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Today’s
Topics:

1. What is Brand Purpose?

2. Why does it matter?
3. How does it apply to destinations?

4. Finding your purpose (case study)



What is 
Brand Purpose?



Let’s start by talking 
about what it’s not



social responsibility 
or philanthropy

Brand purpose is not...



an advertising 
campaign

Brand purpose is not...



a financial 
opportunity

Brand purpose is not...



purpose 
driven travel 

(voluntourism)

Brand purpose is not...



So then what is it?



Simply stated, brand 
purpose is a reason to 

exist beyond profit.



It is the moral compass that 
defines why a brand exists; 

which guides decisions on what 
they do and how they do it.





People don’t buy what you 
do, they buy why you do it.





Why does 
purpose matter?



People Want Change

Only 1 in 5 people believe the system is working 
for them, and large majorities express a sense of 

injustice and a desire for change.

A Reflection on Today’s Culture



Consumers want organizations
to be part of the solution

A Reflection on Today’s Culture



2 out of 3 consumers want to purchase 
products and services from companies 

that stand for a purpose that reflects 
their own values and beliefs 

(and will avoid ones that don't).



The pay off for defining, communicating, and 
acting on brand purpose is 2 fold:

Differentiate from 
competitors

Connect with customers 
over shared values







I know what 
you’re thinking…





Not every brand’s purpose 
has to be saving the world







How does this apply 
to destinations?



Around the world, tourism 
destinations are facing the 
challenges of overtourism



On top of that, the industry 
has a differentiation problem



Cities



Mountains



Beaches



Bike Towns



So what is brand purpose 
for destinations?



A reason to exist beyond 
(tourism) profit.



Defining a brand purpose can 
help destinations differentiate 

from competitors…





But this is where things 
get a bit complicated



Stakeholder 
Engagement 
& Alignment

Destination marketers face three core challenges

Differentiation 
& Guest Appeal

Community Support 
& Social License

Tourism Sustainability



Stakeholders Community

Visitors

   Engagement 
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Community 
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Stakeholders Community

Visitors
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Stakeholders Community

Visitors

   Engagement 
and Alignment

Differentiation 
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Community 
Support

Stakeholder 
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Stakeholders Community

Visitors

   Engagement 
and Alignment

Differentiation 
& Appeal

Community 
Support

Recession



Destination 
Purpose

Stakeholders Community

Visitors

   Engagement 
and Alignment

Community 
Support

Differentiation 
& Appeal





Community
A community whose vision is based on the 

conviction that environmental sensitivity and 
economic sustainability can be reconciled



Visitors
To inspire the world to experience the 

mountain lifestyle of Canmore Kananaskis



   Engagement 
and Alignment

Differentiation 
& Appeal

Community 
Support

Stakeholder 
Rebellion

Stakeholders Community

Visitors







Visitors

A peaceful place of 
scientific discovery. 

Cleansing and energising.

Stakeholders

To advocate and promote 
the practice of safe and 
environmentally responsible 
travel to the Antarctic.

Community

Desire to see Antarctica 
& the Southern Ocean - 

valued, protected, 
and understood. 



DESTINATION PURPOSE

To protect a place of scientific 
discovery and one of the most 

unusual and breathtakingly 
beautiful places in the world.



Brand purpose can help with 
over-tourism by appealing to visitors 

that share our values.



“
”

When you book to go to Antarctica, no matter what trip you go 
on, there will be educational presentations. And no, these aren’t 

like the boring lessons that you had at school where you 
struggled to keep one eye open. These are exciting 

presentations by professionals who live and breathe Antarctica. 
These guys and gals have first-hand experience and 

knowledge of the region and you can really tell that they are 
passionate about what they do. Some of the presentations that 

were given on my cruise were about the effect of climate 
change on Antarctica, seabirds, glaciers and icebergs as well as 
an introduction to photography by the on board photographer 
(probably one of the most valuable presentations I have ever 

attended).



Finding your 
Purpose



Case Study



Sun Peaks Bike Park was known by 
core riders for its gnarly steep and 
loose riding, and was consistently 

overshadowed by Whistler.



Sun Peaks Bike Park was known by 
core riders for its gnarly steep and 
loose riding, and was consistently 

overshadowed by Whistler.



How do we broaden the brand appeal 
to a wider variety of riders and families 

to match the investment in beginner 
and intermediate trail building?



WHAT WE DO. The tangible, 
recognizable features and 
attributes of our brand.

HOW WE DO IT. The unique 
way we do things that sets us 
apart in the world.

WHY WE DO IT. Our true 
purpose in the world, our 
reason for being beyond profit.

WHY

HOW

WHAT



Value Laddering
How do you create value in the world?

Finding your Purpose



Self-Expressive Benefit:

BMW: I’m the boss
Volvo: I’m responsible, I’m a protector

Emotional Benefits:

BMW: powerful, excited, in control
Volvo: safe, secure, caring  

Functional Benefits:
BMW: performance, control 
Volvo: safety, comfort, utility

Functional Attributes:

BMW: V6 engine, tuned suspension, aggressive styling
Volvo: AWD, advanced safety features, roomy interior
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Undifferentiated, 
easy to imitate



From (attribute based): To (benefit based):



Self-Expressive Benefit:
Maturity, love of family

Our own little secret
Beyond the industry hype

Emotional Benefits:
Self-progression, accomplishment

Family pride of watching kids progress
Welcoming, unintimidating, 

Sense of belonging 

Functional Benefits:
Riding for mixed groups and  family

Learning and progression opportunities
Un-intimidating experience (vs. Whistler)

Contained village - walkable, family friendly

Functional Attributes:
Trail variety, progression park, alpine trail
Village amenities; shops, restaurants, etc
Welcoming community, lack of crowds
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Brand Archetypes
What role does your brand fulfill?

Finding your Purpose



Renowned 18th century 
psychologist Carl Jung’s 
theorized that all basic human 
motivations can be categorized 
into twelve universal archetypes.

Brand Archetypes



Brand Archetypes

Jung’s archetypes can be applied to brands to help illuminate their 
purpose; one that aligns the values and motivations of their business 
and customers.

INNOCENT With a positive 
and kind spirit, they see the 
good in everything.

SAGE They seek knowledge 
above all else and share it with 
those that surround them.

EXPLORER They want to 
travel the world and experience 
everything it has to offer.

OUTLAW They want revolution 
and are not scared to break the 
rules to achieve it.

MAGICIAN Their skills are 
so wicked that at times they 
might seem supernatural.

HERO They are brave, selfless, 
stand up to the bad guy and defend 
the underdog.

LOVER Idealists that spend the 
time daydreaming not only of 
sensual pleasure, but true love as 
well.

JESTER They are the very 
definition of an hedonist— A 
Jester’s only mission in life: to enjoy 
it.

EVERYMAN Who’s the 
everyman? Well, you look at 
him/her all the time in the mirror.

CREATOR Non-conforming 
by nature, they want to build a 
better world using the tools at 
their disposal.

RULER “Rules them all” won’t 
hesitate to demonstrate why they 
are the leader of the pack

CAREGIVER With a warm aura 
engulfing them, Caregivers 
empathise, help and protect.



All archetypes stem from 
4 basic motivations, and 
have their own unique 
drivers.
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The Mountain Bike Mentor:
Our brand archetype is that of a mentor; 

confident, experienced, highly proficient and 

inspirational, yet humble and relaxed, with a 

generous desire to pass on their skills and passion 

to others who want to learn and grow.

Characteristics:

Passionate & invested | Humble & egoless

Inviting & approachable | Youthful & reliable

Generous & encouraging | Laid-back & low-key

Brand
Personality
The Bike Park brand has its own 
characteristics which share many 
similarities with the parent brand, but 
define the unique places where the 
personality differs slightly.



Bringing it all together



WHAT WE DO. A variety of trails 
and experiences that bring riders of 
all levels together.

HOW WE DO IT. In a welcoming, 
unintimidating environment that 
celebrates progression.

WHY WE DO IT (PURPOSE). 
To bring the sense of discovery, 
confidence and connection that 
mountain biking provides to 
everyone who loves the mountains.

WHY

HOW

WHAT





Workshop:

Digging in to Balancing 
the Message w/ Blake Rowsell
11:10 - 12:00 (Conference Center)



Q&A, discussion… 
anything else?



See you on 
the trails!


