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HARRISON RIVER VALLEY



MEET THE TEAM



MUNICIPAL REGIONAL DISTRICT TAX (MRDT) VS RESORT MUNICIPALITY

o COLLECTED BY THE VILLAGE
7. OF HARRISON HOT SPRINGS

COLLECTED BY TOURISM
HARRISON RIVER VALLEY

MRDT

Municipal and Regional District Tax (also known as the
Hotel Tax) is a 3% tax generated from accommodation

providers in Harrison Hot Springs, District of Kent, and

the FVRD Area C.
Eligible Expenses

Tourism Marketing, Projects, and Programming that
increase local tourism revenue, visitation, and economic

benefits.

i.e. Marketing, Co-Op Marketing programs



VISION

A year-round destination where visitors
enjoy diverse arts, culture, and recreation
experiences, are respectful of the
environment, and bring benefits to our
unique communities and cultures.

MISSION

Collaborating with tourism partners to grow
tourism offerings and responsibly steward
tourism assets for all.
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2026 Marketing
Strategy

A

Key Intended Outcomes

More planned trips

Longer stays

Stronger economic

impact

/



Presenter Notes
Presentation Notes
In 2025 we contracted Junction Consulting to help us review our marketing tactics and create a 2026 marketing strategy.  While called the 2026 Marketing strategy we forsee this being able to guide us over the next 3-5 years.  


Core Components

Seasonal campaigns

| onger-term creator partnerships

A restructured website

Events and on-the-ground activation

Structured stakeholder collaboration

that balance reach (summer) with planning and

conversion momentum (shoulder season)

that model real trips and integrate directly into
planning content

focused on itineraries and decision support

used as planning anchors and content engines

that increases participation, visibility, and
alignment across the tourism community



HARRISON RIVER VALLEY

\

Website

* Primary trip-planning engine, not just an information
repository.

* Prioritize itinerary-led content over directories,
quiding visitors through planning decisions based on
trip length, season, interests, and group type.

Al & tourismharrison.com ¢



Presenter Notes
Presentation Notes
The website is currently undergoing some upgrades and RFP is about to be distributed to help refresh the content of the website with the goal of focussig on making potential visitors trip planning as easy as possible.


Social Media

Social media as a planning tool, not a broadcast channel

* Instagram

e Facebook

* TikTok



Presenter Notes
Presentation Notes
Rather than functioning as a broadcast channel or a traffic driver alone, social platforms are used to help potential visitors visualize their trip, understand how experiences connect, and feel
confident that planning a visit is easy and rewarding.

Tourism Harrison’s social media presence is not about posting more, it is
about guiding better. By prioritizing short-form video, authentic storytelling, and
planning-led content, social channels will help travellers see themselves in the
Harrison River Valley, understand how to plan a trip, and feel confident choosing
the destination.
Social media, creators, paid amplification, and the website work together as a
system — ensuring every piece of content moves the audience one step closer to
planning a meaningful visit.Tourism Harrison’s social media presence is not about posting more, it is about guiding better. By prioritizing short-form video, authentic storytelling, and planning-led content, social channels will help travellers see themselves in the Harrison River Valley, understand how to plan a trip, and feel confident choosing the destination.
Social media, creators, paid amplification, and the website work together as a system — ensuring every piece of content moves the audience one step closer to
planning a meaningful visit.



Media Relations

Strategic Role of Content
Creators

Reframing the Destination Story

Creators help broaden perception of
the Harrison River Valley beyond a
single experience by showing how

multiple communities, activities, and

moments connect into a cohesive trip. _/J

Modelling Trip Planning

Through real itineraries, pacing, and decision-making,
creators demonstrate how easy it is to plan a short stay,

reducing uncertainty and friction for potential visitors.

Fue|ing the P|anr|ing Ecosystem

Creator content is designed to live beyond social feeds,

feeding Tourism Harrison's website, campaigns, email,

and paid media as reusable planning assets.




Advertising
Tik lok Ads

 Move from more traditional
advertising to digital.

Meta Ads




Stakeholder Collaboration

Destination marketing works best when it’s built with
the community.

* Local Micro-Campaigns, which provide tangible
opportunities for businesses to participate in
destination storytelling.

* Local Harrison News, which provides consistent
communication, transparency, and alignment
across the tourism community

NEW YEAR"S EVE
CELEBRATIONS IN THE
HARRISON RIVER
VALLEY

LAST MINUTE
SHOPPING GUIDE



Presenter Notes
Presentation Notes
Tourism Harrison will issue regular, clearly defined calls for participation tied to seasons, themes, or planning needs (e.g. “Spring in the River Valley,” “Shoulder Season Getaways,”

Selected participants receive:
Professionally produced photo and video assets
Inclusion in Tourism Harrison’s social, campaign, and
planning content
Assets that can also be reused by the business in their
own marketing

Local Harrison News:
Email distributed monthly  to stakeholders with content such as Upcoming campaigns,  participation opportunities, Highlights from recent micro-campaigns, Insights into visitor trends and planning behaviour, Clear explanations of how marketing efforts are evolving
Tourism Harrison will host quarterly coffee chats where local tourism businesses are invited to:
Meet informally with the Local Business Liaison and ED
Connect with other businesses across the River Valley
Ask questions, share ideas, and provide feedback in a relaxed setting
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2026 Events

» Sasquatch Days
« Canada Day

Lights by the Lake
New Event in 2027 to replace Family Day
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Visitor Services

Addition of a Visitor Services

Manager ) [ S [n” PW*HW ﬁ N "

Open 7 days a week | 10-4 and 10-5
in the summer




Sasquatch Museum

« Offer more group tours and
consider private tours outside of

opening hours.

WID "y

* Growing the Retail area and looking
to incorporate some local artists
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Presenter Notes
Presentation Notes
Partnered with Junction Consulting to develop the 5 year plan. Consultation with stakeholders and key industry partners to inform the strategic plan moving for 2027-2031. Through this process, we came up with 4 key goals and outlined the strategies to reach those goals. 



GOAL |

Strengthen Year-Round Visitation and Disperse Economic
Benefit Across the Harrison River Valley



Redevelop trip planning tools on our website and social media
channels.

Work with local businesses to update Google Business profiles and
social media skills, ensuring consistent info across the web.

Focus on attracting our three identified priority visitor segments of:
* The Accessible Adventurer
* The Conscientious Connector
* The Restorative Escapist

Develop and Bromote cross community itineraries that package District

of Kent, FVRD Area C and Harrison Hot Springs.

Strengthen Fraser Valley partnerships with Abbotsford, Chilliwack and
Langley to attract drive market visitors.


Presenter Notes
Presentation Notes
Redevelop trip planning tools on our website and social media channels.

Work with local businesses to update Google Business profiles and social media skills, ensuring consistent info across the web.
�
Shift from a Hot Springs focused narrative to a cohesive Harrison River Valley brand story.
�
Focus on attracting our three identified priority visitor segments of :
The Accessible Adventurer
The Conscientious Connector 
The Restorative Escapist 
�
Develop and promote cross community itineraries that package District of Kent, FVRD Area C and Harrison Hot Springs.
�
Strengthen Fraser Valley partnerships with Abbotsford, Chilliwack and Langley to attract drive market visitors.
�
Leverage regional and provincial partnerships to extend reach beyond the immediate market.


GOAL 2

Strengthen Destination Development and Product
Readiness



Identify product gaps and actively support development of new and
enhanced tourism experiences.

Expand and evolve the current grant program to encourage product
development, seasonal activation and collaborative campaigns.

Allocate dedicated marketing investment to support market ready
Indigenous experiences.

Work with stakeholders to create compelling year round itineraries that
extend length of stay and distribute visitation.

Integrate Halg’eméylem language and Indigenous storytelling into
destination materials in a meaningful and respectful way.

Develop a balanced annual event portfolio that supports shoulder season
growth, midweek visitation and economic impact.

Integrate local culture, agriculture and Indigenous storytelling into event
programming.

Execute targeted marketing campaigns to drive overnight visitation tied to
events.


Presenter Notes
Presentation Notes
Identify product gaps and actively support development of new and enhanced tourism experiences.
Expand and evolve the current grant program to encourage product development, seasonal activation and collaborative campaigns.
Allocate dedicated marketing investment to support market ready Indigenous experiences.
Work with stakeholders to create compelling year round itineraries that extend length of stay and distribute visitation.
Support small and emerging operators in packaging and promoting their offerings.
Strengthen event sustainability by supporting economic impact measurement.
Integrate Halq'eméylem language and Indigenous storytelling into destination materials in a meaningful and respectful way.
Develop a balanced annual event portfolio that supports shoulder season growth, midweek visitation and economic impact.
Integrate local culture, agriculture and Indigenous storytelling into event programming.
Execute targeted marketing campaigns to drive overnight visitation tied to events.
Develop tools and resources to support stakeholders in attracting corporate and group business.


GOAL 3

Deliver Exceptional Visitor Servicing and Strengthen the Sasquatch
Museum as a Marketable Attraction



Align Visitor Services staffing levels and service hours with visitation growth and
seasonal demand.

Expand and professionalize the role of Visitor Services Counsellors to include
itinerary planning, retail knowledge and destination storytelling.

Develop and implement a retail strategy that reflects the Harrison River Valley
brand and visitor expectations.

Extend visitor servicing beyond the physical Visitor Centre through kiosks, event
presence and seasonal outreach.

Position the Sasquatch Museum as a standalone attraction with dedicated
marketing support.

Strengthen collaboration with hotel and accommodation frontline staff to ensure
consistent destination knowledge and messaging.


Presenter Notes
Presentation Notes
Align Visitor Services staffing levels and service hours with visitation growth and seasonal demand.�
Expand and professionalize the role of Visitor Services Counsellors to include itinerary planning, retail knowledge and destination storytelling.�
Develop and implement a retail strategy that reflects the Harrison River Valley brand and visitor expectations.��Extend visitor servicing beyond the physical Visitor Centre through kiosks, event presence and seasonal outreach.�
Position the Sasquatch Museum as a standalone attraction with dedicated marketing support.�
Strengthen collaboration with hotel and accommodation frontline staff to ensure consistent destination knowledge and messaging.�
Refresh Museum experiences through rotating displays and updated storytelling elements.


GOAL 4

Strengthen Organizational Excellence



* Align staffing structure and capacity with organizational growth and expanded
programming.

* Invest in tools, technology and training that improve efficiency and service
delivery.

* Modernize governance and reporting practices to reflect evolving marketing
strategy and performance measurement.

Strengthen inclusive governance and Indigenous representation at the Board
level.

* Use research and stakeholder feedback to guide decision making and maintain
community support.

 Clearly measure and communicate the economic value of tourism in the Harrison
River Valley.



Presenter Notes
Presentation Notes
Align staffing structure and capacity with organizational growth and expanded programming.�
Invest in tools, technology and training that improve efficiency and service delivery.�
Modernize governance and reporting practices to reflect evolving marketing strategy and performance measurement.��Strengthen inclusive governance and Indigenous representation at the Board level.�
Use research and stakeholder feedback to guide decision making and maintain community support.�
Clearly measure and communicate the economic value of tourism in the Harrison River Valley.
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HARRISON RIVER VALLEY

TOURISM HARRISON

2027-2031 DRAFT

Five Year Strategic Plan
Summary



https://tourismharrison.com/about/stakeholders/
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