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welcome to Canada

hi
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Canada’s Tourism Brand
Introduction

Rogier Gruys
Manager, Brand Experiences

What does the Brand Experiences unit do? 

Our unit developed and now manages Canada’s tourism brand. Within that unit, my 
team collects signature experiences to bring Canada’s tourism brand to life. 

We used to give money to small tourism organizations through the TIPP program. 
No longer the case. 

We 

So why did we develop an experiences toolkit?

•To familiarize our partners and SMEs with our new Tourism brand, which focuses 
on experiences

•To encourage SMEs to change their product into experiences to bring the brand to 
life

•To show the tools we use to segment our audiences, so we can better target 
Canadian experiences to our customers

•To provide some examples
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who we are

Federal Crown corporation

Largest national tourism marketing organization

Our goal is to grow tourism export revenues for Canada

For those of you who may not know, the CTC is Canada’s national tourism 
marketing organization. A federal crown corporation, the CTC leads the Canadian 
tourism industry in marketing Canada as a premier four season tourism destination
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What we are not

We don’t 
– Sell anything
– Allow consumers to book products directly
– Provide funding to SMEs or DMOs
– Develop new products

We do not develop new products, and we only market to international markets, not 
to Canadians. 



6

Tourism NWT vs CTC

Tourism NWT – NWT only
Brand: Spectacular NWT
Marketing: Canada, Asia, and some Europe

Canadian Tourism Commission – All of Canada
Brand: Keep Exploring
Marketing: Only International: N. America, Europe, Asia

We market Canada as a nation, working very closely with all provinces and 
territories. We add value, esp to the smaller territories, as we can take your 
message to international audiences. 

The Spectacular NWT brand works well with our brand. 

You have heard about the new Spectacular NWT brand, let me now tell a bit more 
about our new CTC tourism brand.
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To help us all have a good understanding of where we’re going, we need to have a 
clear understanding of where we’ve come from.

We’ve always been known for our moose…

Mountains and mounties

As a marketing organization, CTC had never proposed a brand statement to the 
industry

The tag line became the expression of the brand itself – Discover our true nature 

The execution of this undefined brand had evolved into a predominantly nature-
based depiction of Canada
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In the late 1940s, Canada portrayed itself as a land of pure, unspoiled nature.  Over 
the next sixty years, Canada would take its place as one of the world’s most 
beautiful countries, vast, unspoiled and wonderfully natural.

For over 60 years, our image as a travel destination remained largely unchanged.  
But in those years, everything else around us underwent remarkable change.  

Travel has become commonplace.  

You can be anywhere from anywhere in less than a day. 

Travel has become a right and an integral part of the mobile lifestyle.  

The world is truly the consumer’s oyster, and the game has shifted from seeing 
sights to a quest for immersive and highly individualized travel experiences.

And Canada?
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Canada is still revered for its natural beauty… but we’re known for little else.

By consistently communicating the same nature-based message, Canada has 
become a one-dimensional brand in a three dimensional world. 

If you compare the advertising from the 40s you can see that little has changed over 
the next 60 years.  The only change is that the number of people travelling to 
Canada from the U.S. was 14 million in the 60s and is about 12 million today
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Clearly, it was time for a change.  In the Spring of 2004, we set out to bridge this 
gap.  To take what makes Canada such a wonderful place to live and translate that 
into a vibrant and compelling travel experience.

We began by reviewing more than 10 years of research developed both within and 
outside the tourism industry.  And here’s what we found:
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a leading storytelling a leading storytelling 
brand built around brand built around 
CanadaCanada’’ss……

• The result: a leading story telling brand 

designed to create urgency and to compel the world to visit Canada NOW.

A brand that is built around …
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geography people culture

•We created a leading story telling brand 

designed to create urgency and to compel the world to visit Canada NOW.

Built around

The 3 pillars of geography, people, and culture. working together and serving as the 
foundation of Canada’s tourism brand
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The curious traveller

our target

Our target is the curious traveller,  people who believe in participating in life, not 
sitting on the sidelines; people who are inquisitive, who want to learn about 
themselves and the world around them.

The answer is not to focus on describing Canada, but on championing the hopes 
and desires of the traveller to Canada.

Speak to the traveller and the tourists will come
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brand promise
Come to Canada…
create extra-ordinary stories all your own

So naturally our brand promise is
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And our external expression of this is, Canada. Keep Exploring.
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our look

Now we had a brand, but no visual identity. So one was created……Our new look is 
predominantly driven by two of the key insights: self expression and the freedom to 
explore. 
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self
expression

The idea of Canada being a catalyst for my own self expression is brought to life 
through the curious travelers own exploration and the unique ways they record and 
tell stories of their travels.
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freedom
to explore

Freedom to explore takes Canada’s beautiful natural environment and uses it as 
inspiration to create our unique look, the organic shapes and patterns found in 
nature are representative of the traveller’s own unique and un-prescribed 
experience.
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Colours too are inspired by our natural surroundings….
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The images we have been showing people is of beautiful pristine landscapes and 
wonderful cuisine, but with very few people, this perception often leaves people cold 
and with no expectation of how traveling in Canada will make them feel.

These are products – things that you BUY

Our new photography clearly brings the travelers experience to the forefront…
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Tourism PEI /Russel Monk

An experience is what you remember

New brand: put people and their experiences in the foreground. 

Capture a moment in time

Illustrate experiences through a traveller’s eyes

Evoke feelings of fun, peacefulness, elation, wonder
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Tourism PEI 

But, this is obviously a cool place to eat oysters

Use wide-angle

Unique and engaging

Authentic and real, not posed

Capture a moment in time 

evoke feelings of the experience

Context is important, but

Show people connecting with their surroundings
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traveller 
to 

traveller

We have to sound

Informal

Personal 

Intimate

Straightforward

Concise

Because that is how people want to be talked to,  

Don’t talk down to them – they don’t necessarily trust a government, or some 
stranger. People trust their friends. So you need to tell a story to a friend – traveller 
to traveller 
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the ultimate Canadian ski vacation
7 night packages include 4 nights at the famous Banff Springs Hotel 

and 3 nights at the scenic Chateau Lake Louise plus 5 days skiing 

Lake Louise, Sunshine Village and Ski Banff @ Norquay. $634 per 

person.

Previous style of ad copy
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the ultimate Canadian ski vacation
Every morning, you’ll step outside your hotel, look up and be awed by 

mountains that rise forever. You’ll smile, breath deeply…and gasp, as 

the crisp air quickly reminds you why they call this place “breathtaking”. 

7 nights/5 days skiing, $634 per person

New style of writing
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Does this all mean that we’ve abandoned our moose and our mountains?
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No, they’re still here, but in a different, more personal way
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We no longer try to sell the entire country Stopped communicating “All of Canada” in a single ad  
or collateral, 

but rather focus on the experiences 

It is these experiences that brings the brand to life.

the simplified ads also show that we cannot be everything to everyone. We have to choose what we 
are good at, what sets us apart. This shot of canoeing in Toronto is a great example of one of 
Canada’s unique selling points: vibrant cities on the edge of nature
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We can’t be everything to everyone

Canada’s Unique Selling Propositions (USPs)

• Vibrant cities on the edge of nature
• Personal journeys by land, water, or air
• Active adventures among natural wonders
• Local Canadian cuisine
• Connecting with Canadians

We have identified five, with water as a special theme, considering its importance in 
the world. 

This doesn’t mean that we should ignore all other experiences, but these are the 
ones that set us apart with international audiences. Individual provinces and regions 
will continue to market their specialties, such as golf in PEI and Vancouver Island.

These are a strategic framework - We use these in everything we do 
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my province/territory 

my city
my attractions

Shift from “ME”

to

Us / Canada



31

it’s all about content
Canadian experiences that inspire people to tell their 
travel stories to family and friends – the type of 
experiences that create bragging rights. 

This is what the Experiences unit does – together with our provincial and territorial 
partners find great content 

NO ONE TRAVELS JUST TO MOVE.  

WE WANT TO GET SOMEWHERE AND EXPERIENCE SOMETHING. 

I will talk more about experiences in my next presentation, but now I will show some 
videos first. 
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Questions?


