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So what makes for
a great campaign?































Be memorable.

The campaign concept must attract attention and get the
consumer thinking or spark curiosity is one form or another.




Raesonate.

The campaign must ring true and deliver a personally
meaningful message.




Be relevant.

Communicate how the experience fits into consumers’ lives
or works to make them better, more productive, happier, more
fulfilled.




Show value.

Stand for values above and beyond the product or
service itself.




Make sure
you own It.

Be unquestionably linked to the brand, so the ad won't be
attributed to a competitor.




Drive results.

't doesn’t do a thing if nobody listens.
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What is the target
market looking for?

This involves listing out all features that these groups seek in a
travel experience.










What is the
Kootenay Rockies difference?

This process includes identifying any and all unique selling
propositions (USPs)







HOowW dO we |leverage
this unique offering?

This is where the brainstorming session starts to find
that unigue conceptual idea that pulls the needs of each
demographic together with the unigue regional offering.










Who are we
actually talking to?

This process includes identifying any and all unique selling
propositions (USPs)




|[dentifying the your main demographic is a critical stage in
developing a campaign. It gives you key insights into how your
potential consumer thinks, how they behave and in this case
what they are looking for in a travel experience.

When it came to identifying the demographics, we had a really
accurate picture of the groups we are targeting and what

they are looking for. Thanks to the Destination BC EQ profiles,
they were identified as, the Authentic Experiencers, Cultural

=xplorers and Free Spirits.




Authentic Experiencers ar
understated travellers loc

tangible engagement with desting
they seek, with a particular interest in
understanding the history of the . '

places they visit.




2 Cultura\ =Xplorers are defined by their

-:\::‘L,ove of constant travel anc

oﬁpgrtumﬂes to embrace, discover and

continuous

Se themselves in the culture, people

" ‘aﬁd settings of the places they visit.




—ree Spirits are highly social an
open-minded. Their enthusiasm

ife extends to their outlook on travel. ==
—xperimental and adventurous, the ,
indulge in high-end experiences '

that are shared with others.




Ihe story
comes together.













What's your rush?




t's a great question...




Ihis was our answer.




KOOTENAY ROCKIES










We are a land carved by mother nature over a millenia. Our
valleys teem with an abundance

of life, energy and history. Pushing upwards, we are home to
one of the most awe-inspiring mountain ranges on earth. This
unmatched connection to earth and nature binds us. We thrive
on experiences with our land—mental, physical and spiritual.

We are a place that encourages you to take your time, let your
senses absorb every sight,
every smell and every experience. We are a reminder of what
should truly matter in our lives.

























SO how does that
touch the consumer?










This concept speaks to the consumer on two levels. Firstly,
“What's your rush?” speaks to the pace of everyday life that we
have all become accustomed too. It stands as a direct question
to the consumer—pointing out that it's time to reevaluate the
pace of your life while offering up the Kootenay Rockies as

the best solution to find some balance. Slow down,

what's your rush?

Secondly, this conceptual idea speaks to your inner desire to
get your heart pounding and your blood pumping. Mountain
climbing, wilderness hikes, fishing or kayaking—what’'s your rush?




Whichever it is, find it here in the Kootenay Rockies and
never let that feeling go.
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uestion, that speaks to the consumer in multiple ways, that is
isruptive, and that resonates well with the consumer is exactly
what is needed to bring people to this magical part of British
Columbia.
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How did we
roll it out”
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clear.
thoug

3eing a true integrated campaign, exec
orint, video, billboarding, campaign landing site as well as a
neavy digital presence utilizing Google
well as social media, primarily

Depending on placement or exec

Nt provoking messaging was com

utions for this spanned,

Display and search as

—acebook.

—or virtually all executions, the messaging remained simple and

Ution, the simple but
nined with a different

and inspiring photo of this amazing region.
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So, how did it work™

Phase 1 results were achieved in the short time
netween April 17 - July 16










2,000

COMPLETED ITINERARIES




24,000

VISITS FROM DISPLAY & SEARCH




2,400

FACEBOOK & INSTAGRAM VISITS




How did actual users
match our target?




1. Cultural Explorers
2. Free Spirits

3. Authentic Experiences




N conclusion







HKOOTROCKS






https://vimeo.com/239685135
https://eclipse3sixty.com

