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What is EQ? 

EQ Quiz 

EQ Types 

EQ Profiles 

Using EQ to choose images/write copy 

Prizm 

Examples of application 

How to get further information 

AGENDA 



SESSION OBJECTIVES 

We hope you will leave with an understanding 

of:   

o EQ – what it is 

o The areas of my business it could be applied 

o How others are using it and why you might 

benefit from using it 

o Where to go to get more information 

 

An interest in using EQ 

 



EQ = Explorer Quotient 

 

A way to segment and describe  

your customers – using VALUES 
 

SO WHAT IS “EQ”? 



WHAT MAKES EQ DIFFERENT? 



DEMOGRAPHICS? 



DEMOGRAPHICS? 



EQ – IT’S ONE PIECE OF THE PUZZLE 
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EQ CAN BE APPLIED TO … 



THINK OF A FAVOURITE 

VACATION … 

 

WHAT ADJECTIVES / 

ADVERBS WOULD YOU USE 

TO DESCRIBE HOW YOU 

FELT? 

 

 



IT’S A MATTER OF PERSPECTIVE … 

…DRIVEN BY VALUES 



WHAT ARE 

SOCIAL 

VALUES? 

 A person’s beliefs, their concept of 

/preference for: 

 Orientation towards living & 

existence  

 Desirable modes of conduct 

 Social ideals 
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WHAT ARE THE SOCIAL VALUES? 



TRAVEL VALUES   

Check-List 

Comfort Seekers 

Comparison Travel 

Constant Travel 

Cultural Immersion 

Escape 

Exhibitionism 

Group Travel 

Hobbies 

Hedonistic Rejuvenation 

Historical Travel 

Luxury Travel 

Nature Travel 

Roots Travel 

Reluctant Travel 

Samplers 

Security Concern 

Shared Experience 

Show off Travel 

Unstructured Travel 



TRAVEL VALUES – CULTURAL IMMERSION  

1. I try to learn and use some 
of language spoken by the 
people so I can interact 
with locals in a more 
authentic way. 

2. I like to experience local 
foods, local locations, to 
see local architecture. 

3. I like to put myself in the 
shoes of locals and 
experience what it is like to 
live as they do as closely 
as possible. 

4. I like to leave the beaten 
path and explore places 
most tourists won’t go to. 



TRAVEL VALUES – HEDONISTIC REJUVENATION 

1. I am much more indulgent and 

carefree while on vacation than I am 

at home. 

2. I want to come back from vacation 

feeling relaxed and refreshed. 

3. I want everything to be taken care of 

for me so I can relax and be free to 

enjoy myself. 

4. I want a vacation where I can have all 

the food, drink, massage, romance, 

shopping that I want. 

5. I like to indulge and pamper myself in 

a way that I can’t back home. 

6. I need to be pampered on vacation; I 

want someone to clean up the room, 

bring me my meals, have the wine 

ready, give me a massage. 



EQ TYPES DEFINED USING VALUES 

Travel Values 

Free Spirits 

Social 
Values/Demographics, 

Characteristics & 
Behaviours 

Cultural Explorer 

Social 
Values/Demographics, 

Characteristics & 
Behaviours 

Authentic 
Experiencer 

Social 
Values/Demographics, 

Characteristics & 
Behaviours 



Segments traveller types 

Based on 20-items 

 

 

What’s your EQ type? 

 

 

 

EQ QUIZ 



Take 3 minutes to learn your  

EQ type at: 

 

quiz.canada.travel 
 



THE ORIGINAL 9 EXPLORER TYPES 

Cultural  

Explorer 

Authentic  

Experiencer 

Personal  

History  

Explorer 

Cultural  

History  

Buff 

Rejuvenator 

Gentle  

Explorer 

Virtual  

Traveller 

No Hassle  

Traveller 

Free  

Spirit 



FREE SPIRIT 

 Highly social 

 

 Open-minded  

 

 Experimental and 

adventurous  

 

 Love high-end 

hedonistic 

experiences 



CULTURAL EXPLORER 

 Constant travellers 

 

 Love to get immersed 

in local culture, people 

and settings 

 



AUTHENTIC EXPERIENCER 

 Understated  travellers 

 

 Looking for authentic, 

tangible engagement 

with destinations 

 

 High on historical 

travel 

 



PERSONAL HISTORY EXPLORER 

 Getting in touch with 

their roots 

 

 Travel in style, comfort 

and security 

 



CULTURAL HISTORY BUFF 

 Travel to further 

research their 

hobbies/interests 

 

 Culture & history are 

their main interest 

 



GENTLE EXPLORER 

 Reluctant traveller 

 

 Demand luxury and 

comfort when they 

travel 

 

 There’s no place like 

home 

 



NO HASSLE TRAVELLER 

 Cautious, dutiful, 

reserved 

 

 Seek secure group 

travel 

 

 Want to escape from 

the duties and 

obligations of life 

 



VIRTUAL TRAVELLER 

 Reluctant travellers 

 

 Want comfort and 

security when 

travelling 

 



REJUVENATORS 

 Family-oriented 

 

 Travel to escape 

 

 Love to indulge, get 

pampered 

 



THE ORIGINAL 9 – GROUP INTO 4 SEGMENTS 

Free  

Spirit 

Cultural  

Explorer 

Authentic  

Experiencer 

Personal  

History  

Explorer 

Cultural  

History  

Buff 

Rejuvenator 

Gentle  

Explorer 

Virtual  

Traveller 

No Hassle  

Traveller 

Familiarity Seekers Escapists Learners Enthusiastic 

indulgers 



NEW MARKETS = 4 NEW TYPES 

Free  

Spirit 

Cultural  

Explorer 

Authentic  

Experiencer 

Personal  

History  

Explorer 

Cultural  

History  

Buff 

Rejuvenator 

Gentle  

Explorer 

Virtual  

Traveller 

No Hassle  

Traveller 

Familiarity Seekers Escapists Learners Enthusiastic 

indulgers 

+ Social 

Samplers 

+ Escape 

Artists & 

Aspiring 

Escapists 

+ Group Tourists 



EQ SEGMENTS 

Enthusiastic 
Indulgers 

(15%) 

Free Spirits    
(13%) 

Social Samplers 
(2%) 

Learners 
(35%) 

Cultural Explorers 
(12%) 

Authentic 
Experiencers (9%) 

Personal History 
Explorers (9%) 

Cultural History 
Buffs (6%) 

Familiarity 
Seekers  
(42%) 

Virtual Travellers 
(11%) 

No Hassle 
Travellers (9%) 

Gentle Explorers 
(17%) 

Group Tourists 
(5%) 

Escapists  
(8%) 

Rejuvenators   
(6%) 

Escape Artists 
(1%) 

Aspiring Escapists  

(20% of Chinese 
Market) 

All percentages are of the global market 



EQ TYPES OF BC TRAVELLERS 

British 

Columbia 
Alberta California Germany 

Authentic 

Experiencers 
15% 11% 16% 13% 

Cultural 

Explorers 
10% 12% 12% 17% 

Free Spirits 17% 20% 26% ---- 

Gentle 

Explorers 
37% 39% 30% ---- 

Group Tourists  (13%) 



UNDERSTANDING VALUES 

1. Describe what you see. 

2. What feelings does the 

ad evoke? 

3. What type of 

experience does it 

promise? 

4. What social values 

does it appeal to? 

5. What travel values 

does it appeal to? 



Profiles 

Reports 

Values 

Case Studies  

Resources 

Data 

EQ INFORMATION AVAILABLE 



INSIDE THE EQ PROFILES 

29     EQ® Profiles

Canada

Authentic Experiencers

12% of Canadian Market

Authentic Experiencers are typically understated travellers looking for authentic, tangible 

engagement with destinations they seek, with a particular interest in understanding the 

history of the places they visit.

Social Values
Travel Values

© 2012 Canadian Tourism Commission  

Demographics

51% 49%

Education: Higher than average

Employment: FT, higher than avg. are 

retired

Household Income: Average

Age:

51%

31%

18%

55+

35-54

18-34

Mature

40%

Young

no kids

13%

Middle-

aged no 

kids at 

home

28%

Families

19%

Lifestage

Top defining Values

Personal Control: They are focused on 

maintaining control and autonomy in their 

lives.  Many are retired, with time to do the 

things they want to do. 

Financial Security: They feel optimistic about 

their financial future; more so than global AE’s.

Cultural Sampling: They show a tendency to 

incorporate foreign cultures into their lives, like 

going to an Inuit art gallery or dining at a Thai 

restaurant.

Importance of Spontaneity: They enjoy the 

unexpected in life  - they welcome and 

appreciate surprises.

Ecological Concern: They are concerned 

about the health of the planet and what that 

means to future generations. 

Bottom defining Values

Importance of Aesthetics: With a more 

functional and pragmatic approach to life they 

are unlikely to be swayed by beauty or 

appearance.

Joy of Consumption: Although they are 

relatively affluent and confident financially, 

they are not avid shoppers, deriving little 

enjoyment from the act of consumption

An Authentic Experiencer will seek: 

Historic Travel: They love to learn about and 

absorb themselves in the history and culture of 

the places they visit.   They will research 

before they leave and take their time in historic 

sites and museums.

An Authentic Experiencer will avoid: 

Comfort Seekers: This EQ type does not shy 

away from living like the locals do.  This is 

more important than staying somewhere with 

the comforts of home.  

Luxury Travel: They are unlikely to seek out 

luxury amenities or gourmet experiences.

Group Travel: They prefer to do their own 

thing.

Escape: Travel is not about escape from the 

day to day, they need not disconnect in order 

to relax. 

Hedonistic Rejuvenation:  They are unlikely 

to be carefree and indulgent when traveling –

their focus is on learning

averages refer to 

market  total



Canada 

Authentic Experiencer 
12% of Canadian Market 

29     EQ® Profiles

Canada

Authentic Experiencers
12% of Canadian Market

Authentic Experiencers are typically understated travellers looking for authentic, tangible 

engagement with destinations they seek, with a particular interest in understanding the 
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Demographics

51% 49%

Education: Higher than average

Employment: FT, higher than avg. are 

retired

Household Income: Average

Age:

51%

31%

18%

55+

35-54

18-34

Mature
40%

Young
no kids

13%

Middle-
aged no 
kids at 
home
28%
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19%

Lifestage

Top defining Values

Personal Control: They are focused on 

maintaining control and autonomy in their 

lives.  Many are retired, with time to do the 

things they want to do. 

Financial Security: They feel optimistic about 

their financial future; more so than global AE’s.

Cultural Sampling: They show a tendency to 

incorporate foreign cultures into their lives, like 

going to an Inuit art gallery or dining at a Thai 

restaurant.

Importance of Spontaneity: They enjoy the 

unexpected in life  - they welcome and 

appreciate surprises.

Ecological Concern: They are concerned 

about the health of the planet and what that 

means to future generations. 

Bottom defining Values

Importance of Aesthetics: With a more 

functional and pragmatic approach to life they 

are unlikely to be swayed by beauty or 

appearance.

Joy of Consumption: Although they are 

relatively affluent and confident financially, 

they are not avid shoppers, deriving little 

enjoyment from the act of consumption

An Authentic Experiencer will seek: 

Historic Travel: They love to learn about and 

absorb themselves in the history and culture of 

the places they visit.   They will research 

before they leave and take their time in historic 

sites and museums.

An Authentic Experiencer will avoid: 

Comfort Seekers: This EQ type does not shy 

away from living like the locals do.  This is 

more important than staying somewhere with 

the comforts of home.  

Luxury Travel: They are unlikely to seek out 

luxury amenities or gourmet experiences.

Group Travel: They prefer to do their own 

thing.

Escape: Travel is not about escape from the 

day to day, they need not disconnect in order 

to relax. 

Hedonistic Rejuvenation:  They are unlikely 

to be carefree and indulgent when traveling –

their focus is on learning

averages refer to 

market  total
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absorb themselves in the history and culture of 

the places they visit.   They will research 

before they leave and take their time in historic 

sites and museums.

An Authentic Experiencer will avoid: 

Comfort Seekers: This EQ type does not shy 

away from living like the locals do.  This is 

more important than staying somewhere with 

the comforts of home.  

Luxury Travel: They are unlikely to seek out 

luxury amenities or gourmet experiences.

Group Travel: They prefer to do their own 

thing.

Escape: Travel is not about escape from the 

day to day, they need not disconnect in order 

to relax. 

Hedonistic Rejuvenation:  They are unlikely 

to be carefree and indulgent when traveling –

their focus is on learning

averages refer to 

market  total
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Authentic Experiencers
12% of Canadian Market

Authentic Experiencers are typically understated travellers looking for authentic, tangible 

engagement with destinations they seek, with a particular interest in understanding the 

history of the places they visit.

Social Values Travel Values

© 2012 Canadian Tourism Commission  

Demographics

51% 49%

Education: Higher than average

Employment: FT, higher than avg. are 

retired

Household Income: Average

Age:

51%

31%

18%

55+

35-54

18-34

Mature
40%

Young
no kids

13%

Middle-
aged no 
kids at 
home
28%

Families
19%

Lifestage

Top defining Values

Personal Control: They are focused on 

maintaining control and autonomy in their 

lives.  Many are retired, with time to do the 

things they want to do. 

Financial Security: They feel optimistic about 

their financial future; more so than global AE’s.

Cultural Sampling: They show a tendency to 

incorporate foreign cultures into their lives, like 

going to an Inuit art gallery or dining at a Thai 

restaurant.

Importance of Spontaneity: They enjoy the 

unexpected in life  - they welcome and 

appreciate surprises.

Ecological Concern: They are concerned 

about the health of the planet and what that 

means to future generations. 

Bottom defining Values

Importance of Aesthetics: With a more 

functional and pragmatic approach to life they 

are unlikely to be swayed by beauty or 

appearance.

Joy of Consumption: Although they are 

relatively affluent and confident financially, 

they are not avid shoppers, deriving little 

enjoyment from the act of consumption

An Authentic Experiencer will seek: 

Historic Travel: They love to learn about and 

absorb themselves in the history and culture of 

the places they visit.   They will research 

before they leave and take their time in historic 

sites and museums.

An Authentic Experiencer will avoid: 

Comfort Seekers: This EQ type does not shy 

away from living like the locals do.  This is 

more important than staying somewhere with 

the comforts of home.  

Luxury Travel: They are unlikely to seek out 

luxury amenities or gourmet experiences.

Group Travel: They prefer to do their own 

thing.

Escape: Travel is not about escape from the 

day to day, they need not disconnect in order 

to relax. 

Hedonistic Rejuvenation:  They are unlikely 

to be carefree and indulgent when traveling –

their focus is on learning

averages refer to 

market  total
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Canada

Authentic Experiencers
12% of Canadian Market

Authentic Experiencers are typically understated travellers looking for authentic, tangible 

engagement with destinations they seek, with a particular interest in understanding the 

history of the places they visit.

Social Values Travel Values
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Demographics

51% 49%

Education: Higher than average

Employment: FT, higher than avg. are 

retired

Household Income: Average

Age:

51%

31%

18%

55+

35-54

18-34

Mature
40%

Young
no kids

13%

Middle-
aged no 
kids at 
home
28%

Families
19%

Lifestage

Top defining Values

Personal Control: They are focused on 

maintaining control and autonomy in their 

lives.  Many are retired, with time to do the 

things they want to do. 

Financial Security: They feel optimistic about 

their financial future; more so than global AE’s.

Cultural Sampling: They show a tendency to 

incorporate foreign cultures into their lives, like 

going to an Inuit art gallery or dining at a Thai 

restaurant.

Importance of Spontaneity: They enjoy the 

unexpected in life  - they welcome and 

appreciate surprises.

Ecological Concern: They are concerned 

about the health of the planet and what that 

means to future generations. 

Bottom defining Values

Importance of Aesthetics: With a more 

functional and pragmatic approach to life they 

are unlikely to be swayed by beauty or 

appearance.

Joy of Consumption: Although they are 

relatively affluent and confident financially, 

they are not avid shoppers, deriving little 

enjoyment from the act of consumption

An Authentic Experiencer will seek: 

Historic Travel: They love to learn about and 

absorb themselves in the history and culture of 

the places they visit.   They will research 

before they leave and take their time in historic 

sites and museums.

An Authentic Experiencer will avoid: 

Comfort Seekers: This EQ type does not shy 

away from living like the locals do.  This is 

more important than staying somewhere with 

the comforts of home.  

Luxury Travel: They are unlikely to seek out 

luxury amenities or gourmet experiences.

Group Travel: They prefer to do their own 

thing.

Escape: Travel is not about escape from the 

day to day, they need not disconnect in order 

to relax. 

Hedonistic Rejuvenation:  They are unlikely 

to be carefree and indulgent when traveling –

their focus is on learning

averages refer to 

market  total
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Canada

Authentic Experiencers
12% of Canadian Market

Authentic Experiencers are typically understated travellers looking for authentic, tangible 

engagement with destinations they seek, with a particular interest in understanding the 

history of the places they visit.

Social Values Travel Values

© 2012 Canadian Tourism Commission  

Demographics

51% 49%

Education: Higher than average

Employment: FT, higher than avg. are 

retired

Household Income: Average

Age:

51%

31%

18%

55+

35-54

18-34

Mature
40%

Young
no kids

13%

Middle-
aged no 
kids at 
home
28%

Families
19%

Lifestage

Top defining Values

Personal Control: They are focused on 

maintaining control and autonomy in their 

lives.  Many are retired, with time to do the 

things they want to do. 

Financial Security: They feel optimistic about 

their financial future; more so than global AE’s.

Cultural Sampling: They show a tendency to 

incorporate foreign cultures into their lives, like 

going to an Inuit art gallery or dining at a Thai 

restaurant.

Importance of Spontaneity: They enjoy the 

unexpected in life  - they welcome and 

appreciate surprises.

Ecological Concern: They are concerned 

about the health of the planet and what that 

means to future generations. 

Bottom defining Values

Importance of Aesthetics: With a more 

functional and pragmatic approach to life they 

are unlikely to be swayed by beauty or 

appearance.

Joy of Consumption: Although they are 

relatively affluent and confident financially, 

they are not avid shoppers, deriving little 

enjoyment from the act of consumption

An Authentic Experiencer will seek: 

Historic Travel: They love to learn about and 

absorb themselves in the history and culture of 

the places they visit.   They will research 

before they leave and take their time in historic 

sites and museums.

An Authentic Experiencer will avoid: 

Comfort Seekers: This EQ type does not shy 

away from living like the locals do.  This is 

more important than staying somewhere with 

the comforts of home.  

Luxury Travel: They are unlikely to seek out 

luxury amenities or gourmet experiences.

Group Travel: They prefer to do their own 

thing.

Escape: Travel is not about escape from the 

day to day, they need not disconnect in order 

to relax. 

Hedonistic Rejuvenation:  They are unlikely 

to be carefree and indulgent when traveling –

their focus is on learning

averages refer to 

market  total



EXERCISE – UNDERSTANDING VALUES 

Based on your assigned EQ Type: 

1. Use page one of the Profile for 

the Type to learn all about its 

demographics, social and 

travel values 

2. Choose the advertisement that 

best speaks to the assigned 

EQ type 

3. Write down any key words, 

phrases and visual cues that 

are used to communicate to 

this EQ type. 

4. Is there anything about the ad 

that would not appeal to this 

EQ type? How might you 

change the ad? 

 

Tools you will need 

1. EQ Profiles: Canada 

2. Social Values Glossary 

3. Travel Values Glossary 

4. Sample Advertisements 









EXPERIENCE APPEAL & TRAVEL BEHAVIOURS 

Change to DBC Pic 

Activities: 

 Most/least interested in 

 

Last Trip: 

 Party composition and size 

 Duration of trip 

 Spend 

 

Top 3 Sources for Trip 
Planning: 

 Peer-to-Peer 

 Websites 

 Traditional Travel Advertising 

 Media Relations/Unpaid Media 



PAGE 2 OF THE EQ PROFILES 



1. Nature Observation Activities  (11) 

2. Outdoor/Nature Sports or Activities (15) 

3. Winter Outdoor Activities (6) 

4. Water-Based Outdoor Activities (8) 

5. Shopping, Dining & Other Food Related Activities (11) 

6. Accommodation-Related Activities (12) 

7. Hands-On Learning Activities (7) 

8. Cruises and Touring (9) 

9. Sightseeing Activities (12) 

10. Exhibits, Architecture, Historic Sites/Buildings & Museums (8) 

11. Festivals, Events & Spectator Sports (11) 

12. Entertainment, Performing Arts & Amusement Parks (7) 

ACTIVITIES / EXPERIENCE GROUPS 



Activity data indicates WHAT they 

want to do when on a vacation –  

 

Values data provides an indicator of 

HOW they want to approach the 

activity. 

 



CAMPING 

What 
experience 

do you 
picture? 



WHALE WATCHING 

What 
experience 

do you 
picture? 



USING EQ TO CHOOSE 

IMAGES AND WRITE COPY 



 

Primary audience: 

Authentic Experiencers and Cultural Explorers 

 

Secondary audience: 

Free Spirits 

DBC TARGET EQ AUDIENCE  



 Personal development & learning – not escape 

 Love to learn and immerse themselves in – nature, 

history & modern culture 

 Spontaneous & authentic experiential approach – 

connect with locals, explore small towns, go off the 

beaten track 

 Freedom to do their own thing and blend with the locals 

– open to small group experiences, especially if 

immersive 

 All within the context of Nature - Wilderness 

COMMON ELEMENTS OF THE PRIMARY AUDIENCE 



CULTURAL 

EXPLORER 



AUTHENTIC 

EXPERIENCER 



FREE 

SPIRIT 



ENGAGING WORDS AND PHRASES 

Authentic 
Experiencer 

Cultural Explorer Free Spirit 

explore, discover  connect dare yourself 

just you & the 
whales 

you & your 
Friends 

with friends old & 
new 

learn  learn  express 

accomplish immerse see 



ENHANCING EQ WITH 

PRIZM 



PRIZM – A DATA TRANSLATOR 

PRIZM LINKS  

 Primary Research & 

Visitors 

 Standard & Custom 

Geography 

 Lifestyle & Media 

Preferences 

 



EQ & PRIZM – MAKE FOR A STRONGER TOOL 

Personalized 
targeting 

Linked to  
all postal/zip codes  

Reaching target 
audiences 

Measurable, data 
driven results 

Integrating EQ and PRIZM offers four key enhancements  

68 Clusters 

Demographics, 
Attitudes & a 

range of Lifestyle 
Characteristics using 
multiple data sources 

9 Segments 

Travel Specific 
Characteristics & 

Behaviours 

Six Digit  

Postal Code 

Zip+4  



BUILDING ON THE 

EXPERIENCE OF OTHERS 



DEVELOP VISITOR EXPERIENCES – AE 

Description of an Authentic Experiencer 

Description of the general experience: 

“you can still smell the sea” 

“discover” 

“at your own pace” 

“time with a fisherman and watch him build his skiff” 

Specific itinerary 

elements for an AE: 

Historic Walking Tour of 

Steveston 

Farmers Market – “Join 

the locals” 

Skiff Building – “Learn the 

craft of boatmanship first 

hand from Joe” 

Canning Line Tour – “Try 

your hand” “learn how”  



DEVELOP VISITOR EXPERIENCES – AE v FS 

Specific itinerary elements for an Authentic 

Experiencer: 

Historic Walking Tour of Steveston 

Canning Line Demonstration – “realize how skilled” 

Farmers Market – “Join the locals” 

Skiff Building – “Learn the craft of boatmanship first 

hand from Joe” 

Canning Line Tour – “Try your hand” “learn how”  

Specific itinerary elements for a Free Spirit: 

Whale Watching – “see plenty of orcas …” 

Personal Souvenir Can – “to take home” 

Music Nights – “meet new friends” 

Steveston Village – “rent a bike and unleash your 

sense of outdoor adventure” “shop your heart out” 

Farmers market – “shop” 



HERITAGE PARK – COPY & IMAGERY  

Using EQ in order to increase market share 
 

1. Quiz to identify who coming  

2. Review what offering to attract those groups 

3. Review imagery & copy with new lens 

“EQ is a big 

program… it can 

feel overwhelming 

… it doesn’t mean 

you have to do it 

all at once … just 

need to start” 
 

 – Sandra Kam 

 



TOURISM NEW BRUNSWICK – WEBSITE  REDESIGN 



TOURISM NEW BRUNSWICK – WEBSITE  REDESIGN 



TOURISM NEW BRUNSWICK – WEBSITE  REDESIGN 



PARKSVILLE – PERSONALIZED WEB CONTENT 



PARKSVILLE – PERSONALIZED WEB CONTENT 



TOTA – DEVELOPED EXPERIENCE THEMES  

• Traveller Types 

o Free Spirits 

o Cultural Explorers 

o Authentic Experiencers 

o Rejuvenators 

• Themes 

o Sample Our Local Flavour 

o Cultural Heritage 

o Sharpen Your Skills 

o Restore Your Balance 

o Retail Therapy 

o Experience Our Adventure 

 



WATERMARK RESORT / EVANGELISTS & PARTNERS 

“Our packages now include 

all sorts of partners. We 

promote them at the same 

time we promote our 

property. For example, by 

partnering with Covert 

Farms, we are able to 

enhance our visitors’ stay by 

providing more enticing 

reasons to engage in the 

destination.”  
   

  – Ingrid Jarrett,  

     VP Business Development 



NEXT STEPS 



EQ TOOLS 

http://www.destinationbc.ca/Resources/Explorer-Quotient.aspx 



EQ ACCESS 

Tourism businesses and organizations can gain access to EQ material by 

following these 3 steps: 

 

1. Contact Destination BC at TourismResearch@DestinationBC.ca  to 

express interest in signing up as an EQ sub-licensee and provide the 

name of a contact person and contact information for your organization. 

 

2. Destination BC, upon confirming your organization’s eligibility, will provide 

the contact information to Destination Canada. 

 

3. Destination Canada will then provide your organization with a password to 

the EQ library and instructions on how to install the EQ quiz on your 

organization’s website, if so desired.  

mailto:tourismresearch@DestinationBC.ca


BRAND TOOLS 

 

 

 

 

www.destinationbc.ca/Resources/british-columbia-tourism-brand.aspx 



Q&A 
 

Destination BC 

Research, Planning & Evaluation 

tourismresearch@destinationbc.ca 

www.destinationbc.ca 


