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chair & ceo report

STRATEGIC PLANNING

In 2014, the organization continued to concentrate on driving our 2012 - 2016 Strategic Plan mission to
achieve the following significant results through our efforts and programs:

A A unique and compelling “Richmond" brand will be successfully promoted and widely
recognizedin the markets in which we operate;

Membership and the Richmond community at large will be involved with and

encouraging tourism in Richmond;

Revenue for Tourism Richmond will grow annually by 5%;

Tourism Richmond will be a recognized partner in the growth of products, attractions
and services that enhance Richmond as a desired West Coast destination.
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Your Board and Tourism Richmond staff refreshed our Strategic Plan vision to better reflect the purpose
for which Tourism Richmond exists, and that we are committed to continually strive towards: "Richmond —

Canada's compelling West Coast destination connecting you to unique and diverse experiences.”

To support andreflect this Vision, a new logo and tagline was created for all leisure and travel trade marketing.
It encompasses a built-in call to action to consumers and emphasizes our destination rather than us, the DMO.
The new tagline, "The Far East meets West Coast" tested positively in our core North American markets.

BOARD GOVERNANCE

Board governance was also a priority during 2014. The Governance committee completed a new and
comprehensive Board Governance Manual prepared for the Board of Directors of Tourism Richmond.

The governance framework reflected in the manual sets out the governance structure and policies, as
approved by the Board, pursuant to which the Board exercises its responsibilities and carries out its duties
of stewardship and accountability. The Board Manual incorporates the Board's structure and responsibilities
as set out inthe Society Act, the Bylaws and the Agreement between Tourism Richmond and the City of
Richmond. The Board Manualis divided into the following sections:

* Governance Structure outlines the general roles and responsibilities of the Board, position descriptions
forindividual directors, the Board Chair, Vice-Chair and the CEQO, and guidelines for committees, including
terms of reference for each standing Committee.

* Governance Processes details the policies and processes that govern the Board's work.

* Standards of Conduct sets out a Code of Conduct to which all Directors are required to adhere.

PERFORMANCE

Tourism Richmond s aresults oriented organization. Ensuring areturn on the industry's investment is
paramount to us. Researching our visitors and markets, benchmarking against industry standards, and
measuring key performance indicators play arole with everything we do.

Results from our Visitor Volume Model Study and tourism spending analysis reported:

* Richmondhad a very successful year with an estimation of visitors spending a total of 6.5 million days/
nights in Richmond. This includes 4.4 million visitor nights of which more than 3.5 million were overnight
in paid accommodations and approximately 920,000 visitor nights were overnight with friends or family.
According to Tourism Vancouver, visitation to Metro Vancouver was 8.94 million.

* These visitors spent over $575 million at hundreds of our Richmond businesses during their stay.
Seventy percent (70%) of those dollars were spent at businesses other than lodging.

* Tourism has become a top industry and revenue generator for Richmond, contributing $368 millionin
Gross Domestic Product (GDP) each year.

While visitor centres throughout the province are experiencing declines in the number of visitors, both our
Steveston Visitor Centre and post office revenues are experiencing unprecedented growth. This popular
location, setin the fictional TV-town of Storybrooke, offers one-of-a kind Once Upon A Time gifts as well as
postage services and a taste of Richmond's history.
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Accordingtoarecentbenchmark study, TourismRichmond demonstratesagreaterinvestmentininternational
marketsrelativetoourbudget category peers,inwhichweallocate 47% of our salesandmarketing expenditures
to international markets and 53% to domestic markets. Seventy percent (70%) of our international allocation
was in the US and 30% in Asia. This is representative of our diverse, multicultural destination served by our
international airport hub. We remain uniquely positioned to access and service more long-haul domestic
visitors and more international visitors than DMOs of a similar size.

Tourism Richmond is considered as a progressive organization, generally adopting an online media focus more
quickly than our own budget peer group (the less than S5M DMO group) and all Canadian DMOs on average.
Fifty-six percent (56%) of our sales, marketing and promotional expenses were allocated to online media, with
the remaining 44% assigned to traditional media.

The Tourism Industry Association of Canada (TIAC) and Visa Canada released a report on inbound Visa
Cardholder spending in Canada during the summer of 2074. Visa Canada's extensive data collection allowed
TIAC to quickly drilldown into unprecedented detail on the spending habits of international visitors. Of the top
five inbound countries (USA, China, France, UK and Germany), Richmond was mentioned as one of the top ten
cities visited in all countries but France. In fact, Richmond was number two (Vancouver was number one) for
spending by visitors from China. Tourism in Richmond is strong as we continue to build upon our three key
attributes — Affordable, Accessible and Asian.

We thank Tourism Richmond's Board of Directors for their guidance and commitment, our members and
partners for their support and participation, and we extend a special thank you to our staff who make it all
possible.

Steve Veinot, Chair Tracy Lakeman, CEO
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by the numbers
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by the numbers
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marketing

"If you close your eyes at the Sea Harbour Restaurant for just a few moments, you could
swear you're in Hong Kong. Everywhere | look, there is something more delicious than the
next, vying for my rapidly decreasing stomach space.” — Steve Dolinsky, Chicago Tribune

PROGRAM FOCUS

In 2014, we continued to build awareness and visitationin Richmond through the three key "Triple A"
attributes - Affordable, Accessible and Asian - but expanded our messaging to support our overall brand and
new tag line “The Far East meets West Coast.”

PROGRAM HIGHLIGHTS

What differentiates Richmond from other areas in B.C. and Canadaisit's unique Asian food and culture
blended within a truly West Coast setting. In the past few years, through research and media interest, we
have determined that this differentiator drives visitor stays and consideration from our target markets.

We developed a series of branded print ads that showcase our dining experiences from Asia and the West
Coast - these were promoted in collateral and advertising in the Seattle market.
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Our newly-createdtagline “The Far East meets West Coast" ties in everything Richmond has to offer from the
West Coast (whale watching, Steveston, farm-to-table food products, maritime festivals, scenic coastlines) to
the Far East (hundreds of Asian dining experiences, Chinese New Year, Buddhist temples, Asian Night markets
and the Golden Village).

Forallconsumerbasedcommunications, we createdauniquelogofor visitrichmondBC.comwhichencompasses
our callto action and our brand in one unique communication.

VISIT EWBC.COM

Thethird year of the Attraction Pass was developed around a three night stay inRichmondfor afree attractions
pass, promoting both Richmond's affordability and accessibility. This year, we changed our radio buy to online
remarketing to users who visited our landing page already with much successin driving new trafficback to the
page. However, Richmond's high occupancy rate affected overall room bookings for this promotionin 2074.

In our first full year of in-house community management, we continued to build our Facebook followers with a
series of contests whichincluded Chinese New Year, whale watching, Richmond Play for Free and Once Upon a
Time and surpassed our goal for new fans by 310%. In addition, we revived 365daysofdining.com with a variety
of freelance bloggers and fresh content to retain the over 3,000 dedicated followers of the blog.

Our website continued to do extremely well this year with annual views increasing by 230% percentage
through SEM, SEO and content management.

CAMPAIGNS AND RESULTS

Branded online ads generating a.30% click through rate compared to industry average of .08% --a26%
increase over industry average which solidly demonstrates Seattle's interest in Richmond as a foodie
destination.

© From 2013, we increased visits to our website by 230% totaling 240,594 with unique usersincreasing by
247% t0195,675.

 TourismRichmond.comhotel booking widget generated 3,375 referrals to our member hotels.
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Play For Free Attraction Pass Promotion

© Generated almost 32,000 visits to our landing page whichis a 77% increase from 2013. Over 7,900
searches were conducted from these visitors for hotel room stays which resultedin a 65% increase
compared to 2013. Our high occupancy and low availability for rooms during summer 2014 impacted our
overallroombookings.

* Through both our Once Upon A Time (*ONCE") and Richmond Play for Free promotions, we generated
almost 1,000 room nights for our hotel partners.

© The Richmond Play For Free Attraction Pass generated 7,976 referrals to hotel partners on our site.

Once Upon A Time Promotion

© Promotionran September to October 2014 and generated close to 15,000 total entries. Facebook users
were able to ‘'share’ the contest with their friends; giving them bonus entries into the contest. Unique
entries totaled approximately 6,000.

© The ONCE '‘Book and Stay' promotion generated 4,557 hotel referrals to the six participating member
hotels.

© The ONCE promotion generated 100+ extra hotel nights in Richmond at the six participating hotels.

Whale Watching Promotion

* Randuring April and May for five weeks. We received 830 entries. With a goal of 500 entries, results
surpassedthisby 60%.

Chinese New Year ‘Get Lucky' Promotion:

+ Starting on January 6, this three-and-a-half week promotion had 4,300 entries. 67% of these entries
were fromnon-local participants.

Digital Marketing

 Facebook results: As of December 31,2014, 33,071 people have ‘liked’ our page and we gained 15,600 new
fans. We had over 560,000 organicimpressions and more than 300,000 mentions.

© Twitter results: As of December 31,2014, we had over 7183 followers and were mentioned 2,900 times
with over 3,000 retweets.

© 365 Days of Diningblog results: During 2014, the blog had over 18,000 new visitors. With a total of
61,000 users viewing the blog and 160,000 page views, the blog continues to be a success long after the
conclusion of the 365 original posts.
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sales

“Richmond Tourism is a great partner as we can be assured that they take great care of our
clients. They worked hard to ensure the site visit details were executed seamlessly, making
the visit a success. We look forward to reinvesting this right back into the industry!"

— Brenda M. Howes, Founder and CEO, The Howes Group

QOver the years, Richmond has grown and has developed the awareness of having the capacity, products
and services to host National and Regional association and corporate conferences and events. We have
successfully '‘branded’ Team Richmond as a unified voice whenin market. This provides our partners with

an opportunity to participate as one teamin a cost effective way, as prohibitive costs may have otherwise
prevented their participation. We continue to attract conventions that are less than 800 delegates, based on
our meeting space capacity.

ROOM ROOM
NIGHTS NIGHTS ECONOMIC ECONOMIC

5014 5013 IMPACT 2014 | IMPACT 2013

TOTALS 22,057 35,830 51451070000 | 15,259,800.00
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In 2014, our focus shifted from attending the non-traditional formatted trade shows to a one-to-one B2B
formatted event. We participated in a total of 17 shows which allowed us to garner, engage and build new
relationships while meeting with future planners to add to our growing database. New shows included:

M&IT (a division of IncentiveWorks) in Montreal and Ottawa.

Attendance, as preferred partners, at the Annual ConferenceDirect partner meeting and the CDX 2014
top 100 client marketplace along with their CDX fall top 100 client event.

Attendance, as preferred partners, at the HelmsBriscoe ABC conference.
Attendance at American Express InterAction B2B marketplace.

Participated at the Collaborate B2B market.

Attendance at SPIN Conference for Senior Planners International Network.
Attendance at FICP National Congress (Financial Insurance Conference Planners).

In addition to attending B2B networking shows and hosting our annual client event, sales missions were
conductedin Ottawa and Toronto which continue to represent our two main markets for associations and
corporate group meetings and events.

Our annual client event was moved from November to July and welcomed 27 Executive Directors/CEQOs from
Ottawa's most pre-qualified association accounts. Team Richmond included Tourism Richmond and four other
partners. This event allowed Team Richmond to network with key business influencer's. Pre-event, Tourism
Richmond scheduled sales calls and office visits to the top senior planners that were fully prospected and
qualified.

We are grateful for the support we continue to receive from our member partners and stakeholders. Their
support contributed towards the cost to host, gift, provide transportation and numerous other expenses
incurred when in market.

The annual booking incentive of 'Fly Into Richmond, Leave $1,000 Richer’ attracted favorable results. A total
of $9,526.00 was distributed when definite conferences were booked. Room nights actualized represented
2,001. Ourincentive cost equaled $4.76 per room night booked,

As we did not orchestrate and host an annual meeting and events group FAM trip, we did welcome individual
client site visits. This tactic allowed us to personalize the trip and showcase our partners, resulting in a higher
rate of conversion. A total of 11site inspections were conducted. Our Sites/FAMS would not be possible
without the support of our member partners.

The average length of stay from these conferences was 3.39 room nights.
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10



tourism richmond annual report 2014

PROGRAM FOCUS: TRAVEL TRADE

Director of Sales, Gayle Morris, was the only Canadianrecently featured and honoured in the July 2014 issue
of thetouroperator.commagazine. "Being recognized and selected by your industry peers as one of the top
20 peopleinthe Industry's Choice Awards through thetouroperator.comis humbling,” commented Gayle. In
addition, Tourism Richmond was asked to be a presenter at the NTA Contact Marketplace Leader's Summit
and Tourism Yukon, where Gayle participated as a guest panelist on China trade relations.

We continue to position Richmond as the ‘most Asian friendly city in Canada’ and tour operatorsin China

see Richmond as a strong partner. Richmond has enjoyed steady growth in Chinese visitation since Canada
received approved destination status (ADS) in 2010. Traditional escorted group tours account for the largest
segment of travelers from this market, however there are growing opportunities for Richmond with the
independent travel (FIT). Richmond benefits from five air carriers with direct service to/from Chinalanding
at YVR. Thereis also a growing number of routes through the United States; offering a two nation vacation
experience.

No matter the international market, creating awareness and travel demand for Canada comes first.
Tourism Richmond continues to build our Canadian brand, followed by the B.C. brand and then delivering an
unforgettable, complimentary "Metro Vancouver' experience.

PROGRAM HIGHLIGHTS: TRAVEL TRADE

Trade Shows
The team participatedin six industry B2B trade shows in 2014:

© GoWest Summit

© RTOWEST

 Active America China

* Rendezvous

© CTC Showcase

© CanadasWest Marketplace

Active America China

In March, Tourism Richmond hosted American and Canadian suppliers for Active America China — the first
time this event was held in Canada. This was an excellent opportunity for Chinese buyers and North American
tourism suppliers to do business with Chinain a very accessible environment. The conference attracted a
record number of 58 Chinese buyers and 22 North American tourism suppliers.

“Active America China was a great opportunity to meet new buyers that we have not yet
had a chance to meet via CTC Tradeshow events. The calibre of attendees were fabulous,
and many were very interested to learn about our product. Having the FAM included in

the whole program also gave attendees great insight into what BC has to offer. Lastly, the
presentations for sellers on the Wednesday morning was superb; learning about new online

tools that can help reach FIT customers was particularly helpful for me. I'm used to hearing
market updates at tradeshow events, but getting information on resources that can help
move our business forward, was excellent”

— Melissa Deally [ National Account Director - Delta Hotels and Kesorts
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To offset the cost of producing and hosting this event, Tourism Richmond was successfulin creating
sponsorship and partner packages that was presented to both US and Canadian suppliers. We are thankful to
the following partners for assisting us with this very successful event:

CTC Tourism Victoria Kay Jewellers Worldwide
Destination BC Via Rail Travel Oregon

Tourism Vancouver Tourism Jasper Travel Portland

Tourism Whistler Cirque du Soleil

Japan and Korea showed growth as well. Richmond and our stakeholders were featured in the following
programs:
Destination BC Japan 2014 -2015 Educational Guide Book (focusing on Steveston, Richmond Curling

Club, Farm-to-Fork U-Pick farms, Vancouver Whale Watch & Seabreeze Adventures, BCIT Aerospace
Technology Campus and the Richmond Olympic Oval.)

JTB Osaka Canada program. Receptive Tour Operator (Maple Fun)

Maple Fun ANA airlines Spring campaign (April, May and June — eight departures per month.).
Meitestu Educational Programs

Wonderland feature on Youtube, featuring Richmond Curling Club

With partners, Team Richmond executed two in-market sales missions to China, visiting key accountsin
Taiwan as well. This included destination training in new markets:

Xiamen

Qingdao

Wuxi

Chengdu

Sichuan

Tianjin (a feeder city to Beijing)

We maintain very positive and successful relationships with our West Coast Receptive Tour Operators
(RTO). Our annual Eastern Canada RTO visit continues to play animportant role as we strengthen these
relationships with the East Coast RTOs.

Atotal of 1,253 referrals were distributed to our member partners and industry stakeholders. Each of the
referrals provided contact detalls, brief profiling of the organization and request for further information; hotel
rates, availability, attraction pricing, hours of operation and image requests.

Throughout the year, in concert with Destination BC and the CTC, we played host to 16 group FAMS/Site visits
to our community. This included visits from Hainan Tourism and Suzhou Tourism Authority.

GP -22
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communications

“Richmond, B.C. has the best Chinese food outside of China. I'm talking about serious ‘eat my
face off' travel. Foodie gems abound all over this town." — Colleen Seto, City Palate Magazine

The Communications department’s roleis to increase awareness of Richmond as a must-experience travel
and group business destination. The team also works to position Tourism Richmond as the lead voice for
tourismin Richmond, B.C., with media and stakeholders by supporting and aligning with corporate, sales and
marketing initiatives through media relations and corporate communications activities.

The team was strategically focused on generating positive media coverage by leveraging the destination's
most relevant and topical stories including new tourism products, its highly regarded Asian culinary scene,

andthefactthat ABC TV's popular drama Once Upon A Timeis filmed in Steveston. The team continued to
build on well-established media relations programs while developing new creative content and increasing
media, influencer and industry relationships in key target markets and market segments.
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PROGRAM HIGHLIGHTS
+ 327articles about Richmond BC.

 Attended seven media conferences and events with 438 media from Canada, the US,
Asia and Europe. At Canada Media Marketplace, the team secured appointments with
leading travel publications such as AFAR magazine, National Geographic Traveler, New
York Daily News, San Francisco Chronicle, Fodor's and Every Day with Rachel Ray.

* Through the Visiting Journalist Program, 51travel, lifestyle and culinary media from print,
online, blogs and television outlets were hosted in Richmond.

* In celebration of compelling and inspiring storytelling and to generate feature length
articles on the destination, Tourism Richmond launched aninnovative Travel Writer
Contest. Canadian and American journalists and bloggers were invited to explore
Richmond, B.C,, publish a feature length article and then enter to win one of four CDN
$1000 cash prizes.

* Asahost city for the Active America-China Summit, Tourism Richmond's news release
and publicrelations efforts generated over 50 articles in B.C. and China.

Articles Appeared In:

* Chicago Tribune

- City Palate Calgary

© SanFrancisco Magazine
© Seattle Weekly T

© Westjet UP!'Magazine

© Travel + Leisure

Where fo

* Dallas Morning News celebrate Chiness

New Year in

Canada

© Vacay.ca

© Psychology Today

* Huffington Post

* AFAR Magazine (online)
* Fodors.com

© Smart Meetings

 Courier Magazine

© Meetings Focus

© Association News

GP-24
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visitor & partner services

'y

“In a world torn by ethnic and religious strife, the Highway to Heaven is a model of cross-
cultural tolerance and understanding. When you leave the area, you will feel that your life
has been enriched, and that you have, in your own way, contributed to world peace and
understanding." — Judith Fein, Dallas Morning News

Tourism Richmond's Visitor Centres — located in the historic Steveston Museum (open year-round seven
days a week) and the Bayview Street kiosk (open seasonally on weekends) —experienced a 14% increase
with 23,398 visitors servedin 2014. Visitors from BC represented the largest percentage of overall visitation
and grew 15%. Visitors from other parts of Canada increased 73% over last year. In July and August, 22% of all
visitors to the Visitor Centre listed the hit ABC TV show Once Upon A Time (*ONCE") as their primary reason
for coming to Richmond.

Our Visitor Counselors reportinteractions with tourists from around the world, all coming to explore the
fictional TV town of Storybrooke, Maine, the setting of ONCE whichis filmed in Steveston. One lady from
the Yukon uses all of her annual leave to come and stay in the Steveston Hotel for the chance to wake
upin Storybrooke every morning. A City Councilor from Washington State visited three timesin 2014.
Accompanied by her teenage daughter, the two watched filming all day long on the streets of Steveston.

GP - 25
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Most fans, affectionately known as ONCERS, have one thing in common — they stop in at the Tourism
Richmond Visitor Centre and buy items from our exclusive ONCE line of merchandise. Every day, the Visitor
Counselors receive inquiries on the 1-800 information line about this ratings-leading TV show.

PROGRAM HIGHLIGHTS: VISITOR SERVICES

Retail sales in the Visitor Centre increased by 147% to $46,900 from $19,000 in 2013. ONCE merchandise and
products from small B.C. based suppliers accounted for a majority of the sales. Our unique line of greeting
cards as well as specialty gift items contributed to the overall sales increase.

Our operating agreement with the Steveston Historical Society requires Tourism Richmond to operate the
post office in the Steveston Museum. Canada Post increased rates substantially in March 2074. In addition,
letter mailin Canada continues to decrease. Despite these factors, annual sales grew in 2014 while the
operating marginincreased as well.

Tourism Richmond's trained Visitor Counselors were on site at 10 conferences and events, including:
© The Maritime Festival at Britannia Heritage Shipyards.
 The Active America Conference, welcoming guests upon arrival at YVR.

 The Sheraton Vancouver Airport Hotel and the Richmond Olympic Oval during the Scott Dance Canada
Championships and Pacific Rim Gymnastics Championships.

© We made attraction and F&B bookings directly from these sites, thus ensuring our members receive
more direct benefits.

We made attraction and F&B bookings directly from these sites, thus ensuring our members receive more
direct benefits. We also provided Official Richmond Visitor Guides, maps and dining guides to 14 other
meetings and events during the year.

PROGRAM HIGHLIGHTS: MEMBER/PARTNER SERVICES

Tourism Richmond held more events than ever before in 2014, Social media was the topic of two educational
seminars that both sold out within days of registration opening.

As the official WorldHost deliver organization in Richmond, the Customers with Disabilities workshop was
heldin Richmond for the first time in 2074, The session also sold out quickly. The content presented added to
our mission to support Richmond as a leading Canadian municipality in terms of accessibility. This workshop
coveredimportant topicsincluding “dos and don'ts"”, correct language and awareness of special needs.

The number of organizations we partnered with in 2014 increased substantially. WorldHost Training

Services and Sheraton Vancouver Airport joined the Service Awards program as partners. We renewed our
agreements with the Richmond Review, Richmond News, Richmond Centre, Vancouver Airport Authority and
Pajo's Fish & Chips. Over 300 people were in attendance at the annual Service Awards Gala held at River Rock
Casino Resort. River Rock Casino Resortisin the second year of a five-year agreement as the Presenting
Partner of the Tourism Richmond Service Awards program.

Our strong relationship with Vancouver Airport Authority continues. Our annual Commercial Driver
Appreciation event was held in partnership with YVR in 2014. The event was expanded to include driver
safety and helpful tips and information. We spoke with 450 taxi, limousine and charter bus drivers during the
two day event.
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Our Industry Luncheon, heldin April, was attended by 160 people. Attendees had an opportunity to network
with fellow tourism professionals. After an outstanding buffet provided by the Executive Airport Plaza Hotel,
we were honoured to have Destination B.C.'s CEO Marsha Walden provide an update on her organization's
direction. Tourism Richmond's 2014 advertising campaign was introduced at this must-attend event.

The strong need for networking opportunities was met at the annual Tourism Richmond Christmas party.

A record number of attendees enjoyed outstanding food and drink provided by our F&B partners. Over 225
people were entertained by the Celtic themed band Blackthorne. We were honoured to have the Consul
General of the Philippines and his wife in attendance. We thank our venue partner, the Gulf of Georgia Cannery
National Historic Site, for their outstanding support.

Increased attendance and participation by our members at our networking, educational and social events
resulted inin-kind contributions increasing by 5% over 2013 to more than $64,000.

Dues for the accommodation sector, the largest revenue producing sector, remain unchanged.

Tourism Richmondis recognized as the leading industry association for tourism and hospitality businessin
our community. Membership stood at 297 as at December 31, 2014.
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client testimonials

“Working with Richmond Tourism and Deidre DeVico specifically is always a pleasure! She and her
team take the time to educate you on the hidden gem that is Richmond, identifying cost savings,
places to go, things to see with the goal of partnering with planners to provide the best in event and
conference experiences to both organizers and participants. Richmond Tourism is the Destination
Marketing Organization (DMO) that always makes it happen, easily and seamlessly! Consider
Richmond for your next event, | honestly believe this DMO makes planners shine!”

Marie-Louise Doyle, Director, Event Solutions for Pragmatic & President and Principal Planner
Doyle & Associates Events

“The Asian populationin Richmond has created as unique a culinary destination as you'll find in
any North American suburb. Food Street is a destination initself. Once here... you'll make a point

of returning.”
Adrian Brijbassi, Vacay.ca

“lI have thoroughly enjoyed working with Tourism Richmond on my programs. They are very
attentive to our needs, and the personalized site schedules are very detailed! Deidre does a great
job taking care of her clients and ensuring they have everything they need to make for a successful
Richmond-bound event!”

Leanne Calderwood, CMP, Director, Global Accounts

HelmsBriscoe
GP - 28
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board of directors

Steve Veinot, Chair

Ahotelindustry veteran with over 23 years of experience, Steve Veinot held various positions
with the Hilton Vancouver Airportin Richmond prior to joining the Sheraton Vancouver Airport
Hotel as General Manager. Steve has spent the majority of his lifein Ottawa, Ontario where he
graduated from the University of Ottawa andimmediately entered the hospitality field working
with the Holiday Inn, Radisson and Marriott brands.

Wayne Duzita, Vice Chair

In his 45 year career, Wayne Duzita has held a variety of positions prior to joining Aeroterm
as Associate Vice President Western Region. Wayne is an active volunteer in the Richmond
community currently serving as Chair of the Richmond Christmas Fund, Board member of
the Richmond Olympic Oval, and Co-Chair for Trinity Western University Richmond Advisory
Council. Inthe past he was Chair of Canuck Place Children's Foundation, Co-Chair of the 2010
Richmond Olympic Oval Steering Advisory Committee and Chair of the YVR Business Forum.

Gary Collinge, Treasurer and Chair, Finance Committee

Currently the General Manager of the Hilton Vancouver Airport, Gary's experience includes
GeneralManager at the Hampton Inn & Suites and the Georgian Court Hotel in Vancouver.
Gary supported the bid for the Vancouver 2010 Olympic Winter Games and the Vancouver
Convention & Exhibition Centre expansion. He has served three terms as a Board member,
been the chair of the Vancouver Hotel Association, and served as a Director of the Business
Improvement Associationin Victoria and with the BC Hotel Association.

Russell Atkinson

Russellis the Marketing Manager at the Vancouver Airport Authority, responsible for managing
relationships with airline and tourism partners. Russell has over 14 years of experience in the
aviation and technology sectors. Prior to joining the airport, Russell spent the better part of

his career with the Oneworld Airline Alliance in arange of marketing, product strategy and
technology roles spread across Vancouver and New York. Russellis also a graduate of Simon
Fraser University's Beedie School of Business Executive MBA programme.

JoeErceg

Joeis the Deputy Chief Administrative Officer and the General Manager of Planning and
Development for the City of Richmond. Joe has 30 years of experience in City Planning and
has worked in both the private and public sectors. Joe has been responsible for the preparation
of many Area Plans, Strategies and the 2014 Official Community Plan. His current portfolio
includes Human Resources, Long Range Community Planning, Development Approvals/
Building Permits and Transportation Planning.

Kathryn Warren

Kathryn Warren has beenin the hotelindustry, both in Toronto and Vancouver, for over 23
years, andis an active contributor to the Richmond business community. She has served two
terms as President of Tourism Richmond and held the post of Chair of the Tourism Richmond
Marketing Committee. Kathrynis past Chair of the Richmond Hotel Association and served on
the Board of Directors for the Richmond Chamber of Commerce.
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board of directors

Cathryn Volkering Carlile

GeneralManager of Community Services with the City of Richmond. Her career path has
included responsibilities in the Parks and Recreation, Arts, Culture and Heritage, Economic
Development, Sustainability and the Environment, Sport Hosting, Social Planning,
Sponsorship/Fund Development, Tourism and Major Events. Cathryn was actively involved
in the development of the Richmond Olympic Oval, from the initial bid phase through to the
successful post-Games legacy conversion.

Michael Chiu

Michael Chiuis the President of Mar-Con Wire Belt Inc, and brings more than 30 years
experience in manufacturing industries. He has served as a founding member, Past President,
and Community Director of The Richmond Sunset Rotary Club and President of Volunteer
Richmond Information Services Society. Michael has also been the Director of The Richmond
Community Foundation, Director, Founding member of the Richmond Chinese Community
Society, and Director of Strathcona Employment Assistance Services.

AsphaJ. Dada

Asphamanages a diverse law practice and has extensive experiencein civil litigation; corporate
and commercial matters; real-estate development; and immigration law. He also litigates civil
mattersin the Supreme Court of British Columbia and the BC Court of Appeal. Asphasits onthe
board of Intercol Holdings Ltd. which was instrumental in successfully bringing the La Quinta
brandto Canada. La Quinta Inn Vancouver Airport located in Richmond, BCis the first La Quinta
outside the United States.

Eda Koot

Eda has built her hospitality career with Delta Hotels along with several years with Fairmont.
Transitioning the Delta Vancouver Airport Hotel to the independently operated Pacific
Gateway Hotel was anincredible experience that has her now even more committed to the
community and future of tourism in Richmond. Eda contributed to both Sun Peaks and Burnaby
as Director on their respective tourism boards and currently sits on the board of go2HR which
also supports our industry both locally and provincially.

Yannick Simovich

Yannick Simovic's currently holds the position of General Manager at the Vancouver Airport
Marriott Hotel, his most recent roles have included Director of Operations at the JW Marriott in
Las Vegas, Director of Operations and Director of Food & Beverage at the Sheraton Vancouver
Airport Hotel as well as several years at The Fairmont Hotel Vancouver. Yannick, whohas a
passion for food and wine, received his hospitality education in France and Switzerland.
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Visitors & General Inquiries:
info@tourismrichmond.com

Marketing:
marketing@tourismrichmond.co

Sales:
meetings@tourismrichmond.com

Communications/Media:
communications@tourismrichmond.com

Member Services:
membership@tourismrichmond.com

5811Cooney Road Richmord, 3C V6X 3M1
www.tourismrichmond.com 604.821.5474
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