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Executive Summary 
By Destination Vancouver and Buy Social Canada 
Every purchase has a social, economic, cultural, and environmental impact. Social 
procurement is a tool to contribute to Destination Vancouver’s purpose to transform 
our communities and our visitors through the power of travel. This report supports 
and promotes Destination Vancouver members to incorporate value in purchasing 
based on people, planet, and prosperity. 

Since 2017, Destination Vancouver has engaged with social enterprises through the 
Social Procurement Roundtable hosted by Buy Social Canada. Throughout this time, 
we have seen and been a part of amazing stories of impact in our community. Last 
year, Destination Vancouver collaborated with Buy Social Canada to produce the first 
annual Destination Vancouver Tourism, Hospitality and Events Social Procurement 
Survey and Report. We are building off last year's findings and are proud to present 
the second edition of the report. 

The 2024 Tourism, Hospitality and Events Social 
Procurement Survey was open between March 4th 
and May 1st, 2024. There were 157 unique responses 
from Destination Vancouver Members sharing their 
stories of social value and opinions on social 
procurement practices, which is almost double the 
response rate from last year 
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The annual survey collects data which helps to identify the current number of 
organizations that identify as social purpose organizations1 and diverse-owned 
businesses across Destination Vancouver’s membership. Respondents were asked 
about both third-party certification and self-identification. Most respondents this year 
who identified as diverse-owned businesses indicated that they are self-identified and 
did not have a third-party certification of their diverse-ownership. 

This report includes information about respondent’s current social procurement 
practices. The survey asked about member’s knowledge and implementation of social 
procurement, and their current perceptions of social procurement, while follow up 
interviews were used to gather further information about opportunities and 
challenges in social procurement implementation. The social procurement survey 
results, follow-up interviews, and a review of additional research have contributed to 
the key findings and recommendations included in this report.  

The qualitative data from this years’ report shows that most respondents practice 
social procurement and incorporate social value considerations in their purchasing 
decisions. This includes, but is not limited to, prioritizing social purpose organizations, 
social enterprises, diverse-owned businesses, and local businesses in their supply 
chain. Currently social procurement implementation practices are often informal, as 
the survey revealed most respondents do not have a formal social procurement policy 
nor a process to track social procurement spend. 

The survey results this year highlight three sectors offering high opportunity for social 
procurement. This report takes a deeper look into accommodation and hospitality, 
tours and experiences, and gifts as sectors or categories of spend where “demand”, 
what is purchased by respondents, and “supply”, social purpose organization, social 
enterprise and diverse-owned business suppliers, aligned. 

When identifying challenges to the advancement of social procurement, respondents 
note challenges in finding and identifying social purpose organizations, social 
enterprises and diverse-owned businesses. Respondents also share concerns 
regarding the cost of goods and services, as well as supplier capacity to respond to 
purchasers’ needs. 

Increased social procurement education and awareness, as well as relationship-
building with suppliers who help to meet social procurement objectives, are 
identified as key opportunities for advancing social procurement across Destination 
Vancouver’s membership. When asked what is needed to support the increased 
implementation of social procurement in the sector, responses emphasize the need 
to create more networking opportunities with suppliers and for members to work 

 
1Social purpose organizations, sometimes referred to as impact businesses or social value businesses, consist of various 
organizations with a mission to advance social, environmental, or cultural objectives. They can include: 

• the charitable and non-profit sector (registered charities, incorporated non-profit organizations and non-
profit co-operatives) 

• the private sector (market sector co-operatives and private businesses advancing a social or environmental 
mission eg B-Corps) 

• hybrid entities such as Community Contribution Companies and Community Interest Companies, found in 
British Columbia and Nova Scotia respectively 
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collaboratively to increase collective purchasing power. This reiterates the need for 
increased relationship-building efforts across the sector. 

This report concludes with recommendations for how Destination Vancouver and our 
members can work together to further implement social procurement across 
Vancouver. Recommended next steps include: 

• Develop practices of measurement and reporting for social procurement at the 
organizational and sector level. 

• Continue to build understanding of social procurement and identify social 
procurement champions across Destination Vancouver’s membership. 
Destination Vancouver has committed to a social procurement webinar in Fall 
2024 to support the continued education of and engagement with Destination 
Vancouver members on social procurement implementation. 

• Facilitate relationships between Destination Vancouver members and social 
purpose organizations, social enterprises and diverse-owned businesses. 
Destination Vancouver has committed to a Social Value Trade Show to help 
showcase suppliers who contribute to social procurement objectives of 
Destination Vancouver members and identify high opportunity spend areas 
across Destination Vancouver’s membership where collaborative social 
procurement pilots may be identified for 2025. 

• Identify more ongoing opportunities for purchasers in the sector to identify 
and connect with social purpose organizations, including through the 
Vancouver Social Procurement Roundtable and additional trade shows. 

• Support, raise awareness, and recognize organizations within the tourism 
sector that identify as social purpose organizations and implement social 
procurement best practices. 

• Track progress annually to contribute to an authentic and meaningful 
commitment to social procurement, including the annual social procurement 
survey of the sector. 
 

Destination Vancouver and Buy Social Canada, with Destination Vancouver’s 
members, commit to advance social procurement practices to increase the positive 
impacts that tourism has on the local community, economy, standard of living, and 
quality of life in Vancouver.  
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Expand Community Impact in 
Vancouver with Social 
Procurement 
 
Every purchase has a social, economic, cultural, and environmental impact, whether 
intended or not. Social procurement is about leveraging existing purchasing of goods, 
services, construction projects, and infrastructure investments to capture social value 
and achieve overarching institutional, governmental, or individual goals that helps 
shape inclusive, vibrant, and healthy communities. 
 

Social and Sustainable Procurement 
Some organizations consider sustainable procurement to be focused on 
environmental considerations and social procurement to be focused on impacts on 
people, but every purchase has a social, economic, cultural, and environmental 
impact. Destination Vancouver and Buy Social Canada recognize that people are 
deeply integrated in the environment, and so the actions of each impact the other. 
This report will use 'social procurement’ as a term that encompasses social, economic, 
cultural, and environmental value. 
 

There are opportunities for social procurement at all levels in the marketplace. When 
we redefine procurement from merely an economic transaction into a tool for 
community transformation, we can harness the power of social procurement to help 
address critical social, economic, and environmental issues in our communities. 
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The health of a community is not measured by economic value alone. Healthy 
communities require multiple types of capital, which are collectively referred to as 
community capital: human capital, economic capital, social capital, cultural capital, 
and physical capital. Building community capital is the means for creating healthy 
communities.  

While traditional procurement practices measure success through creating stores of 
physical and economic capital, social procurement unleashes the power of the 
market by acting as a tool for building community capital. 

When you practice social procurement, you intentionally create community benefits 
based on the needs of the local community. Through multi-stakeholder engagement 
processes, communities can identify the social, economic, and environmental issues 
that are important to them. Social procurement has the flexibility and capacity to 
then target a community need or help fill a perceived gap.  

Social procurement is evolving as a valuable implementation tool for organizations to 
contribute to their social value goals including contributing to the local economy, and 
supporting sustainability and climate action, Diversity, Equity and Inclusion (DEI), and 
Environmental, Social and Governance (ESG), and Indigenous Reconciliation 
objectives. All of this connects back to Destination Vancouver’s triple bottom line of 
People, Planet and Prosperity 

Figure 2 Buy Social Canada Community Capital 
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Social Procurement is a Journey 
One on which Destination Vancouver has embarked and we 
invite our members to join us. 
Destination Vancouver’s purpose is to transform our communities and our visitors 
through the power of travel. Our goals include standing up for reconciliation and 
diversity, equity, and inclusion in everything we do, as well as collaborating with our 
members to responsibly encourage visitation to Vancouver for the benefit of 
businesses, communities, residents, and visitors. We have identified social 
procurement as an opportunity to contribute to and build on these goals.  

Destination Vancouver first embarked on this journey of social procurement seven 
years ago. In 2017 Simon Fraser University hosted the Hopeful Economics Conference 
where we learned about social procurement. This event was a catalyst towards the 
beginning of our social procurement journey.  

Destination Vancouver then joined the Vancouver Social Procurement Roundtable, 
hosted by Buy Social Canada. Participation at this table led us to incorporate social 
procurement in our Annual Christmas Luncheon centerpieces since 2018. We 
purchase from local social enterprises for the centerpieces and gifts for attendees to 
take home.  

In 2022, Destination Vancouver commissioned a corporate social procurement report, 
which outlines our social procurement theory of change and our definitions of 
impact.  

In 2023, Buy Social Canada in collaboration with Destination Vancouver, released the 
Guide to Social Procurement in Tourism, Hospitality, and Events to provide a 
reference point for anyone working in the tourism sector to engage with social 
procurement.  

Following this, Destination Vancouver invited members to a 4-hour workshop on the 
Guide. The event was attended by 31 representatives from the Destination Vancouver 
Membership. Participants were provided with:  

• An in-depth knowledge of the fundamental components of social 
procurement success. 

• Considerations for developing a Social Procurement policy that is aligned with 
community goals. 

• A roadmap to shift purchasing and incorporate social value in the supply chain. 
• Insight on how to implement social procurement practices into current RFx 

processes and leverage procurement spend to drive more social value. 
 
Destination Vancouver sees social procurement as a long term commitment and are 
continuing to work with our membership, in partnership with Buy Social Canada to 
ensure the advancement of social procurement practices. Destination Vancouver 
commits to this annual survey and ongoing education and training for our members. 
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Key Findings 
The 2024 Tourism, Hospitality and Events Social Procurement Survey was conducted 
between March 4th and May 1st of 2024. The survey asked Destination Vancouver 
Members to share information about their business’ social value and social 
procurement practices. 224 respondents submitted data for this year’s survey 
representing 157 unique organizations across various sectors including tourism, event 
space, transportation, arts and culture, and hotels. Four of the respondents were 
interviewed by Buy Social Canada to add depth to the findings from the survey. A 
scan of current and prospective research in the sector was included to illustrate an 
overall landscape picture of the sector and to identify key trends. 
 
The social procurement survey and report’s objective is to identify the current 
number of organizations that identify as social purpose organizations, social 
enterprises, and diverse-owned businesses across Destination Vancouver’s 
membership; members’ knowledge and implementation of social procurement; and 
current perceptions of social procurement. 
 
Respondents were asked their opinions on the opportunities and challenges they 
face in relation to social procurement, and the tools and resources that would support 
them in furthering their social procurement journeys. 

  

16%

49%

21%

14%

Size of business
138 responses

Micro-business (1-9
employees)

Small business (10-99
employees)

Medium business (100-499
employees)

Large business (500+
employees)
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Active Social Procurement Implementation 
The survey shows that members are interested and actively implementing social 
procurement practices in their organizations. Currently, there is a lack of formal policy 
across survey respondents, but informal social procurement activities, such as the 
prioritization of local and small businesses, are reported amongst members. 
 

 

60%

40%

Does your organization practice social 
procurement?
106 responses

Yes No

31%

34%

24%

6%
1% 4%

Ownership model 
136 responses

Sole proprietor/owner

Private ownership with
multiple shareholders

Non-profit

Publicly traded

Co-operative

Hybrid community
contribution company
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"We actively seek unique experiences, hire luminaries (including Indigenous 
businesses) and promote a support-local environment in everything we do." 

 – Survey participant 
 
 
When asked about their opinions on social procurement: 

• 59% of respondents reported that they practice social procurement in their 
organization. 

• Only 20% of respondents said their organization had a written social 
procurement policy or commitment in place. While some organizations may 
be able to successfully implement social procurement without a policy, there is 
an opportunity to build on these examples by connecting a thread across these 
practices in the form of social procurement strategies, policies, and/or 
frameworks. 

• The interest among respondents who did not have a written social 
procurement policy or commitment in their organization was relatively split in 
half, with 46% interested in developing one and 54% not interested.  

• 43% have a process in place to track the number of contracts or dollars spent in 
social procurement. 

• 42% of those respondents who do not track their social procurement spend 
stated that they wish for Destination Vancouver to set collective social 
procurement targets or goals. 

20%

80%

Does your organization have a written social 
procurement policy or committment?

112 responses

Yes No
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Evolution in Identification of Diverse-Owned 
Businesses 
A diverse-owned business is a business that is majority owned and controlled by a 
member of an equity-deserving group.  
 
In the survey diverse-owned businesses were able to self-identify or to share which 
third-party certification they have received. Examples of the latter include certification 
from third parties such as, but not limited to, the Canadian Council for Aboriginal 
Business or Women Business Enterprises Canada Council. As shown in the graph 
below, 35% of survey respondents were diverse-owned businesses. From those 
diverse-owned businesses, 80% reported not having certification. 

 
The identification of diverse ownership has traditionally evolved through third-party 
certification bodies and initiatives. However, according to research completed by 
AnchorTO and Buy Social Canada in 2023, third-party certification can often pose 
financial and administrative barriers for diverse-owned businesses when trying to 
access procurement opportunities.2  
 
“We are all part of an ecosystem, and I think to the extent that we care and nurture for 

our local ecosystem, that’s important. I think it also plays a role in reconciliation and 
economic reconciliation with Indigenous people. It’s sort of a lift up, instead of a 

handout.” 
- Survey participant  

 
2 https://www.buysocialcanada.com/wp-content/uploads/Self-Attestation-Removing-Barriers-
to-Diversity-in-Supply-Chains-Buy-Social-Canada-AnchorTO-June-2023.pdf 

35%

65%

Diverse-owned businesses - 126 responses

Yes No

https://www.buysocialcanada.com/wp-content/uploads/Self-Attestation-Removing-Barriers-to-Diversity-in-Supply-Chains-Buy-Social-Canada-AnchorTO-June-2023.pdf
https://www.buysocialcanada.com/wp-content/uploads/Self-Attestation-Removing-Barriers-to-Diversity-in-Supply-Chains-Buy-Social-Canada-AnchorTO-June-2023.pdf
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Challenges and Opportunities 
This year's survey respondents offered insight into both the challenges they face 
when looking to advance social procurement as well as the opportunities to increase 
social procurement.  
 
 

0% 20% 40% 60%

Price/Cost

Supply Needs

Training and Education

Resources and Funding

Access to Opportunities

Change Management

What challenges do you see for advancing social 
procurement?
47 Responses
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Purchasing Power 
60% of survey respondents identified the perceived added cost of implementing 
social procurement as a challenge. In addition to perceived monetary cost, it was also 
indicated in interviews that the managerial and administrative costs were perceived 
to be higher when implementing social procurement. Most respondents identified as 
a micro or small-sized business, which means they have limited buying power 
compared to larger businesses. Therefore, businesses may intend to procure socially, 
but feel they are limited due to the costs of goods and services. 

"Our costs get passed on to the consumer, and we want to stay competitive.” 
- Survey participant 

"Not all local suppliers can meet the price we need or have the products we are 
looking for.  Competitiveness is an issue." 

- Survey participant 
 

Collaborative Bulk Purchasing 
Several survey responses offered a solution to address the challenge of perceived 
added cost: collaborative bulk purchasing. This approach is where multiple 
purchasers work together to enhance their purchasing power. By collaborating, 
buyers can use their combined leverage to negotiate more advantageous terms with 
suppliers, such as improved pricing. Suppliers also benefit, as they gain access to a 
broader customer base and larger contract opportunities. 

The members surveyed identified that if there were more relationship building 
amongst members, procurement collaboration could increase the purchasing power 
of all involved. This was reiterated by several survey respondents as an opportunity to 
procure on a larger scale with local and social suppliers. 

"The hotel industry has a lot of power. We're big, so we can hopefully influence a lot of 
change if we're all working together for sustainability and social value.”  

- Survey participant 
 

"Hopefully [we will] see synergies and savings (…) with other local buyers if able to 
access a similar catalogue of suppliers, and the suppliers know they will have a 

sustainable[sic] volume of buyers."  
- Survey participant 

 
"[We would benefit from] incentivizing coordination among multiple businesses 

when engaging in social procurement" 
- Survey participant 
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Supplier Availability and Capacity 
Some respondents shared that social purpose organizations and/or local suppliers 
may not have capacity to deliver the scale of goods and services required by the 
purchaser. This may reflect a lack of supplier engagement in procurement 
relationship building and opportunities. 
 
"What we try and do is find someone whose values align with our values, so it is trying 

to understand who’s out there in the ecosystem."  
- Survey participant 

 
"[There is a] lack of social enterprises that meet the diverse needs of this sector."  

- Survey participant 

 
Respondents identified that their ability to implement social procurement was 
limited by: 

• Knowledge of diverse-owned businesses, social enterprises, and social purpose 
organizations. 

• Time capacity to conduct research into new suppliers. 
• The capacity of diverse-owned businesses, social enterprises, and social 

purpose organizations to respond at the scale of goods and services needed. 
 

"[We would benefit from] having more information available on other social 
enterprises, locally owned businesses that we can work with."  

- Survey participant 
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Supplier Engagement 
Increased efforts to engage with suppliers was identified across the survey responses 
as the top opportunity to address the limited availability and capacity of suppliers. 
These efforts can look like: 
 

1. Create or use an existing supplier directory. 
2. Purchaser-led outreach and communication efforts. 
3. Convene events, such as tradeshows and roundtables. 

 

Diverse Ownership Verification and Promotion 
Another opportunity that arose from the survey results is to promote the 
identification and/or certification of current members. Seeking verification and 
promoting oneself as a diverse-owned business, social purpose organization, and/or 
social enterprise can add to the pool of social procurement suppliers.  
 
There are local initiatives that aim to create opportunities for diverse-owned 
businesses, social purpose organizations, and social enterprises. The City of 
Vancouver, for example, promotes 'social value procurement' for qualifying suppliers3 
in its own procurement opportunities as well as in large-scale developments through 
the Community Benefit Agreements policy4.  
 

Reporting and Storytelling 
Many survey respondents are engaging in social procurement efforts. However, they 
are struggling to track these efforts and report on them. 57% of survey respondents 
reported not having a system to track their social procurement spend. 
 
"All the experiences that I offer support my Chinatown community, farmer's markets, 

small grocery stores, and beyond."  
- Survey participant 

 
There is an opportunity to provide training and tools to members on how to identify, 
report, and leverage social procurement efforts for a competitive edge in the 
marketplace.  
 
 

  

 
3 https://vancouver.ca/doing-business/sustainable-procurement.aspx  
4 https://vancouver.ca/people-programs/community-benefit-agreements.aspx  

https://vancouver.ca/doing-business/sustainable-procurement.aspx
https://vancouver.ca/people-programs/community-benefit-agreements.aspx
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Opportunity Areas in the Tourism, 
Hospitality and Events Sector 
 
The survey results highlighted three opportunity areas in the sector, which the report 
takes a deeper look into: accommodation and hospitality, tours and experiences, and 
gifts. The following section reviews experiences and opportunities for these sectors 
from both the purchaser and supplier perspective.  
 

Accommodation and Hospitality 
Hotels, hostels, and other forms of accommodation have immense opportunity to 
create social and sustainable value outcomes through purchasing. Organizations are 
often already working to purchase in alignment with their mission and strategic 
goals, with the next step being to formalize a social procurement policy.  
 
There are many social enterprises that provide goods and services relevant to 
accommodation and hospitality providers: 

• CleanStart Property Services (Property Maintenance) 
• Soap for Hope (Toiletries and lost item processing), 
• Woodshop Workers Co-Op (Furniture) 
• Potluck Café & Catering (Catering) 
• HAVE Café (Catering) 
• D.I.C.E.D. (Catering 
• Soul Bite Food Inc. (Catering) 
• Spo7ez Catering and Events (Catering) 

 
The following section shares the social procurement experiences of two Destination 
Vancouver members that offer accommodation services. Both of these organizations 
create social value through their ownership structure and through their procurement 
practices. 
 

YWCA Hotel Vancouver 
The YWCA Hotel Vancouver is a Buy Social Canada Certified Social Enterprise hotel 
managed by YWCA Metro Vancouver. Located in downtown Vancouver, they offer 
affordable rooms within walking distance to many attractions and event venues. As a 
social enterprise, all their revenues, minus operating and fixed costs, go back to YWCA 
programs to help women and families live full and successful lives. 
 
Although they don’t currently have a formal policy, YWCA Metro Vancouver is 
exploring developing a social procurement program for all their purchasing, including 
at the Hotel.   
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However, under Barbara Lane’s leadership, the Hotel has already taken many steps to 
ensure their purchasing is aligned with their values. 
 

We already purchase with our values in mind as much as we can, but we’re also 
balancing the cost for consumers, and trying to stay competitive.” 

- Barbara Lane 
 

Whenever possible, they prioritize purchases from other social enterprises, local 
businesses, Indigenous and diverse-owned businesses, women-led businesses, and 
sustainable businesses.  
 
When buying gifts or catering, they always choose local first and prioritize buying 
from Indigenous businesses. For large capital projects, the YWCA gets three quotes 
and ensures that local small companies are also included.  
 
“We ensure that not all projects are given to the same contractors for fair access to all 

bidders.” 
- Barbara Lane 

 
Lane has seen the hotel industry change approaches over recent years to increase 
sustainability. The YWCA Hotel Vancouver has also seen that travellers are much more 
conscientious and are looking to stay in hotels where they are also taking steps to 
improve social and sustainable outcomes.  
 

“They [customers] really value that they're helping people out as they travel. We've 
seen it so many times on comment cards... People are choosing us now because of 

who we are and what we do.” 
- Barbara 

Lane 
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Hosteling International 
Hosteling International is a national non-profit that operates 12 hostels in British 
Columbia and has affiliate relationships with several more.  
 
As a non-profit, their purchasing is “always based on alignment with vision and 
mission,” says Operations Manager Jose Espinoza.  
  
Espinoza is currently working towards piloting social procurement and formalizing a 
purchasing policy that includes social and sustainable goals. For example, DICED Café 
Certified Social Enterprise is their on-site restaurant at Jericho Beach location in 
Vancouver. In the meantime, he explains that their purchasing priorities are to 
support local and sustainability goals. 
 
“We’re not just basing decisions on budget. We try to source good vendors and good 

materials.” 
- Jose Espinoza 

Tours and Experiences 
Tours offer Vancouver visitors an intimate experience with our local streets, sites, and 
businesses. Tours and Experiences are often on the ground (or on bus!) influencing 
and observing supply chain ripple effects in our economy. While members in this area 
did not report formal social procurement policies, values are front of mind in their 
procurement and would benefit from recognizing and reporting on these efforts.  
 

Historical Chinatown Tours 
Historical Chinatown Tours is owned and operated by Judy Lam Maxwell. She offers 
four main services in Vancouver’s Chinatown: 

• Tours and team-building field trips 
• A tour plus dim sum lunch 
• Dumpling master classes 
• A cocktails and dumpling hop 

 
Corporations in Vancouver can practice social procurement when working with 
Historical Chinatown Tours. A purchase from Historical Chinatown Tours is a purchase 
from a local, diverse, and woman-owned small business. In addition to being a social 
value supplier, Historical Chinatown Tours also informally practices social 
procurement, and prioritizes purchasing in line with Maxwell’s values.  
 

“In my tours, we visit many locations to give them business, whether it is a café, a 
Chinese tea shop, a produce store, long-time family-owned businesses, restaurants, 
etc. In my cooking classes, all my ingredients are fresh, local, and organic and I rent 

spaces from small Chinatown businesses so that they make some money while they 
are closed." 

- Judy Lam Maxwell 
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Gifts 
Gifts were identified as an easy starting place for practicing social procurement. 
Building social procurement practice for staff gifts was noted as easier than stocking 
gifts to external customers sales. Capacity of vendors to supply gifts was reported as a 
non-issue, as there are many options for local and social procurement.  
 
There are many social enterprises that sell gifts: 

• Budgie Box (Gift Boxes) 
• Enterprising Women Making Art (Art & Crafts) 
• Circle of Eagles (Arts & Crafts) 
• East Van Roasters (Coffee and Chocolates) 
• PASS Marketplace (Arts & Crafts) 
•  D.I.C.E.D. (Knives, Cutting Boards) 
• Squamish Lil’wat Cultural Centre Gift Shop (Gifts) 

 

Destination Vancouver 
Destination Vancouver has been a champion of social procurement for several years 
in Vancouver, showing leadership in both their internal practices and the sector.  
 
Gwendal Castellan, Destination Vancouver’s Manager of Sustainable Destination 
Development, began attending the Buy Social Canada Vancouver Social 
Procurement Roundtable in 2017, meeting local social enterprises and other social 
purchasers, and sharing opportunities.  

 
From his participation in these roundtables, Destination Vancouver began its first 
social procurement practice: purchasing swag and goodies from local social 
enterprises for their annual Christmas Lunch goodie bags and centrepieces.  
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“Social enterprise gifts have become integrated in how that event runs." 
- Gwendal Castellan 

 
They have also layered in social value by contracting a local social enterprise, Budgie 
Box, to support in the set-up and styling of the centrepieces at this recurring event.  
 
Outside of the formal policy which will be adopted in future, Castellan and his 
colleague Susan Graham, Client Manager for Convention Services, say there is a good 
level of awareness amongst staff for social enterprise and other social value and local 
businesses to choose from for their small internal spends, including Certified Social 
Enterprise catering companies like Potluck Catering, HAVE Café and DICED.  
The team at Destination Vancouver purchases client gifts from social enterprises, 
Indigenous businesses and other social value suppliers and supports clients to do the 
same through the supplier recommendations Destination Vancouver provides.  
 

This is a multi-year project, but over the next couple of years I’d like to see more 
tourism industry organizations adopting and bringing forward their goals and 

objectives for social procurement, so that it’s seen as something that is ingrained in 
people’s business practices. That it’s not just a nice to do but a need to do.” 

- Susan Graham 
 

Parq Vancouver 
Parq Vancouver consists of one casino, two Marriot hotels, and five restaurants.  
 
Since they opened in 2017, they have consistently met and surpassed targets for local 
purchasing. Parq has spent more than $3.5 million with local vendors, and more than 
15% of their goods were acquired in the Downtown Eastside, Strathcona and Mount 
Pleasant neighbourhoods.  
 
Matching supply and demand takes testing, piloting and refining. It is important to 
try out social procurement opportunities, test their success and adapt to the demand 
that exists. In 2023, Parq piloted a gift cart in their coffee shop which carried local and 
sustainable products like soap, honey and souvenirs. While all the stock was sold the 
interest from customers was overall low and the pilot has not been continued, leaving 
opportunity open to identify other pilot opportunities in 2024 and beyond 
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What is Needed in the Sector? 
Respondents were asked what resources, information and training needs they 
identified are necessary to advance social procurement practices further across the 
sector.  

 
 

Key resources identified via the survey and interviews are:  

• A social value supplier directory with information about capacity for contracts 
(73% of respondents). 

• Support in identifying, reporting, and storytelling social procurement practices 
and impact (57%). 

• Supplier identification and relationship building (64% of respondents). 
• Increased awareness of and stronger relationships with social enterprises, 

diverse-owned businesses, and social purpose organizations (64%). 
 

Organizations wishing to find out more about social procurement and additional 
resources, information and training can find more information at 
www.buysocialcanada.com.  

 

0% 20% 40% 60%

Directory

Relationship Building and Networking

Individualized Coaching/Consulting

Professional Development, incl.
Reporting Tools and Tactics

Accountability Measures

Change Management

What would help support the increased 
implementation of social procurement?

81 Responses

http://www.buysocialcanada.com/
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Next Steps 
The following outlines the recommended next steps for Destination Vancouver and 
its membership: 

1. Establish a Robust Measurement and Reporting System  
 

Develop practices of measurement and reporting for social procurement at the 
organizational and sector level: Individual organizations should develop internal 
processes to track and report on social procurement spend. At the sector level 
Destination Vancouver has committed to the annual social procurement survey.  
 

2. Organize a Trade Show and Webinar on Supplier Engagement and Social 
Procurement 

 
Coordinate and host a trade show and webinar dedicated to enhancing supplier 
engagement and advancing social procurement practices. This event, planned by 
Destination Vancouver for the 2024/25 event calendar, will provide a platform for 
industry stakeholders to connect, share insights, and explore opportunities for 
integrating social purpose organizations into the supply chain. The focus will be on 
building relationships, promoting best practices, and showcasing successful social 
procurement initiatives. 
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3. Expand Opportunities for Sector Purchasers to Engage with Social 
Purpose Organizations 
 

Facilitate greater interaction between purchasers and social purpose organizations by 
leveraging resources such as the Vancouver Social Procurement Roundtable and 
trade shows. By creating more touchpoints and networking opportunities, purchasers 
can discover and engage with organizations that align with their strategic goals, 
fostering a more inclusive and responsible procurement ecosystem. 

4. Promote and Recognize Social Purpose Organizations in the Tourism 
Sector 
 

 Actively support and raise awareness of organizations within the tourism sector that 
operate with a social purpose and adhere to best practices in social procurement. This 
can be achieved through targeted campaigns, recognition programs, and public 
endorsements. By highlighting and celebrating these organizations, the sector can 
encourage more businesses to adopt and advance social procurement practices in 
the tourism industry. 
 

5. Conduct Annual Progress Tracking for Genuine Commitment to Social 
Procurement 
 

Implement an annual tracking system to monitor and evaluate progress in social 
procurement efforts. This should include conducting an annual social procurement 
survey to gauge sector-wide advancements and identify areas for improvement. 
Regular tracking will ensure that commitments to social procurement are authentic, 
meaningful, and aligned with membership. 

 

Conclusion 
The 157 unique member survey respondents and four interviewees from   Destination 
Vancouver membership show a strong interest in and engagement with social 
procurement from the hospitality, tourism, and events sector. The data collected this 
year provides a window into the knowledge, perception of, and implementation 
practices of Destination Vancouver members across a variety of organizations, as well 
as some key learning opportunities and areas of support that Destination Vancouver 
members are seeking.  

Destination Vancouver and Buy Social Canada, with Destination Vancouver’s 
members, commit to advance social procurement practices to increase the positive 
impacts that tourism has on the local community, economy, standard of living, and 
quality of life. 
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Appendix A: Survey Data 
Destination Vancouver has a membership of over 800 member organizations. The 
survey was distributed via email to Destination Vancouver members. In total, 
between March 1st and May 4th, 2024, there were 157 unique member responses, 
which is almost double the response rate from last year.  

All the responses to the survey are self-reported. There was no follow-up verification of 
the information submitted. 

The survey had four sections: 

1. The first section collected responses to identify and understand the current 
number of Social Purpose Organizations in Destination Vancouver's 
membership.  

2. The second section asked questions about whether the responding 
organization practices social procurement, has examples of social procurement 
practices, has a social procurement policy, and/or tracks the number of 
dollars/contracts with social procurement. 

3. The third section asked specific questions about the opportunities and 
challenges of practicing social procurement for organizations in the tourism, 
hospitality, and events sector. It also asked respondents if any specific tools are 
needed to support increased implementation of social procurement in the 
sector.  

4. The last section gathered information about the respondent filling out the 
survey: name, job title, organization name, phone number, email address.  
 

Section 1 - Social Purpose Organizations 
From the survey responses, the majority of respondents were from small and micro 
businesses.  
 

Which sizes of organizations practice social procurement? 
Size of organization Number of respondents 

Small (10-99 employees) 68 

Medium (100-499 employees) 29 

Micro (1-9 employees) 22 

Large (500+ employees) 19 
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From the survey responses, the majority of respondents were privately owned.  
 

Of the organizations that do practice social procurement,  
what incorporation models are they? 

Type of incorporation Number of respondents 

Private ownership with multiple 
shareholders 46 

Sole proprietor/owner 43 

Non-profit 33 

Publicly Traded 8 

Hybrid community contribution 
company 5 

Co-operative 1 

 
This question was responded to by 126 respondents. 35% identified as a diverse-
owned business. Of those identifying as a diverse-owned business, 45% of 
respondents identify with more than one equity-deserving group. 
 

Is your business diverse-owned (at least 51% owned, operated, and controlled 
by a member of an equity-deserving group)? 

Response Equity-deserving 
group 

Number of 
respondents 

No 
 

82 

Yes  44 

 Women 29 

 Racialized group or 
minority 18 

 Immigrant and/or 
Refugee 11 

 2SLGBTQQIA+ 9 

 Indigenous Peoples 4 

 Person with Disabilities 3 

 Other 2 

 Francophone 1 

 Veteran 1 
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Of respondents that identified as a diverse-owned business, only 10% indicated they 
had third-party certification. This is the same as the previous year's findings. 
 

Do you have a third-party certification verifying your business is  
a diverse-owned business? 

Response Third-party 
Certification 

Number of 
respondents 

No  35 

Yes  4 

 Women Business 
Enterprises Canada 2 

 
Canada's 2SLGBTQI+ 
Chamber of 
Commerce 

2 

 
 
This question was responded to by 93 respondents. 18% identified as being a certified 
social enterprise or having a third-party certification or registered legal structure 
verifying a specific social impact. This is almost double the response from last year. 
 

Do you have a third-party certification verifying your business is  
a social enterprise or has a specific social impact? 

 

  Response Third-party 
Certification 

Number of 
respondents 

No  76 

Yes  17 

 Registered Charity 3 
 Living Wage Employer 2 

 Community 
Contribution Company 2 

 BC Benefit Corporation 1 
 Fairtrade 1 
 Organic 1 
 IGLTA 1 

 
Buy Social Canada 
Certified Social 
Enterprise 

1 

 Biosphere 
Sustainability 1 

 Non Profit Society 1 
 Fairtrade Campus 1 
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Section 2 - Social Procurement Practices  
This question was responded to by 106 respondents.  60% of respondents indicated 
they practice social procurement, which is a 7% decrease from last year.  
 

Does your organization practice social procurement? 

Response Number of respondents 

Yes 63 

No 43 

 
 
90 respondents indicate they did not have a written social procurement policy or 
commitment, however 35 of those respondents indicated they were interested in 
developing one. 
 

Does your organization have a written social procurement policy  
or commitment? 

Response Number of respondents 

No 90 

Yes 22 

 
There were five responses that shared examples of social procurement 
implementation.  
 
Based on the responses, there are some continued trends in the perception of what 
social procurement means to an organization: 

1. Awareness of the benefits and practice of buying local. 
2. Consideration of the environment and the practice of sustainable 

procurement. 
3. Implementation of social procurement and Indigenous procurement. 

Of the 54 respondents that responded to this question, 43% indicated that they do 
track the number of contractors and/or dollar spend in their social procurement 
practice. 
 

Do you currently track the number of contracts and/or dollar spend  
in your social procurement practice? 

Response Number of respondents 

No 31 

Yes 23 
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Section 3 - Social Procurement Opportunities and 
Challenges 
This question was interpreted in two different ways by respondents. Some 
respondents’ answers in the sense of what they saw the benefits of implementing 
social procurement are. Other respondents offered what kind of opportunities need 
to exist for the successful implementation of social procurement. The leading 
responses for opportunities to advance social procurement in the sector were to 
boost the local economy and increase education and collaboration amongst 
Destination Vancouver members. 
 

Opportunities for advancing social procurement in the sector
Opportunity Area Number of respondents 

Local economy 16 

Education and awareness 9 

Collaboration 5 

Ethical Economy 3 

Sustainable Economy 3 

Diversity 2 

Organic Economy 2 

Best Value 2 

Exposure and Reputation 2 

Indigenous Reconciliation 2 

Strong Local Supply Chain 2 

Indigenous Business & Storytelling 2 

Indigenous employment 1 

Commercial Spaces 1 

Social Economy 1 

Fairtrade Economy 1 

Living Wage Economy 1 

Cost Savings 1 

Small Business Economy 1 

Funding 1 

Community Engagement 1 

Standardized Evaluation 1 

Social Responsibility 1 
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The leading responses for challenges to advance social procurement in the sector 
were price /cost, supplier capacity, and training and education. 
 

Challenges for advancing social procurement in the sector 

Challenge Number of respondents 

Price/ Cost 28 

Supply Needs 13 

Training and Education 9 

Resources and Funding 8 

Change Management 2 

Access to Procurement 
Opportunities 1 

 
 

Resources, information, or training needed to support increased 
implementation of social procurement 

Resource, information, or 
training Number of respondents 

Directory of social value suppliers 59 

Relationship building and 
networking opportunities with 

social value suppliers 
52 

Professional Development 
opportunities/ training for the 

implementation of social 
procurement and its tools/ tactics 

46 

Accountability measures, 
including shared commitment/ 
pledge, and/ or reporting tools 

25 

Individualized coaching/ 
consulting for social procurement 

implementation 
21 

 

  



 

32 

Appendix B: Qualitative Survey 
Responses and Interviews 
Along with quantitative responses, the survey elicited qualitative information 
regarding Destination Vancouver member’s knowledge, experience, and perceptions 
of social procurement. Following the survey, a series of interviews were conducted to 
represent a broader snapshot of the ecosystem that exists within Destination 
Vancouver’s membership. In this appendix we highlight key trends and include a 
selection of survey participant quotes that are indicative of the range of responses 
received. 
 

What opportunities do you see for advancing 
social procurement in tourism, hospitality and 
events? 
Some notable trends from this question include:  

1. Organizations already purchase in alignment with mission and goals as much 
as possible, formal social procurement policies are the next step. 

2. Local and sustainable purchases are a priority. 
 

Quotes 
“We already purchase with our values in mind as much as we can, but we’re also 
balancing the cost for consumers, and trying to stay competitive.”  
 
“We ensure that not all projects are given to the same contractors for fair access to all 
bidders.” 
 
“They [customers] really value that they're helping people out as they travel.” 
 
“We’re not just basing decisions on budget. We try to source good vendors and good 
materials.” 
 

What challenges do you see for advancing social 
procurement in tourism, hospitality and events? 
Some notable trends from this question include:  

1. Barriers include knowing where to look for suppliers, and company culture. 
2. Some organizations feel more limited by keeping costs low than others. 

 
Quotes 
“Our costs get passed on to the consumer, and we want to stay competitive.” 
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Get in Touch 
Have questions or need information on how you can be 
involved or how our services can support your social 
enterprise or social procurement efforts? Reach out and 
connect with us. 

info@buysocialcanada.com  

 

  
 

mailto:info@buysocialcanada.com
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