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Meaningful Communication
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Internal External 

TWO MAIN STAKEHOLDER GROUPS

Employees 
Shareholders

Customers
Suppliers

Community Partners
Media

Government
General Public

Internal External 



Meaningful Communication

MINDSETS
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PHASE PHASE PHASE PHASE

1 2 3 4

Initial Middle Resolution Recovery

Crisis 
PR Strategy
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Rabbit or Duck?



Rabbit or Duck?

Quack, quack Nibble, nibble



Meaningful Communication

MARKETING vs SALES

tourismrecovery.ca



Develop Sales and Marketing Plan for New Markets
C H E C K L I S T
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 Free Download

 Print Ready

 Tailor to Your Needs 



Develop Sales and Marketing Plan for New Markets

Develop an Organizational Profile

1 2 3 4 5 6 7 8

⃞ Name, address, contact information, principal partners/owners

⃞ Business vision and beliefs

⃞ Core organizational goals and values



1 2 3 4 5 6 7 8

Develop Sales and Marketing Plan for New Markets

Define Overall Marketing Objective(s)

EXAMPLES

⃞ Provide premium quality services to domestic markets

⃞ Deliver authentic guiding experiences to Canadian visitors

⃞ Increase sales by 10% over the next year

⃞ Generate $x to sustain operations

⃞ Expand into new markets for the shoulder season

Objectives based on 

understanding of 

strengths, weaknesses, 

the business 

environment and 

overall business 

strategy
Short-term

Realistic
Achievable
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Develop Sales and Marketing Plan for New Markets

Describe Product/Service Offerings

DETAILS

⃞ What makes the product or service unique?

⃞ How do you differentiate from the competition?

⃞ Why would your target market be interested in your product or service?

⃞ What is the ‘value proposition’?



1 2 3 4 5 6 7 8

Develop Sales and Marketing Plan for New Markets

Outline Characteristics of Target Market(s)

THINK ABOUT

⃞ Proximity to business

⃞ Demographic/socioeconomic profile

⃞ Psychographic profile

⃞ Motivations and needs
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Develop Sales and Marketing Plan for New Markets

Outline Threats and Opportunities

⃞ Social/cultural factors

⃞ Technology factors

⃞ Economic variables

⃞ Ecological, ethical and environmental considerations

⃞ Political context

⃞ Regulator and legal considerations

WEBINAR

STRATEGIC PLANNING 
FOR BUSINESS 
CONTINUITY
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Develop Sales and Marketing Plan for New Markets

Determine Your Market Tactics

THINK ABOUT

⃞ What product or service will you offer?

⃞ Do you need to change what you have offered in the past?

⃞ What price will you set? What price with the market bear?

⃞ What is best way to promote or reach your target market?

⃞ What are your sales objectives?
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Develop Sales and Marketing Plan for New Markets

Develop Contingency Plans

Dealing with potential challenges, for example: 

⃞ New regulations

⃞ Shifts in trends or buyer’s preferences

⃞ Environmental issues

⃞ New competition

⃞ Staffing issues

If you fail to plan, you plan to fail
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Develop Sales and Marketing Plan for New Markets

Implement Plan

⃞ Set schedule of tasks

⃞ Identify resources (people, money, tools) for each task

⃞ Identify costs and set budget

Task
(Action Item)

Resources Needed Allocated 
Budget

Person 
Responsible

People Tools Money

http://www.avivconsulting.com/


Tapping into New Visitor Markets
C H E C K L I S T
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 Free Download

 Print Ready

 Tailor to Your Needs 



DURHAM

LONDON

KITCHENER - WATERLOO

SUDBURY

COLLINGWOOD
BARRIE

PETERBOROUGH
KINGSTON

OTTAWA

TORONTO

MISSISSAUGA

NIAGARA

GRAND FALLS - WINDSOR

Local 
Market



Local 
MarketNeighborhood, City, Rural Area

Day Trip

Short Overnight

Short Stays (2+ nights)

Long Stay



Local 
Market“Atlantic Bubble”



Meaningful Communication

MESSAGING

tourismrecovery.ca

A person’s 
perception of a 
product, service, 
experience, or 
organization.

“
”

BRAND

David Ogilvy

Brands are personal: the meaning can be 
unique to each person 

Brands are dynamic and organic

Brands have feelings

Brands create value, and increase 
innovation, and productivity

Brands inform your marketing strategy
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Adapting How We Communicate
HELPFUL TIPS

Clarity, Relevance

⃞ Break down message into parts

⃞ Starting with acknowledge the situation and validating   

the feelings of our audience

⃞ Avoid overused phrases like “unprecedented times” and 

“times of uncertainty” (find another way to say it)

Forbes

There’s no way to know how long this

pandemic will last. We need to keep

communicating and operating — and

adapting the ways we do both. This is

what will see us through to the other

side of this crisis, and this is what will

help us come out stronger.
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Crisis PR Strategies

Forecasting and 
Monitoring

Understand the 
Issues

Focus on the 
Essential

Be Honest Learn from 
Every Crisis



Spokesperson response

Proactive damage control

Case escalation

Social media response

Customer feedback collection

C O M M U N I C A T I O N S

Creating a Crisis Communication Plan
OVERVIEW FROM TOURISMRECOVERY.CA

Strategies
1

2

3

4
5

Put people first

Manage concerns

Nurture your 
brand



Communicating with Teams, Stakeholders, and 
Communities During COVID-19

tourismrecovery.ca
McKinsey.com

Give people 
what they 

need, when 
they need it

Communicate 
clearly, simply, 

frequently

Choose 
candor over 

charisma

Revitalize 
resilience

Distil 
meaning 

from chaos

1 2 3 4 5
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Customer Messaging
OVERVIEW FROM TOURISMRECOVERY.CA

⃞ Accept and confront reluctance

⃞ Create advocates among first adopters

⃞ Implement constant reassurance

⃞ Shift focus along with shifting sentiments

⃞ Integrate inspiring messaging with physical distancing

⃞ Be a storyteller

⃞ Differentiate among the clamour for recovery 

⃞ Support public health



tourismrecovery.ca

1

2

3

4

Stay informed

Emphasize safety

Adapt your business

Embrace shoulder season











https://www.youtube.com/channel/UC787o0FyZuD-0pTHnm_utaw

https://www.youtube.com/channel/UC787o0FyZuD-0pTHnm_utaw




Meaningful Communication

METHODS
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1. Clear

2. Concise

3. Concrete

4. Correct

5. Coherent

6. Complete

7. Courteous



OWNED MEDIA

WEB PROPERTIES

PAID MEDIA EARNED MEDIA

ADVERTISING SHARING

Shares
Reports

Reviews
Mentions

Pay Per Check          .
Display Ads        .
Retargeting      .

Paid Influencers    .
Paid Content Promotion  .

Social Media Ads

Website
Mobile Site
Blog Site

Social Media Channels

Propel sharing
and engagement

with paid
promotion

Leverage
owned, earned, 

& paid media for 
a comprehensive 

marketing strategy

SEO and
brand content

drive earned  media
(sharing) & traffic

Gain more exposure
to web properties

with SECO and PPC

Is your business 
digitally ready?





https://www.bdc.ca/en/articles-tools/covid-19/how-to-build-online-marketing-strategy
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⃞ Set up and manage a website 

⃞ Engaging in social media and other online content marketing strategies

⃞ Managing current and potential customer’s 

⃞ Using email marketing tactics

⃞ Work with industry trade partners to distribute product

⃞ Building relationships with other like-minded tourism businesses

⃞ Measure and reviewing marketing effectiveness

Top 7 Marketing Tactics
FOR ALL TOURISM BUSINESSES

tourismschool.com



Forbes
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Five Tips To Stay Afloat
MARKETING YOUR BUSINESS IN THE MIDST OF COVID

1. Reassure Your Customers

2. Get Creative

3. Kick Things Up On Social

4. Build Relationships Virtually

5. Improve Your Online Presence



Meaningful Communication

MEASUREMENT
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Building awareness

Increasing revenues

Attracting new markets/customers

Testing new products to see if there is a demand

…

Impressions

Reach

Clicks

Costs-per-click

Video views

Social engagements/ 
Engagement Rates



Labour Market
Information

Tourism Employment Tracker: Insights 

into COVID-19’s Impact

What’s New

Tourism Facts

Tourism by Federal Riding

2019 Tourism Compensation Study

Census Data: Who Works in Tourism?

Tourism Shortages: Jobs to Fill

Tourism Labour Force Survey

Rapid reSearch Tool

Much more at 

tourismhr.ca



Including Links 

to Government 

of Canada 

Relief Programs



E-newsletter
Every Second Wednesday
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SERIES

WEBINAR



PDF
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2020 Webinar Series
T O U R I S M  R E C O V E R Y

Strategic 
Planning 
for Business 
Continuity

Building 
Strategic 

Community 
Partnerships

Workforce 
Power 
Session

Creating 

New 
Revenue 
Strategies

Adapting 
to New 
Market 
Realities

W E D N E S D AY
OCTOBER 14 

W E D N E S D AY
OCTOBER 28

T U E S D AY
NOVEMBER 10

T U E S D AY
NOVEMBER 24

W E D N E S D AY
DECEMBER 9

2 PM ET



Jim 
Bence

Beth 
Potter

Tracey 
Kalimeris

Keith 
Henry

Susie 
Grynol

Juanita 
Ford

Shannon 
Fontaine

Darlene 
Grant Fiander

Darlene 
Doerksen

Krista 
Bax

Frederic 
Dimanche

Joe 
Baker

Vince 
Accardi

Philip 
Mondor

Thank You
T O U R I S M  H R  C A N A D A  B O A R D  O F  D I R E C T O R S

SHHA TIAO ACCOR ITAC HAC HNL MTEC

TIANS YTEC go2HR TRSHTM, RYERSON OTEC TIAC Tourism HR Canada
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Tour ismHR.ca

Wishing you a safe 
and healthy season.

(Remember, it’s 1 month until Christmas!)

Adapting to
New Market Realities



WASH WEAR WATCH

W
YOUR HANDS A MASK YOUR DISTANCE

Maintain a physical distance 
of at least 2 meters (6 feet) 
between you and others

2M

Thoroughly wash hands 
for at least 20 seconds; 

wash palm and back of hand, 
between fingers, under nails, thumbs

Wash hands before use.
Securely cover the nose, mouth 

and chin without gapping. 
Avoid touching your mask and 

your face.

3 s

tourismrecovery.ca



Tourism HR Canada is a pan-Canadian organization with a mandate aimed at building a

world-leading tourism workforce. Tourism HR Canada facilitates, coordinates, and enables

human resource development activities that support a globally competitive and sustainable

industry and foster the development of a dynamic and resilient workforce.

Tourism HR Canada is your source for current human resources issues and solutions, and

works with the industry to attract, train, and retain valuable tourism professionals by giving

them the tools and resources they need to succeed in their careers and entrepreneurial

endeavours.

Tourism HR Canada
4-71 Bank Street ∙ Ottawa Ontario K1P 5N2

TourismHR.ca
Info@TourismHR.ca


