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After securing a successful outcome for sustainable tourism funding in 2016, Travel Manitoba proved it had the support of 
the government, the business community and the tourism industry to lead the marketing of the province. The approval and 
implementation of Plan 96/4 signalled the government’s support for Manitoba’s tourism industry as an economic driver and 
Travel Manitoba received its first budget increase in 10 years. With an additional $3.1 million directed towards marketing  
efforts, Travel Manitoba remains committed to our goal to increase tourism revenues by $100,000,000 per year to reach  
$2 billion by 2020.

And this goal is well within reach. Based on current Conference Board projections, our estimate for 2016 total tourism 
expenditures is $1.7 billion. That means businesses across this province received an additional $200 million from the tourism 
economy, well in excess of our $100 million per year target.  Under Plan 96/4, Travel Manitoba will continue to benefit from 
increased investment to support the initiatives outline in this business plan, while the government will continue to see strong 
return on investment.

Based on extensive research, marketing insights and industry input, this business plan provides a clear direction for  
Travel Manitoba over the next three years. Marketing remains our number one priority, building on strong results as we  
lead the tourism industry in creating strong connections between visitors and Manitoba’s unique attractions. And we remain 
steady in our focus to ensure tourism is recognized as a catalyst for economic development. A strong tourism industry benefits 
all Manitobans.

With a sustainable funding model and an awe-inspiring brand  in place, our partners are more eager than ever to join in our 
cooperative marketing programs, leveraging our investments in key target markets. Our 123 partners invested over $1 million 
with Travel Manitoba and we will offer even more relevant marketing opportunities that will generate a strong return on 
investment for industry.

Having proven our strategies can compete in today’s marketing environment, we are committed to remaining agile as we strive 
to meet the changing expectations of digitally-connected world travellers. Making content king is vital to our marketing success 
– inspiring future visitors as they consider, select and then visit Manitoba.

Strong industry connections are a priority for Travel Manitoba, and we thank those members of the tourism industry who have 
voiced their opinion at one of our tourism summits, participated in meetings or met face-to-face with our team. You expressed 
a need for solid leadership and a clear plan. We are confident that this business plan will generate a strong return on investment 
for Manitoba’s tourism industry, both now and in the future.

Thank you for thinking big with us,

Message from the Board Chair and  
the President and CEO

Stuart Murray	
Chair of the Board of Directors,  
Travel Manitoba

Colin Ferguson	
President & CEO, Travel Manitoba
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2013 to 2017 Major Initiatives 

        Secured the approval of Plan 96/4 – A Sustainable Investment Model, by educating industry partners on the  
power of sustainable funding and by collaborating with the Manitoba Chambers of Commerce to advocate for  
the provincial government to increase its investment in tourism marketing. In 2016, the province increased its  
investment in Travel Manitoba by $3.12 million. 

         Since launching the new Manitoba, Canada’s Heart… Beats brand, visitor spending by travellers from other provinces, 
the U.S. and overseas increased. Faced with increasing competition and the lowest marketing budget amongst all  
provinces prior to the approval of Plan 96/4, Travel Manitoba had warned of the risk of losing market share, which  
did indeed take place when overall expenditures decreased from $1.6 billion to $1.5 billion. However, after the  
implementation of Plan 96/4, forecasts indicate expenditures will increase to $1.7 billion in 2016 and $1.78 billion in 
2017. The goal is to increase total tourism expenditures to $2 billion by 2020. 

        	Since 2012, Travel Manitoba’s total revenue budget increased by 48% from $8.8 million in 2012/13 to $13.1 million  
in 2017/18. 

        	Introduced the Invest in Tourism program – a corporate partnership opportunity which resulted in twelve businesses 
committing $900,000 dollars to support the airing of the Manitoba, Canada’s Heart… Beats commercials on Air Canada 
for a three-year period. Several of these corporations do not have direct ties to tourism, signaling a growth in  
understanding of the importance that the tourism industry has on the economic and social fabric of our province. 

        Co-op marketing programs leveraged more investment to expand the reach of the campaign, increasing from  
$452,155 in 2012/13 to $1.5 million in 2017/18. 

        Created an awe-inspiring brand grounded in research and developed by a Manitoba-based agency,  
McKim Communications Group. The brand defines a distinctly Manitoban voice, has been positively received  
by industry and government stakeholders and has won many national and international awards. 

        Strengthened communication and engagement with partners by connecting more with industry through industry 
summits, workshops and face-to-face meetings. 

        Improved industry alignment and partnership engagement with regional tourism associations and destination  
marketing organizations aligning with the brand’s creative platform. This initiative was enhanced with the launch of 
Travel Manitoba’s Place Branding Program, to help communities understand the potential for tourism within their  
destination area. 

        Made major progress in key new initiatives:

•    Signed a memorandum of understanding with Indigenous Tourism Association of Canada to develop and market 
Manitoba’s Indigenous tourism experiences.

•	 Supported the first phase of implementation of the Francophone Tourism Strategy.

•	 Demonstrated the impact of major events acquisition by signing on as the official sponsor of the visitor experience 
for the 2017 Jeux du Canada Summer Games.

•	 Developed a strategy to grow tourism in Manitoba’s North, a key priority for the government.
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	   Created an innovative business case to renovate  
The Forks Visitor Information to accommodate head  
office staff which resulted in the opening of a leading 
edge visitor information centre and modern space for  
staff. The new building is not only inspiring staff by  
bringing them closer to the customer, it is generating 
over $50,000 in annual lease savings and over $100,000  
in annual partnership revenues. We also renovated  
the visitor information centres at Emerson, Kirkella  
and the Whiteshell.  

	   Expanded Manitoba’s digital marketing presence  
through social and digital media and through the  
delivery of robust websites. 

	   Re-structured the corporation in 2012 and in 2016 to  
realize over $780,000 in annual savings to dedicate as 
many resources as possible to marketing and sales  
activities. This included:

•	 25% reduction to workforce

•	 Elimination of experiential development programs

•	 Reductions to leased footprint for visitor  
information centres

•	 Amalgamation of head office at The Forks Visitor  
Information Centre

•	 Expansion of Content and Digital Marketing teams.
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Vision

	 Travel Manitoba will lead the marketing of  
	 Manitoba and will be recognized as a catalyst for  
	 economic development that contributes to the  
	 well-being of Manitobans.

Mission

	 Travel Manitoba will lead the tourism industry  
	 by aligning investment in tourism to grow revenues  
	 and create strong connections between visitors  
	 and Manitoba’s unique experiences.

Objectives

	 	 Lead Manitoba’s tourism industry to ensure it is competitive and sustainable.

	 	 Increase visitation to realize $2.1 billion by 2021.

	 	 Increase yield per visitor by extending length of stay and increasing visitation from longer haul markets.

	 	 Increase investment in the tourism sector by partnering with business and government.

	 	 Increase brand engagement in Manitoba within Canada and internationally.

	 	 Align tourism partners and strengthen relationships with industry and government stakeholders.

	 	 Optimize organization spending to deliver increased results in the most cost-effective way.

	 	 Lead the development of a provincial tourism strategy to ensure Manitoba ranks fifth in terms  
		  of market share amongst Canadian provinces and territories by 2021.

Photo Credit: George Fischer
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Guiding Principles 

	 	 LEADERSHIP 

		  We will lead in marketing Manitoba’s tourism experiences and in providing advice to stakeholders  
		  to maximize Manitoba’s tourism potential.

	 	 INNOVATION	

		  We are committed to creating a culture of innovation that encourages staff and partners to create  
		  more effective marketing programs, services and technologies that will give Manitoba a competitive  
		  advantage in the global tourism industry.

		  We will find new ways to market authentic experiences.

	 	 COLLABORATION

		  We succeed through the power of teamwork and will partner with industry and government  
		  stakeholders to maximize impact.

	 	 VISITOR CENTRIC 

		  We will focus on meeting the expectations of visitors.

	 	 RESEARCH-BASED  

		  We will make decisions based on high-quality research and key metrics will be identified to measure results.

	 	 CONTINUOUS LEARNING	

		  We will take risks and learn from successes and failures.

	 	 SUSTAINABILITY 

		  We will contribute to the economic, social, cultural and environmental well-being of Manitoba.

	 	 ACCOUNTABILITY 

		  We will deliver what is promised to our partners and will strive to strengthen relationships,  
		  improve productivity and overall efficiency.
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Importance of Tourism to Manitoba’s Economy

Globally, tourism is growing and is projected to become one of the largest and fastest growing 
economic sectors in the world. According to the United Nations World Tourism Organization, 
international receipts grew by 3.9% in 2016. At the projected rate of growth, international tourist 
arrivals worldwide are expected to reach 1.4 billion by 2020 and 1.8 billion by the year 2030.

In 2015, Canadian visitors spent $1.22 billion vacationing within the province. Resident travellers 
spend represent a large portion of this share of the market representing 86% of total visitation. 
International visitors play an increasingly important role in Manitoba tourism, fuelling growth 
and contributing to total tourism spend. The United States is Manitoba’s strongest source of 
international visitors, contributing 11% of total expenditures. Overseas visitors delivered 6%.

International visitors stay longer and spend more per visit. It is imperative that 
Travel Manitoba expands the international marketing campaign to capitalize on 
the benefits of these high-yield customers.

MANITOBA 
$895.8 Million 

9,139,000 person visits 
$98 per person visit

Total Visitor Spending 
$1,473,635,000

Source: Statistics Canada – Travel Survey of Resident of Canada (TSRC), Research Resolutions – 2015 Detailed Tabulations. Statistics Canada International Travel Survey  - 2015 Customized Analysis

Total Visitation 
10,558,000

OTHER CANADIAN PROVINCES 
$325.8 Million 

946,000 person visits 
$344 per person visit

UNITED STATES 
$168.8 Million 

400,000 person visits 
$422 per person visit

OVERSEAS 
$83.3 Million 

73,000 person visits 
$1,141 per person visit

61% 86%
22%

9%

4%11%

6% 1%
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Tourism Generates Tax Revenues for Governments  

A strong tourism sector benefits Manitoba’s taxpayers by contributing to their quality of life through public investments in 
parks, transportation infrastructure, attractions, events and event facilities. Tourism contributes significant tax revenues to all 
levels of government, generating in 2015:

		  •	 Federal taxes	 $    265.2 million (46%)

		  •	 Provincial taxes	 $    256.6 million (44%) 

		  •	 Municipal taxes	 $    60.5 million (11%)

		  •	 Total	 $    582.3 million

Tourism Marketing Generates a Positive “Halo” Effect

	 Studies have shown that there are other benefits in promoting a destination’s tourism image. For example  
	 North Dakota’s “Legendary” campaign has been a successful branding statement connecting the state  
	 to potential travelers in an emotional and authentic manner. The most recent ROI research shows that  
	 North Dakota’s U.S. campaign generated over $100 in visitor spending for every dollar spent on advertising.

	 Their research also found that the same viewers were more positive to North Dakota as: 

		  	 A place to live: Up 41%. 
		  	 A place to start a career: Up 100%. 
		  	 A place to start a business: Up 75%. 
		  	 A place to attend college: Up 87%. 
		  	 A place to purchase a second home: Up 113%. 
		  	 A place to retire: Up 75%.

	 Researchers asked these same questions in assessing the impact of advertising campaigns for a number  
	 of other states, including North Carolina, Michigan, Minnesota, Ohio and Wisconsin. In all cases, effective  
	 tourism advertising achieved the same results, improving perceptions of the state.

	 “And while tourism marketing has been shown to generate significant economic impact  
	  by driving visitation, these results demonstrate the potential long-term benefits for broader  
	   economic development.”

	 Source: “Why tourism advertising is more powerful than you think,” Andrew Levine, Forbes.com, March  2015.
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The Benefits of the Tourism and Hospitality Sector  

	 Tourism provides significant impact on all our communities. Directly and indirectly, tourism involves  
	 a huge range of businesses, from hotels, restaurants and attractions to grocery stores, accountants and  
	 construction companies. Travel Manitoba’s activity benefits Manitoba’s tourism industry, which includes  
	 some 10,921 small and medium-sized businesses.

	 Manitoba’s tourism sector creates jobs, especially for new entrants to the workforce.  
	 In Manitoba, tourism sustains in excess of 20,600 direct, indirect and induced jobs. 
	 As well as generating over 20,600 jobs in the tourism sector, tourism creates many jobs in other sectors  
	 of the economy. Tourism businesses source many of their supplies from other Manitoba companies.  
	 An increase in sales by the tourism sector has a big benefit on other sectors of the economy.

THE BENEFITS OF TOURISM

 	 Diversification of tourism  
	 industry infrastructure

 	 Contributions to the balance  
	 of payments

 	 Increase in tax revenues
 	 Improved job opportunities
 	 Improved income of residents
 	 Improved shopping facilities
 	 Improved transportation  

	 and communications
 	 Improved medical facilities
 	 Improved cultural facilities
 	 Improved recreational facilities
 	 A feeling of pride
 	 Favourable changes in our lifestyles
 	 Improved quality of various services  

	 (e.g. hotels, restaurants, shops) 

WHAT TOURISTS SPEND 
THEIR MONEY ON

 	 Accommodation
 	 Transportation & Tours
 	 Food & Beverages
 	 Attractions/Events and  

	 Entertainment
 	 Shopping
 	 Other Services & Facilities 

HOW THE TOURISM INDUSTRY 
SPENDS ITS MONEY IN THE  
LOCAL COMMUNITY

 	 Wages & Salaries
 	 Transportation of Goods
 	 Utilities, Services  

	 (Water, Gas, Electricity, etc.)
 	 Food & Beverages
 	 Provincial Taxes
 	 Commissions to Agents
 	 Music & Entertainment
 	 Repairs & Maintenance
 	 Purchase of Stock
 	 Administrative & General Expenses
 	 Repairs & Maintenance
 	 Purchase of Stock
 	 Administrative & General Expenses
 	 Fuel
 	 Legal & Professional Services
 	 Rental of Premises
 	 Capital Assets & Replacement 

WHO BENEFITS

 	 Restaurants
 	 Gas Stations
 	 Farmers
 	 Retailers
 	 Charities
 	 Travel Agents
 	 Taxi Drivers
 	 Theatres
 	 Galleries
 	 Manufacturers
 	 Suppliers
 	 Delicatessens
 	 Gift Shops
 	 Film Processors
 	 Artists & Pharmacists
 	 Shopping Centres
 	 Trucking Companies
 	 Post Offices
 	 Engineers

 	 Clerks
 	 Pilots
 	 Car Dealers
 	 Builders
 	 Banks
	 Wineries
	 Mechanics
	 Plumbers
 	 Electricians
	 Marine Dealers
	 Architects
	 Media
	 News Agents
	 Night Clubs
	 Health Services
	 Printers
	 Butchers
	 Cinemas 
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Tourism Outlook

f = forecast
Note: Italics represent percentage change.
Sources: Statistics Canada – TSRC (2014); Statistics Canada – ITS (2013); The Conference Board of Canada.

		  CONFERENCE BOARD OF CANADA FORECASTS

Tourism Indicators

2016e 2017f 2018f 2019f 2020f

Total (overnight province-visits, 000s) 138,770
3.3

143,917 
 3.7 

147,831
2.7

151,587
2.5

154,918
2.2

Domestic 115,665 
1.9

 119,332 
 3.2 

122,227
2.4

125,087
2.3

127,614
2.0

  Business 8,980
1.3

9,182 
 2.2

9,406
2.4

9,617
2.2

9,821
2.1

  Pleasure 45,611
2.1 

 47,174
 3.4

48,394
2.6

49,553
2.4

50,622
2.2

United States 15,166
9.5 

 15,977 
 5.3

16,471
3.1

16,862
2.4

17,167
1.8

Overseas 7,939
13.6 

 8,608 
 8.4

9,134
6.1

9,638
5.5

10,137
5.2

Total Expenditures (overnight visits, C$ millions) 49,661
7.0

53,080
 6.9 

56,062
5.6

58,901
5.1

61,630
4.6

Travel Price Index 1.53  2.29 2.08 1.98 1.87

The Conference Board of Canada is forecasting strong growth in overnight visits to Manitoba through to 2020. 
Based on these projections, Travel Manitoba estimates total tourism expenditures in 2016 were $1.7 billion. 
That means businesses across this province received an additional $170 million from the tourism economy, 
well in excess of our $100 million per year target.
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Travel Manitoba’s Role 
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Travel Manitoba is a provincial Crown Corporation wholly owned by the Province of Manitoba. The corporation reports 
to the legislature through the Minister of Growth, Enterprise and Trade  as outlined in the Travel Manitoba Act. Our 
purpose is to lead provincial tourism marketing initiatives, foster development, growth and diversity in the tourism 
industry throughout Manitoba. 

Travel Manitoba is the only organization that provides a province-wide platform for promoting Manitoba. We are a 
co-operative marketing company that aligns partners to maximize and leverage the impact of tourism marketing 
investments. We provide value to the industry by representing numerous communities and experiences in markets 
where they do not have the resources to sustain an independent market presence. We strive to provide consistent 
messaging for Manitoba in Canada and in the international tourism marketplace.

Travel Manitoba collaborates with the provincial government to grow the tourism sector by supporting industry  
development initiatives. We advise government on issues that affect Manitoba’s global competitiveness. We also  
partner with the educational institutions to ensure the tourism workforce is trained to exceed customer expectations. 

Travel Manitoba’s board of directors brings together a diversity of tourism operators and sector associations around 
shared interests to inform the provincial government and the business community on the importance of tourism  
and its significant contribution to our economy and quality of life. Our role is to provide leadership to realize the full 
potential of tourism for Manitoba.
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Opportunities  

	 	 INCREASED CONSUMER DEMAND  

		  Travel and tourism now makes up 10% of the world’s GDP and total exports from international tourism account  
		  for $1.5 trillion USD. Based on current trends the United Nations World Tourism Organization projects international  
		  tourist arrivals will grow by another 4% worldwide in 2016.

	 	 BABY BOOMERS	

		  The baby boom generation is travelling extensively to international destinations. As this generation ages,  
		  acquiring more money and time to travel, keeping them within and/or attracting them to Manitoba becomes  
		  even more challenging. We must develop and market competitive tourism experiences to capture this  
		  growing market.

	 	 MILLENNIALS	

		  The millennial travel sector is catching the eye of international tourism marketers everywhere, with the number  
		  of youth trips expected to double by 2020 to 300 million per year. It’s no longer a niche, but rather a catalyst for  
		  true growth, making millennial travellers valuable to the Canadian travel industry. There are other benefits from  
		  the millennial sector for tourism, including:

			   •	 Millennials are often trailblazers who discover and publicize spots undiscovered by traditional tourists

			   •	 Millennials often spend more in destinations because they travel longer

			   •	 Millennials rack up the air miles by travelling further and more often than other groups.

	

	 	 IMMIGRANTS/INTERNATIONAL STUDENTS	   
		  Immigration to Manitoba has increased significantly in the last 10 years. Today, Manitoba hosts over 6,000  
		  international students at its universities and colleges. These newcomers tend to travel in their new region,  
		  getting to know their new surroundings. This also provides a unique opportunity for Travel Manitoba to  
		  serve these ethnic markets with tailored tourism offerings for specific cultural backgrounds.

	 	 UNIQUE MANITOBA PRODUCT 	

		  Our outstanding niche experiences such as fishing, hunting, unique wildlife safaris, culture and the arts  
		  will motivate existing and new customers to visit more of Manitoba. A number of new and enhanced attractions 		
		  including the expanded RBC Winnipeg Convention Centre, the Canadian Museum for Human Rights and  
		  Assiniboine Park Conservancy/Journey to Churchill are attracting international attention. Capital improvements  
		  to the Brandon Assiniboine River Corridor and the Manitoba Museum as well as the new Diversity Gardens at  
		  Assiniboine Park and the new Inuit Art Centre in Winnipeg will add value in positioning Manitoba as part  
		  of a cross-Canada touring vacation.   

	 	 BILINGUALISM	

		  With 17 bilingual communities, Manitoba has a significant capacity to deliver tourism experiences, meetings  
		  and conventions in French. This is an asset in targeting French-speaking markets. France is one of Destination  
		  Canada’s core markets generating 421,000 visitors to Canada in 2012. Manitoba is also experiencing growth  
		  in visitation from Québec.
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	 	 INDIGENOUS  

Research confirms that there is a strong market demand for authentic Indigenous tourism experiences. Visitors from 
many European and Asian countries are seeking rich cultural experiences and opportunities to learn about Canada’s  
Indigenous people. According recent studies conducted by Destination Canada, there is an actively engaged segment 
of travellers in the U.S. that is positively predisposed toward Indigenous cultural experiences. Despite low awareness 
and a general lack of understanding, U.S. travellers believe that Indigenous cultural experiences stand out from more 
typical travel experiences. They imagine that it could transform a vacation from ordinary to extraordinary, that it will 
provide long lasting memories, the chance for personal transformation and introspection, and a unique set of  
bragging rights.

	 	 JOB CREATION	

		  Growth in the tourism sector will create jobs for Manitobans not only in the hospitality sector, but also in  
		  creative and digital economies. Canada’s tourism marketing sector is a major customer of digital businesses  
		  and growth will stimulate job creation in high-value knowledge-based industries.

	 	 LINK BETWEEN TOURISM AND TRADE	

		  A strong tourism brand will position Manitoba as a great place to live and invest to stimulate trade growth.  
		  The tourism brand could evolve to be the face of Manitoba to the world by promoting our people, landscapes  
		  as well as social and cultural values. According to Deloitte’s 2014 report, Passport to Tourism Growth, a rise in business  
		  or leisure travel between countries can be linked to subsequent increases in export volumes to the visitor origin  
		  countries as well as an increase in the variety of goods exported. The research suggests that each 1% increase  
		  in Canadian arrivals would generate an $817 million increase in Canadian exports. Strengthening tourism’s  
		  capacity could have a positive impact on Manitoba businesses and Manitoba’s overall economy.

Ph
ot

o C
re

dit
: T

re
 Pa

ck
ar

d



16 17TRAVEL MANITOBA BUSINESS PLAN   2018-2021 TRAVEL MANITOBA BUSINESS PLAN   2018-2021

Factors Impacting Tourism Performance 

External factors are constantly shifting and molding Travel Manitoba’s business environment. Although many of these 
factors are beyond our control, we continue to respond in new ways that compel travellers to visit.

	 COMPETITION  

New and emerging destinations such as Turkey and China are actively vying for their share of tourism revenue, 
aggressively investing in marketing their destination. Other Canadian jurisdictions such as Saskatchewan,  
Newfoundland and Labrador and Nova Scotia, have significantly higher marketing budgets, putting Manitoba at 
a competitive disadvantage.  The Manitoba, Canada’s Heart…Beats brand must provide compelling reasons  
to visit the province.  

	 CONSUMER EXPECTATIONS	

New tourism destinations are competing more fiercely than ever for the same traveller by delivering high 
quality experiences. To remain competitive, Manitoba tourism businesses will need to continually invest in the 
development of new experiences. While there is great diversity in the product, not all operators have the level of 
market-readiness needed to maximize our potential nor the marketing capacity to attract new visitors.

	 SAVVY ON-LINE CONSUMERS	  
Technology provides significant opportunities to reach new consumers and personalize their experience. The 
impact of mobile technologies is poised to grow significantly over the next five years. One of the key challenges 
will be to reach our target audience in the endless choice and noise of the digital world. 

The pace with which new technologies change the consumer marketing landscape is dramatic.  Manitoba’s 
tourism industry is comprised of approximately 5500 small to medium sized businesses.  It can be daunting for 
a single business to harness the power of technology.  Travel Manitoba must provide access to transformative 
technologies and platforms as well as leading marketing expertise to complete globally. 

	 THE SHARING ECONOMY	   
The collaborative economy is revolutionizing tourism. Visitors now have the ability to book accommodation 
sharing services like AirBnB and transportation sharing services like Uber. There are also apps currently available 
that connect international travellers with local residents and all their favorite sites, shopping and dining spots.
The rising importance of user generated content and social platforms is challenging destination marketing 
organizations to acquire the expertise to use and monitor each platform and target it accurately to its audience.
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Risk Management 

HIGH RISK  

	 Government Investment – Material changes in government policy or priorities may impact Travel Manitoba’s  
capacity to compete. If there is a reduction to the funding level provided by the provincial government, there  
is a risk that Travel Manitoba will not be able to achieve the objectives outlined in this business plan. This could 
impact the capacity to leverage partnership revenues to expand the marketing campaign. It may also result in 
reduced visitation and expenditures and lower tax revenues for governments in the future. The provincial  
government’s capacity to invest in major events acquisition over the next 3 years may have a significant impact on 
tourism growth.

	 Destination Canada – Changes implemented under Destination Canada’s new collaboration model “Northstar 22” 
require that provincial marketing organizations invest at higher levels to leverage support to market internationally.  
This may limit Travel Manitoba’s capacity to invest in their programs.

	 Global Economy – There is risk that visitation may be impacted by economic factors such as the impact of the recent 
United States election and the United Kingdom’s exit from the European Union. With increasing global competition 
it will be challenging to increase Manitoba’s share of the tourism market. 

	 Currency Fluctuations – Like most Canadian exports, the tourism industry is buoyed by a lower dollar against the 
United States currency. A lower Canadian dollar stimulates American travel to Manitoba and encourages Canadians 
to vacation in Manitoba rather than visiting the United States. In general, however, the lower Canadian dollar has a 
bigger impact on short-haul travellers than on long-haul U.S. travellers.
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MEDIUM RISK  

	 Industry Alignment – There is a risk of fragmentation in promoting the new tourism brand if key destination 
marketing agencies such as Tourism Winnipeg, Brandon First and the regional tourism associations are not 
aligned with the Manitoba, Canada’s Heart… Beats brand. It is also critical that provincial agencies and  
departments and Destination Canada support Travel Manitoba’s strategy for the tourism industry to 
succeed globally. 

	 Capacity to leverage partnered investment – Travel Manitoba may be approaching saturation of the  
existing tourism operator base in terms of its ability to leverage additional marketing dollars through  
partnership opportunities.

	 Transportation infrastructure – There is a risk that Manitoba’s transportation infrastructure will not meet visitor 
expectations. The cost of domestic flights as well as the lack of direct access air flights from major markets puts 
Manitoba at a distinct competitive disadvantage. Rail services, roads and highways are in need of  upgrades.

	 Labour – There is a risk that rural and northern operators will experience shortages and innovative strategies 
are required to address these challenges. Stronger linkages between tourism businesses and universities or 
colleges could mitigate this risk.

	 Experience Quality and Capacity – There is a risk that the quality of some experiences promoted internationally 
will not meet the expectations of the brand promise. To be competitive, experiences must be properly  
managed and developed.

	 Inability to Measure the Results Attributable to Travel Manitoba’s Effort – There is a risk that investors will want 
concrete results, and with the increased focus on content marketing, there are limited measures to provide 
that information.

LOW RISK  

	 External Environment – There is a risk that Travel Manitoba’s success may be impacted by the volatility of  
unpredictable events such as weather, pandemics or terrorism that have the potential to significantly impact 
consumer travel decisions. The emergence of climate change as a global issue may also place increasing  
pressure on the sustainability of Manitoba’s tourism products (e.g. polar bears, fishing and hunting). 
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Our Strategy:  

	 	 LEAD MARKETING EXCELLENCE  

	 	 ALIGN PARTNERS AND UNIFY THE TOURISM INDUSTRY	

	 	 RAISE THE IMPORTANCE OF THE TOURISM INDUSTRY

	 	 COLLABORATE TO BUILD A COMPETITIVE PROVINCIAL TOURISM STRATEGY

Strategic Priority – Lead Marketing Excellence  

	 	 RESEARCH AND MARKET INTELLIGENCE  

		  Travel Manitoba’s research team monitors the pulse of the global economy and trends in emerging markets.  
		  It’s important to understand where there are new marketing opportunities. We need to be flexible and ready  
		  for unique and time-sensitive opportunities for growth. We work with Destination Canada and provincial  
		  partners on national initiatives such as the International Travel Survey and the Travel Survey of Residents to  
		  Canada to provide information on who is travelling to Manitoba, when they are coming, what they are doing  
		  when they arrive and what they spend their money on.

	 Travel Manitoba supports tourism businesses by providing them with marketing tools  
	 and expertise designed to grow their business for export markets. 				  

		  Our research and intelligence team assists destination marketing organizations, regional tourism associations  
		  and tourism businesses in understanding the fundamentals of competing internationally. We also provide  
		  toolkits to assist businesses in positioning their products and to assist them in developing powerful and  
		  consistent messages that are aligned with our provincial tourism brand.
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Moving Travellers Closer to Buying  

	 Travel Manitoba has adopted Destination Canada’s Path to Purchase model, which helps focus efforts  
	 on the main opportunities to influence a consumer’s decision-making. 

	 Visitors from outside Manitoba bring incremental wealth adding to our provincial exports. Our goal  
	 is to move visitors down the path to purchase and to inspire them to stay longer in Manitoba.

	 Consumers undertake a complex planning and purchase process to gather information to make a decision  
	 on a travel purchase. They buy an experience comprised of places to visit, places to stay and things to do.  
	 Visitors look for information before, during and after their trip. 

	 Travel Manitoba’s strategy will include actions that will impact consumers at every stage  
	 of the vacation planning and purchase process.
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Target Customers  

	 Travel Manitoba will target our best potential customers by using market intelligence to pinpoint high potential  
	 travellers 	from our best geographic markets. Destination Canada’s Explorer Quotient segmentation is assisting  
	 us in narrowing our focus.

	 Travel Manitoba has purchased Destination Canada’s Explorer Quotient (EQ), an award winning segmentation  
	 tool that provides access to some of the most in-depth and insightful tourism research currently available.  
	 Developed in partnership with Environics Research, EQ is used by several tourism jurisdictions across Canada  
	 and it provides a comprehensive understanding of Manitoba’s highest potential customers. We have applied 
	 EQ to define our primary and secondary target markets.

	 Travel Manitoba has aligned international and domestic segmentation and is working from a single model  
	 across all markets. In addition, by using EQ, Travel Manitoba is leveraging Destination Canada’s investment in  
	 international markets. We invested in the tool to help Manitoba businesses with their marketing plans and  
	 tourism development strategies. With EQ, we have access to sound research that is driving marketing related  
	 decision-making, providing Manitoba with a stronger competitive advantage. 

	 Using the EQ program, Travel Manitoba has identified “Authentic Experiencers” and “Cultural Explorers” as two  
	 of the nine potential traveller types that are most drawn to the tourism experiences that Manitoba has to offer.  
	 Operators will be better able to understand their customers, the types of experiences that they are after and  
	 the kind of message that will resonate with them.

		  	 Authentic Experiencers want the best of both worlds – to experience vast natural settings and  
			   to immerse themselves in the local culture. These travellers want to learn, they are spontaneous,  
			   independent and open-minded. Manitoba’s incredible natural settings and wildlife, as well as our  
			   rich culture, displayed through our festivals, cultural institutions and diverse communities really  
			   speak to these people. They want to paddle river rapids, hike through rugged backcountry,  
			   hunt and fish our world-class product, swim with belugas, walk amongst polar bears, dig for  
			   80,000,000-year-old aquatic fossils and more.

		  	 Cultural Explorers on the other hand, want to discover the entire experience of the culture, people  
			   and settings of the places they visit. They go off the beaten track to find out how people truly live.  
			   They want to attend our festivals, learn the culture, the language, share food and drink with the locals…  
			   and generally learn about the area from a historical perspective. 

	 These two EQ types have been categorized as learners and represent 35% of the global market.

“The strength of EQ is that we have the ability to target those 
travellers most likely to come here; those most interested in the 
experiences we have to offer. We can speak to them in language 
that appeals to them, and through mediums that reach them.  
We can use our marketing dollars more effectively and more  
efficiently than trying to be everything to everyone.”

	 –  Colin Ferguson
		  President & CEO, Travel Manitoba
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Target Markets 

Travel Manitoba will concentrate investments on markets where Manitoba has a competitive advantage.  
Emphasis will be placed on markets with the highest concentration and volume of authentic experiencers  
and cultural explorers.

We will ensure that our marketing strikes a balance between markets producing results now and those  
that are most likely to generate strong results in the future. We rely on Destination Canada’s market portfolio  
evaluation system to determine international markets which have the greatest potential.

Travel Manitoba has increased its marketing investments in the United States, China, Germany, 
the United Kingdom,  France and Australia. 

 Travel Manitoba will aggressively grow tourism revenues, especially from 
long-haul high yield markets.

CANADA UK

USA 

GERMANY

AUSTRALIA

FRANCE

INTERNATIONAL
	 •	 United States 
	 •	 Germany 
	 •	 United Kingdom 
	 •	 China	  
	 •	 Japan 
	 •	 France 
	 •	 Australia

CANADA
	 •	 Manitoba 
	 •	 Saskatchewan 
	 •	 Ontario 
	 •	 Québec

VISITATION 11,200
EXPENDITURES $7,100,000

VISITATION 10,085,000
EXPENDITURES $1,221,560,000

VISITATION 400,000
EXPENDITURES $169,000,000 VISITATION 3,800

EXPENDITURES $2,600,000

JAPAN
VISITATION 5,000
EXPENDITURES $1,661,000

CHINA
VISITATION 4,800
EXPENDITURES $3,462,000

VISITATION 8,600
EXPENDITURES $7,127,600

VISITATION 4,600
EXPENDITURES $5,444,600
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Target Markets: Key Insights

CANADA

Visitation

Visitation 
10,085,000

Expenditures 
$1,221, 560,000

Average Spend/Trip
$121

Canadian Markets  

	 Ontario, and Quebec are among the top five Canadian markets other than Manitoba. 

	 >   	Ontario: $120 million in expenditures  
		  and 317,000 in person visits.

	 >	 Quebec: $30.2 million in expenditures  
		  and 55,000 in person visits.

Canada is Manitoba’s largest market for visitation and tourism expenditures. In fact, 96% 
of visitation to Manitoba and 83% of tourism expenditures are attributable to Canadian 
visitors. According to the latest Travel Markets Outlook published by the Conference 
Board of Canada, total domestic overnight visits are projected to increase by 2.8% in 2017 
boosted by a lower Canadian dollar and low fuel prices. These factors provide incentive 
for Canadians to stay home and offer price competitiveness for U.S. and overseas visitors. 
Looking ahead, reports suggest that overnight tourism visitation will continue to grow in 
Manitoba in 2018.
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Trip PurposeWhat do they want to do?

 Market Insights   
  (Destination Canada Global Tourism Watch)

Beach
National, Provincial or Nature Park
Boating/canoeing/kayaking 
Camping
Fishing

Winnipeg  
3,207,000

North of 53  
495,000

Parkland Region  
432,000

Interlake Region  
1,340,000

Eastern Region  
1,750,000

Western Region  
1,628,000

Central Manitoba   
1,133,000

Visitation

Visiting Friends & Relatives  40.5%
Pleasure  38.6%
Business  12.7%
Other/Leisure  8.2%

Canadian travellers see Canada as a 
destination that inspires them to explore 
the natural geography and to meet and 
engage with its people. Canada is also 
seen as a destination that offers authentic 
experiences. Older Canadians are more 
likely to put Canada on their list of dream 
destinations and are more likely to travel 
in Canada to visit friends and relatives. 
And increasingly, Canadian travellers are 
sharing their experiences and searching 
for travel information while on their trip. 
There is potential to build on the increase 
of domestic travel inspired by Canada 150 
celebrations in 2017.
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Target Markets: Key Insights

UNITED STATES
The U.S. is Manitoba’s largest international market with the highest growth potential 
of all international markets. U.S. visitation accounts for 4% of all visits to Manitoba and 
11% of expenditures. U.S. overnight visits are expected to increase by 5.4% in 2017.

CALIFORNIA

NORTH DAKOTA MINNESOTA

WISCONSIN

ILLINOIS

MICHIGAN

OHIO

NEW YORK

INDIANA

TEXAS

Visitation

Visitation 
400,000

Expenditures 
$169,000,000

Average Spend/Trip
$422

Market Potential
2,719,000

Marketing Strategy 

The neighbouring states of Minnesota and North Dakota as well as Wisconsin, Michigan, Ohio, Illinois and Indiana 
are key markets, particularly for the fishing and hunting sector. California, New York and Texas have strong growth 
potential for outdoor adventure and unique urban experiences.
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Trip Purpose

Visitation

Visiting Friends & Relatives  27%
Pleasure  34%
Business  9%
Other/Leisure  30%

Sightseeing
Shopping
Outdoor activities such as boating, 
hunting and fishing
Nature and wildlife viewing/activities
History, people and culture –  
museums, fairs, festivals

Winnipeg  
147,000

Northern Region  
26,000

Parkland Region  
20,000

Interlake Region  
33,000

Eastern Region  
49,000

Western Region  
27,000

Central Manitoba   
81,000

 Market Insights   
  (Destination Canada Global Tourism Watch)

The U.S. is Canada’s largest international market.  
In 2016, U.S. arrivals increased by 10% to reach  
13.9 million (the highest since 2005), generating 
48% of Canada’s total international revenue –  
due largely to a strong U.S. dollar and rebounding 
consumer confidence. Despite low air capacity 
growth (3%), the 4.53 million air arrivals in 2016 
were the highest on record (+17%). Visitors from 
the U.S. skew older, as visitors aged 55+ represent 
48% of arrivals.

What do they want to do?
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Target Markets: Key Insights

CHINA

Marketing Strategy

According to Destination Canada, overnight arrivals to Canada from China gained significant 
momentum with the granting of Approved Destination Status in 2010. Since then, total visitation 
to Canada has reached 610,000 visitors, increasing 24% year-over-year in 2016 and is projected 
to increase another 23% in 2017. This growth is the result of a rapidly growing middle class and 
increasing air access. China is now the third-largest overseas market for Canada in terms of visitation 
and the second-largest market in tourism expenditures. 

CHINA

Technology is changing Chinese tourists’ travel booking habits. China now has more than 720 million Internet users. 
Travel booking via the web or mobile apps has become very popular with independent Chinese travellers.  
The Chinese market is still developing initial experiences within sales channels and education is an important part of  
Travel Manitoba’s focus through increased partnerships with Destination Canada and a Chinese social media agency.
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Visitation

Visitation 
4,800

Expenditures 
$3,462,000

Average Spend/Trip
$721

Market Potential
290,000

Shopping
Wildlife viewing, national parks
Sightseeing
Historical sites

Visiting Friends & Relatives  15%
Pleasure  35%
Business  28%
Other/Leisure  23%

 Market Insights   
 (Global Tourism Watch – Destination Canada)

The new wave of Chinese tourists considers themselves explorers and seek local, unique 
experiences that group tours do not have access to. Experiential travel that emphasizes 
different areas of local life – culinary, culture, history, shopping, nature or social life – is 
the emerging trend. Canada’s offers fit well with this trend. Visiting friends and relatives 
remains a strong trip driver and the majority of trips from Chinese travellers involved 
visits to British Columbia or Ontario at least once on their trip.

Trip PurposeWhat do they want to do?
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Target Markets: Key Insights

UNITED KINGDOM
The U.K. is the largest source of overseas travellers to Manitoba. The Conference 
Board of Canada is estimating overnight visitation will increase 4.4% in 2017.  
Air capacity between London-Gatwick and select Canadian cities, including  
Winnipeg, increased 13% in 2016.

Marketing Strategy   

UNITED KINGDOM

Trusted sources such as in-person, social media and online channels are the biggest travel decision influencers for 
U.K. travellers. Travel Manitoba focuses on partnerships with Destination Canada and on working with a general 
sales agent to target travel media influencers and the travel trade in the U.K. Travel Manitoba utilizes travel media 
influencers and the loyalty-based relationships of the travel trade to expand destination understanding through 
multiple seasons, regions and experiences in the U.K.
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Visitation

Visitation 
11,200

Expenditures 
$7,100,000

Average Spend/Trip
$634

Market Potential
511,000

Visiting Friends & Relatives  40%
Pleasure  40%
Business  10%
Other/Leisure  10 %

Sightseeing
Shopping
Nature and wildlife  
viewing/activities
History, people and culture – 
museums, fairs, festivals

 Market Insights   
 (Global Tourism Watch – Destination Canada)

In 2016, there was a 17% increase in U.K. visitors to Canada, reaching a total  
of 830,000. The majority of U.K. travellers are visiting between May and  
September, so there is an opportunity to market Canadian experiences in the 
shoulder seasons. Most recreational travellers from the U.K. were over 55 years 
and 79% of all U.K. travellers to Canada engaged in fully independent travel – 
the highest among Canada’s overseas markets.

Trip PurposeWhat do they want to do?
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GERMANY

Target Markets: Key Insights

GERMANY

Marketing Strategy  

While Germany is ranked third globally for international tourism expenditures, Germany is 
ranked second in Manitoba for overseas visitation and expenditures. Air capacity increased by 6% 
in 2016 and is set to increase a further 10%. This is influencing the positive growth forecast from 
the Conference Board of Canada, with overnight visitation expected to increase 2.7 % in 2017.

German travellers plan trips well in advance, with 40% doing their planning more than four months prior to 
booking. Travel Manitoba is represented by a general sales agent to support the strength of travel trade as a 
booking channel to German consumers who are protected by laws regulating advertising and travel. Travel 
Manitoba partners with Destination Canada and works with German travel media influencers and the travel trade 
to promote fly-drive itineraries throughout Manitoba or in partnership with other provinces, overnight stays in 
Winnipeg and expanding the seasonality of Churchill visitation.
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Visitation

Visitation 
8,600

Expenditures 
$7,127,600

Average Spend/Trip
$829

Market Potential
561,000

Nature and wildlife viewing/activities
Hiking and walking
Camping and canoeing
History, people and culture 
– museums, fairs, festivals

Visiting Friends & Relatives  24%
Pleasure  47%
Business  23%
Other/Leisure  7%

 Market Insights   
 (Global Tourism Watch – Destination Canada)

In the last year, there was a 12% increase in German travellers,  
bringing the total to over 369,000. Canada is high on Germans’ long 
haul consideration list – ranking third behind the U.S. and Thailand. 

Plus, the Canadian dollar compares more favourably than the U.S. 
dollar, making Canada a better value for money option, an important 
factor as German travellers are more sensitive than most to ensuring 
they receive the best value possible. 

Trip PurposeWhat do they want to do?
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Target Markets: Key Insights

AUSTRALIA

Marketing Strategy

The Conference Board of Canada estimates that overnight visitation from Australia to 
Canada will increase 7.2% in 2017. Awareness of Canadian vacation opportunities has 
increased dramatically in recent years, as evidenced by an increase of 16% in arrivals 
to Canada in 2016 to 333,437 visitors.

While Australians have been as keen as any to embrace the digital world, and are more than capable of researching 
and booking trips online, they still tend to turn to travel agents when booking long-haul travel. Travel trade marketing 
remains key to promoting Canada to first-time Australian travellers, which is why Travel Manitoba has engaged a general 
sales agent and has increased its partnership investment with Destination Canada to market to Australian travel trade as 
well as travel media influencers.

AUSTRALIA
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Visitation

Visitation 
4,600

Expenditures 
$5,444,600

Average Spend/Trip
$1,184

Market Potential
290,000

Shopping
Wildlife viewing – National Parks
Sightseeing
Visiting friends

Visiting Friends & Relatives  25%
Pleasure  62%
Business  9%
Other/Leisure  4%

 Market Insights   
 (Global Tourism Watch – Destination Canada)

Australian travellers are the highest spenders among 
Canada’s markets, with an average of $2,765 per trip. The 
majority of Australian recreational travellers to Canada have 
a “two-nation vacation”, with 74% arriving via the U.S. in 
2015. Most first arrive in British Columbia which, along with 
Alberta and Ontario, were the top provinces visited.

Trip PurposeWhat do they want to do?
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Target Markets: Key Insights

JAPAN

Marketing Strategy 

JAPAN

Overnight visitation to Canada is forecasted to grow by 8.6% in 2017, building on the 10% increase 
from 2015 to 2016, which saw 303,000 Japanese travellers visiting Canada. This growth is mostly 
due to increases in the Yen’s buying power and an increase in direct air capacity.

Travel Manitoba is partnering with Destination Canada in our first foray into the Japanese market. Building 
relationships with travel trade and key travel media influencers will be the primary focus, highlighting Manitoba’s 
iconic Canadian experiences, including northern lights, wildlife viewing and unique urban opportunities.



36 37TRAVEL MANITOBA BUSINESS PLAN   2018-2021 TRAVEL MANITOBA BUSINESS PLAN   2018-2021

Visitation

Visitation 
5,000

Expenditures 
$1,661,000

Average Spend/Trip
$332

Guided city tour
Guided excursions beyond the city
Hiking
Wildlife viewing

Visiting Friends & Relatives  22%
Pleasure  39%
Business and all other  39%

 Market Insights   
 (Global Tourism Watch – Destination Canada)

The majority (39%) of Japanese pleasure travellers to Canada are older 
Millennials (aged 25-34 years old) and people aged 55+. According to 
the 2016 Global Tourism Watch study, one in three Japanese travellers 
explored Canada as part of an organized group.

Trip PurposeWhat do they want to do?
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Target Markets: Key Insights

FRANCE

Marketing Strategy

FRANCE

France is Canada’s second-largest overseas inbound market after the U.K and set new 
arrival records to Canada in 2016 with a 9% increase to 545,786. France was Canada’s 
third biggest source of overseas travel revenue at $748 million. The Conference Board of 
Canada estimates that overnight visitation from France will grow by 6.1% in 2017. 

Similar to the other European markets, in-person interactions remain the primary information source on  
Canadian destinations; followed by traditional offline sources such as TV travel shows, travel guides and brochures. 
Travel Manitoba’s partnership with Destination Canada targets the French travel trade, which show high interest in 
Franco-Manitoban experiences and in the importance of French language services for their clients.
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Visitation

Visitation 
3,800

Expenditures 
 $2,600,000

Average Spend/Trip
$684

Market Potential
581,000

History, people and culture  
– museums, fairs, festivals
Shopping
Nature and wildlife  
viewing/activities
Sightseeing

Visiting Friends & Relatives  36%
Pleasure  45%
Business  10%
Other/Leisure  9%

 Market Insights   
 (Global Tourism Watch – Destination Canada)

French travellers seek destinations that offer a combination of scenery, opportunities 
to explore local lifestyles, cultural and historical attractions and Indigenous culture. 
Canada ranks behind only the U.S. as French travellers’ next potential long haul 
destination, due to our welcoming people and beautiful landscapes. The majority of 
French travellers arrived in Canada to visit friends and family or for recreation. 

Trip PurposeWhat do they want to do?
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Manitoba, Canada’s Heart… Beats – An Awe-Inspiring Brand  

	 Travel Manitoba’s powerful brand, developed through extensive research and consultation, has captured  
	 the essence of what makes Manitoba unique, not only as a tourism destination, but as a great place to be  
	 for any reason – whether to visit, live, invest or do business. The brand showcases Manitoba through  
	 stunning visuals and an authentic reflection of the province’s assets. Use of the brand will amplify other  
	 efforts to promote Manitoba as a trade and business partner around the world.

	 When Travel Manitoba’s brand was unveiled in December 2013, it was a clear winner with business leaders,  
	 industry partners, the media and Manitobans. The consensus was that the new brand has begun to set our  
	 province apart and really define what Manitoba is and what we have to offer. It inspires pride in the hearts  
	 of Manitobans. It inspires confidence in business leaders. And it resonates with potential visitors, immigrants,  
	 students and investors.

“As a Manitoban, it makes me extremely proud.”

Ryan Hart, President, MF1 Marketing

“Chuck Davidson, president of the Manitoba Chambers of Commerce, 
said the tourism industry now has a clear brand and a clear direction 
that will attract investment. ‘I think it’s awesome, he said.’” 

Winnipeg Free Press, December 13, 2013

“Very exciting for the province and we look forward  
to working with you.”

Jeff Hnatiuk, President and CEO, Sport Manitoba

“Paul Turenne, executive director of the Manitoba Lodges  
and Outfitters Association, said the new slogan ‘hits the mark.’” 

Winnipeg Free Press, December 13, 2013
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Travel Weekly Magellan Awards

        Gold, Destinations - Overall-Blog: ManitobaHot.com

        Gold, Destination Marketing - TV Commercial: Fishing in the Heart of Canada 

 
WorldMediaFestival | Tourism

        Gold, Advertising - TV Commmercials: Assiniboine Park

        Silver, Corporate Communications, Visitor’s Information: Travel Manitoba Visitor Information Centres

 
Signature Awards (Advertising Association of Winnipeg)

        Winner, Broadcast Under $20,000 (Single or Series): Fishing in the Heart of Manitoba 

 
VIZZI Awards

        Winner, Best Social Media Graphics

	 Travel Manitoba, its Manitoba, Canada’s Heart… Beats campaign and other corporate initiatives have been  
	 recognized by the following awards programs:
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Marketing Objectives 

	 Travel Manitoba’s marketing objectives are to: 

	 	 	 PROVIDE BRAND LEADERSHIP AND ALIGN TOURISM PARTNERS TO DELIVER A  
			   UNIFIED MESSAGE IN KEY DOMESTIC, NATIONAL AND INTERNATIONAL MARKETS;

		  	 BUILD A PROVINCE WIDE TOURISM MARKETING PLATFORM WITH SCALABLE  
			   OPPORTUNITIES FOR INDUSTRY PARTICIPATION;

		  	 INCREASE MANITOBA’S INTERNATIONAL REACH THROUGH PARTNERSHIPS WITH  
			   THE TOURISM INDUSTRY, POWERFUL BRANDS AND THIRD PARTY INFLUENCERS;

		  	 MAXIMIZE ENGAGEMENT FROM RELEVANT, PERSONALIZED AUDIENCES  
			   ACROSS DIGITAL PLATFORMS;

		  	 ESTABLISH TRAVEL MANITOBA AS THE PREMIER DESTINATION CONTENT PUBLISHER  
			   IN THE PROVINCE;

		  	 FOSTER A LOCAL CULTURE OF “PRIDE OF PLACE” AMONGST MANITOBANS  
			   ENCOURAGING RESIDENTS TO SPEAK POSITIVELY ABOUT THEIR PROVINCE;

		  	 LEAD INNOVATION IN THE DELIVERY OF VISITOR SERVICES.

	 Travel Manitoba will continue to promote Manitoba businesses through a variety of marketing channels (consumer,  
	 travel trade and media relations) to grow visitation and revenues. We will leverage Destination Canada’s marketing  
	 investment in international markets. Because less than 1% of potential overseas visitors are aware of the provinces  
	 in Canada, Manitoba must first be aligned with the Canada brand.

	 Partnerships in international target markets are important because they multiply Manitoba’s limited investments  
	 and open new audiences to future, more targeted marketing. Partnerships with powerful travel brands such  
	 as Trip Advisor and travel content publishers like National Geographic will increase the relevance of Manitoba’s  
	 messaging and achieve greater presence. Our international travel trade partners also provide an important  
	 conversion call to action.
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Brand Alignment  

	 One of the most important tactical principles in branding is the  
	 concept of alignment, in order to maximize the effectiveness  
	 of marketing and branding efforts. We have developed a brand  
	 toolkit that enables tourism operators to align with the brand  
	 and differentiate the experiences they offer from those being sold  
	 in other parts of the world. We will continue to lead the industry  
	 in marketing excellence by organizing partnerships with regions,  
	 destinations and key sectors to maximize our collective marketing  
	 dollars. Understanding that potential visitors are interested in  
	 destinations and not necessarily regions is core to successful  
	 marketing of regional experiences.

	 Travel Manitoba will protect our brand promise and will commit  
	 the resources to deliver a program right or not do it at all.  
	 We will not initiate a new program without dedicating the  
	 resources necessary to make the program a success.

Supporting Economic Growth

	 Travel Manitoba will encourage visitation to geographically  
	 diverse destinations in Manitoba to foster economic  
	 development throughout the province. We recognize  
	 it is important that visitation be distributed throughout  
	 the province and we will develop stronger connections  
	 with communities and geographic areas of the province  
	 so that our marketing campaign reflects a broader variety  
	 of travel experiences.

	

Photo Credit: Wildhouse Media
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Marketing Experiences  

	 Travel Manitoba is aligning with Destination Canada to market travel experiences instead of tourism products.  
	 More travellers are interested in experiences and adventures that allow visitors to fulfill their dreams and Manitoba  
	 offers exceptional experiences – from urban escapes to outdoor adventure. The warmth of our people and the  
	 quality of services provided by communities and businesses are key to encouraging repeat visitation. Great experiences  
	 in Manitoba will lead visitors to increase their spending by participating in more activities, extending the length  
	 of their trip, returning for another trip and recommending Manitoba to others. 

	 Identifying new and emerging experiences for the high-volume market provides a great springboard for building  
	 Manitoba’s tourism export capability. Tourism is not like other export sectors that make products and ship them  
	 outside the province. We bring our customers to Manitoba. We have the opportunity to work with industry to  
	 promote 	emerging tourism experiences that are not only memorable and inspirational, but help visitors learn  
	 about our society and our environment. 

Boulders, Rocks and Pebbles Define the Campaign Structure

	 Travel Manitoba’s marketing strategy has a place for every tourism experience and element.  
	 The analogy of “Boulders, Rocks and Pebbles” is used to categorize Manitoba’s extensive inventory  
	 of tourism assets and describe the marketing approach for each.

		  	 Boulders are the iconic themes and experiences that are most likely to capture the attention  
			   of visitors from other countries. 

		  	 Rocks are the don’t-miss, interest-based immersive experiences that often draw visitors from  
			   elsewhere in Canada.

		  	 Pebbles are the many singular experiences that enrich the traveller’s journey. These details  
			   are often considered later in the trip-planning process, but may be the reason why the visitor  
			   decides to stay longer and return again.

	 Boulders will be the focus of high profile, brand awareness promotions such as television commercials  
	 and in-flight advertising.
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Canadian Signature Experiences Collection  

	 Destination Canada’s Canadian Signature Experiences Collection (CSE) aims to differentiate Canada  
	 from our competitors by highlighting travel experiences that exemplify Canada’s unique brand –  
	 experiences that are memorable, authentic and engage travellers with our people, geography and culture. 

	 The CSE program is co-managed by Destination Canada (DC) and the thirteen provincial/territorial  
	 tourism marketing organizations. Travel Manitoba is responsible for the membership application process.  
	 Destination Canada retains the responsibility for new member approvals and Travel Manitoba and  
	 Destination Canada share responsibility for membership renewal. 

	 Manitoba is proud to have 10 Canadian Signature Experiences and will continue to collaborate with  
	 industry partners to achieve 12 experiences by 2019. Our Canadian Signature Experiences are:

		  	 Marvels of Manitoba – Churchill Nature Tours

		  	 Birds, Bears and Belugas – Churchill Wild

		  	 Polar Bears by Tundra Buggy® – Frontiers North Adventures

		  	 Hermetic Code Tour of the Manitoba Legislature – Heartland International Travel and Tours

		  	 Pathway of the Voyageurs – Aikens Lake and Wilderness Lodge

		  	 A Bird in the Hand – Oak Hammock Marsh Interpretive Centre

		  	 A Prairie Legacy:  The Bison and Its People – FortWhyte Alive

		  	 Ultimate Arctic Summer Adventure – Lazy Bear Lodge *New in 2016

		  	 Best of the Arctic – The Great Canadian Travel Company (joint itinerary w/ Manitoba & Nunavut) *New in 2016

		  	 Journey to Churchill: Discover the Magic of the North in the Heart of the Continent –  
			   Assiniboine Park Conservancy *New in 2016

		  	 Exploring a Canadian Landmark – Canadian Museum for Human Rights
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Maximize Engagement from Relevant Audiences  
Across Digital Platforms

		  Travel Manitoba’s marketing strategy is evolving and we are shifting some of our resources to more progressive  
		  digital engagement and relationship building with key media, public relations and travel trade partners.   
		  The internet and the proliferation of social media have made a wealth of consumer data available to marketers.   
		  To be successful, we must leverage this “big data” to engage travellers and move them closer to purchasing a trip.

		  Travel Manitoba will still use paid advertising to amplify the most engaging content in a variety of traditional  
		  and social media channels.  We will continue to leverage established distribution channels and data that  
		  will enable Travel Manitoba to generate stronger leads for partners.

The Premier Destination Content Publisher in the Province

		  Travel Manitoba will continue in our role as the premier destination content publisher in the province,  
		  creating a seamless content journey that takes future visitors from inspiration to conversion. Our content  
		  will be based on creating unique and fulsome stories that foster emotional connections and add value  
		  to the travel experience. 

		  Our content will never try to be everything to everyone, but rather, will focus on specific topics that engage  
		  the right users. Each piece of content we create will directly appeal to one or more of our diverse audiences.  
		  Each story will be told through a variety of mediums that target each point in the traveller journey, moving  
		  people from conception to action. We will increase our focus on creating video content, along with developing  
		  new and innovative editorial concepts.

		  We will also move beyond just creating and curating great 	
		  content  and will focus on extending our reach. Using our 	
		  best performing content, we will leverage third-party  
		  platforms to expand our message beyond the borders of  
		  Manitoba and Canada. We will also incorporate a greater  
		  focus on using influencers and travel media to create  
		  compelling content that is shared all our target markets, 	
		  particularly in the U.S. and overseas. 
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Foster a Local Culture of “Pride of Place” amongst Manitobans   

	 Manitoba residents represent over nine million leisure trips per year and they can be a valuable and trusted  
	 source of information for potential visitors. In the digital era, visitors look to personal recommendations  
	 and local insights to inform their travel planning. We know that when our residents become aware of our  
	 exciting experiences they will become strong advocates for our province.

	 Travel Manitoba will deliver new initiatives that foster a local culture of “pride of place” amongst Manitobans.  
	 We will harness the power of social media and peer-to-peer recommendations to encourage residents  
	 to speak positively about their province. By empowering residents to share their tourism experiences  
	 within Manitoba, we will create new ambassadors for Manitoba as a great place to visit.

	 Elevating local pride of place amongst our residents will be a critical component of Travel Manitoba’s  
	 future marketing efforts.

We need to “change the channel” of negativity on how 
Manitobans talk about Winnipeg and the province.



48 49TRAVEL MANITOBA BUSINESS PLAN   2018-2021 TRAVEL MANITOBA BUSINESS PLAN   2018-2021

Travel Manitoba will lead the country in providing innovative visitor information services. The opening of our  
flagship visitor information centre at The Forks offered Travel Manitoba the opportunity to extend our brand.  
This state-of-the-art facility gives travellers a sample of the immersive experiences our province has to offer,  
tailored to their specific interests and needs. This welcoming centre brings to life Manitoba’s unique experiences  
through easy-to-use technology and knowledgeable Travel Counsellors. In addition to promoting Manitoba’s iconic  
boulder experiences, The Forks Visitor Information Centre is a broadcast centre to showcase the province’s pebbles –  
the individual attractions and events that make Manitoba such a unique travel destination.

In 2017, Travel Manitoba applied the model used in The Forks Visitor Information Centre to enhance its satellite centres in 
Emerson, the Whiteshell and Kirkella. We will continue to provide tourism businesses the opportunity to showcase their 
product through technology at key points of entry to the province. Graphics used at each of our centres will promote the 
boulders and rocks of the regions where the centres are located.

Strong visitor information services motivate tourists by piquing their interests in unique Manitoba experiences and  
by welcoming them to Manitoba. Travel Manitoba will continue to deliver exceptional visitor information services by:

	 	 Integrating the visitor information services program into marketing platforms.

	 	 Ensuring content about experiences in Manitoba is provided to consumers  
		  at the right time and in the right context. Consumer websites will play  
		  a critical role in attracting attention in planning the vacation during  
		  the trip, and in encouraging repeat visitation. 

	 	 Providing tourism businesses opportunities to conduct presentations  
		  and showcase exhibits or events at visitor information centres.

	 	 Providing easy access to travel information to more visitors  
		  with new mobile websites and applications.

	 	 Working with technology partners to offer increased access  
		  to web and mobile services to travellers.

	 	 Adopting emerging technologies to provide comprehensive  
		  and timely travel planning information. 

	 	 Developing innovative multi-channel visitor information  
		  services that provide information to visitors while they are  
		  at home, en route to or within the destination.

Travel Manitoba will continue to review the Visitor Information  
Centre program to identify potential operational efficiencies as  
well as opportunities to better meet the needs of travellers.  

Leading Innovation in Visitor Information Services 

“Travel Manitoba will create a new generation
 of Visitor Services programs.”

	 –  Colin Ferguson
		  President & CEO, Travel Manitoba
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Place Branding

Travel Manitoba has initiated a place branding program  
as a means of growing tourism through increased visitation 
to distinct destinations within Manitoba.

In a globalized world, places increasingly vie for attention. 
In such a highly competitive environment, place branding 
can help by building a competitive identity in order to 
influence perceived images in relevant markets. In  
particular, sustainable competitive advantage can be  
created by building brand equity in relation to the  
identity of the nation, region, local area or city or town.

“A well-articulated place brand 
strengthens a community’s 
sense of place, because it creates 
alignment between the language 
and messages created for, and by, 
business, community and visitors.”

Travel Manitoba has developed a program that helps destinations  
understand the potential of place branding to stimulate economic 
growth.  It begins with a facilitated stakeholder session in the  
destination that includes discussion of the community’s strengths, 
weaknesses, opportunities and threats, (SWOT analysis), current versus 
desired perceptions, and identification of key marketing assets. It may 
also include an assessment of product development opportunities and 
potential partnerships.

With this information as a foundation, Travel Manitoba’s creative agency 
McKim Communications will develop a place brand for the community. 

To qualify for Travel Manitoba’s Place Branding Program, destinations 
must secure investors to execute the brand and champions to  
implement it. Each destination is responsible for securing the  
participation of key stakeholders, including tourism owners/operators, 
municipal leaders, and if applicable, representatives of the regional 
Chamber of Commerce.

The destination must designate a “champion” to lead the brand  
implementation and raise its own funds for marketing campaigns and 
product development. To realize the full benefits of the place brand, it is 
critical that it be sustained beyond the first year, supported by increased 
collective investment.

Travel Manitoba’s Place Branding Program 
 is changing perceptions about destinations  
located throughout the province and is instilling  
a new sense of pride in their communities.

All  good things are wild and free

PLAN YOUR ADVENTURE |  INSTAGRAM @CLEARLAKECOUNTRY |  DISCOVERCLEARLAKE.COM
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New Initiatives

EVENT ACQUISITION

Winnipeg, Brandon and other rural cities have demonstrated success in hosting sport and cultural events such 
as the 2017 Canada Summer Games, the FIFA Women’s World Cup, the Grey Cup, the Western Canada Music 
Awards and regional sporting events. Manitoba has the infrastructure and capacity to host more national and 
world championships in many amateur sports.

Increasing the number of events hosted in Manitoba annually will result in:

	 	 Higher tourism revenues and provincial tax revenues

	 	 More opportunities for Manitoba brand promotion

	 	 More business and trade opportunities

	 	 Higher participation in sports, arts or culture

	 	 More jobs

	 	 Increased provincial pride.

Travel Manitoba’s role in the tourism industry places it in a unique position to support Manitoba’s reputation as  
a successful event host. We have established relationships with stakeholders throughout the province and are 
able to advance the understanding of the considerable benefits provided through hosting events, including 
volunteerism and community pride. We are also able to provide assistance and expertise to potential host  
communities in developing bids for new events. 

Travel Manitoba notes the proven potential of events acquisition as a significant economic driver and will be 
highly supportive of any government direction to develop a comprehensive provincial events strategy.
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MANITOBA’S 150TH BIRTHDAY

2020 will mark the 150th anniversary or the Province of Manitoba being officially recognized by the  
Federal Government as the first province to be created from the Northwest Territories.  It’s a key milestone  
and an opportunity to connect with our history, celebrate our diversity and to honour our Indigenous,  
Francophone and multi-cultural heritage.

Travel Manitoba will collaborate with the tourism industry to develop a plan that maximizes the potential of 
150th birthday celebrations to increase visitation throughout the province. We will partner with the tourism 
businesses, communities and governments to inspire travellers to come to Manitoba by creating innovative 
new experiences and attracting “block-buster” events to honour Manitoba’s 150th birthday.  

In 2018, Travel Manitoba will meet with stakeholders to seek input into the development  
of a tourism plan for Manitoba 150th Anniversary.
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INDIGENOUS TOURISM

Travel Manitoba has established a Memorandum of Understanding (MOU) with the Indigenous Tourism Association  
of Canada to foster growth of the Indigenous Tourism Sector in the province. The MOU sets the foundation for  
partnerships with other organizations interested in advancing economic development and tourism growth that  
supports Indigenous communities throughout Manitoba. The Calls to Action of the Truth and Reconciliation  
Commission will be key considerations in advancing the strategy.

The objectives of the MOU are aligned with the four strategic pillars outlined in the Indigenous Tourism Association  
of Canada’s Five-year strategic plan The Path Forward 2016 to 2021. Over the next three years, the following tactics will 
be delivered:

1.	 Build Leadership Capacity

a.	 Host regional engagement sessions

b.	 Establish an Indigenous Advisory Committee

c.	 Host a Manitoba Indigenous Tourism Summit in 2018

d.	 Create a new Manitoba Indigenous Tourism strategy

e.	 Host Manitoba Day at the International Indigenous 
Conference in Winnipeg in 2019 or 2020 

2.	 Support the development of existing and  
	 new Indigenous Tourism experiences

a.	 Research to complete an updated SWOT and  
inventory of market ready experiences

b.	 Invest in product development and marketing  

3.	 Lead Marketing Excellence

a.	 Partner to prepare a joint marketing plan

b.	 Place emphasis on creating and sharing content

4.	 Advance partnerships to grow the Indigenous  
	 tourism industry

a.	 Focus on partnered investments that celebrate  
Manitoba’s 150th anniversary

Travel Manitoba will be one of the leaders in telling 
the Indigenous story of Manitoba to the world.
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NORTHERN TOURISM STRATEGY

In partnership with tourism stakeholders, Travel Manitoba has created the Northern Manitoba Tourism Strategy, a five-
year plan aiming to increase Northern Manitoba tourism expenditures by $35 million to $151 million by 2022.  The 
strategy was the result of extensive consultations and tourism assessments of in eleven Northern communities. 

Primary Tourism Nodes

The following destination areas have been identified as having the highest potential for tourism growth because they 
have sufficient infrastructure and attractions to act as hubs:

	 	 Churchill Destination Area

	 	 Thompson Destination Area

	 	 Northwest Country Destination Area (The Pas/OCN, Flin Flon, Snow Lake, Cranberry Portage)

 
Tourism Services Centers

The following communities have limited tourism attraction potential but serve as “jumping off” points to wilderness 

adventures or are strategically located to service the needs of travellers.

	 	 Lynn Lake

	 	 Leaf Rapids

	 	 Grand Rapids

	 	 Gillam

 
Potential Future Touring Routes

In the longer term, the highways 6 and 10 from Winnipeg to Northwest Country and Thompson could be improved 
to become a touring routes.  

 
Special Interest Attractors

The following tourism experiences could attract incremental high yield visitation:

	 	 York Factory

	 	 Norway House

	 	 Fishing and Hunting Lodges
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Long term Growth Opportunities

The Eastern area of the North offers significant long-term growth opportunities and will require a better understanding 
of the natural, cultural and community factors supporting tourism.  Collaboration with Indigenous peoples in the region 
will be critical to realize this potential. 

The Northern Tourism Strategy aims to achieve five strategic priorities:

1.	 Organization and communications

	 Clarify tourism roles

	 Leverage industry, investor and community support

2.	 Marketing

	 Deliver collaborative destination marketing programs to increase awareness and visitation to  
Manitoba’s North           

3.	 Product and Experience Development 

	 Enhance existing tourism experiences

	 Create new market-ready experiences

4.	 Infrastructure

	 Enhance the visitor experience through improvements to transportation access, signage, service  
centers and digital infrastructure

5.	 Policy and regulation

	 Ensure that the regulatory environments are more conducive to tourism success

Travel Manitoba will lead the deliver of the strategy in collaboration with a recently established  
Northern Tourism Advisory Committee.

“Growing tourism in Manitoba’s North is not a task for one person or entity. Travel Manitoba, 
along with the committee members and other stakeholders who attended industry engagement 
sessions, understand the challenges and also the opportunities for tourism in the North.” 

	 –  Johanna Mclaughlan  
	     Chair, Northern Tourism Advisory Committee
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FRANCOPHONE AND MÉTIS TOURISM

Research has shown that tourists are looking for authentic Francophone and Métis cultural and historical  
experiences. Manitoba is in a good position to meet the demand for these types of experiences with many 
well-established attractions and events deeply rooted in the Francophone communities.

With 17 bilingual municipalities, Manitoba has an untapped potential in its ability to offer service in French, 
presenting a major opportunity to promote Manitoba in French-speaking markets. The State of Louisiana attracts 
over 75,000 tourists from French-speaking markets to experience the history of the Acadian people and “Cajun” 
culture. The City of Lafayette has embraced tourism as an economic development opportunity and visitors to the 
area encounter Acadian and Cajun experiences wherever they go.

Having the largest bilingual population west of the Great Lakes is a tremendous asset to build on and  
Travel Manitoba is collaborating with Tourism Riel and CDEM to develop the Francophone and the Métis  
tourism experience. 

Next steps in advancing the Francophone and Métis tourism strategy will include:

	 	 Creation of a one-stop welcome centre in St. Boniface where visitors can  
		  experience a new film that highlights the Francophone and Métis community’s  
		  heritage and cultural assets.

	 	 Creation of a tourism brand for St. Boniface in consultation with stakeholders.

	 	 Promotion of the contemporary cultural and artistic experiences offered in Manitoba.

	 	 Development of a French-language signage strategy.
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Strategic Priority – Align Partners and Unify the Tourism Industry 

Partnerships

CalmAir

Alignment of government and industry behind one vision, one brand and one strategy is critical to Travel Manitoba’s 
success. We represent an industry that is remarkable in its diversity and a broad range of partnership opportunities is 
required to meet industry needs. Recognizing that many tourism businesses in the province do not have the resources 
to reach domestic and international markets, Travel Manitoba delivers a range of programs that are designed to meet 
their marketing and sales goals. These programs give destination marketing organizations and tourism businesses a 
competitive advantage in a crowded marketplace.

By strengthening and leveraging partnerships, Travel Manitoba will enable success in an increasingly competitive world. 
Partnerships enable the sharing of resources and knowledge as well as access to sophisticated marketing technologies 
and platforms.

Travel Manitoba delivers marketing programs that significantly leverage our budget and provides partners with access to 
programs on a scale that would not otherwise be possible. We know that our industry partners create and add value to 
our marketing efforts. Travel Manitoba actively partners with businesses to maximize return on investment for the  
provincial taxpayer. We are committed to exploring co-op arrangements to expand Manitoba tourism’s presence while 
continuing to expand the reach of our programming by offering advertising sales and partnerships in digital  
engagement, media relations and travel trade as well as visitor information services broadcast opportunities.

Travel Manitoba will pursue new revenue generation partnerships with private sector firms in an effort to increase our 
annual investment in marketing Manitoba’s tourism products. We too will continue to serve a wider range of businesses 
by not limiting engagement to a “one size fits all model,” ensuring a variety of programs are available to meet the needs of 
our stakeholders. In addition, partners contribute to campaigns and projects with goods and services rather than financial 
contributions which further extend the reach of our marketing campaigns.

Travel Manitoba will continue to develop new partnerships that build on the synergies of Manitoba’s business  
communities such as the Invest in Tourism program. Discussions will be initiated with non-traditional partners such  
as telecommunication firms, major financial institutions, automobile manufacturers and insurance companies.  
Travel Manitoba will seek out brands that appeal to Authentic Experiencers and Cultural Explorers in order to extend the 
reach of Manitoba’s tourism brand.

Travel Manitoba will provide access to digital technologies and will work with partners to invest  
in shareable technology platforms and information to enable Manitoba businesses to compete  
internationally.  We will also expand our role in helping small and medium-sized businesses so  
that they are ready and able to promote their products in international markets. We will support 
businesses in becoming exporters of experiences. This will support local communities in Manitoba 
and stimulate economic growth.
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Providing Leadership to Unify the Tourism Industry

Travel Manitoba will place emphasis on engaging industry to provide input in strategic planning by hosting tourism 
summits and through face-to-face meetings with individual partners. Tourism summits have proven successful in 
seeking feedback from various sectors including fishing and hunting, culture and heritage, regional and destination 
marketing organizations.

We will provide leadership in educating the industry and recognizing excellence by organizing workshops,  
conferences and the annual Manitoba Tourism Awards program.

Travel Manitoba aims to achieve new levels of success by unifying the industry around common priorities.  
Our advocacy communication tools provide up-to-date information and messaging on economic impact and 
spin-off benefits that organizations can use to advance their own priorities. We will enable the delivery of  
consumer materials to businesses and elected officials at the municipal, provincial and federal levels to ensure the 
value of tourism is well-known. Many tourism operators are already actively aligning and communicating strong 
messages about the economic impact of tourism and it is our goal to have the entire tourism sector communicating 
consistent messaging about the impact of the Manitoba, Canada’s Heart… Beats brand.

Travel Manitoba will drive stronger collaboration amongst communities and will lead efforts that foster more  
collaboration with destination marketing organizations throughout the province to identify efficiencies and extend 
the reach of the excellent content that is being created by independent organizations.
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Raising the Importance of the Tourism Industry   

	 Tourism is a complex industry and the impacts of tourism marketing are not well understood. 
	 Although Travel Manitoba’s primary focus will be on marketing as we lead the tourism industry  
	 in creating strong connections between visitors and Manitoba’s unique attractions, our secondary  
	 focus will be on advocacy, aiming to have tourism recognized as a catalyst for economic  
	 development and as a key contributor to the well-being of Manitobans.

	 Travel Manitoba will continue to educate and collaborate with the Business Council of Manitoba,  
	 the Manitoba and Winnipeg chambers of commerce and destination marketing organizations  
	 to elevate the profile of the tourism industry. 

	 Travel Manitoba will increase its profile as a leader in stimulating economic growth.  
	 We will proactively seek out speaking opportunities aiming to reach top business leaders to:

		  	 Communicate the impacts of Travel Manitoba’s marketing efforts and opportunities  
			   for partnered investment.

		  	 Maintain strong relationships with industry leaders and communicate the value of tourism  
			   to the business community beyond the tourism sector.

		  	 Position Travel Manitoba’s President and CEO as a relevant leader in the business community.

		  	 Promote Travel Manitoba as a leader in tourism innovation domestically and nationally.

	 In addition to participating in and delivering presentations on tourism at events throughout the province,  
	 Travel Manitoba will ensure that the government departments responsible for decisions that affect tourism  
	 are regularly updated on the impacts of the tourism marketing strategy. We will continue to have regular  
	 meetings with the Minister responsible for tourism and will meet annually with the Premier to seek provincial  
	 engagement on key priorities.

	 As an industry-led corporation, Travel Manitoba must deliver value to its investors.  
	 Value can be defined in many ways:

		  	 For investors it is often communicated as ROI.

		  	 For policymakers, economic development and job growth can indicate value.

		  	 For residents, the impact of destination marketing in terms of its impact on infrastructure  
			   improvement and cultural amenities can improve their quality of life.
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Collaborate to Build a Competitive Provincial Tourism Strategy  

The public and private sector have invested significantly in product development and in provincial tourism 
assets in recent years. Recent investments in memorable new attractions are the foundation for Manitoba to 
become an internationally competitive tourism destination. Travel Manitoba will continue to bring together 
leaders to generate new ideas to capitalize on this momentum and provide advice to government on key 
success factors for a strong provincial tourism strategy.

Assure Supply
ACCESS

(Provincial Government) 

TOURISM BRAND

Close the Sale
ANIMATION

(Industry)

Create Demand
ALIGNMENT
(Travel Manitoba)

POLICY
Product Development

Research
Air Access
Signage

Land Use Framework
Business Climate

EXPERIENCE
Market-Ready
Consumable
Competitive

Authentic

MARKETING
Destination Awareness

Marketing Strategy
Industry Alignment

Drive Visitation
Grow Brand

ONE VISION, ONE STRATEGY, ONE BRAND

Travel Manitoba’s goal is to create a single vision for tourism growth. Success in tourism requires teamwork with 
Travel Manitoba, the tourism industry and governments each playing roles in developing experiences, creating 
demand and closing the sale.

Travel Manitoba’s role is to increase demand for experiences and to align major partners to grow tourism  
revenues for the province.

 The role of the tourism industry is to deliver exceptional experiences and close the sale.

Government policy and investment supports product development, air access, signage, land use and the  
overall business climate for tourism.
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The Manitoba Chambers of Commerce Tourism Committee has identified a need for coordinated  
leadership to focus the tourism industry on priorities such as: 

	 	 Enhancing the quality of our existing tourism experiences. 
	 	 Creating new and enhanced tourism experiences. 
	 	 Improving hospitality. 
	 	 Enhancing direct air access from international markets. 
	 	 Improving the tourism infrastructure (roads, rail, signage). 
	 	 Growing or enhancing destination areas.

In order to continue to grow tourism throughout the province, Travel Manitoba held a tourism summit with industry  
leaders in 2016 to lay the groundwork for a provincial tourism strategy. Part of that groundwork involved working with a 
consulting firm to conduct an assessment of the current state of our tourism industry. The assessment is based on two key 
drivers for success for a region’s tourism industry: destination strength and community support and engagement.  

A self-assessment completed by Manitoba tourism industry operators helped identify priorities and strategies for the 
future. The results indicated that Manitoba realizes some of the benefits of tourism, but not to our potential due to a lack 
of community engagement. 

Our key strategic challenge is to engage the community to be partners in developing and marketing the exciting  
experiences that Manitoba has to offer. While our brand is performing significantly higher than other destinations, there 
are still issues to address where our scores were lower, including international destination readiness, air access and the 
issues surrounding transportation, signage and infrastructure.

We collectively need to find ways to engage municipal governments and private sector businesses.  While there are  
tourism champions in each community, for the tourism industry to really thrive in Manitoba’s regional centres, it is  
all the people outside the traditional tourism scope who must also believe in the value of the industry. 

With the goal of completing the provincial tourism strategy by September 2018, achievable priorities  
will be set along with a clear understanding of who leads and who supports in marketing and  
development initiatives. 

We collectively must strive for increased collaboration and partnerships between tourism businesses,  associations, 
destination marketing organizations, educational institutions, sector associations and all levels of government. Although 
businesses in a region may be in competition, when more people want to visit that destination, everybody benefits. 

Tourism is a shared responsibility between the public and private sectors to ultimately drive  
more economic development across the province. It is too difficult a task for any single entity  
to accomplish alone. 
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Corporate Governance

	 The Travel Manitoba Act outlines the following purposes of Travel Manitoba:

	 The purposes of Travel Manitoba are to foster development, growth and diversity in the tourism industry  
	 in Manitoba. In particular, Travel Manitoba is responsible for:

		  	 Marketing Manitoba as a desirable tourist destination; 

		  	 Providing appropriate visitor and information services; 

		  	 Stimulating the productivity, development and growth of persons, businesses and organizations  
			   engaged in the tourism industry; 

		  	 Enhancing the quality, competitiveness and marketing of tourism products and services;

		  	 Encouraging, participating in and co-operating in consultations and undertakings with persons,  
			   businesses, organizations or agencies, and the government of Manitoba or other governments,  
			   which have a purpose or any duties related to those of Travel Manitoba; 

		  	 Enhancing public awareness of tourism; 

		  	 Promoting the training, development and employment of persons involved in the tourism industry; 

		  	 Carrying out any other functions assigned by the minister.   

	 Travel Manitoba is responsible to the Minister of Growth, Enterprise and Trade. It is governed by a fifteen member board  
	 of directors with management, financial and legal authority under the Travel Manitoba Act. The board provides policy  
	 direction and leadership to the organization and provides the President and Chief Executive Officer (CEO) with the  
	 responsibility to implement the policies and programs of the corporation. 

	 The board of directors is appointed based on a full range of skills, experience and competencies. It approves  
	 the strategic priorities, budgets and desired results to be achieved within a defined period. Based on this direction,  
	 the CEO prepares strategies, tactics, action plans and program budgets in order to direct the resources  
	 of the organization. 

	 The board of directors operates through three standing committees:

		  	 Executive Committee

		  	 Audit Committee

		  	 Governance Committee

	 The board of directors is committed  
	 to continuous improvements in governance  
	 and ensuring that best practices guide  
	 the strategic direction of the corporation. 

AUDIT COMMITTEE

 	 Fiscal Responsibilities

EXECUTIVE COMMITTEE

TRAVEL MANITOBA BOARD OF DIRECTORS

GOVERNANCE COMMITTEE

 	 Governance Policies
 	 Risk Analysis
 	 Board Nominations
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Organizational Excellence   

	 Travel Manitoba is committed to delivering exceptional results in an efficient manner and will continue  
	 to seek ways to streamline operations and maximize program investments. Over the past four years,  
	 we have transformed the organization to be a lean and focused marketing corporation. Investments in  
	 experience development, visitor services and research were reduced to realize over $780,000 in annual  
	 savings, which allowed the corporation to maintain its annual investment in marketing. These savings  
	 were primarily achieved by delivering process efficiencies (including the elimination of 11 staff positions  
	 and leased space reductions at visitor information centres) and through the amalgamation of head office  
	 and the visitor information centre at The Forks. 

	 Going forward, Travel Manitoba will drive organizational excellence through progressive, professional  
	 and strategic human resource practices. Our goal is to build a collaborative, innovative and results oriented team.  
	 It is essential that all of our staff align with corporate directions to achieve strategic objectives. Pay for performance  
	 is widely recognized as a motivator to reward exceptional job performance. Destination Canada is exploring  
	 mechanisms to link compensation directly to the achievement of corporate goals at all levels, including unionized  
	 staff under the collective bargaining agreement. We will monitor progress on the Destination Canada initiative  
	 for consideration as a future innovation for Travel Manitoba.

	 Travel Manitoba will maintain internal and external structures that ensure financial stewardship, a healthy  
	 corporate environment and positive relationships. We are committed to professional development and support  
	 a culture of continuous learning. Our goal is to have every member of the Travel Manitoba team become fully  
	 educated about our industry and our brand. Clear, effective and meaningful communication is necessary and  
	 is the first step in driving alignment within the organization. We will continue to implement cross-training  
	 programs and share experiences and knowledge within the team to build organizational capacity that will  
	 allow us to make more effective decisions, work smarter and provide a better experience.

PRESIDENT AND CEO

MANAGEMENT AND STAFF

INDUSTRY INPUT FRAMEWORK TASK FORCES

TRAVEL MANITOBA BOARD OF DIRECTORS

MINISTER GROWTH, ENTERPRISE & TRADE
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Performance Measures  

	 Travel Manitoba relies on antiquated consumer surveys collected by Statistics Canada to assess the overall impact  
	 of marketing investments. The results of these surveys are not provided in a timely manner and are not relevant for  
	 corporate decision-making. Destination Canada and provincial/territorial marketing organizations are collaborating  
	 on the development of a comparable set of Key Performance Indicators that will improve our understanding of  
	 where visitors are coming from, how long they stay and where are they travelling within Manitoba. We are also  
	 working together on a longer term collaborative approach to consumer research to best identify audiences  
	 and emerging perceptions and trends.

	 Travel Manitoba measures and monitors the following key indicators to measure performance on an annual basis. 

*Overall circulation spiked in 2014 because of increased media coverage through hosting GoMedia Canada Media Marketplace.  
  In particular, an episode on Churchill produced by TV Asahi in Japan garnered over 450 million views.

MANITOBA’S TOURISM ECONOMY

2012 2013 2014 2015

Annual visitation 10.6 million 10.92 million 11.03 million 10.56 million

Annual expenditures $1.52 billion $1.58 billion $1.6 billion $1.47 billion

Yield or spending per visitor $143 $144 $145 $139

Occupancy rates 63.5% 60.6% 62% 62.6%

Average room rates $114.29 $116.36 $117.39 120.09

LEAD MARKETING EXCELLENCE

2012 2013 2014 2015

Number of industry partners 122 131 176 159

Level of partnership revenues $721,446 $452,155 $561,292 1.142

Level of government investment $7.6 million $7.6 million $7.5 million $7.5 million

Overall circulation of unpaid media $325 million $100.3 million $1,066 million* $329 million

Web analytics – number of unique visitors, page views 649,060 983,036 946,456 $1.517 million

Number of travel trade leads generated for industry 

33 companies  
hosted on FAM tours,

406 tour operator 
meetings

78 companies  
hosted on FAM tours,

273 tour operator 
meetings

22 companies  
hosted on FAM tours,

307 tour operator  
meetings

28 companies  
hosted on FAM tours,

380 tour operator  
meetings

Number of inquiries (telephone, web and visitor centres) 67,019 65,535 32,023 32,956

Number of approved CTC Signature Experiences 8 9 9 9

ALIGN PARTNERS AND STRENGTHEN RELATIONSHIPS WITH BUSINESS AND GOVERNMENT

2012 2013 2014 2015

Leads generated for individual operators  
(through travelmanitoba.com)

98,620 129,464 30,791 (Sept.-Mar.) 127,554

Number of nominations for excellence programs 45 43 36 17

Industry participants at Travel Manitoba summits 169 184 207 373

Number of visits to the Tourism Industry website 12,178 13, 695 34,371 N/A
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Business Plan Assumptions   

	 This business plan aims to increase market share to have Manitoba rank fifth amongst Canadian  
	 jurisdictions by 2020 based on the following assumptions:

		  	 Economic growth in Manitoba continues for the coming decade as projected  
			   by the Conference Board of Canada.

		  	 The tourism industry stakeholders continue to collaborate and align marketing  
			   and development initiatives.

		  	 The provincial government continues to increase its investment in Travel Manitoba based  
			   on Plan 96/4 – A Sustainable Tourism Investment Model.

		  	 The provincial government continues to advance a whole of government approach  
			   to tourism and applies a tourism lens to decision-making.

		  	 Major global events or catastrophes do not impact the tourism sector.

		  	 Travel Manitoba leverages a competitive budget through partnerships with  
			   business and governments.

	 In addition to participating in and delivering presentations on tourism at events throughout the province,  
	 Travel Manitoba will ensure that departments focusing on tourism are regularly updated on the impacts  
	 of the tourism marketing strategy. We will continue to have regular meetings with the Minister responsible  
	 for tourism and will meet annually with the Premier to seek provincial engagement on key priorities.

Conclusion   

	 The province is ready to step into the spotlight and Travel Manitoba is dedicated  
	 in its vision to lead the marketing of Manitoba.

	 Travel Manitoba has the support of stakeholders to carry out its objectives  
	 and build on past successes.

	 The potential of our tourism industry is matched by our drive to ensure that  
	 the Canada’s heartbeat – Manitoba – gets stronger and stronger. 



Travel Manitoba
21 Forks Market Road
Winnipeg, Manitoba  R3C 4T7
1-800-665-0040
www.travelmanitoba.com


