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Explorer Quotient

Lower Fort Garry National Historic Site





What is EQ?

• A traveller segmentation tool                  
(values, expectations, and desires about travel)

• Developed by the Canadian Tourism 

Commission in collaboration with 

Environics

• Used by Parks Canada in 6 national parks 

and 10 national historic sites in 2009



EQ considers…
WHO you are  

(values, expectations, desires)

NOT

WHAT you are 
(age, gender, income, education)

• Travels to get away from it all

• Needs to relax and rejuvenate

• Seeks leisure, comfort, and style



Take the Quiz
• www.eq.canada.travel

eq.canada.travel


CTC Toolkit

http://en-corporate.canada.travel/eq-toolkit-download

C99679_SME_final (D)\EQ_SME.exe


EQ On One Page



Nine CTC Explorer Types

Virtual Travelers

Personal History Explorers

No Hassle Travelers

Rejuvenators

Gentle Explorers

Free Spirits

Authentic Experiencers

Cultural History Buffs

Cultural Explorers

Authority

Individuality
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Lots of research...

Duty, Social Responsibility, Everyday 

Ethics, Gender Parity, Spiritual Quest, 

Holistic Health

Authenticity & Responsibility:
Well-being, Harmony and 

Responsibility

Idealism & Autonomy:
Exploration and Flexibility

Personal Control, Question Authority,    Global 

Consciousness, Adaptability to Complexity, 

Flexible Families

Exclusion & Intensity:
Seeking Stimulus and Attention

Pursuit of Intensity, Ostentatious 

Consumption, Buying on Impulse,    

Penchant for Risk, Anomie and  

Aimlessness, Everyday Rage

Status & Security:
Obedience to Traditional     

Structures and Norms

Obedience to Authority, Patriarchy, Work Ethic,  

Need for Status Recognition, Technology Anxiety F
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Environics Key Travel Values

Status & Security

• Comfort Seeking

• Luxury Travel

• Reluctant Travel

• Personal Roots Travel 

• Sampling

Authority & Responsibility

• Shared Experiences

• Group Travel

• Free & Easy

• Escape

• Hobbies

Exclusion & Intensity

• Check List Travel

• Exhibitionism

• Comparison Travel

• Constant Travel

Idealism & Autonomy

• Nature Travel

• Historical Travel

• Cultural Travel
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So what?

• You can understand your visitors better 

and what they seek

• You can position yourself                        
(focus on your strengths)

• You can ensure your visitors have a 

meaningful experience

• You can improve your bottom line $$$



How did we do it?

• Who has the time?

• Who has the money?
– 80% human resources

– 20% materials, etc.

• “I now think of this place in a much 
different way from what I had previously… 
It is much more meaningful to me.”



Five Steps

1. Conduct a matching exercise

2. Create travel itineraries

3. Consider marketing products

4. Deliver it to your visitors

5. Evaluation



Step 1 - Matching



Step 2 – Create Itineraries

AE Master EQ Menu.LFG 09 E.pdf


Step 3 - Marketing

C99679_SME_final (D)\EQ_SME.exe


Step 4 – Deliver EQ to Visitors



Step 5 - Evaluation



Thank You

Alain Bouchard

Communications Officer

Parks Canada Agency

alain.bouchard@pc.gc.ca

204-983-0419

204-785-6064 (after April 1, 2010)


