
In developing these six cultural themes, we 

made a point of ensuring that each theme 

appealed to at least one of the four cultural 

tourism cohorts. What are cultural tourism 

cohorts? We tend to think of cultural tourists  

as a homogenous group, but they are not.  

Not all cultural tourists are alike. 

 

Research by the Canadian Tourism 

Commission has established that four  

cultural tourism cohorts – heritage 

enthusiasts, visual arts enthusiasts, performing  

arts enthusiasts, and wine and culinary enthusiasts, shown here in order of their size – make 

up the larger population of cultural tourists. Each cultural tourism cohort is motivated 

primarily by one cultural enthusiasm or another. 

 

There is a good deal of crossover among the 

four cohorts – for example, many visual arts 

enthusiasts tend also to be wine and culinary 

enthusiasts – nonetheless, most cultural  

tourists tend to belong predominantly to one 

cohort or another. As I said, we made a  

point of ensuring that each of PEI’s cultural 

themes appealed to at least one of these four 

cohorts, as shown here. When we get into the 

nuts and bolts of marketing our destination, 

targeting the cultural cohorts with our 

cultural themes is how we put bums in seats,  

heads in beds, and get cash registers to ring. 

 

Finally, in weaving our tapestry of place,  

we need to understand place interpretation. 

Place interpretation is the art of branding, 

imaging, and messaging as part of the 

marketing campaign to help communicate a 

destination’s cultural character and sense of 

place. It is an art that is rarely seen in 

attractions-based approaches. To return one 

last time to our tapestry analogy, we might  

say that place interpretation is the equivalent of the border in which the entire tapestry is 

enclosed. Place interpretation pulls together and frames the cultural experiences that 

compose our destination into a cohesive whole.  
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The four cultural tourism cohortsThe four cultural tourism cohorts

 Heritage enthusiastsHeritage enthusiasts

 Visual arts enthusiastsVisual arts enthusiasts

 Performing arts enthusiastsPerforming arts enthusiasts

 Wine & culinary enthusiastsWine & culinary enthusiasts
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Targeting the cultural tourism Targeting the cultural tourism 

cohortscohorts

Place interpretationPlace interpretation

 The art of branding, imaging, and messaging to  The art of branding, imaging, and messaging to  

communicate a destinationcommunicate a destination‟‟s cultural character s cultural character 

and sense of placeand sense of place

 A key to effective placeA key to effective place--based marketingbased marketing

 Rarely seen in Rarely seen in attractionsattractions--basedbased approachesapproaches
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An excellent example of place interpretation  

is found in the visitors guide for the Okanagan 

Cultural Corridor – a Tourism BC initiative in 

cultural tourism, that, sadly, is no longer with 

us. In the 2003 – 2004 Corridor visitors guide, 

there is a passage of text that, along with 

corresponding imagery, communicates in an 

exquisite manner the sense of place that is 

unique to the Okanagan Valley. Let me take a 

moment to read the text aloud: 

 

There is a sense of mystery and contradiction in the shimmering desert air. All is not what 

it seems. This sun-drenched landscape reveals wonders as subtle as a tiny desert flower or 

as dramatic as a pendulous golden moonrise over white silt cliffs which seem to pulse and 

glow against the deep blue of sky and lake. The enduring beauty of this fragile area will 

haunt you like a musical motif wafting on a cool breeze. 

 

Extending from Summerland in the north to Osoyoos at the US border, the Corridor’s 

southern reaches are inspired by water, sun and soil. Past, present and future thrive in the 

knowledge and artistry of aboriginal peoples. Museums and heritage sites tell the stories of 

settlers lured by precious metals and the promise of agricultural bounty, and beautifully 

restored testaments to their toil and vision remain. 

 

The seasons take delightful form in gardens, wine and produce. Where better than a 

farmers’ market to engage in the elemental pleasure of biting into a sun-warmed apricot. 

Gardens and vineyards are dramatic here, perched alongside Lake Okanagan, above 

plunging canyons, or sweeping along the famed benchlands. 

 

Soil makes its way into an extravagance of ceramic art and painters fill their canvases with 

imagery from nature. Wherever you go, water, sun and soil will bestow their blessings. 

Tread with care on this precious land. 

 

We’re almost out of time, so we’ll have to  

save a discussion about marketing for another 

day. However, let me say that if we attempt to 

market our tapestry of place in the same way 

that we might market our ski hills, our golf 

courses, or other nature-based experiences, we 

will enjoy limited success. In order to penetrate 

the large and growing cultural tourism 

marketplace, we must understand cultural 

tourists. We must understand who they are.  
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Place interpretation: the Place interpretation: the 

Okanagan Cultural CorridorOkanagan Cultural Corridor

 Well crafted text and   Well crafted text and   

corresponding imagery corresponding imagery 

communicates the communicates the 

destinationdestination‟‟s sense of s sense of 

placeplace
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Marketing a tapestry of placeMarketing a tapestry of place

 Understand cultural tourists: their motivations, Understand cultural tourists: their motivations, 

attitudes, and behavioursattitudes, and behaviours

 Use striking design elementsUse striking design elements

 Appeal to the 5 sensesAppeal to the 5 senses

 Emphasize learning, enrichment, and funEmphasize learning, enrichment, and fun

 Make extensive use of place interpretationMake extensive use of place interpretation
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We must understand their travel motivations, their attitudes, their behaviours. Armed with 

this knowledge, we can then develop a marketing campaign that goes after cultural tourists 

like a laser. To this end, our marketing campaign should feature striking design elements; 

have a strong appeal to the five senses; emphasize learning, enrichment and fun; and as 

I’ve mentioned, make extensive use of place interpretation to frame our tapestry of place 

and communicate its cultural character. 

 

By the year 2020, the combined 

Canadian/U.S. population between the ages 

of 55 and 74 will swell to 83.5 million – a  

36 percent increase from today. This is the 

Canadian/U.S. baby boom, the best- 

educated, most affluent generation in North 

American history. This is a generation that 

enjoys travel and appreciates culture, a 

generation that is expected to remain healthy 

into a later stage of the life cycle than any 

previous generation, a generation that will  

be largely mortgage-free in retirement, and  

a generation that is projected to inherit, by 

some estimates, as much as $10 trillion 

dollars. Boomers are driving the market for 

cultural tourism today, but this is just the 

beginning. As more and more boomers  

retire, they will drive it for years to come.  

       

Culture-consuming boomers are savvy, 

sophisticated travelers who seek learning  

and enrichment. In the ever-more 

competitive world of tourism, I am 

convinced that destinations that embrace holistic, place-based cultural tourism will eclipse 

other destinations that cling to conventional, attractions-based approaches. At the same 

time, evidence is mounting that destinations which embrace place-based cultural tourism 

come to know and value their culture more fully, helping to ensure its preservation and 

stewardship for the benefit of residents and tourists alike.  
 

In sum, through place-based cultural tourism, your city, your town, your region, can realize 

its cultural tourism potential and sustain the sense of place that, collectively, makes our 

communities, and our nation, the home that we treasure.      

 

Thank you. 
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The future of cultural tourismThe future of cultural tourism

 By 2020, 83.5 million By 2020, 83.5 million 

U.S. & Canadian U.S. & Canadian 

boomers from 55 to 74 boomers from 55 to 74 

 Best educated, most Best educated, most 

affluent generation in affluent generation in 

North American historyNorth American history

 Enjoy travel and cultureEnjoy travel and culture
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The future of cultural tourismThe future of cultural tourism

 Boomers healthy to a later Boomers healthy to a later 

stage in the life cyclestage in the life cycle

 Largely mortgage freeLargely mortgage free

 Inheriting up to $10 trillion Inheriting up to $10 trillion 

from their parentsfrom their parents
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