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Where Ontario gets real.

VISION:to position

rural tourism destination.
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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.
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WHAT IS YOUR BUSINESS BRAND?
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“ Can you describe
Jour business In
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WHAT IS A BRAND?
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"A brand is a set of
expectations, memories, stories
and relationships that,
taken together, account for a

consumer's decision to choose
onhe service over another."

- Seth Godin

@glitterinclexi
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WELCOME TO

HEADWATERS

CALEDON ¢+ DUFFERIN ¢+ ERIN + MONO ¢+ SHELBURNE

WHERE ONTARIO GETS REAL.
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TheHEADWATERS
brand is about our
people and their
connection to place.
l'a 6SQOS N
iKS ONI}YyR
become storytellers.

We tell our stories
(and your stories)
through interviews,
iIn photography, in
video and on the
airwaves. Our
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brand and it is these
people that bring our
brand to life better
than we ever could.
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DEFINING YOUR TOURISM BUSINESS BRAND

Your tourism brand value proposition answers the guestiqn
WHY?

A Why would someone plan to visit your business?
A Your business identity & purpose
A What makes your business tick, what defines your business?
A Your tourism business DNA may include a variety of elements:
A History
A Biography of your owner/operators
A Geography
A Attitude of your team
A A unique product or invention
A Traditions
A Ambiance
A Aesthetic or visual quality
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TOURISM PRODUCT VERSUS EXPERIENCE

Tourism product Is what yoBUY
Tourism experience is what y®REMEMBER

TOURISMPRODUCT TOURISMEXPERIENCE
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A For atourism business the product is often
meaningless without the experience it provides.

A People choose to travel to a destination and businesse
within that destination for:
A Experience
A Memories
A Connection

A How do visitorexperienceyour business?
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REMEMBER: PERSPECTIVE IS EVERYTHING

Seeing the world Seeing the world
through V§. through
the eyes of the the perspective

customer of the company
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Where Ontario gets real.

WHY USE STORYTELLING?

THE WAY WE THE WAY WE THE WAY WE THE WAY WE

Stories demand ~ Stories pique Stories bring Stories cause
an emotional and hold energy and us to take
investment interest passion to the actiong they
message encourage a

response.
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TIPS FOR TELLING YOUR STORY

A Speak truthfully

A Infuse personality (and your brand DNA) into your stories

Al NSFGS 2N 0Sftf adudethdnfakes tleT &
personal connection with your customers

A Storytellingcy 2 0 KF NR daSttAy3Ié

A Emotions not just facts
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A Focus on experiences and feelings

A Make your customers feel like they are (or they want to be)
part of your story

A Introduce sensory storytelling to really engage your audience

A Make your stories personal, intimate, unique, authentic, real
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STORYTELLING IS MORE THAN JUST WORDS

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

A Photos
A Videos
A Memes
A Voices & sounds
A Music
AXXIFYR 2F O2dzNBS @2NRAY
A Interviews
A Articles
A Interesting facts & tidbits
A Lists & calldo-action

. dzi NBYSYOSNXXYy2 YIFOGGSN K2g @e2dz GSf
to your brand value proposition!
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BRAND STORYTELLINGISNOT e é

A Something owned by the marketing department

A A tool to manipulate customers or potential customers
A Something isolated or a ortéme gimmick

A A length essay about your company

A Boring

A Artsy (just for the sake of being artsy)

A A PR stunt

A A blog post

A A viral video

Brand storytelling is actualNNOTabout your companyit is about the value
you provide to your customer!



Where Ontario gets

CONTENT IS KEY FOR MARKETING



