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Introduction
Study Purpose
This study profiles British Columbia’s (BC) Tourism Sector as part of the Business Council of British
Columbia’s Opportunities 2020 series. The objective of the series is to help shape the vision for the province’s
economic future over the coming decade and beyond. Each profile considers the sector’s current role in the
BC economy, opportunities and challenges, and actions that can be taken to capitalize on such opportunities
and help the sector thrive and grow in British Columbia.
With its natural beauty and proximity to the United States, BC has enjoyed a strong tourism trade and the
economic benefits that go with it. Hosting the 2010 Winter Games will provide a large economic boost to the
province and create unparalleled opportunities for the Tourism Sector. However, going forward, the Tourism
Sector faces many challenges. A changing global economic and demographic landscape, trade relationships,
and evolving technologies will drive demand trends in who will be traveling, how they will be traveling, and
where they will be travelling over the next decade and beyond. On the supply side of the equation, labour
force demographics, access to capital, and the increasing economic and political status of BC First Nations
communities will have impacts on service delivery and investment in the province.
To grow the Tourism Sector and continue its contribution to the province’s high standard of living, these issues
will need to be addressed and the Tourism Sector must seize on identified opportunities.

Structure of the Report
The remainder of the report is structured as follows:
• Chapter 2 provides a brief history of Tourism in BC and a general definition and description of the Tourism
Sector, its relative size within the BC economy, its subsectors, and its main markets
• Chapter 3 assesses the recent economic performance and trends of the Tourism Sector
• Chapter 4 presents an overview of the demand-side factors shaping the outlook for the Tourism Sector
• Chapter 5 presents an overview of the supply-side factors shaping the outlook for the Tourism Sector
• Chapter 6 provides suggestions for potential government and industry action in the face of current and
future trends
• Chapter 7 closes the report with a summary and conclusions
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Background and context
Selected Highlights in BC Tourism
1778 – The first “tourist” to BC, Captain James Cook, reached the west coast of Vancouver Island.
1842 – British agent, James Douglas, selected a new Hudson’s Bay Company Headquarters, at a site called
Camosack, located in present day downtown Victoria. A year later, Fort Victoria was built.
1859 – Father Charles Pandosy was the first European settler in the Okanagan. He planted BC’s first apple
orchard in Kelowna. During the 1890s, many of the Okanagan’s wide open cattle ranges were transformed
into agricultural lands that form the basis for today’s successful wine and orchard fruit industries in the
Thompson-Okanagan region. Thompson-Okanagan wines have become recognized worldwide and attract
many visitors for tours and tastings.
1860s – Gold was discovered in the Fraser River and Cariboo, attracting a vast amount of prospectors,
merchants, and pioneers from all around the world. It was a period of rapid economic expansion; new roads,
railways, and steamships were constructed to transport the extra load.
1886 – The City of Vancouver was incorporated on 6 April 1886, the same year that the first transcontinental
train arrived.
1888 – Stanley Park was opened by Lord Stanley of Preston, the Governor-General of Canada. It is a 1,000
acre urban park, and a major tourist attraction in Vancouver. It is estimated that Stanley Park attracts over 8
million visitors a year, who come to use the parks recreational facilities and experience its natural beauty.
1904 – Jennie and Robert Pim Butchart moved to the Saanich Peninsula on Vancouver Island and started
building the first stages of the Butchart Gardens. Today, the Butchart Gardens is a major tourist attraction for
the Greater Victoria area, and was named a National Historic site in 2004.
1954 – Vancouver hosted the British Empire Games and built Empire Stadium
1961 – The Burfield Lodge and Chairlift on Tod Mountain (later renamed Sun Peaks Resort) opened to the
public. In 1993, Nippon Cable created a new long range Master Plan and a signed a new Master Development
Agreement with the Province of BC for Tod Mountain. The first phase of the Master Plan was initiated, and
approximately $12 million was invested development of new runs, chairlifts, and infrastructure. The lift
company name was officially changed to Sun Peaks Resort Corporation.
1966 – Whistler officially opened for skiing. In 1978, construction began on what would become Whistler
Village. Two years later, in 1980, Blackcomb Mountain opened, making Whistler-Blackcomb one of the largest
ski resorts in North America. Whistler-Blackcomb’s popularity continued to grow through out the 1980s, and
reached worldwide recognition in 1992, when Snow Country Magazine named Whistler as the “Number One
Ski Resort in North America”.
1971 – Hotel room tax was introduced on April 1st under the Hotel Room Tax Act. The rate was set at 5%.
1978-9 – The Super, Natural British Columbia® brand was developed in the late 1970s, which brought greater
interest in British Columbia as a distinct destination.
1979 – A formal application for a trade fair called Transpo 86 was submitted in June to the Bureau
International de Expositions in Paris. The bid was approved in November 1980.
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1986 – Expo 86 opened on May 2nd by the Prince and Princess of Wales and closed October 20th with
20,111,578 visits. Canada Place Trade and Convention Centre highlighted the structural legacies that were
built for Expo 86. The Convention Centre has become an important part of the Tourism industry, serving as a
terminus for cruise ships.
2000 – YVR’s reputation as a world-class facility is confirmed when the International Air Transport
Association’s survey of international passengers rated YVR as Number 1 in the world. YVR’s success
continued to grow over the next 5 years. In 2005, YVR welcomed a record 16.4 million passengers
2003 – The International Olympic Committee named Vancouver/Whistler as the host city for the 2010 Olympic
and Paralympic Winter Games. Major infrastructure improvements in Vancouver include the construction of
games venues sites, which will serve as lasting legacies of the 2010 Winter Games.
2003 – The Vancouver Convention Centre Expansion Project Ltd was incorporated in February as a
provincially owned company under the BC Company Act to plan, design, and build the expansion project.
2004 – Announced in the Throne Speech on February 11th, the BC Government will develop a “Spirit 2010”
tourism strategy to promote resorts around the province.
2004 – Vancouver was voted “Best City in the Americas” by Conde Nast Traveller magazine. (And again in
2005 and 2007)
2007 – In February, Whistler Blackcomb was awarded the BC Tourism Award for Environmentally
Responsible Tourism, presented jointly by Tourism British Columbia and the Council of Tourism Associations
of British Columbia.
2007 – Kelowna was named the “Best Canadian Golf City” by SCOREGolf, Canada’s largest golf magazine.
2007 – British Columbia was named as the “Best Golf Destination in North America” by the International
Association of Golf Tour Operators (IAGTO). .
2007 – Kamloops, nicknamed Canada’s Tournament City, hosted over 100 sports tournaments, drawing
visitors from Canada, US and overseas markets.
2008 – Sun Peaks Resort was named the “Best Family Resort in North America” by the Great Skiing and
Snowboarding Guide.
2009 – Premier Gordon Campbell presided over the official opening of the Vancouver Convention & Exhibition
Centre on April 5th. The Combined facility will serve as the international media broadcast centre for the 2010
Olympic and Paralympic Winter Games. The combined facility boasts 314,000 sq ft of exhibition space,
85,000 sq ft of meeting space and 72,000 sq ft of ballroom space, which includes Canada’s largest convention
centre ballroom.
2010 – With 80 participating countries, 6000 athletes and 3 billion viewers world wide, the 2010 Winter Games
will bring 60 days of celebration and international attention to British Columbia.
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Defining the Tourism Sector
The Tourism Sector involves economic activity related to providing goods and services to tourists. BC Stats
defines tourists as people “who travel to, or stay at, a place outside his/her usual environment for a period of
no more than a year”. Tourists can travel either for business or for pleasure.
Unlike most economic sectors, tourism does not have uniquely defined goods and services. Rather, tourism is
made up of proportions of several different activities, including accommodation and food services,
transportation, retailing, recreation, travel arrangements, vehicle rental services, cultural services, and others.
Many businesses provide goods and services to both tourists and local residents. As such, only the share of
revenues that have been estimated to be received from tourists are counted as part of the Tourism Sector.

The Size of the BC Tourism Sector
To calculate the total economic size of the BC Tourism Sector, BC Stats applies average tourism proportions
to the GDP of activities within the subsectors noted above. Estimates for 2006 – the latest year for which GDP
data is available - put tourism GDP at $5.9 billion 1 , or approximately 4% of total GDP. Using the same
methodology, 120,400 people were estimated to be employed in tourism across the province. As illustrated in
Figure 1 below, one can see that the Tourism Sector is a large wealth creator for the province.

Figure 1.
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Tourism Subsectors
Within tourism, transportation-related services and accommodation and food services account for the largest
shares of GDP. Transportation accounts for 36% of tourism’s total GDP, while accommodation and food
services make up 35%. Approximately 10% of the sector’s GDP stems from retail activities, the remaining
share is comprised of various other industries, such as travel agents, vehicle rentals, vacation rentals, and
performing arts.
Approximately half (51%) of the workers in the Tourism Sector are employed in accommodation & food
services. Transportation industries account for the second largest share of direct tourism employment (24%),
followed by retail trade (14%) and other services (11%).
Wages vary amongst tourism subsectors. For example, transportation accounts for just under a quarter of total
tourism employment, but 42% of total wages within the sector. Figure 3 shows that transportation is the
highest waged subsector, paying 122% of the provincial average, while retail industry workers earned 50% of
the provincial average in 2006.

Figure 2.

2006 Tourism GDP ($1997 million)

Figure 3.

Average Annual Wage as % of all Industry
Average (2006)
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Visitor Origins
Approximately 72% of overnight visitor revenues in BC are derived from out-of-province visitors 2 . Such
revenues, generated by sales of both goods and services, add about $7 billion annually to the BC economy.
It may come as a surprise to many British Columbians though that we are one of our own best sources of
visitors. Fully 50% of visitors and 28% of total spending arises from BC residents travelling within the
province. Another strong source of visitors is the rest of Canada, which accounts for 21% of visitors and 29%
of spending.
In terms of international visitors, the US remains by far our largest market, accounting for 21% of total visitors
and 24% of revenues. Although the stereotypical image of a tourist may be a visitor from a far-off land, all
markets from outside Canada and the US together account for only 8% of visitors and 19% of visitor spending.
Figure 4.

BC Overnight Visitor Origin
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Integration of Tourism with Other Aspects of the BC Economy
An emerging trend in the BC tourism sector is the recognition of the role it can play in furthering other aspects
of the economy. For many years, economic development agencies have known how tourism can be used as a
vehicle for stimulating local or regional economies. However, tourism is increasingly being viewed as a
catalyst for broader business and social development.
Of particular note is the leveraging impact that resort communities, sports tourism, major attractions and major
events can have. Indeed, the development of resort communities can generate economic activity and
business relocations, and Kamloops, which is now sometimes referred to as Canada’s Tournament Capital,
hosted over 100 sports tournaments in 2007 that together generated economic development, infrastructure
improvement and local employment.
A prime example of how major events can positively impact other sectors can be seen through the hosting of
the 2010 Winter Games. As suggested by the diagram below, the tourism activity generated as a result of the
2010 Winter Games is seen as a catalyst for BC business development, economic development, employment,
social development, sports development, arts and culture development, and sustainability initiatives.

Economic
Development

Business
Development

Environmental
Sustainability
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Recent performance and trends of the
Tourism Sector
General Trends
In 2006, tourism outperformed the provincial economy for the 4th consecutive year, experiencing 4.6% yearover-year growth. However, while having made up ground in recent years, tourism still trailed the provincial
10-year industry average growth rate.

Figure 6.

Annual % Change (Real GDP)

Figure 7.

Real GDP Index (1997=100)

Although tourism outperformed the provincial economy in terms of GDP in 2006, employment in the Tourism
Sector lagged behind other industries. While the province as a whole added 4.8% new jobs in 2006, tourism
employment increased by 4.3% to 120,400 jobs.
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Vulnerability to International Shocks
Like many of BC’s industries, tourism is vulnerable to the impact of international shocks. The number of US
visitors travelling to BC has been trending downward since 2001. After the dot-com bubble burst around
2000, the US economy began to slow, resulting in declining visitor numbers for BC. Exacerbating the trend
were the 9/11 terrorist attacks that not only added to US economic woes, but also cast a chill on the travel
industry in light of security fears. While the US economy did recover following 9/11, the commodity and
energy price boom over the past five years pushed up the relative value of the Canadian dollar and helped to
keep US tourists away. Rising gas prices also helped keep Americans off the roads and closer to home.

% Change from Previous Year

Figure 8.
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Figure 9.
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While the 9/11 attacks and resulting decline in US visitations can be seen to have resulted in negative tourism
GDP growth in 2002, the sector managed to offset performance from US visitations in subsequent years.
Increasing overseas visits to BC, as well as spending by travelers from within BC and other parts of Canada,
helped to buoy the negative effects of the decreasing number of US travelers. However, we note the dip in
overseas visits in 2003 during the international SARS 3 outbreak. Again, the dip highlights the Tourism Sector’s
vulnerability to international shocks.

Figure 10.

International Visitor Entries (millions) to BC

Figure 11.

International Visitors Entries to
Vancouver (millions)

8
7
6
5
4
US Entries

3

Overseas Entries

2
1
0
1981

1984

1987

1990

1993

1996

1999

2002

2005

2008

Data Source: BC Stats & Statistics Canada

3

Severe Acute Respiratory Syndrome

Opportunity BC 2020: Tourism Sector

PricewaterhouseCoopers LLP

11

Tourism Subsectors
Performance has varied between subsectors within the Tourism Sector. The most significant growth has come
from the smaller tourism subsectors; GDP in tourism-related retail services has increased by 33% since 1997,
while industries such as vehicle rentals and tourism-related arts entertainment and recreation have shown an
even stronger growth of 39%.
The passenger transportation subsector has struggled in the past ten years as a result of major restructuring
within the industry and large external shocks. Financial difficulties led to many airline carriers ceasing or
cutting back on operations. Moreover, a slowing North American economy at the beginning of the decade
resulted in lower leisure and business travel, before the events of 9/11 accelerated the slowdown.
Figure 12.

Tourism GDP & Employment
Index (1997=100)

Nonetheless, the transportation industry began to recover in
2003, and has more than made up the lost ground. Between
1997 and 2006, the subsector increased GDP by 25%.
Tourist-related accommodation and food services industries
in BC also started the decade in decline with GDP
diminishing between 1997 and 2001. The industry has since
turned around, displaying relatively steady growth, recording
an overall 10% increase between 1997 and 2006.

Data Source: BC Stats & Statistics Canada
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Overall, tourism’s total GDP expanded 23% between 1997
and 2006, and employment grew at a rate of 18%. As for
GDP, trends in employment have varied amongst
subsectors within tourism. For example, employment and
GDP in tourism-related retailing have been rising at
approximately the same rate, while transportation
experienced a GDP growth rate 2.5 times greater than
employment.
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Regional Impacts
Tourism in BC is often thought of as primarily benefiting Vancouver and Victoria. Indeed, 51% of non-resident
tourists have historically reported visiting Vancouver and 31% report visiting Victoria 4 . However, all regions of
the province have vibrant tourism industries. Tourism is becoming increasingly important to many small
communities as resource-based sectors undergo major restructuring.
Figure 13.

Visitor Travel Patterns Within BC
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The fastest growing region in BC in 2007 within the tourism industry was the North Coast region. The region’s
room revenues increased by 28.9%, most of which came from the higher revenues from fishing lodges, motels
and hotels. The region of Nechako recorded a sizeable increase (19.1%). Interior regions of the province,
including Kootenay (13.9%) and Thompson/Okanagan (12.2%), also experienced significant growth.
Vancouver Island/Coast (8.2%), Cariboo (7.8%) and Mainland/Southwest (6.6%) registered more modest
growth. The Northeast (-7.1%) was the only region to suffer lower revenues than in 2006 as that region
experienced a sharp drop in business at motels and temporary accommodations for seasonal workers.
Figure 14.

Annual % Change in Room Revenues by Region (2007)
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Demand-side factors shaping the outlook for
the Tourism Industry to 2020
BC’s Tourism Sector, like all sectors, is facing a future full of economic, demographic, social, and
technological changes. In addition, the sector will start the decade with a big lift as the province hosts the 2010
Winter Games. In this chapter, we discuss the demand-side factors shaping the outlook for the tourism
industry to 2020.

Tourism Marketing
In today’s world, there is keen competition between jurisdictions for tourism market share. As a result,
effective tourism marketing efforts are central to the health of a region’s tourism sector. Although individual BC
tourism and hospitality companies employ their own marketing efforts, the majority of BC tourism marketing
efforts are carried out and/or coordinated by dedicated marketing organizations that promote regions and
cities. There are four main levels to the structure of these marketing organizations:
• Canadian Tourism Commission (CTC) focuses on marketing Canada as a whole. In recent years, it has
focused its efforts on attracting international visitors, with less effort being directed towards promoting
tourism within Canada by Canadian residents. The CTC is a crown corporation of the federal government,
and was relocated to Vancouver from Ottawa in 2005 (it is the only federal crown corporation
headquartered in BC).
• Tourism BC has responsibility for marketing tourism throughout the province, to both international visitors
and to Canadian residents. Tourism BC is a provincial crown corporation that is funded primarily through
the BC hotel room tax and Provincial government grants and contributions. In recent years the provincial
government has taken action to substantially increase the amount of funding provided to Tourism BC, and
their policies and objectives generally align with those of Tourism BC.
• Regional Destination Marketing Organizations (RDMOs) promote tourism within a specified region of
BC. There are six RDMOs in BC, representing Vancouver Island, Vancouver Coast and Mountains,
Thompson Okanagan, Kootenay Rockies, Cariboo Chilcotin Coast, and Northern BC. The RDMOs receive
most of their funding through Tourism BC.
• Local Destination Marketing Organizations (DMOs).promote tourism within a city or local area. The
main source of funding for most DMOs is the Additional Hotel Room Tax, a 2% tax added to hotel bills in
participation communities. At present there are 44 cities or local areas that receive funding from the
Additional Hotel Room Tax. The largest of the DMOs are Tourism Vancouver (from which originated the
Vancouver/Whistler 2010 Winter Games Bid), Tourism Whistler and Tourism Victoria.
Taken together these marketing organizations provide a comprehensive set of marketing entities that are
designed to reflect national, provincial, regional and local priorities. These organizations can point to
numerous individual and group successes, and the overall structure is viewed positively in other jurisdictions;
however, such a structure can produce challenges in terms of coordination, focus and effective use of
resources.
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The 2010 Winter Games
The 2010 Winter Games in Vancouver and Whistler are expected to attract some 250,000 athletes, media,
and spectators to the province during the Games. In addition, the excitement and exposure generated by the
2010 Winter Games are expected to attract many more visitors leading up to and after the Winter Games.
To maximize the tourism impacts of the Games, the Government of British Columbia has made focused
investments towards meeting a 2003 provincial goal of doubling tourism revenues by 2015 to roughly $18
billion. To achieve this goal, the provincial government endorsed the Spirit of 2010 Tourism Strategy, which
included a doubling of annual funding to Tourism British Columbia that increases the agency’s annual
marketing budget to $50 million. In addition, the Union of BC Municipalities was given a one-time grant of $25
million towards local tourism promotion across the province. The Canadian Tourism Commission (CTC) was
also granted $26 million by the Government of Canada to establish a business development unit to lead the
implementation of an Olympic Games Tourism Strategy. The CTC recently received a further $40 million
injection from the 2009 federal budget, with the money targeted at domestic and international tourism
programs.
Full scale marketing efforts around the 2010 Winter Games did not begin until 2008. However, the 2010
Winter Games have already generated a significant amount of media momentum. Figure 15 shows the
annual increase in media coverage regarding the 2010 Winter Games based on hits in the Google Media
Archive.
Figure 15.

Media Coverage Regarding the 2010 Winter Games
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During the 2010 Winter Games, there will be two full-service media centres operating during the sporting
events, in addition to press and broadcast facilities at each competition venue. The Main Media Centre
(MMC) in Vancouver will house the Main Press Centre (MPC) and the International Broadcast Centre (IBC). It
is expected the world wide media attention throughout the Games will lead to continued tourism growth postGames.
PwC has projected overnight visitor volumes through 2010. Figure 16 shows the large jump expected in 2010
due to the Olympics, following declines in 2008 and 2009 due to the global financial crisis.

Opportunity BC 2020: Tourism Sector

PricewaterhouseCoopers LLP

15

Figure 16.

BC Visitor Volumes (2000-2010)
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Sport Tourism Olympic Legacy
In addition to attracting more traditional tourists, a major anticipated impact of the 2010 Winter Games is a
lasting sport tourism legacy.
The 2010 Legacies Now Hosting BC program provides funding to organizations interested in staging
international and national sport events in British Columbia. This program has an emphasis on PreOlympic/Paralympic test events leading up to the 2010 Winter Games, helping to leave lasting sport and
community legacies throughout BC. The most high profile winter sport events hosted from 2007 to 2009 in BC
include:
Figure 17.

Major International Sporting Events Hosted in BC

International Winter Olympic and Paralympic Events Hosted in BC
(2007-2009)
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Freestyle Skiing
2007 Freestyle FIS World Cup in Half Pipe, Moguls & Aerials

Opportunity BC 2020: Tourism Sector

Mar-07
March 5-10

Salmon Arm

Women's Hockey
2007 Women's National Championships

March 8-11

March 10-14

Silver Star
Mountain, Vernon

Freestyle Skiing

Mount Washington

Cross Country Skiing and Biathlon (Paralympic)

2007 Junior National Freestyle Ski Competition

2007 IPC Nordic Skiing World Cup Finals
March 13-17

Kelowna

Sledge Hockey
2007 World Sledge Hockey Challenge

March 19-23

Kimberley

Alpine Skiing - Disabled
2007 Canadian Alpine Disabled Ski National Championship

March 21-25

Victoria

Swimming
2007 Spring National Championships, Pan Am Games and FISU Games
Trials

March 22-28

Whistler

Alpine Skiing
2007 Pontiac GMC National Championships

March 22-30

Vernon

Curling
2008 Ford World Women's Curling Championship

March 23-24

Richmond

Boxing
2007 Golden Gloves Tournament

March 31 April 1

Cypress Mountain,
West Vancouver

Snowboarding
2007 FIS Snowboard NorAm at Cypress Mountain

Apr-08
April 3 - 6, 2008

Victoria

Curling
Asham World Curling Tour Bear Mountain Arena Curling Classic

Oct-08
October 24 - 26

Vancouver

Speed skating (short track)
ISU Short Track World Cup

Dec-08
December 5 - 7

Vernon

Cross-country skiing
FIS NorAm Cross-Country Competition

December 14 18

Invermere

December 16 18

Callaghan Valley

December 17 18

Callaghan Valley

December 29 January 4, 2009

Port Alberni

Alpine skiing
Panorama NorAm
Cross-country skiing and ski jumping
FIS Continental Cup Nordic Combined
Ski jumping
2009 Ladies Ski Jumping Continental Cup
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Hockey
2009 Under 17 World Hockey Challenge
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Jan-09
January 17 - 18

Callaghan Valley

Cross-country skiing and ski jumping
2009 Nordic Combined World Cup

January 23 - 25

Callaghan Valley

Ski jumping
2009 Ski Jumping World Cup

January 24 - 25

Kelowna

Snowboarding
Canadian Open Snowboard Tour

January 24 - 25

Rossland

Cross-country skiing
2009 Haywood NorAm and Teck Cominco Sprint

Feb-09
February 1 March 1

Victoria

February 2 - 8

Richmond

Curling
2009 Scotties Tournament of Hearts
Figure skating
ISU Four Continents Figure Skating Championships 2009

February 2 - 8

West Vancouver

Freestyle skiing
2009 Canada Post Freestyle Grand Prix

February 13 - 15

West Vancouver

February 16 - 21

Whistler

Snowboarding
Snowboard FIS World Cup
Luge
2009 Viessmann Luge World Cup

February 21 - 28

Vancouver

Wheelchair curling
2009 World Wheelchair Curling Championships

February 28 March 4

Whistler

Alpine skiing
Canadian J1 Championships

Mar-09
March 3 - 7

Callaghan Valley

Para Nordic (cross-country and biathlon)
IPC World Cup

March 5 - 15

Vancouver

Curling
2009 World Junior Curling Championships

March 10 - 14

Comox

Para Nordic (cross-country and biathlon)
2009 IPC Cross-Country Skiing and Biathlon World Cup Finals

March 11 - 14

Whistler

Para alpine skiing
IPC Alpine World Cup Finals

March 11 - 15

Callaghan Valley

Biathlon
E.ON Ruhrgas IBU World Cup

March 12 - 15

Richmond

Speed skating (long-track)
ISU World Single Distance Speed Skating

March 23 - 26

Kamloops

March 27 - 29

West Vancouver

Para alpine skiing
Canadian Para-Alpine Ski Championships and IPC NorAm
Freestyle skiing
2009 Canada Post National Freestyle Skiing Championships
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The hosting of national and international sport events will provide opportunities to facilitate sport, economic,
social, and community development within British Columbia. Communities will have both the physical
infrastructure and organizational capacity to build sport tourism into their long term economic development
plans through funding provided by 2010 Legacies Now Hosting BC program.

Economic factors affecting the sector
While the 2010 Winter Games represent a huge opportunity to increase tourism in BC, rapidly deteriorating
global economic conditions since September 2008 will undoubtedly impact negatively on BC’s tourism market
over the short to medium term. Some of this negative impact may be offset by falling gas prices and a
softening Canadian dollar by creating a relative cost advantage for BC in the US market. However, overseas
visitation may be weak as European and Asian markets weather the current economic crisis. Looking forward,
most forecasters expect to see signs of recovery in the global and North American economies by 2010.
The events of 2008 have proved false the “decoupling” hypothesis that the world economy can grow robustly
despite a US recession. However, in the long-run, we should see a continued structural shift in the growth
engine of the world economy away from the G7 and towards emerging markets.
At its current rate of growth, it is possible that the Chinese economy could overtake that of the US by 2025 to
become the world’s largest economy. Moreover, the Indian economy is on pace to grow to almost 90% of the
size of the US economy by 2050. Importantly, since British Columbia has key cultural ties to many of the
fastest growing Asian and other emerging markets, it may have an advantage over other markets in attracting
visitors from these fast growing countries.
While the overall volume of visitors to British Columbia continues to increase, the relative proportion of
visitation from each market origin continues to shift according to the political/economic/social environment in
the country from which the visitor originates, and the degree of competition for these visitors from other
countries, states and provinces.

Outlook for Key BC Tourism Markets
In the following sections we have detailed the outlook for key BC tourism markets. For each market, we
present information on current visitor trends and discuss factors that may affect these trends by the year 2020.

The Domestic Market
(%)

British Columbia
% of BC Visitors
% of BC Revenues

BC Economic Growth ‐ 2006 to 2020

4
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Source: Tourism BC, Tourism Performance
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British Columbians typically comprise approximately half of
the overnight visitor volume in BC, but under one- third of
total overnight visitor revenue. Although the population of BC
is expected to expand by close to 20% by 2020, economic
growth in BC is expected to average only about 2% to 2020.
This reflects an aging labour force and projections for fairly
weak productivity growth.

Source: Conference Board of Canada; BC Forecast Council

This moderate economic growth may have a positive impact on BC resident visitation in that constrained
households may opt to vacation locally. The BC regions most often visited by BC residents are the Vancouver
Coast and Mountains (Whistler) and Vancouver Island and therefore these regions will benefit from visitors
discouraged from travelling to the United States or abroad.
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Moreover, the 2010 Winter Games are expected to draw a substantial number of visitors from around BC in
the Olympic year itself and in the years that follow. The increase in resident BC visitors in the Olympic year is
expected to be over 10% with a sustainable increase in the post-Olympic period of close to 8% per year.

Figure 18.

BC Visitor Volumes – BC Residents (2000-2010)
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overnight visitors and 29% of revenues. Two of BC’s most
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2.0
2.5
3.0
3.5
major proportion of the eastern BC market. Albertans tend
to travel more during the summer, but are steady visitors
Source: Conference Board of Canada
at eastern BC ski resorts in the winter. The Conference
Board of Canada is currently projecting that Alberta will lead all Canadian provinces in average economic
growth to 2020. Risks to this forecast include a protracted decline in energy prices leading to stagnant oil
sands investment. However, as the global economy recovers from the current economic crisis, it is likely that
energy prices, driven by immense demand from developing Asian markets, will again increase. Therefore,
Alberta should remain a key visitor market.
Ontario generally accounts for around 3% of overall visitor volume and 7% of visitor revenue, and is BC’s
highest-yield Canadian market. Ontario’s economy is closely tied to that of the United States. Although its core
strengths, manufacturing and the automobile industry, are currently struggling, Ontario is a large and
diversified economy that will recover from its current struggles over the long-term and continue to be an
important visitor market for the BC tourism industry.
Canadians from other so-called long-haul markets should also continue to visit BC, especially in the postOlympics period. BC may see a sustainable increase in overnight visitors of 8% per year from non-BC
Canadian markets due in part to the awareness and excitement created by the 2010 Winter Games.
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Figure 19.

BC Visitor Volumes – Rest of Canada (2000-2010)

6,000
5,000

thousands

4,000
3,000
2,000
forecast

1,000
-

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010

Source: PwC Estimates

(%)

2020

2019

2018

2017

2016

2015

2014

2013

2012

2011

2010

Having the world’s largest economy directly to the south provides
the Canadian tourism industry with a definite advantage. The US
is BC’s largest source of international visitors. US tourists tend to
primarily visit Vancouver, Whistler and Victoria, with the majority
of visits in the summer months. The BC market is a major ski
destination for American visitors and Vancouver is a popular
location for conventions and meetings.

2009

Source: Tourism BC, Tourism Performance (2005)

2008

21%
24%

2007

% of BC Visitors
% of BC Revenues

US Economic Growth ‐ 2006 to 2020

3.5
3
2.5
2
1.5
1
0.5
0
‐0.5
‐1
2006

The United States

Source: IMF World Economic Outlook

Notwithstanding current economic turmoil, the United States will
be one of the primary engines of the global economy for years to
come and the US should remain the largest international market
for BC tourism. The IMF projects that the US economy will
recover from recession in 2010, growing at a trend rate of about
2.2% to 2020. Moreover, the US has one of the fastest growing
populations in the developed world. The United Nations projects
that the population of the United States will grow by approximately
15% from 2006 to 2020.
It is expected that US visitors will form the majority of international
visitors coming for the 2010 Winter Games. Moreover, it is
expected that hosting the 2010 Winter Games will create a longrun increase in US visitors of approximately 8%.

Source: United Nations World Population Database

One factor that may negatively impact visitation from the US to BC in the short-run is the Western Hemisphere
Travel Initiative. The WHTI includes provisions for more restrictive documentation requirements for crossborder travel. Specifically, the initiative requires visitors to have a passport in order to be admitted across the
US-Canada border. The Conference Board of Canada predicted a cumulative loss in visitor spending from the
US to Canada (prior to the initially planned implementation date of 2008) to be valued at $1.7 billion. An
updated assessment (August 2006) revised the numbers to a cumulative loss between 2005 and 2010 of $3.6
billion. However, the impact of this initiative should decline over time.
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Another potential negative factor for US visitations is the 2007 cancelation of the Visitor Rebate Program
(VRP), which reimbursed foreign visitors to Canada of all GST payments made while in Canada. The program
has been replaced by the targeted Foreign Convention and Tour Incentive Program, which reimburses some
or all of the GST/HST paid by qualifying visitors. The program focuses tax incentives towards the lucrative
convention and package tour market. However, the elimination of the VRP does raise the relative cost of a
Canadian visit for the large self-guided tourist market from nearby US states. At a current GST rate of 5%, the
elimination of the VRP can be compared to a 5% appreciation of the Canadian dollar.
Figure 20.

BC Visitor Volumes – USA (2000-2010)
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Outside of North America, Asia Pacific is BC’s largest source of
tourism revenues. The market is currently dominated by Japan
and Australia. However, economic and demographic trends
point to the emergence of China, Korea, and India as the key
growth areas from the region.

Source: IMF World Economic Outlook

The Japanese economy is still struggling to shake off the
lingering effects of its “lost decade” of economic stagnation.
Although the Japanese economy showed some signs of
recovery in recent years, the global credit crisis has proved to be
a major setback to that recovery. Moreover, due in large part to
Japan’s declining population, long-run GDP growth is expected
to average just over 1% to 2020
With the world’s largest population (1.3 billion), China is the
world’s fastest growing major economy. At its current growth
rate, China is predicted to overtake the United States as the
world’s largest economy by 2025. China has a rapidly growing
middle class and loosened travel restrictions should translate to
this segment of the Chinese population travelling abroad in
greater volumes.
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The destination of Chinese outbound travelers is largely
determined by which countries have been granted Approved
Destination Status (ADS). Canada has been in negotiation with
China since January of 2005 to be granted ADS. Given BC’s
large Chinese population, approval of Canada for ADS could
bring a windfall of Chinese leisure travelers to BC.
With limited representation, the region as whole is not expected
to be significantly impacted by the 2010 Winter Games.
However, countries like Korea, Australia, and Japan may show
spikes in visitor volume around the Games given their
participation and interest in the Games.
Figure 21.

Source: IMF World Economic Outlook

BC Visitor Volumes – Asia Pacific (2000-2010)

1,000

thousands

800

600

400
forecast

Source: United Nations World Population Database

200

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010

Source: PwC Estimates

Europe
% of BC Visitors
% of BC Revenues

3%
7%

Source: Tourism BC, Tourism Performance (2005)

The majority of European visitors to BC come from mature,
western European economies. Germany, Europe’s largest
economy, accounts for the highest share of European (excluding
UK) visitors to BC. Other important European markets include
France, the Netherlands, Italy, and Spain.

Source: IMF World Economic Outlook

A common thread among these large western-European
economies is a troubling lack of economic dynamism. Many western European economies have struggled for
years with rigid labour markets, high unemployment and stagnant productivity growth. Because of this,
European economic growth to 2020 is projected to hover around 1.5%. Moreover, like much of the developed
world, Europe is saddled with an aging or contracting population. The population of Europe as a whole is
projected by the UN to fall by 1.3% from 2006 to 2020 while the population of Western Europe is projected to
increase slightly by 1.8% over the same period.
Despite these negative trends, high income levels and a strong Euro should translate to European markets
continuing to be a relatively important market for BC.
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Many of the leading competitors in Winter Olympic events are
from European countries and therefore it is expected that the
2010 Winter Games will be a big draw for European visitors. The
increase in European visitors in 2010 is expected to be as high
as 10% from some markets. Moreover, enhanced media
exposure and increased marketing efforts related to the 2010
Winter Games could translate to visitor volumes that are 5%
higher per year through 2020.
Figure 22.

BC Visitor Volumes – Europe (2000-2010)
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Demographic and Social Trends
Population and Education of US Citizens aged 55 yrs and above
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Tomorrow’s senior population will not
only be more populous than today’s, it
will also be wealthier and more
educated. Industry studies have
shown education to be a good
predictor of travel patterns. A more
educated tourist population will not
only be interested in rest and
relaxation, but also cultural,
educational, and experiential
activities.

Figure 23.

thousands

Boomers

Source: US Census Bureau

The aging of the baby boom generation will no doubt impact the tourism market. An older tourist population
will have particular travel characteristics and demands. For one, accessibility will be a major determinate of
travel activities. Provincial programs like 2010 Legacies Now’s “Measuring Up” program are helping
communities across the province prepare for these demands and position themselves as accommodating and
inclusive tourist destinations.
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Immigration
A small population and low
fertility rate has lead Canada
to practice an open
immigration strategy. Canada
is one of the most ethnically
diverse countries in the
world. The country grants
citizenship to approximately
300,000 new immigrants
each year. This
demographic trend presents
new opportunities for the
Tourism Sector to encourage
immigrant Canadians to
explore their adopted country
and invite friends and
relatives from their homeland
to visit.

Figure 24.

Immigrants as a % of the Population, Canada
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Source: Statistics Canada

Sustainability
Increasing urbanization and development are reducing the supply of pristine ecosystems around the world.
Tourists seek out those areas of the world that offer rare glimpses of raw natural beauty. Slogans like “Super
Natural British Columbia” and “The Best Place on Earth” reinforce BC’s connection to the natural environment
and its branded image in the tourism market.
As global environmental awareness and activism increase, tourists will also seek to minimize the
environmental footprint of their travels, demanding better waste and energy management from their service
providers. Positive environmental actions being taken by BC provincial and municipal governments, as well as
industry and citizens, are placing BC in the forefront of sustainability in North America.
However, BC does face a serious threat to its
natural environment with implications for the
tourism industry. The mountain pine beetle
outbreak – a product of unnatural aging and
densification of BC’s pine forest due to fire
suppression, as well as recent winter warming
conditions – has lead to the devastation of vast
stands of pine. The outbreak is projected to
destroy 80% of the pine forest in BC by the end
of the next decade. As infected trees slowly
decay, impacts will ripple throughout connected
ecosystems, such as species migration, soil
erosion, and water contamination. Hunting,
fishing, and recreational tourism in interior BC
will no doubt be affected by this phenomenon.
Forest land in BC’s interior destroyed by the beetle outbreak and
quarantine efforts.
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Technology
A recent Neilson 5 global online survey found that the personal computer is surpassing the television in usage
worldwide. The internet is effecting how travelers research possible destinations, connect with travel groups,
and book travel plans. Social networking sites like Facebook have the potential to organize travel groups and
allow travelers to share experiences with family and friends. Travel blogs are also a new form of word of
mouth advertising. Priceline and Travelocity are enabling cost-sensitive travelers to spread their vacation
budgets further. Flights and hotels can be booked days or hours before vacations begin, impacting the
accuracy of hotel occupancy forecasts, especially in the busy summer season.
Travel agencies and marketing boards need to stay on top of media, entertainment, and communication
trends in the wired and wireless world if they want to grab the attention of the media-overloaded global travel
market.

Niche markets - GLBT
As lifestyles change around the world, people will look to places that accommodate alternative travel interests.
The Gay, Lesbian, Bisexual, and Transgender (GLBT) population is becoming recognized for its untapped
potential in the tourism market. Vancouver is recognized as a gay-friendly travel destination and has been
shown to be a preferred location for GLBT travelers to Canada.
Recent PwC estimates for Tourism Vancouver suggest that the GLBT market represents 7.5% of all tourists to
Vancouver and 12% of tourism revenues. In addition to spending 60% more than average per visit, GLBT
travelers also display flatter seasonal travel patterns that help to buoy the market during off seasons.
Figure 25.

Percent of Canadian Vacations to Vancouver

Figure 26.

Seasonality of GLBT vs. non GLBT Travelers to Vancouver
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Impact of Length of Stay
Historically, the average length of stay of visitors in BC and Vancouver has been approximately 2 nights. This
figure is substantially lower than other cities and destinations in North America such as Seattle (4.0 nights)
and San Francisco (4.6 nights). Both Demand and Supply of Hotel rooms have been increasing in Vancouver
over the past 25 years, but occupancy rates still remain below their full potential.
Figure 27.

Average Length of Stay of Hotel Visitors

Figure 28.

Room Supply vs. Demand in GVRD
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Attracting more visitors is not the only avenue that the tourism industry should look to in order to increase
occupancy rates and revenue. Rather, if the industry searched for ways to encourage current visitors to
extend their trip an extra night (such as increasing the number of attractions, festivals, and events), the
industry’s revenues would increase substantially. In fact, if the average length of stay of visitors increased
from 1.97 to 2.75 nights in Metro Vancouver, occupancy rates would be maximized.
Figure 29.

Potential Total Annual Room Nights in Metro Vancouver

Figure 30.

Potential Total Annual Visitor Spending in Metro
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Supply-side factors shaping the outlook for
the Tourism Sector to 2010
In addition to major changes to the profile and demands of tourists, trends at home will also impact British
Columbia’s capacity to build and sustain its Tourism Sector. Access to capital, labour, and land will constrain
BC’s tourism capacity unless they are proactively addressed.

Access to Capital
The high-risk profile of most tourism ventures makes accessing capital challenging during the best of times. In
a 2003 COTA survey of 450 BC tourism operators, 47% indicated that they have no access to investment
capital. While smaller tourism operations rely mainly on bank loans, large resort developments typically
require investments in the hundreds of millions of dollars, and so rely on private investors for capital. This
private investment is, in turn, a function of macroeconomic and financial market conditions. Current economic
conditions do not bode well for development in the BC tourism industry.
Since September 2008, a financial tsunami has fallen upon the global economy. In its wake, investors have
fled risky assets en masse for the safe-haven of US government bonds. Equity market volatility has spiked
and benchmark equity indices in Canada and the United Stats have lost as much as 40% of their value.
Moreover, credit conditions in all markets have tightened considerably. An October Bank of Canada survey of
senior loan officers noted a steep tightening of lending conditions and Canadian credit spreads have widened
sharply.
Figure 31.

Canadian Credit Spreads (3-month Prime Corporate Paper minus 3-month Govt. T-bill)
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Therefore, an environment of extreme risk aversion and deteriorating global macroeconomic conditions
suggest that accessing capital may be even more of a challenge for BC’s tourism operators and developers. It
is difficult to anticipate when the current financial crisis may come to an end. Moreover, the severity of the
current crisis could mean that investment in risky sectors like tourism and resort development may be
negatively impacted even after the economy recovers. Figure 32 below list current tourism projects that could
face financing difficulties.
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Figure 32.

Planned Tourism Capital Projects in British Columbia

Name of Project

Location

Estimated Value (in millions)

Completion
Date

The Falls Golf and Country Club and
Residences

Chilliwack

$70

2008

Fernie Alpine Resort Ltd.

Fernie

$250

2008

Kimberley Ski Resort Expansion

Kimberley region

$200

2008

Cypress Mountain Ski Resort Expansion

West Vancouver

$71

2009

Big White Ski Resort Expansion

Kelowna

$250

2009

Silver Star Ski Resort Expansion

Vernon

$150

2009

Cliffs Over Maple Bay Residential
Development

Duncan

$80

2010

Kicking Horse Ski Resort

Golden

$200

2010

Sun Rivers Community

Kamloops

$450

2010

Active Mountain Resort

Merritt

$250

2010

Black Mountain Golf Community

Kelowna

$500

2011

Whiskey Jack Resort Development

Sparwood

$200

2011

Kensington Coastal Pointe Development

Union Bay

$200

2013

The Rise Resort and Residential
Development

Vernon

$1,000

2013

Bear Mountain Development

Langford

$1,200

2014

Predator Ridge Golf Resort Development

Vernon

$500

2014

Sun Peaks Ski Resort

Kamloops Area

$635

2015

Red Mountain Ski Resort Expansion

Rossland

$900

2015

Tobiano Project

Kamloops

$500

2016

Tower Ranch Golf Resort

Kelowna

$1,000

2016

Lakestone Resort Development

Lake Country

$1,500

2017

Cable Bay Golf and Residential Resort and
Spa

Nanaimo

$100

2018

Revelstoke Mountain Ski Resort

Revelstoke

$1,000

2020

Wildstone Golf and Residential
Development

Cranbrook

$750

2020

Canoe Mountain Resort Developments

Valemount

$100

2020

Summerland Hills Resort

Summerland

$780

2026

Source: Ministry of Technology, Trade, and Economic Development. Major Projects Inventory. June 2008
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Workforce
The tourism industry is currently facing a significant labour force shortage. The ratio of working aged
population to the retired population is shifting quickly. The tourism industry workforce is largely low skilled, low
paid, and under 45 years old. Currently there are approximately two people between the ages of 24 and 44
years for every one person over 55 years in Canada. Within the next 30 years, that ratio is projected to go
down to 1 to 1.
As all industries grapple with the challenges posed by labour force shortages, higher value industries will be
offering higher-paying opportunities to the tightening pool of younger (and more educated) workers, resulting
in upward wage pressures across the economy. Hardest hit will be seasonal hospitality employers as their
workforce migrates to skilled positions such as summer internships in trades or professional opportunities. At
the same time, higher wages will be required to attract and retain those left in the hospitality industry.
One bright side of the equation may be more opportunities and a greater utilization of currently underrepresented workers in the labour force – particularly the inner city population, persons with disabilities, new
immigrants, and Aboriginal people.
Figure 33.

BC Population Projections by Selected Age Groups
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First Nations Involvement
The Aboriginal tourism industry in British Columbia is flourishing, and has enormous potential for growth.
Aboriginal tourism businesses offer a wide variety of unique products, providing tourists an opportunity to
experience First Nations cultures and traditions.
In 2005, the Aboriginal Tourism Association of BC (ATBC), an organization dedicated to the promotion and
further development of the industry in BC, developed an Aboriginal Cultural Tourism Blueprint Strategy, a
long-term plan for growth and development of the industry in BC. The Strategy is now being implemented with
funding from both the federal and provincial governments. Some of the priority activities include consumer
advertising campaigns, publication of an expanded visitors’ guide and development of Aboriginal cultural
tourism authenticity protocols and certifications.
As part of the Blueprint Strategy, ATBC conducted a study 6 to generate some benchmark statistics on the
Aboriginal cultural Tourism Sector. Some of the findings:
• BC leads the country in Aboriginal tourism.

6

Source: Aboriginal Cultural Tourism Blueprint Strategy: Consumers Interest Study and Post Trip Survey and Literature Review (November 2005)
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• There are approximately 200 Aboriginal tourism businesses in BC. This number has grown since the study
was completed; at that time there were sixty-five new businesses in various stages of planning and
development.
• Over one half of these offer cultural tourism experiences.
• Aboriginal tourism in BC is expected to grow to at least $50 million by 2012.
Within the Aboriginal Tourism Sector, the resort segment provides particular opportunities for both new
development and expansion. One of the goals articulated in the 2004 BC Resort Strategy and Action Plan was
to “build First Nations partnerships” by identifying and working with First Nations interested in resort
development on provincial Crown land. Since then, various provincial ministries have been involved in
facilitating partnerships between First Nations and private companies to expand the base of Aboriginal
destination resorts in BC.
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Potential responses and actions to help
realize long-term opportunities
To achieve the provincial goal of doubling tourism revenue by 2015, both outward marketing efforts and
inward capacity development will need to adapt to the changing socio-economic realities of the twenty first
century. Below we highlight potential responses and actions to help realize long-term opportunities for the
Tourism Sector.

Access to Canada
I) Open Skies
Canada and BC’s efforts to leverage the hosting of the 2010 Winter Games and increase international
visits will require freer access by international airline carriers into the country. Currently, Canada’s
international aviation policy limits the access of foreign carriers. Landing rights are granted for only a
fixed number of flights per week to a fixed destination. However, the international trend has been for
countries to enact bilateral Open Skies agreements. Such agreements give both countries
unrestricted landing rights on each others' soil. To date, Canada has signed agreements with Iceland,
the US, the UK, the Dominican Republic, Barbados, New Zealand, and most recently, the European
Union. While these agreements are a good base, much more can be done to open up freer ties with
key markets, especially in Asia Pacific. Specifically, in BC there is insufficient access from South
Korea, Taiwan, the United Arab Emirates, and India. Inability to elevate tourist entries from these
markets undermines Canada and BC’s efforts to secure a stake of growing international tourist
market. As a comparison, the US has 91 Open Skies Partnership agreements.
Additionally, the United States, is actively seeking an Open Skies arrangement with China, and if
obtained it would act as a significant competitive disadvantage for Canada when attempting to
promote travel with China. Therefore, stalled negotiations with China regarding Canada’s Approved
Destination Status (ADS) should be expedited. Acquiring ADS for Canada is particularly important for
BC given its close proximity and cultural connections with China.

II) Structural Costs of Aviation
Aviation costs play a crucial role in the competitive international tourism industry. If the structural costs
of aviation are too high, they and act as a deterrent to both domestic and international travel.
Therefore, price competiveness internationally is essential for BC and Canada’s Tourism and Travel
Industry. Currently, Canada is ranked 122 out of 130 countries on an international index ranking
countries on Ticket Taxes and Airport Charges. Other factors including costs of Crown Rent, Air
Travel Security Charge, landing fees, and fuel taxes all contribute to the inflated cost structure of
aviation in Canada. A reduction in aviation costs, specifically landing fees, would lead to the
expansion of new routes and more visitors providing a substantial long term growth for BC’s Tourism
Industry.

III) Border Policy
British Columbia’s border facilitation and infrastructure play a critical role in the retention of the large
US visitor market. In order to maximize revenues from the US in-bound market, effective border
management and investments in new infrastructure at the Peace Arch Crossing will be crucial going
forward. Enhancements that are needed at border crossings include additional approach roads,
inspection plazas, and dedicated NEXUS, PASS, EDL lanes to expedite pre-approved frequent
travelers.
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Domestic Tourism
Although tourism is mostly associated with international visitation, the domestic market is a critical and often
overlooked component of BC’s Tourism Sector. Indeed, British Columbians themselves represent 50% of
visitors and 28% of tourism revenues in the province. The rest of Canada represents a further 21% of visitors
and 29% of revenues. Marketing agencies and developers should begin exploring ways to increase both the
number of visits and length of stay by British Columbians and Canadians.
Large festivals and events can bring millions of tourist dollars to municipal economies and add to the average
length of tourist stays. But while local governments bare the costs of municipal services like added police
presence and waste management, much of the generated tax revenue flows to the provincial and federal
governments in the form of consumption taxes. For many municipalities, hosting large events is simply not
worth the added costs and administrative burden. Revenue sharing arrangements that would flow at least a
portion of provincial tax revenues generated by large events back to hosting municipalities could do much to
spur increased activities.

Labour Management
In light of the looming labour supply crunch facing the tourism industry, efforts should be continued to train and
develop the next generation of tourism workers and professionals. Specific attention should be given to
underutilized workers in the labour force such as the inner city population, persons with disabilities, new
immigrants, and Aboriginal people.
The industry should also be looking at innovative ways to reduce labour intensity. Investments could be
focused on the less labour intensive attractions like large guided tours. The hospitality, accommodation, and
retail industries should begin to explore new technologies and processes that will ease burden of manual
labour.

Digital Marketing
As a major centre of media and entertainment production, British Columbia is well-suited to capitalize on the
digital convergence trend in attracting new tourists to the province. In the highly competitive global tourism
industry, both private and public tourism marketers need to constantly innovate in order to grab the attention of
the media-saturated public. Mobile advertising, viral marketing, and interactive consumer driven content are
just some of the innovations that will drive the market place over the next decade. Public money directed at
tourism marketing in BC needs to work smarter, not harder. Partnering media and design institutions like
Vancouver’s World Centre for Digital Media could produce synergies and innovations that give BC a needed
advantage in the competitive global tourism market.

First Nations Involvement
First Nations involvement is critical to expanding the provincial resort market. Project proponents will need to
engage First Nations as partners from the onset of the development process if project potentials are to be
realized. Developers, the provincial government, tourism organizations, and First Nations communities should
continue to act upon the 2004 BC Resort Strategy and Action Plan by forging new partnerships and building
world class tourism attractions across the province.
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Summary and conclusion
BC’s Tourism Sector has been and continues to be a major wealth creator of the provincial economy. Each
year, billions of tourist dollars flow into the province and sustain thousands of jobs for British Columbians. The
hosting of the 2010 Winter Games has the potential to attract large numbers of visitors to the region over the
next decade. Beyond the Games, global economics are shifting the balance of the international tourist
market.
Trade relationships and cultural ties will play an important role in tapping into new opportunities. However,
domestic tourism still represents the major base of the industry and has the potential to be a major source of
revenue growth as well. Attracting more Canadians to BC and providing more for their tourist experiences
should be a main focus for the industry as it seeks to double its revenues by 2015. Tax sharing agreements
with municipalities can do much to spur the development of large events and attractions.
Accommodating the planned influx of visitors will require significant investments in labour and collaboration.
The youth of today will need the skills and training to provide the exceptional service demanded by tomorrow’s
tourists. The looming labour crunch of the coming decades will need to be met by a smarter, more productive,
and better equipped labour force.
Developers will also need to forge new partnerships with the province’s First Nations. The First Nations people
are rising to seize the economic opportunities of their traditional lands. More than mere collectors of rents and
royalties, the First Nations are at the table from concept to delivery as genuine partners. Successful
collaborations are critical to the success of expanding BC’s Tourism Sector.
In conclusion, we summarize these key points:
• The 2010 Winter Games will be a large boost to BC’s Tourism Sector.
• Maximizing the impact of the Games will require focused efforts in key markets, including the large
domestic market.
• Tax sharing agreements with municipalities can do much to spur the development of large events and
attractions.
• Tourism workers of tomorrow will require the skills, training and technology to manage the looming
labour crunch and expanding retirement age population.
• First Nation partnerships will be critical to future resort development in the province.
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