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Executive Summary

Tourism Golden (TG) has provided tourism marketing services to the town of Golden and Columbia Shuswap Regional District Area A
(excluding Yoho National Park) since 2007. In September 2023, TG initiated its third stakeholder survey to understand Stakeholder
perceptions. The previous stakeholder survey was conducted in 2021 and 2016 with the latest being done to inform development of TG’s
2022-2027 Strategic Plan. Results obtained here will be used to refine the annual planning and program delivery.

APPROACH

Align Consulting Group worked with TG to develop content for the online survey, as well as administered, conducted analysis and
developed this report. This year saw a 41% response rate, up from 27% in 2021 but down from the 50% response rate achieved in 2016.
In 2023, community partners (50%) had the highest response rates followed by food and beverage, retail or tourism services (47%),
accommodation businesses (37%), and activities/attractions (36%).

RESULTS

GENERAL PERCEPTIONS OF INDUSTRY

» Stakeholders understand the importance of tourism to their business/organization and to both Golden’s and BC’s Economies.

» Stakeholders are supportive of responsible tourism growth in Golden and are relatively confident their staff have the knowledge to
provide tourist information to visitors.

* The majority of stakeholder feel that tourism development is currently at the right level and the pace of development is good.
However, they would like to see visitor growth in the next 5 years.



Executive Summary

TOURISM GOLDEN AWARENESS & PERFORMANCE

Familiarity with Tourism Golden has remained steady with the majority (68%) of stakeholders being familiar with TG’s programs and
services.

Stakeholders are most aware of Tourism Golden’s annual publications (85%). Tourism Golden’s support for professional/semi-
professional event support, the paid print advertising, content and asset creation, and the Golden destination app also have strong
awareness levels.

Performance on the 8 key objectives identified in the 2022-2027 strategic plan was positive for most statements. In fact, 62% think
that Tourism Golden has done a ‘very good’ or ‘excellent’ job at increasing overall value of the tourism economy in the past two
years. However, there are several areas for improvement, most notably is increasing shoulder season occupancy and rates with 14%
rating performance as ‘poor’. It should be noted that the effect of Tourism Golden’s efforts were impacted by the Kicking Horse
Canyon Project which closed Highway 1 for multiple weeks in the shoulder seasons for the past three years. Although there was an
alternative route, it did add nearly 90 minutes to vistiors’ travel coming from East of Golden.

From an operating perspective, the majority of stakeholders rate Tourism Golden as ‘very good’ or ‘excellent’ on all presented
business performance measures. The top two rated elements are that TG advocates for tourism in Golden and the region (76% rated
as ‘very good’ or ‘excellent’) and TG communicates with tourism stakeholders regularly (67% rated as ‘very good’ or ‘excellent’).
Tourism Golden’s overall performance was strong and consistent with previous results. In fact, 67% of stakeholders rated TG’s
overall performance as ‘very good’ or ‘excellent’.



Executive Summary

PRIORITIES MOVING FORWARD

* On the high-level, both Destination Marketing and Destination Management are key to the future of tourism in Golden. Destination
Management emerged as more essential (41% compared to 32% for Destination Marketing) so this should be considered when
making budgeting and tactical decisions.

* The top priorities overall are to support the sustainable and responsible growth of visitor volumes and tourism revenues (84%), and
encourage economic sustainability of tourism in Golden (81%). Building relationships with all levels of government to ensure the
current and future needs of the tourism industry and visitor economy are met (80%), measuring the value of visitors’ economic
impact (76%), targeting visitors that are respectful of environment and people (74%) and providing visitor services while in
destination (i.e. ensuring visitors have the information and tools they need while in Golden) (74%) were also high priorities.

* The largest barrier to tourism growth echo the current economic situation in BC and Canada: housing and labour. For Golden,
transportation is also a large barrier to growth. For housing, it is both affordability (84%) and shortage/availability (79%).
Transportation to and within Golden are seen as notable barriers to growth while lack of skilled labour rounds out the top five
perceived barriers.

SUSTAINABILITY INITIATIVES
* Increasing shoulder season visitation and attracting and retaining tourism labour were the top-rated sustainability priorities.
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BACKGROUND & OBJECTIVES



Background and Objectives

Tourism Golden (TG) has provided tourism marketing services to the town of Golden and Kicking Horse Country since 2007. The not-for-
profit organization’s vision is, ‘To inspire target visitors to explore and experience Golden’. In September 2023, TG initiated its third
stakeholder survey to understand Stakeholder perceptions. The previous stakeholder surveys were conducted in 2016 and 2021 and
were used to inform the development of Tourism Golden’s respective Strategic Plans. Results obtained in 2023 will be used to inform
annual planning of the delivery of the 2022-2027 Strategic Plan and is to be included in the annual MRDT reporting.

Similar to previous years, the primary objectives were to:

1. Gather perceptions about the performance of TG, and
2. Capture ideas about the future directions of tourism in Golden and TG.

A few elements to understand when reading this report include:
*  Where possible, results were compared to 2016 findings. However, 2023 saw an overhaul to many of the survey questions.

* TG’s primary funding comes from 3% Municipal and Regional District Tax (MRDT) rate. The MRDT is collected by accommodation
businesses. Being the recipient of the 3% MRDT, TG is required to conduct an annual stakeholder survey to assess the level of
awareness of tourism marketing activities, and satisfaction with the use of MRDT funds.

* The effect of Tourism Golden’s efforts were impacted by the Kicking Horse Canyon Project which closed Highway 1 for multiple weeks
in the shoulder seasons for the past three years. Although there was an alternative route, it did add nearly 90 minutes to vistiors’
travel coming from East of Golden.



METHODOLOGY



Methodology - Approach

» Align Consulting Group (ACG) has provided research support to TG since 2016. In this case, ACG provided survey administration, data
cleaning, analysis and report writing.

* ACG worked with TG to develop content for the stakeholder survey. Where possible, questions were asked that were similar to 2021
and 2016; however, the tool was overhauled in 2023. Also, the Destination BC’s MRDT Stakeholder Survey Guidebook?! was used to
assist in questionnaire development.

* TG provided ACG with an email distribution list of 207 emailable stakeholders and 3 of those were removed because they were
duplicates, closed or the email address was undeliverable. This resulted in 204 stakeholders that were sent the stakeholder survey via
email.

* These stakeholders were sent the survey via email. To encourage responses, two email reminders were sent. In addition, a

personalized follow up email was sent from Align’s email. The survey was available between November 3, 2023 and November 17,
2023.

* For response rate analysis, stakeholders were grouped into 4 groups, including:
1. Accommodations
2. Activity or Attractions
3. Food and Beverage, Retail or Tourism Services
4. Community Group, Non-Profit or Local Government (Community Partners)

Small sample sizes inhibited further analysis by these groups.

1. Available here: https://www.destinationbc.ca/content/uploads/2020/11/MRDT-Stakeholder-Survey-Guidebook-FINAL.pdf



Methodology - Analysis

Responses were summarized
with percentages.

"Top Box' analysis was
conducted for scale
questions. This means the top
two responses were added
together.

[+

Don't Know/Not Applicable
were removed from analysis.

- Where possible,
comparisons to 2016 and
2021 were made.

-Differences were noted if
‘top box’' responses were
more than 5% different.
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Methodology - Analysis

TIPS FOR READING

Tourism Golden Overall Performance

(2016) Open-Ended Responses
Unless otherwise noted, all
5 - Excellent percentages are of stakeholder Several questions were asked with open-

responses ended responses. Verbatim responses are
summarized in MVBoli font. For the most

4 Very Good - 219 part, they have not been edited and are
meant to provide more depth to
understanding the
stakeholder perspective.
3 - Good - 19%
2 - Fair II 6%

1-Poor 0%

The actual question is included as the footer of the slide. Also, this section includes the number of

_~ responses (n) and analysis details. The entire questionnaire is also in the appendix. 1

Taking everything into account, how would you rate the overall performance of Tourism Golden? Scale: 1 = Poor, 5 = Excellent, n = 80.



Methodology - Analysis

TIPS FOR READING

Importance of Tourism Industry
(% of Stakeholders)

Top Box

Your Business/Organization /47 12% 94%

Golden’s Economy (K238 kA 95%

British Columbia’s Economy 4% 95%

B 1 - Not Important at All B 2 - Not Very Important
m 3 - Neither Important Nor Unimportant B 4 - Important

How important is the Tourism industry to the following? Scale: 1 = Not Important At All, 5 = Very Important, n=83.

Top Box analysis is equal to the
percentage of the top two response
categories. In this example the top box is
94%. The top box is also listed to the right
of the chart.

12



Methodology - Survey Responses

* Intotal, 96 people clicked on the survey link via that email or open-link distribution. When duplicates and responses with no data
were removed, there were 83 responses. This equals a 41% response rate.

* The distribution of stakeholders as well as the response rate for each group are detailed below.

NUMBER OF NUMBER OF
STAKEHOLDERS (% All RESPONSES RESPONSE
STAKEHOLDER GROUPS Stakeholders) (% All Responses) RATE
Accommodations 82 (40%) 30 (36%) 37%
Activities and Attractions 42 (21%) 15 (18%) 36%
Food and Beverage, Retail and Tourism Services 60 (29%) 28 (34%) 47%
Community Partner 20 (10%) 10 (12%) 50%
TOTAL 204 83 41%

13



RESULTS



General Perceptions About the Tourism
Industry
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Importance of the Tourism Industry

Stakeholders were asked how important is the Tourism industry on three aspects.

« Overall, nearly all stakeholders view tourism as ‘important’ or ‘very important’ for their
business/organization (94%), Golden’s economy (95%), and British Columbia’s economy (95%).

* Looking at it in more detail we see that 82% note that tourism is ‘'very important’ to their

business/organization and to Golden’s economy while only 69% think it is ‘very important’ to BC's
economy.

How important is the Tourism industry to the following? Scale: 1 = Not Important At All, 5 = Very Important, n=83.

16



Importance of the Tourism Industry

Importance of Tourism Industry Top Box
(% of Stakeholders)

Your Business/Organization (K447 94%

Golden’s Economy (b2 959

British Columbia’s Economy 95%

B 1 - Not Important at All m 2 - Not Very Important m 3 - Neither Important Nor Unimportant
B 4 - Important W5 - Very Important ® Don’'t Know/Not Sure

17

How important is the Tourism industry to the following? Scale: 1 = Not Important At All, 5 = Very Important, n=83.



Agreement with Tourism Golden

Stakeholders were asked to rate their level of agreement with three statements about Tourism Golden and
the Tourism industry.

» Generally, stakeholders say that as a business/organization they support responsible tourism growth
(95% ‘somewhat’ or ‘strongly’ agree).

« They are less confident, but still agree, that their staff has enough knowledge to provide tourists with
information on attractions, events and other tourist opportunities happening in the area (80% ‘somewhat’
or 'strongly’ agree).

« Agreement with the amount of tourism development in Golden being adequate is a little more mixed
with 62% ‘somewhat’ or ‘strongly’ agreeing while 18% ‘somewhat’ or ‘strongly’ disagree.

18

Please rate your level of agreement with the following statements:? Scale: 1 = Strongly Disagree, 5 = Strongly Agree, n=83.



Agreement with Tourism Golden

Agreement with Tourism Golden Top Box
(% of Stakeholders)

As a business, I/we support responsible tourism growth g5 95%

As a business, our staff have enough knowledge to

provide tourist with information on attractions, events and 80%
other tourist opportunities happening in the area
As a business, I/we believe the current amount of tourism 62%

development in Golden is adequate

H Strongly Disagree B Somewhat Disagree ® Neither Disagree Nor Agree B Somewhat Agree B Strongly Agree B Don't Know/Not Sure

19

Please rate your level of agreement with the following statements:? Scale: 1 = Strongly Disagree, 5 = Strongly Agree, n=83.



Current Level of Tourism Development in

Golden

Stakeholders were asked their opinion on the current level of
tourism development in Golden .

Current Level of Tourism Development in

Golden
* Stakeholders are generally satisfied with the current level of (% of Stakeholders)
tourism development in Golden. In fact, 57% say it is ‘just
right” while 27% feel that there is ‘too little’ and, in contrast, Too Much I 6%
6% think there is ‘too much’.

1%

Don't Know

20

Do you believe that the current level of tourism development in Golden is too much, too little or just right? n=83.



Speed of Tourism Development in Golden

Stakeholders were asked their opinion on the speed of tourism

development in Golden. Speed of Tourism Development in Golden

(% of Stakeholders)
* Nearly six-in-ten (59%) of stakeholder are happy with the
speed of tourism development and feel that it is ‘just right’.
* That said, 20% view it as too slow and 6% say development in Too Fast I 6%

Golden is too fast.

Too Slow 20%

Don't Know 15%

Z |

Do you believe the speed of tourism development in Golden is too fast, too slow or just right? n=80.



Visitor Volume in Golden in the Next Five

Years

Stakeholders were asked their opinion on whether they would . . .
like visitor volume in Golden to increase, decrease or stay the Visitor Volume in Golden in Next 5 Years

same in the next five years. (% of Stakeholders)

* Nearly two-thirds of stakeholders (63%) want visitors volume
to increase in the next five years while 29% would like it to Increase
stay the same.

63%

* Interestingly 5% note a desire to see fewer visitors in Golden.
This could be the start of push back on unencumbered visitor
volume growth. Although it is not of concern at this time, it is Stay the Same
a something to be aware of and track closely.

29%

Decrease 5%

Don't Know 4%

22

Would you like visitor volume in Golden to increase, decrease or stay the same in the next five years? n=80.



Stakeholder Awareness of Tourism Golden
and Its Performance

23



Familiarity with Tourism Golden

Stakeholders were asked how familiar they were with the Familiarity with Tourism Golden

services and programs offered by TG. (% of Stakeholders)

* A total of 68% of stakeholders were familiar or very familiar 1o ]
with TG. This result was similar to 2021 and 2016 results (68% 5 - Very Familiar 379

and 70%, respectively). 43%

. 68% Top Box
* This suggests that Tourism Golden is doing a good job, at a (2023)

high-level, at communicating their role to stakeholders. . ‘%
4 - Familiar 32%
28%
29%
3 - Somewhat Familiar 25%
25%

2%
2 - Not Very Familiar b 7%
4%

m 2023
| 1%
1 - Not Familiar at All 0% m 2021
| 1%
m2016
24

Overall, how familiar is your organization with the services and programs offered by Tourism Golden? Scale: 1 = Not Familiar At All, 5 = Very Familiar, n=83 (2023), n=60 (2021), n=80 (2016).



Participation in Tourism Golden Programs

Stakeholders were asked about participation in TG
programs. Tourism Golden Program Participation

.. . (% of Stakeholders)

* 63% of stakeholders participated in at least one TG
program. Tourism Golden Co-op Marketing (e g, Golden
Travel Planner, hiking and biking maps)

40%

* The most popular program participation was in co-op In-Person Gathering in the Past 2 Years (e g,
marketing (40% of stakeholders participated), followed annual general meeting, stakeholder..
by in-person gatherings such as AGM (34%), stakeholder Stakeholder Asset Development (e g,
asset development program (24%) and brochure racking subsidized pro photo shoot)
or other advertising in the Golden Visitor Centre (24%).

34%

24%

Brochure racking or other advertising at the

.. 24%
Golden Visitor Centre

Golden Guide Destination Program (online
education program for employees to complete)

21%

Pro-D Day (e g, digital media strategy, digital

. . . . 15%
marketing, social media content creation) ’

Golden Pass (rewards program for those who
have completed the Golden Guide...

15%

Subsidized Co-Op 3rd Party advertising (e g,
Explore, Mountain Sledder magazines)

0
R

None - We have not participated in any of the
above

37%

Over the past two years (2022-2023), what Tourism Golden programs has your business or employees participated in? n=82. 82 stakeholders provided 179 responses.
The percent totals to more than 100% because stakeholders could participate in multiple programs.



Participation in Tourism Golden Programs

Looking at the comparison betwe.ep 20.23 gnd_ the 2021 Tourism Golden Program Participation
survey we see that generally participation is similar. That o
) L (% of Stakeholders)
said, fewer stakeholders do report participating in any ' '
programs (63% down from 69% in 2021). Given this Tourism Golden Co-op Marketing (e g, _0%
. . . . Golden Travel Planner, hiking and biking... 43%
overall decrease in participation, many of the programs
see slightly smaller proportion of stakeholders noting they In-Person Gathering in the Past 2 Years (e g, _34/
. . . . . . annual general meeting, stakeholder... 38%
participated. The largest decrease in participation was the
Pro-D Day event which was down to 15% from 21%; Stakeh%'dj_rAzset De\kfleltomaeni)(e 9, m 24%
however, the Stakeholder Asset Development increased SHbsidlzed pro photo snoo ’
from 19% to 24% this year. Brochure racking or other advertising at the 24%
Golden Visitor Centre 28%
Golden Guide Destination Program (online [ 21%
education program for employees to... NA
Pro-D Day (e g, digital media strategy, digital 15%
marketing, social media content creation) 21%
Golden Pass (rewards program for those who [N 15%
have completed the Golden Guide... NA

Subsidized Co-Op 3rd Party advertising (e g, -9%
Explore, Mountain Sledder magazines) 12%
None - We have not participated in any of the _ 37% ™2023
above 31% = 2021

Over the past two years (2022-2023), what Tourism Golden programs has your business or employees participated in? n=82 (2023). 82 stakeholders provided 179 responses. n= 58 (2021), 26
58 stakeholders provided 111 responses.
The percent totals to more than 100% because stakeholders could participate in multiple programs.



Awareness of Tourism Golden Programs

Stakeholders were asked their awareness levels with 13 marketing activities that Tourism Golden has implemented over the past two
years (see next page for details).

» Overall, stakeholders were most aware of the annual publications (85%), professional/semi-professional event support (65%), paid
print advertising (65%), content and asset creation (64%), and the Golden destination app (60%).

* Consumer show attendance (39%) has the lowest awareness amongst stakeholders.

On a scale of 1-5, where 1 - Not at all aware and 5 - Extremely aware, how aware are you of the following 13 marketing activities that Tourism Golden has implemented over the past 2 years? Scale: 1 = Not Aware A%ZII, 5
= Very Aware, n=79-83.



Awareness of Tourism Golden Programs

Awareness of Tourism Golden Marketing Activities

(% of Stakeholders) Top Box
Annual publications (e.g. Golden Travel Planner, Hiking, Biking and Outdoor...z3/4 il 34% 51% 85%
Professional/Semi-professional events support (e.g. Freeride World Tour,.. G AT 21% 44% 21% 65%
Paid print advertising (e.g. Explore and Ski Canada magazines) &2 13% 18% 33% 33% 65%
Content and asset creation (e.g. mtn biking, fishing and Locals Lowdown.. . [JCZ38 2 20% 30% 34% 64%
Golden destination app (a GPS consumer app that assists trip planning) 9% 9% 23% 25% 34% 60%
Media relations (e.g. hosting travel media and social influencers) 24% 35% 24% 58%
Local community and industry events support (e.g. Golden Food Bank Harvest.. NN 28% 41% 16% 58%
Coordination with regional, sector and provincial marketing activities (e.g.... A 11% 23% 37% 17% 54%
Tracking destination performance (e.g. visitor volume, occupancy rates, etc ) 14% 15% 22% 29% 20% 49%
Paid digital, social and Google search advertising 23% 28% 21% 49%
Tracking visitor trends (e.g. profile, behaviour, demographics, trends, etc) 48%
Tracking marketing performance (e.g. click-through rates, campaign indicators) 19% 14% 20% 27% 20% 47%
Consumer show attendance (e.g. Calgary Outdoor Adventure Show) 22% 18% 22% 23% 17% 39%

m 1 -Not Aware at All m2 -Slightly Aware 3 -Somewhat Aware B4 - Aware B5 -Very Aware

On a scale of 1-5, where 1 - Not at all aware and 5 - Very aware, how aware are you of the following 13 marketing activities that Tourism Golden has implemented over the past 2 years? Scale: 1 = Not Aware At All, g§
Very Aware, n=79-83.



Awareness of Tourism Golden Programs

Tourism Golden Marketing Programs 2023 Top Box 2021 Top Box

Annual publications (e.g. Golden Travel Planner, Hiking, Biking and Outdoor Discovery o o
o 85% 91%
Professional/Semi-professional events support (e.g. Freeride World Tour, Golden 24) 65% 76%*
Paid print advertising (e.g. Explore and Ski Canada magazines) 65% 78%
Content and asset creation (e.g. mtn biking, fishing and Locals Lowdown videos and user- o o
. 64% 60%

generated content generation)
Golden destination app (a GPS consumer app that assists trip planning) 60% NA
Media relations (e.g. hosting travel media and social influencers) 58% 59%
Local community and industry events support (e.g. Golden Food Bank Harvest Dinner, 589 NA
Chamber’s Business & Community Excellence Awards - Tourism Award, Golden Pride) °
Coordination with regional, sector and provincial marketing activities (e.g. Golden Triangle, o o

. 54% 55%
Kootenay Dirt)
Tracking destination performance (e.g. visitor volume, occupancy rates, etc ) 49% NA
Paid digital, social and Google search advertising 49% 55%
Tracking visitor trends (e.g. profile, behaviour, demographics, trends, etc) 48% NA
Tracking marketing performance (e.g. click-through rates, campaign indicators) 47% NA
Consumer show attendance (e.g. Calgary Outdoor Adventure Show) 39% 48%*

On a scale of 1-5, where 1 - Not at all aware and 5 - Very aware, how aware are you of the following 13 marketing activities that Tourism Golden has implemented over the past 2 years? Scale: 1 = Not Aware At All, g=9
Very Aware, n=79-83 (2023), n=60 (2021). This question was not asked in 2016. * Note that the wording was slightly different in 2021.



Tourism Golden Strategic Objective Performance

Stakeholders were asked to rate performance on the 8 key objectives identified in the 2022-2027 strategic plan and related to the
four four themes that directly impact the tourism industry including economic contribution; visitor experience; stakeholder
experience; and resident/community experience (see next page for details).

Nearly two-thirds (62%) think that Tourism Golden has done a ‘very good’ or ‘excellent’ job at increasing overall value of the
tourism economy in the past two years.

Most of the 8 objectives received positive ratings overall with high praise for connecting more visitors to destination
experiences through multiple channels (55% rated performance as ‘very good’ or ‘excellent’) and delivery enhanced
stakeholder programs and supports (46% rated performance as ‘very good’ or ‘excellent’).

The largest area for improvement or focus is increasing shoulder season occupancy and rates with 14% rating performance as
‘poor’. It should be noted that the effect of Tourism Golden’s efforts were impacted by the Kicking Horse Canyon Project which
closed Highway 1 for multiple weeks in the shoulder seasons for the past three years. Although there was an alternative route,
it did add nearly 90 minutes to vistiors’ travel coming from East of Golden.

Additional areas of improvement include balancing resident values with visitor demand and business needs (11% rated as
‘poor’) and educating residents of Golden to understand the value of tourism and support the local tourism industry (9% rates
as ‘poor’).

30



Tourism Golden Strategic Objective Performance

Tourism Golden Strategic Objective Performance

(% of Stakeholders)
Top Box
Increase overall value of the tourism economy |2 30% 42% 20% 62%
Connect more visitors to destination experiences through multiple channels 10% 33% 40% 15% 55%
Deliver enhanced stakeholder programs and supports [EZ8 - 41% 34% 12% 46%
Educate visitors to experience a safe and sustainable vacation A4 (2 40% 38% 7% 45%
Increase average length of stay at all times of the year 32 17% 36% 31% 10% 41%
Residents of Golden understand t'he \{alue of tourism and support the local - e — o o 399
tourism industry
Balance resident values with visitor demand and business needs 11% 23% 42% 18% 7% 24%
Increase shoulder season occupancy and rates (April/May and October/ e e e B 17%
November)
m1-Poor m 2 - Fair m 3 - Good m 4 -Very Good W5 - Excellent
31

In Tourism Golden’s 2022-2027 strategic plan, there are four themes that directly impact the tourism industry include: 1. Economic Contribution, 2. Visitor Experience, 3. Stakeholder Experience, and, 4.
Resident/Community Experience. Based on these themes, 8 key objectives were identified. How would you rate Tourism Golden's performance on each of those objectives.



Tourism Golden Business Performance

Stakeholders were asked to rate TG’s performance on ways of conducting business (see next two pages for details).

* Qverall, the majority of stakeholders rate Tourism Golden as ‘very good’ or ‘excellent’ on all presented business performance
measures.

* The top two rated elements are that TG advocates for tourism in Golden and the region (76% rated as ‘very good’ or ‘excellent’) and
TG communicates with tourism stakeholders regularly (67% rated as ‘very good’ or ‘excellent’). Most elements received approximately

60% ‘very good’ or ‘excellent’.

* The bottom two rated performance elements were that TG maintains a positive relationship with residents of Golden and CSRD Area A
(51% rated as ‘very good’ or ‘excellent’ with 6% rating as ‘poor’) and advocates for social, environmental and economic balance within
the tourism industry and the community at large (52% rated as ‘very good’ or ‘excellent’ with 10% rating as ‘poor’)

32

Tourism Golden strives to collaborate and be an inclusive, industry-driven organization. How do you rate Tourism Golden's performance on the following ways of conducting business. n=49-70 (2023).



Tourism Golden Business Performance

Tourism Golden Strategic Business Performance

(% of Stakeholders)
Top Box
Advocates for tourism in Golden and the region |}/ 20% 41% 34% 76%
Communicates with tourism stakeholders regularly ESA 2 25% 41% 26% 67%
Form nershi ith relevant organization n rism marketin
orms partnerships with relevant organizatio st;)nzdélzst(i:ﬁatgsnlsdevela(\)prer;c;ngi bot 10% 20% 359% 25% 60%
Is transparent and accountable about its performance 247 L2 27% 39% 21% 60%
Collaborates and consults inclusively with the tourism industry and community = = = e 219 60%
stakeholders on strategy and direction of organization . . . = .
Is focused on markets that aligns with the needs of the tourism mdgs(;clré/enr: 5o T B e 60%
Provi ffective | rshi h rism in ry in Golden an RD Ar
ovides effective leadership to the tourism industry in Golden and CS eZ = == B = B 599
Spends funds wisely and responsibly &4 P47 31% 35% 20% 55%
Advocates a social, environmental, and economic balance within the tourism
industry and community at large 10% [N S 1% 21% 52%
Maintains a positive relationship with the residents of Golden and CSRD Area A K38 i/ 31% 36% 15% 51%
m 1 -Poor m 2 -Fair m 3 -Good m 4 - Very Good W5 - Excellent
33

Tourism Golden strives to collaborate and be an inclusive, industry-driven organization. How do you rate Tourism Golden's performance on the following ways of conducting business. n=49-70.



Tourism Golden Overall Business Performance

Stakeholders were asked to rate the overall performance of TG. Tourism Golden Overall Performance

* In 2023, 67% of stakeholders rated TG’s overall performance as (% of Stakeholders)

‘very good’ or ‘excellent’. This is down 2 percentage points from

2021 (69%). 28% i
5 - Excellent 28%
* Itis noteworthy that only 1% rated Tourism Golden’s overall 44%
performance as ‘poor’; down from 2% in 2021,. . 67% Top Box
39% (2023)
4 - Very Good 41%
31%
24%
3-Good 20%
19%
8%
2 - Fair 10%
6%
1% m 2023
1-Poor 00/2% =202
m2016
34

Taking everything into account, how would you rate the overall performance of Tourism Golden? n = 60.



Tourism Golden Overall Business Performance

Stakeholders were asked what TG could do to improve Suggestions about Tourism Golden Focus

their performance rating. ‘Better communication with stakeholders, as we seem to miss out on lot of

) ) tourism related events’
» 24 stakeholders provided 21 suggestions.

 Comments were summarized into groups about TG’s
focus, affordable housing, community
involvement/support, growth and other (see next two
pages for details).

‘Continue to develop more engagement between tourism businesses, non-
tourism businesses and residents’

‘Ensure adequate promotion of all activities and companies’

‘Be aware of all aspects of tourism, from promotion to actual day to day
living in a tourism based economy, from current to future-’

‘Focus on shoulder seasons and simplify the advertising packages to one
appose to multiple ads for similar or seasonal magazine issues’

35

What could Tourism Golden do to improve your performance rating? n=24. 24 stakeholders provided 21 suggestions.



Tourism Golden Overall Business Performance

Comments about Affordable Housing

‘Assess other tourism based communities to understand the difficulties they have run into with successful tourism- IE, Canmore, Whistler,
Fernie and Revelstoke and others have run into infrastructure issues relating to staff and local housing and affordable housing as tourism has
increased- Most destination communities have run into the same problem, can't afford live there for locals and can afford to find staff
housing- It would a shame to have Golden fall into the same trap- We need to plan way in advance for these housing issues as tourism grows-
S0 many places like Camnore and Whistler have low permanent occupancy rates in homes and no place the locals live or buy- Tourism
employees are paid low rates and can not afford live or purchase homes in the communities where they work- Need planning to be different-’

Comments about Growth

‘| feel strongly, after 20 years dealing with tourists here, we need to find a better balance between tourism and too much tourism- First
we require affordable housing for staff- Without staff, doing a good job of dealing with tourists is difficult- It doesn't take long for word to
get out- 'Don‘t 9o there: The food is bad, the accommodation is bad- It is a bad experience:’ Nobody wants that and that is what is
happening in places such as Lake Louise and Banff- Over the past few years, the number of visitors (mostly overseas) stay in Golden for one
reason only- It is cheaper here and rooms are available here in order for them to go to Banff, Lake Louise, Columbia Icefields: You get the
picture: 80% of our quests who stay with us (we are an accommodator) are here for that reason only- They are not here to go mountain
biking, riding the gondola to the top of the mountain, fishing, horseback riding, golf, hiking in our area- They are here to 9o to the parks
where there are crowds of other tourists- And it is turning out to be a back experience: We are not here for the weekend warriors: | am
only talking summer- The winter takes care of itself and they are here for Kicking Horse Resort and the skiing: We need to be very careful
of where we are going- We have an amazing area with so many things to do and see: | may have got off topic but right now it maybe is
time for a pause: We have some fabulous restaurants here but they close 2 days a week because they do not have staff- Some have not
reopened (Kicking Horse)-l think tourism Golden has done a great job to a point- [t is time to rethink their goals and where the money is
being spent’
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Tourism Golden Overall Business Performance

Comments about Growth, continued

‘We are understaffed and under housed, adding more tourists that we cant service is a burden we don't need except for the huge corporate
giants that are also understaffed and overworked but driven by corporate greed to say more more more’

‘Slow down, we are getting overwhelmed’

‘Other Comments
‘Work better with the bike club to support our trail maintenance financially’

‘Some programs could perform better’
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Tourism Golden Important Business Activities

Stakeholders were asked what the most important business activity TG could do to support the tourism industry in Golden (see next
two pages for details).

* The top three mentions were marketing/promotion (23%), support for all new, small, local businesses (17%), and affordable
housing (11%).

* There has been a sizable shift in responses from previous years especially with the emergence of affordable housing.
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In your opinion, what is the most important thing Tourism Golden could do to support the tourism industry in Golden? n=37. 37 stakeholder provided 51 responses. 2016 n = 41. 41 stakeholders provided 51 responses.



Tourism Golden Important Business Activities

Most Important Business Activity to Support

Tourism Industry in Golden
(% of Stakeholders)

Marketing/Promotion 23%
Support for All New, Small, Local Businesses N 17%
Affordable housing IIIIIEGEGNGNNNNNNNNNN 1%
Continue Current Work NN 9%
Collaboration with Stakeholders [N 5%
Advocate for Tourism in Golden [N 3%
Encourage/Develop Events (post COVID) NN 3%
Improve infrastructure to support sustainable/balanced growth I 3%
Encourage Responsible/Sustainable/Eco Tourism I 6%
Spend Money More Wisely I 4%
Modernize/Innovation in Marketing Approach [N 4%
Signage I 4%
Parking IINENEGEGE 4%
Promote the completion of the TransCanada Kicking Horse Canyon... I 4%
Encourage Transportation/Shuttles Il 2%
Product Development M 2%

Other comments GGG 3%

In your opinion, what is the most important thing Tourism Golden could do to support the tourism industry in Golden? n=55. 55 stakeholders provided 53 responses (2023). The percent totals to more than 100% because
stakeholders could provide more than one most important business activity.



Tourism Golden Important Business Activities

Top Rated Important Business Activities mmm

Marketing/Promotion 21% 30% 21%
Support for All New, Small, Local Businesses 17% 16% 13%
Affordable housing 11% 0% 0%
Continue Current Work 9% 43% 38%
Collaboration with Stakeholders 9% 1% 18%
Advocate for Tourism in Golden 8% 8% 0%
Encourage/Develop Events (post COVID) 8% 8% 8%
Improve infrastructure to support sustainable/balanced growth 8% 0% 0%
Encourage Responsible/Sustainable/Eco Tourism 6% 1% 3%
Spend Money More Wisely 4% 3% 0%
Modernize/Innovation in Marketing Approach 4% 3% 8%
Signage 4% 0% 3%
Parking 4% 0% 0%
Promote the completion of the TransCanada Kicking Horse Canyon Project 4% 0% 0%
Encourage Transportation/Shuttles 2% 3% 8%
Product Development 2% 0% 3%
Lobby for More Pandemic Support for Businesses 0% 3% 0%
Sharing Economy Policy Development 0% 0% 3%
Travel Trade/Tour Group Work 0% 0% 3%
Travel Media 0% 0% 5%
Other comments 8% 0% 0%
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In your opinion, what is the most important thing Tourism Golden could do to support the tourism industry in Golden? n=55. 55 stakeholders provided 53 responses (2023), n=37. 37 stakeholder provided 51 responses
(2021). 2016 n = 41. 41 stakeholders provided 51 responses. The percent totals to more than 100% because stakeholders could provide more than one most important business activity.



Tourism Golden Business Activities

Suggestions on what is the most important thing TG could do to support the tourism industry in Golden .

‘Focus on promoting small businesses and local NFPs, boosting local economy and encouraging folks to shop and buy local’

‘Getting Golden out there for visitors to come and explore: | have heard some comments from visitors what is there to do in Golden?’

‘In preparation for the 2024 Season - make sure everyone in Calgary knows that the TransCanada Kicking Horse Canyon Project is done! What a
headache that construction was! The 2nd most important thing that Tourism Golden should do is continue to publish their '‘Pocket Maps’ for
hiking, biking, etc-’

‘Keep an eye on opportunities to capture more travellers coming from other countries- Continue marketing in Alberta towns that have reqular
travellers coming into our town-’

‘Keep in touch with the small businesses and help them direct their advertising in the right direction- Keep putting on webinars and courses to
help small businesses advertise: Share, like and comment on the small businesses social media channels-’

‘Direct your strategy towards what is actually sustainable and obtainable levels of tourism that the towns infrastructure, businesses housing and
staff levels can meet-’

‘More affordable housing as the biggest challenge businesses face is staff accommodation-’

‘Support employees in the sector - advocate for livable wages and housing (supported by the sector, not social services)’
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Barriers to Growth
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Barriers to Growth in Tourism

Development

Previous years, Stakeholders were asked to provide open end responses to their top three short-term and top three long-term barriers
to tourism growth. The responses were then coded and analyzed. Given we had this historical feedback as well as knowledge of the
market and industry, the question was modified to rate various elements on the magnitude as a barrier to tourism growth.
Stakeholders were also able to provide additional elements if they were so inclined. Given this change, results are not comparable to
previous years.

* The largest barrier to tourism growth is housing. In fact, 84% noted that affordable housing was a ‘large’ or ‘extreme’ barrier while
79% said the same of housing shortages.

* Transportation is also a challenge to tourism development. Six-in-ten (60%) see transportation to Golden as a ‘large’ or ‘extreme’
barrier to growth while 52% gave the same ratings for transportation within Golden.

* Lack of skilled labour rounds out the top five barriers to growth with 51% rating it as a ‘large’ or ‘extreme’ barrier to growth. It is
noteworthy that several other labour-related elements follow closely.

* Most of the largest barriers are very complex and involve macro-level influences. Not that it is simple, but perhaps slightly more
tangible for Tourism Golden, is that 44% view the outdated community planning as a ‘large’ or ‘extreme’ barrier to growth. Given
the local-level, this may be an area of focus despite not being in the top 5 barriers.
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Barriers to Growth in Tourism

Development

Barriers to Growth in Tourism Development

(% of Stakeholders) (T;a':r?;:)
Housing affordability EARCZANNSZA 37% 47% 84%
Housing shortages 9% 31% 47% 79%
Transportation to Golden XA 14% 21% 34% 26% 60%
Transportation within Golden 23% 32% 20% 52%
Lack of skilled labour XA 14% 30% 34% 17% 51%
Outdated community planning 28% 25% 20% 44%
Average industry compensation for hospitality staff 29% 27% 14% 41%
Lack of unskilled labour W3A 24% 34% 21% 16% 37%
Resident sentiment/support for tourism 38% 22% 3% 25%
Lack of awareness of Golden as a tourist destination 23% 14% 6% 20%
Limited food & beverage options 35% 29% 22% 13% 19 14%
Lack of sustainable options or services 23% 31% 33% [T 13%
Lack of guided or managed tourism activities 33% 30% 23% 12% 19 13%
Supply/number of visitor accommodations 51% 21% 16% 8% 5% 13%
Lack of tourism events 22% 7% 4% 12%
Lack of wellness tourism products 34% 30% 25% 8% 3% 12%
Variety/type of visitor accommodations 46% 22% 22% 6% 5% 1%
Lack of tourism attractions 10%
B 1 - NotaBarrier at All m2 - Somewhat of a Barrier m3 - Moderate Barrier m4 - Large Barrier B5 - Extreme Barrier44

In your opinion, how much of a barrier are each of the following in the development and growth of tourism in Golden? n =61-71



Priorities Moving Forward
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Tourism Golden Priorities - High-level

Stakeholders were asked how much of a priority TG should place on two main pillars (see next page for details).

* Overall, both Destination Marketing and Destination Management are viewed as high priorities. In fact, both have 80% of
stakeholders rating these as ‘high priority’ or ‘essential’.

* Interestingly, Destination Management has a higher proportion of stakeholders noting it as ‘essential’ (41%) compared to Destination
Marketing (32%).
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On a scale of 1to 5 where 1 is 'not a priority’ and 5 is ‘essential’, what level of priority do you believe Tourism Golden should place on these two main pillars? n = 69-70.



Tourism Golden Priorities - High-level

Tourism Golden Priorities Top Box
(% of Stakeholders)

Destination Management E=47 16% 80%

Destination Marketing  EA37 80%

m1-NotaPriority ®2-Low Priority 3 -Medium Priority ~ ®4 - High Priority B 5 - Essential
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On a scale of 1to 5 where 1 is 'not a priority’ and 5 is ‘essential’, what level of priority do you believe Tourism Golden should place on these two main pillars? n = 69-70.



Tourism Golden Priorities - Tactics

Stakeholders were asked about priorities for each strategic pillar tactic (see the next four pages for detail).

* The top five priorities overall are to support the sustainable and responsible growth of visitor volumes and tourism revenues (84%),
encourage economic sustainability of tourism in Golden (81%), build relationships with all levels of government to ensure the
current and future needs of the tourism industry and visitor economy are met (80%), measure the value of visitors’ economic
impact (76%), target visitor that are respectful of environment and people (74%) and provide visitor services while in destination
(i.e. ensuring visitors have the information and tools they need while in Golden) (74%).

* The following tables provide the top priorities by category as well as the full ratings.
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As noted, each of the strategic pillar is comprised of various tactics. Please share your opinion of what level of priority each of the following tactics should have? n = 68 - 70.



Level of Priority - Tactics

Targeting visitor that are respectful of environment and people 74%
Visitors Visitor services while in destination (i.e. ensuring visitors have the information and tools they need while in Golden) 74%
Pre-trip planning (i.e. ensuring visitors have the information they need while planning their trip to Golden) 73%

Encouraging economic sustainability of tourism in Golden 81%
Economic
Impact

Measuring the value of visitors’ economic impact 76%
Communication about the value of the tourism industry to the broader Golden community 63%

Supporting tourism product development (i e providing research, tourism insights and/or by identifying opportunities) 65%

Development Industry development (i.e. working with industry to develop skills and capacity that ensure outstanding, responsible and 209%
inclusive tourism experiences) °

Support the sustainable and responsible growth of visitor volumes and tourism revenues

Development Encouraging environmental sustainability of tourism in Golden

SUSta'“ablllty Advocate for Golden to be a physically accessible destination

Advocate for Golden to be a diverse and inclusive destination

X Build relationships with all levels of government to ensure the current and future needs of the tourism industry and visitor
Community & economy are met

Government Supporting community organizations on labour shortages and affordable housing issues
Relations

Build resident support for and engagement with tourism in Golden

Research Marketing research and destination performance tracking (i e accurately measuring industry and Tourism Golden

oerformance)

As noted, each of the strategic pillar is comprised of various tactics. Please share your opinion of what level of priority each of the following tactics should have? n = 68 - 70.



Level of Priority - Tactics

Tourism Golden Tactics Priorities

(% of Stakeholders) Top Box

" Targeting visitor that are respectful of environment and people =32 20% 36% 39% 74%
S
o) Visi : . T : .
- isitor services while in destination (i.e. ensuring visitors have the p
omm . . o 4 209 489 26% 9
) information and tools they need while in Golden) 0% % ° 74%

Pre-trip planning (i.e. ensuring visitors have thg mformatpn they need e o i o 73%

while planning their trip to Golden)

v Encouraging economic sustainability of tourism in Golden 7%/ 14% 44% 37% 81%
E . | . -
g -1 Measuring the value of visitors’ economic impact 20% 43% 33% 76%
o o _— o
qu E Communication about the value of the tourism |nduGstc|)'|ydt:nt2§nt:;c:ng == pEe e T 63%
=
g Supporting tourism product dgvglopment (ie prpvidirjg.research, tou.rism - oo T = 65%
= insights and/or by identifying opportunities)
o Industry'development (ie work'mg with mdgstry to dgvelop skills gnd o o e 70%
g capacity that ensure outstanding, responsible and inclusive tourism...
@
Q B 1 - Not a Priority B 2 - Low Priority m 3 - Medium Priority m 4 - High Priority m 5 - Essential
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As noted, each of the strategic pillar is comprised of various tactics. Please share your opinion of what level of priority each of the following tactics should have? n = 68 - 70.



Level of Priority - Tactics

Tourism Golden Tactics Priorities

(% of Stakeholders) Top Box
- . . -
2 > Support the sustainable and responsible growth of V|S|tor.vo|umes and B 139 T e 849
0 = tourism revenues
€0
g- g Encouraging environmental sustainability of tourism in Golden ¥ 23% 33% 40% 73%
08
q>) '§ Advocate for Golden to be a physically accessible destination E54 13% 20% 34% 29% 63%
awn
Advocate for Golden to be a diverse and inclusive destination 10% 4% 23% 27% 36% 63%
o Build relationships with all levels of government to ensure the current 7 7T o 80%
> 5 and future needs of the tourism industry and visitor economy are met = . . .
'E (7 . . .
5 g c Supporting community organizations on labour shor’Fage's and m o o S5 739%
€ = 0o affordable housing issues
O =
(1)
g 3 o Build resident support for and engagement with tourism in Golden 33% 37% 30% 67%
VO x
Marketing research and destination performance tracking (i e " e e P 5%

accurately measuring industry and Tourism Golden performance)

B 1-NotaPriority ®2-Low Priority  ®3-Medium Priority ~ ®4 - High Priority ®5- Essentia5|

As noted, each of the strategic pillar is comprised of various tactics. Please share your opinion of what level of priority each of the following tactics should have? n = 68 - 70.



Level of Priority - Tactics

Development
Sustainability

Community &
Government
Relations

Research

Top Box

Tactics (2023) 2021 2016
argeting ® at are respe ot e ® ent and people 4% A A
O c c e ae dllo e. € g O aVe e O dllo dNa OO c ced ‘.. 3... A
olae
Pre P Pla e e e o O ave c O allo c ced e Pla o c O 1O .. A
oldae
ouraging econo ainab of to olde 3 A A
ea g the value o ® econo 03 69 A A
® ation abo e value o e to ® o the broade olde ® 6 89
PO d 1O Prod aevelop £ e PIro C g resead O g ana/so @, ae
oppo C - o0
C aevelop e C O @ G O aevelop anag dfod dl € e O d ..
eSpPOo ple alna e (O experie e 0
Support the sustainable and responsible growth of visitor volumes and tourism revenues 84% NA NA
Encouraging environmental sustainability of tourism in Golden 73% NA NA
Advocate for Golden to be a physically accessible destination 63% NA NA
Advocate for Golden to be a diverse and inclusive destination 63% NA NA
Build relationships with all levels of government to ensure the current and future needs of the tourism °
. . 80% VAN NA
industry and visitor economy are met
Supporting community organizations on labour shortages and affordable housing issues 73% 69% NA
Build resident support for and engagement with tourism in Golden 67% NA NA
Marketing research and destination performance tracking (i.e. accurately measuring industry and 65% 62% 76%

Tourism Golden performance)




Municipal and Regional District Tax (MRDT) Funds

Stakeholders were asked about their support using MRDT funds for affordable housing.

The question was modified in 2023 to better qualify types of affordable housing initiatives. It appears that this definition, along with
situational factors, has shifted perceptions of stakeholders to support initiatives that benefit the tourism industry. Specifically, 79%
agree that MRDT funds be used for ‘housing supply initiatives that benefit the tourism industry’ and 78% agree with ‘affordable
housing infrastructure initiatives that directly benefit the tourism industry’. Although 49% still disagree, half (50%) of stakeholders
agree with using MRDT funds for ‘affordable or workforce housing initiatives that have no direct benefit to the tourism industry’.

Agreement with Using MRDT Funds for Affordable Housing

(% of Stakeholders) Top Box
Housing supply initiatives that benefit the tourism industry (e g 11 S o o 79%
workforce housing developments) ° § " . °
Affordable housing infrastructure initiatives that directly benefits the 13% 28%
tourism industry ° - °

50%

Affordable or workforce housing initiatives that have no d|re§t bgneﬁt to s e T .
the tourism industry

m 1 - Strongly Disagree  ® 2 - Somewhat Disagree  m 3 - Neither Agree or Disagree  ®4 - Somewhat Agree  m 5 -Strongly Agree
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How much do you agree with the following statement about the use of Golden’s MRDT funds for affordable housing? n=70-72



Sustainability Initiatives

Stakeholders were asked to select their top five priorities of 13 sustainability initiatives (see next page for details).

* More than half of stakeholders prioritized increasing shoulder season visitation and attracting and retaining tourism labour (58% and
54%, respectively).

» Other top five responses were affordable housing initiatives (47%), enhancing visitor information and education on responsible and
respectful behaviour (43%) and enhancing visitor awareness of safe and responsible backcountry recreation (39%).

» Stakeholders mentioned five other sustainability initiatives they would like to see implemented in Golden.

Please check up to five of the following sustainability initiatives that you think are priorities in the foreseeable future? n=74. 74 stakeholders provided 340 responses. The percent totals more than 100% 54
because stakeholders rated up to five sustainability initiatives.
Are there other sustainable tourism initiatives not listed above that you would like to see implemented in Golden? Stakeholders mentioned 5 other sustainable tourism initiatives.



Sustainability Initiatives

‘Don't get caught up in the Woké traps. Stay the course on visitors. People coming to Golden have the means and will expect us to provide responsible tourism products.
We are an industry based town along with tourism. Both keep our community vibrant. That should be the message in education to our visitors and locals alike if you
choose to take a stand on a vision. Thanks for asking. Keep up the good work!’

‘Golden needs to implement way more large volume garbage and recycling facilities that are not locked. As a downtown business | am sick of having to take my garbage
and recycling home every night in the summer because tourists have thrown their garbage and recycling over the barrier wall into our paid - small enclosure. Communities
like Banff have large, 24 hour a day facilities right downtown to facilitate their large numbers. Our community has grown with tourists but there is no where to dispose of
waste. It's bizarre that we lock up our only downtown depot - like we don't trust ppl to recycle after hours. Tourists constantly ask where there are garbages /recycling
bins.

‘No’
‘Participating in the funding and build of a bike path all the way to Radium and possibly in all directions leaving Golden.

‘Regional transportation connectors’

‘Understand what we have as a current inventory of available tourism opportunities, meaning how many people can we support during peak seasons in all aspects, so we

have a metric to base our infrastructure on and what we need to do if we increase that number of things visitors can do. How many tourism based experiences and people
can Golden and area do at one time/day in high season. Then same for low season.

55

Are there other sustainable tourism initiatives not listed above that you would like to see implemented in Golden? Stakeholders mentioned 6 other sustainable tourism initiatives.



Sustainability Initiatives

Top Rated Sustainability Initiatives Stakeholder Lower Rated Sustainability Initiatives Stakeholder
(Top 8) Rating (Bottom 5) Rating
1. Increasing shoulder season visitation 58% 9. Increasing visitor yield (i e expenditures per visitor) 32%
P Iy 54% 10. Understa'ndlng and tracking Golden resident sentiment 30%
towards tourism
8, AT levsTi s 47% 11. Gathering data to inform the tracking and management of 8%

visitor volume, value and behaviour
4. Enhancing visitor information and education on
responsible and respectful behaviour (e g, a visitor code of
conduct when visiting local parks, trails, campgrounds, and
other outdoor recreation and community spaces)

12. Encouraging Inclusive Tourism Experiences (everyone can
43% participate in tourism experiences, including and especially 16%
those in vulnerable groups)

13. Enhancing Accessible Tourism Experiences (people of all
39% abilities have the opportunity to fully participate in tourism 11%
experiences)

5. Enhancing visitor awareness of safe and responsible
backcountry recreation

6. Encouraging new tourism product development that is

. . 35%
environmentally sustainable ?

7. Targeting ‘responsible tourists’ in marketing initiatives 32%

8. Working with Golden tourism businesses to implement or
enhance sustainability practices such as waste 32%
management, and carbon emissions reduction
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Please check up to five of the following sustainability initiatives that you think are priorities in the foreseeable future? n=74. 74 stakeholders provided 340 responses. The percent totals more than 100%
because stakeholders rated up to five sustainability initiatives.



Sustainability Initiatives

Top Rated Sustainability Initiatives

(Top 8)
1. Increasing shoulder season visitation 58% 54%
2. Attracting and retaining tourism labour 54% 33%
3. Affordable housing initiatives 47% 26%

4. Enhancing visitor information and education on responsible and respectful behaviour (e g, a visitor
code of conduct when visiting local parks, trails, campgrounds, and other outdoor recreation and 43% 54%*
community spaces)

5. Enhancing visitor awareness of safe and responsible backcountry recreation 39% 22%*
6. Encouraging new tourism product development that is environmentally sustainable 35% 28%
7. Targeting ‘responsible tourists’ in marketing initiatives 32% 33%
8. Working with Golden tourism businesses to implement or enhance sustainability practices such as 32% 20%

waste management, and carbon emissions reduction

Please check up to five of the following sustainability initiatives that you think are priorities in the foreseeable future? n=74. 74 stakeholders provided 340 responses (2023), n=46. 46 stakeholders provided 7
208 responses (2021). The percent totals more than 100% because stakeholders rated up to five sustainability initiatives. S
* Note that the wording was slightly different in 2021.



Sustainability Initiatives

Lower Rated Sustainability Initiatives

(Bottom 5)
9. Increasing visitor yield (i.e. expenditures per visitor) 32% 26%
10. Understanding and tracking Golden resident sentiment towards tourism 30% NA
11. Gathering data to inform the tracking and management of visitor volume, value and behaviour 28% 41%*
12. Encouraging Inclusive Tourism Experiences (everyone can participate in tourism experiences, 16% 229
(e] (e}

including and especially those in vulnerable groups)

13. Enhancing Accessible Tourism Experiences (people of all abilities have the opportunity to fully 119 13%
participate in tourism experiences) ° °

Please check up to five of the following sustainability initiatives that you think are priorities in the foreseeable future? n=74. 74 stakeholders provided 340 responses (2023), n=46. 46 stakeholders provided 58
208 responses (2021). The percent totals more than 100% because stakeholders rated up to five sustainability initiatives.
* Note that the wording was slightly different in 2021.



Other Comments

Stakeholders were asked if they had any other comments about TG or tourism in Golden (see next page for details).
» 18 stakeholders had relevant comments.

* 44% (8 responses) of stakeholders responded with ‘keep up the good work’ or ‘thank you'’.

* 11% (2 responses) of stakeholders suggested improving road conditions, maps, signage.

* 11% (2 responses) of stakeholders commented on the need to build staff housing.

* 6% (1 response) of stakeholders commented on the need of more downtown accommodations.

* 6% (1 response) of stakeholders suggested encouraging KHMR to re-invest in the ski-hill.

* 6% (1 response) of stakeholders mentioned that TG slowing down, locals feeling overwhelmed with growth.

* 6% (1 response) of stakeholders commented on the need for transparency in where are tax money is spent.

* 6% (1 response) of stakeholders suggested improving the app.

* 6% (1 response) of stakeholders suggested increasing minimum wage with no additional taxation adjustments.

* 6% (1 response) of stakeholders commented on getting rid of the vacation planner book and the need for better marketing
overseas.
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Other Comments

‘Building staff housing at kicking horse mountain resort would ease the strain on in town rentals’

‘For places that are promoted by Tourism Golden like Gorman Lake, Thompson Falls, Wapta Falls, etc.. The road to Gorman is very rough and gets worse every year. How can this be
addressed? Thompson Falls has no signage, parking or outhouse Wapta Falls. Google maps sends people down the beaverfoot FSR. Getting lost is a bad experience.

‘For small business, increased minimum wage with no additional taxation adjustments at a provincial level coupled with increase in baseline costs really does raise a red flag. | am fully in
support of notional living wage, but it is essentially impossible for a small business to survive let alone grow or thrive. More tourism will not help this. What would help is taxation based
incentives, specifically for tourism heavy towns like ours that rely on lower wage employee's. If we could pay a living wage knowing that it wouldn't crush our business, we could
contemplate growth and expansion and a happy healthier town. This would take some fundamental policy level shifts at a senior government level. There is a role to play in Tourism
Golden helping tell this kind of story and advocating for a different ending that is not all about large corporate chain stores/franchises being all that predominates down the road.

‘Get rid of the vacation planner book. Hiking and biking maps are great. Other then those, no need for the rest. | find in the summer the number of our guests who have no idea there is
a gondola at Kicking Horse, or a grizzly bear refuge. There needs to be a better job marketing to overseas and US visitors and they are the tourists who spend the most money. A better
job with the big wholesalers. Once they are here, it is usually too late as their itinerary is already planned. Surprisingly the sky bridge is more well know. Maybe get on board with
Brewster in Banff and work more closely with them. You couldn't go wrong/

‘I think a lot of the negative feed back around tourism is because of the housing and the belief that Tax dollars are going into Tourism related infrastructure. | think it would bode well if
Tourism Golden and the Town of Golden make it clear it does not and the clear benefits we are residents also reap when tourism infrastructure is attained and the differences in core
assets where property taxes go to support. | know both the Town and Tourism Golden has tried to relay this information. However we need to work differently in getting this message
across’
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Other Comments - Cont’'d

‘Improve the app’
‘It is great to see Golden out in the world. Seeing an ad pop up in a ski magazine or bike magazine from another part of North America is really cool’

‘More downtown accommodations, too separated along the highway strip and downtown. RCR should build staff housing up at the ski resort. More things to do up at the ski resort in the
summer rather than just extreme downbhill biking’

‘Need to encourage KHMR to up their game and re-invest in the ski hill. Revelstoke is a good example. Kicking Horse is currently bad value for money and people will go elsewhere. A
gondola from the Skybridge into town would be a great asset’

‘Slow down, we don't want to turn Golden into another Canmore, we are already getting overwhelmed’

‘The town of Golden did nothing to preserve parking for the ice climbs in the canyon. Instead it turned a blind eye. This was lazy and irresponsible’
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APPENDIX - Questionnaire



Just Right

ETOURIS M=
Too Little
Golden Donlt Know
-l - Do you believe the speed of tourism development in Golden is too fast, too slow or just
GOLDEM RULES right?
Too Fast
Tourism Golden's 2023 Stakeholder Survey Just Right
Too Slow
Section 1 — Toorizm in Golden Dion't Know

First, we have a few questions about tourism and your business/Organization.

How imp nt is the Tourism industry to the following: ‘Would you like visitor volume in Golden to increase, decrease or stay the same in the next

h A five years?
3. Your Business/Organization _Yﬁcrease
b. Golden's Economy Stay the Same
<. British Columbia's Economy Decrease
ANSWER OPTIONS: et know
1. Mot Important st All
2. Mot very Important
3. Meither Impartant Mor Unimportant
4. Important
5. Wery Important
6. Don't Know/Mot sure

Pleaze rate vour level of agreement with the following statements:
3. As g business, Ifwe beligve the current amount of tourism development in Golden is
adequate.
b.  &s & business, |f'we support responsible tourism growth,
C.  &s & business, our staff have enough knowledge to provide tourist with information on
attractions, events and other tourist opportunities happening in the area.

ANBWER OFTIONS:
strongly Disagres
Somewhat Diszgres
Meither Disagres Mor Agree
Somewhat Agree

strongly Agres

Don't Know/MNot Sure

Mo R

Do you balisve that the currant level of tourism development in Golden is too much, too litthe or just
right?

Too Much



Section 2 - Familiarity with Tourism Geolden

We have some questions about your familiarity, awareness and participation with the
organization that is Tourism Golden

Overall, how familiar iz your organization with the zervices and programs offered by

Tourizm Golden?

Flease rate on a scale of 1 = Not Familiar &t All and & = Very Familiar.*

content
genaration)

Paid digital, secial
and Google
Search advartising

1-HNHet 2 - Mot 3 - a 5-v Don‘t
ape - Ve
Familiar Vary Somewhat Familiar F.aml'li: Know/!Prafar
at all Familiar Familiar Mot to Answer
Familiarity with [ [ o o [ o
Tourism Goldan

Paid print
adweartizing {=.g.,
Explors, and Ski
Canada

magazinas)

On a seale of 1-5, where 1 - Not at all aware and 5 - Extremely aware, how aware are
you of the following 13 marketing activities that Tourism Golden has implemented over

the past 2 years?

Flease rate each on a scale where T = Not Aware at All and 5§ = Very Aware.*

1-Mot
Awara
atall

2.
Slightly
Aware

3-

Aware

Somawhat

a-
Aware

5 -Very
Aware

Don't Know

Coordination with
ragional, sector
and provincial
markating
activities {e.g.
Golden Triangls,
Kootanay Dirt)

Mediz Relations
{&.g.. hosting
travel madiz and
social influencers)

Content and Asset
Creation {a.g.,
mtn. biking,
fishing and Locals
Lowdown videos
and wsar-
ganarated

Consumar show

attendance (.g..
Calgary Dutdoor
Adventure Show)

Professional/Semi-
Professional
Events support
{e.g.. Frasride
World Tour,
Golden 24)

Local community
and industry
evants support
{e.g. Golden Food
Bank Harvast
Dinnar,
Chambar's
Business &
Community
Excellancs
Awards - Tourism
Award, Goldan
Pride)

Annual
publications {s.g.,
Goldan Travel
Plannar, Hikin q.
Biking and
Outdoor
Discovery maps)

Goldan
Destination app (a




a GFS consumar
app that assists
trip planning)

Tracking o [ [ o [ [
markating
parformance {&.g.
click-thraugh
ratas, campaign
inclicators)

Tracking - [ [ [ [ [

destination
parformance {&.g.
wizitor woluma,
occupancy rates,
wte.]

Tracking wisitor o [ [ o [ [
trands [s.0.
prcd:ih:_. behawiour,
demographics,
trands, &tc)

Section 3 -Tourism Golden's Performance
This section asks about your impressions of Tourism Golden's performance over the past two

vears since the adoption of the 2022-2027 Strategic Plan. To review the strategic plan, please
click here.

In Tourism Golden's 2022-2027 strategic plan, there are four themes that directly
impact the tourism industry include:

1. Economic Coentribution;

2. Visitor Experience;

3. Stakeholder Experience; and,

4. Resident/Community Experience.

Based on these themes, 8 key objectives were identified. How would you rate Tourism
Golden's performance on each of these objectivas?

Please rate sach on a scale where 1 = Poor and 5 = Excellent.

Owver the past two years (2022-2023), what Tourism Golden programs has your
business or employees participated in?

FPlease select all that apply.

a Pro-0 Day {e.g., digital media strategy, digital marksting, social media contant craation)
Stakehaolder Azsat Development {e.g., subsidized pro photo shoot)
Tourism Golden Co-op Markaeting (s.q., tourismgolden.com, Goldan Travel Plannar, hiking and
biking maps}
Subsidized Co-Op 3rd party advertising {e.g., Explore, Mountzin Sladder magazines)
In-Parson gatharing in the past 2 Years {e.g.. annual genaral maesting. stakeholder gatharings,
stratmgic planning session)

O grochure racking or other advartising at the Goldan Visitor Centre
Golden Guide Destination Program {online education
Golden Pass (rewards program for those who have completed the Golden Guide Destination
Program)

a

Mona - Wa have not participated in any of the abovs

1- 2- - a- 5- Don't

Poor Fair Good Vary

Good Exncellant Know

Increase - [ - - [ -
owarall
valua of the
tourism
SCONOMY

Increass - [ - - [ -
average
langth of
stay at all
timas of the
yaar

Increasa - [ - - [ -
:-hDU Id er
sEEson
acEupancy
and rate
{AprilMay
and Octobar!
Mowembar)

Connect o [ - [ [ [

mora




wisitors to
destination
SXperences
through
multipls
channels

Educats - [ - - [ -
wisitors to
sNpeience
a safe and
zustainable

wacation

Dralivar - [ - - [ -
snhanced
stakaholdar

programs
and

SUPROrs

Rasidents of o [ o o [ o
Goldan
undarstand
tha valus of
tourism and
support the
ICERI
tourism
inclustry

Balance - [ - - [ -
rasidont
valuas with
wisitor
ﬂ:‘mand
and
businass
needs

Tourism Gelden strives to collaberate and be an inclusive, industry-driven erganization.
How do you rate Tourism Golden's parformance on the following ways of conducting
business?

Flease rate each on a scale where T = Poor and & = Excellent.*

Vary
Good

5-

Excellant

Don’t
Know

Communicates
wiith tourism
stakeholders
ragularly

Advocates for
tourism in
Goldan and
the region

Forms
partnarships
with ralavant
organizations
to advance
tourism
markating and
destination
ﬂ:w:r|o|:\m:m'.

Is tranzparant
and
accountabls
about its
parformance

Spends funds
wisaly and
rasponsibly

Collaboratas
and consults
inclusivaly with
the tourism
inclustry and
COMmmunity
stakeholders
on strategy
and direction
of arganization

Is focused on
markats that
aligns with tha
naeds of the




tourism
inclustry in
Goldan

What could Tourism Gelden do te improve your performance rating? [eptional]
Maintains a - - [ [ [ -
paositive
ralationship
with tha
rasidents of ﬂ
Goldan and

CSRD Area A

Frovides - - [ [ [ [ _,_'I
affective A -
leadarship to

the tourism
inclustry in
Goldan and
CSRD Area A

Fill in your response.

In your epinien, what is the most impeortant thing Tourism Golden could do to support
the tourism industry in Gelden?

Advocates a 0 0 [ 0 0 [ Fill in your response.
social,
environmantal,
and sconomic ﬂ
balance within

tha tourism
inclustry and

community at
largs

Section 4 - Barriers to Growth in Tourism Development
We are interested in better understanding what barriers may exist and the magnitude of each
barrier to the growth and development of tourism in Galden.

Taking everything into account, how would you rate the overall performance of

Tourism Golden? In your epinion, how much of a barrier are sach of the following in the development and growth

of tourism in Golden?
Flease rate on a scale of 1 = Poor and § = Excellent.*

1- 2- - &5-
a- MNota Somewha Ho:;r:t Largs Extram [:::t
1- 2- 3- Very 5- Don't Barria tofa o Bartor Barria = -
Poor Fair Goo Good Excellant Know rat All Barriar r Barrier
Lack of unskillad - - - [ - [
G'.Iil rn" [_:I [_:I [_:I [_:I [_:I [_:I |a|:l0ur
parformance
of Tourism
Goldan Lack of skillad [ [ [ [ [ [
labour




Rasidant 0 0o 0 0 0 0
zentimentsuppor

t for tourism

Awerage inclustry 0 0o 0 0 0 0
compensation for

hospiality swaff

Othar, Plaass 0 0o 0 0 0 0
specify:

Othar, Fleass [ o [ [ [ [
specify:

Othar, Fleass [ o [ [ [ [

specify:

Housing [ 2 [ [ [ [
shortages

Hauszing 0 0 0 [ 0 [
affordability

Transporation o [ I [ I 0 [
Goldan

Transporation [ [ [ [ [ [
within Gelden

Lack of awarensss [ [ 0 o [ 0
of Goldan as s

tourist destination

Lack of tourism [ [ [ [ [ [
attractions

Lack of guidad or [ 2 [ [ [ [
managed wourism

activitias

Lack of tourism [ [ [ [ [ [
EVE N1

Supphynumbar of [ - [ [ [ [
wisitor

accommodations

Wariaty/type of [ 0o [ [ [ [
wisitor

accommodations

Limited food & [ 0o [ [ [ [
baverage options

Lack of wellness [ [ [ [ [ [
tourism products

Lack of [ 2 [ [ [ [
sustainable

options or

Tervices

Qutdatad [ 2 [ [ [ [

Comm unity
planning




Saction 5 - Priorities Going Forward

Tourism Goldens mandate covers a range of themes and activities. We are interested in
better understanding where industry would pricritize our efforts.

Thears are twa main pillars of Tourism Golden's role: Destination Marketing and Dastination
Mznagemant.

Destination Marketing is more cutward focused and is described in the strategic plan as the
continuation of current, high performing investments as well as constant monitoring of marke:

opportunitios and initiation of new campaigns in response to these opportunities.

Dastination Manag t iz more inward (to Golden) focused and is described in the strategic plan

as including: provision of Visitor Information Services [in-destination); advocating for improved access
to and within Golden; supporting the delivery of remarkable and responsible experiencaes; sharing the
visitor perspective (for planning and investment considerations); and. engaging with residants.

On a scale of 1 to 5 whare 1 is ‘not a priority” and 5 is "essential’, what level of priority do you
belisve Tourism Golden should place on these two main pillars?

T-Net | o low 3- a- 5- Don't
a Brioe Medium High E ial K
Priority ity Priority Priority sEantia e
Drestination [ o [ [ 0 [
Marksting
Destination [ [ [ [ [ [
Managemeant

As noted, sach of the strategic pillar is comprised of various tactics. Please share your opinion of
what level of priority each of the following tactics should have?

Pra-trip planning {i.e.
&nsuring visitors
have the information
thay nesd whils
planning their trip 1o
Goldan)

Wisitor sarvices whila
in destination {i.e.
&nsuring visitors
have the information
and tools they need
wihile in Goldan)

Economic Impact

Encouraging
&COnTmic
sustainability of
tourism in Golden

Measuring the valus

of wisitors' sconomic

impact

Communication
about the valus of
the tourism industry
to the broadsr
Golden community

Devalopmant

Supporting tourism
product
developmant {i.e.
providing research,
tourism insights

and/or by identi
opportunities)

ToNet g lew 2 a- 5- Don't
= Priori Madium High Essential Enow
Priority ority Priority Priority
Visitors
Targeting wisitors - - [ [ - [
that are respectful of
snvironmeant and
peopla

Industry
developmant {i.e.
working with industry
to develop skills and
capacity that ensura
out:t:unding,
rasponsible and




inclusive tourism

SHperiences)

Resaarch

Devalopmant - Sustainakbility

Markating research
and dastination
parformance
tracking {i.a.
accurataly maasuring
industry and tourism
Goldan
parformance)

Support the G G G G G G
zustainable and

rasponsible growth

of visitor volumas

and tourism

revanuEs.

Encouraging [ [ [ [ 0 [
snvironmental

zustainability of

towrism in Golden

Advocate for Golden [ o [ o [ o
to be a physically

accassible

destination

Advocate for Golden [ [ [ [ - [
to be a diverse and

inclusiva dastination

Community & Government Relations

Build relationships [ - [ - [ -
with all lavals of

gowernment to

ensure the current

and future needs of

tha tourism industry

and visitor economy

are rmat

Build resident [ o [ o [ o
support for and

sngagemant with

tourism in Golden

Supporting [ [ [ [ 2 [

community
aorganizations on
labour shortages and
affordable housing

issuos




How much de you agree with the fellowing statement about the use of Gelden's MRDT
funds for afferdable housing?

Please rate each of the following program areas on a 1 -5 scale, where 1 = Strongly
Disagree and 5 = Strongly Agree. *

| support the 3-
usa of 1- Maithar

2- 4 - 8- Don't
Goldan Strongly Agree
MRDT Disagre Somawha Strongl Knao

or
ravanues - Di:agm tAgrae ¥ Agree w

far... @

Somawha
t Disagrea

Affordable or [ [ [ [ [ [
workforce
housing
initiativas that
have no direct
banefit 1o tha
tourism
inclustry

Affordable [ [ [ [ [ -
housing
infrastructura

initiativas that
diractly
bansfits tha
tourism
inclustry

Housing [ [ [ [ [ 0
supply
initiatives that
bensfit the
tourism
inclustry (s.o.
waorkforce
housing
developmants

Please check up to five of the following sustainability initiatives that you think are
priorities in the foresesable future?*

Understanding and tracking Golden resident sentiment towards tourism

Enhancing visitor information and education on responsible and respactful behaviour {e.g., s visitor
coda of conduct when visiting local parks, trails, campgrounds, and other outdoor recreation and
community spacas)

Enhancing visitor awareness of safe and responsibla backcountry recraation

Targeting ‘responsible tourists” in marksting initiztives

Gatharing data to inform the tracking and management of visitor voluma, value and behaviowr.

Working with Golden tourism businesses to implement or enhance sustainakbility practices such as
waste management, and carbon smissions reduction

Encouraging new tourism product developmant that is anvironmentally sustainable

Encouraging Inclusive Tourism Expariences (sweryons can participate in tourism sxperiences,
including and especially thoss in vulnerable groups)

Enhancing Accessibla Tourism Experisnces {peopls of all abilities have the opportunity to fully
participate in tourism expariencas)

Incraasing shoulder season visitation
Increasing visitor yield {i.e. expanditures par visitar]
Attracting and retaining tourism labour

Affordsble housing initiatives

Nona

Are there other sustainable tourism initiatives not listed above that you would like to
see implemented in Golden?

If 50, plaasa fill in your response.
-
A ¥




Section & - Other Comments

That completes the survey; however, we would ba happy to hear any other comments that
wvou would like to share with Tourism Golden.

Are there any other comments you would like to share about Tourism Golden or
tourism in Golden?

a0 o

Thank You for taking the time out of your busy schedule. Your

feedback is very important and Tourism Golden appreciates your
sharing.
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For more information contact:

= ’ Joanne Sweeting

SETOURIS M=

Executive Director, Tourism Golden

301G €I

GOLDEN RULES

joanne@tourismgolden.com
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