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9 CORPORATE STRATEGY

DestinationBC.ca
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Yoho National Park| Destination BC, Ryan Creary

To improve quality of life for BC residents while sharing 

the transformative power of BC's experiences with the world, 

in a socially, culturally, environmentally and economically 

sustainable way.



44 DBC Goals

OUR 8 GOALSTourism businesses 

are profitable

People love 

travelling in BC

People living in BC value 

the visitor economy

People travel year-round and 

to lesser-known places

The tourism industry meets or exceeds the 

BC's Climate Change Action Plan targets

Victoria



BC’s tourism industry partners 

value the work we do

People working at Destination BC 

are well supported for success

Indigenous voices, values and presence 

are strengthened in all our work

Likely

OUR 8 GOALS



STRATEGIC LEVERS

49 Three strategic levers 

RESPECTFUL 

GROWTH OF 

INDIGENOUS 

TOURISM

COMPELLING 

REASONS TO 

EXPLORE BC

GLOBALLY 

COMPETITIVE 

TOURISM 

ECOSYSTEM



BC TOURISM INDUSTRY PARTNERS

CAN REQUEST A COPY:

Marketing.Plan@DestinationBC.ca
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Blaeberry River I Destination BC, Ryan Creary

Inspire responsible travellers to fall in love with British 

Columbia (by sharing the magnetic powers of BC’s 

nature and culture with the world).
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Rotary Trail I Kootenay Rockies Tourism, Mitch Winton

Motivate responsible travellers to explore more places 

in BC, across more seasons. 



Increase Geographic Dispersion

Grow Brand Affinity

Prepare Destination BC and the Industry to be 

Digital-First, Privacy-Centric

Build an Inclusive Tourism Ecosystem

Increase Seasonal Dispersion
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GOAL 1:

Grow Brand Affinity

Brand 

refinement 

for

Super, 

Natural 

British 

Columbia®

Global 

segmentation 

study 

Develop

place and 

route brands

Increase 

global 

awareness 

Leverage 

interest in 

global events
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GOAL 2:

Increase Geographic Dispersion

Launch two new 

routes and place 

brands

Develop remaining 

new place and route 

brands

Integrate Marketing 

with Destination 

Development
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GOAL 3:

Increase Seasonal Dispersion

Develop seasonal 

dispersion strategy
Assist mature 

destinations to grow 

off-peak revenue

Launch campaigns: 

US Spring 2023;

Ski 2023/24
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Inclusive 

Content Creator 

RFQ

DBC's DEIA 

Year 2 Inclusive 

Marketing Plan

Inclusive 

Content 

Calendar

Joint Marketing 

Action Plan with 

Indigenous 

Tourism BC 

GOAL 4:

Build an Inclusive Tourism Ecosystem
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GOAL 5:

Digital-First, Privacy-Centric

Digital Ecosystem 

Vision: 

Always On Marketing 

Build first-party data

Prepare Tourism 

Data Hub for privacy 

changes

Expand participation 

in the Tourism Data 

Hub
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Dispersion Strategy



Increase the dispersion of tourism revenue 

throughout BC

DESTINATION 
DEVELOPMENT

(Experience)

PLACE 
BRANDING

(Identity)



Location | Photo credit

Compelling 
Places 
& Routes
(provisional boundaries)
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Golden Skybridge I Kootenay Rockies Tourism, Mitch Winton, Golden Skybridge

Destination 
Development
(planning map)
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2023 Tourism Outlook 
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DBC Learning Centre



Location Here
25

Follow us on LinkedIn at

Destination BC
Subscribe to our newsletter at

DestinationBC.ca/Subscribe
Follow us on Twitter at

@DestinationBC
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Kicking Horse Mountain Resort I Destination BC, Kari Medig

THANK YOU
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