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Administration 
 

Administration 

With the lifting of restrictions, DLC has begun marketing activities again. The 2022 tactical plan has 

identified many areas that are appropriate to ease into, such as sponsoring events and encouraging new 

tourism products. Digital media has been expanded to include the lower mainland, British Columbia, and 

Washington State. 

These projects will be announced as they are finalized. 

Meetings Attended 

Destination Vancouver Business Sprint 
Fraser Valley Destination Council  
BC Tourism Industry Update 
Vancouver Coast and Mountains DMO update 
 

Marketing 
Edible Vancouver Magazine 

DLC purchased another advertisement in the Edible Vancouver Magazine to continue promotion of the 

International Taste Bud Tour. This publication is ideal for DLC as it captures the Vancouver/Lower 

Mainland Foodies market. 

Digital Marketing 

DLC has seen a steady increase in all performance metrics over the past 3 months: 

 Grant Ad Spend +39% 

 Cost-Per-Click -2% 

 Click-Through-Rate +16% 

 Link Clicks +39% 

 Impressions +30%. 



 

Over the past 3 months, all 32 ads that are currently in market have been optimized and new ads have 

been put into market to better reflect the winter season. The winter ads will be switched off and we 

have created new spring ads that will be put into market in advance of spring break. 

 

 

  



 

Social Media Contest 

Big winners on DLC’s social media BINGO contest! 

The grand prize winner… 

 

 

Consumer Newsletter 

The February newsletter focused on culinary adventures, the 

Bingo contest, and romantic outings in Langley City.   

The average industry rates for email as of February 2022 for the 

Travel & Tourism (passenger transport, accommodations, travel 

agencies, etc.) category was an open rate of 25% and DLC 

smashed that with a 45% open rate and an industry standard of 

.8% click rate and DLC click rate of 7%. 

This shows that DLC provides compelling content that consumers 

are eager to read.   

 

 

 

 

 



 

Email Results of February Campaign 

 

 

Website 

Website Visitors January: 1308 

Page Views December 

Paid search continues to drive the most traffic to the site followed by organic search. The top page views 

correlate with the top most effective search ads and these change every month. This month they were 

attractions, restaurants and shopping.  

 

 


