INSPIRING THE WORLD:
2019 BUSINESS PLAN OVERVIEW
OUR PURPOSE
Inspire the world to experience the indelible awe
of Banff and Lake Louise.

OUR VISION
A bold and disciplined marketing organization committed to
the growth of our tourism economy and the curation of our
brand.

OUR STRATEGY
We will grow member revenue to $10.4 million by 2020,
through working with our partners to share the indelible awe
of Banff and Lake Louise with high yield travellers in growth
markets.

OUR MANDATE
Banff & Lake Louise Tourism (BLLT) focuses
on building year-round visitation. To achieve this,
we will:
»» Work with our members, Parks Canada, and
the communities of Banff and Lake Louise.
»» Be governed by an elected Board of Directors.
»» Partner with Travel Alberta, Destination
Canada, and like-minded partners.
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OUR BRAND PROMISE
Providing moments of indelible awe. The rare experience
that hits so hard, it stays with you forever. In Banff National
Park, these life-changing moments are born from a seemingly
inexhaustible supply. It’s a sudden connection between
people and the natural world that instantly brings both to
life. It’s real, overwhelming, and unforgettable. And it is the
unique point of difference for Banff and Lake Louise.

THE 2019 SCORECARD
GENERATE
YEAR-ROUND
DEMAND

OBJECTIVES

GOALS

Grow visitation in
winter and shoulder
season

STRATEGIES
INCREASE AVERAGE
ANNUAL OCCUPANCY
TO

71.9%

Defend summer
revenue

14,266 ROOM
NIGHTS’ GROWTH

EXCLUDING JUNE TO SEPTEMBER

2 MILLION

LEADS TO MEMBERS

LEAD WITH BRAND

OBJECTIVES

GOALS

Build destination
brand alignment

STRATEGIES
BRAND AWARENESS RANKED:

2ND IN CANADA
4TH IN U.S.

Fuel traveller
advocacy

SOCIAL MEDIA ENGAGMENTS:

1.35 MILLION

STRENGTHEN
INDUSTRY
ALIGNMENT

OBJECTIVE

GOALS

Work together
as a destination

»» Make events a reason to visit in January, April, November, and early December.
»» Grow destination awareness as a place to visit in the winter.
»» Increase visitation by destination skiers.
»» Increase the number of MICE groups and visitors in destination.
»» Grow winter visitation through tour operator and travel agents.
»» Generate leads to members during the consideration phase and in-destination.
»» Establish BLLT as a trusted source of how to experience Banff National Park.
»» Maintain summer visitation by continuing to showcase activities with capacity
through the summer.
»» Manage issues proactively to mitigate losses in visitation in the event of in-destination incidents.
»» Focus on enhancing the visitor experience in summer.
»» Increase in-destination lead generation.

»» Build awareness in key markets as a desirable place to visit every month of the year.
»» Protect the destination reputation as a desirable year-round travel destination.
»» Increase earned media for the destination and its members in Canada, U.S., U.K.,
Australia, Mexico, and China.
»» Grow BLLT social media following.
»» Support the delivery of an exceptional visitor experience.
»» Engage key local and global influencers to add credibility to the destination.
»» Grow the consumer database.
»» Increase lead generation during the consideration and evaluation phase.

STRATEGIES
$10,102,470
MEMBER REVENUE

»» Demonstrate value to members.
»» Engage members, key stakeholders, and the community in events
and campaigns that elevate the destination as a whole.
»» Increase member and stakeholder engagement in business planning.

NET PROMOTER

_
SCORE: >76

OPERATE A
PERFORMANCEBASED BUSINESS

OBJECTIVES
Promote employee
effectiveness

GOALS

STRATEGIES
MARKETING COSTS
TOTAL
>_ 85% OFEXPENDITURE

Optimize investments
Deliver exemplary
fiscal processes
and audit outcomes

CLEAN

AUDIT OUTCOME

»» Support improved employee effectiveness.
»» Manage the employee lifecycle.
»» Improve efficiencies, internal processes, and reporting.
»» Generate visitor, traveller, and industry insights to inform
decision-making for BLLT and its members.
»» Enhance reporting to ensure marketing effectiveness.
»» Identify, mitigate, and manage risk for the organization.

