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Destination BC

Board Chair’s Accountability Statement

- On behalf of the Board of Directors of Destination British Columbia
A % U (Destination BC), I am pleased to present our 2015/16 Annual Service
’ Plan Report that reflects Destination BC’s performance for the 12
months ended March 31, 2016. The content of this report was prepared
under the Board’s direction in accordance with the Budget
Transparency and Accountability Act. During this performance period,
Destination BC’s operations have been consistent with the Taxpayer

Accountability Principles.

British Columbia’s tourism industry experienced another year of strong
growth in 2015, with a 7.9 per cent increase in international visitor
arrivals and increases in accommodation occupancy and daily room rates across most of the province.
Destination BC played an important role in this success, marketing BC domestically and
internationally as a coveted tourist destination while promoting the development, enhancement and
growth of the tourism industry throughout the province.

Destination BC is focused on achieving results: growing the tourism sector through high impact,
innovative and creative marketing, enhancing the visitor experience, developing and maintaining
strong collaborative relationships with the tourism industry, communities, First Nations and cross-
government partners, and managing Destination BC with accountability, efficiency and effectiveness.

Key achievements, in our third year of operation, were the continued roll-out of BC’s revitalized
destination brand (Super, Natural British Columbia®) globally across all of Destination BC’s and
regional marketing activities, the provincial Destination Development framework developed in
conjunction with the Ministry of Jobs, Tourism and Skills Training that will address the long
term global competitiveness of BC, and the creation of new two-year agreements with BC’s five
Regional Destination Marketing Organizations. These and other highlights of the past year are
outlined in the Report on Performance section of this report.

Destination BC’s financial position is sound, with an operating surplus of $57,000 in 2015/16.
Provincial government funding was $52.054 million including an increase of approximately $1
million to help support the Explore BC campaign and to distribute funds related to the Tourism
Events Program. In addition, Destination BC supplemented just over $1 million in generated revenue.

On behalf of the Board of Directors, I would like to thank management and staff for their dedication
and contribution to the organization and its success. I would also like to thank the Minister of Jobs,
Tourism and Skills Training and Minister Responsible for Labour, along with ministry staff, for their
on-going support to our organization during 2015/16.

The Destination BC 2015/16 Annual Service Plan Report compares Destination BC’s actual results to
the expected results identified in the 2015/16 - 2017/18 Service Plan. 1 am accountable for those
results as reported.

Andrea Shaw
Board Chair
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Chair/CEQO Report Letter

We are pleased to report that Destination BC completed all actions it was directed to in the 2015/16
Mandate Letter. The Mandate Letter direction and Destination BC actions are outlined in detail in
Appendix C: Crown Corporation Mandate and Actions Summary.

As per the Strategic Engagement Plan, regular communication took place in 2015/16 between
Destination BC and the Ministry of Jobs, Tourism and Skills Training in order to ensure ongoing
alignment with ministerial direction, the 2015/16 Mandate Letter and Taxpayer Accountability
Principles. This included quarterly meetings of the Minister and Chair, monthly meetings between the
Deputy Minister and CEO, and regular meetings of the Assistant Deputy Minister and Vice Presidents
to discuss strategic priorities, performance measures and emerging opportunities. In addition, weekly
meetings between Government Communications and Public Engagement and Destination BC
Corporate Communications were held to ensure alignment on communications, and support on
emerging industry and public engagement issues. Destination BC has frequent meetings between
CEO, Executive, Directors and all staff to ensure on-going alignment of day-to-day activities as they
pertain to the corporate strategy and business plan.

In 2015/16, ongoing communication and orientation about the Taxpayer Accountability Principles for

Destination BC’s Board of Directors, Executives and staff took place, including:

e Board and Executive received orientation and training on the Taxpayer Accountability Principles
during their quarterly meeting in May;

e Taxpayer Accountability Principles training materials added to the orientation package for new
Board and staff members;

e Standards Of Conduct reviewed by staff regularly, including new staff during their On-Boarding
process; and

e Human Resources policies and procedures developed for Board approval.

In addition, we improved transparency and accountability to industry stakeholders and the public by

communicating our strategy and activities through the corporate website, Twitter and a new monthly

newsletter.

Destination BC worked hard in 2015/16 to successfully deliver on the direction given in the 2015/16
Mandate Letter, to execute our corporate strategy and business plan, and to maximize the return on
taxpayer resources entrusted to us. We are committed to being accountable and responsible in the use
of taxpayer dollars for the benefit of all British Columbians as we strive to increase the economic
return on the tourism sector for the provincial economy.

Andrea Shaw Marsha Walden
Board Chair Chief Executive Officer
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Purpose of the Organization

Tourism is a critical sector within BC’s economy. In 2014, the tourism industry generated $14.6
billion in revenue, an increase of 5.1 per cent over 2013. In addition, tourism contributed $7.1 billion
to provincial GDP and employed over 127,500 people. The tourism industry also generates social and
cultural benefits for all British Columbians.

The tourism sector is comprised of thousands of businesses hosting millions of consumers, some of
whom only visit once, while others visit many times. Destination BC, operating under the Destination
BC Corp. Act, plays a critical role in:

e Maximizing long term industry growth by providing a unifying and consistent brand and
marketing strategy for the tourism sector that motivates travellers from around the world to visit,
and encourages BC’s residents to travel within their province.

e Providing leadership and direction for the expansion and strengthening of BC’s tourism products
and experiences, including Aboriginal cultural tourism. Destination BC delivers branding,
marketing and destination development activities directly and through contracted third parties,
such as BC’s Regional Destination Marketing Organizations.

In September 2011, the provincial government released Canada Starts Here: the BC Jobs Plan, which
identified eight sectors, including tourism, where BC has a strategic competitive advantage. Gaining
the Edge, BC’s tourism strategy provides the context for Destination BC’s Corporate Strategy and
Marketing Plan and the revitalized Super, Natural British Columbia® brand. In September 2015,
Minister Shirley Bond released Gaining the Edge: 2015 — 2018, an update to the original provincial
strategy.

Strategic Direction and Context

Destination BC’s corporate strategy aligns with its mandate, articulated in the Destination BC Corp.
Act, and with its 2015/16 Mandate Letter, which outlined direction that reinforced identified strategic
priorities for 2015/16. Additionally, provincial public sector organizations in BC, including
Destination BC, operate under the government’s Taxpayer Accountability Principles which strengthen
accountability, promote cost control and ensure organizations operate in the best interest of taxpayers.

Destination BC divested a number of long running activities in 2014/15 in order to increase its
investment in marketing the province domestically and internationally as a tourist destination, and
promoting the development and growth of the tourism industry in British Columbia in 2015/16 and
beyond. From 2014/15 to 2015/16, $3.7 million in program funding transferred from Destination &
Industry Development to Marketing to better align operations. Destination BC continued its work with
BC’s Regional Destination Marketing Organizations to refine their role and achieve greater impact. In
addition, Destination BC developed new opportunities for collaboration with Destination Canada and
Travel Alberta.

Over the long run, the growth of the tourism industry is the key indicator of success of the Province’s
tourism strategy and Destination BC. However, year to year there are many factors, both positive and
negative, that may affect the industry’s performance. In 2015/16 these included:
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e Depreciation of the Canadian dollar against the US dollar, which made domestic travel more
appealing to Canadians and attracted American visitors, but significantly increased the cost of
marketing in the US.

e Fall in the price of oil which decreased the cost of travel to and within BC but negatively impacted
Alberta, one of our largest source markets.

e Increase in air travel capacity from Japan and France, which led to increased visitation from these
markets and demonstrated the importance of adequate air access.

e Slower economic growth and stagnant air travel capacity from China.

Report on Performance

Destination BC completed all actions it was directed to in the 2015/16 Mandate Letter including:

e Improving alignment of provincial, regional, community, and sector marketing investments.

e Enhancing marketing capacity and effectiveness through administrative and program
improvements and other measures, including increasing the effectiveness of Destination BC’s
domestic, national and international marketing efforts, in line with BC’s re-invigorated Super,
Natural British Columbia® tourism brand.

e Delivering world class visitor experiences by implementing a forward-thinking Visitor Services
strategy that meets the changing needs of today’s traveller, fulfilling government’s commitment to
invest in and upgrade visitor services, and contributes to ongoing increases in British Columbia
being seen as a destination of choice.

e Expanding British Columbia’s tourism offerings, businesses and jobs by working with regional
and community organizations to ensure that processes are in place to create regional tourism
development strategies to develop tourism experiences, businesses and jobs across the province.
This included Destination BC’s continued financial support of the Aboriginal Tourism
Association of BC’s (AtBC) implementation of its strategy to increase Aboriginal tourism
revenues and the number of market-ready Aboriginal tourism businesses and jobs.

Destination BC evaluates all of its activities through the lens of the Taxpayer Accountability
Principles. Destination BC and the Ministry of Jobs, Tourism and Skills Training jointly developed an
evaluation plan which assesses the organization’s health and performance against the Taxpayer
Accountability Principles. This year, Destination BC put accountability and performance measures in
place to meet mandate, operations and resource targets. Destination BC conducted a stakeholder
survey to address the principles of accountability, service and respect. In addition, Destination BC has
addressed the principle of integrity by incorporating Code of Conduct training into its orientation
process for all new hires.

Goals, Strategies, Measures and Targets

Destination BC is focused on achieving the following results: growing the tourism sector through high
impact, innovative and creative marketing; enhancing the visitor experience; developing and
maintaining strong collaborative relationships with the tourism industry, communities, First Nations
and cross-government partners; and managing Destination BC with accountability, efficiency and
effectiveness.
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Key achievements, in our third year of operation were:

Brand: Continued roll-out of BC’s revitalized destination brand (Super, Natural British
Columbia®) globally, across all of Destination BC’s marketing activities and all regional
marketing activities. Including:

o Twenty photography projects and six video projects completed or underway, resulting in over
500 new still images and 12 hours of b-roll. BC’s tourism industry will also use these new
assets to market BC to travellers across its key markets.

o Over 25 brand workshops with BC’s tourism industry stakeholders conducted to enable them
to use the brand in their own marketing efforts.

Destination Development Framework: Creation of a provincial framework in conjunction with the

Ministry of Job, Tourism and Skills Training, that will strengthen the long term global

competitiveness of BC. The cornerstones of the framework are strong government and private

sector collaboration, alignment on shared tourism priorities, the development of compelling
experiences around the province, and the elevation of BC as both a travel and investment
destination.

RDMO Agreements: New two-year agreements were negotiated with BC’s five Regional

Destination Marketing Organizations during 2015/16 and went into effect on April 1, 2016.

Innovation in Marketing:

o The first Destination Marketing Organization (DMO) to advertise on Instagram with a
supporting Facebook re-targeting program (i.e. we displayed BC content to users on
Instagram, and then displayed further BC content to the same people on Facebook).

o The first DMO in Canada to use Twitter’s live video-streaming app, Periscope to promote
Vancouver activities during FIFA’s Women’s World Cup.

o The first DMO in Canada to use Expedia’s Concierge service to market BC activities.

o The first Canadian DMO to partner with Booking.com on an online marketing campaign.

International Presence: Attendance at 10 trade-shows nationally and globally, including meetings

with over 750 buyers from around the world. For example, we hosted special events in China in

June that included over 100 media and trade clients, resulting in 100 editorial features and a

special event with the BC Wine Institute, Ministry of International Trade and the Vancouver

International Airport (YVR).

Social Media Strength: Over one million uses of #exploreBC on Instagram and Twitter by

December 2015 (by residents and visitors), indicating strong pride of place and increasing

advocacy for our destination. We lead our competitors in terms of ‘share of voice’ for hashtag

usage. Destination BC also increased its social media community of brand advocates to over

750,000 in key consumer-facing social channels, including: over 350,000 on Facebook, over

100,000 on Twitter and over 200,000 on Instagram.

Travel Media Outreach: Hosted more than 600 journalists and influencers in 2015. In addition,

we welcomed 50 of the world’s top editors and writers during 7ravel Classics and were

instrumental in bringing more than 300 key writers and industry professionals to Penticton during

Destination Canada’s annual GO Media conference receiving coverage from various media,

including the New York Times, CNN, Boston Globe, Globe and Mail, Conde Nast, Fox Sports,

and Amazing Race Canada.

Consumer Reach: 50 million viewers globally of the final FIFA Women’s World Cup in

Vancouver in July 2015. Viewership in the US eclipsed the primetime average for the Sochi

Winter Olympics, NBA Finals and all previous US soccer matches. Content about BC featured

heavily throughout the matches.
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e Community Partnerships: Tourism planning workshops in nine communities/consortiums across
the province, generating tourism plans for: Sayward, Parksville Qualicum, Scenic 7, Boundary,
Lower Columbia, Columbia Valley, Interlakes, Dawson Creek and Terrace. Three Board
Governance workshops were conducted in Delta, Vancouver Island North and Bridge River to
assist these tourism boards in working more effectively.

e Remarkable Experiences: Launched the pilot of the Remarkable Experiences Program in four
travel regions across the province, with close to 40 participating organizations/businesses.
Conducted 14 Online Reputation Management Workshops throughout the province with over 250
participants.

e Community Visitor Services Network: Community Visitor Centres served 2.5 million visitors at
their physical locations and around their community in 2015. Destination BC provided a $200,000
Innovation Fund to support 38 pilot projects which tested new approaches to visitor services.
Destination BC hosted more than 160 stakeholders in 20 Visitor Services community consultation
sessions. In September 2015, Destination BC introduced a stable, three-year base funding
commitment (2016, 2017, and 2018) to enable better long-term business planning for Visitor
Centres in the Visitor Services Network.

Destination BC had fifteen performance measures as established in its 2015/16 —2017/18 Service
Plan, of which ten targets were exceeded or achieved, two targets established baseline figures and
three targets were not achieved for which more details are provided in the respective goals outlines
below. The following section reports on 2015/16, 2016/17 and 2017/18 targets from the 2015/16-
2017/18 Service Plan. Note: some 2016/17 and 2017/18 targets have been revised in Destination BC’s
2016/17-2018/19 Service Plan.

Goal 1: Lead Canada in growth of overnight visitor expenditures: assist industry to
increase revenue by attracting more visitors.

PERFORMANCE 2012/13 2013/14 2014/15 2015/16 2015/16 2016/17 2017/18
STRATEGIES
MEASURES ACTUAL ACTUAL ACTUAL TARGET ACTUAL TARGET TARGET
Inspire travel to Serious intent to
BC by amplifying | visit BC from key o 9 0 9 9
and strengthening | North American NA NA 35.2% 33.2% 33.8% 33.4% 33.6%
BC’s world-wide | markets."
reputation. BC’s share of
those with serious
intent to visit NA 32.8% 34.4% 35.0% 36.1% 36.0% 37.0%
Canada from key
overseas markets.'
Travel trade 85
operators’ '
evaluation of NA (oil(t) of 8.0 Improve 8.2 Improve Improve
Destination BC. )
Engage with Size of
travellers online Destination BC’s
to increase brand | global social
engagement and media community ) 3 3
advocacy. of brand NA 308,900 419,664 455,000 758,126 500,000 550,000
advocates.
2015/16 Annual Service Plan Report 9
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Deploy media

relations, travel

trade and

consumer direct

ma'rk'e Fmg Number of visits

activities to to Destination

connect NA 8.5M 9.1M 9.8M 8.4M* 9.9M° 10.9M
BC consumer

consumers to .
websites.

travel information
and products
through the
channel of their
choice.

Data Sources: Destination BC, Destination Canada and Corporate Stakeholder Survey (conducted by 3™ party independent survey firm).
The figures in this table reflect a correction to remedy a data entry error that was discovered as part of the 2015/16 Annual Service Plan Report
process. Note that the typographical error as reported in the 2016/17-2018/19 Service Plan resulted in the blue box figures being mistakenly entered
into the green box figures and vice versa. This typographical error will be corrected, with an explanatory footnote, in the Crown’s 2017/18 —
2019/20 Service Plan.
Engagement has grown tremendously over the past 12 months leading to higher growth. Our advertising strategy expanded to include an ‘always
on’ approach for Facebook and Instagram, and a new in-market agency in China that led to a 100 per cent growth on Weibo (now 60K followers)
plus the launch of WeChat.
3 These figures have been revised in the 2016/17-2018/19 Service Plan to 900,000 and 1.1 million respectively.
North American consumer websites performed well. Paid web traffic from Japan and South Korea was reduced due to corporate re-prioritization of
marketing investments and down in China due to temporary technical issues with the website.
Planned redesign of HelloBC.com will have a short-term impact on visits to the site.

1

Discussion:

To attract more visitors and contribute to the Province’s goal of increasing tourism revenue, in
2015/16 Destination BC worked to increase potential visitors’ awareness, interest and sense of
urgency to visit British Columbia. Destination BC then facilitated purchases by connecting visitors
directly, or through third parties, to BC’s tourism products and services.

Destination BC’s marketing team focusses on inspiring travel to BC from its core markets in North
America and key markets overseas. To understand future visitation potential, we measure our ability
to increase “serious intent to visit BC” from our top overseas markets (Germany, UK, Australia,
China and Japan) and from our key North American markets (Alberta, Ontario, Washington and
California). In our overseas markets, we invest in consumer-direct advertising programs with
Destination Canada and promote key experiences and products that are relevant in each market.

Travel trade (tour operators) is fundamental in promotion of BC and creating bookings from overseas
markets, Destination BC works very closely with these partners. We want to establish BC as an
excellent, leading partner for this important sales channel. An annual survey to this group helps
establish how strong our partnership is evaluated by them.

We believe that traveller advocacy provides an opportunity to drive an increase in visitation, booking
and revenue. Word-of-mouth referrals and recommendations are the most powerful marketing tool in
the travel industry. Social media is particularly influential during a traveller’s inspiration stage and as
a resource for the discovery, research and planning stages. Social media usage is no longer a pastime
of the young; its use is exploding across all age groups, especially those over 45+. Facebook, the
most-used social media platform, has over one billion users each day and has seen the most growth in
the over 65+ demographic. We will continue to drive visitation to BC by amplifying the power of
peer-to-peer recommendations to influence potential travellers to visit BC, thereby increasing our
reach and impact. For this reason, we measure the size of Destination BC’s social media community
globally on Facebook, Instagram and Twitter.
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The number of visitors to Destination BC’s consumer websites, including HelloBC.com and our
international language websites, is one measure of the success of marketing activities, which are
designed to move consumers down the path to purchasing a trip to British Columbia. Online content
provides both inspiration and information to potential tourists, and is crucial to enabling them to make
plans to visit the province. Our web presence is designed to make it easy for consumers to explore
BC’s many tourism products and services, connect with tourism businesses and, finally, to make the
decision to visit. Destination BC’s digital content reflects the full range of tourism opportunities
across BC, helping to ensure that communities across the province experience increased tourist
visitation and the benefits tourism can bring.

Goal 2: Remarkable Guest Experiences: assist industry to deliver a world-class guest
experience and secure the highest Net Promoter Score® in North America for British
Columbia.

PERFORMANCE 2012/13 2013/14 2014/15 2015/16 2015/16 2016/17 2017/18
STRATEGIES
MEASURES ACTUAL ACTUAL ACTUAL TARGET ACTUAL TARGET TARGET
Improve the guest Visitor Services o
experience through Network 97% Maintain Maintain Maintain
integrated visitor satisfaction with NA (gzggc/i Yf;ry 96% or 98% or or
information services. | programs excellent) Improve Improve Improve
and services.
Visitor o
satisfaction with . Maintain | Maintain
. Establish o
visitor NA NA NA . 90.9% or or
. . baseline
information Improve Improve
services.
bAss'ist touritsm t IS\Iet Pro;no.tc?tr Improve Improve Improve
usinesses to mee core of visitors
" NA 62. by 0.5 2 . .
and exceed guest to British 7 68.3 Y 63.3 by 0.5 by 0.5
needs and Columbia.' (max 100) pts. pts. pts.
expectations. WorldHost
program NA 13,348 14,726* 13,000° 10,255° 13,500 14,000
participants.
Net Promoter
Scor.e.of . blish Maintain Maintain
participants in NA NA NA Esta lis 68.1 or or
Remarkable baseline
Experiences Improve Improve
Program.

Data Sources: Destination BC and 3™ party independent research firm.
Net Promoter Score® measures the likelihood of visitors to recommend BC to their friends or family.
Decrease in Net Promoter Score is a result of a decrease in the likelihood of ‘Travellers from BC’ to recommend all destinations, including British
Columbia. This may have been a survey design effect. Scores from all other markets surveyed remained consistent between 2014 and 2015. For
more details on the research methods, refer to Net Promoter Score®.
WorldHost® Training Services offers a suite of courses that improve customer service.
One time increase due to 2015 Canada Winter Games training.
Decrease from the previous two years was due to impact of one-time events in previous years (e.g. BC Winter Games) and a shift to focus
exclusively on the tourism sector (in past years up to 45 per cent of participants were not in the tourism sector).
In the past up to 45 per cent of WorldHost participants have been from outside the tourism sector. In 2015/16 a strategic decision was made to focus
on tourism sector employees with limited marketing efforts to employees in other sectors.
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Discussion:

The delivery of outstanding experiences for guests from around the world, as well as British
Columbians travelling within the province, is critical in order to achieve higher revenues. These
experiences result in increased visitor spending, longer stays, repeat visits and recommendations
through social networks.

In 2015/16 Destination BC began working with the Visitor Services Network to support innovative
approaches to information delivery incorporating forward-looking online, mobile and crowd-sourcing
channels, alongside traditional Visitor Centres, as appropriate to each community.

Each year, Destination BC surveys members of the Visitor Services Network to evaluate the various
components of the Network program. This input and feedback is critical to the ongoing development
and refinement of the program. The slight improvement in scoring for 2015/16 could be the result of a
positive response to the Network consultation sessions held throughout the province, the
announcement of the new three-year base funding model and Destination BC’s support for pilot
project testing of innovative approaches to visitor services.

The objective of the 2015 Visitor Information Services Satisfaction Survey was to establish a baseline
measure for the current level of visitor satisfaction with visitor information services provided on the
HelloBC.com website, as well as services provided at Visitor Centres in BC. Feedback from this
survey will be reviewed and may inform us of potential changes in future service delivery.

In 2015/16 Destination BC initiated four pilot projects to test, learn and refine the new Remarkable
Experiences Program. The program will provide tools, education and training to assist tourism
businesses to improve their visitor experience, and enhance their digital and social media marketing
expertise.

Goal 3: Create a Powerful Marketing' Network: collaborate with stakeholders,
partners and communities to align and focus collective efforts, amplify British
Columbia’s marketing message in a competitive global marketplace and use
resources more effectively for destination development.

STRATEGIES PERFORMANCE 2012/13 2013/14 2014/15 2015/16 2015/16 2016/17 2017/18
MEASURES ACTUAL ACTUAL ACTUAL TARGET ACTUAL TARGET TARGET
Increase funding Funds
contributed to joint leveraged by
marketing initiatives | Destination
between BC BC co- NA $6.9M $7.1M $6.9M $6.9M $7.25M $7.5M
industry and operative
Destination BC. marketing
programs.
Strengthen Tourism
relationships with businesses’
key industry satisfaction
stakeholders and with
cross-government Destination NA 6.09 6.62 6.50 6.86 7.00 Improve
partners. BC programs (outof 10)
and services.”
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Work with regional | Progress on Planning

and community developing and process Regional

organizations to implementing P1 ?;T:zzs lsntrpalticgi; development | Implement-
. ! "

.crealt e and ional reglqnal NA NA NA to develop | development cs(t:riltelil:;i m:als?:;es

implement regiona tourism regional in all regions | " :11 ted ]

tourism development strategies starting eioms TBD

development strategies. in early &

strategies. 2016/17

Data Sources: Destination BC and 3" party independent research firm.
The term ‘marketing’ is used in the broad sense, including destination and product development as well as distribution and advertising and
promotion.
Tourism businesses comprise one of the six strata (or stakeholder group) whose satisfaction is tracked through the corporate stakeholder survey.
Scores of the other strata are reported elsewhere and used to inform corporate planning and program evaluation.
This measure will link with the provincial Destination Development framework, which is currently under development.

1

2

3

Discussion:
A key objective of Destination BC is to increase collaboration, coordination and alignment in
marketing and destination development activities across the BC tourism industry.

One approach that Destination BC takes to achieve this is to use its marketing funds to leverage and
align private and public sector funding. After consulting with stakeholders, Destination BC delayed
the rollout of a new co-op marketing program until 2016/17, hence delaying the anticipated impact of
funds leveraged by this program to 2016/17.

To ensure that Destination BC delivers programs and activities that provide value for tourism sector
stakeholders across six strata, an independent third-party survey of industry stakeholders is conducted
at the end of each fiscal year. This survey allows Destination BC to evaluate and improve the quality
of programs and services delivered and the effectiveness of communications with stakeholders. It is
encouraging to see the increase in stakeholder satisfaction as Destination BC continues to implement
its corporate strategy, shifting its resources to have a greater impact for British Columbia’s tourism
industry.

In 2015/16 Destination BC engaged in broad consultation with industry stakeholders on a range of
programs resulting in the development of a new application-based Co-op Marketing Partnerships
Program to drive greater collaboration and marketing effectiveness. The new program was very
popular and over-subscribed. Successful applicants were notified at the end of January 2016 and
began planning funded activities to be executed as of April 1, 2016. We worked with the Ministry of
Jobs, Tourism and Skills training and Regional Destination Marketing Organizations to finalize the
process to create destination development plans to enhance tourism experiences, businesses and jobs
across the province. It was agreed that these plans will consider the unique opportunities and needs of
each region and will align with the provincial destination development strategy. Destination BC
recognizes that a strategic approach to destination development is critical to ensure that all regions
and communities of the province are able to take full advantage of the opportunities that global
tourism offers them today and in the future. We also promoted alignment of provincial, regional, and
community actions and investments, and the achievement of regional and community economic
priorities and needs, through a number of other activities including: sharing market intelligence and
business plans; improving access to data collection and management platforms; providing access to
marketing tools (such as the Destination Canada’s Explorer Quotient"); and proactively promoting
cooperation and information-sharing at all levels on a regular and ongoing basis.
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Goal 4: Business Efficiency: conduct our business efficiently in a changing

environment.

PERFORMANCE 2012/13 2013/14 2014/15 2015/16 2015/16 2016/17 2017/18

STRATEGIES
MEASURES ACTUAL ACTUAL ACTUAL TARGET ACTUAL TARGET TARGET

Ensure cost Percentage of
effective Destination o o
provision of British Maintain Maintain | Maintain
support services Columbia NA 9.0%' 8.5%" or 8.4% or or
that meet business | funds allocated Improve Improve Improve
requirements. to support

services.

Data Source: Destination BC Annual Financial Statements (Corporate Services).
In 2014/15 Shared Services BC began charging Destination BC for facilities and technology services (effective April 1, 2014). This charge was
offset by a budget transfer from Shared Services BC to Destination BC. Actual 2013/14 expenditures were restated from 4.6 per cent to 9.0 per cent
to include expenditures made by Shared Services BC that year on behalf of Destination BC.
This per cent includes an allocation for the costs of staff performing corporate Human Resource functions. These costs were budgeted and charged
to Research, Strategy and Communications.

Discussion:

Destination BC must maximize funds for tourism marketing through innovation and the careful
management of human and financial resources. Monitoring corporate support costs provides an
indicator of cost containment, conforms to the Taxpayer Accountability Principles cost consciousness,
and informs the business operations decisions of senior management and the Board of Directors.
Support services costs are defined to include accounting operations, facilities, administration, human
resources, the Chief Executive Officer’s office and Board’s expenses, and are measured as a
percentage of total annual operating expenses. Strategically lowering support services costs increases
the funds available for tourism marketing and destination development programs.

Goal 5: Our People — Build a Collaborative, Insight-Driven, Results-Focused Team.

PERFORMANCE 2012/13 2013/14 2014/15 2015/16 2015/16 2016/17 2017/18
STRATEGIES
MEASURES ACTUAL ACTUAL ACTUAL TARGET ACTUAL TARGET TARGET
Attract, retain and Maintain
develop highly Employee 3.53
skilled and engagement. NA (out of 5) 3.91 3.90 4.10 4.00 or
engaged people. Improve
Data Source: Annual Employee Engagement Survey executed by a 3" party independent survey firm,
Discussion:

The long-term success of Destination BC depends on talented and engaged employees dedicated to
the success of the organization and its goals to strengthen the tourism industry. The annual evaluation
of employee engagement assists the Board of Directors and senior management in identifying
opportunities to build employee engagement and ensures the creation and maintenance of a thriving
workplace. Engagement continued to increase and most employees reported being inspired by
Destination BC to do their best work. While the improvement in employee engagement exceeded the
target for 2015/16, the survey identified a number of areas for further improvement.
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Financial Report

Discussion of Results
2015/16 was the third year of operations for Destination BC. Following operating surpluses of

$209,000 in 2013/14 and $101,000 in 2014/15, Destination BC had a 2015/16 operating surplus of
$57,000 for an accumulated surplus of $367,000.

Provincial government transfers increased the budget to $52 million which included $360,000 in
additional government funding for the Explore BC marketing campaign, as well as $670,000 for
distribution to successful applicants in government’s new Tourism Events Program. The Tourism
Events Program funding supported such high-profile events as the World Rugby Sevens Series in
Vancouver and the World Women’s Hockey Championship in Kamloops. In 2015/16, Destination BC
generated just over $1 million in revenue, bringing their total revenue to $53.8 million.

Divisional budgets were re-allocated within the year to more accurately reflect business operations,
with approximately $1 million transferred from Destination & Industry Development to Global

Marketing.

Financial results for the year ended March 31, 2016 and financial overview for 2016/17 to 2017/18:

2012/13

2013/14

2014/15 Actual

2015/16

2015/16

2015/16

2014/15 - 15/16

$ millions Actual® Actual Budget Actual Variance Variance
Total Revenue (000)
Government transfers NA 48.890 50.974 51.024 52.054 1.030 1.080
Deferred government NA 0.406 0.442 0.667 0.572 (0.095) 0.130
contributions
Other revenue NA 3.347 3.256 0.960 1.175 0.215 (2.081)
Total Revenue NA 52.643 54.672 52.651 53.801 1.150 (0.871)
Total Expenses (000)
Marketing NA 25.844 28.659 31.195 33.808 (2.613) (5.149)
Destination & Industry NA 22.220 18.999 14.336 13.079 1.257 5.920
Development
Research, Strategy & NA 1.152 2.044 1.893 1.816 0.077 0.228
Communications
Corporate Services NA 2.812 4.427 4.560 4.469 0.091 (0.042)
Amortization NA 0.406 0.442 0.667 0.572 0.095 (0.130)
Total Expenses NA 52.434 54.571 52.651 53.744 (1.093) 0.827
Net Income from NA 0.209 0.101 0.000 0.057 0.057 (0.044)
Operations
Capital Expenditures NA 2.314 0.475 1.011 0.069 0.942 0.406
Total Liabilities NA 12.530 12.993 10.285 8.933 1.352 4.060
Accumulated Surplus / NA 0.209 0.310 0.209 0.367 0.158 0.057
Retained Earnings
1. Destination BC commenced operations on April 1, 2013.
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Auditor’s Report

/\

INDEPENDENT AUDITOR'S REPORT

Ter the Board of Ciovernors r!ﬂfw Destination BC frfrp., ctrred
T the Minister af Serbs, Toweism and Skills Trainin g Province of British Calumfrice

I have audited the accompanying financial statements of the Destination BC Corp., which
comprise the statement of financial position as at March 31, 2016, and the statements of
operations and accumulated surplus, changes i net debt, cash flows, and remeasurcment gains
and losses for the vear then ended, and a summary of significant accounting policies and other
explanatory information.

Management's Responsibility for the Financial Statements

Management 15 responsible [or the preparation of these linancial stalements in accordance with
Canadian Public Sector Accounting Standards, and for such internal control as management
determines 15 necessary 1o enable the preparation ol financial stalements (hat are [ree [rom
material misstatement, whether due to fraud or error.

Auditor's Responsihility

My responsibility is to express an opinion on these linancial statements based on my awdit. 1
conducted my audit in accordance with Canadian generally aceepted auditing standards. Those
standards require that | comply with ethical requirements and plan and perform the audit to
obtain reasonable assurance about whether the financial statements are free from matenal
misstaterent.

An audit involves performing procedures to obtain audit evidence about the amounts and
disclosures in the financial statements. The procedures selected depend on the auditor's
judgment. including the assessment of the risks of material misstatement of the financial
statements, whether due to fraud or error. In making those risk assessments, the auditor considers
internal control relevant 1o the entity's preparation of the lnancial stalemenis in order to design
audit procedures that are appropriate in the circumstances, but not for the purpose of expressing
an opinion on he eftfcetiveness of the entity's internal control. An auwdit also includes evaluating
the appropriateness of accounting policies used and the reasonableness of accounting estimales
made by management, as well as evaluating the overall presemtation of the financial statements

In my view, the audit evidence I have obtained is sutficient and appropriate to provide a basis for
my qualified audit opinion,

Basis for Qualified Opinion

As deseribed in Note 2e to the financial statements, the entity’s accounting trealment for
contributions received from governments and for externally restricted contributions received
from non-government sourees is to initially record them as deferred revenue (a liability) and then
recogmze revenue in the statement of operations either on the same basis as the related
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Audited Financial Statements
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Capital Plan and Major Projects (over $50M)

Not applicable.
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Appendix A: Subsidiaries and Operating Segments

Not applicable.
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Appendix B: Additional Information

Corporate Governance

Destination BC is governed by a Board of Directors that is responsible to the Minister of Jobs,
Tourism and Skills Training for the implementation of government direction. The Board’s direction is
implemented by management, which carries out the day-to-day operations of the Destination BC
under the supervision of the Chief Executive Officer. For more information on Corporate Governance,
please see our web pages on Leadership.

Organizational Overview
For an overview of Destination BC please see Destination BC’s Organizational Overview.
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Appendix C: Crown Corporations Mandate and Action Summary

In the 2015/16 Mandate Letter from the minister responsible, Destination BC received direction on
strategic priorities for the 2015/16 fiscal year. These priorities and the Destination BC’s resulting

actions are summarized below:

Mandate Letter
Direction

Crown Corporation’s Action

Improve alignment of provincial, regional, community and sector marketing investments.

Create and implement a |
provincial strategy,
informed by industry
and community input.

Industry and community consultation continued, supporting the
development of detailed implementation plans. In 2015/16
Destination BC consulted with:

o Stakeholders and Tourism Marketing Committee (TMC) to
refine the Co-operative Marketing Partnerships, Visitor Services
and Remarkable Experiences Programs.

o Regional Destination Marketing Organizations (RDMOs) on
roles/responsibilities for creation of a destination development
program planned (and underway) — see below re: expand BC’s
tourism offerings, businesses and jobs.

Launched Destination BC’s new Co-operative Marketing

Partnerships Program (goals include leveraging private and public

funds to maximize marketing impact and Return on Investment

(ROI) for tourism businesses, and increasing BC tourism revenues).

Improved Visitor Services Programs — see below re: deliver world

class visitor experiences.

Piloted the new Remarkable Experiences Program. This program is a

partnership with the RDMOs designed to encourage the enhancement

of experience offerings across the province and alignment with BC’s
tourism brand, enable BC’s tourism industry to become savvy digital
and social media marketers, and increase the volume of positive

‘word-of-mouth’ recommendations about BC to garner increased

recommendations, referrals and repeat visits, and ultimately increase

their revenues.
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Lead system-wide
efforts to align
provincial, regional and
community marketing
actions and investments
with the provincial
strategy while also
supporting
regional/community
economic priorities and
needs.

In 2015/16, global roll-out of the revitalized Super, Natural British
Columbia® brand continued across all of Destination BC’s marketing
activities as well as all regional marketing activities. More than 25
brand workshops were completed in 2015/16 with BC’s tourism
industry stakeholders to enable them to use the brand in their own
marketing efforts.

Shared Destination BC’s marketing plan earlier (October vs. January)
to enable alignment with city and community Destination
Marketing Organizations (DMOs), sectors, Aboriginal Tourism
Association of BC (AtBC) and industry. The 2016 marketing plan
was also shared at BC's Tourism Industry Conference (TIC) in
October 2015 and was made available to all industry stakeholders.
Acquired a provincial Explorer Quotient® (EQ) license and are
leading, facilitating and encouraging system-wide use. EQ workshops
for tourism businesses and organizations were launched during
Destination BC’s roadshows during fall 2015.

Encouraged widespread adoption of the Net Promoter Score (NPS)
as a common industry metric to assess British Columbia’s visitor
experiences and competitiveness. The metric has been adopted by
several City Destination Marketing Organizations (CDMO).
Signed two-year service agreements with BC’s five RDMOs
(effective April 1, 2016). RDMOs will continue to be actively
involved in travel trade, travel media, social media, destination
development, community programs, and will focus their co-op
marketing efforts on the touring and exploring visitor.

Reduce duplication and
overlap in the system
and streamline
administrative costs to
maximize the amount of
funds available for
promotions and
marketing.

Increased investment in marketing by transferring resources from
discontinued programs and contracts (Vancouver, Coast &
Mountains (VCM) Tourism Association, Y VR Visitor Centre, BC
Magazine, Approved Accommodation Guide, Inntopia (reservations
platform), accommodation inspections, changes to overseas
operations, etc.).

Discontinued the merchandise program and Distribution Centre and,
effective April 1, 2016, developed a new, more cost effective,
partnership with BC Parks to manage the British Columbia Visitor
Centre at Mount Robson. Savings will be redirected to marketing
programs in 2016/17.

Used the new co-op program in VCM to encourage clustering of
communities to reduce overlap and administration costs and increase
critical mass and impact. There are 12 consortia engaged in the co-op
program.

Worked in conjunction with the Ministry of Finance and Ministry of
Jobs, Tourism and Skills Training (JTST) to update and revise the
Municipal & Regional District Tax (MRDT) program requirements
to enhance accountability and transparency in both program
administration and outcomes.

o Updated the MRDT program requirements, including annual
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program performance and financial reporting. These requirements
now apply to all new applications, renewals and rate increases.

o Clarified MRDT program principles to support inter-community
collaboration as well as marketing efforts that are coordinated and
complementary to the provincial marketing strategies and tactics.

Together these principles support greater system wide alignment and

maximization of collective marketing impact and return on

investment.

Proactively promote
cooperation and
information sharing
among all levels of
Destination Marketing
Organizations and
tourism sector
associations, on a
regular and on-going
basis.

Established bi-weekly meetings with RDMOs to share information
and ensure alignment.

Sponsored the 2015 Tourism Industry Summit.

Encouraged communities to work together in consortia of three or
more in order to access Co-operative Marketing Partnerships
program funds. By the deadline of December 31, 2015 over 50
consortia of three or more communities or sectors had applied for co-
op marketing funds for 2016/17 marketing programs.

Implemented the Explore BC marketing program to motivate BC
residents to explore more of what their province has to offer for
leisure and vacation experiences. Project includes marketing
partnerships with the public and private sectors, including a media
agreement with Global/Shaw.

Partnered with BC Ferries, BC Parks, ICBC, Parks Canada and
various private tourism entities to align with and leverage the Explore
BC marketing program.

Developed the 2015/16 North America ski campaign in close
collaboration with the Canada’s West Ski Areas Association
(CWSAA), which includes BC’s 13 export-ready ski resorts; three
ski resort representatives were part of campaign planning meetings.
Worked on pilot projects with the BC Wine Institute, Gold Rush
Trail Committee and Sea to Sky Consortia to integrate the new brand
into their marketing materials.

During 2015/16 Destination BC committed to investing $145,000 in
cooperative marketing programs with BC cycle-tourism projects to
be executed 2016/17. In March 2015, the Ministry of Transportation
and Infrastructure, under its BC On the Move strategy, announced a
commitment to invest $18 million over three years to partner with
communities to build new bike lanes and trails.

Enhance marketing capacity and effectiveness.

By 2016/17, as a result
of various administrative
and program
improvements and other
measures, the
effectiveness of

Established an ongoing partnership with Destination Canada and
other provincial DMOs for content marketing campaigns in
Germany, U.K., Australia, China and Japan. These include offline
and online advertising, social media, public relations and the use of
tour operators as the call to action to drive sales. In particular in
2015/16, the Germany campaign was the first ever content marketing
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Destination BC's
domestic, national and
international marketing
efforts will be increased,
in line with BC's re-
invigorated Super,
Natural British
Columbia® tourism
brand.

campaign on a national scale, with significant investment by all

partners and a multi-channeled focus.

In 2015/16 Destination BC committed to a partnership with

Destination Canada to support Destination Canada’s Connecting

America program to capitalize on the growing US market, launching

April 2016.

Partnered with Destination Canada on a pilot project targeting skiers

in California. The project supports Destination Canada’s re-entry into

the US, and allows Destination BC to extend its ski message into

markets and media beyond the reach of its own campaign and budget.

Hosted over 500 press trips (including supporting industry through

the Visiting Journalist program) from all of its key markets during

2015 to generate earned media awareness for BC.

Developed over 100 marketing promotions with key international

tour operators in the 2015 calendar year.

Completed or underway to date are 20 photography projects and six

video projects resulting in over 500 new still images and 12 hours of

b-roll. BC’s tourism industry will also use these new assets to

market BC to travellers across its key markets.

To date:

o Brand video ‘Wild Within’ has had over 465,500 views on
YouTube with over 15,000 likes and 7,900 shares on Facebook.

o Virtual Reality ‘The Wild Within’ 360 experience has been
showcased throughout 2015/16 in all major travel trade and
media shows/events globally attended by Destination BC
representatives. To date, over 800 clients and media have
experienced the virtual reality experience in North America,
China, Japan, Germany, UK and Australia.

o Over 1.3 million uses of the #ExploreBC hashtag, with visitors
and residents sharing images and videos of their experiences with
peers globally.

Deliver world class visitor experiences.

Starting in 2015/16,
implement a forward-
thinking Visitor Services
strategy that:

*  Meets the changing
needs of today's
traveler.

* Addresses
government's
commitment to
invest in and upgrade
visitor services.

Consulted with Visitor Centres management and staff, and
communities on new Visitor Services strategies.

Provided over $200,000 in 2015/16 in support of 35 projects across
BC that tested and documented new, innovative approaches to
providing visitor services such as mobile kiosks, roaming visitor
counsellors, state-of-the-art touch screen kiosks and social media
channels.

Increased base funding for small and rural Visitor Centres to the new
minimum level of $10,000. In 2015/16 Destination BC created
certainty for Network members by committing to fixed annual base
funding for three years, starting January 1, 2016. This funding
enables Visitor Services Network members to have more flexibility
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* Contributes to
ongoing increases in
British Columbia
being promoted as a
destination of
choice.

and facilitate better long-term business planning by knowing their
base funding is secure.

Provided, via the HelloBC.com website, information on accessible
travel in British Columbia, including links and information on getting
around, accommodation, things to do, winter sports and more.
Committed to work with communities over a three-year period
(2015-2018) to increase the impact, reach and accessibility of visitor
services in communities throughout the province to ensure
remarkable experiences for visitors at every touch point.

Expand BC’s tourism offerings, businesses and jobs

Working with regional
and community
organizations,
Destination BC will
ensure that processes are
in place to create
regional tourism
development strategies
to create tourism
experiences, businesses
and jobs across the
province.

The regional strategies
must consider each
region's unique
opportunities and needs,
and align with the
provincial destination
development strategy.

JTST has engaged cross-ministry partners to ensure shared priorities
are well coordinated and to solicit their support for and participation
in the destination development program. Destination BC, which leads
the destination development planning process, has met with regional
partners to establish roles, responsibilities, and overall program
design.

o Worked in conjunction with JTST to establish the provincial
framework for destination development (i.e. program principles,
goals and objectives, strategic priorities and
roles/responsibilities). Completed March 2016.

o Worked with JTST and regional partners to develop and refine
processes to develop planning area, regional and provincial
destination development strategies.

o Engaged with regional partners and stakeholders and identified
the first six planning areas (one per tourism region) for
destination development strategies.

Destination BC is to
continue providing
support for the
expansion of Aboriginal
cultural tourism
experiences in BC. This
includes the continuation
of financial support for
the Aboriginal Tourism
Association of BC
(AtBC), to support
AtBC in reaching its
goals of increasing
Aboriginal tourism
revenues and the number

Completed a new contract with AtBC during 2015/16 to provide a
further $3 million over the next three years. This allows AtBC to
continue its work which the Province (through Destination BC) has
supported over the last decade.

Featured Aboriginal cultural tourism experiences, as appropriate, in
Destination BC marketing and brand building activities.
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of market ready-
Aboriginal tourism
businesses and jobs.
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