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Storytelling in the 
Experience Economy



What is the 
Experience Economy?



Experience Economy:
The shift from promoting places and attractions to 
intentionally design and orchestrate meaningful, 
memorable experiences that create emotional 
connection and lasting impact for the visitor.



To feel something

To understand a place, not just visit it

To take part and belong in something that already exists

To leave with something that stays with them

What Travelers Actually Want



Nearly 80% of consumers are shifting 
spending away from goods and toward 

experiences that deliver meaning, 
connection, and personal fulfillment.

- McKinsey; Mastercard; Deloitte 
Marketing Trends



“Customers who are emotionally 
connected to a brand have a 306% 

higher lifetime value.”

- Harvard Business Review



What is the 
Brand Storytelling?



Brand Storytelling:
The shaping of narratives, moments and interactions that 
allow visitors to emotionally connect with, belong to and 
feel something meaningful.



01 
The Hero
Identify your Brand 
Pillar(s).

● One theme
● One idea
● All Pillars ladder up 

to the Brand

This can become the 
paid expression of the 
brand.

03 
Assets & Channels
Develop the owned story 
experience.

●  Video
● Photography
● Editorial
● Audio
● Interviews
● Landing pages

This is where audiences 
consume the story in their own 
way and start to lean in.

04
Platform Adaptation
Translate the story across 
channels.

● Social content
● Short-form video
● Email features
● Blogs
● Interactive components

The story flexes without losing 
its core.

05
Amplification
Extend the narrative 
beyond owned 
channels.

● PR outreach
● Editorial pitching
● Media partnerships
● Influencer 

collaborations

The story earns credibility 
and scale. It becomes 
discoverable. 

Brand Storytelling Framework
02 
Dig In
Identify the deeper story 
inside the Brand pillar.

● People
● Place
● History
● Craft
● Environment
● Tradition

This is where the story 
moves from message to 
meaning.



What are your 
brand stories?



Real World Examples





https://docs.google.com/file/d/1RbehC_xM-SLE-SeFm7J3PfqrQ-Hw9ToX/preview




https://docs.google.com/file/d/1X7-lgX9BmBbzj_sZX_jswjmRLRZSS9PQ/preview


The Content Pyramid

“Hero” or 
Main Story

Shoulder 
Assets



Shoulder Assets



Shoulder Assets















Impact
Sizzle Dining + “Dine Like A 

Local” Series
(paid)

Launch of Stone Crab
(organic)

Stone Crab + 
Chef Interviews 

(organic)



Real World Examples









84% of AI citations come 
from earned media

— Muck Rack, What Is AI Reading? (May 2026)



Real World Examples



https://docs.google.com/file/d/1sRYybDwtrGCklMKNviWUBO3WGsa2REWy/preview


1. Travelers aren’t just choosing a place on a map                                                        
They’re seeking experiences that create meaning and memory

2. Brand Storytelling isn’t your campaign                                                  
It’s an ecosystem across content, place, people, and moments

3. The most powerful stories are                                                         
Grounded in real experience and local truth

4. Create with intention                                                                                
Turn one story into a system that shows up everywhere

5. Specificity creates value                                                             
General descriptions make things interchangeable, specific ones 
make them unforgettable

Takeaways
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