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Why is content important?

Know and talking to your customer
Photographic style

Exercise
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The experience brings your brand and product to life

Communicate the experience to visitors through
content
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We inspire people to come to Canada through
What we have:

1.

a kb

Our USPs. We cannot change those, this is what we are, eg Vibrant cities on
edge of nature, Canadian character, active adventure and Awe-inspiring nature.

We created our brand based on our product truths
EQ types — we cannot change these either.
Each truth and our brand will apply to certain EQ types.

For each EQ type, there are a number of experiences , based on product
truths and the brand , that appeal to them.

We expect to find many experiences for our target EQ types (Green) and also a
few for the other six.

These experiences bring the brand to life.

8. We need to communicate these experiences to our potential visitors, by

creating content .



Words
Images
Video
Sounds
Maps
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Words

Images

Video

Sounds

Maps

That is what brings an experience to life.




Content channels - traditional

e Hard copy: brochures, posters, pamphlets, etc.
» Traditional media (magazines, newspapers, etc.)
* Website: consumers

explorez sans fin %
Canada *7

keep exploring




Consumers are inundated with advertising messages

Don’t respond to traditional marketing lingo

Need to change our tone and channels
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Content — new channels

* Websites: media, trade, blog

* Social media: travel review sites, forums, Flickr,
Youtube, etc.
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People who:

» Participate in life

* Inquisitive

* Want to learn about themselves and the world

Curious travellers.

eparticipate in life — not sitting at sidelines
Inquisitive
*Want to learn about themselves and the world



Informall
Personal
Intimate
Straightforward
Concise

Tell a story to a friend — traveller to traveller
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Freedom...

» To explore

* To be yourself

» To experience Canada in a personal way

Your exploration could be a series of encounters, moments in which you
create memories by doing things that spark your imagination and ignite your
passion. Canada enables you to try new things, to hang out with people from
different backgrounds, to speak French, to discover something new, to gain
perspective and knowledge. You will be more than you were before.
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Don’t rattle off activities, events and places

Other places can offer wilderness, lakes and wildlife

Focus on the experiences

You are not the only ones in the world offering wilderness, lakes, and wildlife
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What does the wind in the trees sound like?
What does a freshly fried fish smell like?
What does it feel like to fly in a float plane?

Let them feel as if they are right there.

Readers need to feel as if they are in the
place with you.

Don't fake it. Do your research. Get
on the phone. Read a blog. Talk to
the locals. Get on an airplane. See it
with your own eyes. Blend knowledge
with personality, insight with passion,
confidence with a fresh, optimistic
perspective.
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We're straightforward; reflect it in the writing
Don’t try to make a hard sell
Bring the experience to life

The traveller is the star of the story

The traveller is the star of the story.
Here’s an example: Canada’s regional,
multicultural culinary traditions use fresh,
locally sourced ingredients in original,
unexpected ways that you will only fi nd
here. But instead of the usual anecdotes
of dining on pristine fare in a three-star
restaurant, we tell the story of shopping
with a chef—hunting for morels in the
forest or selecting the plumpest oyster
at a public market—and learning how

to squeeze the essence out of each
salmonberry and heirloom tomato.
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Does this sound personal?

Does it feel natural?

Does it feel intimate?

Does it feel unique?

Does it feel authentic (real)?

Does it give me a tingle?

Would it motivate me to book a trip to Canada?
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Pearls of the west

15 night tour. A package which combines the highlights
of Alberta and British Columbia. You will discover the
famous Inside Passage, the inner lands, the
snowcapped mountains in the emerald lakes of the
Rockies. Not forgetting a visit to some of this regions
great National Parks Banff and Jasper along with
stunning locations along the way on your trip west to
Vancouver. A perfect harmony between culture,
nature and pure happiness.
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Drive. Explore. Interact.

(teaser) Motor along a winding seaside road, spot Bighorn sheep, drive across
tundra, picnic by a waterfall, meet local characters.

Wind down the window and smell the cedar rainforest. Stumble upon a church
lobster supper in a seaside village. Round a curve and encounter a herd of
caribou migrating across autumn red tundra. Picnic in a field of wildflowers. Spot
the Northern Lights in your rear view mirror.

Check the tires, fill the tank, grab the camera and a map and hit the road, Jack!
Canada is criss-crossed with highways and back roads from sea to sea to sea
and long drives are a national pastime. The mother of them all is our 7,821 km
(4,860 mi) east-west coast-to-coast Trans-Canada Highway. Pick a route and
motor through a desert, drive onto a ferry or hit the gravel and navigate north
under the Midnight Sun to the Arctic Ocean.
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Tourism PEI /Russel Monk
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Capture a moment in time
lllustrate experiences through a traveller’'s eyes
Evoke feelings of fun, peacefulness, elation, wonder
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Unique and engaging
Authentic and real, not posed

Capture a moment in time and evoke feelings of the
experience

Canadian context is important, but
Show people connecting with their surroundings

The people are the heroes, the environment the inspiration

unique and engaging for viewers, reflecting the kind of moment travellers
experience and cherish.

It should feel authentic and real, not overly posed.
It should capture a moment in time and evoke the feelings of that particular
experience in Canada.

On the whole, Canadian context is important, but it is not the driver—an obvious

iconic reference is not necessarily required. Instead, the imagery should show
people

connecting with, rather than simply observing, their environment. It is more
important

to capture the spirit of the moment being shared (between the people in the scene
or between the people and their environment) than it is to show a specifi ¢ tourist
icon. The people (or person) in the shot should come across as the hero, with the
environment serving as the inspiration.
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Does the image

Capture real, intimate moments with people?

Have a sense of energy and vitality? Are people having fun?
Feel authentic and not overly posed?

Seem natural?

Have a sense of warmth - use of light and colour of the
environment?

Are the images up-to-date?
What does the styling look like?

Is it compelling enough to share that same moment, now?
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Use wide-angle
Obviously a cool place to eat oysters

Tourism PEI
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Focus on people, but do have great lightning.
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» Short clips
» User generated content
» Does not have to be perfect!
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Some examples
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Update your website
Fresh content
Fresh way of talking to customers
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But get content out to consumer too
» Get a blog, be an expert in your area
» Post about any relevant topic from your area
* Look at travel review sites:
* What do people say about you?
* Set up a photo group on Flickr
* Post some videos on YouTube
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www.nahanni.com — excellent depth of content, video,
maps, photos. Small Yukon operator

http://Bayoffundy.blogspot.com - great example of local
tourism blog
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Lonely Planet Thorntree
www.lonelyplanet.com/thorntree

Trip Advisor
www.tripadvisor.com
Real Travel
www.realtravel.com
TravelPod
www.travelpod.com
Virtual tourist
www.Virtualtourist.com
IGoUGo
www.igougo.com
Wiki Travel
www.wikitravel.org
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Check out what the guides say about you:

Lonely Planet www.lonelyplanet.com (worldwide
audience)

Rough Guides http://www.roughguides.com/ (mostly
UK/European audience, more in-depth than LP)

Moon Handbooks http://www.moon.com/ (mostly north
American, quite in-depth)

Fodor and Frommers www.fodors.com and
www.frommers.com (both higher end, not as much
content)
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Instant blog:

Set up your blog at www.blogger.com (no technical
knowledge required). Ask your web designer to
rename the blog to blog.yourdomain.com.

Optional fancier and more expensive solution:

Take advantage of more advanced features by asking
your web designer to set up Wordpress on the server
where your website is hosted, and set up the blog as
blog.yourdomain.com
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Read this article in the business section of the Globe
and Mail, in which experts provide advice for small
Canadian travel operator BikeHike Adventures:

Shifting a bike tour into higher gear

The challenge: Attract new, younger customers. The plan:
Become an industry expert through media outreach. T he

payoff: A new generation of customers ready to trav el

http://tinyurl.com/32b5u4

(this is a shortcut link to the article)
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Questions?
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Get in groups

Take a brochure, and discuss how you would reword it and use new photography to
fit Canada’s new tourism brand.
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