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Market Segmentation



It’s a People-Driven Economy

• Successful destinations listen first and sell 
second

• Successful destinations act more like itinerary 
planners, brokers, aggregators, and 
communicators – and not like advertisers
– 78% of consumers trust the recommendations 

of their peers; 14% trust advertisements



Word of Mouth = World of Mouth

• 25% of search results for the World’s largest 
20 top brands are linked to user generated 
content

• 34% of bloggers post opinions about products 
and brands – including destinations…

Do we like what they’re saying
about our brand?



Our Brand

“Consumers want experiences that are 
personally relevant, memorable, sensory, 

emotional and meaningful.  Businesses will
live or die by the experience they offer 

customers at every touch point.”

What a brand is not…
Extensive ad campaign

New logo, slogan or tagline
A PR campaign

Glossy brochures
Positioning



Our Brand

“The Vancouver Experience will 
exceed visitors’ expectations.  
We will deliver superior value 

within a spectacular destination 
that is safe, exciting 

and welcoming to everyone”



Our Tools



Getting Heard in a Noisy Market

• 6th Place
– Canada’s rank in the US as a vacation 

destination of choice
• 15%

– Percentage of Americans who knew that the
Olympics in 2010 is taking place somewhere
in Canada

• 44%
– Percentage of Americans who now are more

interested in visiting Canada because we’re
hosting the Olympics



Anholt-GfK Roper City Brands Index

• Knowledge of city and perception 
• Cleanliness, aesthetic qualities and climate
• Affordability and quality of public amenities
• Friendliness and cultural diversity
• Interesting events, activities and lifestyles
• Perception as good place to do business, to find 

a job and to go to school

Bringing it all together…
Tourism, business, and quality of life 



Anholt-GfK Roper City Brands Index

(Top 10 of 50 Cities)
1. Paris

2. Sydney
3. London
4. Rome

5. New York
…

18. Vancouver

Can we be a top 10 Global destination?



Going Forward…

• Getting noticed…brand and value
• A sense of urgency
• Connecting with the right people at the right 

time (both business and pleasure)
• Infrastructure - VCEC and Canada Line
• The Olympic dividend
• Leveraging all our 

resources



www.tourismvancouver.com/brand/index.html
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