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AGENDA

> |[conic Destination Brands
> Nature's Heartland

> The Infinite Coast

> Destination Development
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DESTINATION BC

TRAVELLERS CONCENTRATED IN
MATURE DESTINATIONS
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Our Path Forward:
e Geographic dispersion
e Travel outside peak seasons

e Authentic, transformative
experiences
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Brand Purpose

WE BRING
PEOPLE AND NATURE

CLOSER TOGETHER




rand Essence

THE WONDER
OF NATURE






https://www.youtube.com/watch?v=MJ82qc7Ohmk&t=3s



http://www.youtube.com/watch?v=MJ82qc7Ohmk
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200+ MILLION

Paid media impressions

92 articles

Resulting from pitching efforts for the
lconics, with 12+ million estimated views

Paid, owned, earned activations

Engaged media + trade partners
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Vancouver
Media Event
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NATIONAL
GEOGRAPHIC
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Outdoor Explorers: adventure, nature, authentic experiences
Refined Globetrotters: premium, curated journeys



Speaks to Outdoor Explorers—those
who crave adventure, nature, and
authentic experiences.



Speaks to Refined
Globetrotters—experienced, passionate
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The Iconics let
us go further...






http://www.youtube.com/watch?v=iUHIFo2Jec0

These experiences are
a high-level snapshot
of the lead
experiences.






https://docs.google.com/file/d/1a6V0l9_GAIYnjnElEow4S1SPp5XV-1z2/preview

These experiences are
a high-level snapshot
of the lead
experiences.






http://www.youtube.com/watch?v=Iw5JuHNQLKc
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Travel Media remains one of our
most powerful storytelling
channels.
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Travel Media




Destination Development in
Nature’s Heartland & The Infinite Coast



WHY
DESTINATION
DEVELOPMENT
MATTERS




DESTINATION BC

e Capture interest
e Deliver on, and exceed, expectations

e Create ambassadors
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http://www.youtube.com/watch?v=dOUP12kRA1c

DESTINATION BC
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EXPERIENCES

R

ENCOUNTERS

TOUCHPOINTS

Chilko Historic Village | Destination BC, Kari Medig
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Decals
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Get Involved
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