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Section 1

Introduction

In 1965 the community of Gold River became an instant town, built to provide housing for the employees of the then new
pulp mill, which no longer exists. Currently, Gold River is promoting tourism with its naturally exceptional
surroundings, offering adventure, exploration and year-round enjoyment. Gold River is proud of our forested walking trails
and numerous swimming holes located along the canyons of the Gold and Heber Rivers which naturally converge
within the community. Gold River honors our relationship with the local Mowachaht Muchalaht First Nation, and its
unique position in the renowned historical Nootka Sound.

Section 2

Project Description

The Village of Gold River is seeking proposals from professional, experienced, and qualified firms to develop a
comprehensive wayfinding plan. The new signage will enhance our image as a great destination to visit, to invest, and
to live. The community has a new brand and it should be incorporated into the signage for the purpose of promoting
tourism but may also be used to stimulate resident attraction and business interest. The wayfinding signage should
instill a sense of pride for the Village of Gold River as well as offer continuity within the Village. The community
tourism signs will not replace the Village of Gold River's corporate branded signs but could be added to enhance these
existing signs.
The core objective is to develop wayfinding signs that will provide high-quality, directional and informational placement
The successful proponent will be responsible for some project research, a site visit to Gold River, the development of
design, and the delivery of the signage.
The Economic Development Strategy, Tourism Strategic Plan and the Official Community Plan are the guiding
documents the Village is utilizing to shape the foundation of our prosperous future. Links to these documents are provide
below:

Official Community Plan:
1 (goldriver.ca)

Economic Development Strategy:
See attached file
Tourism Strategic Plan:
See attached file
The Consultant will be responsible for the following deliverables as well as any additional elements required to
implement the strategy.
a) Research and Foundation
It will be necessary for the contractor to conduct some research to understand the activities and landmarks in the
community from the perspective of the people that live, work, and vacation in Gold River.

Ec. Dev. Wayfinding Project RFP No. 11-21

Page 2

Village of Gold River Economic Development
Wayfinding Project
RFP No. 11-21
b) Signage Development
The contractor will create a comprehensive wayfinding plan that will add unique features to our community using the
existing branding guidelines.
i)
ii)

Provide a range of options for review that include both the primary logo, and the secondary logo
as well as the icons for activities
Provide a presentation using the brand standard guide of colors and palette, typefaces and clear
spaces

c) Methodologies and Processes
i.
Within two weeks of the contract being awarded, the Contractor will arrange for an initial meeting
with the Economic Development Committee
ii.
A second meeting will provide an opportunity for the Economic Development Committee to
give constructive feedback and discuss potential revisions.
iii.
Two of the design options will be selected to take forward to the Village for final consideration.
iv.
The final revision of the wayfinding proposal will be made and presented for approval.

Section 3

Conditions & Constraints

3.1 The Village of Gold River invites Proposals for the provision of the Wayfinding project. The Village
intends to award to the proponent(s) who submit a proposal which, in the sole opinion of the Village,
represents the best value to the Village for what it wishes to accomplish.
3.2 This is a request for proposals only and is not a call for tenders. No contractual relationship between the
Village and any potential proponent shall arise from the submission of any offer. Except as expressly and
specifically permitted in these instructions, no proponent submitting an offer shall have any claim for any
compensation of any kind whatsoever, as a result of participating in the request for proposal and by submitting
a proposal each proponent submitting a proposal shall be deemed to have agreed that it has no claim. All
Proposals shall be prepared and submitted at the expense of the Proponent.
3.3 If any director, officer or employee agent or other representative of a Proponent makes any
representation or solicitation to any Councilor, officer or employee of the Village of Gold River with respect to
the proposal, whether before or after the submission of the proposal, the Village shall be entitled to reject or
not accept the proposal.

3.4 Acceptance of any proposal resulting from this request for proposals may be subject to Village of Gold
River Council approval and/or budgetary considerations.
3.5 Under no circumstances may the services or any part thereof be subcontracted, transferred, or
assigned to another firm, person, or company without the prior written authorization of the Village of Gold River.
3.6 The Village of Gold River standard purchase terms and conditions shall apply.
3.7 Proposals in envelopes, by courier or hand delivery, or electronically submitted marked "RPF- No.11-21
Wayfinding Project" will be accepted by the Village before the Date and Time and at the location stated on
the cover page. The Village will not accept responsibility for the timely receipt of, or adequacy of any
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electronic transmissions, and late receipt of Proposals via email or Fax machine will be cause for rejection
of a Proposal.
Proposals withdrawn may be replaced by alternative proposals within the submission deadline providing an
alternative proposal is delivered to the Village prior to the submission deadlines.

3.8 The Village is subject to the provisions of the Freedom of Information and Protection of Privacy Act. As
a result, while Section 21 of the Act does offer some protection for third party business interests, the Village
cannot guarantee that any information provided to the Village can be held in confidence. All proposal
submissions become the property of the Village.

Section 4

Proposal Submission Requirements

4.1 Cover letter - A letter of interest and a summary of qualifications, recommended approach, scope of work,
processes and deliverables for the project. This cover letter should also include attachments or links to
previous projects.
4.2 Project Details - Describe the approach to the project and proposed methodology including a detailed scope
of work with a breakdown of tasks, similar examples, a number of revisions and a quote for services.
4.3 Timelines - Provide the expected project schedule. Timelines should be presented in sequence from the
date of the initial meeting with the Village.
4.4 The Village may elect to enter into negotiations with the Proponent or with any other Proponents
concurrently. In no event will the Village be required to offer any modified terms to any Proponent prior to
entering into an agreement (Purchase Order), and the Village will not be liable to any Proponent as a result of
such negotiations.
4.5 Upon the selection of a successful Proponent the Village retains the right to request modifications which
may result in a lower or higher price and no Proponent responding to this request shall have any right
whatsoever to dispute or challenge the Village's right to conclude a purchase with the selected Proponent at
a different price than provided in their offer.

Section 5

Evaluation of Proposals

Proposals will be evaluated on the basis of the overall best value and suitability to the Village based on
quality, performance, costs and any other criteria set out herein including, but not limited to:
• The Proponent's ability to meet requirements, qualifications and competencies set out herein;
• The Proponent's ability to deliver the requirements when and where required;
• Financial offer including, but not limited to price;
• The Proponent's business and technical reputation, capabilities, experience and where applicable,
the experience of its personnel; financial stability; track record and references;
• Quality of submission and any other criteria set out in the RFP or otherwise reasonably considered
relevant.
Ec. Dev. Wayfinding Project RFP No. 11-21
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5.1 Signatures Proposals should be signed by an authorized representative of the Proponents.
-- Proposal Price Details--

5.2 Proposal Price for Project
Lump Sum Price

$

_

PST@7%

$

_

GST@5%

$

_

Total Proposal Price

$

_

Proposal Submission from:

Company Name

Address

Province

Postal Code

Contact email

Authorized Signatory

Dated this

Print Name & Title

day of-----
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INTRODUCTION
The Gold River Economic Development Strategy has been prepared to guide economic development
initiatives in the community. The main goal of economic development is improving the economic wellbeing of a community through efforts that involve job creation, job retention, tax base improvements and
maintaining the quality of life.
The ultimate goal is helping to create a more prosperous local economy that produces quality
employment along with suitable business opportunities while providing the means to support existing
excellent public amenities and community services.

VISION
Economic development is not a stand‐alone activity ‐ it should complement and support other community
objectives. This is expressed through the community vision in Gold River's Official Community Plan (OCP)
[Under Review Spring 2018]:
“Values reflect the character of a community. The values that have been expressed by Village residents
are:
•
•
•
•
•

A safe, sustainable community within which to live;
A diversified, resilient local economy that will provide stability and security to residents,
potential investors and visitors;
Recognition of the unique position of Gold River and Nootka Sound in the history of the
Pacific Northwest;
A healthy and sustainable natural environment; and
Simple, effective regulations that enhance community character and allow for individual
and entrepreneurial development.”

STRATEGIC PLANNING BACKGROUND
In July, 2017, The Village of Gold River Council contacted the Ministry of Forests, Lands, Natural Resource
Operations and Rural Development about examining various options available regarding Economic
Development for the community. Regional Manager for Northern Vancouver Island, Kathy Lachman, spent
time in discussions with Council and recommended a funding opportunity available under the BC Rural
Dividend Program. Application was made and Gold River was successful in obtaining a $10,000 grant for
the Economic Development Strategy.
It was emphasized that the Gold River Economic Development Strategic Planning Process will require an
investment of time, effort and financial resources in a steady and cohesive manner as all participants work
towards a stronger and healthier Gold River community. Because it is important to follow a proper format
in the development of the Economic Development Strategy, Ms. Lachman recommended, and Council
approved, that the Strategy was to be developed using the newly completed BC Government Strategic
Planning Toolkit framework developed by the Ministry of Jobs, Trade and Technology.
The Strategic Planning Toolkit is designed as a low-cost way for communities to identify and implement
economic development priorities using existing resources in the community. Gold River is the first
community in British Columbia to utilize the toolkit in its entirety and is essentially a pilot for evaluating
4

its effectiveness. While this report doesn’t have the extensive detail of a traditional (and much more
costly) economic development strategy, it does contain foundational activities that can move Gold River
forward on a path towards a more comprehensive vision for economic development.
Council appointed an eight-person Project Team made up of a cross section of community residents,
Mowachaht/Muchalaht Nation and two members of Council (Mayor and a Councillor) to provide guidance
on the project. The process recognizes that each community member has a valuable role to play in the
future of Gold River.
The Village sent out a Request for Proposal and after consideration by Council, contracted with Geoff
Millar to be the consultant for the project. Work began in earnest in December 2017 with meetings
between the consultant, Ms. Lachman, the Project Team and Village staff.
INITIAL ANALYSIS
In developing this plan, it was important to take into account that there is no economic development
function in Gold River and while there are some budget dollars available in a local government Economic
Development budget, those monies are limited and will not support a fully funded Economic Development
function. Regionally, there is no economic development support through the Strathcona Regional District.
Local economic development in Gold River currently happens as circumstances and opportunities occur
and time-limited staff resources allow.
The BC Government’s Ministry of Forests, Lands, and Natural Resource Operations and Rural
Development (FLNRO) Regional Manager, Vancouver Island and North Coast Region Kathy Lachman
provides economic development assistance to Gold River as time and resources permit.
For additional detail on economic development in other BC communities see Governance Goal on page
12 and detailed table on local Economic Development in BC communities in Appendix E, page 55.
While each of the goals in this strategy are aspects of economic development, they are really just a means
to an end. A larger local tax base and increased employment are certainly desirable in their own right, but
more importantly, they provide the means for Gold River residents and the community as a whole to
individually and collectively improve their quality of life.
This strategy focuses much more on the conditions for economic
development in Gold River and ensuring they are as favourable as
possible, as well as focusing on engaging Gold River's citizens in the
implementation of the strategy and as the primary source of new
business ideas and improvements that will drive the local economy
forward. Municipal support will certainly be required and external
business investment may be needed to make the most of some
opportunities, but pursuing that investment is a not the major focus of
this strategy.
This plan is meant to be a primary document and flexible to allow Gold River to best utilize its limited
resources. New opportunities will be discovered…. some action items may not be undertaken…. and
others adopted and adapted. What will be important is for the EDC or similar structure to be in place to
initiate the actions of this report and ready to respond to new and emerging opportunities as they arise.
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Mowachaht/Muchalaht First Nations, Tahsis and Gold River signed a Vision Statement in March 2016. The
last paragraph of the Vision Statement says “Our success shall be built on a strong work ethic, open
communication, honesty, understanding, respect, and productive working relationships with each other
and our partners. We shall strive to provide superior services to our people in a timely, effective and
efficient basis and shall maintain the highest levels of professional integrity while maintaining our
uniqueness as independent entities.”
The Project Team recognizes the importance of having the Mowachaht/Muchalaht First Nations as a
partner in the economic future of the Gold River region. Further work will be undertaken to identify
additional areas of opportunity and collaboration.

COMMUNITY ENGAGEMENT PROCESS
Economic Development is a people centred and community driven process requiring diverse stakeholder
input and involvement. The early task for the Project Team was to develop a list of community
stakeholders and potential partners in the Gold River area. The list included business owners, seniors,
First Nations members, Community clubs and groups and other Gold River residents. The Team then
created a Stakeholder Engagement Plan to reach out to the community.

As outlined in the Strategic Planning
Toolkit, the consultation process took
several months to complete and involved
one on one meetings, focus groups and
community meetings as well as an ‘Online’ survey. The on-line survey ran from
January 3 to February 28 2018. The
survey questions and meetings were
delivered in a confidential setting,
designed to engage all segments of Gold
River in discussion on what constitutes a
healthy, environmentally sustainable
and dynamic economy. In total 94
surveys were completed and 60 people
were interviewed either as part of a
group or as individuals. A copy of the
survey and the ‘Word Cloud’
representation of the survey results can
be found in Appendix D - Page 48.
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KEY FINDINGS
Based on the survey results, focus group and community meetings and feedback from the Project Team,
a S.W.O.T. analysis was developed.
Strengths, Weaknesses, Opportunities, Threats (S.W.O.T.)
Strengths
Lifestyle and natural beauty
Family friendly and safe
Quality municipal infrastructure (Aquatic Centre,
arena and golf course)
Largest component of the labour force is
employed in forestry, trades and fishing
Access to natural resources (wood, fish,
recreation/outdoors/parks/trails)
Industrial and tourism related marine
infrastructure
Indigenous history and culture
Strong sense of community
Local government commitment and support for
economic development
Deep sense of community pride in the long
history of the Gold River area and Nootka Sound.
(See Gold River history in Appendix A – Page 44)
Opportunities
Economic Development Strategy
Leverage resident’s passion for Gold River
Improved communications – better high-speed
internet and addition of cell service to Gold River
and Tsaxana
First Nations heritage and culture
Development of tourism opportunities
Mowachaht/Muchalaht First Nations RV Park and
amenities at dock and harbour
Expanded mining and manufacturing related to
dock expansion
Outdoor recreation development and
improvements to parks and trails in region
Greater exposure of Upana Caves for tourism
growth

Weaknesses
Lack of a full-service grocery store
Empty and in some cases run‐down commercial
space
Population decline
Seasonal nature of tourism and lack of shoulder
season opportunities
Reduced housing availability and affordability
Relatively small population to support goods and
services
Loss of employment and closure of smaller retail
services

Threats
Loss of additional retail services
Lack of rental housing for young workers
Absence of future opportunities for youth
Continued growth in out of town shopping
Further erosion of population
Declining job market
Loss of student population leading to downsizing
of schools
Threats to fish farming operations
Difficulty in dealing with failing residential
condo/apartments at Gold Crest and other
facilities including mobile home park
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COMMUNITY SURVEY and RESIDENT INTERVIEWS
Key conclusions heard from the community include:
Perception of Gold River
Gold River residents have a strong sense of community and are passionate about influencing its future.
Residents enjoy the rural setting and proximity to natural scenery, trails, lakes and parks. A lack of cell
service is an issue mentioned by the majority of respondents in the survey and during community
interviews. Confidence in the future of Gold River was expressed by more than 80% of survey respondents.
The Economy
The local economy is perceived to be worse than before but there is optimism for the future. Residents
feel it is important to have a diverse economy that attracts businesses, expands local employment and
improves the commercial centre and business services. Community development, tourism development,
business development and housing are seen as major opportunities and residents largely agree that
economic development is important and relevant in today’s economy. A number of businesses feel that
the lack of affordable housing for sale or rent is a deterrent to fulfilling their labour needs and many
residents feel that they have no control over the state of their local economy.
Tourism Sector
Tourism is viewed as one of the most important economic opportunities and many residents expect strong
tourism growth. Some respondents feel there are declining visitor numbers and the sector is hampered
by a short tourism season. Many residents suggested that Gold River should promote itself as the
“Gateway to the Nootka Sound”.
Retail Sector
Most Gold River residents go out of town for the majority of their goods and services. Residents strongly
expressed a desire to have a local grocery store and a greater variety of good and services.
KEY FACTS
Based on Statistics Canada and BC Assessment, the following summarizes the population, labour market
and housing situation in Gold River.
There is a general population trend similar to the
provincial averages, with the notable exception
of senior’s numbers (+65 and older), showing on
average, 6.9% more seniors in Gold River than in
the rest of BC.
Population declined -4.3% between 2011 and
2016 based on Statistics Canada census years.
By percentages – Gold River residents aged 0-14
years are at 14%; 61.2% are between 15-64
years; and 65 years and older are at 25.2%.
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Gold River home values have increased over
the previous ten years.
There are 642 private dwellings in Gold River
with median housing prices in 2016 pegged at
$149,900.
The BC Assessment Authority 2017 rolls
indicate the average Gold River home is
assessed at $145,000. This shows an increase in
residential home values of +10.31% from 2017
to 2018.
Seven percent of homes in Gold River are
mobile or movable homes in two separate
locations.

515 Gold River residents are
employed, with 480 categorized as not
working. (Students and young people,
retired and unemployed residents).
The 2016 unemployment rate in Gold
River was 8.9%.
There were 75 self-employed
individuals in Gold River in the 2016
census.
Median household income in 2016 was
$61,472.
There were 122 business licences
issued in Gold River for 2017.

10

Examining Opportunities
An analysis was undertaken on the opportunities that had been identified through the Project Team
deliberations, consultation process and previous studies. The analysis considered how each opportunity
fits with Gold River’s characteristics, the benefits that each opportunity would provide to Gold River, as
well as the degree to which the opportunity can be influenced by the Gold River Economic Development
Committee working in conjunction with the Village Council and Gold River businesses and other partners.
The opportunities that scored highest
are in the community, tourism,
housing and business development
fields and are supported by Gold
River’s existing strengths ‐ natural
beauty, excellent outdoor recreational
amenities,
quality
municipal
recreation infrastructure (aquatic
centre, arena/curling facility and golf
course), fishing resorts, arts and
culture, Gateway to Nootka Sound,
fisheries, deep-sea dock, forestry, plus
additional opportunities in value
added manufacturing.
An issue facing Gold River, and one mentioned in all community meetings and throughout the survey is
the lack of retail services. Residents indicated they have concerns about losing more services and a lack
of future opportunities for youth and incentives for young families to move to and stay in Gold River. As
fewer services are available in Gold River, people travel to Campbell River. Once in Campbell River they
utilize other retail services that are available and do their shopping there. This means that fewer people
shop locally so that even more stores and services are discontinued or closed in Gold River. Fewer
businesses and services mean fewer employment opportunities.
Tourism is valued by residents and businesses as important to the region but requires a focused effort to
grow this sector to a level where it will have a more significant impact on the local economy. Additional
opportunities are present in areas where Gold River is lacking amenities or assets that could have a
significant effect on future tourism growth and economic vitality.
An important principle in community development is that the greatest benefit of economic development
initiatives is helping to maintain and strengthen existing businesses, rather than focusing on something
new. With support, Gold River's businesses and industries will evolve as they are doing now, and with
planning, effort and community resolve will continue to grow.
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In the past, many communities focused on attracting external investment. It proposed that the solution
to economic challenges always came from outside the community, with a knight in shining armour
(investor) riding in to save the day. Currently, most communities focus on what they can do for themselves
and that most job creation and economic growth is generated by individuals and businesses that have
already chosen to make the community their home and are therefore already committed to community
success.
This doesn’t mean that business attraction should be ignored, but instead, it must be addressed in a
realistic and responsible manner reflecting the community’s ability to respond to potential investors and
developers.
GOALS
Each goal in this strategy are characteristics of economic development and are important individually and
together. They are also a path to economic health and success for Gold River. This includes a bigger local
tax base and more jobs. This will improve the quality of life for residents and the community as a whole.
The Gold River Economic Development Strategy is organized into seven main sectors with a total of
eighteen actions in all sectors. Those seven sectors are:
1.
2.
3.
4.
5.
6.
7.

Governance
Business Retention and Expansion
Business Attraction
Downtown
Strategic Sector Development
Dock and Waterfront Development
Physical Infrastructure

Each action item has a suggested timeframe (if appropriate) and priority. Once the Economic
Development Strategy is ratified by Council, the Project Team will prioritize each action item based on
capacity and budget. Note several actions are specifically for Council’s attention.
Goal 1: GOVERNANCE
An important element in the creation of an Economic Development Strategy is how it is going to be
implemented. Implementation requires the support of Gold River Council, funding and a mechanism.
There are a number of mechanisms and models from which to choose.
Many larger municipalities in British Columbia provide funding for a local economic development function
and each of them structures it a little differently. Some have an economic development person or
department as part of their staff, while others create an arms‐length society or corporation that provides
economic development services on a fee‐for‐service basis.
Municipalities may also contract with an individual contractor (specific individual, Community Futures
office or Chamber of Commerce) to provide economic development services. Where there is no dedicated
staff for economic development, an Economic Development Committee is recommended to provide
direction and support to local government efforts. An analysis of economic development organizations
around British Columbia shows that communities under 1500 population do not have dedicated economic
12

development staff without outside funding supports and/or partnerships. The analysis can be found in
Appendix E - Page 55.
The Gold River Economic Development Strategy has a number of goals and actions based on what the
community has identified as opportunities and challenges. It is critical that community members and
partners are part of the implementation plan.
Many actions can be supported by community members or community groups. The community can assist
in the following manner:
•
•

Residents and community groups willing to volunteer for some of the actions as well
additional Village beautification and clean-up.
Community members with skills and training or an interest in helping out, should be
willing to step up to assist in these projects.

There are specific partners that should be involved in helping to successfully move the Economic
Development Strategy forward:
•
•

•
•

•
•

Mowachaht/Muchalaht First Nations: Looking for opportunities to collaborate on
economic development initiatives.
The Province: Working with the Ministry of Forests, Lands, Natural Resource Operations
and Rural Development Regional Manager for Northern Vancouver Island, Kathy
Lachman. Ms. Lachman can assist with access to funding grants, additional support from
within the provincial government and advice and assistance in implementing some of
the strategy actions.
Neighbouring Communities: Discussions with Tahsis and Zeballos have been helpful and
constructive in the past. Future opportunities include examination of regional tourism
initiatives and acquisition of cell service to the region.
Gold River Chamber of Commerce: The Gold River business group may provide
assistance with a number of the goals and actions including the Shop Local program,
involvement in the Business Ambassador group, supporting efforts to bring cell service
to Gold River/Tsaxana and assisting with liaison overtures to community groups and
organizations.
Funding Agencies: Island Coastal Economic Trust, BC Real Estate Foundation, BC
Government Rural Dividend Program, BC Housing, Canada Mortgage and Housing
Corporation among others.
Community Futures Strathcona: CF Strathcona has business skills and training to support
Gold River entrepreneurs with business start-up advice, assistance with business plans
and facilities to apply for Community Futures loan programs.

Action 1.1: Create a Gold River Economic Development Committee.
In consultation with the Gold River Project Team, it is recommended to create an Economic Development
Committee who will oversee the implementation of the strategy. The Economic Development Committee
will contract with individual consultants/experts on a project by project basis and report directly to
Council.
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Action #1.2: Create a list of volunteers who would be willing to assist with action items in the plan.
The Actions detailed in the Strategy cannot be carried out solely by the Economic Development
Committee. The limitations on the Village budget means a staff person can’t reasonably be delegated to
be responsible for Economic Development. (See Appendix E for detailed information on other
communities in BC and on Vancouver Island and their approach to Economic Development roles and
activities.)
Creating a list of volunteers from throughout the community who will work with the EDC and in
partnership with the Village, will be instrumental in completing a number of the Actions contained in this
Strategy.
Action
Create an Economic
Development
Committee
Create a volunteer list

Timeframe
Immediate

Priority
High

Implementation Plan
Page # 25

As required to
implement action
items

High

Page # 26

Goal #2: BUSINESS RETENTION and EXPANSION
The capacity of a community to keep existing businesses is usually easier to accomplish than attracting
new businesses to the area. It is generally accepted that 80% of all new jobs are created by existing
businesses, therefore it is important for local governments and residents to support their business
community. Locally owned and operated businesses make vital contributions to communities and
neighborhoods; they contribute to the tax base, account for a large share of net new jobs generated each
year and provide some of the most stable employment opportunities in a community. Benefits of
supporting local businesses include:
•

Local Decision-Making - Local ownership ensures that important decisions are made locally by
people who live in the community and who will feel the impacts of those decisions.

•

Keeping Dollars in the Local Economy - Compared to chain stores, locally owned businesses
recycle a much larger share of their revenue back into the local economy, enriching the whole
community.

•

Job and Wages - Locally owned businesses create more jobs locally and, in some sectors, provide
better wages and benefits.

•

Entrepreneurship - Entrepreneurship fuels economic innovation and prosperity and serves as a
key means for families to move out of lower wage jobs.
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•

Public Benefits and Costs - Local stores in town centres require comparatively little
infrastructure and make more efficient use of public services.

•

Environmental Sustainability - Local stores help to sustain vibrant, compact, walkable town
centres-which in turn are essential to reducing sprawl, automobile use, habitat loss, and air and
water pollution.

•

Competition - A marketplace of many small businesses is the best way to ensure innovation and
low prices over the long-term.

•

Product Diversity - A multitude of small businesses, selecting products for sale based on their
own interests and the needs of their local customers, guarantees a much broader range of
product choices.

Action 2.1: Explore the willingness within the business community to form a Business Improvement
Area in a defined area (C-1 zoning – downtown core) in Gold River.
A Business Improvement Area (BIA) is an innovative local entity that allows local business people and
commercial property owners and tenants to join together and, with the support of the municipality, to
organize, finance, and carry out physical improvements and promote economic development in their
specific geographic district. Business Improvement Areas (BIA) are member led organizations that work
to assist local business people and property owners to enhance, upgrade and promote their businesses
and shopping areas and build the vitality of the area by boosting trade and increasing shopping traffic.
The initiative for establishing a BIA program starts at the business level. A BIA grows from the passion and
will of a few local business owners, and from there the idea grows organically and exponentially - the
more business owners and property owners who are engaged in this common goal the better.
Action 2.2: Shop Local Awareness Campaign
Local businesses are owned by people who live and are fully invested in the success of the whole
community. They own the interesting businesses that are a vital part of vibrant and thriving communities
and give them character, personality and soul. A Shop Local Awareness campaign is about connecting
businesses owners with the resources they need to tell their stories and connecting residents with the
stories that will inspire them to shop local. The goal of this action is to build awareness of the importance
of shopping locally. A Shop Local Awareness Campaign:
•
•
•
•
•
•
•

Builds support for locally owned businesses through highly visible educational signage
campaigns that convey the benefits the businesses bring to the community
Places the emphasis on "locally owned" as a strong brand with which Gold River residents will
identify.
Engages citizens in actively shaping the future economic development of Gold River by
leveraging community pride.
Influences Village Council to help support and shape policies that support local enterprise
Stimulates more digital media coverage of the ‘Shop Local’ issue.
Works with property owners, community organizations and others to create opportunities for
local business development.
Provides information to tourists that goods and services are available in Gold River
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Action 2.3: Ensure the Official Community Plan is compatible with Home Based Businesses and in
keeping with resident’s values.
While an Official Community Plan is a regulatory document and needs to address local government
responsibilities for land use and development matters, an OCP should also address issues that are seen to
be increasingly important to community members. These issues include Home Based Business operations
and consideration of other issues affecting small business. These could range from social well-being in
Gold River to First Nations heritage and cultural issues and tourism development. Many communities
across Canada are now including directions in their OCP that plan for long-term success and community
and economic sustainability. The OCP takes the community’s values and vision and makes sure that
policies and plans in that OCP, including those related to Home Based Businesses, help the community
move towards that vision.
Action 2.4: Create a Business Support Program utilizing the Business Walks model
A basic principle of a Business Retention and Expansion program is understanding challenges affecting
business owners and connecting them with resources and assistance. One way this can be accomplished
is using a tool in economic development called a Business Walk – a day set aside for community volunteers
to interview businesses.
A Business Walk offers an excellent opportunity for local leaders and representatives to connect with
businesses face to face in an informal way. By taking the pulse of the business community, while at the
same time identifying common themes for action, a community can become better equipped to support
and stimulate economic activity in the area. A Business Walk program is generally held in October during
Small Business Month in BC. Volunteers are used to conduct a short survey to gather information from
the business community through face-to-face interviews at their place of business.
A Gold River Business Walks Program will help businesses and the business community by:
•
Identifying the positive and challenging attributes of Gold River as a place to do business
•
Identifying the immediate concerns and issues of individual businesses
•
Supporting local businesses so they can grow, create jobs and stay in Gold River
•
Fostering and enhancing the community environment for business development
•
Providing local leaders with the ability to track the business pulse over time to gauge the
business climate, thus impacting program development, strategic planning and business
climate messaging
• Increasing awareness of programs and services available to small businesses
• Acting as a catalyst in establishing contact with individual businesses to identify those
businesses that require follow up information or assistance
Action
Timeframe
Priority
Implementation Plan
Explore the formation
Timing as appropriate High
Page # 27
of a BIA in a defined
for implementation
area
‘Shop Local’ Awareness 2019
Medium
Page # 29
OCP is compatible with
OCP under community High
Page # 31
home-based businesses review
Create a Business Walks To coincide with
High
Page # 32
Program
October Small
Business Month in BC
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Goal #3: BUSINESS ATTRACTION
The pursuit of companies who will relocate or move operations to a community is always the most high‐
profile aspect of economic development but it is generally a minor part of total job creation and growth
in a community, while at the same time being the most expensive and highest‐risk initiative in an
economic development program. However, business attraction cannot be ignored at the peril of missing
quality opportunities and motivated investors. There are two components to business attraction:
marketing efforts to promote Gold River to the world and actions to “land the deal” when investors come
to town. In addition, the closure of the grocery store is seen as a critical loss for the community and the
Village is being challenged to attract a replacement.
Action 3.1: Create a Community Profile
Gold River should be prepared to respond to all prospective business and investor inquiries within a short
timeframe. Given the current pace of business operations and competitive environment in BC and on
Vancouver Island, many prospective business investors will expect a response within days of the enquiry.
It will be helpful for Gold River to have an economic development focussed Community Profile available
to meet those investor inquiries. The Profile provides the prospective investor with the information
required to assist in evaluating Gold River and making a smart investment decision.
A Community Profile is a comprehensive document that includes maps and photos, demographic data,
largest employers, labour force data, transportation, infrastructure and services, industrial lands and
properties and much more.
Action 3.2: Recommend the Economic Development Committee investigate and support efforts to
attract a grocery retailer or other enterprise to ensure Gold River has a grocery store.
While the rural grocery store is an economic driver, community builder and a meeting place; they also
play a crucial role in their communities, providing vital sources of nutrition, jobs and tax revenue that
support the community. Community organizations such as schools, churches, civic organizations, and
youth groups often source supplies for activities and events and the local store is key to their success.
Most residents agree that the closure of the local grocery store has been a significant loss to Gold River.
As residents travel out of the community to purchase food, purchasing patterns change as people become
accustomed to obtaining all of their goods and services further afield. Seniors are also affected as they
become more dependent upon non-local food sources to which they have to drive or find alternate
transportation. Access to a local grocery enables the elderly to be able to stay in their home as they age.
The dollars generated in economic activity by the local store are spent and circulated in town many times
rather than exported out of town by shopping elsewhere. Therefore, it is important to closely examine all
options attached to bringing a grocery store to Gold River. All avenues must be explored, including new
partnerships and listening to advice from experienced retailers in the community.
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Action 3.3: Recommend the Economic Development Committee assume the role of a Business
Ambassador group
The EDC, in their role as the Business Ambassador group, will be a business version of Welcome Wagon
for new and prospective businesses and entrepreneurs and will assist the Village as they respond to
business inquiries and potential investor visits.
Action
Create a Community
Profile
Market Gold River for a
grocery store
EDC to be the Gold
River Business
Ambassador Group

Timeframe
Immediate

Priority
High

Implementation Plan
Page # 33

1 – 2 years

High

Page # 34

Timing as appropriate
and required

High

Page # 36

Goal #4: DOWNTOWN
A community’s downtown is the most visible indicator of community pride, along with its economic and
social health. In small communities across Canada the retail environment is changing and each community
must recognize this and both the retail business owner and the community must adapt. Common changes
affecting small downtowns are:
•
•
•
•
•

Reduced demand for retail spaces
The growing strength of e-commerce
The continued growth of big box retailers
The decline of traditional specialty retailers
Emerging service businesses replacing traditional retailers

Acknowledging this constantly changing retail landscape is vitally important as it can be either an asset or
a liability in the effort to recruit new residents, new businesses and industries, retirees, tourists, and
others to a community and to keep those already there. Downtown cores are the economic engine and
heart of the community. Many communities, including Gold River, have seen a decline in their downtown
core; empty retail stores, failing infrastructure and absentee landlords. Local governments and
community groups need to take a pro-active approach to revitalizing this essential area of the community.
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Action 4.1: Recommend that Council and the Economic Development Committee explore a
Revitalization Tax Exemption By-law.
Community input strongly supported actions to improve the look and appearance of the commercial
core area of Gold River. Local governments cannot order a property owner to make improvements to
their property. However, they can create an incentive to allow a property owner to have a tax
exemption on targeted improvements to their property. A revitalization program may apply to a small
area or areas, a certain type of property or properties, a particular activity or circumstance related to a
property or properties, or an entire municipality. This Action should be linked to the BIA (Action 2.1).
Section 226 of the Community Charter provides authority to a municipality to exempt property from
municipal property value taxes for new improvements for a specific period of time (usually 5 years and
may be extended to 10 years)
Action 4.2: Recommend that the EDC encourage the establishment of a ‘Free Wi-fi Zone’ in the
Downtown Commercial core area of Gold River.
The free or public Wi-Fi in a downtown allows visitors and residents to enjoy the benefits of free Internet
access as a key element in the experience of visiting downtown and can be the catalyst to attract people
and businesses. Gold River has a unique situation with the lack of cell service. Free Wi-Fi in the downtown
will allow tourists to access the internet where they can Facetime or send a text message as an alternative
to the absence of cell service. This Action includes promoting Wi-Fi hot spots in the community. A public
wi-fi zone creates opportunity around economic development by:
•
•
•
•

Promoting local businesses on a splash or landing page. This page can have a calendar of town
events, open hours at recreation facilities or a page on things to do in town.;
Providing an attraction to draw tourists and visitors to the downtown area and giving visitors a
motivation to stop and further explore the town;
Indicating to residents and outsiders that Gold River is a forward-thinking community where
new ideas and technology are welcomed; and
Creating an opportunity for residents who do not have wi-fi at home, for whatever reason, to
access the internet from a broad area, thus becoming an community development tool.

Action
Explore the creation of
a Revitalization Tax
Exemption By-law
Encourage a free Wi-Fi
Zone in the downtown
core

Timeframe
Timing as determined
by Council and staff

Priority
Medium

Implementation Plan
Page # 37

12-18 months

Medium

Page # 38

Goal #5: STRATEGIC SECTOR DEVELOPMENT
This goal contains three strategic sector focusses: tourism, arts and culture and community forest.
Tourism is valued by residents and businesses as important to the region but requires a focused effort to
grow this sector to a level where it will have a more significant impact on the local economy. Additional
tourism opportunities are present in areas where Gold River is lacking amenities or assets that could have
a significant effect on future growth and economic vitality.
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It is apparent from the Community Engagement process that arts and culture is quite important to Gold
River residents. Arts and culture can link the wide variety of artists and artisans, school programs, and
Mowachaht/Muchalaht First Nations members. An Arts and Culture Society in Gold River will increase
support for the evolving arts and culture identity of the community and can work with the Economic
Development Committee and Council to build a clear arts identity for Gold River.
Community forests support opportunities in areas such as recreation, wildlife and watershed
management for communities and contribute to a more diversified forest economy. The Village Council is
supportive of an initiative to pursue a forest licence for Gold River through a Community Forest
Agreement. The fibre supply would replace that allocation previously held by the NSEDC.
Action 5.1: Develop a Tourism Strategy
Global tourism is one of the largest and fastest-growing economic sectors in the world. In 2016
international tourist arrivals grew 4% over 2015 to reach 1,235 million with spending following a similar
trajectory. In Canada, tourism is the country’s top service export, with 19.9 million international overnight
visitors, and $20.8 billion in international tourism expenditures in 2016.
In BC, the tourism industry has enjoyed similar success, generating $15.7
billion in total visitor revenue in 2015, a 5.3% increase from 2014, and a
37.3% increase from 2005. Estimates going forward indicate an exceptional
year of growth with an increase of 12.2% in total overnight international
visitor arrivals.
While data is limited, tourism indicators for Vancouver Island have shown
positive trends over the last few years with room revenues, ferry and
highway traffic volumes, and parks attendance all increasing. Visitor centre
attendance is the only indicator showing weakness although this appears to
be a sign of changing patterns of information access by travellers when they
are in the planning area, rather than a decline in visitor numbers.
A tourism strategy for Gold River would ensure that the community will have an opportunity to share in
the projected increase in tourism on Vancouver Island. A strategy will highlight areas for infrastructure
improvements, developing Indigenous products and experiences, improving access to federal and
provincial government programs and resources, developing better visitor services (through the adoption
of emerging technology), enhancing tourism operator competitiveness, and building a greater emphasis
on experiences and visitation in the shoulder seasons.
Tourism has an added benefit to a community. Most new residents indicate that before they moved to
the community, they came as a tourist. New businesses can be similarly drawn to a community by first
experiencing the community as a visitor.
The Village of Gold River successfully applied for a BC Rural Dividend Program grant to develop a Tourism
Strategy for the area. This strategy is to be completed by October 31, 2018 which strongly links it to this
current economic development strategy. There are solid relationships between economic development
and tourism, in fact a number of jurisdictions in BC have economic development and tourism functions
under the same program management to ensure coordination.
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In light of this addition to Gold River’s strategic development portfolio, and to avoid duplication or
doubling up on planning effort, a coordinated approach to tourism and economic development direction
is necessary. Several goals discussed during the Project Team Planning Sessions can now be realistically
considered as part of the Tourism Strategy development. The strategy should include:
•
•
•
•

Marketing plan including a new web site, graphics, and tag line,
Improved signage in-town, and changes to augment ‘Welcome’ and directional signage at the
Highway 28 intersection-entrance to Gold River,
Branding program, and
Visitor Information services.

Action 5.2: Explore the formation of an Arts and Culture group in Gold River
The community engagement process showed that arts
and culture is important to Gold River and that it’s a
valuable community asset. It’s an opportunity to link the
variety of artisans, including Mowachaht/ Muchalaht First
Nations and their heritage into a cohesive working group.
Within the local economy, arts and culture stimulates the
mind and promotes well-being, while making
communities desirable places to live. Young families are
attracted to lively communities featuring attractive public
spaces and arts and culture attractions.
An Arts and Culture group would enhance and promote
the evolving arts and culture identity of the community
and pursue support from the Economic Development
Committee and Council.
5.3: Examine the creation of a Community Forest for Gold River
From 1996 through to 2013 Gold River was a 1/3 shareholder with Tahsis and Zeballos in the Nootka
Sound Economic Development Corporation (NSEDC), holding a non-renewable forest licence
approximating 35,000 cubic metres per year. As of December 2013, the logging volume was fulfilled and
the NSEDC has since been dissolved. During the existence of the NSEDC, the Village was able to utilize
some of the annual logging volume to provide for small local manufacturing mills, employing local
residents and also received dividend payments to supplement Village revenues from the NSEDC timber
sales.
The Village Council has indicated a desire to seek a Community Forest Agreement to replace the previous
quota held through its’ ownership of the NSEDC.
Action
Develop a tourism
strategy
Explore an Arts and
Culture Society
Examine a Community
Forest for Gold River

Timeframe
Completed by
October, 2018
Mid-term

Priority
High

Implementation Plan
Underway

Medium

Page # 41

Immediate and midterm

High

Page # 42
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Goal 6: DOCK AND WATERFRONT DEVELOPMENT
The community engagement process clearly identified the importance of the waterfront and dock area
and how this area is a significant part of the future economic success of Gold River. Commercial industries
plus a tourism business operate at the dock. The Mowachaht/Muchalaht First Nations are putting a
development program into place starting this year to improve the boat launch facility and build
RV/camping sites and associated amenities.
This is a busy commercial area containing a mix of industrial functions and a tourism operator. The dock
and waterfront area has restricted operational zones plus infrastructure limitations which makes this a
very complex and challenging multi-use sector. There are seven main vested interest groups at the
waterfront. They are the Village of Gold River, Mowachaht/Muchalaht First Nations, Nootka Sound
Services, Western Forest Products, Muchalat Industries, Grieg Seafoods and Air Nootka:
•
•
•

•
•
•

A boat launch and adjacent land area is owned by the Mowachaht/Muchalaht First Nations and
is located just upstream of the Nootka Air facility. A major upgrade of this site is in the planning
stages by the First Nation.
The Village of Gold River operates a wharf facility with limited water and electrical services, as
well as older timber floats for the use of smaller vessels.
Nootka Sound Services leases the Municipal dock and operates the MV Uchuck III, a freight and
tourist passenger service from this facility. Their lease holdings include the dock and warehouse
with enclosed storage for feedbags for shipment to aquaculture operations in Nootka Sound.
Get West Adventure Cruises, a tourism component of the MV Uchuck III, also operates from this
dock. Grieg Seafoods leases use of this dock to off-load farm fish from their sites in Muchalat
Inlet.
Western Forest Products facility and ‘log dump’ is located to the north and west of the existing
dock.
Nootka Air operates a float plane facility to the northeast of the dock at the mouth of the Gold
River.
At the western end of the dock area is the former pulp and paper mill site now owned and
operated by Muchalat Industries. Pendragon Forest Products operates a five-machine shingle
and shake mill on the site. Muchalat Industries also leases land to Grieg Seafoods for a hatchery
operation, as well as docking space for the Grieg Seafood ‘Well Boat’, which is used to move
fingerlings raised in the hatchery to their farming operation in Nootka Sound. Muchalat
Industries also has considerable warehouse and dock area, including a Federal Government
approved deep sea dock operation. Some storage of mined marble now occurs in this area.

Action 6.1: Gold River Council will review and prioritize options for the Village owned and controlled
dock and harbour area.
The dock and harbour zones provide important commercial and tourism amenities and services to Gold
River and have many ramifications on the other industrial users of the harbour, with the main ones being
environmental and operational issues. In late 2016 through to mid-year 2017 Herold Engineering was
retained by the Village of Gold River to provide a Report on Wharf and Dock Improvements and Additions
to the Village’s marine facility located at the head of Muchalat Inlet. The recommendations in the Herold
Engineering feasibility study is a technical document containing important and relevant details on
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aquaculture bulk storage placement including handling larger cranes and vehicles at the facility, a
breakwater addition, adding a roll-on/roll-off barge off-loading area, an extension of the Village wharf to
the north and reconfiguration of the floating walkways. Another major factor for consideration by Village
Council would be the financial issues around the wharf expansion and addition of the breakwater.
Herold Engineering provided high level cost estimates for the options outlined within the report and a
business case analysis should be completed to assess the options for investment. This Action and the
review and prioritization of options for plan development would be the responsibility of the Village of
Gold River Council.
Action 6.2: Gold River Council will meet with Mowachaht/Muchalaht First Nations Council of Chiefs
and Muchalat Industries Limited management to review the options for the waterfront area.
In order to capitalize on waterfront area economic opportunities in the very complex and limited
operating environment, stakeholders should consider how potential development could benefit each
other. The redevelopment of the old mill site provides a prime opportunity to provide employment and
increase the Village tax base. It also could be integral in providing utility services (sewer/water) to the
other businesses operating at the waterfront. It is unknown at this time what the planned redevelopment
of the mill site might include or how its redevelopment could affect or benefit neighbouring properties or
economic opportunities. The three major operating entities, the Village of Gold River,
Mowachaht/Muchalaht First Nations and Muchalat Industries should communicate plans to focus on the
opportunities and constraints in the dock and harbour area.
At this point, it would be practical for the Village of Gold River Council to conduct discussions with
Mowachaht/Muchalaht First Nations Council of Chiefs on a possible division of tourism and commercial
operations. It may be more efficient to have the First Nation handle all tourism related moorage and
docking at their improved boat launch and tourist site which will be undergoing renovations and
revitalization in 2018 and 2019. The Village wharf facility would then handle all commercial marine
moorage. This could be expanded to include action on any of the recommendations in the Herold
Engineering Report (Action 6.1) depending on any direction from Council.
Action
Gold River Council to
review and prioritize
options for the Village
dock and harbour based
on the Herold
Engineering Report and
input from Village staff.
Gold River Council to
meet with
Mowachaht/Muchalaht
First Nations and
Muchalat Industries to
present the options for
the Village dock.

Timeframe
Immediate to midterm.

Priority
High

Implementation Plan
Page # 43

Immediate to midterm

High

Page # 44
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Goal #7: PHYSICAL INFRASTRUCTURE
Gold River offers a wonderful quality of life for its residents with a world class aquatic centre and arena.
Those amenities are important in positioning Gold River for growth. Attracting new families and servicing
the changing needs of existing residents requires planning for new housing and the ability to offer a variety
of housing options. In addition, cell service is seen by many as an essential service and efforts are
underway to address this issue.
Action 7.1: Develop an Attainable Housing Strategy
The Community Engagement meetings identified a number of housing issues in Gold River. Specific
examples were presented about the difficulty of hiring and keeping staff in Gold River due to the low
rental vacancy rate. Additionally, the lack of housing is a deterrent to new and/or young families moving
to the community.
There are a number of issues that will be addressed in an Attainable Housing Strategy:
•
•
•
•
•

Senior Housing (aging in place)
Secondary suites and appropriate zoning
Affordable housing
Subdivision expansion
Condemned buildings

There are very specific funding and support mechanisms in place provincially and federally to assist with
affordable/attainable housing initiatives. Those include BC Housing and Canada Mortgage and Housing
Corporation. See Appendix I – Page 61.
Action Item 7.2: EDC endorse efforts by Village Council and Mowachaht/Muchalaht First Nations to
bring cell service to Gold River and Tsaxana
Coordinated efforts are underway by the Village of Gold River Council and the Council of Chiefs of
Mowachaht/Muchalaht First Nations to lobby for cell service to Tsaxana/Gold River area. These initiatives
include signing a joint letter on 17 December 2017 to Minister of Citizen Services Jinny Sims urging quicker
movement on the provision of cell service to Gold River/Tsaxana.
Action
Create an Attainable
Housing Strategy
Lobby to bring cell
service to Gold River

Timeframe
Long term

Priority
High

Implementation Plan
See Page # 45

Unknown

High

Underway
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GOAL 1 GOVERNANCE
ACTION 1.1
Create an Economic Development Committee.
The Gold River Economic Development Committee (EDC) is the body implementing the Actions in the
Strategy. Council approval of the Terms of Reference for the Committee is required.
Step 1

Step 2

Step 3

Council creates and passes Economic
Development Committee By-law
including Terms of Reference for
Committee. (See Appendix G – Page
52)

Mayor writes/connects with
Strategy Project Team members to
confirm their willingness to serve on
Economic Development Committee
(EDC)

Council officially
appoints members
to the EDC.

Step 4

Step 5

Step 6

EDC members meet and determine
Committee Chair and future meeting
dates, along with an action plan that
includes prioritizing actions, tasks
and creates a budget.

EDC makes first report back to
Council and continues to
report quarterly to Council
including budget for first year
operation.

EDC circulates information
to community through
Village website and digital
media available in Gold
River.

RESOURCES REQUIRED
Village staff resources are required to create a By-law and support Council to ensure Committee
members are confirmed and budget is allocated.

COST
Economic Development budget line item to be included in the Annual Village Budget process. Otherwise
minimal direct cost for this Action Item.

HUMAN RESOURCES REQUIRED
CAO ensures appropriate budget for Economic Development is included in the Village budget.

TIMELINES
Initiate Action immediately as time is of the essence to implement this goal and acquire approved
budget to enable the EDC operations to begin.
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GOVERNANCE ACTION 1.2
Create a Volunteer List for Gold River Economic Development support.
We don’t often think of volunteers as an important component of economic development, but they are,
in fact, essential to a community’s social and economic success. There are many layers to a community’s
activities and accomplishments and volunteers are key at every level.
An important component in economic development is to utilize the ideas and enthusiasm of a broadbased residents network to work with and assist the Economic Development Committee in carrying out
the actions listed in this Strategic Plan. The Committee will put forward a call for assistance for some tasks,
and then continue to update their listings of ‘Volunteer Callouts’ and communicate that information
through the Village website and digital media avenues in Gold River.

Step 1

Step 2

Step 3

The EDC will prioritize the Actions
and associated tasks in the Strategy
and amalgamate the task lists in
their work plan.

Create a separate list of tasks
and roles required to be
carried out by community
‘Volunteer Callouts’.

EDC creates a ‘Volunteer
Interest’ form to be posted
on the Village website and
available at the front
counter in the Village office.

Step 4

Step 5

EDC members and Council members solicit names
for ‘Volunteer Callouts’. Plan a volunteer ‘Open
House’ for recruiting purposes.

EDC and Council plan a Volunteer Reward
Program including support for volunteers,
groups and their meetings and activities as
well as an annual recognition program.

RESOURCES REQUIRED
COST
Economic Development ‘Volunteer Support’ budget line item of $1,000.00 to be included in the annual
economic development budget.

TIMELINES
Initiate Action immediately as time is of the essence to garner community support for the volunteer
program. Future lists to be developed as required.
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GOAL 2 BUSINESS RETENTION AND EXPANSION
ACTION 2.1
Explore the willingness within the business community to form a Business Improvement Area in a
defined area (C-1 zoning – downtown core) in Gold River.
The BIA legislation provides for a special charge to be levied on each commercial property within the
designated area. There are several ways Council can assess property and designate the contribution. The
most commonly used methods are ASSESSMENT (mil rate percentage) or FRONTAGE (fixed sum per linear
front footage).
Step 1

Step 2

Step 3

EDC assembles information about
BIA formation, including contacting
the provincial organization BIABC
and the BIA organizations in
Campbell River facilitated by Kathy
Lachman.

EDC facilitates a meeting
with the Chamber of
Commerce and local
business owners/leaders
about taking the initial
steps to form a BIA.

Partner with the Chamber of
Commerce to set up a Gold
River business community
meeting with Campbell River
BIA guest speakers to explain
the concept and process for
start-up.

Step 4

Step 5

Step 6

Business owners acquire first year
Introductory membership in BIABC.
Business owners canvass the
business community members about
joining together to be of mutual
benefit to each other.

Business community group
makes request to Council
to designate the specific
area selected as a Business
Improvement Area.

Business community
members continue to liaise
with business and property
owners to ensure impetus is
maintained for establishment
of the BIA. available in Gold
River.

RESOURCES REQUIRED
Membership in BIA BC (Provincial BIA association - www.bia.bc.ca). An introductory annual membership
fee is available and includes many benefits including the all-inclusive BIABC Handbook with templates,
tools and best practices for starting and managing a business improvement association

COST
Introductory Membership in Business Improvement Association of BC - $200.00 allocated from the
economic development budget.
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HUMAN RESOURCES REQUIRED
Initially Economic Development Committee to assemble information and confer with Chamber of
Commerce and business community members. Kathy Lachman to provide contact details for Campbell
River BIA resources to support this Action. (Campbell River has four established BIAs – Pier Street,
Campbellton, Downtown and Willow Point).

FUNDING SOURCES
Depending on support from business community leaders/business owners, membership in BIABC can be
drawn from the economic development budget.
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BUSINESS RETENTION AND EXPANSION ACTION 2.2
Implement a ‘Shop Local’ awareness campaign.
A Shop Local Awareness Campaign generally utilizes a web platform and has:
•
•
•
•

An explanation of the campaign
Lists the participating businesses
An overview/video/graphics of each business
Stories about each business (meet the owners)

In addition to the web site, other physical promotional materials may be developed that include in-store
signage and decals for the windows of the business.
Step 1

Step 2

Step 3

Economic Development
Committee (EDC) meets with
stakeholders to discuss the
framework and planning structure
for a ‘Shop Local’ campaign.

EDC includes expenditure
line item for an initial ‘Shop
Local’ campaign, including
hiring a consultant.

Strategize with consultant and
business community leaders on
the requirements for the
implementation of an
appropriate ‘Shop Local’
campaign for Gold River.

Step 4

Step 5

Step 6

Create a Steering Committee to
guide the program utilizing
recommended tools including a
campaign kit for businesses.

Canvass business
community to obtain
their ‘buy-in’ to the
campaign.

Launch the ‘Shop Local’
program and monitor planned
activities. Follow-up with a
survey at the end of the
program.

RESOURCES REQUIRED
Economic Development budget allotment. A funding mechanism to obtain financial buy-in from
merchants. Link to BIA or committee of merchants working to establish the BIA.

COST
Total $6,000.00 estimated cost, with $3,000.00 from the economic development budget.

HUMAN RESOURCES REQUIRED
An marketing/design consultant will be required to create the program and associated branding and
marketing collateral material.
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FUNDING SOURCES
Island Coastal Economic Trust is a practical funding source for this project. ICET requires matching
dollars from the community, therefore application to ICET would be $3,000.00. Initial first year funding
requires $3,000.00 seed monies from the Municipal EDC budget to provide matching dollars for ICET,
along with ‘buy-in’ dollars from local businesses.

TIMELINES
This program may take some time to bring into operation. Shop Local can be planned for the summer of
2019, allowing time for the BIA to be fully operational and can be integrated with Gold River Days.

EVALUATION
Two factors can be used to determine the success of this program:
•
•

Business participation rate, and
A survey of contributing businesses at the conclusion of the first-year program.
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BUSINESS RETENTION AND EXPANSION ACTION 2.3
Ensure the Official Community Plan is compatible with Home Based Businesses and in keeping with
resident’s values.
Small, locally owned and operated businesses make vital contributions to communities, including homebased businesses as well as static store front enterprises. During the past decade, many rural residents
have turned to home-based self-employment as a means of providing for themselves and their families
as either primary or supplemental family income. Home-based work can also be considered a form of
community development for its potential as an alternative income source for residents and for its
economic multiplier effect on the community. However, Home-based Businesses and their activities must
be consistent with neighbourhood and community standards.
Step 1

Step 2

Step 3

Economic Development
Committee (EDC) reviews the
Official Community Plan.

EDC evaluates whether the
specific home-based
business sections of the
OCP are suitable and fit for
community standards.

If appropriate, EDC report to
Council as well as OCP public
meeting.

RESOURCES REQUIRED
EDC members to review OCP documents

TIMELINES
The OCP review should occur immediately as the timeline for input back to Council is necessary prior to
the OCP Public Information Meeting.

EVALUATION
EDC to monitor OCP approval process and implementation.
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BUSINESS RETENTION AND EXPANSION ACTION 2.4
Create a Business Support Program utilizing the Business Walk model.
Business Walks involves a partnership between the EDC, Chamber of Commerce and Village Council.
Step 1

Step 2

Step 3

Introductory meeting with
Chamber of Commerce to
determine level of interest.

EDC contracts with an
experienced support person
to facilitate the program.

Advertise and promote the
Business Walks along with
other programs offered during
Small Business Month.

Step 4

Step 5

Train the team of volunteers and then complete
the half day Business Walk.

Correlate results and report back to the
community.

RESOURCES REQUIRED
Economic Development budget allotment. EDC to use BC Economic Development Association ‘Business
Walk’ manual. Link to be supplied by K. Lachman.

COST
Total first year cost is estimated at $3,000.00 from the economic development budget.

HUMAN RESOURCES REQUIRED
Consultant/facilitator and Chamber of Commerce along with Regional Manager Kathy Lachman to
support this program.

FUNDING SOURCES
Economic development budget.

TIMELINES
This program will target a half day in Small Business Month in October 2018. Follow-up actions may be
part of a longer-term plan.
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GOAL 3 BUSINESS ATTRACTION
ACTION 3.1
Recommend the Economic Development Committee create a Gold River Community Profile.
This Action is a key part of a successful Business Attraction initiative as a Community Profile provides a
prospective investor with the information required to assist in evaluating the attributes of Gold River and
making the best investment decision for their business.
Step 1

Step 2

Step 3

EDC members set up an internal
Business Attraction Committee to
begin the process including a
Committee Work Plan.

The EDC Committee creates
a Request for Proposal to
advertise for a relevant
contractor with the expertise
and knowledge to create and
design a community profile.

Working with the Village
CAO, interview and select
the best candidate and
begin the Community
Profile Project.

RESOURCES REQUIRED
Financial resources will be required to hire an appropriate contractor for the project. Some additional
budget will be required for printing and digital drive versions of the Profile as well as for meetings with
investors who come into Gold River to inspect and look at prospective business opportunities. This could
be eligible funding under ICET providing 50% of the project costs. The balance would be sourced from
the EDC budget.

COST
Estimated that half of the total $10,000.00 budget ($5,000) be placed within the Village economic
development budget.

HUMAN RESOURCES REQUIRED
Economic Development Committee will provide the lead with support and cooperation of the CAO or
designated staff person from the Village.

TIMELINES
Due to the importance of this action, the Community Profile Project should be initiated as soon as
possible.

EVALUATION
Evaluation will occur upon receipt of the approved and completed Community Profile and a report to
Mayor and Council.
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BUSINESS ATTRACTION ACTION 3.2
Recommend the Economic Development Committee investigate and support efforts to attract a grocery
retailer or other enterprise to ensure Gold River has a grocery store.
This Action is linked to the Business Attraction component of the Economic Development Strategy and
proposes a means for the EDC to understand the economics behind their current community retail grocery
situation and to create and connect with quality opportunities and motivated investors utilizing an
external contractor.
Step 1

Step 2

Step 3

Economic Development
Committee (EDC) liaise with
Regional Manager K. Lachman
regarding contacts and
connections for grocery store
ownership. Local EDC member
input will also be helpful. Create
a working group for grocery
attraction.

Examine variety of options for
grocery store in Gold River:

Connect with BC
Cooperative Association –
on ‘Starting a Co-op’.

Step 4
Contractor will conduct a prefeasibility study and address the
viability of the co-op business model
with potential co-op members.

Cooperative model;
New independent ownership; or
Small, Island owned chain
moving into the empty retail
space.
Apply for ICET funding to hire a
contractor.

Step 5
Contractor to survey likely
grocery chains for interest in
investment in Gold River
expansion as well as local
business community for
potential expansion of existing
retail store.

http://bcca.coop/knowledgecentre/starting-a-co-op/

Marty Frost, director of FWC
Development Cooperative
has advised startups as well
as established co-ops.

Step 6
Contractor creates a
grocery store
development business
plan.

RESOURCES REQUIRED
Economic Development budget allotment and external funding agency.

COST
$10,000.00 estimated annual first year investment.

HUMAN RESOURCES REQUIRED
EDC, Kathy Lachman, external consultant and others with links to existing smaller grocery chains and BC
Food Co-op movement.
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FUNDING SOURCES
Island Coastal Economic Trust and/or BC Rural Dividend Fund, Initial outside grant funding may require
matching community funds from the Municipal EDC budget.

TIMELINES
This program may take several years to become fully operational.
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BUSINESS ATTRACTION ACTION 3.3
Recommend the Economic Development Committee assume the role of a Gold River Business
Ambassador group.
This Action is a means for the EDC to connect with quality opportunities and motivated investors.

Step 1

Step 2

Step 3

EDC members include a Business
Ambassador mandate in their
annual work plan.

EDC Members will assign
responsibilities for the
Ambassador group.

A request will be made to
the Village that all business
and investor inquiries be
directed through to the
EDC.

RESOURCES REQUIRED
Financial resources will be required for printing, digital drives, postage and meetings. Some additional
budget may be required for meetings with investors who come into Gold River for a tour and to look at
prospective business opportunities.

COST
Estimated that $1,000.00 be placed within the economic development budget as a Business Attraction
line item for 2018.

HUMAN RESOURCES REQUIRED
Economic Development Committee will provide the lead with support and cooperation of the CAO or
designated staff person from the Village.

EVALUATION
EDC members may find they need to adjust their operating approach based on feedback from investors.
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GOAL 4 DOWNTOWN
ACTION 4.1
Recommend that Council and the Economic Development Committee explore the creation of a
Revitalization Tax Exemption By-law. This Action should be linked to the Business Improvement Area.
Council has the authority to establish a revitalization program (with defined reasons for and objectives of
the program), enter into agreements with property owners, and then exempt their property from taxation
once all specified conditions of the program and the agreement have been met. Exemptions may apply to
the value of the land or improvements, or both. Council is free to specify, within the revitalization
program, the amounts and extent of the of tax exemptions available.
When a Revitalization Tax Exemption Certificate from the Village is issued to the BC Assessment Authority,
those improvements are exempt from general municipal property taxes (excludes other property taxes
such as School, Regional District, Regional Hospital etc.) for a period of time not longer than five years and
with a single, five-year renewal period. (Actual time periods would be set by Council in the by-law)

Step 1

Step 2

Step 3

Council and EDC discuss
creation of a Revitalization Tax
Exemption By-law for Gold
River.

EDC contacts property owners who
would be affected by this by-law to
determine their level of interest in
property improvements.

Council direct staff (CAO)
to draft a Revitalization
Tax Exemption By-law for
further discussion by
Council.

RESOURCES REQUIRED
Chief Administrative Officer is an important resource as he will lead the community component of this
goal. No initial cost required for this Action.

FUNDING SOURCES
CAO provides tax funding implications to Council.
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DOWNTOWN ACTION 4.2
Recommend that the EDC encourage the establishment of a ‘Free Wi-fi Zone’ in the Downtown
Commercial core area of Gold River.
This Action relates directly to improvements in the downtown commercial core area of Gold River. The
implementation of this goal requires a knowledgeable company or individual contractor to examine the
physical area and present the options for suitable Wi-fi connectivity as detailed in a Request for Proposal
and then install the approved hardware. Included in this Action is the promotion of Gold River Wi-Fi hot
spots in community and visitor publications and on-line resources.
Step 1

Step 2

Step 3

EDC (or designated EDC subcommittee) determines the
suitable downtown area to be
serviced by free public Wi-fi.
Recommendation forwarded to
Council.

EDC subcommittee, working with
Municipal staff, will develop a
Request for Proposal for installation
of free public Wi-fi in the downtown
commercial core of Gold River.

Village of Gold River in
conjunction with EDC
will meet with Regional
Manager K. Lachman
regarding appropriate
funding sources for this
project.

Step 4

Step 5

A separate project will create a marketing and
promotion plan for Wi-fi development and
information and marketing of Wi-Fi hot spots in
Gold River.

Marketing to include websites, tourism
marketing material and a Wi-fi map of hot
spots in Gold River.

COST
Total cost for the Actions in this item are estimated to be up to $15,000.00 with 50% in matching funds,
$7,500.00 from the Economic Development budget. It should be noted there will be an annual hosting
fee from the Wi-fi service provider.

HUMAN RESOURCES REQUIRED
The EDC will be taking the lead in this project, working in conjunction with the CAO and Council. The wifi planning and installation project work will be completed by a qualified contractor with the skills and
expertise to deliver a quality report with proper costing. A second contractor specializing in web design
will be required to plan the on-line presence.
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FUNDING SOURCES
Possible funding sources for this project are:
Village of Gold River; and
BC Rural Dividend Program; or
Island Coastal Economic Trust.

EVALUATION
Planning for this project requires a two-step process for completion.
Wi-fi development plan installation, and
Web design component and associated marketing.
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GOAL 5 STRATEGIC SECTOR DEVELOPMENT
ACTION 5.1
Develop a Tourism Strategy.
This Action will develop a tourism strategy to attract more visitors and tourists to Gold River, and work to
make the community more welcoming and attractive for tourists. The Village of Gold River has received
funding from the provincial government to develop a tourism strategy. Therefore, this Action will move
forward for completion through the summer and fall of 2018.

COST
$10,000.00 cost based on grant dollars received from the BC Rural Dividend Program, plus estimated
$15,000.00 for strategy implementation.

HUMAN RESOURCES REQUIRED
An external consultant is required to lead this project.

FUNDING SOURCES
Province of BC Rural Dividend Fund and Destination BC Cooperative Marketing

TIMELINES
This Strategy Development has a completion deadline of October 31, 2018.
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STRATEGIC SECTOR DEVELOPMENT ACTION 5.2
Explore the creation of an Arts and Culture group in Gold River.
An organized Arts and Culture group in Gold River would enhance and promote the arts and cultural
identity of the community. They would seek support from the Economic Development Committee and
Council. Timelines associated with this action will be dependent on the active support of those identified
as members of the Gold River arts and culture community.
Step 1

Step 2

Economic Development Committee would
facilitate a meeting of interested artists of all
types to begin this initiative.

EDC to encourage and support the activities of
the arts and culture group.

RESOURCES REQUIRED
No resources are required

COST
n/a

HUMAN RESOURCES REQUIRED
Required resources are interested members of the arts and cultural community who wish to support the
group.
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STRATEGIC SECTOR DEVELOPMENT ACTION 5.3
Examine the creation of a Gold River Community Forest
The Province of BC now offers Community Forest Agreements and the Village has identified this as an
economic opportunity to provide local employment and Municipal revenues. The Council members sitting
on the Economic Development Project Team confirmed Council has previously identified pursuing a
Community Forest Agreement for Gold River as a priority in Councils’ strategic planning and intends to
continue this initiative.
Step 1

Step 2

Council determines the priority of the Community
Forest and follows-up with the Ministry of Forests,
Lands and Natural Resource Operations and Rural
Development (MFLNRO).

Village contracts with a qualified professional
to support the development of the Community
Forest Plan.

COST
Total estimated cost is $20,000 and would be eligible for grant funding from BC Rural Dividend program
or Island Coastal Economic Trust.

HUMAN RESOURCES REQUIRED
An external consultant is required to work with Council and staff in leading this action.

FUNDING SOURCES
Province of BC Rural Dividend Fund and Island Coastal Economic Trust.

TIMELINES
This action has an immediate priority and work should begin as soon as possible.
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GOAL 6 DOCK AND WATERFRONT DEVELOPMENT
ACTION 6.1
Gold River Council will review and prioritize options for the Village owned and controlled dock and
harbour area.
The dock and harbour is a multifaceted operating environment with many entities utilizing the area. In
order to capitalize on dock and harbour‐related opportunities this Action provides more focus on the dock
and harbour area and covers physical infrastructure issues as well as marine industries.

Step 1

Step 2

Step 3

Council and staff review the 2017
Herold Engineering Report on Wharf
and Dock Improvements and
Additions plus other pertinent
documents.

Village contracts with a
qualified professional to
assist in the business case
analysis of the various
options.

Council prioritizes the options
based on the consultants’
report and most appropriate
investment opportunities for
the Village.

RESOURCES REQUIRED
An initial budget will be required in order to contract with the designated consultant.

COST
Estimated cost of this Action Item is $20,000.00 from the Village EDC budget.

HUMAN RESOURCES REQUIRED
Village Council, staff and consultant will take the lead on this action.

TIMELINES
Estimated start time for this action should be Fall 2018.

EVALUATION
Council to evaluate progress and/or recommendations from the consultant report before 31 December
2018.

43

DOCK AND WATERFRONT DEVELOPMENT ACTION 6.2
Gold River Council will meet with Mowachaht/Muchalaht First Nations Council of Chiefs and Muchalat
Industries Limited management to review the options for the dock and harbour.
As the primary organizations/operators in the dock and harbour area it is important that the Village of
Gold River Council, Mowachaht/Muchalaht First Nations Council of Chiefs and Muchalat Industries
Limited communicate and discuss their plans and actions to ensure maximum benefit to all parties.
Step 1
Village Council, MMFN Council of Chiefs and Muchalat Industries agree to meet and discuss plans
and actions.

RESOURCES REQUIRED
Mowachaht/Muchalaht First Nations Council of Chiefs and Muchalat Industries Limited management to
meet with Village Council.

TIMELINES
Suggested timing for the meeting is following the consultants’ report – estimated to be late 2018 or
early 2019.
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GOAL 7 IMPROVE PHYSICAL INFRASTRUCTURE
ACTION 7.1
Develop an ‘Attainable Housing Strategy’ for the Village of Gold River.
The Community Engagement and Survey highlighted the lack of affordable housing, both rental and
market housing for newly arrived residents as well as young families and Senior’s housing in Gold River.
The demonstrated need in Gold River requires a Community-wide plan to address housing gaps and issues.
The Village of Gold River and the EDC can play a role in these early stages of examining community housing
issues through working with a specialist contractor and exploring sources of funding and support for an
Attainable Housing Strategy in Gold River.

Step 1

Step 2

Step 3

EDC to develop Terms of Reference
for the ‘Attainable Housing Strategy
for Gold River’. Include suitable
criteria the committee feels would
be appropriate in order to evaluate
the respondents to the Request for
Proposal.

EDC to connect with potential
assistance and funding agencies
including Province of BC Rural
Dividend Program; BC Housing;
BC Real Estate Foundation;
Canada Mortgage and Housing
Corporation; and BC
Cooperatives Association. (See
Appendix I – Page 57)

Determine which
funding and support
agency provides the best
match in terms of
appropriate dollars for
the project and apply for
grants and assistance.
Important to have
provincial government
liaison with K. Lachman.

Step 4

Step 5

The EDC follow the Villages
procurement procedures to hire a
consultant to complete the report.

Report to include suggested housing policy for Gold River
and determine appropriate strategic initiatives and
partnerships, and to review by-laws and regulations
pertaining to residential housing.

RESOURCES REQUIRED
Sufficient funding in order to be able to create a practical and appropriate ‘Attainable Housing Strategy’
for Gold River with total estimated costs of up to $20,000. The Village EDC budget would contribute 50%
of that cost – up to $10,000.00.

HUMAN RESOURCES REQUIRED
Council, CAO and the EDC plus a contractor/housing specialist with appropriate knowledge and skill are
all required to bring this goal to fruition.
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FUNDING SOURCES
Funding sources include:
•
•
•
•
•

Province of BC Rural Dividend Program;
BC Housing;
BC Real Estate Foundation;
Canada Mortgage and Housing Corporation; and
BC Cooperatives Association.

TIMELINES
Most funding sources have specific timelines and deadlines for applying. These timelines can be spread
throughout the year – therefore this project will depend on the success of the funding applications and
availability of a suitable contractor

EVALUATION
Evaluation is in five-stages with evaluation occurring at each stage in the process:
Creating the Request for Proposal and having it approved by Council.
Contacting the various funding and support agencies and obtaining their funding details.
Applying for funding and when successful, begin the process to hire a contractor.
Contracting with the selected housing expert to complete the project.
Receiving, reviewing and implementing the recommendations in the Housing Strategy.
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IMPROVE PHYSICAL INFRASTRUCTURE ACTION 7.2
EDC endorse efforts by Village Council and Mowachaht/Muchalaht First Nations to bring cell service to
Gold River and Tsaxana.
Coordinated efforts are underway by the Village of Gold River Council and the Council of Chiefs of
Mowachaht/Muchalaht First Nations to lobby for cell service to Tsaxana/Gold River area. December 17,
2017 Chief Mike Maquinna and Mayor Brad Unger sent a jointly signed letter to Provincial Minister of
Citizen Services Jinny Sims, confirming joint support and a commitment to work together to advance
cellular coverage for Tsaxana and Gold River and surrounding areas.

Step 1
EDC will confirm progress to date and continue to monitor. This Action Goal is already well underway
as both The Council of Chiefs of Mowachaht/Muchalaht First Nations and the Mayor and Council of
Gold River have collaborated to move ahead on lobbying efforts with the provincial government to
bring cell service to Gold River/Tsaxana.

RESOURCES REQUIRED
No funding required at this time.

HUMAN RESOURCES REQUIRED
Economic Development Committee to provide on-going monitoring of the process and report on
progress through community digital media sources.
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APPENDIX A
GOLD RIVER HISTORY
The Village of Gold River is situated on the Gold River at the head of Muchalaht Inlet in Nootka Sound. Rio
del Oro (River of Gold) was the name given to it by the Spaniards who explored and mined the area in the
late 1700s.
Yuquot, (also known as Friendly Cove) on Nootka Island at the entrance to Nootka Sound, was the summer
home of Chief Maquinna and the Mowachaht/Muchalaht people for many hundreds if not thousands of
years and retains historical significance today as the site of the first contact between Europeans and First
Nations people in British Columbia.
In March 1778, Captain James Cook became the first European to set foot in British Columbia when he
stopped at Friendly Cove. The Mowachaht people were shouting to Cook to sail around to their village at
Yuquot but Cook thought they were calling out the name of the area, he believed to be Nootka.
The following decade saw the establishment of a Spanish trading post and Nootka became an important
base for English, Spanish and American traders and explorers. The Canadian government declared Friendly
Cove a National Historic Site in 1923, with recognition of the significance of the First Nations history
following in 1997.
Gold panning attracted Chinese miners into the traditional territory of the Mowachaht and Muchalaht
peoples in the 1860s, and the name Gold River first appeared on maps in 1871.
Until the late 1950s the major local industries were fishing and logging and in the early 1960s the Tahsis
company logged at the mouth of the river. In 1964 they began building a 750 ton-a-day bleached kraft
pulp-mill there. The flat delta land, the deep-sea access for oceangoing freighters, and the steady source
of water were cited as the main reasons for building at this location.
The Company also selected a suitable site fourteen kilometres east of the mill on which to build a town to
service the needs of the mill and in 1965 Gold River, a resource-based community appeared. It became
known as Canada’s first all-electric town, and the first in Canada with underground wiring. Incorporated
in 1965 as a District, it reincorporated itself in 1972 as the Village Municipality of Gold River.
In the mid-1980’s, the mill added a paper manufacturing component, and created a short-term building
boom and increased employment. However, newsprint prices soon collapsed, the cost of wood chips
increased, and high interest rates proved so devastating that in 1993 paper production shut down and in
1998 the mill ceased operations entirely.
Nootka Sound and the community of Gold River received tremendous media coverage worldwide in July
2001 when Luna the Killer Whale became a media sensation when he turned up in Nootka Sound after
being separated from his pod in Puget Sound in Washington State. Attempts to reunite Luna with his
family were suspended, as the Mowachaht/Muchalaht First Nations believed Luna, or Tsuxit, embodied
the spirit of Chief Ambrose Maquinna, who had died just days before the whale was first seen in the area.
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APPENDIX B
REPORTS AND PLANS
A number of past reports and plans for Gold River and other similar communities in the region were
reviewed in the creation of this strategy, along with additional pertinent documents and reports. These
documents provided context and direction and allowed the Project Team to see what progress was made
on past plans, what progress was not made and why. Together they all provided valuable lessons that
were incorporated into this strategy.

•
•
•
•
•
•
•
•
•
•
•
•

Economic Development Strategy Update for the Village of Gold River (1999)
Economic Development Strategy (Phase 2) for the Zeballos, NUCHATLAHT and
KA:’YU:’K’T’H’/CHE:K’TLES7ET’H’ Region (2014)
Cormorant Island Economic Development Strategy (2015)
Port Alice Economic Development Strategy (2016)
Tahsis Economic Development Strategy (2015)
Building Remote and Rural Community Capacity through High Speed Internet:
Strathcona Regional District Broadband Study (2017)
Starting Strong - Rural Community Economic Development Planning &
Assessment Guide – BC Government (2011)
Economic Development Framework for Interpreting Local Housing Markets in
Small Town Canada (2012)
Gold River Dock Feasibility Study – Herold Engineering (2017)
Cultivating Co-ops – A Guide to Starting a Co-op in British Columbia (2013)
Planning and Implementing a Wi-fi Zone for Your Town (2014)
North Island Situation Analysis (Destination BC) – Island Coastal Economic Trust
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APPENDIX C
Gold River Economic Development
Strategic Planning Process
Survey
The Village of Gold River is undertaking a process to develop a multi-year economic development
strategy. The Village has appointed a Project Team to oversee all aspects of the planning process
and is looking for community input to help guide the economic development strategy.
Your input is important to this process and we are asking you to take a few minutes to answer
the following questions:
1. What words would you use to describe Gold River?
________________________________________________________________________
________________________________________________________________________
______________________________________________________________
2. What are the strengths of Gold River? ________________________________________________________________________
________________________________________________________________________
________________________________________________________________________
3. What is Gold River doing well?
________________________________________________________________________
________________________________________________________________________
________________________________________________________________________
4. What could be improved?
________________________________________________________________________
________________________________________________________________________
________________________________________________________________________
5. What are some opportunities that Gold River can consider?
________________________________________________________________________
________________________________________________________________________
________________________________________________________________________
6. What does Gold River offer that other places do not?
________________________________________________________________________
________________________________________________________________________
________________________________________________________________________
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7. List three challenges facing Gold River.
1. _________________________________________
2. _________________________________________
3. _________________________________________

8. How do you see the community in 10 years?
________________________________________________________________________
________________________________________________________________________
________________________________________________________________________

Do you have any other comments or feedback?
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________

Thank You

Your feedback and input is greatly appreciated.

All individual survey responses will be kept confidential and used only for aggregate purposes
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APPENDIX D
COMMUNITY SURVEY RESULTS
Word clouds or text clouds work in a fairly simple way: the more a specific word appeared in the survey
responses, the bigger and bolder it appears in the word cloud.
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Q7 List three challenges facing Gold River (A subjective question requires the use of a chart)

GOLD RIVER CHALLENGES
Fewer Young People
6%

Transportation
5%
Lack of Grocery
22%

Lack of Housing
7%
Need Opportunities
for Industrial
Development
8%
Communications
Issues/Cell-InternetLocal News
6%

Fewer Services for
Residents
14%

Changing Attitudes
5%
Decline in
Population
5%

Losing Businesses
10%

More Jobs Losses
12%

Community Survey Jan-Feb 2018
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APPENDIX E
Economic Development Organizations on Vancouver Island/Coast:
Community

Population

EDO

Cormorant Island

1,275

Yes

More than 1 staff
member
No

Ucluelet

1,717

No

No

Tofino

1,932

No

No

Cumberland

3,753

No

No

Qualicum Beach

8,943

No

No

* Regional District
of Mount
Waddington
Parksville

11,035

Yes

No

12,510

No

No

Port Alberni
Powell River
Sunshine Coast

17,740
20,070
28,619

Yes
Yes
Yes

P/T admin support
No
No

Campbell River
** Comox Valley
Regional District

35,138
63,538

Yes
Yes

Yes
Yes

Funding
Funded by Rural
Dividend and
Namgis Nation (3year agreement)
Chamber of
Commerce (COC)
does some
economic
development
COC does some
economic
development
Economic
Development Plan
process underway
COC does some
economic
development
Regional District
taxation
COC does some
economic
development
City taxation
City taxation
Regional District
taxation
City taxation
Regional District
Taxation through
non-profit society
Regional District
Taxation

*** Cowichan
87,000
Yes
Yes
Valley Regional
District
City of Nanaimo
90,500
Yes
No
City taxation
Greater Victoria
383,360
Yes
Yes
13 municipalitiesRegion
taxation
* The regional economic development function includes the communities of Port Hardy (pop 4132), Port
McNeill (pop 2623) and Port Alice (pop 805).
** The regional economic development function includes the communities of Comox (pop 14,830), Courtenay
(pop 25,600) and three electoral areas.
*** The regional economic development function includes the municipalities of Ladysmith (pop 8,537), North
Cowichan (pop 29,676), Lake Cowichan (pop 3226), Duncan (pop 4944) and nine electoral areas.
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APPENDIX F
STRATEGIC GOAL AREAS AND ACTIONS
GOAL
Governance

ACTION
1.1
1.2

Business
Retention &
Expansion

2.1

2.2

2.3
2.4
Business
Attraction

3.1

3.2

Downtown

Strategic
Sector
Development

CONSULT’T

No
No

COST
n/a
n/a

FUNDING
n/a
n/a

No

$200

EDC budget

EDC;
Chamber;
Merchants
EDC

2019

Yes

$6,000

ICET/EDC
budget

Immediate

No

n/a

n/a

EDC; Chamber
Businesses
EDC/Village

October 2018.

Yes

$3,000

EDC budget

Immediate

Yes

$10,000

EDC budget and
ICET

EDC/Village

1-2 years

Yes

$10,000

Timing as
appropriate
Timing as
appropriate

No

$1,000

ICET/RuralDiv/
EDC budget
EDC budget

No

n/a

n/a

EDC

4.1

Examine
Revitalization
Tax Exempt.

Council

4.2

Encourage
Free Wi-Fi
Downtown
Develop
Tourism
Strategy
Explore Arts
& Culture
group
Examine
Community
Forest
opportunity

EDC Village &
merchants

Timing as
appropriate

Yes

$15,000

ICET/RuralDiv/
EDC budget

Council

31 Oct 18

Yes

$25,000

Council/Arts
Community

Timing as
appropriate

No

n/a

Rural Dividend,
DBC Cooptive
Marketing
n/a

Council

Immediate

No

n/a

n/a

6.1

Review and
prioritize
options for
Waterfront
Development
Improvement
Plan

Council

Immediate

Yes

$20,000

EDC budget

6.2

Meet with
MMFN &
Muchalat
Industries
Develop
Attainable
Housing
Strategy
Cell Service
for Gold
River

Council

Immediate to
mid-term

No

n/a

n/a

Council/EDC

12-24 mos.

Yes

$20,000

ICET/RuralDiv/
EDC budget

Council

ASAP

No

n/a

n/a

5.1

7.1

7.2

Total

EDC & Merch.

WHEN
Immediate
Immediate &
as required
Timing as
appropriate.

Explore Bus
Ambssdr Pgm

5.3

Physical
Infrastructure

Review OCP
– HBB
Business
Walks Pgm
Create
Community
Profile
Attract
grocery store

WHO
Council
EDC

3.3

5.2

Dock and
Harbour

TITLE
Create EDC
Create
volunteer list
Explore
formation of
a BIA
Shop Local
Campaign

$110,200
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APPENDIX G

Gold River Economic Development Committee

TERMS OF REFERENCE
PURPOSE OF COMMITTEE
The purpose of the Gold River Economic Development Committee is to oversee the
implementation of the Gold River Economic Development Strategy.
The Village of Gold River will continue to develop Economic Development policy and planning for the
Municipality utilizing the Gold River Economic Development Strategy (2018) through the framework of
the Strategic Planning Toolkit developed by the Province of British Columbia. This process will be led by
the Economic Development Committee, a Committee of Council.

RESPONSIBILITIES
The Committee will:
•
•
•
•
•
•

•
•
•

Liaise with existing businesses and facilitate the development of new enterprises;
Support opportunities for new economic growth;
Work towards creating a positive business climate that will foster new industry and employment
opportunities;
Partner with local community groups and provide guidance and support to the development and
sustainability of the local community, including an Arts and Culture organization;
Ensure that economic development activities between the Mowachaht/Muchalaht First Nations
and the Village of Gold River are complementary and beneficial to all parties.
Establish a suitable communication protocol to ensure Committee minutes and Community
Messages are widely distributed throughout the community utilizing appropriate notices and
digital media;
Report to Council quarterly.
Strive to maintain the community quality of life and environmental sustainability while
addressing a wide-ranging set of community development issues; and
As a group or individually, act as “Ambassadors’ for the community.

MEMBERSHIP
The Economic Development Committee shall be comprised of nine (9) members who are appointed by
Council. The public will be welcome to attend meetings and share opinions. All decisions will be the
responsibility of the appointed committee. The Committee shall comprise:
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•
•

•

Two Members of Council
Seven (7) people representing various sectors of the business community or community groups
with broad-based knowledge including:
• A member appointed by the Mowachaht/Muchalaht First Nations Council of Chiefs;
and
• A member of the Board of Directors of the Gold River Chamber of Commerce and
appointed by that Board.
A Chairperson of the Committee will be appointed by a majority vote of Committee members.

To ensure input from all parts of the municipality, Council shall make an effort to appoint
representatives from the municipality who represent a broad cross-section of the economy and
geography.
Members are to respect the rights and opinions of other committee members as well as ensure they
understand that all discussions and decisions of the Committee will be confidential until made public by
the Village or through Council.
It is not necessary for members to have a business or economic development background to participate,
however, they are expected to bring their own viewpoints to the table as well as developing knowledge
and a good understanding of the issues.

GOVERNANCE
Each member of the Economic Development Committee will assume an active role in committee
activities.
•

•
•

•

Initially; three (3) at large members will be appointed to a two-year term and four (4) members
to a 3 (three) year term. If a committee member resigns prior to the end of their term a new
member will be appointed by council to fill the remainder of that term.
Moving forward all terms will be for a 3 (three) year term.
Sub-Committees may be established to conduct research and report back to the Committee.
Sub-Committee members are not necessarily required to be Committee members, but a
Committee member shall Chair Sub-Committee meetings. Sub-Committees must report in a
timely fashion to the Committee.
Members who miss three consecutive meetings without reasonable cause and/or who are not
fulfilling their respective responsibilities as determined by the Committee, may be asked to
relinquish their membership by the Committee who will forward that membership change
request to Council for approval.
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MEETINGS
Meetings will be based on having a meaningful agenda and will be held as required with at least six (6)
meetings annually.
• From time to time the Chair or a majority of the committee members (In writing) may request a
special meeting providing a minimum of 48 hours notice. In addition, at the regular meetings of
the committee a majority vote of the members may schedule additional meetings where
members feel they are required.
• A quorum of the Economic Development Committee shall consist of a majority of sitting
members.

FINANCES
Committee members have no direct financial responsibilities or ability to authorize payments or other
expenditures on behalf of the Municipality.
• The Economic Development Committee is a voluntary Committee and as such all members of
the Committee will not receive honoraria for time served. Under certain circumstances
Committee members may be reimbursed for out of pocket expenses but only when prior
approval has been granted by Council.
• Economic Development Committee members may not financially benefit either directly or
indirectly from any activities undertaken by the Committee. If there is a perceived or direct
conflict of interest, a Committee member must declare that conflict up front and excuse
themselves from the discussion.
• From time to time the Committee may receive grants, donations, contributions or gifts in kind to
support the work of the Committee. Any monies received will be administered by the Village of
Gold River under their accounting principles and the terms under which the monies were
received.
• Purchasing for budgeted items for economic development programs or specific purposes will be
administered by the Village under the Village of Gold River Purchasing Guidelines.
• The Economic Development Committee will develop an annual budget for approval by Council.
Committee members will review expenditures versus budgeted funds throughout the year at
EDC meetings.
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APPENDIX H
Gold River Infographic – By the Numbers
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APPENDIX I
Affordable/Attainable Housing Programs
Canada Mortgage and Housing Corporation (CMHC) has an Affordable Housing Centre to help create or
maintain affordable housing. They provide personalized support, deliver federal investments and offer a
wide range of tools and resources. CMHC also has housing programs and capacity development initiatives
to assist First Nation communities.
CMHC can assist small municipalities in developing housing plans to address specific housing needs, as
determined by the community itself in a Housing Action Plan. The plan provides municipalities with a
framework that allows them to implement strategies intended to create and develop market, affordable
and non-market housing units.
CMHC has created a group of strategies to show how federal, provincial and municipal governments can
affect housing affordability through public policies and the legal and planning framework. In particular for
Gold River, CMHC suggests that secondary suites are one of the most cost-effective ways of providing
affordable rental housing.
If it is determined that Gold River is interested in pursuing the creation of new affordable housing, CMHC
Seed Funding provides grants of up to $50,000 per project and interest free loans of up to $200,000 per
project to assist with pre-construction costs of affordable rental or affordable ownership units.
In addition, information on the new National Housing Strategy can also be accessed through CMHC. The
strategy is re-engaging the Federal Government in affordable housing and bringing together the public,
private and non-profit sectors to ensure more Canadians have a place to call home.
To achieve the goal of ensuring Canadians can access housing that meets their needs and that they can
afford, the strategy will first focus on the most vulnerable Canadians. This includes women and children,
seniors, Indigenous peoples, people with disabilities, those dealing with mental health and addiction
issues, veterans and young adults.
CMHC Regional representative for Vancouver Island is Candace Koo - ckoo@cmhc-schl.gc.ca
CMHC website - www.cmhc-schl.gc.ca/en/index.cfm

BC Housing is a provincial housing sector organization with considerable in-house knowledge and
experience in asset management, construction and building science. They provide support and expertise
through every step of the process of building, operating, maintaining and renewing affordable housing.
BC Housing uses a public-private partnership model to create new subsidized housing. Developments are
designed and built by the private sector and owned and managed by private, non-profit or co-operative
housing providers. The agency acts as a facilitator during the development phase. When the development
is complete, they may subsidize operations and monitor performance.
BC Housing website - www.bchousing.org/home
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INTRODUCTION
Between April and October of 2018, researchers from Vancouver Island University’s
(VIU) World Leisure Centre of Excellence (WLCE), Master of Community Planning
Program (MCPP), and Mount Arrowsmith Biosphere Region Research Institute
(MABRRI) engaged in a strategic process to provide the Village of Gold River with a
new framework to guide decision-making with regards to future tourism growth and
development in the community. The project resulted in a two year roadmap with
proposed recommendations. The culmination of this process is the 2018 Gold River
Tourism Strategic Plan (GRSTP).

Gold River is surrounded by an abundance of natural features such as lakes, rivers,
caves, and snow-capped mountains. It is a short drive from the stunning Muchalaht
Inlet, which is the Village’s access to the equally spectacular and historic Nootka
Sound. As a result there are a plethora of outdoor recreation opportunities with the
potential to form the basis of a profitable, year-round tourism industry for the Village.
This potential has been acknowledged for many years and has been a key strategic
focus for the Village, especially since the closing of the pulp mill in 1998, which was a
major source of employment and economic activity1. However, as has been
acknowledged previously, this goal has only been partially realized and this is the
reason behind the Village’s collaboration with Vancouver Island University to create a
strategic tourism plan for Gold River.
From the beginning of this process, researchers strived to create a plan that was
committed to helping grow and develop a tourism economy that adheres to the four
pillars of sustainable tourism: environmental responsibility, social equity, cultural
vitality, and economic health. The team was also committed to engaging the
community and having this document as representative as possible of the entire
region. Unfortunately a shortfall of this plan includes the inability to adequately
engage with Mowachaht/Muchalaht First Nation throughout the process. Although
staff from Mowachaht/Muchalaht First Nation were invited to participate in the
consultation process, they were unable to attend our community consultation events,
or participate in the guiding of this document. We do wish to thank them for their
correspondence, and acknowledge the signed vision statement in March 2016
between the Mowchaht/Muchalaht First Nation, Tahsis, and Gold River recognizing
the importance of having the Nation as a partner in the Gold River region.
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TWO YEAR STRATEGIC ROAD MAP
Two Year Strategic Road Map

2019 Target Goals

The recommendations section including the
goals and objectives are meant to be
undertaken over the next many years.
Often times once documents are produced,
there is not always capacity for
implementation. This 2-year strategic road
map was created to assist the soon to be
formed “Destination Gold River” team to
highlight important target goals to work
towards achieving.

Quarter 1 (January—March)
Governance:

Five categories have been created with
targets goals attached to each: governance,
branding, marketing, capacity, and product
development. The 2-year strategic road
map has been split into eight 3-month
sections for the Destination Gold River
team to complete their target goals within.

Capacity:

The project leaders from VIU involved with
this Tourism Strategic Plan would be happy
to meet with the newly formed
“Destination Gold River” team in the
beginning of 2019 upon request, to help
review and clarify anything in this
document, and help explain or refine the 2year strategic road map intended for Gold
River.



Assemble “Destination Gold River” Team



Initial meeting with Vancouver Island
University (VIU) GRTSP and Tourism
Vancouver Island (TVI)

Quarter 2 (April—June)
Branding:




Create new branding to be used across
all marketing
Initiate dialogue with MMFN

Quarter 3 (July—September)

Capacity


Apply to BC Rural Dividends Program for
either part, or full-time funding for
personnel to implement the new Gold
River Tourism Strategic Plan and
Economic Development plan

Marketing:


Determine signature experiences and
create digital marketing campaign

Branding:


Initiate signage campaign

Quarter 4 (October—December)
Marketing:


Initiate website design campaign

Product Development:


Host product development symposium
for community
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2019

Governance

Marketing


Initiate website design
campaign

Product Development




Assemble “Destination
Gold River” Team



Initial meeting with
Vancouver Island
University (VIU) GRTSP
team & Tourism
Vancouver Island (TVI)

Host product development
symposium for community

Capacity


Apply to BC Rural Dividends Program for
either part, or full-time funding for
personnel to implement the new Gold
River TSP & Ec Dev Plan

Branding


Create new branding to be
used across all marketing

Marketing

Capacity





Determine signature
experiences and create digital
marketing

Initiate Dialogue with
MMFN

Branding


Initiate signage
campaign
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TWO YEAR STRATEGIC ROAD MAP
2020 Target Goals
Quarter 1 (January—March)
Governance:


Review Team Dynamics and progress to date



Destination Gold River Team to assist community
with product development, stemmed from
symposium

Quarter 2 (April—June)
Branding:


Assist businesses updating their website

Capacity:


Initiate wayfinding campaign

Quarter 3 (July—September)
Capacity


Host conference or additional special event for
summer 2020

Quarter 4 (October—December)
Governance:


Review progress to date and create a new 2-year
strategic plan
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2020

Governance

Governance





Review Team Dynamics
& progress to date



Destination Gold River
Team to assist
community with
product development,
stemmed from
symposium

Review progress to data and
create plan for next two
years

Capacity


Host Conference or additional
special event for summer 2020

Branding


Initiate Wayfinding Campaign

Capacity


Implement small Hotel Tax
(~3%) to be used to increase
tourism capacity
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Section 1

PROJECT OVERVIEW

PROJECT OVERVIEW
In April 2018, the Village of Gold River and Vancouver Island University formed
a partnership to create the Gold River Tourism Strategic Plan (GRTSP). Previous
documents and community engagement events identified the need and
potential for Gold River to develop a tourism economy. The Gold River Tourism
Strategic Plan is the second tourism plan to be developed by the Village in
response to this identified need. The planning process was informed by
research and assessment of local economic and tourism potential, a review of
what other communities have done to develop their tourism economies, and a
public engagement process that allowed the researchers to explore the needs
and desires of the community and tourists alike.

Policy and documentation for Gold River and the surrounding area is comprehensive
and provides insight into the uniqueness of the region. The following documents were
reviewed, and organized into four key themes:
Tourism Vancouver Island;
Indigenous Tourism Association of BC;
Indigenous Tourism Association of Canada;
Tourism Industry Association of BC;
Tourism Industry Association of Canada;
Corporate Strategy Destination B.C.;
Gaining the Edge - A Five-year Strategy for Tourism in British Columbia 2012 –
2016;
Nootka Coastal Land Use Plan;
Village of Gold River Official Community Plan;
North Island Destination Development Situation Analysis;
Summary of Participatory Rural Appraisal of Tourism Development with
Mowachaht/Muchalaht First Nation;
Vancouver Island North Tourism Plan Summary;
Economic Development Strategy For Gold River, B.C. 2018; and,
Strengthening Rural Canada – Community Plan for Gold River, British Columbia
2016.
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Four key themes:
Types - Studies indicated increased foreign tourism, especially
1) Traveler
visitors from middle class China, as well as increased global competition. A
shift to an older population is taking place, and these travelers are
identified as being both healthy, and wealthy, but requiring services and
transportation that millennial budget travels do not, though they both
desire the same authentic experience. New trends for both markets expect
experiences that align with social and personal growth, sensitive
environmental experience, and authenticity. Despite
wealthier travelers heading on the road, people do not feel
that they have the budget for expensive travel, and look for
value destinations. Younger travelers, who have little time
or money, want maximum value for their limited vacation
time; they typically have very limited time to spend on
difficult logistics.

and Advertising - Many technological shifts and advancements
2) Marketing
are influencing both data collection and advertisement. Advertisement is
now smaller, more personalized, and focuses on creating “mini moments”
to help aspiring travelers dream before the trip and share afterwards. The
business of marketing is changing, in response to new technology, with
more emphasis being placed on personal trips, the pre-trip ‘dream’ stage
and the post trip ‘share’ stage. Each post is small, and initially unobtrusive,
except that these ‘micro moments’ add up. Destination B.C. estimates that
a person planning a trip will have 143 ‘micro-moments’ in the
43 days they spend trip planning. These micro moments and
targeted data allow B.C. to focus on its two key Explorer
Quotient (EQ) travelers, learners and free spirits, both of
who expect personalization in their advertisement and
experience.
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- The strongest emphasis was on the possibility of new
3) Technology
technology. New technology can provide greater reach to small businesses
and rural areas, as well as allowing businesses to make better use
of machine learning and algorithms for better-targeted data.
Networking and creating partnerships would allow this
information to be shared, and for the technological
innovations to be shared between partners that might be too
small to afford or access this alone.

Capital - Reviewed documents revealed a need to build skilled
4) Human
human capital, building long-term relationships with stakeholders and
workers alike. Built relationships contribute to the strength of any plan, and
no matter how strong the marketing and branding is, if there is not a
consistently strong product it will typically fail. In order to create this
strength, Gold River would benefit from building shared relationships with
its neighbors. To build a reliable workforce, emphasis should be placed on
investing in training quality personnel, and paying them appropriately to
ensure that they stay and create consistency, advancement opportunities,
and increased vacation experiences. Part of investing in human capital is
investing in the towns themselves, which must weather seasonal tourism
to develop itself while maintaining their small town charm. Greater
advocacy from small businesses and workers, as well as increased
partnerships with First Nations communities, could allow this new
resource to compete with big extraction business that currently
dominates the North Island. All of this would require greater
cooperation, to ensure that the land is stewarded, that guided
tours and rental equipment is available, and to ensure that
First Nations experiences are not relegated to simple artifacts,
but are woven into the entire experience as a living culture.

Tourism is an industry that can be developed at the local level by utilizing
community-based solutions and small businesses, while harnessing a culture of
collaboration2. There is untapped tourism potential in Gold River and the
surrounding region, which includes its diverse natural amenities and deeply rooted
history and culture. This plan provides direction to develop and enhance Gold
River’s tourism economy.
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1.1 Vision
The Village of Gold River’s Tourism Strategic Plan aims to support the
community’s values, as stated in the Official Community Plan (OCP),
which are as follows:

1)

A safe, sustainable community within which
to live

2)

A diversified, resilient local economy that
will provide stability and security to
residents, potential investors, and visitors

3)

Recognition of the unique position of
Gold River and Nootka Sound in the
history of the Pacific Northwest

4)

A healthy and sustainable natural
environment

5)

Simple, effective regulations that
enhance community character and allow
for individual and entrepreneurial
development
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1.2 Guiding Principles
During the community engagement
events the consultation team sought to
create a list of guiding principles, derived
from community input to help guide
recommendations and goals. Using a
‘dotmocracy’ style voting system,
community members voted for the
statements that they thought best
exemplified what the future of Gold

River’s tourism industry should include.
These visioning boards were advertised to
the community at the World Café and
Community Barbeque event, and received
a total of 161 votes. The top six
statements, which received the most
votes, were selected as the guiding
principles of the GRTSP.

Principle 1

Provides more opportunities for young people allowing them
to stay in the community

Principle 2

Attracts more families to live permanently in the community

Principle 3

Makes Gold River a world class tourist destination

Principle 4

Supports economic growth and creates jobs

Principle 5

Brings more arts, culture, and events to the community

Principle 6

Provides a more diverse economy and a greater variety of
jobs
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1.3 Project Deliverables
The following key deliverables were established at the onset of project:

1)

Conduct a public engagement process to understand the
needs and desires of residents, as well as current and
potential tourists

2)

Assess the local tourism economy and current tourism
potential, evaluate existing policy, and assess other tourism
plans and initiatives in comparable communities

3)

Create a tourism strategic plan outlining objectives for
Gold River’s tourism and develop goals and actions

4)

Prepare a 2-year simplified roadmap of the Tourism
Strategic Plan
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Project Deliverables
Background Review:
Conducted a review and analysis of
tourism industry research and policy
from Gold River and wider region

Best Practices Research:
Researched tourism best practices
in comparable BC and Canadian
communities

Planning Analysis and
Recommendations:
Synthesized community engagement
data and all research into themes to
develop a list of recommendations for
the Tourism Strategic Plan

1

2

Economic and Tourism Market
Assessment:

4

Public and Stakeholder Engagement:

3

Assessed Gold River’s tourism
economy through a site visit, SWOC
analysis, and primary demographic
and economic data collected from the
Visitor Information Centre

Conducted a community engagement
exercise, including: stakeholder interviews,
a World Café, a community BBQ, in-person
questionnaires, and a visitor experience
survey

5
6

Final Report:
Pulled together all research, background
information, and recommendations into a
report to present as a community Open
House
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Section 2

GOLD RIVER AT A
GLANCE

GOLD RIVER AT A GLANCE
2.1 Background
The Village of Gold River B.C, located
near the geographic center of
Vancouver Island, is a community of
approximately 1,200 people3, situated
along the banks of the Gold and Heber
Rivers surrounded by breathtaking
mountains, dense forests, and glacierfed lakes. Located 89 km west of
Campbell River, the Village’s central
location places it in close proximity to
many notable natural features and
attractions including Strathcona
Provincial Park (the oldest Provincial
Park in British Columbia), the Upana
limestone caves, numerous mountains
including the tallest mountain on the
island, the Golden Hinde, and the
Muchalat Inlet leading into the Nootka
Sound. For these reasons, Gold River is
a natural hub for a host of outdoor
experiences, including fishing, caving,
mountain-climbing and biking, hiking,
camping and a variety of water sports
such as kayaking and stand-up paddleboarding, along with more leisurely
activities, such as golfing and whalewatching. Gold River has been dubbed

the “Gateway to the Historic Nootka
Sound”.
Gold River is located on the unceded
traditional territories of the
Mowachaht/Muchalaht First Nation
and is neighboured by the Tsaxana
Reserve, 3 km west of the Village.
Yuquot, commonly known as Friendly
Cove, approximately 45km west of
Gold River on Nootka Island, is famous
for being the location that first contact
was made on Vancouver Island
between Indigenous peoples and
Europeans in 17781.
With such a natural bounty of
recreation opportunities and cultural
treasures at its doorstep, Gold River
has enormous potential to develop a
robust, year-round tourism economy.
With a focus on enhancing
relationships, built upon respect, trust,
and transparency, strong partnerships
can be formed that will help build
upon an already established tourism
foundation.

2.2 Environmental Context
BC’s Biogeoclimatic Ecosystem
Classification (BEC) program classifies
the area that Gold River is located in as
Coastal Western Hemlock (CWH) zone,

as determined by its specific climactic
traits. Due to the mild, yet wet climate,
the CWH zone is the most productive
forest zone in BC. Big trees, wetlands,
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and an impressive array of understory
vegetation are common in the CWH
zone, providing natural habitat for the
greatest number of wildlife species of
all the BEC zones across BC4. With its
proximity to the West Coast of
Vancouver Island, the wettest single
region in Canada, Gold River receives
very high levels of precipitation
compared to most other Canadian
municipalities4.

Flowing through the Village are both
the Gold and Heber Rivers, which
support a variety of Pacific salmon and
other finfish. As most riparian areas
do, these rivers attract great numbers
wildlife. Deep pools, ripples,
overhanging vegetation, and ox-bows
make these rivers ideal habitat for
many flora and fauna6.

Outside the borders of the Village,
picturesque mountains rise up around
Gold River. The BEC zones transition
Climate change is expected to
exacerbate the amount of rainfall Gold with elevation into Mountain Hemlock
River receives in the coming decades, (MH) and finally Alpine Tundra (AT).
The MH zone receives 20-70% of its
as well as increase the number of
5
precipitation as snow, while the higher
extreme rain and wind events . Gold
AT zone receives an annual average of
River could also experience an
70-80% as snow. The ability to store
increase in flood events in coastal
this freshwater in the form of
areas and along its rivers, along with
hotter and drier summers, increasing snowpack is important for the spring
and summer months when water
the likelihood of forest fires and
becomes more scarce5.
drought, while negatively impacting
groundwater recharge.
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2.3 Historical Context
Historical context is often subjective, and
can be viewed as either a positive or
negative depending on our personal
situations. There are no doubt a variety of
differing perspectives on the history of
Gold River depending on whom we might
ask; however, we can likely all agree that
the history is rich.
As part of the unceded territories of the
Mowachaht/Muchalaht First Nation, the
area of Gold River has been inhabited
since time immemorial, as is the case of
the entirety of the Nootka Sound and
Vancouver Island. Recent evidence shows
that the main village site of Yuquot at
Friendly Cove, for example, is at least
4,200 years old7. The Nuu-chah-nulth
used the lands for hunting and fishing,
specializing in whaling. They also hold the
distinction of being the first Indigenous
people in BC to encounter Europeans,
first when Spanish explorers approached
Nootka Sound in 1774 and, more
famously, when Captain James Cook
anchored at Yuquot in March of 1778 and
initiated prolonged contact and an active
maritime fur trade. As a result, Nootka
Sound quickly became a major epicenter
of European power politics in North
America with British, Spanish, American,
and Russian forces vying for control of
lands, furs, and trade routes. The Spanish
even maintained a permanent naval post
at Yuquot between 1789 and 1795, the
only Spanish settlement ever established
north of San Francisco. During this time

these competing Spanish and British
claims and conflicts over territories in the
Nootka Sound nearly led the two world
powers to war, a historically
consequential period referred to as the
Nootka Crisis. This was resolved in 1795
following the final Nootka Convention and
the dismantling of the Spanish fort at
Yuquot, leaving the British with full
territorial control of the area. Despite the
Spanish retreat that followed, their legacy
in the Nootka Sound remains to this day
as evidenced by the profusion of Spanish
place names across Vancouver Island8.
The Nootka Sound fell out of international
attention with the decline of the maritime
fur trade in the early 1800s and, while life
for the Nuu-chah-nulth had been already
altered irrevocably, European settlement
of the area for the next century was a
slight, gradual process. This settlement
accelerated between the 1930s and 1960s
with the growth of the logging industry in
the area, particularly after the
establishment of a Tahsis Company camp
at the mouth of the Gold River in 1954
and the completion of the road
connecting the camp to Campbell River in
1958. In 1964, the Tahsis Company built a
new pulp mill at the Gold River beach
camp along with a nearby town to
support the mill’s operations. Established
in its current location in 1965, Gold River
was on of BC’s first “instant towns,” first
incorporated as a district municipality and

22

GOLD RIVER AT A GLANCE
reincorporated as a Village in 1972. As a
company town, which needed to attract
workers, Gold River was constructed as a
model community with high design
standards and quality facilities and
amenities including underground wiring,
making it Canada’s first all-electric town.
By 1967, the Village had grown to 1,800
residents whose livelihoods were built
almost entirely around the pulp mill. Gold
River grew again slightly in the mid-1980s

when the pulp mill expanded operations
to include paper manufacturing. However,
by the early 1990s, economic shifts in the
pulp and paper industry caused the mill to
scale back operations before closing
entirely in 19987.
Since then, the Village’s population has
declined but it is attempting to reinvent
itself as a tourism hub for adventure or
nature-based tourism, as well as cultural
and historical tourism3.

2.4 Community Profile
has been observed for many years and
thus, we can say that the Village is
experiencing rural depopulation. This is
largely due to economic shifts in the
community, as well as macro economic
trends and it is possibly evidenced by the
The Village of Gold River had a population
fact that the community has older
of 1,212 in 2016 residing in approximately
demographics when compared with the
573 private dwellings, down from 1,267 in
rest of the province. The median age of
2011, a change of 4.3 percent3. This trend
The capacity of Gold River’s tourism
economy relies heavily on the capacity of
its resident population. The following
demographic analysis has informed our
recommendations.
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throughout the year than the
provincial average. While Gold River
has a diversified employment base, it
is still highly reliant on its natural
resource economy for employment
with traditional industries such as
forestry and fisheries employing a
large percentage of residents,
approximately 22.5%. Recreation on
the other hand, along with arts,
culture, and entertainment, employed
4.5%, accommodation and food
services employed 6.3%, and
transportation and warehousing
employed 4.5%. Past engagement
revealed that developing additional
employment opportunities was one of
Furthermore, the unemployment rate,
the top priorities for Gold River
at 8.9 percent in 2016, is higher than
residents moving forward9.
the provincial average and residents
also worked fewer weeks on average

the population, in 2016, was ten years
older than the provincial median.
Although Gold River may be an
attractive, affordable place for seniors,
the Village is continually losing their
youth due to a lack of future
employment opportunities, and is
struggling to attract and retain young
families. Previous community
engagement efforts in Gold River
identified this phenomenon as a major
concern in the eyes of Gold River
residents, especially since the decline
in youth and young families is leading
to a decline of funding for services and
infrastructure9.

Figure 1. Village of Gold River’s primary employment
industries (Statistics Canada, 2016).

24

Section 3

GOLD RIVER TOURISM
INDUSTRY PROFILE

GOLD RIVER TOURISM INDUSTRY PROFILE
To understand the Village’s characteristics, the consultation team undertook a
strengths, weaknesses, opportunities and constraints (SWOC) analysis upon
initial visit, looking at the Village through the eyes of a tourist. The analysis was
broken down into six key themes: retail, food and beverage, transportation and
location, accommodations, festivals and special events, and attractions. The
results have been entered into the six tables below.

Retail - The majority of Gold River’s shopping and retail is concentrated within the Village
Square. The majority of the square is privately owned and suffers from an empty storefront
epidemic and a visible lack of upkeep.

Strengths

Opportunities



Clear, concentrated Village Square





An Existing framework for
culturally oriented retail

Further marketing and support for
existing artists and artisans



Unique history of the region
provides a strong potential for
historical and culturally oriented
retail



Shopping and retail operations,
such as the Gold River Liquor
Express, provides information for
tourists

Weaknesses

Constraints



Village Square contains some
empty and derelict businesses/
storefronts



Informal artists could be hard to
seek out and develop industry
around



Network of artists and artisans is
small and/or poorly advertised





Lack of services

Larger neighbouring communities
such as Campbell River, have
more established art communities
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Food and Beverage - Gold River boasts seven food and beverage providers, supplying
options for all. Food options are spread across the Village and are affordable and available
for residents and tourists year-round.

Strengths

Opportunities



Locally owned



Waterfront dining



High quality of food





Variety of foods

More restaurants or additional
advertising will increase tourism
dollars and promote local
activities in Gold River



Fresh seafood options

Weaknesses

Constraints



Lack of waterfront eating



Labour supply



Limited late-night eating





No grocery store

Demand to ensure vitality of
additional services
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Food and Beverage - Highway 28 from Campbell River is the main route in and out of
Gold River. The MV Uchuck III and water taxis provide passenger and freight services to
Nootka Sound, Esperanza Inlet, and Kyuquot Sound, as well as a water route to the Village
of Tahsis. The small harbour provides limited moorage; however, the public boat launch is
highly trafficked by recreational fishing vessels and kayaks. Air Nootka offers seaplane tours,
charters, and scheduled flights to remote locations along the west coast, as well as major
centers on the mainland. Bus services, including Greyhound and public transportation, are
not available into Gold River. Rental vehicles may be attained in Campbell River.

Strengths

Opportunities









Asphalt highway across from
Campbell River (a favourite for
motorcycle tourism)
Ferry services with access to
beautiful, remote locations
Air Nootka offers fast and direct
access








Strategic, central location to act
as regional hub
Easy access to Strathcona Park
Marine tours and cruises
Marine expansion
Motorcycle tourism and
expansion to Tahsis if Tree to
Sea / Head Bay Drive is
resurfaced with asphalt
Sightseeing tours

Weaknesses

Constraints





Variable weather and road
conditions



Road closures



Limited affordable transportation
options and rising fuel prices



Single entrance / route for
vehicular transportation








No bus services
Gravel roads to Tahsis along the
Tree to Sea Drive / Head Bay Drive
88 km from Campbell River, the
nearest center with a grocery
store
No fuel dock at the marina
Variable weather hinders air
traffic access
Limited signage
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Accommodations - The twenty-one accommodation businesses consist of hotels,
motels, inns, RV sites, camp sites, B&Bs, and lodges. Gold River’s accommodations range
from rustic cabins and minimalist campsites, to a luxury chalet.
The diverse composition of accommodations serve most types of travelers, from adventure
tourists seeking out back-country thrills to historians delving into the area’s rich history.
Despite this diversity, there is an imbalance between the supply of camping facilities to
indoor beds for heads, which will see additional strain with tourism industry growth.

Strengths

Opportunities



Diversity of accommodation types
and costs



Room to cluster amenities closer
to down town



Access to Village amenities, as
well as nature based and cultural
based activities



Expanded involvement with
MMFN



Waterfront camping and lodging



Scenic locations



Free camping sites

Weaknesses

Constraints





Unpredictable weather



Limited accessible accommodations



Surrounding campgrounds don’t
guarantee tourism business



Low profitability



Competition with surrounding
communities








Few indoor beds for heads
Limited vacancies during peak
season, especially during Uchuck
sailings
Few private camping facilities
Limited access to
telecommunications services
Older buildings
Distance from ocean and
riverfront
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Festivals and Special Events - The EQ profiles that are drawn to Gold River, specifically
Free Sprits, enjoy taking part in festivals and events. Tourism research for North Central
Vancouver Island indicates that 15% of visitors are attracted to communities for festivals
and special events. The Village of Gold River provides a series of special events, including
Gold River Days, which includes soapbox racing, a parade, slow pitch tournament, and a
chain saw carving competition.

Few festivals and special events take place in Gold River despite the Village’s high-caliber
facilities and capacity to host them. With 14% of tourists in the North Central region of
Vancouver Island interested in taking part in First Nations Events, there is an opportunity for
potential collaboration with MMFN.

Strengths

Opportunities





Engage with local history and
cultural traditions to identify
opportunities for new events or
revitalize older ones



Immense natural amenities for
outdoor adventure-related
festivals and events



Well-established facilities and
infrastructure, such as the Gerry
Morgan Memorial Centre, Anne
Fiddick Aquatic Centre, Marling
Field, and Gold River Golf and
Country Club to serve as venues
Interesting history and culture to
serve as a basis for festivals and

Weaknesses

Constraints



Limited advertising for events



Little advertising for events



Number of events has decreased
over time



Few events



Volunteer burnout
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Attractions - Gold River is rich with natural amenities and cultural heritage. The Village
itself is located on the North East edge of Strathcona and is just kilometers from the
historical Muchalat Inlet. This specific location positions Gold River as a natural haven for
adventure enthusiasts and cultural and historical explorers alike. The region’s tourism is
largely undeveloped despite its tourism potential.

Strengths

Opportunities



Highly marketable





Unique First Nations culture and
historical relevance (Chief
Maquinna and Captain Cook)

Strong potential for partnerships
with the Village of Gold River and
Mowachaht Muchalaht First
Nation for heritage interpretation



Clusters of adventure activities for
significant eco-tourism
development (hiking, fishing,
caving, biking, kayaking, climbing,
etc. )



Cultural tours



Eco-tourism

Weaknesses

Constraints



Few interpretive elements



Weather in the shoulder season



Limited interpretive and
wayfinding signage



User conflict within the inlet with
tug boats and the log sort



Little Mowachaht Muchalaht First
Nation identified in town



Lack of cellphone reception



Visitor information center hours
and months of operation
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4.1 Sustainable Tourism
What is Sustainable Tourism?
Tourism planning, policy and capacity
building efforts are driven by a growing
demand for high quality authentic
experiences. As visitation increase, so
does the impact on resources. For
tourism to continue to be successful in
BC, tourism businesses, communities,
and sectors need to incorporate
sustainable practices into their
operations that recognize the
importance of environmental,
economic, social, and cultural values.
Innovative management approaches and
strategic planning must consider
sustainable tourism, which is not a niche
form of tourism, but rather a way of
doing business. The most widely
recognized definition of sustainable
tourism is provided by The United
Nations Environmental Program and
The World Tourism Organization:
“Tourism that takes full account of its
current and future economic, social and
environmental impacts, addressing the
needs of visitors, the industry, the
environment and host.”10

practices, businesses can have a positive
influence in several areas:








Protecting resources and minimize
strain on the environment, ensuring
that they are available for
generations to come;
By publicizing sustainable business
practices as a point of difference,
businesses can develop a strong
competitive advantage;
Attract and retain quality employees
by implementing policies that meet
with employee values and concerns;
and,
Ensure survival over the long term
through the use of sustainable
practices that will result in lower
costs, as well as stronger supply
networks and partnerships.

What are the benefits of Sustainable
Tourism? By adopting sustainable
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With a growing movement towards
sustainable business practices,
numerous incentives can be found both
provincially and nationally. BC has a
variety of incentives for businesses to
"go green" such as BC Hydro Power
Smart and the Green Key Eco-Rating
Program. The Green Key Eco-Rating
Program is a graduated self-assessment
rating system designed to recognize
hotels, motels, and resorts that are
committed to improving their
environmental and fiscal performance
11
. Toolkits for Tourism Operators,
developed by the Tourism Industry
Association of Canada in partnership
with the Canadian Tourism Commission
and Parks Canada, is a best practice
guide that provides tourism operators
with practical, user-friendly tips and
guidance on greening their businesses.

International resources include, The
International Eco-Tourism Society (TIES).
TIES is committed to promoting the
principles of ecotourism and responsible
travel. The World Tourism Organization
encourages member countries, tourist
destinations, and businesses to
maximize the positive economic, social,
and cultural effects of tourism and fully
reap its benefits, while minimizing its
negative impacts. Lastly, Tourism Cares
is a non-profit organization that aims to
preserve the travel experience for future
generations through awarding grants to
natural, cultural, and historic sites
worldwide and by presenting academic
and service-focused scholarships to
hospitality and tourism students.
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The tourism industry in BC is comprised of many different stakeholders
including tourism businesses, suppliers, product sectors, communities,
associations, destination marketing organizations, and federal, provincial, and
municipal governments; each stakeholder plays a role in helping BC and Canada
be a stronger competitor in the global marketplace.
The BC tourism system needs to be a model for collaboration that allows
everyone in the system to become more specialized and excel in its work.
Several government ministries, directly or indirectly, provide services and
programs or set policies that affect the experiences of tourists and the
operation of tourism businesses. These ministries’ efforts directly contribute to
British Columbia’s tourism reputation.

5.1 Tourism Economic Profile of British Columbia
Tourism in BC has become one of the
fastest growing industries in the province,
providing employment opportunities and
new revenue streams to many small
communities. The growth rate of tourism
in BC has been remarkable, with tourism
revenue generation increasing 39% from

2006 to 2016. Destination BC reported
that in 2016 tourism generated 17 billion
dollars, a 7.9% increase from 2015.
Tourism is also a strong job creator within
BC; in 2016, nearly 20,000 tourism related
business were in operation employing
approximately 133,000 people12 .

5.2 Regional Trends and North Island Tourism Profile
The community of Gold River is situated in
the Strathcona Regional District, which
includes four other major communities:
Campbell River, Sayward, Tahsis, and
Zeballo. Tourism planning must always
consider destination development to an
entire region versus a singular community.
Regional cooperation is essential to

harness the diverse tourism assets within
the area.
The Vancouver Island North Tourism Plan
identified the target markets, 70% of
which were from Vancouver Island and
mainland BC. European and Albertan
travellers combined to as significant 20%
of the visiting population13 .

36

BRITISH COLUMBIA’S TOURISM SYSTEM
Most visitors to the North Island travel
either in couples, or in small groups
seeking adventure. These travellers
are often highly educated, over forty
years of age, and have an average
household income of $75,000. Similar
travellers, identified by Port Hardy’s
survey, identified travellers as British
Columbian’s seeking to stay within the
province and outdoor enthusiasts
looking for unstructured travel,
steeped in natural spaces and cultural
experience13 .
Most travellers access North
Vancouver Island by personal vehicle,
though tourists from the British
Columbia mainland take a ferry for
part of the journey. Once they have
arrived, campers and vacation home
renters stay the longest, followed by

personal boat owners. The average
stay is five to seven days for campers
and renters. Though boaters represent
a much smaller demographic, they
represent the longest visitors, staying
in place for an average of 29 days. The
majority of visitors to North Vancouver
Island stay in hotel style
accommodation or campgrounds13 .
The reasons for traveling north are
multifold. The majority (70%), travel to
visit beaches, trails, and natural
spaces, but also seek cultural and
historical novelty (40-50%) as well as
the staple tourism experiences,
including shopping and dining (5765%) 13 .
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5.3 EQ Background
Destination BC has partnered with
Destination Canada to provide a
deeper understanding of consumer
markets through the Explorer Quotient
(EQ) psychographic segmentation
model. This research into travel values,
together with further analysis of BC’s

primary domestic and overseas
markets, provides a strong basis for
product development, as well as
marketing and positioning. The EQ
Profiles most widely associated with
the North Island are ‘Free Spirits’ and
‘Authentic Travelers’14 .

Authentic travelers seek
natural environments and
more intimate experiences with
small towns and remote locations.
Sustainable travel is important to them as is
spontaneity and unexpected delight. Shopping
is less important to them, and they do not need
high-end hotels to be satisfied as they are
happiest feeling included in the area’s culture
and the town. They are best marketed to in a
way that feels personal, either through word of
mouth or visitor testimony14 .

Free Spirits seek an active
experience and are attracted to
concerts, festivals, and child
friendly experiences that offer a range
of activities. These travelers are more likely to
indulge in special occasion spending, including
hotels and shopping, to get the most out of
their experience. Bright and lively marketing
captures their imagination and their urge to
experience ‘must-see’ events14 .
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Tourism is a unique industry in the fact that it exports its services by offering
products only available from within Canada. To develop the tourism industry so
that it provides export revenue requires cooperation and partnership from a
diverse array of public, private, and non-profit based organizations. Not only do
tourism providers need to offer tourism amenities, such as accommodations,
attractions, transportation, cultural experiences, culinary adventures, and
retail/rentals opportunities to tourists but those tourists are also affected by
public needs, such as roads, water systems, grocery stores, walking paths, and
general community cleanliness. Many variables impact the experience a tourist
has, because of this, it is important that public, private, and non-profit
organizations are able to work seamlessly together. Successful delivery of
services offered by these stakeholders result in travelers having positive
experiences throughout their trip and a tourism industry that leads to export
revenue. The following sections include a list of stakeholders that could be
useful partners in the development of Gold River’s tourism industry:

6.1 Village Stakeholders
Chamber of Commerce
Organization: Non-profit
Mandate: To create a united business community that works together for the wellbeing of Gold River.
Outcome: Supporting and promoting members and the business community as a
whole, assisting with the visitor information centre to become the focal point for
tourism and visitor services, and advancing the general welfare of the community.
Local Businesses
Organizations: Private
Mandate: These stakeholders are a collective of individuals, each with individual
mandates and missions.
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Outcome: Tourism businesses are the front line of the tourism industry. They are
directly responsible for providing each tourist with their desired experience. Like most
tourism providers throughout BC, the businesses that operate in Gold River are smallscale organizations. While individually each business may be small, as a collective,
tourism related businesses provide many economic benefits to the broader
community.

6.2 Regional Stakeholders
Strathcona Regional District
Organization: Public
Mandate: To provide the citizens with a healthy environment and social well-being
that leads to a vibrant quality of life through responsible economic development and
effective delivery of services.
Outcome: The Strathcona Regional District is responsible for the management of
roadways, parks, water and sewers, and regional community planning throughout the
area surrounding Gold River.

Tourism Vancouver Island (TVI)
Organization: Public
Mandate: To increase the economic benefits that flow from tourism to the
Vancouver Island Region.
Outcome: Tourism Vancouver Island is one of Destination BC’s 6 regions. Tourism
Vancouver Island collects data on tourism related consumer and resident preferences,
provides information on how to collect market research, and makes marketing efforts
on behalf of Vancouver Island. Tourism Vancouver Island’s current brand has been
created through the “Find your Element” campaign which focuses on promoting
adventures for people of all abilities and interests. It entices people to come by
offering them a chance to discover the mild to wild lifestyle Vancouver Island offers.
TVI also supports partnership opportunities with chambers of commerce,
municipalities as well as businesses through collaboration, training, and conferences
to connect them with information that will help them fit into Vancouver Island’s
branding.
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6.3 Provincial Stakeholders
Indigenous Tourism BC (ITBC)
Organization: Non-profit
Mandate: To grow and promote a sustainable, culturally rich Indigenous tourism
industry.
Outcome: Tourism is a growing industry and will continue to grow as 1 in 3 visitors
coming to BC are seeking out an authentic Indigenous experience. In 2016, there were
an estimated 401 Indigenous tourism related businesses operating in BC generating
705 million dollars of indirect gross domestic output and creating 7,400 direct full-time
jobs for Indigenous and non-Indigenous residents in BC through their activities. ITBC
works closely with tourism, business, education, and government organizations to
help Indigenous tourism businesses in BC, to offer quality experiences and actively
promotes these experiences to visitors and residents. ITBC offers support to
destinations that want to develop cultural tourism by providing grant funding,
marketing, sustainability best practices, and assistance in the development of the
desired tourism product.
Destination BC
Organization: Public
Mandate: To support and promote the business of tourism throughout the province

Outcome: Destination BC fulfills several key marketing and leadership
responsibilities critical to the long-term, sustainable growth of the provincial tourism
industry. These include:
 Market British Columbia domestically, nationally, and internationally as a tourist
destination;
 Promote the development and growth of the tourism industry in British Columbia
to increase revenue and employment, as well as the economic benefits generated
by the industry, by conducting the following without limitations:
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Providing support for regional, sectoral, and community tourism
marketing;
Providing industry leadership in tourism marketing;
Promoting training and development in relation to tourism
marketing;
Providing support for visitor centres;
Conducting tourism-related market research;
Enhance public awareness of tourism and its economic value to
British Columbia;
Provide advice and recommendations on tourism-related matters;
and
Administer and perform agreements assigned to it by the Minister.
(Destination BC, 2018)

Destination BC works collaboratively with tourism stakeholders across the
province to coordinate tourism marketing at the international, provincial,
regional, and local levels, and to support regions and communities developing
or expanding tourism experiences, businesses, and jobs. Destination BC offers
access to information and educational materials such as, EQ profiles and
WorldHost® Training Services.
Hello BC
Organization: Public
Mandate: HelloBC.com is Destination British Columbia’s consumer website. It
promotes the Super Natural British Columbia® brand and makes it possible for
consumers to explore, plan, and book their British Columbia vacations online.
Outcome: It consists of eight integrated websites including North America,
the United Kingdom, Australia, Japan, India, South Korea, Germany, and a
French-language website. Combined, these sites receive over 8 million visitors
annually. Businesses that are included in HelloBC’s marketing can reach their
audiences globally.
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GO2HR
Organization: Non-profit
Purpose: Go2HR provides programs and services that support the tourism
industries, organizations, and businesses by providing information, awareness,
access to training, and best practices to help guide tourism operators through
potential issues.
Outcome: GO2HR coordinated the BC Tourism Labour Market Strategy action
plan, which was released in 2003 and updated in 2012. The action plan offers a
lens to look at key highlights and challenges of the industry, and the strategies
and activities needed to recruit, retain, and train the workforce so that the
industry can keep up with the province’s projected job growth. GO2HR is an
effective way of finding information related to labour demands and
opportunity within the tourism industry in a timely manner.

6.4 National Stakeholders
Destination Canada
Organization: Public
Mandate: To grow Canada’s tourism export revenues and support their
industry partners.
Outcome: Destination Canada is a Crown corporation owned by the
Government of Canada. They provide industry knowledge, tools, and insights to
their partners, equipping them to optimize their business and maximize their
reach. Another function of Destination Canada is to develop marketing
strategies to stimulate international demand and tourism export revenue for
Canada in 10 countries: Australia, China, France, Germany, India, Japan,
Mexico, South Korea, the UK, and the USA.
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Tourism Industry Association of Canada
Organization: Private
Mandate: To be the voice of Canada’s tourism industry and improve its global
competitiveness as an international destination through leadership and
advocacy.
Impact: Work involves promoting and supporting policies, programs, and
activities that will benefit the tourism sector's growth and development. TIAC's
membership reflects partnerships among all sectors of the industry, including
provincial, territorial, and regional tourism associations, enabling the
association to address the full range of issues facing Canadian tourism.
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EVENTS AND ACTIVITIES
Between Thursday, July 12th to Saturday, July 14th, 2018, VIU students, staff,
and faculty collaborated with the Village of Gold River to host three days of
public engagement to collect data for the Gold River Tourism Strategic Plan.
Representatives from the Master of Community Planning Program, the World
Leisure Centre of Excellence, and the Mount Arrowsmith Biosphere Regional
Research Institute, used their diverse backgrounds to collect various forms of
data from tourists, local residents, local business owners, and other
stakeholders. The data was collected using four different methods:

1)

A World Café hosted on Thursday, July 12th with local business
owners and stakeholders in attendance

2)

A community BBQ on Friday, July 13th with an open invitation to
all local residents of Gold River to come and share their opinions
and gain information on the project

3)

In person questionnaires, which were administered on Saturday, July 14th at local tourist attractions to better understand
the visitor experience

4)

An online visitor experience survey, with a prize incentive,
which was emailed to visitors of Gold River after they submitted their email addresses

This Engagement Blitz was the main form of data collection for the Gold River
Tourism Strategic Plan and set out with the goal of gathering input from the locals
and tourists to determine who visits Gold River and why, as well as what the Village’s strengths, weaknesses, opportunities, and constraints are. The data collected over the three days was used to identify key themes of interest to Gold River
and helped guide recommendations for the Gold River Tourism Strategic Plan.
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Apart from preliminary discussions with key stakeholders and Village staff, the
Engagement Blitz also marked the first formal engagement effort for the Gold
River Tourism Strategic Plan. Themes for the questions for each of the
engagement methods were derived from a background analysis of Gold River’s
tourism economy conducted prior to the event.

7.1 World Café
The VIU students and faculty arrived
Thursday evening at Clayworks Café, a
popular local coffee shop and
restaurant in Gold River, to set up for
the World Café. The owners of the café
graciously allowed the World Café to
take place at their establishment and
provided refreshments for the
attendees. Business owners of Gold
River, Municipal staff and council,
MMFN, and other tourism
stakeholders were personally invited
to attend the event either by email,

telephone, or in person invitation, so
that they could voice their concerns
and suggestions on tourism in Gold
River. Four tables were set up, each
with a different theme or topic to
inspire conversation:

1) Marketing and Promotion
2)

Current Tourism

3)

Future Tourism

4)

Wild Card (blue sky thinking)
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The event ran from 6:30pm to 8:00pm,
and attendees had the opportunity to
have three discussions for
approximately 20 minutes each.
Participants had the choice of rotating
to different table topics during each
discussion or continue at the table
they were at previously. In total, 19
business owners and members of the
community attended the event and
participated in the discussions. The
goal of the World Café was to obtain
the perspectives of members of the
community who are already intimately
involved in Gold River’s tourism
economy and/or have some stake in its
growth and development. In addition
to the discussions, visioning boards
were installed at the event for
participants to read and vote for the
statements that they thought should
form the GRTSP’s guiding principles
using a ‘dotmocracy’ style voting
system.

The sampling method used for this
event was expert sampling, a type of
purposive sampling; specific members
of the community were selected to
participate based on their knowledge
or expertise of the subject at hand,
according to the judgment of the
researchers. This type of sampling is
useful in the early stages of research
when there is still some uncertainty on
the subject being researched and for
its logistical simplicity. However, since
expert sampling is a non-probability
sampling technique, not every
member of the population had an
equal chance of being selected to
participate, making our research nongeneralizable. Therefore, it cannot
then be said that the collected data is
representative of the opinions of the
Gold River community at large.

7.2 Community BBQ
On Friday, July 13th, 2018, VIU students and faculty set up for a half day
community BBQ event between
11:00am and 3:00pm in Nimpkish Park,
a popular community park and water
park in a primarily residential neighbourhood of Gold River. Hot dog

lunches, snacks, and refreshments
were provided, along with various
games and activities for children. Approximately 50 community members
attended the event where poster
boards were displayed to inform them
about the details of the GRTSP: what it
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it is, why it’s being done, who is
involved, and what stage in the
process the plan was currently at.
Their input was recorded on comment
boards, which required them to either

post sticky notes with their written
opinions on them or to vote for their
preferred statements or points on the
poster board using the ‘dotmocracy’
style voting system.

Five different comment boards were used:

1)

Visioning boards allowed residents to vote for their
preferred guiding principles. The boards presented a
list of predetermined statements regarding the
types of tourism industry that could be successful in
Gold River.

2)

‘Dotmocracy’ boards that involved voting for what
community members believed to be Gold River’s
best tourism attractions from a list of activities

3)

Posters that asked community members to write on
sticky notes what they believed to be Gold River’s
strengths and weaknesses, as well as any ideas for
building on those strengths and how to overcome
their weaknesses going forward

4)

Maps of Gold River and the surrounding area were
displayed for community members to place dots
where they believed the best places were for
recreation, as well as any local hidden gems tourists
would not easily find, and places that have
potential to be utilized better for tourism

5)

A general comment board asking for feedback
written on sticky notes about what community
members would like to see in Gold River in the
future, with regards to tourism
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This style of data collection can be
described as convenience sampling
since input was only collected from
community members who were willing
to participate, available to attend the
event, and came to the consultation

team with their opinions. This type of
sampling is considered nonprobability, as it cannot be said to be a
representative of community opinion
in a statistically significant way.

7.3 In-Person Questionnaires
A list of places in Gold River and the
surrounding area that receive high
tourist traffic was compiled prior to
the Engagement Blitz. On July 14th,
our team spilt up into small groups in
order to visit all of the determined
sites. Once at the site, the team
approached tourists to administer an
in-person questionnaire. Two
variations of the questionnaire were
used depending on whether the
location was within Gold River or in the
wider region surrounding the Village.

their trip itinerary, an assessment of
their experience in Gold River, and any
ideas how the Village could improve
the visitor experience. A total of 32
questionnaires of this type were
administered. However, most
respondents were in groups and
answered questions as a group,
therefore we estimate that we
collected questionnaire data from
approximately 108 people in total.

For locations in Gold River, the
questionnaire design was geared
towards gaining a fuller understanding
of the visitor experience to Gold River.
The tourists were asked about their
method of transportation, reasons for
visiting, places or activities they didn’t
know about prior to coming to the
Village, type of accommodation, length
of stay, other travel destinations on
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The regional survey similarly asked about
their travel destinations and what
attracted them to those destinations, but
additionally asked questions relating to
Gold River including whether they knew
about the Village prior to travelling, what
they currently know about Gold River,
their reasons for not visiting Gold River,
and whether they intend to travel there in
the future. There were 12 regional

questionnaires administered, representing
approximately 40 people.
For this stage in our community
Engagement strategy, purposive sampling
was again used to gauge the opinions and
glean information from a particular group
in a cost-effective and simple way, despite
being of limited generalizability.

7.4 Online Visitor Experience Survey (VES)
The online Visitor Experience Survey (VES)
was open from June to September 2018.
Tourists visiting Gold River were asked to
share their email addresses via comment
boxes, which were strategically placed in
businesses dispersed throughout the
Village. Eight locations were chosen for
comment boxes, including the visitor
centre, the float plane, cruise ship
terminals, the golf course, two
accommodations, and two local
businesses; these sites were chosen
because they see a lot of tourism traffic.
Visitor’s email addresses were collected
from the comment boxes on July 14th,
entered into a spreadsheet, and links to
the online survey were sent to each email
on July 16th. Successful completion of the

survey resulted in the participant’s entry
into a grand prize draw, donated by Get
West Adventures, for two tickets aboard
the MV Uchuck III boat tour to Yuquot
(Friendly Cove).
This survey was designed to collect
information on the experience,
expectations, and profiles of visitors
allowing for more informed decisionmaking and strategic planning in relation
to product development, marketing, and
tourism development in Gold River. The
survey questions obtained information
regarding the visitor’s demographic, their
booking and planning, length of visit,
activities participated in, and perceptions
of the tourism product(s) they
experienced during their visit.
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As we do not know the extent of the entire
tourist community who travelled to or
within Gold River, information collected by
the VES is not representative of all tourism
experiences. Rather, information collected
within this survey is representative of the
participants who responded to the VES.

Their responses have been sorted into the
themes, which include visitor profiles,
booking and planning, accommodations
and services, leisure activities, and
participant perceptions.

Visitor Profile
how often they frequented Gold River. The
respondents indicated that 48% were firsttime visitors, 39% visit once per year, and
13% return more than twice per year. This
indicates that Gold River is attracting many
new visitors, but more importantly,
tourists are returning for multiple visits on
In order to find the returning population of
an annual basis.
respondents, VES participants were asked
The statistics presented in this document
display the demographic characteristics
and motivators of respondents as
collected through the VES. Visitor profiles
are critical in gaining strategic marketing
insights.

Figure 2. Respondents to the VES indicated the frequency at
which they visit Gold River
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When visitors were asked if Gold River was
their primary destination, 35% indicated
that it was their primary destination, 45%
stated that it was one of several planned
stops, and 6% had made an unplanned
visit. Those respondents who answered in
the "Other" category stated that their trip

did not have a "primary destination" and
that were on a motorcycle trip. Despite
heavy summer traffic between Gold River
and Tahsis, few travellers make unplanned
stops in Gold River. This could be the
result of limited signage directing visitors
to Village services.

Figure 3. Respondents to the VES indicated if Gold River was
their primary destination or a stop along the way, intentionally
or otherwise.

The majority of visitors, 68%, travel to
Gold River for leisure activities. This data is
a critical component in determining tourism sectors for future development or expansion. Though some visitors are in town
for work and business, approximately 9%,

most are in Gold River to take time away
from work. Identifying the motivations of
visitors to Gold River, and the region, is a
critical component in determining tourism
sectors for future development.
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Figure 4. Respondents to the VES indicated the purpose of their
travel to Gold River

Gold River draws many local visitors,
with 59% originating from Vancouver
Island. Visitors from other parts of
British Columbia made up 14%, 17%
from other provinces and territories,

and 3% from the United States.
Current visitor demographics may
indicate limited marketing and/or
knowledge of Gold River outside of
Vancouver Island.

Figure 5. Respondents to the VES indicated where they were visiting from.
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Booking and Planning
Booking and planning refer to the parts
of the traveler experience that occur
before their trip takes place. Subjects
such as travel motivations, trip
planning decisions, and information
regarding the destination are included
within the theme of booking and
planning.

motel, with 77% of visitors, followed by
staying with friends or family
members, at 42%. Other visitors stayed
in campgrounds, bed and breakfasts,
cabins, on a boat, or in a vacation
rental. Accommodation types are
chosen based on a tourists
preferences, needs, and budget. Gold
River attracts visitors with EQ profiles
Respondents indicated that they used
of ‘Free Spirits’ and ‘Authentic
multiple types of accommodation each
Travelers’1. According to Destination
stay, which is the reason that the totals
Canada, Free Spirits are likely to
in Figure 6 equal greater than 100%.
engage in accommodation-related
The primary accommodation choice of
activities.
visitors to Gold River was a hotel or

Figure 6. Respondents to the VES indicated the type of accommodation in which they stayed in
when visiting Gold River.
______________________________________________
1

According to Destination Canada, ‘Authentic Travelers’ seek natural environments and more intimate experiences with small towns and
remote locations. Free Spirits seek an active experience, and are attracted to concerts, festivals, and child-friendly experiences that offer
a range of activity.
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When visitors were asked to rank
features that influenced their decision
to visit Gold River, the three most
important features were:

1)

Scenic beauty

2)

Outdoor recreation
activities

3)

Overall atmosphere of the
area

This information helps Gold River to
understand the reasons why tourists
have chosen to travel to the area.
Marketing the factors that are most
important to tourist decision-making
could help tourists build intention
during the planning stage to visit Gold
River.

The three least important feature that
influenced visitor's decision to come
to Gold River included:

1)

Shopping opportunities

2)

Access to internet

3)

Quality of accommodation
and attractions and events

These answers could be based on the
profile of tourist who travel to Gold
River but it could also be based on
tourist’s pre-existing knowledge of the
Village and a realistic view of what is
there.

Figure 7. Respondents to the VES chose the Gold River features they enjoyed
the most during their trip.
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VES participants were asked to identify
where they attained information
regarding trip planning to Gold River.
Most respondents (50%), relied on
knowledge from their own experience
or knowledge from friends and family
(30%) as opposed to many emerging
forms of communication such as

websites or blogs. The most successful
promotion came from travel
information websites (20%), and
destination websites (16%). In
addition, it seemed respondents were
not reached through more traditional
promotion such as brochures or TV
and radio.

Figure 8. Respondents to the VES describe the methods in which they used to
plan their trip to Gold River and the surrounding area.

Leisure Activity
Leisure activity refers to the real
activities that tourists participate in
while on vacation. They can be a
primary motivator, a secondary
motivator, or the result of spontaneity.
Spontaneity occurs when a tourist
learns they can access an activity that

is new, or they were unaware that the
activity existed in the destination they
travelled to. Regardless of what
motivated a tourist to travel to the
destination, the activities are what
that traveler did while on vacation.
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The VES participants selected the variety
of activities that they did and the places
that they visited in Gold River. The top
three attractions visited when in Gold
River were: parks and trails (51.9%), local
shops and boutiques (33.3%), and artisan
studios and workshops, historical areas,
and First Nations facilities (each 18.5%). It
is important to note that 55% of

respondents chose the "Other" category
but the majority of those responses fell
into the provided categories. One
respondent visited Gold River on a fishing
trip.

Gold River has an abundance of nature
and a rich history of culture but when in
the town there are only a few boutiques.

Figure 9. Respondents to the VES chose the locations they visited and activities they
took part in while in Gold River.

While in Gold River, most respondents
participated in outdoor activities, including
self-guided sightseeing (47%), hiking (37%),
and freshwater swimming (27%). No
respondents selected cycling, mountain

biking, kayaking, scuba diving, stand-uppaddle boarding, surfing, or whalewatching, despite the availability of these
activities.
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Figure 10. Respondents to the VES selected all of the activities they visit Gold River for
and the surrounding area to take part in.

When visitors were asked how far out of
Gold River they traveled for recreational
activities, 29% travelled 21-40 km, 25%
traveled 11-20 km, 16 travelled less than
5km, 6% travelled 6 - 10 km, and 6% did
not leave town. There are many
opportunities for recreational activities

within the Village, but its geography and
proximity to a variety of activities makes it
a great hub that visitors are taking
advantage of. This data suggests that the
majority of people are willing to travel a
relatively far distance for activities when
staying in Gold River.
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Figure 11. Respondents to the VES answered how far they are travelling to take
part in their chosen activities from their accommodation in Gold River.

Perceptions of Experience
Perceptions of experience are based
on how travelers felt about the
interactions they had with their
destination and the community they
visited. In many cases, these are the
memories that tourists keep after a
trip is over. It can also reveal whether
the activities a traveler decided to
participate in while on vacation
matched or exceeded the expectation
that they anticipated while booking
and planning. A good experience can
lead to repeat tourists and positive
publicity.

Overall, according to respondents of
the VES, Gold River is doing well with
experience matching. Many
participants stated features that had
motivated them to visit, including:

1)

Scenic beauty

2)

Outdoor recreation
activities

3)

Overall atmosphere of the
area
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Further questioning determined
tourists were most satisfied with
the:

1)
2)
3)

Alternatively, it was found that
visitors were very unsatisfied with:

1)

Shopping opportunities

2)

Overall atmosphere

3)

Variety of dining options

Scenic beauty
Coastal Climate
Overall atmosphere of the
area

Many respondents noted the need for a
grocery store and the expansion of
shopping and dining experiences overall.

Figure 12. Respondents to the VES selected the Gold River amenities and features that
they were most and least satisfied with.
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Further, visitors were asked how likely
they were to recommend Gold River as
a place to visit to family and friends. Of
the respondents, 96% rated Gold River
between 7 and 10 as a place to visit.
Those who visit Gold River enjoy their

time and are highly likely to make
recommendations, which helps to
promote tourism in the area. This data
can be used further to achieve the
creation of a net promoter score for
the Village (See Appendix A).

Figure 13. Respondents to VES indicated on a scale of one to ten the likelihood
they would recommend visiting Gold River to their family and friends. One indicates “very unlikely” and ten indicates “very likely”.

Accommodation, Food and Beverage, and Retail
Accommodation, food and beverage,
and retail make up a large part of the
economic benefits of tourism. In
comparison to similarly sized
communities, Gold River has a small
service sector.

Groups were asked how much they
spent on a typical day in Gold River.
On average, groups spent $97.00 on
accommodations, $65.00 on meals,
$49.00 on entertainment, attractions,
and activities, and $41.00 on shopping.
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When totaling per-day group
expenditures, 64.5% of visitors spent
more than $100.00 per day during their
visit and 35.5% reported spending less
than $50.00 per day. It should be noted

that those who reported that they did not
spend anything on accommodations or
food stayed with friends or family or had
pre-paid expenses.

Figure 14. Respondents to the VES selected the how much on average their group was spending per day on their trip to Gold River.

Visitors were asked if there were any
services, infrastructure, or amenities that
would have enhanced their stay in Gold
River. Of the respondents, 38% said that a

grocery store would enhance their stay.
The only grocery store in Gold River closed
in 2016 and it is a resource that is missed
by visitors and residents alike 15 .

Figure 15. Respondents to the VES identified services, infrastructure, and amenities
that were missing from Gold River that would have enhanced their stay.
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Goal 1:
Create a governance structure supporting the development of tourism
capacity in Gold River.
Rationale
A successful tourism industry in Gold River requires active participation from all
sectors. A formal means of communication and organizational structure will create and
establish opportunities for partnership and collaboration. Establishing steps and
working towards creating effective partnerships is a top priority.

Objective 1.1
Build a public-private partnership-based organization to develop and promote the
tourism industry in Gold River.

Actions


Work with a newly structured “Destination Gold River” team to envision tourism
beyond product and economic development. Tourism has the enhanced capacity
for community development through local engagement, collaboration, civic pride,
and partnerships. This team should be responsible for leading the implementation
of the Tourism Strategic Plan and should be structured with broad-based
representation:


Invite MMFN into all discussions and implementation related to the
Tourism Strategic Plan;



Identify a location for the tourism organization to meet;



Establish a marketing committee for Tourism in Gold River; and,



Include the Chamber of Commerce.
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Objective 1.2
Actively work to develop partnerships and collaboration for planning, constructing,
and maintaining tourism opportunities. Potential Partnerships include MMFN, BC
Archives, Community stakeholders, Village of Gold River, Campbell River Museum,
and local businesses.

Actions





Bring together existing operators to explore the opportunities and constraints for
building community tourism capacity.
Increase communication with neighbouring jurisdictions, such as Strathcona
Provincial Park and the Village of Tahsis to identify cross-jurisdictional packaging
to promote tourism in the region.
Explore the feasibility of developing partnerships between the village, secondary
school aged students from School District 84, and Mowachaht Muchalaht First
Nation for trail construction:


Municipalities across BC have been successful in creating summer
work programs for secondary students to develop hiking and biking
trails;



These trails could be constructed as multi-use trails (e.g, mountain
biking, hiking, horseback riding, off road vehicles); and,



Funding for trail construction for off-road vehicles and bicycles is
available through the Provincial government.

Objective 1.3
Initiate conversations with MMFN to identify interest and opportunities for cultural
and heritage themed tourism.

Actions



Explore a partnership with MMFN as leaders in the development of authentic
cultural and heritage tourism products;
Consider heritage sites and sensitive programming to support outdoor recreation
and protection of sites;
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Determine the feasibility of an interpretive programming to support
outdoor recreation and protection of sites; and,
Develop programming related to the Uchuck to highlight the heritage of
the area and provide interpretation for the area.

Goal 2:
Create a community brand and marketing materials.
Rationale
Visitor demand for authentic cultural tourism is increasing in British Columbia. MMFN
is the appropriate leader and best positioned to develop experiences that feature
culturally authentic tourism products designed to exceed visitor expectations, while
contributing greater quality of life and vibrancy for local residents.

Objective 2.1
Determine and promote the signature experiences of Gold River.

Actions




Use the data collected from the visitor information centre to continually assess
visitor market segments;
Work to understand the domestic tourist market segment, as currently domestic
visitors constitute the majority of Gold River’s visitorship; and,
Using available software packages, track hashtags and locations on Instagram,
Facebook, and snapchat to determine where people are going and what they are
doing
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Objective 2.2
Increase exposure to potential niche markets.

Actions


Use EQ profile to identify traveller types to segment and market to tourist
groups.


Results from public engagement and the VES tourism survey suggest
that activities such as rock climbing, motorcycling, and hiking are
popular in the area.

Objective 2.3
Use storytelling to enhance the community brand.

Actions





Create a record of stories and archival documents for the community to draw
upon;
Allow the community archive stories to be accessed either before or during a visit
either online or through signage;
Incorporate the story of Luna and other killer whale stories in outdoor waterfront
spaces and packages; and,
Utilize community art to tell the story of Gold River.

Objective 2.4
Make pre-trip planning an enjoyable and accessible experience.

Actions


Assist businesses to create functional websites.




There is potential to offer seminars or financial rewards to
businesses to create effective websites.

Provide information for tours and self-guided tours should on a new Gold River
Tourism website.
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Goal 3:
Improve and increase the tourism capacity of Gold River.
Rationale
Tourism is an export industry that relies heavily on the use of community
infrastructure and natural resources. Currently, Gold River’s waterfront and
downtown lacks much of what is required for both the community and tourists.
Focused development of those areas in particular would be very helpful to the
tourism economy. Community engagement exercises and the 2018 Economic
Development Strategy for Gold River highlight the importance of developing
the dock and waterfront for the future economic success of Gold River. EQ
profiles for the traveler types visiting Gold River indicates visitors seek
opportunities to view marine life, observe pristine coastlines, and dine at
restaurants offering local ingredients as their top three most appealing
activities. Developing the waterfront would provide the experiences that
tourists are seeking out as well as the desires of the residents.

1)

For non-residents, navigating through Gold River and to the
surrounding sites can be difficult because of a lack of wayfinding and
interpretive signage. Signage is critical to a successful tourism industry
because the easier it is for visitors to identify where a place’s
attractions and amenities are, the more likely they are to spend time
and money in the community. However, if a visitor has a difficult time
navigating a place, they may miss a destination, give up, and possibly
never return. In addition to the economic effect of wayfinding, it is also
important to establishing a community’s identity or brand. Wherever
possible, signage should recognize the intangible and linguistic heritage
of MMFN and should provide translations and interpretive signage at
points of interest or important locations.

2)

The Village sign located outside of the Visitor Information Centre
serves as the Gateway to Gold River, yet the location is disconnected
from the Village itself and does little to guide visitors to the Village
Square or Muchalat Inlet. Community gateways generate a sense of
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place and foreshadow the quality of the Village beyond. Creating a plan
to revitalize the community entrance and continuing that scheme
through Gold River Drive and into the Village square will not only create
a natural thoroughfare for tourists to spend time and money in the
Village, but will help to convey the community’s image as a high quality
place to visit.

3)

Multiple motorcycling websites advertise Highway 28 as an excellent
ride. From those surveyed, 10% of the visitors coming into Gold River
are travelling on motorcycle. One response from a visitor survey with
regards to motorcycling tours was: “I would have liked more
information on the roads around Gold River, and perhaps more friendly
motorcycle specific information.”

4)

The “Tree to Sea Drive” currently extends from Gold River to Tahsis and
incorporates signage for key geographic features, such as the road
summit and points of interest, including waterfalls, lakes, and
viewpoints. Extending this model from Gold River to Campbell River is
an opportunity to capitalize on an already successful tourism drive. Of
the visitors to Gold River, 96% of respondents drove to their destination.
Creating partnerships to strategically brand the drive as part of the
tourism destination could have positive benefits for Gold River and the
region.

5)

Cave tourism is a novelty tourism product that can be enjoyed year
round as the internal temperature of caves remains constant in the
winter. This is a unique tourism product that is unlike any other on
Vancouver Island.
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Objective 3.1
Improve wayfinding to and within Gold River.

Actions







Plan for interpretive, informative, and wayfinding signage standards;
Emphasize the Village entrance with high quality design to guide traffic into Gold
River;
Establish a motorcycle route on Highway 28;
Work with the Village of Tahsis, Destination BC, Hello BC, the City of Campbell
River, Strathcona Provincial Park, and the museum archives to develop an
extension of the Tree to Sea highway sign tour that leads to the Gold River dock
and begins in Strathcona or Campbell River; and,
Improve signage to Upana Caves.

Objective 3.2
Increase funding opportunities to improve Gold River’s community capacity to
support tourism.

Actions


Consider including a small hotel tax to supplement costs for marketing, branding,
supportive infrastructure, and related projects in Gold River’s tourism sector.




Explore funding and grant options related to community development products.





An application to apply for implementation of the Municipal and
Regional District Tax can be found on the Destination BC website.

The BC rural dividend program has multiple tiers of funding. Consider
applying for a higher tier to support a part or full-time employee
dedicated to the advancement of tourism in Gold River.

Conduct a feasibility analysis for bi-monthly transit service between Gold River
and Campbell River for tourists and residents alike.
Explore the feasibility of shuttle services between downtown Gold River and local
and regional attractions such as the Muchalat Inlet, Upana Caves, Strathcona
Provincial Park, etc.
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Objective 3.3
Maintain and develop the built environment of the community in a way that will foster
the tourism economy.

Actions







Initiate conversations with waterfront stakeholders regarding the development of
a waterfront/estuary master plan including retail, food and beverage, dock
expansion, better parking, a fuel dock, and long-term moorage;
Maintain beautification efforts throughout the town;
Initiate conversations with downtown stakeholders with regards to the
development of a downtown revitalization plan, which could aim to create a
more cohesive and attractive focal point in Gold River for tourism-related
activities including contracting tourism services, food and beverage, retail, and an
outdoor event and festival space; and,
Continue to work with Mowachaht/Muchalaht First Nation and the Strathcona
Regional District to discuss a strategy for broadband/telecommunications
services.

Goal 4:
Improve the visitor experience and provide unique tourism products.
Rationale
The tourist survey and review of North Island tourism indicated that visitors to
Gold River and the surrounding region are drawn to nature-based tourism
experiences, with the majority of those tourists, 56%, seeking new hiking
opportunities. Many communities have been successful with self-guided tour
programs that move visitors through town and also encourage them to stay at
local accommodations, increasing their length of stay in the Village. Based on
the tourism survey, over 50% of tourists visit parks and trails during their time
in Gold River. Package tours are particularly successful when they incorporate
similar, or complementary products.
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Gold River has many amenities related to adventure and eco-tourism. Another strength
of Gold River is its community recreation facilities and school gymnasium. These
facilities have the potential to accommodate large groups of people. Hosting special
events, conferences, and festivals would be a good primary motivator to get tourists to
the community so that while there, they can experience the eco-tourism and
adventure tourism offered by the region.
Providing accommodations to a segment of tourists will help develop Gold River’s
capacity to accommodate the niche markets they attract. By having amenities that are
branded with Gold River’s tourism product will attract more people to stay in those
accommodations, which will provide economic benefits to the community.

Objective 4.1
Strengthen the attractions and activities that Gold River offers visitors.

Actions


Work with businesses to create products that can be adapted through each
session to continually attract tourist, creating a year-round adventure and naturebased tourism industry in Gold River.




Look into assisting businesses to help improve their capacity to provide guided
and self-guided tourism products.




It’s suggested that products focus on diverse natural amenities that make
Gold River a destination for eco– and adventure tourism.

Look at the carrying capacity of developing additional guided fishing tours.




Other communities do this by developing summer, winter, and shoulder
season activities (e.g. using trails in the summer for mountain biking
activities and then using those same trails to provide skiing opportunities).

Meet with the existing operators to discuss and develop a plan to further
develop this market.

Look into developing package tours, combining transportation, accommodation,
and adventure or nature-based activities:



Consider partnerships with the Uckuck, Nootka Air, and tour bus
operators, as they would all likely be part of this tourism product; and,
Support the development of guide outfitting businesses in the downtown
that can lead novice outdoors people to the local sites.
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Look to improve, if possible, and maintain the region’s trail network.


Ensure that recreation trails and facilities follow the BC Government
recreation site and trail maintenance and development guidelines.

Objective 4.2
Improve and increase the quantity of tourist accommodations.

Actions


Support the development of a low cost adventure hostel, possibly one that
includes equipment rentals or specific adventure packages.




Consider expanding the definition of “Tourist Accommodation” in Zoning
Bylaw No. 706 to include “Hostel” or “Adventure Hostel”.

Look into the development of niche bed and breakfasts, such as container
buildings, yurts, or tree houses that would add to the uniqueness of Gold River as
a tourist destination.

Objective 4.3
Facilitate and support the creation of events, conferences, and festivals.

Actions





Make use of existing recreation facilities to host events, conferences, and
festivals, and seek to increase the amount of possible event spaces, such as a
designated outdoor area;
Partner with community organizations to explore different possibilities in order
to increase number of events, conferences, and festivals; and,
Seek to create events that are, as much as possible, consistent with Gold River
branding.
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APPENDIX A—Marketing Considerations
This Gold River Tourism Strategic Plan has provided an in-depth overview of the
current tourism trends and existing destination development activities that are directly affecting or influencing tourism in Gold River. This situational analysis has
providing the needed context, information, knowledge and probable actions for
further planning.
Destination management market planning is organized around a destinations
unique tourism assets and marketing needs. It moves beyond traditional marketing
and provides a more complete and integrated approach to understanding the tourism potential and the best methods of maximizing that potential. As identified in
the UNWTO visual below, market planning can only take place once destination
competitiveness has been identified.

Destination Development Planning
 Inventory of Assets
 Critical Assessment of Tourism
Potential
 Consultation and Collaboration
 Investment and Infrastructure

Unique Tourism
and Community
Assets

Strong Local &
Regional Tourism
Network

Destination
Competitiveness

Destination Marketing
 Research
 Target Markets
 Awareness
 Visitation and Yield

Effective Plans &
Strategies that
Understand
Trends

Destination Management
 Effective Structure
 Protection of Assets
 Quality Experiences
 Sustainable Growth
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The global economic situation has made
tourism product and destination competition more intense than ever. Partnerships are key to leveraging tourism dollars, particularly in rural, remote communities where advertising and media
dollars need to be maximized. It cannot
be overstated the importance of regional support in tourism development
through the Strathcona Regional District
and the other major communities including: Campbell River, Sayward, Tahsis
and Zeballos. These communities, including Gold River, are positioned to be
recipients of the redirection flow of
‘over-tourism’ influx in regions such as

Tofino and Victoria. While these communities have reaped the benefits of
economic growth and global awareness,
they are also suffering as local amenities
and infrastructure are put under enormous strain. That is why it is essential
that market planning be undertaken
with sustainability embedded. A marketing plan is typically an annual plan
identifying marketing and strategies specific to the long-term goals. It has three
primary objectives: [1] provide a framework of accountability; [2] document
the basic work plan; and, [3] identify the
relevant costs, timing and specific initiatives.

Some considerations for Gold River's Marketing Plan

(examples only)
Consider Seasonality (shoulder season and winter seasons) and Product
Spring/Summer

Fall/Winter










Marine tourism
Beaches and Rivers
Sporting events
Motorsports: boating, motorcycles, ATV
Activities and Adventures:
rock climbing, caving, hiking,
wild life watching




Events
Hockey
Backcountry camping

Year-Round





Festivals/events
Hiking/biking trails
Marine tourism
Cultural and Heritage tourism
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Consider your Branding: Are you going to develop your Digital
Media strategy or your Digital Detox Strategy?
Technological readiness is a hot debate
in tourism today. If Gold River enhances
their Internet access, it provides the opportunity to further advance digital media strategies (e.g. Facebook, Instagram,
Twitter, Website, YouTube, photography, video, e-newsletter, user generated content, blog). However, the fastest
growing trend, and economical approach is Brand Ambassadors. Connecting with local influencers to leverage their social following. Inviting amateur/emerging professional photographers to promote, explore and experience Gold River in return for a cruise
aboard the MV Uchuck or a fishing ex-

cursion is one example. These influencers walk on University campuses, launch
start-up businesses and are emerging
leaders in brand awareness all over the
Island and BC.
Without the advancement of Internet
access in Gold River, not all is lost. A fast
growing tourism product is Digital Detox, promotions such as “Getting off the
Grid”, “Digital Detox Corporate Retreats”, or “Nature Bathing without
Technology”. All are branding possibilities that can be supported through regional destination marketing organizations.

Regional Destination Marketing Organizations
There are several Regional Destination Marketing Organizations (RDMOs) within B.C. Each
RDMO is registered under the Societies Act and a Regional Board of Directors governs each.
The RDMOs are contracted by Destination British Columbia to deliver a range of tourism programs in their region, which ultimately benefit communities and tourism businesses. These resources are available to your community to further support you in your marketing strategies.

Tourism Vancouver Island
Cooperative Marketing Partnership Program
Destination BC
Hello BC
BC Tourism Labour Market Strategy
SuperHost Customer Visitor Training
Value of Tourism
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About Tourists
Capacity (individual): The ability of a consumer to participate in tourism.
Consumer: People who have, or will, purchase a travel product or service from a retailer 1.
Desire: is when a potential consumer has knowledge of a destination, experience, or activity that
they would like to do.
Dotmocracy: Dot-voting (also known as dotmocracy or voting with dots) is an established facilitation
method used to describe voting with dot stickers or marks with a marker pen2.
Explorer Quotient (EQ): Explorer Quotient, also known as EQ, was developed by Destination Canada
(the Canadian Tourism Association) in partnership with Environics Research Group. EQ is a proprietary
market segmentation system based on psychographic science3.
Intention: is when desire to travel is converted into an action that leads to travel, such as a consumer
booking a hotel room.
Traveler: A traveler is someone who moves between different geographic locations, for any purpose
and any duration4.
World Café: A World Café is a structured conversational process for knowledge sharing in which
groups of people discuss a topic at several tables, with individuals switching tables periodically and
getting introduced to the previous discussion at their new table by a "table host" 5.

Types of Tourism
Adventure tourism: Is a form of tourism that contains elements of physical activity, natural environment, and cultural immersion6.
Domestic tourism: Is the activities of a traveler who is visiting within the country in which they reside.
Eco-tourism: refers to forms of tourism which the main motivation of the tourist is to observe and
appreciate nature, it usually contains an education component and is generally organized through specialized tour operators.4
Experiential tourism: is travel motivated be a desire to have a specific experience instead of just participate in an activity.
International tourism: Is the activities of a traveler who is visiting from a foreign country
Sustainable Tourism Sustainable tourism aims to enhance the quality and sustainability of natural
and cultural heritage-based experiences by: Minimizing the tourism industry's negative economic, environmental and socio-cultural impacts Generating greater economic benefits for local communities
making positive contributions to the preservation of natural and cultural assets.6
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Tourism Product: Is the service or experience a community and the tourism related business with in
that community can offer.

Marketing
Audience: A specific consumer group that marketing communications are trying to reach, engage and
persuade.1
Brand: is what gives a location an identity, it is an identifying product, service, or experience for
which a location is known.1

Measurements of Success
KPI (Key Performance Indicator) Is a tangible value given to an business function to assess if that
function is meeting or not meeting expectations.1
The Net Promoter Score (NPS), developed by Frederick Reichheld and Bain & Company in 2002, is a
simple metric that helps organizations monitor the engagement of their customers. It reflects the likelihood that customers will recommend a product/company/place to friends, family or colleagues. Visitors who score 9 or 10 on a scale of 1 to 10 are “Promoters”’ who are likely to return and rave about
their travel experience7.

________________________________
1

Destination. Canada (n.d.) Glossary. Retrieved from http://www.destinationcanada.com/en/glossary

2

Dotmocracy. (n.d). What is Dotomocracy? Retrieved from https://dotmocracy.org/what_is/

3

Destination Canada. (2015). EQ Profiles. Retrieved from https://www.destinationcanada.com/sites/default/files/
archive/2013-01-01/Tools_ExplorerQuotient_Profiles_2015_EN.pdf
4

UNTWO. (n.d). Glossary of Tourism Terms. Retrieved from http://statistics.unwto.org/sites/all/files/docpdf/
glossaryterms.pdf
5

The World Café. (n.d.) World Café Method. Retrieved from http://www.theworldcafe.com/key-concepts-resources/worldcafe-method/
6

UNTWO., (n.d). Sustainable Development of Tourism. Retrieved from http://sdt.unwto.org/content/ecotourism-andprotected-areas
7

Destination BC. (2018). Net Promoter Score. Retrieved from https://www.destinationbc.ca/Resources/Monitoring-andEvaluation/Net-Promoter-Score.aspx
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Survey
This tourism plan is being created in partnership with Vancouver Island University's Mount Arrowsmith Biosphere Region Research Institute (MABRRI), The World Leisure Centre of Excellence (WLCE), and Village of
Gold River. The plan is intended to provide direction to the Municipality of Gold River in order to support the
local tourism industry in meeting the needs of visitors. As a recent visitor to Gold River, we would appreciate
10 - 15 minutes of your time to complete this survey.

This survey asks for no identifying information and all the data collected will be kept confidential. The information that you provide will be summarized and presented in an anonymous format.
Your participation in this online survey is voluntary. You may choose to answer as many questions as you
wish or stop at any time. By answering the questions in this survey, you are agreeing to participate. There
will be no negative consequences if you choose not to complete the survey.
By completing this survey, you are eligible to enter for a chance to win two free tickets to experience a 1-day
adventure cruise with GetWest Adventure Cruises.
1. I am above the age of 19
Yes
No
2. Which of the following statements best describes you?
a. I was visiting Gold River for the first time
b. I was returning to Gold River, I visit once a year
c. I return between two and four times a year
d. I visit Gold River more than four times a year
e. I live in Gold River
3. In total, what was the length of your trip?

4. How many nights in total did you stay in Gold River?

5. Would you say that your visit to Gold River was…?
a. The primary destination of your trip
b. One of several planned stops on your trip, but on the main destination
c. An unplanned stop on your was to another destination
d. Other (please specify)
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6. What was your primary form of transportation to get to Gold River?
a. Car
b. Bus
c. Boat
d. Plane
e. Other (please specify)

7. Once in Gold River area, what forms of transportation did you use to travel to the area’s attractions?
(Please select all that apply)
a. Car/truck
b. All-terrain vehicle (ATV)/Dirt-bike/Side-by-side
c. Kayak/canoe
d. Other (please specify)

8. The purpose of your trip was? (Please choose the best response)
a. Business and/or work
b. Leisure
c. Combination of work and leisure
d. To visit friends and relatives
e. Other (please specify)

9. Were you visiting Gold River to attend a specific event?
a. Yes
b. No
If yes, what event (Please specify below)

10. Please describe your motivation to visit Gold River? (Please type your answer in the space provided
below)
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11. Please indicate which of the following tourism attractions you visited when in Gold River? (Please
select all that apply)
a. Art galleries
b. Artisan studios/workshops
c. Swimming areas
d. First nations facilities, cultural centres, and/or events
e. Historical sites
f. Local shop/boutiques
g. Mountain biking trails
h. Museums and /or interpretive centres
i. Parks and trails
j. Playgrounds
k. Sporting event
l. Other (please specify)

12. Please indicate which of the following activities you or members of your party participated in when
in the Gold River (please select all that apply)
a. Swimming (lakes and rivers)
b. Swimming (ocean)
c. Boating or sailing
d. Canoeing
e. Conferences
f. Cycling
g. Mountain biking
h. First nations cultural tour and or dance performance
i. Fishing (fresh water)
j. Fishing (salt water)
k. Fitness and/or wellness activities
l. Arial tour (flight-seeing) by plane of helicopter
m. Hiking
n. Kayaking
o. Mountain biking
p. Scuba diving
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q. Self-guided sightseeing
r. Cultural exploration
s. Shopping
t. Stand up paddle boarding
u. Surfing, windsurfing and/or kitesurfing
v. Whale watching
w. Wildlife viewing
X. Other (please specify)

13. While staying in Gold River, how far out of town did you travel for recreation activities?
a. Less than five kilometers
b. Between six and ten kilometers
c. Between eleven and twenty kilometers
d. Between twenty-one and forty kilometers
e. I did not leave town
f. Not Applicable as I did not stay in Gold River
14. How did you book the activities and attractions you participated in during this visit to Gold River
a. Booked ahead of time directly with a tour/activity company
b. Booked during my stay with the tour/activity company
c. Booked using a travel agency or tour operator
d. Booked with a travel booking website
e. Purchased a coupon using a discount website
f. Booked through a visitor information centre
g. Not applicable
h. Other (please specify)

15. How many nights did you spend in each of the following forms of accommodation when in Gold River (indicate number of nights in each using a numerical format eg. 0,1,2,3 etc.)
a. Bed and breakfast
b. Cabin/cottage
c. Campground/RV park
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d. Home of a friend or family member
e. On a personal boat
f. Vacation rental/ guest house
g. Other (please specify)
16. How did you book your accommodation for this visit to Gold River
a. Booked ahead of time directly with an accommodation provider
b. Discount/coupon website
c. Property management company
d. Travel agency
e. Travel booking website
f. Vacation rental booking website
g. Visitor information centre
h. Not applicable
i. Other (please specify)

17. Please indicate which type of food and beverage establishments you or members of your party used
in Gold River (please select all that apply)
a. Fast food
b. Café
c. Bakery
d. Pub
e. Restaurant
f. Convenience store
g. Other (please specify)

18. How important were each of the following features in your decision to visit Gold River (please select
the option that best describes your response for each)
a. Quality of accommodation
12345
b. Variety of dining options
12345
c. Customer service
12345
d. Friendliness of people
12345
e. Safety

12345
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f. Scenic beauty
g. Coastal climate
h. Shopping opportunities
i. Attractions & events
j. Outdoor recreation activities
k. Easily accessible location
l. Value for money
m. Access to wireless internet
n. Overall atmosphere of the area

12345
12345
12345
12345
12345
12345
12345
12345
12345

19. Recalling your actual experience on this trip to Gold River, how would you evaluate each of the following aspects of your trip (please select the option that best describes your response for each)
a. Quality of accommodation
12345
b. Variety of dining options
12345
c. Customer service
12345
d. Friendliness of people
12345
e. Safety
12345
f. Scenic beauty
12345
g. Coastal climate
12345
h. Shopping opportunities
12345
i. Attractions & events
12345
j. Outdoor recreation activities
12345
k. Easily accessible location
12345
l. Value for money
12345
m. Access to wireless internet
12345
n. Overall atmosphere of the area
12345
20. Do you have any suggestions to improve your visit? (Please specify in the space below)

21. About how far ahead did you plan your trip (please indicate the best response)
a. Spur of the moment
b. Up to one week in advance
c. Between one week and one month
d. Between one to six months
e. More than six months
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22. Which of the following sources of information did you use to plan your trip to Gold River before and/
or during your visit? (please check all that apply)
a. Previous personal experience (previous visit)
b. Blogs
c. Destination-specific website
d. Friends and relatives
e. Magazine/newspaper
f. Regional tourism guide/pamphlet
g. Social media
h. Television/radio shows
i. Travel agency and or tour operator
j. Travel app for smartphone or tablet
k. Travel book/brochure (eg. Lonely planet guide or travel agent)
l. Brochure
m. Travel booking website
n. Travel information centre
o. Travel rack on BC ferries
p. Travel trade show
q. Websites providing traveler
r. www.helllobc.com
23. Approximately how much money would you say your group spent on a typical day when in Gold River on each of the following categories (Please enter an amount of Canadian dollars amount and do
not include a dollar ($) sign.)
a. Accommodation
b. Transportation
c. Meals
d. Entertainment, attraction, activities
e. Shopping
24. Where is your primary place of residence? (Please do not provide your postal address)
a. Vancouver Island
b. British Columbia
c. Canada
d. United States
e. Other (please specify)
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25. Which of the following describes your group size? (please select all that apply)
a. Travelling alone
b. Travelling with a spouse or partner
c. Travelling with a friend(s)
d. Traveling with children under age 19
e. Travelling with parents
f. Travelling with siblings
g. Travelling with organized group or tour
h. Other (please specify)

26. Please state your age
27. If you travelled with a pet(s), please indicate the type of animal(s) and the total number of pets in
the space below
a. Number of pets
b. Type of pets
28. How likely are you to recommend Gold River to family/friends as a place to visit? Please use a scale
of 0-10, where 0 indicates “very unlikely” and 10 indicates “very likely”
a. Likeliness to recommend destination
0 1 2 3 4 5 6 7 8 9 10
29. Did you feel there were any services, infrastructure or amenities missing that would have enhanced
your stay in the area?

30. If you would like to be entered in the grand prize draw please state your email address in the box
below.

31. If there is anything else you would like to comment on about your visit, please do so in the space
provided below. We welcome your comments.
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