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Andrew Shepherd, Board Chair

CALL TO ORDER



3:00    Call to Order

3:05    Approve Agenda – Oct. 15, 2020

3:10     Approve Minutes – Oct. 17, 2019

3:15     Audit Report

3:25     Audited Financial Statements

3:35     Board Elections

3:50     2020 Review & 2021 Outlook

4:10      Announcement of new Board Members

4:20     Board Question & Answers and other Business

4:30     Adjournment

AGENDA Andrew Shepherd

Andrew Shepherd

Andrew Shepherd

Joel Irwin & Richard 
Zhao, KPMG

Andrew Shepherd

Andrew Shephard

Rachel Ludwig

Andrew Shepherd

Andrew Shepherd

Andrew Shepherd



Andrew Shepherd, Board Chair

Approve Minutes 
October 17, 2019



Joel Irwin & Richard Zhao, KPMG

Audit Report



Joel Irwin & Richard Zhao, KPMG

Audit Questions & 
Answers



Andrew Shepherd, Board Chair

Audited Financial
Statements





Visitor Center
269,992.79 (22%)

Grants
$112,257 (9%)Hotel Membership

$789,672 (65%)

Marketing buy-in
$53,853 (4%)

2019 Revenues



Marketing, 
$534,438 (44%)

Reserve, 
$200,906 (17%)

Finance & 
Admin, 

$246,464 
(20%)

Visitor 
Experience, 

$230,050 (19%)

2019 Expenses



Andrew Shepherd, Board Chair

Board elections



Andrew Shepherd, Board Chair

Chris Kern, Past Chair

Don Blackett, Legal Advisor

Vijay Domingo, Financial Advisor

David Atkinson, Treasurer

Rob Seeley, Council Rep

John Borrowman, Council Rep

Gair Fryers

Dave Jones

Jim Muir

Donna Trautman

Bridget Ryan, Retail

Chris McKenna, Activity Provider

Mike Hay, Food & Beverage

Thank you to the current board



1. David Atkinson, The Drake

2. Simon Harvey, Mount Engadine Lodge

3. Dave Jones, Basecamp Properties

4. Edward Keenan, Clique Hotels

5. Edward Marran, Spring Creek Vacations

6. Chris McKenna, Canmore Raft Tours

7. Andrew Shepherd, The Malcolm Hotel

8. Donna Trautman, Quality Resort Canmore

Slate of Nominees



The Tck Team Rachel Ludwig
Interim CEO
Rachel@Explorecanmore.ca

KAREN FENNELL
Marketing Manager
Karen@Explorecanmore.ca

Linda Kowalski
Visitor Center Supervisor
Linda@Explorecanmore.ca



Tourism Canmore 
Kananaskis

Year in review

Rachel Ludwig, Interim CEO



members Hotel & Activity 
Members

1. A Bear & Bison Country Inn
2. Active by Nature
3. Basecamp Lodge
4. Basecamp Resorts
5. Blackstone Mountain Lodge
6. Canadian Rockies Experience
7. Canmore Creek House
8. Canmore Downtown Hostel
9. Canmore Raft Tours
10. Creekside Villa
11. Falcon Crest Lodge
12. Holiday Inn
13. Lamphouse Hotel

14. Mount Engadine Lodge
15. Mystery Town Tours
16. Paintbox Lodge
17. Quality Resort Chateau Canmore
18. Spring Creek Vacations
19. Stoneridge Mountain Resort
20. The Drake Inn
21. The Lodges at Canmore
22. The Malcolm Hotel
23. Tripvia
24. Windtower Lodges & Suites



01

Year IN 
REVIEW

02

03

marketing

Looking ahead

Strategic Plan



Strategic plan

We will be seen as a leader in 
sustainable tourism development
By 2029, Canmore and Kananaskis will be seen as a leader in 
sustainable tourism development and visitors will be fully 
engaged in the brand.

All stakeholders will be working as one cohesive unit and 
enjoying the rewards of a destination that has truly embraced a 
triple bottom line approach including high quality of life for 
residents, strong income for businesses and a commitment to 
environmental sustainability.

10-year Vision



01

Strategic 
goals

02

03
Create a sustainable 
framework for tourism 
development 

04
Develop and promote 
outstanding visitor 
experiences

05
Improve the physical 
infrastructure of Canmore 
and Kananaskis

Build community-wide trust, 
collaboration, engagement 
and accountability

Acknowledge the 
importance of Tourism



marketing Year in Review

‘Worth the wait’ 
marketing campaign

Crowdriff & New 
media library

New visual asset creation: 
drone footage

google dmo partnership: 
My business provider & 

Recovery SIGNALS dashboard

marketing

https://platform.crowdriff.com/m/tourism-canmore-kananaskis
https://platform.crowdriff.com/m/tourism-canmore-kananaskis/album/83002
https://www.explorecanmore.ca/worththewait


MARKETING CROWDRIFF



MARKETING NEW MEDIA HUB

https://platform.crowdriff.com/m/tourism-canmore-kananaskis


MARKETING DRONE FOOTAGE

https://platform.crowdriff.com/m/tourism-canmore-kananaskis/album/83002?a=2816-wl-7362a41d-02bb-4343-aba0-15a3ccf606ef


MARKETING DRONE FOOTAGE

https://platform.crowdriff.com/m/tourism-canmore-kananaskis/album/83002?a=2816-wl-436ff577-cca0-4312-bceb-d3c311efb256


MARKETING Google dmo partnership



MARKETING WORTH THE WAIT

https://www.explorecanmore.ca/worththewait


MARKETING WORTH THE WAIT



MARKETING WORTH THE WAIT



MARKETING WORTH THE WAIT
Social Media 
Campaign Results

Total Impressions
10,671,524

Engagements
563,785

Link Clicks
76,621

Cost Per Click
$0.21

Total Impressions
3,630,208

Clicks
30,778

Cost Per Click
$1.45

Google Ad
Campaign Results



MARKETING Alec Baldwin Loves Us! 

https://www.instagram.com/p/CFDQsoilZ6q/


2021 Plan Looking ahead
Forecast 2021 to  

2023

‘Wake up to winter’ 
campaign 

Brand Completion

Expedia & Destination 
Canada Partnership



Data



Data



Data



Data



Marketing 
2021

Wake up to Winter

In Canmore and Kananaskis, we believe in 
waking up each day with wide-eyed 
wonder. We make the most out of our 
winter days with mornings summiting 
mountains and days spent snowboarding 
through fresh powder. We also relish in 
our downtime, cozying up indoors and 
enjoying the little things.
Wake Up To Winter in Canmore—a place 
with endless possibilities and winter 
experiences at your fingertips.

marketing



Marketing 
2021Wake Up To...
Authentic Experiences

This group most closely aligns with our
Curious Adventurer persona. They're a
little bit active, always up to try something
new, and look forward to connecting with
a destination in a profound way.
They're looking for local favourites, 
activities and accommodations that are 
outside the box, and ways to connect 
culturally with the place they visit.

marketing



Wake Up To... 
Extraordinary
Adventures

Our group of ultimate adventurers most 
closely align with the Hotspot Hunters 
persona. They're seeking one-of-a-kind 
experiences that are extraordinary and
authentic. They're looking for a jam-
packed winter getaway with outdoor 
activities that will get their adrenaline 
pumping and liven up their social feeds.

marketing



Marketing 
2021
Wake Up To...
Warm Escapes

This winter will look particularly different 
for a specific group of Canadians: the 
Snowbirds. With limited travel options 
for staying down south in the winter 
months, this sun-loving group of 
vacationers will be looking for new ways 
to liven up the winter months.
They're looking for rest and relaxation, 
dining, and affordable long-term 
getaways.

marketing



Wake Up To... 
New Traditions

One of the core groups we'll create 
content for are Canadian families. This 
audience is looking for opportunities to 
connect, create positive memories, and 
enjoy the outdoors together.
They'll be looking for a vacation or 
getaway that can come together easily, 
proof that their family will be healthy and 
safe throughout their stay, and chances to 
celebrate the holidays together.

marketing



Marketing

website
- Creation of a central landing page

- We will feature unique value points and itineraries for each persona

- We will have personalized Partner links, blog articles, accommodation options, 
inspirational Crowdriff galleries

Social media
- Creation of interactive social content:

- Instagram Stories: winter activity bingo, This or That morning edition, polls and 
question Stickers

- Fill in the blank Graphics on Facebook to prompt engagement: My favourite
winter activity is ____________

- What’s your winter type traveler quiz, etc.

Execution



2021 Plan Looking ahead
Forecast 2021  

2023

‘Wake up to winter’ 
campaign 

Brand Completion

Expedia & Destination 
Canada Partnership



Marketing Destination Canada & Expedia 
Partnership

www.Canada.Expedia.ca



2021 Plan Looking ahead
Forecast 2021  

2023

‘Wake up to winter’ 
campaign 

Brand Completion

Expedia & Destination 
Canada Partnership



Marketing

“A brand is a living entity – and it is 

enriched or undermined cumulatively 

over time, the product of a thousand 

small gestures”.
Michael Eisner, ex-CEO of Disney

Brand Completion



2021 Plan Looking ahead
Forecast 2021  

2023

‘Wake up to winter’ 
campaign 

Brand Completion

Expedia & Destination 
Canada Partnership



Andrew Shepherd, Board Chair

Announcement of new 
Board Members



Andrew Shepherd, Board Chair

question & Answers



Andrew Shepherd, Board Chair

Thank You




