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INTRODUCTION

In 2014, the Pender Harbour & District Chamber of Commerce commissioned a team of
graduate students from the Master of Management Program of the Sauder School of
Business, University of British Columbia, to develop an economic strategic plan for
the Pender Harbour area. This plan’s focus is on integrative marketing to better
attract and satisfy new residents and visitors as a way to improve future economic
growth.
The strategic plan recommends creating a cohesive brand image for Pender Harbour. It
identifies weaknesses in the economy related to branding, and then provides
recommendations to remedy some of those weaknesses. As the community transitions
from being highly dependent on natural resources to b e i n g a p r o v i d e r o f
other non-material goods, it is essential that it positions itself accordingly with strong
brand management.
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It is imperative that the community supports any new economic initiative. Without the
support of the community, such initiatives are sure to fail.
Many of the issues facing the community are readily identifiable: poor signage, a weak
presence online, undermarketing of attractions and deficiencies in tourist infrastructure
such as camp sites and trails. The study indicates why the community would benefit
from recognizing these weaknesses, and then s u g g e s t s ways to convert them into
strengths. Pender Harbour is rich in potential – and this report will identify what gives
Pender Harbour a strategic advantage over other tourist destinations. The branding
strategy should attempt to highlight the tranquil lifestyle residents and tourists currently
enjoy in Pender Harbour, and it should reflect the area’s unique heritage and culture.
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COMMUNITY PROFILE
Communities of the Pender Harbour area on the Sunshine Coast currently are facing
economic difficulty as they attempt to find new ways to sustain themselves and grow.
According to Statistics Canada (2011), Pender Harbour (Area A within the Sunshine
Coast Regional District) has a population of approximately 2800 people. Population is
not rising, as t h e i n d u s t r i a l e c o n o m i c b a s e i s e x p e r i e n c i n g a p r o l o n g e d
d o w n t u r n , a n d youth and w o r k e r s w i t h young families find it difficult to find
employment and support themselves. Like many other smaller rural communities,
Pender Harbour depends on robust volunteer involvement to run services that
residents cannot afford to fund full time.
The community was once highly reliant on its abundance of natural resources that
supported p r o d u c t i v e fishing and logging industries. However, these industries are
decidedly less lucrative than they have been in decades past. Logging has become
an industry decreasingly

dependent on labour, and increasingly dependent on

logistics and technology. Large logging corporations have migrated to central B.C.
where they find more attractive margins. With regard to fishing, the west coast of
British Columbia has suffered s y s t e m i c a l l y from recreational and commercial
overfishing. Although there are indications that the fishery is recovering from years of
imprudent quota policy, it remains a highly precarious industry. Construction is another
once-flourishing industry that has seen a recent downturn in Pender Harbour.
Despite the downturn in these key economic areas, several independent local
businesses remain strong and viable, including retail outlets, food service providers and
tourism operators. Pender Harbour is home to a major Canadian publishing house. A
number of well-established marinas service the boating public successfully.
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Location
Pender

Harbour

wonderful

has

holiday

always
location,

been
with

known

as

a

outstanding

recreational opportunities for visitors. The region is
exceptionally

beautiful,

and

the

many

natural

attractions in the region are now the main drivers of the
economy.

Pender Harbour’s transition from

being

dependent on resource-based industries like fisheries
and logging to producing non- market goods will be successful if it recognizes this
strength: it is a community that is positioned to attract newcomers because of its natural
environment and a vibrant community culture.
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Transportation
Pender Harbour is only two hours away from Vancouver while providing all the
tranquil isolation from city life tourists could ask for. However, in the summer, when the
Sunshine Coast attracts most of its tourists, there is a general perception that the
ferries are increasingly inconvenient. Many potential visitors in the Lower Mainland are
deterred by the notion of having to wait for potentially 1-2 hours for a ferry during
the Sunshine Coast’s peak tourist season. Travelers also perceive the coast to be
inconvenient in that the ferries limit their freedom to decide when and how they can
leave the Sunshine Coast. Being restricted by limited ferry times, tourists must be
sensitive and aware that they simply cannot return home whenever they might wish to
do so.
Because the Sunshine Coast is accessible o n l y b y ferry, air or private boat, it
unfairly shares an equal “inconvenience value” with Vancouver Island. When
choosing a destination, tourists consider costs in relation to inconvenience, and they
may perceive both

Vancouver Island and the Sunshine Coast to be equally

inconvenient. This is an important insight to consider as Pender Harbour aims to
differentiate itself in this regard. If Pender Harbour is viewed as analogous to
Vancouver Island, then it will fall short, with Vancouver Island offering greater essential
services and tourist infrastructure.
To compete effectively with Vancouver Island for the business of tourists, Pender
Harbour would do well to highlight the significant cost difference in travel. Currently
promotional materials for Sunshine Coast tourism make little reference to the fact
that ferry fees are only a one way cost, which should be a point of excellent
differentiation between the Sunshine Coast and Vancouver Island in the context of
attracting tourists.
Float planes make a significant contribution to the transportation resources of the area,
but their cost means they serve a niche market rather than the general visitor cohort.
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Current Situation
According to Statistics Canada (2006)
and the Housing Assessment (2012),
Pender Harbour is populated m a i n l y
by

seniors

housing

and

market

early
could

retirees. The
absorb

more

residents from this demographic. What
prevents a greater movement of seniors
into the area is the absence of essential
ancillary services.
In general, l i f e s t y l e options for older couples o r i n d i v i d u a l s moving to Pender
are

more

limited

than

those

offered

in

nearby

coastal

communities. Sechelt and Gibsons provide significantly more plentiful services for
people in their senior years. The hospital closest to Pender Harbour is approximately
30 minutes away from the village centre, while many residences are much further
away because of the widespread settlement pattern of the community. Compared to
other communities on the coast, Pender Harbour has fewer restaurants and general
services. The addition of such amenities would go a long way to attract not only
seniors but also younger people.
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SWOT ASSESSMENT
We have used a SWOT analysis to better grasp Pender Harbour’s strengths,
weaknesses, opportunities and threats (SWOT).

Strengths
This section discusses the strengths that Pender Harbour can use to attract visitors, new
residents and businesses:
•

Community Involvement: The high level of community involvement in shared
activities, traditions and events is a major attraction for residents and plays a key
role in attracting and retaining businesses.

•

Relaxed Lifestyle: There is immense value in leveraging Pender Harbour as a
destination of relaxation and solace.

The region is cost- efficient and

convenient in comparison with other tourist locations accessible from the Lower
Mainland.
•

Geography and Natural Beauty: Pender Harbour has unmatched aesthetic
appeal.

It is the gateway to two world- class e n v i r o n m e n t a l attractions:

Princess Louisa Inlet and the Skookumchuck Narrows.
•

Real Estate: Pender Harbour has highly attractive real estate prices in
comparison with many locations on Vancouver Island and the Lower Mainland.

Weaknesses
These following weaknesses indicate areas that require repositioning or strengthening.
It is of great importance that action is taken to address these disadvantages. If left
unremediated, they will block development in Pender Harbour.
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Under-Marketed Tourist Attractions: Compared with other communities along the
Sunshine Coast, Pender Harbour
destination. We believe a n

enjoys relatively little recognition as

absence

of

co-ordinated

a tourist

marketing

contributes to the following issues:
1. Pender Harbour has not identified itself effectively as having something
different t o o f f e r f r o m w h a t v i s i t o r s e x p e r i e n c e i n other
communities on the sunshine coast.
2. The target audience for tourism promotion is not clearly defined.
3. There is a lack of efficient distribution channels for tourism promotions.
The community website is outdated and doesn’t have enough information
for potential tourists. There is some advertising in radio, newspapers,
and magazines, and some promotional materials available on the
ferries, but there is little on the Internet.
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•

Political Uncertainties: There is divisiveness in the community over the
prospect of incorporation. Nearly half of the residents we spoke with in Pender
Harbour were for incorporation, while the remainder were vehemently against it.
While incorporating may be a good first step in consolidating an identity for
Pender Harbour, we believe it is outside of the scope of this report to speculate
as to the merits of it.

•

Poor Infrastructure: There are few services and recreational opportunities
aimed at youth. There are not as many essential services in Pender H a r b o u r
a s t h e r e a r e i n G i b s o n s and Sechelt. There are fewer pubs and
restaurants than in other coastal communities.

•

Limited Market Size: Pender Harbour has a small population, and the
population is not growing. V i s i t o r t r a f f i c t e n d s t o b e s e a s o n a l
s o businesses often disproportionately depend on community patronage in the
winter months when many residents are away from the harbour.

•

Lack of Additional Health Care Service: The closest hospital to Pender
Harbour is 30 minutes away from the village centre. This is certainly a
deterrence factor for many demographics, but particularly seniors (UNBC et al.,
2005).

•

Lack o f Diversification in Local Industry: The once- thriving industries of
fishing and logging are declining in importance, a trend causing changes in the
community’s e c o n o m i c s t r u c t u r e a n d identity.
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Opportunities
The following opportunities shape the direction of the business development
strategy proposed for Pender Harbour.
•

Potential for Tourism Development: The natural environment of Pender
Harbour is unmatched, even by the standards of Vancouver Island and other
areas

of

the

coast such as Whistler. Princess

Louisa

Inlet

and

the

Skookumchuck Narrows, for example, are world-class attractions.
•

Potential Business Investment: Pender Harbour would do well to market itself
as a suitable location f o r businesses that do not rely h e a v i l y

on

proximity to the Lower Mainland. It would be extremely valuable to showcase
individuals who currently run successful small businesses in Pender Harbour,
individuals who enjoy both profitability and a relaxed lifestyle.
•

Cooperation: Pender Harbour needs to capitalize on opportunities that exist to
co-ordinate with other communities on the Sunshine Coast in areas such as
economic infrastructure development, school development and planning policy.

Threats
These are the external factors that may bring challenges to business development.
•

Infrastructure: High costs and time lags in the development of new
e c o n o m i c i n f r a s t r u c t u r e are huge barriers in attracting people to
work and invest in Pender Harbour. The existing infrastructure does not
provide enough support for substantial growth in the residential population or
businesses.

•

Potential Impact of Local Industry: If new local industries w e r e t o b e
d e v e l o p e d , t h e y c o u l d c r e a t e potential threats to the environment, the
integrity of native cultural sites and future sustainability of the community. The
natural
depend.

environment is an asset upon which long-term development can

Sustainable

development

will

attach

limits

to production and

consumption so that the choices of the next generation are not impaired. If
industries over- harvest or over-pollute, they erode Pender Harbour’s future
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economic opportunities. Sustainable development can also include making
the best economic use of local cultural resources, community heritage, the arts
and indigenous crafts and skills, all of which contribute to the quality of life
gained from social and cultural diversity.

SWOT Summary
Pender Harbour is a community with great potential for future development. Pender
Harbour could market itself energetically as a tourist destination that offers a peaceful
experience where residents and visitors can connect with the beautiful natural
environment. If Pender Harbour builds on its strengths, it could be sustained as a
vibrant and thriving community, where a wide range of employment and business
opportunities attract both local talents and new investors.
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OBJECTIVES, STRATEGIES AND RECOMMENDATIONS FOR
REBRANDING
Objectives
Our research and on-site visits led us to believe that tourism is the industry with the
greatest immediate potential for improving the economic climate of Pender Harbour. A
key goal of a new economic strategy for Pender Harbour should be to integrate the
economic, political, cultural, intellectual and environmental benefits of tourism t o
provide a foundation for improved community prosperity. By attracting more
visitors, the community can encourage new businesses and more new
residents. We suggest beginning this process through rebranding the community in
three stages: restructuring online presence, exploring new attractions and building
relationships with others.
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REBRANDING
Pender Harbour’s ability to attract tourists is reduced by the absence of a brand. At the
moment, there is no single image that can be printed indelibly into a tourist’s mind as
an identifying vision of the community and region. Other tourist centres benefit from
such iconic images. Banff, for example, is synonymous with the image of placid
crystal-clear Lake Louise refracting white-capped mountains amid dense forest. Banff
has leveraged this image of Lake Louise to tourists and has become a famous
tourist destination because of it. Pender Harbour may not have a single image that
can encompass all of its identity, but it certainly can leverage, i n

similar

fashion, views of natural attractions such as the peaceful
m a r i n a s o f t h e h a r b o u r , the tidal rush at Skookumchuck Narrows and the
waterfalls of Princess Louisa Inlet.
It would be highly beneficial for community members to collaborate in creating an allinclusive image of Pender Harbour that can be used for signage and advertising.
Some of the themes we think may be useful to attract tourists would be:
•

Integrating p r i m e r e g i o n a l a t t r a c t i o n s s u c h a s Princess Louisa Inlet
and Skookumchuck Narrows into the story and identity of Pender Harbour

•

Emphasizing the peaceful isolation of the community along with its convenient
situation only two hours from Vancouver

•

Highlighting the uniqueness of having beach, ocean, and world- class
e n v i r o n m e n t a l attractions all within close proximity to each other

•

Respecting the heritage of fishing and logging that
identity of Pender Harbour

created the unique
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A focus on these core competences would improve the brand and identity of Pender
Harbour. These are characteristics that we believe can be best leveraged to tourists,
and we are sure that members of the Chamber of Commerce and members of the
community at large will have more to contribute on this front.
Given that the budget for brand development will be limited, we suggest that the
Chamber of Commerce may be able to accomplish a rebranding project at relatively low
cost if it employs new technology. Some innovative businesses provide cost-effective
logo and brand design (an example i s Hire the World). This company takes the values
and criteria that a client wants in a design, and t h e n

u s e s an online crowd-

sourcing method that allows for thousands of designers to create logos that are
emblematic of those values. This crowd-sourcing business model lets the company
price logos at much lower rates than are common from traditional brand design firms.

Signage Strategy
Signage is important for a community looking to attract and satisfy tourists. We found,
from our onsite visit, that it was very disorienting driving around Pender Harbour in
that it is geographically very fragmented. Perhaps more than most regions, Pender
Harbour is in need of clear and methodical signage. Unfortunately, signage is also
very expensive.
A small town in Ontario similar in size and some other characteristics to Pender Harbour
recently hired a firm called Form: Media to unroll a comprehensive signage strategy for
the community. The town is called Middlesex, with a population of around 7000.
Middlesex approached several firms that offer creative design and signage

UBC MM Community Business Project | 21

placement strategy. Several firms bid on the contract to create,
design, and consult with the community as to how Middlesex
could maximize the value of a wide array of signage. The
community’s goals in the signage rollout were as follows:
1. To

provide

a

clear,

methodical

sequence

of

identification and tourism- based directional signage for
visitors and residents.
2. Through

visually

messaging,

to

intuitive

designs

ensure

guidance

and

consistent

between

and

throughout the County.
3. To define a route through the County that would bring several small tourism
venues together to create a larger tourism package, resulting in tourists
staying longer and spending more.
4. To provide local tourism-based businesses with a quality pay-to-play option for
signage that is inclusive and complements both the needs of the business owner
and the County (Form:Media, 2008).

The signage strategy adopted by Middlesex offers valuable insights for Pender
Harbour.
Form: Media also provided Middlesex with a signage hierarchy, which delineates the
different categories of signs that should be utilized for different areas (See Appendix F –
Signal Summary). This is a valuable hierarchy for Pender Harbour in that the harbor is
such a diverse and spread- out community. Highlighting areas of marked importance
c e r t a i n l y would valuable.
We suggest that Pender Harbour could attract private firms to provide signage
consultation by using the method adopted by Middlesex. We suggest contacting Form:
Media, Y-Factors and Plan ByDesign, all firms that specialize in signage creation
and strategy.
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Form:Media
http://www.formmedia.ca/
47 Fraser Avenue
Toronto,

Ontario

M6K 1Y7

Y-Factor

Plan ByDesign

http://www.yfactor.com/Public/Home.aspx

http://www.plandesign.ca/

202-133 Richmond St. W.

Orillia Office: 8 Peter Street

Toronto, ON M5H 2L3

South, Suite 202, Orillia,

Canada

ON, L3V 5A9

Phone: 416-977-9724

Phone: (705) 325-0068

Phone: 289 807 0131

Online Presence
The

current

dominant

Pender

Harbour

website,

Pender

(penderharbour.org), is unintuitive, and it does not reflect

Harbour

Online

a d e q u a t e l y the

region’s core competence – natural attractions. It makes little reference to r e g i o n a l
attractions, s u c h a s S k o o k u m c h u c k N a r r o w s o r P r i n c e s s L o u i s a I n l e t .
Because of the importance of an area’s online presence for tourism development, we
conducted a detailed assessment of the effectiveness of the existing promotional
tools in use in the community.

Successful Website Examples
It is useful to look for the sake of comparison at the websites of communities that have
been very successful at leveraging natural attractions for tourism promotion. We
suggest that Pender Harbour could examine the homepages of the following websites:
Town of Banff Official Website, The Official Tourism Tofino Website and the Official
Travel Site of Finland.
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I.

The Official Website for the Town of Banff, Alberta

Instead of focusing on verbal content, the Town of Banff official website is highly
picturesque. The website is very simple. There are only 5 tabs of information, and a
user can navigate through them easily. The Town of Banff website presents the visual
beauty o f

the

community

before burdening the audience with detailed

information. Spenner and Freeman (2012) illustrate that consumers respond and will
remain active on a website if they are not overly distracted by content. They
suggest that marketers should keep information simple in order to keep their
customers.
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II.

The Official Tourism Tofino Website

The Official Tourism Tofino website is similar in style to the Town of Banff website.
This website also utilizes large engaging images before trying to convey detailed
content to consumers. Like the Town of Banff website, Tofino’s has only 5 tabs, and
this simplicity helps a user navigate the website easily. The eye of the consumer is
drawn to the beauty and energy contained in the picture before he or she is engaged
with an offering of content.
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III.

The Official Travel Site of Finland

The Official Travel Site of Finland is alluring to potential tourists. It is very simple,
intuitive, and highly aesthetic. Finland is ahead of the curve in the way it has increased
the simplicity of its website as to reduce any verbal noise that distracts users. While
users browse the website, they are constantly exposed to beautiful pictures, like this
one. Finland’s website demonstrates the benefits identified by extensive marketing
research that suggests firms reduce the content and enhance visual engagement
(Spenner and Freeman, 2012).
Summary
An official Pender Harbour website should utilize images of the region’s natural beauty
as these three destinations have done with their environmental resources. Pender
Harbour has a wealth of breath- taking images that could provide the same level of
interest that these three locations offer.
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Re-Branding: Recommendations for Using Media Resources Effectively

Highlight Successful Business Owners: A rebranded website could be used to
attract potential small businesses that are not reliant on being located in Vancouver. It
would be effective to showcase individuals who currently reside in the community and
are still able to participate in the larger economy of the south coast and beyond. To
inspire potential working residents and entrepreneurs who would like to enjoy the
lifestyle of a place like Pender, it would be valuable to present stories of individuals
who are already achieving a satisfying work-life balance. Currently, prospective
residents do not have access to a point of reference that they can use to better
understand what work-life balance would be like in Pender Harbour. An example of a
website that utilizes this technique of showcasing individuals is the site of the Sauder
School of Business at the University of British Columbia. On this website, students blog
and write about the challenges and benefits of being a student at UBC.
Time Lapse Photography: A valuable way s e v e r a l communities have been
highlighting their natural wonders o n t h e w e b has been to post images that use
time lapse technology. Time lapse is virtually the opposite of slow motion, in that
natural developments, like the blossoming of a flower, which could take two hours to
watch in one visualization, can be condensed into images of two seconds. Time lapse
photography would be a tremendous way to showcase the Skookumchuk in that it
could reflect the dynamism of the wonder in less than a minute. This technique has
been

utilized

by

National

Geographic

in

an

exemplary

video:

(https://www.youtube.com/watch?v=9d8wWcJLnFI).
Two firms locally situated in the lower mainland that provide time lapse photography for
web publication are:
Contact@TimeLapseHD.ca
www.Timelapsedigital.com – 604-644-3359
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EXPLORING NEW ATTRACTIONS
Sustainable Infrastructure: Through the Eyes of Tourism
Pender Harbour is distinguished by its natural
beauty, its peaceful isolation and its vibrant and
unique community culture. Its natural beauty is
fundamental to its potential success as a tourist
destination.

However,

it

goes

without saying

that these qualities do not encompass all of
that which a tourist destination needs to thrive. It
must have facilities that appeal to and
satisfy tourists (Cooper, 2012). A lack of ancillary services seriously detracts from a
destination’s attractiveness to tourists. The Pender Harbor community would benefit
from providing more tourist infrastructure that would augment t h e

visitor

e x p e r i e n c e o f its natural beauty.

Trails and Hiking Opportunities
Trail and community walkways are essential investments for rural communities.
According to Venegas E. (2009), although the trails are small income generators
compared to manufacturing, health services, and other large sectors of the local
economy, their impacts are concentrated in communities dependent on trail activity, and
spread to other businesses in population centers and commercial hubs of the region.
There is a significant amount of evidence to support the economic value in rural
communities creating scenic trails. A report prepared by the Minnesota Department of
Employment and Economic development delineated just how valuable trails and hiking
opportunities can be for local economies (Venegas, 2009).
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If we can extrapolate this data from Minnesota recreation seekers, we can build some
compelling evidence to support trail building in Pender Harbour. In every region within
the state, walking and hiking markedly surpassed other forms of outdoor activities
like bicycling, running, etc. Further, we note that walkers or hikers represented a
disproportionate number of persons who were willing to spend money in the area in
which they were hiking and walking.

(Economic Impact of Trail Use, Venegas 2009)

The study validates the importance of trails for a community like Pender Harbour.
Having a variety of well-maintained trails would help to differentiate PH from other
destinations on the Sunshine Coast, in that Pender Harbour can offer distinct isolation
from city life as well as a wealth of outdoor activities like exploring trails.
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The study also identified that there are numerous indirect economic benefits to building
trails. 20% of the revenue accrued from “walking/hiking” was generated by out-of-state
tourists. These tourists were surveyed, a n d t h e y r e p o r t e d t h e y h a d been
visiting the region in large part because of trail and hiking opportunities, above
other activities in which they were engaging on their visit. Moreover, non-metropolitan
areas were visited far more frequently than
metropolitan areas.
Communities active in creating and maintaining
trails also do well in attracting permanent
landowners. According to the United States
National Association of Home Buyers, “Trails are
the No. 1 amenity potential homeowners cite
when asked what they would like to see in a new community, ahead of public parks and
outdoor pools (Melekian, 2006)”.
The graph shows the average trip expenditures by walkers and hikers in Minnesota. It
is apparent that a significant portion of the funds indirectly accrued by trail uses was
related to “lodging, including camping.”

Campgrounds and Alternatives Facilities
Pender Harbour has limited options for short-term tourists hop ing to stay overnight
for low cost. Providing cheaper accommodations like campgrounds for tourists would
provide huge value for Pender Harbour as they attract an additional demographic that
tends to be younger, more vigourous and more likely to publish favourable reviews of a
good visit on social media. Vancouver Coast and Mountains Organization (2014)
published a regional report for coastal communities, in which they presented the
following graph that illustrates what communities should prioritize to align their services
with the demands of tourists. The graph uses a numerical hierarchy, indicating the
reason why the tourist came to the coast (1 being most important, 5 being least), and
then indicates where that tourist came from.
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We created the colour legend to identify what we believe Pender Harbour should
prioritize as it looks to develop more tourist infrastructure. As we have already
discussed, providing trails that help to showcase the natural beauty of the region is
paramount. Secondly, as illustrated by the graph, “national, provincial, or nature parks”
are extremely important for non-BC tourists. Integrating regional destinations like
Princess Louisa Inlet and Skookumchuck Narrows into the brand and identity of
Pender Harbour will be extremely valuable in attracting out-of-province travelers.
To support our recommendation to create more campgrounds, we have evaluated
some data based on American rural tourists published by The US Travel Industry
Association (2013). They identified that more than half (55%) of travelers to rural
locales travel with their spouses; 33%travel with children. 6% of rural travelers go with
their parents; 17% travel with other family members. Some travel with friends (11%)
or as part of a group tour (3%). Another 11% travel alone. These statistics are
important to keep in mind as we remind ourselves of who Pender Harbour’s target
audience is. Families and couples are the largest demographic groups that travel to
areas like Pender Harbour.
44% of those rural tourists visited a lake, beach, or river, 32% of those tourists fished,
hunted, or boated while they visited, and 21% of them camped. Moreover, this study
was not limited to rural areas in which the core competence was natural attractions. It
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is likely that these percentages would be higher for rural destination seekers who look for
rural towns to enjoy their solitude and natural beauty.
Having more campgrounds introduced to Pender Harbour would go a long way in
attracting rural destination seekers who want to see the Skookumchuck or Princess
Louisa Inlet, but want to do so cost-effectively.
In addition, we suggest that Pender Harbour should improve facilities for boaters. Our
on-site interview results indicate that most of the newer community members
discovered Pender Harbour just by chance and then fell in love with the community. For
this reason, it would be useful to have signage near to the shore at the harbor
entrance that would indicate the presence and direction of the village centre of Pender
Harbour. This would be effective in directing boaters and sailors to Pender Harbour and
w o u l d generate some increase in short-time tourism.
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CONCLUSION
The objective of this report is to provide ways that Pender Harbour could better position
and market itself to strengthen its tourist industry, support business growth and increase
its resident population. Although the community and lifestyle opportunities in Pender
are unparalleled in our province, we believe that Pender Harbour simply doesn’t do
enough to promote itself. The Chamber’s independent voice for the business
community would be greatly augmented if the town could consolidate a brand and
identity. With these implementations, Pender Harbour can preserve its heritage while
also making the community a better place to live, work, and visit.
It is encouraging that many of the improvements Pender Harbour needs are relatively
low cost, as it has the fundamental tools to be a thriving tourist destination. Improving
trails and walkways, highlighting the opportunities for recreation at beaches and lakes,
making clear the cost and convenience of travelling to Pender Harbour as compared
with

other tourist

regions, and

integrating Pender’s

regional

world- class

attractions into its identity and brand are but a few ameliorations Pender Harbour can
utilize for immense value. These recommendations are also timely in that other regions
on the coast are currently underequipped to attract tourists. The sooner Pender
Harbour can create and build a brand, the sooner more lucrative returns will be
realized from the tourism industry.
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APPENDICES
Appendix A – Marketing Research

Online Regional Business Survey
In February 2014, our team conducted an online regional business survey to identify the
types and status of current businesses in Pender Harbour. This survey is categorized in
three sections: business development, business status and business owner profile.

Business Development
In this section, we aim to understand the effects of various e l e m e n t s o f
transportation infrastructure, including water, road and air. W e a l s o e x a m i n e
the

reported

effects

of

taxation and government services on local

business within the community. The survey result shows that 46% of respondents
generally agree that the quality of the region’s water and road transportation is
beneficial to their business, while most indicated little impact from air transport.
However, this result contradicts with the result of interviews. Most of Interviewees
mentioned that the BC Ferries schedule limited their access to Downtown Vancouver
and had a negative impact on business.
The result indicates that Pender Harbour is a supportive community. The community
welcomes new business owners who can integrate into the regional business
community. Respondents also strongly agree that regional residents participate in
supportive c o m m u n i t y organizations. In response to a question of whether utilities
costs (e.g. electricity, gas, phone and internet) are reasonable in Pender Harbour,
answers were widely

distributed. On taxation and government services, 47% o f

respondents generally agree that business taxes and real estate costs are favorable
to their business. They also tended to agree that local government aids in
promoting business development.
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Business Status
Pender Harbour is a small community with a
major focus in the general retail, tourism and
medical service industry. Surprisingly, fishing is
no longer the key industry of Pender Harbour.
Only one out of every 19 respondents was from
the fishing industry. The other i n d u s t r i e s o f r e s p o n d e n t s include business
services, consulting, construction, marketing, the arts & gallery operation. The
responses also show that most of the companies in Pender Harbour are small-scale
personally-owned businesses. 76% of the companies have fewer than 5 employees.
Surprisingly, less than 10% of company sales are to customers within the region,
meaning that over 80% of the company sales are targeted to customers outside of the
region.

Business owners in Pender Harbour commit to long-term business. 72% of the
business owners state that business in Pender Harbour is their only source of income.
58% of the businesses reported gross revenues below $1,000,000 (24% in the range
of $100,000-$500,000 & 24% in t h e r a n g e o f $500,000-$999,000). In terms of
previous year’s gross revenue, 44% of companies estimated average annual revenue
growth during the past three years to be around 0-3%; none estimated growth to be
more than 10%.
When we asked business owners about their business planning for the next 5 years,
they were in general not very optimistic about the future. 65% expected to maintain the
current level while 35% think that they will be below the current level. 53% think that
business will be profitable, w h i l e

35% expect to break even. 56% of the

respondents don’t wish to expand their business and 50% do not plan to expand their
business in the next 5 years. 56% of respondents see themselves in the same
business in the next 5 years.
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Business Owner Profile
We found that 89% of respondents were full-time residents of Pender Harbour and half
of them s a i d

they

h a d lived in the community for more than 10 years. The

majority of them planned to live in Pender Harbour for the next 5 years. The average
age of respondents was 55 years.

Interviews

with

Local

Business

Owners

Demographics
The population of Pender Harbour consists mainly of individuals aged above 50. While
during the winter there are nearly 2,500 people in Pender Harbour, this number grows
to around 10,000 during the summer. There are two main groups of residents in
Pender Harbour: recreational buyers and people who are retiring early. Recreational
buyers are part-time residents who reside for only two to six months, and their stays
in Pender Harbour are seasonal (mainly in summer).

Industries
The five major businesses in Pender Harbour are: tourism, publishing, construction,
retail and healthcare.

Tourism: Pender Harbour is in a prime geographic location with mild weather and an
attractive environment. This makes it a great place for outdoor activities such as
sailing,

fishing

and kayaking. It is located near Princess Louisa Inlet and

Skookumchuck Narrows, two destinations that attract tourists from all over the world .
•

Recommendation: Market Pender Harbour as a weekend vacation destination with
access to a great variety of nearby natural attractions and recreational opportunities.

UBC MM Community Business Project | 36

Construction: Since 1996 there has been steady and continual growth in this industry
although it is experiencing a slow period currently. One long-established company is the
market leader with over 50% of market share. This company is diversified with
many income streams, including residential development, road construction and dock
building. Another successful company specializes in marine maintenance services in
conjunction with marine construction. Other small independent contractors provide
residential construction services.
•

Recommendation: Maintain status quo and allow the private sector to drive this
industry.

Publishing: Harbour Publishing a n d

Douglas

and

McIntyre

Ltd.

are

m a j o r Canadian publishing houses headquartered in Pender Harbour. The publishing
industry has been sustainable in Pender Harbour because of its capital-intensive
nature and its ability to employ a workforce combining resident and contract workers.
•

Recommendation: Encourage industries like publishing and web development that
allow employees to work from home.

Retail: Marketplace IGA has been the largest retailer in Pender Harbour since
2006. They report they have established this market leadership position in part
through maintaining a strong relationship with the other bu s ines se s in th e a rea.
Their market position gives them a strong bargaining position with their suppliers.
They are also responsive to the market with various communication and tactical
campaigns.
•

Recommendation: S u p p o r t t h e r e t a i l s e c t o r b y increasing tourists’
length of stay a n d by providing additional hotel accommodations.
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Healthcare: The pharmacy and medical centre are successful in Pender Harbour
because of a population distribution dominated by baby boomers who create a
steady and sustainable stream of business. There are no major competitors serving
this market.
Recommendation: Expand the customer base for healthcare servive providers by
marketing Pender Harbour as a retirement community as well as a holiday
destination.
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Market Research Summary
Results from our survey and o n - s i t e interviews s h o w that local residents highly
value their quality of life in Pender Harbour, and they mostly agree that the
peaceful natural environment and supportive community in Pender Harbour are its
greatest assets. Pender Harbour i s n o t d e p e n d e n t o n a n y one particular
industry to sustain it. In terms of business growth potential, we conclude that tourism is
the industry with the most potential for general economic benefit to Pender Harbour in
the current economic climate. We also conclude that the best immediate strategy to
promote economic growth in the area is a community-wide effort to rebrand Pender
Harbour with an effective key image and to construct a user-friendly and strong presence
for the area on the web, in social media and in more traditional promotional modes such
as print and broadcast media.
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Appendix B - Competitive Advantages in comparison with Similar Communities

Why do people
go there?
Sechelt · Davis

Bay

Project,

Fibre

How do they promote
the community?

How good is the
website?

Wharf · Float Plane dock - “the · Rotating pictures of
Optic heart

the

lower community’s

Network, N e w Waste Sunshine Coast”

development

Water Facility
· Strategic
Development Plan

of

· Visitor Centre (on site

· News update and

and online)

calendar showing the

· Promotion video on

· Sustainability and

current

YouTube

community’s activities
· Clear instruction, easy

innovation

to navigate: “I would like
to…how do I find…”

Gibsons · Convenient

public

transportation (close to
Langdale

Ferry

Terminal)

· "The Gateway to the

· News

Sunshine Coast".

calendar for community

· International Awards for

update

and

activities

Livable Communities

· Filming site

· Community Logo

· Community plan and
strategy
Powell

· Employment

River

opportunity:
posted online

· “Pearl

of

the

Jobs Sunshine Coast”
· Tourism Powell River: a

· Calendar
events
updates

and

for
news
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· Focus

on

website

showing

Sustainability (protect

attractions and info for

and

tourists

quality

enhance
of

life

the
for

domestic, farm and
wild animals in B.C.)

· Community Logo
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Appendix C - Assessment of Effectiveness of Local Business Promotion Tools

There are 5 types of official promotion tools for the community – The Official Pender
Harbour Online website, Pender Harbour & District Chamber of Commerce Website
Pender Harbour Message Board/ Forum, The Pender Harbour Online Facebook Page
and the Pender Harbour Flickr Photo Album. We analyze the strengths and
weaknesses of each tool and provide a sample template for promotion tools for
potential future use.
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We start our research by entering the words “Pender Harbour” on a Google Search
Engine, assuming that is the usual first step for visitors wanting to explore the
community. The Official Pender Harbour Online Website appears to be the first result
of the search (See Figure1 Google Search on “Pender Harbour”), followed by the
Pender Harbour & District Chamber of Commerce and various recreational resorts.
According to a study conducted by an online advertising company, the first result
of Google Search receives approximately 33% of all clicks from users, which has
15% more clicks than the second result (Chitika, 2013). The official Pender Harbour
website has a crucial advantage over the other websites because of its first
position. For that reason, our report mainly focuses on the effectiveness of this
website.

The Official Pender Harbour Online Webpage
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Chitika (2013) also stresses that in today’s world of short attention spans there is a
need for immediate results to appear on page 1 of search results. The study shows
that traffic drops significantly from page one ( 91.5%) to page two ( 4.8%). It is
extremely i m p o r t a n t for the website to capture visitors’ attention immediately on
the first page. The first page of the P e n d e r

Harbour

website does not

capture visitors’ attention as effectively as it could.

Strength

Weakness

•

Informative

•

Community

•
Focus

&

Business •

Focus
•

•

Additional Links for local news,
road

and

water

transportation

information
•

Too much information on the first page
LacksTourist Focus
No photo

of Pender Harbour; Cannot

capture audience’s immediate attention
•

Not user-friendly (Hard to find relevant
information)

Detailed information about local
businesses (name, phone number

•

Unnecessary Site Navigation Bar (A Userfriendly website should be self-exploratory)

and address)
•

Detailed

Event

outline

on

the

•

A lot of information on local business but
with no ranking or descriptions –unhelpful

calendar page

for tourists
•

Confusing layout - Events information
does not pop up until user clicks on the
month

•

One page of “About us” should be sufficient
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Because this website offers a lot of detailed information on various subjects, it
seems disorganized and difficult to navigate. The layout of the website does not look
professional and creates a poor first impression of Pender Harbour.
The target audience of the website must be clear. The target audience of this website
seems to be mainly the local resident looking for a business directory; the website does
not seem to be aimed at tourists and visitors. Because it is extremely important for the
first page to capture attention, this website should feature a tourist focus on the first
page. It can create a f o c u s f o r business owners and residents on the other
pages.

There are many excellent photos in t h e P e n d e r H a r b o u r Flickr account. The
images from this website should be downloaded and all the photos posted on the
official website instead of providing a link on the right hand corner. In addition, the
website can invite visitors to post their travel photos to share their experiences in
Pender Harbour. This tactic will showcase Pender Harbour from a tourist perspective
and also make the website lively and fun in a way that does not demand constant
updating by the manager.

Advance Promotion Tools
We consider other social media platforms such as Facebook, Twitter and Instagram as
advanced promotion tools because these will be effective only after there has been
an increase created in the general awareness of Pender Harbour. The Pender Harbour
Online Facebook Page is an easily-managed tool to promote seasonal events such
as the annual Jazz Festival or promotional discounts from BC Ferries or local hotels
to attract young audiences for a short getaway. The Chamber of Commerce can
advertise the community with similar items on other social media platforms. However,
we do not encourage maintaining the Pender Harbour Message Board due to the low
traffic and activities. We suggest removing it from the official promotional tools
because an inactive board and forum shows inefficiency and unprofessionalism.
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Appendix D - Assessment of Effect of Zoning on Business Development

Zoning is a powerful tool for encouraging and managing the development of a
specific area or city. The first step is the planification of those areas that will be
developed. In this stage, it is important to plan the sustainable development of all
the public structures that are needed to support an increase in the population.

If the community would like to use zoning as a method to implement and help the
development, this u s e o f z o n i n g c a n b a c k f i r e and damage the development of
the community. By defining specific areas in which businesses are allowed to operate,
a zoning plan can create obstacles for residents who would be willing to start a
commercial business or home business. In some cases, citizens have found zoning
has prevented them from starting a business that would have contributed to the
economic development of the community.

Variances or conditional-use permits give specific privileges to operate a business on a
land not zoned for that purpose. These permissions come normally with a cost to cover
administration and legal fees. It is possible to facilitate these permissions by
keeping the fees low and developing an easier and quicker administrative process.

While considering a zoning plan, it is important to keep a big picture of the entire area,
and consider the appropriate space available for each type of development. Streets,
schools, recreational areas and utility systems must be adequate to sustain the
projected development. In fact, it is impossible to even consider zoning a development
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of an area without having first carefully considered the needed infrastructure and public
services.

Zoning plans can also contain dimensional requirements, such as lot size, height, and
building coverage limits. Zoning ordinances have become more complex and tend to
generate a host of other regulations – these can include, for example, regulations
on parking, loading, storage, lighting, noise, and landscaping.

It is suggested that zoning in area A should be done with soft and elastic definitions, in
order to prepare smaller communities more quickly for strong development. For smaller
communities, zoning should not be used as a method to delimit business areas in
order to keep them confined and far from residential areas, but rather as a plan to
encourage the establishment of new businesses and declare a public intention of
devoting specific areas for new businesses or new residential houses.
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Appendix E - Assessment of Official Community Plan

The Official Community Plan is an essential document to consider as we look at Pender
Harbour’s emergent needs and plans for revitalization. With its structure, the
Community Plan gives directives and general order to all the categories for social
community development in respect of specific areas, and defines certain aspects of the
orientation of the community.
Positive
The Community Plan’s philosophy is the core of the entire document. This plan states
the intention to protect property values while creating economic opportunities. This
community plan is the mirror and the first ambassador of the Pender community. By
giving directives about development, public safety and respect for the natural
environment, the Community Plan is a n expression of the Pender Harbour branding
and positioning statement. This is how other communities and people will see Pender
Harbour. In fact, it clarifies specific goals and shapes the orientation of the community
for the future.
The plan defines o n e o f the main strengths of Pender Harbour as community
involvement. This aspect could be developed in even more detail with specifics such
as definition of regular meetings where the community would

be involved in

understanding its contemporary needs and finding volunteers for specific duties.
The plan encourages the establishment of new industrial and commercial businesses,
with specifications about location, main focuses and respect for the environment. It
suggests which kind of business would best help the community t o sustain itself.
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Recommendations
We recommend making some improvements to the existing plan during the scheduled
revision process. The plan should mention relations with nearby communities and
encourage development of mechanisms to grow regional synergies and create a
strategic tourist plan that takes into consideration common areas or tourist packages.
A common investment in tourism or t r a v e l packages could attract many tourists who
are afraid to venture as far as Pender Harbour because are not confident in planning a
trip part by part. Additionally, the existing plan makes no mention of marketing
procedures or objectives. The plan could integrate part of the long term branding plan
because it is how Pender Harbour wants to show itself to the rest of the world.
Finally, the plan could be made stronger (if perhaps less flexible) if it were to define
future areas of development. This could be a section that is periodically renewed
and revisited. Here, one could have a clear map identifying the exact areas to be
dedicated to residential, commercial, or industrial buildings. Lots and maximum
heights could be fixed, and the plan could also project the development of public
infrastructure such as water pipes and streets. This f o r w a r d
would enable better planning and future development of Pender Harbour.

thinking
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Appendix F – Signal Summary
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