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Pacific Northwest Region 

Is an Emerging Tourism Super-Region  



Hallmarks of Great Tourism Experience 

The Pacific Northwest Region has all the 
hallmarks of a authentic tourism gold!  

 



Blessed with Strong Access 

• Border process, ease of access and intermodal 
transportation brings it all together  

 

 



What Great Tourism Brands have in Common 

It’s Not About the Logo and The Tag Line 



It’s About the Storytelling 



The Story Telling is Strong 



Province, State or City 



Passenger’s Purchase Journey 

• Customers do not paint by numbers in terms of 
geography lessons. 

• Marketing by collage or consensus is not 
effective.  

• Market a strong proposition and repeat.   

• Unlikely to get 10 jurisdictions to agree to a 
common brand given all of the politics involved.  

 



Collaboration is Key 

  

Expand Cascadia Region Global Tourism 
Marketing Coalition  
As the appetite grows for tourism collaboration throughout 
the Northwest and British Columbia, destination marketing 
organizations in Seattle, Portland and Vancouver and 
Victoria, B.C. are working closer and more strategically for 
common success. In 2015, they will work to leverage 
geographic proximity, cross-border mobility and growing 
tourism infrastructures to increase incremental tourism for 
the region as a whole. 

Visit Seattle 2015 Annual Report 



Collaboration and Marketing Trends 

• Tourism Victoria Collaboration and Marketing 
Trends: 

– Longstanding Collaboration between Vancouver, 
Victoria and Whistler.  Dates back to prior to 1986 
and is very healthy and ongoing.  

– Emerging collaboration between Seattle  

 



Two Nation Vacations 



Two Nation Vacations 







Conclusion   

• Pacific Northwest of North America is an 
emerging tourism superpower. 

• Collaboration is taking place 

• Customer experiences are meeting customer 
expectations.  

• We have what today’s traveller wants.  

• Success will be based on collaboration 



Effective  
Destination Marketing  

Principles 

Trina Mousseau 

Chief Marketing Officer 

Tourism Victoria 



Destination Marketing Foundations 

1 
• Well developed brand 

2 
• Breakthrough creative 

3 
• Reach 



Cohesive Content Strategy 

CVB 

Owned 

Earned Paid 



Blurring of the Lines 



5 tips 
To maximize results  



Do it  
if it is  
worth 
talking 
about 





Don’t 
outspend, 
outsmart 



Provide 
constant 
reasons to 
consume 
your 
product 





Inspire  
your 
partners  
to play  
with you 





Be 
chronic 
about 
your 
results 





TOURISM IN MONTANA 

Glenniss Indreland 

Brand Manager 

Big Sky 



Montana Office of Tourism 

• Consumer marketing ad samples 

• Joint ventures 

 

 







IEXPLORER 



NATIONAL GEOGRAPHIC TRAVELER  



PLACE IQ 



KEY MARKET 



WINTER 



JOINT VENTURE - WHITEFISH 



JOINT VENTURE - BILLINGS 



SO WHY IS A GARDEN A 
MEMBER OF PNWER?  

Dale Ryan 
Director of Public Relations, Sales and Marketing 



Or……… 

This is all 
good, but 

what’s in it 
for me????? 



As a major attraction….. 

• We rely on visitation from international, PNWER regional 
travellers, and local residents alike. 

• A thriving national, regional, provincial and local tourism 
industry is good for the economy—it drives employment, 
supports ancillary industries, and contributes significant tax 
revenue. 

 

•Butchart Gardens understands the 
importance of collaboration at all levels. 



Tourism……its all about the customer experience 

• Pacific Northwest……it’s a unique ‘go to’ 
destination with an abundance of ‘under-
crowded’, sustainable adventures. 

• The terrain can be ‘rough’ and access is multi-
national and multi-modal. 

• Smooth, worry-free travel and seamless border 
experiences are essential to compete with other 
destinations (Europe). 

• Cross-border and ‘cross-experiential’ 
collaboration is key. 
 
 



Our goal (through PNWER) 

• Develop unique, interesting and sustainable itineraries that 
encompass the PNWER region as a ‘whole.’ (NorPass Phase 1 & 2, 2 

Nat/Vac, Marine Tourism, etc.) Preclearance, Transportation, Workforce 
Development 

• Become a world-class destination ‘case study’ on doing it right. 
Border, Trade, Innovation, Sustainability 

•  ‘Smooth-out’ the travel experience for the visitor.  Preclearance, 

Transportation, etc. 

 

 



Collaboration and Integration - PNWER 


