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Foster a Symbiotic 
Partnership with the 

Community

1

Educate Visitors 
about Community 

Impact

2

Support Residents, 
Businesses & TOML 
during Slow Periods

3

Continue to Drive Responsible Tourism​
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TOT GOAL, TBID GOAL, AIR CAPACITY
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International Programs

Agency Fees $370,000

International Sales Mission, Expos $35,000

Staff Travel T/E $44,000

Memberships, Dues, Subscriptions $8,000

International Advertising, Co-Ops $12,000

FAM Hosting $22,500

Printing, Shipping $7,500

Promotional Items, Branded Swag $4,000

Sponsorships $2,000

TOTAL $505,000
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STEWARDSHIP
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