ASSESSMENT AND SUGGESTIONS

Suggestion:

Here are additional photos of Whistler, showing visitor information (top right)
and beautification efforts (bottom photos).

People love to shop, dine, and linger in beautiful places. Whistler, in its early
years, was also a short-season destination (albeit a winter destination for ski-
ing). The village and accommodations are largely responsible for the village
becoming a year-round destination ten months of the year. It is just as popular
with non-skiers as it is with skiers.

y
n
dln i I S
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MARKETING ASSESSMENT

Marketing Assessment

Suggestion: G
The Trail of the Great Bear covers a huge area, and the primary focus is on WATERTON / GLACIER » CANADIAN ROCKIES
outdoor recreation, wildlife and scenic vistas. This is an important marketing

piece in that it promotes the Rocky Mountains as the premier mountain expe- YELLOWSTONE / GRAND TETONS

rience in North America, creating “top of mind awareness” for the Rockies. It
should be embraced. But other regional publications will be vital for providing
specifics tied to individual destinations or areas.

Suggestion:

The Cowboy Trail guide focus-
es on the ranching vacations in
the region, and that should be
its sole focus. Too often guides
try to be all things to all people,
when they should cater to the
niche - or brand - of the area |
they are promoting. With this
and other guides consider the
following:

* Pick your season. If we want |
to visit the Trail in other seasons
what can we expect? Is anything
open? Are activities available?

e Pick your passion. Organize
the guide by type of activity, not
be geographic location. Geogra-
phy is always second to the ac-
tivity or experience.

* Change from “advertisers” to TRAVEL GUIDE

“partners” so the publication ROCKY MOUNTAIN FOOTHILLS
doesn’t seem so advertising in-

tensive.
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MARKETING ASSESSMENT

Suggestion:

OFFICIAL 2007 ALBERTA SOUTHWEST TRAVEL GUIDE
The Alberta Southwest is, by far, the class act of all the guides to SW Alberta, ~ N SR T
- e £ ! '|ﬁ-' ":I.'u.'_ b

and perhaps across the country. It includes: N __ . 7 L
* Stunning photography L N o oy
o Great maps N : |
* Excellent teasers

* Partners instead of just advertisers

Consider changing the focus of the piece to “Pick your season, then pick your
passion.” Once again, always organize the guide by experience rather than
location.

Create routes and day trips or itineraries by the type of experience and the
type of travel. This publication is close to being the “perfect” travel guide. The
region should be very proud of this effort. It does more to close the sale than
any other guide our secret shoppers looked at. There is still plenty of room for
the smaller guides, which should concentrate on all the details (specific places
to go, hidden gems) that this guide can not cover, since the area is so large.
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MARKETING ASSESSMENT

Suggestion:

* Alberta South or SW Alberta? Can you combine them? This guide (right) is
titled Southwest Alberta, but the map shows all of Southern Alberta. Which is
it? Is it necessary to have two guides to the same region?

e What is Chinook Country? All the layers and geographic designations make
it confusing and hard to plan a trip to the region. Remember that visitors are
looking for activities, not places.

* This guide focuses on cities. If a visitor is going to a certain city, this is a
great resource but if they are simply looking for things to do and the location
is second to that, then this guide falls short.

For all the guides in the region:
Sell activities first, then the location

¢ Guides should concentrate on a specific area of expertise: fishing, ranch
vacations, photography and wildlife viewing, dining and shopping, the
arts

* Change from advertising to advertorial: partners instead of advertisers.

Suggestion:

Alberta Inroads is a great idea. It revolves
around activities - things to do, not just plac-
es to go and see.

* Organize it like you would a tour

* Develop itineraries by the type of activity
This is a great idea, but almost impossible
to plan from. Items are scattered throughout

the region and its nearly impossible to sort
out the various destinations.
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MARKETING ASSESSMENT

Don’t Let Your Last Opportunity

Become a Lost Opportunity
(The Rule of Closing the Sale)

Suggestion:

The top three inches of your brochure are critical. What brochures stand out
the most in this rack? (top right) Yellows really show up, so use yellows on a
dark background. We took two brochures (see below) and did a quick five-
minute makeovers on each, to show how easy it is to make them readable
from a distance and attract attention.

Always sell the experience first. The name of the business should always be
second to the experience. People are looking for boats to rent, or for horse-
back riding. The company is second. Always entice the visitor to rent a boat,
and then sell them on why you.

The Sailing Adventure brochure (middle, right) is a brochure for Kootenay
Lake in British Columbia. Notice that the whale watching brochures (bottom
right) grab attention.

WATERTON LAKES NATIONAL PARK

BOAT RENTALS

On stunning Cameron Lake

HORSEBACK
<ADVENTURE

In the Rocky Mountain foothills of
Waterfon Lakes National Park

SAILING
ADVENTURES

“unring Kastenay Lok, BE

VHALE
1\" TCH

Friday Harbor/Roche Harbor
S Juan Ixiand, WA
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MARKETING ASSESSMENT

Suggestion:

The golf course did a good job of promoting golf, then answering the question
why this golf course is the best over dozens of others.

Always sell the experience, before the name of the business - “Whitewater
Adventures.”

The photos are excellent. They do a great job of selling the experience.

Before giving the details, sell the activity. Just a paragraph will do

2003-2004 sgason prices
r ‘eut Found Acuyilfes

ATV Style

Book Today 1-800-936-6474

Raft and ride Combos with
Mountain Meadow Trail Rides

raftalberti.ca mountnmeadowtrabivides.com
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MARKETING ASSESSMENT

Suggestion:

Consider promoting the experience, not the organization (Waterton Natural
History Association, below). The brochure could be titled “Waterton Field
Courses” with the history association noted at the bottom of the cover page.

Provide details: Where? How much? Just show up? How long is each? How do
we register? Who provides the field courses?

Note:

The brochure to the far right did a good job with photography and good job
selling the experience.

Ride side by side on well trained
horses, exploring 15,000 acres

Ride into the
legendary o lﬁm

and experience DA Tt et
the connection bl
between horse 1¥
and rider as it "D
was in the past, pey .
and share the

legacy of the
cowboy as it

W acospt Gash, Viss, MastarGard, Dabit and Travallers continues into
Chegues. All ridars must sign a releass form betone ride. the future.

Phone jo confinm your booking, Lane groups can ba "
accommadatad. We are licensed, bonded and insured.
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MARKETING ASSESSMENT

Note:

The photo with the route is very good (below). Excellent job of *

selling the activity, before providing all the details of times, dates, d
and prices. &M e

‘ ‘ CRUISE %
These brochures’ headlines also do a good job of promoting the BEAUTIFUL ===

activity - cruising the lake. ECT ACULAR w ATERTON
) T it ot o KOOTENAY LAK_E LAKE

ak aroas in th Park. (CANADA)

at Goar H.
4 km

L

SHORELINE CRUISES

FEATURES of the TOLRS:
erics of doep scenle bays, sheer vertical

The Shareline Cruise v feature indoor and outdoor

Guard

make photographic
v and wildlife - be

©
slops o captune the bre K Il the

cure 1o bring you

ep aboand this dassis ves
histury of the park

TO
GOAT HAUNT

MONTANA
(U.5.A)

2006 Schedube
aiiel Yl can view gl 3 TOUR BOAT DEPARTURES -

» featuring: FROM WATERTON MARINA, CANADA
= Towering Vertival Clilts = Walerfalls M. Ea
o Unusia! Geological Farmations EM. Lo 40
+ The International Bordes R
The o 1 the lnke is sccompanied h
entertaining commentary — develoy
yiears and presented by experienced Interpretive 'Il||r
Coukdes,

LALINT, LISA
made at =

Stop-svers
) Mational

an lcrves Caratian mnc 1S, citizema {with propes
1D}t remain at Goat Haunt to hike. The must papular hike

$ View Spectacular Mountain Scenery

CRYPT* ="

LANIDHNG %,

ﬁ Cross the International Border

. s .. "

we bntertaining Interpretive Commentary
; KASLO SHIPYARD i« i

wy Photography / Wildlife
| ComMmprany L1D.

& Ower 25 Years of Superd Howebomr Holidiays %

Servicus ane provided under cantract with Parks Canaca and 1.5 Mational Park Service, which apprives mies.
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MARKETING ASSESSMENT

Suggestion:

The Waterton Visitors Guide could
be improved by doing some simple
things:

e The first two sentences must be
specific and must pull the reader in.
Make sure they are not generic and
could fit any community in any prov-
ince. Pull the visitor in.

* Waterton is about the mountains,
not the prairie.

* Jump to experiences, not designa-
tions, rules, etc.

This guide, and others, should mirror
the SW Alberta guide in terms of over-
all look and appeal, color schemes,
and typography.

While this guide is handy, it does little
to close the sale to those considering
a visit to the area.

Welcome
to Waterton Lakes Natioi )
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w-fmmimm ri- )N
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* Promote specific businesses:
actyilles guide CANDY & GIFTS GOURMET POPCORN CONTEMPORARY MANSION TOURS SPECIALTY COFFEE " SKYDNING Create an Activities Guide
S that highlights specific
shops, attractions, restau-
rants that are unique. This
\:.._ P‘ one, produced by the Ot-
tawa, Illinois Visitor Center,
is proving very successful.

- JI e

CANDE & BIKE RENTALS BAR & GRILL HOME & GARDEN RIVER CRUISES 'COTTAGE TOURS TASTE OF LOUISIANA LODGE & WIKERY
BOUTIONE CONFERENCE CENTER

5 1

- -'f_ir'i“

o
Eyd
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MARKETING ASSESSMENT

Suggestion:

The communities, attractions, destination marketing organizations, and publishers
should work together to come up with a “Style Guide” that would provide some
continuity between the various marketing efforts. Can you imagine what would hap-
pen if every Coca-Cola bottling plant did its own logo, ads, and color schemes? The
brand would not exist.

A Style Guide would provide these elements so that the region can collectively
market as a single unified voice. There is easily a role for every publication and or-
ganization and efforts will be far more successful with a
unified approach, look, and feel to the marketing materi-
als - including Websites.

KOOTENAY ROCKIES
CULTURE

KOOTENAY ROCKIES

KOQOTENAY ROCKIES
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MARKETING ASSESSMENT

Bragging is More Effective When

Someone Else Does it for You
(Make PR Your Primary Marketing Tool)

Suggestion:

Bragging is more effective, when someone else does it for you. You build your brand through public relations,
and use advertising to maintain your position.

e Articles are read three times more than ads
 Publicity gives you more credibility than ads
* You should see $3 in “earned media” for every $1 you spend on a PR effort

Suggestion:

Work with regional tourism folks on creating a book, “Hidden Gems of Southern Canadian Rockies,” like an
individual did for the famed Door County in upper Wisconsin. Visitors will stay longer and come back again
and again. Visitors love finding hidden gems, which are provided by locals and not travel writers.

-0 Things To Do in Does County— =11 Things To Do [n Deor County~
R
Take a Sunday stroll down
Cottage Row.

Our favorite Sunday morning starts with
Breakfast at the White Gull Inn on Main St in Fish
Creek. Splurge on a slice of their famous Door County-
berry sour cream coffee cake; then take a much needed
stroll down Cottage Row. From The White Gull Inn
follow Main St to Cottage Row and tum right. The
walk will take you north along the row of shoreline
“rottages” about 1 mile before it turns up the steep
Bluff, At the base of the Blulf is a sliver of & park known
s Champagne Rock, named for the little rock that
hangs over the water. Down and back s a perfect way
o walk off breakfast and start the day.

Peninsula State Park
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MARKETING ASSESSMENT

Suggestion:

Build loyalty with your customers. A small boutique hotel in Central Oregon
(Bend) provides the weather forecast and suggests ideas of things to do that
day. This type of effort creates loyalty and increases spending. This is a very

simple idea that will create repeat visits and extended stays.

Good Morning

October 18, 2004~y

€entral Oregon Weather

Ferecast

Teckey Toesizy
Shovert ey
M58 Hgh—31
Lowe=35 Low—13

What to 4o todaY...
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1eh dhmoaial Bl Big Far FRuriks Meadenwes & Surewer
Tir Toirw D 1517 Fussaae 11 Aurwaerg 50 et

Coerse for Wamen in jeby!

ittraess pand resuan shory
froam al

over the Morfrees Augpiil T0M et

Fove atart awv, suske dlavshs el

.
hom m regieer, il 541005 iorne: of tee High Dmar:
Toar

s gl brag ear,
%ar [t gen JER- 181

Faw Showers

High--55
Low—31

it = ahweays 1 grced e 1
ke Thare o & i tamifil

Pine ' =
oyt Good Morning BE
s July 30, 2005457
’ WORIDERFLUIL
DAY I CEMTRAL
OREGOH
€entral Oregon Weather
Forecast
HL Rachelar Today Suncay Maonday
A — In-erw-rm Sunny and warm Sunmy and warm
Laow-50 Lo 54 Low-44

What to do today...

~SHOP o st St Enjoy the VB the Shops in Bend's
shofs and restairait that Coled M Disaricy vl canch 3

Dowmniown Bend hid toof- ™o a1 the Cid 4 10 ~¥isit the High Desrt
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cut the ¥arking Wonders Hhay 97,
Children’s Fuscem, opea 10 Cipen % am 10 5 pin svesypday
sm it 5 pm Thursday thru Far more info cll 3534754

Sumday
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MARKETING ASSESSMENT

If you'd really
like to know.....

“these are a v of oy fvorile things*

il @ descniplion

ring size

{5471} 549-9388

P Bow B4T » Mwy 20 & Ash = Sixlers, Ore 97750
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Suggestion:

The Jewel, a shop in Sisters, Oregon, knows how to help customers spend
money in their store even long after they have gone home. While in the shop,
they offer cards where customers can write down the pieces they would love
to have. The customer then gives the card to a spouse or friend with their
ideas for birthday, Christmas, or Valentines Day gifts. All the information is on
the card for the gift-giver to simply call the store and order exactly what they
want.

In this particular case, the merchant told us that nearly 70 percent of their
sales come after the customer leaves. Since most of the visitors are there in
the summer months, they are not thinking about the holidays. This card is a
nice teaser when it comes time to purchase gifts. The card costs less than two
cents to print. Hint, hint.

Additionally, this merchant gets customers for life. Not just “lookie-lews.”



MARKETING ASSESSMENT
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Suggestion:

Buy the keyword. Title:
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Your Town, Online

Suggestion:

When you are on the first page, there is no need to buy the key word.

Web lmogce Yo bows Mo Gmal comr

Gougle T

Wit Imcocs

Sesuls 1 10 of zbout 1870000 fo- reaky mountains Setnton]. 0.13 soooncs!

el ik

sz L

Rm:lql mauniains

snsabe neen Proum g B IR T e P

et enns Brrarladdg Sezuts On s
w

1Al

Bociy mountain Tsin lour
Wast yo_r vzezhon ntoigeitas:
1A T | s btz v

v el oRoo ks _tran_tors

o znc vaozhion daonte
D07 Sached - Ellarcgacs

Tr'|||m'|-m'_'n Mnumaln Bike Guides Lid
" -

web lmonn Yoo Mowe Mopn Btal mow v

GO ( ,lgle FET=r—

Wb

nstage sffesngs e 2ares
oberkTE 3K

[T
A3, TOW 07 463 2487
ivstlrsniton s - 28k - Tl i e s

Vab  ecer  Gals GEae o Euhow mesms

Goc ngE

Wel

7 v wan O cepend (o Canide

wmmn Lakas Matonal Fark Infammatian Sulde, Albada, Sanada
o e e T s g Il £ reeteny I Watnrion Glas o

= e e L o e ool vy bl
Wip, e Pk e bt

i
:n.l SETEY Y
i

Wuricn _akws baiicd |
Hawra o part o e |
Mw-vw'i;\-l.\.rl -:m\-

Whlartan, Anata;
e Lascs el
208, SELOTITEEL s

“warw Zzomnnearn. o

Watartan Fatel Direninry: Hotal & Mo |isings or Wateron, Alberta
2. Fil 3 00rnoknt Lok of Sopedti, s d2soncdong. mics o raone

3 Jun KT -

. . G -2t o oo TR

Watartan Park Charber af Cameeeos sod Visioes Srsocinlian

[ )

Famasta 1+

A0 of 30t 1.230,000 *or [[vr thoater aiberls, M.10 sezends)

shen

9 ol wacel 348, DO o materion. Q019 secumba)

Waterton, Alberta June 2007 57




. Your Town, Online

Suggestion:

WATERTON PARK CHAMBER OF COMMERCE & ¥ISITDRS ASEOCIATION

REITT MATEATM

Why should travelers choose Waterton? In your
promotional pieces, start with “Pick your season,’
then move on to “Pick your passion.” Focus on
things to do.

’ LIFEINE & EAMPIN
003 STRNIED
EISWESE RO
WVIBITOR 35 ICES

“Food service” should be promoted as “dining.” A

HR#E

Change the slogan to a quote. “One of the most e

beautiful spots on earth.” Go the next level -
become the world-class destination that you are.
Raise the bar.

WATERTOM FARK CHAMBER OF COMMERCE & VISITORS ASSOCUTION

RROe T LR
\DFEING & SRR
Fa00 SERRICE
BUENETS MRECTONT
FISITON SERVICES
MEETIAE FAGLINEL

MG

FECALATHINAL KETRITIEY

About Watberton

Spacial Everds Sampler

"Huen far bhe 49ER" - Waterton Wheals Show & Shine
Surnday Audgust 26, 2007

Oid cors ; naw cars |, frucks , motorcycies and the ever popular muscle cors oll on dizpiey ot the Waterton
Recreation complex baseboll diamond, For registrotion formation coll PAT'S in Waterton Pork - 403-855-
22085

Wihers the Mosntains ael
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Your Town, Online

Forward

This section of the plan is for all those charged
with promoting the new brand to increase tourism
spending, revitalize downtowns, or for economic
development reasons.

When local earnings are spent outside the com-
munity, this is leakage. But when outside dollars
come back into the community, that’s economic
development. A successful community imports
more cash than it exports. As communities are
forced to operate like businesses, they are finding
that sales and promotion are critical aspects of a
community’s life.

Whether you are a Chamber of Commerce, an
economic development office or destination
marketing organization, downtown revitalization
(Main Street) manager, or city/county staft charged
with marketing your community, you already
know how important a role the internet plays in
marketing and branding your community.

While there are dozens, if not hundreds, of books
on the subject, this book cuts to the chase and
outlines what you can do to develop a Website
that’s good enough to close the sale. You'll see
dozens of examples, and key things to keep in
mind as you develop a stronger, more effective
Website.

Introduction

“The new phone book’s here! The new phone
book’s here!” yelled Navin Johnson, as he danced
around the gas station grounds.

“Well, I wish I could get so excited about nothing,”
replied his boss Harry, the gas station owner.

)

Nothing? Are you kidding?!” Navin shouted back.
“Page 73, Johnson, Navin R! 'm somebody now!
Millions of people look at this book every day!
This is the kind of spontaneous publicity, your
name in print, that makes people! I'm impressed!
Things are going to start happening to me now!”

Navin, played by Steve Martin in the comedy The
Jerk (1979), was finally somebody. His name was
in print. He was listed in the phone book with
hundreds of thousands of other somebodies. What
are the chances that his name was spotted by the
millions of people who use the phone book? Well,
slim, but at least he was somebody.

How would this scene apply to the Internet?
Consider the following:

A new Website goes on line an average
of every three seconds. In fact, more than 64
million domain names have been registered
in the U.S. alone — so far. Can you imagine a
phone book with 64 million names listed in
the white pages?

The Internet is fourth to only electricity,
the automobile, and television in its
influence among daily American life. Not bad
for a technology few even knew existed less
than 20 years ago.

Eighty-eight percent of all Americans say
that the Internet plays a major
role in their lives, surpassing television for the
first time.

Seventy-five percent of all Americans use
the Internet regularly, and sixty-eight percent
have immediate access to the web either at
home or work.

New Internet users are growing at the
alarming rate of nearly ten percent —
per month!

Ninety-five percent of U.S. car buyers do
research on-line.

Ninety-four percent of all Internet users
plan their travel using the web.

Website use for travel planning has grown quickly
and varies little by age and income or gender.
Surprisingly, older Americans are using the Web
for travel planning as often as younger Americans.
This means that the highest potential travelers
(those older, retired consumers with the greatest
disposable income) can be effectively reached via
the Internet. According to one study by Stanford
University, Internet users spend five percent of
their online time researching travel sites.
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Your Town, Online

So, how excited were you when your Website
went live? And now that you have a Website, have
you ever considered why you have it? What is
your Website’s purpose?

Many communities will state that the Website is
simply an information source for local residents,
businesses, and community leaders. But the real
power of the Internet lies in its power to promote.

It’s rare to find a community that isn’t looking for
some form of economic growth: residential, busi-
ness, industry, or tourism. The Internet is the most
powerful and cost effective way to market your
community.

There are two major challenges with a Website:
Is it good enough to close the sale? And can your
customer even find it?

Consider this. If Navin Johnson had a book listing
the 64 million registered domain names instead
of phone numbers, his name would be listed on
page number 12,066 of the 313,725 page book.
With 28,000 new Websites coming on line every
day, the phone book would grow by 4,235 pages
per month!

Part |. Make your town shine —
effective web-site design for
destinations

TOURISM IS YOUR FRONT DOOR
1 Tourism is the fastest growing industry in all
fifty states, and nothing promotes a community
like tourism. Because visitors see the quality of
life — culture, history, activities, attractions, ameni-
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ties, etc. — tourism is a primary attraction for non-
tourism economic development efforts. Business
people who decide to relocate have always visited
the new community first — as tourists.

Your Website should promote the community’s
quality of life, and the best way to show that is
by using great photography. Show off what your
community has to offer visitors, residents, and
businesses. Showing your community’s assets
doesn’t just attract tourists. It also builds com-
munity pride, fosters a sense of cooperative
spirit, and promotes economic development.

PULL YOUR CUSTOMERS INTO THE

SITE
Your home page should be like your front door:
attractive, clean, and inviting. To sell your com-
munity, use knock-out pictures and introductory
text. Just like a novel or magazine article, the
first line or paragraph must be powerful enough
to grab the reader’s attention. And too much
clutter distracts your visitor. Too many links
and topics are confusing. Make it clean, easy to
understand, and a pleasure to view.

Sonoma County, California, has also done a
good job with a splash page slide show at www.
sonomacounty.com. The photos not only show
the beauty of the county’s vineyards, ocean, and
rivers, they show people actively enjoying them-
selves. Your home page needs to portray your
town in the best possible light, making visitors
want to continue looking through the Website,
and making people want to visit.
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Think of the splash page or home page
as the front door to your community.
Santa Barbara, California’s Conference
and Visitors Bureau’s home/splash
page, www.santabarbaraca.com, is a
beautiful example.

The stunning slide show illustrates the
beauty and activities in the area. Site
visitors are mesmerized and watch the
entire introduction, which only takes a
few seconds.
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