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1 BACKGROUND 

The Resort Municipality of Whistler (RMOW) features two majestic mountains, epic skiing and snowboarding 

terrain, three championship golf courses, more than 200 shops, 90 restaurants and bars, a range of 

accommodation options, a network of mountain biking and Nordic ski trails, alpine hiking trails, spas, and 

arguably, the best downhill mountain bike park in the world. The mountains blend seamlessly with the 

pedestrian-only Whistler Village, itself a vibrant tourism precinct with a wide variety of amenities designed to 

support our visitor throughout all four seasons of the year. 

As a resort community of approximately 12,000 people, the resident tax base alone does not provide enough 

revenue to continue to deliver our existing world-class tourism amenities, aesthetics and experiences. The 

total average daily population of Whistler is over 30,000 people, with visitors representing approximately half 

of the daily population on an average day, and as much as three quarters or more of the population on peak 

days. Since 1989, the RMOW has collected incremental hotel tax revenues through the Province’s Additional 

Hotel Room Tax Levy (AHRT) program, and the Municipal and Regional District Tax Program (MRDT) program, 

and has continued to strategically invest these hotel tax revenues to support and row the local tourism sector 

in Whistler. Consistent with the provincial “Designated Accommodation Area Tax Regulation”, MRDT revenues 

continue to be invested in a range of marketing programs, visitor services and tourism amenities that support 

and help grow the tourism sector in Whistler. 

Local MRDT investments are reviewed each year to evaluate 

outcomes and guide decision-making. Stakeholders continue to 

provide input into the administration of MRDT funds. Annual 

performance reports are produced to demonstrate that spending is 

aligned with the MRDT program principles and continue to meet the 

prescribed purpose of supporting tourism marketing, programs and 

projects. The RMOW and Tourism Whistler worked together to design 

this Five-Year Strategic Plan, building on lessons learned from recent 

investments, and ensuring that the Plan is designed to meet both 

short and longer-term objectives for the resort, is consistent with 

MRDT Program principles, and is aligned with the multi-stakeholder 

Economic Planning Initiative program currently guiding resort 

community economic planning. 

MRDT investments have enabled Whistler to weather global economic challenges and grow its resort 

economy during trying times. In spite of this success, Whistler will require ongoing investments in selected 

projects and programs to realize future opportunities, mitigate future risk, and continue to deliver strong local 

and provincial tourism performance outcomes. Investments in tourism projects and programs are designed to 

produce very high levels of guest satisfaction; which is a key metric in tourism marketing, and a primary driver 

of word-of-mouth referrals. In a culture increasingly dominated by social media and user-generated marketing 

messages, positive guest experiences are more important than ever. 

On-the-ground tourism program investment through MRDT has allowed Whistler to market to new audiences, 

earn significant word-of-mouth referrals from visitors, secure media exposure, promote successful seasonal 

campaigns, deliver effective advanced booking offers and create positive marketing partnerships. In addition 

to supporting strong destination-driven user experiences, an increase in MRDT funds will significantly elevate 

Tourism Whistler’s efforts to drive incremental marketing and sales initiatives into new and underserved 

markets.  

Moreover, strategic investment of existing MRDT revenues along with contributions from the additional one 

percent over a five-year period will enable Whistler to augment its existing funding for tourism attractions and 

MRDT Program Principles 

  

 Effective tourism marketing, 
programs and projects 

 Effective local-level stakeholder 
support, and inter-community 
collaboration 

 Efforts that are coordinated and 
complementary to provincial 
marketing strategies and tactics 

 Fiscal prudence and accountability. 
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programs. The plan for investment over the next five years is designed to capitalize on Whistler’s strengths 

and build on opportunities to maintain and expand its status as a premiere destination resort. 

As such, building on significant demonstrated support for an increase in the MRDT applicable within the 

designated accommodation area of Whistler, this Strategic Plan is being submitted to the province to: 

1. Apply for an increase in the local MRDT rate to 3% (from current 2% rate) 

2. Formalize within the Designated Accommodation Area Regulation the following additional prescribed 

purpose, unique to the Whistler Designated Accommodation Area: 

 

 
 

Additional Prescribed Purposes 

In order to effectively deliver the tourism product of Whistler, support ongoing growth of the resort economy, drive 

positive guest experiences and ultimately continue to support the strength of the broader BC tourism brand, This 

Strategic Plan includes the following proposed amendment to the Designated Accommodation Area Tax Regulation 

specific to Whistler. In addition to the broader MRDT prescribed uses of supporting investments in, “tourism marketing, 

programs, and projects”,  

 

The Resort Municipality of Whistler and/or 

Tourism Whistler may spend the [MRDT] 

money paid to it for: 

(a) Conference and group business marketing and sales support, 

(b) Whistler Conference Centre improvements, 
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2 STRATEGIC PLANNING CONTEXT 

2.1 VISION, MISSION, GOAL 

Vision and mission statement for core MRDT partners are presented below for reference. 

Resort Municipality of Whistler (RMOW) Vision 

Whistler will be the premier mountain resort community – as we move toward sustainability. 

Tourism Whistler (TW) Mission 

To inspire the world to experience and share Whistler again and again. 

Whistler’s Brand Positioning 

While other mountain resort destinations may share one or more of Whistler’s core brand 

characteristics, Whistler has combined these characteristics in a way that has created an unrivalled 

unique mountain culture.  

Whistler’s Brand Characteristics 

NATURAL BEAUTY - A spectacular, natural, west-coast wilderness setting 

WORLD-CLASS - A variety of quality accommodations, activities, shops, restaurants, bars, festivals and events 

VIBRANT AND YOUTHFUL - A youthful attitude or vibe reflected in Whistler’s culture 

ACTIVE AND ADVENTUROUS - A spirit that is full of life and energy 

GENUINE AND WELCOMING - Friendly, down-to-earth people with an inclusive and embracing attitude toward 

all guests 

Whistler Economic Planning Goal 

This strategic plan for the MRDT has been specifically aligned with the objectives and priorities 

established through a recent/ongoing multi-stakeholder economic planning initiative (EPI), related 

policy considerations, provincial regulation and the municipality’s annual financial planning processes.  

The consultation with Whistler’s Economic Partnership Initiative (EPI) provided concrete 

recommendations on collaboration toward sustained economic success and defined guidelines for 

evaluating investment of MRDT funds to maintain and grow Whistler’s tourism economy. The 

Economic Partnership Initiative Committee is composed of representatives from Tourism Whistler, 

Whistler Blackcomb, the Hotel Association of Whistler, the RMOW, Whistler Chamber of Commerce, as 

well as community membership-at-large. Building on a base of key performance data from each of the 

partner organizations as a strong policy foundation, together with an economic planning model, the 

Committee continues to assess resort tourism planning, and uses relevant fact based evidence to 

inform ongoing policy and investment decisions.  

Developed with the input of a wide variety of resort partners, the following goal is the foundation for 

the community’s medium-term economic planning initiatives: 

A prosperous resort economy that continues to support  
a healthy, sustainable resort community;  

and remains consistent with our unique mountain culture. 
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To deliver on the MRDT goals over 2018 – 2022 and to align with the strategies outlined through the 

EPI Committee recommendations1, proposed MRDT-funded projects for Whistler are categorized into 

the following focus areas: 

Our Guests, which includes a broad spectrum of creative, strategic and informed marketing, as well 

as all aspects of the outreach employed to attract new and returning visitors alike. 

Our People, which concentrates on tourism owners, operators and the associated labour force 

required to enable Whistler to operate so successfully throughout all four seasons. 

The Place, which includes the guest experience being offered, and founded primarily on the physical 

tourism amenities - natural and built environment as well as the programs hosted within them.  

Proposed investments and projects are a reflection of Whistler’s continued strategic alignment among 

the community, businesses, stakeholders, and governments.  The collaborative process with partners 

at all levels is an essential part of the management of the MRDT program, and the foundation to the 

overall goal for the resort’s continued success. 

  

                                                        
1 2016 Updated Summary of Key Findings and Economic Planning Report, Economic Partnership Initiative Committee 
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Focus Area Vision Statements 

Through the strategic planning process, stakeholders considered the following future-focused vision 

statements to describe the ideal environment relating to each focus area. These broader economic 

planning visions provide a foundation and framework to situate Whistler’s MRDT priorities. 

Our Guests: Visitors come to Whistler to experience and celebrate Whistler’s unique mountain 

culture, outdoor adventure, and world-class attractions and hospitality. Investments in this area 

include creative marketing initiatives, effectively targeting visitors from a range of geographic markets 

and interest segments to support, expand and diversify resort visitation throughout the year. 

Tourism Whistler segments geographic markets using a number of factors, including awareness and 

familiarity with Whistler, environmental variables (e.g. economy and exchange rates), barriers to 

growth and traveler behavior. 

Target Geographic Markets 

 Leisure 

Markets 

Conference/ 

Group Markets  

Sustain our Strength 

High awareness markets, considerable familiarity 

with Whistler and minimal barriers to growth. 

Significant investment will be made in consumer 

direct campaigns. 

Washington State 

British Columbia 

Ontario 

Ontario – Toronto 

British Columbia 

Invest for Growth  

Moderate-high awareness markets, strong affinity 

for Whistler but some barriers to growth (e.g. 

strong competition, travel time). A mix of 

consumer direct and trade investments will be 

made. 

 

U.K. 

Australia 

California 

Mexico 

 

Washington State 

California 

Texas 

Chicago/ Minneapolis 

Colorado 

Ontario – Ottawa 

Develop and Support 

Low awareness of Whistler, current barriers to 

travel (e.g. visa requirements) but strong potential 

for future growth as the markets develop and any 

travel restrictions are removed. Investment will 

mostly focus on trade relations and partnerships 

with industry partners. 

Texas 

Germany 

China 

Brazil  

Japan 

East Coast U.S. 

Alberta 

Target Product-based Segments 

 Ski/Snowboard 

 Nordic Skiing 

 Sightseeing / Hiking/ P2P 

 Mountain Biking 

 Golf 

 

 Festivals, Events, & 

Animation 

 Luxury 

 Cultural Tourists 

Our People: Attracting and retaining people who take pride in their community are important factors 

to delivering memorable guest experiences. Investments in this area are focused on ensuring that 

talented and committed community members are ambassadors of Whistler, creating and delivering 

first-class guest service experiences. 

The Place: Whistler’s core resort asset is premised on awe-inspiring mountains, lakes and forests, 

and world-class outdoor recreation. Investments in this area are focused in environmental 

responsibility, sustainable amenities and facilities, authentic mountain lifestyle events, place-based 

cultural offerings, and innovative investments in best practices, ensuring Whistler remains a showcase 

of our unique mountain culture. 
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2.2 SITUATION ANALYSIS 

In 2013 Canada’s ranking by total tourism arrivals dropped from 8th (19.6 million arrivals in 2000) to 

17th (16.6 million arrivals in 2013) amongst global travel destinations.2 After a few years of fluctuating 

growth trends, 2014 international overnight travel to Canada emerged ahead (3.2 percent) of 2013.  

The tourism industry in British Columbia has shown growth since 2004 despite a number of global 

shocks, most notably the global economic crisis. The tourism industry generated $14.6 billion in 

revenues in 2014, an increase of 5.1 percent from 2013.3 While over half of the overnight visitors 

were from the province of B.C., international visitors make up over 40 percent of visitor expenditures. 

The United States was the largest overnight international market for B.C., making up about 64.7 

percent of international visitor volume. Despite the positive visitation trends from B.C.’s largest 

international markets, total entries to Canada via B.C. are still below those tracked in 2000. 

Whistler has grown into a bustling resort community with year-round visitation and business activity. 

Tourism remains overwhelmingly the primary driver of Whistler's economic engine, supported by 

compatible activities that provide a healthy diversified marketplace. A prosperous resort economy is 

built on a range of offerings, including core recreational activities, spas, shopping and dining, 

numerous festivals and events, arts and cultural activities, corporate conferences, sport and wellness 

retreats. 

Based on the economic model developed by Whistler’s EPI Committee and external research firm 

Economic Planning Systems Inc. in 2013, and updated again in 20164, the following macro-level 

outputs are designed to illustrate the relative size, performance and impact of key economic drivers in 

the Whistler economy: 

 Growth Rate*  

$1.44 Billion +4.2% Total annual consumer commercial spending in Whistler 

$1.53 Billion +5.6% Annual GDP (value added) generated from consumer spending in Whistler 

$500 Million +5.3% Annual tax revenue (federal, provincial and municipal) generated by Whistler 

$1.37 Million +5.3% Daily tax revenue generated by Whistler for all levels of government 

$881 Million +3.9% Annual tourism export revenue generated by Whistler 

23% +2% Whistler’s percentage of the total tourism export revenue of the Province 

   

85% Percentage of total consumer spending in Whistler generated by visitors 

69% : 31% Proportion of total visitor spending, Winter : Summer 

$265 Average destination visitor spending per day  

$125 Average regional visitor spending per day  

*Annual average growth rate is from 2011/12 to 2014/15. 

The Whistler economy supports approximately 15,000 local jobs (FTEs) with recreation, food service 

and accommodations representing the largest employment sectors. Moreover, more than 75 percent 

of jobs are directly related to the tourism sector, while most of the remaining employment 

opportunities are indirectly related. 

After more than a decade of economic turbulence – from 9-11 to U.S. recession; from 2008 global 

financial crisis to sluggish recovery – 2016 delivered one of Whistler’s strongest economic years on 

                                                        
2 Tourism Industry Association of Canada http://tiac.travel/advocacy_global.htm 
3 Measuring the value of tourism in British Columbia (2004 to 2014) 
4 2016 Updated Summary of Key Findings and Economic Planning Report, Economic Partnership Initiative Committee 
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record, with the resort enjoying rebound and growth out of destination and emerging markets, while 

maintaining a solid regional base of visitors. 

2015-16 Winter Performance Highlights 

 Winter 2015/16 annual snowfall surpassed 10 metres for the first time since the 2012/13 

season, and recorded its fifth highest annual snowfall since the 2001/02 season 

 Winter 2015/16 was Whistler’s best winter on record, with overall room nights increasing 12 

percent over the previous year 

 Winter 2015/16 had the most long-haul room nights on record, topping the next highest season 

(2014/15) by 8 percent 

 Winter 2015/16 saw the most regional visitors ever by over 8 percent 

 In winter 2015/16, 60 percent of all December through April bookings were booked prior to the 

November 16 early booking offer deadline. 

2016 Summer Performance Highlights 

 Summer 2016 was Whistler’s busiest summer on record, with a 4 percent increase in room nights 

 Peak months maintained strong occupancies, while growth was seen primarily in shoulder periods 

and midweek dates (identified need periods targeted for growth) 

 Both regional and destination markets hit new room night records 

 Growth was seen primarily in Individual Traveller and Tour Operator/Wholesale business, with a 

slight decrease in conference business 

 Growth has come from Canada, U.S., U.K., Germany, and Mexico 

 Continued increases in advanced bookings helped to secure room nights in advance of the 

summer season 

 Year-over-year Average Daily Rate (ADR) increased 9 percent, with Revenue per Available Room 

(RevPAR) increasing by 13 percent 

Whistler is seeing a period of growth and positive results generated largely from strategic investments 

and forward-thinking actions to build the resort economy. The quality of the visitor experience in 

Whistler is absolutely critical to continued success. Satisfaction with the travel experience is linked to 

recommending the destination to others and to the likelihood of booking return visits. 

  



   

 
10 The Resort Municipality of Whistler | 

MRDT – WHISTLER FIVE YEAR STRATEGIC PLAN (2018–2022) - RESUBMITTED 

 

This report cannot be reproduced or shared, in whole or part, without the consent of 

the Resort Municipality of Whistler due to competitive reasons . 

2.2.1 ANNUAL VISITATION TRENDS 

Whistler hosts a total of approximately 6 million visitor -days per year with destination visitors 

representing over half of total visitor-days annually. 

Whistler’s economic model indicates that destination visitors have the highest spending and GDP 

impacts. Several external factors at the macro level can influence the annual visitation numbers and 

spending by season in the resort. Average total snowfall and weather instability each season can also 

affect both destination and regional visits to the resort. 

Further, Whistler hosts a greater portion of international guests than most Canadian resort 

communities. International guest expenditures are particularly relevant from a trade balance 

perspective as their expenditures represent export revenues within the broader Canadian economy.  

Annual tourism export revenues in Whistler are estimated as follows: 

Total annual commercial demand in Whistler  $1,440,244,000  

Destination visitors  $959,212,450  

International share (84.4 percent)  $809,846,656  

Regional visitors  $254,178,506  

International share (28 percent)  $71,154,901  

Total International (Export) Expenditure in Whistler $881,001,557 

 

2.2.2 STRENGTHS AND WEAKNESSES 

While Whistler is currently experiencing a growth cycle, there are several internal factors that can 

impact the next five years of this planning period. Investments in the resort are designed to capitalize 

on our strengths and address where weaknesses can be improved. The following strengths and 

weaknesses summarized below will shape the MRDT strategic plan: 

 

Our Guests Our People The Place 

   

Whistler Strengths 

Natural Assets–Whistler’s natural environment includes 

mountains, forests and lakes. 

Built Environment in a Natural Setting–Multiple parks providing 

access to lakes, rivers, beaches, fields and playgrounds. 

Pedestrian Village–Unique pedestrian village with winter lighting 

and summer floral displays. 

Olympic Legacies–Whistler Olympic Plaza as a central gathering 

area for activities and events, as well as sport specific legacies 

Winter Visitors were asked: 

What was the highlight of 

your trip?   

 The lovely Village atmosphere, 
 Christmas lights in the Village, 

 Walking around the Village, 
 Going out into the Village for a stroll, 
 I really loved the atmosphere of the 

Village, 
 The well-thought out Village 
 Just walking thru the Village and 

taking a picture with the Olympic 
rings 

2017 Annual Visitor Surveys 
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(Whistler Olympic Park and the Whistler Sliding Centre) attracting 

annual events at the national and international level. 

Valley Trails & Recreational Trail Network–A 40-kilometer valley 

trail connecting the village and parks across the municipality, as 

well as a significant network of internationally recognized 

recreational trails for mountain biking and hiking. 

Conference and Group Facilities–Central conference centre, 

attracting groups primarily in spring, summer, fall. 

Resort Reputation–Strong awareness and visitation in primary 

markets (B.C., Washington, national Canada, U.K. and Australia). 

Positive Visitor Experience–Strong guest service as measured 

through seasonal surveys. 

Whistler Weaknesses 

Lack of Awareness in Some Markets–Lower awareness levels in markets with opportunities for growth 

(long-haul U.S., Germany, Mexico, Brazil, Japan and China). 

Staffing Challenges–Turnover of seasonal staff makes it difficult to maintain resort knowledge and 

service education. 

Aging village amenities–The village experience – including the Village Stroll - is key to the visitor 

experience and requires updates and regular maintenance to remain a unique and distinguishing 

feature for Whistler. 

Aging park and trail amenities–Increased demand and visitor volumes at all waterfront parks and trail 

assets places greater stress on existing amenities, while increasing visitor volumes create congestion. 

Aging Valley Trail system–Increasing visitation levels result in bottlenecks in high-congestion areas and 

require further trail developments to maintain positive user experience. 

Aging conference centre amenities–As the conference and group business market segment continues 

to be a primary focus for key need periods in Whistler, the aging conference centre amenity can affect 

the ability to attract these large groups. 

  

Summer Visitors were asked: 

What was the highlight of 

your trip?   

 Biking around to the parks along the 
Valley Trail 

 The whole Village – every time I 
walked anywhere I pictured John 
Montgomery walking with his jug of 

beer 
 The charming Village atmosphere 
 The availability of a multitude of 

trails 
 We love to bike, spend time in the 

Village, swim in the lakes, 

 The Lost Lake trails, 
2017 Annual Visitor Surveys 
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2.2.3 OPPORTUNITIES AND THREATS 

Looking ahead to the next five years, the external environment can put pressure on and shape the 

future of the resort. Investments will be reviewed each year and be designed to seize opportunities 

and mitigate threats. A summary is provided below, with icons to highlight how these issues relate to 

the focus areas for the MRDT strategic plan: 

Our Guests Our People The Place 

   

Opportunities for Whistler 

Increased Awareness As Whistler Becomes Part Of Larger Portfolio –In 2016, Vail Resorts 

made a strategic move to purchase Whistler Blackcomb, adding to its already robust portfolio of 

resorts that include Vail, Beaver Creek, Breckenridge, Keystone, Heavenly, Park City and the Canyons. 

Connected consumers–Access to ‘big data’ allows resorts to better understand attitudes, 

behaviours and predictive trends of potential visitors, and enables personalized messaging. 

Word-of-mouth referrals–Referrals are becoming the key driver for visitors when choosing a travel 

destination, and increasingly, their recommendations are visible through multiple online platforms. 

Currency Fluctuations–A cheaper dollar generally makes Canada and B.C. more affordable for 

visitors, especially those from the U.S., Europe, Great Britain and China. As well, within Canada, our 

weaker currency should encourage greater domestic travel. 

Diversifying Product Offerings–Whistler is adapting its core product offering to capitalize on trends 

and seize opportunities. New product is being developed to reach out to broader demographics, 

including families and baby boomers, millennial and renaissance travelers. Introducing weather 

independent activities and amenities will also help diversify the resort experience and extend the 

average length of stay. For example, investments in cultural tourism, including the new Audain Art 

Museum and Cultural Connector route, aim to attract a wider range of visitors and offer weather 

independent amenities and activities. 

Conference Bookings–Continuing to promote conference business over shoulder seasons will help 

smooth peaks and valleys. Improved amenities at the Whistler Conference Centre can help to draw 

both new and return bookings. 

New Flights–Recently added flights into Vancouver International Airport will add more than 254,000 

incremental international seats to Vancouver, providing increased access to Whistler from existing and 

new target markets. 

New Federal Liberal Government–The majority Liberal government, along with a new Liberal MP for 

our West Vancouver-Sea to Sky-Whistler riding, provides opportunities for Whistler to positively impact 

the three key advocacy issues highlighted within the Tourism Advantage Report (Air access, visa 

processing times, and Destination Canada funding), which, if changed, would very likely grow 

Canada’s tourism industry, further buoying Whistler’s tourism economy. 

Brexit– Canada could become a more attractive and price-competitive destination for British citizens 

should post-Brexit travel to Europe require new visas, fees or levies. Leveraging the 2016 airline 

capacity increases for flights between the UK and cities like Vancouver could help visitation rates. 
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Threats to Whistler 

Effects of Positive Weather Conditions–Positive weather can increase day visits and regional 

visitor traffic in both summer and winter seasons particularly over weekends. Sudden surges in day 

visitors can negatively affect the overall visitor experience through highway and resort congestion. 

Challenging Weather Conditions–Visitors may delay or cancel their travel plans depending on snow 

conditions in the winter, and rainy conditions in the summer. 

Climate Change–Research from the resort’s Community Energy and Climate Action Plan predicts the 

following climate changes for Whistler over the next 25 – 55 years: increase in frequency and intensity 

of heavy rain events; longer, hotter and drier summers; and milder winters, with increased 

precipitation falling as rain near valley bottom. 

Diluted Spend and Resources–The continued evolution of today’s consumer and increasing scope of 

target markets results in a diluted use of funds and resources to invest into technology and more 

effective marketing campaigns. 

Congestion and Capacity Challenges–Key resort amenities (especially publicly funded amenities 

like trails and waterfront parks) are experiencing more visitor volume than ever, and the ability to 

manage the wear and tear associated with higher visitation levels could become a real challenge to 

maintain a positive guest experience. 

Competition From Other Destinations and Resorts–Whistler is competing with travellers’ desire 

to constantly experience new things, places and people. Destinations such as New Zealand, Ireland, 

South Africa, and Asia offer exciting new ‘bucket list’ experiences. Whistler also competes head to 

head with other mountain resort destinations.  In 2016, the Garibaldi at Squamish ski resort proposal 

moved into the provincial approval process. The proposed year-round community includes ski lifts, 

trails, resort accommodation and housing over 2.75 hectares and will compete with 40 other ski 

resorts operating in B.C. 

Sources of Funding–As a designated resort municipality in the province of British Columbia, Whistler 

is one of 14 communities that depend on financial tools like the Resort Municipality Initiative (RMI) to 

enhance the visitor experience and thereby support destination competiveness. RMI funding helps to 

more equitably balance revenue contributions made by local taxpayers and by the large influx of 

visitors that define RMI communities. Adjustments or changes to this funding in the future could affect 

Whistler’s ability to effectively invest in the visitor experience. 

Labour Market–Competing resorts and area vacation destinations are an ongoing factor in finding 

and recruiting the resort’s workforce. This, coupled with a tight resident housing market in Whistler 

has made it difficult to retain existing staff. 

Growth of Online Travel Agencies (OTAs)–Online travel agencies have grown exponentially over 

the past few years, with mega-giants such as Expedia and Booking.com leading the OTA pack. While 

the distribution channels provide convenient customer booking solutions for global accommodation 

inventory, they have no inherent loyalty to promote Whistler over other destinations, and their volumes 

are creating a control vacuum among other distribution channels. 

Reduced demand from potential visitors–Economic pressures often reduce demand for both the 

leisure travel and meeting / event travel segments. 

Currency Fluctuations–A stronger dollar may put pressure on destination travel. Purchasing power 

has decreased in the U.S. where Tourism Whistler has its largest marketing investment. 
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3 KEY STRATEGIES AND MRDT INVESTMENT PRIORITIES  

FOR 2018 - 2022 

Founded upon the latest research, input and objectives for the economic development of the resort, 

the recommended approach to MRDT investment is based around the EPI Committee’s key strategic 

recommendations, organized into focus areas for the five-year plan. 

Whistler’s current economic strategies most relevant to the MRDT program principles outlined below 

are included in the tables that follow.  Within each of these strategies, a number of priorities related to 

MRDT investments are recommended over the next 5 years. 

KEY MRDT STRATEGIES 

 Focus Areas Economic Strategies 

Our Guests 

 Grow visitation from new and emerging markets and segments 

 Sustain and expand core markets and segments 

 Enhance digital marketing and visitor experience through new  
technologies & innovative partnerships 

Our People  Attract, retain and train a strong resort workforce 

The Place 

 Enhance, energize, and re-invest in core resort products and 
operations 

 Expand authentic, signature experiences 

These focus areas are well aligned with the DBC Corporate Strategy (November 2014), including its 

priorities to: build a magnetic brand built on its natural assets, foster remarkable experiences so that 

B.C. remains globally competitive, build on word-of-mouth advocacy, and align with tourism partners, 

particularly provincial marketing strategies and tactics. 

Implementing the key strategies is contingent on the continued collaboration between resort and 

regional partners. Funding sources must be secured for the longer term to ensure success over the 

timelines outlined over the five-year strategic plan. 

MRDT PROGRAM PRINCIPLES 

Effective tourism 

marketing, programs  

and projects 

Effective local-level 

stakeholder support,  

and inter-community 

collaboration 

Marketing efforts that  

are coordinated and 

complementary to 

provincial marketing 

tactics 

Fiscal prudence and 

accountability 
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3.1 OUR GUESTS:  

Investment in marketing and promotional strategies 

To ensure Whistler remains a leading mountain destination, to give new visitors reasons to choose 

Whistler for their vacation destination or return for additional visits, the current mix of resort products 

can be enhanced and refined while still maintaining the core winter and summer product offerings. 

Converting day to overnight guests (especially in summer) presents an important opportunity for 

Whistler to extend the average length of stay. 

The recommendation from family and friends is one of the most important factors when travellers 

choose vacation destinations. Attracting new, more diversified visitor segments requires different 

campaigns and promotional strategies that present the “Whistler Experience” outside of traditional 

channels. 

Ongoing investment to attract Conference and Group business is particularly effective to drive room 

nights in shoulder months, including May, September and October. This segment also helps to secure 

advanced bookings for midweeks. 

The following strategies and actions related to MRDT funding support Our Guests, which includes the 

guest experience being offered as well as marketing and outreach to attract them. 

Investment in marketing and promotional strategies 

EPI Economic Strategies MRDT Investment Priorities Year 

Grow visitation from new & 

emerging markets and 

segments 

Leverage removal of travel barriers such as reduced visa 

requirements or increased air access from new or emerging 

markets (e.g. target Mexico market due to removal of Visa) 

1 – 5 

Leverage investment with industry partners such as Destination 

BC and Destination Canada as well as the travel trade in emerging 

markets (e.g. participate in joint marketing campaigns, attend 

trade shows in –market such as. International Luxury Travel 

Market (ILTM) 

1 – 5 

Further invest and grow efforts within the luxury segment through 

proven channels such as Virtuoso, Signature and Ensemble.   (e.g. 

join another consortium such as Signature and increase number 

of sales calls to agencies for training keeping Whistler top of 

mind) 

1 – 5 

Sustain and expand core 

markets and segments 

Maximize opportunities in core US markets due to favourable 

exchange rates (e.g. execute seasonal consumer paid advertising  

campaigns in Washington & California) 

1 – 2 

Maximize opportunities in primary international growth markets 

like UK & Australia (e.g. execute winter consumer paid advertising 

campaign in Australia) 

1 – 2 

Maximize opportunities to keep both regional and destination 

Canadian travellers within Canada (e.g. execute winter consumer 

paid advertising campaign in Ontario) 

1 – 5 

Further invest and grow efforts to drive conference and incentive 

travel during shoulder and midweek periods (e.g. Attend 

tradeshows such as CEMA travel show for technology meeting 

planners or host FAMs such as hosting Financial or Insurance 

planners following the FICP event in Vancouver. 

1-5 

Enhance digital marketing 

and visitor experience through 

new technologies & 

innovative partnerships 

Collaborate with industry partners to maximize data, content and 

innovative digital platforms to find, attract, and engage with 

guests in new and better ways (e.g. invest in Data Management 

Platform as part of the Tourism Network Partnership with 

Destination BC) 

1 – 5 
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‘Our Guests” strategic investment priorities is entirely aligned with all four of the MRDT Program 

Principles: 

MRDT Program Principle Alignment Highlights 

Effective, tourism marketing, 

programs and projects  

Investments target core, new and emerging markets to effectively 

secure repeat visits from core markets as well as first time visits. Both 

core and new visits are essential for sustainable growth.  

Effective local-level, stakeholder 

support, and inter-community 

collaboration 
 

Marketing efforts are a product of collaboration with key partners (e.g. 

Accommodation members). In addition, marketing content and tools 

are shared regularly with Tourism Whistler members. 

Marketing efforts that are coordinated 

and complementary to provincial 

marketing strategies and tactics 
 

Investments are aligned with key markets identified and invested in 

by Destination BC and Destination Canada. Additionally, Tourism 

Whistler continues to pursue appropriate co-op marketing 

opportunities at both the provincial and federal level.  

Fiscal prudence and accountability  
Investments take advantage of partnership and co-op opportunities to 

increase impact of efforts, while focus on key and core markets 

ensure investments are made in markets with most opportunity for 

growth. 

Not only are these priorities relevant to driving Whistler’s economic performance, they are aligned with 

the province’s tourism marketing objectives set by Destination BC in its November 2014 Corporate 

Strategy noted below:  

1. Achieve annual increases in visitor expenditures and volumes from our top ten markets 

2. Strengthen British Columbia’s brand health and resonance 

3. Increase brand engagement and traveller advocacy 

4. Amplify and strengthen British Columbia’s world reputation 

5. Achieve market leader status for travel trade relationships.  

Tourism Whistler collaborates closely with Destination BC to ensure that tourism investments support 

the province’s strategic direction as a key sector in the BC Jobs Plan.  

Investments related to our Guests are focused on tapping into market opportunities, including: 

Measures of success: 

The priorities noted above are designed to positively impact the following metrics: 

 Occupancy rate, Average Daily Rate (ADR), Revenue per available room (RevPAR) by season 

 Average Length of Stay 

 Spend per guest 

 Profile of guest mix 

 Growth in visitation from emerging markets 
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3.1.1 ADDITIONAL PRESCRIBED PURPOSES – THE GUEST 

 

 
 

Additional Prescribed Purposes 

In order to effectively deliver the tourism product of Whistler, support ongoing growth of the resort economy, drive 

positive guest experiences and ultimately continue to support the strength of the broader BC tourism brand, This 

Strategic Plan includes the following proposed amendment to the Designated Accommodation Area Tax Regulation 

specific to Whistler. In addition to the broader MRDT prescribed uses of supporting investments in, “tourism marketing, 

programs, and projects”,  

 

The Resort Municipality of Whistler and/or 

Tourism Whistler may spend the [MRDT] 

money paid to it for: 

(a) Conference and group business marketing and sales support, 

(b) Whistler Conference Centre improvements 

*Note that Conference Centre improvements and the  

Ongoing operation of core tourism is outlined in Section 3.3.1.  

 

(a) Conference and group business marketing and sales support 

Tourism Whistler’s Conference Sales team attracts meeting, conference and incentive travel (MC&IT) 

business to the Resort (hotel conference business space) and the Whistler Conference Centre (WCC) 

primarily through targeted direct sales efforts, with additional support through marketing initiatives. 

Initiatives include keeping top of mind with third party planners  and event is imperative given 40% of 

leads are generated through these channels; increasing focus on the US incentive market through 

attending more tradeshows and hosting incentive houses in resort as well as increasing presence and 

sponsorship at tradeshows to give Whistler more exposure to meeting planners. 

Conference and group business represented 23% of total room nights in summer and 13% in winter, 

with Tourism Whistler’s conference sales team generating more than 80,000 room nights for the 

resort annually (in the Whistler Conference Centre and to hotel’s conference space). Conference and 

Group business is particularly effective in driving room nights in shoulder months, including May, 

September and October. It also helps to secure advanced bookings for midweeks. For example, 

provincial and national Association group business is ideal as they book well in advance and they are 

attracted to shoulder season periods offering better value and accommodation rates. Attending events 

such as CSAE (Canadian Society of Association Executives), in-market client event and hosting in-

resort FAMs are productive in attracting this segment.  

Moreover, direct commercial spending in resort associated with conference and group business  

visitation is estimated at $15 -20 million per year, and is responsible for approximately $20 million in 

tourism-driven incremental GDP across the province (with a significant proportion of this GDP 

representing tourism export revenue generated from international visitors).  

For these reasons, Whistler is applying to have Whistler-specific Additional Prescribed Purposes 

incorporated into the Provincial Sales Tax Act Designated Accommodation Area Tax regulation. 
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3.2 OUR PEOPLE:  

Investment in resort workforce to ensure ongoing excellence in guest service  

Destination travel is very competitive and a quality visitor experience is critical to repeat visitation. 

First impressions and visitor experiences are key drivers for occupancy levels and return visits and 

must receive continued attention to ensure positive results. 

Seasonal surveys have indicated high visitor service and satisfaction rates overall, and maintaining a 

consistent guest experience is imperative to ensure this remains a strength for Whistler. With a largely 

seasonal workforce that has high turnover, ongoing training and education is required to ensure high 

resort knowledge and service levels. 

An investment in customer service training and the recruitment of motivated, engaging staff creates 

significant positive impact on the guest experience. New and returning visitors to Whistler can have 

improved guest experiences through informative and professional interactions with front-line staff, 

Village Hosts, and the Visitors Centre to help guide their visit and facilitate bookings for 

accommodations and attractions. 

The following strategies and actions related to MRDT funding support Our People, which concentrates 

on the residents, the story-makers and labour force required to enable Whistler to operate 

successfully throughout all four seasons. 

Investment in resort workforce to ensure  

ongoing excellence in guest service 

EPI Economic Strategies MRDT Investment Priorities Year 

Attract, train and retain a strong 

resort workforce 

 

Support ongoing guest and visitor service training programs, and 

continue evolution of customer service training to drive wider 

participation across the community (e.g. Whistler Experience Guest 

Service Training programs, Village Host program, Visitor Information 

Centre support). 

 

1 – 5 

The ‘Our People’ strategic investment priority is well aligned with all four of the MRDT Program 

Principles: 

MRDT Program Principle Alignment Highlights 

Effective, tourism marketing, 

programs and projects  

Investments ensure that the quality of the guest service across the 

resort remains high and is updated annually. Programs aim to ensure 

staff across the resort consistently meet or exceed visitor 

expectations, ultimately building strong word-of-mouth referrals. 

Effective local-level, stakeholder 

support, and inter-community 

collaboration 
 

Many of the training programs (esp. the Whistler Experience) involve a 

broad cross-section of the community in the design, development and 

enrolment of the programs. 

Marketing efforts that are coordinated 

and complementary to provincial 

marketing strategies and tactics 
 

The marketing value of high quality visitor experiences is a core 

tenant of the DBC Corporate Strategy – “positive guest experiences 

are critical to garner word of mouth referrals and broaden awareness 

through social media”. 

Fiscal prudence and accountability  
Training and visitor service programs generate significant visitor 

outcomes for relatively low investments, and some programs further 

leverage local volunteer input to maximize the program ROI (e.g. 

Whistler Village Host program). 
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Measures of success: 

The priorities noted above are designed to positively impact the following metrics: 

 # Full Time Equivalents (FTEs) completed service training 

 Overall satisfaction with customer service 

 Satisfaction with specific components of the customer service experience in Whistler 

o Reliability of customer service 

o Efficiency of customer service 

o Personalization of customer service  
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3.3 THE PLACE:  

Investment and development of the destination 

Reinvestment and development of Whistler’s resort product helps to ensure a positive visitor 

experience by improving core, resort tourism amenities within Whistler to keep pace with visitor 

growth, and by addressing the reinforcements and 

improvements required of aging amenities. Reinvestment in 

core tourism ‘Place’ amenities is critical to the ongoing 

success of the MRDT investments in Whistler. These funds are 

required to ensure that the quality of the guest experience is 

consistent with guest expectations, to support the long term 

viability of core tourism amenities, and to drive both ongoing 

positive word-of-mouth referrals and to support the foundation 

of the associated tourism-based economic activity.  

Revenues from MRDT/AHRT have been invested in core 

tourism amenities for more than 25 years, and the returns from these investments have been 

significant – Whistler now creates more than 22% of the total tourism export revenue of the province, 

and generates more than $1.5 billion dollars in provincial GDP annually. These core tourism assets 

are designed and targeted to serve resort visitors, are primarily used by resort visitors and are 

substantially incremental to any traditional municipal investments in these areas.  

Guest satisfaction with their overall experience in the resort is essential for long-term tourism growth. 

Positive experiences at each public amenity throughout the resort all contribute to word-of-mouth 

referrals and a broader awareness of the resort product. Tourism assets, including Whistler Village, 

parks and trails, the Whistler Conference Centre, along with the amenities that provide access to 

these unique aspects of the resort require ongoing investment to remain flagship features of the 

Whistler experience. Sustaining high standards for maintenance and services and enhancing 

amenities for all-weather experiences ensures a positive visitor experience and a continued draw to 

the Village. 

The following strategies related to MRDT funding support The Place, which includes Whistler as the 

destination, along with its natural and built environment. 

Investment and development of the destination 

EPI Economic 

Strategies 
MRDT Investment Priorities Year 

Enhance, energize and 

re-invest in core resort 

products and operations 

Ensure that core, freely accessible visitor-centric amenities and facilities are 

high quality, well maintained, and substantially contribute to positive visitor 

experiences (e.g. Whistler Park & Trail Amenity Enhancements). 

1 – 5 

Invest in group-business facilities and amenities that provide the foundation 

for weather-independent, shoulder season visitation  

(eg. Whistler Conference Centre improvements). 

1 – 5 

Expand authentic 

signature experiences 

Invest in free and low-cost resort products, facilities and experiences that 

provide competitive differentiators in the resort marketplace  

(e.g. the Festivals, Events and Animation program). 

1 – 5 

 

  

 

The experience travelers have while in a 

destination has increased in importance for 

driving visitation. Positive guest experiences 

are critical to garner word of mouth referrals 

and broaden awareness through social media. 

 

 
 

Destination BC Corporate Strategy, 2014 
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‘The Place” strategic investment priorities are also well-aligned with all four of the MRDT Program 

Principles: 

MRDT Program Principle Alignment Highlights 

Effective, tourism marketing, 

programs and projects  

Investment in the core amenities used by visitors ensures that both 

new and repeat visitors will continue to enjoy positive guest 

experiences at the facilities and amenities that they use most.  

Effective local-level, stakeholder 

support, and inter-community 

collaboration 
 

‘The Place' is the core collectively delivered amenity of the Whistler 

experience. Through local government stewardship, strategic private 

investment, and the collective oversight of stakeholder 

representation, the Place is the product of ongoing community 

collaboration.  

Marketing efforts that are coordinated 

and complementary to provincial 

marketing strategies and tactics 
 

The marketing value of high quality visitor experiences is a core 

component of the marketing promise. In this sense, a consistently 

high quality product is the foundation for earned promotion – 

especially through social media channels.  

Fiscal prudence and accountability  
MRDT investments in core product experiences (e.g. Whistler Village) 

are leveraged and supported by significant additional incremental 

local government spending.  

Enhancing what makes Whistler unique and expanding on experiences that will appeal to other target 

audiences are important opportunities that help ensure the resort remains competitive and generates 

new interest and word-of-mouth buzz about the resort. Investing and developing the destination is also 

designed to mitigate threats from adverse weather and reduce risks from competing destinations and 

resorts. 

Measures of success: 

The specific Place-based priorities noted above are designed to positively impact the following metrics: 

 Total commercial spending in resort 

 Net promoter scores 

 Visitor satisfaction ratings 

 Resort reinvestment levels 

 Likelihood to return 
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Destination BC identifies that “about 70% of travellers will share their travel experiences with friends, and 

family through social media. Word-of-mouth referrals and recommendations are the most powerful marketing 

tool in the travel industry.” 

Destination BC Corporate Strategy, November 2014 
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3.3.1 ADDITIONAL PRESCRIBED PURPOSES – THE PLACE 

 

 
 

Additional Prescribed Purposes 

In order to effectively deliver the tourism product of Whistler, support ongoing growth of the resort economy, drive 

positive guest experiences and ultimately continue to support the strength of the broader BC tourism brand, This 

Strategic Plan includes the following proposed amendment to the Designated Accommodation Area Tax Regulation 

specific to Whistler. In addition to the broader MRDT prescribed uses of supporting investments in, “tourism marketing, 

programs, and projects”,  

 

The Resort Municipality of Whistler and/or 

Tourism Whistler may spend the [MRDT] 

money paid to it for: 

(a) Conference and group business marketing and sales support, 

(b) Whistler Conference Centre improvements, 

 

(b) Whistler Conference Centre Improvements 

The Whistler Conference Centre (WCC) is the cornerstone facility of Whistler’s group and conference 

sector. Total group and conference business in Whistler exceeds 200,000 visitor-nights per year, with 

the Whistler Conference Centre directly responsible for hosting 25-30% of these visits over 80-100 

events per year, generating 40,000 – 50,000 visitor room-nights annually.  

As previously noted, conference and group business represented 23% of total room nights in summer 

and 13% in winter, with Tourism Whistler’s conference sales team generating more than 80,000 room 

nights for the resort annually (in the Conference Centre and to the hotel conference space). 

Conference and Group business is particularly effective in driving room nights in shoulder months, 

including May, September and October. It also helps to secure advanced bookings for midweeks.  

Again, direct commercial spending in resort associated with WCC-driven conference and group 

business visitation is estimated at $15 -20 million per year and responsible for approximately $20 

million in tourism-driven incremental GDP across the province (with a significant proportion of this 

GDP representing tourism export revenue generated from international visitors). 

As evidenced from the numbers presented above, conference and group business the WCC is a 

significant engine in whistler’s tourism economy. As such, the continued success of conference and 

group business to this venue  is critical to the ongoing vibrancy of the larger tourism economy of the 

resort – especially as peak WCC activity occurs during non-peak resort visitation seasons conference 

and group business activity occurs during non-peak resort visitation seasons, (i.e. group and 

conference business is concentrated during shoulder seasons). Any decrease in levels of visitor 

satisfaction with the WCC facility or its conference and group business programming would lead to 

decreases in word-of-mouth referrals, in net promoter scores, and negatively impact event producer’s 

likelihood to choose this venue for future business.  

Ongoing visitor and delegate survey results confirm the importance of the quality of venue facilities 

being a key contributor to overall event success, and likelihood to return (either as an independent 

traveller or for future conferences and events).  

As such, Ongoing investments into capital upgrades and enhancements of the WCC building are 

therefore critical to the continued success of the facility and conference and group business, and 
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represent an important and strategic injection into the broader tourism economy of the resort. A 

failure to ensure that the building continues to meet (or exceed) delegate expectations would have 

negative impacts beyond WCC building revenues, as the overwhelming majority of WCC users’ tourism 

expenditures occur in the broader tourism economy (hotels, restaurants, service providers and retail). 

A 25% reduction in WCC use (as a result of under-investing in the quality of the product) would reduce 

commercial sector expenditures in the local tourism economy by approximately $4 million dollars 

annually ($16M x 25%).  

Tourism Whistler plans strategic investments in the building on a short and medium term horizon, with 

all investments vetted by their board of directors, which includes broad representation from tourism 

and accommodation stakeholders including hotels, property managers, activities, Whistler Blackcomb, 

the RMOW, commercial representatives, and a Director-at-Large. A list of currently planned 

investments are included below for reference. The specifically planned MRDT investment in these 

enhancements is included in the annually submitted One Year Tactical Plans. 

Specific planned Conference Centre improvements in the next five years that will benefit from MRDT 

support consistent with this Strategic Plan include upgrades to furniture and fixture replacements, 

new flooring, motorized blinds for the main ballroom, digital signage upgrades, a significant upgrade to 

the Rainbow Theatre entrance area, lighting upgrades throughout the facility, as well as upgrades to 

the in-house audio systems. 

Whistler’s conference centre provides the foundation for approximately 50,000 room-nights per year, 

is targeted at—and used primarily by—visitors.  Investing in visitor-facing improvements to this facility 

has a direct and ongoing impact on the local tourism economy –especially during shoulder seasons. 

4 CLOSING COMMENTS 

Over the next five years, MRDT investments will be focused into strategies related to our Guests, our 

People, the Place, all supported by our partnerships to achieve the resort’s economic goals and 

priorities. The planned approach aims to build on strengths, capitalize on opportunities, and improve 

Whistler’s weaknesses while neutralizing potential threats to the resort. In summary, the plan is 

designed to: 

 Develop creative, strategic marketing initiatives that support, expand and diversify resort visitation 

throughout the year. 

 Invest in our people to deliver first-class guest service experiences. 

 Encourage long-term resiliency and diversity in core tourism assets: mountains, lakes and forests, and 

world-class outdoor recreation complemented with expanded cultural assets and experiences. 

 As the actions are implemented over the next five years, Whistler will continue to optimize the strategic 

alignment of resort partners and stakeholders. 

 

Whistler’s economy relies more significantly on tourism than any other community in B.C. Visitor 

spending overwhelmingly drives the economy in Whistler – visitor spending representing an average of 

85-90 percent of all commercial spending in the resort community. For this reason, Whistler is 

relatively unique in terms of the manner by which tourism dominates its economy, as well as the 

extent to which the local government funds key foundations of Whistler’s tourism experience. 

Tourism Whistler led MRDT-funded marketing campaign investments will use a mix of traditional and 

digital media – traditional channels to drive broad reach against a critical mass of the target 

demographic and digital media to allow for cost-effective, deeper targeting driving web visits to local 

booking channels. Digital strategies will continue to leverage technology advancements in 

programmatic, machine-learning targeting and buying, and importantly monitor and optimize digital 
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campaigns real-time while in market. Detailed campaign analysis and historical performance tracking, 

as well as research and industry trends help to shape marketing strategies and ensure effectiveness 

at driving the best possible campaign ROI. 

Moreover, municipally led MRDT investment in Place-based tourism programs and projects continues 

to be strongly correlated with meaningful growth in key tourism performance outcomes. Investments 

into park and recreational trail amenities, as well as summertime Village-based enhancements have 

been closely aligned with record year-over-year seasonal visitation levels. Importantly, these same 

park, trail and Village amenities increasingly generate very positive user-shared visitor experience 

photos, referrals and comments across social media channels. Maintaining satisfaction levels with the 

destination is arguably the cornerstone of tourism marketing in a culture increasingly dominated by 

social media and user-led marketing messages. 

MRDT investments are designed to be consistent with the Provincial Sales Tax Act (Designated 

Accommodation Area Regulations). Each priority included within this Plan is intended to drive growth in 

the tourism economy by investing in visitor-centric tourism marketing, programs and projects and in 

many cases, are further supported by RMOW taxpayer investments. Additional information regarding 

the management, governance and administration of the program along with detail on how the MRDT is 

incremental to other tourism funding is provided in the appendix that follows. 

The RMOW, Tourism Whistler and members of the EPI Committee track performance metrics closely to 

ensure that all invested funds are applied strategically, generate desired outcomes and continually 

support high satisfaction levels for visitor experiences. The economic analysis introduced in this plan 

show how these investments are producing significant returns that contribute a substantial amount to 

the Province. The ongoing investment of accommodation taxes through MRDT is fundamental to the 

resort’s continued success as well as the success of the provincial tourism economy. 
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APPENDICES 

1 EVIDENCE OF STAKEHOLDER CONSULTATION 

The first formal support for initiating the 3% MRDT rate was established through Whistler’s multi-

stakeholder Economic Partnership Initiative in 2012/2013. Through more than a year of extensive 

stakeholder and community engagement, the EPI committee deliberated options, developed a 

strategic framework, marshalled extensive research and ultimately published a recommended series 

of identified focus areas, key strategies and identified actions that included having the local Hotel 

Association of Whistler 

advance advocacy for the 

3% MRDT opportunity. 

Building on this initial first 

step, EPI’s 2016 Updates 

Summary of Key Findings 

and Economic Planning 

Report further formalized 

the pursuit of the 3% MRDT 

rate within the document 

Strategic Action Plan (see 

excerpt to the right). This 

Action Plan was shared with 

the community, and ultimately supported by Municipal Council. Work toward implementing this 

recommended action began with the process of developing and ultimately executing a tri-partite 

Memorandum of Understanding (MOU) between the Hotel Association of Whistler, the Resort 

Municipality of Whistler and Tourism Whistler, which established the manner by which responsibilities 

and revenues would be shared between the local government and the local DMO (TW). Each party to 

this agreement shared the terms of the agreement with their membership representatives and 

through the collective input of all parties ultimately shaped the final version b the Agreement. In 

parallel with the collective development of the Five Year Strategic Plan, the MOU was subsequently 

formalized into a binding Contribution Agreement between the RMOW and TW. Whistler’s MRDT 

Strategic Plan was designed to align and integrate with the broader work of the EPI Committee’s 

Strategic Plan, as well as the Province’s updated MRDT Guidelines, Designated Accommodation Area 

Regulation and Provincial Sales Tax Act. The Strategic Plan has benefited significantly from the input 

of the accommodation sector, the local destination marketing organization, the local government as 

well as key tourism stakeholders, activity providers and the local Chamber of Commerce. 

The MRDT investments associated with MRDT Tactical Plan are annually shared with the community 

through the budget development and financial planning process of the RMOW (most recently February 

28, 2017). These processes include sharing a summary of the MRDT planned investments, presenting 

the entire budget at a community open house, providing access to the information online, and 

consolidating comments received for municipal Council’s consideration, deliberation and support. 

Access to this information is shared with all interested stakeholders across the community, and all 

input regarding the expenditures is compiled and considered through the community budget 

development process. 

In addition to the processes noted above, access to the MRDT Strategic Plan as well as access to a 

consolidated and more ‘user-friendly’ four-page Summary document was shared with key stakeholder 

2016 FOCUS AREA

Our Partners
Key Strategy

Ensure long term 
security of key 
funding sources

Recommended Action

12.1 
Apply for additional 1% 
MRDT 

(TW, HAW, RMOW)
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organizations and tourism/hospitality representatives to ensure broad tourism community support for 

the planned MRDT investment approach. This process included reaching out to both collective 

representative organizations, as well as to individual tourism property owners and/or managers.  

The results of this outreach is evidenced through the demonstrated support of the RMOW Council 

(Appendix 5); the Tourism Whistler Board of Directors (approximately 8,000 Members, Commercial 

Tenants and Affiliates who own, manage or conduct business on Resort Lands); the Hotel Association 

of Whistler (18 members organizations, representing approximately 4,000 accommodation units as 

further detailed in Appendix 6 and 7); the Squamish Lillooet Regional District elected representatives 

(below); as well as the full support of the Whistler Economic Partnership Initiative committee (below) 

with its representation of a broad spectrum of local businesses, accommodation providers, community 

interests and large tourism operations (more detail in Appendix 2). 
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2 ONGOING MANAGEMENT, GOVERNANCE AND ADMINISTRATION OF 

MRDT REVENUES 

In addition to the stakeholder engagement undertaken in the creation and development of this 

submission, the RMOW is committed to ongoing stakeholder collaboration in the management and 

administration of MRDT investments into the future. 

The RMOW has established several committees to assist Council and provide opportunities for public 

involvement in range of related municipal matters. The following committees of Council provide input 

and make recommendations to staff on key initiatives that qualify for MRDT funds: the Economic 

Partnership Initiative (EPI) Committee, the Festivals, Events and Animation Oversight Committee, as 

well as the Audit and Finance Standing Committee, which also provides additional ongoing 

consultation through the municipality’s annual budget process. 

2.1 RMOW - TOURISM WHISTLER MRDT CONTRIBUTION AGREEMENT 

During 2016, the RMOW, the Hotel Association of Whistler and Tourism Whistler negotiated and 

ultimately developed a Memorandum of Understanding (MOU) (dated Feb 20, 2017) to structure the 

manner by which future MRDT funds will be shared and invested within Whistler. This MOU was non-

binding, but structured the basis for a future Contribution Agreement between the RMOW and TW that 

would formalize the agreement and set the responsibilities for each party as related to the collective 

investment of MRDT funds into the future.  

The subsequent 2017 Tourism Whistler MRDT Contribution Agreement was executed in June of 2017, 

and is now a binding agreement between the parties. In general terms, the Contribution Agreement 

formalizes a 50/50 sharing of MRDT revenues between the two organizations, provides clarity 

regarding the timing of transfer payments, outlines additional covenants for each party, and confirms 

mutual recognition that long term stable funding of Tourism Marketing, Tourism Programs and 

Tourism Projects is critical to the success of the resort community. The agreement also provides the 

following operational definitions: 

"Tourism Marketing" means the tourism research, advertising, promotions, social media, digital media, 

communications, media relations, website and sales promotion functions associated with resort-wide 
marketing of Whistler Resort to regional, national and international customers and markets. 

“Tourism Programs” and/or “Tourism Projects” means any program or project that primarily serves,  
or is used by visitors or tourists; and that is understood to support the growth or resilience of the local 
tourism economy. Tourism Programs and Projects may be supported by municipal and/or MRDT 

revenues, and includes but is not limited to the maintenance, operation, capital investment and/or 
reinvestment associated with key tourism facilities, amenities and/or attractions whether funded 
privately or publicly5. 

In combination with this Strategic Plan and the Provincial Sales Tax Act, the Contribution Agreement 

structures the foundation for Whistler’s governance approach, and provides the cornerstone for local 

administrate oversight related to MRDT cash flow and investment decisions into the future. 

2.2 ONGOING STAKEHOLDER ENGAGEMENT 

In addition to oversight by various committees of Council, and the Contribution Agreement noted 

above, Whistler’s Council-appointed EPI Committee provides additional ongoing strategic planning 

                                                        
5 These are the Operational Definitions included within the Contribution Agreement. It is understood by all parties that MRDT investments may only be invested consistent 

with the prescribed purposes included within senior legislation, currently the Designated Accommodation Area Regulation and the Provincial Sales Tax Act. 
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input to the administration of MRDT funds. In support of this, Tourism Whistler has additional ongoing 

engagement with its membership through its member liaison, board of directors and annual meetings.  

Detail on the range of ongoing stakeholder engagement is provided below. 

The RMOW also collaborates regularly with a number of community partners that provide input into 

MRDT investment, including the Whistler Arts Council, Squamish Lil’wat Cultural Centre, Whistler Sport 

Legacies Society, the Whistler Museum and Archives. 

Economic Partnership Initiative 

The EPI Committee was formed in September of 2012 to take on a broad-based, medium-term (≤ 5yr), 

community-wide economic planning mandate. The Committee is comprised of local economic 

stakeholders and community representatives – each in a unique position to contribute to the planning 

of Whistler’s economic future. The executive level representatives from each organization who 

participate in the planning initiatives of the EPI include: COO of Whistler Blackcomb, CEO of The 

Whistler Chamber of Commerce, President and CEO of Tourism Whistler, Chair of the Hotel Association 

of Whistler, General Manager of Resort Experience, senior staff, Mayor and a Council member from 

the Resort Municipality of Whistler, as well as an at-large community member.  

EPI representation is as follows: 

Whistler Blackcomb, the official alpine skiing venue for the 2010 Olympic and Paralympic Winter 

Games, is situated in the Resort Municipality of Whistler located in the Coast Mountains of British 

Columbia 125 kilometres (78 miles) from Vancouver, British Columbia. North America’s premier four 

season mountain resort, Whistler and Blackcomb are two side-by-side mountains which combined 

offer over 200 marked runs, 8,171 acres of terrain, 16 alpine bowls, three glaciers, receives on 

average over 1,170 centimetres (461 inches) of snow annually, and one of the longest ski seasons in 

North America. In the summer, Whistler Blackcomb offers a variety of activities, including hiking and 

biking trails, the Whistler Mountain Bike Park, and sightseeing on the PEAK 2 PEAK Gondola.  

The Whistler Chamber of Commerce represents over 630 members of the Whistler business 

community and is the steward of the resort-wide customer service solution, the Whistler Experience 

program, which trains over 5,600 people annually. 

Tourism Whistler. Legally known as the Whistler Resort Association, Tourism Whistler is the non-profit 

member-based marketing and sales organization representing Whistler. It also operates the Whistler 

Conference Centre, the Whistler Golf Club, and the Whistler Visitor Centre, as well as Whistler.com - 

Whistler's official source for accommodation and activity bookings and information. Formed in 1979 - 

at the recommendation of the provincial government - Tourism Whistler is responsible for promoting 

the resort as an international, four-season destination with the goal of increasing overnight visitation. 

Tourism Whistler represents more than 7,000 members who own, manage and operate properties or 

businesses on resort lands including hotels, restaurants, activity operators and retail shops. Seven 

elected individuals and five appointees represent the various sector interests on the 12-member 

Board of Directors; the activities of Tourism Whistler are further directed by its membership through 

bylaws that are approved by the municipal council and the provincial Ministry of Municipal Affairs. 

The Hotel Association of Whistler is a member-based organization representing over 3,800 hotel 

rooms including major hotels and hundreds of properties in Whistler that are zoned for nightly tourist 

accommodation. The Hotel Association of Whistler looks to serve as an advocate and voice for the 

interests of the hotel industry in Whistler while ensuring that the views of Whistler’s hospitality industry 

are represented in a meaningful, coherent and coordinated way to government and policy makers. 
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Community at Large Membership is also included within the EPI Committee and is selected by Council 

in response to an advertised Call for Expressions of Interest. 

Finally, key RMOW senior leaders, including both the CAO and the Mayor, participate on, and are 

responsible for the facilitation and management of the committee itself. 

EPI committee meets regularly over the year to complete planning workshops, facilitate presentations 

by local sector representatives, host community open houses, execute surveys, and commission 

ongoing economic and tourism research relevant to the financial and strategic oversight of the 

Whistler tourism economy. The Committee’s works builds on the outcomes of previous economic 

planning work, reviews current economic challenges, explores changing ‘realities’, evaluates strategic 

investment opportunities, and considers opportunities that may contribute to the sustained economic 

viability of Whistler.  

The EPI Committee’s updated Key Findings and Economic Planning Report (2016) provides the 

strategic framework that underlies this MRDT Strategic Plan (the Guest, the Place, the People, and the 

Partnerships). 

The EPI committee receives regular updates on tourism spending, priorities and strategic directions 

related to key spending and investments across the community. The EPI Committee annually reviews, 

considers and provides input on spending priorities 

for the community including RMI and MRDT 

investments.  

In particular, the 2017 Tourism Whistler MRDT 

Contribution Agreement includes the general 

provision that, “In conjunction with the Hotel 

Association of Whistler, the RMOW and TW will 

participate in meaningful dialogue of each 

respective organization’s planned annual MRDT-

funded investments at ongoing EPI Committee 

sessions (or similar partner forum as agreed to 

between the three parties). However TW and the 

RMOW will each have the ultimate responsibility to 

define and allocate MRDT funds consistent with its 

own internal financial governance models.” 

As such, on an ongoing basis, the EPI committee 

has input into the strategic investment of MRDT 

funds, which are further contextualized in relation to 

broader strategic tourism development and 

economic planning priorities. For reference, the 

committee operates within the broader Guiding Principles (included to the right), as well as it’s 

identified Strategic Goals and Focus Areas (see EPI Key Findings & Economic Planning Report) – both 

of which were developed in consultation with broad community consulation and engagement. 

RMOW Financial Planning Engagement Processes 

For decades the RMOW has engaged the entire Whistler community in its annual Five Year Financial 

Planning processes – including planned MRDT investments. The financial planning process includes 

community open houses (most recently on Feb 28, 2017), open email input channels 

(budget@whistler.ca), dedicated website portals (whistler.ca/budget), as well as social media and print 

news promotion. Throughout this process, the annually planned MRDT and RMI investment plans are 

EPI Guiding Economic  
Planning Principles 

 Maintain a competitive advantage in destination 
resort marketplace by focusing on key strengths 
and differentiators  

 Sustain a strong, year-round economy that is 
supportive of our world-class mountain tourism 
product 

 Support a competitive return on investment 

 Ensure balanced and effective use of limited 
financial, social and natural resources  

 Effectively adapt to changing external conditions 

 Promote a creative small business sector that 
thrives by offering unique products and services 
with high customer appeal 

 A skilled workforce supports the local economy, 
and the local economy supports a skilled 
workforce 

 Promote physical and social infrastructure that 
attracts jobs and investment 

 Effective and collaborative partnerships 
strategically support economic health 

 Investment in business and infrastructure is 
facilitated in an efficient and effective manner 

https://www.whistler.ca/sites/default/files/related/2016_key_findings_and_economic_planning_report_-_final_sm_4.pdf
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shared with the community, clearly identified, and are always included as separate schedules in the 

production of the annual Plan.  

Tourism Whistler 

Tourism Whistler represents more than 8,000 members who own, manage and operate properties or 

businesses on resort lands including hotels, restaurants, activity operators and retail shops. 

Membership assessments are the primary source of funding for the world-wide marketing and sales 

initiatives that Tourism Whistler manages and directs, supplemented by net income from operating 

centres, sponsorship and funding.  

Tourism Whistler is governed by a 12-Member Board of Directors, seven elected by the Members and 

five appointed.  The Tourism Whistler Board comprises the following positions: 

 1 x Director at Large – intended to represent all Members; 

 1 x Commercial Director - represents owner and commercial tenants of commercially zoned 

properties; 

 2 x Single Managed Accommodation Directors – represents properties who are managed by 

one company; 

 3 x Multi Managed Accommodation Directors – represents properties who have multiple 

managers and independent rentals in a single property; 

 2 x Appointed RMOW members – represents residential and community interests; 

 2 X Appointed Whistler Blackcomb – represents the mountain owned ski, food and beverage, 

retail and rental sector interests; and 

 1 x Appointed Tourism Whistler President and CEO. 

Through the RMOW’s appointed positions on the Tourism Whistler Board of Directors, the RMOW 

provides annual updates and engages discussion on the strategic investment of the MRDT and RMI 

fund 

As well, the RMOW will continue to engage the community on planned MRDT investments on an 

ongoing basis, through strategic economic planning with the EPI Committee, through the ongoing 

annual community engagement around the Financial Plan development process (community open 

houses, online and email engagements, etc…), as well as through ongoing participation with the 

Tourism Whistler Board of Directors. 
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2.3 MRDT INVESTMENT PRINCIPLES 

RMOW staff were invited by Provincial representatives in September, 2016 to discuss MRDT 

guidelines and Provincial tax policy as these issue relate to, and inform annual Whistler-based MRDT 

investments. The discussion sought to explore issues related to the alignment of current and planned 

MRDT-funded investments in Whistler with relevant Provincial tax policy, and associated MRDT 

guidelines. The meeting also provided an opportunity for RMOW staff to outline the Municipality’s role 

in delivering the tourism experience through the development and management of core tourism 

amenities and programs. 

The Ministry of Jobs, Tourism & Skills Training staff indicated that the primary criteria for establishing 

the alignment of community-based MRDT investments with Provincial Tax Policy, and MRDT program 

assessment criteria were: 

a) That the investment has a direct connection to tourism; 
b) That the investment is directed at a program or project that is predominantly targeted to, or 

used by visitors, not residents; and 
c) That the program or project should not be a general municipal expense. 

Based on that understanding outlined in the November 2016 RMOW Memo for Discussion provided to 

Provincial staff including the Ministry of Jobs, Tourism & Skills Training; Ministry of Finance; and 

Destination BC, MRDT investment principles are summarized below: 

Proposed investments 

MUST 

 Qualify as an eligible MRDT investment for an, ‘Approved Prescribed Purpose’, consistent with 

Provincial regulation. 

 Contribute to the increase of local tourism revenue, visitation, and economic benefits 

 Be aligned with the community’s Economic Partnership Initiative Report and other planning 

documents 

Proposed investments 

SHOULD 

 Enhance the guest experience 

 Align with the unique ‘Whistler Brand’ 

 Support stakeholder and community collaboration 

 Demonstrate fiscal prudence 

Moreover, investments that are sourced from the 1% MRDT rate lift, will be incremental to existing 

MRDT investments (i.e. these investments will meet the program assessment criteria noted above, be 

consistent with the aforementioned principles, and will be new/incremental investments to the MRDT 

planned budget. For additional clarity, the new 1% revenue will not simply be additional funds invested 

into the same/similar tourism programs or projects as past MRDT investments.  

 

2.4 ADDITIONAL POLICY DIRECTION AND ALIGNMENT 

The vision and goals for Whistler’s MRDT Strategic Plan have been developed within the context of 

Whistler’s main policy initiatives as described below. 

BC Tourism Strategy 2012 - 2016: This plan was designed to increase visitor volume, tourism 

revenue and employment, which will be achieved by: Leadership through partnership and 

coordination, Focused marketing, World-class visitor experiences and Removing barriers to growth. 

Tourism Whistler Annual Business Plan:  Guided and approved by the Tourism Whistler Board of 

Directors, Tourism Whistler produces an annual business plan. Strategies and tactics are determined 

following a thorough strategic assessment and full environmental analysis, including analysis of 

results, customer insights, tourism trends and marketing trends to determine the roadmap for 

strategies around Research, Product Enhancement, Marketing, Market Development, Events, 
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Partnerships, Travel Media, Communications, Meetings & Incentives, Sales, Golf, Visitor Servicing, 

Whistler Conference Centre and Whistler.com. 

Economic Partnership Initiative Report:  Endorsed by Whistler Council in November 2013 and 

updated again in 2016, the report summarizes key economic research and findings conducted by the 

committee, provides concrete recommendations for collaboration for Whistler’s continued economic 

success, and defines guidelines for evaluating investment of MRDT funds to maintain and grow 

Whistler’s tourism economy.  

Resort Development Strategy (RDS): The RMOW receives funding from the Province of British 

Columbia through its Resort Municipality Initiative (RMI) program. Since 2006, RMI funding has been 

invested in a range of infrastructure, programs and services that support and help grow tourism in 

Whistler. The RDS, updated for the 2015 – 2017 period, is a guiding document outlining a vision, 

goals and strategies for the RMI investments that are reviewed annually. 

Recreation and Leisure Master Plan (RLMP): High-level guiding direction for Whistler’s parks, 

trails, lakes, rivers, indoor and outdoor recreation facilities, programs, other non-commercial outdoor 

activities and commercial activities that use municipally controlled assets. The 2015 RLMP 

determined priority investment areas to maintain and enhance, enrich and plan for new assets within 

each category of recreation and leisure amenity in Whistler.  

Whistler’s Cultural Tourism Development Strategy:  Developed in 2011, the report recommended 

investment in place-based cultural tourism as part of the resort-wide strategy to increase room 

occupancy levels. It outlines strategies to leverage ‘place as product’ and market immersive tourism 

experiences that capitalize on Whistler’s unique character and sense of place. 

Official Community Plan: Whistler's Official Community Plan serves as a framework for all policies, 

regulations and decisions pertaining to land use and development in Whistler. 

Whistler2020: Whistler2020 is a vision and policy that is aspirational, providing a broad strategic 

scope for our ongoing journey towards success and sustainability. The document outlines how Whistler 

will achieve its vision through 17 strategies and ongoing community-developed actions. Annual 

performance monitoring and reporting systems track more indicators measuring the resort’s progress 

towards sustainability. 
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2.5 FUNDING TOURISM IN WHISTLER 

RMOW Municipal Tax Revenue 

The RMOW manages a budget of approximately $83 million on 

behalf of the resort community providing municipal programs, 

services and infrastructure to approximately 12,000 

permanent residents and an average daily population of 

30,000, which includes part-time residents, seasonal workers 

and more than 3 million visitors per year. On any given day it is 

quite common for the number of visitors in Whistler to exceed 

the number of residents – this is part of what makes the 

community of Whistler unique in terms of its structure in 

general, and its tourism share in particular. 

Whistler’s annual budget is far in excess of municipal 

governments of a comparable size. This fact is a reflection of 

the annual investment that is required by local taxpayers (both 

residential and commercial) to support infrastructure, facilities 

and amenities that are very often core assets of the tourism product, and in many cases 

predominantly used, or targeted at both attracting and serving visitors. For almost 30 years, this is 

part of the reason that the MRDT (AHRT, etc…) has played such an important supporting role in 

sustaining the very significant costs of delivering effective management and investment into core 

elements of the Whistler tourism product (especially the Whistler pedestrian Village amenities, 

facilities and attractions). 

Province of British Columbia, Municipal and Regional District Tax (MRDT)  

As noted in detail above, MRDT revenues generated through designated accommodation taxes within 

Whistler, are divided evenly between Tourism Whistler and the RMOW – assuming a 3% rate, and at 

current accommodation sale levels, this yields approximately $4M to both organization annually. 

These funds are critical investments in ensuring that the tourism economy in Whistler continues to 

present a world-class image, and deliver world class visitor experiences. These MRDT investments 

strategically support the delivery of a tourism economy that creates almost $1.5 billion in consumer 

spending (approximately 85% by visitors); approximately $1.5 billion in provincial GDP; represents 

almost 25% of the Province’s tourism export revenue; and collectively more than $500 million in tax 

revenues ($1.4 million/day) to all three levels of government. 

The delivery of exceptional visitor experiences is at the core of the ongoing success of Whistler’s 

tourism economy, and for almost three decades, the MRDT revenues have provided critical support to 

its successful delivery. This Plan seeks to both formalize this approach, and ensure its continued 

success into the future. As stated earlier within the Plan, to continue to effective leverage MRDT 

revenues and effectively support the Whistler resort tourism economy, this 3% tax rate submission 

seeks to add Whistler to the list of Additional Prescribed Purposes schedule included within the 

Designated Accommodation Area Regulation. For reference, local stakeholder are strongly in support 

of adding the following Additional Prescribed Purpose to the Whistler designated accommodation 

area: 

Whistler. The Resort Municipality of Whistler and/or Tourism Whistler may spend the [MRDT] money 

paid to it for convention Centre marketing and capital re-investments.  
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Province of British Columbia, Resort Municipality Initiative (RMI) 

The RMOW is part of a small group of resort communities in British Columbia that can access 

incremental financial tools to “enhance the resort sector in B.C.” Through the Resort Municipality 

Initiative (RMI), the RMOW can access significant ongoing incentive-based funding established to 

support the unique challenges and opportunities faced by small resort municipalities and to assist 

resort-oriented municipalities in their efforts toward “maintaining and growing a robust regional 

tourism economy”. The RMOW, in collaboration with other resort partners (through EPI processes) 

strategically invests RMI funds through a regularly submitted and approved Resort Development 

Strategy. Key performance metrics are identified with the Strategy, tracked annually, and strategically 

leveraged to ensure the ongoing success and effectiveness of RMI investments over time. 

Province of British Columbia, Destination BC 

Tourism Whistler embraces partnerships and has been fortunate to work with Destination BC on 

several co-operative marketing programs, including a Sea to Sky Mountain Bike campaign and Sea to 

Sky Arts and Culture campaign. Destination BC has been a partner of Tourism Whistler and regularly 

contributes to market development programs, including media and trade familiarization tours. 

Private Funding Support and Reinvestment 

With a positive economic outlook for the resort, private investment across the community has grown 

over the last couple of years. 

Resort businesses continue to maintain and reinvest in amenity and infrastructure improvements as 

evidenced by increasing building permit activity and year-round product innovations. 

Whistler Blackcomb’s Renaissance investment announcement aims to develop new year-round 

attractions that can operate regardless of the weather. It has also made continued advancements in 

snowmaking, trail maintenance as well as a recent upgrade of the Rendezvous Lodge on Blackcomb 

Mountain. 

The new privately funded Audain Art Museum is becoming a flagship arts institute attracting a culture-

focused visitor segment. Supporting arts and culture organizations with improved programs and 

projects will help this aspect of the resort economy to grow and attract new visits to the resort. 

Furthermore, third party producers for 10 festivals and events over the next three years are 

collectively contributing an estimated $33.78 million to bring these major events to Whistler. This 

programming includes iconic events like Tough Mudder Whistler, RBC GranFondo Whistler, and 

Subaru IRONMAN Canada. While these events were not initially based in Whistler, resort partners 

worked together to attract the producers to host their events to Whistler, proving to become 

substantial economic drivers for British Columbia. 

The municipality, Tourism Whistler and other resort stakeholders are continually looking ahead for 

additional opportunities to innovate and find the suitable mix of partners and funding to deliver fiscally 

sound product and programs. 
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5 COPY OF BYLAW AMENDMENT 
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6 ACCOMMODATION DIRECTORY 

Whistler has a wide variety of nightly accommodation options. The resort community has been 

carefully planned with the intent to provide sufficient inventory of nightly rental beds available close to 

lifts and other recreational facilities in Whistler; in other words, to ensure ‘warm beds’ for a vibrant 

resort village.  These properties have specific covenants and other designations registered on title that 

outline how the property is to be used and to ensure sufficient space is available for tourist 

accommodation. 

In Whistler, the range of properties that are designated for tourist accommodation is quite variable – 

from the 550-room Fairmont Chateau Whistler to boutique hotels, condominiums, bed and breakfasts 

and lock-off suites. 

A recent review of inventory calculated that 6,569 units that are zoned and used for nightly rentals 

across the Resort Lands. Many of these are independently managed or owner-managed, with single or 

multiple owners who have fractional ownership on title. Further, many foreigners who rarely, if ever 

visit Whistler, own these units as investment properties.  

After discussions with Destination BC and The Ministry of Jobs, Tourism & Skills Training, it was initially 

thought that the best way to obtain appropriate approval for the additional 1 percent MRDT would be 

through the Hotel Association of Whistler (HAW) and its membership.  

The Hotel Association of Whistler – May 2017 membership 

 

 

 

 

 

 

 

 

HAW represents approximately 59% of all rentable nightly accommodation in this Resort. However, as 

seen in the table above, HAW represents primarily the larger accommodation providers, and while they 

represent >51% of the units in Whistler, they do not represent >51% of the ‘tax reporting entities’ in 

Whistler’s accommodation sector. For this reason, additional work was undertaken to ensure that 

more than 51% of the ‘accommodation tax reporting entities’ also expressed their collective support 

for this +1% application. 

The table on the following pages demonstrates that 66%8of all ‘reporting entities’ included on the 

Ministry of Finance’s most current tracking have expressed support for this +1% submission 

(signatures in Appendix 7). Moreover, depending on the manner by which the calculations are 

undertaken, there is now expressed support of between 72%9 and 89%10 of all nightly accommodation 

units in Whistler (clearly above the 51% threshold in both cases). 

                                                        
8 96 of the 146 reporting entities with active units included on the MoF summary document 
9 4,755 units of the 6,659 units that TW reports are operating on Resort Lands, and have not declared ‘residential occupancy’ (i.e. units understood to be 

operating as nightly accommodations) 
10 4,755 units of the 5,351 units included on the updated MOF summary (see pages 42 onward) 
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7 ACCOMMODATION SECTOR IN SUPPORT OF MRDT 
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