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Whistler’s largest resort partners, Tourism Whistler, the Resort Municipality of Whistler and Whistler
Blackcomb Mountains, recognized in March 2007 that there was a need to develop a resort-wide Event
Tourism Strategy to help Whistler expand upon its ventures that complement tourism (i.e. events) in an effort
to build and stabilize customer visits. This strategy evaluates the role of event tourism (as an economic driver
for Whistler, consistent with the Resort's Whistler2020 vision®), explores the impact of event tourism on the
Resort’s stakeholders, community and its guests, and provides recommendations for Whistler to reach its
vision for events (“Whistler is an internationally recognized tourism destination — renowned for its superior
quality and diverse events — making it a place to visit again and again”). Specifically, it addresses the
following goals for event tourism:

1. Grow and promote a portfolio of events that supports Whistler's brand, values and needs, and
enhances Whistler's image (focusing on Whistler’s existing events).

2. Develop the infrastructure to support large events in Whistler.
3. Access funding to grow events in Whistler.
4. Streamline Community Partner roles & responsibilities to better serve events.

To date, Whistler has hosted a wide range of events from small local gatherings and regional celebrations, to
“signature” events attracting national and international attention. In addition to annual festivals and events,
animation has also played an integral role in enlivening the Resort and the guest experience. At the other end
of the event scale, Whistler will also be a host venue for the 2010 Olympic and Paralympic Winter Games, a
“mega” event that is already garnering international attention for the Resort.

Whistler's stakeholders, specialists in the field of event tourism and destinations that are already engaged in
event tourism strategies widely accept that it is necessary to adopt a long-term, strategic approach to event
tourism in order to realize the full tourism potential of events. The stakeholders interviewed for this strategy
also support an integrated approach that considers both the needs of the guest (or “event tourist” or “tourist”)
and the community. They unanimously agree that authentic, organic events that celebrate the destination and
are aligned with Whistler's brand and values have much greater potential to grow and attract new and repeat
visitation.

Since the majority of Whistler's most recognized regional and “signature” events have been established over
time, it is important that Whistler's Community Partners continue to focus on nurturing existing events and
look for opportunities to grow smaller events into economic generators for the Resort (i.e. attract regional,
national and international event tourists). Smaller, grass roots events are typically championed by locals and
therefore have already established some level of community buy-in and participation. These events are also
more likely to reflect the values, community passion and products of the Resort, and provide a competitive
edge over other destinations (e.g. other resorts).

It is also recognized that there are some gaps in Whistler's event portfolio (i.e. specific types of events) and
event calendar (i.e. times of the year when there are no events). This provides an opportunity for Whistler to
attract and develop new events that can potentially fill these gaps and attract new and repeat visitation during
key times of the year. Continuing to focus on Whistler's unique and natural attributes and talents as well as
the products that Whistler offers will be key to setting the destination apart from its competitors and ensuring
that events remain authentic and aligned with its brand, garnering greater community support and tourism
appeal.

Marketing is necessary in generating awareness and attendance for events. Based on the vast number of
distribution channels managed by Whistler's Community Partners and the in-resort expertise in marketing,
promotion and communication, there is a great opportunity to develop an integrated marketing and
communications strategy that helps grow Whistler's event image and reaches tourists who may or may not
have visited Whistler for its events.

! Whistler2020 — Ensuring Economic Viability, page 37 and 41.
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By leveraging each organization’s expertise and resources, and streamlining processes, funding and
communication, there is an opportunity to create a centralized event model that will not only help grow
existing events, but attract, support and develop new events that fit Whistler's needs. Subsequently, by
developing and attracting events that showcase Whistler’'s core products and talents, and promoting events
through an integrated marketing program, Whistler has the potential to generate new and repeat business,
and sustain a healthy and engaged community.

To ensure there is sufficient support for third party event producers and that Whistler continues to embrace
new event opportunities, it is suggested that the Community Partners primarily focus on areas of event
production and support that are aligned with their organizational strengths, resources and responsibilities.

Event operational planning and on-site support (Resort Municipality of Whistler and Tourism Whistler
for resort-wide events; Whistler Blackcomb for on-mountain events; and Whistler Arts Council for arts
and culture events)

New event solicitation (Tourism Whistler, in consultation with other Community Partners, for resort-
wide events; RMOW and WB for venue-specific events)

Community arts and culture programming (Whistler Arts Council)
Event ticketing and package sales support (Tourism Whistler)
Supplemental marketing and communications support (Tourism Whistler and Whistler Blackcomb)

With the quantity and diversity of Whistler's events that directly or indirectly involve multiple organizations and
individuals, it is recommended that the Community Partners form an Events Working Committee comprising
Tourism Whistler, the Resort Municipality of Whistler, Whistler Blackcomb, the Whistler Arts Council, the
Whistler Chamber of Commerce and other relevant organizations. The purpose of this committee is to meet
regularly and communicate upcoming event activities and opportunities in an effort to streamline support,
leverage communication and promotional opportunities, and share event resources and best practices.

It is recommended that the Tourism Whistler and the Resort Municipality of Whistler reconfigure their existing
event budgets and resources to develop an environment that provides the necessary funds, roles and skills to
nurture, solicit and grow events. Tourism Whistler would be accountable for providing marketing, sales
(solicitation), communication and research services and expertise, and ultimately driving tourists to Whistler to
experience events. The RMOW and other Resort partners would be responsible for supporting events
through resort planning, event operational support, in-kind services, venue use and communication through
their respective distribution channels. Recognizing that “mega” events have the potential to generate
significant media coverage and usually require an investment from the host resort, e.g. World Cups, it is also
recommended that Tourism Whistler, the Resort Municipality of Whistler and Whistler Blackcomb designate
annual funds to support these one-off events.

The main findings in this document indicate that there is a need to align and focus on the core competencies
of the Resort’s key stakeholders in order to support a collaborative approach to event tourism. Specifically,
the findings support organizations focusing on their main areas of expertise and utilizing their current
resources (funding and staff) to develop and support the growth of events in Whistler.

It is also recognized that there are potential synergies in merging the Whistler Arts Council and Maurice
Young Millennium Place. These synergies include housing both teams in one location, streamlining arts and
culture programming, and creating greater synergies with existing funding from the Resort Municipality of
Whistler and other government bodies. This group would adopt arts and culture events that are currently
being produced by organizations that do not necessarily have the adequate resources to produce events, e.g.
Canada Day Parade.

Fulfilling the recommended vision for event tourism will help guide the strategy and ensure that all of the
stakeholders are working collectively in reaching a common goal for the greater good of the Resort. Once
some fundamental ground work has been accomplished, e.g. clarifying roles and responsibilities, developing
an Event Framework and reconfiguring resources, Whistler will be better positioned to support the growth of
event tourism, specifically filling gaps in Whistler's event calendar, animating the Resort year-round, and
identifying opportunities to improve and/or develop new venues for larger events.

Page 6 of 78 June 13, 2008 Whistler Event Tourism Strategy



A WHISTLER

Whistler Event Tourism Strategy June 13, 2008 Page 7 of 78



A WHISTLER

Page 8 of 78 June 13, 2008 Whistler Event Tourism Strategy



A WHISTLER

()

)

& & ' ! % "

The purpose of this strategy is to:
Evaluate the role of event tourism as a major economic driver, image maker and animator of Whistler;

Identify opportunities for growing existing events and hosting new events; and determine what events
Whistler should pursue;

Identify existing venue assets, planned developments and new infrastructure opportunities for hosting
events;

Recommend an event support model that leverages organizational expertise in Whistler and
strengthens the event industry; and

Ultimately, lead Whistler's Community Partners in achieving continuity and success in the
development and sustainability of event tourism in Whistler.

! # #+

Event Tourism is the systematic planning, development, and marketing of festivals and special
events as tourist attractions, image-makers, catalysts for infrastructure and economic growth, and
animators of built attraction (Ghazali, 2003).

More specifically, an event tourist travels to attend an event (with the event being the primary
reason for travel) and either stays overnight or takes a same day trip with a minimum one-way
distance from their residence of 40 km. (Statistics Canada)

& ' ! % "

This strategy provides a future-focused framework for maximizing the potential of event tourism in
Whistler. Even though Whistler is home to a range of events that are leisure and business-oriented, this
document primarily addresses leisure events that support Whistler's event tourism industry. Furthermore,
this strategy will cover tourism-focused and community-focused events, evaluating the importance of both
in an overall event tourism strategy for Whistler.

Several individuals and groups have been involved in Whistler's events to date. The main players include
Tourism Whistler (“TW"), the Resort Municipality of Whistler (“‘RMOW?"), the Whistler Arts Council
(“WAC"), Maurice Young Millennium Place (“MY Place”), Whistler Blackcomb (“WB”), Whistler's Chamber
of Commerce, third party event producers, and Whistler’s businesses and locals.

These organizations and individuals have produced and supported Whistler events that have ranged in
size, type, time of year, and target markets. Some events are well established, others are new and
emerging, and some have discontinued for different reasons including lack of funding, poor attendance,
environmental limitations, and production challenges.

This strategy focuses on the five organizations, or “Community Partners”, that are or have the potential to
become major contributors in growing and sustaining Whistler's event industry, i.e. TW, RMOW, WAC,
MY Place and WB. Other organizations and venues are mentioned throughout this document; however,
they do not play a key role in the implementation of an Event Tourism Strategy.
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Over the past two decades, Whistler's Community Partners have supported and produced events ranging
from local to signature, usually as a result of their strategic role in the community, available resources,
and expertise. Third party event producers have also been responsible for producing a range of events
usually evolving from a producer’s passion for a particular industry or genre.

This document is intended to guide Whistler in the development and promotion of its events; therefore, it
is critical that there is a collective approach (amongst the key stakeholders identified in this strategy) in
providing the necessary expertise, resources and infrastructure to grow, support and leverage events as
a tourism driver for the Resort. This may result in organizational changes, reallocation of resources and
an increased focus on event tourism across all organizations.

# %

The size of an event is typically reflective of the size of a destination. What might be regarded as a large
event in one destination may be regarded as a small event in another. Therefore, instead of categorizing
events by the number of attendees or the footprint of the event, a number of industry sources (Getz,
2006; Anttonen, R., Klemm, P. & Sarrivaara, E. (2005)) and destinations that are actively involved in
event tourism (including Tourism Victoria AUS, Republic of South Africa) categorize events by the type of
target markets that attend an event and the impact the event has on the destination. Based on Whistler's
event mix and target markets, events have been categorized as follows:

A. Animation (also Resort Enhancement or Busking) — Smaller performances that take place
repeatedly (i.e. more than once a year), mostly in the heart of a town/village, and help enliven the
visitor's or local's experience. Not a primary driver of visitors to a destination, however, adds to the
overall experience and has the potential to encourage repeat visitation. Strong community buy-in
especially by local businesses. Examples in Whistler include the Resort Animation program
(summer), and the Fire & Ice Welcome Night (winter).

B. Local (also Community or Home-grown) Events — An event that attracts primarily locals, but is
open to the public, is typically produced and activated by locals, and has strong community buy-in,
e.g. Canada Day Parade.

C. Regional (also Emerging) Events — An event that attracts a regional market (i.e. Sea-to-Sky
Corridor, greater BC, and potentially Washington State and California) and typically has greater
attendance than a local or community event, e.g. Whistler's First Night Celebration and the Whistler
Children’s Festival. Community buy-in varies with regional events.

D. Signature (also Hallmark, Established or “Touris  t-tempter”) Events — An event that is consistent
with and supports the host destination’s brand, provides a competitive tourism and marketing
advantage that aims to create a profit, increases the awareness and profile of the destination, has
credibility within the industry it's targeting and within its community, and attracts mostly overnight
visitors. Examples of established and emerging signature events in Whistler are the TELUS World Ski
and Snowboard Festival, CrankWorx, Cornucopia, Whistler Film Festival and WinterPRIDE.

E. Mega (also “Big Bang” or Global) Events — An event that has strong national and international
recognition and appeal, acts as a “flagship” for the host destination, typically generates substantial
media attention and image awareness, has an extraordinary budget and lasting impact, and often
requires a financial investment by the host destination, e.g. 2010 Olympic and Paralympic Winter
Games, World Cups, Commonwealth Games and World Expos. Mega events are typically sports and
recreation focused.
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Furthermore, events can be categorized by their origin:

Organic Events — These events originate from within the community and are usually produced by
locals. They are more likely to reflect the brand of the destination and values of the community, and
set a destination apart from its competitors. They have the potential to be nurtured as small,
community events that are primarily focused at engaging the community, or grown into world-class
events that reflect the region’s unique character attracting regional, national and international
attention.

Implanted Events — These events are imported into the destination and are managed by non-
resident event producers. They can be one-off events (e.g. concerts), reoccurring events that are
temporarily hosted by a destination (e.g. World Cups), permanently relocated events from another
destination (e.g. Merritt Country Music Festival moved from Hedley to Merritt in 1992), or replicated
based on an event model that is successful elsewhere (e.g. Green Festivals). These events are
usually signature or mega in size and attract tourists. They can also generate significant media
attention and have the potential to provide a community with “quick wins” in building their event
tourism profile (Northwest Development Agency, 2004).

In 2007, Richmond City Council (British Columbia) developed a Major Events Plan in which they
categorized events into three types: Civic, Community and Commercial. These categorizes also apply to
Whistler’'s events:

Civic events are celebrations of national holidays, historical occasions and honoring people. These
events are typically managed by the city and/or community volunteers. An example in Whistler is
Canada Day (however, is currently produced by the Whistler Chamber of Commerce)

Community events are celebrations of the community and its offerings. These events are typically
managed by community volunteers. Examples in Whistler include local running and bike
competitions, the Farmer’'s Market, and Bizarre Bazaar.

Commercial events attract customers (usually out of town) who have a propensity to spend money
in the resort and/or on the event itself. These events are typically managed by paid professional
event producers whose objective is to generate a profit. Examples in Whistler include CrankWorx,
TWSSF and Cornucopia.

Larger destinations (e.g. urban centres) are more likely to host a combination of organic and implanted
events due to the size of their communities and their access to resources and infrastructure to bid and
host implanted events. Smaller destinations (e.g. rural locations) are more likely to establish, nurture and
grow organic events. With the growth of tourism and the demand by consumers for new experiences,
smaller destinations are exploring ways to grow and exploit their events (through the development of
event tourism strategies). Smaller towns are also attracting third-party producers who are interested in
implanting events with minimal finance risk to the community and minimal expense to the producer, e.g.
events that require large outdoor spaces such as music festivals with on-site camping.
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Many destinations world-wide are recognized first and foremost for a signature event. Rio de Janeiro and
New Orleans are synonymous with Mardi Gras; Pamplona in Spain conjures thoughts of bulls and
celebration; and New York is fondly associated with the Ball Drop in Times Square on New Years’ Eve. Most
destinations are recognized for their unique offerings and their events are added value for residents and
tourists.

Several cities and countries have published their event tourism initiatives (often referred to as ‘strategies’)
and/or tools on the Web, or have been referenced as case studies in event literature. Each destination has
captured different levels of detail on the evolution of their strategy and the tactical implementation of their
strategy. Some have only promoted the tools they use to manage events in their community (e.g. funding
applications), others have created collaborative event teams to oversee the implementation of their strategy.
Documentation by or on several destinations was reviewed for the purpose of developing this Event Tourism
Strategy and some of these destinations are referenced through this document.

For a complete list of destinations reviewed and/or referenced in this document, refer to
Appendix A — Competitive Review: List of Destinations.

r#E &l # +

Burning Man — Nevada, USA

Calgary Stampede — Calgary, Canada

Cannes International Film Festival — Cannes, France

Edinburgh Festival — Edinburgh, Scotland

Mardi Gras — Rio de Janeiro, Brazil, and New Orleans, USA

Montreux Jazz Festival — Montreux, Switzerland

Munich Beerfest (also referred to as “Oktoberfest”) — Munich, Germany
Running of the Bulls — Pamplona, Spain

Winter X Games — Aspen Snowmass, Colorado, USA

...and past host cities of mega events including the Winter and Summer Olympic Games,
Commonwealth Games, and World Expos.

L #S

With the growth of the Internet and global tourism, competing for a consumer’s attention has become
more challenging. By adopting a well planned Event Tourism Strategy supported by the necessary
resources, some destinations have already experienced success with generating incremental sustainable
tourism revenues and awareness of their events (most significantly within specific product groups or
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target markets, e.g. mountain biking, eco-tourism, gay & leshian travel, culinary regions) and their
destination, while others are still in the planning stages and hoping for similar results as they begin
implementation.

A review of several national and international destinations that are actively pursuing event tourism
suggests that cities and tourism organizations understand the importance of events for their destination
either as a result of hosting larger events that left positive impacts, or through the analysis of event
studies that recognize the potential of events consequently being the catalyst for an event tourism
strategy. Regardless of how they arrived at the need for an event tourism strategy, destinations are
recognizing the short and long term benefits of events on their community calling for a more disciplined
and collaborative approach to event tourism.

The benefits of event tourism are applicable across most types of destinations and are similar to other
types of tourism — some of these benefits include:

sustained, incremental visitor spending (e.g. accommodation, dining, activities, services,
transportation);

increased attractiveness of the destination to visitors and locals;

a platform for raising awareness (e.g. global warming, social responsibility);

a showcase for local talent;

incremental media coverage and publicity;

increased brand awareness;

increased visitation from new and returning visitors who have the propensity to not only visit during an
event but at other times of the year due to the attractiveness of the destination;

development of new infrastructure;
increased event tourism and event production expertise and resources; and
increased community pride, job opportunities and volunteerism.

The social and economic impact of events has been measured and analyzed by many communities
through impact studies; however, their understanding of the environmental impact of events is limited.
With a growing awareness of global warming and more emphasis on sustainable living and business
practices, it is anticipated there will be an increase in sustainable practices in event production.

A. Social Impact of Events

Another benefit of building an event tourism industry is the lasting social benefits to the community.
These include the enhancement of community spirit and pride; the promotion of participation,
cooperation and leadership within the community; the strengthening of support for local cultural
traditions; the building of greater cross-cultural understanding (Getz, 1992); and the expansion of
cultural perspectives (Swart & Bob, 2005). These benefits all potentially lead to a stronger, more
vibrant and capable set of event tourism leaders, institutions (e.g. advisory bodies) and engaged
locals. The excitement generated by events also helps to compensate for the associated costs
incurred by the host community (Van der Lee & Williams, 1986). For example, locals often feel good
about being at the centre of international attention (Burns, Hatch & Mules, 1986) as is often the case
with hosting mega events such as the Olympic & Paralympic Games.

% &
( & ) | " +#$
Whistler is home to a large number of smaller, local events that are produced “by the people for the

people”. These events are usually the result of a passionate one or few who hope to gather friends
and community to celebrate a time of year, activity, person or some other common interest. These
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events primarily target and attract locals and help engage and strengthen Whistler's sense of
community.

Unfortunately, communities may also be negatively impacted by events. This may include alienation
of surrounding communities or parts of the host community; creation of a negative community image
(above and beyond the host destination’s image); vandalism, violence and substance abuse; and loss
of spaces and amenities. A recent example of an event negatively impacting a community is of
Wakefest in Kelowna, British Columbia. Vandalism and rowdiness at the 2007 event has resulted in
the unconfirmed cancellation of the 2008 event. Fortunately, through the close partnerships of
Whistler's community partners, organizations have often mitigated or resolved any negative impacts
resulting from events (e.g. noise in the village following late night events).

B. Financial Impact of Events

Depending on the type of event, attendance may be targeted at visitors, locals, or both. The
distinction between visitors and locals is particularly important in assessing the economic impact of a
festival or event, as expenditures by locals typically have far less economic impact than expenditures
by visitors. However, most destinations recognize that to achieve long term success with event
tourism (i.e. growing visitation by attracting tourists with events), it is important to seek harmony
between the needs of the visitor, the place and the host community (English Heritage, 2000 p.29).

The potential economic impact of event tourists on a destination is not well documented; however,
experts in the area of event management and event tourism indicate that the economic potential of
event tourism is growing and will continue to help destinations differentiate their offerings from their
competitors. They state there is typically a higher level of spending by participants (e.g. exhibitors,
performers) over attendees, and higher spending within certain age groups (depending on the
demographic of the event; typically, the older the target audience, the higher the spending due to a
higher disposable income). Furthermore, it is also interesting to note that the greater the distance
traveled by an event tourist, the greater their average spending during an event (similar to tourism in
general) resulting from longer stays. These spending patterns are aligned with Whistler's general
tourism industry. Furthermore, results from an economic impact study completed in 2006 indicate that
the financial benefits of events are long reaching (e.g. events generate spending beyond event tickets
and merchandise, and they can stimulate tourism at other times of the year).

C. Environmental Impact of Events

Research on the impact of events has predominately been conducted from an economic or socio-
cultural perspective, with environmental (and political) impact covered in a very limited way (Wong,
2005). However, all events have some level of impact on the environment and analysis of this impact
is important, not just because of the rate of growth of events and their environmental footprint, but
also because of their potential to contribute to more sustainable forms of economic activity (Wong,
2005).

Some of the ways in which Whistler's events have or potentially could impact the surrounding
environment include (Wong, 2005):
Pollution — air, water, land, noise and litter

Resources — increases in garbage and sewage, increases in water and energy/power use, and
changes in natural resources (e.g. over fishing)

Natural environment— habitat degradation, trampling, erosion, fire frequency changes, soil
changes, ecosystem disturbances, vegetation changes/damage, animal harassment and
changing animal behaviour

Man-made environment — overdevelopment and damage to existing infrastructure
Transportation — traffic, parking, fuel, and air and noise pollution
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More and more events are dedicated to supporting eco-friendly efforts and are hiring dedicated staff
to oversee and mitigate these (and other) types of environmental impacts. These ‘event eco-
specialists’ monitor event activities related to reducing carbon footprints during the event and report
on environmental impacts once the event has ended.

Many events are going “green” and are featuring on-site recycling, composting toilets, biodegradable
disposable products, bio-diesel power sources, alternative transport, carbon offsetting (for the festival
and attendees), and collateral made from recycled paper products. Event producers who are taking
action to reduce their impact on the environment are creating awareness amongst producers,
attendees and host communities about the environmental impacts that occur when large numbers of
people travel and gather together in one place for an extended period of time. It will take time, but
being proactive and raising awareness about the importance of reducing carbon footprints is gaining
momentum as more and more events become green (GuideToBestFestivals.com).

Several events and performers are committed to reducing their carbon footprint through different
initiatives — below are some examples of these initiatives in North America
(GuideToBestFestivals.com):

i) San Diego's 2007 Mardi Gras used alternative fuel made from used cooking oil to power onsite
generators at the eco-friendly festival;

i) Bonnaroo , Tennessee's eco-friendly live music festival, uses recycled materials from shows to
build event site benches;

iii) Live music festivals Lollapalooza and the Warped Tour have both pledged to give back to the
communities where they perform; highlights of these environmentally friendly festivals include
educational booths and a backstage recycling program to reduce waste caused by bands and
crew members;

iv) Musicians like KT Tunstall have started using tour buses fueled by bio-diesel fuel to travel to the
greener festivals. Pearl Jam committed to supporting environmentally friendly live music festivals
in 2003, using bio-diesel fuel and supporting efforts worldwide to rebuild rainforests.

Understanding the environmental impact of events and adopting best practices to mitigate impacts or
create awareness amongst attendees has not been a focus for Whistler's Community Partners or
event producers in Whistler to date. However, with Whistler's 2020 vision for a more sustainable
future for its community and a global focus on protecting the environment, understanding and
monitoring the impact of events will become increasingly important for Whistler. Encouraging
sustainability best practices amongst event producers is an area in which Whistler's Community
Partners can play a pivotal role.

D. Measuring the Impact of Events

Using market research and intelligence to determine which events to host and when to host them is
important for developing a well-rounded and appropriate mix of events in a destination. Of equal
importance is evaluating the impact of events to better understand the short and long term benefits
and impact of events on visitors, the destination, and the community.

The Republic of South Africa’s Department of Environmental Affairs and Tourism divides event
evaluation into four main areas: customer satisfaction, sponsorship evaluations, economic impact
assessments and host perceptions of event impacts. In addition to these four areas and reasonably
new to the tourism industry is environmental impact and the measure of brand health and
“experiences”. It may become increasingly important and valuable to measure the impact of an event
(and its marketing) on the experiences of its attendees and the brand equity of the destination leading
up to, during and most importantly following an event (Berridge, 2007).

Since measurement and research is typically a core competency of a tourism organization, it's these
organizations that are leading the development of impact measure methodologies and tools in order
to effectively and consistently capture this data. Unfortunately, measuring the impact of events can be
expensive and consequently studies typically focus on larger, established events. In 2006, two

Page 18 of 78 June 13, 2008 Whistler Event Tourism Strategy



A WHISTLER

economic impact studies were completed in Whistler — one measured the impact of the TELUS World
Ski & Snowboard Festival on the resort, and the other measured the economic impact of mountain
biking and specifically the mountain biking festival, CrankWorx, on Whistler. These were the first two
comprehensive event-specific economic impact studies performed in Whistler. It is anticipated with
the growth of other signature events, further studies will be considered.

E. Prerequisites for Successful Events

In February 2007, TW completed a strategic review of the Whistler Music & Arts Festival that included
a competitive analysis of more than 40 national and international music festivals. From this strategic
review, common factors, or “prerequisites for success”, were identified amongst the events and their
producers. These same factors may be applied to the development and implementation of an event
tourism strategy to ensure its long-term success and a positive impact on Whistler.

The eleven prerequisites for success are:

i) A gquiding strategy led by the destination’s tourism organization (often in partnership with the city).
It is important to identify clear objectives and expectations for the event including the financial
objectives (sponsor revenues, break-even or profit model?), target markets and attendance
projections, spending propensity, access, accessibility, sustainability, etc.

i) Buy-in for the strategy and the events hosted by the destination. It is important to attract events
that are aligned with the community’s values and expectations so that locals don't feel that their
community is being exploited. The perceived authenticity of tourism activities is dependent on the
degree to which the event and all that is associated with it fulfills resident expectations (Cohen,
1988). Problems are more likely to be encountered if the event is perceived as "inauthentic" or
being not "of the community", or "imposed" on locals by external interests (Getz, 1992). Similarly,
industry participants are more likely to support an event that is credible and authentic in its
intension and execution, and attract attendees due to their association with an event.

iii) Economic viability of events (not only for the production of the event, but, if applicable, as an
economic driver for the destination) and of the overall event tourism industry.

iv) Variety of events to round out the event portfolio and attract incremental visitors (events need to
range in time of year, size, target markets and theme).

v) Reasonable resources (i.e. the appropriate quantity and quality) are required to support the
strategic development of an events strategy, implement the strategy, and produce and support
events.

vi) Aggressive, targeted and integrated marketing (ensuring there is an adequate event marketing
budget and drawing on the expertise and distribution channels of each Community Partner).

vii) Access to multi-use infrastructures by event producers and the ability of the destination to
respond to event needs and develop necessary infrastructure to support the growth of existing
events and the development of new events.

viii) Community and corporate partnerships to generate incremental funding and in-kind support to
fuel events.

ix) Market intelligence that reveals competitor events (what sets a destination apart from its
competitors), changes in tourism and specifically in the behavioural patterns of event tourists.

x) Measurement methods and tools to track the impact of events and ensure that they are meeting
the needs of the destination (i.e. the event tourism vision and strategies) and are receiving
appropriate support from Community Partners.

xi) Sustainable practices and tools that ensure events and the event industry are sustainable
economically, socially and environmentally (the latter being a growing concern for many
international destinations).
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Ideally, each of these factors should be considered in the development of an action plan for event
tourism in Whistler. Although Whistler may proceed with its event initiatives without considering all of
these factors, the ability of Whistler to succeed as an event tourism destination and reach its vision
may be compromised.

" ' I- # P

The SWOT analysis of Whistler's event industry indicates there is a strong set of expertise and resources
amongst the Community Partners including programming, production and activation, sales, marketing and
research. The challenge is to align these resources to best serve existing events, avoid duplication of
effort and support the growth of Whistler's event industry.

Whistler’'s current portfolio of events offers visitors and locals a mix of local, regional, signature and mega
events that range in theme and time of year. Whistler's more established regional and signature events,
i.e. TELUS World Ski & Snowboard Festival, CrankWorx, Cornucopia and the Whistler Film Festival, have
garnered significant industry, media and consumer attention and have the potential to drive tourism and
generate awareness of Whistler. Local and regional events benefit from significant local buy-in, especially
sporting events, and contribute towards enlivening Whistler as a place for locals to live and guests to visit.
The 2010 Olympic and Paralympic Winter Games have also provided Whistler with a platform to
showcase the resort to the world before, during and following 2010.

Identified weaknesses around strategy, resources, and roles and responsibilities are being addressed in
this strategic document. With regards to strategy, it is unclear what events Whistler should host, whether
or not the current events are meeting their full potential, and if Whistler should be attracting new events.
There is an opportunity to increase the number of event tourists who visit Whistler, however, a lack of
event funding opportunities, limited local event production expertise, inadequate event infrastructure (e.g.
outdoor green spaces), and fragmented (or non-existent) support services and tools available to event
producers may limit growth.

A. Strengths

Each Community Partner offers a range of expertise ranging from research expertise, marketing
and communication, product/event packaging, event operations/activation, event programming
and production, ticketing, technical expertise, venues, event industry contacts and community
engagement.

Strong community buy-in and participation in local events, especially sporting events.
Resort-wide corporate sponsorship relationships — leverage existing partnerships, e.g. VISA,
CanWest Global

Established events, e.g. Cornucopia, TWSSF, CrankWorx

Awareness and infrastructure stimulated as a result of Whistler being a site for 2010 Olympic and
Paralympic Winter Games

B. Weaknesses

Limited resort-wide, long-term strategic planning and understanding of how events meet the
needs of a resort-wide Event Tourism Strategy, i.e. a holistic approach to events rather than an
event-by-event approach.

Without planning and support, events come and go. Quite a few events in Whistler have been
produced once or a few times, but have no staying power, i.e. aren’t sustainable.

Lack of understanding of each Community Partner’s role, expertise and resources in support of
event tourism.

No allocated, resort-wide funding program for third party events.
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Unclear understanding of what resources are required for events and event tourism to be
successful (e.g. staffing, funding, venues).

Unclear understanding of the value of “themed weeks” or “themed events”. Are they events or
promotion/packaging opportunities?

Insufficient resources and resulting lack of expertise and focus in all of the areas of event tourism
within each event sector (e.g. strategy/planning, solicitation/sales/ bidding, production,
marketing/promotions, industry relationships across all event sectors).

No formalized process/criteria for establishing which events Whistler should host and when.
Limited financial growth and economic impact of some of Whistler's events.

Unclear understanding of the economic impact of local and regional events compared with
signature and mega events.

Limitations of current resort infrastructure to support large events especially serviced areas that
can be ticketed, e.g. amphitheatre for concerts, easy-to-access green space for festivals near the
village.

Retention of skilled workers in the event industry is difficult without year-round programming.
Lack of control over the type or quality of events produced by third party event producers in
Whistler.

Difficult to sell sponsorship for new or developing events.

Difficult to secure affordable accommodation for event production staff, athletes, talent, sponsors
and VIPs — especially during peak months.

Not all events are embraced by the whole community.

Sports tourism can be costly and require significant resources — currently, the support and
responsibilities around soliciting and supporting large sporting events is unclear.

Volume — Whistler offers only one point of access into and out of the Resort — a particular
concern for large events.

C. Opportunities

Align key focus areas and resources of Community Partners to leverage opportunities, grow
existing event programming (e.g. Village Animation) and support the development and growth of
an event tourism industry in Whistler.

Develop policies and guidelines that define what events Whistler wants to host, the level of
support offered to third party events, and the use of Whistler's brand.

Develop an online Event Calendar tool that promotes all events regardless of size and type and is
targeted at both the community and resort guests.

Produce an events brochure that promotes year-round events targeted at tourists.

Bid on/solicit third party signature and mega events to come to Whistler and enhance Whistler’s
image as an event tourism destination.

Contract sponsor sales specialists to generate incremental funds for events.

Leverage community expertise within each of the event sectors, e.g. health & wellness, to help
attract and support events that fall within these sectors.

Draw on Whistler's pool of locals and reputable businesses to support event programming,
promotion, packaging and production.

Attract and develop new event experts for Whistler.

Develop trade industry programming within Whistler events to further enhance the reputation and
exposure of Whistler events to "the experts".

Solicit business tourism (through TW'’s Conference Sales program) that is relevant to event
themes (e.g. Canfit Pro Conference during Wellness Week).

Create more resort-wide visual guides (resort welcome signs, banners, storefront displays) to
promote events across Whistler and convey a sense of celebration.

Create more resort-wide themed promotions that can be packaged.

Leverage Whistler’'s reputation as a world class destination for established leisure activities such
as skiing/snowboarding, mountain biking, and golfing.
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Access Whistler's substantial accommodation inventory during off-peak periods.

Leverage the 2010 Olympic and Paralympic Winter Games brand and media exposure to
promote Whistler's events.

Use 2010 Olympic and Paralympic Winter Games’ venues to host events.

Support Whistler's 2020 Community Sustainability Plan by attracting eco-friendly events and
event production companies/practices and eco-conscious tourists.

Attract new sponsors and partners who want to be aligned with Whistler and its events.

Leverage other regional events to potentially supplement or enhance existing events, e.g.
Pemberton Slow Food Cycle and the Feast of Fields promoted in conjunction with Cornucopia.

D. Threats

Lack of funding for existing events and to grow new events.

Lack of skilled event experts who are experienced and passionate about specific event sectors.
Event producers (or other) compromising brand equity of events. Third party event producers
compromising Whistler's brand and/or the brands of events that are unique to Whistler and
perceived to provide a competitive edge over other event tourism destinations.

Third party event producers soliciting and partnering with non-Whistler businesses (e.g.
Vancouver suppliers versus Whistler suppliers).

Conflicting event sponsors and activation programs, e.g. the VISA saving passport program and
the American Express Dine Around program.

Tapping the sponsorship pool dry - Competitive events soliciting the same sponsors may position
Whistler negatively in the market place.

Competitor events.

) - & |

As early as 2005, Tourism Whistler identified five main pillars (event sectors) that would be targeted for
event development to grow tourism. For the purpose of reviewing Whistler's event portfolio, local,
regional, signature and mega events and village animation have been included across all of the five event
sectors (the number of events currently within each sector is identified in parentheses). Learning &
Education is commonly a component of many events. Similarly, arts and culture and potentially
sustainability are common components of sporting, heath and wellness, and food and wine events.

Arts & Culture (23 events) ﬁ Learning & Education (5 events) []D
Food & Wine (5 events) {| Sports & Recreation (22 events) €3
Health & Wellness (3 events) &4

Another two event sectors that are growing in popularity world-wide are sustainable/eco-conscious events
(also referred to as “green” events) and charitable events. Whistler hosts a number of small, local and
large regional charitable events including the Whistler Blackcomb Foundation’s TELUS Whistler Classic
attracting more than 800 guests, and Whistler Search and Rescue Society's Annual Winemakers'
Gourmet Dinner and Auction. Whistler is yet to host a green event, however, eco-conscious (and
charitable) programming is often included within other events.
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Local Events (15+ events) Regional Events (19 events)

ARTrageous ) A Whistler Christmas ) Whistler First Night )

Bizarre Bazaar )’ Art Workshops on the Lake j) DD Whistler Theatre Project (2008)j‘>
Canada Day Parade N
Y J’ BC Bike Race @ Whistler Wellness Week 6§
Comfortably Numb Trail Run @
Campground C ﬁ Women’s Week j) DD

Crud to Mud Classic (2008)@

Lumpy’s Epic @
North Pole Central )’

Canadian BBQ Championships “
Celebration 2010 j’

Cheakamus Challenge
Painting on the Peak j) 9 @

Whistler Dine & Unwind (Spring & Fall programs [0}
Peak to Valley Race £a (Spring prog )H

. . Discover Whistler Days @
Samurai of Singletrack @

WB Telus Winter Classic @ Farmer's Markets )’ ﬂ

MEC 5 Peaks Trail Running Race @

Play & Stay in May @
Red Bull Elevation @

Westside Wheel-up @
Whistler Children’s Festival j)

Whistler Search and Rescue

wine'd Up {| Sea 2 Summit &3
Whistler Valley Trail Run @ Festival Network Concert (2008) ﬁ
...plus several smaller events
Animation (3 events) Signature Events (5 events) Mega Events (1+ event)
Artwalk ) CrankWorx @ D 2010 Olympic &

Paralympic Winter

Fire & Ice Welcome Night @j} TELUS World Ski & Snowboard Festival@j) Games

WinterPRIDE £33 ,)
Cornucopia * ﬂ DD

Whistler Film Festival * j‘> []D

Resort Animation

(summer-long) J) €34 de§

2010 Test Events
(2008 & 2009) @

*Emerging signature events that attract international participants & media and have the potential to attract significant international attendees.

There are also a few “themed events” or “themed weeks” on Whistler’'s calendar. These events celebrate
a specific niche market or product and are developed to market Whistler's products and services (e.g.
Women's Week and Whistler Dine & Unwind). The economic impact of themed events has been difficult
to measure, but appears to be marginal. It is unclear if these events are, in fact, events, or a promotional
or packaging opportunity for Community Partners and other Whistler stakeholders. It is also uncertain if
these events are owned or a collaborative opportunity between all Whistler's businesses.

Although there are more than 23 arts and culture events or event programming within other events,
Whistler does not host an outdoor summer festival that is targeted at visitors who don’t mountain bike and
are not attracted to family events. CrankWorx and the Whistler Children’s Festival are programmed
around core products and demographics; although the programming includes arts and culture
components that other demographics may potentially enjoy, the festivals are unlikely to attract minimal
out of town tourists who don’t ride mountain bikes or have children. There may be an opportunity to
develop a festival when there is good accommodation availability and fine weather, that targets a wider
range of Whistler markets.
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Most multi-day events (commonly referred to as “festivals”) are typically held outdoors where the largest
number of people can gather. Some of North America’s largest music festivals (e.g. Bonnaroo,
Bumbershoot, Coachella and Lollapalooza) take place in outdoor green spaces that have the capacity to
hold large numbers of attendees (i.e. more than 50,000). Events can also be “stitched” together from a
number of different sites linked by the brand of the event. Multi-day festivals, such as food and wine
events, can spread over multiple venues such as restaurants, conference venues, farms and vineyards.

Most events held in Whistler occur in central, village locations or on the mountains. Although the majority
of facilities and venues in Whistler are designed to serve specific purposes other than events (e.g.
meeting and conference spaces, ski runs, cinemas, golf driving ranges, bars and restaurants), several
have been used to host events. It may be appropriate to expand on Whistler's venue capacity to support
the growth in the quality, number and size of events.

Some of the venues and facilities typically associated with large events include:

Outdoor spaces with hardstand and seated areas (grass, chairs, benches, bleachers, natural
features, e.g. logs, rocks), and easy access

Concert halls, conference centres and exhibition spaces

Cinemas & theatres (seating up to 1,500)

Amphitheatres (man-made or natural)

City squares

Farms, vineyards, artisan workshops and other spaces where products are grown/made
Camp grounds with water and power services

Free or affordable long-term parking and/or public transportation

Venues vary between urban or rural settings and usually reflect the needs of a community. Some event
venues are more aligned with an urban city-centre (e.g. city squares and concert halls), while others are
typically found near rural, country settings (e.g. farms, green spaces, ski areas). Due to Whistler's size,
location in the mountains and the size of its tourism industry, it has access to wide range of venues,
expansive ski terrain and a conference centre that can accommodate up to 2,000 people.

Regardless of the venue, events require basic services and facilities to make them viable whether for one
day or many days. Most important are size, capacity, accessibility and safety of the venue, as well as land
gradient, seating (if required), access to services such as power and water, and proximity to residential
areas. When it comes to indoor venues, capacity is the biggest obstacle, whereas outdoor venues,
especially those not designed to hold events, can be more difficult and expensive to activate.

Beyond venue capacity, event services also have a direct impact on the success of events, especially
larger events. These services include accommodation (capacity, quality and value), transportation (to and
around Whistler), public safety, medical services, and the overall quality of service provided by Whistler’s
businesses.

A. Venues

The inventory provided below in Table 1 accounts for the majority of Whistler’s largest indoor venues.
There are several smaller venues that aren’t within walking distance of Whistler Village (e.g.
Edgewater Lodge) that could potentially host small events, but they have not been included in this
inventory. Most venues listed hold more than 300 people or have been included because they have
hosted past events.
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The capacities provided in the two tables below are only guides to help identify potential venues in
Whistler. The numbers are based on standing capacity only (unless indicated otherwise) and they do
not account for additional infrastructure on site (e.g. stages, washrooms), the required humber of fire
exists, and whether or not liquor licenses are required (this may greatly reduce venue capacity).

Walking distance

Indoor Venue Capacity (standing) from Village Seating
Whistler Conference Centre 2,000
Fairmont Hotel McDonald Ballroom 1,000
Roundhouse Lodge, Whistler Mtn. 1,500 (gondola)
Westin Hotel Emerald Ballroom 1,100
Myrtle Phillip School Gymnasium 800*
Spring Creek School Gymnasium 800*
Whistler High School Gymnasium 800*
Rendezvous, Blackcomb Mtn. 500 (gondola)
Hilton Whistler Resort & Spa 400
350 bleachers
Meadow Park Ice Rink 700 area facilities
incl. bleachers
Rainbow Theatre 300
Dusty’s Bar & Grill, Creekside 250 (limited)
Merlin’s Bar & Grill, Whistler 240 (limited)
Garibaldi Lift Company, Whistler 200 (limited)
Maurice Young Millennium Place (MY Place) 200
Spruce Grove Field House 150*
. é \évg:zgigﬁlc\)/rg”;gompetmon Centre Day Lodge, TBC (limited)
g é Squamish-Lillooet Cultural Centre Great Hall 322{:?5222”
© Whistler Library (new building) 50

* Seated with table rounds with support services, e.g. food and beverage facilities.

TABLE 1 - WHISTLER'S INDOOR VENUES

Event producers in Whistler have used many different venues for their events. During the Whistler
Film Festival in 2006, festival sponsors hosted an event in the Roots Store on Village Stroll,
entertaining approximately 100 guests. Restaurants (e.g. Cornucopia after parties) and indoor
thoroughfares (e.g. the annual Turkey Sale held in the Daylodge at the base of Blackcomb Mountain)
have also been host to an array of events over the years. There are plenty of smaller spaces,
however, Whistler’s limitations lie with large indoor spaces, especially for hosting concerts.

Whistler offers a number of outdoor venues ranging in size and location. In addition to the venues
provided below in Table 2, there are several other privately-owned outdoor venues (e.g. Edgewater
Lodge gardens) that could potentially be used for smaller events. Most venues listed hold more than
500 people or have been included because they have been the location for past public events.
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Walking

Outdoor Venue Capacity (standing) distance Seating
from Village

. 10,000-15,000 (3,000 chairs plus dol
Whistler Tube Park grass seating up hillside) (gondola) (grass)

Sand field — 7,000 m?
(11,000 cap.)

Whistler High School Field Practice field — 3,500 m? (grass)
(6,000 cap.)
Field 7 — 6,500 m? (10,000 cap.)
Myrtle Phillip School Fields Field 8 — 6,000 m? (10,000 cap.) (grass)

Infield — 900 m? (1,500 cap.)

Base Il — this space will not be
used if the Whistler Tube Park
proves a better venue based on 10,000 (gondola) (grass)
load-in/out, accessibility, ground
condition, power, etc.

Skier's Plaza 10,000
Spruce Grove Baseball Fields 10,000 (grass)
Whistler Golf Club Driving Range >5,000 (grass)
Dusty's Creekside < s,og(’)o(og?a(:sa 15;:23 j;)e:i)llside) har(ogllsr?:r?d()&
Spring Creek School Field 3,200 m? (5,000 cap.) (grass)
Mountain Square 2,500
Village Square 2,500
Rainbow Park 800* - 3,000 (standing) (grass)
Town Plaza 600
Village Common 600
Lost Lake Park — Event Area 500* (grass)
c Rebagliati Park 250* (grass)
g § Lot 1/9, Blackcomb Way 1,000-3,000 (TBC) (grass)
o u . . .
3 & | Ui e Compenton

Estimated capacity of outdoor fields is calculated on approximately 0.6 metres per person. Whistler's Fire Code requires 0.4
metres per person, however, this value does not take into account the number and size of fire exists, the amount of
infrastructure on site (e.g. stages, fencing, chairs, tables, etc.) and liquor licenses, all of which reduce capacity.

* Seated with table rounds and support services, e.g. food and beverage facilities.

TABLE 2 - WHISTLER’S OUTDOOR VENUES

Whistler's natural and man-made landscape has proven time and time again ideal for hosting national
and international sporting events across a wide range of disciplines. From alpine and cross-country
trail networks, to lakes, rivers and golf courses, there is incredible potential to leverage these assets
to attract and grow sporting events during the summer and winter seasons. Visitors are attracted to
Whistler for a variety of reasons including its spectacular mountain-setting. Hosting high caliber
sporting events that showcase Whistler's assets and entertain spectators bodes well for Whistler's
brand and tourism potential.
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Sporting venues have also been used to host non-sporting events (e.g. music concerts), even though
there is a risk of damage to the properties, poor accessibility, limited seating, compromising land
gradients, and natural obstacles that impede a successful event.

In September 2006, the Whistler Golf Club Driving Range was the site for the 2010 Paralympic Logo
Launch Celebration that attracted approximately 4,000 attendees; the site was used again in August
2007 for an outdoor country music concert, Campground C, which was activated to accommodate up
to 5,000 attendees. Although the area can potentially hold more than 5,000 people (including a stage
and supporting structures), it requires that the Driving Range be closed (most likely on weekends
when the range is its busiest). As a financially viable business, using this space for events may not be
suitable or financially viable in the long-term especially when the venue is provided by TW in-kind or
at a discounted rate.

Two new Olympic venues are also due for completion in 2008 in preparation for the 2010 Games: the
Sliding Centre located on Blackcomb Mountain (host to the bobsled, luge and skeleton training
sessions and competitions) and the Nordic Centre located in the Callaghan Valley (host to cross-
country skiing, biathlon and ski jumping). These developments have the capacity to add to Whistler's
signature and mega event hosting capabilities.

B. Accommodation

With more than 5,800 rooms in Whistler that can accommodate approximately 24,000 visitors,
Whistler has the capacity to support events of varying sizes. Depending on the time of year, this
capacity may vary with the resort's peak seasons and large group business. Strategically, from an
economic perspective, events help fill accommodations at times when occupancy is low (typically the
“shoulder” seasons); however, there is still significant capacity during Whistler's peak seasons to
support events, especially mid-week.

Whistler offers a wide range of accommodations ranging from campground sites, hostels, moderately
priced hotels and condominiums, to luxury homes, big brand resorts and bed & breakfasts. The bulk
of Whistler's hotels are located within walking distance from the village which helps with accessibility
to events and other facilities and services.

Depending on the type of an event and the demographic it is targeting, accommodation needs of
attendees and participants may vary. Events such as music festivals often support inexpensive on-
site camping as the primary type of accommodation; in Whistler, this is both geographically
impossible, but also not aligned with the resort’s target markets and brand. It is important for Whistler
to attract markets that are aligned with Whistler's brand and product offerings, i.e. attendees who
have the greatest potential to stay in paid accommodation to support the economic objectives of
growing tourism through events.

C. Transportation & Parking

Between Whistler's day skier parking lots, which can hold up to 2,500 cars (and 2,835 by 2010), and
the parking available with Whistler's accommodations, there is significant capacity to support events
attracting overnight stays. Unfortunately, there is less capacity for day events that attract large
numbers of attendees, e.g. more than 2,500.

There may be some challenges in the years leading up to 2010 regarding the condition and volume
capacity of the Sea-to-Sky Highway. If Whistler was to host an “A-list” concert attracting more than
10,000 attendees, there may be potential traffic challenges with visitors leaving and returning to
Vancouver around the same time. By promoting longer night stays through hosting multi-day events
and cross-promoting Whistler’'s other events and offerings and providing clear communication to
attendees (e.g. allow for delays and parking), there are ways to mitigate traffic congestion and ensure
positive visitor experiences.
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D. Other Event Services & Facilities

Security, medical services, emergency services, technical expertise, volunteers and other event-
related facilities, services and resources are also critical to supporting event tourism. Whistler is well
equipped to leverage its expertise in all of these areas to support events. There may need to be some
changes to the way events access facilities, services and resources, but the skills and most of the
resources already exist.

Incorporating details around the provision of these services should be included within an Event
Framework that clearly defines how, what, when and where these services can be accessed by
Community Partners, local producers and implanted events.

Whistler is also host to extensive authorized hiking and mountain biking trails, golf courses and other
outdoor recreational spaces that can support world class sporting events.

E. Skilled Event Producers, Event Support Services and Volunteers

Skilled, passionate, dedicated and supportive labour is the cornerstone of a successful event
industry. Community engagement is necessary to ensure local buy-in of an event, which leads to
more organic and authentic events aligned with the values and needs of the community, and helps
grow resident skills and volunteer-bases necessary for event production (especially signature and
mega events).

Equally important to community engagement is encouraging local individuals and companies to
produce events. Producers who are passionate about an event and/or product as well as their home
town/city are more likely to be successful (refer to the Prerequisites for Successful Events). Local
producers are more likely to have a personal investment in the success of their event, be concerned
about the impact of the event on the community, and have a genuine understanding of what works
best for the destination (i.e. a good understanding of the values and needs of the community).

The number of volunteers associated with events varies depending on event size, location, budgets,
and the popularity of the event. The Montreux Jazz Festival (Switzerland), the Quebec Winter
Carnival, Vancouver Folk Music Festival and Merritt Mountain Music Festival recruit more than 1,000
volunteers each year to assist with event activation and hosting. Smaller teams of paid event
employees (full-time and part-time) are hired on year-round or short-term contracts to manage
programming, sponsorship, marketing and event planning for an event. Some smaller events, e.g. the
Newfoundland and Labrador Folk Festival, are produced by committees of volunteers who lend their
time, expertise and passion to the success of a local event. In these situations, the majority of funding
is from local and provincial government grants. The larger the festival, the greater the investment
from corporations and the more likelihood that the event has year-round, full-time paid staff.

# %

With an increased focus in some destinations on event tourism, cities, tourism organizations and
commerce chambers are starting to explore new ways of growing and attracting events to their region.
Some destinations have diverted funds from other key business areas (e.g. group business tourism) and
revenue channels (e.g. hotel taxes, government funding) to provide additional funding to events, while
others are simply increasing their efforts in attracting third party event producers to develop and grow
events at their risk (with sponsorship being a common revenue stream).

In Penticton, B.C., the Penticton & Wine Country Tourism Advisory Council offers event funding to help
established events increase their event marketing and promotion initiatives (Penticton Tourism, 2007).
The program, which is administered by the Penticton & Wine Country Chamber of Commerce, offers
eligible events a portion of the overall annual budget of $25,000 CDN. Long-term funding is not
guaranteed; funding is intended to enable groups to continue an expanded event with a high expectation
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of success and a certain amount of risk (that the group would not be able to undertake on its own) on an
ongoing basis without reliance on ongoing support from Penticton & Wine Country Tourism.

Similarly, Ontario Tourism has established two funding programs to assist event producers with
marketing and promoting their events, either in partnership with Ontario Tourism (access to funds up to
$50,000 CDN) or through a grant program for the “recovery” of Ontario’s events (access to funds up to
$200,000 CDN).

On March 22, 2007, the Canadian Government officially announced its new budget that includes
$30 million annually for community events celebrating heritage, arts and culture through dance, music
and drama and re-enactments of local historical events. Although these funds have not been approved
and allocated across each of Canada’s provinces, this is potentially the type of funding that Canadian
cities, like Whistler, could access in an effort to grow arts, culture and heritage events.

Another important and significant source of funding for events is sponsorships and partnerships.
Corporations recognize there are numerous cross-promotion opportunities with affiliating their brands with
events. By leveraging the brand equity of the event and the corporate brand, both generate incremental
awareness amongst their respective markets. There is also increasing support for community and non-
profit groups through Corporate Social Responsibilities (CSR) programs. Corporations recognize that the
important tie between brand loyalty and economic success with supporting socially conscious causes
within their communities and industries. Donor (no-profit) and membership programs can also provide
additional sources of funding for events.

0) &! 1 & & & & !

As Whistler approaches the 2010, there will be more events (including Test Events) and increased
programming especially around the opening and closing ceremony dates of the Games. These events are
mostly designed to generate incremental awareness of the Games and of Whistler, encourage community
engagement and test Whistler’s readiness for 2010.

There are also several ways in which Whistler can leverage its new Olympic venues before and after the
Games in 2010. Venues that comply with national and international sporting discipline specifications may
be eligible locations for hosting new events. These venues could also potentially host non-sporting
events, e.g. the Whistler Nordic Competition Centre Day Lodge may be an appropriate venue for large
groups looking for a unique mountain setting away from Whistler village.

2) 1 11 &

In order to be effective, event tourism must be a partnership amongst appropriately structured
stakeholders. Roles and responsibilities should reflect organizational strengths and the overall operating
environment in the community (Canadian Sport Tourism Alliance, 2004). The Canadian Sport Tourism
Alliance has identified five key functions of sporting event production which can be applied to the greater
event industry:

i) Advocacy — Event tourism is new to many communities and it will need to be marketed and promoted
to policy makers if it is to become firmly established.

i) Communication — The web of stakeholders that comprise the event tourism community must function
as a unit. Actions taken need to be communicated. Communication tools such as websites and
newsletters must be maintained. Market intelligence data and resources need to be gathered.

iii) Assessing, bidding on and soliciting new events — Key activities here include assessing and
identifying events to bid on, preparing the bid materials and coordinating the bid process, and
handling the event over to the event organizers once a bid is won.
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iv) Growing existing events and management event services — Capacity building of existing events is a
key aspect of growing event tourism. New events also need these services, which could include
event planning, operations, marketing, client servicing and community relations. These activities need
to be undertaken by each event organizing committee, and they could be undertaken in conjunction
with a private sector event management company.

v) Building skills and best practices — Putting on a great event implies more than just winning bids and
providing a venue. It implies building event hosting capacity (e.g. accessibility, services,
accommodation and skill development), top quality volunteer training, identifying best practices in
event production (including sustainable practices), and maximizing event marketing.

Numerous organizations and individuals in Whistler have strategically developed or assumed by default a
combination of these key functions. In some cases, organizations have produced events because they
identified a need or gap and had production resources to “make it happen”. This may be the case even
though event programming or production is not a key focus area and the organization is potentially
diverting resources from other key business areas. For example, the RMOW produces First Night
primarily as a way to manage crowds and minimize disturbances in the village on New Year's Eve.
Similarly, the Chamber of Commerce has been producing Whistler's Canada Day Celebration in lieu of an
alternative event producer. Until recently, TW was responsible for Village Animation, summer-long
programming throughout the village to create ambiance for resort visitors, even though event production
is not a key focus area.

A. Developing and Implementing an Event Tourism Str  ategy

The role of programming and production is only one part of the event equation. An important step that
occurs earlier in the planning process is the development of a strategy to systematically drive the
development and implementation of event tourism (destination-wide, not just of one particular event).
Tourism organizations are known to play diverse roles and take different responsibilities in the field of
tourism and increasingly in event tourism. According to Wober et al. (2003), tourism organizations
perform a variety of different tasks that include managing and providing destinations with attractions,
managing and planning infrastructure which tourism depends on (also a core competency of
government agencies and municipalities), coordinating between tourist products, promoting tourism
(locally and internationally), and facilitating market research. Other main functions for tourism
organizations include the development of an image (or brand), facilitation between private and public
sectors, and leadership for the tourism industry (Gartnell, 1994, in Getz et al., 1998). Based on the
typical role of a tourism organization it seems appropriate that this body is responsible for the
development of an event tourism strategy.

Other community groups including government agencies, commerce chambers and non-profit groups
are also integral to the successful implementation of an Event Tourism Strategy; however, they
typically follow the tourism organization’s lead in defining and implementing the strategy. In some
destinations, private groups have formed member-based organizations in an effort to streamline and
grow their event industry. This may happen in lieu of or in partnership with the local tourism
organization. An example of this is Festival and Events Ontario (FEO) which was established in 1987
to grow and stabilize the festival and event industry in Ontario. FEO provides members across
Ontario with professional development opportunities, advocacy for the events industry (such as
legislation, governance, product development, and initiating programs of benefit to the industry), and
a distribution channel for marketing events. The association also serves industry members whose
goods and services are of use and benefit to Ontario’s festivals and special events. These types of
bodies may be funded by membership fees, advertising revenues, etc., and have a specific role in
supporting the event industry as opposed to offering direct funding to third party event producers.

B. Producing Successful Events

Depending on the objectives of an event owner/producer, the measure of success can vary. For
some producers, their objective is to raise funds or create awareness of an issue or place (this is
common amongst the growing number of sustainable and environmentally-conscious events), for
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others success is measured in revenue or overall economic impact of the host venue or destination.
Regardless of their criteria for being successful, most of the event producers reviewed in this analysis
have one mandate and that is to produce events. They are not involved in other industries and have
the necessary resources (staff and budget) to ensure their events are successful. In the Nordic
countries where event tourism is a growing trend amongst destination marketing (tourism)
organizations, they have either established or recognize that they need well staffed departments with
clear objectives and sufficient budgets to produce signature events for their towns. The City of
Helsinki recognizes that it plays an important role in event strategy, however, does not have the
necessary resources (i.e. “a separate event office [or department]”) to produce events (Anttonen et al,
2005). Although the City is willing to assume the responsibility of running an events office, it
recognizes it will require new resources to ensure the initiative doesn’t compromise their other
marketing programs.

In Whistler, event production has been assumed by most organizations and several independent
producers. Ideally, Whistler's events would be produced by individuals or organizations (preferably
located in Whistler) that have the expertise and resources to produce successful events. For
example, with TW'’s limited resources, there may be an opportunity to outsource Cornucopia to a third
party event producer who is passionate, experienced and connected within the food and wine
industry, and has the resources and funding partners to help this event reach its full potential.

C. Collaboration Amongst Event Stakeholders

The purpose of developing a destination-wide Event Tourism Strategy is to align efforts, leverage
expertise and resources, and collectively work towards a vision that benefits the community at-large.
Collaboration amongst parties directly involved in the development and implementation of an Event
Tourism Strategy has been achieved in different ways by the cities and countries reviewed in this
situation analysis. For example, a study of the Republic of South Africa’s events industry found that in
order to implement a national event strategy the country would require an overarching event tourism
body to strategically facilitate and co-ordinate events across the provinces, across the event sectors,
and across the relevant departments within the Department of Environmental Affairs and Tourism
(the organization leading the study). Furthermore, the study recognized that key stakeholders of the
various departments (or organizations) involved in the event strategy be represented at the strategic
level with clear leadership. At the City of Helsinki, Finland, there is a future plan to develop an event
office responsible for the coordination of financial support (through grants) and provision of event
information to organizers to ensure there is continuity in event production and promotion.

It seems that the more collaborated a destination is in its approach to implementing an event tourism
strategy the greater the opportunity for the destination to streamline efforts and reach its strategic
goals. Similarly, each of Whistler's key stakeholders play an important role in events and require
ongoing communication between them to ensure actions are aligned, resources are maximized and
Whistler continues to leverage all event tourism opportunities where possible.

In 2002, to further leverage event tourism opportunities in Whistler, the RMOW, TW and WB
partnered to form Events Whistler (formerly the Whistler Events Bureau or WEB). Starting in 2006,
the event body was co-funded with each organization contributing equal funds (i.e. $50,000 each)
primarily for the administration of the body (which comprised one staff member, the General Manager
of Events Whistler).

The mandate of Events Whistler was to identify gaps in Whistler's event calendar and
establish/attract signature Whistler events to grow brand awareness and increase room nights. This
would be achieved by centralizing support requests from third party event producers and seeking new
event opportunities (primarily larger “signature” events) for Whistler.

Unfortunately, there are some challenges with the Events Whistler model. Stakeholders that are not
partners in Events Whistler are unclear of the role of the event body and feel it has potentially not met
the expectations and needs of the resort. They believe there is an opportunity to centralize the effort
around building and nurturing events in Whistler, but are unsure if Events Whistler is the right model.
Stakeholders from TW, WB and the RMOW strongly believe the reasons for establishing Events
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Whistler are still relevant, but recognize that the challenges need to be addressed before any further
investment is made.

In spring 2007, Events Whistler was officially dissolved pending the development of an Event Tourism
Strategy and a review of the necessary resources needed to best support the event industry in
Whistler. Event though investment in the body has discontinued, the three partner organizations
continue to meet on relevant issues.

D. Current Roles of Whistler's Community Partners

Organization Role(s)

RMOW Organizational Mandate: Responsible for the public realm, for public safety and
accountable to the tax payers and the business community.

Events Specific:
Support some local and regional events with funding from the Event Support fund
and the Community Enrichment Program; reduced or waived fees for RMOW
services and venues.
Provide limited funding for mega events, e.g. World Cups.
Provide approvals and permits for events taking place in public spaces, plus
operational support, including the Whistler Theatre Project, TWSSF and CrankWorx.
Own and manage production of First Night, Enviro-fest, Ski-Fest (X-country event),
and other smaller community events (e.g. Teddy Bear Picnic) — several events
outsourced to third party producers.
Own CrankWorx (33%) — support production.

T™W Organizational Mandate: Market and sell Whistler to the world as the year-round
mountain resort of choice.

Events Specific:

Support most regional and signature events with: reduced or waived fees for TW
venues; marketing and communication; comp room facilitation; packaging; market
research; and event surveys.

Provide limited funding to events — primarily for large, international sporting events
(e.g. FIS World Cup), and as “backstop” funding to help an event that is in financial
crisis and has the potential to generate significant room nights.

Own Cornucopia (100%) — outsource programming to third party event producer
(60%); assist internally with production (40%).

Own TWSSF (33%) — no direct production role.
Own CrankWorx (33%) — no direct production role.

Co-produce Whistler Wellness Week with third party event producer (100% owned by
producer).

Co-own & produce Women’s Week with WB.

WB Organizational Mandate: Creating the best mountain experience for its customers.
Events Specific:
Support some third party events with mountain discounts/products if appropriate, i.e.
all or part of the event is held on the WB property.
Provide limited funding for mega events, e.g. World Cups.
Offer expertise and lead on-mountain production for a range of Whistler events.
Own TWSSF (66%) — support production of on-mountain programming.
Own CrankWorx (33%) — lead production (to be reviewed in 2008).
Own some on-mountain events, e.g. Crud to Mud.
Produce large sporting events with third party event producers, e.g. FIS World Cups.
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WAC Organizational Mandate: To build and integrate arts into the fabric of the Whistler
community.

Events Specific:
Produce arts, culture and heritage events that are community and tourism-focused
and celebrate Whistler’s local artisans.
Support some third party events with arts and culture programming.
MY Place Organizational Mandate: A catalyst to enrich community life and enhance the resort
experience through strategic partnerships, community engagement and art programs.

Events Specific:

Produce and support events that benefit the community, e.g. Resort Animation
(potentially some redundancy with WAC).

Produce events for MY Place to generate income for the venue.
Provide some event support (e.g. ticketing) and venue use to third party events.
Support WAC in producing events held in MY Place.

Chamber of Organizational Mandate: Maximize success for all businesses in Whistler by providing
Commerce support, resources and tools.
Events Specific:

Own and produce the Canada Day Parade (100%).

Assist with distributing event communication to Whistler businesses.

Work with businesses to manage service level expectations.

Cultural Organizational Mandate: Bring different groups together (including the Squamish and
Centre Lil'wat Nations and local, provincial and federal governments) to create lasting
partnerships to benefit communities and visitors to Whistler.
Events Specific:

Currently under construction - scheduled to open summer 2008

Whistler Organizational Mandate: Dedicated to the collection, preservation, documentation, and
Museum & interpretation of mountain resort life.
Archives

Events Specific:
Program and produce events in support of the museum.

Third Party Own or co-own events, or contracted to produce events for Community Partners.
Event Typically, producers are responsible for all areas of production including generating
Producers funding.

Whistler's Support events through programming, communication and/or offering attendees
Businesses event-themed promotions, products and services.
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E. Views of Whistler Stakeholders

Area of
Questioning
Event tourism in
Whistler to date

Stakeholders identified Whistler’s largest events as examples of event tourism at work in the
community. Events included Cornucopia, CrankWorx and TELUS World Ski & Snowboard Festival.
These larger events combined with smaller, local events have helped grow event production skills in

Whistler.

Events have been successful in extending Whistler's summer and winter seasons — e.g. TWSSF in
April. Although Cornucopia drives a limited number of room nights, it certainly garners good media
coverage and engages some members who aren’t engaged in other events. Some stakeholders
believe there is more to Whistler than just it's “signature events”. Event tourism is also about
celebrating and promoting smaller, community events as they help create a sense of “there’s
something going on all the time” and “there’s something for everyone”.

Stakeholder Views

as “core

Organizational
key focus areas
(also referred to

competencies” in
the interviews)

The individuals interviewed agreed to the following key focus areas for each of the Community

Partners.

Organization Key Focus Area

MY Place Venue operations, technical support, event ticketing

RMOW Resort planning, venue planning and management (also referred to as “resort
assets”), event activation/operations, public spaces approvals and permits, and
funding.

TW Tourism planning, marketing, communication, sales, research, venue
management

WAC Arts & culture community planning, programming, production and generating
funding

WB Mountain planning, event activation/operations, marketing, communication,
venues

Proposed roles
in Whistler’s
event industry

Some stakeholders believe the roles of their organizations need to be redefined. They all agree that
between each of the stakeholders, there exists expertise, funding and staffing, however, more
resources are required to support a healthy Event Tourism Strategy.

Stakeholders redefined their organization’s role as follows:

Organization
RMOW

Partner with TW and take a leadership role in implementing an event tourism
strategy (resort planning strategy versus tourism strategy).

Support events, according to specific criteria, with funding and operational
needs.
Support event tourism with planning, development, improvement and
maintenance of infrastructure and public spaces.

Role

Lead the development and implementation of a resort-wide Event Tourism
Strategy in partnership with Whistler's Community Partners (tourism strategy
versus resort planning strategy).

Lead market research and track event tourism trends to support the growth of
event tourism in Whistler.

Support events, according to specific criteria, with reduced rates for TW venues,
marketing, communications, promotions, event surveys, and event performance
monitoring.
Should not produce events (not a key focus area).

TW also does not have the resources to fund all types of events without
compromising its other key business areas, e.g. marketing and sales. Funding
should be limited to bidding on and supporting mega event opportunities that
have the greatest potential impact on the resort and tourism (according to
specific criteria).
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Stakeholder Views

Table continued from previous page...

Organization Role

WB Program and produce on-mountain events.

Provide funding assistance to events held on-mountain, e.g. World Cups.
Support third party events, according to specific criteria, with mountain
discounts/products if appropriate, i.e. all or part of the event is held on the WB
property.

Support events with temporary or permanent modifications to on-mountain
venues to best support events, e.g. Tube Park venue for large concerts.
Supporting resort-wide events that are not held on the mountains should be
focused on marketing and communication of events.

WAC Lead the production of arts & culture events in Whistler.

Work with MY Place to develop community and tourism-focused programming
for MY Place and other resort venues — align resources and efforts.

If applicable, support third party events with arts and culture programming.
Work with Community Partners on the production of events (e.g. marketing &
sales through TW, licenses and police/fire/bylaw/parks through RMOW,
business liaison through the Chamber, etc.).

Respond to requests from third party producers for support, guidance and
recommendations on hosting events in Whistler.

MY Place

Work with the WAC to develop community and tourism-focused programming
for MY Place and other resort venues — align resources and efforts.

If applicable, support events with technical expertise (hired or outsourced),
event services support (e.g. ticketing) and venue(s).

Work with Community Partners on the production of events (e.g. marketing &
sales through TW, licenses and police/fire/bylaw/parks through RMOW,
business liaison through the Chamber, etc.).

Respond to requests from third party producers for support, guidance and
recommendations on hosting events in Whistler.

Leading the
development &
implementation
of a strategy

All stakeholders believe TW should take the lead in developing a vision and a strategy for event
tourism, and agreed that TW and the RMOW should be responsible for leading the implementation
of a strategy alongside support from other Community Partners, Whistler businesses and locals.

The need for an
Event Tourism
Vision &
Strategy

All stakeholders agreed that Whistler needs a clear vision and strategy for events. The vision should

reflect the following:

- Whistler is a fun place to visit, year-round

- Whistler has an interesting portfolio of events designed to exceed the expectations of guests
and give us the reputation that there’s always something going on

- Whistler is a destination for authentic events, e.g. low-key local to world-class, that are reflective
of our key assets and personality

Existence of
event tourism
strategies in
other
organizations

TW is the only organization that has developed an event-focused business plan for the management
and growth of TW’s events. This plan is part of the overall annual plan and is not developed as part
of an overall resort event tourism strategy. It is more tactical in nature and focuses on producing
events.

Other stakeholders believe TW has an event tourism strategy, but unsure what it is exactly.

Existing event
resources (staff
and budgets)

Investments into events vary between each organization. Most stakeholders recognized that support
is also offered by staff from other departments within their organization.

Bidding on
events

Stakeholders that have previously bid on events include the RMOW, TW, WB, W5 (disbanded), the
Whistler Chamber of Commerce, non-Whistler based organizations (e.g. IMG) and 2010 BidCorp.
WB solicits established sporting events to host their events on their mountains, e.g. Red Bull
Extreme events, and depending on the nature of the event will seek support from TW and the
RMOW.

Whistler Legacy Society is an emerging entity for the bidding of events hosted at the Sliding Centre
and Nordic Competition Centre.
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Area of
Questioning
Benefits of event

tourism

Stakeholder Views

Stakeholders unanimously agree that the greatest benefit of event tourism is generating room nights
(“revenue for businesses and incremental hotel taxes for the RMOW which is the basis for the
overall success of the resort”).
Of great significance, events generate media and brand awareness, help engage Whistler's
businesses and locals, naturally stimulate word-of-mouth marketing and promotion, and generate
year-round business (not necessarily during event dates).

Promoting events is a great way to showcase Whistler's brand of ‘energy’ and generate more
international recognition of Whistler’s great products, e.g. winter sports, summer sports, health &
wellness, food & wine, and arts & culture.
Events are integral to enlivening the resort and improving the quality of life of its locals.

The 2010 Olympic & Paralympic Winter Games are going to help generate awareness of Whistler
and its events.

Ticketed events can be packaged and promoted, offering guests an overall Whistler experience
(lodging, transportation, activities, etc.).
One stakeholder warned against adopting the attitude of “build it and they will come”. This may have
worked in the past when the resort was experiencing stronger growth. Whistler should focus on
building its existing events. If new event opportunities arise, it is important to evaluate the best time
to hold the event from both the visitor's perspective (resort is “open for business”, good value, good
weather conditions) and the needs of the resort (e.g. attracting business outside of peak times).

Whistler

Benefits of
community
events to

All stakeholders agreed that the value of community events to Whistler is equally as important as
event tourism (i.e. events targeted at visitors to Whistler).

Events at the local level keep the community happy, healthy, engaged and make them feel valued
and proud of their town. Community events also add to the quality of life and the culture of Whistler
— something that is important in encouraging people to live and raise their families in Whistler.
Although community events are typically smaller than visitor-targeted events, they are capable of
generating some economic value to the resort.

Events stimulate involvement by the community through event expertise and volunteerism.
Community events add to the overall ambiance of the resort, year-round. Even if there isn't a larger,
“signature” event taking place at the time, visitors will likely experience a smaller event (e.g. The
Farmer’s Market, Village Animation, special shows at MY Place) that will add to their Whistler

Tourism

Benefits of
community
events to Event

Visitors to Whistler are looking for the complete experience during their stay which is where the local
businesses and locals can make an impact. In most cases guests want to experience the
destination in addition to the event, therefore, they instinctively look for experiences and services
beyond the event, e.g. dining, shopping, and activities.

One stakeholder pointed out that there is so much energy and passion for community events, e.qg.
mountain bike events. They believe that community events help Whistler attract bigger events
because of the buzz they generate. Another stakeholder agreed that often tourists can be seen
attending local events and their expectations are much lower than if they were attending a signature
event. Engaging visitors in local events can add to the overall resort experience and entice the
visitor to return again and again.
Locals are more likely to support larger, visitor-targeted events if they feel community events receive
strong support from the resort's Community Partners (e.g. RMOW, TW). By recognizing that
community events play a significant role in the overall experience of locals and guests in Whistler, it
is more likely the community will support larger events.

Community events that are “created by locals for locals” typically reflect the interests and passion of
Whistler's residents. Therefore, it is likely that these events are also aligned with Whistler's brand
(energetic, welcoming, pristine and youthful). Because these events typically reflect Whistler's
personality, there is a possibility that these events can become tourism drivers over time.

support

Deciding which
events to
produce, fund or

Community Partners are often left producing events because no-one else will or can — this has
created confusion around roles and responsibilities of events in Whistler. A vision and strategy
would help partners evaluate and clarify their roles.

All stakeholders agree that there aren’t any criteria or awareness of any criteria for deciding what
level of support should be offered to events.

All stakeholders agree established criteria would be a great way to provide fair and equitable
support to events and help sustain and/or grow events in Whistler.

Some stakeholders emphasized that they don't believe in artificially implanted events, i.e. taking an
event from another destination (e.g. a Mardi Gras parade) and bringing it to Whistler simply because
it was successful elsewhere. Events need to be aligned with Whistler's values, brand and core
competencies.
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Area of
Questioning

Challenges of Generally:

event tourism Hosting events in Whistler is challenging for event producers because the processes for reaching
out for community support and conforming to the resort’s legislation are unknown, confusing or
misleading. Events need a central contact point for support, advice and leadership.

Stakeholders agree that there needs to be some sort of criteria to ensure fair and equitable support
of events by Whistler's major Community Partners, e.g. TW & RMOW.

Pleasing all of Whistler's community is an ongoing challenge. For example, guests identify
animation as an appealing feature of Whistler, yet some businesses are adverse to hired acts or
“buskers” performing in front of their businesses.

Producing events without the right expertise.

Funding and staffing events — who funds? What funds should be available and to whom? Should
Whistler fund third party events? Who produces events when there isn’t an interested third party
event producer?

Lack of community awareness of each Community Partner’s role in events.

Events aren’t recognized as a strategic priority at the senior level by some organizations.
Supporting events when there is a conflict of interest between sponsors, partners and calls to action
(e.g. Whistler.com versus WhistlerBlackcomb.com).

Keeping the event experience fresh and offering new and/or different experiences each time can be
challenging. Key to this is evolving event programming and seeking buy-in from the community to
step-up and provide the event tourist something new each year, e.g. new merchandise, new
services, structural improvements/changes, new menus, themed products and services, etc.

Resort infrastructure and planning has changed. With the addition of the North and Upper Villages,
the Village Square is no longer the natural central point of Whistler (i.e. a central gathering place for
events). People are distributed throughout the village and attracting them to one spot is more
challenging.

Challenges of Specifically (by organization):

event tourism,

continued Org. Challenges

MY Place Redundancy in efforts and costs between MY Place and the WAC.
Securing affordable accommodation for staff, talent and VIP.

RMOW Determining the type and level of support offered to events.

Funding events, e.g. the Village Animation program, and ensuring it continues to be
an integral part of the visitor's experience without draining RMOW resources from
other key areas of focus.

T™W Determining TW's role in event ownership. Should TW continue to own or be a
part-owner of existing events (i.e. Cornucopia, CrankWorx, TWSSF, Whistler Music
Festival) to retain control or integrity of events on behalf of the resort?

Determining the type and level of support offered to events.

Controlling the type of events in Whistler and brand equity of events (e.g. ensuring
established events remain in Whistler, i.e. don't move or duplicate elsewhere, and
events continue to reflect positively on Whistler's brand).

WAC Retaining skilled workers (especially event production staff) is a challenge due to
the lack of year-round programming.

WB Being pressured to provide support to events not associated with the mountain’s
key focus areas.

Stakeholder Views

Target markets All stakeholders believe they are targeting specific markets that have the propensity to visit Whistler
for their event(s).

Demographics range from younger, more active groups for sporting events to older markets for wine
& food, health & wellness and arts & culture events. Some events are also targeted specifically at
families, e.g. First Night and the Whistler Children’s Art Festival.

Geographic markets are primarily local, regional and occasionally short haul (e.g. Washington).
More industry-focused events appeal to a wider audience, e.g. the Whistler Film Festival targets
Ontario and CrankWorx targets national Canada and US.

All stakeholders turn to TW for research and intelligence around target markets and time of year to
be targeting certain markets.
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Packaging Only WB and TW are involved in packaging and both agree that it is valuable only when there is

something to package!

Packaging is valuable — all stakeholders agree that people are looking for convenient, good value
packages.

Priority purchasing was also identified as a valuable way to market events. For example, extending
special lodging/ticket packages to people before individual tickets go on sale. Cornucopia has
successfully promoted this type of packaging for many years.

Stakeholders who commented on packaging, flagged that there may be some challenges with a
central call-to-action for packages and general sales (e.g. Whistler.com versus other booking call
centres), but agree that Whistler should look at a centralized call-to-action for events including
packaging and ticketing. Two recommendations made were to direct event ticket sales to MY Place
and direct packaging (lodging, transportation, tickets) to Whistler.com.
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With the combined marketing power and distribution channels of the Community Partners, Whistler can
benefit from taking a holistic view of its events, i.e. treating all events as part of an overall portfolio, in an
effort to leverage marketing power and build stronger brand equity of events and the destination. This will
help grow Whistler's reputation as an events destination with the hopes of attracting incremental
business.

A. Need to articulate types of events Whistler shou  Id host

In discussions with the stakeholders, they all agreed that they intuitively know which events Whistler
should or shouldn’t host, but agreed that this needs to be reviewed from a strategic, integrated
standpoint and formally articulated. Most stakeholders believe that events appear to be handled on a
case-by-case basis and occasionally there are inconsistencies in Whistler’s events and potentially
lost opportunities in hosting or developing new events. All stakeholders agreed that if Whistler's
criteria for hosting events were clearly defined and the process for liaising with event producers was
streamlined and simplified, it would be easier for Whistler to build a strong event industry and reach
its vision for event tourism. Although the mandate of Events Whistler was to provide a central contact
point for events, the necessary framework and processes to help guide its decisions were absent.

Already, Whistler hosts a range of events that reflect each of the five event sectors identified by
Tourism Whistler, with the majority being sport and arts focused. This is not uncommon in other
destinations where art performances and demonstrations are often central to event programming
(e.g. music, theatre, dance, visual arts and new media) and sporting events appeal to a broad range
of demographics and are synonymous with alpine resort communities.

There are different risks and benefits associated with organic and implanted events. Organic events
typically attract strong community support, celebrate the resort’'s core products and unique offerings,
are authentic and aligned with the resort’'s brand, and offer minimal financial risk. Therefore, it is
recommended that the Community Partners focus on nurturing, growing and developing these types
of events. Implanted events, on the other hand, can offer quick wins for the resort (e.g. brand
awareness) but are less likely to closely reflect the values and brand of Whistler (unless they are
carefully selected to ensure a certain amount of alignment) and may require substantial investment
from the Community Partners. They are also less likely to attract community support and run the
greatest risk of creating a negative image of Whistler if they are unable to meet their objectives and
the expectations of the community, industry participants and attendees. One area where Whistler has
excelled in hosting implanted events is within the sports sector. Whistler has successfully hosted
signature and mega sporting events across a range of sporting disciplines including skiing and
snowboarding, mountain biking and golf. With resident experts within these areas of event
production, it is recommended that Whistler continue to seek and support these types of implanted
events that fit the criteria within the Event Framework (refer to page 56 for an overview of the
recommended Event Framework).

Clearly understanding the impact of potential events on Whistler is critical since capacity and
infrastructure may be limited or non-existent, e.g. green spaces, accommodation options, parking,
camping, etc. Large outdoor events that attract 100,000 or more visitors would place significant strain
on Whistler's infrastructure. However, mid-sized events (2,000 to 10,000 people over two or three
days) would place fewer demands on the resort’s infrastructure and would be less disruptive to local
businesses and the community. Two or three day events attracting mid-sized crowds typically have
the programming quality to draw out of town visitors, and area merchants, restaurants and hotels are
better able to capture discretionary expenditures. Small events (less than 2,000 visitors) are difficult
to sustain financially and have very limited economic impact, as they draw most of their visitation from
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the local market. However, the social impact of local and, to some extent, regional events on the
community is critical to a healthy event tourism industry. A happy and engaged community is more
likely to participate in and support larger events, leading to the long-term success of Whistler's
signature events.

B. Fill gaps in Whistler's Event Portfolio

Whistler’'s event portfolio indicates a strong mix of local and regional events, with fewer signature and
mega events. Furthermore, there is also a strong representation of ‘Arts & Culture’ and ‘Sports &
Recreation’ events compared to the other three event sectors. Depending on the maturity of
Whistler's products and services, there may be an opportunity to establish new events in the other
event sectors, e.g. Health & Wellness and Food & Wine. Since signature events are more likely to
attract larger numbers of attendees and generate longer nights’ stay, Whistler should focus on
growing existing regional events or establishing new signature events.

On a month-by-month review (see table below), there are some opportunities to establish events to
provide visitors and residents with year-round event programming across all the main event sectors.

Refer to the table on the following page.
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Regional / Signature Event Event Sectors Opportunities

JAN

Gap in Events events that are weather independent, e.g. food &

wine, health & wellness, seminars of any type

. Good snow conditions for sporting events; hold
I RCRUEES)

Celebration 2010 — Cultural Olympic
FEB Celebration ﬁ @ Establish Celebration 2010 as a permanent event
WinterPRIDE — Gay & Lesbian in Whistler’'s calendar (i.e. beyond 2010).
Winter Celebration

Good snow conditions for sporting events; hold
events that are weather independent, e.g. food &

MAR Gap in Events ‘“ DU wine, seminars of any type. Avoid developing
regional or signature health & wellness events until
Whistler Wellness is better established (in May).
TELUS World Ski & Snowboard Expand sport programming (considering different
APR Festival — Ski, Snowboard & Arts @ j) skiing/snowboarding disciplines or other sports)
Festival plus integrate more Arts & Culture.
MAY Whistler Wellness — Health & ‘ ‘ Dﬂ Grow Whistler Wellness (est. in 2007) into a
Wellness Festival ¢ regional and potentially a signature event.
Milder weather with a high chance of rain may be a
good opportunity for indoor events, e.g. food &
JUN Gap in Events ﬂ j wine and arts & culture. Also, an opportunity to
grow sport events, however, recommend avoiding
MTB events so as to not compete with CrankWorx.
July is one of Whistler’'s warmer months therefore
“‘ DD ﬁ there is a great opportunity for outdoor events
JUuL Gap in Events ﬂ ; especially festivals and/or concerts. Also an

opportunity to program food & wine and outdoor
seminars (e.g. public demonstrations).

Expand sport programming (considering different
AUG CrankWorx — Mountain Bike Festival @ ﬁ mountain biking disciplines or other sports) plus
integrate more Arts & Culture.

There is a good mix of local and regional sport
competitions in late summer which could be
. combined to create an adventure festival in
SEP/ Gap in Events @ “‘ Dﬂ Sep/Oct. Also an opportunity to program health &
OCT . .
wellness events with outdoor and indoor
programming (dates far enough away from Whistler
Wellness in May).

Cornucopia — Food & Wine Establish Cornucopia and the Whistler Film
NOV Celebration ﬁ ﬂ Dﬂ Festival as signature events that attract national
Whistler Film Festival — Industry and international participants (i.e. industry), media
and consumer film festival coverage and attendees (i.e. consumers).

Establish First Night as ‘the’ regional New Year's

First Night — New Year's Alcohol- celebration. Opportunity to promote and package

DEC - First Night with Christmas and skiing to generate
free Family Event ﬁ longer stays from long haul markets, e.g. Australia,
UK, long-haul US.
Arts & Culture jﬁ Food & Wine w Health & Wellness l“ Learning & Education DD Sports & Recreation {;)

TABLE 3 — GAPS IN WHISTLER'S EVENT PORTFOLIO (REGIO NAL & SIGNATURE EVENTS ONLY)

Although Whistler hosts several sighature events that attract regional and national attention and
attendees, there are gaps in Whistler's calendar during peak summer months (August and
September) and peak winter months (January and March). Since Whistler's occupancy during these
months fluctuates between 60% and 90%, the timing of new events will be critical especially if the
objective is to drive new room nights. For example, occupancy on Friday and Saturday nights (the
most common nights attendees will pay for accommodation) during the first two weeks of March 2007
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was between 77% and 90%. However, occupancy for the same days in late March was between 70%
and 80%. Therefore, although there is a gap in events, developing new attractions may not attract
incremental visitors when occupancy and the cost for accommodation are relatively high. Similarly, in
August and September, occupancy is relatively strong, however, there are opportunities to grow room
nights through events. Occupancy for August weekends in 2006 ranged between 55% and 80%;
occupancy was between 45% and 69% for the same days in September 2006.

For more than 20 years, Whistler has hosted outdoor concerts during the summer in various village
and alpine locations. Although there isn't a permanent outdoor venue, e.g. an amphitheatre, for
hosting large ticketed performances in Whistler, several concerts have been held on top of Whistler
Mountain and at Base Il on Blackcomb Mountain. The base of Whistler Mountain (also referred to as
Skier's Plaza) and Village Square are popular locations for free public performances. Both locations
can accommodate a stage and hold between 2,000 (Village Square) to 10,000 (base of Whistler
Mountain) spectators. Unfortunately, both locations are hardstand only (paved), cannot be fenced for
ticketing, and have some limitations with sound quality and spectator visibility.

Amongst the five event sectors identified by TW, there is an opportunity to establish more of these
niche events or incorporate niche programming into existing events. For example, health & wellness
is one of Whistler's event sectors, however, there is only one themed health & wellness event —
Whistler Wellness. There is an opportunity to grow Whistler Wellness, add new health & wellness
events to Whistler’'s event portfolio, or introduce health & wellness programming into other events,
e.g. Cornucopia.

If Whistler’'s vision is to be recognized for its events, the resort will need to host a mix of year-round
events (including animation) that reflect the needs and interests of its key target markets and its
community, fit Whistler's brand (i.e. be authentic) and set Whistler apart from its competitors. This
may require a combination of promoting Whistler's current calendar of events through more effective
tools, growing, evolving and/or nurturing the programming of existing events, and potentially
attracting or establishing new organic and implanted events.

C. Soliciting and responding to new event opportuni ties

The primary mandate of Events Whistler was to centralize the proactive solicitation of new events and
the response to inbound event enquiries and pitches from third party event producers. Furthermore,
solicitations and pitches continue to be directed to different Community Partners and aren't always
flagged and discussed between the various stakeholders. This has led to inconsistent communication
between Community Partners, unclear expectations and lost opportunities with event producers.

There are several indoor and outdoor venues throughout Whistler that have the potential to hold events;
however few of these spaces were originally designed to host events, especially large events (more than
2,000 people). Even though event producers have made the most of Whistler's outdoor spaces, in
particular paved village commons and parks within walking distance from the village, it continues to be a
challenge to find the best possible space. For example, Community Partners and producers have
struggled to find suitable outdoor spaces to hold concerts with upwards of 10,000 attendees, a 60ft wide
elevated stage, that can be fenced and ticketed with easy access from the village (including wheelchair
accessibility), that provide adequate seating and acoustics, and aren’t disruptive to near-by residential
areas.

Multi-day public events, e.g. festivals, typically utilize multiple indoor and/or outdoor venues ranging in
type and size. For events such as Cornucopia, WinterPRIDE and the Whistler Film Festival, a multi-venue
format is necessary. However, if these events continue to grow, they will eventually require larger venues.
The Whistler Film Festival is already reaching capacity at two of Whistler's permanent screening venues
(i.e. Millennium Place and Village 8 Cinemas) where the maximum number of people hosted for a single
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screening has been 200 at Millennium Place and 125 at Village 8. The newly renovated Rainbow Theatre
(completed in September 2007) located in the Whistler Conference Centre can hold up to 300 people and
will be a new addition to the Whistler Film Festival's screening venues. Each year, the festival also holds
their largest screening (upwards of 2,000 people) in the ballroom of the Whistler Conference Centre. This
venue is suitable for larger screenings, however, doesn't support smaller screenings between 200-500
people. This is currently an infrastructure gap in the resort.

When it comes to indoor venues, the Whistler Conference Centre offers the largest permanent covered
space holding up to 2,000 attendees. Various hotel meeting spaces can hold up to 1,000 attendees and
the Roundhouse Lodge, located on Whistler Mountain, holds approximately 1,500. Unfortunately, most of
these spaces aren’t architecturally designed to hold large events like music performances; are often being
used for other purposes (e.g. business groups and day skiers); and offer some accessibility challenges
(e.g. the Roundhouse Lodge is a 25 min. gondola ride, each way, from the village).

A. Whistler’s need for event-friendly venues

If Whistler aims to develop a year-round calendar of events that reflect the interests of its target
markets, understanding the types of venues required to meet the needs of specific events needs to
be explored further. Whistler has already hosted many large outdoor concerts including the free
performances during the TELUS World Ski & Snowboard Festival (April 2007) and CrankWorx (in
July 2007). Whistler has successfully hosted Cornucopia, a food and wine event that hosts its largest
event in the Whistler Conference Centre (up to 1,600 attendees during the tasting event, Crush!). The
greatest challenge appears to be with hosting large, ticketed events drawing crowds of more than
2,000 people. The Whistler Conference Centre is the largest indoor venue with a capacity of 2,000.
This certainly limits the size of events during the winter and wet seasons. During the summer,
outdoor venues that can be fenced off and ticketed are limited, especially venues that can hold more
than 5,000 attendees. Exploring the options available for these types of events will be required by the
RMOW, TW and WB.

Investing in new infrastructure can be expensive when it comes to events, but it will take year-round
programming to make a new venue cost effective. Developing a new amphitheatre that is only used
occasionally during the summer would most likely be a poor investment for the community. On the
other hand, leveraging the facilities and locations that already exist (e.g. the Whistler Tube Park) and
potentially making cost effective modifications to these venues may prove sufficient to support large
outdoor events.

B. Leveraging the 2010 Olympic Games to grow Event ~ Tourism

There is significant potential for Whistler to build on the legacy of hosting the Olympics, both in terms
of building on the heightened awareness nationally and internationally of the resort, and utilizing the
new facilities to host sporting events. The hope is that sport and Whistler will be synonymous in
people’s minds leading up to, during and following the Olympics.

Although sport tourism primarily revolves around competitions, other types of programming often
supplement sport events. For example, the Teva Mountain Games in Vail, Colorado, combines sports
with entertainment. The event focuses on competitive activities such as running, biking, kayaking and
climbing, and celebrates the mountains through music performances, art demonstrations, award
ceremonies, and gala dinners.

The most significant addition to Whistler is the development of a Nordic skiing centre located south of
Whistler in the Callaghan Valley. This centre comprises kilometers of competition and recreational
trails, several Olympic-sized ski jumps, and a new day lodge (capacity unconfirmed).

A detailed review of Whistler's venues and sporting event opportunities (including Whistler's new
Olympic venues) should be conducted by the RMOW in partnership with TW, the future owners of
the Olympic Venures, the Whistler Legacy Society and WB. Completion of this review is
contingent on the availability of each of these groups in the lead up to 2010.
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Funding events is fragmented in Whistler. To date, the majority of partner funding for Whistler's events
has been provided by the RMOW, TW, WB, corporate sponsors and government agencies. Which
events receive funding and the amount of funding provided is not clearly defined. Community Partners
fund their own events, provide financial assistance to “backstop” events or offset the cost of hosting mega
events that have the greatest potential to generate awareness of Whistler (e.g. World Cups). There is an
opportunity for Whistler to grow the quality and number of its events by developing a funding model to
develop and/or attract new events, grow fledgling or emerging events (e.g. growing a regional event into a
signature event), and by nurturing established events that have the greatest potential to economically
impact the resort. Whistler should also continue to evaluate new funding opportunities that can help
supplement existing funds.

Some of the potential funding options to support the growth of events in Whistler include:

BC Anniversary Funding — 2008 marks the 150th anniversary of British Columbia. The five pillars of
the celebration are: Heritage, Communities, Multiculturalism, Aboriginal Peoples, and Arts and
Culture. The Province will provide $1 million total matched funding to help communities stage local
celebrations. In summer 2007, 2010 Legacies Now's Spirit of BC Community Committees will
facilitate planning sessions in communities across the province. Once plans have been developed,
communities will submit funding applications to 2010 Legacies Now. Funding for the projects will be
provided by the Ministry of Tourism, Sport and the Arts.

Hosting BC™ Program awards funding to support the hosting of national and international sport
events that will provide opportunities to facilitate sport, economic, social and community development
within BC. It primarily focuses on assisting communities hosting national or smaller international sport
events. Grants range from $5,000 to $50,000 towards event operation costs.

Aboriginal Tourism (Provincial and Federal Government funding opportunities) — with the
development of new aboriginal venues and programs in Whistler, there may be an opportunity to
lobby governments for incremental funds to support the promotion of these new assets.

2010 VANOC Cultural Olympiad (2008 & 2009) — an application has already been submitted by the
Whistler Arts Council in support of the proposed “Live Sites” program in Feb/Mar, 2008.

There are other funding sources that may help develop facilities required to support a growing event
industry in Whistler. The Whistler Arts Council applies for annual funding from a number of these sources.
Funds received may be increased if the scope of the Whistler Arts Council’s portfolio of events increases.

Canada Council for the Arts — arts and culture funding

Department of Canadian Heritage — arts, culture and heritage funding
Department of Foreign Affairs and International Trade

BC Arts Council — arts and culture funding

LocalMotion — This new program gives local BC governments extra resources to improve traffic,
safety, reduce energy consumption, and encourage communities to get out and be more active. The
province is providing $40 million total for investment in capital projects including bike paths,
walkways, greenways, and improved accessibility for people with disabilities. LocalMotion funds are
also available for projects that support community playgrounds and children’s parks activities. Local
governments can apply for LocalMotion grants based on a 50/50 provincial/local government cost-
sharing basis, with a provincial contribution of up to $1 million a year. The total $40 million is available
over four years, from 2007 to 2010.
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A. Seeking government funding for events

There are some government funding opportunities for Whistler's event producers especially not-for-
profit and/or charitable organizations. The Whistler Arts Council and the Whistler Film Festival Society
already invest significant time into applying for funding from local, provincial and federal
organizations, and continue to research new opportunities to help expand their programs. In addition
to event producers managing their own funding applications, there is an opportunity for TW and/or the
RMOW to support or lead funding applications for events that benefit the community especially for
event producers that don't fit the criteria of certain funding programs (e.g. producers without
charitable status).

B. Generating incremental funding and building bran d equity through sponsorships and
partnerships

Support from corporate sponsors and industry partners is critical to growing events, especially events
that generate marginal revenues through ticketed programming. Not only can sponsors and partners
provide the necessary funding and/or expertise to execute an event, they also have the potential to
grow brand equity through brand association (i.e. aligning their recognized brand with an emerging
event), promote an event through their distribution channels (e.g. promoting an event to their
corporate database(s)), and connect event producers with industry experts and secondary sponsors
and partners.

It is important that the Community Partners and event producers work together to avoid, where
possible, sponsor conflicts that may compromise Whistler’'s brand, standing sponsor agreements, and
long-term support of events.

) 1$ % # & $ % %

An important part of growing event tourism is through the advertising and promotion of events. Although
there are instances of events being successful without mainstream advertising and promotional initiatives
(e.g. the Shambhala Music Festival in Nelson, BC, relies on word-of-mouth and web promotion only), for
most events it is a critical part of their success (refer to Situation Analysis: Prerequisites for Success).

A. Marketing events
) & & b & & , &

Marketing events usually comprises advertising, promotions, direct marketing, sales and
communications. Even though marketing is an important factor in generating awareness of an event
(in turn, generating attendance) it doesn’t necessarily require an exorbitant investment. Many event
producers leverage sponsors to generate incremental advertising and rely on free or in-kind media
coverage to reach their target markets.

From a destination marketing perspective, it is important to promote not just one event, but the mix of
events (year-round or seasonal) offered to guests and residents. Creating a sense of “there’s always
something going on” is a powerful message to send event tourists and travelers who may not be
seeking events specifically but may consider a destination based on the diversity of its offerings and
other products or experiences.

Types of marketing tools used by other destinations include event or festival-specific brochures and
guides (collateral), websites and email newsletters, and through in-resort signage and communication
channels such as resort television channels and year-round radio promotional segments. By layering
these different types of marketing, tourists and residents will feel there is always something on and be
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more inclined to visit Whistler and participate in events regardless of the types of events. This
“shadow effect” generates incremental tourism at times of the year when there aren’t signature or
mega events, but there are still event experiences for visitors.

It is important than in addition to the investment and effort made by the event producer to market their
event(s) that the community, i.e. Community Partners, also assist with marketing events that will
enliven the guest’'s experience and potentially lead to repeat visitation. Amongst the Community
Partners, there are significant marketing resources, expertise and consumer databases that can be
leveraged to benefit events directly and help grow brand awareness of Whistler.

B. Packaging events through Whistler.com

In an effort to strengthen Whistler’s brand, establish Whistler as a popular event destination, and to
provide producers and consumers with an easy, one-stop-shopping experience, it is recommended
that event producers be enabled and encouraged to use Whistler.com as their call-to-action. As
Whistler.com continues to expand its services and technical capabilities, it is envisioned that the
website and reservations centre will be equipped to sell event tickets, accommodation, air and ground
transportation, activities, and any combination of these items in packages. Additionally, if the
functionality of Whistler.com permits, TW and the RMOW (joint owners of Whistler.com) could provide
event producers with a customized booking window which they could insert directly on their event
website, or alternatively lease the services of Whistler.com to manage their own dedicated call-to-
action.

Until the functionality of Whistler.com is expanded to support non-TW event ticket sales (Cornucopia
is the first event to test Whistler.com’s online ticket sales’ capabilities), it is unknown if TW and the
RMOW will offer discounted commissions to event producers.

Understandably, there will continue to be event producers who elect to use their own booking
channels. To increase promotion and sales of Whistler's events, it is recommended that TW and the
RMOW continue to support these events and explore the opportunity of also selling event tickets
and/or packages through their distribution channels.

' % ' &

Assessing the economic, social and environmental impact of events can be challenging especially for
outdoor, un-ticketed events in Whistler, a resort where many "casual" tourists flock (as opposed to “event”
tourists specifically attending an event). Comprehensive impact surveys can be expensive, therefore, it is
recommended that TW partner with event producers, the RMOW, WB, other regional and provincial
tourism organizations and focus on measuring signature and mega events (i.e. events with the greatest
potential to positively and negatively impact Whistler). With one of Whistler's main event tourism
objectives being to grow room nights, economic surveys are a priority. However, it is recommended that
Community Partners also invest in monitoring the environmental and social impact of larger events.

Smaller surveys that involve the collection of visitor data in resort (e.g. preferred booking channel,
expenditure in resort, accommodation and activity preferences, level of satisfaction in service, value, etc.)
are a more cost effective measurement tool for local and regional events to help determine attendance,
spending patterns, level of satisfaction, and the potential to improve and grow an event. It is
recommended that TW provide visitor survey development and analysis services to certain events based
on criteria outlined in the Event Framework. The event producer would be responsible for recruiting,
training and compensating survey staff/volunteers.
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A. Refocus Community Partner core competencies to b etter serve events

There is a tendency in other destinations to leverage the resources and expertise of the local tourism
organization to develop an event tourism strategy. However, it is less clear which organization or
organizations are then best suited to implement the strategy and support events in general.
Depending on resources and the unique roles and responsibilities of different organizations, event
tourism may be centrally managed or distributed between different organizations. In Whistler, with the
absence of a strategy and so many organizations involved in event production, it is more difficult to
identify the best model for Whistler. By evaluating each Community Partner’s key focus areas, or core
competencies, and how they best support the event industry, there is an opportunity to streamline
and build a strong foundation for growing event tourism in Whistler. The more focused the
Community Partners are on supporting events through their available expertise and resources, the
more likely events will benefit from this effort.

Many of the organizations and countries reviewed in this strategy introduced new positions,
departments and/or partnerships to support their new or increased focus on event tourism. This may
also be required in Whistler where several Communities Partners have been historically challenged to
find the necessary resources to meet the needs of all of Whistler's events. In addition to a resort-wide
review of roles and responsibilities, it may also be necessary for each organization to perform their
own internal review of their role in events.

Collaboration between the Community Partners will ensure Whistler is united in its approach and
support of events, avoid duplication of effort, leverage resources to maximize the impact of events on
tourism, and provide a consistent, fair and efficient process for producers.

B. Streamline event efforts amongst organizations

Upon review of the main organizations currently involved in events, there are some clear
opportunities to align resources and leverage each organization’s strengths to better serve the event
industry.

Each of the five organizations referenced as Whistler's Community Partners (i.e. TW, RMOW, WB,
MY Place and WAC) is involved in one or more areas of event tourism that doesn’t necessarily align
with their organizational strengths and/or mandates. For example, TW’s key focus areas are
research, tourism planning, marketing and sales; however, the organization is currently involved in
event programming and production. The RMOW'’s key focus areas are resort planning, resort
development, community funding and protecting the interests of the community through the
management of events (e.g. from a policing, fire and village operations perspective); however, the
organization is currently involved in event production.

Another concern with the dispersion of events and resources in Whistler is the duplication of effort
(e.g. two organizations programming similar talent for different events) and resources (e.g. applying
for the same funding or hiring staff to perform similar tasks). Of particular interest are the similarities
between WAC and MY Place. Both organizations are involved in event production to varying degrees
and could benefit from aligning their resources and programs. The WAC is being displaced in 2008
with the commencement of construction on Lot 1/9. By shifting around some programs within MY
Place and moving the WAC staff into the same building as MY Place’s administrative team, there is
an opportunity to merge the two organizations (and the funding they receive from government
agencies such as the RMOW) and more effectively and efficiently grow events in Whistler while
creating a more financially viable venue at MY Place.

If Whistler is able to adopt a cohesive event industry model that realigns its resources (including staff,
administrative expenses and office space), eliminates redundant efforts and leverages each
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Community Partners’ areas of expertise, there is the potential to create events of superior quality,
diversity and value for its visitors and locals. Streamlining roles and processes will also create a more
event-friendly environment making it inherently easier and appealing for event producers to hold their
events here. It will also help Whistler grow its event capacity including infrastructure, partnerships and
human resources.

Ownership of Whistler's regional and signature events includes both Community Partners and
independent producers. Some events are owned outright by independent producers (e.g. the Whistler
Film Festival) and others are fully or partially owned by Whistler's Community Partners. For example,
the TELUS World Ski & Snowboard Festival (“TWSSF”) is owned by WB (majority) and TW (minority)
and produced by a third party event producer. Similarly, CrankWorx is currently owned by the
RMOW, TW and WB (equal partners) and produced by WB. In an effort to enable Whistler's
Community Partners to better support events through their key focus areas (such as marketing,
communications, media hosting, on-site activation support, emergency services, venue use, etc.), it is
important each organization focus on their core competencies and steer away from becoming
involved in areas of the event industry that are not well resourced within their organization. For
example, the Whistler Chamber of Commerce may not be appropriately resourced to produce events
like Whistler's Canada Day Parade. Other organizations within Whistler are better resourced and
experienced at producing this type of event (e.g. the Whistler Arts Council), enabling the Chamber to
focus on supporting events through business communications and engagement.
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The vision, mandate, goals and strategies listed below are recommendations only. These are offered for
discussion and clarification amongst Whistler’s stakeholders and should be formalized and communicated as
a way of guiding an event tourism action plan in Whistler.

() | |

Whistler is an internationally recognized tourism destination — renowned for the superior quality, diversity
and value of its events — making it a place to visit again and again.

) % # % &! & ! !

Ensure events economically and socially benefit the resort

Engage and encourage participation by visitors and the community
Enhance Whistler's image on a global scale within key markets
Build a professional event industry capacity in Whistler

Be sustainable

Leverage 2010 Winter Olympic and Paralympic Games’ opportunities

) % 1 1 %

The strategic recommendations listed below may be implemented over the next five years. The scope of
each initiative may vary widely and there is virtually no upside limit to how much Whistler could spend to
fulfill its vision. However, it is recognized that there are practical limits on budgets and time, and
consequently on how many new initiatives can be undertaken in the short term or at all.

GOAL 1: Grow and promote a portfolio of events that supports Whistler’s brand, values and
needs, and enhances Whistler's image.

Objective: Increase the number of room nights directly attributed to events, specifically 50% of
attendees to a signature event stay in paid accommodation for a minimum of one night;
20% for regional events and 5% for local events.

Strategy 1: Nurture and grow Whistler's existing local, regional and emerging signature events.
Lead: All Community Partners

Continue to nurture and grow existing events that have the potential to attract national and
international awareness and attendees, especially events that have the potential to become
signature events. Events such as Cornucopia, WinterPRIDE and the Whistler Film Festival
already have momentum and international media and industry awareness, and due to their
regional appeal, have the potential to yield significant economic benefits in the long-term.

Whistler Event Tourism Strategy June 13, 2008 Page 53 of 78



A WHISTLER

Strategy 2:

Strategy 3:

Actively solicit and respond to proposa Is for events that support the vision for
events in Whistler, are aligned with Whistler's bra  nd, address gaps in the event
portfolio, and leverage Whistler's venues.

Lead: TW —resort-wide events in consultation with Community Partners
RMOW, WB & TW — venue specific (public & on-mountain realms)

It is recommended that TW, in consultation with its Community Partners, solicit and
respond to proposals for new resort-wide events that are aligned with Whistler's core
competencies, meet Whistler’'s event tourism vision, fill gaps in Whistler's Event Portfolio
and Event Calendar, and can be supported by the partners’ existing resources (i.e.
marketing and operational services). These opportunities would be reviewed with the
RMOW and other relevant stakeholders depending on the location, theme and needs of the
event. The RMOW would continue to act as the initial point of contact for incoming event
inquiries that are to take place in the public realm (i.e. on RMOW property).

It is also recommended that the RMOW, WB and TW continue to solicit event opportunities
for their venues — e.g. public places (RMOW), on-mountain venues (WB) and the Whistler
Conference Centre (TW).

With gaps in Whistler's calendar during peak summer months (August and September) and
peak winter months (January and March), it is recommended these times be TW'’s priority
for new events. With high occupancy during January and March, building on Whistler's
ambiance through animation may be a more cost effective and appropriate programming
versus investing in new regional or signature events. Animation enlivens the village and
has the potential to attract repeat visitation.

Similarly, in August and September, occupancy is relatively strong, however, there is an
opportunity to increase room nights through events. With favourable weather in August and
early September, vacationing families and an abundance of other smaller activities
occurring in Whistler at this time (e.g. Farmer’s Markets, village animation), this is an ideal
time to host an outdoor event such as a festival that is focused on a particular theme or
sector, such as music, and offers diverse programming to appeal to a range of markets
(e.g. children activities, food markets, arts demonstrations, environmentally-friendly
practices, demonstrations and products).

It is recommended that Whistler focus on the following themes:

Celebrate Whistler’s natural environment and commitment to sustainability
Celebrate Whistler’s sports and recreational offerings

Celebrate Whistler's arts, culture & heritage

Celebrate Whistler's health and wellness offerings

Celebrate Whistler’s diverse culinary offerings

Grow Whistler's animation program to in clude a greater variety of entertainment, and
review the benefits and potential of increasing cov erage throughout the resort
including weekday programming, and expansion into t he winter season (refer to the
Whistler Animation Strategy ).

Lead: RMOW and WAC

As outlined in the Whistler Animation Strategy, there may be potential to expand Whistler's
animation program to further enhance visitor experience. TW Visitor Surveys indicate that
in-resort guests regard village atmosphere and ambiance as positive influencers in their
Whistler experience. Along with other influencers including outdoor art displays, character
seating, gardens and festive lights, free entertainment contributes to the overall
atmosphere and ambiance of Whistler.
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Strategy 4: Develop an Event Framework.

Lead: TW (with input from all Community Partners)

TW, in partnership with the relevant Community Partners, to lead the development of an
Event Framework that defines the types of events Whistler is primarily focused on
supporting (i.e. the five event sectors), the process for supporting new, emerging and
established events, the criteria for receiving support from Whistler's Community Partners,
and the parameters around the use of Whistler's brand. Specifically, this framework
provides the structure for managing all types of events and ensuring Whistler maximizes its
existing events and the potential to attract, develop and grow events.

There are three main components recommended in the framework:

a. Classification of Whistler's events  — This section defines the events Whistler’'s wants
to attract, develop and grow which are aligned with its brand. It includes, but is not
limited to:

status (new, emerging or established)
type (animation, local, regional, signature or mega)

product (arts & culture, food & wine, health & wellness, sports & recreation,
learning & education, or other)

target market (geographic and demographic)
timing (time of year and duration)
size (footprint and capacity)

tangible and intangible impact on Whistler (media and economic impact on tourism;
social, economic and environmental impact on the community)

b. Supporting Events — This section describes the processes and type of support
available for events at different stages in their lifecycle: 1) new, 2) emerging events,
and 3) established events. This includes:

Criteria for categorizing events as either new, emerging or established

The first point of contact for event producers who want to hold their event in
Whistler

Criteria for “deservedness” of funding and the application process

The type of in-kind resources provided by TW and the RMOW to events based on
them meeting certain criteria. Support includes marketing, communications, media
hosting, complementary and discounted accommodation support, use of venues
and public spaces, licenses and permits, access, etc.

c. Brand Standards - This section specifies the parameters around the use of Whistler's
brand and associated brands (e.g. Whistler.com, Whistler True Local) by third party
event producers in the branding and marketing of their event.

An established signature or mega event must meet certain criteria before it will be
considered for support from TW and the RMOW. For example, and event must:

take place in Whistler

generate awareness of Whistler through its marketing and communication

set Whistler apart from its competitors

be aligned with Whistler’s brand and vision for event tourism

focus on one or more of Whistler's event sectors
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Strategy 5:

Strategy 6:

Strategy 7:

fit Whistler's capacity

be produced by a financially stable company(ies) that has a history of achievement
economically benefit Whistler

have community and industry buy-in and support

have a guaranteed and sufficient budget

have a strong event marketing & media plan

occur more than one year

have minimal to no long-term impact on the resort's community, infrastructure or
natural landscape

drive business when there is capacity in the resort, i.e. not compete with other events
target visitor markets that are consistent with Whistler's key markets
not compete with Whistler's existing sponsor agreements

be sustainable where possible, both in terms of the impact on the environment, the use
of local resources and financial viability of the event

Create a comprehensive year-round resor t-wide calendar of events; communicate
through partner distribution channels.

Lead: TW — create calendar & promote
All Community Partners — promote

Short-term: TW to build and maintain a comprehensive online calendar of Whistler's events
and share the calendar with all the Community Partner’s for ongoing promotion through
their distribution channels, e.g. direct marketing, web postings, electronic newsletters and
collateral.

With the lead up to 2010 and more events populating Whistler's calendar, partners are
already communicating the Olympic message locally, regionally and internationally.
Incorporating 2010 event messaging throughout each Community Partner’'s distribution
channels helps build upon the message that Whistler is a proud resort venue of the world’s
largest event and that there is always something to do in Whistler.

Long-term: Direct marketing collateral funds to the production of an event brochure that
captures all events and is distributed locally, regionally and internationally.

Engage Whistler's businesses to support and participate in event programming,
activation and promotion.

Lead: TW and Chamber

Encourage businesses to develop associated activities to support events, e.g. themed
programming, products and promotions, and market events to their clientele and through
their distribution channels.

Create an inventory of Whistler's sport s venues and match them to potential
sporting competitions and group business; recommend a funding and production
model that supports events that require an investme nt from the host resort (bids and
hosting), e.g. FIS World Cups.

Lead: RMOW and TW in consultation with WB and the Whistler Legacy Society

Leverage the resources available through the Canadian Sport Tourism Association (CSTA)
(business plans, event plans and events database) to best determine Whistler's capacity to
host new sporting events. It is recommended that the RMOW lead the development of a
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venue inventory and collaborate with TW to cross reference Whistler's assets with the
CSTA Event Database, plus work on soliciting new business and leisure groups to host
their events and competitions in Whistler.

Strategy 8:  Form a sport-focused corridor-wide committee (prima rily Squamish and Pemberton)
to review sport business opportunities and collabor ate on solicitation and hosting.

Lead: RMOW and TW in consultation with WB, the Whistler Legacy Society and
Pemberton and Squamish partners.

Strategy 9: Develop an Event Production Toolkit to assist event producers.
Lead: TW, RMOW, WAC and WB

The Event Toolkit would include, but is not limited to:
local and regional event industry contacts (e.g. sound technicians, vendors)
funding application guidelines and forms
production budget and show-flow templates (i.e. project management tools)
resort safety, access and public property protocols, guidelines and forms
on-mountain protocols

marketing and communication recommendations (e.g. press release templates, online
strategies, TW and Whistler Chamber of Commerce member engagement
opportunities)

complimentary room request process
visitor survey tools

reporting templates

eco-friendly event production practices

Strategy 10: Develop a centralized Event Extranetf  or event producers and Community Partners.
Lead: TW

TW to lead the development of an Event Extranet (in collaboration with the Community
Partners) that can be accessed by users who are seeking information on Whistler’'s Event
Framework (see Strategy 1), Event Production Toolkit (see Strategy 7), and clarification on
the roles and responsibilities of the Community Partners involved in Whistler's event
industry (including contact information for the relevant organizations).

Strategy 11: Continue to seek and communicate new w ays to help Whistler's event tourism
industry be sustainable and meet 2020 objectives.

Lead: RMOW

RMOW and local event producers (e.g. WAC) to work together to develop sustainable (e.g.
using local labour, services and produce) and eco-friendly (e.g. recycling, bio-diesel power,
offsetting) production practices that event producers are encouraged to implement.

Strategy 12: Examine opportunities to group and pro mote smaller events or experiences under
one event marketing umbrella (i.e. a theme) to crea te a stronger event message
through economies of scale.

Lead: Whistler Events Working Committee (all Community Partners)

Examine and identify promotional opportunities for Whistler that comprise anchored
programming (e.g. events produced by WB and WAC) and supplemental offerings from
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other businesses which can then be marketed through various organizational distribution
channels (e.g. TW and WB communications, advertising, website listings and email
campaigns).

Strategy 13: Package events aimed at event tourists ~ who stay one or more nights.

Lead: Whistler.com and WB

Strategy 14: Partner with regional and provincial t  ourism organizations and councils to explore

opportunities to cross-promote events.
Lead: TW

Partner with Tourism Squamish and Tourism Pemberton to develop a web and print
version of an event listing that showcases the diversity of the events in the Sea-to-Sky
corridor. In the long-term, develop similar tools in partnership with Tourism Vancouver,
Tourism Victoria and Tourism BC.

Explore opportunities to co-host events, leveraging partner resources, products, and
venues. For example, is there an opportunity to host a multi-day mountain adventure event
that travels from Squamish, through Whistler, and ends in Pemberton?

Strategy 15: Develop partnerships with industry exp erts and associations to help grow events.

Lead: All Community Partners

Forge strong alliances with industry experts and associations (e.g. culinary schools, athlete
training associations and film commissions) that have the ability to attract industry
participants to events and grow their respective industries in Whistler. For example, the
Whistler Arts Council may consider partnering with Society of Canadian Artists in an
attempt to attract new participants, sponsors, media attention and international students to
their Summer Art Workshops program.

Strategy 16: Measure the impact of events in Whistl  er on tourism and the community.

GOAL 2:
Obijective:

Strategy 1:

Strategy 2:

Lead: TW with assistance from the RMOW, Provincial government and research
specialists

Invest in the production of evaluation tools that can be applied to a range of different events
to measure their impact on the community including the economy, the social framework
and the environment (long-term strategy due to significant expenses associated with the
development and administration of event evaluation tools).

Develop the infrastructure to support event s in Whistler.
Successfully host an outdoor ticketed event with 2,000 or more attendees.

Host events that utilize existing venue s whilst recognizing the opportunity presented
by temporary and portable infrastructure solutions (e.g. stage in Skiers Plaza).

Lead: Event producers

Develop a purpose-designed large outdoo  r event space or modify an existing venue
or space with easy accessibility from the village a nd room to accommodate up to
10,000 people.
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Lead: RMOW, WB and land owners

This space will include both hardstand and grass flat areas, and accommodate regional,
signature and mega events (especially outdoor arts & culture events during the summer) as
well as many smaller events. Areas that have already been considered include the Whistler
Golf Club Driving Range and the Whistler Blackcomb Tube Park. Ultimately, Whistler
should be hosting the types of events that are aligned with its brand and the nature of its
location and community. Hosting concerts that attract upwards of 20,000 people who are
less likely to stay overnight isn't aligned with Whistler. However, smaller, organic events
that run over several days and are hosted through the resort are more likely to attract the
type of target markets that have the greatest propensity to travel, stay overnight in Whistler
and potentially return again.

There is also great potential to leverage Whistler's new Olympic venues as world-class
facilities for national and international sporting associations and as unique venues to non-
sporting events and groups. These opportunities will be addressed in separate documents,
for example TW will work with Community Partners to develop a Test Event Tourism Plan,
and sport tourism will be incorporated into TW’s Group Sales Business plan as a new area
of focus in 2008.

Strategy 3: Explore opportunities in the design and development of Lot 1/9 for hosting outdoor
ticketed events accommodating up to 3,000 attendees
Lead: RMOW

GOAL 3: Access funding to grow events in Whistler.

Objective: Community Partners to collectively access additional annual funding to the total amount of
$100,000.

Strategy 1: Allocate funds for bidding on and hosti ng mega events.
Lead: TW, RMOW and potentially WB

It is recommended that the RMOW and TW allocate annual funds (amount to be evaluated
on an event-by-event basis) to be used for bidding on or hosting mega resort-wide events
in Whistler. It is also recommended that the RMOW and TW consult WB funding
requirements for on-mountain events.

Eligible events must meet strict criteria; for example, an event must:

be deemed “mega” according to Whistler's Event Framework (i.e. an event that has
strong national and international recognition and appeal, typically generates substantial
media attention and image awareness for the host destination, and has an
extraordinary budget and lasting impact)

fit Whistler's brand and support Whistler’s vision for Event Tourism

be financially viable and sufficiently funded otherwise (i.e. beyond the funds being
provided by Whistler)

generate incremental paid room nights as a direct result of the event

generate a certain amount of international media coverage of the event AND Whistler
(value to be determined)

attract intentionally recognized participants and/or be internationally recognized by
media and industry as a superior event in a particular discipline

be offered to Whistler on a first right of refusal basis for future hosting opportunities
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Events that may be considered “mega” in Whistler include:

World Cups in all skiing, snowboarding and mountain biking disciplines (additional
World Cup events, such as bobsledding, luge and cross-country skiing, to be
considered post 2010)

Commonwealth Games events

Olympic Games events

PGA events

International award events (e.g. Juno Awards)
Sanctioning events (e.g. FIS, UCI)

TW will also use their allocated event funds to support bids on large business events that
meet strict criteria. For example, events that draw more than 1,000 delegates, generate
more than 2,000 room nights, and are likely to generate significant media and/or industry
awareness of Whistler. However, depending on the theme, the budget for these bids may
be captured under TW'’s Leisure or Conference Sales’ budgets.

It is also recommended that TW work in partnership with the RMOW (and WB for on-
mountain events) to lobby the provincial and federal governments to access funds
earmarked for mega events.

Strategy 2: Explore new sponsorship and funding opp ortunities with public and private sectors.

Lead: Event Producers

Strategy 3: Explore new funding opportunities throu gh government bodies.
Lead: All Community Partners

It is recommended that Whistler's Community Partners continue to lobby for funds to
support events (e.g. WAC lobbying for BC Arts Council funding) and potentially explore
new funding opportunities (e.g. TW, RMOW and WB lobby for BC Anniversary Funding).

Below are some recommended existing and new funding opportunities:

BC Anniversary Funding

Hosting BC™ Program

Aboriginal Tourism (Provincial and Federal Government funding)
2010 VANOC Cultural Olympiad (2008 & 2009)

Canada Council for the Arts — arts and culture funding

Department of Canadian Heritage — arts, culture and heritage funding
Department of Foreign Affairs and International Trade

BC Arts Council — arts and culture funding

LocalMotion (BC Government)
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GOAL 4: Streamline Community Partner roles & respon  sibilities to better serve events.

Objective: Implement the necessary organizational and funding changes within each Community
Partner’s organization by June, 2008.

Strategy 1: Community Partners to review their role in events.
Lead: All Community Partners

It is recommended that each Community Partner review their role in events (community
and tourism-oriented) in the context of this Event Tourism Strategy, and consider
restructuring and/or redirecting resources to support a centralized and effective event
industry in Whistler.

Strategy 2: Focus on providing appropriate and valu able support for resort-wide events.

Lead: RMOW and TW — event activation
TW — marketing and communications

Focus efforts and resources on providing dedicated, appropriate and valuable support to
event producers (e.g. marketing, communications, and on-site event activation) by
leveraging each organization’s resources and expertise. The RMOW and TW to collaborate
with other Community Partners to best serve events, e.g. working with WB for on-mountain
events and WAC for arts and culture events.

The level and type of support offered should be defined by criteria captured within an Event
Framework (see Goal 1: Strategy 4) to ensure support is appropriate, valuable and
equitable amongst events.

Strategy 3:  Solicit new events and respond to propo sals from third party event producers.
Lead: TW

TW to assume the responsibility of being the first point of contact for regional, signature
and mega third party event producers interested in developing or bringing their established
events to Whistler. TW will evaluate opportunities in the context of the Event Framework
and Whistler Event Tourism Strategy and make recommendations to the Community
Partners for support (e.g. marketing support by TW and activation support by the RMOW).
Ideally, event ownership is assumed by third party event producers.

Strategy 4: Explore the merging of the Whistler Art s Council and the Maurice Young Millennium
Place, and the potential to establish the Whistler Arts Council as the main producer
of Whistler’'s local and regional Arts, Culture & He  ritage events.

Lead: WAC, MY Place and RMOW

It is recommended that these two organizations be merged to maximize resources (space,
human resources and funding) and streamline event programming of community (local)
and regional events.

With the Whistler Arts Council's current mandate to support and grow Whistler's arts,
culture & heritage capacity, it is recommended this continue to be the focus of the council.
However, there is an opportunity to grow the council’s technical and activation expertise in
an effort to support and be an advisory for other event producers in Whistler.
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Strategy 5:

Strategy 6:

Strategy 7:

Strategy 8:

Outsource event production, if appropri ate, to enable organizations to refocus on
their core competencies to better support events.

Lead: All Community Partners

Look at opportunities to shift event production to individuals or organizations that have the
appropriate resources and expertise to produce events. This will enable organizations to
refocus on their core competencies and better support events through other ways (e.g.
venue support, marketing, communications and media hosting, in-resort activation and
packaging).

Specifically, it is recommended that the Community Partners outsource the following
(alphabetical order):

Canada Day — Chamber outsource to WAC

Cornucopia — TW outsource to wine & food event producer

CrankWorx — TW, WB and RMOW transfer 100% production to WB

Resort Animation — RMOW & TW outsource to WAC and other relevant producers
Whistler Music & Arts Festival — TW outsource to entertainment event producer

Collaborate to develop resort-wide even  t themes and packaging opportunities.

Lead: WB, WAC and other Event Producers — programming & production
TW and WB - packaging, marketing and promotions
TW, WB and RMOW - activation support

Although TW, WB and the RMOW should take the lead on identifying opportunities for
resort-wide event themes, all of Whistler's Community Partners play an important role in
the production, promotion and activation of these types of promotions. Organizations with
event programming and production expertise and resources (e.g. WB and WAC) should
lead the development of anchor events along with supplemental programming and
offerings by other organizations and businesses. TW and WB should take the lead on
marketing the promotions through their distribution channels, and all organizations should
lend their operational support where appropriate (e.g. packaging, on-site activation and
venue use).

Create an Event Working Committee.
Lead: TW

With the quantity and diversity of Whistler's events that directly or indirectly involve multiple
organizations and individuals, it is recommended that TW lead the formation of an Events
Working Committee comprising Tourism Whistler, the Resort Municipality of Whistler,
Whistler Blackcomb, the Whistler Arts Council, the Whistler Chamber of Commerce and
other relevant organizations. The purpose of this committee is to meet regularly and
communicate upcoming event activities and opportunities in an effort to streamline support,
leverage communication and promotional opportunities, and share event resources and
best practices.

Integrate relevant Event Tourism strate  gies into each Community Partner’s business
plans and budgets.

Lead: All Community Partners
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A. Tourism Whistler

Area of Focus Next Step

Strategy Review role in events and implement the necessary changes to optimize the
organization’s support of the event industry in Whistler and the successful
implementation of an Event Tourism Strategy.

Lead the formation of an Events Working Committee comprising the Community
Partners.

Lead the continued review, modification and implementation of the Event Tourism
Strategy in consultation with Whistler's Community Partners.

Provide Whistler's Community Partners with market research and industry trend
analyses that are relevant to the event industry and help strategically direct the growth of
event tourism in Whistler.

Develop supplemental tourism strategies, e.g. a Sport Tourism & Venue Strategy that
reviews the potential for attracting sport-focused group business and events.

Equity Retain equity in events, but outsource production where possible and appropriate, e.g.
TWSSF, Cornucopia, CrankWorx and the Whistler Music Festival.

Discontinue ownership of Resort Animation, local and regional events. These events to
be transferred to other organizations (e.g. WAC) or be dissolved if appropriate.

Funding Do not provide direct funding for local, regional or signature events.

Allocate funds to be used exclusively towards attracting mega events to Whistler, e.g.
World Cups.

Allocate funding for the solicitation/bidding of new events for Whistler (i.e. within the new
Event Marketing & Sales Department).

Solicitation & Solicit and respond to requests from third party event producers whose events fill gaps in
Bidding Whistler's Event Portfolio.

Support Community Partners and bid organizing committees in their efforts to secure
major sporting and cultural events by providing operational support and access to TW'’s
assets: Whistler Conference Centre, Whistler Golf Club, Whistler Driving Range,
Whistler.com and Visitor Services.

Production Do not produce or co-produce events, but rather support producer efforts, e.g. assist with
securing complimentary and discounted accommodation for media. All production
outsourced to community-based organizations (e.g. Whistler Arts Council) or third party
event producers (e.g. Watermark).

Support Marketing:

o Start to aggressively brand and promote Whistler as the ideal destination for
enjoying and participating in events, and for hosting events.

o Promote events through all distribution channels including media and partner
databases, website email newsletter, staff communication, and Whistler.com
databases.

o Develop event-specific campaigns for mega events as needed, e.g. World Cups.
0 Build and maintain a comprehensive rolling Whistler Events Calendar.

o Publish and distribute Whistler Event Calendar tools, e.g. brochure, web calendar.
Research

o Evaluate Whistler's events through event surveys.

Venues

o Provide use of the Whistler Conference Centre, Whistler Golf Club, and Whistler
Driving Range for events when possible

Visitor Information

o Continue to improve visitor information products and services to complement the
overall experience of event tourists.

Consumer Packaging and Sales (i.e. Whistler.com)
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B. Resort Municipality of Whistler

Area of Focus Next Step

Strategy

Review role in events and implement the necessary changes to optimize the
organization’s support of the event industry in Whistler and the successful
implementation of an Event Tourism Strategy.

Equity

Outsource production of CrankWorx to WB.
Continue to outsource production of Resort Animation to third party producers with
possibility of outsourcing to WAC in the long-term.

Funding

Continue to provide financial support through the Community Enrichment Program (CEP)
and the Event Support budget to WAC and MY Place, including funding for the Resort
Animation program.

Develop and promote an annual grant assistance program (strict criteria, limited annual
budget, limited allocation per event) to offer assistance to third party producers of new,
emerging and established events. Event producers can apply for funds any time during
the fiscal year or until there are no more funds available.

Provide funding assistance for the hosting of mega events if possible, e.g. World Cups.
Optimize funding of the WAC and MY Place if a merger of the two organizations is
realized.

Solicitation &
Bidding

Support Community Partners and selected bid organizing committees in their efforts to
secure major sporting and cultural events.

Provide financial, operational and staffing assistance to provincial and national agencies
on bids of regional and national significance, e.g. 2010 Winter Games

Production

Co-own and co-produce the Canada Day Parade (with the Whistler Arts Council and the
Whistler Chamber of Commerce).

Support event producer efforts, e.g. assist with village access and operational setup, in
an effort to manage community interests.

Assist or lead production of community events.

Support

Operations

0 Assist with access, venues, infrastructure, security, licenses, permits, and other
logistical support that is owned or controlled by the municipality.

Venues
o Provide use of the RMOW'’s venues and spaces for events when possible.

Policy

Develop and implement new and improved policies and regulations that support the
growth of event tourism in Whistler whilst protecting the needs and rights of event
producers, Whistler's community and partners, and Whistler's environment.

Product
Development

Identify and develop new infrastructure that supports events in Whistler, e.g. interactive
displays, open spaces, stages, etc.

Continue to improve the resort experience (e.g. safety, way-finding, cleanliness and
service) to complement the overall experience of event tourists.

C. Whistler Blackcomb

Area of Focus Next Step

Strategy Review role in events and implement the necessary changes to optimize the
organization’s support of the event industry in Whistler and the successful
implementation of an Event Tourism Strategy

Equity Retain ownership of TWSSF (minority ownership by TW).

Retain ownership and manage the production of CrankWorx.
Funding Provide funding for the hosting of mega events on Whistler and Blackcomb Mountains,

e.g. World Cups.
Continue to fund Whistler Blackcomb’s events.

Solicitation &
Bidding

Provide financial, staffing and operational assistance to local, provincial and national
agencies on bids of regional and national significance, e.g. 2010 Winter Games

Production

Produce WB-owned events, and assist with production of on-mountain events, including
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mega sporting events.

Support Marketing:

o Promote Whistler as an event destination through all communication.

o Promote events through all distribution channels including media and partner
databases, website email newsletter, staff communication, season’s pass direct malil
and email, and ICR databases.

o Promote the Whistler Events Calendar (maintained by TW) to customers, staff and
partners.

Venues

o Provide use of the Whistler Blackcomb’s venues and spaces for events when
possible.

Product Identify and develop new products, services and infrastructure that support the growth of

Development events in Whistler (primarily events in which Whistler Blackcomb has an invested

interest).

Continue to improve the mountain experience (e.g. safety, way-finding, cleanliness and

service) to complement the overall experience of event tourists.

D. Whistler Arts Council

Area of Focus Next Step

Strategy Review the role of WAC and MY Place in events (including expertise, resources and
mandates), consider merging the two organizations and communicate new roles and
responsibilities.

Equity Retain ownership in existing events to protect brand equity, to ensure events continue to
meet objectives, and to protect and grow Whistler's reputation.

Gradually assume ownership of local and regional arts & culture events that are currently
produced by other Community Partners, e.g. Canada Day.

Consider outsourcing events once they reach signature status to redirect efforts to
growing other events, or developing new events that meet the criteria of the Event

Framework.
Solicitation & Support Community Partners and selected bid organizing committees in their efforts to
Bidding secure signature and mega arts, culture and heritage events.
Production Executive Producer - Manage the production and funding (including sponsorship) of the

following local and regional arts & cultural events:

o Performance Series

Whistler Children's Art Festival

Bizarre Bazaar

ArtWalk

Summer Art Workshops on the Lake

CELEBRATION 2010™

ARTrageous

Canada Day Parade (co-own and co-produce with the Whistler Chamber of
Commerce and the RMOW)

0  Whistler Business & the Arts Awards

0 Missoula Children's Theatre

0 Student Art Awards & Bursaries

Assistant Producer - Work with third party producers to develop supplemental arts,
culture and heritage programming around or as part of their events

Support Advocacy

0 Assist the Arts, Culture & Heritage Community by acting as an advocate for the arts
and local artists and providing the community with access to the arts and vice versa.

Event Production Expertise

0 Support Third Party Event producers with event production expertise, especially with
operations and application processes (e.qg. licensing, insurance, funding).

Venues
o Provide use of MY Place for events when possible.

Oo0o0oo0oo0o0oo
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E. Whistler Chamber of Commerce

Area of Focus Next Step

Strategy Review role in events and the opportunity to support the successful implementation of an
Event Tourism Strategy.
Phase-out production of events (e.g. Canada Day).

Production Co-own and co-produce the Canada Day Parade (with the Whistler Arts Council and the
RMOW).
Support Work with Whistler's businesses to enhance the guest’'s experience during events

through key initiatives including customer service, value, product diversification, and in-
resort marketing and promotion.

F. Third Party Event Producers

Area of Focus Next Step

Production Produce independently-owned events (e.g. Whistler Film Festival) or events owned by
Whistler's Community Partners (e.g. Cornucopia which is owned by TW).
Liaise with Whistler's Community Partners for additional event support.
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Organization/Body

Events

A WHISTLER

Co- Co- Out-
Produce
own Prod. source

Resort Municipality
of Whistler

First Night (production outsourced)

Community events (in the public realm)

Resort Animation

Canada Day Parade

Tourism Whistler

Cornucopia

TWSSF (33% ownership)

Whistler Music Festival

wWB

WB on-mountain events, e.g. Crud to Mud,
King of the Rail

CrankWorx (100% ownership)

Women's Week (100% ownership)

TWSSF (66% ownership)

Sporting Events (e.g. World Cup)

Whistler Arts
Council

Art Workshops by the Lake

ARTrageous

ArtWalk

Bizarre Bazaar

Canada Day Parade

Celebration 2010

Enviro-Fest (previously owned and produced
by the RMOW in 2007)

Performance Series

Ski-Fest (previously owned and produced by
the RMOW in 2007)

Whistler Children’s Art Festival

Other smaller community events (some
previously produced by RMOW in 2007)

Out of Bounds: Tales From The Backcountry
(50% ownership with Coast Range Heliskiing)

Third Party Event
Producers

Whistler Film Festival

Whistler Wellness

Campground C

Several smaller local events

Whistler Chamber
of Commerce

Canada Day Parade
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1. Approve the Event Tourism Strategy. All Community | DONE
Partners
2. Form an Events Working Committee comprising TW, the TW & RMOW | DONE

RMOW, WB, WAC, Whistler Chamber of Commerce and
other relevant organizations.

3. Each Community Partner to review their role in events in the | All Community | - TW — DONE

context of supporting an Event Tourism Strategy. Partners . Other Partners —
Sep 2008

4. Each Community Partner to implement organizational All Community | - TW — DONE
changes (including identifying short-term and long-term Partners . Other Partners —
resources) to support the proposed roles of Whistler’s Dec 2008
Community Partners.

5. Develop organizational-specific Event (Tourism Marketing, All Community | - TW — DONE
Production & Support) Business Plans that define the Partners . RMOW — Dec 08
objectives and tactics required to implement an Event WE — Jun 09
Tourism Strategy within each organization.

6. Lead the production of event calendar tools and distribute TW Sep 2008
these tools to Community Partners and Whistler's target
markets.

7. Develop an Event Framework. TW & RMOW - TW - DONE

RMOW — Dec 08

8. ldentify resort infrastructure needs that support an Event RMOW Dec 2008

Tourism Strategy.
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Each of the following cities and countries has published its event tourism program (often referred to as a
strategy) and/or tools on the Internet or has been referenced as case studies in event literature. Each
destination has captured different levels of detail on the evolution of their strategy and the tactical
implementation of their strategy. Some have only promoted the tools they use to manage events in their
community (e.g. funding applications).

Documentation by or on the following destinations was reviewed for the purpose of developing an Event
Tourism Strategy for Whistler and some of these destinations are referenced through this document:

i) Auckland, New Zealand (initiated by Auckland City Council)

i) Burlington, Ontario, Canada (initiated by the City of Burlington)

iii) Copenhagen, Denmark (initiated by Graduate Business School, Goteborg, in partnership with the
Wonderful Copenhagen, Copenhagen’s tourist organization)

iv) Dumfries & Galloway, Scotland (initiated by Dumfries and Galloway Council)

v) Goteborg, Sweden (initiated by Graduate Business School, Goteborg, in partnership with
Goteborg & Co., Goteborg’s tourist cooperation)

vi) Helsinki, Finland (initiated by Graduate Business School, Goteborg, in partnership with the
Helsinki Tourism and Convention Bureau)

vii) Los Angeles, California, USA (initiated by Department of Cultural Affairs, City of Los Angeles)

viii) Ontario, Canada (four different reports initiated by the Government of Ontario, Festival & Events
Ontario, Ontario Tourism, and the Ontario Tourism Marketing Partnership)

ix) Penticton, British Columbia, Canada (initiated by the Penticton & Wine Country Tourism Advisory
Council)

X) Republic of South Africa (initiated by the Department of Environmental Affairs and Tourism)
xi) Richmond, British Columbia, Canada (initiated by Richmond City Council)

xii) Stockholm, Sweden (initiated by Graduate Business School, Goteborg, in partnership with the
Stockholm Visitors Bureau)

xiii) Toronto, Ontario, Canada (initiated by the Ministry of Tourism and Recreation and the City of
Toronto)

xiv) Victoria, Australia (initiated by Tourism Victoria)
These destinations are at different stages in the event tourism lifecycle yet are consistent in their

evaluation of the potential social, economic and environmental benefits of event tourism and the need for
a more formal and integrated approach to growing the event tourism industry in their community.
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A. Stakeholders
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Keith Bennett, General Manager of Resort Experience, RMOW

Bob Andrea, Manager of Village Animation, RMOW

Diane Mombourquette, General Manager of Economic Viability, RMOW

John Rae, Manager of Strategic Alliances, RMOW; Board Member of Events Whistler

Rob McSkimming, Vice President of Business Development, Whistler Blackcomb; Board Member
of Events Whistler

Doti Niedermayer, Executive Director, Whistler Arts Council
Dennis Marriott, General Manager, Maurice Young Millennium Place
Barrett Fisher, President, Tourism Whistler

Arlene Schieven, Vice President of Marketing, Tourism Whistler; Board Member of Events
Whistler

B. Interview Questions

Do you believe event tourism is important for Whistler? Why?
Do you believe community events are important for Whistler? Why?
What role has event tourism played in Whistler to date?

Do you believe your organization has a role in event tourism and/or community development?
What?

Produce? Do you believe event production is one of your organization’s core competencies?
Why?
What type of events do you produce?

Do you believe any of the following Whistler organizations have a role in event tourism and/or
community events? What role? Tourism Whistler? RMOW? Whistler Blackcomb? MY Millennium
Place? Whistler Arts Council? Other?

Do you believe there should be an event tourism vision and strategy for Whistler? What do you
feel the vision should be?

Who should be leading the development and implementation of an Event Tourism Strategy?

Does your organization have a vision, business plan, goals or objectives related to event tourism?
Could you describe how your organization works to achieve them in practice?

How many people are working with events in your organization and what are their job titles?
What is your total expense budget for events?

Do you have corporate partners, funding partners or sponsors who support your events? Who and
how much revenue do they contribute to the bottom line (%)?

How do you decide which events to produce, fund or support?

Does your organization prioritize some types of events? Why?

Does your organization bid on events and if yes, what type of events?

How does your involvement in events benefit your organization?

Does your organization experience any challenges with events? What?

Are you targeting any specific markets in relation to events? Who?

Does your organization package events? How? Has packaging been successful?
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Date Changed By Pages Version
Changed Changed
25-Mar-08 | V. Carrington | 64, 65, 66, Canada Day Parade co-owned and co-produced 1.1
67 by WAC, WCC and RMOW (previously
recommended that only WAC own and produce).
13-Jun-08 | V. Carrington | 69 Update ‘Timelines’ to reflect most current TW, 1.2

RMOW and WB deliverable deadlines.
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