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The Upside of Promoting 
Tourism in Small Communities

Tourism Vitality Alberta (TVA)

AUMA Convention – September 23, 2015

Mike Stolte - CIEL

Agenda

 Why Tourism?

 About the TVA

 Resources for successful 
implementation

 Cool Tourism #s

 7 Deadly Sins

 Q & A
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CIEL

 Created tool to help 
“constipated” (stuck) 
communities

 Worked across Canada, in 
US & Australia

 Worked in Alberta (ARD, 
AUMA) since 2008

Tourism 360 
Guide
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Why tourism?

 Doubles almost every decade (since 1950)

 1 in 10 jobs worldwide

 4th largest industry in Canada - 114,000 jobs in 
province with $8+ billion net economic impact [2012]

 Supports many other industries

 Huge impact on relocation

 Growth tourism niches
 Culinary, Medical, Sustainable, Aboriginal, 

Agricultural, Death

Why tourism?

 Brings in new money & ideas

 Increases variety of businesses

 Jobs are inherently local

 Develops pride in community

 Develops natural, heritage and cultural assets

 Brings unlikely people together

 Serves as catalyst to bring community 
together

 Attracts new residents
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What is TVA?

Easy-to-use tool and process

Helps small communities assess
and take action to build tourism in 
their community (and region) 
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How is this done?

 Survey/Process is simple to use

 Allows a small group to quickly assess 
their strengths and weaknesses in tourism 
in 7 key areas

 Helps to determine action steps to 
strategically improve tourism

 Provides resources and links to great 
resources for smaller communities

 Contains 3 tourism case studies

Why was it 
developed?

 AUMA members did not no where to start with tourism; 
often confused or overwhelmed

 Tourism actions were those most often identified from 
other AUMA/CIEL tools

 Low cost tool and easy process to reach many 
municipalities

 Modelled after BVA (Business Vitality Alberta)
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How does it work?

 Allows for your community to gather 
perceptions of key leaders, tourism 
operators & business people

 Using findings, assists community in 
setting priorities & taking action

 Workplan for tourism & action

 Assess    - Focus - Act!

How was it developed?

 Provincial Advisory 
Committee

 Best practices

 Used BVA as example

 Updated research on 
tourism
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Survey Categories

TVA Resources (AUMA web-site)

1. Tool

2. Guide

3. Video

4. Spreadsheet

5. Webinar 
(October 14th)
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TVA Spreadsheet

Creating Tourism 
Experiences: Attitudes
Is our community on board?

1. Community leaders understand the 
need to develop memorable, in 
depth tourism experiences, as 
opposed to sightseeing.
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2. There is collaboration across the region to 
provide tourism experiences.

3. Our tourism operators are entrepreneurial 
and effectively seek out opportunities or 
unfilled niches.

4. There is a community tourism plan or 
strategy that includes collaboration 
between public, private, and non-profit 
sectors. 

5. Citizens of this community have a positive 
attitude towards tourists.

Guide

 Intro to tourism
 About the survey
 How to use
 Implementing results
 Resources
 Case studies
 Best on the web
 Useful lists
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8 Cool Tourism Numbers

 4:1 
 You need 4 times more activities than travel 

time

 #1 tourist activity
 Shopping and dining in pedestrian-friendly 

setting

 3rd party endorsements
 14% believe ads, 70% TripAdvisor, 90% 

friends

 3:1 & 10:1
 3x more spent from day visits than pit stops; 

10x more spent from overnite to pit stops

 #1 spending payoff
 Downtown beautification – 18% more spent when trees 

hanging baskets added to streets

 70%-80% of spending
 Baby Boomers

 #1 reason for tourism
 Visit friends and family, #2 stopping on highway; #3 

being the destination

 9 + 3
 Critical mass needed for retail and dining to create a 

“village”
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7 Deadly Sins

 Nothing to do after 6 pm

 No knowledge by locals of amenities 
and experiences

 No regional packages, clusters, 
partnerships or itineraries

 Poor internet or social media 
presence
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 No brand

 Thinking of tourism as separate from 
community vitality

 No focus on experiences
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Boomer (1945-64) Fav 
Activities

Q & A

Mike Stolte

mstolte@theCIEL.com

CIEL – www.theCIEL.com

“I can't think of anything that 
excites a greater sense of 
childlike wonder than to be in 
a country where you are 
ignorant of almost 
everything.” 

Bill Bryson, Travel Writer
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Survey Categories

A. Creating tourism experiences Part 1 
(attitudes) 

B. Creating tourism experiences Part 2 
(implementation) 

C. Infrastructure and capacity
D. Community vitality 
E. Sustainable tourism
F. Marketing 
G. Branding 
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Spreadsheet
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Tourism in rural areas 
important for other reasons

 Focusing on the community’s potential cultural and 
natural assets and developing them creatively

 Stimulating improvements and pride in downtowns, 
cultural events, infrastructure, and businesses

 Bringing local people together who might not 
otherwise associate with each other 

 Bringing in money, new ideas, and perhaps new 
residents from the outside

 Increasing the variety & types of businesses

Play YouTube Video
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Agenda

 Why Tourism?

 About the TVA

 Resources for successful implementation

 Community Readiness for TVA

 More on Tourism

 How to improve your community in key 
areas

 Workshop questions

Slides for Webinar/ 
Workshop
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Pre-TVA Steps - Readiness

 Determine co-ordinator

 Strike working group

 Determine readiness for 
possible action

Actualization

(Highly 

Functioning)

Vision

(Functioning) Emergent

(Struggling)

Chaos (Pre 

Community)

Communities are at different stages/phases
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Extra Material for workshop

Interesting Developments

 Sharing Economy (Peer to Peer -
disruptive) 
 Airbnb
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Interesting Developments

 Sharing Economy (Peer to Peer -
disruptive) 
 Airbnb
 Campinmygarden.com
 Lyft (ride sharing)
 Vayable

 Postagram/ postcard on the run
 Women only floors
 Insta-cations – unusual one-off 

experiences
 Personalization – wilderness guide 

through Central Park
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 RFID loyalty cards - room keys, 
personalized TV settings (also on 
phones)

 Social media integration to enhance 
experience - Ticketmaster/FB, 
KLM/FB

 VIP Treatment

For Tourism success
bring your
GUCCIES:

 Good stuff

 Understanding

 Communication

 Collaboration

 Innovation

 Entrepreneurial

 Strategic



23

Mini TVA

 Our local tourism marketing association or municipal tourism group is 
aware of what people are saying about local businesses on 
TripAdvisor.com.

 Our community’s internet tourism promotion promises visitors 
something specific and unique.

 The photography or videos on the main tourism website for our 
town or region are professional looking and beautiful.

 Our tourism organizations (including businesses) use social media in 
a way that grabs your attention.

 Our community has a story or image that is conveyed effectively 
through its promotional materials.

 Our brand is accepted and promoted by the community, its 
businesses and tourism operators.

 Our community tourism website for our town or region conveys a 
sense of excitement.

 Our community’s unique features are communicated well 
through our brand.  

 This community has an up-to-date tourism plan or 
strategy.

 Citizens of this community have a positive attitude towards 
tourists.

 Tourism operators and organizations across the region work 
together to provide better tourism experiences.

 Local governments or local tourism organizations encourage 
operators to buy and hire locally.

 This town believes in itself. We think that with enough 
support, we can do anything.

 There are friendly public spaces where a variety of kinds of 
people feel welcome: e.g. parks, squares, fountains, outdoor 
cafes, benches, playgrounds.

 Young adults (age 25-34) consider the community a 
desirable place to live.
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Experiential Strategies

 Study trends, demographics and motivators
 Assess opportunities (what sets it apart?)
 Geographic, cultural, and personal 

exploration; give visitors real encounters 
with real people 

 Regional packages, clusters, partnerships & 
itineraries

 Community or regional tourism plan
 Good dining and shopping

Experiential Tourism

 Experiences, not site-seeing
 Unique experience with multiple activities (not just 

sight-seeing) and a personal connection to nature 
or local culture. 

“A tourism product is what you buy. A tourism 
experience is what you remember.”

“Travel experiences engage travellers in a series of 
memorable events that are revealed over a duration 

of time, that are inherently personal, involve the 
senses and make a connection on an emotional, 

physical, spiritual or intellectual level.”—Canadian 
Tourism Commission
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Community Vitality

 QOL does not equal GDP
 Authentic communities
 a vibrant and varied cultural life 
 a diversity of educational options for 

themselves and their children
 a variety of health care options
 a diversity of different kinds of people 

(interests, backgrounds, occupations)
 progressive and open local government 
 a clean environment
 an entrepreneurial mindset 

Community Vitality Strategies

 Revitalize downtown

 Create an annual community festival

 Develop artistic and cultural tourism

 Initiate a First Impressions program 

 Measure Community Vitality
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Internet Marketing – The Web-
site

 Comprehensive (map, booking ability, 
nearby restaurants & attractions) 

 Attractive (quick, easy navigation)

 Professional (photos, videos)

 Up-to-date (variety of formats can use –
mobile phone, iPad)

Your website should be good enough to close 
the sale.

Roger Brooks.

Internet and Web-site 
Strategies

 Improve basic content

 Improve basic usability

 Add value to content (video, 360 scan, 
rooms/dishes, specials, policies)

 Track traffic; Optimize visits
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Social Media

 Social media is new word-of-mouth
 Travellers who do not know each other interact
 Travellers interacting with providers before, during 

and after
 More than 50% use social media
 More being done by handheld device
 FaceBook
 TripAdvisor.com 
 Flickr
 Twitter
 Foursquare
 Google Maps
 Blogging

Social Media

 Social media is new word-of-mouth
 Travellers who do not know each other interact
 Travellers interacting with providers before, during and after

 More than 50% use social media
 More being done by handheld device
 FaceBook
 TripAdvisor.com 
 Flickr
 Twitter
 Foursquare
 Google Maps
 Blogging
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Social Media Strategies

 Maintain active, engaging Facebook page

 Track what people say; respond

 Start a blog on your web-site
 share information, facts, anecdotes, success 

stories, statistics, and opinions—all aimed at 
creating a conversation

 Use Twitter

 Learn about location technology 

Workshop questions

1. What are the greatest tourism assets in the 
community/region?

2. What are the things that need improvement for 
tourism to flourish in the community/ region?

3. What are the best tourism experiences in the 
community/region?

4. Produce a personalized, highly creative package of 
experiences for a tourist.

5. Identify next steps in developing a regional tourism 
collaboration
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 “Change is the law of life. And those who look only to 
the past or the present are certain to miss the future.” 
– John F. Kennedy

 “A leader is a dealer in hope” - Napoleon Bonaparte

 “The future of every 
community lies in 
capturing the passion, 
imagination and 
resources of its 
people.” - Ernesto 
Sirolli


