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CONSUMER MARKETING
TRADITIONAL MARKETS VS. INVESTMENT MARKETS

Consumer Marketing
2009 Budget
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2010 Budget
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2009 Revised Forecast
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Performance metrics

2007 Actual 2008 Actual 2009 Plan 2009 Forecast 2010 Plan

Web Visits     2,809,733 3,210,414 3,188,000 3,595,664 4,135,013

Web Visitors    1,979,104 2,176,847 2,410,000 2,394,532 2,681,876
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MEMBER CARE

A vibrant and representative membership base is always a key indicator of Tourism Toronto’s success and relevance. In 2008, the 
association welcomed 190 new businesses to the membership. This contributed to a 6.5% annual increase (bolstered by a 91% rate 
of retention). Total membership is anticipated to grow another 4% with 90% retention by the end of this year. Activity levels (member 
participation) are high with 680 companies participating in Member Care events at the half way mark of 2009.

The annual survey (issued in January) reported 96% of members being satisfied with their membership benefits (an increase of 5 points) 
with 72% of people being fully/very/extremely satisfied. Adding stability to the membership, the members’ association loyalty was also 
substantiated with 93% stating positive intentions to renew in 2009.

The success realized in 2008 with our decision to hold fewer but larger events continues through 2009. Our May AGM attendance was 
500+ and resulted in a great exchange of association information as well as greater networking opportunities for those who attended.

The key message for 2009 is loud and clear: price vs. value is “the ringer” through which all association expenses are measured. Value 
must be perceived as exceeding the price associated with the services/benefits package. The formula for achieving return on a Tourism 
Toronto investment (a.k.a. realizing the desired value of a membership) 1) takes an active member 2) who has a product/service that has 
appeal and is marketed successfully and 3) both the member and the association must deliver quality service to their respective stakeholders.

As a result, in 2010 Member Care will continue to successfully engage its members through highly personalized servicing. As well, member 
activity (engagement/involvement) will continue to be a core mandate to support and measure loyalty. Our end goal continues to be 
perceived as a most valued resource for our members. 

Our core members are our strongest asset and their satisfaction remains top priority for the allocation of the bulk of resources in 2010. 
There will also be a renewed focus on leveraging member engagement to insure our most valued members are highly engaged and 
involved in the various opportunities. 

OBJECTIVES
Objective #1: To increase overall satisfaction with membership benefits by facilitating active engagement of/participation in our quality 
programming and business opportunities. 

Objective #2: To increase loyalty through heightened awareness about the relevance of the ultimate member benefit: Tourism Toronto’s 
member access to the visitor/business/convention markets and subsequent business opportunities.
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MEMBER CARE
BUDGET & INVESTMENT SUMMARY ($)

Performance metrics

2007 Actual 2008 Actual 2009 Plan 2009 Forecast 2010 Plan

Total Membership 1,181 1,263 1,375 1,300 1,370

Retention Rate 91.2% 91% 94% 90% 92%

New Member 
Acquisition 194 190 175 160 175

Member Web Site 
Page Visits 16,217 20,385 36,000 22,500 25,000

Member 
Satisfaction (from 

annual survey)
70% 70% 75% 72% 74%

Revenue $1,407,746 $1,386,511 $1,690,000 $1,581,000 $1,078,000

2007 Actual 2008 Actual 2009 Budget 2009 Revised 
Forecast 2010 Budget

Member Care  228,482  250,412  189,000  109,000  109,000 

 228,482  250,412  189,000  109,000  109,000
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FINANCE & ADMINISTRATION

Finance & Administration includes Human Resources (HR), Information Systems (IS) and Office Services. Finance is responsible for overall 
financial risk management and control. Finance works closely with Senior Management, Audit Committee and Board of Directors to 
maximize the most effective and ethical return-on-investment and value-for-money stewardship of the Association’s financial resources.

Objective #1: Continue to manage the Association’s assets and liabilities prudently and appropriately, in an environment of significant uncertainty.

Objective #2: Contine to preserve, protect and enhance the Association’s key internal financial controls.

Objective #3: Continue to ensure that all partnership agreements, contracts and other commitments are honoured.

In 2009, working closely with the GTHA and professional GST advisors, Finance won (i) recovery of $8.9M in double GST on all DMF since 
2004 and (ii) cancellation of the annual double-tax GST cost of approximately $1.3M – $1.5M per year on all 2009 and future DMF. Finance 
also completed a (iii) comprehensive and critical risk-management re-assessment and re-write of all HR policies and (iv) industry bench-marking of 
all employee benefits in 2009.

In 2010, depending on future revenue-funding commitments, Finance will (i) replace all obsolete and worn-out 2004–2005 computer 
equipment and (ii) critically re-evaluate the future effectiveness and upgrading of the 1999 accounting system with bench-marking of the 
Association’s internal financial controls to best practices.
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FINANCE & ADMINISTRATION
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2007 Actual 2008 Actual 2009 Budget 2009 Revised 
Forecast 2010 Budget Comments

Rent  888,424  727,186  678,000  678,000  684,000 Fixed costs for new Toronto office lease 
July 1, 2008

Professional Fees  470,809  313,571  190,000  150,000  110,000 Fixed costs for audit, tax, legal & HR 
advisory fees, etc.

Information 
Systems  460,678  507,953  468,000  315,000  303,000 Fixed costs for annual software licenses, 

service fees, access costs, etc.

Other  380,764  419,934  338,000  254,000  300,000 

Fixed costs for insurance, office 
maintenance, telephone, postage, 

courier, stationery & supplies, staff training 
& functions, transaction processing fees, 

accounting software upgrades & support, 
kitchen services, etc.

 2,200,675  1,968,644  1,674,000  1,397,000  1,397,000 

% Total 
Expenditures 8.9% 8.1% 6.7% 6.7% 6.5%

Amortization  199,702  302,840  176,000  363,000  475,000 

Fixed amortization for new computer 
equipment and existing leasehold 

improvements and furniture & fixtures 
over 3-5 years.

% Including 
Amortization 9.7% 9.3% 7.4% 8.2% 8.5%

Reserve 
Expenditures  –   – – 650,000 –

FINANCE & ADMINISTRATION
BUDGET & INVESTMENT SUMMARY ($)
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