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Destination BC

Board Chair’s Accountability Statement

The Destination BC 2019/20 Annual Service Plan Report compares
the corporation’s actual results to the expected results identified in
the 2019/20 - 2021/22 Service Plan, created in February 2019. | am
accountable for those results as reported.

Dawn Black
Board Chair
June 10, 2020
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Destination BC

Letter from the Board Chair & CEO

We are pleased to report that Destination BC continues to support government and its three key
commitments to British Columbians, as outlined in the 2019/20 Mandate L etter.

Throughout 2019/20, Destination BC engaged in regular communication with the Ministry of
Tourism, Arts and Culture to ensure ongoing alignment with ministerial direction and the
2019/20 Mandate Letter. This included quarterly meetings of the Minister and Chair, regular
meetings between the Deputy Minister and CEO, and monthly meetings of the Assistant Deputy
Minister and Vice Presidents to discuss strategic priorities, performance measures and emerging
opportunities. In addition, bi-weekly discussions between Government Communications and
Public Engagement and Destination BC Corporate Communications were held to ensure
alignment on emerging industry and public engagement opportunities. Destination BC has
frequent meetings involving the CEO, Executive, Directors and all staff to ensure cross-
enterprise alignment of day-to-day activities with the corporate strategy and business plan.

Accountability to the public remains a priority for Destination BC’s Board of Directors,
Executives and staff. Efforts for fiscal 2019/20 included:

e A continued commitment to include Code of Conduct materials in orientation packages
for new Board members, and Standards of Conduct training for new staff, as well as an
annual review of standards of conduct materials by existing staff;

e Participation by all new staff in the workshop, “Working Effectively with Indigenous
People”; and,

e Participation in the BC Public Service’s 2019/20 Work-Able Program — an internship for
post-secondary graduates with disabilities, to make employment within Destination BC
accessible to all British Columbians.

In addition, Destination BC remains committed to transparency to industry partners and the
public; we make every effort to communicate our strategy and activities through the corporate
website, our corporate social media channels Twitter and LinkedIn, public presentations, and a
monthly newsletter.

Destination BC executed its corporate strategy and business plan to maximize the return on
taxpayer resources entrusted to us, and contribute to strong, sustainable tourism growth. We are
committed to increasing the social, cultural, environmental and economic benefits of tourism for
all British Columbians by sharing the transformative power of B.C. experiences with the world.

Dawn Black Marsha Walden
Board Chair, Destination BC Chief Executive Officer, Destination BC
June 10, 2020 June 10, 2020
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Destination BC

Purpose of the Annual Service Plan Report

The Annual Service Plan Report is designed to meet the requirements of the Budget
Transparency and Accountability Act (BTAA), which sets out the legislative framework for
planning, reporting and accountability for Government organizations. Under the BTAA, the
Crown Corporation’s Board is required to report on the actual results of the Crown’s
performance related to the forecasted targets documented in the previous year’s Service Plan.

Purpose of the Organization

The tourism industry generates economic, social and cultural benefits for all British Columbians
by supporting the viability of community level economies, jobs and amenities and by increasing
international exposure to our heritage, education system, trade opportunities and immigration
prospects.

Destination BC, operating under the Destination BC Corp. Act, plays a critical role in:

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

e Providing leadership and direction for the expansion and strengthening of B.C.’s tourism
destinations, products and experiences, including Indigenous cultural tourism.
Destination BC delivers branding, marketing and destination development planning
activities directly and through contracted third parties.

These services promote thousands of businesses, hosting millions of guests, making a significant
economic and social contibution to the province. Economic performance indicators released by
BC Stats for 2018, show that the tourism industry generated $20.5 billion in revenue, an increase
of 4.9 percent over 2017. In addition, tourism contributed $8.3 billion to the provincial GDP and
employed nearly 161,500 people. In 2019, British Columbia’s tourism industry experienced
another year of growth, with a 2.6 percent increase in international visitor arrivals and increases
in accommodation occupancy and daily room rates across many areas of the province.
Destination BC plays an important role in these successes, marketing B.C. domestically and
internationally as a remarkable destination while promoting the development, enhancement and
growth of the tourism industry throughout the province.

Strategic Direction

The strategic direction set by Government in 2019/20 and expanded upon in the Board Chair’s
2019/20 Mandate Letter from the Minister Responsible in 2019 shaped the 2019/20 Destination
BC 2019/20 - 2021/22 Service Plan and results reported in this annual report.

Destination BC is aligned with the Government’s key priorities:

Government Priorities Destination BC aligns with these priorities by:
Delivering the services people e Assisting tourism businesses to meet and exceed guest needs and
count on expectations. (Objective 2.1)
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o Creating a Powerful Marketing Network. (Goal 3)

A strong, sustainable economy | e Facilitating growth of overnight visitor expenditures. (Goal 1)

e Collaborating with stakeholders, partners and communities to align and
focus on collective marketing and development efforts. (Objective 3.1)

e Creating and implementing a provincial destination development plan by
working across government with regional and community organizations,
and tourism business operators. (Objective 3.1) *

! This alignment was changed in the 2020/21 - 2022/23 Service Plan to clarify the strategic support for destination
development, including the development of 20 destination development plans across the province. The development
of a provincial plan was replaced by the Strategic Framework for Tourism developed by the Ministry of Tourism,
Axrts, and Culture.

Coordination, collaboration and alignment between Destination BC, all levels of government and
industry is needed to fully realize the potential of B.C.’s tourism industry and the rural
communities that depend on it. Accordingly, Destination BC has aligned its activities with the
Strategic Framework for Tourism in B.C.

Operating Environment

Over the long run, sustainable tourism industry growth is the key indicator of success. However,
year-to-year there are many factors, both positive and negative, that may affect the industry’s
performance. In 2019/20 these included:

¢ High hotel occupancy rates during peak seasons in British Columbia’s city destinations has
limited peak season growth potential in recent years. Working with the Ministry of Tourism,
Arts and Culture and tourism industry stakeholders, Destination BC has led the creation of
destination development plans across the province to address this and, in 2019/20, developed
a new three-year corporate strategy to achieve greater seasonal and geographic dispersion of
visitation to and within the province.

e The continued low value of the Canadian dollar against the U.S. dollar made domestic travel
more appealing to Canadians and attracted American visitors, but meant higher marketing
costs in the U.S.

e Further decreases in visitation from China due to a weaker exchange rate, geo-political issues
and the impact of the COVID-19 pandemic.

e Slower economic growth in the European Union affected consumer confidence and
discretionary spending in areas such as travel.

e Higher airfare costs from Australia to British Columbia limited growth in visitation, as did
the impacts on out-bound travel of Australia’s wildfires and the COVID-19 pandemic.

e Increased air travel capacity from Mexico facilitated increased visitation from this market
before the impact of the COVID-19 pandemic and demonstrated the importance of strong air
access.

e The pervasive effect of the COVID-19 pandemic on the tourism industry, which led to the
closing of Canada’s borders to international visitors during March 2020 followed by advice
from the federal and provincial governments to all Canadians to avoid any non-essential
travel.

Destination BC tracks such factors and adjusts its strategy to capitalize on opportunities and manage
risks as they arise.
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Report on Performance: Goals, Objectives, Measures and Targets

Destination BC is focused on achieving the following results: growing the tourism sector through
high impact, innovative and creative marketing; enhancing visitor experiences through
destination planning and industry development; developing and maintaining strong collaborative
relationships with the tourism industry, communities, Indigenous and cross-government partners;
and managing Destination BC with accountability, efficiency and effectiveness.

Key achievements in 2019/20 are categorized below using the strategic imperatives from
Destination BC’s corporate strategy cited in the 2019/20 - 2021/22 Service Plan.

Build a Powerful Marketing Network

Destination BC demonstrated a commitment to expanding its tourism marketing network with
many achievements in fiscal 2019/20, with the support of our partners. Highlights for the year
include:

Global Marketing

e Executed the 2019/20 Explore BC campaign, focused on B.C. residents, including
advertising activities to encourage seasonal and geographic distribution, and to support
B.C. Wine Month in April 2019.

e Executed the 2019/20 Global Ski campaign in Australia, Ontario and the U.S.

e Launched a partnership with IMAX to promote B.C. by featuring the Great Bear
Rainforest.

e Executed the 2019/20 “The BC Effect’ campaign, featuring Top Chef Brooke
Williamson, in the U.S., China and Australia.

e Generated two million unique direct and indirect client referrals to tourism businesses
and organizations in B.C.

e Partnered with Tourism Vancouver and Tourism Whistler to jointly work with
Destination Canada on marketing B.C. in the U.S.

o Partnered with Travel Alberta, Tourisme Quebec and ski resorts across Canada, to access
Destination Canada’s ski co-op program in the U.S.

e Supported Destination Canada on consumer direct programs in China, U.K., Germany,
Australia, and Mexico to promote travel to B.C.

o Partnered with key tour operators to generate more than $200 million in annual tourism
revenue for B.C.

e Partnered with Destination Marketing Organisations (DMQOs) and tourism businesses to
host over 470 press trips from all key markets, to generate earned media awareness for
B.C. As a result, B.C. received coverage from major internationally recognized media,
including: Sunset Magazine, OUTSIDE Magazine, SKI Magazine, The New York Times,
Amazing Race Canada, National Geographic Traveler, Men’s Journal, AFAR Magazine,
Bloomberg, Forbes, The Times UK, Today Show Australia, Travel & Leisure Mexico,
Conde Nast, and many more.

o Hosted Travel Classics in Whistler with key editors from the U.S. market, and Canada’s
West Marketplace in Richmond with almost 150 travel trade operators to buy tourism
experiences.
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Relaunched the Media Room website to support travel media, with travel media-oriented
press Kits and other resources.

Brand and Content

Launched the BC Story Network, the world’s first connected story experience for
travellers, with over 30 tourism partners across the province. More than 1,000 visual
stories have been created by participants to-date, resulting in over 2.9 million impressions
and 275,000 views.

Increased B.C. participation in the national User-Generated Content Partnership Network
(the first of its kind worldwide) to 49 organizations across the province, sharing over
230,000 user-generated photos and videos. This program allows Destination BC and
participating partners (including Regional and City DMOs, sectors, and businesses) to
find and share images and video from social media with each other and through their
marketing channels.

Continued to build awareness of B.C. as a destination via Destination BC’s global social
media program, which is active on 10 channels in seven geographic areas and four
languages. This year, Destination BC reached 1.5 million followers globally, including
500,000 followers on Instagram.

Achieved 5 million uses of the #ExploreBC, the first DMO in Canada to reach this
milestone.

Added 468 new video clips and photos to Destination BC’s Content Hub, which supplies
the tourism industry and travel media with high-quality photos and videos to use to
promote travel to B.C. This year, 875 industry users were provided access to the BC
Content Hub.

Research and Analytics

Completed a series of research studies and data analysis to inform and evaluate
Destination BC’s business strategies, tactics and activities.

Partnered with industry colleagues on innovative data initiatives (such as mobile
analytics, spending data, air reservation data, advertising target audience segmentation,
etc.) to better understand visitor purchase and travel patterns, and increase marketing
efficiency.

Foster Remarkable Experiences

Destination BC supports visitor experiences throughout the province; some of our achievements
this year are presented below:

Industry Partnerships

Matched $4 million in funds with industry through 57 projects under Destination BC’s
Co-op Marketing Partnerships Program (12 sector and 45 community consortiums),
resulting in over $8 million in consumer marketing in B.C., Alberta and Washington
State.

Invited 95 community DMO partners to participate in Destination BC’s annual All Sector
Meeting to enhance the sharing of sector and community planning information.

Reviewed 57 Municipal and Regional District Tax (MRDT) designated accommodation
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area tactical plans and budgets, with a further three new MRDT designated
accommodation areas under review. Information from the community tactical plans was
utilized by Destination BC to facilitate alignment.

Hosted over 200 participants at the annual VVancouver, Coast and Mountains Industry
Forum held by Destination BC in October 2019.

Launched the first syndicated use of the HelloBC.com business listings program with
Indigenous Tourism BC (ITBC).

Visitor Services

Over 2.9 million visitors were served through 112 Community Visitor Centres at their
physical ‘bricks and mortar’ locations, and around their communities through roaming
visitor services counsellors and street teams.

Updated the Tourism Visitor Information Counsellor training program for visitor centre
staff and volunteers. This unique course educates participants about the tourism
economy, Indigenous tourism, accessibility and inclusivity, emergency preparedness,
digital and mobile visitor services and the important role of a Visitor Information
Counsellor. SuperHost customer service training is included.

Accessibility and Inclusion

Developed a three-year strategy to build capacity within the tourism industry to support
more inclusive and accessible tourism products, services, experiences, and meaningful
employment opportunities for people with disabilities.

Added new accessibility information to HelloBC.com, including six new mobility-
focused itineraries, a stand-alone Accessibility Resources page, and the opportunity for
tourism businesses to include accessible attributes and information in their product
listing.

Added new learning resources on accessibility and inclusion to Destination BC’s online
Learning Centre on DestinationBC.ca. These resources will assist tourism businesses in
building an understanding of accessible travel needs, and to build capacity to support
more inclusive and accessible tourism products, services, and experiences.

Continued to promote the hiring of persons with disabilities within the tourism industry,
and shared information about the work of the Presidents Group for accessible
employment, as well as accessible and inclusive employment best practices on
Destination BC’s corporate social media platforms, corporate monthly newsletter, and
Learning Centre.

Completed enhancements on HelloBC.com and DestinationBC.ca, allowing consumers
and citizens with visual impairments to use screen readers to better access the content on
both websites.

Destination Development

Partnered with the Ministry of Tourism, Arts and Culture, Regional DMOs and ITBC on
the last three (of 20) 10-year destination development planning area strategies, spanning
the entire province. Metro Vancouver and Northwest BC plans were completed; work on
the final planning area strategy for Haida Gwaii will continue next year.

Dispersed $1 million to the five Regional DMOs to support rural communities impacted

2019/20 Annual Service Plan Report Page | 10


https://www.hellobc.com/
https://www.hellobc.com/
https://www.destinationbc.ca/learning-centre/
https://accessibleemployers.ca/about-the-presidents-group/
https://www.hellobc.com/
https://www.destinationbc.ca/

Destination BC

by mill closures to develop tourism opportunities that will benefit their local economies.
The Regional DMOs will collaborate with rural communities in transition and
government to prioritize the needs and determine what tourism investments will have the
greatest impact.

Industry Development
e Launched an industry-facing Learning Centre on DestinationBC.ca designed for small to

medium sized businesses to increase their knowledge and skills in tourism, including
digital readiness, social media presence and the total visitor experience. During 2019/20,
23 new resources were added to the Learning Centre, with the Learning Centre garnering
over 26,000 unique page views.

o Delivered 71 workshops in three subjects in communities across the province, in
partnership with the Regional DMOs. Close to 1,300 tourism businesses attended these
workshops.

Engage our Collective People Power

People and Development
o Delivered additional training on understanding and managing unconscious bias for all
Destination BC employees. The training explored what inclusion means, and how staff
can contribute to an inclusive workplace culture.
e Delivered a full day training session on how to work effectively with Indigenous Peoples
for all new employees who joined Destination BC in 2019/20 and Destination BC’s
Board of Directors.

The following section reports on 2019/20, 2020/21 and 2021/22 targets from the 2019/20 -
2021/22 Service Plan.

Goal 1: Growth of Overnight Visitor Expenditures.

To increase industry revenue, British Columbia needs to attract a growing number of high yield
visitors. Destination BC’s marketing strategy is designed to attract more of these visitors,
generating revenue for British Columbian businesses and employment for British Columbia’s
residents.

Objective 1.1: Our B.C. travel content captivates travellers and creates emotional
urgency to visit British Columbia.

Key Highlights

e Provided captivating travel content through online and offline channels to inspire
potential visitors to British Columbia.

e Promoted travel within British Columbia to residents with a particular focus on the
shoulder season and encouraging travel to all areas of the province.

e Responded to changing market conditions locally and globally (e.g. air routes, visa
requirements, natural disasters, competition, etc.).

e See ‘Key Achievements’ (pages 8-11) for more ‘Key Highlights’ of these ‘Performance
Measures’.
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Performance Measures 2018/19 2019/20 2019/20 2020/21 2021/22
Actuals Target Actuals Target Target
1.1a Consumption of B.C. travel
content promoted by Destination 46 M? 30M 376 M 32 M Maintain
BC!
Auvailable
1.1b B.C. tourism industry revenue® $20.5B +5.0% January +5.0%* +5.0%*
2021

! Data source: Numbers aggregated by Destination BC based on reporting from diverse sources including
Destination BC, its digital marketing agencies and marketing partners.

2The “2018/19 Actual’ of 46 M exceeded the target of maintaining the previous year’s actual of 28 M due in part to
increased marketing investments in short haul markets: British Columbia, Alberta, and Washington State, as part of
wildfire recovery efforts. The cost of generating content consumption is much lower in these markets compared with
longer haul U.S. and international markets, thus content consumption during 2018/19 was higher than anticipated for
the original, pre-wildfire, marketing plan. Thus the ‘2018/19 Actual’ result should be interpreted as a one-time
increase due to the investment in wildfire recovery marketing efforts.

3 Data source: BC Stats (measured on a calendar year).

4This performance measure’s targets were changed in the 2020/21 - 2022/23 Service Plan.

Discussion of Results

1.1a: The consumption of, and engagement with, content promoted by Destination BC measures
our success in captivating potential visitors, which increases their sense of urgency to visit
British Columbia, and hence visitor volume and expenditure. Content consumption increased
well beyond our “2019/20 Target” due to greater efficiencies in media targeting and developing
content that is of interest to potential travellers.

1.1b: Tourism revenue measures the money received by businesses, individuals and governments
due to tourism activities. Changes in tourism revenue reflect increases in visitor expenditures
which is an indicator of performance relative to Goal 1 and an indicator of all related objectives,
and reflects the growth of tourism which is a key economic driver of the British Columbia
economy.

Objective 1.2: Our work amplifies traveler advocacy for British Columbia.
Key Highlights

e Cultivated a community of B.C. brand advocates to recommend travel to B.C through
their networks.

e Forged new relationships with both tourism and non-tourism partners to increase
awareness and distribution of the Explore BC message promoting travel within the
province by B.C. residents.

o See ‘Key Achievements’ (pages 8-11) for more ‘Key Highlights’ of this ‘Performance
Measure’
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T Ve 2018/19 2019/20 2019/20 2020/21 2021/22
Actuals Target Actuals Target Target
1.2a #ExploreBC uses by
!Destmatlon BC s brand _advocates 47M 56M 54 M 6.4 M 70M
in the global social media
community*/?

! Data source: Numbers reported by Destination BC (using third party tracking tool).
2This performance measure was removed in the 2020/21 — 2022/23 Service Plan due to changing consumer
behaviour regarding hashtag use.

Discussion of Results

1.2a: The use of #ExploreBC by Destination BC’s social media brand advocates enables us to
measure our success in encouraging or influencing advocacy for British Columbia as a
destination to visit among their family, friends and colleagues, hence increasing visitation. This
measure also indicates the use of #ExploreBC when consumers post or share content on social
media. The use of #ExploreBC indicates an active level of engagement and advocacy of our
content across multiple social media channels. In 2019/20, Destination BC changed the reporting
methodology used to track #ExploreBC usage to track net (rather than gross) new uses. This
change created a discrepancy between Destination BC’s recorded net new uses each month, and
total aggregated uses reported by Instagram. This is because net new uses nets out decreases due
to older content uses that were subsequently removed by Instagram. As a result of this revision in
methodology, Destination BC did not meet the “2019/20 Target’ of 5.6 million which was set
based on measuring gross, rather than net, new uses.

Objective 1.3: Increase direct and indirect customer leads to tourism businesses.
Key Highlights

e Facilitated purchases, once interest is captured, by connecting visitors directly or
indirectly, through third parties, to B.C.’s tourism products and services, thus generating
customer leads for British Columbia’s tourism businesses.

e Drove tourism sector marketing innovation to help create well-paying jobs in every
region of the province.

o See ‘Key Achievements’ (pages 8-11) for more ‘Key Highlights’ of this ‘Performance

Measure’.
T Ve 2018/19 2019/20 2019/20 2020/21 2021/22
Actuals Target Actuals Target Target
1.3a Number of customer leads for
industry generated (directly or 2 3 3
indirectly) by Destination BC 131M 45M 47M 47M 50M
through digital marketing activities®

! Data source: Numbers aggregated by Destination BC based on reporting from diverse sources including
Destination BC, its digital marketing agencies and marketing partners.

2 The ‘2018/19 Actual’ of 13.1 M total trackable direct and indirect referrals greatly exceeded the ‘2018/19 Target’
of 4.3 M due to an increase in marketing resources dedicated to wildfire recovery efforts, due to the severity of the
2018 wildfire season, and leading to more referrals than were originally anticipated.

3 This performance measure and it’s targets were changed in the 2020/21 - 2022/23 Service Plan. The performance
measure no longer includes indirect leads; targets were updated to reflect this change.
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Discussion of Results

1.3a: The number of leads for industry through Destination BC’s digital marketing activities
measures our success in generating leads for tourism businesses, online travel agencies and the
travel trade, who then work to convert those leads into bookings. The “2019/20 Target’ was
exceeded due to very effective execution of planned marketing activities.

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.

Objective 2.1: Work in partnership with industry and training organizations to
assist tourism businesses to meet and exceed guest needs and
expectations.

Key Highlights

e Delivered industry training in regions across the province, including rural communities
that are diversifying, growing and strengthening their economies.

e Worked collaboratively with Visitor Services Network members, community
stakeholders, local businesses, and Government partners to create more contemporary,
innovative, and authentic approaches to meeting guests’ information needs as they travel
throughout the province.

e Encouraged communities to continue to adopt visitor services with enhanced accessibility
and promote the hiring of persons with disabilities into the tourism sector.

e See ‘Key Achievements’ (pages 8-11) for more ‘Key Highlights’ of these ‘Performance

Measures’.
S e VT o 2018/19 2019/20 2019/20 2020/21 2021/22
Actuals Target Actuals Target Target
2.1a Visitor satisfaction with visitor Maintain
o - . 83.9% NA NA2 or NA
information services
Improve
Ranked #1 Ranked #1
2.1b Competitive ranking of British in 3 of 5 key Maintain in 2 of 5 key Maintain Maintain
. 3 North or North or or
Columbia’s Net Promoter Score . .
American Improve American Improve Improve
markets markets

Data sources:

! Destination BC’s Visitor Satisfaction with Visitor Services Information Study (conducted by independent third-
party research firm).

3 Destination BC’s Key Performance Indicator Study (conducted by independent third-party research firm). Net
Promoter Score® measures the likelihood of visitors to recommend B.C. to their friends or family.

2 Visitor satisfaction with visitor services is measured every second year.
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Discussion of Results

2.1 a: Visitor satisfaction measures whether visitors were able to access the information and
services they needed while travelling in British Columbia from sources supported by Destination
BC (i.e. community Visitor Centres, HelloBC.com, social media, etc.).

2.1Db: British Columbia’s ranking by key North American markets measures our success, relative
to competing destinations, in assisting tourism businesses to create remarkable on-the-ground
experiences for their guests. B.C.’s key North American markets are B.C., Alberta, Ontario,
Washington and California. In 2019/20, the performance for Net Promoter Score fell below the
target. British Columbia and Ontario survey respondents ranked B.C. as #1 compared to our key
competitors in each of those markets. Respondents from Alberta narrowly ranked their home
province ahead of B.C., +51 for Alberta and +50 for British Columbia. A range of factors,
including economic and political conditions, may have impacted the small change in how likely
Albertans are to recommend travel in their home province versus British Columbia.

Goal 3: A Powerful Marketing Network

In alignment with the provincial tourism priorities, Destination BC collaborates with
stakeholders, partners and communities to align and focus collective marketing and development
efforts, to amplify British Columbia’s competitive position in the global marketplace.

Objective 3.1: Collaborate with regional destination marketing organizations, and
other key stakeholders, partners and communities to align and focus
on collective marketing and destination development efforts.

Key Highlights

e Developed and supported the implementation of the provincial Destination Development
Program, in partnership with the Regional Destination Marketing Organizations, including
19 of 20 local area plans and 5 of 6 regional plans to enhance tourism experiences,
businesses and jobs in British Columbia, and elevate British Columbia’s competitiveness
as a destination for travel and investment.

e Examined Destination BC’s funding support for tourism across British Columbia’s
regions, including service contracts with regional destination marketing organizations, in
the context of other Provincial Government funding programs such as the Municipal and
Regional District Tax and Resort Municipality Initiative.

e Continued Destination BC’s Co-Op Marketing Partnerships Program to effectively
leverage public and private funds, enhance the Corporation’s marketing capacity and
drive greater alignment and coordination across each of British Columbia’s six tourism
regions.

e Worked with B.C.’s Indigenous cultural tourism sector by providing stable and
predictable support for ITBC to build and implement a robust Indigenous tourism
strategy that aligns with other organizations in the provincial and national tourism
ecosystem, to increase revenues and jobs and the number of market-ready Indigenous
tourism businesses.

o See ‘Key Achievements’ (pages 8-11) for more ‘Key Highlights’ of this ‘Performance.
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Measure’.
2018/19 2019/20 2019/20 2020/21 2021/22
FETIRITIENGE IEEITE Actuals Target Actuals Target Target
3.1a Tourism businesses’ 7.19
satisfaction with Destination BC ' Improve NA Improve Improve
programs and services® (out of 10)

! Data source: Destination BC’s annual Stakeholder Survey (conducted by independent third-party research firm).
Tourism businesses comprise one of the six strata (i.e. Destination Marketing Organizations, Industry Associations
and Organizations, Travel Trade, Visitor Centres, Travel Media, and Tourism Businesses) whose satisfaction is
tracked through the survey. Scores of the other strata are reported elsewhere and used to inform corporate planning
and program evaluation.

Discussion of Results

3.1 a: Destination BC’s annual Stakeholder Survey enables us to evaluate and improve upon the
quality of programs and services delivered, and the effectiveness of communication with
stakeholders. Due to the impact of the COVID-19 pandemic, Destination BC’s annual
Stakeholder Survey, which is conducted in late April / early May each year, has been cancelled
for the 2019/20 period; thus the “Tourism businesses’ satisfaction with Destination BC programs
and services’ score will not be available for 2019/20.

Goal 4: Business Efficiency

Conduct our business efficiently and improve productivity in a changing environment.

Objective 4.1: We conduct our business efficiently to ensure cost effective provision
of support services that meet evolving business requirements.

Key Highlights

e Lowered support services costs to increase the funds available for tourism marketing.

e Made programs, systems and knowledge more accessible, user-friendly and shareable for
tourism stakeholders, while simplifying application processes and accountability reports
to make it easy to do business with us.

o See ‘Key Achievements’ (pages 8-11) for more ‘Key Highlights’ of this ‘Performance

Measure’.
2018/19 2019/20 2019/20 2020/21 2021/22
A EEE LS Actuals Target Actuals Target Target
1A!.la Percentage of Destination_BC1 77% <10% 7 4% <10% <10%
unds allocated to support services

! Data source: Destination BC’s annual Financial Statements (Corporate Services expenditures).

Discussion of Results

4.1a: The percentage of funds allocated to support services measures our ability to ensure we are
cost effective in meeting our business requirements while improving our ability to compete in the
global tourism market by dedicating more funds to tourism marketing and the provincial
Destination Development Program. Support services costs include accounting operations,
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facilities, administration, human resources, the Chief Executive Officer’s office, and Board
expenses. Destination BC has continued to find efficiencies and increase workforce productivity
through the execution of our digital workplace strategy, including the implementation of
improved information management tools and processes over the past year. Additional
efficiencies were created through the consolidation of our Victoria office, and the renegotiation
of our Vancouver office lease. In 2019/20, Destination BC’s support services were 7.4 percent of
the annual operating expenses and met the ‘2019/20 Target’.

Objective 4.2: We demonstrate business productivity to achieve and be accountable

for generating customer leads and improving industry’s ability to
compete globally.

Key Highlights

o Demonstrated achievement of key program outcomes, including supporting tourism
marketing and industry development activities that improve industry’s ability to compete

globally.
o See ‘Key Achievements’ (pages 8-11) for more ‘Key Highlights’ of these ‘Performance
Measures’.
Ty 2018/19 2019/20 2019/20 2020/21 2021/22
Actuals Target Actuals Target Target
4.2a Size of Destination BC’s
global social media community of 15M 16M 1.7M 19M 21 M
brand advocates!
4.2b a) Number of communities
and sectors participating in
L L2 157 120 153 120 120
Destination BC’s application-based
co-op marketing program b) (total) (total) (total) (total) (total)
number of participating 124 100 121 100 100
communities outside Metro ; . . . .
Vancouver, Victoria and Whistler? (regional) (regional) (regional) (regional) (regional)
4.2c Net Promoter Score of
Participants in the Experience 555 50.0 or 62.0 50.0 or 50.0 or
Design Module of the Remarkable ' greater ' greater greater
Experiences Program3/#

Data sources:

! Numbers aggregated by Destination BC based on reporting from Destination BC, its digital marketing agencies

and marketing partners.

2 Destination BC’s program area public document confirming participants and funding.

3 Overall evaluation of Destination BC’s learning program.

4The definition of this performance measure was updated in the 2020/21 - 2022/23 Service Plan to better reflect the

changes in program format.

Discussion of Results

Obijective 4.2 and Performance Measure 1.3a (above) relate to growing the tourism industry
through business efficiency in key tourism marketing and industry development activities, while
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achieving the Ministerial Directive around Destination BC’s performance-based funding, which
was introduced in Budget 2017.

4.2a: The size of Destination BC’s global social media community of brand advocates is a key
measure of the success of programs designed to encourage people to advocate for British
Columbia as a travel destination to their family, friends and colleagues. Word-of-mouth referrals
and recommendations are the most powerful marketing tools in the travel industry and influence
90 percent of all trips. Accordingly, Destination BC works to ensure real life stories and positive
experiences, from travellers to B.C., are heard. This measure indicates the number of followers
on all of Destination BC’s consumer-facing social media channels (currently includes YouTube,
Facebook, Instagram, Twitter, Pinterest, Weibo, WeChat). In 2019/20, Destination BC exceeded
the 2019/20 Target’.

4.2b: The level of participation in Destination BC’s application-based Co-op Marketing
Partnerships Program measures our success in encouraging the collaboration and alignment of
marketing of community Destination Management Organizations across British Columbia. As
we entered the fourth year of the program, more communities became aware of the program and
the opportunities of leveraged dollars with Destination BC. Communities outside the Greater
Vancouver Regional District, Capital Regional District and Whistler were able to build the
partnerships required to participate in the program, hence the *2019/20 Actual’ of *153 (total) /
121 (regional)’ met the ‘2019/20 Target’.

4.2c: The score of program participants in the Remarkable Experiences Program is a key
measure of the success of the program in assisting tourism businesses in their efforts to deliver
outstanding guest experiences. In 2019/20, Destination BC improved on the ‘2018/19 Actual’
and met the 2019/20 Target’.

Goal 5: Our People

Build a collaborative, insight-driven, results-focused team.
Objective 5: We attract, retain and develop highly skilled and engaged people.
Key Highlights

e Maintained the annual evaluation of employee satisfaction and engagement to assist the
Board of Directors and senior management in identifying opportunities to build employee
engagement, continue talent development by providing employees with ongoing learning
opportunities, increase our capacity to innovate, strengthen our ability to compete for top
talent, and uphold our commitment to diversity and inclusion to maintain a stable and
thriving workplace.

o See ‘Key Achievements’ (pages 8-11) for more ‘Key Highlights’ of this ‘Performance

Measure’.
Performance Measure 2018/19 2019/20 2019/20 2020/21 2021/22
Actuals Target Actuals Target Target
4.09 Maintain Maintain Maintain
5.1a Employee engagement! or Postponed or or
(out of 5) Improve Improve Improve

! Data source: Destination BC’s annual Employee Engagement Survey (conducted by independent third-party

research firm).
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Discussion of Results

5.1a: Destination BC’s annual Employee Engagement Survey enables us to measure our success
in attracting, retaining and developing highly skilled and engaged people as we strive to enhance
the collective capabilities of the people in our industry and in our organization. The survey
assists the Board of Directors and senior management in identifying opportunities to sustain and
enhance a thriving workplace. Due to the disruption to staff working arrangements caused by the
COVID-19 pandemic, Destination BC’s annual Employee Engagement Survey, usually
conducted in April, following the end of the fiscal year, has been postponed until later in the year
or 2021. Destination BC has focussed on monitoring and maintaining the emotional wellness,
remote office needs, and productivity of Destination BC employees during this time.
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Financial Report

Discussion of Results

The 2019/20 fiscal year was Destination BC’s seventh year of operation. Operating surpluses of
$496,000 in 2018/19 and $184,000 in 2019/20 are reported. An accumulated operating surplus of
$1,389,000 is reported as identified in Destination BC’s Statement of Financial Position.

Financial Summary

($ millions) 2018/19 2019/20 2019/20 201_9/20
Actual Budget Actual Variance

Revenue
Contribution from Province 54.138 52.621 52.221 (0.400)
Deferred Government Contributions 0.332 0.360 321 (0.039)
Other Income 0.398 0.147 450 0.303
Total Revenue 54.868 53.128 52.992 (0.136)
Expenses
Marketing 32.864 31.924 31.280 (0.644)
Destination & Industry Development 14.895 13.678 15.129 (1.451)
Strategy, Research & Communications 2.290 3.240 2.210 (1.030)
Corporate Services 3.991 3.926 3.868 (0.058)
Amortization 0.332 0.360 321 (0.039)
Total Expenses 54.372 53.128 52.808 (0.320)
Net Income 0.496 0 .184 184
Total Liabilities 10.034 5.046 9.156 (4.110)
Capital Expenditures 0.191 0.800 0.449 (0.351)
Accumulated Surplus 1.205 0.709 1.389 0.680

Note 1: The above financial information was prepared based on current Generally Accepted Accounting Principles.
Note 2: 2018/19 Government transfers include $2,620,000 received for the Tourism Events Program (TEP) which
was implemented through Destination BC’s Destination & Industry Development Division. 2018/19 was the last
year of the TEP agreement between the Ministry of Tourism, Arts and Culture and Destination BC. The TEP
agreement delegated the administration of program funding to Destination BC for events approved through an
application process administered by the Ministry.
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Variance and Trend Analysis

A net reduction of provincial government transfers decreased total funding to $52.221 million in
2019/20. Destination BC received a $1.030 million increase to base government funding as a
result of the achievement of performance-based funding measures. The increase was offset by a
$2.620 million decrease in the distribution of Government’s Tourism Events Program funding.
2018/19 was the last year Destination BC administered the Tourism Events Program funding on
behalf of the Ministry of Tourism, Arts and Culture.

Capital expenditures were $351,000 lower than budgeted as Destination BC developed an office
reconfiguration strategy to optimize operational effectiveness, business productivity and
employee engagement that will be implemented throughout 2020/21.

Risks and Uncertainties

Destination BC is funded through provincial government appropriations. Destination BC
allocates this funding to programs that deliver on its mandate as described in the 2019/20 —
2021/22 Service Plan.

Destination BC is subject to financial pressures resulting from the increasing costs of digital
marketing world-wide and the impact of the depreciation of the Canadian dollar on the cost of
marketing in the U.S. and other international markets. These pressures are managed by finding
efficiencies, including: investing in continual improvement of workforce productivity;
developing innovative new marketing partnerships; and improving program delivery.
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Auditor’s Report
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Audited Financial Statements
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Appendix A: Additional Information

Organizational Overview

For an overview, please see Destination BC’s Organizational Overview.

Corporate Governance

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

Contact Information

For more information on Destination BC contact:
12th Floor, 510 Burrard Street

Vancouver, B.C.

V6C 3A8

Phone: (604) 660-2861

Fax: (604) 660-3383

Email: ContactTourism@DestinationBC.ca

Or visit our website at www.DestinationBC.ca
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