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SIDNEY AND NORTH SAANICH MEMORIAL PARK SOCIETY 
BUSINESS PLAN 2008 – 2012 

EXECUTIVE SUMMARY 
 

1 OVERVIEW 

This document recommends a five-year Business Plan for the Sidney and North Saanich 
Memorial Park Society (MPS), which includes the Mary Winspear Centre (MWC) and its 
adjoining lands, and Blue Heron Park (BHP).  The Business Plan presents a series of 
strategies, activities, and implementation plans developed to operationalize the Strategic Plan 
for the Sidney and North Saanich Memorial Park Society approved by the Board in 2006. 
 
The Sidney and North Saanich Memorial Park Society, incorporated March 20, 1985, and 
known as the Memorial Park Society (“MPS”), has as its express purpose “to provide and to 
manage lands, parks and facilities for community, cultural, athletic and recreational purposes 
for the residents of the Electoral District of Saanich...who reside north of the present north 
boundary of the Municipality of Central Saanich.” 1  The MPS makes a significant contribution 
to the quality of life of residents of Sidney and North Saanich.  The MWC provides a place for 
the community to affordably hold cultural, artistic and recreational events, and BHP provides 
a place for the community to enjoy recreational activities, sporting events, and the enjoyment 
of nature.  Revenues flow from the rental of activity, meeting, theatre, and reception space to 
not-for-profit/community-based and commercial clients at the MWC, from fees from the users 
of BHP, and from donations.  The terms of the “Trust” ensure that the MWC and BHP serve 
the needs of the community.  Community user groups are the heart of the business, providing 
the area with cultural, artistic, recreational and athletic activities.   
 
A significant portion of the MWC’s revenue from space rental (roughly 73% in 2007) comes 
from not-for-profit and community-based clients.  Commercial meetings and wedding 
receptions together will comprise 26% of total space rental revenue in 2007.  Small 
conference and association meeting business is a significant opportunity.  Special events and 
live performances presented by the MWC have been useful in raising awareness of the 
Centre, and in generating revenue (forecast at $46,000 in 2007); however, there is much 
more work to be done in this area.  The electronic readerboard (added in early 2006) is a new 
marketing tool, and is forecast to generate approximately $8,000 of revenue in 2007. 
 

2 CRITICAL SUCCESS FACTORS, KEY ISSUES AND CHALLENGES TO BE ADDRESSED 

The plan identifies in detail a number of critical factors which must be addressed: 
 The MWC has seen solid revenue growth since opening in 2001.  In 2007, rental 

revenues before discounts will grow 6.8% vs. 2006.  Total revenues (including box office 
revenues, concession sales, labour and internal services revenue, special events, and 
readerboard sales, in addition to space rentals) will grow 13.1%.  The challenge moving 
forward will be to generate additional growth in revenues from space rentals (particularly 
among clients in the more profitable commercial segment), while sustaining growth in 
other revenue streams and capitalizing on areas of largely untapped growth potential 
(such as special events and the readerboard). 

 The MWC anticipates balancing its budget in 2007, but not without some difficult trade-
offs and cost-cutting.  In 2008, the organization must invest in contract services, and 

                                                           
1 Constitution and Bylaws of the Sidney and North Saanich Memorial Park Society, approved by 
members at May 31, 1995 Annual General Meeting and amended at May 28, 1998 and February 8, 
2007 Annual General Meetings. 
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salaries, wages and benefits for full and part-time employees, to boost human resources 
capacity to pursue revenue growth, and to align wages with the marketplace and address 
staff turnover.   

 The organization’s budget for promotion and advertising has been inadequate to date 
and must be increased in 2008 to support revenue growth initiatives.   

 Provision must be made in the budget for unexpected expenses, amortization and the 
maintenance/repair of aging equipment2.   

 All these factors point to the need to substantially increase revenues in order to cover 
these increasing expenses, prepare for the future, and keep the organization moving 
forward.  The continued support of both the Town of Sidney and the District of North 
Saanich will be critical to the long-term financial health of the organization.   

 Most of the MWC’s commercial business is through word of mouth and repeat business.  
Getting the Client Services team out on sales calls, when there is enough business 
walking through the door to keep the team members busy at all times, is a challenge.  
Scarce human resources also make it a challenge to develop new markets and to provide 
on-site staffing to service clients as at conference centres and hotels.   

 It is sometimes difficult to establish the correct balance between providing access and 
service to community organizations, and building the commercial business which enables 
the MWC to offer a significant discount for not-for-profit and community-based clients.   

 The MWC has seen significant staff turnover, particularly in 2007.  Staff vacancies have 
been filled successfully with high quality candidates, however, succession planning in key 
positions and reducing the organization’s vulnerability to inevitable future staff changes 
will also be important to the ongoing health of the MWC. 

 As in many relatively young organizations, particularly not-for-profit organizations, the 
focus to this point at the MWC has been largely on dealing with day-to-day, operational 
issues and problems of an urgent nature.  This emphasis on “fighting fires” and reacting 
to urgent problems, rather than on proactivity and planning, has been pervasive.  The 
focus must shift to a management approach and organizational culture based on 
achieving agreed-upon targets and deliverables, accountability for outcomes, and 
evaluating performance on this basis. 

 

3 STRATEGIES AND PLANS 

Human Resources 
 The hourly wage for five part-time Facilities Staff will be increased to $12.00 per hour 

from the current $11.00, to respond to a tight and competitive labour market.  The 
recommended budget for 2008 also includes a wage “envelope” for discretionary merit 
salary increases over and above a 2.5% cost of living increase and to address wage 
disparities vs. the marketplace in other functional areas of the organization. 

 The part-time Client Services Sales (CSS) position (currently 30 hours per week) will be 
increased to a full-time position (35 hours per week).  A third Client Services Sales 
position will be created to focus on commercial clients and build the organization’s 
meetings, seminars and small conference business.   Performance expectations for this 
position will be based in large part on the achievement of specific expectations of 
revenue growth.  The client responsibilities of the two existing CSS staff while be 
refocused:  one on not-for-profit and theatre clients, and the other on weddings and 
existing commercial clients.   

                                                           
2 Loan payments to the Foundation of $15,780/year are being placed in a fund slated for asset 
replacement/capital expenditures for the MWC and it is thus not necessary that these be provided for in 
the MWC’s budget projections. 



 

 
Sidney & North 

Saanich 
Memorial Park 

Society 
 

Business Plan 
2008 - 2012 

 
 

December 17, 
2007 

Executive 
Summary 

iii 

 Job descriptions, performance evaluation criteria and performance metrics for Client 
Services Sales staff will be reviewed to ensure that they reflect the importance of 
prospecting for, and closing, new commercial business.  A separate, self-funded, team-
based incentive system to reward the achievement of space rental revenues beyond 
budgeted targets will be developed and implemented in January, 2008 for 2008  and 
future years3. 

 The organization’s culture will focus on advance planning, managing to objectives, and 
taking accountability for results.  It is recommended that a Human Resources consultant 
specializing in this area be sought on a pro bono basis to develop a detailed plan, 
performance targets and success metrics, and to assist with their implementation.   

 Weekly meetings among key organizational staff will enable sharing of important 
information about events, clients and activities and build the organizational “memory” to 
ensure that no single individual has sole possession of information critical to the health 
of the organization or its ability to deliver on its mandate. 

 A formal program for recruitment and retention of Board volunteers is required, as are 
regularly updated, written job descriptions for Board members, and those serving on 
standing committees and ad hoc task forces.  A mentoring program will be established for 
new Board members during their first year on the Board.  A formal program for thanking 
and recognizing both MWC and MPS Board volunteers should be developed.   

 

Marketing 
 The MWC will be positioned and branded as the location of choice for small conferences, 

meetings, trade shows and entertainment, arts and cultural events in Southwestern 
British Columbia, as it offers top quality facilities in an exceptional location and 
personalized, attentive service – all of which add up to great value. 

 MWC will continue to explore “presenting” possibilities.  Live performance productions 
are an integral part of the MWC budget, and partnerships/sponsorships will continue to 
be explored on an ongoing basis. 

 The MWC follows a mid-range pricing strategy for commercial business (meetings, 
seminars, conferences and trade shows, as well as weddings), while offering a discount 
of 35% to registered not-for-profit organizations and a 10% community discount to clients 
based in Sidney and North Saanich.  Pricing is reviewed annually and is established 
based on a comprehensive competitive rate analysis, as well as rate increases which are 
in line with inflation and cost increases.  Time-of-day and day-of-week pricing strategies 
are in place, but the price mix needs further development, including a “two-tiered” pricing 
strategy using two separate rate cards for commercial and not-for-profit clients – allowing 
prices for the former to be increased more rapidly than for the latter, while continuing to 
offer significant price breaks for not-for-profit and community-based organizations. 

 Reciprocal arrangements with stakeholders, including hotels, and booking arrangements 
through Tourism organizations, will be pursued in Sidney and North Saanich to allow the 
MWC to offer comprehensive packages to commercial clients for conferences and 
meetings, and to ensure offerings are comparable to packages offered by competitors.   

 Tourism BC will be approached regarding funding for cross-border marketing initiatives to 
pursue bookings from commercial clients located south of the border. 

 The readerboard will be packaged with event bookings for both commercial and not-for-
profit clients, and priced at a discount that will ensure uptake while generating revenue 
growth.  Opportunities to package the readerboard with other advertising/ media options 
in the local market (such as the Peninsula News Review) will also be explored.   

                                                           
3 Incentive payouts are not, and need not be, budgeted since these costs will flow from incremental 
revenues beyond those budgeted. 
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 A small business marketing plan will be developed to promote the Lebbetter Executive 
Board Room to the local business community.  Special introductory pricing, and discounts 
for frequent users will be considered to build trial and repeat business. 

 A variety of promotional strategies will be employed, including:  advertising in select, 
targeted publications, exhibiting at trade shows, the MWC web site, direct mail, collateral 
materials, readerboard advertising for CWT productions and shows, local media coverage 
and sponsorship for special events theatre productions, “What’s Happening at the Mary 
Winspear Centre” events calendar, and database marketing to the Box Office database.  
Additional tools are required, to allow the Client Services Sales representatives to present 
themselves with professionalism, and facilitate a top-quality presence at trade shows.   

 The services of an outside advertising agency/marketing consultant are required to 
develop a single-minded, comprehensive positioning statement for the Centre, ensure all 
marketing communications effectively deliver the desired image and messaging, enhance 
the quality of MWC’s marketing communications materials, develop integrated marketing 
communications strategies and plans, and assist in evaluating the most effective and 
efficient media mix. 

 Initiatives designed to solidify and strengthen relationships with current business clients, 
community user groups, and individual users/supporters of the MWC and the CWT will be 
pursued to keep MWC top-of-mind, and insulate it from competitive threats. 

 Two key initiatives (“Friends of the Mary Winspear Centre”/”Friends of the Charlie White 
Theatre”” and “Friends of Blue Heron Park”) will be pursued, but on a longer–term basis.   

 A comprehensive fund-raising plan (including capital campaign(s), major gifts, annual 
giving and planned giving strategies, chairs in the CWT) must be developed as part of a 
long-term fund-raising vision, strategy and implementation plan, which clearly articulates 
and delineates the roles and responsibilities of the SCCCF and MPS Boards 

 Mounting an annual “signature” special event in partnership with another community-
based organization (such as the Saanich Peninsula Hospital) will provide the opportunity 
to solidify relationships, share the work and also share the rewards. 

 Relationships with current and former donors should be renewed, refreshed and, in some 
cases, restarted.  The donor mailing list requires updating.  In conjunction with the 
comprehensive fund-raising plan described above, a long-term donor recognition and 
donor relations strategy requires development. 

 Relationships with not-for-profit clients can be strengthened through regular town hall 
meetings or small group “fireside chats” among the Board Chair and representatives of 
the MWC’s not-for-profit client base.   

 Partnerships with key stakeholders integral to the delivery of the small conference and 
trade show experience will be pursued.  Informal meetings and regular communication by 
the Executive Director and Client Services Sales staff with local hotels, attractions, 
transportation links, restaurants/caterers, and others, will be emphasized. 

 The MWC will continue to be an active member of associations that advance its interests, 
including the SBA, the Saanich Peninsula and Victoria Chambers of Commerce, and 
others.  In particular, the MWC will partner with the Town of Sidney and the SBA in the 
implementation of the Small Conference Marketing Development Plan.   

 Speaking engagements will be sought with a wide variety of associations and community 
organizations in order to build relationships with these important community partners and 
stakeholder groups (Meeting Planner Society, Tourism Vancouver Island, Tourism Victoria, 
Chambers of Commerce, the SBA, Community Development Office, Rotary Clubs, 
Community Arts Councils, BC Touring Council/BC Arts Council, etc.). 

 Consideration could be given to establishing a key stakeholders Advisory Group (which 
could be called the “Chair’s Council”) to provide a forum for feedback, dialogue, and 
relationship-building amongst key MPS Board members, the Executive Director, 
partners/stakeholders and clients. 
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 A Report to the Community should be produced on an annual basis, published to the 
MWC web site, and presented to the Sidney and North Saanich Councils (as well as other 
key stakeholders) along with a Q&A session.   

 

Operations 
The Operations section of the Business Plan highlights infrastructure and equipment needs 
for the MWC and BHP from 2008 through 2012.  Some of these represent capital 
investments at a not insignificant cost.  They are included to reinforce the importance of long-
term fund-raising initiatives and of continued revenue growth over the five years of the 
Business Plan.  Strategies and plans will need to be developed to identify infrastructure gaps, 
replacements required, and necessary repairs.  In addition, the business case for buying vs. 
renting specific equipment will need to be developed. 
 
Annual improvements have been made to Blue Heron Park to enhance users’ enjoyment of 
the park, while maintaining the forested area and walking trails.  A stream enhancement 
project has been ongoing for several years, with the addition of pools, bank stabilization 
features, and the addition of shade trees.  The variety of native plants in the park provides 
habitat for the large bird populations that are resident or passing through on migrating routes.  
As more development occurs in neighbouring areas, important animal habitat is lost, making 
Blue Heron Park lands even more significant as a refuge.  Improvements in the washroom 
facilities and the provision of a clubhouse are examples of long-term goals for the park. 
 

Financial 
The recommended budget reflects the implementation of the strategies and plans detailed in 
the Business Plan, including salaries/wages adjustments, converting a part-time Client 
Services Sales position to full-time, the investment in a third Client Services Sales 
representative, and increased marketing and promotional spending.  It also includes a 
$10,000 provision for contingencies each year.   
 
The budget shows expenses partially offset by grants.  The Town of Sidney and the District of 
North Saanich together contribute $230,000 per annum.  It is expected that grants from 
other agencies can be obtained to help offset the costs of new marketing and promotional 
initiatives, the small conference marketing development plan, and board development  
(similar to the UBCM grant already received). 
 
In 2008 and 2009 this proposed “Investment” budget results in a modest (under $10,000) 
deficit, with gradually increasing excesses of revenues over expenses to more than $90,000 
in 2012.  Cash flow issues will continue until 2010.   
 
It is important to note that while the projected growth anticipated should the recommended 
budget be adopted is relatively aggressive, this rate of growth can not be sustained 
indefinitely.  Longer term growth will slow as maximum capacity is realized.  As is noted in the 
financial projections, maximum capacity for the Courtyard/Grounds was reached in 2007, 
and is expected to be reached for the Bodine Family Hall, Gallery and CWT by 2012.  As is 
mentioned earlier in the Business Plan, once capacity for space rentals has been reached, 
revenue growth will need to come from other sources, such as fund-raising initiatives, 
additional special events, and property development on Lot B. 
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4 IMPLEMENTATION/ACTION PLANS 

The Business Plan includes detailed Implementation/Action Plans for the years 2008 through 
2012.  The Executive Director will be responsible for providing monthly updates to the Board 
of Directors, indicating the status of each of the initiatives on the Action Plan, as compared to 
objectives. 
 

5 PERFORMANCE MEASUREMENT AND METRICS 

Performance will be measured against key metrics identified in the Business Plan:  the 
achievement of revenue targets, monitoring spending against expense targets, the split 
between not-for-profit and commercial revenue, and progress against the initiatives and 
timeframes detailed in the Implementation Plan.  In addition, the Client Services Sales staff’s 
time spent against new business generation will be monitored against the performance 
targets to be identified in revised job descriptions. 
 
Finally, the Business Plan itself will provide a key management tool and performance 
measurement.  It is recommended that the Implementation Plan form the basis of quarterly 
reports by the Executive Director to the MPS Board of Directors at its March, June, September 
and December Board meetings.  Achievement of the milestones in the Business Plan will be 
used as the basis for reviewing the Executive Director’s performance on an annual basis4.  
The Business Plan should be revisited and updated on a five-year rolling basis annually, in the 
fall of each calendar year, as part of a facilitated session with the Executive Director and the 
Board.  Approval of the coming year’s plans and targets should be an agenda item for the 
December Board meeting each year. 
 
 
 
 

 

                                                           
4 While outside the scope of this business plan to recommend, it may also be appropriate for the Board 
to revisit the job description, performance evaluation criteria and performance metrics for the Executive 
Director to ensure they reflect the intent to use this business plan as the basis for evaluating the 
Executive Director’s performance. 
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SIDNEY AND NORTH SAANICH MEMORIAL PARK SOCIETY 
BUSINESS PLAN 2008 - 2012 

 
 

1 INTRODUCTION AND PURPOSE 

This document recommends a five-year Business Plan for the Sidney and North Saanich 
Memorial Park Society (MPS), which includes the Mary Winspear Centre (MWC) and its 
adjoining lands, and Blue Heron Park (BHP).  The purpose of the Business Plan is to present a 
series of strategies, activities, and implementation plans that have been developed to 
operationalize the Strategic Plan for the Sidney and North Saanich Memorial Park Society 
which was approved by the Society’s Board of Directors in October, 2006. 
 
The Business Plan has been prepared by Strategic Initiatives Inc., a Victoria-based 
management consulting firm specializing in strategy, planning and research, in collaboration 
with the Board of Directors of the Sidney and North Saanich Memorial Park Society and the 
Executive Director of the Mary Winspear Centre, Debora Johns.  Strategic Initiatives 
appreciates the support and assistance of the Board of the MPS and the staff of the MWC 
during the development of the Business Plan. 
 
 

2 ORGANIZATION DESCRIPTION 

2.1   BACKGROUND  

The Sidney and North Saanich Memorial Park Society, incorporated March 20, 1985, and 
locally known as the Memorial Park Society, or MPS, has as its express purpose “to provide 
and to manage lands, parks and facilities for community, cultural, athletic and recreational 
purposes for the residents of the Electoral District of Saanich...who reside north of the 
present north boundary of the Municipality of Central Saanich.” 1 The MPS, in pursuit of its 
purpose, plays a unique role in the provision of services to the residents of the Peninsula that 
more normally are the responsibility of the local government. 
 
The purpose of the Society was first established in 1921 when the North Saanich Women’s 
Institute and the Sidney Athletic Club established a War Memorial Athletic Park and children’s 
playground in memory of those fallen in World War I.  With the donation of some 12 acres of 
land at the current Sanscha site, this concept became reality with the dedication of the land 
on July 1, 1921.  A memorial cairn was built on this land in 1924 and remained there until 
1970.  It was relocated to the Sidney Town Hall site after part of the Sanscha land was 
expropriated for highway use. 
 

2.2   MARY WINSPEAR CENTRE 

In 1952, the Sidney and North Saanich Community Hall Association (SANSCHA) was formed 
and, through the dedicated involvement of volunteers and fundraisers from throughout the 
community, Sanscha Hall was officially opened on July 1, 1958.   
 

                                                           
1 Constitution and Bylaws of the Sidney and North Saanich Memorial Park Society, approved by 
members at May 31, 1995 Annual General Meeting and amended at May 28, 1998 and February 8, 
2007 Annual General Meetings. 
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The Mary Winspear Centre (MWC), which was opened in September, 2001, stands today on 
the site of the original Sanscha Hall.  The Centre is named in honour of Mary Winspear whose 
nephew, William Winspear, made a very generous donation to the “Honouring the Past – 
Building the Future” campaign in his aunt’s memory that ensured the construction of the 
Centre.  The total footprint of the MWC is over 30,000 square feet and includes the 8,000 
square foot Bodine Family Hall, the 310 seat Charlie White Theatre (CWT), the 2,000 square 
foot Myfanwy Pavelic Gallery, and various function rooms from 400 to 2,100 square feet, 
including the Lebbetter Executive Board Room, all of which have also been named in honour 
of generous supporters.  The Town of Sidney grants a tax exemption for the property on which 
the MWC is located. 
 

2.3   BLUE HERON PARK 

Following the further expropriation of some of the Sanscha land in 1983, the MPS, in 
accordance with the requirements of the “Trust”, acquired replacement lands of some 41 
acres that is now known as Blue Heron Park.  These lands were acquired through the efforts 
of the MPS, School District #63, the District of North Saanich and the Province, who jointly 
recognized the benefit of a recreational and sports-oriented park for the community.  Over the 
next ten years the MPS concentrated its efforts on developing this park, and created playing 
fields, walking trails and picnic grounds, while preserving forest areas and green space.  In 
addition to contributing one-third of the cost of a running track and infield, the MPS leased 
some 13 acres back to the School Board, at $1 per year, to provide the land for a running 
track, infield, rugby field and athletic grounds for Parkland School.  The MPS continues to 
improve and maintain the residual 28 acres. 
 
The costs of maintaining Blue Heron Park are borne by the MPS.  The MPS enjoys property tax 
exemption by North Saanich, currently representing about $5,297 per year.  During the past 
few years North Saanich has also provided “grants-in-aid” in the area of $2,500 annually to 
offset water costs.  Apart from that, however, no tax monies are received from either the 
North Saanich or Sidney Municipalities for the upkeep of the park.  The annual budget for 
both operating expenses and improvements is typically $25,000.  The MPS provides the bulk 
of the funding from revenue generated by interest on investments made from monies 
received as compensation for the 1983 land expropriation at the Sanscha Hall site.  User 
groups also contribute valuable assistance, both financially through user fees and donations, 
as well as contributing to maintenance and improvements with donations of time and labour.  
 
In 2005, MPS entered into an agreement with the Peninsula Soccer Association (PSA) to build 
two sand-based, lit, full-sized, all-weather soccer fields at Blue Heron Park.  The 
improvements, costing in excess of $750,000, were constructed and paid for by PSA.  The 
construction work was completed in 2006 in time to be played on in September of that year.  
MPS owns the improvements and PSA has the option of a renewable 5-year lease for a total 
of 25 years.  PSA is the primary user of the fields, especially between the months of August to 
April.  In the future PSA may wish to build a clubhouse on the property.  Ownership and lease 
arrangements would be similar to that of the field improvements.  Operation of the facilities is 
through an 8-member "Blue Heron Improvement Committee" comprised of 3 members from 
each of PSA and the MPS and a municipal council liaison member from each of Sidney and 
North Saanich. 
 

2.4   BUSINESS CONCEPT 

The MPS makes a significant contribution to the quality of life of residents of Sidney and 
North Saanich.  The MWC provides a place for the community to affordably hold cultural, 
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artistic and recreational events, and BHP provides a place for the community to enjoy 
recreational activities, sporting events, and the enjoyment of nature.  Revenues flow from the 
rental of meeting and performance space at the MWC, from fees from the users of BHP, and 
from donations, thus enabling the fulfillment of the purposes of the MPS. 
 

2.5   LEGAL STRUCTURE AND OWNERSHIP 

The Memorial Park Society has its origins in the Sidney and North Saanich War Memorial Park 
Society that was founded in 1921 to hold, in trust, title to a 12-acre parcel of land west of 
Sidney village centre and south of Beacon Avenue.  In 1952, the Sidney and North Saanich 
Community Hall Association was formed to build a community hall, which was built on the 
Memorial Park Society lands and was completed in 1958.  In 1965, the Memorial Park 
Society and the Community Hall Association worked together to create a trust agreement with 
the Royal Trust Company as Trustee.  In 1986, the Memorial Park Society replaced the Royal 
Trust Company as Trustee for the lands and facilities.   
 
The Sanscha Community Cultural Centre Foundation (SCCCF) is a registered foundation that 
acts as the fundraising arm of the MPS and was responsible for raising $6 million toward the 
original “Honouring the Past – Building the Future” campaign that saw the building of the 
Mary Winspear Centre.  The SCCCF continues fundraising and is supported by Mary Winspear 
Centre staff on a pay for service basis. 
 

2.6   UNIQUE COMPETENCIES/COMPETITIVE ADVANTAGE  

The MWC offers superior client experiences and takes pride in its ability to satisfy its 
customers’ needs.  In addition to offering top quality facilities in attractive surroundings and 
an excellent location, the MWC ensures clients work with friendly, attentive staff whose 
interest is in meeting, and exceeding clients’ expectations.  The results of an exit survey 
conducted with MWC clients in 2006 indicate a high degree of satisfaction with their 
experience at the MWC on a number of important satisfaction criteria.  More than three 
quarters of the Centre’s space rental revenues flow from repeat business from existing 
clients. 
 
The terms of the “Trust” ensure that the MWC and BHP serve the needs of the community.  
Community user groups are the heart of the business.  These groups provide the area with the 
cultural, artistic, recreational and athletic activities that are the lifeblood of the community, 
and their delivery defines the express purposes of the Trust Indenture under which the MPS 
operates.   
 
The ongoing and dedicated involvement of the small army of volunteers that help to deliver 
the MPS’s mandate are a critical component of the organization’s competitive advantage, 
keeping expenses low, relationships with the community strong, and the quality of service to 
clients and visitors high. 
 

2.7   PRODUCTS AND SERVICES OFFERED 

The Mary Winspear Centre rents activity, meeting, theatre and reception space to not-for-
profit/community-based and commercial clients.  Rental offerings include: 
▫ the Bodine Family Hall, an 8,000 square foot hall used for shows, weddings and 

activities;  
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▫ the 310 seat Charlie White Theatre (CWT) which is made available for cultural events and 
performances, as well as meetings and conferences; 

▫ the 2,000 square foot Myfanwy Pavelic Gallery, an open space for all to walk through, 
and for weddings, banquets and receptions, that includes security cabinets for artists’ 
displays; 

▫ four function rooms ranging in size from 400 to 2,100 square feet, including one (Activity 
Room 2) that can be split in two for meetings, that are used for a wide variety of activities 
(Activity Room 3, for example, is the home of the Peninsula Yoga Centre), and as break-
out rooms for meetings and conferences;  and 

▫ the Lebbetter Executive Board Room for small meetings and conferences. 
 
A significant portion of the MWC’s revenue from space rental (roughly 73% in 2007) comes 
from not-for-profit and community-based clients.  The MWC has been able to begin to gain a 
toehold in the commercial meeting and wedding reception business, which together 
comprised 26% of total space rental revenue in 2007.  Small conference and association 
meeting business remains a significant opportunity within this business segment, and it is 
encouraging to note that the MWC has been an integral part of an initiative spearheaded by 
the Sidney Business Association (SBA) to develop a small conference marketing development 
plan that will benefit both the MWC and the Town of Sidney, as well as the larger area.  
Special events and live performances presented by the MWC have been useful in raising 
awareness of the Centre, as well as generating much-needed revenue (forecast to be 
$46,000 in 2007); however, there is much more work to be done in this area.  The addition of 
the electronic readerboard in early 2006 added a new marketing tool for user groups and 
MWC events, and is forecast to generate approximately $8,000 of revenue in 2007. 
 
Blue Heron Park provides all-weather trails through coastal forest that are used for walking 
and running by residents throughout North Saanich and Sidney.  The following local, non-profit 
groups use/have used the playing fields at Blue Heron Park:  Peninsula Sports Traders 
Masters Soccer, Ministry of Education, Saanich Peninsula Mixed Slo-Pitch Tournament, 
Peninsula Youth Soccer Association, Peninsula Under 30 Men’s Soccer, and Peninsula Over 
30 Men’s Soccer. 
 

2.8   CRITICAL SUCCESS FACTORS, KEY ISSUES AND CHALLENGES TO BE ADDRESSED  

The Mary Winspear Centre has seen solid revenue growth since its opening in 2001.  In 2007, 
rental revenues before discounts will grow 6.8% vs. 2006 and total revenues (including box 
office revenues, concession sales, labour and internal services revenue, special events, and 
readerboard sales, in addition to space rentals) will grow 13.1%.  The challenge moving 
forward will be to generate additional growth in revenues from space rentals (particularly 
among clients in the more profitable commercial segment, who do not receive the 35% 
discount extended to not-for-profit clients), while sustaining the growth seen in other revenue 
streams and capitalizing on areas of largely untapped growth potential (such as special 
events and the readerboard). 
 
While the MWC anticipates balancing its budget in 2007, this has not been accomplished 
without some difficult trade-offs and cost-cutting.  In 2008, it will be necessary for the 
organization to invest in the areas of contract services, and salaries, wages and benefits for 
its full and part-time employees, in order to boost its human resources capacity to allow it to 
pursue revenue growth and, in addition, to align wages with the marketplace and address 
staff turnover.  The organization’s budget for promotion and advertising has been inadequate 
to date and must be increased in 2008 to support revenue growth initiatives.  In addition, 
provision must be made for unexpected expenses, amortization and the maintenance/repair 
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of aging equipment2.  All these factors point to the need to substantially increase revenues in 
order to cover these increasing expenses, prepare for the future, and keep the organization 
moving forward.  The continued support of both the Town of Sidney and the District of North 
Saanich will be critical to the long-term financial health of the organization.   
 
The MWC has courted the commercial business market for meetings and seminars on the 
Saanich Peninsula and within the Capital Regional District since its opening in 2001.  At the 
present time, most of the commercial business coming to the MWC is through word of mouth 
and repeat business. The challenge has been, and continues to be, getting the Client Services 
team out on sales calls when there is enough business walking through the door to keep the 
team members busy at all times.  Scarce human resources challenge the team’s ability to 
develop new markets and to provide on-site staffing to service clients as would be found at 
conference centres and hotels.  In addition, establishing the correct balance between 
providing access and service to community organizations, while building the commercial side 
of the business (which enables the MWC to offer discounted rates for not-for-profit and 
community-based clients), remains challenging.   
 
The MWC has an extremely modest marketing budget and, when spread across the many 
market segments, or “target audiences” that the MWC is attempting to reach and attract, it is 
insufficient.  Financial resources for marketing and promotion have been limited, making it 
difficult to develop new marketing tools that portray and convey the type of quality image 
necessary to attract new commercial business, as well as to attend trade shows and wedding 
shows, and to distribute marketing and promotional materials to target markets and actively 
follow-up.  Clearly the ability of the MWC to generate significant increases in revenue will be, 
in large part, dependent upon the organization’s ability to reach, and remain top-of-mind with, 
its target audiences, and to convince them that the MWC provides the best venue for their 
activities, meetings, conferences and weddings. 
 
The challenge of balancing the needs of the MWC’s not-for-profit/community-based clients 
with commercial business continues.  Long-time community user groups are not always willing 
or able to be flexible when it comes to changing their schedules at the MWC to accommodate 
the needs of the business segment.  Because this area of business is critical to generating 
the much-needed incremental revenue that will contribute to paying the overhead and 
expenses necessary for the ongoing operation of the MWC, which in turn facilitates the ability 
of the MWC to accommodate not-for-profit and community user groups at reduced/dis-
counted rates, commercial target audiences remain an important priority.  While the MWC has 
made it clear that it intends to honour its community-based users by ensuring that a 
60%/40% split between not-for-profit and commercial clients is maintained for the long term, 
it is from the latter target group that the organization’s revenue growth will flow. 
 
The MWC has seen significant staff turnover, particularly in 2007.  Staff vacancies have been 
filled successfully with high quality candidates, however, it will be important to rebuild 
effective cross-functional communication mechanisms, share knowledge and information, 
and reconstruct the “organizational memory”.  Succession planning in key positions and 
reducing the organization’s vulnerability to inevitable future staff changes will also be 
important to the ongoing health of the MWC. 
 
As in many relatively young organizations, and particularly in many not-for-profit organizations, 
the focus to this point at the MWC has been largely on dealing with day-to-day, operational 
issues and problems of an urgent nature.  This emphasis on “fighting fires” and reacting to 
                                                           
2 Loan payments to the Foundation of $15,780/year are being placed in a fund slated for asset 
replacement/capital expenditures for the MWC and it is thus not necessary that these be provided for in 
the MWC’s budget projections. 
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urgent problems, rather than on proactivity and planning, has been pervasive throughout the 
organization.  It will be important, if the organization is to continue to grow and thrive, for the 
focus to shift to the development of a management approach and organizational culture that 
is based on achieving agreed-upon targets and deliverables, ensuring accountability for 
outcomes, and evaluating performance on this basis.   
 
 

3 ORGANIZATION STRATEGY AND GOALS 

3.1   VISION, MISSION, CORE SERVICES, STRATEGIC GOALS AND INITIATIVES 

The following Vision, Mission, Core Services, and Strategic Goals and Initiatives are included 
in the Sidney and North Saanich Memorial Park Society Strategic Plan which was approved by 
the Board of Directors in October, 2006.  It is important that they be referred to here since the 
purpose of the Business Plan is to operationalize the Strategic Plan.   
 

Vision 
“The Heart of Our Community” 
 

Mission 
To ensure that the MPS Trust Lands and Facilities stand as a memorial to those who served 
Canada in war and peace, and are used effectively and efficiently, in perpetuity, for the lasting 
benefit of the residents of Sidney and North Saanich for community, cultural, athletic and 
recreational purposes. 
 

Core Services 
The MPS Trust Lands and Facilities include the Mary Winspear Centre and adjoining lands, 
and Blue Heron Park.  The facilities are operated on a space rental model.  
 

Strategic Goals and Initiatives 
1. To ensure the widest participation and involvement of community, artistic, cultural and 

athletic non-profit groups with balanced reduced rental arrangements supported by 
municipal grants. 
▫ To conform to and be governed by the Trust Indenture 
▫ To adopt a rental model with discounts 
▫ To apply preferential rates for North Saanich and Sidney 
▫ To seek municipal grants and subsidies at least equal to all discounts 
▫ To co-present a revenue neutral (no net loss) summer theatre program 
▫ To examine the possibility of presenting artistic performances in the Charlie White 

Theatre. 
 
2. To maintain, financially support, and provide effective management for activities at Blue 

Heron Park and Mary Winspear Centre as community resources with compatible 
commercial activities. 
▫ Initiate an external study, funded by the Municipalities,  to review management 

structure for MWC and BHP 
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▫ Headhunt volunteers for MPS Board by defining expertise and actively recruiting.  
Develop as a prestige role with elections to fill vacancies. 

▫ Develop 5-year rolling business plans for both BHP and MWC 
▫ Identify data requirements and develop  information needed to effectively operate 

and manage MWC and BHP 
▫ Identify and track key financial and operating measures to aid financial management 
▫ Concentrate efforts on seeking opportunities to optimize commercial revenue. 

 
3. To build further support and respect among the residents of Sidney and North Saanich 

and our clients. 
▫ Create clients that are so pleased with their experience at MWC that they provide 

glowing references 
▫ Encourage new sponsorship for MWC activities by:  creating sponsorship packages 

for different performance series;  and continue to look for other types of 
sponsorship/grant money 

▫ Initiate a “member” program for the CWT by:  creating a member benefit package 
(discounts, advance purchasing, etc.); tie member program to membership in MPS 
where possible; and student membership program, cards, etc. 

▫ Create a positive, respectful and “desirable” image for the MPS Board by publishing 
Board photos and bios each June;  and develop an “MPS Board in the Community” 
program 

▫ Meet with community groups, produce literature and market MPS and its facilities in 
the community by:  bi-annual reporting, press releases and good news stories, and 
client surveys 

▫ Create a “Friends of Blue Heron Park”. 
 
4. To ensure a positive, creative environment for volunteers and staff. 

▫ Ensure that MWC volunteers are annually recognized formally 
▫ Develop a mentoring program for new Directors to inform them about the history of 

the organization, facilities and their role as a new member of the Board of Directors. 
 
5. To continue to build effective partnerships with the Sanscha Community Cultural Centre 

Foundation, the municipalities, our donors, clients, community groups and other 
stakeholders. 
▫ The MPS Chair should address each council once per year 
▫ Municipal councils should be invited to an “open house” social event once per year 
▫ The Soccer Association should be invited to one Board meeting per year 
▫ Develop a speaking program for the Executive Director and Board vis a vis service 

clubs and community groups 
▫ The Executive Director should develop a relationship with the office staff of the MLA 

and MP 
▫ All Board members should act as “ambassadors” in the community 
▫ Initiate a method to obtain stable, irrevocable long-term financial commitments from 

the municipalities. 
 
 

4 MANAGEMENT AND HUMAN RESOURCES 

4.1   ORGANIZATION STRUCTURE 

The current organization structure of the MPS includes eight full-time and twelve part-time 
employees, as well as a contractor in the area of Finance/Accounts and (at least until the end 
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of November, 2007) a volunteer responsible for the coordination of volunteers.  Reporting to 
the Executive Director are the Facilities Manager (to whom in turn report a full-time Assistant 
Facilities Manager and five part-time Building Services Staff), a Technical Manager for the 
CWT (and two part-time Theatre Technicians who report to the Technical Manager), an Office 
Manager (a full-time Receptionist/Box Office Assistant, four part-time Box Office Assistants, 
and the volunteer Volunteer Coordinator report to the Office Manager), one full-time and one 
part-time Client Services Sales staff (assisted by a full-time Client Services Assistant/ 
Bookkeeper), and the Finance/Accounts contractor.  The Finance/Accounts contractor and 
the Office Manager perform some duties on a cost-recovery basis for the SCCCF. 
 
The current Organization Chart is attached as Appendix 3.  In addition to the positions 
described above, the Organization Chart includes two positions which are currently vacant:  a 
Marketing Development Manager, and a contract position responsible for Computer 
Maintenance. 
 

4.2   KEY MANAGEMENT AND OPERATING PERSONNEL 

Name  Position  
Johns, Debora Executive Director 
Hamilton, Marlene Office Manager 
Lushaw, Bill Facilities Manager 
Masters, Paul Technical Manager 
Maroon, Gwen Client Services Sales 
Ralph, Maureen Client Services Sales 

 

4.3   BOARD OF DIRECTORS 

Name  Position  
Bamford, Stan Director 
Barnhart, Christine Director 
Bell, John Past Chair 
Brown, Don Director 
Currie, Pat Treasurer 
Dickinson, Mark Director 
Dolezal, Peter Director 
Emmott, Marianne Secretary 
Hinderks, Barry Director 
McNeil-Smith, Cliff Director 
Morgan, Karen Acting Chair 
Tanner, Clive Director 
Tutt, Bruce Director 
Husband, Jane Appointed Director, School Board 
Shoemaker, Michael Appointed Director, SCCCF 
Chad, Tim Town of Sidney Liaison 
Chandler, Peter District of N.S. Liaison 

 

4.4   VOLUNTEERS 

Volunteers are integral to the operations of the MPS, and make a substantial contribution to 
the organization’s success.  Volunteers play a very important role in the day-to-day operations 
of the MWC, providing assistance in the office and, in particular, the CWT, as ushers, ticket-
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takers, concession sales, Front of House Managers, etc.  The volunteer Directors who serve 
on the MPS Board play a critical role in the governance, development of the strategic vision, 
and stewardship of the organization.   
 
In total, some 65 volunteers donate approximately 600 hours of volunteer time each month.  
It is estimated that the monetary value of the efforts of its volunteers to the organization is in 
excess of $120K annually, with approximately $40K of that relating to the CWT alone. 
 

4.5   HUMAN RESOURCES ISSUES TO BE ADDRESSED  

Scarce financial resources and an exceptionally tight labour market have created a number of 
challenges for the MWC, especially (but not only) as relates to the five part-time Facilities Staff 
positions.  These individuals are currently paid hourly wages below those offered by other 
employers in the market (e.g. Kentucky Fried Chicken), and are expected to be on call without 
a minimum number of hours of work guaranteed.  As a result, the rate of turnover in these 
part-time positions is exceptionally high and the organization’s ability to recruit and retain 
high quality employees is limited.   
 
The volunteer Volunteer Coordinator stepped down at the end of November, 2007.  
Responsibility for volunteer scheduling has been (appropriately) reassigned to the 
Receptionist/Box Office Assistant, and some of that position’s administrative duties have 
been reassigned to the Office Manager.  The transition to the new box office software 
program, which was completed by the end of October, 2007, is expected to facilitate this 
change. 
 
Clearly the organization relies heavily on volunteers.  Fortunately its volunteer ranks have 
remained full without the need for active volunteer recruitment.  Should the active 
recruitment of volunteers be required in future, it would be the responsibility of MWC staff.  All 
MWC volunteers are trained on a peer-to-peer basis (i.e. office volunteers train office 
volunteers, ushers train ushers, and so on), with staff involvement when necessary.  A 
volunteer orientation program has been underway, and a volunteer training/information 
manual has been complete, for the past two years.  Volunteer job descriptions are also in 
place.  Recognition of MWC volunteers is a joint responsibility of MWC staff and the MPS 
Board. 
 
Recruitment and training of MPS Board volunteers is a Board responsibility.  At present there 
is not a defined, structured process in place for the orientation/training of new Board 
volunteers, including new Directors and/or new volunteers involved in Board committees and 
ad hoc task forces.  A Board of Directors handbook has, however, been developed. 
 
Getting the Client Services Sales team out on sales calls when there is enough business 
walking through the door to keep team members busy at all times remains a challenge, as 
does establishing (and maintaining) the correct balance between providing access and 
service to community organizations while building the commercial side of the business. 
 
Cross-functional communication is not as effective as it might be.  Regular and disciplined 
sharing of knowledge and information about clients, events and projects across functional 
areas (in particular among Facilities and Client Services Sales staffs) needs improvement in 
order to enhance organizational performance. 
 



 

 

 
Sidney & North 

Saanich 
Memorial Park 

Society 
 

Business Plan 
2008 - 2012 

 
 

December 17, 
2007 

Page 10 

4.6   HUMAN RESOURCES STRATEGIES AND PLANS 

Salaries and Wages 
The hourly wage for five part-time Facilities Staff will be increased to $12.00 per hour from 
the current $11.00 per hour effective January 1, 2008, to enhance the organization’s ability 
to attract and retain these employees in a tight and competitive labour market.   
 
Further, the recommended budget for 2008 includes a wage “envelope” to provide for merit 
salary increases over and above a 2.5% cost of living increase (at the discretion of the 
Executive Director) and to address wage disparities vs. the marketplace in other functional 
areas of the organization. 
 

Client Services Sales 
The part-time Client Services Sales (CSS) position (currently 30 hours per week) will be 
increased to a full-time position (35 hours per week) effective January 1, 2008, in order to 
provide more opportunity for both individuals currently in the Client Services Sales role to 
devote more time to outside sales, getting out of the building and meeting the business 
community.   
 
A third Client Services Sales position will be created as early in 2008 as possible, to focus on 
commercial clients and build the organization’s meetings, seminars and small conference 
business.  This position is judged to be critical to increasing revenues from space rentals, 
and, given the importance to the organization’s future of increasing space rental revenues, is 
therefore key to the achievement of the organization’s overall goals and financial projections.  
The position will be largely responsible for developing the MWC’s small conference and 
meetings business, while the client responsibilities of the two existing CSS staff while be 
largely refocused:  one on not-for-profit and theatre clients, and the other on weddings and 
existing commercial clients.  The third CSS position will be filled on a six-month probationary 
basis.  Performance expectations for this position, as well as for the other two CSS staff when 
performance evaluation criteria and metrics (see below) are established, will be based in 
large part on the achievement of specific expectations of revenue growth. 
 
Job descriptions, performance evaluation criteria and performance metrics for Client Services 
Sales staff will be reviewed to ensure that they reflect the importance of prospecting for, and 
closing, new commercial business.  It will be important for the Executive Director to work with 
Client Services Sales staff to identify the most efficient and equitable means of dividing up 
current and prospective clients;  client bases should be reviewed on a regular (annual) basis 
to ensure client lists remain fairly distributed.  A separate, self-funded, team-based incentive 
system to reward the achievement of space rental revenues beyond budgeted targets will be 
developed and implemented in January, 2008 for 2008  and future years3. 
 

Future Organizational Structure 
Longer term (outside the time frame of this five-year business plan), consideration should be 
given to the creation of a permanent full-time Conferences/Meetings Planner position to 
assume responsibility for liaison, relationship-building and developing joint marketing/ 
promotional packages with local hotels, attractions, restaurants, activities and other 
stakeholders, as well as representing the MWC at trade shows and event/meeting planner 
shows.  It is possible that over time, as full capacity in space rentals is achieved and the focus 
                                                           
3 Incentive payouts are not, and need not be, budgeted since these costs will flow from incremental 
revenues beyond those budgeted. 
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of the organization therefore changes from attracting new clients to customer relationship 
management and retaining a larger, strengthened customer base, that the third CSS position 
could in fact transform into this Conference/Meetings Planner position. 
 
Also longer term in scope, but worthy of future consideration, is the creation of a position 
responsible for the organization’s marketing and communications, including the development 
and implementation of the organization’s annual marketing plan, administration of the MWC’s 
marketing budget, and liaison with the organization’s marketing and communications agency 
(see below).  It may at some point also make sense to include in this position’s mandate 
responsibility for community and public relations. 
 

Organization Culture  
Since inception, the organization’s focus has been largely on dealing with daily issues and on 
reacting to problems, as opposed to proactivity and planning to address issues before they 
become problems.  Now that key staff vacancies have been filled and the management team 
is fully staffed, the organization has an important opportunity to shift its culture towards a 
focus on advance planning, managing to objectives, and taking accountability for results.  The 
implementation of two new software systems, and the adoption of a team-based incentive 
system for Client Services Sales staff, will help in achieving this shift, however, more work will 
be required to achieve a lasting change in the organization’s culture.  It is recommended that 
the services of a Human Resources consultant specializing in this area be sought on a pro 
bono basis to develop a detailed plan, performance targets and success metrics, and to 
assist with their implementation.   
 
Weekly meetings among key organizational staff should be reinstated as soon as possible to 
enable the sharing of important information about events, clients and activities and to build 
the organizational “memory” to ensure that no single individual has sole possession of 
information critical to the health of the organization or its ability to deliver on its mandate. 
 

Volunteer Recruitment, Retention and Recognition 
A formal program for the recruitment and retention of Board volunteers is required, including 
a documented plan to regularly identify the specific skill sets required, assess the skills of 
current volunteers and address gaps.  Regularly updated, written job descriptions for Board 
members, and for those serving on standing committees and ad hoc task forces of the Board, 
are also required. 
 
It is recommended that a mentoring program be established for new Board members during 
their first year on the Board.  The mentor’s role will be to meet with new Board members prior 
to Board and committee meetings to provide background information, answer questions, and 
ensure the mentoree feels fully prepared to participate in Board meetings and fulfill their role 
as a Director of the Society. 
 
A formal program for thanking and recognizing both MWC and MPS Board volunteers should 
be developed.  The annual volunteer event (which lapsed in 2007 due to time and budget 
constraints) should be reinstated in 2008.  
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5 MARKETING PLAN 

5.1   INTERNAL ORGANIZATIONAL AND EXTERNAL (MACRO-ENVIRONMENTAL) ANALYSIS  

The MWC 2007 Marketing and Community Relations Plan includes a comprehensive internal 
and external Analysis of the organization’s Strengths, Weaknesses, Opportunities and Threats 
(S.W.O.T.).  The opportunities and threats inherent in the external environment, and the 
internal organizational strengths and weaknesses that informed the 2007 Marketing Plan, 
are judged not to have changed significantly since the Plan’s preparation.   Please see 
Appendix 4 for the detailed results of the S.W.O.T. Analysis. 
 

5.2   MARKET ANALYSIS 

The Town of Sidney is located approximately 20 kilometers, or about a 20-minute drive, north 
of downtown Victoria4.  Sidney is a picturesque year-round tourist destination featuring a 
beautiful waterfront, water-related activities, special Town events (such as Sidney Days, 
Canada Days, Summer Street Markets, Lighted Boat Sail Past and Santa Parade, and the 
Sidney Fine Arts Show), museums, shopping and restaurants.  Sidney is known as 
“Booktown”; books are available in a large number of bookstores.  Culture and entertainment 
is offered at several venues, including the Mary Winspear Centre5.  The population of Sidney 
was 11,315 in 2006 and had grown 3.5% from 2001 (vs. 5.3% for the province of British 
Columbia) 6.  Sidney is the primary business anchor for the Peninsula.      
 
North Saanich is located on the Saanich Peninsula, approximately 25 kilometers north of 
Victoria7, and is comprised of rural/residential areas, a large agricultural base, and is home to 
the Victoria International Airport and the Swartz Bay Ferry Terminal.  North Saanich is also 
home to the Institute of Ocean Sciences, Sandown Park Race Track, and the University of 
Victoria’s Dunsmuir Lodge Conference Centre.  The population of North Saanich, at 10,823 in 
2006 (+3.7% vs. 2001), was roughly equivalent in size to that of the Town of Sidney, although 
with a total land area of 37.14 square kilometers, North Saanich occupies approximately 
seven times the geographic footprint of Sidney8.   
 
The Town of Sidney issued licenses to approximately 850 businesses in 2007.  There were 
approximately 350 businesses licensed in North Saanich in the same time period.  In 2006 
there were 134 new business incorporations in Sidney and North Saanich combined. 
 

Small Conference, Meetings and Trade Show Market 
The Small Conference Marketing Development Plan completed in August, 20079 concludes 
that the conference facilities of Sidney, and in particular the MWC, are perfectly positioned to 
maximize conference occupancy.  The Plan concludes that there is a clear opportunity within 
the region for small conference and meetings business.  Moreover, it recommends that 
collaboration and sharing resources will be a cost effective means of building awareness of 
Sidney’s conference/meeting facilities, including the MWC.  The plan identifies several 

                                                           
4 Town of Sidney web site, www.sidney.ca 
5 Town of Sidney web site, www.sidney.ca 
6 Statistics Canada, 2006 Community Profiles, http://www12.statcan.ca 
7 District of North Saanich web site, www.northsaanich.ca  
8 Ibid. 
9 Fanelli, Lynn, Small Conference Marketing development Plan, prepared for the Sidney Business 
Association and funded by The Union of British Columbia Municipalities – Community Tourism Program, 
August 24, 2007 



 

 

 
Sidney & North 

Saanich 
Memorial Park 

Society 
 

Business Plan 
2008 - 2012 

 
 

December 17, 
2007 

Page 13 

important strategies, including:  differentiating on the basis of upscale quality that is 
moderately priced within the small conference market, and illustrating that the MWC offers 
high quality at an affordable price; devising a partnership agreement with all stakeholders 
involved to develop and implement marketing strategies; hiring a sales force; branding 
conference business by tying into partners’ existing brand strategies; utilizing marketing tools 
such as meeting and incentive travel magazines; and developing a fair levy/tax system to 
implement economic development. 
 
The Plan reinforces the importance of the small conference, meetings and trade show market 
to the economic growth of the region and highlights the important role the MWC will play in 
attracting and serving this market, as well as the significant benefits that will accrue to the 
MWC from the achievement of the objectives set out in the Plan.   
 

5.3   COMPETITOR ANALYSIS 

A detailed analysis of the strengths and weaknesses of the competitors to the MWC in the 
conference, trade show and commercial meeting business was prepared and included in the 
MWC 2007 Marketing and Community Relations Plan.  The Competitor Analysis is attached as 
Appendix 5.   
 
The analysis shows that the closest competitor to the MWC is the Shoal Centre, which 
accommodates events of roughly the same size as the MWC and has some strengths in 
common with the MWC.  The MWC can offer benefits that the Shoal Centre can not, however, 
including a beautiful facility, no obligation to use an in-house caterer, set-up/strike staff, 
parking, and technology. 
 

5.4   TARGET MARKETS  

Three specific client groups of interest, or “Target Markets”, have been identified for the 
MWC’s marketing activities.  They represent the Centre’s current client bases, as well as the 
groups from which revenue growth will be created in the next five years. 
 

Community User Groups 
Long-time regular users of the MWC such as NOSA, Peninsula Players, Shutterbugs, SPAC, 
Island Rhythmic Gymnastics, Peninsula Yoga, etc., are excellent examples of the community 
user groups who constitute this important target audience.  In 2007, not-for-profit business is 
expected to account for 73% of total space rental revenue (before discounts).  The not-for-
profit groups using the MWC provide the community with a diverse variety of activities for all 
age groups.  This important target audience receives support, care and attention from MWC 
staff on an ongoing basis.  Community user groups are considered part of the “family” at the 
MWC and this feeling of “belonging” is one of the key attributes of the relationship between 
the MWC and the community user groups that use the Centre every day.  
 

Commercial Clients  
Commercial Clients are businesses and associations that are interested in the MWC for 
meetings, seminars, small conferences and trade shows, such as: 
▫ Commercial businesses in the CRD that hold meetings, seminars, training sessions and 

special events 
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▫ Commercial businesses in the CRD that have offices outside the CRD and wish to bring 
together managers or sales teams for retreats, meetings, etc. 

▫ Small businesses in Sidney and North Saanich that require meeting space 
▫ Provincial and Federal Government Ministries 
▫ Groups seeking privacy, e.g. National Energy Board, unions, etc. 
▫ Associations with fewer than 400 members 
▫ All types of trade show representatives that have markets on Vancouver Island 
▫ Local interest/activity-focused groups (e.g. bird watching, diving, cycling, etc.) 
▫ Service Clubs 
Because their needs are similar and they are subject to the same pricing strategies as 
commercial clients, this segment also includes individuals and families planning weddings. 
 

Visitors/Event Attendees 
Visitors to the MWC and attendees at the events held there are an important target audience.  
Many will return to attend other activities, events, or performances at the CWT, and will tell 
others about their experiences at the MWC.  Some will choose to hold their own events at the 
MWC.  They include: 
▫ Residents of Sidney and North Saanich 
▫ Residents of the CRD 
▫ Tourists 
▫ School Children 
▫ Meeting, seminar, conference and trade show attendees 
▫ Wedding attendees 
 

5.5   MARKETING OBJECTIVES 

The following marketing objectives have been developed to support the achievement of the 
overall Business Plan: 
▫ Achieve total revenues of $533,248 in 2008, and $744,315 by 2012. 
▫ Partner with the Town of Sidney and the SBA in implementing the Small Conference 

Marketing Development Plan. 
▫ Position the MWC as a top quality venue that provides great value for meetings, 

seminars, small conferences and events. 
▫ Maintain and improve the satisfaction of both clients and visitors to the MWC, including 

the CWT, and the current 77% repeat business level. 
▫ Build and maintain strong relationships and linkages with clients, key stakeholders and 

the community at large. 
▫ Increase awareness of the MWC and BHP among key target audiences. 
▫ Continue to enhance product and service offerings to ensure superior satisfaction of 

client needs. 
 

5.6   MARKETING ISSUES TO BE ADDRESSED 

Marketing resources, both human and financial, have been scarce since the opening of the 
MWC in 2001.  (The issue of scarce human resources, and strategies to address it, have been 
described earlier in this document.)  The MWC’s current marketing budget, which was 
$30,000 in 2007, is insufficient to achieve the organization’s growth objectives.  Resources 
must be leveraged and additional, innovative means of stretching a modest marketing and 
promotion budget sought to support the achievement of the revenue targets included in this 
Business Plan. 
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Building and maintaining top-of-mind awareness for the MWC is critical to retaining current 
clients and attracting new business to the Centre.  Awareness levels are low, and many 
residents of Sidney and North Saanich have yet to visit the MWC.  The MWC must be the first 
place people think of for high quality meetings, conferences, cultural experiences and special 
events.  The MWC’s positioning has to date been cloudy, and there have been misconceptions 
about the mandate and purpose of the facility which must be addressed.  In addition, the 
2007 Marketing and Community Relations Plan recommends three different positioning 
strategies for three separate target audiences.  A single, comprehensive, and simple 
positioning strategy and statement that captures the key strengths of the facility and 
differentiates the MWC from competitors in the markets in which it competes must be 
developed and employed consistently in all marketing, promotional and communications 
initiatives directed to renters, whether commercial or community-based not-for-profits. 
 
Feedback from some stakeholders in the local marketplace has indicated they may feel some 
reluctance to partner with the MWC.  For example, there may be a misperception among 
commercial clients that the MWC considers its community-based clients more important than 
its commercial clients, based on the fact that it is sometimes necessary for MWC staff to 
consult with/move not-for-profit clients’ bookings before it can confirm commercial bookings, 
rather than being able to provide an immediate confirmation to commercial clients that space 
is available to meet their needs.  Further, there has been a desire expressed by prospective 
clients and partners for the ability to do “one-stop-shopping” when it comes to conference 
bookings on the Peninsula.  As the conference centre in Sidney, the MWC is perceived to be 
the logical base for coordinating conference bookings involving a number of partners but at 
present this is not yet possible.     
 
Cleary there remain some misconceptions in the community and beyond regarding the MWC’s 
mission and operations.  The MPS Board of Directors and MWC senior staff (in particular the 
Executive Director) must continue to build and maintain stronger relationships with key 
stakeholders and the community at large.  Key areas to be addressed include: 
▫ building awareness of the MWC, its facilities and offerings, and the important role it plays 

in the community 
▫ communicating the contribution of the MWC to the economies of Sidney and North 

Saanich (anecdotal information can certainly be conveyed immediately, and conducting 
an economic impact study through the student consulting resources available at Royal 
Roads University or the University of Victoria is recommended longer term) 

▫ regular reporting to the community at large to keep the community informed about 
developments, initiatives and successes at the MWC/BHP. 

 
The business base in Sidney is relatively large, however, many of the licensed businesses in 
the market are small businesses that are unlikely to hold the conferences, trade shows and 
meetings that are necessary for the MWC’s revenue growth.  The opportunity for marketing 
these meetings will come from further afield, in Victoria and elsewhere in the province.  That 
said, Sidney-based businesses present an immediate opportunity for the realization of 
incremental revenue from the rental of the Lebbetter Board Room.   
 
The electronic readerboard was installed in 2006 in a custom-designed tower built on the 
north west corner of the building to publicize upcoming events at the MWC and in the 
community.  The readerboard provides opportunities to package publicity for clients’ events at 
the MWC with their meeting, seminar, conference or trade show rentals, as well as to sell 
space to local businesses and organizations to advance their own promotional programs and 
goals.  Readerboard potential remains largely untapped, however, due principally to the 
board’s virtual obstruction by trees on its north side.  Town of Sidney assistance in solving the 
tree problem is required before this revenue source can be fully realized. 
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The production of special events and live performances has been part of the MWC’s 
marketing strategies throughout the years the MWC has been in operation.  By producing 
these events, the MWC has been able to build audience, build community relations, utilize 
excess capacity, and introduce the MWC and the CWT to members of the public who may not 
have visited the Centre before.  The MWC would like to produce its own season and shows 
more often, but producing high quality live performance art is not only expensive but also 
risky.  Also, the MWC has not been able to support these events with the appropriate level of 
marketing, making it not uncommon for the audience to see empty seats in the theatre, which 
in turn creates doubts regarding the quality of the performances.   
 
In addition to live performance productions, there is room for a community signature event at 
the MWC.  A community signature event was held each year from 2002 through 2006, but did 
not take place in 2007.  Reinstituting this annual event would not only raise funds for the 
MWC, it would serve to strengthen relationships with existing donors and supporters, 
introduce members of the community to the building and the theatre, and build partnerships 
with other community organizations.   
 
Fund-raising initiatives (annual fund-raising campaigns, planned giving, major gifts and capital 
campaigns) raise important revenue to assist with ongoing operating expenses, provide for 
capital equipment purchase and replacement, and build an endowment for the future.  Fund-
raising is an important activity that has not been adequately pursued due to scarce staff 
resources, but might more logically fall under the auspices of the SCCCF or the MPS Board(s).   
 

5.7   POSITIONING STRATEGY  

The MWC will be positioned and branded as the location of choice for small conferences, 
meetings, trade shows and entertainment, arts and cultural events in Southwestern British 
Columbia, as it offers top quality facilities in an exceptional location and personalized, 
attentive service – all of which add up to great value.   
 

5.8   KEY MESSAGES 

1. The MWC is a unique, full service, state-of-the-art facility, suitable for intimate to large 
gatherings. 

 
2. The MWC offers great value, providing a top-quality venue and exceptional service at a 

moderate price. 
 
3. The MWC is an integral part of the local community, supporting development, growth and 

access to arts, culture and recreational activities, and encouraging community access 
and use by community-based groups and organizations. 

 
4. The MWC is located in Sidney, BC, which offers a remarkable waterfront setting and 

small-town charm, combined with a sophisticated and multi-faceted commercial centre. 
 

5.9   PRODUCTS AND SERVICES STRATEGIES AND PLANS 

The MWC will continue to offer high-quality cultural and artistic experiences and events for 
everyone in the community.  Most of the work currently being produced in the Charlie White 
Theatre is by outside groups.  The MWC has produced and promoted special events, a 
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summer theatre series, and other live performances in the Charlie White Theatre (and 
continues to do so, with increasing success).  With the introduction of a subscription series, 
the risk of producing and promoting its own events is reduced, as budgeting can be based on 
the number of subscriptions sold.  A subscription series has been introduced for the 2007/08 
season, however, more marketing and promotional support will be required in order to grow 
subscription sales significantly.   
 
The MWC will continue to explore “presenting’ possibilities and ways to connect with the 
community through cultural experiences.  Live performance productions are an integral part 
of the MWC budget, and partnerships/sponsorships will continue to be explored on an 
ongoing basis to bring new and exciting cultural experiences to the area. 
 

5.10 PRICING STRATEGIES 

The MWC takes seriously its responsibility to deliver upon its mandate to provide access to 
community-based organizations and users by keeping room rental rates very competitively 
priced.  The MWC follows a mid-range pricing strategy for commercial business (meetings, 
seminars, conferences and trade shows, as well as weddings), while offering a discount of 
35% to registered not-for-profit organizations and a 10% community discount to clients based 
in Sidney and North Saanich.  Rental rates include the rental fee for the room or rooms, 
cleaning, and a basic set-up for each function.  Additional services, such as coffee service, 
audio visual equipment, staff assistance, technical services, and outside contracted items 
such as linen, catering, additional tables, etc., are provided at additional cost.   
 
Pricing is reviewed annually and is established based on a comprehensive competitive rate 
analysis, as well as rate increases which are in line with inflation and cost increases.  The 
MWC’s 2007 commercial and community 2007 rate cards are attached as Appendix 6.  Rates 
will be increased by 2.5%, consistent with the expected rate of inflation, for both commercial 
and community clients in 2008. 
 
A comprehensive competitive pricing analysis (Appendix 7) was conducted in 2006 to 
compare conference and meeting room facility rates at the MWC to those at nine other 
regional meeting facilities.  In the cases of both commercial and not-for-profit rates across a 
range of numbers of attendees, the MWC was positioned in the low to mid-price range, 
consistent with its pricing strategy.   
 
A detailed pricing survey of 18 theatres in British Columbia was conducted in 2006 (see 
Appendix 8).  Theatre rental rates at the Charlie White Theatre (based on average costs per 
seat at 75% capacity) were found to be solidly in the mid-price range, consistent with the 
Theatre’s pricing strategy.  Ticket prices for shows at the Charlie White Theatre, however, 
were found to be among the lowest in the province.  Ticket prices for MWC special events and 
productions will be slowly increased through 2008 and 2009, in order to bring prices in line 
with the mid-price range of other theatres.  User groups will be encouraged to do the same. 
 
Time-of-day and day-of-week pricing strategies have been in place for some time, but the price 
mix needs further development.  In order to continue to grow revenues from space rentals 
longer term, the MWC should consider a “two-tiered” pricing strategy, which would see two 
separate rate cards – one for commercial clients and the other for not-for-profit clients.  
Adopting this “two-tiered” pricing strategy will allow prices for commercial business to be 
increased more rapidly than for not-for-profit clients, while continuing to offer significant price 
breaks for not-for-profit and community-based organizations. 
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Other conference destinations have established reciprocal arrangements among a variety of 
stakeholders, including hotels, hotel taxes, and booking arrangements through Tourism 
organizations.  Pursuing these arrangements with stakeholders in Sidney and North Saanich 
will allow the MWC to accomplish two objectives:  to offer comprehensive packages to 
commercial clients for conferences and meetings; and to ensure the MWC’s offerings 
compare favourably to packages offered by its closest competitors.   
 
Tourism BC should be approached to determine whether funding for cross-border marketing 
initiatives to pursue bookings from commercial clients located south of the border might be 
available. 
 
The readerboard will be packaged with event bookings for both commercial and not-for-profit 
clients, and priced at a discount that will ensure uptake while generating revenue growth for 
this important product.  Opportunities to package the readerboard with other advertising/ 
media options in the local market (such as the Peninsula News Review) will also be explored.   
 
A small business marketing plan will be developed to promote the Lebbetter Executive Board 
Room to the local (Sidney and North Saanich) business community.  Special introductory 
pricing, and discounts for frequent users will be considered to build trial and repeat business. 
 

5.11 PROMOTIONAL STRATEGIES AND PLANS 

In order to build and maintain top-of-mind awareness among commercial target audiences, 
the MWC will utilize a variety of promotional strategies, including: 
▫ advertising in select, targeted publications (e.g. trade publications, meeting planners’ 

publications, meeting section of BC Business magazine, Douglas magazine, etc.)  that 
reach targets in the CRD, BC, the Prairies and the Pacific Northwest 

▫ exhibiting at trade shows, association shows, meeting planners’ conventions, wedding 
shows, etc. 

▫ the MWC web site 
▫ Direct mail campaign to current and prospective business clients, and to association 

businesses 
▫ collateral rack piece to showcase MWC’s meeting amenities (e.g. Board Room rack card), 

as well as posters, flyers, rack cards, postcards, programs and brochures for theatre 
productions and shows, and to support sales of subscription series. 

▫ readerboard advertising for CWT productions and shows 
▫ local media coverage and sponsorship for special events theatre productions 
▫  “What’s Happening at the Mary Winspear Centre” events calendar 
▫ database marketing to patrons on the Box Office database. 
 
Additional tools are required, however, (collateral materials, PowerPoint presentations, virtual 
tours, etc.) to allow the Client Services Sales representatives to present themselves with the 
highest level of polish and professionalism, and to facilitate a top-quality presence at trade 
shows and wedding shows.   
 
The services of an outside advertising agency or marketing consultant are required to develop 
a single-minded, comprehensive positioning statement for the Centre, ensure all marketing 
communications effectively deliver the desired image and messaging, enhance the quality of 
MWC’s marketing communications materials, develop integrated marketing communications 
strategies and plans, and assist in evaluating the most effective and efficient media mix.  
Many local agencies and consultants will provide these services to not-for-profit clients on a 
pro bono or reduced-rate basis, to provide a showcase for their work and assist not-for-profit 
organizations in maximizing their marketing budgets.  Alternatively, there are a number of 
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grants available to support new marketing and communications initiatives.  We believe it is 
entirely possible that some assistance/resources will be available to help the MWC in this 
regard. 
 

5.12 RELATIONSHIP-BUILDING STRATEGIES AND PLANS 

The importance to the long term health and vitality of the organization of initiatives designed 
to solidify and strengthen relationships with current business clients, community user groups, 
and individual users and supporters of the MWC and the CWT can not be understated.  These 
relationship-building initiatives assist in keeping the MWC top-of-mind, and insulate the 
organization from competitive threats. 
 
Two key initiatives (“Friends of the Mary Winspear Centre”/”Friends of the Charlie White 
Theatre”” and “Friends of Blue Heron Park”) have been discussed and are of interest to a 
number of Board members and staff.  Many not-for-profit organizations, theatres and 
performance companies have some sort of “friends of” or “members” program that provides 
benefits (discounts on theatre tickets, e-newsletters, advance notice of events, invitations to 
special events, meeting performers, opportunities to bring “Friends of Friends”, etc., etc.).  In 
addition to their value as a tool for database marketing, fund-raising, public relations and 
market research, the sense of “belonging” that membership engenders is important in 
building and maintaining relationships with community members and supporters.  While staff 
resources can be made available to assist in some areas, the responsibility for developing the 
“Friends of” programs will of necessity devolve to the MPS Board of Directors.  It is 
recommended therefore that the “Friends of” programs be considered, but as longer-term 
initiatives. 
 
A comprehensive fund-raising plan (including capital campaign(s), major gifts, annual giving 
and planned giving strategies, chairs in the CWT) must be developed to ensure that the MPS 
benefits from this important activity far into the future.  This is either a Foundation or a MPS 
Board responsibility (only these two groups can determine where this responsibility best 
rests).  With a successful fund-raising strategy, the MWC endowment fund (created in January 
2007) could provide grants that would allow the MWC to continue to invest in “presenting” 
opportunities to grow revenues and build the MWC’s (and CWT’s) reputation and 
relationships.  A long-term fund-raising vision, strategy ad implementation plan, which clearly 
articulates and delineates the roles and responsibilities of the SCCCF and MPS Boards, 
should be developed.  The MPS Board should request that the SCCCF Board develop this long-
term fund-raising strategy as soon as possible, and that a separate, standing committee of 
the appropriate body (either the SCCCF or the MPS) be struck to take responsibility for the 
implementation plan to ensure that funds are available for capital acquisitions, improvements 
and replacements. 
 
Special events form an important part of the MWC’s revenue targets for 2008 and beyond.  
Included in the special events revenue line is an annual “signature” event to raise both funds 
and awareness for the MWC.  It is important to note that achievement of the special events 
revenue target will require that this “signature” event be reinstituted in 2008 and continued 
on an annual basis.  Staff resources are not available to provide more than administrative 
support for this event, however.  Ownership of the event must therefore come from the MPS 
Board.  It is recommended that a separate committee of the Board be struck to plan and 
implement this initiative.  While the committee should be chaired by an MPS Board member, 
its membership could (and likely should) be drawn from volunteer non-Board members with 
experience and skills in mounting these types of special events.  Mounting the “signature” 
event in partnership with another community-based organization (such as the Saanich 
Peninsula Hospital) would provide the opportunity to solidify relationships, share the work and 
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also share the rewards.  Over time, as the event grows in popularity and scope, the Board’s 
role may change to oversight of the event as consideration may be given to contracting out 
the event’s management to a contractor compensated from the event’s proceeds. 
 
Relationships with current and former donors should be renewed, refreshed and, in some 
cases, restarted.  The donor mailing list requires updating.  In conjunction with the 
comprehensive fund-raising plan described above, a long-term donor recognition and donor 
relations strategy requires development.  A “Donor Wall of Honour” has been established in 
the lobby entrance and will eventually be etched with all the names of the donors who have 
contributed to the success of the MWC.  Other initiatives to recognize and honour donors will 
be integral to the achievement of the MWC’s relationship-building strategies and plans.  
Consideration may be given to naming certain donors “Governors” of the MWC/CWT, and 
listing their names in the programs. 
 
Relationships with not-for-profit clients can be strengthened through regular town hall 
meetings or small group “fireside chats” among the Board Chair and representatives of the 
MWC’s not-for-profit client base.  Satisfied not-for-profit clients should be encouraged to act 
as ambassadors, advocates and fans of the MWC and BHP within their own organizations in 
the larger community.   
 

5.13 COMMUNITY, STAKEHOLDER AND PUBLIC RELATIONS STRATEGIES AND PLANS  

As the MPS operates under the auspices of the Trust Indenture and the beneficiaries of the 
Trust are the citizens of Sidney and North Saanich, the importance of building and 
maintaining strong connections and relationships within the community is clear.  In particular, 
building strong relationships with key community partners and stakeholders will assist and 
facilitate the achievement of the MWC’s revenue growth targets in 2008 and beyond. 
 
Partnerships with key stakeholders that are integral to the delivery of the small conference 
and trade show experience will be pursued.  Informal meetings and regular communication by 
the Executive Director and Client Services Sales staff with local hotels, attractions, 
transportation links and restaurants/caterers, as well as other business suppliers, will be 
emphasized. 
 
The MWC will continue to be an active member of associations that advance its interests, 
including the SBA, the Saanich Peninsula and Victoria Chambers of Commerce, and others.  
In particular, the MWC will partner with the Town of Sidney and the SBA in the implementation 
of the Small Conference Marketing development Plan that was completed in August, 2007.  It 
will be important, however, to leverage the MWC’s memberships in these associations to gain 
maximum value from them and to build awareness and understanding of the MWC’s 
positioning, unique capabilities/product offerings and competitive advantage.   
 
Speaking engagements will be sought with a wide variety of associations and community 
organizations in order to build relationships with these important community partners and 
stakeholder groups (Meeting Planner Society, Tourism Vancouver Island, Tourism Victoria, 
Chambers of Commerce, the SBA, Community Development Office, Rotary Clubs, Community 
Arts Councils, BC Touring Council/BC Arts Council, etc.).  Other clubs and interest groups will 
be approached by the Client Services Sales staff, the Executive Director and MPS Board 
members to arrange speaking engagements and build relationships with stakeholders, 
partners, and prospective clients of the MWC.  The Executive Director in particular will speak 
to a minimum of one community or stakeholder group per month. 
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Board members play a critical role as ambassadors for the MPS in the community.  Several, 
however, have indicated that they do not feel totally equipped to do so.  The orientation 
program for new Board members should include specific key communications messages for 
Board members to employ in their interactions with community members and stakeholders, 
and specific relationships assigned to the Board.  For example, the Board Chair should meet 
regularly with the Mayors of Sidney and North Saanich. 
 
Consideration could be given to establishing a key stakeholders Advisory Group (which could 
be called the “Chair’s Council”) to provide a forum for feedback, dialogue, and relationship-
building amongst key MPS Board members, the Executive Director, partners/stakeholders 
and clients. 
 
A Report to the Community should be produced on an annual basis, published to the MWC 
web site, and presented to the Sidney and North Saanich Councils (as well as other key 
stakeholders) along with a Q&A session.  The Report to the Community should reinforce key 
messages around the important role the MWC plays in the community, the contribution of the 
MWC to the economies of Sidney and North Saanich, and information about developments, 
new initiatives and successes. 
 
A complete list of Community Stakeholders and Support Organization Stakeholders, which 
was prepared for the 2007 Marketing and Community Relations Plan, is attached as Appendix 
10.     
 

5.14 MARKETING RESEARCH STRATEGIES AND PLANS 

While resources are simply not available to conduct major marketing research projects, a 
detailed market segmentation analysis should be prepared to support marketing initiatives in 
the local small business and small meetings, seminars and trade shows markets, and to 
provide research-based information for sales planning and the creation of a sales database. 
 
In addition, the MWC should continue its post-event Client Exit Surveys to track client 
satisfaction levels on important criteria, measure and monitor improvements in client 
satisfaction and serve as an early warning system to alert the organization to any sources of 
dissatisfaction.  
 
 

6 OPERATIONS PLAN 

This section of the Business Plan highlights infrastructure and equipment needs for the MWC 
and BHP from 2008 through 2012.  Some of these represent capital investments at a not 
insignificant cost.  They are included to reinforce the importance of long-term fund-raising 
initiatives and of continued revenue growth over the five years of the Business Plan. 
 

Mary Winspear Centre 
Two new software programs (box office booking software and the new ABC Management 
booking software for the MWC) have been purchased in 2007.  The transition to both is 
expected to be complete by the end of October.  Both programs will create time savings and 
efficiencies, as well as eliminating problems previously experienced with double bookings. 
 
Infrastructure and equipment needs for the MWC have been identified as follows: 



 

 

 
Sidney & North 

Saanich 
Memorial Park 

Society 
 

Business Plan 
2008 - 2012 

 
 

December 17, 
2007 

Page 22 

▫ the kitchen (currently described as a “staging” kitchen) will need to be expanded to a full 
catering kitchen 

▫ the floor in the Bodine Family Hall will require upgrading 
▫ storage space is an ongoing challenge for the MWC 
▫ the purchaser of various pieces of outdoor equipment (a ride-on mower, power washer) 

will be sought as they enhance building maintenance and reduce costs 
▫ an activity room with space for 400 people would enhance the MWC’s ability to cater to 

small conferences and trade shows; at present there is a gap between the capacity 
served by Activity Room 2 and the Bodine Hall, and Bodine Hall is not easy to split 

▫ office space is currently fully utilized (in fact there is at present no space to accommodate 
the third Client Services Sales person to come on board in 2008) 

▫ there are issue with parking capacity as the gravel surface of the overflow lot is not ideal 
▫ additional signage for the side of the CWT, including information about “What’s Playing”, 

to assist in raising awareness of the theatre and its offerings. 
 
Strategies and plans will need to be developed to identify infrastructure gaps, replacements 
required, and necessary repairs.  In addition, the business case for buying vs. renting specific 
equipment will need to be developed. 
 

Blue Heron Park 
Annual improvements have been made to Blue Heron Park to enhance users’ enjoyment of 
the park, while maintaining the forested area and walking trails.  A stream enhancement 
project has been ongoing for several years, with the addition of pools, bank stabilization 
features, and the addition of shade trees.  The variety of native plants in the park provides 
habitat for the large bird populations that are resident or passing through on migrating routes.  
As more development occurs in neighbouring areas, important animal habitat is lost, making 
Blue Heron Park lands even more significant as a refuge. 
 
Improvements in the washroom facilities and the provision of a clubhouse are examples of 
long-term goals for the park. 
 
 

7 FINANCIAL INFORMATION, STRATEGIES AND PLAN 

Appendices 11 and 12 provide detailed financial projections for the MWC from 2008 through 
2012, including revenue, expenses and cash flows.  Appendix 11 is the recommended budget 
projection and reflects the implementation of the strategies and plans detailed in this 
Business Plan, including adjustments to bring salaries/wages in line with the marketplace, 
the cost of converting a part-time Client Services Sales representative to full-time, the 
investment in a third Client Services Sales representative, and increased marketing and 
promotional spending.  The budget also includes a $10,000 provision for contingencies each 
year.   
 
The budget shows expenses partially offset by grants.  The Town of Sidney and the District of 
North Saanich together contribute $230,000 per annum.  It is expected that grants from 
other agencies can be obtained to help offset the costs of new marketing and promotional 
initiatives, the small conference marketing development plan, and board development  
(similar to the UBCM grant already received).   
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In 2008 and 2009 this proposed “Investment” budget results in a modest (under $10,000) 
deficit, with gradually increasing excesses over time to more than $90,000 in 2012.  Cash 
flow issues will continue until 2010.   
 
It is important to note that while the projected growth anticipated should the recommended 
budget be adopted is relatively aggressive, this rate of growth can not be sustained 
indefinitely.  Longer term growth will slow as maximum capacity is realized.  As is noted in the 
financial projections, maximum capacity for the Courtyard/Grounds was reached in 2007, 
and is expected to be reached for the Bodine Family Hall, Gallery and CWT by 2012.  As is 
mentioned earlier in the Business Plan, once capacity for space rentals has been reached, 
revenue growth will need to come from other sources, such as fund-raising initiatives, 
additional special events, and property development on Lot B. 
 
Appendix 12 represents a “Status Quo” budget projection, and demonstrates the revenues, 
expenses and cash flows to be anticipated should the investment in a third Client Services 
Sales representative and also in incremental marketing and promotional activity, not be 
realized.    
 
Finally, Appendix 13 provides revenue, expense and cash flow projections for the Memorial 
Park Society, including Blue Heron Park, for the year 2008. 
 

Sources of Incremental Revenue and Strategies to Pursue 
Longer term, as full capacity in space rentals is reached and further revenue growth from this 
line of business is limited to rate increases, other sources of incremental revenue growth will 
need to be pursued.  While revenue from these initiatives has not been included in the 
financial projections for the next five years (as it is simply impossible to project at this 
juncture), it will be important for the MPS Board of Directors to take responsibility for these 
initiatives, and to identify strategies and plans to pursue these opportunities.  Among them 
are:   
▫ additional special events (such as a Speaker Series, for example, or competitions such as 

Canadian Idol),  may be added over time as the Board sees fit;  the business model may 
be based on leasing space to promoters, or on planning and mounting the event in-house 

▫ property development on Lot B to generate long-term income for the MPS, which will 
require a substantial investment of Board time and, likely, external expertise and advice 
to study the possibilities, develop the business case and issue/award RFPs 

▫ other opportunities to rent out the grounds 
▫ the MWC’s 10th Anniversary, which will occur in 2011. 
 
Pursuing other incremental revenue opportunities should be a priority for the MPS Board, 
which needs to strike a task force dedicated to preparing a long-term strategy and plans to 
explore these opportunities as soon as possible.   
 
Finally, please note that the unique nature of the agreement between BHP and the PSA 
precludes many revenue-generating possibilities.  Accordingly, at the request of the Blue 
Heron Park Work Group, BHP will be treated as a negative revenue producer, at least in the 
short-term.  Longer term, revenue generating opportunities specific to BHP will be explored 
and assessed by the Work Group. 
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8 IMPLEMENTATION/ACTION PLANS  

Notes:   
1. The Executive Director will be responsible for providing monthly updates to the Board of 

Directors, indicating the status of each of the initiatives on the Action Plan, as compared 
to objectives. 

2. While most of these initiatives can be undertaken without incremental investment, there 
is a cost involved in pursuing some of them.  The initiatives which will require additional 
investment in 2008 are as follows: 

 wage/salary adjustments for existing staff, hire third CSS rep10 $ 80,775 
 contract services      $ 9,080 
 incremental promotion and advertising   $ 20,000 

   

8.1   2008 

 Initiative Actions Accountability Timing 
Q1 Weekly meetings ▫ reinstitute weekly cross-

functional meetings 
E.D. ASAP 

 Wage 
adjustments/salary 
increases 

▫ process necessary 
wage/salary changes and 
inform staff 

E.D./Finance 
Accounts 

Effective 
Jan 1, 
2008 

 Small Conference 
Marketing 
Development Plan 

▫ pursue partnerships and 
determine implications of 
participation 

▫ develop plan for MWC 
participation 

E.D./CSS 
Team/Board 

Ongoing 
from Q4 
2007 

 Client Services 
Sales staff 

▫ revise job descriptions, 
establish performance 
metrics, develop team-based 
incentive plan 

▫ establish basis for dividing 
up client 
responsibilities/base 

E.D./Dolezal 
 
 
 
E.D./CSS Team 

early Jan 
 
 
 
early Jan 

 New CSS staff  ▫ recruit new Client Services 
Sales rep 

E.D. End Jan 

 Grants Applications ▫ identify potential funders and 
grants of interest, write grant 
proposals and follow up 

E.D. Ongoing 

 Small Business 
Marketing Plan 

▫ prepare market  analysis 
▫ develop marketing plan 
▫ implement 

E.D./CSS Team Mid Feb 

 MPS Board 
Volunteers Strategy 

▫ develop Board recruitment, 
retention and recognition 
strategy, plan (revisit 
annually) 

▫ Board mentoring program 
designed and introduced 

Board Mid Feb 

 Advertising agency ▫ identify agency candidates, 
interview and recruit 

E.D. End Feb 

 “Signature” Special ▫ strike Board committee to Board End Feb 
                                                           
10 Note:  the team-based incentive program will be self-funding as it will be paid from incremental 
revenues over and above budgeted targets. 
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Event develop plan 
▫ move forward to hold event 

by mid Dec 
 BHP Planning 

Committee 
▫ strike committee, determine 

mandate and scope 
▫ initiatives, actions added to 

business plan when 
determined 

Board Mid Mar 

 Marketing 
Communications 

▫ develop positioning 
statement 

▫ review, assess current 
marketing materials, 
determine action required 

▫ produce required materials 

Agency/E.D. End Mar 

 Community and 
Stakeholder 
relations 

▫ speaking engagements, 
formal and informal 
relationship-building 

E.D./CSS/Board End Mar 
and 
ongoing 

 Meetings with 
Mayors 

▫ quarterly meetings between 
Board Chair and mayors 

Board Chair End Mar 
and 
ongoing 

Q2 Organization 
Culture 

▫ identify appropriate HR 
consultant, recruit 

▫ review consultant’s workplan, 
initiate implementation 

E.D./Board Mid Apr 

 Readerboard ▫ develop packages with local 
media, others 

E.D./CSS End May 

 Long-Term Fund-
Raising Strategy 
and Plan 

▫ develop long-term strategy 
and plan 

▫ determine roles and 
responsibilities 

▫ implement 

Board (special 
ad hoc 
committee of 
Board and 
SCCCF?) 

Late June 

Q3 Incremental 
Revenue 
Opportunities 
(including property 
development) 

▫ identify strategies and plans 
to pursue incremental 
revenue opportunities 

▫ determine roles and 
responsibilities 

▫ revisit annually to update 
new opportunities 

Board (special 
ad hoc Board 
committee?) 

Late Oct 

Q4 Volunteer Event ▫ develop plan, initiate E.D./Board Mid Oct 
 Business Plan ▫ revisit, review and update on 

5-year rolling basis 
E.D./Board End Nov 

 Report to the 
Community 

▫ prepare, produce, distribute 
and present annual Report to 
the Community 

E.D./Board End Dec 

 Client exit surveys ▫ assess results, compile and 
report with indicated actions 
for upcoming year 

CSS Team End Dec 

 

8.2   2009 

 Initiative Actions Accountability Timing 
Q1 Client Services ▫ review/revise client bases for E.D./CSS Mid Jan 
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Client Bases Client Services Sales Team as 
required, based on prior year 
performance 

Team 

 Town Hall meetings ▫ determine responsibility, 
develop plan and initiate 

Board Chair? End Jan 

Q2 Reciprocal 
arrangements with 
local stakeholders 

▫ determine appropriate 
partners, negotiate terms of 
partnership(s), implement 

E.D./CSS 
Team 

End Apr 

 Donor Recognition ▫ develop program, plan to 
implement and initiate 

E.D./Board End June 

Q3 Price Mix ▫ plan for future price strategy, 
including two-tiered pricing 
model 

E.D./CSS 
Team 

Ready to 
implement 
Jan 1  
2010 

 MWC Volunteer 
Strategy 

▫ develop strategy and annual 
plan for volunteer recognition 
and retention 

E.D./Board End Sep 

Q4 Business Plan ▫ revisit, review and update on 5-
year rolling basis 

E.D./Board End Nov 

 Report to the 
Community 

▫ prepare, produce, distribute 
and present annual Report to 
the Community 

E.D./Board End Dec 

 Client exit surveys ▫ assess results, compile and 
report with indicated actions 
for upcoming year 

CSS Team End Dec 

 

8.3   2010 

Initiative Actions Accountability Timing 
Client Services Client 
Bases 

▫ review/revise client bases for 
Client Services Sales Team as 
required, based on prior year 
performance 

E.D./CSS 
Team 

Q1 

“Friends of” Program(s) ▫ determine framework (“Friends 
of MWC”, “Friends of CWT”, 
and/or “Friends of BHP”) 

▫ develop program, launch 

E.D./Board Q2 

Economic Impact Study ▫ recruit RRU or UVic students to 
conduct 

▫ release results to community, 
incorporate into marketing and 
communications materials as 
appropriate 

E.D. Q3 

Report to the Community ▫ prepare, produce, distribute 
and present annual Report to 
the Community 

E.D./Board Q4 

Client exit surveys ▫ assess results, compile and 
report with indicated actions for 
upcoming year 

CSS Team Q4 

Business Plan ▫ revisit, review and update on 5-
year rolling basis 

E.D./Board Q4 
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8.4   2011 

Initiative Actions Accountability Timing 
Client Services Client 
Bases 

▫ review/revise client bases for 
Client Services Sales Team as 
required, based on prior year 
performance 

E.D./CSS 
Team 

Q1 

Report to the Community ▫ prepare, produce, distribute 
and present annual Report to 
the Community 

E.D./Board Q4 

Client exit surveys ▫ assess results, compile and 
report with indicated actions for 
upcoming year 

CSS Team Q4 

Business Plan ▫ revisit, review and update on 5-
year rolling basis 

E.D./Board Q4 

 

8.5   2012 

Initiative Actions Accountability Timing 
Client Services Client 
Bases 

▫ review/revise client bases for 
Client Services Sales Team as 
required, based on prior year 
performance 

E.D./CSS 
Team 

Q1 

Report to the Community ▫ prepare, produce, distribute 
and present annual Report to 
the Community 

E.D./Board Q4 

Client exit surveys ▫ assess results, compile and 
report with indicated actions for 
upcoming year 

CSS Team Q4 

Business Plan ▫ revisit/review and update on 5-
year rolling basis  

E.D./Board Q4 

 
 

9 PERFORMANCE MEASUREMENT AND METRICS 

Performance will be measured against key metrics identified in the Business Plan:  the 
achievement of revenue targets, monitoring spending against expense targets, the split 
between not-for-profit and commercial revenue, and progress against the initiatives and 
timeframes detailed in the Implementation Plan.  In addition, the Client Services Sales staff’s 
time spent against new business generation will be monitored against the performance 
targets to be identified in revised job descriptions. 
 
Finally, this Business Plan itself will provide a key management tool and performance 
measurement.  It is recommended that the Implementation Plan form the basis of quarterly 
reports by the Executive Director to the MPS Board of Directors at its March, June, September 
and December Board meetings.  Achievement of the milestones in the Business Plan will be 
used as the basis for reviewing the Executive Director’s performance on an annual basis11.  

                                                           
11 While outside the scope of this business plan to recommend, it may also be appropriate for the Board 
to revisit the job description, performance evaluation criteria and performance metrics for the Executive 
Director to ensure they reflect the intent to use this business plan as the basis for evaluating the 
Executive Director’s performance. 
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The Business Plan should be revisited and updated on a five-year rolling basis annually, in the 
fall of each calendar year, as part of a facilitated session with the Executive Director and the 
Board.  Approval of the coming year’s plans and targets should be an agenda item for the 
December Board meeting each year. 
 
 

10 CRITICAL RISKS AND STRATEGIES TO MITIGATE 

The success of the Small Conference Marketing Development Plan will contribute 
substantially to the achievement of the space rental revenue targets.  Should the expected 
UBCM grant funding not be received in its entirety, or should the partnerships not yield the 
desired results, the MWC will likely require additional investment in human resources and 
marketing/promotional support to realize the new business in small conferences and trade 
shows outlined in the Plan, and to achieve its revenue targets for 2009 and beyond. 
 
While the plan includes several initiatives in the important area of stakeholder and public 
consultation and relationship-building, longer term it may become important to pursue more 
public consultation.  Town hall meetings, and a feedback loop built into the donor recognition 
process, could also be considered and added to the implementation plan in future years.   
 
Given the important contribution that volunteers make to the operation of the MWC and BHP, 
a shortfall in the amount of volunteer involvement will have a significant impact on the 
organization.  Volunteer recruitment, retention and recognition strategies and programs, 
therefore, will remain key to the ongoing success of the MWC as long as the current business 
model is followed. 
 
Board ownership is critical to the success of several initiatives outlined in the plan, most 
importantly special events, the pursuit of incremental revenue opportunities, and fund-raising.  
Board development programs and strategies will be important to ensure the Directors remain 
actively engaged and involved, and are prepared to fulfill their responsibilities.  It is 
recommended that the Board consider engaging the services of a specialist in the area of 
Board development and effectiveness to ensure that it is doing all it can to motivate and 
equip these important volunteers. 
 
While the financial plan includes a modest contingency for unexpected circumstances, 
increased costs or other unexpected developments resulting in expenses over and above the 
contingency funds may require additional financial assistance from the municipalities.   
 
The financial plan includes a total of $85,000 in grant income over the years 2008 and 2009.  
While it is expected that the organization will make every effort to obtain grant funding, it 
should be recognized that this is not within its direct control.  It may be possible that the 
grants will be received at different times than indicated in the financial plan, in different 
amounts, or (although it is unlikely) not at all. 
 
Finally, while the budget does include provision for annual contributions to the replacement 
reserve in that loan repayments made each year are designated by the SCCCF for capital 
investment and replacement, more can and should be done to ensure adequate resources 
are available in this regard.  This is one area that must be addressed by the long-term fund-
raising strategy to be developed by the SCCCF/MPS Board, and perhaps through other Board 
initiatives as well. 
 
 



 

 

 
Sidney & North 

Saanich 
Memorial Park 

Society 
 

Business Plan 
2008 - 2012 

 
 

December 17, 
2007 

Page 29 

11 LIST OF APPENDICES 

Appendix 1 Table of Abbreviations 
Appendix 2 Constitution and Bylaws 
Appendix 3 MWC Organization Chart (2007) 
Appendix 4 Internal and External (S.W.O.T.) Analysis:  Strengths, Weaknesses,   
  Opportunities and Threats 
Appendix 5 Summary of Competitor Analysis 
Appendix 6 MWC Commercial and Community Rates (2007) 
Appendix 7 Conference and Meeting Room Rate Study (2006) 
Appendix 8 Theatre Rate Comparison Scenario (2006) 
Appendix 9 Results of MWC Client Exit Surveys (2006) 
Appendix 10 Community Stakeholders and Support Organization Stakeholders 
Appendix 11 MWC Revenue and Expense Projections (Investment Scenario) 2005 through  
  2012 
Appendix 12 MWC Revenue and Expense Projections (Status Quo Scenario) 2005 through  
  2012 
Appendix 13 MPS Budget 2008 
 
 



Appendix 1 

 

 

TABLE OF ABBREVIATIONS 
 
 
BHP Blue Heron Park 

 
BOD Board of Directors (of the MPS) 

 
CSS Client Services Sales 

 
CWT Charlie White Theatre 

 
E.D. Executive Director 

 
MPS Sidney and North Saanich Memorial Park Society 

 
MWC Mary Winspear Centre 

 
PSA Peninsula Soccer Association 

 
SANSCHA Sidney and North Saanich Community Hall Association 

 
SBA Sidney Business Association 

 
SCCCF Sidney Community Cultural Foundation 

 
S.W.O.T. Strengths, Weaknesses, Opportunities and Threats Analysis 

 



 

 

 
 
 

C  O  N  S  T  I  T  U  T  I  O  N 
 
 

And 
 
 

B  Y  L  A  W  S 
 
 

of the 
 
 

SIDNEY AND NORTH SAANICH 
MEMORIAL PARK SOCIETY 

 
2243 Beacon Avenue 

Sidney, B.C. 
V8L 1W9 

 
 
 

Registered Address: 
2243 Beacon Avenue 

Sidney, B.C. 
V8L 1W9 

 
 
 

Incorporation Certificate No. S-20029 
 

• Bylaws approved by members at May 31, 1995 Annual General Meeting. 
• Part 5 amended at May 28, 1998 Annual General Meeting. 
• Both the Constitution and the Bylaws amended at the May 31, 2006, Annual General 

Meeting, filed February 8, 2007. 
 



 

   
Sidney and North Saanich Memorial Park Society  
Constitution and Bylaws 

 
 T A B L E    O F    C O N T E N T S 

 
 

 
CONSTITUTION .........................................................................................Page 1 
 
BYLAWS .......................................................................................................Page 1 
 
Part 1 Interpretation .................................................................................Page 1 
 
Part 2 Membership...................................................................................Page 1 
 
Part 3 Meetings of Members....................................................................Page 2 
 
Part 4 Proceedings at General Meetings..................................................Page 3 
 
Part 5 Directors ........................................................................................Page 4 
 
Part 6 Officers..........................................................................................Page 5 
 
Part 7 Duties of Officers ..........................................................................Page 5 
 
Part 8 Executive Committee ....................................................................Page 6 
 
Part 9 Proceedings of Directors ...............................................................Page 6 
 
Part 10 Committees....................................................................................Page 7 
 
Part 11 Seal ................................................................................................Page 7 
 
Part 12 Borrowing......................................................................................Page 8 
 
Part 13 Auditor ..........................................................................................Page 8 
 
Part 14 Rules of Order ...............................................................................Page 8 
 
Part 15 Notices to Members......................................................................Page 8 
 
Part 16 Bylaws ..........................................................................................Page 9 
 
Part 17 General .........................................................................................Page 9 
 
Part 18 Trust to be Binding.......................................................................Page 9 

 



 

   
Sidney and North Saanich Memorial Park Society 1 of 9 
Constitution and Bylaws 

 
C O N S T I T U T I O N 

 
1. The name of the society is the SIDNEY AND NORTH SAANICH MEMORIAL PARK SOCIETY. 
 
2. The purposes of the society are to provide and manage lands, parks and facilities for community, cultural, athletic 

and recreational purposes for the residents of the Electoral District of Saanich whose names appear from time to 
time on the then current list of voters of the said Electoral District prepared under the Provincial Elections Act and 
who reside north of the present north boundary of the municipality of Central Saanich. 

 
3. The affairs of the association will be carried on without purpose of gain for its members, and any profit or other 

accretion to the association shall be used for pursuing its objectives. 
 
4. In the event that the association should at any time be wound up or dissolved, the remaining assets after payment 

of all debts and liabilities shall be turned over to a recognized charitable organization in the Province of British 
Columbia or elsewhere in Canada as directed by the members. 

 
5. Clauses (3), (4) and (5) are unalterable in accordance with Section 22 of the Society Act of British Columbia 

(Chapter 390, RSBC, 1980). 
 
The Society was incorporated on the 20th day of March, 1985 by Incorporation Certificate No. S-20029 
 
On the 22nd day of July, 1987, the Society altered it purposes by adding the words “and to manage” in clause 2 above. 
 
 

B Y L A W S 
 

Part 1   INTERPRETATION 
 
1.1 In these bylaws, unless the context otherwise requires: 

a) “Directors” means the Directors of the Society for the time being; 
b) “Member in good standing” means a member who has paid the current membership fee and any other 

subscription or debt due and owing by him to the society; 
c) “Registered Address” of a member means his address as recorded in the register of members; 
d) “Society Act” means the Society Act of the Province of British Columbia from time to time in force and all 

amendments to it; and 
e) “The Trust” means the Trust Indenture dated December 31, 1965 between the Sidney and North Saanich War 

Memorial Park Society and the Royal Trust Company, as amended from time to time by order of a court of 
competent jurisdiction. 

 
1.2  The definitions in the Society Act from time to time in force apply to these bylaws. 
 
1.3 Words importing the singular include the plural and vice versa, and words importing a male person include a female 

person and vice versa. 
 
Part 2  MEMBERSHIP 
 
2.1 The members of the Society are the applicants for incorporation of the Society, and those persons who subsequently 

have become members, in accordance with these bylaws, and, in either case, have not ceased to be members. 
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2.2 Any person is eligible to be a member who is a resident of either: 
a) the Town of Sidney, or 
b) the District of North Saanich, or any of the following adjacent islands:  Brethour, Coal, Domville, Fernie, 

Forrest, Gooch, Goudge, James, Knapp, Piers, Pym and Sidney Islands; 
and whose name appears on the then current list of voters of the Provincial Electoral District(s) in which the said 
municipalities and islands are located.” 

 
2.3 Subject to clause 2.2, a person shall be a member upon payment of the current membership fee, and shall be issued 

a membership card that indicates the expiry date of the membership period. 
 

2.4 A membership period (or “year”) shall begin on the first day of any given calendar year and end on the last day of 
the same calendar year. 

 
2.5 A member who is an employee of the Society shall not be eligible to be or become a Director during the tenure of 

such employment. 
 
2.6 Every member shall uphold the Constitution and comply with these Bylaws. 
 
2.7 The amount of the annual membership dues shall be determined by an ordinary resolution presented by the Board 

and approved at an Annual General Meeting of the Society by a majority of members present and voting. 
 
2.8 A person shall cease to be a member of the Society: 

a) by delivering his resignation in writing to the Secretary of the Society or by mailing or delivering it to the 
Address of the Society; or 

b) on his death; or 
c) on being expelled; or 
d) on having been a member not in good standing for ten (10) consecutive months. 

 
2.9 A member may be expelled by a Special Resolution of the Board passed at a General Meeting of the Society. 
 
2.10 The Notice of Special Resolution for expulsion shall be accompanied by a brief statement from the Board of 

Directors as to the reason or reasons for the proposed expulsion. 
 
2.11 The person who is the subject of the proposed resolution for expulsion shall be given an opportunity to be heard at 

the General Meeting before the Special Resolution is put to a vote. 
 
Part 3  MEETINGS OF MEMBERS 
 
3.1 General Meetings of the Society shall be held at the time and place, in accordance with the Society Act, that the 

Directors decide. 
 
3.2 Every General Meeting, other than an Annual General Meeting, is an Extraordinary General Meeting. 
 
3.3 The Directors may, when they think fit, convene an Extraordinary General Meeting. 
 
3.4 The Directors, on requisition of 10% or more of the voting members of the Society, shall convene an Extraordinary 

General Meeting within 21 days of the date of the delivery of the requisition to the Secretary of the Society. 
 
3.5 Notice of a General Meeting shall specify the place, day and hour of meeting, and, in case of special business, the 

general nature of that business.
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3.6 Members who are in good standing 21 clear days prior to the date of any General Meeting shall be given at least 
fourteen (14) days notice of such meeting.  

 
3.7 The accidental omission to give notice of a meeting to, or the non-receipt of a notice by, any of the members 

entitled to receive notice does not invalidate proceedings at that meeting.  
 
3.8 The first Annual General Meeting of the Society shall be held not more than 15 months after the Date of 

Incorporation and after that an Annual General Meeting shall be held at least once in every calendar year and not 
more than 15 months after the holding of the last preceding Annual General Meeting. 

 
Part 4  PROCEEDINGS AT GENERAL MEETINGS 
 
4.1 Special business is 

a) all business at an Extraordinary General Meeting except the adoption of rules of order, and 
b) all business transacted at an Annual General Meeting except: 

(i) the adoption of Rules of Order; 
(ii) the consideration of the financial statements; 
(iii) the Report of the Directors; 
(iv) the Report of the Auditor, if any; 
(v) the election of Directors; 
(vi) the appointment of the Auditor, if required; and 
(vii) the other business that, under these bylaws, ought to be transacted at an Annual General Meeting, or 

business which is brought under consideration by the Report of the Directors issued with the Notice 
convening the meeting. 

 
4.2 A quorum at General Meetings shall be fifteen (15) members who have been verified by the Secretary to be 

members in good standing of the Society. 
 
4.3 No business, other than the Election of a Chairman and the adjournment or termination of a meeting, shall be 

conducted at a General Meeting at a time when a quorum is not present. 
 
4.4 If at any time during a General Meeting there ceases to be a quorum present, business then in progress shall be 

suspended until there is a quorum or until the meeting is adjourned or terminated. 
 
4.5 If within 30 minutes from the time appointed for a General Meeting a quorum is not present, the meeting, if 

convened on the requisition of members, shall be terminated; but, in any other case, it shall stand adjourned to the 
same day in the next week, at the same time and place, and if, at the adjourned meeting, a quorum is not present 
within 30 minutes from the time appointed for the meeting, the members present shall constitute a quorum. 

 
4.6 Subject to clause 4.7, the Chairman of the Society, or in his absence, the Vice-Chairman, or in the absence of both, 

one of the Directors present, shall preside as Chairman of a General Meeting 
 
4.7 If, at a General Meeting, 

a) there is no Chairman, Vice-Chairman or other Director present within 15 minutes after the time appointed for 
holding the meeting, or 

b) the Chairman, Vice-Chairman and all other directors present are unwilling to act as Chairman, the members 
present shall choose one of their number to be Chairman. 

 
4.8 A General Meeting may be adjourned from time to time and from place to place, but no business shall be transacted 

at an adjourned meeting other than the business left unfinished at the meeting from which the adjournment took 
place.
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4.9 Where a meeting is adjourned for 10 days or more, notice of the adjourned meeting shall be given as in the case of 
the original meeting. 

 
4.10 Except as provided in clause 4.9, it is not necessary to give notice of an adjournment or of the business to be 

transacted at an adjourned General Meeting 
 
4.11 The Chairman of a meeting may move or propose a resolution. 
 
4.12 In case of an equality of votes, the Chairman shall not have a casting or second vote in addition to the vote to which 

he may be entitled as a member, and the proposed resolution shall not pass. 
 
4.13 Only members in good standing 21 clear days prior to the date of any General Meeting shall be entitled to vote at 

that meeting, and each such member, including the Chairman, shall be entitled to only one vote on each question.  
(For example: if a member just became “in good standing” on the last day of any given month, then she or he would 
be eligible to vote only at any General Meeting held on or after the 22nd day of the next following month). 

 
4.14 A member who, at any given General Meeting, does not meet the voting qualifications as prescribed in Clause 4.13 

above shall not be eligible, at that meeting, to become a Director. 
 
4.15 The Board shall propose the names of those members in good standing who have indicated a willingness to stand 

for election as a Director, and the Chairman of the meeting will also receive additional nominations that may come 
from the floor. 

 
4.16 Elections of Directors may be by acclamation, otherwise they shall be by secret ballot. 
 
4.17 Voting, except in respect to the Election of Directors, shall be by either: 

a) show of hands, or 
b) display of voting cards, or 
c) by secret ballot, if requested by any member. 

 
4.18 Voting by proxy is not permitted. 
 
Part 5  DIRECTORS 
   
 There shall be 11 Directors, or such greater number as may be approved at a General Meeting.  Five Directors may 

be appointed, as provided in clause 5.4, and the others shall be elected by the membership of the Society. 
 
 Elected Directors shall be elected (in accordance with clause 4.16) at each Annual General Meeting for two-year 

terms, but in such a manner that, at any given Annual General Meeting, as nearly as shall be practicable, the terms 
of Office of only half the requisite number of elected Directors shall expire.  However, in the event that there is, or 
would be, an imbalance in the alternating terms of office, it shall be appropriate to elect one or more Directors for a 
one-year term, to maintain or restore the balance. 

 
 As nearly as shall be practicable, one-half the number of elected Directors shall reside in Sidney and one-half in 

North Saanich and/or any of the adjacent islands listed in clause 2.2. 
 
 The appointed Directors may be: 

a) a member of the Board of School Trustees, School District 63 (Saanich) who represents either Sidney or North 
Saanich; 

b) a member of the Council of the Town of Sidney;  
c) a member of the Council of the District of North Saanich; 
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d) the immediate past Chair of the Board; and  
e) the Chair of the Sanscha Community Cultural Centre Foundation, or his or her representative; or any of them. 

 
 If any of the aforementioned bodies chooses to not appoint a Director, then the number of elected Directors should be 

increased accordingly, to maintain the requisite number of Directors specified in clause 5.1 and any resolutions 
pertaining thereto.   

 
 If any of the bodies listed in sub-clauses a), b) and c) of clause 5.4 chooses to not appoint a director, that body, or any of 

them, may appoint one of its sitting members to serve on, and take part in the deliberations of, the Board of 
Directors of this Society, but in a liaison capacity only, without voting power, and in that capacity shall not be 
counted when determining a quorum present at any meeting of directors. 

 
 By virtue of their appointments, the appointed Directors shall be members in good standing of the Society. 
  
 Directors who have been elected for three consecutive two-year terms (six years) since or after the date of the 2007 

Annual General Meeting shall not be eligible for re-election for two years. 
 
 A Director may be removed before the expiration of his or her term of office by a Special Resolution of the Board of 

Directors passed at a General Meeting, and a successor may be elected to complete the term of office. 
 
 The notice of special resolution for removal shall be accompanied by a brief statement of the reason or reasons for the 

removal. 
 
 The Director who is the subject of the proposed resolution for removal shall be given an opportunity to be heard at the 

General Meeting before the resolution is put to a vote. 
 
 No Director shall be remunerated for being or acting as a Director but a Director shall be reimbursed for all expenses 

necessarily and reasonably incurred by him while engaged in the affairs of the Society. 
 
 If a Director ceases to be a Director before the end of his term of office, for any reason other than that described in clause 

5.9, the other Directors may elect a member in good standing to fill the vacancy, but the term of office so filled shall 
terminate at the next Annual General Meeting. 

 
Part 6  OFFICERS 
 
6.1 The Officers of the Society shall be a Chairman, a Vice-Chairman, a Secretary and a Treasurer, and such other 

officers as the Board of Directors may determine from time to time. 
 
6.2 The Officers shall be elected (in accordance with clause 6.3) by the Board of Directors, from among the Directors, 

at a board meeting which shall be called within 2 weeks of the Annual General Meeting, and at such other times as 
may be required. 

 
6.3 The Elections of Officers may be by acclamation; otherwise they shall be by secret ballot. 
 
6.4 If an officer ceases to be an officer before the end of his or her term of office, the Board of Directors may elect a 

Director in good standing to fill the vacancy. 
 
Part 7  DUTIES OF OFFICERS  
 
7.1 The Chairman shall preside at all meetings of the Society and of the Directors. 
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7.2 The Chairman is the Chief Executive Officer of the Society and shall supervise the other officers in the execution of 
their duties. 

 
7.3 The Vice-Chairman shall carry out the duties of the Chairman during his absence. 
 
7.4 The Treasurer shall: 

a) keep such financial records, including books of account, as are necessary to comply with the Society Act; and 
b) render financial statements to the Directors, members and others when required. 
 

7.5 The Secretary shall: 
a) conduct the correspondence of the Society; 
b) issue Notices of Meetings of the Society and Directors; 
c) keep minutes of all meetings of the Society and Directors; 
d) have custody of all records and documents of the Society except those required to be kept by the Treasurer; 
e) have custody of the common seal of the Society; and 
f) maintain the register of members 
 

7.6 The offices of Secretary and Treasurer may be held by one person, who shall be known as the Secretary-Treasurer. 
 
7.7 In the absence of the Secretary from a meeting, the Directors shall appoint another person to act as Secretary at the 

meeting. 
 
Part 8  EXECUTIVE COMMITTEE 
 
8.1 There shall be an Executive Committee, comprised of the Officers and one Director-at Large or such greater number 

of Directors-at-Large that the Board of Directors may determine. 
 
8.2 The appointed Directors are not eligible to fill any executive position. 
 
Part 9  PROCEEDINGS OF DIRECTORS 
 
9.1 The Chairman shall chair all meetings of the Board of Directors.  If at a meeting the Chairman is not present within 

15 minutes after the appointed time for holding the meeting, the Vice-Chairman shall act as Chairman.  If neither is 
present, the Directors present may choose one of their number to be Chairman of that meeting. 

 
9.2 The Directors may exercise all such powers and do all such acts and things as the Society may exercise and do, and 

which are not by these Bylaws or by statute or otherwise lawfully directed or required to be exercised or done by 
the Society in General Meeting, but subject, nevertheless, to: 
a) all laws affecting the Society; 
b) these Bylaws; and 
c) rules, not inconsistent with these Bylaws, which are made from time to time by the Society in General Meeting. 

 
9.3 No rule made by the Society in General Meeting invalidates a prior act of the Directors that would have been valid 

if that rule had not been made. 
 

9.4 The Directors may meet together at places they think fit to dispatch business, adjourn and otherwise regulate their 
meetings and proceedings, as they see fit. 

 
9.5 The Chairman or the Secretary may at any time, and the Secretary shall, on the request of 3 Directors, convene a 

meeting of the Directors. 
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9.6 The quorum for meetings of the Board of Directors shall be a majority of the Directors then in office, including 
appointed Directors. 

 
9.7 For a first meeting of Directors held immediately following the appointment or election of a Director or Directors at 

an Annual or other General Meeting of members, or for a meeting of the Directors at which a Director is appointed 
to fill a vacancy in the Directors, it is not necessary to give notice of the meeting to the newly-elected or appointed 
Director or Directors for the meeting to be duly constituted, if a quorum of directors is present. 

 
9.8 A Director who temporarily may be absent some distance from his residence may deliver or send to the Address of 

the Society a waiver of notice which may be by letter, telephone, facsimile, e-mail or other electronic means, of any 
meeting of the Directors, and may, at any time, withdraw the waiver, and until the waiver is withdrawn: 
a) no notice of meetings of Directors need be sent to that Director, and 
b) any and all meetings of the Directors of the Society, notice of which has not been given to that Director shall, if 

a quorum of the Directors is present, be valid and effective. 
 
9.9 Questions arising at any meeting of the Directors or Committees of Directors shall be decided by a majority of 

votes. 
 
9.10 In case of an equality of votes, the Chairman does not have a second or casting vote, and the proposed resolution 

does not pass. 
 
9.11 The Chairman of a meeting may move or propose a resolution. 
 
9.12 The Directors may, as they think fit, delegate any, but not all, of their powers to committees consisting of one or 

more Directors, or of Directors and members.  In this latter case, however, the majority of the members of any such 
committee shall be Directors. 

 
9.13 A resolution in writing, signed by all the Directors and placed with the minutes of the Directors is as valid and 

effective as if regularly passed at a meeting of Directors. 
 
Part 10  COMMITTEES 
 
10.1 A Committee formed in accordance with clause 9.12 above shall conform to any rules that may from time to time be 

imposed on it by the Directors, and shall report every act or thing done in exercising its powers to the earliest 
meeting of the Directors to be held after it has been done. 

 
10.2 A Committee shall elect a Chairman of its meetings, but if no Chairman is elected, or if at any meeting the Chairman 

is not present within 15 minutes after the time appointed for holding the meeting, the Directors present who are 
members of the Committee shall choose one of their number to be Chairman of the meeting. 

 
10.3 The members of a Committee may meet and adjourn as they think proper. 
 
Part 11  SEAL 
 
11.1 The Directors may provide a common seal for the Society and they shall have the power from time to time to 

destroy it and substitute a new seal in place of the seal destroyed. 
 
11.2 The common seal shall be affixed only when authorized by a resolution of the Directors and then only in the 

presence of the persons prescribed in the resolution or if no persons are prescribed, in the presence of the Chairman 
and Secretary or the Chairman and Secretary-Treasurer. 
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Part 12  BORROWING 
 
12.1 In order to carry out the purposes of the Society the Directors may, on behalf of and in the name of the Society, 

raise or secure the payment or repayment of money in such manner as they decide and in particular but without 
limiting the generality of the foregoing, by the issue of debentures. 

 
12.2 No debentures shall be issued by the Society without the approval by a special resolution proposed by the Board of 

Directors and approved by the members at a General Meeting. 
 
12.3 The members may by special resolution restrict the borrowing powers of the Directors but a restriction so imposed 

expires at the next Annual General Meeting. 
 
Part 13  AUDITOR 
 
13.1 This part applies only where the Society is required or has resolved to have an Auditor. 
 
13.2 At each Annual General Meeting the Society, on the basis of an ordinary resolution presented by the Board of 

Directors, shall appoint an Auditor to hold office until he is re-elected or his successor is elected at the next Annual 
General Meeting. 

 
13.3 If the office of Auditor should become vacant at a time other than at the time of an Annual General Meeting, the 

Directors shall appoint an Auditor. 
 
13.4 An Auditor may be removed on the basis of an ordinary resolution of the Board of Directors and passed at a General 

Meeting of the Society by a majority of members present and voting. 
 
13.5 An Auditor shall be promptly informed in writing of appointment or removal. 
 
13.6 No Director and no employee of the Society shall be Auditor. 
 
13.7 The Auditor may attend General Meetings. 
 
Part 14  RULES OF ORDER 
 
14.1 All questions of procedure not covered by these Bylaws shall be resolved in accordance with Robert’s Rules of 

Order. 
 
Part 15  NOTICES TO MEMBERS 
 
15.1 A notice may be given to a member, either personally or by mail to his or her registered address or by facsimile or 

e-mail.   
 
15.2 A notice sent by mail shall be deemed to have been given on the second day following that on which the notice is 

posted. 
 
15.3 Notice of a General Meeting shall be given to: 

a) every member in good standing shown on the Register of Members on the day notice is given; and 
b) the Auditor, if Part 13 applies. 

 
15.4 No other person is entitled to receive a notice of General Meeting. 
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Part 16  BYLAWS 
 
16.1 These Bylaws shall not be altered or added to except by special resolution. 
 
Part 17  GENERAL 
 
17.1 On being admitted to membership, each member is entitled to receive, without charge, a copy of the Constitution 

and Bylaws of the Society. 
 
17.2 Copies of documents of the Society, other than those specified in clause 17.1 and minutes of in-camera Directors’ 

meetings, shall be available to members in good standing at fair market cost. 
 
Part 18  TRUST TO BE BINDING 
 
18.1 The affairs of the Society shall be carried out in accordance with and subject to the provisions of the Trust Indenture 

dated December 31, 1965 between the Sidney and North Saanich War Memorial Park Society and the Royal Trust 
Company as amended from time to time by order of a court of competent jurisdiction. 

-/-/-/-/- 
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INTERNAL & EXTERNAL ANALYSIS: 
STRENGTHS, WEAKNESSES, OPPORTUNITIES AND THREATS 

 
Internal Analysis:  Organizational Strengths and Weaknesses 

Internal Organizational Strengths 
▫ MWC staff possess long and varied experience in event organization and support, and are committed to excellence 
▫ The collective knowledge and support of the Board of Directors of Sidney and North Saanich Memorial Park Society (MPS) 
▫ The solid background in theatre administration of the Executive Director 
▫ Experienced and committed MWC Facility Services staff 
▫ Out-going, knowledgeable and innovative Client Services staff 
▫ Outstanding volunteer structure to support centre activities and events 
 
Other Internal Strengths  
▫ MWC is a beautiful new facility offering numerous desirable amenities and a variety of room sizes and layouts that include: 

 Charlie White Theatre (the best small theatre facility in the region) 
 Bodine Family Hall (next to the Victoria Conference Centre, the largest banquet room in the area)  
 Five various sized activity/break-out rooms 
 Beautifully appointed Board Room 
 Large open reception gallery with permanent art exhibit 
 Catering Kitchen 

▫ Electronic readerboard to aid in promoting upcoming events  
▫ Free, accessible parking  
▫ Wheelchair accessible 
▫ Availability of excellent on-site client technology  
▫ Offers a retreat-like, private atmosphere (if required is secluded from the media)  
▫ Discounts to not-for-profit organizations 
▫ No exclusive suppliers, therefore, renters may choose any caterer 
▫ Rental fees include “plug ins” and “internet connection” (Note: other conference centres charge fee per use on all these types of services.).  
▫ Excellent relationship with local media 
▫ Visual, theatre and musical presentations concurrent with meeting business 
▫ Located at the centre of three transportation links (Victoria International Airport, BC Ferries, Anacortes Ferry) 
▫ Small town friendly, safe community atmosphere 
▫ Central location in community and in area 
▫ Variety of accommodation choices in the community with differing price points and amenities 
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▫ Victoria’s overall reputation for conferences has a positive spin-off on the MWC 
▫ Proximity to area attractions such as Butchart Gardens, whale watching, golfing, parks, wineries, marinas, etc 
▫ Walking distance to a wide variety of restaurants, boutique style shopping and art galleries 
▫ Active Chamber of Commerce, Community Development Office and Sidney Business Association are all working on marketing the area 
▫ The presence of a large number of high-quality local artisans, represented by the Community Arts Council of the Saanich Peninsula 
 
Organizational Weaknesses 
▫ Work still needs to be done to establish and increase public recognition throughout the Capital Region of the facility and it resources 
▫ Limited financial resources to direct toward marketing the MWC and its programs   
▫ Limited staff resources means staff can be spread too thin at peak times 
 
 

External Analysis:  Opportunities and Threats 
Cultural Considerations 
Opportunities: 
▫ The MWC provides a showcase gallery and theatre for visual and performing artists 
▫ The MWC is home to over 30 not-for-profit community groups, many that provide cultural and recreational activities to residents and visitors 
▫ Currently there is not really any “night life” to speak of in the area, even restaurants and pubs close earlier than in other areas in the region 
▫ Sidney is known as ‘Book Town’ 
▫ There are a growing number of art galleries and wineries in the area  
▫ The MWC is located in the Town of Sidney with its stunning waterfront location  
▫ The Town of Sidney offers a friendly, safe atmosphere 
▫ Butchart Gardens is only twenty minutes away by car 
Threats: 
▫ Clients outside the CRD (and possibly within) may have the perception that the MWC cultural offerings are of a lesser standard than those 

that can be found in Victoria, Vancouver and Nanaimo. 
▫ Even though the venue is superior to many found in the region, if attendance is not high enough many of the artistic groups wishing to 

present at the MWC have to consider finding a location in Victoria in order to break even on productions. 
▫ The population base of the Peninsula may not be enough to keep attendance at optimum levels for cultural groups to break even on 

productions thus marketing dollars must be spent to attract from the CRD as a whole. 
 
Technological Considerations 
Opportunities: 
▫ The MWC offers clients and guests internet access. 
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▫ The 2006 addition of the MWC’s electronic readerboard on the building’s northwest tower has resulted in an increase in event attendance. 
▫ The MWC has installed a LCD projector in the Charlie White Theatre. 
▫ The MWC has improved the sound system in the Bodine Hall. 
Threats: 
▫ While the MWC has numerous types of superior technology options to offer clients, the options are not infinite, and if clients require 

additional technological options then it may be necessary to pass any extra costs to clients. 
▫ Technology changes so fast that the MWC may not have enough financial resources to remain “state of the art”. 
▫ The MWC already requires a second LCD projector that can be used in other rooms (the LCD in the Charlie White Theatre is ‘fixed’). 
 
Economic Considerations  
Opportunities: 
▫ Conference and trade show business is viewed by many in the community as a growth industry that will benefit the economy of the region as 

a whole. 
▫ The Canadian dollar value can positively affect business from the USA which in turn affects conference and trade show business and 

attendance at MWC shows and events. 
▫ When economic conditions are good people will spend more dollars on entertainment and other recreational pursuits. 
▫ New hotel opened in Sidney in 2007, adding 60 rooms 
Threats: 
▫ Commercial clients may not be so ready to hold their meetings outside their own offices when income is down. 
▫ Conference and trade show business is a long-term investment.  Most associations plan at least 2 years in advance so work conducted today 

will not benefit the current year’s budget. 
▫ The Canadian dollar value can negatively affect business from the USA which in turn affects conference and trade show business and 

attendance at MWC shows and events. 
▫ There is now a passport requirement to travel to and from the USA 
▫ Many Victoria audience members view the 30 minute drive to Sidney as an obstacle when thinking about attending an event at the MWC. 
 
Political Considerations 
Opportunities: 
▫ The Town of Sidney and District of North Saanich provide operating grants and tax moratoriums.  
▫ The Mayor and Council of Town of Sidney are enthusiastic about the expansion of tourism and associated business. 
Threats: 
▫ MWC depends on operating grants and tax moratoriums from both the Town of Sidney and District of North Saanich. 
▫ The Mayor and Council of Town of Sidney have expressed some concerns about the governance model of the MWC. 
▫ The District of North Saanich has the reputation of resisting change and the expansion of business. 
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Legal Considerations 
▫ The MWC is governed by the Sidney and North Saanich Memorial Park Society (MPS), which is a not-for-profit organization founded on a trust 

document. The Community Development Office (CDO) is municipally run.  The Chamber of Commerce (COC) and the Sidney Business 
Association (SBA) are membership driven while other marketing initiative partners are commercial.  This can present challenges when 
attempting to come to consensus on how to collectively develop marketing initiatives. 

 
Competition Considerations  
Opportunities: 
▫ Opportunities exist for partnerships with other local organizations including, Shoal Centre, Dunsmuir Lodge and Panorama Recreation 

Centre. 
▫ A local conference committee has been formed and as this conference committee develops its products and services and proves it can work 

together as a team, Tourism Victoria will take the production of conferences and trade shows in Sidney more seriously. 
▫ The MWC is not locked into using “preferred suppliers” and has no exclusive caterers, so clients and meeting/event planners have flexibility 

when making choices in this area.   
Threats: 
▫ Dunsmuir Lodge has a desirable location with hotel and in-house catering. 
▫ Victoria is viewed as competition but other smaller towns on the Island are also attracting conference, meeting business and performance 

attendees (i.e.: Chemainus and Nanaimo). 
▫ The number of “boardrooms” on the Saanich Peninsula more then doubled in 2006 and the trend will continue into 2007 (i.e.: Sidney 

Waterfront Inn, Travelodge, Victoria Airport Authority, Chalet Estates Winery, etc). 
▫ The hotel industry and many other competitors provide a “one-stop-shop” for clients and some clients prefer to pay more for this full service 

option (the MWC does not have the human or financial resources to offer this kind of service). 
 
Future External Opportunities  
▫ Restoration of waterfront bandstand in 2007 
▫ Creation of a Children’s water park planned for 2007 
▫ Ongoing Sidney Pier expansion 
▫ Ongoing waterfront development 
▫ New Sidney Marine Centre attraction to open in 2008 
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SUMMARY OF COMPETITOR ANALYSIS 
Conference, Trade Show and Commercial Meeting Business 

 
Competitor Strengths Weaknesses 

Victoria Conference Centre Central to Victoria 
Large Meeting areas 
Dedicated sales/banquet staff 
Well kept facility 
Close to shopping 
Up to date Technology 

Price 
Pay for Parking  
Rental dependent on # of rooms booked 
Must use Fairmont Empress Catering 
No NFP Discount 
30 minute drive from transportation links 
Perception of unsafe downtown atmosphere 

Victoria Hotels 
 

Rooms in same building as meetings 
Central to Victoria 
Dedicated sales/banquet staff 
Well kept facilities 
Close to shopping and attractions 
 

Price 
Meeting room size 
Most - Pay for Parking 
No NFP Discount 
30 minute drive from transportation links 
Unsafe Downtown atmosphere 
Technology depends on hotel 
 

Dunsmuir Lodge 
 

Location 
Rooms in same building as meetings Dedicated 
sales/banquet staff 
Well kept facility 
Price 
 

Meeting room size 
Not close to any amenities 
Must use Dunsmuir Lodge Catering 

SHOAL Centre Location 
New Facility 
Meeting Room size 
Close to shopping 
Safe small town atmosphere 
Centre of 3 transportation links (Victoria International 
Airport, BC Ferries, Anacortes Ferry) 
Price & NFP Discount 
 

Lack of parking 
Must use in house caterer 
Silver Threads programming comes first 
No set-up/strike staff 
Lack of Technology 
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Saanich Fair Grounds 
 

Price 
NFP Discount 
Can use any caterer 
 

Location 
Not close to any amenities 
No set-up/strike staff 
Lack of technology 

University of Victoria 
 

Central to Victoria 
Dedicated sales/banquet staff 
Well kept facility 
Meeting room sizes 
 
 

Price 
Must use in-house caterer 
University programs take priority 
Pay for parking 
30 minute drive from transportation links 
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MWC COMMERCIAL RATES 2007 

 

NAME OF ROOM ROOM 
DIMENSION 

SQUARE 
FOOTAGE 

CEILING 
HEIGHT 

RATE 
PER 

HOUR 

MIN. 3 
HR 

RENTAL 

MAX. 8 
HR 

RENTAL 

MAX. 12 
HR 

RENTAL 
(+25%) 

24 HR 
RENTAL 
(+20%) 

BODINE FAMILY HALL 72' X 112' 8184 18' 114 342 912 1140 1368 
ACTIVITY ROOM 2 62' X 35' 2153 9' 88 264 704 880 1056 
ACTIVITY ROOM 3 26' X 41' 905 9' 51 153 408 510 612 
ACTIVITY ROOM 4 37' X 31' 1250 9' 71 213 568 710 852 
LEBBETTER BOARD ROOM 15' X 27' 415 8' 43 129 344 430 516 
ACTIVITY ROOM 6 17' X 17' 300 8' 30 90 240 300 360 
MYFAWNY PAVELIC GALLERY A 34' X 48' 2000 18' 34 102 272 340 408 
GALLERY B IRREGULAR 809 9' n/a n/a n/a n/a n/a 
THEATRE WORKSHOP 35' X 21' 738 10' 39 117 312 390 467 
CATERING KITCHEN 16' X 30' 476 8' 34 102 272 340 408 
ACTIVITY ROOM 2A 31' X 35' 1076 9' 55 165 440 550 660 
ACTIVITY ROOM 2B 31' X 35' 1076 9' 55 165 440 550 660 
AIRPORT LAND PARCEL 2 ACRES n/a   89 267 712 890 1068 
COURTYARD 72' x 68' n/a   34 102 272 340 408 
                  
         
THEATRE GREEN ROOM 12' X 19' 240 9' 33 99 264 330 396 
CHARLIE WHITE THEATRE 315 SEATS 4548 4hr min 172 688 1376 1720 2064 

CHARLIE WHITE THEATRE 
Seminar 

Rate M,T,W & Day, 3hr 109 327 872 1090 1308 
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MWC COMMUNITY RATES 2007 (Commercial Rates less 35%) 
         

NAME OF ROOM ROOM 
DIMENSION 

SQUARE 
FOOTAGE 

CEILING 
HEIGHT 

RATE 
PER 

HOUR 

MIN. 3 
HR 

RENTAL 

MAX. 8 
HR 

RENTAL 

MAX. 12 
HR 

RENTAL 
(+25%) 

24 HR 
RENTAL 
(+20%) 

BODINE FAMILY HALL 72' X 112' 8184 18' 74 222 593 741 889 
ACTIVITY ROOM 2 62' X 35' 2153 9' 57 172 458 572 686 
ACTIVITY ROOM 3 26' X 41' 905 9' 33 99 265 332 398 
ACTIVITY ROOM 4 37' X 31' 1250 9' 46 138 369 462 554 
LEBBETTER BOARD ROOM 15' X 27' 415 8' 28 84 224 280 335 
ACTIVITY ROOM 6 17' X 17' 300 8' 20 59 156 195 234 
MYFAWNY PAVELIC GALLERY A 34' X 48' 2000 18' 22 66 177 221 265 
GALLERY B IRREGULAR 809 9'  n/a n/a n/a n/a 
THEATRE WORKSHOP 35' X 21' 738 10' 25 75 200 250 300 
CATERING KITCHEN 16' X 30' 476 8' 22 66 177 221 265 
ACTIVITY ROOM 2A 31' X 35' 1076 9' 36 107 286 358 429 
ACTIVITY ROOM 2B 31' X 35' 1076 9' 36 107 286 358 429 
AIRPORT LAND PARCEL 2 ACRES n/a   58 174 463 579 694 
COURTYARD 72' x 68' n/a   22 65 172 215 258 
          0 0     

          
THEATRE GREEN ROOM 12' X 19' 240 9' 21 62 164 205 246 
CHARLIE WHITE THEATRE 315 SEATS 4548 4hr min 112 447 894 1118 1342 

CHARLIE WHITE THEATRE 
Seminar 

Rate M,T,W & Day, 3hr 71 213 567 709 850 
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MWC CONFERENCE AND MEETING ROOM FACILITY RATE STUDY (2006) 
Not-for-Profit Rates by Capacity Benchmarks ($ per hour) 

  20 People 50 People 100 People 250 People 400 People 600+ People Theatre Labour 

Facility Rate Rank Rate Rank Rate Rank Rate Rank Rate Rank Rate Rank Rate Rank Rate Rank 

Mary Winspear Centre $20 4 $29 6 $45 6 $50 3 $65 3 $65 1 $62 1 $17 2 

Dunsmuir Lodge $46 8 $63 9 $233 8 n/a   n/a   n/a   n/a   included 1 

Royal Roads University $38 7 $50 8 $100 7 $225 6 $469 4 $1,125 4 n/a   included 1 

Laurel Point Inn $25 6 $22 4 $42 4 $106 5 n/a   n/a   n/a   included 1 

Victoria Conference Centre                     $229 3 $96 2 $40 5 

Saanich Fairgrounds n/a   $8 1 $21 1 $38 2 $50 2 n/a   n/a   don't supply  

Panorama Leisure Centre $12 1 $25 5 n/a   n/a   n/a   n/a   n/a   $32 4 

Cedar Hill Recreation Centre $16 3 $21 3 $23 2 $25 1 n/a   $155 2 n/a   $30 3 

Commonwealth Place $15 2 $20 2 $27 3 n/a   $44 1 n/a   n/a   $30 3 

Shoal Centre $22 5 $33 7 $43 5 $54 4 $65 3 n/a   n/a   $25   

                 

  Commercial Rates by Capacity Benchmarks ($ per hour)     

  20 People 50 People 100 People 250 People 400 People 600+ People Theatre Labour 

Facility Rate Rank Rate Rank Rate Rank Rate Rank Rate Rank Rate Rank Rate Rank Rate Rank 

Mary Winspear Centre $35 5 $50 6 $77 6 $86 4 $110 3 $110 1 $106 2 $17 2 

Dunsmuir Lodge $46 7 $63 7 $233 8 n/a   n/a   n/a   n/a   included 1 

Royal Roads University $38 6 $50 6 $100 7 $225 6 $469 4 $1,125 4 n/a   included 1 

Laurel Point Inn $25 3 $22 2 $42 3 $106 5 n/a   n/a   n/a   included 1 

Victoria Conference Centre                     $229 3 $96 1 $40 6 

Saanich Fairgrounds n/a   $8 1 $21 1 $38 2 $50 1 n/a   n/a   don't supply   

Panorama Leisure Centre $22 2 $48 5 n/a   n/a   n/a   n/a   n/a   $32 5 

Cedar Hill Recreation Centre $20 1 $26 3 $29 2 $32 1 n/a   $124 2 n/a   $30 3 

Commonwealth Place $25 3 $33 4 $45 4 n/a   $73 2 n/a   n/a   $30 3 

Shoal Centre $33 4 $50 6 $67 5 $83 3 $100 3 n/a   n/a   $25 4 
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MWC/CHARLIE WHITE THEATRE RATE SCENARIO COMPARISON (2006) 
 

   Not-for-Profit Rentals Commercial Rentals 
 Total  % of  Rental Cost Rank Rental Cost Rank 

Theatre # of Seats Seats Sold Cost Per Seat (low to high) Cost Per Seat (low to high) 
Charlie White Theatre 310 75% $1,336  $5.75 10 $1,613 $6.94 9 
Belfry Theatre 279 75% $1,520 $7.26 15 $2,270 $10.85 17 
McPherson Playhouse 818 75% $5,746 $9.37 18 $6,299 $10.27 16 
Royal Theatre 1435 75% $8,839 $8.21 17 $9,861 $9.16 15 
UVic Farquhar Auditorium 1050 75% $3,995 $5.07 5 $4,645 $5.90 7 
Sooke Community Theatre 350 75% $909 $3.46 2 $1,349 $5.14 3 
Artspring (Saltspring) 270 75% $1,009 $4.98 4 $1,094 $5.40 5 
Cowichan Theatre 
(Duncan) 731 75% $2,201 $4.01 3 $2,421 $4.42 2 
Port Theatre (Nanaimo) 804 75% $3,341 $5.54 8 $3,753 $6.22 8 
Tidemark Theatre 
(Campbell River) 435 75% $2,236 $6.85 14 $2,476 $7.59 13 
James Cowan Theatre 
(Burnaby) 295 75% $1,362 $6.16 13 $2,830 $12.79 18 
Michael J. Fox Theatre 
(Burnaby) 635 75% $2,536 $5.32 7 $2,742 $5.76 6 
Centennial Theatre (North 
Vancouver) 705 75% $3,175 $6.00 12 $3,859 $7.30 11 
Capilano College (North 
Vancouver) 372 75% $1,560 $5.59 9 $2,040 $7.31 12 
Maple Ridge Arts Centre 500 75% $2,235 $5.96 11 $2,667 $7.11 10 
Capital Theatre (Nelson) 426 75% $1,085 $3.40 1 $1,215 $3.80 1 
Rotary Centre for the Arts 
(Kelowna) 328 75% $1,838 $7.47 16 $1,925 $7.83 14 
North Peace Cultural 
Centre (Ft. St. John) 413 75% $1,602 $5.17 6 $1,602 $5.17 4 
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RESULTS OF MWC CLIENT EXIT SURVEYS (2006) 
 

 Exceeds Met Top Two Below Not 

Criteria Expectations Expectations Boxes Expectations Applicable 

Booking Contract Procedures 50% 46% 96% 2% 0% 

Meeting/Function Space  61% 34% 95% 1% 1% 

Client Services 57% 36% 93% 6% 1% 

Facilities Services 66% 28% 94% 6% 1% 

Friendliness 70% 24% 94% 2% 1% 

Cleanliness 68% 22% 90% 7% 1% 

Public Areas 68% 29% 97% 1% 4% 

Equipment Rentals 44% 24% 68% 2% 27% 

Food & Beverage 20% 19% 39% 6% 53% 

Box Office Services 9% 7% 16% 2% 78% 

Marketing Report 11% 16% 27% 6% 63% 

Value for Money 47% 41% 88% 8% 2% 
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LIST OF KEY COMMUNITY AND SUPPORT ORGANIZATION STAKEHOLDER GROUPS 
 
Community Stakeholders 
Communities of Sidney and North Saanich (residents, user groups and 
attendees) 
CRD (residents, user groups and attendees) 
Community-based organizations 
Airport Travelodge Victoria 
Best Western Emerald Isle Motor Inn 
Brentwood Bay Lodge & Spa 
Cedarwood Inn & Suites 
Driftwood Beach Motel 
Miraloma on the Cove 
Quality Inn – Waddling Dog 
Sidney Pier Hotel & Spa 
Sidney Waterfront Inn & Suites 
Super 8 Motel 
Western 66 Motel 
Butchart Gardens 
Transportation Links 
Area Attractions (golf, wineries, whale watching, etc.) 
Restaurants and Caterers 
Conference Business Suppliers 
Shops and Services 

Support Organization Stakeholders 
Town of Sidney 
District of North Saanich 
Community Development Office 
Saanich Peninsula and Victoria Chamber of Commerce 
Sidney Business Association 
Vancouver Island Meeting Planner Society 
Tourism Vancouver Island, Tourism Victoria 
Community Arts Council of the Saanich Peninsula 
BC Touring Council/BC Arts Council 
 

  
 
 
 



MWC Revenue and Expense Projections (Investment Scenario)
2005 through 2012

Appendix 11

2005 2006
2007 

FORECAST
2008 

BUDGET 2009 2010 2011 2012
REVENUE

Rental Revenue:
Activity Rooms 128,667 146,735 152,000 174,800 209,760 230,736 253,810 279,191
Bodine Hall/Storage 163,786 132,320 150,000 165,000 189,750 208,725 219,161 230,119
Gallery 7,409 11,020 9,000 9,900 11,385 12,524 13,150 13,807
Courtyard/Grounds 12,162 11,463 19,000 19,475 19,962 20,461 20,972 21,497
Theatre  64,670 87,992 86,000 98,900 118,680 130,548 137,075 140,000

Total Rental Revenue 376,694 389,530 416,000 468,075 549,537 602,993 644,168 684,614
% Change vs. Previous Year (11.6) 3.4 6.8 12.5 17.4 9.7 6.8 6.3

Discounts (140,529) (144,014) (145,600) (163,826) (192,338) (211,048) (225,459) (239,615)
Net Rentals 236,165 245,516 270,400 304,249 357,199 391,946 418,709 444,999
Box Office 12,947 22,997 30,000 34,615 41,538 45,692 47,976 49,000
Building and Portable 11,080 13,700 13,500 13,838 14,183 14,538 14,901 15,274
Concession Sales 6,984 10,184 13,000 14,835 17,802 19,582 20,561 21,000
Labour and Internal Services 37,927 46,774 62,000 70,211 82,431 90,449 96,625 102,692
Special Events and Programs 60,501 45,727 46,000 74,000 75,850 77,746 79,690 81,682
Readerboard 5,486 8,000 9,200 10,580 12,167 13,992 16,091
Other Revenue 9,296 17,301 12,000 12,300 12,608 12,923 13,246 13,577
TOTAL REVENUE 374,900 407,689 454,900 533,248 612,190 665,042 705,702 744,315

% Change vs. Previous Year 14.0 8.7 11.6 17.2 14.8 8.6 6.1 5.5

EXPENSES
Amortization (3%) 6,000 4,200 2,940 2,058 1,441
Amortization/Replacement (2%) 2,474 1,748 1,000 2,000 1,600 1,280 1,024 819
Area Levy 8,604 8,604 8,604 8,604 8,604 8,604 8,604 0
Bank Charges/Box Office  5,893 7,936 11,000 10,385 12,461 13,708 14,393 14,700
Concession 3,842 4,696 7,000 4,945 5,934 6,527 6,854 7,000
Contract Service 29,772 26,789 18,000 27,080 27,622 28,174 28,738 29,312
Insurance 8,512 14,263 15,000 15,300 15,606 15,918 16,236 16,561
Loan Interest 8,718 8,956 9,000 7,317 6,316 5,271 4,184 3,045
Office 15,139 16,591 18,000 18,360 18,727 19,102 19,484 19,873
Professional Fees 2,839 4,514 4,700 4,794 4,890 4,988 5,087 5,189
Promotion and Advertising 18,123 27,025 30,000 50,000 51,000 52,020 53,060 54,122
Repairs and Maintenance 38,543 42,121 40,000 42,024 44,150 46,384 48,731 51,197
Salaries Wages and benefits 292,954 337,564 420,000 500,775 513,294 526,127 539,280 552,762
Readerboard Expense 2,000 2,346 2,872 3,222 3,451 3,696
Special events 46,107 25,774 32,000 51,800 53,095 54,422 55,783 57,177
Utilities 54,628 57,011 69,000 70,380 71,788 73,223 74,688 76,182
TOTAL EXPENSES 536,148 583,592 685,304 822,110 842,159 861,910 881,655 893,076

% Change vs. Previous Year (1.8) 8.8 17.4 20.0 2.4 2.3 2.3 1.3

Net Loss before Grants (161,248) (175,907) (230,404) (288,862) (229,969) (196,868) (175,953) (148,761)
Municipal Grants 165,000 180,000 230,000 230,000 230,000 230,000 230,000 230,000
Other Grants 60,000 25,000 20,000 20,000 20,000
EXCESS (DEFICIT) 3,752 4,093 (404) 1,138 25,031 53,132 74,047 101,239
Transfer to Replacement Reserve 4,093
Contingency 2,995 10,000 10,000 10,000 10,000 10,000
EXCESS (DEFICIT) 3,752 0 (3,399) (8,862) 15,031 43,132 64,047 91,239

Cash Beginning of Year 13,576  (7,360) (21,437) (14,822) 17,270 68,050
EXCESS (DEFICIT) (404) 1,138 25,031 53,132 74,047 101,239
Add Amortization 1,000 8,000 5,800 4,220 3,082 2,260
Add interest expense 9,000 7,317 6,316 5,271 4,184 3,045
Deduct Loan Payments (30,532) (30,532) (30,532) (30,532) (30,532) (30,532)
Deduct Capital Expenditures
Cash End of Year (7,360) (21,437) (14,822) 17,270 68,050 144,062



MWC Revenue and Expense Projections (Investment Scenario)
2005 through 2012

Appendix 11

Notes:

Box Office revenue based on 35% of total theatre rental revenue (before discounts)
Concession sales based on 15% of total theatre rental revenue (before discounts)
Labour and Internal Services revenue based on 15% of total space rental revenue
Special Events revenue assumes growth of 2.5% per year after 2008

Concession expense calculated at 5% of total theatre rental revenue (before discounts)
Contract Service assumes addition of Client Service Sales rep and computer contractor for full year 2008 and beyond
Salaries Wages and Benefits assumes adjustment in some salaries to align with marketplace, one PT CSS rep to FT in 2008
     after 2008 salaries, wages and benefits expense grows based on cost of living increases only
Special Events expense estimated at 70% of Special Events revenue

Theatre rental revenue growth of 15%, 20%, 10%, 5% 5% to maximum capacity in 2012
Discounts based on 35% of total space rental revenue

Readerboard revenue growth of 15% per year
Bank Charges/Box Office expense calculated at 30% of Box Office revenue

Activity Rooms rental revenue growth of 15%, 20%, 10%, 10% 10%
Bodine Hall rental revenue growth of 10%, 15%, 10%, 5%, 5% to maximum capacity in 2012
Gallery rental revenue growth of 10%, 15%, 10%, 5%, 5% to maximum capacity in 2012
Courtyard/Grounds rental revenue grwoth based on rate increases only (at maximum capacity 2007)




