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Christmas at Canada Place 2012 

1) INTRODUCTORY INFORMATION 
 
a) Event Dates 
December 1 – 30, 2012 

b) Purpose/Mission 
With more than three million local and international visitors each year, Canada Place Corporation 
(CPC) is committed to celebrating Canada, showcasing Canada Place as a symbol of national pride 
and creating a welcoming destination 365 days a year. Located in the heart of Vancouver’s 
downtown harbour front, Canada Place generates over $1 billion per year in economic activity, and 
is the inspiring national landmark welcoming local residents and visitors, and ships to the West 
Coast. On December 1, 2012, Canada Place and Port Metro Vancouver integrated their two iconic 
Canadian brands. Canada Place hosts a number of marquee annual community events including 
Canada Day and Christmas at Canada Place. Port Metro Vancouver is Canada’s largest and most 
diverse port, contributing $9.7 billion in GDP, $6.1 billion in wages and generating 100,000 jobs 
across Canada.  
 
In its 25th year, Christmas at Canada Place 2012’s longevity, programming vision, unique use of 
event space, combined with its increased growth in partnerships, and continued corporate and 
media sponsorship speak to its success. Examples of continued growth include the largest 
Woodward’s Windows program in the last five years, the introduction of a new production 
company, the addition of new programming elements, a continually growing digital 
programming/gaming vision, and an increase in partnerships. Christmas at Canada Place 2012 
faced risks with space constraints, logistics, a new event manager, a new production company, a 
newly implemented rigorous safety plan, integration into new company, and a limited budget; 
however, CPC was able to surpass goals set.  

Goals/Objectives: 
• Create high-quality free event aligning with Inspirationally Canadian brand 
• Create emotional connection to Canada Place  by providing Canadian community experience 
• Strengthen partnerships  
• Draw local media coverage (value back to sponsors/CPC) 
• Support mandate as a national icon, symbol of national pride, quintessential gathering place  
• Provide value/benefit for community 
• Raise money for Strathcona Community Centre’s Food Security for Children program 
• Increase digital gaming component to event 
 
c) History/Description of Event 
Since our inception in 1986 during the World’s Fair, Canada Place has been a place of celebration, 
vitality and community as we welcome over three million people annually. We take great pride in 
our role as Canada’s national icon on the West Coast and are committed to presenting events of 
the highest quality.  Christmas at Canada Place 2012 made 400,000+ impressions in the area, and 
provided 23 days of family fun with Breakfast with Santa, the Woodward’s Windows holiday 
displays, The Christmas Trail including an Avenue of Christmas Trees, a Christmas Workshop, 
complimentary hot chocolate, beautiful decor and lighting, and a Holiday Contest. 
 
The Breakfast with Santa series has become a favourite Vancouver tradition and significantly 
contributes to helping Canada Place raise awareness for Strathcona Community Centre. This 
ticketed event sells out weeks in advance and receives rave reviews from attendees and sponsors 



 

Christmas at Canada Place 2012 

for its festive and sophisticated decor, impressive array of entertainment and activity options, 
customer service, and great food. In the 60's & 70's in Vancouver, Christmas meant heading down 
to the Woodward’s Department Store with your loved ones to see the Woodward’s Windows come 
to life with Santa, his elves, “The Lamplighter”, teddy bears and more. When Woodward’s’ closed 
in 1993, CPC purchased the Woodward’s Windows and since then they have been a part of the 
holiday magic at Canada Place adding nostalgia and romance to Christmas in Vancouver.  To 
compliment the Woodward’s Windows at Canada Place, The Christmas Trail was developed and 
included decorated trees from community sponsors, offered complimentary hot chocolate, included 
beautiful décor and lighting, Christmas music, and a Christmas Workshop offering face painting, 
storytelling and crafts. Donations were also collected at the entry point of The Christmas Trail in 
support of Strathcona Community Centre.  
 
The Christmas at Canada Place event has in in recent years won:  2012 Hermes Creative Awards 
‘Gold’ for ‘Mobile App’ and 2012 Hermes Creative Awards ‘Platinum’ for ‘Special Event’. It was 
recently nominated for the 2012 Canadian Event Industry’s National Star Awards ‘Best Public 
Entertainment Event’. 
 
d) Types of Activities Included Under The Event Umbrella 
 
Breakfast with Santa 
The Breakfast with Santa presented by Real Canadian Superstore series as part has become a 
favourite Vancouver tradition and significantly contributes raising awareness for Strathcona 
Community Centre. It is in its 6th year and was held on December 15 & 16 and welcomed 1,250 
guests.  This ticketed event sold out a month in advance and received rave reviews from attendees 
and sponsors for its festive and sophisticated decor, impressive array of entertainment and activity 
options, customer service, and great food. Performances included: The Lonnie Delisle Vocal Project 
Choir welcomed guests with Christmas favourites, and 2012 Juno Award Nominees Bobs and LoLo, 
The Purple Pirate Magician, and multi award winning children performer Will Stroet kept kids 
dancing. These stage performances were topped-off by our two fabulous emcees: Shaw’s Jill Krop 
and Global BC’s Steve Darling. Other Breakfast activities included visits and photos with Santa, 
face painting, balloon twisting, crafts with Vancouver Mom, giant Jenga, a contest to win a trip to 
Hawaii courtesy of Air Canada Vacations, Starbucks gift basket giveaways, The Vancouver Sun 
photo booth, roaming elf characters and more. Due to inflation including food and rental pricing, 
Canada Place had to increase the price by approximately $5.00/ticket. However, as a result, there 
was no push back from guests on this increase. 
 
The Christmas Trail 
To compliment the Woodward’s Windows at Canada Place, The Christmas Trail was developed. The 
West Promenade at Canada Place was transformed into Christmas wonderland, decked out with 
holiday décor and festive activities. Visitors enjoyed the smell of fresh pine trees as they stroll 
through the Avenue of Trees. The wintery night sky was  illuminated by the Sails of Light where 
the iconic white sails will came alive with Christmas inspired colours and designs.  Visitors were 
invited to get crafty inside the Christmas Workshop, an outdoor tent filled with holiday activities 
including Christmas inspired storytelling, face painting, and SantaGram - a life sized photo wall 
where you could get your picture with Santa. Complimentary hot chocolate was provided to warm 
up visitors. The Christmas Workshop was open from 1pm to 6pm daily. 
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Holiday Contest 
Participants were encouraged to visit all Woodward’s locations and The Christmas Trail at Canada 
Place throughout the event period. To encourage donations and gamification, the Holiday Contest 
gave guests the chance to win a trip for two to Hawaii. The contest utilized our mobile app, 
Facebook, Instagram and Twitter and offered participants the opportunity to take part in a unique, 
fun holiday-inspired family activity at their own pace. Four ways to enter: 

• Mobile App: Download and “check-in” to Woodward’s Windows locations to collect virtual 
ornaments 

• Ballot: Pick up a ballot from all Woodward’s Windows locations and correctly answer the 
quiz by visiting all displays. Submit entry in ballot box at any Woodward’s Windows location 

• SantaGram: Take a photo of yourself with the SantaGram photo-wall at Canada Place. 
Using your Instagram/Twitter/Facebook account post the photo, follow and mention 
@canadaplace 

• Avenue of Trees: Using your Facebook/Twitter account mention @canadaplace and your 
favorite tree using the hash tag provided on that tree’s sign  

 
Mobile Application 
The Christmas edition of the free Canada Place mobile app was available for download for 
iPhone/iPad/iPod and Android devices at canadaplace.ca/christmas. Visitors were encouraged to 
“check-in” on their mobile devices and a virtual ornament would be uncovered at each of the 
displays. Once all virtual ornaments have been collected, visitors could enter to win the ultimate 
Christmas gift. The mobile app also offered guests the opportunity to learn more about the event 
and Canada Place. It included the option to access a full schedule, Woodward’s Windows locations 
and history, highlighted partners, and allowed guests to build their own custom event schedules.  
 
Woodward’s Windows 
Guests were encouraged to check out all the windows in one day or better yet catch a few at a 
time throughout the month of December. The festive displays were found at:  

• Canada Place: 999 Canada Place (along the West Promenade Christmas Trail) 
• Woodward’s Food Floor by Nesters Market: 333 Abbott Street, original Woodward’s location 
• Bentall One: Burrard & Pender 
• Bentall Three: Burrard & Dunsmuir 
• Bentall Four: Dunsmuir & Thurlow 
• Bentall Five: Burrard & Dunsmuir  

The Woodward’s Windows continue to be a treasured part of Vancouver’s history. Handcrafted over 
half a century ago, each carefully restored and maintained window display features classic holiday 
scenes with animated characters and elaborate detail. Canada Place purchased the displays in 
1993 following the closure of the Woodward’s Department Store and incorporated them into the 
Christmas magic at Canada Place for the community to enjoy. 
 
e) Overall Revenue and Expense Budget  
Christmas at Canada Place is made possible by the generous support of our corporate sponsors. 
Key components of the budget are outlined below. Canada Place employee salaries are not 
included below. This information may not be shared with the general public.  
 
 
 
 

http://www.christmas.canadaplace.ca/Woodwards_Windows/Get_the_Mobile_App�
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Please use this internally and for the application only.  
 Revenue Expenses 
Sponsorships, Partnership & Event Revenue $180,000  
In Kind Media Promotion  $220,000  
Advertising, promotion, creative $20,000  
Production (Breakfast, Windows)   $100,000 
Security/Facility/Rentals/Venue/Contingency  $100,000 

 
f) Estimated Economic Impact 
Christmas at Canada Place generates and stimulates tourism and economic activity in our 
community before, during and after the event.  Canada Place is a symbol of national pride that 
generates $1 billion+ annually in economic activity. Canada Place is one of the most photographed 
iconic landmarks in Canada and acted as the Main Press Centre for the 2010 Olympics.  As 
such, the event is recognizable on an international scale and has raised the profile of Vancouver 
and Canada.  The event stimulates local economy by bringing 400,000+ people together to enjoy 
the holiday season, close to malls and establishments. 
 
We have strong partnerships with Grouse Mountain, Gray Line Tours, Aboriginal Tourism BC, 
Tourism Vancouver, Vancouver Coast and Mountains, Tourism BC, National Capital Commission, 
Canadian Heritage, Canadian Tourism Commission and Downtown Vancouver Business 
Improvement Association. CPC associates with these organizations for promotion and idea 
generation. Christmas at Canada Place stimulates the economy by encouraging guests to walk 
around the downtown core visiting local businesses (our partners) and by working with partners 
like Nesters Food Market, Shops at Bentall and more, and promote travel and trade throughout the 
City of Vancouver and the Province of British Columbia. 

g) Attendance Numbers and Demographics 
400,000 impressions and 1,250 at Breakfast with Santa events. 

h) Volunteer Count and Demographics 
N/A 

i) Staffing Numbers and Positions 
The Community Relations and Experience department led the management and development of 
Christmas with the support of CPC Management and Facility Operations.  Community Relations and 
Experience team consists of: Director, Community Relations and Experience, Manager, Experience 
and Events, Digital Media Specialist, Event and Experience Coordinator, Corporate Partnership 
Specialist, and a Marketing Assistant. Contracted help: BLD Decor and Scenery - Production (25 
employees) and Vancouver Convention Centre - Production (500 employees). 

j) Founding/Incorporation Date and Management System 
CPC is a Federal Crown Agent incorporated in 1982 with a federally appointed advisory board. In 
December 2013, Canada Place Corporation and Port Metro Vancouver agreed to move forward with 
integration of the two organizations. The good work that has been done to date regarding Canada 
Place’s mission and mandate will continue to be built upon as part of Port Metro Vancouver. 
Canada Place Corporation has been a wholly owned subsidiary of Port Metro Vancouver since 1993.  
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2) ADDITIONAL REQUIREMENTS 

 
a) Promotional/Marketing Campaign 
Christmas at Canada Place is effectively promoted through TV, radio, newspaper, outdoor, web-
based and non-traditional initiatives. Reaching mainstream, multicultural and local communities, 
our campaigns receive significant attention and we are proud to welcome all to celebrate our great 
diversity every holiday season. Additional vehicles such as event brochures, websites, social 
media, mobile phone applications and onsite media coverage, and pre & post media coverage also 
add to the awareness and value of our events. Promotional campaign includes:  

 
• Over 300 promotional event posters were created and distributed to over 100 Vancouver 

Starbucks stores. Additionally the poster was distributed to community centres, libraries and 
other neighbourhood stores 

• Online advertisement with popular Vancouver blogs 
o 60,000 impressions on VanCityBuzz.com 
o 20,000 impressions on Yoyomama promotional package 

 Direct e blast 
 Website event listing sponsor 
 Mobile app splash page advertisement 

o 260,000  impressions with Facebook advertisements 
• Advertisement in the Visitor’s Choice Christmas Magic with 250,000 printed copies 

o Delivered directly to households in Vancouver & in select neighbourhoods across the 
Greater Vancouver Area 

o Copies distributed through high-end hotels, shopping centres, and retailers in Downtown 
Vancouver 

• Sponsor logos and select sponsor advertisements aired throughout the month of December on 
the 25ft x14ft LED screen - Canada’s Storyboard. As determined by COMBS, the screen 
captures the attention of 20+ million viewers annually and is valued at $1,000 per week 

• On-site signage providing sponsor recognition was developed at all the Woodward’s Windows 
locations, The Christmas Trail and at the Breakfast with Santa event 

• On-site signage at each Woodward’s Windows location including large sign towers at Canada 
Place 

• Canada Place e-mail blasts to 12,000+ targeted event attendees 
• Event listings sent to all local newspapers 
• Online event listings 
• Press release sent to major media outlets announced all Partners who supported the Christmas 

at Canada Place event 
 
All collateral was given a common aesthetical “look and feel” which was colourful, festive, 
engaging, family oriented, nostalgic and professional. The primary design was a holiday type 
pattern that was inspired by CPC’s branding. Appropriate and effective marketing strategies were 
crucial for promoting and setting guest expectations via various marketing channels. All collateral 
was given a common aesthetical “look and feel” which was festive and relevant, yet included a 
traditional twist.  This uniform look was apparent across Christmas and was stressed more than 
previous years to help continue to achieve a consistent branding throughout all Canada Place 
events.  
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Messaging for our target audience included:   
• Event is from December 8 to 30, 2012 
• Along the outdoor promenade and throughout the city, 

Canada Place is bringing you and your family the best in 
Christmas cheer this holiday season – all in support of 
Strathcona Community Centre's Food Security for Children 
program  

• Christmas at Canada Place has something for everyone: 
o December 15 & 16 Attend the popular Breakfast with 

Santa events presented by Real Canadian Superstore - 
Tickets on sale now 

o Stroll The Christmas Trail to view an array of beautifully 
decorated Christmas trees, hot chocolate, festive craft 
activities, roaming entertainment and several of the Woodward’s Windows displays 

o To find more yuletide displays and experience the tradition of the Woodward’s Windows, 
take a walk to Bentall One, Three, Four and Five, and Woodward's Food Floor by Nesters 
Market in the Gastown Woodward’s building  

• Go digital, visitors are asked to share their experiences on twitter @canadaplace 
• Download the free Canada Place app for iPhone/iPad/iPod and Android and check-in at each 

Window locations to enter to win a trip to Hawaii 
• For more information, visit canadaplace.ca/christmas 
 
Media Outreach 
One of the most important elements in CPC’s media outreach program are the partnerships we 
create with local and multicultural outlets. 2012 Media Partners: Global BC, Shaw TV, CKNW AM 
980, The Vancouver Sun, OMNI Diversity Television, AM1320 CHMB, VancouverMom.ca and Miss 
604. 
 
 
2013 Media Highlights Include: 

• Nearly xix million earned media impressions through print, television, radio and online with 
$81,342 in earned ad value 

• $220,000 in Media Partners promotional value through television, print, radio and on-line 
• A Christmas at Canada Place promotional spot, valued at $65,000, was produced by Media 

Partner, Global BC, and aired 162 times on Global BC from end of November to beginning 
of January 

• Canada Place staff conducted Interviews and features about Christmas at Canada Place with  
OMNI, The Rush, CKNW radio, CKNW Orphan’s Fund, Ming Pao and Fairchild 

• Six print ads in the Vancouver Sun during first two weeks of December 
• Articles featuring Canada Place in the Georgia Straight, Vancouver Courier, North Shore 

News, The Province, Vancouver Sun, Metro Vancouver and the Westender 
• 12-hour online takeover of vancouversun.com with over 180,000 page views 
• Online event listings on 604pulse, Canada.com, VancityBuzz, WestCoast Mama, Vancouver 

Sun, and more 
• Vancouver’s most popular blogger Miss 604 produced four stories which received a total of 

140,052 views, 53 retweets and 63 Facebook shares in December. Christmas at Canada 
Place appeared in the top rated blog post for the month 

Christmas at Canada Place 
Brand Exposure 
 
$219,750 In-Kind Media 
Promotion  
 
5,960,876 million traceable 
impressions valued at 
$81,342 
 
 

 

http://www.christmas.canadaplace.ca/Community�
http://www.christmas.canadaplace.ca/Breakfast_with_Santa/Tickets�
https://twitter.com/#!/CanadaPlace�
http://www.christmas.canadaplace.ca/Woodwards_Windows/Get_the_Mobile_App�
http://www.christmas.canadaplace.ca/�
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Earned Media and In Kind 
Christmas at Canada Place achieved 5,960,876 earned media impressions valued at $81,342 
and $219,750 in Media In Kind that reinforced our main promotional messaging.  

Please refer to Section 3A for examples of Promotional/Marketing Campaign & Media 
Outreach. 
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b) Website/Social Media/Multi-Media Programs 
Participants were encouraged to visit all Woodward’s locations and The Christmas Trail at Canada 
Place throughout the event period. To encourage donations and gamification, the Holiday Contest 
gave guests the chance to win a trip for two to Hawaii. The contest utilized our mobile app, 
Facebook, Instagram and Twitter and offered participants the opportunity to take part in a unique, 
fun holiday-inspired family activity at their own pace. Four ways to enter: 

• Mobile App: Download and “check-in” to Woodward’s Windows locations to collect virtual 
ornaments 

• Ballot: Pick up a ballot from all Woodward’s Windows locations and correctly answer the 
quiz by visiting all displays. Submit entry in ballot box at any Woodward’s Windows location 

• SantaGram: Take a photo of yourself with the SantaGram photo-wall at Canada Place. 
Using your Instagram/Twitter/Facebook account post the photo, follow and mention 
@canadaplace 

• Avenue of Trees: Using your Facebook/Twitter account mention @canadaplace and your 
favorite tree using the hashtag provided on that tree’s sign  

 
Mobile Application 
The Christmas edition of the free Canada Place mobile app was available for download for 
iPhone/iPad/iPod and Android devices at canadaplace.ca/christmas. Visitors were encouraged to 
“check-in” on their mobile devices and a virtual ornament would be uncovered at each of the 
displays. Once all virtual ornaments have been collected, visitors could enter to win the ultimate 
Christmas gift. The mobile app also offered guests the opportunity to learn more about the event 
and Canada Place. It included the option to access a full schedule, Woodward’s Windows locations 
and history, highlighted partners, and allowed guests to build their own custom event schedules. 
Highlights included: 

o The application received over 750 downloads to access the seasonal content alone 
o Partners were recognized in the applications load screen 
o The Starbucks locations carrying our event brochures were featured in a special map 

layer with location pins and store information 
 
Canada’s Storyboard 
Canada's Storyboard is a 14ft x 25ft LED high definition video screen featuring iconic Canadian 
content, celebrating the Canadian spirit and highlights our marquee events including Christmas at 
Canada Place. For Christmas at Canada Place, CPC uses it as a promotional outlet along with 
highlighting sponsors and the Christmas season. Canada's Storyboard recently won the 2010 
Hermes Creative Platinum Award in the Outdoor Advertising category. 
 
Blogs 
Canada Place received four mentions on Vancouver’s most popular blog: Miss604.com, including a 
prominent photo including our partner recognition signage. In total the three Miss 604 stories 
received: 

o 104 re-tweets 
o 94 Facebook shares 
o Approximately one dozen Google+ shares 

o Blog traffic was 123,776 views in December and the December Events (Breakfast 
and Windows) post was #3 for traffic, while the Woodward’s Windows post was #7 

 
 

http://www.christmas.canadaplace.ca/Woodwards_Windows/Get_the_Mobile_App�


 

Christmas at Canada Place 2012 

Christmas Web Traffic 
The Christmas at Canada Place website featured the event schedule, event information, 
attractions, entertainment information, Breakfast with Santa performer bios and pictures, 
Woodward’s Windows event map, past event images and information for the media. Website 
visitors could apply to be a sponsor or download the mobile app. Guests visited sponsor websites 
through reciprocal links. Total web visits 27,100 (up 11% from last year). Web stats December 1 
to December 30: 

o Canadaplace.com/Christmas (16,540 down 1.4% from 16,769 in 2011) 
o Canadaplace.com (10,563 up 37% from 7,730 in 2011) 

 
Twitter 
• CPC’s vote for your favourite Christmas Tree was held via a Twitter contest. The most popular 
trees in order were: Canada Place, and then first time sponsors: Purdy’s and BC Hydro - tied 
• Canada Place tweeted 88 tweets promoting Christmas at Canada Place and our Partners 
• Tweets related to tweet a Child to Breakfast received 32 participants and 60 re-tweets including 
Miss 604 and Vancouver Mom – estimated audience 32,000 people 
 
Facebook 
• • Canada Place Facebook content received an average of 15,000 daily impressions during the 

Christmas 2012 period 
• Our page gained close to 500 new Facebook fans 
• Canada Place published 30 content posts including a photo album with over 40 photos 

 
Flickr 
• 27 photos of the Woodward’s Windows by Miss 604 and members of the public 
 
 
Please refer to Section 3B for supporting materials on Website/Social Media/Multi-
Media Programs. 
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c) Overall Sponsorship Program 
Christmas at Canada Place would not be possible without the support of sponsors. CPC looks to 
corporate sponsorship at various levels and vendor mobile marketing/sampling contracts to 
supplement revenue. Sponsors have exclusive onsite presence supported by advertising, collateral 
materials, publicity and promotion to a targeted audience. Each level of sponsorship provides 
specific benefits and we work with each sponsor to identify and ensure their needs and objectives 
are met. CPC conducts post event meetings and provides sponsors with post event reports.  In 
2012, CPC maintained approximately 14 of its 2011 sponsors. Of the events 33 total sponsors, 
25% were new. The 2012 event was made possible by the generous support of our partners 
including:  
 
Woodward’s Windows Partners: Bentall Centre, & Bentall 5, Woodward’s Food Floor by Nesters 
Market & Goldcorp 
 
Hot Beverage Partner: Starbucks; Holiday Contest Partner: Air Canada & Miramar At Waikiki  
 
Christmas Tree Partners: FlyOver Canada, NuTrends Signs & Printing, Purdys Chocolatier, 
Downtown Vancouver Business Improvement Association, VINCI Park, Jardine Lloyd Thompson & 
Thistle Canada, Canada Place Dental Centre, Nevada Copper Corp., West Coast Sightseeing,  
Mierau Contractors Ltd., Ken Heit Creative, BC Hydro, Vanguard Painting Ltd., and Read Jones 
Christoffersen  
 
Media Partners: Global BC, Shaw TV, CKNW AM 980, The Vancouver Sun, OMNI Diversity 
Television, AM1320 CHMB, VancouverMom.ca and Miss 604 
 
Sponsor Cash Totalled: $134,000 
 
Sponsor Stats: 
• Continued partnership with Starbucks allowed for distribution of promotional posters in 100+ 

Starbucks stores in Vancouver 
• 32% increase in sponsorship dollars over 2011 
• Maintained 14 partners from 2011 event including Bentall VINCI, Superstore, PMV, JLT, 

Goldcorp, Vancouver Sun, CKNW, Global, Starbucks, Miss604, OMNI, Shaw, CHMB 
• 25% increase in total partnerships over 2011 (33 partners total in 2012) 
• 17 new partnerships developed with Bentall Five, Nesters Market, Air Canada, Miramar, 

Vancouver Mom, Westcoast Sightseeing, BC Hydro, DVBIA, Read Jones Christoffersen, 
NuTrends, FlyOver, Purdy’s, Canada Place Dental, Mierau Contractors, Nevada Copper, Ken 
Heit Creative, Vanguard Painting  

 
Please refer to Section 3C for supporting materials on the Overall Sponsor Program. 
 
 
 
 
 

http://www.christmas.canadaplace.ca/Sponsorship_Opportunities/2011_Sponsors�
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d) Critical Components 
In the spirit of community, Canada Place hosts a memorable event that is free and fun for all. With 
our diverse Canadian identity, we feel it is important to provide an event that features activities for 
all types and all ages. All of CPC’s media partners all have a different demographic target, which 
allows us to draw crowds from all over the Lower Mainland.  
 
Volunteer Program 
N/A 
 
Green Program 
CPC used recyclable cups to serve complimentary hot chocolate and recyclable signage throughout 
the event. We also included recycling bins onsite and worked with our ambassadors to ensure 
guests knew where recycling receptacles were located onsite. 
 
Educational Program 
N/A 
 
Children’s Program 
Christmas at Canada Place offered a full month of free family fun. From the entertainers and 
artisans along The Christmas Trail to the stage performers at Breakfast with Santa, there were 
elements of children’s programming weaved throughout the event. The Christmas Workshop was 
the central location of a variety of family friendly activities, from face painting, to craft stations, to 
storytelling, to a giant photo booth - all within a decorated and festively lit Christmas wonderland. 
Breakfast with Santa has become a favourite Vancouver tradition. Children’s entertainment 
elements included performances from 2012 Juno Award Nominees Bobs and LoLo, The Purple 
Pirate Magician, and multi award winning children bilingual performer Will Stroet. Children’s 
activities included visits and photos with Santa, face painting, balloon twisting, crafts with 
Vancouver Mom, giant Jenga, a photo booth, roaming elf characters and more. The Woodward’s 
Windows continue to be a treasured part of Vancouver’s history. Handcrafted over half a century 
ago, each carefully restored and maintained window display features classic holiday scenes with 
animated characters and elaborate detail. Canada Place purchased the displays in 1993 following 
the closure of the Woodward’s Department Store and incorporated them into the Christmas magic 
at Canada Place for families and children to enjoy. 
 

Food & Beverage Program 
Along The Christmas Trail, we offered complimentary hot chocolate, Starbucks coupons, and candy 
canes for guests. Breakfast with Santa offered a delicious gourmet breakfast catered by the 
Vancouver Convention Centre. Menu outlined below:   
 

Freshly Squeezed Organic Orange Juice and Apple Juice 
~ 

Seasonal Fresh Fruit Salad 
~ 

Scrambled Eggs 
Warm Belgian Waffles and Buttermilk Pancakes 

Served with Maple Syrup, Cranberry Compote Strawberries, Whipped Cream & Chocolate Sprinkles 
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Low Salt Bacon and Pork Sausages 
Hashbrown Potato Patties 

~ 
Freshly Baked Butter Croissants and Assorted Muffins 

Served with Butter and Preserves 
Gingerbread cookies 

~ 
Freshly Brewed Café Rojas Organic Coffee and Imported Teas 

 
 
Entertainment Program 
This year’s entertainment program showcased some of the best family performers in the City of 
Vancouver - from the artisans along The Christmas Trail to the stage performers at Breakfast with 
Santa. The Christmas Workshop was the central location of a variety of family friendly activities, 
from face painting, to craft stations, to storytelling. Breakfast with Santa has become a favourite 
Vancouver tradition. Entertainment elements included performances from 2012 Juno Award 
Nominees Bobs and LoLo, The Purple Pirate Magician, and multi award winning children bilingual 
performer Will Stroet. Other activities at Breakfast included face painting, balloon twisting, crafts, 
giant Jenga, a photo booth, roaming elf characters and more. The Woodward’s Windows were 
handcrafted over half a century ago, each carefully restored and maintained window display 
features classic holiday scenes with animated characters and elaborate detail for people to enjoy.  
  

Merchandise Program 
N/A 
 
Community Outreach Program 
Strathcona Community Centre 
Canada Place Corporation is proud to support the Strathcona Community Centre through the Food 
Security for Children program. The partnership between CPC and the Strathcona Community 
Centre began in 2004 to support at-risk children in our community. The program ensures kids on 
the downtown east side have access to nutritious meals and snacks during the out-of school times 
of Christmas, Spring Break, Summer Break and after school. The children come from working poor 
families whose annual average family income is less than $18,000 making Strathcona the highest 
concentration of poverty level at risk children in Canada.  
 
Throughout the year and with each event we do we always incorporate opportunities to promote 
the great work Strathcona Community Centre does and to raise money on their behalf.  Net 
proceeds from the Christmas at Canada Place event were donated to the Strathcona Community 
Centre’s Food Security for Children. Canada Place partnered with Air Canada Vacations partnered 
for the event to help raise funds for Strathcona Community Centre’s Food Security for Children 
program. Guests entered to win an all-inclusive holiday for two to Hawaii. Opportunities to donate 
and enter to win occurred on select days at Canada Place, at the Breakfast with Santa event, or 
online at canadaplace.ca/christmas. Donations to this important cause will continue to allow 
Canada Place to support Strathcona in 2013. 
 
Neighbours and Stakeholders 
We continually ensure to engage and respect our neighbours and stakeholders and encourage 
them to become involved in Christmas at Canada Place. Email letters were sent that notified 
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neighbours and stakeholders of event. CPC also supported the involvement of surrounding 
businesses. An example: a few neighbouring such as the Bentall Centres hosted several windows 
capitalizing on the success and crowds created by the event. After the event post event wrap 
reports were provided, follow up was performed and thank you letters were sent. 
 
Leadership Program 
CPC hired our parent company’s (Port Metro Vancouver) leadership students to help execute the 
event. They typically are given volunteer hours to help the Port develop its community relations 
program. Our Christmas program offered for these high school students a paid opportunity to gain 
experience and work with their local community all in support of charity. 

 
Please refer to Section 3D for supporting materials on Critical Components. 
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4) SUPPORTING QUESTIONS 
 
a) What did you do to update/change the event from the year before?  Were your 
updates/changes successful? b) Please provide measurable results/examples 
In 2012, CPC wanted to add a more uniform look to the event, continue to develop the digital 
components, get the word out into the City of Vancouver more effectively via media/partners and 
online, continually work to fulfill partnerships, while raising more funds/awareness for Strathcona 
Community Centre.  
 
Christmas at Canada Place 2012 involved a new event manager, a new production company 
unfamiliar with the site scope and weather conditions, newly implemented rigorous safety 
standards, a new programming vision, in addition to an overall company integration. Due to 
inflation including food and rental pricing, CPC had to increase the price by approximately 
$5.00/ticket. To order to prepare for guest push back, the event team compiled an extensive 
communications plan. However, as a result, there was no push back from guests on this increase. 
Overall, despite these challenges, the event was a success raising $16,000 for charity and 
welcoming nearly 400,000 people total throughout the 23 day period at various locations. 

With a majority of the Woodward’s Windows displays being viewable from outside and at six 
different locations, ensuring guests were well informed and messaging was clear and concise was 
important. All Woodward’s Windows locations included signage with the location map, Holiday 
Contest instructions, Woodward’s Windows stories and sponsor logos, and information on the other 
programming elements on The Christmas Trail at Canada Place. With a vast facility with indoor and 
outdoor space, and The Christmas Trail and Woodward’s Windows set approximately one block 
away from the main city street out front of Canada Place down a long promenade, CPC needed to 
establish highly visible event décor to ensure guests had way-finding landmarks. Festive lighting, 
Christmas trees, draped garlands and wreaths, and sign towers were placed throughout the plaza 
and site for aesthetic appeal and to act as an identifiable boundary. Sign towers included maps, 
schedules, Woodward’s Windows location information, Holiday Contest information, sponsors, 
times and dates, etc. Our 25ft LED screen on the front of Canada Place played Christmas at 
Canada Place 2012 content similar to the sign towers. Our 32ft tall Welcome Centre, recognized by 
its enormous Canadian flag exterior acted as a welcoming, gathering and information point for 
guests. The Christmas Trail was monitored from 1pm to 6pm daily with staff to ensure guests had 
information resources, to collect donations, to distribute hot chocolate, and to manage entertainers 
and event staff. Outside these hours the event was patrolled by Facility Patrol Officers trained in 
customer service. 
 
Below are areas of success which CPC experienced with Christmas 2012: 
• 400,000+ attendees across all locations and programs 
• $16,000 in donations raised for Strathcona Community Centre 
• 56% of Breakfast with Santa guests were repeat guests 
• Breakfast with Santa sold out a month in advance 
• 94% of guests had a positive experience at Christmas at Canada Place 2012, 84% said it met 

their expectations, and 84% said they would recommend it 
• Continued partnership with Starbucks allowed for distribution of promotional posters in 100+ 

Starbucks stores in Vancouver 
• 32% increase in sponsorship dollars over 2011 
• Maintained 14 partners from 2011 event including Bentall VINCI, Superstore, PMV, JLT, 

Goldcorp, Vancouver Sun, CKNW, Global, Starbucks, Miss604, OMNI, Shaw, CHMB 



 

Christmas at Canada Place 2012 

• 25% increase in total partnerships over 2011 (33 partners total in 2012) 
• 17 new partnerships developed with Bentall Five, Nesters Market, Air Canada, Miramar, 

Vancouver Mom, West Coast Sightseeing, BC Hydro, DVBIA, Read Jones Christoffersen, 
NuTrends, FlyOver, Purdy’s, Canada Place Dental, Mierau Contractors, Nevada Copper, Ken 
Heit Creative, Vanguard Painting  

• Media impressions totalled 5,960,876 
• +11% in website visits over 2011 
• $81,342 in earned media ad value 
• 150% increase in Facebook post views over 2011 
• Free mobile app had 750+ downloads 
• $219,750 In-Kind Media Promotion  
 

c) What makes the event stand out as an internationally recognized event? 
The international status of Canada Place continues to build on the profile of our marquee event 
Christmas. Located in Canada’s busiest harbour Canada Place generates over $1 billion dollars of 
economic activity annually.  
 
Recently Christmas at Canada Place event has won the  2012 Hermes Creative Awards ‘Gold’ for 
‘Mobile App’ and 2012 Hermes Creative Awards ‘Platinum’ for ‘Special Event’. It was recently 
nominated for the 2012 Canadian Event Industry’s National Star Awards ‘Best Public Entertainment 
Event’. 
 
d) Why should the event win the IFEA/Haas & Wilkerson Grand Pinnacle Award? 
Christmas at Canada Place is a marquee event in Vancouver and Canada Place consistently 
welcomes repeat visitors to its events. Based on the longevity of the event and 2012 surveys 
results (Poll Daddy) 84% said the event was worth their time and donations, and 94% 
agreed/strongly agreed that they had a positive experience at the event. 
 
The event “wow factor” was apparent through: 

o Partnerships. In total, 33 partners participated - 17 were new and 14 were repeat  
o Nearly six million media impressions were achieved through print, television, radio and 

online with $81,342 in ad value 
o Media partners provided over $220,000 in promotional value through television, print, 

radio and on-line 
o The Woodwards’ Windows were highlighted at six locations 
o The Christmas Trail  - offering guests an array of activities in addition to the WW 
o Breakfast with Santa presented by Real Canadian Superstore on December 15 and 16 - 

sold out a month ahead of time. Global BC’s Steve Darling and Jill Krop emceed each 
Breakfast event adding profile 

o Raised $16,000 in donations raised for Strathcona Community Centre 
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