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5-Year Strategic Business Plan 
Designated Recipient:  Regional District of Mount Waddington  
Community Name:  Regional District of Mount Waddington Electoral Areas A, B, C, 

D and the Village of Port Alice 
Date Prepared:   June 2019 
MRDT Term Expiry Date: December 2019 
Five Year Period:  2020 - 2025 
 

Section 1: 5-Year Strategic Overview 

Vision and Mission 
Vision Statement 
“Vancouver Island North is recognized as a world-class tourism destination.” 

Mission 
“To increase the benefits of tourism to the Vancouver Island North region.” 

Strategic Context 
Global Context  
Tourism is one of the largest and fastest-growing economic sectors in the world and it has out 
performed the global economy for seven consecutive years. Over the last two decades international 
tourist arrivals increased from 529M (1995) to over 1.3 B in 2017. Continued growth is expected, 
especially in emerging destinations (Asia-Pacific), with forecasts estimating 2 B international tourist 
arrivals by 2030.  

The visitor economy’s unprecedented growth brings significant benefits and challenges. On the one 
hand, the visitor economy is a major economic generator and job creator, providing nearly 1 in 10 jobs 
globally. Tourism supports the development of rural communities and it helps to connect the world. 
However, many high-profile international destinations are struggling with overcrowding and related 
issues: negative resident-visitor interface, alienated locals, degraded tourism experiences, 
environmental damage, and threats to culture and heritage. Recognizing the significant forecasted 
growth of the visitor economy and the importance of maximizing the visitor economy’s benefits and 



Municipal and Regional District Tax Program Application 
Regional District of Mount Waddington 
 

2 
 

mitigating its challenges, DMOs must now work proactively to ensure the long-term viability of their 
destinations.  

Canadian Context 
Canada is experiencing positive tourism growth, with 2017 as the country’s best year ever. 
Accounting for 69% of international visitor arrivals, the United States is Canada’s single largest 
international market. Relatively low fuel prices and a low Canadian dollar, relative to the US dollar, is 
supporting increased visitation from the US market. Other important markets include the United 
Kingdom (4%), France (4%), China (3%), Germany (2%) and Australia (2%). Markets of emerging 
interest include Japan (1%), South Korea (1%) Brazil (1%), India (1%) and Mexico (2%). Although 
Canada’s international tourists arrival growth rate (11%) outpaced the global growth rate (4%), it is a 
highly competitive landscape and Canada risks losing market share to lower cost destinations with 
larger marketing budgets in the developing world. 

British Columbia Context 
British Columbia’s tourism industry is experiencing significant change in terms of the number of 
visitor arrivals, the impact of visitors on destinations and the way in which DMOs are influencing 
sector supply and demand. In British Columbia, the visitor economy is growing faster than the 
provincial economy and tourism has become a sector of critical importance. Since 2014, British 
Columbia has seen record growth after a decade of decreased market share and reduced visitor 
arrivals. British Columbia is expected to break another record in 2018, with international visitor 
arrivals increasing 5.7% over 2017. This marks the seventh consecutive year of increased 
international visitor arrivals.  

Tourism generates $17 B annually for British Columbia and employs 130,000 people. Beyond these 
economic benefits, tourism contributes to the social vibrancy of communities and provides an 
opportunity for British Columbians to share and celebrate culture. With tourism’s growth expected 
to continue, DMOs and their partners are working to better distribute the flow visitors to more rural 
areas on the province with the goals of extending the benefits of tourism beyond urban centres and 
of reducing overcrowding in some areas.  

Vancouver Island Context 
Vancouver Island is observing growth in visitor spending and volume similar to the rest of the 
Province. Between 2012 and 2018, the average occupancy rate on Vancouver Island increased from 
67.6% to 70%. Much of this growth was recorded during the peak summer months and as a result, 
room revenues are highly seasonal with more than half earned during the four-month June to 
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September period. Overall, Vancouver Island accounts for 23% of provincial overnight visitation and 
19% of related spending. Key markets for Vancouver Island include BC (62%), Washington (7%), 
Alberta (6%), Australia (2%) and Ontario (2%).  Key Vancouver Island trip motivating experiences 
include beaches, hiking, historic sites, camping, National/Provincial Parks, boating, wildlife viewing, 
and relaxation.  

Regional District of Mount Waddington Context 
Vancouver Island North is an established destination known for its natural and cultural experiences. 
Since 2012, MRDT revenues on the North Island have increased substantially and tourism has 
become recognized as an important economic generator in the region. MRDT revenue collection in 
the Vancouver Island North region has generally been trending upward between 2011 and 2017. 
Over the past 5 years, MRDT revenues have increased 22%, with 2018 revenues increasing by 8%. 

The strongest target market potential for the Vancouver Island North region continues to be 
Vancouver Island and other areas of BC, followed by Alberta and Washington State. The 2018 
Visitor Profile for Vancouver Island North found that 73% of respondents were from BC with 43% 
of respondents being from Vancouver Island. With strong results from digital campaigns and a 
favourable exchange rate, the Washington State market is a promising secondary target market.   

Northern BC Ferries routes contribute to the success of Vancouver Island North as a destination. 
While the delayed return of the Mid Coast ferry route negatively impacted some businesses during 
the summer of 2018, it is expected that strong 2019 bookings will generate incremental business.  

Similar to many other Vancouver Island destinations, Vancouver Island North is reaching capacity in 
peak summer months. In an effort to preserve a quality visitor experience and avoid negative impacts 
associated with overcrowding, the Vancouver Island North tourism industry has made the strategic 
decision to focus on growing visitation during off peak months, with a focus on May and June.  
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Vancouver Island North SWOT Analysis  
Strengths Weaknesses 

• Natural, wild landscapes 
• Coastal mainland peaks, glaciers, rivers 
• Skiing and alpinism 
• Islands and inlets 
• Giant trees 
• Remote but accessible 
• Inside passage ferry routes 
• Caves 
• Sport fishing 
• Whales 
• Cultural and indigenous tourism 
• Remote, iconic lodges 
• Authentic indigenous experiences  
• Diversity of people and lifestyles 
• Homesteading history 
• Wildlife  

• Market awareness 
• Labour market  
• Seasonality  
• Transportation  
• Cellular and broadband services 
• Operator sophistication 
• Signage 
• Online trip planning 
• High business costs 
• Air services  
• Lifestyle oriented operators  
• Lack of recognition of the value of 

tourism   

Opportunities Threats 
• Skiing and snow sports 
• North Island Brand 
• Ferry services 
• Seafood festival 
• “Owning” June 
• Community and Regional cooperation  
• Community buy-in to visitor services 
• Sustainability practices  
• Product diversity 
• Higher-end, higher-yield products 
• Electric vehicle infrastructure  
• Indigenous experiences 
• Nature based experiences 
• Trail experiences  
• The whale watching destination  

• Ecosystem health 
• Traditional resource-based industries 
• Ferry services  
• Implementation resources for existing 

plans  
• Volunteer burnout 
• Gas prices 
• Policy implications for marine mammal 

viewing  
• Lack of certainty around retention of 

salmon 
• Climate change 
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Key Learnings 
The continued collection of the Municipal and Regional District Tax in the Regional District of 
Mount Waddington is an important initiative that will support the growth of Vancouver Island North 
as a leisure and getaway destination and as a better place to live and do business. The following key 
learnings have been identified following a decade of successful MRDT management: 

1. Vancouver Island North is quickly becoming a world-renowned destination for outdoor and 
cultural experiences. This attracts significant numbers of international visitors.  

2. Vancouver Island North has the foundations of a strong brand, but more targeted marketing 
is required to tell the North Island’s story and create compelling reasons for visitors to book a 
trip.  

3. Many Vancouver Island North tourism business operators lack the digital readiness to fully 
leverage digital marketing opportunities. This limits the ability of operators to directly reach 
their customers and it limits the DMOs ability to amplify the efforts of operators.  

4. Vancouver Island North businesses are impacted by BC Ferries schedules and services. 
Continuing to develop the North Island as a destination will reduce the impact of unexpected 
BC Ferries schedule changes on businesses. 

5. Several Vancouver Island North operators are successfully increasing revenues and 
diversifying their markets through travel trade. There may be opportunity for other operators 
to work with travel trade. There may also be an opportunity to increase off-peak travel trade 
visits.  

6. Indigenous cultural tourism continues to increase in demand with customers spending more 
than $705 M on business operated by First Nations across the province. Indigenous cultural 
tourism is a key pillar of Vancouver Island North’s tourism experiences.  
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Overall Goals, Objectives and Targets 
Vancouver Island North is a well established and strategy-driven organization focused on increasing 
visitation to the Regional District of Mount Waddington and growing tourism for the benefit of 
residents, visitors and businesses alike. The following goals, objectives and tactics were developed in 
concert with the North Island’s tourism industry and a diverse range of other tourism partners.   

Vancouver Island North Tourism’s 6 goals and corresponding strategies are as follows: 

1. To increase tourism revenues in the Regional District of Mount Waddington 

Goal 1 Objective  Target Notes 
Increase Revenues Increase number of 

overnight stays 
+10% by 2024 Grow off-peak 

visitation to increase 
number of overnight 
stays annually  

 

2. To increase consumer awareness of the Regional Districts of Mount Waddington’s cultural 
and natural visitor experiences  

Goal 2 Objective  Target Notes 
Increase Consumer 
Awareness of 
Cultural and Natural 
Assets 

To increase awareness 
and desirability of the 
RDMW as a 
destination for nature-
based and wildlife 
viewing activities 

Maintain awareness 
and desirability levels 
in key markets (+/-
4.9%) by 2024 

Awareness in key 
markets is already 
high. The key is to 
create urgency to 
visit, especially during 
off-peak season. 

 

3. To increase off-peak visitation to the Regional District of Mount Waddington 

Goal 3 Objective  Target Notes 
Increase Off-Peak 
Visitation 

Increase overnight 
visits during off-peak 
season (peak season 
defined as July, 
August and 
September)  

+15% MRDT revenues 
outside of July, 
August and 
September by 2024 

May and June will be 
the focus for driving 
increased off-peak 
season visitation. 
During these months, 
wildlife is in abundance 
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and the weather is fair.  
Increase visitation to 
Mt Cain and 
investigate potential 
packaging 
opportunities. 

 

4. To increase inventory of market ready and export ready product 

Goal 4 Objective  Target Notes 
Destination 
Development 

Leverage existing 
programs, resources 
and tools to enhance 
the visitor experiences 

+8 Net Promoter 
Score by 2024 

Partner with Tourism 
VI, DBC, Community 
Futures and other 
agencies. 

 

5. To increase resident and local government awareness of the value of tourism and of the value 
of Vancouver Island North Tourism 

Goal 5 Objective  Target Notes 
Value of Tourism to 
the Region 

Increase resident and 
local government 
awareness of tourism’s 
value to the region and 
of Vancouver Island 
North Tourism’s role 

Maintain awareness of 
tourism’s value by 
2024 at 79% 
+10% awareness of 
VINT by 2024 

Increase connection 
with residents to 
maintain tourism 
social licence and to 
increase awareness of 
Vancouver Island 
North Tourism  

 

6. For Vancouver Island North Tourism to be a financially sustainable and unifying organization 

Goal 6 Objective  Target Notes 
Financial 
Sustainability and 
Unification  

To increase MRDT 
revenues and to unify 
the Vancouver Island 
North tourism 
industry 

+5% MRDT revenues 
by 2024 after 
inflation; +10% 
stakeholder 
investment by 2024 

Generating increased 
off-peak overnight 
visits will be critical to 
increasing MRDT 
revenues. Stakeholder 
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investment 
demonstrates industry 
commitment to VINT 
programming and 
projects.  
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Strategies 
Vancouver Island North’s strategy aligns with planning priorities at local, regional and provincial 
levels. While leveraging and working in alignment with the “Super, Natural British Columbia” Brand, 
Vancouver Island North Tourism has identified the following strategic directions for the industry: 

1. Vancouver Island North Tourism is a collaborative initiative for the Regional District of 
Mount Waddington that seeks to coordinate tourism marketing in a collaborate way across 
the Regional District.  

2. VINT will lead focused digital marketing campaigns that promote the Regional District of 
Mount Waddington and its communities to core target markets on Vancouver Island and in 
British Columbia. 

3. VINT will generate consumer demand and advance consumers along the path to purchase by 
focusing on Vancouver Island North’s natural and cultural assets. 

4. VINT will increase market readiness of tourism operators in concert with partner 
organizations including business associations, local government and special event 
committees. 

5. VINT will increase overnight visitation during off-peak months (outside of July, August and 
September) with a particular focus on June as weather is favourable and wildlife is easily 
viewable. Growing awareness of winter recreation opportunities is also a priority. 

6. VINT’s primary focus is on marketing the Vancouver Island North region as a destination. 
While it is recognized that there are opportunities for industry services and development 
activities in the region, destination marketing has been identified by the Vancouver Island 
North Tourism Advisory Committee as the priority due to the limits of project resources. 
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Target Markets 
Vancouver Island North Tourism’s key target markets include Vancouver Island and mainland British 
Columbia. 

Season  Demography/Activity Segment. Location  
Summer (July, August, 
September) 

Primary 
• Couples/small groups 
• 40+ years of age 
• $50,000 annual HHI 
• Post secondary Ed. 
• Fishing 

Secondary 
• Adventure enthusiasts 
• Under 40 years of age 

Primary 
• Vancouver Island 
• BC 

Secondary 
• Alberta 
• Other: SK, WA, 

OR, CA & Europe 

Spring (May, June) Primary 
• Whale watchers 
• Bear viewers 
• Fishing 

Secondary 
• Ferry Passengers 

• Central and 
Southern 
Vancouver Island 

• Lower Mainland  

Off-Season (October – April) Primary  
• Skiing and alpine 

adventure 
• Fishing  
• Culture  

• Central and 
Southern 
Vancouver Island 

• Lower Mainland  
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Brand Positioning  
Vancouver Island North Tourism is Tier 1 compliant with the Super, Natural British Columbia Brand. 
Vancouver Island North’s brand position is focused on showcasing the region’s cultural and natural 
assets through storytelling that differentiates Vancouver Island North from competitor destinations. 
The “Get Lost. Find Yourself.” campaign seeks to create an emotional connection with prospective 
visitors and it recognizes that we are all made up of a collection of experiences. The brand reflects 
Vancouver Island North’s abundance of outdoor and cultural visitor experiences that are truly 
transformational.  

The campaign’s intention is to deliver compelling content to target audiences to increase the 
awareness and desirability of the region through a digital first marketing approach.  

Demand Generators 
The following activities are key demand generators for Vancouver Island North: 

• Culture 
o First Nations history and culture 
o Settlement history and culture 

• Nature 
o Outdoor recreation (hiking, camping, snow sports and more) 
o Sport fishing 

• Wildlife 
o Whales 

§ Humpback Whales 
§ Orca Whales 

o Salmon 
o Bears 

 

  



Municipal and Regional District Tax Program Application 
Regional District of Mount Waddington 
 

12 
 

Management, Governance and Administration  
The Municipal and Regional District Tax is collected in the Regional District of Mount Waddington 
and distributed within the Regional District based on a unique funding formula. A total of 80% of 2% 
of MRDT revenues collected in the District of Port Hardy, the Town of Port McNeill, the Village of 
Alert Bay, and the Regional District of Mount Waddington Electoral Areas A, B, C, D and the 
Village of Port Alice will be invested into the Vancouver Island North Tourism Project for regional 
promotion. The remaining 20% will stay within the municipalities and the Regional District for local 
tourism promotion. All applicants have indicated their ongoing commitment to the regional funding 
formula in separate resolutions. These resolutions are included in this application.   

The management and administration of MRDT occurs on a two-tiered basis: 

Tier 1 – Regional Management Structure  

Tier 1 of the management structure pertains to the 80% of MRDT revenues invested in Vancouver 
Island North Tourism. These funds are the responsibility of Vancouver Island North Tourism to utilize 
in the delivery of regional tourism services. In performing this role, Vancouver Island North Tourism 
will manage and administer the funds under the guidance and with the support of the Vancouver 
Island North Tourism Advisory Committee and the approval of the Regional District Board. 
Vancouver Island North Tourism will provide the Regional District of Mount Waddington with 
annual financial statements. All MRDT funds remitted to Vancouver Island North Tourism will be 
held in a separate account to assist in maintaining transparency.  

The Regional District of Mount Waddington has contracted Tourism Vancouver Island to manage 
Vancouver Island North Tourism and oversee all activities of the organization since MRDT was first 
collected in 2008. This contract will continue and Tourism Vancouver Island will work directly with 
the Vancouver Island North Tourism Advisory Committee to set priorities and monitor project 
deliverables. This contract has been renewed until 2025 to align with MRDT renewal requirements. 
Moreover, the Advisory Committee will approve the annual marketing budget prior to its submission 
to the Regional District for final approval.  

Tourism Vancouver Island will maintain a consistent staff presence in the Vancouver Island North 
region, while leveraging efficiencies and additional expertise from TVI’s primary office in Nanaimo.  

The Vancouver Island North Tourism structure and all responsibilities of the contract manager, the 
advisory committee, and the Regional District for the 80% regional portion of the MRDT has been 
included as Appendix 1.   
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Tier 2 – Local Municipal Management Structure 

Tier 2 of the management structure pertains to the 20% of MRDT revenues that flow to the Town of 
Port McNeill, the Village of Alert Bay, the District of Port Hardy, the Village of Port Alice, and the 
Regional District of Mount Waddington on behalf of Electoral Areas A, B, C, D. These funds will be 
used for incremental tourism development and marketing within the Electoral Areas and 
municipalities, and as such cannot replace existing community funds for tourism.  

In each of these communities, a local tourism committee will assist with determining spending 
priorities and allocating funds. In a manner similar to the regional structure, these local committees 
will work with the municipalities to approve and review annual budgets and year-end financial reports 
associated with the finds. In the RDMW, applications will be accepted from within their jurisdiction 
for projects requesting tourism marketing support. A committee of regional directors will approve 
and review annual budgets and year-end financial reports associated with the funds. The 
municipalities will assume responsibility for submitting reports on the use of the funds to the 
Destination BC and maintaining all records associated with these funds.  

Industry and Local Government Consultation 
Consultation with the tourism industry and local government was a key component of this MRDT 
renewal process. The Vancouver Island North Tourism Advisory Committee is comprised of private 
sector businesses, First Nations, and municipal and regional district appointees. Private sector 
committee members include hotels, tour companies, whale watching, kayaking, and sport fishing. The 
visitor centre and chamber of commerce are also represented. The Committee met to discuss the 
renewal process and to review the current strategy on November 22nd, 2018. The Committee met 
again on January 28th, 2019 to develop strategy for this Business Plan. Lastly, the Committee met 
on March 25th to approve a draft strategy. On April 10th, 2019 an all stakeholders meeting was held 
in Port Hardy to review and provide feedback on the draft Business plan. Feedback on the plan was 
very positive at the meeting as well as feedback received via email after the plan was distributed to all 
stakeholders. In addition to these stakeholder meetings, local government representatives were 
provided opportunity for one-on-one interviews to provide feedback on the program and business 
plan. 

Destination BC was also consulted and engaged in this renewal. Destination BC reviewed draft 
documents and provided feedback on the final application. The Destination BC team was very 
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helpful and a number of changes were made to the final application based on their feedback and 
support. 

Sources of Funding 
In addition to MRDT, Vancouver Island North Tourism is supported on an annual basis by the 
Regional District of Mount Waddington which will contribute $11,000 per year to marketing 
Vancouver Island North.   

Affordable Housing   
The Regional District of Mount Waddington currently has no plans to use MRDT revenues, including 
Online Accommodation Platforms, to fund affordable housing initiatives. Any changes relating to 
the use of OAP funds for affordable housing initiatives will be indicated and detailed in an annual 
tactical plan.  
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Section 2: Tactical Plan with Performance Measures 
 

Major Category: Destination Marketing - Digital 
Activity Title: Paid Digital Advertising   
Tactics: 

• E-Newsletter 
• Traffic Generation and Remarketing  

 
Implementation Plan: 
• Description: Traffic generation to microsite through Google Ads, content updating, and 

search engine optimization. Increasing use of travel planning resources and higher volume of 
qualified leads to stakeholders. 

• Objectives: Increase target audience visits to the microsite and online travel planning 
resources. Optimize conversion rates through resource downloads, eNewsletter subscriptions, 
and referrals to stakeholder websites. Motivate bookings by making planning resources and 
direct connections to stakeholders available.  

• Rational: Paid digital advertising enables VINT to generate visits to the microsite and online 
travel planning resources from target audiences. Moreover, this will increase conversion rates 
and motivate bookings as users can download trip planning resources and book directly 
through referred stakeholder websites. 

• Action Steps: Evaluate effectiveness of FY19 paid digital advertising efforts and enhance as 
required. Actively manage and monitor performance of advertising. 

• Potential Partnerships: hotels, export-ready operators  
• Resources/Funding: MRDT, Cooperative Marketing Partnerships Open Pool, stakeholder  
• Timeframe: April 2020 – March 2021 
• Budget: $18,600 
Performance Measures: Impressions; Click-thru rate; Cost per click; Bounce rate; Time on site; 
Pages per visit; Cost per action; Conversion rate; Resource downloads; eNewsletter subscriptions; 
Referrals to stakeholders. 
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Major Category: Destination Marketing - Digital 
Activity Title: Paid Social Media  
Tactics: 

• Facebook  
• Instagram 
• Blend with organic content  

Implementation Plan: 
• Description: Vancouver Island North Tourism will drive traffic and engagement to social 

media platforms through blogs, boosted post, and content designed for defined visitor 
audiences. Vancouver Island North will also leverage Tourism Vancouver Island’s established 
platforms to amplify community messaging via an Instagram Takeover that focuses solely on 
Vancouver Island North content for a given period of time. A North Island focused influencer 
trip will be organized to highlight select experiences available ahead of the peak summer 
booking window to encourage visitation outside of peak season, with a focus on June. 

• Objectives: Increase traffic to VINT social platforms and microsite, increase visibility of VINT 
social platforms and microsite, increase eNewsletter subscriptions; increase referrals to 
stakeholders. 

• Rational: Work in partnership with Tourism Vancouver Island to expose TVI followers to 
compelling VINT focused content.  

• Action Steps: Work with industry partners to develop highly targeted activity/EQ/and month 
specific campaigns focused on off-peak season travel.  

• Potential Partnerships: hotels, export-ready operators, other DMOs (Campbell River). 
• Resources/Funding: MRDT revenues; RDMW core funding; DBC Coop Program; 

Stakeholder Investment. 
• Timeframe: April 2020 – March 2021 
• Budget: $10,000 
Performance Measures: Traffic; Visibility; Engagement; Stakeholder Referrals  
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Major Category: Destination Marketing - Digital 
Activity Title: Social Media Management   
Tactics: 
• Content posting and engagement 
• Content calendar  
• Instagram stories 
Implementation Plan:  
• Description: Vancouver Island North will leverage major social media platforms to increase 

awareness of Vancouver Island North as a destination for outdoor recreation and Indigenous 
tourism experiences. Through social media, VINT will deliver compelling stories that highlight 
the North Island’s unique pace of life, history and biological communities. This activity includes 
content curation, creation and paid social media marketing to increase overall ROI and 
effectiveness. Evaluate use of CrowdRiff UGC network in FY20 and determine 
appropriateness of continued investment. 

• Objectives: Increased engagement, increased visitation to microsite. 
• Rational: Continuing to enhance Vancouver Island North’s social media presence will help to 

educate perspective travelers and inspire them to plan a trip to Vancouver Island North. 
Through this activity, VINT will increase engagement with visitors, tourism organizations, 
stakeholders and others to raise awareness of the region and respond to specific visitor 
inquiries. 

• Action Steps: Create a content calendar that is aligned with DBC and developed to showcase 
unique North Island stories, locations and activities. Develop calendar on a monthly basis. 
Inspire visitors through effective use of Instagram Stories. Actively manage social media 
presence.  

• Potential Partnerships: Tourism businesses, community groups.  
• Resources/Funding: MRDT revenues; Cooperative Marketing Partnerships Open Pool. 
• Timeframe: April 2020 – March 2021 
• Budget: $3,600 
Performance Measures: Traffic to site, follower count, engagement. 
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Major Category: Destination Marketing - Digital 
Activity Title: Email Marketing 
Tactics: 
• Consumer eNewsletter 
Implementation Plan: 
• Description: Automated email marketing optimized with defined audiences for targeted 

messaging based on visitor interests. Track behaviour in message and on site to determine 
impact of the campaign.  

• Objectives: Drive prospective visitors to www.getlostfindyourself.ca and create compelling 
reasons to visit Vancouver Island North. 

• Rational: Leveraging Vancouver Island North’s email database of consumers who have already 
expressed an interest in Vancouver Island North Tourism is a significant opportunity to 
convert travellers.  

• Action Steps: Vancouver Island North Tourism to work with stakeholders to create 
compelling content that drives consumers to www.getlostfindyourself.ca and stakeholder 
websites. Evaluate specific email tactics to generate off-peak season travel (packaged June 
deals, for example) 

• Potential Partnerships: Tourism Port Hardy; tourism stakeholders.  
• Resources/Funding: MRDT Revenues; RDMW Investment; Stakeholder Investment 
• Timeframe: April 2020 – March 2021 
• Budget: $3,500 
Performance Measures: Total Delivered; Unique Open Rate; Unique Click Rate; Unsubscribe 
Rate 

 

 

 Tactic 
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Major Category: Destination Marketing – Digital 
Activity Title: Vancouver Island North Microsite 
Tactics: 
• Develop and leverage Vancouver Island North Microsite to inspire visitation and support trip 

planning 
• Integrate operator websites and increase referrals  
Implementation Plan: 
• Description: Continue to enhance the www.getlostfindyourself.ca microsite and ensure that it 

is the primary travel planning resource for the Vancouver Island North Region. Integrate trip 
planning tools to support trip planning and increase content to inspire visitation. Ensure 
mobile-first design and functionality, encourage user amplification of online content, convert 
perspective travellers by referring users to stakeholder booking platforms.  

• Objectives: Increase microsite visits, stickiness, inquiries and bookings. 
• Rational:  Support trip planning and inspire visitation through a content rich microsite that 

drives visitors to stakeholder booking platforms.  
• Action Steps: Evaluate effectiveness of FY20 streamlining of microsites. Integrate content 

into a blogging section of the microsite. Increase integration of stakeholder sites to generate 
referrals.  

• Potential Partnerships: Stakeholders; Tourism Port Hardy. 
• Resources/Funding: MRDT revenues; RDMW investment; stakeholder investment.  
• Timeframe: April 2020 – March 2021 
• Budget: $25,000 
Performance Measures: Sessions, page views, stickiness, sources, device, geography, referrals.  
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Major Category: Destination Marketing – Digital  
Activity Title: Trail Guide Application 
Tactics: 
• North Island Trail Guide App (Apple/Android) 
Implementation Plan:  
• Description: Continue to enhance the North Island Trail Guide App to promote Vancouver 

Island North’s outdoor recreation assets. Encourage reviews of App by outdoor recreation 
influencers and incentivise use of App. Integrate App into influencer marketing campaigns. 
Market app through paid social media platforms, and paid search. 

• Objectives: Empower visitors to Vancouver Island North to explore the regions natural assets 
in a safe way. Encourage use of this tool to support trip planning and enhance the visitor 
experience.  

• Rational: Vancouver Island North is home to countless trails and natural assets, but 
wayfinding can be a challenge. The North Island Trail App solves this challenge with its 
catalogue of safe and legal trails, integrated with maps and GPS tracking.  

• Action Steps: Increase visitation, continue to address bugs and enhance user experience, 
incentivise use of App, track effectiveness of paid social media marketing activities, continue 
to monitor reviews and identify opportunities for enhancement. 

• Potential Partnerships: Stakeholders, other Vancouver Island DMOs, Western Forest 
Products. 

• Resources/Funding: MRDT; Stakeholder; Cooperative Marketing Partnerships Program 
Open Pool 

• Timeframe: April 2020 – March 2021  
• Budget: $30,000 
Performance Measures: Downloads, reviews, App sessions (Apple only). 
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Major Category: Destination Marketing - Digital 
Activity Title: CrowdRiff 
Tactics: 
• CrowdRiff 
Implementation Plan: 
• Description: Leverage the UGC content network powered by CrowdRiff to enable 

Vancouver Island North to feed UGC directly to Destination Canada, Destination BC and 
other organizations. Vancouver Island North will source the best content and encourage 
partners to amplify across global social media platforms.  

• Objectives: Amplify Vancouver Island North’s social media presence. 
• Rational: UGC is critical to the effectiveness of Vancouver Island North digital marketing 

efforts. CrowdRiff is a valuable tool that will assist in curating and amplifying content from the 
region.  

• Action Steps: Curate UGC and integrate into platforms. 
• Potential Partnerships: Monitor potential for stakeholder buy-in through CrowdRiff. 
• Resources/Funding: MRDT revenues, Cooperative Marketing Partnerships Open Pool 
• Timeframe: April 2020 – March 2021 
• Budget: $7,000 
Performance Measures: Total followers, engagement, rate, reach. 
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Major Category: Destination Marketing – Assets 
Activity Title: Photography  
Tactics: 
• Acquire inspirational images 
Implementation Plan: 
• Description: Acquire aspirational brand aligned images for use across digital and print 

marketing activities. Photographers familiar with the BC Brand will be selected and effort will 
be made to acquire third party rights to images.  

• Objectives: Ensure the Vancouver Island North has BC Brand aligned images that inspire 
visitation. 

• Rational: Photos are a critical component of any marketing campaign. Vancouver Island 
North must continue to invest in images to ensure an adequate supply of fresh, brand aligned 
images.  

• Action Steps: Consult with DBC staff and secure photographer. Consult with industry to 
create a shot list. Share photos with Tourism Vancouver Island and industry partners where 
third-party rights have been negotiated.  

• Potential Partnerships: Stakeholders, Tourism Vancouver Island. 
• Resources/Funding: MRDT revenues; Cooperative Marketing Partnership Program Open 

Pool. 
• Timeframe: June 2020 – September 2020  
• Budget: $6,000 
Performance Measures: Number of images. 
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Major Category: Destination Marketing - Assets 
Activity Title: Video 
Tactics: 
• Create stakeholder focused cooperative videos 
Implementation Plan: 
• Description: Develop a series of stakeholder focused videos that will showcase Vancouver 

Island North visitor experiences and the App. Brand aligned footage will showcase the region, 
its unique characters and many stories.   

• Objectives: Inspire visitation through compelling video that integrates unique places, people 
and stories.  

• Rational: Video is an important tool that enables DMOs to tell the story of their region.  
• Action Steps: Work with stakeholders to develop videos. Identify local characters, stories and 

shot locations.  
• Potential Partnerships: Stakeholder; Tourism Port Hardy. 
• Resources/Funding: MRDT revenues; Cooperative Marketing Partnership Program Open 

Pool. 
• Timeframe: April 2020 – March 2021 
• Budget: $30,000 
Performance Measures: Number of videos, views, cost per video, video completion rate, cost per 
engagement.  
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Major Category: Destination Marketing – Print  
Activity Title: Visitor Guide 
Tactics: 
• Explorer Guide 
Implementation Plan: 
• Description: Print and online travel planning guide designed to introduce visitors to the 

communities and experiences that the region has to offer.  
• Objectives: Support trip planning, inspire visitation, encourage longer stays and increased 

spending.  
• Rational: Print and online travel guides are valuable tools that support consumer trip planning.  
• Action Steps: Evaluate effectiveness and distribution of FY20 Explorer Guides and determine 

FY21 needs. Where possible, integrate Explorer Guide content onto microsite to increase 
availability of online trip planning resources. 

• Potential Partnerships: Stakeholders, communities. 
• Resources/Funding: MRDT Revenues; Cooperative Marketing Partnership Program Open 

Pool. 
• Timeframe: April 2020 – March 2021 
• Budget: $65,000 
Performance Measures: Distribution   
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Major Category: Destination Marketing - Print 
Activity Title:  
• Recreation Map 
Tactics: 
• Create a printed and online North Island recreation map 
Implementation Plan: 
• Description: Print and online downloadable map highlighting parks, trails and recreation sites 

on the North Island. Share unique natural features, support trip planning, inspire longer stay 
and increased spending.  

• Objectives: Increased length of stay, increased spending, empower visitors to explore 
Vancouver Island North 

• Rational: Leverage the regions natural resources, support trip planning and enhance visitor 
experience through a print and online map of recreation destinations. 

• Action Steps: Evaluate effectiveness of FY20 map and identify changes for FY21 
• Potential Partnerships: Stakeholders. 
• Resources/Funding: MRDT revenues, Cooperative Marketing Partnership Program Open 

Pool, stakeholders.  
• Timeframe: April 2020 – March 2021 
• Budget: $37,500 
Performance Measures: Distribution  
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Major Category: Destination Management – Industry Engagement 
Activity Title:  
• Industry Engagement 
Tactics: 
• Season Launch Event 
Implementation Plan: 
• Description: Host a season launch event that combines networking and professional 

development for stakeholders. 
• Objectives: Inform stakeholders on Vancouver Island North Activities; solicit feedback from 

stakeholders; deliver digital readiness workshop to stakeholders. 
• Rational: Support a more unified Vancouver Island North tourism industry while increasing 

digital readiness of stakeholders.  
• Action Steps: Evaluate success of FY20 season launch event and identify opportunities for 

enhancement.  
• Potential Partnerships: Tourism Vancouver Island 
• Resources/Funding: MRDT revenues.  
• Timeframe: April 2020 
• Budget: $1,200 
Performance Measures: Number of attendees  
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Major Category:  Marketing Other 
Activity Title:  
• Strategic Partnerships  
Tactics: 
• WestJet Magazine and E-Newsletter  
• BC Magazine  
• TVI Road Trip Map 
Implementation Plan: 
• Description: Partner with WestJet, BC Magazine and TVI to have a strong presence in 

marketing content. 
• Objectives: Integrate VINT messaging into popular online and print content to increase 

awareness and desire to visit Vancouver Island North. 
• Rational: These strategic partnerships enable VINT to reach a broader market and to tell our 

story in a compelling way.  
• Action Steps: Evaluate success of FY19 Partnerships and adjust as required. 
• Potential Partnerships: Tourism Vancouver Island, BC Magazine, WestJet. 
• Resources/Funding: MRDT revenues.  
• Timeframe: April 2020 
• Budget: $26,700 
Performance Measures: Distribution  
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Section 3: MRDT Budget for Year One 
Revenues Budget $ 
 Carry-forward from previous calendar year $17,000 (projected) 

 MRDT $154,446.36 (projected) 

 MRDT from online accommodation platforms $8,000 (projected) 

 MRDT Subtotal $179,446.36 (projected) 

 Local government contribution  $11,000 

 Stakeholder contributions (i.e. Membership dues) $99,000 (projected) 

 Co-op funds received  $120,000 

 Grants – Federal  $0 
 Grants – Provincial  $0 

 Grants / Fee for service – Municipal  $0 
 Retail Sales $0 
 Interest $0 

 Other $0 
 Total Revenues $392,446.36 

Expenses Budget $ 
 Marketing   
 Marketing staff – wages and benefits $65,000 

 Media advertising and production  $48,800 

 Website – hosting, development, maintenance $55,000 

 Social media $20,600 

 Consumer shows, events  0 

 Collateral production, and distribution  $102,500 

 Travel media relations  $250 

 Travel trade $250 

 Consumer-focused asset development (imagery, video, written content) $36,000 

 Other (please describe) 12,200 

 Subtotal $340,600 

 Destination & Product Experience Management   

 Destination & Product Experience Management Staff – wage and benefits  

 Industry Development and Training $9,650 

 Product experience enhancement and training $0 

 Research, evaluation and analytics $0 
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 Other (please describe)  $0 

 Subtotal $9,650 

 Visitor Services  

 Visitor Services activities  $0 

 Other (please describe) $0 

 Subtotal $0 

 Meetings, Conventions, Events & Sport  

 Meetings, conventions, conferences, events, sport, grant programs, etc. $10,047 

 Subtotal $10,047 

 Administration  

 Management and staff unrelated to program implementation -wages and 
benefits 

$23,628 

 Finance staff -wages and benefits $0 

 Human Resource Staff – wages and benefits  $0 

 Board of Directors costs $0 

 Information technology costs – workstation related costs  $840 

 Office lease/rent $6,600 

 General office expenses $1,000 

 Subtotal $32,068 

 Affordable Housing    

 General MRDT Revenues $0 

 Revenues from online accommodation platforms $0 

 Subtotal $0 

 Other  

 All other wages and benefits not include above $0 

 Other activities not included above (please describe) $0 

 Subtotal $0 

 Total Expenses: $392,365 

Balance or Carry Forward  
 

Geographic Market  Total Marketing Budget By Market  % of Total $ by Market 
BC  100% 
Total  100% 
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Town of Port McNeill 
The Town of Port McNeill passed the Town of Port McNeill Additional Hotel Room Tax Levy Bylaw 
655, 2014 which allow for the collection of the 2% accommodation tax on eligible properties within 
the Town of Port McNeill for the purposes of funding tourism marketing and development activities. 

The Town of Port McNeill continues to be committed to the funding formula specified in this 
Business Plan – with 80% of all funds collected being remitted to the Regional District of Mount 
Waddington to fund the delivery of regional tourism services as outlined in this Plan. These funds will 
be remitted to the Regional District upon receipt from the Ministry of Finance. The remaining funds 
(20% of those collected, referred to as ‘local’ funds) will remain with the Town and shall be applied 
exclusively to tourism projects, programs and marketing. 

Management and Administration of the 2% MRDT 

The Town of Port McNeill retains responsibility for managing and administering the ‘local’ funds. The 
Port McNeill Tourism Steering Committee will assist the Town in determining spending priorities 
and will work with Town to approve and review annual budgets and year-end financial reports 
associated with the funds. The Town of Port McNeill will maintain all necessary administrative 
records relating to the use of ‘local’ funds. These records and year-end reports on the 2% MRDT will 
be submitted to the Regional District of Mount Waddington. 

Port McNeill Tourism Committee 

The newly appointed 2019 Port McNeill Tourism Committee includes Bruce McMorran, Kristie 
Eccleston, Jonna Dixon, Liza Furney, Cheryl Jorgenson, Bill McQuarrie and Boni Sharpe. This 
Committee will work in collaboration with the Vancouver Island North Tourism Advisory Committee 
to develop and implement tourism related initiatives using the ‘local’ funds in the Town of Port 
McNeill. 

Port McNeill Tourism Marketing and Project Alignment 

The MRDT ‘local’ funds are considered incremental tourism funds and will be used in conjunction 
with existing tourism funds and alternative sources of funding to undertake local initiatives designed 
to raise Port McNeill’s profile as a destination within the region and to enhance the overall visitor 
experiences in Port McNeill. 

Port McNeill works collaboratively with the Regional District of Mount Waddington to realize the 
vision, mission and goals that have been established for Vancouver Island North in their 2020 – 
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2024 Strategic Business Plan that forms the basis of this MRDT renewal proposal. Port McNeill’s 
Tourism Advisory Committee will work to maximize return on investment of ‘local’ funds while also 
supporting Regional District led initiatives. 

Port McNeill will use ‘local’ funds to support the promotion and development of local tourism 
attractions, activities and events. The Committee will make recommendations to Council for how 
MRDT ‘local’ funds can help advance tourism priorities in Port McNeill. 

 

Village of Alert Bay 
The Village of Alert Bay passed the Corporation of the Village of Alert Bay Bylaw No. 761 (adopted 
June 10, 2019) – through which Village of Alert Bay will impose a 2% accommodation tax on eligible 
properties within the Village of Alert Bay for the purposes of funding tourism marketing and 
development activities. 

Recognizing that a strong regional tourism economy is important to Alert Bay’s local tourism 
economy, Council continues to be committed to the funding formula specified in this Business Plan 
– with 80% of all funds collected being remitted to the Regional District of Mount Waddington to 
fund the delivery of regional tourism services as outlined in this Plan. These funds will be remitted to 
the Regional District of Mount Waddington upon receipt from the Ministry of Finance. The 
remaining funds (20% of those collected, referred to as ‘local’ funds) will remain with the Village and 
shall be applied exclusively to tourism related projects, programs and marketing initiatives. 

Management and Administration of the 2% MRDT 

The Village of Alert Bay retains responsibility for managing and administering the ‘local’ funds. The 
Cormorant Island Joint Tourism Committee will assist the Village in determining spending priorities 
and will work with the Village to approve and review annual budgets and year-end financial reports 
associated with the funds. The Village of Alert Bay will maintain all necessary administrative records 
relating to the use of ‘local’ funds. These records and year-end reports on the 2% MRDT will be 
submitted to the Regional District. 

Cormorant Island Joint Tourism Committee 

The Cormorant Island Joint Tourism Committee has representation from the ‘Namgis First Nation, 
the U’mista Cultural Centre, the Village Council and the hospitality industry. The Committee makes 
recommendations to both the Village of Alert Bay and ‘Namgis First Nation Councils involving the 
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expenditure of tourism marketing dollars. Marketing costs are shared equally between the First 
Nation, the Village and U’mista Cultural Centre. Comprised of seven members, the Committee is 
made up of two representatives from the Village, the First Nation and the Cultural Centre. In 
addition, the Committee will include a representative from the hospitality sector. At least one 
member of the Cormorant Island Joint Tourism Committee will also be a member of the Vancouver 
Island North Tourism Advisory Committee. This will assist in promoting a more integrated approach 
to developing tourism and in identifying opportunities to leverage ‘local’ funds. 

Alert Bay Tourism Marketing and Project Alignment 

The 2% MRDT funds are incremental tourism funds and will be used in conjunction with other 
funding sources to undertake local initiatives designed to raise Alert Bay’s profile as a destination 
within the Regional District of Mount Waddington and to enhance the local visitor experience. 
Funds will be directed towards producing local promotional brochures, maps and other promotional 
content focused on Alert Bay. These initiatives will be aligned with marketing and development 
activities undertaken by Vancouver Island North Tourism and Alert Bay will work collaboratively to 
advance Vancouver Island North Tourism’s Vision and Mission. Engaging in Regional initiatives with 
Vancouver Island North Tourism, the contracted service provider, will enable Alert Bay to realize a 
more significant return on its investment and it will support the development of Alert Bay and the 
entire North Island as a destination. 


