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VISION:  to position 

IŜŀŘǿŀǘŜǊǎ ŀǎ  hƴǘŀǊƛƻΩǎ ǇǊŜƳƛŜǊ 
rural tourism destination.

MISSION:To integrate 

tourism into the regional 
economic development strategies 
of our partner municipalities, 
helping to build a robust and 
thriving tourism industry by 
working directly with tourism 
stakeholders across the region. 



WHAT IS YOUR BUSINESS BRAND?

ΧΦhw ¢²hΚ



WHAT IS A BRAND?







The HEADWATERS
brand is about our 
people and their 
connection to place. 
!ǎ ǿŜΩǾŜ ǊƻƭƭŜŘ ƻǳǘ 
ǘƘŜ ōǊŀƴŘ ǿŜΩǾŜ 
become storytellers.

We tell our stories 
(and your stories) 
through interviews, 
in photography, in 
video and on the 
airwaves. Our 
άŦŀŎŜǎέ ŀǊŜ ƻǳǊ 
brand  and it is these 
people that bring our 
brand to life better 
than we ever could.



DEFINING YOUR TOURISM BUSINESS BRAND

Your tourism brand value proposition answers the question ς
WHY?

ÅWhy would someone plan to visit your business?
ÅYour business identity & purpose 
ÅWhat makes your business tick, what defines your business?
ÅYour tourism business DNA may include a variety of elements:
ÅHistory
ÅBiography of your owner/operators
ÅGeography
ÅAttitude of your team
ÅA unique product or invention
ÅTraditions
ÅAmbiance
ÅAesthetic or visual quality



Tourism product is what you BUY
Tourism experience is what you REMEMBER

TOURISM PRODUCT TOURISM EXPERIENCE

TOURISM PRODUCT VERSUS EXPERIENCE 



ÅFor a tourism business the product is often 
meaningless without the experience it provides.

ÅPeople choose to travel to a destination and businesses 
within that destination for:
ÅExperience
ÅMemories
ÅConnection

ÅHow do visitors experienceyour business?



REMEMBER:  PERSPECTIVE IS EVERYTHING



WHY USE STORYTELLING?

GOOD STORIES COMPEL PEOPLE TO CHANGE

THE WAY WE 

FEEL
THE WAY WE 

THINK
THE WAY WE 

ACT
THE WAY WE 

BEHAVE

Stories demand 
an emotional 
investment

Stories pique 
and hold 
interest

Stories bring 
energy  and 

passion to the 
message

Stories cause 
us to take 

action ςthey 
encourage a 
response.



TIPS FOR TELLING YOUR STORY 

ÅSpeak truthfully 
ÅInfuse personality (and your brand DNA) into your stories
Å/ǊŜŀǘŜ ƻǊ ǘŜƭƭ ǎǘƻǊƛŜǎ ƻŦ ȅƻǳǊ άŎƘŀǊŀŎǘŜǊǎέ ςthis makes the 

personal connection with your customers
ÅStorytelling ςƴƻǘ ƘŀǊŘ άǎŜƭƭƛƴƎέ
ÅEmotions not just facts
Å5ƻƴΩǘ Ƨǳǎǘ ǘŀƭƪ ŀōƻǳǘ ŀŎǘƛǾƛǘƛŜǎΣ ŜǾŜƴǘǎΣ ǇƭŀŎŜǎ ƻǊ ŦŜŀǘǳǊŜǎ
ÅFocus on experiences and feelings
ÅMake your customers feel like they are (or they want to be) 

part of your story
ÅIntroduce sensory storytelling to really engage your audience
ÅMake your stories personal, intimate, unique, authentic, real



STORYTELLING IS MORE THAN JUST WORDS 

Storytelling can be done in a variety of ways ςthe core story (truth) remains the 
same, but it can be enhanced depending on how you choose to tell your story:

ÅPhotos
ÅVideos
ÅMemes
ÅVoices & sounds
ÅMusic
ÅΧΧŀƴŘ ƻŦ ŎƻǳǊǎŜ ǿƻǊŘǎΥ
Å Interviews
ÅArticles
Å Interesting facts & tidbits
ÅLists & calls-to-action

.ǳǘ ǊŜƳŜƳōŜǊΧΧƴƻ ƳŀǘǘŜǊ Ƙƻǿ ȅƻǳ ǘŜƭƭ ȅƻǳǊ ǎǘƻǊȅΣ ȅƻǳ ƴŜŜŘ ǘƻ ōŜ ŎƻƴǎƛǎǘŜƴǘ 
to your brand value  proposition!



BRAND STORYTELLING IS NOTéé

ÅSomething owned by the marketing department
ÅA tool to manipulate customers or potential customers
ÅSomething isolated or a one-time gimmick
ÅA length essay about your company
ÅBoring
ÅArtsy (just for the sake of being artsy)
ÅA PR stunt
ÅA blog post
ÅA viral video

Brand storytelling is actually NOTabout your company, it is about the value 
you provide to your customer!



CONTENT IS KEY FOR MARKETING


