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part 1.

the rise of experiential travel




the rise of experiential travel

Travellers are increasingly seeking tourism
“experiences” rather than tourism “products”.

A tourism product is what you buy.
A tourism experience is what you remember.




The CTC is repositioning
Canada as a destination where
travellers can create extra-
ordinary personal experiences.

Canada’s tourism brand “Canada. Keep
exploring” will be a leading storytelling
tourism brand in the world. —




Shucking 101/Kaep on Shucking in Munavut 2007
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always rameamber,”



part 2:
the Explorer Quotient (EQ)




the Explorer Quotient (EQ)

* A powerful consumer segmentation model.

 ldentifies underlying emotional motivations for travel
and takes into account that traditional demographics
(e.g. Income, age, geographic location) have little to do
with peoples’ travel preferences.

 Matches consumers with tourism experiences based
on individuals travel values and motivators.

* Helps to better understand and speak directly to
customers, especially using E-marketing.



the nine EQ types

e Personal History Explorer
 Free Spirit

e Virtual Traveller
 Authentic Experiencer
 Gentle Explorer
 Rejuvenator

 No-Hassle Traveller

e Cultural Explorer

e Cultural History Buff



Which EQ types do we target?

K Authentlc Experiencer
8 ". Avoid “tourist traps”

Cultural Explorer
Loves to go “off the beaten track”
) Travel Focus: fascinated by history &

# wants to be a local

“ﬁ‘ Free Spirit
‘NG Seek luxury travel

" Travel Focus: all about me
(bragging rights)




Age: Older — 50% 50+ yrs.

Educ.: Highest with post-grad ’x\ %
HHI: High
Occup.: Highest retired, highest professional

Lifestage: Empty nesters




Age: Younger & middle aged

Education: College/university IX\ *
Occupation: High FT, prof./office aw s
HHI: Middle-high

Life stage: Average




Age:
Educ.
Occup:
HHI:

Life stage:

Skew younger
Some university (students)
Students or FT white collar
Average+

Singles at home

%)

50% 50%




part 3:

the rise of sustainable tourism




Feel that environmentally-friendly tourism is
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the rise of sustainable tourism in the U.S.

Attitudes Towards Environmentally-

Feel that env. friendly tourism is
extremely important

Consider Canada an eny, friendly |

destination

Take env. friendly tourism
considerations into account when
deciding where to travel

Actively make env. friendly choices
when travelling
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the rise of sustainable tourism

What is the CTC doing to meet the demand?

 Inventory of Sustainable Travel Experiences

e Leveraging Canada’s Games: 2008-2012 Olympic
Games Tourism Strategy

« Sustainable Tourism Toolkit Project

o CTC Green Workplace Initiative



part 4:

marketing Canada’s sustainable
experiences to the world




As part of the EQ research, travellers were asked
guestions regarding their social values, including how they
value sustainable tourism.

The answers provided valuable information on which EQ
types are most likely to seek out sustainable tourism
experiences.



how much do sustainable experiences resonate

with our target EQ types?

Very high
e Cultural History Buff
e Cultural Explorer
High
 No-Hassle Traveller

Average
« Authentic Experiencer
* Personal History Explorer
« Gentle Explorer
* Rejuvenator
* Virtual Traveller

Low
* Free spirit



EQ types and sustainable tourism

What is the next step in marketing sustainable tourism
experiences?

» Continue to update inventory of sustainable tourism experiences.
» Classify each sustainable experience under appropriate EQ types.
* Integrate sustainable experiences into EQ-targeted programming.

» Continue to assess potential market opportunities to market
sustainable tourism experiences.



explorez sans fin %
Canada *7-
keep exploring

www.canada.travel/corporate
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‘than k you! '
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