsheet crosstab of all responses.   
 

 

Phase 3:  Visitor Analysis & Segmentation 

ROIC analytics’ Visitor Segmentation service helps clarify who your visitors are, to help your community 
better serve them, find more of them, and to market to them which in turn will increase visitation to Rifle. 

 
Results will be provided to you in a PowerPoint 
presentation that summarizes key findings in the 
visitor data and visitor analysis and segmentation.   
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Scope of Services 

Survey & Analytics, ROIC analytics, LLC 
 
The following sets forth the Service(s) to be provided upon your signed acceptance, together 
with Cost and Timing for each Service.    
 

Services Cost Timing*** 

Phase 1:  Visitor Survey.  Design, development, and 
implementation of the survey. 
Optional Survey Phase 2 will be scoped at the completion of Phase 1.  

$10,000 Survey design 
will commence 
immediately; 

project duration 
will vary 

Phase 3:  Visitor Analysis & Segmentation.  Analysis of demand 
data to determine drivers of why people visit Rifle and how to find 
more of those people. 

$5,000 Estimate of 20 
business days 

following 
completion of 

survey 

Survey & Analytics Total   $15,000 - 
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Scope of Services and Signatures Page 

The total cost for the scheduled Services is due as follows. 50% of the project cost will be billed 
and is due at signing.  The remaining balance will be billed and due at Draft Delivery of the 
project.  This Scope of Services supersedes all previous contracts except where indicated on 
the previous pages.  Any additional Services will be quoted and/or agreed to and billed 
separately.   
 
The Services herein are governed by the terms of the Professional Services Master Agreement 
(PSMA) on file.  If no PSMA is on file, you will be required to agree to the terms of service in 
writing before any work will begin. Timing is an estimate of project duration only, and the project 
officially starts after all contractual and data obligations are met.   
 
This proposal is for The City Rifle, CO Visitors Improvement Fund Advisory Board only and 
should not be shared without the express written consent of ROIC analytics, LLC.  This proposal 
expires 60 days from the date on page one if not signed.   

 
Agreed and Accepted: 
 
City of Rifle, CO Visitors Improvement 
Fund Advisory Board 

 
By: _____________________________ 

 
Name: _____________________________ 

 
Title: ______________________________ 

 
Date: ______________________________ 
 
 

 
ROIC ANALYTICS, LLC 

 
By: ________________________________ 

 
Name: _____________________________ 

 
Title: _______________________________ 

 
Date: ______________________________ 
 
 
Please return signed agreement to ROIC analytics via e-mail to info@roicanalytics.com, or by fax to (888) 604-2521 
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Appendix A: About ROIC analytics 

ROIC analytics, LLC provides analytic services and partner solutions to help corporate-owned and 
franchised chain businesses of all sizes expand confidently, grow sales, and compete more effectively. 
We empower decision-makers with real-time customer and competitive intelligence, predictive models for 
accurate site selection and sales forecasting, and powerful and easy to use tools that fit one's needs and 
budget. 
 
ROIC analytics offers our clients: 
 

• Experience.  Your project team members are all seasoned professionals with proven experience 
delivering results.   We understand the “science” of retail analytics and continually develop the 
“art” necessary to make it effective in the real world.  All of our professional services staff 
members honed their craft as senior-level analysts and management at major retailers before 
joining our team as consultants.  Since then we have worked with Fortune 100 corporations and 
the smallest startups across all classes of retail and service.  When we aren’t helping our clients 
expand their business, we are found walking the aisles of our clients’ stores and competition in 
markets across the country.  We live retail analytics.       
 

• Partnership.  We understand the risks involved in trusting an outside company to assist with 
important strategic and tactical decisions.  We take your need for confidentiality seriously and 
work closely with you throughout our relationship to ensure that you are in control and your 
executive team is empowered to make better decisions.  
 

• Proven Solutions.  Analytics is all we do.  We leverage the best tools available for retail research 
as well as build our own software and models from the ground up to ensure that your results are 
accurate as possible and flexible to your unique requirements.  We partner with software 
companies that share our values. 
 

• Trusted Data.  Our data sources are the same ones trusted by the nation’s top retailers.  When 
needed, we supplement this data with intelligence gathered in the field to ensure our research is 
based on accurate and up-to-date facts.  
 

• Commitment.  Most of our business comes from word of mouth and recommendations from our 
existing clients.  Many of our clients have been with us for years and look to us first when a new 
challenge comes their way.  We appreciate this loyalty and try to never take it for granted.  We 
believe in continuously earning your business.    
 
 

For further information about ROIC analytics, please visit http://www.roicanalytics.com/ 
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Appendix B: Community References 

References 
 
Mike Michaelis 
Former Executive Director 
Ellis County Coalition for Economic Development 
2700 Vine Street 
Hays, KS 67601  
(785) 639-3412 
mikemichaelis4@gmail.com 
 
Joe Gall 
City Administrator 
City of Fairview 
1300 NE Village Street 
Fairview, OR 97024 
(503) 674-6211 
gallj@ci.fairview.or.us 





 
 

Visitor Improvement Fund 
City of Rifle 
202 Railroad Avenue 
Rifle, CO  81650 
 

 

Application for Funding 

Applicant Information 

Date:  

Organization Requesting Grant:  

Contact Person:  

Phone Number:  

E-mail Address  
 

Organization’s Board of Directors or Trustees 
Name Phone # e-mail address 

   

   

   

   

   

 

The Visitor Improvement Fund is generated through a 2.5% Lodging Tax.  The proceeds of the lodging 
tax shall be used primarily for the following:   

Please check which areas your request falls under. 

Visitor Improvement  and Attractions:  

Historic Preservation:  

Special Events:  

City Beautification:  

City Promotion:  

member
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April 1, 2014
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Rifle Area Chamber of Commerce
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Frank Ladd, CEO/President

member
Typewritten Text
970-625-2085 Ext #3

member
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ceo@riflechamber.com

member
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See attached Sheet
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Grant Request 
Amount requested from VIF:  

Number of people benefiting from the funding:  

Detailed Project Description:  

  

How will the money be used  

  

  

 

 

 

 

Proposed Project Budget 
Revenues or other funding sources: Amount: 

  

  

  

  

  

Expenses: Amount: 

  

  

  

  

  

For Office Use Only 
VIF Approval:     Yes     No 
Council Approval:     Yes     No 
Date Approved by Council: 
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Development & Printing of a new 6 panel Rifle "Bullet" Brochure.
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This will replace the current 3 panel one. Lots more information on the Rifle Area for Tourism.
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Design and Printing Costs
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Design and Printing Cost
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Visitor Improvement Fund 
City of Rifle 
202 Railroad Avenue 
Rifle, CO  81650 
 

 

Application for Funding 

Applicant Information 

Date:  

Organization Requesting Grant:  

Contact Person:  

Phone Number:  

E-mail Address  
 

Organization’s Board of Directors or Trustees 
Name Phone # e-mail address 

   

   

   

   

   

 

The Visitor Improvement Fund is generated through a 2.5% Lodging Tax.  The proceeds of the lodging 
tax shall be used primarily for the following:   

Please check which areas your request falls under. 

Visitor Improvement  and Attractions:  

Historic Preservation:  

Special Events:  

City Beautification:  

City Promotion:  
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Grant Request 
Amount requested from VIF:  

Number of people benefiting from the funding:  

Detailed Project Description:  

  

How will the money be used  

  

  

 

 

 

 

Proposed Project Budget 
Revenues or other funding sources: Amount: 

  

  

  

  

  

Expenses: Amount: 

  

  

  

  

  

For Office Use Only 
VIF Approval:     Yes     No 
Council Approval:     Yes     No 
Date Approved by Council: 
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$10,000
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Radio and TV Campaigns for tourism. Area from Colorado Springs
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including Denver area
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Radio and TV advertising to promote the City of Rifle and it's 
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member
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TV and Radio Advertising
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Visitor Improvement Fund Advisory Board 
 

Application for Funding 
 

Applicant Information 
 
Organization Requesting Grant: City of Rifle 
 
Contact Person: Nathan Lindquist 
 
Phone Number: 970-665-6499 
 
Email: nlindquist@rifleco.org 
 
Organization’s Board of Directors: City Council 
 
VIF Areas of Focus:  Visitor Improvements and Attractions, City Beautification 
 
Grant Request 
 
Amount requested: $25,000 
 
Number of people benefitting: all residents and visitors of Rifle 
 
Detailed Project Description:  The project includes a number of improvements to the 
Railroad Avenue Corridor from Highway 13 to 18th Street. and 3rd Street.  These include 
wayfinding signage at 6-8 intersections, pedestrian improvements to sidewalks, bulbouts 
on Railroad Avenue, connections from the Rifle Creek Trail to Railroad Avenue at 9th 
Street, and landscaping improvements in multiple locations.  The requested VIF funding 
will be combined with DDA, Main Street, and City of Rifle funding as the 30% match for 
a $10,000 FMLD grant.   
 
Project Budget:   
VIF funding: 
Wayfinding:      19,700 
Rifle CreekTrail connections:   5,300 
 
Other funding: 
Sidewalk and bulbout improvements:  108,000 
Trail extensions:    25,000 
Landscaping:     22,000 
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