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Overarching objective for this session 
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To consider the elements that will support the  
model for product and experience development 
along the Western Silk Road, informed by 
consumer needs, international tourism trends and 
information and support the distinctive Silk Road 
brandby offering  compelling and relevant 
propositions that can support growth and secure 
the future for all involved  
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²Ƙŀǘ ǿŜΩǊŜ ƎƻƛƴƎ ǘƻ Řƻ ǘƘƛǎ afternoon...

Consider the shift from product to experience 
development

Share some learning and insights 

Explore the elements that need attention 

Identify the priorities and quick wins that may build 
reputation for the Western Silk Road with consumers 
and stakeholders  
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SHIFT FROM PRODUCTDEVELOPMENT ...
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Global is the 
reference

The Truth: Cheap flights and 
globalisation have reduced the size 
of the globe for travellers. 

So What: Destination brands are 
not competing locally but globally 

The Silk Road  is on a global 
ǊŜŦŜǊŜƴŎŜ ŎƻƳǇŜǘƛǘƛǾŜ ǎŜǘΧ !ƴŘ 
has so much more potential ! 
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¢ƘŜ ǘƻǇ Ǝƭƻōŀƭ ΨƳǳǎǘ 
ŘƻΩ ŜȄǇŜǊƛŜƴŎŜǎ ŀǊŜ 
world famous iconic 
experience brands

Source: Advertiser.com- Top 10 list of must do travel experiences- 2014



The Planning Agency

1.They are all 
experiences.

2.They have 
become brands
that people want 
to do and share.

The learning
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Experiences Matter  

òA Tourism Product 
is what you buy ... 

A Tourism 
Experienceis what 
you rememberó
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People value Experiences

Research shows that people who travel want more out 
of life and their time away.

They do not want to simply see things; they want to be 
engaged and to feel immersed  while travelling. 

Marketing tourism experiences vs. selling products is 
key to competing on a global stage.
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Brandingthe 
experience makes 
it a destination 

The Planning Agency
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An Experiential Brand is 
the convergence of people, 

place and culture

The Planning Agency

It is the alchemy of the 
people, the culture and the 
geography that creates a 
truly unique and long lasting 
experience

Oneõs destination is never a 
place, but a new way of 
seeing things.ó ðHenry Miller



Branding the experience 
creates an emotional 

connection that is sharable 
and enduring

The Planning Agency

PULL:
Experiential tourism draws people in to the 
local nature, culture and historyςƛǘΩǎ ŀōƻǳǘ ǘƘŜ 
story of the place and its people

UNIQUE & STRONG MEANING:
It creates a very personal, unique and 
individual experience for each visitor
People create meaning through this direct 
experience.

SHARE:
This meaning creates long and lasting 
impressions and shareable memories which 
contributes to the successful development of 
the Brand Experience
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Experience Economy  

Experience

Service 

Product 

Destination asset 

Differentiated

Undifferentiated Low 
Value

High 
Value

Contemporary
Tourism 
Context
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LǊŜƭŀƴŘΩǎ ¢ƻǳǊƛǎƳ 
aŀǇ  ΧΦΦ
ÅSignificant decrease in 

international visitors 
since 2007
ÅDecrease in 

international air access
ÅOver reliance on 

domestic market and 
subsequently impact of 
economic downturn
ÅShort season in 

peripheral locations



Rules of Successful Experiential Brands 

From Strategy to Action

ÅSegmentation of target consumers

ÅBranding

ÅProduct and experience

ÅIndustry and trade engagement

ÅDistribution and access.
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The Experience Development Framework 
ƛƴŦƻǊƳƛƴƎ LǊŜƭŀƴŘΩǎ ǎǘǊŀǘŜƎȅ  

Brand Ireland ςOur unique international tourism identity that promises 
visitors  spontaneous and engaging experiences. Tourism Brand Ireland 
comprises five pillars

Key Propositions ςA key proposition has the potential to stand out in the 
international marketplace. Ireland has 3 key propositions: The Wild 
Atlantic Way, Dublin Now and South & East.

Themes/Stories ςUnique and authentic themes and stories that bring 
the proposition to life for consumers.

Signature Experiences ςiconic experiences of sufficient scale to deliver 
on the  Proposition promise and serve as a motivator for international 
visitors. Generally, though not always, they comprise a combination of 
experiences that can be story-based, thematic or geographical.

Supporting experiences ςtourism products (e.g. activities, attractions,
restaurants) that also deliver on the proposition promise. Individually
however, not motivators for international visitors, but vital to ensuring a 
complete visitor experience.

Experiences Components ςAn experience requires the four components 
to be successful.



Rules of Successful Experiential Brands 

Focusing on Overseas Growth 
LǊŜƭŀƴŘΩǎ {ǘǊŀǘŜƎȅ ŀƴŘ ǘŀǊƎŜǘ ǎŜƎƳŜƴǘǎ 

Busy
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