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Invermere | Kootenay Rockies Tourism/Mitch Winton



2New Denver | Arrow Slocan Tourism/Lauren Powers
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AGENDA
● Recovery marketing support

● Rainforest to Rockies launch

● Co-op Marketing Partnerships Program

● B.C. Tourism Climate Resiliency Initiative

● Forecast

● Q&A

Fairmont Hot Springs | Chris Wheeler



4Golden | Kootenay Rockies Tourism/Mitch Winton

Recovery & Strategy
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Help BC by Exploring BC  
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Help BC by Exploring BC (BC/AB) 
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DMO & Partner Ads: Travel now to…. 
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Businesses: offers & promotions



9Kicking Horse Mountain Resort | Kootenay Rockies Tourism/Mitch Winton



10Radium Hot Springs | Kootenay Rockies Tourism/Mitch Winton



RAINFOREST TO ROCKIES



Short-term 
competitiveness 

through 
compelling 

branding 
and destination 

marketing

Long-term 
competitiveness 
through in-
destination 
experience 
design and 
development

DESTINATION 
DEVELOPMENT

(Experience)

PLACE 
BRANDING

(Identity)
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ICONIC PLACES 
AND ROUTES
(Brand boundaries)



COAST RAINFOREST DESERT ROCKIESGLACIER

RAINFOREST TO ROCKIES
Super, Natural British Columbia, 
Canada

Rainforest to Rockies is the 
quintessential Canadian journey 
along ever-changing landscapes 
from Vancouver on the Pacific 
Coast to the Canadian Rockies. 



THE 
JOURNEY

Rainforest to Rockies is the journey 
from Vancouver on the Pacific Ocean 
to the Canadian Rockies that can be 
taken along several routes.





Rainforest to Rockies - Brand Tools
To provide the opportunity for partners to leverage 
the Rainforest to Rockies brand: 

● Brand guidelines 
● Brand messaging 
● Travel Trade/Media toolkits 
● Visual assets (imagery, b-roll)



The physical manifestation of the brand
• welcoming gateways
• interpretative signage, wayfinding, 

discovery points for learning or orientation
• compelling and cohesive itineraries

Creating opportunities for experiences that 
offer deeper meaning and connections
• destination stewardship
• transformative encounters
• meaningful connections
• Regenerative travel

Opportunities for the visitor to engage…that 
bring the brand promise to life
• identify & enhance Iconic experiences
• create new experiences
• move forward now – focus on managed 

experiences that currently align with the 
emerging brands, have capacity and are 
market ready

Our Focus of Action
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● 4 virtual workshops
● Interviews and input forms
● 80 people engaged

Destination Development 
Planning and Engagement

Fort Steele Heritage Town | Kari Medig



21



22

● Visitor Services Experience 
Enhancement grant

● Experience development 
assessment and programming

● Iconics Conceptual Signage 
System

Destination Development 
Activities



What is next? 

2025/26

Wave 3  
West Coast

Central BC/Route

2024/25

Wave 2
Southeast BC

Southern Valleys

2023/24

Seasonal Dispersion
Vancouver & Fraser Valley + 

Seasonal Dispersion Strategy

2023/24

Wave 1   
The North &                                         

Rockies to Rainforest
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Co-op Marketing Partnerships Program



25Halcyon | Kootenay Rockies Tourism/Mitch Winton



26Invermere | Kootenay Rockies Tourism/Mitch Winton
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Flexibility 
&

Priorities

Co-op Program Achievements: 2016/17 to 2022/23

Advanced Digital 
Readiness & Digital 

Marketing 
Capabilities

TOTAL 6 YR 
FUNDING

$62.2M

$28.3M DBC leveraged 
$33.9M from Industry

INCREASED 
PARTICIPATION

33% increase
81 in FY 22/23

DOUBLED 
SECTOR 

CONSORTIUMS

Increased staff understanding & awareness 

INCREASED COLLABORATION
38% Increase 

Community Consortiums

BRAND ALIGNMENT

300% increase
23% to 74% highly 

aligned

LEVERAGED DOLLARS
Grew from 1.08 ratio to 1.4
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Co-op Program 2024/25 Objectives

1. Visitation in more seasons, and/or more of the province

2. Sustainably grow the visitor economy

3. Maximize marketing impact

4. Encourage and educate visitors on responsible tourism

5. Create deep collaboration

6. Align industry marketing efforts and connect industry to 

the provincial brand
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Co-op Program 2024/25 Phase 1

Administrative 
Changes

Strengthen 
Partnership 
Model

Visitor 
Education is 
Eligible
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Taking Action in Tourism
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Taking Action in Tourism
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For More Information

tourismsustainability.cakrtourism.ca DestinationBC.ca
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Seasonal Extension Examples

Nelson | Kootenay Rockies Tourism/MitchWinton



34Ainsworth Hot Springs | Kootenay Rockies Tourism/Mitch Winton
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Seasonal Extension Examples
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Seasonal Extension Examples
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Seasonal Extension Examples
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2023/24 Look Forward & Forecast
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Forecasted Visitation and Spending

$16 Billion 
(2023 estimate)

Emerald Lake | Destination BC



Location Here
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Follow us on LinkedIn at
Destination BC

Subscribe to our newsletter at
DestinationBC.ca/Subscribe




