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In the past, destination marketing was about crafting messages to
attract tourists, now it's a much more complex pursuit that needs to
start with citizens - local residents — and create and generate a

quality of life experience for them.
Padraic Gilligan
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WHAT IS
BRAND
PURPOSE?




Before we define what it IS,
let’s review what it’s NOT.



Brand purpose is not...

CSR or







. WSSy
- - |

M -
an advertlsmg N
campalgn *

Brand purpose isnot...




L



So then what is it?



Simply stated, brand purpose is a reason for
an organization to exist beyond profit.



It is the moral comﬂihat defines
why a brand exists and guides
decisions on what they do and how
they do it. %




patagonia

Clothing and equipment
for the outdoors

Build the best product,
cause no unnecessary harm

To inspire and implement solutions
to the environmental crisis



Why does it matter?



People want change.

Only1in 5 people believe the
system is working for them,
and large majorities express a
sense of injustice and a desire
for change.







L
£} o =
Ne: I ‘ri.f +hi r.‘,m'{{‘?::; VE h
consumers prefer to purcha il
—pmducts a sfm ]
_ companie and for a pu purpose
that reflects thelr OWI Values ands
dV L CO )4l

ﬂ ont) =

* Accenture Strategy Survey o ——




[E1)
;H
A‘ m....
+ b
- mtmmm
BRI

L > it

“58% of travellerSchabse ot to
visita destinationif they. feel it |
negatively impacts the place or the ;

peoPI»e who live there.

\\
X y\ 52

I =



CAUTION:

30% of consumers say they want to
make ethical purchasing decisions.

Only 3% actually do.



O,

m Connect with customers over
; shared values

and acting on their purpose,
brands can better:

By defining, communicating, /
ggg Differentiate from
. their competitors



For some brands, social, environmental or political
causes are naturally aligned with their purpose



The President
Stole Your Land

In an illegal move, the president just reduced the size of Bears Ears and
Grand Staircase-Escalante National Monuments. This is the largest
elimination of protected land in American history.







PROTECT YOUR PASSION.
JOIN THE MOVEMENT.

-ne

Sometimes caring about an issue is not enough.

You have to do something. That's why Aspen Snowmass launched Give A Flake.
It's a way to turn owr concern about cimate change-and yours-
into action. Because the planet is overheating. Winter is under attack.
Sign this letter and send it. Let's fight back.

FGIVEAFLAKE
It's The Aspen Way

ASPEN (j& SNOWMASS.

LEARN MORE AND TAKE ACTION
AT GIVEAFLAKE.COM




gvery brarﬁ’ UFpose
s to be saving the world




For others, purpose can be about advancing
a value or belief system that is shared
between the brand and customers
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PURPOSE FOR
DESTINATION
BRANDS '



Purpose driven
tourism branding
identifies an overall
purpose of a place”



Around the world, most destinations share
very similar product attributes
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Defining a purpose can help destination brands
differentiate from competitors



Purpose Driven Brands

TOMS a@b

One for One
& @ carbartt




Purpose Driven Places



IHE
BIG
CHALLENGE




The purpose of the place is often different than
the purpose of the destination marketers.



A reason for being,
beyond (tourism) profit.



The core
challenge of
destination
marketers,
balancing the
priorities of:

& &

Engagement

Differentiation

m

Community Support

& Alignment & Appeal & Social License
FOR TOURISM FOR FOR THE LOCAL
STAKEHOLDERS VISITORS COMMUNITY
\ )
Y

Sustainability



Differentiation
& Appeal _

NO COMMON
GROUND

Tourism
stakeholders

Engagement & AQ  Social
Alignment ; License




Differentiation
& Appeal _

Visitors

SHARED
PURPOSE

Tourism
stakeholders

Engagement & AQ  Social
Alignment ; License

Community



Differentiation
& Appeal _

Visitors

SHARED
PURPOSE

Tourism
stakeholders

Engagement & AQ  Social
Alignment ; License




Differentiation
& Appeal _

Visitors

SHARED
PURPOSE

Tourism
stakeholders

Engagement & AQ  Social
Alignment ; License

Community



Differentiation
& Appeal _

RECESSION

SHARED
PURPOSE

Tourism
stakeholders

Engagement & AQ  Social
Alignment ; License

Community
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Adventure central

Visitors

SHARED
%, PURPOSE?

%
Tourism 7

Revenue and faimess | Stakeholders Community

Vibrant waterfront
community






(

If tourism doesn’t work for locals, it doesn’'t work in my mind. A city
can have tourists, but the tourists shouldn't have the city. For
example, using some of the money from tourism to have some free
days at museums for locals and booked times for locals. So they are
not just putting up with crowds of tourists all the time, they are

getting a nice benefit too.
Doug Lansky
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VENICE



commun
enjoy the place they i



ANTARCTICA



To advocate and promote
the practice of safe and
environmentally responsible
travel to the Antarctic.

A peaceful place of scientific discovery.
Cleansing and energizing.

Visitors

Protection &
Discovery

Tourism

stakeholders Community

Antarctica and the
Southern Ocean - valued,
protected, understood.



(

When you book to ?o to Antarctica, no matter what trip
you go on, there will be educational presentations. And
no, these aren't like the boring lessons that you had at

school where you struggled to keep one eye open. These

are exciting presentations by professionals wno live and
breathe Antarctica. These guys and gals have first-hand
exFerience and knowledge of the region and you can
really tell that they are passionate about what they do.
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CALGARY



ity spirit

»
Economic success, shared Vibrqnt comm_unity
prosperity & strong community spirit and attitude



WHISTLER



Sustainable growth
And constant flow of
new visitors

Work hard play hard
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FINDING
YOUR
PURPOSE




OOD NEWS FOR SMALL DMO'S



The smaller the place, the easier
it can be to find a shared purpose.



Aligning purpose requires broad involvement

@ % %

TOURISM VISITORS THE LOCAL
STAKEHOLDERS COMMUNITY



Brand analysis:
Carl Jung’s archetypes



What archetypal role does
your place brand fulfill?

All basic human
motivations can be
categorized into twelve
universal archetypes.

These archetypes can be
applied to brands to help
illuminate their purpose.

Creator ' Innocent

Innovation Safety

Control Understanding

Providle Complete a

Caregiver . Explorer
Service Structure  Spiritual
to the World  Journey
Leave a Mark
Belonging on the World Liberation
Everyman Outlaw

Jester y Mastery Magician

Lover ) Hero



Creator |

Innocent

Calgary:

Innovation Safety
B | g d reams . Control Understanding
Blg Cha nge Caregiver Provide [SCOMpIEte™a _—
. . Structure [SSpiFitual
Cﬂntl‘lbutlon to the World [SJoUFREY Freedom

Connect  Leave a Mark

Belonging with Others  on the World Liberation
Outlaw

Everyman

s’ Enjoyment

Jester Intimacy Mastery

Magician

Lover . Hero



Whistler:

Balance

Creator Innocent

Innovation Safety

Control Understanding

Provide Complete a
Structure  Spiritual
to the World  Journey

Caregiver
Service

Connect™ Leave a Mark

Belonging with Others™ on the World Liberation
Everyman

Intimacy Mastery Magician

Jester )

Outlaw



Place |k| ga| What are your people

passionate about?

PASSION  MISSION

What is your place
really good at

What does the
world need?

METIER NICHE

What will visitors pay for?



Community dialogue that needs to happen

What is the holistic reason for our place to exist?
What emotional need does this place satisfy?

When we are old and looking back on the life of our place, what will that life look like
if it has been a success?

What do we want to have contributed to the world? How do we make lives better?

What do we want to be known for?



Start with you



The Purpose Map  oreonitir 443

& Appeal

)

COMMON
GROUND /
SHARED
PURPOSE

.
Stakeholder @O Community
Engagement & ‘ Social

Alignment License



The Purpose Map

Stakeholder
Engagement &
Alignment

\!
\ \
\ \ \

Visitor
Differentiation 8 _ g

& Appeal

- ' ,
Community

: Social
License
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You need to keep them involved, you need a community outreach
plan, you need to have them support you in what you're doing and
the elected officials will follow.

It's no longer putting heads in beds. Your goal is much better than

that: It's to help that community.
Jack Johnson
Chief Advocacy Officer
Destinations International
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Q&A

stormylakeconsulting.com






