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Planning to Reach 
New Heights .

Project Overview

4



Why 
Destination 
Management 
is Important .

Å Increased staff performance and employee 
satisfaction

Å Greater stakeholder satisfaction

Å Stronger buy -in for Shuswap focus, decisions, 
priorities, and spending

Å Improves the health and resilience of local 
businesses

Å Increases Shuswap market power and guest 
satisfaction

5



PHASE 1
Project Initiation 

and Planning

1. Project kickoff -off meeting including 
validating workplan and detailed project 
schedule

1. Set research goals and instruments, 
including mixed -methods such as: Literature 
Review; Interviews; Polling; Focus Groups; 
Surveys; Desk Research; Social Listening; 
Brand, Content and Channel Performance 
Audit; Price -Value Mapping; Importance -
Performance Analysis; Community Capital 
Frameworks Analysis

1. Develop inventory of assets and stakeholders, 
leveraging background material provided by 
Shuswap Tourism

1. Develop comprehensive stakeholder 
engagement and consultation plan

PHASE 2
Data Collection 

and Strategic Insights

5. Conduct Brand, Content and Channel Audit, 
including full digital analysis of earned and 
owned channels

5. Conduct primary and secondary research 
and analysis report

5. Conduct a market analysis to align regional 
strengths to opportunities

5. Conduct a tourism infrastructure, DMO 
network, workforce, and land -use analysis

5. Initiate stakeholder consultation using 
Community Capitals Framework (CCF) and 
develop analysis report

5. Pair data points to uncover main strategic 
insights that will inform priorities and main 
strategies

PHASE 3
Performance Management Framework 

and Strategy Development

11. Prepare interim report 

11. Develop and implement results -based 
performance management framework to set 
goals, key measures and actions that will 
signal continuous improvement 

11. Prepare draft report 

11. Present final report

11. Develop a communications plan to raise 
awareness and strengthen wider buy -in for 
final report 

11. Close project and deliver final reports and 
materials

6

Project Plan Overview .

July 2023 July - November, 2023 November - January, 2023



The goal is to 
create a destination 
ɳɐɾȡʌȡɐɅ ʌțǍʌẏɾ 
sustainable, 
attractive and 
supports a 
competitive 
advantage .

Infrastructure 
and Assets

Transportation 
and Logistics

Labour 
Supply

Community 
Well -Being 

and 
Participation

Business 
Health and 

Needs

The 
Experience

Destination 
Management
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Community 
and Market Insights .

Research and
Engagement
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Community 
Engagement .
SURVEY 61 responses

FACEBOOK GROUP 35 members

SHUSWAP DESTINATION BRAND AUDIT 11 participants

TOURISM ADVISORY COMMITTEE WORKSHOP 17attendees

2 STAKEHOLDER FOCUS GROUPS WITH 13attendees

IN DEPTH STAKEHOLDER INTERVIEWS 15
PRIMARY DATA POINTS +5,000

9



RESEARCH AND ENGAGEMENT .

LITERATURE REVIEW

WORKSHOPS (3)

FOCUS GROUPS

SURVEY

MIXED METHODS

INTERVIEWS

FACEBOOK GROUP 

FEEDBACK AND POLLS

Background 
research & primary 

data collection

Evaluation, 
triangulation & 

analysis
Strategic 
Insights

10See Appendix A (Survey), Appendix B (Interviews), and Appendix C (Focus Groups) for a detailed summary.



11

Strengths, 
Weaknesses, 
Opportunities 
and Threats 
(SWOT) 
Analysis .



Opportunities
ǒ Tourism Infrastructure and 

Amenities
ǒ Shoulder Seasons
ǒ Active Transportation Network
ǒ Organized Sustainability Initiatives
ǒ Unified Marketing and 

Development Strategy
ǒ Road Infrastructure Improvements 

and Maintenance

Strengths
ǒ Natural Environment
ǒ Outdoor Recreation Experiences
ǒ Community Collaboration
ǒ Local Food and Wine Scene
ǒ Local Culture and History
ǒ Friendly People
ǒ Small Town Feel
ǒ Value for Money

External

Internal

Negative Positive

Weaknesses
ǒ Infrastructure and Amenities
ǒ Seasonality of Demand
ǒ Fragmented Marketing and 

Development
ǒ Transportation Infrastructure
ǒ Organized Sustainability Initiatives
ǒ Awareness

Threats
ǒ Climate Change
ǒ Labour Shortages
ǒ Rising Costs
ǒ Provincial, Regional, and 

Municipal Regulations

12

SWOT .

See Appendix D for a detailed summary.
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Destination 
Brand Audit .



Culture Market Analysis Marketing Mix

Destination Audit Focus .

14See Appendix E for a detailed summary.



Brand Audit Results .
Working Culture
ǒ Regional destination marketing experts admit that regional collaboration could be better. 

When asked what they do well, answers centred on individual strengths and isolated tactics.

ǒ On average, they rated their own performance in working together as moderate. Meeting at set 
ʌȡɃǸɾ ɐȒ ʌțǸ ʳǸǍɶ ʌɐ ɃǍȶǸ ȲɐȡɅʌ ɳȺǍɅɾ ǍɅǱ ɶǸɾɐʔɶǪǸ ǍȺȺɐǪǍʌȡɐɅɾṞ ǪǸȺǸǩɶǍʌȡɅȓ ǸǍǪț ɐʌțǸɶẏɾ ɾʔǪǪǸɾɾǸɾṞ 
building up a local pool of local research and data, creating content together, focused marketing 
co -op campaign, inviting leadership that creates a climate for success, empowering the community 
to act and finding scale efficiencies to cut costs and increase market power are all key areas of 
opportunity. The good news is that regional partners are up to the task.

ǒ Regional destination marketers have the leadership acumen needed to bring higher -level or 
ẎȒȡɶɾʌ-ɐɶǱǸɶẏ ʌțȡɅȶȡɅȓ ʌɐ ʌțǸ ʌǍǩȺǸṣDuring a Question Burst exercise, regional marketing leaders 
were able to quickly pose questions whose solutions would accelerate the Shuswap tourism 
ɶǸȓȡɐɅẏɾ ǪɐȺȺǸǪʌȡʬǸ ɳǸɶȒɐɶɃǍɅǪǸṣ ğțȡȺǸ ʌțȡɾ ñțʔɾʭǍɳ EǸɾʌȡɅǍʌȡɐɅ EǸʬǸȺɐɳɃǸɅʌ ǍɅǱ ¶ǍɶȶǸʌȡɅȓ 
Strategy offers solutions to many of these questions, further questioning should be encouraged 
and time put aside to work collaboratively on solutions.

15See Appendix E for a detailed summary.



Brand Audit Results .
Market Analysis
ǒ The Shuswap region needs a refreshed market segmentation strategy. Collectively the region 

rarely focuses marketing campaigns on specific target segments. Marketing briefs should always 
identify the target segment, including their fundamental attitudes, tastes and preferences, 
behaviours and channel preferences. Digital is the great equalizer and the Shuswap region has 
access to the same digital tools and suppliers as their biggest competitors. This provides an 
opportunity to customize, test, and optimize the performance of everything from marketing 
creative to channel selection.   

ǒ When asked about their main market segment focus, only 13% cited a reliance on traveller attitudes 
and beliefs. Over 80% rely on interest - or demographic -based targeting likely due to the fact that 
Google and Meta audience builders make it easiest to do so. 

ǒ When asked how they want visitors to feel about the Shuswap region, answers focused on general 
emotional outcomes rather than pointed evidence that there is a widespread grasp of the 
emotional benefits that target segments are looking for.

16See Appendix E for a detailed summary.



Brand Audit Results .
Marketing Mix
ǒ Despite the existence of a strong regional and local destination brands, audit respondents do 

not feel that they are sufficiently leveraging the benefits of a strong destination brand. When it 
comes to capitalizing on awareness, loyalty and repeat visits, negotiating power, emotional impact 
and ability to charge a premium, respondents largely felt they were leaving money on the table.

ǒ Interview feedback and audit responses show significant opportunity for the Shuswap region 
to better align and coordinate its marketing investments against the relevant stages of the 
path -to -purchase. For example, a destination experience position focused on building up 
awareness about hiking and culinary options in the shoulder -seasons is quite new to the market 
and will require heavy and patient investments in marketing tactics that build awareness and 
consideration. Presently, the region is dramatically underinvested in building awareness and 
consideration as a region or as a destination management organization working for their local 
community. Only Explore Sicamous is making investments to create demand and move target 
audiences further down the P2P.

17See Appendix E for a detailed summary.
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Market Performance 
and Trends .
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Gen Z

Very soon, millennials and Gen Z are expected to make up 75% 
of all consumers and travellers by 2025. Retailers and brands are 
still trying to figure out how to appeal to Gen Z, the generation 
that currently spans the ages of 7 to 22 and has a spending 
power of $143 billion. Ninety -three percent of parents say their 
Gen Z children influence their household spending. Another 70 
percent of parents ask their Gen Z kids for advice before making 
purchase decisions.

"The prevailing cultural 
narrative often pegs Gen 
Z as a digital generation. 
The reality is they care 
about connections and 
community."

-Jeremy Baker, chief technology 
officer and co -founder of Retail 
Zipline

21



Key Trends .

=ǍɾǸǱ ɐɅ ñțʔɾʭǍɳ ɶǸȓȡɐɅẏɾ ɾʌɶǸɅȓʌțɾ ǍɅǱ ǍɾɾǸʌɾṞ ʌțǸ ȒɐȺȺɐʭȡɅȓ 
consumer trends hold the most potential for the region:

ǒ Gen Z

ǒ The Arts and Culture Renaissance

ǒ Hiking

ǒ True Local

ǒ Culinary

22See Appendix F for a detailed summary.



Competitive 
Analysis and 
Sources of 
Advantage .

23



Competitive Set Analysis .
Key Findings

ǒ As a multiseason destination that banks on lakeside lifestyle as a primary tourism experience, the Shuswap 
region competes with Vernon, Revelstoke, Golden, and Nelson. 

ǒ Like its competitors, the Shuswap region is marketed as a four -season destination targeted towards families and 
groups interested in recreation and leisure, adventure, arts and culture, or unique dining experiences. Unlike its 
competitors, however, Shuswap Tourism is not currently marketing towards the MICE industry, sports tourism, 
nightlife, luxury, or accessible travel. 

ǒ ÿțǸ ñțʔɾʭǍɳ ɶǸȓȡɐɅẏɾ ʔɅȡɵʔǸ ɾǸȺȺȡɅȓ ɳɐȡɅʌɾ ȡɅǪȺʔǱǸ ʌțǸ ȺǍȶǸṞ ɐʔʌǱɐɐɶ ɾʔɃɃǸɶ ɶǸǪɶǸǍʌȡɐɅṞ țɐʔɾǸǩɐǍʌɾṞ ǪʔȺʌʔɶǍȺ 
events, and local food and drink experiences. 

ǒ !Ⱥʌțɐʔȓț ʌțǸ ñțʔɾʭǍɳ ɶǸȓȡɐɅẏɾ ɐȒȒǸɶȡɅȓɾ ǍɶǸ ǪɐɃɳǍɶǍǩȺǸ ʌɐ ȡʌɾ ǪɐɃɳǸʌȡʌɐɶɾṞ ʌțǸʳ ɃǍʳ Ʌɐʌ ǩǸ Ǎɾ ǱǸʬǸȺɐɳǸǱ ɐɶ 
robust for tourism. The Shuswap region also suffers from a fragmented marketing strategy. Other weaknesses 
include seasonality, poor transportation infrastructure, and limited market visibility. 

ǒ The Shuswap region falls in the middle of the pack when it comes to overall product offerings. More specifically, 
the region performs stronger than its competitive set when it comes to spring/summer offerings but the 
weakest in the fall/winter. Additionally, the Shuswap region scored the highest on leisure and arts and culture 
tourism offerings but fell behind on recreation and adventure. 

ǒ Tourism products within the Shuswap region compete in every visitor value category. Nobtaly, however, the 
majority of tourism products in the Shuswap region fall to the right of the performance index, providing strong 
ẌĞǍȺʔǸ Ȓɐɶ ¶ɐɅǸʳẍṣ

24See Appendix G for a detailed summary.



Competitive Advantage (Summer) .

25Source: Shuswap Destination Brand Audit Workshop, 2023



Competitive Advantage (Winter) .

26Source: Shuswap Destination Brand Audit Workshop, 2023



Product and 
Experience 
Analysis .
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Tourism Asset Mapping .
Overview

ğțȡȺǸ ɐɅȺʳ ᶰṣᶱụ ɐȒ ʌțǸ ɶǸȓȡɐɅẏɾ ʌɐʔɶȡɾɃ 
products are in Falkland, the rest are 
distributed among Salmon Arm 
(35.5%), South Shuswap (23.4%), 
Sicamous and Eagle Valley (21.1%), and 
North Shuswap (17.7%) respectively. 
This distribution varies, however, when 
reviewing specific tourism products 
such as accommodations, dining, and 
experiences. 

Encouraging product dispersion is key 
to building a tourism economy that 
distributes gains and impacts more 
evenly across invested communities. 
Overall, there appears to be a need to 
build out tourism offerings within the 
Falkland subregion.

28See Appendix H for a detailed summary.



Product Breadth and Depth .
Key Findings
ǒ The Shuswap region has something to offer in every season, but compared to similar 

nearby destinations, Shuswap falls in the middle of the pack

ǒ Strongest season is spring/summer (scoring the highest tourism offering index across 
the competitive set) but Shuswap has the lowest tourism offering index in fall/winter
season compared competitors

ǒ Leisure and arts and culture tourism offerings score highest but the Shuswap region 
sits around the middle of the pack on recreation and adventure offerings

High -Value Destination Development and Marketing Opportunities
The Shuswap region has an opportunity to capitalize on its natural assets through the 
development of more organized outdoor recreation and adventure experiences, especially for the 
fall and winter season. General leisure activities as well as arts and culture are an advantage that 
should be front and centre in shoulder -season communications, especially to shore up the 
ɶǸȓȡɐɅẏɾ ɳɶɐǱʔǪʌ ɳɐɾȡʌȡɐɅ ȡɅ ʌțǸ ȒǍȺȺṣ 

29See Appendix H for a detailed summary.



Products Travel Driver* Shuswap Vernon
Revelstok
e Golden Nelson

Axe Throwing No
Beach/Marina Yes
Boating/Sailing No
Bowling No
Escape Room No
Events Yes
Farm/Ranch/Zoo No
Fishing Yes
Galleries No
Golf Yes
Go-Karting No
Hang/Paragliding Yes
Hiking Trails Yes
Horseback Riding No
Lakes/Rivers Yes
Mini Golf No
Motorized Rec . Yes
Mountain Biking Yes
Mountain Coaster No
Museums No
Paddling No
Parks Yes
Rafting Yes
Rock Climbing Yes
Rope Course No
Shopping Yes
Skydiving Yes
Snorkel/Scuba Yes
Spa/Wellness Yes
Theatres No
Waterpark No
Wildlife Watching Yes
Winery/Brewery Yes
Zipline No
TOTAL 28 .5 26 25 24 .5 20 .5
INDEX 100 91 88 86 80

Spring/Summer Tourism Products

Product Exists 1point
Product Weakness 0 .5 points
No Product 0 points

Legend:

Products Travel Driver* Shuswap Vernon
Revelstok
e Golden Nelson

Axe Throwing No
Bowling No
Catskiing Yes
Dog Sledding No
Escape Room No
Events Yes
Fat Biking Yes
Galleries No
Heli Skiing Yes
Ice Skating No
Museums No
Shopping Yes
Ski/Snowboarding Yes
Sleigh Rides No
Snowmobiling Yes
Snowshoeing No
Spa/Wellness Yes
Theatres No
TOTAL 10.5 15.5 15 11 12.5
INDEX 100 148 143 105 119

Fall/Winter Tourism Products

*Travel driver is defined as activity that would motivate a visitor to travel to a destination 
(i.e., anchor activity) as opposed to a non -driver that they would engage in on -site when 
visiting.

Product Breadth and Depth .

30



Competitor Price -Performance Analysis .

Overview

Ğȡɾȡʌɐɶɾ ǱɐɅẏʌ ɃǍȶǸ ʌțǸȡɶ ʌɶǍʬǸȺ ɳʔɶǪțǍɾǸ ǱǸǪȡɾȡɐɅɾ ǩǍɾǸǱ ɐɅ ɳɶȡǪǸ ǍȺɐɅǸṣ fǍɶ ȒɶɐɃ ȡʌṣ ÿțǸ 
experience and other benefits, which are often difficult to quantify, create value. 

For the purposes of this report, this price -performance analysis compared the Shuswap 
region with competitors Vernon, Revelstoke, Golden, and Nelson in the following categories:

ǒ Accommodations

ǒ Restaurants 

ǒ Experiences

31See Appendix H for a detailed summary.
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ğțǍʌẏɾ ʌțǸ ñʌɐɶʳṤ

Tourism products within the 
Shuswap region offer a diverse 
range of visitor value. Notably, the 
majority of Shuswap tourism 
products analyzed provide strong 
Value for Money meaning they 
are performing at high standards 
but could be dangerously 
underpriced at a time when 
input costs are soaring and 
margins are being squeezed 
from all sides.

The goal is always to land in the 
coveted Experiential arena that 
allows operators to charge 
premium prices while still 
earning high customer praise. 
Service culture training, 
experience improvements and 
yield pricing are key tactics in 
pushing local businesses into this 
space. 33



ğțǍʌẏɾ ʌțǸ ñʌɐɶʳṤ

Similar to the Shuswap region, 
tourism products from across 
the competitive set fall under 
various categories of visitor 
value. 

Golden and Vernon businesses 
seem to have their work cut out 
for them with too many offering 
poor to average value.

Nelson and the Shuswap region 
are providing value for the 
money at least, but should envy 
the quality of the Revelstoke 
experience and the greater net 
margins that come with. In fact, 
with less effort, Revelstoke 
could make a clean sweep of 
the Experiential market.  

34



Destination 
Growth Analysis .

35



Share Development Index
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Managing Destination Growth Potential .

36See Appendix I for complete method and analysis.



Share Growth Opportunity Limited Growth

Growth with 
Market Development

Very High 
Growth Potential

Shuswap Destination Growth Potential .

37See Appendix I for a detailed summary.



A New Vision for 
the Shuswap Region .

Well -Being is 
The Big Result

38
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What you call resources, we call our 
relatives. If you can think in terms of 
relationships, you are going to treat 
ʌțǸɃ ǩǸʌʌǸɶṞ ǍɶǸɅẏʌ ʳɐʔṤṣṣṣgǸʌ ǩǍǪȶ 
to the relationship because that is 
your foundation for survival .

- Chief Oren Lyons, Iroquois 
Onondaga Nation
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A Destination 
Vision Focused 
on Well -Being: 
A New  
Methodology .

Well -Being: The New Signal of Progress.

1. Set the Vision

Using an experiential sensory exercise, participants were asked to travel to the 
future and list what they considered evidence that the Shuswap region had realized 
its full potential as a sustainable destination. This method focused more on positive, 
emotionally motivated outcomes, rather than wordsmithing a lowest -common 
denominator community vision into a single paragraph.

2. Set the Goal

After being introduced to the fundamentals of regenerative economics, Shuswap 
Tourism Advisory Committee workshop participants helped set new destination 
ǱǸʬǸȺɐɳɃǸɅʌ ȓɐǍȺɾ ʌțǍʌ ȒǸȺȺ ɐʔʌ ɐȒ ʌțǸ ǪɐɃɃʔɅȡʌʳẏɾ ǪɐȺȺǸǪʌȡʬǸ ʬȡɾȡɐɅ ɐȒ Ǎ ȒʔʌʔɶǸ 
where the Shuswap region and community is thriving. 

Turning this new destination vision of well -being into goals requires a new 
framework for measuring community well -being. Following a thorough analysis, 
the New Economics Foundation distilled community well -being down to five (5) 
simple acts. Besides being more holistic, these measures also fall much more in line 
with Indigenous worldviews.

Organizing workshop visioning feedback into one of these five simple acts, shows 
that experiencing joyful moments, connecting to people, taking notice of the world 
and prospering businesses and communities are the most important and relevant 
factors contributing to community well -being.
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A Destination 
Vision Focused 
on Well -Being: 
A New  
Methodology .

Well -Being: The New Signal of Progress.
3. Set the Measure

With the understanding that progress can no longer be measured in terms of growth, measuring 
whether or not we are reaching our destination goals focused on well -being then becomes a 
ɃǍʌʌǸɶ ɐȒ ȓǸɅǸɶǍʌȡɅȓ ʌțǸ Ẍɶȡȓțʌẍ ɾȡȓɅǍȺɾṣ ĆɾȡɅȓ Ǎ ʌǸǪțɅȡɵʔǸ ʌɐ ǩɶǸǍȶ ɾɳǸǪȡȒȡǪ ȓɐǍȺɾ ǱɐʭɅ ȡɅʌɐ 
strong and relevant measures, it becomes easier to see exactly what needs to be done.

While certainly new to the field of destination development, other professions and industries have 
developed a robust inventory to measure community well -being. A quick internet search reveals 
dozens of formalized and tested methods that destination management leaders should review, 
discuss and adopt if the tourism industry is going to get serious about measuring non -economic 
performance indicators that signal improvements to key outcomes that are expected from more 
sustainable tourism practices.

While the concept of well -being is difficult to define, there is a general consensus that it 
comprises of several dimensions. One approach to capturing quality of life (QOL) assessments has 
been to m easure each dimension independently. This approach, however, can only yield narrow 
insights that are difficult to cross -examine towards delivering strategic and holistic solutions. An 
index, on the other hand, holds the capacity to capture the full picture. By using a consistent 
approach towards measuring each QOL dimension, an index is capable of not only providing 
comparable measures across each dimension, but also an aggregated and single measure of well -
being. 

After a comprehensive literature review of tourism and non -tourism well -being and quality of life 
ȡɅǱǸʲǸɾṞ ÿɶǍʬǸȺ ¬ɐǪǍȺẏɾ ɶǸɾǸǍɶǪț ʌǸǍɃ ɶǸǪɐɃɃǸɅǱɾ ʌțǍʌ ǱǸɾʌȡɅǍʌȡɐɅɾ ʔɾǸ ʌțǸ ɶȡȓɐɶɐʔɾȺʳ ǱǸʬǸȺɐɳǸǱ 
and tested Tourism and Quality of Life Index (TQOL). 1 With 38 validated QOL indicators, t he TQOL 
ȡɅɾʌɶʔɃǸɅʌ Ʌɐʌ ɐɅȺʳ ǪǍɳʌʔɶǸɾ ɶǸɾȡǱǸɅʌɾẏ ɵʔǍȺȡʌʳ ɐȒ ȺȡȒǸ ɾǍʌȡɾȒǍǪʌȡɐɅ ǩʔʌ ǍȺɾɐ ʌțǸ ǸʲʌǸɅʌ ʌɐ ʭțȡǪț 
tourism is perceived to influence this assessment. These insights can help identify the role that 
tourism plays towards QOL within the destination as well as areas of focus for sustainable 
development. 



Community Vision for Well -Being .

Source: Shuswap Tourism Advisory Committee Workshop, 2023 42



CONNECTING TO THE 
PEOPLE AROUND US.

BEING ACTIVE 
IN OUR BODIES.

TAKING NOTICE OF 
THE WORLD.

LEARNING NEW SKILLS. GIVING TO OTHERS.

Well -Being: The New Signal Of Progress .

43Source: New Economics Foundation



Community Vision for Well -Being .

N % 
Experiencing joyful moments 16 51.6%
Connecting to the people around us* 13 41.9%
Taking notice of the world* 6 19.4%
Prospering businesses and communities 5 16.1%
Being active in our bodies* 3 9.7%
Giving to others* 2 6.5%
Learning new skills* 2 6.5%
Feeling safe and secure 2 6.5%
Thriving environment 1 3.2%

Q1: Describe what success looks and feels like in the Shuswap region.
Factors Contributing to Community Well -Being
N = 31

ṴEǸɶȡʬǸǱ ȒɶɐɃ ÿțǸ ¸Ǹʭ MǪɐɅɐɃȡǪɾ fɐʔɅǱǍʌȡɐɅậɾ fȡʬǸ ğǍʳɾ ʌɐ ğǸȺȺǩǸȡɅȓ

Source: Shuswap Tourism Advisory Committee Workshop, 2023 44



CONNECTING TO THE 
PEOPLE AROUND US.

EXPERIENCING JOYFUL 
MOMENTS.

TAKING NOTICE OF
THE WORLD.

PROSPERING 
BUSINESSES AND 

COMMUNITIES.

Well -Being: The New Signal Of Progress .

52%

42%

16%

20%

45Source: New Economics Foundation and Shuswap Tourism Advisory Committee Workshop, 2023



Change the
Destination Goal .

Going Beyond 
Growth

46



Progress can no longer 
be endless growth .
- Kate Raworth, DEAL

47



Between these two 
boundaries lies a doughnut -
shaped space that is both 
ecologically safe and socially 
just Ṿa space in which 
destinations can thrive.

The goal is to leave no one 
falling short on the essentials 
of life, without overshooting 
planetary boundaries.

Source: Kate Raworth, Doughnut Economics Action Lab.

The Doughnut.
A Compass for 21st 
Century Thriving
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ÿɐǱǍʳẏɾ ȓȺɐǩǍȺ ǸǪɐɅɐɃʳ 
leaves billions of people 
ȒǍȺȺȡɅȓ ɾțɐɶʌ ɐɅ ȺȡȒǸẏɾ 
essentials AND is 
overshooting multiple 
planetary boundaries.

Source: Kate Raworth, Doughnut Economics Action Lab

The Doughnut.
The World is Far Out 
of Balance
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Doughnut Exercise Key Insights .

N % 
Community Champions and Partners 12 27.9%
Environmental Preservation Efforts 6 14.0%
Food Security Programs 4 9.3%
Supporting Local Businesses 4 9.3%
Recreation and Wellness Programs 4 9.3%
Diversity, Equity, and Inclusion Practices 3 7.0%
Waste Management Systems 3 7.0%
Indigenous Partnerships 2 4.7%
Arts and Culture Expression 2 4.7%
Youth Mentorship 2 4.7%

How do Shuswap visitors / businesses 
help humanity move towards 
sustainability?
N = 43

Living within the Doughnut. 

ñțʔɾʭǍɳ ɶǸȓȡɐɅ ɾʔɳɳɐɶʌɾ țʔɃǍɅȡʌʳẏɾ ɃɐʬǸɃǸɅʌ ʌɐʭǍɶǱ 
ẌȺȡʬȡɅȓ ʭȡʌțȡɅ ʌțǸ ǱɐʔȓțɅʔʌẍ ȡɅ Ǎ ɅʔɃǩǸɶ ɐȒ ʭǍʳɾṣ ¶ɐɾʌ 
notably, collaborative efforts by community champions and 
organizational partners like the Shuswap Trail Alliance, 
Shuswap Watershed, Economic Development Societies, 
and Council Chambers have the biggest impact through 
advocacy, education, and donations. Other significant 
initiatives include environmental preservation efforts 
ʌțɶɐʔȓț >ɐɃɃʔɅȡʌȡǸɾ ȡɅ =ȺɐɐɃṞ ÿɶǍȡȺ ĞɐȺʳ EǍʳɾṞ ǍɅǱ EɐɅẏʌ 
Move a Mussel campaigns; food security programs with the 
Eagle Valley Resource Society and local schools; support -
local initiatives including farmers markets and the use of 
local suppliers; as well as community recreation and 
wellness programs like Unplug and Play. Several 
respondents also highlighted initiatives that have been 
gaining traction within the community such as DEI 
practices, green waste management systems, partnerships 
with the indigenous community, opportunities for arts and 
culture expression, and youth mentorship programs.

Source: Shuswap Tourism Advisory Committee Workshop, 2023

Collaborative efforts by community champions and 
organizational partners are seen to have the biggest 
impact on sustainable practices in the Shuswap region. 
Environmental preservation, food security programs and 
support -local initiatives also ranked highly.
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Doughnut Exercise Key Insights .

N % 
Damage to Ecosystems 10 18.9%
Unsustainable Development 5 9.4%
Improper Waste Management 4 7.5%
Poor Governance 4 7.5%
Capacity Limitations 3 5.7%
Vehicle Emissions 3 5.7%
Poor Visitor Education 1 1.9%
Lack of Business Buy -In 1 1.9%

How do Shuswap businesses / 
organizations contribute to social / 
ecological pressures?
N = 53

Pushing Outside Healthy Boundaries.  

Despite efforts towards reducing and offsetting the 
impact of tourism, it is impossible to have tourism 
without contributing to social and ecological pressures 
in some capacity. Within the Shuswap region, the most 
significant pressure created by tourism is damage to 
the local ecosystem. This, most notably, includes the 
introduction of invasive species, damage or destruction 
to the land, and disruption to native wildlife. Other 
impacts worth considering include the unsustainable 
development of resident housing , improper waste 
management systems, poor governance over bylaws 
and taxes, exceeding capacity limitations, and 
contributing to vehicle emissions due to poor road 
conditions and limited active transport networks. Other 
less significant impacts include the lack of visitor 
education and limited buy -in from small businesses 
towards community -wide initiatives.

Source: Shuswap Tourism Advisory Committee Workshop, 2023

Damage to the local ecosystem is the biggest concern when 
it comes to the impact of tourism in the Shuswap region, 
along with the unsustainable development of resident 
housing.
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Doughnut Exercise Key Insights .

N % 
Capacity Overload 9 18.8%
Climate Change 7 14.6%
Environmental Degradation 7 14.6%
Closures 5 10.4%
Community Safety 3 6.3%
Community Dissatisfaction 2 4.2%
Social Inequality 2 4.2%
Population Migration 1 2.1%

Where do social / ecological pressures 
create risks or impacts for businesses?
N = 48

Full Circle Risks and Impacts. 

As the success of the tourism industry relies heavily on 
the well -being of its host community/environment, any 
contributed pressures will ultimately return as risks and 
impacts to the businesses that created them. Within 
the Shuswap region, the most notable social and 
ecological risks include overloading the capacity of the 
existing infrastructure (ie. overtourism, 
congestion/traffic, overfilling landfills, and creating 
infrastructure risks); adapting to climate change (ie. 
increased wildfires, droughts, and inclement weather); 
as well as environmental degradation (ie. declining 
water quality, loss of native species, and loss of habitat). 
Other notable impacts that may become an increasing 
concern include business/park closures, threats to 
community safety; community dissatisfaction, 
increased social inequality, as well as population 
migration away from the Shuswap region. 

Source: Shuswap Tourism Advisory Committee Workshop, 2023

Key risks identified include overloading 
infrastructure capacity, adapting to climate 
change, and environmental degradation.
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Change the Yardstick 
for Progress .

Measure 
Well -Being, 
Not Growth
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A New Way to Measure Well -Being.
The Tourism Quality of Life Index

55

1 2 3 4 5

Preserving peace and quiet

Feeling safe

Clean air and water

City services l ike police and fire protection

A stable political environment 

Good public transportation

The beauty of my community

Quality roads, bridges, and util ity services

The prevention of crowding and congestion

Controlled traffic

Controlled urban sprawls and population growth 

Litter control

Proper zoning/land use

My personal life qual ity

The preservation of my way of life

A feeling of belonging in my community

Resident participation in local government

Having tourists who respect my way of life

The image of my community to others

An understanding of di fferent cultures 

Awareness of natural and cul tural her itage

Community pride

Opportunities to participate in local culture

Preservation of wildlife habitats

Preservation of natural areas

Preservation of cultural/historical  sites

Strong and diverse economy

Stores and restaurants owned by local  residents

Please rate how important the following items are to you personally.
ñǪǍȺǸṝ ᶯ ố ẌɅɐʌ Ǎʌ ǍȺȺ ȡɃɳɐɶʌǍɅʌẍ ʌɐ ᶳ ố ẌǸʲʌɶǸɃǸȺʳ ȡɃɳɐɶʌǍɅʌ

Measure the Outcome that Matters Most
The success and performance of your destination management efforts should 
be measured against whether or not they continuously improve your 
ǪɐɃɃʔɅȡʌʳẏɾ ʭǸȺȺ-being. 

The Tourism and Resident Quality of Life Index (TQOL) is the global tourism 
ȡɅǱʔɾʌɶʳẏɾ ʌɐɳ ɃǸʌțɐǱ Ȓɐɶ ɃǸǍɾʔɶȡɅȓ ɾǸɅʌȡɃǸɅʌɾ Ǎǩɐʔʌ ʳɐʔɶ ʬȡɾȡʌɐɶ ǸǪɐɅɐɃʳẏɾ 
sustainability and impact on everyday life in your community. Using 38 
quality -of -life indicators , your community rates their importance, satisfaction 
ʭȡʌț ɐʔʌǪɐɃǸɾṞ ǍɅǱ ʌɐʔɶȡɾɃẏɾ Ƀɐɾʌ ȡɃɳɐɶʌǍɅʌ ǪɐɅʌɶȡǩʔʌȡɐɅɾṣ

The Benefits.
One Index says it all. Understand the economic, social, and environmental 
outcomes at play in your destination. The TQOL Index is your single best 
destination management KPI, and your best way to benchmark year over year 
the performance results that really matter to the people who actually live 
there.  



Destination Well -Being: Measuring Continuous Improvement .

Destination 
Vision for Well -

Being

Community 
Ranking Goal Measure 2024

Target

Experiencing 
Joyful Moments 1

Living, working and 
playing in the Shuswap 

region makes people 
happy

TQOL Index Baseline

Connecting to 
the People 
Around Us

2
The Shuswap region 
has a strong sense of 

community
TQOL Index Baseline

Taking Notice of 
the World 3

People are mindful, 
self -aware, present, 

unplugged, thoughtful, 
and curious. 

TQOL Index Baseline
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Regenerative and Distributive 
By Design .

Destination 
Development
and Marketing 
Focus
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1.Build a More Redistributive, Resilient 
Local Economy .

2.Make the Shuswap More Competitive .
3.Flex the Full Strength of Our Experience .
4.Share the Best Bites of the Shuswap .
5.Foster the Secwépemc Indigenous 

Economy .
6.Empower People to Achieve .

Destination Development and Marketing Focus
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Strategic Insights .

ğțǍʌẏɾ ʌțǸ ɾʌɐɶʳṤ
We pair what we learned over the 
community engagement and research 
work, and then, we stand back and look 
at the bigger story this data is telling us. 
These Strategic Insights then form the 
backbone of the destination 
development focus. This step makes 
sure that each priority can be traced 
back to what the community, 
stakeholders, and experts have said or 
reported.

Community and 
Stakeholder 

Feedback

Ideas
That Work

Supporting
Research
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Build a More Redistributive,
Resilient, Local Economy .

Destination Development and Marketing Focus
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We need to re -invent economic 
development as if small 
business mattered .

- Michael Shuman, Global Expert Building 
Local Economies



Strategic Insights .

ğțǍʌẏɾ ʌțǸ ɾʌɐɶʳṤ

ÿțǸɶǸẏɾ ɾʌɶǸɅȓʌț ȡɅ ɅʔɃǩǸɶɾṞ ɾɐ ȺɐǪǍȺ 
businesses should band together, find 
common needs, and use their newfound 
market power to re -negotiate with 
suppliers, buy loca in bulk, cut procurement 
costs, and more. Destination management 
organizations can be important connectors 
in this work by offering coordination 
support, grant writing, and scaled 
efficiencies like technology platforms that 
deliver common value while cutting costs. 

Operational issues are causing 
many tourism -related 

operators sleepless nights. In 
order, staffing shortages, 

earning a living income, rising 
input costs, and shrinking 

access to capital are 
overshadowing environmental 

disaster, eroding mental 
health and rising debt which 

are also high concerns. 
(Shuswap Tourism Survey, 

2023)

Based on survey results, 
roughly 63% of tourism -
related businesses have 
nine or fewer employees 

and a heavy majority have 
fewer than five. (Shuswap 

Tourism Survey, 2023)

A focus on locally owned 
businesses can eliminate 
poverty and increase per 
capita income. Harvard 
Business Review in 2010 
ɳʔǩȺȡɾțǸǱ ʌțǍʌ ẌɃɐɶǸ ɾɃǍȺȺ 
firms, means more overall 
ȲɐǩɾṞẍ ʌțǍɅ ʌɐʭɅɾ ɐɶ ǪȡʌȡǸɾ 
that rely on just a couple 
major employers. Small 

businesses in fact deliver 2 -
4x the local economic 

impact. (Harvard Business 
Review, 2010)
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Small is beautiful. 

A Diversity Of Small Economic Development 
Projects Can Be Deeper And Longer Lasting 
For The Local Economy .
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Strategic Insights .

ğțǍʌẏɾ ʌțǸ ɾʌɐɶʳṤ
In addition to their financial position, there 
exists an opportunity to benchmark and 
improve Shuswap business social 
performance with respect to workers, 
stakeholders and the environment. 

Managing a triple -bottom line also requires 
businesses to proactively address impacts to 
the operating environment such as drought, 
extreme heat, toxic air quality and forest fires. 

Fortunately for the Shuswap Region, TOTA, 
and Destination BC are providing strong 
leadership and making available critical tools 
to prepare, coordinate and respond to natural 
disasters and resulting business 
interruptions.

91% of Shuswap tourism 
businesses reported having 
no sustainability awards of 

certifications. More 
comforting, a majority 
measure their energy 

consumption, water usage 
and waste production. None 
measure carbon emissions, 

but over 60% do contribute to 
local community or 

environmental groups. 
(Shuswap Tourism Survey, 

2023)

Heavy destination marketing is 
needed to overcome the brand 
impact and market shocks that 

severe wildfires in the region 
continue to cause. A recent 

survey that included Shuswap 
respondents showed that 97% 

reported lost revenues, 62% 
reported staffing changes, 60% 
reported negative perceptions 
from customers, 35% reported 
incurring increased marketing 

costs. (TOTA and Symphony 
Tourism Services, 2023)

Access to affordable housing, 
earning a living wage, 

affordability, and negative 
climate change impacts 

dominate the regional issue 
landscape. (Shuswap Tourism 

Survey, 2023)
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Key Initiatives
ǒ Seek out opportunities to cut operating costs for local businesses and offer profitability 

training
ǒ Adopt programs to better encourage and measure positive social impact (ie. TOTA 

Biosphere Certification)
ǒ Provide support for recruitment of key talent and staff
ǒ Partner to build a Shuswap Buy Local program
ǒ Plan for business interruption, crisis communications, and response planning 

Strategy .
Improve profitability of locally owned businesses by bringing together 
Shuswap tourism -related business operators to pursue scale efficiencies to 
ensure businesses continue to generate outsized local impacts.
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Focus .
Build a More Redistributive, Resilient, Local Economy
Improve profitability of locally owned businesses by bringing together Shuswap tourism -related business operators to 
pursue scale efficiencies to ensure businesses continue to generate outsized local impacts.

Key Initiative Start Resource(s)

1. Seek out opportunities to cut operating costs for local businesses and 
offer profitability training so operators understand how they can cut 
volume while increasing profits

2025 Yield Management Training

2. Adopt and implement a program that increases the number of 
businesses who are measuring, benchmarking and improving their social 
performance with respect to workers, stakeholders and the environment 
(ie. TOTA Biosphere Certification)

2025 Partner with TOTA

3. Provide support for recruitment of key talent and staff 2025 Funding, Program Support

4. Partner to build a Shuswap Buy Local program 2026 Funding, Program Support

5. Plan for business interruption, crisis communications, and response 
planning 2024 Funding

6. Engage private -sector business facilitator to work on a cash and 
performance basis to uncover and leverage opportunities to cut local 
business operating costs

2025 $10K
Business plan and startup 
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Make the Shuswap
More Competitive .

Destination Development and Marketing Focus



Strategic Insights .

ğțǍʌẏɾ ʌțǸ ɾʌɐɶʳṤ
With summer and winter presenting limited growth 
options in a field marked by highly differentiated 
competitors with aggressive collaborative marketing 
programs, marketing in the fall and spring presents 
the Shuswap region with an opportunity to make its 
own move to the front of the pack. 

By harnessing its own collaborative marketing power 
in order to more strongly differentiate itself, the 
Shuswap region could perhaps take second and even 
first position from the usual suspects and competitors 
like Golden and Nelson, who have been 
underestimated as rivals. 

The goal is always to land in the coveted Experiential 
arena that allows operators to charge premium prices 
while still earning high customer praise. Service 
culture training, experience improvements and yield 
pricing are key tactics in pushing local businesses into 
this space. 

The Product Breadth 
and Depth Index shows the 

Shuswap region has an 
opportunity to capitalize on its 

natural assets through the 
development of more organized 

outdoor recreation and 
adventure experiences, 

especially for the fall and winter 
season. (Shuswap Tourism, 2023)

General leisure activities 
as well as arts and culture 

are an advantage that 
should be front and centre 

in shoulder -season 
communications, 

especially to shore up the 
ɶǸȓȡɐɅẏɾ ɳɶɐǱʔǪʌ ɳɐɾȡʌȡɐɅ 

in the fall. (Shuswap 
Tourism, 2023)

Shuswap tourism 
products perform well but 
could be underpriced at a 
time when input costs are 
soaring and margins are 
being squeezed from all 
sides. (Shuswap Tourism 

Price -Performance 
Analysis, 2023)
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Key Initiatives
ǒ Mentor, coach, and encourage the next generation of tourism related -

business owners
ǒ Offer service culture training, experience improvements and yield 

pricing to push local tourism -related businesses to deliver more 
experiential value

ǒ Develop an Experience Co -op social enterprise business model to 
capitalize on natural assets through the development of more organized 
outdoor recreation and adventure experiences

Strategy .
Strengthen destination position by satisfying market -demand for an 
enhanced breadth and depth of Shuswap experiences in the Spring and Fall 
so that the region claims a clear advantage over competitors.
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Focus .
Make the Shuswap More Competitive
Strengthen destination position by satisfying market -demand for an enhanced breadth and depth of Shuswap 
experiences in the Spring and Fall so that the region claims a clear advantage over competitors.

Key Initiative Start Resource(s)

1. Mentor, coach, and encourage the next generation of tourism related -
business owners by working with local business accelerators 2025 Partnership

2. Offer service culture training, experience improvements and yield 
pricing to push local tourism -related businesses to deliver more 
experiential value

2025 Partnership, Training 

3. Develop an Experience Co -op * social enterprise business model to 
capitalize on natural assets through the development of more organized 
outdoor recreation and adventure experiences

2025 Business Plan, Funding

70*See Appendix J for for Grande Cache Case Study.
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Flex the Full Strength 
of Our Experience .

Destination Development and Marketing Focus



Strategic Insights .

ğțǍʌẏɾ ʌțǸ ɾʌɐɶʳṤ
The Shuswap region has an opportunity to 
pull ahead of the competition in key 
experience battlegrounds. Strong 
community support and a local identity that 
embraces an active lifestyle, eating local and 
promoting the arts has sown the perfect 
conditions for growing market share in 
experience categories that will see tourism 
improve community well -being year -round.

Destination managers will need to join forces 
to focus marketing and development 
resources on latent growth opportunities, 
while spending less but still defending the 
economic yield from core market experiences 
ʌțǍʌ ǍɶǸ ʌțǸ ɶǸȓȡɐɅẏɾ ǩɶǸǍǱ ǍɅǱ ǩʔʌʌǸɶṣ 

Capacity issues and 
barriers to entry make 

snowmobiling, motorcycle 
touring, lakeside lifestyle, 
and houseboating sectors 
with low opportunity for 

growth. (Shuswap Tourism 
Analysis, 2023)

Regional destination 
management partners 

are making focused 
marketing and 

experience investments 
in the same latest 

strengths. (Shuswap 
Tourism Interview, 2023)

Shuswap destination 
growth depends on 

market development 
of latent strengths in 

hiking, culinary, 
culture, biking, and 
birding. (Shuswap 
Tourism Analysis, 

2023)
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Key Initiatives
ǒ Hiking: Build out a destination trail multi -day hike to Cinnemousun Narrows 

Provincial Park (see shuswaptrails.com)
ǒ Biking: Rail Trail development from Shuswap to South Okanagan (ie. Sicamous 

to Armstrong...to Osoyoos). Groundwork commenced also in Enderby.
ǒ Culture: Support Salmon Arm Cultural Master plan, and scale up SAEDS event 

management approach to provide strategic and grant funding support for 
regional events like the planned Sicamous Riverside Guitar Festival

ǒ Birding: Support local investments in developing the Shuswap leg of the BC 
Bird Trail with targeted interests -based marketing

ǒ Sledding: Partner with EVSA, Sicamous and Revelstoke equivalents to develop a 
capacity and yield management program

ǒ Advocacy: Provide regional partners with capacity to manage development 
issues and leverage plans that require government buy -in, foster a positive 
tourism investment climate, and encourage partnerships that amplify cultural 
and ecological areas of interest and concern

Strategy .
Harness latent experience strengths in hiking, culinary, culture, biking and 
birding by coordinating a heavy regional investment focus on sector growth 
opportunities that can differentiate the Shuswap region in the shoulder -
seasons and increase competitive intensity.  
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Focus .
Flex the Full Strength of Our Experience
Harness latent experience strengths in hiking, culinary, culture, biking and birding by coordinating a heavy regional 
investment focus on sector growth opportunities that can differentiate the Shuswap region in the shoulder -seasons and 
increase competitive intensity.  

Key Initiative Start Resource(s)

1. Hiking: Partner with Shuswap Trail Alliance to build out a destination trail 
multi -day hike to Cinnemousun Narrows Provincial Park 2024 Partnership, Business Plan

2. Biking: Support Rail Trail development from Shuswap to South 
Okanagan (ie. Sicamous to Armstrong...to Osoyoos), as well as groundwork 
commenced in Enderby.

Ongoing TBC

3. Culture: Support Salmon Arm Cultural Master plan, and scale up SAEDS 
event management approach to provide strategic and grant funding 
support for regional events like the planned Sicamous Riverside Guitar 
Festival

2024 Funding

4. Birding: Support local investments in developing the Shuswap leg of the 
BC Bird Trail with targeted interests -based marketing 2024 Partnership, Funding
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Focus .
Flex the Full Strength of Our Experience
Harness latent experience strengths in hiking, culinary, culture, biking and birding by coordinating a heavy regional 
investment focus on sector growth opportunities that can differentiate the Shuswap region in the shoulder -seasons and 
increase competitive intensity.  

Key Initiative Start Resource(s)

5. Sledding: Partner with EVSA, Sicamous and Revelstoke equivalents to 
develop a capacity and yield management program 2025 Partnership, Funding

6. Advocacy: Provide regional partners with capacity to manage 
development issues and leverage plans that require government buy -in 
like Sicamous plans to convert Eagle River Golf & Country Club into a 
campground

2024 Internal

7. Advocacy: Foster a positive tourism investment climate by working with 
all levels of government business permitting to ensure local businesses 
understand requirements and in turn, governments understand the need 
for business certainty

2025 Internal

8. Advocacy: Amplify the cultural and ecological importance of the Adams 
River by partnering with the Secwépemc and Adams River Salmon Society 
to create a compelling video series detailing riverway active fire recovery 
and rehabilitation efforts.

2024 Partnership, Funding
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Strategic Insights .

ğțǍʌẏɾ ʌțǸ ɾʌɐɶʳṤ
Destination managers will need to join forces to 
focus marketing and development resources on 
latent growth opportunities, while spending less 
but still defending the economic yield from core 
ɃǍɶȶǸʌ ǸʲɳǸɶȡǸɅǪǸɾ ʌțǍʌ ǍɶǸ ʌțǸ ɶǸȓȡɐɅẏɾ ǩɶǸǍǱ 
and butter. 

Regional destination marketers have the 
leadership acumen needed to bring higher -level 
ɐɶ ẎȒȡɶɾʌ-ɐɶǱǸɶẏ ʌțȡɅȶȡɅȓ ʌɐ ʌțǸ ʌǍǩȺǸṣ EʔɶȡɅȓ Ǎ 
Question Burst exercise, regional marketing 
leaders were able to quickly pose questions 
whose solutions would accelerate the Shuswap 
ʌɐʔɶȡɾɃ ɶǸȓȡɐɅẏɾ ǪɐȺȺǸǪʌȡʬǸ ɳǸɶȒɐɶɃǍɅǪǸṣ

First -order priorities should be to align planning 
processes, co -op marketing, target segments, 
and commitments about roles and 
responsibilities along the path -to -purchase.

While the belief in 
collaboration is high, 

regional partners do little 
cooperative planning and 

campaigns to increase 
market power, reach and 

impact. (Shuswap 
Tourism Audit and 
Interviews, 2023)

The Shuswap region 
competes with itself online 

resulting in destructive 
competition for share of voice 

while increasing consumer 
search costs and providing a 
fragmented user -experience 

that encourages shopping 
cart abandonment. (Shuswap 

Tourism Interview, 2023)

Combined, Shuswap 
destination 

managers spend 
very little on 

destination channel 
marketing. (Shuswap 

Tourism Regional 
Brand Audit, 2023)
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Key Initiatives
ǒ Institute a collaborative planning framework to develop and 

continuously improve a regional marketing focus
ǒ Pool resources to develop and house regional and local market 

research that provides insights about the user experience. Leverage 
the TOTA Research Consortium, citizen science and social media 
polling to generate more localized insights.

ǒ Develop and rollout a refreshed regional marketing segmentation 
strategy that better leverages the competitive advantage of EQ

ǒ Align budgets, human resources and marketing communications focus 
against the most relevant and important stages of the P2P: awareness 
and consideration

Strategy .
Harness latent experience strengths in hiking, culinary, culture, biking and 
birding by building a collaborative marketing focus that applies the full 
marketing power of the region to increase traveller awareness and 
consideration about sector growth opportunities that can differentiate the 
Shuswap region in the shoulder -seasons and increase competitive intensity.  
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Key Initiatives
ǒ Implement a UX strategy that better aligns regional 

digital investments to provide a more seamless 
traveller experience along the most important brand 
touchpoints

ǒ Adopt a defensive marketing strategy to maintain 
market share in dominant sectors. Conduct nudge 
marketing campaigns to encourage positive visitor 
behaviours and reduce over -tourism impacts.

Strategy .
Harness latent experience strengths in hiking, culinary, culture, biking and 
birding by building a collaborative marketing focus that applies the full 
marketing power of the region to increase traveller awareness and 
consideration about sector growth opportunities that can differentiate the 
Shuswap region in the shoulder -seasons and increase competitive intensity.  
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Focus .
Flex the Full Strength of Our Experience
Harness latent experience strengths in hiking, culinary, culture, biking and birding by coordinating a heavy regional 
investment focus on sector growth opportunities that can differentiate the Shuswap region in the shoulder -seasons and 
increase competitive intensity.  

Key Initiative Start Resource(s)

1. Institute a collaborative planning framework to develop and 
continuously improve a regional marketing focus

Annually 
Q3 2024 Start Internal

2. Pool resources to develop and house regional and local market research 
that provides insights about the user experience. Leverage the TOTA 
Research Consortium, citizen science and social media polling to generate 
more localized insights.

2024 Funding

3. Develop and rollout a refreshed regional marketing segmentation 
strategy that better leverages the competitive advantage of EQ 2024 Internal
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Focus .
Flex the Full Strength of Our Experience
Harness latent experience strengths in hiking, culinary, culture, biking and birding by coordinating a heavy regional 
investment focus on sector growth opportunities that can differentiate the Shuswap region in the shoulder -seasons and 
increase competitive intensity.  

Key Initiative Start Resource(s)

4. Align budgets, human resources and marketing communications focus 
against the most relevant and important stages of the P2P: awareness and 
consideration

2024 Internal

5. Implement a UX strategy that better aligns regional digital investments 
to provide a more seamless traveller experience along the most important 
brand touchpoints

2025 Internal

6. Adopt a defensive marketing strategy to maintain market share in 
dominant sectors. Conduct nudge marketing campaigns to encourage 
positive visitor behaviours and reduce over -tourism impacts.

2025 Funding
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Share the Best Bites 
of the Shuswap .

Destination Development and Marketing Focus



Strategic Insights .

ğțǍʌẏɾ ʌțǸ ɾʌɐɶʳṤ
Culinary experiences present strong growth potential 
and a source of competitive advantage in the future 
with some development and investment in the 
Shuswap region.

The Shuswap region has strong connectors like the 
Shuswap Trail Alliance, Eagle Valley Snowmobile Club, 
Shuswap BackCountry Riders, and many others who 
work tirelessly behind the scenes to openly share their 
special places with visitors. Without a formalized local 
culinary association of their own, chefs, restaurant 
owners, event planners, farmers, and tour guides will 
need to collaborate to build a unique food tourism 
experience that will be a destination draw.

Solutions will run up and down the entire value chain. A 
focus on growing deep, not broad, will help build local 
clusters of businesses from scratch to diversify. The 
small farm movements present particular strong 
advantages for Indigenous communities looking to 
increase their food sovereignty.
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US travellers, who make 
up more than 70% of the 
international visitor, are 
especially interested in 
culinary products that 
leverage the beautiful 

nature and scenery that 
they would expect to 

find in Canada. 
(Destination Canada 
Culinary Positioning

Research, 2017)

Local chefs in the 
Shuswap region have 
expressed interest in 

sourcing locally, 
collaborating with local 

Indigenous communities 
and spearheading 

purpose -driven events. 
(Shuswap Tourism 

Interview, 2023)

The Shuswap region has 
158 small farms offering 
business to consumer 

products but they are not 
currently partnering and 
collaborating to achieve 
scale and market power. 
(GovBC / StatsCan, 2016)

Food Tourism is 
expected to grow 
over 15% between 

2023 and 2033. 
(Future Market 
Insights, 2023)

ÿɐɳ ẌȒɐɐǱ ʌɐʔɶȡɾɃẍ 
trends include 

Wildcrafting (catch, 
cook, eat), Sober 

Vacations, and Food 
Truck Markets. 

(Shuswap Tourism 
Analysis, 2023)



Skipping the pre -trip Costco Run to stock up on groceries 
bought locally cuts waste, improves quality, and saves on 
ȓǍɾṣ ĥɐʔẏɶǸ ǍȺɾɐ țǸȺɳȡɅȓ ʌțǸ ȺɐǪǍȺ ǪɐɃɃʔɅȡʌʳ ʌțɶȡʬǸṞ ɶǍʌțǸɶ 
than lining the pockets of an international company .

If more overnight visitors bought local, car emissions would go down, local 
jobs would go up, and small retailers would thrive.
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Grow deep, not 
broad . 

Create 
business 
clusters from 
SCRATCH.

Small
Farm

TOURS

DELIVERY 
SERVICE

HOTEL & 
RESTAURANT 

SUPPLY

HOME 
GROCERY 
ORDERS



Key Initiatives
ǒ Help develop and support a local culinary advisory body with a representative 
ȒɶɐɃ ñțʔɾʭǍɳ fǍɶɃǸɶɾṞ >țǸȒẏɾ éǸɾʌǍʔɶǍɅʌɾṞ !ǪǪɐɃɃɐǱǍʌȡɐɅɾṞ fȡɶɾʌ ¸ǍʌȡɐɅɾ 
Hunters -Gatherers, and Tour Providers

ǒ Work with the local small farm movement and local business accelerators to 
build high -potential business clusters from scratch such as local farm food 
delivery service or a pop -up alcohol free beverage shop

ǒ Build up the local agritourism sector as part of the Farm Gate project 
ǒ Support Pay it Forward culinary events to thank wildfire and COVID frontline 

staff and volunteers

Strategy .
Harness the collective market power of regional food tourism -related 
businesses so that the Shuswap region has formalized focus, capacity and 
funding to develop a competitive advantage in the agritourism and culinary 
tourism space.
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Focus .
Share the Best Bites of the Shuswap
Harness the collective market power of regional food tourism -related businesses so that the Shuswap region has 
formalized focus, capacity and funding to develop a competitive advantage in the agritourism and culinary tourism 
space. 

Key Initiative Start Resource(s)

1. Help develop and support a local culinary advisory body with a 
ɶǸɳɶǸɾǸɅʌǍʌȡʬǸ ȒɶɐɃ ñțʔɾʭǍɳ fǍɶɃǸɶɾṞ >țǸȒẏɾ éǸɾʌǍʔɶǍɅʌɾṞ 
Accommodations, First Nations Hunters -Gatherers, and Tour Providers

2025 Administration

2. Work with the local small farm movement and local business 
accelerators to build high -potential business clusters from scratch such as 
local farm food delivery service or a pop -up alcohol free beverage shop

2026 Internal

3. Build up the local agritourism sector by recruiting and managing an 
inventory of roadside and immersive agritourism experiences as part of the 
Farm Gate project so these experiences can be promoted  

2024 Funding

4. Support Pay it Forward culinary events to thank wildfire and COVID 
frontline staff and volunteers 2024 Funding
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Foster the Secw épemc
Indigenous Economy .

Destination Development and Marketing Focus



A holistic tourism strategy and plan would not be complete 
ʭȡʌțɐʔʌ MǪɐɅɐɃȡǪ éǸǪɐɅǪȡȺȡǍʌȡɐɅ ȡɅ ɃȡɅǱ ʌțǍʌẏɾ ȒɐǪʔɾǸǱ ɐɅ 
intentful inclusion of First Nations partnerships. Concrete 
actions that generate measurable outcomes for neighbouring 
Indigenous or entrepreneur -owned tourism businesses should 
be taken.

Economic Reconciliation
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Strategic Insights .

ğțǍʌẏɾ ʌțǸ ɾʌɐɶʳṤ
With the United Nations Declaration on the Rights of 
uɅǱȡȓǸɅɐʔɾ æǸɐɳȺǸɾ ṵĆ¸EéuæṶ Ʌɐʭ ȺǍʭ ȡɅ => ǍɅǱ ʌțǸ ɳɶɐʬȡɅǪǸẏɾ 
guiding framework for reconciliation, The Shuswap region has a 
duty to work collaboratively with local Indigenous communities.

Rather than just legislated, the reasons for working with local 
Indigenous communities should be related to what the Heiltsuk 
¸ǍʌȡɐɅ ǪǍȺȺɾ Ẏturning things around and making them right 
again ṣẏ MǪɐɅɐɃȡǪ éǸǪɐɅǪȡȺȡǍʌȡɐɅ ʭȡȺȺ ȡɃɳɶɐʬǸ ʌțǸ ʭǸȺȺ-being of 
all in the Shuswap, and could be considered the single most 
important driver of more sustainable values, behaviours, and 
outcomes for the Shuswap tourism region as a whole.

Tourism professionals should avoid any attempts to divert 
urgent Indigenous capacity away from the primacy of social 
issues and projects. Unless the Indigenous community has an 
economic development arm ready to dedicate internal staff 
resources AND a tribal council willing to engage and get 
community buy -ȡɅṞ ʌțǸ ʌɐʔɶȡɾɃ ȡɅǱʔɾʌɶʳẏɾ ǩǸɾʌ ɐɳɳɐɶʌʔɅȡʌʳ ʌɐ 
support the resurgence of the Indigenous economy rests in 
fostering entrepreneurship and supporting these new 
businesses to engage with their community. 

When it comes to getting 
traction on Indigenous tourism 

developments, the mosts 
successful Indigenous 

communities allow their 
economic development 

corporations and departments 
to lead and operate at a 

comfortable distance away 
from the politics of the day. 

(ITBC Interview, 2023)

Until Quaaout Lodge 
rebuilds its accommodations 
that were destroyed by fire, 

Indigenous community 
owned or managed 

businesses in the region are 
RV Parks and Campgrounds. 
(Shuswap Tourism Analysis, 

2023)

Although interested, 
Secwépemc 

Communities admit to 
having no capacity to 

make the needed focus 
and investment in their 

tourism ideas and 
opportunities. (ITBC 

Interview, 2023)
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Key Initiatives
ǒ Support an annual intake into the Full Circle Indigenous business accelerator 

program to local Secwépemc entrepreneurs to provide resources to mentor, 
coach, and encourage Indigenous community members interested in started a 
business (see fullcircle.indigenousworx.com)

ǒ Leverage relationship and expertise of ITBC Regional Specialist to identify 
partnership opportunities, and support their local presentations about the 
value of Indigenous tourism

ǒ Collaborate with local Indigenous economic development departments on 
capacity building solutions

ǒ Support Splatsin and Adams Lake RV park and campground operations, 
especially with yield management, infrastructure development, and human 
resources management

Strategy .
Foster Indigenous entrepreneurship by supporting existing and new 
Indigenous tourism businesses with business coaching and mentoring that 
increases Indigenous operator capacity and improves the support they 
receive from their local community members, administrations and traditional 
governance. 
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Focus .
Foster the Secwépemc Indigenous Economy
Foster Indigenous entrepreneurship by supporting existing and new Indigenous tourism businesses with business 
coaching and mentoring that increases Indigenous operator capacity and improves the support they receive from their 
local community members, administrations and traditional governance. 

Key Initiative Start Resource(s)

1. Support an annual intake into the Full Circle Indigenous business 
accelerator program to local Secwépemc entrepreneurs to provide 
resources to mentor, coach, and encourage Indigenous community 
members interested in started a business (see 
fullcircle.indigenousworx.com)

2025 Partnership

2. Leverage relationship and expertise of ITBC Regional Specialist to 
identify partnership opportunities, and support their local presentations 
about the value of Indigenous tourism

Ongoing Internal

3. Collaborate with local Indigenous economic development departments 
on capacity building solutions Ongoing Funding

4. Support Splatsin and Adams Lake RV park and campground operations, 
especially with yield management, infrastructure development, and 
human resources management

Ongoing Funding
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Key Initiatives
ǒ Support Secwépemc entrepreneurs to register for the Full Circle business 

accelerator to develop a tour business around hunting, trapping, gathering or 
fishing

ǒ Help Secwépemc entrepreneurs to partner with complimentary local tourism -
related businesses who can provide business mentorship, market access, and 
valued -adding experiences. For example, work with a local Chef to to cook and 
serve the food sourced during the tour with a pop -up culinary event and hotel 
stay package

Strategy .
Work with Secwépemc entrepreneurs to develop and launch Indigenous 
wildcrafting tours that will simultaneously support the local Indigenous 
ǸǪɐɅɐɃʳ ǍɅǱ ʌțǸ ñțʔɾʭǍɳ ɶǸȓȡɐɅẏɾ ȒɐɐǱ ʌɐʔɶȡɾɃ ɃǍɶȶǸʌ ǱǸʬǸȺɐɳɃǸɅʌ ȒɐǪʔɾṣ 
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Focus .
Foster the Secwépemc Indigenous Economy
Work with Secwépemc entrepreneurs to develop and launch Indigenous wildcrafting tours that will simultaneously 
ɾʔɳɳɐɶʌ ʌțǸ ȺɐǪǍȺ uɅǱȡȓǸɅɐʔɾ ǸǪɐɅɐɃʳ ǍɅǱ ʌțǸ ñțʔɾʭǍɳ ɶǸȓȡɐɅẏɾ ȒɐɐǱ ʌɐʔɶȡɾɃ ɃǍɶȶǸʌ ǱǸʬǸȺɐɳɃǸɅʌ ȒɐǪʔɾṣ 

Key Initiative Start Resource(s)

1. Support Secwépemc entrepreneurs to register for the Full Circle 
business accelerator to develop a tour business around hunting, trapping, 
gathering or fishing

2025 Partnership

2. Help Secwépemc entrepreneurs to partner with complimentary local 
tourism -related businesses who can provide business mentorship, market 
access, and valued -adding experiences. For example, work with a local 
Chef to to cook and serve the food sourced during the tour with a pop -up 
culinary event and hotel stay package

Ongoing Internal
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Empower People 
to Achieve .

Destination Development and Marketing Focus



Strategic Insights .

ğțǍʌẏɾ ʌțǸ ɾʌɐɶʳṤ
The majority of Shuswap tourism -related 
businesses noted that, to their knowledge, 
none of their employees identify with a 
minority group (ie. BIPOC, LGBTQ+, or a 
person with a disability). From the three 
minority groups in question, businesses hired 
more BIPOC employees than those that 
identify as LGBTQ+ or as a person with a 
disability. 

This provides a great opportunity to build 
platforms around hiring and welcoming 
more employee Diversity, Equity and 
Inclusiveness. 

Diversity, equity, and 
inclusion (DEI) 

committees can play a 
powerful role in 

supporting efforts to 
advance inclusion within 
your organization. (UBC 

Study, 2023)

In BC, 67% of job seekers 
look for workplace 

diversity when 
considering a job offer Ṿ
ʭțǍʌẏɾ ɃɐɶǸṞ ɐʬǸɶ ᶳᶮụ ɐȒ 

employees want their 
current employer to 

increase DEI efforts in 
their organization. 
(Glassdoor, 2022)

A more diverse, 
equitable and inclusive 

workforce can 
ẌȡɅǪɶǸǍɾǸ ʌțǸ ɐʬǸɶǍȺȺ 
ǩɐʌʌɐɃ ȺȡɅǸẍɐȒ ʌțǸ 
businesses in your 

community. ( Canadian 
Chamber of 

Commerce , 2023)
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Meeting People ẌğțǸɶǸ ÿțǸʳẏɶǸ !ʌẍṣ

Match economic development solutions against where Shuswap 
ɶǸɾȡǱǸɅʌɾ ǍɶǸ Ǎʌ ǍȺɐɅȓ ʌțǸ Ẏlivelihoods continuum ẏṣ

96Source: Community Economic Development Plan, City of Vancouver, 2017



Strategic Insights .

ğțǍʌẏɾ ʌțǸ ɾʌɐɶʳṤ

As 52% of business owners are female and 
5% LGBTQ+, Shuswap tourism -related 
businesses would flourish through 
addressing and removing systemic 
barriers to employment, entrepreneurship, 
and access that women in business face.

Women -owned 
businesses focus more 
on innovation and are 
much more likely than 
men -owned businesses 

to put in place 
marketing innovations. 

(wekh.ca, 2023)

On average , 
women in B.C. earn 

$0.75 per hour 
compared to their 
male counterpart 

across sectors. 
(Go2HR.com, 2022)

The number of 
businesses owned by 
women is on the rise 

in Canada, but female 
entrepreneurs still 
disproportionately 

face barriers such as 
lack of access to 

capital from financial 
institutions. (BNN 
Bloomberg, 2023 )
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Strategic Insights .

ğțǍʌẏɾ ʌțǸ ɾʌɐɶʳṤ
The labour crisis within British Columbia and 
Canada for low skilled workers in tourism is 
anticipated to continue to grow and maintain 
at a rate that is twice as high as other 
industries. Embracing stronger DEI hiring 
practices and workplace accommodations 
would provide some relief in this very 
important area. 

Empowering local accessibility champions to 
sometimes take the lead and sometimes 
advise, will prove the magic formula for 
making Shuswap a destination that ignites 
ǸʬǸɶʳɐɅǸẏɾ ɳɐʌǸɅʌȡǍȺṣ
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Less than 20% of 
tourism -related 
businesses have 

employees on their 
staff with classified 

disabilities. (Shuswap 
Tourism Survey, 

2023)

Over 50% of tourism -
related businesses are 
experiencing labour 

challenges and 
continuous vacancy 

rates maintain at 
around 10%. (StatsCan, 

2023)

Half of the Shuswap 
tourism -related businesses 
participate in some form of 

diversity, equity, and 
inclusion (DEI) hiring and 

promotion practices 
including non -

discriminatory hiring and 
promotion policies. 

(Shuswap Tourism Survey, 
2023)



Key Initiatives
ǒ Partner with WORTH Association to host women -focused events to 

inspire and grow participation 
ǒ Hire an employment and DEI policy expert to audit the destination and 

develop a broad destination -wide policy
ǒ Provide support and tools for tourism businesses to effectively 

implement and be in compliance with the BC Pay Transparency Act
ǒ Undertake the development of a social procurement initiative to match 

home -based business supply of products with tourism -related business 
that could benefit (ie. small batch artisanal soaps to be used in hotels 
and/or restaurants)

Strategy .
Nurture a tourism destination culture that fosters creativity, fresh 
perspectives, and understanding by implementing and encouraging local 
businesses and tour operators to enforce policies and programs designed to 
empower BIPOC, LGBTQ2S+, retirees, and women.
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Focus .
Empower People to Achieve
Nurture a tourism destination culture that fosters creativity, fresh perspectives, and understanding by implementing and 
encouraging local businesses and tour operators to enforce policies and programs designed to empower BIPOC, 
LGBTQ2S+, retirees, and women.

Key Initiative Start Resource(s)

1. Partner with WORTH Association to host women -focused event to 
inspire and grow participation 2026 Partnership

2. Hire an employment and DEI policy expert to audit the destination and 
develop a broad destination -wide policy 2025 Funding

3. Provide support and tools for tourism businesses to effectively 
implement and be in compliance with the BC Pay Transparency Act 2025 Internal

4. Undertake the development of a social procurement initiative to match 
home -based business supply of products with tourism -related business 
that could benefit (ie. small batch artisanal soaps to be used in hotels 
and/or restaurants)

2025 Funding
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Appendix .



Appendix A

Survey .
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Tourism -Related Business 
Respondent Survey Results . 
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Source: Shuswap Tourism Destination Development Survey, 2023 - Q2 (N = 61)

N = 35
Tourism -Related Business

Shuswap Tourism Survey Audience . 

N = 26
Tourism Champions
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Tourism -Related Business Profile .
Q4 . How would you describe your business/organization?
N = 31

Source: Shuswap Tourism Destination Development Survey, 2023

N %

Accommodation 9 29.0%

Retail 7 22.6%

Attractions 5 16.1%

Tour Operator 3 9.7%

Events 3 9.7%

Food and Beverage 2 6.5%

DMO 1 3.2%

Municipal 1 3.2%

Transportation 0 0.0%
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Q5. Please state the number of employees your business/organization has.
N = 32

N %

1 to 4 15 46.9%

5 to 9 5 15.6%

10 to 19 5 15.6%

20 to 49 4 12.5%

50 to 99 1 3.1%

100 or more 2 6.3%

Source: Shuswap Tourism Destination Development Survey, 2023 106



Q6 . What percentage of your employees identify with a minority group ?
N = 26

BIPOC LGBTQ+ Person with a disability

None 53.9% 65.2% 75%

Less than 10% 15.4% 30.4% 20.8%

10% to 24% 23.1% 4.4% 4.2%

25% to 49% 3.9% 0.0% 0.0%

50% to 74% 0.0% 0.0% 0.0%

75% to to more 3.9% 0.0% 0.0%

Source: Shuswap Tourism Destination Development Survey, 2023 107



Q7. Is your business owned/operated by someone who identifies as a minority?
N = 21

Source: Shuswap Tourism Destination Development Survey, 2023

N %

Female 11 52.4%

BIPOC 4 19.1%

LGBTQ+ 1 4.8%

Pearson with a disability 1 4.8%

None of the above 8 38.1%
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ÅBusiness is somewhat accessible (69%)

ÅBusiness is accessible (19%)

ÅBusiness is not accessible (12%)

Å55% of businesses do not engage in 
DEI hiring / promotion practices

Accessibility and Business Diversity, Equity, and Inclusion .

Source: Shuswap Tourism Destination Development Survey, 2023 - Q8 (N = 22), Q9 (N= 26)

45% of businesses have DEI practices in place 
that include non -discriminatory hiring and 
promotion policies.
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Business Sustainability Practices .

91% 
no sustainability 

awards or 
certifications

Measure or report on:
Å Energy consumption (89%)
Å Water usage (67%)
Å Waste production (67%)
Å Carbon emissions (0%)  

62% 
contribute to 

community or 
environmental 

groups

14%
provided 
details on 

sustainability 
efforts

Source: Shuswap Tourism Destination Development Survey, 2023 - Q10 (N = 21), Q11 (N= 9), Q12 (N = 21), Q13 (N = 6) 110



Q14. Who would be an ally in supporting sustainable tourism development?
N = 13

Source: Shuswap Tourism Destination Development Survey, 2023

N %

Municipalities 3 23.1%

DMOs 3 23.1%

Community Champions 3 23.1%

Local Tourism Businesses 3 23.1%

Local Non -profits 2 15.4%

Tourism Consumers 1 7.7%

Municipalities mentioned included the District 
of Sicamous, City of Salmon Arm, and the 
Village of Chase.

Explore Sicamous, Shuswap Tourism, and TOTA 
were referenced as DMOs that would have the 
energy and power to get sustainable tourism 
development projects off the ground. 
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Q15. What are the strongest assets to tourism in the Shuswap region?
N = 17

Source: Shuswap Tourism Destination Development Survey, 2023

1. Natural Environment

3. Local Food and Wine 4. Local Culture and History

2. Outdoor Recreation Experiences

Small town feel, friendly people, 
and houseboats were also 
mentioned to a lesser degree.

88%
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Source: Shuswap Tourism Destination Development Survey, 2023

Q16. What would strengthen tourism in the Shuswap tourism region?
N = 16

ÅActive Transport Network 

ÅRoad Maintenance and Improvements

ÅLake Access 

ÅFamily Friendly Activities 

ÅWildfire Response

ÅAccommodations 

ÅWastewater Management 

ÅBuilding Out Shoulder Seasons 
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Source: Shuswap Tourism Destination Development Survey, 2023

Q17. What aspects of tourism in the Shuswap region could be improved upon?
N = 16

Inconsistencies in tourism marketing 
and development across the regions 
and seasonal fluctuations in demand 
were noted as main areas of 
opportunity. Limited accommodation 
supply (especially for camping and 
RVs), organized environmental 
sustainability efforts, wildfire control, 
and accessibility were also mentioned.
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Source: Shuswap Tourism Destination Development Survey, 2023

1. Wildfires 2. Poor Road Conditions / Infrastructure

Q18. What is your most common guest complaint?
N = 17

3. Lacking Amenities

4. Seasonality / Limited Operating Hours 5. Weak Active Transport Network

Limited year -round family friendly activities, poor lake access, short staffing 
during peak seasons, high costs, and limited housing for staff also noted.
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Q19. In the next 5 years, what significant challenges will your business be facing?
N = 17

116Source: Shuswap Tourism Destination Development Survey, 2023



Tourism Champion 
Respondent Survey Results . 
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Q21. What is special about the Shuswap region that you don't want to lose?
N = 12

Tourism champions do not want to 
sacrifice the natural environment nor 
their access to it. The small -town feel, 
friendly atmosphere, local food and 
wine scene, local culture and history, 
and peak summer tourism demand 
were also noted as special aspects in 
the Shuswap region.

ÿțǸ ñțʔɾʭǍɳ ɶǸȓȡɐɅẏɾ ɅǍʌʔɶǍȺ ǸɅʬȡɶɐɅɃǸɅʌ ǍɅǱ 
access to nature were ranked highest and most 
mentioned by respondents. 

118Source: Shuswap Tourism Destination Development Survey, 2023



1. Natural Environment

3. Sense of Community

2. Outdoor Recreation Experiences

Tourism champions agree with tourism -related 
ǩʔɾȡɅǸɾɾǸɾ ʌțǍʌ ʌțǸ ñțʔɾʭǍɳ ɶǸȓȡɐɅẏɾ ɅǍʌʔɶǍȺ 
environment is the strongest tourism asset, 
especially the lake.

50%

Q22. What are the strongest assets to tourism in the Shuswap region?
N = 12

119Source: Shuswap Tourism Destination Development Survey, 2023



Q23. Who would be an ally in supporting sustainable tourism development?
N = 9

ÅLocal Non -profits

ÅIndigenous Community

ÅMunicipalities

ÅCommunity Champions

ÅTourism Consumers

Unlike tourism -related businesses, tourism champions believe that 
local non -profits and the local Indigenous community would be the 
strongest allies towards sustainable tourism development. 

120Source: Shuswap Tourism Destination Development Survey, 2023



Q24 . What would strengthen tourism in the Shuswap tourism region?
N = 12

The development of an active 
transportation network (expanded trail 
system with bike and boat rentals), 
improvement and maintenance of 
roadways, and increased lake access 
were most noted.

Shuswap tourism -related businesses and tourism 
champions both agree that an active transportation 
network would strengthen tourism in the region.

121Source: Shuswap Tourism Destination Development Survey, 2023


