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E X E C U T I V E  S U M M A R Y  

This Summary Tourism Plan is a quick reference to the full tourism plan developed for the 

Gold Country Community Society (GCCS) on behalf of the tourism stakeholders in the Gold 

Country region. A Tourism Plan for the Merritt/Nicola Valley has also been completed in 2013 

and the plans cross-reference each other. 

The plan was developed through the Community Tourism Foundations program (CTF) of 

Destination BC. 

Thompson Okanagan Tourism initiated a regional strategy process in 2011 and completed the 

first 10-year Regional Tourism Strategy for the Thompson Okanagan region in November 2012. 

The launch of this strategy has provided a framework for communities and stakeholders that 

integrate with the national and provincial tourism strategies, while reflecting and building on 

what is unique and distinctive to the Thompson Okanagan region.  

Taking the concept of integration one step further, this tourism plan uses the framework as the 

context for local tourism planning and serves as a pilot project for regional strategy integration at 

the community level. 

Stakeholder consultation consisted of a one-day workshop held August 12, 2013 in Cache Creek 

to identify goals, strategies and actions as part of a region-wide, short term tourism development 

plan.  

Workshop participants indicated a strong desire to continue cooperating through Gold Country 

on region-wide tourism development with a focus on marketing. They identified opportunities 

for embarking on new partnerships, such as the New Pathways to Gold and Gold Rush Trail 

initiatives, and building on successful programs like the geocaching program. In addition, there 

are many areas of destination development, from trails and access to event development that 

could benefit from greater sub-regional cooperation amongst communities. The recently 

launched Lytton to Clinton Regional Economic Collaborative by the Ministry of Jobs, Tourism 

and Skills Training is a good opportunity to work with the Province on tourism development 

planning in the region.  

The primary goals of the plan are increased highway traffic and visitor volumes, growth in 

themed and packaged products and experiences, expanded partnerships with First Nations and 

more investment in critical infrastructure, including highways, cellular services and trails.  

This plan is a working document, therefore it will evolve as potential partnerships and alliances 

are formed and resources are leveraged during the implementation stage.  

Note: Gold County has the opportunity to partner with three of the six sub-regions in BC due to 

the mix of communities within all three area boundaries. This includes Vancouver, Coast and 

Mountains (VCM), Cariboo, Chilcotin, Coast (CCCTA) and Thompson Okanagan (TOTA). 

The table on the following pages outline the key priorities and actions to move the plan forward. 

http://www.destinationbc.ca/Programs/Regions,-Communities-and-Sectors/Community-Tourism-Programs/Ministory-of-Jobs,-Tourism-and-Skills-Training-Com.aspx#.UflxHl5raUk
http://www.destinationbc.ca/
http://www.totabc.org/corporateSite/regional-strategy/
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Key Actions and Responsibilities 

Strategic Priorities Actions 

BUILDING CAPACITY 

 Enhancing capacity 
to implement the 
plan 

 Investigate options for increasing the Gold Country budget, including new 
fee for services and grant applications.  

 Liaise with TOTA to demonstrate industry best practice in destination 
marketing organization operations management. 

 Work with TOTA and partner communities to integrate individual 
community plans with this sub-regional plan. 

POSITIONING & 
MARKETING 

 Positioning Gold 
Country, 
strengthening 
promotional 
activities 

 Establish a task force for the brand “re-positioning” of Gold Country. 

 Update the brand positioning with guiding documents; graphic standards 
and brand book. 

 Develop content for the implementation of the brand re-positioning 
(design, copy, imagery) through cooperative funding from the Community 
Tourism Opportunities program of Destination BC to implement  this 
initiative as a pilot project with TOTA (Funding approved for 2013/14). 

 Re-develop the official tourism destination website that reflects the brand 
positioning with responsive design and utilizing market research and 
Explorer Quotient™ (EQ) principles. 

 Re-develop the official tourism  destination visitor guide for 2014/15 that 
reflects the brand positioning utilizing market research and EQ principles  

 Develop the 2014 cooperative marketing plan and identify new 
partnerships (Tourism Nicola Valley, Gold County, TOTA, CCCTA, VCM). 

DESTINATION 
EXPERIENCES 

 Events 

 Coordinate this sub-regional initiative with implementation of the Lytton 
to Clinton Regional Economic Collaborative; there are several common 
strategies between the two.  

 Convert the existing Gold Country calendar into a searchable online 
database. 

 Review and apply event planning best practices and identify new 
opportunities for the expansion of existing festivals or new festival 
development. 

 Aboriginal tourism  Work with TOTA and Aboriginal Tourism BC in the development of a 
regional Aboriginal cooperation strategy and the development of new 
Aboriginal tourism products. 

 Trails  Review other jurisdictions for best practices in building an intra-
community trail network. 

 Identify funds and resources, create a Trails Task Force and undertake a 
trail inventory to move the network forward.  

 Access  Establish a Signage Task Force that could work with partner communities 
on documenting, auditing and prioritizing signage improvements.  

 Develop a signage policy and program that is fully integrated with any 

http://www.totabc.org/corporateSite/index.php?cID=182
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Strategic Priorities Actions 

repositioning work. 

 Prepare a set of policy statements regarding highway conditions and 
expectations for improvement that can be jointly promoted by partner 
communities to the provincial government. 

 Develop a research brief documenting cellular service coverage, gaps and 
opportunities, create a set of policy statements on improving services. 

 Research  Create an inventory of products and organizations that would be 
integrated with TOTA’s experiences inventory. A regular maintenance 
routine would ensure the inventory is kept updated and useful as a 
benchmarking, tracking and planning tool. 

 Improve understanding of heritage and other key market segments by 
Partnering with TOTA and partner communities on building an 
Environics/Prizm profile of local visitors. 

 Explore market research through Environics/Prizm to profile local visitors. 
(New research program - fall 2013 by TOTA). 
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Strategies 
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1. Expand marketing budget GCCS Gold 
Country 
Partner 
Communitie
s (PC) 

TOTA n/a 

2. Adopt destination management best practices GCCS PC TOTA n/a 

3. Coordination of destination management 
among partners communities 

PC GCCS TOTA Operators 

Public 

4. Events calendar GCCS Event hosts TOTA 

MJTST 

PC 

5. Event expansion to four seasons Event hosts GCCS 

MJTST 

PC 

PCs Operators 

Public 

6. Aboriginal cooperation strategy First Nations 

AtBC 

PC 

GCCS  

TOTA 

MJTST Public 

7. Community trail network PC 

TNRD 

Trail users 

GCCS Public 

Trail users 

Public 

8. Signage program PC 

MOTI 

GCCS 

NDIT 

Public Public 

9. Highway improvements PC 

TNRD 

MOTI 

GCCS Public Operators 

10. Cell services PC 

TNRD 

Service 
providers 

GCCS 

MJTST 

Public Public 

11. Research GCCS 

TOTA 

GCCS 

TOTA 

Operators Operators 

12. Positioning and marketing GCCS/TOTA 
pilot project 

GCCS PC 

Operators 

Operators 

13. Integrated promotional mix GCCS 

 

GCCS PC 

Operators 

Operators 

Notes: PC Gold Country Partner Communities 
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I N T R O D U C T I O N  A N D  S T R A T E G I C  C O N T E X T  

Thompson Okanagan Regional Strategy 

At the regional level, the new Thompson Okanagan ten-year regional tourism strategy 

(Embracing Our Potential, November 2012) provides the strategic framework for the 

development of sub-regional and community tourism plans within the region. The work in Gold 

Country represents a pilot in developing methodology for using this framework to create 

alignment at the sub-regional level and community level. 

The work undertaken in developing the strategy was completed by TOTA on behalf of the 

regional tourism industry. The following sub-sections outline elements of the strategy that are 

critical to the tourism planning process in Gold Country.  

A new perspective on target markets 

Traditionally our markets have been looked at largely in terms of their demographic and 

geographic characteristics, and their activity participation. TOTA’s decision to license the 

Canadian Tourism Commission’s Explorer Quotient® (EQ) tool will assist the region’s 

stakeholders in understanding the social and travel values that drive demand and the 

corresponding need to develop and position tourism product as “experiences” rather than 

commodities. The strategy identifies three EQ market segments with a high propensity for travel 

that are particularly relevant to the Thompson Okanagan: Free Spirits, Cultural Explorers, and 

Authentic Experiencers. 

The emphasis on understanding visitors from a values perspective and the CTC’s corresponding 

focus on developing experiences
1
 permeates the Thompson Okanagan strategy and is key to 

strengthening the tourism industry within Gold Country.  

Thompson Okanagan’s regional experience based themes 

The strategy has identified five experience-based themes that are now shaping priorities and 

actions moving forward and are core to positioning the Thompson Okanagan as a region of 

iconic and authentic quality experiences – destinations for passion, fulfillment and adventure.    

 Identifying the iconic – profiling and developing those truly outstanding experiences and 

activities associated with iconic landscapes will differentiate the region and set it apart from 

its competitors.  

 Enriching local flavours – strengthening the region’s growing emphasis on local flavours 

and building recognition for it culinary attributes. 

 Revealing the story – highlighting the local and regional stories in a way that will allow 

visitors to make a strong emotional connection with the destination. 

 Expanding personal horizons – identifying unique learning experiences and opportunities 

for self-development, recognizing that learners constitute 35% of the global travel market. 

                                                 
1
 See CTC, October 2011, Experiences: A Toolkit for Partners of the CTC  

http://www.totabc.org/corporateSite/regional-strategy/
http://caen.canada.travel/traveller-types/?sc_cid=eq1
http://en-corporate.canada.travel/resources-industry/tools
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 Building authenticity – focusing on creating a strong sense of place and opportunities for 

travellers to engage in immersive experiences with local communities and enjoy the sense of 

being where things are real and original. 

These themes are illustrated in the strategy’s summary framework. This demonstrates how these 

themes will impact the strategic marketing and development of tourism in the coming ten years, 

and the implementation of associated tactics. 

An emphasis on these themes will not only strengthen the concept of a regional destination, but it 

will also enhance the distinctiveness of sub-regions and corridors. The planning discussions used 

these themes in the workshop discussion to assist in gaining direction on regional initiatives and 

market positioning. 

Planning strategically for unique growth opportunities 

In addition to the five underlying themes and the value of using them to build a distinctive 

destination, the regional strategy has identified a number of other areas where the industry will 

benefit from further strategic planning. Local and sub-regional planning processes provide an 

opportunity to advance the dialogue in these areas and to ultimately contribute to the 

development of a series of regional strategic planning initiatives.  

The areas identified include: 

 Events 

 Aboriginal cultural tourism 

 Trails 

 Access 

 Research 

 Visitor services / packaging and sales 

 

The Gold Country workshop reviewed each of these areas for short term opportunities. Further 

strategic planning within the regional level and in collaboration with TOTA will be required, so 

this plan should be viewed as a working document – one that can be reviewed and updated on a 

regular basis to reflect progress and new regional initiatives.  
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Figure 1 Gold Country Themes 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

  
 
 

 

  

Local flavours 
Fruits and Veggies, 
Farmers Markets, 

Fish, 
Wineries/Cideries, Bakeries, 

 

Story-telling  
First Nations and Gold Rush, 

Museums, 
Railways, Building of BC, 

Artisan Shopping 

 

The iconic 
Fraser and Thompson Rivers, 

Limestone Mountains, 
Hat Creek Ranch, 

First Nations 
Highland Valley Mine 

 
 

 
Personal horizons  

 Geocaching,  
Western Lifestyle and History, 
Outdoors-Rafting-Hiking-Trail 

Rides-Snowmobiling-Skiing 
Festivals, Road Touring, 

Antiques 
 
 

 

Authenticity 
Gold Rush, Wild West,  
Lakes-Rivers-Desert, 

Ranches-Agriculture-Rural, 
Gateway to Interior, 

First Nations Culture, Pow-wows 
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Defining areas of focus 

This plan is focusing on select opportunities and constraints that are considered to have the 

greatest level of potential to make a difference in the shorter term and the ability to attract 

interest from all parties. 

In identifying these areas, attention was given to opportunities that had been highlighted in 

earlier plans, strategies and discussions, and to thematic elements of the regional tourism 

strategy. These included issues and opportunities related to: 

 The capacity to support community tourism planning and related initiatives. 

 The positioning of individual communities and Gold Country in the marketplace. 

 The stories and underlying physical and cultural themes associated with the region. 

 The iconic landscapes and themes, primarily the Gold Rush. 

The remainder of the full document outlines a strategic approach to moving forward with these 

focal areas, with a series of shorter-term tactics for the next 18 to 24 months. As already noted, 

this is a working document that should be reviewed and updated on a similar timeline. A process 

of regular review will allow stakeholders to identify progress, reassess priorities, and determine 

new tactics on the basis of progress and emerging opportunities. 

Vision 

As part of the workshop an exercise was conducted to create a vision statement. 

Gold Country offers a positive experience for travellers with a full range of year round 

activities and products. It is a destination with an increasing number of domestic and 

international visitors. Circle routes and new market-ready tours and services have 

increased awareness of the region’s unique historical, cultural and natural attributes. 

Partnerships between communities, First Nations and industry have led to more 

consistent and professional marketing practices, coordinated signage and infrastructure 

development, and helped integrate sustainability and environmental standards into the 

overall visitor experience. The industry has grown, generating new jobs and helping to 

diversify and expand the economic base. 
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Goals  

The following goals were identified at the workshop: 

1. Increased traffic volumes (10%-30% long term), visitor volumes (6%-8% short term) and 

tourism industry employment.  

2. Development of between three and five themes or packaged products that align with EQ 

targets.  

3. Expanded First Nations partnerships and product development. 

4. An increase in Gold Country’s budget of 2%. 

5. Increase community investment in new infrastructure such as trails and cell service.  

6. Monitor key performance indicators and report back to community partners.  

Prominent Themes and Stories  

Participants at the August 12 planning workshop were asked to identify local themes that aligned 

with the five regional themes set out in the Thompson Okanagan Regional Strategy. The 

following themes provide a very high level summary of that content:  

 Gold Rush 

 Rivers and lakes 

 Western, ranching, agriculture heritage 

 First Nations communities 

 Outdoor activities 
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S U M M A R Y  O F  O B J E C T I V E S  A N D  S T R A T E G I E S  

Building Capacity: Marketing Budget 

Objective: Increase the budget of Gold Country to leverage more partnership funding and pursue 

value-added marketing. 

Strategies: 

1. Request increases in partner funding that match inflation. 

2. Monitor margins charged for cooperative marketing activities and adjust upward to 

maximize revenues. Use EQ standards to raise the effectiveness of advertising and 

margins charged. 

3. Investigate having grant writers of partner communities prepare Gold Country 

applications for grants and partnered funding. Northern Development Initiative Trust 

(NDIT) currently sponsors grant writers in several communities and even one grant 

application per community would considerably enhance Gold Country’s access to grants. 

4. Explore options for adding fee services to enhance revenue streams.  

5. Leverage the marketing budget by increasing cooperative marketing opportunities 

through the Tourism Partners Program. 

Roles, Resources and Risks: 

 Led by GCCS with participation by partner communities.  

 Moderate time commitment 

Tourism Management Best Practices – Destination Marketing/Management Capacity 

Objective: Create and promote a destination marketing/management best practice guide for sub-

regional service delivery. 

Strategies: 

6. Adopt best practice for tourism management using international guidelines as a resource 

and resources developed through City of Merritt pilot project with TOTA 

7. Determine a monitoring, evaluation and reporting mechanism. 

Roles, Resources and Risks: 

 Led by TOTA in partnership with the City of Merritt as a pilot project for other 

communities in British Columbia. 

 TOTA to facilitate the process and draft documentation for adoption by partners. 

 Moderate time commitment. 

Building Capacity: Coordination of Destination Management  

Objective: Refine the tourism management model so that destination and product development 

tasks are led or shared by partner communities.  

http://www.destinationbc.ca/Programs/Regions,-Communities-and-Sectors/Regional-Tourism-Programs.aspx


 

 

 

Destination British Columbia    Summary Tourism Plan Gold Country - Page 12 

 

Strategies: 

8. Seek approval from partner communities and TOTA for prioritization of CTO funds for 

projects that contribute to the goals and initiatives outlined in this plan.  

9. Distribute the plan to partner communities and request harmonization of future annual 

plans.  

10. Continue to promote destination development activities to partner communities as a 

complement to marketing activities. 

Roles, Resources and Risks: 

 Led by GCCS, with assistance of partner communities and TOTA.  

 Minor time commitment. 

Events – Calendar 

Objective: Enhance GCCS’s existing on-line calendar by making it searchable and user-friendly.  

Strategies: 

11. Coordinate this initiative with implementation of the Lytton to Clinton Regional 

Economic Collaborative, which also identified event development as a tourism issue. 

12. Convert the existing calendar into a searchable online database. Alternatively, events 

could be organized and listed separately according to a simple nest hierarchy. For 

example HelloBC lists festivals and events by theme but it also has a search function by 

date, the results of which can be further narrowed by theme. The ability to do this on the 

GCCS website could allow visitors to tailor their own itineraries around events and 

festivals.  

13. Coordinate with community partner websites and HelloBC.com. 

Roles, Resources and Risks: 

 Led by GCCS, with assistance from TOTA and MJTST, community partners, First 

Nations and event hosts. 

 Moderate time commitment 

Events – Four Season Development and Coordination  

Objective: Increase the number of event focusing on off-peak seasons.  

Strategies: 

14. Coordinate this initiative with implementation of the Lytton to Clinton Regional 

Economic Collaborative, which also identified event development as a tourism issue. 

Review research on best practices in festival planning and development. Refer to: 

Destination BC resources for events; Tourism Alberta Events guide and a US planning 

example. 

15. Review other communities in BC that have successful festivals. For reference, BC’s 

festival and events listings 

http://www.destinationbc.ca/Research/Resources-for-Researchers/How-To-Guides.aspx
http://www.tpr.alberta.ca/tourism/festivals-events-manual.aspx
http://festivalsandevents.com/resources/festival-planning/index.shtml
http://www.hellobc.com/british-columbia/things-to-do/festivals-events.aspx
http://www.hellobc.com/british-columbia/things-to-do/festivals-events.aspx
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16. Using this research, identify one or two existing events that would be good candidates for 

development or expansion. Consideration should be given to winter events and festivals 

that could be partnered with operators who specialize in winter activities. 

17. Host an annual strategy planning session among event organizers to share experiences 

and establish partnerships.  

Roles, Resources and Risks: 

 Event organizers, partner communities, MJTST through the Lytton to Clinton 

Regional Economic Collaborative, with assistance from GCCS.  

 Moderate to major time commitment 

Aboriginal – Cooperation Strategy and Market-Ready Products 

Objective: Develop an integrated First Nations’ cooperation strategy with the full participation of 

local area First Nations. 

Strategies: 

18. Work with TOTA and Aboriginal Tourism BC (AtBC) in the development of a regional 

Aboriginal Cultural tourism plan. AtBC is currently working towards establishing 

regional plans in each of the six BC regions. This work is expected to move forward in 

the Thompson Okanagan in 2014. 

19. Develop a protocol agreement between local governments and First Nations that 

establishes a cooperative framework for addressing specific tourism issues of mutual 

interest or concern.  

20. Encourage First Nations and partner communities to share information regarding 

available tours, attractions and experiences.  

21. Develop a working relationship with the AtBC regional coordinator on local delivery of 

their programs and assistance in creating more Aboriginal visitor experiences. Areas of 

opportunity include: 

 Exploration and documentation of Aboriginal oral history that can be retold and 

interpreted as part of the visitor experience in Gold Country; and 

 Development of a Gold Country itinerary that could be promoted on the AtBC 

website – of the sixteen itineraries currently promoted by AtBC, none include 

Gold Country.  

22. Explore partnership opportunities with the local area First Nations in developing themed 

experiences and events, or expanding existing events. Best practices of successful First 

Nations events such as the Kamloops Pow Wow can also be researched. 

Roles, Resources and Risks: 

 First Nations, with assistance from GCCS, TOTA and MJTST 

 Potential for assistance from AtBC 

 Moderate time commitment 

http://www.aboriginalbc.com/itineraries
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Trails – Community Trail Network 

Objective: Support development of a coordinated regional trail system. 

Strategies: 

23. Review trail systems that have been successfully developed elsewhere in BC for best 

practices.  

 Multiple use trail systems in Kananasksis Country have been developed to 

accommodate motorized and non-motorized users; 

 The Shuswap Trail Alliance is a BC best practice example on how to build a 

successful regional trails system (http://www.shuswaptrailalliance.com/). Its 

speciality is mountain biking but hiking and winter trail activities are also 

accommodated. Major accomplishments include developing accountable working 

protocols with Secwepemc Nation leadership, stewardship plans, a facilitated 

community development model, a signature trail system with standardized signage, 

national and international media exposure, and millions of dollars of leveraged 

funding for the maintenance and expansion of the system. 

 The Regional District Okanagan-Similkameen has taken a lead role in the 

management, development and promotion of the District’s regional trail system, 

including portions of the Kettle Valley Railway (http://www.rdos.bc.ca/?id=141). It 

has a searchable on-line inventory and interactive maps. 

24. Identify key partners for assistance in preparing a development framework. 

 Discuss with the Ministry of Jobs, Tourism and Skills Training how the provincial 

trails strategy and commitments made in the Lytton to Clinton Regional Economic 

Collaborative can be applied to support trail development. 

 Discuss with the TNRD mapping opportunities and other resources that could be 

contributed to the project, similar to the Okanagan Similkameen project. 

25. Identify key stakeholders such as trail user groups who would be interested in 

collaborating on trail development. 

26. Identify grants, funds and contributions from government and partners. 

27. Create a Trail Task Force that would undertake the inventory and make recommendations 

for the establishment of a permanent trail council and trails master plan (similar to the 

Shuswap). 

28. Compile a trail inventory, starting with the Ministry of Jobs, Tourism and Skills Training 

approved recreation site and trail system (http://www.sitesandtrailsbc.ca/default.aspx).  

Roles, Resources and Risks: 

 Partner communities, TNRD, TOTA with assistance from GCCS.  

 Major time commitment from volunteers and a minimum $10,000 in cash costs for 

the inventory. 

http://www.shuswaptrailalliance.com/
http://www.rdos.bc.ca/?id=141
http://www.sitesandtrailsbc.ca/documents/Trail_Strategy%20for_BC.pdf
http://www.sitesandtrailsbc.ca/documents/Trail_Strategy%20for_BC.pdf
http://www.sitesandtrailsbc.ca/default.aspx
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Access – Signage Program 

Objective: Create a region-wide directional and way-finding signage program. 

Strategies: 

29. Coordinate this initiative with implementation of the Lytton to Clinton Regional 

Economic Collaborative, which also identified signage as a tourism issue. 

30. Establish a signage Task Force for documenting, auditing and prioritizing signage in the 

Valley.  

31. Develop a guideline or policy for signage to regulate the program.  

a. Review the Community Signage Manual published by the Tourism Resource 

Innovation Project (TRIP). This resource will provide a step by step guide to 

developing a community signage program. 

b. Establish a cooperative signage process for local government, tourism and 

community service operators 

c. Identify priorities for facility, community and directional signage, focusing on 

off-highway uses or on private property 

d. Establish design standards to include the Gold Country logo 

e. Outline procedures for funding, producing and erecting the signs 

Roles, Resources and Risks: 

 Partner communities, MJTST and MOTI, with assistance from GCCS and NDIT.  

 Moderate time commitment, approximately $5,000 for producing manual; design and 

signage costs are to be determined. 

Access – Highway Development 

Objective: Improve conditions of regional highways to facilitate visitor travel.  

Strategies: 

32. Prepare a joint policy statement for partner communities that can be presented at UBCM 

and other events. The policy would state recommendations for the issues outlined above. 

33. Conduct research on the costs associated with poor highways including lost economic 

opportunities, higher travel times and higher costs to human safety.  

34. Investigate the installation of permanent count stations in the region so communities have 

the ability to track vehicle volume trends.  

35. Work with other organizations such as the TNRD, the BC Trucking Association and BC 

Road Builders and Heavy Construction Association. Submit findings to TOTA to assist 

in developing a comprehensive understanding of access issues. The TOTA Board of 

Directors is committed to exploring ways of raising the profile of access concerns and to 

working with provincial partners in identifying ways of addressing these constraints. 

http://ruraltourismmarketing.com/Community_signage_new.pdf
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Roles, Resources and Risks: 

 Partner communities, with assistance from GCCS.  

 Minor to moderate time commitment, approximately $2,000 for producing policy 

statements and documenting opportunity costs. 

Access – Cell Coverage 

Objective: Improve cellular services in the region. 

Strategies: 

36. Coordinate this initiative with implementation of the Lytton to Clinton Regional 

Economic Collaborative, which also identified cellular and broadband services as an 

economic development issue. 

37. Develop a research brief documenting services that are available by community and rural 

area and where service gaps exist.  

38. Identify key stakeholders, including strategic partnerships with small service providers.  

39. Prepare a policy statement on expected coverage and level of service. 

40. Bring forward policy and strategy recommendations to UBCM 

Roles, Resources and Risks: 

 Partner communities, service providers, TNRD, MJTST, with support from GCCS.  

 Minor time commitment. 

Research – Inventory 

Objective: Develop and maintain a local destination inventory of unique features, experiences, 

tourism products, events and stakeholders that can serve as a research base.  

Strategies: 

41. Compile data to create a master inventory of destination and operator information 

42. Incorporate completed inventory into the official consumer website for Gold Country 

43. Create an additional component that would include all organizations directly or indirectly 

involved in tourism development and marketing. This would include government, 

community clubs, industry groups and individual operators.  

44. Develop a maintenance schedule for the tourism inventory. Ensure the inventory is web-

accessible so it can be maintained and updated as a real time snapshot of the industry. 

(Web access through security codes allows various users to access back-end systems 

remotely). 

Roles, Resources and Risks: 

 Led by TOTA as a pilot project with the City of Merritt with assistance of Baillie 

House visitor services for the Nicola Valley area, work with Gold Country for all 

other areas and consult with Tourism Nicola Valley and other community groups as 

appropriate 
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 To be maintained by the GCCS in partnership with the visitor centres throughout the 

Gold Country region in partnership with TOTA 

 Moderate time commitment 

Research – Heritage and Culture Market Profile 

Objective: Develop a better understanding of visitors to the region and in particular heritage 

visitors to facilitate marketing and product development activities.  

Strategies: 

45. Consider the cost / benefits of the Canadian Tourism Commission Explorer Quotient 

(EQ) sub-license program with TOTA on behalf of all Gold Country communities to 

ensure access to all related marketing profiles and cooperative activities. 

46. Consider utilizing TOTA’s new market research services that will be launched in the fall 

of 2013.  EQ sub-licence holders will be offered preferential rates and will be given the 

opportunity to access customized research on key market segments. 

47. Utilize visitor centres to coordinate collection of visitor information that conforms to EQ 

standards. At a minimum Visitor Centres need to focus on acquiring postal codes of 

visitors that are in the area. These postal codes in turn can be used to verify the EQ visitor 

types and to capture more detailed profile data on key segments. 

Roles, Resources and Risks: 

 Led by TOTA and GCCS, cooperation from visitor centres and operators. 

 Minor to moderate time commitment. 

 EQ sub-license $2,000 annually plus EQ workshop costs 

 New TOTA research program fees estimated for fall 2013 launch (Environics/Prizm) 

Target Markets 

Using the Canadian Tourism Commission EQ program explorer types for Gold Country include: 

Cultural Explorer’s and Authentic Experiencers.  

Geographic targets: BC (primarily lower mainland); Alberta and Washington state. 

International visitors that frequent the region include: United Kingdom, Germany, Netherlands, 

and Australia. 

Key visitor types for Gold Country includes: 

 Primarily leisure travellers (Free Independent Travellers (FIT) and small groups) 

 Visiting friends and relatives 

 Touring (circle tours, routes, corridors) 

 Outdoor recreation (hiking, biking, fishing) 

 Regional destination products (country music, western culture, ranching) 

 Business travellers (small meetings, conferences and events) 
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Positioning and Marketing 

Objective: Align the destination market positioning to appeal to current market profiles. 

Strategies: 

48. Undertake a re-positioning exercise to support the destination brand.  

49. Continue to build the image bank targeted to the EQ explorer types for Gold Country.  

50. Develop a graphic standards manual and brand book that reflects the new re-positioning 

of the Gold Country destination brand.  

51. Re-develop the layout and content for the official visitor guide and website that reflects 

the brand re-positioning.  

52. Re-develop the official destination website www.exploregoldcountry.com utilizing 

responsive design techniques and EQ principles.  

53. Expand product packaging and itinerary development 

54. Maintain the sub-license agreement with TOTA for the Canadian Tourism Commission 

Explorer Quotient program.  

Roles, Resources and Risks: 

 Gold Country Tourism, TOTA (pilot project with TOTA, refer to Similkameen 

Valley case study) 

 Timeframe: October 2013-March 2014 through pilot project with TOTA for brand re-

positioning, content development and responsive design website. 

 Costs: Shared costs, net of GST through Community Tourism Opportunities funding 

(CTO funding approved for timeframe above at 50% ratio $21,000 CTO funds, also 

includes festival promotional activities). 

Integrated Promotional Mix 

Objective: Refine the promotional mix of marketing activities that raise awareness of the Gold 

Country area as a travel destination with its current experience appeal based on EQ principles in 

key markets. 

Strategies:  

55. Develop a Gold Country cooperative marketing plan for 2015 with increased 

leveraging. Identify promotional tactics utilizing the Tourism Partners Program and 

intake procedures due end of September 2014. Leveraging resources with operators 

through the regional DMOs can extend the Gold Country budget. 

Roles, Resources and Risks: 

 GCCSC with partnerships to be determined 

 Minimal time, fall annual planning cycle  

 Costs: One time cost for graphic standards and brand book, ongoing costs for image 

bank, website development and annual guides 

http://www.totabc.org/corporateSite/index.php?cID=182
http://www.totabc.org/corporateSite/resources/news/similkameen-valleys-pilot-project-reaches-milestone/
http://www.totabc.org/corporateSite/resources/news/similkameen-valleys-pilot-project-reaches-milestone/
http://www.totabc.org/corporateSite/marketing/tourism-partner-programs/
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Visitor Services 

Objective: Align visitor services programming with destination marketing activity and maintain 

the industry inventory.  

Strategies: 

56. Establish a Community Visitor Ambassador program.  

57. Continue annual FAM tour program. 

58. Compile visitor statistics. 

 Roles, Resources and Risks: 

 Gold Country with local visitor centres; Inventory pilot project with TOTA 

 Gold Country with local visitor centres  

 Minimal time commitment 

 Costs: Design, print and distribution costs for “business cards” promoting the official 

website, visitor centres and social media accounts. WorldHost training (online and in-

region options available).  

Monitoring and Evaluation 

Objective: Maintain and enhance a tracking and evaluation program that is directly associated 

with the goals and objectives of the tourism plan.  

Strategies: 

59. Maintain the strategic planning process.  

60. Produce an annual tourism report.  

61. Track the marketing program.  

Communications  

Objective: Enhance the communications system and protocols to keep stakeholders informed and 

connected. 

Strategies: 

62. Use the tourism inventory as a communications contact database. Utilize for broadcast 

email communications. 

63. Create an industry section on the Gold Country website with news, inventory 

information, industry and market intelligence and business advisory resources for the 

local industry. (TOTA is developing an online resource for each community/sub-region 

for access by community tourism representatives). 

64. Conduct online surveys to industry. Utilize Survey Monkey cloud system for quick 

surveys. 

65. Conduct annual tourism planning meeting: Work with TOTA to conduct an annual 

planning workshop. 
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66. Issue press releases to local media: At appropriate intervals, draft joint press releases with 

tourism partners. 

Roles, Resources and Risks: 

 GCCS as part of annual AGM requirements 

 TOTA resources with report sample 

 Costs: Meeting costs, website page set-up, Survey Monkey subscription service 

 Minimal time commitment 


