




2019 YEAR-END 
KEY PERFORMANCE INDICATORS



INDUSTRY KEY PERFORMANCE INDICATORS

Previous Year 
End (2018) 

2019 
Target

YTD 
Actual 
(2019)

% reached of 
2019 Target

% Change from 
Prior Year

Room Nights Sold (Traditional Hotels) 1,413,689 1,391,401 1,464,039 105% 4%

Room Nights Sold (Online Sharing Economy) 322,596 440,000 442,867 101% 37%

Combined Overnight Room Sold 1,736,285  1,831,401 1,906,906 104% 10%

Daily Hotel Rooms Supply (measuring growth 
in new traditional hotels) 5,545 5,860 5,887 100% 6%

Cruise Visitation 316,859 320,000 323,709 101% 2%

Airport Enplaned / Deplaned Passengers 4,316,079 4,316,079 4,188,443 97% -3%

Trends and Notes:
• 7th year of growth in traditional hotels (up 18% since 2013)
• Room sharing economy continues to grow (up 511% since May 2016)
• Opening of 3 new hotels in the municipality
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Goal #1 – Grow Leisure Visitation

Previous 
Year End 

(2018) 
2019 Target YTD Actual 

(2019)

% reached 
of 2019 
Target

% Change 
from Prior 

Year

Total Impressions From 
Campaigns 47,511,579 47,000,000 52,809,242 112% 11%

Total Website Visits 1,092,640 1,200,000 1,275,517 106% 17%

Social Media Followers 161,487 173,000 182,873 106% 13%

Travel Media Ad Value $  4,182,947 $  4,300,761 $   4,089,050 95% -2%

FOCUS AREA -
CUSTOMER

Special Projects Undertaken
• Launched Handpicked Halifax Campaign including new section on website
• Partnership programs with Attractions, Dartmouth and Tourism Nova Scotia
• Launch of Stop-Over Program in partnership with HIAA



Previous 
Year End 

(2018) 

2019 
Target

YTD Actual 
(2019)

% reached 
of 2019 
Target

% Change 
from Prior 

Year

Direct Economic Impact from Confirmed 
Conferences and Groups $  76,832,000 $  76,832,000 $  57,668,403 75% -25%

# of Conferences and Groups Confirming 
Halifax (Discover Halifax Supported) 119 119 122 103% 3%

Rooms Nights from Confirmed Groups 
(Discover Halifax Supported) 82,688 55,000 80,137 146% -3%

New Tentative Bids (event count) 279 279 250 90% -10%

New Tentative Bids (room nights) 165,154 130,000 185,337 143% 12%

Client Site Inspections Held 47 30 33 110% -30%
Services - Delegate Websites Created 20 20 24 120% 20%

Goal #2 – Grow Group Visitation FOCUS AREA -
CUSTOMER

Special Projects Undertaken
• Exhibited at all major trade shows (Conventions), hosted key sales calls and activities 

in Toronto and Ottawa
• Promotions and Sales in partnership with Business Events Canada
• Hosting of major Familiarization Tour for Key Accounts



Goal #3 – Grow Visitor Spend with Members FOCUS AREA -
CUSTOMERPrevious 

Year End 
(2018) 

2019 Target
YTD 

Actual 
(2019)

% reached 
of 2019 
Target

% Change 
from Prior 

Year

Membership Count 398 481 471 98% 18%

Hotel Leads Issued 1,768 1,800 2,311 128% 31%

Service Leads Issued to Partners 160 160 552 345% 245%

Member Referrals Made to Clients 112 112 180 161% 61%

Visitor Guide & Maps Distribution 145,000 202,000 210,000 104% 45%

Kiosk and Wi-Fi Channel Sessions 120,000 120,000 123,231 103% 3%

Membership Satisfaction 69% 70% 58% 83% -16%

Special Projects Undertaken
• Additional digital kiosks distributed to key locations in the HRM. Kiosks are located at 

Airport, Convention Centre, Cole Harbour Place, Cruise Terminal, Halifax Marriott 
Harbourfront & Sou’Wester Gift Shop in Peggy’s Cove

• Exclusive distributor of Halifax Highlights Visitor Guide in over 1,500 hotel rooms in 
the HRM, representing five geographical regions of the municipality



Goal #4 – Leverage Funding and
Improve Financial Health FOCUS AREA -

FINANCIALPrevious 
Year End 

(2018) 

2019 
Target

YTD 
Actual 
(2019)

% reached 
of 2019 
Target

% Change 
from Prior 

Year

Revenue from Members 168,149 243,000 200,776 83% 19%

Revenue from Marketing Partnerships 67,775 87,500 61,665 70% -9%

Revenue from Marketing Partnerships (Non-P&L) 55,000 90,000 110,000 122% 100%

Revenue from Sales Partnerships 119,429 114,500 130,955 114% 10%
Total Leveraged Revenue (non levy or HRM 
grant) 426,779 535,000 528,220 99% 24%

Investment In Tourism Sector - (Per-Room 
Benchmark - Quartile) Bottom 10%  

Middle 
Quartile Bottom 10%  Unchanged Unchanged 

Special Projects Undertaken
• Tourism Master Plan got underway with funding from ACOA and the HRM
• Successful programs in partnership with Tourism Nova Scotia and Halifax Port 

Authority
• More Partners seeing higher value in our programs; reflected by increased 

participation and Group Sales revenue



Goal #5 – Innovation, Process Improvements 
& Align Strategy with Partners FOCUS AREA -

INNOVATIONPrevious 
Year End 

(2018) 

2019 
Target

YTD 
Actual 
(2019)

% reached 
of 2019 
Target

% Change 
from Prior 

Year

Process Improvement, Innovation, or 
Six-Sigma Projects Completed 11 6 6 100% -45%

Estimated Annual Cost Savings from Process 
Improvement Initiatives 
(2018 YE Cumulative from 2016) $   285,700 $  10,000 $  10,000 100% -

Special Projects Undertaken
• New IT Support Services contracted resulting in annual savings 
• Sales Playbook created and implemented resulting in increased productivity and 

efficiencies
• Refresh and modernization of IT equipment for staff
• Created and implemented new receivables processes
• Streamlining of membership offering



Goal #6 – Right People in Right Place, 
Support Training, Manage & Reward FOCUS AREA -

PEOPLEPrevious 
Year End 

(2018) 

2019 
Target

YTD 
Actual 
(2019)

% reached 
of 2019 
Target

% Change 
from Prior 

Year

Employee Satisfaction Survey New KPI 2018 N/A N/A N/A N/A 

Employee Training & Development 
(training days/employee) 3 3 2.5 83% -17%

Special Projects Undertaken
• Hiring of Vice President, Sales
• Hiring of Communications Director
• Hiring of Sales Director
• Development of staff skills and abilities: Project Management, iDSS, Design 

Thinking, Office365 Sharepoint, Incentive Travel Education, Microsoft Excel



ROOM NIGHTS SOLD (TRADITIONAL 
HOTELS & SHARING ECONOMY)



ROOM DEMAND 10-YEAR TREND



ECONOMIC IMPACT BY EVENT 
TYPE



REQUESTED ROOMS BY EVENT 
TYPE



NUMBER OF EVENTS BY EVENT 
TYPE
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