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THE CONTEXT 

OF CHANGE

LE CONTEXTE 

DU CHANGEMENT

Crystal Crescent Beach Provincial Park
Nova Scotia



CANADA’S GLOBAL MOMENT

LE CANADA A LE VENT DANS 

LES VOILES
Tadoussac
Quebec



$134 BILLION

134 G$
Pemberton
British Columbia



THE WORLD IS CHOOSING

CANADA

LE MONDE CHOISIT

LE CANADA
Elmira
Nova Scotia



TRANSFORMATIVE

FORCES

Iceberg Alley / Couloir des icebergs
Newfoundland and Labrador / Terre-Neuve-et-Labrador

FORCES 

TRANSFORMATRICES



Toronto Ontario

CULTURE

POWERED BY ALGORITHMS

UNE CULTURE

PROPULSÉE PAR DES 

ALGORITHMES



'REAL' IS OUR 

COMPETITIVE ADVANTAGE

Cape Breton Island
Nova Scotia / Nouvelle-Écosse

LE « RÉEL » EST NOTRE 

AVANTAGE CONCURRENTIEL



Niagara Falls / Chutes du Niagara Ontario

NO ALGORITHM CAN REPLICATE 

THE UNMISTAKABLY REAL

AUCUN ALGORITHME NE PEUT 

REPRODUIRE LE RÉEL





AI WILL CHANGE 

HOW WE'RE FOUND,

NOT WHY WE'RE CHOSEN

Tofino
British Columbia / Colombie-Britannique

L’IA INFLUENCE LA DÉCOUVERTE 

ET NON LA RAISON QUI MOTIVE 

LE CHOIX DE LA DESTINATION



ARTIFICIAL 

INTELLIGENCE

Churchill
Manitoba

INTELLIGENCE 

ARTIFICIELLE



Wilderness North / Désert du Nord Ontario

50 % 
OF US TRAVELLERS 

HAVE PLANNED A TRIP WITH AI

DES VOYAGEURS AMÉRICAINS 

ONT PLANIFIÉ UN VOYAGE AVEC L’IA



AI in Travel: Growing Use and High Satisfaction Among 

Travelers

83%

Source: Skift Research U.S. Travel Trends Q3 2024: Insights into Adventure Travel. N = 969

AI IS RADICALLY CHANGING THE TRAVELLER PATH TO PURCHASE

des voyageurs étaient 

satisfaits des résultats des 

outils de planification des 

voyages de l’IA (48 % étant 

très satisfaits et 35 % 

modérément satisfaits)

of travelers were satisfied 

with the results from 

AI travel planning tools, 

with 48% very satisfied 

and 35% moderately 

satisfied

L’IA pour les voyages : Augmentation de l’utilisation et 

satisfaction élevée des voyageurs

L’IA CHANGE RADICALEMENT LE CHEMINEMENT DES VOYAGEURS VERS L’ACHAT



GOOD

PROMPT

Tombstone National Park / Parc territorial Tombstone
Yukon

> 277 CLICKS

BONNE

REQUÊTE > 277 CLICKS



Niagara Ontario

AI ISNT KILLING CURIOSITY,

IT’S COMPRESSING DISCOVERY

L’IA NE TUE PAS LA CURIOSITÉ.

ELLE COMPRESSE LA PHASE 

DE DÉCOUVERTE.





YOUR NEXT GUEST IS AN ALGORITHM

VOTRE PROCHAIN INVITÉ EST UN ALGORITHME

B2Bot
Business to Algorithm

Entreprises

Business to Business

B2C
Business to Consumer

AIB2B

Consommateurs Robots
Marketing pour le consommateur Marketing interentreprises Marketing pour l’algorithme



WHAT WE DID:

SPECIALIST INTERVIEWS,

BENCHMARKING

Bakers Narrows Lodge
Manitoba

Cocomo AI

CE QUE NOUS AVONS FAIT :

ENTREVUES AVEC DES SPÉCIALISTES ET

ANALYSES COMPARATIVES



HOW DOES CANADA 

BECOME THE ANSWER?

Stewart-Cassiar Highway / Route Stewart-Cassiar
British Columbia / Colombie-Britannique

COMMENT LE CANADA 

DEVIENT-IL LA RÉPONSE?



GENERATIVE 

AI SEARCH 

PLAYBOOK

Cape Breton Island
Nova Scotia

MANUEL SUR LA 

RECHERCHE PAR 

IA GÉNÉRATIVE



Tā Ch’ilā Provincial Park
British Columbia

CANADIAN TOURISM DATA 

COLLECTIVE

CONSORTIUM DE 

DONNÉES TOURISTIQUES 

CANADIENNES



WHAT WE BUILT TOGETHER

CE QUE NOUS AVONS BÂTI ENSEMBLE



280
Nova Scotia / Nouvelle-Écosse

DATASETS

ENSEMBLES 

DE DONNÉES



Bay of Fundy / Baie de Fundy
Nova Scotia / Nouvelle-Écosse

ROWS OF DATA
BILLION

DE LIGNES DE DONNÉES

MILLIARDS



CONVERSATIONAL AI 

INTERFACE

INTERFACE D’IA 

CONVERSATIONNELLE

POWERING COLLECTIVE INTELLIGENCE

ALIMENTER LES RENSEIGNEMENTS COLLECTIFS



Lunenburg
Nova Scotia / Nouvelle-Écosse

5,000 + 
COMMUNITIES

PLUS DE 5 000 
COMMUNAUTÉS



265,000 + 
BUSINESSES

Quebec City / Québec
Quebec / Québec

PLUS DE 265 000 
ENTREPRISES



65,000+
PLUS DE 65 000

Vieux-Port de Montréal
Quebec / Québec



AI HAS BEEN EMBEDDED 

AT THE CORE

Dempster Highway / Route Dempster
Northwest Territories / Territoires du Nord-Ouest

L’IA EST INTÉGRÉE AU 

CŒUR DU PROJET



Wilderness North / Désert du Nord Ontario

FROM INTERFACE TO 

AN INTELLIGENT COLLABORATOR

PASSAGE D’UNE INTERFACE À

UN COLLABORATEUR INTELLIGENT



Yellowknife 
Northwest Territories / Territoires du Nord-Ouest





Yellowknife
Northwest Territories

AURORA TRAVELLER TWIN

- SMARTER AND FASTER –

JUMEAU VOYAGEUR :

PLUS INTELLIGENT ET PLUS RAPIDE



36 Cape Breton Island / Île du Cap-Breton Nova Scotia / Nouvelle-Écosse

traveller segmentation 
program

PROGRAMME DE 
SEGMENTATION DES 
VOYAGEURS



37 Kemptville Nova Scotia / Nouvelle-Écosse

REDEFINING OUR TARGET TRAVELLERS

TO UNCOVER A WORLD OF OPPORTUNITY

REDÉFINIR NOS VOYAGEURS CIBLES POUR 

DECOUVRIR UN MONDE SE POSSIBILITÉS



WINNING WITH AI: 
TRAVELLER SEGMENTATION 
PROGRAM

LA MAîTRISE DE L’IA, UN GAGE 
DE RÉUSSITE: LA PROGRAMME 
DE SEGMENTATION DES 
VOYAGEURS

Ontario



TRAVELLER TWIN

JUMEAU VOYAGEUR

Ottawa Ontario



Bay of Fundy
Nova Scotia

DESTINATION QUIZ

START YOUR JOURNEY WITH 

THE TRAVELLER TWIN

TRAVELLER TWIN



SMALL OPERATOR,

BIG RESULTS

Bay of Fundy Adventures, St. Martins
New Brunswick / Nouveau-Brunswick

PETIT OPÉRATEUR,

RÉSULTATS EXCEPTIONNELS



54% → 98%

Bay of Fundy Adventures, St. Martins
New Brunswick

IN SUMMER BOOKINGS



DE 54 % À 98 %

Bay of Fundy Adventures, St. Martins
Nouveau-Brunswick

DE RÉSERVATIONS 

ESTIVALES



Case Study



FINDING OPPORTUNITY



INSTANT INSIGHT: 

MEET YOUR BEST-FIT TRAVELLER SEGEMENT



INSTANT INSIGHT: 

MEET YOUR BEST-FIT TRAVELLER SEGEMENT



FROM STRATEGY TO ACTION 



FROM STRATEGY TO ACTION 



FROM STRATEGY TO ACTION 



FROM STRATEGY TO ACTION 



37%
OUT-OF-TOWN 

TICKET SALES

VENTES DE BILLETS À 

L’EXTÉRIEUR DE LA VILLE





WORKING 
WITH AURORA 

AI: NATURE 
SPACE’S 

PERSPECTIVE

54



TWO DIFFERENT 
SOLUTIONS USING 

AURORA AI

First Things First! - 

Take the quiz (for both 

your business AND 

your region)

https://www.tourismdatacollecti

ve.ca/segmentation

Problem A: The Newsletter

Problem B: The Extended Stay 

Itinerary
55



TAKE THE QUIZ

56



NATURE SPACE’S RESULTS

57



MORELL/ST. PETER’S BAY RESULTS (PER MY PERSPECTIVE)

58



NATURE SPACE IS 
FOCUSED ON THE 

“OUTDOOR EXPLORER” 
BUT CAN APPEAL TO 
“PURPOSE DRIVEN 

FAMILIES” & “CULTURE 
SEEKERS.”
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THE PROBLEM: 
CREATE A WEEKLY 

NEWSLETTER

60



HMMM….TOO 
GENERIC.

I TRIED ANOTHER 
PROMPT
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BETTER… LET’S 
GET MORE 
SPECIFIC

AND A SHOCKING 
REVELATION.
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GETTING 
MORE 

SPECIFIC… 
A REGIONAL 

FOCUS
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AURORA HELPS ME 
FIGURE OUT 

WHAT’S NEXT
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HOW DEEP CAN 
THIS THING GO??

65



GEMINI FOR THE 
WIN

66



NEWSLETTER 
FREQUENCY

67



AURORA HELPING TO CREATE THE END PRODUCT

68



AURORA HELPING TO CREATE THE END-PRODUCT: MONTHLY 
NEWSLETTER STRUCTURE & CONTENT IDEAS

• "BEYOND THE MAP: POINT EAST'S HIDDEN WONDERS" (EXPLORE THE REGION):

• Content: Feature one specific hidden gem in depth, using the structure we discussed previously (hook, discovery, adventure, insight, stunning photo).

• Subtle Offering Integration: If this particular "wonder" is best accessed via one of your guided tours (e.g., a guided kayaking trip to a secluded cove, or a guided 
nature hike to a unique viewpoint), subtly mention how Nature Space Resort provides the expertise and equipment to safely discover this spot. Frame it as 
enabling their adventure.

• "MONTHLY CHALLENGE: EMBRACE THE WILD" (ADVENTURE):

• Content: This is a direct hit for Outdoor Explorers! Propose a nature-based challenge relevant to May in Point East. Examples: "Spot X number of migratory birds 
this month," "Hike a specific new trail," "Master a basic outdoor skill.“

• Subtle Offering Integration: You can frame your offerings as tools or experiences that help them achieve the challenge. For example, "Join our guided nature 
interpretation walk to hone your bird-spotting skills and conquer this month's challenge!" or "Our kayak rentals are perfect for exploring the waterways mentioned 
in this month's challenge.“

• "FIND YOUR FLOW: MINDFULNESS IN NATURE" (YOGA/WELLNESS INFO):

• Content: This section already directly promotes one of your core offerings. Focus on the benefits of yoga or forest bathing as a unique form of personal 
accomplishment, mental challenge, and deep connection with nature. Share a simple guided meditation exercise they can try at home, or a few easy yoga poses 
for outdoor enthusiasts.

• Emphasis: Reinforce how these practices enhance their overall outdoor experiences and contribute to their personal growth and well-being.

• "TASTE OF THE WILD: FROM OUR KITCHEN TO YOURS" (NATURE-BASED RECIPE):

• •Content: As discussed, the key here is framing. Instead of "Taste," let's rename it "Taste of the Wild." Feature a simple, seasonal recipe that uses local 
ingredients that can be foraged (if you offer foraging experiences) or are easily accessible in a natural setting. Think "campfire-friendly" or "hiker's hearty meal.“

• Subtle Offering Integration: Briefly mention how your resort's kitchen embraces these local ingredients, providing an authent ic taste experience after a day of 
adventure. This connects the food to the holistic, immersive experience of staying at Nature Space. 69



THE SALES PITCH

70



BIWEEKLY NEWSLETTER

BECAUSE IT WAS SO BIG (BUT AWESOME) 
WE DECIDED TO SPLIT IT INTO TWO 

NEWSLETTERS A MONTH WITH DIFFERENT 
CONTENT IN EACH. THIS ONE WENT OUT 

LAST WEEK WITH HALF THE CONTENT. THE 
OTHER ONE WILL GO OUT NEXT WEEK WITH 

THE OTHER HALF.

HTTPS://MAILCHI.MP/03424397F90B/YOUR-
MARCH-NATURE-FIX?E=3407FECAA8

HTTPS://MAILCHI.MP/06ED0E462342/KPUBS21
O9R

71

https://mailchi.mp/03424397f90b/your-march-nature-fix?e=3407fecaa8
https://mailchi.mp/03424397f90b/your-march-nature-fix?e=3407fecaa8
https://mailchi.mp/03424397f90b/your-march-nature-fix?e=3407fecaa8
https://mailchi.mp/03424397f90b/your-march-nature-fix?e=3407fecaa8
https://mailchi.mp/03424397f90b/your-march-nature-fix?e=3407fecaa8
https://mailchi.mp/03424397f90b/your-march-nature-fix?e=3407fecaa8
https://mailchi.mp/03424397f90b/your-march-nature-fix?e=3407fecaa8
https://mailchi.mp/06ed0e462342/kpubs21o9r
https://mailchi.mp/06ed0e462342/kpubs21o9r


KEY TAKEAWAYS

• YOU NEED TO HAVE  PROJECT 
OR PURPOSE IN MIND

• YOU NEED TO KNOW YOUR 
BRAND VOICE 

• YOU NEED TO KEEP WORKING 
WITH THE PROMPTS

• AURORA DOESN’T READ 
EXTERNAL WEBSITES

• YOU NEED TO LEAVE AURORA 
AND USE OTHER TOOLS

72



OPTION B- 

CREATING AN 

ITINERARY FOR 

THE OUTDOOR 

EXPLORER

Purpose- Getting People 

to stay more than just 2 

nights

Problem 1- Lots of people 

come to our experiences 

but didn’t know they could 

stay with us.

73



PROBLEM 2: PEOPLE 
WHO STAY DON’T KNOW 
HOW MUCH THERE IS TO 

DO IN MORELL/ST. 
PETERS AND AT NATURE 

SPACE. 

74



ASK A GENERIC QUESTION….GET A GENERIC ANSWER
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I TRIED AGAIN

76



NOT BAD, 

BUT….

ONLY 4 DAYS (3 

NIGHTS) AND 

SOME DEFINITE 

ERRORS.
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BETTER…BUT 

STILL NEEDS 

WORK

It really wasn’t 

capturing what I 

wanted.
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I KEPT REFINING IT 
TO GET WHAT I 

WANTED

79

Day 2 can feature our Oyster Lovers Kayak Experience in the morning and Greenwich National Part 

in the afternoon. Here's more about the Oyster Lover's experience. Back in 2026 in a Brand New 

Location! Join us for this unique Island experience! Guests should be prepared for a one of a kind 

farm-to-table experience. If you interested in where your food comes from and an up-close adventure, 

this kayak tour is for you! This hands-on experience will have you learning, touching and tasting a PEI 

delicacy, all while guided by a leading expert in the PEI Oyster industry! We have partnered with a 

local oyster company to offer this one of a kind experience. Once you arrive you will meet your 

experienced guide and local oyster expert, Jarrod (the past provincial oyster biologist for PEI).You will 

have a safety briefing on shore and get outfitted with kayak & safety gear. This paddle will start in the 

calm water paddle and we will explore all of the birds and wildlife that call this area home. This part of 

the river is home to extensive mussel seed collection, where you will have an opportunity to learn 

about how mussels get from the farm to your table as well! After immersing in nature, you will have 

the one of a kind opportunity to float right above an oyster lease while in our kayaks. You will be able 

to open oyster bags and see the different sizes and shapes of oysters as well as learn about the 

journey these oysters take before they are served to you! Jarrod will explain the life cycle of an oyster 

and share common farming techniques here on PEI. He will also share a few funny stories and is 

happy to answer all your oyster questions! It doesn’t stop there. After you get to touch and see how 

oysters are grown we will return to shore and land our kayaks. Then you will have the chance to learn 

how to shuck a PEI oyster and sample this treat from the sea! Each guest gets 6 premium select 

oysters to enjoy! This experience is approximately 2 hours in length and will be hands-on, educational 

and interactive. Our secret ingredient? One of our owners just happens to be PEI’s former oyster 

biologist, so oyster adventures are kind of a shore thing! At Nature Space, we’re serving up four 

shuck-tacular oyster adventures — from kayaking an active oyster lease to slurping briny beauties on 

a secluded beach (or right here on land).Love oysters? Come get your shuck on with Jarrod, Nature 

Space’s very own oyster expert!



TWEAK

TWEAK

TWEAK

It ’s truly all about 

getting the prompts 

right.
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HERE’S WHERE WE LANDED . . . READ 
IT!!! DOES IT SOUND LIKE YOU???
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WHAT ELSE?

I wanted to know a few more things:

• Suggested vs packaged offering?

a. Aurora provided exceptional info 

based on market data!

• Good name for the itinerary? 

a. Aurora STRUGGLED!!! Gemini 

nailed it. Aurora confirmed that 

the tit le created by Gemini would 

resonate with the Outdoor 

Explorer. Our title?  “Nature 

Space Elements & Experts: An 

Authentic PEI Adventure”
83



SO, WHAT DID I LEARN?

1. Massively useful tool built on an 

evidence-based, data-driven platform 

(WAY different than open source AI 

which is f looded with ). 

2. Great to vet things through your target 

market. It’s like having a test audience 

of your clientele at the ready.

3. With the right prompts it performs 

beautifully! You do have to do the work 

and keep refining it.

1. Unlike open AI, It’s doesn’t read 

websites. You need to populate the 

content.

2. It ’s not as “creative” as open AI. 

a) You need a nugget to start with. in 

= out. Start with something 

meaningful and important and use 

the tool to refine it. 

b) It won’t find or create things for you. 

You need to do a bit more work
84

THE GOOD THE CHALLENGES



QUESTIONS?

THANK YOU
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Quetico Provincial Park / Parc provincial de Quetico Ontario

THANK  YOU

MERCI 
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