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●Since we saw you last

●Rainforest to Rockies and The Great Wilderness 

Launches

●West Coast and Central BC Iconics

●Working together 

●Next steps 

What We’ll Cover Today



Destination British Columbia acknowledges with gratitude the Nuxalk Nation on whose 
lands we are gathered on today.

We respectfully recognize that we carry out our work on the territories of Indigenous 
Peoples throughout BC. We honour our ongoing and developing relationships with First 
Nations (status and non-status), Inuit, and Métis Peoples. We are on a path of learning 
and are committed to working together.

Vancouver. Photo: Destination Vancouver/Kazutoshi Yoshimura
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Prince Rupert

1
COMPELLING 
REASONS TO 
EXPLORE BC

• Attract responsible 
travellers to specific 
parts of BC at the 
right time

• Facilitate the 
development of 
(sustainable) 
compelling 
experiences.

2
GLOBALLY 
COMPETITIVE 
TOURISM 
ECOSYSTEM

• Enable access to data, 
systems, knowledge, 
and capabilities

• Drive collaboration to  
strengthen the BC 
tourism ecosystem.

3
RESPECTFUL 
GROWTH OF 
INDIGENOUS 
TOURISM

• Develop meaningful 
and collaborative 
relationships with 
Indigenous Peoples

• Support connections 
between Indigenous 
and non-Indigenous 
Peoples.

Our 
Strategic 
Levers
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Bridge Lake

Iconics Update

Bridge Lake



Transforming the way 
travellers see 
British Columbia
A BC “Iconic” is a travel route or place that is 
already well-known or has the potential to be 
well known. 

Destination BC is packaging and developing 
these travel routes and places in a powerful 
way to make them world-famous 
destinations that rise above the competitive
noise.



Global 
competitiveness 

through 
compelling 

branding 
and destination 

marketing

Bringing the 
brands to life 
through in-
destination 
experiences 
design and 
development

DESTINATION 
DEVELOPMENT

(Experience)

PLACE 
BRANDING

(Identity)



Since We Saw You Last

Firvale



Squamish | Photo: Hubert Kang 





Rainforest to Rockies - Industry, Travel Trade, 
and Consumer Launch
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The Great Wilderness Launch Events 
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Travel Trade / Travel Media



Launching the SNBC Brand 
Family 



Vancouver
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FIFA World Cup 26 Tournament

More than 3.5 billion people watch the FIFA 
World Cup every four years.* 

Seven matches played in Vancouver during 
the tournament. 

Together, with the world watching, we’ll 
share the compelling reasons to travel in 
BC. 

Province provides updates for FIFA World Cup 26 –
BC Place

https://www.bcplace.com/news/2024-04-30/province-provides-updates-for-fifa-world-cup-26
https://www.bcplace.com/news/2024-04-30/province-provides-updates-for-fifa-world-cup-26


* Working titles

Southeast 
BC*

Southern 
Valleys*

Central 
BC*

West 
Coast*



* Working titles

September 
2025 Launch

Southeast 
BC*

Southern 
Valleys*

Central 
BC*

West 
Coast*



Sharing the Story of the 
“West Coast”







West Coast

A journey along the rugged 
Pacific Coast, encountering 
diverse wildlife, Indigenous 
cultures, landscapes, and water 
adventures. 

COASTAL 
COMMUNITIES

WILDLIFE 
ENCOUNTERS

OFF THE 
BEATEN 
TRACK

LIFE BY THE 
OCEAN
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West Coast Iconic - Brand Pillars 

Nature 

Adventure 

Culture 

1

2

3

Great Bear Rainforest



Sharing the Story of “Central 
BC”

100 Mile House





Central BC

Home of hands-on adventure 
and ranch culture, where the 
mighty Fraser river and its 
tributaries flow through historic 
landscapes

HANDS ON 
ADVENTURE

RANCHLANDS 
& RODEOS

LIVING 
HISTORY

AUTHENTIC 
EXPERIENCES
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Central BC Iconic - Brand Pillars 

Nature 

Adventure

Culture 

1

2

3

Quesnel



33Williams Lake

Sharing the Story of 
These New Brands 
Together
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A brand
is a promise: 
what you
say and 
what 
you do

A Strategic Approach

WHAT WE SAY: 
PLACE BRANDING
(Strategy, Identity, 

Marketing)

WHAT WE DO:
DESTINATION 

DEVELOPMENT
(Experiences, 
Touchpoints, 
Encounters)
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Turning Strategy into Meaningful 
Action

1

3

2 Understand the brand story being built

Find out which Iconic brand fits best with you

Be inspired and creative
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●Location

●Brand Essence and Pillars

●The International Traveller

●Your Story

Key Considerations for 
Iconic Alignment

LOCATION: FERNIE

Williams Lake



From Easy Wins to Deeper Connections

Tell People 
About the 

Iconic 
Route or 

Place You 
Belong To

Share 
Stories 

and 
Leverage 
Themes

Align with 
Our 

Marketing

Partner 
with Others

in 
Community

Develop 
New Ideas
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1

Ideas Submission Form

Brand Guidelines

Learning Centre Resources

1

3

2

Aligning with the New 
Iconic Brands

Brand Toolkit

LOCATION: MOUNT ROBSON PROVINCIAL PARK
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Brand Alignment Examples 
- Spark Program, 
Switzerland, Ireland

Wells Gray Park
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Goal: new tourism ideas to inspire the Rainforest to Rockies 
road-trip traveller 

●Motivate travellers to slow down

●Address gaps in tourism products and services 

●Share or convey captivating stories about the place

Rainforest to Rockies New Tourism Ideas -
Spark Program
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Businesses Bringing the Rainforest to 
Rockies Brand to Life Through New 
Experiences - Spark Program

● Highway 3 Museum Tour

● Kootenay Rockies Artisans at Work 
Excursion Tour

● Outland Adventure Vehicle Rentals

● Search and Explore Scavenger Hunt

● Mosaic Earth Travel’s Kootenay Rockies 
Self-Guided Tours

https://www.outlandvancouver.com/
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The Grand Tour 
of Switzerland
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Camping - The Wild Atlantic Way
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The Wild Atlantic Way
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Invest In Iconics Signage 
Strategy 

Glacier National Park

Proposed Iconic Signage 
Family 

Next Steps

Next Steps
Barkerville
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* Working titles

September 
2025 Launch

Southeast 
BC*

Southern 
Valleys*

Central 
BC*

West 
Coast*



Location Here
48

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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