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Staying On-Brand 
with Photography
Photos bring stories to life, but the choices that we make when we 
visually represent our communities have far-reaching effects; going 
beyond just showing what we do, to shaping how we are perceived.

ITAC’s brand aims to tell many different stories, encompassing the 
diversity of Indigenous nationhood which thrives across Canada. By 
moving beyond stereotypical photos of Indigenous peoples “stuck” 
in history, we can show our communities as they really are: diverse, 
authentic, empowered and current.
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If your business 
is export-ready, 
you may be 
eligible for a 
$500 photo 
subsidy! 

Learn more at 
Bit.ly/PhotoSubsidy
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Photos are essential 
to communicate the 
authenticity, diversity 
and richness of 
Indigenous tourism 
experiences.“
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About Tourism 
Photography
Indigenous tourism businesses offer rich, vibrant travel experiences and destinations 
which showcase a modern and authentic culture. These travel experiences are unique 
in the industry and strong photography can help to tell the story of your business, 
community and people.

Travellers are constantly in search of inspiration for their next vacation. How you 
present your business on all platforms matters, because you can be seen by your next 
potential customer at every turn, including: websites, social media, in print and across all 
advertising. Photos are essential to communicate the authenticity, diversity and richness of 
Indigenous tourism experiences and as a result, your businesses and communities.

Photos are a commodity that must be maintained and updated. They are crucial  
in communicating what the visitor will experience at your business, and are an 
essential part of all promotional tools (magazine, website, social media, newsletter, 
packages and more).

Your photos become the reflection of your brand and through our specific style, 
we hope to increase the recognition and the interest in Indigenous tourism experiences 
across the country. 

The experiences we highlight are authentic and the people who visit them have 
incredible personal experiences. We aim to capture these moments and tell a story with 
three types of photos: Main, People and Support.
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Photos should 
reflect what it is 
like to live, work 
and learn through 
your experience.“
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1. Destination Carcross, YT 2. Elsipogtog Mi’kmaq 
Cultural Center, NB 3. Kwanlin Dun Cultural 
Centre, YT 4. Tourisme Nunavik, QC 5. Moccasin 
Trails, BC 6. Haida Heritage Centre at Ḵay 
Llnagaay, BC 7. Ocean House, BC

EXAMPLES OF MAIN PHOTOS
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Main Photos
Main photos need to capture the essence that is at the heart of the experience you 
provide to your guests. For example, if you do wildlife tours, make sure you have 
wildlife in your main photos. If you provide accommodation, show the bedroom. Try 
to have people in your main photos too — your staff as well as guests. Capture the 
mood of the experience, capture the feeling. 

Main photo imagery should be “real-life” scenarios. It should support the brand 
values (vibrant, living culture, diverse, authentic) and it should make the viewer feel 
that they will be welcome if they visit the area.

Most of all, make sure your main photos have impact. They will be what potential 
guests base their first impressions on when they are researching your business. They 
need to be your best photos.
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“Show interaction to 
reflect the relationship 
between people.
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EXAMPLES OF PEOPLE PHOTOS
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People Photos
People photos should be simple, direct and feature real people — not fashion 
models. They complement your main photos and should focus on interaction 
to reflect the relationship between your guests, staff and community members. 
People photos need to capture the personal experiences that guests will have 
while they are with you. 

The people in the photos can either be looking off-camera or giving direct 
eye contact. People should look positive, approachable and natural with an 
appropriate mix of race, age and gender to reflect the area and the experience.
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1. Ocean House, BC 2. Mahikan Trails, AB  
3. Tourisme Nunavik, QC 4. Nunavik Parks, QC  
5. Wanuskewin Heritage Park, SK 6. Métis Crossing, AB 
7. Manitoulin Hotel & Conference Centre, ON



EXAMPLES OF SUPPORT PHOTOS
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Show off the major 
attractions and what 
gives life to your 
experience.“
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1. Squamish Lil’wat Cultural Centre, BC 2. Club 
Odanak, QC 3. Appalachian Chalets & RV, NL 
4. Ku’Kum Indigenous Kitchen, ON 5. Tourisme 
Nunavik, QC 6. Six Nations Tourism, ON 7. Spirit 
Bear Lodge, BC
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Support Photos
Support photos provide a visual overview of a given experience or location. They 
are more detailed photos or beautiful landscapes and they show off what gives 
life to your experience. 

These photos may or may not contain people. The purpose of these photos is to 
illustrate the details and locations of your tourism business and to reinforce the 
experiences captured in the main and people photos.

EXAMPLES OF SUPPORT PHOTOS
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Make people the focus of your pictures.
Indigenous tourism needs to have Indigenous peoples. Our people 
and our stories are our best assets. Putting people — rather than 
places — at the heart of our photos helps lift the narrative and 
transforms it into something unique. Focus on what is happening 
now rather than what happened in the past.

Avoid Stereotypes
Indigenous tourism experiences are as diverse as Indigenous 
peoples. Not every situation needs a teepee and a totem pole. 
When telling our story visually, make it accurate and current; 
always highlight our diversity.

Demonstrate the Experience
Capture the imagination of potential guests by using experiential 
photos; allow them to imagine themselves being part of the 
experience. Show the forest walk, not just the forest.

Aim for Natural — not Posed
Cheesy smiles and stiffly posed photos don’t show off your great 
experience. Aim to show your natural side every time. It might take 
more effort to get good, focused “natural looking” photos but they 
are worth their weight in gold. 

Take a Variety of Sizes
When you’re capturing photo-worthy moments, make sure to vary the 
orientation you’re using on your camera. Take a variety of landscape, 
portrait and square photos to allow your photos to be used in more 
ways.
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Photography Tips

1. Musée des Abénakis, QC 2. The Torngats, NL 3. Yukon First Nations Culture & 
Tourism Association, YT 4. Haida House, BC
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Capture the Tone
Take images that capture the raw power and emotion of the experience and people. Use contrast to 
emphasize the mood. 

Provide Descriptions
When ITAC staff, travel trade or media view your images they will want to know more information so 
that they can accurately caption or describe the photo. The best way to do this is to accompany your 
images with a document that provides details about who is in the images and what they are doing 
or experiencing. Make sure the document references the file names of your images. Here are some 
examples of the types of descriptions you should use for images:

• Sébastien Desnoyer-Picard (Huron-Wendat Nation) stands in front of the Squamish Lil’wat 
Cultural Centre surrounded by the picturesque landscape of British Columbia.

• A warm welcome to the Grey Eagle Resort & Casino (Tsuut’ina Nation)

• Learning to cook bannock at the Great Spirit Circle Trail on Manitoulin Island, Ontario.

• George Paul (Mi’kmaq) welcomes guests with a song at Red Bank Lodge, Metepenagiag, 
New Brunswick.

Wherever possible, ITAC will identify individuals, communities and Member businesses in ITAC 
promotions and materials. ITAC will use any self-declaration provided. If no self-declaration has been 
received, every effort will be made to identify the name of the community or Nation.  If that is still not 
known, Indigenous grouping names will be used (First Nation, Métis or Inuit).

Allow guests to imagine 
themselves being part of 
the experience.“
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IndigenousTourism.ca

1-604-351-1028  |  Info@IndigenousTourism.ca  |  8th Floor, 333 Seymour Street, Vancouver, BC, V6B 5A7
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