
Travel Manitoba
2008 to 2011Business Plan

The Road to 2010



Travel Manitoba
Mission

Travel Manitoba will be the leader in 
stimulating innovative, sustainable 
tourism growth in Manitoba.
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Mandate

• Markets the province as a desirable tourism 
destination;

• Provides visitor and information services;
• Stimulates productivity and development for 

people and businesses involved in the tourism 
industry;

• Enhances the quality and competitiveness of 
tourism products and services;

• Encourages and participates in tourism 
consultations and undertakings with individuals, 
businesses, agencies and government;

• Enhances public awareness of tourism;
• Promotes the training, development and 

employment of people involved in the tourism 
industry.
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Values and Guiding Principles

• Partnerships

• Proactive and innovative

• Excellence in service and quality

• Shared investment by public and 
private sectors

• Open and meaningful communications 
with industry 
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TASK FORCES

Travel Manitoba Board
of Directors

President 
& CEO

Management
& Staff

Leisure, Culture
& Heritage

Advisory Committee

Outdoors
Advisory Committee

Quality and Industry
Competitiveness
Advisory Committee

Organization Structure
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Board of Directors

• Policy governance model

• Sets strategic priorities, 
budgets and performance 
measurements

• Meets four times annually

• Standing Committees:

– Executive

– Nominating

– Audit The Road to 2010
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Industry Advisory Committees

Task Forces
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• Leisure
– group travel strategy

• Outdoors
– hunting growth potential
– Establishing new provincial licensing standards

• Industry, Quality and Competitiveness
– Sustainable Tourism Plan

• Visitor Services Review
• New – State of the Tourism Industry
• New – Long Range Planning



• Contributes $1.5 billion to provincial GDP

• Sustains 15,900 indirect jobs

• Generates $607 million in export revenue 
from external markets

• Produces $513 million in tax revenue

• Includes 4,500  businesses in a variety 
of subsectors – mostly SME’s

A Manitoba Tourism Perspective
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• Increased globalization/ competition
• Limited air access
• Declining United States market 

• WHTI
• Rising Canadian Dollar
• gas price volatility

• Changing Distribution Channels/ influence of 
the Internet

• Consumers seeking more frequent, shorter 
vacations

• Infrastructure investment deficit
• Sustainable tourism practices

Market Conditions

The Road to 2010

�



Supply

• Experiential products:

– Leisure / Touring

– Fishing and Hunting

– Outdoor Adventure

– Culture and Heritage

– Meetings, Conventions and Events

• Mass vs. niche markets 

• Industry, quality and competitiveness

• Access to capital for new development
The Road to 2010

	



• Established new business model and corporate 
structure.

• Tripled industry investment in marketing and   
development programs.

• New “ Unforgettable Manitoba” Marketing 
campaign; Integrated Spirited Energy

• Generated $7.5 million in media coverage in 2005.

• Established strong working relationships and 
partnerships with industry stakeholders.

• Developed over 60 new packages including 8 
aboriginal + 5 Outdoor Adventure

•
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Tourism Outlook is Positive

• The Conference Board of Canada forecasts 
overall growth in expenditures of 4.9 % for 
2008 and 5.0% for 2009.

• Stronger growth expected from domestic and 
overseas markets

• United States market will continue to decline

The Road to 2010
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The Goal
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Strategic Priorities:

• Promote Manitoba as a quality, year round
tourism destination

• Ensure exceptional visitor experiences 

• Foster a professional tourism industry

• Strengthen an efficient and effective 
organization with a positive corporate culture

The Road to 2010
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Promote Manitoba as a quality 
year round tourism destination
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• Encourage new Manitobans as well as their friends 
and relatives to vacation in Manitoba.

• Explore the potential to intercept travelers enroute

to eastern and western destinations.
• Build relationships with the travel trade and reach 

consumers through media relations and on-line 
activities.

• Deliver an internationally competitive consumer and 
travel trade website.



Ensure an exceptional visitor

experience
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Foster a Professional

Tourism Industry
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Strengthen an efficient and 
effective Organization with a 
positive corporate culture
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Celebrate Manitoba
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Major Events

• Build on the “Best Host” Reputation

• Establish Manitoba as the leader in hosting 
major events in Canada

• Research-based / ROI driven

• Homecoming 2010 – 50,000 visitors - $20 million

• 2010 Olympics Strategy
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High Yield International Markets

The Road to 2010
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Midwest United States campaign 
- focus on Minnesota and North Dakota
-Mitigate WHTI border crossing concerns
-Increase expenditures by 15%

High Volume United States Market



Aboriginal Tourism
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· Enhance trip planning functionality 
and access to information.

• Drive traffic to travelmanitoba.com

• Close the sale by linking suppliers to 
travelmanitoba.com

• Educate industry to build capacity

• Ensure the technology platform 
supports both industry and 
consumers in working with Travel 
Manitoba.

E-Business
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• Industry Advisory Committees
• Rural Regional Tourism Associations
• Manitoba Tourism Secretariat
• Destination Winnipeg
• Manitoba Lodges and Outfitters Association
• Manitoba Hotel Association
• Manitoba Tourism Education Council
• Aboriginal and Francophone stakeholders
• Chambers of Commerce

Collaboration and Partnership
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2008 Performance Targets

•

•
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Measuring Success

• Number of visitors:

– spending and origin

• Yield

• Partnership participation / investment

• Program measurements

• Partner satisfaction

• Employee satisfaction
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2008 to 2011 Business Plan
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TOTAL TOURISM RECEIPTS IN MANITOBA 2004-10

$1,419

$1,503

$1,579
$1,633

$1,703

$1,773

$1,846
$1,777

$1,886

$2,001

$1,672

$1,250

$1,440

$1,630

$1,820

$2,010

2004 2005 2006 2007 2008 2009 2010

($ MILLIONS)
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