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DISCOVERING 

EXPERIENTIAL TOURISM
Seminar on developing experiential offers 

in Côtes d’Armor in autumn-winter
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AIM
DEVELOP A REAL WINTER-

AUTUMN TOURIST SEASON IN 

CÔTES D’ARMOR



What could motivate 
someone to come during this 

particular period?

LET'S GET TALKING!



CONTEXT

FAVOURABLE

TO INNOVATION

NEW MOTIVATIONS

NEW PRACTICES

Environmental awareness, local tourism, search for meaning, new-found enthusiasm 

for France as a destination, appeal of more private destinations, new work/life 

balance.
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LOCAL CONSUMPTION MAKES A COMEBACK
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56%

IMPACT OF THE HEALTH CRISIS

of French people see the 

consumer as the main lever 

of change in society.

53%
of French people preferred 

to stay local during 

lockdown.

75%
try to buy local 

products whenever 

possible.

87%
aimed to support the domestic 

economy in their consumer 

choices in April 2020.

“J’aide les producteurs locaux”, an online platform 

connecting producers and distributors in the same region 

was set up during lockdown.

The preference for sourcing food locally was also accelerated by COVID-19.

French people like to consume locally; they see themselves as stakeholders: supporting local 

producers, favouring more environmentally friendly consumption, more transparent manufacturing 

processes and higher-quality produce.

Sources: Harris Interactive study - April 2020, Contributing and CSA Research Institute - May 2020, Association Centre-Ville en Mouvement, CSA Research 

Institute - October 2021



Vannes & Gulf of Morbihan Tourist Information 

Centre

Auvergne Rhone-Alpes TourismVisit Iceland
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Millennials

“MORE THAN 8 YOUNG PEOPLE IN 

10 PREFER TO SPEND MONEY ON 

EXPERIENCES THAN TO ACQUIRE 

STUFF”

Ages 

24–36

25%
of the European population

They will make up 76% of 

company employees by 

2025.

Travelling

5 TIMES A YEAR 
They are on the lookout for random discoveries.

23% are backpackers, with planned adventures

17% are explorers
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Core target for 
experiential 
marketing

(Eventbrite study - 2014)



CONTEXT

FAVOURABLE

TO INNOVATION

Second holiday destination for French people in 2020

Most searched for destination on Google in 2021 - “holidays in Brittany”

Very high appeal, particularly loyal customers

An opportunity to source repeat holidaymakers in winter/autumn: the experience is not 

the same, tourism is more intimate, tourist options to meet new demand for the 

contemporary tourist.
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BRITTANY: MORE AND MORE PEOPLE WANT TO GO WEST



INHERENT CHALLENGES

MAKING A TRIP IN AUTUMN/WINTER A CONSIDERED OPTION IS 

A CHALLENGE IN ITSELF
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Low season, fewer customers, bad weather and many regional amenities closed.

Competition from well-established major destinations: mountains, sun destinations (Mediterranean, 

Asia, overseas)

Extremely competitive short-stay market and also the market with the highest growth across all 

destinations (up 5 points between 2017 and 2018)
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DEVELOPING AUTUMN AND 
WINTER TOURISM

2 seasons ripe for development

the “real” off-season from 20 September to 20 March

Ideal terrain for further tourism development

WITH THIS NEW CONTEXT

CÔTES D’ARMOR DESTINATION:

PIONEERING AMBITION
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LEVERAGING
EXPERIENTIAL TOURISM TO 

PERSUADE



Amazing experiences

shared, multisensory, innovative, human and sustainable

Optimising the customer experience

be encouraging, make an impression, create preference and ensure a quality experience
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GIVING PEOPLE MORE ATTENTION

AND AN EXPERIENCE

THE EXPERIENCE DEFINES THE DESTINATION



THREE ASPECTS TO A SUCCESSFUL EXPERIENCE

The senses

what we feel physically

The emotions

what we feel psychologically

Understanding

why we are there
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GIVING PEOPLE MORE ATTENTION

AND AN EXPERIENCE



WINTER - AUTUMN TARGETS

Customers who already come in the off season

Make them ambassadors for Brittany in autumn and winter

Give them an outstanding customer experience

Customers who don't come in the off season

They might come because they already know Brittany

Reach out and convince them that they will have outstanding experiences
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COUNTY KENT
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COUNTY NORFOLK
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USING EXPERIENCES TO ACHIEVE OUR PIONEERING AMBITION

Range of experiences in autumn and winter

get your targets’ attention with showcase products

Range of collective or individual services

enhance the customer experience and guarantee particular attention during these seasons

Test & learn seasons and experimental seasons

come and explore this new terrain with us

CREATING NEW TRADITIONS IN 
AUTUMN AND WINTER



Workshop programme



WORKSHOP IN THREE ACTS
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Our life experience
Experience in our offers

Act 1

Talk about yourself

Experience through storytelling

Act 2

Be attentive

Experience through service

Act 3

Make yourself indispensable

Limited offers for autumn and winter



Act 1

Talk about yourself

Experience through 

storytelling



TALK ABOUT YOURSELF



1 Exercise 1
EXPERIENCE THROUGH 

PROVENANCE

COMPLICITY THROUGH DETAIL

EVENTS

Talk about the origins of suppliers and partners, their 
personality, their first names, special places, the Breton 
dimension.

FOOD

Talk about the origins of produce, speak about the 
flavours, the personal history, the Breton 
dimension.

BRITTANY FERRIES

Talk about the company’s history, the “identity” 
dimension, the Breton dimension, speak about the 
provenance of produce served in the restaurant.
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Talk about 
yourself
Experience 

through 

storytelling



Change the way you speak about the offer

Reference specific colours

Develop an autumn/winter mood board
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TALK ABOUT YOURSELF

EXPERIENCE THROUGH STORYTELLING
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TALK ABOUT YOURSELF

EXPERIENCE THROUGH STORYTELLING



TALK ABOUT YOURSELF

EXPERIENCE THROUGH STORYTELLING
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TALK ABOUT YOURSELF

EXPERIENCE THROUGH STORYTELLING
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TALK ABOUT YOURSELF

EXPERIENCE THROUGH STORYTELLING
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TALK ABOUT YOURSELF

EXPERIENCE THROUGH STORYTELLING
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TALK ABOUT YOURSELF

EXPERIENCE THROUGH STORYTELLING
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TALK ABOUT YOURSELF

EXPERIENCE THROUGH STORYTELLING

35



TALK ABOUT YOURSELF

EXPERIENCE THROUGH STORYTELLING
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“

TALK ABOUT YOURSELF

EXPERIENCE THROUGH STORYTELLING
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BEFORE AFTER

Enjoy a pretty, spacious room – 15m2 with two single 

beds (90x200).

Luxury bed linen (details/pillows)

You need to close off a file: desk with x sockets 

available

Avail of our soap and shampoo distributors as you 

relax in your bathroom (walk-in shower or bath + 

WC). These mean that we consume less plastic for 

the sake of the planet. Thanks for your contribution.

Safe, mini bar, cot – range of options available. 

Booking required.” ”



Act 2

Be attentive

Experience through service



BE A FLY ON THE WALL
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LISTEN TO WHAT PEOPLE ARE SAYING 

TO IDENTIFY TRENDS
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HAVE AN AUTUMN AND WINTER PALETTE
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OFFER EXTRAS
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OFFER EXTRAS

43

In Iceland, hotels offer 
an aurora borealis 
wake-up call.



Act 3

Reconnect with customers

Limited offers 

for autumn and winter



Next time…
Experiential sectors
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Experiential potential off-season

Experiential sector 1

Workmanship in Côtes d'Armor

Experiential sector 2

Sea scallops

Experiential sector 3

French history – Brittany's perspective

Experiential sector 4

Reconnect with nature

Experiential sector 5

The sea in wintertime in Côtes d’Armor
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