
To u r i s m  M a r ke t i n g  H i g h l i g h t s  A p r i l  1 ,  2 0 2 5  – M a r c h  3 1 ,  2 0 2 6  &  W h a t ’s  N e x t  2 0 2 6

P r e p a r e d  b y  S i m o n e  C a r l y s l e - S m i t h ,  S V P S  To u r i s m  S e r v i c e s  M a n a g e r



Market ing Highl ights  Report

• Similkameen Valley – Destination BC 
Cooperative Marketing Program

• Marketing Highlights (Similkameen Valley & 
Crowsnest)

• What’s Next

• Tourism Industry Website (Shared only with local 
industry)

• Tourism Services Contractor

• The Similkameen Valley Planning Society



Destination BC
Co-op Marketing Program & 
Strategy Alignment 
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Dest inat ion BC (DBC)  Co-op Program 

Similkameen Valley Planning Society

• Leverage SVPS core tourism funding $35,000
• Similkameen Valley DBC Funds $21,000 
• Crowsnest Partners Funds $17,500
• Crowsnest DBC Funds $19,500
• Total Leveraged Budget $93,000

• Alliances: 
• Crowsnest Tourism Alliance
• Similkameen Independent Winegrowers
• Black Press – travel guide
• Similkameen Country Development 

Association – Agriculture Strategy

4



Similkameen Valley part of: 
Destination BC Routes & Corridors

1. Rainforest to Rockies (Hwy 1 
and Hwy 3 loop) 

2. Valleys & Vineyards (Vernon, 
Okanagan Corridor and 
Keremeos / Cawston)

https://www.supernaturalbc.com/places-routes/explore/similkameen-valley/ 

https://www.supernaturalbc.com/places-routes/explore/similkameen-valley/
https://www.supernaturalbc.com/places-routes/explore/similkameen-valley/
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Marketing 
Highlights
DBC Co-op Fiscal FY 2025/26 

April 1, 2025 – March 31, 2026
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Market ing Focus  of  Effort  –  S imi lkameen Val ley

• Increase awareness and interest in the 
Similkameen Valley (Captivate) 

• Inspire travel through compelling content for trip 
planning (Activate)

• Direct referrals to tourism businesses (Generate) 

• Encourage sharing of experiences (Advocate)

• Unified theme “Linger Longer”
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BC 90%    ALBERTA 10%



Market ing Focus  of  Effort  –  S imi lkameen Val ley

• Website
• Audit, design updates, SEO, Content (AI 

search response considerations)
• Content: Blogs, Seasonal, Pages (new & 

updates), Events, Maps, Business Listings, 
Imagery

• Email Marketing – Seasonal

• 2026 Travel Experiences Guide

• Social Media – Facebook & Instagram

• Digital Campaigns
• Seasonal (META Fall 2025/Spring 2026)
• Paid Search
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Simi lkameen Val ley  –  Website  -  B logs
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https://similkameenvalley.com/stories/

https://similkameenvalley.com/stories/


Simi lkameen Val ley  –  Website  -  B logs
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https://similkameenvalley.com/stories/

https://similkameenvalley.com/stories/


Simi lkameen Val ley  –  Website  -  B logs
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https://similkameenvalley.com/stories/

https://similkameenvalley.com/stories/


Simi lkameen Val ley  –  Website
Plan by Season Page
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https://similkameenvalley.com/plan/seasons/ 

https://similkameenvalley.com/plan/seasons/


Simi lkameen Val ley  –  Website  Pages  –  Weddings
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https://similkameenvalley.com/plan/weddings/ 

https://similkameenvalley.com/plan/weddings/


Simi lkameen Val ley  –  Website  Page Updates  –  Winter
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https://similkameenvalley.com/things-to-do/winter/ 

https://similkameenvalley.com/things-to-do/winter/
https://similkameenvalley.com/things-to-do/winter/
https://similkameenvalley.com/things-to-do/winter/
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Simi lkameen Val ley  –  Website  Page Updates  –Hedley
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https://similkameenvalley.com/places-to-go/communities/hedley/ 

https://similkameenvalley.com/places-to-go/communities/hedley/
https://similkameenvalley.com/places-to-go/communities/hedley/
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Simi lkameen Val ley  –  Website  Page –  Events  Refresh
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https://similkameenvalley.com/things-to-do/events/ 

https://similkameenvalley.com/things-to-do/events/
https://similkameenvalley.com/things-to-do/events/
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Simi lkameen Val ley  –  Website  –  Maps
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https://similkameenvalley.com/getting-here/ 

https://similkameenvalley.com/getting-here/
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Simi lkameen Val ley  –  Website  –  Maps
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https://similkameenvalley.com/getting-here/ 

https://similkameenvalley.com/getting-here/
https://similkameenvalley.com/getting-here/
https://similkameenvalley.com/getting-here/


Sip  the S imi lkameen –  Website  –  Maps –  Dr ive  Routes
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https://similkameenvalley.com/wine-cider-distillery-
road-trip-through-similkameen-valley/ 
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Sip  the S imi lkameen –  Draft  Maps –  Cyc le  Routes

20



Simi lkameen Val ley  –  Bus iness  Directory  Refresh
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https://similkameenvalley.com/directory-sv / 

https://similkameenvalley.com/directory-sv/
https://similkameenvalley.com/directory-sv/
https://similkameenvalley.com/directory-sv/
https://similkameenvalley.com/getting-here/


Simi lkameen Val ley  –  Bus iness  Directory
R e f r e s h  &  U p d a t e s
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https://similkameenvalley.com/directory-sv / 

Open for the 2026 Season June 12-Oct 12

https://similkameenvalley.com/directory-sv/
https://similkameenvalley.com/directory-sv/
https://similkameenvalley.com/directory-sv/
https://similkameenvalley.com/getting-here/


Simi lkameen Val ley  –  Imagery –  Shared Rights
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Similkameen Independent 
Winegrowers (SIW) – Shared Images

Emma Roberts, Photography Shared 
Usage Agreement

Simone Carlysle-Smith & friends, 
donated images



• 204 subscribers

• Passive 
approach – sign 
up form on 
website

• Seasonal 
newsletter, links 
to blogs

Simi lkameen Val ley  Consumer Emai l  Market ing



2026 S imi lkameen Val ley  Travel  Exper iences  Guide

• Visitor Centre’s and business support

• Partnership with Black Press

• Delivered before May long weekend, 
with the new pad maps locally and 
Black Press distributes outside the 
valley and throughout the year

• 14,000 copies* subject to sales 



Digita l  Market ing Highl ights
A p r  1 ,  2 0 2 5  t o  M a r c h  3 1 ,  2 0 2 6

• Digital marketing highlights include:
• Digital readiness audit website 

optimization

• Organic social media (Facebook and 
Instagram)

• Digital Campaigns
(Campaign Reports on file)

• META 

• Paid Search



Digita l  Market ing Highl ights

• Website traffic grew across the board: 54,146 
users (+11%), 65,756 sessions (+13.5%), and 
118,256 pageviews (+12.6%) for the fiscal year

• The website generated 3.2M impressions and 
38,905 URL clicks from April 2025 to March 2026

• The site successfully drove referral traffic to local 
businesses. 6,967 website clicks, 296 email clicks, 
and 187 phone number clicks

• Seasonal blog content continued to drive the most 
website traffic - the Spring and Summer blogs 
were the top two most viewed pages

• AI-driven search referrals were noted as a new 
and emerging traffic source for the first time this 
fiscal year



Digita l  Market ing Highl ights

• Facebook impressions increased +50% from the previous 
year with a total reach of 1,201,562 and 19,961 
engagements

• Instagram engagements increased +31% from the 
previous year with 529,257 impressions and a total 
reach of 432,739

• The Spring 2026 Meta campaign was the strongest of 
the year - 203,267 unique reach, 415,202 impressions, 
and 11,389 landing page views

• The Fall 2025 campaign expanded to Google Search- 
Meta and Google combined for 430,162 impressions 
and 3,072 clicks to local business websites





Digita l  Market ing Highl ights  -  Website
S i m i l k a m e e n Va l l e y. c o m

• Top Pages Viewed: Spring Blog, home 
page, Summer Blog, events page and 
floating. 

• Top Audience locations: Vancouver, 
Surrey, Osoyoos and Penticton.

• Top Traffic Sources: Organic, Direct, 
Paid Social and Google Ads.  

• Top Devices: Mobile followed by 
desktop.



Digita l  Market ing Highl ights  -  Website
S i m i l k a m e e n Va l l e y. c o m

Outbound Referrals

• The goal of the website is to 
create awareness and generate 
referral traffic to local business 
websites and contact details 

• The site generated 6,967 website 
clicks, 296 email clicks and 187 
telephone calls.



Digita l  Market ing Highl ights  -  Organic  Socia l  Media
F a c e b o o k  h t t p s : / / w w w . f a c e b o o k . c o m / S i m i l k a m e e n B C  

• Facebook saw an increase in followers, bringing the 
total followers to 10,070

• Total reach 1,201,562

• Total impressions for between April 1 – March 31 
was 25,541,358 with total engagement and link 
clicks of 19,961, resulting in a total engagement 
rate of 3.1%

• The images to the right show the top performing 
posts  

• Facebook continues to resonate with demographics 
over 25 years of age, with 20.4% of the audience 
being age 35-44.

• The main audience is local British Columbia 
residents with some followers from Alberta and 
small portion of followers coming from the United 
States

https://www.facebook.com/SimilkameenBC


Digita l  Market ing Highl ights -  Organic  Socia l  Media
I n s t a g r a m  h t t p s : / / w w w . i n s t a g r a m . c o m / s i m i l k a m e e n b c /

• Instagram saw a +1% follower increase with the 
total followers at 3,309

• Total reach 432,739

• Total impressions on content was 529,257 with 
11,739 engagements

• The images to the right show the top performing 
posts

• Instagram reaches a slightly different demographic 
with 30.3% of followers being between 35-44 years 
of age and 23.8% between 25-34 years old

• Followers continue to be BC and Alberta residents

https://www.instagram.com/similkameenbc/


Campaign Highlights

• The goal was to build top-of-funnel awareness of 
the summer blog, ultimately driving traffic to 
the website

• The Summer campaign ran on Facebook and 
Instagram July 7 - August 1, 2025 , the primary 
landing page for this campaign was the summer 
blog: https://similkameenvalley.com/summer-in-
the-simikameen-valley/ 

• The website had high organic traffic for summer 
with additional website traffic from this campaign. 

• The top 5 locations targeted were Vancouver, 
Kelowna, Penticton, Kamloops and Surrey 

Key Performance Indicators
• Landing page views: 4,249
• Post engagements: 5,311
• Individual clicks on external 

websites: 1,349 
• Clicks on business details: 82
• Total Impressions: 220,580
• Total unique reach 82,928
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Simi lkameen Summer 2025 Socia l  Media  Campaign
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Campaign Highlights

• The goal was to build top-of-funnel awareness of 
the fall blog, ultimately driving traffic to the 
website

• The Fall campaign ran on Facebook, Instagram and 
Google Search September 11 - September 29, 2025 
the primary landing page for this campaign was the 
fall blog: https://similkameenvalley.com/fall-in-the-
similkameen-valley/ 

• The website had high organic traffic for summer 
with additional website traffic from this campaign. 

• The top 3 locations targeted were British Columbia, 
Alberta and Washington State

Key Performance Indicators
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Simi lkameen Fa l l  2025 Socia l  Media  Campaign

• Meta Landing page views: 7,910
• Meta Post engagements: 9,080
•   Google Landing page views:     1,687
• Individual clicks on external 

websites: 3,072
• Clicks on business details: 317
• Meta Total Impressions: 371,773
• Meta Total unique reach 160,606
•   Google Total Impressions: 58,389

https://similkameenvalley.com/fall-in-the-similkameen-valley/
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Campaign Highlights

• The goal was to build top-of-funnel awareness to 
the spring blog, ultimately driving traffic to the 
website

• The spring campaign ran on Facebook and 
Instagram March 1 - 28, 2026, the primary landing 
page for this campaign was the spring blog: 
https://similkameenvalley.com/spring-in-the-
similkameen-valley/ 

• The website had high organic traffic for summer 
with additional website traffic from this campaign. 

• The top 3 locations targeted were British Columbia, 
Alberta and Washington State

Key Performance Indicators
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Simi lkameen Spr ing 2026 Socia l  Media  Campaign

• Meta Landing page views: 11,389
• Meta Post engagements: 13,522
• Google Link Clicks: 607
• Individual clicks on external 

websites: 677
• Clicks on business details: 21
• Meta Total Impressions: 415,202
• Meta Total unique reach 203,267
• Google Total Impressions: 12,678

https://similkameenvalley.com/spring-in-the-similkameen-valley/
https://similkameenvalley.com/spring-in-the-similkameen-valley/
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Dest inat ion BC (DBC)  Co -op Program
Cruise  the Crowsnest  Scenic  3

Similkameen Valley Planning Society

• Lead applicant for the consortium

• Project management & administration

• Alliance Partners: 
• Hope, Cascades and Canyons
• Manning Park Resort

• SVPS with Similkameen Independent 
Winegrowers

• Destination Osoyoos
• Boundary Country

38

https://www.crowsnestscenic3.com/ 

https://www.crowsnestscenic3.com/


Market ing Focus  of  Effort  –  Cruise  the Crowsnest

• The objective of this initiative is to enhance the 
quality of life for residents along the Crowsnest 
Corridor by promoting responsible tourism that 
aligns with the unique economic, cultural, and 
environmental values of each community.

• Through strategic marketing, we aim to foster 
tourism that supports these communities, from 
Hope to Christina Lake creating a positive impact 
for both residents and visitors.

• Unified theme "Every Mile, a New Memory"

39

BC Primary 
  

Alberta Secondary Washington State Tertiary 



Market ing Focus  of  Effort  –  Cruise  the Crowsnest

• Website

• Audit, SEO, (AI search response 
considerations), website  image & content 
refresh 

• Content: Blogs, Seasonal Slide shows, Video

• Postcards

• Organic Social Media – Facebook & Instagram

• Digital Campaigns

• Postmedia – Alberta

• META

• Google Display Network

40



Cruise  the Crowsnest   –  Website  Refresh

Website audit, update site for partner set-up, 
map, new imagery, video, slide shows. 

https://www.crowsnestscenic3.com/ 

41

https://www.crowsnestscenic3.com/


Cruise  the Crowsnest  -  Seasonal  Campaign B logs
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https://www.crowsnestscenic3.com/blog/ 

https://www.crowsnestscenic3.com/blog/


Cruise  the Crowsnest  -  Specia l ty  B logs

43

1. Inclusive marketing 
(highlighting diverse 
cultural experiences, 
accessibility, gender)

https://www.crowsnestscenic3.com/more-
than-a-road-discovering-culture-and-
connection-along-the-crowsnest-highway/      

2. Visitor education (fostering 
responsible tourism)
https://www.crowsnestscenic3.com/beyond-
the-pass-a-visitors-guide-to-responsible-
travel-along-the-crowsnest-highway/

https://www.crowsnestscenic3.com/more-than-a-road-discovering-culture-and-connection-along-the-crowsnest-highway/
https://www.crowsnestscenic3.com/more-than-a-road-discovering-culture-and-connection-along-the-crowsnest-highway/
https://www.crowsnestscenic3.com/more-than-a-road-discovering-culture-and-connection-along-the-crowsnest-highway/
https://www.crowsnestscenic3.com/more-than-a-road-discovering-culture-and-connection-along-the-crowsnest-highway/
https://www.crowsnestscenic3.com/more-than-a-road-discovering-culture-and-connection-along-the-crowsnest-highway/
https://www.crowsnestscenic3.com/more-than-a-road-discovering-culture-and-connection-along-the-crowsnest-highway/
https://www.crowsnestscenic3.com/more-than-a-road-discovering-culture-and-connection-along-the-crowsnest-highway/
https://www.crowsnestscenic3.com/more-than-a-road-discovering-culture-and-connection-along-the-crowsnest-highway/
https://www.crowsnestscenic3.com/more-than-a-road-discovering-culture-and-connection-along-the-crowsnest-highway/
https://www.crowsnestscenic3.com/more-than-a-road-discovering-culture-and-connection-along-the-crowsnest-highway/
https://www.crowsnestscenic3.com/more-than-a-road-discovering-culture-and-connection-along-the-crowsnest-highway/
https://www.crowsnestscenic3.com/more-than-a-road-discovering-culture-and-connection-along-the-crowsnest-highway/
https://www.crowsnestscenic3.com/more-than-a-road-discovering-culture-and-connection-along-the-crowsnest-highway/
https://www.crowsnestscenic3.com/more-than-a-road-discovering-culture-and-connection-along-the-crowsnest-highway/
https://www.crowsnestscenic3.com/more-than-a-road-discovering-culture-and-connection-along-the-crowsnest-highway/
https://www.crowsnestscenic3.com/more-than-a-road-discovering-culture-and-connection-along-the-crowsnest-highway/
https://www.crowsnestscenic3.com/more-than-a-road-discovering-culture-and-connection-along-the-crowsnest-highway/
https://www.crowsnestscenic3.com/more-than-a-road-discovering-culture-and-connection-along-the-crowsnest-highway/
https://www.crowsnestscenic3.com/more-than-a-road-discovering-culture-and-connection-along-the-crowsnest-highway/
https://www.crowsnestscenic3.com/more-than-a-road-discovering-culture-and-connection-along-the-crowsnest-highway/
https://www.crowsnestscenic3.com/more-than-a-road-discovering-culture-and-connection-along-the-crowsnest-highway/
https://www.crowsnestscenic3.com/more-than-a-road-discovering-culture-and-connection-along-the-crowsnest-highway/
https://www.crowsnestscenic3.com/more-than-a-road-discovering-culture-and-connection-along-the-crowsnest-highway/
https://www.crowsnestscenic3.com/beyond-the-pass-a-visitors-guide-to-responsible-travel-along-the-crowsnest-highway/
https://www.crowsnestscenic3.com/beyond-the-pass-a-visitors-guide-to-responsible-travel-along-the-crowsnest-highway/
https://www.crowsnestscenic3.com/beyond-the-pass-a-visitors-guide-to-responsible-travel-along-the-crowsnest-highway/
https://www.crowsnestscenic3.com/beyond-the-pass-a-visitors-guide-to-responsible-travel-along-the-crowsnest-highway/
https://www.crowsnestscenic3.com/beyond-the-pass-a-visitors-guide-to-responsible-travel-along-the-crowsnest-highway/
https://www.crowsnestscenic3.com/beyond-the-pass-a-visitors-guide-to-responsible-travel-along-the-crowsnest-highway/
https://www.crowsnestscenic3.com/beyond-the-pass-a-visitors-guide-to-responsible-travel-along-the-crowsnest-highway/
https://www.crowsnestscenic3.com/beyond-the-pass-a-visitors-guide-to-responsible-travel-along-the-crowsnest-highway/
https://www.crowsnestscenic3.com/beyond-the-pass-a-visitors-guide-to-responsible-travel-along-the-crowsnest-highway/
https://www.crowsnestscenic3.com/beyond-the-pass-a-visitors-guide-to-responsible-travel-along-the-crowsnest-highway/
https://www.crowsnestscenic3.com/beyond-the-pass-a-visitors-guide-to-responsible-travel-along-the-crowsnest-highway/
https://www.crowsnestscenic3.com/beyond-the-pass-a-visitors-guide-to-responsible-travel-along-the-crowsnest-highway/
https://www.crowsnestscenic3.com/beyond-the-pass-a-visitors-guide-to-responsible-travel-along-the-crowsnest-highway/
https://www.crowsnestscenic3.com/beyond-the-pass-a-visitors-guide-to-responsible-travel-along-the-crowsnest-highway/
https://www.crowsnestscenic3.com/beyond-the-pass-a-visitors-guide-to-responsible-travel-along-the-crowsnest-highway/
https://www.crowsnestscenic3.com/beyond-the-pass-a-visitors-guide-to-responsible-travel-along-the-crowsnest-highway/
https://www.crowsnestscenic3.com/beyond-the-pass-a-visitors-guide-to-responsible-travel-along-the-crowsnest-highway/
https://www.crowsnestscenic3.com/beyond-the-pass-a-visitors-guide-to-responsible-travel-along-the-crowsnest-highway/
https://www.crowsnestscenic3.com/beyond-the-pass-a-visitors-guide-to-responsible-travel-along-the-crowsnest-highway/
https://www.crowsnestscenic3.com/beyond-the-pass-a-visitors-guide-to-responsible-travel-along-the-crowsnest-highway/
https://www.crowsnestscenic3.com/beyond-the-pass-a-visitors-guide-to-responsible-travel-along-the-crowsnest-highway/
https://www.crowsnestscenic3.com/beyond-the-pass-a-visitors-guide-to-responsible-travel-along-the-crowsnest-highway/
https://www.crowsnestscenic3.com/beyond-the-pass-a-visitors-guide-to-responsible-travel-along-the-crowsnest-highway/
https://www.crowsnestscenic3.com/beyond-the-pass-a-visitors-guide-to-responsible-travel-along-the-crowsnest-highway/
https://www.crowsnestscenic3.com/beyond-the-pass-a-visitors-guide-to-responsible-travel-along-the-crowsnest-highway/


Cruise  the Crowsnest  -  V ideos

44

Website and vertical 
format videos for social 
media. Spring 2025 video, 
Fall 2025 video

                                                              

https://www.crowsnestscenic3.c
om/places/

https://www.crowsnestscenic3.c
om/top-10-things-to-do-this-fall-
along-the-crowsnest-highway/ 
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Postcards  15,000 d istr ibuted by the partners



Cruise  the Crowsnest  -  D ig i ta l  Market ing Highl ights
A p r  1 ,  2 0 2 5  t o  M a r c h  3 1 ,  2 0 2 6

Organic Social Media – 
boosted -  Facebook & 
Instagram

• Social media was 
reprioritized part way 
through the year with the 
intention to grow 
followers. 

• Baseline June 1, 2025 

• Facebook 704, year-
end 902 (+28 %)

• Instagram 286, year-
end (1,270 + 344%)



Cruise  the Crowsnest  -  D ig i ta l  Campaign Highl ights
P o s t  M e d i a  A p r  1 ,  2 0 2 5  t o  M a r c h  3 1 ,  2 0 2 6

Postmedia Digital Campaign Alberta 80%, BC 20%, targeting our 
secondary market for east-bound travellers for trip inspiration in the 
spring and top-of-mind consideration for summer travel.

• Article hosted on the National Post news section, 3 drivers to the 
story from the Calgary Herald and Sun; Edmonton Journal and 
Sun and Post Media RON. Live minimum one year, supported by a 
Facebook remarketing campaign in Calgary & Edmonton.

• https://nationalpost.com/sponsored/life-sponsored/crowsnest-
scenic-highway-3-an-unforgettable-journey-awaits 

• Page views 1,762
• Audience time on page average 1:22
• Network drivers .57% 
• Brand sell ads CTR .15%
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Cruise  the Crowsnest  -  D ig i ta l  Campaign Highl ights
S p r i n g  C a m p a i g n  A p r i l  2 0  –  M a y  3 1 ,  2 0 2 5

• META/Google Campaign
• Objective was to drive traffic to Spring blog: 

Top 10 Things to Do In Spring Along the 
Crowsnest Highway: 
https://www.crowsnestscenic3.com/top10-
things-to-do-this-spring-cruise-the-crowsnest/ 

• Total reach: 242,809
• Impressions: 1,200,211
• Landing Page: 8,539
• Total Engagement: 9,040
• External Clicks: 1,264
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Cruise  the Crowsnest  -  D ig i ta l  Campaign Highl ights
S u m m e r  C a m p a i g n  J u l y  2 0  –  A u g u s t  2 1 ,  2 0 2 5

• META Campaign
• Objective was  to drive traffic to Summer blog: 

Top 10 Summer Travel Ideas From Hope to 
Christina Lake: 
https://www.crowsnestscenic3.com/top-10-
things-to-do-this-summer/ 

• Total reach: 89,903
• Impressions: 228,461
• Landing Page: 5,700
• Total Engagement: 6,190
• External Clicks: 1,151
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Cruise  the Crowsnest  -  D ig i ta l  Campaign Highl ights
F a l l  C a m p a i g n  S e p t  1 2  –  O c t  1 5 ,  2 0 2 5

• META / Google Campaign
• Objective was to drive traffic to Fall  blog: Top 

10 Things to Do in Fall Alog the Crowsnest 
Highway: 
https://www.crowsnestscenic3.com/top-10-
things-to-do-this-fall-along-the-crowsnest-
highway/ 

• Meta Total reach: 153,727
• Meta Impressions: 352,450
• Google Impressions: 58,389
• Google Clicks: 1,230
• Meta Landing Page: 8,798
• Total Engagement: 9,620
• External Clicks: 905
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Cruise  the Crowsnest  -  D ig i ta l  Campaign Highl ights
W i n t e r  N o v  1 8  –  D e c  9 ,  2 0 2 5

• META Campaign
• Objective was to drive traffic to Winter blog: 

Top 10 Must Do Winter Experiences Alog the 
Crowsnest Highway: 
https://www.crowsnestscenic3.com/10-must-
do-winter-experiences-on-the-crowsnest-
highway/ 

• Meta Total reach: 117,699
• Meta Impressions: 201,647
• Meta Landing Page: 1,959
• Total Engagement: 2,770
• External Clicks: 318
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Cruise  the Crowsnest  -  Website  Highl ights
A p r  2 0 2 5  t o  M a r c h  2 0 2 6

• Website increased compared to previous years: 
47,197 users (+6.8), 53,917 sessions (+10.71), and 
69,668 (+16.9) pageviews for the fiscal year

• The website generated 1.2M impressions and 
28,932 URL clicks from April 2025 to March 2026

• The site successfully drove referral traffic to local 
partner pages with 7,059 external website clicks.

• Seasonal blog content continued to drive the most 
website traffic via campaigns- the Spring and 
Summer blogs were the top two most viewed pages

• AI-driven search referrals were noted as a new and 
emerging traffic source for the first time this fiscal 
year



Cruise  the Crowsnest  –  What ’s  Next
A p r  1 ,  2 0 2 6  t o  M a r c h  3 1 ,  2 0 2 7

• Digital marketing highlights include:
• Digital audit and readiness (best practices review, SEO)
• Website refresh

• Image and content review, updates for organic search and AI 
search results

• Social Media: Facebook & Instagram
• Grow followers

• Crowsnest road trip brand message vs partners 

• GDN Seasonal Digital Campaigns
• Spring, Summer, Fall, Winter with emphasis on shoulder 

seasons 

• Seasonal road trip blogs to support campaigns

• Seasonal home page slide show updates
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What’s Next
Similkameen Valley

April 1, 2026 to March 31, 2027



Market ing Act iv i t ies  –  What ’s  Next  S imi lkameen Val ley
A p r  1 ,  2 0 2 6  t o  M a r c h  3 1 ,  2 0 2 7

• Similkameen Valley Agriculture Strategy SCDA – ETSI-BC Grant

• Photo shoot partnership with SVPS, SCDA, Town of Princeton

• Maps:
• Print pad maps (two-year supply)

• Similkameen Valley Farm Trail Route Map

• History, culture, murals walking tour maps

• Blog Series: History, culture, murals self-guided walks

• Website Section Updates: New imagery from photoshoot, 
Events, Our Story, all communities, accessibility, EV, 
accommodation, tours, pet-friendly, site wide review (Things 
to do, Stay, Plan)



Market ing Act iv i t ies  –  What ’s  Next  S imi lkameen Val ley
A p r  1 ,  2 0 2 6  t o  M a r c h  3 1 ,  2 0 2 7

• Email marketing 4 consumer newsletters
• Business Directory (website) updates 
• Digital audit and readiness (best practices review) and SEO
• Social Media (Facebook & Instagram)
• Seasonal digital campaigns (META & GDN)
• Delivery of Travel Experiences Guide 2026 and 2027
• Industry website update and newsletter
• Brand alignment review with DBC brands and Destination 

Canada market segments
• Analysis and report of DBC research 2024 and 2025 RDOS 

visitor data
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Similkameen 
Valley Industry 
Website
Resources for Tourism 
Businesses & SVPS 



https://industry.similkameenvalley.com/ 

Private website for the SVPS & 
the tourism businesses to 
access resources, research and 
marketing projects.

https://industry.similkameenvalley.com/


Similkameen Valley Industry Newsletter 



Tourism Services
Carlysle & Co. 



Simone Carlysle-Smith
Team lead Carlysle & Co. 
Project Manager, Research 
Strategy, Client & Team Liaison

Simone has over 35 years experience in project management. For the last 
25 years she has specialized in rural community tourism in British Columbia 
and has worked with over 55 communities in her career at the community, 
regional and provincial level in destination marketing and management in 
BC. 

Key areas of expertise include project management, consumer research 
program development and data analysis, strategic planning, destination 
marketing and team lead for client / team coordination. 

Carlysle & Co provides tourism marketing services to the Similkameen 
Valley Planning Society, and the Crowsnest Tourism Alliance with her team 
of specialists.

3

https://simonecs.com/


S I M I L K A M E E N  VA L L E Y  T O U R I S M  S E R V I C E S  
M A N A G E R

Simone Carlysle-Smith, CDMP
Direct 250-575-7247
Email info@simonecs.com

Contact
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Similkameen 
Valley Planning 
Society
About Us



The Similkameen Valley Planning Society (SVPS) supports tourism as part of its overall economic and community development mandate.

The Similkameen Valley is located in the southern interior of British Columbia extending from Richter Pass in the east to the Similkameen River’s 
headwaters in Manning Park in the west. Primary access is along the Highway 3 (Crowsnest). The Similkameen Valley is part of the Thompson Okanagan 
region of British Columbia and Similkameen Country (lower Similkameen Valley) is the gateway to the Okanagan Valley and the Kootenay Rockies. 

The Similkameen Valley is the ancestral, traditional and unceded territory of the Syilx Nation, and is home to the Upper Similkameen Indian Band—the 
Similamix People—and the Lower Similkameen Indian Band—the Smelqmix People.

KEY COMMUNITIES, PARKS AND HAMLETS INCLUDE: Manning Provincial Park, Eastgate, Princeton, Tulameen, Coalmont, Bromley Rock Provincial Park, 
Hedley, Keremeos, Cawston, Cathedral Provincial Park, Olalla, Chopaka

The Similkameen Valley Planning Society (SVPS) Board of Directors
• Regional District Okanagan Similkameen Area G, Keremeos Rural/Hedley - Tim Roberts, Director, Chair SVPS chair@similkameenvalley.com 
• Town of Princeton, Spencer Coyne, Mayor, Vice-Chair, SVPS
• Village of Keremeos, Garry Elliott, Councillor
• Regional District Okanagan Similkameen Area B, Cawston - George Bush, Director
• Regional District Okanagan Similkameen Area H, Manning Park - Bob Coyne, Director
• Lower Similkameen Indian Band, (LSIB) Keith Crow, Chief

mailto:chair@similkameenvalley.com


Similkameen
Valley
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