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GROWING YOUR BUSINESS –  
FINDING YOUR STORY 

•  Sure you have a great idea, but the opportunities seem 
endless. How do you identify your true tourism story to drive a 
new business idea?  

•  Suzanne & Dené are storytellers, marketers and industry 
leaders who will help you sort out what kinds of tourism ideas 
can set you apart in the marketplace. This session is perfect 
for communities and entrepreneurs who are just starting to 
think about tourism.   



YOU’VE HAD YOUR VOICE ALL ALONG  
Zoey Roy 



KNOW YOUR TARGET AUDIENCE 

•  Who are they?  

•  What is their age? 

•  Where do they live? 

•  What is their profession/income level? 

•  What kind of traveller are they?  

•  What are their passions and interests? 

•  What media do they consume? 

 

Create a persona or paint of picture of this person  

FOCUS 

« Hi.  I’m 34 years old, have a univesity 
graduate from Saskatoon. I have a full time 
job that keeps me really busy. I  get all my 
news and travel inspiration online. I’m an avid 
traveller, love  canoeing and take pottery 
classes. » 



WHAT’S YOUR STORY? 



THEMES 

•  Landscapes, Icons & wildlife 
•  Adventure, Off the beaten path 
•  Discovery & Learning 
•  Arts & Culture:  heritage and artisan authenticity 
•  Health and Wellness  
•  Culinary  

•  The creators: farmers, chefs, wine makers, etc… 
•  Ingredients – where they come from, creations  

 



PEOPLE & PLACES 
•  Tell your story. What’s unique? About your culture, your location, your 

experiences 

•  We want to meet the locals and the characters 

•  Help your audience picture themselves in your experience 



YOUR VISITOR EXPERIENCE 
•  Welcoming  

•  Authentic 

•  Exciting, thoughtful, warm 

•  Learning something new 

•  Connecting to nature, people, cultures,  a way of life 

•  Sustainable: how can I be a part of helping to make the world a better place? 
Enlist supporters to help through learning, sharing and action 



THE TRAVELLER’S JOURNEY 

•  Dream 
•  Consider 
•  Purchase 
•  Experience 
•  Recommend 



THE TRAVELLER’S JOURNEY 

•  Dream: Inspiring/Intriguing stories can be videos, articles, movies, 
photos           

•   Earned, paid, owned 

•  https://indigenouscanada.travel/ 



EARNED MEDIA 



THE TRAVELLER’S JOURNEY 

•  Consider: planning stage: where to go, what to do, discovering gems, 
itineraries  



THE TRAVELLER’S JOURNEY 

•  Purchase: Easy to find and book 



THE TRAVELLER’S JOURNEY 

•  Recommend/Advocacy: ensure your experience can be recommended 
through word of mouth, social media and recommendation sites such as Trip 
Advisor 



DISTRIBUTION 
•  Make sure your audience is getting the right information at the right time 

•  It takes 5-8 times before your audience will take action 

•  What are your measures: awareness-reach, quality-engagement, 
conversion-sales 

•  Consider off-line to on-line. If you host an event or a happening – make 
sure it gets captured and shared digitally 

•  Media relations is very effective (low cost, high quality content) 

•  Social media is very effective: 

•  Leverage Canada Tourism Industry social network #ExploreCanada, 
#IndigenousCanada,  #ExploreSask 

•  Facebook and Instagram ads with a compelling offer/ strong Call to 
Action 





IN THE MOMENT 



SOCIAL INFLUENCER POST 



EXAMPLES OF SOCIAL ADS 



WHAT’S THE BIG IDEA? 



WHAT’S YOUR BIG IDEA? 



THEMES 

•  Landscapes, Icons & Wildlife 
•  Adventure, Off the beaten path - challenge 
•  Discovery & Learning 
•  Arts & Culture:  heritage and artisan authenticity 
•  Health and Wellness  
•  Culinary  

•  The creators: farmers, chefs, wine makers, etc… 
•  Ingredients – where they come from, creations  

 



THANK YOU 


