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About Tourism Golden

O Incorporated in 2006, Tourism Golden Association is a non-profit society mandated as the DMO and eligible entity until July

2022.

U The DMO area contains the Town of Golden and CSRD Area A, not including Yoho National Park.

O Representing 163 tourism stakeholders (accommodations, activity operators and attractions).

O 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.

O Governed by a board of 11 directors representing accommodations and tourism operators within the boundary and a 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 May — Dec 2019

Elected

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

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

Representing Area A Accommodators

John Lush Lush Mountain Accommodations
Lucille Hayward Moberly Lodge
Joanne Best Mount 7 Lodges

Representing Tourism Operators
Graeme Kreiner Golden Golf Club
Magi Scallion Golden Snowmobile Club

Toby Barrett Kicking Horse Mountain Resort

Appointed
Shawn Bethune Kicking Horse Chamber of Commerce

Officers

President Magi Scallion
Vice President  John Lush
Treasurer Toby Barrett
Secretary Rav Soomal

Tourism Golden Association

Committees

Finance Committee
Magi Scallion, Treena Coney, Toby Barrett — Treasurer

HR Committee
Brandy Beliveau, Jo Best, Treena Coney

Stakeholder Committee
Atma Sandher, John Lush, Magi Scallion

Governance (Constitution and Bylaw) Committee
Magi Scallion, Atma Sandher, Toby Barrett, Lucille Hayward

Visitor Services
Rav Soomal, John Lush, Atma Sandher, Treena Coney

RMI Committee - All board directors

Staff

Executive Director Joanne Sweeting
Marketing & Administration Rachel Wilde
Communications & Social Media  Andy Brown
Visitor Services Manager Alycia Weir
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DMO Business Objective,

“In @ 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”7

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:

U Balance resident values with visitor demand.

O Maintain a positive, respectful relationship with residents of Golden and Area A.

O 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.

[y Ny Ay Ny Iy Iy

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:

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

O 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

I I Iy Iy Ny Ny

Build strong stakeholder and local support for Tourism Golden and for the overall importance of the tourism industry
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Executive Summary
2019 completed the 9th year of continued growth in
tourism revenues® and was just 3% short of reaching the

DMO business objective of increasing tourism revenues by
30% between 2017 and 2022.

Tourism is recognised as one of the primary industries in
Golden. With the 2019 Value of Tourism Study we were
able to define for the first time a direct contribution of
5124.5 million in revenues, representing 75% of gross
business revenues, and 1,866 jobs that tourism provides to
the local economy. The Tourism Sentiment Index
demonstrates the importance that tourism plays in driving a
positive brand image of Golden and Area A, which results in
attracting new residents and business investment. This study
also confirmed 39,000+ online conversations actively
promoting Golden, which is a 39% increase against the prior
year in overall tourism conversation volume relating to
Golden, demonstrating continued growth in awareness of
Golden’s tourism experience.

Our 2019 visitor study demonstrated a substantial increase in
summer NPS to 50.3 from 31 in 2017 (likely due to wildfire
smoke in 2017). The top reasons cited for choosing Golden as
a destination supports our efforts in establishing perceptions
aligned with our brand positioning.

The study also shows that the percentage of visitors making
an overnight stay increased from 77% to 84%, substantially
achieving against that goal. Length of stay in summer
decreased slightly from 2.8 nights to 2.5 nights but increased
in winter from 3.2 nights to 3.5 nights.

We take our fiscal responsibilities seriously and are pleased to
note that 75% of funds spent (excluding staff wages) were
directed to tactical implementation of marketing activities.

The strategic focus on marketing of the shoulder season and
winter resulted in continued growth in accommodation
revenues and occupancies in the months January to March,
September and December. It should be noted, however, that
the continued unfettered growth of STRs had a noticeable
impact on high season occupancies and revenues in
traditional hotels and motels.

1 As indicated by MRDT revenues. See APPENDIX A

Tourism Golden Association 5

Highlights
Value of Tourism $124 million direct revenue
9t year of growth in tourism revenues

+18% MRDT & accommodation revenues
Net Promoter Score 50.3 (up from 31.8)

84% of visitors stayed overnight (+7%)

Average length of stay summer 2.5 nights

Average length of stay winter 3.5 nights

iy
iy
iy
iy
iy
iy
iy
iy

FWT event marketing value of $1.5 million+

Golden's Overall Net

Promoter Score
Percentage of Visitors™ 1

® Promoters m Passives = Detractors
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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. With no functioning
economic development organisation, we took the lead in
undertaking research on The Economic Impact of labour
Shortages in Golden and the contributing issues. We were
also pleased to continue to contribute to the Highway 1 and
Kootenay Rockies Regional Destination Development
working group.

Collaboration is important in leveraging our funds and
assisting in creating compelling content and amplifying our
voice through supporting provincial, regional and sector-
specific campaigns, and other initiatives. Specifically, in 2019
we participated in DBC’s AMP Stories pilot, which successfully
rolled out in the fall of 2019 and, through serving customised
content, helps us to reach qualified audiences through the
DBC and partner platforms that would otherwise be beyond
our reach. AMP is also another tool that supports our website
SEO ranking.

We continued to participate in the DBC Open Pool Marketing
Co-op program with several CDMOs and sector organisations
on campaigns for mountain biking, Nordic skiing, and
snowmobiling. Additionally, we successfully applied to the
program as the lead organisation for a new campaign ‘The
Golden Triangle’. In collaboration with Parks Canada (Yoho
ad Kootenay), Radium Hot Springs and the Village of Radium,
this campaign launched in July 2020 and aims to raise
awareness of the destinations, parks and experiences beyond
Banff Lake Louise, whilst at the same time providing
information on the Kicking Horse Canyon Phase 4 project and
compelling reasons to motivate travel.

RCR and Tourism Golden once again collaborated to confirm
Kicking Horse Mountain Resort and Golden as the host for
the Freeride World Tour in February 2019. Recognising the
value of professional events such as the FWT led us to
working with the Town of Golden to include an event hosting
program in the RMI Strategy 2019 — 2022, with the objective
of encouraging the growth of new and existing tourism
events by supporting eligible local hosting expenses, reducing
the pressure on a handful of accommodations and other
businesses to continuously provide free or heavily discounted
services and thereby contributing a true value to the local
economy.

Tourism Golden Association 6

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 56 earned media features in target publications
and media channels. We provided two professional
development workshops to our stakeholders on Digital
Marketing and LGBTQ+ Inclusion and supported a KRT Grow
with Google workshop.

The Tourism Golden website is one of our primary marketing
assets. In response to the increased number of mobile device
users visiting tourisgolden.com we launched the ‘mobile-first’
revamp of the website in February 2019 which resulted in an
incredible increase of 125% against the prior 12 months in
mobile users visiting the website.

Tourism Golden strives to be an inclusive destination and to
that we end we completed three key projects:

1. The launch of three language versions of the website
(French, German, and simple Chinese),

2. Theinclusion of indigenous nations’ stories in the
Golden Travel Planner and on tourismgolden.com,

3. A stakeholder workshop on LGBTQ+ Inclusion.

We recognize these factors that make our success possible:

1. The MRDT program which provides reliable multi-year
funding for tourism marketing and projects.

2. The focus of Tourism Golden staff and board on
strategic planning informed by research and data.

3. Tourism Golden stakeholders who invest and innovate in
products and experiences, engage with us in collectively
promoting Golden and support our efforts in content
creation and media relations.

4. The Town of Golden and CSRD Area A who support our
position and efforts as the eligible entity and lead
organisation for tourism.

5. Destination BC and Destination Canada who continue to
innovate in tourism marketing and industry
programs, opportunities and partnerships as well as
delivering successful provincial marketing campaigns.

6. Ministry of Tourism, Arts and Culture’s Tourism Events
Program which provided funding for the Freeride World
Tour.

7. The RMI program which provides funding for the Event
Hosting Co-op program under a contribution agreement
with the Town of Golden.

2019 Annual Report



Situational Context

Tourism Trends & Influences
International arrivals grew by 4% in 2019 and continued to
outpace the global economy.?

“2019: Another record-breaking year for Canada”
with 22.1 million overnight arrivals tourists 3

International air arrivals into Canada grew 6% with the largest
growth from the US, Mexico, China, and India.

British Columbia saw growth of 2.6% in international arrivals
with European markets increasing by 3.6%, Asia Pacific 1.5%
and overnight arrivals from the US by 2.6%.*

2019 was the first full calendar year in which the PST/MRDT
legislation recognised STRs and online platforms such as
Airbnb. In Golden, an additional 28 STR accommodations
were registered as eligible to directly collect and remit taxes.
The contribution of OAP (collected and remitted by online
platforms) amounted to 17% of the gross MRDT. This
provides a baseline to monitor the growth of STRs and their
contribution into our local tourism economy. It should be
noted that the gross Core MRDT for Golden grew by only 2%.

Economic & Political Influences
The strength of the US Dollar continued to support increased
interest from the US to Canada.

Social & Consumer Trends
The Golden Visitor Study undertaken in winter 2018/19 and
summer 2019 continue to demonstrate the strong demand

for STRs and its influence in destination selection.

Disrupters
The 2019 Economic Impacts of Labour Market Challenges in

Golden, BC study determined that 46% of tourism-related
businesses experienced labour market challenges, rising to
84% in the summer season. The direct impact on business
revenues were estimated at $6.6 million, but the impacts
were far-reaching not only in missed business opportunities
but also on customer and service experience and employee
and management burnout.

2 Source: UNWTO World Tourism Barometer
3 Source: DestinationCanada.com
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Operational Summary

Stakeholder and Industry Relations
We maintained strong stakeholder communications with the
AGM in May and an informal gathering in November in
addition to a monthly newsletter and ad-hoc eblasts.

We launched a stakeholder co-op photo shoot in summer to
assist stakeholders in creating high quality assets for their
own marketing.

We continued to offer co-op marketing opportunities in our
own and 3™ party publications.

As usual, the 2018 annual report was presented to the
Golden Town Council and at the Columbia Shuswap Regional
District board meeting.

As a member of the RMI committee we worked with the
Town of Golden to inform the 2019 -2022 Resort
Development Strategy.

Tourism Golden annually sponsors the Hospitality Award at
the Chamber of Commerce Business Excellence Awards gala.

Letters were provided to several organisations in support of
projects including an economic development strategy, events,
trail infrastructure and environmental stewardship.

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 as
well as the BCDMOA meetings and TIABC industry
conference.

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

Short Term Rentals

In 2019, Tourism Golden continued to advocate for a level
playing field in municipal and BC Assessment property tax
legislation.

4 Source: DestinationBC.ca
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https://www.tourismgolden.com/members/resources/tourism-indicators
https://www.tourismgolden.com/sites/default/files/2019%20Tourism%20Economic%20Benefits%20and%20the%20Economic%20Impacts%20of%20Labour%20Market%20Challenges%20in%20Golden%20BC%20-%20FINAL.pdf
https://www.tourismgolden.com/sites/default/files/2019%20Tourism%20Economic%20Benefits%20and%20the%20Economic%20Impacts%20of%20Labour%20Market%20Challenges%20in%20Golden%20BC%20-%20FINAL.pdf
https://www.unwto.org/world-tourism-barometer-n18-january-2020
https://www.destinationcanada.com/sites/default/files/archive/987-Year%20in%20Review%20Infographic%20-%202019/2019-yearend_EN.pdf
https://www.destinationbc.ca/content/uploads/2020/03/Provincial-Tourism-Indicators_2019_Year-in-Review.pdf

Labour Shortages

With funding from the Government of Canada and the
Province of British Columbia the Columbia Basin Trust we
initiated the study on labour market challenges in fall 2019.
The report was shared with relevant community
organisations as well as local, regional, and provincial
government to inform future strategies.

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 during the winter and
summer peak seasons.

Visitor Information Services
At the outset of transitioning to community-focussed Visitor
Information services led by Tourism Golden we have been
focussed on a multi-channel approach that visitors can access
information how, when and where they want. This included
digital kiosks located in accommodations and multiple wi-fi
hotspots to provide access to the Tourism Golden website
enhanced with options for customising content and trip
planning tools to create individual itineraries. The traditional
face-to-face service at the Golden Visitor Centre in the
summer months is supported by year-round phone and social
media responses.

In 2019, we extended the face-to-face outreach during the
summer by attending the weekly Golden Farmers Market and
launching phase 1 of the Ambassador strategy which places
trained volunteers from the local community into key
locations in the downtown during the summer high season.

The new ‘Saturday Showcase’ program provided local and
regional organisations the opportunity to educate visitors and
locals on the environmental, wildlife, backcountry safety and
local activities and services.

We installed an additional wi-fi hotspot at the Golden Civic
Centre and were excited to launch the localised versions of
the website translated into French, German, and Chinese.

We are proud of the Golden Visitor Centre Quality Ratings

Top Box Results - Percentage of GVIC Visitors
Responding 4 or 5

high level of service
quality which is
evident in the ratings
and 2019 NPS for
the Golden Visitor
Centre of 57.7
which exceeds the AT
destination NPS of Facilities
50.3.

g

Overall Experience

Friendliness and
Helpfulness of Staff _ 9%

Quality of Facilities
Site-specific research

revealed a 100%
satisfaction with

overall experience at Quality of Visitor

Information
Provided

Pleasant
Atmosphere - Sh%k

Convenient
tocoion I >
I -

the site, beating the
2017 score of 97%.

We appreciate the support of Destination BC and the Town of
Golden as we strive to continually provide exceptional
community visitor information services. The collaboration is
justified by the estimated incremental economic benefit of
59.9 million generated by the Golden Visitor Centre. °

Application of Data to June — September 2019 GVC Visitor Party Data Results In:"™"

$1,111,284 spent in Golden

due to visitor extension of
their current trip.

$337,047 spent in Golden
due to visitors participating in new
activities or going to places/events they
didn't previously know about.

$7,944,883 potential spend in Golden
due to visitors returning on a future
overnight trip.

[ ~

$331,169 due to extra hours

$780,116 due to extra nights

: $9,393,214

total estimated economic benefits due to
GVC between June and September 2019.

5 Source: 2019 Golden Summer Visitor Survey
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https://www.tourismgolden.com/sites/default/files/2019-Golden%20Summer%20Visitors%202019%20FINAL.pdf

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 2019 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 5612,083, which represents 75% of

expenditures. This does not include staff wages and benefits.

As measured by the Ministry of Finance, staff wages related
directly 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

O 0O o0od

Media Relations

Throughout the year Tourism Golden hosted many travel
media and social influencers as well as attending the
Destination Canada Go Media event which provides highly
valuable access to qualified international media.

We earned 56 features in qualified print and online
publications that directly resulted from our own PR activity,
and more through supporting DBC and KRT media trips.

Earned media highlights include:

O A 6-page feature on Golden in American Angler

Magazine
O Full page feature in the Globe & Mail
O Multiple features in the Calgary Herald

Tourism Golden Association 9

Features in Destination | Do and Perfect Wedding Mag
Columbia Wetlands feature in the Vancouver Sun
Lonely Planet Germany Mini Guides

Get Lost Magazine

Explore Magazine, print and online multiple features

Multiple features in association with FWT event
Pinkbike.com
Freeskier Magazine

I I I Iy Ny I

Multiple influencer posts and blogs

Content & Asset Creation

We continued to build assets and campaigns for the
successful “Heart of the Parks” campaign with the addition of
a new edit featuring Kootenay National Park, postponed from
2018 due to wildfire smoke.

We created the Locals Lowdown, a series of short videos
featuring local activity and community ambassadors. The
series was launched in 2020.

In partnership with FishingBC and Hooké our first fishing
video was created and distributed to a qualified audience
sector audience.

Supported by wildfire recovery funding from KRT and DBC Co-
op program via Mountain Biking BC new destination and
mountain biking videos were produced.

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 949,000 social assets and 843 rights approved
assets: an invaluable addition to our social media and
marketing activity.

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:

O Explore print and digital and the Outdoor Discovery Map
inserted into the subscription box Gearbox

O Horizon Magazine (large format video in Toronto & Times
Square NY plus print inserts into Toronto Star and Wall
Street Journal California issue)

O Toronto International Film Festival large video screens

2019 Annual Report


https://issuu.com/cowboypublishinggroup/docs/amerangler_2019_09
https://www.explore-mag.com/Golden-Days-An-Adventurous-Winter-Weekend-in-BCs-Mountain-Paradise
https://freeskier.com/videos/dylan-siggers-is-on-a-mission-in-lines-latest-edit-vision-quest
https://www.tourismgolden.com/media/golden-ambassadors

Digital, social campaigns and the Google Search grant
resulted in a 288% increase in website visits generated
through paid campaigns.

Get Lost Magazine
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Consumer Relations & Shows The Key Performance Indicators report on pages 13 and 14
The monthly consumer news continued to deliver an above summarise strategic performance against specific targets
industry average open rate of 15%. We continue to engage outlined in the 2018 Marketing Plan.

and converse with consumers through social platforms and

digital channels such as Google Business.

With the ability to connect with consumers at many more
Events

The Golden 24 Mountain Bike race
operated by Transrockies successfully

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 held the event for the fourth year with

strong participant numbers.

aimed at our primary audiences and help us achieve our
objectives.

In collaboration with the Golden Snowmobile Club we 2019 was the second Freeride World

i i i FREERIDE
attended the snowmobile show in Edmonton in October. In Tour event hosted at with KHMR. As mwom
shown in Figure 2 the event delivered TOUR

spring we attended the Calgary Outdoor Adventure Show.

Marketing Collateral over S1.5 million of marketing value and demonstrated
In addition to the annual publications of the Golden Travel significant increase in impressions compared to the 2018
Planner, Hiking, Biking and Outdoor Discovery Maps we event to a highly qualified global audience.

launched localised language versions of the website in the
fall, resulting in increased visits in French, German and
Chinese languages up to 128% against the prior year.

FREERIDE
RLD
UR
FSTKICKING HORSE
GOLDEN B

FWT KICKING HORSE GOLDEN BC

TOTAL KICKING HORSE GOLDEN BC AUDIENCE: 15.2Mio
(TV + VIDED VIEWS}

TOTAL ADJUSTED MEDIA VALUE: 1.04Mio€ (1.56Mio $CAD) **
{TV VALUATION + SOCIAL MEDIA VALUATION?

3.5MI0 VIDEO VIEWS 411 MEDIA CLIPPINGS
+45 % vs 2018 +45. 3% vs 2018

610K LIVE + REPLAY 92.7K PAGES VIEWS

+38 % vs 2018 0498 % vs 2018

1536 HOURS TV BROADCAST *
11.7MI0 cumMMULATED AUDIENCE [NIELSEN) *
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Research

We are committed to informing and measuring our activity
with research and proven data by regularly undertaking
visitor and other data research.

2019 was a busy year for research projects as we conducted
winter and summer visitor studies and the Labour Shortages
Economic Impact Study which also incorporated the Value of
Tourism report.

The seasonal visitor studies confirmed that we are successful
in marketing to our identified audiences, both geographic and
contextual. Destination perception and experience measures
alongside the primary motivator in choosing Golden as a
destination also show that we are creating perceptions of
Golden in line with our brand and destination experience,
resulting in a positive net promoter score and satisfaction
level.

For the first time we were able to produce an in-depth Value
of Tourism Report which confirmed the value of tourism in

direct revenues as $124.5 million and 1,866 jobs (equivalent
to 1,392 full-time jobs). Given the continued growth in short
term rentals and the impact, particularly during summer high
season, on hotel and motel revenues it is of note that in 2019
Golden’s hotels and motels generated 88% of
accommodation revenues, whilst short term rentals
generated 8%. Knowing that the inventory of STRs exceeds
600 and traditional accommodations is 1300, the importance
of levelling the playing field to support traditional
accommodations that contribute significantly more revenue
and jobs becomes even more clear.

Combining data in the visitor studies with the Value of
Tourism Report clearly shows us that in terms of volume and
average expenditure our strategy of identifying Alberta and
the US as primary markets should continue.

Tourism Golden Association 12

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 2019, the second year of this research we were pleased to
see 39,000+ online conversations actively promoting
Golden representing a 39% increase on the prior year. This
demonstrates increased awareness and visitation.
Additionally, we see that tourism is a substantial driver of a
positive image of the Town. This study dives into how our
destination tourism assets perform against a comparative set
of destinations. This will help to inform identify weaknesses
as well as strengths and assists in informing existing and new
businesses on product and service development.

Tourism's Contribution

@®Pomoter  @Passive @ Detractor
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https://www.tourismgolden.com/sites/default/files/Value%20of%20Tourism%20in%20Golden%20April%2022%202020_0.pdf
https://www.tourismgolden.com/sites/default/files/Value%20of%20Tourism%20in%20Golden%20April%2022%202020_0.pdf
https://www.tourismgolden.com/sites/default/files/Golden_TSI_report-2.pdf

Key Performance Indicators

MRDT REVENUES
MRDT CALENDAR YEAR TREND 2009-2019

™

$761 746.43

500K

1804%

0
Year
Average Length of Stay nmilﬁﬁ’m Awareness
(Nights) Winter 2018/19 Summer2019
69% 0%
v;:::ger Sg;l: ;n = Overnight Visitors
Winter Summer
3 2 5 2 5 2018/19 2018
89% 84%
TARGET MARKET PENETRATION
Market Origin
Winter 2018/19 Summer 2019

13% 15%
= Alberta
== BC

o ¢ QOther Canada
16% —i
BN Overseas

18%

PUBLIC & MEDIA RELATIONS
96 45% 10,640 14.76%
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SOCIAL MEDIA

Twitter Followers

2,700

Facebook Fans

15,000

Instagram Followers

83,000

Instagram Engagement

83,000

Facebook Engagement

25,400

Video Views

14,314

Twitter Engagement

1,745

WEBSITE ANALYTICS

Jan1,2019-Dec 31, 2019 :

Unigue Users Organic Searches

k 333,927 125,106
t 64.8% §47%

Digital Campaigns

246,630

4 288.5%

Top 5 Country of Origin by Visit

Web Visits: .
Country Sessions - % A
463,446 Gl
1 73.1% United States 167764  264.5%4
United Kingdom 8717 25.7% 14
Austraia 4,824 10.3% ¢
India 3239  221.3%14
Content Drill down/Page views
Biking 24102 23.9%§
1 I 257.500
Fishing 14,483 21.0%14
R e Heli & Cat Skii 3377 21.0% 4
All Activities Page Views = 28
391 868 Hiking 76,854 375 7%
’
Oth 46,243 299 6%

$ 38.2% < 2

Parks 7.981 £3.8% 1

Rafting 11,740 14.7% 4

Ski Touring 3,135 2B0% %
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The Value of Tourism in Golden

The 2019 Value of Tourism Study was undertaken as part of Visitor Market Origin Summer 2019
the Labour Market study. It confirmed our previous
assumptions that over $100 million - $124.5 million to be
exact — in direct tourism revenue is generated to tourism-
related businesses. For the first time, however, we are also
able to determine the number of jobs created by the tourism

industry in Golden as well as the GDP and tax revenues.

Success in Target Markets

» Alberta ® Other Canada
Success in reaching the identified markets with our marketing = USA BC
efforts is demonstrated in the 2019 winter and summer ® Overseas

visitor studies which support the primary geographic origin
and travel motivation of visitors as per our identified markets

and audiences.
Visitor Market Origin Winter 2019

Canadian visitors originate primarily from Alberta, BC, and
Ontario. International visitors are primarily from the USA
states of Washington and California followed Colorado and
Texas, depending on the season. European countries UK,
Germany, and Switzerland.

Primary motivators for a summer visit, aside being a

convenient place to stop, were family vacation, sightseeing,

S L . X . = Alberta ® Other Canada
nature, and wildlife, visiting national parks, mountain biking, = USA =BC
and VFR. © = Qverseas

Over 70% of visitors cited friendly, hospitable people, small
town charm, access to outdoor activities and close to nature,
wilderness, and national parks in line with our brand essence
of Authentic Adventure and the identified key selling
propositions that drive our marketing campaigns,

USA
these being “Surrounded by national & provincial Washington P
. . . California
parks, Authentic mountain Community and World- — AB, BC, 5K
class adventure activities. PU—
UK
In winter 66% cited resort skiing at KHMR as their Germany

Netherlands

primary reason for visit. R

——

Summer
National & provincial parks
Mountain Biking
Hiking
Rafting
Weddings

Fishing

6 Source: Golden Summer Visitor Study 2019
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2019 VALUE OF TGURISM IN GGLDEN BRITISH COLUMBIA

Golden's tourism industry contributes significant economic benefits 1o the Colden area and the rest of BC.

285

Tourism-Related Businesses?

$124.5 million
direct tourism revenues collected
by tourism-related businesses in
2018+

On average, 75% ofgross

business revenues’ are
generated from tourism

In 2019, the Golden tourism industry generated:=*

$34-5 million in t=

$B?.B rmillion in GOP $1 ?4 rmillion in

2019 Tourism Revenues
(51245 million)

I

I

I R

. 5%

[ | -\.“1%

Alraclians %

Paid Accammodation
Food & Beverage
Cnatdoar Recrealian
Trarsportatian

RetailfShapaing

Orher Sarvices %

Employment

1,866

i Jobs
1L 1,392 Ful-

Time
Equivalents

2019 Tax Revenue Paid
[$34.5 rmillicn)

Federal,
50%

umlCial 1%

| ’r:n\,- ||"|{ .j(

Average summer visitor party expenditures in Golden: =$506

$670 o- i

SITor $?2 0

2019 Labour Income
($&1.7 million)

Ernplayers
SockEl
'.'Zlilﬁtrli-utﬂ’!‘:.
9%
Mixad Wiages and
Irecorme 19% Salaries 7%

$350 inaverage client

expenditure at tourism-related
business,

$496,1 20 ave rage toursim

revenues in 2019 for Golden
tourisme-related busineses.

$44.5 million in

revenues gensrated fraom paid
accormmodation.

889% from hotel/motels
8% from short-term rentals.

4% from campgrounds,

sactesFaurcws Al sconomic impect data ane from the Tousism Colden meport entitbed 207 Tounam Econornic Beneiily ang' Labour Moske! Cholenges Ressach e Galden,
Hrimh Cokan Barand moavailsbiefram Teorsm Colden

I, Tempism revenues memonies caliected fram bourimrdatbed businessss and cisoointed for the peroamage of revenyes colected from visbars fon mesmge Lhis was 7508)
2 Tourisrrelsted bs raressms g e gefined asany business thet provacdes seedcoes B ysitors and apestes in the Colden and Kicking Horse Courdry, Brigeh Colurmibia

3 G0Pis G Domestic Produt andismessueed ot basic prices I s defred s the value sdded to the sconomy by tourism sctvities, The cost of supplies snd serdces
e to pradhece gaxxds or seryices are sublrscied Trem Solal revenue

o crmmslic oA pot s ecpusl 10 o urem speecing mirs cormua mes Laes

=5 s lor mpending cimtaiavailable in the e mevtithed Srmener 2009 Caodchen it ey Retsand i mwwil bk rom Towpinm Geolicen

B Flized mcome s ircome derieed fram oninimmporeted boninessesfole proprstorshgn white sscal contribid icrs am payments mack by smplines far the berefit ol ther
empkoyees inchiacding r-g-;l,l-r-d prieabe anad publ; sectar pension plarrs the Carada ard Cunkec prarson planes, the Employment Insrenc e Band emithers’ som pemsat on

Golden
MLIGN

furcts, btk and B reeerce plans, snd retiemaent alowances
T, CH paurisrm-rain e ke mirssssy fmre mummber 2 above)

=

Anayter i
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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
82% of the organisation’s funding in 2019. 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.

The overall revenue for the organisation (excluding visitor
services) grew by 26% primarily due to an 18% increase in
MRDT revenues and grant funding for the labour market
research project and RMI event hosting program.

2019 FY
ORGANISATIONAL EXPENSES
WAGES &

ADMIN.
259

MARKETING B
PROMOTION

75%

Marketing and Promotion tactical activity spend was
$612,083, which represents 75%’ of expenditures. The
Ministry of Finance determines that staff wages 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.

2019 FY
MARKETING SPEND BY STRATEGY

VISITOR SERVICES
8%

RESEARCH
13%

PUBLIC & MEDIA
RELATIONS
16%

COMTENT PRODUCTION &
DISTRIBUTION
4%

7 When MRDT admin fees are deducted from total expenses.

Tourism Golden Association 17

ADVERTISING

Highlights
1 26% increase in total revenues

{1 18% increase in MRDT tax revenues

1+ 75% of spend on tactical marketing activity

2019 FY Revenue Sources

Grants and other
Partner Funding
10%

Partner Marketing
Contributions
3%

Nett MRDT
82%

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

MARKETING COLLATERAL

PRODUCTION &
DISTRIBUTION

25% The 5-year service agreement with

operational budget are reported separately.

Destination BC, includes annual funding. In
2019, year 3 of the agreement, Destination
BC and Tourism Golden both contributed
$50,000.
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APPENDIX A

MRDT Revenues 2008 - 2019

19%

180%

20189
2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2018
£271,780 | 5244632 | $246621 | 5262247 | 5275700 | 5373904 | 5394722 | $476,925 | 5544210 | 5599102 | 5641893 | 5761746

Tourism Golden Association
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