




13 million visitors

website: 7 languages





4.13 million visitors

website: 2 languages





1 million visitors

website: 2 languages









1) That we needed to reach a wider market, specifically the 
English-speaking tourists, and make them feel comfortable to 
come here.

2) That we needed to develop the English-speaking tourism 
“products” on the Gaspe coast and celebrate them.

On the Gaspe Coast, we needed to convince the 

population of TWO main issues we were facing:



84% of Ontarians and 83% of Americans expressed the 
importance of receiving services in English.

The language barrier prevented 39% of Ontarians from 
visiting Quebec.

80% of ES tourists wanted guided tours in English.
76% of ES tourists wanted brochures in English.
84% of ES tourists want to receive service in English.

Between 7% and 12% of tourists to the Gaspe 

Coast are English speakers. Yup - that’s it!



75% of the population of New Brunswick (834,000) are 
English speakers between 30 seconds and 5 hours away 
from the Quebec border.

There are 333,3 million Americans, 118 million of them 
live on the east coast.

States that have a border with Quebec:
1.4 million live in Maine.  
1.38 million live in New Hampshire.
648,000 live in Vermont.
19.5 million live in New York State

There are over 2 million English speakers in the 

Maritimes.



620 km border

14.2 million people.

97% English speaking.













1) That we needed to reach a wider market, specifically the 
English-speaking tourists, and make them feel comfortable to 
come here.

2) That we needed to develop the English-speaking tourism 
“products” on the Gaspe coast and celebrate them.







Categorizing and 
listing every event 
and activity on a 

timeline.

A year's worth of 
community 

calendars and 
social media 

entries.

Many communities 
and community 

groups.



Community 
traditional festivals.

Local music festivals.

Family cultural 
activities.

Local sports and 
leisure activities.

Mi’gmaq activities 
and workshops.

Traditional skills 
workshops.



Local artist venues. Community heritage 
buildings and museums.

Cultural exhibits. Local suppers and 
food events.

Local traditional 
family games.

Local markets selling 
local products.











Introduction to TGW 

merchandise

Online music 

showcases live
Online cultural 

workshops

Social media (covid)



TGW online sales and 

shipping

Online holiday shows

New local

 products

TGW storefronts 

and kiosks

TGW in-person 

festivals

Cultural workshops

Cultural showcases

New media platforms



What are the unique characteristics of your region, 

your English-speaking population, that could

be highlighted and transformed into a 

tourism trail, product, offering…?

Take 10 minutes and make a list!  Sort the activities into themes / categories.

Example: Food activities, musical events, community buildings, etc

We’ll report back some highlights.



Now that you have a bit of an idea of what your tourism 

offering is... lets come up with a brand story?
Take 10 minutes and produce a few sentences about your region that are 

authentic and creates an emotional connection to an English-speaking tourist. 

Try to include examples that evoke feelings of excitement, wonder or curiosity.

Use your list of products and activities to help shape your story.

We’ll want to hear your brand stories.



What is your brand name? What would your logo be?

This process takes weeks, even months.  But let's get some ideas 

flowing in 10 minutes.  No need to draw a logo (you can for sure!) but 

produce a few ideas for brand names that captures your brand story, 

and what a could possible logo could include. Have fun with it.

We’ll want to hear your ideas.



Once everything gets going, it 

snowballs fast.

Human resources.

Scope creep. So many opportunities.

Policy, legality, definitions.

Partners.

Larger population.



DAVID@PROJETRURAL.COM

418-752-0374
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