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Information Survey



Methodology

ÅPopulation sample taken from voting and 

non-voting stakeholder database

ÅSample: n=598 

ÅConducted by SurveyConsole

ÅSurvey duration: four weeks
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Q1. Do you receive Tourism Vancouver Island information on 
a regular basis?
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Q2. If you said óYesô, is the information useful to you?
n=598
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Q3.  How would you like Tourism Vancouver Island information 
delivered to you in the future? 
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Q4. How often would you like to receive information from 
Tourism Vancouver Island? 
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Q5. What kind of information would you like to receive?



Stakeholder Recommendations Summaryé

Å Not enough low  priced programs for small operatorsðB&B in 

particular

Å Too many messages, too frequentlyðsometimes redundant

Å Over-emphasis on sales

Å Confusion or not enough lead time for program deadlinesðmany 

properties/businesses are making marketing plans up to a year in 

advance

Å Layout needs to be refreshed

Å Writing tends to be too wordyðdoesnôt ógrabô the reader

Å Perception that Gulf Islands and óotherô Island regions receive little 

or no attention/support

Å Content should go in email body, not as PDF or a link



Top Five Things our stakeholders saidé
1. Extremely happy with type and amount of info sent, gives great 

insight into managing our marketing plan. Don't change anything.

2. I think you do a fine job of it, I've participated in a few marketing 

initiatives - 'wish you were here' postcards & Destinations West 

insert in Edmonton paper that I wouldn't have known about 

otherwise.

3. We find you one of the most effective in your communication skills 

and would  like to compliment you on the thorough coverage of all 

aspects of our industry.

4. You do far better than other organizations.

5. It is important to keep Vancouver Island information available 

throughout the world as it is one of the best ways to ensure a vibrant 

economy on Vancouver Island



Recommendationsé
ÅLow price programs currently do exist for smaller 

operators

ÅPersonalized emails , snail-mail, direct stakeholder 

marketing updates, direct to consumer programs

ÅImprove interdepartmental communications to help 

reduce redundancy and over-frequent messaging

ÅSales messaging may need to be de-emphasised and/or 

combined with education

ïóHow-toôsô, Marketing ótips and techniquesô, effective 

web marketing, tracking, etc, etc



Actions taken to dateé

ÅChanged up-date frequency to bi-weekly

ÅEnhanced marketing update by including a short 

óblurbô describing each program

ÅGreater emphasis by the organization to 

enhance  future capacity building through 

education and outreach

ÅRe-focussing initiatives to be more inclusive of 

remote communities and small operators



Planned Actionsé
ÅProvide an on-line marketing program deadline schedule 

in an easy to read graphic format

ÅUp-date layout and format

ÅMinimize PDF attachments and links 

ÅMinimize óword countôðpoint form is generally more 

effective

ÅIncrease Gulf Islandôs and remote area support

ïGreater presence in Gulf Islandôs and remote 

communities ïspeaking 

engagements, outreach, media coverage, etc



Tourism Vancouver Island/Tourism BC 

Resident Survey



Research Objectives:

ÅPerceptions of the importance of tourism to the British 
Columbia economy now and in the future

ÅAdvertising Awareness

ÅFamiliarity with Tourism Vancouver Island

Methodology

ÅFive questions on March 2007 BC Reid Express 
Omnibus

Å800 Respondents; 500 Lower Mainland, 100 Vancouver 
Island, 200 Interior BC; weighted to Census data 

ÅEstimates (for 800 respondents) are Ò +/- 3.5%, 19 times 
out of 20



The Questions:

1. How important is the tourism industry to your 
community? 

2. Which industry do you think will be the largest 
contributor of new jobs and economic activity in your 
community during the next ten years? 

3. How many vacation trips, with at least one night away 
from home, have you taken in the past 12 months? 

4. In the past three months, what destinations or places do 
you recall seeing or hearing advertising for?

5. How familiar are you with Tourism Vancouver Island?



Importance of Tourism ïAll Respondents

How important is the tourism industry to your community? 



Importance of Tourism

Age Region Total

18-34 35-54 55+ LM Island Interior

Very important 50% 58% 61% 49% 67% 67% 56%

Somewhat

important
40% 32% 35% 39% 33% 28% 35%

Neither important

Nor unimportant
3% 3% 1% 4% 0% 1% 3%

Somewhat

unimportant
4% 4% 2% 5% 0% 3% 3%

Don't Know 1% 0% 1% 4% 0% 1% 2%

How important is the tourism industry to your community? Would 

you say it is é



Importance of Tourism - Summary
Å100% of Vancouver Island respondents think that 

tourism is very or somewhat important to their 

community

Å91% of Vancouver Island residents think that tourism is 

very or somewhat important to their community

ÅAll age groups think that tourism is important

ÅThe percent that believe tourism is very important 

increases with age 

ÅThere is little variation across income group  



Is Tourism Seen as a Source of Growth?

Which industry do you think will be the largest contributor of new jobs and 

economic activity in your community during the next ten years? 



Is Tourism Seen as a Source of Growth?
Which industry do you think will be the largest contributor of new jobs and 

economic activity in your community during the next ten years? 

Region Age Total

LM Island Interior 18-34 35-54 55+

Tourism 39% 63% 35% 37% 45% 46% 42%

Forestry 3% 5% 25% 10% 8% 10% 9%

Mining 5% 1% 16% 6% 8% 6% 7%

Agriculture/

Aquaculture 12% 4% 6% 8% 9% 10% 9%

High Technology 26% 16% 5% 24% 16% 19% 19%

Other 13% 9% 11% 14% 13% 8% 12%

Don't Know 2% 2% 1% 2% 2% 1% 2%



Is Tourism seen as a source of growth over the next ten years?

ÅThe tourism industry was perceived as the largest 

contributor to community economic growth

ÅVancouver Island residents more likely to cite tourism 

as the most significant source of growth 

ï63% of Vancouver Island residents 

ï39% of Lower Mainland residents.

ÅAll age groups mention tourism most frequently

ïmore pronounced among older respondents. 

ÅHigher income respondents were more likely to cite 

tourism as the largest growth source 



Familiarity with Tourism Vancouver Island

How familiar are you with Tourism Vancouver Island, é? (Vancouver Island 

residents)



Familiarity by residents of Tourism 

Vancouver Island

Å20% of Vancouver Island residents were 

familiar or very familiar with Tourism 

Vancouver Island

Å44% were not very familiar or not familiar 

at all



ÅTourism Vancouver Island is 

using research to make 

informed decisions about 

operations, and to enhance 

support for tourism in the 

region.

ÅThese results are available 

on the research link of the 

web at:
Å http://www.tourismvi.ca/research/index.php

http://www.tourismvi.ca/research/index.php
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ÅMalaspina University College

ÅThompson Rivers University

ÅUniversity of UNBC

ÅCollege of New Caledonia

ÅCollege of the Rockies

ÅBC Centre for Tourism Leadership 

and Innovation

Education 

partners

ÅMinistry of Tourism Sport and the 

Arts

ÅTourism BC

ÅMinistry of Economic 

ÅDevelopment

ÅBC Parks

ÅCanadian Rural Secretariat

Government 

partners ÅCommunities throughout BC

ÅDestination Marketing Organizations

ÅTourism organizations

Community and 

Industry partners
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Ministry of Tourism 
Sport& Arts

Ministry of Economic 
Development

Canadian Rural Secretariat

Social Sciences and Humanities 

Research Council of Canada

Knowledge in Society Program

http://www.mala.ca/index.asp
http://www.tru.ca/home.html
http://www.tru.ca/home.html
http://www.tru.ca/home.html
http://www.tru.ca/home.html
http://www.mala.ca/index.asp
http://www.cnc.bc.ca/
http://www.env.gov.bc.ca/bcparks/
http://www.env.gov.bc.ca/bcparks/
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Connecting visitors to product 
and enhancing their 
experience through 
community signage
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} The importance of 
strong signage

}Examples of strong 
signage

}Steps to enhancing 
community signage

}Resources to help you 
succeed



òAn inscribed board, plate or space that 
provides information, warning or 
guidance.ó 

(Trapp, Gross & Zimmerman, 1994)



1. Inconsistent signage ð
results in poor 
impressions, confusio
n

2. Inadequate signage ð
results in 
frustration, anxiety

3. Limited links to 
marketing materials ð
lack of follow through 
to reach products


