KeLOWNA

Ripe with surprises

tourismkelowna.com

As a Destination Marketing Organization, Tourism Kelowna
invests in advertising, promotion, and sales strategies that
build intrigue in our destination, generating the desire to
travel to Kelowna.

Presentation to Kelowna City Council
October 26, 2009

Importance of Tourism to Kelowna

* Over 1.2 million visitors annually

»  $346 million annually in spending

* 5100 full-time equivalent jobs

« 2" Jargest employer next to Health Care

« Main Visitor Centre services 40,000+
people annually

-+ Airport Info Kiosk services 175,000
visitors annually
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Summary of Taxes

Municipal
$5 Million
(6%)

Federal
$56 Million |
(62%) &

Provincial
$30 Million
(33%)

Total Taxes = $91 Million

Organizational Structure

1. Not-for-profit incorporated society
2. Elected Board of Directors

3. Stakeholder model

4. Performance based funding model
5. Results based approach
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Key Result Areas

1. Destination Marketing

2. Visitor Services Development
3. Destination Management

4. Advocacy
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Stakeholder Representation

262 voting stakeholders

110 accommodation

75 attractions & activities
22 restaurants

21 arts and entertainment
18 wineries & breweries
16 golf courses
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Accountability to Stakeholders

Annual performance targets
Operational best practices

Sales & Advertising results measured
Data collection monthly — 80% of rooms

Stakeholder results generated by
Tourism Kelowna

Overwhelming support for AHRT
renewal
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Accountability to Governments

City Councillor on Board

Annual submission of approved
business plan and budget

Annual submission of year end report
required by AHRT legislation

Full audit annually

Recognized as model of best practices
for governance and accountability

Ripe with surprises

. Make brand consumable for tourists
. Increase visitors and revenues to

Importance of Tourism Kelowna

. Communicate the brand of the city

businesses and governments
. Lead tourism growth strategy

. Connect with other layers of industry who
market internationally — CTC and TBC
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Generating Tourist Demand

Tourism BC
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Communication Channels

Website

Television/Radio

Print — Magazines/Newspaper
On-line:

- SEO

— big box ads

— targeted direct mail

— pay per clicks

— key word searches

— sponsorships on travel sites
— social media

» Unpaid media — generating of travel articles
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Target Consumers

e Leisure
— Summer vacationers

— Wine & culinary
travellers

— Golf travellers

— Arts, entertainment,
agri travellers

* Meetings and
Conventions

» Sport Events
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Segmented Email Communications

KeLOWNA
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Purpose to communicate information specific
to the visitor's interests.

Specific communications related to segment
(Golf, General, Wine, Family, Festivals & Arts,
Blossom/Harvest)

Emails will consist of short notices of
information like golf courses open for season,
first blossoms, upcoming festivals - wine, ars
etc, harvest.

Each notlice will provide a call to action to visit
with link fo related packages.

Each notice will provide "forward to friend” link
{o encourage referrals of new individuals to
Joins our consumer database

Globe & Mail

June 2009
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Sport Events

KeLOWNA

Ripe with surprises

tourismkelowna.com

10/21/2009

10



