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. . Get

I .
Adobe Reader is a free download available at: http://www.adobe.com/products/acrobat/readstep2.html -l

+ 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

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

Gold Rush Trail Purpose Driven Marketing Project

2. Applicant Profile

Applicant organization (legal name): Non-profit society registration no. (if applicable):
Cariboo Chilctin Coast Marketing Committee 6442

Mailing address: Telephone:

204-350 Barnard Street 250-392-2226

Williams Lake BC V2G 4T9

Email: Website (URL):

amy@landwithoutlimits.com landwithoutlimits.com

3. Primary Contact Information

Primary contact (for this application): Position/title:

Kristi Denby Gold Rush Trail Manager

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 Z‘é
Tel: 250-561-2525 MO[‘ erﬂ
Fax: 250-561-2563 @ ()8 O men‘f

Emall:. info@northerndevelopment.bc.ca INITIATIVE TRUST
Website: www.northerndevelopment.bc.ca
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MARKETING INITIATIVES FUNDING APPLICATION

4. Resolution of Support

Identify the local or First Nations government 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:

4+ Applicants are responsible for securing a resolution outlining support for the Northern Development funding request and must
provide a copy to Northern Development before an application can be considered for funding.
* The appropriate government agency should be determined based on the location of the project. For example:
= A project within a First Nations community requires a band resolution of support.
= A project within the municipal boundary requires a resolution of support from the municipality.
= A project outside the municipal boundary requires a resolution of support from the regional district.

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 O Transportation

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.

Through this project we will address the important need for consumer tourism marketing after the 2017 and 2018 wildfires and floods
and bring sustainable economic revenue to communities and tourism businesses along the Gold Rush Trail (GRT) corridor. After these
difficult past few years dealing directly with the impacts of both wildfires, floods and poor air quality, we understand the need for
innovative and purpose driven marketing to support and promote tourism as an important economic driver, contributing to prosperous
and vibrant communities along the entire corridor.

Project specific marketing activities outside annual marketing plan include:

1) Design and create two Gold Rush Trail updated and on-brand trade show exhibits/pop ups for events and tradeshows

2) As part of the continued brand evolution of the Gold Rush Trail, the website needs to be updated with branded and updated content
in order to stay current and better promote the GRT corridor. Consumer facing email marketing will be started once website is updated.
3) There is a need to fill the content gaps and create more post-wildfire and inspiring Gold Rush Trail branded assets. The photo and
video assets will be created for multiple platforms (social media, website, and print ads). All asset development contracts will be
non-exclusive and come with third party rights to share with our industry partners and communities for their marketing purposes. In
addition, a series of ‘What to do along the Gold Rush Trail’ short videos will be created through the use of existing b-roll footage in the
GRT content library, from sector partners and content from this past summer’'s GRT Media trip generously supported by NDIT.

4) There is a need to update the written content for the GRT website and create more’ how to’ and help content to inspire and support
travelers in their trip planning and effectively execute our social media strategy and drive traffic to high quality, shareable and branded
content on the Gold Rush Trail website.

5) Paid social media and paid cross-posting campaign to drive traffic and conversions to the newly updated Gold Rush Trail website
and our stakeholders’ and partners websites, and to grow the Gold Rush Trail channels and engagement (Instagram and Facebook)
while promoting responsible/sustainable tourism and aligning with the Gold Rush Trail Destination Development Strategies

6) Paid Media and print advertising in possible publications including Coast Mountain Culture, BC Magazine or a Pacific Northwest
targeted publication, in addition to a strategically planned media influencer trip will be key to increasing exposure, and driving traffic and
conversions to all tourism businesses and communities along the corridor.
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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.

The Gold Rush Trail is a unique and iconic touring corridor in British Columbia that is positioned as an off the beaten path destination to
visit if travelers want to leave the crowds behind and disconnect and experience raw nature and history. To understand what is most
compelling about the Gold Rush Trail, the management committee conducted research among travelers in our core markets.
Overwhelmingly, it was expressed that the route’s main attraction is its outstanding natural scenery. More than that, the Gold Rush Trail
delivers an experience of nature, history and indigenous culture. Consistently interweaving these elements, the trail has something to
offer everyone and supports a diversity of entrepreneurs that drive the rural economy. In other parts of the province overtourism has
created many social, cultural and environmental challenges for local residents. Through this project we will ensure that our marketing
efforts are on the cutting edge of sustainable and responsible tourism marketing to ensure local communities maintain their authentic
character, indigenous culture and fragile ecosystems.

The 2019/2020 will be the year to ride the momentum from the previous year in regards to the content creation, media attention,
partnerships built, the new travel guide and a clear and defined social media strategy.

Project specific outcomes:

1) Increase awareness and visitation along this largely undiscovered BC corridor

2) linspire potential visitors and enhance the visitor experience

3) Increase revenues along the corridor by 5% per year, in alignment with the BC provincial growth goals. We are able to monitor and
measure growth through the collection of the MRDT tax along parts of the corridor. Currently, we are researching other methods of
collecting data to ensure our marketing efforts are increasing revenue along the corridor.

4) Be on the cutting edge of sustainable, responsible and purpose driven marketing to avoid the impacts of overtourism

5) Increase social media engagement and online presence of the Gold Rush Trail brand and tourism stakeholders

6) Leverage budgets, harness synergies and improve collaboration between other Regional tourism organizations, Indigenous BC,
sector organizations and stakeholders along the Gold Rush Trail.

7) Share created content with partners and communities and use our marketing capacity to promote economic development.

6. Key Deliverables

4+ 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, branding exercises, and
destination development:

« To grow our visitor community online and offline, increase engagement and connect them to communities and partners.

» To grow the sustainable tourism economy and diversify the economy

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

« Increase visitation via traffic along the corridor and combat negative visitor sentiment following two devastating wildfire seasons

« Increase revenues along the corridor by 5% per year, in alignment with the BC provincial growth goals. We are able to monitor and
measure growth through the collection of the MRDT tax along parts of the corridor.

In general through our marketing efforts this project will increase the tourism dollars flowing through the communities, tourism operators
and historic sites along the entire corridor generating important revenue and exposure 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 photos/videos

* Number of paid and boosted social media posts

» Usage of the #goldrushtrail.

« Social media analytics and engagement

*Paid media analytics

 Qualitative feedback from partners and stakeholders
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MARKETING INITIATIVES

7. Project Milestones

FUNDING APPLICATION

Stage of project:

1) Project start date

2) Design and produce Tradeshow exhibits and pop ups
3) Website Content and design update

4) Branded photo and Video Creation

5) Help and 'how to' written content

6) Paid Social Media Campaign

7) Paid Media and Influencer trip

8) Project completion date

Scheduled date:
(dd-mmm-yyyy)

1-Apr-2019

1-May-2019
15-May-2019
1-May-2019

1-Jun-2019
15-May-2019
30-May-2019

31-Mar-2020

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 cost(s) excluding GST.

Expense item: Amount ($): Vendor:

Design and produce Gold Rush Trail
branded trade show exhibit pop ups (2) $1,500.00

Website content and design update,

email marketing $13,500.00
Branded Photo and Video Creation

$ 15,000.00
Help and 'how to' written content

$5,000.00
Paid Social Media and Cross-posting

$10,000.00
Paid Media and Influencer

$15,000.00

$

$

TOTAL PROJECT BUDGET: $ 60,000.00

Verification:

Quote(s) attached

Quote(s) attached

Quote(s) attached

Quote(s) attached

Quote(s) attached

Quote(s) attached

Quote(s) attached

Quote(s) attached

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.

Published September 2018 — Ver. 2.6
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MARKETING INITIATIVES

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 ($):
+ Do not use acronymes.

Cariboo Chilctin Coast Marketing Committee $20.000.00

Destination BC $20.000.00

TOTAL OTHER FUNDING: $40,000.00

Identify funding
terms:

Applicant contribution

OGrant O Loan
OOther:

OGrant O Loan
OOther:

(Oarant O Loan
(O other:

OGrant O Loan
OOther:

OGrant O Loan
OOther:

O Grant O Loan
O Other:

O Grant O Loan
O Other:

Identify funding confirmation:

D Confirmation letter attached

O Approval letter attached

@ Date approval expected: Jan 31

O Approval letter attached

O Date approval expected:

O Approval letter attached

O Date approval expected:

O Approval letter attached

O Date approval expected:

O Approval letter attached

O Date approval expected:

O Approval letter attached

O Date approval expected:

O Approval letter attached

O Date approval expected:

TOTAL PROJECT FUNDING: $60,000.00

(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.

Published September 2018 — Ver. 2.6




MARKETING INITIATIVES FUNDING APPLICATION

11. Leveraging

Northern Development’s funding leverage for the project:
The funding request as a percentage of total project funding is: 33.33 %

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

4+ 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 or band resolution of support (as outlined in section 4. Resolution of Support)

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.

I 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:

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

Published September 2018 — Ver. 2.6 7



http://www.northerndevelopment.bc.ca/funding-programs/community-development/marketing-initiatives/
mailto:info@northerndevelopment.bc.ca

	Provide a name project name: Gold Rush Trail Purpose Driven Marketing Project
	NonProfit Society Registration No if applicable: 6442
	Mailing Address: 204-350 Barnard Street
Williams Lake BC  V2G 4T9
	Telephone: 250-392-2226
	Email: amy@landwithoutlimits.com
	Website URL: landwithoutlimits.com
	Primary Contact for this application: Kristi Denby
	Position  Title: Gold Rush Trail Manager
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	Email (Primary Contact): 
	Telephone (Primary Contact): 
	Municipality or RD Providing Resolution: Cariboo Regional District
	Resolution of Support: NAtt
	Scheduled Resolution Date: 
	Select Primary Investment Area: Yes
	Provide a description of the project: Through this project we will address the important need for consumer tourism marketing after the 2017 and 2018 wildfires and floods and bring sustainable economic revenue to communities and tourism businesses along the Gold Rush Trail (GRT) corridor. After these difficult past few years dealing directly with the impacts of both wildfires, floods and poor air quality, we understand the need for innovative and purpose driven marketing to support and promote tourism as an important economic driver, contributing to prosperous and vibrant communities along the entire corridor. 

Project specific marketing activities outside annual marketing plan include: 
1) Design and create two Gold Rush Trail updated and on-brand trade show exhibits/pop ups for events and tradeshows
2) As part of the continued brand evolution of the Gold Rush Trail, the website needs to be updated with branded and updated content in order to stay current and better promote the GRT corridor. Consumer facing email marketing will be started once website is updated.
3) There is a need to fill the content gaps and create more post-wildfire and inspiring Gold Rush Trail branded assets. The photo and video assets will be created for multiple platforms (social media, website, and print ads). All asset development contracts will be non-exclusive and come with third party rights to share with our industry partners and communities for their marketing purposes. In addition, a series of ‘What to do along the Gold Rush Trail’ short videos  will be created through the use of existing b-roll footage in the GRT content library, from sector partners and content from this past summer’s GRT Media trip generously supported by NDIT.
4) There is a need to update the written content for the GRT website and create more’ how to’ and help content to inspire and support travelers in their trip planning and effectively execute our social media strategy and drive traffic to high quality, shareable and branded content on the Gold Rush Trail website. 
5) Paid social media and paid cross-posting campaign to drive traffic and conversions to the newly updated Gold Rush Trail website and our stakeholders’ and partners websites, and to grow the Gold Rush Trail channels and engagement (Instagram and Facebook) while promoting responsible/sustainable tourism and aligning with the Gold Rush Trail Destination Development Strategies
6) Paid Media and print advertising in possible publications including Coast Mountain Culture, BC Magazine or a Pacific Northwest targeted publication, in addition to a strategically planned media influencer trip will be key to increasing exposure, and driving traffic and conversions to all tourism businesses and communities along the corridor.
	Explain the rationale for the project: The Gold Rush Trail is a unique and iconic touring corridor in British Columbia that is positioned as an off the beaten path destination to visit if travelers want to leave the crowds behind and disconnect and experience raw nature and history.  To understand what is most compelling about the Gold Rush Trail, the management committee conducted research among travelers in our core markets. Overwhelmingly, it was expressed that the route’s main attraction is its outstanding natural scenery. More than that, the Gold Rush Trail delivers an experience of nature, history and indigenous culture. Consistently interweaving these elements, the trail has something to offer everyone and supports a diversity of entrepreneurs that drive the rural economy. In other parts of the province overtourism has created many social, cultural and environmental challenges for local residents. Through this project we will ensure that our marketing efforts are on the cutting edge of sustainable and responsible tourism marketing to ensure local communities maintain their authentic character, indigenous culture and fragile ecosystems. 

The 2019/2020 will be the year to ride the momentum from the previous year in regards to the content creation, media attention, partnerships built, the new travel guide and a clear and defined social media strategy.  
Project specific outcomes: 
1)  Increase awareness  and visitation along this largely undiscovered BC corridor 
2) IInspire potential visitors and enhance the visitor experience 
3) Increase revenues along the corridor by 5% per year, in alignment with the BC provincial growth goals. We are able to monitor and measure growth through the collection of the MRDT tax along parts of the corridor.  Currently, we are researching other methods of collecting data to ensure our marketing efforts are increasing revenue along the corridor. 
4) Be on the cutting edge of sustainable, responsible and purpose driven marketing to avoid the impacts of overtourism
5) Increase social media engagement and online presence of the Gold Rush Trail brand and tourism stakeholders
6) Leverage budgets, harness synergies and improve collaboration between other Regional tourism organizations, Indigenous BC, sector organizations and stakeholders along the Gold Rush Trail.
7) Share created content with partners and communities and use our marketing capacity to promote economic development.

	Outline the economic benefits to the local or regional economy: The committee plans to implement marketing strategies as identified in the planning processes, joint research, branding exercises, and destination development:
• To grow our visitor community online and offline, increase engagement and connect them to communities and partners. 
• To grow the sustainable tourism economy and diversify the economy
• To increase awareness through amplifying social media shares and our digital presence. 
• Increase visitation via traffic along the corridor and combat negative visitor sentiment following two devastating wildfire seasons
• Increase revenues along the corridor by 5% per year, in alignment with the BC provincial growth goals. We are able to monitor and measure growth through the collection of the MRDT tax along parts of the corridor.  
In general through our marketing efforts this project will increase the tourism dollars flowing through the communities, tourism operators and historic sites along the entire corridor generating important revenue and exposure for communities and tourism stakeholders.
	Outline the specific outcomes of the project that will be measured to determine its effectiveness: • Visits to the goldrushtrail.ca website, user experience feedback and Google Analytics

• Number of branded photos/videos 

• Number of paid and boosted social media posts

• Usage of the #goldrushtrail.

• Social media analytics and engagement

•Paid media analytics

• Qualitative feedback from partners and stakeholders
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