STRATEGIC
PLAN
2017-2020

V I S I O N
To be the leading voice of the Canadian
Hotel & Lodging industry.

M I S S I O N
To enhance the prosperity of the
Canadian Hotel and Lodging industry
through strong member engagement,
effective advocacy, and the provision of
valued programs and services.
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BACKG R O U N D
The Hotel Association of Canada (HAC)
is the voice of the Canadian hotel &
lodging industry. For over 100 years, it
has worked to enhance the prosperity
of the industry through strong member
engagement, effective advocacy, and
the provision of value added programs
and services. The HAC represents more
than 8,178 hotels, motels and resorts
that encompass the $18.4 billion Canadian hotel industry which employs
304,000 people across Canada.
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THE PROCESS

01

02

03

Developing a Fact
Base

Strategy
Development

Tactical Planning

In this phase, qualitative and quan-

The HAC board met in Mississauga

titative research was conducted,

in May 2017, to review the fact base,

and available data was analyzed.

discuss long-term strategic visions

Research conducted included:

for the organization, and develop

•

Corporate member online survey (20 of 28 corporate members responded)

•

strategies. This one and a half day
session was facilitated by the consultant, who provided a report on
the outcomes.

Working with the strategies developed at the May board meeting
and supported by the consultant,
staff developed tactics and metrics
to create a concrete, feasible 3-year
tactical plan. This was then translated into business planning for both
the balance of the current fiscal
year and for the 2018 budget year.

A focus group with provincial
association leaders

•

Telephone interviews with 10
non-members

•

Review of available information
and data from HAC

•

Discussions with the President
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ST RATE G IC P L AN

The Hotel Association of
Canada (HAC) created
this strategic and tactical
plan to outline its ambitions
and guide its actions
from its adoption in fall
2017 through to the end
of 2020.
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S T R AT E G I C

PLAN

STRATEGY ONE

STRATEGY TWO

DELIVER ADVOCACY SUCCESS ON
TARGETED ISSUES THAT MATTER
MOST TO THE HOTEL INDUSTRY.

CONNECT WITH MEMBERS TO
DELIVER VALUE AND ENGAGEMENT
THROUGH TWO-WAY EXCHANGE.

2017-2020

ADVOCACY

MEMBER ENGAGEMENT

STRATEGY THREE

STRATEGY FOUR

LEVERAGE THE NATIONAL SCALE AND
SCOPE OF THE HOTEL ASSOCIATION OF
CANADA TO DELIVER PROGRAMS THAT
DIRECTLY BENEFIT MEMBERS AND
BRING ADDITIONAL RESOURCES TO
THE ASSOCIATION.

CREATE A SIMPLE AND TRANSPARENT
MEMBERSHIP MODEL THAT GROWS
MEMBERSHIP AND REVENUE.

PROGRAMS

MEMBERSHIP
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STRATEGY ONE

ADVOCACY

DELIVER ADVOCACY SUCCESS ON TARGETED ISSUES
THAT MATTER MOST TO THE HOTEL INDUSTRY.

HAC will take on issues where it can have a real impact and will focus particularly
on hotel-centric issues that HAC can own. HAC will work to build profile with government and with members on advocacy topics, along with ongoing liaison and
cooperation with allied organizations on selected issues. In the next three years,
HAC’s advocacy will focus on the home-sharing economy and labour issues, with a
possibility of expanding to other key issues as resources increase.
•
•
•
•

Establish fair rules for the sharing economy
Build programs and develop an advocacy strategy to address the
labour shortage
Build HAC’s profile and ensure credibility with decision makers
Partner with other like-minded organizations / associations to address priority issues that are directly tied to the business success
of HAC members

STRATEGY TWO

MEMBER ENGAGEMENT
CONNECT WITH MEMBERS TO DELIVER VALUE AND
ENGAGEMENT THROUGH TWO-WAY EXCHANGE.

In this dual strategy, HAC will engage with members both directly and interactively to ensure that direct communication to members is well received, and that
HAC’s work is richly informed by their perspectives. This will require investment in
building communication channels that are tailored to suit different member segments and interests.
•
•
•
•
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Develop functional communications tools to transmit HAC activities
and key messages
Build two-way engagement channels
Engage with priority segments, based on the membership model
segment focus
Focus on the HAC Conference on delivering value to priority segments and enhancing HAC’s profile

STRATEGY THREE

PROGRAMS

LEVERAGE THE NATIONAL SCALE AND SCOPE OF THE
HOTEL ASSOCIATION OF CANADA TO DELIVER
PROGRAMS THAT DIRECTLY BENEFIT MEMBERS AND
BRING ADDITIONAL RESOURCES TO THE ASSOCIATION.

With this strategy, HAC believes there are opportunities to fill gaps in existing programs and offerings on a national basis. This could help members, particularly independent hotels, to achieve better prices and services. It would also provide HAC
with additional non-dues revenues as well as strengthening the value proposition
for membership. Close alignment with the provincial associations will be key to ensure this strategy is successful.
•
•
•
•
•
•

Explore opportunities to broker better pricing for members and
generate net revenue for the Association
Stabilize, refresh, and rejuvenate the Green Key Global program in
Canada to maintain as a consistent revenue stream for HAC
Explore and evaluate long-term options for Green Key Global ownership, including potential sale or licensing/royalty arrangements
Develop strategic partnerships with sponsors, including Affiliate
members
Explore revenue-sharing programs that address member priorities
Explore gaps in training for members to determine if a national
program may serve a need

STRATEGY FOUR

MEMBERSHIP
CREATE A SIMPLE AND TRANSPARENT MEMBERSHIP
MODEL THAT GROWS MEMBERSHIP AND REVENUE.

This strategy will re-imagine the membership model for HAC with the goal of positioning the organization and its provincial counterparts for prosperity and growth. It
will streamline the process for members and make the value of the HAC and provincial membership easy to understand and embrace.
•
•

Explore options for a suitable membership model
Select and implement the new model
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I M P L E M E N TAT I O N

With the adoption of this plan, HAC will then go about implementing it,
communicating it, and measuring its execution and its effects.
•

External communications of the plan will be developed, using the HAC
website and other platforms, to inform members, non-members, and
other stakeholders

•

Detailed operational planning and budgeting has been completed.

•

A process for board reporting based on the strategic plan is being designed to ensure that key performance indicators are measurable and
progress can be tracked.

As the plan is implemented, it will be adapted to the evolving landscape of the
hotel industry and to the ways the organization itself will change.
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