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SITUATIONAL ANALYSIS 

Change to fiscal year end 

Early Spring 2016 

AB oil industry crisis continuing 

Weak Canadian dollar 

“Today’s travelers are mobile-first, multi-screen 
and social media savvy. To reach them, travel 
marketers will need to employ an increasing 

emphasis on visual storytelling and experiential 
attractors in search.”  

 



MEASURES OF SUCCESS  

 13% increase in total revenues 

 14% increase in MRDT tax revenues (2016) 

 10% increase in member co-op marketing  

 64% increase in partner & grant funding 

 Stronger spring & fall seasons  

Average length of stay increased to 2.8 nights 

 Average incremental spend per day/party + 49% 



BCDMOA Professional 
Excellence Award 

Tourism Industry Conference  
Victoria – Feb 2017 



Measures of Success 



HOW DO WE ACHIEVE THIS? 

Research 

Marketing Collateral 

Content creation & distribution 

Multi-channel advertising 

P.R.  

• Media relations & hosting 

• Events pitching, facilitation & hosting  

• Consumer relations  

• Stakeholder engagement & communications 



Print & Digital Advertising 

 96 tactical pieces 

 17 million impressions 

 +119% web visits from digital campaigns 



Consumer & media relations 

 142 earned media stories  

 29+ million impressions 

 

 4 consumer shows  

 68,000 impressions 

 

Monthly newsletter   

 13,000 database  

 27% open rate 

 

 

 



1.7 million  



PR & Media Relations 





JUNE 17 -18 2017 

 



LOOKING TO THE FUTURE 

2017 - 2021 



 Build on a strong brand 
 Identify & own unique selling propositions 
 Create, curate and communicate 
 Educate & collaborate 
 Inform & evaluate 



Heart of the Parks 


