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Introduction 
  
 

In July, 2003, Park City Council approved a special service contract 
with the Park City Summit County Arts Council to research, assess 
and prepare findings as to how cultural tourism can positively impact 
our community along with recommendations to further those efforts 
into the future.   The Arts Council established a 19 person Cultural 
Tourism Advisory Committee and discussion meetings were held that 
accomplished the following: 
 
• Research the economic impacts of cultural tourism nationally 
• Assessment of past initiatives provided by reports, studies 

workshops, programming, surveys and visioning sessions 
• Assessment of Park City’s cultural product 
• Identification of current strengths and weaknesses 
• Formulation of a five-year strategic plan that will improve the 

quality of life for all residents and guests and contribute to the 
economic vitality of our community. 

 
Tourism is the largest single component of the economic base in 
Park City, with the majority of visitation occurring during the winter 
season from December through March.  Park City’s Government, 
Chamber Bureau, and many of its’ businesses, recognize the 
importance of diversifying our tourist economy to become a “multi-
seasonal” resort. This document has been developed to encourage 
the promotion of Park City’s culture and heritage as one means to 
accomplish this goal. 

 
This Cultural Tourism Assessment and Recommendations is 
intended to complement the volumes of studies, reports and 
assessments compiled to date, by addressing the impact of our 
visitors, and recommending management techniques for improving 
both the visitor and the resident experience.  Tourism continues to 
grow nationally, and proactive leadership on the local level to 
anticipate and manage this growth will result in a dynamic 
environment with benefits for citizens and tourists. 

 
Park City has already begun many projects to capitalize on its rich 
and interesting mining heritage, our Olympic Legacy, and ideal 
climate and landscape which provide a majestic backdrop for both 
culture and recreation.  This study in part is meant to reinforce 
efforts in that direction while providing additional insight. The 
ultimate challenge for the community is to identify our cultural 
product, develop a marketing strategy, and find the resources and will 
to implement these plans.  



Cultural Tourism Overview 
     

Cultural Tourism Defined 
 

According to the National Trust, cultural tourism is “traveling to 
experience the places, artifacts and activities that authentically 
represent the stories and people of the past and present.  It includes 
cultural, historic and natural resources.” 

 
Benefits of Cultural Tourism 

 
Tourism is big business.  In 2000, travel and tourism contributed 
$584.3 billion to the U.S. economy; is the third largest retail industry 
in the U.S. behind automotive dealers and food stores; directly 
employs more than 7.8 million people and indirectly supports 
another 11 million jobs. (source: 2001 Tourism Works for America 
Report) 

 
A new study from the Travel Industry Association of America 
(TIA) and Smithsonian Magazine shows continued and growing 
interest in travelers’ desire to experience cultural, arts, historic and 
heritage activities.  Study results show that a remarkable 81% of 
U.S, adults who traveled in the past year, or 118 million, are 
considered cultural travelers.  These travelers included historical or 
cultural activities on almost 217 million person-trips last year, up 
13% from 192 million in 1996. (source: The Historic/Cultural 
Traveler, 2003 Edition) 
 
• Cultural/Heritage travelers spend more money on 

historic/cultural trips compared to the average U.S. (average 
$623 vs. $457, excluding cost of transportation). 

• 30% of Cultural/Heritage traveler’s destination decision is 
influenced by a specific event or activity. 

• Cultural/Heritage travelers stay seven nights or longer 
• Cultural/Heritage travelers are more likely than the average 

traveler to include air travel, rent a car, and stay in hotels. 
• 4 in 10 added extra time to their trip specifically because of an 

activity. 
 
 

 
 
 
 

 
 



Successful Cultural Tourism 
     

 
By working in local communities across the country over the past 
decade, the National Trust has developed five guiding principles to 
create a sustainable cultural tourism program.  The Cultural Tourism 
Advisory Committee supports these principles as a basic format for 
moving forward with Park City’s Cultural Tourism Goals. 

 
 
1. Collaboration – partnerships are essential elements for 

developing cultural destinations. 
2. Community Fit – a broad range of community 

involvement provides successful initiatives.  It is 
essential to find the fit between community life and 
tourism. 

3. Experience – cultural travelers seek unique experiences 
that are inclusive, educational and active.  Make sites 
and programs come alive with creativity. 

4. Quality & Authenticity – create and maintain a high 
standard of quality products or service- visitors expect 
no less.  Be authentic and accurately define and brand 
your community. Tell an honest, true story.  Educate 
and involve every member of the community as 
stewards of “their place”.   

5. Sustain & Develop – Preserve and protect the culture, 
structures, venues and natural landscapes that tell your 
story and define your “place”.  Show high regard for 
the people, programs and places by providing funding 
and resources to keep them healthy.   

 
 

 
 
 
 

 
 
 
 
 
 
 
 
 



Principle One - Collaboration 
     

Collaboration is the basis of all successful cultural tourism programs 
as it provides a unique opportunity to unite partners who may not 
have worked together in the past.  By its very nature, cultural tourism 
requires effective partnerships.  Partnering the “history and culture 
world” with the “business of tourism” offers a combination that can 
benefit the broadest community.  Reasons for collaboration include: 
 
§ Financial incentives 
§ Program development and coordination 
§ Information Sharing 
§ Increasing product offerings 
§ Defining new markets and new tactics 
§ Putting a new spin on old product 
§ Benefiting from a partner’s expertise and reputation 
§ Strengthening relationships between industries 
§ Cooperative marketing opportunities 
§ Setting the stage for future partnerships 
 
Situation 

 
Some of the many stakeholders in Park City’s tourism industry 
include:  
 
• Business owners 
• Main Street Business Alliance  
• Restaurants and Restaurant Association 
• Hotels and Lodging Association 
• Park City Board of Realtors  
• Ski Resorts 
• Recreation Organizations 
• Cultural Organizations  
• Attractions   
• Park City Historical Society   
• Park City Municipal Corporation   
• Park City Chamber & Visitors Bureau   
• Residents  
• State Tourism Organizations   
 
The most pressing challenge among all of these stakeholders is that 
each is functioning independently of the others.  Although various 
organizations do work together in some instances, or for a specific 
cause, there is no entity that brings these widely varying stakeholders 
together regularly to work in a collaborative manner. 



 
It is important to note that collaboration is a constant, long-term 
process.  While collaboration can be used to achieve many discreet 
and measurable goals, it is in and of itself an ongoing goal and must 
continue and be supported in order to effectively promote a cultural 
program for Park City. 
 
Recommendations 
 
1. Establish a lead Cultural Tourism Agency as an administrator – 

(Need Committee Recommendation … who what when???) 
2. Establish a standing Park City Cultural Alliance comprised 

specifically of representatives from art, cultural and heritage 
organizations and businesses that would report their needs and 
strategies to the lead Cultural Tourism Agency.    

3. City Council should develop a policy to collaborate and 
coordinate with the lead Cultural Tourism Agency on new capital 
projects and council goals to insure that Park City’s culture is 
represented in its infrastructure. 

4. Park City government officials and staff are encouraged to 
collaborate and partner with regional, state and national cultural 
tourism organizations.   

 

Principle Two – Community Fit 
     

An important benefit of cultural tourism programs is that they 
develop resources that make a community a good place to live.  They 
also celebrate a community’s heritage, thereby instilling pride in local 
residents.  It is critical to balance the needs of residents and visitors 
so that cultural tourism benefits everyone. 
 
Understanding the kind and amount of tourism that your community 
can handle is the key to success in the principle.  Among the benefits 
of “finding the fit” are: 
 
• Encourages additional local investment  
• Residents provide a hospitable welcome & services 
• Residents take pride in knowing about their community’s history, 

current events and attractions, and sharing this information with 
visitors 

• Knowing that a cultural tourism program is being developed can 
encourage a community to look at its cultural resources with 
fresh eyes, resulting in efforts to preserve, protect, and sustain 
unique cultural resources and talent. 

• Residents can be among the first to benefit from a cultural 
tourism program with the creation of new jobs 



• The program insures that our tourism product is operated and 
managed by local stakeholders, by continually soliciting the 
involvement of the community. 

 
Situation 

 
Tourism has been a part of Park City’s history and economy for over 
forty years.  During that time it has grown from a near “ghost town” 
to a population of over 20,000 in the greater Park City area.  The 
constant growth in tourism affects the delicate balance between the 
visitor experience and the resident lifestyle. Geographic constraints of 
a canyon add to the limited caring capacity and comfort level for 
visitors and residents. 
 
Park City is home to many new residents and second homeowners. It 
is critical that these residents understand Park City’s cultural 
significance, and the economic and social importance of a diversified 
tourist economy.      
 
During group discussions and visioning sessions, community 
members have expressed frustration with inadequate infrastructure, 
insufficient parking, traffic congestion and degradation of resources 
and/or quality of life especially during peak winter season or high 
impact events when resources are at peak capacity. 
   
These peak event times strain the City’s capacity to accommodate 
this large number of visitors and the patience of residents who feel 
overrun by visitors.  The City Council, in being sensitive to these 
issues, has been deliberate in defining one economic goal as 
“becoming a world-class multi-season resort community” rather than 
“all-season” realizing that normal down time is necessary for a 
healthy physical and mental community.  Continued, strong, active 
leadership by city leaders and tourism officials is required to establish 
and maintain the necessary balance between the needs of the visitors 
and residents.  
 
Ultimately there needs to be a balance struck in a cultural tourism 
strategy, taking into consideration the capacity of sites to handle 
visitors and that consideration should be reflected in marketing and 
promotion, signage and management. 

 
Protecting and preserving resources involves educating the local 
population as well.  There should be an effort to make citizens aware 
of the culture and of the resources associated with “their sense of 
Place”.  An understanding of the community’s culture and resources 
is key to building support for sustaining and preserving and to 



establishing broad partnerships to implement the strategic cultural 
plan. 
 
Another community group that should be considered is the second 
homeowner.  This season traveler comes with a varied degree of Park 
City ownership and can greatly affect cultural organizations success 
as an audience and financial supporter.  The trend has been that this 
segment of our population spends increasingly more time in Park 
City. 
 
A large segment of recreation enthusiasts exist in our community that 
may or may not participate in a cultural experience.  The participation 
percentages increase when the cultural product is available at 
trailheads, trails, mountain venues, lakes, reservoirs, golf courses or 
other recreation sites. 
 
As with Collaboration, Finding the Right Fit is a process not a product, and 
must continue to be an ongoing process that is periodically evaluated and adjusted. 
 
Recommendations 
 
1. Continue to solicit public input regarding concerns, expectations 

and comments in being a world-class resort community.  
a. Host a series of public meetings to determine current 

attitudes about cultural tourism. 
b. Conduct community opinion surveys.  Publishing results 

as part of an educational campaign to gain support for 
public stewardship of tourism.  Responses to residents’ 
concerns must be publicized as part of the process of 
building goodwill about tourism.  It is important that 
residents not only know that their concerns were heard, 
but that they were acted on as well. 

 
2. Informational discussions and lectures focusing on Park City 

heritage and culture such as those currently provided by the 
Kimball Art Center, Park City Historical Society, and Park City 
Summit County Arts Council should be strongly supported and 
promoted to insure that all of our residents have the knowledge 
to be enthusiastic hosts and stewards of their community.     

3. Create a clearinghouse for supporters/volunteers.  In addition to 
providing information, residents should be encouraged to 
become involved in the process.  The administration entity 
should develop a database to inform residents of opportunities to 
serve on committees, assist with event services, provide guided 
tours, sponsor events, connect with producing organizations or 
participate in other ways. 



4. Develop a Tourism Management Ordinance – From the input 
and experience of the Cultural Tourism Advisory Committee the 
city staff should craft an ordinance specific to Park City’s 
situation.  This process is expected to take six months to a year to 
review and adjust through the public comment process.  This 
ordinance would codify Park City’s commitment to cultural 
tourism efforts.  Once established, the ordinance should be 
reviewed regularly and adjusted as needed as part of an overall 
process established by the Cultural Tourism Advisory 
Committee. 

5. Address carrying capacity for cultural resources including 
attractions and historic sites. 

 
 

Principle Three - Experience 
     

As competition continues to increase in the tourism industry, looking 
for creative ways to bring your cultural attractions and programs to 
life becomes even more important.  It is not enough anymore to just 
preserve a historic site, produce a concert, or print a brochure 
guiding visitors along Historic Main Street.  The visit itself must be 
compelling, educational, interactive and entertaining for visitors to 
consider it a success, and to develop positive word-of-mouth 
advertising. 
 
It is also important to recognize that today’s visitors are more 
sophisticated and well traveled than previous generations with 
expectations far beyond past generations.  Several elements that can 
enhance the experience are:  
 

• Interpretation – mediums must be accurate, time appropriate, 
graphically interesting and readable.  Human interpreters 
must be knowledgeable, animated, personable and polite.  

 
• Interaction – programmers should allow the visitor to think 

about the information, touch articles, reason, conclude and 
participate in the production.  Make them players. 

 
• Involvement – hands-on activities, demonstrations and 

viewer participation has a powerful impact on visitors.   
 

• Entertainment – re-enactments, performances, tours and 
other creative events can provide that memorable experience 
that is new and fresh for the viewer. 

 



• Souvenir – take home a piece of the experience to remember, 
show friends back home and promote to other potential 
visitors. 

 
Situation 

 
Park City has a remarkable cultural product that provides prime 
opportunities for making sites and programs come alive. 
 
The first opportunity the potential visitor has to experience Park 
City’s cultural product is through our marketing and promotional 
initiatives.  The principle of “making our sites and programs come 
alive” should be incorporated into the visitors experience as early and 
often as possible.  
 
The cultural experience starts when the visitor researches options for 
their visit.  The next opportunity happens at the airport or driving on 
the interstate and continues through lodging check-in, dining, transit 
stops, site tours, simply strolling through the city, at performance 
venues, retail shops, and the myriad of other activities available in 
Park City.   
 
Input Needed … What is the CTAC’s opinion on the 
subject: “Rate the Park City experience?” 
 
Recommendations 
 
1. Marketing programs should reflect a vibrant and healthy cultural 

product   
2. Assess the need for a cultural information center and if it should 

be a stand alone facility or incorporated into an existing facility 
such as the current Chamber Visitor Center, Museum, Kimball 
Art Center, Miner’s Hospital or other venue.  

3. Continue to improve and add interpretive signage and way 
finding providing information and location about significant 
cultural and historic sites.  

4. Add interactive kiosks on Main Street to our interpretive 
inventory 

5. Review current city ordinances that govern the outdoor display of 
art to assure that these ordinances do not impede our ability to 
present Park City as a vibrant artistic and cultural destination. 

6. Establish criteria for historic sites 
7. Enhance and develop self guided tours 
8. Insure that our current performance venues are state of the art 

and encourage incentives for enhancement when necessary.  
9. Encourage authentic re-enactment of historic events on Main 

Street as cultural tourist attractions 



10. This committee supports the development of the new Town 
Plaza Stage and recommends contracting with an established 
organization to administer, manage and program the facility.  
This organization would work closely with Park City Municipal 
Corporation and The Cultural Tourism Alliance to assure varied 
and quality performances and presentations. 

11. City Council should support and continue funding for public art 
programs and initiatives as cultural tourism attractions.   

 
 
 

Principle Four – Quality & Authenticity 
     

Insisting on the highest quality available in every area including 
restoration, interpretation, collateral material, attractions, talent, 
events and venues means Park City’s competition is smaller.  
Additionally, from a marketing perspective, an authentic quality 
experience is what sets Park City apart from any other place in the 
world. Authenticity offers a marketing edge that no other place can 
compete with.  Telling the real, authentic story ensures that visitors 
will have a fuller understanding and share in the pride and ownership 
of Park City.   
 
Visitors not only have the right to expect that they are being told the 
truth but that “local talent” is in fact from the local area. 
 
Many elements contribute to a visitor’s perception of “quality”.  
These elements can be categorized in terms of product, performance 
and service.  Cultural tourists will expect a higher level of 
professionalism in each category. 

 
 
Situation 

 
During the 2004 Winter Olympics there was no doubt that Park City 
was an official venue site.  Thirty days after the closing ceremonies, 
the Salt Lake Organizing Committee removed virtually all evidence 
that this monumental event ever took place.  The Utah Winter Sports 
Park has done a great job of celebrating the Olympic events with 
artifacts in their museum and site tours including “the Olympic 
experience” as part of their interpretation.  Park City municipal has 
installed interpretive plaques and several “mini-towers” in various 
locations of Old Town and the Chamber Bureau maintains the Park 
City Olympic Welcome Plaza and has developed a self-guided 
Olympic Legacy tour brochure.  An artist has been selected to design 
and construct an Olympic Legacy Entryway Enhancement Sculpture 
celebrating the arrival into Park City on Highway 224.     



 
Park City’s mining history was significant for the period and is 
interpreted on Main Street at the Museum, soon to be expanded with 
the Historical Societies current capital campaign.  Historic 
interpretive signs, funded through the restaurant tax are installed 
throughout the ski resort property. 
 
The perceived authenticity of the information distributed through the 
museum is very high.  However, newly constructed buildings in 
Historic Old Town which copy historic structures tend to dilute or 
falsely add to the preservation efforts of the community. 
 
Since 1984, The Sundance Institute has held the Sundance Film 
Festival in Park City.  This Internationally renowned Film Festival 
generated 29.9 million in revenue for Summit County in 2004.  
Despite the significant cultural tourism impact Sundance has on Park 
City, there is no Sundance Legacy program in place to commemorate 
and celebrate the festival year- round.    
 
Art and Culture significantly contributes to Park City’s authenticity: 
 
§ Egyptian Theater – 82 years 
§ Park City Art Festival – 35 years 
§ Kimball Art Center – 25 years 
§ Sundance Film Festival – 20 years 
§ Park City Performing Artists – 20+ years 
§ Park City Arts Council – 20 years 
§ International Music Festival – 21 years 
§ Park City Museum – 20 years 
§ Park City Historical Society – 23 years 
§ Park City has a strong and long standing artist community 
 
As Park City has evolved into a tourist destination over the past forty 
years, a mix of attractions have developed with varying degrees of 
authenticity.    
 
§ Authentic Site/Product – managed by professional 
preservationists, historians and interpreters and seek to not only 
preserve, but to tell the authentic story or history; The Park City 
Museum.  Created by people that make the Park City community 
their home; local artisan’s work.  Cultural lifestyles that are an 
established fabric of the Park City community; the Shoe Tree on 
Poison Creek. 
 
§ Authentic Theme – Entities that include an authentic experience 
such as artifacts, interpretive displays, photographs, stories, and 



performances as part of their business, which inform, educate and 
entertain.  These businesses may or may not utilize a preserved site. 

 
§ Not Authentic – Venues, displays, performances, products, or 
experiences that may or may not be presented as heritage attractions 
with embellished stories, copied artifacts, or genre foreign to Park 
City. 

 
§ Anywhere Attractions – Businesses, sites or product that benefit 
from the large number of tourists coming to Park City that could be 
located anywhere with the same business makeup.  They can be 
entertainment, service or products that lack the education element 
and “Park City Sense of Place”.  
 
Not all of our tourism product will have a significant degree of 
authenticity.  Our goal is to achieve a realistic total percentage to 
offer a genuine authentic experience to our guests. 
 
Recommendations 
 
1. Establish base standards/criteria for quality and authentic 

services and products  
2. Define the elements of our current cultural and heritage product 

including arts and cultural programs, snow sport and recreation 
development, and mining history. 

3. Based on the above definition, establish a “Cultural Branding 
Strategy” for Park City to help define our cultural and heritage 
product and market the brand effectively.  This brand would be 
promoted both within the community and through tourism 
marketing initiatives.    

4. Support the establishment of a Sundance Legacy project to 
proudly celebrate this Park City Cultural Event year-round  

5. Establish clearing house or administration or standards 
6. Develop tools for tourism business partners 
7. Educate tourism business partners 
8. Provide symbol or logo to tourism partner’s sites & products that 

hold to the quality and authenticity standards. 
9. Market the Park City quality & authentic product/sites. 
 

Principle Five – Sustain & Develop 
     

A community’s cultural, historic, natural and folk life resources are 
irreplaceable elements of a tourism experience.  These resources are 
tangible reminders of the community’s past and engaging definitions 
to its present day.  These resources are essential in telling the real 
story to visitors and must be “Sustained” through a broad strategic 



effort of preservation, protection, funding, promotion, education and 
marketing. 
 
In an established resort community such as Park City, there exists 
many cultural programs, venues, attractions and products that are 
already considered top quality, significantly authentic and successful 
in attracting, entertaining, and providing a valued experience to the 
traveler.  Assuring the continued success of these efforts must be a 
priority.  Secondly development of new cultural attractions, 
programs, events, and venues are necessary for a dynamic World 
Class Resort Community. 
 
Emphasis should be given to development and solicitation of cultural 
attractions, programs, events and venues that draw visitation of the 
cultural tourist to stay longer, book lodging, and utilize local 
businesses.  These resources should have the quality and authenticity 
that the Cultural traveler requires. 

 
Situation 

 
The City’s preservation ordinance currently provides for 
preservation of historic structures but does not address culture, 
natural landscapes and folk life.  There are several national models 
that hold a high standard for cultural resources that could be 
utilized. 
 
Many individuals, organizations and businesses provide successful 
cultural resources that should be sustained.  Leading the way in 
effective efforts to support Park City’s cultural resources is local 
government: 
 
§ Providing necessary event services 
§ Establishing the Park City Public Art Advisory Board 
§ Establishing the Cultural Tourism Advisory Committee 
§ Creating the Public Art Fund 
§ Providing Historic Preservation Grants 
§ Awarding Proposal Bid to the Glory Hole Project 
§ Establishing a 99 year lease for the museum expansion 
§ Development of the “Swede Alley Town Plaza” in old town 
§ … 
§ … 
§ … 

 
Park City Municipal and the Chamber have recently collaborated 
to actively search and solicit new attractions to relocate to Park 
City and add to our tourism product. 

 



 
   Recommendations 
 

1. Amend Park City’s Preservation Ordinance to include culture. 
2. Utilize Tourism tax revenues for preservation and sustaining of 

successful attractions in addition to marketing. 
3. Develop an aggressive cultural tourism brand and marketing 

strategy. 
4. Create a database of existing cultural tourism partners, 

producers, funding sources, venues, etc. and make available to 
the entire cultural tourism network through newsletters, 
internet and other mediums. 

5. Lobby state and national governments and organizations for 
support. 

6. Create “Sister City” in cultural trade. 
7. Have a presence at future Olympics for resource. 
8. Solicit existing cultural events, festivals, and competitions to 

relocate to Park City in addition to sport/recreation. 
9. Encourage and support local artisans through public art 

opportunities  . 
10. Consider creation of a National Heritage Area program with 

regional partners. 
11. Support Artist in Residency programs and initiatives. 
12. Create Tunnel murals as visitor attractions. 
13.  … 
14.  … 
15.  … 
16.  … 
17.  … 
18.  … 
19.  … 
20.  … 
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