
 

  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

22000088--22001111  BBUUSSIINNEESSSS  PPLLAANN    



 



i 

CHAIR’S MESSAGE 

 
 

Without question, our industry has faced considerable economic challenges over the 
past year:  The combination of high fuel costs, the sharp rise in the value of the 
Canadian dollar, and the weakening of the U.S. economy have all had a considerable 
impact on Canada‘s tourism industry.   
 
As we enter these trying economic times, I am confident that we will survive this 
downturn like we have so many others.  Canada‘s tourism industry will continue to 
show its resilience, and will emerge stronger than ever before, thanks to the creativity, 
ingenuity, and flexibility of the people working in this sector. 
 
TIAC has made great strides over the past year in conveying the magnitude of the 
issues facing the sector through our aggressive lobbying and communications 
campaigns.  As it has since 1930, TIAC will continue to effectively represent the 
interests of the tourism community nation-wide, and will continue to promoting positive 
measures that help the industry grow and prosper. 

 
Over the coming year, TIAC is ready to address evolving economic, environmental and regulatory concerns, and 
will continue its important work as the national advocate for Canada‘s $70.6 billion tourism industry.  The strength 
of any industry association, however, is its membership, and your interest and commitment over the next year are 
essential if we are to continue to build on our success as a vital force in Canada‘s economy. 
 
 
 

 
 
Ken Lambert 
Chair, 2007-08 Board of Directors 
Tourism Industry Association of Canada
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PRESIDENT’S MESSAGE 

 

 
On behalf of the Tourism Industry Association of Canada, I am pleased to present the 
2008-2011 Business Plan, which highlights the Association‘s activities over the past 
year, and outlines the initiatives that are planned over the following three years. 
 
As we move forward through the trying times ahead, TIAC will continue to respect the 
three principles that have guided our decision making for the past seven years. They 
are our three R‘s: Relevant, Responsive and Return-on-investment.   
 
TIAC values the trust of its membership, and is dedicated to providing them with a 
transparent accounting of the activities the organization undertakes on their behalf. 
Moreover, TIAC is committed to remaining engaged and responsive to its 
membership‘s needs, and innovative in its approach to lobbying, advocacy, 
communications and events management.  
 
The achievements of the past year speak to this level of performance, and the stated 

objectives in the Business Plan demonstrate TIAC‘s ongoing promise commitment to ensuring that the tourism 
sector in Canada reaches its full potential.    
 
 
 
 
 
 
 
 
 
 
 
Randy Williams 
President and CEO 
Tourism Industry Association of Canada
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EXECUTIVE SUMMARY 

The Tourism Industry Association of Canada‘s commitment to its membership is to ensure that public policy 
responds to the issues that face the sector, and that decision makers recognize the magnitude of the 
contributions that tourism makes to Canada‘s social and economic well being. The 2008-2011 Business Plan is 
an action plan which responds to the needs of TIAC‘s members, and provides the framework for the 
organization‘s work over the next three years.   
 
Canada‘s tourism sector faced significant challenges in 2008, with a number of external factors weighing heavily 
on the industry‘s health throughout the past year. Among these factors were the rapid escalation in fuel costs, the 
rise in the value of the Canadian dollar vis-à-vis other currencies (specifically the American greenback), and a 
weakening of the U.S. economy.   
 
To address the issues facing the sector and to provide guidance for the Association‘s activities going forward, the 
Board of Directors has identified a number of ends towards which TIAC can orient its direction and address 
through its day-to-day operations. These include: 
 

 That there is a Government agenda that is conducive to a growing and sustainable tourism industry. 

 That a national tourism strategy that addresses the competitive challenges Canada faces as an 
international destination is implemented and reviewed annually in collaboration with private industry. 

 That there is an effective advocate for tourism interests to media, businesses and the public – beyond the 
government lobbying responsibilities. 

 That there is a national clearinghouse, repository or ―go-to centre‖ for tourism issues. 

 That there is significant growth in the tourism industry in Canada. 

 That there is demonstrable value for membership investment. 
 
TIAC advocates for the tourism sector and highlights to decision makers the sector‘s continuing importance to 
Canada as a key economic driver, a strong contributor to employment and a significant source of government 
revenue. This role assumes added importance at a time when economic conditions in our primary in-bound 
market, the United States, are deteriorating.   
 

Over the last year, TIAC staff began to reflect on how challenging new global economic conditions and shifting 
travel patterns would, out of necessity, shape TIAC‘s future advocacy agenda. A process of reflection, study and 
consultation culminated this past June in the issuance of The Report on Canadaôs Tourism Competitiveness.  The 
policies and strategies contained in this document form the basis of the association‘s policy positions and planned 
activities for this present Business Plan. 
 
TIAC recognizes that research is an important part of the Association‘s advocacy and lobbying activities. To 
ensure that the advocacy efforts are properly supported, TIAC offers a variety of primary and secondary research 
capabilities.  Good public policy should be informed by sound research and hence TIAC will continue to enhance 
its data gathering capability, survey methodology, and analytical rigor to bring value-added to the government and 
public affairs work that it undertakes. 
 
Communicating TIAC‘s activities and events and highlighting the important contribution that tourism makes to 
Canada‘s economic and social well being are essential aspects of the work that the TIAC undertakes. A strategic 
communications approach that appropriately reflects and supports TIAC‘s public affairs and event management 
objectives reinforces the association‘s credibility with government and other stakeholders and strengthens its 
ability to lobby successfully.   
 
Events play an essential role in TIAC‘s ongoing development. In addition to signature events such as Canada‘s 
Tourism Leadership Summit, the Association is also a key partner in the development of several of Canada‘s 
most important events for the tourism sector, including the annual Rendez-vous Canada marketplace. The 
demonstrated leadership and success in the execution of events allows the organization to undertake other 
activities throughout the year, and exemplifies the commitment to excellence that is TIAC‘s hallmark. 
 
TIAC‘s primary responsibility is to its members who choose to invest in both the success of their own business 
and the sector as a whole. Not only do membership fees support the association‘s advocacy and lobbying efforts, 
but members also provide the association with the information and direction it needs to effectively represent them. 
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As a result, the association makes sure that all of its activities reflect the ―Three R‘s‖ – they must be Relevant, 
Responsive and providing a Return on members‘ investment. 

TIAC attracts considerable partnership interest by creating a measurable return on investment for potential 
sponsors. Events and properties associated with TIAC provide an effective platform for organizations to promote 
and further develop the business they conduct to the sector. In turn, sponsorship makes it possible to offset the 
cost of events organized for the benefit of the tourism sector and to increase their value to participants, while 
augmenting TIAC‘s revenues from membership and other sources in order to increase its effectiveness as 
Canada‘s national tourism advocate. 
 
TIAC is responsible for the effective accounting and managing of revenue and expenses. The budget report 
presented in this plan shows a healthy financial outlook, a surplus of funds, and a financially strong and healthy 
assets-to-liability ratio. 
 
TIAC will continue to serve as an effective national private-sector advocate for the tourism industry in Canada, 
advocating on behalf of its members and other stakeholders. The 2008-2011 Business Plan is a clear statement 
of the objectives that the organization has set, and the actions that TIAC will take in order to ensure the ongoing 
strength of Canada‘s tourism sector.  
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ABOUT THE TOURISM INDUSTRY ASSOCIATION OF CANADA 

Founded in 1930 to encourage the development of tourism in Canada, today the Tourism Industry Association of 
Canada serves as the leading national private-sector advocate for this $70.6 billion sector, representing the 
interests of the tourism business community nation-wide. It successfully influences government thinking and 
action on behalf of Canadian tourism businesses, promoting positive measures that help the sector grow and 
prosper. 
 
TIAC‘s membership reflects partnerships among all industries of the sector, as well as provincial, territorial and 
regional tourism associations, enabling the association to address the full range of issues facing Canadian 
tourism. 
 
Vision 
 
TIAC‘s Board of Directors has confirmed a series of ―ends‖ as its vision for the Canadian tourism sector:  
 
 

The Tourism Industry Association of Canada exists so that tourism is a strong, competitive, 
sustainable growth industry 
 
This End is further interpreted to include, but not limited to: 
 

1. Government agenda is conducive to a growing and sustainable tourism industry. 
 

2. A national tourism strategy is implemented and reviewed annually in collaboration with private industry 
that addresses the competitive challenges Canada faces as an international destination. 
 

3. There is an effective advocate for tourism interests to media, businesses and public – beyond the 
government lobbying responsibilities. 
 

4. There is a national clearinghouse, repository or ―go-to centre‖ for tourism issues. 
 

5. There is significant growth in the tourism industry in Canada. 
 

6. Value for membership investment. 
 
 

Government agenda is conducive to a growing and sustainable tourism industry 
 
This end is further interpreted to include, but not limited to: 
 

1.  A legislative and regulatory environment at all levels conducive to a growing and sustainable tourism 
industry. 
 
1.1 Enhanced transportation systems that allow growth of the tourism sector. 

 
1.1.1 The transportation system within Canada‘s high volume corridors offers visitors seamless 

inter-modal travel options. 
 

1.1.2  International air transportation to Canada offers enough capacity to increase Canada‘s 
International markets. 

 
1.2 Inter-provincial trade barriers do not impact on the travel and tourism industry. 

 
1.3 Travel to Canada is traveller friendly and efficient. 
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1.3.1 The Canada border is welcoming; enabling efficient flow of visitors; and with clear 
communications of required documentation, that meet the principles of affordability and 
accessibility 

 
1.3.2   The process to access a visa for entry into Canada is efficiently administered to allow 

timely and fair processing of applicants.  
 

1.4 The Federal Government‘s Speech from the Throne mentions the tourism sector. 
 

2.  Government programs are conducive to a growing and sustainable tourism industry. 
 

2.1 All three levels of government invest a fair and reasonable amount in tourism marketing in 
partnership with the tourism industry. 

  
2.2  All three levels of government invest on an ongoing basis in tourism product development (on  

  occasion with private sector interests) and infrastructure. 
 

2.3 Tourism is recognized as a valued and leading sector of the Canadian economy and is treated as 
such by the government. 

 
3.  Provincial/territorial associations have support for their advocacy efforts. 

 
4. To maintain the appointment of a senior ‗tourism‘ official in Parliament. 

 

 
A national tourism strategy is implemented and reviewed annually in collaboration with private 
industry that addresses the competitive challenges Canada faces as an international destination 

  
This end is further interpreted to include, but not limited to: 
 

1. Canada has a national tourism strategy that has been developed by industry in partnership with the 
provincial and federal governments. 

 
1.1 There is an annual review of the National Tourism Strategy and a report on progress made and 

adjustments required.  
 
1.2 The National Tourism Strategy addresses competitive areas identified in TIAC‘s  

   2008 Report on Canada‘s Tourism Competitiveness, namely: 
- air access and costs 
- border policy and infrastructure 
- Approved Destination Status with China 
- Intermodal transportation 
- human resources and foreign workers 
- marketing Canada 
- sustainability and climate change 

 
2. Canada is seen as a world leader in tourism environmental practices and sustainable development. 
Canada‘s rich outdoor and nature-based tourism experiences are being enjoyed to their full potential.  

 
3. Canada is viewed as a ―tourism centre of excellence‖ for its application of technology, innovation, tourism 

services and human resource development programs. 
 

4. Canada‘s tourism marketing model is recognized as a leader in the world. 
 

5. Tourism careers are sought after and respected. 
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There is an effective advocate for tourism interests to media, businesses and public –beyond 
the government lobbying responsibilities 
 
This end is further interpreted to include, but not limited to: 
 

1. The public, media and other industries are aware of the value of tourism to the economy and to quality of 
life. 

 
 1.1 The business and economy of travel and tourism is discussed regularly in the public media.  
 

1.2 Tourism interests are represented ―at the table‖ with other industries when planning and 
consultation with stakeholders, like land use, is undertaken.   

 
2. Access to financing and investment opportunities that meet the needs of the tourism sector exist.  

 
 

There is a national clearinghouse, repository or “go-to centre” for tourism issues 
 
This end is further interpreted to include, but not limited to: 
 

1. There is a conduit and forum for information about tourism issues among government, industries and 
members. 

 
2. Research enabling businesses to plan future directions exists. 

 
2.1  Primary research exists which provides analysis and support for all issues identified in TIAC‘s 

2008 Report on Canada‘s Tourism Competitiveness. 
 
2.2 Thorough analytic reports exist on specific and the most pressing issues impacting tourism 

competitiveness to support a lobbying effort. 
 

3. The roles of associations serving tourism operator interests are clearly understood by the industry. 

 
 

There is significant growth in the tourism industry in Canada 
 
This end is further interpreted to include, but not limited to: 
 

1. The tourism sector reaches $75 billion* by December 31, 2010. 
 

1.1  The number of overnight arrivals to Canada reaches 24 million* by 2010.  

 

1.2  The average length of stay for overnight arrivals from the U.S. is 4.5* and other international 
stays are 16* by 2010. 

 

1.3   The number of tourism businesses in Canada reaches 225,000* by 2010. 

 

1.4   Rendez-vous Canada international buyer attendance reaches its highest level in 2010. 

 

1.5   The ―Canada‖ brand is top of mind for international travellers from our primary markets in 2010. 

 

1.6  Canada hosts one of the best Winter Olympics and Paralympics Games ever held. 

 

*  Each of these numbers was originally sourced from Statistics Canada and will be reviewed against 
 Statistics Canadaôs reporting for 2010. Dollars are reported in 2010 value. 
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Value for membership investment 

 
This end is further interpreted to include, but not limited to: 
 

1. Members are engaged in the activities of the organization. 
 

2. Members participate and contribute to the public policy formation of the organization. 
 

3. Meaningful networking opportunities exist for the industry to share and learn from each other.  
 

4. Members are proud to be part of a growing and vibrant national tourism association. 
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CANADA’S TOURISM SECTOR AT A GLANCE 

A Diverse Sector 
 Canada boasts more than 180,000 tourism-related businesses, which operate in five key industry groups, 

accommodations; food and beverage services; recreation and entertainment; transportation; and travel 
services. 

 The Canadian tourism sector includes large, even multinational, companies, but 79% are small and medium-
sized enterprises with fewer than 20 employees. 

 

A Key Economic Sector 
 Spending on tourism commodities by business and leisure travellers amounted to $70.6 billion in 2007. 

 In 2007, 23% of total tourism expenditures were by foreign travellers, making tourism an important export 
industry.  In addition, domestic travel expenditures on tourism commodities reached $54.4 billion in 2007. 

 Total demand for passenger air and rail transportation reached $14.1 billion in 2007. 

 In 2006, there were 8,287 accommodation properties in Canada featuring 439,818 rooms open on an annual 
basis. 

 Canadian hotel properties saw an average occupancy rate of 65% in 2006. 

 Tourism GDP was $28.8 billion in 2007, a 5.1% increase over 2006.  Tourism activity represents 2% of 
Canada‘s GDP. 

 

Travelling in Canada 
 More than 30 million non-residents travelled to Canada in 2007.  

 Eighty-five percent of non-resident travel to Canada in 2007 was by visitors from the U.S.   

 Overnight travel from the U.S. accounted for 52% of total U.S. trips to Canada with 59% of these trips made 
by automobile. 

 Canadians made 42.6 million trips to the U.S. in 2007, of which 17 million were overnight trips.  Canadians 
also made 7.4 million trips to destinations other than the U.S. 

  

A Source of Government Revenue  
 Governments earn 29.1 cents for every dollar of tourism spending in Canada. 

 In 2006, tourism spending generated $19.4 billion in government tax revenues.  Of this amount, the federal 
government received $9.1 billion, $9.3 billion went to the provinces/territories and municipalities saw $1.1 
billion. 

 

A Major Employer 
 In 2007, tourism demand in Canada supported 654,100 full-time jobs. 

 According to the Labour Force Survey, 1.66 million people, or 10.1% of the Canadian workforce, rely on 
tourism-related businesses for their livelihood. 

 

An International Force  
 In 2006, Canada held 2.2% of the world‘s tourism market share, and ranked 12

th
 among the world‘s most 

popular destinations and 11
th
 in the world for total international tourist receipts. 

 According to the World Economic Forum, Canada ranks 9
th
 in the world in terms of tourism competitiveness, 

but due to high airport fees, taxation levels and fuel prices is ranked 114
th
 (of 130 countries) in terms of price 

competitiveness. 
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SITUATION ANALYSIS 

The situation of the tourism industry remains volatile at the present due to the interplay of various global 
economic, social and political challenges. Increased gas prices, the onset of recessionary economic conditions in 
the United States, continued terrorist threats and the fragility of the middle-eastern region have combined to 
render the global travel market somewhat uncertain in recent months. 
 
However there are also positive changes on the horizon with the heightened sense of anticipation around 
emerging, new sustainable tourism products, increased competition amongst destinations forcing Canada‘s 
industry to generate new, innovative and quality tourism products, and the phenomenal growth in emerging 
outbound travel markets such as China, India, Brazil and others. 
 
The Canadian tourism industry continues to demonstrate its importance to the Canadian economy as both a 
source of revenue and jobs. In 2007, tourism spending totalled $70.6 billion, which was a 6.1% increase 
compared to 2006, and employment reached 653,400 jobs, an increase of 2.8%. The total tourism Gross 
Domestic Product (GDP) reached $28.8 billion, or 2% of Canada‘s overall GDP.  
 
The challenges of the industry though can be demonstrated by Canada‘s international travel deficit, which has 
increased every year since 2002, when it was -$1.7 billion. 
 
In 2007, the deficit reached -$10 billion. 
 
 
Global Tourism on the Rise 
The growth of the global tourism market continues to increase and is predicted to reach new highs in the future. 
The United Nations World Tourism Organization (UNWTO) is forecasting 1.6 billion international tourism arrivals 
worldwide by 2020. In 2007, international tourist arrivals reached 903 million, which was an increase of 6.6% over 
2006. Additionally, international tourism receipts grew to $856 billion U.S. in 2007, representing an increase in 
real terms of 5.6% over 2006. The UNWTO states that the growth of outbound tourism in the past years is 
increasingly driven by emerging source markets.  
 
While there are some concerns about the generalized rise in prices worldwide and the impact this will have on 
operating costs and disposable incomes, the UNWTO believes that world tourism demand remains robust. The 
uncertainty over the global economic situation is currently affecting consumer confidence and could negatively 
impact tourism demand in the coming quarters. Tourism spending is influenced by various economic indices, in 
particular rising energy prices; however, tourism demand does vary from country to country as a function of local 
economies, labour markets and consumer confidence. Factors such as disposable income, travel budgets and 
confidence all play a role in the composition of demand as well. 
 
For the immediate future, the UNWTO is predicting that the growth of international tourist arrivals for 2008 will be 
positive overall and within a range of 3-4%. 
 
Canada is poised for success in capturing a larger share of the growing outbound tourism market if it improves its 
competitiveness with other destinations. According to the World Economic Forum Travel and Tourism 
Competitiveness Index released in March 2008, Canada is ranked 9th out of 130 countries which is a respectable 
position. However, there has been slippage of late as Canada was ranked in 7th place in 2007.  
 
Additionally, since 2000, Canada‘s overall market share of global tourist arrivals has decreased approximately 24 
percent, while overall global tourist arrivals to all countries have increased by approximately 24 percent. 
Therefore, Canada continues to lose market share at a time when more tourists are travelling internationally than 
before.  
 
 
The decline of the U.S. source market 
While the downturn in the U.S. economy is affecting all tourism destinations, the effect on Canada‘s tourism 
industry is particularly worrisome.  U.S. visitation to Canada is down 41% since 2000.  It is down substantially in 
terms of both the same day and overnight travel markets. 
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The fact that our largest tourism market, the United States, is currently going through a transformative economic 
shift will affect tourism in Canada in a far-reaching manner. High fuel costs, an incipient recession, a weakened 
U.S. currency, and consumer confidence shaken to its core, will result in a populace of U.S. travellers who will be 
far more discriminating in their discretionary spending in the future.  
 
Canada‘s tourism industry must adapt to these current economic conditions to ensure this important market does 
not erode further. Several strategies have been discussed to combat the challenges posed by the decline of the 
U.S. market.  Some have suggested looking in earnest at new emerging markets such as China or India; 
reviewing marketing tactics; or refocusing on alternative market niches of the leisure travel market. 
 
In 2009, Canada‘s tourism industry will undoubtedly face additional challenges from the U.S. market as the 
Western Hemisphere Travel Initiative‘s (WHTI) land and sea documentation requirements come into effect. Some 
progress has been made by the U.S. and Canadian governments to create more accessible, less expensive 
alternative documents such as the Enhanced Drivers Licenses or the U.S. issued PASS card. However, the initial 
impact for the Canadian tourism industry is likely to be significant as U.S. travellers become fully aware of the 
requirements, experience delays in obtaining passports from their own government, and increasingly choose to 
travel at home in order to avoid the new requirements. 
 
 
Domestic Travel Affected By Gas Prices 
The domestic market performed well in Canada in 2007 accounting for 77.1% or $54.6 billion of the total $70.6 
billion spent on tourism in Canada. This was an 8.7% increase over 2006. 
 
According to the Conference Board of Canada, the propensity of the average Canadian to travel has increased 
markedly since 2003. Prior to this, a combination of factors including the 9/11 terrorist attacks, the onset of the 
war in Iraq, SARS, and house price inflation, had caused the share of disposable income spent by Canadians on 
travel to fall to its lowest level since 1996.  
 
The recently increased propensity to travel is a reflection of Canadians‘ pent up demand, as well as demographic 
changes in the population. Canadians tend to be spending more on travel and less on homes or durable or semi-
durable goods. The demographic changes reflect the growing number of baby boomers whose children have left 
home, leaving them with the time and means to travel in increasing numbers. 
 
Unfortunately, in 2008 with the significant rise in fuel prices, Canadians‘ travel intentions have weakened. Fuel 
prices are having an impact in every household, whether it is direct weekly spending filling up the tank, increases 
in household bills, or higher prices at the grocery store, Canadians are facing changes to their budgets which are 
detracting significantly from their ability to travel. 
 
The Conference Board of Canada recently noted that domestic travel will remain flat over the crucial summer 
travel term. The latest travel indicators suggest that the domestic travel market will not grow over the short term, 
and may even decline slightly. Facing formidable gas prices, Canadians are expected to cut back on automobile 
travel. A gradual weakening in economic conditions is also taking its toll on consumer confidence.  
 
In addition to more expensive automobile travel, Canadians are also facing higher airline ticket costs. Soaring jet 
fuel prices are forcing airlines to raise their fuel surcharges and this will eventually be reflected in airfares.  
 
With regards to the accommodation market, hotel operators expect travellers to be more price-sensitive and stay 
closer to home in 2008. We are also seeing a trend towards shorter stays at hotels. 
 
 
“Going Green” – The New Buzzwords for Tourism 
Being ―green-friendly‖ has definitely become one of the hottest travel trends. The impact on the environment is 
top-of-mind for an increasing number of travellers across the globe. All sectors of the industry are embracing to 
varying degrees sustainable tourism and ecotourism practices in order to reduce their contributions to global 
warming. Companies that make the concerted effort are increasingly being noticed by the general traveller. 
 
According to The International Ecotourism Society (TIES), ecotourism is responsible travel to natural areas that 
conserves the environment and improves the well-being of local people. Ecotourism is about uniting conservation, 
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communities and sustainable travel.  TIES believes that those who implement and participate in ecotourism 
activities should adhere to the following ecotourism principles: 
 

 minimize impact 

 build environmental and cultural awareness and respect 

 provide positive experiences for both visitors and hosts 

 provide direct financial incentives for conservation 

 provide financial benefits and empowerment for local people 

 raise sensitivity to host countries‘ political, environmental and social climate 
 
Ecotourists tend to be experienced travellers, posses a higher degree of education and fall in a higher income 
bracket. This is a positive demographic for the industry to attract as these travellers are often willing to pay 
premium prices for an experience that embraces ecotourism principles. 
 
The conscientious travel consumer will recognize in time that eco-travel is about more than the practice of not 
washing towels or sheets on a daily basis. The industry will need to be innovative and responsive with eco-
friendly initiatives that genuinely address consumers‘ concerns. 
 
There are increasing resources for the industry to access environmental and sustainability advice, such as green 
audits, certification programs and new product/services that cater to both a company‘s clientele and its staff. It is 
valuable for the tourism industry to consider undertaking these developmental activities as the ecotourism market 
will likely prove to be enduring and rewarding in the future. 
 
Aviation Sector – Flying into Turbulent Times 
The aviation sector is experiencing a substantial contraction in demand for air transport services. According to the 
International Air Transport Association (IATA), passenger demand has continued to grow although the growth is 
at its slowest rate since the industry experienced the SARS crisis in 2003. IATA predicts that in 2008, the airline 
sector could sustain losses of $6.1 billion U.S. which would virtually wipe out the $5.6 billion U.S. that airlines 
made in 2007. These troubles are due to falling demand and rising costs, in particular the rocketing price of jet 
fuel.  
 
IATA stresses that the urgent action is needed and that airports and air navigation service providers must help 
address the crisis by providing efficiencies and cost savings. Additionally, there are issues surrounding 
government taxation and regulatory policies for air liberalization. 
 
For the Canadian airline sector, adverse economic times are reflected in the recent cost-saving measures 
implemented by Canada‘s carriers. In the Spring of 2008, both Air Canada and WestJet increased fuel surcharges 
on their ticket prices. Air Canada also introduced an additional fee for a second item of checked baggage on 
some fares, following a trend that has become widespread in the U.S. airline sector.  
 
It must also be noted that the U.S. airline industry is in crisis due to the high fuel prices and the downturn in the 
economy. Similar to Canada, U.S. airlines are raising fares dramatically, cutting domestic capacity, downsizing 
their operations, and adding fuel surcharges and baggage fees. In an unprecedented move, in June 2008, 
American Airlines began charging economy passengers $15 U.S. to check their first piece of luggage for travel in 
the U.S. and Canada. This was quickly followed by both United Airlines and U.S. Airways. Some analysts have 
predicted that the higher fuel costs will push more U.S. airlines closer to bankruptcy or into consolidations with 
other players. None of this bodes well for the global travel market or for Canada in particular. 
 
 
Grasping the Opportunities to Counteract the Challenges 
There is no doubt that the tourism industry is profoundly impacted by external economic, social and political 
factors. Canada is particularly vulnerable to economic conditions that arise in the economy of our immense 
neighbour to the south. The challenges that the tourism industry faces are frequently uncontrollable and although 
temporary solutions may help mitigate the worst effects of short-term downturns, the longer-term impacts of 
neglect by governments could imperil the industry‘s very sustainability and competitiveness. 
 
The profile of Canada‘s traditional visitor market is evolving.  The drive-up traveller who originates from one of the 
adjacent U.S. border states is slowly being replaced by a mid to longer haul U.S. visitor and the curious, less-
travelled member of a nascent middle-class in emerging market economies such as Brazil, Mexico, India or 
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China.  These people have different cultural backgrounds, perhaps different expectations but a similar desire for 
authentic, genuine Canadian experiences.  We also live in a technologically-savvy world where the availability of 
on-line information allows prospective visitors to be highly discerning about price and quality before making the 
purchase decision.  We are also seeing the growth of the FIT leisure business where folks enjoy packaging the 
individual components of their itineraries themselves, creating a self-customized trip.  The younger traveller is 
also likely to be increasingly conscious of the environment and of the sustainability of the business or operator to 
whom he is giving his/her patronage.  This has serious implications for how we market and appeal to this market 
segment. ―Green washing‖ will be seen for what it is as this ethical consumer looks for authentically sustainable 
operations and businesses. Also with respect to the young, many are now using social media such as blogs to 
make decisions about where to take their vacations. There are also growing numbers of visitors attracted to new 
types of tourism such as spa tourism, culinary and wine tourism, adventure tourism or trips specifically designed 
for women on weekend & short-stay getaways. 
 
However, regardless of how travel patterns may shift or alter over time, there are significant opportunities 
available for Canada to increase its share of the global travel market. But these opportunities will come with fierce 
competition from other destinations and Canada must be prepared to face this competition.  The policies 
contained in this business plan are an effort to confront this reality head on. 
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ADVOCACY AND LOBBYING 
OBJECTIVES AND STRATEGY 
 
The Tourism Industry Association of Canada‘s primary role is to be Canada‘s national tourism advocate. As an 
organization, TIAC‘s activities in other areas such as communications, research, membership development, event 
management and corporate development support this primary role. 
 
TIAC advocates for the tourism sector and its continuing importance to Canada as a key economic driver, a 
strong contributor to employment and a significant source of government revenue. This role assumes added 
importance at a time when economic conditions in our primary in-bound market, the United States, are 
deteriorating.  In an effort to anticipate and respond to increasingly unfavourable market and business conditions, 
TIAC recently published The Report on Canadaôs Tourism Competitiveness. 
 
Eighteen months ago, TIAC believed that it was necessary and timely to undertake a major and comprehensive 
study of Canada‘s tourism competitiveness, consulting throughout the process with both private and public sector 
stakeholders. The principal finding of the study was that Canada‘s tourism sector is on the verge of a structural 
crisis hitherto concealed by a combination of a cheap Canadian dollar, low gas prices and complacency on the 
part of many federal decision-makers. A number of longstanding federal policy obstacles and irritants exist which 
require prompt resolution if the industry is to thrive in an era of vigorous global competition.  Hence, TIAC will 
continue to work with its members and with other national associations to advocate to the federal government for 
significant public policy changes that will positively influence Canada‘s place in the global tourism industry. TIAC 
will work with its industry partners in areas such as border policy, aviation costs and air service agreements, 
human resources, multimodal transportation, and the development and showcasing of innovative, environmentally 
sustainable tourism products and practices designed to feature Canada as a world-class destination.  In order to 
facilitate this advocacy work TIAC will pursue the following objectives: 
 
Consultations with Industry 
TIAC values its communication and input from members and the industry-at-large. It is important for TIAC to 
remain informed of the challenges and issues confronting the sector. The information received from those 
involved in the day-to-day business operations of the industry itself is critical to forming appropriate and timely 
policy responses to the gamut of issues tourism faces. 
 
 
The Tourism Industry Association of Canada will continue to facilitate partnerships with, and input from, 
the Provincial and Territorial Tourism Industry Associations (PTTIAs) and the Destination Marketing 
Organizations (through their intermediary DMAC) to the industry’s collective benefit. 
 
TIAC attaches significant importance to the feedback and insight it receives from its municipal, provincial and 
territorial advocacy associations on the impact of federal issues in their respective jurisdictions.  The salience of 
particular federal issues varies from region to region and TIAC will continue to strive to understand what is being 
most acutely felt and prioritized at any given time in the different parts of Canada.  Where consensus has been 
developed by the PTTIA and DMAC around particular federal issues, TIAC will work to reflect that consensus in 
its own advocacy work as long as this consensus is consistent with TIAC‘s Ends as developed by its Board of 
Directors.  
 
 
The Tourism Industry Association of Canada will convene meetings with its Tourism Blue Ribbon Panel 
on an as-needed basis to discuss competitiveness issues. 
 
TIAC established a Tourism Blue Ribbon Panel (TBRP), a group of leading CEOs from firms in the industry to 
solicit their thoughts and opinions on the competitiveness of the sector. A TBRP report was presented at 
Canada‘s Tourism Leadership Summit in November 2007 as the basis for an in-depth conversation with Summit 
delegates. Subsequently, additional inputs were sought from key private and public tourism and travel-related 
sector stakeholders. 
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All of the input and additional research was gathered and synthesized into the comprehensive final document, 
―The Report on Canada‘s Tourism Competitiveness.‖ This document was presented publicly during Tourism 
Week in Canada in June of 2008 and garnered significant media attention and positive commentary. 
 
The Tourism Blue Ribbon Panel played a decisive role in provoking an exhaustive and rigorous review of 
Canada‘s tourism competitiveness. TIAC will continue to rely on the insights of this group of experts on an as-
needed basis going forth.    
 
 
The Tourism Industry Association of Canada will continue to engage TIAC’s newly re-constituted Circles 
of Influence on a regular basis to solicit their expertise and opinions on subject matters related to the 
ongoing work of the Association. 
 
TIAC re-structured its previous Circles of Influence into four expert advisory groups, which parallel the policy 
priorities of the association in the areas of transportation, environmental sustainability, human resources, and 
business development, marketing and taxation. These groups have been populated by sector representatives 
who can contribute their knowledge and expertise on these topics when required by TIAC. The groups will assist 
TIAC in shaping and crafting advocacy strategies, refining policy positions and informing future research 
undertaken by TIAC. 
 
 
Influencing the Government Agenda 
The Government‘s perception and recognition of the tourism sector can positively or negatively affect our sector‘s 
growth and viability. Public policy, fiscal decisions and the enactment of regulations all impact the profitability and 
health of our industry. 
 
TIAC‘s core purpose is to ensure that the Government recognizes tourism as a legitimate, viable, and valuable 
industry for Canada as we move forward in the twenty-first century. Through various means, TIAC will engage the 
federal government to influence policy changes that will benefit the sector‘s competitiveness.  
 
 
The Tourism Industry Association of Canada will organize an annual advocacy event bringing together 
tourism sector representatives and a cross-section of Members of Parliament to discuss tourism issues 
and challenges in Canada. 
 
Each year, TIAC will ensure that an advocacy event will be held in which tourism sector representatives have an 
opportunity to meet face-to-face with Members of Parliament and Cabinet Ministers. Tourism Day on Parliament 
Hill has traditionally been an effective means of bringing together a cross section of MPs and sector 
representatives from across Canada and from within different industries which comprise the tourism sector such 
as transportation, accommodation, tour operators, and festivals & events. TIAC is committed to continuing 
Tourism Day on Parliament Hill biennially, in the years when Canada‘s Tourism Leadership Summit is not held in 
the National Capital Region. 
 
When Canada‘s Tourism Leadership Summit is held in the National Capital Region, all delegates will have an 
opportunity to participate in an MP luncheon as part of the event. During this luncheon, tourism representatives 
will be seated with MPs from their individual riding or regions, providing an excellent opportunity for an informed 
dialogue on regional concerns as well as national issues. MPs will gain direct insight from sector representatives 
on areas where federal policies could be changed or aligned to benefit the growth of the tourism sector. 
 
It is important to have this direct contact between sector representatives and MPs at least once a year. With 
numerous competing industries vying for government recognition of their own agendas, tourism sector issues 
must not be overlooked. 
 
 
The Tourism Industry Association of Canada will hold a semi-annual public servant focused tourism 
policy symposium. 
 
TIAC held the First Annual Tourism Policy Symposium in Ottawa on April 10, 2008. It was a successful event with 
approximately 100 public and private sector representatives in attendance. The policy issues raised provoked 



19 

stimulating discussion amongst the participants. A thoughtful address on the state of Canada‘s tourism sector by 
the CEO of Air Transat, Jean-Marc Eustache, was a highlight of the day.  TIAC will review the structure and 
format of the Symposium based on the constructive feedback provided by participants.   
 
Although the original intent was to make this an annual event, it is currently believed that the event would be more 
relevant if held biennially, since federal employees in the National Capital Region are already being encouraged 
to attend Canada‘s Tourism Leadership Summit in Ottawa-Gatineau in alternating years.  Additionally, hosting the 
event biennially will provide a longer timeframe before this type of Symposium is held again, allowing a better 
opportunity for Government to develop new policy and make changes to existing policy. 
 
 
Regular Communication with Parliament 
Members of Parliament are inundated with information on a variety of issues and topics relevant to numerous 
different industries. It is important for the tourism sector to keep MPs apprised of the most recent sectoral 
developments, relevant facts, figures and trends, and current challenges. This will enable MPs to be better 
informed when addressing issues in Parliamentary Committee meetings, their own Party meetings, and in 
dealings with their constituents and the media.   
 
 
The Tourism Industry Association of Canada will produce an electronic document for distribution to 
Members of Parliament about important developments in the tourism sector and the activities of TIAC, 
three times per parliamentary session (September to June). 
 
TIAC will produce an easy-to-read electronic document three times during the Parliamentary calendar year. The 
document will capture and convey TIAC‘s on-going activities and the issues with which it has been dealing, 
including, where relevant, illustrative data and statistics. This will help foster open lines of communication and will 
position TIAC as a credible industry group that works with Government in a positive and constructive manner. 
 
 
The Tourism Industry Association of Canada will meet annually on a one-on-one basis with between 10-15 
Members of Parliament, Ministers and/or Ministerial exempt staff. 
 
It is important for TIAC to meet regularly with MPs, Ministers, and Ministerial exempt staff and therefore TIAC will 
arrange meetings continually with these key influencers within the federal government. Ensuring an ongoing 
dialogue will maintain positive relationships and open communication between TIAC and the federal government. 
 
TIAC is particularly keen on maintaining regular communication with the Secretary of State for Small Business 
and Tourism, the Honourable Diane Ablonczy and her Ministerial staff. The designation of a Cabinet-level 
representative for the tourism sector has been critical for the recognition of tourism as a vital economic generator 
for Canada.  
 
TIAC will also meet with other Ministers on an as-needed basis for matters related to their individual ministerial 
portfolios. The tourism sector encompasses many issues that touch upon the mandates of several federal 
departments outside of Industry Canada, such as transportation, human resources, border services, immigration, 
infrastructure, foreign affairs and the environment to name a few. 
 
 
The Tourism Industry Association of Canada will continue, as appropriate, to liaise with the Parliamentary 
Tourism Caucus during the Parliamentary calendar each year. 
 
The Parliamentary Tourism Caucus has been successful in generating discussion amongst MPs who have a 
specific interest in the tourism sector. TIAC will continue to engage the Tourism Caucus by working with the 
Parliamentary Tourism Caucus Chair to host specific events on issues or topics that merit closer examination by 
Members of Parliament. TIAC will also invite members of the Tourism Caucus to specific TIAC hosted events 
such as the Tourism Hall of Fame dinner or our Tourism Leadership Summit, especially during the years it is held 
in Ottawa. Additionally, TIAC will ensure that the Tourism Caucus is provided with specific tourism-related 
information and research when it is deemed appropriate.   
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Working to Create a Competitive and Sustainable Sector 
The tourism sector has faced numerous challenges during the past few years and will likely continue to do so in 
the immediate future. The rising cost of fuel, the strength of the Canadian dollar, border challenges and human 
resource constraints are just some such examples. While some of the issues the tourism sector faces are beyond 
the control of the public authorities, there are several where government policy fixes can positively impact the 
tourism sector such as decreasing airport rents and the overall structural costs of aviation. Others areas can be 
addressed through sector-driven innovative business practices and the enhancement of tourism products and 
offerings.  
 
The tourism sector is facing major obstacles when competing against other destinations for a share of the world 
travel market and TIAC maintains that private and public sector stakeholders must address these obstacles where 
it is within their scope to do so. 
 
TIAC is committed to working with government, its own members and all relevant stakeholders to ensure that 
Canada‘s tourism sector not only sustains its current appeal but grows in its attraction as a first-rate destination 
for domestic and international leisure and business travellers.  
 
 
The Tourism Industry Association of Canada will disseminate and distribute the new Green Your 
Business: Toolkit for Tourism Operators to the tourism sector across Canada in order to assist tourism 
businesses and operators to implement sustainable practices into their guest operations and workplaces. 
 
TIAC in partnership with the Canadian Tourism Commission and Parks Canada, has developed the Green Your 
Business: Toolkit for Tourism Operators that will provide businesses and destinations with an inventory of 
environmental business practices that are straight-forward and cost-effective to implement. The Toolkit will be 
accessible electronically and will be widely-distributed in the Fall of 2008. 
 
TIAC also plans to create a ―Wiki‖ web site for businesses to provide feedback on the Toolkit‘s relevance to their 
operation, areas for further development and general comments on the implementation of sustainable practices in 
their business.  
 
 
The Tourism Industry Association of Canada, in conjunction with Citizenship and Immigration Canada 
and the Canada Border Services Agency, will create an expert advisory panel to discuss visa issuance 
and other travel matters for certain emerging markets deemed important to Canada’s in-bound tourism 
sector. 
 
With the implementation of the land and sea regulations of the Western Hemisphere Travel Initiative coming into 
effect in June 2009, continuing high fuel prices and the largely undiminished strength of the Canadian dollar, the 
Canadian tourism sector does not anticipate an imminent resurgence of demand from the U.S. market. Therefore, 
it is necessary for the sector to look at new and emerging travel markets for Canada, such as China and India. 
 
Understanding the nuances of emerging markets is imperative for the Canadian tourism sector in order to adopt 
culturally-sensitive business practices, marketing campaigns and product offerings. The Government of Canada 
must also comprehend how important these new, emerging markets are for the growth of the tourism sector. 
 
TIAC is committed to working specifically with the Department of Citizenship and Immigration Canada and the 
Canada Border Services Agency, potentially through an expert advisory panel or a joint working group, to deal 
with the question of visa issuance for in-bound visitor markets such as China and India. Through an open 
dialogue, both the Government and the tourism sector can understand both sides of the issue, while addressing 
together ways to ease the challenges faced in restrictive visa issuance for non-traditional markets. 
 
 
The Tourism Industry Association of Canada will work to achieve the policy and advocacy goals 
contained in the action plan which serves as an appendix to TIAC’s Report on Canada’s Tourism 
Competitiveness. 
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The Report on Canada‘s Tourism Competitiveness is a comprehensive document that identifies a number of 
issues that are impeding Canada‘s competitiveness. Strategies and tactics are broadly identified on how to 
address them. 
 
TIAC will work systematically towards addressing the issues outlined in the competitiveness report with the 
obvious caveat that this will involve the collaboration of the sector at-large, other national associations, and 
governments at all levels. 
 
While some of the issues will require active implementation of advocacy and lobbying tools and tactics, others 
may simply involve fostering a greater understanding of the urgency of the issue on the part of governments.  
TIAC is committed to the resolution of the issues identified in the report so that tourism in Canada can become 
more genuinely competitive in global terms as we move forward. 
 
 
TIAC will negotiate and conclude a Memorandum of Understanding (MOU) between itself and the Icarus 
Foundation designed to foster collaboration on a suite of activities relating to climate change mitigation 
and improved sustainability practices in the Canadian tourism industry. 
 
The Icarus Foundation has been set up in Canada to foster a greater sense of awareness around the risks of 
climate change for the Canadian tourism industry, and to a lesser extent, tourism‘s contribution to the problem.  
Their foundational paper, The Climate Change Challenge; Implications for the Tourism Industry is a polemical 
piece that contains a ―wake-up call‖ to parts of the Canadian and American tourism and travel sectors.   
 
TIAC and Icarus have agreed to conclude an MOU between ourselves in order to generate a greater 
understanding of the scope and dimensions of the threat posed to the natural assets (places, wildlife and fauna) 
and scenic beauty that is so intricately tied to the reasons visitors provide for wanting to come to, or travel within, 
Canada.  This MOU provides for a number of action items that each party will deliver upon.  One of those 
deliverables involves including a session on sustainability at Canada‘s Tourism Leadership Summit in which the 
case for and against the climate change imperative can be debated.  Other deliverables relate to raising 
awareness through education of the industry in Canada. 
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POLICY POSITIONS AND ACTIVITIES 

Each year, and on the basis of consultation with its membership and other relevant stakeholders, TIAC prioritizes 
a series of policy issues upon which it will focus its advocacy efforts during the next business year.  While the 
public policy and business environment is fluid, with issues rearing up out of the blue to assume unpredicted 
importance or salience, as a rule, TIAC seeks to keep its sights fixed on policy issues that our research and 
feedback tell us are of continuing importance. 
 
In choosing these issues we attempt to balance a variety of factors – urgency of the issue for our members and 
regions, the potential to build broad alliances or coalitions, evidence in support of our case and the likelihood of 
success, a business/economic case that reflects high impact to tourism and the Board of Directors‘ stated ends. 
 
Over the last year, TIAC staff began to reflect on how challenging new global economic conditions and shifting 
travel patterns would, out of necessity, shape TIAC‘s future advocacy agenda. A process of reflection, study and 
consultation culminated this past June in the issuance of The Report on Canadaôs Tourism Competitiveness.  The 
policies and strategies contained in this document form the basis of the association‘s policy positions and planned 
activities for this present Business Plan. 
 
The report enumerated the following seven policy areas as requiring concerted attention and action from the 
federal government: 
 

1) Reducing the Structural Costs of Aviation and Improving Airlift to Canada 
2) Enhancing Border Policy and Infrastructure 
3) Securing Approved Destination Status (ADS) from China 
4) Promoting Intermodal Transport Options and High Speed Rail 
5) Improving Human Resources policies 
6) Marketing Canada internationally 
7) Positioning Canada as a green and sustainable tourist destination 

 
Other areas of attention: 
 

8) Improving product animation in existing publicly owned assets & attractions 
9) Improvement to the Foreign Convention and Tour Incentive Program (FCTIP)  

 
As a final word of introduction, the decline of Canada's competitiveness as a travel destination identified in the 
report is not sudden, nor can it be attributed to a single event, variable or factor. While it is true that a substantially 
strengthened Canadian currency and massively inflated gas prices have provoked an incipient crisis in certain in-
bound markets, the underlying structural causes of Canada‘s decline as a destination are multi-faceted and 
longstanding in origin. 
 
Canada has become complacent and neglectful about its tourism industry, assuming that our iconic attractions 
will always lead visitors to come, or that when we do suffer marked declines, that visitors will eventually return. 
Tourism, until recently, has rarely had a sympathetic or attentive hearing from decision-makers in our nation‘s 
capital.  Over the past decade or more, the low dollar and low gas prices have concealed our weaknesses and 
fuelled a false sense of confidence in our tourism industry‘s competitiveness. We submit that the policy issues 
which we have identified, wholly apart from the state of gas prices or the Canadian currency, require resolution on 
an urgent basis.  Failing to do will likely provoke an unprecedented decline which could have a massive impact on 
the 1.6 million Canadians whose jobs depend on this sector.  TIAC undertakes to re-focus its efforts on these 
issues in the remainder of 2008 and throughout 2009. 
 
 
Reducing the Structural Costs of Aviation and Improving Airlift to Canada 
 
Aviation Costs 
There is a widespread consensus in the Canadian travel and tourism industry that the structural costs of aviation 
in the country are too high and constitute a deterrent to both domestic and international travel. This is recognized 
also by the World Economic Forum‘s (WEF) Travel and Tourism Competitiveness Report 2008 in its 10

th
 Pillar:  

Price Competitiveness in the Tourism & Travel Industry.  On the specific index of Ticket Taxes and Airport 
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Charges, Canada is ranked 122 out of 130 countries.  Aviation costs are now regarded as a substantial 
competitive impediment for our industry.  It also potentially clashes with the shift in the CTC‘s marketing focus to 
mid and longer-haul markets in the U.S.  Insofar as we are going after Americans in long haul, fly-in markets, we 
are by definition competing with other long haul destinations.  As Industry Canada points out in its report entitled 
Evaluating Canada‘s Performance with the U.S. Outbound Travel Market, ―for the long haul air market, 
competition is virtually worldwide and heavily dependent on factors such as air access, capacity and airfares, as 
well as the marketing campaigns of a broad range of destinations.‖  While the marketing strategy is sound, if we 
are not careful it may well be undermined by our onerous aviation cost structure.  The WEF view is echoed by the 
International Air Transport Association which argues that costs are hampering Canada‘s overall aviation 
competitiveness.  IATA notes ―Canada‘s tax revenue from aviation rose nearly 20 per cent per year between 2001 
and 2005, totalling $800 million annually or 20 per cent of the industry‘s production value.‖  Toronto‘s Pearson 
Airport, a key international gateway and domestic hub, has some of the highest landing fees in the world which is 
a significant deterrent to the entry of new airlines or the expansion in frequency of existing services.  Given the 
―gateway‖ role of Pearson to the country at large, it is undeniable that costs here are being passed on to 
destinations elsewhere in the country thereby detracting from their price competitiveness. 
 
A variety of factors contribute to the punitive cost structure facing airlines and passengers, including the costs of 
Crown rent, the Air Traveller Security Charge, and fuel taxes.  The cascading impact of airport rent has had a 
knock-on effect on business travel, leisure tourism, convention and meeting attendance and consumer demand 
generally.  A progressive reduction in aviation costs would lead to the expansion of air services and routes and 
longer stay/higher yield visitors providing a significant long-term benefit to Canadian tourism.  Rent payments by 
airport authorities to Transport Canada were $300 Million in 2007; in all Canada‘s airports have paid the federal 
government nearly $2.5 billion since divestiture.  
 
The effects of Canada‘s high aviation taxes on Canadian airport competitiveness can be easily seen in border 
communities, where Canada is losing millions of passengers to nearby U.S. airports able to offer lower fares 
because they operate at reduced costs. About 1.5 million Canadians flew out of Buffalo-Niagara International 
Airport last year. Plattsburgh, which has received nearly $90 million (USD) in government funding, markets itself 
as ―Montréal‘s U.S. airport‖ and says that 80% of its passengers are from Québec. Airports in Bellingham, Wash. 
and Burlington, Vt. also primarily serve Canadian consumers.  A different approach to governance and capital 
investment policy results in many U.S. airports having a significantly lower cost structure which is reflected, in 
turn, in lower landing and terminal fees and eventually air fares for the consumer. 
 
Likewise, the Canadian corporate travel market is also affected by high domestic aviation costs, although 
business travel is less likely to decline when faced with higher air fares than leisure travel.  However, the 
Canadian meetings and conventions market must factor in higher transport costs in many cases when it is bidding 
against rival American cities to host major gatherings.  An aviation user group in which TIAC and the Canadian 
Chamber of Commerce are members has been formed to work with Secretary of State for Small Business and 
Tourism to convince Federal Finance and Transport Department officials of the urgent case for change.  The 
industry is eager to demonstrate how modest reductions in airport rent announced in 2005 for most airports, 
Toronto Pearson excepted, have provoked landing fee reductions which in turn have incented new market 
entrants and increased service at airports such as Vancouver.  With the future of the U.S. rubber tire market 
remaining uncertain at this point, competing aggressively for the fly-in market may be our only choice.  This has 
obvious policy implications. The dramatic surge in jet fuel prices in the last year – a 52% increase between 
August of ‘08 and ‘07 - only underscores further the need to grapple with the underlying structural costs of 
aviation. 
 
Air Service Agreements and Access to Canada 
On the related issue of air liberalization and bilateral air service agreements, the industry supports the current 
government‘s Blue Skies initiative.  Many tourism stakeholders have advanced the view that our international air 
policy has traditionally been restrictive and protectionist.  It is important that the federal government amends its 
international air policy and increases competition by opening access to international routes to all Canadian 
carriers. In doing so, it should acknowledge the interests of both traditional connecting/network carriers and those 
whose business model is based on point-to-point services. 
 
Not surprisingly, air access and capacity are issues that respondents told us affect many destinations and regions 
of Canada.  In the case of British Columbia, several stakeholders contend that there is insufficient air capacity 
from a number of key tourism markets such as Singapore, South Korea, Taiwan and the United Arab Emirates.  
Two other significant tourist markets for British Columbia, India and France, actually have no direct access to B.C.  



24 

Inability to get sufficient lift from these markets undermines our efforts to win a share of growing international 
tourist arrivals.  
 
The U.S. already has Open Skies Partnership Agreements with 91 states, having added a slew of East European 
countries in March of this year.  Canada has five such agreements. The United States is also actively seeking an 
Open Skies arrangement with China, which would put Canada at a distinct competitive disadvantage when 
attempting to promote travel and trade with this emerging global superpower. Transport Canada has indicated 
that Canadian and Chinese air transport negotiators will meet in 2008 to review the current bilateral air 
agreement. The industry would like to see the notion of an Open Skies agreement put squarely on the table 
during this meeting.  
 
The Canadian industry supports the negotiations underway to secure a Canada-EU Open Skies agreement.  In 
2006, with more than 6.7 million one-way passenger trips, the European Union was Canada's second largest 
bilateral air market after the United States.   If successful, these negotiations would replace the bilateral 
agreements currently in place with 19 EU Member States with a single, comprehensive regime with all 27 EU 
Member States.  However, the industry remains concerned that its full potential may remain untapped while 
aviation costs in Canada are persistently high and carriers see greater profitability flying to other destinations. 
 
Rights of Establishment 
One option to increase international carriers‘ access to Canadian markets involves creating a 100% foreign-
owned carrier, licensed to serve only Canadian domestic points (―rights of establishment‖).  Such ―Canada only‖ 
airlines could be up to 100% foreign owned/controlled but would operate on a level playing field with Canadian 
carriers, hiring Canadian workers, using Canadian goods and services, and paying Canadian taxes.  TIAC 
believes the federal government should allow for reciprocal rights of establishment that can be tailored to meet 
Canadian needs. 
 
Foreign Ownership Limits 
Limits on the foreign ownership of Canadian air carriers through the government‘s regulatory controls have acted 
as one of the most significant barriers to new carrier entry, as they keep foreign-based carriers from operating 
within Canada.  The aviation industry is very capital-intensive. Raising the limit on foreign ownership would 
improve access to foreign capital for all Canadian carriers.  TIAC encourages the federal government to increase 
the limits on foreign ownership from 25 percent to 49 percent of the voting equity in licensed Canadian air 
carriers.  TIAC would obviously prefer it if foreign aviation regimes such as the EU and the U.S. would make a 
reciprocal regulatory change to their foreign ownership regimes in order to facilitate investment and equity swaps 
by Canadian companies contemplating investments in their national carriers. 
 
 
Border Policy and Infrastructure 
Our review of tourism‘s competitiveness provided overwhelming support for the view that border facilitation and 
infrastructure are critical items for our membership.  Eighty-six per cent of non-resident travel to Canada in 2006 
was by visitors from the United States.  However, compared to 2000, U.S. visitation to Canada in 2007 has 
dropped 41%.  In the year from June 2007 to June 2008, same day car travel from the U.S. to Canada fell by 22% 
while overnight travel from the U.S. fell 9%.  Canada‘s travel deficit with the U.S has ballooned to $7.1 billion in 
2007, reflecting the fact that a stronger Canadian dollar has emboldened greater numbers of Canadians to head 
south and make purchases there.   
 
A number of factors have provoked this dramatic drop in travel to Canada by U.S. residents:  the events of 9/11; 
documentation uncertainty resulting from the phased implementation of the Western Hemisphere Travel Initiative 
(WHTI); border delays and queues resulting from increased processing times for passenger vehicles and 
inadequate staffing by CBSA and U.S. CBP; the significant appreciation in the value of the Canadian currency 
rendering Canada more expensive; record gas prices; increases in Canadian hotel room rates since 2000; and, 
the adoption of patriotic buy-American policies that have encouraged many Americans to take their vacations at 
home.   
 
While it is clear that a number of these factors are beyond the control of the Canadian government, there are 
border policies and infrastructure fixes that can be adopted. There are several priorities for the industry that would 
facilitate the movement of legitimate leisure and business visitors into Canada.  The industry needs physical 
enhancements and investments at border crossings including approach highways/roads, bridges, tunnels, 
inspection plazas and dedicated NEXUS, FAST, C-TPAT, PASS and EDL card lanes to expedite pre-approved 
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frequent travellers. Much of our existing border crossing infrastructure was built at a time when vigilance around 
border security and threat detection was more relaxed.  Post 9/11, heightened border security and traveller 
scrutiny have rendered the existing physical infrastructure at many U.S.- Canada crossings inadequate. CBSA 
should begin to set targets for reducing vehicle inspection and processing times experienced by visitors. The 
industry supports the recent CBSA policy decision to adjust employee shift schedules in order to ensure that the 
scheduling of staff aligns with the changing traffic patterns and volumes. It is imperative that we deal aggressively 
with peak periods of travel and congestion at the border so that visitors attending events such as the upcoming 
Winter Olympic and Paralympic Games will not experience unduly long waits.  Increased use of real-time traveller 
information technology would also facilitate better route planning and lowered border transaction times by visitors.   
 
The industry would like to see a promotional campaign aimed at increasing the number of NEXUS card holders to 
one million within the next 18 months; currently there are approximately 183,000 participants.  The industry has 
noted that some NEXUS users report higher levels of spot checking, which makes them question the value of 
enrolment.  Furthermore, NEXUS cards can be revoked and renewal denied without explanation.  There has been 
concern expressed about the inability to request a review of NEXUS denial and/or revocation.  TIAC and the 
Canadian Chamber of Commerce endorse the option for a secondary examination/review to enhance fairness 
without jeopardizing the security of the program.   
 
The June 1, 2009 implementation for the WHTI land and sea rule should be preceded by an aggressive, 
binational public information campaign designed to alert Americans and Canadians to the new documentation 
requirements.  The industry is concerned that there will not be a critical mass of WHTI-compliant documentation 
in circulation before the June 2009 target date. The industry is therefore a big proponent of the Enhanced Drivers 
Licenses (EDLs).  As the Canadian and U.S. Chambers of Commerce note in their recent report on the Border, 
―EDLs denoting identity, citizenship, and containing vicinity radio frequency identification (RFID) technology and 
security features represent a less expensive and more practical form of documentation than a passport for many 
Americans and Canadians.  The industry applauds the foresight of those U.S. States and Canadian Provinces 
who have become early proponents and adopters of these documents.  The EDL document will help manage the 
flow of people across our shared borders.  At present, one of the limitations of the EDL is that it is available for 
land and sea modes only.  A broader, more universal acceptance of the EDL is needed to facilitate travel in all 
modes of transportation, including Canada-U.S. air travel.  The industry is also eager to see the U.S. government 
promote its People Access Security Service (PASS) cards as another affordable, wallet-sized alternative to a U.S. 
Passport designed to facilitate efficient and secure cross-border travel at land and sea ports of entry.  The 
industry would like to see a greater allocation of financial and personnel resources to Passport Canada in order to 
expedite the processing of passports.  Some gains have been made in the U.S. recently with respect to volumes 
of passports processed and TIAC would like to commend the U.S. authorities for their progress in this regard. 
 
The Canadian industry would like to see the CBSA publish annual figures for the number of turn-aways by port of 
entry.  U.S. visitors denied entry to Canada, often for minor criminality, represent a significant loss of revenue for 
northern and remote hunting and fishing lodges which depend on this seasonal trade. 
   
In concluding, the U.S. in-bound market remains a critically important source of visitors and revenue for the 
Canadian tourism sector.  Effective border management coupled with strategic investments in modern, new 
infrastructure and better peak period staffing and personnel training are hugely important as we go forward.  
Employing the latest RFID technology to drive down inspection and processing times and facilitate the clearance 
of pre-approved, low-risk travellers will be helpful to travel businesses and the numerous border and tourism-
dependent communities in Canada and the United States.  The industry and its national association will continue 
to work in close alliance with relevant bi-national coalitions and national business associations to advance the 
border agenda in our mutual interest. The industry notes its approval of the far-sighted recommendations 
contained in the 2008 Border Charter of the Pacific Northwest Economic Region designed to ensure that the 
border between Canada and the United States will once again become a model for the world for ease, 
convenience, and economic exchange. 
 
 
Securing Approved Destination Status from China  
A competitive Canadian tourism sector must be present in all of the world‘s major travel markets offering products 
that consist of both group tour packages and components that appeal to the FIT leisure market.   According to the 
World Tourism Organization, China will become one of the top 3 outbound tourism markets in the world by 2020, 
producing some 100 million outbound tourists. As the Chinese economy has grown, so too has the appetite for 
travel, and in particular long-haul tourism, among its more affluent citizens.  In 2006, 139,000 person-trips were 



26 

made to Canada from China representing a 23% increase over the 2005 figure. Although Canada already enjoys 
healthy, double-digit growth in Chinese business travel and people visiting friends and relatives (VFR), we are still 
unable to market to the group or tour market.  This is because Canada has yet to secure and implement an 
Approved Destination Status (ADS) agreement with China.  Such an agreement would allow Chinese citizens to 
more easily obtain tourist visas to travel to Canada for leisure purposes, allowing Canada to actively market its 
tourism products in China and authorizes Chinese travel agencies to market and promote leisure group tours for 
travel in Canada. 
 
As far back as 1999, Canada was among the leading countries in negotiations with the Chinese government to 
ensure that an ADS agreement was in place. However, these talks have been stalled for some time, and there 
does not appear to have been any recent movement on this file of key importance to our industry.  In the interim, 
we have seen numerous countries step ahead of us and complete these negotiations. Currently, there are 134 
countries who have signed such an agreement with China, leaving Canada as one of the last countries yet to 
receive this status. This includes the announcement made on December 11, 2007, that the United States has 
signed an agreement with China granting them Approved Destination Status.  
 
This recent news is particularly troublesome for Canada‘s tourism sector. As the groundwork is now being set for 
tour operators in China to begin developing travel packages for American destinations, Canada will be put at a 
significant competitive disadvantage, both in the short term and in the years to come. With each passing day, 
business relationships are being developed between Chinese and American tourism operators, and new travel 
patterns are being shaped.  The danger is that the U.S. brand identity will take root strongly in China before 
Canada has a chance to engage in marketing and promotional efforts. 
 
China is Canada‘s second-largest trade partner, and there is no questioning the impact that trade with China is 
having on the Canadian economy as a whole. With an emerging middle class that is increasingly looking to spend 
its disposable income on travel and tourism, there is a tremendous opportunity for Canada to attract a significant 
flow of visitors across the Pacific. If we are not able to take the steps necessary to conclude an ADS agreement, it 
will deny Canada‘s tourism, travel, hospitality and retail industries the opportunity to take advantage of this 
significant opportunity. 
 
The securing of ADS from China is an important objective for the Canadian tourism industry and thus our industry 
is working with Canadian government officials to assess all options for advancing this file in the near term. 
 
 
Promoting Intermodal Transport Options and High Speed Rail 
Many in our industry believe that, in addition to a healthy and competitively-priced aviation sector, a key to 
attracting the discerning international tourist is the provision of modern, environmentally-friendly and modally-
connected ground transportation infrastructure.  Many countries and destinations are now actively investing in the 
inter-modality or connectivity of their various transport modes.  Inter-modality increases the prospects for a 
rebalancing of modes through supporting strong linkages e.g. with the public transport system.  A good illustration 
of inter-modality is the high-speed rail terminal that is built into the heart of Terminal 2 at Charles de Gaulle Airport 
in Paris, France.  This enables the traveller to enjoy a seamless and efficient transition from one mode (air) to 
another (rail).  For the most part, this is not the way transportation infrastructure has been built in Canada.  Our 
road, rail, marine and air transportation systems largely operate as independent silos.  In general, visitors to 
Canada are obligated to use taxis, of varying degrees of quality, on heavily traveled roads upon arrival at 
Canadian airports.  The new Canada Line rail system that, by 2009, will connect Vancouver International Airport 
(YVR) to Richmond and downtown Vancouver will soon be an exception to this rule. Perhaps another example 
would be Porter Air‘s innovation in providing seamless air to ferry to shuttle bus service for passengers arriving at 
Toronto Island Airport in downtown Toronto. 
 
The industry believes that expenditure on all future federal and joint federal-provincial transportation infrastructure 
projects should be screened against the benchmark of the degree to which the investment promotes inter-
modality. Linking the modes allows Canadians and visitors to move around efficiently; saves fuel and reduces 
emissions; preserves green space; and limits traffic congestion. TIAC believes that more seamless journeys will 
lead to lower total socio-economic costs.  Sophisticated international leisure and business travellers expect this 
kind of seamless, efficient travel and it behooves our industry to begin to recognize this reality.  The industry is 
therefore looking for visionary leadership from key players in our ground transport, tour operator, and aviation 
sectors along with officials in ministries of transportation to make inter-modality a reality in the future.  
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There have been a number of abortive efforts since 1984 to bring High Speed Rail (HSR) to Canada.  There is a 
sense that Canada is now lagging behind modern destinations around the world which have embraced HSR such 
as Japan, Germany, France, China, Korea, Spain and the U.S.  Travel and transport industry leaders in many of 
these countries accept the logic that short and medium-haul markets (i.e. densely populated city pairs) should be 
serviced by HSR while long-haul, cross-border and trans-oceanic markets should be serviced by airlines.   HSR 
services cater to a well-established customer base within a large and growing travel market, where high-speed, 
downtown-to-downtown service is of the essence. In many cases, these HSR networks have been connected to 
existing airport infrastructure.  Recently, the Federal Minister of Transport, Infrastructure and Communities 
announced that the Government of Canada will fund up to one third of the cost of updating feasibility studies, 
including a passenger forecast study, for a high-speed rail service between Windsor, Ontario and Quebec City. 
The cost of the studies will be shared jointly with the Governments of Ontario and Quebec.  The industry 
commends this initiative which will be oriented to examining alternatives that offer comfortable, faster and more 
reliable passenger rail services that will also contribute to reducing greenhouse gases and other emissions. 

The Calgary-based Van Horne Institute believes there is a compelling case to bring HSR to the Calgary-
Edmonton corridor in Alberta.  The Calgary-Edmonton corridor is the fourth-largest and fastest-growing urban 
region in Canada and is expected to continue its strong economic, population and visitor growth for the 
foreseeable future.  As the Van Horne Institute put it in a recent report, not only would HSR increase 
transportation choice, promote price competitiveness and add inter-city capacity, it has the potential to reshape 
growth and development, strengthen the flow of trade and labour between cities in the corridor and transform 
international perceptions of the region.   
 
Whether it is an electric or high-speed diesel system, the demand for such services has been robust in each 
market where they have been introduced.  Many in our industry think Canada‘s international image needs the kind 
of high-technology appeal and facelift that is inherent in HSR.  If the merits of HSR have been clearly established, 
Canadian and international studies have also indicated that, like roads and airports, public investment is required 
to finance the construction of the required infrastructure.  In fact, those infrastructure costs, when amortized over 
25 or 30 years as per capital investments in the St. Lawrence Seaway or the National Highway System, are not 
unreasonable for a G-8 country.  A public-private partnership may well be an appropriate vehicle to undertake the 
establishment of HSR in Canada. 
 
 
Human Resources and Foreign Workers  
In 2006, a total of 1.66 million people were employed in the tourism sector in Canada.  This represents 10.2% of 
all employment in Canada.  The largest proportion of tourism employment is in Ontario (37.1%), followed by 
Quebec (21.0%) and British Columbia (17.3%). However, tourism is facing very real and serious challenges in 
attracting labour to the sector, and the labour supply challenge is predicted to become more acute going forward 

A recent report prepared for the Canadian Tourism Human Resources Council (CTHRC) has employed a new 
model developed by the Conference Board of Canada to estimate the gap between labour supply and demand.  
The results of this model show that in 2005, labour supply in the tourism sector had already fallen short of labour 
demand by an estimated 24,000 full-year jobs.  By 2025, the potential labour shortage could reach 348,000 full 
year jobs.  This shortage represents the cumulative effect of missed opportunities and unfulfilled demand over the 
20 year period.  The report, entitled The Future of Canadaôs Tourism Sector:  Long on ProspectséShort on 
People, finds that the food and beverage services industry is forecast to suffer the largest labour shortage among 
the various tourism industries, followed by recreation and entertainment, transportation and accommodation. 

The tourism sector faces a dual challenge of young people entering the workforce at a decreasing rate along with 
increased competition from other sectors to attract young people.  Traditionally, the sector has had to confront 
stereotypes prevalent among young people that tourism and hospitality has only entry-level, service-sector jobs 
without long-term career prospects. There also remains a sense that salary levels in the tourism-related 
occupations are not competitive.  That view is being successfully challenged by the CTHRC and its partners, as 
well as HR promotion programs conducted by many of Canada‘s tourism businesses.  The CTHRC has 
suggested that investing in people working in the business through better compensation packages, professional 
development, and the execution of an individual‘s career plan within a business will give employees a sense of 
the possibilities inherent in tourism.   Furthermore, the growth of more sophisticated, high-end products such as 
boutique hotels, specialty cuisine and wineries, spas and wellness centers, golf facilities, and helicopter-based 
backcountry skiing and hiking experiences, are also helping to correct the erroneous stereotype of tourism as a 
dead-end career. 
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Roughly one-quarter (23%) of the people who hold positions among the 40 tourism-related occupational 
classifications were born outside of Canada.  Thus tourism has a great stake in the evolution of immigration 
policies and especially foreign worker programs as many of the new and existing jobs in the sector will need to be 
filled by immigrants in the future.   

The federal government has recently made a $50.5 million commitment to the Temporary Foreign Worker 
Program (TFWP) that aims to reduce processing delays and respond more effectively to regional labour and skills 
shortages so employers can better meet their human resource needs.  

If our industry is to remain competitive internationally it will need to work with government to ensure that 
mechanisms exist for the tourism and lodging sectors to provide continuous input on labour requirements and 
occupations under pressure, ensuring that the HR needs of all regions and sectors are reflected in federal policy. 
The federal government should continue funding and supporting the work of the CTHRC to recognize the skills of 
foreign workers, expand the E-LMO pilot projects for all of Canada, ensure effective integration programs for 
immigrants and employers, and ensure the TFWP functions to provide the number and skill level of workers that 
cannot be found in Canada.  
 
Another potential avenue to address the ongoing labour shortage is to increase incentives for under-represented 
labour pools (aboriginals, recent immigrants, people with disabilities, and retirees) to work in the tourism sector.  
This can be done by: 
 

 Increasing accessibility to the workplace; 

 Educating employers about opportunities to work with these groups; 

 Encouraging business and government to work together to address seasonal and regional challenges; 
and 

 Providing perks such as flexible hours and access to the tourism product to older workers who may be 
restricted in terms of the amount of income they can earn 
 

In summary, tourism will continue to be the world‘s largest industry as we go forward in the 21
st
 century.  The 

retired Canadian and American ―boomer‖ generation and the newly ascendant middle classes of developing 
countries are expected to create robust demand for travel, tourism, hospitality and retail services in the years 
ahead. The competitiveness of our sector will depend on our ability to fill the specific occupational niches and skill 
sets that businesses and operators in our industry require to meet this growing demand for leisure travel.  The 
industry will need skilled Canadian and foreign workers in sufficient numbers to work in the new, specialized travel 
and experiences sector that is growing so robustly at the present. 
 
 
Marketing Canada Internationally 
The marketing of Canada as a destination is the responsibility of several groups including the Canadian Tourism 
Commission (CTC), provincial, regional and city Destination Marketing Organizations (DMOs) and private sector 
companies.  The CTC is the lead entity and works to coordinate Canada‘s promotional efforts abroad in order to 
drive visitation.  The industry would like to see the national tourism marketing effort better resourced and in a 
position to match some of the more generous marketing regimes possessed by other long haul destinations.  As 
Travel Manitoba pointed out, we are lagging behind many of our competitors that have established tourism as an 
economic development priority and created concentrated investments that have shifted the global travel market 
and, in the process, contributed to the Canadian travel deficit.  Between 2002 and 2005, funding for the CTC 
declined from nearly $100 million to $78.8 million. Further, the fact that provincial and municipal marketing 
campaigns are becoming better resourced and funded, largely through hotel room taxes and destination 
marketing fees, leads our industry to believe that efforts to garner more resources for the national marketing effort 
led by the CTC are compelling and urgent.  The CTC works closely with industry, as well as the governments of 
Canada, the provinces and the territories, to coordinate a collective voice that leverages the full market potential 
of Canada‘s tourism brand in the global arena.   
 
It is clear that Canada faces trenchant competition from existing & mature tourism markets and from exotic new 
market entrants. Canada‘s overall global market share has eroded in recent years as a result of competition from 
new entrants.  While this is perhaps inevitable, there is reason to be concerned that our relative share of a 
generally expanding global travel market has fallen more rapidly than some of our established competitors and 
peers. Many in the industry believe Canada lacks sufficient funds to undertake promotional efforts in emerging 
markets where newly formed middle classes now have the time and money to engage in international travel.  
Furthermore, there is a consensus that Canada should do more to benchmark what other leading destinations are 
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doing to market themselves and to determine whether we are meeting that global standard of excellence. While 
many in the industry acknowledge that calculating the ROI of tourism marketing dollars is more an art than a 
science, it may well be helpful for the CTC in conjunction with the Ontario Tourism Marketing Partnership 
Corporation to solicit the advice of outside experts in developing a common set of metrics that would allow all 
jurisdictions in Canada involved in tourism marketing to compare the effectiveness of their efforts.  The industry 
believes that we should be engaged in benchmarking our promotional efforts at two levels:  internationally to see 
if we are living up to global best practices; and domestically, by attempting to compare and contrast the 
successes that each province or region is having in reaping visitation and spending from its marketing dollars. 
 
The tourism industry believes that the CTC is the appropriate entity to lead the Canada branding and marketing 
file and that its current strategies, informed by solid research, are the right ones to pursue as we go forward.  As 
the visitor moves through the decision-making process, acquiring a better awareness of Canada as a whole, it is 
then appropriate for provincial and DMO promotional campaigns to attempt to influence the actual purchase 
decision.  A cascading approach is the right one when it comes to marketing Canada outside of our borders.  
When marketing overseas, Provincial Marketing Organizations (PMOs) should lever as much as possible off the 
Canada brand.  The closer to home we market, the less dependent we are on the Canada brand and leading with 
provincial or regional destination marketing can be beneficial. 
 
A clear alignment of players and resources will maximize the returns Canada obtains from its total marketing 
effort.  TIAC believes that we must grow the pie together for our mutual benefit, not letting our individual 
jurisdictional growth objectives supersede the collective good. 
 
As a final comment on marketing, the industry is generally supportive of the CTC‘s efforts to engage in innovative 
new means of on-line and internet marketing through its EQ initiative.  Providing more individually tailored trip 
itineraries and experiences is clearly becoming a trend in travel and the CTC is correct to be ahead of the curve in 
this respect.  We must also be mindful of the potential afforded by the new social media to connect with the 
younger generation of travellers who are seemingly more influenced by the views and opinions of their peers than 
by more traditional marketing and advertising techniques. 
 
 
Positioning Canada as a Green and Sustainable Tourism Destination   
The harsh reality is that, with some exceptions, the Canadian tourism sector needs to embrace the sustainability 
imperative with greater commitment and conviction.  The challenge posed by climate change is a very real one 
and has implications for every sector of the Canadian economy.  Tourism and travel is no exception.  In fact, 
many of our major competitor destinations in the global tourism market have made significant strides on this file 
and are, arguably, ahead of Canada. Despite our reputation, it is an exaggeration to suggest that Canada is 
uniformly clean, green, and pristine.  Our weak environmental performance has been noted recently by the World 
Economic Forum‘s (WEF) Travel and Tourism Competitiveness Report 2008.  In its Second Pillar:  Environmental 
Sustainability, the WEF‘s gives Canada a disappointing grade on a number of the key environmental indicators, 
and, in particular, ranks Canada 119 of 130 countries in terms of controlling carbon dioxide emissions. In fact, 
Canada‘s overall ranking has been downgraded by 17 places in the Environmental Pillar from 2007 to 2008.  
 
Having said this, there is still a tremendous amount worth celebrating in the natural physical endowments found 
within our borders. Parks Canada continues to attract numerous international visitors to its 3 national marine 
conservation areas, 42 national parks and 157 national historic sites, including 9 world heritage sites.  
Additionally, through its Protected Area Network, which covers approximately 12 million hectares of conservation 
lands of national and international importance, Environment Canada preserves areas which are essential for 
climate change adaptation and for the economic health of Canada. There are also a series of beautiful provincial 
parks and protected areas which attract visitors as well.  TIAC supports Parks Canada‘s assertion that the 
preservation of Canada‘s natural and cultural heritage is critical to the ongoing sustainability of the tourism 
industry.   
 
There are few other industries that are affected by climate and meteorology as much as tourism.  Climate has an 
important influence on operating costs such as heating or cooling, snowmaking, irrigation, food and water supply 
and insurance costs.   Climate determines the suitability and appeal of locations for specific tourist activities and 
defines the season in which those activities can occur.  Thus global warming, which is now a scientifically proven 
reality, threatens Canada and our domestic tourism industry very directly.  As the Icarus Foundation points out, 
many of the species that Canada features in its tourism marketing (whales, otters, caribou, polar bears) are 
already endangered, as rapid changes in their habitat are increasing the risk of their extinction.  In British 
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Columbia, the infestation of the pine beetle in great swathes of forest is both reducing valuable timber inventories 
and blighting the landscape and aesthetics sought by visitors.  If the Canadian tourism industry is to legitimately 
lay claim to the mantle of a green destination and remain viable in the longer term then, as the National Tourism 
Strategy points out, it is up to all individual business owners and operators to become stewards of the 
environment and adopt sustainable practices. 
 
A concerted effort will be required to address what is becoming a competitive weakness as Canada seeks to 
catch up in the race to capture a share of the growing eco-tourist/traveller market. Along with the industry‘s 
grassroots and the membership of the association, TIAC is resolved to show that we can become a legitimately 
green and sustainable destination and that we can play our part in arresting and reversing climate change.  TIAC 
has already taken action in this regard, signing an accord with Parks Canada in 2001 which enshrined a 
commitment to stewardship of natural resources and special places.  The Code of Ethics and Guidelines for 
Sustainable Tourism was updated in 2005 in collaboration with the CTC and Parks Canada.   The same three 
organizations recently completed work on the Green Your Business: Toolkit for Tourism Operators, which will give 
tourism businesses, particularly SMEs, practical tools to help integrate sustainability into their products, services 
and operations.  The Toolkit will be released in conjunction with Canada‘s Tourism Leadership Summit and will be 
disseminated widely to the industry.  These have been good first steps but they are not sufficient to address the 
challenge at hand. 
 
We believe a consensus exists in the sector to reduce the carbon footprint of our operations.  To that end, the 
national industry association will undertake to: 
 

1. Measure and monitor the ecological footprint of Canada’s tourism industry in terms of the 
environmental resources consumed and the waste products generated in the act of delivering Canada‘s 
tourism product; 

2. Develop awareness and understanding of the issue and its impacts by distributing communications 
that recommend specific and practical action towards mitigation; 

3. Commit to Carbon Reduction.  This will involve reducing our dependency on fossil fuels and switching 
to a focus on quality and environmental stewardship; 

4. Gradually increase the focus of our operators on the net value to guests, existing host suppliers 
and the host community by becoming mindful of the ―externalities‖ that travel, transportation and 
tourism do create for the environment.  Excessive discounting and price-based competition undermines 
the effort to create an environmentally and financially viable tourism product and one that offers a 
genuinely authentic Canadian experience to the visitor; 

5. Help those sectors and regions of the Canadian tourism industry most likely to be negatively 
impacted by the consequences of Climate Change to adapt; and 

6. Encourage responsible procurement by ensuring that suppliers to the industry are engaging in carbon 
reduction strategies 

 
Another initiative worth pursuing would be to link the Tourism Satellite Account and the Environmental Satellite 
Account in the System of National Accounts to better communicate and quantify our industry‘s impact on the 
environment.  TIAC will also be inviting its membership to attend the first Summit on Sustainability which will be 
held the week of April 20

th
 2009 and will bring together many of the key organizations involved in promoting 

sustainable tourism in Canada. 
 
 
Enhancing Product Animation 
Our research over the last year has informed us that it may be time to refresh some of the visitor experiences, 
amenities, guest services and overall product animation that characterize federally-owned assets such as the 
National Parks system or the museum sector.  Canada is fairly unique as a destination in that many of the 
products or destinations that attract visitors are owned by the Federal Government.  Some of these assets, 
regrettably, have been permitted to languish and have not seen significant upgrades or investments in their 
facilities in recent years.  Canada is in fierce international competition with other destinations which are constantly 
upgrading or refreshing their tourism products in order to provide visitors with a ―must see‖ reason to travel.  The 
iconic status of Canada‘s natural scenery was once a compelling reason for visitors to come here but improved 
communication and transportation have enabled numerous other exotic destinations to position themselves on the 
map in recent years and they are successfully bleeding away visitation from Canada. 
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In short, it is about product animation and responding to the market‘s desire for exciting, adventurous, authentic 
and ―fun‖ new products that will provide consumers with what they are interested in; that will grab their 
imagination and incent them to make a purchase decision.  We know that the typical experience in Canada‘s 
parks will always, at one level, be about passive wonderment.  However, it is time to make the experience in the 
national parks more stimulating and engaging so that the visitor can interact in innovative new ways with our 
rugged outdoors. Whether it is about a wider range of interactive educational experiences or more ―touch and 
feel‖ exhibits, the parks systems needs to provide a diversity of stimulating experiences that will appeal to visitors 
of all ages. We are looking to the Federal government to help design that elusive ―value-added‖ component to 
better showcase the national parks and historic sites of this country.   
 
Likewise, investment in our museum system to provide compelling reasons to visit them will help to drive visitation 
in many communities across this country.  Building museums but then not providing sufficient operating funding to 
permit them to refresh their exhibits periodically or to allow their curatorial staff some creative license is 
guaranteed to cement a ―been there, done that‖ attitude on the part of potential visitors.  We need to give 
travellers a reason to keep coming back again; something new and authentic to experience each time, thereby 
confirming in their minds that Canada is a dynamic, innovative and experimental destination. 
 
 
Foreign Convention and Tour Incentive Program 
In 2006, the Federal Government announced that the GST Visitor Rebate Program that had operated since the 
introduction of the GST was to be terminated in 2007.  Tourism is an important export industry and should be 
treated like other export industries that do not charge their foreign customer the Value Added Tax (VAT).  Canada 
would have been the only country in the world that had a VAT and did not allow its foreign visitors to claim a 
rebate for at least some of their expenditures.  The timing of this decision was particularly troublesome 
considering the ascent of the Canadian dollar and the existing troubles with the U.S. market, especially as we 
dealt with the WHTI legislation.  
 
The tourism industry united around this very punitive decision and was successful in having the Federal 
Government introduce a replacement program for the high volume foreign markets like tour packages and 
conventions/meetings.  The Foreign Convention and Tour Incentive Program (FCTIP) was introduced in spring 
2007 to the relief of the Canadian tourism industry and its many foreign customers.  Although the FCTIP works 
well for the convention/meeting markets, it was deemed to be cumbersome and inefficient by tour operators 
selling and packaging Canadian tourism products to potential foreign visitors.  This contention was confirmed in 
research TIAC undertook with tour operators and shared with the Federal Government in the spring of 2008.   
 
TIAC will continue to advocate for improvements to the FCTIP to allow it to become the ―Incentive Program‖ that it 
is intended to be.  TIAC will also continue to advocate for the reinstatement of an individual GST Rebate Program 
that is accountable, efficient and possibly expanded from the previous program to become a welcoming signal 
and incentive to new visitors.   
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RESEARCH OBJECTIVES AND STRATEGY 

The Tourism Industry Association of Canada recognizes that research is an important part of the Association‘s 
advocacy and lobbying activities. To ensure that the advocacy efforts are properly supported, TIAC offers a 
variety of primary and secondary research capabilities. Wherever possible, TIAC will endeavour to partner with 
other tourism organizations or generate sponsorships for research projects.  Good public policy should be 
informed by sound research and hence TIAC will continue to enhance its data gathering capability, survey 
methodology, and analytical rigor to bring value-added to the government and public affairs work that it 
undertakes. 
 
 
The Tourism Industry Association of Canada will work with Deloitte to produce the results from the 
survey on reshaping the tourism industry in Canada. 
 
TIAC has entered into a multi-year strategic partnership with Deloitte to gather market data that will help address 
some of the challenges facing the Canadian tourism sector. In 2007, the first report was released, Destination 
Canada – Are We Doing Enough? This report gathered information related to American travellers and their 
perception of Canada as a travel destination. This research was well-received by the industry.  
 
This year, a second research project was embarked upon to explore how the tourism industry can reshape itself 
in light of current competitive challenges. The results from this report are expected to be released later this year. 
TIAC will continue to work with Deloitte on future partnership research opportunities. 
 
 
The Tourism Industry Association of Canada will produce an annual statistical review of the tourism 
sector called Tourism and Travel Trends. 
 
TIAC is close to completing a project to gather relevant data on the tourism and travel sectors into a 
comprehensive new portrait of our sector. Until now, the data and statistics describing the full breadth and 
economic importance of Canada‘s tourism sector have been dispersed in a variety of documents, data-sets and 
locations.  The absence of a single, user-friendly and integrated source of information and historical-trend data on 
the Canadian tourism and travel industry has been a significant deficiency.  The new document will address this 
deficiency by gathering together the key indicators and trends pertaining to travel and tourism in Canada.  The 
new document will become a kind of flagship portrait of our sector that will describe visitation patterns, 
transportation modal splits, expenditure trends, taxation revenue, leisure activity and other indicators of domestic 
tourism and visitation.  The document will undergo an evolution in subsequent years with the inclusion of new 
indices and data sets that are justified on the basis of their relevance or potential to illuminate new facets of 
tourism activity.  TIAC‘s hope is that the document will soon become the signature, rolled-up snapshot of the 
scope and dimensions of travel to, and within, Canada. The information it contains will make it an invaluable 
reference tool for advocacy and public affairs purposes. 
 
 
The Tourism Industry Association of Canada will create an on-line inventory on the TIAC website of 
subject-specific relevant research, data and general information on the tourism sector in Canada. 
 
TIAC has become aware of the desire and need on the part of many in our industry for a one-stop shop for the 
latest relevant research on topics related to travel, tourism, transportation, attractions etc.  Over the next year, we 
propose to create a research portal on our website which will house both TIAC‘s own research and that of other 
credible and recognized organizations and institutions in the tourism and travel domains.  We propose that it 
capture research pertaining to both domestic and international tourism and, particularly, that it feature research in 
―cutting edge‖ areas such as sustainable tourism.  TIAC believes that this initiative will drive additional traffic to 
other pages of our website and that it might eventually lead to new research partnerships and/or collaboration 
with other entities.  This objective will also help to meet one of the ends developed by TIAC‘s Board of Directors 
which is to serve as a ―clearinghouse‖ for tourism issues. 
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The Tourism Industry Association of Canada will support the research-related components of the action 
plan commitments spelt out in the appendix to The Report on Canada’s Tourism Competitiveness. 
 
Some of the action items contained in the Appendix to the Report on Canada‘s Tourism Competitiveness may 
require research verification or substantiation if they are to be successfully advanced with governmental policy 
and decision-makers.  TIAC will undertake such research on an as-needed basis – alone or in partnership - in 
support of our ―competitiveness‖ advocacy & policy agenda. 
 
 
The Tourism Industry Association of Canada will undertake member surveys on subjects and topics 
relevant to current tourism business realities and sectoral public policy on an as-needed basis. 
 
Business conditions and opinion surveys of TIAC‘s members active in businesses, destinations and regions 
continue to be highly useful to the organization‘s advocacy agenda and will be undertaken as required. 
 
 
The Tourism Industry Association of Canada will continue to survey the delegates about their perceptions 
of TIAC managed events. 
 
TIAC constantly seeks the feedback and comments of the delegates attending its events and uses this 
information to refine, adapt and improve the staging and production of these same events in future years.  
Grassroots feedback on the speakers, logistics or production values of TIAC events is critical for our staff to make 
decisions that will result in even more relevant, stimulating, and, ultimately, successful events as we go forward.  
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COMMUNICATIONS AND PUBLIC RELATIONS 
OBJECTIVES AND STRATEGY 
 
Communicating TIAC‘s activities and events and highlighting the important contribution that tourism makes to 
Canada‘s economic and social well being are essential aspects of the work that TIAC undertakes annually. 
 
The initiatives carried out by the Communications team serve to enhance the public profile of the tourism sector 
and TIAC itself. A strategic communications approach that appropriately reflects and successfully supports TIAC‘s 
public affairs and event management objectives reinforces the association‘s credibility with government and other 
stakeholders and strengthens its ability to lobby successfully.   
 
These initiatives also serve important membership recruitment and retention functions, by keeping stakeholders 
informed of the association‘s activities and events, tourism-related developments and government 
announcements affecting the sector, and reminding tourism businesses and organizations that TIAC is 
consistently working on their behalf.  TIAC‘s communications initiatives are always undertaken with a view 
towards addressing the priorities of the membership. Maintaining an open line of communications with members 
also provides the organization with the ability to obtain sector input on policy positions, as well as feedback on 
TIAC events and activities in the interest of continuous improvement.   
 
Underlying TIAC‘s communications activities are a number of key messages that reflect the ends established by 
its Board of Directors. 
 
TIAC‘s key objectives in terms of communications and public relations fall under three specific areas: 
 

1) Media and Public Relations  
2) Communications to Members and Stakeholders 
3) Communications to Decision Makers 

 
Many of the initiatives undertaken by the TIAC Communications team will fall simultaneously under several of 
these areas, and many of the documents or projects that are undertaken by the team will target audiences which 
straddle these areas. However, when communications projects are undertaken, the impact and benefit for all of 
those areas are considered.   
 

Media and Public Relations 
TIAC is the voice of tourism in Canada, and the go-to source for informed comment and background information 
when members of the print and electronic media wish to receive comment and perspective on the broad issues 
that impact on the tourism sector. 
 
Over the past year, TIAC has significantly enhanced its profile in the media. With the release of The Report on 
Canadaôs Tourism Competitiveness in June of 2008, TIAC was able to bring a great many general interest 
reporters up to speed with the full breadth of issue impacting on Canada‘s tourism sector.  
 
Released at a media conference before a packed Parliamentary Press Gallery in Ottawa on June 2, 2008, the 
Report generated at least 60 media stories over the following weeks, and engendered interest from high profile 
members of the media. Moreover, the Report acted as an important tool to clarify the depth and profundity of the 
issues for the tourism sector at a time when many in the media were prepared to attribute the recent shortfalls in 
American in-bound visitors to escalating fuel prices and the decline of the American dollar. 
 
The Report on Canadaôs Tourism Competitiveness was the culmination of 18 months worth of work, research and 
consultation with members, and as such, the media relations successes that came from this Report cannot 
necessarily be replicated on an annual basis. However, the media‘s interest in the data and background 
information provided in this document was clear. In order to capitalize on the interest generated by the Report, we 
propose the following objective:   
 
TIAC will provide members of the media with an update on the status of the issues raised by The Report 
on Canadaôs Tourism Competitiveness by January 1, 2009. 
 



35 

In addition to generating media interest and stories, TIAC has begun to tabulate and evaluate the coverage of 
Canada‘s tourism sector. This past year, TIAC has engaged a service to track and aid in the measurement and 
analysis of the media impact of the Association‘s media relations initiatives. While some initial baseline data has 
been established, further analysis of this data is necessary. As such, we propose the following objective: 
 
The Tourism Industry Association of Canada will establish a benchmark for media coverage of TIAC and 
sector issues by August 31, 2009. 
 
It is important that all communications that emanate from TIAC are available to all members and in both official 
languages in a timely manner so as to ensure that the full membership of the Association is kept up-to-date on 
developments in the industry and initiatives undertaken on their behalf. TIAC‘s Communications team includes an 
on-staff translator to ensure that this is done. It is imperative that in the coming year and in all years going forward 
that adequate time and resources are allocated to ensure that all documents are simultaneously available in both 
official languages. As such, we propose the following objective: 
 
All communications from TIAC will be available in both official languages within 48 hours of their release 
as of October 1, 2008. 
 
 

Communications to Members and Stakeholders 
TIAC must maintain a strong presence throughout the Canadian tourism sector in order to gain a first-hand 
understanding of the tourism‘s current and emerging concerns in the advocacy and lobbying arena, keep 
stakeholders informed of its actions on their behalf, confirm the association‘s value to existing members and 
attract new ones, and encourage participation in and sponsorship of TIAC events such as Canada‘s Tourism 
Leadership Summit, national issue forums, and Tourism Day on Parliament Hill. 
 
In 2007-08, TIAC continued to raise the association‘s profile among members and the tourism sector as a whole 
through a variety of communications initiatives designed to increase awareness of the association and its 
mandate among these key target audiences.  They included: 

 TIAC Talk electronic newsletter, which is distributed to some 6,000 full and affiliated members; 

 Regular information updates on the TIAC website; 

 Increased media presence; 

 Publication of an eight-page tourism supplement in The Globe and Mail; 

 Tourism Week in Canada initiatives; and 

 Participation in sector events across Canada. 
 
 
www.tiac.travel 
TIAC‘s website (www.tiac.travel) is the central repository for information and publications produced by the TIAC, 
and serves as an important portal for data, research and analysis on Canada‘s tourism sector. 
 
While the current structure of the TIAC website is still able to accommodate the day to day needs of the 
organization and its activities, the look and feel of the site have begun to show their age, and the growth of 
information posted on the website has led to it becoming somewhat unwieldy. 
 
Since the website‘s launch, it has seen tremendous expansion and user needs have evolved. As such, the 
association has identified a variety of additional functions that it must be able to perform in a variety of activity 
areas including advocacy, sponsorship and membership development.   
 
The website must also be able to deliver messaging to different audiences, including members, the media and the 
general public. The current structure of the website limits the scope of the changes that can be implemented, so:   
 
The Tourism Industry Association of Canada will restructure, refine and enhance www.tiac.travel by June 
30, 2008. 
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TIAC Talk and other Publications 
TIAC Talk is the organization‘s most valuable member communications tool. Distributed to more than 6000 
members, the electronic newsletter allows the Association the opportunity to keep members abreast of TIAC 
activities as well as the events that impact on the industry in general. 
 
In recent years, the frequency of distribution of TIAC Talk has switched from a weekly basis to a bi-weekly basis 
in response to demands on the Communications team and time needed to assemble the amount of content that 
was included in each edition. 
 
Determining the proper timing and content for the newsletter so as to maximize reader engagement (and more 
importantly, member engagement) requires balancing of timeliness and depth of information.  
 
In terms of the content of the TIAC Talk newsletter, there is a need to refocus the information provided to 
members. It is of primary importance that TIAC reflects to its nationwide membership the events and activities that 
are occurring with regard to federal policy initiatives that affect the tourism sector and TIAC‘s response to them.  
 
Moreover, there is a need for these updates to be proffered to the membership on a more frequent and regular 
basis so that they can expect to receive the TIAC Talk on the same day on a weekly basis. (Through the summer 
months and the winter holidays, there may not be a requirement this level of frequency.)  
 
In the coming year, the Communications team will work to develop editorial guidelines to ensure that we are 
seeking out and attuned to finding the types of stories (both internally and externally) that keep the membership 
informed and apprised of TIAC activities and events of note. These guidelines will involve a general ―tightening‖ of 
the content so as to make the entire newsletter a quick but densely informative piece, with links to further 
information for members who wish to delve further into issues. 
 
In order to provide our members with the information they need, when they need it and in a format that is 
manageable and convenient, TIAC proposes the following two objectives: 
 
TIAC will refine the editorial guidelines, content and delivery of the TIAC Talk Newsletter by December 1 
2008.  
 
TIAC will publish 40 issues of TIAC Talk between September 1, 2008 and August 31, 2009.  
 
In terms of the general look and feel of the newsletter, the current TIAC Talk format is effective, and is integrated 
coherently with the membership database tools that TIAC has at its disposal. However, there may be an 
opportunity within the process of renewal for the TIAC website for the organization to assess other options for the 
delivery of the newsletter. 
 
These options may include using blog-like tools to allow for the aggregation of newsletter items under certain 
headings to allow members to find what has been written about certain issues or areas of concern. Also for 
consideration is the possibility of allowing members to subscribe to the newsletter through RSS feeds which will 
be updated daily for those who choose to opt-in. As such, TIAC proposes the following objective: 
 
TIAC will create a new format for the template of the TIAC Talk newsletter by June 30, 2009.  
 
While we are aiming to streamline the TIAC Talk newsletter over the coming year, we are also conscious of the 
fact that there are members who seek more in depth information on specific tourism issues. One of the valuable 
aspects of being a member of TIAC is the access to the research and advocacy tools of the Association.  
 
To this end, TIAC will supplement the regular weekly TIAC Talk newsletter with reports that more fulsomely 
examine specific issues, drawing on the resources of the Research and Advocacy teams. Therefore, we propose 
the following objective: 
 
TIAC will create and distribute to members at least two in-depth reports on tourism issues by August 31, 
2009. 
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Tourism Week in Canada 

Tourism Week in Canada celebrations continue to grow as more provincial/territorial and regional tourism 
organizations take on new initiatives to educate the public about the economic and social benefits of tourism.     
 
Tourism Week in Canada, celebrated June 2-8, 2008, was a success with many industry associations, provincial 
and territorial marketing organizations, destination marketing organizations, businesses and attractions partnering 
with others for maximum impact. The participation of dozens of organizations across the country, and many more 
local partners, will pay dividends in terms of raising the profile of the sector and increasing its influence with 
legislators and policy makers in all jurisdictions. 
 
At the national level, TIAC once again created a communication toolkit for members, launched Tourism Week in 
Canada with a news conference, published, with advertising support from tourism stakeholders, a eight-page 
National Report on Tourism supplement in the June 2nd edition of The Globe and Mail, and hosted the Tourism 
Hall of Fame Dinner.  
 
TIAC will continue to build on the success of Tourism Week in Canada and strengthen its awareness-building 
capacity. While TIAC has been successful at targeting Members of Parliament and some media outlets, the 
association must do more to engage and educate the general public with undiluted national tourism messaging.  
 
TIAC will continue to improve upon its engagement with through provincial TIAs and provincial and local DMOs, 
and will consult extensively with them in the lead up to Tourism Week 2009. 
 
The Tourism Industry Association of Canada will increase the profile of Tourism Week in Canada by 
targeting the general public through a nation-wide campaign by June 30, 2009. 

 
 
Communications to Decision Makers 
To further TIAC‘s advocacy and lobbying agenda, it is crucial that decision makers are apprised of the issues that 
affect the industry.  
 
While this is often done through the TIAC‘s effective direct lobbying of Members of Parliament, their staff and the 
senior executives within government departments, an ongoing source of information to these important 
stakeholders is a must to ensure that they are constantly reminded of the impact that the tourism industry has on 
their constituents. To this end, will produce a newsletter specifically targeted toward this audience. As such, TIAC 
suggests the following objective:    
 
The Tourism Industry Association of Canada will create and deliver a minimum of three “tourism news” 
newsletters to Members of Parliament and relevant public servants per Parliamentary session through 
2010. 
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MEMBERSHIP DEVELOPMENT OBJECTIVES AND STRATEGY 

The Tourism Industry Association of Canada‘s advocacy efforts benefit business owners throughout the sector, 
but the association recognizes that its primary responsibility is to its members who choose to invest in both the 
success of their own business and the sector as a whole.  

Not only do membership fees support the association‘s advocacy and lobbying efforts, but members also provide 
the association with the information and direction it needs to effectively represent them. As a result, the 
association makes sure that all of its activities reflect the ―Three R‘s‖ – they must be Relevant, Responsive and 
providing a Return on members‘ investment. While this section of the business plan lays out targets that are 
specific to membership development, all of the objectives outlined in this plan support the goal of providing value 
to TIAC members.  

 
Value Proposition for Members  
TIAC creates and delivers value to its members through five areas:  
 
• Advocacy and Lobbying:  

Focussing on government relations, primarily at the federal level, and open communications with major 
corporations and other organizations involved directly or indirectly in tourism.  
 

• Research and Information:  
Gathering and conducting research and disseminating information relevant to members‘ business operations 
and sector trends.  
 

• Sector Networking:  
Creating opportunities to meet and form partnerships with other tourism stakeholders through the events that 
it manages.  
 

• Public Awareness:  
Raising awareness among Canadians of the value tourism adds to the economy, the standard of living and 
the quality of life.  
 

• Value-Added Programs:  
Offering meaningful benefit programs and cost savings to members.  

 
Membership Benefits  
Effective representation at the national level is the primary benefit of TIAC membership. The association takes its 
members‘ concerns directly to the people – Parliamentarians and senior government officials – who make the 
policy and legislative decisions that affect Canada‘s tourism sector. Additional benefits include the ability to 
provide direct input into policy positions, receiving updates on issues that impact tourism, gaining access to key 
government decision-makers as well as an influential network of stakeholders, and the opportunity to raise the 
profile of their businesses within the tourism community nation-wide.  
 
The benefits of belonging to TIAC are enhanced by a range of features that increase the value to both full 
members and affiliated members. The following are some of the recent developments involving these member 
features and the objectives associated with their future advancements.  
 
Full Membership  
Full members are individuals, businesses, and tourism organizations that register directly with TIAC and pay 
associated annual fees. They make up the association‘s core constituency and receive full access to member 
benefits, including:  
 

 Regular e-communications and sector updates;  

 The opportunity to promote member businesses in a special section of TIAC Talk;  

 Access to the members-only section of TIAC‘s website containing value-added information;  

 Networking opportunities at sector events;  
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 Reduced registration fees for events such as Canada‘s Tourism Leadership Summit and Rendez-vous 
Canada (RVC);  

 Exclusive invitations to members-only events such as TIAC‘s annual Tourism Day on Parliament Hill;  

 Discount for individual TIP Card and the opportunity to create an additional benefit for member‘s 
employees;  

 Priority consideration in the awarding of TIAC supplier contracts; and,  

 . TRAVEL authentication services.  

 Opportunity to run for a position on the Board of Directors 

 Access to research  

 Opportunity to participate in research (i.e. Circles of Influence and other ad-hoc committees) 
 
TIAC‘s success is reflected in its ability to retain and recruit full members. In 2007-08, membership development 
activities included a range of direct marketing measures complemented by sector awareness and targeted 
communications.  
 
The Tourism Industry Association of Canada will increase the total number of full members by a minimum 
5% per fiscal year between 2007 and 2010.  
 
The Tourism Industry Association of Canada developed a formal exit process around non-renewing members. 
This process includes a closing/exiting survey, which will be used during the annual review of the membership 
program.  
 
The members-only section of the TIAC website, ―My TIAC‖, is a service linked to a database program enabling 
members to manage their account online. Features of this program include the ability to pay invoices online, 
update contact information and search the TIAC communications archives. The Tourism Industry Association of 
Canada will revise the member‘s-only section of the website and will continue to develop an inventory of 
resources that are exclusive to members including a bulletin board in the re-launch of the new website. 
  
TIAC‘s Affiliated Membership Program (AMP), introduced in March 2003, is open to any sector stakeholder who is 
already a full member of TIAC as well as a parent organization that has individual tourism businesses as 
members and that will offer its own members the opportunity to join TIAC as affiliated members. In effect, the 
AMP program enables TIAC to represent a much broader range of tourism stakeholders, extending its reach and 
increasing its influence with the federal government. It also allows for the development of a national database of 
tourism businesses that will improve the sector‘s research and communication capabilities. Features of an 
affiliated membership include:  
 

 Regular e-communications and sector updates;  

 Participation in TIAC research and survey programs; and,  

 Exposure to the media and the public as an affiliated member of TIAC  
 
As TIAC continues to improve its full- and affiliated-membership programs, the association is actively recruiting 
partners that are able to offer a benefit to the members. The following are two TIAC programs that play a 
significant role in promoting the development and sophistication of the tourism sector in Canada.  
 
 
.TRAVEL Authentication  
While helping the sector access new marketing tools, TIAC has been acting as an authentication agent for a 
sponsored top-level domain exclusive to the tourism and travel sector called .travel. This domain name was 
created to help consumers find the information they want when researching and booking their travel online. The 
.travel domain functions as an identifier for travel-related Internet searches, making it easier for consumers to 
identify legitimate tourism businesses. With the addition of the search engine www.search.travel, Internet users 
have access to the websites of an unlimited number of authenticated businesses covering all facets of tourism 
and travel.  
 
On behalf of Tralliance, the .travel registry, TIAC gathers eligibility data from organizations and individuals 
applying for a .travel name and reviews it for accuracy in order to ensure that registrants are a recognized part of 
the tourism and travel community. TIAC has assisted in the registration of thousands of .travel domain names, 
and is working with the Canadian Tourism Commission to protect place names for Canadian tourism 
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organizations and businesses so they cannot be claimed by organizations operating on behalf of destinations that 
bear the same name in other countries.  
 
TIAC will continue to promote .travel as the solution to growing frustration among online users and act as a 
resource for those seeking approval for registering their proper domain names.  
 
 
Tourism Industry Identification Program (TIP)  
In an effort to increase the recognition of the tourism sector as a key economic driver and a viable career choice, 
TIAC has launched a national ID card program that enables students, front-line workers and management alike to 
carry with them a symbol that confirms their connection with a strong and complex sector. The Tourism Industry 
Identification Program (TIP) is supported by a database that gathers information from tourism students and 
workers when they apply for a TIP card. This data allows TIAC and its founding partners to follow the changes 
and trends that workers may have made during their careers. The database also allows for research specific to 
training and education and what kind of impact this may have on individuals‘ career paths.  
 
Some of the benefits TIP cardholders receive from participating in this program include sector-specific e-
communications, access to a tourism specific job bank that allows cardholders to post and search for jobs, the 
ability to maintain a credible third-party record of their employment and training- and travel-related discounts 
offered by program sponsors. TIP also benefits the cardholder indirectly, contributing valuable research and 
revenues to enhance TIAC‘s advocacy efforts.  
 
The development of the TIP card program has involved several stages. To date, the primary focus has been 
constructing the supporting database and application process. Now that the program is fully operational, the focus 
will be raising awareness of the TIP card program and communicating the sector and cardholder benefits, 
therefore:  
 
TIAC will grow the number of affinity partners by 10 each year for the next three years. 
 
TIAC will grow the number of card holders by 1000 over the next year. 
 
TIAC will develop a newsletter for the TIP ID Card Program cardholders. 
 
TIAC will enhance the TIP website.  
 
TIAC will attend a minimum of 50% of the PTTIA annual conferences to promote the program. 
  
TIAC will begin a closer relationship with CTHRC’s HROs and get them involved as well. 
 
TIAC has begun working with the PTTIAs and has put together an incentive program in order for them to actively 
get involved and promote the program. 
  
Once critical mass is achieved regarding awareness of this program, the association expects the TIP card to 
become a standard for all travel and tourism sector employees and students alike to carry with them. 
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EVENT MANAGEMENT OBJECTIVES AND STRATEGY 

Events play an essential role in the ongoing development of the Tourism Industry Association of Canada. In 
addition to TIAC‘s signature events such as Canada‘s Tourism Leadership Summit, the Association is also a key 
partner in the development of several of Canada‘s most important events for the tourism sector, including the 
annual Rendez-vous Canada marketplace.  
 
The demonstrated leadership and success in the execution of events allows the organization to undertake other 
activities throughout the year, and exemplifies the commitment to excellence that is TIAC‘s hallmark. 
 
 

Rendez-vous Canada 2009 
The Tourism Industry Association of Canada has been operating Rendez-vous Canada, the country‘s signature 
tourism marketplace, on behalf of the Canadian Tourism Commission since 1997. RVC represents one element of 
the strong and growing partnership that exists between Canada‘s national tourism advocate and its national 
tourism marketing agency—a partnership that acknowledges the critical roles that both sector development and 
destination marketing play in Canada‘s tourism success, and the complimentary but equally important mandates 
of Canada‘s national tourism advocate and its national tourism marketing agency. 
 
TIAC‘s role in organizing RVC contributes both to the event‘s success and reflects TIAC‘s effectiveness on behalf 
of the Canadian tourism sector.  Sector-led management ensures that the event incorporates strategic direction 
by stakeholders and draws on the entrepreneurial spirit of Canadian tourism businesses.  It also makes it possible 
to introduce effective cost-containment strategies and other efficiencies, securing cost savings for the CTC and 
maintaining affordability for RVC registrants. In turn, Rendez-vous Canada provides an ongoing source of funds 
to support the Canadian tourism sector‘s national association; event revenues are used to further its advocacy 
and lobbying efforts, in keeping with the ends established by TIAC‘s Board of Directors.  As well, RVC gives the 
association contact with a network of key representatives, and insight into competitiveness challenges in 
marketing Canada that are affected by regulatory or legislative barriers. 
 
Rendez-vous Canada 2008, held in Vancouver, B.C., May 24 – 28, 2008, was yet another success. The event 
welcomed buyer organizations from 29 countries the world and scheduled over 23,000 marketplace appointments 
for the 1,729 delegates.   
 
Planning is well underway for Rendez-vous Canada 2009, set to take place Calgary, AB, May 9 – 13, 2009. The 
marketplace will move to Winnipeg in 2010. 
 
 
Sector Participation and Leadership 
Rendez-vous Canada is critically important to the marketing of Canada as a premier four-season destination.  The 
policy leadership of the Rendez-vous Canada Advisory Committee, created by TIAC in 1997, ensures the sector‘s 
participation in RVC‘s management, which is key to the event‘s success.  Made up of a cross-section of tourism 
stakeholders, the committee provides the association‘s event managers with overall policy guidance.  TIAC also 
seeks input from registrants through detailed surveys and other feedback mechanisms.  The 2009 RVC Advisory 
Committee members are: 
 
Denis Vandal (Chair), Air Canada,  
Andrew Clark, Canadian Tourism Commission 
Michel Couturier, Ministère du Tourisme – Québec 
Kathleen Crotty, NL & Labrador Tourism  
Andrew Dawson, itravelCanada.ca 
Jan Desrosiers, Tourism Calgary 
Adrienne Douglas, VIA Rail Canada 
Alida Hume, Travel Alberta International     
Christine Jones, Tourism BC 
Andrew Lind, Jonview Canada Inc. 
Anne Marshall, Elmhirst's Resort 
Lee Morris, Tourism Kamloops 
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Kathryn Munro, Canadian Affair 
Sheila Norris, Government of Yukon 
Gopal Rao, InterContinental Hotels Group 
Brigitte Sandron, Travel Manitoba 
Guy Thériault, Parks Canada 
Ellen Walker-Matthews, Tepic Management Group 
 
From TIAC 
Randy Williams, Ken Ross 
 
 
Continuous Improvement 
In the spirit of continuous improvement that underlies TIAC‘s management of Rendez-vous Canada, the 
association has introduced numerous innovations in the past ten years, some of which have been copied by 
similar events in other countries.  Among them are technology that enables online registration and appointment 
selection, providing much-needed access and ease of use that facilitates participation of international buyers, an 
improved and professionally printed hard-copy directory and online delegate surveys. 
 
TIAC has implemented many of the recommended improvements since 2007 and will continue to implement 
suggestions in 2009 and beyond. As such, we propose the following objectives for TIAC‘s events management 
team: 
 
The Tourism Industry Association of Canada will develop criteria for Rendez-vous Canada seller 
delegates in collaboration with the provinces/territories for RVC 2010. 
 
The Tourism Industry Association of Canada will develop minimum criteria and standards for destination 
marketing organizations to attend Rendez-vous Canada in collaboration with, and with the approval of, all 
provinces/territories for RVC 2010. 
 
The Tourism Industry Association of Canada will transfer authority for accrediting Rendez-vous Canada 
sellers from provinces/territories to TIAC for RVC 2010. 
 
The Tourism Industry Association of Canada will implement a training certification program for all new 
Rendez-vous Canada seller delegates for RVC 2010. 
 
The Tourism Industry Association of Canada will develop a Rendez-vous Canada marketing plan for 
buyers in collaboration with the Canadian Tourism Commission and provinces/territories for RVC 2010 
 
The Tourism Industry Association of Canada will develop a “new product” promotion or recognition 
program for Rendez-vous Canada, to enable buyers to recognize these products, for RVC 2009 
 
The Tourism Industry Association of Canada, if supported by CTC and PMOs, will introduce Sunday night 
at Rendez-vous Canada as the Canada kick-off and welcoming night for RVC 2009 
 
The Tourism Industry Association of Canada will continue to negotiate favourable and attractive rates 
with airlines and rail service providers to provide additional service to delegates attending Rendez-vous 
Canada  
 
 
Maximum Exposure 
Under TIAC‘s management, Rendez-vous Canada continues to rotate from year to year among Canadian 
destinations.  Moving around the country helps keep the event fresh for returning delegates.  It also 
acknowledges the long-term planning and effort that is required of the host community and province.  Above all, it 
enables different destinations to gain from the prime exposure to international buyers and media that hosting 
Canada‘s signature tourism marketplace provides. 
 
TIAC believes that RVC should, to the greatest extent possible, be held in Canada‘s different regions.  However, it 
recognizes that the tradition of awarding the event on an east-west-central basis limited the ability of cities to 
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participate, as they only had the opportunity to do so every three to four years, and reduced flexibility and 
planning certainty. 
 
Under a new process implemented by TIAC last year, a request for proposals for each edition of RVC is issued to 
major destinations and to all Canadian provinces.  Bidders must demonstrate that they have the physical and 
technical capacity to host an event of this magnitude, and that they are prepared to make the necessary financial 
commitment. 
 

Rendez-vous Canada Host Cities 
 
1977 Toronto, Ontario 1994 Toronto, Ontario 

1978 Vancouver, British Columbia 1995 Halifax, Nova Scotia 

1979 Montréal, Québec 1996 Edmonton, Alberta 

1980 Winnipeg, Manitoba 1997 Vancouver, British Columbia 

1981 Halifax, Nova Scotia 1998 Québec City, Québec 

1982 Calgary, Alberta 1999 Halifax, Nova Scotia 

1983 Toronto, Ontario 2000 Calgary, Alberta 

1984 Ottawa/Hull 2001 Toronto, Ontario 

1985 Edmonton, Alberta 2002 Halifax, Nova Scotia 

1986 Montréal, Québec 2003 Vancouver, British Columbia 

1987 Winnipeg, Manitoba 2004 Montréal, Québec 

1988 Halifax, Nova Scotia 2005 Saskatoon, Saskatchewan 

1989 Vancouver, British Columbia 2006 Toronto, Ontario 

1990 Ottawa/Hull 2007 Québec City, Québec 

1991 Calgary, Alberta 2008 Vancouver, British Columbia 
 1992 Montréal, Québec 2009 Calgary, Alberta 
 1993 Winnipeg, Manitoba 2010 Winnipeg, Manitoba 

 
 
Maintaining Affordability 
Thanks to RVC‘s efficient organization and TIAC-secured sponsorships that help keep fees down while 
contributing to the event‘s overall quality and value to participants, Rendez-vous Canada remains an affordable 
option for Canadian sellers and international buyers of tourism products and services.  The average cost of an 
appointment with an international buyer is just $28. 
 
There has been no increase in the refundable registration fee or accommodation package for RVC buyers since 
1999. 
 
The Tourism Industry Association of Canada will maintain, at current rates or within cost-of-living increments, the 
fees for buyers through Rendez-vous Canada 2009. 
 
 
Delegate Satisfaction 
The Rendez-vous Canada 2008 Delegate Satisfaction Survey, conducted by TIAC, was completed by 227 buyer 
companies and 531 sellers.  The results showed that both buyers and sellers were positive about the event, with 
95% of both sellers and buyers indicating that they were either ―satisfied‖ or ―very satisfied‖ with the event overall.  
Delegates were also very positive about the value of RVC for the registration fee as 86% of buyer and 89% of 
seller respondents indicated that they were either satisfied or very satisfied with this element.  
 
Overall, 84% of buyers were satisfied/very satisfied with the number of contracts/verbal agreements obtained 
while at RVC and 87% were either satisfied or very satisfied with the total value of the contracts.  In addition, 67% 
indicated they would carry more Canadian product the following year as a result of their participation in RVC. 
Among seller respondents, 81% indicated some level of satisfaction with the number of contracts/verbal 
agreements they confirmed while at RVC, while 78% were happy with their value.   
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Canada’s Tourism Leadership Summit 
Canada‘s Tourism Leadership Summit, organized by TIAC each fall, is the country‘s only national tourism 
conference.  It is an important opportunity for tourism leaders and stakeholders from across Canada to plan for 
success, by obtaining current information, networking, exploring new opportunities, and discussing ways to meet 
current and emerging challenges in key areas.  It is also an important means of furthering the association‘s 
communications goals both within and beyond the sector. 
 
TIAC organized a successful 2007 event around the theme Red, White and Blues: Renewing American Travel to 
Canada at the Fairmont Empress Hotel in Victoria, B.C.  Delegates representing all sectors and regions 
participated in discussions on topics that included Canada‘s challenges in attracting American tourists, Canadian 
tourism‘s competitiveness challenges, emerging trends in technology and culture that are impacting on the sector, 
and sustainable tourism.   
 
Of particular importance, delegates heard from the newly appointed Secretary of State for Small Business and 
Tourism, the Hon. Diane Ablonczy.  Ms. Ablonczy addressed many of the key concerns for the tourism sector, 
and spoke on the government‘s ongoing commitment to the industry.  She also took the opportunity of her first 
address to the tourism industry to announce an additional $26 million in federal funding to the Canadian Tourism 
Commission to take advantage of the marketing opportunities stemming from the 2010 Winter Olympics in 
Vancouver/Whistler.     
 
The conference was also an opportunity to celebrate the best of Canadian tourism at a gala dinner featuring the 
fifth annual TIAC National Awards for Tourism Excellence presented by The Globe and Mail. 
 
 
Regional Participation 
Canada‘s Tourism Leadership Summit is held in a different destination each year, in order to provide exposure for 
local tourism communities, and to increase the event‘s accessibility to tourism stakeholders in the various regions.  
Affiliated members in the host region are encouraged to participate in the summit and receive special discounted 
registrations.  
 
In 2008, the event will be held at the Hilton Lac-Leamy in Gatineau-Ottawa (November 3 -5) 
The summit will move to St. John NB in 2009 before returning to the National Capital region in 2010. 
 
 
Increasing Attendance/Participation 
High attendance/participation levels increase the Summit‘s benefits to delegates and to the sector as a whole, 
enabling a more productive exchange of ideas and expanding networking possibilities.  They also increase the 
benefits to the Canadian tourism sector by enhancing the event‘s media interest. 
The Tourism Industry Association of Canada will achieve registered delegate attendance at Canada‘s Tourism 
Leadership Summit of at least 400 for the 2008 event in Gatineau-Ottawa. 
TIAC will continue to build on these efforts in the years ahead, not only through communications initiatives, but 
through measures to increase the event‘s attractiveness to potential participants, as part of a general push to 
make TIAC events more relevant to member needs. 
 
 
Environmental Responsibility 
TIAC is pleased this year to be working towards making Canada‘s Tourism Leadership Summit an 
environmentally responsible one. TIAC will be reducing the production of paper products by providing delegate 
materials electronically and printing the summit program on recyclable paper. TIAC encourages all participants to 
carbon offset their transportation. Air Canada has made that easier with the introduction of a new carbon-offset 
program when purchasing tickets. 
 
 



45 

Summit Follow-Up 
TIAC will take steps to increase the value of Canada‘s Tourism Leadership Summit to participants and the sector 
as a whole, and to extend its relevance throughout the year.  A scribe will record all relevant issues and 
suggestions throughout the 2008 Summit and will co-author a detailed post Summit report.  
 
The Tourism Industry Association of Canada will produce an annual post-Summit report, by January 31 
each year. 
 
The Tourism Industry Association of Canada will incorporate the ideas generated at Canada’s Tourism 
Leadership Summit into its annual business plan, by August 31 each year. 
 
The Tourism Industry Association of Canada will assess the viability of webcasting and/ or digital 
recording of selected sessions at Canada’s Tourism Leadership Summit 2008. 
 
 
TIAC National Awards for Tourism Excellence presented by The Globe and Mail 

 
The 2008 TIAC National Awards for Tourism Excellence presented by The Globe and Mail consist of 13 individual 
awards: 
 

Air Canada Business of the Year Award – Single-Unit 
Business of the Year Award – Multiple-Unit 
New Business of the Year Award 
Deloitte Innovator of the Year Award 
Starwood Hotels and Resorts Corporate Partner of the Year Award 
Tourism Toronto Travel Media Award 
VIA Rail Canada Volunteer of the Year Award 
Fairmont Hotels & Resorts Marketing Campaign of the Year Award 
Metro Toronto Convention Centre Event of the Year Award 
CTHRC Award for Excellence in Human Resources Development 
InterContinental Employee of the Year Award 
Parks Canada Sustainable Tourism Award 
Canadian Travel Press Lifetime Achievement Award 

 
TIAC is continuing to strengthen the TIAC National Awards for Tourism Excellence presented by The Globe and 
Mail, together with the program‘s ability to help meet the association‘s strategic objectives. 
 
Other Events 
In addition to its core events, TIAC lends its event planning expertise and knowledge of the sector to other 
Canadian tourism organizations to help with their events. With existing staff and infrastructure TIAC is able to 
provide very competitive rates, while tourism partners rest assured that TIAC also has a vested interest in the 
success of these events. These events benefit TIAC by exposing the association to a larger base and keep it in 
touch with tourism issues at the grassroots level. 
 
TIAC has recently expanded its events team and is now able to bid on additional events in the very diverse 
tourism sector. These events are offered as a service to the sector and to fund other TIAC activities. As a national 
organization, TIAC will provide its event planning services throughout Canada. 
 
 
GoMedia Canada Marketplace 
Managed for the Canadian Tourism Commission, GoMedia Canada Marketplace (GMCM) brings top tourism and 
travel journalists from across Canada and around the world to meet one-on-one with industry representatives and 
provides a firsthand experience with some of the incredible tourism products that Canada has to offer.  Stories 
generated by previous GMCM events have produced the equivalent of over $5 million of advertising worldwide.  
Additionally, media stories tend to have more credibility with audiences than direct paid ads, and generate 
stronger consumer interest in Canadian tourism products. 
 
TIAC successfully completed GoMedia Canada Marketplace 2008 in Québec City, Québec, during the peak week 
of the 400

th
 anniversary celebrations, July 2-6, 2008. 
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Canada-e-Connect 
TIAC assumed stewardship this year of Canada-e-Connect, the premier e-marketing event for Canada‘s tourism 
sector. The next edition of Canada-e-Connect will take place in January, 2009, and TIAC is currently in the 
planning stages for this event.  
 
In 2007, TIAC oversaw the registration and awards nomination process for the Canadian Tourism Commission for 
Canada-e-Connect.  
 
The Canada-e-Connect conference is all about strengthening Canada‘s tourism sector profile by mixing in two key 
ingredients: a supportive environment that encourages different tourism organizations to collaborate; and the 
latest know how so they can adopt e-marketing into their marketing mix with finesse.  
 
 
Summit on Sustainability 
In the coming year, TIAC will introduce a new event aimed at addressing environmental issues and sustainable 
tourism. The Summit on Sustainability is a multi-day event open to all tourism stakeholders that will take place 
April 20-23, 2009 in Toronto. The Summit on Sustainability will provide a platform and venue to discuss 
experiences, outcomes and best practices through a range of workshops, presentations, open forums and special 
events to engage participants and inspire leadership in sustainable tourism practices. 
 
 
Tourism Policy Symposium 
The first Tourism Policy Symposium brought together public and private tourism-sector stakeholders with an 
interest in Canadian tourism policy in Ottawa on April 10, 2008. The event was organized by TIAC in partnership 
with Industry Canada and with sponsorship from TNS Canadian Facts.  
 
The purpose of the event was to provide information and perspective on Canada‘s tourism sector to government 
and identify areas for collaboration to ensure tourism success. 
 
The Policy Symposium kicked off with an address by the Secretary of State for Small Business and Tourism, the 
Hon. Diane Ablonczy. Ms. Ablonczy offered delegates a ―glass half-full‖ view of federal government initiatives that 
support Canada‘s tourism sector.  
 
With approximately 100 delegates from across the country and from a number of key federal departments, TIAC 
was pleased with the overall number of participants and the diverse representation from public and private sector 
organizations. The issues and prescriptions advanced by panelists and keynote speakers illustrated well some of 
the challenges confronting our industry and pointed to how constructive and enlightened public policy can make a 
difference. 
 
 
TTRA Canada Conference 
TIAC ran the registration process for the Travel and Tourism Research Association – Canada Chapter 
conference, which took place in Victoria, BC from October 15 – 17, 2008. 
 
TIAC also provides meeting planning advice and consultancy to the TTRA Board on matters relating to operation 
of the conference. 
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CORPORATE DEVELOPMENT OBJECTIVES AND STRATEGY 

The Tourism Industry Association of Canada attracts considerable partnership interest by creating a measurable 
return on investment for potential sponsors. Events and properties associated with TIAC, including Rendez-vous 
Canada, GoMedia Canada Marketplace, Canada‘s Tourism Leadership Summit, Tourism Week in Canada, the 
TIAC National Awards for Tourism Excellence presented by The Globe and Mail, the Business Of Tourism 
Supplement in the Globe and Mail during Tourism Week in Canada and the Canadian Tourism Hall of Fame 
provide an effective platform for organizations to promote and further develop the business they conduct to the 
sector.  
 
In turn, sponsorship makes it possible to offset the cost of events organized for the benefit of the tourism sector 
and to increase their value to participants, as well as to augment TIAC‘s revenues from membership and other 
sources in order to increase its effectiveness as Canada‘s national tourism advocate. In 2007-08, the association 
continued to build on its relationships with partners and sponsors, both within and beyond the tourism sector.  
 
TIAC‘s Corporate Development objectives reflect a comprehensive, coordinated approach that has increased 
revenue associated with event sponsorships and has added an additional position the Business Development 
department. 
 
Sponsorship Promotion  
In 2007-2008 new sponsorship properties were developed for RVC and the event sold out for the first time in 
recent history.  
 
In early 2007, the Business Development position was filled with a resource solely dedicated to sponsorship and 
partnerships. This resource ensured that proper follow-up is done with sponsors before and after each event and 
that partnerships reflect the desired relationship building throughout the year.  
 
Sponsorship Value  
TIAC is committed to ensuring that all of its partners and sponsors receive maximum value for their involvement 
with the association.  
 
TIAC developed a post-event package that is sent to sponsors after each event containing the following: a 
reconciliation of benefits received; photos of their sponsored event(s); copies of printed materials containing their 
logo; and a thank you letter.  
 
Sponsorship Expansion  
In 2008-09, TIAC aims to increase the number of events it will manage in-house, which will increase the number 
of sponsorship opportunities available.  
 
Strategic Partnerships  
TIAC continues to develop comprehensive, long-term partnerships that provide a framework for achieving its 
strategic objectives and enhanced tourism sector relationships and benefits. Current strategic partners include: 
Air Canada, Canadian Tourism Commission, Deloitte, The Globe and Mail, and Parks Canada.  
 
The Tourism Industry Association of Canada will create at least one new strategic partnership by August 31, 
2009.  
 
TIAC would like to take this opportunity to thank all of its strategic partners and sponsors for their continued 
support of tourism in Canada.  
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TOURISM INDUSTRY ASSOCIATION OF CANADA BUDGET 

The Tourism Industry Association of Canada is a non-profit organization that continually seeks to make effective 
use of its resources in order to provide good value to its members, whose fees constitute an important source of 
its funding.  As a result of careful management, the association is strong financially and enjoys a healthy assets-
to-liabilities ratio. 
 
At its 2006-2007 fiscal year end, TIAC had $750,000 in long-term reserves to cover operations in the event of 
emergency and other contingencies. 

The assets, liabilities, revenues and expenses of TIAC are recorded in accordance with Canadian generally 
accepted accounting principles. 

Revenue  

Membership 335,000 

Partnership & Secretariat Services 128,500 

Registration & Booth 2,426,485 

Sponsorship 464,000 

TIP Card 30,000 

Other Revenue, discounts 256,200 

Interest & Exchange 45,000 

Total Revenue  $        3,685,185  

  

Expense  

Advertising & Promotion 136,000 

Amortization Expense 27,500 

Bank & Credit Card Charges & Interest 51,500 

Board & Committee 67,000 

Contract Services 173,000 

Delegate/Speakers 753,025 

Dues, Memberships & Subs 1,600 

Events 378,160 

Insurance 5,000 

Kits/Badges/Materials, Signage 51,900 

Media & Research 65,275 

Office Supplies, Courier & Postage 20,000 

Partnership & Secretariat 48,600 

Printing & Translation 71,000 

Professional Development 3,500 

Professional Fees 11,500 

Rent, Repairs & Maintenance 201,625 

Staff Travel 101,010 

Sponsorship & Business Development 54,500 

Telecommunications & Website 153,100 

TIP Card  20,000 

Wages & Benefits 1,265,044 

Total Expense  $       3,659,839  

   

Net Income  $                 25,346  
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APPENDIX A: TIAC BOARD OF DIRECTORS 

 
The Tourism Industry Association of Canada is guided by a Board of Directors that provides leadership for the 
association to act in the best interests of the tourism sector in shaping national tourism policies and removing 
barriers to growth. 
  
The Board of Directors consists of up to 17 people elected from TIAC‘s membership. The Board is elected on a 
staggered basis, with individual members serving two-year terms of office. The election of new members to the 
Board of Directors takes place during TIAC's Annual General Meeting, held each fall in conjunction with Canada‘s 
Tourism Leadership Summit. 

 
Executive 

 

Chair 
Ken Lambert 
Vice President, Sales & 
Marketing 
Delta Hotels & Resorts 

    

 

Vice Chair 
Julie Canning 
President & CEO 
Banff Lake Louise Tourism 

 

Vice Chair 
Stan Cook Jr. 
President 
Stan Cook‘s Sea Kayaking 
Adventures  
  

Vice Chair 
Barry L. Smith 
President & CEO 
Metro Toronto Convention 
Centre 
 

 
Directors 
 

 

Patti Balsillie 
CEO 
TIA Yukon 

 

Patrice Basille 
Executive Vice President 
Brookstreet Hotel Corp. 

 

Roger Jamieson 
Owner/Operator 
Kilmory Resort 

 

Stephen Foster 
Senior VP Operations 
Starwood Hotels and 
Resorts Worldwide Inc. 

 

Bill Knowlton 
Vice President, Marketing & 
Sales 
Jonview Canada 

 

Pierre Labrie 
General Manager 
Québec City Tourism 

 

Alain Larouche 
CEO 
Tourisme Cantons-de-L'Est 

 

Gopal Rao  
VP, Sales & Marketing 
InterContinental Hotels 
Group 

 

Kevan Ridgway 
President & CEO 
Vancouver Coast & 
Mountains Tourism 

 

Wayne St. John 
President & CEO 
APR Media Ltd. 

 

Nancy Stibbard 
President and Owner 
Capilano Group of 
Companies 

 

James Terry 
Executive Vice President & 
COO 
Rocky Mountaineer 
Vacations 

 

Denis Vandal 
Director, Marketing 
Communications & Brand 
Management 
Air Canada 

    

 
NOTE: The composition of the Board of Directors may change following elections held during TIACôs Annual General Meeting on Nov 3, 2008. 
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APPENDIX B: TIAC STAFF 

The Tourism Industry Association of Canada is staffed by a team of dedicated professionals whose skills, 
knowledge and experience are at the service of the Canadian tourism sector: 
 
 

 

 

Randy Williams 
President and Chief 
Executive Officer 
613-238-8765 
rwilliams@tiac.travel 

 

Administration and Finance: 

 

Lisa Smirle 
Chief Financial Officer 
613-238-9339 
lsmirle@tiac.travel   

 

Louise Kornienko 
Executive Assistant to the 
President and Board 
Secretary 
613-238-7887 
lkornienko@tiac.travel  

Stephanie van Duynhoven 
Administrative Support 
613-288-5748 
svanduynhoven@tiac.travel  
 

 

Government Relations: 

 

Christopher Jones 
Vice President, Public Affairs 
613-238-7557 
cjones@tiac.travel 

 

Catherine Kunz 
Manager, Research 
613-238-6378 
ckunz@tiac.travel  

 

Lydia McCourt 
Manager, Special Projects 
613-238-6148 
lmccourt@tiac.travel  

 

Public Relations & Communications: 

 

Kevin Desjardins 
Director, Communications 
613-238-6251 
kdesjardins@tiac.travel 

 

David Lauer 
Manager, Communications 
613-238-9400 
dlauer@tiac.travel  

 

Melissa Michaud  
Translator 
613-288-5747 
mmichaud@tiac.travel 

 

Business Development & Programs: 

 

Andrea Labelle 
Director, Business 
Development 
613-688-1454 
alabelle@tiac.travel 

    

 

Events: 

 

Ken Ross 
Director, Event Operations 
613-238-3885 
kross@tiac.travel 

 

 

 

 

 

 

Julie Bérubé 
Manager, Event Logistics 
613-238-9487 
jberube@tiac.travel 

 

Brent Gavin 
Manager, Event Registration 
& Accommodation 
613-238-6926 
bgavin@tiac.travel  

 

Lisa Griffin 
Event Coordinator 
613-688-1468 
lgriffin@tiac.travel 

 

Jennifer Taylor 
Events Manager 
902-698-0984 
jtaylor@tiac.travel 
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