
 

 CORPORATE AND ADMINISTRATIVE SERVICES COMMITTEE 
 
 Thursday, March 22

nd
, 2012 

 SCRD Boardroom, 1975 Field Road 
 
 AGENDA   
  

 

CALL TO ORDER   1:30 p.m. 
 

 

AGENDA  

 

1.  Adoption of Agenda  

  

DELEGATION 
Celia Robben, President, Sunshine Coast Tourism 
Re:  2% Hotel Tax 

Annex A  
Pg 1-8   

 

REPORTS 
 

2.  Purchasing Officer and Risk Manager – Contracts between $20,000 and 
$100,000 

Annex B  
Pg 9 

 

3.  Provincial Response to 2011 UBCM Resolutions be received Annex C  
Pg 10-19 

CORRESPONDENCE 

4.  Union of BC Municipalities (UBCM) 
Regarding the Gas Tax General Strategic Priorities Fund and Innovations 
Fund 
 

Annex D 
Pg 20-21  

 

5.  UBCM 
Regarding the Canadian Economic and Trade Agreement 

 

Annex E 
Pg 22-26 

6.  UBCM 
Regarding Local Government Awareness Week and National Public Works 
Week 

 

Annex F 
Pg 27  

NEW BUSINESS 

7.  Discussion – Standing Committee Vice Chair Remuneration 
(Referred from February 23, 2012 Corporate and Administrative Services 
Committee) 

Verbal 
 

 

IN CAMERA 

 

ADJOURNMENT 

 



 

 

 

 

 

 

 

 

1.1 Introduction 
In 2006 the Sunshine Coast Region commenced a tourism planning process through the Tourism BC 

Community Tourism Foundations program.  Workshops were held within the Region and the process  

resulted in the development of a Destination Sunshine Coast – A Plan to Enhance the Tourism Economy of the 

Sunshine Coast in September 2007. The focus was on the establishment of a new and well-funded regional 

destination marketing organization and the adoption of a marketing approach that would be based on new 

regional branding of the entire Sunshine Coast.  The Plan highlighted the need to address low marketplace 

awareness of the region as a destination and emphasized the importance of building a stronger internal 

understanding of the value of tourism within the various tourism sectors and local government.      

In September 2011 Tourism BC facilitated a ‘revisit’ to the Sunshine Coast to review progress and establish 

new priorities.  A full-day Workshop held in Powell River was attended by stakeholders representing a cross 

section of tourism-related businesses, Sunshine Coast Tourism, and Tourism Powell River.  The full document 

represents a synthesis of the Workshop discussions.  It presents an overview of the tourism industry and the 

strategic accomplishments of the implementation period, and identifies priorities in moving forward.    

1.2 Reviewing the External Operating Context  
Tourism is a significant component of the BC economy and generated $13.4 billion in revenue in 20101.  This 

represents a 44% increase over a ten-year period2.   

1.3 The Local Context and Strategic Accomplishments 2007-2011 
There has been considerable growth and change within the local tourism industry since the completion of 

the Destination Sunshine Coast Plan in 2007.  

a) Year over year analysis of room revenue trends over the past decade highlights the following: 

 

                                                           
1 Figures cited in AtBC Corporate Presentation May 2011 (unpublished) 
2 Ministry of Jobs, Tourism & Innovation, April 2011, The Value of Tourism in British Columbia: Trends from 1999 to 2009 
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Year over Year Change in Room 

Revenue for the Region 

 

 A strong level of year over year growth in the 

Lower Coast.  This becomes particularly 

pronounced following the establishment of 

Sunshine Coast Tourism. 

 The trends for the Upper Coast are more in 

keeping with the trends for the province 

overall and for Vancouver Coast & Mountains 

Region.  

 The establishment of Sunshine Coast Tourism is 

a significant step forward for the Sunshine 

Coast after 10 years of working towards a regional delivery model for destination marketing.  It has 

increased the visibility of the tourism industry locally and has resulted in a greater level of government 

recognition and funding for marketing activities.      

 Currently SCT is operating with a budget of $177,500 (inclusive of $50,000 in-kind).  Approximately 38% 

of the funds, including in-kind contribution of staff and resources from Tourism Powell River, are derived 

from the public sector, with a further 14% coming from Tourism BC’s Community Tourism Opportunities 

fund.  Membership funding and stakeholder activities, including cooperative marketing, workshops, and 

in-kind contributions of services make up 48% of funds. 

 This level of funding falls well below the proposed levels of the initial Plan. After deliberations, decisions 

have been made by all to pursue the 2% MRDT on a Regional basis with SCT acting as the eligible entity, 

and to endorse an application if sufficient support from the accommodation sector is forthcoming.  It is 

estimated that the tax would raise $255,000 annually. 

Issues and Areas of Concern 

While much has been achieved and the framework is in place for on-going consolidation, there remains a 

need to continue addressing weaknesses that relate to the regional delivery model.   

 Although the current organizational structure is indeed regional in definition, its co-existence with 

Tourism Powell River creates an element of complexity that may be undermining the effectiveness 

of both organizations.  

 Identifying product development opportunities is an essential element of destination planning. There is 

no regional process in place to establish strategic priorities and to provide a framework that would assist 

local governments throughout the Region in determining the most appropriate projects for investment.   

 SCT staff resources are very limited.  Current operational activities of SCT are largely undertaken by 

Directors.  An increase in funding through the 2% MRDT would allow SCT to address this issue.   

 Assuming that the 2% MRDT will be successful, there is a need to reassess the Board structure of SCT.   

 The Region has three local communities that are served by Visitor Centres.  These Centres all function in 

a fairly independent manner with no shared strategy for servicing visitors to the Region.   

 The vision that was developed in the 2007 Plan lacks strategic direction.  
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2. Strategic Priorities 2012-2013 

2.1.1 Organizational restructuring and funding 

Priority 1 

Continue to develop a strong, unified organizational structure and maintain efforts to strengthen the 

partnership-based approach to supporting the growth and development of tourism through: 

a) Completing the 2% MRDT application process 

b) Adjusting the structure of the SCT Board to ensure representation from all key partners, including the 

2% accommodation properties (assuming a successful application) 

c) Working with Tourism Powell River to define complementary roles and responsibilities 

d) Establishing a regional vision, goals and objectives for tourism that reflect a renewed regional 

perspective on developing tourism 

Building the Sunshine Coast as a competitive destination and implementing an ongoing sustainable growth 

strategy is ultimately a shared responsibility between local governments and First Nations, tourism 

operators, Sunshine Coast Tourism, community organizations with a tourism role (including Tourism Powell 

River), and industry partners.  Developing a cohesive and effective partnership-based approach to overseeing 

the direction of tourism growth and ensuring that roles are clearly defined will enhance current momentum 

and contribute to a greater level of synergy. 

2.1.2 Marketing and product development 

Priority 2 

Consolidate the positioning of Sunshine Coast as a destination through the implementation of an 

integrated marketing communications program that focuses on differentiating the Region on the basis of 

its unique selling propositions (USPs) 

1. Identify the Region’s USPs and continue to refine the positioning in a way that resonates with the target 

markets and reflects the products on offer. 

2. Work towards creating a Region-wide visitor guide that reflects the preferred positioning of the Sunshine 

Coast and has messaging and advertising that is consistent with the positioning and Regional brand for 

the destination. 

3. Undertake a review of all web-based marketing to ensure that there is consistency in the messaging.   

4. Continue to work in partnership with stakeholders to expand the current range of marketing activities. 

Priority 3 

Work with stakeholders to promote new market-ready experiences and encourage an on-going 

commitment to developing product and visitor experiences that will strengthen the core attributes of the 

Sunshine Coast  

1. The Sunshine Coast Trail has the potential to be become a significant destination trail.   
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2. In developing marketing materials for niche product, work with special interest task groups that can 

assist with identifying the market ready experiences and the gaps.  Profiling the ancillary services and 

building an awareness of the needs of niche visitors within industry is an important element of the 

product development and can be led by SCT.  

3. Explore opportunities for developing new packaged experiences and itineraries that are designed to 

move visitors through the Region. 

4. Tourism Powell River has been developing a geocache product.  This should be expanded to cover the 

entire Region.   

5. The ‘Fall for the Arts’ campaign has demonstrated that the arts and culture offer potential for further 

growth.  Explore opportunities to strengthen this sector through developing collateral and encouraging 

the development of interactive learning experiences.   

6. The Workshop highlighted the potential for developing heritage related experiences.   

7. Ensure all www.hellobc.com marketing opportunities are fully realized, including the HelloBC Listings 

Program, and its blogs and special offers programs. 

Priority 4 

Expand SCT’s role in providing leadership to the tourism industry  

The 2% MRDT will give SCT the opportunity to mature as a lead tourism organization.  With increased staff 

resources SCT will be in a position to take on new roles that will assist in strengthening the tourism industry.   

1. Develop and maintain an up-to-date comprehensive product inventory using the Tourism BC 

template.  Ensure that both VCM and Tourism BC receive up-dated files and profiles on new product.   

2. The hosting of events (cultural and sports) can play a vital role in attracting visitors and supporting a 

range of businesses.  Developing an event database and calendar that will assist in the overall 

coordination of events for event planners.  The calendar should also become a trip planning tool for 

visitors. 

3. Customer service is a critical element of the visitor experience.  SCT can promote greater awareness 

of its importance and can assist in building appropriate skills and understanding.  

4. SCT has played a significant role in promoting the importance of tourism to local governments.  These 

efforts need to continue and be expanded to include the wider business community and resident 

population. 

5. Expand the current work on performance measurement.   

6. Develop a product familiarization program for Visitor Centre staff – ensure that staff members are 

knowledgeable and familiar with product throughout the Region and that they understand the value to 

be gained from encouraging intra-regional travel.   

Final Note 

The progress that has been made in establishing SCT has been significant and the Sunshine Coast has 

increasingly become recognized as a regional destination.  Building successfully on this foundational work will 

require additional resources and an on-going commitment to work collectively as a Region.  Strengthening 
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SCT as the unified and lead tourism organization for the Region needs to be a goal that all key partners 

support.  Where necessary roles and responsibilities of supporting organizations may need to be adapted to 

ensure: 

 Clarity for the internal business community 

 Ease of contact for external stakeholders, including the travel trade and media, meeting planners, VCM, 

Tourism BC and neighbouring DMOs 

 Consistency in messaging and branding across print and web-based media 

 Consensus in strategic planning and identification of priorities 

 Efficiency in the use of members’ marketing budgets 

 Reduction in potential duplication of services 

In turn, as SCT matures in its leadership as the lead tourism organization representative of all tourism 

interests, the organization has the potential to be a critical force in developing a strong and sustainable 

tourism industry that reflects the values and aspirations of the various local communities.  As already 

highlighted, an increase in funding is essential for the implementation of the priorities recommended in this 

report.  

Request for the Implementation of the 2% Municipal and Regional 
District Tax 
Sunshine Coast Tourism (SCT) is applying to the Ministry of Finance for the Municipal and Regional District 

Tax (MRDT) of 2% to be charged on sales of taxable accommodation in Sunshine Coast Regional District and 

Powell River Regional District and the municipalities therein. 

It is understood that the tax would remain in place for five years and that renewal will require a re-

application process involving consultation with and support of the accommodation sector.    

The Applicant 
Sunshine Coast Tourism Society (SCT) is requesting “eligible entity” status to enable the collection of the 2% 

MRDT within the Sunshine Coast Region.  SCT in turn will assume responsibility for utilizing the funds in a 

manner that is consistent with the strategic priorities outlined in this report and for submitting the audited 

annual documentation that demonstrates compliance with the program objectives. 

The Collection, Management and Administration of the 2% MRDT 
The 2% MRDT is in place in over 50 jurisdictions, including eligible entity areas.  This increased funding at the 

local and regional level is enabling lead tourism organizations to undertake new activities aimed at enhancing 

the competitiveness of the destination.  The implementation of this tax in the Sunshine Coast was initially 

identified in the 2007 Plan.  The establishment of SCT as the regional lead tourism organization and the work 

that SCT has been engaged in since then has provided the platform for moving forward with the tax and has 

demonstrated the value of the organization to the tourism economy.   
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Revenue estimates and the regional / local funding formula 

It is estimated that the tax will generate a further $255,000 annually for the development and promotion of 

tourism. The proposed budget assumes a 4% annual increase in the MRDT funds based on the increased 

marketing activities facilitated by the new funding. 

The use of the funds will be on an 80/20 funding formula, with 80% of the funds being retained by SCT for 

regional initiatives and 20% of the funds being directed to localized projects.  Allocation of the ‘local’ funds 

will be made on the basis of a competitive application process with careful consideration given to the 

geographic spread of the distribution.   

Role of Sunshine Coast Tourism 

SCT will utilize the funds to expand their current activities in accordance with this report and as summarized 

in the budget section.  SCT Board Executive presently plays a significant role in the day-to-day operations of 

the organization.  It is anticipated that this responsibility will be assumed by a Tourism and Marketing 

Manager under the direction of the Board of Directors.  The Board will remain legally responsible for the 

governance of SCT, policy decisions, and for monitoring the effectiveness of the organization.  The Directors 

will work with the Tourism and Marketing Manager to determine annual spending priorities for the 2% funds 

and to ensure that the activities are in line with the overall goals and objectives of SCT and this report. 

Accountability and reporting   

The 2% MRDT funds will be held in a separate bank account to assist in maintaining accountability and 

transparency. SCT will prepare and submit audited annual financial statements and reports related to the use 

of the funds in accordance with the requirements of the Ministry of Finance. The Board shall establish a 

Finance Committee to include (among others) Board voting and/or non-voting representatives of the funding 

partners and a Board 2% property representative.  This Committee shall meet in person or by conference call 

monthly to review all budgetary matters and assess variance. This on-going analysis of variance is critical 

given the irregularities that can be associated with the flow of MRDT funds.   

In addition to the Finance Committee, the Board will establish a Local Projects Committee.  It is anticipated 

that half the members of this Committee are non-Board members and reflect a cross-section of community 

interests throughout the Region.  This Committee will meet at least twice a year to review applications for 

the use of the funds that have been set aside for local projects (20% of the annual total) and to determine 

appropriate use of these funds.  The Committee’s first task will be to prepare criteria for the application 

process3. 

The current Board of Directors recognizes that in the event the MRDT is put in place, the representation of 

the accommodation sector will be increased to include at least two Directors from tax collecting properties. 

Desired date of implementation 

The desired date for the implementation of the 2% MRDT is October 1, 2012.   

                                                           
3 An example of this approach has been developed by the Regional District of Mount Waddington for the rural areas.   
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Regional Tourism Marketing 

Key Objectives: 

 Increase market 
awareness of the 
Sunshine Coast 

 Increase room revenue 
by 4% per annum 

 Increase overall visitor 
expenditure within the 
Region, particularly 
outside the summer 
peak season 

 

Key Activities: 

 Producing an official Visitors’ Regional Guide for the Sunshine Coast 
that is consistent with the positioning and branding of the Region 

 Developing new collateral for nature-based products, such as the 
Region’s trails – particularly the Sunshine Coast Trail 

 Maintaining and expanding current efforts in relation to consumer 
and trade shows, seasonal and sector-specific campaigns, travel trade 
and media relations 

 Continue to partner with VCM in relevant cooperative marketing 
opportunities 

 Continue to strengthen the SCT digital marketing strategy, including 
the strategic utilization of social media, and develop the SCT website 
as an integrated website that can act as the key portal to the Region  

 Developing a mobile application that will assist in trip planning while 
visitors are within the Region 

Regional Destination Management  

Key Objectives: 

 Develop a strong, unified 
organizational structure and 
strengthen the partnership-
based approach to 
supporting the growth and 
development of tourism 

 Expand internal capacity 

 Increase capacity within the 
industry 

 Identify and promote 
opportunities for product 
development 

 Increase awareness of the 
value of tourism within the 
Region  

 Develop a strategic planning 
approach to building tourism 

Key Activities: 

Through the 2% MRDT funds, SCT will be able to expand its role and 
develop a more business-oriented approach to developing tourism.  
Much of the work will be achieved through increasing internal staff 
resources.  Attention will focus on: 

 Encouraging and facilitating strategic planning discussions.  In 
Year 2 or 3 of this Plan, work will be undertaken on developing a 
new Regional Strategic Tourism Plan 

 Working with partners to provide opportunities for professional 
development for the tourism industry 

 Supporting product development initiatives, such as heritage 
tourism, and related funding applications 

 Develop a comprehensive inventory of product offerings and 
visitor experiences 

 Maintaining an image bank and media-relations kit  

 Implementing a corporate communications program 

 Expanding current work on tracking and evaluation 
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Evaluation 

The importance of monitoring and evaluation has been stressed throughout the previous section.  Specific 

measures that will be put in place include: 

 Tracking mechanisms to monitor the effectiveness of campaigns – particularly those designed to 

generate sales.  Efforts will be made to measure conversion. 

 The collection of data to measure year on year growth – occupancy data, average daily room rate, the 

level of MRDT funds each year.  Assuming there is sufficient cooperation from the accommodation 

sector, this data will be applied to the Value of Tourism model. 

 Evaluation of digital marketing efforts through web analytics.  Tracking of social media platforms will be 

used to monitor and evaluate visitor feedback. 

 Monitoring changes in the product inventory and tracking new product development and expansion. 
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SCRD STAFF REPORT 
  

 
 
DATE:  March 7, 2012 
 
TO:  Corporate and Administrative Services Committee – March 22, 2012 
 
FROM: Robert McKee, Purchasing Officer & Risk Manager 

 
RE: Contracts between $20,000 and $100,000 – to March 6, 2012 

 
 
RECOMMENDATION 
 

That the Purchasing Officer’s report on Contracts for the period from February 6, 2012 to 
March  6, 2012 be received for information. 
 

 
 

BACKGROUND 
 

            Sunshine Coast Regional District Delegation Bylaw No. 532, 2003 directs staff to provide the 
Committee with a monthly report on all new contracts entered into that fall between $20,000 and 
$100,000.  Reports include purpose, function and vendor information. 

 
DISCUSSION 
 

There were some 61 contracts/purchase orders entered into in the above time period and five 
contracts/purchase orders fall between $20,000 and $100,000. 
 
Fred Surridge Ltd            PO 4634, 4636, 4649/370 – Reg Water Services      $ 24,968.57 taxes in 
Richmond, BC                                     Water Meter Purchases 
 
Waterhouse Enviro Services Corp    PO 4655/370 – Reg Water Services       $ 26,299.84 taxes in 
Lions Bay, BC                                               Isopac Coagulant 
 
Brenntag Canada Inc                        PO 4656/370 – Reg Water Services       $ 22,400.00 taxes in 
Langley, BC                                                       Soda Ash 
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 ubcm.ca 
 

MEMBER RELEASE 
March 1, 2012 

 
 
TO:  Mayor and Council / Chair and Board / Senior Staff 

FROM: Union of BC Municipalities 

RE:  2012 Application Intake - Gas Tax General Strategic Priorities Fund  

and Innovations Fund 

 
 
We are pleased to advise that applications are now being accepted for funding 
under the Gas Tax General Strategic Priorities Fund (GSPF) and the Innovations 
Fund (IF) programs, with an application deadline of May 31, 2012.  
 
These programs are funded through contributions made by the Government of 
Canada under the Canada – British Columbia – UBCM Agreement on the Transfer 
of Federal Gas Tax Revenues (Gas Tax Agreement). 
 
The available funding for these programs is $35.4 million for GSPF and $16.9 
million for IF.  
 
The General Strategic Priorities Fund is available to all eligible recipients in 
British Columbia outside of the Greater Vancouver Regional District. The 
Innovations Fund is available to all eligible recipients in British Columbia. 
 
This round, local governments outside of the GVRD may submit up to two capacity 
building applications and two capital applications. These applications will be 
considered under both GSPF and IF for funding.  GVRD and its member 
municipalities may submit one capital and one capacity building application to be 
considered under the IF for funding. 
 
Both the GSPF and the IF provide investments towards projects that improve local 
government capacity to develop and implement integrated community 
sustainability planning or that improve public transit, local roads, bridges and 
tunnels, active transportation infrastructure, community energy, water, wastewater 
or solid waste infrastructure that reduce greenhouse gas emissions or provide 
cleaner air or cleaner water.  
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UBCM Member Release – March 1, 2012  
Page 2 of 2 ubcm.ca 

 

Within these investment goals, funding is targeted in the GSPF program 
towards investments that are larger in scale or regional in impact and in the IF 
program towards projects that reflect innovative approaches to achieving program 
objectives. 
 
Further information about the programs, including separate Program Guides and 
Application Forms for capital projects and capacity building/integrated community 
sustainability planning projects are available on our website at (www.ubcm.ca). 
 
If you would like further information about the GSPF and IF programs and 
application process, please feel free to contact Gas Tax/Public Transit Management 
Services by email at gt-pt@ubcm.ca or by phone at (250) 356-5134. 
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www.ubcm.ca 

MEMBER RELEASE 
February 21, 2012 

 
 
TO:  Mayor and Council 

  Chair and Regional District Boards 

FROM: UBCM Secretariat 

RE: LOCAL GOVERNMENT AWARENESS WEEK & NATIONAL PUBLIC 

WORKS WEEK: MAY 20 - MAY 26, 2012 

 
 
Local Government Awareness Week (LGAW) dates have been announced and will take 
place from May 20 - May 26, 2012, in conjunction with National Public Works Week. 
 
This initiative is a partnership between UBCM, CivicInfo BC, Local Government 
Management Association, Ministry of Community, Sport and Cultural Development, 
Ministry of Education, Public Works Association and BC School Trustees Association.  
 
Local Government Awareness Week was re-instated following the endorsement of 
resolution 2009-A2, which requested that the provincial government work with UBCM 
and other local government partner organizations to proclaim an annual local 
government week in British Columbia. The goal for the week is to generate awareness 
and educate the public about the roles and responsibilities of local government, and 
encourage the public to participate in local government processes. 
 
Check out our new and improved website, www.lgaw.bc.ca to find out more 
information about LGAW, browse the resources on the site, and download information 
to help you get started. Also, tell us about your plans for LGAW 2012, and we will post 
them on the website weekly for others to see. 
 
And finally, we will again be offering an Excellence Award for Best Practices, Best Civic 
Engagement. If your local government plans to participate in LGAW, this category is 
for you. We want to hear what you did and how you engaged your community. Please 
look for the Excellence Awards application package on the UBCM website starting early 
June.  
 
Thank you for participating and we look forward to hearing about your activities!  
 
For questions about this initiative, please contact our staff support, Marylyn Chiang, at 
mchiang@ubcm.ca, or 604.270.8226 ext.110.  
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