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Introduction

Destination Nanaimo fulfills the responsibility of mark eting Nanaimo to visitors
as a tourist destination through various mediums. Within the marketing efforts
of this department Nanaimo is positioned as a unique and diverse year-round
destination, with the ultimate goal of increasing touris m revenues within the
community. The tourism industry substantiates its val ue to the community not
only by contributing to the economy, but to the over all quality of life in
Nanaimo.

Previously all external destination marketing initiative s were conducted by

Tourism Nanaimo, a non-profit organization funded through membership fees,
Tourism British Columbia and to the largest extent, the City of Nanaimo. The

shift of this responsibility has resulted in Tourism Nanaimo embarking on a new

focus of building product capacity by providing indus try development to

stakeholders, increasing community-level marketing oppo rtunities for the

community and operating Visitor Services which includ es a presence on BC
Ferries. These initiatives complement the role of Destination Nanaimo and

provide a seamless delivery system that benefits community stakeholders.

The provincial tourism marketing body (Tourism BC) re ceived a financial boost
in 2005 of $12million and the industry as a whole has been chalenged with
doubling tourism revenues by 2015. With recent increased investment from the
City of Nanaimo, and the creation of industry partnership s, Nanaimo is aligned
with these goals and is positioned to increase reverues throughout the future.
Armed with the input of the industry by way of the D estination Nanaimo
Advisory Committee, Destination Nanaimo is poised to c ontinue to make
Nanaimo’s travel and tourism industry a successful economic driv er.
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Summary of 2007

The Canadian Tourism Commission reports that foreign spending is at $4.3
billion year to date. This is the third year over year decline since the record level
of spending in 2004. Overall Canada has seen a drop of 8.3% (YD) from
international visitors, primarily driven by the 17.3% drop in same day visits from
the US. The number of overnight visitors from other countries however was up
by 2.3%. According to Statistics Canada, travel from the United States has
declined in all modes of transportation with the exception of boat and rail travel.

There are three main factors for this decline in US traffic according to industry

experts. The first is the Western Hemisphere Travel Initiative. This initiative,

referred to as the ‘passport issue’ requires visitors traveling to and from the

United States by land to carry a passport or NEXUS papers Although the
deadline for this initiative has been extended until June 2009 there is still
confusion within the marketplace about the requirements.

The second factor contributing to the decline in US numbers is the increased
price of fuels. As fuel and vehicle operating costs rise consumers reduce the
number of unnecessary trips, which for some include driving holidays. Many
transportation corporations (e.g. ferries, coach lines) have implemented
surcharges or increased overall fares in order to compensate for increased
operational costs. For the province specifically, these increags have proved to be
a barrier for long haul travellers. As of October 2007, 2.6% fewer US residents
drove to BC for one or more nights stay as compared to 2006

The third contributing factor towards the declining U S visitor numbers is the
strengthening of the Canadian dollar. In the fall of 2007 the Canadian dollar
reached record highs. It has also been found that Canadiansare exercising their
increased buying power to travel abroad rather than domestically. In light of the
fact that this significant strengthening is rather re cent the effects on domestic
tourism revenue have not yet been full realized.

On a provincial level however the picture is not as bl eak as you might expect,
even with the aforementioned challenges facing the tourism industry. Although
the province saw a decrease of 2.6% from US overnight vistors, European visits
have increased by 5.6% and Asia has increased by .2%. As of thend of the third
guarter of 2007 the provincial room revenue was at a total of $1,598,641 (an
increase of 7.8% YTD). The occupancy rate has remained fairlysteady sitting
currently at 70.0%, which is an increase of 1.4 points. The prwincial average
room rate sits at $132.42 which is an increase of 5.5%.
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The marketing efforts of the province’s tourism marke ting agency (Tourism BC)
also seem to be having a positive impact if you consider these numbers; visits to
the consumer focused www.hellobc.com site were up by 68.0% YTD and the
number of calls to the toll free visitor information number rose by 6.2%. The
number of actual visitors to provincial centres has increased slightly by .3%. This
breakdown of inquiry types reflects to the shift of ¢ onsumer travel research
methods seen throughout the industry.

Within the of Vancouver Island region the number of gro ups of visitors to Visitor
Information Centres has decreased by 7.2%. Room revenuesdr the region as of
November 2007 were $248,436.00. Vancouver Island has recorded the phest
level of inquiries of the six provincial regions (64%). T ourism Vancouver Island
reported that April 2007 was the busiest month for inquiries for a to tal of 24%.

The Regional Destination Marketing Organization, Tourism V ancouver Island
(TVI) was granted an additional $2 million dollars in 2005. Sin ce then they have
leveraged that buying power to a total investment of $4.3millon though

stakeholder partnership. The following are some of the tangible results from
these increased efforts; 480% visitor inquiry increase, welsite visitation increased
by 75%, familiarization tours up 39% with 102 media and trade trips hosted in
2006/07, and 150% increase in consumer subscription to the onlire e-newsletter.
Nanaimo is well positioned to benefit from these oppo rtunities through our

organization’s strong relationship with TVI

The Island was also voted as Condé Nast Traveler magazine aghe “Best North
American Island” again for 2007. This is the eighth consecutive year the region
has been awarded this prestigious title. The readers of Travel +Leisure also voted
Vancouver Island “Best Island in the continental US and Canada”. This is the
fourth time the region has been recognized by this consumer group.

October 2007 visitor inquiries to Tourism Vancouver Island were 26% higher
than last year. Alberta inquires are up by 128%, most likely due to the extensive
multimedia campaigns carried out in this market earlier in the year. BC inquiries
were also up considerably by 515%.

Locally Tourism Nanaimo reports a total of 26,395 visitor par ties serviced at the
Visitor Info Centre (YTD). The local hotel occupancy rate sits at 71.0% which
currently is the fourth highest in the province. The average room rate is $98.46
this is an increase of 6.3% from last year. This rate ranks sith (6t) overall within
the group of city centres reported on by Tourism BC.

As of the third quarter the Nanaimo airport has seen a slight increase in
passenger volume in passenger numbers (0.8%) at 128,279. Cruise hip
passenger numbers were down in the 2007 season with a toal of 30,418.
Anecdotal reports from local stakeholders suggest that most businesses
experienced a positive year with a slow start to the summer months (likely due
to poor weather) but a strong fall season.
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The 2007 Destination Nanaimo Marketing plan targeted the key markets of
Vancouver Island & British Columbia, Alberta & Prairie Pr ovinces, and the
Pacific Northwest. Four multi-media campaigns were laun ched targeting the
key audiences in Victoria, Vancouver and Alberta that each produced strong
awareness and thus a foundation on which to build of the 2008 Marketing Pl an.

BC Stats provided by Tourism BC Data Report Novar2b@7, released December 2007

Priorities and Strategies

The goals of Destination Nanaimo are based upon the concet of increasing
destination awareness and subsequent return on investmernt for the local tourism
industry. In 2005 the City contracted Meyers Norris Penny (MNP) and associates
to conduct a destination development and marketing plan for Nanaimo.
Destination Nanaimo attempts to carry out the suggested marketing plan while
being aware that this is a living document and current n eeds and circumstances
ultimately dictate the process of destination marketing.

Destination Nanaimo’s Marketing Priorities for 2008 — 2011:

1. Overall positioning of Nanaimo as a key Vancouver Island destinatio n

a. Implement consistent branding and theme

b. Strengthen exposure with Tourism Vancouver Island and
Tourism  British  Columbia through co-operative and
collaborative marketing efforts i.e. consumer tradeshow
attendance, regional publications and campaigns

c. Increase partnering with other Island-based destination
marketing organizations (DMO’s) and organizations to best
position Nanaimo pre, during and post 2010 Winter Olympics
and as part of the Island destination

d. Increased on line marketing presence in response to he shift in
travel planning methods within the marketplace

2. Shoulder season and winter development:
a. Develop spring and fall getaway campaigns for near-in markets
b. Increase Nanaimo’s profile as a winter, spring and fall meeting
and event destination

3. New market development:
a. Expand exposure of the Nanaimo dive brand in the Pacific
Northwest market
b. Partner to launch the VICC within the Canadian meeting
market

4. Peak season maximization:
a. Continue to represent Nanaimo as a key summer destination in
BC and Alberta markets
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5. Build Nanaimo industry statistical benchmarks, research and data
a. Conduct direct consumer research within lower mainland
market
b. Establish performance measurement and productivity
benchmarks for all destination marketing activities
c. Implement consumer exit surveys in conjunction with industry
partners

Marketing priorities will shift seasonally to reflect key opportunities for the local
tourism industry. Year-round targeted advertising to specific markets will focus
on increasing interest and building awareness about Nanaimo through
development of seasonal multimedia campaigns and tactical ads including
newsprint, magazine, television, and e-marketing.

The ultimate goal is to successfully influence the purchase decision to travel to
Nanaimo. Campaign timing will be planned strategically to provide the
appropriate lead time for the travel decision making pro cess which can vary by
individual markets. Destination Nanaimo will continue to  utilize ‘track-able’
performance measurements and is equipped to monitor the progress and return
on investment over the next four years.

It was identified in the 2005 marketing plan document that the key target
markets for Nanaimo’s destination marketing should be re fined to the
Vancouver and lower mainland and Victoria markets. The dem ographics
suggested were adults with young families aged 25-49 and empty nesters and
early retirees aged 49-64. These two geographic and demogrphic markets
remain the primary target group for destination Nanaimo i n 2008. The
marketing efforts of the department continue within o ther established
geographic markets with the same demographic ranges i.e. Alberta and Pacific
Northwest but to a lesser extent.

While all of the markets have been examined to determine where the best
opportunities exist given the current economic clim ate and trends it has been
identified by the industry advisory committee that fu rther research is still
necessary. In early 2008 Destination Nanaimo will conduct market research to
refine the external target market demographics, psychographics and key
motivators further within the Vancouver and Lower mainland market s.

The 2005 market research conducted by MNP identified 80.2% ofBC residents
surveyed have a positive association with Nanaimo, yet 54.3% do not perceive
Nanaimo as tourist destination. With statistics like thi s in mind Destination
Nanaimo is committed to changing those perceptions thr ough collaborative
marketing efforts and supporting destination developme nt opportunities i.e.
Newcastle Island product and marketing development, the Vancouver Island
Conference Centre, and new hotel property development.
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2008 Initiatives

The 2008 plan continues to focus on raising awareness of Naaimo’s positive
attributes within the identified target markets. The d epartment will continue to
seek out opportunities to showcase individual tourism stakeholders within
respective messaging i.e. kayak operators in co-operativeadvertisements within
kayaking publication.

Arts & culture, history & heritage, outdoor recreation and marine activities will

be the focus of our destination awareness messaging. Itis anticipated that
creating a representation of all respective tourism opportunities within key

markets will result in increasing the average length of stay for visitors as they
learn the wealth of opportunities available for holiday activities .

For 2008, the strategy will focus on “Nanaimo, the harbour city”
as the recognized brand and theme, which complements the Visitor Info services
and the signage and branding throughout the community. M ultimedia
campaigns will continue to be tagged with the theme “Nan aimo, It's amazing
what you can do here!”

The following pages discuss the specific activities that are planned for 2008 in the
areas outlined below:

1.) Geographic Breakdown of Destination Marketing activities:
a. British Columbia
b. Alberta and other Canada

c. Pacific Northwest

2.) Meetings & Events Market
3.) Media Relations & Travel Trade
4.) Research and Web Development

5.) Destination Development
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British Columbia Market - 2007

BC Market Profile:

Population 4,380,256
Age:
20-64 61.4%
65+ 13.6%
Median Family Income $73,294

years
*BC Stats

73% will likely take a BC leisure trip in the next 2

Objective:

To increase visitation from the BC market by focusing on

promotion of

Nanaimo as a short-haul destination with emphasis on unique attribu  tes of the
community and proximity to other destination areas on Vancouver Island

Strategies:

Continue a year-round multi-media destination awareness campaign in
the Vancouver/Lower mainland market

Continue with a year-round multi-media destination awaren ess campaign
for the Vancouver Island marketplace to educate the residents of the
“secrets” or “gems” of Nanaimo that may be unknown to Island residents

Development of a concentrated online marketing campaign to capitalize
on shifts in consumer travel planning habits

Attendance at key consumer shows in the BC market — partnered with
other Island destinations for maximum exposure

Position Nanaimo as a destination in conjunction with th e marketing
efforts of the Vancouver Island Conference Centre

Implement messaging to the Vancouver visitor about Nanaimo’s
proximity and attractions

Collection of consumer names and contacts who indicate further interest
in Nanaimo through various mediums within campaigns for further
advertising in subsequent years
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Alberta & Prairie Provinces - 2007

Alberta Market Profile:

Population: 4,375,763
Age:
20-64 61.4%
65+ 10.4%
Median Family Income: $73,894
55 % “definitely will” take a BC leisure trip in the next two years
39% have taken a vacation of short getaway to Vancouver Islandin the
past 3 years
40 % suggest they are “Very Likely” to visit Vancouver Islan d for vacation
purposes in 2006

Objective:
To raise awareness of Nanaimo as a destination by showcasing the attractions,

history, culture, recreational opportunities and events offer ed as part of the
Vancouver Island destination.

Strateqies:

To build on the heightened destination awareness that has been generated by
significant investment at the regional level through a multi-media campaign
within the Alberta market

Additional media buys based that complement the timing of the multi-media
campaign

Development of a concentrated online marketing campaign to capitalize on
shifts in consumer travel planning habits

Creation of a “long-stay” program in partnership Tourism N anaimo to
promote winter stays in Nanaimo

Attendance at key consumer shows (Calgary & Edmonton)
Collection of consumer names & contacts who indicate receiving regular
updates & info about Nanaimo’s activities and attractions f rom consumer

shows and other marketing initiatives

Secure brochure distribution through media buys whenever po ssible
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Pacific Northwest Market & US — 2007

Pacific Northwest Market Profile:
a.) Washington State: Population 6,287,759
Median Family Income $50,855 US
22% “definitely will” take a BC leisure trip in the next 2
years

b.) Oregon State: Population 3,641,056
Median Family Income $43,570
Estimate travel spending at $3.8 billion

c.) California State: 33,132, 147
Median Family Income $51,647 US
California visitors to Vancouver Island in 2002 spent on
average $100 more than Washington visitors

Objective:

To keep Nanaimo top-of-mind for the Pacific Northwest vi  sitor as a safe,
affordable destination option, while monitoring the impacts of the challenges
facing this market potential.

Strategies:
Development of a concentrated online marketing campaign to capitalize

on shifts in consumer travel planning habits.

To maximize partnership activities with the Nanaimo Port Authority to
market Nanaimo as a destination to cruise ship passengers

Maximize partnership with local dive operators whose ke y target group
originates from within this market.

Attend key travel trade shows to promote specific product
Develop a database of travel agent contacts and consumerswho are

interested in receiving regular information about Nanai mo — to be used
for future marketing opportunities
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Meetings and Events Market - 2008

The Vancouver Island Conference Centre has identified the following as their
target markets; regional, provincial, national and international profe ssional
associations, fraternal organizations, religious groups, corporations and local
groups.

Objective:
To work in conjunction with industry meeting partners an  d the Vancouver

Island Conference Centre to ensure that Nanaimo is positioned as a meetings
destination.

Strategies
Position Nanaimo as a desirable conference destination within

promotional activities of the Vancouver Island Conference Centre

Apply for Tourism British Columbia funding for Meeti ngs BC on behalf of
the community in the spring of 2008

Co-plan & host site visit of VICC for top National sale s representatives in
the fall of 2008.

Creation of a collateral piece that promotes Nanaimo as degination for

conference delegates, spouses and families which can beused for
additional future marketing activities

City of Nanaimo, Economic Development Office — DESTINATION MARKETING PLAN 2008
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Media Relations and Travel Trade Market: - 2008

An integral part of the marketing strategy is the promotion of N anaimo as a
destination to qualified travel media writers and to receptive tou r operators who
build itineraries for the travel trade market. The target market in cludes a
gualified international audience who promote British Columbia, Van couver
Island and specifically, Nanaimo as part their respective initiati ves.

Objective:
To build awareness of Nanaimo as a destination by identifying key travel

media and travel trade, and building relationships with them to contin ually
encourage profiles of Nanaimo for potential story ideas or inclusion on  a tour
package. ldentify key opportunities for maximizing exposure of Nanaimo.

Strategies:
Represent Nanaimo through participation in Tourism Vancouver Is land’s

Media Relations and Travel Trade program

Host qualified Travel Trade and Media familiarization tours (FAMS) to
promote unique the qualities of Nanaimo

Create a media relations strategy focusing on close-in media writers,
Newspaper Group editors, etc to continually promote Nanaimo stor y
ideas (includes sales calls to editors, receptive tour operatas, etc in
Vancouver)

Work collaboratively with the Regional 2010 taskforce to best position
Nanaimo to take advantage of the media opportunities that will be
generated as a result of the up coming Olympic and Paralympic Games.

Maintain photography agreement that will allow usage for all Media
Relations needs (includes needs of Economic Development and
Destination Nanaimo’s marketing needs)

Special projects that may arise within the community partners that
showcase the Destination

City of Nanaimo, Economic Development Office — DESTINATION MARKETING PLAN 2008
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Research and Web Development

A key component of the destination market plan is to evaluate return on
investment by conducting research activities. The primary research collected
will profile key market intelligence for future deci sion making. Much of the
primary research will be collected via website initiatives.

Objective:
To collect primary research through direct consumer and web based surveys.

Track campaign results and statics via web development initiati  ves, collateral
distribution and direct inquires.

Strateqies:

Direct Consumer research within Vancouver & Lower main land
marketplace

Consumer research conducted in major markets through multi-media
campaigns utilizing on-line contesting

Providing unique URLS for all multi-media campaigns and u nique
landing pages for selected initiatives

Consistent follow-up with all co-op stakeholder participants
Specific tracking of 1-800 numbers in campaigns when applicable

Development of an on-line survey to be utilized in pr imary traffic areas
(ferry terminal, accommodation)

Support and input towards Tourism Vancouver Island’'s pl an for Exit
Survey to be conducted 2008 — potentially adding on with Nanaimo

specific components

Manage www.tourismnanaimo.com website optimization contract

City of Nanaimo, Economic Development Office — DESTINATION MARKETING PLAN 2008
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Destination Development 2008

While Destination Nanaimo is primarily responsible for d estination advertising,

an emphasis on destination development is important to the overall success of
the marketing strategy as new product is mandatory for attracting visitors to

Nanaimo. Tourism Nanaimo is committed to working with ¢ ommunity

members to build capacity of tourism product to ensur e there is additional and

ample product to market. The City of Nanaimo is committed to the dev elopment
of the Vancouver Island Conference Centre in addition to infrastructure projects

and recreational facilities.

A total of $55,000.00 from the Destination Nanaimo 2008 budget has ben
allocated towards destination development. Furthermore the Economic
Development office will again receive funds from the Union of British Columbia

Municipalities (UBCM) which are earmarked specifically for tourism destination

development. These funds ($150,000.00) will again be used to futher leverage
the Destination Nanaimo contribution. At this point no t all of the destination
development projects have been identified, however the Newcastle Island Project
initiated in 2007 will continue as noted below.

1.) Newcastle Island Project: $120,000
a. This project is conducted in partnership with the Sn e-ney-muyx

First Nation and BC Parks. This a hands-on capacity-building

initiative which will include implementation of a marke ting

strategy to increase awareness of Newcastle Island and
improvement of product offers. Activities include de velopment of

promotional literature, creation of a database of visitors, worksh ops
for staff and marketing campaigns on BC Ferries and key tourism

publications. The second phase the project will include
infrastructure development i.e. information kiosk and gift shop

City of Nanaimo, Economic Development Office — DESTINATION MARKETING PLAN 2008



For further information regarding this document, please contac t:

Hannah King, B.T.M
Destination Marketing
455 Wallace Street
Nanaimo, BC
VIR 536
(250) 755- 4458
hannah.king @nanaimo.ca
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