NORTHERN DEVELOPMENT INITIATIVE TRUST

MARKETING INITIATIVES

FUNDING APPLICATION

Adobe Reader 8.0+ is required to complete this application form.

If you are using an earlier version, you will not be able to save any information you enter into the form.
Adobe Reader is a free download available at: http://www.adobe.com/products/acrobat/readstep2.html
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+ Please ensure documents are downloaded and saved to your computer desktop prior to entering any information.
If opened and completed within your internet browser, any information entered will not be saved.

1. Project Name

Gold Rush Trail Post-Wildfire Marketing Initiative

Provide a name for the project that is proposed in this funding application:

2. Applicant Profile

Applicant organization (legal name):

Non-profit society registration no. (if applicable):

204-350 Barnard Street
Williams Lake BC V2G 4T9

Cariboo Chilcotin Coast Tourism Association 6442
c/o Gold Rush Trail Committee
Mailing address: Telephone:

250-392-2226

Email:

amy@landwithoutlimits.com

Website (URL):

landwithoutlimits.com

3. Primary Contact Information

Primary contact (for this application):

Amy Thacker

Position/title:

CEO

Complete the following if different from applicant organization contact information:

Mailing address: Email:

Telephone:

Northern Development Initiative Trust

301 — 1268 Fifth Avenue, Prince George, B.C. V2L3L2
Tel: 250-561-2525

Fax: 250-561-2563

Email: info@northerndevelopment.bc.ca
Website: www.northerndevelopment.bc.ca
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MARKETING INITIATIVES FUNDING APPLICATION

4. Resolution of Support

Identify the municipality or regional district that is providing a resolution of support for this funding application:

Cariboo Regional District

The resolution of support is:

O Attached.

@ Not yet secured. The scheduled council meeting date is: June 22, 2018

4+ Applicants are responsible for securing a resolution outlining support for the Northern Development funding request from a
municipality or regional district. The applicant must provide a copy of the resolution of support to Northern Development before an
application can be considered for funding.

4 Sample Resolution: THAT, the (insert local government name) supports the application to Northern Development Initiative Trust
from the (insert applicant organization name) for a grant of up to S(insert amount) for the (insert project name) from the (insert
regional development account name).

5. Project Overview

Identify the project’s primary investment area:

O Agriculture O Energy O Mining O Pine Beetle Recovery @Tourism
O Economic Development O Forestry O Olympic Opportunities O Small Business OTransportation

4+ Northern Development project investments must fall within the ten investment areas above as identified in the Northern
Development Initiative Trust Act.

Provide a description of the project:

<+ Clearly define how the project is distinct and separate from any regular/annual marketing initiatives.

The Gold Rush Trail (GRT) corridor includes all stakeholders, communities and businesses from New Westminster to Barkerville. This
specific marketing project will have a strong focus on promoting and creating new visual assets for the Northern portion of the GRT to
address the strong need to bring sustainable economic development and marketing dollars after such a devastating summer last year.
With this important marketing grant, we will revitalize the widely distributed Gold Rush Trail marketing material; create valuable
post-wildfire visual content for our social media, travel guide and website; and harness the power of collective marketing through
targeted paid social media (Instagram and Facebook), Google adwords, SEO, digital advertising and our innovative marketing
technology partnership with Quest Upon.

We have completed an inventory and identified key gaps in our digital assets including a large demand for content showcasing renewal
and the resilience of the communities, both indigenous and non-indigenous, and tourism businesses along the northern portion of the
GRT. The photo and video assets will be created for multiple platforms, however there will be a strong focus on post-wildfire and mobile
optimized content aligning with industry best practices. We intend to fill key gaps that highlight the unique cabins, indigenous
experiences, dark skies, pioneering women, ‘local stories’, heritage sites and culinary and outdoor experiences building local pride and
inspiring new visitors. It has been several years since the Gold Rush Trail travel guide has been updated, and aligning with our
post-wildfire initiatives this presents a perfect opportunity to redesign, print and distribute 50,000 print collateral pieces. The travel
guides will be distributed extensively to our target markets and an interactive pdf will be available for download on our website. In
addition, the Gold Rush Trail website will be updated to be more visually appealing and interactive including a new activity based
itineraries section. We have also identified the need for paid and targeted social media advertisements in the context of changing social
media algorithms. We understand the crucial role paid social plays in increasing awareness and encouraging returning and new visitors
to the GRT. Dedicated paid social media posts across our channels will be amplified by our stakeholders, partners and through our
collaborative approach. Moreover the post-wildfire digital marketing strategy will align with the asset creation and website updates to
ensure the most effective use of the grant money. Finally, building on our partnership with QuestUpon in 2017, we will increase
engagement and reach a larger audience through our digital marketing and promotional efforts. This innovative Augmented reality and
experiential storytelling mobile App will encourage more people to visit historic sites and communities along the entire corridor igniting a
sense of adventure, while generating important economic benefits along the GRT.
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MARKETING INITIATIVES FUNDING APPLICATION

Explain the rationale for the project:

+ Focus on community or regional needs with regards to economic development that the proposed project will address specific to the primary investment area.

This project addresses the important need for collaborative tourism marketing after the 2017 wildfires and the devastating economic
consequences many of our stakeholder along the northern portion of the Gold Rush Trail (GRT) suffered. Businesses are in the
process of rebuilding and recovering from the tremendous financial burden of last summer, and through our collective marketing
initiatives we will harness the power of the GRT brand and showcase the resilient communities and world-class historic, indigenous and
outdoor experiences along the Gold Rush Trail. The main rationale is to increase the awareness, utilize our industry expertise in
tourism marketing and most importantly to re-vitalize the economy after such a devastating year for many of our stakeholders.

Through this specific project we aim to inspire and attract new and returning visitors, revitalize GRT marketing and strengthen the GRT
brand during this crucial post-wildfire renewal. Finally, this project aims to encourage travelers to book trips and extend stays and
increase the tourism dollars flowing through the communities and historic sites along the corridor.

In general our objectives for the Gold Rush Trail and our marketing initiatives are to:

1) Increase awareness of this key and historically significant BC corridor;

2) To increase visitation via traffic along the corridor;

3) To increase revenues in the corridor by 5% per year, in alignment with the BC Provincial growth goals; and
4) To enhance the visitor experience.

6. Key Deliverables

<+ The following will be reported on by the applicant organization approximately one year after completion of the project.

Outline the projected economic benefits to the local and/or regional economy:

» The committee plans to implement marketing strategies as identified in the planning processes, joint research and branding exercises.
» To grow our visitor community online and offline, increase engagement and connect them to attractions and partners.

« To grow the stakeholder participation and increase the number of communities involved in the GRT Collaborative.

« To increase awareness through amplifying social media shares and our digital presence.

 To increase awareness through continued distribution of collateral.

In general this through our marketing efforts this project will increase the tourism dollars flowing through the communities and historic
sites along the entire corridor, thus becoming an economic generator for communities and tourism stakeholders.

Outline the specific outcomes of the project that will be measured to determine its effectiveness:
<+ The following are some examples of measurable outcomes: page views, foot traffic, revenues, or visitors to a site.

« Visits to the goldrushtrail.ca website, user experience feedback and Google Analytics

* Number of branded post-wildfire photos/videos

* Number of paid and boosted social media posts

« Social media analytics and engagement

» The number of brochures/guides distributed

» Gold Rush Quest player analytics
- Self-reporting stats from participants, stakeholders and regional Visitor Centres
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MARKETING INITIATIVES FUNDING APPLICATION

7. Project Milestones

Scheduled date:

Stage of project:
ge of proj (dd-mmm-yyyy)

1) Project start date 23-Jun-2018
2) Paid social media and digital advertising 25-Jun-2018
3) Image aquisition and content creation 1-Jul-2018

4) Website updates, micro photo blog and itineraries 1-Jul-2018

5) Gold Rush travel guide 3-Sep-2018
6) Travel guide distribution 11-Mar-2019
7)

8) Project completion date 31-Mar-2019

4+ Complete the above, however if you wish to provide a more detailed project schedule, please attach separately to this application.

8. Project Budget

4+ Quotes must outline the proposed scope of work, the vendor and all pre-tax costs.

Expense item: Amount ($): Vendor: Verification:

Digital Advertising and Paid social media
$7,000.00 Quote(s) attached

Brochure/travel guide and distribution
$23,000.00 Quote(s) attached

Post wildfire image acquisition and

content creation $10,000.00 Quote(s) attached
S Quote(s) attached
S Quote(s) attached
S Quote(s) attached
S Quote(s) attached
S Quote(s) attached

TOTAL PROJECT BUDGET: $ 40,000.00

4+ Complete the above, however if you wish to provide a more detailed project budget, please attach separately to this application.
4 Please refer to the Marketing Initiatives Application Guide for eligible and ineligible costs.
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9. Funding Request

FUNDING APPLICATION

The following funding is requested from Northern Development:

Funding type: Amount ($):

Grant $20,000

4+ Maximum allowable grant is $20,000 per marketing project.

10. Other Funding Sources

Funding source: Amount ($): Identify funding Identify funding confirmation:
+ Do not use acronyms. terms:
Cariboo Chilcotin Coast Tourism Association $ Applicant contribution |:| Confirmation letter attached
c/o Gold Rush Trail Committee 20,000.00

S @Grant O Loan O Approval letter attached
OOther: O Date approval expected:

S OGrant O Loan O Approval letter attached
OOther: O Date approval expected:

S (OGrant () Loan O Approval letter attached
OOther: O Date approval expected:

S OGrant O Loan O Approval letter attached
OOther: O Date approval expected:

S Oarant O Loan O Approval letter attached
OOther: O Date approval expected:

S O Grant O Loan O Approval letter attached
O Other: O Date approval expected:

S O Grant O Loan O Approval letter attached
O Other: O Date approval expected:

TOTAL OTHER FUNDING: $20,000.00 TOTAL PROJECT FUNDING: $40,000.00

(Northern Development + Other Sources)

+ Northern Development must receive copies of letters of approval for all other funding sources. Please attach all letters of approval
received to date with this application. If there are more than eight other funding sources, attach a complete list separately.
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11. Leveraging

Northern Development’s funding leverage for the project:
The funding request as a percentage of total project funding is: 50.00 %

+ Leverage % = (Northern Development funding request) + (Total project funding)

+ Northern Development provides funding up to a maximum of 50% of an eligible project budget.

12. Attachments

List all documents attached to this application:

Document name:

1) Required: Local government resolution

[1|2) Required: Detailed quotes (as outlined in section 8. Project Budget)

3) Required (if applicable): Funding approval letters (as outlined in section 10. Other Funding Sources)

[ ]| 4) Required (if applicable): Society incorporation document (not applicable for local governments or First Nations)

5)
6)
7)
8)
9)

10)
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MARKETING INITIATIVES FUNDING APPLICATION

13. Authorization

O

| have read and understand the Marketing Initiatives Application Guide including the eligible and ineligible costs.

| confirm that the information in this application is accurate and complete, and that the project proposal,
including plans and budgets, is fairly presented.

| agree that once funding is approved, any change to the project proposal will require prior approval of Northern
Development Initiative Trust (Northern Development).

| also agree to submit reporting materials as required by Northern Development, and where required, financial
accounting for evaluation of the activity funded by Northern Development.

| understand that the information provided in this application may be accessible under the Freedom of
Information (FOI) Act.

| agree to publicly acknowledge funding and assistance by Northern Development.

| authorize Northern Development to make enquiries, collect and share information with such persons, firms,
corporations, federal and provincial government agencies/departments and non-profit organizations, as
Northern Development deems necessary for decision, administration, and monitoring purposes for this project.

| agree that information provided in this application may be shared with the appropriate regional advisory
committee(s), board of directors, Northern Development staff, and consultants.

Name (organization signing authority):
4+ Please type name.

Position/title: Date:

Amy Thacker CEO Dec 12 2017

14. Submitting Your Application

Completed funding applications (with all required attachments) should be provided electronically to Northern
Development by email.+ Please do not scan this form (if possible).

Email: info@northerndevelopment.bc.ca
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CARIBOO Cariboo Chilcotin Coast Tourism Association

CHILCOTIN Board of Directors’ Meeting

B OAST December 7, 2017 9:00 am
On the Phone: Staff:
Julie Dinsdale Amy Thacker
Don Pearse Heidi Frank
Andre Kuerbis Remco Wijnhorst
Jayme Kennedy Beverly Evans - Minutes
Office
Mike Retasket

That the Board authorize and direct Staff to submit an application to the NDIT for the Gold
Rush Trails Marketing Initiatives project and that the Board support this project though its
duration.

MOTION: To direct staff to apply for all grants presented. Pearse/Douglas/CRD

(This is a certified resolution)
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