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Define and build on your destination’s “story,’
project a consistent message across all
channels

Profile local champions — governments are
often reluctant to do this, but in new
destinations it is very useful
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Think Non-
Traditional

Mass consumer focus no longer sufficient

Work with partners who understand the
adventure traveler

Look for creativity in approach- today’s high end
customers are not massing ANYWHERE

For the cost of 4 ads in a major magazine, you
could potentially run multiple other programs that
have high impact; do a mix of ads and other
programs

Examples- Montana/Orvis, ATTA programs like
Summit, Outdoor Retailer, PR (GoreTex and
Norway, Brazil, etc.) Adventure.Travel, etc...
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Post Your News:
www.adventuretravelnews.com

Meet Other People in the Industry:
www.adventuretravel.biz/ Members Only

LEARN

Conservation Issues
http://www.conservation.org/publications/Pages/

default.aspx

Outdoor Industry Association
www.outdoorindustry.org

Free Market Research
http://www.xolaconsulting.com/industry-research.php
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Good Practice Guides
http://adventuretravel.biz/attadocs/\Webinars/

cl best practices.zip

Adventure Tourism Development Index
www.adventureindex.travel

Basic Guidelines for Adventure Product
Development:
http://www.xolaconsulting.com/adventure-
tourism-product-development-quidelines.php
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Thank You!

For more information contact
Shannon Stowell
Shannon@adventuretravel.biz

Christina Heyniger
Christina@xolaconsulting.com
202-297-2206




