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TOURISM IN BRITISH COLUMBIA

*
I}n l]ﬂ Shome DESTINATION
BRITISH COLUMBIA"

Tourism o
Vancouver SeuRS-
s (5N NANAIM®

PROVINCIAL STRATEGIC FRAMEWORK

OUR VISION IS TO BUILD A
STRONG. SUSTAINABLE TOURISM

SECTOR THAT BENEFITS ALL
e — - == F BRITISH COLUMBIANS. OUR NEW
SUSTAINABLY GROMING THE VISITOR R Al ERE IR S B
74 ECONOMY 2 ON A FOUNDATION OF
SUSTAINABILITY WHICH CALLS FOR
N EQUAL CONSIDERATION OF THE
DN GENEFITS OF THE SECTOR ALONG
3 ReSPECTING NATURE & THE ENVROWNENT > RS
: AND ENVIRONMENTAL IMPACTS.

1 SUPPORTING PEOPLE AND COMMUNITIES
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TOURISM VANCOUVER ISLAND STRATEGY STATEMENT

* BY 2024 WE WILL NURTURE A
SUSTAINABLE AND UNIFIED VANCOUVER
ISLAND TOURISM ECONOMY THROUGH
INNOVATIVE LEADERSHIP, ADVOCACY
BRAND STEWARDSHIP AND INDUSTRY
DEVELOPMENT TO POSITIVELY IMPACT
TOURISM RELATED MATTERS FOR OUR
PARTNERS.

KEY ISSUES — GROWING A TOURISM ECONOMY

=

MANAGED GROWTH RESPONSIBLE TRAVEL TOURISM FOR ALL
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OUR PRESENT SITUATION

* TOURISM IS RAPIDLY = DESPITE OUR
OROWING IN CFINHDﬁ SUCCESS AS AN

* F000ewmighessiomariin  [NDUSTRY WE CAN
GR{]LI DRAMATICALLY
= TOURISM IS ONE OF -6 por-yorexpeced
CANADA'S BIGGEST
ECONOMIC DRIVERS = DEMAND IS
* $100B per year in spending CENTRALIZED
. |-'1'3ans & 3.5x more summer visitors than
= SME

winter visitors

itor origin and * Seasonal crowding is impacting our
'f‘r’u[a[l[’ﬂ

éﬁi@F = MENU
Joffre Lakes visitors react angrily to shuttle bus wait

BC Parks staff experience verbal abuse after bus is delayed on Canada Day long weekend

Joe! Barde / Pigque Newsmagasine Mmanosgse
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THE HIDDEN COSTS OF TOURISM

/vr INFRASTRUCTURE BEYOND -
(E) RECIDENT NEEDS ([ ) RISING PROPERTY VALUES
() ',;“fﬂ“[“EEE AD FROTECT SPECAL (&) cumate cuanee costs

FOR 85 OF GLOBAL
GHG EMISSIONS




TWO PATHS FORWARD

(1) BUSINESS AS USUAL

* Modest annual growth, strong
employment numbers

* We will be left behind by other
destinations and we will lose market share

(2) LEADERSHIP APPROACH

* Ambitious and achievable objective
* Tens of thousands more jobs
» Billions more spending

+ New investment
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ACTIONS

» ECONOMIC

* Increase spending and inclusiveness
* Sustainable business practices
* Investment

» VISITOR

* ENVIRONMENT

* HOST COMMUNITY

« Community satisfaction

. E||||J|u:,r-;'\'.1 satisfaction

EXAMPLES

OCEAN FRIENDLY
MARKETING CAMPAIGN

Video and written

SPINAL CORD BC MOU AND

ACCESSIBLE CHECKLISTS

rking with tourism businesses to improve

avellers on the

SUSTAINABLE BUSINESS
PRACTICES IN TOURISM

Professional Development, Support to busi
practices,

DESTINATION LEADERSHIP

OUNCIL

Lu by ou

nesses to adopt

ommunity leaders - dmo representatives,
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EXAMPLES

TRAVEL TRADE
DISPERSION

Collaborative marketing
approach to reach the fly-drive
travel trade market in the USA
and promote product on
“ancouver Island where and
when available.

UNIFICATION
AROUND KEY ISSUES

Working to support
stakeholders in tackling tough
issues |ike ﬁsh]ng bans, and
acting as a communication

channel to government.

TOURISM
CONFERENCE

Brought to Nanaimo speakers
to lock at these issues: Surfrider
Foundation, Cristina
Mittermeier, Tourism for All

panelists,
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TOURISM NANAIMO REVIEW

STAKEHOLDER VOLUNTEER Tl
REFERRALS AMBASSADORS SORNERS
PERSONALIZED
THE POWER RESIDENT
OF LUNCH ENGAGEMENT HASREYN
VANCOUVER STAKEHOLDER
BUSINESS
ISLAND ENGAGEMENT
TOURISM COLLABORATION
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zierza via Instagram

s 1

_.\g:ec- Me too. Love this place and all t's beauty

Like - Repty

I - 100 #ant to move there
(o]

Like - Reply - Message - 1d

Nicelll Some positive pictures of our beautiful city
Thanks for sharing!

(")

amazing and changing every day. | am grateful thal | made the
decision to make walking to work a personal pnonty. It makes for a
nicher life

I - st to move to this absolutely beautiul place!

. Tourism Nanaimo This is exciting news! Welcome (soon?) fo
your new home. &

This is what | see on my walk to work each morning It is

STRATEGIC PILLARS

BI-DIRECTIONAL CONVERSATIONS
WITH CONSUMERS

Data-driven digital and social advertising, email

marketing and dynamic website content.

SUPERIOR CONSUMER
EXPERIENCES

Front-line staff training and ambassador training and

program, Product familiarization

DEVELOP AND PROMOTE
REMARKABLE EXPERIENCES

Digital Readiness, Itinerary and content development,

Strategic Investment, Saysutshun marketing support

ENCOURAGE RESIDENT
ENGAGEMENT

Resident pride program
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STRATEGIC PILLARS
ALIGN THE COLLABORATION ORDER OF
INDUSTRY ChiarrConnara st || TRANSPARENCY
Tourism Roundtable I:}SJ;;L”UE:’”P — Quarter ’, reports, written and

Engagement Sessions
6% opportunities

Networking Events

PRINCIPLES - VALUES

L FIRST NATIONS LAND,
HISTORY AND CULTURE
INFORMATION AND
ACKNOWLEDGEMENT

2) PROVIDING SUPPORT,
ADDING VALUE TO OTHER
COMMUNITY
ORGANIZATIONS

(&8 ]

SUSTAINABILITY
4) ACCESSIBILITY
CUSTOMER EXPERIENCE

5) ENGAGEMENT AND
EVALUATION IS ONGOING

wn
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THANK YOU - QUESTIONS
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