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Dynamic Times for Tourism! 

· Waves of change and shifting currents  

· Creates both challenges and opportunities 

· Three classes of dynamic factors (or drivers) 
affecting our tourism industry:  

· Those we directly control 

· Those others control and we can influence 

· Those we cannot influence  
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Economic Drivers 
       Economic crisis and delayed recovery 

 
               Strong CND dollar, shaky Euro 
 
 

                            Government belt tightening  
 
                            

                             Price of oil & gas,  
                                   ÏÆ ÇÅÔÔÉÎÇ ÁÒÏÕÎÄȣ 
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Evolving Demographics in USA 
· 75 million boomers start turning 62 this year 

· US travellers interested in coming to Canada: 

· 47% are boomers 

· 13% are millennials  (GenY) 

· Only 8% of US households >$150K/year, but they 
account for almost 50% of all consumer spending 

· Travel motivator trends for boomers and affluent   

· ȰSÈÁÍÅ ÓÈÉÆÔȱ 

· Authentic experience seekers 

· Ȱ&ÅÅÌÓ like a dealȱ 
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Social Media  
Outpaces Traditional Marketing 
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ά!ōǎŜƴǘ aƛƴŘŜŘ ¢ǊŀǾŜƭƭŜǊέ 
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· Too distracted by technology (smart phone, 
Facebook, email, googling, e-ÔÁÇÇÉÎÇȣɊ 

· Challenge is how to slow down the traveller. 

· Ideas being tried in New Zealand: 

· ȰWeb-ÒÁÉÓÉÎÇȱ ÁÓ Á ÃÏÍÍÕÎÉÔÙ ÒÅÓÏÕÒÃÅ 

· Ȱ# ÔÏ #ȱ ɀ Customer to Community 



Domestic Tourists Dominate 

· In 2005, BC and Canadian travellers accounted 
for 59% of total tourism revenues in BC. 

 

· In 2010,  Canadian travellers accounted for 80% 
of total tourism spending in Canada! 

 

· Our ȰÂÒÅÁÄ ÁÎÄ ÂÕÔÔÅÒȱ market segment. 
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More Reality Checks 

· Labour force/HR strategies ɀ increasing competition 
for skilled and unskilled workers in BC 
 

· China and India ɀ potentially big opportunities with 
some big challenges 

 

· Post 2010 Winter Olympic Games 

· Economic boost meet expectations?  

· What have we learned? 
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You are not facing all this alone!  
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¢ƘŜ {CLΩǎ tǊƛƳŀǊȅ Dƻŀƭ 
Ȱ4Ï ÅÎÓÕÒÅ ÓÕÓÔÁÉÎÁÂÉÌÉÔÙ ÏÆ our natural 

resources and that angling opportunities 
are maintained and ÐÒÏÍÏÔÅÄȢȱ  
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!ŎƘƛŜǾŜŘ .ȅΧ 

· Significantly increasing support for "#ȭÓ ÔÉÄÁÌ 
sport fishing industry;  

· Enabling mutually beneficial partnerships; 

· Spur business growth for members and industry;  

· Advancing efforts to enhance ȰÃÅÒÔÁÉÎÔÙ ÁÎÄ 
ÓÔÁÂÉÌÉÔÙȱ for the sector (e.g., economic, environmental 

and social/cultural sustainability ). 
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Recent SFI Priorities & Actions 
· Fisheries allocation, management and policy 

· SFAB, IHPC & halibut allocation, etc. 

· Transport Canada (vessel and personnel issues) 

· Catch monitoring project collaboration  

· Electronic log development and pilot 

· Gaining professional recognition for tidal angling 
guides via creation of CTAG  
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Multiple Target Audiences 
Those governing your business environment:  

· Federal Government  

· Over 16 departments and agencies  

· Provincial Government  

· 8 Ministries and 7 agencies 

· Local Government / Communities  

· First Nations Government / Communities  
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Audiences Within Tourism  
· "#ȭÓ ÓÐÏÒÔ ÆÉÓÈÉÎÇ industry  

· SFI members (and would be members) 

· Freshwater sector businesses 

· Broader business community (hotels, 
restaurants, campgrounds, travel trade, suppliers, 
transportation, other tourism attractions, etc.)  

· Other tourism organizations  

· sector associations 

· Destination Marketing Organizations (DMOs) 
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5ƻƴΩǘ CƻǊƎŜǘ ¢ƘŜǎŜ !ǳŘƛŜƴŎŜǎ 

· Financial / Investment community  

· Academia (tourism programs, research, trained staff, 
ÆÕÔÕÒÅ ÌÅÁÄÅÒÓȣɊ 

· Media ɉÐÒÉÎÔȟ ÔÒÁÄÅȟ ÓÏÃÉÁÌȟ 46ȟ ÒÁÄÉÏȾÐÏÄÃÁÓÔÓȣɊ 

· Public  (anglers, travelling, local, general) 
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Yƴƻǿ hǘƘŜǊǎΩ {ǘǊŀǘŜƎƛŎ tǊƛƻǊƛǘƛŜǎ 
· Federal Tourism Strategy (led by Industry Canada) 

· Ministry of Jobs, Tourism & Innovation (MJTI)  
· Gaining the Edge: A 5 Year Strategy for Tourism in BC 
· The BC Jobs Plan 

· Local government 
· Union of British Columbia -ÕÎÉÃÉÐÁÌÉÔÉÅÓȭ ɉ5"#-Ɋ 

annual policy priorities  
 

(Ï× ÄÏ ÔÈÅÓÅ ÆÉÔ ×ÉÔÈ ÙÏÕÒ ÉÎÄÕÓÔÒÙȭÓ ÐÒÉÏÒÉÔÉÅÓ 
for business growth and sustainability?   

What are they missing?  
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Yƴƻǿ hǘƘŜǊǎΩ {ǘǊŀǘŜƎƛŎ tǊƛƻǊƛǘƛŜǎ 

· Tourism industry advocacy groups: 
· Tourism Industry Association of Canada (TIAC) 
· Tourism Industry Association of BC (TIABC) 
· Freshwater Fisheries Society (FFSBC) 
· !ÎÄ ÏÔÈÅÒÓȣ 

· Program delivery organizations 
· go2 (BC ÔÏÕÒÉÓÍȭÓ Human Resource Agency) 

· Local/regional DMOs (multiple year planning cycle) 
 

(Ï× ÄÏ ÔÈÅÓÅ ÆÉÔ ×ÉÔÈ ÙÏÕÒ ÉÎÄÕÓÔÒÙȭÓ ÐÒÉÏÒÉÔÉÅÓȩ 
Are they missing anything?  
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Successful Advocacy 
ό²ŜΩǾŜ Ǝƻǘ ȅƻǳǊ ōŀŎƪΗύ 

· Know your message, and be able to back it up  
(do the research, anticipate the questions). 

· Know your audience and use their language. 

· Stay focused (less is more vis a vis priorities).  

· Be tactically smart ɉ×ÏÒË ȰÂÉÇ 0ȱȟ ȰÓÍÁÌÌ Ðȱ Ǫ ȰÂȱ ÌÅÖÅÌÓɊȢ 

· Be consistent and as transparent as possible. 

· Assess & adjust: situations evolve, dynamics shift. 
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bŜŜŘ ǘƻ .ǳƛƭŘ !ǿŀǊŜƴŜǎǎ ƻŦΧ 
· The tidal water sport f ishing industry  

· Composition and scope 

· Key products and markets 

· Value and benefits (both economic and social) 

· The Sport Fishing Institute of BC  

· Board and membership 

· Mandate and vision 

· Issues and priorities 

· Partners and allies 
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¦ǇƎǊŀŘƛƴƎ ǘƘŜ {CLΩǎ ά¢ƻƻƭ .ƻȄέ 
(What we need to fill it with) 

· An enabling foundation of up-to-date (and 
comparable) economic data & analysis 

· Series of business development tools that serve 
the needs of SFI members 

· Communications & information sharing tools to: 

· Expand awareness of the sector 

· %ÍÐÏ×ÅÒ ÔÈÅ 3&)ȭÓ ÎÅÔ×ÏÒË ÏÆ ÐÁÒÔÎÅÒÓ ÁÎÄ ÁÌÌÉÅÓ 
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A άRoadmapέ ŦƻǊ ǘƘŜ {CL 

· A forward looking and member driven plan 

· )Î ËÅÅÐÉÎÇ ×ÉÔÈ ÔÈÅ 3&)ȭÓ ÃÕÒÒÅÎÔ ÍÁÎÄÁÔÅȟ ÖÉÓÉÏÎ 
ÁÎÄ ÇÏÁÌÓȟ ÔÈÉÓ ȰRoadmap to the Future ȱ ×ÉÌÌȡ 

· Establish the network of resources and products 
required by SFI and its members 

· Identify funding options available to the SFI 

· Set out practical timing and phasing of initiatives 

· Include mechanisms for progress assessment and 
reporting  
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Potential Roadmap Elements 

· Sector 0ÒÏÆÉÌÅ ÏÆ 4ÏÄÁÙȭÓ )ÎÄÕÓÔÒÙ 
· Scope and composition of sector in 2011 

· Historic growth compared to other sectors 

· Business and regulatory environment  

· Trends and issues  

· Economic Analysis ɀ comparative assessment of 
ÔÈÅ ÖÁÌÕÅ ÏÆ ÔÏÄÁÙȭÓ ÓÐÏÒÔ ÆÉÓÈÉÎÇ industry.  

· Labour Market Study ɀ employment data, 
trends, training needs and career opportunities.  
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Potential Roadmap Elements 

· Business Case Development Tools ɀ securing 
access to resources, investment/financing, etc.  

· Marketing  ɀ Emerging market opportunities & 
challenges, leveraging DMO initiatives, etc. 

· Business Certification  ɀ building on the success 
of the CTAG program. 

· Community relations/relationships  
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Keys to Success 
· Partnerships  ɀ establish and maintain practical 

advocacy alliances & program delivery partnerships 

· Monitoring and Reporting ɀ quantify results, 
determine ROI, ensure transparent accountability 

· Assessment and Re-alignment ɀ processes to 
stay ahead of the competition 

· Communications and Info Sharing  ɀ building 
awareness; expanding the network of support  
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Potential Partners in Progress 

· DMOs (National, Provincial, Regional and City)  

· Communities (economic development; workforce; etc.) 

· First Nations 

· Other businesses (target same market segment; offer 
experiences that compliment; labour sharing; etc.) 

· Other organizations/associations (TIABC, TIAC, 
FFSBC, BCFROA, WTA, UBCM,  BC Chamber, etc.)  

2ÅÍÅÍÂÅÒȣ ÔÈÅ ÒÅÁÌ ÃÏÍÐÅÔÉÔÉÏÎ is 
beyond "#ȭÓ borders ! 
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