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The tourism industry:

Creates opportunities for non-Indigenous people to learn more about Indigenous
eople and culture :
i —

Creates opportunities for Indigenous anHVdigenous communities and
people to work together for a common purpose

Shares British Columbia’s full story, culture, heritage and diveM with the world
bk A

Bridge River Valley/Blake Jorgenson



AGENDA

Where we are Today: Industry Performance & Outlook

Work in Progress: DBC'’s 2023-25 Corporate Strategy

2020-2023 Strategy: Invest in Iconics
Key DBC Programs
Q&A
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Average Daily Rate (ADR)

SNAPSHOT

O F Current Week °
BC TRAVEL - 75% $205
From Previous Week T +8Pts T +7%

From 2021 T +16pts T +35%
From 2019 ’]\ +4Pts T +23%

* REAIGVERVIEN .ﬁ.. BC RESIDENT OVERVIEW?
Air Bookings S ‘ P

Share of Air Bookings Overnight Trig

in BC

e 49,892

From Previous Week ¢ '6%

» Domestic Current Month 2 0 °/
(-]

= [ntemational

) i From Previous Montkh ¢ -4Pts
From 2021 T +1 5% G 14 (d fﬁ» ; )’ ,[":,“‘ 3 =

NOTES/SOURCES
J -2%

2019 i -11%

CONTACT US
DESTINATION
BRITISH COLUMBIA® Research & Analytics: TourismResearch(@DestinationBC.ca

Updated OCTOBER 31, 2022
l,q BC ACCOMMODATION OVERVIEW! Data for the week of OCTOBER 17, 2022

$15
T +20%
T  +71%
T +30%

76%
c!’::ge 0 Pts



Updated OCTOBER 3, 2022

t:q BC ACCOMMODATION OVERVIEW!

SNAPSHOT BC Vancouver Victoria Kelowna Revelstoke Williams Prince

Lake Gcorge
OF BC TRAVEL ) E
Occupancy 2022 81% 88% 82% 79% 78% 92% 73%
Summer (QZ) Rate From 2019 ‘L -4Pts J -Spts J -6pts J -10pts 4 -7pts T +5pts T +5pts
2022 vs. 2019
Average Daily 2022 $270 $359 $308 $264 $195 $137 $132
Rate (ADR) £ o019 T +16% T 3% T os21% T +18% T3z T w8 T +12%

Share of Air
* BC AIR OVERVIEW? Bmf,m to BC & BC RESIDENT OVERVIEWS?

e —— - Domesic 1 +1lpts Overnight Trip
Air Bookings Domestic us Int'l J -lpts [r\ts-‘nur:..nvs.-n BC s )
to BC to BC to BC to BC cinemsiond | 13pts, (Next2-3Weeks) = Overnight) he
BC 53% 73% 63% 39% 36%
I 2022 From 2019
LULZ 1.2 M 0.577 M 0.218 M 0.387M VCM 48% 68% 59% 36% 33%
Air Capacity to BC o 4 o o o
VI 58% 78% 65% 40% 41%
From2019 |, -24% 2% | -15% |-45% 2022 3.6M TO 63% 80% 65% 43% 32%
From2019 |}, -10% Rest of BC 57% 77% 69% 48% 447,
SOURCES/NOTES

DESTINATION ERRRIAN 3
BRITISH COLUMBIA® Research & Analytics: TourismResearch(@DestinationBC.ca




International Entries (% of 2019)

120% 111%

81%

100%
68%71% 69% 1%

S0 79%
60% 5006 50% 54%
41%
40%
20% I 9% 0%
0%

USA USA Same United Germany Australia China Mexico
Overnight Day Kingdom

mYTD mAugust




Business Challenges: Accommodation and Food
Services Sector vs. All Industries

m British Columbia m Canada Other Industries

]
Shortage of lahour force B 640, 40%

Recruiting skilled employees P 1o 41%
Retaining skiled employees P ol 35%

Rising costs in real estate, leasing T ———— . /4,

0
or property taxes I 32% 31%
Attracting new or returning EEEEEEEE — >S%
customers P 26% 20%
- I 38%0
Transportation COStS e 3704 370

Source: Statistics Canada. Table 33-10-0534-01 Business or organization obstacles over the next three months, third quarter of 2022



BC Resident Perceptions of Tourism

How Important Is Tourism To British
Columbia’s Economy?

British Columbia

Your Community

m Important (Very / Somewhat) B Neutral = Not Important (Not Very/Not At All)



BC Resident Perceptions of Social/Cultural Impacts

Tourism plays a positive role in preserving,

heritage of my community

Overall, tourism contributes positively to the
quality of life in my community

Tourism supports a greater diversity of
amenities (such as restaurants, attractions,
recreation facilities and events) than would

otherwise exist in my community

m Agree (Strongly/Somewhat) H Neutral m Disagree (Strongly/Somewhat)



BC Resident Perceptions of Environmental Impacts

The tourism industry uses more locally
produced goods, services and agricultural
products than most other industries

The tourism industry contributes to the
protection, conservation and/or preservation
of biodiversity and local landscapes

m Agree (Strongly/Somewhat) B Neutral ™ Disagree (Strongly/Somewhat)



BC Residents: Interest in Indigenous Experiences

| am interested in participating in tourism
experiences about the Indigenous culture and
heritage in British Columbia

| am aware of Indigenous tourism
experiences and/or businesses in British 21% 17%
Columbia

Tourism has increased awareness and
recognition of Indigenous culture and heritage 24% 10%
in British Columbia

m Agree (Strongly/Somewhat)  mNeutral = Disagree (Strongly/Somewhat)



BC Residents’ Support for Tourism

How Much Tourism Do You Want In Next 5 Years
Compared To Pre-COVID-19 Pandemic

B More B Aboutthe Same M Less B Don't Know/Not Sure

Overall, tourism contributes positively to the quality of

life in my community

M Agree (Strongly/Somewhat) W Neutral m Disagree (Strongly/Somewhat)

14



Looking Forward: International Air Travel to BC

International Air Tickets to BC

Future bookings

Air Tickets to BC

mw Final 2019  e==Booked 2022  e==Booked 2019

Source: Forward Keys Air tickets to BC, As of September 26, 2022 compared to bookings at September 28, 2019



Tourism Industry Performance: 2022 Forecast

7o & -
$4.4B $4.9 B 12%
$1.6 B $1.9 B 220
$1.3B $1.4 B 9%
2os ios
1o s
108 s

Note: Revenue forecast, not visitation. Spend per overnight visitor is up = 10%



2023 Outlook Coming Soon ...

e Recession?

e Snow?

e COVID?

e Exchange rates?
e Labour?

« Canada: stable (mild recession, exch rates)

« US: growth (continued recovery & exch, rates vs. mild recession)

« Europe: slow growth (recovering vs. negative economic conditions)
* Australia: continued recovery

* China: not yet ... 717



DBC Research Resources ....
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Monthly Estimated Overnight Trips To British Columbia & Tourism Regions

Please Select Province or Region Please Select Market Top S Markets
[ — = . Top ! Freemem = -

Mouthly Trips

Select Mouth . 3
x . Moathly Overmght Trips
- X! 2022 vs. 21 - Trips and Nights per Trip - (ZbZZ vs. 2021)

.»— A1, _" 3 '::;., A

Mobility Monthly Dashboard - coming December 2022
https://www.destinationbc.ca/research-insights/
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DBC 2023-2025 Corporate Strategy: Process Overview

Phase @

Summer

Phase@

Aug - Sep

Phase @

January

Phasee Phasee Phasee

Now — Apr April

Corporate

Environmental Scan UG Mgrketmg DBC Board Summer Industry IRy Strategy Corporate
Update ComInlisE Engagement Engagement Engagemgnt Development & SHElEE
Engagement TMC Review Approval

Feedback

Current State Review Industry Engagement #1 Industry Engagement #2 Industry Engagement #3 Gtrategy Development Strategy Feedback Strategy Approval

Phase 6:

+ Board review and guidance: October 26

* Key partner engagement Sept. 20 — Nov. 30
*  TMC review: November 15

» Draft Strategy for Board review: Dec. 8.

« Final(?) draft to Board January 26", 2023

21



What We Heard

—y Y

Summer Roadtrips:

e 14 industry feedback trips

e 200+ individuals provided input

e Feedback provided by sector and
community DMQOs, local governments,
First Nations & other organizations

Lac Des Roches, Destination BC/Andrew Strain
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What We Heard: Grouping of Key Themes

GROUP 1: Destination Marketing & Enhancement

[ L
MARKET MIX ELEVATED RESPONSIBLE +
DD + ED RESPECTFUL

VISITORS
GROUP 3: Tourism Measurement

5w

DATA TO MANAGE RETHINKING VALUE OF
TOURISM SUCCESS TOURISM

GROUP 5: Government Policy

GROUP 2: Indigenous Tourism

Uiy

INDIGENOUS
TOURISM/RECONCILIATION

GROUP 4: Training & Communications

o f

DEVELOPMENT + EMERG%NCY
TRAINING MNG'T

GROUP 6: Workforce

¢ 4 B oW A

ACTIONON  GOV'T+ECO- BALANCE DMO RURAL ECONOMIC WORKFORCE 23

CLIMATE CHANGE  SYSTEM INVESTMENTS

DEVELOPMENT REALITIES



rovincial Park, Destination BC/Robin O'Neill




Coming Soon?




Destination BC’s 2020-2023 Strategy

Chasm Provincial Park, Destination BC/Andrew Strain



2020 — 2023 Strategy: Goals

oo i

CORPORATE
STRATEGY
2020-2023

2020 — 2023

Industry Goals

Revenue

Tourism revenue
growth

Visitors

— Net Promoter
Score

Residents

— BC residents
support tourism

2020-2023
Corporate
Goals
[ People )
Employee
| Engagement )
[ Dispersion |

Seasonal & Geographic
Revenue Growth

Industry
Satisfaction with

Programs and Services
\

27



Key Pillars

Invest in Integrated Destination

lconics Industry Stewardship




INVESTIN

ICONICS

o= INDIGENOUS
> DESTINATION
- $ BRITISH COLUMBIA® @ TOURISM BC

CORPORATE




The Proposed Places and Routes

Rockies to
Rainforest

Southern
Valleys

West Coast

Iconic Iconic Iconic
Place Place Route

*Internal Working Titles Only

The North

Southeast
=]

Iconic Iconic
Place Place

Central BC

Iconic
Place

Route




Timelines

Brand Strategy
Development +
Planning, Research & Engagement + Destination
Discovery Planning Development
Framework & Action
Planning

Marketing Planning +
Destination
Development Strategy

2019 to Mar 2022 2020 to Mar 2022 2022/2023

COMPLETE UNDERWAY




INVEST IN ICONICS STRATEGY

Learn more

A strategy to differentiate BC on
the world stage,

Dastinrtons G b ssamriarrwing #e mry Srenh Cobambis bt ssay
Duangh B oyes of Guvelons svinnd 10 ward

g DestinationBC.ca/lconics

We are competing fiercely to differentiate British Columbia
from other destinations and position the province as one of

the most extraordinary places to visit on earth. INDIGENOUS
—th ‘o ' s Moty : ﬁ . DESTINATION
=yove . = ‘ ‘ =35 BRITISH COLUMBIA @ TOURISM BC

CORPORATE
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Lac des Roches, Andrew Strain






YOURSELF,
i EVERY

o


http://www.youtube.com/watch?v=E_IdKOdRoCM
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Tweedsmuir Provincial Pafk. DBC/Kalum Ko
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http://www.youtube.com/watch?v=7fIhnhIO91c

Government Investment in Destination Development

$58M invested
In the Cariboo

Chilcotin Coast
region
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Bella Coola,
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Co-op Marketing Partnership Projects
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vomu
RUSH
A

JOURNEY

EXPERIENCES

OVERVIEW

STORIES

HISTORY

KNOW BEFORE YOU GO

45
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WHAT WE DO LEARNING CENTRE RESEARCH & INSIGHTS NVEST IN ICONICS STRATEGY
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Bridge Lake, DBC/Andrew Strain
47
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Follow us on LinkedIn at Subscribe to our newsletter at Follow us on Twitter at




THE VALUE OF TOURISM
[0 BRITISH COLUMBIA 8

-
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http://www.youtube.com/watch?v=Y28-vLSOV68

THANK YOU

.—r
-L

r Bella.Coola, Destmatlon BC/@jesaJaclass




