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The Power of Place Experience

Using the 
principles of 
place branding 
to market and 
manage your 
destination
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What is Place Branding?

The Power of Place Experience



“Brand” is one of the most ambiguous, 
misused terms in marketing.

What is Place Branding?



Brand is not:
a logo, or tagline, or website, or your 

advertising, social voice, or video.

What is Place Branding?



Brand is the sum total of the expectations, associations 
and interactions people have that cause them to form 

perceptions over time.

What is Place Branding?



A place brand is the sum total of the expectations, 
associations and experiences people have with a place.

What is Place Branding?



Brands exist on a continuum
between what people perceive them to be,

and the experience they actually offer.

What is Place Branding?

Perception Reality
< >



The strongest brands
have alignment between perceptions 

and reality of the experience.

What is Place Branding?



Misalignment between perceptions and reality
is a surefire recipe for brand disaster.

What is Place Branding?



   

 Perceptions Realityvs.

Yellowstone National Park



What is Place Branding?

To avoid misalignment, 
brands need to be managed

Defined & 
articulated

Bought-into 
& supported

Considered in 
all decisions



Determining a Place’s Brand

The Power of Place



Determining the Place Brand

Answer these 4 questions

would someone 
visit or live in the 
place?

1. Why 3. How 2. Who

does the place 
create value for?

does the place 
create value for 
people?

4. What 
promise do we 
make to attract 
people?



Determining the Place Brand

1. Why would someone visit or live here?

What are the intrinsic attributes and elements that contribute 
to the experience and sense of place?



Determining the Place Brand

Natural Environment

Geography 

Landscape

Weather & Climate

Nature & Wildlife

Elements of Place:

Built Environment

Entertainment

Infrastructure

Development

Economy

Culture & Heritage

Traditions

History & Heritage

Food & Drink

Arts & Culture

People 

Values

Norms

Lifestyle

Behaviours



Determining the Place Brand

2. Who is the place best suited for?

Which types of people will most appreciate the place? 
Which ones won’t?



Determining the Place Brand

Focus on key motivators and behavioral traits 
over demographics or geographics:

Established Undiscovered

Travel Preference

Comfort Adventure

Adventure Tolerance

Unimportant Important

Ethical Consumerism

Intimate Vibrant

Social Preference

Dabbler Avid

Activity Preference

Economical Extravagant 

Budget Tolerance

Unimportant Important

Cultural Immersion

Activities Amenities 

Primary Motivator

Unimportant Important

Status Symbols

Low High

Brand Sensitivity



“Summer is the best! There’s just so much to 
see and do outside – hiking, biking, lakes, 
scenery, and sun. There’s something about 
being outside in the fresh mountain air, 
surrounded by the beauty of nature that just 
feels right.” 

Intimate

Casual Avid

ACTIVITY PREFERENCE

Scene

SOCIAL PREFERENCE

Activity Amenities

PRIMARY MOTIVATION

Comfort/Safety Adventure

ADVENTURE TOLERANCE

The Outdoor Activity Sampler
AGE: 20–65  |   OCCUPATION: Young to older working professional, retirees
LIFE PHASE: Young couples, families, adult couples  |  HHI: All ranges
SOCIAL: Travel with partner and/or friends, or family-unit

Economical Extravagant

BUDGET TOLERANCE

Low High

BRAND SENSITIVITY

Summer



3. How does the place create value?

Determining the Place Brand

What tangible and intangible benefits do people get 
from the place?



Determining the Place Brand

Self-Expressive Benefit:

How does the brand helps express their 
values or status? What does choosing the 

brand say about them to others?

Emotional Benefits:

How does the person feel when they 
interact with the place or the brand?

Functional Benefits:

What are the direct benefits of those 
key attributes to the guest?

Functional Attributes:

Which attributes are key to the guests 
experience and sense of place?
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Highly differentiated, 
hard to imitate

Undifferentiated, 
easy to imitate



Self-Expressive Benefit:

BMW: I’m the boss
Volvo: I’m responsible

Emotional Benefits:

BMW: powerful, excited, in control
Volvo: safe, secure, confident  

Functional Benefits:
BMW: performance, control 
Volvo: safety, comfort, utility

Functional Attributes:

BMW: V6 engine, tuned suspension, aggressive styling
Volvo: AWD, advanced safety features, roomy interior
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4. What promise do we make to attract them?

Determining the Place Brand

What is the ultimate distillation of key benefits that makes 
the place desirable to the ideal customer?



Determining the Place Brand

Luxury escapism for adults



Determining the Place Brand

Where magical experiences 
come alive



Determining the Place Brand

Be transformed by the power 
of wild places



Executing on the Place Brand

The Power of Place



01
Promise

02
Proof

What kind of experience do we promise to 
provide anyone who visits the place?

OR

How do we market the destination?

How do we make good on the promised 
experience we provide?

OR

How do we manage the experience?

Executing on the Place Brand



Promise: 
Marketing the Destination

The Power of Place Branding



The largest risk is to lose sight of your brand
and attempt to be everything to everyone

Marketing the Destination



Authenticity & Credibility in tourism 
marketing come from alignment between the 

place brand and the message

Marketing the Destination



Marketing the Destination

Destination Brand Platform

Target 
Audience 
Segments

Positioning &
Key Messages

Voice & 
Tone

Visual
Brand



Don’t Lose Sight of your Promise

The ultimate musical entertainment experience



Don’t Lose Sight of your Promise

Be transformed by the power of wild places



Find your Voice



Find your Voice



   r

Define your Look



Define your Look



Proof: 
Managing the Experience

The Power of Place Branding



We’re Living in the Experience Economy. 

Customers aren’t buying goods or services, 
they are paying for authentic experiences.

Managing the Experience



Skift Megatrends

If we received a penny for everytime a 
travel industry executive talked about how 
consumers are looking for “experiences,” 

we’d be billionaires by now.

Managing the Experience



Managing the Experience



Managing the Experience



To compete in the experience economy, 
destination marketers must expand their 
traditional marketing role to also include 

managing the destination experience. 

Managing the Experience



1.

Managing the Experience

Product & 
Programming

4 Components of Destination Management

2.
People & 
Service

3.
Stakeholder 
Management

4.
Growth & 
Development



Managing the Experience

1. Product & Programming

Use the elements of the Place Brand (core attributes, ideal 
customer, value proposition, promise) to guide choices in 
product development, programming, events, F&B, and other 
elements of the experience.











Managing the Experience

2. People & Service

People (staff, residents) are at the front lines of the destination 
experience. Ensure they understand the brand and how it 
applies to their role in providing the destination experience, 
and empower them to go above and beyond.



What if you could inspire a whole 
community to care about the visitor 

experience?

People and Service



People & Service



People & Service



People & Service

Guest Welcome 
email



Guestimonials



Managing the Experience

3. Stakeholder Management

Most destinations have many stakeholders, often with unique 
goals and agendas. Create the brand with input from 
stakeholders so they are bought-in to the broader vision, 
understand their role, and are committed to the greater good.



People & Service



Managing the Experience

4. Growth & Development

As growth and development opportunities present themselves, 
consider carefully how they align with the brand, and the role 
they will play (positive or negative) in preserving and advancing it.







Conclusion :
Putting it into practice

The Power of Place Branding



Determining the Place Brand

Define your place brand

would someone 
visit or live in the 
place?

1. Why 3. How 2. Who

does the place 
create value for?

does the place 
create value for 
people?

4. What 
promise do we 
make to attract 
people?



Marketing the Destination

Destination Brand Platform

Target 
Audience 
Segments

Positioning &
Key Messages

Voice & 
Tone

Visual
Brand

Articulate your place brand platform 



1.

Managing the Experience

Product & 
Programming

Manage your destination experience

2.
People & 
Service

3.
Stakeholder 
Management

4.
Growth & 
Development



Questions?

VT Tourism Summit



Thank you #201-1002 Lynham Road
Whistler, BC V0N 1B1

T 604 932 8482

Whistler

55 Mont-Royal Ouest
#603
Montreal, QC H2T 2S6
T 514 842 5252

Montréal

originoutside.com/VTS2018


