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August 29%, 2019

The Honourable Jeanie Dendys

Minister of Tourism and Culture

Dear Minister Dendys:

It is my pleasure to present the Final Report on Governance Models for Tourism on
behalf of the Yukon Tourism Development Strategy Governance Task Force.

On March 27% 2019, you appointed us to research and evaluate a range of tourism
governance models, including the current governance model, and provide a
recommendation to the Government of Yukon on the appropriate model for the
territory. A governance review is one of the seven priority actions identified and
endorsed in the Yukon Tourism Development Strategy 2018-2028: Sustainable
Tourism. Our Path. Our Future.

This final report builds on the Task Force’s July 31, 2019 interim report. Itis a

culmination of our research and expertise as well as our discussion with—and input
from—the YTDS Steering Committee. This report offers our best advice on the most
effective destination governance model for Yukon; we offer it for your consideration.

Thank you for the opportunity to serve Yukoners through this Task Force to help
achieve the YTDS vision of tourism as “a vibrant, sustainable component of the Yukon's
economy and society for the benefit of future benefits.”

Sincerely,

Vicki Hancock

Independent Chair
Yukon Tourism Development Strategy

Governance Task Force
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Introduction

Objective and Scope

Arising out of the Yukon Tourism Development Strategy 2018-2028: Sustainable

Tourism. Our Path. Our Future., the Government of Yukon established a Task Force to

explore tourism governance models for Yukon. The Task Force is comprised of the

following members:

Vicki Hancock (independent chair)
Rich Thompson

Marilyn Jensen

Ben Ryan

Michelle Kolla

Justin Ferbey

Valerie Royle

See Appendix A for the Biographies of the Task Force Members.

Through research and engagement, the task force is charged with
exploring tourism governance models (e.g. crown corporation, special
operating agency, private/public sector partnership, etc.) and
recommending an improved model to the Government of Yukon.
Improving governance would align the efforts of government and industry
in @ manner that maximizes the efficiency of destination management and
supports tourism industry growth.

(Sustainable Tourism. Our Path. Our Future p. 16)

The mandate of the Yukon Tourism Development Strategy (YTDS) Task Force, as

described in its Terms of Reference (Appendix B) was to:

e assess tourism destination governance models against a set of criteria;
e rank the models based on their ability to achieve the vision, goals and values of the

Yukon Tourism Development Strategy, and

e recommend a ranked list of models for consideration by government.




It is important to note that the tourism governance structure in Yukon is not considered
“broken.” Rather, the review of governance structures is intended to maximize the
impacts of the industry and government toward the achievement of the goals in the
YTDS. This was a key consideration in the deliberations of the Task Force.

Research Phase

In order to prepare to make appropriate recommendations, the Task Force considered
the following research and documentation relating to the current Department of
Tourism and Culture, Tourism Branch, as well as existing secondary research pertinent

to governance and destination management.

e A Bannikin Travel & Tourism report commissioned in 2018 by the Department of
Tourism and Culture to help inform the creation of the Yukon Tourism Development
Strategy. This report was a jurisdictional scan reviewing other destinations with
similarities to the Yukon, their governance structures, major stakeholders, strategic
goals, and innovative initiatives.

e The Tourism and Culture budgets for 2018-2019 and 2019-2020 showing all costs of
running the Department and all sources of revenue.

o A McKinsey & Company report commissioned by Destination Canada, Unlocking the
Potential of Canada’s Visitor Economy, December 2018, which explores some of the
reasons why Canada’s visitor economy is largely untapped, and how to capitalize on
opportunities.

e A Conference Board of Canada 2016 report, Alternative Funding Model Mechanismes:
Options for Destination Canada, exploring possible funding models to increase
Destination Canada’s commercial relevance and allow Destination Canada to execute
marketing and promotional activities in a sustainable manner.

e A supporting, follow-up 2017 report from the Conference Board of Canada, Potential
Benefits of a Performance-Based Funding Mechanism for Destination Canada, further
exploring funding models based on taxes, while assessing the risks therein.

e A World Travel & Tourism Council Report, Governing National Tourism Policy, exploring

best practices in holistic tourism destination management, emphasizing partnering with

the private sector for optimal strategic planning and policy-making.




A report from the Association of Accredited Public Policy Advocates to the European
Union, Governance in the Tourism Sector, listing considerations when designing
destination governance structures, with an emphasis on the importance of both private
and public sector perspectives.

A presentation to the Tourism Industry Association of the Yukon by Rod Harris, DMO
Management Models, exploring brand management and governance models primarily in
North America.

The Organisation for Economic Co-operation and Development (OECD) Tourism Trends
and Policies 2018 report exploring sustainable tourism development and growth,
recognizing the complexities of external influences on strategic planning for long-term
growth.

After reviewing this information, the Task Force requested additional information about

the non-governmental organizations (NGOs) currently funded by the Tourism Branch of

the Department of Tourism and Culture and information about the linkages between

the Department of Tourism and Culture and other Yukon Government departments,

outlining the overlap of responsibility for serving and regulating the tourism industry
(e.g. HPW, Community Services, EMR, Environment, H&SS).

The Task Force engaged Twenty31 Consulting to conduct primary research and

provide expert advice on selected options for organizational structures for tourism

governance in Canada, including:

Yukon's current governance model (the line department model), which comprises direct
service delivery (the current department of Tourism and Culture’s Tourism Branch —
marketing, product development and research, visitor services) as well as external
service delivery through the funding of NGOs;

Yukon’s current governance model with the addition of a legislated strategic advisory
committee reporting to the Minister of Tourism and Culture;

Crown corporation;

Special operating agency;




e Private sector contract model (Northwest Territories), and

e Other models/hybrids as identified or requested by the Task Force.

Twenty31 conducted a review of the five governance models as well as a review of six
Destination Management Organizations in Canada (Tourism Saskatchewan, Travel
Manitoba, Destination Ontario, Tourism Nova Scotia, Northwest Territories Tourism and

Destination Canada).

Tourism executives from peer Destination Management Organizations were
interviewed as were select members of the Tourism Industry Association of the Yukon

and staff from the Department of Tourism and Culture.

The Task Force also engaged a local consultant to review the governance structures of:

e Yukon College;

e Yukon Liquor Corporation;

e Yukon Hospital Corporation, and

e Yukon Workers’ Compensation Health and Safety Board.

Analysis and Assessment

Each governance model was assessed against eight key criteria specifically outlined in

the Task Force Terms of Reference.

1. The vision, goals and values of the Yukon Tourism Development Strategy.

2. Accountability to the diversity of interests within the Yukon tourism sector and the
Yukon public.

3. Revenue generation capabilities.

4. Performance pay funding models.

5. Flexibility and agility to respond to market conditions.
6. Competitiveness.

7. Stakeholder involvement in decision making.




The Terms of Reference also set out guiding principles that stipulated that the Task
Force’'s recommendations must be practical and feasible, and must not increase

operations and maintenance costs or lead to layoffs of permanent staff.

After analyzing the models against the prescribed decision criteria and guiding
principles (see Appendix C: A Detailed Review of Alternative Governance Models for
Yukon Tourism), it was determined that, while each model has strengths and
weaknesses, some of the perceived challenges faced by the tourism industry could

potentially be addressed with any model.

Upon final review of the models, the Task Force made the decision to reject the private
sector model, special operating agency and the current governance structure with a

legislated advisory committee from further consideration.

Two major factors eliminated a special agency model from consideration: having no
such model at the provincial or territorial level, and the time and transition costs
associated with its establishment and implementation (policy framework development
and funding mechanisms to support programming, etc.). The private sector model was
rejected because of the potential impacts it would have on Yukon’s tourism industry in
terms of capacity, lack of alignment with the many Government of Yukon departments
whose programs and services have a considerable impact on the tourism sector and
negative impact on existing department staff. Finally, a line department governance
structure with a legislated strategic advisory committee was rejected because of the
time and transition costs associated with developing legislation for such a nominal

change and the difficulties in making amendments or changes to it in future years.

Two models met the threshold for consideration in the Yukon context: the line

department model and the crown corporation model.




Findings

Line Department or Crown Corporation — A deeper dive

To determine the best fit for Yukon, the Task Force further assessed two models—a line
department of government and a crown corporation—against a set of priorities. These
priorities were established through the review of the five governance models, the
review of six peer destinations, the Tourism Industry Association of Yukon’s submission
to the Yukon Tourism Development Strategy engagement process (see Appendix D),

and stakeholder interviews, and are the following:

1. Ability of government to achieve its priorities; accountable to diverse
interests of Yukon tourism sector and communities

2. Ability to optimize competitiveness-a more strategic approach to tourism
{nimble, agile and responsive to market conditions)

= 3.Ability to attract, earn and spend a sustainable budget

. Ability to manage costs in program administration (HR, procurement)

o 5. Ability to offer a full suite of tourism management services

YUKON TOURISM PRIORITIES

em0- Ability to engage tourism governance stakeholders




Priority 1: Ability of Government to achieve its priorities; accountable to

diverse interests of Yukon tourism sector and communities

The Task Force found that the Government of Yukon has formally recognized the
different interests of the tourism sector and communities through the 2018
engagement process and its endorsement of the Yukon Tourism Development Strategy.
The diverse YTDS Steering Committee and the balanced goals of the strategy (business
revenue, sustainability and Yukoner satisfaction) were led by the Department of
Tourism and Culture with its partners and are concrete evidence of Government’s
willingness and desire to share space with the tourism industry and other community

stakeholders.

Delivery of services to small businesses (the majority of tourism businesses in Yukon)
and emerging tourism operators and organizations was felt to be better served by the
equity, stability and continuity provided by government through its program and service
delivery. The current tourism governance model also allows for an equitable position

of influence for smaller industry players, NGOs and other orders of government.

It was noted that Government of Yukon has many priorities of which tourism is but one.
The Task Force agreed that the tourism industry would likely receive more attention
and focus from a crown corporation whose sole purpose would be to support the
industry through implementation of the strategy. While the government may feel a loss

of control, a crown corporation may be seen as a more direct point of contact for

industry for tourism-related matters.




Priority 2: Ability to optimize competitiveness—a more strategic approach to

tourism (nimble, agile and responsive to market conditions)

Given its singular focus, a crown corporation operating “at arm’s length” was
considered to be better positioned to more quickly address the needs of industry and
thereby maximize competitiveness than the sometimes slower moving and risk averse
bureaucracy of government. However, the perception of a crown corporation’s
separation from government processes is not as robust in situations where government
is the major funder, appoints the Board of the corporation and when the corporation
employs public servants. Nonetheless, a crown corporation may have more leverage to
manage NGO contracts and relationships as the corporation’s board would be
representative of those interests. This could serve to optimize competitiveness by
reducing fragmentation of funding and services through alignment of the work and

resources of NGOs with that of the crown corporation.

The Task Force also considered the transition time and cost of moving to a crown
corporation model (18-30 months) and the adverse impact such work would have on

the industry’s competitiveness during the transition.

In the Yukon context, there are numerous departments within the Government of Yukon
that are responsible for delivering tourism-related services from airports and roads, to
outhouses and parks. These services have been identified in the following YTDS action

plans:

e one government approach to tourism;
e roads and communities;

e signhage;

e airport facilities;

e wilderness and heritage assets, and

e improve regulatory framework.




In order to be a competitive destination, a seat at the Yukon Government table as a line
department of government provides opportunities to highlight tourism as a priority and
better allows for influencing government-wide policy, raising ongoing tourism issues,

and advising on impacts of government decisions on tourism.

Priority 3: Ability to attract, earn, and spend a sustainable budget
Government of Yukon is limited in its ability to generate revenue. For example, selling
merchandise in Visitor Information Centres would be perceived as competing with
private retailers. Further, revenue collected by government departments (e.g.
campground fees) goes into general revenue — it does not go directly to increase the

budget of a department or a program.

A crown corporation would likely have more ability to generate revenue. Industry has
expressed a willingness to consider revenue generation such as a hotel levy or
marketing levy, but are not interested if the revenue were to go into government’s
general revenue. A crown corporation model that is significantly dependent on an
annual budget allocation from government must include other revenue sources in its
budgeting process; government’s funding could be offset by any such revenue

generated.

Priority 4: Ability to manage costs in program administration (HR,

Procurement)
Ability to attract and retain top talent is universally recognized as a critical success

factor for destination management organizations. The current model has not negatively
impacted recruitment and retention as the total public sector remuneration package

(salaries and benefits) in Yukon is often higher than those offered by the private sector.

While there is a perception that perhaps there could be salary savings under a crown

corporation model, the Task Force was constrained by the guiding principle that no

current permanent staff would be laid off in a new governance model.




Currently, the Tourism Branch in the Department of Tourism and Culture uses shared,
centralized corporate services (both within the Department and more broadly in the
central agencies of government) in the areas of human resource, finance, information
technology, information management, policy and communications. These additional
costs would have to be absorbed by a crown corporation within the existing

government budget allocation for tourism.

A perceived benefit of a crown corporation is that it may have a higher risk tolerance for
spending thresholds, faster decision making and more flexibility in procurement;
although, as noted, this is not as prevalent when government is the major funder

through an annual budget appropriation.

Priority 5: Ability to offer a full suite of tourism management services

With its singular focus, it was felt that a crown corporation would be better positioned
to add, change or delete tourism management services in rapid response to changing
market conditions locally, nationally and internationally. It is recognized that the current
tourism management services offered by the Tourism Branch and its NGO partners are
good; however, a line department of government would need to go through a
significant process in order to conduct the analysis needed to move through the various

approval levels for changes (e.g. the creation of a new fund).

As noted, a crown corporation may have more leverage to make recommendations
around streamlining NGO funding and services to provide the tourism management
services needed to implement the YTDS and adapt to market requirements. Further, a
crown corporation would have a Board of Directors with direct links to the industry and

therefore may be better equipped to make faster decisions with broader sectoral

knowledge and expertise.




Priority 6: Ability to field a strong industry governance model to advise or
direct tourism

The need for tourism industry stakeholder expertise at the governance level in Yukon
was clearly affirmed through the YTDS Steering Committee and the 10-year strategy it

developed.

A crown corporation model with a well-appointed board of directors was perceived to
have more ability to streamline industry-led services as well as more ability to

determine where funding and budgets should be directed.

The current line department model is perceived as more susceptible to political risk, and
thus, not positioned to tackle tough issues and difficult decisions for the achievement of
the goals of the YTDS.

Summary

Crown Corporation

Overall, a crown corporation with a knowledgeable and experienced board would
operate in a focused manner that is more responsive to stakeholders and rapidly
changing market conditions while also being less risk averse. The organization may be
able to attract private sector revenue and potentially have more freedom to act outside

of the constraints of government policies and procedures.

However, being arms-length from government operations has a significant
disadvantage in Yukon’s context where the programs, services, policies and decisions
of many Government of Yukon departments are heavily linked to the visitor experience
in this jurisdiction. The Task Force felt that a crown corporation may not be as
responsive to the needs of smaller and emerging industry players, as it is less

accountable to the public.




With the guiding principle of no additional operational funding available to a crown
corporation, the risk to reducing existing programs and services due to incurring
additional costs in procuring corporate services (e.g. HR, Finance, IT, etc.) is a definite

concern as are the risks associated with a lengthy transition process.
Line Department of Government (current model)

The Task Force concurred that the current model has demonstrated that it can
successfully engage stakeholders and develop a cohesive, balanced and inclusive
tourism strategy. A line department of government offers greater accountability to
stakeholders regardless of their size or importance within the industry and facilitates

government-to-government relations with First Nations, Canada and municipalities.

A significant advantage in the Yukon context is the Department of Tourism and
Culture’s ability to influence other departments’ lines of business and to advocate for
tourism consideration in policy-making. Cost savings through use of existing corporate
services and the ability to attract and retain tourism talent were also considered to be

important aspects of the existing model.

However, Government of Yukon has many, sometimes competing priorities, within
which tourism may not receive the attention and recognition it should as a major

employer and economic driver.

Overall Conclusion

The Task Force’s overall conclusion is that the evidence and analysis does not support
one model as having a clear, unequivocal advantage over the other. Moving to a crown
corporation would also have the disadvantage of a lengthy (e.g. new legislation

needed) and costly (e.g. corporate services, offices) transition that could negatively
impact Yukon’s tourism competitiveness and distract from achieving the goals of the
YTDS while in transition.




In the highly competitive world of destination management, loss of focus and lessened
provision of programs and services for 18-30 months would be highly detrimental;
especially as macro environmental and economic conditions beyond Yukon’s control are
changing.

The lack of clear evidence in favour of the crown corporation model, coupled with the
disadvantage of a long and potentially destabilizing and costly transition period, led the
Task Force to reject the crown corporation model.

However, the Task Force believes that the tourism industry is open to and ready for
change. The Yukon Tourism Development Strategy has heralded a new era in tourism
in Yukon and this is an excellent time to consider how the existing governance model
can be updated and improved. The Task Force also found that while it did not support
moving to a crown corporation, there were some attributes of this model that would be
worth adopting.

As a result, the Task Force concluded that the best approach would be to pursue a
solution that offers the best of both models, without the downside risk, to the greatest
extent possible.

Recommendations

The Yukon Tourism Model

As a result of its research and analysis, the Task Force is recommending a made-in
Yukon model that optimizes the benefits of the current line department of government
structure, while also giving the tourism industry and tourism partners and stakeholders
a more direct role in governance, improving competitiveness and increasing

responsiveness and flexibility in processes and decision making balanced with

accountability for public funds.




Recommendation 1: Strategic Tourism Governance Board

The key innovation for improved governance is the establishment of a Strategic
Tourism Governance Board (STGB)—approved by Cabinet without legislation so that it
can be established quickly—that would advise the Minister of Tourism and Culture with
respect to the implementation of the Yukon Tourism Development Strategy. The STGB
will neither supersede nor impact existing government-to-government responsibilities
or relationships between the Government of Yukon and Yukon First Nations, Canada or
municipal governments with respect to tourism governance, management or tourism

support.

To enhance transparency and maximize the knowledge and expertise of qualified board
members, ministerial appointments to the STGB will follow the Government of Yukon’s
Board and Committees selection process. This is an open selection process where
vacancies are advertised and candidates are screened by the Boards and Committees
Secretariat based on their qualifications. Successful candidates are officially appointed
by the Minister of Tourism and Culture (see Appendix E for Yukon Government'’s policy

on Boards and Committees).
Functions

The Task Force recommends that the Strategic Tourism Governance Board, reporting to

the Minister of Tourism and Culture, perform the following functions:

1) advise on how to achieve industry-government alignment in the implementation of the
YTDS;

2) regularly review the YTDS to ensure that it remains relevant and takes into account the
evolving nature of the industry locally, nationally and internationally;

3) advise on the implementation of YTDS priorities and action plans;

4) advise on Tourism Branch budget allocations to help achieve the goals of the YTDS;

5) advise on issues the Minister wishes the STGB to consider, and

6) bring forward to the Minister strategic issues the Governance Board deems important

for achieving the goals of the YTDS.




Composition

The Task Force recommends a nine member Governance Board, the composition of

which best reflects the diversity of all Yukoners and Yukon'’s tourism sector.

1) The Governance Board will consist of seven voting members:
a. three will be selected to bring a tourism business perspective to the Board's
deliberations;
b. two will bring a Yukon First Nations’ perspective;
c. one will bring the perspective of Yukon’s cultural and/or heritage sectors, and;
d. one will bring the perspective of Yukon’s communities.
2) One of the members must also be able to bring a francophone perspective to the STGB.
3) Ideally, one of the members will also bring a youth perspective.
4) The Governance Board will have a non-voting Chair.
5) The Deputy Minister of Tourism and Culture will be an ex-officio member of Governance
Board.
6) All voting members and the Chair will be appointed through the Government of Yukon's

Boards and Committees process.

Qualifications and Roles of Board Members

The Task Force has developed a recommended list of qualifications for Board
membership to ensure that a broad spectrum of tourism expertise, experience and

interests are represented.

Voting Members

1) A person shall be appointed to the Strategic Tourism Governance Board based on their
significant tourism expertise, experience and education as well as their strategic
understanding of Yukon’s tourism industry.

2) Applicants will be assessed on how their demonstrated experience, credentials,
references and letters of support enable them to bring a particular perspective(s) to the
STGB.

3) In keeping with the values and goals of the Yukon Tourism Development Strategy, the

assessment process may also involve taking a holistic view; giving weight to the need to

ensure board membership is balanced and reflects the diversity of Yukon’s population.




4) Voting members must be able to bring the perspective(s) for which they were appointed
to the STGB and then make recommendations for the good of the entire sector that
facilitate the achievement of the Yukon Tourism Development Strategy while honouring

its values.

Non-voting Chair

1) A person shall be appointed as Chair of the Strategic Tourism Governance Board based
on their significant tourism experience and education and their strategic understanding
of Yukon'’s tourism industry, and/or their significant experience in and knowledge of
board governance and administration.

2) The Chair is an independent, non-voting member who does not represent the
perspective of any particular stakeholder or interest.

3) The Chair serves as the liaison between the STGB and the Minister and should have
demonstrated experience in similar roles.

4) The Chair meets with the Minister quarterly.

5) The Chair is the public voice of the STGB and represents the Board at public meetings
and, if required, with the media.

6) The Chair assesses and makes a determination on any issues of conflicts of interest that
may arise.

7) The Chair will lead the development of a Board policy on addressing non-performing
STGB members or those members in violation of the STGB Terms of reference.

Terms

Members of the STGB will be appointed for three year terms; however, to ensure
continuity at the Board level, initial appointments will be staggered so that no more

than three members leave the Board at one time.

Therefore, the Task Force suggests that two initial members be appointed for three

years, three members for two years, and two members for one year. The Chair will be

appointed for three years to oversee the three-year review of the STGB.




Meetings

The Task Force recommends that the Strategic Tourism Governance Board meet a
minimum of four times per year (quarterly), and produce a written annual report which
will be made public. The STGB will produce minutes of each meeting which will be

publicly available once approved by the Board.
Annual Stakeholder Meeting

It is recommended that the Board host an annual stakeholder open-house to share and
gather information and insights, ensuring that the YTDS remains aligned with
stakeholder priorities, and that the industry and stakeholders can regularly share their

priorities, innovations, and concerns.
Funding

The Task Force recommends that secretariat support for the STGB be provided by the
Department of Tourism and Culture and that administrative costs for the Board be
funded through the budget the department has provided to the Tourism Industry
Association of Yukon in support of the Strategic Marketing Advisory Council (SMAC) as
the functions of this Committee will be assumed by the STGB. As such, no new

resources will be required to fund the new Governance Board.
Additional Resources

The Board may, as needed, obtain additional expertise to address specialized topics

(e.g. review of the annual Marketing Plan).

The STDG may also form subcommittees to address specific topic areas, action plans or

pillars of the Yukon Tourism Development Strategy.




Review after Three Years

The Task Force recommends that the Strategic Tourism Governance Board model be
independently assessed after three years to ensure it is meeting the balanced goals of
the Yukon Tourism Development Strategy and achieving industry-government

alignment.

Recommendation 2 : Naming the Yukon Destination
Management Organization (DMQO)

Tourism crown corporations often have names that reflect their role as a modern
destination management organizations (e.g. Destination Canada), as do many of the

jurisdictions in which the DMO is a line department of government.

While “Tourism Branch, Department of Tourism and Culture” is an accurate description
of the branch’s status within the government hierarchy, it does not resonate in the
national and international marketplace. Over the years, the branch has been known
outside Yukon by a number of names (e.g. Tourism Yukon, Yukon Tourism, Travel
Yukon).

The Task Force recommends the Tourism Branch be renamed - the branch would
remain a branch within the Department of Tourism and Culture but with a more distinct
and consistently represented identity than is currently the case. Applicable
Government of Yukon brand standards would be used. It is recommended that no

additional funds or reallocated funds be used to implement this recommendation.

Recommendation 3 : Administrative Improvements

The Task Force recognized a key desirable attribute associated with the crown

corporation model is flexibility and efficiency in operations compared to a line

department of government.




While the Task Force rejects a move to full crown corporation status, it is recommended
that initiatives be undertaken by the Government of Yukon to enhance its ability to be
more nimble and responsive with the adoption of this new Yukon Model for tourism

while maintaining accountability in the bureaucracy.

Some suggested areas for improvements are:

e reviewing signing authorities, thresholds and approval processes;

e optimizing available efficiencies within existing procurement policies;

e embracing an appropriate risk assessment framework that balances risk against
program deliverables, and

e enhancing partnerships between industry and government that further contributes to an
economically successful Tourism Industry for the Yukon.

Due to its potential impact on improving competitiveness, the Task Force recommends

that this work be completed within six months of the establishment of the Strategic

Tourism Governance Board.




Conclusion

Tourism is an important driver of Yukon’s economy. The opportunity to double revenue
to Yukon businesses attributable to tourism in a sustainable manner that has the
support of Yukon residents is exciting and attainable by 2028. The Task Force believes
that the governance structure recommendations outlined in this report will contribute to

achievement of the goals of the Yukon Tourism Development Strategy.

The primary and secondary research conducted, along with the assistance of
Twenty31, the expertise of the Task Force and input from the YTDS Steering
Committee, led to the conclusion that only two existing Canadian destination
management organization models warranted a deeper dive given the current Yukon
context (the line department of government and the crown corporation); therefore, a

ranked list of the identified governance models was not provided in this report.

After thorough analysis, neither of the two models emerged as clearly superior; thus, a
Yukon Model that capitalizes on the benefits of a line department of government with
increased industry participation in governance (a key benefit of the crown corporation

model) is recommended.

The proposed Strategic Tourism Governance Board would consist of individuals with
demonstrated knowledge of the tourism sector providing advice to the Minister of
Tourism and Culture on the implementation of the YTDS bringing perspectives from
tourism sector businesses, First Nations, the heritage/culture sector,

communities/municipalities, la Francophonie and youth.

Naming Yukon'’s in-government destination management organization will provide a

more distinct and consistently represented identity amongst DMOs nationally and

internationally.




Finally, addressing some administrative inefficiencies currently inhibiting flexible and
timely responses within the bureaucracy (balanced with public accountability) will

improve Yukon's competitiveness for the tourism sector.

There is room for this made-in-Yukon solution that takes the best elements from all

models and delivers them in a manner that is most effective for the local tourism sector.




APPENDIX A — Task Force Biographies

Vicki Hancock, Independent Chair

Vicki held several leadership positions with the Government of Yukon over the course
of her career and retired from the government as deputy minister of Tourism and
Culture. During her career, Vicki also held the positions of President of the Yukon Liquor
Corporation and President of Yukon Housing. She has considerable experience in
administrative justice and board governance. Vicki is the alternate chair of the Yukon
Workers’ Compensation Health and Safety Board, appointed to this position in 2006.
Both the chair and alternate chair are non-voting positions. She served as the chair of
appeal panels of the board of directors for occupational health and safety and

assessment matters.
Ben Ryan

Born and raised in Yukon, Ben is an entrepreneur with experience in aviation, tourism,
energy and finance. As chief commercial officer of Air North, Yukon’s Airline, Ben
oversees sales, marketing, IT, and loyalty and customer experience, as well as business
development of ancillary divisions in charters, ground handling and commercial fuel
sales. Ben is also president and CEO of Air North’s subsidiary Chieftain Energy which
specializes in the transportation and sale of fuel, liquefied natural gas and lubricants in
Yukon, Alaska, the NWT and northern BC. Chieftain has majority First Nation
ownership and has direct partnerships with nine First Nations business entities in
Yukon and northern BC. Ben is also involved in tourism as a member of the Mat'atana
Steering Committee, a group tasked with exploring an Indigenous Tourism and Eco-
Tourism opportunity in the Traditional Territory of the Champagne and Aishihik First
Nation. Ben also participated in the Tourism Mission to China in 2018, where he met
numerous key tourism industry stakeholders with an interest in growing international
inbound tourism. He holds a B Comm from Carleton University and an MSc in Financial

Economics from the University of Oxford. He is also a certified alternative investment

analyst (CAIA) and a financial risk manager (FRM).-




Justin Ferbey

Justin was appointed deputy minister of the Government of Yukon’s Department of
Economic Development in March 2016. He is also president and chief executive officer
of Yukon Development Corporation and former chief executive officer of the Carcross
Tagish Management and Development Corporation. He also was a federal fiscal advisor
in the British Columbia treaty process, an executive of the Carcross/Tagish First Nation
government and the chair of a tripartite ratification committee that oversaw the
Carcross/Tagish First Nations’ vote to become a self-governing nation. He was a
federal appointee to the Joint Public Advisory Committee of the North American
Agreement for Environmental Cooperation and is a director of Tides Canada. Justin is
the recipient of the British Columbia Lieutenant Governor's silver medal for academic
achievement and community service. In 2018 he received a Meritorious Service Medal
from the Governor General as part of a team effort in his First Nation community. He
holds a Bachelor's Degree in Neuroscience, an MBA from the University of Liverpool,
has certification in dispute resolution and negotiations and is an alumnus of Action
Canada and the US State Department’s International Visitor Leadership Program. He
has been a frequent speaker at many national conferences involving First Nation

economic development and governance and has written articles for The Globe and Mail.
Marilyn Jensen

Yadultin & Dists’adle, is Inland Tlingit and Tagish Khwaan from the Carcross/Tagish
First Nation; belonging to the Dakhl'aweidi Clan under the Tagish Keét Hit (Killerwhale
House). She presently serves as president of the Yukon First Nation Culture and
Tourism Association and is on the executive of the board for Indigenous Tourism
Canada. She has taught First Nation Governance at Yukon College and works closely
with many Indigenous communities as a senior consultant focusing on Indigenous self-
determination and wellness. She has facilitated workshops for the Yukon government
on Indigenous history, land claims and self-government for 20 years and has worked
on numerous projects with First Nation governments and organizations. She leads a
traditional dance group, the Dakhka Khwaan Dancers, who were recipients of the

National Indigenous Tourism Award and nominated for an Indigenous Music Award |n
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2018. Marilyn was honoured by the Governor General of Canada as a recipient of the
Polar Medal for Cultural Reclamation. She has earned a BA in Anthropology from the
University of Alaska and an MA in Indigenous Governance from the University of
Victoria. [The original version published here erroneously stated that Marilyn Jensen
recently rather than currently served on the executive of the board of Indigenous

Tourism Canada.]
Michelle Kolla

Michelle is a member of the Selkirk First Nation and granddaughter of the late George
Fairclough and May VanBibber. Michelle and her husband Rob owned and operated the
Snap on Tools franchise for 32 years and are partners in Porter Creek Self Storage. She
has worked with non-profits for 15 years including the Skookum Jim Friendship Centre
and Council of Yukon First Nations as their executive director. In the past Michelle has
worked closely with the local business community and government departments as a
procurement officer with the federal and territorial governments. She is a past board
member of Selkirk Development Corporation that included overseeing Minto mine
opportunities, real estate properties, Minto Resorts and Selkirk Centre store, hotel and
gas station. Michelle is a past board member of Yukon Workers’ Compensation Health
and Safety Board, National Association of Aboriginal Friendship Centres, Director and
General Manager of Northern Native Broadcasting Yukon and a founding Director of
Aboriginal Peoples Television Network (APTN). Currently she is a member of the
Government of Yukon Gas Tax Review Committee and has been re-acclaimed as the
President of the Yukon First Nation Chamber of Commerce. Michelle is an alumna of
Yukon College, Governor General of Canada’s Leadership Conference and Women in

Leadership with Carleton University.
Rich Thompson

Rich is the chief executive officer (CEO) of Northern Vision Development LP (Real
Estate, Hotels) and of Medstate Developments LP (Medical Diagnostic Imaging). He is

also the chairman of Zero Gravity Inc. (Marketing, Advertising). He is well-known in the

Canadian advertising community, private company investment circles and in the /

northern Canadian real estate arena. As CEO of Parallel Strategies from 1986 to 2003,- —




which at the time was the leading Advertising Agency and Multimedia firm in western
Canada, he gained significant experience as a senior strategist in tourism marketing,
having handled and led programs for Alberta, Yukon and Alaska. In 2004 Rich co-
founded Northern Vision Development LP (NVD), the most active real estate company
in Yukon. Serving on the board since formation, he took over as that partnership’s CEO
in March 2009. Also in Yukon he has served as the chairman of the Tourism Industry
Association of Yukon'’s (TIAY) Senior Marketing Committee, chaired the Yukon Chamber
of Commerce and, most recently, co-chaired the Yukon Tourism Development Strategy

Steering Committee.
Valerie Royle

Since August 2017, Valerie has been the Government of Yukon’s deputy minister of
Tourism and Culture. She is also deputy minister of the Women’s Directorate. Prior to
this she operated her own executive management consulting business after working
with Bluedrop Learning Networks as their vice-president of workplace safety and
apprenticeship. Before that, she served as the deputy minister of Education in the
Government of Yukon from 2012 to 2015 as well as the president and chief executive
officer of the Yukon Workers’ Compensation Health and Safety Board from 2005 to
2012. She is an online lecturer in disability management through the Pacific Coast
University for Workplace Health Sciences as well as in business administration through
Memorial University of Newfoundland and Labrador. She holds an Honour’s Degree in

Commerce and a Master’s of Business Administration degree as well as a Certified

Disability Management Professional Designation.




APPENDIX B — Task Force Terms of Reference

1.0 Introduction

Arising out of the Yukon Tourism Development Strategy, the Government of Yukon is

establishing a Task Force to explore tourism governance models for Yukon.

2.0 Context

Yukon's last vision for tourism was developed in 2000. Since then, the tourism sector
in Yukon has significantly grown and shifted. Driven by the Government of Yukon'’s vision
and priorities, the Department of Tourism and Culture welcomed the opportunity to lead
the development of a tourism development strategy in 2017.

To guide the development of the strategy, a 15-member Steering Committee made
up of organizations that represent the tourism industry, Yukon First Nations,
municipalities, the arts and culture community and Yukon government was brought
together to guide the initiative forward and create a strategy for Yukon.

The Steering Committee completed this work, and officially endorsed and
recommended the Yukon Tourism Development Strategy 2018-2028: Sustainable
Tourism. Our Path. Our Future. to the Government of Yukon in November 2018. In
February 2019, the Government of Yukon endorsed the recommended strategy and the
implementation of its seven priority actions.

One such action was to establish a Task Force to explore options and recommend an
improved governance model for tourism. The current model is not “broken”; however, it is
recognized that improving governance has the potential to align the efforts of

government and industry in a manner that maximizes efficiency of destination

management and supports tourism industry growth.




3.0 Mandate

The mandate of the Task Force is to:

e assess tourism destination governance models against a set of criteria;
e rank these models based on their ability to achieve the vision, goals and values of
the Yukon Tourism Development Strategy, and

e recommend a ranked list of models for consideration by government.

In formulating its recommendation, the Task Force will be guided by research and
best practices from leading tourism destination management models, and meaningfully
consider the thoughts of the Yukon Tourism Development Strategy Steering Committee

and key stakeholders.

3.1 Criteria

The Task Force will assess tourism destination governance models against:

e the vision, goals and values of the Yukon Tourism Development Strategy;

e accountability to the diversity of interests within the Yukon tourism sector and the
Yukon public;

e revenue generation capabilities;

e performance pay funding models;

o flexibility and agility to respond to market conditions;

e competitiveness;

e stakeholder involvement in decision making;

e fit for Yukon, and

e other criteria as deemed appropriate by the Task Force.




4.0 Guiding Principles

Recommendations to the Government of Yukon will be practical and feasible, with
the aim to better align the efforts of government and industry in a manner that
maximizes efficiency and effectiveness of destination management and supports
sustainable tourism industry growth.

Recommendations shall not include governance models that will lead to ongoing
increases in operations and maintenance costs to the Government of Yukon nor
include any layoffs of permanent staff and any reorganization must be in
compliance with the Yukon Employees Union Collective Agreement.

Individuals on the Task Force will be expected to work together in a respectful
manner with a willingness to listen to all perspectives/opinions brought to bear on
how to address relevant issues.

Decisions will be made based on consensus among Task Force members. Where
consensus cannot be reached, the majority view and minority views of dissenting
members will be presented to the Government of Yukon for consideration.

Face to face meetings will be planned as far in advance as possible to
accommodate schedules and to ensure maximum participation. Online
technologies, teleconferencing and videoconferencing will be used when possible
to facilitate participation and to decrease travel.

The terms of reference lay out the structure and mandate of the Task Force,
however they are flexible and may be altered to ensure the Task Force is able to
deliver upon their mandate.

Any proposed amendments to the terms of reference are to be provided to the

Minister of Tourism and Culture for consideration and approval.




5.0 Task Force Structure

5.1 Task Force Membership

The Task Force will be made up of a maximum of seven individuals including one (1)
independent Chair, two (2) members providing a tourism industry perspective, two (2)
members providing a First Nations perspective and two (2) Government of Yukon
representatives. Members will be appointed by the Minister of Tourism and Culture, to be

confirmed based on the following criteria:

e Expertise and knowledge of tourism in the Yukon context and/or expertise and
knowledge of organizational structures and governance models;

e Perceived to be balanced in their views and approach to issues; and

e Has an understanding and appreciation for a diversity of perspectives of other

constituencies.

The Minister may also appoint advisors to the Task Force.

5.2 Task Force Chair

The Task Force will be chaired by Vicki Hancock. The Task Force may choose one of

its members to serve as Alternate Chair should the Chair not be available for a meeting.

5.3 Selection of Replacement of Member

If a member of the Task Force steps down, the Minister will be responsible for

selecting a replacement based on the following criteria:

e Expertise and knowledge of tourism in the Yukon context and/or expertise and
knowledge of organizational structures and governance models;
e Perceived to be balanced in their views and approach to issues; and

e Has an understanding and appreciation for a diversity of perspectives of other

constituencies.



5.4 Term

e The Task Force will be established in April 2019.

e Once the Task Force has submitted its final report to the Government of Yukon it
will be disbanded.

e The Government of Yukon reserves the right to terminate the panel at any time

and for any reason.

6.0 Task Force Process

6.1 Deliverables

e The Task Force will submit a draft report to the Government of Yukon by July 1,
2019. The report will contain advice and options as per the Task Force's mandate.

e The Task Force will submit a final report, no later than September 1, 2019.

e The Task Force report will be available to the public once the government has

received the report and has had time to review and analyze the recommendation.

6.2 Task Force Activities

In order to advance its work, the Task Force should undertake the following activities:

e |In camera discussions to exchange perspectives, establish a shared
understanding of issues, identify key themes, and develop advice.

e (Gather and review local, national and international research to support its work.

e Regular meetings with the Minister of Tourism and Culture at key milestones to
receive feedback and exchange views on key topics for further exploration.

e Meetings with the Yukon Tourism Development Strategy Steering Committee to

explore issues and facilitate dynamic engagement with a mix of experts.




e |nvite guests with experience and expertise in key areas and issues to make

presentations to and engage in dialogue with the Task Force.

e Prepare interim reports to the Minister of Tourism and Culture on emerging findings
and/or specific themes, as well as a final report with conclusions and advice in

accordance with its mandate.

6.3 Process
e Task Force reviews initial research
e Task Force reviews additional tourism destination governance models
e Task Force engages with the Yukon Tourism Development Strategy Steering
Committee
e Task Force reviews written submissions
e Task Force develops draft report
e Task Force shares draft report with the Minister of Tourism and Culture
e Task Force revises draft report as needed
e Task Force recommends final report to the Minister of Tourism and Culture
e  Government of Yukon conducts an internal analysis of top ranked models

e (Cabinet and Management Board reviews recommended submission
6.4 Work Plan

Work Plan

e The Task Force will be responsible for developing a work plan that will enable it to

present a final report to the Minister by September 1, 2019.

Budget

e The budget for this project shall not exceed $50,000.




6.5 Confidentiality

Task Force meeting conversations are confidential. Conversations may be repeated
with permission from the Task Force and the author of the comment. Task Force member
views and comments will not be attributed in meeting reports or minutes and this will
clearly be noted on each report.

All members are expected to protect and maintain as confidential any privileged
information divulged during the work of the Task Force. Members must not discuss this
information with persons not on the Task Force, or divulge information obtained from the
work of the Task Force, including presentations made to it, until such time as this

information has been officially released for public distribution.
6.6 Declaration of Interests

The Chair will ask members to make a verbal statement of their relevant affiliations
and interests. The level of participation of a member in conflict is determined by the Chair
in consultation with the other members of the Task Force. Each individual Task Force

member has the responsibility to declare a conflict of interest as it arises.
6.7 Resources

The Yukon government will provide the panel with the following documents to inform
its activities:

e Yukon Jurisdictional Scan, Phase 2 Report

e Tourism budgets, 2018/19, 2019/20

e Destination Canada Funding Model research

e Previous discussion papers on governance models for tourism Yukon

e Auditor General Report on Crown Corporation and Structure

e Other documents as identified or requested by the Task Force.




The Task Force will be supported by additional research and expert advice on

organizational structures for tourism Destination Management Organizations, including:

e Yukon’s current governance model, which comprises direct service delivery (the
current Department of Tourism and Culture and its Tourism Branch — marketing,
product development and research, visitor services) as well as external service
delivery through the funding of NGOs;

e Yukon’s current governance model with a legislated strategic advisory committee
reporting to the Minister of Tourism and Culture;

e Crown corporation structure;

e Special operating agency structure;

e Private Sector contract model (Northwest Territories); and

e Other models/hybrids as identified or requested by the Task Force

7.0 Funding and Administrative Support

The Department of Tourism and Culture, Government of Yukon, will provide all
funding, administrative and secretariat support to the Task Force to meet the

requirements of this Terms of Reference. Specifically, this will include:

e Honoraria and per diems for the Task Force members;
e Travel and meeting space arrangements;

e Secretariat services;

e Presentation materials, if requested, and hand-outs;

e Task Force meeting organization;

e Design and production of the Task Force’s final report; and

e Other administrative support as requested.




8.0 Access to Information and Protection of Privacy

The Task Force will be subject to and agree to abide by any relevant provisions of

the Access to Information and Protection of Privacy Act.




APPENDIX C — A Detailed Review of Alternative
Governance Models for Yukon Tourism!

||||||||||||||

@ The indghts and recemmendaticns reported herein ore provided on o confidentiol bosk to the Yokoen Toursm Develepmeant
Strategy Gowvermance Task Force.

The insights and recommendations found in this foursm destination gowvemance model asessment are curent as of the date

of submission and subject to change given market forces and external wariables. The report &8 meant to serve as a strategic
stwctional andibyss,
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! Elements (or portions) of A Detailed Wﬁo for Yukon Tourism,

including verbatim comments have been remove emai n ess to

Information and Protection of Privacy (ATIPP) Act. ’
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Infroduction YUKON

Late in 2018, the Govemnment of Yukon released its 2018-2028 Yukon Toursm Development Strategy which
resulted from extensive consultation with toudsm industry memibers, Frst Nation governments and citzens and
other key stakeholders under the averdaht of a Steerng Committes to advise the Minkgter of Toudsm and
Culture,

Arnong its four pillars for success, the Govemment identified the creation of a “Foundation for Genermational
Change" with an Action Flan and a Task Force to review the governance model for how the Yukon delivers
foursm services.

Az part of that review, the Task Force has engaged Twenty3l consulting fo review how other prosvdncial and
temtonal toudsm organizations deliver foursm services inan effort to learn the strenagths and weaknesses of
these modelsin and, importantly, chamctenstics of these models that might be aopplicable to deliverng toursm
services in the Yukon

This report will cutline how fourdsm is deliverad in each of the target models gcross Canada and perspectives on
how these medels might apply to the Yukon, Each model has its strengths and weaknesses but none & easily
transfered to ancther given the inficacies of the govemment and tourdsm culture unique to each destination
for the Task Force to consider as they meet fo develop their recommendaticns

Twenty2] Consulting very much looks forward to helping the Task Force review and consider these altemate
mzdels with the goal of helping to ablectively derve the dght model to recommend to Government.
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Yukon Tourism Development Strategy 2018-2028 ‘424

The 10 yaar sirategy setfs out fo foster the condifions for o thriving tourism econory in Yukon, recognizing
the fine balance that exists betweaen economic, social and environmental values.

In Mowvember 2018, the Government of Yukon endorsed the Yukon Toursm Development Strotegy 2012-2028
Sustainable Toursrm. Our Path. Sur Future, The strategy cutlines the vilon, goals and core values that chart the
path toward sustainable toudsm and economic growth for Yukon.

Vision Core Values
+ Thawiion is for Y ukon tounsm tobe g viorant, sustainable = Lewwe Jur Y ukon
campanant ol TheYukan's sconomy ond socisly Tor The benedil of + Encouroge o thriving toursm sector
futura ganarations * Freserve and enjoy our nolual environment
= Honour qur hesitage
» Celabrole our cultures
Goals

+ Build haat by communities
+ Develop part nerships
Foster nnavation

Thriving Toudsm BEcononmy - oppon unilies lor Yukon businesses and
stoble yeorround resident employment

= Sustainabke Toudsm Cevelopment - a balkanced approach
+ Resident Support for Toursm = positive attilude obout toursm
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Governance Task Force YUKON

Identified as a priorty action, an improved govemance maods! will help to maxdmize sfficiency of
desfination management and support industry growth inYukon.

Cne of seven priorty actions identified in the Yukon Toursm Developrment Strategy 2018-2028 was the
development of a Govemance Task Force o explore tousm govemance madels for Yukon. In March 2019 the
Task Force was officially establshed with seven appointed expert members and a defined mandate to
Implemeant the action plan.

Pricrity Action Plan: 1.1 Governance Govermnance Task Force Mandate
‘Through research ond engagement. the tosk force & chorged with « A rank and recommend an approgriale govemance model
exploring Tourism gowvernoncs models (2., crown coponation, based on research, best-proctice ond fhe perspectiees of the Yukon
specikal operoding ogency, privatefpublic sector part nership. et Towism Developrmient Stralegy $1esing Commil fes and key
and recammeanding an mproved model fothe Govemment of stakehoicans.

fukon, Improving governonces would aign the effort s of
govemment ond ndustryin o manner thot modmizes theatficiency
of dastination manogemmsent and support s fourem industny growth.”

- & Sourcex Yubcn Tourdsm Deveicprent Siholegy 200182028 Surinino be Towrams. Cwr Poth. Ouw Fuduse
[wenty 181 e .
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Project Overview YUKON

Supporting the mandate of the Task Foree, the objective of this project isto provide research, perspectives
and insight into altemative tourism governancs models for Yukon,

Project Objectives

The chjective of this project s to support the Tagk Force in the development, research and consideration of
options and recommendations for animproved govemance model for toursm.

Project Deliverables

1. Awvallable to Task Force to conduct research; offer professional perspectives; insight info altemative
govemance models for Yukon,

2. Develop fulsome penspectives on the strenagths and weaknesses of edach of the sk governance models
against the key govemance chitera.

m Research of peer destinations (interdews, desk research with lesdership in those jrsdictions)
m IF requied, ciscussions; InTendens with Tosk Faree membears and other stakehakders
m E&?E?&E&%‘Epﬁ’ Eﬁgllcas.frhannas I dastinotion govermnoncs and fundng of sach of tha
m Presenfationsin persan ef by lelephene fo Tosk Force members

Methodelogy
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Targeted Governance Models Lo

There are sixtargeted govemanos modeals identified for the deesp dive analysis, including the curent
mcdel and other hybrid approoches.

The five govermnance models identified for considerafion include the following, and other models/hybrids as
identified or requested by the Task Force:

° Curent governance model with a
legilated strategic advisory committes
re'puriu g ta the Ministry of Tourdsm,

Culture 5, cial operating agency structure
. Curent governance maodel °Crown Corporation structure ° Private sector contract model

[wenty 181 e .

Key Ciriteria YUKON

To achieve the mandate of the Task Force, all govemanees modeals need o be assessed against o
predetermined set of oritena,

There are eight key govemance critera in which the tourdsm governance models will be assessed against when
the Task Force makes a final recommendation fo the Government of Yukon:

The sdsien, goals and values of the Yukon Toudsm Development Strategy:

Accountability ta the diversity of interests wathin the Yukon toursm sector and the Yukon public;
Revenue generation copabilities;

Perferrnance poy funding models;

Flesdbllity and agility to respond to market condifions;

Competifivensass;

Stakehclder involvernant in decision making:

Fit for Yukon, and As determined by Task Farce

Cither critero

Twventy 181} .
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Review of Other Yukon Crowns
Yukeon Liquor Corporation (YLC)

GOVERHANCE MODEL

The current Liguaor Act |5.Y, 2002) provides for a goveming Beand of Directors |3( 1] There sholl be o coporation entified the
ko Liquor Corporation consisting of those persons who from time to time comprise the board and 3(10) The Baord may
make byaws requiating ifs proceedings and generally for the conduct and management of the affais of the corparation|

*  Inpractice the Boord has no govemingrole and is restricted to matters pertaining to icensees.

+  Presdent 5 hired by the Commissionsr in Executive Coundcll and reports fo the Minister

«  Crown Corporation that is ren os o regulor govemment department

+  Anew Liguar Act anficipoted for tabing in the autuemnof 20196 expectad to codify curent YLC govemance praclices
into law.

BOWRRD

«  Consgsts of  minimom of theee members (in practice, dx including the Choir and Yice-Choir, appointed to ther posts|
appointed by the Commisionser in Bxecutive Councl for a term of up to three years. May be re-appoinfed. but ako serve
at pleasure. There are no Board committees.

« The only requirement for appointment to the Board is to not be in confict of interest by dealing in alcohal or havingany
poart in such a business

STAKEHOLDER EMGAGEMENT

+  Acstokeholder group representing Icensees s now being formed to enoble regulor stakeholder consultation for this group
This has been infrequent and ad hoc in the past.

*  Consumers, communities and other downstream stakeholders are typically not drectly engoged.

Tweniy i 31 1
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Review of Other Yukon Crowns
Yukon Liquor Corporation (YLC) con't

GOVERNMENT ROLE N DECISION MAKING

+  The Beard'sspedcific deckions in bsuing. canceling or suspending llicenses are the only Y1LC decisions inowhich the Minkter
miay notintervens,

+  The Minkter and Corporation negotiote o Protocol Agreemeant of rakes and expectations annually, and the Commisskener
in Executive Council may issue binding directives to YLC on any matter except alicense application or appeal that was
akeady underway when the directive was Bsued.

FUNDING MODEL

+  Seff-funding through morging on products sold, Generates considerable profits and colects bguor taxes as revenue for the
Government of Yukon; these are submitted monthly.

« Aoudited annually by the Auditor General of Canada.

Twventy i3l e- 14




Review of Other Yukon Crowns
Yukon Workers' Compensation Health and Safety Board

GOVERMANCE MODGEL

+  Technically a Trust rather thana Crown Corporation, YWOHSE's govemance madel is derved os independence from
government,

+  Howewer. itls co-governad by representatives of the core stakehalders: workens ond empleyers,

*  YWCHSE staff belongs to the publc servicein order to take odvantoge of economies of scale, including superannuation.

*  YWCHSE President is a Deputy Head under the Public Service and must be certified by PSC, but 5 selected by the Board of
Directons and by low i solely responsible ond occountoble to the Boord

BOARD

«  Conssts of 4 to & woting members, plus Chair, Alternate Chair and non-voting President.

«  Woling members selected based on skils base and are selected in egual numbers from nominations put forecard by workers
and worker orgonizations ond by employvers ond employer orgonizotieng

+ By convention, nominatiens are scught from crgonized lobour and chambers of commerce

v Tosofeguard independence, no voling member moy alsc be an employes of the Yokon govemmesnt,

*  Board members are appointed by the Commissioner in Executive councl and can onby be remowved prioe to the end of
their 3 year term for couse, eiminating any possibiity that Board members could be switched out to achiewve deckions
sought by the govemmentof the doy. The start of the three year ferms are staggered to ensure continuity

+ Boord has brood govermdanos powers, including soke duthadty to interpeet the Workens" Compernsation Act through poliey
andisue Board Orders with the authanty of reguikations,

* Board members must leam the intricacies of the complex workers' compensation system, st on every committes, and
arrive fully prepared in adwance of each monthly mesting.

[wenty 181 e .

Review of Other Yukon Crowns
Yukon Workers' Compensation Health and Safety Board, con't

BOARD

+  Keyto kesping Boord high functioning b the detaled odentation as well as onnueal govemance training thot hel fo
rncintain o clear boundary between rales of the Boord ond of the Executive

+  Whie volingmembers are drawn from workers and employers, they are not there as odvocates but to benefit the whalse,

«  Aftersufficient discussion on each matter, decisions are almost akweays achiewed by consensus,

STAKEHOLDER ENGAGEMENT

+  Forralzed rekafionships with three moin stokeholder representatie groups, each of which includes mulfiple workerand
employer representatives and meet severaltimes per year, Considered esential to effectivenasin achisving mieson

«  Stakeholder Advisory Committes [BAC] invobeed with high lewvel matters including rate setfing:

*  Poloy Working Group — each member of whom belongs to an organization ako represented on the SAC —weighs in or
polcy develepment at vorlous stages:

+  Preseenfion Group deak with OHS reguilation or Standards of Fractice development, efc

+  Ako ad ho industry groups who collaborate on emerging isues,

+ Thesa are high functioning stakeholder groups that ensure meaningfulinput at key points, preducing both better outcomes
and welHnformed stakeholdears.

v Members of both the Beard ond the executive poficipotein stakeholder engogement sesgons,

GOVERNMENRT ROLE IN DECISION MAKING

Administers Workers' Compensation Act and Cocupational Health ond Sofety Act, andis given the lead role by the Minster
Responsible for consulting on a drafting revisions.

Minister has no roke inmost of YWCHSE's budness and, with all other MLA's B speciically prohibited from gettinginwvolvedin
airy worker chilm o OHS irvestigation:,
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Review of Other Yukon Crowns
Yukon Workers' Compensation Health and Safety Board, con't

*  Minister may reequire, in writing. the Board of Directors conduct aninwvestigationinto some matter within their jurisdiction.

FUNDING MODEL

»  Yukonemployers fund 100% of YWCHSEs adminkfration costs and insurance fund

* Eoch i assessed based on aggregate payrol [individual salaries are copped based on madmum insurable earnings) at a
rate per §100:et occording to the collective risk of the industry groupin which they operate.

+  Yukon gowernment contributes only o3 an asesed employer,

+  YWOHSE s required 1o operate according fo the Fnonciol Adminstration Act, but has o firancial system (ond evenfacal
weor| distirect from the Yukon govemment

*  YWCHS3E is audited annualy by the Auditor General of Canada.

« Ascollected assesments must cower all future costs of cumant yearinjures, YWCHSE maonages a considerable investmeant
fured to grow the fund fo coverthoss costs; dnce the Yukon gosernment bockstops the fund (if the fund becomes
insclwant, the Yukon government wil foke core of the injured workers out of the Consalidoted Revenue Fund| the paolicy for
these investments must be approwved by the Commisioner in Executive Coundcll,
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Governance of Other Yukon Corporations

Yukon College Hospital Corp. | Liquor Corp. YWCHSB

Legal Status [Mon-crown)]  Crown Crown Trust
Corporation Corporation & Corporation
Charity
Decisions Independsnt  pMostly Integrated Independent
Independent Independeant
fram YG
Staksholder Structured,  Structured plus Lirnited Structured,
Engagement broad and in- ad hoc broad and
depth in-depth
i“:m‘ 1"

Board Structure of Other Yukon Corporations

Yukon College Hospital Corp. Liquor Corp. YWCHSE

Board Memlbers 12 g 34 &=8

Rermovalonly Mo ks] Mo Yes

for cause

Chalr Chosen by Appointed Appolinted Appointed
Board

=




Funding Models of Other Yukon Corporations

Yukon College Hospital Corp. Liquor Corp. YWCHSB

% from Y S 47 4% 85% 0% 0%

% Fea-for- 37.5% 15% 100% 0
service

Partners / 15.1% 0% 0% 100%
Stakeholders /
etc.
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Six Targeted Governance Models

WEION

Targeted Goverance Mokt
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Line Department Overview

The provinciolftermitorial foudsm bronch/Tine department model 1s becoming Increasinglhy rare.

Overview

The provincialftemitorial toursm branch/line
departrnent model i becoming increasingly rare,
Reasons forits decline include the recognifion that
toursm s a unique economic diver, understanding
that toursm is delivered by the pivate sector it should
therefore be supported by the pivate sector and
numercus exarmples of innovative private/public
partnerships that successfully have confributed fo
destinaticn competitvensass and sustainable growth.

Mevertheless, the toursm branch model still exsts and
appears to be the approoach wvsed in some scenarnos
where there is less emphasis on tourdsm, a higher
degres of taxpayer scrutiny surmounding toursm
funding and as a result a need for greater contral and
owversdght, the goveming administration o minister
desres drect ongoing involvernentin decisicn-rmaking
orwhere toursm stakeholders and private sector
players are less engaged. Unfortunatealy, when these
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Line Department Benefits

factors are combined with a lack of strategy and
vision it could lead fo poorly manoged destinaticns
and missed opportunities for visitor satisfaction and
economic growth,

Farmal and infarmal structures, such as strategic
adwvisary committess and councils, often are in plocs
to improve collabornation, information sharing and
incdustry coordinafion, but they are not o requirement
for this model. Participants of these groups may be
frorm a vanety of crgonizations, Including industry
assockations, academic instifufions, ofher levels of
governmentand pravate sector groups

Where the tournsm branch & ploced and the minister
responsible has been said to greatly influence
stakeholder perceptions of the importance of tounsm
and as a result can create funding uncertainty.

P
YUK

LEREEE TEAN L1

Any benefits availatle under this modelwill depend on a highly skilled staff and monagement capability.

Benefits

The benefits of branch/line department as the central playver in foudsm development depends on the
organizotion's abiity fo maintain perspective on the market-diven nature of toursm and its copacity and ability
to consistently engage stakeholders and industry in strategy and investment deciions:

FCCUE FLEXIBILITY

Resporsbiiy toword
Consultirgg with key
stakahakdars that can
revedl opporiunilies fo
align progrorns and
sardcas with mankst
Trencks bt itk rnited
poAer

Ovanopping intarssts
betwean govermeant,
wisiors, stokshiolders,
resickemts,

PARTHEREHPS
Lewerages porinsshios
and rakgtionships of
key stakehalders crd
inchustry groups ta
Irmprows prosgram
results, Acts as oliakon
patwesn partles

STARILTY

Lowwar stanlityralativa
1o other modak due
to depandsnce and
obligotions ralated to
powvernment and
polttical cyclas,
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FURDIMG FOLICY DRIVEW

Greater contral and
owersight of funding
due 1o drect
rroragement af
pregrams, sendcas and
agreEments.

Prondcies graotar
coritral in alignirg
prograns and serdces
with pollcy objeciivas
of goverment ord
strateglc plors.

EFFICIENCY
Utlizes public sector staf,
SYFIEMS Ored MRSOUICES
bt comes Witk sormse
frnitations. How much

ERNGAGEMENT

Alnle to toke o crom-
sacionl view ond
angaps ord inflsncs
ralenvorit

[P doss @overnmeant
provinciol/temrtoncl uncersiand the bosiness
deporiments on kauses of foursm?

mere qQuickly.




Line Department Considerations

This miodel typlcally relies on formal and Infomnal siructures for industry Input but with no “teeth',

Process and Considerafions

Some considerations associated with the tourdsm
branch madel includs:

Timing, tran:

+ Relatively easy to set up this type of model due to
available rescurces and shared systems ocross
govemment.

Mandate

+« Mandate development offen relies on informal and
formal structures that improve collaboraticon,
information shardng and coordination,

+ For example, in theory Toursm Yokon relies on
Industry recommendalions, adwice and strategic
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councl of the Mrategic Markefing Adwisory Coundci
(“SMACY ) which cperates oz a committee of the
Toursrm Yukon Industry Asscciation’s (“TIAY"| Board
of Directors.

« TIAY then provides strategic marketing advice

directly to the Minister of the Department of Toursm
and Culture. to infarm its strategies and plans.

Funding

« Curent funding models are most often dependent

on annual budget appropaations from the
provincialfteritorial government, howevera mix of
co-funding, costrecovery and accommodation tax
are possible funding mechanisms in some
junsdicticns

Legislated strategic advisory committee Overview

This govemnance model utiizes a srengthenad collaboration and cooperafion meachanism through the
gdoption of a legislated strategic advisory committes.

Overview

This governance model builds on the toudsm branch
mixdel but utilizes a strengthened collaboration and
cooperation mechanism through the adoption of o
legislated strategic advisory committes to support
bausingss planning and investment deciions, The primary
goal of this approachis foincrease the levelof
responsibility. accountability and fransparency of the
arganization by puting in legislated parameters to ensure
its effectivenass,

In additicn to legklaticn. the modelwould require the
dewvelopment of o general policy document that outlines
the expectaficns and protocels for the strategic advisory
committes, For example. the policy may include.
amengst other items the defined rele of the committes,
revigw procedures related to the ferms of reference.
appointrment processes. participation requirerments.
allowable expenses. conduct and applicable other Acts.
Regulaficns, By-lows and Pelicies that members must
adhere to
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As well, with a more formal advisory committes structure,
what would be the iduciary duty of the Committes
members and chair and whaot levek of authorty would
they have, What obligation would the government have
to follow ther advice?

Finally. how many committess? Would this be a single
"tourism” committes o one that reflects the crganizations
mandate?

A comprehansive committes policy combined with the
approved legislation would help fo ensure that arange of
toursm experts have an effective and regular formal legal
structure for sharing ther knowledge and perspectives
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Legislated strategic advisory committee benefits  vukon
Slmilar fo the previous modeal the guality of staff and the leadership team will help fo provide mone positive
outcomes but with the benefit of a formalized structune for industry stokeholders fo play arola in the
development of strategy.

Benefits

The benefits of establishing o legislated strategic advisory committee are dependant on the on the
organization's abiity to deliver high-quality programs and service in a compelifive and efficient way:

RO FLEXIBILITY FURDIMG POLICY DRIVEH
Crvalopping imtarssts Legieloted resporabiiy Provides grecter
between goverment, {owvard cormaiingwith g\gﬂm':fgﬂ:ﬂ:nnd cortnol im oligning

wi tors, stokehalcers, kay stokeholders thot due 1E-ﬂi9t1 @ pragranes and serdces
resicients, cor resveal wilh policy objectives

moragemeant of

programs, sandicas and ana sirataglc plors

Achisory croups cor

opportunities to align
PrOgroms ord servioes

withmorkai francs QGFEEmments. A ppact e fram
Bt does it howe Inchstry b sirotegy
“lesth"d
STARILTY PARTHEREHIPS ErRGAGEMENT EFFICIEMCY
Ak to toks o cros-
Levaregas partnarstips ok .
over STabiity relative ard relatiorehips of sacional fl&"ﬁg‘rﬂ Lirlﬁasp;.lblvc L?S'Df
toothar modsls dus ke stkenoidsts and angags ord nfksrcs stall, systerns
to deperdence ared Indusiny groups 1o i sirotegy bosad on resoarcas but with
oblgations related to Fprove program s1:nk9hn}:lern . chollsngss
gowvammant cyckes repAts, Acts osa loison angagasmant.
betwaen pories, Significantly higher

lewels of engagement .
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Legislated strategic advisory committee
Considerations

Legislofionwill need to be drafted and approved by cabinet and passed by fhe legisiature,
Process and Consideralions

Mandate
Same considerdfions assockated with the line
department model with a legislated strategic » Depending on how prescrptive legislaticn
adwisary committes include: requirements are it may be more challenging and

fime consuming fo change the mandate fo address
future needs of the branch. Would a new version of
this miodel hove Yteaeth™

« Given that the cumant modelis a line department of
government, there would be limited transiional Funding Mode!
needs related to actual service delivery but =
legislation will need to be drafted and approved by« Current funding models are most often dependent

cabinet and passed by the legislature on appropiations from the provincial ftemtonial
government, however a mix of co-funding, cost-
« Addifionally, a policy goveming the strategic recovery dnd accommodation tax are possible
advisary committes will need to be developed and funding mechanisms.

approved by likely the minkter and deputy head of
the related ling departrment.
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Crown Corporatfion Overview YUKD,
Crown corporations appear to be the most common type of govemance model for provincialtemitorial
OO,

Overview In all Crovwn Corporafion modsls, the
provincial/temtorial govemment mainfaine confral of

Within Conada, the most commen governance model  the mandate of the corporation through leatlation,

for taursm DMOs & a Crown Corporation. Curently, appointment of the Board of Drectors and the funding

seven out of 13 provincial/temtonal governments plus model

the federal government, have established crown

corporations responsible for foursm,

Provincial DMOs that operate as Crown Corporations
in Canada are all established through legilation (an
Act) and report to the government through a minister.
The managemeant and control of the affairs of the
corporafion are vested in a Board of Directors which
dfe appointed by the minkter of the: department
responsble. The mandate for eoch DMO Crown
Corporation, as defined in the legislation, & different
and may include marketing, visitor services, vistor
experences [product development), education,
training. industry development and research.

[wenty i3l .

Crown Corporation Benefits
The mandate of the Crown corporation will determine the extent of potential benefifs,

Benefits

The benefits of establishing a DMO Crown corporaticn are dependent on the crganzation's mandate as
arficulated in the legislation but often include the following:

FOCUS FLEXIBILITY FUNDIMG MAREET DRIVEN
Fully focused on Mimnike ord oble 1o ﬁ?ﬁnﬁlﬁﬂ?remg Responds toindustry-
miorddiote as writtanin irmpkemant and controcts with drfwan maketing
thelegisiation. respord quickly to partners, s wel os 1o cyches, rather thon
shitsin the b oibls to detar government iundng
markaiplace, spending outdde of cyohss. Focus on
Rscal year ands 1o relevorice to viitor
et markst rreancsts that raguirg

lormg-tamm cormmitresnt

requirerments. Frese 1o consstent

BT ey AN kesp

it rresaEng
STRBILTY PARTHEREHIPS EMGAGEMENT EFFICIEMCY
Maintain continuity Accass bettar privala Aol to fosisr ?Sﬁﬁﬁ??{"”
during eleciion sector support ordjor engagement with the q.-..-.-?gnn._..-..;m 1o
yearsicyckes porirerships Tourtsm Inchustry, mmreb1w n.:.nl:d|
(krverzgead rankating| communities and eIt -
oiber st okeholders, o

argorizations,
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Crown Corporation Considerations

The process to establish a Crown corporation is more fime intensive.

Process and Considerafions

Some considerations associated with the
astablishrment of a Crown carporation include:

Timing, tran:

+ Establshing o Crown corporaticn will require
legislation that involves consultation that will take
firres.

+ While legilation s being developed, consideration
will need to be given ta how current tourksm
programs and services will be delivered

Mandate

+ Consideration will need to be given to the scope of
the mandate for the new Crown corporafion which
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may require addiional research to determineg the
best model for Yukon.

Funding

+ Curent crown conporaticns in Canada have
differant funding models that range from annual
budget appropriaticns from the government
through to multi-year funding models that may
include a mix of budget appropraticns and porticns
of existing taxes (e, formula funded).

* Someindependent reports suggest that sufficient,
stable, long-term funding i the prefarmad model for
SUCCESS

Special operating agency Overview
Agencies provide flexibiity fo moke market-driven decisions yet are sfill closely linked to the home

departrent,

Qverview

The use of special operating agencies has become
more cormiman at the reglonal or municipal level as
axpaectations surounding serdce quality and
efficiency rse across indusiies, whether delivered by
govemment or private business, The agency model
recognizes that in order to provide quality and create
an envicnment that produces efficiency,
rmidanagement decisions need to be based on curent
morket conditicns and business cycles rather than
short-term gowvernment cycles

Managerment and staff within agencies are often
encouraged fo take a more business-like approach,
which fosters a culture of entreprensurship and rsk-
taking. Even though this may be quite different from
the home department strong relaticnships exist
between the two crganizations based on shared
values and the use of public sector emplovees,

Im?_i ' ﬁ Sources Trecsury Be-ond of Conodao Saowioriod

systems and resources to operate the organizafion

Management remaing accountable o the
govemment departrment head o minkter equivalent
who approve aninitial framework docurment for the
organization and its business plan,

The framework document & crfical because it outlines
the mission, gukding pincipals, accountabiity
relationships and monifodng and performance
processes. Stakeholder engagement s a best practice
during the initial framework set up to ensure
acceptance of the approach.

The Business plan outlines the actual targets, rescurce
needs and approdches fora given year or business
cycle, The departrment head and minkter can
consider using a strateqic advisory board to provide
advice to the agency head when developing the
business plan.
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Special operating agency structure Benefits LERoN

When perfammancs, innovation and clisnt-focussed operations are top of mind agencies are most

sucoessful.

Benefits

The benefits of establishing o special operating ogency are dependent on the desire for innowation, client-centered operations

and performance:

SERVICE

Prirmaary concem |5 to

pravdde clisnt-locused

senvices, similor to o

pvote sector business,

ETARLITY

Crgankations o
able toeperate
wurdar thak own
chartar, devalkopad
callabonatively with
the dapartrrsmt
Feead o ministar.

FLEXIBILITY

Femuoins o part of the
public service bt with
accountabifties and
parfomoncs targats
that encounage
Innoeort bom ord
initiative.
Moragement & aible
to do what makes
RS,

P ARTHERSHIFE

Concompeta with
private sector fo
provicks services
davelop clioncss and
ariterinto partnerships
tastrergifen
morketing ord
investments.
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FUNDIMNG MAREET DRIVEN
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conditions,

Anle to operate an o
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prochuct sakes etc
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ored s1af. adminsfrative
outhoriies can be fuly
delagated.

Special operating agency Considerations

A framework and business plan are the key documents that set agency requirements in tourism.

Precess and Censiderations

Some considerations associated with the
establishment of a Special Operating Agency include:

Tirming, trans

tions

+ Special operating ogencies are established vio a
frecsury board decision making authority and
approved by the responsible minister. No nesw

legilafion s required.

+ Detalls about operations are set out in o framework
document and a business plan that set
accountabilty, performance targets and reporting

requirgrnents.

« While approvals are being underfaken, potential
special operafing agencies often seek proviional
status so that some functional activities can be

camed outin advance

Im?_i ' ﬁ Sources Trecsury Be-ond of Conodao Saowioriod

Mandaote

+ Special cperating agencles are most successful

when they have a stable policy framework with a
clear, ongoing mandate,

Funding Model

hMany spedal operating agencies in Canada
operate under a cost recovery basls by charging
clients for the goods and services they provide.
Howeever, there s no actudl requirerment 1o do this or
for expenses and revenue to align directly,

The main funding mechansm used & offen a
revalving fund with a stipulated drawdown
autharty, [which is paid back by charging clients
overa -0 vear business cvele) and budget
appropiaticns.




Private sector contract Overview

Therz are mulfiple funding opportunities available for fnis type of model,

Overview

A private sector confract model would invalve the
developmeant of a srmallincorporated not for profit
OO with a few of its own staff responsible for the
delivery of all toudsm services through funding
agreements and other partnerships. These relationships
may be based on appointments or selected through
competitive processes (e, marketing, adwvertising,
sales, brand, etc.). The major advantage of this
approach B occess to highly qualified experts for
strategy execution, potential knowledge transfer and
lower adminstrative/employes costs

The provincialfteritorial government would hold the
managing director of the DMO to account through an
cverarching contribution agreement linked to the
long-term toudsm strateqy. The contibution
agreement would e the key document that outlines
service fees, reporting requirements and performance
rmetics. In addition to the agreement, the managing
director waould be responsible for creating an annual
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Private sector confract Benefifs

or multi-year business plan in a collaborative process
with key stakeholders, The business plan would detail
the budget, specific inifiatives and activities that tie
back fo the objectives and goals outlined in the long-
term stratedgy.

Govemance of the DMO could be a combination of
appointed shareholders and elected kay stakeholders
that form o Board of Directors

In terms of funding, the DMO would first affirm its own
annudl o rmuli-year budgst which would then would
b tabled and approved in the legilature ta increase
flexbility and accountability to the provincial ftermitorial
govemment and taxpayers. The DMO could have o
membership base as a source of funding or
alternafively attract key stakeholders and other
potential funders by increasing confidence in the
organization,

The DMO's monaging director plays  cenfral rele In community bullding, partnerships, fundraising and

“leadership",

Benefits

The benefits of establishing a pdvate sector confract are dependent on the DMO mandging director's abdity to
focus on community bullding, partnerships, fundraising and “leadership":

SERVICE
Service s Typicolly
High quality becouss

FLEXIBILITY

The manogirg drector

iTE executad by a5 Aexinlity o
axpertsin each cortract new service
aspest of pirovickens orvd on an
destination annual bask devslop
moragsmant the busines plon
Rermswal is Dosed on oosed on cumant
resultsand mirkat condfions,
paromoncs.

STARLITY PARTHERSHIFS
AlFeughiongsr-term - .
crrangements con ;ﬁgmﬁ?}gﬁe

b antsrad nto with dracier i devaloping
sardce delbvery frms oIty

Trismoce] may result
milass stabify i
confiderce in the
argorization faltess.
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Private sector confract Considerations LaKaN

The DO could get of the ground relatively guickly with limited administrative and staffing costs upfront.

Process and Consideralions related to managing multiple agreements and
Contracts ooour.

Some considerdfions assockated with the establishrment

of a DO deliverng toudsm services through private MMandate

sector confracts include:

+ The mandate of the DMO would be set ocutin the
Timing, trans r ions contibuticn agreement with the provincial Mfemitornial
govemnment

« The DMO could get of the ground relatively quickly
with limited administrative and staffing costs upfront. Funding Mode
A transitional plan would need to be exscuted. -

+ The main funding scurces for the organization could
« Frstly, the budget would need to be developed and  be a mix of a budget apprapration provided by the
affrmed and then tabled in the legislature which provincialfteritoral government and an
would take fime accommaodation tax

= After that appointments and competitive processes «= As the DMO becomes more established it has the

to find expert service providerns could commence. potential to attract other funders and new
partnerships. The DMO would alse be able to recover
+ This model could sventually result in the need to costs through fees related to co-funding,

create a full service DMO in the future if challenges adverfiserments etfc,
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Peer Destination Review Methodology LEKON

A thorough review approach idenfified the varying govemaonce structures across lead destinaficn
marketing/management organizations In Canada,

Cesk research, annual reports, business and corporate plans, strategy documents and websites reviewed to
identify details and insights about govemance structures, stakehalder invalvernent, funding models and
innowative approoches being used across Canoada. Inferdews conducted with the CEO's of these organizations
to detarmine views on the effectivenass of their foursm delivery models on each of the key critera listed below:

1. Does the jursdiction have a long-term toursm strategy? If ves, what are the targets and gools?

2. Who i the lead orgonizafion responsible for markefing, promotion and destination development?

3. Working with the federal/provincial fteritorial body?

4, Visicn and Mision of the organization®

5. Mandate?

&, Organization Structure?

7. Funding®
Fnally, innosation initkatives, results and actions are highlighted.
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Six Péer Destinations

There were six destinations selected based on the targeted govemance models.

DESTINATION TOURISM rou;:sn%%
CANADA  NOVASCOTIA™  Saskatchewan/

* Potential leamings « Potential leamings » Key leaming around
around private around use of in- stakeholder
sector portnership market contractor engagement nitatives
Potential sirategy. agreements fo and orgonizational
I.earnings attract restructurng.
for Yukon: . intemational
3 nu\'@l travellers.
Nlﬂnl[()b'd SPECTACULAR
MO RT3
TER
» Potential
leaning around + Potential leamings
parinership around management
revenue growth of contracts and
activities. parinership

agreements,
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Provincial/Territorial Models + Yukon Corporations
Touwrsm Delivery Service Models—High Lervel Cverview

lor model (NWT): there were no

Ofther than line departments, Canada only has Crown Corporation models and private se

other models (ie. \, etc.)

All modek explored could in some sense be considerad a hybrid medel and thare were few consstencies between common
mezclek like crowng

Cnly Manitoba hod a "performance pay™ funding modet—74 and 4; Mo province or temitory has a hotel levy to suppaort their
funding: none have plons 1o engage in a levy,

Some modek had legidoted committess of industry while others hod recommendations only. Some have none,

No consistency to Yukon corporotion models which vary significantty in funding, governonce, etc.
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Destination Canada
Destination Canada's activitiesare guided by itsaim to attract 1.5 million additional fraveller, spending
£1.9 billion by 2022.

’ . d Canada's Tourism Vision
Does Canada have a long-ferm fourism strategy? = B —

Canada's fourke sirategy It driven by hwe mult-year plonning documents. The
frst documentis the Corparate Plan for 20192123 thaf aims fo use irnovalive
moketing, increase commercidl competitivensss ondimprove coparte

affciency. The second documeant s Conodo’s Tourkm Visicn, which was
desdgnad fo 'bring mare fravellssio Conada ond grow the Indstry™.

The Corporate Plan's slated objecthes are: s # e
1. Increiase demand for Canadawith Rnovatie merkeling = 7

2. AQVONCH NG COMMErTiol CoMpefiiveness of e 10urkm secion
3. Inora0se Comots BMMcency ond aHechivaness

The Canada's Tourten Vilon has thres "ambifious tagels':

1. By 2025 - campetes to bea fop 10 inlemational destnation

2 8y 2021 —increose Intemotiond ovamight vEloes by 30%

3 82021 —double Me tumber of Chinese toufists

e
The aim of Destination Canadals fo attract 1.5 millon addiional trayeilas - P :"'“

wwending $1.9 Billen by 2022,

L ¥ Canadi
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Destination Canada

As d Crown corporation the Canadian Toursrm Comimission Act is the main legislation that pentaing to the
crganization, its estatishment and purposs.

Who is the lead organization responsible for markefing, promotion and destination development?

mecration whally owred by The Goverrment of Canada. The Canadian Toudsm Commision Act s ihe main
of the organizofion.

How do they work with the Government of Canada?

Dastiretion Tanada repsorts b e Minktarof Small Busiress and Taumsm and B accountabke b Conada’s parfament 1hraugh the submision of an Anrdal Bapar
a Syear Conporate Flan ard an Operaling and Copltal Budget annedlty to Pardlomend. The Gowvermmend may dso s=4 cut expechations 1o the Char througha
Mardate LeHer

What is the organizational mission?

Yksion - To unite ardd empower Cordacka’s Tourksm laadars fhreugh comes=sirg reseorch, strategny oned shorytal rg 1o drive The wEHorecon oy
What is the mandate of Destination Canada?

The legilative mandate of Destination Canada i fo:

« Sustain g vibrant and profitable Conadian tourisrm industry;
+ Markst Canada as a deskable tourst destination;
. E—"_f,-“',{-?-‘.’-\?j!-.ﬁ cooperative relaticnship between the private sector and the govemments of

+ The ﬁ:n_ru'u:es <;:|r'_|c1 the: reTrOnes 1::iw-nl'u r;ﬂspe:r :o Er%\';:nadx;:lr'u munsim. andr " N
. ovide e Conad i o the private sec a g o
BaNEZINRITRNOR SR04 & RO s fo the privats sector and to the govemments

Twenty 3T -




Destination Canada

Although the Board of Directors are a vital link to the tourdsm industry, Destination Canada relies heavily on
partnership and consultation dwing strategic planning processes,

What is the structure of the organizafion?

Destirealion Conada's F O s oppoirded for amaddmomn fhve-yesor terml Thers B ako o fulkime s weeas st oo 1000n 2008, ol

& 12 membar Boord ovaness ha managsmant o ssiniment/perfanrance and cormas cut a stratagic adWsan and ovensight
Foke. The Boord is comprised o w3 LA Irsighis n progre -'r sirarlagies and frends, Thera ara
o commitiess 1o ensure =ff

orT ho man GQE'I'I'I'

= QoVET TN o GFJS

The Board of Drechors B composed of:

A Char (Govemarin Councl appoiniment)

Prasidant & S50 of Destination Corada (Govamorin Councl appsintment]
v The Dby Minisher o1 Innoreation, Science and Economic Developmant Conoda [ax officiol

Up fonine addiional drectors |meri-based appoinment by the Ministerwih Govemarin Councl approwval)
An accitiond commitias & resporsibls for providing nduics ke He Minitaran 1he ning drachor posiions

The argankation reles heasly on parinershie and corsuttationsath industrg throwgh stralegic plarning proceses. For example. the organization sis on fedaral
goveammenta commitess thal impact fourkm and H kests cross-courdey Town Hals in parirership siib the Tourksm Irdusiey Assoclation of Caroda,

L mariceds, inbematioral Markeds and Business Everds ard mesed two 1o three fimes par
s fimregs par yaor or of the ragues! o1 1he Boord: once ol The straf Elanning session

Twenty i3l = w

Commitiess comprised of indusirg representation s
ar, The Chairs o tha Commitleas report ko th

DDC'F"

Destinafion Canada

In addition to the formal reperting structure, senicr management also reports directly to the Boarg of
Directer Commiittees,

MINISTER OF TOURISM, OFFICIA NGUAGES AND LA FRANCOPHONIE

STANDING COMMITTEES ADVISORY COMMITTEES
AUDIT AND HUMAN RESOURCES. BUSINESS EVENTS INTERNATIONAL

g PENSION GOVERNANCE AND
g NOMINATING RESEARCH UNITED STATES
=)
-
=
=
S PRESIDENT AND CHIEF EXECUTIVE OFFICER

SENIORVICE PRESIDENT, e \ CHEF MARKETING OFFICER | | vice PRESIDENT,

MANAGEMENT AND CHIEF SECRETARY M(I msnaa STAKEHOLDER

FINANCIAL OFFICER 1 INTERNATIONAL RELATIONS

T . | 5




Destination Canada

The Govemmeant of Conada provide the vast mgjority of funding, which Iz both stalkle and long-term,

Hew is it funded?

The wast mgjonty of reverue comes from Govemment of Conada appropratiors which are used 1o fund core acihiies and copita =xpendbures. in the past
appropriations hawedso been provded bo support one-time ime octiviiies such os the Connecling America program. The 201% budged s $95.5 millon.

Drastiretion Conodo ok releives O smaler Bortion of reveraa from porner Contbutions reobted be markaling cormgagne, Esimdaled 2007 pornerhip reveruais
3205 millign,

Highlighted initiatives and results

+  Consumer direct marketing efforts are developed based on impoct vaualion modeks that are veted by ndependent expers and odvsors. In 2017
hse affarts rasullad in over ona miion rovellers spanddng of ower §1.2 bilicn

= In 2017, Destination Corecka lad 14 tamilarization rips thal resultadin 115 skores on Conacdon rawel scpanences,

= A Coracka 150 portnarship with Ball Media ored |8 indusiry poriners resulad in sulcstontial Bifngaal cortent compaign aned Tor 2018-1% o paortnarshio wilth
AP wis Sevalopsed e nun o Content saras Colled Vacation of ha Broese,

= Dastiralion Canada arars nks porrerships wih non-redional comganies e aifinas 1o gign markeling and Bsost investments

= Toincragse productkdty ord afgrmant 1he Comesorabe mission is 10 keep Consorabe coshs el oe | TR, Dvar thie nasl Tive weds soma slaf posifions wil shift
trom unionizad to nen-unionized job evololiorsin orgder 1o dign comparealion with lobour morket rends and aitroct new faan

= Avarage beord altendonce of meelings in 2017 wa BIR,

Twenty i3l = -
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Destination Canada Crown Corporation Model

Towrsm Delhvery Service Models—

1. Develop/support viion, goak and Crowvn model is integral to the developmeant of o professional. marketing and

wiahpes of strotegy strategy organization supporting the prionties of govemmentwhile develsping
research bosed toursm programs that ottract industry investment ond support

2. Provide accountabiity to diversity of Modsel supports accountabiity through the corporate plan and annual report, audit

interests of destination toursm sectorand  reports ond other reporting mechansms [offickal knguages. ete.) whie engaging

pubic speciol interest groups, provinees and temfaries from acros Conada. The
government & relatively honds off, paricularty when they recognize thot the
organization has achieved aond supported their priorities.

3. Abilty fo generate revenue The crownmodel supports a key prority of Destinafion Canada | through not written
in its mondote) ta attractinvestment from other toursm enfifies, governments ond
private sector. Generally, the arganation attracts $1+in parnership funds (in bnd.
cash, and other areas of suppor] for every 51 they invest. This metric B widely
reported in their onnuwal scorecard and is often referenced when atfracting
incremental and A-base funding to the organization. Itis oko viewsd as a key
meons fo demoenstrate allgnment with industry.




BEEE TEAN LIFE

4, linkagesto peformance based
lunding

5. Albdity to create a competitive Dastination Canaodais able to attract top talent, evenwithina vnion based

argonization versus other jursdictions environment, Asdseparote empleyer, It hos ond wses its Aghts o pefomance
manage empleyees, develop programs that may attract comment and question
from govemment but with the lotitude 1o make decisions ond occount for resulfs.
Thie croswnmodel allows the orgonization to be wery competitive, particularty with

higher funding modeks.
4. stakeholder inwobsement in making Thiere are many initiatives that support the engogement ond support of industry.
decklons [Le, engogement. committess,  Boord, Committees, Federal Provinciol ond Teritoral Meetings. Rood Shaows,
ate.) Speoking engogements across all jurisdictions, special progroms and MOL's with

other tourkm bosed srgonizotions ke abine ond olfport partners, Indigenous
Toursm Association of Canoda aond others. The model supportsindepandent
decision making with accountabiity to the board, Minister and Gowvemment.

T § .




Tourism Nova Scofia

The geal for Nova Scetia’s tourismindustry is to reach $4 billien in tourismrevenues by the year 2024,

DRIVING EXPORT
REVENUE

TOIRISM NIV SCOTIA

BUSINESS PLAN

Twenty I3l B

Tourism Nova Scotia

Annual financial statements, an outcome agreaement and a business plan are part of the reporting
requirerments Tourisrm MNova Scofia must provide 1o the Ministerresponsitde for tourdsm,

Hew do they waork with the Government of Nova Scofia?

Tourlsm Wowa Scotia reports bo the Minksterof the Department of Business and must submit annual fnondaol stalements. an cutcome ogreement and a business
plan. The organtration is aso required to dewvelop a S-pear siraleglc plan for Ministeropproswal.

What is the erganizational vision and mission?
Kksion - To manoe! Mowa Scolia’s keudsm asparianca e he weorkd through innowation and Solkassralion.
wkon-To be recognized globally as he l=oding destiration marketing organization.
What is the mandate of Tourisrn Nova Scofia?
Thee Toursm Mowva Scotia Act. shales the objecihees of the coponation are 1o:
Achiawa rourism grosdth in ha prosdnce and masimize 1he vabia o lourkm 10 1he econamsy of tha provinca,

Dewvalkep ard mplemant @ lorng-term strategny for aurkm 10 drive suslanabke Feuismin tha prosdnca 1hal delivans grovdth and proftadily in The fouism sachor,
provideseconomic benefit bo the provnce, and s conskterd with ihe prosince's sirategic piodfies.

+  Commuricate ond colaborale with commuriies, privabe industry, and fhe boudsm indostry in e provinece.

Twenty 31 -




Tourism Nova Scotia

Cwver 32 million was collectad in funds, recoveries and fess related to partnershio: and co-funded
rnarketing activities.

What is the siructure of the organization?

A CEC b resporaible formanaging day-to-day operations within the three business areas of Maiesting. S=clorDevelopmend and Corporale Serdces. In-marked
representalives are engoged fo support rode marketingin UK, Semary and China.

A privabg sactorlad Goord of Cirgctomn, which is comprisad ¢ fan busingss profasiondds. gowem The onganizalicn and provide irsights, inteligence and a vika link
1h Foaarism baisinassas ond oparabors acros 1he Frovnce, Direcions org sakected Dosad on o foma nominalicn process thal beging with a caol 1or axprassicn o1
Irterest fo the bourdsm indusirg. The Board b expecied fo repor 1o fhe Minister of Busness throwgh the oppcinted Char pedtion.

Hew is it funded?

Tourlm Mowa Soolia receives a provindal grant bo support Hs operatiors ard inHigthees: in 2017-18 1his ameounted bo 32045 milon. The organikzolion abo colected
aavar 32 milion in funds, recoverias and Taas rakalad b porirerships and So-harcked merkaling activilies

Highlights of initialives and resulis
+  For 201920, Tourdsm Mowva Scolia has a godl bo'altract at least 31 inmatching investmernd for each §1 it co-invests with parirers. a 121 l=wverage ralic’.
+  In2017-18. secured |8 co-invesiment pariners for dghal marketing ard 12 forirepiing corderd programs.

+ Entered athres-year " Aflontic Conada Agreemend on Tourkem® in 201 7-18 to support colloborativemarnceding efforls bebaeen the federal govemment and
aiher AHanlic provinceas

Twenty i3l = s

Nova Scotia Crown Corporation Model

Touwrism Delivery Service Models—Inferdew
Rationale for ransition o Crown?
+  Gowvermmentseaking more autonomy for govermmeant departments it beliewed were too fradifionally refiont on

“gowvernment”
+  Created report on alternative modeb for government [not just towrism| in 201 4; gowvernment sought doubling of tourism

resvenies by 2024 ond sought o model thabwould give the industry best shot ot achiesing this lofty goal
+  Become acrownin 2015

Background
1. Developfsupport vdon, goals and Have o bit more lafitude as o crown but the ultimote boss and final decidon maker
wvalues of strategy remains the govemment and Minister. The crown does not abaays look like other

crowns butit could be more acute under govermmeant.

2. Provide accountability to diversity of Communicates frequenthy with industry. Less consultation and more education and
interasts of destination toudsm sector ond  communication. Freguent read shows ond opportunities to engoge but atfermpts

Pk o reduce the micro manogement of the industry or complaints to govemment ond
more about research bosed, customer-directed programs that hove been tested,
3. Ablity to generate revenue Alblity to retain the money THS eams ond re-invest, Hove significonthy reduced

inwestments in orphan programs and funding other destination marketing
organizations that lived off their funding. When that dried up, these organizations
failed. A crown gave the opportunity to do this with imited chalenge. Hawe 1:1
program. In foct, the revenue generation opportunities hos helped Increose
budgets, Hove hod progroms meosured of 524 eamed for every 31 spent.




4, Linkages fo peformance based

hunding t H 1) 1T ¢

5_ Abiity to create a compsetitive 5l tied fo PSC and Unicn but can hire whom they want for excluded positions.
orgonization versus other jursdictions

4. stakeholder inwobsement in making Mo longer haowve adwvisory committess. Programs are fuly bosed onresearch and
decklons [Le, engogement. commiftess. emphcal evidence, "The customer informs the strotegy not the industny Decklons
ate.) are sociolized and rotionalized. The crgonizotion communicates extensively and

doees survens fo get o sense of what the industry derved from presentations. Surveys
harve demonstrated sgnificant improwvement in vndarstanding increasing by 10%
pEr year.

Comments

[wenty 181 e .
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Tourism Saskatchewan

The geal Is to Increase economic benefits for province through strategic invesiments and te reach $2.8
plllicnin visitor spending by 2020.

SASKATCHEWAN PLAN

Sosensvre )22
2
e S .y < 3 ol
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Tourism Saskatchewan

The vision for tourism in Saskatchewaon to based on a vibrant enfreprenaurial industry,

What is the erganizational vision and mission?
whon- & wibront entrepreneun ol boursm industry offedng year-ound compeling and memorable Soscalchevon expedences.

bkdon - Cornect people wih gualiby Saskatchewsan sxpede ncss and advancs the development of sucosshul fourkm operatiors

What is the mandate of Tourism Saskatchewan?

Treg comparation’s mondalad pursoess ons!

@) Ty merkat kskalchewean o6 0 1Tourkm dastinalion in domashic, ralicnal ard infamalionsd manoels

k] T 055kl Soskatchewan's Foursm ndustng oparcan To marke 1heir prociacts

) To dewelop and promaode the guality of boudsm produchks ard serdcss in Saskatchessan

o) T pravdide visitar infomialion sardces

=) To undertoke any oiher ocihiiizsor funciors assigned by the Uesutenant Gosvemorin Councl Resporabiity for lourdsm Soseolchewean b assigned 1o 1he finister

Rasporsibhe For Tourkm Soskatohawan,
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Tourism Saskatchewan

In 2018, provincial funding amounted fo $1.3.4 millonwhile partnerships ond product and services resulted
in £1.328 milioninrevenue.

What is the structure of the organizafion?

The Goovemment of Sasoalchewan s resporaibie for appointing an eight member 8oard of Direclorsihal share hermowisdgs and ssperi=nce 0 the boudsm
irchastry o infomm polcy cirections, The Board is skils-bomed and has Three estabished committess 1o 0d dress spacific areas of rasponsiiity: Audil, Gowemance
] Human Basources

Hew is it funded?

The main funding for Tourksm Soskaichewan k a grand from the province's Genend RBevenue Fund thatis appropriated by 1he legllahare or avihoreed by Orderin

Highlights of initiatives and resulls
I 201 7-15 an inkarmeal staaning commiltes ovano The mplemantalion of o revised corlant siralagy For 1he Tounism Soskalchewian.
Organizational restruchuing wias underaken {o respord bo digitad mareeting and communicaliors needs.
Oeveloped a parinership with Malodor Mebsonc fo create sharoble content and Amazing Roce Canoda.

Hosted Tourkm Talks, Workploce Leodership Conference. Tourdsm Aveards of Excelence andToudsm Wesk 1o engoge slakeholders.

TwertyiBl:=- “

Saskatchewan-Crown Corporation of Treasury — vukon
Board Model

Towrism Deli Service Models—Intendew

Background

1. Develop/support visken, goak and +  T5is the only toursm entity in government [no department, no deputy minister)
walues of strategy *  CECis the onby provincialfterritoral DO whio sits on the Deputy Ministers of
toursm committes
*  Responsible for marketing, PO, education & training, visitorservices
+  TMB primsarly does marketing (akbout $85%)
+  Boord establshes roling four-year plan, sets vilen/goaolsfvalues of the org

Minister Porks, Culture, Sport -= Board > Gperafions

The 'owner' or 'client’ of T5 is seen as the residents of Saskatchewan

They do consult with industry but it is not highty stroctured, or formalzed

They ssue publcations, and hold meefings withindustry, such as with city DMOCs

3. Abilty to generate revenue Government primary source of revenue - total budget is 514 milon
T5 can rake revernus:
+  Education/Training progroms
+  Acces to federal funding from training
*  Co-op marketing (thowgh mosthy a flow throwgh)

2, Provice accountablity to diverdty of
interests of destination toursm sector and
publc

(Twentyi3l: =




Saskatchewan-Crown Corporation of Treasury 52X
Board Model

4, Linkages fo peformance based Mone

hunding
5_ Abiity to create a compsetitive « Better thanif it was directly in a minstry
orgonization versus other jursdictions +  Howewver, some constraints—T5 s someswhat ek adwvese in morketing
»  Can ke chaollenging to novigate with a polfical envirenmentas not as orm's

lengthos some toursm crown conps in other provinces

Publsh an annuol report

T5 holds an annual conference, including awards gala

DO group mestings — 2% year

Consultation occurs, but formal decision making i done by the board and its
committess [audit, govemance, HE|

&, Stokeholder involweament in moking
deckions [i.e. engagement, committees,
eto.
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Travel Manitoba

The Manitoba Govemnment's tourism strategy setfs a target for overall visitation at 12.46 mion annual visitors
in2022.

-

PROVINCIAL
TOURISM STRATEGY

for Manitoba

“'Eﬁ ;lf.ﬂ' Pasiiote B
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Travel Manitoba

The rission of Travel Manitoba hinges on 'hamessing the collsctive investrmeantin towdsm '

What is the erganizational vision and mission?
whon- Travel Manloba leods the morketing ond development of Maniboba's boudsm industry.

Felkzdon - Grow boursm revenues by hamesing the collecibveimaestment in bourdsm be creale strong connedions bebeeen vitors and Marniboba's unigue
axpanarces,

What is the mandate of Travel Manitoba?

Tranwel bdaritoba kb responsible for the followdng In oddtion bo carmdng oul any other funcliors assigned by the minkter.

1. Manceting Maonlioba os a desirable fourst destination:

2. Prowiding appropriale visorand irfomation servces:

4. ilimulating the produchivity, development and growth of persons, businessesand organizoliors engoged in ihe bourdsm indusirg:
4. Enhancing the qualty. competihveness and marketng of boudsm produchs and serdoss;

5. Encouroging. participating in and co-operating in consuikations and undartadrges with persors, businesses. arganizaliors or agencies. and the govemment of
Kariteksa of othar gowemimsnit which howe g purpose o any clias rakslad 10 af Trowal Manitaba:

4, Enhancing pubic awaransss ol lourkm;

7. Promobing the rgining. development and empleyment of parsensinvebad inthe fourkm indusiy,
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Travel Manitoba

Understanding the importance of baing nimble and responsive Trovel Manitobo recently completed an
crganizafional restructuing that resulted Inworkforce reductions and new miore sultable roles,
What is the siructure of the organizalion?

The President and CEC l=ods the day-to-day operatiors of the organization and there are just owver 30 supporiing staff. Inrecen years an organieational
restruciuing wos Lnderoken bo sreamiine the wondiorce and sendoes; the resuttwas 3078 millon In sowvings.

Traragl MAOniteea recabeas policy direchion and legdership from g Boord of DireCtors. which must horsg af ket S memizers But not morg thon 15, Busiress leadens
trom across 1he prosdnce ore appsintad By Manilobas Lisutenan Sowemorin Councl Boeed on thairskils and compatenciss relevant 1or srateg, Budgeats ard
aclion plars dewvelopment for ihe organkation. Appoiniments are bao bo three year bems. There are three commibiees: Execulbwe Committes, Audi Committes
and Govemances Commites.

Hew is it funded?

Tr Mcriloba Sovemmant prosdoed 312 milion 0 2008, Incraasesin funcing 0 owvar The kel Toy years Ronva Bsaan o dirach resull o1 Plan 7404, which delaled o new
sushainaa funding modal 10 diive economic grosdh by sy ol incredsa d tunding, Parreshio resenue was §1 mifon dolkesin 2008 comgorad 10 31.5 milicn ha
warbafare. & significant push o grows perineship revenue b baing urdertaken, sspedalywiih ren-radiona portnee.

Highlights of initialives and resulis

+  There weos 3009 millen committed by berebes foorkm bt resses bo Imeest in Toudsm. o coporate parirership opporontty thal supports Monboba, Conada's
Hegort,,, Beok commarciok on Air Conaca,

Co-op maorkeling programs levanagesd mora irsestmants: 31.5 milien in 2007-18

+ Considering askalf pay for performance model bo mothwale ond sncowroge sxelent job perfomance.

[wenty i3l .

Travel Manitoba

Management and staff at Travel Manitoba depend on industry input and task forces to infermation
decision-making and strategic planning.

MINISTER GROWTH, ENTERPRISE & TRADE

@

TRAVEL MANITOBA BOARD OF DIRECTORS

@

PRESIDENT AND CEO

@

MANAGEMENT AND STAFF

@ @

INDUSTRY INPUT FRAMEWORK TASK FORCES




1. Develop/support vision, goabk and
walues of strategy

2, Provice accountablity to diverdty of
interests of destination toursm sector and
publc

3. Abilty fo generate revenue

Twentyi 3T =

Manitoba-Crown Corporation

4, linkagesto peformance based

, : YUKON
Manitoba-Crown Corporation ’

Towrism Dellvery Service Models—Interview

1 o haveat 1l tariat

TMEB i able fo respond to shift in markets
They honve aroling J-year business plan
Good aignment etween govemmentand industry

Boord b oppainted by govemment, but it B primany industry wha have been
recommendad

Annualreport and AGRM, industry reports are provided

Maonagement has responsibiity to consult with industry, which they do ona
regular basis

The board provides accountabiity to govemment

TMEB s&lk sponsorship (e.g. Crown Boyal) and sels adwertising (pant, digital)
opportunities
Racommendaticn:

If Towrsmy Yukon moves 1o Crown Cop, To make sure they have enough base
fundingin place in order to compete

TME had towait a few years to receive the funding mechanism and levek
neCessary —expectotions were high in the Industry of having o Crown Corp... yet
they were without adequate funds ot the beginning

YUKON
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lunding

5. Albdity to create a competitive
arganization versus other jursdictions

&, Stokehdider invobvement inmoking
deckions |i.e. engaogement, committees,
etc.|

-

* & = = =

Definitely has improved competifiveness
Heonwsesver, they would like: to have greater responsiblity in product develspmeant
a5 well as education ond fraining

»  Manitoka's Toumsm Education Coundll has the lead in fraining

CED ond teoms ore very active in meeting with industry
Haold regular industry susmmits

Board heas strong industry representation

Manogement creates ad hoc committess if needad
Board's committes's ore executive, audif. govemance

(Twentyi3l:




Destination Ontario

Ontoro completed consuliations In Winter 2019, a fourism strotegy s expected fo be relecsed this yvear,

Does Ontaric have a long-term fourism strategy?

itarting with the reledse of Cnbario's 2009 Discovering Onoro repord, the Cnbario
Minktry of lourdsm. Culhure and Sport |MTCE] launched a number of fook. aclion
pore and strotegias 10 suppor irdusiy groth, including the crealionof 13
Tourkm regicns each lad By o Regional Tourism Qrgonization [RTC), A Tourism
Achion Plan was released in 2015, folowed by a comprehenshe Sirategic
Framenwminic for Toursm in Ontodo In 2014, bo further modmize grosdth ond
competiivenss.

Iraary Jarary 2017 MTCE lgunchedd o tourkm shrabegry coreutalionwith the
@cal of making Dnfario a “dastirdtion of chaice™ for bewrish and mvastons, The
consulbation imeohaed se=king input from wiitors, students and indusdry
stakeholders. The fhve focus areos for the consulbation induded:

1. Embroce a viitor-ird opproach

2. Improve tha businass climate

3. Imgroes secton dignment

4. Provincal irferests and role in bourdsm

S, Support busingss and community development

The Cntario bourdsm strategy wil be releossd in 2009,

Twenhy 131 =

Consultation: Ontario Tourism
Strategy

This cansidtation is row chsed, From January 3o
February 28, 2019, we inviced you ta share your feedback

an how bo make our provinee a travel destination of choice
arsd erviure the DEurism SeciGr (omtinues 1o praw and
thrhm.

‘wie will repart back on what we heard during this
cansitation.



Destination Ontario YUKON

A Mernorandurm of Understanding s the official framework that detaills accountability, adrminisrative,
reporting and financial reguirerments between Destination Ontarlo and the Minister of Towdsm, Culture and

sport.

Whe is the lead erganization responsible for marketing, premotion and desfination development?

Extablished in [99%, Deslination Cnbarlo b Cnbarle's lead foursm marketer. Islegal name s the Ordano Toursm Marketing Partnership Coporation |STWPC) ard as
o agendy il B govemed by 1hi Developmant Corporations A1,

Hew do they wark with the Gevernment of Ontaria?

Destiration Ordaro s occourdable to the Minkter of Toursm. Culbure and Sport through the Board of Directors and the Minising's Tourlsm Agendes Branch. The
¥inkier k accountable o ihe Lagisialure and lreasury Boardfdonagement Boord of Cabinet.

There is a Memaorandum of Understanding |OU] 1hal cutiines ihe reloiiorship bebse en Destiration Ordaro and the Miristerof Toudsm. Culbure and Sport. The
YACILN S s 0FfiCinl Framssini ot dehal accounboakiity, adminisiralive. regsoring and Tinonciol reguiraments, The MO oo descitses the rakalionships ond relas
ol ihe Minktar. tha Daputy Minkber. tha Thair, 1he Beord of Diracters. and thie Chis! Exaculive OMicer of the arganizalion

What is the erganizational vision and mission?
WISIOM - To posltion Cnbarlo as a prefersd giobal destination.

KAISEKIM - To generabe increosed vidhalion by Cntarle. Canodian and international tourdsts, erhance tourdsm expendiiures in Ordano, and conirbbute to provincla
SConOmic prosparity thrsughimpacHd maksting and resulbz ofared inwesstment parneships

[wenty i3l .

Destination Ontario YUKON

Destination Ontario hos four advisory commifiess fo ensure a regulor connection and collaboration
mechanismiforgathering industry Input and Insights,

What is the mondate of Destination Ontarie?

Destinalion Ordaro's mandate as indicaled under ihe Development Corponations Act

a) bo maneet Orifaro o a rovel destinalion:

k) b urchartoios joint marnceting initiafivaswith 1he tourdsm induste:

] b suppeort aned cxsist e marketing eforts of e toursm ircksing and

d) in cooperation with the tourdsm indusirg. the Govemment of Cnibarle. other govemments and other agencies of govemments. bo promote Cnbario as aravel
destination.

What is the structure of the organization?

A CEC memoges he doy-1o-doy operdaions and leods @ 1eom ¢l staf 10 execute tha iniliolivesin he amnuol business plon, Thera arg B7 il Time slof ond ey ora
clossified 05 pubic service employess,

The organkation includes o 8oard of Direcioscomprised of fourkm business professonds who are selected bosed on appoinimernts by the Uevienant Govemaorin
Coundl A Sovemaonce and Mominhalors Commiites provides adwvces bo the Minkler of Toursm, Culuore ond Sport who n Ao provides recomme rdations o the
Lizutenant Govemeorin Council.

To incransa collaseralion ad coordinalion ersun effectiva peromoanca meosuremant and seclor-Dosed panpechives hare ara Tour adviseny committess hat
Aoy anirgertant roke of Destinalion Cnbarie: RBegiond Tourkm Crgonizotion Adhison Commitles, Secher Advion Commitles, Monkaling Marcs Commitlas,
Morihern Tourdsm Marketing Committes.

ey h'
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Destination Ontario YUKON

Under four key areqs Destination Onfario delivers strategic activities to support govemment pricrities ond
fraveller spending forgets.

i nt
Wisitor Engagema Comorats

& Services

Chief Markiating

Officer

Morthern Marketing

Brand
Management and
Consumer

Market]

Travel

Northern
Partnerships ITLH::LM

[wenty i3l .
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Destination Ontario
A greater emphasis has been ploced on belng nimle, responsive and focussed on ongoling program
evaluation.

How is it funded?
Destinalion Onodo recebesibe vost mojorty of Hs funding from minkstry transfer poymernds wio the Corsolidated Bevenue Fund, baosed on the Gowvemment of

Orlaro's budgei plarning and alocation process. In 2019-2 ihe propossd budget is 3373 millon, parirership revenue sxpeciaotiors are 324 millon. In 200817
1 achudl minkdry froretans wera §37 mifon and parinership recvenua was 32.77 milion,

Highlights of initialives and resulis
+ Inorderio 'Creale o dyramic organikation’ as set oul in Destinalion Cnbarie's Strategic Playbooictor the peried 2018-2021,. priodty aclors include being
nimbie. resporaive and focussed on angeoling program evalation. There [s a spectic smphask on smpowering slaff 1o love therwonkond become brand

‘passkonistas’.

Dastiretion Qnlofo dso monkane o Tocws on crealing and suppor indar-miriskenc symengies. Frking busingss leadens from vorious sacton 10 suppor Tourkm
and working with Crbaris Government agencies and aftrochions b promote hei sxpafences ond iniliatives

+  In2lé=17 Destinolion Cntarlo comied ot numenous slokeholder corsubations and 238 ouvtreoch mestings.

Twventy 181} .




Northwest Temitories

Tourism 2020's goal s fo increase the value of NWT tourism to $207 milionannually by 2021.

Cophird rgt Oour Agow -l the Vaeta

Tourism 2020

MARKETING
PLAN =»n

NN -
Thiow




Northwest Temtories YUKON

Horthwest Teritories Towdsm Ras a small staff, two GEA’s and two inermarket contractors,

What is the erganizational vision and mission?
wlon- & hrhing. wibrant. suslainable and suocesful bourdsm industry.

¥kzion - To gronar the boursm industrg for the KMNT In order fo support astrong ard sustainable ecoromy.

What is the mandate of NWTT?

MWTT's confrisation agraamant with GRNT and 1he assoeciobed buckge! s directly Frioed be Toursm 2020, Thare arg Paes bypsas of inilialiees theal fom the Cora of 1he
agreement: || B=glonal ond local markeling ochivili=s which pariners Regiond Tourksm Dewvelopment Cificers (810). 1he Regiond uperinbendents ond Mortbeeest
Terttodes Tourkm, and 2| Specid niiathwes as ogreed upon berween GHNT and HWTT. The bao organieation's ako ender into a separate agreemend thal focuses
on parks marketing and manogement of the convention bureaw.

What is the structure of the organizaltion?

MWTT heixs @ CEDExaciib Dirgchor ored intarmd staf! 10 deliver the specified inilialives, There ana nine staft in Yellsvdknite and two Ganer Sokes Agents (55A]
contrachors ininbernational marke s bo support the travel frode. Cne GiAlslocated in Germany and the second b in dopan. To help execule mankeeting in
Intematioral markeeds MW has parirership ogresments with contractons in South Korea, Australa and China.

A shibe=n member Board l=ads the organkalion by manoging performance and gevwemance. represending 1he boursm industry and advocating on s b=half. The
Boord conssts of seven slectad podtions seven oppoinlad posifiors by Indgencus Govemments ond ke oppoinbed postions By He GHRINT

MWTT gk Pexs Mamisarship opporunities faelicensed bleingss of Rdihicuakoparaling i MWT, Thera ara 1hfaa laivels o mamiership fypes awalad e wilh a tea
rarging betwes=n 375- £1 75. Through ks membership program. MWTT is able bo grow odwvertidng ard marketing parinerships, co-op adwvertking bury-ins, undersiand
oy Bzaes for advocooy punposss and provide profesiorda devslopment opporonitiss io the ndostry. There ars aimost 200 bourdsm memeers foday,

[wenty i3l .

Northwest Termitories YUKON

For the 2017-2018 fiscalvear the Govamment of Mortrwest Teritores and Mortheesst Teritorss Tourdsm
confribution agreement was 33.4 million.
Hew is it funded?

HWT & mainty funding through s GHNT contribution ogreemends but bas in the post obo secured funding from Oestination Conodo and the Conadion Morbem
Economic Development Agency for spectic iime-imied projects, on behalf of porners.

For the 2017-2003 fscalyaor the GRNWT and MW contricution ogresemeant wos 33.4 milien [rclucing 3100000 for the consention bureoul, The annual contrisation
is opprossed Through 1he GHWT usiness plonning procass undker tha authority of he binktar o1 Incksiey. Teurism ond Investmant.

Highlighted initiatives and results
+  The marketing sirabegy relles heawty on vidbor reseanch and frends mode awalloble by the research feam at the GRAT.

+  {One of MW ongankeations muccess foctons has been manoging staif umowver. They do fhis by prowiding irdining and professoral development opporiuniies so
1hecrl skt are hl:”'-' skilad and conmenoge Thewankiood l:Ir ""IB ‘o on' mancaling ansdrenmant,

= MWTT ancourages ndusiny mambar ks mvast i marketing 1heir Dusinesses and separiancas through parreshiss They oflar co-opseraliee adversing. froda
show promedtion and ir-kind support for famikarization programs.

+  MWT for 2018-19 decided to reduce the number of internal staff attending frode shows and insteod focussed efforts on supporting openators so thal they could
be prepored and succesd in finding nevw business and parinerships.

*  InZP1B-17. 4 G rasdb of meelings and ncantive saes direCthyrekaled 10 Tom bouns reveraa of §0.858 mifon wos reolzed Baed on sperdaing relobed ke events




Northwest Temitories-Private Sector Model

YUKON

LERREE TEAN L9

Towrism Dellvery Service Models—Interview

Background

1. DesvelopfSupport vdan, gools and
wvalues of strategy

2. Provide accountability to diversity of
Interasts of destination foudsm secior ond
ok

3. Ablity to generate revenue

TwertyiBl:=-

Northwest Temtories-Private Sector Model

Toursm 2020 strotegy developed by governmeant:
Industry association with DO responsibiity prowides sorme confusion of roles
Chalenge & to be anadvocate for the industry whereas funding is mosthy from

gowearmment

Primeary accountabilty is to government, as they are by far the largest
contributorof funding

Froduct develspment and reseorch responsibiifies lie with the governmendt. If
they were with the organization it would provide o greater connection fo
industry

Gats mast of its funds from government allecation

Able to generate additional funds from seling marketing collateral. retai
product, toursm conference sponsorship and co-op programs

Towrsm Delivery Jervice Models—CEO Intenviews

4, linkagesto peformance based
lunding

5. Albdity to create a competitive
argonization versus other jursdictiens

4. stakeholder inwobsement in making
deckions (i.e, engogement. committees,
efc.

oS in DUsEness

ted more

i
Thie organization can mowve faster than a government department fo hire
people ghven they ore an osseciation

Govemmentoontibution does come with some constraints

Minister's Toursm Advisory Committes meets once a year

Proavide cversght on behalf of the Minkter

MWTT halcs an annual conference that invites industry and ol stokeholders to

offend
Conduct annual membership survey and publsh a year-and rewviem

(Twentyi3l:
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Section 1: Background and Situational Analysis
Section 2: Deep-dive on governance medels

Section 4: Appendices
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Yukon

Yukon In addition to the services and programs, Toudsr

Yukon provides transfers provided for assistance and
In Yukon the toudsm line department (“Tourem Yukon™)  to engoge non-governmental orgonizations to deliver
liess wathin the prosvincial Department of Toursm and specilzed projects and events. Key transfers include:
Culture portfolic. Toudsm Yukon consists of three areas
to support toursm:

Organization Armount
1. Industry Services: Provides adwisory, research and Tiay £302,450
planning services. Delivers a Toudsm Cooperative -
Marketing Fund and Product Develapment e 264,000
Partnership Proagram. | YERCTA £1 40,000
2. Marketing: Supports toursm partners with fCB £200,000
rnorkeﬁng fo::lszse-:J on attracting domestic and | Sport Tukon £43.000
Interndfional visitors.
Yikon Guest Society $200,000

3. Wisttar Services: Promotes Yukon products and
expetences in market at sx Visitor Informaticn
Cenfres and the media library Total  §1.244,.450

[wenty i3l .

| Sourdough Rendezvois Sociaty  §75000

What is Organizational Governance? LaKAN

e T Percepfions Matter
! !
|'IIr I Meost importantly, omgaonizations must not only be well-
| Definition . governed but must alse be seen to be well
h governed—this s increasingly refered to recognised
. e leadership'—meaning the belief that governance is
— -

both a factor of infernal and external action as well as
percepfion.

Twventy i3l e-




What is a Destination Management Organizationg®=*

—

/?mdiﬁc.mf ", Rele in Transition: Increasingly transitioning to a
S Rok A Destination "Management”™ Organization
| IZi'E51inn:|_rk:-r'lI
Eﬁ!ﬂ?ﬁ.n Mandated with rarketing a destinafion for toursm
N i but also in managing the destinofion—advooating
\\.._ - with govemments, iIndustry, communifies, ete. to

manage the destination brand, and eNoounige
investrantin product development, and destination
development as role in marketing diminshing due to
technology

Good PO ETWINICE Sy stems are
desgned to help organizations focus
on the activities that contrbute most
to their cwerall objectives and goaks,
to use their resources effectively,
Qnd To ansure that They are
managed in the best interests of
ther stakeholders.

[wenty i3l .
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YUKON

Destination Management Organizations (Canada=*=

Destination
Canada

Previncial DMO

Regional DMOs

Twventy i3l e-




Destination Management Roles Lakel

Elements of the Destination:
Aftractions + Amenities + Accessibility +
Human Resources + Image + Price

The DMO
Lleading and coordinaling

Marketing: Delivering on the ground:
Getling people to visit Exceeding expectations

Creating a sushainable environment:
Policy, legislation, regulations, taxdtion

[weniy, -.:.;:n. Sourae: LM Workd Touism Drganization, 2007 L]

Role of the DMO in Destination Management LA

Planning and
Research

Leadership
and
Coordinalion

Community
Relalions




Functional Areas of Responsibllity of the DMO =

Content
Marketing
Trave and
Lifestyle Media

Indusiry Development
[research, destinafion

management, member
services)

Markeling
/Communicaiion

Twwenty 31 H-— L

Tourism Hierarchy in Yukon ==

Regional Tourdsm
Yukon

ot koral Toursmm
Cirgorids

Orgonization

Twenty 13- "




DestinationNEXT YUKON

A survey of 327 DMO's from 34 countries was completed by the Destinafion Marketing Associafion Infernational
{DMAL with three key ohjectives:

. Uncowver key Challenges and Opportunities Facing Destinations
° Describe the anatomy of a best practice Destination for the future

° Identify linkages between strong touism communities and strong Destinafions

Imk_i ' e Soeyrne: DWLAI- Destinoton Morketing Associofion nhemationad, Juky 201 & .
E
UKo

DestinationNEXT Driving Factors for Success e

Strong Community Engogement

Developing Destination/Brand Established Destination/Brand

Spinning
Wheels

Weak Community Engagement

o L4 Soiproe: DAL - Destnation Mok ting Asscoinfion nhemotional, Juky 201 &
[wenty (81— "




DestinationNEXT Transformational Opportunities =%+

For competitive advantage owver the next 5 years.

1 Dealing with the
MNew Marketplace

Building and Protecting Evolving the DMO
the Destination Brand Business Model

Twent -_\;“ Souroe:DWAI - Destination Morieting Associafion nhemationad, sk 201 & Lo

DMO Strategic Directions kN

The top 20 strategies DMO's will have to emrace fallwithin three key categoras,

- ) "Destination "Collaboration
E:?:::;ﬂn*r‘; \ Managers” and
( Diealing With I Bullding and Partnerships"
h the New Protecting the Evaolving the
Y Marketplace: Desfination CMO Business

Brand: Mol

asaly with rom-

ol and quiherntic d
troditional stakeholdars




DMO Govemnance Models in North America AN

Generally speaking:

Major cities, major
cammunities whers tounsm
oS a strong rake in the
economy, and resort
destinations across Marth
Armenca are most likely fo
b independent, nol lor
profit. private sector style

Incependernt, Mat-lar-Frofit
organizations.

Crgankotions

Gorvermment agenclas (clty,
regioncl govermenis)

Chombsr of Commena

. Orthar

~ 5 Snaprn e DAL sy | Mot Asmarioon W0 Drganizad P
I.ulll?—l' Se ik ol Mo i panizaticnnlond FroncinlProfes o




APPENDIX D — Tourism Industry Association of Yukon's
Submission to the YTDS Steering Committee

Introduction: The Yukon Tourism Development Strategy

Tourism in the Yukon would not exist without its tourism operators. These individuals
have devoted their lives and a significant amount of capital from their own pockets to
develop the products and services over the past few decades that have made the
Yukon a viable destination. It takes a considerable amount of passion and perseverance
to do this.

When developing the strategy that will determine how tourism is planned and
managed in the territory for the years to come, it stands to reason that those individuals
who live and breathe tourism every day and who have the most ‘skin in the game’,
should have the greatest influence on such a plan. After all, this plan sets out to shape
the industry that they have created — their very livelihood. The Yukon Tourism
Development Strategy (YTDS) Steering Committee has a number of tourism operators
on it, which adds an essential industry perspective when reviewing the YTDS outputs
at a higher level, however, TIA Yukon believes it tactful to bring forward as many
insights from the tourism industry as possible to help ensure that these details are

considered when developing the draft strategy.

TIA Yukon makes this submission to the Yukon Tourism Development Strategy on
behalf of the Yukon’s tourism industry. TIA Yukon would like to thank the Government
of the Yukon for the opportunity to contribute this submission to the Yukon Tourism

Development Strategy and appreciates the hard work that has been undertaken on this

initiative.




Acknowledgement

It is with great respect and gratitude that TIA Yukon recognizes the Yukon's First
Nations, who allow their traditional lands to be shared and enjoyed by visitors. The
Yukon’s tourism industry continues to be a strong advocate of environmental
stewardship alongside its First Nation partners, and a proud supporter of Yukon First

Nation efforts to promote their culture through tourism.

TIA Yukon’s Mission Statement
TIA Yukon is the visitor industry association forging a common voice and actions to
influence, promote and assist the development of tourism in the Yukon. The core values

of our Association are to be: Accessible, Accountable, Transparent, and Sustainable.

TIA Yukon’s Core Values were established in 1973 by the Yukon’s tourism industry, for

the Yukon’s tourism industry. They continue to endure to this day.

TIA Yukon asserts that these same values should be ingrained into all systems and

processes that shape and govern tourism in the Yukon.

Industry’s Mission Statement

The goal of the Yukon’s tourism industry is to generate revenue from those traveling to
the Yukon and within the Yukon in order to create financial sustainability for tourism
businesses, so as to distinguish tourism as one of the main economic drivers of the

territory.

The industry strives to make the Yukon a year round destination and to promote and

preserve the qualities of the Yukon that make it unique: its culture, its history, its

pristine environment, and the dynamics of its communities.




WHERE ARE WE NOW?

SWOT Analysis

Based on feedback from TIA Yukon members over the past year (May/17-May 18),

these are some of the key perceptions about the current state of tourism in the Yukon

that should be noted:

STRENGTHS

Funding programs that help the industry (TCMF, Ec. Dev.)

Yukon Now Campaign

Partnerships within industry

Air North’s Yukon presence means access to good flights and competitive rates
Strong sense of community and a small jurisdiction — easier to rally Yukoners
around a campaign or cause (easier to congregate to plan compared to ON, BC,
etc.)

Multitude of NGOs reflects diversity of the Yukon’s tourism industry and
strengthens each sector

The Yukon has a strong brand that continues to endure

WEAKNESSES

Communication from Tourism Yukon to industry

Research conducted by Tourism Yukon is often considered unreliable due to
collection challenges and lack of independent oversight and is often at odds with
the reports of operators

Tedious reporting requirements and/or outdated criteria that do not allow for
flexibility

Lack of standards and regulations

Staffing challenges

Lack of infrastructure upgrades (better signage, more outhouses, more garbage
bins, better/cheaper internet, etc.)

Poor management of Yukon airports (lack of policies, lack of service standards,
deterioration of infrastructure, government run design does not maximize
opportunities for consumer services and spending, etc.)




= No high end accommodations

= |ow availability of accommodation during peak season

= Low quality of some offered products and services

= Poor customer service

= Difficult to access capital

= Difficult to access land

= Slow decisions related to land use conflicts (i.e. Takhini Hot Springs)

= Many outdated YG policies/products are having a negative impact on efficiency
and/or image: FAM tour policy, ‘As the Crow Flies’ VIC film, vacation planner, etc.

= Road maintenance in general is very poor; road conditions on North Klondike
limits RV travel to Dawson

=  Whitehorse has no specific tourism rep and is not developed as a destination —
lacks products and services, especially in the evenings

=  Multitude of tourism NGOs can be a drain on the talent pool when it comes to
populating boards and committees

OPPORTUNITIES

= Room for growth in regards to offering of products and services and improving
existing products and services

= New Air North flight routes and increased access from paving of the Dawson
runway

=  Growth of winter tourism (recent increases in new markets: Mexico, Australia)

=  QOpportunity to use VIC in an innovative way to maximize use

=  Opportunity for the Yukon to capitalize on visitor interest in sustainable travel
and destination sustainability

= Yukon College’s transition to Yukon University could lead to training and
experiential opportunities

= Niche experiences such as culinary, astronomy, and paleontology are being
developed and gaining interest

= Recent interest from Yukon First Nations in developing tourism, could lead to
great opportunities for new tourism products, services, and experiences

= |mpact of political decisions (i.e. easier for some nationalities to obtain a VISA for
Canada; greater interest in Canadians seeing Canada).

= Shoulder season capacity remains (albeit much smaller than 10 years ago).




THREATS

= Lack of capacity (especially in communities)

= |mpacts of climate change means greater chances of severe weather and natural
disasters (fires, floods, etc.)

= |mpact of political factors (i.e. economic uncertainty)

= Rising cost of fuel and other travel costs

= Lack of succession planning could lead to reduction in products and services,
and be a detriment to industry sustainability

= Cuts to tourism marketing and infrastructure (i.e. ferries) in Alaska

= Perception that tourism is now ‘bureaucracy led’, and no longer ‘industry led’ due
to assumptions made by YG as a result of Tourism Yukon Industry disconnect —
this causes strain in relationships and worsens gaps in communications

WHERE ARE WE GOING?

Industry’s Vision and Map for Growth

The Yukon will become a leader in northern experiential and educational tourism,
evolving into a boutique, year round destination that each Canadian will feel the need to
visit at least once in their lifetime. Sustainability will be the core guiding principle of
tourism in the Yukon; revenue generation and community development will be its
primary goals and these must be intertwined. The Yukon will create a well-rounded
narrative by leveraging the things that make it one of a kind, in particular, its culture,
and its sense of community. It will develop iconic attractions and unique experiences
that allow it to stand out from its competitors; and will be creative and resourceful in

finding new ways to tell its story.

Targets

* Reach the target of 3% growth in tourism revenue each year for the territory
* Increase visitor spend from Canadians (non-Yukon residents) by 2% each year




* Reach the target of 1% tourism related job growth in the territory each year
* Develop a mechanism for accurately measuring tourism revenues in Yukon
communities and have it in place before March 31, 2019

HOW WILL WE GET THERE?

Make sustainability more than just a buzz-word

Destinations like Costa Rica have incorporated sustainability into their long term
tourism strategies. More than this, they have made sustainability part of their identity.
It's working.? Many travelers these days value the opportunity to give back to the places
they visit — the rise of voluntourism and eco-tourism are key indicators of this.
Businesses and destinations that can demonstrate that they have adopted sustainable
best practices are seen as being conscientious, forward thinking, and are often
considered higher quality.® From a practical point of view, destinations and businesses
that focus on sustainability save money and time in the long term. Once the initial
investments are made, it creates certainty, requiring less time, energy and money to

keep things running consistently.*

TIA Yukon designed its 2017 conference around the theme ‘Sustainable tourism N60
and Beyond'. This was done to recognize the fact that 2017 was the International Year
of Sustainable Tourism for Development, and to encourage the Yukon’s tourism
industry to start thinking about sustainability in our region. A few months later, in
Victoria, BC the IMPACT conference was held to facilitate the first national discussion
on sustainable tourism in Canada. Both conferences highlighted the fact that tourism is
at a pivotal point — more people around the world are traveling than ever before. With

terms like ‘overtourism’ becoming more widely used, many believe that increases in

2 SKAL. https://www.skal.org. (May, 2016). Why Going Green Pays Off.
3 Tourism Industry Association of New Zealand. http://www.tourism2025.org.nz (March, 2014). Tourism

2025.
4 Destination British Columbia. https://www.demM//
Essentials: Sustainable Tourism. _



https://www.skal.org/en/news-green
https://www.skal.org/en/news-green
http://www.tourism2025.org.nz/
http://www.tourism2025.org.nz/
https://www.destinationbc.ca/
https://www.destinationbc.ca/

volume should not be the defining measure of tourism success (according to a March
2018 TIA Yukon survey, 90% of the respondents felt that visitor spend was a better or
equal indicator of success). As highlighted in the presentations delivered at the TIA
Yukon conference by the Consul General of Costa Rica, and a former Destination
Manager from Norway, global tourism leaders are seeing the benefits in shifting their
focus from quantity of visitors that a destination can bring in, to the quality of
experience that they can offer visitors (which tends to lead to guests that stay longer
and spend more).® Investing in higher quality experiences generally leads to more
investment in communities, and more positive and meaningful interaction between

residents and visitors.®

To maximize the Yukon’s tourism potential, sustainability needs to be the fundamental
guiding principle that influences all decisions. This means ensuring that tourism is
developed to ensure that it is economically, environmentally, culturally, and socially

sustainable.

QUESTIONS TO CONSIDER

+ How can we plan accordingly to ensure that the number of visitors does not
exceed the capacity of our communities?

* How do we increase tourism revenue while ensuring that the quality of the things
that make the territory appealing as a destination aren’t diminished by the volume
of people passing through the territory?

* How do we leverage tourism to provide maximum benefit for the Yukon’s
communities, and how can the communities contribute to growing tourism
revenue?

« Given that visitation from China to Canada has been experiencing astronomical
growth year over year (40-50%) and that other provinces that have pursued the
China market have also experienced similar increases, is the Yukon equipped to
absorb this kind of volume without having it affect the quality of the destination?

* How can we properly address the issues that are being reported regarding a lack
of capacity (accommodations, staffing, community infrastructure, etc) in a

5

www.tiayukon.com. See Industry Resﬁ\/r
® Ferlaino, Jessica. https:/www.businessinfocusmagaz “(May, . Its Many /
Benefits. ’



http://www.tiayukon.com/
http://www.tiayukon.com/
https://www.businessinfocusmagazine.com/2014/05/tourism-and-its-many-benefits/
https://www.businessinfocusmagazine.com/2014/05/tourism-and-its-many-benefits/

sustainable way so as to ensure that the Yukon's tourism industry continues to
thrive?

RECOMMENDED ACTION

« Strategies need to be created to ensure that each of the four pillars of
sustainability (economic, environmental, cultural, and social) are well developed
and managed. A joint YG-industry committee should be established to monitor
progress, advise, and consistently develop these pillars.

* YG needs to invest in an established set of sustainability criteria that is globally
recognized, such as EarthCheck or Green Key, and have a designated position
working towards becoming certified by one of these bodies. Thompson
Okanagan Tourism Association (TOTA) should be used as a reference in this
regard.

* The United Nations Goals for Sustainability should be incorporated into the
Strategic Plan:
https://www.un.org/sustainabledevelopment/sustainable-developmentgoals/

Acknowledge the Leading Role of Industry

In today's world, things move quickly, and they're only getting faster. Travel trends are
changing and the Yukon needs to be able to adapt swiftly if we want to stay ahead of

the curve.

There's a saying: organizations are either speedboats or aircraft carriers. For illustrative
purposes: those who work in the world of business and NGOs in the Yukon, are the
speed boats on the sea, their smaller size makes them more susceptible to the waves
that may come, but provides them with the ability to be nimble and maneuver quickly
when needed. As an aircraft carrier, the Yukon Government has the capacity to absorb
whatever impact rough waters may bring, but to plot a new course takes all hands on

deck and is a lengthy process.

Sometimes, when working together, the differences between these two types of

organizations can lead to tensions.
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Picture this: a fleet of speedboats in the water ahead of the aircraft carrier notice a
shallow reef that doesn’t appear on any maps. The aircraft carrier is moving straight
towards it - if struck, the reef would cause considerable damage to the ship. The
speedboats radio the command of the large vessel and inform them of their findings.
Command disregards the warnings, putting more trust in its outdated maps and the
thick hull of their ship than the observations of those patrolling the waters ahead. The
speedboats desperately sound their horns, but far above them on the bridge of the
aircraft carrier, the commanding officers continue to order the aircraft carrier to

maintain its course, believing that they know better.

Tourism Yukon has done some great things to promote the Yukon, in particular the
Yukon Now initiative that began advertising the Yukon on television in 2015, and
assisting operators with showcasing their businesses and developing product through
the Product Development Partnership Program (PDPP) and the Tourism Cooperative
Marketing Fund (TCMF). There is good work done at Tourism Yukon, but because itis a
large vessel powered by bureaucracy, it moves slowly. It moves too slowly to fulfill all of
the needs of the industry. Evidence of this can be found in outdated policies and
products: the film at the Whitehorse VIC that's over 20 years old (As the Crow Flies),
the vacation planner, FAM tour policy, criteria for the TCMF - to date, none of these
items have had tangible updates delivered, even though they've appeared as SMAC
recommendations - some of them, several times, and many of them, over a span of
several years. If these internal changes take this long to action, how much chance does

Tourism Yukon have of adapting to external changes quickly, such as visitor trends?

Tourism Yukon needs to trust the industry experts. These players have invested their
own money into ventures and their success speaks for itself. These individuals know

where the key opportunities are and where they will be because they are on the

ground, carefully investing their own dollars where they see the best returns.




This is why tourism marketing in the Yukon needs to return to being ‘industry led’. An
aircraft carrier can accomplish a lot, but it can’t be a speedboat. It's not supposed to be.
The best results come from each party knowing their strengths, defining their roles
based on their strengths, and having faith that they’ll support one another in these roles

for the benefit of all parties. This is the foundation of a solid partnership.

To allow tourism in the Yukon to reach peak performance, a new governance model
needs to be implemented that enables tourism to be truly industry led, with

government in a supportive role.

RECOMMENDED ACTION:

* Restore the term ‘Industry Led’ to Tourism Yukon’s mission statement so that it is
clear that marketing decisions are being made based on the needs of the
industry and not on the inclinations of the bureaucracy.

» Revise the SMAC ToR to reformat the committee so that it is co-chaired, by a
representative of TIA Yukon and the Deputy Minister of Tourism and Culture. TIA
Yukon would continue to be responsible for the administration of the committee,
and recommendations would continue to be passed from the committee to the
TIA Yukon Board, and onto the Minister of Tourism and Culture. The Minister and
TIA Yukon Chair would have a standing offer to participate in any SMAC
meetings and would be invited to join the SMAC for lunch during each session.

» Acknowledge that the Yukon tourism industry is growing to a level that will benefit
from the path other jurisdictions have taken: the Yukon should form an industry-
led crown corporation to manage the marketing of tourism in the territory.

Create the Right Climate for Investment

One of the main challenges with the Yukon today, is that the conditions are not ideal for

starting or growing a tourism business.

Access to land presents a challenge for some would-be operators that want to create a

medium to large scale enterprise or expand their existing operations.




This comes as a surprise for many, given the number of vacant lots, open spaces, and

the sheer size of the territory.

Access to capital is another common challenge for start-up businesses and those
looking to grow. Banks are often unwilling to finance tourism ventures without a
substantial down payment up front. Foreign investors and co-op type arrangements
require more certainty that an operation will be turn-key before investors make a

commitment.

Tourism infrastructure is badly in need of being installed or upgraded. Internet and cell
service throughout the Yukon needs to be enhanced, aging airports and runways need
to be improved, roads need to be upgraded to accommodate more traffic and bigger
vehicles, and more visitors means that the Yukon Government needs to provide and
maintain more portable toilets and garbage cans, especially in the rural areas near

communities.

One of the root causes of the challenges that operators face is the fact that some
tourism regulations and policies that were designed years ago, are outdated and do not
address current realities. For example, when some of the existing tourism policies were
put into effect, winter tourism was not a factor and the Yukon received far fewer
visitors than it currently does. While some of the existing policies and regulations risk
tying up potential investors in red tape, others are creating loopholes that allow fly-by-

night businesses to operate under the radar without fear of reprisal.”

QUESTIONS TO CONSIDER:

* How can we attract investment in tourism operations to the Yukon without
creating an unlevel playing field for those that are here?
« What would be the best way to stimulate iconic product development?

" www.tiayukon.com. See Industry Reso



How do we create investment tax incentives to encourage investment in tourism
in the territory while continuing to prevent taxes such as airport and hotel taxes
that would make the region uncompetitive?

RECOMMENDED ACTION:

YG should coordinate a quarterly meeting to allow for face-to-face freeflowing
dialogue between the Deputy Ministers of Tourism and Culture,
Community Services, Environment, Economic Development, and

Highways and Public Works, City Managers/CAQOs of Yukon

Municipalities, TIA Yukon, the Association of Yukon Communities, and the Yukon
Chamber of Commerce. These meetings should specifically discuss
infrastructure needs in the territory to ensure we have enough capacity to
accommodate increases in visitation, and that we are working in unison to make
the territory attractive for visitors and potential tourism investors.

YG should earmark a portion of the new federal infrastructure funding it is
receiving and allocate this to an annual tourism support fund (ie. infrastructure
projects that will stand to benefit tourism in the territory). These projects do not
have to only focus on tourism, but in the rationale for the investment it should be
highlighted how the projects will benefit the industry.

YG (Economic Development and Tourism & Culture) should fund a “Yukon
Tourism Investment Committee’ administered by TIA Yukon, to conduct research
into tourism investment attraction, best practices in product development,
feasibility studies for potential iconic product, as well as developing tools and
recommendations that would assist in attracting more local and foreign investors,
and ultimately the creation of new, high end ($1 million +) tourism product in the
Yukon.

A tourism investment policy should be put in place by YG, to ensure that we are
adhering to global best practices, creating clear guidelines that set out to attract
reputable investors that give back to the community, and give preference to
investors with a local connection as opposed to foreign owned entities.

All current policies and regulations relating to tourism (especially those pertaining
to wilderness tourism) should be properly enforced by YG. Government and
industry should work to develop communication strategies to educate people
about existing policies and regulations. Policies should be reviewed frequently by
YG, in concert with TIA Yukon and WTAY, to ensure existing regulations are
meeting the current need.




Celebrate our Uniqueness and See it Through the Eyes of Visitors

The Yukon must leverage the things that make it one of a kind, to create a wellrounded
story that both intrigues and inspires. Yukon First Nations culture, culinary tourism, the
Klondike history, Air North, and untouched wilderness are all parts of this narrative. The
colourful personalities that exist in the Yukon are part of who we are; the strong sense
of community that brings so much diversity together is truly something special that

leaves a lasting impression on visitors.

The Yukon has the potential to carve out a niche as a leader in northern experiential and
educational tourism. The mysticism of the Yukon lends itself to peaking curiosity; the
fact that there is so much public interest in the North these days presents a great
opportunity for the Yukon’s tourism community to pursue. Through strategic
partnerships and programming, we can find ways to draw people to the Yukon, not just
to see the territory, but to fully learn about it and experience it. Several organizations
already do a great job with interpretation — we should find ways to interconnect to
maximize the visitor learning experience. The tourism community should work to weave
lessons about the unique aspects of the Yukon so that visitors are learning about the
Yukon from the moment they arrive to the moment they depart. Themes that would
provide great ‘teachable moments’ would include (but not be limited to) climate change,
wildlife conservation, outfitting and trapping, outdoor survival, First Nation
selfgovernment, Yukon culinary and agriculture, and astronomy. This would create a
real connection between the visitor and the destination, arming them with accurate
information that they could bring home with them to inform and intrigue others. When

people connect with a destination, they tend to care more about it.”

During the Gold Rush, people had to find ways to survive against the harsh climate and

make a living if they didn’t strike it rich. This kind of creativity and adaptability are traits

commonly found in the Yukon to this day.




The tourism community needs to take risks and try new things. Niche sectors like health
tourism, educational tourism, volun-tourism, and other unconventional areas should be

explored. Let no stone go unturned — that’s where the gold is hiding.

RECOMMENDED ACTION

« SMAC and Tourism Yukon should identify a list of potential learning opportunities
for visitors and articulate ways that strategic programming could be implemented.

+ SMAC and Tourism Yukon should jointly develop strategies to better appeal to
and enhance the visitor experience for Visiting Friends and Relatives (VFR) and
Fully Independent Travelers (FIT)

7 Hosany, Sameer; Prayag, Girish; Deesilatham, Siripan; and Odeh, Khaled.

http://scholarworks.umass.edul/ttra/2013/AcademicPapers Oral/9 (2016). "Measuring Tourists’ Emotional
Experiences: Further Validation of the Destination Emotion Scale". Tourism Travel and Research
Association: Advancing Tourism Research Globally.

O TIA Yukon and Tourism Yukon should develop a closer working relationship with
Yukon College to see if there are opportunities for experiential learning for
visitors that could be developed, such as through the Cold Climate Innovation
Centre.

Use our resources more effectively

The Yukon is a remote destination with a small population. Human and capital
resources are limited. We therefore need to look at ways that things could be
streamlined to create better alignments and efficiencies to make operations more

seamless.

Industry has noted that the hard working staff at Tourism Yukon are often

overwhelmed with the amount of work on their plates.



http://scholarworks.umass.edu/ttra/2013/AcademicPapers_Oral/9
http://scholarworks.umass.edu/ttra/2013/AcademicPapers_Oral/9

This is largely regarded as being the result of the department’s wide ranging activities:
not necessarily work that it has been tasked to manage but an increased load that it
has created for itself over time. This build up is common in organizations, as it
accumulates incrementally over time. The perception from industry is that Tourism
Yukon is stretched too thin. The answer is not encouraging more government bloat by
creating new positions to fill; the answer, in industry’s view, is for Tourism Yukon to
scale back its activities and to concentrate its attention on fewer things. The less things

on which to focus, the more focus that can be put on them.

There are a number of tourism NGOs that operate in the territory, funded in part by
government. These NGOs provide services to tourism operators and groups who make
up the various sectors of the tourism industry. TIA Yukon is one such organization.
Many of these NGOs have existed for decades and formed to fill a need. As the tourism
industry evolved, so did these needs, and several groups were created to foster and
support specific sectors. All of the relevant tourism NGOs have loyal memberships and
boards made up of hardworking volunteers from the industry. Given the number of
NGOs and the length of time that they’ve been in operation, it would be wise for the
industry to review the mandates of each organization to avoid duplication, and to
identify opportunities for streamlining through possible mergers or cost sharing of

resources. This could help create efficiencies with budgets and volunteer time.

QUESTIONS TO CONSIDER

* Is the Yukon in too many markets?

* How does Tourism Yukon rationalize which markets to pursue?

» Are there assets and/or responsibilities that Tourism Yukon could download to
tourism NGOs?

» Are there opportunities for tourism NGOs to amalgamate and/or cost share?

+ Do some NGO mandates need to be expanded to adapt to current needs?




RECOMMENDED ACTION

* Tourism Yukon should request an independent analysis be conducted on the
effectiveness of their current marketing strategy, and a cost benefit analysis for
reducing the number of markets in which they are present

* TIA Yukon in partnership with its NGO partners should access funding for an
independent analysis of the tourism NGO community to identify gaps, duplication,
possible opportunities for cost sharing and/or mergers, and recommend possible
responsibilities currently undertaken by YG that may make sense to transfer to
certain NGOs.

Make Staffing & Succession Planning a Priority

Across Canada, tourism labour needs continue to rise, and reliable, skilled workers are
getting more difficult to find. The Yukon is no exception. Tourism businesses are not
able to properly operate without qualified employees, and while government programs
like the Temporary Foreign Worker Program (federal) and the Yukon Nominee Program
(territorial) are working for some, the fact is that there is a global shortage of tourism

and hospitality employees. Estimates show that this issue is expected to get worse.

In the Yukon challenges to recruit and retain staff are often exacerbated by a lack of

affordable housing, especially in communities like Dawson.

Adding to the complexity of this challenge, many tourism operators in the Yukon don't
have a succession plan in place for their business. This means that when it comes time
to pass the torch onto a successor, it could result in knowledge and experience being
lost in the transfer, operators being stuck in a perpetual holding pattern of not being
able to cash out on their life’s work, and potentially lost product from the market. This is

a serious concern in a small region during a time when less people are getting into the

industry.




QUESTIONS TO CONSIDER

* How can we encourage more Yukoners to pursue a career in tourism and
hospitality?

RECOMMENDED ACTION

» The Yukon’s tourism community should consider staffing to be as important as
the other fundamental parts of tourism: access, product, and marketing.

* YG should provide funding for TIA Yukon to create a campaign to recruit and
retain qualified tourism employees from other parts of Canada. The campaign
could include the development of promotional material showcasing the Yukon as
a great place to live and work.

» Efforts should be made by TIA Yukon and supported by YG to help operators
learn more about succession planning and to create opportunities for industry
mentorship and professional development.

Make decisions based on reliable and transparent research

Good decisions are based on good research. In order for research to be determined to
be reliable, the process by which it is collected needs to be trusted. If there is no

transparency, there is no trust.

In order for the Yukon'’s tourism industry to have faith in research developed by Tourism
Yukon pertaining to the industry, the process must be able to be tracked and

understood, and results must be fully accessible.

For success to be measurable, benchmarks need to be defined well in advance so that

results have something with which to be compared.

Conflicts of interest for those conducting research, should always be taken into
account. Checks and balances need to be in place to prevent both real and perceived

conflicts.




When it comes to research, especially research conducted in a small community,

perception can be more powerful than reality.

Going forward, the Yukon’s tourism success should be measured mostly through visitor
spend, length of stay, and impact on the Yukon’s communities, with visitation numbers
being a much smaller piece of the equation. Key performance indicators must be clear,

set well in advance, and research must be objective.

QUESTIONS TO CONSIDER

* If research is being conducted internally that would directly influence department
policy and/or departmental performance measures could the department’s
interests lead to a compromise in the integrity of the research?

* Whyisn't TIA Yukon or SMAC asked to contribute questions that would be of
interest to industry so that they can be included in studies like the Visitor Exit
Survey, as has been done in the past?

» Did Tourism Yukon base its decision to invest marketing dollars in the China
market on data indicating that this decision would be in line with the interests of
industry?

RECOMMENDED ACTION

» Tourism Yukon should second a research analyst to TIA Yukon so that research
on the Yukon'’s tourism industry is conducted as a joint process between industry
and government. This would allow more oversight and subsequently prevent
perceived conflicts of interest, which would restore industry trust in the process
and lead to more industry buy in.

* On major research projects where perceived conflicts of interest are a factor,
Tourism Yukon should hire a third party contractor to take the lead to ensure
objectivity.




Break down silos and fill gaps by renovating outdated structures
Communication from Tourism Yukon to industry needs to be greatly improved.

Initiatives are often launched without industry having been consulted beforehand, and
sometimes, key industry players are not even informed afterwards. Information that
goes to some industry groups, doesn't make it to others. Concerns that are raised by
operators, often do not receive follow up unless they are repeated or TIA Yukon is

engaged, and even when this happens things often drag on or are left unresolved.

In addition to this, communication between key government departments responsible
for overseeing aspects of tourism (ie. Environment, Highways & Public Works,
Education, Economic Development, and Tourism and Culture) has been in disarray for
years. Even Tourism Yukon and the Culture branch, though both under the same
Department, and even under the same roof, have reportedly had issues in this regard.

The left hand doesn’t know what the right hand is doing.

YG has a communications problem. Because Tourism Yukon relies on working with
multiple partners internally, with industry, and with other government bodies, the issue
is especially evident, and problematic in this department. Because communication is so
important to maintaining healthy relationships, partnerships between Tourism Yukon

and industry have become strained more frequently in the past few years.

One of the underlying challenges that is amplified by the breakdown in
communications, is the division between tourism and culture that exists in the Yukon.
Many on the industry side would say that Tourism Yukon doesn't do enough to promote
culture. The programs at Tourism Yukon and Economic Development often don't
accommodate the needs from the arts and culture sector. Many culture based
organizations don't believe that they have a strong enough voice because they aren't
able to move things forward to the extent that they want to given the current structures

that are in place.




This is something that TIA Yukon can help to enhance. A substantial reorganization of
the current system could create efficiencies that would revitalize communication and

provide more focused support for both the tourism and cultural sectors.

QUESTIONS TO CONSIDER

* How long would a major restructuring take? Are there solutions we can put in
place in the short term?

* How do we address other gaps in the system, such as the fact that there is no
tourism marketing body to specifically represent Whitehorse?

* How does YG define culture?

* How should the tourism community work together to address the gaps that are
preventing the development of sport tourism in the territory?

RECOMMENDED ACTION

» The Yukon Government should explore the concept of splitting the
Department of Tourism and Culture into two separate departments: the
Department of Small Business and Tourism and the Department of Arts and
Culture. The Department of Economic Development could be dissolved, with the
bulk of the resources being transferred to Small Business and Tourism and the
remainder going to the appropriate departments. This model would provide more
alignment between tourism and business (as is the case at the federal level) and
would provide the arts and cultural sectors with the distinction, and resources
they are due. Under such a structure, tourism marketing should be reallocated to
a separate crown corporation, and the new Department of Small Business and
Tourism should focus on business development.

* YG should explore the possibility of developing a Sport Directorate which would
be adequately funded and bring more focus to the development of sport tourism
in the Yukon.

*  When TIA Yukon reviews its bylaws this year, revisions should be proposed to
the membership that would enable the cultural sector to have more of a voice
through TIA Yukon.




Become a Bucket List Destination for all Canadians

When people think of the Yukon, it stirs up a sense of curiosity and adventure. The
Yukon is referenced in pop culture and mentioned in Canadian curriculum and yet
remains largely unknown to Canadians; an exotic, distant land to many, yet it is still part
of Canada. It is a part of the country that most Canadians never get a chance to see.

This is an opportunity that needs to be seized.

In 2017, Canada 150 celebrations encouraged Canadians to go out and explore
Canada. This planted a seed: people were motivated to go down the path to purchase,
in part because national pride dictated that they should see their country. This

contributed to record visitation numbers across Canada.

What if we could continue the momentum created by Canada 150 but direct people to
the Yukon specifically? If we could position the Yukon as the part of the country that
every Canadian needs to experience at least once in their lifetime, it would create a
steady stream of visitation for the long term; it would increase short haul traffic from
gateway cities which would support festivals and events, provide business for Air
North, extend the shoulder seasons and encourage more winter visitation; it would
alleviate issues with staffing, as it would promote the Yukon as an exciting place to live
and work; and it would raise the prestige of the Yukon in Canada which would add

weight to the territory's political clout in the federation.

QUESTIONS TO CONSIDER

* Would Air North be able to extend further across the country if more marketing
dollars were spent in Canada?




RECOMMENDED ACTION

* YG should work with TIA Yukon, Parks Canada, and Yukon communities and
First Nations to develop a compelling marketing strategy that would appeal to
Canadians, ideally dovetailing with Yukon 125

* YG should invest more marketing dollars in Canada

« TIA Yukon with support from government partners, should explore the feasibility
of how dynamic educational material featuring the Yukon can be added to
educational curriculum in every province and territory in Canada

Embrace Our Advantage for Air Access

One only need look at the initiatives undertaken by Icelandair and Air New Zealand and
the corresponding uptick in tourism revenue in their respective countries of origin to
understand the major impact that airlines can have on a region’s economy when the

destination is an integral part of the airline's identity.®

The Yukon is incredibly fortunate to have Air North based here, and that it has chosen
to brand itself as "the Yukon's Airline". This puts the territory in an enviable position

that most countries aren't even afforded.

Much of the Yukon's tourism success has been a direct result of the access that

Air North has created through affordable, regularly scheduled flights between the
Yukon and gateway cities and between Yukon communities. Air North's contributions
to tourism in the Yukon go far beyond transportation of people and goods - the fact
that they are based in the territory means that they employ over 600 Yukoners; their
marketing efforts as "Yukon's Airline' promote the Yukon brand to help put the territory
on the map; and in addition to being a great partner to Yukon businesses and
organizations, they are a major source of sponsorship for community events and

initiatives that drive local tourism.
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Much like the husky on the Yukon flag, Air North has become synonymous with the
Yukon - a symbol that Yukoners have come to see as a companion, beloved for its
loyalty to the territory and hailed for boldly blazing new trails, reliably moving people
from one place to another, and safely bringing them back home. Air North's top notch
customer service and community focused approach to business make it stand out in the
world of airlines, and because it so passionately ties its brand to the Yukon, Air North is

an asset that adds to the Yukon's uniqueness.

RECOMMENDED ACTION:

O All tourism stakeholders need to support Air North in its work to open new routes
to new destinations and to help promote the Yukon in its gateway cities if we
hope to get tourism in the Yukon firing on all cylinders.

8 Owram, Kristine. http://business.financialpost.com. (June, 2015). How Iceland’s Airlines Have

Helped Spur a Tourism Boom, Lifting Its Battered Economy Back to Health;

Tourism Industry Association of New Zealand. http://www.tourism2025.org.nz. (March, 2014).

Tourism 2025: Growing Value Together.
Whenever possible, all efforts should be made by the Yukon government to align
the Yukon's domestic marketing targets with those that support Air North's
strategic plans.

0 Once Air North has mastered the GDS system, the Yukon government should
review the opportunities that this presents for the Yukon and work with Air North,
and key industry stakeholders to pursue them.
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Conclusion

Tourism in the Yukon has incredible potential. We are in a strategic geographical
position to take advantage of our proximity to Alaska, British Columbia, and Alberta,
and to benefit from the distinction of being located North of 60. Our territorial status
allows us access to federal government funds to support the development of business.
The First Nation self government structure in the Yukon is one of the most unique and
progressive in the world. The growing interest in First Nation culture coupled with the
interest of Yukon First Nations to develop tourism, offers amazing opportunities for
more tourism experiences throughout the Yukon. This will be key to building capacity in

Yukon communities.

The Yukon’s abundant resources in relation to its small population puts us in the
enviable position of being able to pilot new projects at a community level. This could
allow us to literally become a global leader in a niche tourism sector. The Carcross
youth involved with Singletrack 2 Success are a shining example of what we can do
when we work together. The Yukon's strong sense of community increases our odds of
success, but there is a caveat to this: it comes down to seeing the forest instead of
individual trees, and working in unison as a team, as opposed to getting caught up in

the rivalries, disagreements, and general tensions that come with family dynamics.

We need to take risks. We need to make sure that the risks we take are responsible,
but we need to do this without putting them into a perpetual study cycle where good

ideas go to die.

Making the Yukon truly sustainable would be a game changer for the industry, and

could revolutionize the territory as a whole. It's something that we should strive for, and

it's something that’s within reach.




The Tourism Industry takes heart in the appointment of Industry players to the YTDS
Steering Committee. This is critical to the credibility and ultimate buy-in to the plan by
the people who deliver tourism in the Yukon. TIA Yukon looks forward to working with

the Tourism Department to deliver a plan that is truly an optimal “road map” to success

of Yukon’s Tourism Industry in the decades to come.




APPENDIX E - YG Boards and Committees Policy

GOVERNMENT OF YUKON POLICY 1.8
GENERAL ADMINISTRATION MANUAL
VOLUME 1: CORPORATE POLICIES - GENERAL
TITLE: BOARDS AND COMMITTEES
EFFECTIVE: 99 10 15 (Revised: 2008 12 11)

1. SCOPE

1.1 Authority
1.1.1 This policy is issued under authority of Cabinet meeting No. 99-33, dated October 15, 1999.

1.2 Application

1.2.1 This policy applies to all departments, as defined in Policy 1.1.

1.2.2 This policy applies to Government of Yukon boards, committees, associations, commissions
and corporations (hereinafter referred to as boards and committees) that are established by statute and
appointed by the government or established by a Minister or department and approved by Cabinet
with members appointed by the government.

1.2.3 This policy does not apply to:

intergovernmental and interdepartmental coordinating bodies composed entirely of public servants;
short-term task oriented working groups, even if members of the public are involved,

boards and committees established at the request of an industry, organization or community, whose
primary purpose is to serve the interests of the sector involved;

ministerial appointments to school councils (as the positions are elected).

1.3 Purpose and Principles
1.3.1 In cases where the Yukon Government is the sole appointing authority, and where membership
is not already defined by legislation, the Yukon Government is committed to membership on
government boards and committees that is representative of Yukon society, including gender, age,
First Nations people, youth, visible minorities and people with disabilities. In other instances, the
Yukon Government will make best efforts to ensure that nominations and appointments of members
to boards and committees ensure representation of gender, age, First Nations people, youth, visible
minorities and people with disabilities.

1.3.2 The intent of this policy is to ensure timely appointments based on informed decisions by
Ministers and Cabinet.

1.3.3 This policy establishes roles and responsibilities for administering appointments to Yukon
Government boards and committees as defined in 1.2 of this policy.

1.3.4 Ministerial appointments to boards and committees are subject to Cabinet approval.

1.3.5 This policy provides for payment of honoraria to members of government boards and
committees as established in Schedule A to this policy. Honoraria are paid in an equal way, in
recognition of service to the public. Honoraria are not intended to replace income that a board or
committee member could have earned instead of performing the public service.




1.3.6 Members of the public service, including the federal and municipal public service, who are
appointed to a board or committee in an official capacity as a government representative, are not
eligible to receive honoraria under this policy.

2. ROLES AND RESPONSIBILITIES

2.1 Cabinet is responsible for:

appointments to government boards and committees;

the establishment of new boards and committees;

the honorarium rates for boards and committees and the category to which boards and
committees are assigned,

any changes proposed for honorarium rates and other reimbursements under this policy
except where subject to Management Board Directives; and

any exceptions to this policy.

2.2 The Boards and Committees Secretariat is responsible for:

reviewing recommendations for appointments from departments for consistency with 1.3.1
and making recommendations to the Minister; and

advising Communication Services (ECO) of specific committees to be included in
advertisements listing coming vacancies and seeking public applications and nominations.

2.3 Departments are responsible for:

identifying vacancies, and when appropriate, providing recommendations for appointments
that are consistent with 1.3.1; ensuring effective public communication of vacancies through
the Communication Services (ECO);

making recommendations to Cabinet on assigning boards and committees to categories based
on their responsibilities;

recommending revisions to the membership and/or mandates of existing committees, and
honorarium rates; and

where not otherwise provided for, ensuring that members of Boards and Committees are
provided with appropriate orientation.

Submissions seeking Cabinet approval for the establishment of a new Board or Committee
must:

o consider financial resources, long term cost implications, cost effectiveness and
whether objectives could be met through current or modified mandates of existing
boards and committees;

o provide a recommendation and rationale for the placement of the Board or Committee
in a given category; and

o present an overview of the costs involved in establishing and maintaining the Board
or Committee, including administrative support (either by department staff or
contracted services), estimated cost of honoraria, travel, etc. and how the costs will be
covered.




2.4 The Executive Council Office is responsible for:

updating information on the list of current board and committee appointments;

developing policy and making recommendations to Cabinet on general Boards and
Committees policy matters, in consultation with the departments and the Boards and
Committees Secretariat;

administering, with the Boards and Committees Secretariat, the database for appointments
and nominations;

advertising, press releases, coordinating with the Council of Yukon First Nations and other
communications issues relating to Umbrella Final Agreement Boards and Committees;
keeping the Schedules to this policy up to date and submitting, if changed, a revised schedule
to Cabinet once a year for its review;

publishing lists of current Board and Committee appointments every year and distributing to
libraries, municipalities, territorial agents, First Nations and Members of the Legislative
Assembly, the Inquiry Center and making this information available on the Intranet and
Internet;

advertising in newspapers to seek Boards and Committees nominations and to list the Boards
and Committees with anticipated vacancies and contacting all Department contacts to request
specific advertising needs for appointments; and

cost-sharing the Board and Committee advertisement costs with Departments that need to fill
a vacancy on a Board or Committee for which they are responsible.




SCHEDULE A

1. CATEGORIES

1.1 Boards and Committees are to be assigned to one of the following categories based on their
responsibilities.

CATEGORY A: NO HONORARIUM

Boards and committees that are:

highly temporary in nature with a limited project-specific mandate; or
comprised solely of public servants appointed in the course of their employment.

CATEGORY B: HONORARIUM OF $75.00/DAY
Boards and committees with:

little or no decision making authority; or

minimal or no regulatory or adjudicative role; or
minimal impact of any decisions or recommendations.

CATEGORY C: HONORARIUM OF $125.00/DAY

Boards and committees with:

some independent decision making authority; or

regulatory or some adjudicative role; or

medium to high impact on government or the public of decisions or recommendations.

CATEGORY D: HONORARIUM OF $200.00/DAY

Boards and committees with:

independent decision making authority; or

adjudicative role; or

high impact on government or public of decisions or recommendations made.

2. HONORARIA

2.1 Honoraria are to be paid in accordance with the category assigned to a given board or committee,
as listed at section 4 below.

2.2 Honoraria will be paid at one half the daily rate for meetings of less than four hours.

2.3 Time spent in travel from communities outside Whitehorse and its environs to a board or
committee meeting held in Whitehorse will be eligible for an honorarium at half the normal rate,
provided that the travel occurs on a day other than a meeting day or that the travel occurs on a day
when the board or committee is meeting for less than four hours and appointees are receiving
honoraria at one half the daily rate.

2.4 Appointees are eligible for the same level of honoraria to cover travel when meetings are held in
communities other than Whitehorse and its environs.

2.5 In recognition of extra workload that may be placed upon the chair of a board or committee, a
chair may be paid an additional amount, not to exceed fifty percent (50%) of the regular honorarium
as recommended by the Minister and approved by Cabinet. Equal co-chairs and acting chairs are also
eligible for the additional amount available for chairs.

ns




2.6 Honoraria will also be paid to chairs, equal co-chairs, and acting chairs for required preparation
time, up to a maximum of the scheduled duration of a meeting (i.e., additional honoraria up to one
day for planned one-day meeting). Any additional preparation time must be approved in advance by
the responsible Minister(s). Other appointees to boards and committees are not eligible for honoraria
for preparation time.

3. EXPENSES

3.1 Payment of expenses incurred shall be made in accordance with Management Board Travel
Directive #13/84.

3.2 Where child care is not provided by the Yukon government for a meeting of a board or
committee, appointees shall be eligible for reimbursement of $2.00 per hour per child upon receipt,
to a maximum of $26.00 per child per day.

4. LIST OF BOARDS AND COMMITTEES BY ASSIGNED CATEGORIES

Note: Honoraria for certain Boards and Committees are established by Order-in-Council, by Cabinet decision or by
the Umbrella Final Agreement Implementation Plan guidelines, as noted below.

4.1 CATEGORY A

Community Services

Whitehorse Public Library Board

Building Standards Board

Electrical Safety Standards Board

Justice

Auxiliary Police Advisory Committee

Law Society of Yukon (Discipline Committee)
Law Society of Yukon (Executive)

Yukon Law Foundation Board of Directors

4.2 CATEGORY B ($75)
Community Services
Private Investigators and Security Agencies Review Board
Education

Apprentice Advisory Board

Students' Financial Assistance Committee

Teacher Certification Board

French Language Services Directorate

Advisory Committee on French Language Services
Public Service Commission

Employment Equity Advisory Committee

Tourism and Culture

Yukon Arts Centre Corporation Board of Directors
Yukon Housing Corporation

Carcross Housing Advisory Board

Carmacks Housing Advisory Board

Dawson City Housing Advisory Board

Faro Housing Advisory Board




Haines Junction Housing Advisory Board
Mayo Housing Advisory Board

Ross River Housing Advisory Board
Teslin Housing Advisory Board

Watson Lake Housing Advisory Board
Whitehorse Housing Advisory Board

4.3 CATEGORY C ($125)

Community Services

Assessment Appeal Board

Assessment Review Board - Central Yukon
Assessment Review Board - Central East Yukon
Assessment Review Board - North Yukon
Assessment Review Board - Southeast Yukon
Assessment Review Board - Southwest Yukon
Gas Burning Devices Appeal Board

Licensed Practical Nurses Advisory Committee
Physiotherapists Advisory Committee
Registered Psychiatric Nurses Advisory Committee
Yukon Medical Council (OIC 2012/97)

Yukon Recreation Advisory Committee

Economic Development
Business Incentive Review Committee

Education
Teacher Qualification Board

Energy, Mines and Resources

Agriculture Industry Advisory Committee
Yukon Minerals Advisory Board (OIC 1999/90)
Wildlife Damage Compensation Committee

Environment

Concession and Compensation Review Board
Outfitter Quota Appeal Committee

Porcupine Caribou Management Board
Wilderness Tourism Licensing Appeal Board
Alsek Renewable Resources Council
Carcross/Tagish Renewable Resources Council
Carmacks Renewable Resources Council

Dén Keyi Renewable Resources Council
Dawson District Renewable Resources Council
Laberge Renewable Resources Council
Mayo District Renewable Resources Council
North Yukon Renewable Resources Council
Selkirk Renewable Resources Council
Teslin Renewable Resources Council




Highways and Public Works

Bid Challenge Committee

National Safety Code Review Board

Health and Social Services

Social Assistance Review Committee (OIC 2009/209)
Yukon Child Care Board (OIC 2009/205)

Justice

Crime Prevention and Victim Services Trust Board of Trustees
Community Advisory Board

Judicial Council (for lay representatives)

Legal Services Society

Mediation Board

Yukon Human Rights Commission

Yukon Human Rights Panel of Adjudicators (O1C1988/170)
Yukon Liquor Corporation

Yukon Lottery Commission (Cabinet decision: 1991/06/20)
Tourism and Culture

Advanced Artists Award Jury

Yukon Arts Advisory Council (OIC 2002/170)

Yukon Geographical Place Names Board

Women's Directorate

Yukon Advisory Council on Women's Issues

4.4 CATEGORY D ($200)

Community Services

Employment Standards Board (OIC 1984/282)

Yukon Lottery Appeal Board

Yukon Municipal Board

Education

Education Appeal Tribunal (OIC 1991/036)

Teaching Profession Appeal Board

Yukon College Board of Governors (OIC 1998/166)

Energy Mines and Resources

Land Use Planning Commissions (Umbrella Final Agreement Implementation Plan)
Yukon Land Use Planning Council (Umbrella Final Agreement Implementation Plan)
Environment

Yukon Fish and Wildlife Management Board (Umbrella Final Agreement Implementation Plan)
Executive Council Office

Yukon Water Board (Cabinet decision: 2018/02/28)

Health and Social Services

Capability and Consent Board (OIC 2005/80, s.19-23 and OIC 2012/80)

Yukon Advisory Committee on Nursing (OIC 2009/207)

Yukon Hospital Corporation Board of Trustees (OIC 2010/111 and 2010/207)
Yukon Joint Management Committee (OIC 1995/020)

Highways and Public Works

Driver Control Board




Justice

Yukon Police Council Yukon Review Board (Cabinet decision: 2018/02/15)

Yukon Utilities Board (Cabinet decision: 2008/12/11)

Tourism and Culture

Yukon Heritage Resources Board (Umbrella Final Agreement Implementation Plan)
Yukon Historic Resources Appeal Board

Yukon Development Corporation

Yukon Development Corporation Board of Directors (OIC 2009/182)

Yukon Housing Corporation

Yukon Housing Corporation Board of Directors (OIC 2016/51)

Yukon Liquor Corporation

Yukon Liquor Corporation Board of Directors (OIC 2012/217)

Yukon Workers' Compensation Health and Safety Board

Workers' Compensation Appeal Tribunal

Workers' Compensation Health and Safety Board (Cabinet decision: 1991/06/20 and 2004/09/08)




