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Message from President, Mr. Rav Soomal
Dear Stakeholders, welcome to the 2018 Annual Report.
Tourism visitation and revenues in 2018 continued to show substantial growth, reflecting the substantial marketing efforts of
the Tourism Golden Association and under-pinning the value that a destination marketing organisation, which is committed to
its mandate and objectives and focussed on achieving results, can bring.
As well as continuing to grow MRDT tax and other tourism revenues, Tourism Golden also took a leadership position in
advocating on pertinent issues on behalf of our stakeholders at every level of government. We are pleased to note that the
provincial government responded to industry concerns by legislating for short term vacation rentals and online accommodation
platforms. Although there is still some work to be done, this was an important and substantial step. We welcome the many new
tourism stakeholders that this brings to the industry and the organisation, whilst at the same time we will continue to advocate
at local and provincial level to ensure that that, through legislation and enforcement, competition in the accommodation sector
is fair and equitable for all.
The critical issue of labour shortages was another key area of advocacy and Tourism Golden lobbied at provincial and federal
levels and will continue to work on this important issue in 2019 by undertaking an important piece of research on the economic
impact of the labour market shortages.
Whilst the mandate of Tourism Golden is focussed on marketing the destination, we understand that destination development
is important in providing an exceptional visitor experience and therefore to reaching our potential as a destination, as a region
and as a province. We are proud to have collaborated with other communities in the Destination Development program
facilitated by Destination BC and urge all our tourism stakeholders to review the final report available on the website.
We take our role as the lead organisation for tourism seriously and prioritise providing opportunities for our stakeholders;
whether it be professional development workshops, subsidised marketing opportunities or undertaking and sharing our visitor
research, or simply hosting networking events. We love to hear from you, our tourism stakeholders, to ensure that we can
continue to serve the tourism industry to the best of our ability. We encourage you to attend our semi-annual meetings and
read the monthly newsletter to stay informed on those opportunities and to provide us with relevant insights into our
performance and that of the industry.
As the destination marketing organisation it is taken for granted that Tourism Golden continues to implement exceptional
marketing campaigns, content creation and media hosting, informed by research and results and with consistent brand
messaging, but it is important to recognise the results of that activity that benefit our tourism industry. Digital and social
campaigns and earned media of all types generate more awareness than ever before resulting in a momentum of growth in
visitor numbers and length of stay. The team at Tourism Golden are committed to staying ahead of social trends and technology
tools to ensure we maximise the potential of the market.
As a board member and stakeholder, I am excited to be a part of such a progressive and innovative team. We are so lucky as a
community to have some of the most exceptional staff driving this organization.

Rav Soomal
President

Tourism Golden Association
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About Tourism Golden
❑ Incorporated in 2006, Tourism Golden Association is a non-profit society mandated as the DMO and eligible entity until July
2022.
❑ The DMO area contains the Town of Golden and CSRD Area A, not including Yoho National Park.
❑ Representing 163 tourism stakeholders (accommodations, activity operators and attractions).
❑ Primarily funded by a 2% tax on eligible accommodation room nights, known as the Municipal and Regional District Tax (MRDT)
leveraged with grant and ‘pay to play’ stakeholder co-op advertising sales.
❑ Governed by a board of 11 directors representing accommodations and tourism operators within the boundary and an seat for
the Chamber of Commerce. The board establishes the vision, mission, and objectives of the organisation and approves the
annual marketing plan and budgets. It ensures fiscal responsibility and fulfilment of the organisation’s mission.

Mandate
Tourism Golden Association will lead, direct, and manage destination marketing activities and support tourism development
initiatives on behalf of Golden and Kicking Horse Country by maintaining a collaborative and inclusive industry driven organization,
and by providing opportunities for stakeholders to increase revenues. We will provide a consistent voice for Golden and Kicking
Horse Country in the tourism marketplace.

Directors, Officers, Committees & Staff
Board of Directors at April 2019

Officers
Rav Soomal
John Lush
Treasurer
Secretary

Elected
Representing Town of Golden Accommodators
Rav Soomal
Best Western Mountainview
Atma Sandher Ponderosa Motor Inn
Treena Coney
Prestige Inn Golden

President
Vice President
Toby Barrett
Magi Scallion

Committees
Finance Committee
Magi Scallion, Toby Barrett – Treasurer

Representing General Accommodators (all locations)
Brandy Beliveau Bellstar Hotels & Resort

HR Committee
Rav Soomal, Brandy Beliveau, Magi Scallion

Representing Area A Accommodators
John Lush
Lush Mountain Accommodations
Lucille Hayward Moberly Lodge
Joanne Best
Mount 7 Lodges

Stakeholder Committee
Atma Sandher, John Lush

Representing Tourism Operators
Graeme Kreiner Golden Golf Club
Magi Scallion
Golden Snowmobile Club
Toby Barrett
Kicking Horse Mountain Resort

Governance (Constitution and Bylaw) Committee
Rav Soomal, John Lush, Atma Sandher
Visitor Services
Rav Soomal, John Lush, Toby Barrett, Treena Coney

Appointed
Shawn Bethune Kicking Horse Chamber of Commerce

RMI Committee - All board directors
Staff
Executive Director
Marketing & Administration
Communications & Social Media
Visitor Services Manager

Tourism Golden Association
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DMO Business Objective,
“In a manner that is admired by all in the Canadian tourism industry, we will increase the economic impact of
tourism in Golden and the surrounding area by growing revenues for businesses that serve tourists by 30% by
2021”

Tourism Vision
“We will inspire target visitors to explore and experience Golden”

Tourism Mission
“We will market Golden as a destination of choice. By delivering innovative marketing initiatives we will increase economic benefits
for all our stakeholders and for the community.
We will provide tools and guidance to assist our stakeholders in delivering remarkable visitor experiences.
We will provide information and education to inform and guide destination development.”

Values & Guiding Principles
These are the principles by which Tourism Golden will operate:
❑ Balance resident values with visitor demand.
❑ Maintain a positive, respectful relationship with residents of Golden and Area A.
❑ Recognize the community as a blend of diverse unique resources working together to become a healthy, vibrant community in
which to live and work.
❑ Advocate a social, environmental, and economic balance within the tourism industry and the community at large.
❑ Work collectively with the community to develop services to meet the needs of our visitors.
❑ Foster open and honest communication with all community stakeholders through a comprehensive communication plan.
❑ Be inclusive and transparent to the stakeholders and the community.
❑ Partner with existing organizations and stakeholders that contribute to tourism marketing and destination development.
❑ Leverage resources and maximize partnership potential.
❑ Be fiscally responsible and accountable to stakeholders.
❑ Advocate on behalf of the local tourism industry.

Strategic Objectives 2017 - 2021
As identified in the 2017-2021 Strategic Business Plan, the Strategic Objectives of the organisation are to:
❑ Increase target market awareness of Golden as a great destination to visit
❑ Establish perceptions of Golden consistent with our brand positioning – brand positioning is known and embraced by target
markets and residents.
❑ Encourage target visitors to make Golden a positive choice of destination in their vacation
❑ Encourage day visitors/passing traffic to stay longer and return later as an overnight visitor
❑ Increase length of stay
❑ Increase number of overnight visitors
❑ Encourage repeat visitation
❑ Increase shoulder season visitation and revenues
❑ Establish a baseline and show annual improvements in Net Promoter Score
❑ Increase funding for Tourism Golden
❑ Maintain position as lead organization in tourism and continuously learn and improve
❑ Build strong stakeholder and local support for Tourism Golden and for the overall importance of the tourism industry
Tourism Golden Association
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Key Performance Indicators 2018
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Executive Summary
Tourism in Golden experienced another record-setting
year for accommodation revenues; performing
substantially against our strategic goals of increasing tourism
visitation and revenues and continuing the upward trend that
Golden has enjoyed since 2012.
Importantly, our research also confirms the value that
tourism provides by being a substantial driver of a positive
overall image of Golden as demonstrated in Figure 1 below.
We take our fiscal responsibilities seriously and are pleased to
note that most expenses were incurred in direct marketing
activities with 71% of spend (excluding staff wages) being
directed to tactical implementation of marketing activities.
Negative media focus on the BC wildfires, “BC is burning”
headlines and cross-provincial trade and business relations,
coupled with an unusually cold September resulted in obvious
decreases in occupancy from late July and into September.
Despite that, accommodators were able to hold strong on
rates and revenues. Importantly, the strategic focus on
marketing of the shoulder season and winter resulted in
continued growth in those months, diminishing Golden’s
reliance on the high season summer months and reducing the
overall impact of these disrupters.

Highlights
 8th consecutive year of growth
 7% increase in total operational revenues
 7% increase in MRDT & accommodation
revenues

 Occupancy increased in shoulder & winter
 6.2% increase in ADR
 6.7% increase in RevPAR
 Average length of stay summer 2.8 nights
 Average length of stay winter 3.2 nights
 FWT event marketing value of $1 million+
 $100k Google Search Grant approval

Figure 1

Tourism Golden Association

7

2018 Annual Report

In those moments, real-time communication is key to
reassuring the consumer and supporting the ‘Golden is open’
messaging. In response, we developed a consumer alert
messaging system for the website and ensured that our
visitors were informed not only through the traditional faceto-face service at the visitor centre and social media
channels, but also made more aware of other information
resources featured in DBC’s “Know Before You Go”
messaging.
Investment in User Generated Content became even more
important as we strove to ensure that our website galleries
and social media pages were filled with inspiring and
engaging real-time content throughout the year, and
particularly during the most challenging wildfire conditions.
With the approval of our application for the Google Search
Grant for $100,000, we were able to exponentially increase
our connection with consumers at a key point in their path to
purchase.
The Tourism Golden team once again delivered successfully
against the primary goals determined in the 2018 annual
marketing plan with continuing positive results for tourism
stakeholders and the community. MRDT revenues

Freeride World Tour in February 2018. A marketing
equivalency report identifies over $1 million of

marketing value delivered by the event to a highly
qualified audience.
As always, we continued to engage with our own tourism
stakeholders to offer print and digital co-op marketing
opportunities and were grateful for the support of our
stakeholders in hosting media visits which resulted in an
astounding 34 earned media features in target publications
and media channels.
We recognize these primary factors that make our success
possible:
1.
2.

strategic planning and forward-thinking approach
informed by research and data.
3.

increased by 7%, signalling increased revenues for our
4.

accommodations.
We continued to develop our role as the lead organisation for
tourism in Golden from a solely marketing focussed entity to
one which advocates on matters of primary importance to
our tourism industry and which plays a role in local and
regional destination development. We were pleased to be
able to collaborate and contribute to the Highway 1 and
Kootenay Rockies Regional Destination Development

Strategies.

The MRDT program which provides reliable multi-year
funding for tourism marketing and projects.
The focus of Tourism Golden staff and board on

5.

Tourism Golden stakeholders who invest and innovate in
products and experiences, engage with us in collectively
promoting Golden through our co-op marketing
opportunities and support our efforts in content creation
and media relations.
The Town of Golden and CSRD Area A who support our
position and efforts as the eligible entity and lead
organisation for tourism.
Destination BC and Destination Canada who continue to

innovate in tourism marketing and industry
programs, opportunities and partnerships as well as
6.

delivering successful provincial marketing campaigns.
Ministry of Tourism, Arts and Culture’s Tourism Events

Program which provided funding for the Freeride World
Tour.

Collaboration with Destination BC, Kootenay Rockies Tourism,
Parks Canada (primarily Yoho and Glacier National Parks),
activity sector organisations, and community DMO
counterparts in multiple integrated marketing campaigns,
asset production, media and travel trade relations, and
professional development continued to grow. These
relationships and activities were critical to leveraging our
funds, amplifying our voice, creating compelling content and
ultimately raising awareness of Golden as a year-round multiactivity destination offering world-class experiences.
RCR and Tourism Golden collaborated to confirm Kicking
Horse Mountain Resort and Golden as the host for the
Tourism Golden Association
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Situational Context
Tourism Trends & Influences
UNWTO reported a 6% increase in international tourist
arrivals, proving 2018 to be the strongest since 2010.

“2018 was the best year ever for international
arrivals to Canada with 21.13 million tourists,
breaking the 21 million mark for the first time.”1
International arrivals to Canada grew marginally by 1.2%, but
still reached record-breaking numbers, British Columbia saw a
more favourable growth of 6.4% in international arrivals with
European markets increasing by 3.3% and overnight arrivals
from the US by 7.1%.2
In comparison, as measured by visits to the Tourism Golden
website, we saw interest from our primary markets increase
as follows:





Canada +15%
USA +38%
UK +6.5%
Australia +20%

The 31% growth in the use of mobile devices to access the
Tourism Golden website continued to outstrip the 5% growth
in desktop use, under-pinning the decision to begin work on
the ‘mobile first’ website in the late fall for launch in 2019.

Visits from Germany, however, decreased by 19%.
In October 2018, introduced changes to the PST and MRDT
legislation to formally include short term rentals and online
accommodation platforms, particularly Airbnb, levelling the
playing field for all accommodations.

Economic & Political Influences
“…we will not be coming out to BC for our golf trip this
year. Some of our group do not want to spend their
money in BC ……”3
The pipeline dispute between the AB and BC governments
played a role in affecting visitation from our primary market.
The strength of the US Dollar still supported increased
interest from the US to Canada.

Social & Consumer Trends
The Golden Visitor Study undertaken in winter and summer
2017 both demonstrate large increases in the demand for
STRs. Vacation home rentals in summer 2017 increased from
6% of paid roofed accommodation stays in 2016 to 23% in
1
2

Disrupters
Wildfires in BC and the sustained focus of negative media
coverage, particularly in our primary Alberta market had a
noticeable impact on visitation in August. Additionally, the
smoky conditions hampered our plans for asset development,
forcing cancellation of a planned video shoot in Kootenay
National Park.
The wildfire season was quickly followed by an exceptionally
cold September with a cross-over in the campfire ban
initiated during the wildfire season and unseasonably cold
temperatures in early September, and snowfall in late
September also impacting visitation numbers and revenues.
Labour shortages affected customer experience as local
businesses struggled to recruit enough staff to operate at
maximum capacity and service excellence.
As previously noted, the political battles affected visitation
and motivation of Albertans to spend their vacation in BC.

3

Source: DestinationCanada.com
Source: DestinationBC.ca

Tourism Golden Association

2017, with use of Airbnb increasing by 25%. In response to
the question “How important was … private home rental… in
your decision to visit Golden” responses of ‘extremely
important’ grew by 13% in summer.

Actual feedback from TG member repeat customer and TG
social media post comment
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Operational Summary
Stakeholder and Industry Relations
We maintained strong stakeholder relations with two hosted
events, a monthly newsletter and ad-hoc eblasts
communicating important industry information or co-op
marketing opportunities.
At the AGM in May, stakeholders were given insight into the
market segmentation study undertaken in 2017 in
collaboration with DBC with a presentation by Ryan Staley of
the DBC research team and Align Consulting.
As usual, the annual report was presented to the Golden
Town Council and at the Columbia Shuswap Regional District
board meeting.
At the December stakeholder gathering, aside from an update
on Tourism Golden’s activities, and the opportunity to
network with their tourism peers, stakeholders received an
update from MoTI on the Kicking Horse Canyon Phase 4
project; a multi-year project of great interest and importance
to the tourism industry and the community as a whole.

Relationships and collaboration with other community,
regional and provincial DMOs and tourism stakeholders
developed through participation in the DBC Co-op Marketing
Program and Destination Development working groups. I
highly value the opportunities for networking, collaboration
and professional development afforded by engagement with
TIABC, the industry conference and the BCDMOA meetings as
well as the DBC Visitor Services Network. An example of this
was collaboration with Tourism Revelstoke and support
provided by Destination BC on a Go Media official fam trip
that brought qualified international media to our region.
As an enthusiastic advocate for the MRDT program, I
appreciated the opportunity to present to Sicamous Council
on the value of the program and the positive impact on the
tourism industry in Golden since 2007.

Advocacy
The organisation represents the interests of the tourism
industry and local tourism stakeholders, and was active in the
following matters:

We are a member of the RMI committee which worked with
the Town of Golden to inform the 2019 -2022 Resort
Development Strategy and are excited to see those projects
roll out that will positively impact visitor experience in
Golden.

Short Term Rentals
Whilst appreciating the increased consumer demand for
short-term vacation rentals, and the importance of having
that product available to drive incremental visitation, the fact
that these properties are not held to the same requirements
in collecting provincial accommodation taxes or adhering to
the municipal bylaws presented an unfair competition that
threatens to undermine the traditional accommodators who
provide professional, quality experiences and who support
the local tourism economy and destination marketing. In
2018, Tourism Golden continued to advocate for change to
municipal bylaws, and to provincial accommodation PST
legislation by lobbying the BC government directly as well as
supporting the advocacy efforts of the BC Hotel Association,
TIABC and the BCDMOA.

Tourism Golden annually sponsors the Hospitality Award at
the Chamber of Commerce Business Excellence Awards gala
and I am an active member of their board.

We are pleased that both the provincial government and the
Town of Golden have responded with positive action that will
be implemented in 2018.

We were pleased to support the Golden Snowmobile Club in
their Economic Impact Study as well as providing them and
other volunteer activity clubs with letters of support for grant
funded projects. We are grateful for these societies whose
tireless volunteer efforts continue to expand and enhance the
visitor experience in mountain biking, snowmobiling and
cross-country skiing.

Affordable Housing
Whilst acknowledging that affordable housing is an issue in
Golden that influences labour shortages, our eligible
accommodator stakeholders were clear in informing us that
they see this as a social concern across all industries and
throughout the community and therefore did not feel it fair
or relevant to re-direct MRDT funds from tourism marketing

For the first time we were able to connect and collaborate
with indigenous nations to incorporate their stories and
recognise their presence in history and modern day. As a
result, both our 2019 Golden Travel Planner and website
include this important content. We will continue that
collaboration as we move to create interactive story boards
at the Golden Visitor Centre and in the downtown as part of
an RMI project in 2019 and beyond.

Tourism Golden Association
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into affordable housing projects. We supported the BCDMOA
who advocated for that proposed change to legislation.
Whilst we weren’t entirely successful, the new legislation
does allow only for the incremental online MRDT revenues to
be used for affordable housing projects, thereby protecting
the core MRDT funds for destination marketing.
Labour Shortages
The impact of labour shortages intensified as businesses
recruited for the summer season and Tourism Golden
responded to feedback from our stakeholder businesses by
writing directly to the federal government and participating in
a meeting with MP Wayne Stetski and other concerned
community organisations.
Being able to fully understand the impact of labour shortages
is essential to developing a strategic plan to address the issue
and so we applied for funding for a grant to undertake a
study. Whilst we ultimately received approval for funding, we
were not able to implement that in 2018 and will proceed in
2019 in a community wide study on the impact of labour
shortages, done in collaboration with the Chamber of
Commerce and funded by the Ministry of Social Development
and Poverty Reduction with additional contribution from
Columbia Basin Trust. We anticipate the final report to be
available in early 2020.
Kicking Horse Canyon Phase 4 Community Liaison
With the impending project, we were pleased to be actively
involved in the Community Liaison Committee to represent
the tourism sector and to strongly advocate for traffic
management planning that would have the least amount of
impact on our stakeholder businesses.

Visitor Information Services
2018 saw the first full year of visitor services operations
managed by Tourism Golden.

The official opening of the Golden Visitor Centre was
celebrated with an open house on May 18 which featured
cultural presentations from the Golden chapter of the
Columbia Valley Metis Nation, a BBQ provided by the Golden
Rotary Club, face painting and musical entertainment. With
speeches from local dignitaries and DBC, the event was
popular with both community members and visitors alike.
Supported by a service agreement with Destination BC and
land lease and maintenance agreement with the Town of
Golden we continued to make capital investments in adding a
wi-fi hot spot at the Golden Civic Centre, improved signage at
the visitor centre site and a branded tent for use at the
weekly summer farmers markets and other sporting events.
Whilst the centre was valuable in assisting visitors already in
destination and on route during the wildfire season, it also
supported our strategic objectives of increasing awareness of
Golden as a vacation destination and encouraging day visitors
and passing traffic to stay longer and return as an overnight
visitor. 33% of visitors stated that they were very likely to
plan a future overnight trip and 26% participated in additional
activities as a result of information obtained at the visitor
centre with an estimated incremental economic benefit of

$5.5 million. 4
The full visitor services report for 2018 can be found in
APPENDIX B
Site-specific research revealed a 97% satisfaction with
overall experience at the site.

4

Source: Golden Visitor Centre Incremental Economic
Benefits Study 2018
Tourism Golden Association
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Marketing Summary
The primary function of Tourism Golden is to market Golden
as a tourism destination of choice. The 2017-2021 Strategic
Business Plan and the 2018 Marketing Plan collectively
identify the marketing objectives, target markets, marketing
strategies and budgeted spend per strategy.
The 2018 Marketing and tactical plan remained focused on
our brand essence “Authentic Adventure” and core activity
markets and EQ segments and the key pillars identified in the
5-year Strategic Plan.
The total spends on destination Marketing and Promotion,
including research, was $527,228, which represents 71% of

expenditures. This does not include staff wages and benefits.
As measured by the Ministry of Finance, staff wages directly
related to the delivery of marketing and tourism projects are
deemed a marketing expense, and in that determination
Marketing and Promotion spend represents 94% of total
expenses.
We continued to ensure that our marketing efforts are
coordinated and complementary to the provincial and
regional strategic plans throughout our planning process.
Through the DBC Co-op Marketing program we participated
with regional community DMOs and activity sector
associations on the following campaigns:





Kootenay Dirt mountain biking
KootenayXC Nordic ski
Sled Kootenay
Fishing BC

We earned 34 features in
qualified print and online
publications that directly
resulted from our own PR
activity, and more as a result of
supporting DBC and KRT media
trips.
Social media influencers
included Red Bull and FWT
athlete Markus Eder, Hike365
and Ally Pintucci.
We sought to provide a seamless
and efficient communication
and provision of images
requested by media with the
‘Media Hub’ platform that enables media, as well as our own
stakeholders, to easily view and access high resolution rightsapproved imagery.
Earned media highlights include:
❑ A 4 page feature on Golden in Northwest Travel & Life

Magazine Annual 52 Getaways for 2018
❑ Snow Magazine 8-page feature on Golden, Kicking
Horse and Purcell Heli-skiing.
❑ Bike Magazine ‘No Quarter’ editorial & video tells of
epic alpine mountain biking around Golden.
❑ Ski Magazine 10-pages on Golden and Kicking Horse.

Media Relations
Throughout the year Tourism Golden hosted many travel
media and social influencers as well as attending the

Tourism Golden Association

Destination Canada Go Media event which provides highly
valuable access to qualified international media.
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Content & Asset Creation
We continued to build assets and campaigns for the “Heart of
the Parks” campaign launched in 2017 as well as for our core
‘Authentic Adventure’ destination and activity specific
campaigns. Unfortunately, smoky conditions and wildfires
restricted the completion of some projects that we had
planned. These have been incorporated into the 2019 tactical
plan.
We were able to complete two photo shoots in Glacier
National Park; one with a family focus, the other a unique
hiking experience. We also supported the Loam Ranger Pink
Bike video series as part of the Kootenay Dirt collaboration.
User generated Content (UGC) continues to play a large role
in giving access to inspirational content for our social media
platforms and quality images for other marketing activity.
Using the Crowdriff User Generated Content platform gave us
access to 159,000 social assets and 330 rights approved

assets; an invaluable addition to our social media and
marketing activity.
Social Media
We implemented a series of Instastories, based on the FOMO
trend, reprising the previous week’s content shared by
followers which saw great traction. We continued to engage
with identified (and affordable) influencers to tap into their
audiences and, where possible, create additional assets and
content for our own use. Working with a local snowmobiling
ambassador, we were also able to amplify that reach by
collaborating with his sponsors on content creation and cross
posting.

between Sept 10th, 2018 and Jan 31, 2019. Both exceed the
number of sessions recorded for the Canadian market as a
whole; 25% and 20% respectively.
Digital campaigns and the Google Search grant resulted in a
75% increase in website visits generated through paid
campaigns.
Consumer Relations & Shows
Our consumer database was 11,429 at December 31st and the
monthly consumer news delivered an above industry average
open rate of 13%. We continue to engage and converse with
consumers through social platforms and digital channels such
as Google Business.
With the ability to connect with consumers at many more
digital and social touchpoints (and those activities make it
easier for us to accurately measure return on investment) we
have reduced the number of consumer shows that we attend.
However, we do continue to attend the two shows that are
aimed at our primary audiences and help us achieve our
objectives.
In collaboration with the Golden Snowmobile Club and
supported by the BCSF, we attended the snowmobile show in
Edmonton in October. In spring, supported by KRT, we
attended the Calgary Outdoor Adventure Show.

Advertising
Our paid advertising strategy is a multi-channel approach
across print, digital, search, social media and, on occasion
where incorporated into a multi-channel package, other
mediums such as large format video screens. Where possible
we utilised our advertising spend to leverage earned media as
evidenced in the following activity in 2018:
❑ Horizon Magazine (large format video in Toronto & Times
Square NY plus print inserts into Toronto Star and Wall
Street Journal California issue)
❑ Toronto International Film Festival large video screens
The winter 2018/19 large format video campaign launched at
TIFF was particularly successful as we noted an 85% increase
in website visits from Toronto during the 10-day event and a
33% increase in visits to the skiing web page from Toronto
Tourism Golden Association
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Marketing Collateral
In addition to the annual publications of the Golden Travel
Planner, Hiking and Biking Maps, we identified and initiated
implementation the ‘mobile first’ website refresh and a
complete overhaul of the Golden Outdoor Discovery Map,
last printed in 2012.
The objective of the website project was to acknowledge that
most users access the Tourism Golden website using a mobile
device and to make their experience, and that of desktop and
tablet users, a more rewarding, immersive and inspirational
experience. Whilst the launch of the new website occurred in
February 2019, it is rewarding to see that the number of new
users accessing on a mobile device has increased by 8% and
the bounce rate has reduced by 13%. Within the website
project we also incorporated an SEO review.

Events
The Golden 24 Mountain Bike race
operated by Transrockies successfully
held the event for the third year with
strong participant numbers.

2018 was the first Freeride World Tour event. A collaboration
with RCR to confirm Kicking Horse Mountain Resort as the
location for the Freeride World Tour in 2018.
A Media Evaluation report produced by Nielsen for the event
indicated a media value of in excess of $1 million in
international markets.

Both were large projects that begin in fall 2018 and were
completed in early 2019.

Tourism Golden Association

14

2018 Annual Report

The Destination Marketing Performance tables pages 19 and
20 summarise strategic performance against specific targets
outlined in the 2018 Marketing Plan.

Research
We are committed to informing and measuring our activity
with research and proven data by regularly undertaking
visitor and other data research.
In 2018, the first full year of visitor services operations, we
focussed our research budget and activity on a study specific
to the Golden Visitor Centre and visitor services that built on
the small research study undertaken in the short 2017
season. The objective of the 2018 study was:






The Tourism Sentiment Index by Destination Think! is an
index that measures the online sentiment of a destination
and what people really feel and find worthy of sharing
about a destination through capturing word of mouth and
peer to peer conversations. We see this as a complement to
our traditional face-to-face intercept studies and the work of
the Destination Development groups led by DBC, and one
which captures a source of information that we may
otherwise miss. In 2018 we entered a multi-year agreement
that will allow us to benchmark the online sentiment about
Golden, both as a tourism destination and a community, and
identify opportunities for our strategic approach to marketing
and destination development. The timing of this activity will
be particularly valuable in measuring the impact of the
Kicking Horse Canyon Phase 4 construction.

to provide insight into the Golden visitor,
to understand the opportunity available to us for
educating day visitors and passing highway traffic
and the value of providing visitor information
services that change visitor impression of Golden as
a vacation destination and behaviour whilst in
destination.
to ensure that the tools and services we offer are of
benefit in improving the visitor experience.

The study revealed an estimated incremental economic

benefit of $5.5 million and a 97% satisfaction with overall
experience at the site.
In addition, we were able to provide financial support to the
Golden Snowmobile Club for an economic assessment study;
the first since 2009. Snowmobiling contributes $10.5 million
to the local economy. Snowmobilers, whether annual or day
pass purchasers stay an average of 2.6 nights; slightly less
than the average 3.2 nights of all winter visitors and visitors
spent an estimated $3 million while in Golden; double that
recorded in the 2008/9 study.5
In response to feedback from tourism and other business
stakeholders, we applied to the Rural Dividend Fund for grant
monies to undertake a study on the economic impact of
labour shortages in Golden. After many months our
application was referred to, and approved by, the Ministry of
Social Services and Poverty Reduction. That study will begin in
fall 2019 with a final report in early 2020.

The initial report captures 8,172,615 online conversations
around the world between Jan and December 2017 and sets
the benchmark for two future annual reports. The report is
available to view online, but highlights include:
❑ 30,000+ online conversations actively promoting

Golden
❑ Golden’s tourism products perform above the median

of the comparative destination set.
❑ Above average score for Outdoor Activities

5

Source: The Value of Snowmobiling in Golden 2017/2018
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❑ Skiing, snowmobiling and biking score high above the
comparative set
❑ Food producers, farmers markets, wedding services
perform above the comparative set
❑ Opportunity for focus and development exists across the
board but particularly for:
o Music & Performance Art
o Museums & Galleries
o Festivals & events
o Shopping
o Restaurant, breweries & pubs

Tourism Golden Association
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Economic Benefit
The 2017 visitor surveys reveal healthy length of stay and
average spend per party. Winter stay and spend both
increased substantially. Using the average known number of
available fixed roof accommodations and extrapolating
average monthly occupancies from the STR Destination
report, we estimate the economic benefit of tourism to

Golden to be more than $100 million annually.
Visitor Studies will be repeated in 2019.

Success in Target Markets
Success in reaching the identified markets with our marketing
efforts can be seen in the KPI report on pages 6 & 7 which
support the primary geographic origin and travel motivation
of visitors as per our identified markets and audiences.
Canadian visitors originate primarily from Alberta, BC, and
Ontario. International visitors are primarily from the USA
states of California, Texas and Oregon, and European
countries UK, Germany, and Switzerland.

Primary motivators for visit, aside being a convenient place to
stop, were family vacation, sightseeing, nature and wildlife,
visiting national parks, mountain biking, and VFR.
Winter Alberta market visitation matched the previous
winter. 72% cited resort skiing at KHMR as their primary
reason for visit. Winter activities, VFR and relaxation were
also primary motivators.

Summer research showed an increase in visitors from B.C.
and overseas, with a decrease in visitors from Alberta.

Tourism Golden Association
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Destination Marketing Performance
Strategic Objectives Performance Indicators

2017 MARKETING
OBJECTIVE
Establish perceptions of
Golden consistent with our
brand positioning

Increase target market
awareness of Golden as a
great destination to visit

Increase nightly visits and
length of stay

KEY PERFORMANCE INDICATOR

TARGET

OUTCOME

Winter increase by 3% to 50
Summer increase by 3% to 36

Winter 45.9
Summer 31.8

Awareness level as determined by
the percentage of positive responses
in visitor studies to “Were you aware
of Golden before planning this visit?”

Winter increase by 5% to 75%
Summer increase by 5% to 57%

Winter 79% + 9%
Summer 48% - 4%

Awareness and intent to visits from
key target markets as determined by
website visits

Canada increase by 5% to
160,000
USA increase by 5% to 27,675
UK increase by 5% to 9,800
Germany increase by 5% to
4,100
Australia increase by 5% to
2,400

Canada 192,657 +15%
USA 46,000 +38%
UK 6,935 6.5%
Germany 3,017 -19%
Australia 4,373 +20%

Growth in visitation as indicated by
accommodation revenues and
determined by gross MRDT revenues

Increase by 5% to $538,000

$656,893 +8%

Average length of stay as
determined by winter & summer
visitor studies

Increase by 5% to 3 nights

Winter 3.2
Summer 2.8

Net Promoter Score as determined
by winter & summer visitor studies

6

6

Source: STR Destination Report Dec 2018

Marketing Strategy Performance Indicators

STRATEGY

Digital Media

Public & Media
Relations
Travel Trade
Events
Visitor
Information

KEY PERFORMANCE INDICATOR

MEASURE OF
SUCCESS

OUTCOME

Visits to website video pages

Increase by 5%

+15%

Website visits

Increase by 5%

+15%

Visits to website activity pages

Increase by 5%

+6%

Stakeholder co-op-marketing support

$71,000

$77,812

Website visits generated by trackable paid campaigns

Increase by 5%

75%

Increase to 2.7 million

2.3 million

30 features

34

Consumer newsletter open rate

Maintain 14%

13%

Visits to new website Travel Trade section

Determine benchmark

tbc

1 new event confirmed

Freeride Word Tour Feb 2018

Maintain or increase
55%

78%

Social media engagement & reach as demonstrated by
Facebook organic reach
Achieve earned media in influential travel or activity
media

New sporting event held or planned to be held in 2018
or after
% response to Visitor Study question “The Visitor
Information I Obtained in Golden Resulted in Me or My
Travel Party… “as “Improving the Overall Quality of My
Experience in Golden”

Tourism Golden Association
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Financial Summary
The primary source of revenue for Tourism Golden is the 2%
Municipal and Regional District tax (MRDT) which provided
88% of the organisation’s funding in 2018. This was leveraged
with co-operative advertising sales to tourism stakeholders
on a ‘pay-to-play’ basis, and by grant or partner funds for
projects.
Although MRDT revenues increased by 7%, co-op marketing
revenues decreased due in part to the cessation of our digital
co-op program and a reduction in advertising in 3rd party print
publications and a small decrease in Travel Planner
advertising sales. The overall revenue for the organisation
(excluding visitor services) grew by 7% growth due to grant
funding and sponsorships and a significant increase in
project-specific partner funding.

Highlights
 7% increase in total revenues
 7% increase in MRDT tax revenues
 72% of spend on tactical marketing activity

Marketing and Promotion tactical activity spend was
$527,228, which represents 72% of expenditures. As
measured by the Ministry of Finance, staff wages directly
related to the delivery of marketing and tourism projects are
deemed a marketing expense, and in that determination
Marketing and Promotion spend would represent 94% of
total expenses.
Financial statements produced by Cox & Co. and approved by
the Tourism Golden Finance Committee and Board of
Directors are available on request to Tourism Golden
members.

Visitor Services
For clarity, the visitor services accounts and operational
budget are reported separately. The 5-year service
agreement with Destination BC, includes annual funding. In
2018, year 2 of the agreement, Destination BC and Tourism
Golden both contributed $50,000.
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