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Turn over 
a new 

adventure 
leaf

Maple Ridge 
Make Your Way Here

EXECUTIVESUMMARY
Itõsbeen said you knowitõstime for a getawaywhen you start

looking like the personon yourdriverõslicense. Getawayto your

ADVENTUREHUBin Maple Ridgeðwhere everyday can be an

adventure in adrenalized outdoor experiences that lead our

tourism story to come. Our supporting actors in the story to

come: grownand made-localòfarmfreshó,and urban hot spots

that celebrate the best of the best in food, entertainment,

culture, and shopping. Hike, rappel, race, bike, ride, clip-clop,

nosh, imbibe, peruse,watch,and for the wee onesðhow about

hop, skip, jump. Activeverbs lie at the heart of rejuvenation of

mind, bodyand spirit in Maple Ridge.

Tourismsuccessbeginsand ends with great PRODUCT. Andour

great core products of the future reflect a VALUEPROPOSITION

that has gut-checked (in the process of creating this Tourism

Strategy) to identify the types of experiences that stand out

from a crowdedworld of choice visitors have. We will not be all

things to all people, stuck in the generalities of òdiscoverus.ó

Wewill celebrateand enhancethe best of the best of us. Three

inter-connectedTOURISMSTRATEGYGOALSwill help us achieve

this: 1) Develop Differentiated Tourism Product, 2) Enable

TourismDevelopment; 3) SharpenMarketing.

Elephants are in the tourism room; many communities are

witnessing more visitors but worry about capacity, strain on

infrastructure, or having visitors discover the cool places only

the locals know. We will proactively and successfully address

the elephants: 1) in aòtread-lightlyóvalue systemwe will ground

tourism development, marketing, and communications in to

leave positive legacyfor our children and grandchildren; and 2)

in creation of better understandingof tourism benefits.
2



Stop. Staylonger. Spendmore. It soundsblunt but nurturing of the broadest set of benefits of tourism economicimpact via a carefullychosen,vision-based tourism strategymatters if

we are to have tourism developmentsit closer to the heart of our future. In servingthe interests and soulful aspirations our visitors have when they experienceMaple Ridge,we also

serveour own interests as residentsand a communityin two keyways:

1) Our tourism path will not be about selling trinkets and postcards to visitors. We will generate meaningful memories for visitors that are authentic to Maple Ridge. In so doing we

generate jobs and entrepreneurialopportunities. More accommodation. Entrepreneurswho offer guided experiences. Growthof food and beveragemanufacturing industry. Purchases

from artists and creators, and retailers. Restaurant receipts. Private sector-based community events. AgricultureLand Reserveenablement of more entrepreneur opportunities from

local production. Even philanthropy in placemaking, sport, art, and other community investments. There are very serious positive economic benefits of this Tourism Strategy that

connectsthe dots in intent and ACTIONS.

2) In pursuit ofòbeautifulMapleRidgeóin the placemakingthat attracts visitors, we also elevatecommunityquality of life for residents. Inspire. Be inspiring.Itõsgoodmantra for a City

of Maple Ridgeon its ambitious pathway.

THEFUTUREISWHATWEMAKEOFITin Maple Ridge. Aspirit to guideour way.

ThisTourismStrategywas developedcollaborativelywith a TourismStakeholderGroupin 2022 - including document review,sector data analysis,interviews,and workshops.

EXECUTIVESUMMARY ǃØęĒĵǌÞ
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TOURISM IN MAPLE RIDGE: 
A SNAPSHOT

Why Tourism?
Å Spendingin local businesses

Å Municipal revenue(e.g. rentals/ facility admissionfees)

Å Entrepreneuropportunities

Å Sourceof new investment and residents: 7% of Canadians

say a tourism visit was the major driver of their decision to

live where they do now. Src: ZincResearch,statistically representativepoll of 1200

Canadians,2011.

More broadlyé.and importantly:

Tourism celebrates our community at its best ðthe elevated

experiencesthat: shape our community pride, quality of life,

and happiness; cementswhat it means to beòhomeó; and that

creates the deeper connection to people and place. For this

reason, tourism product development and marketing is a

meansto an end for localsas well.

What Is A Tourist?
òThe activities of persons travelling to and staying in places 

outside their usual environment for not more than one 

consecutive year for leisure, business and other purposes.ó Src: WTO 

and UN - https://tiac -aitc.ca/_Library/documents/The_Canadian_Tourism_Industry_-

_A_Special_Report_Web_Optimized_.pdf. 

Based on Maple Ridge tourism experiences, we can assume the 

vast majority ofvisitors are residents elsewhere in Metro 

Vancouver. 

What Does Tourism Look Like?
Canadaõs tourism industry is comprised of several distinct ð

but complementary ðactivities: 

1) Transportation: including passenger services via air, rail, 

boat, trail, as well as interurban, charter and tour busses and 

vehicle rental.

2) Accommodations: including hotels, motels, inns, hostels, 

guest ranches, camping, and short-term rental properties. 

3) Food and Beverage: (e.g.restaurants, cafes, brewpubs, 

catering). 

4) Meetings and Events: conventions and business meetings, 

major events and festivals. 

5) Attractions: recreation and entertainment activities, as well 

as cultural, natural and historical attractions.

6) Travel Services (e.g. travel agencies, tour operators, 

wholesalers, visitor information services).

7) Sharing Economy (e.g.peer-to-peer accommodation, peer-

to-peer travel experiences, rideshare).

We often under-value the role of tourism in our economies 

because it is part of many economic sectors. 

What Does Tourism Look 
Like In Maple Ridge?

Basedon BCStats sector ratios, sector in Maple Ridgewould is

the 12 th biggest (3.7%) of 20 industry sectors and 10 th fastest

growing (2012-2021) as a stand-alone sector, with roughly

1200 jobs supportedby tourism in Maple Ridge.
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THE POWER IS
THE PRODUCT

òThe Productó in tourism terms represents core, differentiated attractions and experiences. Indirectly, Product represents 

everything we see and do in a community ðfrom street condition to architecture given tourism visits are linked to resident 

relocation and investment. Great Product sells itself ðthe 80%. Great communications ðthe 20% - is just elegant spin on the ball 

to put Product success in the right context.

The 
Product

The 
Story

An attractions and 

experiences value 

proposition shaped by 

action in context of vision.

Tourism marketing.
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Strategy Focus

The more unique the 

product and experience, 

(value proposition), the 

further someone will go to 

pursue it.

ONE KEY CONCEPT
Travel from home for aé.

Good 

producté. 

even 

further for 

aé.

Unique 

product with 

elevated 

experience
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Maple Ridge
-Make Your Way Here-

OUR TOURISM VISION
The mountains make magic, the rivers run wild, and the 

land sustains us - inspiring our culture and creativity. In 

Maple Ridge we celebrate Adventure Hub, Farm Fresh, 

and Urban Hot Spots lifestyle living, and share the  best 

of us with visitors. 

We borrow these spirit places from future generations, 

and share our core values for the land we love:respect, 

stewardship, and gentle interaction. 

Tourism contributes to a vibrant, sustainable Maple 

Ridge economy, providing employment and 

entrepreneurship opportunities while making 

deep contribution to City quality of life.   
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VALUEPROPOSITION
WHY DO WE MATTER? Answer this question and 80% of a communityõs economic 

development pathway is defined via connection to people and enterprise who best 

connect with value proposition. And the more unique or powerful the value 

proposition, the further the lengths people will go to pursue it.

Active Outdoor 

Adventure 

Experiences

Ag Tourism 

Experiences

Specific Urban Hot 

Spots With Elevated 

Experiences

Value proposition is 
strengthened by being the 
nearest destination to  
westerly, densely urban 
population in Metro 
Vancouver. 
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GOALS
Goalsare the way we will 
our Tourism Strategy.These goals 
are 

in pursuit of the 
exceptional.GOALS

1

2 3

Develop 
Differentiated 

Tourism Product

Sharpen 
Marketing

Enable 
Tourism 

Development
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InMapleRidge,themountainsmakemagic,theriversrunwild,andthelandsustainsus-
inspiringourcultureandcreativity. Wearea pathwayfor ĥãęĥĊãǌĭexplorationof their
soulfuldesiresư.deeperandvisceralmeaningof life tobefoundinconnectiontowildplaces,
andto people. Weareanenablerfor mentalandphysicalhealthandwell-beingthese
connectionsnurture.

Wewill ensurepositivelegacyfor futuregenerationsin demonstratedandcommunicatedǉņÊĊĻãĭin
ÊØĵ÷ęĒǊ: 1) Landstewardship; 2) Regenerativeland-basedactions; 3) Nurturingof net zerotourism
operations; 4) Circulareconomydevelopment; 5) IMMERSIVELearningexperiencesthat deepenconnection
betweenland,people,andfood;6)visitorandresidentenvironmentalawarenessbuilding.

ºÊĊĻãĭưFĻ÷Þã lĻĩ xÊĵô DęĩŇÊĩÞ
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VALUES IN ACTION
ACTIONS: 1) Develop a Respect the City initiative using the City of Dubrovnik as a guidepost - https://tzdubrovnik.hr/lang/en/get/kultura_i_povijest/75284/respect_the_city.html ; 

2) Conduct a capacity assessment of parks, trails and amenities to determine where visitation can be sustained; 3) Expand City resources for learning 

experiences (e.g. Watershed Stewardship Centre); 4) Nurture learn-to entrepreneur development; 5) Develop a òCall of the Wildó charter to shape visitor 

perspective on interaction with land.  Capacity; 6) Nurture indigenous storytelling and learning experiences; 7) Publish a value statement in all tourism 

publications; 8) Nurture net zero tourism operations; 9) Pursue land regenerative actions.  

SUSTAINABILITY CONNECTIONSIN ACTIONEco-tourism 

Immersive learning 

experiences 

Healthy 

food

Local-grown 

/ crafted

Visitor as òTemporary Localó

-aware of context-

Agrihood

Workforce housing
Parks & trails 

capacity / 

visitor alignment

Wellness / rejuvenation 

ECONOMIC DEVELOPMENT &  

INVESTMENT ATTRACTION

Accommodation 

Food events / cook-offs

Green Thumb 

annual award

Recreation rentals 

Makers Directory

ALR Rule Change Advocacy

-50% on-site production for 

permitted value-add activity-

Permanent market

Night market - 224
Trail Destinations to focus capacity 

capability -e.g. skill-based courses, 

Thornhill Grind-

Film Studio 

Agrihood 

Mobile food 

trucks

Resources: Tourism Vancouver Island - https://vancouverisland.travel/2022/04/13/4vi -announcement/ - social enterprise in support of sustainable tourism, Tourism Cares -

https://www.tourismcares.org/, International Institute for Peace Through Tourism - https://peacetourism.org/ 

Food and Beverage 

Manufacturing 

Creators, makers resident 

relocation 11

Sustainability (definition:  sustainability refers to the ability to maintain or support a process continuously over time. Municipalities canget bogged down in individual silos of actions. Thereõsa

sum greaterthan the part in the inter-connectivity of actions dedicated to pursuit of vision. Inter-connectivity can fast track consideration of the individual actions , inspire solution seeking, and 

remove obstacles in their approval.

https://tzdubrovnik.hr/lang/en/get/kultura_i_povijest/75284/respect_the_city.html
https://vancouverisland.travel/2022/04/13/4vi-announcement/
https://www.tourismcares.org/
https://peacetourism.org/


PRODUCTS
ENABLERS

& CATALYSTS

Adventure 
Hub Accommodation

Place-
making

Leverage
Golden Ears 

Visitation
(1M/yr)

Film

Farm
Fresh

Organization / 
FundingUrban 

Hot 
Spots

Value of 
Tourism

MARKETING

Itineraries / 
Packaging / 

Web

-ALR Challenge

-Location Map
-Regional Screen 
Tourism Initiative

Recreation 
Facility / Public 
Space Rentals

Wayfinding

Refreshing 
Campaign 

Brand

Wellness Sport
Indigenous
Experiences

e.g. 
Spa

Learn To
-Guided 

Experiences-

Eco-
Tourism

Trails

Shine a 
Light on Crafters / 

Creators / 
Makers

BC Summer 
Games 2024

Market building
Mainstreet business representing local craft products

Art Studio Tour
Online promo

Easier/cheaper licensing

Signature 
Events

-Glow Maple Ridge
-Country Fest
-Art Studio Tour
-Caribbean Festival

-Hotel(s)
-Short-term 
rentals
-Camping

-Regional  DMO
-MRDT

Workforce 
Housing

TOURISMDEVELOPMENT ROADMAP

Year-Round 
'>UNDUwV .MX
/ Night Mkt

Data

-Placemaking 
Framework

-Parks, Rec, Culture 
Master Plan, camping, trails, 

parks & capacity, 
sport, performing arts 

-Dog-Friendly
-Ale Trail
-Maple Trail
-Dine Around  The World

Niches Strategy within a Strategy

-Albion Fairgrounds
-Downtown

-Culture 
Crawl Map

EMERGENT / 
EXTENDED 
PRODUCT

Niche 
Tournaments

1

2

3

ACTION: Hold Annual Key Tourism Stakeholders Workshop 

to identifysuccessesand gaps, and conduct action brainstorming.
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LIVE YOUR LIFE 
BY A COMPASS 
NOT A CLOCK

1 DEVELOP DIFFERENTIATED 
TOURISM PRODUCTG

O
A

L

Three product experiencesòriseaboveówith enough

differentiation to motivate travel to Maple Ridge: 1)

AdventureHubðactive outdoor (mostly) experiences;

2) Farm Fresh - ag-related destinations plus food &

beverage products/services that feature locally

grown/made product; and 3) Urban Hot Spots ð

curated and promoted òDestinationóactivities unique

enough that people will drive to obtain it:

food/beverage,retail, entertainment.

Four emergent product experiences offer tourism

development opportunities, but currently lack critical

mass for visitors to interact with: 1) Film; 2) Wellness;

3) Sport; 4) IndigenousExperiences.
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CORE PRODUCTS ǉ5ãĭĵ÷ĒÊĵ÷ęĒǊ |:©!N^ ÖĻĭ÷Ēãĭĭãĭƭ 
SIGNATURE EVENTS, CULTURE, 
FOOD/BEVERAGE, LIVE ENTERTAINMENT, 
AND CREATIVE PURSUITS unique enough 
that people will drive to obtain it. 
Curatedand promoted.

URBAN HOT SPOTS

Active outdoor experiences. 

ADVENTURE
HUB

Ag-related destinations plus food 
& beverage products/services 
that feature locally grown/made 
product.

FARM FRESH

Adventure Experience Anchors: Golden Ears 

Provincial Park, Trails (visitor-designated) ð

hike, bike, horse, Thornhill Grind, Air Rec 

Center, Delta Force Paintball

Wildplay Element Park, The Rock Wall Climbing

Gym. 

Eco-Experience Anchors: Allco Fish Hatchery, 

Bell Irving Fish Hatchery, Crossõs Cabins Park, 

Davidsonõs Pool, Jerry Sulina Park, Kanaka 

Creek Fish Hatchery & Stewardship Centre, 

Raptorõs Ridge, North Alouette Greenway, 

Kanaka Creek Park Fish Fence, Loon Lake 

Lodge, Malcolm Knapp Research Forest, 

Whonnock Waterfowl.

Qualifier: Selected experiences need to be 

adrenalizing in mind, body, and/or spirit. 

Developmental: Learn-To Guided Experiences.

Enablers: Ikonic Outdoor Adventures (rentals), 

Maple Ridge Cycle.

Craft Brewing/Distilling: Maple Meadows Brewing, Silver Valley Brewing, Ridge 

Brewing, Billy Miner Alehouse & Café, Witchcraft Beer Market, Kingfishers 

Waterfront Bar & Grill, NorthWest Distilling.

Anchors: The Act Arts Centre, Albion Community Centre 

(Performing Arts) ðfuture.

2022 Foodie Curation: Ban Chok Dee, Big Feast Bistro & Retail, 

Chameleon Restaurant, GM Restaurant, Humble Roots, 

Kingfishers Waterfront Bar & Grill, Shinobi Sushi.

Live Entertainment: e.g. The Well Public House, The Haney Public 

House, Kingfishers.

Equestrian: Seabrook Stables, Maple 

Meadows Equestrian Centre, Pemberley 

Riding School, Golden Wings Stable, Triple 

CCC Stables, Maple Ridge Equi Sports Centre, 

Paris Equestrian, Empire Equestrian, 

Ponderosa Stables.

Farm to Table: Golden Ears Cheesecrafters, S&S Blueberry Farm, Thomas 

Blueberry Farm, Pacific Northwest Berries & Bees, Meadows Family Farm, 

Murphyõs Christmas Tree Farm (and fruit orchard), Laity Pumpkin Patch ð

North and South, Golden Meadows Honey Farm, East Ridge Farm, Maple 

Ridge Farm & Country Craft Shoppe, Formosa Organic Farm.

Artisan Bakeries/Deliõs: Gratia Bakery, Hansel & Gretel Bakery, Capri Bakery & 

Bistro, Lyndaõs Piece of Cake, Kizzyõs Macarons, COBS Bread Bakery, Zenaõs 

Gluten Free Bakery, Happy Donut, Sabinaõs Deli.  

Farmerõs Markets: Haneyõs Farmerõs Market, Bruceõs Country 

Market, Langley Farm, Meridian Farm Market.

Digital first marketing. Dynamic 

individual experiences 

descriptions within each core 

product, with product-based 

grouping into itineraries. Video 

and imagery focused on core 

products and itineraries.  
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Website/Social 
Media

Drive

Accommodation

PRODUCT

Multipliers

Local Services

Å Quality
Å Quantity
Å Uniqueness
Å Price
Å Service level
Å Reservation process

Å Signage

Å Brand 
Å Key Product Focus

Å Visitor decision making supports (logistics)
Å Itineraries

Å Unique places promoted
Å Quality of place initiatives pursued

Å Events ςlocal culture focus
Å Activities

Å Service levels
Å Hours of Operation

Å Medical facilities / availability / 
promotion

Å Tourism supply (camping, food, 
outdoor equipment, restaurants) 

location promotion

Craft food

Thematic 
Itinerary 

Packaging

Wellness 
Services

Product
Experience 

DesignAgriculture
Industry
Growth

Trail Map

Guided Tours 
(Learn-To) 

Promo

Film 
Location 

Map

Å Camping / Glamping
Å Short-term rentals
Å Hotel(s)

Curated
Urban Hot 

Spots

Medical 
Professional 

Services 
Growth

ACTIONS: 1) Map Asset Inventory to each Core Product; 2) For each of Adventure Hub, Farm Fresh and Urban Hot Spots, design 

core product experiences holistically as groupings of itineraries ðincluding consideration of visitor Explorer Quotient (EQ) Profiles: 

Cultural Explorers and Authentic Experiencers; 3) For each individual experience in each Core Product, design maximized product 

experience; 4) Map Visitor Guide and Website content to Core Products. 

RESOURCE: Destination Canada EQ Profiles - https://www.destinationcanada.com/sites/default/files/archive/2013 -01-01/Tools_ExplorerQuotient_Profiles_2015_EN.pdf 

VISITOR 
PROFILE

TARGET MARKETS

90% Visitor ðlower mainland 

resident 10% Tourist ð

national / international

Current demographic òfamily 

friendlyó. Desire (interviews) 

to be more youthful, 

energizing, and exciting with 

product development.

Qualifiers

Product Experience Design and Product Development Pathway

Types

Learn-To 
Experiences

Spaces &
Places
Rental 
Guide

Live 
Entertainment 

Calendar

Product 
Experiences 

Descriptions / 
Photos

Makers 
Directory

EVERY EXPERIENCE AND 
EACH ITINERARY  WITHIN 
A CORE PRODUCT SHOULD 
BE HOLISTICALLY 
ANALYZED FROM A 
PRODUCT EXPERIENCE 
DESIGN PERSPECTIVE TO 
IDENTIFY ENHANCEMENT 
PATHWAYS.

Tourism 
Entrepreneur

Growth
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Farm fresh

DEVELOP permanent 

A permanent market connects the dots between a number of strategic directions in the Tourism Strategy: Learn-To /

Immersiveexperiences,greater profile for non-food makers (creative industries), entrepreneurialenablementðparticularly

for small food crafters, consistent year-round pathway to support agricultural operations. A permanent market offers

opportunity for Maple Ridgetoòimportóproducer/crafter/creator activity from other north shore communitieswith a facility

competitiveadvantage.

ACTIONS: 1) Exploreprivate vs public vs hybrid business models for construction and operation of a market; 2) Construct

permanent indoor or coveredmarket. Preferredlocation: downtownto provideanimation. Secondoption: AlbionFairgrounds;

3) Createweeklynight market with 224 St. temporaryclosure system(e.g. in-ground bollard system); 4) Incorporateòlearn

toóelements into a Market (e.g. cook, sew,pottery, carve wood,make soap, paint, tie knots, identify plants, identify animal

tracks) to distinguish Maple Ridge from other regional markets and further solidify learning experience tourism brand

differentiation.

Examples: Crossroads Market (Calgary) - https://crossroadsmarket.ca/, Calgary Farmerõs Market - https://dailyhive.com/calgary/calgary-farmers-market-new-location, Mesa Market 

(Phoenix) - https://mesamarket.com

Farmer & makers

1
market

market
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ADVENTURE HUB / FARM FRESH

DEVELOP ENTREPRENEURIAL 

People,not product, can be a tourism differentiator. Massconsumertourism focuseson squeezingthe most people into

the smallest possiblespaces. Elevatedexperiencetourism, aligned with market trends and legacypsychologicalimpact

of COVID,will reveal a significant market opportunity in guided learning. Thismarket opportunity representsa distinctly

new and youngerdemographictarget that could set Maple Ridgeup for more visitation success. Thecreation of a new

realm of tourism entrepreneursextends the economic impact of tourism. This pathwayestablishesyear-round tourism

potential. Experiencescan be individuallyoffered, or be linked into themes and booked online. Thepowerof the model

lies in entrepreneurialism at the heart; the onus for quality of experience, and all bookings (including fixed roof

accommodation),is the responsibilityof the entrepreneur-guide vs a destination marketing organization. Thisapproach

lends itself well to shoulderand summer seasonsin addition to winter. It also lends itself well to extendedstays,where

multiple guided experiences can be booked in addition to traditional tourism pursuits. Longer stays with deeper

immersion in local cultureðin the genreof becomingaòtemporarylocalóis a holygrail with respect to the convergence

of economicimpact and further communityacceptanceand embraceof tourism development.

LEARN-TO GUIDED

1
LEARN-TO GUIDING

EXPERIENCES
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