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The Power of Story 
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+2700% 
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The Greek story 

formula: the 

dramatic arc 
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The Dramatic Arc 
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The elements 

    The conflict 

     The turning point 

       The resolution 

 
 

  



Using stories for marketing 
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Be authentic 

Know your audience 

Know where you want to go 

 
 

  



Knowing our Audience 
                The Trust’s Segmentation 
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< 50,000 Preservation Leaders 

120 Million Passive Consumers 

> 150,000 Members 

50 Million Active Sympathizers 

15 Million Local Preservationists 

10 Million Occasional Preservationists 



Behind the stories 
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Where we began… 
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School children 

Tour companies 

Ticket purchasers 



How our thinking has evolved 
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Female Empty 
Nesters 

28% 

Retired Heritage 
Travelers 

21% 

Regional Day 
Trippers 

12% 

Family 
Vacationers 

8% 

Friends of DH 
6% 

School Children 
19% 

Cultural Tour 
Groups 

3% 

Corporate Groups 
2% 

African-American 
Heritage Seekers 

1% 
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African-American Connections  
at Drayton Hall 



African American Heritage Seekers 
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Past Annual 

Visitors 

Potential Visitor 

Segment 

400 

42,000 
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Learn about your audience 

Visitor Surveys 

 

Online Surveys 

 

Focus Groups 

 

Message Testing 

 



Which reason speaks to you the 

most when it comes to preserving, 

protecting, and restoring historic 

places and landmarks? 
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Messaging Survey  
 



Messaging Survey  
 

We save America’s most important historic places for 

the next generation.    

 

We protect the places that remind us why we are 

proud of our country. 
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Messaging Survey  
 

We save America’s most important historic places for 

the next generation. 

 

We protect the places that remind us why we are 

proud of our country. 
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92% 

73% 
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Handwritten stories – The Pfister Hotel 



Storytelling – The Peabody Hotel 
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Storytelling – The Plaza Hotel 

•Book written by official historian 

•Videos about the restoration 

•Interactive timeline 

•Architectural tour 

•Blog 



Eloise – The Plaza Hotel 
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Riverlorian 
The American Queen Steamboat 
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Digital Storytelling – Fairmont Hotels 


