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ABOUT
Welcome to Adventure Marketing. A series of practical reports on relevant marketing 
topics for the adventure industry. This is the second report in the series. To access the 
first report on Instagram Stories, click here.

In this report on offline marketing you’ll find ideas for offline marketing through:

Leveraging your community

Positioning yourself as an expert

Creating memorable marketing 
materials

Finding the right partners

Creating ambassadors out
 of past guests

Bridging online and offline 
marketing

Get creative in recruitment

http://www.adventuretravelnews.com/atta-launches-adventure-marketing-series-with-report-on-instagram-stories


INTRODUCTION
In 2017, much of tourism marketing is done 
online, but the offline marketing channel 
continues to have potential for adventure 
tourism companies. The reality is that most 
successful marketing campaigns find some 
mechanism to bridge the online and offline 
world - driving consumers to website or social 
network pages in order to capture and nurture 
leads through email. However, the starting 
point for a consumer in the ‘dreaming’ phase 
can often begin in the offline world. With that 
in mind, this report looks at a few cost 
effective ways to reach your market offline.
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Podcasts:
Podcast advertising is typically done through 
networks such as Panoply Podcast Network, 
Archer Avenue or Midroll. Some podcasts manage 
their own advertisers, like 99% Invisible. Podcast 
listeners typically listen to ads, as producers try to 
ensure they are engaging, read by hosts or in line 
with the theme and tone of the show. As Adam 
Sachs, CEO of ad network Midroll, told Fast 
Company, "That passive endorsement is really 
powerful."

 The Interactive Advertising Bureau released a 
guide to buying audio ads. Click here to access.

WHAT IS OFFLINE MARKETING?
Offline marketing strategies 
refer to any marketing activity 
not on the Internet. This can 
include podcasts, radio, TV, 
print, marketing collateral, 
guerrilla campaigns or events.



The first question any marketer needs to answer 
is: Who is the target market? Armed with the 
information about the demographics, geographics, 
and psychographics of the ideal customer, 
devising and implementing marketing campaigns 
is much simpler.

A second important consideration is the call to 
action for the consumer: after consumers have 
interacted with your offline marketing material, 
what do you want them to do? Visit your website? 
Call you? Attend an event? Make the next step 
very clear to the consumer, or the lead is 
potentially lost.

WHAT IS NEEDED TO DO OFFLINE 
MARKETING?

ATTA has useful resources for understanding the 
various segments of adventure travelers. This 
graphic is from the Adventure Pulse, which 

segments US based adventure travelers.  Click 
here to access.

http://www.adventuretravel.biz/research/what-kind-of-adventure-traveler-are-you/


CASE STUDY:

  

The Situation: 

Beattie Tartan’s role was to raise the status of Long Beach Lodge Resort as key to the 
area’s vibrant culinary scene by profiling the work of Executive Chef Ian Riddick and his 
restaurant and kitchen team. In 2016, we also had the opportunity to show Chef Riddick’s 
leadership in sustainability with his support of the SurfRider’s “Straws Suck” campaign 
that encouraged all businesses in the resort town to quit using straws in their dining 
facilities and restaurants. More than 40 businesses participated, including all the major 
hotel properties, which were led by Chef Riddick of Long Beach Lodge Resort. 

The Solution: 

Upon the arrival of new Executive Chef Ian Riddick in 2013, Beattie Tartan worked hand-in-
hand with the management and marketing team and Chef Riddick to develop a strategic 
communications plan comprised of stakeholder and community engagement, and media 
relations including a visiting media program and series of milestone and announcement 
media pitches and media releases. Target areas included the short-haul markets of 
Vancouver and Seattle, medium-haul markets of Calgary, Edmonton, and Portland, and 
long-haul markets of Toronto, Ontario, and northern California. Long Beach Lodge Resort 
tied its efforts closely with those of Tourism Tofino and its activation of annual festivals 
such as Feast Tofino, the Tofino Food & Wine Festival, and Oyster Fest.  the small West 
Coast town. 

 

http://WWW.TARTANGROUP.CA


CASE STUDY:

  

The Results: 

• Highlights of coverage: Forbes, Los Angeles Times, The Globe & Mail, Vancouver 
Sun, Conde Nast Traveler, CTV Vancouver, Global Television, and Huffington Post. 

• More than 40 media hosted following the arrival of Chef Riddick 

• 251 articles placed. 146,635,167 earned media circulation. 

• For the Straws Suck campaign specifically, results included Global BC, CBC News, 
the Globe & Mail, Huffington Post, and CTV Vancouver. 

 

http://WWW.TARTANGROUP.CA


Offline Tactics to Increase your 
Marketing Reach



LEVERAGE YOUR COMMUNITY

While the majority of your business may not come from your immediate geographic 
surroundings, the community where you live is a great place to start creating 
ambassadors for your brand. Whether you live and work in an urban or rural setting, 
being an active member of the local business community can generate returns for your 
brand and sales.  A few ways to raise the profile of your business within your community 
are:

➤ DONATE PRIZES: Community events organized by schools or local groups are 
often looking for prizes. A prize does not have to be a fully paid trip to an exotic 
destination, it could be an ‘adventure consultation,’ a discount, or a two for one 
promotion.

➤ HOLD EVENTS: Consider holding a travel talk to invite members of your 
community to learn about a particular destination or a particular theme (family 
travel or solo travel). With some drinks and appetizers, it's a great way to raise 
awareness of adventure travel, your business and various destinations to which 
your community might not have access.



LEVERAGE YOUR COMMUNITY, CONT’D

➤ JOIN A BUSINESS NETWORK: 
Joining a local chamber of commerce, 
CVB, Rotary Group, Lean in Circle or 
other professional organization is a 
way to connect with business leaders 
and discover partnership opportunities 
that you may not have anticipated.

➤ JOIN LOCAL TOURISM 
ASSOCIATIONS: If you aren’t a 
member of your local tourism 
associations you may consider joining. 
If there is not an association that fits 
your particular business in the place 
you live – consider creating one.

https://www.rotary.org/
https://leanincircles.org/


POSITION YOURSELF AS AN EXPERT
Identify a narrow topic that you can speak to with credibility, drawing on your experience in 
the adventure sector. This topic could be directed to inform adventure travel consumers or 
adventure travel professionals.
➤ SPEAK AT CONFERENCES: There is no shortage of conferences in the tourism 

sector both for consumers and for the trade. There are typically presentations, and 
conference organizers solicit speakers through the conference websites. Prior to 
applying to speak, ensure your topic aligns with the overall conference topic. Not all 
conferences can cover airfare and accommodations for speakers, but if the audience is 
relevant to your business, you may consider covering your own travel expenses.

➤ SPEAK AT THE LOCAL UNIVERSITY: Professors of tourism are always seeking 
practitioners to give guest lectures to their students. Reach out to professors in the 
hospitality or tourism program of your local university. This is also a great way to meet 
entry level staff or interns.



POSITION YOURSELF AS AN EXPERT, 
CONTINUED

➤ CONDUCT A PIECE OF RESEARCH: A 
highly effective way to position yourself on a 
certain topic is to conduct some original 
research. As a business owner, you may 
consider online research or surveying your 
own guests. The critical part of having a piece 
of research to effectively position you as an 
expert is the distribution of that research. This 
can be done on LinkedIn, through 
associations and conferences.

Visit the ATTA’s research page for extensive 
research on the adventure sector. 

http://www.adventuretravel.biz/research/ 

http://www.adventuretravel.biz/research/


MEMORABLE MARKETING MATERIALS
Although marketing is increasingly paperless, there are some marketing materials that will 
probably be used for many years to come. When you use printed materials, make them 
delightful and memorable.
➤ BUSINESS CARDS: Creative business cards stand out from the crowd. Some ideas 

of what to put on your business card: image of yourself, image of a destination, 
infographic about your approval rating from your clients. Or consider designing your 
business card to look like a passport, a boarding pass or an airplane. If working in the 
Chinese market, adding a QR code linked to your we-chat is also a good idea.

➤ CAR WRAPPERS AND WINDOW TREATMENTS: Brand your vehicle and advertise 
in your retail windows. Many print shops create creative magnets or stickers for 
windows and vehicles that help create advertisements in spaces that you don’t have to 
pay extra for.

➤ FLYERS AND POSTCARDS: Small print runs can be done cost effectively with digital 
printing and make sure you distribute them in a smart way. For example, if you use 
flyers, consider placing them in relevant businesses that your target audience may 
frequent. Norway partnered with Whole Foods to promote salmon fishing by placing 
flyers at the fish counter.



MEMORABLE MARKETING MATERIALS, 
CONTINUED

➤ BROCHURES:  An eye-catching brochure can be a 
terrific tool for nurturing your leads. This is the piece of 
collateral that prospective clients will take away after a 
meeting and as such it should clearly state your 
differentiators. To keep costs at a minimum when 
producing a brochure, it is important to stay cognizant of 
content, design, and materials:
➤ Content: 

➤ Keep objectives top of mind in the content 
development process. What do you want to 
communicate and what do you want the client to 
do after they read the brochure? Ensure the next 
step is obvious with a clear call to action.

➤ Clearly state what makes you different from 
competitors.

➤ Consider using easy to read, relevant graphics 
like infographics.

G Adventures Brochure

AAA Brochure



MEMORABLE MARKETING MATERIALS, 
CONTINUED

➤ BROCHURES (CONTINUED)
➤ Design:

➤ Know your target market and ensure that images 
selected resonate with their aspirations. 

➤ Consider a format beyond the typical trifold or 
booklet, such as of a paper airplane or accordion 
fold.

➤ Make the brochure worth keeping - if the design 
is truly beautiful or eye catching, your clients are 
more likely to hang on to it.

➤ Instead of hiring a designer, consider using an 
online tool like www.canva.com to design a 
brochure. They have many free templates and an 
easy to use interface.

➤ Materials:
➤ High quality paper can be expensive, but it also 

creates a strong first impression for your brand.  

Turku Treasure Map

Restaurant brochure

http://www.canva.com/


FINDING THE RIGHT PARTNERS
Identifying partners who can help promote your brand to their audience will take your 
message further:
➤ SIMILAR DESTINATIONS OR PRODUCTS: A partnership with a destination or 

product that has the same audience as you but may not be direct competition. For 
example, the DMOs of Niagara Falls and Iguazu Falls partnered on a promotion that 
provided discounted access to both sites within a five year period. This required the 
tourist to buy a package deal.

➤ CREATING THEMATIC TRIPS: A partnership with an affinity group can also open 
up new markets. For example, you may create a special tour for the local mountain 
bike club or boy scout club. You may consider partnering with a yoga studio to 
create a yoga/adventure retreat. The benefit of these types of partnerships is not 
only that they may create a recurring scheduled departure for your company, but 
they might also allow you to send promotional material to their membership over the 
course of the year. 



CREATING AMBASSADORS OUT OF PAST 
GUESTS
The most credible advertising or endorsements come from people we know, so it 
makes sense to help your pasts guests become Ambassadors for your brand. 
 Adventure operators may try to cultivate return clients by:
➤ DIRECT MAIL: Sending out personalized mail such as Christmas cards or 

birthday cards or physical photos of past guests (of their experience on a trip 
with you) on the one year anniversary of their trip. A vineyard in the Douro Valley 
which hosts agri-tourists (who participate in the harvest) sends out a bottle of 
wine from that harvest to past guests on the one year anniversary of the trip.

➤ CLIENT EVENT: Host clients at an event and have them bring their friends with 
them. Invite clients to share photos or videos from their travels that you put 
together for viewing during the event.  



BRIDGING ONLINE AND OFFLINE 
MARKETING

➤ FILM A GUERRILLA MARKETING 
CAMPAIGN: An effective way to raise 
awareness of your brand is to create a live 
guerrilla marketing campaign and film it, later 
uploading it on YouTube. Switzerland's 
Graubunden Tourism created a clever 
campaign targeting commuters in the Zurich 
train station through interactive video stream. 
Commuters could talk to man sitting in the 
mountains of Graubunden who gave them a 
free ticket and invited them to visit his tiny 
mountain town. Click here to see more. 

A screenshot of the Graubunden 
campaign

http://creativity-online.com/work/graubunden-tourism-the-great-escape/42521


BRIDGING ONLINE AND OFFLINE  
MARKETING CONT’D

➤ FACILITATE SHAREABLE MOMENTS: Putting 
props or signage in the physical world that 
compel people to take a photo and share online, 
are great ways for destinations to increase user 
generated content. For their campaign, Montreal 
Moments, the city of Montreal placed giant 
picture frames around the city that people could 
stand in. The idea was to share that photo with 
the hashtag #MontrealMoments. Operators can 
find ways to replicate this tactic on their trips – 
especially at the beginning or end of a trip.

Montreal Moments picture frame on 
the top of Mount Royal



GET CREATIVE IN YOUR RECRUITMENT 
Working in adventure tourism is considered a highly desirable job and many companies 
have leveraged that to create marketing campaigns around their recruitment. Most 
famously, Australia launched ‘Best Job in the World’ in 2007. Adventure Tourism 
companies can create a campaign around finding new employees, whether it includes a 
competition or a creative search process, such as a French pastry company, Michel et 
Augustin did in New York City. The company was seeking a new CEO. Their staff took to 
the subways of New York to talk to people and hand out job descriptions. The stunt was 
filmed and went viral online.  Click here to see more.

“Too many companies focus on 
industry experience when they 
recruit... We can teach people 
about finance. We can't teach 
passion, urgency and a 
willingness to go the extra 
mile.”

- Head of Recruitment at Quicken 
Loans

 

➤ HANDOUT CARDS: Many companies provide ‘handout 
cards’ to their employees. The front of the card may feature 
the company’s logo and the words ‘We’re Hiring!’ and on the 
back text along the lines of ‘Tell them ______ says you’re 
awesome!’ These cards are given out by current employees 
who encounter great service during their day - at the grocery 
store, restaurants etc. This tactic seeks to find people who 
are passionate, but may not necessarily have sector 
experience.  Companies can create these same style of 
‘Ambassador cards’ and hand them out to their guests, who 
can give them to friends.  

http://www.micheletaugustin.com/labananeraie/nousrejoindre.php


GET CREATIVE IN YOUR RECRUITMENT 
CONT’D

➤ Employee Referral Program: Your 
current employees understand best what 
your company culture is like and who will 
fit in well with your team. Consider 
incentivizing your staff to refer their 
network by providing a cash or other 
reward if one of their referrals is hired. 
Many companies provide larger incentives 
after a certain amount of time (say, six 
months) to ensure that quality people are 
referred.

Employee referral program by SAP



THANK YOU TO OUR 2017 RESEARCH 
PARTNER FOR COST EFFECTIVE 
OFFLINE MARKETING TACTICS 

  

About Beattie Tartan

We are 31 years old but you wouldn't know it.

We started out in media relations and today we are one of the world’s most 
successful integrated communications consultancies offering PR, 
advertising, social, creative and digital services.

London is our global HQ and we’ve four offices in Canada including 
Toronto, Victoria, Calgary and Vancouver.  

Looking to the future is what keeps us young. We develop business-
winning strategies, exploit the latest technologies and we’re constantly 
thinking up big ideas to build our clients’ brands and grow sales.

Learn more: www.BeattieTartan.ca

http://WWW.TARTANGROUP.CA
http://www.BeattieTartan.ca


The ATTA’s homepage online at
www.adventuretravel.biz

The adventure travel industry’s 
source of trade news online at
www.adventuretravelnews.com 

The traveler’s guide to nding 
adventure at
www.adventure.travel 

Followed by an 
introduction 

to the 

Find us on Instagram @adventure.travel_ 

ABOUT ATTA
Established in 1990, the Adventure Travel Trade Association (ATTA) 
serves over 1,000 members in 100 countries worldwide. Members 
predominantly include tour operators, tourism boards, specialty agents 
and accommodations with a vested interest in the sustainable 
development of adventure tourism. The ATTA delivers solutions and 
connections that propel members towards their business goals and the 
industry toward a responsible and profitable future. Through its 
regional AdventureConnect and AdventureNEXT events and annual 
Adventure Travel World Summit and AdventureELEVATE trade 
conference, the ATTA excels in professional learning, networking and 
partnering services. With expertise in research, education, adventure 
travel industry news and promotion, members of the ATTA receive 
competitive opportunities that help establish them as leaders in 
adventure tourism.

ABOUT OUR 
RESEARCH
The ATTA strives to produce regular reports that take the pulse of the 
industry through our membership as well as the global travel industry. 
In addition, consumer research studies lend insight into the fast paced 
and changing world of travel and travelers' perceptions of it. At 
adventuretravel.biz, our Research Reports can be located that dive 
deeply into the motivations of adventure travelers, the size of the 
industry, the landscape and health of the industry at large, as well as 
other targeted reports on subjects ranging from Travel Agents to 
adventure travel in specific destinations.

THE ATTA’S WEB PROPERTIES

The HUB is ATTA’s Online Members 
Community at
http://members.adventuretravel.biz


