


WHO WE ARE
▪ First ÉCONOMUSÉE® in 1987 – Hand made paper

▪ ÉCONOMUSÉE® Network Society (ENS) 1992

▪ Mission of ENS

▪ Maximise the full potential of the ÉCONOMUSÉE®
concept internationally

▪ By allowing artisans and craft enterprises to develop
and promote in-situ traditionally inspired crafts and
knowledge to offer the public a high-quality cultural and
tourism learning experience.



WHO WE ARE
▪ Showcasing traditional crafts and trades still practiced today that 

play a part in forging a distinct local and national identity;

▪ Developing an intangible heritage that contributes to cultural 
diversity;

▪ Promoting the benefits of buying locally made goods to help offset 
the threat posed by large-scale industrial production to artisanal 
trades;

▪ Supporting artisan entrepreneurs to breathe new life into the 
economic, cultural and tourism fabric of their communities;

▪ Building artisans capabilities to take advantage of cultural and 
experiential tourism trends



WHO WE ARE



▪ Québec (32)

▪ Atlantic Canada (7)

Craft reach project
Phase 2 - 2011-2014
Phase 3 - 2015-2018

As of October 2017
Members and members in transition 

▪ Faroe Islands (4)
▪ Groenland (1)
▪ Iceland (4)
▪ Norway (14)
▪ Sweden (5)
▪ Northern Ireland (6)
▪ Ireland (6)

▪ 2012 - British-Columbia (9)
▪ 2014 - Saskatchewan (3)
▪ 2016 – Alberta (1)



HAÏTI
2 by March 2018



Countries / Territories/ Provinces October 2017

Atlantic Canada 7

Québec 36

Saskatchewan 3

Alberta 1

British-Columbia 9

Haïti 2

Faroe Islands 4

Greenland 1

Iceland 4

Ireland 6

Northern Ireland 6

Norway 14

Sweden 5

TOTAL 98 As of October 2017
Members and members in transition



WHO WE ARE

▪ New management : 
▪ Cyril Simard retired in September 2012.
▪ Réjean Tardif left the ENS in November 2012.
▪ Carl-Éric Guertin since February 2013

▪ More partnerships oriented

▪ Worked toward building stronger
relations with Partners – ex.: sharing of
promotionnal material

▪ Increased support to Partners 
developping their own Network



WHO WE ARE

▪ A brand respectfull of cultural diversity



WHO WE ARE

▪ Renewal of the image of the organisation



WHO WE ARE

▪ Bringing a uniform image accross the
entire Network

▪ The new shared brand is slowly being
implemented, used on PR materials, 
marketing and more known in all 
countries



WHO WE ARE

Critical mass of 
économusées :
▪ Promotionnal material

has or is being
developped

▪ Artisan meetings

▪ Particpation in 
tradeshows and fairs

▪ Product development

▪ Cross promotion

▪ Cross products sales



WHO WE ARE

Recognition
• Increased public and stakeholders attention 

and understanding of economusees
• Their value for preserving and 

experiencing crafts and heritage

• A high quality tourism product

• With a stronger network established in each country, it is much easier for 
project organisations to receive economic support, and to develop and expand the 
Economusee as a concept, brand and network 



WHO WE ARE

Recognition - Media
• Increased media attention 

and coverage



WHO WE ARE

▪ Moved from a more cultural focus in transformation to economic and tourism issues and 
challenges from artisans and stakeholders

▪ Project managers learned to develop/transform businesses more quickly

▪ Members want to be / are being ugraded : 
▪ Projects are getting bigger
▪ Higher artisans expectations



Cider maker ÉCONOMUSÉE
2012



WHO WE ARE

Working with / benefits for communities
▪ Increase in employment and sales for a number of économusées.

▪ Économusées have becomed more integrated with and of increased value for local 
communities
▪ Job creation
▪ Additionnal tourism attractions

▪ Raise the profile of the communities at the international level



WHO WE ARE

Working with / 
benefits for 
communities
▪ Local pride, identity

building and traditions 
raises the public 
interest
for economusee and 
vice versa.



WHO WE ARE

Training young
artisans

▪ NI to Québec

▪ Iceland to Québec

▪ N. Ireland to Ireland

▪ N. Ireland to Norway

▪ Netherlands to Sweden

▪ Norway to NI (2018)



WHO WE ARE

A tourist product in demand
Tourist potential is increasing -
International trend documents 
proves that cultural tourists are very
interested in local products, crafts
and heritage. 




