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' Data-Led:
Embeddlng data analytlcs and insights
: to guid strategy




What are we trying to achieve:

BC tourism partners are supported to make
data-informed decisions

3 . Hq\w:
Build a data-led culture with industry partners
through enhanced+data sharing and training
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The Gap:

What are our
key business
questions to
then ‘'match’
the data?

Destination & Performance Insights
e.g. Destination management (supply-side), resident
perceptions, capacity, accommodation, economic impact,
forecasts, spending, visitation

Traveller Insights
e.g. Marketing (demand-side), brand/brand awareness,
traveller & trip characteristics



S What are we Discussing?

Grounding

Changes
What are the new/changing business
questions you are facing?

Importance
Which questions are most important for
your strategic planning? Has that
importance changed recently?

Sharing

Working
What data/insights do you have right
now that are working for you?

Not Working

What data/insights do you have right
now, but isn’t working well? What is
missing?
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The Map: What is already available?

The Gap: What are our key business questions?
The Path: Which sharfecvj priorities should be first?
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‘Survey, Frontier, Counts Labour Force Survey
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Statistics Canada O N 00 oot o
Key Business Questions: pES R bRV
What is the value of tourism? N A :
Where are travellers coming from? WM g N
How many travellers are coming? W
How much are travellers 'spendlng’P
Traveller & tr|p Charaéterlstlcs (of those V|s|ted)
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Key Tools: Tourism Satelllte Account, Natlonal Travel Survey / V|S|tor Travel.
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Benefits: statistical rlgor pubJ|cIy avallable
Barriers: sub-provincial geographles tlmellness budget cuts ‘priority. shlfts
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Destination Canada . LERs

Key Business Questions: : Vi
How is the Canadian tourism industry performing? o LGy ¥ D
What is the foreoast for traveller volume and spending? - : ' /
What is the market potential, trends, behaviours, and sentiment of key markets’?
What'is tourlsm s impact on Canadian communities? | }
How do T measure the' value of tourism |n a holistic way‘7

Who are our top target travel segments?

- How much-are travellers spending? %\ J
X | s e
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How is my destinatio/n\ brand performing?-

Key Tools: Global Traveller/Research'Prograrn TourismScapeS‘ Wealth“é; Wellbeing Index,
Traveller Segmentatlon Program (PRJZM) Lodging Aligned Spend Report (LASR) BERA

\
Benefits: collective vision, allgnment mfrastructure/systems publloly avallable sub-
provincial geographles timeliness :
Barriers: sub-provincial geographies, mdexed performance subsorlptlon costs, priority shlfts
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Key Business Questions: ' A ‘\ 5 . d

- What is the value of tourism? S y B L v A,

How is the tourlsm industry / lconics performmg’? 3 |
What is the forecast for traveller volume and spending? | = - h

How are our key markets and traveller segments, performlng’? :

How do'BC residents perceive & value tourism in their oommunltles’?

How is BC performing compared to compeﬁtlve set? ; = ;

Are BC businesses prepared for the short- and long- term impacts of climate change?

~What are the longer- term tourism impacts ¢ of hdstlng the FWCZ6’?

Key Tools: Destlnatloh Irr3|ghts Platform, Corporate WebS|te ReS|dent Perceptlons Research

/Program KPI-Survey, BC Tourlsm CI|mate Resiliency In|t|at|vé Data Framework
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Benefits: collective vision, allgnment mfrastruoture/systems publlcly avallable
sub-provincial geographies- < N ;
Barriers: sub-provincial geographies, subscrlptlon costs broader mdustry sharlng,

/

priority shifts 3
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Logistics

15 minutes for each
Topic

First, Destination & Industry
Performance

Second, Traveller Insights

Each Topic: Four Questions

Changes | Working
Importance | Not Working

Materials to Use

Easel Stands with Topic / Questions
Record your thoughts on:
Easel Stand Post-Its



The Path:~ |

Which shared
priorities should,,
be first

;,iv v 'points?

Resources
& Training
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