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Executive Summary 

The Vancouver 2010 Olympic and Paralympic Winter Games provides a once in a 

lifetime opportunity to accelerate global awareness of Canada’s refreshed tourism 

brand in nine key markets around the world. By leveraging the media exposure 

afforded by the 2010 Winter Games, the Canadian Tourism Commission (CTC) will 

work with its partners to differentiate Canada’s tourism brand and compel the world to 
explore Canada.  

In its role as a national marketing organization, the CTC will implement an Olympic 

Games Tourism Strategy to market Canada as a desirable tourism destination before, 

during and after 2010. The strategy is built on a three-phased approach to be 

implemented between 2008 and 2012. 

 PHASE 1 - Brand Building: The CTC will use the run-up to the Olympic Games as 

an opportunity to create a tourism personality for Canada and strengthen partner 
relationships to enhance the way the Canadian travel experience is communicated 

to the world. In particular, the CTC will develop an enhanced and sustained 

relationship with media and new business partners. The organization will also further 

develop the assets (video, images, and stories) that will be fundamental to executing 

Phases Two and Three. 

 

 PHASE 2 – Media Relations & Web: During this intense period of the 2010 Winter 

Games, the CTC will leverage relationships established in Phase One, moving to a 

focus on media relations and web communications. Media relations activities will 

showcase the “refreshed” Canadian experience via dynamic and intriguing images 

and stories targeted to global media and through the CTC’s enhanced website.  

 

 PHASE 3 - Harvest the “After Glow”: Phase Three of the strategy focuses on 

harvesting the “after glow effect” by sustaining the intrigue and interest that has 

been generated around the Vancouver 2010 Winter Games and extending it to new 

travel experiences in Canada. In particular, the CTC will work with its partners to 

target consumers and convert their interest in Canada into travel intentions with a 

focus on” closing the sale.” 
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The program initiatives developed in support of this strategy will be measured within 

the context of the overall balanced scorecard framework; (see appendix on page 28). 

For the 2010 Winter Games, the CTC will track and report on the following specific 

performance objectives:  

 Enhancing brand impact 

 Refreshing tourism brand positioning 

 Leveraging partner funding 

 Maximizing media ROI  

 Managing corporate reputation 

In addition, performance indicators related to “growing tourism export revenues” will be 

important to track as an indication of the overall performance of Canada’s tourism 

industry throughout the 2007-2012 period.  

Full implementation of this strategy will ensure that the 2010 Winter Games are not just 

an event, but a decade of opportunities for Canada’s tourism sector.  
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Introduction 

The Vancouver 2010 Olympic and Paralympic Winter Games provide unprecedented 

opportunities to showcase Canada to the world. By leveraging the media exposure 

afforded by the 2010 Winter Games, the CTC will work with its partners to differentiate 

Canada’s tourism brand and compel the world to explore Canada.  

The media focus surrounding the Vancouver 2010 Olympic and Paralympic Winter 

Games has the potential to accelerate global awareness of Canada’s tourism brand in 

nine key markets around the world (USA, Mexico, UK, France, Germany, Japan, China, 

Korea & Australia), while at the same time enhancing media relations efforts in the 

domestic market. Over 3.5 billion viewers will have their eyes trained on Vancouver, 

British Columbia and Canada, giving Canada an opportunity to position itself as a 

must-see destination. 

Of the total viewing audience, expected for the 2010 Winter Games, less than 1% will 

view the Olympic Games on site. The Olympic Games Tourism strategy has a very 

deliberate focus to target its efforts to reaching the 99% of viewers who will watch or 

experience the Olympic Games from their home countries. 

The Government of Canada has identified $26 million dollars for the CTC to develop 

and implement an Olympic Games Tourism Strategy to leverage this unique 

opportunity. This strategy will support the delivery of its strategic priorities and is 

aligned with its mandate and corporate strategy. Specifically, the strategy is focused on 

delivering on the corporate priority to leverage the media exposure of the 
2010 Winter Games. This strategy will also accelerate the ongoing efforts related to: 

consumer relevancy and differentiating Canada. Central to the Olympic Games 

Tourism Strategy is the opportunity to accelerate the awareness of Canada’s 

tourism brand and add depth and dimension to Canada’s image as a tourism 

destination. By promoting unique tourism images and stories, the CTC will build 

a bold new tourism personality for Canada and update perceptions of Canada as 

an exciting, modern and vibrant tourism destination.  
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Strategic Objectives 

The CTC Olympic Games Tourism Strategy focuses on leveraging media exposure in 

support of the following objectives:  

 Accelerate the CTC corporate strategy to differentiate Canada in a manner relevant 

to consumers 

 Add depth and dimension to Canada’s image as a tourism destination 

 Accelerate the building of a bold new tourism personality for Canada 

 Ensure the 2010 Winter Games have a lasting positive effect on Canada’s tourism 

sector 

 Support VANOC’s goal to promote the 2010 Winter Games as “Canada’s Games” 

 Support VANOC’s commitment to applying sustainability principles and practices 

The $26 million Advantage 

The additional $26 million investment by the Government of Canada enables the CTC 

to establish a Business Development unit to lead the implementation of the Olympic 

Games Tourism Strategy. Specifically, the CTC has developed three new program 

initiatives in support of this strategy: International Tourism Business and Media; 

Tourism Partners; and Building the 2010 Advantage. 

The activities within these programs are directly linked to the mandate and build upon 

existing expertise in global marketing, media and public relations. The outcomes of 

these programs will contribute to the Government of Canada’s objective to derive 

maximum benefit from its’ overall investment in hosting the 2010 Olympic Games. 

This incremental investment enables the CTC to establish an inventory of assets 

(imagery and stories), relationships with key media and partnership agreements that 

would otherwise not be possible. These benefits will support the CTC in delivering on 

the strategic objectives of the Olympic Games Tourism Strategy and in the long-term 

delivery of its corporate strategy. 

In addition to the incremental resources identified, the CTC will leverage its existing 

marketing and sales activities as appropriate in support of the strategy.  

Target Audience 

Consumer market segmentation research has identified three consumer audiences as 

the priorities for the communication efforts of the Olympic Games Tourism Strategy.  
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The innovative and award winning Explorer Quotient market segmentation model 

identifies nine universal Explorer Types, groups of consumers who share common 

travel motivations. Of these nine types, three have been identified as having the best 

strategic fit with travelling to Canada: Authentic Experiencers, Cultural Explorers and 

Free Spirits.  

These three Explorer types exist in large numbers in each of the key markets and will 

be the focus of marketing efforts around the Olympic Games. 

Research shows that upwards of 80 percent of citizens from the nine key markets 

watched some coverage of past Olympic Games, with markets like Germany and 

Japan consuming nine hours and 18 hours respectively. Viewership by country of the 

Olympic Games tends to depend heavily on the potential for that country’s athletes to 

perform at the Games.  

In particular, the CTC will focus its Olympic Games Tourism Strategy towards those 

markets with the highest propensity to “consume” Vancouver 2010 Winter Games 

media coverage. Focus will be on those countries where the Vancouver time zone is 

consistent with key tourism markets that will be covering the Olympic Games during 

“prime time.” Evidence from Salt Lake City, where the last Olympic Winter Games were 

held in a similar time zone, suggests the time zones of North America and Europe will 

be particularly favourable for viewing; however, it is anticipated there will be healthy 

coverage in key Asian markets as well.  

Working with the Department of Foreign Affairs, in particular the Canadian Embassies 

and High Commissions will allow the CTC to further leverage media exposure afforded 

by the Olympic Winter Games in countries where it does not traditionally invest its 

marketing dollars. The high Olympic Games viewing audience in countries such as 

Scandinavia, Italy and the Netherlands offer new opportunities to market Canada to 

potential travellers. 

Finally, while the CTC does not invest in stimulating domestic tourism, it does maintain 

a commitment to leveraging media relations in support of communicating the breadth 

of travel experiences available in Canada to the domestic market. That media 

investment will be evident as the CTC works closely with the Olympic Family and 

tourism partners to reach Canadians through a strong media relations program.  

Partnership Opportunities 

The CTC will support VANOC in its goal to promote the 2010 Winter Games as 

“Canada’s Games” and will begin to execute media, public relations and marketing 

activities in partnership with key Olympic sponsors in each of its core markets. The 

Commission will also focus on building the visual imagery and stories needed to market 

Canada during the Olympic Games, including the creation of a promotional video. 
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Led by the CTC, a National Tourism Marketing Working Group (NTMWG) will engage 

all provincial and territorial partners in realizing 2010 opportunities and play a key role in 

planning the Torch Relay, Cultural Olympiad and Opening and Closing ceremonies in 

order to offer worldwide media exposure to Canada that will be leveraged through 

relationships with broadcasters. In addition, the CTC will play a leadership role in 

engaging its partners and tourism industry representatives through the Tourism 

Partnership with Tourism British Columbia, Tourism Vancouver, Tourism Whistler and 

Tourism Richmond.  

In the years leading up to, during and after the Games, the CTC will work closely with 

both the accredited and unaccredited media to provide them with the images and 

stories to showcase Canada, its people, its geography, its culture and the experiences 

it offers potential travellers. During the Beijing 2008 Summer Games, the CTC will work 

with its partners to develop relationships with key media and leverage media exposure 

to host tourism-related events. Canada will also have opportunities to leverage its 

association with the “Olympic family” to benefit its marketing activities internationally.  



Strategic Approach 

The Olympic Games Tourism Strategy is a three-phased approach. The strategy 

supports the overall corporate strategy and its goal to generate export revenue. During 

each phase, the CTC will continue to market Canada through partnered campaigns to 

stimulate travel to Canada. 

Phase I 

BRAND BUILDING 

Pre-Olympic Games Period (January 2008 to September 2009) 

This phase is an opportunity to “get ready for the Games.” During this period, the CTC 

has an ideal opportunity to create a tourism personality for Canada and strengthen 
partner relationships to enhance the way the Canadian travel experience is 

communicated to the world. In particular, the CTC will develop enhanced and 

sustained relationships with media and new business partners. The organization will 

also further develop the assets (video, images, and stories) that will be fundamental to 

executing Phases Two and Three.  

1. Create a tourism personality for Canada: Canada is a mature tourism market 

that suffers from a bland tourism personality, which has been identified as its 

primary weakness as a destination brand.  

The 2010 Winter Games offers an opportunity to adopt a new vibrant personality 

as part of Canada’s tourism brand and to infuse that brand into the minds of 

consumers. In the years leading up to the Games, Canada will continue the 

successful brand building strategies it developed in 2005, while creating a sense 

of urgency that the time to visit Canada is now. This will include a significant focus 

on developing a” clearer distinguishable personality” that differentiates Canada in 

the minds of travelers. This will be supported by introducing key Canadian 

experiences in unique and previously untold ways. 

 

Simon Anholt’s Nation Brands Index continues to consistently rank Canada 3
rd

 

in the world. Canada excels on dimensions such as people, employment, and 

social values. However more recently, Anholt states Canada is still lagging on 

important tourism-driving factors… including a distinguishable personality and 

product differentiation. 

Canada needs to stand out, not just be a major competitor, but strive to be 

beyond category and above comparison. For that, Canada needs a bold new 

personality.  
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2. Strengthen and Expand Partner Relationships: In this relationship building 

phase, the CTC will engage partners in support of promoting the Canada.Keep 

Exploring tourism brand.  

A good brand builds incremental credibility by the global brands it is associated 

with. The CTC will leverage two to three key 2010 Winter Games sponsors to 

accelerate the tourism brand image over the next two to four years. The CTC will 

also forge new relationships with world broadcasters that will be maintained after 

the Games. Finally, the CTC will continue to establish key relationships with 

partners in the media and tourism partners across the country with the goal of 

leveraging new opportunities, including, for example, sponsorships to hosted 

media familiarization trips. The key relationship with the VANOC will also be 

nurtured. This relationship will allow for use of Olympic trademarks in joint 

sponsorships undertaken as part of the marketing initiatives for the Games.  

3. Further Develop CTC Assets: Building a bold new personality and strengthening 

relationships requires a solid base of information and technology. The CTC will 

focus its collective efforts on ensuring this foundation is in place by further 

developing its Asset Collection and Technology platforms.  

 Asset Collection: Develop a content and asset management system for all 

content that resides globally at the CTC (text, viral, digital). Collect assets that 

align with the brand and are influenced by partner input and intelligence from 

Product Innovation and Enhancement and Research. Ultimately, stories that 

both align with the brand and have traction in the media will be featured. 

 Technology: Knowing where to host assets and building a website are critical 

to success, specifically a system that is nimble, easy to navigate, searchable 

and has the look and feel of a sophisticated story-telling centre. E-marketing 

and IT will establish the platforms that will be needed to easily publish and 

share the media assets. 

Throughout Phase One, the CTC will continue to sustain its ongoing marketing 

initiatives and to focus its core investments on enhancing Canada’s desirability as 

a tourism destination, while stimulating visitation to Canada.   

Phase One is also critical for the work in the Sales and MC&IT units across the 

globe. In order to shift from an awareness level marketing approach to a tactical 

sales approach, (when the focus in Phase Three shifts to selling trips to Canada), 

the following will be accomplished: 

 Educating Canada’s tour operators and travel agents by investing in an 

advanced Global Canada specialist program, which will highlight Canada’s 

new tourism experiences consistent with its brand. This program will include 

education, outreach, familiarization tours of Canada and a significant focus on 

Canada’s newly enhanced experiences at Rendez-vous Canada in 2008 and 
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2009 (Rendez-vous Canada is a CTC-led trade show that introduces tour 

operators and the travel industry from around the world to Canada’s tourism 

destinations, experiences and products.) 

 Developing and enhancing Canada’s tourism experiences through the CTC’s 

Product Innovation and Enhancement team. 

 Establishing targeted sales objectives and plans for inclusion of Canada’s 

new experiences, destinations and products in CTC overseas markets in 

support of tour operators’ advanced buying cycles. 

 Generating awareness of Canada as a significant corporate/ incentive, 

meeting and sports event destination based on its experience as a facilitator 

of one of the world’s biggest events. 

  Developing (by spring 2009) the tactical marketing/media and 

communication strategy for spring of 2010 to allow partners sufficient time to 

invest in the strategy. 

Phase II 

MEDIA RELATIONS 

Just in Advance and During the 2010 Winter Games (October 2009 to April 2010) 

During this intense period of the Games, the CTC will build on the foundations 

established in Phase One to focus on media relations and web communications.  

Media relations activities will showcase the refreshed Canadian experience via dynamic 

and intriguing images and stories targeted to global media, and through the enhanced 

website.  

It is anticipated that due to the work done previously (2005-2009), Canada’s brand 

personality has begun to resonate with target audiences and perceptions have begun 

to change on what travellers can expect when visiting Canada. Relationships with key 

media partners have been established and up to 5,000 journalists from around the 

world will have visited Vancouver and Canada in preparation for the Games. The 

opportunity in this phase is to take these enhanced perceptions of the Canadian travel 

experience among world influencers, such as media personalities and broadcasters, 

and make them real through stories and images. 

Consumers residing in the core target markets will have an opportunity to see through 

a variety of media what Canada has to offer as an inspirational tourism and meeting 

destination.  

The CTC will be working closely with its media partners to undertake the following 

activities: 

 Provide accredited and unaccredited media stories, media pitches and production 

assistance 
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 Use national partnerships in MC&IT programs (ASAE, PCMA, MPI, etc.) and key 

meeting trade publications to influence story ideas around event execution and 

related services and facilities 

 Host media across the country to experience firsthand a “refreshed Canada” 

(pre/during/post Games) 

 Support media inquiries, including live broadcast opportunities 

 Facilitate discussions and strategic alliances with public and media relations tourism 

partners to assist in maximizing promotion of their regions (e.g., during the Torch 

Relay) 

 Monitor the CTC consumer website to manage the accelerated hits to the site and 

to capitalize on hot story ideas 

 Distribute information via multiple channels (digital, viral and other new technology) 

 Continue to monitor the pulse of the media coverage to leverage any opportunities 

that may come up with new story ideas each day 

 Develop a long-term media relations plan for the post-Games period  

 Work with Foreign Affairs and International Trade Canada (DFAIT) and other federal 

government departments such as Canadian Heritage and Agriculture Canada to 

promote niche story ideas 

 Engage partners in the CTC Crisis Communications Plan and ensure that industry 

and government partners are informed and educated with respect to the working 

points of the plan, and to ensure any negative perceptions of Canada that may result 

from coverage of the Games coverage is mitigated through a communications 

strategy  

During the actual period of the Vancouver 2010 Olympic Winter Games, the CTC will 

not be running any simultaneous marketing campaigns as media and the Internet 

coverage of the Games will dominate. The key marketing investment will be on key 

word searches and search engine optimization making it easier to search and locate 

the refreshed and optimized consumer and media websites. As well, during this time, 

the CTC will leverage investments in social media and blogging platforms to distribute 

its own stories about Canada developed over the previous year.  

Phase III 

Harvest the “After Glow” 

Post Games Period 

The final phase of the Olympic Games Tourism Strategy is designed to harvest the 

“after glow effect”, the positive impact that has been built up from Phases One and 

Two and during the Games.   
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By this time, consumers from key markets around the world ,will have been exposed to 

a refreshed Canada tourism brand. By 2010, Canada’s brand personality will have 

taken shape and created an intriguing image in the minds of travellers, leading to 

increased interest in vacations to Canada. This phase focuses on turning the interests 

of consumers in travel to Canada into real intentions. 

The CTC global marketing and travel trade campaigns after the 2010 Winter Games 

shift significantly from building brand awareness to a tactical sales approach with the 

goal of closing the sale. The marketing legacy established by the work leading up to 

the 2010 Games provides a unique opportunity to convert that high level of interest in 

Canada to actual vacations. In preparation for these tactical advertising campaigns, the 

travel trade will have had significant training on Canada’s new products, and partners 

will be ready with tactical offers. Collectively, the CTC and the tourism industry will 

highlight travel experience packages and price points in partnership with suppliers 

across Canada in Canada’s key markets. 

Media relations efforts will continue in this phase to leverage the after glow along with 

future Games opportunities, in particular, the London 2012 Summer Games. With a 

legacy of media stakeholder engagement in place, the CTC will be able to leverage 

these relationships for future campaigns and events, as well as provide best practices 

outreach for its employees, the industry and key markets. A key deliverable for the 

industry will be a “lessons learned” document published by the CTC. 
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Legacy: A new way of doing business for the Canadian 

Tourism Industry 

Integrated 2008-2012 Global Marketing Model 

As a result of the 2010 Winter Games, Canada’s tourism brand image will be cast for 

future generations. The stage is now set for the CTC to strategically approach all its 

marketing initiatives in an integrated fashion. Integration will ensure that efforts in the 

areas of Public Relations, Media Relations, Marketing, Business Development and 

partner relations are coordinated, and that a consistent image of Canada as a prime 

travel destination is shared around the world. 

Key guidelines for ensuring an integrated approach include: 

 Develop a common messaging platform as an overlay to all CTC messaging that will 

focus on delivering key messages using a tone and manner that conveys the 

Canadian “personality”  

 Ensure messaging is integrated and crosses all communication channels in global 

and geo-market programs to ensure efficiencies, and strengthen reach/voice 

 Implement a new partnership model 

 Evaluate all programs and tactics to ensure alignment with: 

• Targeted EQ Types (Authentic Experiencers, Cultural Explorer and Free Spirit) 

• Product Truths as identified by the Product Innovation & Enhancement group 

 Ongoing research to determine key products/experiences that differentiate 

Canada and resonate with key EQ targets 

 Note that research will be undertaken to better understand the relationship 

between EQ Types, geo-markets and attitudes toward the 2010 Winter Games 

 Incorporate brand-sustaining and tactical elements in 2011 and shift emphasis 

further toward the brand in 2012 programs 

 Invest significantly in augmenting the online experience delivered through 

Canada.travel 

• Communicate the Canadian travel experience through incorporating the EQ (as a 

content customization and consumer data collection engine) and via online travel 

content  

• Partner with the industry to ensure widespread distribution of Canadian travel 

content 

• Use digital and viral programs to inspire travellers via social media and blogging 

platforms 
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Program Initiatives 

To implement the strategic approach outlined within this strategy, the CTC will focus 

on three program areas: International Tourism Business and Media; Tourism Partners; 

and Building the 2010 Advantage. 

International Tourism Business and Media Program: Leading up to 2010, the CTC 

will invite up to 5,000 journalists from around the world to Vancouver and Canada to 

learn about the Games, collect related Canadian stories and images, and learn about 

Canada’s Aboriginal cultures and heritage. The CTC will provide broadcasters such as 

NBC in the U.S. with videos and images of Canada, and will showcase the Games and 

Canada at three to five major international tourism industry events. During the 2010 

Winter Games period, the CTC will provide journalists and broadcasters in Vancouver, 

expected to number approximately 10,000, with media briefings and packaged 

information products, provide services targeted towards as many as an additional 

5,000 non-accredited media that will be present, and host up to 75 international 

tourism businesses and executives to showcase Canada’s tourism industry and ability 

to host world class events. Similar services and events for media and tourism industry 

representatives will be provided during the Beijing 2008 Summer Games. 

Tourism Partners Program: Leading up to and during the 2010 Winter Games, the 

CTC will enter into a partnership with VANOC to promote them as “Canada’s Games.” 

This agreement will allow for use of Olympic and trademarks and for the CTC to 

undertake joint marketing programs. In return, the CTC will provide advice and 

expertise to VANOC on media relations and the planning of the Torch Relay and the 

Opening and Closing Ceremonies for the Games to ensure maximum international 

media coverage. The CTC will also work to ensure full exposure of cities, communities 

and regions across Canada and to present a clear and consistent image of the country 

to international audiences. The CTC will co-host with VANOC special events, such as 

“Canada 2010 Nights” for visitors and media in Beijing during the Beijing 2008 Summer 

Games and will work with tourism partners at the BC-Canada House. The CTC will 

also enter into joint marketing agreements with at least two Canadian sponsors of the 

2010 Winter Games, such as Hbc, and two international sponsors, such as Visa, to 

promote Canada through international marketing and sales. 

Building on the 2010 Advantage Program: In the post Games period 2010 to 2012, 

the CTC will take steps to reinforce the positive images and memories of the 2010 

Winter Games, and association with Canada, to attract more visitors to cities and 

communities across the country. The CTC will invite up to 2,000 journalists to Canada, 

continue joint international marketing activities with sponsors, and provide tourism 

agencies and other stakeholders in provinces and territories across Canada with advice 

and services they can use to develop marketing strategies to take advantage of 

increased interest in Canada as a result of the 2010 Winter Games. 
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Existing CTC program activities will also contribute to the implementation of the 

Olympic Games Tourism Strategy. 

Research: 

The CTC will conduct consumer market research on those Explorer Quotient traveller 

segments in core markets where there is a strong correlation with 2010 Winter Games 

media coverage and viewership.  

Product Innovation and Enhancement (PIE): 

PIE will continue to work with the industry to identify product experiences, influence 

product innovations, and write Canada’s travel experiences to introduce the unique 

wow experiences available in Canada.  

Media: 

Media relations programs will continue to focus on developing relationships with key 

media. Stories and story ideas along with imagery that reflect the brand essence and 

position Canada as a must-see destination will be developed and pitched. Researching 

the needs of the various media (including social media) will be part of the relationship 

building activities. The CTC will leverage existing signature events such as GoMedia 

and Media Marketplace to influence travel writers and communicate the Canadian 

travel experience. 

Sales: 

The CTC will continue to work with its travel trade partners to sell the Canadian travel 

experience throughout all three phases of the strategy. The global in-market offices will 

leverage the 2010 Winter Games messages through existing key events, or in 

developing new events that can leverage Canada’s tourism brand. Throughout the 

2008 to 2010 period, the Sales team will focus on developing travel trade assets (e.g. 

Global Canada specialist program and tour operator familiarization of new travel 

product and packaging) and work with Canadian travel partners to develop new travel 

experience “packages” to support the third phase of the strategy.   

During the Beijing 2008 Summer Games, the CTC will focus its China office on 

reaching travel trade and consumers during key periods of time, by leveraging the 

BC/Canada House asset.  

E-Marketing: 

To prepare for the demand for web-based information about Canada, the CTC will 

develop its web platform to communicate electronically the full spectrum of tourism 

product experiences available across Canada.  
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Information Technology: 

In support of the electronic marketing and communications platforms, the CTC will 

ensure it is investing in the tools and technology necessary to deliver its strategy 

objectives. 

Meetings Convention and Incentive Travel (MC&IT): 

The CTC will leverage existing partnerships with meeting planning associations such as 

ASAE, PCMA and MPI to market Canada as country with state of the art media, 

convention, meeting and sports facilities and experience executing world class 

international events. 

Global Marketing: 

Throughout the implementation of the Olympic Games Tourism Strategy, the CTC will 

continue to focus on global marketing campaigns, including the development and 

launch of a global advertising campaign for broadcast distribution on television, the 

internet or other electronic media for release in the period leading up to the 2010 

Winter Games. 

Business Development: 

The role of the business development team will focus on leveraging long term non 

traditional partnership opportunities with key Vancouver 2010 Olympic and Paralympic 

Winter Games sponsors and media to accelerate global awareness of Canada’s 

tourism brand. 

Work will continue on further development of existing relationships within the Canadian 

and international tourism industries in addition to developing non-traditional business 

relationships. 

The unit will identify business opportunities that provide the best strategic alignment 

with CTC corporate goals and objectives. 

The Executive Director of the unit will work to leverage the CTC brand to secure 

financial participation for joint projects that will further complement and supplement 

existing sales and marketing programs.    
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Performance Measurement 

The program initiatives developed in support of this strategy will be measured within 

the context of the CTC’s overall balanced scorecard framework. A scorecard will be 

developed to track and report on the specific performance objectives for the 

Vancouver 2010 Winter Games such as enhancing brand impact, refreshing tourism 
brand positioning, leveraging partner funding, maximizing media ROI and managing 

corporate reputation. Performance indicators related to growing tourism export 
revenues will be important to track as an indication of the overall performance of 

Canada’s tourism industry throughout the 2007-2012 period. 

The following is a list of the specific performance measures that are aligned with the 

Olympic Games Tourism Strategy: 

Performance Objective Performance Measure Target 

Aided destination awareness 

Unaided destination awareness ● Enhance brand impact 

Interest in / likelihood of visiting Canada 

● Leverage partner investment Partner contribution 

Aided brand awareness 
● Tourism brand positioning 

Unaided brand awareness 

Media impressions on Olympic Games and 

Canada tourism 

Partners engaged 

● Leverage media exposure of 2010 

Winter Games 

Positive/negative press 

Benchmarks to be set in 

2008 

In addition, the CTC will report on the following specific program targets: 

Program Area Program Activity Targets 

● Host journalists in Canada 5,000 journalists 

● Provide journalists and broadcasters with media 

briefings and packaged information products 

10,000 journalists and 

broadcasters 

● Provide non-accredited media with media 

briefings and packaged information products 
5,000 non-accredited media 

International Tourism 

Business and Media 

Relations 

● Host international tourism businesses and 

executives 
75  businesses and executives 

● Enter partnership with VANOC Partnership arrangement 

● Ensure full exposure of cities, communities and 

regions across Canada 
 

● Co-host special events with VANOC 
Work with tourism partners at BC-

Canada House 

Tourism Partners 

Program 

● Enter joint marketing agreements with Canadian 

and international sponsors 

Agreements with two Canadian 

sponsors and two international 

sponsors 

● Host journalists in Canada 2,000 journalists 

Building on the 2010 

Advantage Program 
● Provide tourism agencies and other 

stakeholders in Canada with advice and services 

to develop marketing strategies 
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Communications Plan 

Objectives 

 Ensure that the Government of Canada’s investment is profiled and benefits for the 

incremental investment are demonstrated 

 Engage partners in the implementation of the Olympic Games Tourism Strategy 

 Leverage 2010 Winter Games event opportunities to communicate key messages 

about the Canadian travel experience and the Olympic Games Tourism Strategy 

Strategic Communication Considerations 

Government of Canada 

Government transparency and accountability will be key in maintaining the integrity of 

Canadians’ investment in the Games. A commitment from the CTC to show tangible 

return on investment will ensure that the organization is aligned with Government of 

Canada (GOC) priorities and accountabilities. 

Tourism Industry Partners 

The CTC is in a unique position to provide a balanced communications approach that 

reflects regional and national realities. Engagement of tourism industry partners in all 

regions will be vital in creating a pan-Canadian sense of ownership and collective 

legacy.  

CTC Board of Directors 

The Board of Directors sets direction for the Commission and approves the allocation 

of resources. The board is accountable to the Government of Canada. At the quarterly 

board meetings, a full report on the approach to the 2010 Winter Games will be 

presented and measurable results documented to ensure that Treasury Board 

guidelines are being met.  

CTC Staff 

CTC staff in Vancouver, Ottawa and offices around the world will serve as global 

ambassadors for the 2010 Winter Games. Providing staff with extensive updates on 

the involvement in the Games will ensure that the objectives of the initiative are fully 

realized.  

VANOC 

The 2010 Tourism Consortium will work with VANOC to ensure that common 

objectives are met.  



 

Canadian Tourism Commission 23 

COMMUNICATIONS APPROACH 

1. Actively present opportunities for profile for the Secretary of State (Small Business 

and Tourism) and Minister of Industry Canada (announcements, media releases, 

etc.) to demonstrate federal activity and investment benefits from the 2010 Winter 

Games. 

2. Fully utilize existing CTC publications, websites and media marketplaces and 

trade shows to reach key stakeholders. 

Networks: 

 Federal-Provincial Tourism Ministers Roundtable 

 National 2010 Tourism Marketing Working Group 

 Provincial and Territorial Tourism Industry Associations (PTTIA) 

 CTC-PMO Communicators Network 

 CTC PR Network 

3. Use events leading up to the 2010 Winter Games such as the two-year count 

down; the Quebec 400
th
 anniversary and the Beijing 2008 Summer Games to 

communicate messages about the Canadian travel experience. 

4. Integrate 2010 Games updates into all CTC management, board, industry and 

staff events. 

5. Work with partners to integrate 2010 considerations into CTC Crisis 

Communications Process and ensure that industry and government partners are 

informed and educated about process. 

6. Work with industry associations such as TIAC and HAC to ensure coordinated 

outreach to Canada’s tourism industry and wider business community regarding 

2010 tourism-related planning and execution. 



Appendix A 

Lessons from other host nations 

The Games 

There has been an increase in knowledge about Australia across markets. 

 Know a great deal/Know quite a lot 

 
Pre Olympics 

% 

Post Olympics 

July/August 2001 

% 

 

USA 32 43 +9% 

UK 27 41 +14% 

Germany 13 27 +14% 

Hong Kong n/a 21 n/a 

Taiwan 4 39 +35% 

Japan 15 20 +5% 

 

Marketing Considerations 

 Need for national marketing co-operation and coordination 

 Need to build a legacy that extends beyond 2010 

 Learn from the experience of past Olympic Games host nations 

 Leverage Canada’s existing brand and tourism marketing program strengths 

Learning’s from Host Nations 

 The world doesn’t really pay attention to the host nation until shortly before the 

Olympics Games 

 

24 CTC 2008-2012 Olympic Games Tourism Strategy 



 

Canadian Tourism Commission 25 

 While positive impressions are retained, the world’s interest quickly wanes post-

Olympic Games 

 Vancouver may receive a legacy benefit; the job is to ensure that benefit extends 

across Canada 

 

The Attrition Curve
2010

Olympics

Awareness        Consider            Intent              Purchase                 R/R/R
 

 

 Once the Olympic Games arrive, any further brand-building efforts are redundant – 

focus on harvesting interest in the post-Olympic Games period 

19 July 2001 

The Australian Tourist Commission (ATC) today detailed changes 

to its operations for 2001/02 aimed at placing a greater 

emphasis on converting awareness and interest in Australia into 

actual visitation. Managing Director, Mr. Ken Boundy, said the 

ATC's global activities had been reassessed resulting in more 

emphasis on tactical advertising and promotional activity. 

 

The post-Games strategy involves four key elements which were 

specifically aimed at capitalizing on Australia’s post Games 

popularity. The four key elements include: 

 Over 90 joint tactical advertising campaigns promoting holiday 

deals launched immediately following the Games. The joint 

campaigns, worth more than US$25 million, involved more 

than 200 industry partners  

 An aggressive US$3 million direct marketing campaign 

including the redevelopment of the ATC’s Internet site, 

australia.com  



 Research was undertaken on how the Olympic Games 

exposure had shifted Australia’s image internationally  

 Building of the lucrative Meetings, Incentive, Convention and 

Exhibition (MICE) sector, through Team Australia, a coalition of 

MICE bodies led by the ATC 

 
 

• Focus on the travel destination, not the Olympic Games. 

• There is an aversion to travel to the host region in the period immediately 

preceding the Olympic Games 

 Interest and involvement in the Olympic Games varies by geography, demographics 

(and presumably, EQ Type) 
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 The media should be treated as partners. Recognize their needs and where they 

intersect with those of the host nation. 

The ATC’s Olympic Games Media Strategy included: 

 Hosting more than 2,000 international journalists to Australia in 

1999 and 2000 through the Visiting Journalists Program (VJP)  

 Servicing more than 50,000 international media inquiries  

 Providing a specialist website for the international media  

 Bringing international broadcasters to Australia before the 

Games  

 Working with international television and radio broadcasters to 

provide story leads, production assistance and quality sound 

and vision resources of all parts of Australia  

 Assisting international newspapers and magazines with story 

leads and photography of all regions of Australia 

 
 Vancouver 2010 sponsors can become valuable partners pre and post the Games 

period. 

 Tourism-related websites receive significantly increased traffic during the Games 

period. 

Visitors to australia.com increased dramatically during the Games 

with the delivery of seven million pages of information, an increase 

of around 700 per cent compared to the same period in 1999. 

 

Success depends on ensuring; 

 National marketing co-operation and coordination with key stakeholders 

 Need to build a legacy that extends beyond 2010 

 Learn from the experience of past Olympic Games host nations (see Appendix-

Australia 2000) 

 Leverage the existing brand and program strengths 
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Appendix B 

Corporate Balanced Scorecard (BSC) 

Measure or Indicator 
Perspective Objective 

Name 

Unit of 

Measure 

2005 

Result 

2006 

Result 

2008 

Target
1
 

1.1a Tourism export revenues $ 17.0 billion 16.5 billion   

1.1b Tourism GDP % 2.0 2.0   

1.1c International tourist 

arrivals (a) 

# 18.8 million 18.2 million   

1.1d International tourist 

arrivals (b) 

Ranking 12 12   

1.1e International tourist 

receipts 

Ranking 12 11   

1
.0

 S
ta

k
e
h

o
ld

e
r 

1.1 Grow tourism export 

revenues 

1.1f Tourism employment # 625,800 633,600   
 

Create extraordinary stories         

2.1a Aided destination 

awareness 

% N/A N/A   

2.1b Unaided destination 

awareness 

% N/A N/A   

2
.0

 C
u

s
to

m
e
r 

2.1 

● Enhance brand 
impact 

2.1c Interest in / likelihood of 

visiting Canada 

% N/A N/A Benchmark 

         

3.1 Align market 

allocations to 

achieve highest ROI 

3.1a Development of tool to 

guide decision-making 

on market allocations 

Yes/No N/A N/A Yes 

3.2 Convert high-yield 

customers 

3.2a Conversion (formal) Ratio N/A N/A TBD
2
 

3.3 Leverage partner 

investment 

3.3a Partner contribution Ratio 1.1:1 1.2:1 1:1 

3.4a Budget variance % 0.44 -3.2 1.0 

3.4b Overhead costs %   18.5 18.0 

3
.0

 B
u

d
g

e
t 

/ 
F

in
a
n

c
ia

l 

3.4 Financial 

sustainability and 

accountability 3.4c Unqualified opinion on 

year end audit 

Yes/No Yes Yes Yes 

         

Theme: Research opportunities 

4.1a Relevance of business 

intelligence 

%     Benchmark 4.1 Provide timely and 

relevant business 

intelligence and data 4.1b Timeliness of research 

publications 

%     Benchmark 

4.2a Development of strategy 

to identify emerging 

high-yield markets 

Yes/No N/A N/A Yes 

4
.0

 I
n

te
rn

a
l 
B

u
s
in

e
s
s
 

P
ro

c
e
s
s
e
s
 

4.2 Identify emerging 

high-yield markets 

and product trends 

4.2b Identification of product 

experiences linked to 

high-yield target markets 

# N/A N/A 35 
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Measure or Indicator 
Perspective Objective 

Name 

Unit of 

Measure 

2005 

Result 

2006 

Result 

2008 

Target
1
 

Theme: Executing the brand 

Differentiate Canada to consumers     

4.3a Top country brand Ranking N/A 12   

4.3b Canada's brand value Ranking 2 3   

4.3c Aided brand awareness %     Benchmark 

● Tourism brand 
positioning 

4.3d Unaided brand 

awareness 

%     Benchmark 

● Align partners 
behind brand 

4.3e Partner brand adoption # N/A N/A Benchmark 

4.3 

● Leverage media 
exposure of 2010 
Olympic Games 

4.3f Media impressions on 

Olympic Games and 

Canada tourism 

# N/A N/A TBD
3
 

4.4 Consumer relevancy 4.4a Consumer contact 

information provided to 

partners 

# N/A 124,567 137,024 

Theme: Focus on markets of highest ROI 

4.5a Market plans articulate 

investment in high-yield 

markets which have 

been identified by 

Research 

Yes/No     Yes 

4.5b Average per person 

spend / night by CTC 

markets 

$ 114.53 117.30   

4.5c Tourist receipts from 

CTC markets 

$ 11.1 billion 10.9 billion   

 

4.5 Target marketing to 

high-yield niche, 

demographic & 

geographic groups 

4.5d Campaign ROI Ratio     Benchmark 
         

Organizational excellence     

5.1a Extent that 

organizational values are 

embedded in culture 

%     Benchmark 

5.1b Employee engagement %     Benchmark 

● Integrate 
organizational 
values into 
corporate culture 

5.1c Employee retention rate %     Benchmark 

5.1d PMPs completed 

(executed) 

%     Benchmark 

5.1e Participation rate at 

training sessions 

%     Benchmark 

● Promote learning 
and growth 

5.1f Proportion of budget 

used for training 

%     Benchmark 

5.1g Compliance with Official 

Languages Act 

Grade Poor Fair Good 

5.1h External awards or 

recognition received 

#     Benchmark 

5.1i Partner satisfaction % N/A N/A Benchmark 

5
.0

 L
e
a
rn

in
g

 a
n

d
 G

ro
w

th
 

5.1 

● Manage corporate 
reputation 

5.1j Positive press       TBD
5
 

1 2007 results were not available at time of publishing; 2008 targets were identified based on results from 2006. 
2 A methodology will be developed to determine the conversion level. 
3 Funding is required for each additional media clip. 
4 Air-seat capacities is calculated for direct (same code); operating flights only. Flights from Australia include one stopover. 
5 The CTC will assess its ability to collect this information. 
Blue text = CTC performance measures   Black text = industry performance indicators 
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Appendix C 

Specific Deliverables 2008-2012 

2008 

 Develop Canada promotional video and inventory of stories 

 Plan Torch Relay route with VANOC 

 Use Olympic brand in international marketing campaigns 

 Develop partnership agreements with domestic and international media 

 Develop b-roll and provide to media 

 Work with partners to support activities in Canada/BC Pavilion in Beijing and maintain 

presence during lead-up to Beijing 2008 Summer Games 

 Develop partnership agreements with sponsors (e.g. RBC) 

2009 

 Use Olympic brand in international marketing campaigns 

 Host major media event in Vancouver; host travel media throughout Canada 

 Develop strategy to work with broadcasters and unaccredited media and add to b-roll, 

image and story inventory 

 Follow-up to assess best practices for 2010 leveraging opportunities 

 Begin development of post-Olympic Games strategy to continue leveraging Games after 

2010 

2010 

 Leverage MC&IT opportunities in U.S./U.K./Germany by highlighting Canada’s ability to host 

large events 

 Use Olympic Games events to provide messaging for building on current marketing 

campaigns 

 Throughout Olympic Games, maintain presence at accredited and unaccredited media 

centres and provide b-roll and stories 

 Host partnership and events programming at CTC HQ during Games 

 Update post-Olympic Games strategy based on experiences 

2011 

 Global marketing campaign based on strong MC&IT potential following exposure provided 

by Olympic Games 

 Work with broadcasters to leverage post-Olympic Games opportunity 

 Organize media familiarization trips 

 Development of post-Olympic Games promotional video 

2012 

 Work with partners to support activities in Canada/BC Pavilion in London and maintain 

presence during lead-up to London 2012 Summer Games 
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 Engage top sponsors leading up to London 2012 Olympic Games to leverage residual 

opportunities and maintain strong presence in the U.K. 
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