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Experiences toolkit outreach

Yellowknife, NWT Feb 26, 2009
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Outline

Introduction
Turning product into an experience
How to communicate your experience

•I have divided this workshop into three parts

•An intro to Canada’s Tourism Brand

•How to Turn your product into experiences

•Reaching your customers.
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Goals

Understand Canada’s new tourism brand
How take a product to an experience
How to communicate an experience

At the end of this workshop I Hope that you will have a better understanding of our 
brand

You know what experiences we are looking for and why

How to take a product and turn it into an experience

And how to communicate to your customers.
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National video
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From Product to Experience

IN this section, we will discuss how you can take an existing travel product and turn 
it into an experience.
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Product vs experience

Product is what you buy

Experience is what you remember

Product is what you buy

Eg you buy a standard hotel room

Tradiditonally, we talked about our product  - 4 nights in hotel with free internet, and 
maybe a jacuzzi tub. 



8

But these people are having an experience.

People are looking for an experience nowadays. Something memorable and 
something that their neighbour hasn’t done yet. The neighbours have probably been 
in a nice hotel too, but have they ever kayaked among 1000 year old icebergs and 
seen whales breech a few 100 meters away? 
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Aurora

Northern Lights – Commodity
Walk outside to see the lights – Goods
Get someone to show you – Service
Sit in a hottub in a remote lodge to watch the auroras -

Experience 
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Dogsledding

Huskies – Commodity
Watch huskies pulling a dogsled – Goods
Ride in a dogsled for an hour – Service
Learn to mush your own sled and go on a 3 hour ride -

Experience 
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Commodities

Goods

Services

Experiences

Transformation

Source:  Pine and Gilmore

Market

Differentiated

Undifferentiated

Premium

Experience Creates Value:  Group 2

Competitive
Position

Pricing 
& Profits*

Extract

Outcome!

Deliver

Stage

Make

Customize

Customize

From product to experience
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Hotels

Commodity - Bed
Goods - Add a lobby and a restaurant
Service – Add room service
Experience – create a destination spa, or special tours

kitchen tours, ghost tours

Fairmont Banff Springs hotel has ghost tours, some hotels have kitchen tours

Some hotels have invested lots in infrastructure, like West Edmonton Mall Fantasy 
land hotel has themed rooms and the most extreme, Las Vegas Hotels. 

But add-ons can be relatively small, without large capital outlays. 
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Moment mapping

Need to understand customer at each moment of contact

Exceed them physically and emotionally

To build great experiences you need to understand your customer expectations at 
each moment of contact and then plan to exceed them both physically and 
emotionally. 

Books:

DNA of customer experience

Building Great Customer Experiences". http://www.beyondphilosophy.com
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Customer experience from time they think to go

to

Time they leave and go home
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Touchpoints

Website 

Booking – customer service

Trip to experience

Experience itself

Memorabilia – take home experience

Share experience with others
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Website
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Calendar is great, but a blog, maps, videos, photos will help a lot. 

Will talk about photos in a bit. 
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Booking

Booking – can do online, but for higher end will want to talk to guests. Eg aurora: 
many people are sceptical about forecast, if they should come. Can talk to them 
abou tit. 
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Trip to experience
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Experience
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Memorabilia
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Sharing the experience
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Experiences that we look for

bold

unexpected and compelling

credible

experiential

Ask yourself: is my day to day work advancing the brand in everything I do?

Bold: signal a major change & brings perceptions up to date

unexpected and compelling: to our target audiences in our 9 key markets (based on 
EQ™ types)

credible: based on tangible intrinsic features true to Canada

experiential: communicating self discovery, ability to create my own 
experiences/memories = the end benefit for the traveler vs country attributes.

Why has it worked?  Because either within the CTC orwith partners we stopped and 
asked ourselves this year…

A few key questions to ensure we stay focused…

Is what I’m doing building a strong refreshed image of canada…or is it old/stale?
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How will it help me?

• More effective experience offering
• Increase exposure and profitability
• Stronger experience-to-market matching
• Maximize marketing efforts
• Effective communications and imagery that sets you 

apart
• Be more in tune with travellers perceptions, expectations 

and motivators

There are benefits for both individual operators and tourism marketing 
organizations. It is also the best way to ensure that the marketplace sees Canada in 
a whole new way.

•More effective experience offering

•Increase exposure and profitability

•Stronger experience-to-market matching

•Maximize marketing efforts

•Effective communications and imagery that sets you apart

•Be more in tune with travellers perceptions, expectations and motivators
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Collectively, we can

• Leverage Canada’s national tourism brand
• Offer a consistent and animated voice in global markets
• Be known and recognized by our national tourism brand
• Create increased demand by tapping into travel 

motivators
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Some examples

Uncommon Journeys – Dogsledding
www.uncommonyukon.com

Experience PEI – Meet the locals
www.expereincepei.ca

Lighthouse Picnics – Unusual picnics
www.lighthousepicnics.ca

Aurora Village – Aurora viewing
www.auroravillage.com
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Questions?
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Exercise

Divide into four groups
Decide on a real product
Discuss what you could do to turn it into an experience
• Add programming
• Add souvenirs
• Make the trip there memorable
• Etc. etc 


