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1.0 [bookmark: _Toc210038253]Executive Summary 

Destination Battlefords (DB) is an evolving destination marketing organization (DMO) that represents the municipalities of North Battleford and much of the surrounding district. DB has proven to be a successful marketing organization that represents the hub of adventure and business in Saskatchewan’s northwest. Destination Battlefords is a relatively young association that officially began in 2013. DB represents a vibrant four-season recreational infrastructure along with many unique cultural and historical tourism draws within the region.
Destination Battlefords has experienced great success since its inception across many facets of the tourism sector within the region. The organization performs admirably in attracting events to the area by highlighting the many four-season venues available. The tagline “Everything under the Sun” works well in all seasons and needs continuous support of an online marketing focus that allows specific targeting to an audience of the many events and activities in the Battlefords. Events such as the nationally broadcast Pinty’s Grand Slam of Curling and the hosting of the 2018 Saskatchewan Winter Games have given the region exposure provincially and nationally. The organization is well positioned to augment its success in these areas, which will be a emphasis within this strategic plan.
Much work must be done to lessen some of the negative perceptions of the area that have been driven by a national magazine article in late 2022 and incidents in the area over the last few years that have received media attention both provincially and nationally. A sound marketing strategy will allow the organization to lead and promote a positive image of the Battlefords region and expand the reach of their many varied product and service offerings. This marketing plan will build upon the leadership of the board and executive and ensure that a limited marketing budget focuses on areas with the greatest return while making execution seamless and uncomplicated.
Embarking on an exciting journey to transform perceptions and boost the region's image lies ahead. It's no secret that recent events and a controversial magazine article in 2022 have left a mark on our area, drawing unwanted attention from the media. But fear not, for a golden opportunity awaits us to reshape the narrative!
Picture this: a comprehensive marketing strategy that not only showcases our wide array of exceptional products and services but also positions us as the unrivaled leaders in the industry. With a solid plan in place, we can radiate a positive aura across the region and beyond.
We acknowledge that resources are precious, but with strategic precision, we can optimize our limited marketing budget for maximum impact. Let's focus on high-return areas to ensure every penny counts. Seamlessly executing this plan will be our pledge, keeping it straightforward and hassle-free.
Together, as a united board and executive team, we hold the reins of this transformative journey. It's time to take charge and cultivate a compelling and magnetic brand identity for the region. Let's turn the page and pen a tale of triumph, leaving behind the shadows of the past.
Now, let's unleash the power of innovation and creativity, crafting a narrative that captivates hearts and minds, ultimately driving us towards unrivaled success. Together, we shall soar to new heights, reshaping the perception of our beloved region, and carving an enduring legacy for generations to come."
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2.0 [bookmark: _Toc210038254]Marketing Situational Analysis

[bookmark: _Toc210038255]2.1 The Marketing Environment 
In the last ten years the way companies and organizations “send out their messages] has changed dramatically. The advent of social media platforms connected to fully optimized websites has changed the way a product or service can reach its intended audience – no matter how defined that audience is.
For example, many tourism organizations, like Destination Battlefords, utilize dynamic video content and online marketing tools to target a qualified tourism explorer. Certainly, those that are exploring unique travel options will search sites, view video content and read blog posts. They will also explore social media platforms such as Instagram, Facebook, and Twitter to see what others have to say about a certain area and Destination Battlefords welcomes this user-generated content and understands the importance of this expansion. To this point, DB is ahead of the curve within the province in terms of understanding the importance of online marketing and how the end consumer digests information in today’s new marketing climate.
As mentioned previously, the foundation of any sound marketing strategy in today’s new marketing world must be your online presence. This is where the growth is. This is where the potential visitor, tourist or event planner will find you. This is where the potential staff member or new tourist entrepreneur will find you. Still, this does not necessitate the need for the abolition of all traditional tactics of the marketing mix. Traditional tactics and non-traditional initiatives still have their place in the marketplace. Often, they are the ones pointing the target audience to the site so that this person can garner more information on your service, experience, activity and/or product offering.



[bookmark: _Toc210038256]3.0 Strategic Flow, Goals & Direction
[image: ]
Vision
The Battlefords and area became a top choice 
within Saskatchewan for tourism, events, 
conventions, and investment.
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Mission
Promote and enhance experiences in the 
Battlefords and area through tourism, events, 
conventions, and investment.
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Strategic Direction
· Support the progress & sustainability of a successful, quality, visitor-driven organization
· Advance the Battlefords position within the prairie tourism region by implementing a focused education and engagement approach
· Lead and partner to promote a positive image for the Battlefords Region in the prairie tourism region
· Achieve and sustain a sustainable level of growth, on an annual basis, in convention and events programming
· Lead a long-term plan to develop the unique historical and cultural opportunities in the Battlefords Region


[bookmark: _Toc210038257]3.1 Marketing Goals & Objectives
A. Tourism Marketing: Amplify awareness of the Battlefords Area, within the prairie region and beyond, by maintaining a disciplined focus of attracting visitors to its many assets
· In association with Battlefords Hotel Association and Tourism Saskatchewan, a data collection plan commences. Not available at this time
· Date Plan outline, terms of reference, and timelines to be established by September 30, 2025
· Nurture existing marketing channel campaigns that focus on Conventions, Events and Activities
	within the Battlefords Region
· Create an annual implementable tactical plan by October 31st of each year
· Expand Cultural Tourism inventory exposure within tactical plan of each year
· Preserve Battlefords Region Recreational Events and Activities publicity on a year-round basis
· On an annual basis, budget and continue networking opportunities through identified associations which are deemed to be appropriate for the region
· E.g. Canadian Sports Tourism Alliance; Indigenous Tourism Association of Canada; Tourism Industry Association of Canada; Tourism Saskatchewan
B. Education and Engagement: Actively promote Destination Battlefords in a positive manner by championing an education program to garner recognition and buy-in from the local citizen as well as within the local business community (including their staff)
· (Future) Education Engagement: Work to build partnerships with public and separate school divisions in the Battlefords Region by providing tools (presentations, marketing collateral, familiarization tours) to educate the young people and educators of the area. The Education Engagement program to be developed by February 15, 20xx and implemented by May 15, 20xx (to be continued on an annual basis thereafter)
· (Now) Business Community: Create B2B marketing collateral to be utilized in all facets of communicating with the business audience within the region. Development and production of materials completed by June 30, 2025, for distribution by July 15, 2025
· (Future) Destination Battlefords Certification Program for frontline staff to be developed by December 31, 20xx utilizing online training tools; implementation in January of 20xx.  Program to include messaging, encouragement, and/or incentives to promote positive impressions (beautification program)
· (Future)Membership: Generate a broad awareness amongst the membership and potential members in the designated area
· Standards:  
-	Establish a set of membership criterion, customer service standards and funding conditions across the DMO and its membership (dovetail with business community education in year two of the program)
-	DMO customer service standards and criteria completed by February 15, 20xx
· Recruitment:  
-	Create an education/awareness plan for prospective members by January 31, 20xx
-	Increase membership to DMO by 25% by May 31, 20xx

C. (FUTURE) Tourism Capacity Development: pro-tourism policies, strategies and practical approaches to engage local communities and local industries in the tourism development and promotion process; encouragement of sustainable and equitable employment opportunities through tourism By April 30, 20xx, strike a Tourism Capacity Development Committee 
· Committee to create a Five-Year Terms of Reference document by June 30, 20xx
· Led by Destination Battlefords and to include committee members from First Nations, business community, arts and historical entities and others deemed essential to success
· Committee to explore agency funding expansion by the development and implementation of a Partnership Program by December 31, 20xx
Committee to focus on Asset Development in all elements of tourism within the area with special attention to First Nations tourism, Valley asset development and Battlefords historical environment

[bookmark: _Toc210038258]4.0 Strategic Plan 

[bookmark: _Toc210038259]4.1 Tourism Marketing 
Since its inception, Destination Battlefords has excelled in advancing the position of the region by implementing year-round marketing and communication tactics to attract visitors from near and far. This disciplined approach, underscored by a disciplined online campaign, has worked well for the agency and the area. Existing tourism entities, including accommodation businesses in the area, have benefited from DB moving forward with a tactical plan that included the utilization of Google AdWords, Facebook and Instagram. Content creation is extremely important and has been delivered to these platforms as well as to the website. Continuous improvement in these endeavors will ultimately bring forth even more exposure to the existing tourism products and services offered in the area.
Success in attracting events such as two Pinty’s Grand Slam of Curling events in the past few years has brought national exposure to the region through SportsNet television. In turn, the Battlefords region is now seen a growth in curling participation and has become a center of excellence for curling development. Events like Pinty’s Grand Slam Curling are supported by the entire community and require engagement from a large base of volunteers and deliver so much more than the event itself. Local pride in the region and its communities are a result of such endeavors and are as important as the benefit of increased spending in the area. Sporting events are a brilliant way of attracting visitors to the area and the Battlefords Region benefits from having commendable recreational facilities in downhill and cross-country skiing, to soccer, water sports, aquatic, golf, ball, disc golf, soccer as well as curling.
Cultural tourism entities and recreational events and activities all benefit from a focused marketing plan implemented by DB. The region is blessed with museums, art galleries and historical sites which attract the cultural and cultural history buff explorer. The great abundance of recreational activities in all four seasons attracts the free spirit, gentle and authentic explorer to the area. Understanding the explorer quotient profiles and targeting them through the established online mediums will allow Destination Battlefords to get the maximum return out of their marketing efforts. Answering the following questions will ultimately benefit the entire area:
· Who are the best customers?
· What do they want to buy?
· How do we communicate with them?

Focused and targeted marketing is achievable. The development of “who to market to’ can be the
challenge. Working with Tourism Saskatchewan and Destination Canada in the Explorer Quotient (EQ) process and focusing on social values-based marketing will set DB apart from other provincial destination marketing organizations. More information on EQ can be found at https://www.destinationcanada.com/en/tools 
Website search engine optimization (SEO), website engagement through social media channels and direct DB local business-to-business interaction, will assist in building the brand organically. This will reach the identified targets in a manner befitting the organization, yet the organization will still have to ensure that it participates in face-to-face engagements through the many associations available to it. Tourism Saskatchewan, Destination Canada, the Canadian Sports Tourism Alliance, the Indigenous Tourism Association of Canada and the Tourism Association of Canada are great examples of networking groups that Destination Battlefords should continue to partake.

[bookmark: _Toc210038260]4.2 (Future) Education and Engagement
Destination Battlefords has already proven itself to be a champion of the region. Many people and businesses from the area are truly engaged yet there is much work to be done here. Negative perceptions of the region still exist and have been perpetuated by harmful articles and recent confrontations in the area. Destination Battlefords can continue to actively promote in a positive manner by offering insights and opportunities through an outreach program underpinned in educating the citizens and businesses within the region.
Working with the school systems and providing tools to educate the young people in the area about the history, culture, recreational and tourism events in the area will foster engagement from a local audience. Young people will clearly see the local opportunities through an active learning mechanism and become the leaders of change within their own communities. It cannot be underestimated how beneficial this education and engagement program could be to the area and clearly it can e driven by the youth of the Battlefords region.
DB education and engagement is further enhanced by engaging with local businesses in assisting them to educate their employees. A successful tourism community needs to ensure that local businesses understand the importance of tourism and the work being done by Destination Battlefords. Online training tools will assist in educating business employees and a DB Certification Program will elevate the importance of understanding the area so that visitors will feel welcome and appreciated. Pride in the community will be fostered through the encouragement of a business beautification program. Over time this will become a core business characteristic for the region, and it will contribute to strengthening community infrastructure and tourism readiness.
DB Tourism Membership is a vital component of supporting the local tourism products and services and retention and recruitment of members should be an annual priority. The education and engagement program will bring awareness to the organization and create the potential for new members to join. Membership retention and recruitment will undoubtedly fit together well with the business community initiative in promoting the wealth of benefits of a strong tourism sector in the area.
Done correctly this type of outreach programming can set the tone for engagement in all destination marketing organizations in the province. Destination Battlefords has an opportunity to pioneer such programming in Saskatchewan and redefine the perception for the area.

[bookmark: _Toc210038261]4.3 (Future)Tourism Capacity Development
The evolution of Destination Battlefords has brought the organization to the point that it is able to explore new channels of visitation. Here a committee led by DB and including leaders from First Nations, businesses, the arts community and historical entities can investigate and research the development of the area’s tourism capacity. 

Creating value in the destination is a form of sustainable tourism and to this point, policies, strategies and practical approaches will be developed by this committee of community leaders. The committee will be challenged to find a balance between cultural values, environmental attractions and the economic results that the development of tourism can offer to Destination Battlefords. The creation of value in a tourism destination can be determined by specialization through the creation of products targeted toward specific market segments. These products and market segments will need to be explored over time by the committee which will work towards asset development in the correct context.

[bookmark: _Toc210038262]4.4 Destination Battlefords’ Branding and Positioning 
It is important to note that brands are not built by marketing – they are built on the product and/or service. The brand is the promise – for example, the Volvo is a very safe car – and one must deliver on the promise. Here a good brand must cut through the clutter while sending out a clear and singular message.
The brand is what people think of you – it is not a slogan or a logo. Slogans and logos are not brands. Destination Battlefords has already established its brand over time, and it reflects the brand promise. The brand promise is built on the delivery of the products and customer service of DB and area.
This has not happened overnight – brands and the messages therein are built over time. Here it has taken DB many years to position the brand – and it has taken all the DB staff, board and stakeholders to believe in the brand promise and work to deliver on it. In other words, this high level of customer engagement, coupled with a strong desire to be regarded as a leading tourism destination in the province, has organically grown DB over a short period of time. The tagline of “everything under the sun” speaks to the region being the hub of adventure and business in Saskatchewan’s northwest. It speaks to the fact that the area has the infrastructure to provide four seasons of events as well as cultural and recreational activities. It speaks to the fact that the area is nestled in an area that has an excess of significant Indigenous and pioneer historical stories.
These words speak to the quality and consistency of the product and service that DB delivers. This is the brand promise – the key messaging - and it can be enhanced by the marketing efforts within this document. This is what makes Destination Battlefords essential, and branding is the art of connecting this defined expectation level of the organization to a defined audience.
[image: ]
[bookmark: _Toc210038263]5.0 Tactical Approach

[bookmark: _Toc210038264]5.1 Overview of Tactical Plan
The enclosed Tactical Plan directly reflects the pre-approved macro goals and objectives of Destination Battlefords planning group.
The tactics employed will be in sync with the vision, mission and the strategic direction of the organization as well as the goals and objectives.

[bookmark: _Toc210038265]5.2 Tactical Approach & Responsibility
[bookmark: _Toc210038266]	5.2.1	Tourism Marketing: Online Marketing: Pay-per-click Advertising, content
[bookmark: _Toc210038267]production and maintenance
[bookmark: _Toc210038268]	5.2.2	Tourism Marketing: Local Awareness Advertising
[bookmark: _Toc210038269]	5.2.3	Tourism Marketing: Event and Convention Support Plan
[bookmark: _Toc210038270]	5.2.4	Tourism Marketing: Event Attraction & Opportunity Development
[bookmark: _Toc210038271]	5.2.5	(N/A) Tourism Marketing: Data Collection Plan Development
[bookmark: _Toc210038272]	5.2.6	(Future) Education and Engagement: Education Engagement Plan
[bookmark: _Toc210038273]	5.2.7	Education and Engagement: B2B Marketing Material
[bookmark: _Toc210038274]	5.2.8	(Future) Education and Engagement: Destination Battlefords Certification Program
[bookmark: _Toc210038275]	5.2.9	(Future) Education and Engagement: Membership Standards and Awareness Plan
[bookmark: _Toc210038276]	5.2.10 (Future) Tourism Capacity Development: Tourism Capacity Development Committee





	Goal:
	Tourism Marketing
	Target Audience:
	Selected Explorers; General Public

	Objective:
	5.2.1 Online Marketing: Pay-per- click Advertising, content production and maintenance
	Budget:
	

	Rationale:

	· By keeping information and content current, DB can keep the target audience informed as

	well as bring light to events and activities in the Region 

	· Explore increasing traffic to DB website through pay-per-click advertising

	· Allow opportunity for third party endorsements of region – user-generated content

	· Use social media to increase awareness of the brand, the events, activities, products and

	service offerings and the community efforts of DB

	Action Plan:

	· Develop a content production schedule and plan by April 30, 2025

	· Develop a detailed list of yearly events to support social media content annually 

	· Detailed online advertising pay-per-click plan to be completed by June 1, 2025, and to

	include:




	· Facebook ads budget 
· 

	· Google AdWords budget 
· Website maintenance 
· 

	Responsibility:

	· Manager

	Timing:

	· Develop a content production schedule and plan by April 30, 2025

	· Detailed online advertising pay-per-click plan to be completed by June 1, 2025

	· Develop consistent schedule where website content and promotions match online

	advertising messaging









	Goal:
	Tourism Marketing
	Target Audience:
	Local residents & businesses & assoc.

	Objective:
	5.2.2 Local Awareness 
Advertising
	Budget:
	
Local Placements 
Other 

	Rationale:
· Selected local advertisement opportunities to provide affinity to local associations and organizations. 
Action Plan:
· Battleford’s & District Chamber of Commerce Map 
· Trail Maps -Website QR Code 
·     Chamber Link Kiosk
·     Other 

Responsibility:
· Manager

	
Timing:
· Other as needed
· Battleford’s & District Chamber of Commerce Map December 31st   2024
· Trail Maps QR Code will be completed by April 30, 2025. 
· Chamber Link December 2024
· 















	Goal:
	Tourism Marketing
	Target Audience:
	Event planners

	Objective:
	5.2.3 Event and Convention Support Plan
	Budget:
	Event & Convention Plan

	Rationale:
· Continuation of networking and outward-facing communication with organizations and associations that influence the booking of events to the Battlefords area
· Provision of direct support to promote existing events and expose event attendees to the
Battlefords Community Brand
Action Plan:
· Detailed Event and Convention Plan to be completed by October 31st (annually) and to include:
· Cooperative Radio campaign 
· Event posters 
· Event support promotional items 
· Reporting of results of Event and Convention Plan to be delivered to the Board of Directors by
October 31st (annually)
Responsibility:
· Manager

	Timing:
· Detailed Event and Convention Plan to be completed by October 31st (annually)
· Reporting of results of Event and Convention Plan to be delivered to Board of Directors by October 31st (annually)
















	Goal:
	Tourism Marketing
	Target Audience:
	Sport Organizations, Cultural
Organizations

	Objective:
	5.2.4 Event Attraction & Opportunity Development
	Budget:
	Sport Tourism 
Opportunity Budget

	Rationale:

	· Membership of Canadian Sports Tourism Alliance is seen as integral for continuation of

	successful sports event attraction plan

	· Opportunity budget is seen as astute to be prepared to capitalize on prospective events and

	occasions not yet identified
Action Plan:

	· Canadian Sports Tourism Alliance membership 

	· Attendance at Canadian Sports Tourism Alliance Congress 

	· Reporting of results of Event and Convention Plan to be delivered to Board of Directors by

	October 31st annually

	· Organization to be open to Special Event Projects as they become available
o	Opportunities budget 

	Responsibility:

	· Manager

	Timing:

	· Data Event & Convention Plan to be completed by October 31st (annually)

	· Reporting results of Events & Convention Plan to be delivered to Board of Directors by

	October 31st (annually)













	Goal:
	Tourism Marketing (Not presently offered by T.S.)
	Target Audience:
	DB Stakeholders

	Objective:
	5.2.5 Data Collection Plan Development
	Budget:
	Staff Driven; Board Supported

	Rationale:
· Tourism is an important economic driver for the entire region and the investment from stakeholders to Destination Battlefords is significant. Therefore:
· Visitor data collection will assist in supporting funding decisions
· Data will help with feasibility decisions on new tourism initiatives
· Battlefords Hotel Association data can be foundational to this endeavour 
Action Plan:
· Work with Battlefords Hotel Association and Tourism Saskatchewan and develop a data collection plan for the region as follows:
· Data Plan outline, terms of reference and timelines by September 30, 20xx
Responsibility:
· Manager – Data Collection from Tourism not available at this time

	Timing:
· Data Plan outline, terms of reference and timelines by September 30, 20xx






















	Goal:
	Education and Engagement – Future
	Target Audience:
	School Divisions

	Objective:
	5.2.6 Education Engagement Plan
	Budget:
	Staff Driven; Board Supported

	Rationale:
· Work with school divisions to provide education in local tourism by providing tools (presentations, marketing collateral, familiarization tours)
· Students will be made aware of the importance of tourism, the benefits of tourism to the region and what tourism involves
· Students, in turn, will help spread the word to adults and consider volunteering at tourism events. Students as Ambassadors
· This plan has short-term benefits, but the long-term benefit of a tourism knowledgeable student population is significant
Action Plan:
· Initial engagement of school systems by September 30, 20xx
· Education Engagement Program to be developed by February 15, 20xx
· Education Engagement Program to be implemented by May 15, 20xx
· Program to be continued on an annual basis 
Responsibility:
· Manager – Not included at this time

	Timing:
· Initial engagement of school systems by September 30, 20xx
· Education Engagement Program to be developed by February 15, 20xx
· Education Engagement Program to be implemented by May 15, 20xx



	Goal:
	Education and Engagement
	Target Audience:
	Local businesses

	Objective:
	5.2.7 B2B Marketing Material
	Budget:
	 

	Rationale:
· Local businesses benefit from tourism and can assist in becoming ambassadors
· Tourism enhances the infrastructure, viability, and visibility of the community, increasing its attractiveness as a place to visit, work, or call home
· Businesses can play a significant role in the rejuvenation of the positive image of the Battlefords region
Action Plan:
· Create B2B marketing collateral to be utilized in all facets of communicating with the business audience within the region.
· Development and production of online materials completed by June 30, 2025
· Distribution of B2B Materials by July 15, 2025
Responsibility:
· Manager

	Timing:
· Development and production of materials completed by June 30, 20xx
· Distribution of B2B Materials by July 15, 20xx




	Goal:
	Education and Engagement -Future
	Target Audience:
	Local Businesses

	Objective:
	5.2.8 Destination Battlefords Certification Program 
	Budget:
	 

		Rationale:


· Local businesses benefit from tourism and can assist in becoming ambassadors – many owners and staff may not fully understand the benefits of tourism and what the region has to offer. Tourism enhances the infrastructure, viability, and visibility of the community, increasing its attractiveness as a place to visit, work, or call home. Businesses can play a significant role in the rejuvenation of the positive image of the Battlefords region
· A Certification Program can benefit businesses and their staff alike by:
· Recognizing education in local tourism and high standards of operations
· Beneficial for marketing purposes of local businesses
· Assures tourists that a local business/staff are committed to best practices,
providing a quality experience and customer service
Action Plan:
· Destination Battlefords Certification Program for frontline staff to be developed by December 31, 20xx which will include:
· Online training tools
· Messaging, encouragement, and/or incentives to promote positive impressions (beautification program)
· Implementation in January of 20xx
Responsibility:
·  Manager – Not Included at this time

	Timing:
· Destination Battlefords Certification Program for frontline staff to be developed by December 31, 20xx
· Destination Battlefords Certification Program Implementation in January of 20xx



	Goal:
	Education and Engagement – Future
	Target Audience:
	Members; Stakeholders

	Objective:
	5.2.9 Membership Standards and Awareness Plan
	Budget:
	 

	Rationale:
· Standards
· Establishment of a set of membership criterion, customer service standards and funding conditions across the DMO is a long-term program that requires great input from many stakeholders
· It is important to have businesses and members progressing in the delivery and published standards so that the tourist can depend on the credibility of the business/organization
· Benefits include being directly involved in DMO and access to DB resources as well as being able to market membership and reaching plateaus within standards criterion
· Note: many programs are set up in three stages – recognition, approval and accreditation so established guidelines will be inclusive
· Recruitment
· Increasing membership incrementally provides increased funding and wider reach
for DMO
Action Plan:
· DMO customer service standards and criteria completed by February 15, 20xx
· Create an education/awareness plan for prospective members by January 31, 20xx
· Increase membership to DMO by 15% by May 31, 20xx
Responsibility:
· Operations Manager – Not Included at this time

	Timing:
· DMO customer service standards and criteria completed by February 15, 20xx
· Create an education/awareness plan for prospective members by January 31, 20xx
· Increase membership to DMO by 15% by May 31, 20xx







	Goal:
	Tourism Capacity Development – Not at this time
	Target Audience:
	Stakeholders

	Objective:
	5.2.10 Tourism Development Committee
	Budget:
	 

	Rationale:
· Evolution of DMO is to ensure continuous improvement by establishing a committee of community and regional leaders to oversee:
· The development of pro-tourism policies, strategies and practical approaches to engage local communities and local industries in the tourism development and promotion process.
· Encouraging sustainable and equitable employment opportunities through tourism
· Committee will lead expanded funding partnerships and focus on asset development in all
elements of tourism within the area
Action Plan:
· Strike a Tourism Capacity Development Committee by April 30, 20xx
· Committee to create a Five-Year Terms of Reference document by June 30, 20xx
· Committee to explore agency funding expansion by the development and implementation
of a Partnership Program by December 31, 20xx
Responsibility:
· Manager – Not at this time

	Timing:
· Strike a Tourism Capacity Development Committee by April 30, 20xx
· Committee to create a Five-Year Terms of Reference document by June 30, 20xx
· Committee to explore agency funding expansion by the development and implementation of a Partnership Program by December 31, 20xx



[bookmark: _Toc210038277]5.3 Measurement Grid
Measurement of performance allows an entity to analyze and improve the efficiency and effectiveness of tactics that have been utilized.
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	Goal
	Objective
	Action
	Budget	Actual

	Tourism Marketing
	5.2.1 Online Marketing; 
content production; 
maintenance
	· Pay-per-click Plan June 1, 2025
· Social Media                            Total $                

	

	 
	5.2.2 Local Awareness
	· Local ad by April 30, 2025
	

	 
	 
	· Other October 15, 2025
	

	 
	5.2.3 Event & Convention
	· Event & Convention plan October 31st, 2025 (annually)
	

	 
	Support Plan
	· Results to Board October 31st (annually)
	 

	 
	5.2.4 Event Attraction &
	· Event & Convention plan October 31st (annually)
	

	 
	Opportunity Development
	· Results to Board October 31st (annually)
	

	 
	5.2.5 Data Collection N/A NNN/APlan
	· Data Plan by Sept 30, 20xx
	      N/A

	Education
	5.2.6 Education Engagement
	· Plan by Feb 15, 20xx
	      N/A

	and
Engagement
	Plan N/A
	· Implemented by May 15, 20xx
	 

	 
	5.2.7 B2B Marketing Material
	· Development of materials June 30/25
· Distribution by July 15/25
	

	 
	5.2.8 DB Certification 
Program N/A
	· Programming developed by Dec 31/xx
· Implemented by January/20xx
	       N/A

	 
	5.2.9 Membership 
Standards & Awareness 
Plan N/A
	· Criteria by Feb 15/24
· Awareness plan to members by Jan31/xx
· Increase membership by 25% by May31/xx 20xx2024
	       N/A

	Tourism Capacity Development
	5.2.10 Tourism Capacity Development Committee N/A
	· Committee struck by April 30/xx
· 5-year TOR Document by June 30/xx
· Partnership Program by Dec 31/xx
	       N/A




















[bookmark: _Toc210038278]6.0 Summary

This strategic marketing plan for Destination Battlefords calls for the expansion of the brand to a specified target audience group beyond the existing base. Goals have been determined, and purposeful prioritization will be given to awareness, business and educational development, as well as to the development of meaningful partnerships and advocacy. Tactical priorities are also clearly identified and include the prioritizing of tourism marketing; an education and engagement plan; a tourism capacity development plan by the creation of a committee consisting of community leaders and led by Destination Battlefords.
Destination Battlefords would be prudent to adopt a governance reporting and strategy model that ensures that the organization is consistent in its approach on a year-to-year basis. This focused marketing approach will deliver incremental exposure to the area which, in turn, will deliver on the long-term and short-term goals and objectives of Destination Battlefords.
Much work will need to be done. The momentum will continue to be built over time, and the perseverance and dedication of the management and board of directors will eventually create a groundswell of internal support and knowledge plus external support from the target groups and beyond. Ultimately, this persistence to create awareness and business and education development, will place Destination Battlefords as a leading destination marketing organization within the province of Saskatchewan.
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