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Executive Summary 

In the fall of 2013, as part of the Vancouver Island North Tourism annual planning sessions, the 
Vancouver Island North Tourism Advisory Committee undertook a review of the regional tourism 
project’s Vision and Objectives that had been determined for the project as part of the original 
Tourism Plan, released in June 2008. 

The Advisory Committee took this opportunity to update the vision statement and the project 
objectives, add a mission statement and create a new format for the Vancouver Island North 
Tourism Strategic Business Plan that would detail goals, objectives with performance 
measurements, strategies and tactics. The new format is a 3-year rolling plan that will be 
reviewed annually during the planning sessions. 

On March 31, 2015 a one-day Community Tourism Foundations workshop was facilitated by 
Destination British Columbia on Vancouver Island North. As part of this session the vision, 
mission, and goals from the Strategic Business Plan were reviewed by the participating 
stakeholder group and recommendations were made for priority action items to be considered. 
Adjustments and additions were made to the 2016-2018 Strategic Business Plan based on 
recommendations from the Vancouver Island North Tourism Plan that was released on June 30, 
2015 based on the results of the Community Tourism Foundations workshop. Revisions to the 
2017-2019 Plan were made based on current data and direction of the project as of the 2016 
Advisory Committee annual planning sessions. 

This document is a reflection of what the Vancouver Island North Tourism Advisory Committee 
intends to see the regional tourism project deliver, and how the activities delivered through the 
program will contribute to these outcomes. 

An operating budget has been attached to this plan that outlines how the project will be funded. 
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Goals, Objectives, Strategies & Tactics 
Note: All increases indicated will be measured against the previous year’s results. 

Goal 1 
To increase tourism revenues to the Vancouver Island North Region 

Objective 1 2017 2018 2019 

To increase the awareness 
and desirability of the 
Vancouver Island North 
region as a travel 
destination from the 
Vancouver Island and BC 
market 

2% increase to 
awareness & 
desirability levels 

2% increase to 
awareness level; 
Maintain desirability 
level 

2% increase to 
awareness level; 
Maintain desirability 
level 

Performance Measurement: 
Increased awareness and 
desirability 
Respondents awareness of VIN as a 

place for a leisure trip: 
2015 – 80% 2016 – 83% up 3% 
Respondents desirability rating of 

VIN as a place for a leisure trip: 
2015 – 91% 2016 – 94%, up 3% 
ACHIEVED GOAL: 2% INCREASE 

Omnibus Survey Omnibus Survey Omnibus Survey 

Strategy Tactics 

A. Effectively segment 
consumer markets and 
target the appropriate EQ 
Traveler Types 

i. Identify the most opportune/highest yield traveler by 
utilizing the EQ program 

ii. Incorporate EQ creative intelligence into all marketing 
campaigns/programs 

B. Execute coordinated 
multi‐media projects that 

focus on tourism 
experiences in the VIN 
region 

i. Refer to 2017 Marketing Plan 

C. Maintain leveraging of 20% 
for the VINT marketing 
budget 

i. Develop and execute cooperative programs that are 
appealing to stakeholders 

ii. Research non-leveraged programs that are appealing to 
stakeholders 

iii. Ensure budgeted investment from all sources is fully 
utilized 

iv. Conduct stakeholder program satisfaction surveys on 
completion of each partnered project 

D. Collaboratively with 
Tourism Vancouver Island, 
Destination BC and 
Aboriginal Tourism BC, 
execute a coordinated 
media relations program 

i. Host key media – Participate in all media FAMs; create and 
deliver Welcome packages 

ii. Encourage stakeholder participation in travel media 
programs 
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E. Maintain relationships with 
sector associations 

i. Identify sector organizations with the most potential for 
future partnership with VINT 

ii. Research opportunities to participate in sector marketing 
programs with appropriate associations 

iii. Provide content to appropriate sector associations for use 
in their marketing messaging 

F. Execute a performance 
measurement program 

i. Liaise through TVI to obtain Omnibus results 

Objective 2 2017 2018 2019 

To increase the number of 
visitors to the Vancouver 
Island North region 
participating in nature-
based and wildlife viewing 
experiences 

2% increase in 
participation 

2% increase in 
participation 

2% increase in 
participation 

Performance Measurement: 
Increased participation in 
nature-based and wildlife 
viewing experiences 
2016 Top Nature-Based & Wildlife 
Viewing Activities: 
Beach activities – 58% 
Whale watching – 42% 
Hiking – 52% 
Bird watching – 26%  
Kayaking – 21% 
Bear Viewing – 15% 
ACHIEVED GOAL: Year-two data 

Visitor Experience 
Survey 

Visitor Experience 
Survey 

Visitor Experience 
Survey 

Strategy Tactics 

A. Effectively segment 
consumer markets and 
target the appropriate EQ 
Traveler Types for nature-
based and wildlife viewing 
experiences 

i. Identify the most opportune/highest yield traveler for nature-
based and wildlife viewing experiences by utilizing the EQ 
program 

ii. Incorporate EQ creative intelligence into all marketing 
campaigns/programs 

B. Execute coordinated 
multi‐media projects that 

focus on nature-based and 
wildlife viewing experiences 
within the VIN region 

i. Refer to the 2017 Marketing Plan 

C. Execute a measurement 
process to determine 
participation in nature-
based and wildlife viewing 
experiences 

i. Work with the Sociable Scientists on continuation of the 
Visitor Experience Survey 

ii. Ensure the Visitor Profile delivers all necessary 
measurements 

iii. Coordinate logistics for data collection and delivery of 
survey results 

iv. Determine method of aggregating nature-based & wildlife 
viewing participation numbers 
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Objective 3 2017 2018 2019 

To increase the number of 
visitors to the Vancouver 
Island North region 
participating in cultural 
tourism experiences 

2% increase in 
participation 

2% increase in 
participation 

2% increase in 
participation 

Performance Measurement: 
Increased participation in 
cultural tourism experiences 
2016 Top Cultural Tourism Activities: 
First Nations facilities and events  
– 39% 

First Nations cultural tour/dance 
performance – 19% 

ACHIEVED GOAL: Year-two data 

Visitor Experience 
Survey 

Visitor Experience 
Survey 

Visitor Experience 
Survey 

Strategy Tactics 

A. Effectively segment 
consumer markets and 
target the appropriate EQ 
Traveler Types for cultural 
tourism experiences 

i. Identify the most opportune/highest yield traveler for 
cultural tourism experiences by utilizing the EQ program 

ii. Incorporate EQ creative intelligence into all marketing 
campaigns/programs 

B. Execute coordinated 
multi‐media projects that 

focus on cultural tourism 
experiences within the VIN 
region 

i. Refer to the 2017 Marketing Plan 

D. Execute a measurement 
process to determine 
participation in cultural 
tourism experiences 

i. Work with the Sociable Scientists on continuation of the 
Visitor Experience Survey 

ii. Ensure the Visitor Profile delivers all necessary 
measurements 

iii. Coordinate logistics for data collection and delivery of 
survey results 

iv. Determine method of aggregating cultural tourism 
experience participation numbers 

Objective 4 2017 2018 2019 

To increase the length of 
stay and daily expenditures 
of visitors to Vancouver 
Island North 

Maintain length of 
stay; 2% increase 
to daily expenditure 

Maintain length of 
stay; 2% increase 
to daily expenditure 

Maintain length of 
stay; 2% increase 
to daily expenditure 

Performance Measurement: 
Increased length of stay and 
daily expenditure 
2016 Length of stay – 5.7 nights 

2016 Daily expenditure – $578 per 
group, per day 

ACHIEVED GOAL: Year-two data 

Visitor Experience 
Survey 

Visitor Experience 
Survey 

Visitor Experience 
Survey 
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Strategy Tactics 

A. Execute a measurement 
process to determine 
length of stay and daily 
expenditures 

i. Work with the Sociable Scientists on continuation of the 
Visitor Experience Survey 

ii. Ensure the Visitor Profile delivers all necessary 
measurements 

iii. Coordinate logistics for data collection and delivery of 
survey results 

B. Encourage regional Visitor 
Centres to promote VIN 
tourism products and other 
communities within the VIN 
region 

i. Coordinate 2 opportunities for Vancouver Island North 
Visitor Centre managers to meet and share tourism product 
information from their communities 

ii. Provide presentations on regional tourism products to 
Vancouver Island North Visitor Centre staff at 2 locations at 
the beginning of the summer season 

C. Encourage Visitor Centres 
in other Vancouver Island 
communities to promote 
VIN tourism product 

i. Seek opportunities to connect with Visitor Centre managers 
from other Vancouver Island communities through Tourism 
Vancouver Island’s Industry & Community Services 
department initiatives 

ii. Provide presentations on Vancouver Island North’s regional 
tourism products to 2 Visitor Centres outside of the 
Vancouver Island North region 

D. Encourage longer stays in 
the consumer planning 
stage 

i. Communicate the diversity of experiences available in the 
Vancouver Island North region through regional 
publications, web and social media 

ii. Communicate comparative value of goods and services, 
travel, etc. 

iii. Develop and distribute sample itineraries 

iv. Monitor the BC Ferries promotional programs and explore 
new opportunities for packaging that include a ferry travel 
component 

Goal 2 
To increase the awareness of the impact of tourism in the Vancouver Island North region 

Objective 1 2017 2018 2019 

To increase the recognition 
of the value of tourism to 
residents of Vancouver 
Island North 

Maintain 
recognition level 

Maintain 
recognition level 

Maintain 
recognition level 

Performance Measurement: 
Increased recognition level 
Respondents rated the importance 

of tourism to the economy of VIN: 
2015 – 97% indicated very (80%) or 

somewhat (17%) important 
2016 – 97.5% indicated very (81.9%) 

or somewhat (15.6%) important 
Up 0.5% 
ACHIEVED GOAL: Year-two data 

Resident Survey Resident Survey Resident Survey 
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Strategy Tactics 

A. Execute a measurement 
process to determine 
residents’ perception of the 
importance of tourism to 
the local economy 

i. Ensure resident survey delivers necessary measurements 

ii. Ensure survey format is identical to the resident stream of 
question in the Visitor Experience Survey to allow data to 
be combined for maximum responses 

iii. Coordinate logistics for development, delivery, promotion 
and data collection accessing community partnerships and 
local social media groups 

B. Conduct resident outreach 
programs 

i. Support Tourism Vancouver Island in the delivery of the 
Value of Tourism campaign 

C. Conduct community 
outreach programs 

i. Conduct 2 presentations to community and service groups 
(Chambers of Commerce, Rotary Clubs, schools, etc.) that 
provide program updates on VINT 

ii. Provide information on Vancouver Island North Tourism’s 
participation in Tourism Vancouver Island’s Value of 
Tourism campaign 

Objective 2 2017 2018 2019 

To increase the recognition 
of the value of tourism to 
Vancouver Island North 
municipal Councils, 
regional Boards and First 
Nations Chief and Council 

Mayor & Chair 
importance rating 
increase to 8.25; 

Maintain Council & 
Board importance 
rating; 

FN Chief & Council 
baseline 

Mayor & Chair 
importance rating 
increase to 8.5; 

Maintain Council & 
Board importance 
rating; 

FN Chief & Council 
TBD 

Maintain Mayor & 
Chair importance 
rating; 

Maintain Council & 
Board importance 
rating; 

FN Chief & Council 
TBD 

Performance Measurement: 
Increased recognition level 
Importance of the tourism industry to 
communities, rating out of 10 
Mayor & Chair 2015 - 7.9 
Mayor & Chair 2016 - 8, up 0.1 
ACHIEVED GOAL: 8 RATING 
Council & Board 2015 - 8.1 
Council & Board 2016 - 9.4, up 1.3 
ACHIEVED GOAL: 8.25 RATING 

Mayor, RDMW 
Board Chair & FN 
Chief Interviews; 
Council & Board 
Surveys 

Mayor, RDMW 
Board Chair & FN 
Chief Interviews; 
Council & Board 
Surveys 

Mayor, RDMW 
Board Chair & FN 
Chief Interviews; 
Council & Board 
Surveys 

Strategy Tactics 

A. Conduct municipal 
government outreach 
programs 

i. Support Tourism Vancouver Island in the delivery of the 
Value of Tourism campaign 

ii. Conduct 12 interviews with Mayors, Regional District of 
Mount Waddington Board Chair and First Nations Chiefs of 
communities signed on to the Regional Protocol Agreement 

iii. Conduct 4 presentations to provide program updates on 
Vancouver Island North Tourism 

iv. Provide information on Vancouver Island North Tourism’s 
participation in Tourism Vancouver Island’s Value of 
Tourism campaign 

v. Provide product communication piece to RDMW, 
municipalities and First Nations that shares information on 
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products and services available in the region, new tourism 
business launches, and potential areas for development 

B. Execute a performance 
measurement program 

i. Liaise through TVI to conduct Mayor, Board Chair & First 
Nations Chief interviews consistent with their format 

ii. Deliver an online survey to all council members and RDMW 
board members with quantitative questions 

Objective 3 2017 2018 2019 

To increase the recognition 
of the value of Vancouver 
Island North Tourism to 
North Island residents 

2% increase to the 
importance rating  

2% increase to the 
importance rating  

2% increase to the 
importance rating  

Performance Measurement: 
Increased recognition level 
Respondents rated the importance 

of the VINT project to the 
development & promotion of tourism: 
2015 – 78% indicated very (60%) or 

somewhat (18%) important 
2016 – 73.3% indicated very (57.8%) 

or somewhat (15.5%) important 
Down 4.7% 
ACHIEVED GOAL: Year-two data 

Resident Survey Resident Survey Resident Survey 

Strategy Tactics 

A. Execute a measurement 
process to determine how 
import residents feel the 
VIN regional tourism 
project is to the 
development and 
promotion of tourism in the 
region 

i. Ensure the resident survey delivers all necessary 
measurements 

ii. Ensure survey format is identical to the resident stream of 
question in the Visitor Experience Survey to allow data to 
be combined for maximum responses 

iii. Coordinate logistics for development, delivery, promotion 
and data collection accessing community partnerships and 
local social media groups 

B. Conduct resident outreach 
programs 

i. Support Tourism Vancouver Island in the delivery of the 
Value of Tourism campaign 

C. Conduct community 
outreach programs 

i. Conduct 2 presentations to community and service groups 
(Chambers of Commerce, Rotary Clubs, schools, etc.) that 
provide program updates on VIN Tourism 

ii. Provide information on Vancouver Island North Tourism’s 
participation in Tourism Vancouver Island’s Value of 
Tourism campaign 

Objective 4 2017 2018 2019 

To increase the recognition 
of the value of Vancouver 
Island North Tourism to 
municipal Councils, 
regional Boards and First 
Nations Chiefs and 
Councils on the North 
Island 

Mayor & Chair 
importance rating 
increase to 7.7; 

Council & Board 
importance rating 
increase to 9.4; 

FN Chief & Council 
baseline 

Mayor & Chair 
importance rating 
increase to 7.9; 

Council & Board 
importance rating 
increase to 9.5; 

FN Chief & Council 
TBD 

Maintain Mayor & 
Chair importance 
rating; 

Maintain Council & 
Board importance 
rating; 

FN Chief & Council 
TBD 
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Performance Measurement: 
Increased recognition level 
Importance of the work VINT does 
for your community, rating out of 10 
Mayor & Chair 2015 - 8.8 
Mayor & Chair 2016 - 7.5, down 1.3 
NOT ACHIEVED: 8.9 RATING 
Council & Board 2015 - 7.9 
Council & Board 2016 - 9.3, up 1.4 
ACHIEVED GOAL: 8 RATING 

Mayor, RDMW 
Board Chair & FN 
Chief Interviews; 
Council & Board 
Surveys 

Mayor, RDMW 
Board Chair & FN 
Chief Interviews; 
Council & Board 
Surveys 

Mayor, RDMW 
Board Chair & FN 
Chief Interviews; 
Council & Board 
Surveys 

Strategy Tactics 

A. Conduct municipal 
government outreach 
programs 

i. Support Tourism Vancouver Island in the delivery of the 
Value of Tourism campaign 

ii. Conduct 12 interviews with Mayors, Regional District of 
Mount Waddington Board Chair and First Nations Chiefs of 
communities signed on to the Regional Protocol Agreement 

iii. Conduct 4 presentations to provide program updates on 
Vancouver Island North Tourism 

iv. Provide information on Vancouver Island North Tourism’s 
participation in Tourism Vancouver Island’s Value of 
Tourism campaign 

v. Provide product communication piece to RDMW, 
municipalities and First Nations that shares information on 
products and services available in the region, new tourism 
business launches, and potential areas for development 

B. Execute a performance 
measurement program 

i. Liaise through TVI to conduct Mayor, Board Chair & First 
Nations Chief interviews consistent with their format 

ii. Deliver an online survey to all council members and RDMW 
board members with quantitative questions 

Objective 5 2017 2018 2019 

To increase the recognition 
of the value of Vancouver 
Island North Tourism to 
tourism stakeholders 

2% increase to 
importance & 
satisfaction level 

2% increase to 
importance level; 

1% increase to 
satisfaction level 

Maintain 
importance level; 

1% increase to 
satisfaction level 

Performance Measurement: 
Increased level of recognition 
Importance of the work VINT does 
for the region 

2015 – 9.4 2016 – 9.2  

Overall satisfaction with the work 
VINT does for the region 

2015 – 8.0  2016 – 8.3 

IMPORTANCE NOT ACHIEVED: 
2% increase 
SATISFACTION ACHIEVED:  
2% increase 

Stakeholder Survey Stakeholder Survey Stakeholder Survey 

Strategy Tactics 
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A. Execute a measurement 
program 

i. Conduct an annual stakeholder satisfaction survey in a 
format that allows for year-over-year measurement  

B. Conduct stakeholder 
outreach programs 

i. Support Tourism Vancouver Island in the delivery of the 
Value of Tourism campaign 

ii. Enhance stakeholder area of the website to contain 
increased and relevant content 

iii. Promote the use of the stakeholder area of the website 
through quarterly stakeholder newsletter 

iv. Ensure all stakeholders have access to the brand platforms 
of Vancouver Island North Tourism & Destination BC and 
have access to the tools and guidelines to leverage these 
brands in their marketing 

v. Continue to build relationships with Vancouver Island North 
stakeholders 

vi. Increase stakeholder database 

Objective 6 2017 2018 2019 

To increase the advocacy 
support from stakeholders 
(residents, tourism 
businesses) on tourism 
issues at the municipal and 
regional district level 

   

Performance Measurement:    

Strategy Tactics 

No strategies or tactics will be activated in the present year. 

Goal 3 
To improve tourism product quality to a level that meets consumer demand 

Objective 1 2017 2018 2019 

To increase the level of 
hospitality within the 
Vancouver Island North 
region 

Maintain 
satisfaction level; 
2% increase to 
NPS score 

Maintain 
satisfaction level; 
2% increase to 
NPS score 

Maintain 
satisfaction level; 
2% increase to 
NPS score 

Performance Measurement: 
Increased level of visitor 
satisfaction 
2016 Overall satisfaction – 4.85/5 

ACHIEVED GOAL: Year-two data 

2016 Net Promoter Score – 54.4 

ACHIEVED GOAL: Year-two data 

Visitor Experience 
Survey 

Visitor Experience 
Survey 

Visitor Experience 
Survey 
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Strategy Tactics 

A. Provide educational 
opportunities to traditional 
and non-traditional tourism 
stakeholders on 
appropriate levels of visitor 
product quality/service 

i. Deliver 1 workshop (customer service, etc.) 

ii. Evaluate further opportunities to extend the Remarkable 
Experiences program to involve more businesses 

iii. Work with Destination BC and Aboriginal Tourism BC to 
host professional development workshops when 
opportunities are available 

B. Execute a measurement 
process to determine visitor 
satisfaction level 

i. Work with the Sociable Scientists on continuation of the 
Visitor Experience Survey 

ii. Ensure the Visitor Profile delivers all necessary 
measurements 

iii. Coordinate logistics for data collection & delivery of results 

Objective 2 2017 2018 2019 

To increase the amount of 
best practice education 
opportunities for Vancouver 
Island North businesses 

35 participants at 
Season Launch 

36 participants at 
Season Launch  

37 participants at 
Season Launch 

Performance Measurement: 
Number of participants in 
educational workshops 
Season Launch 
2015 attendance – 32 
2016 attendance – 34  
ACHIEVED GOAL: 32 Participants 

Remarkable Experiences Pilot 
2015 participant commitment – 8  
ACHIEVED GOAL: 8 Participants  

Number of 
participants 

Number of 
participants 

Number of 
participants 

Strategy Tactics 

A. Provide educational 
opportunities to tourism 
stakeholders 

i. Deliver 2 workshops (tourism season launch, online 
reputation management, etc.) 

ii. Distribute quarterly stakeholder newsletter with information 
on best practices 

iii. Evaluate further opportunities to extend the Remarkable 
Experiences program to involve more businesses 

iv. Promote distance education, online learning resources, 
webinars, etc. through stakeholder newsletters 

v. Work with Destination BC and Aboriginal Tourism BC to 
host professional development workshops when 
opportunities are available 

B. Conduct stakeholder 
outreach programs 

i. Enhance stakeholder area of the website to contain 
increased content relating to best practices 

ii. Promote the use of the best practices information in the 
stakeholder area of the website through quarterly 
stakeholder newsletter 

iii. Increase stakeholder database 
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Goal 4 
To increase the awareness of Vancouver Island North’s natural and cultural assets 

Objective 1 2017 2018 2019 

To increase awareness and 
desirability of the 
Vancouver Island North 
region as a destination for 
nature-based and wildlife 
viewing experiences 

2% increase in 
awareness rating; 

2% increase in 
desirability rating 

2% increase in 
awareness rating; 

2% increase in 
desirability rating 

2% increase in 
awareness rating; 

1% increase in 
desirability rating 

Performance Measurement: 
Increased awareness and 
desirability of VIN as a 
destination for nature-based 
and wildlife viewing 
experiences 
Respondents awareness of VIN as a 

destination for: 
Nature-based experiences: 
2015 – 78% 2016 – 82%, up 4% 
ACHIEVED GOAL: 2% INCREASE 
Wildlife viewing experiences: 
2015 – 71% 2016 – 75%, up 4% 
ACHIEVED GOAL: 2% INCREASE 

Respondents desirability rating of 

VIN as a place for 
Nature-based experiences: 
2015 – 86% 2016 – 88%, up 2% 
ACHIEVED GOAL: 2% INCREASE 
Wildlife viewing experiences: 
2015 – 82% 2016 – 86%, up 4% 
ACHIEVED GOAL: 2% INCREASE 

Omnibus Survey Omnibus Survey Omnibus Survey 

Strategy Tactics 

A. Effectively segment 
consumer markets and 
target appropriate EQ 
Traveler Types for nature-
based and wildlife viewing 
experiences 

i. Identify the most opportune/highest yield traveler for nature-
based and wildlife viewing experiences by utilizing the EQ 
program 

ii. Incorporate EQ creative intelligence into all marketing 
campaigns/programs 

B. Execute coordinated multi-
media marketing projects 

i. Refer to the 2017 Marketing Plan 

C. Collaboratively with 
Tourism Vancouver Island 
and Destination British 
Columbia, support travel 
media visits focused on 
nature-based and wildlife 
viewing experiences 

i. Assist Tourism Vancouver Island and Destination BC with 
coordination and support of nature-based and wildlife 
viewing travel media visits  

ii. Encourage and support nature-based and wildlife viewing 
stakeholder participation in travel media visits 
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D. Collaboratively with 
Tourism Vancouver Island 
and Destination British 
Columbia, support travel 
trade visits focused on 
nature-based and wildlife 
viewing experiences 

i. Assist Tourism Vancouver Island and Destination BC with 
coordination and support of nature-based and wildlife 
viewing travel trade visits  

ii. Encourage and support nature-based and wildlife viewing 
stakeholder participation in travel trade visits 

iii. Work with Tourism Vancouver Island and Destination BC to 
support the growth of European markets 

E. Execute a performance 
measurement program 

i. Liaise through TVI to obtain Omnibus results 

F. Tie VINT’s messaging to 
the Iconic Experiences 
identified in Destination 
BC’s corporate strategy 

i. Focus on appropriate categories of Rainforests and Ocean 
Coast for nature-based and wildlife viewing experience 
marketing 

Objective 2 2017 2018 2019 

To increase awareness and 
desirability of the 
Vancouver Island North 
region as a destination for 
cultural tourism 
experiences 

2% increase in 
awareness & 
desirability ratings 

1% increase in 
awareness & 
desirability ratings 

1% increase in 
awareness & 
desirability ratings 

Performance Measurement: 
Increased awareness and 
desirability of VIN as a 
destination for cultural tourism 
experiences 
Respondents awareness of VIN as a 

destination for cultural tourism 
experiences: 
2015 - 75% 2016 - 76%, up 1% 
NOT ACHIEVED: 2% INCREASE 

Respondents desirability rating of 

VIN as a destination for cultural 
tourism experiences: 
2015 – 79% 2016 – 85%, up 6% 
ACHIEVED GOAL: 2% INCREASE 

Omnibus Survey Omnibus Survey Omnibus Survey 

Strategy Tactics 

A. Effectively segment 
consumer markets and 
target appropriate EQ 
Traveler Types for cultural 
tourism experiences 

i. Identify the most opportune/highest yield traveler for 
cultural tourism experiences by utilizing the EQ program 

ii. Incorporate EQ creative intelligence into all marketing 
campaigns/programs 

B. Execute coordinated multi-
media marketing projects 

i. Refer to the 2017 Marketing Plan 
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C. Collaboratively with 
Tourism Vancouver Island, 
Aboriginal Tourism BC and 
Destination BC, support 
travel media visits focused 
on cultural tourism 
experiences 

i. Assist Tourism Vancouver Island, Aboriginal Tourism BC 
and Destination BC with coordination and support of 
cultural tourism travel media visits 

ii. Encourage and support cultural tourism stakeholder 
participation in travel media visits 

D. Collaboratively with 
Tourism Vancouver Island, 
Aboriginal Tourism BC and 
Destination BC, support 
travel trade visits focused 
on cultural tourism 
experiences 

i. Assist Tourism Vancouver Island, Aboriginal Tourism BC 
and Destination BC with coordination and support of 
cultural tourism travel trade visits  

ii. Encourage and support cultural tourism stakeholder 
participation in travel trade visits 

iii. Work with Tourism Vancouver Island, Aboriginal Tourism 
BC and Destination BC to support the growth of the 
European market 

E. Execute a performance 
measurement program 

i. Liaise through TVI to obtain Omnibus results 

G. Tie VINT’s messaging to 
the Iconic Experiences 
identified in Destination 
BC’s corporate strategy 

i. Focus on appropriate categories of Rainforests and Ocean 
Coast for nature-based and wildlife viewing experience 
marketing 

Objective 3 2017 2018 2019 

To increase the length of 
stay and daily expenditures 
of visitors travelling to 
Vancouver Island North for 
the purpose of nature-based 
and wildlife viewing 
experiences 

Maintain length of 
stay; 2% increase 
to daily expenditure 

Maintain length of 
stay; 2% increase 
to daily expenditure 

Maintain length of 
stay; 2% increase 
to daily expenditure 

Performance Measurement: 
Increased length of stay and 
daily expenditure for visitors 
traveling for the purpose of 
nature-based and wildlife 
viewing experiences 

Nature-based & Wildlife Viewing 
Experiences Length of stay: 

2016 – 5.6 Nights 

Nature-based & Wildlife Viewing 
Experiences Daily expenditure: 

2016 - $418 per group, per day 

ACHIEVED GOAL: Baseline 

Visitor Experience 
Survey 

Visitor Experience 
Survey 

Visitor Experience 
Survey 

Strategy Tactics 

A. Encourage regional Visitor 
Centres to promote sector 
specific tourism 
experiences within the VIN 
region 

i. Coordinate 2 opportunities for Vancouver Island North 
Visitor Centre managers to meet and share nature-based 
and wildlife viewing tourism product information from their 
communities 
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ii. Provide presentations on regional nature-based and wildlife 
viewing tourism products to Visitor Centre staff at 2 VIN 
locations at the beginning of the summer season 

B. Encourage Visitor Centres 
in other Vancouver Island 
communities to promote 
sector specific tourism 
experiences within the VIN 
region 

i. Seek opportunities to meet with Vancouver Island Visitor 
Centre managers through Tourism Vancouver Island’s 
Community & Industry Service department initiatives 

ii. Provide presentations on VIN’s regional nature-based and 
wildlife viewing tourism products to 2 Visitor Centres 
outside of the Vancouver Island North region 

C. Encourage longer stays in 
the consumer planning 
stage 

i. Communicate the diversity of nature-based and wildlife 
viewing experiences available in the VIN region through 
regional publications, web and social media 

ii. Communicate comparative value of goods and services, 
travel, etc. 

iii. Develop and distribute sample itineraries 

D. Execute a measurement 
process to determine 
length of stay and daily 
expenditures for nature-
based and wildlife viewing 
visitors 

i. Work with the Sociable Scientists on continuation of the 
Visitor Experience Survey 

ii. Ensure the Visitor Profile delivers all necessary 
measurements 

iii. Coordinate logistics for data collection and delivery of 
survey results 

Objective 4 2017 2018 2019 

To increase the length of 
stay and daily expenditures 
of visitors travelling to 
Vancouver Island North for 
the purpose of cultural 
tourism experiences 

2% increase to 
length of stay & 
daily expenditure 

2% increase to 
length of stay & 
daily expenditure 

2% increase to 
length of stay & 
daily expenditure 

Performance Measurement: 
Increased length of stay and 
daily expenditure for visitors 
traveling for the purpose of 
cultural tourism experiences 

Baseline 2016 will be determined 
through a custom VES report: 

Cultural Tourism Experiences 
Length of stay: 

2016 – 5 Nights 

Cultural Tourism Experiences 
Daily expenditure: 

2016 - $392 per group, per day 

ACHIEVED GOAL: Baseline 

Visitor Experience 
Survey 

Visitor Experience 
Survey 

Visitor Experience 
Survey 
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Strategy Tactics 

A. Encourage regional Visitor 
Centres to promote sector 
specific tourism 
experiences within the VIN 
region 

i. Coordinate 2 opportunities for Vancouver Island North 
Visitor Centre managers to meet and share cultural tourism 
product information from their communities 

ii. Provide a presentation on regional cultural tourism products 
to Visitor Centre staff at 2 VIN locations at the beginning of 
the summer season 

B. Encourage Visitor Centres 
in other Vancouver Island 
communities to promote 
sector specific tourism 
experiences within the VIN 
region 

i. Seek opportunities to meet with Vancouver Island Visitor 
Centre managers through Tourism Vancouver Island’s 
Industry & Community Services department initiatives 

ii. Provide presentations on Vancouver Island North’s regional 
cultural tourism products to 2 Visitor Centres outside of the 
Vancouver Island North region 

C. Encourage longer stays in 
the consumer planning 
stage 

i. Communicate the diversity of cultural tourism experiences 
available in the Vancouver Island North region through 
regional publications, web and social media 

ii. Communicate comparative value of goods and services, 
travel, etc. 

iii. Develop and distribute sample itineraries 

D. Execute a measurement 
process to determine 
length of stay and daily 
expenditures for cultural 
tourism visitors 

i. Work with the Sociable Scientists on continuation of the 
Visitor Experience Survey 

ii. Ensure the Visitor Profile delivers all necessary 
measurements 

iii. Coordinate logistics for data collection and delivery of 
survey results 

Goal 5 
To be a financially sustainable and unified organization 

Objective 1 2017 2018 2019 

To maintain 
accommodation sector 
support for the MRDT bylaw 

Approval of Port 
Hardy renewal 
application; 
Maintain joint 
regional 

Maintain all Approval of joint 
regional renewal 
application; 
Maintain Port 
Hardy 

Performance Measurement: 
Successful renewal of the 
MRDT bylaw 

Port Hardy renewal 
application; Next 
joint regional 
application 2019 

Next joint regional 
application 2019; 
Next Port Hardy 
application 2021 

Joint renewal 
application; Next 
Port Hardy 
application 2021 

Strategy Tactics 

A. Conduct accommodation 
sector outreach programs 

i. Distribute communication piece for all accommodation 
operators annually with project updates and highlights 

ii. Continue building accommodation operator relationships 
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B. Investigate alignment of 
MRDT renewals for the 
region 

i. Consult with the RDMW regarding process 

ii. Contact Port Hardy to determine their interest in aligning 
their MRDT renewal schedule with the rest of the region 

iii. Contact Destination British Columbia and/or the Ministry of 
Finance to determine if alignment is a possibility and what 
the process would be 

Objective 2 2017 2018 2019 

To increase private sector 
participation in cooperative 
programs 

2% increase in 
stakeholder 
participation 

2% increase in 
stakeholder 
participation 

1% increase in 
stakeholder 
participation 

Performance Measurement: 
Number of stakeholders 
annually 
2015 stakeholder participation 
80 stakeholders 

Stakeholder 
participation 
summary 

Stakeholder 
participation 
summary 

Stakeholder 
participation 
summary 

Strategy Tactics 

A. Build programs that will be 
appealing to stakeholders 

i. Refer to the 2017 Marketing Plan 

B. Develop an effective 
stakeholder communication 
strategy 

i. Continue to build relationships with Vancouver Island North 
stakeholders 

ii. Increase awareness of the stakeholder marketing 
opportunities section of the website 

iii. Follow-up (program satisfaction survey, share results) 

Objective 3 2017 2018 2019 

To maximize the investment 
from Destination BC to VINT 
through the provincial 
cooperative marketing 
program application 
approved in principle from 
2016 - 2018 

$93,906 $87,741 TBD Based on new 
multi-year 
application 

Performance Measurement: 
Amount of investment 
Approved for $115,235 in 2016 
ACHIEVED GOAL: > $25,000 

Co-op marketing 
application 
approval 

Co-op marketing 
application 
approval 

Co-op marketing 
application 
approval 

Strategy Tactics 

A. Complete application 
process 

i. Build programs that maximize stakeholder investment to 
increase the amount of cooperative funds accessible 

ii. Ensure all application criteria is met 

Objective 4 2017 2018 2019 

To increase the number of 
sources of investment to 
the regional tourism 
program 

Maintain Maintain Maintain 

Performance Measurement: 
Number of investment 
sources 
ACHIEVED GOAL: Maintain 

Annual budget 
contributors 

Annual budget 
contributors 

Annual budget 
contributors 
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Strategy Tactics 

A. Explore new funding 
opportunities 

i. Inquire with other community DMOs as to additional funding 
sources they may have access to 

iii. Conduct research for additional funding programs 

Objective 5 2017 2018 2019 

To maximize administration 
and/or coordination fee 
opportunities 

15% coordination 
fee on DBC’s Open 
Pool projects  

15% coordination 
fee on DBC’s Open 
Pool projects  

15% coordination 
fee on DBC’s Open 
Pool projects  

Performance Measurement: 
Project administration and/or 
coordination fees received 

Financial report Financial report Financial report 

Strategy Tactics 

A. Implement the approved 
2017 marketing plan 

i. Refer to tactics in the 2017 Marketing Plan 

ii. Continue to build relationships with Vancouver Island North 
stakeholders to encourage program participation 

B. Complete the application 
process for DBC’s Open 
Pool cooperative program 

i. Build programs that maximize VINT’s ability to access the 
project coordination fee 

ii. Ensure all application criteria is met 

Objective 6 2017 2018 2019 

To increase engagement 
with businesses outside of 
the traditional tourism 
industry 

6 interactions 
(annual total) 

6 interactions 
(annual total) 

6 interactions 
(annual total) 

Performance Measurement: 
Number of Vancouver Island 
North initiated interactions 
3 interactions were initiated in 2016: 

1. VIN Woodland Advisory Group 
2. Community Futures AGM 
3. Ministry of Forests, L&NRO 
NOT ACHIEVED: 6 Interactions 

Delivered 
interactions 

Delivered 
interactions 

Delivered 
interactions 

Strategy Tactics 

A. Conduct business outreach 
programs to businesses 
outside of the traditional 
tourism industry 

i. Conduct 2 presentations to community and service groups 
with program updates on Vancouver Island North Tourism 

ii. Provide information on Vancouver Island North Tourism’s 
participation in Tourism Vancouver Island’s Value of 
Tourism campaign 

iii. Develop key messaging to address the perceptions of low-
pay and that tourism only happens in July and August 

B. Provide informational 
opportunities to businesses 
outside of the traditional 
tourism industry 

i. Deliver 1 workshop (customer service, etc.) 

ii. Distribute a newsletter that contains information on tourism 
opportunities and resources (what’s new, key contacts, 
available collateral, contribution to tourism industry, etc.) 

C. Explore opportunities to 
support/implement tourism 
programming in the public 
educational system 

i. Connect with tourism program instructor at North Island 
Secondary School to discuss possibilities 



 

18 of 18 

 

 
 

2017 Operating Budget 
 
 
Will be determined by the Regional District of Mount Waddington and Tourism 
Vancouver Island 
 
 


