VISITOR SERVICES

Tourism Langley began delivering visitor services when the destination marketing organization was formed
in January 2008. The first two years were operated from approximately 750 sq. in Fort Langley which
enabled time to develop and implement a business plan for a feasible and more central location.

In January 2010 the Langley Visitor Centre along with the Tourism Langley
marketing operations relocated to its current location at the Langley Events
Centre. This was made possible through the Township of Langley’s available
funding from Phase Il of the UBCM Community Tourism Program.

The needs and expectations of the visitor are always evolving and changing
and provide opportunities for growth and how to better position the
delivery of visitor services. Advancements in technology is just one area
that has experienced major change and advancement. Today, smart phones
and iPads can access information, make reservations, access
recommendations and provide directions. QR codes are appearing on
everything from brochures to wine bottles allowing visitors instant access
to the most current information about a product or service. Social media
enables the direct flow of information to visitors and instant updates to
what is happening in the community. It also opens the channels of
communication, therefore, providing an effective response tool. Someone
can ask the “twitterverse” what a “must see” in Langley is and one can
reply within seconds. Despite the advances in technology, excellence in
customer service remains a necessity. And when technology does not
deliver the demand, personal service, a well described map, a brochure and
Visitors” Guide will prevail. Tourism Langley continues to monitor the
trends that are changing the visitor servicing experience and adjusts
marketing strategies and deliverable projects and programs accordingly.

Interesting Numbers

+2.5% From 2008-2010 the percentage of total information

requests specifically about accommodations rose by 2.5%.

| 54% 15.4% of the total of all visitor inquiries in 2010 were

phone calls to the Visitor Centre.

Figure |

Total Visitors to the Visitor Centre

VISITOR TOTALS 2008 TO 2011
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VISTOR NUMBERS

+ | 6.7% There was 16.7% increase in the number of visitors to

the Visitor Centre in August of 201 | over August 2010.

I in 5 Approximately one in every five requests for information

are about attractions.

TOURISMLANGLEY 12



S TAKEHOLDERS

Packaging Workshop

In partnership with Tourism BC, Tourism Langley has offered two packaging
workshops, one in 2009 and one in 2011. Highlights of the workshops
taught the essentials of packaging, tips on how to become export-ready,
the benefits of blended pricing and how to build strategic alliances. One
of the most successful outcomes of these workshops has resulted in the
“Look at Langley” program.

Advanced / Sport Workshop

Sport tourism is increasingly being recognized as a productive focus for
tourism and general economic development for the Langleys. Tourism
Langley has focused efforts to further educate on how sport events can
play a significant role in generating tourism activity, with positive economic
and social benefits for the communities.

In cooperation with Tourism BC, Tourism Langley delivered the Advanced
Sport Tourism Workshop in the spring of 2011. This workshop brought
together the community's sport, tourism, business and local government

| can’t change the direction of the wind, but | can adjust
my sails to always reach my destination.

Jimmy Dean
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stakeholders to share ideas, form partnerships and begin to develop
strategies to grow sport tourism in the Langleys. Participants attended the
workshop, assessed the community’s development to date and identified
recommended actions for the community in order to continue to grow
sport tourism. The results have realized one of the future goals and
strategies for Tourism Langley.
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Since the Langley Events Centre opened, Tourism Langley and their staff have provided tremendous support in both the bidding on
and planning of major events that the facility has hosted. Their team has proven to be a great asset to our staff and have assisted with
integrating key components to the planning and preparation process of previous and upcoming events. Tourism Langley has also helped
lead valuable workshops around Sport Tourism which | believe will help grow awareness and support for what our community is capable

of and which will lead to more exciting opportunities for Langley.

Jared Harman, Director, Business Development, Langley Events Centre

Sponsorship and Support Services

.“ e

In addition to sponsorship and support, the organization has developed L) A
and enhanced additional tools and services to ensure the ease of delivery WO RLD H OST®
of successful events. Coordination with Hosting BC and maintenance
of Langley's content at www.hostingbc.ca, an Event Hosting kit, an Event
Scheduling checklist, accommodation RFPs, and information to venues
and financial assistance are just a few examples:

Worldhost

Sporting Events

2014 BC Senior Games

2011 World Jr. “A” Hockey Challenge

2011 16U Girls/Boys National Waterpolo ChampionshipsLangley
2010 BC Summer Games

2009, 2010, 2011 Langley Labour Day Soccer Tournament

2008 Canadian University Rowing Championships

Since 2008, Tourism Langley has been the delivery organization for the
WorldHost® Training Service (formerly SuperHost) in the Langley area.
Through the delivery of the internationally recognized programs, many
Langley businesses are now certified and “go the extra mile for their
customers”. Local residents have come to understand the social and
economic contribution that a healthy tourism industry makes to our
community and through continued awareness of the benefits of these
Festivals & Activities customer service workshops, Tourism Langley has delivered and certified

more than 300 residents. These include volunteers for the 2010 Olympic
Langley International Festival

BBQ on the Bypass
Langley Community Farmers Market

Winter Games — Langley Celebration Site, BC Summer Games,
World Junior “A” Hockey Challenge and Downtown Langley

. , Business Association.
Fort Langley Visitor Info Kiosk

DLMA Heritage Walking Tours
Fort Langley Cranberry Festival
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FUNDING

Through the collaborative, multi-stakeholder community tourism planning process in 2006,
it was unanimously agreed that stable, adequate and long-term funding would be critical to the
success of the organization.

Recognizing that a fundamental process was already in place, with the City
of Langley’s implementation of the 29 Additional Hotel Room Tax (AHRT)
in 2005, it was determined that a not-for-profit society that encompasses
both the City of Langley and Township of Langley would be the most ideal
organizational model. To further support the decision, the Township of
Langley received encouragement from the accommodation sector and
applied for the AHRT in October, 2007. Subsequently, that same year, the
Tourism Langley Association was incorporated, enabling both municipalities
to direct the collected funds for administration by the organization.

2008 REVENUE VS. 2011 REVENUE

Tourism BC Visitor Centre 3%
Partner Programmes 3%

Other 1% HRDC Summer Student Grant 2%

Advertising 1%

Fee for Service 9%3

2008 Revenues
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Tourism BC Visitor Centre 4%

Other 5%.

In order to achieve its tourism objectives to develop and deliver multi-year
marketing programs, reliable and multiple funding sources were sourced to
further establish the Tourism Langley Association. As a result, a complex
funding stream comprised of public revenues and private revenues as well
as the receipt from both municipalities’ one time entitlements from Phase |
and Phase Il of the UBCM Community Tourism Program have provided a
strong foundation.

Partner Programmes 2%

HRDC Summer Student Grant 1%

Fee for service
9%

2011 Revenues



PRIVATE & PUBLIC REVENUE
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2008

Private Revenue

2008
2009
2010
2011

$21,403
$59,916
$71,604
$74,620 (forecast)

2009

2010

Public Revenue

2008
2009
2010
2011

$701,520
$593,694
$404,132
$413,881 (forecast)

2011 (forecast)

While there is no one organizational structure that can be recommended
as a "best practice” for Destination Marketing Organizations, what is
important to consider is that a heavy reliance on public funding can be a
risk, it is unstable, and therefore, Tourism Langley continuously seeks new
and potential investments to marketing. Incremental funds have been
established with successful grant applications, cooperative marketing
initiatives as well as collaborative marketing initiatives that provide
“leveraged” resources to said partnerships.

* There are approximately 54 DMQO’s in BC that receive
the majority of their funding through the AHRT.

o
. 7 | /o of AHRT DMO’s operate independently.

*  On average the AHRT accounts for 57% of the toal
annual budget for BC’s AHRT DMO’s.

. 37% of the total funds received by Tourism Langley are
. ing. 2.7 . e
allocated directly to Marketing. © are applied to Visitor
i 36% i
Services and O to Operations.
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GOVERNANCE

Without a meaningful mission, an organization has no purpose. Without effective implementation
of that mission, an organization fails. Good governance is essential for both a meaningful mission
and its effective implementation.

The Tourism Langley Association views strong governance as integral to
solid performance. As a not-for-profit society, the organization is strictly

guided by the Societies Act and enforced Constitution and Bylaws. : INTERNAL .
This is guided by governance policies that reinforce the purpose of the : ° Olgieataiel ks > e

. X R » Committee structures * Visitor services/visitor
Board, on behalf of Tourism Langley. Board members and Committee : > Al preesedes EEETENG
Chairs are elected from key stakeholder categories that reflect short, : + Stakeholder management * Information/research

* Community relations * Resource stewardship

medium and long term emphasis in visitor activities including overnight o o
* Publications * Human relations

stays. Adjustments have been made to the structure to reflect the changes
in tourism growth in Langley. A Board member is also appointed to

represent the City of Langley, Township of Langley, Sport Langley
and Greater Langley Chamber of Commerce.

In order to carry out its responsibilities effectively, the Board of Directors
meet monthly while its appointed sub-committees meet an average of

hree tmers perannam. TOURISM LANGLEY ASSOCIATION

The Board of Directors and organizational structure have formulated
a framework and governance that is implicit in our values, culture,
processes and function and is committed to the practice of effective
leadership which is significant to:

» Promote informed and sound decision making
» Secure the trust and confidence of all stakeholders

* Exercise effective review and monitoring of our activities

* Lead to effectiveness, efficiency, responsibility . .
We have accomplished a lot in our first five years but

more importantly, we have set the stage for even greater
accomplishments in the next five years.

and accountability

* Protect our brand

John Aldag, Chair Board of Directors, 2010 & 201 |
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GOVERNANCE STRUCTURE
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A GLANCE TO THE FUTURE

Fundamental to the accomplishments of the founding years is the confidence that a strong
foundation has been built and key factors will serve as a catalyst for growth.

A Shared Vision | Leadership | Innovation | Consultation | Accountability | Collaboration | Evaluation

Goal

To increase visitation and economic impact to the Langleys

* Execute the annual marketing plan and achieve Board approved strategies

* Develop or implement existing measuring tools and occupancy report
system to ensure tracking and evaluation of activities

* Evolve and expand technology to remain relevant, competitive and to
reach new consumers

* To promote Langley as a desirable destination for sporting events,
festivals and special events

Build the reputation of Langley as a sport destination

* Create new and enhanced demand generating experiences that remain
true and unique to Langley

Goal

To develop and implement a strategic plan for destination
management to ensure long-term success and sustainability

* Plan and execute a strategic planning session with Board of Directors by
April 2012

* Monitor industry trends and adapt accordingly to changing conditions
* Secure long term stable funding
* Expand the stakeholder membership base

* Ensure and maintain an up to date accounting system including Board
approved financial policies and procedures

* Analyze visitor markets, operating environment, resource capacity and
existing products and services

* Seek potential and new investment opportunities for marketing including

grants and cooperative marketing while maximizing expenditures through

leveraged initiatives and collaboration
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Goal

Adhere to industry best practices to foster tourism development

Complete DMAP and achieve DMAI accreditation and apply to core
business functions

Collaborate and advocate with provincial, regional and community level
tourism organizations

Communicate best practices with local stakeholders and serve as
resource and connection to information

Develop organizational direction in an environment that is inclusive and

responsive
Goal
To increase awareness to Langley of the value of tourism

* Demonstrate key messaging to key user groups that include municipal
government, stakeholders, business associations and general public

* Further develop and implement a media relations and communication
plan to demonstrate activities and value to community stakeholders

Provide leadership, further education and deliver programs to industry
stakeholders aimed to foster

Maintain the exchange of knowledge, skills and innovation and encourage
effective partnerships

» Conduct and acquire ongoing research and communicate findings with
stakeholders



On behalf of our hotel and the accommodation sector, we want to thank the team at Tourism Langley for their great effort in promoting
Langley as the place to be with endless choices. Community partners have been brought closer together and become more engaged with
the importance of tourism. As a result, it has put us on the map and helped us reach a new level of prominence as a community, and
allowed us to capitalize on untapped opportunities to draw more overnight travel and revenue that would not have come our way without
a vibrant and legitimate Destination Marketing Organization.

Jeff Leung, General Manager, Holiday Inn Express
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