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I’m here representing the BC Ministry of Tourism, Culture and the Arts, and I’m bringing some key messages from our marketing partner, the Crown Corporation known as “Tourism BC”.



I know I’m in the midst of people who are leading the world in sustainable tourism.  The best I can do today is give you the British Columbia government’s perspective and share our journey so far.  



I’m glad to see that some of my private sector colleagues are here today, including Dave Butler of Canadian Mountain Holidays and Arthur DeJong of Whistler Blackcomb.  



They’re the true heroes and leaders.  I hope my comments will do them justice.
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First, some background.



Not long ago, one of my colleagues drank a lot of coffee and summarized the relationships in BC’s tourism industry.  



This graphic also gives an overview of how our tourism agencies are funded.  But that’s a topic for a different conference.



On the government side, there are two primary players, the Ministry of Tourism, Culture and the Arts, and Tourism BC.

 

Tourism BC is responsible for the marketing side, and the Ministry is responsible for the supply side.  The “supply side” includes, for example, air access, border security and other infrastructure issues that affect tourism.
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 BC Sustainable Tourism Collective
e Council of Tourism Associations (COTA)
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BC can thank two key industry players for moving sustainability initiatives forward.



I expect that you’ll have heard about them both from Dave Butler.



The BC Sustainable Tourism Collective  kick-started tourism sustainability in the province.  It’s a group of six influential operators who joined together in 2006.  It’s made up of Armstrong Group, Clayoquot Wilderness Resort, Whistler/Blackcomb, Canadian Mountain Holidays, Fairmont Hotels & Resort (BC region), Nimmo Bay Resort, and Tartan PR.



The Council of Tourism Associations of BC, or COTA,  founded in 1993, includes a diverse membership of organizations and businesses from all sectors of the tourism industry.



COTA is one of the key agencies that took the steps to get BC’s tourism industry moving forward with sustainability.  After consulting with the industry, COTA published an important document entitled- Foresight: Shaping a Sustainable Vision for Tourism in British Columbia (June ‘07) 
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* Double provincial tourism revenues
e Reduce Green House Gas levels
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So what drives the BC government to support sustainable tourism practices?





In 2003, Premier Gordon Campbell challenged the tourism industry to double provincial tourism revenues by 2015.



Well, that appears to conflict with legislated Greenhouse Gas reductions of

33% below 2007 levels by 2020

80% below 2007 levels by 2050



To meet that challenge, we have to provide tourism businesses with tools that will help them achieve sustainability.
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.3

cmse | BC Climate Action Secretariat

The Biest Place on Earth 6


Présentateur
Commentaires de présentation
Working with the tourism industry, as well as the BC government’s Climate Action Secretariat, we’ve just established the BC Partnership for Sustainable Tourism.



It’s a non-profit society that’s tasked with ensuring that the tourism industry moves forward with sustainable initiatives, including  



1. The establishment of best practices for sustainability

2. The development and implementation of a certification program

3. Setting up a system for tracking and reporting sustainable tourism indicators;

4. Offering practical carbon calculators

5. Embarking on communications and outreach, and

6. Holding workshops across the province to educate businesses on carbon emission strategies and best practices.



And to address the need for current and relevant research, we’ve instituted the BC Tourism Research Advisory Council – known as BCTRAC for short.



BCTRAC was created by the Ministry and is made up of a 21 member Minister’s Advisory Council.  It’s a group of industry leaders who will develop a three-year strategic research program, including priorities and annual performance reports.   
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 WorldHost — Vancouver 2010 Olympic and
Paralympic Winter Games

e HelloBC.com
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But let’s speak to the heart of tourism marketing in British Columbia.



Tourism BC is a Crown Corporation funded by a portion of the province’s hotel room tax.



In good times, that’s very good;  last year’s budget was over $50 million.  



We expect its budget to drop this year, though, with the anticipated decrease in hotel room revenues.



While it has a number of programs, this year’s focus is World Host.



That program is designed to maximize the tourism benefits before, during and after the Vancouver 2010 Olympic and Paralympic Winter Games. ��The Ministry’s two biggest goals for the Games are to create benefits for all communities in BC, and raise awareness of our diverse, high-quality cultural tourism experiences.

---

Tourism BC’s web interface is known as HelloBC.com, and it capitalizes on the current internet tools of the day, including facebook and youtube.


Tourism BC - Marketing

 Website platform

e Printed Guides:

— Vacation Planner
— QOutdoor Adventure Guide
— Approved Accommodation Guide

e HelloBC Call Centre
e Visitor Centres
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In 2009, Tourism BC’s consumer marketing activities will include the Ski campaign, the new Welcome the WorldTM Program and direct marketing activities to our database of over 1.3 million consumers, two-thirds of whom have given us permission for future contact. All of our marketing efforts encourage potential visitors to seek out travel information through our distributions channels - web, publications, Call Centre and Visitor Centres.



Tourism BC operates an integrated website platform that is truly worldwide and includes consumer websites for North America, the United Kingdom, Australia, Japan, Taiwan and South Korea. In 2009, this network will grow to include a German website. 



During the period January through September 2008 there were over 5,000 Tourism Businesses and Activities listed on HelloBC.com. These Businesses received a combined 5.5 million page views. 'Things to Do' travel information and HelloBC.com listings received 2.5 million page views.

 

Tourism businesses with weblinks received a combined 635,000 click throughs to their business websites. That's a conversion rate of 79% of page views. 



In addition to providing valuable travel planning content, our three printed guides - the Vacation Planner, Outdoor Adventure Guide, and Approved Accommodation Guide – direct consumers to more detailed information available online at our websites, driving more traffic to Activities, Attractions and Accommodations information. 



Our Guides are distributed directly to consumers by mail and through our Visitor Centres. They’re also converted into PDFs and made available on HelloBC.com for download.  



There’s  also a 1-800 HelloBC Call Centre. 



During the period January through September 2008 the Call Centre received over 65,000 consumer inquires and generated 7,000 reservation bookings.



In addition, Tourism BC runs a network of 6 Gateway Visitor Centres , and supports over 100 community visitor centres around the province.




Benefits of Marketing
Sustainable Practices
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e Long-term socio-cultural, environmental and

economic viability

 Differentiation from competitors
o Capitalize on a growing market
o Attract and retain talented employees

« Marketing must be honest and effective
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Back to sustainability.



In BC, we recognize that by supporting sustainability, we’ll ensure the long-term socio-cultural, environmental and economic viability of our tourism industry.



It’s also clear that sustainable practices will help businesses to differentiate themselves from their less sustainable competitors.  In BC, we’ll set the standards for sustainability that consumers are starting to demand.



On the workforce front, businesses are reporting that employees are searching them out because of their sustainability practices.  



But let’s be clear:  



There are  benefits to marketing sustainable practices, but there are two key things to remember:



It must be real – In BC, we do not want to be accused of exaggerating “green” claims



And without effective marketing techniques, a business’s sustainable focus can be lost on the consumer.
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So what role has sustainable development played in marketing BC?
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 \When we asked the marketplace what BC
meant to the consumer, the answer was
clear: our natural environment.
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Tourism BC is clear on this:  consumers overwhelmingly associate our province with the natural environment.  
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SUPER, NATURAL
BRITISH COLUMBIA®

CANADA

e To reflect consumer views, BC chose to
iInvest Iin the Super, Natural British
Columbia brand

e Consistent since about 1977
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To reflect that, we’ve used the brand “Super, Natural BC” since about 1977.

 

Ultimately, it was the consumer that recognized the assets that defined the brand.  



So we have a duty to ensure that our consumers’ expectations are met.  



In BC, we recognize that sustainable development will play an increasingly important role as we move forward.
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So what are the keys to marketing in a time of unprecedented changing conditions and expectations?  




Successful Marketing st
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e Things are changing quickly

* Importance of research

 Determine key competencies

* Develop long-term sustainability goals
* Avoid ‘green washing’
 Educate and inform

Credit: Tourism British Columbia
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While things are changing quickly, a few things are clear.  First, research is vital to successful marketing, hence our focus on BCTRAC.  



Second, it’s important for businesses to consult with their stakeholders to see what they view as a business’ key competencies. 



Third, goals and visions that spell out a business’ sustainability focus help to provide a sense of direction and serve as a communication tool with customers.  



Fourth, green-washing or exaggerating sustainable initiatives will slow change and create a negative reputation for businesses and destinations. 



And finally, the importance of educating.  We must use every opportunity to explain why what we are doing really matters.


What are the Indicators of Success?

 Overall Revenues
o Sustainable Industry growth

e Participation in sustainabllity
programs

— Environmental awards

— Foresight Sustainability
awards

 Measuring environmental benefits

— Carbon reduction
— Trees saved
— Waste diverted from a landfill
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As we head toward sustainability, we need to look at new ways of doing business. Traditionally, growth has meant increasing revenues, and that’s been an indicator of success.  But the definition of successful growth in the context of sustainability is less clear.



Programs are becoming available in BC to promote and encourage sustainable initiatives.  And participation in these programs is increasing. 



An indirect indicator is the popularity of the sustainability awards sponsored by Tourism BC.  The Foresight Sustainability Award and the Environmentally Responsible Tourism Award are Tourism BC’s largest recognition categories, with more nominees than even the marketing category.



To understand success, it is important to know how far we’ve come.  We need to have a starting point – to benchmark where we are now, so that we can demonstrate progress.  In BC we will be looking at how we can measure our progress on sustainability and greenhouse gas emission reductions.




Changing Climate for

Marketing

Research and adaptabllity
are key

 |n a new market, trends
will continuously evolve

« Marketing will inherently
have to change
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How is marketing likely to change in the near future given current trends in competition, uncertainty and climate change?  



There can be no denying that marketing will be affected by current financial realities and must remain adaptable.  



We can expect to see Tourism BC increase the prominence of sustainability in its product listings, and will work to educate tourism operators on its benefits.



Both the Ministry and Tourism BC will continue to support product development that’s based on sustainability.



I can assure you that BC will be working hard to ensure that sustainability practices, including our marketing initiatives, are real and not green washing, and that sustainability is at the heart of every tourism business in BC.



Thank you.  Merci, et bon anniversaire, Quebec.
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