
HOW TO 
TELL YOUR 

FOOD STORY
(AND BE SURE PEOPLE LISTEN)



EVERY TOURIST 
HAS ONE THING 

IN COMMON



THEY EAT 
AT LEAST 3 
times A DAY.



DEFINING FOOD 
TOURISM 
Any tourism experience in 
which one learns about, 
appreciates, and/or consumes 
food and drink that reflects 
local, regional or national 
cuisine, heritage, culture, 
tradition or culinary 
techniques of an area.



CHARACTERISTICS 
OF A FOOD TOURIST

• Concerned about the origin 
of food (and drink!) products

• Higher-than average 
expenditure

• High level of loyalty

• Masters of social media

• Want the VIP treatment

• Look for an authentic 
narrative 



“For many young chowhounds, their edible 
adventures involve a mix of high and low, exotic and local, 

tough-to-book ‘it’ restaurants and undiscovered gems” 
The Globe & Mail, August 2013      

• Food and beverage are the biggest 
deciding travel factor for 
Canadians 25-34 years of age 
(2012 TIAC/Deloitte survey)

• The annual purchasing power of 
millennials is est. $170B 
(ComScore)

• By 2020, millennials will represent 
HALF of all global travel spending 
(“The Rise of the Millennial Traveler”)

FOOD
TOURISTS ARE:
GETTING YOUNGER!



HELLO, 
MY NAME IS 
AGATHA. 
I’M A 
MILLENIAL.



WHAT’S A 
MILLENNIAL?
A “Millenial” can be anyone born 
between 1977 and 2000. That means 
anyone between the age of 17 and 
40 years old.

They make $35,000/year and spends 
most of it on food, technology and 
experiences.

They are socially minded, value 
integrity and rarely click on banner 
ads.

They also check their phone, on 
average, 150 times a day.



WHY THEY’RE SO 
SPECIAL
• They love food!
• They were born into an 

already digital world 
• Less face-time, more text 

time
• They share – everything.
• They are more values 

driven, less profit driven
• They’re influencers.



VALUE DRIVEN, 
SOCIALLY MINDED, 
FOOD OBSESSED.
That’s the average millennial 
traveller (and their Boomer/Gen 
X friends)

As a food tourism business –
this is your target market.

How, then, do you successfully 
reach this ad-hating, mass 
media scorning, attention 
deficit, group of sophisticated, 
trend setting, hungry young(ish) 
people?  Good question.



TELL A 
GOOD 
STORY.



WHY FOOD?
Food acts as a great 
messaging medium because 
it’s something that everyone 
participates in on 
a daily basis. We all eat at 
least once, if not two or three 
times a day.

It’s also (usually) pretty.



VISUAL CONTENT IS KINGVISUALS RECEIVE 
MORE ENGAGEMENT, 

MORE SHARES 
AND MORE LIKES 

ON SOCIAL MEDIA.



LET’S TALK ABOUT 
INSTAGRAM.
Let’s users create, like, tag, 
comment on and map their pictures. 

It’s the second most popular social 
network in the world – after its 
parent company, Facebook, with a 
bigger user base than Twitter.

59% of the world’s top brands are 
now active on Instagram.

And it might just  be the single best 
way to tell a food story.



AS OF DECEMBER 2016,  
INSTAGRAM HAD OVER 

600 MILLION 
ACTIVE USERS A MONTH.



INSTAGRAM 
= PROOF YOU 
EAT WITH YOUR 
EYES FIRST.



MAKE IT 
PERSONAL.
Putting a face to a name will not 
only make your staff feel like 
they’re part of the brand, it also 
makes your brand relatable.

SOME TIPS?

• WE not me.
• Repost staff photos, especially 

those of your chefs

• Create a custom hashtag



USE YOUR WORDS.
Think about how you describe your 
business, your food, the experience.

If it’s TRUE, use the following words 
sparingly, strategically.

• “House made”
• “Artisanal” 
• “Handmade”

• “Small-batch”
• “Bespoke”



USE YOUR WORDS, 
BETTER
Sometimes, the words you choose 
are as important as the visuals.

• FRIES 

• FRITES 
• WEDGES 
• TATER TOTS

• CHIPS
All are essentially the same, yet 
each word describes a very 
different experience.



#NOMNOM
#PUPPY



They can be the best –and most 
relatable – champions for your 
brand.

• Content co-creation
• Be clear and vocal about how 

you measure success
• It’s not just about sales

• Do your homework

“Influencers help a brand relate to their 
audience’s interests on a more personable 

level.”   –The Guardian, 2015

INFLUENCERS ARE 
THE NEW NORMAL



Partnerships 
make the 

food world 
go round



AN AUTHENTIC 
NARRATIVE
People want to feel like they’re a 
part of your brand story. 

Research shows they feel like the 
brands they choose (or avoid) 
define them.

Smart, creative partnerships with 
like minded businesses help hook 
new believers, build communities 
and fill gaps.



THE BENEFITS OF 
PARTNERSHIP
Increases awareness

Leverage expertise

Add credibility

Fill in gaps

Pool resources

Avoid overlap

Promote innovation

Share responsibility

Expand audience



Some free 

(and almost free)
tools



ONTARIOCULINARY.COM
THE FREE STUFF

• Free event listings
• Free listing on the Culinary 

Explorer (a super cool, food-
based itinerary builder)

• Social media love when you 
use the #GreatWaterway
hashtag!



FEAST ON
THE ALMOST FREE STUFF
If you show a significant 
commitment to procuring, serving 
and celebrating Ontario grown and 
raised food & drink, this 
certification is for you!

YOU GET:
• Custom content
• Event participation opportunities

• Features in targeted campaigns
• To be part of a super cool 

collective of like minded culinary 
types



ALSO, LOOK INTO:
• ONTARIO CRAFT BREWERS
• WINE COUNTRY ONTARIO

• ONTARIO TOURISM MARKETING 
PARTNERSHIP 
(ONTARIOTRAVEL.NET)

• OCEAN WISE
• SLOW FOOD

• MEALSHARE
• U-FEAST



Thanks!
AGATHA PODGORSKI

COMMUNITY MANAGER
CULINARY TOURISM ALLIANCE

@ONTARIOCULINARY
416-644-3601
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