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EXECUTIVE SUMMARY

The 2009/2010 Business Plan is prepared in consideration of the goals and objectives set
out in the Strategic Plan developed and approved by the Board of Directors. Consideration
is also given to the integration process with Tourism BC. This may alter the plan somewhat
from that of the Strategic Plan. This Business Plan focuses on the operations of the Tourism
Association of Vancouver Island and is utilized in conjunction with the Annual Marketing
Strategy.

Tourism Vancouver Island will continue to deliver regional destination marketing services
in partnership with Tourism British Columbia and the tourism industry in the Vancouver
Island Region. As a result of the integration process, the Association will begin an evolution
from that of a sole focus on destination marketing to a focus of destination management. As
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Vancouver Island is entering its 47th year of operation as a not-for-profit society and it
continues to increase its effectiveness in the marketplace. The move to implementing the
Stakeholder Model has resulted in increased industry stakeholder involvement and
investment in programs initiated to promote the Vancouver Island Region as a premier all
season destination.

Over the past year the Association has had many successes, but not without challenges. The

transition to a more integrated relationship with Tourism BC has taken considerable effort
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being said, there have been considerable accomplishments over the past year. Completing a

contract with the Regional District of Mount Waddington to provide services in managing

the regions destination marketing is what is anticipated to be the start of considerable new

business to the Association. Tourism Vancouver Island was the first regional association to

develop a 2010 and Beyond Strategy and to-date is the only association to be successful in

acquiring incremental funding to implement the strategy.

The 2010 Plan is a plan to continue along the path of innovation and leadership. In the
Industry Services plan are initiatives that further evolve the organization to that of a
Destination Management Organization. There is optimism for the continued strengthening
of the financial stability of the organization, while diversifying to expand services that our
association provides to tourism stakeholders throughout the Region.

REVIEW OF 2008/2009

This section of the President and CEO self evaluation will compare accomplishments of the
Association specific to the goals and objectives outlined in the Strategic Plan presently in
effect. It is understood that the Strategic Plan was approved by the Board of Directors in
June of 2007 and that the plan is a five year plan. Therefore, it is not expected that the goals
and objectives contained within the plan will be accomplished in their entirety until the end
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of the five-year period. 7 EOE OEA AAT BPOEIT 1T &£ A 1TAx O! CA
British Columbia, which took effect at the beginning of the fiscal year, there have been some
inconsistencies in the work plan vs. the strategic plan.

GOAL 1: INCREASE THE VISITATION AND ECONOMIC IMPACT TO THE
VANCOUVER ISLAND REGION

Objectives:
1. Advertising and Promotion: Update the five-year strategic marketing plan with
the inclusion of advertising, media and trade relations.

Results: The 2009/2010 Marketing plan has been completed and approved by the
Board at their November 2008 meeting. Trade and media plans form a part of the
marketing plan and are now completed in consultation with the appropriate
departments within Tourism BC.

2. Product Development: Evaluate product clusters and identify emerging clusters.
Develop programs to assist Stakeholders to capitalize on emerging opportunities.

Results: During the year programs were expanded in the Luxury/Incentive Market,
Gardens, Wine, Golf and Ski. There was media and coordination support provided
for the 2008 North American Indigenous Games. Gay/Lesbian market opportunities
have been included in the 2009/2010 Marketing Plan.

3. Marketing Research: Continue to build on the research plan to include trends:
emerging product niches and relevant measurement models and tools. Develop a
model to evaluate economic impact of tourism in our region.

Results: All components of the research plan have been successfully completed and
an updated plan has been developed for 2008 - 2010. The updated plan includes
focus areas of: Product Inventory Update; Economic Impact Analysis; TAMS
Analysis; Vancouver Island Festivals and Events Analysis; Advertising Mediums Best
Practices and Environmental Best Practices.

With the successful application to Services Canada, the first ever Vancouver Island
Exit Survey has been completed. This survey included six months of intercept
interviews and provides current and accurate data related to: Geographic Origin;
Consumer Demographics; Travel Motivators and Trip Satisfaction.

Other research projects this year included: Stakeholder Co-op Program Satisfaction
Survey, a Stakeholder Education Needs Survey and a Conference Evaluation Survey.
There has also been continued research in partnership with Tourism BC.

Google Analytics continues to be utilized to measure the effectiveness of web-based
marketing.

4. Awareness: Expand the awareness of tourism as a social, economic and
environmental contributor to the region. Build awareness of Tourism Vancouver

AU
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Island as a groundbreaking, sustainable leader in Destination Marketing.
Collaborate with other sources such as: other industries, tourism organizations and
educational institutions.

Results: The CEO and staff have provided presentations to Municipal Councils,
Industry Organizations and Service Clubs. The CEO and staff have also attended in
excess of 20 Community Tourism Foundations and Community Tourism
Opportunities meetings, which provides a greater awareness amongst community
leaders and stakeholders.

The Annual Conference and AGM have again broken attendance records. There are
presently plans underway for a Spring Road Show and an Employment Fair.

5. Capacity Building: Expand on outreach ideas such as Fall Tours and training and
development offerings.

Results: Through the Community Tourism Foundations and Community Tourism
Opportunities programs there are 11 Community Tourism Strategies now either
complete or near completion. Education sessions at the Annual Conference were
rated as the best ever, which is instrumental in building capacity with our operators.

The Industry Services department has completed a business plan, which outlines
various educational sessions for the upcoming year.

GOAL 2: DEVELOP AND IMPLEMENT A SUSTAINABILITY PLAN

Objectives:
1. Increase investment by Stakeholders by 10% per year.

Results: Stakeholder investment has increased by 8.7%, with Fiscal 2008 at
$1,713,736 compared to Fiscal 2007 at $1,576,805. The objective of 10% was not
achieved, primarily as a result of the declining economy and cautious spending by
Stakeholders.

2. Redefine the organization structure to include business units/profits centres.
a. Develop two new profit centres in the 2007 /2008 fiscal year and a total of
five new profit centres within five years.

Results: Following the restructuring in the previous year, there was also the

OOAT OEOETT OF OEA O! CAT Audé OAI AOET 1 OEED xEOE
considerable reorganization, leadership and development with staff. The transition

is well underway and has had minimal impact on staff morale. During this

extremely busy period there has been success in building programs within the new

profit centres.

Management fees for the 2008/2009 fiscal are projected to surpass the budget of
$50,000 by 24% to reach over $62,000.



Profit centres include:
f Renewed contracttomAT ACA 417 OOEOI 01 00 (AOAUBGO A
marketing - $75,000
9 Contract with the Regional District of Mount Waddington to manage
destination marketing for the North Island - $160,000 year one,
$280,000 per year for the ensuing years. Successful in acquiring
sufficient petitions from the accommodations sector to move the
AHRT forward for the North Island Region.
1 Successful in a $400,000 application to the Island Coastal Economic
40000 Al O A OEOAA UAAO O¢mpm AT A "AUlid
9 Presently in discussions with three communities to manage
destination marketing delivery.

b. Increase annual Government/ TBC Funding by 5% in 2007/2008 and a total
of 10% within 5 years.

Results: TEA Ei b1 Al AT OAGEI 1T 1T &£ OEA 1T Ax O! CAT AUb
resulted in an increase of $269,958, a 39.2% increase. This was the largest

increase of any of the BC Regional Tourism Associations. In 2009/2010 there

will be an additional lift of $213,616 or 24.4% (This is subject to room tax

revenues and we have been advised of a potential 10 -20% role back on

marketing only)

Other non-traditional funding includes: $400,000 ICET for the 2010 and Beyond
Strategy and an incremental $60,000 partnership with Tourism BC for the
development of HD B-roll.

c. Encourage Tourism BC to implement a formula based investment model for
regional destination marketing organizations by 2009.

Results: Ongoing meetings with Rod Harris have not been successful and it
seems as though there is little hope of change.

GOAL 3: MODEL AND PRACTICE STRATEGIC AND INNOVATIVE
LEADERSHIP

Objectives:

1. Continue to improve the policy governance model of the Board, creating a positive
environment for excellence.

Resultsd, #1 1 OOEAOOAA O1T OEA AAGATTPI AT O T &£ OEA "
and participated in the annual Board orientation. Updated the governance policy
manual.

2. Establish and implement measurement tools for accountability.



Results: Benchmarks have been set and are being monitored in the areas of finance,
market share, and public awareness.

3. Build momentum to drive focus on Social, Economic and Environmental initiatives.

Results: The process of developing this culture within the staff team is underway.
Presentations to community leaders consistently include this messaging.

4. Build and sustain a culture of leadership

Results: Tourism Vancouver Island is consistently referred to as the experts in
Governance, Strategic Planning and Effective Operations by Government and our peers.

GOAL 4: MODEL AND FOSTER INNOVATION IN SUSTAINABLE PRACTICES

Objective:

1. Develop and implement a strategy to assist the tourism industry to evolve in a
sustainable fashion.

Results: A section of the corporate website has been dedicated to environmental best

DOAAOEAAO &1 O 30AEAET 1 AAOO O OAOEAx AT A OOEIE
formed and the team are monitoring best practices and updating web content. In the

design of the new office location there was emphasis on green construction. Upon

AT i Pl AGETT 1T &£ OEA OAT 1T OAGEIT O A O, EOA31 A0OGe EIT
which we scored 98%.

GENERAL DIRECTION AND HEALTH OF TOURISM VANCOUVER ISLAND

Under the management of the President and CEO, Tourism Vancouver continues to be seen

AO AT EITTT OAOEOA 1 AAAAO ET AAOOET AOEIT 1 AOEAOET ¢
financial position has improved by 15.5% with net assets in 2008 growing to $603,854 from

$522,390 in the previous fiscal. Projections for the balance of the current fiscal are tracking

towards a surplus of approximately $38,000 compared to budget of $18,158. The

Association has a stable and professional staff team. This year marked the successful

relocation of the corporate offices to a high profile Nanaimo location. There are a series of

business plans, specific to the business units, which guide the direction of the organization

inachievingtE A "1 AOAGO OOOAOACEA CIi Al 08



DESCRIPTION OF BUSINESS

Tourism Vancouver Island is one of six Regional Destination Marketing Organizations that

are contracted by Tourism British Columbia to deliver marketing services specific to

promoting the Vancouver Island Region. The contract with Tourism BC provides fees for

service and funds to deliver the Tourism Partner Program, Community Tourism
Opportunities and Community Tourism Foundations programs.

47 OOEOI 6AT AT OOAOO4HTGAGHE GNs 06 AG EAGIEGe & 6ni@pdahdA T A
OAODAAOAA AO Al ETT1T OAOEOA, thehnkssioA 0: OBTT  RAMBABIOAOEI
strategic leadership in tourism; creating Economic, Social and Environmental benefit to the

Vancouver Island region communityd AT A O E Af the AsbodiskiéhAs: 041 DI OEOQEIT 1
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Tourism Vancouver Island is a not-for-profit Association which has been incorporated

under the Societies Act since 1962. The Association is managed by a team of professional

staff, and is governed by a Board of Directors which is elected by the voting-stakeholders of
the Association.

The Board of Directors reviews and revises the AssociationG Strategic Plan on an annual
basis, and develops specific goals and objectives that form direction for the annual business
plan.

The specific goals of the Association that are identified in the 2008 z 2012 Strategic Plan
are:

2008 7 2012 GOALS

Goal 1: To increase visitation and economic impact to the Vancouver Island region:

1 Advertising and Promotion Update the five year strategic marketing plan with
inclusion of advertising, media and trade relations.

9 Product DevelopmentEvaluate product clusters and identify emerging clusters.
Develop programs to assist stakeholders to capitalize on emerging opportunities.

1 Marketing Research:Continue to build on the research plan to include: trends;
emerging product niches and relevant measurement models and tools. Develop a
model to evaluate economic impact of tourism in our region.

1 Awareness: Expand the awareness of tourism as a Social, Economic and
Environmental contributor to the region. Build the awareness of Tourism
Vancouver Island as a groundbreaking, sustainable leader in Destination Marketing.
Collaborate with other sources such as: other industries; tourism organizations and
educational institutions.

1 Capacity Building: Expand on outreach ideas such as Fall Tours and training and
development offerings.



Goal 2: Develop and implement a sustainability

Increase investment by Stakeholders by 10% per year.
Redefine the organization structure to include business units/profit centres.
0 Develop two new profit centres in the 2007/2008 fiscal year and a total of
five new profit centres within five years.
1 Increase annual government/TBC core funding to Tourism Vancouver Island by 5%
in 2007/2008 and a total of 10% within five years.
1 Encourage Tourism BC to implement a formula based investment model for
Regional Destination Marketing Organizations by the end of 2009.

T
T

Goal 3: Model and practice strategic and innovative leadership

1 Continue to improve the policy governance model of the Board, creating a positive
environment for excellence.

Establish and implement measurement tools for accountability.

Build momentum to drive focus on Social, Economic and Environmental initiatives.
Build and sustain a culture of leadership.

= =4 =9

Goal 4: Model and foster innovation in sustainable practices

1 Develop and implement a strategy to assist the tourism industry to evolve in a
sustainable manner

PRODUCT/SERVICE

Over the past 46 years, Tourism Vancouver Island has primarily operated as a Regional
Destination Marketing Organization contracted to Tourism British Columbia. During the
past year the Association has been transitioning its relationship with Tourism BC from that
of a contractor delivering the Tourism Partner Program, to that of an agency representing
Tourism BC within the Vancouver Island region destination. This has resulted in the
Association becoming more of a Destination Management Organization rather than that of a
Destination Marketing Organization.

Where the primary business activity of the Association was in the development and
implementation of co-operative marketing initiatives, community and product development
programs have now been added. Several of these programs are delivered on behalf of
Tourism BC, while the Association initiates many others. This is very appropriate in light of

OEA AOI 1 OOCETT 1T &£ OEA ! 001 AE A OEAvhretPof d@@sOACEA AE
are available to all tourism stakeholders in the Region, at a substantially reduced rate, as a

result f OEA | OOT AEAOET 180 AAEI EOU O1 1 AOAOCACA &£O61 A0
sources.

Tourism Vancouver Island has four primary revenue sources:

1. Tourism British Columbia: Tourism Vancouver Island receives an operating
grant from Tourism BC for providing regional destination management services



for the Vancouver Island Region. In addition to the operating grant, Tourism BC
also provides program funding in the following areas: Tourism Partners
program; Travel Trade and Media Relations programs; Community Tourism
Foundations program and Community Tourism Opportunities program.

2. Administration Fees: All co-operative projects that Tourism Vancouver Island
administers are subject to an administration fee that is typically in the 20-25%
range.

3. Conferences and Meetings: The Association coordinates a Conference and
Annual General Meeting each year. This has become a significant source of
revenue for the Association.

4. Industry Services: The Industry Services business unit manages all community
and industry programs, which include Community Tourism Foundations,
Community Tourism Opportunities, special events, educational workshops and
marketing services contracts. The educational workshops, special events and
marketing services contracts are designed to generate revenues to support the
I 00T AEAOET 160 ¢Oi xOES

In order to provide these products and services, the Association is presently staffed with a
senior management team consisting of: President/CEO; Marketing Manager; Financial
Services & Operations Manager and an Industry Services Manager. Support Staff consists
of: Media Relations Manager, Media Relations Coordinator, Travel Trade Specialist, Web and
Systems Coordinator, Marketing Coordinator, Distribution Coordinator, Program
Representative, Industry Services Coordinators (2), Receptionist and an Executive
Assistant. In addition, the Association adds employees on a project basis when additional
funds are available from other sources.

Tourism Vancouver Island provides a service to the tourism stakeholders on Vancouver
Island in the form of coordinating marketing initiatives that will position the Vancouver
Island Region as a premier all seasons destination. To accomplish this, the organization also
develops a number of publications. Although at face value it may seem that Tourism
Vancouver Island is selling advertising, it is really selling its coordination services to initiate
co-operative marketing programs for the benefit of the stakeholders in the Region.

Stakeholders in the Region find the services and products that Tourism Vancouver Island
offers to be of considerable value for a number of reasons. Firstly, they realize that in order
to sell an individual product or service to tourists, the destination must first be sold.
Tourism Vancouver Island is able to build brand awareness in key markets through
partnerships with numerous independent operators, which in turn drives business to the
those operators. Secondly, Tourism Vancouver Island is able to provide advertising and
promotional campaign opportunities at a fraction of the cost that the individual business
would pay. This is due to the fact that Tourism Vancouver Island has considerable buying
power and often contributes Tourism Partner Program dollars to further reduce the cost to
the Stakeholder. Thirdly, Tourism Vancouver Island utilizes the most current data to
determine the best media and appropriate frequency that accurately targets the
appropriate marketplace. And finally, Tourism Vancouver Island has a track record of
producing outstanding quality in publications and advertising creative treatments.

8



LOCATION

The offices of Tourism Vancouver Island are located at 501-65 Front Street, Nanaimo, BC.
The Association moved to this location in August 2008, after almost a decade at their
previous Nanaimo location. Prior to moving to Nanaimo, the Association was located in
Victoria, BC for many years and relocated to Nanaimo in October of 1999. The move to
Nanaimo was a strategic move to centralize the location on Vancouver Island for better
access by the industry.

CHALLENGES AND OPPORTUNITIES

The 2008 calendar year has been a difficult year for many of the tourism businesses within
the region. As a result of numerous uncontrollable factors such as: the slumping US
economy; the strong Canadian $ and the high cost of fuel, room revenues on Vancouver
Island had dropped by 3.1% YTD at the end of August. This is the most significant drop in
the Province. Fuel prices have since dropped and the Canadian $ has lost considerable
strength which could spur some optimism for the upcoming year. However, there remains
uncertainty in the US economy and the overall consumer confidence levels are presently
very low.

In 2009/2010 there will be a need to focus on updating the strategic plan to ensure that the

I OOl AEAOET 160 OOOAOAcCU EO Al ECT AA O1 OEA TAx O}
new relationship has added considerable increases to the operating grant and the program

funds, it is not without its challenges. Revenue streams such as the Website Listings

Program and the Media Relations program will no longer operate within the new

OAl1 AGET 1 OEEDP xEOE 41 OOsharégy Wilkive to detisk ardaOfexI AEAOET T
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ONGOING CHALLENGES AND ISSUES

Several challenges and issues face Tourism Vancouver Island. Many are ongoing challenges:

U Challenges to access, including, for example, immigration control requirement for US
travelers to carry passports

U Uncertainty of fuel prices, and the US economy.

U Limited new product development within the Region may be limiting yield.

community DMOs.
U Transportation costs and access constraints limit market growth.
U Labour market challenges limit industry growth.

U Limited awareness of the value and importance of tourism in some Vancouver Island
communities.



Opportunities

Tactics

Increase stakeholder participation

Continued efforts to provide new co-op
programs and expand sector participation

Increase the awareness of the importance of
the tourism industry amongst the residents
of the Vancouver Island Region

Continue to deliver Community Tourism
Foundations and Community Tourism
Opportunities programs. Deliver
presentations to Rotary Clubs, Chambers of
Commerce and other community groups.

Increase Vancouver Island brand awareness
in close-in markets through increased
frequency and greater market penetration

See marketing plan for geographic strategies
and tactics.

Increase visitation and revenue from niche
and emerging markets

Continue to work with Stakeholders to build
sector-based program in predetermined
growth sectors.

Expanded research and evaluation

Implement the updated research plan.
Continue to work with TBC to evaluate co-op
programs.

Increase capacity of the industry within the
region

Coordinate and deliver educational
workshops for the tourism stakeholders in
the region.

Increase administration revenues

Coordinate and deliver profitable
educational sessions and events. Increase
the number of management contracts with
communities and sectors.

Vancouver Island-Sunshine Coast 2010 &
Beyond

Implement the 2010 and Beyond Strategy

Challenges

Tactics

Potential reduction in Stakeholder spending

Increase sales efforts in co-op programs

Lack of partnerships with BC Ferries to
promote the value of travel to the region

Work with Tourism BC and COTA to build a
marketing relationship with BC Ferries

Potential decrease in the Co-op Program
funds, resulting in reduced administration
revenues

Increase stakeholder investment and
increase revenue-generating programs such
as management contracts with communities.
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Increased demand for services from TBC Redefine organization structure and specific

staff responsibilities to ensure maximum

productivity.
Sourcing sufficient funds to develop Look for partnerships with other
significant research projects organizations with similar needs.

TACTICAL PLAN

The operating plan of the Association is based on the strategic goals and objectives
developed and approved by the Board of Directors. The following outlines tactics that will
be utilized by the staff of the Association to accomplish these goals, as well as specific
targets for results.

The Governance Committee plans to revisit the goals set out in the Strategic Plan. Changes
to the Strategic Plan will necessitate changes to the tactics outlined in this plan.

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

1.

Refer to the 2009/2010 Marketing Plan, which details all strategies and tactics
approved by the Board.

Through the new integration model Tourism Vancouver Island will be more closely
aligned to the Provincial Tourism structure which will result in considerably
increased market reach.

Continue to deliver Community Tourism Foundations and Community Tourism
Opportunities programs. Ensure that the strategies identified through these
programs are aligned to the regional and provincial plans in order to support the
overall growth of tourism in the region.

Increase the number of contracts with communities and sectors to further ensure
significant marketing is reaching the appropriate consumers, in the appropriate
markets.

Goal 2: Develop and implement a sustainability plan:

1.

The new three year rolling contract with Tourism BC will result in the foundation of
stability.

Continue to offer services related to destination marketing to communities and
sector organizations throughout the Region.

Develop capacity building and educational programs that will provide value to the
industry while increasing net revenues to the Association.

Pursue opportunities in forming a for profit extension of the Tourism Vancouver
Island with a focus on advertising agency and graphic and website design.

Goal 3: Model and practice strategic and innovative leadership:

1.

11
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Redefine the Associations research plan to include evaluation of opportunities that
have not yet been explored.

Implement a new internal organization model that focuses on the new roles
identified in the Tourism BC agreement.

Coordinate the review and revisions of the Strategic Plan.

Model and foster innovation in sustainable practices:

Collect Best Practice information on various industry sectors and communicate Best
Practice with stakeholders within the Region.

Continue with the implementation of the internal Green Plan.

Develop and facilitate workshops on environmental best practices and
opportunities.

MARKETING PLAN

Tourism Vancouver Island has two primary customer groups, the stakeholders in the
Region and the traveling consumer. For the purpose of this business plan, the focus will be
on the stakeholders. Therefore this marketing plan is targeting tourism industry
stakeholders within the Vancouver Island Region.

In a study completed in June 2002 entitled Phase 1 Report!, an inventory of tourism
businesses was conducted. The inventory identifies 3483 businesses in the Vancouver
Island Region which are in the following tourism sectors:

i

i

Transportation 12.7%
Accommodation 54.0%
Food and Beverage 32.6%
Attractions 14.7%
Tourism Education 13.2%
Travel and Tour Operators 21.0%
Arts, Culture and Entertainment 25.2%
Conference and Meeting 16.0%
Outdoor Recreation 37.8%

These businesses are dispersed geographically in the following areas:

1 Tourism Labour Market Research Project conducted by Tourism Vancouver Island and Malaspina University-College.

12



U South Island 46.4%

U South Central 8.0%
U Central 13.8%
0 Pacific Rim 11.5%
U North Central 13.6%
U North Island 6.3%

The Stakeholder Model came into effect at the beginning of the 2004/2005 fiscal year.
Much of the rationale behind the introduction of this model was to increase the available
stakeholder market resulting in increased participation and financial investment by tourism
stakeholders. In the 2009 fiscal year both Stakeholder participation and Stakeholder
investment continued to grow, with investment growing by almost 9% over the previous
year (the highest of any Region in the Province). The number of Stakeholders participating
in programs has reached 591, compared to 269 in fiscal 2004.

Tourism Vancouver Island will expand even further its product offerings to include
affordable participation in a number of vertical publications and programs in order to
capture participants that have, in the past, not found the right vehicle to participate in. The
2009/2010 Marketing Plan earmarks several new initiatives that will attract greater
investment by tourism stakeholders in the Region.

Primary sources of marketing to our stakeholders will be through the stakeholder website;
e-marketing; regular marketing updates and direct sales. Proactive program sales will be
conducted through a Program Representative, as well as contracted sales representatives.

PRODUCT

Tourism Vancouver Island markets a variety of products to tourism stakeholders within the
Region. The focus within this plan is on the marketing initiatives as products. These
products include: publications; magazine advertising; brochure distribution; newspaper
advertising; website marketing; consumer show attendance; tradeshow attendance; direct
mail. Details of these activities are outlined in the 2009/2010 Marketing Strategy.

The majority of the product being sold to stakeholders are marketing initiatives that
provide the stakeholders specific advertising and promotional opportunities, while selling
the Vancouver Island Region destination. In addition, other product offerings may include:
training and education; networking events and consulting services.

47 OOEOI 6AT AT OOAO )OI ATAGO POl AGAOO AOA
design and layout combined with research based tactical strategies. They have an excellent

perceived value which is, in part, due to the ability to make the programs affordable through
Tourism Partner Program leveraging.

13
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COMPETITION

Although there is not another regional destination marketing organization within the
Vancouver Island Region there are organizations that compete with Tourism Vancouver
Island for the advertising dollars of the tourism stakeholders. These competitors are both
direct and indirect.

The organizations that are the most important partners, the community based destination
marketing organizations, can also be considered as the only direct competitors to Tourism
Vancouver Island. Tourism Vancouver Island will continue to strengthen relationships with
organizations such as: Oceanside Tourism; Tourism Victoria; Comox Valley Tourism;
Destination Nanaimo; Tourism Campbell River & Region, Tourism Tofino, etc., resulting in
more co-op programs that are win/win, while reducing duplication of efforts. There are
times when these same organizations are building their own programs and are looking to
the same tourism stakeholders for investment. This potentially dilutes the amount of
marketing dollars available for Tourism Vancouver Island programs. Finding the balance is
the key to ensuring that the tourism stakeholders are obtaining the most cost effective and
productive marketing vehicles, while keeping all of the tourism organizations in the
Vancouver Island Region functional.

Indirect competitors include the various newspapers; magazines; publications; websites
and consumer shows that are offered to the tourism stakeholders by for-profit businesses.
A tourism stakeholder has so many choices in marketing its business; it is often difficult to
wade through the quagmire. Often the same companies that Tourism Vancouver Island
purchases advertising from are back in the marketplace selling other advertising
opportunities. Examples of this would include: the Times Colonist; Westworld Magazine
and the Vancouver Sun, to name a few. Even Tourism BC can be considered a competitor at
times by offering advertising in: the Accommodations Guide; the Outdoor Adventure Guide;
and the Vacation Planner.

Our goal is to provide the best possible value to the Tourism Stakeholder so that they will
look first to Tourism Vancouver Island when considering their marketing needs.

Tourism Vancouver Island has numerous competitive advantages:

U Track Record: The Association has been building and delivering high quality,
effective co-operative programs for over forty years. The tourism stakeholders
have confidence in programs that are initiated by Tourism Vancouver Island.

U Tourism BC Funding: Tourism Vancouver Island is able to subsidize the cost of
programs to stakeholders by as much as 50% through the over $750,000 in Partner
Program and Community Tourism Foundations Marketing funding.

U Regional Brand: There is considerably more advantage to being positioned within
the regional branding than to purchase standalone advertising. 2009/2010 brings
a re-evaluation of the regional brand in an effort to more closely link the brand to
that of Tourism British Columbia.

U Buying Power: Due to the volume that Tourism Vancouver Island purchases, it is
able to negotiate reduced line and page rates from key suppliers.

14



U Not-for-Profit: Although Tourism Vancouver Island certainly has operating costs
that are passed on to the participating stakeholders, all revenues are reinvested to
the benefit of the stakeholders

PRICING AND SALES

Approximately 50% of OE A | O O opefafing Felrehu@sGnust be generated through
publishing and administrative fees which are charged on the majority of co-operative
projects. A pricing and sales strategy that maintains value to the stakeholder, while
generating publishing and administration revenues will be critical to the success of the
Association.

Participation in Tourism Vancouver Island marketing co-operatives by stakeholders has
always been strong and over the past five years there has continued to be significant
growth. This growth is in part the result of high quality, well targeted and fairly priced
advertising and promotional opportunities. The pricing strategy has been and will continue
to be, to provide the tourism stakeholders with pricing that is considerably lower than the
price that they would pay to purchase similar products independently. Through providing
the brand recognition benefit and support editorial there is considerable additional value to

DAOOEAEDPAOGET ¢ ET 41 OOEthaginithtivds AT OOAO ) OI AT A6 O

The formula for setting prices varies based on the actual purchase price that Tourism
Vancouver Island is able to negotiate with the various suppliers. Typically the formula will
include the following factors:

U Purchase price

U Creative design costs

U Sales commissions or fees

U Printing costs

U Administration Fees

U Less agency discounts

U Less Partner Program funds

Partner Program funds are applied to most projects and may be applied at percentages
ranging between 35% and 60%. Basic parameters set out by Tourism BC are that

publications (brochures, guides, maps, AOA8 q AAT EAOA A [ A@EIi Oi

dollars contributed, while most forms of advertising can have maximum of 60% Partner
Program funds. Tourism BC does not restrict the minimum contributions of Partner
Program funds, enabling Tourism Vancouver Island to utilize the program dollars where
they will be of most benefit to the stakeholder.

The pricing strategy also includes administration fees on most projects. The proceeds from
these fees are transferred to the operating account of Tourism Vancouver Island and
contribute to operating costs. Administration fees will typically be charged at 20-25%.

15
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Where possible, Tourism Vancouver Island will endeavor to find other funding sources such
as the Canadian Tourism Commission, non-traditional partners and the Provincial
Government programs to maximize value to the participating industry stakeholders.

ADVERTISING AND PROMOTION

) 1

I OAAO O1 1| A@Ei EUA b A OOE Aikginkifdites, 4 muHifaceté@E A

approach must be taken to drive stakeholders to the purchase decision. Focusing on

Tourism Stakeholders as clients reduces the need for mass media to reach the total field of

potential participants. Much more direct methods will be utilized such as:
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U A Stakeholder website that hosts all information about available co-operative

programs.

Promotional Literature Emails: Marketing updates will be emailed to the database
of over 2,000 potential participants. These updates will have links to specific areas
on the Stakeholder Website where there will be complete explanations of the
program, its benefits and the stakeholder buy-in. The promotional piece will have a
call to action encouraging a purchase.

Promotional Literature Mail-outs: For major publications such as the Vacation
Guide and the Outdoor Adventure Guide, full colour promotional pieces will be
developed and mailed directly to the prospective purchasers.

Marketing Calendar Brochure: Produced annually, this booklet outlines all
marketing activities for the fiscal period and will be distributed to all tourism
stakeholders. Stakeholders will be able to use this calendar to plan their
advertising and promotional investments.

Vendor Direct Selling: In many cases the publication vendor will do follow-up sales
calls with the prospects for the project or publication.

Contracted Sales: In the case of the larger publications, professional sales
representatives are contracted on a commission basis.

Direct Sales: A Tourism Vancouver Island Program Representatives will conduct
direct sales calls both in person and by phone on all projects that are not being sold
by contractors or vendor sales.

Public Relations: A Program Representative will make PR calls on tourism
stakeholders on a regular basis in order to develop relationships.

Planning Sessions: Sessions will be held in at least four locations within the Region
for the purpose of obtaining input for the destination marketing plan, as well as

generating awareness aboutthA | OOT AEAOET 180 DBOI COAI 08
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OPERATING PLAN

Tourism Vancouver Island will operate from office space located in Nanaimo. Hours of
operation are from 8:30 am to 5:00 pm, Monday through Friday. The office is closed
between Christmas Eve and January 02 for the Christmas break. The office is also closed for
all labour standards approved statutory holidays. Operating policies are contained in a
policy manual which has been issued to all employees.

ASSOCIATION LOCATION

The current lease is in effect through July 315t 2013 and is eligible for 2 renewals of 5 years
each. Lease rate for the term ending July 31st, 2013 is set at $15.00 per sq. ft. plus a
proportionate share of operating expenses.

PROFILE AND IMAGE DEVELOPMENT

Increasing the profile of the Association and the tourism industry has been identified as one
i £ OEA 1 OOT AEAOGET T 60 EWnder tGelnédw partndrship poopoked yOOA OACE A
Tourism BC, the Association will act and present themselves as an agent of Tourism BC.
Under this new partnership proposal the Association will be known as Tourism Vancouver
Island z Agent of Tourism British Columbia. In this new role the Association will work
closely with the communities, managing the Tourism Community Foundations Program and
the Community Tourism Opportunities program, which will provide additional profile of the
Association within Communities. Ongoing efforts need to be made profiling both the
Association and the tourism industry to Vancouver Island community groups, Chambers of

Commerce, politicians and the public at large.

One of the greatest challenges that the Association will face is differentiating its role as an
agent of Tourism BC versus its role as an Association of multifaceted interests that provide
benefit to the tourism stakeholder. Determining future direction will only be achieved
through further review of the Association® strategic plan.

HUMAN RESOURCE MANAGEMENT

In order to ensure employee retention and development; a climate that encourages team
work; continued learning and empowerment will be maintained. Employees will be
encouraged to make decisions within their area of responsibility, enabling each member of
the staff team to derive a sense of ownership. Employee performance will be measured
against predetermined professional and personal development goals. Performance will be
reviewed annually, AO xEI1 1 AAAE AipPI T UAAGO ET A AAOCAOEDOEII

Training programs will be available to members of the staff team and a budget for employee
incentive and training has been allocated. A portion of this budget has been allocated to the
Work Hard/Play Hard program, which allows eligible employees to make decisions on
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purchases that will assist them in the workplace and enhance personal development and
well being.

PERSONNEL

The President and CEO reports to the Board of Directors and is accountable for
implementing the goals and objectives set out in the Association Strategic Plan; and for
ensuring the smooth and efficient day to day operations of the Association. The senior staff
team consists of: Marketing Manager; Financial Services & Operations Manager and an
Industry Services Manager. Support Staff consists of: Media Relations Manager, Media
Relations Coordinator, Travel Trade Specialist, Web and Systems Coordinator, Marketing
Coordinator, Distribution Coordinator, Program Representative, Industry Services
Coordinators (2), Receptionist and an Executive Assistant. In addition, the Association adds
employees on a project basis when additional funds are available from other sources.

The present staff is well suited for the positions that they are in and have the expertise to
effectively conduct the business of the Association. There is considerable cross training in
place to ensure that there are minimal disruptions of operations should any employee be
unable to continue their regular services. There is a succession plan (appendix 2) in place
for the President and CEO. This plan has been approved by the Board and is reviewed
annually. The organization chart (Fig. 1) depicts the reporting structure of the staff team.
Each employee has a current position description.

Over the past several years employee compensation has been increased in order to reduce

the disparity between competitive employers. In most cases the employees of the

Association are presently at competitive rates. The budget allocation for net wages in the

proposed budget will allow for salary increases for all employees to meet cost of living

increases. The Association provides a full benefit plan available to all full-time employees

following the successful completion of 3 months probation. Additionally, there is a program

which is available to employees whom have completed two (2) years of service, which is

caled 071 OE ( AOATY01 AU (AOAOGS /| OEAO ET AAT OEOGAO i AL
organization are exceeding budgeted net income levels.
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Figure # 1-1
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BUDGET 2009/2010

2010 will mark the first full fiscal year of adopting the agency agreement with Tourism BC. From a
financial perspective this adds significant operating funds to the budget, as well as the potential for
increased administration fees resulting from the increase to the Partner Program funds. However,
there are revenue-generating programs that will be eliminated such as: Website Listings and the Media
Relations Program. In a recent letter from Rod Harris, CEO Tourism BC, the Association has been
advised that there may be a 10-20% cut in the Partner Program funds. This would not only impact the
co-op programs that are delivered, but would additional effect the administration fee revenue. These
potential cuts have not been considered in this budget; however, should they take effect revisions will
be required.

This budget has been prepared considering several variables and forecasts. However, with the
uncertain economic conditions throughout the world it is difficult to project what the year may have in
store. Once approved by the Board, the budget will be compared to actual on an ongoing basis and
appropriate actions will be taken to ensure the most positive results.

BUDGET HIGHLIGHTS

REVENUES

1.

o
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Administration Fees resulting from coordination of Co-op Program are anticipated to grow
based on the increased Partner Program funds, which have climbed from $425,791 in fiscal
2009 to $605,791 in fiscal 2010. At the time of writing there is the potential of a 10 Z 20%
reduction in Partner Program allocations. This would have a similar impact on Administration
Fee revenue and would necessitate organizational changes to facilitate.

Administration Fees Website will not be collected as we integrate with Tourism BC. This has
been partial compensated for in the TBC Operating Grant.

Conference and AGM Revenue is anticipated to grow through increase marketing resulting in
increased attendance.

Event Revenue is marketed for growth with projects outlined in the Industry Services plan.
Interest Earned will be less than the previous year as there is no indication of significant
advances from TBC. The majority of Flex Funding has been utilized, which reduces the
Associations term deposits.

JCP project was successfully completed in the 2009 fiscal. There are no plans in 2010 to
conduct another project through this funding source.

Management Fees are projected to continue to grow with indicated demand from communities
to contract Tourism Vancouver Island to manage destination marketing activities. There are
confirmed projects that carry into 2010 such as: North Island Tourism; 2010 and Beyond and
Tourism Port Hardy.

Rental Income has not been projected for 2010 as plans for the graphic and web design
business units have not been completed. There is likelihood that this plan will be underway
early in the fiscal and that potentially will create rental income that has not been budgeted.



9. Tourism BC Operating Grant is increased in accordance with the 2010 contract and includes
revenue to subsidize employee expenses related to Media Relations, Travel Trade and lost
revenue in website sale.

EXPENSES
1. Conference and AGM Expense is estimated to grow in relation to the projected revenues
2. Amortization is based on purchases outlined in the capital plan
3. Amortization 7 Leasehold is based on leasehold improvements outlined in the capital plan.
4. Audit has been increased slightly to allow for potential increases resulting from changing

requirements from Tourism BC.

5. Employee Benefits are in direct correlation to the net wages line item and reflect an increase
in extended health costs

6. Event Expense is in correlation with event revenue and is outlined in the Industry Services
business plan.

7. Marketing Expense has increased significantly to represent the additional Tourism BC
revenues to subsidize areas identified in the revenue note above.

8. Net Wage Expense allows for cost of living only increases to staff wages.

9. Rentis increased based on a full fiscal year in the new offices and no rental revenue from
subletting.

10. Travel CTF is based on a full fiscal operating with this new program

11. Travel 7 Board is based on revised policy for payment of Board travel to committee meetings.

12. Industry Services 7 Travel is based on full fiscal of restructured position

13. Travel and Entertainment based on increased participation in community and special
programs.

14. Utilities are based on a full year in the new lease agreement where many of these expenses are
included in the lease operating costs.

CAPITAL PLAN

The capital assets of the Association presently consist of computer equipment and office furnishings
with a projected year-end depreciated balance sheet value of approximately $48,200. Additional are
the leasehold improvements, which will have a projected depreciated year-end balance sheet value of
approximately $213,400. These assets are amortized in accordance with the Canadian generally
accepted accounting principles.

Through the regular upgrading of assets such as computer equipment and furnishings, the Association
avoids major deviation the annual amortized costs. During the 2010 fiscal, the Association will
purchase replacement computer equipment and software required to keep these system current. The
budgeted value for the purchase of new equipment is $10,000 and is included within the budget
allocation for Amortization. In addition, there is an allocation within the Amortization 7 Leasehold a
budget of $40,000 to complete the remaining demised space within the present offices.
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APPENDICES

APPENDIX 17 2008-2012 STRATEGIC MARKETING PLAN

Our Vision

To outperform all British Columbia regions in
market-share growth.

Our Mission

To execute high value, measurable, marketing initiatives
for the economic benefit of our stakeholders.

Our Mandate

To position the Vancouver Island region as a premiere
all-season destination.
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PREVIOUS ACHEIVEMENTS

The following points summarize the previous achievements in Destination Marketing.
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The implementation of the industry recognized Stakeholder Model and increased uptake in
stakeholder participation.

Website development and E marketing (online guide and newsletters).

Increased research based marketing decisions through conducting new consumer research and
the use of existing secondary research.

The identification and implementation of new and emerging niche product sectors including -
Special Places zLuxury Market, Cultural Tourism, B&B, Dive, Garden, Culinary.

Researched based investment into the Alberta Market with the Island Time Alberta Multi-media
campaign.

Collaborative Growthz7 T OEET C xEOE 6 AT Al OOAO )OI AT A $-/80 Ol

towards consumer shows and other cooperative marketing initiatives.

Increased efforts in tracking effectiveness including ongoing website measurements, post
campaign Omnibus surveys and the new Smart Card program.

Communications to stakeholders including the implementation of a new Stakeholder website
TourismVlI.ca, annual Fall Tours, newsletters and stakeholder feedback surveys.

Increased staff resources z including an increased effort in Media and Trade relations resulting
in a broader reach, increased market effectiveness.

The successful implementation of the North Island Recovery Campaign.

Industry and consumer awards TAVI has received including Travel & Leisure, Conde Nast and
the CSAE ACE award.

Increased awareness of the Vancouver Island brand resulting in increased inquiries, consumer

ET £ Of AGET T &£01 £EI1 11 AT Oh AT A AEOOOE A Odriors.1
Tourism Vancouver Island leverages available marketing funding more than any other region in
British Columbia.

With available resources TAVI has invested more in marketing initiatives in both regional and
international markets.

T £ 417 (



STRATEGIC MARKETING GOALS:
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GOALS AND OBJECTIVES

Focus of Effort
(Short Term)

Focus of Effort

(Long Term)

Goal 1: Increase the Marketing Investment by
20% over 5 years

50%

40%

Objectives:

T

= =4

To increase the awareness of Tourism
Vancouver Island amongst the Tourism
Stakeholders of the region.

Focus on added value and bundled marketing
programs.

Customize communications to stakeholders.
Source non-traditional revenue sources for
leveraging programs.

30%

20%

20%

30%

30%

20%

20%

30%

Goal 2: To Increase the advertising equivalency
of Earned Media by 20% over 5 years

30%

30%

Objectives:

)l
)l

Maintain or increase the number of media
partners investing in media relations program
Increase stakeholder participation/support
with media fams

Increase the number of media fams to the
region with a focus on market priorities

(0]

O O Oo0oOo

(0]

BC/AB

WA

CA

Long haul Canada/US
Europe

Asia/Pacific

Update media web pages for up-to-date info
and accessibility (i.e. downloadable images,
pre-written stories, etc)

100%

100%




Goal 3: To increase investment in Niche 10% 20%
Marketing sectors by 20% over 5 years
Objectives:
9 Identify and invest in 3 new Niche Markets. 70% 50%
9 Increase investment in Luxury Market
initiatives. 20% 30%
9 Monitor growth of emerging Niche Markets.
10% 20%
Goal 4: To Increase the measurability of 10% 10%
Marketing Initiatives.
Objectives:
1 Triple the number of smart card subscribers 20% 50%
from 2007
9 Increase stakeholder participation in the smart
card program. 0 0
9 Utilize website activity by geographic market 60% 20%
post campaign on a consistent basis to measure
consumer response.
20% 30%

FOCUS OF EFFORT

Focus of effort is to be reflected in both financial resources such as reflected in the annual

marketing plan and human resources such as travel trade, media and website efforts.

GEOGRAPHIC MARKET FOCUS OF EFFORT:

47T OOEOI " #6860 ' Al ¢ O AdveEdaid the ddronkithe©determife® that Todrism
Vancouver Island should remain consistent with those markets that Tourism BC has identified
and developed. Emerging markets and markets where there are specific product opportunities
such as Luxury and Incentive product are to be monitored for future opportunities.
committee determined the following Geographic Market Priorities:
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GEOGRAPHIC MARKET Focus of Effort
BC - Vancouver & Lower Mainland 45%
BC - Other - Okanagan 5%
Regional Canada - Alberta & Saskatchewan 20%
Other Canada - Ontario 5%
Regional US 7 Pacific Northwest 10%
California 5%
Other US 7 Florida & Arizona 3%
Europe 5%
Australia & Asia 2%

PRODUCT SECTOR FOCUS OF EFFORT:

The committee determined that the plan should continue to follow the seven sectors as

I 601 ET AA AU 41 OOEOI "# xEOE 11 OCAOQGEITTO 1
support it. Examples of this include Wine & Cuisine, Dive, Luxury & Incentive and Marine
Tourism.

PRODUCT SECTOR Focus of Effort
Touring 7 Gardens, B&B, Long Stay Program 55%
Golf 10%
Ski 5%
Fishing 5%
Outdoor 7z Marine Tourism, Dive 10%
Arts & Culture 7 First Nations, Wine & Cuisine 10%
Meeting & Incentive 7 Luxury 5%
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APPENDIX 2 Z INDUSTRY SERVICES BUSINESS PLAN

EXECUTIVE SUMMARY

The 2009/2010 Industry Services Business Plan is prepared in consideration of the goals and
objectives set out in the Strategic Plan developed and approved by the Board of Directors. This
Business Plan focuses on the Industry Services operations of the Tourism Association of Vancouver
Island and is utilized in conjunction with the Annual Marketing Strategy.

The Industry Services Department is a newly formed department of Tourism Vancouver Island. Its

primary function is to assess, identify and deliver the tourism needs of our industry stakeholders.

These needs include but are not limited to: research, education and training, cooperative marketing

opportunities and other funding sources. The Industry Services department is also responsible to

AT T OAET AOGA OEA 1 001 AEAOCET T80 '11 OAI " AT AOAI - AR OE
Community Input Sessions.

REVIEW OF 2008/2009

The need for an Industry Services Department was first conceived in 2007/2006. Currently the human
resources in the department are made up of an Industry Services Manager and two Industry Services
Coordinators, one whose primary focus is Research and Communities, the other Special Events and
Capacity Building. The department also includes a Program Sales Representative whose role is to
communicate directly with the stakeholders regarding marketing opportunities available.

7EOE OEA EI DI Ai AT OAOGEIT 1T &£ 41 OOEOI " OEOEOE #1101 AE
and its roles have evolved considerably. In addition to the marketing opportunities and programs
offered by Tourism Vancouver Island the department is now responsible for the annual

implementation of Tourism Community Foundations program and the new Community Tourism

Opportunities Program to the Regiond O 3 OAEAEI 1 AAOOS 4EA 001 COAI
OAODPI T OEAT A mI O Aiii Ol EAAOCEIC 41 OOEOI " OEOEOE #1711
ET AOOOOU OOAEAEIT T AAOO ET Al OAET C 41 OOEOI "#60 1 EOOQEI

GOALS OF TOURISM VANCOUVER ISLAND

Increase visitation and economic impact to the Vancouver Island region
Develop and implement a sustainability plan
Model and practice strategic and innovative leadership

W N e

Model and foster innovation in sustainable practices
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TACTICAL PLAN

The operating plan of the Association is based on the goals and objectives developed and approved by
the Board of Directors. The Industry Services Department plan focuses on those goals and objectives
directly influenced by the Industry Services Department. The following outlines tactics that will be
utilized by the staff of the Industry Services Department to accomplish these goals, as well as specific

targets for results.

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

28

A. Program Sales

Goal:

Objective:

Deliverables:

To determine marketing needs of stakeholders, to assist the marketing team in
developing programs to satisfy those needs, and effectively delivering programs
to stakeholders.

To establish and meet or exceed sales targets and quality assurances for each
program delivered to stakeholders.

1. Stakeholder Relations 7 identifying methods and opportunities to introduce
Tourism Vancouver Island to existing and new stakeholders as well as
stakeholder clusters.

2. Liaise with stakeholders to determine needs by conducting in person sales
calls a minimum of 2 days a week.

3. Weekly sales calls reports will be produced and reported back to the
Marketing Manager and Industry Services Manager for their consideration in
planning future activities.

B. Capacity Building

Goal:

Objective:

Deliverables:

To expand on outreach ideas such as Spring Tours and training development
offerings.

To assist the industry stakeholders in expanding and improving on their
business resulting in increased revenues.

1. Identify three stakeholder educational needs through stakeholder surveys.
2. Source and engage resources to deliver the educational needs.

3. Utilize and expand upon Tourism" OE OE OE  #durisi® EsAehtials O
program by coordinating training sessions, facilities and value added programs
to encourage stakeholder participation.

4. Coordinate annual Spring Training sessions in 3 communities in the
Vancouver Island region.

5. Coordinate an annual TourismCareer Eventonnecting the graduates of
educational institutes to the Tourism Stakeholders.



C. Product Development

Goal:

Objective:

Deliverables:

To Evaluate product clusters and identify emerging clusters.

To develop programs to assist stakeholders to capitalize on emerging
opportunities resulting in new markets accessed and growth in revenue.

1. Research and identify three new emerging tourism trends, one to be

to be featured in each quarterly Stakeholder Newsletter.

2. Identify and participate in sector specific events such as Agri-tourism
conferences, Cultural Events to increase knowledge of product opportunity.

Goal 2: Develop and implement a sustainability plan:

29

A. Awareness

Goal:

Objective:

Deliverables:

B. Conference

Goal:

Objective:

To expand the awareness of tourism as a Social, Economic and Environmental
contributor to the region.

Build the awareness of Tourism Vancouver Island as an innovative, sustainable
leader in Destination Marketing. To collaborate with other sources such as:
other industries, tourism organizations and educational institutes.

1. Corporate Website Zreview mandate of site; implement changes as
appropriate. Define and deliver a marketing strategy specific to increasing site
visitation.

2. Improve communications to communities, industry and stakeholders by
conducting annual person to person community meetings focusing specifically
on individual community need and input.

3. Identify and attend community tourism events such as Community
Destination Marketing Organizations annual conferences.

4. Research award recognition opportunities and nominate the Association
where appropriate.

5. Conduct presentations at community Chamber Meetings introducing Tourism
6 AT AT OOAO ) Ol AT A3 O HikglCdhminByréutsmOT EOEA O
Foundations, Opportunities, Share the Excitement web z widget, HelloBC.com
blogging and Festival and Events listings opportunities.
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General Meeting and Conference.

Increase revenues to the Association as a result of increased attendance at the
annual General Meeting and Conference.



Deliverables:

1. Streamline the planning process by scheduling all activities related to the
event on a PERT chart immediately following the post mortem of the previous
UAAOGO AOAT O8

2. Explore the option of contracting a professional event management company
to assist staff in increasing the level of quality and attendance of the event.

4. Evaluate the awards nomination process and determine best practicego
adopt.

5. Evaluate the sponsorship program and determine best practicego adopt.

Goal 3: Model and practice strategic and innovative leadership:

C. Research

Goal:

Objective:

Deliverables:

To identify, coordinate and catalogue research needs for Tourism Vancouver
Island and our Stakeholders to plan and make sound marketing and/or other
business decisions that lead to increased revenues and enhanced tourism
experiences.

To review our current research library, identifying gaps in our knowledge base
and improve or update. Research a minimum of three new market
opportunities/trends factoring outcomes into marketing campaigns,
Stakeholder communication/education opportunities.

1. Finalize the 2008 Exit Survey.

2. Sector-specific Research z Sportfishing, Luxury,
Culinary/Wine/Agriculture, Festivals & Events.

3. Research and identify all available funding and support sources for the
tourism industry. Post all of these sources on the tourismvi.ca website.

4. Conduct annual stakeholder surveys of measuring marketing activity
satisfaction levels.

D. Best Practices

Goal:

Objective:

Deliverables:

To increase the quantity and quality of tourism product in the Vancouver Island
region by providing quality information to the Associations Stakeholders.

To assist and encourage stakeholders in expanding and improving on their
business through providing the opportunity to share or find examples of success
to follow.

1. Develop a Best Pactices Stakeholdeprogram including a quarterly
opportunity self nomination process to be featured in the quarterly stakeholder

newsletter and in a media press release generated by Tourism Vancouver Island.

2. Research and share tourism best practiceso® OT I T OA 11 OEA
corporate website.

Goal 4: Model and foster innovation in sustainable practices:
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A. Sustainability
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Goal:

Objective:

Deliverables:

To assist Communities in the Vancouver Island region in developing and
implementing sustainable tourism practices.

To develop new profit centres increasing the sustainability of the Association
xEEI A ET AOAAOGET ¢ OEA OOOOAET AAEI EOQU
there is not already a sustainable tourism structure in place.

1. Follow up with each community to identify their current tourism climate.
Where assistance is needed to implement tourism strategies the Association will
manage the implementation on behalf of the community for a management fee.
2. Research and identify all available funding and support sources for the
Association.

3. Develop capacity building and educational programs that will provide value to
the industry while increasing net revenues to the Association.

B. Community Tourism Foundations

Goal:

Objective:

Deliverables:

To increase the level of developed tourism product and link the community
tourism plans into the provincial tourism structure strengthening the industry.

To assist communities in developing a strategic tourism plan.

1. Attend each Community Tourism Foundation Meeting on behalf of the region
providing a regional perspective.

2. Ensure each community is aware of the Community Tourism Foundations
program and the opportunity to participate.

3. Conduct presentation at community Chamber Meetings introducing the
Community Tourism Foundations, Opportunities, Share the Excitement web Z
widget, HelloBC.com blogging and Festival and Events listings opportunities.

C. Community Tourism Opportunities

Goal:

Objective:

Deliverables:

To enable all communities in the region, regardless of their stage of Tourism
development, to benefit from a direct relationship with Tourism Vancouver
Island and Tourism BC.

To assist communities in implementing strategic tourism marketing strategies
by accessing a broad range of resources, tactical opportunities, funding and
expertise.

1. Work with every community, or consortium of communities, in the region to
determine needs and seek effective solutions to their tourism related challenges.
2. To recommend suitable actions including Tourism Vancouver Island and
Tourism BC programs such as cooperative marketing, training.

3. Assist five new communities to access the CTO program annually.

4. Conduct presentations at community Chamber Meetings introducing the
Community Tourism Foundations, Opportunities, Share the Excitement web Z
widget, HelloBC.com blogging and Festival and Events listings opportunities.

/e
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J. _Timeframe Chart

Industry Services Time Frame

Key Activity & Initiative

April - May- June

July-Aug-Sept

October-November-December

January-February-March

Community Tourism A Attend all CTF Com|{A Attend all CTF Co|lA Attend al |tyRahnhg $esiomeasscheduledby A At tend all CTF Community Pl an
Foundations Sessions as scheduled by TBC. Sessions as scheduled by TBC. TBC. TBC.
A Prepare reports an{A Prepare reports a|lA Prepare reports and recomme|A Pr ergpartsandrecommendationsto TBC on CTF community
TBC on CTF community progress. to TBC on CTF community progress. community progress. progress.
A Follow up wi tommugife§s | A Foll ow up with CT Follow up with CTF Graduate|A Follow up with CTF Graduate c
on the CTO program. communities on the CTO program. program.
Community Tourism A Consult with commu|(A Develop and pr opo]| ASubmitproject sheets for the upcoming years to TBC A J an u airTBC fBsiGTO intake deadline.

Opportunities current year circumstances and determine communities for the upcoming year. A Submit detailed activity su{A Ensur e MO LUidesse agreemerSsate in place with CTO
indicated actions for upcoming year. A Develop CTO activ|A Create project sheets for T| communites.
recommend to Tourism BC for A Monitor CTO community prepara
consideration. implementations.
A TBC evaluates CTO A Follow up with other possible
and communicates approved funding CTO intake deadline.
allocations.
AGM & Conference A Establish Conferen{A Develop and sched|A Post Mort enference. 2009 C A Est ab |Corfehenc2 Oombittee.
Workshop topics. timelines. A Evaluate and Develop Sponso|A Schedule meetings with Host C
ABook and confirm Plenary and Workshop A Confirm fadite$aad enc|A Evaluate and Devel op the Aw{A Establish 2009 Conference The
speakers. catering. A Review Terms of Reference f
A Contact past spons{A Schedule and comm
refusal. information.
A ldentify and confi|A Schedule and comm
sSponsors. information.
A Issue RFP for AGM (A Review and evalua
Community Bids.
Events A I mplement TriaAprihi ng|{A Conduct St akehol d| Aldentifytop 3 stakeholder training needs. A Communicate training opportun
A Conduct follow up | /capacity building needs. A Develop training sessions a|A Develop and c ondusdortrainieggessions: a t
A Coordinate plannin{A Research training|A Schedule facilities. A Confirm facilitatorés needs f
Fair. resources. A Develop registration costs A Conduct Job Fair post spring
A Research Best Pra
Training.
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Key Activity & Initiative

April - May- June

July-Aug-Sept

October-November-December

January-February-March

Research

A T r Actwitigs and Motivations Survey
Analysis

o Culinary + Wine/Agriculture

o Festival & Events

0 Gay & Lesbian

o Sport Fishing

0 Luxury Market

o Pre & Post Conference travel / Cruise
travel

o Green Travel

A Conduct Stakehol d

/ capacity building needs.
Research Best

Training.

A Conduct stakehol d

surveys on marketing activities.

Pr a

A Medium of Advertising Analy
0 Gather data on how each medium of advertising works, what
ités value is

o Find out who is using what medium

o Discover how one should best measure results from different
mediums of advertising

A Fest i v ailoslsl&d iEarmation
0 Gather a comprehensive list of Island Festivals & Events

o Survey [/ talk with F & E&s to
A Who (demographics) is going t
A How are F & E6s marketing the
A Do they need help with market

o Will NAIG have data regarding the value of their event?

Program Sales

AConference and AGM Sponsorship.
ATourism Vancouver Island Coop
Programs.

ATourism BC Programs.

ATourism Vancouver Island Coop
Programs.

ATourism Vancouver Island Publications.
ATourism BC Programs.

ATourism Vancouver Island Coop Programs.
ATourism Vancouver Island Publications.
ASpring Training Sessions.

ATourism BC Programs.

ATourism Vancouver Island Coop Programs.
ASpring Training Sessions.
ATourism BC Programs.
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K. Budget

BUDGET HIGHLIGHTS

REVENUES

The Industry Services Department budget is based on the overall budget outlined in the Associations
Business Plan combined with current year end projections.

EXPENSES

The Industry Services Department budget is based on the overall budget outlined in the Associations
Business Plan combined with current year end projections.

BUDGET
Tourism Vancouver Island
2009and 2010 Draft Operations Budget
2009Year-end Draft 2010
Projection Budget
REVENUES
Conference &AGM Revenue 71,218 80,000
EventRevenue 15,000 40,000
Management Fees 65,960 85,000
Other - -
TOTAL REVENUE 152,178 205,000
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Tourism Vancouver Island

2009 and 2010 Draft Operations Budget
2009Year-end | Draft 2010
Projection Budget
EXPENSES
Conference & AGM Expense
36,908 50,000
Event Expense
10,000 29,000
Traveli Meetings CTF, CTO
6,000 12,000
Traveli JCP
1,349 0
Travel- Industry Services
10000 15,000
TOTAL EXPENSES 64,257 106,000
NET INCOME (LOSS) 87,921 99,000
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APPENDIX 3 - PRESIDENT & CEO SUCCESSION PLAN

Introduction:

To ensure the smooth and continuous operations of the Association this plan will be in place for the
short and long term replacement of the President/ CEO in the unlikely event of this individual suddenly
becoming unable manage the affairs of the Association. The Board of Directors must be fully aware of
the plan and should review the contents of the plan annually. The Board of Directors by way of an
approved motion at a regularly scheduled Directors meeting must accept the plan.

Responsibilities and Roles of the President/CEO:
The President & CEO reports to the Board of Directors and has the following responsibilities:

a) Report to the Board and maintain open communication with the Board, and keep the Board
informed of all significant matters;

b) With the Chair, enable the Board to fulfill its governance function;

c) Manage and control the operation of the Association on a day-to-day basis in accordance
with the plans, policies and parameters approved by the Board;

d) Give direction and leadership toward the implementation and achievement of the

!l OOl AEAOET 160 OOOAOACEA bl Al 8
The President/CEO has a multitude of roles to perform in order to maintain the responsibilities
outlined. The following are the primary functions of the position that have been approved by the Board
of Directors.

a) Develops and recommends the yearly budget for Board approval and prudently manages
the Associations resources within those budget guidelines according to current laws and
regulations.

b) Develops and recomi AT AG A OOOAOACEA bi Al OEAO EO AI1O
mission, values and priorities, including consulting with the membership and Board.

c) Oversees the design, marketing, promotion, delivery and quality of programs, products and
services.

d) Supports operations and administration of the Board by advising and informing Board
members, interfacing between Board and staff, and supporting the Boards evaluation of the
CEO.

e) Manages the human resources of the organization according to authorized personnel
policies and procedures that fully conform to current laws and regulations.

f) Ensures the Association and its mission, program, products and services are consistently
presented in a strong, positive light to stakeholders.

g) Identifies the principal risks facing the Association and implements appropriate systems to
manage the risks.
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h) Maintains a plan for CEO succession.

i) Defines clearly for stakeholders the services provided and provides a grievance process for
stakeholders.

j)  Ensures that the Association has written personnel policies that clarify personnel rules for
staff, provide for effective handling of grievances, and protect against wrongful conditions
such as nepotism and grossly preferential treatment for personal reasons.

Human Resources Structure

Tourism Vancouver Island presently has a permanent staff of fifteen positions including the CEO. The
senior management team consists of: Marketing Manager; Financial Services & Operations Manager
and an Industry Services Manager. Support Staff includes: Media Relations Manager, Media Relations
Coordinator, Travel Trade Specialist, Website Coordinator, Marketing Coordinator, Distribution
Coordinator, Program Representative, Industry Services Coordinators (2), Reception & Financial
Services Coordinator and Executive Assistant.

The staff team is considered by the CEO to be a very effective group, which for the most part works
independently with minimal supervision. Each individual has a detailed job description and has set
goals and objectives that become part of their annual performance review. There is a program in place
to assist employees to upgrade their skills through additional training and in recent years there is a
clear history of promoting from within the Organization.

State of the Organization

The present state of the Organization is that of an effectively functioning organization. The relationship
between CEO and the Board of Directors is very positive with the CEO accountable for the day-to-day
operations and the Board functioning as a Policy Board focused on a higher strategic level. The
Association has significant net assets.

Succession Plan

The succession plan is a two-part plan. The first portion includes a short-term plan to reduce any
immediate disruption caused by the loss of the CEO. The second portion of the plan indicates a process
to recruit a permanent replacement for the CEO.

Phase I

Immediately upon the knowledge of the loss of the CEO, the Chair will be empowered to enact the
succession plan. The responsibilities and authorities for the day to day operations, and the functions
normally assigned to the CEO will be assigned to two senior staff members: Sharon Scott, Financial
Service and Bobbi-Jean Goldy, Industry Services Manager. The combined expertise and dedication of
these two individuals will enable them to jointly manage the operations for an interim period of time
that should not exceed four months. Each of these staff will have a 25% increase to their salaries for the
period of time that they are taking on these additional accountabilities. The specific accountabilities for
each are as follows:
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Sharon Scott

Bobbi-Jean Goldy

Communications with Finance Committee

Communication with Chair

Communications with Governance
Committee

Communication with Marketing
Committee

Regular Financial Reviews, Budget
Development and Reporting

Communications with Governance
Committee

Purchase Approvals

Media Purchase Approvals

Human Resources/Staff Management

Marketing Plan and Budget

Operational Policies

Implementation of marketing tactics

A/R Collections

Review of Strategic Plan

Legal Issues Management

Public Relations and Issues Management

Contracts and Agreements

Industry Relations

During this period of time the Chair will take on a more frequent communications role to
support the two senior staff members to ensure that they have the resources necessary. It is
also advised that a temporary office assistant be retained for the period of transition.

Phase I1

Immediately upon notification of the loss of the CEO, a recruitment plan must be implemented.
Following are the components of the recruitment plan:

Form a selection committee empowered to recruit and retain a permanent CEO. The
committee will be made up of at least 3 members of the Board, one of which is the Chair

Place advertisements in the Times Colonist and Vancouver Sun career sections. Closing
dates will be two to three weeks from the date of the advertising insertion

Selection committee reviews applications within two weeks of the closing date

Selection committee conducts interviews within 2 weeks of the development of the
shortlist then supplies name of final candidate to Board of Directors for final approval

Selection announced to the Board of Directors within 2 weeks of interviews

1.
of the Board
2.
3.
shortlists to between 3 7 7 applicants
4,
5.
6. CEO begins within 4 weeks of selection



APPENDIX 4 - BUDGET

Tourism Vancouver Island
20100perations Budget
2009Year-end Projection 2010Budget

REVENUES

Administration Fees $249,536 $337,594
Administration Fees Website $69,117 -
Conference &AGM Revenue $71,218 $80,000
Colour Copying $4,295 $4,500
Event Revenue $15,000 $40,000
Interest Earned $22,432 $5,000
JCP $25,754 -
Management Fees $65,960 $85,000
Publishing Fees $200,000 $200,000
Rental Income - -
Tourism BC $319,125 $484,341
TOTAL REVENUE $1,042,437 $1,236,435
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Tourism Vancouver Island

20100perations Budget

200 Year-end Projection 2010Budget
EXPENSES
Advertising Recruitment $5,000 $5,000
Conference & AGM Expense $36,908 $45,000
Amortization $22,154 $25,000
Amortization- Leasehold improvements $19,479 $27,000
Audit (2010 quote $7700) $8,200 $8,500
Bank and Credit Card Charges $7,500 $7,500
Board Expense $5,000 $5,000
Board Governance $4,000 $4,000
Employee Benefits $75,419 $87,824
Employee Development $25,000 $25,000
Event Expense $10,000 $29,000
Industry Communications - -
Insurance $4,546 $5,000
JCP ExpenselU and materials and supplies) $4,195 -
Legal Fees $2,500 $2,500
Marketing Expense $6,000 $156,000
Meetings $3,500 $3,500
Membership Dues $11,058 $13,200
Miscellaneous $2,700 $2,700
Moving Expense $17,442 -
Net Wage Expense $488,575 $496,436
Office IT Support & Software $12,000 $12,000
Office Supplies/ Equipment $32,000 $32,000
Postage & Shipping $10,000 $10,000
Promotional Items $1,000 $1,000
Rent $98,737 $129,072
Telephone $19,649 $20,000
Travel- CTF $6,000 $12,000
Travel- Directors $7,000 $9,300
Travel- JCP $19,887 -
Travel- Industry Services $10,000 $15,000
Travel & Entertainment $17,000 $25,000
Utilities $4,179 $1,000
TOTAL EXPENSES $996,628 $1,214,532
NET INCOME (LOSS) to (from) Unrestricted Net
Assets $45,809 $21,903
Transfer from Relocation Fund to Unrestricted Net
Assets - -
Total Change in Unrestricted Net Assets $45,809 $21,903

41




