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Executive Summary  
The vision for tourism in McBride is:  

To create a vibrant community that offers visitors the opportunity to participate in high quality 

nature-based and cultural experiences  in a spectacular rural setting, through a well managed 

land base, innovative product development and strategic partnerships. 

This plan supports the following two key objectives (specific targets to be established): 

1. Increase visitor volumes, length of stay and spending. 

2. Increase tourism economic revenues to McBride. 

The following strategic priorities were developed as part of the Jan 30, 2013 Tourism Plan meeting:  

• Working in partnership together as a tourism industry. 

• Improve the snowmobiling experience. 

• Develop and promote off-peak season and secondary activities. 

• Development of a Mountain Bike Park / trail system. 

• Develop and promote the ATV product in summer. 

• Improve highway signage. 

• Increase service levels. 

15 priority activities have been identified to support the goals, objectives and strategies: 

1. Tourism Planning and Management 

2. Monitoring and Evaluation  

3. Communications / Community Relations 

4. Information Management & Research 

5. Industry and Professional Development  

6. Natural Resource Management  

7. Product Enhancement - Snowmobiling/Sledding 

8. Product Development & Diversification – Mountain Biking 

9. Product Development & Diversification – Other 

10. Branding 

11. Product Packaging 

12. Promotional Tool and Materials 

13. Integrated Promotional Mix 

14. Marketing Partnerships and Programs 

15. Community Welcome 
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Background 
 

In 2010, the Regional District of Fraser Fort George (RDFFG) released an Economic Opportunities Plan, 

which identified tourism as one of five economic sectors for growth. In fall 2012 the Regional District, in 

conjunction with the Village of McBride and Village of Valemount, contacted Tourism BC within the 

Ministry of Jobs, Tourism and Skills Training (MJTST) to participate in the Community Tourism 

Foundations Program (CTF) to assist with tourism plan development.  

McBride originally completed the CTF program in 2007 with the result of a comprehensive tourism plan. 

A review of the progress of that existing plan and an update of the plan was desired. Within Valemount, 

a Tourism Valemount Committee formed in 2007 and developed a three year marketing promotional 

plan to 2010. Valemount has also participated with the Thompson Okanagan Tourism Association 

(TOTA) in the development of a new 10-year Regional Tourism Strategy and with the North Thompson 

Valley tourism plan (Barriere to Valemount). 

Both McBride and Valemount worked in partnership with the Regional District of Fraser-Fort George 

(RDFFG) in creating the Economic Opportunities Plan in 2010, which identified actions for a single 

identifiable brand for the area as the “Robson Valley Region” (encompassing the Robson Valley-Canoe 

Electoral District H).  

The desire by the three entities was to now develop three tourism plans: an updated CTF tourism plan 

for McBride, an updated tourism plan for Valemount and a third plan for the entire Robson Valley. The 

tourism plans were to align to the economic development plan and would respect the unique aspects of 

the two communities and the district, while also acknowledging the overall combined appeal of the 

Robson Valley as a singular destination. The plans would identify how all stakeholders within the area 

could work cooperatively in implementing the tourism plan.  

On January 30 and 31, 2013 three workshops – one for McBride, one for Valemount, and one for the 

Robson Valley Region - were developed and facilitated by Susan Rybar on behalf of Tourism BC. The 

meetings were attended by local stakeholders, as well as Laura Plant, representative from Tourism BC 

and Clint Fraser, representative of the Northern BC Tourism Region (NBCTA/TOTA). In addition, Simone 

Carlyle-Smith, representative of the Thompson Okanagan Tourism Region assisted both prior to and 

after the meetings. Sarah Lewis from Millier Dickinson Blais and Mike Doran from Splash Media Group 

were also in attendance.  

The meeting attendees from the McBride workshop are noted in Appendix 1. 

This McBride Tourism Plan is the result of the sessions and complements both the Robson Valley 

Tourism Plan and the Valemount Tourism Plan.  



 

5 
 

Situation Analysis 

Operating Environment 
 
Tourism is a critical sector within BC’s economy1:  

 In 2011, the tourism industry generated $13.4 billion in revenue, a slight 1.4% increase from 

2010, and a 39% increase from 2001.  

 The tourism industry contributed $6.5 billion of added value to the BC economy in 2011, as 

measured through GDP (in 2002 constant dollars). Tourism contributed more to GDP than each 

of the other primary resource industries. GDP contributions of the tourism sectors were similar 

to their shares of total tourism revenue. 

 In 2011, there were 18,034 tourism-related businesses in operation in BC, employing 126,700 

people. In 2011, the tourism industry paid $4.4 billion in wages and salaries.   

Tourism also plays an important role in diversifying the economic base throughout the Robson 

Valley.  The following provides an overview of the current operating environment.  

 In the long-term, the UNWTO forecasts that international tourism arrivals will increase from 

1.01 billion in 2010 to 1.56 billion in 2020. The UNWTO’s projected average annual growth rate 

for global travel from 2010 to 2020 is 4.5%. For the America’s (North and South), the UNWTO 

forecasts international tourism arrivals will increase from 190 million in 2010 to 282 million in 

2020. The projected average annual growth rate from 2010 to 2020 is 3.9%. With a ten-year 

positive outlook on International tourism arrivals, the take away message is that tourism is 

expected to continue to be a strong, healthy industry globally over the next decade, although 

the America’s will show lower-than-average growth rates.2 

 There is expected to be continued increasing competition for the global tourist dollars as more 

destinations are seeing the economic benefits of tourism and are aggressively trying to attract 

travellers.  

 There is an increase in the number of potential travelers as more consumers around the world—

in particular baby boomers and emerging markets such as China, India, Russia and Brazil—have 

the resources and inclination to travel. China, India, Mexico and Brazil have been identified as 

emerging markets for BC. 

 The 2010 Olympic and Paralympic Games drew incremental awareness of British Columbia as a 

destination. 

 Canada received Approved Destination Status from China in December, 2009. The provincial 

government highlights China as a key strategic focus within the 2012-2016 Gaining the Edge 

Tourism Strategic Plan. ( see www.jtst.gov.bc.ca/tourismstrategy/strategydevelopment) 

                                                           
1
 Source: Value of Tourism in 2011; Ministry of Jobs, Tourism and Skills Training, Tourism BC 

www.jtst.gov.bc.ca/research/IndustryPerformance/pdfs/ValueofTourism_Snapshot2011.pdf 
2
 Source: World Tourism Organization Tourism 2020 Vision; http://www.unwto.org/facts/eng/vision.htm 

file:///C:/Users/susan/AppData/Local/Microsoft/Windows/Temporary%20Internet%20Files/Content.Outlook/XJC137GD/www.jtst.gov.bc.ca/tourismstrategy/strategydevelopment
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 Within North America the fragile economic recovery from the 2008 global recession and 

resulting fluctuations in consumer confidence continue to impact travel. 

 The general decline in visitations from the US travel market to BC continues to impact many BC 

destinations.  

 A high dollar and the relatively high cost of BC as a destination continues to present challenges 

as consumers shift to destinations and travel experiences that offer more compelling value.  

 Increasing gas prices impact consumer travel decisions. With access to a substantial market in 

the Lower Mainland and access through YVR, transportation cost to Robson Valley is not a large 

component of trip costs. 

 Border security continues to provide challenges with facilitating quick, easy crossing through 

Canadian borders. 

 There are continued challenges with ensuring affordable, convenient air access to and 

throughout BC. 

 There has been an increase in competitive destinations within BC. There are currently over 149 

BC communities involved in the CTF program, many of them actively marketing themselves as 

tourism destinations, and over 50 communities throughout BC that are receiving funding 

through the Municipal and Regional District Tax (MRDT).  

 In July, 2010 the HST tax system was introduced and was rescinded, with BC going back to the 

PST/GST model in 2013.   

 Provincial Destination Management Organization (DMO) structure(s) and government funding 

for tourism marketing may shift with the announcement of Destination BC – the re-creation of a 

Crown Corporation in April, 2013 to manage provincial destination marketing.  

 According to the B.C. Tourism Labour Market Strategy, there are pending labour shortages for 

tourism throughout BC. There is a requirement for 101,000 jobs by 2020; 44,000 new jobs, 

71,000 job replacements. 

www.jtst.gov.bc.ca/industryresources/tourism_planning_resources/labour_market_strategy.ht

m.  

 There has been a growth in the awareness and availability of aboriginal tourism experiences 

throughout BC, with efforts led by Aboriginal Tourism BC. 

Consumer Shifts and Trends 
 

The following consumer shifts have impacted the travel industry:  

 Technology use has shifted consumer travel planning, in particular over the last five years. There 

has been a growth in the use of online, social media and mobile technologies, enabling 

consumers to access information ubiquitously, share travel experiences and to make better-

informed judgments about purchases options. 

 Changing demographics with the aging baby boomers and increase in middle class from many 

overseas markets.  

http://www.jtst.gov.bc.ca/industryresources/tourism_planning_resources/labour_market_strategy.htm
http://www.jtst.gov.bc.ca/industryresources/tourism_planning_resources/labour_market_strategy.htm
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 Consumers are becoming more sophisticated travellers, with a corresponding increase in the 

expectations of quality service delivery. 

 Shorter trip planning cycles. 

 Consumers continue to look for value for money, booking shorter trips and less expensive travel 

options. 

 Consumers are looking for authentic, experiential, personalized travel with meaningful 

experiences.  

 Interest has grown for multiple activities and experiences packaged as a complete itinerary.  

 BC continually becomes more ethnically diverse, with currently 25% of total population and 42% 

of Metro Vancouver population within the visible minority population (Canadian Census 2006). 

Local Context 
 
Historically the Robson Valley has been heavily dependent on natural resource industry for its economy. 
Now, there is a growing focus on tourism development to complement economic declines in natural 
resource industries. According to the Economic Opportunities Plan, 4% of income dependency within 
the RDFFG is on Tourism vs 31% in forestry and 27% in the public sector3.  
 
The Robson Valley is seeing a diminishing local population as well as an aging population. 
 
With regards to tourism, overall, it is believed there have been increases in the visitation to the Robson 

Valley. While concrete performance metrics are not available, there are a few indicators that suggest 

tourism is on the rise.  

 

As an indicator of the visitors within the Robson Valley, McBride Visitor Centre statistics show that Total 

Parties were up 7.7% 2012 vs 2011 and 5.7% in Total Visitors. Compared to 2008, Total Parties were up 

48.3% and Total Visitors were up 33.0%. Between 2008 and 2012 the Average Party Size changed from 

2.85 in 2008 to 2.56 in 2012 (see Figure 1). 

 

Figure 1: McBride Visitor Centre Statistics - Total Parties, Total Visitors, 2008-2012 

 
Source: McBride Visitor Centre Network Stats, 2012 

                                                           
3
 RDFFG Economic Opportunities Plan, 2010; original source: BC Stats 2006 
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Figure 2: McBride Visitor Centre Statistics, 2009-2012 

 
Source: McBride Visitor Centre Network Stats, 2012 

 

Also, airport passenger volumes in Prince George were up +4.7% in 2012 vs 2011 Nov YTD and Kamloops 

up + 4.6%. Highway Traffic, 2012 vs 2011 Q1 – Q3 (Jan – Sept) YTD on Hwy 16 is up +1.8% (east of Tete 

Jaune Cache) but down on Hwy 5 -0.4% (north of Hope, Coquihalla). 

 

Tracking of trail use by the Recreation Sites and Trails also suggests increased in visitation. The 

snowmobile tracking for the last six years shows an increase in McBride from 7,011 in 2009-10 to 11,247 

in 2011-12. Valemount has increased from 12,317 in 2006-07 to 17,779 in 2011-12.4 

 

 
 

Product and Service Update 
Since 2008 there have been significant changes to the tourism experience within McBride. General 

discussion on the local trends and new product experiences revealed the following:  

 Ongoing deactivation and decline of roads with access to the back country. 

 Challenge with trail development and maintenance. 

 Challenge with Snowmobiles and ATVs trail use. 

 Saturation of winter product. 

 “Perceived” lack of summer product and activities. 

 Growth of mountain biking. 

                                                           
4
 Source: Elaine Gillette, Recreation Sites and Trails, Ministry of Forests, Lands and Natural Resource Operations  
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 Growth of arts and culture products and experiences.  

 Greyhound /VIA rail transportation dependencies.  

 Seeing more traffic east of Alberta. 

 Mount Robson trail is fully booked on weekends. At capacity and can promote surrounding trails 

or put in a new trail in the park.  

 Increased competition for the snowmobiling market, e.g., from Smithers, McKenzie, Golden. 

Specifically, the following product changes were noted for the Village of McBride: 

 Robson Valley Community Centre in McBride - seating for 360, stage, dance floor, kitchen and 

A/V system and is available for weddings, meetings and conferences.  

 McBride Downtown improvement - McBride Village Loop trail, street beautification, new 

children’s playground. 

 Trail enhancements, back country and front country trails to provide easier access, e.g., McBride 

Peak fire cabin and trail, Beaver Falls Trail, Bell Mountain Cross Country Trails 

 McBride Gilardi Park Boat launch to provide designated access to the Fraser River. 

 Visitors stop on the shores of the Fraser River in McBride, incl. walking trails, picnic areas and 

the info on the eco-park. 

 Helicopter tours. 

 Robson Valley Back Country Horsemen of BC Annual Poker Ride.  

 Improvement on some of track setting equipment to help provide easier x-country track setting. 

 The fire hydrant project and several historic murals. 

 Scale model solar system.  

 Outdoor Life Adventures: local guiding and outdoor education co.  

 Adrenaline Tours: snowmobile tours, jetboat excursions. 

Visitor Analysis 
 

The McBride and Robson Valley visitor market predominantly comes from BC, Alberta and Europe. 

Within Alberta, it is estimated 80% come from the Edmonton area. European markets are 

predominantly RV and self-drive, staying in the area for same-day or one night prior to visiting Jasper.   

 

The following visitor statistics are from the McBride Visitor Centres during the summer season when 

they are open. It should be noted these figures do not include the winter visitors, which tend to be 

sledders coming for longer periods of time and predominantly from Edmonton and Northern Alberta 

region.  
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Figure 3: McBride Visitor Centre Statistics - Visitor Origin, 2012 

 
Source: McBride Visitor Centre Network Stats, 2012 

 

64% of visitors to the Visitor Centres are same day travellers, with an additional 25% of visitors staying 

for one night and 5% staying for two nights.  

 

Figure 4: McBride Visitor Stats - Nights in Community, 2012 

 
Source: McBride Visitor Centre Network Stats, 2012 
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The primary information request at the Visitor Centres is site facilities, e.g., washrooms followed by 

shopping, food and beverage, attractions and adventure recreation.  

 

Figure 5: McBride Visitor Centre Stats - Information Requested, 2012 

 
Source: McBride Visitor Centre Network Stats, 2012 

 

Due to the strong appeal of McBride to the Alberta market, the following information on the Alberta 

market has been included in this plan5.  

 

In 2010, 2.1 million Albertans took an overnight BC trip. Of these, 127,000 were same-day trips. Since 

2010, it believed these figures have increased, however, there is no concrete updated information to 

support this. 

 

The primary trip purpose in 2010 was 60% leisure for overnight visitors, 29% visiting friends and 

relatives (VFR), 6% business and 5% other. For same-day visitors, there were 69% leisure, 13% VFR, 7% 

business,and 10% other.  

 

                                                           
5
 Source: Alberta Market Profile, July 2012 compiled by Tourism BC Research. 

 

0

500

1,000

1,500

2,000

2,500

3,000

3,500



 

12 
 

Figure 6: Alberta Visitor Profile - trip length and visitors by month, 2010 

 
Source: Alberta Market Profile, July 2012 compiled by Tourism BC Research 

 

Figure 7: Alberta Market Profile - Activities while on trip, 2009-2010 

 
Source: Alberta Market Profile, July 2012 compiled by Tourism BC Research 

 

 

Tourism Partnerships 
 
Currently, there is no one lead organization in McBride tourism destination management. However, the 

RDFFG is leading the tourism initiatives under the Economic Opportunities Plan and Robson Valley 

Region brand. Also, there are multiple organizations that implement individual tourism development 

and marketing initiatives. These are as follows: 
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Organization Role in Tourism 

Village of McBride  Economic Development Plan 2010-2015 

 McBride Community Foundation – funding 

McBride Tourism Committee  Provides tourism development insight and 
priorities to Village of McBride Council. 

McBride Chamber of Commerce 
 

 Industry training, events, development, 2007 
McBride Tourism Plan.  

Whistle Stop Gallery Society  Manages the McBride Visitor Centre. 

Robson Valley Arts and Culture Council  Operates Museum and monthly tours. 

McBride Community Foundation  Provides grants. 

Valley Museum and Archives  Exhibits and manages historical archives. 

McBride Community Forest  Community operated multi-use forest.  

 Manage 5 recreation sites and trails. 

 Enables recreation within forest.  

 

It is important to note that during the McBride Tourism Planning Workshop, it was determined the 

community stakeholders needed to better organize themselves to develop and manage marketing 

initiatives for McBride. It was brought forward to develop a McBride Tourism Marketing Committee 

(MTMC; working title). The MTMC would complement the efforts of the existing Tourism Committee 

that focused on development initiatives. It was discussed the MTMC would have the following 

attributes:  

• Industry involvement (stakeholders) 

• Operator/business-led  and organized 

• Volunteer-based, with committee representation to be determined 

• Work cooperatively with like-minded organizations, e.g. trails 

• Execute co-operative marketing with pooled funds 

Although the MTMC is not established, it will be utilized throughout the remainder of the document for 

identifying involvement and funding initiatives.  

In addition to the above organization, there are other organizations that support the tourism 

development and marketing in general, including:  

 Regional District of Fraser Fort George 

 Tourism BC / MJTST 

 Recreation Sites and Trails /Ministry of Forests, Lands and Natural Resource Operations 

 Northern BC Tourism Region 

 Thompson Okanagan Tourism Region  
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Community Attitudes about Tourism  
 

Overall, tourism is generally regarded with mixed consideration by community stakeholders and 

residents. While tourism is understood to be a contributing factor to the economy and quality of life 

within McBride, there are varying degrees of belief in the importance and prioritization of the industry 

and therefore application of time, energy and resources.  

Marketing Efforts 
 

Some efforts have been taken to promote McBride through marketing to potential visitors.  

 The community website, McBride.ca, has a section devoted to visitors, including information on 

accommodations, events, dining, entertainment, services and amenities. 

 McBride is developing “McBride and Area Guide”, a 40-page magazine-style publication with a 

pullout map.  

 In fiscal 2011/12, McBride participated in Tourism Partners programs including Northword and 

Trailer Life publications. 

 Media relations and participation in media fams. 

 Creation of a snowmobiling brochure and attendance at consumer show by the McBride Big 

Country Snowmobile Club. 

In addition to the above activities there are many publications and printed brochures that are developed 

and distributed for Valemount, McBride and the Robson Valley.   

Additional activities in 2011/12 from Tourism BC, NBCTA and TOTA that support the marketing of 

Robson Valley include:  

 $1,298 partnered funds allocated to McBride through the Tourism Partners program for the 

Northword and Trailer Life publications. 

 HelloBC.com, BC’s official tourism consumer website, received 5.3 million visits in 2011.  There 

are 13 pages dedicated to McBride, highlighting destination and activity information.  There 

were 7,250 organically‐searched page‐views of McBride’s content on HelloBC.com during fiscal 

2011/12, an increase of 20% over the previous year. During the same period the Northern 

British Columbia regional‐level pages on HelloBC.com received 77,417 views, an increase of 2% 

over the previous year.  

 In the past year Tourism BC through the Visitor Centre Network program provided the McBride 

Visitor Centre with $6,250 in Fee for Service funding in recognition of regional and provincial 

servicing.  In fiscal 2011/12 the McBride Visitor Centre received additional payments of $7,500 

to assist with the purchase of materials, supplies and services to upgrade and improve services.  

Visitor Centre Network membership benefits also include access to trademarks, highway 
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signage, training materials, staff uniforms, online statistics database and educational SharePoint 

site, as well as participation in an annual Network conference.  

 On behalf of all communities in the Northern BC and/or Thompson Okanagan tourism region 

and with support from Tourism BC, NBCTA and TOTA representatives attended the following 

trade events: Discover BC receptive tour operator presentations in Vancouver, International 

Travel Trade Berlin (ITB), World Travel Market London (WTM),  Rendezvous Canada, Canada’s 

West Marketplace, National Tour Association (NTA), and participated in a sales mission to 

Toronto with key receptive tour operators including a full day with  Jonview Canada staff. 

Several tour operators were hosted on familiarization tours.   

 On behalf of all communities in the Northern BC and/or Thompson Okanagan tourism region 

and with support from Tourism BC, NBCTA and/or TOTA Media Relations representatives 

attended the following travel media events: Canada Media Marketplace (US market), Go Media 

Canada Marketplace (Canadian and overseas markets), and one day media events in our key 

markets of Vancouver (twice annually) and Calgary.   

 In the Summer 2011 issue, Mount Robson Provincial Park was profiled with 4 editorial pages 

providing advertising equivalency estimated at over $43,000. In the Spring 2012 issue, Mount 

Robson Provincial Park was profiled with an editorial page providing advertising equivalency 

estimated at over $10,000. 

 In October of 2011, Northern BC Tourism launched the Northern BC Travel app. The app is 

listings based and includes a complete inventory of tourism related businesses operating in 

northern BC including within the community of McBride. The app is available for Android, 

iPhone, and iPad devices.  

 

Strengths, Weaknesses and Opportunities 
 
 
Strengths 
 

 Wilderness Areas 

o Mountains and breathtaking views. 

o Proximity to Mount Robson.  

o The Ancient Forest has tourism possibilities.  

o The District has 11 regional parks encompassing 220 ha of land.  

o There are also several natural areas to enjoy, including McBride's Horseshoe Lake Bird 

Viewing. 

 Outdoor Recreation 

o Winter sports - area is a destination for snowmobilers – season is Nov to April, heli-

skiing, ski-sled.  
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o Activities within the parks and wilderness areas include white water rafting, ATVing, 

hiking, birding, learning experiences i.e., bear awareness, moose programs.   

o Rafting; white water rafting and gentle rafting.  

o Fishing 

 Strong arts community as well as popular market and community events. Five year cultural plan 

designed to develop and encourage development and awareness.  

 Significant tourism from Alberta. 

 In 1999, Valemount was designated as BC’s Northern Gateway.  

 Darkness for astronomy. 

 There is a variety of origins of tourist in the area – Germany, France, Italy, England and Asia 

(Korea especially). 

 Robson Valley Community Centre, located in McBride has seating for 360, stage, dance floor, 

kitchen and A/V system and is available for weddings, meetings and conferences. 

 

Weaknesses/Challenges 
 

 Underdeveloped tourism industry.  

o Lack of consistency and sustainability in coordinated tourism development and 

marketing efforts. 

 Lack of funding for tourism destination marketing and development initiatives.  

 There are varying levels of support within the community for tourism growth. 

 Lack of awareness of McBride’s tourism assets and appeal as a destination. 

 Limited accommodation (winter) and services (year-round) for visitors. 

 Businesses close early leaving the tourists with nothing to do/nowhere to go after 5 pm. 

 Additional activities required other than outdoor recreation for people of all abilities and ages. 

 Lack of a year round swimming area (lakes are cold in summer). 

 More direction and signage is needed throughout the area. 

 

Opportunities 
 

 Highlight friendly and welcoming place that creates a memorable experience.  

 Website specific to marketing McBride as a destination. 

 Getting travellers off Hwy #16 and onto Main Street McBride. 

 Trail development and promotion – well marked and maintained trails, appropriate trail head 

facilities, emergency shelters. Horse and non motorized trail development. 

 ATV recreation management - high risk if not managed effectively.  

 Further development of Mountain Biking product. 
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 Consistent access to back country – improved road access and maintenance. 

 Recent infrastructure developments within The Ancient Forest (i.e., the newly built boardwalk 

and signage). 

 Link cabins/huts up and down the Valley to create a summer experience.  

 Increase focus of activities on the Fraser River.  

 Additional focus on arts & culture. 

 Moving and re-opening Wildlife Museum.  

 All tourism stakeholders to work cooperatively and collaboratively. 

 Improved quality of service in local businesses. 

 Develop and promote multi-day packages. 

 Capitalize on investment in Ancient Cedar Forest. 

 New tourism product development, e.g., local tours, history exhibits, solar system walk, geo-

caching, sport tourism. 

 Capitalize on passenger rail service - tours, events, weekend getaway packages. 

 Canada Winter Games opportunities. 

 Development of Mountain Bike facility. 

 Canoe Mountain development area. 

 Health and Wellness tourism – spa, etc. 

 Convention tourism: meetings. 

 Canoe Mountain Resort. 

 Farmers markets + Agritourism. 

 Sport tourism, in particular ice sports - curling, hockey, schools. 

 St Albert Base and potential for Robson Valley as a training facility. 

 Change Hwy 5 name to “Road to Rockies”. 

 Educational tourism. 

 Guided outfitters, Primary users of backcountry in fall.  

 Hwy 5 traffic increased and now is double Highway 16 volume. 

Strategic Priorities 2013-2015 

Vision 
 

The following vision was reviewed and was considered still relevant: 

To create a vibrant community that offers visitors the opportunity to participate in high quality 

nature-based and cultural experiences in a spectacular rural setting, through a well managed 

land base, innovative product development and strategic partnerships. 
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Guiding Principles 
 

The following guiding principles for McBride were reviewed and considered still relevant: 

1. The community will pursue sustainable year round tourism opportunities that provides for 

meaningful destination experiences while respecting the Robson Valley's natural heritage, 

cultural resources and social character; improving the quality of life enjoyed by citizens; and, 

enhancing the economic health of the community.     

2. The tourism plan will be yield driven and emphasize the need to concentrate on increasing 

visitor spending, as opposed to focusing solely on increasing visitor numbers.  

3. The destination marketing and management function of tourism within McBride will be driven 

by a business perspective that treats tourism as a major business within the Valley.  Adopting a 

business model also includes ensuring an inclusive approach to tourism planning with 

community and industry partners. 

4. The destination must be responsive to visitor needs and ensure that the plan is consumer 

focused.  The tourism industry needs to understand the visitor first, develop tourism 

experiences to meet those needs, and then market the appropriate tourism experience to the 

appropriate type of visitor.   

5. Local government will foster a positive environment for the tourism sector and recognize the 

significance of tourism to the local economy. 

 

Objectives 
 

Baseline research will be required to determine the current performance measurement of these 

objectives and establish targets for the future.  

1. Increase visitor volumes, length of stay and spending. 

2. Increase tourism economic revenues to Robson Valley. 

Strategic Priorities 
 
The following priorities were developed as part of the Jan 30, 2012 Tourism Plan meeting.  
Each priority will be addressed below in the Priority Activities section. See Appendix 2 for a full list in 

prioritized order.  

 Working in partnership together as a tourism industry. 

 Improve the snowmobiling experience. 

 Develop and promote off-peak season and secondary activities. 

 Development of a Mountain Bike Park / trail system. 
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 Develop and promote the ATV product in summer. 

 Improve highway signage. 

 Increase service levels. 

Strategies 
 

The following identified strategies for the Robson Valley will support the goals and objectives for 

McBride. 

1. Increase awareness about the Robson Valley as a tourism destination. 

2. Utilize Robson Valley Region brand to leverage iconic product and generate greater appeal of a 

larger destination area. 

3. Entrench positioning of the Robson Valley as a premier destination for snowmobiling and heli-

skiing. 

4. Diversify product offering to attract new markets and investors and encourage existing markets 

to stay longer, spend more and revisit. 

5. Work in partnership to extend marketing reach and effectiveness. 

6. Increase the quality of the visitor experience.  

7. Increase the coordination and cooperation amongst the tourism industry and stakeholders. 

8. Secure a stable funding source to consistently enable ongoing tourism development and 

marketing activities. 

Target Market 
 

The primary target markets for McBride are as follows:  

Segment 

 Primary: Leisure 

 Secondary: VFR 

 Tertiary: Business 

Geographic Markets 

 Primary: BC  

 Secondary: Alberta –in particular Edmonton and Northern Alberta 

 Tertiary: European – FIT and RVers 

Sector:  

 Primary: Snowmobilers 
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 Secondary: Tourism markets 

 Tertiary: Outdoor Enthusiasts 

Priority Activities  
 

The following section outlines the priority activities to support the identified goals, objectives and 

strategic priorities. This document is not meant to be an exhaustive list of all activities, but highlight the 

strategic priorities for the next one to two years. The execution of the activities is dependent on funding 

and time. 

There are 15 priority activities identified. 

Tourism Management 

1. Tourism Planning and Management 

2. Monitoring and Evaluation  

3. Communications / Community Relations 

4. Information Management & Research 

Destination and Industry Development 

5. Industry and Professional Development  

6. Natural Resource Management  

7. Product Enhancement - Snowmobiling/Sledding 

8. Product Development & Diversification – Mountain Biking 

9. Product Development & Diversification – Other 

Branding and Marketing 

10. Branding 

11. Product Packaging 

12. Promotional Tool and Materials 

13. Integrated Promotional Mix 

14. Marketing Partnerships and Programs 

Visitor Services 

15. Community Welcome 
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1. Tourism Planning and Management 
 

Objective Utilize and expand the capacity of McBride tourism stakeholders in implementing the 
McBride and Robson Valley Tourism Plans.   

Description Ongoing efforts need to be continued to ensure all stakeholders within McBride and the 
Robson Valley are working together and are represented and supporting this plan.  
 
Funding is required for new product development and elevated marketing efforts.  

Actions  Organization 
o Develop and solidify the role of the McBride Tourism Marketing Committee.  
o Ensure the MTMC clearly outlines the role it pays and how it interacts and 

engages with the existing Tourism Committee that focuses on development 
initiatives. Review option of merging as one tourism committee. 

o Ensure documentation to formalize the understanding and ensure buy-in 
and support from local tourism stakeholders and the Village of McBride. 

o Ensure the collaboration and inclusion of the Regional District. 

 Annual Planning 
o Implement annual meetings to review Tourism McBride’s Tourism Plan 

execution and approve budget. Engage members and stakeholders in 
prioritizing projects for subsequent years and allocating funding. 

o Ensure annual review of allocation of funding to McBride specific activities 
compared to supporting and participating in Robson Valley regional 
initiatives. 

 Program Management 
o Determine, document and communicate stakeholder roles in coordinating 

tourism initiatives, in particular regional initiatives identified within the 
Robson Valley Tourism Plan. 

o Establish clear understanding to work together in a cooperative and 
collaborative, consumer driven manner, ensuring representative 
engagement and enabling benefits for all. 

 Secure Funding 
o Explore potential of 2% MRDT for the entire Robson Valley.  

 Set up meeting with Regional tourism operators to solicit input into 
funding options. Share information regarding plan, vision and 
Valemount experience (pre – RMI, post-RMI) occupancy rates. 

o Identify priority projects within this Tourism Plan requiring outside funding.  
o Monitor government programs to identify partnerships or opportunities to 

secure assistance with management or implementation of the tourism plan. 
o Explore funding from stakeholder or membership fees or participation. 
o Continue to apply to the Tourism BC Community Tourism Opportunities 

program for matching funds.  
o Look for specific funds and grants that match product experience 

opportunities within McBride and the Robson Valley (e.g. Recreation Sites 
and Trail development). 

o Look for in-kind support from community stakeholders.  
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2. Monitoring and Evaluation  
 

Objective Establish a tracking and evaluation program that is directly associated with the goals 
and objectives of the tourism plan. 

Description Tourism development and marketing activities should be monitored and evaluated so 
stakeholders and other partners can assess plan progress. This will help with managing 
and allocating resources, assisting with partnership development and building better 
relationships with the community by communicating expectations, outcomes and 
benefits.   

Actions  Develop a process or program to ensure tracking and sharing of performance 
measurement of industry performance and marketing activity performance, 
including:  

o Visitor Centre Statistics 
o Accommodation occupancy rates and Avg Room Rate 
o Participation rates of key product experiences, e.g., snowmobile tickets, 

fishing licenses, # of meetings/conferences, camping. 
o Website analytics 
o Attendance or participation at key events. 
o Earned media. 
o # of media and trade fams. 

 Monitor Tourism BC Research webpage for overall BC industry performance.  

 Discuss with Tourism BC Research for assistance in establishing performance 
measurements specific to McBride (see www.jtst.gov.bc.ca/research). 

 

3. Communications / Community Relations 
 

Objective Establish a communications and community relations strategy that engages and informs 
the tourism industry, stakeholders, and residents to contribute to an enhanced tourism 
development climate. Encourages participants and support for tourism development. 

Description A communications program that targets all stakeholders in the community and keeps 
them informed about the progress of individual initiatives and overall plan progress is 
recommended. 

Actions  Stakeholder Participation 
o Initiate email updates/newsletters to interested stakeholders. (There are 

many communities in BC with great examples of stakeholder 
communication tools.) Tourism BC can provide industry communications 
newsletters from other communities, as samples. 

o Hold annual tourism stakeholder meetings and invite interested 
stakeholders to additional meetings where engagement is valuable. 

o Ensure product inventory of tourism operators is maintained. 

 Community (resident) Engagement 
o Provide updates to community residents through public relation activities.  
o Explore the development of open houses or a “Tourist in your own Town” 

day/weekend for residents to be provided with free or discounted access to 
tourism product. Use the opportunity to generate support for tourism as 

file:///C:/Users/susan/AppData/Local/Microsoft/Windows/Temporary%20Internet%20Files/Content.Outlook/XJC137GD/www.jtst.gov.bc.ca/research
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well as encourage residents to promote McBride to visiting friends and 
relatives (VFR).  

o Consider social media activities that help engage residents as well as 
travellers. 

 

4. Information Management and Research  
 

Objective Establish a tourism industry database and resource centre that will support tourism 
development and provide the information and research needed to monitor this plan.   

Description Business intelligence is a critical aspect to ensuring tourism development and marketing 
decisions are being made based on sound research. Efforts should be made to gather 
and distribute information relevant to McBride and the Robson Valley. 
 
Instill a culture of ongoing performance measurement collection and documentation to 
enable the analysis of trends over time and ensure business decisions are based on solid 
information, research and analysis. 
 

Actions  Work cooperatively with NBCTA to complete a current Value of Tourism visitor 
study to provide insight on consumer trends and establish a baseline to monitor 
against in future years. This would also added to the Northern BC family of value 
studies to compare similar studies and reach more accurate numbers regionally. 

 Complete survey of target markets to determine levels of awareness of McBride 
and Robson Valley and interest in visiting and specific product preferences. 
Consider omnibus research. 

 Implement robust website and social media statistics tracking to enable better 
collection of visitor information through these critical channels to market.  

 Create a culture of researching/following other destinations and organizations and 
target markets to generate ideas for Robson Valley. 

o Jasper. 
o Comox Valley (Cumberland, Courtenay and Comox). 
o Revelstoke, Smithers, Golden. 

 

5. Industry and Professional Development  
 

Objective Establish an industry development program that supports the needs of local tourism 
business operators and organizations. 

Description The brand promise that is made by marketing McBride and the Robson Valley must be 
in line with the products and services being offered. As Robson Valley continues to 
develop its tourism opportunities and outreach to new markets, both individual 
businesses and the collective industry will require development.   

Actions  Work with NBCTA/TOTA and Tourism BC to host workshops (such as the Tourism BC 
Online Reputation Management workshop and Sport Tourism workshop) to 
improve local understanding of business development, marketing, service 
excellence, financial and human resource development.  
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 Continue to host marketing workshops with focus on social media training, QR 
codes, online reputation management.  

 Host workshops focused on providing an exceptional visitor experience, including 
WorldHost® Customer Service Training and accommodation quality standards. 

 Promote Tourism Business Essentials guides to industry stakeholders (see 
www.jtst.gov.bc.ca/industryprograms/tbe). 

 Contact other tourism organizations for sharing of best practices and success stories 
as they relate to community development and destination marketing. 

 

6. Natural Resource Management 
 

Objective Ensure sustainable access and use of multi-use backcountry and wilderness areas used 
for outdoor recreation. 
 
Ensure adequate access and maintenance of resource roads that enable visitors to 
access product and travel experiences in the backcountry.  

Description Access via resource roads is critical to enabling visitors to access backcountry tourism 
product. 

Actions  Work cooperatively with Valemount on the execution of Sustainable Resource 
Management Plans (SRMPs) for the Robson Valley.  

o Champion needs to be identified to initiate process. 
o Significant resources from the provincial government are required. 
o Would be a 3-4 year process once initiated. 

 Support the cooperative Natural Resource Management actions identified within 
the Robson Valley Tourism Plan.  

 

7. Product Enhancement - Snowmobiling /sledding 
 

Objective Entrench McBride and the Robson Valley as the premier sledding destination within 
North America.  

Description As a lead product experience and critical economic generator in the winter months, it is 
critical efforts are taken to ensure McBride continue to maintain and enhance the 
snowmobiling / sledding experience for the visitors that come annually to the Robson 
Valley.  
 
Also, it is critical that product development and marketing efforts continue in an 
ongoing manner to reinforce and firmly entrench McBride as a premier snowmobiling 
destination and ensure the product experience complements Valemount and stays 
ahead of the competition. Efforts are required to protect this position against 
competitive and complimentary destinations within BC and North America.  

Actions Coordination 

 Increase working relationship and communication between McBride clubs and 
VARDA. 

o McBride snowmobile association to explore sitting on VARDA board of 

file:///C:/Users/susan/AppData/Local/Microsoft/Windows/Temporary%20Internet%20Files/Content.Outlook/XJC137GD/www.jtst.gov.bc.ca/industryprograms/tbe
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directors. 
Product Development  

 Continue to enhance and maintain existing snowmobiling terrain. 

 Add new terrain as resources to maintain and land management allow. 

 Improve McBride as a family destination for snowmobiling. 

 Upgrade cabins in managed areas and ensure each sledding area has cabin facilities. 

 Facilitate easier tenure process to encourage more guiding operators. 
 
Marketing  

 Create a greater presence for the region by combining Robson Valley resources for 
the Alberta Snowmobile & Powersports Show and Saskatchewan shows. Approach 
NBCTA about involving others for BC section. 

 Ensure strong presence within the new Robson Valley website for McBride 
snowmobiling. 

 Develop an on -brand image and video bank that properly describe the Robson 
Valley/McBride snowmobile experience.  

 Consider online and social media opportunities to engage sledders. Develop a social 
strategy for snowmobiling in McBride which would include identifying and engaging 
snowmobile influencers as well as blogs and forums.  

 Continue to work with NBCTA through Tourism Partners Program to leverage 
snowmobile marketing. 

 Continue with Media Relations fams through NBCTA and activities already 
established. 

 Participate in online cooperative advertising campaign under the Robson Valley 
Region brand to generate awareness, create pre-season interest and build-up, and 
reminders during season. Include SEM activities. 

 Coordinate event throughout the Robson Valley, e.g., long endurance race; finding 
insurance coverage (crown land requirement). Pick one iconic event as lead event 
to promote and grow more significantly. 

 Ensure McBride snowmobiling is represented on key tourism and snowmobiling 
websites.  

 Extend marketing efforts to represent secondary markets, e.g., families.  
o Promote more family activities, e.g., dog sledding, tobogganing. 

Overall Destination Experience 

 Continue to make sledders feel welcome by providing products and services that 
cater to their needs and develop a welcoming program or package in line with 
overall brand strategy. 

 Increase parking within community for trucks/trailers and RVs, in particular for 
shopping.  

 Work with the accommodation sector to upgrade services to meet quality 
standards for this market, e.g., parking, flat screen TVs, hair dryers. 
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8. Product Development & Diversification – Mountain Biking  
 

Objective Create compelling summer product offerings to entice mountain biking sector to 
McBride and the Robson Valley.     

Description In order to diversify the market and attract new visitors to McBride, new product 
development is needed. As a key product experience identified for both McBride and 
Valemount, the development of Mountain Biking products is a natural fit for the 
outdoor recreation and trail focus of the current Robson Valley product offering.  
 
As both McBride and Valemount are in the planning stages, and bike parks / trail 
systems have not been approved or developed, the focus for the next 1-2 years is to 
ensure the trail system build of each community, and within the Robson Valley, is done 
in a way that is complementary to each other and ensures a unique and compelling 
total product offering compared to other BC and North America destination. Two 
distinct but complementary riding experiences within such a close proximity will 
enhance the destination offering and encourage longer stays and repeat visits.  
 
There are great opportunities to coordinate the evolution of mountain biking within the 
Robson Valley in a cooperative way from the beginning.  

Actions  Initiate discussions with Mountain Bike associations to merge as one regional 
group. The Robson Valley Mountain Biking Association in McBride is already formed 
as an association and legal entity and could be extended to include Valemount. 

 Ensure engagement and communications with BC Mountain Bike Tourism 
Association (MBTA) (www.mbta.ca) and participate in their marketing efforts. 

 Benchmark against communities with existing developed trails, e.g., Burns Lake, and 
learn from their experiences. 

 Develop Mountain Biking trail system plan. 

 Gain Council approval for mountain biking plan.  

 Support Valemount plan development process, ensuring the McBride trail system is 
complementary to Valemount. 

 Once plans approved and funded, explore ability to share resources for 
development, build-out, staffing, marketing, event management, and funding.  

 Explore working with other Mountain Bike communities within reasonable area 
(NBCTA/Thompson Okanagan). 

 Start dialogue with relevant mountain bike organizations to gain industry insight, 
including MBTA (organization and partners) and International Mountain Bike 
Association (IMBA). 

 

9. Product Development & Diversification – Other 

Objective Create more product experiences and provide more compelling and enticing packaged 
travel experiences within McBride.    
 

Description Product diversification is required to encourage longer stays within the community, 
increase visitor satisfaction and repeat visitation. In particular, focus on two key 
markets: cross-marketing other summer activities to current winter sledding markets 

http://www.mbta.ca/


 

27 
 

and providing additional activities and attractions for touring markets. 
 
Key product development areas include:  Heli-skiing, ATV (cross promote to winter 
sledders); camping; agritourism; heritage sites; arts & culture; events and festivals; trails 
(hiking, cycling); river activities, e.g., fishing, rafting, kayaking/canoeing. 
 
In particular Heli-skiing, along with snowmobiling, has been identified as world-class 
tourism product that has the ability to grow and attract international markets. 
 
It is important to note that there are multiple private recreation resort development 
proposals within the Robson Valley area, e.g., Canoe. As none of these currently have 
received approval, and development would take a few years, actions specific to these 
proposals have not been included. 

Actions  Heli-skiing 
o Continue to support the enhancement of the heli-skiing product to ensure 

status is maintained as world-class experiences and facilities. 

 ATV 
o Continue to develop and manage ATV use on service roads and authorized 

trails in the summer months – respectful of government regulations and 
restrictions of motorized vehicles in wilderness area. 

o Identify new opportunities for private investment as opposed to building 
out provincial assets.  

 Camping 
o Continue to ensure ongoing maintenance and access to camping product.  
o Identify new opportunities for private investment as opposed to building 

out provincial assets.  

 Agritourism  
o Work with existing agriculture businesses to develop new agritourism 

product offerings to market. In particular, this is a key product development 
opportunity for the Dunster/McBride area.  

 Heritage, Arts & Culture, Festival and Events 
o Encourage heritage, arts & culture and festival & event operators to 

package experiences together as products to market. Add additional 
itineraries and self-drive tours to support the connection of visitors to arts, 
culture and heritage products in McBride and throughout the Robson 
Valley.  

 Trails / Cabins 
o Ensure maintenance of key hiking and cycling trails to ensure maximum 

enjoyment and safety. 
o Ensure visitor facilities are in place and maintained, e.g., trailheads, 

washrooms, parking. 
o Update trails master plan. 

 River Activities 
o Continue to ensure ongoing maintenance of facilities and access to river 

activities, including rafting, fishing, and kayaking/canoeing product.  
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10. Branding  
 

Objective Evolve McBride branding strategy to complement the image and positioning for the 
Robson Valley as a visitor destination. 

Description The introduction of the Robson Valley Region brand adds another layer to the McBride 
branding platform, which now contains multiple layers - municipal, regional, and 
provincial.  
 
As the regional brand rolls-out it is in McBride’s best interest to ensure the most 
effective messaging and visual representation is used across all of McBride’s and 
Robson Valley’s marketing materials and activities. Currently the McBride branding 
strategy and visual representation needs to be refreshed and elevated to align to 
Valemount and Robson Valley efforts. 

Actions  Evaluate McBride branding strategy and creative platform against final Robson 
Valley Region brand to ensure alignment. 

 Refresh the McBride logo and visual representation. Consider moving away from 
train image; while the train represents the history of McBride, it does not appear to 
be a motivator for current travel aspirations. 

 Clarify the execution of the McBride, Robson Valley Region and Valemount 
applications across marketing executions. (See Appendix 3 for proposed logo 
application.) 

 Ensure consistent execution of the brand throughout all marketing messages and 
materials.  

 Communicate brand strategy to tourism operators and stakeholders to ensure 
understanding of brand positioning and application of use.  

 Update existing collateral and marketing materials to reflect the consistent brand 
application, as required. 

 Update and expand image bank (photos and videos) to ensure alignment to brand 
positioning, as required. 

 

11. Product Packaging 
 

Objective Create more experience ideas and itineraries to provide more compelling and enticing 
packaged travel experiences within McBride and the Robson Valley.    

Description Consumers are looking for unique, memorable, authentic experiences. Efforts should be 
made to evolve the current trip ideas to create compelling and attractive packages that:  

 Encourage visitors to McBride to stay longer and participate in activities and 
experience throughout the entire Robson Valley.  

 Entice same day or event-specific visitors to return for a longer visit to McBride and 
the Robson Valley. 

 Provide residents with ideas for VFR to enhance and extend their stay.  

 Entice visitors to bring their families to participate in other activities, e.g., while one 
is sledding, the other is engaged in another experience.  
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Media and travel trade are looking for new and unique offerings for their consumers. 

Actions  Packaging and Itinerary Development  
o Create new packages (e.g., two nights stay and dinner for $xx) and 

itineraries for both day and overnight stays. Focus goal on increasing 
visitation, length of stay and yield ($ spent per person).  

o Seek assistance from NBCTA on best way to encourage packaging and 
itinerary development.  

o Facilitate packaging and itinerary development workshops and sessions. 
Provide assistance and guidance to operators and stakeholders on 
developing appealing and compelling packages and promoting them. As 
there are legalities to packaging (i.e. who can act as the “travel agent” as 
per Consumer Protection BC) it is important that MTMC educate 
themselves to then be a knowledgeable resource to their stakeholders. 

o Create itineraries featuring a variety of activities but with each itinerary 
appealing to a specific market or travel motivation, e.g.:  

 By target market, e.g., sledders, families, VFR, RVers. 
 By season, e.g., spring, summer, fall, winter. 
 By length of stay, 1 day, 2 days, one week. 
 By travel motivation e.g., outdoor recreation, heritage seekers, 

agritourism, cyclists.  
 For examples, see: www.visitvalemount.ca/contact/itineraries.htm; 

www.tourismsmithers.com/index.php/travel-planner/sample-
itineraries; www.tripadvisor.com/Travel-g154943-
c3336/Vancouver:British-
Columbia:Suggested.Itineraries.For.Vancouver.html; 
www.aboriginalbc.com/itineraries; 
www.discovercomoxvalley.com/explore/top10/top-10-lists. 

 Marketing of Packaged Offers 
o Utilize all relevant marketing communication vehicles to ensure the 

prominence of packaged offers and value-add messaging, including the 
website and social media.  

o Explore the ability to sell packaged offers directly during consumer shows. 
o Ensure value-add packages are included within the Tourism BC Special 

Offers program (see www.tourismbc.net for more details). 
o Work with NBCTA to develop story ideas to gain earned media exposure for 

products and packages. 

 

12. Promotional Tools & Materials   
 

Objective Provide a set of promotional tools and materials to support marketing activities. 

Description Consumers require information tools and materials to facilitate their progression 
through the purchase cycle (Awareness, Interest, Evaluation, Purchase, Loyalty).  
McBride promotional tools and materials should continue to be updated and maintained 
for undertaking marketing activities. Efforts should be applied to ensure the materials 

http://www.visitvalemount.ca/contact/itineraries.htm
http://www.tourismsmithers.com/index.php/travel-planner/sample-itineraries
http://www.tourismsmithers.com/index.php/travel-planner/sample-itineraries
http://www.tripadvisor.com/Travel-g154943-c3336/Vancouver:British-Columbia:Suggested.Itineraries.For.Vancouver.html
http://www.tripadvisor.com/Travel-g154943-c3336/Vancouver:British-Columbia:Suggested.Itineraries.For.Vancouver.html
http://www.tripadvisor.com/Travel-g154943-c3336/Vancouver:British-Columbia:Suggested.Itineraries.For.Vancouver.html
http://www.aboriginalbc.com/itineraries
file:///C:/Users/susan/AppData/Local/Microsoft/Windows/Temporary%20Internet%20Files/Content.Outlook/XJC137GD/www.discovercomoxvalley.com/explore/top10/top-10-lists
http://www.tourismbc.net/
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are effective and efficient as they can be. 
 
Ensure all significant target markets and product experiences are reflected in the 
branded marketing materials.  

Actions  Website 
o Explore opportunity of using the new Robson Valley website as the primary 

tourism website for McBride. Or create a McBride tourism destination 
website distinct from the current McBride community website. Ensure it is 
designed based on current usability standards, visual appeal and consumer 
preferences. The website should be dynamic and actively informs and 
engages potential visitors and generates interest in visiting McBride. Website 
should be built on a responsive platform to include mobile devices such as 
phones and tablets. 

o Work with Tourism BC to utilize existing content on HelloBC.com for the 
McBride destination website, including editorial content, photographs, 
driving routes, trip ideas, blogs. 

o Develop website content, ensure all content is relevant to the target market 
reader, showcases the variety of experiences and supports the McBride and 
Robson Valley brand positioning and key marketing messages. 

o Include images that support the key product experiences and target 
markets. See the Super, Natural BC® brand book for more ideas of imagery 
(www.jtst.gov.bc.ca/industryresources/tourismindustry/BC_Tourism_Brand.
html). 

o Shoot video and photography content relevant to brand position to use on 
website. 

o Develop a social media strategy for McBride and the Robson Valley related 
to travel. Ensure integration of social media tools on website. 

o Highlight: packaged offerings / special offers, suggested itineraries, top 10 
things to do, unique experiences to McBride, welcoming people of McBride. 

o Work with Tourism BC and NBCTA/TOTA to ensure their website content is 
up to date and reflective of the Robson Valley brand position and 
experiences. Add events to HelloBC.com festival and events listings 
(www.tourismbc.net). 

o Explore ability to add dynamic and user generated content, e.g., social media 
stream or HelloBC.com blogroll Example: Tips from Travellers 
http://www.hellobc.com/McBride/things-to-do 

o Leverage content and connections to/from relevant sector websites, e.g., 
North to Alaska, BC Camping and RVing. 

 Mobile App 
o Ensure the information within the NBCTA app is accurate and updated.   
o Continue to work with NBCTA on mobile activities associated with reaching 

consumers in this way. 

 Brochures 
o Work cooperatively to develop joint marketing collateral for Robson Valley 

Region, e.g., one Robson Valley print guide vs two separate community 
guides. 

http://www.hellobc.com/valemount/things-to-do
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o Ensure existing printed materials, such as the current snowmobile brochure, 
are representative of the new McBride and Robson Valley destination brand.  

o Update approved trails map. Add to website and have available through 
Visitor Centres and industry. Send trail maps to media and influencers who 
market trails. 

o Provide print materials as downloadable PDF on website. Also consider 
converting to digital guide with click through capabilities. 

o Review the Ads & Brochures that Sell guide for information (see 
www.jtst.gov.bc.ca/industryprograms/tbe). 

 Information for visitors 
o Ensure comprehensive GPS files for all marketed trails. Ensure high end and 

accurate. Consider distributing GPS databases to suppliers such as Garmin 
and others. 

o Provide GPS compatible maps. Utilize Recreation Sites and Trails as a 
resource. 

o Continue to disseminate avalanche information.  
o Survey all online tools, check to see if their working and how apply them e.g., 

Backroads, GPS info/tools. 
o Ensure availability of information via: maps, QR codes, apps, signage. 
o Leverage existing efforts from Tourism BC, NBCTA, TOTA. 

 Image Bank 
o Work cooperatively to create and continually update an image bank for both 

media and marketing use.  
o Ensure sufficient material to represent all tourism markets and product 

experiences.  
o Explore the use of the NBCTA/TOTA and Tourism BC image banks 

(www.jtst.gov.bc.ca/industryprograms/AdditionalMarketingResources/Imag
eBank.htm). Work in cooperation with the NBCTA/TOTA and Tourism BC to 
ensure no overlap or duplication and resources are being leveraged. 

 

13. Integrated Promotional Mix  
 

Objective Create a promotional mix of marketing activities that raise awareness of McBride as a 
travel destination and compel visitors to experience the destination.   
 
Improve overall tourism performance by increased awareness, length of stays, 
overnight stays, visitor spending and overall market share. 

Description Evolve and refine the promotional marketing efforts to ensure the right messages are 
going to the right consumers at the right time with a goal to influence a decision to visit 
McBride and book a trip. 
 
With the continued shift to online, social media and mobile use, efforts should be 
directed to ensuring the website and online communications reflect the Robson Valley 
brand, target markets, product motivations and messaging.  
 

file:///C:/Users/susan/AppData/Local/Microsoft/Windows/Temporary%20Internet%20Files/Content.Outlook/XJC137GD/www.jtst.gov.bc.ca/industryprograms/tbe
file://server00/data.rybar.ads/home/Susan/Consulting/TBC%20-%20Robson%20Valley/www.jtst.gov.bc.ca/industryprograms/AdditionalMarketingResources/ImageBank.htm
file://server00/data.rybar.ads/home/Susan/Consulting/TBC%20-%20Robson%20Valley/www.jtst.gov.bc.ca/industryprograms/AdditionalMarketingResources/ImageBank.htm
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Also, with multiple product experiences being offered to different consumer target 
groups, it would be beneficial to map out an annual communication plan to ensure the 
right messages are being delivered effectively. A holistic communication plan will 
ensure all communications—community, stakeholder and consumer target markets- 
will be leveraged to achieve objectives, in particular, to increase awareness and 
engagement from industry. 
 

Actions  Integrated Content Plan 
o Implement an annual content and communication plan for all outgoing 

communications materials e.g., website, social media, newsletters, industry 
and stakeholder communications, media relations, local government. 

 Social media 
o Develop an overall social media strategy. Create a social media presence for 

McBride, reflective of the brand positioning.  
o Establish and cultivate community champions to spearhead social media 

content creation. 
o Implement best practices for gaining new followers to quickly establish a 

larger audience. 
o Test use of Twitter for industry communications / updates and feature 

highlights of interest to key target markets.  
o Proactively engage in forums for sector specific target markets, e.g., 

sledders, heli-skiing, mountain bikers, fishing. 
o Experiment with new tactics and messages to evolve and test 

communications. 
o Create a members calendar of content to feature as part of Integrated 

Content Plan. Incorporate messaging from Integrated Content Plan. 
o Ensure integration of social media tools on website. 
o Utilize social media as a component of the media relations strategy. 
o Maintain connections with other relevant McBride and Robson Valley 

organizations, as well as NBCTA/TOTA and Tourism BC social media feeds to 
extend reach and ensure support of one another’s activities online. 

 Mobile Strategy 
o Ensure website continues to be mobile friendly, with responsive design. 
o Ensure GPS coordinates are activated for tourism operators and products.  
o Incorporate messaging of Mobile app, either Robson Valley or Northern BC, 

into all relevant marketing messages. 

 Media relations 
o Continue to engage with media and build relationships with relevant media 

contacts. See the Tourism BC Travel Media Relations guide: 
www.jtst.gov.bc.ca/industryprograms/tbeWork with NBCTA/TOTA to 
maximize media opportunities. Develop itineraries, provide story ideas and 
itineraries to NBCTA/TOTA, and ensure relevant content on website to 
support media efforts.  

o Create media section on website: adding pre-written stories, story ideas, 
suggested itineraries, press releases, contacts, web links and availability of 
high-resolution scans of photography for print use and B-roll for broadcast, 

http://www.jtst.gov.bc.ca/industryprograms/tbe


 

33 
 

if available.   
o Prioritize key market media, including:  sledding, RVers (e.g., Milepost), BC 

and Alberta travel and lifestyle.  
o Utilize media to create buzz and hype for new mountain biking product 

developments prior to build and opening (once plan is approved). 

 Familiarization (Fam) Tours 
o Organize annual fam tours for McBride and Robson Valley tourism 

employees at the beginning of the season. 
o Continue fam tour initiatives with Robson Valley, NBCTA/TOTA and Tourism 

BC fam tours for media and travel trade, as appropriate. Host fam tours 
with sector specific key online influencers and bloggers, e.g., snowmobile, 
mountain bikers, RVing, touring. 

o Organize off-season “open door” fams for local residents to increase their 
local knowledge and become more familiar with the product and 
experiences within the Robson Valley.  

 Travel Trade and Trade Shows 
o  Work with NBCTA/TOTA to ensure Robson Valley is maximizing 

opportunities to be featured at trade shows attended by the NBCTA/TOTA 
as a region, e.g., Canada’s West Marketplace®, Rendezvous Canada, 
National Tour Association (NTA). 

o Determine opportunities to leverage existing tour operators travel 
itineraries that travel through Robson Valley. 

 Events 
o Explore combining existing community-specific events into more significant 

offerings to increase the draw to McBride and the entire Robson Valley. 
o Explore adding additional features to existing events to encourage 

attendees to stay long and spend more. 
o Support existing events through all marketing vehicles.  
o Ensure all events are listed on HelloBC’s free events listing: 

www.hellobc.com/Robson Valley/things-to-do/festivals-events.aspx  (see 
www.tourismbc.net for details). 

 

14. Marketing Partnerships and Programs  
 

Objective Develop a cooperative marketing program and regional partnerships. 

Description The success of community destination marketing is to work in partnership with local 
business, neighbouring communities and relevant strategic businesses.   
 
Partnerships can take a long time to forge, and require ongoing effort to maintain. 
Robson Valley should ensure partnerships are a strategic priority. 

Actions  Continue to work in alliance and build upon successful partnerships with the 
community tourism stakeholders throughout the Robson Valley. Explore 
partnership opportunities with outlying cities and communities, i.e. Blue River, 
Jasper. 

 Continue to work in partnership with Tourism BC, NBCTA and TOTA.  

file:///C:/Users/lauplant/AppData/Local/Microsoft/Windows/Temporary%20Internet%20Files/Content.Outlook/LXQLB877/www.hellobc.com/Robson%20Valley/things-to-do/festivals-events.aspx
http://www.tourismbc.net/
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15. Community Welcome  
 

Objective Provide a visitor services and community welcome program to integrate with the 
destination marketing objectives and provide an outstanding and seamless experience 
for the visitor. 

Description Efforts should be made to ensure the community is collectively contributing to creating 
a positive experience for the visitor that compels the visitor to share their experiences 
with others and engenders loyalty for a return visit. 
 
Effort needs to continue to be applied to ensure the visitor has the information they 
need regarding the activities and services that are available in Robson Valley and that 
they are easy to find.  

Actions Visitor Services 

 Continue to provide visitor servicing through the Visitor Centre Network.  

 Supply traffic sources (Visitor Centre, gas stations, accommodations) with tourism 
information for McBride. 

 Continue to work and engage with the Northern BC iShare program which links 
Northern BC visitor centres and provides servicing tools to visitor councillors. 
Continue to work towards cell service improvements, to enable mobile visitor 
services and connectivity to enhance overall visitor experience. Utilize and promote 
northern BC travel app. 

 Work with WorldHost® Training Services to increase service levels within McBride. 
Encourage operators to become WorldHost Recognized Businesses. 
www.worldhosttraining.com 

 Work with RDFFG to ensure the Robson Valley Welcome Kit highlights and 
represents key tourism products and experiences within McBride. 

Signage 

 Ensure adequate use of highway signs to attract travellers into McBride and key 
product experience areas.  

Quality Assurance 

 Provide industry with training on the McBride and Robson Valley brand strategy and 
highlight key initiatives operators can implement to support and reinforce the 
brand through quality improvements.  

 Work with RDFFG to provide operators with a standards guideline for ensuring the 
level of visitor service and overall experience supports the brand positioning, 
marketing and brand promise and expectations of visitors. Potentially have 
operators signed an MOU in order to receive marketing support.  

 Ensure all accommodation operators are participating in the Tourism BC Approved 
Accommodation program. 
www.tourismbc.net/dms/Public/ProgramDetails/HelloBCDetails 

 

 

 

http://www.worldhosttraining.com/
file:///C:/Users/lauplant/AppData/Local/Microsoft/Windows/Temporary%20Internet%20Files/Content.Outlook/LXQLB877/www.tourismbc.net/dms/Public/ProgramDetails/HelloBCDetails


 

35 
 

  



 

36 
 

Appendix 
  

Appendix 1: McBride Meeting Attendees 

  

Name Company

Erin Teunissen Canadian Mountain Holidays/Cariboo Lodge

Ken Starchuck Regional District of Fraser Fort George

Dannielle Allan McBride and District Chamber of Commerce

Marc Von der Gonna McBride Community Forest Corporation

Elaine Gillette Recreation Sites and Trails

Glen Stanley Ozalenka Hiking Club

Leona Eyben At Home B&B

Mike Frazier Village of McBride, Mayor

Rick Thompson Village of McBride

Margaret Graine Village of McBride, Economic Development

Brian Wallace Robson Valley Horse Club of BC

Lyn Smith McBride Visitor Centre

Bruce Wilkinson BCVC @ Mount Robson

Linda Frey McBride Visitor Centre

Terry McEachen Regional District of Fraser Fort George

Renee McCloskey Regional District of Fraser Fort George

Sarah Lewis Millier Dickinson Blais

Mike Doran Splash Media Group

Clint Fraser Northern BC Tourism

Laura Plant Tourism BC

Susan Rybar Tourism BC Facilitator
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Appendix 2: Priority Activities Exercise 

# of Votes: Priority Activity 

 13: Working in partnership together as a tourism industry. 

o Coordinated Planning 

 Roles, responsibilities, prioritization 

o Cohesive and coordinated industry 

 Industry engagement 

 Top: Improve the snowmobiling experience. 

o Was not rated but discussed as a top priority. 

 10: Develop and promote off-peak season and secondary activities. 

o Promote secondary and niche experiences (e.g. art, agriculture, health, education) 

 10: Development of a Mountain Bike Park / trail system. 

 6: Develop and promote the ATV product in summer. 

o cross-promote winter/summer 

 5: Improve highway signage. 

o Ensure provide reason to get off highway and stop in McBride 

 5: Increase service levels. 

 4: Cross-promote during season to existing winter markets 

o E.g. winter visitors to revisit in summer 

 4: Leverage the Ancient Cedar Forest as a product to market. 

 3: Promotion of the Continental Divide as a product experience. 

 3: Ambassador/Host on the ground visitor servicing. 

o Other locations than the Visitor Centre 

 3: Increase accommodation offering 

 1: Maintain/enhance McBride community feel 

 Kayak/rafting 

 Funding 

 McBride peak parasailing 

 Heli-skiing 
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Appendix 3: Logo Use 

 For marketing activities led by the FFGRD, or executed in 

cooperation as the Robson Valley, the Robson Valley Region 

logo will be the umbrella logo with both the McBride and 

Valemount logos presented in a supporting position.  

 

 

 

 

 

 For marketing activities led by McBride, but not executed in 

cooperation as the Robson Valley, the McBride logo will be the 

umbrella logo with the Robson Valley logo presented in a 

supporting position.  

 

 

 

 

 

 For marketing activities led by Valemount, but not 

executed in cooperation as the Robson Valley, the 

Valemount logo will be the umbrella logo with the 

Robson Valley logo presented in a supporting 

position.  

 

 

 


