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STRATEGIC PLAN 2010-2015

Our Vision

To be the recognized leader for innovative regional destination
management and stakeholder involvement.

Our Mission

To increase the economic, social and environmental benefits from
tourism to the Vancouver Island region.

Our Mandate

To position the Vancouver Island region as a premier, all season tourism
destination.
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PREVIOUS ACHIEVEMENTS

The following points summarize the achievements of the association over recent years:

>

Y

A\

Created and implemented the Stakeholder Model which eliminated the membership fee
structure and embraced all tourism businesses within the region. The Stakeholder Model has
now been adopted by all of the regional British Columbia tourism associations.

Increased the financial assets and the stability of the association by levering at a ratio of 3:1
which increases our ability to market on behalf of our community.

Continual growth and innovation through successfully leveraging and utilization of government
funds and growth of Annual Conference.

Incremental growth of the value of media coverage to the region.

Implemented a comprehensive research strategy and integrated research culture within the
organization.

Increasing collaboration and engagement with communities of the region through a variety of
successful and highly innovative programs.

Proactively managed the ferry crisis when the Queen of the North sunk on March 22, 2006, by
building and implementing a successful North Island Recovery Strategy from Provincial
Government Funds of $350,000.

Developed and implemented a three year strategy to effectively utilize the $2,000,000 in flexible
funds granted by the Provincial Government March 2005.

Continued to improve the quality and scope of collateral materials utilized to promote the
destination.

Nurtured relationships with the leading Marketing Organizations within the Vancouver Island
Region.

Refined and expanded communications to stakeholders.

Increased the professionalism and effectiveness of the staff team through professional
development.

Set new records with the Annual Conference and AGM.

Developed new partnerships and strengthened existing partnerships with industry stakeholders.
Leveraged the recognition received as the “Best Island Destination, North America”, as
recognized by the readers of Conde Nast Traveler Magazine nine times in a row.
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REVOLUTIONIZING THE TOURISM ASSOCIATION STRUCTURE — THE STAKEHOLDER MODEL

Background

Tourism Vancouver Island created and pioneered a model for association structure that has embraced the
entire tourism industry within its jurisdiction and increased its effectiveness as a destination marketing
organization. The implementation of this model has been so successful that it has not only been adopted by
all six regional destination marketing organizations in British Columbia, but additionally by many community
tourism organizations within and outside of the province.

The inception of this model was the result of an insightful and open-minded review of the organization’s
membership structure, which began in 2002. This review resulted in the board and staff coming to a
realization that the membership based structure, which it had operated within for nearly 40 years, was
limiting the growth and economic benefit available through collaborative investment in destination
marketing. The review ultimately led to the formation of a task force that set out on a course to evolve the
structure to one that would engage greater participation by the private sector stakeholders in the tourism
industry and in turn increase the association’s ability to effectively represent the stakeholders in tourism.
After looking internationally at association best practices, the task force was not satisfied that there was a
model that would accomplish its desired goals and hence embarked on a journey to create a model that
would.

Challenges and Opportunities

The initial review of the membership structure identified that while the association had been quite effective

in creating cooperative marketing initiatives with tourism businesses in the jurisdiction, the participation was
limited to members, and the membership had not grown for several years. There was considerable evidence
that membership growth had been limited as a result of businesses being burdened with having to purchase

memberships in multiple associations. Additionally, due to only member businesses being represented, this

limited the product offerings available to the consumer, which in turn limited the Association’s ability to fully
market the destination.

The opportunity became evident that if membership fees were eliminated the association could represent
the entire breadth of the tourism industry, attract additional industry investment into cooperative programs
and provide the consumer with the complete picture of the tourism products available in the region.

Results

Although there was considerable apprehension regarding the loss of significant membership revenues, the
belief that opening the door to a larger market of tourism businesses to invest in cooperative programs
would result in increased revenues from program fees became a reality. Additionally, greater investment
from stakeholders resulted in greater outputs in marketing. Following are specific examples of success:
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e Membership database of 425 grew immediately to a database of 2913 stakeholders

e Pre stakeholder model approximately 264 members investing in programs, post implementation an
average of 600 stakeholders have been investing in programs

e Membership investment grew from $1.03 million to a high of $1.7 million

e Leveraging factor of stakeholder investment to Tourism Partner Program $s grew from 1:1 to 3:1

e Gross marketing spend grew from $1.1 million in 2002 to $2.5 million in 2009

e Employment within the association grew from 8 FTEs in 2002 to 14 FTEs in 2009

e Product offerings to the consumer grew incrementally by being inclusive of all stakeholders

e There are presently 10 tourism organizations within BC that have adopted the model

e The Association receive requests from other jurisdictions across Canada for assistance in
implementing a similar model

e |n 2005 Tourism Vancouver Island was honored with the Canadian Society of Association Executives
(BC) Outside the Box Award and was nominated for the Tourism Industry Association of Canada’s
Innovator of the Year award

e Tourism Vancouver Island has been able to expand its role with stakeholders, providing services in
capacity building and best practices.

Conclusion

The successful development of this model has positioned Tourism Vancouver Island as a leader in destination
management and truly reflects the vision of its board and the professionalism of its staff team relevant to our
vision, mission and mandate. It is evidence that following our core operating values of Leadership, Triple
Bottom Line, Accountability, Innovation and Service Excellence result in success for the organizations and all
the stakeholders that the organization is engaged with.
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CAPITALIZING ON THE TOURISM PARTNERS PROGRAM — LEVERAGED IMARKETING

Background

Tourism Vancouver Island receives an annual Tourism Partners Program budget from the Ministry of Tourism
Culture and the Arts (previously Tourism British Columbia). This annual budget allows Tourism Vancouver
Island the ability to offer its Stakeholders marketing initiatives to collectively market Vancouver Island to key
close-in markets as a premier, year-round destination. For the past few years, this budget has been
successfully stretched to the best of the organization’s ability to offer as much quality, eye-catching
initiatives as possible. The leveraging ratio Tourism Vancouver Island continues to attain is 3:1, which
emanates Stakeholder support and confidence in this organization’s marketing practices. Other Regional
DMOs do not exceed a leveraging ratio of 1.5:1, while most maintain a 1:1 ratio.

Challenges and Opportunities

There are a number of obstacles to attaining maximum reach of Tourism Partner Program dollars. Two of the
largest obstacles are the reduced Stakeholder spend on marketing initiatives due to the economic climate
and a declining annual Tourism Partner Program budget. Nevertheless, while Stakeholder participation
dropped in FY10 over FY09 and private sector investment decreased by $227,145, Tourism Vancouver
Island’s leveraging ratio actually improved as the organization determined ways to better optimize funding
through offering non-leveraged opportunities.

Results

As one of six RDMOs, Tourism Vancouver Island continues to stand on top as a leader in leveraged marketing
opportunities.

e Tourism Vancouver Island maximizes its cooperative marketing impact through creative
development and buying power to reduce the amount of TPP dollars dedicated to programs while
providing the best possible value to Stakeholders. This increases the number of program offerings to
stakeholders and increases the market penetration.

e The total gross of Tourism Vancouver Island’s FY2010 Marketing Plan (exclusive of Community
Tourism Opportunities and Trade and Overseas Marketing numbers) accounted for 24% of the total
Provincial gross of all six RDMOs’ Marketing Plans. In other words, Tourism Vancouver Island was
the top marketplace investor among all the RDMOs.

e Tourism Vancouver Island offered eight non-leveraged marketing opportunities to Stakeholders in
FY10 accounting for a total gross marketplace investment of $179,046, which would be considered
incremental investment generated through stakeholder partnerships

e In FY10, the leveraging ratio of Tourism Vancouver Island’s Partners Program was 3.25:1, thereby
maximizing the government’s investment

e In FY10, Tourism Vancouver Island attended two Alberta Home & Garden Shows (Edmonton &
Calgary). The costs associated with attending these shows exceeded $14,000; however, due to co-
operatively attending these shows with five Island Communities, Tourism Vancouver Island only
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needed to invest $4,213. On top of that, our booth received over $86,000 in promotional
advertising.
Conclusion

The successful execution of a marketing plan with such a high leveraging ratio not only allowed Tourism
Vancouver Island to offer a greater range of initiatives to Stakeholders, it also generated increased
administration fees, which, are invested back into the industry as educational resources, human resources,
research resources, additional marketing campaigns and industry events. As a result, Tourism Vancouver
Island is positioned as a respected and stable leader within the tourism industry.



Tourism Vancouver Island Board Manual

STRATEGIC PLAN

GROWTH & INNOVATION

Background

Growth and Innovation are integral components to Tourism Vancouver Island’s success and is evidenced in
both our vision and as one of the four core operating values of the organization.

In striving to constantly grow the depth of our services and lead the way in providing new avenues to
achieving our goals, Tourism Vancouver Island has been positioned as a model for “best practices” by
government and other destination management organizations.

Challenges and Opportunities

Each project was unique and had their own sets of challenges and opportunities that are outlined in the next
section.

Results

2010 & Beyond Strategy

Following the July 2003 announcement by the International Olympic Committee, that Vancouver, British
Columbia had been awarded the 2010 Winter Games, members of the Tourism Vancouver Island’s marketing
team immediately recognized that there was an once-in-a-lifetime opportunity available to us. Tourism
Vancouver Island quickly embarked on a mission to develop a leading strategy that had a focus on developing
a desire to live, work, play and invest in the Vancouver Island region and Sunshine Coast, pre, during and
post games time. Through capitalizing on the incredible awareness that would be created by the 2010 Winter
Olympic and Paralympics Games it is was the organization’s intent to acquire unprecedented media attention
to the region.

The journey began by exploring what the real opportunities would be for the regions. Our task force enlisted
the facilitation and support of key members of Tourism British Columbia to ensure that the Association was
able to fully understand these opportunities. Throughout the process the task force considered potential
partners, areas to avoid duplication, and the value of a collaborative effort that would result in the greatest
economic benefit to all stakeholders. Through the assistance of Tourism BC, the organization identified that
the greatest opportunity available was to leverage the unprecedented media attention that the Games
would create for British Columbia. The strategy was developed and in March of 2008 Tourism Vancouver
Island received partnership approval from the Island Coastal Economic Trust in the amount of $465,000,
enabling us to begin the implementation of this $730,000 program.

This program consisted of multiple projects which include:
e Video File Production
o The production of Vancouver Island and Sunshine Coast and community tourism and economic
development videos which are available to broadcast media for their Vancouver Island and
Sunshine Coast story coverage.
=  One 12 minute regional tourism video
=  One 12 minute regional economic development video

8
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= Eight 4 minute tourism and economic development videos

HD B-roll Acquisition

O

The filming and production of 150+ minutes of ‘Solid Gold’ HD footage and over 2,000 minutes of
Gold footage that will be available to communities, economic development offices, and
chambers of commerce.

Community Press Material Development

O

Five communities participated in this program and received a press material kit which includes a
community overview, town talking points, story ideas and top tweets, pre-written stories and
day trip itinerary suggestions.

These press material kits were loaded on USBs for distribution to media through a multitude of
channels.

Familiarization/Press Trips

@)

A contractor was selected to develop Vancouver Island and Sunshine Coast dream itineraries that
were to be utilized to encourage media to experience the regions. The contractor also assisted
media through logistical support for their trips to the regions. In partnership with Tourism BC,
the association hosted over 25 media covering the Torch Relay and supported a Korean skater
travelling with four international media representatives while running the torch route from
Victoria to Tofino.

Karen Bonell represented the Vancouver Island region with presence for the duration of the
Olympic Games at the Unaccredited Media Centre alongside BC and Canada media
representatives. Media were encouraged to visit the BC Media Centre in Robson’s Square to
obtain story ideas, information, or press support by various methods which included entering
their business cards for daily gift draws. Personal interaction such as handing out provincial
information, USBs, chocolates, etc, encouraged media to stop and talk, or to come back again. A
database of international media was collected and follow-up invitations to visit Vancouver Island
have been extended to key media contacts.

Itineraries were also loaded onto the USB sticks and distributed to media. Private sector support
has been so strong that there has been an extension of the program to host several more press.
Media who have visited the Vancouver Island region include: The Snow Leopard, Kwame (Ghana)
and his media team, SBS TV (Korea), Newsis (Korea), NBC Today’s Show, Channel 9 (Australia),
CNN, TZ Newspaper (Germany) and Worldpress (USA).

Media who will be coming on press trips to Vancouver Island include: Uit & Reis Magazine
(Netherlands), Welt am Sonntag and Tages-Anzeiger Newspapers (Swiss), Countryman Press
Great Destinations Guide Book and Freelance travel writers (USA), Weekly TV Guide (Germany,
Austria and Switzerland),Lonely Planet (Canada and Pacific NW), Toronto Sun (Canada), Sing Tao
Newspaper (Chinese-speaking Canadians), Tourist Guide Canada (ltaly).

The Press Trips from International media have been longer visits than originally anticipated.
Anywhere from five to nine day trips have been hosted to maximize the exposure of all of
Vancouver Island’s regions. The individual tourism businesses have embraced the additional
world wide exposure and have been very supportive of hosting the media.
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e Taste of Vancouver Island and Sunshine Coast event
o Tourism Vancouver Island was the only RDMO to host a media event at games time and on

February 11", 2010, the day before the opening ceremonies, the association utilized the BC
Commerce Centre at the Robson Square to host the Taste of Vancouver Island. There were 26
stakeholder partners supporting the event and together they ‘wowed’ almost 100 targeted
media in an effort to inspire the publishing of stories of the opportunities to ‘Live, Work, Play and
Invest’ in the Vancouver Island and Sunshine Coast Regions. In addition to the media hosted at
the event, highlights of the event included surprise visits from Clifton Murray of the Canadian
Tenors, Kwame “Snow Leopard” Nkrumah-Acheampong who was training for the games at
Mount Washington’s facilities, and celebrity chef Bob Blumer from the Surreal Gormet and
Glutton for Punishment on the Food Network.

Providing Management Services

Through the Board’s strategic direction it was realized that there was a need to assist smaller communities
with the development and implementation of their tourism plans. Further, it was realized that this could
result in increasing the association’s services and revenues.

Vancouver Island North Tourism

Following the successful completion of the North Island Community Tourism Foundations program, Tourism
Vancouver Island was contracted to manage the implementation and has opened a satellite office in the
North Island. This has proven to be an effective way to assist small communities in expanding their
opportunities in tourism.

Tourism Vancouver Island has worked with an advisory committee and has implemented several cooperative
initiatives which have garnered more than anticipated private sector investment and incrementally increased
marketplace impact.

Tourism Port Hardy
Following Tourism Port Hardy’s successful application for AHRT funding, Tourism Vancouver Island was
contracted to develop and implement the community’s tourism plan.

This service has successfully managed the following initiatives:

e The creation and development of Tourism Port Hardy’s website, www.PortHardy.travel

e The contracting of a photographer to conduct a photo shoot to acquire images for use by Tourism
Port Hardy

e The design and production of a 12 page lure brochure

e Conducting a 4 week print campaign with the Vancouver Island News group in August 2007 to
encourage Vancouver Island residents to travel to Port Hardy.

e Placement of co-operative ads in the 2008, 2009 and 2010 editions of the Vancouver Island Vacation
Guide and the Vancouver Island Outdoor Guide to increase the level of exposure.

e Participation in Tourism Vancouver Island’s Media Relations Program

e Development of a press kit for www.PortHardy.travel

10
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Go North Island — A Recovery Campaign

Tourism Vancouver Island and the North Island Committee launched a “Go North Island” campaign with
precision and speed following the sinking of the BC Ferries’ Queen of the North. The stakes were high —
government and industry studies were predicting a decrease of 60% in local tourism Revenues. The $350,000
campaign, funded by the Government of BC ran from June to August 2006.

A newspaper and television campaign targeted the close-in Lower Mainland and on-Island travelers to take
an immediate “getaway” or short vacation to North Vancouver Island.

The results of this concentrated effort were highly touted by the North Island region and included:

e Anincrease in tourism revenues of 8.5% in July and 6.6% in August 2006, mitigating the estimated
potential losses.

e Launching a campaign-specific website (GoNorthlsland.com) in June 2006 with more than 100 visits per
day in July and continued strong visitation in August.

e Anincrease the North Island stakeholder support of Tourism Vancouver Island which has led to
increased participation in other projects.

Alberta “Island Time” Campaign

The Island Time campaign introduced Albertans to more of Vancouver Island’s eco-cultural adventure
opportunities using a creative mix of TV, print and web marketing. Pre-campaign research directed the media
mix and the results confirmed the program made an impact.

This campaign also included a first for any marketing organizations in BC, the Island Time Adventure Pass.
This traceable value-added smart card program encouraged Albertans to choose Vancouver Island for their
next getaway by offering great deals to accommodations and attractions on Vancouver Island. Over 4000
Albertans order the smart card. Tourism Vancouver Island’s efforts were expanded during the second year of
the campaign to include more markets, a new 30 second TV spot as well as print ads exclusively featuring the
pass and its outstanding value.

Direct inquiries and visitation went up over the duration of the campaign and surveys of Albertans during the
campaign indicated that Vancouver Island was notching its way up Albertan’s “most likely to visit” list.

This was Tourism Vancouver Island’s largest campaign to date in the growing Alberta Market with more than
$2 million invested over three years. This campaign was only possible due to Private Sector investment and
the Flex Funds provided by the provincial government.

Annual Conference & AGM

The Annual Conference & AGM is the association’s primary fundraising event providing incremental funds to
which are utilized in increasing the benefits provided to stakeholders. The Conference & AGM is also the
Association’s opportunity to provide stakeholders with educational sessions on relative topics within the
industry, networking opportunities with other industry professionals and an opportunity to learn about and
explore the host community. Each year the Association strives to meet or increase net proceeds from the
fundraising auctions, the delegate participation rate and the level of delegate satisfaction.

11
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Over the last three years, despite the ever changing financial environment, the Conference & AGM has
managed to increase the value of auction donations as well as the net proceeds, which is representative of
the level of stakeholder support for Tourism Vancouver Island.

| 2007 2008 | 2009 |
Value of Donations $42,295 $34,050  S$52,258
Net Proceeds from Auction S16, 835 $22,540  S$23,975

Delegate participation has steadily increased in the last 10 years. Even with the various changes in the
financial environment, over the past three years the organization has seen the delegate participation rate
fluctuate between 83 and 100 participants.

Over the last two years Tourism Vancouver Island has also composed a comprehensive post event survey for
our delegates in order to gage their satisfaction in all aspects of the Conference & AGM. In 2009 the
association had a 38% participation rate in the survey and of those participants 97% were satisfied or very
satisfied with the overall quality and 82% were satisfied or very satisfied with the overall value and of the
Conference & AGM. These results are very encouraging and have led the organization to believe it is on the
right track when providing relevant, educational and valuable stakeholder opportunities at the Annual
Conference & AGM.

Conclusion

Tourism Vancouver Island has seen the landscape for destination marketing and management change
significantly in recent years; through our efforts to diversify and grow as an organization the association
continues to demonstrate its financial sustainability, relevance and competitive edge.

12
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TRAVEL MEDIA RELATIONS — CO-OPERATIVE PARTNERSHIPS

Background

For several years the Vancouver Island region has had considerable benefit resulting from earned media
attention. Prior to 2001 this had been the result of a keen interest in the region by media and the working
relationship with Tourism British Columbia. Tourism Vancouver Island had been very involved in
coordinating familiarization trips with the media, but had little involvement in conducting proactive media
relations strategies.

It was becoming very evident that earned media was creating significant brand awareness for the Vancouver
Island Region and a significant number of tourism operators in the region. In October 2001, following a
presentation to the major tourism organizations in the region, by Deirdre Campbell (Tartan Public Relations),
Tourism Vancouver Island offered to pursue the development of a media relations strategy that would
benefit all of the island’s based tourism organizations and ultimately the tourism industry as a whole. To that
end, Tartan PR provided a proposal to Tourism Vancouver Island to provide media/public relations services.
These services included the development and implementation of a media relations plan for each of the
participating partners in addition to the regional plan for Tourism Vancouver Island.

A component of the strategy included educating the key staff at Tourism Vancouver Island and the partners
in the program. Until March 31, 2004 Lana Kingston had been dedicating approximately 50% of her time to
Media Relations and had learned a great deal through working closely with Tartan PR. There had always
been a vision of bringing this strategy in-house, making it more cost effective and building the program
beyond the scope possible through contracting out.

The co-operative partnership started with four community partners in 2002 while Tartan PR delivered the
program. In April 2004, Tourism Vancouver Island brought the media relations program in-house and
dedicated 1 % employees to media relations with six partners. Tartan PR was retained for issues
management, consulting and mentoring. In 2005, human resources to the media relations department
increased to 2 full-time employees to assist with program deliverables. During the final year of this program,
ending March 31, 2009, there were eight partners in this program.

Tourism Vancouver Island was the only regional destination marketing organization in BC with this type of
program.

Challenges and Opportunities

In order to influence the positioning of our product against the world travel market, there is a need to be
proactive in building relationships and communicating with targeted travel and business media worldwide.
The organization has to make it as simple as possible for the Vancouver Island region to attract, host and
inform journalists.

This has be done by streamlining processes, initiating a simple Media Guest Program and reinforcing

relationships with industry partners, Tourism Victoria, Ministry of Tourism Culture and the Arts, and others
who operate media programs in the Vancouver Island Region. Stakeholder communications and education

13
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are also integral to success. All communications need to be current, accurate, comprehensive and dynamic,
channeled through targeted releases, information packages, and editorial calendars.

Results

The following are specific examples of success:

e Firstin building a coalition of Island communities to fund successful multi-year co-op travel media
program (Started in October 2002, ended March 31, 2009). Started with four partners, and
concluded with eight partners

e Seen as a leader in regional media relations by stakeholders and regional counterparts who seek
guidance and knowledge

e Increased relationships with stakeholders to further leverage media investment

e The only regional association in BC to secure additional media funding for Olympic & Paralympics
games media activities. This included producing press materials for five communities, developing
sample media itineraries, and coordination of press trips before, during and post Olympic &
Paralympics Games.

e First region to develop a comprehensive editorial tracking document and to have this document
online

e Recognized by ISLANDS magazine’s “Best Islands to Live On” special issue - 2010

e Conde Nast Traveler Readers’ Choice Awards
o BestIsland North America: 1994, 1996, 1997, 1998, 2000, 2001, 2002, 2003, 2004, 2005,
2006, 2007, 2008
o GulfIslands ranked 6™ among Top 10 islands North America 2009

e Travel + Leisure World’s Best Awards
o Best Island Continental US / Canada: 2005, 2007

e CSAE (Canadian Society of Association Executives)
o Tourism Vancouver Island recognized with Association Cornerstone of Excellence by the BC
Chapter of CSAE for the Stakeholder Business Model in 2005

e Air Miles Reward Program
o Tourism Vancouver Island was a finalist in the Innovator of the Year Award presented by the
Globe & Mail for the Stakeholder Business Model in 2005

e RV West Readers Choice Awards
o Vancouver Island chosen as Favourite overall RV destination in BC 2009 (Gold Award)

14
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From Fiscal 07 to Fiscal 10, total number of editorials catalogues are up 48%
From Fiscal 07 to Fiscal 10, internet articles catalogued are up 55%

Fiscal 10 saw minimum of 6 NBC Today show clips during the Olympics with 22:23 (min/sec) of air
time which included product from Vancouver Island

Conclusion

The successful development of this program has positioned Tourism Vancouver Island as a leader in
destination management and truly reflects the vision of its Board and the professionalism of its staff team
relevant to our vision, mission and mandate. It is evidence that following our core operating values of
Leadership, Triple Bottom Line, Accountability, Innovation and Service Excellence result in success for the
organizations and all the stakeholders that the organization is engaged with.

Testimonials

They say real estate is all about location, location, locattoh (i K G Kl G Ay etd shARhatMedigkRelgtipns is all@kou
exposure, exposure, more exposarel great relationshipsThis is something that the Tourism Vancouver Island Media Partners
t NPINF Y LINP@PARSA G2
Tourism Vancouver Island for over six years and each year the exposure of the Island has continued to grow.

Oceanside Tourism has been a part of the Media Partners Program from its inception and | itedehuofe advances in the quality
of materials being sent to qualified journalists interested in our areas. Every gearattends a number of expensive and high
profile Media Marketplaces/Conferences and we as a group benefit from these eWasreprovided with contact information,
travel trends and other information on a quarterly basidl the assets of the Media Partners Program are beneficial to the Ocea
Region and to me as the Manager of Travel Media Relatithese benefits are reas® why Oceanside Tourissna part of this
exciting media program.

Luba Plotnikoff, Manager, Travel Media Relations
Oceanside Tourism
November 2007

Tourism Nanaimo has been a partner in the Tourism Vancouver Island media program for its durationew &peroach to the
LINEINI Y FR2LISR Ay !''LINRf 2F wnnn Kra KFER | y20A0SIoft Sa
NBfFGA2ya LINRPIN}YI odzi GKFG 2°7F
most of the program by taking advantage of the services available to them that best suit their needs. We at Tourism Narea
received assistance in the distribution our own media releases and messages to a much broaderameditham we could have
SHSNI NBI OKSR LINBQOA2dzaf e o ¢CKS 20KSNJ y2GAO0SIo0tS 02ydza aadf
quarterly media newsletters. We feel these newsletters have become anticipated pieces within henadet and are having
positive effect for the entire region.

CNBY ¢2dz2NRAY blylFAY2Qa LISNBELISOGAGS GKS INBLFGSad Ryl
knowing that there is a commitment to equal representation g tentire destination. The staff within the media relatig
department overseeing the program is clearly committed to making it as successful as possible. Tourism Nanaimo hastwer
of continuing in our participation within this program.

Hannah King, Manager, Marketing & Media Relations
Tourism Nanaimo
March 4, 2005
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REGIONAL LEADER IN THE COMPLETION, DISTRIBUTION AND USE OF TOURISM INDUSTRY RESEARCH

Background

Tourism Vancouver Island continues to be pro-active in research activities for the benefit of stakeholders and
consumers of the region’s tourism product. Tourism Vancouver Island has often partnered and coordinated
research activities with external organizations and academic institutions such as Vancouver Island University,
Tourism British Columbia, Go2, and private research and consulting companies.

The following examples are a representative sample of research activities undertaken by the Industry
Services department since 2007. A complete inventory of research projects is located at:
http://www.tourismvi.ca/research/index

Results

e The 2008 EXit Surveyroject was completed in November 2008 and incorporates data collection at
13 regional exit points including BC Ferries termini, regional airports, float plane termini, and
additional marine locations. This was the first Vancouver Island region Exit Survey since 1995.

o AMarket Share Task Foreas struck in early 2008 to review the Vancouver Island region’s market
share growth from 2004-2007 compared to the other Provincial regions. The Task Force primarily
focused its comparisons and analysis on the Thompson Okanagan region.

e Since 2007 over thirty surveys have been conducted electronicallyby Tourism Vancouver Island. The
subject areas have focused on industry stakeholders and consumer end-users of TVI marketing
products. For example, over five hundred Island Momats e-newsletter subscribers completed a
satisfaction survey providing very valuable information for future direction. The surveys have
included market research, stakeholder satisfaction levels for TVl consumer publications, staff
satisfaction levels and other projects such as feedback from a branding exercise for a new
Community Destination Marketing Organization.

Conclusion

The deepening integration of research into the culture of Tourism Vancouver Island has resulted in the
Association becoming a regional leader in the completion, use and distribution of tourism industry research.
It has further enhanced our ability to make informed and effective decisions for our marketing efforts, and
also to assist our stakeholders to do the same.
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COMMUNITY ENGAGEMENT

Background

Community engagement has become even more important as Tourism Vancouver Island moves
towards further defining its role as a destination management organization.

Tourism Vancouver Island has always recognized the significance of community engagement and
the degree to which communities are essential and also pivotal to the success of its marketing
programs and other initiatives such as the Conference and Annual General Meeting.

A cross-section of community engagement projects and initiatives include, but not limited to, North

Island Recovery; Tourism Port Hardy; Vancouver Island North Tourism; Sooke to Port Renfrew
Project; Community Tourism Opportunities and Community Tourism Foundations.

Challenges and Opportunities

Each project was unique and had their own sets of challenges and opportunities as outlined in the
following section.

Results

Community Tourism Foundations and Community Tourism Opportunities

A very tangible aspect of community engagement was evident with the facilitation and execution of
Tourism British Columbia’s Community Tourism Foundations (CTF) and Community Tourism
Opportunities (CTO) programs in the Vancouver Island region.

Community Tourism Foundations

The Community Foundations Program was initiated in 2006 and partnered communities or clusters
of communities with a professional facilitator consultant who developed and produced the plan
based on community and industry input in addition to their own expertise.

Outcomes:

Comprehensive marketing strategies were completed for:

72 The Cowichan region
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Salt Spring Island

Quadra Island,

Alberni Valley

Ladysmith

Sooke and Port Renfrew region

Pacific Rim, which encompasses Ucluelet and Tofino

Community Tourism Opportunities

Outcomes:

E

M ™MW ™MW ™W ™

In FY 2009-2010, the CTO program contributed $182,445 directly into the regions’
communities to assist in short-term, close-in marketing.

$370,000 of incremental marketing funds were applied to the regions’ marketing
initiatives.

Thirty-eight projects in ten community clusters were initiated during the year,
involving approximately twenty communities.

Twenty-eight communities participated in Hello BC’'s consumer webpage community
content enhancement initiative.

The facilitation and coordination of two professional travel writers in Vancouver
Island regional communities at a direct cost of $106,674 in CTO funding.

Community content increased from one or two web pages to an average of fourteen
new web pages with significantly enhanced content.

Sooke to Port Renfrew Project

The goals set and attained for this project were to create an identifiable brand for the Sooke
Regional Tourism Association to reflect the Organization’s new positioning.

QOutcomes:

73
73

Facilitated the Committee’s selection process of an appropriate company to develop
an identifiable brand.

Refreshed the design and content of the Juan de Fuca EDC website and SRTA website
to reflect the new positioning and brand identity of the Sooke to Port Renfrew
region.

Created a lure piece outlining the many activities and attractions available in the
Sooke to Port Renfrew region to key close-in markets.

Identified appropriate markets and key distribution points for the Sooke to Port
Renfrew region’s collateral material.
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Community Management

North Island Recovery

e Tourism revenues increased 8.5% in July and 6.6% in August 2006.
e A campaign-specific website (GoNorthlsland.com) was launched in June with more than 100
visits per day in July and maintained high visitation in August.

Tourism Port Hardy

e Development of their own website (www.PortHardy.travel)

e Contracted photo shoot of Port Hardy to acquire images for use by Tourism Port Hardy

e Design and production of 12-page lure brochure

e Four-week print campaign w/ Vancouver Island News Group in August 2007 to encourage
travel to Port Hardy by residents of Vancouver Island

e Co-op ads in the 2008, 2009 and 2010 editions of the Vancouver Island Vacation Guide and
Vancouver Island Outdoor Guide

e Participated in Tourism Vancouver Island’s Media Relations Program

e Developed a media kit for www.PortHardy.travel

Vancouver Islantllorth Tourism

e Ongoing regional promotion of tourism with a greater impact than communities would be
able to achieve individually.

e Completion of marketing projects within the Regional Tourism Plan including website,
brochure and map.

e Continued support of regional stakeholders

Conclusion

The importance of community engagement as a tourism industry catalyst is clearly very important
to the economic future and social development of Vancouver Island. In the role of Destination
Management Organization, Tourism Vancouver Island will continue to engage regional communities
even more so as the tourism industry in all jurisdictions will overcome challenges and embrace
opportunities.
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CORE OPERATING VALUES

The following core operating values influence the culture and public image of Tourism Vancouver Island.
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STRATEGIC DIRECTION

Governance
and Strategic
Direction

Results:
Performance
Measurement

Environmental
Scan

Build and
Manage
Capacity

Marketing
Reach

Sustainable
Financial and
Human
Resources
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STRATEGIC GOALS

GOALS AND OBJECTIVES

Allocation of Financial
& Human Resources
(Short Term)

Allocation of Financial
& Human Resources
(Long Term)

Goal 1: Increase visitation and economic impact to the
Vancouver Island Region

75%

80%

Objectives:

Advertising and Promotion: To execute the five year
marketing initiatives and annual marketing plan and
achieve the defined outcomes of each.

Product Development: Evaluate product clusters and
identify emerging clusters and strengthen their
contribution through targeted program activities.
Marketing Research: Continue to build on the research
plan to include: trends; emerging product niches and
relevant measurement models and tools.

Awareness: Expand the awareness of tourism as a social,
economic and environmental contributor to the region.
Capacity Building: Provide training and education
opportunities to our stakeholders.

70%

> 15%

J \

>~ 15%

60%

> 20%

J \

>~ 20%

Goal 2: Develop and implement a financial sustainability

plan

10%

10%

Objectives:

Increase stakeholder investment yr 1 & 2 (0%), 3-3%, 4-
3%, 5-5%

Minimum of four new sustainable revenue streams, then
growing by two new streams per year

Engage in activities that convince government that
regional tourism is treated as one level of a three tiered
structure. Lobby Ministry Tourism Culture and the Arts to
provide formula funding based on a proportionate level
for each region apportioned from 15% of the provincial
destination marketing budget.

Engage in activities that will implement performance-
based funding by the end of 2011

To help government achieve their goals of doubling
tourism by 2015

50%

30%

> 20%

60%

40%

> 0%
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Goal 3: Demonstrate the value of the regional DMO. 5% 5%
Objectives:
e Expand the awareness of tourism as a social, economic 34% 34%
and environmental contributor to the region.
e To demonstrate our value to government, stakeholders 33% 33%
and community.
e To maintain or improve customer satisfaction. 33% 33%
Goal 4: Model and foster innovation in sustainable
. 5% 5%
practices
Objectives:
. Implement a straTtegy to assist the tourism industry to 100% 100%
evolve in a sustainable manner.
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