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1. Introduction and Purpose   
 
Wh is t l e r  has  become an  in te rna t iona l l y  renowned des t ina t ion  reso r t  
known fo r  i t s  outdoor  rec rea t iona l  ac t i v i t i es .  I t  i s  cons i s tent l y  
ra ted  among the  top  10  mounta in  reso r t s  i n  No r th  Amer i ca  and  has  
a l so  been  vo ted  by  va r ious  magaz ines  as  the  #1  Sk i  Reso r t  in  Nor th  
Amer i ca .  These  acco lades  a re  we l l  dese rved  and  recogn i ze  the  
excep t iona l  se t t ing  o f  Wh is t l e r ;  i t s  v i l l age ,  i t s  peop le  and i t s  
spec tacu la r  t e r ra in .  In  2010,  Wh is t l e r  w i l l  be  the  Hos t  Mounta in  
Resor t  fo r  the  O lympic  and  Pa ra l ymp ic  W in te r  games ,  a  d ream tha t  
has  been in  the  mak ing  s ince  the  mounta in  f i r s t  opened  in  the  
1960s .   
 
The  2010  O lymp ics  and  Pa ra l ymp i c  W in te r  Games  o f fe r  a  once - in -a -
l i f e t ime  oppor tun i t y  fo r  the  commun i ty  to  s t rengthen i t s  wor ld -
c la ss  image  and c rea te  las t ing  l egac ies .  To  th i s  end ,  The  Reso r t  
Mun i c ipa l i t y  o f  Wh is t l e r  [RMOW] has  taken the  lead  in  
spea rhead ing  the  2010 O lymp ic  and  Pa ra lymp ic  W in te r  Games  
S t ra teg i c  F ramework .  Th i s  f ramework  se rves  as  an  impor tant  
b luepr in t  to  he lp  the  commun i ty  l everage  the  2010  oppor tun i t i es  
and work  w i th  pa r tne rs  to  de l i ve r  an  outs tand ing  expe r ience  fo r  a l l  
pa r t i c i pants .  Wh i le  the  games  focus  on  a th le t i c  exce l l ence  i t  a l so  
p rov ides  an  oppor tun i t y  fo r  the  hos t  commun i t i es  to  ra i se  
awareness  o f  the i r  cu l tu ra l  d i ve rs i t y .  Wh is t l e r ’ s  S t ra teg i c  
F ramework  i den t i f i es  the  oppor tun i t y  to  enhance  and  fu r the r  i t s  
a r t s ,  cu l tu re  and  he r i tage  o f fe r ings .  Wh i le  the  Wh is t l e r  Ar t s  Counc i l  
i s  the  l ead  agency  to  he lp  de f ine  Wh i s t l e r ’ s  cu l tu ra l  image,  Tour i sm 
Whis t le r  has  the  ro le  o f  marke t ing  tha t  image  to  the  wor ld .  
 
Tour i sm Wh is t le r  has  a l so  i den t i f i ed  cu l tu ra l  tour i sm as  an  
emerg ing  n i che  marke t  tha t  has  the  po tent ia l  o f  enhanc ing  the  
v i s i to r  expe r ience  and  encourage  repea t  v i s i ta t ion .   In  Tour i sm 
Whis t le r ’ s  2005 p roduc t  su rvey  cu l tu ra l  tour i sm was  ranked  as  
hav ing  a  med ium leve l  o f  i n teres t  wh i ch  may  not  necessar i l y  
i nc rease  v i s i t a t ion  but  ce r ta in l y  enr i ches  the  reso r t  exper i ence .  
Tour i sm Wh is t l e r  has  a l so  recogn i zed  the  need  to  d i ve rs i f y  and  
augment  i t s  p roduc t  o f fe r ing  to  ensure  long- te rm sus ta inab i l i t y .  
Marke t  d ive rs i f i ca t ion  w i l l  a l so  he lp  Tour i sm Whi s t le r  ach ieve  i t s  
ove ra l l  m iss ion  to  es tab l i sh  Wh i s t l e r  as  a  p remier  fou r - season  
des t ina t ion .  
 
The  purpose  o f  the  p lan  i s  to  es tab l i sh  a  s t ra teg i c  f ramework  tha t  
w i l l :  
 

•  He lp  de f ine  Wh i s t l e r ’ s  cu l tu ra l  and  he r i tage  tou r i sm sec to r  
•  Deve lop  and  g row a  v ib ran t  and  sus ta inab le  cu l tu ra l  and  

he r i tage  “ tour i sm”  sec to r  ove r  t ime  
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The  ana l ys i s  o f  Wh i s t l e r ’ s  cur ren t  o f fe r i ngs ,  o the r  des t ina t ions  and  
s takeho lder  i n te rv iews  con f i rm two  impor tant  rea l i t i es  tha t  w i l l  d r i ve  the  
s t ra teg i c  approach:  
 

•  Cu l tu ra l  and  he r i tage  e lements  in  Wh is t l e r  p rov ide  an  enhancement  
to  the  v i s i t o r  exper ience ;  they  a re  no t  necessa r i l y  the  p r imary  focus  

•  Cu l tu ra l  and  he r i tage  s takeho lde rs  need  to  be  pa r t  o f  the  ma ins t ream 
tour i sm indus t ry  and where  poss ib l e  pa r tne r  and  bu i l d  upon  ex i s t i ng  
p rograms  

 
Th i s  p lan  a l so  se rves  as  a  bas i c  f i r s t  s tep  to  what  w i l l  be  an  evo l v ing  
p rocess .  I t  i s  hoped  tha t  the  s t ra teg i c  recommenda t ions  w i l l  l ay  the  
g roundwork  fo r  e leva t ing  Wh is t l e r ’ s  cu l tu ra l  o f fe r i ngs  in to  the  v i s i to r  
exper i ence  year - round .  I f  i t  i s  done r i gh t  w i th  coopera t i on ,  pass ion  and 
fo res igh t  among the  pa r tne rs ,  cu l tu ra l  tou r i sm can  be  a  power fu l  add i t ion  
to  Wh is t l e r ’ s  co re  produc t  m ix .  
 

2. Business Review 

2.1.  What is Cultural  and Heritage Tourism? 
 
Cu l tu ra l  tou r i sm i s  g row ing a round  the  wor ld  and t rends  po in t  to  an  
inc reas ing  demand fo r  cu l tu ra l  and  exper i en t ia l  t ypes  o f  exper i ences .  The  
te rm cu l tu ra l  and  her i tage  tou r i sm i s  i n te r changeab le  w i th  cu l tu ra l  tour i sm,  
a r t  tou r i sm and  her i t age  tour i sm and  deno tes  a l l  those  ac t i v i t i es  and  
exper i ences  assoc ia ted  w i th  a  des t i na t ion ’ s  cu l tu re  and  he r i t age .  Fo r  the  
purpose  o f  th i s  p lan ,  the  te rm cu l tu ra l  and  he r i t age  tou r i sm w i l l  be  used to  
s ign i f y  a r t s ,  cu l tu ra l  and  he r i t age  tou r i sm.   
 
The re  a re  many  de f in i t i ons  o f  cu l tu ra l  and  her i t age  tou r i sm;  some a re  ve ry  
b road and  o the rs  a re  spec i f i c .   
 
The  UN Wor ld  Tour i sm Organ i za t ion  [UNWTO]  de f ines  cu l tu ra l  tou r i sm as  
“ the  movements  o f  pe rsons  fo r  essen t i a l l y  cu l tu ra l  mot i va t ions  such  as  
s tudy  tou rs ,  pe r fo rming  a r t s  and  cu l tu ra l  tou rs ,  t rave l  to  fes t i va l s  and 
o ther  cu l tu ra l  events ,  v i s i t s  to  s i tes  and  monuments ,  t rave l  to  s tudy  
na ture ,  fo l k l o re  o r  a r t  and p i l g r images . ”   
 
The  European  Commiss ion  and the  Assoc ia t ion  fo r  Tour i sm and  Le i su re  
Educa t i on  [ATLAS]  de f ines  cu l tu ra l  t ou r i sm as  “ the  movement  o f  pe rsons  to  
cu l tu ra l  a t t rac t ions  away  f rom the i r  no rma l  p lace  o f  res idence ,  w i th  the  
in tent ion  o f  ga the r ing  new in fo rmat ion  and  exper i ences  to  sa t i s f y  the i r  
cu l tu ra l  needs . ”  
 
The  Canad ian  Tour i sm Commiss ion  s ta tes  tha t  “cu l tu ra l  and  he r i tage  
tou r i sm occurs  when pa r t i c i pa t ion  in  cu l tu ra l  and  her i tage  ac t i v i t i es  i s  a  
s ign i f i cant  f ac to r  fo r  t rave l l i ng .  Th i s  inc ludes  v i s i t s  by  pe rsons  f rom 
outs ide  the  hos t  commun i ty  mot i va ted  who l l y  o r  in  pa r t  by  in te res t  i n  the  
h i s to r i ca l ,  a r t i s t i c ,  s c i en t i f i c  o r  l i f e s ty l e /he r i tage  o f fe r ings  o f  a  commun i t y ,  
reg ion ,  g roup o r  ins t i tu t ion . ”  [Canad ian  Tour i sm Commiss ion:  Packag ing  
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the  Po ten t i a l :  a  f i ve -yea r  bus iness  s t ra tegy  fo r  cu l tu ra l  and  he r i t age  
tou r i sm in  Canada  2000]   
 
Wh is t l e r  does  have  components  o f  cu l tu ra l  tour i sm based  on  the  above  
de f in i t i ons .  V i s i to rs  a re  d rawn to  Wh is t l e r  fo r  the  Te lus  Wor ld  Sk i  and  
Snowboard  Fes t i va l ,  fo r  the  Wh is t l e r  F i lm Fes t i va l  and  fo r  Co rnucop ia -  
s i gna tu re  events  tha t  showcase  Whi s t le r  and  Canad ian  cu l tu re .  They  a re  
a l so  d rawn to  Wh is t l e r ’ s  na tu ra l  he r i tage  and  mounta in  cu l tu re  tha t  o f fe r s  
a  myr iad  o f  ou tdoor  exper iences .  Wh is t l e r  has  o the r  cu l tu ra l  and  he r i tage  
e l ements  bu t  they  a re  no t  cons ide red  p r imary  t rave l  mot i va to r s .  They  do  
however  have  the  po ten t ia l  o f  enhanc ing  the  v i s i t o r  expe r ience  and 
ex tend ing  the  length  o f  s tay  i n  Wh is t l e r .   
 

2.2. Benefits of Cultural Tourism  
 
T rave l l e rs  a re  in te res ted  in  l ea rn ing  and  exper ienc ing  what  i s  spec ia l  about  
a  p lace ’ s  cu l tu re  and he r i t age .  In  a  2003 repo r t  o f  the  T rave l  Indus t ry  
Assoc ia t i on  o f  Amer i ca  and  Smi thson ian  Magaz ine ,  29% of  US t rave l l e r s  f e l t  
tha t  i t  i s  impor tan t  tha t  the  t r ips  they  take  fo r  vaca t ion  o r  l e i su re  p rov ide  
cu l tu ra l  expe r iences  and 26% be l i eved  tha t  such  a  t r i p  i s  no t  comp le te  
w i thout  v i s i t i ng  a  museum o r  a t tend ing  a  cu l tu ra l  event  o r  a r t s  
pe r fo rmance .   
 
There  a re  numerous  bene f i t s  and  oppor tun i t i es  fo r  Wh is t l e r  in  e l eva t ing  i t s  
cu l tu ra l  and  her i t age  e lements  w i th in  the  ove ra l l  v i s i to r  exper ience .  Fo r  
Wh is t l e r ’ s  t ou r i sm indus t ry  i t  o f fe rs  the  oppor tun i t y  to :  
 

•  Enhance  the  v i s i t o r  exper i ence  
•  Inc rease  cus tomer  l oya l t y   
•  Overcome the  cha l l enges  o f  seasona l i t y  
•  Cap i ta l i ze  on  the  marke t  demand fo r  un ique  expe r iences  tha t  

cannot  be  found  e l sewhere  
 
Fo r  Wh is t l e r ’ s  cu l tu ra l  and  he r i t age  s takeho lders  i t  o f fe rs  the  oppor tun i ty  
to :  
 

•  Inc rease  aud ience  s i ze  and  revenues  
•  Ra ise  p ro f i l e  fo r  i t s  p rograms  and  o f fe r ings  and  hence  genera te  more  

suppor t  and  sponsorsh ip  
•  Reduce  opera t ing  cos t s  
 

Fo r  bo th  i t  o f fe r s  the  oppor tun i t y  to  pa r tne r  w i th  each  o the r  fo r  success ,  
one  o f  the  key  p r i o r i t i e s  i dent i f i ed  i n  Wh i s t l e r ’ s  2020  V i s ion .   
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2.2.1.  Guiding Pr inciples 
 
Wh i le  there  a re  va r ious  p r inc ip l es  tha t  seem to  de f ine  and  d i rec t  cu l tu ra l  
and he r i tage  tou r i sm a l l  o f  them have  s im i la r  cha rac te r i s t i c s  wh i ch  focus  on  
authent i c i t y ,  i n teg r i t y  and  p rese rva t ion .  Fo r  Wh is t l e r ’ s  cu l tu ra l  and  
he r i tage  tour i sm exper ience  the  fo l l ow ing  p r inc ip les  a re  p resen ted fo r  
cons ide ra t i on:  
 

•  I t  invo l ves  a  qua l i t y  v i s i to r  encounte r  w i th  a  cu l tu ra l  o r  he r i tage  
exper i ence  tha t  i s  au thent i c  and  tha t  i s  no t  c rea ted  so le l y  fo r  the  
purpose  o f  a t t rac t ing  tour i s t s   

•  I t  mus t  be  sus ta inab le  and  mus t  ensu re  tha t  the  qua l i t y  and in teg r i t y  
o f  the  cu l tu ra l /her i t age  resource  a re  conse rved  

•  I t  i s  based on  a  mutua l l y  benef i c ia l  pa r tne rsh ip  be tween  Wh is t l e r ’ s  
tou r i sm and  cu l tu re  and he r i t age  sec to rs  and  mus t  be  a  revenue-
genera to r  fo r  bo th .  

 
These  p r inc ip les  a l i gn  themse lves  c lose l y  w i th  Wh is t l e r ’ s  ove ra l l  2020  
v i s ion  and suppor t  Wh is t l e r ’ s  2010 O lymp i c  and  Para lymp i c  Games  s t ra teg i c  
f r amework .  Bo th  o f  these  ma jo r  i n i t i a t i ves  focus  e f fo r t s  a round  f i ve  key  
a reas :   
 

•  Enr ich ing community  l i fe  [au thent i c  cu l tu ra l  and  he r i tage  
exper i ences ]  

•  Enhancing the resort  exper ience  [a  qua l i t y  v i s i t o r  encounte r  w i th  
a  cu l tu ra l  o r  her i tage  exper i ence  tha t  i s  au thent i c ]  

•  Protect ing  the environment  [ I t  mus t  be  sus ta inab le  and  mus t  
ensure  tha t  the  qua l i t y  and  in teg r i t y  o f  the  cu l tu ra l /he r i tage  
resource  a re  conserved]  

•  Ensur ing economic  v iab i l i ty  [ I t  i s  based  on  a  mutua l l y  bene f i c ia l  
pa r tne rsh ip  be tween Wh is t l e r ’ s  tou r i sm and  cu l tu ra l /he r i tage  sec to rs  
and must  be  a  revenue-genera to r  fo r  bo th ]  

•  Partner ing for  success  [ I t  i s  based  on  a  mutua l l y  bene f i c ia l  
pa r tne rsh ip  be tween Wh is t l e r ’ s  tou r i sm and  cu l tu ra l /he r i tage  sec to rs ]  

 

2.2.2 Components of  Cultural  and Heritage Tourism 
 
Cu l tu ra l  and  he r i t age  tou r i sm i s  made  up o f  many  va r ious  components .  Fo r  
the  purpose  o f  th i s  p l an ,  they  a re  na r rowed down to  f i ve  ma in  ca tego r ies  
to  he lp  p romote  and package  the  components .  They  a re :   
 

•  Per fo rm ing A r t s  –  thea t re ,  dance ,  mus i c ,  
•  V isua l  a r t s  –  f i lm,  pa in t ing ,  pho tography ,  s cu lp ture ,  and  c ra f t s  
•  Museums ,  cu l tu ra l  cen t res ,  h i s to r i c  and  na tu ra l  he r i t age  s i t es ,  bu i l t  

he r i tage ,  in te rp re t i ve  cent res ,  re -enac tments  
•  Ar t s  and  cu l tu ra l  f e s t i va l s  
•  Wine  and  cu l ina ry  

 
Abor ig ina l  cu l tu re  i s  in teg ra ted  in  the  above .  These  ca tego r ies  w i l l  fo rm 
the  bas i s  fo r  Wh is t l e r ’ s  own rev iew o f  i t s  cu l tu ra l  and  he r i tage  components .  
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2.3.  Industry and Market Overview 
 
Tour i sm i s  cons ide red  an  impor tan t  economic  p i l l a r  to  the  g loba l  
economy c rea t ing  emp loyment  and oppor tun i t i es  fo r  deve lopment .  
In  2005,  tour i sm genera ted  US$680  b i l l i on  in  revenues  wor ldw ide  
w i th  ove r  800  m i l l i on  tour i s t  a r r i va l s .  Th i s  rep resen ts  an  inc rease  
o f  42  m i l l i on  tour i s t  a r r i va l s  f rom 2004.  Key  reasons  fo r  t rave l  
were  fo r  l e i su re  and rec rea t ion  [50%] ,  bus iness  [16%] ,  v i s i t i ng  
f r i ends  and  re la t i ves  [VFR] ,  re l i g ion/p i l g r images  o r  hea l th  i s sues  
[26%] and the  rema in ing  8% d id  no t  spec i f y .  [UN Wor ld  Tour ism 
Organizat ion 2005 h ighl ights]  
 
In  Canada  tou r i sm spend ing  to ta l l ed  $63  b i l l i on  i n  2005,  a  7 .2% 
inc rease  ove r  2004.  Canad ians  accounted  fo r  72% o f  tha t  spend ing  
[$45 .2  b i l l i on]  wh i l e  fo re igners  spend  $17 .5  b i l l i on  o r  28%.   
[Canadian Tour ism Commiss ion 2005 Snapshot]  
 
I t  i s  d i f f i cu l t  to  assess  the  t rue  impact  o f  the  cu l tu ra l  tour i sm 
sec to r  w i th in  the  ove ra l l  t our i sm indus t ry .  The  Wor ld  Tour i sm 
Organ i za t ion  es t imates  tha t  cu l tu ra l  tour i sm i s  g row ing  a t  a  ra te  o f  
15% per  year  and tha t  37% o f  a l l  i n te rna t iona l  t rave l  inc ludes  a  
cu l tu ra l  component .  Th i s  however  wou ld  be  look ing  a t  cu l tu ra l  
t ou r i sm in  i t s  b roades t  te rm.  Othe rs  say  tha t  the  marke t  s i ze  i s  
be tween  5-8% i f  one  inc ludes  on ly  those  who  spec i f i ca l l y  go  on  
ho l i day  to  v i s i t  a  cu l tu ra l  a t t rac t ion .  [Johan & Joppe,  Cul tura l  –  
Her i tage Tour ism:  Review of  Ex ist ing  Market  Research]  
 
Wh i le  p r imary  marke t  resea rch  i s  s t i l l  qu i te  l im i ted  on  cu l tu ra l  and 
he r i t age  tour i sm,  i t  i s  becoming  inc reas ing l y  impor tan t  and  i s  
recogn i zed  bo th  in  Canada  and wor ldw ide  as  a  s ign i f i cant  tou r i sm 
t rend.   
 
In  Canada many  p rov inces  and c i t i es  have  devo ted  resources  to  
deve lop ing  s t ra teg ies  a round  cu l tu ra l  tou r i sm wh i ch  w i l l  be  
h igh l i gh ted  la te r  i n  th i s  p lan .  
 
Europe  i s  a  s t rong  p roponent  o f  cu l tu ra l  tour i sm and  o f  course  
h i s to r i ca l l y  i s  we l l - known fo r  i t s  cu l tu ra l  and  he r i tage  des t ina t ions .  
In  fac t ,  Canada  i s  a t  a  d i sadvantage  wor ldw ide  as  i t  i s  no t  ranked  
o r  pe rce i ved  as  a  cu l tu ra l  des t i na t ion .  Europeans  cons i s tent l y  rank  
Rome,  Pa r i s  and  London as  the  top  th ree  majo r  cu l tu ra l  cen t res  o f  
Europe  in  tha t  o rde r ,  f o l l owed  by  Athens ,  F lo rence  and Ba rce lona .  
New York  i s  the  on l y  Nor th  Amer i can  des t ina t ion  represen ted  and  
ranked  12 t h  ou t  o f  29  c i t i es  wor ldw ide .  O the r  non-European  c i t i es  
ranked  inc luded  Hong  Kong [21 s t  p la ce] ,  Buenos  A i res  [24 t h  p l ace]  
and Cape town [25 t h  p l ace] .  [At las  Cul tura l  Tour ism Research 
Project ,  2004]  
 
Europeans  tend  to  favour  European  des t ina t ions  fo r  cu l tu ra l  and 
he r i tage  tour i sm.  In  Nor th  Amer i ca ,  Amer i cans  seem to  have  a  
h ighe r  pa r t i c i pa t ion  ra te  i n  cu l tu ra l  and  ente r ta inment  ac t i v i t i es  
than  Canad ians  and a re  more  l i ke ly  to  be  c lass i f i ed  as  cu l tu re  
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seekers  and  knowledge  seeke rs  than Canad ians  [T rave l  Ac t i v i t i es  and 
Mot i va t i on  Survey  Overv iew Repor t  2003] .  Th i s  cou ld  be  because  the  Un i ted  
S ta tes  has  more  cu l tu ra l  ac t i v i t i es  ava i l ab le  se rv ing  a  much  la rge r  
popu la t i on .   
 
Va r ious  T rave l  Ac t i v i t i es  and  Mot i va t ion  Surveys  [TAMS]1 i nd i ca te  however  
tha t  cu l tu ra l  and  ente r ta inment  ac t i v i t i e s  in  Canada and in  the  Un i ted  
S ta tes  have  ga ined in  popu la r i t y .   
 
The  common cu l tu ra l  ac t i v i t i es  du r ing  vaca t ions  a re :  
 

•  V is i t ing  museums  [35%]  
•  At tend ing  l oca l  fes t i va l s  o r  fa i r s  [34%]  
•  V is i t ing  a r t  ga l l e r i es  [32%]  

 
Genera l  cu l tu re  tou r i sm has  been  f ragmented  in to  n i che  segments  w i th  
the i r  own spec i f i c  cha rac te r i s t i c s  and  t rends .  Th i s  i s  ev iden t  in  the  
numerous  TAMS repor t s  h igh l i gh t ing  spec i f i c  sub  segments  o f  cu l tu ra l  
t ou r i sm.  Fo r  examp le  in  the  repo r t  TAMS Her i tage Tour ism Enthus iasts ,  
2000-2001,  the  mos t  popu la r  ac t i v i t i e s  dur ing  a  ho l iday  inc lude :  
 

•  V is i t ing  museums  [86%]  
•  Farmers ’  marke ts  [67%]  
•  Fes t i va l s  and  h i s to r i c  s i t es  [65%] 

 
Fo r  the  pe r fo rm ing  a r t s  enthus ias t s ,  the  two top  ac t i v i t i e s  a re  thea t re  [87-
92%] and  c lass i ca l  mus i c  conce r t s  [60-66%] .  Fo r  the  v i sua l  a r t s  
enthus ias t s ,  the  th ree  top  ac t i v i t i es  du r ing  a  ho l iday  i nc lude  loca l  a r t s  &  
c ra f t s  s tud ios  [96 -99%] ,  a r t  ga l l e r i e s  [98-99%]  and in te rna t iona l  f i lm  
fes t i va l s  [8 -12%].  Fo r  the  w ine/cu l i na ry  segment  the  top  th ree  ac t i v i t i es  
a re  go ing  to  w ine r ies  fo r  day  v i s i t s  [73-85%],  tour ing  a  reg ion ’ s  w ine r ies  
[60-74%]  and d in ing  a t  in te rna t iona l l y  acc la imed res tau rants  [58-70%].  
[Sources :  TAMS Pe r fo rming A r t s  Enthus ias t s  (2003) ,  V i sua l  A r t s  En thus ias t s  
(2003)  and Wine/Cu l i na ry  Tour i sm Enthus ias t s  (2003)] .  
 
Fo r  a  number  o f  cu l tu ra l  t ou r i sm des t ina t i ons ,  the  focus  i s  no t  jus t  on  any  
one  ac t i v i t y  bu t  a  comb ina t ion  o f  seve ra l  a c t i v i t i e s  to  showcase  the  b readth  
and s cope  o f  the  cu l tu ra l  o f fe r ing  and d i ve rs i t y .  
 
The  TAMS 2003 repo r t s  a l so  po in ted  out  tha t  Québec ,  Onta r io  and At lan t i c  
Canada  a t t rac t  d i sp ropor t iona te l y  h igh  l eve l s  o f  Amer i cans  i n  these  cu l tu ra l  
segments  and BC  has  lower  appea l  fo r  i t s  cu l tu ra l  r e la ted  ac t i v i t i es .  Th i s  
does  no t  mean  BC  a t t rac t s  l ess  Amer i cans ,  i t  means  on ly  tha t  the  p r imary  
reasons  to  go  to  BC  a re  no t  cu l tu ra l l y  mot i va ted .  In  fac t  ano the r  
i n te res t ing  fac t  h igh l i gh ted  in  many  o f  the  s tud ies  rev iewed,  i s  tha t  mos t  
t rave l l e rs  to  cu l tu ra l  s i tes  and events  do  no t  genera l l y  cons ider  themse lves  
                                                           
1 Travel Activity and Motivation Survey(s): TAMS examines recreational activities and travel habits of Canadians and 
Americans. TAMS provides detailed information on travellers’ activities, travel motivators, places visited, type of 
accommodation used, impressions of Canada, its provinces and territories, demographics and media consumption 
patterns and helps identify existing and potential travel markets in North America. It is conducted by Stats Canada in 
partnership with the Canadian Tourism Commission and four provincial and territorial agencies responsible for tourism.  
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to  be  cu l tu ra l  t ou r i s t s .  The re  i s  ev idence  tha t  inc lud ing  a  cu l tu ra l  
exper i ence  dur ing  a  ho l i day  i s  i nc reas ing .  The  number  o f  v i s i t s  to  a r t  
ga l l e r i es ,  to  pe r fo rming  a r t s  a t t rac t i ons  and  to  fes t i va l s  has  inc reased  
s ince  1997 acco rd ing  to  the  ATLAS Cu l tu ra l  Tour i sm Resea rch  P ro jec t ,  
1997-2002.  The  repor t  found an  inc rease o f  7% in  cu l tu ra l -  based  t rave l  
ac t i v i t i e s  be tween  1997  and  2002.  
 
Canad ians  ra te  Canada  much  h igher  i n  te rms  o f  i t s  cu l tu ra l  o f fe r ing  than do  
Amer i can  and Europeans .  They  v i ew Canada  as  hav ing  many  h i s to r i ca l  
s i t es ,  v i b rant  c i t y  l i f e  and p laces  where  the re  a re  amp le  en te r ta inment  
oppor tun i t i es .  Canad ian  t rave l l e r s  appea r  however  to  have  a  s t ronger  
outdoor  o r i en ta t i on  than  do  the i r  Amer i can  ne ighbours .  There  seems  to  be  
a  s ign i f i can t  ove r l ap  be tween  Canad ian  t rave l l e rs  who  pa r t i c i pa te  i n  
cu l tu ra l  ac t i v i t i e s  and  those  who  have  an  ou tdoor  focus .  S im i l a r l y ,  abou t  
50% o f  Amer i cans  in  the  ha rd  outdoor  adventu re  and  o the r  ou tdoor  
segments  a re  he r i tage/cu l tu re  enthus ias t s  [TAMS Overv iew Repor t s ,  2003] .  
These over laps  present  good potent ia l  for  Whist ler  in  ra is ing  
awareness  of  i ts  cu l tura l  of fer ings  among i ts  core products .  
 
Ano the r  key  f ind ing  bo th  in  the  TAMS repor t s  and  the  European  s tud ies  i s  
tha t  there  i s  a  s t rong co r re la t i on  be tween pa r t i c i pa t i on  in  va r ious  cu l tu ra l  
ac t i v i t i es  wh i l e  on  vaca t ion  and  a t  home.  T rave l l e rs  who  v i s i t  a r t  ga l l e r ies ,  
a t tend  thea t res  and  fes t i va l s  a t  home a re  48% l i ke l y  to  do  so  dur ing  
vaca t ions  [ co r re la t i on  o f  0 .48] .   This  suggests  that  the  growth in  
cu l tura l  tour ism wi l l  come f rom those  segments  for  which  cu l tura l  
act iv i t ies  have become a  way of  l i fe .   
 
The  TAMS Overv iew Repor t  2003  ind i ca ted  tha t  50% o f  cu l tu ra l  and  
he r i tage  tour i s t s  to  the  Un i ted  S ta tes  be l i eved  tha t  the i r  hobb ies  and  
in te res t s  in f l uence  where  they  choose  to  t rave l .  In te res t ing l y ,  the  same 
repo r t  found  tha t  75% o f  Genera t ion  X  and  Y  [ages  18  to  34]  ag reed  tha t  
t r i ps  where  they  can  l ea rn  someth ing  new a re  more  memorab le  and  tha t  
t r i ps  tha t  inc lude  cu l tu ra l ,  a r t s ,  h i s to r i c ,  he r i tage  ac t i v i t i e s  o r  events  a re  
more  en joyab le  [39%].   
 
The  European  C i t i e s  and Cap i ta l s  Cu l tu re  p rogram found  tha t  the  t ype  o f  
event  has  a  s t rong in f l uence  on  the  “ t ype”  o f  v i s i t o r  a t t rac ted .  Loca l  
res idents  a re  more  s t rong ly  rep resented  a t  theat re  pe r fo rmances  and  
v i s i to rs / tou r i s t s  a re  more  s t rong ly  rep resented  a t  exh ib i t i ons .  In fo rmat ion  
and language  ba r r i e r s  appear  to  be  the  ma in  reason  why  tou r i s t s  a re  l ess  
l i ke l y  to  a t tend  thea t re  pe r fo rmances .   
 
In  a  survey  to  v i s i t o r s  to  I re land ,  respondents  were  asked  what  wou ld  
i n f luence  a  grea te r  l eve l  o f  a t tendance  a t  cu l tu ra l  and a r t i s t i c  even ts .  
Ma jo r i t y  sugges ted  the  fo l l ow ing:  
 
•  Exper iences  o f  t rad i t i ona l  I r i sh  cu l tu re    
•  S i tes  o f  h i s to r i c  s i gn i f i cance   
•  More  l i ve  pe r fo rmances  inc luded  in  the i r  “ tou rs ”  o r  as  e lec t i ve  opt ions  
•  Mos t  common reason  fo r  no t  a t tend ing  cu l tu ra l  events  were  tha t  the re  

were  no t  pa r t  o f  the i r  tour  o r  no  advance  in fo  on  schedu les  and  
p rograms  
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Th i s  same s tudy  a l so  h igh l i gh ted  the  impor tant  ro le  o f  the  t rave l  t rade  in  
i n f luenc ing  a t tendance  a t  cu l tu ra l  and  a r t i s t i c  even ts ,  d i s t r i bu t ing  
in fo rmat ion  on  what  i s  ava i l ab le  and  in  some cases  se l l i ng  t i cke t s  to  
pe r fo rmances .  
 
In  Europe ,  No r th  Amer i ca  as  we l l  as  i n  Aus t ra l i a  and  in  New Zea land,  
cu l tu ra l  tou r i sm i s  becoming  ve ry  impor tant  and  th i s  i s  ev iden t  in  the  
va r ious  ac t i v i t i es  and  p rog rams  under taken  by  these  a reas .  Fo r  examp le ,  i n  
Europe  the  European  C i t y  o f  Cu l tu re  program was  c rea ted  to  ra i se  the  
in te rna t iona l  p ro f i l e  o f  the  c i t y  and  i t s  reg ion .  21  c i t i e s  have  he ld  the  t i t l e  
European C i t y  o f  Cu l tu re  [ECOC]  s ince  1995  and  the  ove ra l l  key  ob jec t i ves  
o f  the  program a re :  
   
•  To a t t rac t  t rave le rs  and  to  enhance  commun i t y  p r i de  and  se l f -  

con f idence  
•  To  expand the  loca l  aud ience  fo r  cu l tu re ,  and  make  improvements  to  

cu l tu ra l  i n f ras t ruc tu res  
•  To  deve lop  re la t i onsh ips  w i th  o the r  European  c i t i e s  and  reg ions  
•  To promote  c rea t i v i t y  and  innova t ion  and deve lop  oppor tun i t i e s  fo r  lo ca l  

a r t i s t s  
 
The  program i t  seems has  been  success fu l  i n  deve lop ing  new images  fo r  
pa r t i c i pa t ing  c i t i e s  and  reg ions  in  te rms  o f  cu l tu ra l  awareness .  However  
c i t i e s  d id  no te  s ign i f i cant  d rops  in  v i s i t a t i on  in  the  yea r  fo l l ow ing  the  event  
[a round  4%] a f te r  s t rong g rowth  dur ing  the  yea r  [on  average  13%].  ECOC 
c i t i es  ove ra l l  have  pe r fo rmed be t te r  than  o the r  European  c i t i es  and wh i l e   
cu l tu ra l  tou r i sm cont inues  to  be  domina ted  by  the  es tab l i shed  “cu l tu re  
cap i ta l s ” ,  the re  i s  ev idence  o f  a  sh i f t  towards  more  t r i ps  to  sma l le r  
des t ina t ions  and  new reg ions  o f  Eu rope .   [Cul ture-Her i tage Tour ism- 
Review of  Ex ist ing  Market  Research;  Johan & Joppe,  2005]  
 
In  Nor th  Amer i ca  there  has  been  a  concer ted  e f fo r t  on  beha l f  o f  na t iona l  
tou r i sm and  cu l tu ra l  o rgan i za t ions  to  he igh ten  the  awareness  o f  a r t s  and  
cu l tu re  bo th  to  res idents  and to  v i s i to rs .  The  Canad ian  Tour i sm Commiss ion  
has  commiss ioned  var i ous  s tud ies  on  cu l tu ra l  tou r i sm and  has  coord ina ted  
va r ious  na t iona l  sympos iums  on  cu l tu ra l  and he r i tage  tou r i sm p roduc ts  to  
encourage  and  s t imu la te  the  g rowth  and  deve lopment  o f  th i s  sec to r .  
Numerous  s ta tes  i n  the  US  have  a l so  devo ted  s ign i f i cant  resources  in  
deve lop ing  a r t s  and  cu l tu re  tou r i sm.  In 2005 ,  the  Un i ted  S ta tes  Depar tment  
o f  Commerce  and  the  P res ident ’ s  Commi t tee  on  the  A r t s  and  the  Human i t i es  
deve loped  a  pos i t i on  paper  on  Cu l tu ra l  and  Her i t age  Tour i sm presen ted a t  
the  US Cu l tu ra l  &  Her i tage  Tour i sm Summi t .  Th i s  paper  recogn i zes  the  
g rowth  o f  cu l tu ra l  and  her i t age  tour i sm over  the  l a s t  decade  and  
encourages  the  ongo ing  deve lopment  o f  na t iona l  and  s ta te  s t ra teg ies  to  
sus ta in  tha t  g rowth  in  the  fu ture .  
 
Overa l l  we  have  seen the  fo l l ow ing  occur  ac ross  Nor th  Amer i ca :  
 
•  Format ion  o f  a r t s ,  cu l tu re  and  he r i tage  cent res  
•  Crea t ion  o f  package  tou rs  a round  a r t s ,  cu l tu re  and her i tage  
•  Es tab l i shment  o f  a  sys tem o f  s tandards  and  ce r t i f i ca t ion  fo r  cu l tu ra l  and  

he r i tage  tour i sm produc ts  
•  Educa t i on  to  res idents  and t rave le rs  rega rd ing  cu l tu ra l  p reserva t ion  
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•  Crea t ion  o f  i t i ne ra ry  p lann ing  a ids  
•  Cu l tu ra l  he r i t age  maps ,  gu ides  and  pub l i ca t ions  
•  Deve lopment  o f  cu l tu ra l  tour i sm s t ra teg ies  
•  Format ion  o f  a r t s ,  cu l tu re  and  he r i tage  groups  
•  Dec la ra t ion  o f  Cu l tu re  Tour i sm Week  
•  Ongo ing  communica t i on  be tween  a r t s ,  cu l tu re  and  he r i t age  

s takeho lders  and  tour i sm s takeho lders  
•  Deve lopment  o f  endowment  fund  to  suppor t  cu l tu ra l  p rog rams  

and  events   
 
Aus t ra l i a  and  New Zea land  have  a l so  deve loped  na t iona l  s t ra teg ies  
on  cu l tu ra l  tou r i sm.  New Zea land  in  pa r t i cu la r  has  ident i f i ed  
cu l tu ra l  tou r i sm as  a  sec to r  wor thy  o f  fu r the r  deve lopment  to  
max im i ze  i t s  po tent ia l .   
 
There  i s  amp le  ev idence  tha t  cu l tu ra l  tour i sm i s  g row ing .  Th i s  
g rowth  seems to  be  fue l l ed  by  an  in te res t  i n  exper ien t ia l  tour i sm 
where  v i s i t o rs  want  a  comp le te  pa r t i c i pa to ry  expe r i ence  p rov id ing  
new know ledge  and authent i c  exper i ences .  [Canad ian  Tour i sm 
Commiss ion :  Canada:  Des t ina t ion  Cu l tu re  2004]  
 
Demographic  and behavioura l  character ist ics  
 
The  pro f i l e  o f  the  cu l tu ra l  t rave l l e r  and  those  who  a re  seek ing  
cu l tu ra l  components  dur ing  the i r  t rave l s  seem to  be  more  
educa ted ,  wea l th i e r  and younger  than those  su rveyed  a  decade  ago  
based  on  TAMS repor t s .  The  genera l  cu l tu ra l  tou r i s t s  however  i n  
Nor th  Amer i ca  tend  to  be  o lde r  than the  ave rage  ou tdoo r  
enthus ias t s  and  in  a l l  cu l tu ra l  sub-segments  Amer i cans  a re  
cons ide rab l y  o lde r  than Canad ians .  There  i s  a l so  a  g row ing  
segment  o f  the  Genera t ion  X  and  Y  ta rge t  marke ts  tha t  a re  
cu l tu ra l l y  o r ien ted  and  rep resen t  the  s ing le  l a rges t  age  group tha t  
i s  a  ve ry  impor tan t  component  o f  the  cu l tu ra l  aud ience .  Baby  
boomers  a re  impor tan t  bu t  the  younger  genera t i on  w i l l  become 
equa l l y  impor tant  and  w i l l  i n f luence  fu tu re  tou r i sm o f fe r ings .   
 
Genera l l y ,  cu l tu ra l l y  o r i en ted  v i s i t o rs  posses  the  fo l l ow ing  
cha rac te r i s t i c s :   
 

•  Tend to  s tay  longer  and  spend more  
•  Wel l  educa ted  
•  Employed  and h igh  incomes  
•  Par t i c i pa te  i n  more  ac t i v i t i e s  tha t  o the r  t rave l l e rs  and  a re  

i n te res ted  in  o ther  ac t i v i t i es  e .g .  ou tdoor  ac t i v i t i es  
•  At t rac ted  to  “persona l i zed”  se rv i ces  
•  Obta in  the i r  i n fo rmat ion  th rough  recommendat ions  o f  

f r i ends ,  the  in te rne t  and  t rave l  gu ides ;  however  t rad i t i ona l  
med ia  channe l s  such  as  newspapers  and  magaz ines  a re  a l so  
impor tan t  to  reach  the  “ cu l tu ra l  t rave l l e r ”  spec i f i ca l l y  fo r  the  
domes t i c  and  US  marke t s  

•  A mino r i t y  pu rchase  a l l - i nc lus i ve  packages  
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The  over l ap  be tween  cu l tu ra l  and  ou tdoor  ac t i v i t i es  bodes  we l l  fo r  Wh is t l e r  
i n  in teg ra t ing  i t s  cu l tu ra l  e l ements  in to  i t s  co re  o f fe r ings .  S im i l a r l y ,  the  
impor tance  o f  baby  boomers  and  o f  the  Genera t ion  X  and  Y  marke ts  
segments  in  cu l tu ra l  t ou r i sm a l ign  ve ry  we l l  w i th  Wh is t l e r ’ s  cu r rent  ta rge t  
segments .   

2.4. Global Trends 
 
The re  seems  to  be  some genera l  t rends  and  pa t te rns  emerg ing  tha t  a re  
a f fec t ing  the  deve lopment  o f  cu l tu ra l  tou r i sm.   These  t rends  can  he lp  
d i rec t  market ing  e f fo r t s  and produc t  deve lopment .  Key  f i nd ings  a re :  
 
•  Growth  o f  cu l tu ra l  tou r i sm i s  no t  jus t  l i nked  to  c i t i e s  and  towns  but  i s  

a l so  occur r i ng  in  more  ru ra l  and  remote  a reas   
•  Prese rva t ion  e f fo r t  has  become an  impor tant  cons ide ra t i on  in  choos ing  a  

des t ina t ion .  61% o f  Amer i cans  be l i eve  tha t  t rave l  expe r ience  i s  be t te r  
when  the  des t ina t ion  i s  a  we l l - p reserved na tura l ,  h i s to r i ca l  o r  cu l tu ra l  
s i t e .  One  in  th ree  Amer i can  t rave l l e rs  i s  i n f luenced  by  a  reg ion  o r  
company ’ s  e f fo r t s  to  p rese rve  the  env i ronment ,  h i s to ry  o r  cu l tu re  o f  the  
des t ina t ion .   

•  Demograph i c  cha rac te r i s t i c s  a re  a l so  sh i f t i ng  towards  a  younger  
aud ience  who  have  a  h igh  l eve l  o f  educa t ion  and  income  

•  Mot i va t i ons  and  dec i s ions  regard ing  cu l tu ra l  and  her i tage  tou r i sm a re  
i nc reas ing ly  based on  educa t i on/ l ea rn ing ,  want ing  to  t r y  new 
exper i ences ,  en joyment  o f  a  hobby  o r  i n te res t -  so  the i r  own va lues ,  
da i l y  in te res t s ,  top i cs  o f  educat ion  e t c .  cou ld  p rove  to  be  h igh l y  re la ted  
to  the i r  a c t i v i t i e s  and  p re fe rences  dur ing  t rave l .   

•  Sh i f t  i s  occu r r i ng  f rom la rge r  to  sma l l e r  accommodat ion  es tab l i shments  
and f rom s tanda rd i zed  se rv i ce  towards  persona l i zed  se rv i ce .   

•  Keen  des i re  to  expe r i ence  loca l  cu l tu res ,  i nc lud ing  abo r ig ina l  cu l tu re ,  
mee t  lo ca l  res iden ts ,  tas te  loca l  food   

•  Sh i f t  f rom t rad i t i ona l  a t t rac t ions  such  as  museum and  monuments  
towards  thea t re  and  fes t i va l s  [Cultura l-Her itage Tour ism:  Review of  
Ex ist ing Market  Research;  Johan & Joppe 2005 ]  

 

2.5.  Cultural  and Heritage Tourism in Whistler 
 
Tour i sm Wh is t le r  [TW]  has  i den t i f i ed  cu l tu ra l  tour i sm as  an  emerg ing  
marke t .  Based  on  i t s  own pr imary  p roduc t  deve lopment  resea rch ,  cu l tu ra l  
tou r i sm p resen ts  an  oppor tun i ty  to  enhance  the  v i s i t o r  exper ience  and  
encourage  repea t  v i s i t a t i on .  I t  i s  d i f f i cu l t  to  h igh l i gh t  Wh is t l e r ’ s  cu l tu ra l  
t ou r i sm in  the  con tex t  o f  number  o f  v i s i to rs  and  revenue .  Th i s  i s  ma in l y  
because  the re  i s  no  cu r rent  de f in i t i on  o f  wha t  the  cu l tu ra l  tour i sm o f fe r ing  
i s  o r  a t  l eas t  no t  ca tego r i zed  to  he lp  e f fec t i ve l y  marke t  i t  and  second ly  i t  
hasn ’ t  been  h i s to r i ca l l y  t racked.  In  add i t ion  the re  i s  no  w ide l y  accep ted  
de f in i t i on  o f  Wh is t l e r ’ s  cu l tu re  and  he r i tage  asse ts .  The re  i s  however  the  
w i l l  to  de f ine  Wh is t l e r ’ s  cu l tu re  as  ev ident  i n  the  ac t i v i t i es  under taken  by  
the  2020 task  fo r ce  on  A r t s ,  Cu l tu ra l  and  Her i t age  and  the  va r ious  cu l tu ra l  
g roups  respons ib le  fo r  showcas ing  Wh is t l e r ’ s  cu l tu ra l  image  fo r  the  2010  
O lymp ic  and  Pa ra l ymp ic  W in te r  Games .  A l l  o f  th i s  w i l l  ce r ta in l y  he lp  
deve lop  “ cu l tu ra l  tour i sm”  in  Wh is t l e r .   
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There  a re  some in te res t ing  f i nd ings  tha t  conf i rm a  grow ing  in te res t  i n  
cu l tu ra l  tou r i sm and  the  need  to  de f ine  i t  more  c lea r l y  to  the  v i s i t o r .  In  
TW’s  summer  2006  V i s i t o r  Su rvey  v i s i t ing  an  a r t s  and cu l tu re  cent re  and  o r  
event  was  ranked  as  the  4 t h  most  popu la r  ac t i v i t y -  we l l  ahead o f  go l f ing .  
Th i s  same ac t i v i t y  however  showed low in f l uence  [66%] on  the  
pa r t i c i pant ’ s  dec i s ion  to  v i s i t  Wh is t l e r .  In  TW’s  Win te r  2005/06  Sk ie r /  
Snowboarde r  Su rvey ,  24% o f  respondents  pa r t i c i pa ted  i n  some a r t s  and 
cu l tu ra l  ac t i v i t y .  I t  a l so  no tes  tha t  these  peop le  s tayed  l onger  and  spent  on  
ave rage  20% more  than  those  who  d id  no t  pa r t i c i pa te  i n  any  cu l tu ra l  
a c t i v i t y .   The  geo-marke ts  w i th  the  h ighes t  pa r t i c ipa t ion  ra te  in  cu l tu re  
ac t i v i t i e s  were  Onta r i o ,  BC,  Wash ington ,  Aus t ra l i a ,  the  UK  and  o the r  
i n te rnat iona l  des t ina t ions  [not  spec i f i ed] .The  cha l l enge  w i th  these  f i nd ings  
i s  tha t  the  cu l tu ra l  ac t i v i t y /even t  in  the  su rvey  i s  no t  de f ined  and hence  i t  
i s  no t  known what  ac t i v i t y  was  pursued.  
 
I t  i s  no t  the  scope  o f  th i s  p lan  to  de f ine  Wh is t l e r ’ s  cu l tu re  and  i t s  cu l tu ra l  
and  he r i tage  asse ts .  I t  i s  recommended  tha t  th i s  be  done  to  e f fec t i ve ly  
marke t  and  deve lop  th i s  sec to r .  I t  i s  hoped  tha t  th rough  the  e f fo r t s  o f  the  
va r ious  work ing  g roups  a round a r t s ,  cu l tu re  and  he r i t age  fo r  the  2010  
O lymp ics  and  Whis t le r ’ s  2020  v i s ion ,  Wh is t l e r ’ s  cu l tu re  and  he r i t age  w i l l  be  
c l ea r l y  a r t i cu la ted  and  ce leb ra ted .  I t  i s  equa l l y  impor tant  fo r  the  purpose  
o f  th i s  p lan  tha t  cu r rent  cu l tu ra l  p roduc ts  be  ident i f i ed  and  ca tego r i zed  to  
he lp  w i th  th i s  p rocess .    
 
As  ou t l i ned  ea r l i e r ,  f i ve  components  have  been  ident i f i ed  to  he lp  package  
and ca ta logue  Wh is t le r ’ s  cu l tu ra l  and  he r i t age  tour i sm produc ts .  The  
p roduc ts  o r  expe r iences  l i s ted  under  the  va r ious  ca tegor i es  a re  based  on  
s takeho lder  i n te rv iews  and  on  a  rev iew o f  i n te rna l  documents .  Th i s  l i s t  i s  
by  no  means  exhaus t i ve  and  does  not  represen t  a  thorough ana lys i s 2 o f  
capac i t y  wh i ch  wou ld  go  beyond  the  scope  o f  th i s  p l an .  I t  does  se rve  as  a  
s ta r t ing  po in t  to  assess  the  tour i sm o f fe r ing .    
 
The  f i ve  ca tego r i es  a re :  
 

•  Per fo rm ing A r t s  –  thea t re ,  dance ,  mus i c ,  
•  V isua l  a r t s  –  f i lm,  pa in t ing ,  pho tography ,  s cu lp ture ,  and  c ra f t s  
•  Museums ,  cu l tu ra l  cen t res ,  h i s to r i c  and  na tu ra l  he r i t age  s i t es ,  bu i l t  

he r i tage ,  in te rp re t i ve  cent res ,  re -enac tments  
•  Ar t s  and  cu l tu ra l  f e s t i va l s  
•  Wine  and  cu l ina ry  

 
Performing Arts  
 

•  ARTrageous  –  th i s  i s  a  mu l t i -med ia  event  and  does  encompass  bo th  
v i sua l  and  per fo rming  a r t s .   

•  St rong  mus ica l  s cene  a t  ba rs /c lubs  
•  Whis t le r  pe r fo rmance  se r ies -  a  p rogram o f  thea t re ,  dance ,  mus i c  and  

comedy  presen ted  th roughout  the  yea r  

                                                           
2  A thorough analysis would entail more than an inventory of products/experiences. It would assess each in 
terms of market readiness, usage, audience, location, venue, key organizers etc. This process would be part 
of a more comprehensive cultural plan.  
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V isual  Arts  

•  Ar twa lk -  a  month- long  event  tha t  showcases  Wh is t l e r ’ s  l o ca l  a r t i s t i c  
t a l en t ;  the  works  o f  38  v i sua l  a r t i s t s  and  a r t i sans  a re  d i sp layed  
th roughout  the  resor t  dur ing  the  month  o f  Ju l y  

 
•  Out  o f  Bounds :  Ta les  f rom the  Backcount ry -  a  photograph i c  

exh ib i t i on  and compet i t i on  tha t  f ea tu res  scenes  o f  sk i i ng  and  
snowboard ing  in  BC ’ s  backcount ry .  Showcases  we l l - known and  
emerg ing  pho tographers  f rom the  Sea- to -Sky  Cor r ido r  and  the  Lower  
Ma in land  

 
•  RMOW Pub l i c  A r t  P rogram-  a  p rogram sponsored by  the  mun ic ipa l i t y  

to  encourage  the  deve lopment  and the  d i sp lay  o f  a r t  i n  pub l i c  p laces  
 

•  Ree l  A l t e rna t i ves -  a  month l y  i ndependent  f i lm se r i es  fea tu r ing  
sc reen ings  o f  some o f  the  bes t  i ndependent  f i lms  o f  the  yea r  [ Jan  to  
Apr i l  and  Sep to  Nov]  

 
•  Whis t le r ’ s  A r t  ga l l e r i es  –  ma in ly  p r i va te  however  the re  a re  lo ca l  

a r t i s t s ’  works  i n  va r ious  pub l i c  p laces  i nc lud ing  M i l l enn ium P lace ,  
res tau rants ,  and  ca fes  and some re ta i l  ou t le t s  

 
•  Ar t  Workshops  on  the  Lake-   a  summer  program tha t  fea tures  one  to  

th ree  day  workshops  f rom in t roduc to ry  to  advanced  l eve l  i ns t ruc t ion  
i n  o i l ,  ac ry l i c  and  wate rco lour  pa in t i ng  

 
•  Whis t le r ’ s  Fa rmers  Marke t  [ i t  i s  ma in ly  an  a r t i san  marke t  and hence  

i s  l i s ted  under  v i sua l  a r t ]  
 

•  B i za r re  Bazaa r -  P re -Chr i s tmas  a r t i san  marke t  showcas ing  a r t i s t s  and 
a r t i sans  f rom the  a rea  inc lud ing  the  Sea- to -Sky  co r r i do r ,  Vancouver  
and o the r  pa r t s  o f  BC   

 
•  Pa in t i ng  on  the  Peak-  a  one-day  workshop  w i th  acc l a imed  BC  a r t i s t s ;  

occu rs  on  Whis t l e r  Mounta in  in  Augus t ;  sponsored  by  p r i va te  a r t  
ga l l e ry  [Ade le  F ine  A r t  Ga l l e ry ]  

 
Museums,  Cul tura l  Centres ,  h istor ic  and natural  her i tage s i tes  [ th is  
category  needs  to  be rev iewed and expanded as  i t  prov ides  good 
story  te l l ing  opportunit ies]  
 

•  Whis t le r  Museum & Arch ives  –  exh ib i t s  and  in te rac t i ve  p rograms  tha t  
re f l ec t  the  commun i ty ’ s  he r i t age :  pas t ,  p resen t  and  fu tu re ;  runs  
i nnovat i ve  p rograms to  h igh l igh t  the  pe rsona l i t y  o f  the  lo ca l  
commun i t y  [e .g .  Loca l  Faces ,  Loca l  Spaces -  a  pho tograph ic  exh ib i t  
tha t  examines  what  i t  means  to  be  a  lo ca l  i n  the  commun i ty ] .  The  
Museum a l so  dep i c t s  ea r l y  se t t l e r ,  mounta in  resor t  and Wh is t le r  
commun i ty  h i s to ry .  
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•  Squamish  L i l 'Wat  Cu l tu ra l  Cen t re  [ to  open in  spr ing  2008]  -  
an  except iona l  venue to  showcase  F i r s t  Nat ions  a r t  and  
cu l tu re  but  spec i f i ca l l y  the  Squamish  and L i l ’Wat  Na t ions ’  
cu l tu re .  Bo th  o f  these  F i r s t  Na t ions  were  in tense ly  invo lved  
in  the  2010  O lymp ic  b id  as  a  ma jo r i t y  o f  the  games  w i l l  t ake  
p lace  on  t rad i t iona l  t e r r i t o ry  o f  the  Squamish  and  L i l ’Wat  
F i r s t  Na t ions ,  as  we l l  as  on  the  shared  l ands  o f  the  Ts le i l -
Wautu th  and Musqueam F i r s t  Na t ions .   

 
•  Whis t le r  Mounta in -  a lp ine  fauna  [bears ,  mounta in  goa ts ]  
•  Whis t le r  B lack  Bea r  p ro jec t  
•  Whis t l e r ’ s  T rees /Fores t s  [Emera ld  Fo res t ]   
•  Cra te r  R im Tra i l  
•  Lava  Lakes   
•  Pember ton  T ra i l  
•  Sac red  S i t es  on  Wh is t l e r  and B lackcomb Mounta in  
•  Her i t age  s ignage  a long  Va l l ey  T ra i l  

 
 
Arts  & Cultura l  Fest iva ls  
 

•  Ch i l d ren ’ s  A r t  Fes t i va l -  one  o f  the  l onges t  runn ing  Whis t le r  
f es t i va l s  tha t  fea tu re  a  va r i e t y  o f  workshops  by  loca l  a r t i s t s   
f o r  the  who le  fami l y  

 
•  Ce lebra t ion  2010:  Wh is t l e r  A r t s  Fes t i va l  –  a  month  l ong  

event  i n  Februa ry  tha t  fea tures  a r t  and  pho tograph i c  
exh ib i t s ,  l i ve  pe r fo rmances ,  l i t e ra ry  events  to  ce leb ra te  and  
p ro f i l e  the  cu l tu ra l  component  o f  the  2010  Winte r  O lymp ic  
and Pa ra lymp ic  Games .  The  l ong- te rm goa l  i s  to  con t inue  
w i th  th i s  “W in te r  A r t s  Fes t i va l ”  a f te r  the  O lymp ics .   

 
•  Whis t l e r  Mus i c  &  Ar t s  Fes t i va l -  f ea tu res  four -days  o f  l i ve  

s t ree t  en te r ta inment ,  mus i c  and  in te rac t i ve  a r t  ac t i v i t i e s  fo r  
the  who le  fami l y  i n  Augus t  

 
•  Whis t le r  Wr i te rs  Fes t i va l  –  a  fou r  day  even t  in  September  

tha t  fea tures  workshops ,  roundtab les ,  read ing  and  lec tu res  
[o rgan i zed  by  the  Wh is t l e r ’ s  Wr i te rs  Group ,  aka  The  V i c ious  
C i r c le ]  

 
•  Kokanee  Crankworx  –  a  mounta in  b ike  fes t i va l  tha t  runs  fo r  

n ine  days  i n  Ju ly .  The  fes t i va l  ma in l y  focuses  on  f ree  r i de  
compet i t i ons  and  on  the  spor t  o f  mounta in  b i k ing  bu t  the  
goa l  i s  to  expand  the  cu l tu ra l  component  o f  the  fes t i va l .   

 
•  Whis t le r  F i lm  Fes t i va l  [WFF]  –  one  o f  Wh is t l e r ’ s  s igna tu re  

events  tha t  have  ga rne red  ex tens i ve  med ia  a t tent ion  in  
Nor th  Amer i ca .  The  fes t i va l  p rov ides  an  educa t iona l  and  
ente r ta in ing  env i ronment  fo r  the  f i lm indus t ry  p ro fess iona l s  
and f i lm  en thus ias t s .  The  WFF i s  cons ide red  a  key  cu l tu ra l  
event  tha t  has  g rown s ign i f i can t l y  ove r  the  l a s t  s i x  yea rs .  
The  Wh is t le r  F i lm Fes t i va l  Soc ie ty ’ s  fu tu re  p lan  sees  the  
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deve lopment  o f  the  Whis t l e r  Ins t i t u te  wh i ch  w i l l  o f f e r  exce l l ence  in  
p ro fess iona l  deve lopment  fo r  the  f i lm indus t ry .   
 

•  The  Wor ld  Te lus  Sk i  and  Snowboard  Fes t i va l -  th i s  i s  Wh is t l e r ’ s  
l a rges t  annua l  ce lebra t ion  o f  edgy  mounta in  cu l tu re .  I t  runs  fo r  10  
days/n igh ts  and  fea tu res  over  50  l i ve  concer t s ,  p ro  sk i  and  
snowboard  camps ,  a r t  even ts ,  fash ion  shows  and gea r  demos .  I t  
a t t rac t s  approx imate l y  250 ,000  pa r t i c ipan ts .    

 
Wine & Cul inary  

 
•  Cornucop ia  -  a  fou r -day  even t  tha t  focuses  on  w ine  and  food  and 

fea tu res  seminars ,  workshops  and  par t ies .  I t  d raws  ma in l y  f rom the  
Vancouver  and  Sea t t l e  food scene  marke t  and has  a  good  
concent ra t i on  o f  w ine  makers ;  Wh is t l e r ’ s  res tau rants  a re  heav i l y  
i nvo l ved .   

 
•  S low Food Cyc le  Sunday-  wh i le  th i s  occu rs  in  the  Pember ton  va l l ey ,  

i t  o f fe rs  a  un ique  oppor tun i t y  fo r  Wh is t l e r  v i s i to rs  to  connec t  w i th  
l oca l  p roducers -  some o f  the  hote l s ,  pa r t i cu la r l y  Wes t in  and  
Fa i rmont ,  a re  c rea t ing  packages  a round  S low Food Cyc le  Sunday .   

 
Fes t i va l s  and  even ts  i n  pa r t i cu la r  do  p rov ide  v i s i t o rs  w i th  the  oppor tun i ty  
to  en joy  and  exper ience  loca l  cu l tu re .  The re  a re  s tud ies  tha t  show tha t  
when  events  and fes t i va l s  a re  o rgan i zed  in  a  “ho l i s t i c ”  manner ;  tha t  i s  the  
soc ia l ,  env i ronmenta l ,  economic  and  cu l tu ra l  aspec t s  o f  an  event  i s  
cons ide red ,  then  th i s  can  lead  to  a  good event  and  good  re la t ionsh ip  
be tween  the  event  and  the  lo ca l  communi t y .  I t  i s  a l so  c l ea r  tha t  when  the  
commun i t y  i s  i nvo l ved  w i th  the  event  and a re  key  pa r t i c i pant s ,  the  v i s i t o r  
exper i ences  an  authen t i c  l o ca l  encounter .   Even ts  and  fes t i va l s  have  he lped  
commun i t i es  deve lop  tou r i sm and  the  emphas i s  fo r  most  tha t  have  used  
fes t i va l s  and  even ts  as  key  s t ra teg ies  i s  on  the  economic  impac t .  The  
ab i l i t y  o f  ma jo r  even ts  pe rce ived  to  a t t rac t  economic  bene f i t s  o f ten  
p rov ides  the  po l i t i ca l  j us t i f i ca t i on  fo r  hos t ing  and  o rgan i z ing  the  events .  
Wh is t l e r  i s  a l ready  a  majo r  tou r i s t  des t ina t ion .  The  focus  shou ld  be  
pe rhaps  on  enhanc ing  the  events  ra the r  than  c rea t ing  more  events .  The  
Te lus  Wor ld  Sk i  and  Snowboard  Fes t i va l  i s  one  examp le  o f  the  cu l tu ra l  
aspec t  d ive rs i f y ing  and  enhanc ing  the  even t .  Wh i le  the  ro l e  o f  events  i n  
tou r i sm deve lopment  w i l l  be  fu r the r  exp lo red  in  Tour ism Whist ler ’s  Event  
Strategy  document ,  i t  i s  impor tant  to  acknow ledge  tha t  even ts  do  p lay  a  
key  ro l e  i n  cu l tu ra l  tour i sm i f ,  as  ment ioned  above ,  a l l  aspec ts  a re  taken  
in to  cons ide ra t ion .  I t  i s  a l so  c r i t i ca l  to  h igh l i gh t  tha t  un ique  cu l tu ra l  
a t t r i bu tes  o f  a  p lace  a re  no t  necessa r i l y  a lways  packaged  in  the  fo rms  o f  
b ig  even ts .  Wh is t l e r ’ s  sense  o f  p lace  can  be  found in  a l l  t hose  sma l l e r  
un ique  cu l tu ra l  components  tha t  a re  connec ted  to  the  commun i ty .   
 
Wh is t l e r  does  have  an  ac t i ve  cu l tu ra l  commun i ty .  The  Resor t  Mun ic ipa l i t y  
o f  Wh is t l e r  [RMOW] cu r rent l y  p rov ides  be tween $1  m i l l i on  to  $1 .5  m i l l i on  in  
g ran ts  to  the  commun i ty ’ s  a r t s ,  cu l tu re  and he r i tage  o rgan i za t ions .  
Wh is t l e r  ac tua l l y  i nves t s  more  money  in  cu l tu ra l  o rgan i za t ions /even ts  pe r  
cap i ta  than  Vancouver .   Vancouver  inves t s  c lose  to  9  m i l l i on  and has  a  
popu la t i on  o f  600 ,000 .  Wh is t l e r  has  a  popu la t i on  o f  10 ,000 .    
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In  a  recent  document  p repa red fo r  the  RMOW i t  i s  no ted  tha t  c lose  to  $30  
m i l l i on  has  been  commi t ted  to  cons t ruc t ion  o f  “cu l tu ra l ”  fa c i l i t i e s  and  
annua l  ope ra t i ng  budgets  o f  cu l tu ra l  o rgan i za t ions  a re  in  excess  o f  $4 .8  
m i l l i on  wh ich  inc ludes  $3 .1  m i l l i on  i n  even t - re la ted  ac t i v i t i e s .  The  
commun i ty  boas t s  12  key  a r t - re l a ted  o rgan i za t i ons  and  ove r  300  loca l  
a r t i s t s  [Popma,  Anne;  The  Whis t l e r  Cu l tu ra l  Landscape ,  Augus t  2006] .   
S ign i f i can t  resources  a re  a l so  be ing  a l l o ca ted  and  commi t ted  to  enhanc ing  
the  cu l tu ra l  aspec ts  o f  the  2010  W inte r  O lymp ic  and Pa ra l ymp ic  Games .  
Tour i sm Wh is t le r  a l so  cu r rent l y  marke t s  and p romotes  key  events  to  the  
v i s i to r .  The  fes t i va l s  a l l  have  an  ac t i ve  med ia  re la t ions  p rogram.   
The re  i s  need however  to  de f ine  the  resor t s ’  cu l tu ra l  tour i sm produc ts  
more  c lea r l y  and inc rease  the i r  p ro f i l e .   
 

2.6.  SWOT Analysis 
 
The  fo l l ow ing  s t rengths ,  weaknesses ,  oppor tun i t i e s  and th rea ts  were  
i dent i f i ed  dur ing  s takeho lde r  in te rv iews  and rev iew o f  i n te rna l  documents .   
 
Strengths  
 

•  Ta len ted  a r t i s t s ,  wr i te r s ,  f i lm makers ,  photographers ,  mus i c ians   
•  A pass ionate  mounta in  communi t y  
•  A g row ing cu l tu ra l  commun i ty  
•  Cu l tu ra l  tou r i sm i s  no t  a lways  weathe r  dependent  
•  Es tab l i shed  events  such  as  the  Wh is t l e r  F i lm Fes t i va l  and  Te lus  

Wor ld  and Sk i  Snowboard  Fes t i va l  
•  Good  mus ic  s cene  
•  Scu lp tu re  Wa lks  
•  Grea t  ga l l e ry  tours  
•  Ded ica ted  and commi t ted  A r t s ,  cu l tu re  and  he r i t age  p ro fess iona l s  
•  Suppor t i ve  RMOW 
•  Suppor t i ve  tou r i sm marke t ing  pro fess iona l s  a t  Tour i sm Wh is t le r  
•  Sus ta inab le  approach  to  fu tu re  p lann ing  
•  Edgy  mounta in  env i ronment   

 
Weaknesses  
 

•  Unsure  how to  l eve rage  the  cu l tu ra l  oppor tun i t y  in to  the  ove ra l l  
v i s i t o r  expe r ience  

•  L im i ted  co l l abora t ion  between  the  cu l tu ra l  and  he r i t age  commun i ty  
and the  tour i sm commun i ty  

•  L im i ted  co l l abora t ion  be tween  the  va r ious  cu l tu ra l  and  he r i t age  
s takeho lders ;  work  in  i so la t i on  and  ve ry  ind i v idua l l y  d r i ven  

•  Too  much  focus  on  the  ou tdoo r  and  spo r t s  
•  L im i ted  budgets  bo th  f rom the  cu l tu ra l  commun i ty  and  the  tour i sm 

commun i ty  
•  L im i ted  human resources  
•  L im i ted  venues  
•  No cu l tu ra l  p lann ing  p rocess  
•  Very  ca lendar  and  event  d r i ven  
•  Not  known fo r  any  h i s to r i ca l /her i tage  e lements   
•  Di f fe rent  op in ions  on  cu l tu re  

 15



T O U RI SM  W HI ST L ER A r t s ,  Cu l t u r a l  &  He r i t age  Tou r i sm  S t r a t egy  

•  Lack  o f  a  s ing le  de f in i t i on  o f  Wh is t l e r ’ s  cu l tu re  
•  Lack  o f  unders tand ing  on  beha l f  o f  the  a r t s  and cu l tu ra l  commun i ty  

to  c rea te  a  tou r i sm re la ted  exper ience/produc t   
 
Opportunit ies  
 

•  2010 Oppor tun i t y   
•  Squamish  L i l ’Wat  Cu l tu ra l  Cen t re  
•  Innovat i ve  p rogramming  
•  A cohes i ve  cu l tu ra l  and  he r i tage  tou r i sm group  
•  Ce lebra t ion  P lace  –  lo t  1 /9-  outdoor  amph i theat re  w i th  f l ex ib l e  

s tag ing ,  a r t  p rec inc t  and  new Museum 
•  New L ib ra ry   
•  Reg iona l  cu l tu ra l  tour i sm oppor tun i t i es -  us ing  the  sea  to  sky  co r r i do r   
•  Ar t  and  Cu l tu ra l  p lan  fo r  the  commun i ty  
•  Inves tment  i n  p roduc t  deve lopment  
•  Inco rpo ra te  the  a r t s  and cu l tu ra l  m ix  in to  the  cu r ren t  tou r i sm 

marke t ing  m ix  
•  St rong  w in te r / summer  thea t re  scene  
•  St ronger  connec t ions  w i th  the  t rade  and  group  bus iness  
•  Def ine  Wh is t l e r ’ s  mounta in  cu l tu re   
•  Inc reased  par tne rsh ip  be tween  the  cu l tu ra l  communi ty ,  TW and  

RMOW 
 
Threats  
 
•  Unrea l i s t i c  expec ta t ions  
•  L im i ted  engagement  o r  cohes i veness  be tween the  va r ious  g roups  
•  Ind i v idua l  goa l s  and  ob jec t i ves  no t  a l i gned  
•  Confused  manda tes  
•  Not  leve rag ing  the  2010  oppor tun i t y  e f fec t i ve l y  
•  L im i ted  fund ing  and  commi tment  

 
The  Swot  ana lys i s  dep ic t s  a  s t rong  ta l en t  base  and po ten t ia l  f o r  a  th r i v ing  
a r t s  and cu l tu ra l  tour i sm exper i ence .  Cha l l enges  evo l ve  a round  the  l ack  o f  
s t rong  l i nkages  be tween the  g roups  and  pe rhaps  the  fea r  o f  se t t ing  
unrea l i s t i c  expec ta t ions  fo r  Wh is t l e r  as  a  who le .  These  cha l l enges  o r  
ba r r i e rs  a re  fo r  the  mos t  pa r t  easy  to  ove rcome i f  the re  i s  a  s t rong 
w i l l i ngness  by  the  s takeho lde rs  to  work  toge ther  and  exp lo re  d i f fe rent  
mode ls  o f  coopera t ion .  The  a r t s  and  cu l tu ra l  commun i t y  canno t  expec t  
tou r i sm to  do  a l l  the  marke t ing  and  s im i la r l y  the  tou r i sm sec to r  needs  to  
unders tand  the  cha l l enges  fac ing  the  a r t s  and  cu l tu ra l  commun i ty  and  the  
c rea t i ve  oppor tun i t y  tha t  they  o f fe r .  Co l l abo ra t i ve  cu l tu ra l  tou r i sm 
in i t i a t i ves  don ’ t  happen  by  mag i c  o r  goodw i l l .  I t  r equ i res  a  commi tment  o f  
resources  and  e f fo r t  over  a  number  o f  yea rs .  These  types  o f  i n i t i a t i ves  a l so  
work  bes t  when  the  cu l tu ra l  and  her i t age  expe r iences  a re  a l ready  a t  a  h igh  
l eve l  o f  marke t - read iness  o r  the re  i s  a  commi tment  towards  p roduc t  and  
market  deve lopment .   
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2.7.  What are other areas doing in Cultural  Tourism? 
 
The  fo l l ow ing  sec t ion  h igh l igh t s  some o f  the  a reas  and p ro jec t s  
tha t  have  been  ident i f i ed  as  bes t  p rac t i ce  in  the  a rea  o f  cu l tu ra l  
t our i sm.  Mos t  o f  the  a reas  examined  pa ra l l e l  to  some degree  
Whis t l e r ’ s  s i t ua t ion  to  a l l ow fo r  a  comparab le  ana l ys i s .  There  a re  
some a reas / ju r i sd i c t ions  a l so  ment ioned  tha t  a re  very  d i f f e rent  to  
Wh is t l e r  bu t  o f fe r  i n te res t i ng  pe rspec t i ves  and rea l t i es  tha t  cou ld  
p rove  use fu l  fo r  Wh is t l e r ’ s  cu l tu ra l  t ou r i sm deve lopment .  
 
2 .7 .1 .  Okanagan Cultura l  Corr idor  [OCC]  
www.okanagancultura lcorr idor .com
 
Mos t  o f  the  s takeho lders  in te rv i ewed ment ioned  the  OCC as  an  
examp le  o f  a  success fu l  v i s i t o r  s t ra tegy  in  cu l tu ra l  t ou r i sm.  The  
OCC i s  one  o f  Canada ’ s  l a rges t  cu l tu ra l  co r r i do rs  cove r ing  bas i ca l l y  
th ree  geograph i c  reg ions .  I t  r epresen ts  ove r  200  a r t  ga l l e r i es ,  a r t  
s tud ios ,  museums,  her i tage  s i tes ,  ag r i cu l tu ra l  s i tes ,  pe r fo rm ing  
a r t s ,  w ine r i es ,  fes t i va l s  and  events  and abor ig ina l  expe r iences .   
Acco rd ing  to  the  web s i te  i t s  mandate  i s  to  iden t i f y ,  deve lop ,  
package  and  p romote  authent i c ,  sus ta inab le ,  marke t - ready  four -
season  cu l tu ra l  tour i sm exper iences .  The  OCC has  deve loped  a  web 
s i t e ,  a  gu ide  and  o f fe rs  bo th  se l f -gu ided  i t i ne ra r ies  and  gu ided  
excurs ions .  The  cen t ra l  focus  o f  the  co r r ido r  i s  the  C i t y  o f  
Ke lowna ’ s  cu l tu ra l  d i s t r i c t .    
 
The  OCC i s  run  by  a  board  o f  d i rec to rs  who  represent  va r i ous  
g roups  inc lud ing  the  museums ,  tou r i sm,  c i t y  counc i l ,  and  va r ious  
a r t s  o rgan i za t ions .  The  OCC has  fu l l - t ime  s ta f f  and  i s  funded  
p r imar i l y  by  Tour i sm BC and  the  va r i ous  Des t ina t ion  Marke t ing  
Organ i za t ions .  A t t rac t ions  pay  to  be  in  the  gu ide .   
 
The  concep t  o f  the  OCC began in  1995  when the  c i t y  o f  Ke lowna  
c rea ted  i t s  f i r s t  a r t s  deve lopment  o f f i ce .  The  cu l tu ra l  o f f i ce r  saw 
poten t ia l  fo r  cu l tu ra l  tou r i sm and  p layed a  key  ro le  i n  spea rhead ing  
the  in i t i a t i ve .  I t  rea l l y  began  when the  c i t y  focused i t s  e f fo r t s  on  
deve lop ing  the  a r t s  and  th i s  l ed  to  a  ma jo r  i nves tment  in  the  fo rms  
o f  g ran t s  fo r  bu i ld ings  and  venues ,  pub l i c  a r t s ,  p rogramming  and 
fes t i va l s .  The  cu l tu ra l  o f f i ce r  a l so  had  the  i dea  o f  p romot ing  and  
packag ing  a l l  the  cu l tu ra l  a t t rac t ions  i n  the  Okanagan toge ther .   
 
The  OCC was  o f f i c i a l l y  l aunched in  2000  as  a  cu l tu ra l  deve lopment  
and tou r i sm in i t i a t i ve  and a  p i l o t  p ro jec t  i n  cu l tu ra l  tou r i sm 
marke t ing .  I t  rece ived  fund ing  f rom the  BC  M in i s t r y  o f  Commun i ty  
Deve lopment  and  Tour i sm BC.  The  f i r s t  phase  invo l ved  a  de ta i l ed  
i nvento ry  o f  p roduc ts  and  an  ana lys i s  o f  the  a rea .  The  second  
phase  invo l ved deve lop ing  the  marke t ing  and s t ra teg i c  p l ans .  The  
OCC has  a l so  he ld  packag ing  workshops  and  o ther  ac t i v i t i es .  Wh i le  
the  focus  has  been on  tour i sm marke t ing ,  the  need fo r  p roduc t  
deve lopment  i s  recogn i zed .   
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Key observat ions  
 

•  Long  t ime  f rames  a re  requ i red  fo r  cu l tu ra l ,  he r i t age  tou r i sm 
in i t i a t i ves  and co l l abo ra t ions .  The  co r r ido r  i s  s i x  years  o ld  bu t  the  
p l ann ing  work  s ta r ted  over  10  yea rs  ago .   

•  The ma in  d raw in  the  Okanagan  i s  the  w ine  indus t ry  and  the  
cu l tu ra l /he r i tage  e f fo r t s  have  a l igned  themse lves  w i th  the  w iner i es  

•  The  co r r ido r  bene f i t s  f rom a  cen t ra l  nuc leus  wh i ch  i s  the   c i t y  o f  
Ke lowna  

•  Commitment  o f  l ong- te rm fund ing  by  va r ious  DMOs  and gove rnments   
•  Leadersh ip  i s  a  key  fac to r  in  success fu l  co l l abora t ions / in i t i a t i ves .  In  

th i s  case  the  cu l tu ra l  o f f i ce r ,  a  key  pos i t i on ,  had  an  a f f i n i t y  fo r  bo th  
the  a r t s  and  tour i sm sec to r s  and  champ ioned  the  OCC.  

 
2 .7 .2 .  Cu ltura l  Cascades Corr idor ,  Br i t ish Columbia 
www.cultura lcascades.com 
 
The  Cu l tu ra l  Cascades  Cor r i do r  i s  a  pa r tnersh ip  be tween  Vancouver ,  
Sea t t l e ,  Tacoma,  Por t l and  and Eugene wh i ch  have  fo rmed a  s t ra teg i c  
a l l i ance  w i th  the  Amtrak  Ra i lway  Company.  I t  was  fo rmed f i ve  yea rs  ago  to  
h igh l i gh t  an  a r ray  o f  cu l tu ra l  expe r iences  a long  Amtrak ’ s  Cascades  routes .   
 
I t  cu r ren t l y  has  a  web  s i t e  wh ich  p rov ides  in fo rmat ion  about  what  the  
va r ious  c i t i es  ove r  by  da te  and by  theme.  There  a re  f i ve  key  themes :  On 
F i re ,  On  V iew,  On  S tage ,  On  the  Tab le  and  On Board .  Each  theme 
h igh l i gh ts  d i f fe rent  cu l tu ra l  a spec ts  o f  each  c i t y ;  On  F i re  focuses  on  g lass  
a r t ,  po t te ry ,  ce ramics  and  “ f i re ”  a r t  wh i ch  a l so  i nc ludes  ce lebra t ion  o f  
l i gh ts  and o ther  fes t i va l s ;  On  S tage  showcases  the  a r ray  o f  thea t re  and  
s tage  per fo rmances  in  each  c i t y ;  On  the  Tab le  h igh l i gh ts  the  cu l ina ry  s ide  
and On Board  p rov ides  the  amen i t i es  on  Amtrak  and  the  Cascade  route .   
 
The  Cascades  Co r r ido r  represents  another  good  examp le  o f  a  reg iona l  
approach  bu t  i t  has  ye t  to  rea l i ze  i t s  po tent ia l .  Acco rd ing  to  Tour i sm 
Vancouver  o f f i c i a l s ,  i t  i s  non  ac t i ve  and  has  no t  been  fu l l y  imp lemented .  
Key  reasons  a re  due  to  la ck  o f  fund ing  and  focus .  Tour i sm Vancouver  [TV]  
acknowledges  tha t  i t  doesn ’ t  have  enough  fund ing  to  devo te  to  a  “n i che”  
marke t  and  TV ’ s  ob jec t i ves  were  d i f fe rent  f rom the  pa r tne rs .  I t  seems tha t  
eve ryone  i s  s t i l l  do ing  the i r  own th ing  and  i t  has  been  d i f f i cu l t  to  engage  
the  a r t s  and  cu l tu re  sec to r  wh i ch  has  l im i ted  resources  and  can ’ t  manage  
to  ma in ta in  l i s t i ngs  on  the  web  s i te  and  upda te  in fo rmat ion  on  wha t  i s  
ava i l ab le .  The  web  s i t e  has  hyper l inks  to  each  o f  the  DMO’s  web  s i t es  
wh ich  i n  tu rn  t ry  to  i nvo l ve  va r i ous  cu l tu ra l  pa r tne rs .  The  Vancouver  
A l l i ance  fo r  A r t s  and Cu l tu re  was  a  key  par tne r  w i th  Tour i sm Vancouver .  
Amt rak  i s  rev i s i t i ng  th i s  and  mos t  l i ke ly  w i l l  t ake  more  ownersh ip  o f  the  
p ro jec t .  There  i s  i n te res t  i n  inc reas ing  Amt rak ’ s  ra i l s  se rv i ce  to  doub le  i t s  
capac i t y  a long the  PNW and  thus  they  fee l  the re  w i l l  be  more  po ten t ia l  t o  
deve lop  the  se rv i ce  and the  in i t i a t i ve  down the  road .  
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Key observat ions  
 

•  Di f fe rent  ob jec t i ves  and  commi tment  l eve l s  have  led  to  l im i ted  
success  

•  Severa l  cu l tu ra l  and he r i tage  produc ts  were  no t  market - ready  and 
work  exper ience  w i th  the  tour i sm indus t ry  was  l im i ted  

•  Tour i sm Vancouver  and o the r  DMOs  had d i f fe rent  goa l s ;  Tour i sm 
Vancouver  wanted  access  to  pa r tne rs ’  da tabase  to  engage  in  d i rec t  
marke t ing  e f fo r t s  a round  the  var i ous  themes ;  o the r  pa r tne rs  were  
no t  p repared  to  do  tha t  r i gh t  away  and  wanted  to  focus  on  bu i l d ing  
the  web s i t e  and  ge t  the i r  gu ides /pub l i ca t ions  ou t .   

•  Whi le  the  DMOs  wanted to  be  inc luded  in  th i s  i n i t i a t i ve ,  they  s t i l l  d id  
the i r  own th ing  and  thus  d idn ’ t  r ea l l y  va lue  the  idea  o f  g roup 
market ing  and deve lop ing  the  in i t i a t i ve .   

•  No shared v i s ion  o r  goa l  
 

2.7 .3 .  Banff ,  A lberta  
 
Banf f  i s  a l so  a  we l l -es tab l i shed  in te rna t iona l  resor t  des t ina t ion  and  does  
have  a  repu ta t ion  o f  p rov id ing  an au thent i c  cu l tu ra l  and  he r i tage  
exper i ence .  Th i s  i s  ma in l y  a t t r ibu ted  to  the  fac t  tha t  i t  i s  l oca ted  in  a  
UNESCO wor ld  he r i t age  Nat iona l  Pa rk .  I t  i s  on l y  recent l y  however  tha t  
Banf f  Lake  Lou i se  Tour i sm has  in teg ra ted  the  cu l tu ra l  and  her i t age  aspec t  
more  dominan t l y  in  the i r  ove ra l l  message .   A t  the  t ime  o f  wr i t i ng  th i s  p lan ,  
Banf f  Lake  Lou i se  Tour i sm o f f i c i a l s  adv i sed  tha t  the  re - launch ing  o f  the i r  
web s i t e  w i l l  f ea tu re  more  cu l tu ra l  and  he r i t age  o f fe r i ngs  and  they  a re  
l ook ing  a t  work ing  more  c lose ly  w i th  the  Banf f  Cent re  to  ensure  tha t  the  
cu l tu ra l  and  a r t i s t i c  pe rspec t i ves  a re  cons ide red  w i th in  the i r  ove ra l l  
tour i sm messages .  The  de ta i l s  on  how th i s  wou ld  evo l ve  o r  wha t  i t  wou ld  
enta i l  a re  no t  c l ea r  a t  th i s  t ime.   
 
The  Ban f f  Cent re  i s  a  wor ld  l ead ing  a r t s ,  cu l tu ra l  and  educat iona l  
i ns t i t u t ion .  I t  was  founded  in  1933  and  cu r rent l y  has  an  opera t ing  budge t  
o f  $50 m i l l i on ;  28% i s  funded by  the  A lber ta  Gove rnment  and  the  res t  i s  
se l f -genera ted .  The  campus  i s  undergo ing  expans ion  and  re -deve lopment  a t  
a  cos t  o f  $133  m i l l i on  w i th  $50 m i l l i on  commi t ted  by  the  P rov ince  o f  
A lber ta .  The  Ban f f  Cent re  ho lds  many  events  and concer t s  th roughout  the  
yea r  to  showcase  i t s  a lumn i  and  p ro fess iona l s .  The  two ma in  event s  a re  the  
Banf f  Summer  A r t s  Fes t i va l  and  the  Ban f f  Mounta in  F i lm Fes t i va l .  The  
Summer  Ar t s  Fes t i va l  a t t rac t s  an  es t imated  35 ,000  peop le  mos t l y  reg iona l  
and some in te rna t iona l .  The  Banf f  Mounta in  F i lm Fes t i va l  a t t rac t s  
approx imate ly  12 ,000  v i s i to rs  and focuses  on  mounta in  cu l tu re .  The  
Mounta in  Cu l tu re  program a t  the  Ban f f  Cent re  i s  a  un ique  p rogram tha t  
p romotes  unders tand ing  and  apprec ia t ion  o f  the  wor ld ’ s  mounta in  p laces  
and c rea tes  an  oppor tun i ty  fo r  l eade rs  and  o the r  p ro fess iona l s  to  sha re  
i deas  and  exper i ences .  I t  a l so  p roduces  many  con fe rences  and  th ink- tank  
sess ions  and the  annua l  Ban f f  Mounta in  Book  Fes t i va l .  
 
The  Ban f f  Na t iona l  Pa rk  env i ronment  has  shaped and  in f l uenced how 
tour i sm i s  deve loped  and p romoted.  The  res t r i c t ions  p laced  on  deve lopment  
have  fo r  the  mos t  pa r t  worked to  the  tour i sm indus t ry ’ s  bene f i t  and  has  
a l l owed  a l l  s takeho lde rs  to  apprec i a te  the  in t r ins i c  va lue  o f  the i r  na tu ra l  
he r i tage .  S ix  yea rs  ago ,  the  va r ious  tour i sm and  town s takeho lders  fo rmed 
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the  Banff  Her i tage Tour ism Corporat ion ,  a  separa te  en t i t y  tha t  has  four  
key  ob jec t i ves :   
 

•  To make  a l l  v i s i t o rs  and res iden ts  o f  Banf f  Na t i ona l  Pa rk  and  the  
Town o f  Ban f f  aware  tha t  they  a re  in  a  na t iona l  pa rk  and  Wor ld  
Her i t age  s i t e  by  ac t i ve ly  fos te r ing  apprec ia t ion  and  unders tand ing  o f  
the  na tu re ,  h i s to ry  and  cu l tu re  o f  Ban f f  Na t iona l  Pa rk ,  the  Town o f  
Banf f  and  sur round ing  a reas  

•  To encourage ,  deve lop  and  promote  oppor tun i t i e s ,  p roduc t s  and  
se rv i ces  cons i s ten t  w i th  he r i tage  and  env i ronmenta l  va lues  

•  To  encourage  env i ronmenta l  s tewardsh ip  i n i t i a t i ves  upon  wh ich  
sus ta inab le  he r i tage  tou r i sm depends  

•  To  s t rengthen emp loyee  o r ien ta t ion ,  t ra in ing  and  acc red i ta t ion  
p rogramming  as  i t  re l a tes  to  sha r ing  her i tage  unders tand ing  w i th  
v i s i t o rs .  

 
The  Corpora t ion  compr i ses  a  vo lun teer  Boa rd  o f  sen io r  representa t i ves  
inc lud ing  s i x  representa t i ves  f rom each  o f  the  fo l l ow ing  o rgan i za t ions :  the  
town o f  Ban f f ,  Banf f  Lake  Lou i se  Tour i sm Bureau  [ Ju l i e  Cann ing  CEO] ,  
Pa rks  Canada ,  Lake  Lou i se  Commun i ty  Assoc ia t ion ,  Ban f f  Lake  Lou i se  Ho te l  
Mo te l  Assoc ia t i on ,  Ban f f  Sma l l  Bus iness  Assoc ia t i on  and  s i x  d i rec to rs  a t  
l a rge r .  The  Co rpora t i on  has  an  Execut i ve  D i rec to r .   
The  Corpora t ion  i s  reg i s te red  as  a  no t - fo r -p ro f i t  and  50% of  i t s  fund ing  
comes  f rom the  Tour i sm Bureau .   
 
The  Corpora t ion  o rgan i zes  an  annua l  Her i t age  Tour i sm Award  tha t  
recogn i zes  those  bus inesses  tha t  ce leb ra te  and incorpora te  the  lo ca l  
he r i t age  and  cu l tu re  i n  the i r  bus iness  and  v i s i t o r  expe r ience .  The i r  
Execut i ve  D i rec to r  adv i sed  tha t  they  a re  re - th ink ing  the  way  they  
admin i s te r  the  awards  and  a re  look ing  a t  recogn i z ing  a l l  nominees  no t  jus t  
the  w inners .   
 
O the r  p rograms o f  the  Co rpora t i on  i nc lude :  
 

•  Par tne r ing  w i th  bus inesses  tha t  want  to  deve lop  p ro jec t s / in i t i a t i ves  
devoted  to  her i tage  tour i sm 

•  Coord ina t ing  the  Banff ’s  Best  program wh ich  focuses  on  t ra in ing  
emp loyees  and  res iden ts  on  the  h i s to r i ca l  and  her i tage  aspec t  o f  
Banf f  and  the  su r round ing  a reas .  The  goa l  i s  to  ensure  eve ryone  has  
“ loca l ”  know ledge  because  to  a  v i s i t o r  eve ryone  i s  a  loca l  who  works  
i n  the  Town o f  Banf f  and the  sur round ing  a reas .  

 
Key observat ions  
 

•  Cu l tu ra l  and  he r i t age  tou r i sm i s  a  key  se l l i ng  fac to r  fo r  Banf f  
•  Parks  Canada  p lays  a  v i ta l  ro le  in  p reserva t ion  and conserva t i on  o f  

the  pa rks ’  he r i tage  aspec ts  
•  Banf f  Lake  Lou i se  Tour i sm funds  the  l i on  sha re  o f  the  Her i t age  

Tour i sm Corpo ra t ion  and  a l so  w i l l  p rov ide  fund ing  fo r  spec i f i c  
cu l tu ra l /he r i tage  tou r i sm in i t i a t i ves   

•  The  Corpora t ion  i s  no t  bureaucra t i c  and  has  a  spec i f i c  mandate  tha t  
i s  suppor ted  by  a l l  found ing  pa r tne rs  
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•  The  Ban f f  Na t iona l  Pa rk  des igna t ion  and  the  Ban f f  Cent re  a re  
key  advantages  fo r  the  Tour i sm Bureau ’ s  cu l tu ra l  and  
he r i tage  tour i sm 

•  The  Ban f f  Cent re  i s  a  75  yea r  o ld  i ns t i t u te  whose  reputa t i on  
and p rogramming has  taken  t ime  to  deve lop   

 
2 .7 .4 .  Aspen,  Co lorado 
 
Aspen  i s  a  renowned reso r t  des t ina t ion  l i ke  Wh is t l e r  known fo r  i t s  
g rea t  outdoor  amen i t i es .  However ,  un l i ke  Wh is t l e r ,  Aspen  i s  a l so  
known fo r  i t s  a r t s  and  cu l tu re  and in  fac t  c la ims  to  have  the  w ides t  
a r ray  o f  a r t s  and cu l tu ra l  events  in  the  s ta te  o f  Co lo rado .  
 
Aspen  i s  home to  many  key  a r t  and  cu l tu ra l  i ns t i t u t i ons  wh i ch  have  
con t r ibu ted  to  Aspen ’ s  v ib ran t  cu l tu ra l  c l imate .  Some o f  the  a r t s ,  
cu l tu ra l  and  med ia  o rgan i za t ions  in  Aspen a re :  
 

•  Aspen  Mus i c  Fes t i va l  and  Schoo l -  founded  in  1949,  the  
Schoo l  i s  known fo r  i t s  exce l l en t  t ra in ing  and deve lopment  
p rograms  fo r  p re -pro fess iona l  mus i c ians .  I t s  annua l  p rog ram 
cu lmina tes  w i th  the  c l a ss i ca l  summer  mus ic  fes t i va l  tha t  
spans  n ine  weeks  and  compr ises  more  than  350  even ts ,  
i nc lud ing  o rches t ra l  conce r t s ,  chamber  mus i c ,  opera ,  and  
con tempora ry  mus i c ,  l ec tu res  and  k ids  p rograms .  Concer t s  
take  p lace  in  the i r  2 ,000  sea t  Bened ic t  Mus i c  Ten t  wh i ch  i s  
an  award-w inn ing  permanent  s t ruc tu re  bu i l t  i n  2000,  in  the  
V i c to r i an  Whee le r  Opera  House  and the  Har r i s  Conce r t  Ha l l  
a s  we l l  a s  i n  sma l l e r  ha l l s  in  Aspen.   

 
•  Aspen  Santa  Fe  Ba l l e t  company –  A  10  yea r  o ld  ba l l e t  

company tha t  makes  i t s  home in  Aspen  and  in  San te  Fe .  The  
s choo l  d i rec to rs  a re  fo rmer  Jo f f rey  Ba l l e t  dance rs  Jean-
Ph i l i pe  Ma la ty  and Tom Mossbrucker .  I t  has  rece ived 
exce l l en t  rev iews  in  ma jo r  c i t i es  ac ross  the  US  and tou red  
recent l y  i n  Québec  and  in  F rance .  The  company  w i l l  pe r fo rm 
dur ing  the  Aspen  Summer  Mus i c  Fes t i va l .  

 
•  Aspen  Ar t  Museum-  fea tures  con tempora ry  a r t  exh ib i t s ,  

educa t ion  and pub l i c  p rograms .  I t  has  17  fu l l - t ime  s ta f f .  
 

•  Aspen  F i lm Fes t -  began in  1979 and has  four  key  annua l  
events  a round  f i lm mak ing  and  the  sc reen ing  o f  i ndependent  
f i lms .   

 
•  Co lo rado  Mounta in  Co l l ege  Cen te r  fo r  Exce l l ence  in  the  A r t s -  

es tab l i shed  in  1996,  th i s  co l l ege  i s  ded i ca ted  to  enhanc ing  
and enab l ing  exce l l ence  in  p rograms  encompass ing  a l l  a r t  
f o rms  

 
•  Jazz  Aspen Snowmass  [ JAS]  i s  a  no t - fo r -p ro f i t  o rgan i za t ion  

founded  in  1991  w i th  a  m iss ion  to  p rese rve  and  p resent  
j azz ,  Amer i can  and  popu la r  mus i c  th rough  fes t i va l s ,  
educa t iona l  p rograms and  pe r fo rmances .  The  o r ig ina l  th ree-
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day  June  fes t i va l  has  now evo lved  in to  a  summer  l ong  se r i es  o f  bo th  
f ree  and pa id  pe r fo rmances .  Mos t  o f  the  pe r fo rmances  take  p lace  
under  a  canopy  ten t  w i th  rese rved  sea t ing  fo r  3 ,000  in  Aspen a t  the  
R io  Grande  Pa rk .   

 
•  In te rna t iona l  Des ign  Con fe rence  –  an  annua l  ga ther ing  o f  l eaders  

who  sha re  i deas  and in fo rmat ion  a round app l i ed  des ign  and  i t s  
impac t  on  soc ie ty  economica l l y ,  soc i a l l y  and env i ronmenta l l y .  Ca te rs  
to  an  in te rna t iona l  aud ience .  

 
Aspen  a l so  has  an  ac t i ve  H i s to r i ca l  Soc ie ty  s im i la r  to  Wh is t l e r ’ s  Museum 
and Arch ives ’  Soc ie ty .   
 
Aspen  mounta in  resor t  [ separa te  f rom the  c i t y  o f  Aspen]  w i l l  a l so  
pa r tne r  w i th  the  va r ious  a r t  o rgan i za t ions  to  fea tu re  mus i ca l  conce r t s  
th roughout  the  summer  season .   

 
Key observat ions  
 

•  Ar t s  and  cu l tu re  a re  a  ma in  fabr i c  o f  Aspen ’ s  l i f e  
•  The  c i t y  and  tou r i sm bureau  a re  more  ac t i ve  in  p romot ing  the  a r t s  

and cu l tu re  than  the  mounta in   
•  Premie r  a r t s  and cu l tu ra l  o rgan i za t ions  w i th  so l i d  fund ing  and  ample  

venues  
•  Co l l abora t ion  ex i s t s  be tween the  va r ious  o rgan i za t ions  bu t  the  

fund ing  mechan isms  and  how p romot ions  a re  done  a re  unknown-
rep resenta t i ves  f rom spec i f i c  o rgan i za t ions  were  no t  ava i l ab le  a t  
t ime  o f  wr i t i ng  th i s  p l an  

 
2 .7 .5 .  Va i l ,  Co lorado 
 
Va i l  i s  ano the r  key  compet i t i ve  mounta in  reso r t  tha t  o f fe r s  s im i l a r  
exper i ences  to  Wh is t l e r .  The  commun i ty  pu ts  on  a  se r ies  o f  f es t i va l s  and 
cu l tu ra l  events  th roughout  the  yea r .  Va i l  i s  home to  the  Va i l  Va l l ey  
Founda t ion ,  wh i ch  i s  a  pub l i c  cha r i t y  tha t  ra i ses  funds  mos t l y  th rough  the  
o rgan i za t ion  o f  a r t i s t i c ,  cu l tu ra l  and  a th le t i c  events .  Va i l  Reso r t s  i s  a  
s ign i f i cant  pa r tne r  w i th  the  Va i l  Va l l ey  Founda t ion .  The  Founda t ion ’ s  yea r -
l ong  cu l tu ra l  events  occu r  ma in l y  in  the  2 ,500-sea t  Ge ra ld  G .  Fo rd  
Amph i thea t re ,  and  the  530-sea t  V i l a r  Cent re  fo r  the  A r t s .  Key  events  
i nc lude  the  Va i l  In te rna t iona l  Dance  Fes t i va l ,  the  summer  f ree  conce r t  
se r i es ,  the  B ravo  Va i l  Va l l ey  Mus i c  Fes t i va l  wh i ch  runs  f rom June  to  Augus t  
and  fea tu res  o rches t ra l  pe r fo rmances  by  the i r  th ree  res ident  o rches t ras -  
the  Roches te r  Ph i l ha rmon ic  Orches t ra ,  the  New York  Ph i l ha rmon ic  and  the  
Ph i l ade lph ia  Orches t ra .   
 
O the r  cu l tu ra l  events  inc lude  the i r  annua l  Fa rmers  Marke t ,  Jazz  Fes t i va l  
and  Harves t  Fes t i va l .  Va i l  seems to  focus  more  on  the  pe r fo rm ing  a r t s  than  
any  o ther  a r t  fo rm and  the i r  web  s i t es  do  no t  re f l ec t  a  s t rong  her i t age  
component  e i the r .   
 
Key observat ions  
 

•  Good venues  fo r  o r ches t ra l  and  pe r fo rming  a r t s  
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•  Foundat ion  ded i ca ted  to  cu l tu ra l  and  spor t ing  even ts  
•  Mounta in  i s  key  pa r tne r  fo r  bo th  cu l tu ra l  and  spo r t i ng  events  
•  Cu l tu ra l  tou r i sm i s  ve ry  event  d r i ven  

 
2 .7 .6 .  Vancouver   
 
Vancouve r  i s  a  ma jor  ga teway and conven ien t  jump ing-o f f  spo t  to  Wh is t l e r .  
I t  i s  one  o f  Wh is t l e r ’ s  ma in  l oca l  geo  marke t s  and  l i e s  i n  a  reg ion  o f  more  
than  2  mi l l i on  peop le .   Vancouve r  i s  cons i s ten t l y  ranked  in  the  top  10  c i t i e s  
i n  No r th  Amer i ca  to  l i ve  and  v i s i t  by  va r i ous  pub l i ca t ions  i nc lud ing  
F rommers ,  T rave l  and  Le i su re  and  Condé Nas te .   I t  i s  no ted  fo r  i t s  
spec tacu la r  na tu ra l  se t t i ng  and modern  met ropo l i t an  co re .   
 
The  C i t y  has  an  Of f i ce  o f  Cu l tu ra l  A f fa i r s  [OCA]  ded i ca ted  to  work ing  w i th  
the  a r t s  and  cu l tu ra l  sec to r .  The  OCA has  12  fu l l - t ime  s ta f f ,  n ine  o f  whom 
a re  cu l tu ra l  p lanners .  The  OCA adv i ses  C i t y  Counc i l  on  i s sues  and  
deve lopment  s t ra teg ies  re la ted  to  the  cu l tu re  sec to r ,  deve lops  and  
admin i s te rs  cu l tu ra l  po l i c i e s  and  p rograms  and  pa r t i c i pa tes  in  c i t y  p lann ing  
and deve lopment  p rocess .  The  C i t y  suppor t s  f i ve  ma jo r  exh ib i t i ng   
i ns t i t u t ions  tha t  a re  housed in  C i t y -owned  o r  l eased  fac i l i t i e s  and  managed  
by  independent  no t - fo r -pro f i t  soc ie t ie s :  Vancouver  A r t  Ga l l e ry ,  Vancouver  
Museum,  Vancouver  Mar i t ime  Museum,  H .R .  MacMi l l an  Space  Cen t re ,  Ar t s ,  
Sc ience  and Techno logy  Cen t re :  Sc i ence  Wor ld .  I t  a l so  owns  th ree  c i v i c  
thea t res :  The  Orpheum,  the  Vancouve r  P layhouse  and the  Queen  E l i zabe th  
Thea t re .  I t  p rov ides  c lo se  to  $9  m i l l i on  in  the  fo rms  o f  va r ious  g rant s  to  
Vancouver ’ s  no t - fo r -pro f i t s  cu l tu ra l  and  a r t s  o rgan i za t ion  and  to  spec i f i c  
cu l tu ra l  i n i t i a t i ves .   
 
The  OCE has  jus t  recent l y  ven tu red  in to  cu l tu ra l  t ou r i sm w i th  the  advent  o f  
the  2010 Win te r  O lymp ics  and  Pa ra l ymp ics  Games .  In  the  sp r ing  o f  2007,  
C i t y  Counc i l  app roved  the  cos t  to  deve lop  a  cu l tu ra l  tou r i sm p lan  a t  a  cos t  
o f  $65 ,000.  They  have  h i red  a  cu l tu ra l  p lanner  to  he lp  deve lop  the  p lan  in  
conce r t  w i th  va r ious  s takeho lders .  The  p lann ing  p rocess  i s  expec ted  to  take  
s i x  months  a t  l eas t .   Th i s  p rocess  i s  a l so  pa r t  o f  the  C i ty ’ s  10  yea r  A r t s  and  
Cu l tu re  p lan  wh i ch  they  a re  cur ren t l y  deve lop ing  [ see  
www.vancouver . ca /c rea t i vec i t y  ] .  The  C i ty  fe l t  i t  was  t ime  to  take  on  a  
more  “p roac t i ve”  approach  to  fu tu re  cu l tu re  tour i sm ac t i v i t i es .   
 
Tour i sm Vancouver  [TV]  w i l l  a ss i s t  in  the  cu l tu re  tou r i sm p lann ing  p rocess  
a lbe i t  i t s  ro le  has  ye t  to  be  de f ined .  Sa rah  K i rby  Yung ,  D i rec to r  o f  
Marke t ing  and Co rpora te  Sponsorsh ips  a t  TV ,  no ted  tha t  i t  was  too  ea r l y  to  
de te rm ine  what  the  d i rec t ion  w i l l  be  and how TV w i l l  i n f luence  tha t  
d i rec t i on .  She  acknow ledges  tha t  there  i s  a  need  to  de f ine  cu l tu ra l  tour i sm 
and ass i s t  the  c i t y  i n  enhanc ing  i t s  repu ta t ion  as  a  cu l tu ra l  des t i na t ion .   
 
Th i s  pas t  fa l l  TV  and the  C i ty  en te red  in to  a  fou r -year  s t ra teg i c  pa r tnersh ip  
i n  the  fo rm o f  a  memorandum o f  unders tand ing  to  he lp  ra i se  awareness  
among res idents  and v i s i t o rs  o f  the  a r t s  and  cu l tu ra l  ac t i v i t i es  i n  the  C i t y  
o f  Vancouver .  Tour i sm Vancouver  does  no t  have  a  cu l tu re  tou r i sm 
market ing  p lan  and fee l s  tha t  i t  i s  no t  necessa ry  to  deve lop  one  fo r  each  
n i che  marke t .  Cu l tu ra l  ac t i v i t i e s  and  messag ing  shou ld  be  par t  o f  the  
ove ra l l  marke t ing  s t ra tegy  and TV  fee l s  tha t  they  a re  a l r eady  do ing  tha t .   
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Four  key  in i t i a t i ves  have  been p roposed fo r  th i s  in i t i a l  fou r -year  
pa r tne rsh ip  be tween  the  C i t y  and  TV:  
 

•  T icke ts  Ton ight -  TV  opera tes  the  T i cke t s  Ton igh t  box  o f f i ce  ou t le t  i n  
i t s  In fo  Cen t re  Downtown and  on  i t s  web s i te .  I t  encourages  v i s i to rs  
to  a t tend  shows  tha t  they  may  no t  have  o the rw ise .  I t  o f fe rs  the  on ly  
day-o f  ha l f -p r i ce  t i cke t s  i n  town bu t  a l so  o f fe rs  advance  t i cke t s  to  a  
b road range  o f  pe r fo rming a r t s  and  en te r ta inment  p roduc t ions .  S ince  
i t s  incept ion  in  2002,  $2  mi l l i on  i n  t i cke t s  have  been  so ld .  T i cke t s  
Ton ight  was  o r ig ina l l y  es tab l i shed  as  a  pa r tnersh ip  be tween TV  and  
the  A l l i ance  fo r  A r t s  and Cu l tu re .  In  2005,  the  A l l i ance  w i thd rew 
f rom the  pa r tne rsh ip  fo r  f inanc ia l  reasons .  In  a  new par tne rsh ip  w i th  
the  C i t y  and  TV ,  the  C i t y  w i l l  p ro f i l e  T i cke t s  Ton ight  on  i t s  web  s i t e  
on  a  non-exc lus i ve  bas i s .  

 
•  Granv i l l e  S t ree t  V ideo  Sc reens  –  the  C i t y  has  secu red  a i r  t ime  on  two  

l a rge  v ideo  sc reens  l oca ted  a t  the  co rner  o f  G ranv i l l e  and  Robson  
S t ree ts  to  p rov ide  access  fo r  non-pro f i t  a r t s  o rgan i za t ions  to  
adve r t i s ing .  TV  and  the  C i t y  a re  p ropos ing  to  co l l abo ra te  on  the  
de l i ve ry  o f  some o f  the  non- fo r -p ro f i t  adve r t i s i ng  con tent .  TV  w i l l  
deve lop  a  v ideo  p roduc t ion  too l  k i t  fo r  e l ig ib le  non-p ro f i t  use rs  to  
ass i s t  i n  mak ing  p romot iona l  mate r ia l  ready  fo r  the  v ideo  sc reens .  

 
•  Tour i sm Vancouver  Te lev i s ion  [TVTV]  –  TV  te lev i s ion  i s  b roadcas t  

d i rec t l y  i n to  the  ho te l  rooms o f  a  ne twork  o f  downtown Vancouver  
ho te l s  as  we l l  as  in to  the  downtown in fo  cen t re ,  a t  the  Peace  A rch  
borde r  c ross ing  v i s i t o r  cen t re  and the  Canada  P lace  v i s i t o r  cen t re .  
TV  w i l l  make  ava i l ab le  a i r  t ime in  these  ou t le t s  to  exh ib i t  the  non-
fo r -p ro f i t  cu l tu ra l  adve r t i s ing  segments .   

 
•  Ca lendar  o f  Events -  TV  and  the  C i t y  w i l l  work  toge the r  to  exp lo re  the  

most  e f fec t i ve  de l i ve ry  o f  event  i n fo rmat ion  tha t  w i l l  no t  dup l i ca te  
e f fo r t s  

 
In  add i t ion  to  the  above ,  TV  has  a l so  agreed  to  p romote  Vancouver ’ s  
cu l tu ra l  s cene  in  i t s  va r ious  marke t ing  and  communica t ion  channe l s :  
 

•  Tours imvancouver . com 
•  T icke ts ton igh . ca  
•  Annua l  pub l i ca t i ons  such  as  the  Of f i c i a l  V i s i to rs ’  Gu ide  and  
•  Med ia  re la t ions  ac t i v i t i es  

 
The re  a re  no  f i nanc ia l  imp l i ca t i ons  fo r  the  above  in i t i a t i ves  as  the  C i t y  and 
TV  a re  t rad ing  and  leve rag ing  each  o ther ’ s  ex i s t i ng  se rv i ces  and  resources .  
 
Key observat ions  
 

•  A cu l tu ra l  t ou r i sm p lan  i s  usua l l y  the  outcome o f  a  cu l tu ra l  p lan .  In  
th i s  case  the  C i ty  i s  spea rhead ing  a  cu l tu ra l  tour i sm p lan  a t  the  
same t ime;  some s takeho lders  fee l  tha t  the  tou r i sm p lan  w i l l  no t  be  
a  marke t ing  p lan  bu t  more  a  f ramework  to  he lp  bu i ld  capac i t y  and  
fu r the r  de f ine  the  g rant ing  p rocess .   
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•  The  C i ty  has  taken  a  l eade rsh ip  ro l e  i n  cu l tu ra l  tour i sm and  
has  commi t ted  resources  toward  the  p lann ing  p rocess  

•  TV sees  i t s  ro le  as  s t r i c t l y  p romoter  and  marke te r ;  no t  
manda ted  to  deve lop  p roduc ts    

•  TV cons iders  tha t  cu l tu ra l  tour i sm i s  a l ready  pa r t  o f  TV ’ s  
e f fo r t s  and  thus  does  no t  necess i ta te  a  spec i f i c  marke t ing  
p lan  

•  TV i s  a  member  d r i ven  o rgan i za t ion  and  repo r t s  to  a  Boa rd  o f  
D i rec to rs  tha t  se t  the  s t ra teg i c  focus  o f  the i r  opera t ions  

•  Chr i s topher  Gaze ,  A r t i s t i c  D i rec to r  o f  Ba rd  on  the  Beach 
Shakespeare  Fes t i va l ,  i s  a  fo rmer  TV  Board  o f  D i rec to r  and  
has  been ve ry  success fu l  in  fo rg ing  pa r tne rsh ips  w i th  the  
accommodat ion  sec to r  

 
Honorable  ment ions  
 
2.7.7 .  Seatt le ,  Washington 
 
Sea t t l e  i s  ve ry  s im i la r  to  Vancouver  in  i t s  make  up and i t s  cu l tu ra l  
o f fe r i ngs .  Sea t t l e ’ s  V i s i to r  and  Convent ion  Bureau [V i s i t  Sea t t l e ]  
has  recen t l y  ded ica ted  spec i f i c  resources  to  cu l tu ra l  tour i sm.  
T racey  W ickersham i s  the i r  D i rec to r  o f  Cu l tu ra l  Tour i sm and  i s  
respons ib le  fo r  p romot ing  Sea t t l e  and  K ing  County  as  a  pr ime 
des t ina t ion  to  expe r ience  a r t s ,  h i s to ry ,  cu l tu re  and her i tage  and to  
a t t rac t  the  “des i rab le  and  s i zab le ”  marke t  segment  known as  
cu l tu ra l  t rave le rs .  V i s i t  Sea t t l e  sees  cu l tu ra l  tour i sm as  a  ma jo r  
d i f fe rent ia t i ng  fac to r  be tween  s im i la r  c i t i es  l i ke  Vancouver  and  
Sea t t l e .   
 
2.7.8 .  Québec  
 
The  prov ince  o f  Québec  has  encouraged the  deve lopment  o f  
cu l tu ra l  tou r i sm and  has  i nves ted  in  cu l tu re/he r i t age  than  most  
o the r  p rov inces  in  Canada .  Québec  sees  cu l tu re  as  the i r  key  draw 
in  tou r i sm.  Th i s  i s  ev iden t  i n  any  reg ion  o r  c i t y  you  v i s i t  i n  Québec .  
Cu l tu re  and  her i t age  i s  f ron t  and  cent re  i n  most  tou r i sm messag ing  
and images  and  Québec  i s  p roud  to  p romote  i t s  un ique  cu l tu re .  
Over  the  las t  few yea rs ,  the  Government  o f  Québec  has  taken a  
s t rong l eadersh ip  ro le  in  encourag ing  l i nkages  be tween  cu l tu re  and 
tou r i sm.  Fo r  examp le  i t  p rov ides  fund ing  mechan i sms  fo r  the  
M in i s tè re  de  la  Cu l tu re  e t  des  Commun ica t ions  [MCC]  and the  
M in i s tè re  du  Tour i sme [TQ]  to  fund reg iona l  and p rov ince -w ide  
cu l tu ra l  tour i sm pro jec t s .  Mos t  o f  the  p ro jec t s  take  the  fo rm o f  
th ree -year  fund ing  agreements  tha t  can  be  renewed .  The  fo rma l  
mechan isms  fo r  approva l  and fund ing  encourage  ca re fu l l y -p l anned  
and rea l i s t i ca l l y -phased  pro jec t s .   
There  i s  a  w ide  range  o f  pa r tne rsh ips  a l l  ove r  the  p rov inces .  Some 
examp les  a re :  
 

•  An agreement  be tween  the  Reg iona l  Tour i s t  Assoc ia t i on  o f  
Saquenay-Lac -  Sa in t - Jean  and the  M in i s tè re  de  la  Cu l tu re  e t  
des  Commun ica t ions  wh i ch  has  resu l ted  in  15  cu l tu ra l  
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p ro jec t s  rece iv ing  $75 ,000 each  to  i nves t  i n  p roduc t  deve lopment  
 
•  The  Cu l tu ra l  Tour i sm P ro fess iona l  Deve lopment  P rogram:  a  jo in t  

t ra in ing  p rogram deve loped  and  de l i ve red  by  the  MCC and  TQ.  
Employees  f rom both  governments  have  rece i ved  th i s  spec ia l i zed  
t ra in ing  and  i t  i s  expec ted  tha t  the  p rogram w i l l  be  o f fe red  to  
cu l tu ra l  and  tou r i sm o rgan i za t ions  i n  d i f fe ren t  reg ions  

 
•  A p ro jec t  on  the  deve lopment  and market ing  o f  tour i sm produc ts  in  

Québec ’ s  Museums  i s  f i nanced by  th ree  pa r tne rs :  MCC,  TQ and 
Economic  Deve lopment  Canada  a t  a  to ta l  cos t  o f  $885,000 .  MCC i s  
mak ing  a  cont r ibu t ion  o f  $195,000  fo r  th ree  yea rs .  The  pro jec t  a ims  
to  imp lement  a  marke t ing  p lan  fo r  Québec ’ s  Museums .  The  p ro jec t  
began in  2004  and  i s  cont inu ing  th roughout  2007 .  

 
Conclus ion 
 
Each  a rea  o r  i n i t i a t i ve  examined  i s  d i f fe rent  and the re  i s  no  mag i c  fo rmu la  
o r  cook ie  cu t te r  approach  tha t  can  be  app l i ed .  There  seems  to  be  however  
key  cha rac te r i s t i c s  o r  f ea tures  tha t  l ead  to  a  s t rong cu l tu ra l  tour i sm sec to r .  
They  a re :   
 

•  St rong  leadersh ip  by  i nd iv idua l s  who  a re  i n  key  pos i t i ons  and  have  
a f f i n i t y  fo r  bo th  tour i sm and  cu l tu re  

•  Sus ta ined  and p lanned fund ing  ove r  t ime wh i ch  he lps  ove rcome the  
p lann ing  cyc le  ba r r i e r  

•  Es tab l i shed  a t t rac t ions  o r  ins t i t u t ions  a round  wh ich  themes  and 
messages  can  be  grouped  

•  St rong  leve l  o f  pub l i c  suppor t  o r  pa r tne rsh ip  
•  Ro les  and expec ta t ions  by  the  pa r tne rs  o r  the  s takeho lde rs  a re  c l ea r  

and unders tood  
•  Cu l tu ra l  sec to r  o f fe rs  marke t - ready  expe r iences  and  i s  w i l l i ng  to  

work  toge ther  fo r  the  g rea te r  good  

 

Lack  o f  venues  o r  space  a l so  seems  to  be  an  i s sue  ra i sed  by  the  cu l tu ra l  
sec to r .  In  Vancouver ,  the  cu l tu ra l  commun i ty  fee l s  tha t  unt i l  t he  C i t y  can  
o f fe r  cu l tu ra l  venues  tha t  a re  in  themse lves  d i s t i nc t ,  Vancouver  can  neve r  
rea l l y  be  cons idered a  cu l tu ra l  c i t y .  Othe rs  d i sagree  and  be l i eve  tha t  the  
cu l tu ra l  commun i t y  f i r s t  needs  to  engage  the  tour i sm indus t ry  and  focus  on  
the  cu r rent  oppor tun i t i es .   In  Wh is t l e r ,  the  l a ck  o f  venues  i s  a l so  a  
conce rn ,  bu t  the  cu l tu ra l  commun i t y  i s  more  focused  on  us ing  the  cu r ren t  
capac i t y  to  i t s  fu l l es t  po tent ia l .   
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3. Goals,  Volume Objectives and Strategic 
Recommendations 

3.1.  Goals 
 
•  To  in teg ra te  the  a r t s ,  cu l tu ra l  and her i tage  o f fe r ings  w i th in  the  ove ra l l  

Wh is t l e r  message  and  v i s i t o r  expe r ience  by  2008  
•  To  co l l abora te  w i th  a r t s ,  cu l tu ra l  and  her i tage  s takeho lde rs  to  promote  

p roduc ts  tha t  enhance  the  Wh is t l e r  v i s i to r  expe r ience  [ongo ing]  
•  To  conduct  resea rch  i n  a reas  where  gaps  a re  iden t i f i ed  [ongo ing]  
 

3.2.  Volume Objectives - short to mid-term 
 
•  Inc rease  room n igh t  s tays  in  Wh is t l e r  w i th  emphas i s  on  v i s i t s  o f  two  

n igh t s  o r  longer  by  end  2009  
•  Inc rease  v i s i to r  i nqu i r i es  on  a r t s ,  cu l tu ra l  and  he r i tage  ac t i v i t i es  v i a  the  

web and  to l l  f ree  number  [% to  be  de te rm ined]  by  end  2009  

3.3.  Geo Markets 
 
The  fo l l ow ing  geo  marke ts  represent  the  most  po ten t ia l  fo r  those  seek ing  
cu l tu ra l  exper iences  based  on  Tour i sm Wh is t le r ’ s  own v i s i t o r  surveys  and  
the  s tud ies  rev iewed.   
 
Immed ia te  
 

•  Vancouver /Lower  Ma in land and BC 
•  Wash ing ton  
•  Onta r io  

 
M id  to  l ong- te rm 
 

•  Ca l i fo rn ia  
•  UK 
•  Aus t ra l i a  
•  Mex ico  

 
I t  i s  impor tan t  to  no te  tha t  the  in te rna t iona l  v i s i t o rs  a l ready  have  a  h igh  
p ropens i t y  to  pa r t i c ipa te  in  a r t s / cu l tu re  events  based  on  Tour i sm Wh is t l e r ’ s  
own v i s i t o r  su rvey .  Wh i le  the  ac t i v i t i e s  have  no t  been  c l ea r l y  de f ined  in  the  
survey ,  the  leve l  o f  in te res t  wou ld  ind i ca te  there  i s  po ten t ia l  to  s t rengthen  
the  a r t s  and  cu l tu ra l  component  w i th in  the  ove ra l l  v i s i to r  exper i ence .   
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3.4.  Target Market Segments 
 
Baby  boomers  a re  ce r ta in l y  an  impor tan t  t a rge t  segment  fo r  
cu l tu ra l  and  her i t age  tou r i sm.  S tud ies  a l so  show tha t  Genera t i on  X  
and Y  a re  becoming equa l l y  impor tant  ove ra l l  and  w i l l  i n f l uence  
fu tu re  tour i sm o f fe r ings .   
 
Baby Boomers  
Marr ied  o r  mature  coup les  

•  55% fema le ,  45% ma le   
•  40  to  60  yea rs  o ld  
•  HHI  +75K 
•  Wel l -educa ted  
•  Natu re  love rs  and  outdoor  enthus ias t s  
•  In te res ted  in  exper ienc ing  loca l  cu l tu re  and  he r i tage  

 
Gay and Lesb ian 

•  Dua l  income no  k ids ,  o r  s ing le  i ncome,  no  k ids   
•  70% ma le ,  25% fema le  
•  35  to  49  and  l i ve  i n  u rban  a reas  
•  HHI  100K+ [US]  
•  Wel l -educa ted ,  co l l ege ,  un i ve rs i t y  
•  Enjoy  the  f i ne r  th ings  in  l i f e  
•  In te res ted  i n  new exper iences  
•  Apprec ia te  a r t  and  cu l tu re  

 
Generat ion X  

•  25  to  35  
•  60% fema le ,  40% ma le  
•  HHI  50K+ 
•  Wel l  educa ted  
•  In te res ted  in  cu l tu ra l  a t t rac t ions  and  even ts  
•  Env i ronmenta l l y  sens i t i ve   

 
Fami l ies   

•  midd le  aged  segment  (35-45)  w i th  ch i ld ren  
•  HHI:  US$75K-100K  
•  Wel l -educa ted:  Co l l ege ,  Un iver s i t y  
•  Propens i t y  to  t rave l  
•  P laces  impor tance  on  access ib i l i t y  and  f r i end l i ness  and k id  

f r i end ly  p rograms  
•  Outdoor  en thus ias t s  
•  In te res ted  i n  cu l tu ra l  events  and  fes t i va l s  

  
Product  Segments  
 
Stud ies  show there  i s  a  s ign i f i can t  over lap  be tween  ou tdoor  
enthus ias t s  and  he r i t age  and  cu l tu re  t rave l l e rs .  Th i s  ove r l ap  as  
no ted  ear l i e r  bodes  we l l  fo r  Wh is t l e r ’ s  co re  p roduc t  segments .  In  
add i t ion  Tour i sm Whi s t le r ’ s  own v i s i t o r  su rvey  no tes  good po tent ia l  
f o r  cu l tu ra l  pa r t i c ipa t ion .  I t  wou ld  seem tha t  a  segment  o f  v i s i to r s  
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who  a l ready  engage in  sk i i ng ,  h i k ing and go l f i ng  wou ld  rep resen t  good  
po ten t ia l  fo r  cu l tu re  and he r i tage  in  Wh is t l e r .   
 
Two o the r  comp lementa ry  p roduc t  segments  fo r  cu l tu re  and  he r i t age  a re :  
 

•  Group  bus iness  and  con fe rences  
•  Organ i zed  tou rs  such  as  Tauk  tours  and  Whis t le r  Mounta inee r  

3.5. Strategic Recommendations 
 
The  fo l l ow ing  sec t ion  p rov ides  8  s t ra teg i c  recommendat ions  based  on  
research  ana lys i s ,  s takeho lder  in te rv iews  and  Tour i sm Wh is t le r ’ s  v i s i to r  and  
p roduc t  surveys .  Wh i l e  the  recommendat ions  cove r  a  two ha l f  year  pe r iod ,  
s ta r t i ng  in  the  fa l l  o f  2007  and end ing  December  31 ,  2009 ,  they  a re  
i n tended to  be  par t  o f  a  con t inuum and  shou ld  be  rev iewed on  an  ongo ing  
bas i s .  The  s t ra teg i c  recommendat ions  cove r  fou r  key  a reas :  Pa r tne rsh ips ,  
Marke t ing  and Commun ica t ions ,  Resea rch  and  Produc t /Marke t  Deve lopment .   
 
Fal l  2007 
 

Partnership~ “partner ing for  success”  
 
 

 
3 .5 .1 .  Strategy:  Estab l ish  an Adv isory  Committee  on Cultura l  
Tour ism [ACCT]  
 
The  majo r i t y  o f  s takeho lders  in te rv iewed suppor ted  Tour i sm Wh is t le r  tak ing  
the  lead  ro le  in  deve lop ing  cu l tu ra l  tou r i sm as  pa r t  o f  the  ove ra l l  v i s i to r  
exper i ence .  I t  i s  however  beyond  the  scope  o f  Tour i sm Whi s t le r  to  deve lop  
the  cu l tu ra l  sec to r  in  Wh is t l e r .  I t  i s  a l so  recogn i zed  tha t  the  cu l tu ra l  sec to r  
needs  to  work  c lose l y  w i th  va r i ous  s takeho lde rs  to  he lp  i dent i f y  the  
oppor tun i t i es .   
 
Ev idence  ex i s t s  tha t  suppor t s  the  invo lvement  o f  va r i ous  s takeho lde rs  to  
he lp  enhance  cu l tu ra l  tou r i sm oppor tun i t i e s .  There  i s  a l ready  a  2020  task  
fo rce  on  Ar t s ,  Cu l tu re  and Her i t age  tha t  i s  rev iew ing  the  sec to r  ho l i s t i ca l l y .  
The re  i s  a l so  a  g roup respons ib l e  fo r  the  a r t s  and cu l tu ra l  o f fe r ings  l ead ing  
up  to  and  dur ing  the  2010  Win te r  O lymp ic  and  Para lymp ic  Games .  There  i s  
an  oppor tun i ty  to  share  in fo rmat ion  w i th  these  g roups  and  bene f i t  f rom 
the i r  e f fo r t s  i n  the  longer  te rm.  The  focus  however  o f  the  Adv i so ry  
Commi t tee  on  Cu l tu ra l  Tour i sm wou ld  be  to  enhance  the  cu r rent  v i s i t o r  
exper i ence  and  he lp  fu r the r  deve lop  cul tura l  tour ism  beyond  2010.   
 
I t  i s  r ecommended  tha t  Tour i sm Wh is t le r ,  the  Wh is t l e r  Ar t s  Counc i l  and  the  
RMOW take  the  l ead  to  es tab l i sh  th i s  adv i so ry  commi t tee .  The  c rea t ion  o f  
the  commi t tee  shou ld  be  done  in  consu l ta t ion  w i th  the  va r ious  key  
rep resenta t i ves  o f  the  commun i t y  inc lud ing :  
 

•  Ar ts  and  cu l tu ra l  commun i ty  
•  Chamber  o f  Commerce  
•  Accommodat ion  sec to r  
•  F i r s t  Na t ions  
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The  Adv i so ry  Commi t tee  cou ld  compr i se  rep resen ta t i ves  f rom the  above .  
 
The  key  ac t ions  fo r  the  Commi t tee  shou ld  i nc lude  the  fo l l ow ing :  
 

•  Es tab l i sh  ro les  and respons ib i l i t i es  
•  Adopt  gu id ing  pr inc ip l es  fo r  cu l tu ra l  tour i sm as  p roposed  in  th i s  p lan  

[page  fou r ]  
•  Create  an  inventory  o f  Wh is t l e r ’ s  a r t s  and  cu l tu ra l  o f fe r i ngs  
•  Eva lua te  the  invento ry  and de te rm ine  wh i ch  a re  marke t - ready  and  

wh ich  requ i re  fu r the r  deve lopment .  A  ra t i ng  sys tem prov ided  be low 
cou ld  he lp  th i s  p rocess .  Tour i sm representa t i ves  wou ld  have  o ther  
c r i t e r ia  tha t  wou ld  he lp  de te rmine  the  v i s i t o r  and  marke t - ready  
appea l .  The  fo l l ow ing  i s  jus t  a  sugges t ion  fo r  cons ide ra t ion .  

 
Four  key  a reas  a re  proposed  to  he lp  eva lua te  the  cu l tu ra l  i nvento ry .  They  
a re :  D i s t i nc t i veness ,  Qua l i t y ,  Draw ing  Power  and  Trave l  Mot i va to rs .  
 
D ist inct iveness  – use  a  ra t i ng  to  de te rmine  the  un iqueness  o f  the  cu l tu ra l  
o f fe r i ng  compared to  o the r  a reas .   Th i s  wou ld  he lp  Wh is t l e r  de f ine  the  
d i s t inc t i veness  o f  i t s  mounta in  cu l tu re .  Fo r  examp le :  

 
•  Represen ts  an  “ave rage”  a t t rac t ion ;  one  o f  many  s im i la r  o f fe r ings  

i n  the  a rea  
•  Represen ts  and  a t t rac t ion/o f fe r ing  tha t  i s  ve ry  un ique ,  au then t i c  

[one-o f -a  k ind]  
 
Qual i ty-  an  overa l l  r a t i ng  on  a  f i ve  po in t  s ca le  [poo r ,  f a i r ,  ave rage ,  good,  
exce l l en t ]  to  eva lua te  cus tomer  sa t i s fac t ion ,  phys i ca l  appearance ,  overa l l  
exper i ences ,  ope ra t i ng  p rocedures  and o the r  a t t r i bu tes  o f  the  cu l tu ra l  
o f fe r i ng  

 
Drawing Power  –  anothe r  four  po in t  s ca le  to  eva lua te  how fa r  po tent ia l  
t ou r i s t s  wou ld  t rave l  to  v i s i t  a  pa r t i cu la r  a t t rac t ion ;  fo r  example :  1 -  the  
cu l tu ra l  o f fe r ing  has  the  po ten t i a l  t o  d raw v i s i t o rs  ma in l y  f rom the  loca l  
commun i ty  and  ad jacent  a rea ;  2  - f rom the  reg ion  bu t  no t  f rom ma jo r  c i t i es ;  
3 -  f rom a  ma jo r  met ropo l i t an  a rea  in  the  reg ion ,  3 -  f rom reg iona l  and  long-
hau l  marke t s  e t c .  

 
Travel  Mot ivators -  th i s  exe rc i se  can  he lp  de f ine  the  reasons  why  v i s i t o r s  
wou ld  be  a t t rac ted  o r  i n te res ted  in  a  par t i cu la r  cu l tu ra l  o f fe r i ng .  These  
reasons  shou ld  a l i gn  themse lves  to  the  ove ra l l  “b rand”  a t t r i bu tes  o f  
Wh is t l e r .  Th i s  exe rc i se  wou ld  he lp  the  Commi t tee  to  ag ree  on  some o f  the  
key  reasons  why  a  tou r i s t  wou ld  want  to  exper i ence  the  cu l tu ra l  o f fe r i ngs .  
Th i s  wou ld  a l so  he lp  i n  message  deve lopment .  Fo r  examp le  

 
•  Know ledge-  to  fee l  menta l l y  s t imu la ted  and  lea rn  new th ings  
•  Energ i zed  –  to  fee l  v i ta l  and  a l i ve  
•  Be long ing-  to  fee l  ba lanced  and en joy  t ime  w i th  fami l y  and  

f r i ends  
•  Re laxa t ion-  to  re lax  and escape  
•  Exc lus i ve -  to  fee l  rewarded  and  pe rsona l l y  sa t i s f i ed  
•  Aes the t i cs -  the  env i ronment ,  the  scenery  
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The  need  to  bu i l d  consensus  by  the  va r ious  s takeho lde rs  on  what  cu l tu ra l  
o f fe r i ngs  shou ld  be  p romoted  i s  the  f i r s t  s tep  towards  in tegra t ing  the  
cu l tu ra l  message  in to  Wh is t l e r ’ s  ove ra l l  expe r ience .  
 
3 .5 .2 .  Strategy:  Enhance understanding and apprec iat ion  among the 
arts  and cu l tura l ,  tour ism and bus iness  sectors  
 
The  Adv i so ry  Commi t tee  on  Cu l tu ra l  Tour i sm [ACCT]  wou ld  a l so  encourage  
apprec ia t ion  and  unders tand ing  among the  va r ious  s takeho lde rs .  Some 
cu l tu ra l  o rgan i za t ions  may  no t  fu l l y  apprec ia te  the  bus iness  mode ls  o r  
ope ra t ing  cons t ra in t s  o f  Tour i sm Wh is t le r  and  o ther  bus inesses .  S im i la r l y ,  
tou r i sm bus inesses  may  no t  fu l l y  unders tand  the  p lann ing  and fund ing  
cha l l enges  o f  the  cu l tu ra l  sec to r .  The  Commi t tee  cou ld  a l so  ac t  as  an  
i n fo rmat ion  exchange  channe l  and s t rengthen  re la t ionsh ips .  The  Commi t tee  
wou ld  sha re  resources  and  re l y  on  the  expe r t i se  o f  each  representa t i ve .  
 
Key  ac t ions :  
 

•  Use  the  ACCT as  the  body  tha t  b r ings  cu l tu re  and  tour i sm bus inesses  
togethe r  fo r  i n fo rmat ion  sha r ing  and  p lann ing  

•  ACCT cou ld  cons ide r  ho ld ing  meet ings  on  a  regu la r  bas i s  [a t  l eas t  b i -
annua l l y ]  to  rev iew key  cha l l enges  and oppor tun i t i es  

•  ACCT cou ld  cons ide r  coo rd ina t ing  workshops  fo r  the  cu l tu ra l  
commun i t y  to  sha re  in fo rmat ion  on  cu r rent  marke t ing  methods  and  
marke t  research  ava i l ab le  

•  ACCT cou ld  a l so  cons ide r  o rgan i z ing  workshops  fo r  TW and  o the r  
reso r t  s ta f f  to  educa te  them about  Wh is t l e r ’ s  cu l tu re  and he r i t age  

•  Dete rmine  bes t  method  o f  commun ica t ion  to  keep  resor t  i n fo rmed o f  
the  deve lopment  a round  the  ACCT e .g .  on l i ne  news le t te r  

 

 
 

Market ing  & Communicat ions~ back to  the  bas ics  

3 .5 .3 .  Strategy:  Prov ide  v is i tors  with  genera l  in format ion on 
Whist ler ’s  current  cu l tura l  of fer ings  
 
I t  i s  impor tan t  tha t  v i s i to r s  a re  aware  o f  Wh is t l e r ’ s  cu r rent  cu l tu ra l  
o f fe r i ngs .  Bas i c  genera l  i n fo rmat ion  on  the  t ype  o f  cu l tu ra l  ac t i v i t i es  tha t  
ex i s t  w i l l  he lp  v i s i to r s  enhance  the i r  v i s i t  and  encourage  longer  s tays .   
 
Key  ac t ions :  
 
•  Tour i sm Wh is t le r  to  conduc t  a  m in i  aud i t  o f  i t s  marke t ing  and 

commun ica t ion  channe l s  to  iden t i f y  gaps  i n  the  cu l tu ra l  o f fe r ings .  Fo r  
examp le :  

o  In te rnet -  cons ider  c rea t ing  a  l and ing  page  fo r  cu l tu re  and  
he r i t age  and  where  appropr ia te  fea tu re  hyper - l i nks  to  pa r tne r  
s i t e s  to  avo id  dup l i ca t i ng  e f fo r t s  

o  E-ma i l  b las t s -  beg in  inc lud ing  genera l  a r t s  and cu l tu re  
i n fo rmat ion  to  cu r ren t  cus tomer  base  
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o  Med ia  re la t ions -engage  TW’s  med ia  re la t ions ’  spec ia l i s t s  
to  c rea te  new s to r i es  a round  cu l tu re  and he r i t age  

o  Pr in t -  i dent i f y  oppor tun i t i e s  to  i nc lude  cu l tu re  and  
he r i t age  o f fe r ings  i n  v i s i t o rs  gu ides ,  i n fo rmat ion  packages  
and maps   

o  V is i t o r  In fo rmat ion  Cent res -  Rev iew cu r rent  in fo rmat ion  
a t  the  v i s i t o rs ’  cen t res  and ensure  a r t s ,  cu l tu re  and 
he r i t age  i s  i n tegra ted  in  the  ove ra l l  m ix .   

 
2008 
 
3.5.4 .  Strategy:  Work with  the  cul ture  and her i tage 
community  to  market  those “market-ready”  cu ltura l  
of fer ings  and events  to  key  markets .   
 
Tour i sm Wh is t le r  can  bu i ld  on  the  work  done  by  the  ACCT  and 
p romote  those  o f fe r ings  tha t  have  the  po tent ia l  to  inc rease  l ength  
o f  s tay .   
 
Key  ac t ions  
 
•  Iden t i f y  oppor tun i t i e s  to  i nc lude  a r t s  and  cu l tu re  in  co re  

marke t ing  campa igns  to  key  marke t s  
•  Engage  Tour i sm Wh is t l e r ’ s  sa les  team to  i den t i f y  where  they  can  

inc rease  awareness  o f  cu l tu ra l  events  and  o f fe r ings  in  the i r  
sa les  p i t ch  to  the  t rade  

•  Research  and ident i f y  new med ia  channe l s  tha t  w i l l  he lp  ra i se  
the  p ro f i l e  o f  those  cu l tu ra l  even ts /o f fe r i ngs  

 
 

 
 

Research~ understanding the market  

3 .5 .5 .  Strategy:  Conduct  research f rom Whist ler ’s  ex ist ing  
and potent ia l  customers  speci f ic  to  cu l tura l  tour ism 
 
Tour i sm Wh is t le r  conduct s  regu la r  v i s i t o r  surveys .  These  su rvey  
ins t ruments  a re  b road  and  inc lude  a  va r ie ty  o f  in fo rmat ion .  The  
in fo rmat ion  cur rent l y  co l l e c ted  does  no t  p rov ide  spec i f i c  
i n fo rmat ion  on  cu l tu ra l  ac t i v i t i es .  The re  i s  an  oppor tun i ty  to  
i nc lude  more  spec i f i c  f eedback  on  cu l tu ra l  i n te res t s  and pursu i t s .  
Resea rch  on  cu l tu ra l  events  and  o f fe r i ngs  shou ld  a l so  be  
under taken  to  inc lude  quant i ta t i ve  in fo rmat ion  such  as  a t tendance ,  
o r ig in  o f  respondents ,  demograph i cs ,  v i s i to r  sa t i s fac t ion ,  
access ib i l i t y  and  p rogramming  des i res .   
 
Key  ac t ions :  
 

•  Tour i sm Wh is t le r  to  con t inue  to  conduc t  p r imary  research  on  
ex i s t ing  and  po ten t ia l  v i s i to rs  to  de te rmine  in te res t  i n  
cu l tu ra l  ac t i v i t i es  
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•  Work w i th  the  ACCT  to  de te rm ine  what  i n fo rmat ion  cu l tu ra l  g roups  
cu r rent l y  co l l e c t  and  methods  used  fo r  co l l e c t ion  and  compare  how 
TW co l l e c t s  v i s i t o r  da ta  to  he lp  c rea te  a  s tanda rd i zed  survey  on  
cu l tu ra l  tou r i sm 

•  Deve lop  a  s tanda rd i zed  ex i t  su rvey  fo r  1 ]  yea r - round  cu l tu ra l  
o f fe r i ngs/ fac i l i t i es  and  2]  events  

•  Dete rm ine  how cu l tu ra l  pa r tne rs  w i l l  co l l ec t  da ta  and  when  they  
submi t  da ta  to  Tour i sm Wh is t le r  o r  to  a  th i rd  pa r ty ;  th i s  wou ld  be  a  
sha red resource .   

 
 
 
 
 

Product  & Market  Development~ invest ing  in  the future 

3 .5 .6 .  Strategy:  Cons ider  new packages  for  cu ltura l  tour ism 
 
Inc reased  co l l abora t ion  w i l l  l ead  to  new ideas  on  packag ing  cu l tu ra l  
p roduc t s .  Pa r tne rsh ips  shou ld  be  encouraged  be tween  the  cu l tu ra l  
commun i t y ,  the  ho te l s  and  o ther  bus iness  to  inco rpora te  cu l tu ra l  
exper i ences  in  the  ove ra l l  v i s i t o r  expe r ience .  
 
Key  ac t ions :  
 

•  TW to  encourage  the  cu l tu ra l  communi ty  to  work  w i th  the  
accommodat ion  sec to r  to  c rea te  and p romote  packages  tha t  
i nc lude  cu l tu ra l  p roduc t s  

•  Engage  the  sa les  s ta f f  o f  TW to  iden t i f y  new i t i ne ra r ies  fo r  g roup  
tou rs  and  Whis t le r  Mounta inee r  

•  Engage  the  con fe rence  sa les  s ta f f  o f  TW to  i dent i f y  how cu l tu ra l  
o f fe r i ngs  can  be  inc luded in  the i r  p romot ions  

 
2009  
 
3.5.7 .  Strategy:  Encourage ongoing cu l tura l  product  development  
 
Ongo ing  co l l abora t ion  and  resea rch  w i l l  he lp  i den t i f y  and  in f luence  new 
program deve lopment .  The  shor t - te rm focus  i s  to  ident i f y  marke t - ready  
cu l tu ra l  p roduc t s  and  p rov ide  marke t ing  suppor t .  The  l ong- te rm focus  
needs  to  be  on  keep ing  the  cu l tu ra l  o f fe r i ngs  f resh .  Th i s  w i l l  requ i re  tha t  
cu l tu ra l  g roups  and  bus inesses  con t inua l l y  improve  the i r  ex i s t ing  p rograms  
and in t roduce  new programming or  new events  to  enhance  the  v i s i to r  
exper i ence ,  encourage  repea t  bus iness  and  u l t imate ly  i n f l uence  the  
purchase  dec i s ion .   
 
Key  ac t ions :  
 

•  ACCT ident i f i es  a reas  where  cu l tu ra l  g roups  can  improve  the  ex i s t i ng  
o f fe r ing  

•  ACCT to  encourage  the  c rea t ion  o f  new programs  based  on  resea rch  
and gu id ing  p r inc ip l es  

•  Tour i sm Wh is t le r  sa les  and marke t ing  teams  p rov ide  feedback  on  the  
consumer  and t rave l  t rades  needs  in  p romot ing  cu l tu ra l  p roduc ts   
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3.5.8 .  Strategy:  Explore  the  idea of  creat ing a  Sea-to-Sky cu l tura l  
corr idor .  
 
Many  o f  the  s takeho lde rs  i n te rv i ewed fe l t  tha t  Wh is t l e r  cou ld  bene f i t  f rom 
adopt ing  a  reg iona l  approach to  cu l tu ra l  tour i sm.  They  fee l  tha t  the  Sea- to -
Sky  reg ion  o f fe r s  oppor tun i t i e s  to  c rea te  i nnova t i ve  cu l tu ra l  expe r iences  
tha t  cou ld  be  packaged  and  p romoted  w i th  Wh is t l e r  a t  the  hea r t  o f  the  
a rea/co r r ido r .   
 
Key  ac t ions :  
 

•  Dete rm ine  l eve l  o f  in te res t  i n  c rea t ing  a  reg iona l  cu l tu ra l  tour i sm 
exper i ence  among the  ACCT  s takeho lde rs  

•  Crea te  an  invento ry  o f  the  cu l tu ra l  p roduc t s  a long  the  co r r ido r  
•  Eva lua te  them on  the i r  marke t - read iness ,  au thent i c i t y  and  

d i s t inc t i veness  e tc .  and de te rm ine  wh ich  ones  cou ld  be  packaged  
togethe r  

•  Ident i f y  in te res ted  pa r tne rs  fo r  coopera t ion  and  deve lopment  
•  Dete rm ine  what  l eve l s  o f  fund ing  wou ld  be  requ i red  to  deve lop  and  

marke t  a  reg iona l  cu l tu ra l  exper ience  
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4. Human and Financial  Resources 
To be d iscussed wi th Tour ism Whist ler  

5. Evaluation 
 
 
Outcome Method of  Eva luat ion  Measure[s]  
St ra teg i c  f ramework  
imp lemented  

Dead l ines  met ,  regu la r  
budget  rev iew 

$  spend  on  the  p lan  
[ongo ing] ;  da tes  
s t ra teg ies  and  tac t i c s  
ach ieved  

Cu l tu re  and  Her i t age  
in teg ra ted  in to  Wh is t l e r  
message/v i s i to r  
exper i ences  

Rev iew commun ica t ion  
channe l s ,  r ev iew 
tac t i ca l  r esu l t s  

Leve l  o f  p resence  on  
web s i t e ,  pub l i ca t ions ,  
i n  va r i ous  campa igns ;  # 
o f  med ia  fams  and  
a r t i c l es  

Inc reased  co l l abora t ion  
w i th  cu l tu ra l  and  
he r i t age  sec to r  

Suppor t  and  buy- in  
f rom s takeho lde rs  

# o f  new in i t i a t i ves   

Research  on  cu l tu re  
and he r i tage  

Ex i t  and  v i s i t o r  su rveys  # o f  pa r t i c i pan ts  a t   
cu l tu ra l  ac t i v i t i es  
o r ig in /demograph i cs ,  
v i s i to r  sa t i s fac t ion  
l eve l s  and p rogram 
des i res    

Inc rease  in  room n igh t  
s tays   

Rev iew room n igh t  
s ta t i s t i c s  

#  o f  room n ights  du r ing  
spec i f i c  per i ods /events  
 

Inc rease  in  v i s i to r  
i nqu i r i es  

Rev iew quar te r l y  s ta t s  
on  inqu i r i e s /  rev iew 
tac t i ca l  r esu l t s  

#  o f  i nqu i r i e s  on  
cu l tu re  and  he r i t age  v ia  
web/  to l l  f ree/  v i s i to r  
cent res  
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Web s i tes  contd.  
 
•  Tram-Resea rch . com  
•  Vancouver . ca/c rea t i vec i t y  
•  Va i l . com 
•  V is i t sea t t l e .o rg  
•  Whis t le r . ca  
•  Whis t le r . com 
•  Wor ld - tour i sm.o rg  
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D iane  Mombourque t te -  Resor t  Mun i c ipa l i t y  o f  Wh is t l e r  
Do t i  N iedermayer -  Wh is t le r  A r t s  Counc i l  
M iche l l e  Paye t te -  Tour i sm Wh is t l e r  
Anne  Popma-  Consu l tan t  [Wh is t l e r  A r t s  Counc i l ]  
S teve  Regan-  Tour i sm Vancouve r  
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