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Tourism is an economic development activity
The object is to have people come, spend money,
then go home

Q0% of tourism industry businesses are small businesses.

83% of tourism spending is by visitors with annual household

incomes of $70,000 plus.

Tourism is a $5 billion dollar industry in Alberta. In Southern Alberta
it's a $330 million industry. Are you getting your fair share?

A tourism-friendly city will spawn non-tourism industries faster than
others




Tourism is an economic development activity

Southern Alberta = 14% of total visits to Alberta (2004).

91% of the 2.5 million visitors to So. Alberta were Canadians.

75% from Alberta, 9% Saskatchewan, 5% BC, 7% US, 2% overseas

Canadians spent 82%, Americans 13%.

Jan-March: 18%, AprJun: 19%, Jul-Aug: 37%, Oct-Dec: 26%




Tourism is all about cash.

The idea is to import
more than you export.




The three types of tourism:

e Visiting friends and tamily

® Business travel

* |eisure travel (the focus of this assessment)

The three stages of tourism:

e Getting people to stop (the pass t

® Becoming t
® Becoming t

ne hub for area attrac

ne destination

rough visitor)

lons



The customer is changing
The rule of being ready




DEMOGRAPHICS

The baby boom generation:
* 425,000 turning 50 - every MONTH

* For another seven years

* They control 70% of North America’s wealth

* Mindset: Individuality, emphasis on youth, self
absorption

* Currencies embraced: Time, comfort, easy access

* Trend: “Downshifting” and simplicity. Entire trip
planned and booked for them




Want some more?

* Extend your seasons: Empty nesters prefer to travel
during the shoulder seasons.The “new’” peak months:
April, May, September & October.

The baby boom generation:

* The “inheritance boom.” $10.4 trillion

* A HUGE opportunity for “me oriented” spending

* Spending: Second homes and travel




EXPERIENCES EMBRACED BY BOOMERS

* Culinary tourism:Visiting chefs, restaurants, education

* Art: Artists in action, learning new hobbies, education

* Ethnic events: European, Scandinavian, Cajun, Indian

* Home & Garden: Education, training, tours of gardens
and historic homes with a great story to tell

* Open air markets, farmers markets




OREGON'S
CULINARY ESCAPES
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The assessment process:

e Marketing effectiveness

- Visibility (finding information)

- Effectiveness: Ability to close the sale
- Competitive analysis

- Convenience

e On-site assessment

- Signage, gateways, wayfinding

- Overall appeadl

- Critical mass

- Amenities: parking, restrooms, information
- Attractions: things to see and do

- Customer service, cross selling




Real men don’t ask for directions
The rule of waytinding




Cardston sets the example
for all other communities
in Southern Alberta in
terms of “connecting the
dots” through wayfinding
sighage.

JOURIST ATTRACTIONS _FOLLOW
Remington-Alberta
age Centre
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These are excellent and help
solidify the “brand” for
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Suggestion: Limit text to no
more than five lines. General
rule: I for every 12’ of
viewing distance.

Y
B ASSES
TARDSION

Courthouse <2
Museum

jce Centre =2
Library =
Town Office <
Town Square <2

Redford Park €




Suggestion: Instead of phone numbers, addresses and website

addresses, provide directions:“Left 200 meters.”

L7 11 MAIN STREET CARDSTON
Cluntry 1/2 mile ahead

lNN Indoor Pool ¢ Spa

Yotee's Restaurant on site

Also in Lethhridge
2225 Mayor Magrath Drive South

e .

<—_-~

EENE . Cabblestone Manor
< . . Family Restaurant

. Bed & Breakfast
173-7th Avenue West 653 2701

o, ' www.lhecobblestonamanor.com
, = ‘— *




Restrooms attract more than flies

and other notes of convenience
The rule of visitor amenities




RESTROOMS ARE
FORCUSTOMERS
ONLY

HANK YOU
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WHAT TO DO

Suggestion: Restrooms translate to spending. Make sure
they are places where visitors can spend time and
money. Market them.







WHAT TO DO

Develop 24 hour visitor information. Include brochure
distribution. Place kiosks where visitors can spend $.







Moses Lake, WA
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WHAT TO DO

Suggestion: Places for visitor information kiosks:
* At or near the temple visitor’s center

* At the Fay Wray fountain

* At or near the Card home

* In the Carriage Museum

* |n Waterton, Claresholm, Fort MacCloud, etc.

Between |6 and 20 total (do 3 or 4 a year)






Develop Gathering Places

& Narrow the Streets
Ploces for events, places to hang out




T T Kalamazoo, MI




Kalamazoo, MI




Kalamazoo, Mi
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Recruit Outside Events & Make
Sure You Have 40 a Year




Solvang, CA







20/20 Signage Equals $$$

The rule of signs that sell
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WHAT TO DO

Suggestion: Use perpendicular “blade” signs. Make them
consistent height and size.




Suggestion: Develop a
blade sign program
downtown.



Suggestion: Soften the transition
between facades and sidewalk.




Signage is a great investment - if done right

Typicol Monthly Advertising Costs

Readership Compansons
Of Various Adverfising Medtio P 2

Of Vanous Advertising Medic

Cost
Per

Thousand
(I Dollars)

Percent Of
Readership

1.47

13%
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Suggestion: Always
promote what it is you're
selling - the lure to bring
customers in...

before you promote the
name of the business.










Invest in Beautification
Nothing sells like beautiful places
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Neenah, WI




Neenah, WI




Solvang, CA
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POINT:

Beautification is an investment with a
tremendous return and creates customer loyalty.

70% of your visitor sales will come from curb
appeal - the ability to pull a customer inside.







Critical Mass Is Not Just A

Religious Experience
The “mall mentality” rule




THE 10+10+10 RULE:

In 2 two to three lineal-block downtown:

|. Ten destination-retail shops.
2. Ten dining/treats shops.
3.Ten things open after 6:00. Entertainment is preferable.

The number one diversion of visitors is shopping and dining in a
pedestrian setting, and where most of the visitor spending takes
place.

Sometimes you have to “rearrange the furniture.”



RULE:
Sometimes you have to “rearrange the furniture”
in your downtown.

NOTE:

1. Branding often takes “patient money.”

2. Start with your property owners.

3. The more you have to offer, the further people will come
and the longer they will stay.




Other notes and first impressions



The visitor center is terrific. It’s at a good location, well laid out, well
maintained, and is the best in Southern Alberta - that we could find.

TOURIST INFORMATION




The Carriage Centre is you anchor tenant. Promote it. Don’t rely on
the province to do all the marketing.




There is so much focus on Don Remington that it’s unclear what the
museum is really about.







It really is a world-class facility.










The more
experiential, the
better.

Consider changing
from a Museum to
a “Discovery
Center.”




It was nice to see the
Carriage theme
throughout town. Now
expand it even further.

SPACE FOR  WENT
FIELDS
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The museums do a good job of cross-selling each other.




Suggestion: Include interpretive displays in each of the displays.Tell
the story. Let the visitor travel through time.




Is the Card home open to walk in, or do you just look at it? If it is
open, when’What time of year’

l-M . = \ N




Suggestion: Add hours or additional interpretive display.




When is it open? Can the museums get together to develop some
standard operating hours and months!?
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For the museum, and local businesses, instead of just “open” or
“closed,” teII the V|S|torWHEN




The Temple is beautiful. Include better signage to the Visitor’s Center.




Include signage for operating hours, months, etc. Could a visitor
information kiosk be placed in this plaza area!?




People will fly to destinations for a true culinary experience. This
was easily worth a “day trip”’ from Glacier or Waterton.
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FIRST IMPRESSIONS:

* Nice, clean small town with two great features: The LDS Temple
and the Carriage Museum.

* Downtown not overly appealing, no critical mass for visitors. No
quality dining, not very inviting.

* Streets too wide, sidewalks too narrow. No gathering places.

* If the weather doesn’t cooperate in Waterton, head to Cardston
for the region’s best indoor attractions.

* Easy to get around, and easy-to-find attractions.



IN A NUTSHELL:

* Narrow the street and widen sidewalks. Create gathering places
other than just parks.

* Work with regional folks on developing a Southern Alberta kiosk
design and then build four or five in Cardston. Create a partnership
program for the art and brochure distribution.

* Market your restroomes.

* Get museums on the same page in terms of operating hours and
seasons.

* Work on creating a block of “critical mass” downtown.

* Develop a blade-sign program for downtown merchants.

* Invest in beautification.You WILL see a return on your investment.




Marketing Assessment



HENT B! g 1l Ahuge area is covered, and the

ATERTO Ny -;)_L,p;u ADIAN | ',;«”«‘r primary focus is on outdoor
recreation, wildlife & scenic vistas.

"ELLC J\l ?ﬂ' ;Jnou,,

This is a great piece for marketing
the Rockies as the best mountain
destination in North America,

creating “top of mind awareness.”




Suggestions:

* Promote the ambiance, then
activities that visitors can’t get
closer to home.

(N0 BORSE REQUIRED)

*What and where are the |16
western themed attractions!?

* Jettison the generic.
* Pick your season, then pick your

passion. Experiences first,
geography second.

% promote Ranch Vacations and
~ wilderness adventure.




"Vacalion

(}llidt'

Suggestions:

' o Alberta South or SW

Alberta? Can you combine
them!?

* What is Chinook Country?
All the layers and geography
designations make it
confusing and hard to plan a
trip to the region.

* This guide is about cities. If
you are going to a certain
city, this is a great resource.




This is a great idea. It
revolves around activities -
things to do, not just places
to go.

Suggestions:
* Organize it like you would
. a tour. By experience, then

in geographic order.

* Develop itineraries by
type of activity.




SPRAETAL 2000 ALBERTA JGGTHWERT TRANTL 2oy

This is, by far, the class act
of all the guides to SW
Alberta. Hands down.

* Stunning photography
* Great maps
* Excellent teasers

¥ ¢ Partners instead of

advertisers

. Suggestion:

* Change focus to “Pick
your season, then pick your
passion.”

* Create routes by type of
experience and type of

travel.




‘ This piece promotes the three best
| attractions in SW Alberta and then some
diversions. Great job.

* It’s about experiences, not places
* Each tells a great story (or stories)
* They are open year round (I hope)

* Everything else is a diversion. That’s ok.
Always promote your “anchor tenant.”




LURE:

What sets you apart from everyone else and makes you
worth a special trip.

DIVERSION:

Things | can do closer to home, but will do while I'm in your
community.

AMBIANCE:

Historic downtowns, beautiful places, scenery and scenic
vistas, efc.

ICON:
The photo opportunity that says who you are and what you

are about.




RULE:

The average visitor is active 14 hours a day yet they
spend 4 to 6 hours with the primary lure...

...and 8 to |0 hours with diversionary activities.

You must separate the primary lure from the diversions.




FACT:

80% of visitor spending takes place
with diversionary activities.




RULE:
Always promote the primary lure. Your anchor

tenant. Remember, lures cannot succeed without
diversions.



Make the focus the carriages, not the temple.
Use “The Cardston area” rather than “district.”’

The

Yee Haw!

All the logos should go on the back.The cover
is reserved for pulling the reader inside.




Wokome to Carsston . P Suggestion: Create a true
' Activities Guide not a
community relocation guide.

o e Bt oy 4 04 Recreation

CHURCK BINVICES

Nothing sells tourism like
photography.




Suggestion: Do a full-page map and forget the list.
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The Collection

Suggestions:

* Make the focus the
carriages, not Don
Remington.

 Remove the focus
from the facility and put
it on stories associated
with the carriages.

* Sell the hands-on
exhibits: the restoration
shop, carriage rides,
working stables, the
theater, Shanghai Noon
carriage, reigning in a
horse.




Great Stories Make the Campfire
Memorable
The rule of telling stories




Don’t Let Your Last Opportunity
Become a Lost Opportunity
The rule of closing the sale
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“ThQ best indoor
attraction in Canada”

Yoo Haw!
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Tip

The top 3" of your brochure are critical.
Promote the experience, not the business or city.
Use yellows on a dark background.




.~ ' o ~a a 'l :
Savon' = Ihacut! Saon' = IMhacut!




Tip

Do not use script or outlined text.
The cover of your brochure MUST be good enough
to make someone grab it.




———— Suggestion #36:
C/(‘;;é(n’e Concentrate on the top
TR et three inches of your

SONNERNSEN brochures.

KASLO SHIPYARD
COMPANY LD,




Tip

ALWAYS sell experiences, not places.
Tell me what you have or who you are,
tell me why | should visit you.




This is fine once here, but is not a good lure piece.

Suggestion: Create a “‘details” Guide.That is really needed.
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Suggestion:
Create a public/

private Activities
Guide.
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Let Your Fingers Do the Walking

Rules for the internet

. l," L
| it

SRR
| r”” =




A few numbers to get us started

There are 320 million  travel websites (today)

A new website is coming online every 3.5 seconds

There are 200+ million website users in N. America

Website visitors will wait 8 seconds for a page to load

70 % of website users never go past the first page of
search results

82 7% of website users never go past the second page
of search results




A few numbers to get us started

94 % of travelers with internet access is it as their
primary travel planning resource

70 % of people planning trips have difficulty finding
what they are looking for



A few numbers to get us started

The internet ranks 4th in its influence in daily North
American life.

#1: Electricity
#2: Automobile

#3:Television

Not bad for a technology that’s been in common use
for just 20 years.

Nearly 887% of all destination marketing organizations
spend more on printed materials than the web!




Tip

Develop an e-marketing program.
This will create TOMA (Top of Mind Awareness)




VVhat to do: “E-marketing”

San Diego Events & Promotions E-Updates

Stay on top of the latest San Diego Events & Promotions
with E-Updates tailored to your interests.

First Name Last Name

Zip / Postal Code Country

United States

Please tell us your reasons for visiting San Diego: (Select all that apply)
Family Vacation | Dining & Cultural | ' Special Offers

Conference/Meeting | Golf & Outdoors

All information submitted through email or forms available on this site will be deemed private and used solely
for the stated purposes. This information will never be sold or shared to third parties and will be deleted after

1 1S no longer required.
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Tip

Purchase key words (pay per click).
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The Voice Partner You Can Rely On”

Level 3
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VVhat to do: Find strong keywords

REAL ESTATE | GOLF | AMENITIES | RECREATION | NEWS & UFDATES | CONTACT () DIRECTIONS
Nestled alongside the quet western slopes ol the Teton Mountun Range, af the southern edge of the Teton
Vallev, restsa world-clisss recreibonal resort communuty. Tetnn Sacmes. A hose oo ere nogdersintd elesrancs _—
~ £ O
ind open spaces come together o O 600 Source of http://www.tetonsprings.com/home.html|
listone W estern atmes pher \|<ht’ml}
- <head:

iyiting you to share year-roun <link rel="Stylesheet" rev="Stylesheet" href="style.css">

<title=Teton Springs - All season resort community, golfing, fishing, hiking, biking,
skiihg - Teton Valley, Idaho.</title=
- <eta name="keywords" content="resort golf community, teton valley, golf Idaho, Idaho real
estate, real estate, Teton Springs, Teton Springs Idaho, Mountain Bike Jackson Hole, Golf
w§Jackson Hole, Mountain Bike Teton Yalley, Golf Teton VYalley, Mountain Bike Yellowstone, Golf
) T‘Yellowstone, Mountain Bike Idaho, Resorts Idaho, Fishing, Fish Teton Yalley, Resorts Jackson

<meta http-equiv=“Content—Type" content="text/html; charset=is0-8359-1"=
<meta name="robots" content="all"=>
<meta name="robots" content="index,follow"=

<script src="js/menu_home.js"=<!--//-—=</script=

<script TYPE="text/javascript's>
function video{) {

—msg=window. open{"sw_detect .html","msg" ,"scrol Ibars=no,height=600 ,width=800, lef t=80,top=88");}
! </script=

<script language="javascript"=
<l—— hide from old browsers ¢




No need to pay for it, when you'’re already on the “free” side.
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A great opportunity.
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Suggestion: Buy the keyword.Title:“On your way to Banff...”
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Suggestion: Purchase keywords that are activities, not just locations.
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If you purchase keywords, make sure you can deliver with specific
information. Each keyword should direct visitors to the specific page.
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Work with schools and colleges to create reciprocal links, to mine

for strong key words, to correct information. It’s important!
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Discovering Cardaton and Ares
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Suggestion: Pull visitors into the site. Tell me WHY | should attend a

show.What’s special about the theater, the cast, the props, etc?




Suggestion: Sell the experience before the organization.

¥#- About the Carriage House Theatre
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Tip

Develop a separate visitor site or a front door
with two options.










Tip

Make sure all your marketing materials are available
online for both viewing AND download.




Tip

Develop custom URL's that are easy to remember.




VVhat to do: Purchase easy to remember URLs

* Make your website address your key marketing focus along with a
toll-free number. Addresses, fax numbers not necessary.

* Match website addresses to your message.

mtimate
mviting
mtoxicating

incomparable

YO S emite this winter

information & incentives: yosemitet}liswinter.org'




POINT Sell the sizzle (no pun intended)

”, |

You're Getting

vvarmer.

~ Tucson¥




POINT

Start your site with “Pick Your Season”
then “Pick Your Passion.”

Sell experiences. Not places. Make it easy
with a clear central focus.




Success Begins With a Good Architect

The rule of planning




Tourism Development & Marketing Plan

Create a Cardston

Branding, Development

& Marketing Plan:
e Branding

* Product development

® Dovetail with non-tourism
economic development efforts

e Organizational roles defined

* Marketing: advertising &
public relations
* Detailed budgets

e Ten to twenty year capital
projects plan

e Three to five year marketing
plan

® The roles defined




It takes a village to obtain success. It must also be
a grassroots effort - top down seldom works.

* The business community must take the lead

® Business organizations take on the cause

* Together they come to the city for help

® The business community STILL takes the lead. The city only
provides support: grants, ordinances, funding, technical
assistance

e Winning popularity contests won't result in a successful
effort. You can’t be all things to all people.

e Every branding effort requires a tireless “pioneer.”




In a nutshell:

1. Create a public/private Activities Guide

2. Develop a video and photo library (people enjoying
activities)

3. Develop stories and promote attractions using them.

4. Develop a strong web presence. Use the city’s site as o
guide, but add some thematic elements.

5. Purchase keywords.

6. Put your marketing materials online.

/. Beef up, partner (contribute), or lobby for a Carriage
Museum PR program.




California Downtown Association’s annual conference:

Wednesday, September 27th
1:00 to 5:00

The 15 Steps to Successtully Branding a Community
In Monterey

CDA: www.californiadowntown.com







In a nutshell:

The Brand: “The City of Carriages”

2. Have them all over town - inside shops where possible.

3. Have “collector cards” free at area merchants. Collect
20 or 30 cards, each telling the story of a carriage.

4. Change from “museum” to “Discovery Center.”

5. Get celebrity endorsements: Tom Selleck, Jackie Chan

6. Get carriage rides going - not just on special occasions.

/7. Change the focus of other museums and attractions to tie
into the overall brand.




Destination
B Development, Inc.
www.destinationdevelopment.com




