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Preface

TheEastman Tourism Associati&taff &Board ofDirectorsare very pleased
to share our vision, missioguiding principlespriorities, and planned
strategies/activities for theext three years The20172020Strategic Plans
the result of thorough boardeview and discussiortbat took place irearly
2017for the purpose oestablishing a cleaunifiedsense opriorities and
direction.

A collaborative approach was taken within the planning pes; and it

priorities and valuego rise to the top.

It is our hope hat all stakeholderassociated witHEastman Tourism
Associationtake some time to review the Strategic Plan. The visiogsion,
guiding principlesnd priorities of theorganization wilbe considered within
all future plaming efforts associated witBastman Tourism Assation.

By directing multipleefforts of many peopletowardsthese prioities, together we will make the significantmpacts we seek.

Sincerely,

Staff & Board ofDirectors
Jenny Dupas (Executive Director), Konrad North (Chair), Martin 8&s&Chair), Lesley Gaudry (Secretary), Sean Michaels (Treasurer), Melissa
Groening, Doug Johnston, Melanie Parent, Llen&beiner and Alvin Klapprat
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Strategic Planning Process Overview

In January and March of 201the Eastman Tourism Associati®maff,Board of Directorand other key stakeholderonduced a strategic
planning process with consultation provided by Community Futures Winnipeg River (CFWR). A strategic plan is a livingulscltoersgtablish
the direction of an organization artd guide its activities and initiatives. Strategic plans typically havd g€ horizon and set the vision,
mission, and broad strategic goals for the organization. Through strategic planning you create a picture of the curcemhenyienvisionhe
future of the organization; identify issues, opportunities and priorities; and determvanesto make the vision a reality.

TheEastman Tourism AssociatiStaff andBoard of Directorsletermined the following planning outcomes to achieve through tinatsgic
planning process:

1 Todetermine if the existingnission, vision and mandate f&astman Tourism Associatiare still relevant today
1 To determine priorities, strategies and key activitiegocus on for the nexB years
1 To increaseinderstanding, communication and cooperation among members of the organization.

The strategic plan covethe timeframe ofApril 1, 2017 March 31, 202@&ndis overseerby the Staff &Board ofDirectors The following chart
outlines the key steps in th&trategic planning process and the corresponding timeframe for each step:

Timeframe Process Step

DLl EIZ0KEN ProcesgOutline ¢ An overview/guideline of the strategic planning pesswasdeveloped.

SERIEIWAEEVIE Strategic Planningessiorg The Boardnet on two occasiongo discuss existing conditionandto determinethe missionfuture

\EIRel 208200kl vision, values, prioritie®bjectives, strategies, and activities of the organization.

\EIeaB2l0kvd Documentationg Meeting notes and thédirst draft strategic planning document were developed by CFWR and provided to |
Board of Directors for review.
\ETGl e B20id Review and Adoptiorg The Board reviews the strategic plan. Other internal methods of review are determined and
implemerted. Plan is revised based on input and adopted by the Board following the final review.

NI EVAE Implementation ¢ The plan is communicated, ingmented, monitoredadjusted as required, evaluated, and celebrated.
March 31,2020

YEERVAEESE Annual Planning; The strategic plan is reviewed and considered within operational planning and budgeting processes of 1

organization each year.
SERIEIRAZ Strategic Planning Strategic planning process begins again with the Board to plan for thearax
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Planning Model

The followingplanning modeivasdeveloped to visually depict the various planning components
Planning Model Notes

1. The planning components are
shared among all board members
staff, and volunteers of the
organization.

2. The Board will review and
determine objectives and
strategies on a regular basis (see
Annual PlanTemplateincluded as

PURPOSE/ VISION GOALS/ ACTIONS a separate document)NOTE: The
MISSION PRIORITIES objectives and strategies within
the Strategic Plan were identified

in early 2017 Additional
objectives and strategies (related
to the priorities) identified should
be added to the Strategic Plan at
regular times (i.e. quarterly).

3. The Board will track progress
made towards the objectives and

strategies determined within this
Why the What is Where the Long-term Short-term Specific actions, Strategic Plan (segnnual Report
organization essential to | [organization priorities quantifiable responsibilities, Templateincluded as a separate
exists its success is going results timetables document).

4. Specific projects, strategies or
other initiatives an be planned
and tracked in more detail using
the Action Plan Templaténcluded

as a separate document.
THE STRATEGIC FOCUS THE STRATEGIC PLAN
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About Eastman Tourisni\ssociation

Mission Statemen{ Why we exist

Eastman Tourism strengthens the tourism industry by developing, marketing and building
capacity of regional assets and travel opportunities.

Vision Statemen{ What we desire for the future

Eastern Manitobas a premiere tourism destination where travelers are openly welcomed
and entrepreneurial spirits prosper.

Guiding Principle$ How we intend to go about our business

Adapted from Travel Manitoba

GCOLLABORATION

We believe in the power of teamwork amdl work in partnerships to maximize impact.
LEADERSHIP

2S gAff tSFIR AY RS@GSt2LAY3 YR YINJSGAYy3
providing support to maximize tourism potential.

ACCOUNTABILITY

We will deliver what is promised and vaitintinually strive to improve productivity and
overallefficiency.

SUSTAINABILITY

We will contribute to the economic, social, cultural and environmentatveatig of
Eastern Manitoba.
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Organizational Aims Key services we provide and functions we perform

1 Act as the central agency and collective voice as the official Regional Tourism Association in Eastern Manitoba.

Provide quality visitor information through a wide variety of regional marketing initiatives.

Provide support to local tourism operators, ages and events to enhance/develop knowledge, skills, and quality.

Assist with tourism product development by bringing additional resources, products, experiences, jobs and businessesemitmthe

= =4 A4 -2

Facilitate networking, collaborations, partnerships amgortunities within communities, related agencies, and operators that strengthen the
tourism industry.
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