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Drive visitation to Prince Edward Island with two 
success measures:

1. Unique requests for visitation guides via their call 
center or online order forms

2. Overnight stays - direct booking of 
accommodations and packages on tourismpei.com 
booking engine

Within the purchase cycle 
there needs to be a 

strong emphasis on the 
Consideration and 
Purchase phase
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Align budget allocation of channel to support 
consideration and purchase tactic
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$1,025,000
$512,500

$307,500

$205,000



Focus on 
landscapes/ golf/ 
culinary with strong 
call to action

Focus on 
landscapes/ golf/ 
culinary with strong 
call to action

Focus on Education of 
Brand , highlighting 
benefits with strong 
call to action

Focus is on specific 
events / weekends 
with strong call to 
action
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• Branding is about finding a point of differentiation between 
you and your competition.

Branding…



• Creative is about finding a compelling way to deliver your 
brand promise. 

• Creative is about promising a specific travel experience to a  
visitor.

. 

Creative…



• Be Ownable - a territory that we can call ours and defend.

• Communicate the Promise – deliver the experience in a 
compelling & relevant way.

• Evoke Emotion - needs to the leave audience with the thought “I 
want to be there”.

• An Invitation - invite our audience to come and experience  it for 
themselves.

Creative must…



Print Ad 3 – Culinary 











A network of REAL PEOPLE on and off 
Island who act as “digital brand 
ambassadors” each playing a unique 
role by sharing real stories and real PEI 
experiences to engage communities 
interested (or with the potential to be 
interested in) visiting PEI.

They represent the authentic voice of 
PEI friendly, warm, welcoming … and 
they engage with online communities 
giving PEI’s target visitors access to the 
personalized information and offers 
they need to not only to be inspired to 
go to PEI but to actually book their 
next trip. 



1.Community Manager 
Internal PEI Employee

2.Regional Ambassadors 
Mosaic

3.Island Guides 
PEI Employees

4.Experts & Celebrities

5.You





BE AUTHENTIC
It’s all about people, real people

BE RELEVANT
Talk about topics at hand

DELIVER CONTENT
What’s in it for me?

BE TIMELY
Facebook, Twitter is now now now

MESSAGING

Long Haul - Testimonial, relatable, aspirational storytelling to generate 
interest in planning a trip (longer lead times) around a specific interest or 
experience

Short Haul - Become a reliable local expert with offers that inspire more 
trips (planned and spontaneous) with shorter leads times



HOW CAN PEI GARNER 

100x 

MORE BENEFIT 

FROM ITS 

SOCIAL MEDIA STRATEGY?



Social Media is all about building authentic, real, and mutually rewarding 
relationships with your consumers.  Done well, your consumers will become 
advocates, generating free awareness for your establishment

•Your brand isn’t what you think it is, its what Google says it is.

•Ensuring authentic connections, and extending experiences for deeper value

•Facebook and Twitter can be a great way to maintain loose relationships 
with your audience for very low set-up cost



Why Social Media?

*Over 40% of Facebook users seek out coupons or deals on the site

*Social media builds direct relationships with potential guests of the 
Island

*Turns guest into mini Island ambassadors

*Finally: 78% of consumers trust recommendations from friends 
posted on social networks, vs  only 14% trust for advertising





• Ongoing, Annual PR Initiatives

• Proactive media relations calendar for outreach

• Develop customize PR plans around PEI Bound and 
Secret Island Initiatives





Digital Hub – Cyberpresse 
• Information portal for reporters and consumers
• Digital take over

Culinary à la PEI
• Local kitchen parties with media and private citizens
• Truly unique flavours of PEI

Nano Golf Challenge
• Engagement with media partners



•FLORIDA/NEW YORK

GOLF PARTNERS 

•NEW YORK 

Brand, Culinary, Culture



•Continue to leverage interest 
in Regis & Kelly

•Use specific ‘story’/subject 
matter to build

•Look for new opportunities 
to partner, gain new mention









•Consumer facing placement 
of products, services

•Easily updated

•Allows for a seamlessly 
integrated relationship 
between the offer base and 
the consumer


