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VISION AND MISSION 

• Vision 

• Mission 

• Guiding Principles: 

• Innovation 

• Passion 

• Ambassadors 

• Leadership Present Board of Directors (elected March 26, 2015) 

• Accountability 

• PEOPLE! FORT l!llll!jjjU 
• Destination Management Organization McMURRAY 

TOURISM 
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BUDGET RELATED PROGRAM REQUEST 

Engage Community 

/ 

/ 

Marketing 
• Locally 

../Encourage a live, stay and 
play at home atmosphere 

• Provincially, Western Canada, 
North America & internationally 

../Build destination awareness 
->engage various markets 
with tourism experiences 

../Media Familiarization [Fam] 
tours (compliment Tour 

Operator Fam ~~~s~ li!Jllijjj l 
McMURRAY 

TOURISM 

4 



· Local Marketing 
Oversized Post Cards 

YMM 

FORT Ulu,ull Culinary Tourism Scene 
McMURRAY Thrives in Fort McMurray 

TOURISM 

Showcasing our facilities. our people, ---·-::::----::--:--:~-.,..--.,~=="""'"""""""'~~.,..~ 
Buffalo's 2015 events offer something for everyone. Sports, history, 
family, or culture - the vibrancy of the region shows through. 

FORT jjjjHJlllil 
McMURRAY 

TOURISM 
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Local Marketing 

Airport Welcome Sign - North Terminal & ETE Tours 

'" Fort McMuNay, 

FORT liluJIIII 
McMURRAY 

·~ ...... 
Call 1.800.565.3947 

to book today 

6 



I 
I 

Local & Regional Marketing 

YLW {Kelowna) & YMM Advertisements 

FORT jjjjUllljll 
McMURRAY 

TOURISM 
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~~ 
Region a I Marketing ~·-!!~,.,.~ ~~.~L 

Alberta Outdoorsmen Magazine Ads & Advertorials 

F'ORT IIUIPIU 
McMURRAY 

TOU .. ItW 
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FORT jjjlilljjjU 
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Regional & International Marketing 
WestJet up I Magazine 
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.......... -..tN<-.-ud!y. 
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lllll FORT liillill 
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Regional & National Marketing 
SnoRiders 

FORT HllllilllU 
McMURRAY 

TOURISM 
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Regional & National Marketing 

Outpost Magazine 

Il
l 

~ u 
FORT jjjjjjll 
McMURRAY 

TOURISM 
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National & International Marketing 

Travel Trade Shows & Consumer 
Shows 

• Canada's West Marketplace
November, 2015 in Kelowna, BC 

• 400 International Tour Operators 
& Wholesalers from Europe, Asia 
Pacific & the Americas 

• Jointly hosted by Travel Alberta & 
Destination BC since 1989 

··~~ Cru1ada s West " 
MARKETPLACE 
Altx--na & Hrilish Culurnbia 

FORT illilli!Jll
1 

McMURRAY 
TOURISM 
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National & International Marketing 

• Rendez-vous Canada is Canada's 
premier 4 day international 
tourism marketplace in May, 
2015 

• More than 1,500 
international tourism 
professionals 

• Series of twelve-minute 
appointments to promote 
or discover unique 
Canadian experiences. FORT jjjjjjJllli 

McMURRAY 
TOURISM 

13 



Promotional Collateral 

Visitors' Guide Conference Planner Visitors' Map Sports Guide 
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Responsive Regional Website 

FORT lliiJI!IUJI 
McMURRAY 

TOURISM 
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Visitor Services 
Includes: 

• In-person inquires 

• 1-800 toll-free line 

• online inquiries 

• e-mail inquiries 

• social media 

Gov't of Alberta & FMT partnership in Wood 
Buffalo region announcement- July 24, 2014 

Primary Location (gateway to region): 

Oil Sands Discovery Centre 

(A VIP* certified location) 

• Mobile Visitor Information at 
special events, sporting events, 
conferences, etc. 

Oil Sands Discovery Centre 
Visitor Information Centre 

FORT lillllllllll 
McMURRAY 

TOURISM 
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Visitor Experience 

Gold Star Program 

Includes: 

• Customer service recognition 
program with Awards Gala 

• Customer service training at 
the frontline and supervisory 
levels 

17 
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BUDGET OVERVIEW- DMO {core) 

Total funding request- $670,000 

A) Visitor Services & Experiences (core): 

~Visitor Information Centre, 

~Gold Star Program Delivery, 

~Market data collection & reporting, 

~Administration associated with delivery 

o Fort McMurray Tourism- ambassadors serving 
people 

0 Impacting 5 rv 7 locally employed people annually jj'j 1llJll 
(seasonal increase for summer) FORT ! II 

McMURRAY 
TOURISM 
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BUDGET OVERVIEW- DMO {core) 

B) Marketing, Promotions & Development (core): 
v' Product Development & Research, 
v' Familiarization Tours & ETE Tours, 
v' Marketing (campaigns, tradeshows, online/social media) & 

collateral, etc. 

o Fort McMurray Tourism- industry professionals with global 
. 

experience 
o Impacting 2 + locally employed people annually 

FORT illl!lllllll 
McMURRAY 

TOURISM 
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Total funding request- $670,000 

A) Visitor Services & Experiences 
(core) 

B) Marketing, Promotions & 
Development (core): 

o Impacting 7 rv 10 locally 
employed people annually 
(seasonal increase for summer) 

o Personnel costs: 41% 

Budget Item Request 

RMWB 
Request 

$370,000 

34o/o 

(-$1.1 million total budget) jjjjU 
FORT illlJl 
McMURRAY 

TOURISM 
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Direct Value to the Region 
West Jet Up! 

Topics: Fort McMurray, Adventure Travel, Cross 
Country Skiing, B&B, Dining 

I 
.. Sportsnet 

• Topics: Fort McMurray, Western Canada Summer 
Games, River travel, Picnic 

~ Outpost Magazine, MEC 

,, Topics: Fort McMurray, Fort Chipewyan, Fort Smith, 
FY'\i:-!~ 

tt·~.~stand up Paddle boarding from Fort Chip- Fort 
..,.,, .. =-=- Smith, Wood Buffalo National Park, Adventure 

• Travel, Wildlife 

r·~"~~Giobe & Mail, Seekers Media 
I 

., ... ~,Topics: Fort McMurray Adventure Travel, Sand 
l!llf.Mf!aO: Dunes and Richardson Backcountry 

FORT lillliljjlll 
McMURRAY 

TOURISM 

21 



Direct Value to the Region 
Media Familiarization Tours- between 2014-15 

• Throughout the year FMT specifica lly targets 
media outlets with the purpose of enhancing our 
region's image and host a blend of event and 
media familiarization tours which have resu lted 
in favourable coverage to date locally and 
nationally. 

• $3+ Million earned media value (cost if you were 
to place ads across these channe ls in market) 

• Partnered with Travel Alberta & Wood Buffalo 
businesses and experiences across all season 

FORT jjjjJlljjjU 
McMURRAY 
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' 

Direct Value to the Region 
The Globe and Mail 

l, ·1'ljU 
FORT iii JiJ 
McMURRAY 
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Sports Tourism 

~GAP Analysis Report, 

~Sales & Marketing Plan 
~ CSTA- STEAM PRO & Facility Inventory 

Tracking System (as is possibleL 
~Business development & marketing 

activities I materia Is. 
~To support venues, sport user groups, 

RMWB in their endeavours to bid for 
sporting events (single & multiple sport) 

~Externally oriented resource for the 
. 

reg1on. 



BUDGET OVERVIEW- Sports Tourism 

Sports Tourism 

(newly supported by the RMWB) 
o Fort McMurray Tourism- industry 

professionals with national 
• experience 

o Impacting llocally employed 
person annually 

o Personnel costs: 36% 

Budget Item Request 

RMWB 
Request 

$300,000 

1 OOo/o 

($300,000 total budget) j' Jlllll 
FORT iilll 
McMURRAY 

TOURISM 
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~Sales & Marketing Plan, 
~Business development & marketing 

activities/ mate ria Is. 
~To support venues, local businesses, 

facilitate larger meetings, 
conferences/ conventions, incentive 
groups and exhibitions in our region's 
facilities, 

~Externally oriented resource for the 
region for RFPs & Bids, 

~Supportive of venue sales activities. 






