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Background

Individuals representing the various organizations that offer history and heritage related experiences within British Columbia have met with representatives from Tourism BC regarding the Experiences BC marketing development program offered by Tourism British Columbia. 

To date sector participant discussions have included representatives from The Land Conservancy of BC, Heritage Society of BC, the BC Museum Association and the Ministry of Tourism, Sports and the Arts – Heritage Branch and independent heritage operators. It has been agreed that a private sector representative from a historical/heritage area e.g. Chinatown, Gastown etc., and a representative of Parks Canada will be added to the group.

The meetings explored the applicability of and the process that might be put in place, through Experiences BC, to nurture and support the efforts of this important component of British Columbia’s tourism offering. The process has evolved and grown and culminated in the development of a Sector situational analysis and the development of a strategic marketing plan. The situational analysis was reviewed and discussed in detail with the group representing the sector stakeholders and Experiences BC on November 9, 2006. The group offered further input with regard to current Sector circumstances and the facilitator led the group through a discussion of key strategies and tactics that flowed from the analysis.

The following document includes some of the initial planning context, summarizes the marketing development implications of the group’s earlier discussions and the industry input related to the current business situation and its strengths, weaknesses, opportunities and threats. The notes also offer some observations gathered from limited available market research, mainly Tourism BC preliminary situational analysis observations, some recent Stats Canada information and the original, but now dated, 1999 TAMS Study.

The following document reflects the discussions and suggested modifications to the situational analysis as well as a review of the key strategies and tactics that evolved from the meeting with the stakeholders. The document outlines the proposed marketing communications plan and tactics that are intended to support the traffic building efforts of the Sector. The document also reflects sector participant comments with regard to product development, consistency, infrastructure and administrative issues that could impact the visitor experience. Sector representatives acknowledge some challenges in these areas and recognize that the success of this initiative will require Sector efforts and support beyond the scope of the marketing communications program.

Program participants see this plan and its execution as an important first phase of what must evolve into an on going and coordinated effort to establish and then sustain a more aggressive and more coordinated province wide History and Heritage Sector marketing development program. 

This following summary is intended to provide a focus for further discussions that are expected to finalize the marketing development plan.

Marketing Planning Context

1. The Sector has submitted an “Expression of Interest” developed largely from content using British Columbia Museum Association. That EOI is being circulated to the other stakeholders for their comments.

2. The sector is largely member and volunteer based, significantly under funded, provincial in nature/reach, with limited paid staff and even less in resources, although the volunteer base is highly engaged, knowledgeable and passionate about the offering.

3. Marketing is generally not a focus or an area of expertise within the sector organizations. Sustainability, in many cases, relies on various types of government funding, donations and grants.

4. The sector seems to receive very limited formal recognition for its economic contribution to the tourism industry and visitor experience. It seems, by all accounts, to be undervalued and under appreciated for its value and ability to enhance or extend a visitor stay. Beyond specific tourism related benefits the Sector believes that a healthy vibrant “presence” also contributes to neighbourhood economic value and aspects of community’s quality of life. 

5. There appears to be limited, available current research at the sector or attractions level on consumer expectations and experiences, or formal market or traffic data. Many of the attractions/areas/sites are “ungated” and traffic data is not available. There are some notable exceptions e.g. Provincial historical sites, and there is some anecdotal information available from other facilities.

6. Program participants have categorized history and heritage experiences most often as second day activities. Though not necessarily a destination draw history and heritage is certainly a visit extender and an economic engine. The Sector is an integral part of BC’s “story” and of significant appeal to the non-BC resident market. Although Sector participants saw the appeal to the non-resident market as the longer-term priority, it was agreed that in the short and near term the BC resident market is the “low hanging fruit”.

7. There are some exceptions to the second day characterization e.g. Barkerville, Royal British Columbia Museum “blockbuster” presentations, or a specific profiled festival or event. These products may be vertical motivator destination experiences that actually draw visitors to BC. Marketing communications efforts should recognize the signature value of these offerings as well as the need for flexibility and timeliness that can reflect seasonal or topical “product/exhibit” changes.

8. The BC resident market would be a key target group as part of any BC 2008 activities recognizing the 150th anniversary of BC becoming a colony. Furthermore, 200th anniversary activities planned for 2008 focused on David Thompson and Simon Fraser are/have been in development. The potential opportunity to leverage marketing initiatives surrounding these bicentennial events is under consideration within the Ministry. Any sector marketing development activities will need to be aware of and where possible, coordinate with these potentially larger Provincial/National efforts.

9. Cultural experiences, although in some ways associated with this sector’s offering, are not a facet to be featured within the marketing effort.

10. Participants favour the use of the word “Heritage” over the label “historical”. The heritage language implies more on going links and relationships with the potential visitor. Historical suggests a point in time and a packaged “shrine”, heritage suggest a link with the past, a continuum and more of a “forum”. 

11. BC’s heritage and history offering can be loosely categorized into 4 areas:

· Heritage areas

· Heritage sites and places

· Heritage events and festivals

· Museums and Art Museums

Objective of the Partnership and Cooperative Efforts with Experiences BC

Although there are a number of ancillary benefits to an expanded marketing development effort in support of the sector, the participants have agreed that the primary focus and measurable benefit we seek together is —

“Increase traffic/visitation to facilities locations and experiences that feature BC’s history and heritage”

Importantly, the success of the efforts will, in the words of participants, create increased sector profile and deliver significant associated benefits including:

1. Getting heritage on the radar screen and developing a better understanding among stakeholders and key influencers as to where and how heritage fits

2. Ensure that heritage is considered part of the Tourism offering and messaging

3. Getting heritage more leverage at the policy and strategic level and a louder voice at the table and a more sympathetic ear among key funding sources

4. An increased appreciation for the value, the benefits and the need for marketing among members and their volunteers

5. Development of greater cultural and emotional awareness of the importance of self-sustainability and self generated revenue among members.

The Market

Information on the overall market and visitor traffic appears to be somewhat generalized and merged with other categories and non-sector groupings but it does provide a context for discussion — 

1. Stats Canada Oct ’04 reports 358 “Heritage Institutions” in BC (Ont. 573) in 2002 –2003 with total attendance at approx. 7.0M (Ont. 18.9M); relatively static numbers since 1997-98; A report in the Vancouver Sun quotes Stats Canada attendance at non profit heritage institutions in BC was almost 5.0M in ’04

2. The Stats Canada numbers note that of $135.0M revenue in the “Heritage Institutions” in BC (Ont. $526.0M) — $70.0M is “unearned operating revenue” (Ont. $380.8M), of the balance, earned revenue is approx 64.0M (Ont., $145.0M); $23.0M is admissions (Ont. $37.0) with an additional $38.0M reported as “other” (Ont. $101.0M).

3. BC institutions report employment levels as 1.0M Full Time; 1.6M Part time and 8.0M Volunteers. As a reference point, Ontario reports 4.3M FT; 3.8M PT and 16.0M Volunteers

4. In BC, admission receipts increased by 20% in 2004 (compared to 2002); “for-profit” heritage institutions had revenue growth of 19.2% (vs. 2004); in 2004 the avg. museum association member admission price was $4.62/visit & represented a 28.5% increase over 2002 avg.)

5. The TAMS Study (Tourism Activities and Motivation Study April ’99), though dated, reports estimated Heritage revenue contributions to BC in millions as $15 - $20; Events and Festivals (cultural) $95 - $105 and Museums /Cultural Attractions $95 - $105. Note: meeting participants believe that although there are considerable grey areas and overlaps, cultural activities should not be included as a part of this particular sector for planning and marketing purposes.

6. The TAMS Study and the Tourism Visitors Study (equally dated April ‘95/’96) offer a number of other random facts and research observations that can act as guidelines in considering marketing issues and priorities for this sector and its role in an overall TOURISM BC marketing messaging. Some highlights are noted below ….. 

7. Visitors to the Okanagan identified activities they intended to participate in while in the valley i.e. heritage or history site 27%, museum 18%, art festival or event 16%, heritage festival or event 9%. In each case, the importance of these activities as a reason to visit the Okanagan rated even higher.

8. In Northeast BC 85% of visitors went to a museum, heritage or historic site (the second highest activity mentioned) and 81% expressed interest in the activity for a similar trip.

9. Activities participation by Canadian Leisure Visitors (page 63 approx. numbers), BC residents specifically:

· local fairs and exhibits 12%

· historic sites 18%

· art museums and galleries14%

· Sightseeing in city/town 65%.

10. American visitors to Canada rank history and heritage activities among the top 10 most popular activities while in Canada e.g. City Stays #1, Events and Festivals – culture #4, Museums and cultural attractions #5, Heritage #7 (49% participation).

11. A 2001 Tourism BC study among Japanese visitors identified participation rates for Historic and Cultural attractions at 30% and Art Galleries and Museums at 19%

	Participation in last two years by Resident 
	General history museums
	In Art Galleries
	Science Museums
	Historic Sites

	BC Alpine Skiers
	44%
	43%
	21%
	8%

	California Alpine Skiers
	51%
	48%
	51%
	33%

	BC Golfers
	45%
	42%
	21`%
	14%

	California Golfers
	47%
	44%
	39%
	33%

	Cdn. Outdoor Enthusiasts Van. Residents
	43% (Vic. 43%)
	45% (Vic. 28%)
	29% (Vic. 15%)
	18% (Vic. 27%)

	Cdn Spa Tourists
	41%
	42%
	30%
	16%

	BC/Alberta Wilderness Resort Guests
	47%
	30%
	23%
	23%

	BC Wine/Culinary Tourists
	50%
	50%
	27%
	25%

	BC Winter Outdoor Tourists
	47%
	38%
	24%
	11%



Note: A special analysis of the ‘99/’00 TAMS Study labeled “Canadian Heritage Enthusiasts” completed in 2002 provides additional comments on the specific sector participants and their activities/interests.

The detailed tables for this sector group are summarized in the Tourism British Columbia Situational Analysis Generic Sections document beginning on page 186. For brevity’s sake and to avoid duplication, the detailed tables and complete information is not reproduced below but some key comments and observations are offered for consideration.

1. Of the 23 million Canadian adults in 2000, 2.6 million e.g. 11%, were defined as Heritage Tourism Enthusiasts (those who exhibit a particular interest in heritage oriented activities when they travel).

2. Americans appear to be more interested in a Heritage experience and represent about 34 million people or 17% of the US population. The growth rate is expected to be about 40% in the US and Canada is expected to attract about 25% or 12.3 million heritage type tourists in the next 20 years. (note this forecast and the study was prepared on data colleted before 9/11 but analyzed after that date) 

3. Canadian growth rates are expected to rise in the area of 35% and outpace population growth, in the words of the study authors, “primarily because heritage activities tend to appeal to older people and to those born outside Canada”.

4. Sector participants are defined as 50/50 male and female; skewed slightly older with 28% 55+; with slightly higher income levels $60k (vs. Cdn. average traveler at $55k); household composition is similar to the average Canadian travel household and about 33% have children.

5. Heritage travelers are more frequent travelers than average; and among Canadians 36% are likely to have visited BC (vs. Ont. 54% and Quebec 44%)

6. The more popular outdoor activities among the Sector enthusiasts are wildlife and wild flower viewing 61% and 50% respectively; hiking and backpacking 48%; a third or more fish, cycle, golf, bird watch or kayak when they travel.

Note: The study noted above also includes a similar analysis of a separate sector labeled “Museum and Related Cultural Institution Enthusiasts”. The body of information for this section begins on page 195 of the Tourism BC Generic Situational Analysis document. The writer has chosen not to include the summary information on this group because the original study interpreted this group to include botanical garden, planetarium, zoos and aquariums in the “sector”. It may also be somewhat duplicative of the Heritage sector discussed above as the museum etc. related participation criteria are identical.

Sector Strengths

1. The sector offers a rich, diverse collection of visitor experiences, something for everyone and includes some existing, well established signature attractions e.g. Barkerville, Fort Steele, Royal British Columbia Museum, Chinatown etc., etc..

2. The diversity of the offering reflects the multicultural nature of the Province and its development in relationship with our “environment”.

3. The sites and attractions are complemented by and are complementary to the overall visitor experience in BC. They serve to enrich the overall visitor experience. Available research suggests the history and heritage experience is often included as a part of any tourism experience in the province no matter what the original destination draw was.

4. The value of a well delivered, in-person, on site experience far surpasses the knowledge and education available from an Internet session. It is however, crucial that Sector members continue to evolve their product offerings and presentations in a way that compliments and enhances the obvious availability and convenience of the internet.

5. Provincial attractions and some other selected sites have visitor tracking information though likely not in consistent forms. Anecdotal information is available in some other cases.

6. The visitor experience is enriched by the incredible passion, education, experience, depth of knowledge and dedication of those who staff the sector offerings

7. Clustered heritage products in different regions enable diverse regional tour possibilities

8. Museums, art galleries, historic sites & heritage properties, places & restorations enhance and add to the memorability of a visit and a visitors appreciation of the local community’s unique sense of place 

9. Most sector offerings provide regular school tour & children’s programs

10. The nature of the product makes it conducive to other value added amenities and revenue opportunities i.e. meals, travel, accommodation, shopping, etc. & “slow” activity.

11. The sector offers access to a significant cross-promotional and communications network including 485 BC museums & art galleries with 7.0 + million annual visitors.

12. The extensive community based volunteer workforce provides an embedded word-of-mouth promotional network with broad cross-cultural roots.

13. The heritage and historic context is virtually everywhere in British Columbia. That heritage experience offers a breadth and depth of partnership and visitor enhancement opportunities province wide.

Sector Weaknesses

1. The “sector” sees itself as operating in an environment characterized as:

· A lack of a well-articulated and comprehensive Provincial strategy for the “heritage” sector

· Inadequate and inconsistent funding compounded by a sector culture that is not oriented toward self-sustainability and self-funding

· A crumbling infrastructure

· A limited depth and breadth of expertise and resources in administrative areas e.g. marketing

· In virtually all facilities funding for any capital or operational expenses is very, very limited

· Challenges in areas related to information technology and interactive exhibitory

2. The sector lacks an easy, convenient and comprehensive visitor trip-planning tool; and to date, the sector lacks a comprehensive database or consolidated inventory of products and services.

3. The sector believes that financial self sustainability is an unachievable goal given that the sector is expected to ensure product availability and creation, preservation and inventory maintenance and storage, and administration and infrastructure while ensuring broad, easy access and “gate” fees at minimal levels. 

4. Although the sector can present a broad marketing message, the diversity of the product and the quality of the execution is inconsistent and the visitor experience varies significantly site by site.

5. The “workforce” is largely volunteer based. There is a component of the sector that operates from a preservationists perspective and is concerned about the impact of marketing development and traffic building activities  — “keepers of collections” rather than “sharers of our heritage”

6. With some very notable exceptions e.g. Barkerville, Fort Steele, Craigdarroch Castle etc., product offerings and presentations may generally need improvements if they are to “compete”, and complement the current world of the internet and experiential and interactive technology.

7. In the face of the above, many sites are challenged (lack of money and resources) to keep pace with the competitive environment driven by technology and interaction and the sector has yet to fully apply IT applications to leverage its potential for communications or promotional benefit

8. There appears to be a lack of current market and marketing research and decision support information. The bulk of the Sector’s sites and offerings are not “gated” and as a result visitor counts and their economic impact are not easily quantified. Individual sector participants lack the resources or the knowledge to identify research needs, opportunities or sources. 

9. There is low top of mind awareness for the sector offering in general and many of the individual significant, signature “attractions” do not appear to have the profile they deserve.

10. The “not for profit” culture and the long-term expectation/reliance on grants and donations inhibits efforts towards entrepreneurship and self-sustainability.

11. The Sector is fragmented and under resourced and cannot easily share information, experiences and best practices.

12. Sector marketing activities are currently very limited and with some noted exceptions, very fragmented and inconsistent. The volunteer nature of the Sector and its financial circumstances make it difficult to source/outreach marketing expertise and there is usually limited linkage to the Community or Regional Tourism Association programs.

13. With the exception of the major institutions, the majority of heritage products do not have the budgets, HR capacity/resources or interactive online presence to effectively promote their collections, events, or visitor experience

14. The sector has only a minimal number of strategic relationships with the hospitality industry and their potential community marketing partners

15. Private sector support, that averaged about 12% in 2004, e.g. sponsorships, donations, business partnerships, and advertising, appears to be declining

Industry Opportunities

It was agreed that the upcoming 150th Anniversary of BC as a colony in 2008 offers a particularly unique and exciting window of opportunity, Experience the History and Heritage of British Columbia. The ability to seize the potential opportunity and its ultimate value will be a function of the financial and emotional commitment of both government and potential corporate partners. The national David Thompson initiative also offers similar leverage and cooperative opportunities along with the planned activities featured as part of the “Honouring the Fraser River and its Peoples” events commemorating the 200th Anniversary Simon Fraser expedition.
1. Tourism British Columbia’s Community Tourism Foundations program is beginning to help assess the economic impact of Tourism at the community level. Identifying the economic impact of history and heritage at the community level will be far more appropriate and productive/effective than an umbrella model at the Provincial level. A community-based assessment will be more effective in assisting local venues and activities that must approach their local municipalities and communities for recognition and funding support.

2. Sector participants identified the Travel Trade and Wholesale component as offering important business building potential, particularly, if packages/components can be created, added and/or bundled for easier presentation and sale by those groups. 

3. The development and presentation of a SuperHost program in conjunction with the History and Heritage effort would help improve the visitor experiences at sector sites.

4. A more active involvement with the Tourism industry and Tourism BC will ensure the History and Heritage sector is a higher profile component within the overall tourism messaging. The sector’s involvement will help it play a more active role as changing demographics and new visitor impacts to the industry.

5. Bundling, partnering and packaging the product more effectively with associated and complementary visitor offerings will make History and Heritage easier to sell, buy and experience. It will also add revenues and further demonstrate the sector’s value as an economic engine.

6. The growing interest in working/education vacations and “participation” offers a marketing opportunity and perhaps a way to help offset some of the volunteer staffing pressures

7. The sector offering appears to be of greater interest among the older age groups, an aging demographic suggests growth potential
8. Adding a stronger heritage sector component to the Tourism British Columbia message will clearly raise the sector’s profile.

9. The Heritage sector Industry Conferences such as BC Museums Association, Heritage Society of BC, Alliance of BC National Historic Sites of Canada among others provide significant communication opportunities
10. The 2010 Winter Olympics will bring both attention and traffic to the Province. Activities associated with pre, during and post Olympics offer huge awareness building opportunities.

11. The Ministerial 3-Year service plan identifies “heritage” as distinct from “culture”, which should highlight the sector’s profile and enable more strategic development of heritage resources

12. A new National Museums Policy is pending which is predicted to increase program and funding resources

13. A pending BCMA/BC community colleges arrangement will establish a BC-wide hosting network for Regional Workshops. Additional training opportunities include such educational ventures as the Heritage Stewardship program in partnership with UVIC and the Heritage Branch. The delivery of these training activities will provide a means to deliver best practices training to sector representatives on any topic—including marketing practices

14. The pending completion of BCMA’s publicly searchable, online “Directory of Museums, Art Galleries & Related Heritage Institutions in British Columbia” will provide a central search & trip-planning resource to market the sector as a whole and could provide the content for other marketing and business building initiatives. “The Canadian Registry of Historic Places” is also a potential source for additional data and inventory development.

15. The network of facilities and products offered by the Sector provides a marketing communications vehicle and a very significant audience base.

16. History and Heritage adds value and texture to perceptions of BC that helps influence immigration and education location decisions of offshore students.

17. BCMA’s new GO Card is a “privileged visitor” program and offers a potential marketing opportunity and assorted cooperative marketing and communications opportunities.  The size and quality of the database as well as privacy issues will determine its ultimate value.

18. Several other related initiatives offer encouraging related opportunities e.g. The Parks Canada Discovery Pass, the renewal of the Federal Provincial Territorial Cultural Heritage initiative and some selected cultural tourism “events”.

Industry Threats

1. The growth and sophistication of on line and interactive technology will continue to add competitive pressures on those trying to compete using static or dated material and those trying to stay “relevant”. Offering a compelling and impactful experience to a generation of technical comfortable younger people with high expectations will demand resources and money not obviously or readily available to the sector.

2. Funding limitations, the diversity and volume of sector product and increasing visitor expectations all in the face of very limited “gate” revenues and price elasticity is putting severe pressure on the sector to deliver/maintain “product” and a relevant, compelling visitor experience.

3. Heavy reliance on multi-level government funding sources (mostly project-based), makes the sector subject to government or policy changes and competing government priorities, (i.e. health care & education), or other same-sector applications; And the absence of long term funding programs makes it difficult to do long term planning.

4. Local government land use decisions are impacting the availability of product and heritage environments.

5. The ever-changing eligibility guidelines and inability to predict annual funding levels through the Province’s Direct Access (gaming revenue) program, and capital asset matching programs creates uncertainty and risks associated with longer term and more aggressive capital and program investment planning.

6. The sector is traditionally a lower government priority at the national & provincial levels with little or no foreseeable expansion of the range or size of funding resources. 

7. An aging, retiring core of sector professionals and volunteer support base is not being replaced. A lack of integration streams & attractive careers (salary levels) means the sector is not attracting youth as prospective future stewards. This challenge is compounded in the northern regions.

8. The sector experience is delivered by volunteers e.g. 85% of the art museum workforce is volunteer-based (c. 2004). There are concerns over the sustainability of that “group”.

9. Aging buildings, many not originally intended for use as museums or art galleries, are in serious need of upgrading, repair or replacement

10. Burgeoning collections of archives & artifacts, perhaps due to the baby boomers’ increased heritage consciousness, (or unwillingness to throw anything away), is challenging the lack of facilities’ storage and exhibit capacity, (only a small % of collections are publicly accessible). These issues are adding significantly to the costs of the sector and taxing resources further.

Some Observations/Conclusions impacting Marketing Planning and Execution 

1. There is a need for a sector wide audit that will create a centralized composite database/inventory of sector members. The information likely exists in separate files within the member organizations including the new BCMA on line searchable database. A more comprehensive product inventory is a crucial tool for communications and research purposes. Coordinating the preparation of some basic consolidated information (e.g. gated, services available etc.) and operating statistics (e.g. membership numbers, marketing material, traffic etc.) is an important step and a role for this sector committee.
2. Completion of an economic impact study will be an important goal for the sector if it is to have the tool to realize a higher profile and establish its value at the community and Provincial levels. A study that demonstrates the economic value of the sector will help ensure its strategic profile and the continuing and hopefully increased support of the various funding sources. This committee can provide the leadership and the coordination of this process with the support of the TOURISM BC Community Foundations process and Tourism British Columbia research resources.

3. Other research needs are related to future planning and measurement e.g. qualitative and quantitative visitor information in the key, high traffic signature sites, who, what, why, where, when and how type questions; web stats as well as the type of stats that relate to tracking visitor numbers, sources and revenue per visitor and revenue sources.

4. The Sector is so broad and diverse that even within the umbrella message some prioritizing decisions will be required to focus the content. There is also both a significant opportunity and a need for the sector to raise its profile at the community and regional level. The sector’s value as a visit enhancement or trip extender does not receive the appreciation it deserves. Facilitating the integration of specific members into the marketing efforts at the local and regional level where visitor participation decisions and “extending” choices are made will be important. Coordination with the Community Foundations program and establishing a higher presence for the sector as an economic engine at the local level will be crucial.

5. Sector education and support will be necessary to shift the culture and perspectives of many of the sector participants towards an appreciation for and an understanding of the marketing tools they will need and want to apply to build greater financial self-sufficiency. In the long term there will need to be an effort towards greater balance between earned revenue and grants and donations. “Not for profit” cannot be synonymous with “reliant on grants and donations”.

6. Helping members capitalize on revenue from available traffic will be an important educational element in the business and operational side of the process. Marketing efforts to help build traffic could be counter productive if costs rise and there is no resulting incremental “revenue”.

7. There is a need to review and sort the new TAMS Study with definitions and categorization that is more in line with the sector’s definition of the components of history and heritage.

8. Visitor tracking information will be essential for measurement and marketing use. Information will need to be collected or in some cases a consistent and repeatable process will need to be put in place to collect this data. An agreed to format and reporting process will be necessary. 

9. Beyond the marketing and traffic building efforts there will be a significant opportunity for operational improvements and enhancements at the Sector execution level. This will be an important element of any effort, if the Experiences BC partnership is to capitalize on the incremental traffic and maximize the return of the cooperative investment in time, money and people.

10. Marketing communications efforts must highlight the experiential and participatory nature of the sector offering and its compatibility and complementary value to the more easily and conveniently available on line product material. In essence, the Internet can help teach you something about the history and heritage of BC but only by being there, can you really participate in it and experience it. With participation and the experience come more understanding and a better appreciation. The Sector offers “Experience and Participation” vs. the Internet that offers “Knowledge”.

11. To capitalize on any marketing development investment and reinforce efforts to use history and heritage tourism as an economic engine the sector will need education and support to facilitate and encourage more product bundling. This educational component should include advice on packaging, history and heritage with appropriate shopping, browsing, garden tours, accommodation and perhaps even dinning and coffee service. Strategic partnerships and alliances will enhance the visitor’s “product” experiences and generate additional revenue for the sector member while supporting the economic engine goals. Packaging in its broadest terms will help make the product even more marketable.

12. The sector needs to be more actively engaged with the tourism industry and better positioned as a valuable economic engine at all levels. The discussion and the positioning certainly have emotional and quality of life components but it must have a strong analytical and economic foundation.

In essence, history and heritage make old fashioned, good business sense.

13. BC’s history and heritage offering can be characterized as being about the Province and its people’s connection to the land. Experiencing and appreciating our history and heritage give you a better understanding of place, our multiculturalism and our adaptability to our environments.

Marketing Communications Strategy

Positioning

1. Position history and heritage as an essential experience in any British Columbia vacation

Role of Communications

1. Create awareness of the diversity and the uniqueness of British Columbia’s history and heritage and its impact on the quality of life and lifestyles in BC

2. Create awareness of where and how you can truly experience the history and heritage of BC

3. Create an attitude among the target groups that experiencing some of British Columbia’s history and heritage helps add context and richness to a vacation/getaway in BC

4. Create an attitude among the target group that adding a history and heritage experience to a British Columbia vacation will make it even more interesting and more memorable

Target Group

Primary target group: British Columbian residents thinking about a holiday in BC or expecting to entertain VFR ; earlier research defined sector participants as 50/50 male and female; skewed slightly older with 28% 55+; with slightly higher income levels $60k (vs. Cdn. average traveler at $55k); household composition is similar to the average Canadian travel household and about 33% have children; high levels of participation rates in a wide variety of activities suggests the target group is very broadly based. There is no available information on ethnicity 


Any visitors to the HelloBC website or those attracted to Tourism British Columbia or regional tourism information sources

Secondary target groups:
Those British Columbians or visitors traveling in the Province with a view to extending their stay or enhancing their travel experience.
Key influences e.g. those providing travel information (media); local media in communities throughout BC that can offer a local history and heritage experience; the local community opinion leaders and council members  

Source of Volume

1. New visitors

2. Repeat visitors

3. Extended stays

4. Local community

5. Visiting Friends and Relatives (VFR)
Consumer End Benefit

Experiencing some of BC’s history and heritage will add a unique flavour to our trip and give us something extra to talk about from our visit.

Rationale/Permission to Believe

Note: in most cases the consumer end benefit and the promise it makes can and should be paid off against a specific history and heritage experience 

1. The unique nature of BC’s history and heritage and the impact it has had on the peoples and life in BC

2. The subject and features of the experience interest me (my family, our group)

3. The extra value of experiencing the site/area and interacting with it as opposed to just reading about it or surfing across it on the Internet

4. Bragging rights for having actually “been there and done that”

5. The opportunity to experience something or learn something out of the ordinary; the special nuances and the inside story

6. The knowledge, insights and experience of the staff

Personality of the Communications

Interactive, friendly, human, fun, British Columbian, engaging, knowledgeable, contemporary

Business Objective

Increase both tourism and sector specific revenues by capitalizing on the value and appeal of the British Columbia’s history and heritage sector as an economic engine.

Marketing Objective

Increase traffic/visitation to facilities, locations and experiences that feature BC’s history and heritage.

Key Marketing Strategies

1. Raise awareness of British Columbia’s history and heritage sector product among key target groups

2. Make it easier and more convenient for potential visitors to source/find and “buy” the sector’s products and services

3. Facilitate sector efforts to ensure participants meet their visitor’s expectations of the experience they offer

4. Support sector member efforts to make it easier for them to operate successfully and more confidently in their local community

Key Tactics

In the initial phase and given practical realities, reviewing the key strategies identified above, the plan proposes the following tactics, subject to budget availability and access to/participation of sector resources:

Raise awareness of British Columbia’s history and heritage sector product among key target groups and key influences

1. Develop and execute a sustained media relations program that highlights both signature provincial sites and a diversity of heritage related facilities, locations and experiences, province-wide (Budget allocation $20,000 based on approx. $5,000 per month for 4 months)

2. Working with the Tourism BC online team to assist the expansion information resources to improve both the quality and the quantity of the sector product content identified within the HelloBC website. 
3. Work with the sector to encourage the building of listings and links to specific member sites in efforts to enhance cross promotional opportunities and search engine optimization via reciprocal links initiatives (Budget allocation $NA)
4. Pursue media relations, advertising and partnering opportunities with British Columbia Magazine (Budget allocation $5,000 ½ page May issue - potentially supported by editorial content)

5. Develop a sector new product information bulletin to be distributed to industry stakeholders such as Regional Tourism Associations and other DMO’s to create awareness and expand product opportunities to be featured for inclusion in their respective marketing vehicles and programs and at the regional web site level (Budget allocation $2000, in addition to content to be generated and distributed via Media Relations activities and “Sector Marketing Coordinator”)

6. Develop and execute a Google click through advertising campaign that targets key words associated with Provincial signature products and identified activities and experiences e.g. Barkerville, Fort Steele, Railway/Train experiences, Emily Carr, Nelson, National Historic sites such as the McLean’s Mill etc. Specific locations and key words are to be identified by the sector representatives (Budget allocation $5,000)

7. Develop a comprehensive photo bank of sector product offerings that can be used to support media relations, promotion and web site contents. (Budget allocation $15,000)

8. “Sector Marketing Coordinator” Identify a sector representative to monitor marketing and communication opportunities associated with sector activities i.e. the Simon Fraser and David Thompson initiatives, media Relations activities. Establish a budget to capitalize on identified opportunities and economies of scale. (Budget allocation $NA provided by Tourism BC at 100% in year one, 75% in year two and 50% in year three)

Make it easier and more convenient for potential visitors to source/find and “buy” the sector’s products and services

1. Develop a consolidated, comprehensive database of the sectors “products” and services. Apply this information to the TOURISM BC inventory and the non-accommodation listing applications program. Support sector member participation in an enhanced HelloBC presentation. (Budget allocation $NA – note individual operations have the ability to purchase a listing on the HelloBC.com website at a base price of $95 – listing enhancements extra)


2. Develop creative and graphics guidelines and establish templates or presentation formats and a cooperative process to take advantage of economies of scale. The objective is to support individual site efforts to promote their offering at the local/visitor decision-making level with simple promotional materials. (Budget allocation $NA to use existing graphic standard for Tourism BC)

Facilitate sector efforts to ensure participants meet their visitor’s expectations of the experience they offer

1. Create awareness of SuperHost training programs specifically targeted towards participation of sector volunteers at select locations throughout the province. (Budget allocation TBD)
2. Create awareness of the training opportunities via the Tourism BC, Tourism Business Essentials program to the History and Heritage sector also available at events such as the Alliance of Historical Sites Conference, BCMA annual conference etc. Program will help facilitate efforts to bundle and package the sector product with associated and complementary visitor offerings, and institute revenue enhancement programs. Include components designed to improve the business and marketing skill sets of specifically sector owner / operator staff . Workshops include: 

· Starting a Tourism Business

· Tourism Packaging & Product Distribution
· Ads & Brochures That Sell
· Travel Media Relations
· Internet Marketing
· Environmentally Responsible Tourism
· Hospitality Law
· Sport Tourism
· Employees First (under development)

(Budget allocation pricing $NA Note: available at various industry events at $65 / per participant for the 

Tourism Business Essentials workshops)

3. Create awareness of additional training opportunities offered through such ventures as the Heritage Stewardship program. (Budget allocation pricing $NA)

Support sector member efforts to make it easier for them to operate successfully and more confidently both provincially and within their local community

1. Define and institute a multifaceted and disciplined research process designed to

a. Establish the economic value by region and community of the sector members and specific attractions, where practical.

b. Identify and profile visitors and visitor attitudes associated with key high profile sites, locations and facilities (specifics to be identified by sector representatives)

c. Establish a uniform tracking and measurement process to consistently report traffic and revenue by categories

d. Track web site visits through HelloBC and member websites


(Budget allocation $NA working with Tourism BC Research Department)

2. Link the history and heritage sector more directly and specifically into the Community Tourism Foundations program to ensure the sector’s value is noted and included in local community planning activities. 

3. Support efforts of the sector to “sell” itself at the community to local and regional councils and media with a formatted presentation that can be adapted for local use with local message inserts. (Budget allocation $NA – Tourism BC assisted)

4. Planned development of a promotional rack card to feature the heritage sector's database and products (e.g. Museums' 'Go Card') as well as the HelloBC.com website that would be distributed through all the member organizations and other channels (BCMA has partner organizations such as Choice Hotels and Budget Rent-a-Car to help offset printing and production costs) Anticipated to have delivery prior to the Council of Tourism Industry Association Conference in February 2007.  (Budget allocation - approx $3000)
Next Steps

· Present Marketing Plan to Ministry of Tourism, Sports and the Arts – Heritage Branch for funding consideration

· Email Draft Marketing Plan to sector working committee for review and feedback by Dec 20th. (Note: The Heritage Branch and BCMA have reviewed and based on approval have agreed to project funding). 

· Marketing Plan sign off
· Finalize details with BCMA as lead funding agent on behalf of the History & Heritage sector marketing consortium

· Complete MOU between History & Heritage sector marketing consortium an Tourism BC Experiences BC program

· Submit Marketing Plan to Tourism BC Marketing Department for partnered co-operative marketing assistance

Sector Sign off of Draft Marketing Plan
	
_______________________________________________________   

John Aldag 
Coastal British Columbia Field Unit, Parks Canada
	
_______________________________
Date

	
_______________________________________________________  
Bill Barkley
Consulting
	
_______________________________
Date

	
_______________________________________________________  Ian Fawcett 
The Land Conservancy
	
_______________________________
Date

	
_______________________________________________________  Patrick Frey
Ministry TSA Heritage Branch
	
_______________________________
Date

	
_______________________________________________________  Rick Goodacre 
The Heritage Society of BC
	
_______________________________
Date

	
_______________________________________________________  Jim Harding 
BC Museums Association
	
_______________________________
Date

	
_______________________________________________________  George Hanson 
Downtown Victoria Business Association
	
_______________________________
Date


	
_______________________________________________________  Jennifer Iredale
Ministry TSA Heritage Branch
	
_______________________________
Date

	
______________________________________________________  Helen Kobrc 
Ministry TSA
	
_______________________________
Date

	
_______________________________________________________  Jan Ross 
Emily Carr House
	
_______________________________
Date

	
_______________________________________________________  Bill Turner 
The Land Conservancy
	
_______________________________
Date

	
_______________________________________________________  Wendy Magnes
Tourism BC
	
_______________________________
Date

	
_______________________________________________________  Brian Follett
Tourism BC Facilitator
	
_______________________________
Date
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