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BMVA 

 
• Destination Management Organization 

• Marketing 

• Events and Animation 

• Attractions 

• Product Development 

• Property Management 

• Government Relations 

• $3M Annual Budget 
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Introduction 

• RTO7 has requested input on strategic 
priorities to form the foundation for long-term 
planning. We note that this request goes to 
key stakeholders that have never seen your 
business plan/budget – that may speak yards 
about a systemic problem – transparency 

• Our comments offered as a genuine effort to 
assist RTO7 in its very difficult role 
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Stakeholder Input 

• Industry input must be timely  

Strategic planning session with PAC and Board is 
an excellent start 

Changes to the PAC Terms of Reference may make 
this organization more useful 

 If the Nov 1 type event is annualized, it will 
provide stakeholders a conduit for direct contact 
with Board 

An Annual General Meeting should be considered 

 

 
9 



Stakeholder Input 

• Remaining concerns  

Present winter campaign had very limited input 
from stakeholders directly impacted 

 

Functionality study advertised as “championed by 
PAC”, yet no progress reports available to PAC nor 
to the ad hoc committee supposedly managing 
this project 
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Marketing 

• Everyone is a marketing expert but we actually 
think that the quality and sophistication of the 
marketing has been good.  

• But there is a huge strategic miss - Need to 
lead with the WOW - if you want potential 
visitors to Dream about coming here have to 
lead with the best  

• Reality is RTO7 is a collection of WOW’s 
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Fairness vs ROI 

 

• Drop this concern over fairness and go for the 
best bang for buck  

 

• This will be critical when assessing partners 
for new “co-op funds”. 
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Web Site 

• Tied to lead with the WOW and ROI are: 

• Develop criteria for presence on the web site 
– e.g. events with FEO Top 100 rankings, 
GBDDP criteria matrix 

• Stakeholders will improve their product to 
make the web site 

• Can still have section “Top Local Charmers” or 
“Live Like a Local” and link to DMO list of 
events 
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Product Development 

• Priority Projects should be dusted off the shelf and get 
experts (often DMO’s) able to implement – not focus 
study 

• While there seems to be new interest in Waterways, 
we are dismayed that Priority Project’s legacy work was 
left to fallow as dollars spent on marketing. 

• Sustainable tourism, signage, waterways are all clear 
advantages we had – although have probably lost 
waterways as competitive advantage as others have 
latched on to that.  

• A focus on these projects will lead to product 
development expertise.  
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Product Development 

• Marketing must be aligned to excellent 
product/experience or it does not have long 
term value 

•  Product development has huge potential to 
get stakeholders working together  

• Product development strengthens DMO’s 

• Product development provides legacy  
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Database 

• Drop total industry database back to DMO’s –  
RTO7 should not be a tourism Yellow Pages 

• These databases are key DMO assets  

• Better to lead with API for the region so 
overall our databases are better 

• And more broadly ask yourself on actions – do 
they harm any DMO? 
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Roles and Responsibilities 

• Understanding roles and responsibilities is 
fundamental to alignment 

• We are looking forward to seeing Val LeBlanc’s 
report 

• RTO7 must recognize the value of DMO’s 
operating in the Region 
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Industry Leadership 

• Join TIAO – if you are major player how can 
you walk from the Ministry’s identified 
umbrella industry association? 
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