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Executive Summary 

The Aboriginal Tourism Association of British Columbia (AtBC) is a non-profit, stakeholder-based organization 
that is committed to growing and promoting a sustainable, culturally rich Aboriginal tourism industry.  As a 
cultural tourism sector organization, AtBC provides marketing, product development and training support for 
Aboriginal communities and tour operators throughout BC.  AtBC has been recognized as a world leader due to 
unprecedented standards and recognition of consumer demands.   
 
The Next Phase is a five-year strategy which outlines the AtBC`s strategy for growing cultural tourism in the 

Province.  Building on AtBC’s experience in the implementation of the Blueprint Strategy, it is timed to take 

advantage of current trends towards increased visitor demand for authentic Aboriginal cultural experiences.  

The 2012/2013 year is the first of five years of the Next Phase. 

The Next Phase strategic plan targets for success in Aboriginal Cultural Tourism are: 

· Revenue of $68 million (10% growth per year) 

· Employment of 4000 full-time equivalent (10% growth per year) 

· 100 Market-Ready Aboriginal cultural tourism businesses 

(10% growth per year) 

To reach these targets, AtBC has outlined key strategies in the 

Next Phase: 

· A push for Market-Readiness 

· Build and strengthen partnerships 

· Focus on Online Marketing 

· Focus on Key and Emerging Markets 

· Focus on Authenticity and Quality Assurance 

· A Regional Approach 

Echoing these strategies, AtBC has focussed its activities to ensure 

that these goals are being met.  AtBC is in constant communication 

with stakeholders, Government, industry partners, and the Travel 

Trade to grow cultural tourism in the Province.  Utilizing the 

strategies of the Next Phase will no doubt aid in achieving 10% growth in Aboriginal cultural tourism in BC by 

2017. 

 

 

 

 

 

AtBC  

anticipates  

10%  

Annual 

Growth 
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Regional Updates 

In the Next Phase, AtBC recognizes the unique challenges faced by each region of the 

Province.  As such, AtBC strategies focused on each of these regions with tactics in training 

and awareness, product development and marketing.  AtBC collaborated with 

stakeholders, communities, regional Destination Marketing Organizations (RDMOs) and 

other organizations that support Aboriginal tourism strategies in each region.  

 

Kootenay Rockies 

Training and Awareness 

AtBC participated in the regional Aboriginal Day celebrations in Cranbrook with St. Eugene’s, Cross River 

Wilderness Adventures and Akiskunuk Lakeshore Resort and Campground.  This included a presentation to more 

than 270 people with information about AtBC.  Product development was encouraged, and invitations were made 

to be included in the AtBC Our Story, Your Experience regional rack cards.  

Product Development 

AtBC worked with the Lakeshore Resort and Campground to improve their 

website infrastructure. 

Marketing 

AtBC produced, printed and distributed t regional rack card, which 

included Kootenay Rockies AtBC stakeholders for the “Our Story, Your 

Experience” campaign.  Kootenay Rockies products were also featured in 

vignettes that were released on the AtBC website, Facebook page and 

through other social media channels.  These videos were additionally 

supported with a Blog.   

Future Plans 

AtBC has booked a full page ad in the 2013 Kootenay Rockies Regional 

Travel Guide.  This ad will highlight the unique Aboriginal experiences in the 

Kootenay Rockies region.   

Images and video footage from the campaign will be available to stakeholders for their own marketing through a 

digital asset management system. 

 

AtBC          

produced  

6 regional  

brochures  

to market 

the products 

of each     

region. 
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Vancouver Coast & Mountains 

Training and Awareness 

AtBC delivered Trailblazer training at the Chawathil First Nation’s Eagle Vision Tourism Training program, 
graduating 13.  Select TrailBlazer manuals were used (including FirstHost).    

AtBC continued to work with the Native Education College and local employment organizations to ensure that 
communities have access to high quality tourism training.  This included updating the FirstHost training. 

AtBC hosted an Information Booth and presented at the 36th Annual BC Elder’s Gathering in Abbotsford and 
Sasquatch Days in Harrison Hot Springs. 

AtBC presented to the Kwantlan, Katzie and Matsqui communities about Trailblazer training initiatives. AtBC has 
continued to work with Matsqui First Nation on the Mission Interpretive Forest Statement of Cooperation.  AtBC 
continues to facilitate conversations with the Katzie and Kwantlan First Nations towards a Statement of 
Cooperation between the Bands.  An application for funds has been put forward for this project. 

Product Development 

AtBC is working with Chilliwack Community Futures and the Sumas First Nation on mountain bike and hiking trail 
enhancements.  This project will include signage and information sharing for Sumas to develop Aboriginal tourism 
in the area. 

AtBC worked with Spuzzum First Nation and Alexandra Bridge Park, participating in dialogue with Chinese 
Senators regarding Chinese/First Nations history in the area.  Specifically, AtBC worked in the development of the 
Tikwilus Trail, receiving a certificate of appreciation from the group. 

Marketing 

AtBC produced, printed and distributed a regional rack card, which included Vancouver Coast & Mountains AtBC 
stakeholders for the “Our Story, Your Experience” campaign.  Vancouver Coast & Mountains products were also 
featured in vignettes that were released on the AtBC website, Facebook page and through other social media 
channels.  These videos were additionally supported with a Blog. 

Future Plans 

A funding proposal has been presented to the Ministry of Jobs, Tourism and Skills Training with the Mission 

Interpretive Forest and the University of the Fraser Valley for a pilot programme for Trailblazer’s Ready-to-Work 

at the Mission Campus. 

AtBC has also submitted a proposal with the BladeRunners and the Native Education College for funding to run a 

Trailblazer’s Ready-to-Work programme at the 

College. 

AtBC has booked a full page ad in the 2013 

Vancouver Coast and Mountain Regional Travel 

Guide.  This ad will highlight unique Aboriginal 

Experiences in the Vancouver Coast & Mountain 

region. 

Images and video footage from the campaign will 

be available to stakeholders for their own 

marketing through a digital asset management 

system. 
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Cariboo Chilcotin Coast 

Training and Awareness 

AtBC representatives attended the 
CCATEC BladeRunners/Tourism 
Completion Ceremony at the 
Longhouse in Williams Lake. 

AtBC has continued to work with 
the board for the Cariboo Chilcotin 
Coast Tourism Association.  Work 
with this organization includes 
governance, marketing and regional planning for training and product development. 

Product Development 

AtBC supported the Tsq’escen (Canim Lake Band) in the development of their Five Year Strategic Tourism 
Plan.  In conjunction with New Pathways to Gold, the Cariboo Chilcotin Coast Tourism Association and its 
stakeholders, Siska Traditions, Xat`sull Heritage Village and Spirit Works Gallery to share information with 
Tsq’escen, promoting Aboriginal Tourism as a sustainable community development. 

AtBC has begun dialogue with the Northern Secwepemc and the Cariboo Chilcotin Coast Tourism Association 
on various initiatives throughout the region including work on the Grease Trail, Gold Rush Trail and 
Secwepemc Fraser River Journeys.  Additionally, AtBC has facilitated conversations to add a Secwepemc 
Cultural Centre as a 108 Heritage Site enhancement. 

AtBC has been working with the Great Bear Initiative/Coastal First Nations and Cadence Strategies on their 
Tourism Development Strategy.  The Coastal First Nations also includes Nations from Vancouver Island and 
Northern BC regions. 

AtBC is working with the BC Heritage Property Strategy to provide more support for Hat Creek Ranch in 
Cache Creek. 

Marketing 

AtBC produced, printed and distributed a regional rack card, which included Cariboo Chilcotin Coast AtBC 
stakeholders for the “Our Story, Your Experience” campaign.  Cariboo Chilcotin Coast products were also 
featured in vignettes that were released on the AtBC website, Facebook page and through other social 
media channels.  These videos were additionally supported with a Blog. 

Future Plans 

A funding proposal has been presented to the Ministry of Advanced Education with Thompson Rivers 
University for a Trailblazer Ready-to-Work pilot programme at the Williams Lake Campus.  This proposal is 
awaiting approval from the Ministry. 

AtBC has booked a full page ad in the 2013 Cariboo Chilcotin Coast Regional Travel Guide.  This ad will 

highlight unique Aboriginal Experiences in the Cariboo Chilcotin region. 

Images and video footage from the campaign will be available to stakeholders for their own marketing 

through a digital asset management system. 
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Thompson Okanagan 

Training and Awareness 

No training has been done in the Thompson Okanagan so far this 
year.  However, applications for funding have been made for 
training in the region. 

Product Development 

AtBC continues to work with the Community Futures Development 
Corporation and the Shuswap Nation Tribal Council on the 
Southern Secwepemc Aboriginal Tourism Conference (scheduled 
for March, 2013 in Kamloops).  Several successful funding and in-
kind requests have been granted as a result of this work. 

Marketing 

AtBC produced, printed and distributed a regional rack card, which 
included Thompson Okanagan AtBC stakeholders for the “Our 
Story, Your Experience” campaign.  Thompson Okanagan products 
were also featured in vignettes that were released on the AtBC 
website, Facebook page and through other social media channels.  
These videos were additionally supported with a Blog. 

Future Plans 

AtBC has submitted a proposal with the Nicola Valley Institute of 
Technology and the Shuswap Nation Tribal Council for a Trailblazer 
Ready-to-Work program at the Institute.   

AtBC has booked a full page ad in the 2013 Thompson Okanagan 

Regional Travel Guide.  This ad will highlight unique Aboriginal 

Experiences in the Thompson Okanagan region. 

Images and video footage from the campaign will be available to 

stakeholders for their own marketing through a digital asset management system. 

 

 
Did you know? 

1 in 4 visitors to BC are interested 

in adding an Aboriginal cultural 

tourism experience to their trip. 
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Northern BC 

Training and Awareness 

AtBC has worked with the Burns Lake Band to develop a tourism 

strategy for the Band.  AtBC is currently awaiting community 

acceptance of the Community Foundations Programme. 

Product Development 

AtBC has continued to work with the Gold Rush Trail (from Clinton 

to Barkerville) and the Grease Trail (from Bella Coola to Prince 

George) as part of the regional tourism strategy to include First 

Nations histories.  

AtBC has been working with the Great Bear Initiative/Coastal First 
Nations and Cadence Strategies on their Tourism Development 
Strategy.  The Coastal First Nations also includes Nations from the 
Cariboo Chilcotin Coast and Vancouver Island regions. 

Marketing 

AtBC produced, printed and distributed a regional rack card, which 

included AtBC stakeholders from the North for the “Our Story, Your 

Experience” campaign.  Northern BC products were also featured in 

vignettes that were released on the AtBC website, Facebook page 

and through other social media channels.  These videos were 

additionally supported with a Blog. 

Future Plans 

AtBC has booked a full page ad in the 2013 Northern BC Regional 

Travel Guide.  This ad will highlight unique Aboriginal Experiences in 

the Northern BC region. 

Images and video footage from the campaign will be available to 

stakeholders for their own marketing through a digital asset 

management system. 

 

Aboriginal cultural    

tourism is the fastest     

growing tourism sector 

in BC 
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Vancouver Island 

Training and Awareness 

AtBC delivered two Trailblazer training 
workshops to participants in Gold River and 
Tofino.  Both groups completed FirstHost 
training as well.  Additionally, one Train-the-
Trainer was certified on the Island. 

Product Development 

AtBC is working with the Ahousaht First Nation 
on a feasibility study for the development of 
the Clayoquot Wilderness Resort and Healing 
Spa.  Final application is still to be submitted. 

AtBC delivered a Tourism Development 
presentation to the Nuu-Chah-Nulth Tribal Council in Port Alberni. 

AtBC has been working with the Great Bear Initiative/Coastal First Nations and Cadence Strategies on 
their Tourism Development Strategy.  The Coastal First Nations also includes Nations from the Cariboo 
Chilcotin Coast and Northern BC regions. 

Marketing 

AtBC produced, printed and distributed a regional rack card, which included Vancouver Island AtBC 
stakeholders for the “Our Story, Your Experience” campaign.  Vancouver Island products were also 

featured in vignettes that were released on the AtBC website, Facebook page 
and through other social media channels.  These videos were additionally 
supported with a Blog. 

AtBC placed a full page advertisement in the 2012 Vancouver Island Travel 
Guide, featuring Vancouver Island products. 

Future Plans 

A funding proposal has been submitted in partnership with North Island 
College and the North Vancouver Island Aboriginal Training Society for a 
Trailblazer Ready-to-Work programme.   

AtBC has booked a full page ad in the 2013 Vancouver Island Regional 

Travel Guide.  This ad will highlight unique Aboriginal Experiences in the 

Vancouver Island region. 

Images and video footage from the campaign will be available to 

stakeholders for their own marketing through a digital asset management 

system. 

 

 

 

This year, 

AtBC 

trained  

29 

Trailblazers  

&  

Certified 1 

Train-the-

Trainer 
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Industry Update 

Stakeholders 

As part of the Next Phase, AtBC identified the need to 

support and grow existing Aboriginal Tourism businesses in 

the Province, specifically with the goal to increase the 

number of market-ready stakeholders.  This industry 

growth is being supported by AtBC initiatives in awareness, 

training, product development and marketing.  Market-

ready Stakeholders are included in more than $800,000 in 

annual marketing efforts – in print material, at tradeshows, 

in media releases, and promotion at Klahowya Village.  

AtBC has welcomed three new market-ready businesses to 

our membership this year.   

AtBC also supports and works with Associate Stakeholders.  These are members who would either like 

to support the Aboriginal Tourism Industry (i.e. partners) or are products who do not meet market-

ready criteria (performers, artisans).  These stakeholders are able to receive industry updates, have 

access to tourism industry information and are featured on the AtBC Corporate website.  AtBC has 

welcomed six new associate stakeholders so far this year.  

As part of both membership packages, AtBC is in constant communication with its stakeholders.  So far 

this year, AtBC has produced 53 email blasts which include updates about AtBC activities, stakeholder 

promotions and activities and Industry information.  These emails include over 800 recipients.  AtBC 

has nearly 500 followers on Facebook, has posted 450 times on the page (for a total of 137,000 

impressions) and has a total reach of 33,500 people.  The combined total of all AtBC Facebook page 

fans (AtBC, Klahowya Village and Our Story. Your Experience) is 4,415, with 999 actions overall (for a 

total of 4,700,800 impressions) and a total reach of 748,800 people. 

 

 

 

AtBC has a total 

reach of   

748,800      

people on       

Facebook. 
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Outreach 

Canada 

AtBC has become a world leader in the development of authentic Aboriginal cultural tourism and has 

become a training leader outside of BC.  In Canada, Saskatchewan and the Northwest Territories have 

utilized and adapted AtBC’s materials to grow Aboriginal Tourism in their Provinces.  Adapted modules 

include Trailblazer and FirstHost training.   

 

Belize 

AtBC has worked with international Aboriginal Tourism 

organizations.  AtBC was contracted by Tourism Belize and Small 

Planet Consulting to develop a cultural tourism strategy for the 

country.  This work included training modules for tour operators 

and their employees, Train-the-Trainer modules and a variation of 

FirstHost.  The purpose of the work was to encourage Indigenous 

operators to strengthen their industry and become more engaged 

with the travel trade (specifically the cruise ship industry) in Belize.   

 

 

 

 

World Indigenous Tourism 

AtBC has further worked on an international scale by signing a MOU with the World Indigenous 

Tourism Alliance in April, 2012.  This memorandum allowed AtBC a place to speak at the World 

Indigenous Tourism Association 

(WINTA) forum at the Adventure 

Travel Trade Association Summit, 

held in Lucerne, Switzerland.  As 

a result of the work that AtBC 

has done, an invitation has been 

put forth for AtBC to join the 

WINTA Leadership Council which 

includes members from 

Australia, New Zealand, Sweden 

and Nepal. 

 

 

 



Page 12 2012-2013 Progress Report 

Campaigns 

Our Story. Your Experience. 

AtBC launched a new consumer campaign via online and print.  The campaign featured the development of a 

new consumer oriented brand, based on the existing Our Story. Your Experience. tagline.  The campaign 

promotes Aboriginal experience to visitors in British Columbia and lures the travellers to the Aboriginal 

experience providers.  The Our Story. Your Experience. campaign is a direct response to the Next Phase 

strategy to focus on online marketing, which specifically encouraged upgrading existing websites, integration 

of social media, the collection of image and video assets, and the production of engaging and user generated 

content. 

Using the new consumer campaign branding, AtBC produced six regional brochures highlighting the Marketing 

Stakeholders in each region.   The brochures were distributed in a more focussed manner than previous was 

so, targeting consumers at key locations within each region and key gateways throughout the Province.  The 

key goal was to influence traveller decision making once they had already arrived at the destination.  Keeping 

with the strategies outline the Next Phase, AtBC recognized the shift towards online marketing; therefore, 

only two print advertisements were produced to 

support this campaign. 

In conjunction with the print campaign, AtBC 

launched a new online blog featuring high-quality 

videos, images and written stories.  The blog 

included several two-minute long feature videos, 30

-second long video vignettes, photo essays and 

articles.  The posts each describe an integral part of 

today’s Aboriginal way of life and how the visitors 

can be enriched with this connection.  Video themes 

included culinary experiences, wildlife encounters, 

language preservation and cultural celebrations. 
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AtBC refreshed its consumer website which included integration of 

blogs onto the homepage, improved navigation and improved 

listings for Market-Ready Stakeholders.  The updated site also 

included improvements to increase engine friendliness. 

A consumer-targeted Facebook page and Twitter account were 

created to support the Our Story. Your Experience. campaign   The 

Facebook page promoted blog posts and highlighted Market-Ready 

Stakeholders.  All of the posts on the Facebook page included 

engaging visual content and were carefully culled to maintain a high 

standard of quality.  To date the page has a total of 1165 fans on 

Facebook, with 138 online posts (a total of 663,700 impressions) and 

a total reach of 164,600 people.  The Twitter feed mirrored the 

content from the Facebook page and promoted less visually 

engaging content.  Additionally, all new video content was posted on 

AtBC’s YouTube channel. 

 To build excitement around the Our Story. Your Experience. 

campaign, and to create further awareness about Aboriginal Tourism 

and AtBC’s Market-Ready Stakeholders, AtBC also launched a 

summer-long contest with Aboriginal-themed getaways in British 

Columbia as the prize packages.  The contest was embedded into the 

Facebook page to create an online community of support for the 

brand, allowing and encouraging followers to share the contests 

with their friends.   

AtBC included select online advertising in support of the consumer 

campaign which included banner ads on TripAdvisor.com and pay-

per-click ads on Facebook and Google Adwords. 

 

AtBC focused on Online 

Marketing, User-

Generated Content, 

Blogs, Videos and Photos 
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Klahowya Village 

The Klahowya Village experience in 

Stanley Park is a project strategy to 

promote the Aboriginal cultural tourism 

industry by taking advantage of a key 

gateway to British Columbia – 

Vancouver.  The Klahowya Village 

creates a cohesive, branded and viable 

visitor experience, merging a more 

traditional artisan village with 

contemporary Aboriginal experiences, 

art, culture and cuisine.  This year was the third year Klahowya Village operated in the park, following the 2010 

legacy from the Winter Olympic Games.  Klahowya offers an interactive, engaging experience for all visitors. 

Once again, Aboriginal Tourism BC (AtBC) operated the miniature train, themed this year with the “Legend of 

the Sasquatch.” 

Utilizing the existing pathways, open areas and buildings, visitors were able to experience and engage in a 

variety of entertainment and cultural attractions.  This included announced activities (dance performances, 

group performances, artisan demonstrations, smudges) and self guided activities (the spirit stone pathway, 

traditional housing display, the Métis exhibit).  Klahowya Village was a free attraction this year, with only the 

train requiring a purchased ticket.  Klahowya Village welcomed almost 31,000 visitors on the train and had a 

successful year of walk-through traffic as well. 

The Klahowya Village and Miniature Train experience provided a 

unique media and business opportunity to raise the profile of AtBC 

and its stakeholders.  The 2012 Klahowya Village season included a 

Visitor Information Centre which allowed guests to ask questions 

about Aboriginal Tourism destinations and pick up both regional and 

individual product’s rack cards.  The Aboriginal experience appealed to 

domestic/international media and visitors.  AtBC continued to provide 

unique stories, visuals and experiences that are otherwise not 

available in the downtown core of Vancouver. 

AtBC hired and trained 15 full-time Aboriginal youth to work at the 

Village during the summer.  In addition to these hires, AtBC supported 

local artisans (approximate revenues of nearly $30,000 to the 

vendors) and performers (approximately $22,000 to the dance 

groups).  AtBC worked in partnership with several organizations to 

support the project.  These together, support the Next Phase strategy 

to strengthen partnerships with governments, RDMOs and 

communities.  This also develops staff to go on to other tourism 

operations meeting their staffing needs. 
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As a marketing campaign for AtBC and its Stakeholders,        

Klahowya Village generated: 

 2,700 Facebook fans, with a total reach of 548,700     

people.  Klahowya Village has made 412 Facebook       

actions (posts, shares, photos, videos) with 3,900,000  

impressions. 

 15 videos and more than 100 photos of the Village.     

Content included artisan demonstrations, storytelling, 

cultural performances and interviews with the guests.  

User generated content was also cultivated during a 

Facebook contest that ran throughout the summer. 

 Klahowya Village’s website received nearly 12,000 views 

over the summer. 

 Advertising on bus wraps, in Stanley Park and Tour Bus 

maps, brochures, a TV commercial, Banner ads on       

TripAdvisor and Groupon (viewed more than 90,000 

times) 

 More than 75 partnerships with local concierges, hotels, 

tour operators, industry partners, visitor centers and 

RDMO`s 

 9 published stories about Klahowya Village, Aboriginal 

Tourism and several stakeholders. 

 Public service announcements on the Beat, the Peak, 

Global BC and Shaw TV. 
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Travel Trade 

The goal of AtBC’s Travel Trade marketing activities is to 

promote Aboriginal Tourism and AtBC’s stakeholders to 

receptive tour operators and tour operators and also 

develop itineraries and getaways which include 

Aboriginal experiences.  AtBC’s key travel trade markets 

are: Canada, United States, Germany, United Kingdom, 

Australia, Japan and China.  By continuing to work with 

the Travel Trade, AtBC is working towards a goal from 

the Next Phase to build and strengthen partnerships 

with those committed to the success of a growing 

tourism industry in the Province.  Working with the 

Travel Trade also focuses on Key and Emerging Markets, 

another goal from the Next Phase. 

AtBC has continued to work with Travel Trade partners 

in key markets to develop and increase Aboriginal-

themed itineraries in their product offerings.  

Specifically, AtBC visited JAC Travel with Vancouver-based stakeholders to sell their products to the 

operator.  AtBC has continued conversations with Tourism BC, each of the regional Destination 

Marketing Organizations and the Canadian Tourism Commission.  These relationships also allowed 

AtBC to promote the Our Story. Your Experience. campaign to their respective clients. 

AtBC attended Rendezvous Canada Tradeshow in Edmonton in May.  Rendezvous continues to be the 

most important Travel Tradeshow in Canada, connecting Canadian suppliers to buyers from all over the 

world.  AtBC conducted 46 meetings during the show, many of which emphasized interest in Aboriginal 

tourism experiences.  As a result of this attendance, many tour operators have begun featuring 

Aboriginal themed itineraries and packages in their tariffs and brochures (specifically CMS, JAC and 

Jonview). 

AtBC coordinated and participated in a tour operator familiarization tour to Haida Gwaii in June.  Tour 

operators included Jonview, BC Ferries Vacations, Canadian Travel Design, JAC Travel and Canadian Sun 

& Mountains.  The tour featured market-ready AtBC Stakeholders Haida House at Tllaal and the Haida 

Heritage Centre.  AtBC also coordinated individual familiarization tours for Canadian Travel Design at 

CrossRiver Wilderness Cabins and for Destination America at AtBC`s Klahowya Village. 

 

 

 

 

 

AtBC attended 

Rendezvous, 

Canada’s 

Largest Travel 

Trade Show. 



Travel Media 

The goal of AtBC’s Travel Media marketing activities is to promote 

Aboriginal tourism and AtBC’s Stakeholders to Travel Media in order to 

drive positive editorial and broadcast coverage in AtBC’s key travel 

markets – Canada, United States, Germany, United Kingdom, Australia, 

Japan and China.  AtBC has aligned its Travel Media focus with that of 

the Canadian Tourism Commission, Tourism BC and the six RDMO’s 

AtBC worked with the Travel Media writers at Tourism BC, each of the 

regional DMO’s and at the Canadian Tourism Commission in person and 

on the phone.  An email call-out was sent to each of AtBC’s Market-

Ready stakeholders asking for updates, events, photos and videos that 

would be beneficial to promotions.  These materials were used to 

generate story ideas for the travel media.  AtBC’s efforts resulted in six 

media releases to the Travel Media, which produced ten published 

stories and two broadcasts. 

AtBC continues to work with the Travel Media and in the near future 

will be redesigning the online press kit, generating more story ideas and 

including the Travel Media on familiarization to Market-Ready products.   

 

 

Page 17 2012-2013 Progress Report 

AtBC had 10      

published stories 

and 2 broadcasts. 
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Corporate Update 

AtBC continues to build and strengthen corporate relationships that support AtBC’s financial sustainability, 

vision and mission.  In the Next Phase, AtBC has committed to strengthen, develop and expand relationships 

to support Aboriginal Tourism. 

 

The current economic climate is unchanged. It makes it challenging to raise corporate funds. Despite of 

dwindling corporate resources for community investment, AtBC will stay the course and continue to build and 

maintain relationships. Raven Events and Communications will continue sales on a commission basis.  

 

An updated fundraising strategy will be developed as soon as AtBC priorities that set for the upcoming year.  

One of the activities that offered the most visibility to corporate partners was Klahowya Village. The strategy 

will make use of activities planned.   

 

Committed Partners 

 Coast Hotels and Resorts is committed to remain a partner. The 2012/13 contribution was $10,000. 

Coast needs to be approached again in preparation for the upcoming tourism season.  

 Pacific Coastal Airlines has committed support of AtBC. An amount has not been specified yet.  

 FortisBC’ contribution for 2012/13 was $5000. The company needs to be approached for 2013/14. 

 Vancity committed to a sponsorship in the amount of $25,000 in the summer however payment 

has not yet been received. 

 Port Metro Vancouver’s  contribution for 2012/13 was $10,000. The company needs to be 

approached for 2013/14. 

 Fairmont Hotels is interested in marketing partnerships. AtBC is working to further this 

relationship. 

Good Leads 

 Hub International 

 KPMG 

 Aecon 

 Tim Hortons   

Active leads 

 AMEC 

 Britco 

 Clean Energy BC 

 Coast Capital Savings 

 Davey Tree Services 

 DOMCOR 

 Eagle West Cranes 

Page 18 2012-2013 Progress Report 

AtBC has 6                

committed         

partners who     

support Aboriginal 

Tourism 
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 Fortune Minerals 

 Golder Associates 

 Hemmera Consultants 

 IDL Projects 

 Knight Piesold Consulting 

 MNP LLP 

 North American Construction Group 

 PwC  

 Rescan 

 Rio Tinto Alcan 

 Scotiabank 

 SNC-Lavalin 

 Sunlife Financial 

 T.E Wealth 

 Tervita (formerly HAZCO) 
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Financial Update  
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Media Publications 

Vacay.ca July 1, 2012; Today’s Senior Newsmagazine—August 8, 2012 

Bay of Plenty Times—July 2, 2012 
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Vancouver Courier—July 8, 2012 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

SOAR (Pacific Coastal In-flight Magazine) - August-September  
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BC Business—August 6, 2012 
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FVW (German Travel Site) - June 26, 2012 
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BC Business—July 3, 2012 

 

 

 

 

 

 

 

 

 

 

 

The Star—August, 31, 2012 

Page 25 2012-2013 Progress Report 



Page 26 

Document Title 

Today’s Senior Magazine—September 12, 2012 

 

 

 

 

 

 

 

 

 

Shaw 

TV’s 

The Express—July 30, 2012 
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Global News—August 21, 2012 
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Regional Brochures 

Vancouver Island 

 

 

 

 

 

 

 

 

Vancouver Coast and Mountain 

 

 

 

 

 

 

 

Cariboo Chilcotin Coast 
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Northern BC 

 

 

 

 

 

 

 

 

Kootenay Rockies 

 

 

 

 

 

 

 

 

 

 

Thompson Okanagan 
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Campaign Advertisements 

Vancouver Island Visitor 
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