
  
 

 
 

THE CORPORATION OF THE CITY OF VERNON 
 

TOURISM COMMISSION MEETING 
WEDNESDAY, JANUARY 19, 2022 8:00 AM 

 
IN PERSON ONLY 

 
OKANAGAN LAKE ROOM (COUNCIL CHAMBER) CITY HALL 

 
 

A G E N D A 
 
 

1. ORDER 
 

2. LAND ACKNOWLEDGEMENT: 
As chair of the City of Vernon’s Tourism Commission, and in the spirit of this 
gathering, I recognize the City of Vernon is located in the traditional territory of the 
Syilx people of the Okanagan nation. 
 

3. ADOPTION OF AGENDA 
 

4. ADOPTION OF MINUTES 
December 15, 2021 (attached) 

 
5. UNFINISHED BUSINESS 

 
NEW BUSINESS 
a) Introductions – Round Table 

 Name, organization, sector 
b) Corporate Services Orientation 
c) Election of Chair & Vice Chair 
d) 2022 Tactical Marketing Plan Update 
e) Visitor Guide Ad Sales Now Open 
f) Co-op Marketing Program – Call for volunteers for sub-committee  

 
6. NEXT MEETING 

The next meeting of the Tourism Commission is scheduled for 
Wednesday, February 16, 2022 at 8:00 a.m., and will be a Five-Year 
Strategic Plan Engagement Session from 8:00 am to 12:00 pm - Location to 
be determined. 

 
7. ADJOURNMENT 
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THE CORPORATION OF THE CITY OF VERNON 

 
MINUTES OF THE 

TOURISM COMMISSION MEETING 

HELD WEDNESDAY, DECEMBER 15, 2021 

OKANAGAN LAKE ROOM - 8:00 AM 

 
PRESENT: 

 
 
 
 
 
 
 
 
 

NON-VOTING: 
 
 

ABSENT: 
 
 
 
 

STAFF: 
 

 
 
 
 

Claus Larsen, Accommodation Provider (Chair) 
Councillor Gares, City of Vernon (Appointed Member) 
Gale Woodhouse, Arts & Culture 
Michael Van Horne, Golf 
Brett Woods, Biking 
Troy Hudson, Ski 
Ricardo Smith, Sports & Events 
Kevin O'Brien, Attractions 
Dauna Kennedy, Arts & Culture 
 
Mayor Cumming (Alternate) 
Ian Jenkins, Silver Star Mountain Resort (Non-Voting) 
Councillor Teresa Durning, City of Vernon (Appointed for 2022) 
 
Clinton Bialas, Restaurant 
Bobby Bissessar, Accommodation Provider 
Richard Rolke, Greater Vernon Chamber of Commerce 
Michael Fotheringham, Okanagan Indian Band 
 
Hannah Lucich, Tourism Coordinator 
Karen Savill, Administrative Assistant 
John Perrott, Manager, Economic Development & Tourism 
Torrie Silverthorn, Manager, Tourism 
Tracy Mueller, Committee Clerk 
 

ORDER The meeting was called to order at 8:02 AM 
 

LAND 
ACKNOWLEGEMENT  

As Chair of the City of Vernon’s Tourism Commission, and in the spirit 
of this gathering, I recognize the City of Vernon is located in the 
traditional territory of the Syilx people of the Okanagan Nation. 
 

Before the start of the meeting, the Chair and members of the Commission extended sincere 
gratitude to Councillor Gares for her support, guidance, and encouragement over what has been 
an extremely difficult and challenging time. 
 
Councillor Teresa Durning was welcomed as the newest member of Council; staff noted that she 
was recently appointed to the Tourism Commission as part of her new portfolio and will officially 
begin serving on the Commission in January 2022. 
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ADOPTION OF 
AGENDA 
 

Moved by Kevin O'Brien seconded by Mike Van Horne: 
 

THAT the agenda for Wednesday, December 15, 2021, Tourism 
Commission meeting be adopted. 

CARRIED. 

ADOPTION OF 
MINUTES 

Moved by Dauna Kennedy, seconded by Troy Hudson: 
 

THAT the minutes of the Tourism Commission meeting held 
Wednesday, November 17, 2021, be adopted. 

 
CARRIED. 
 

 UNFINISHED BUSINESS: 
 
 

 NEW BUSINESS 

2022 TACTICAL 
MARKETING PLAN 
UPDATE 

 Staff noted they conducted a preliminary meeting of the 
Marketing Committee; some of the key items discussed were as 
follows: 

 
o 2022 Tour Operator Event - Merits of a hosting a Tour 

Operator event in the Lower Mainland. 
o International Marketing Campaign - The Committee will 

keep a close eye on opportunities; staff clarified this 
particular initiative will be dependent on what flights are 
coming in from the Kelowna International airport. 

o 2022 Tactical Plan - The Committee will work on creating 
a Tactical Plan in 2022. 

o Next Meeting - The next meeting of the Marketing 
Committee will be held in early January 2022. 

 
MRDT RENEWAL 
UPDATE 

 Municipal and Regional District Tax (MRDT) expires in 
January 21, 2023.  Staff noted that the MRDT program was 
introduced to raise revenue for local tourism marketing, 
programs, and projects. 

 
 Staff have requirements to meet to get the hotel tax renewal; one 

of the requirements is the renewal of the 5-year Strategic Plan.  
Staff noted that it is an interesting year because the City of 
Vernon is also at the end of the 5-year Business Strategy. 

 
 Part of the process will involve speaking with the hoteliers, the 

plan will be launched on January 25, 2022. 
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 The plan will include invitations for members of the community to 
participate in two (2) public engagement as follows: 

 
o Zoom Meeting Session - There will be a large public 

engagement session conducted on Zoom and it will be a 
three-hour session. 

 
o Tourism Engagement Session - There will also be a 

special three-hour Tourism Engagement session.  The 
date will be February 2, 2022, from 9 - 12 Noon in order 
to receive public input on the proposed 5-Year Plan.  The 
meeting will be scheduled in person on the Council 
Chamber. 

 
 The engagement pieces will shed light on the strengths of the 

program and areas for improvement. 
 

 Staff, in response to a question from the Commission advised 
that the current plan expires on January 1, 2022.  Staff further 
clarified that the new plan should be ready to present in April. 

 
 Mayor and Council will be invited to the two (2) Public Information 

sessions in January. 
 

COMMISSION 
MEMBER 
APPOINTMENT 
UPDATE 

 Staff noted that Council appointments have been completed and 
that the letters of gratitude and appointment renewals will be sent 
out from Legislative Services. 

 There were a lot of reapplications for the Commission, there was 
healthy competition for new spots and there will be a couple of 
new faces in 2022. 

 Staff sincerely thanked Councillor Gares for her guidance, 
advocacy and public support of the Commission's goals and 
objectives during her appointed term as a member. 

 
COMMUNITY HOLIDAY 
EVENT UPDATE 
 
 
 
 
 
 
 
 
 
 

 Staff provided a verbal update regarding the City of Vernon 
events calendar:  https://calendar.tourismvernon.com/ 

 The tourism website events calendar visitor activity, month-over-
month is up 28%. 

 Staff noted that a lot of people are planning for their holidays 
while visiting friends, family and visiting SilverStar Mountain 
Resort. There has been a lot of good engagement with the site. 

 All members of the Commission were invited to advise staff of 
their upcoming events and activities and have them posted on 
the calendar. 
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LETTERS OF 
SUPPORT / GRANT 
FUNDING 

 
 The Province published their list of all the organizations that were 

awarded grant funding. 
 

 In Vernon there were 10 tourism organizations that received 
grants; of those 10, the Tourism Commission provided letters for 
the following: 

 
1. Freaky Creeky; 
2. BC Winter Games; 
3. Okanagan Military Tattoo; 
4. Okanagan Rail Ride; 
5. Vernon Winter Carnival; 
6. Women’s Bombshell Enduro; and 
7. Kal Classic Stand Up Paddle (SUP) Festival. 

 
 Staff noted this is just one example of where the Commission 

has made a direct impact within our local community. 
 
 

TERM WRAP UP  The Commission thanked Mayor Cumming and noted that his 
contribution and leadership is appreciated in terms of advocacy 
at the Council table. 

 
 It was discussed that it has been one of the most challenging 

terms ever due to COVID-19 and weather events and the trickle-
down impacts both have had on the tourism sector. 

 
 Staff noted that it has been an honour to share in the 

opportunities and collectively navigate the challenges that have 
presented over the past year. 

 
 Everyone on the Commission is optimistic regarding the 

direction that Vernon is heading.  There are some very unique 
things happening within the community and some amazingly 
creative ideas that would have not, under normal 
circumstances, been even thought of that are now coming 
forward because businesses have been forced to pivot. 

 
 Staff thanked all members of the Commission for the 

tremendous impact they have had in making Vernon a better 
place to live, work and play. 
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ROUNDTABLE 
DISCUSSION - WRAP 
UP THOUGHTS 

Staff posed the following two (2) questions to members of the 
Commission for their consideration and comment: 
 

1. What is everyone most proud of accomplishing as a 
member of the Commission? 

 
2. What do you hope to see happen for Tourism in Vernon 

moving forward? 
 
A summary of feedback received from members of the Commission is 
as follows: 
 

What is everyone most proud of accomplishing as a member 
of the Commission? 

 
 With COVID-19 the group as a whole has done a very good job 

with maintaining positive messaging. 
 

 Very proud of our Council leadership, the members of the 
Commission and how resilient staff is. 

 
 The group has always felt very supportive even during 

challenging times. 
 

 Working as a member of the Commission has been a real joy.  
This group has come together with open minds and smiles on 
their faces even during adversity.  Many businesses have 
pivoted more than once and reached beyond what they 
anticipated to secure what little market share was left among the 
changing rules that everyone has had to deal with.  A lot of the 
adaptations are going to stick and we will be able to forge new 
foundations. 

 
 COVID-19 does not necessarily have the same negative 

connotations anymore.  As a group we have realized that we 
can do a lot more with what we have.  This Commission has 
done an exceptional job in creating a new fresh vision.  Job well 
done to the Commission and the Community as a whole - we 
have all rallied together and not just stayed in our own individual 
silos. 

 
 It has been gratifying to see the group continue to function and 

keep inspiring each other.  Arts and Culture is very high on 
inspiration and creativity.  Grateful that there is still enthusiasm 
for people visiting our community. 
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 It has been deeply moving to see the level of commitment for 
the individuals who are members of the Commission in guiding 
the City toward a global tourism market.  

 
The Chair thanked everyone for all the great work that has been done 
thus far and acknowledged the dedication of all serving members of 
the Commission. 
 
Mayor Cumming left the meeting at 8:27 AM 
 

What do you hope to see happen for Tourism in Vernon 
moving forward? 

 
 Looking forward to continuing as a part of this group. 

 
 Looking forward to more partnerships and initiatives; out of crisis 

came creativity and success. 
 

 Bringing back events to the City of Vernon and hosting 
exceptional events.  We are on the cusp of great things and the 
last two weekends showcased that Vernon can be an 
international industry in the tourism sector. 

 
 There is a ton of opportunity for continued collaboration and 

building success. 
 

 It has been a great opportunity and sometimes we sell ourselves 
short sometimes of what a great place Vernon is. 

 
Mayor Cumming rejoined the meeting at 8:37 AM 
 

 Golf, stand up paddle board, summer biking, the Cultural 
component has really come on and there has been a significant 
different in the quality of product that we have been providing 
and what is available in terms of supply. 

 
 These kinds of things were very in the infancy a few years ago, 

a difference in the quality and breath of the product.  It was good 
before, it is wider broader and overlap things going on. 

 
The Mayor thanked everyone on the Commission for their collaborative 
approach and contributions toward enhancing tourism in the City of 
Vernon. 
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HOTEL MRDT 
COLLECTION 
TRACKING MONTHLY 

 Staff provided the Commission with a brief overview of statistics 
as follows: 

 
o The last strategic plan did its job and catapulted the City 

into the spotlight as a tourist destination. 
o The first year MRDT was enacted was in 2011, at that time 

the fund was just under $400K. 
o When tourist travel to Vernon has been at its peak (during 

non COVID-19) we have seen over $1M in revenue. 
o When COVID-19 occurred, the revenue dropped but 

given the challenging circumstances it has been an 
astounding year as we have realized $376K in revenue. 

o Staff shared that from 2016 - 2020, for every month of 
MRDT collection, the City has been above the targets set 
out within the 5-year goals. 

 
 Staff will be providing additional insights and statistics for 

Commission review in early 2022. 
 

 A member of the Commission noted that some other 
communities have encountered reluctance when they go to 
conduct their renewal programs.  It was discussed that the 
members of the Commission will assist in continuing to foster 
education and advocacy and speak with their colleagues and 
contacts within the industry to focus on the positive benefits of 
contributing to the MRDT. 

 
 Staff clarified that Education is key and that capacity has also 

been a challenge.  With new team members coming online within 
the Tourism and Economic Development Department education 
can be rolled into the communication plan. 

 
 Staff further noted that the Tourism Industry Conference will be 

managed a bit differently in 2022, with the focus on gathering 
partnerships, and creating a focal point for industry education, 
establishing ambassadors as well as evolving and growing both 
the local expertise and expanding social networks. 

 
 There will be detailed plan with steps and milestones.  Staff noted 

that July 1, 2022 is the date that everything that needs to be 
finalized and put forward to the Province. 
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COVID-19 PASSPORT 
REMINDER 

 Staff noted that Kim Flick, Director, Community Infrastructure 
and Development, will be attending the January Tourism 
Commission meeting for the purpose of checking COVID-19 
passports before the start of the meeting as per the City of 
Vernon Policy. 

 
 If members have concerns please reach out to the staff liaisons. 

 
DATE AND TIME OF 
NEXT MEETING 
 

The next meeting of the Tourism Commission is scheduled for 
Wednesday, January 19, 2022 at 8:00 AM. 
 

ADJOURNMENT Moved by Dauna Kennedy, seconded by Brett Woods: 
 

THAT the Tourism Commission meeting of December 15, 2021 be 
adjourned. 

 
CARRIED. 

 
The Tourism Commission meeting adjourned at 8:52 AM 
 

 CERTIFIED CORRECT: 
 
 
 
__________________________ 
Chair 
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Thank you to the Tourism Commission whose input was 
valuable in creating this tactical marketing plan:

Council
Councillor Kari Gares
Mayor Victor Cumming 
(Alternate)

Accommodation 
Providers
Claus Larsen (Chair)
Bobby Bissessar
David Gibbs
Samantha Jones

Arts & Culture
Gale Woodhouse
Dauna Kennedy  
(Vice Chair)

Attractions Sector
Kevin O’Brien

Biking Sector
Brett Woods

Golf Sector
Michael Van Horne

Restaurant Sector
Clinton Bialas

Ski Sector
Troy Hudson

Sports & Events
Ricardo Smith

Greater Vernon 
Chamber of Commerce
Richard Rolke

Downtown Vernon 
Association
Susan Lehman

Okanagan Indian Band
Mike Fotheringham

SilverStar Mountain 
Resort  
Ian Jenkins (Non-Voting)

55

DRAFT
DRAFT



6 TOURISM VERNON 2022 PLAN6 TOURISM VERNON 2022 PLAN

DRAFT
DRAFT



EXECUTIVE SUMMARY
Tourism Vernon’s 2018-22 Tourism Strategic Business Plan and 2022 Tactical Marketing Plan provide detailed 
descriptions of Tourism Vernon’s goals, strategies and target markets based on Vernon’s product offering as a 
destination. Throughout this remarkable time, Tourism Vernon has adapted its marketing and messaging to 
align with Public Health Officer (PHO) orders and advisories. Keeping our community safe and adhering to 
public health orders will always be a priority. At the same time, a pent-up demand for travel exists and Vernon’s 
unique product offering stands to capture its market share of travelers seeking domestic destinations with 
exceptional outdoor experiences. The 2022 Tactical Marketing Plan lays out goals, strategies and tactics that aim 
to encourage travelers seeking this type of holiday to explore Vernon. 
While a pent-up demand for travel exists, COVID 19 testing requirements will impact the ease of air travel 
for some time. For this reason, an emphasis on domestic drive markets, including all parts of BC and Alberta, 
will take place across most 2022 tactics. The Ontario market has shown growing interest in the Okanagan and 
Tourism Vernon will also create campaigns specifically targeting Ontario audiences throughout 2022. 
Summer and winter remain Vernon’s top tourism seasons. In order to extend economic impacts into the shoulder 
seasons, Tourism Vernon will continue to target applicable markets with increasing activity headed into spring 
and fall. While some travel trade and tour operator activity are likely to resume in 2022, group travel will be 
slower to recover compared to other markets. For this reason, capturing the Free Independent Traveler (FIT) and 
Visiting Friends and Relatives (VFR) markets is the focus of many of Tourism Vernon’s tactics. 
While traditional marketing and media are still at the core of 2022’s plan, an emphasis on digital tactics can 
also be found throughout this plan. Digital campaigns address the growing demand for online information, 
provide detailed data and insights and allow staff to make quick, micro adjustments to how and who a campaign 
is targeting. A database of high-quality photo and video content is important to the success of any digital 
marketing campaign. For this reason, staff will take on several projects in 2022 aimed at creating authentic, 
engaging content featuring Vernon’s attractions, environment, community and activities.
Despite seemingly endless challenges, visitation to Vernon remained healthy throughout 2021. Municipal & 
Regional District Tax (MRDT) in Vernon hovered near, and at some points above, the five-year rolling average, 
and 2022 MRDT revenue is forecast to be near pre-pandemic levels. In keeping with our positive momentum, 
Tourism Vernon will see the addition of two new team members and a new website in 2022. The visitor servicing 
focused role and digital content focused role will both allow staff to create more content in-house, improve our 
ability to assist visitors and engage with local industry in a more proactive way. A new website will also serve to 
grow Tourism Vernon’s ability to serve visitors online and promote Vernon in new and exciting ways.
As we enter the final year of Tourism Vernon’s 2018-22 Tourism Strategic Business Plan and staff work towards 
a Municipal & Regional District Tax (MRDT) renewal and new five-year strategy, 2022 stands to be a year 
of exciting transition. Our local tourism sector can be proud that, amidst heat domes, wildfires and a global 
pandemic, visitation to Vernon remained strong. During a time when other destinations similar in size have 
truly struggled, our community saw two of its largest MRDT collection months on record. This speaks to the 
opportunities we have ahead of us and the need for a more aggressive approach to our tactics and position.  
2022 will be a great year for tourism in Vernon.
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2018-2022 STRATEGIC DIRECTION

The 2018-22 Tourism Strategic Business Plan sets the goals and vision for Tourism Vernon to December 
31, 2022. The strategy was developed with significant input from stakeholders and was endorsed by the 
Tourism Advisory Committee (now Tourism Commission) and City Council. The 2022 Tactical Marketing 
Plan has been developed to continue to implement the goals and objectives identified within the Strategic 
Business Plan. 
The information below is a high level summary of the strategic framework as outlined in 2018-22 Tourism 
Strategic Business Plan. A full copy of the 2018-22 Tourism Strategic Business Plan is available online: https://
www.vernon.ca/sites/default/files/docs/community-economic/tourism_vernon_business_strategic_plan_-_final_
ammended.pdf.
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Inspire Visitation 
through Focused 
Marketing

Inspire increased 
visitation to Vernon 
through targeted 
marketing efforts.

Activate Strategic 
Marketing 
Partnerships

Leverage strategic 
tourism partners to 
extend marketing 
reach and 
effectiveness.

Enhance 
Destination 
Appeal

Create greater 
destination 
experience and 
product appeal to 
better compete with 
other Thompson 
Okanagan and BC 
destinations. 

Provide 
Visionary 
Leadership

Provide innovative 
and inspiring 
leadership through 
effective destination 
management and 
organizational 
structures.

VISION
Be the most innovative and effective DMO in 
the Thompson Okanagan in motivating our 
community and partners to grow in excellence, 
and inspiring our target markets to experience 
our destination.

MISSION
It is the mission of Tourism Vernon to promote, protect 
and enhance Vernon’s position as one of North America’s 
premier holiday and lifestyle destinations through leading 
the execution of targeted marketing programs, supporting 
destination development programs and advocating for 
the sustainable growth of tourism in Vernon.

GOALS
It is the desire of Tourism Vernon’s stakeholders 
to see a realistic stretch target that demonstrates a 
stronger growth rate in Vernon than the provincial 
average. Baseline research by Tourism Vernon will 
be continually required to determine the current 
performance measurement of these objectives and 
continue to establish targets for the future.

STRATEGIC FRAMEWORK
Four strategic areas have been identified to drive 
the Strategic Plan and ensure Vernon is aggressively 
taking advantage of short term opportunities as well as 
preparing for the long term future. 
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TARGET MARKETS
The primary target markets have been derived and adapted from those found in the 2018-22 Tourism Strategic 
Business Plan.

PRIMARY
• Leisure

• Active travelers
• Geographic: 

• Lower Mainland / BC markets
• Northern Alberta / Edmonton 
• Southern Alberta / Calgary
• Ontario

• EQ Profiles: Free Spirits, Cultural Explorers, 
Authentic Experiencers, Rejuvenators

• Free Independent Travelers (FIT)

• Visiting Friends and Relatives (VFR)

SECONDARY
• Okanagan Day Trippers/Regional Market

• Sports & Cultural groups that meet public 
health guidelines

• Hyper-Local

MONITOR
• Travel Trade – Tour Operators

• Washington – Seattle/Spokane

• Large Events and Sport & Cultural Groups
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DEMAND GENERATOR THEMES
Six demand generators / market segments have been identified for Vernon. 
These have been identified through research and stakeholder feedback. 
Future marketing and development initiatives should endeavor to include 
these themes.   

• Leisure Market – Outdoor Recreation

• Consumer research demonstrated that Vernon’s appeal to visitors 
includes its scenery, lakes, and outdoor activities.  Almost three-
quarters of visitors participated in outdoor activities.

• Includes: hiking, cycling (trail/road), mountain biking, water sports, 
golf, downhill skiing, nordic skiing, snowshoeing, wildlife viewing, etc.

• Leisure Market – Festivals and Events

• Festivals and Events are strong travel motivators and have been 
identified as a key opportunity to attract shoulder season visitation. 
Festivals and Events can support and enhance other demand 
generators, e.g., mountain biking events, golf events, agritourism 
festival, ski event, sport tourism event, etc.

• Includes cultural and performing arts events

• World Class Resort-Based Experiences

• Specific demand generator for targeted resort-based experiences, 
including Predator Ridge (golf ), Sparkling Hill (health and wellness), 
and SilverStar Mountain Resort and Sovereign Lake Nordic Centre 
(winter)

• Leisure Market – Small Town Charm

• Consumer research demonstrates that Vernon’s appeal to visitors 
includes the downtown and its small town charm, as well as the people 
in Vernon

• Downtown 
• Culinary & Agritourism
• Family Friendly, including attractions, heritage sites, etc.
• Vernon People

• Sports Tourism

• Travel Trade – Free Independent Travelers (FIT) and Group Tours
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SUSTAINABLE TOURISM & CLIMATE ACTION
Tourism Vernon initiates and incorporates sustainable approaches to local tourism and marketing each year. 
Sustainable development embraces all aspects of a healthy, thriving world and can be actioned at the Destination 
Marketing Organization (DMO) level on a daily basis through thoughtful, well informed decisions. Aligned 
with Destination Canada, Destination BC, the Thompson Okanagan Tourism Association and the City of 
Vernon, Tourism Vernon is continuously engaged and growing with sustainable practices as a pillar. 
The City of Vernon’s mission is to provide effective and efficient local government services that benefit our 
citizens, our businesses, our environment and our future. City Council is committed to reducing our greenhouse 
gas emissions and responding to the impacts of climate change by taking strategic, practical and sustainable 
actions and Tourism has an important role to play in these actions. Encouraging sustainable tourism practices 
through thoughtful marketing, community collaboration and visitor education are just a few steps staff have 
taken towards reducing tourism’s environmental impact on our community. To review the City of Vernon’s 
Climate Action Plan, visit: Climate Action | City of Vernon

At a regional level, Tourism Vernon staff support and engage regularly with the sustainability efforts of the 
Thompson Okanagan Tourism Association (TOTA). As outlined in TOTA’s 10 Year Regional Tourism Strategy, 
long term goals for our region include an unwavering commitment to a “sustainable and responsible tourism 
industry”. At a national level, Tourism Vernon staff join their peers on an annual basis at the IMPACT 
Conference, a national discussion on the tourism industry’s impact on Canada’s economic, social, environmental 
and cultural fabric. IMPACT’s goal is to align the Canadian tourism industry, as well as stakeholders and 
communities touched by tourism, behind a vision to achieve economic, social and environmental sustainability.
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2022 MARKETING 
GOALS & 
OBJECTIVES

• Capitalize on the existing demand for 
outdoor leisure travel by promoting 
Vernon’s exceptional outdoor 
experiences and complimenting 
activities to high volume and high 
value target markets

• Promote Vernon’s product offering to 
high value markets with high impact 
promotions

• Encourage repeat travel and visitor/
consumer delight through elevated 
visitor and destination experiences

• Inspire local and regional citizens to 
refocus their unmet desire to travel on 
Vernon’s offerings

• When it is appropriate to do so, 
promote Vernon as a destination to 
international markets

• Capture the FIT and VFR market in 
new and creative ways

• Continue to build visitation to Vernon 
in the shoulder seasons

• Improve and grow engagement across 
all Tourism Vernon’s owned marketing 
channels

2022 STRATEGIES
HOW WILL WE ACHIEVE THESE GOALS?

• Promote initiatives that increase awareness of 
responsible tourism, length of stay and visitor yield 
while encouraging return visitation, with a focus on the 
shoulder seasons

• Gather Vernon-specific data to better understand micro 
and macro tourism trends specific to our community

• Tell Vernon’s lesser known story of arts and culture, 
history and hidden gems

• Heavy use of digital marketing tactics to allow versatility 
in our campaigns (i.e. easy to adjust demographics as 
travel restrictions and consumer behavior change)

• Enhance audience engagement with Tourism Vernon’s 
channels by promoting content, events and attractions 
that appeal specifically to key market segments

• Enhance mobile and digital visitor servicing program: 
assist potential visitors and existing visitors that we 
may not have reached otherwise and provide them with 
timely, helpful information in new, innovative ways

• Create ambassadorship and local pride in Vernon 
residents generating positive word-of-mouth marketing 
(an exceptionally powerful and often overlooked 
marketing tool)

• Push audiences to partner websites to encourage 
conversion and revenue

• Continue to build our owned video and photo asset 
library that can be used as multi-purpose promotional 
tools, allowing staff to easily and quickly create or adjust 
content for marketing campaigns, and repurpose existing 
assets for new campaigns

• Encourage collaboration and product development 
through industry education and engagement

• Pursue strategic partnerships with local, regional and 
provincial partners to pool marketing funds and extend 
promotional efforts

• Improve brand control and brand identity through 
enhanced quality control over consumer-facing content 
and revisiting internal communication and branding 
policies
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SECTORS OF FOCUS
DEMAND-GENERATING SECTORS THAT TOURISM 
VERNON WILL COLLABORATE WITH CLOSELY

Hiking, Biking & Trails

For 2022, staff will work with key organizations, influencers and 
industry partners to help grow Vernon as a hiking and biking 
destination. Vernon’s trail systems are a key attraction for multiple 
demand-generating segments.

Golf

Vernon is a golf destination in its own right. Tourism Vernon 
continues to work closely with BC Golf Marketing Alliance to 
actively promote Vernon’s exceptional golf product. One of the 
goals moving forward is to encourage all levels of players to look at 
destination golf experiences.

Health and Wellness

The Okanagan Valley remains an iconic region in BC as a 
wellness destination with outdoor, orchard and farm-fresh dining 
experiences. With three world-class resorts offering extensive health 
and wellness product and abundant outdoor living experiences, 
this section will continue to remain a priority for Tourism Vernon’s 
promotional activities.  

Ski

British Columbia is touted as one of the best ski destinations in the 
world. Vernon is home to SilverStar Mountain Resort and Sovereign 
Lake Nordic Centre to offer world class winter experiences.  

Arts and Culture

While most people arrive in Vernon for the first time for the 
exceptional outdoor experiences, Vernon’s arts, culture and history 
are proven reasons visitors return to our destination.

Shoulder Season Event Development

In 2022 staff will work closely with the Sports & Cultural Society of 
the North Okanagan to develop and implement a strategy to focus 
on bringing events of all sizes back into our community. Events can 
be an effective way to develop shoulder season visitation.
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TACTICS
Measurable promotional initiatives that increase awareness of responsible tourism, length of stay and visitor yield 
while encouraging return visitation, particularly in the shoulder seasons.

DIGITAL MARKETING
New Website Development

• Mobile focused design compatibility for enhanced 
on-the-go user experience 

• Better user experience with rich imagery and video 
content along with easy to navigate menus with 
shortest number of clicks to reach the information 
tourists need

• Better mapping functionality for tourists to 
navigate their way around roads and trails

• Easy for staff to navigate and regularly update to 
keep it fresh and relevant and add to the events 
calendar on a daily basis

• Transfer top performing positions for keywords and 
Search Engine Optimization (SEO) to the new site 
while consolidating page count

• Continue to update and consolidate current 
content when transferred to the new site

• Integrate business directory to allow for streamlined 
conversions to stakeholder and accommodation 
providers’ websites and booking platforms

Social Media: Paid and Organic

Facebook, Instagram and YouTube have proven to be 
adaptable and versatile platforms for marketing as we 
navigate through the COVID-19 pandemic and recovery.
Showcasing stakeholder content along with Vernon’s 
natural beauty will continue to be a focus on all channels. 
Introducing a strategic plan promoting relevant blogs 
and content on the website on social media channels to 
generate a call to action is a focus for 2022.

Digital Advertising and Sponsored Content

Digital advertising offers reliable metrics and reporting 
which gives Tourism Vernon the ability to fine tune 
marketing campaigns to suit target markets. Continue to 
emphasize digital ads on local/regional platforms such as 
Castanet, Vancouver is Awesome and national platforms 
such as Global News, NHL.com and CTV.ca. Work 

with regional platforms like Kelowna Now to 
do sponsored content and giveaways to promote 
regional travel to Vernon.

E-newsletters

Tourism Vernon will continue to produce 
e-newsletters for several target audiences. 
E-newsletters have proven to be an effective 
way to turn subscribers and followers into 
actual visitors.  The goal in 2022 is to build 
up subscription numbers (grow our databases) 
and generate more conversions to stakeholders’ 
websites and booking platforms from consumer 
newsletters.
Tourism Vernon produces 12 – 15 E-newsletters 
per year. E-newsletter types include:

• Consumer
• Industry

• Golf
• Travel Trade Media

Content Development: Photo, Video and 
Copywriting
Video content is being consumed at higher rates 
than ever. Tourism Vernon will focus more efforts 
in 2022 on creating high quality video content to 
utilize across all digital platforms, e-newsletters, 
website and television commercials. Captivating 
imagery featuring all of Vernon’s key sectors, 
stakeholders and experiences is needed for all 
marketing efforts. Staff will continue to work with 
contractors and in-house resources to utilize existing 
content while adding new experiences to the mix.

Asset Management & User Generated 
Content Software

CrowdRiff is a digital platform that pulls user 
generated photos from multiple social media 
channels and collects them all in one easy-to-
access hub for DMOs to use in countless ways. 
Introduced by Destination BC, Crowdriff allows 
DMOs to search photo and video content by 
location, hashtag and activity and gain rights to 
use in our own marketing campaigns. 
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TRADITIONAL MARKETING
Television and Radio Campaigns

Traditional media is effective for advertising to 
particular market segments. Staff will continue to 
work with organizations like Rogers Media, Corus 
Entertainment, Bell Media, NG Media and others  
to promote Vernon.

Print Advertising

Tourism Vernon will continue to choose strategic 
placements in high quality print publications to match 
our target audiences’ interest, such as:

• WestJet Magazine
• BC Magazine
• BC Wine Tour 

Handbook

• Toronto Sun
• Kootenay Mountain 

Culture

Visitor Guide

With the Visitor Centre closed permanently, the 
official Visitor Guide is a vital piece of the visitor 
experience. With a well-received refresh in 2021, 
Tourism Vernon will refresh the current content and 
include more maps and itineraries for 2022, as per 
visitor and stakeholder feedback. Up to 25,000 printed 
copies will be distributed across the province, with a 
focus on local and regional locations. The visitor guide 
will also be made available online at TourismVernon.
com and promoted via E-newletter and social media.
The Visitor Guide provides valuable visuals and details 
regarding Vernon’s tourism and stakeholder offerings 
and encourages visitors to try or find an attraction that 
may not already have been on their itinerary.

Market Research

As we continue to navigate through the global 
pandemic, consumer behaviors continue to change and 
it is important Tourism Vernon understands the new 
consumer behavior and trends. Relevant research and 
insights help determine marketing efforts for the short 
and long term.  
Staff would utilize data from platforms and companies 
such as:

MEDIA DEVELOPMENT
Writers, Bloggers & Influencers

Working closely with Destination Canada, 
Destination BC, TOTA and existing media contacts, 
Tourism Vernon will arrange hosted media visits 
and familiarization tours. The engagement of media 
writers, travel bloggers and influencers is an effective 
medium for promoting our region to a broad spectrum 
of potential visitors. Media writers can be a significant 
influence over where people choose to vacation. 

Influencer Event

Create an iconic weekend getaway in Vernon, inviting 
and hosting multiple regionally based influencers to 
showcase what Vernon has to offer. The timing and 
scope of this event will be subject to provincial health, 
travel and event guidelines.

Local Experts Program

Continue to work with local experts from various 
sectors like biking, culinary and indigenous culture to 
create written, video and photo content for Tourism 
Vernon’s channels. 

• Telus Insights
• Tourism Sentiment 

Index Digital Dashboard

• Air DNA
• STR
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INDUSTRY & PARTNER ENGAGEMENT
Hotelier Engagement Program

A new initiative for 2021 that did not come to fruition 
due to the pandemic, this program would focus solely 
on local hoteliers and their engagement with Tourism 
Vernon’s programming. Once it is safe to do so, 
networking events facilitating collaborative discussions 
between hoteliers and tourism businesses would be the 
basis of this program.

Vernon’s Tourism Industry Conference

Tourism Vernon is happy to announce that this annual 
event will return to in-person in spring of 2022 to 
bring together local tourism leaders to share data, 
insights, support and engage in industry education.

Stakeholder Survey

A requirement as a 3% MRDT collector, this annual 
survey provides Tourism Vernon stakeholders an 
opportunity to relay valuable feedback to Tourism 
Vernon in a documented way. Survey questions are 
approved ahead of time by DBC and, once the survey 
is complete, results are also sent along for DBC’s 
information.

Strategic Partnerships and Sponsorships

Strategic marketing partnerships entail leveraging 
tourism partners to extend marketing reach and 
effectiveness. Priority will be given to projects aligned 
with Tourism Vernon’s revised target markets and 
projects with the most reach per dollars contributed. 
BC’s tourism industry functions best through 
collaboration and partnering, so continuing to partner 
with leading organizations and key stakeholders 
should remain a priority along Tourism Vernon’s 
path to success. Examples of strategic partnership 
opportunities arise with: 

• Thompson Okanagan Tourism Association 
(TOTA)

• Destination BC partner programs
• Nearby communities for Okanagan-wide 

campaigns
• Local businesses or organizations seeking to 

feature Vernon in their marketing efforts
With the new SilverStar Resort Association potentially 
collecting MRDT, it opens up another strategic 
collaborative partnership.
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Small Accommodators Fund

The goal in 2022 is to encourage utilization of this 
fund for a broader range of small accommodators. 
Similar to Tourism Vernon’s 50/50 Co-Op Marketing 
Fund, the Small Accommodators Fund is available 
specifically for small hoteliers looking for support 
in their marketing efforts. The new visitor servicing 
coordinator will oversee this program, including 
proactively promoting it to our hoteliers.

Cooperative Partnerships

Destination BC’s (DBC) Cooperative Marketing 
Partnerships Program is an application-based 
program that provides funding to Regional 
Destination Marketing Organizations, community 
consortiums, sector organizations or approved 
community partnerships in British Columbia. 
Tourism Vernon plans to participate in the following 
cooperative projects:

• Mountain Biking with Tourism Kelowna & 
Visit Penticton

• Golf Sector with BC’s Golf Alliance Partners
• Okanagan Rail Trail with Tourism Kelowna 

and the District of Lake Country
• Interior Ale Trail with Tourism Kamloops and 

Shuswap Tourism

Support Local Campaign 

In partnership with local organizations like the Greater 
Vernon Chamber of Commerce and the Downtown 
Vernon Association, Tourism Vernon will continue to 
encourage local and regional residents to refocus their 
unmet need for travel on local tourism offerings. As 
stakeholders continue to navigate a challenging period, 
supporting local businesses plays a key role for the 
local economy.  

Indigenous Tourism

Indigenous Tourism is a key cultural pillar for 
attracting visitors to Canada and BC. The City of 
Vernon and the Okanagan Indian Band (OKIB) 
signed a relationship accord in the fall of 2018 as part 
of the Community Economic Development Initiative 
(CEDI). Tourism Vernon will partner with OKIB 
to create content around their language, culture and 
history to help market indigenous tourism.

Tourism Vernon’s Co-Op Marketing Program

Continue with Tourism Vernon’s co-op program to 
directly assist businesses with recovery marketing 
efforts. Businesses and organizations can apply for up 
to $10,000 in this 50/50 marketing program. Tourism 
Vernon will set aside up to $100,000 towards this local 
stakeholder engagement program.
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VISITOR SERVICES
2022 will be a year to improve and grow our new 
visitor servicing program. With a new team member 
dedicated solely to visitor servicing and community 
engagement coming on board in 2022, staff will have 
capacity to build out a better year-round mobile and 
digital visitor servicing program.
A need for increased monitoring and engagement for 
visitor servicing across our digital platforms exists, 
along with a need for better quality collateral (maps, 
QR codes, etc.). 
A new website, a QR code program, increased presence 
on digital chats, and revisiting the content within our 
Visitor Guide will assist in diversifying Tourism Vernon’s 
ability to meet visitors exactly where they are with 
exactly the information they need. Summer students 
will be hired once again for the summer months to 
help with the high volume of visitor inquiries and on-
location mobile visitor servicing program.

COLLABORATION & ALIGNMENT
Tourism Vernon works collaboratively on a 
regular basis towards common goals with partner 
organizations for the betterment of tourism in 
community, region, province and country.
Local

• Regional District of North Okanagan
• Downtown Vernon Association
• Greater Vernon Chamber of Commerce
• SilverStar Resort Association
• Okanagan Indian Band

Regional

Tourism Vernon works with the Thompson 
Okanagan Tourism Association on media and 
marketing projects multiple times each year. Staff 
also partner with tourism destination marketing 
organizations (DMOs) throughout the Okanagan 
and the interior. Tourism Vernon participates in a 
number of regional sector projects with organizations 
like Tourism Kamloops, Visit Penticton and Tourism 
Kelowna to promote regional attractions like the 
Okanagan Rail Trail and the BC Ale Trail. 

Provincial & National

Tourism Vernon belongs to and engages with 
a number of provincial and national tourism 
organizations like the Tourism Industry Association 
of BC, BC Hotel Association, Canada Sport Tourism 
Alliance and the BC DMO Association.
Tourism Vernon also works closely at all times 
to ensure alignment with Destination BC’s 
programs, brand and opportunities including media 
familiarization tours, co-op marketing programs and 
BC’s visitor servicing network.
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