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Executive Summary

Purpose and Goals

The province of British Columbia is home to world class mountain biking terraimHilpyarks, cross
country touring, life access, enduro, community trails, festivals, races, candp®ars are all available

and together create the ultimate BC Mountain Biking Experience. With such resources, it is time to put
BC on the mountain biking map and attract riders of all levels from around the globe to ride on the
terrain we call home.

Themountain biking product available in British Columbia is world classrder for British Columbia to
compete onthe world stage for destinatiomountain bikingtourism, the province and its stakeholders
will have to come together as one solid and unitesht to prove to the world hat British Columbia is a
premier destination for mountain biking. This report provides a detailed framework of analysis,
comparables, initiatives, and planning that will be necessary to transition the current product into a
globally recognizable and desirable entity in the world mountain biking tourism industry.

This framework provides specific deliverables that will ensure the highest level of success when
achieved. It will be essential to attain full community buy in of thplementation plan to ensure
consistency and effectiveness. A solid foundation throughout the providers will ensure that the global
message, identifying British Columbia as a world class destination, will meet expectations. Efforts to
maximize acceptancefdahe implementation will rely heavily on a strong support structure to provide
assurance of the benefits ar@ldza G A F& (GKS NBaz2dzNOSa Ay@SaitSR Aydaz
environment has provided the province with the incredible terrain neaegto compete in this industry

on a global scale; however, the terrain is only a part of the equation. In addition to the terrain, BC must
recognize that other areas of the world have taken the initiative to express their regions as desirable
mountain bking destinations; therefore, competing in the global market requires an investment into the
support structure to maximize success.

The creation of the ultimate BC Mountain Biking Experience demands direction and this report provides
a foundation for the 8 f AT 6t S &dz00Saa 2F . NAGAAK [/ 2fdzYoAl ¢



Methodology

The province has the most vital part of the implementation: and that is the terrain. From this point
forward numerous steps need to be taken in order for the provincestxh its full potentialExtensive
research and analysis was performed on other world class mountain biking destinations to evaluate
their competitive strengths and determined areas British Columbia could utilize to gain a competitive
advantage Throughou the preliminary stages of commencing the implementation, many dedicated
individuals met on numerous occasions to voice their ind take British Columbia into a future of
potential and possibilitiesegarding the mountain bike tourism industrifhe resulting information
became the structure for the formation of a comprehensive blueprint for sucdéegtings and
collaboration resulted in the development of key guiding statements to maximize consistency and
effectiveness of the overall strategy.

GuidingStatements

1. Partnership and collaboration between private and public sectors
Communicate diversity of experiences on a provincial basis
Recognie work to date completed bBike Parls BQResorts
Equitable funding approach for stakeholder bty
Progressiveplanning to build the provincial sector using staged growth
Lead with market ready experiences to create demand
Ongoing stakeholder input and evaluation
Encourage trail stewardship and capacity building at the local level
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In addition to the guiding statenmts, comprehensive research and analysis has been collected and
organized to provide necessary background information into the existing market characteristics. The
research includes analysis of global competititihg state of the present product in BritisColumbia,

and a detailed study into elements of the target audience.

Research into the global competitiagsentified programs around the world that have been successful at
drawing consumers. This information noted important initiatives that have beeaessful and provides
AYyaAraKad Ayd2 ySé FYyR FRFLWIGSR AYAGAFGAGBSa FT2N AYLH
industry.

Analysis of the current state of the industry in British Columbia identified key components that position
BC with strongompetitive advantages in the global marketplace. Highlighted by the incredible terrain
and community support, the messages must express the competitive advantage in ways that
differentiate BC from its competition in a positive and desirable fashion. sHuigon of research also
focuses on the potential benefits of investment into this industry throughout the province.

The consumer group that represents mountain bike tourism marketplace has a variety of distinct
characteristics; therefore, demographicgkographical, and psychographical information was collected
to be utilized in the design of the distribution strategy. Consumer information ensures that the message
is appealing to the targeted group and the campaign provides a greater return with theeffioggncy.



Categories of Strategies

For the province to reach worldwide recognition for its vast variety of mountain biking experiences that
it offers the world, there are numerous steps that must be completed. They have been broken down
into sevendistinct categoriesand implemented over a period of the next three yeagach of these
categories has been simplified ingpecificstepsidentifying key initiatives, details, and timetables for
their implementation.

The categories used to clarify the implentation plan are as follows:

1. Governance and Organization
Objectives and strategies developed in this section ensure that the strategy avoids unnecessary
delays and blocks in progress.

2. Finance
This section contains additional objectives and strategies toitnoa comprehensive budget
and maximize the potential return on investment.

3. Branding
The mountain biking industry in British Columbia has a humber of factors that set it apart from
its competition and this section utilizes those characteristics to peowlgjectives and strategies
to define the product and ensure it is well positioned in the global marketplace.

4. Integrated Marketing Communications
Specific and tangible initiatives thaxpose the product to the desired target audience and
attract them tomake use of the overall product are clearly laid out in this section. All marketing
efforts must remain consistent with the strategy to ensure clear and precise messaging.

5. Product Development
Many initiatives are identified in this section to improve upmalready world class product. To
maintain a highly competitive product, the continued development of its elements must be a
priority in the ongoing strategienplementation.

6. Services Marketing
A major part of executing key initiatives detailed throughthé plan, this section notes the
importance of the human capital in British Columbia and how the people providing the product
can be utilized to affirm the region as a world class provider.

7. Packaging
This sectioretails effective methods of deliveringe product to the consumers at both the
end user point of contact and in terms of the marketing communications.



Implementation Plan & Prioritization of Strategies

The strategies developed have been prioritized using a set of criteria developed hytiveckl
Advisory Committee. These include:

Criteria for Selection of Strategies

Ability to deliver short term wins in 2010/2011/2012

Sustainability of the Mountain Bike Tourism Sector

Ability to develop a best model for mountain bike tourism worldwide

Need to incorporate a business plan approach (as opposed to pure marketing)
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The application of this set of criteria 4 to all strategies has resulted in the following ranking of the seven
main business areas for the successful implementation of the maubike tourism plan:

Governance and Organization
Finance

Branding

Integrated Marketing Communications
Product Development

Services Marketing

Packaging
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In order to properly implement the plan, the Provincial Advisory Committee has laid out a threma(3) y
timeframe whereby certain strategies across all seven (7) business areas. These are outlined below.
There no financial budget allocations contained herein since the total budget goal of $250,000 per
annum has not been determined and ultimately becoraasgitical part of the Year One execution
strategies.

Year One

Governance and Organization

1 The Mountain Bike Tourism Association is to assume the lead role and be funded to administer
the execution and ongoing development of the Mountain Bike Tourism setda

1 Convene an executive team of senior management with relevant knowledge and experience to
administer the plan; and develop a proper constitution and Board of Directors and three year
proposed budget

1 Engage Communities, regions and stakeholders tlol laon economic impact study and build a
full inventory of market ready mountain bike experiences

Finance

1 Set an initial budget goal of $250,000 and develop funding mechanisms including funding from
Bike Parks BC Resorts; Experiences BC; regional govesniestination Marketing
organizations (hotel tax communities); Regional Destination Marketing organizations; industry
members including mountain bike operators; industry suppliers and sponsors



1 Establish benchmarks for measurement of the incrementalismirevenues associated with
the mountain bike tourism industry including key performance indicators

1 Develop trail maintenance funding mechanism in partnership with regional governments; trail
passes and mountain bike events and festivals

Branding
1 Developr LINPQ@GAYOALf ONIyYyR gKAOK O2yidlAya I LRaAlA:
and focused on core competencies
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mountain bike tourism experiences indentified in this plan

Integrated Marketing Communications (IMC)

1 Internet Marketing
a. Build a comprehensive mountain bike tourism websitedeled2 y { & A
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b. Link it to HelloBC.com and regional and destination websites
c. Website to be developed to market the provincial brand with trail guide; GPS based tralil
maps; blogs; trail reports; Website be accessible from mobile phones and
blackberries; and will contain a centrally controlled Mountain Bike Events Calendar
9 Social Media
a. Develop expertise to create a blog for new website
b. Create a following on Twitter and regularly update
I Earned Media
a. Host 5 key media annually on assignmerguggested to pursue Outside, Explore, TV,
National Geographic, Bike, Decline etc)
1 Paid Media
a. Create TBC Mountain Bike Tourism logo for use in all communications
b. Not recommended to pursue a print mountain bike tourigoide
c. Utilize online channels such as pinkbike.com; NSMB.com
d. Use magazines for paid medj@8ike Magazine for example
e. Outdoor retail shows
f. / NBIFGS @ARS2 gA0K aLRYaz2NARAKALI YR LINE Q& LINZ
1 Earned Media
a. Host 5 key media annually on assignmestiggesed to pursue Outside, Explore, TV,
National Geographic, Bike, Decline etc)
1 Promotional Strategy
a. Video Challenge on YouTube and prizes to include circle tours in BC
b. Cross promote with bike shops and ski resorts to access their customers and offer
conteststhrough manufacturers and resort partners
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Product Development

1 Mountain Bike Experience Product Inventory
a. Conduct Survey of stakeholders to include: mountain bike clubs; trail stewardship
groups; municipalities; resorts; regional governments; MTCA Recneltails division;
./ tIFN)A&AT 5ahQa YR w5ahQadad® 5SG§SN¥YAYS
experiences.
9 Standardization of Signs and Trail Maps
a. Use Tourism BC Mountain Bike Essentials Guide to start process
b. Solicit and develop best practices fronalstholders and best models
c. Work with MOT to create provincial highway signage to promote trails and trailheads
9 Consumer Research
a. Assemble and review existing market research (e.g. MBTApS#ey, Whistler,
Shuswap Trail Strategy, BC Tourism TAMS
b. Use thetemplates developed by MBTA for the North Shore/8e&ky studies
c. Using secondary research of the global mountain bike tourism industry, identify main
RNAGAY3I F2NOSa 2F OKIy3dAS gAGKAY (GKS Y2dzyidl A
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Services Marketing

9 Establish a stakeholder education program and create a tool kit for presentation to key internal
stakeholder groups to include: Brand and tag for BC Mountain Bike Tourism; Mountain Bike
Tourism Eperiences and major targets for each; Trail Standards and Trail Designation;
Marketing Strategies; Funding sources and best models resources; Risk and liability
management concerns; Outline of Top Ten Success Stories in BC Mountain Bike Tourism citing
local communities; Highlight economic benefits to include ROI and the linkages between tourism
and travel motivators; Outline how communities and regional governments can be involved

a. Establish and communicate market ready mountain bike experience serviadiges
and standards for all majaperators andnountain bike tourism servicadilizing
Tourism BC Mountain Bike Essential Book to build capacity at the community level and
to develop key success factors that consumers want such as; how to buildhosil$o
build clubs; trail signage and map standards; trails quality standards; insurance
requirements; and bike storage.

9 Customer Feedback Loop

a. Enable consumers to provide real time feedback via website
b. Develop, execute and measure Ongoing consumer expegisurveys
1 Measures of Accountability
a. Develop economic impact analysis for various sectors of the mountain bike tourism
industry and develop benchmarks for the success of the Mountain Bike Tourism plan
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Packaging
1 Mountain Bike Experiences
a. Develop onlingrovincial trail guide with menu of options to include accommodation;
rentals; activities
b. Establish call to action through Hello BC and Inntopia and regional and destination
websites
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Year Two

Governance and Organization

1 Develop an ongoing education pragn to educate stakeholders and improve funding
opportunities
1 Create BC Mountain Bike Communities to act as official centres for mountain bike tourism

Finance

1 Maintain annual budget of $250,000
1 Seek corporate sponsorships
1 Create consumer survey to measkey performance indicators

Branding
T 'LRFGIS 06Sad Y2RSta NBaSIFNDK (G2 SyadaNB ./ Q&
1 Educate members concerning brand stewardship

1 Tie brand stewardship of Mountain Bike Tourism into the implementation of the BC Recreation
Trails strategy

Integrated Marketing Communications

91 Internet Marketing
a. Develop an online mapping system for mountain bike experiences
b. Create online demand and then also funnel consumers towards local and regional
websites associated with the relevant moant biking experience
9 Social Media
a. Create a following on YouTube through innovative promotions and video
1 Paid Media

a. Use nontraditional print Ski magazines Outdoor, Oprah, Canadian LigingO[ S| y Qa

b. Create TBC industry approved ads in industry publioatio
1 Publicity Strategy
a. Create a forum online for press releases; hound the media with stories
b. Source 5 BC riders as spokespeople and one TV celebrity
c. Plan for Celebrity Riders appearances at key mountain bike events
d. Create TBC approved logos for all stakdars and partners that support (possible
revenue source)
1 Promotional Strategy
a. Promote new brand through Mountain Bike film sector
1 Product Communications Strategy
a. Create a communications plan that promotes the broad range of trail and travel
experiences aslentified under this plan
b. Market specific experiences and routes that are world class status
c. Create specific mountain bike routes and circlertoand include amenities

Vil
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Product Development

1 Establish Provincial Leader is to centralize information, nzebidthers, and turn existing
opportunities into successes.
a. Create sharing agreements between stakeholders who have local inventories of trails,
events, and experiences
b. Develop a membership base of all stakeholders
9 Trail Authorizations
a. Continued authorizion of new trails and experiences that are accessible to all users
b. Implement BC Recreation Trails Strategy
Incorporate trail designation as trails are built and encourage trail clubs to apply for designation
Standardization of Signage and Trail Maps
a. Creat MTCA approved trail ratings system and apply this to all legally approved and
market ready mountain bike trails
b. Expand upon Bike Parks BC Resorts trail ratings and trail maps for use across all
mountain bike trail experiences
9 Consumer Research
a. Qualitative research to explore and scope out what was happening and why
(Community Meetings, Focus Group Research, Retailer Interviews)
b. Quantitative research to determine the extent of what was happening (Online Survey,
Stakeholder Online Survey)
c. Investigate posbie partnership opportunities to collaborate with Universities/Colleges
(e.g. TRU Tourisni'4’ear Research students)
1 Development of New Product
a. Work with regional Economic Development commissions; Community Futures and
Entrepreneurship groups to educateiyate sector on new opportunities
b. Promote Mountain Bike Tourism within leading educational institutions
c. Create Designated Mountain Bike Communities

Services Marketing

i Establish and communicate market ready mountain bike experience service guidelines and
standards for all major operators and mountain bike tourism services
a. Integrate World Host program to the sectodevelop and find sponsor for BC Mountain
Bike Superhost
9 Consumer Recognition Program
a. Ensure BC mountain bike communities are competitiv&witg 2 NI RQa - 6 Sald Y2 RS
Integrate World Host program to the sectgMountain Bike Superhost and train all
front line staff employed by stakeholders on a pay to play basis

= =

Packaging
1 Mountain Bike Experiences
a 5S@St2L) Iy | LILINR PSR dain Sikefaccomnddation, uiBgd | £ F2 NJ
services, related retail using MTCA certification standards similar to approved hotel
accommodation

viii



Year Three

Governance and Organization

1 Develop an elected Board
1 Seek to expand memberships
f Advocate for introductionoff A Y KSNByYy i NRal1é¢ tSaratlidrzy

Finance

1 Maintain annual budget of $250,000
9 Build corporate sponsorships

Branding

1 Validate brand stewardship and success of branding to promote awareness of the diversity of
the mountain bike tourism experiences

Integrated Maiketing Communications

Create awareness campaign to attract more female riders

Create a visual mountain bike experience promotion for ferries, billboards, stores

Create Mountain Bike Tourism awards and tie into BC Tourism Industry conference
Cross promotén other Experiences BC sectors that have similar target geo demographics
Look to other consortiums for IMC guidance (Nordic, Wine as examples)

=A =4 =8 =8 =4

Product Development

i Standardization of Signs and Trail Maps

a. Create a provincial level of certification for frauilders

b. Adopt standardized safety program based on best practices. Standardization of trail
NI GAy3a aeaidSy aac¢.! 2NJac¢/! ! LIINRPDSRE

c. Consider Canada West Ski Areas Association standards for signage and trail maps

d. In each geographic area work towards s&mting at least one trail in each rating
category to serve as the measure by which other trail signage and ratings are measured.
¢ would establish a local benchmaglsomething for local trail builders to reflect on

Services Marketing

i Establish and commucate market ready mountain bike experience service guidelines and
standards for all major operators and mountain bike tourism services
a. Create Mountain Bike Guiding certification through a recognized academic institution
such as TRU.
b. Develop Trail Ratin§ystem and Standards using local Clubs and MBTA for trail skill
levels and for signage and mapping
1 Consumer Recognition Program
a. Establish Mountain Bike friendly serviaggBansportation/accommodation/restaurants
using Scotland best models example



Packagig

1 Mountain Bike Experiences
a. Package mountain bike experiences with a lead in mountain bike experience and add in
other tourism experiences in the regioggulinary; wine; local attractions; Festivals;
golf; other outdoor adventure
b. Develop packages to a#ct short haul travelers that include a variety of mountain bike
experiences
c. Distribution Channelg ensure local stakeholders in a mountain bike community are
aware of packaging options including accommodators; bike shops
9 Tour Wholesalers
a. Work with MTCA ad Canadian Tourism Commission to have representation at major
trade shows such as Rendezvous Canada
b. Create a few epic package options with net rates to offer to wholesalers
c. Establish a call to action through Tourism BC/Inntopia

1 Package with Gateway Comnities
a. hTFSNI 2LILIR2NIdzyAde G2 YIAYy LdzoftAO0 aSOG2N aidl
Commerce) to pay to play in integrated marketing communications
b. Offer opportunity to main private sector stakeholders in gateway communities to pay to
play in integrag¢d marketing communications
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Section 1: Background & Methodology

Purpose and Outcomes

The sector marketing plan for mountain bike tourism is designed to acconthksfollowing specific
goal:

To build a comprehensive plan that will provide dynariic _ ..

and functional guidance to insurthat British Columbia hGet a YDU_W:IIIWO’FI
will work towards becoming recognized as a world leacer [ €9r et it i f
in mountain bike tourism. Mark Twain

Objectives for the Sector Marketing Plan
The three main objectives for the sector marketing plan are:

1. To develop a specific brand under which BC mountake tourism will become universally
identifiableand sustainable over the long term.

2. lIdentify governance, financial, product developmemiackaging, servicesand integrated
marketing communication efforts resulting in new business opportunities for nceraial
operators and communities

3. To create a provincial community through which resources can be jointly utilized to continue to
enhance the recognition of BC mountain bike tourism and continuously improve upon the
quality of experience; this eoperative will serve to provide long terrsustainability to the
industry.

Whether it be the lest bike parkin the world (Whistler) or the best crogsuntry epic in the world
owz2aaflyRQa 1 { dzY Y AfdsteneXery.type oK fiding eXgenehcs. SRowi 2ich
cycling history, burgeoning cycling communities and infrastructurguide outfits, shuttle services,
bike shops and biké&iendly coffee houseg a trip to BC is not just a vacation, but a necessary
pilgrimage for the discerning mountain bikem,qurism Business Essentials, 2008

Mountain bike tourism has arrived globally. Scotland, Switzerland, New Zealathdkey states in the

US have created a vibrant and growing tourism sector based on mountain lkitig/y Columbia has a
vibrantopportunA 18 12 SYONI OS ¢gKI GQa KIFLIISyAy3a KSNB |yR i
Thanks to those early mountain biking pioneers. / Q & N®thJshére, bike trails are now found
everywhere in our province. From RéibsTrails,to commuter networksn all our cities and towns, to

wellkY F Ay GF Ay SR Y2dzy il Ay sardskils pamkg, BO hassan dnadingraitk & Q 2 dzY L.
mountain bike experiencesThere are success stories in our province than can be adapted and
executal to make mountain bikng a safe, fun, highly rewarding sport for not just tourists, fort

British Columbians themselveBritish Columbignasthe opportunity to be a world leader as a region

that appreciates and rejoices the freedom, exercise and adventure that comes withatvhas been
OLtfSRE WiKS y20fSali Ay@SyirzyoQ
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The Need for Mountain Bike Tourism

The natural environment of British Columbia makes it a perfect destination for world class mountain
biking. As a result, the industry already exists and shows the potentiad toultivated into a unique
tourism product. British Columbia needs to take notice and develop this industry for a multitude of
reasons:

1. Due to little to no intervention, a large entity of unauthorized trails exist throughout BC posing
safety and environmetal hazards

2. Much of the difficulty in establishing authorized trails is a result of minimal incentive to monitor
and maintain these trails

3. Existing mountain biking clubs lack the resources to develop the product to a level that will drive
the industry foward

4. Mountain biking attracts a diverse crowd from a variety of backgrounds and these participants
are often interested in experiencing more from the area than mountain biking alone

5. Awareness of the industry will stimulate all tourism products

6. Trail promoton will bring attention to the need to ensure environmentally sustainable mountain
biking practices are implemented

7. Individual communities with the opportunity to develop this industry do not have the necessary
incentive or expertise to design or execary strategy

8. Opportunity presents itself to create cooperative initiatives and involve First Nations droups

The need for structure within the Mountain Bike Tourism industry would enable it the support and
resources to become a functioning and controllakéetor of the tourism marketplace. As it stands, this
industry exists as an infant with little to no development. Great benefits are available if appropriately
encouraged and British Columbia will develop the reputation as a world class destination dataiho
Biking.

Background

History

The process to commence the development of a plan to pronBrtissh ColumbigBQ as a destination

for mountain bke tourism experiences was started with the formation of the Western Canadian
Mountain Bike Tourism Assotian in 2005. Its goal was to have BC recognized for its world class
sustainable trails and abundant mountain bike experiences supported by enthusiastic communities and
resortsoffering high quality servicetn a bulletin released in 2006, the MBTA redagd issues related

to marketing unauthorized trails in many BC communities and chose to begin its focus on marketing
commercially developed lift access bike park resorts. It created the Bikes PakmBte between fve
destination alpine resos, induding WhistlerBlackcomb Mountain Bike Parl§ilver StarMountain
Resort,Sun Peks Resort, Kicking Horse Resort and Mount Washington Alpine Resort. These resorts
developed a unique mountain bike experience by offering lift accedsahhill mountain bikng for

'bSSRE RSOSE2LISR 6AGK AYTF2NXYIFGAZ2Y 31 G KS NARored WETYUrisi Bl uwsSEssentidsiagdi t SR 6 a
2008 _—
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wide rangesof abilities and ages. This initial alliaregmitted the firstapplication to Tourism i&gish
Columbi& @ ourism BClExperiences BC program2006to allow them toimplementa marketing plan

for the Bike Parks BC Resorts Bike PafksTBis initialpplicationsourced $5,000 of funding from the
resorts Panorama Mountain Village joined in 2007 and Tourism Fgoitied in 20@) and leveraged
another $50,000 fronthe Experiences B@rogram for 2007- 2002 The funds have been used to
execute a marketing plan that has conducted benchmark consumer and economic impact research,
creatad awareness of thaike Parks BC Resottsough print media encouraged trial through dealer
based promotions and involvement of mountain bike manufacturers

One aspect in the evolution of mountain biking has been its shift from a localized recreational activity to
a tourism product. Mountain biking is now one of several outdoor adventure activities in British
Columbia recognized for its tourism potential damesearch indicates that significant numbers of
mountain bike enthusiasts travel to go mountain biking, (Tourism Business Essentials, 2008). The
province of BC has one of the top international reputations for mountain biking innovation; however,
much morecollaboration isrequired to make the most ahis, conquer challenges and make BC a true
world class mountain biking adventure destination.

While the success of thak& Parks B@lan was being felt, there began a growing consumer and supplier
interest n other forms of mountain bike experiences. These include the development and recognition of
mountain bike centres such as Rosslafidunded on epic trails such as Seven Summits; the
development and recognition of the rail trails of BC as the main cotieeofrans Canada Trail providing

a new mountain bike experience; the development of kiguntain Bike Festival&pkaneeCrankworx)

and races (Squamish Test of Metal); the growing construction of taaifseferiding, all mountain riding

and cross countnand the development of urban community trails for riding and several other unique
BC mountain bike experiences.

The Western Canada Mountain Bike Tourism Association (MBTA) decRiz@Bito pursue an approach

to Tourism BC for the development of a breadnarketing plan The intent of this plan is texpand
beyondBike Parks BC Bike Parkst8@hclude other world class market ready mountain bike tourism
experiences in order to position BC as a unique global mountain bike tourism destinatiBRpAassin

of Interest wassubmittedin the Fall of 200&o the Experiences BC program at Tourism British Columbia
by the MBTAon behalf of the provincial mountain bike sectdt was approved by Tourism BCearly

2009 and thedevelopmentprocess washen initiated April 1, 200%y hiring a facilitator to work with

the main stakeholders represented in the application and to commence the development of a provincial
marketing plan for the sector.

Creating a mountain biking destination requires extensive touism vision and the partnershipef
various groups within and outside the community. With a vision and affiliation structure in place, a
community is in a much stronger position to critically revigg/product, and ensure that trails are

Wl dzii K 2 NA T BdgrrmanalgemBnt i@ tekih@ place. Thyipe of collaborative approach ensures that
the issues of maintenance, risk management and inswaan be more readily addressed and the full
range of mountain bike experiences properly marketed.

w
- 0000
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Value of Tourism in Btish Columbia

Tourism is an important industry in British Columbia and is estimated to be wa&!8Billion in visitor
revenue in 208.2 Tourism GDP was just nearl§.6 billion in 2008based on #2002 constant dollar.
The tourism sector in Britishotimbia increased. 7% in 208, outpacing the provincial economy for the
fifth straight year Tourism employs about31,000 British Columbians, accounting for one in every
eighteenjobs in the province in 2@&*

As part of the Ministry of Tourism Cultuased the Arts, Tourism British Columbia promotes Swper,

Natural British Columbia®rand to the world. Through programs and initiatives designed to promote

and develop tourism throughout the province, Tourism BC works closely with industry partners on a
variety of joint marketing and promotional campaigns in British Columbia and in key markets around the
world. C2NJ Y2NB AYyF2NXI GA2Yy 2whweodridohak.corf/commuRiies LINR 3 NI Y &

Experience BC

The Experiences Bftoduct sector development program has been designed to assist product sectors in
the earlier stages of product development by creating an overall development and marketing plan. The
sector program is intended to be provinedde in scope or be representative of the total availabl
product within the province.Experiences B@s designed to work through cooperative financial
partnerships for initiatives in markets as determined by the needs of the sector and Tourism BC program
staff.

Western Canada Mountain Bike Tourism Association

The Western Canada Mountain Bike Tourism Association (MB/BA)initially developed by three

mountain biking individuals from different tourism backgrounds that have a common vision of
enhancing Western CaRar Q& Y2dzy Ay o0A1AYy3 (G2dz2NRAayY LINRRdAzOO A
manner that is supported by community stakeholders and resort operators.

The MBTA believes that by working together British
Columbia can exemplify standards of sustainability ‘in
mountain bike tourism that will not only care for

natural areas, but also create local opportunities ard ~ SPOTt lets you go like that -
support community pride. where there's only the bike left

to hold you up. If you ran as
hard, you'd fall over. Your legs
woul dn't suppg

ACycling i s un

The goal is to have Western Canada recognized for its
world class sustainable trails and abundant mountzin
bike experiences thatra supported by enthusiastic
communities and operators offering high qualit/ - Steve Johnson
services.

2 BC Stats has introduced a new methodology (to British Columbia) for measuring the size (revenue) of the BC tourismTineustry.
methodology combines suppbide information from businesses on revenuanployment and valu@dded with estimates of tourism
proportions for each industry to estimate the overall revenue, employment and GDP of the tourism industry.

3 Source:Business IndicatoxsTourism Sector Grows, but at a Slower Pace in Z08tats, Jy2009. N

* Source:Business IndicatoxsTourism Sector Grows, but at a Slower Pace in Z08tats, July 2009. [r—
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Its stakeholders are divided into two distinct grou@ammercial operators are represented by resorts
offering liftaccessed mountain biking products and providing iggidservices to destination tourists.

The second is represented by communities and the sub groups that are contaitiéd them. This
includes municipalities, regional districts, and encompasses mountain biking clubs and associations,
DMOs, as well as spprting service providers.

The Western Canada Mountain Bike Tourism Association (MBTA) was officially formed in November
2005 and employ a stakeholder model which is modelled after those set up by Tourism Vancouver Island

and other regional DMOs. Thereeecurrently approximately 70 registerediakeholders representing a

cross section of the mountain bike tourism industry. The sector is diverse and it is expected that the
all 1SK2t RSNJ olasS G2 AYyONBIaS IyR RAGSNEATE | a (y?2

Tourism Sector Plan Guidelines
In the preparation of @aourismsectorplan, the follaving principles must be used

A tourism sectorplan serves as the embodiment of the overall vision, economic goals, and serves as a
roadmap for the yearshead to achie8 | (i 2 dzNJvidiofi with3eQarcRtdNtbugism. The tourism

plan encompasses three to five years and while it serves as a roadmap, it should also be flexible enough
to take new, unexpected opportunities into consideration during implementation.

Thetourism plan accomplishes the followihg

Defines the business situatiaypast, present and future.

Defines the tourisnrelated opportunities and problems facing the community.

Establishes specific and realistic business objectives.

Defines strategies an@ctics required to accomplish the objectives.

Establishes a timetable and pinpoints responsibility for execution of programs.

Establishes control and review procedures to monitor effectiveness of programs and
performance against the defined objectives.

= =4 =4 4 -4 4

Once the tourism plan is completed and implementation begins, results should be tracked regularly such
GKFG 'y dzLJRFOGSR LI IFyYysS gAGK €SENYyAy3a FTNRY GKS OdzN
increasing tourism to theecommunity. For many seatg the objectives and strategies should be

reviewed, with most of the updates occurring on the detailed tactics. The plannig cgn be

illustrated as follows in figure: 1

®Based on the American Marketing Association definition. —
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o . — Strategies
Situation Planning _Objectives AWhat is our bd
_ analysis session Awhat a Includes market development
fiwhat ar going to and destination development
opportun achiev strategies
With  learning :
from current Tourism BC - - '
activities the programs and Tactics and implementation plan
UBCM AiWhat are the sp
next plan can programs can Includes market development and
be even more ; destination development activities
successful Market assist
development
. activities
Tracking and
evaluation )
fiHow ar Implementation
doing? T of activities
g Destination
development
activities .
Community and

private sector to
imolement

"You never escape the presidency. It travels with you everywhere
you go. And there's not a moment where you don't think about
being President -- unless you're riding mountain bikes as hard as
you possibly can, trying to forget for the moment."

- President George W. Bush
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Consumer and Travel Tourism Trends

The tourism industry in British Columbia is one dominated by domestic and Am#&rgaters. The

most recent statistics indentify 92% twévelers to BC are coming from parts of Canada and the United
States. However, with the passinfthe Western Hemghere Travel Initiatig, travelling from the US to
Canada will become more difficult as the law requires all those crossing the border to have a valid
passport. As of Jun€'12009 the US government implemented the law completely regardless of
whether thetravelercrossed the border via land, sea, or air. More details in regards to the WHTI can be
found in Appendix #

On a positive noten January 2005 the Canadian government began negotiating an agreement with

I KAyl (2 0802YS 2y %dd&FinaiioksSAs O Deeghib& 0D Canddh W@ &
officially awarded Approved Destination Status (ADS) by the Chinese government providing Canada with
full access to over 1 billion potential tourists. Since 2000 BC has experienced a steady increase in
Chinese tourism and the ADS should serve to maintain that trend.

Combined with a consumer trend towards active vacations and access to an immense tourism market,
the outlook is positive for continued growth in the overall tourism sector and the Mounta@ Bik
Tourism industry.

Canadian and Americamnavelers present the largest potential volume of visitors to BC communities.
The U.S. market is expected to continue to be an important international market but the number of
visitors is not expected to grow ité short term, with challenges such as new passport requirements,
border and security issues, and the lower spending power of the U.S. dollar in Canada. Leisure travel in
Canada and the U.S. makes up a larger number of trips and is growing faster theesduiavel. Baby
boomers continue to be the largest demographic segment, with the baby bust/Generation X the second
largest segment that is seeing the highest growth rates. Having an Internet presence is important as the
majority of American and Canadlitravelers use the Internet for vacation planning and about half book
online.
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BC Tourism Consumer Trends

In the past decade British Columbia has fallen victim to global events such as 9/11, SARS, and Avian Flu.
Although these were far worse for the tifas, BC realized drastic declines in tourism as a result.
Fortunately, consistent rebounds have helped BC achieve steady growth from 2004 to 2006 and record
visitors in 2006. The BC marketplace is dominated by BC residents with 20% represented by domestic
and Americartravelers. Only 7% dfavelers to BC come from the Asian Pacific and Europe.

While BC residents make up the largest share of visits to BC, they make up a much smaller share of
revenue. All other markets contribute a larger share of tourienenue and their share of visits, with
the Rest of Canada contributing the largest share of tourism revenue to BC.

BC residents may not spend as much per trip as other visitors to BC but they travel in BC more often and
explae more areas of the provincdhey tend to travel in BC yeasund while visitors from further
away tend to confine their visits to the summer months.

Tourism experiences in BC are in various stages of development. BC residents are an important group as
they are accepting of varygnqualities of facilities, amenities, and customer service levels. BC residents
often represent the first wave of visitors as a

community or tourism business builds its business. For British Columbia
Share of Revenue by Market, 20!

example, Whistler was a ski destination for BC
residents long before lhad exportready facilities.

Rest of
./ NBAARSYy (A& KStsuitatiahand o dzA € Gt
helped generate revenue for it in the early years 1o British
allow it to grow to the internationally acclaimed ski Columbia Unied Statee
destination it is today. 23.3%

International visitors spend aboulkree quarters more
in BC per trip than domestic visitors. Asia Pacific gnd  oversea

Europe in particular are high yield markets. This means IOPE psia ) Pacifi MeXCS
that BC can generate substantially more revenie ' 10.0% '
without substantially increasing the number of visitors

by increasing th@ercentage of international visitors. The implication from a sustainability point of view

is that, with appropriate upgrading, existing facilities can be used to generate greater revenue. The
potential for visitation growth is greater with internationslsitors as BC currently holds a miniscule
share of international travel. However, while international visitors have enormous potential and
generate higher revenues, they have correspondingly higher standards for facilities, amenities, and
customer servie levels. As a result, they tend to limit their experiences to those that are export ready.
Refer to Appendix #fbr more detail.

British Columbian tourists predominantly come from other spots in Canada and therefore there is little
to no cultural differeces. As a result, most tourists are readily adaptable to the area and look for
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enhancement of their experience in terms of the quality of product provided. Additiofamation
regarding the visitors to British Caofibia can be found in Appendix #3

Groups of activities that Canadian and Ameri¢eavelersparticipated in while on trips can be
summarized based on the 2006 Travel Activities and Motivations Survey (TAMS). The TAMS
demonstrated relative market size by activity and differentiates betwieawvelersthat participated in

an activity while on a trip anttavelerswhose main purpose of their trip was a specific activity. About
170.5 million American and 18.4 million Canadian people took at ¢eespleasure trip in 2004/0%
total of 153.1 millon North American (Canadian and Americtnayelersparticipated in shopping/dining
or food related activities while on an out of town pleasure trip in the past two years. Other popular
activities on pleasure trips were lafimhsed activities, exhibits/gioric sites/museums, watdvased
activities and theme/amusement parks.

Activities that motivated (main reason for trip) North Ameridaaveled Q@ G NA LJA RAFFSNBR 7T
that were participated in while on a tripWWaterbased activities motivatethe largest number of trips

followed by landbased activities, theme/amusement parks, exhibits/historic sites/museums, festivals

and events and the performing artdlore travelers participated in shopping/dining and food related

activities on trips than ere motivated by these activities.
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The BC Mountain Bike Industry

¢tKS GFLofS 06St2¢ NBLNBaSyida GKS a. ¢ untam bike$oarism 3dzSa &
industry. A key task for the MBTA is to continue to prate the association and benefitsffered to

potential members to ensure that they are able to represent the entire industry.

MBTA Non MBTA  Estimated Total
Stakeholders Stakeholders Stakeholders
| BC Resorts offering Lift Access Biking 10 0 10 - 1006
Commercial OperatorgGuiding/ Tours) 21 n/a n/a n/a
Local Governments/Communities 19 n/a n/a n/a

offering Mountain Biking

Regional DMOs 2 4 6 33%

Local and regional groups* 35 n/a n/a n/a

Note: These figures are very general estimates as it is extremely difficultamdidrd numbers given the fragmented and
ISy SNIfte LINL GAYS ylIddaNB 2F Ylye 2F (KS AyRdAGINEQ& 2LINI (G2

* Local and regional groups include: local DMOs, local bike clubs and associations, other bike related services not covered

The majority of revenue alars within the mountain bike tourism sector are currently represented by

the lift-accessed product offered by several BC resorts. In the Sea to Sky corridor for examgtier

Bike Park (including the Kokanee Crankworx Festival) accounts for 70¢4mfuatain bike tourism

revenue generatet® ! LILINPEA Yl GSt & wmnmZnnn NARSNI RFé&&d 6SNB N
traffic is growing between 5%5% per year. The largest mountain bike parks have collectively invested

over $6 million in park imAstructure since 1999 and the investment is forecast to continue. Bike park

visitors spend between $99 (same day) and $133 (overnight) per visit/adych translates to more

than $14 million in tourism revenue generated by lift access riding alooenkdin biking festivals and

events bring additional visitor revenues to resorts. In 2006, the Crankworx festival in Whistler generated
approximately $12 million in additional visitor expenditures for the résort

Communities also provide the resources.(irails) that attract riders from all over the world to BC, but
guantifying the revenue generated by these public resources is difficult. In 2006, the MBTA conducted a
study to measure the economic impact of mountain biking in the Sea to Sky corriddh (8lwore,
Squamish and Whistler). This study found community mountain bike trails generated $10.3 million for
the three communities. This figure jumps to $38 million when the Whistler Bike Park and Crankworx
Mountain Bike Festival are included in thealysis. This study provided invaluable economic data, not
only for liftaccessed product but also for the public trails in the communities of the Sea to Sky corridor.
The MBTA is actively seeking opportunities to conduct similar economic irspaties inother BC
communities and this need will be identified under the strategies for this plan.

® Sea to Sky Mountain Biking Economic Impact Study, 2006 =
" Sea to Sky Mountain BikjrEconomic Impact Study, 2006 o
8 Sea to Sky Mountain Biking Economic Impact Study, 2006 [r—
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Methodology for Developing Plan

Stakeholders

The marketing plan for the Mountain Bike Tourism sector has been developed through extensive
consultation with the stakieolders in this new and emerging tourism product sector. As opposed to a
more typical process aising a contracted professionalarketing consultant to produce a plan based

on information currently available, Tourism BC chose to identify the main stadlehgroups and
conduct a series of regional meetings with representatives from as many of the stakeholder groups as
possible. The meetings were organized by the same facilitator with the intention of asking the industry
stakeholders to contribute to the hiding of the provincial marketing plan.

The main stakeholder groups identified for invitation to the regional meetings were:

1. Mountain Bike Resorts (Whistler, Fernie, Sun Peaks, Silver Star, Mt. Washington)
2. Commercial Tour Operators

3. Destination Marketing @anizations

4. First Nations

5. Industry Groups (Mountain Bike Clubs)

6. Mountain Bike durism Services (Accommodatidopd retail, rental, transport)
7. Provincial Government Agencies

8. Regional & Municipal Governments

9. Trail Stewardship Groups

10. Private Landowners

11. Bvent Organizers (Festivals/Races)

12. Educational Institutions

13. Mountain Bike Consultants

14. Insurance Experts

15. Athletes and Professional Mountain Bikers

The development of the provincial marketing plan was based on a series of provincial wide meetings
conducted letween May, 2009 and September 2009. The meetings commenced in the Spring of 2009
and continued through October, 2009. These regional meetings were held in Kelowna, Nelson, Nanaimo,
Prince George and Vancouver. The full list of attendees and the organidtiat they represet are

noted in Appendix 4

At each of these meetings, stakeholders were presented with a custom booklet containing exercises that
allowed information to be gathered and used to construct the provincial marketing plan. Expectations
and outcomes were determined at each meeting and the attendees were asked to lend their
experiences and knowledge to specific areas identified of importance tecréegion of theprovincial
marketing plan. These exercises varieahf meeting to meeting in mer to build progressively on the
information gainel at each meeting. t’ssubsequent meetings, information and knowledge gained from a
prior meeting was tested and validated and the facilitator would then move to a new exercise rather
than cover areas thatvere already well documented and would otherwise only afford a marginal
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amount of new information. This allowed each regional meeting toubi&ue and productive. The
exercises carried out at each regional meeting covered the following components thgirisenthe
provincial marketing plan:

9 Internal analysis of the size of the BC mountain bike tourism industry; strengths and core
competencies; weaknesses and major issues facing its growth

1 External analysigncluding an identification of major competitorsgustomer targets and key
characteristics of individual user groups

1 Major issues required to succeed as a provincial tourism sector

1 Goals for the plan and major objectives required to resolve the issues identified

1 Major strategies for each category of obijiee

At the end of each regional meeting, attendees were asked to volunteer their time to participate in a
Provincial working committeéo meet twice in Vancouver. This working coittee was formed in the

late fall and had its initial meeting in Decemt®#009 in VancouveA list of those individuals comprising
the provincial mountain bike tourism working conttae is contained in Appendix5# From this
meeting, several working committees were formed to gather further strategic recommendations and
presentthem back to the facilitator for inclusion in

the draft plan. A draft of this plan was subsequenty

prepared for the committee members and reviewed 1 NOt h'i ng compar

at the second meeting of theProvincial working pl easure of roi
committee to be held in March 201Q After a -J.F.K.

thorough review the draft was revised to form this

current plan.

Expectations of Stakeholders
After a series of regional meetings held acribesprovince of BC, iealistic list of expectations was
created from those who are involved:

9 Build a stronger industry and crieaa definitive brand for marketing BC agreuntain bike

destination

Need ongoingesearch andvell resourced marketing plannot a huge bueaucratic plan

Instructional camps need to be considered as part of the mountain bike experiences

Consider the r@ of road biking as a possible alliance partner with this sector

Identify more innovative sowes of fundingg for example¢ Bvents and Festivals taxedJser

fees;Regional and local governmefis I LILINETLINWAS| alhAQREy” @onfriRutiéna h Q a

1 Tie in the n&w web marketing of BC recreation sites as part of the integrated marketing
communications experiences

1 The implementation of BC Recreation Trails Strategy is impoddjunct to the marketing plan;
for example trail access and access road maintenance beusbnsidereds the mountain bike
trails are marketed to the world

=A =4 =4 =

1 Promote all mountain bike experiences as opposed to a few

=
N
L
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specified uses

Address a mechanism for building alliances and sourcing funding and trail management from
those organizations that benefit from the marketing of Mountain Bike Tourism (i.e. services such
as hotels)

Address the need foa revenue stream fomountain bike trail maintenanciowing back to the
community

Build on the sucess started by the Bike Parks B&Sorts

Market a safe experience that creates a more diverse set of mountain bike tourism experiences
Incorporate educatiorof people about mountain bikingenefits

Provide economic analysis and benefits of mountain biking to give credibility to the plan across
the province

Product development needs to play a role in this pkmd not just integrated marketing
communications

Brand trails for specific user experiences and user needs

Build support for mountain bike tourism from within private sector as well as the government
Market to communities for their involvement

ALIi fe 1 s 1
bicycle- in order to keep
your balance you must

keep movi
-Albert Einstein
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Vision, Mission, and Guiding Principles

Overview

A vision $ a future state of being it identifies where the stakeholdersollectively desire to take the

Fttf 2F ./ Qa Y2dzyGlAy o0A1S (G2dz2NRay SELISNAsBgiOSE | a
direction supported through the regional meetings and vettdy the Provincial working
committee. It is mspiring and describes what thsector plans taachieve.

Vision Statement
To Be Recognized As the Most Diverse Mountain Biking Destination in the World

Mandate and Mission

The mandate and mission is summaryof the business purpose for the mountain bike tourism

sector. Essentially, it awers thelj dzSa G A2y a2 KI G Attt 6S R2 (G2 YIS
a dzO O ShoésKhe mission and mandate tell us who we are; what we do and why we are

doing it?

Mission Staement
To create and execute a provincial marketing plan for mountain bike tourism in partnership with a
comprehensive stakeholder group representing all interests associated with mountain bike tourism.

Guiding Principles
Guiding principles establish theundation to guide the development and implementatiai the
marketing strategy for the provincial mountain bike tourism sector.

GuidingStatements

1. Partnership and collaboration between private and public sectors
Communicate diversity of experiences ompeovincial basis
Recognie work to date completed bgike Parls BQResorts
Equitable funding approach for stakeholder bty
Progressive planning to build the provincial sector using staged growth
Lead with market ready experiences to create demand
Ongoingstakeholder input and evaluation
Encourage trail stewardship and capacity building at the local level

O NOOAWN
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Mountain Bike Tourism Experiences

British Columbia possesses an abundance of tourism experiences that set it apart from the rest of
g 2 NIXlgading moutain bike jurisdictions. It offers a diversity that appeals to a broader target
audience than any other mountain bike tourism destinationpttiethat displays the incredibleumber

of experiences within each categong strong travel experience that inclesl bike friendly
accommodation; aprés bike activities¢cess in terms of air and road to all parts of the province; and
sheer beauty for a province that is blessed vatenic, natural, inspiring settingswhich to ride.

Trails are the core component dmesource base of the mountain bike tourism product. Q & ofteNJ A f a
a urigue experience that allows the rider to connect with the character of the land and even the local
Odzf GdzNB® ¢KAA Aa &S SignaildyNEI KiISNI AAyT GENSSdpiegeRingdaiakLtipdsS €t 2 T
the ability to motivate mountain bikers to travel to a destination or region.

It is these experiences that will form the provincial mountain bike tourism product @edte a
provincial approach to branding British Columbi2ag S (G KS 62 NI RQ& LINBYA SNJ Y2 dzy
and create awareness, interest, traihd repeat visitation from consumers.

The following categories of experiences have been identified and grouped according to their unique
supply factors:

Lift Access Montain Biking

The emergence of ski resorts that provide a day experience for mountain bikers like none other has
catapulted BC into the limelight. Using ski lifts that have been fitted to allow mountain bikers to ride a
lift up a mountain with their mounta bike accompanying riders on a separate chair allows mountain
bikers of all abilities to descend the mountain resorts trails which have graded in a similar manner as ski
runs for novice, intermediate and expert riders alike. It attracts a wide rangeildfesband all ages that

enjoy the thrill of riding downhill, the beauty of an alpine resort in the summer and the exercise
associated with mountain biking3C is world renowned for iteechnical trails and innovative trail
construction techniquesThe atual discipline involves riding a sustained descending trail that ends at a
lower altitude than it began. The terrain can be graded in termgft€dity from novice to expert

Technical Rides

BC is known as the birthplace of freeride which involves rjdgegerally on a mountain bike specific

trail network, designed with a wide variety wéil features, both natural and mamade,for a variety of

skill leveldrom beginner to expert. This experience primarily involves ascending mountains via resource
access roads and then descending via advanced technical single track trails, a lead example being the
North Shore of Vancouver, but trails exists throughout BC, and abundantly in the Sea to Sky, Kootenays,
and the Thompson Okanagan regioligs a discipfie that is between downhill and croessuntry since

it primarily involves conquering obstacles and performing technique moves. It involves specific bike
handling skills and techniques.

H
a1
® Information was gathered from Tourism Business Essentials drafted in 2008 [r—
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Over recent years, the technical mountain bike experience associatbdreg riding has expanded and

evolved due to technology in bikes. This genre is calleth@lintain/Enduro riding. It generally

Ay@2t @Saz f2y3ISNE Y2NB aSLIAOE Y2dzydlrAy oA1S &aLlSo
hours, to a full day tg (eg: 7summits in Rossland). The trails generally involve more climbing and will
ISYySNIrftte 0SS Y2NB abl.iddz2NIt¢ oy2 YIy YIRS addzyiao

This category of mountain biking experience offers a more challenging experience for those seeking
adventure and for thosevho have a strong passion for mountain bike at a technical riding level. It is
also more fitness based, and attracts people looking to have fun, but simultaneously obtain a good
aerobic workout.

Cross Country Wilderness Rides/ Touring

It is practiced onrails featuring a variety of terrain and routes that comprise of uphill, downhill, and flat
sections. Trail types can vary from dirt roads to technical single track and vary in [Ehnigtexperience

offers short and long distance trail rides for cirtders or point to point travel. A lead example is the

Spirit of 2010 Trail Network with over 800 km of contiguous rail trdile trail corridor connecting

GKS {SI G2 {1@ ¢NIAft FNRY {ljdzz YAEGK (2 5Q!'mgde& Aa |
the trek to riding the trail and is boosting the local economic activity, (Sea to Sky Mountain Biking

Economic Impact Studywhistler Results.)

Community Trail Rides

This experience offers a broad spectrum of easier mountain bike expergararaly in more urban
environmentsusing gentler grade terrain that enables families, couples to enjoy a leisurely mountain
bike ride. Communit trails exist in both urban with some areas offeringal combination of paved and
unpaved trails for light recreatio, alead example being the Galloping Goose Trail in Victoriatlzad
Mission Greenway in Kelowna.

Mountain Bike Festivals / Races

Festivals in B.C. have emerged as attractions in their own right and B.C. Mountain Bike Festivals such as
Crankworxor the Saiamish Test of Metal Race allow for a blend of experiences including free
riding, cross country riding angcing.In 2006 Crankworx was viewed by 50,000 unique individuals, it

Aa 2 KAightadréhaliieanouktain bike festival with nine days of incriedigravitydefying freeride
competitions, preriding demos, music and entertainmerttreston, BC also hosts the Goatstyle Bike
WFEYZ 6KAOK A& b 2didnfump corBpitkich/fesivalTHisleweit Stiadts hundreds of
competitors and their fanty to Creton every yearKelowna has a similar event, the Center of Gravity,
which combines mountain bike jumping with volleyball andsio on the beach in City Pafkiis event
FSIGdzZNBa a2YS 27, alorig Sith sidwhsR@up and 2omlogdRake@. N&

Multi-day bike races such as stage races BC Bike Race, Intermontaine Challenge and Trans Rockies are
fully supported events that attract riders from all across the globe.

=
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Skills Parks

As mountain biking has become recognized as an athletisut, a variety of skills parks have been
developed either by trail clubs, municipalities, regional districts or by local trail enthusiast that enable
primarily a younger audience to practice skills to be applied for more technical riding either in the
wilderness or at mountain bike resorts. They are generally local in nature but offer a unique experience
for a younger audiencelhey also provide an opponity for mountain bike guides antur operators

to assess client skills and operate skills clirtédll parks are usually a variety of natural obstacles and
constructed features all arranged in a controlled and compact area.

Mountain Bike Instructional Camps and Tour Operators

Instructional camps for all levels of skills offer an interactive socidleducational experience. They
appeal to those who want to learn how to ride different trails and improve their abilitiead examples
are Endless Bikin MMR camps, and Dirt Series.

Some of the camp operators also offer tours however there are a numib@mpanies offering tours to
some of the more pristine riding areas and in some cases feature well kidag rtalent as
guides/coachesExamples include Bareback Biking, Bush Pilot Biking and Whistler Mountain Bike
Guides

BC owned and operated Tyaix Affers a unique special fin AGreat t hin
mountain bike wilderness experience. The business off ar%hen men and mountains )
single or multi day packages for a truly unique bikinjy ..

excursion that commence at the Tyax Mountain Lake Res ortmeet' This is not done by
nestled in the Southern Cbhdtin Mountain (tyaxaicom).

jostling 1n
-William Blake
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Section 2: Best Practices

Best Models Competitive Review

As part of the global development of mountain biking as a tourism sector, BC can learn from other
jurisdictions to develop the marketing plan and more quickly adapt the BC plan for implementation. A
research review of leading mountain bike destinations was conducted to assist with the formation of
this marketing plan. Specifically, Scotland, Switzerland, and Oregon were investigated. Within each
destination, the following information was gathered:

1. Typesof mountain bike experiences
2. Positioning

3. Branding

4.

Marketing Strategies

The results of the best models competitive review are highlighted below and further results are
contained in Appendi®6. A summary of major findings follows.

Scotland

Scotland is quidk becoming recognized as one of the great destinations for mountain biking in the
world and the number one destination for the sport in Europe. [thi2005 and 2006 théMBA gave

the country a grade A+ in the Global Super Star category witkitiBA r@ort card. In fact it has been
suggested that Scottal may surpass British Columbia thgritual home of mountain bikingnd as the

best place to go biking in the world. Scotland claims that the diversity of the terrain along withath
taking sceney is what provides its competitive advantage.

The growth and succedisat the country has achieved can be attributedtb® dedication that has been
devoted by Forestry Commission Scotland (FCS) to develop and promote mountain biking through the
use of \arious festivals, conferensand the development of majocenters such as 7anes center of
excellence. Specifically, a recent study conducted by the Scottish Enterprise (SE) and FCS noted that
there has been an increase in mountain biking trips withiotl8nd of 82 per cenfrom 2006 to 2007.

Mountain Biking Experiences

Scotland offers a diversity ahountain biking experiences fgparticipants, spectators, and those
interested in developing the sport within the country and globalligere areinstructional camps and

skill parks that cater specifically to the sport, a variety of festivals and events to choose from and lastly a
mountain bike conference.

Mountain Bike Instructional Camps

Scotland provides instructional camps that cater towards riderslakdl levels that provide individuals
with information to enhance their riding abilities and opportunities to become socially involved within
the sport. The most popular clinics found at these camps include first aid training, navigation,

maintenance anguspension workshops. [
©
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Skill Parks

Lecht209A 4 O2yaARSNBR (2 o0S {O2GftlFyRQa fSIRAYy3a {1Aff
improving their techniqued.echt provides riders with an assortmesftdirt jumps, bomb holes, berms

and rding fedures built from rock (&cht, 2009).

Festivals

Scotland is the host to many mountain bike festivals that continue to grow in popularity each year.
52YSaiAO0rtte GKSNB NS aSOSNIf 3INIaaNrz2ita FSadagr
Ultra Run along with the Bike 500 Miles for Charity with Trailbrakes, and the Wikerman festival that

target mountain bikers.The Nissan UCI Mountain Bike World Cup in Fort William is the main
international event for the year.

Competitive Positioning

Scotlandis currently in the growth stage within the industry life cycle for mountain biking. One of the

main reasons why Scotland has been able to effectively position itself as an emerging world leader in the
ALRNI A& RdzS G2 (GKS 32 afNpdYg®witgQhis setBrR Ipexifidally,2FCS Ay L
works in partnership with the government of Scotland in building long term and sustainable growth for
mountain biking. It does so by investing heavily in creating high levels of consumer awareness of the
Scotish brand and by investing in various trails. FCS has also dedicated a large portion of their website

to mountain biking and has created a synchronized system for mountain biking trail grades, users safety,

a forest cycling code, as well as informationamting riding skills and tips. Furthermog,02 G f | Y RQ&
National Tourism Organization has developed a synchronized system that is known asQ/Biti f | Y RQ4&
Cyclist Welcome Scheme. This system inwleeer 1,000 establishments thatovide services that

cater specifically to the needs of cyclists. A specific Logo has been developbdt soyclists can
associateestablishments that provide additional facilities for mountain biking tourisBlease see

Apperdix #7 for the logo and Appendix #&r more specit details in terms of what the scheme
involves.

Being the host to the UQWountain Bike and Trails World Championship is a major competitive
advantage that Scotland has over other mountain bike destinations. This event has allowed Scotland to
notonlybA y3 (GKS ¢g2NI RQa o0Said NARSNA (2 GKS O2dzyiNE 0«
as an ideal destination globally. Furthermore, by hosting major conferences such as the World Mountain

Bike Conference, Scotland is positioning itself as @elemther than a follower in the industry. Thanks

to their renowned and memorable scenery, wide diversity of easily accessible trails Scotland easily has

the ability to become the choice destination for any mountain biker.

Brand

{O20Gf I yYRQ& yo Nlray ROSNEY LAOANE A 3KG F2NBIFINR 6AGK GKS &aA°
with how the country is branding itself in terms of mountain biking. Specifically, Scotland litseitias

the number one biking destination in Europe and proudly comnaig&to its target audience that it

KIa 688y yIYSR (6A08 o6& GKS La.! & | &Df2okt {
achieved back to back global superstar status. High quality, adventure and novelty are the images that it

wants to have asxiated with its brand. The UK Forestry Commission also helps to build this bréamd by
|
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providing a promotional video on its website. The video is high in energy and showcases various
mountain biking parks and promotes events such as the UCI world cupo Islatsvcases additional
services such as cafés, bike hires, bike wash shops, as well as other outdoor recreational activities. Some
of the tag lines used throughout this videwlude:

T G¢NIAf&E (2 0S3aIAYyYSNAR (G2 SELISNI

T a{2YS 2F G(KS ¢2NIRQa o06Said Yz2dzylilAy o0AlAYy3

T aDNBIG t20FGA2yT 6Sa2YS GNIXAfaz addzyyyyaAy3a aoSy
T a{1Affta FINBFa 3IdzARSa IyR GdZAGA2Y AYLINBOS &2 dzNJ
f aCdzy F¥2NJ 6SS 1ARa IyR 6A3 | AR&¢

Mountain Biking Experiences

There has been a high level of time, energy, and funding that continues tedieated from the
government of Scotland towards the promotion of mountain biking. Specifically, the National Tourism
Organization hasllocated £1.5 million for marketing campaigns including aoldéi domestic tourism
campaigns. This also includastivity in Canadarad Europe; however it plans to maintain a stronger
focusin more challenging marketike the USAThere are two main methods that the government
promotes mountain biking within the country. These consist of the internet through the manisto

$S0 LI 3AS azzdzyldlAy . AlAy3a {O020GfFyRY (G4KS 2FFAOAL ¢
Organization and through an Adventure pass. Each one of these will now be described briefly.

Mountain Biking Scotland is an extremely user friendly website that provides fast and reliable
information for those interested in participating in the sport during their time in the country.
Downloadable mountain bike brochures alongh a mountain bike podcast are the two tools used to
communicate information to usersin January 2007 VisitScotland launched a new guide to mountain

biking in Scotland. The §hge guide is & and can be requested throughA & A G { O2 (afed Y RQa R
mountain biking websiter through the VisitScotland National Information and Bookimge.In addition

to official endorsement and riding tips by Steve PedCl Mountain Bik&®ownhill World Champion in

2002, 2004 and 2006, the guide giveslapth informdion about trails, safety and tuitigras well as the

new ScottishForestry Commission trail grading system.

Scotland promotes mountain bike tourism in the country with the promotion of the Adventure Pass.

This Adventure Pass offers discasirand special offers on 50 adventure activiti€ee hope is that the

LI da oAttt Ftt26 AYRAGARdIZ ta o0204K Fd K2YS FyR | 06N
within the country.Visit®otland also runs TV advertisements promoting the peg®sss Scotland and

0KS b2NIK 27F 9y 3f lashReaTFi? Aigust. TileSa8vidaches égpréx@natély 5.9

million potential visitors and features a range of activities includngfing, dolphin watching but

focuses mainly omountain biking.
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/danes

7stanes is &rand used to describe a seriemountain bikecentres inthe forests across the South of
Scotlandandis one of the keynountain biking attractions within the country. It was first developed in
2001 and attracts 400,000 visitors that geate an estimated £9.3m of expenditure within the South of
Scotland. Please ségpendix 8 for a map of the 7stanes. The 7stanes is also based on a Private Public
Partnership. The list dhese partners is stated belo{orestry CommissioBcotland, 2000

Scottish Enterprise (SE)
Scottish Natural Heritage
Dumfries and Galloway Council
Scottish Borders Council
Solway Heritage

Scottish Power

VistScotland

NHS

European funding

=A =4 =4 4 4 -4 -8 -4 4

By using this business model baotie private and public sector are abte pool the best of their
resources in order t@stablish quality standards and facilities which enaldeotlandto competemore
aggressively

Competitive Positioning

The development of the 7stanes gext has helped position Scotland as a leader witliia thountain

bike industry. The project is currently in the last two phases of completion but has already been
internationally reognized for its quality trailandit wasalsomentioned as a success story for adventure
tourism with UKTS statisticdt hasalso stimulated economic activityas well agproduct development

and collaboratiorwith the private sector The €onomic benefit of this development £2.99 million for
Southern Scotland and £3.56 million for Scotland as a whiis project also giveScotland a
competitive advantage within the mountain bike industry for the reason that it caters to the skill levels
of all riders and provides Scotland the opportunity to host larger scale events that receive high levels of
promotion internationally.

Brand and Promotion

7stanes hagstablished a strong brand within the mountain bike industry and even more so after being
named as one dhe best placsin the world for riding by the IMBA.he 7stanes brand assures quality,
diversity, and an unforgettableiding experience for each one of tleentres. Thedevelopers of the
project knew that branding was a key success factor @itiling a solid brand based on quality and
uniqueness was crucidh fact, inaddition to developing the physical trails, the fitato phases of the
project focused heavily on marketing, PR, business development and related infrastructure
developmentgForestry Commission, 2009). Furthermadtee trails were promoted through web based
marketing, popular riding magazines, as well gdbing the host to internationally acclaimed festivals
that would expose the quality of the trails on an international level.
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Moab Utah

Moab is a city located in Eastern Utah in the Western United States. It was once considered to be a
booming mining towm but when this economic resource ran dry the city then looked into its other
YIEGdzNF £ NBaz2dz2NOSa (G2 KSEL) Ldzi AdG oFO1 2y GKS YI L
of red sandstone canyons, mesas, and slickrock that have made the ammmdaand perfect for

providing riders with diversity in trails.

The tourism sector within Moab has boomed since the early 1960. Today it is considered the gateway to
the United States most famous national parks and landmahkg has successfully positied itself as an
outdoor adventure destination. Some of the additional outdoor recreational activities that Moab has to
offer consist of river rafting excursions, fewheeling tours, horseback riding retreats, mountain walks

and aswell as rockclimbing Mountain Biking however is considered to be the most popular within the
area. Specifically, according to research, mountain biking made up 12% of motivators for visiting the
area (History to go: Utah, 2009).

Mountain Biking Experiences

Moab offers ridersl6 trails to choose from that are diverse in regards to terrain, length and difficulty.
The most famous of these trails $ickrock Bike Trailhis trail alonean be credited as the route for
putting Moab on the world map due to the high technical riglthat it offers.Specifically, famous riders
have described the course as being the ultimate mountain biking experience and one that must be
tested out by every serious rideBome of the mountain bike tourism experiences that Moab has to
offer will noware described in detail below.

Technical Rides

There are many trails that cater towards technical riders within Moab. Specifically, Slick Rock is a good
introduction of what this area has to offer with the terrains rock formation providing excellent dracti
Magpie Adventures and Nichols Expeditiaiso provide technical riding tours on the idfamous

White Rim Trdiin Canyonlands National Park (Mountain Biking Moab Utah, 2009).

Community Trail Rides

Utah offers three main community trail rides withihe state that provideghe experience of riding in

back country trails that offer 360 degree views of spectacular landmarks and are rich in cultural history.
These consist of: Fisher Tower Trail, Gooseberry Messa Trail, and the Historic Union Plagifal Rai
(Utah state national recreational trails, 2009).

Mountain Bike Instructional Camps

Moab provides instructional camps for riders of all skill levels in order to help riders improve their riding
abilities, knowledge, and confidence. The most popofathese consist of Singletrack Ranch Mountain

Bike Training Camp, Dream Ride skills camps and clinics as well as Camp Xtrem Adventure race training
camp Mountain Biking Moab Utah, 2009).
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Festivals

Moab has further strengthened its reputation within theountain biking industry through the
development of festivals and events. These consist of the Utah State Open ChampiSashiRafael
Swell Mountain Bike Festival, tennual Moab HéDown Mountain Bike Festival, and t24 Hours of
Moab Mountain Bike Ra.See Appendi#®l for details on the Moab festivals

Competitive Advantage

Moab is currently in the development stage within the mountain biking industry life cycle and has
successfully positiad itself as a riding destination that caters to all skdllels. One of the greatest
competitive advantages that Moab has is the unique and diverse riding that its terrain offers.
Specifically, this area is considered as being a national wonder with its dramatic landscapes, as well as
for its diversity in natioal parks. The fact that Moab is also seen as a destination that is suitable for both
family and single riders also provides it with a competitive advantage in reaching a wider target market.
Pleasesee Appendix #1 for a perceptual map of Moab Utah that ©idbbeen developed by strategic
marketing and research Inc.

Brand and Promotion

Moab has developed a brand for being a unique and beautiful destination for mountain biking. When
looking at various blogging sites it is clear to see that serious riders hWiewarea as high in quality,

diverse in difficulty, breathtaking in scenery and rich in hospitality. The Utah Office of Tourism further

builds this brand by promoting the area primarily through mediums such as the internet and magazine
advertisements. Alsdghrough the use of their main website DiscoverMoab.com the area is advertised as

being one of the greatest destinations for mountain biking in the planet. There are also several
LINEY2UA2Y L @GARS23a O2yiGl AySR 2y ioKhS gréafest @ourtaial (  dza S
OATAY3A 2y GKS LI IFySieés a/ 22t R2 ¢ ydisdowelRyouNkReiiXapdS & 2 dz
I R@S y HalmsBré despite this it is clear to see that one of the areas that Moab is currently lacking in
consists of its abty to provide riders with a logo that identifies mountain biking within the area.

DiscoverMoab.com is a user friendly website that provides more information about what riders should
expect when compared to the Scotland Jurisdiction. Specifically, itaiosngreater information
regarding trail difficulty, length, elevations, seasons and directions. However, one key source of
information that the site is lacking is the details about mountain biking festivals and events. Information
regarding how the Towim Council of Utah promotes mountain biking both domestically and
internationally was neither accessible nor available via the internet. However as stated before some of
the larger festivals such as The Annual MoabDgan Mountain Bike Festival aridt Hous of Moab
Mountain Bike Racéave received print media in popular mountain biking magazines within North
America and have attracted riders from around the world.
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Switzerland

Switzerland Tourism is the national marketing and sales organization fore8ait This organization
provides visitors with quality informatioand works in close collaboration with tourispartners and
suppliers at homend their subsidiaries abroadtt. is considered as being a private corporation that is
comprised of 13 board ambers who represent the tourism sector, businesses and the government.
This organization has built a strong reputation for Switzerland as being a highly sought after mountain
biking travel destination. Specifically, the main method in which informasidransferred to travelers is
through mountainbikeland.com (Swissinfo, 2009).

The quality of this website is incredible when comparing it to other leading jurisdictions. It goes over and
above providing riders with information on how to plan and make rtt@st of their vacation. The next
section of this report will be dedicated in describing some of the elements that sets the website apart
from others, the mountain biking experiences that Switzerland offers, how it brands and competitively
positions itselfand lastly what promotional tools it uses.

Mountainbikeland.d

This ecommerce website contains 14 categories of relevant information for those interested in
mountain biking in the country. These consist of the following: Routes, Travel reports, RatdeBus,

Boat, Bike rentals, Bike service, Accommodation, Bookable offers, Places of interest, Events, Guides and
Maps, and lastly Feedback. Although other leading jurisdictions contain similar categories Switzerland
sets itself apart from its competitsrthrough the development of system which allow it to cater to the
needs and wants of each individual user. Specifically, within each category users can customize their trip
by selecting their desired destination, grade of difficulty in routes, type obraotodations preferred,
popular events, as well as download mountain biking maps and guides that are translated in German,
English or French. Furthermore, one of the biggest factors that separate this site apart from others is the
interactive map that allow users to locate their desired destination through a simple search engine that
contains GPS coordinates (Switzerland mobility, 2009).

Skill Parks and Community Trail Rides

Switzerland has developed 11 skill parks in the country to provide servicesoie itdividuals looking

to enhance their free riding skills. The country also provides both paved and unpaved trails for
community members to partake in mountain bike recreation. Two of the most popular single track trails
consist ofCrars-MontanaMountainBike Trail and Saintuc.

Festivals

Switzerland is the host to many popular events and festivals that have built its reputation as a great
mountain biking destination. Each event and festival that the country is host to can be found within the
MySwitzerand.com website and are organized in terms of when in the year they are held. Three of the
highly promoted mountain biking events listed consist of: Mountain Bike Duathlon, Aletsch Bike
Marathon, and lastly theNissan UCMountain Bike World Cup dinpetition Champery.The event
descriptions placed on the site are very brief and researching additional resources for information also

proved to be difficult. o
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Brand and Competitive Positioning

For the past 90 yearSwitzerland Touria has been promoting the coumtas aholiday, travel and

conference destination at home and abroa8pecifically, it seeks to create a brathét stands for

authenticity, sustainability and modernityln terms of mountain biking, Switzerland is branded as a

highly sought after, worldlass riding destination. Furthermore, it is currently in the growth stage of the

industry life cycle for the reason that it continues to be globally recognized for its highly developed
AYFNI &G NHzOGdzNBE Ay NARAY3ID { sMIGH YSANI D §/(R bel2(dddI-afYE  disS
outdoor recreation and environmental conservation. This slogan fits in line perfectly with how
Switzerland is promoting itself as a mountain bike destination. Specifically, one of the main tag lines that
itusescongitia 2FY a.AlAYy3a G AdG&a o6SIdziATdAg o6Sad FyR 27
branding itself as a mountain bike destination that is suitable for riders of all skill levels and perfect for

both family and single travelers.

There are sewval factors that give Switzerland a competitive advantage over competing jurisdictions.
Their highly developed trail infrastructure and detailed trip planning information sets it apart
tremendously. The fact that the country has developed a global reutdir providing world class
riding in the unique scenery of the Swiss Alps also sets it apart from Apilse Bike the first national
mountainbike route which leads from the Engadine valley to the Rhone is also another major
competitive advantage thathe country holds. Specifically, this route is considered to be the &orld
longest routes and one of the toughest for riding as it contains 666 challekigorgetresacross the
Alps. This route alone has dramatically increased mountain bike touridmmwfite country and figures

are expected to contine to grow in the coming years (MySwitzerland, 2009).

Promotion

The four main marketing instruments that Tourism Switzerland uses to promote mountain biking in the
country consist of: @narketing, traditioral promotional activities, media work as well as collaboration
with tour operators. Furthermore, Switzerland Tourism is investing moreniraketing and media work
efforts and less in key account management. One of the main factorathabntributing © this is the

fact that emarketing is more efficient and effective as a study conducted in 2008 indicated that the
number ofvisitors to the MySwitzerland.com rose an impressive 4 million to 17.6 milldedia work
collaboration also enhances the levdlgromotion for the country for the reason that it has lead to 1,
340 print productions and 54 partner websites. Furthermore, as stated earlier large festivals such as the
Nissan UQWountain Bike World Cupdinhpetition Champery, create strong internatior@bmotion for
Switzerland as a mountain biking destination.
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Oregon

The gregon Tourism Commission along with a variety of smaller organizations such as the South Oregon
Mountain Bike Associatioms devoted to growing the sport of mountain biking withthe state.
Furthermore, the Central Oregon Trail Alliance isonfor profit volunteer organization thaworks in
conjunction withland managers to build and maintain trails throughout Central OreDoe. to the high

level of dedication of these organizams to grow the sport of mountain biking in a sustainable manner
Oregon is now considered a rising star within the industry. Specifically, Oregon is home to more than 72
trails suitable for riders of all skill levels and is also the host to events ahdafssthat are helping

launch it as a popular mountain bike destination.

Mountain Bike Resorts
Oregon contains several resorts that cater specifically to mountain bikers. For instaeeenth

Mountain Resort is dedicated to helping preserve and enhangantain biking in Central Oregofhe

Central Oregon Trail Alliance is an organizatibat is dedicated toensuringthe stewardship of
sustainable, multiplaise trails and to preserving access for mountain bikers through advocacy,
education, and promotig responsible trail uséAnother popular mountain bike resort consists of Mt.

| 22RQa LINBYASNI Y2dzylil Ay 0A1S NBaA2NI 6{ SOSyiGK azdzy

Skill Parks and Community Trail Rides
Oregon is home to several mountain bike skill parks. These parksawéng large in demand and an

investment towards developing them in the future is gaining momentum. Oregon also promotes
mountain biking to community members by investing in a variety of parks that cater to all skill levels.

Festivals and Events
Oregon $ the host to both large and grassroots mountain bike festivals and events. The most popular

and highly promoted consist of Mountain Bike Oregon and the Spring Thaw Mountain BikalFBsth
of these aredescribed imPAppendix#1.

Brand and Competitivé>ositioning
Oregon brands itself as being a Mecca for mountain bikers. It states its spectacular scenery combined

with its location at the edge of the Deschutes National Forest is what separates it from others.
Furthermore, mountain bikers perceive the aras being arguably some of the best single and double
trail riding in the country. It is also clear to see that Oregon is currently competitively positioned within
the growth stage in the mountain biking industry. In fact, the Oregon Tourism Commissicstated

that they will be further investing in building and enhancing trails for riders. This can also be seen
through the growth each year in both the grassroots and large scale festivals. (Cycling in Oregon, 2009).

Promotion
The level of promotion fo®regon as a mountain biking destinatiomigak when comparing it to other

leading jurisdictionsLooking at the Oregon Tourism Commission website it is clear to see that there are
no logos or slogans that promote mountain biking in the a&aecificallythere is only a small section
that has been ddicated towards informing usembout mountain biking. This indicates that the level of
partnerships between theommission and bike associations within the state is not as strong as itl\c)ould

be. o
I 40009090900


































































































































































































































