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Executive Summary  
 

Purpose and Goals  
The province of British Columbia is home to world class mountain biking terrain. Downhill, parks, cross 

country touring, life access, enduro, community trails, festivals, races, camps and tours are all available 

and together create the ultimate BC Mountain Biking Experience. With such resources, it is time to put 

BC on the mountain biking map and attract riders of all levels from around the globe to ride on the 

terrain we call home.  

The mountain biking product available in British Columbia is world class. In order for British Columbia to 

compete on the world stage for destination mountain biking tourism, the province and its stakeholders 

will have to come together as one solid and united front to prove to the world that British Columbia is a 

premier destination for mountain biking. This report provides a detailed framework of analysis, 

comparables, initiatives, and planning that will be necessary to transition the current product into a 

globally recognizable and desirable entity in the world mountain biking tourism industry. 

This framework provides specific deliverables that will ensure the highest level of success when 

achieved. It will be essential to attain full community buy in of the implementation plan to ensure 

consistency and effectiveness. A solid foundation throughout the providers will ensure that the global 

message, identifying British Columbia as a world class destination, will meet expectations. Efforts to 

maximize acceptance of the implementation will rely heavily on a strong support structure to provide 

assurance of the benefits and ƧǳǎǘƛŦȅ ǘƘŜ ǊŜǎƻǳǊŎŜǎ ƛƴǾŜǎǘŜŘ ƛƴǘƻ ǘƘŜ ǊŜŀƭƛȊŀǘƛƻƴ ƻŦ ./Ωǎ ǇƻǘŜƴǘƛŀƭΦ ¢ƘŜ 

environment has provided the province with the incredible terrain necessary to compete in this industry 

on a global scale; however, the terrain is only a part of the equation. In addition to the terrain, BC must 

recognize that other areas of the world have taken the initiative to express their regions as desirable 

mountain biking destinations; therefore, competing in the global market requires an investment into the 

support structure to maximize success. 

The creation of the ultimate BC Mountain Biking Experience demands direction and this report provides 

a foundation for the rŜŀƭƛȊŀōƭŜ ǎǳŎŎŜǎǎ ƻŦ .ǊƛǘƛǎƘ /ƻƭǳƳōƛŀΩǎ aƻǳƴǘŀƛƴ .ƛƪƛƴƎ ¢ƻǳǊƛǎƳ ƛƴŘǳǎǘǊȅΦ



ii 
 

Methodology  
The province has the most vital part of the implementation: and that is the terrain. From this point 

forward numerous steps need to be taken in order for the province to reach its full potential. Extensive 

research and analysis was performed on other world class mountain biking destinations to evaluate 

their competitive strengths and determined areas British Columbia could utilize to gain a competitive 

advantage. Throughout the preliminary stages of commencing the implementation, many dedicated 

individuals met on numerous occasions to voice their input and take British Columbia into a future of 

potential and possibilities regarding the mountain bike tourism industry. The resulting information 

became the structure for the formation of a comprehensive blueprint for success. Meetings and 

collaboration resulted in the development of key guiding statements to maximize consistency and 

effectiveness of the overall strategy. 

Guiding Statements 

1. Partnership and collaboration between private and public sectors 

2. Communicate diversity of experiences on a provincial basis 

3. Recognize work to date completed by Bike Parks BC Resorts 

4. Equitable funding approach for stakeholder buy-in 

5. Progressive planning to build the provincial sector using staged growth 

6. Lead with market ready experiences to create demand 

7. Ongoing stakeholder input and evaluation 

8. Encourage trail stewardship and capacity building at the local level 

In addition to the guiding statements, comprehensive research and analysis has been collected and 

organized to provide necessary background information into the existing market characteristics. The 

research includes analysis of global competition, the state of the present product in British Columbia, 

and a detailed study into elements of the target audience.  

Research into the global competition identified programs around the world that have been successful at 

drawing consumers. This information noted important initiatives that have been successful and provides 

ƛƴǎƛƎƘǘ ƛƴǘƻ ƴŜǿ ŀƴŘ ŀŘŀǇǘŜŘ ƛƴƛǘƛŀǘƛǾŜǎ ŦƻǊ ƛƳǇƭŜƳŜƴǘŀǘƛƻƴ ōȅ .ǊƛǘƛǎƘ /ƻƭǳƳōƛŀΩǎ Ƴƻǳƴǘŀƛƴ ōƛƪŜ ǘƻǳǊƛǎƳ 

industry. 

Analysis of the current state of the industry in British Columbia identified key components that position 

BC with strong competitive advantages in the global marketplace. Highlighted by the incredible terrain 

and community support, the messages must express the competitive advantage in ways that 

differentiate BC from its competition in a positive and desirable fashion. This section of research also 

focuses on the potential benefits of investment into this industry throughout the province. 

The consumer group that represents mountain bike tourism marketplace has a variety of distinct 

characteristics; therefore, demographical, geographical, and psychographical information was collected 

to be utilized in the design of the distribution strategy. Consumer information ensures that the message 

is appealing to the targeted group and the campaign provides a greater return with the most efficiency.
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Categories of Strategies  
For the province to reach worldwide recognition for its vast variety of mountain biking experiences that 

it offers the world, there are numerous steps that must be completed. They have been broken down 

into seven distinct categories and implemented over a period of the next three years; each of these 

categories has been simplified into specific steps identifying key initiatives, details, and timetables for 

their implementation. 

The categories used to clarify the implementation plan are as follows: 

1. Governance and Organization 
Objectives and strategies developed in this section ensure that the strategy avoids unnecessary 
delays and blocks in progress. 

2. Finance 
This section contains additional objectives and strategies to monitor a comprehensive budget 
and maximize the potential return on investment. 

3. Branding 
The mountain biking industry in British Columbia has a number of factors that set it apart from 
its competition and this section utilizes those characteristics to provide objectives and strategies 
to define the product and ensure it is well positioned in the global marketplace. 

4. Integrated Marketing Communications  
Specific and tangible initiatives that expose the product to the desired target audience and 
attract them to make use of the overall product are clearly laid out in this section. All marketing 
efforts must remain consistent with the strategy to ensure clear and precise messaging. 

5. Product Development 
Many initiatives are identified in this section to improve upon an already world class product. To 
maintain a highly competitive product, the continued development of its elements must be a 
priority in the ongoing strategic implementation. 

6. Services Marketing 
A major part of executing key initiatives detailed throughout the plan, this section notes the 
importance of the human capital in British Columbia and how the people providing the product 
can be utilized to affirm the region as a world class provider. 

7. Packaging  
This section details effective methods of delivering the product to the consumers at both the 
end user point of contact and in terms of the marketing communications. 
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Implementation Plan & Prioritization of Strategies  
 
The strategies developed have been prioritized using a set of criteria developed by the Provincial 
Advisory Committee. These include: 

 

Criteria for Selection of Strategies 
 

1. Ability to deliver short term wins in 2010/2011/2012 
2. Sustainability of the Mountain Bike Tourism Sector 
3. Ability to develop a best model for mountain bike tourism worldwide 
4. Need to incorporate a business plan approach (as opposed to pure marketing) 

 
The application of this set of criteria 4 to all strategies has resulted in the following ranking of the seven 
main business areas for the successful implementation of the mountain bike tourism plan: 
 

1. Governance and Organization 
2. Finance 
3. Branding 
4. Integrated Marketing Communications  
5. Product Development 
6. Services Marketing 
7. Packaging  

 
In order to properly implement the plan, the Provincial Advisory Committee has laid out a three (3) year 
timeframe whereby certain strategies across all seven (7) business areas. These are outlined below. 
There no financial budget allocations contained herein since the total budget goal of $250,000 per 
annum has not been determined and ultimately becomes a critical part of the Year One execution 
strategies. 

Year One 

Governance and Organization 
¶ The Mountain Bike Tourism Association is to assume the lead role and be funded to administer 

the execution and ongoing development of the Mountain Bike Tourism sector plan 

¶ Convene an executive team of senior management with relevant knowledge and experience to 
administer the plan; and develop a proper constitution and Board of Directors and three year 
proposed budget  

¶ Engage Communities, regions and stakeholders to build an economic impact study and build a 
full inventory of market ready mountain bike experiences 

 

Finance 
¶ Set an initial budget goal of $250,000 and develop funding mechanisms including funding from 

Bike Parks BC Resorts; Experiences BC; regional governments; Destination Marketing 
organizations (hotel tax communities); Regional Destination Marketing organizations; industry 
members including mountain bike operators; industry suppliers and sponsors
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¶ Establish benchmarks for measurement of the incremental tourism revenues associated with 
the mountain bike tourism industry including key performance indicators 

¶ Develop trail maintenance funding mechanism in partnership with regional governments; trail 
passes and mountain bike events and festivals 

 

Branding 
¶ Develop ŀ ǇǊƻǾƛƴŎƛŀƭ ōǊŀƴŘ ǿƘƛŎƘ Ŏƻƴǘŀƛƴǎ ŀ ǇƻǎƛǘƛƻƴƛƴƎ ƻŦ ./ ŀƎŀƛƴǎǘ ǘƘŜ ǿƻǊƭŘΩǎ ōŜǎǘ ƳƻŘŜƭǎ 

and focused on core competencies 

¶ 5ŜǾŜƭƻǇ ƭƻƎƻ ǘƻ ǊŜŦƭŜŎǘ ǇƻǎƛǘƛƻƴƛƴƎ ŀƴŘ ŀǎǎƻŎƛŀǘŜ ǿƛǘƘ ǘƘŜ ǇǊŜŦŜǊǊŜŘ ǘŀƎ ƭƛƴŜ ƻŦ άaƻǳƴǘŀƛƴ .ƛƪƛƴƎ 
[ƛǾŜǎ IŜǊŜέ ŀƴŘ ŜƴŀōƭŜ ŀǇǇƭƛŎŀǘƛƻƴ ƻŦ the logo/tag line to recognize the diverse range of 
mountain bike tourism experiences indentified in this plan 

 

Integrated Marketing Communications (IMC) 
¶ Internet Marketing 

a. Build a comprehensive mountain bike tourism website modeled ƻƴ {ǿƛǘȊŜǊƭŀƴŘΩǎ 
mountaƛƴ ōƛƪŜ ǘƻǳǊƛǎƳ ǿŜōǎƛǘŜ ŀƴŘ bŜǿ ½ŜŀƭŀƴŘΩ Ƴƻǳƴǘŀƛƴ ōƛƪŜ ǘƻǳǊƛǎƳ ǿŜōǎƛǘŜ 

b. Link it to HelloBC.com and regional and destination websites 
c. Website to be developed to market the provincial brand with trail guide; GPS based trail 

maps; blogs; trail reports; Website to be accessible from mobile phones and 
blackberries; and will contain a centrally controlled Mountain Bike Events Calendar  

¶ Social Media 
a. Develop expertise to create a blog for new website 
b. Create a following on Twitter and regularly update 

¶ Earned Media 
a. Host 5 key media annually on assignment ς suggested to pursue Outside, Explore, TV, 

National Geographic, Bike, Decline etc) 

¶ Paid Media 
a. Create TBC Mountain Bike Tourism logo for use in all communications 
b. Not recommended to pursue a print mountain bike tourism guide 
c. Utilize online channels such as pinkbike.com; NSMB.com 
d. Use magazines for paid media ς Bike Magazine for example 
e. Outdoor retail shows  
f. /ǊŜŀǘŜ ǾƛŘŜƻ ǿƛǘƘ ǎǇƻƴǎƻǊǎƘƛǇ ŀƴŘ ǇǊƻΩǎ ǇǊƻƳƻǘƛƴƎ ./ 

¶ Earned Media 
a. Host 5 key media annually on assignment ς suggested to pursue Outside, Explore, TV, 

National Geographic, Bike, Decline etc) 

¶ Promotional Strategy 
a. Video Challenge on YouTube and prizes to include circle tours in BC  
b. Cross promote with bike shops and ski resorts to access their customers and offer 

contests through manufacturers and resort partners
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Product Development 
¶ Mountain Bike Experience Product Inventory 

a. Conduct Survey of stakeholders to include: mountain bike clubs; trail stewardship 
groups; municipalities; resorts; regional governments; MTCA Recreation Trails division; 
./ tŀǊƪǎΤ 5ahΩǎ ŀƴŘ w5ahΩǎΦ 5ŜǘŜǊƳƛƴŜ ŎǊƛǘŜǊƛŀ ŦƻǊ ƳŀǊƪŜǘ ǊŜŀŘȅ Ƴƻǳƴǘŀƛƴ ōƛƪŜ 
experiences. 

¶ Standardization of Signs and Trail Maps 
a. Use Tourism BC Mountain Bike Essentials Guide to start process  
b. Solicit and develop best practices from stakeholders and best models 
c. Work with MOT to create provincial highway signage to promote trails and trailheads 

¶ Consumer Research 
a. Assemble and review existing market research (e.g. MBTA, Sea-to-Sky, Whistler, 

Shuswap Trail Strategy, BC Tourism TAMS 
b. Use the templates developed by MBTA for the North Shore/Sea-to-Sky studies  
c. Using secondary research of the global mountain bike tourism industry, identify main 
ŘǊƛǾƛƴƎ ŦƻǊŎŜǎ ƻŦ ŎƘŀƴƎŜ ǿƛǘƘƛƴ ǘƘŜ Ƴƻǳƴǘŀƛƴ ōƛƪŜ ǘƻǳǊƛǎƳ ƛƴŘǳǎǘǊȅ ŀƴŘ ƛŘŜƴǘƛŦȅ άYŜȅ 
{ǳŎŎŜǎǎ CŀŎǘƻǊǎέ  critical for the success of the industry 

Services Marketing 
¶ Establish a stakeholder education program and create a tool kit for presentation to key internal 

stakeholder groups to include: Brand and tag for BC Mountain Bike Tourism; Mountain Bike 
Tourism Experiences and major targets for each; Trail Standards and Trail Designation; 
Marketing Strategies; Funding sources and best models resources; Risk and liability 
management concerns; Outline of  Top Ten Success Stories in BC Mountain Bike Tourism citing 
local communities; Highlight economic benefits to include ROI and the linkages between tourism 
and travel motivators; Outline how communities and regional governments can be involved 

a. Establish and communicate market ready mountain bike experience service guidelines 
and standards for all major operators and mountain bike tourism services utilizing 
Tourism BC Mountain Bike Essential Book to build capacity at the community level and 
to develop key success factors that consumers want such as; how to build trails; how to 
build clubs; trail signage and map standards; trails quality standards; insurance 
requirements; and bike storage. 

¶ Customer Feedback Loop 
a. Enable consumers to provide real time feedback via website 
b. Develop, execute and measure Ongoing consumer experience surveys 

¶ Measures of Accountability 
a. Develop economic impact analysis for various sectors of the mountain bike tourism 

industry and develop benchmarks for the success of the Mountain Bike Tourism plan 
 

Packaging  
¶ Mountain Bike Experiences 

a. Develop online provincial trail guide with menu of options to include accommodation; 
rentals; activities 

b. Establish call to action through Hello BC and Inntopia and regional and destination 
websites
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Year Two  
 

Governance and Organization 
¶ Develop an ongoing education program to educate stakeholders and improve funding 

opportunities 

¶ Create BC Mountain Bike Communities to act as official centres for mountain bike tourism 
 

Finance 
¶ Maintain annual budget of $250,000 

¶ Seek corporate sponsorships 

¶ Create consumer survey to measure key performance indicators 
 

Branding 
¶ ¦ǇŘŀǘŜ ōŜǎǘ ƳƻŘŜƭǎ ǊŜǎŜŀǊŎƘ ǘƻ ŜƴǎǳǊŜ ./Ωǎ ǇƻǎƛǘƛƻƴƛƴƎ ƛǎ ǊŜƭŜǾŀƴǘ ŀƴŘ ŀŎŎǳǊŀǘŜ 

¶ Educate members concerning brand stewardship 

¶ Tie brand stewardship of Mountain Bike Tourism into the implementation of the BC Recreation 
Trails strategy 

 

Integrated Marketing Communications  
¶ Internet Marketing 

a. Develop an online mapping system for mountain bike experiences 
b. Create online demand and then also funnel consumers towards local and regional 

websites associated with the relevant mountain biking experience 

¶ Social Media 
a. Create a following on YouTube through innovative promotions and video 

¶ Paid Media 
a. Use nontraditional  print ς Ski magazines Outdoor, Oprah, Canadian Living, aŀŎ[ŜŀƴΩǎ 
b. Create TBC industry approved ads in industry publications 

¶ Publicity Strategy 
a. Create a forum online for press releases; hound the media with stories 
b. Source 5 BC riders as spokespeople and one TV celebrity 
c. Plan for Celebrity Riders appearances at key mountain bike events 
d. Create TBC approved logos for all stakeholders and partners that support (possible 

revenue source) 

¶ Promotional Strategy 
a. Promote new brand through Mountain Bike film sector 

¶ Product Communications Strategy 
a. Create a communications plan that promotes the broad range of trail and travel 

experiences as identified under this plan  
b. Market specific experiences and routes that are world class status 
c. Create specific mountain bike routes and circle tours and include amenities
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Product Development 
¶ Establish Provincial Leader is to centralize information, mobilize others, and turn existing 

opportunities into successes. 
a. Create sharing agreements between stakeholders who have local inventories of trails, 

events, and experiences  
b. Develop a membership base of all stakeholders  

¶ Trail Authorizations 
a. Continued authorization of new trails and experiences that are accessible to all users 
b. Implement BC Recreation Trails Strategy 

¶ Incorporate trail designation as trails are built and encourage trail clubs to apply for designation 

¶ Standardization of Signage and Trail Maps 
a. Create MTCA approved trail ratings system and apply this to all legally approved and 

market ready mountain bike trails 
b. Expand upon Bike Parks BC Resorts trail ratings and trail maps for use across all 

mountain bike trail experiences 

¶ Consumer Research 
a. Qualitative research to explore and scope out what was happening and why 

(Community Meetings, Focus Group Research, Retailer Interviews) 
b. Quantitative research to determine the extent of what was happening (Online Survey, 

Stakeholder Online Survey)  
c. Investigate possible partnership opportunities to collaborate with Universities/Colleges 

(e.g. TRU Tourism 4th Year Research students) 

¶ Development of New Product 
a. Work with regional Economic Development commissions; Community Futures and 

Entrepreneurship groups to educate private sector on new opportunities 
b. Promote Mountain Bike Tourism within leading educational institutions 
c. Create Designated Mountain Bike Communities 

Services Marketing 
¶ Establish and communicate market ready mountain bike experience service guidelines and 

standards for all major operators  and mountain bike tourism services 
a. Integrate World Host program to the sector ς develop and find sponsor for BC Mountain 

Bike Superhost  

¶ Consumer Recognition Program 
a. Ensure BC  mountain bike communities are competitive witƘ ǿƻǊƭŘΩǎ ōŜǎǘ ƳƻŘŜƭǎ - 

Integrate World Host program to the sector ς Mountain Bike Superhost and train all 
front line staff employed by stakeholders on a pay to play basis 

Packaging 
¶ Mountain Bike Experiences 

a. 5ŜǾŜƭƻǇ ŀƴ ŀǇǇǊƻǾŜŘ άǎŜŀƭέ ƻŦ ŀǇǇǊƻǾŀƭ ŦƻǊ Ƴƻǳƴǘain bike accommodation, guiding 
services,  related retail using MTCA certification standards similar to approved hotel 
accommodation 
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Year Three  
 

Governance and Organization 
¶ Develop an elected Board  

¶ Seek to expand memberships 

¶ Advocate for introduction of άƛƴƘŜǊŜƴǘ Ǌƛǎƪέ ƭŜƎƛǎƭŀǘƛƻƴ 
 

Finance 
¶ Maintain annual budget of $250,000 

¶ Build corporate sponsorships 
 

Branding 
¶ Validate brand stewardship and success of branding to promote awareness of the diversity of 

the mountain bike tourism experiences 
 

Integrated Marketing Communications  
¶ Create awareness campaign to attract more female riders 

¶ Create a visual mountain bike experience promotion for ferries, billboards, stores 

¶ Create Mountain Bike Tourism awards and tie into BC Tourism Industry conference 

¶ Cross promote in other Experiences BC sectors that have similar target geo demographics 

¶ Look to other consortiums for IMC guidance (Nordic, Wine as examples) 
 

Product Development 
¶ Standardization of Signs and Trail Maps 

a. Create a provincial level of certification for trail builders 
b. Adopt standardized safety program based on best practices. Standardization of trail 
ǊŀǘƛƴƎǎ ǎȅǎǘŜƳ άa¢.! ƻǊ a¢/! !ǇǇǊƻǾŜŘέ 

c. Consider Canada West Ski Areas Association standards for signage and trail maps 
d. In each geographic area work towards sanctioning at least one trail in each rating 

category to serve as the measure by which other trail signage and ratings are measured. 
ς would establish a local benchmark ς something for local trail builders to reflect on 

 

Services Marketing 
¶ Establish and communicate market ready mountain bike experience service guidelines and 

standards for all major operators  and mountain bike tourism services 
a. Create Mountain Bike Guiding certification through a recognized academic institution 

such as TRU. 
b. Develop Trail Rating System and Standards using local Clubs and MBTA for trail skill 

levels and for signage and mapping 

¶ Consumer Recognition Program 
a. Establish Mountain Bike friendly services ς transportation/accommodation/restaurants 

using Scotland best models example
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Packaging 
¶ Mountain Bike Experiences 

a. Package mountain bike experiences with a lead in mountain bike experience and add in 
other tourism experiences in the regions ς culinary; wine; local attractions; Festivals; 
golf; other outdoor adventure 

b. Develop packages to attract short haul travelers that include a variety of mountain bike 
experiences 

c. Distribution Channels ς ensure local stakeholders in a mountain bike community are 
aware of packaging options including accommodators; bike shops 

¶ Tour Wholesalers 
a. Work with MTCA and Canadian Tourism Commission to have representation at major 

trade shows such as Rendezvous Canada 
b. Create a few epic package options with net rates to offer to wholesalers 
c. Establish a call to action through Tourism BC/Inntopia 

 

¶ Package with Gateway Communities 
a. hŦŦŜǊ ƻǇǇƻǊǘǳƴƛǘȅ ǘƻ Ƴŀƛƴ ǇǳōƭƛŎ ǎŜŎǘƻǊ ǎǘŀƪŜƘƻƭŘŜǊǎ όw5ahΩǎΣ 5ahΩǎΣ /ƘŀƳōŜǊǎ ƻŦ 

Commerce) to pay to play in integrated marketing communications  
b. Offer opportunity to main private sector stakeholders in gateway communities to pay to 

play in integrated marketing communications
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Section 1: Background & Methodology  

Purpose and Outcomes  
The sector marketing plan for mountain bike tourism is designed to accomplish the following specific 

goal:  

To build a comprehensive plan that will provide dynamic 

and functional guidance to insure that British Columbia 

will work towards becoming recognized as a world leader 

in mountain bike tourism. 

Objectives for the Sector Marketing Plan 
The three main objectives for the sector marketing plan are: 

1. To develop a specific brand under which BC mountain bike tourism will become universally 

identifiable and sustainable over the long term. 

2. Identify governance, financial, product development, packaging, services, and integrated 

marketing communication efforts resulting in new business opportunities for commercial 

operators and communities. 

3. To create a provincial community through which resources can be jointly utilized to continue to 

enhance the recognition of BC mountain bike tourism and continuously improve upon the 

quality of experience; this co-operative will serve to provide long term sustainability to the 

industry. 

Whether it be the best bike park in the world (Whistler) or the best cross-country epic in the world 

όwƻǎǎƭŀƴŘΩǎ т {ǳƳƳƛǘǎύΣ ./ Ƙŀǎ ƳŀƴŀƎŜŘ ǘƻ foster every type of riding experience. Throw in a rich 

cycling history, burgeoning cycling communities and infrastructure τ guide outfits, shuttle services, 

bike shops and bike-friendly coffee houses τ a trip to BC is not just a vacation, but a necessary 

pilgrimage for the discerning mountain biker, (Tourism Business Essentials, 2008.) 

Mountain bike tourism has arrived globally. Scotland, Switzerland, New Zealand, and key states in the 

US have created a vibrant and growing tourism sector based on mountain biking. British Columbia has a 

vibrant opportunƛǘȅ ǘƻ ŜƳōǊŀŎŜ ǿƘŀǘΩǎ ƘŀǇǇŜƴƛƴƎ ƘŜǊŜ ŀƴŘ ǘƻ ƭŜǾŜǊŀƎŜ ƛǘ ƛƴ ŀƴ ŜȄǘǊŜƳŜƭȅ ǇƻǎƛǘƛǾŜ ǿŀȅΦ 

Thanks to those early mountain biking pioneers on ./Ωǎ ŜǇƛŎ North Shore, bike trails are now found 

everywhere in our province. From Rails-to-Trails, to commuter networks in all our cities and towns, to 

well-ƳŀƛƴǘŀƛƴŜŘ Ƴƻǳƴǘŀƛƴ ōƛƪŜ ǘǊŀƛƭǎΣ ǘƻ ƪƛŘǎΩ ƧǳƳǇs and skills parks, BC has an amazing diversity of 

mountain bike experiences. There are success stories in our province than can be adapted and 

executed to make mountain biking a safe, fun, highly rewarding sport for not just tourists, but for 

British Columbians themselves. British Columbia has the opportunity to be a world leader as a region 

that appreciates and rejoices the freedom, exercise and adventure that comes with what has been 

ŎŀƭƭŜŘΣ ΨǘƘŜ ƴƻōƭŜǎǘ ƛƴǾŜƴǘƛƻƴΦΩ 

ñGet a bicycle.  You will not 

regret it if you liveò.   

Mark Twain  
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The Need for Mountain Bike Tourism  
The natural environment of British Columbia makes it a perfect destination for world class mountain 

biking. As a result, the industry already exists and shows the potential to be cultivated into a unique 

tourism product. British Columbia needs to take notice and develop this industry for a multitude of 

reasons: 

1. Due to little to no intervention, a large entity of unauthorized trails exist throughout BC posing 

safety and environmental hazards 

2. Much of the difficulty in establishing authorized trails is a result of minimal incentive to monitor 

and maintain these trails 

3. Existing mountain biking clubs lack the resources to develop the product to a level that will drive 

the industry forward 

4. Mountain biking attracts a diverse crowd from a variety of backgrounds and these participants 

are often interested in experiencing more from the area than mountain biking alone 

5. Awareness of the industry will stimulate all tourism products 

6. Trail promotion will bring attention to the need to ensure environmentally sustainable mountain 

biking practices are implemented 

7. Individual communities with the opportunity to develop this industry do not have the necessary 

incentive or expertise to design or execute any strategy 

8. Opportunity presents itself to create cooperative initiatives and involve First Nations groups1 

The need for structure within the Mountain Bike Tourism industry would enable it the support and 

resources to become a functioning and controllable sector of the tourism marketplace. As it stands, this 

industry exists as an infant with little to no development. Great benefits are available if appropriately 

encouraged and British Columbia will develop the reputation as a world class destination for Mountain 

Biking. 

Background  

History 
The process to commence the development of a plan to promote British Columbia (BC) as a destination 

for mountain bike tourism experiences was started with the formation of the Western Canadian 

Mountain Bike Tourism Association in 2005. Its goal was to have BC recognized for its world class 

sustainable trails and abundant mountain bike experiences supported by enthusiastic communities and 

resorts offering high quality services. In a bulletin released in 2006, the MBTA recognized issues related 

to marketing unauthorized trails in many BC communities and chose to begin its focus on marketing 

commercially developed lift access bike park resorts. It created the Bikes Parks BC alliance, between five 

destination alpine resorts, including Whistler/Blackcomb Mountain Bike Park, Silver Star Mountain 

Resort, Sun Peaks Resort, Kicking Horse Resort and Mount Washington Alpine Resort. These resorts 

developed a unique mountain bike experience by offering lift accessed downhill mountain biking for 

                                                           
1 bŜŜŘǎ ŘŜǾŜƭƻǇŜŘ ǿƛǘƘ ƛƴŦƻǊƳŀǘƛƻƴ ƎŀǘƘŜǊŜŘ ŦǊƻƳ ŘƻŎǳƳŜƴǘ ŜƴǘƛǘƭŜŘ άaƻǳƴǘŀƛƴ .ƛƪŜ ¢ƻǳǊƛǎƳέ authored by Tourism Business Essentials dated 
2008 
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wide ranges of abilities and ages. This initial alliance submitted the first application to Tourism British 

ColumbiaΩǎ (Tourism BC) Experiences BC program in 2006 to allow them to implement a marketing plan 

for the Bike Parks BC Resorts Bike Parks BC. This initial application sourced $45,000 of funding from the 

resorts (Panorama Mountain Village joined in 2007 and Tourism Fernie joined in 2009) and leveraged 

another $50,000 from the Experiences BC program for 2007 - 2009. The funds have been used to 

execute a marketing plan that has conducted benchmark consumer and economic impact research, 

created awareness of the Bike Parks BC Resorts through print media, encouraged trial through dealer 

based promotions and involvement of mountain bike manufacturers.  

One aspect in the evolution of mountain biking has been its shift from a localized recreational activity to 

a tourism product. Mountain biking is now one of several outdoor adventure activities in British 

Columbia recognized for its tourism potential and research indicates that significant numbers of 

mountain bike enthusiasts travel to go mountain biking, (Tourism Business Essentials, 2008). The 

province of BC has one of the top international reputations for mountain biking innovation; however, 

much more collaboration is required to make the most of this, conquer challenges and make BC a true 

world class mountain biking adventure destination. 

While the success of the Bike Parks BC plan was being felt, there began a growing consumer and supplier 

interest in other forms of mountain bike experiences. These include the development and recognition of 

mountain bike centres such as Rossland, founded on epic trails such as Seven Summits; the 

development and recognition of the rail trails of BC as the main core of the Trans Canada Trail providing 

a new mountain bike experience; the development of key Mountain Bike Festivals (Kokanee Crankworx) 

and races (Squamish Test of Metal); the growing construction of trails for freeriding, all mountain riding 

and cross country and the development of urban community trails for riding and several other unique 

BC mountain bike experiences.  

The Western Canada Mountain Bike Tourism Association (MBTA) decided in 2008 to pursue an approach 

to Tourism BC for the development of a broader marketing plan. The intent of this plan is to expand 

beyond Bike Parks BC Bike Parks BC to include other world class market ready mountain bike tourism 

experiences in order to position BC as a unique global mountain bike tourism destination. An Expression 

of Interest was submitted in the Fall of 2008 to the Experiences BC program at Tourism British Columbia 

by the MBTA on behalf of the provincial mountain bike sector. It was approved by Tourism BC in early 

2009 and the development process was then initiated April 1, 2009 by hiring a facilitator to work with 

the main stakeholders represented in the application and to commence the development of a provincial 

marketing plan for the sector.  

Creating a mountain biking destination requires an extensive tourism vision and the partnerships of 

various groups within and outside the community. With a vision and affiliation structure in place, a 

community is in a much stronger position to critically review its product, and ensure that trails are 

ΨŀǳǘƘƻǊƛȊŜŘΩ ŀƴŘ ƻƴƎƻing management is taking place. This type of collaborative approach ensures that 

the issues of maintenance, risk management and insurance can be more readily addressed and the full 

range of mountain bike experiences properly marketed. 
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Value of Tourism in British Columbia 
Tourism is an important industry in British Columbia and is estimated to be worth $13.8 billion in visitor 

revenue in 2008.2  Tourism GDP was just nearly $6.6 billion in 2008, based on a 2002 constant dollar. 

The tourism sector in British Columbia increased 1.7% in 2008, outpacing the provincial economy for the 

fifth straight year.3 Tourism employs about 131,000 British Columbians, accounting for one in every 

eighteen jobs in the province in 2008.4 

As part of the Ministry of Tourism Culture and the Arts, Tourism British Columbia promotes the Super, 

Natural British Columbia® brand to the world. Through programs and initiatives designed to promote 

and develop tourism throughout the province, Tourism BC works closely with industry partners on a 

variety of joint marketing and promotional campaigns in British Columbia and in key markets around the 

world.  CƻǊ ƳƻǊŜ ƛƴŦƻǊƳŀǘƛƻƴ ƻƴ ¢ƻǳǊƛǎƳ ./Ωǎ ǇǊƻƎǊŀƳǎ Ǿƛǎƛǘ www.tourismbc.com/communities.  

Experiences BC 
The Experiences BC product sector development program has been designed to assist product sectors in 

the earlier stages of product development by creating an overall development and marketing plan. The 

sector program is intended to be province-wide in scope or be representative of the total available 

product within the province. Experiences BC is designed to work through cooperative financial 

partnerships for initiatives in markets as determined by the needs of the sector and Tourism BC program 

staff. 

Western Canada Mountain Bike Tourism Association 
The Western Canada Mountain Bike Tourism Association (MBTA) was initially developed by three 

mountain biking individuals from different tourism backgrounds that have a common vision of 

enhancing Western CanaŘŀΩǎ Ƴƻǳƴǘŀƛƴ ōƛƪƛƴƎ ǘƻǳǊƛǎƳ ǇǊƻŘǳŎǘ ƛƴ ŀ ǎǳǎǘŀƛƴŀōƭŜ ŀƴŘ ƳŀǊƪŜǘ ŦƻŎǳǎŜŘ 

manner that is supported by community stakeholders and resort operators. 

The MBTA believes that by working together British 

Columbia can exemplify standards of sustainability in 

mountain bike tourism that will not only care for 

natural areas, but also create local opportunities and 

support community pride. 

The goal is to have Western Canada recognized for its 

world class sustainable trails and abundant mountain 

bike experiences that are supported by enthusiastic 

communities and operators offering high quality 

services. 

                                                           
2 BC Stats has introduced a new methodology (to British Columbia) for measuring the size (revenue) of the BC tourism industry. The 
methodology combines supply-side information from businesses on revenue, employment and value-added with estimates of tourism 
proportions for each industry to estimate the overall revenue, employment and GDP of the tourism industry. 
3 Source:  Business Indicators ς Tourism Sector Grows, but at a Slower Pace in 2008, BCStats, July 2009. 
4 Source:  Business Indicators ς Tourism Sector Grows, but at a Slower Pace in 2008, BCStats, July 2009. 

ñCycling is unique. No other 

sport lets you go like that - 

where there's only the bike left 

to hold you up. If you ran as 

hard, you'd fall over. Your legs 

wouldn't support you.ò 

- Steve Johnson 

http://www.tourismbc.com/communities
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Its stakeholders are divided into two distinct groups: Commercial operators are represented by resorts 

offering lift-accessed mountain biking products and providing guiding services to destination tourists. 

The second is represented by communities and the sub groups that are contained within them. This 

includes municipalities, regional districts, and encompasses mountain biking clubs and associations, 

DMOs, as well as supporting service providers.  

The Western Canada Mountain Bike Tourism Association (MBTA) was officially formed in November 

2005 and employ a stakeholder model which is modelled after those set up by Tourism Vancouver Island 

and other regional DMOs.  There are currently approximately 70 registered stakeholders representing a 

cross section of the mountain bike tourism industry. The sector is diverse and it is expected that the 

ǎǘŀƪŜƘƻƭŘŜǊ ōŀǎŜ ǘƻ ƛƴŎǊŜŀǎŜ ŀƴŘ ŘƛǾŜǊǎƛŦȅ ŀǎ ƪƴƻǿƭŜŘƎŜ ƻŦ ǘƘŜ a.¢!Ωǎ ŜŦŦƻǊǘǎ ǎǇǊŜŀŘ. 

Tourism Sector Plan Guidelines  
In the preparation of a tourism sector plan, the following principles must be used: 

A tourism sector plan serves as the embodiment of the overall vision, economic goals, and serves as a 

roadmap for the years ahead to achievŜ ŀ ǘƻǳǊƛǎƳ ǎŜŎǘƻǊΩǎ vision with regard to tourism.  The tourism 

plan encompasses three to five years and while it serves as a roadmap, it should also be flexible enough 

to take new, unexpected opportunities into consideration during implementation.   

The tourism plan accomplishes the following5: 

¶ Defines the business situation ς past, present and future. 

¶ Defines the tourism-related opportunities and problems facing the community. 

¶ Establishes specific and realistic business objectives. 

¶ Defines strategies and tactics required to accomplish the objectives. 

¶ Establishes a timetable and pinpoints responsibility for execution of programs. 

¶ Establishes control and review procedures to monitor effectiveness of programs and 

performance against the defined objectives. 

Once the tourism plan is completed and implementation begins, results should be tracked regularly such 

ǘƘŀǘ ŀƴ ǳǇŘŀǘŜŘ ǇƭŀƴΣ ǿƛǘƘ ƭŜŀǊƴƛƴƎ ŦǊƻƳ ǘƘŜ ŎǳǊǊŜƴǘ ȅŜŀǊΩǎ ŀŎǘƛǾƛǘƛŜǎΣ Ŏŀƴ ōŜ ŜǾŜƴ ƳƻǊŜ ŜŦŦŜŎǘƛǾŜ ƛƴ 

increasing tourism to the community.  For many sectors, the objectives and strategies should be 

reviewed, with most of the updates occurring on the detailed tactics.  The planning cycle can be 

illustrated as follows in figure 1: 

  

                                                           
5 Based on the American Marketing Association definition. 
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Figure 1: The Planning Cycle 
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"You never escape the presidency. It travels with you everywhere 

you go. And there's not a moment where you don't think about 

being President -- unless you're riding mountain bikes as hard as 

you possibly can, trying to forget for the moment."                                                                 

- President George W. Bush 
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Consumer and Travel Tourism Trends 
The tourism industry in British Columbia is one dominated by domestic and American travelers. The 

most recent statistics indentify 92% of travelers to BC are coming from parts of Canada and the United 

States. However, with the passing of the Western Hemisphere Travel Initiative, travelling from the US to 

Canada will become more difficult as the law requires all those crossing the border to have a valid 

passport. As of June 1st, 2009 the US government implemented the law completely regardless of 

whether the traveler crossed the border via land, sea, or air. More details in regards to the WHTI can be 

found in Appendix #1. 

On a positive note, in January 2005 the Canadian government began negotiating an agreement with 

/Ƙƛƴŀ ǘƻ ōŜŎƻƳŜ ƻƴŜ ƻŦ ǘƘŜ ŎƻǳƴǘǊȅΩǎ ŀǇǇǊƻǾed destinations. As of December 3rd, 2009 Canada was 

officially awarded Approved Destination Status (ADS) by the Chinese government providing Canada with 

full access to over 1 billion potential tourists. Since 2000 BC has experienced a steady increase in 

Chinese tourism and the ADS should serve to maintain that trend. 

Combined with a consumer trend towards active vacations and access to an immense tourism market, 

the outlook is positive for continued growth in the overall tourism sector and the Mountain Bike 

Tourism industry. 

Canadian and American travelers present the largest potential volume of visitors to BC communities.  

The U.S. market is expected to continue to be an important international market but the number of 

visitors is not expected to grow in the short term, with challenges such as new passport requirements, 

border and security issues, and the lower spending power of the U.S. dollar in Canada.  Leisure travel in 

Canada and the U.S. makes up a larger number of trips and is growing faster than business travel.  Baby 

boomers continue to be the largest demographic segment, with the baby bust/Generation X the second 

largest segment that is seeing the highest growth rates.  Having an Internet presence is important as the 

majority of American and Canadian travelers use the Internet for vacation planning and about half book 

online. 
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Source:  Tourism British Columbia 

*Data tables for 2006 are not included as the final 2006 

numbers are currently being revised. 
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BC Tourism Consumer Trends 
In the past decade British Columbia has fallen victim to global events such as 9/11, SARS, and Avian Flu. 

Although these were far worse for the victims, BC realized drastic declines in tourism as a result. 

Fortunately, consistent rebounds have helped BC achieve steady growth from 2004 to 2006 and record 

visitors in 2006. The BC marketplace is dominated by BC residents with 20% represented by domestic 

and American travelers. Only 7% of travelers to BC come from the Asian Pacific and Europe.  

While BC residents make up the largest share of visits to BC, they make up a much smaller share of 

revenue.  All other markets contribute a larger share of tourism revenue and their share of visits, with 

the Rest of Canada contributing the largest share of tourism revenue to BC. 

BC residents may not spend as much per trip as other visitors to BC but they travel in BC more often and 

explore more areas of the province. They tend to travel in BC year-round while visitors from further 

away tend to confine their visits to the summer months. 

Tourism experiences in BC are in various stages of development.  BC residents are an important group as 

they are accepting of varying qualities of facilities, amenities, and customer service levels.  BC residents 

often represent the first wave of visitors as a 

community or tourism business builds its business.  For 

example, Whistler was a ski destination for BC 

residents long before it had export-ready facilities.   

./ ǊŜǎƛŘŜƴǘǎ ƘŜƭǇŜŘ ǘƻ ōǳƛƭŘ ²ƘƛǎǘƭŜǊΩs reputation and 

helped generate revenue for it in the early years to 

allow it to grow to the internationally acclaimed ski 

destination it is today.  

International visitors spend about three quarters more 

in BC per trip than domestic visitors.  Asia Pacific and 

Europe in particular are high yield markets.  This means 

that BC can generate substantially more revenue 

without substantially increasing the number of visitors 

by increasing the percentage of international visitors.  The implication from a sustainability point of view 

is that, with appropriate upgrading, existing facilities can be used to generate greater revenue.  The 

potential for visitation growth is greater with international visitors as BC currently holds a miniscule 

share of international travel.  However, while international visitors have enormous potential and 

generate higher revenues, they have correspondingly higher standards for facilities, amenities, and 

customer service levels.  As a result, they tend to limit their experiences to those that are export ready. 

Refer to Appendix #2 for more detail. 

British Columbian tourists predominantly come from other spots in Canada and therefore there is little 

to no cultural differences. As a result, most tourists are readily adaptable to the area and look for 



BRITISH COLUMBIA MOUNTAIN BIKE TOURISM  

 

 

9
 

enhancement of their experience in terms of the quality of product provided. Additional information 

regarding the visitors to British Columbia can be found in Appendix #3. 

Groups of activities that Canadian and American travelers participated in while on trips can be 

summarized based on the 2006 Travel Activities and Motivations Survey (TAMS).  The TAMS 

demonstrated relative market size by activity and differentiates between travelers that participated in 

an activity while on a trip and travelers whose main purpose of their trip was a specific activity.  About 

170.5 million American and 18.4 million Canadian people took at least one pleasure trip in 2004/05. A 

total of 153.1 million North American (Canadian and American) travelers participated in shopping/dining 

or food related activities while on an out of town pleasure trip in the past two years.  Other popular 

activities on pleasure trips were land-based activities, exhibits/historic sites/museums, water-based 

activities and theme/amusement parks.   

 

Activities that motivated (main reason for trip) North American travelerǎΩ ǘǊƛǇǎ ŘƛŦŦŜǊŜŘ ŦǊƻƳ ŀŎǘƛǾƛǘƛŜǎ 

that were participated in while on a trip. Water-based activities motivated the largest number of trips 

followed by land-based activities, theme/amusement parks, exhibits/historic sites/museums, festivals 

and events and the performing arts. More travelers participated in shopping/dining and food related 

activities on trips than were motivated by these activities. 
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The BC Mountain Bike Industry  
¢ƘŜ ǘŀōƭŜ ōŜƭƻǿ ǊŜǇǊŜǎŜƴǘǎ ǘƘŜ a.¢!Ωǎ ōŜǎǘ ƎǳŜǎǎ ŀǘ ǘƘŜ ǎƛȊŜ ŀƴŘ ǎŎƻǇŜ ƻŦ ǘƘŜ Ƴƻuntain bike tourism 

industry. A key task for the MBTA is to continue to promote the association and benefits offered to 

potential members to ensure that they are able to represent the entire industry.  

Note:  These figures are very general estimates as it is extremely difficult to obtain hard numbers given the fragmented and 

ƎŜƴŜǊŀƭƭȅ ǇŀǊǘ ǘƛƳŜ ƴŀǘǳǊŜ ƻŦ Ƴŀƴȅ ƻŦ ǘƘŜ ƛƴŘǳǎǘǊȅΩǎ ƻǇŜǊŀǘƻǊǎΦ 

* Local and regional groups include: local DMOs, local bike clubs and associations, other bike related services not covered. 

The majority of revenue dollars within the mountain bike tourism sector are currently represented by 

the lift-accessed product offered by several BC resorts. In the Sea to Sky corridor for example, Whistler 

Bike Park (including the Kokanee Crankworx Festival) accounts for 70% of all mountain bike tourism 

revenue generated6Φ !ǇǇǊƻȄƛƳŀǘŜƭȅ мпмΣллл ǊƛŘŜǊ Řŀȅǎ ǿŜǊŜ ǊŜŎƻǊŘŜŘ ōȅ ./Ωǎ с ōƛƪŜ ǇŀǊƪǎ ƛƴ нллу ŀƴŘ 

traffic is growing between 5%-15% per year.  The largest mountain bike parks have collectively invested 

over $6 million in park infrastructure since 1999 and the investment is forecast to continue.   Bike park 

visitors spend between $99 (same day) and $133 (overnight) per visit/day7,  which translates to more 

than $14 million in tourism revenue generated by lift access riding alone. Mountain biking festivals and 

events bring additional visitor revenues to resorts. In 2006, the Crankworx festival in Whistler generated 

approximately $12 million in additional visitor expenditures for the resort8. 

Communities also provide the resources (i.e. trails) that attract riders from all over the world to BC, but 

quantifying the revenue generated by these public resources is difficult. In 2006, the MBTA conducted a 

study to measure the economic impact of mountain biking in the Sea to Sky corridor (North Shore, 

Squamish and Whistler).  This study found community mountain bike trails generated $10.3 million for 

the three communities.  This figure jumps to $38 million when the Whistler Bike Park and Crankworx 

Mountain Bike Festival are included in the analysis. This study provided invaluable economic data, not 

only for lift-accessed product but also for the public trails in the communities of the Sea to Sky corridor.  

The MBTA is actively seeking opportunities to conduct similar economic impact studies in other BC 

communities and this need will be identified under the strategies for this plan. 

                                                           
6 Sea to Sky Mountain Biking Economic Impact Study, 2006 
7 Sea to Sky Mountain Biking Economic Impact Study, 2006 
8 Sea to Sky Mountain Biking Economic Impact Study, 2006 

Type MBTA 
Stakeholders 

Non MBTA 
Stakeholders 

Estimated Total % who are MBTA 
Stakeholders 

BC Resorts offering Lift Access Biking 10 0 10 100% 

Commercial Operators (Guiding/ Tours) 21 n/a n/a n/a 

Local Governments/Communities 
offering Mountain Biking 

19 n/a n/a n/a 

Regional DMOs 2 4 6 33% 

Local and regional groups* 35 n/a n/a n/a 
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Methodology for Developing Plan  

Stakeholders 
The marketing plan for the Mountain Bike Tourism sector has been developed through extensive 

consultation with the stakeholders in this new and emerging tourism product sector. As opposed to a 

more typical process of using a contracted professional marketing consultant to produce a plan based 

on information currently available, Tourism BC chose to identify the main stakeholder groups and 

conduct a series of regional meetings with representatives from as many of the stakeholder groups as 

possible. The meetings were organized by the same facilitator with the intention of asking the industry 

stakeholders to contribute to the building of the provincial marketing plan. 

The main stakeholder groups identified for invitation to the regional meetings were: 

1. Mountain Bike Resorts (Whistler, Fernie, Sun Peaks, Silver Star, Mt. Washington) 

2. Commercial Tour Operators 

3. Destination Marketing Organizations 

4. First Nations  

5. Industry Groups (Mountain Bike Clubs) 

6. Mountain Bike Tourism Services (Accommodation, food retail, rental, transport) 

7. Provincial Government Agencies   

8. Regional & Municipal Governments 

9. Trail Stewardship Groups 

10. Private Landowners 

11. Event Organizers (Festivals/Races) 

12. Educational Institutions 

13. Mountain Bike Consultants  

14. Insurance Experts 

15. Athletes and Professional Mountain Bikers 

The development of the provincial marketing plan was based on a series of provincial wide meetings 

conducted between May, 2009 and September 2009. The meetings commenced in the Spring of 2009 

and continued through October, 2009. These regional meetings were held in Kelowna, Nelson, Nanaimo, 

Prince George and Vancouver. The full list of attendees and the organizations that they represent are 

noted in Appendix #4. 

At each of these meetings, stakeholders were presented with a custom booklet containing exercises that 

allowed information to be gathered and used to construct the provincial marketing plan. Expectations 

and outcomes were determined at each meeting and the attendees were asked to lend their 

experiences and knowledge to specific areas identified of importance to the creation of the provincial 

marketing plan. These exercises varied from meeting to meeting in order to build progressively on the 

information gained at each meeting. At subsequent meetings, information and knowledge gained from a 

prior meeting was tested and validated and the facilitator would then move to a new exercise rather 

than cover areas that were already well documented and would otherwise only afford a marginal 
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amount of new information. This allowed each regional meeting to be unique and productive. The 

exercises carried out at each regional meeting covered the following components that comprise the 

provincial marketing plan: 

¶ Internal analysis of the size of the BC mountain bike tourism industry; strengths and core 

competencies; weaknesses and major issues facing its growth 

¶ External analysis including an identification of major competitors; customer targets and key 

characteristics of individual user groups 

¶ Major issues required to succeed as a provincial tourism sector 

¶ Goals for the plan and major objectives required to resolve the issues identified 

¶ Major strategies for each category of objective 

At the end of each regional meeting, attendees were asked to volunteer their time to participate in a 

Provincial working committee to meet twice in Vancouver. This working committee was formed in the 

late fall and had its initial meeting in December 2009 in Vancouver. A list of those individuals comprising 

the provincial mountain bike tourism working committee is contained in Appendix #5. From this 

meeting, several working committees were formed to gather further strategic recommendations and 

present them back to the facilitator for inclusion in 

the draft plan. A draft of this plan was subsequently 

prepared for the committee members and reviewed 

at the second meeting of the Provincial working 

committee to be held in March, 2010. After a 

thorough review, the draft was revised to form this 

current plan. 

Expectations of Stakeholders 
After a series of regional meetings held across the province of BC, a realistic list of expectations was 

created from those who are involved: 

¶ Build a stronger industry and create a definitive brand for marketing BC as a mountain bike 

destination 

¶ Need ongoing research and well resourced marketing plan ς not a huge bureaucratic plan 

¶ Instructional camps need to be considered as part of the mountain bike experiences 

¶ Consider the role of road biking as a possible alliance partner with this sector 

¶ Identify more innovative sources of funding ς for example ς Events and Festivals taxes; User 

fees; Regional and local governmentsΩ ŀǇǇǊƻǇǊƛŀǘƛƻƴǎΤ w5ahΩǎ ŀƴŘ 5ahΩǎ contributions 

¶ Tie in the new web marketing of BC recreation sites as part of the integrated marketing 

communications experiences 

¶ The implementation of BC Recreation Trails Strategy is important adjunct to the marketing plan; 

for example trail access and access road maintenance must be considered as the mountain bike 

trails are marketed to the world  

¶ Promote all mountain bike experiences as opposed to a few 

ñNothing compares to the simple 

pleasure of riding a bikeò 

-J.F.K. 
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¶ Focus on άƳŀǊƪŜǘ ǊŜŀŘȅέ Ƴƻǳƴǘŀƛƴ ōƛƪŜ ŜȄǇŜǊƛŜƴŎŜǎ 

¶ ¢Ǌŀƛƭ !ǳǘƘƻǊƛȊŀǘƛƻƴ ƴŜŜŘǎ ǘƻ ōŜ ǇŀǊǘ ƻŦ ǘƘŜ Ǉƭŀƴ ǎƻ ǘƘŀǘ ./ Ŏŀƴ ƳŀǊƪŜǘ άƭŜƎŀƭέ trails and trails for 

specified uses 

¶ Address a mechanism for building alliances and sourcing funding and trail management from 

those organizations that benefit from the marketing of Mountain Bike Tourism (i.e. services such 

as hotels) 

¶ Address the need for a revenue stream for mountain bike trail maintenance flowing back to the 

community 

¶ Build on the success started by the Bike Parks BC Resorts 

¶ Market a safe experience that creates a more diverse set of mountain bike tourism experiences 

¶ Incorporate education of people about mountain biking benefits 

¶ Provide economic analysis and benefits of mountain biking to give credibility to the plan across 

the province 

¶ Product development needs to play a role in this plan and not just integrated marketing 

communications 

¶ Brand trails for specific user experiences and user needs 

¶ Build support for mountain bike tourism from within private sector as well as the government 

¶ Market to communities for their involvement 

  

ñLife is like riding a 

bicycle- in order to keep 

your balance you must 

keep movingò 

-Albert Einstein  
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Vision, Mission, and Guiding Principles  

Overview 
A vision is a future state of being ς it identifies where the stakeholders collectively desire to take the 

ŀƭƭ ƻŦ ./Ωǎ Ƴƻǳƴǘŀƛƴ ōƛƪŜ ǘƻǳǊƛǎƳ ŜȄǇŜǊƛŜƴŎŜǎ ŀǎ ŀ ǎŜŎǘƻǊΦ ¢ƘŜ Ǿƛǎƛƻƴ ŘŜǾŜƭƻǇŜŘ ǇǊƻǾƛŘŜǎ ŀ ǎense of 

direction supported through the regional meetings and vetted by the Provincial working 

committee. It is inspiring and describes what the sector plans to achieve.  

Vision Statement 

To Be Recognized As the Most Diverse Mountain Biking Destination in the World 
 

Mandate and Mission 
The mandate and mission is a summary of the business purpose for the mountain bike tourism 

sector. Essentially, it answers the ǉǳŜǎǘƛƻƴ ά²Ƙŀǘ ǿƛƭƭ ǿŜ Řƻ ǘƻ ƳŀƪŜ Ƴƻǳƴǘŀƛƴ ōƛƪŜ ǘƻǳǊƛǎƳ ŀ 

ǎǳŎŎŜǎǎΚέ Does the mission and mandate tell us who we are; what we do and why we are 

doing it? 

Mission Statement 

To create and execute a provincial marketing plan for mountain bike tourism in partnership with a 

comprehensive stakeholder group representing all interests associated with mountain bike tourism.  

Guiding Principles 
Guiding principles establish the foundation to guide the development and implementation of the 

marketing strategy for the provincial mountain bike tourism sector.  

Guiding Statements 

1. Partnership and collaboration between private and public sectors 

2. Communicate diversity of experiences on a provincial basis 

3. Recognize work to date completed by Bike Parks BC Resorts 

4. Equitable funding approach for stakeholder buy-in 

5. Progressive planning to build the provincial sector using staged growth 

6. Lead with market ready experiences to create demand 

7. Ongoing stakeholder input and evaluation 

8. Encourage trail stewardship and capacity building at the local level 
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Mountain Bike Tourism Experiences  
British Columbia possesses an abundance of tourism experiences that set it apart from the rest of 

ǿƻǊƭŘΩǎ leading mountain bike jurisdictions. It offers a diversity that appeals to a broader target 

audience than any other mountain bike tourism destination; depth that displays the incredible number 

of experiences within each category; a strong travel experience that includes bike friendly 

accommodation; après bike activities; access in terms of air and road to all parts of the province; and 

sheer beauty for a province that is blessed with scenic, natural, inspiring settings in which to ride. 

Trails are the core component and resource base of the mountain bike tourism product. ./Ωǎ ǘǊŀƛƭǎ offer 

a unique experience that allows the rider to connect with the character of the land and even the local 

ŎǳƭǘǳǊŜΦ ¢Ƙƛǎ ƛǎ ǎŜŜƴ ƛƴ ǘƘŜ ƛƴŎǊŜŀǎƛƴƎ ŀǇǇŜŀƭ ƻŦ ΨsignaǘǳǊŜ ǘǊŀƛƭǎΩ ŀƴŘ ǳƴƛǉǳŜ ƭandscape settings that have 

the ability to motivate mountain bikers to travel to a destination or region.9 

It is these experiences that will form the provincial mountain bike tourism product and create a 

provincial approach to branding British Columbia as ƻƴŜ ǘƘŜ ǿƻǊƭŘΩǎ ǇǊŜƳƛŜǊ Ƴƻǳƴǘŀƛƴ ōƛƪŜ ŜȄǇŜǊƛŜƴŎŜǎ 

and create awareness, interest, trail and repeat visitation from consumers. 

The following categories of experiences have been identified and grouped according to their unique 

supply factors: 

Lift Access Mountain Biking 
The emergence of ski resorts that provide a day experience for mountain bikers like none other has 

catapulted BC into the limelight. Using ski lifts that have been fitted to allow mountain bikers to ride a 

lift up a mountain with their mountain bike accompanying riders on a separate chair allows mountain 

bikers of all abilities to descend the mountain resorts trails which have graded in a similar manner as ski 

runs for novice, intermediate and expert riders alike. It attracts a wide range of abilities and all ages that 

enjoy the thrill of riding downhill, the beauty of an alpine resort in the summer and the exercise 

associated with mountain biking. BC is world renowned for its technical trails and innovative trail 

construction techniques. The actual discipline involves riding a sustained descending trail that ends at a 

lower altitude than it began. The terrain can be graded in terms of difficulty from novice to expert 

Technical Rides 
BC is known as the birthplace of freeride which involves riding, generally on a mountain bike specific 

trail network, designed with a wide variety of trail features, both natural and man-made, for a variety of 

skill levels from beginner to expert. This experience primarily involves  ascending mountains via resource 

access roads and then descending via advanced technical  single track trails, a lead example being the 

North Shore of Vancouver, but trails exists throughout BC, and abundantly in the Sea to Sky, Kootenays, 

and the Thompson Okanagan regions. It is a discipline that is between downhill and cross-country since 

it primarily involves conquering obstacles and performing technique moves. It involves specific bike 

handling skills and techniques. 

                                                           
9 Information was gathered from Tourism Business Essentials drafted in 2008 
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Over recent years, the technical mountain bike experience associated with free riding has expanded and 

evolved due to technology in bikes.  This genre is called all-mountain/Enduro riding.  It generally 

ƛƴǾƻƭǾŜǎΣ ƭƻƴƎŜǊΣ ƳƻǊŜ άŜǇƛŎέ Ƴƻǳƴǘŀƛƴ ōƛƪŜ ǎǇŜŎƛŦƛŎ ǊƛŘŜǎΦ  ¢ƘŜǎŜ Ŏŀƴ ǊŀƴƎŜ ƛƴ ŘƛǎǘŀƴŎŜ ŦǊƻƳ ŀ ŦŜǿ 

hours, to a full day trip (eg: 7summits in Rossland).  The trails generally involve more climbing and will 

ƎŜƴŜǊŀƭƭȅ ōŜ ƳƻǊŜ άbŀǘǳǊŀƭέ όƴƻ Ƴŀƴ ƳŀŘŜ ǎǘǳƴǘǎύ. 

This category of mountain biking experience offers a more challenging experience for those seeking 

adventure and for those who have a strong passion for mountain bike at a technical riding level.  It is 

also more fitness based, and attracts people looking to have fun, but simultaneously obtain a good 

aerobic workout.  

Cross Country Wilderness Rides/ Touring 
It is practiced on trails featuring a variety of terrain and routes that comprise of uphill, downhill, and flat 

sections. Trail types can vary from dirt roads to technical single track and vary in length. This experience 

offers short and long distance trail rides for circle tours or point to point travel. A lead example is the 

Spirit of 2010 Trail Network with over 800 km of contiguous rail trails. The trail corridor connecting 

ǘƘŜ {Ŝŀ ǘƻ {ƪȅ ¢Ǌŀƛƭ ŦǊƻƳ {ǉǳŀƳƛǎƘ ǘƻ 5Ω!ǊŎȅ ƛǎ ŀƭǎƻ ƎŀƛƴƛƴƎ ƳƻƳŜƴǘǳƳ ƛƴ ǘƘŜ ƳŜŀƴǎ ƻŦ ǾƛǎƛǘƻǊǎ Ƴŀƪƛng 

the trek to riding the trail and is boosting the local economic activity, (Sea to Sky Mountain Biking 

Economic Impact Study - Whistler Results.)    

Community Trail Rides 
This experience offers a broad spectrum of easier mountain bike experience generally in more urban 

environments using gentler grade terrain that enables families, couples to enjoy a leisurely mountain 

bike ride. Community trails exist in both urban with some areas offering rural combination of paved and 

unpaved trails for light recreation, a lead example being the Galloping Goose Trail in Victoria and the 

Mission Greenway in Kelowna. 

Mountain Bike Festivals / Races 
Festivals in B.C. have emerged as attractions in their own right and B.C. Mountain Bike Festivals such as 

Crankworx or the Squamish Test of Metal Race allow for a blend of experiences including free 

riding, cross country riding and racing. In 2006 Crankworx was viewed by 50,000 unique individuals, it 

ƛǎ ²ƘƛǎǘƭŜǊΩǎ Ƙigh adrenaline mountain bike festival with nine days of incredible, gravity-defying freeride 

competitions, pro-riding demos, music and entertainment. Creston, BC also hosts the Goatstyle Bike 

WŀƳΣ ǿƘƛŎƘ ƛǎ bƻǊǘƘ !ƳŜǊƛŎŀΩǎ ƭŀǊƎŜǎǘ open jump competition/festival. This event attracts hundreds of 

competitors and their family to Creston every year. Kelowna has a similar event, the Center of Gravity, 

which combines mountain bike jumping with volleyball and music on the beach in City Park. This event 

ŦŜŀǘǳǊŜǎ ǎƻƳŜ ƻŦ ǘƘŜ ǿƻǊƭŘΩǎ ǘƻǇ ǊƛŘŜǊǎ, along with showcasing up and coming local talent. 

Multi-day bike races such as stage races BC Bike Race, Intermontaine Challenge and Trans Rockies are 

fully supported events that attract riders from all across the globe.  
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Skills Parks 
As mountain biking has become recognized as an athletic pursuit, a variety of skills parks have been 

developed either by trail clubs, municipalities, regional districts or by local trail enthusiast that enable 

primarily a younger audience to practice skills to be applied for more technical riding either in the 

wilderness or at mountain bike resorts. They are generally local in nature but offer a unique experience 

for a younger audience. They also provide an opportunity for mountain bike guides and tour operators 

to assess client skills and operate skills clinics. Skill parks are usually a variety of natural obstacles and 

constructed features all arranged in a controlled and compact area. 

Mountain Bike Instructional Camps and Tour Operators  
Instructional camps for all levels of skills offer an interactive social and educational experience. They 

appeal to those who want to learn how to ride different trails and improve their abilities. Lead examples 

are Endless Biking, MMR camps, and Dirt Series. 

Some of the camp operators also offer tours however there are a number of companies offering tours to 

some of the more pristine riding areas and in some cases feature well know riding talent as 

guides/coaches. Examples include Bareback Biking, Bush Pilot Biking and Whistler Mountain Bike 

Guides. 

BC owned and operated Tyax Air offers a unique special fly-in 

mountain bike wilderness experience. The business offers 

single or multi- day packages for a truly unique biking 

excursion that commence at the Tyax Mountain Lake Resort 

nestled in the Southern Chilcotin Mountain (tyaxair.com). 

  

ñGreat things are done 

when men and mountains 

meet. This is not done by 

jostling in the street.ò 

-William Blake 
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Section 2: Best Practices 

Best Models Competitive Review  
As part of the global development of mountain biking as a tourism sector, BC can learn from other 

jurisdictions to develop the marketing plan and more quickly adapt the BC plan for implementation. A 

research review of leading mountain bike destinations was conducted to assist with the formation of 

this marketing plan. Specifically, Scotland, Switzerland, and Oregon were investigated. Within each 

destination, the following information was gathered: 

1. Types of mountain bike experiences 

2. Positioning 

3. Branding 

4. Marketing Strategies 

The results of the best models competitive review are highlighted below and further results are 

contained in Appendix #6. A summary of major findings follows. 

Scotland 
Scotland is quickly becoming recognized as one of the great destinations for mountain biking in the 

world and the number one destination for the sport in Europe. In both 2005 and 2006 the IMBA gave 

the country a grade A+ in the Global Super Star category within the IMBA report card. In fact it has been 

suggested that Scotland may surpass British Columbia the spiritual home of mountain biking and as the 

best place to go biking in the world. Scotland claims that the diversity of the terrain along with its breath 

taking scenery is what provides its competitive advantage.   

The growth and success that the country has achieved can be attributed to the dedication that has been 

devoted by Forestry Commission Scotland (FCS) to develop and promote mountain biking through the 

use of various festivals, conferences and the development of major centers such as 7stanes center of 

excellence. Specifically, a recent study conducted by the Scottish Enterprise (SE) and FCS noted that 

there has been an increase in mountain biking trips within Scotland of 82 per cent from 2006 to 2007.  

Mountain Biking Experiences 

Scotland offers a diversity of mountain biking experiences for participants, spectators, and those 

interested in developing the sport within the country and globally. There are instructional camps and 

skill parks that cater specifically to the sport, a variety of festivals and events to choose from and lastly a 

mountain bike conference. 

Mountain Bike Instructional Camps 

Scotland provides instructional camps that cater towards riders of all skill levels that provide individuals 

with information to enhance their riding abilities and opportunities to become socially involved within 

the sport. The most popular clinics found at these camps include first aid training, navigation, 

maintenance and suspension workshops.  
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Skill Parks 

Lecht 2009 ƛǎ ŎƻƴǎƛŘŜǊŜŘ ǘƻ ōŜ {ŎƻǘƭŀƴŘΩǎ ƭŜŀŘƛƴƎ {ƪƛƭƭ tŀǊƪ ŀƴŘ ǇǊƻǾƛŘŜǎ ǊƛŘƛƴƎ ŦƻǊ ǘƘƻǎŜ ŘŜŘƛŎŀǘŜŘ ǘƻ 

improving their techniques. Lecht provides riders with an assortment of dirt jumps, bomb holes, berms 

and riding features built from rock (Lecht, 2009).   

Festivals 

Scotland is the host to many mountain bike festivals that continue to grow in popularity each year. 

5ƻƳŜǎǘƛŎŀƭƭȅ ǘƘŜǊŜ ŀǊŜ ǎŜǾŜǊŀƭ ƎǊŀǎǎǊƻƻǘǎ ŦŜǎǘƛǾŀƭǎ ǘƘŀǘ ƛƴŎƭǳŘŜ ǘƘŜ wƻǳƴŘ {ǘǊŀΩǾŜƴ рл/ȅŎƭŜ /ƘŀƭƭŜƴƎŜΣ 

Ultra Run along with the Bike 500 Miles for Charity with Trailbrakes, and the Wikerman festival that 

target mountain bikers. The Nissan UCI Mountain Bike World Cup in Fort William is the main 

international event for the year.  

Competitive Positioning  

Scotland is currently in the growth stage within the industry life cycle for mountain biking. One of the 

main reasons why Scotland has been able to effectively position itself as an emerging world leader in the 

ǎǇƻǊǘ ƛǎ ŘǳŜ ǘƻ ǘƘŜ ƎƻǾŜǊƴƳŜƴǘΩǎ ŘŜŘƛŎŀǘƛƻƴ ƛƴ ǇǊƻƳƻǘing and growing this sector. Specifically, FCS 

works in partnership with the government of Scotland in building long term and sustainable growth for 

mountain biking. It does so by investing heavily in creating high levels of consumer awareness of the 

Scottish brand and by investing in various trails. FCS has also dedicated a large portion of their website 

to mountain biking and has created a synchronized system for mountain biking trail grades, users safety, 

a forest cycling code, as well as information regarding riding skills and tips. Furthermore, {ŎƻǘƭŀƴŘΩǎ 

National Tourism Organization has developed a synchronized system that is known as visit {ŎƻǘƭŀƴŘΩǎ 

Cyclist Welcome Scheme. This system involves over 1,000 establishments that provide services that 

cater specifically to the needs of cyclists. A specific Logo has been developed so that cyclists can 

associate establishments that provide additional facilities for mountain biking tourists.  Please see 

Appendix #7 for the logo and Appendix #8 for more specific details in terms of what the scheme 

involves.  

Being the host to the UCI Mountain Bike and Trails World Championship is a major competitive 

advantage that Scotland has over other mountain bike destinations. This event has allowed Scotland to 

not only brƛƴƎ ǘƘŜ ǿƻǊƭŘΩǎ ōŜǎǘ ǊƛŘŜǊǎ ǘƻ ǘƘŜ ŎƻǳƴǘǊȅ ōǳǘ Ƙŀǎ ǘƘŜ ŀōƛƭƛǘȅ ǘƻ ƛƴŎǊŜŀǎŜ ǘƘŜ ƭŜǾŜƭ ƻŦ ŜȄǇƻǎǳǊŜ 

as an ideal destination globally. Furthermore, by hosting major conferences such as the World Mountain 

Bike Conference, Scotland is positioning itself as a leader rather than a follower in the industry. Thanks 

to their renowned and memorable scenery, wide diversity of easily accessible trails Scotland easily has 

the ability to become the choice destination for any mountain biker.  

Brand  

{ŎƻǘƭŀƴŘΩǎ ōǊŀƴŘ ŎŀƳǇŀƛƎƴ ƛǎ ǾŜǊȅ ǎǘǊŀƛƎƘǘ ŦƻǊǿŀǊŘ ǿƛǘƘ ǘƘŜ ǎƛƳǇƭŜ ƳŜǎǎŀƎŜ ǘƻ ά[ƛǾŜ ƛǘέΦ ¢Ƙƛǎ Ŧƛǘǎ ƛƴ ƭƛƴŜ 

with how the country is branding itself in terms of mountain biking. Specifically, Scotland brands itself as 

the number one biking destination in Europe and proudly communicates to its target audience that it 

Ƙŀǎ ōŜŜƴ ƴŀƳŜŘ ǘǿƛŎŜ ōȅ ǘƘŜ La.! ŀǎ ŀ άDƭƻōŀƭ {ǳǇŜǊǎǘŀǊέ ŀƴŘ ǘƘŀǘ ƛǘ ƛǎ ǘƘŜ ŦƛǊǎǘ ƴŀǘƛƻƴ ǘƻ ƘŀǾŜ 

achieved back to back global superstar status. High quality, adventure and novelty are the images that it 

wants to have associated with its brand. The UK Forestry Commission also helps to build this brand by 
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providing a promotional video on its website. The video is high in energy and showcases various 

mountain biking parks and promotes events such as the UCI world cup. It also showcases additional 

services such as cafés, bike hires, bike wash shops, as well as other outdoor recreational activities. Some 

of the tag lines used throughout this video include: 

¶ ά¢Ǌŀƛƭǎ ǘƻ ōŜƎƛƴƴŜǊǎ ǘƻ ŜȄǇŜǊǘ 

¶ ά{ƻƳŜ ƻŦ ǘƘŜ ǿƻǊƭŘΩǎ ōŜǎǘ Ƴƻǳƴǘŀƛƴ ōƛƪƛƴƎέ 

¶ άDǊŜŀǘ ƭƻŎŀǘƛƻƴΣ ŀǿŜǎƻƳŜ ǘǊŀƛƭǎΣ ǎǘǳƴƴƛƴƎ ǎŎŜƴŜǊȅέ 

¶ ά{ƪƛƭƭǎ ŀǊŜŀǎ ƎǳƛŘŜǎ ŀƴŘ ǘǳƛǘƛƻƴ ƛƳǇǊƻǾŜ ȅƻǳǊ ǊƛŘƛƴƎέ 

¶ άCǳƴ ŦƻǊ ǿŜŜ ƪƛŘǎ ŀƴŘ ōƛƎ ƪƛŘǎέ 
 

Mountain Biking Experiences 

Promotion 

There has been a high level of time, energy, and funding that continues to be dedicated from the 

government of Scotland towards the promotion of mountain biking.  Specifically, the National Tourism 

Organization has allocated £1.5 million for marketing campaigns including additional domestic tourism 

campaigns. This also includes activity in Canada and Europe; however it plans to maintain a stronger 

focus in more challenging markets like the USA. There are two main methods that the government 

promotes mountain biking within the country. These consist of the internet through the main tourism 

ǿŜō ǇŀƎŜ aƻǳƴǘŀƛƴ .ƛƪƛƴƎ {ŎƻǘƭŀƴŘΥ ǘƘŜ ƻŦŦƛŎƛŀƭ Ƴƻǳƴǘŀƛƴ ōƛƪƛƴƎ ǎƛǘŜ ƻŦ {ŎƻǘƭŀƴŘΩǎ bŀǘƛƻƴŀƭ ¢ƻǳǊƛǎƳ 

Organization and through an Adventure pass. Each one of these will now be described briefly. 

Mountain Biking Scotland: The Official Mountain Biking SiǘŜ ƻŦ {ŎƻǘƭŀƴŘΩǎ bTO 

Mountain Biking Scotland is an extremely user friendly website that provides fast and reliable 

information for those interested in participating in the sport during their time in the country. 

Downloadable mountain bike brochures along with a mountain bike podcast are the two tools used to 

communicate information to users.  In January 2007 VisitScotland launched a new guide to mountain 

biking in Scotland. The 84-page guide is free and can be requested through ±ƛǎƛǘ{ŎƻǘƭŀƴŘΩǎ ŘŜŘƛŎated 

mountain biking website or through the VisitScotland National Information and Booking Line. In addition 

to official endorsement and riding tips by Steve Peat - UCI Mountain Bike-Downhill World Champion in 

2002, 2004 and 2006, the guide gives in-depth information about trails, safety and tuition, as well as the 

new Scottish Forestry Commission trail grading system.  

Adventure Pass 

Scotland promotes mountain bike tourism in the country with the promotion of the Adventure Pass. 

This Adventure Pass offers discounts and special offers on 50 adventure activities. The hope is that the 

Ǉŀǎǎ ǿƛƭƭ ŀƭƭƻǿ ƛƴŘƛǾƛŘǳŀƭǎ ōƻǘƘ ŀǘ ƘƻƳŜ ŀƴŘ ŀōǊƻŀŘ ǘƻ ά[ƛǾŜ ƛǘέ ŀƴŘ ŜƴŎƻǳǊŀƎŜ ǊŜǇŜŀǘŜŘ ŜȄǇŜǊƛŜƴŎŜǎ 

within the country. VisitScotland also runs TV advertisements promoting the pass across Scotland and 

ǘƘŜ bƻǊǘƘ ƻŦ 9ƴƎƭŀƴŘ ŦƻǊ ŀ ǿŜŜƪΩǎ ǘƛƳŜ Ŝach year in August. The advert reaches approximately 5.9 

million potential visitors and features a range of activities including surfing, dolphin watching but 

focuses mainly on mountain biking.  
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7stanes 
7stanes is a brand used to describe a series of mountain bike centres in the forests across the South of 

Scotland and is one of the key mountain biking attractions within the country. It was first developed in 

2001 and attracts 400,000 visitors that generate an estimated £9.3m of expenditure within the South of 

Scotland. Please see Appendix #9 for a map of the 7stanes. The 7stanes is also based on a Private Public 

Partnership. The list of these partners is stated below (Forestry Commission Scotland, 2009).  

¶ Scottish Enterprise (SE)  
¶ Scottish Natural Heritage  
¶ Dumfries and Galloway Council  
¶ Scottish Borders Council  
¶ Solway Heritage  
¶ Scottish Power  
¶ VistScotland  
¶ NHS  
¶ European funding 

By using this business model both the private and public sector are able to pool the best of their 

resources in order to establish quality standards and facilities which enables Scotland to compete more 

aggressively. 

Competitive Positioning 

The development of the 7stanes project has helped position Scotland as a leader within the mountain 

bike industry. The project is currently in the last two phases of completion but has already been 

internationally recognized for its quality trails and it was also mentioned as a success story for adventure 

tourism with UKTS statistics. It has also stimulated economic activity, as well as product development 

and collaboration with the private sector. The economic benefit of this development is £2.99 million for 

Southern Scotland and £3.56 million for Scotland as a whole. This project also gives Scotland a 

competitive advantage within the mountain bike industry for the reason that it caters to the skill levels 

of all riders and provides Scotland the opportunity to host larger scale events that receive high levels of 

promotion internationally.  

Brand and Promotion 

7stanes has established a strong brand within the mountain bike industry and even more so after being 

named as one of the best places in the world for riding by the IMBA. The 7stanes brand assures quality, 

diversity, and an unforgettable riding experience for each one of the centres. The developers of the 

project knew that branding was a key success factor so building a solid brand based on quality and 

uniqueness was crucial. In fact, in addition to developing the physical trails, the first two phases of the 

project focused heavily on marketing, PR, business development and related infrastructure 

developments (Forestry Commission, 2009). Furthermore, the trails were promoted through web based 

marketing, popular riding magazines, as well as by being the host to internationally acclaimed festivals 

that would expose the quality of the trails on an international level.  
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Moab Utah 
Moab is a city located in Eastern Utah in the Western United States. It was once considered to be a 

booming mining town but when this economic resource ran dry the city then looked into its other 

ƴŀǘǳǊŀƭ ǊŜǎƻǳǊŎŜǎ ǘƻ ƘŜƭǇ Ǉǳǘ ƛǘ ōŀŎƪ ƻƴ ǘƘŜ ƳŀǇΦ {ǇŜŎƛŦƛŎŀƭƭȅΣ aƻŀōΩǎ ƎŜƻƎǊŀǇƘƛŎŀƭ ƭŀƴŘǎŎŀǇŜ ƛǎ ƳŀŘŜ ǳǇ 

of red sandstone canyons, mesas, and slickrock that have made the area famous and perfect for 

providing riders with diversity in trails.  

The tourism sector within Moab has boomed since the early 1960. Today it is considered the gateway to 

the United States most famous national parks and landmarks, and has successfully positioned itself as an 

outdoor adventure destination. Some of the additional outdoor recreational activities that Moab has to 

offer consist of river rafting excursions, four-wheeling tours, horseback riding retreats, mountain walks, 

and as well as rock-climbing. Mountain Biking however is considered to be the most popular within the 

area. Specifically, according to research, mountain biking made up 12% of motivators for visiting the 

area (History to go: Utah, 2009).  

Mountain Biking Experiences 

Moab offers riders 16 trails to choose from that are diverse in regards to terrain, length and difficulty. 

The most famous of these trails is Slickrock Bike Trail. This trail alone can be credited as the route for 

putting Moab on the world map due to the high technical riding that it offers. Specifically, famous riders 

have described the course as being the ultimate mountain biking experience and one that must be 

tested out by every serious rider. Some of the mountain bike tourism experiences that Moab has to 

offer will now are described in detail below.  

Technical Rides 

There are many trails that cater towards technical riders within Moab. Specifically, Slick Rock is a good 

introduction of what this area has to offer with the terrains rock formation providing excellent traction. 

Magpie Adventures and Nichols Expeditions also provide technical riding tours on the world famous 

White Rim Trail in Canyonlands National Park (Mountain Biking Moab Utah, 2009).  

Community Trail Rides 

Utah offers three main community trail rides within the state that provides the experience of riding in 

back country trails that offer 360 degree views of spectacular landmarks and are rich in cultural history. 

These consist of: Fisher Tower Trail, Gooseberry Messa Trail, and the Historic Union Pacific Rail Trail 

(Utah state national recreational trails, 2009).  

Mountain Bike Instructional Camps 

Moab provides instructional camps for riders of all skill levels in order to help riders improve their riding 

abilities, knowledge, and confidence. The most popular of these consist of Singletrack Ranch Mountain 

Bike Training Camp, Dream Ride skills camps and clinics as well as Camp Xtrem Adventure race training 

camp (Mountain Biking Moab Utah, 2009).  
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Festivals 

Moab has further strengthened its reputation within the mountain biking industry through the 

development of festivals and events. These consist of the Utah State Open Championship, San Rafael 

Swell Mountain Bike Festival, the Annual Moab Ho-Down Mountain Bike Festival, and the 24 Hours of 

Moab Mountain Bike Race. See Appendix #1 for details on the Moab festivals.  

Competitive Advantage 

Moab is currently in the development stage within the mountain biking industry life cycle and has 

successfully positioned itself as a riding destination that caters to all skill levels. One of the greatest 

competitive advantages that Moab has is the unique and diverse riding that its terrain offers. 

Specifically, this area is considered as being a national wonder with its dramatic landscapes, as well as 

for its diversity in national parks. The fact that Moab is also seen as a destination that is suitable for both 

family and single riders also provides it with a competitive advantage in reaching a wider target market. 

Please see Appendix #11 for a perceptual map of Moab Utah that has been developed by strategic 

marketing and research Inc.  

Brand and Promotion 

Moab has developed a brand for being a unique and beautiful destination for mountain biking. When 

looking at various blogging sites it is clear to see that serious riders view the area as high in quality, 

diverse in difficulty, breathtaking in scenery and rich in hospitality. The Utah Office of Tourism further 

builds this brand by promoting the area primarily through mediums such as the internet and magazine 

advertisements. Also, through the use of their main website DiscoverMoab.com the area is advertised as 

being one of the greatest destinations for mountain biking in the planet. There are also several 

ǇǊƻƳƻǘƛƻƴŀƭ ǾƛŘŜƻǎ ŎƻƴǘŀƛƴŜŘ ƻƴ ǘƘŜ ǎƛǘŜ ǘƘŀǘ ǳǎŜ ǘŀƎ ƭƛƴŜǎ ǎǳŎƘ ŀǎΣ ά²ŜƭŎƻƳŜ to the greatest mountain 

ōƛƪƛƴƎ ƻƴ ǘƘŜ ǇƭŀƴŜǘέΣ ά/ƻƻƭ Řƻǿƴ ŀƴŘ ǊŜǾƛǾŜ ȅƻǳǊ ǎǇƛǊƛǘέΣ ŀƴŘ άŜȄǇƭƻǊŜ ŀƴŘ ǊŜ-discover your need for 

ŀŘǾŜƴǘǳǊŜέΦ However, despite this it is clear to see that one of the areas that Moab is currently lacking in 

consists of its ability to provide riders with a logo that identifies mountain biking within the area.  

DiscoverMoab.com is a user friendly website that provides more information about what riders should 

expect when compared to the Scotland Jurisdiction. Specifically, it contains greater information 

regarding trail difficulty, length, elevations, seasons and directions. However, one key source of 

information that the site is lacking is the details about mountain biking festivals and events. Information 

regarding how the Tourism Council of Utah promotes mountain biking both domestically and 

internationally was neither accessible nor available via the internet. However as stated before some of 

the larger festivals such as The Annual Moab Ho-Down Mountain Bike Festival and 24 Hours of Moab 

Mountain Bike Race have received print media in popular mountain biking magazines within North 

America and have attracted riders from around the world.  
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Switzerland 
Switzerland Tourism is the national marketing and sales organization for Switzerland. This organization 

provides visitors with quality information and works in close collaboration with tourism partners and 

suppliers at home and their subsidiaries abroad. It is considered as being a private corporation that is 

comprised of 13 board members who represent the tourism sector, businesses and the government.  

This organization has built a strong reputation for Switzerland as being a highly sought after mountain 

biking travel destination. Specifically, the main method in which information is transferred to travelers is 

through mountainbikeland.com (Swissinfo, 2009).  

The quality of this website is incredible when comparing it to other leading jurisdictions. It goes over and 

above providing riders with information on how to plan and make the most of their vacation. The next 

section of this report will be dedicated in describing some of the elements that sets the website apart 

from others, the mountain biking experiences that Switzerland offers, how it brands and competitively 

positions itself, and lastly what promotional tools it uses.   

Mountainbikeland.ch 

This ecommerce website contains 14 categories of relevant information for those interested in 

mountain biking in the country. These consist of the following: Routes, Travel reports, Places, Rail, Bus, 

Boat, Bike rentals, Bike service, Accommodation, Bookable offers, Places of interest, Events, Guides and 

Maps, and lastly Feedback. Although other leading jurisdictions contain similar categories Switzerland 

sets itself apart from its competitors through the development of system which allow it to cater to the 

needs and wants of each individual user. Specifically, within each category users can customize their trip 

by selecting their desired destination, grade of difficulty in routes, type of accommodations preferred, 

popular events, as well as download mountain biking maps and guides that are translated in German, 

English or French. Furthermore, one of the biggest factors that separate this site apart from others is the 

interactive map that allows users to locate their desired destination through a simple search engine that 

contains GPS coordinates (Switzerland mobility, 2009).  

Skill Parks and Community Trail Rides 

Switzerland has developed 11 skill parks in the country to provide services for those individuals looking 

to enhance their free riding skills. The country also provides both paved and unpaved trails for 

community members to partake in mountain bike recreation. Two of the most popular single track trails 

consist of Crans-Montana Mountain Bike Trail and Saint-Luc.  

Festivals 

Switzerland is the host to many popular events and festivals that have built its reputation as a great 

mountain biking destination. Each event and festival that the country is host to can be found within the 

MySwitzerland.com website and are organized in terms of when in the year they are held. Three of the 

highly promoted mountain biking events listed consist of: Mountain Bike Duathlon, Aletsch Bike 

Marathon, and lastly the Nissan UCI Mountain Bike World Cup Competition Champery. The event 

descriptions placed on the site are very brief and researching additional resources for information also 

proved to be difficult.  
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Brand and Competitive Positioning 

For the past 90 years Switzerland Tourism has been promoting the country as a holiday, travel, and 

conference destination at home and abroad. Specifically, it seeks to create a brand that stands for 

authenticity, sustainability and modernity. In terms of mountain biking, Switzerland is branded as a 

highly sought after, world class riding destination. Furthermore, it is currently in the growth stage of the 

industry life cycle for the reason that it continues to be globally recognized for its highly developed 

ƛƴŦǊŀǎǘǊǳŎǘǳǊŜ ƛƴ ǊƛŘƛƴƎΦ {ǿƛǘȊŜǊƭŀƴŘ ¢ƻǳǊƛǎƳ ǳǎŜǎ ǘƘŜ ǎƭƻƎŀƴ ά{ǿƛǘȊŜǊƭŀƴŘ DŜǘ bŀǘǳǊŀƭέ ǘƻ ōǊŀƴŘ ƛǘǎŜƭŦ ŦƻǊ 

outdoor recreation and environmental conservation. This slogan fits in line perfectly with how 

Switzerland is promoting itself as a mountain bike destination. Specifically, one of the main tag lines that 

it uses consiǎǘǎ ƻŦΥ ά.ƛƪƛƴƎ ŀǘ ƛǘǎ ōŜŀǳǘƛŦǳƭ ōŜǎǘ ŀƴŘ ƻŦŦ ƻƴ ŀ ŎƻƴǉǳŜǎǘέΦ CǳǊǘƘŜǊƳƻǊŜΣ {ǿƛǘȊŜǊƭŀƴŘ ƛǎ ŀƭǎƻ 

branding itself as a mountain bike destination that is suitable for riders of all skill levels and perfect for 

both family and single travelers.   

There are several factors that give Switzerland a competitive advantage over competing jurisdictions. 

Their highly developed trail infrastructure and detailed trip planning information sets it apart 

tremendously. The fact that the country has developed a global reputation for providing world class 

riding in the unique scenery of the Swiss Alps also sets it apart from rivals. Alpine Bike the first national 

mountain-bike route which leads from the Engadine valley to the Rhone is also another major 

competitive advantage that the country holds. Specifically, this route is considered to be the worldΩs 

longest routes and one of the toughest for riding as it contains 666 challenging kilometres across the 

Alps. This route alone has dramatically increased mountain bike tourism within the country and figures 

are expected to continue to grow in the coming years (MySwitzerland, 2009). 

Promotion 

The four main marketing instruments that Tourism Switzerland uses to promote mountain biking in the 

country consist of: e-marketing, traditional promotional activities, media work as well as collaboration 

with tour operators. Furthermore, Switzerland Tourism is investing more in e-marketing and media work 

efforts and less in key account management. One of the main factors that are contributing to this is the 

fact that e-marketing is more efficient and effective as a study conducted in 2008 indicated that the 

number of visitors to the MySwitzerland.com rose an impressive 4 million to 17.6 million. Media work 

collaboration also enhances the level of promotion for the country for the reason that it has lead to 1, 

340 print productions and 54 partner websites. Furthermore, as stated earlier large festivals such as the 

Nissan UCI Mountain Bike World Cup Competition Champery, create strong international promotion for 

Switzerland as a mountain biking destination.  
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Oregon 
The Oregon Tourism Commission along with a variety of smaller organizations such as the South Oregon 

Mountain Bike Association is devoted to growing the sport of mountain biking within the state. 

Furthermore, the Central Oregon Trail Alliance is a non for profit volunteer organization that works in 

conjunction with land managers to build and maintain trails throughout Central Oregon. Due to the high 

level of dedication of these organizations to grow the sport of mountain biking in a sustainable manner 

Oregon is now considered a rising star within the industry. Specifically, Oregon is home to more than 72 

trails suitable for riders of all skill levels and is also the host to events and festivals that are helping 

launch it as a popular mountain bike destination.  

Mountain Bike Resorts 
Oregon contains several resorts that cater specifically to mountain bikers. For instance, Seventh 

Mountain Resort is dedicated to helping preserve and enhance mountain biking in Central Oregon. The 

Central Oregon Trail Alliance is an organization that is dedicated to ensuring the stewardship of 

sustainable, multiple-use trails and to preserving access for mountain bikers through advocacy, 

education, and promoting responsible trail use. Another popular mountain bike resort consists of Mt. 

IƻƻŘΩǎ ǇǊŜƳƛŜǊ Ƴƻǳƴǘŀƛƴ ōƛƪŜ ǊŜǎƻǊǘ ό{ŜǾŜƴǘƘ aƻǳƴǘŀƛƴ wŜǎƻǊǘΣ нллфύΦ  

Skill Parks and Community Trail Rides 
Oregon is home to several mountain bike skill parks. These parks are growing large in demand and an 

investment towards developing them in the future is gaining momentum. Oregon also promotes 

mountain biking to community members by investing in a variety of parks that cater to all skill levels.  

Festivals and Events  
Oregon is the host to both large and grassroots mountain bike festivals and events. The most popular 

and highly promoted consist of Mountain Bike Oregon and the Spring Thaw Mountain Bike Festival. Both 

of these are described in Appendix #1.  

Brand and Competitive Positioning 
Oregon brands itself as being a Mecca for mountain bikers. It states its spectacular scenery combined 

with its location at the edge of the Deschutes National Forest is what separates it from others. 

Furthermore, mountain bikers perceive the area as being arguably some of the best single and double 

trail riding in the country. It is also clear to see that Oregon is currently competitively positioned within 

the growth stage in the mountain biking industry. In fact, the Oregon Tourism Commission has stated 

that they will be further investing in building and enhancing trails for riders. This can also be seen 

through the growth each year in both the grassroots and large scale festivals. (Cycling in Oregon, 2009).  

Promotion 
The level of promotion for Oregon as a mountain biking destination is weak when comparing it to other 

leading jurisdictions. Looking at the Oregon Tourism Commission website it is clear to see that there are 

no logos or slogans that promote mountain biking in the area. Specifically, there is only a small section 

that has been dedicated towards informing users about mountain biking. This indicates that the level of 

partnerships between the commission and bike associations within the state is not as strong as it could 

be. 






















































































































































