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EXECUTI VE SUMVARY

More than 40,000 business, government and pleasure travel-
lers visit the Northwest Territories every year. It has
been estimated that this activity injects approximtely
$60, 000, 000 Cdn. into the territorial econony, stinul ating
about 4,000 person-years of enpl oynent  annual | y. As a
private sector econom ¢ activity, tourism is the second

| argest producer of enploynent in the Northwest Territories.

The primary industries of the Northwest Territories are under
consi derable pressure resulting from the recent sharp fall of

oil prices and the continued low netals prices world-w de.
As this sector continues to experience difficulties, new
enpl oynent alternatives will be sought.

The public sector is an extrenely inportant source of
enploynent in the Territories, representing 44% of enployment
of the industrial aggregate - according to the last nonth for

which conplete data is available, Septenber 1975,

Wiile its Jlarge size offers considerable stability to the

Nor t hwest Territories' econony, the Government of t he
Nort hwest Territories is seeking opportunities for economc
health and growt h. Increasingly in this regard, tourism and

smal | busi ness devel opnent are being stinulated.

In recognition of the growing significance of tourism t he
Strategic Marketing Plan was initiated. Its mandate is to
exam ne the current envi ronment  of tourism assess the
marketing practices of the NWT's[] ajor nmarketing organiza-
tions and to define a md-term nmarketing strategy specifical-
ly for the Governnent of the Northwest Territories.

The object of this paper is to docunent the results of the
study and to provide the background, framework and detail ed
design of a three-year strategic marketing plan for the
Departnment of Economic Devel opnent and Tourism (’i’ravel-
Arctic).

Wiile the resource and market weaknesses of the NWT are
addr essed, the conmponents of the strategy are the neans of
contributing to the achievenents of specified goals by
building on the strengths and opportunities of the Northwest
Territories. Thus a set of practical, realistic prograns are
recommended for the stimulation of increased tourism revenues
and growt h.

This report has been prepared for the Government of t he
Northwest Territories.




Mandate and Goal of the CGovernnent of the Northwest

Territories

The mandate of the GN\WI is to facilitate and  promote the
heal t hy devel opnent and prosperity of the tourism industry.

Its goal is to foster the developnent of a strong tourism
private sector which involves the vigorous participation of a
highly skilled and notivated resident workforce conprising a

much | arger proportion of the native popul ations, t he
stinmulation of developnment of top-quality tourism facilities,
services and infrastructure, and the redist!ribution of

econonic benefits throughout the region - particularly to the
smal l er comuniti es.

The Departnent of Econonic Devel opnent and Tourism has taken
strong steps towards achieving this and assisting the
i ndustry, by developing a powerful t hr ee-year strategic
mar keti ng pl an.

Roles and Responsibilities

The nost inportant role which government can play in the
devel opment of the industry is that of facilitator and
catalyst for growh and prosperity.

As  such, the nost expensive and risk-laden functions of
research, market developnent and product stinmulation are oDost
appropriate for the governnent. The Departnent has accepted

t hese whol eheartedly and has identified very specific strong
initiatives to assist the private sector.

While longer-term developnment is the perspective of gover n-
ment , the responsibilities of building the econonmic sector
are shared with the private sector.

The Departnent’s initiatives are designed to assist the
private sector in its role of direct sales and benefits from
tourism activity.

The responsibilities of the industry include those of
creating, developing and delivering a consistently high-
quality, mar ket abl e product or service. The marketing of

specific products and ©price is the responsibility of the
private sector.

The nmarketing on behalf of the entire industry in order to

create optinmum levels of awareness, image, interest, positive
attitudes/ perceptions, and notivation is the responsibility
of the Departnent, in order to provide the maxi num benefits

to the private sector.



In recognition of the trenendous potenti al of tourism
opportunities for the communities and native populations of
the Northwest Territories, the Department is ensuring that
al | initiatives support and assist the private sector in
its own devel opment objectives.

| npl enentati on Pl an

The three-year Strategic Marketing Plan provides the Depart-
ment with a franework to ensure the very Dbest possi bl e
returns to the private sector. It is acknow edged that
governnent cannot do everything within the Ilimtations of
manpower and financial resources, and therefore, it is under-
taking strong new prograns which involve joint and coopera-
tive initiatives with the industry.

VWhi ch  Market Conponents Were Exani ned?

The following groups were examined for strengths and weak-
nesses:

*Qutdoors/Adventure Traveller

*Arts/Culture/ Touring Traveller

*Busi ness/ Governnment Traveller

*The Travel Trade (agencies, wholesalers, etc.)
*The NWT Industry operators & Associations
*Tourism and other Influential Media
*Influential clubs and organizations

From this exam nation, it was determined that the CQutdoors
/[ Adventure category offered the highest potential for devel-
opnent and that the following specific products would be
featured for well-defined Oarket segnents:

*A11 non-consunptive activities: natural i st, hi ki ng,
canpi ng, clinmbing, canoeing, boating, wld-life viewng,
etc.

*consunptive activities: sportsfishing and hunting;

*Arts/Culture touring.
It was also determined that it was absolutely necessary to

i medi ately develop the travel trade, media relations and
strong networks and affiliations with influential groups.

VWhat are the @iding Principles of the Strateqgic Plan?

1) Al prograns are inplenented for the direct benefit
of the tourism industry of the NW;

2) Al initiatives are executed in concert with and to
strengthen the activities of the private sector;



3) The target effects of the annual plan will be to:

*expand existing narkets;

*pronote |onger stays and higher expenditures

*enhance positive image, awareness, perceptions and
attitudes towards the NWI as an attractive tourism
destinati on;

*attract new markets;

*increase shoul der-season tourisn and

*promote the disbursement of benefits throughout the
Northwest Territories - including higher enployment
of northern residents, nore conmunities involved in
tourism and benefiting from tourism and generation
of revenues to the governnent through taxes.

VWhat will the Plan Achieve?

The goals of the plan over the long-term are:

1.

10,

To support and assist the industry in the healthy
devel opnent of the sector.

To assi st the industry, particularly in smaller
comuni ti es, to nmaximze sales of tourism products
and services.

To encourage and assist native populations in
participating in the industry;

To increase the linkages of native culture, arts,
| ei sure, recreation and tourism in tourism narket-
i ng.

To have a systematic research program to assist the
i ndustry in product and marketing planning.

To develop brand recognition in the marketplace wth
the appropriate levels ofimage, awareness, etc.

To be a narket | eader, promoting high-quality
intrinsic val ues of uni queness, exclusivity,
setting, styl e, lifestyle, cul ture, dr anm, and
st at us.

To provide neasurable opportunities and results for
the industry, whi ch includes highly-qualified pros-
pects for conversion to sale.

To develop markets cooperatively with the industry.

To provide the ability to take advantage of market-
ing ooportunities on a global scale, as they arise.

ety i
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The Prograns of the Strategic Mrketing plan

Very strong new prograns have been identified for the
Departnent in order to assist the industry in entering and
devel oping the best potential nmarkets for the NA. Havi ng
identified the products which have strong success attributes,
the highest potential geographic narket in the short term was
identified as being the United States. O her markets such as
those overseas require developrment for long-term results,

The new cooperative prograns include:

a) A Consurer program for the Qutdoors/Adventure narket
(non-consunptive and hunting/fishing generally)

b) A Consuner program for the Sportsfishing market

c) A Distribution/Network Program (Retailers, d ubs,
Manuf act ur er s)

d) Marketing Aids (Brochures, Posters, Leaflets)

e) A Travel Trade Program (Travel Agencies, Tour Opera-
tors, Wolesalers, etc.)

f) A Media Relations Program

g) A Public Relations Program

h) An Industry Support Program

i) A Research and Evaluation Program

i) A Monitoring and Analysis Program

How will the Industry Participate?

Whenever and wherever possible, progranms will be inplenmented
in cooperation with or jointly with the private sector.

Qper at or s, big or small, will have the opportunity to buy
into the larger scale marketing progranms and directly benefit
from the inpact of the wvarious activities (advertising,
pronmotions, public relations, etc.)

I nfluential media and trade guests will be hosted in
cooperation wth the private sector - the specific hosting
operator will receive proper credit and benefits.

Private organizations who are not able to fund initiatives
cooperatively with the Departnent will still receive
tremendous benefits from the new prograns. Wher ever
appropri at e, listings of operat ors, outfitters, service
organi zations, travel trade, etc. will be included in printed
materials for the tourism prospects and the travel trade.
Al so, tourism zone associations and the Travel | ndustry
Association will be listed for the specific reference of
consuners.

In all nedia, listings and addresses Wwll be included
whenever the opportunity arises. VWhen this is not feasible,
a response nechanism to Travel Arctic will ensure that all
pot enti al enquiries are generated and followed up, and then

E




provided to the industry for specific handling and conversion
to sales.,

An awareness/informat ion rograu will also be d1mplemented to

pruvide aessistance tO WI™ residents, so that they wmay
increase thelr involvenent in the tourism industry. Hements$
of the program will include sewinars, Workshops, counselliag,
Fesear iy etc. to enhance skil ls of pl anning , product

de v ¢lopment and wurketing, ser v i c i ng, a nd Yospitality .

Busis of the Plan: A Critical Revioew

TheTouri smSector

The world-wi de cconomicenviroenuens Seing traunsforued,
with new busi ness and trauding patterns emrginy aud
i nvestnment flows being redefined. G 1lovaliza tion of AL
i ndustr desisoccuringwi thout eX eapi on,including touri. su,

Tour i smisnolOnger definedi ut erusof a | ocal , regi ongl,
nationalorinternationleconeunicactivity it is global.
A s this phenomenon i n creases , shi fti u yetternsofaffluence
wWill be signaledear 1ybyi ncr eusscduobitity(bus i ness  and
pleasure travel)andshiftsi ndesti nati cu appeals (war ket
Shar e)

I n general, worldinternati ownltcavelis growng. Aud,
although dincomi ng traveltoCanadashouldgrowi nt he Ilext
few years, Canada ‘' s share of wor 1dt ourisashasdecli nedover
the past decade. Problewsi ndevellping increased walket




share for the Canadian tourism industry persist, as Canada
retains the inage of being a vast, cold, wuninhabited, boring
destination which is overpriced.

Canada’ s Nor t hwest Territories have the sane O ar ket
perception and image barriers nagnified many-fold with the
added drawback of perceived |lack of access and travel con-
veni ences. In addition, the real infancy of the tourism
i ndustry and the absence of infrastructure does not enhance
t he NWT's ability to conpete equitably with mat ur e
desti nati ons.

Recent surveys and available data reveal that:

a) In spite of a dramatic rise in tourism expenditures
during the summer of 1983, there has been a decrease
in the nunmber of visitors to the Northwest Terri-
tories from 1982 to 1984;

b) reasons for traveling in the NWT include conmuting,
busi ness/ gover nment travel and vacation/pl easure
travel - with the length of stay varying according
to the purpose of the trip;

c) the incidence of single travel parties is increas-
ing;

d) business travelers and tourists conpete for avail-
abl e accommodati on;

e) transportation throughout the Northwest Territories
is predomnantly by air - road networks are only in

the western region of the NAT.

The tourism sector of the Northwest Territories econony is
exhibiting all of the classic synptons of a neophyte industry
whi ch has severe handicaps. The inpedinents to success for
NWT tourism are many -- historically enforced by inadequate
pr oduct and mar ket devel opment stimulation as well as
i nappropriate resources. The Departnment is now taking very
positive action to correct this and also to take advantage of
opportunities to help the industry achieve positive results
in as short a period of tine as possible.

Developing an Econonic Sector

The will of the Government of the Northwest Territories to
create a viable economc sector based on tourism is inpacted
by naj or constraints of resources and private sector
i nvest ment/ notivati on.

As a result, managenent information has not been accessible
or achievable through research of sufficient quantity or
quality necessary for the fornulation of pol i cy, i nformed
deci si on- maki ng, econom ¢ pl anni ng, program devel opnment,
i npl erentation and mnanagenent.

The absence of substanti al private sect or i nvest ment
resources adds to the dependence and pressure on governnment
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progranmm ng and financial assistance/incentives to an indus-

try which 418 novice, weak and lacks a significant tourism
gener ator.

Fur t her nor e, the ability of governnent to effect policy and
gover nnent progranming is hanpered by the lack of a cohesive
and coherent sectoral organization structure. Presently,
there exists a variety of information/marketing “agencies”
for NWT tourism who behave in a duplicating, over | appi ng,

confusing, and sonetines contradictory manner.

Sectoral Evol ution

To dat e, the tourism industry of the NWT has evolved with an
introverted perspective. I nvestnent stinulation for pl ant
and infrastructure developnent has occurred principally in
response to internal public denand.

Until recently, much of the devel opnent investnent which has
come from outside of the Northwest Territories has been |ess
than positive, producing very little if any econonmic contri-
bution to the region. Extrene evidence of this is revealed
in the special interest tourism activity of sportsfishing, a
traditional trend now changing due to governnent action.

Hi storically, sportsfishing |odges have been devel oped and
controlled by non-residents of the NWT, Expenditures of the
| odge guests are directed alnost exclusively outside of the
NWT, through southern charter conpanies and |odge owners/
oper at ors. The renote locations of the |odges/canps result
in little contact with and econonic benefit to communities.

New gover nnent training for native guides and other mgjor
programs are now elimnating this.

An  evolutionary approach with little governnent attention
until now has resulted in the basic initiation/formation of
an economc sector, W thout it yet having been created.

Strong economic planning and devel opnent is now required
coupled with potent nmarketing progranms to ensure its viabili-
ty, growmh and long-term health.

The strategic plan is a positive exanple of the Departnent’s
dedi cation to this stance.

Strategi c Assessnent

The infancy of the NWT tourism industry is underscored by the

fact that it is neasured in years -- not the decades of
conventi onal tourism conpetitors. Its youth and relative
imaturely make it especially vulnerable to all fornms of
conpetition, particularly since it has not been able to

appropriate a mninmm |evel of resources to product or nmarket
devel opnent.
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‘The majority of tourism in the Northwest Territories
originates wthin the NWT, Conpared to all other Canadian
provincial/territorial desti nati ons, the Northwest Terri-

tories attracts the smallest nunber of non-resident tourists.
o all travel within the NWT, the mjority (57.5% is
busi ness/ gover nment travel and therefore 1is not elastic.
Travel originating from outside the NWT is stinmulated princi-
pally from Al berta (412), Ontario (19% and British Col unbia
(12% ...811 the best natural potential regions of tourist
origin for the NWT,

In addition to a very narrow base of geographic producers of

tourists, the Northwest Territories does not have a diversi-
fied product [line. It is largely restricted to tourism
experiences wthin the outdoors/adventure category. Yet even
within such a limted market segnment appeal, major initia-

tives are required to produce nmuch needed capacity excess to
the current insufficient |evels.

The overall lack of financial resources has prevented the NWT
tourism industry from entering the nmarketplace wth strong
pr oduct and narketing services support. The nmmjor conpeti -
tors of the NWT are not proximty destination regions, but
any region in the world which offers a conparable product
line in the same category.

At an increasing pace, new conpetitors are energing. Mat ur e
conpetitors are dramatically increasing their efforts to
solidify market share, and are also investing extrenely |arge
budgets in narket devel opnent. Billions of dollars are being
spent annually in aggressive conpetition for world-wde
touri sm revenues.

The public funds which have been historically allocated for
mar ket activities have been inadequate to perform oore than

the basic caretaking, maintenance and critical i nformation
services functions. Funds have not been available for any
devel opnment of any markets, be they existing, short- or

| ong-term potential narkets.

The consequences of these factors are:

a) the Jlack of private sector resources is placing an
i ncreased burden on public funds, which are also
strai ned;

b) col l ectively, the NWT tourism industry is at the
mar keting launch stage and nust enter the rmarket-
place with a global perspective;

c) NWT tourism will have to conpete aggressively wth
seasoned opponents to develop a nmarket base;

d) three crucial success factors nust be quickly devel-
oped in a tourism context: brand nane status, a

solid market positioning strategy and a tactical
conpetition plan;



e) al though not generally known, the Northwest Terri-
tories have abundant superlative features, attri-
but es, natural attractions and resources in a well-
defined tourism product category, all of which offer
trenmendous rmarket potential on a global scale;

f) i nportant economnic devel opnent of the tourism sector
requi res 1insurance through an imediate long-term
comm t ment from the Governnent of the Northwest
Territories and other levels of government to sub-
stanti al financi al investnent and a conconitant
dedi cation to product and narket grow h;

g) priority issues requiring ongoing and persistent
attention include consistent and constant communica-

tions throughout all sector strata (public, private
enterpri se, public bur eaucr aci es, politicians,
nedi a) , stinul ation of product developnment and a
solid infrastructure, and a thoroughly integrated,
state-of-the-art and dynanmic marketing plan which
exploits mar ket i ng opportunities as nmuch as
posgsible,

In spite of the many problems and drawbacks of a new
i ndustry, NW tourism has trenendous potential for prosperous
gr owt h, given a powerful strategic plan. The Departnent has
commi ssioned this plan as the blueprint for successf ul
conpetition in the short term while long term strategies are
formul at ed. 5

The Strategic Approach

The devel opnent of a strategic plan is conplex to the degree

of sophistication with which the conpetition behaves. Si nce
tourismis not a new industry, wor | dwi de, there exists lots
of established, highly-skilled conpetitors who possess finely
devel oped tacti cal skills. The ability and potential to

achieve sector goals is directly related to the ability of
the conpetition to interfere and intervene.

It is essential therefore, that specific strategies and tac-
tics be formulated only after a conplete and honest detailing
of al | st rengt hs and weaknesses of the sector, the host

organi zation, as well as the conpetitor.

The Strategic Mirketing Plan reflects this assessnment. It
was designed to recommend the nmininum initiatives and finan-
¢ial investnent required to enter the highest pot enti al
markets only in the short-term, within a _econonic devel opnent
perspective supportive of the goals of the Governnment of t he
Nort hwest Territories,

The strategy provides a nodular framework for the private
sector, including small operators, to participate in and
directly benefit from nmmjor prograns in the marketplace. The




paxi mum inpact will be made through continued and increased
col | abor ati on, and coordi nat ed, cooperative Initiatives
between public and private sectors.

The alternative to a strategic plan with a zero-base budget

(which reflects mninum need) is an optimzation plan Wwhich
is determined strictly by financial budget allotnents. This
alternative precludes short-term investments in downstream
econoni ¢ benefits, since it must usual | y denonstrate
i medi ate positive returns of higher-than-cost val ues. This
i nposes a short-term treadmll cycle.

Qpportunities for Conpetition

It 1is the wvery fact that the tourism industry of the
Nort hwest Territories 1is as young as it is that provides it
with outstanding conpetitive opportunity. The devel opnent
scope, conponents and processes can be entirely managed and
controlled because "the slate is clean”.

Critical requirenents for developnent of this sector include:

a) rigorous, regul ar corporate research and managenent
information analysis and evaluation;

b) inpacts analysis of threats and opportunities, commer-
cial and conpetitive intelligence;

c) using conpetition and positioning |everage to devel op
its own narket niche(s) wth exclusive products,
i nstead of marketing “me-too” products in a nmature
mar ket pl ace;

d) developing brand name status, with instant recogni-
tion;
e) accurately mat chi ng  best pot enti al mar ket s and

products, through fine narket segmentation;

f) encouraging the devel opnent of the NWT private sector,
t hrough awareness prograns and cooperative and joint
marketing initiatives;

g) assisting in the developnent of the travel trade in
the NWT and in the narketplace;

h) devel oping networks in the marketplace for distribu-

tion of NWT tourism information and i nfluencing
pr ospect groups (such as nmanufacturers of outdoors
equi pnent, sporting goods retailers, sportsfishing/
outdoors/travel clubs, associations);

i) stinulation of mar ket demand and increasing mar ket
shar e, through nulti-faceted [l arketing programs, in-
volving adverti sing, public relations, nedia rela-
tions, industry programs, travel trade advertising and
promotions, etc.; and

j) stinmulating product devel opment through pressures of
mar ket denand.



Optinizing Potenti al

The strategic plan proposes to nmaximze the potential of the
products and services which the NWI tourism industry has now.

Future devel opnent of the plant is easily accomodated through
the dynamics of the inplenentation plan.

Optimzing current potential with a long-term view entails
*an acceptance of the needs of conpetition;
*5 market development perspective Over a 1long term;

*short-term exploitation of highest potential markets;

*use of optimnzation techniques, such as |everage (e.qg.
in joint prograns, the governnent and the private sector
woul d Oatch funds);

*the jnbedding of [Oeasurenent and evaluation in all
aspects and conponents of program inplenmentation, for
use in future planning and project nanagenent.

For Further Details

The conplete study report is presented as:
* A STRATEG C MARKETI NG PLAN FOR TOURI SM
FOR THE GOVERNMENT OF THE NORTHWEST TERRI TORI ES
A copy O this docunent can be examined by contacting
Travel / Arctic, Departnment  of Economi ¢ Devel opnent and

Tourism Gover nnent of the Northwest Territories, Yellow~
knife, N.W.T. KIA 2L9

IJ

Briar International Business Resources Ld.




R G

BACKGROUND

11




1. 0.

| NTRODUCTI ON

This report has been prepared for the Departnent of Economc
Devel opnment and Tourism of the Governnent of the Northwest
Territories. The obj ect of this paper is to docunent t he
results of a study of the Northwest Territories’ current
mar keting and conpetition practices, and to provide the back-
ground, framework and detailed design of a three-year
strategic marketing plan for the Departnment of Economi c
Devel opnment and Tourism (TravelArctic).

1.1. TERMS OF REFERENCE

The terms  of reference for the project conprised four
di stinctive objectives:

a) to assess the conpetitiveness of the tourism industry
of the Northwest Territories in terns of pr oduct
desi gn, mar ket positioning and performance in the
mar ket pl ace;

b) to exanmine and analyze all avenues currently or not
yet used to secure and enhance market position, share
and devel opnent;

c) to evaluate factors creating principal harriers to
tourism market developnent and to identify compensa-
tory measures;

d) to describe the degree to which TravelArctic should
adopt | eadership marketing tactics and to design a
dynamic strategic plan for possible inplenentation by
TravelArctic.

1.2. METHODOL OGY

1.2.1. ANALYSI S AND EVALUATI ON PHASE

The analysis and evaluation phase of the study conprised the
processes of:

a) i nterviews with officials of the Departnment of
Econonic Devel opnent and Tourism (TravelArctic),
officials of other governments (provinces, t he

Federal Departnment of Regional |ndustrial Expansi on,
DRI.E Regional Ofices, etc.);

b) reviews of project files and internal docunents;

c) and analysing statistical data provided by Travel-
Arctic.

Cenerally, the inadequacies of the information available were

as expect ed: there has been 1little historical docunentation
of TravelArctic program details and the industry’'s initia-
tives, and no rigorous research plan. This situation was

anticipated and forecasted by officials of TravelArctic, Who




e

have attenpted increasing corrective nmeasures recently. In
view of the sparse resources habitually allocated to the
mar keting function, these efforts are linted.

As a result, we broadened the scope of the study phase to
include data and information analysis from other sources:

a) Tourism Canada, of the Federal Departnment of Regional
I ndustrial Expansion;

b) Statistics Canada;

c) The Bureau of the Census, of the U.S. Department of
Commer ce;

d The Fish and WIldlife Service, of the U S. Departnent
of the Interior;

e) The Conference Board (U. .S );

f) plus a variety of nedia research studies (such as

Si mons, Audi t Bur eaux, Audi ence Research Studies
proprietary to nedia, and Conmi ssi oned Mar ket
St udi es) .

1.2.2  DESI GN PHASE

The design phase of the strategic marketing plan was
undertaken with:

a) interviews with Departnment officials;

b) a review of TravelArctic project files, rel evant
docunents, marketing sanples; and

c) an exam nation of other marketing sanples produced by
various Northwest Territories organizations.

The above yielded information concerning historical and
current marketing program design, f undi ng, activities,
schedul i ng, operations, research and evaluation.

Additionally, market intelligence was acquired concerning the

activities of other Canadian provinces and the Yukon, as well
as foreign tourism destinations. Tourism Canada’s nedium
term plans were also exam ned and anal yzed.

Scanni ng was also conducted of the marketing services

i ndustry, on a global basis, to identify key resources and
opportunities to facilitate market entry and penetration,
followed by developrment ...with optinmum effectiveness and

ef ficiency.

Broadening the scope of our information base was dictated
nerely by the necessity of an adequate know edge resource of
qualitative value. Canadi an sources of information generally
were found to offer inconplete data.




MANDATE, ROLES AND RESPONSI BI LI TI ES

2. 1. MANDATE AND GOAL OF THE GNWT

The mandate of the Governnent of the Northwest Territories is
to facilitate and pronote the healthy devel opnent and
prosperity of the tourism industry throughout the region.

It has set for itself the goal of redistribution of econonic
benefits derived from tourism from current maj or revenue

reci pi ent areas to the other comunities, particularly the
small er ones where related enploynment opportunities would be
hi ghly desired. Great er invol verent in the industry by

residents of the N.W.T. is part of this goal.

2. 2. ROLES COF THE GNWT

From the Governnent’'s nandate and goal flow roles and re-

sponsi bilities. Characterizing the present circunmstances are
the infancy of the industry, the low growth and devel opnent
patterns, the vast |land nmass entailed, the varying product
opportunities from region to region, the limted nmarketing
i nformati on networks, and the considerable ignorance of the
region’s existence as a vacation destination in the market-
pl ace. The Government’s current key roles entail those of

facilitator and catalyst for tourism growh and prosperity.

2.3. RESPONSI BI LITIES OF THE GNWT

* Establish and nmaintain hi gh-quality i nformation
networks to assist the industry with devel opnment and
mar keting of specific tourism products;

* Provide financial assistance through various instru-
ments for plant devel opnment and personnel training;

*  Conduct subst anti al and on-going research to enable
t he industry to capitalize on opportunities and to
facilitate the healthy nanagenent of the industry’'s

gr owt h;

* Execute a global nmarketing strategy to position the
Nor t hwest Territories as a conpetitor for tourism
revenues;

¥ Create a demand for tourism products of all regions by
processing the Dbest potential markets through the
various necessary indoctrination stages of top-of-mnd
awar eness and recall, pr oduct know edge, positive
attitudes and perceptions, strong desire and notiva-
tion, resulting ultimately in conversion to first-tine
visit, followed by repeat visits;




* To "act on behalf of all industry private sector
organi zations and associations, and to represent al
wi t hout undue preferences.

The responsibilities are nultifaceted, conpl ex, and wide-
rangi ng.

In marketing terns, the responsibilities involve the devel op-
ment and marketing of a strong unified inmage to create
destinati on awareness, recognition, and acceptance - while
generating tangible opportunities for specific product sal es
for all nmenbers of the industry.

The evaluation of wultinmate inpact (sales) should be  built
into the marketing process in as many activities as possible.

Maxi mum utilization of the plant with mniml disruption to
the soci al and cultural fabric of the local inhabitants is
key.

2. 4. ROLES AND RESPONSI BI LI TIES OF | NDUSTRY ASSOCI ATl ONS

The roles of the Tourism Industry Association and the Zone
Associ ati ons are nmore specifically related to regional
interests and priorities.

2.4.1 TOURI SM | NDUSTRY ASSOCI ATl ON

A Tourism Industry Association is typically a |obbying group

to government agencies on behalf of the entire sector. As
such it participates in the creation of a supportive |egisla-
tive climate for the industry, the identification of needed
fi nanci al assi st ance i nstrunents, the identification of
research and information requirenments of the industry; it
coor di nat es the interests and priorities of the various
regions, functions as an out-reach nonitoring agency to the

Gover nirent and provides feedback and interpretation to the
i ndustry on government policy, regulations and issues.

2.4.7 2. ZONE __ASSCOCI ATI ONS

The Six Zone Associations are concerned with the health and
wel fare of the tourism industry bounded by zone designations.
They are best able to coordinate the various activities
(devel opnent and narketing) of the region’s operators and are
able to facilitate product sales on behalf of nenbers.

Tourism Industry Associations do not normally engage in
public comunications prograns except for advocacy adver-

tising. Regi onal (Zone) Associations are usually engaged in
i ndependent marketing only after the host destination and
product lines are well established in the marketpl ace.



2. 5. ROLES AND RESPONSIBILITIES OF | NDUSTRY

The industry and its health are the crucial ingredients of
this econom c sector. It is the industry which produces the
products and services necessary to build a tourism infra-
structure. The industry contributes economc benefits to
communities through plant devel opnent and enpl oynent. As the
f ocal poi nt of sector well-being, the industry is the first
and the last sector conponent to feel all inpacts. Through
i ndustry devel opnent and sound health, nore general economic
benefits are <created - nmonitored by governments through
instruments such as taxation.

The responsibilities of the private sector include those of

creating, devel oping and delivering a consistently good-
quality, mar ket abl e product. In addition, product attri-
but es, features and support services - such as packagi ng,

price, ground- handling services for arriving tourists - and

mar keting of those specific products are the responsibilities
of the private sector.

VWen the industry is young, as is the case in the Northwest
Territories, cooperative marketing is the npst effective
process. Therein the governnent(s), associations and private

sector pool resources to greatly strengthen ultinate inpacts
and economic benefits.
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3.0.

SUMVARY OF GLOBAL TOURI SM TRENDS

Wrld i nt ernati onal travel was up in general in 1983
following the first ever drop in 1982. I nt ernati onal
arrivals were up 2.2% in 1983 to 293.5 nmillion. The World
Tourism Organi zation estimates for 1984 predict another 2.1%
rise in global international arrivals to a total of 300
mllion. Arrivals are expected to continue to grow for the

next 2-3 years, though at a slower rate than in 1984. \erld-
wide international travel receipts increased from U S $96. 6
billion in 1983 to U S $100 billion in 1984 (excluding
fares).

The economic situation in nost regions of the world inproved
in 1984, wth the US., foll owed by Japan, Western Europe,
Australi a, and sonme of the key devel oping countries show ng
the best performance. International problens such as high
external debts, budget deficits, and unenpl oynent continued
to persist. There were al so encouraging signs in the world
econony such as lowering inflation and interest rates,
declining oil prices, and increased enploynent.

Economic growh slowed by the end of 1984 and growh in 1985-
1987 is expected to be slower. ..and dependent on the policies
of the large industrialized countries. Particularly inport-
ant will be the U S attenpt to reduce its budget deficit and
resolve the problens associated with its strong dollar.

Incom ng travel for Canada and thus the Northwest Territories
(although on a nuch snaller scale) should grow in the next
two years, though this growmh will depend on econonic perfor-
mance in inportant overseas narkets. Thus far, t he outl ook
is optimstic and the establishment of strong trade relations
in energing markets and events such as Expo '86 should

attract nore overseas visitors. However , an event such as
Expo '86 could create shortfalls in the nunber of visitors to
the Territories in 1986, Alberta is the nmgjor Canadi an
source of tourism to the Northwest Territories and the Terri-
tories’ tourism industry would be hit hard if Albertans,
along with other Canadians, decide to visit Expo. Thi s
problem will be conpounded if oil prices continue to fall,

driving the Al bertan economy into a recession.

Sever al factors worked together to increase the overseas
traffic to Canada in 1984. These factors included reduced
oil prices, lower air fares on North Atlantic and Pacific
routes, nore aggressive devel opnent of travel trade relations
and nore target specific pronotions , the publicity resulting
fromthe Pope's visit to Canada, and the rel ease of pent - up
demands for international travel in Canada’s nmarkets abroad.




The econonic recovery abroad was better than expected and, as
a result, 1,887,222 visitors cane to Canada, 6.2% nore than
in 1983. This broke the pattern of yearly declines since
1980. The increase from Europe, the largest single source of
overseas visitors to the Northwest Territories, was noderate,
but there were declines in the nunbers coming fromthe UK
and Net her| ands. Gains were better in the nunbers of over-
seas visitors Australia, New Zeal and, and Asia, with particu-
lar gains in the nunbers comng from Japan, Hong Kong, India,
and Kor ea.

The Canadian experience in 1983 was simlar to that of t he
Us. in 1983; however, the trends for the two countries in
1984 were different. In 1983, both Canada and the U S
suffered a decline in the number of overseas Vvisitors and
amount of spending by overseas visitors. In 1984,  though,
the nunber of overseas visitors coming to the U S. conti nued
to decline, due in large part to the strength of the U.S.
dol | ar. Mor eover, the strong Anerican dollar sent record
nunbers of Anericans overseas, resulting in the highest ever
travel deficit for the U S. overseas travel account.

One factor that had been working to Canada’s di sadvantage was

the strong Canadi an dollar. The strength of the Canadi an
dol | ar led to record deficits in Canada’'s overseas travel
account in 1983 of $1 billion and in 1984 of $1.3 billion.
However, the outlook is inproving as the Canadian dollar

weakens in 1986.

QO her problenms hinder the devel opnent of the tourism industry

in Canada. Canada still retains the inmage of being over-
priced. In primary narkets, there is a low awareness of
Canada, a problem that is magnified for the Northwest Terri-
tories. In emerging markets this problem is even nore
severe. This lack of awareness of Canada is conbined wth

the broadening of the base of the overseas tourism market,
t hereby necessitating not only an increased effort to devel op
an awareness of Canada overseas, but also an effort that wll
be nore geographically diverse.

Canada’s narket share of world tourism has declined over t he

past few years and, in a world of increased conpetition, it

will require both greater efforts and greater expenditures

for Canada to inprove its declining position. More market

research and pronotional activity is required along wth
persi stent, aggressive advertisenment of Canada as an attrac-

tive vacation destination in order to increase her share of

an expandi ng, but increasingly conpetitive, world tourism
mar ket . For the Northwest Territories, this challenge is
magni fi ed.
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3.1. PROBLENS

- Canada is thousands of nmiles from overseas tourism markets
and requires not only a mmjor decision for each tourist, but
al so advance planning and significant costs for transporta-
tion. This problem is conpounded for the Northwest Territor-
ies because of its further geographical isolation from
tourism markets. A trip to the Northwest Territories
i nvol ves even nore planning and transportation expenses.

- Awareness of Canada is already low in primary markets and
| ow, if not non-existent, in energing markets. This problem
is severely conmpounded for the Northwest Territories.

- The tourism industry is beconming increasingly conpetitive
and countries wshing to hold their owmn wll have to spend
nore on pronotional activities. The relative lack of finan-
cial resources in the Northwest Territories available for
these types of activities will make it difficult for the
Territories to hold its own against established and energing
vacation destination.

Econom es of scale do not favour the Northwest Territories

tourism industry. In fact the small size of npbst Canadi an
tourism firms leaves them with little resources to spend on
pronoti ons, particularly in conparison with the resources
available to the much nore powerful firms in the U S and
el sewhere. As aresult, the industry will have to rely on
public spending to nake up the difference.

- The U.S., Australi a, and Europe have all significantly
increased their pronot i onal budget s. Canada, and the
Nor t hwest Territories, nmust significantly increase the re-

sources available to pronpte Canada overseas.

Canada is overpriced and is perceived as such by consuners
and travelers abr oad. This is even nore the case in the
Nort hwest Territories.

3.2. CPPORTUNI TI ES

- Canada is generally well-regarded abroad as a tourist
desti nation and still ranks sixth in the wor | d in
international tourist arrivals and ninth in tourism receipts.
The NWF benefits from this positive consideration.

- Canada is one of the few wealthy countries in the world
that has an already well-established tourism plant in the
sout hern regi ons, to cater to mllions of foreign tourists -
which can provide a catalyst to travel to the Northwest
Territories.

- Both the public and private sectors have been making

considerable efforts over the past decade to devel op new, and
i mprove existing, tourism plant throughout the country.
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-Canada retains a positive inmage in overseas narkets as a

vast peacef ul country wth unspoiled wilderness, scenic
grandeur, unlimted |[|akes/fishing, and friendly people,
el enments that are all present in the Northwest Territories.

- The international tourism market is huge and grow ng. Its
1984 value was $130 billion. About $40 billion of this is
estimated to be the long-haul travel segnent, a segment

for the Territories to focus its attention on.

- The international tourism narket is being diversified as
new nmarkets and high potential special segnents in the ol der
markets cone on stream This nmeans that there will be new

mar ket  opportunities.

- As the share of world tourism held by the older rmarkets
decline, new nmarkets energe. The nobst promising of these for
Canada are Sout heast and East Asia, South and Central Anerica
(in the long run), select Mddle Eastern countries, sel ect
Cari bbean countries, and select East European countries. The
nost pronising overseas narkets for the Northwest Territories
are West Germany, Switzerland, and Cceania (Australia and New
Zeal and). To capture sone of these growing markets, t he
Nor t hwest Territories wll have to create an awareness in
them of the NWT as a vacation destination.

- Canada’'s proximty to the U S is very inportant for the
NWT's access to the overseas travel segnent. Over 537 of
overseas visitors to Canada conme via the U S and the oppor-
tunity exists here to develop particular prograns, such as
promotional activities for the Northwest Territories at major
Us. ports of entry for overseas visitors (New York, Los
Angel es).

- Increased conpetition anbng airlines has driven prices down
on the Trans-Atlantic and North Pacific routes. Der egul ati on
of the airline industry could help the Northwest Territories
by driving down the high travel costs to the Territories and

by paving the way for increased service to the region. The
Northwest Territories may also be able to take advantage of
new airline operations in other overseas nmarkets, bringi ng

visitors from those regions nearer to the Northwest Terri-
tories.

- Over the years, Provincial and the Federal Governments have
devel oped strong and dependable relations and narketing acti-
vities to pronote Canada in overseas narkets. The Nort hwest
Territories should co-operate with the governnent(s) in these
prograns, wherever appropriate.
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4. 0.

MAJCOR FI NDI NGS

The study phase of this project revealed several significant
findi ngs.

*

Research and statistical data are generally inadequate
within Travel Arctic to properly assist in the narket-
ing planning function.

Overall, Canadian sources do not offer conplete infor-
mation or detailed statistics Wwhich specifically
differentiate the Northwest Territories from other
touri sm destinations; and very little general narket
research is available concerning t ar get mar ket
segnents.

Canada’s Northwest Territories lack brand nane aware-
ness, a nmarket positioning strategy and a conpetition
strategy.

Vital specific marketing planning information concern-
ing plant capacity, growmh rates and conpetitive
initiatives are mssing.

The NWT tourism industry is relatively new and is
generally going through a learning curve, which places
it at a disadvantage against conventional conpetitors
who are nuch nore experienced.

There is a need for clear identification of roles and
responsibilities of the main tourism sector organiza-
tions, and a strong orientation towards cooperative
and nutually reinforcing initiatives.

The marketing budget assigned to Travel Artic is inade-
quate to fulfill its corporate mandate: create brand
nane awareness and positive attitudes and perceptions
of the target markets regarding the Northwest Terri-

tories as an attractive tourism destination; provi de
assistance and advice to the tourism industry in t he
form of research, strategic direction, and project

i mpl enentation counseling; and to act as catalyst and
facilitator to the NWT industry.

Each of the Zone Associations is projecting a
di fferent image in the marketplace from TravelArctic
and each other, and attenpting to gain narket share

agai nst seasoned, well-devel oped conpetitors.

Optimization of efforts between all economic interests
is not occuring (native arts industry and tourism;
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Information about travel to the NWT is not generally
avai | abl e, although several publications are produced.

Travel Arctic has greatly inproved nmarketing nessages
in 1985, with consistent images and solicitation
reinforcing the nanme of the NWT.

Zone associations have recently inproved their market-
ing efforts with significant financial support from
the GNWT,

Conpletion of and plans for many significant tourism
pl ant projects will greatly enhance the appeal of the
NWT as a vacation travel destination:

i mproved airport facilities at Frobisher Bay,
runways at Coral Harbour and Nanisivik, and the
continuing conpletion of TInuvik air termnal;

- a unique canp near Lutselk'e, and recently com
pl eted Harbour House;

- Yellowknife's pl anned $5 million convention
centre, conplete with recreational facilities, and
accommodati on for 50-100 people€;

the 1985 opening of the largest territorial par k:
Blackstone Territorial Park, at the junction of
Liard and Blackstone Rivers

— a good selection of new package tours offered by
at least 6 different tour conpanies: Inuvialuit
Devel opnent Cor por ati on, Arctrek Tours Ltd.,
Mackenzie River Cr ui ses, Swi ftsure Tours Ltd.,
Subarctic W] derness Adventures; Top of the World
Tours;

the Baker Lake Tourism Conmittee is conpleting the
second year of an anbitious project to record,
mark and provide tours to traditional inland Inuit

sites;
with the opening of the Liard Hi ghway, travel is
now possible through Ednonton to Hay Ri ver,

Yel | owkni f e, etc. and back through Fort Liard to
Fort Nelson, B.C hooking up with the Al aska Hw.

vul nerabilitjs high: al nost equal proportion of
busi ness and pleasure travel; visitors are concen-
trated in few markets; shrinking volunes; envi ron-

nmental inmpacts are significant;

Conpetition is not well designed, products and best
potential markets are not always matched;
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FYSRRICS: |

Sone zones are great 1y improving their mrketing
efforts and others are testing new avenues;

Travel Arc tic and the NW tourism industry needs to

becone much nore aggressive and hard-sell in marketing
phi | osophy;
The unique attributes of arts, culture and lifestyle

of fer exotic opportunity for product differentiation;

Lots of “tourist” photography is required as part of
marketing arsenal, as well as nmarketing photography;

Use of Iliterature and travel counseling services is
excel | ent as a process - however, sone repacking of
information would be desired in a tourism context (eg.
some governnment literature used for enquiry handling
includes legislation information appropriate for new
residents but not necessarily relevant to tourists);

Commendable efforts have been nade to neasure and
evaluate the results and inpacts of various initia-
tives by Travel Arctic. This process should be
i ncorporated throughout the industry as a standard
busi ness practice;

There are several i mport ant techni ques of market
devel opnent which are not being used, primarily due to
lack of funds. . . particularly integration, coor di na-

tion, cross-reinforcement and support (synergism of a
conpl ete marketing mx.
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5. 0.

STRATEG C CONSI DERATI ONS

Thr oughout the study and fornulation of the strategic
mar keting plan recomendation for the Departnent of Economni ¢
Devel opnent and Tourism (GNWT), wevery attenpt was mmde to
ensure that our overview was as conplete as possible. G ven
the infrastructure of the industry, and the Departnent’s
mandate, this required an exam nation of the foll ow ng.

5. 1. | SSUES EXAM NED

a) the historical and present conpetitiveness of the
N.W.T. tourism econonic sector;

b) the various factors influencing its characteristics
and potential for grow h;

c) the corporate orientation and culture of the various
catal ytic organi zations (e.qg. the Travel Zone
Associ ations, the Travel Industry Association);

d as well as a detailed review of the specific tactics
and tools of marketing and conmunications which tile
G\WI has used to access and develop tourism target
markets, thus far.

5.2. COVWPETI TI VENESS OF NW_ TOURI SM PRODUCTS/ SERVI CES

Conmpetitiveness was assessed based on:

a) pr oduct profile, packagi ng, pronotion and posi-
tioning;

b) product val ues, intrinsic and nonetary (such as
quality, price, uni formty, dependabi lity, access,
conveni ence, uni queness, linkages to market needs,

perceptions, attitudes, notivation, behavior);

c) quality of service through the information dissem na-
tion, sales and after-sales processes;

d) identifying unt apped potenti al for addi ti onal
revenues; (capacity, volunes, markets);

e) assessing the process of conpetition on a global
scal e; and

f) current sales perfornmance.
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6.0. STRATEG C MARKETING MODELLING

_ The modelling of the strategic marketing plan reflects the
T fol | owi ng:

a) the identification of clear roles and responsibili-
ties of the various segnents of the N.W.T. tourism
i ndustry, concerning narketing in donestic and inter-
nati onal markets;

b) the nmandate of the government to facilitate and
pronote the healthy developnent of the tourism
i ndustry through the N.W.T.;

c) the goal of the governnent to redirect the economc
benefits of tourism throughout this area, particular-
ly to the smaller comunities and involving a |arger
proportion of N.,W.T. residents in the industry;

- d the need to invest heavily in research and the
acqui sition of the highest quality managenment infor-
mat i on (conpetitive and envi ronnent al i mpact s,

trends, threats and opportunities);

e) the setting of clear marketing and communications
obj ecti ves;

f) a modul ar, bui | di ng- bl ock approach which takes
advantage of existing strengths and exploits growth
mar ket segnents, in the nediumterm

g) an enphasis on redefining products, r edesi gni ng
product packagi ng and pronotion, and a disqualifica-

tion of conventional conpetitive positioning;

wd h) the need for marketing inpact anal ysi s, via a
monitoring and evaluation system

l i) the i mprovemnent of program ef f ecti veness and
ef ficienci es;

j) a global mar keting orientation, with enphasis on

: hi gh-quality intrinsic values: uni queness, setting,
service, style, drama, romance, exclusivity.
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.0.

A DOPTI NC A G OBAL STRATEGY

Touri sm as are other industries, is no longer defined in
terns of a |ocal, regi onal, or donestic econonmic activity.
Fur t her nor e, it 1is one of the nmost visible foreign currency

generators and one which can be enployed by every governnent
entity in the world, w thout exception and with mninum entry
barriers.

As the globalization process of industries continues, t he
wor | d-wi de business environnent is being transforned. This
is resulting in new trading patterns and investnent flows,

contributing to increasing strains on financial syst ens.

Nat i onal governnments are seeking incremental revenues with
i ncreasing fervour, and thus pressure on tourism activities
is mounting on a gl obal basis.

Geogr aphi ¢ market s, on the other hand, wll also continue to
shift as patterns of affluence are redefined to mrror
econonic inpacts and trends. Cultural lifestyles are being
and will continue to be nodified as globalization of business
conti nues, with one of the early indicators of new affluence
behavior reflected in world-wide nmobility: busi ness and
pl easure travel.

7.1. SECTOR TRENDS AND OPPORTUNITIES

Evi dence of the globalization process in the tourismindustry

is concentrated in statistical data of world-wide travel
trends over the recent decades. Most recently, there has
been accel erated marketing financing by national governments
of varying econom c health, as well as changing patterns of

tourist arrivals, expenditures and travel receipts.

It is no longer appropriate to concentrate on donmestic or

i nt ernational mar kets  of close proxinity for tourism
revenues: conpetition has changed. It is no longer donmestic
or international. ..it is global.

G obal conpetition offers an opportunity for creative and
innovative |eadership, by developing unique products and
product categories which appeal to a customcarved market
niche all over the world. Market share of volunmes wll be
boosted faster due to being based on a larger potential
mar ket uni ver se, a dedication to unique product design which
can serve a wide variety of custoners, and a concentration on
an entire network of world-w de product and narket positions.
This perspective will drive down costs and boost market share
further.
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7.2. | MPLI CATI ONS FOR THE NO RTHWES'T TERRI TORIES TOURI SM
| NDUSTRY

The tourismindustry of the NN W.T. is especially vulnerable
in a non-global conpetitive arena. Limting target mar ket s
to narrow geographic regions, splintered marketing resources
directed to fragnent market segnents places the efforts of
the entire sector at a great disadvantage, with nodest
potenti al for healthy and prosperous growh of significant’
proportions.

The sector is considerably undeveloped in relation to the
rest of its proximty conpetitors in Canada and Al aska. Tts
current market profile is unhealthy-conmprising a dispropor-
tionately high ratio of business vs pleasure travel, and a
low first-tine visitation rate conpared to repeat visits.

Compared to all ot her Canadi an provincial/territor ial
destinations, the Northwest Territories attracts the small est
number of non-r esi dent tourists (44,000 in 1982 ) .
Travel Arctic continues to have the smmllest mar ket i ng
resources of any North American governnent organi zati on.

Even the conbination of all nmarketing resources of the entire

touri sm sector, i ncludi ng governnment funding, does not nmatch
that of its national conpetitors. To date, the practice has
been to spread these nmeager resources in a diffused manner
over markets wth limted product rel ati onshi ps (i.e.

adventure vs outdoors vs camping vs fishing vs hunting,

etc.), with no concerted effort to create narket denmand for
product categories coupled with an affinity for a particular
brand nane: the Northwest Territories of Canada.

These factors reduce the industry's ability to increase

volumes, by forcing it to conpete on conpetitor determined
conditions and against their advantages of product diversifi-
cation, devel opnent, positioning, access, and price. ..not to
mention an ol der, developed, and experienced industry.

7.3. ENTERI NG THE GL.OBAL ARENA

A, global product and marketing strategy offers the Northwest
Territories an opportunity to elimnate nmany of the preset
conditions and disadvantages of its traditionally perceived
conpetitors and potentially, the real opportunity for |eader-
ship position in market share of unique product categories,
on a world-w de basis.

The increasing international conpetition for tourism revenues
reflects the urgency for a wi der perspective towards tourism
marketing, as a business activity and the nee! for planning a

viable strategic program which thoroughly integrates both
donestic and international marketing skills. the industry
devel opnment to conplenent this focus wll necessitate the

devel opnent of conpetitive world-class products.
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success will not occur rapidly wth this approach. T he

strategy itself wll take three to five years to execute.

However without a wder conpetitive arena, the tourism
i ndustry of the Northwest Territories will continue to be the
smallest in Canada and of necessity continue to follow

anot her’ s | ead.

A high degree of flexibility and nodularity is fundanental to
tourism product design/packaging and marketing} if the NW'Il".

is to sell its products virtually anywhere in the world.
Significant changes in support systens of information gather-
ing, analysis, research, as well as world-wide marketing

systens are al so necessary.

The speed wth which a global perspective is adopted will
transl ate into significant advances in capturing world
mar ket s, and rmay eventually offer the N.W.T. conpetitive
advantages in certain donmestic narkets.

In order to conpete in a global arena, it is necessary to
have as conplete an understanding as possible of economic and
other environmental trends which wll affect the ability to
control the “cost” of that conpetition. In addition to a
hi stori cal and current analysis, it is also vital to
anticipate the inmpacts of existing threats and opportunities
as well as those in the devel opnent stage.

A regular process of trend, i mpact and forecast anal ysi s
should be built into a standardized research program and
supported by the necessary human and financial resources.

The followi ng section provides an overview of trends in the
tourism economi ¢ sector over the | ast ten years,
approxi mat el y. This information is presented in 3 parts:
( Statistics Canada data)

a) An overview of international tourism

b) An overview of travel wthin Canada;

c) An overview of travel to tile Northwest Territories
(Statistics Canada data and Travel Arctic conversion
st udi es).
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8.

| NTERNATI ONAL  TOUR I SM TRENDS

8. 1. CAN ADA ' S TOURT[SM MAR K ET S 11ARE

Canada 's share o f the world to ur i smmark et has stag nated o v er

the years. Canada * s mrket shareof overseas tourist
arrivals was .4%in 1972, .64% in 1980, and .55%in 19413,
Canada 's mr ket share of overseas touri sm receipts ulsaq
remai ned stagnant. Canada had a market share here of .59%7 in

1972, .667% in 1980, and .63% in 1983.

Conbi ned overseas and U S tourist arrivals and receipls
illustrates further the lack of growth in Canada’'s snhare of
the world tourism market. In this category, Canada had a
7.5% share of world tourist arrivals in 1972, a 4.5% share in
1980, and a 4.4% share in 1983. The trend in receipts was
hardly nore encouraging. In this same period, Canada's snare
of market receipts ranged from 4.5%7 in 1972 to 2. 7% in 19873,

In absolute terms, Canada did significantly increase its
tourist arrivals and tourism receipts; however, this resulted
from a worldwide expansion in tourism and not from an
expanded Canadi an share of the sanme market. Thus, whi | e
Canada increased its revenues from tourism it did  riot

increase its share of the tourism narket,

8. 2. Us., NORTH AMERICA, AN EUROPLE TOURI SM MA RKET SHAR B3

The United States, North America (as a whol e), and Luroupe
also failed to increase their share of the expanding tourismn
i ndustry. The United States failed to expand its 7-8% shurc
of tourism arrivals and 10-12% share of tourism receipts.
For the whole of North Anerica, the share of tourist arrivals
remained stable at 12-14% and the shure of tourisw recel pts
at 13-15%

Eur ope renuni ned, by a considerable margin, the nmost popular
tourist destination in the world, [n 1983, Europe thad a
68.5% share of tourist arrivals arid its 1980 and 1972 snares
were at the simlarly high levels of 69.3%2 and 71.5%
respectively. Thus, while Europe renmmined the single moust
popul ar destination for tourists, it has not increased i s
share of tourist arrivals for tile past decade. The situation
was the same in tourism receipts. Again Europe had the
lion"s share of tourism receipts; however, itsS share oftotal
worl dwide tourism receipts failed to grow throughout s

peri od exanmined here (65.3% in 1972, 63.5% in 1980, and 59.2%
in 1983).
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8. 3. ASIK, OCEANIA, M DDLE EAST ‘TRENDS

Ot her regions were nore successful in expanding their market

share of tourism arrivals and receipts. The highest ra' of
growh in tourist arrivals - by a significant margin-
occurred in East Asia and the Pacific. Tourist arrivals

there grew by 339.1% from 1972-1983, far outstripping the
next hi ghest growth rate of 175% for the U S. in the sane

peri od. Thi s enornmous growth rate enabled the East
Asia/Pacific region to expand its market share of world
tourism receipts and arrivals. By 1983, East Asial/Pacific’'s
mar ket share of tourist arrivals had risen to 7.6% from 6. 1%
in 1980 and 2. 7% in 1972. Tourist receipts for the region
also grew at the high rate of 6297, a rate of growth exceeded
ouly by the 733% growth rate recorded by South Asia. The

mar ket share of tourist receipts for East Asia and the
Pacific reached 8.2% in 1983 conpared to 4.9% in 1972.

Sever al regions recorded high growh rates in mar ket
receipts. Tourist receipts to South Asia grew by 733.3% from
1972- 1983, though that region recorded only a 150% rise in

tourist arrivals from 1972-1983. However , this high growth
rate had little effect on South Asia s share of wor | dwi de
touri st receipts. South Asia's share of total tourist

receipts was 1.3% iu 1983, conpared to 1% in 1980, and .6% in
1972,

Australia/New Zealand had the third highest growth rate
( 543. 2% in tourist receipts af ter South Asia znd East

Asi a/ Paci fi c. This growth rate occurred despite aan increase
of only 145% in tourist arrivals for the same period (1972-
1983). This left Australia with a 1.42% share of tourist
receipts for 1983 (conpared to a market share of tourist
arrivals of .51%. Despite these growh rates, Australial/ New

Zealand’s share of tourist arrivals and receipts remained
st eady throughout the past decade.

Final ly, touri st receipts to the Mddle East grew by 450%
| eaving that region with a market share of 3.4% (1.6% in
1972).

8. 4. TOP TEN DESTI NATI ONS

Only two of the top ten destinations have scored negative
growth rates for the period 1977-1982: Canada wth a
negative growh rate of 3.9% and the UK at 5.2% This nega-
tive growh rate left Canada in sixth postion overall with
4,37 of total tourist arrivals worldw de in 1982.

Perhaps nost remarkable of all has been the phenonenal growth
rate in tourist arrivals recorded by China. Tourist arrivals
in China grew by 155.6% from 1977-1982, surpassing by far the
next hi ghest growth rate, Italy’'s at 26.6% Despite this
gromh rate, China's share of world tourist arrivals was only
2.8% putting it in tenth place after Switzerland at 3.27%.
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8.5 ATRLI NETRAFF [ C TRENDS

Wer the pas t decade the nuln ber o f passengers carried uniy
pas senger mi lesflownhascli mbedsteadi lyfortheU.S. and
world, withthenumberofpassengers carriedrisingbyal most
70% and thenumher of m lesflownrising by 101% for Lhe
woridand84Z f or the U. S .

| n contrast, thenumber of passengerscarriedinCanadaygrew
from 1972 to 1980 by 98% b ut f e 11 hack in 1983 to an over a | 1
g I owth over 1972 o f 69%- appr oxi mt elythesame growth rate
for the U S. and world.

Tot a1l North Atlantic travel reveals a steady growh (50%) in
the nunber of passengers carried from 1972-1983. This growth
has occurred mainly in scheduled service which has risen 1y
77 .6% During the sane period there has been a sharp decline
in the nutber of passengers carried by charter servi, ce,
After an initial increase of 1.5%to 1973 0 ver 1972, Lhe
nunber fell to 63.6% of its 1972 total and then rose s]. ightly
in 1983 to 69.7% of its 1972 total.
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9.0 OV ER¥ IEW OF TRA VEL I N CANADA

9.1. TRENDS I N PERSON TRI PS

During the 1979-1983 period there hasheenanoveralldeclimne
in the nunber of person trips being taken in Canada. The
t ot al nunber of person trips in or to Canada declined 7 .6%.
Person trips by Canadians dec Lined from 1979 by 10.8%.
Person trips by Anmericans increased from 1979 to 1981 by
nearly 287 (after a fall of about -14% between 1972-1979) hut
fell by 18.6% between 1981-1983 for an overall decrease of
10. 5% In contrast, person trips by overseas visitors rose
by 119% despite a small decline in 1981-1983.

The mpjority of person trips in Canada were made by Cana-

dians.. . accounting for about three-quarters of the taotiil
nunber of person trips within Canada for the entire 1979-
1983. Person trips by Anmericans nmade up 23.8% of the total
in 1983 conpared to 26.2% in 1981 — while overseas Vvisitors

continued to account for 1.47 of the total.

Wien Canadi an person trips are removed and only person tcips
by foreigners are considered, the Anerican sharc of person
trips grows dramatically. In 1972, 97.6% of person trips Lo
Canada were made by Anericans compared to 2.4% for over seas
visitors .

This dom nance of the Canadian nmarket has remained throughout

the years studied here, despite “he overall decline noted
above in the nunber of Anericans coming her e since 1972.
Even after this decline, the U.S., retained a 94.8% share 01’

tile total U S. and overseas visitors.

In contrast, the nunbers of person trips by overseas visitors
grew from 1972-1983 by 119% Total growmth to 1981 was higher
(122, 8% as a decline of 7.9% between 1981-1983 pulled down
the overall growth rate.

9.2. MODE OF ARRIVAL (DIRECT OR IN DIRECT)

There has Leen little change in how overseas visitors come te
Canada for the 1972-1983 period. In 1972, 50.1% of over sca:
visitors came direct to Canada while 49.9% cane via the U S.
In 1983, 47.8% came direct and 52.27% via the U S

9.3. TRENDS IN LENGTH OF STAY

Canadi ans accounted for the greatest share of total person
ni ghts spent in Canada from 1979-1982, with a share of 79.97
ia 1979 decreasing to 78% in 1982, The U.S. share meanwhit.
remai ned at about 14% while overscas visitors made up 6-77% of
the total.
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The total decline in Canada was 12. 8% ( 1979-1982) , wi Lh
declines of 18.5% for U S. wvisitors (1972-1983) and 14.9% for
Canada (1979-1982). This decline was not evident for over-
seas Vvisitors. However, person trips by overseas visitors
i ncreased by 101.7% from 1979-1982.

Wen considering only person nights by foreign visitors in
Canada, the U 'S. accounts for a larger share of person nights

in Canada than do overseas visitors, t hough their
predom nance here is not as marked as it was in the number of
person trips. In 1982, American visitors had a 55.3% share

of person nights in Canada, down from their 69.3% snare in
1979 and 82.3% in 1972. In 1972, overseas visitors accounted
for 17.7% of the total person nights spent in Canada hy
foreign visitors. This percentage clinbed to 26.9X in 1979
and to 44.7%Z in 1982. Thus, overseas Vvisitors in 1982
accounted for about 45% of all foreign person nights in
Canada despite making up only 5% (1983) of the total number
of foreign person trips in Canada.

The reason for this disproportionate share of person nights
is that overseas visitors generally stay for |onger periods

than do U S. visitors. Us. tourists staying 1 or more
nights still outnunber overseas visitors comng for 1 or nore
ni ghts; however, an overwhelnming majority of overscas

visitors stay for 1 or nore nights (88.8% in 1983) while only
a mnority of Anericans (33.6% in 1983) stay for 1 or nor e
nights,

9.4. TRENDS TN EXPENDI TURES

Canadi ans accounted for the majority of travel expendi t ures
in Canada for both 1972 (75.9% and 1983 (79.3%, which s
not surprising given their predonm nant share of the nunber of
person trips and person nights in Canada. American visitors
accounted for 14.4% of travel expenditures in 1983, down from
207 in 1972, while overseas visitors accounted for 6.3% in
1983 and 4% in 1972.

Perhaps because overseas visitors stay in Canada for longer
periods, their share of foreign travel expenditures in Canada
is out of proportion to the number of trips they take to
Canada (though not out of proportion to their share of person

ni ghts in Canada). If one considers only spending by foreign
visitors, the share of expenditures by overs_.s visitors is
much greater than m ght be expected. Despite having only a

5.2% share of total person trips to Canada by foreigners in
1983, overseas visitors accounted for 30.6% of foreign travel
spending in 1983 conpared to a 1983 U S share of 69.4% (and
a person trip share of 94.8%.
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Mor eover, the share of travel expenditures in Canada by
overseas visitors has been increased from 1972-1983 while the

Anerican share has declined. In 1972, spendi ng by overseas
visitors made up 16.8% of total spendi ng by foreign
travel ers in Canada and the Anerican share was 83. 2% By
1983, the Anerican share had fallen to 69.4% and the overseas
visitors share of total spending had risen to 30.6% Thus,
while U'S. visitors still account for the majority of foreign
travel expenditures in Canada, the share of spending by

overseas visitors is increasing at the sane tinme the Anmerican
share is decreasing.

9.5. CANADI AN TRAVEL 1IN AND OUT OF CANADA

About three-quarters of all Canadian person trips in 1972-
1982 were within Canada. For 1980 and 1982, Canadi an person
trips to the U S. and overseas remained constant at about 24%
for the U S. and 1% for overseas. In absolute nunbers, there
was a decline (-10.8% in the nunber of Canadian person trips
within Canada since 1979, a rise (9.3%) in Canadian person
trips to the U S., and an increase (30.2% in Canadian person
trips overseas. In all three categories, there were
decreases in the nunbers of person trips from 1980-1983. 1In
total, the nunber of person trips by Canadians decreased from
1980 to 1983 by 7.4%

Canadians traveling to foreign ~countries overwhelmngly
chose the U S. as their destination throughout 1972-1983. In
1983, 95.7% of the 40,731,000 Canadian person trips abroad
were to the U S, conpared with 4. 3% overseas. This trend has
remai ned virtually unchanged throughout the past decade.

In addition, there is a trend towards increased foreign
travel by Canadi ans. The 40, 731,000 person trips to the U S
and overseas represents an increase of 28.9% over 1972.
Thus, the trend in travel for Canadians is to do less
traveling within Canada and nore traveling to the U S. and
over seas.
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10. 0.

TRAVEL TO THE NORTHWEST TERRI TORI ES

The following should beconsidered with strong caution, since
the statistics provided by different study groups vary

greatly and in certain cases conflict. Al so, there is a
gener al lack of conplete or consistent statistics for
anal ysi s. The nethodol ogies enployed differ significantly.

10. 1. OVERVI EW OF VI SI TATI ON_AND SPENDI NG

There has been a decrease in the nunber of visitors to the

Nort hwest Territories from 1982-1984. In the sunmmer of 1982,
as well as in the summer of 1983, approximately 44,000 visits
were made to the Northwest Territories. Yet, in the sunmer

of 1984, this nunmber fell to 41,800 - a decrease of 5%

This decrease was not spread evenly over the whole of the
Nort hwest Territories. The nunber of visits in the Fort
Smith and Keewatin region declined significantly (-24.9% and
-33.3% respectively) while travel to the Inuvik and Baffin
areas increased significantly (30.2% and 30% respectively).
(Travel to the Kitikmeot region is estimted to be unchanged
over the entire period.)

NWT internal data shows a dramatic rise in spending of 62.57
in the sumer of 1983 over the summer of 1982. Thi s increase

is extrenmely remarkable - or suspect - given that there was
no recorded increase in visitation in NWT data for these two
peri ods. Spending then fell by 29.2% in the sumer of 1984

while the nunber of visitors to the Northwest Territories
fell by only 5% Spending for the entire period was up
26.3%.

The effect of changes in visitation to the 5 regions on
changes in expenditures in the regions is not always reflect-
ed in predictable manners by this data. There was an overall
decline of alnbst 25% in visitation to the Fort Smith region,
yet visitor spending in the Fort Smith area went up by 18.3%
An  estimated constant level of visitors to the Xitikmeot
region did not prevent a 36.4% increase in visitor expendi-
tures in the region. G ven such discrepancies in the data,
caution should be used in interpreting this data.

NWT dat a, publ i shed by Canadi an Facts, of fers mixed support
to the data. It suggests a 237 higher rate of growth in
visitation to the Baffin region (+37% conpared to +30% in NWT
data), but with a nodest increase (56% |lower rate of growh)
in visitor expenditures (+13% vs +29.5% than that quoted in
NWT dat a. Canadi an Facts puts the decline in visitation to
the Fort Smith region at -22% conpared to -24.9% in NWT data,
but records a decline in expenditures of -1.5% conpared to an
increase of 18.3% in NWT data.
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According to Canadian Facts, visitations to Inuvik were up
74% by air alone, while spending actually declined by 3%.
NWT data puts the increase in visitation at 30.2% and |lists
an increase of 13.1% in visitor expenditures in Inuvik.
Finally, Canadian Facts records total visitation to the
Nor t hwest Territories as being down 7% while t ot al
expenditures are up by 1Z. NWT data has visitation up by
40. 2% and spending up by 26.37%.

10. 2. VI SI TOR AND TRI P CHARACTERI STI CS: SUMMVER 1984

10. 2. 1. PLACE OF ORIG N

About 41% of all visitors to the Northwest Territories in the
summer of 1984 cane from Al berta. This was tw ce the anpunt
of the second |argest group, Ontarians at 19%Z of the total.
Visitors from B.C made up 12% of the total and Anericans
were the next |argest group at 12% None of the other groups
from other Ccnadian provinces and outside North Anmerica
accounted for nmore than 5% of the total nunber of visitors.

10. 2. 2. MODE OF TRANSPORTATI ON

Air  travel was the oost popular neans of getting to the
Northwest Territories, with 70% of all visitors in the summer
of 1984 conming by air. Ten per cent of visitors came by car
and 6% each by truck and canper. Another 4% canme by
motorhome, 3%Z by van, and .3% by notorcycle.

10. 2. 3. TRI P PURPOSE

The reasons for visitors coming to the Northwest Territories
varied in inportance by region. Nearly 60%Z of visitors to
Fort Smith came for a vacation with about 30% comng for
busi ness purposes. This order was reversed for Baffin, wth
alnost  60% of visitors in sumrer 1984 coming for business
reasons and nearly 35% coming for a vacation. The nunber of
visitors coming for other reasons to these two regions was
negli gi bl e.

Visitors to Inuvik cane for three main reasons. Appr oxi mat e-
ly 30% cane for vacations, 35% for business purposes, and
anot her 30Z for comuting.

10. 2. 4. LENGTH OF STAY

Length of stay varied according to the purpose of the visit.
Appr oxi mat el y 60% of vacation travelers stay in t he
Territories for 3-10 nights. I n conparison, slightly nore
than 20%Z of business travelers stay for 3-5 nights wth,
another 137 staying for 6-10 nights. Vacation travelers
also predominate in the 11-15 night category, maki ng up
approxi mtely 12% of the travelers in this category conpared
to about 6% for business travelers.
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At the higher and | ower ends of the scale, busi ness
travelers tend to predoni nate. Thus, travelers staying for
O2 and 16-95 nights tend to be business travelers.

10. 2. 5. EXPENDI TURES

Vacation travelers generally spend nore during their trips
to the Northwest Territories than do business travelers.

Approxi mately 30% of business travelers spent no noney on
their trips conpared to only 4-5% of vacation travelers.

About 15% of business travelers spend |less than 100 doll ars,

slightly nmre than the 12%Z of vacation travelers in this
cat egory. There are consistently higher percentages of vaca-
tion travelers than business travelers in the categories of
100-2,499 dollars, as well as in the category of 5, 000-7,999.
In fact, busi ness travelers record higher percentages than
vacation travelers only in the no spending, | ess than $100,
$2,500- 4,999, and $10,000 plus categories.

10. 3. TRENDS I N TRAVEL TO THE NW': 1981-1984

10.3.1. TRl P PURPGSE

There is a general trend towards nore business travel to the
Nort hwest Territories and |ess vacation travel. From 1981 to
1983, the percentage visiting the Northwest Territories for

busi ness purposes rose from just under 30%Z of the total
nunber of travelers to the Territories to just over 50%

before declining to a 1984 level of just over 40% The
percentage of vacation travelers fell from about 75% in 1981
to slightly under 50% in 1983. The percentage then rose to

55% in 1984.

10. 3. 2. LENGTH OF STAY

VWiile nost travelers visit the Northwest Territories for 3-5

and 6-10 nights, the trend in these categories is slowy
downwar d. For exanple, in 1981, over 30% of visitors to the
Northwest Territories stayed for 6-10 nights conpared to just
over 20% in 1984. In the 3-5 night category, the percentage

fell from approximately 28Z in 1981 to about 23% in 1984.

I n conpari son, the trend in those staying for O2 amd 21-90
nights is upward. However, in these categories, as in the 3-
5 and 6-10 categories, the trends are not marked enough - nor
plotted for a long enough period - to risk making firm
predictions about future trends in trip |ength.

10. 3. 3. EXPENDI TURES

A clear trend towards less spending by visitors to the
Northwest Territories enmerges in the data. The percentage of
travel parties spending $250 or |less has increased from 25%
in 1981 to approximately 55% in 1984. In all ot her
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10.3.4 .  TRAVEL PARTY SIZE

A trend towards single travel parties is also energing. The
trend in the ~category of |-person travel parties is
definitely upwards (from 20% of travelers in 1981 to 60% in
1984). In all other categories, save that of five or nore

party menbers, the trend is consistently downward. This trend
1s also reflected in the average party size for e€ach year.
The average party size has fallen from 2.61 in 1981 to 1.76
in 1984.

CONVERSI ON_ STUDI ES

11.1. BACKGROUND

Three conversion studies were utilized for the follow ng
t abl es. O the three, the Acres study is the nost reliable.
There are serious nethodol ogical problens with the other two
studies and their findings should be treated wth caution
and, whenever possible, neasured against the findings of the
Acres study. The two original studies will be referred to as
the NWT studies and the Acres study as the Acres study.

The purpose of the conversion studies was to neasure the
effectiveness of TravelArctic information in “converting"
t hose i nquiring about  the Nor t hwest Territories at
TravelArctic booths at sportsmen's shows into visitors to the
Nort hwest Territories.

11. 2. CONVERSI ON _RATES

The NWT results suggest that 16.6% of inquirers at Travel-
Arctic booths at the March 1983 Ednonton Sportsmen's show
were converted into actual visitors to the Northwest Terri-
tories in the summer of 1983 and that 20%Z (perhaps sone
repeaters?) of the same group of inquirers visited in the

summer of 1984.

However, the Acres study suggests that these figures may be
optimstic. The Acres study lists the percentage of inquir-
ers who actually visited the Northwest Territories and the
percentage of those inquirers at the Ednonton show is not far
off the percentage given in the NWT studies. However , t he
Acres study shows that-a small percentage of those Visiting
the Northwest Territories visited because of the TravelArctic
i nformati on. This suggests that nmany of the inquirers at
TravelArctic booths consisted of the pre-inforned or “already
converted”.

The nore cautious findings of the Acres study are also
reflected in the nunbers of attendees considering future
trips to the Northwest Territories (i.e. the potential
converts) (See Tables Section.) The Acres study identifies a
| ower percentage of inquirers at the Ednonton show - as well
as others - considering a future trip to the Northwest Terri-
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tories than do the NWT studies. Since the nethodol ogy of the
ACRES study was designed to weed out disproportionate nunbers
of the nearly converted, it is recommended that the Acres
study be given nobre credence in assessing short-term inpact.

11. 3. TRI P CHARACTERI STI CS

Both the Acres study and one of theNWF studies provide
information on the type of trips visitors take to the North-

west Territories. The NWT results show that nearly half of
the Ednonton sanple who went to the Northwest Territories
went for pleasure trips, wth about one third going on
busi ness trips. This is confirnmed by the Acres study which
has a sinmilar breakdowmn for travelers from its Ednonton
sanpl e. In each of the four Acrests sanples, the mjority of
travelers go for pleasure trips, with business trips also

representing a sizeable portion of the trips (except in the
case of Toronto).

The Acres study also conbines those who travelled solely for
pleasure with half of the number traveling for pleasure and
business and clearly shows how inportant pleasure travel is
in general to the Northwest Territories. Their findings also
suggest that such travelers are likely to conme in canpers
and prepare their own neals.

Finally, a cost/benefit analysis of the TravelArctic booth
program suggests that benefits have outweighed the costs for
each of the booths with the Ednonton booth being the nost
profitable and the Calgary and Toronto booths being the | east
wor t hwhi | e. However, the return on investnent ratios suggest
that only the Ednonton TravelArctic booths have presented a
good return on investnment in the inmediate term Devel opment
is required for longer term results.
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ACRES CONVERSION STUDY:

(1984 shows)

Costs and Benefits of Travel

Booth Program

Net Conversion Rate
No. of Enquirers

Estimated Visitors
Visitor Expenditures

Program Costs

Net Benefit

Return on
Investment
Ratios

Vancouver Ednont on Cal gary Toronto
2X 4. 6% 2.1% 9%
1,482 1,461 786 2,725
30 67 17 25
$23, 250 $50,920 $11, 900 $26, 000
$15, 910 $12, 305 $8,930 $22, 325
$7, 340 $38, 615 $2,970 $3,675
1.46:1 M4i44:1 1.33:1-——— "1.16:1
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12. 0.

OVERSEAS VISITORS TO THE NW: By Destinations, Regions of

Oigin

12. 1. NORTHVWEST TERRI TORI ES: TOTAL VISITS

In 1982, 9093 visits were nade to the Yukon and Northwest
Territories by overseas visitors, a decline of 28.2% over the
1981 figure of 12,661 (declines in visits by overseas
visitors also occurred in all other regions of Canada except
P.E.I. in 1981- 1982). In both 1981 and 1982, t he Yukon/
Northwest Territories shared in only a minute proportion of
the total overseas visits to Canada. Only .33%of all 1982
overseas Vvisits to Canada were to the Yukon/Northwest Terri-
tories (.42% in 1981). The total 1982 figure of 9,093 is
only slightly Jlarger than the nunber of visits to P.E.I.,
which at 8,899 attracts the fewest overseas visits of any
Canadi an regi on.

12. 2. REGON OF ORRGN OF VISITOR

O the 9,093 overseas visits in 1982 to the Yukon/NWT in
1982, 81.47 were made by Europeans and 10.9% by visitors from
Cceania (particularly Australia and New Zeal and). Anot her 67%
were made by Asians. ..while the percentages for other regions
were | ess than one.

12. 3. COUNTRY OF ORIG N OF VISITOR

In nost cases, less than 1% of total overseas visits from the
various countries and regions were to the Yukon/NWT, The
hi ghest percentage of visits by any single group of over seas
visitors was 2.6% of the total nunber of visits by the Sw ss
in 1981. However, the largest single national group visiting
the Yukon/NWT were West GCermans, who nmade up 42.47% of t he
t ot al nunber of overseas visits. The Swiss nmade the second
| argest nunber of visits, accounting for 11.3% of the total.
Australians were also pronminent visitors to the region,
making 8.2% of all overseas visits to the Yukon/NWT,

This repeated the pattern of 1981 where 80.6% of all visits

to the Yukon/NWT were by Europeans. West Cernmans were again
the largest single group visiting the region, accounting for
40. 4% of all overseas visits, followed by the Swiss (16.1%,

and Australians (10.5%.
12. 4. EXPENDI TURES BY OVERSEAS VI SITORS BY REG ON

Expenditures in the Yukon/NWT were also small in comnparison

to that in other parts of Canada. In 1982, a total of

$3,028,000 was spent by overseas visitors in the Yukon/NWT.

At .4% of all expenditures by overseas visitors to Canada,
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that was the smallest anpbunt spent in any Canadian region

save P.E, I . ($1 ,696,000 or . 2%. As m ght be expected 78.97%
of all expenditures by overseas visitors in the Yukon/NWT in
1982 cane from European visitors. Visitors from Cceania nade

up another 9% of total overseas spending in the Yukon/
Nor t hwest Territories while Asian visitors accounted for
8.3%.

12. 5. EXPENDI TURES BY OVERSEAS VI SI TORS BY COUNTRY

West Gernmans spent the nost of any group of overseas visitors
to the Yukon/Northwest Territories, maki ng up al nobst 40% of
the total spendi ng by overseas visitors. Swiss visitors
accounted for 10.5% of the total, and the UK accounted for
9.5%. Final ly, Australian visitors made up 5.6% of total
spendi ng by overseas visitors and the Japanese nmade up 4%

Nevert hel ess, the Yukon/NWT received no nore than 1.3% of the
t ot al spending of any single group visiting Canada. Swi ss
visitors spent 1.3%Z of their total expenditures in Canada in
the Yukon/ Northwest Territories and the Germans 1.2% In
every other case, t he Yukon/Northwest Territories received
less than 1% of the total expenditures of any particular
regional or national group visiting Canada.
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13.0.

COMPETI T1 VE ENVI RONVENT

The product and narket position of the tourism industry of
the Northwest Territories has traditionally been focussed on
participation in the narketplace. Until recently, resources
for plant and product devel opment as well as sal es
devel opment and nmarketing have been left to evolve wth
private sector grow h.

Wthin the |ast 5 years, t he Governnent of the NWT  has
undertaken major policy changes which redirect the previous

orientation to one of government involvenent and |eadership
in the health and devel opnment of the tourism industry.
Recogni zing the value of tourism as an economic instrunent,

the GWI has developed its general strategy for comunity
based tourism which fully reflects weaknesses and strengths.

Si gni fi cant financial assistance has recently been injected
into the N.W.T. tourism industry, through various governnent
i nstrunents, for product devel opnment / upgr adi ng/ sal es.

However, no “corporate |eadership” at the Territorial

Governnment has been supported through a mrrored injection of
mar keti ng funds.

Wthout an appropriate marketing budget at the 'corporate'

| evel , all regions will be conpeting against each other in a
mar ket pl ace  which does not yet recognize even the existence
of the Territories, | et alone understand any other product
i nf or mati on. The result is that, on a donestic, nati onal ,

i nt ernati onal or gl obal basis, the tourism industry wll
continue to participate in the marketplace - it wll not
conpet e.

Gener al lack of unity and cohesiveness in marketing efforts
increases the vulnerability of an infantile industry. Not

only are efficiencies and effectiveness of scale elimnated,
but uncontrol | abl e econom ¢ and environmental inpacts on the
the market could prove devastating to the fragile tourism
base.. *

13.1. SHORT- TERM | MPACTS OF EXPO '86 AND O L SECTOR TURMOIL

An analysis of the NWT tourist population indicates that the
western regions of the territories wll be particularly
affected in 1986, by Expo '86 and the current oil crisis.

Al berta accounts for the largest proportion of Visitors to
the NWT, However, as an oil-based econony, it will in the
medium term be acting as a typical after-shock  econony.
characterized by cautious spending, strong conservative
financi al practices and the preservation of financi al
reserves - otherwi se known as “disposable incone”.
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Ontario and British Colunbia, provinces which account for the

next largest shares of visitors (19% and 12%Z respectively),

do not have strictly oil-driven econom es. However , resi-
dents who intend to travel out-of-province will be strongly
distracted by a once-in-a-lifetinme event: Expo ’ 86.

Residents of Ontario will be faced wth simlar distance
consi derations but  they are also being conditioned by an
aggr essi ve, continent-wide integrated multi-mllion dollar
mar keti ng canpaign for Expo ’86. British Colunbia residents

do not have distance barriers for this event.

The positive inmpact of EXPO '86 will only be felt over a
longer term the result of a domi nant presence at the EXPO
site and the strong awareness generated anobngst those who
attend.

13. 2. CHANGES IN TOURI SM_SECTOR MARKETI NG ACTI VI TI ES

O her national conpetitive inpacts include increased narket-
ing expenditures by the Provinces and Yukon to keep their own
residents traveling within their regions as well as solici-

ting increased tourism from other nmarkets. Furt hernore, the
Feder al Government has withdrawn from integrated vertical
marketing in the product categories which are npbst approp-
riate for the NWT - outdoors/adventure, sportsfishing,
touring - in the mediumterm concentrating on mgjor Canadi an
cities which have strong appeal potential in the United
St at es. No marketing is being done at all by Tourism Canada
within Canada, and nominal activities are being conducted
over seas.

In the United States, efforts are increasing to keep
residents "at home", by the individual states - while they
are concurrently aggressively attenpting to cannibalize the
tourism markets of other states and markets abroad. Mar ket -

ing expenditures are rapidly escalating as the benefits of
tourism are felt in econom es around the world.

13.3. THE U.S. TOURI ST POPULATI ON

No significant change in economic status is forecasted for
tourist-producing States (according to the Conference Board
of the US.) to the year 2000, al though other denographic

characteristics will change (age, popul ati on grow h, etc.).
The current high yield states of California and those of the
m d-west and north-east will remmin. However, new growth in
popul ation and disposable incomes will result in increasing
devel opnent pot enti al in southern states. O particul ar
interest to the NWT in this regard would be the states of
Texas and Arizona, where the values and life-styles offer

good nedium and long term potential.
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Al so, because of its dom nant gl obal econom ¢ influence,
affluence and population nmobility generally, the United
States should be given prinme consideration for NWT tourism
devel opnent . By dedicating significant resources to this
market's devel oprent, the NWT will also be taking defensive
actions against environmental inpacts which are currently
threatened by a circunstantial inbalance in global vi sitor
shares.

13. 4. COVPETI TION FOR THE U.S. MNARKET

It should be recognized that in addition to facing stiff
conpetition from American states, Canadian provinces and the
Yukon for a share of the US. market, it is a market which is
facing increasing pressure from foreign tourism destinations.
Wil e conducting aggressive marketing |obbies, these destina-
tions also often offer a well-packaged rprice oriented product
which the NWT cannot match. In the global arena, the NWT
must carve out its own niche, Wwherein it controls the success
factors and elimnates conpetition.

In Canada and the United States, consuner-oriented nmarketing
will lead to product distribution and support systens and
servi ces. Therefore, a marketing program in these narkets
should be ained at creating strong consunmer demand, whi | e
supporting the travel trade.

13.5. APPEAL OF THE NWT TO OVERSEAS MARKETS

Analysis of Statistics Canada data reveals that the top
overseas regions which produce tourists to the Northwest
Territories (1982) and Yukon are Wst Germany (42.4%
Switzerland (11.3%, Cceania (10.9% United Kingdom (8 1% ,
Asia (6%). The total nunber of overseas travelers to the

NWT/Yukon in 1982 were 9,691 — .3% of all overseas visitors
to Canada.

There is no statistical data for the NWT alone published by
Statistics Canada. However, information from the Governnent
of the NWT indicates that between June and Septenber of 1985,
2% of all visitors were from outside North America. Maj or
devel oprent initiatives are necessary to increase share size

and/or change rati os.

These initiatives Wil | have to be tenpered by t he
environnental conditions encountered abroad.
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14. 0.

COVPETI TI VE LEVERAGE

The tourism industry of the NWT has the option of continuing
to participate in the marketplace, wth "me-too" products
whi ch have severe handi caps, or to conpete for unique market
ni ches with exclusive products which have inconparable
advant ages.

Busi nesses and industries which do not have effective
conpetition are usually highly successful, Wwhereas those who
are constantly involved in head- on col l'i sions and
canni balization tactics usually suffer. ..unless they are the
first in and nmarket |eader.

Ther ef or e, conpetitive superiority is vital to overall
success - not just sales, mar keting or product successes -
but the type which produces good-to-superior return on
i nvest nent . The degree of conpetitive advantage which the
Nor t hwest Territories can acquire wll det ermi ne t he
magni tude of its success over the long term

On conpetitor-determ ned success factors, the NWT tourism
industry is disadvantaged. Also, if no basis is created for
differentiating products or services, coupled with the [lack
of product cost advantage resulting in sane or higher prices,
then conpetitive advantage will not be gained.

Since the tourism industry cannot conpete on conventional
terns and tangible aspects (industrialized developnent,

overconmerci al i zati on, prices, facilities, wel | - devel oped
tourism econony), then the NWT should concentrate on its
unique attributes and intrinsic val ues. It should ignore the

price issue by repositioning its products as "undervalued"
conpared to experience and services provided.

It is strongly recomended that the Governnment of the
Nort hwest Territories ~create its own tourism market ni che
which it can quickly penetrate and develop as narket | eader.
It will then be in a superior position to thwart off future
conpetition, since it is very difficult to erode the narket
share and position of a conpetitor which has trenendous in-
first advantage.
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15.

PCSI T1 ONI NG LEVERAGE

In order to use positioning effectively in the narketplace,
it will be necessary for the tourism industry of the
Nor t hwest Territories and Travel Arctic to select the type of
tourism business niche it would like to occupy and which it

is wlling to ignore. The latter may be very difficult,
because it is contrary to human nature, but it is absolutely
necessary.

It is not possible to “be all things for everyone” and Yyet
judgement nust be prudent since today's marginal produci ng
mar ket segnent could be tonorrow s prinme source of revenues.

Once a niche has been selected, it will be necessary to
create a brand - the essential ingredient to building a
custonmer franchi se. Once the brand has been established/
accepted in the marketpl ace, brand variations can be safely

i ntroduced without fear of eroding existing custoner base, or
Wor se, confusing the narket.

Since the current ratio of tourists to business travelers is

unheal thy (55% 45%, and the sources of these travelers are
concentrated in few regions, the industry of the NW is
hi ghly vul nerabl e. In order to address this situation and
att enpt to correct it, the profile of the market niche wll

require careful construction.

The challenge will be to erase sonme of the narket practices
and perceptions which result in negative attitudes towards
pl easure travel to the Northwest Territories:

* commodity pricing of wundifferentiated products;

* common product configuration;

¥ | ow added val ue;

* conpetitive bidding (Meeti ngs, I ncentive Travel
Busi ness) ;

* overcapacity (long shoul der seasons);

¥ |imted nunber of suppliers (eg. air carriers);

* conplex distribution systems (information,
reservations) ;
* |ow growh;

*¥* nunerous conpetitors, many of them nore
"sophisticated"/beyond the learning curve;
* many better-priced, "local" conpetitors.
In order to acconplish a new positioning, it is necessary to
t hor oughl y segnment t ar get markets to gain a conpl ete

understanding of the real potential of matching products to
their needs.
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16.

0.

BRAND NAME DEVEL OPMENT

In 1985, Travel Arctic restructured its creative marketing
presentation in all markets to give dominant Vvisibility to
the name of the Northwest Territories. This is an inportant

first step to creating marketplace awareness of a new
conpetitor for tourism revenues.

In this case, the <corporate identification should be
devel oped into a brand, as is the practice with other tourism
conpetitors. To qualify as a brand, it nust require

no further explanation:

no geography | esson;

no political science class;

no arts and culture orientation;
no soci o-econonic descriptions;
no product descriptions;

no service explanations;

no purchasing directions;

no apol ogi es.

L . R

It nust be widely recognized by purchasers of the product

cat egory; it nust be preferred over conpetitor’s products by
a significant nunber of people; and it nust also have a sense
of  uni queness. If the brand name lacks the quality of
uni queness, it will have limted success in spite of perhaps

possessing other superior qualities.

The objective of developing and positioning a brand for the
NWI is to cause tourists to believe that there is no
conpletely satisfactory substitute for that brand, and that
it inherently exudes integrity.

Pitfalls to avoid in marketinag the brand i ncl ude:
a) providing information which lacks relevance to the

potenti al tourist (eg. *government  annual report
inserted with other tourism materials);

b) lacking in clarity of conmuni cat i ons, causi ng
confusion or fuzzyness;

c) lack of distinctiveness from conpetitors’ products;

d) absence of coherence throughout all the signals which
are being transmitted in the narketplace;

e) a W thdrawal of commitment over time to the brand
nane position; and

f) a reluctance to be patient for the results, since
these will be achieved over years, not nonths.
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17.

0.

MARKET SEGVENTATI ON

17.1. H STORI CAL SEGVENTATI ON PROCESS

The N.W,T. tourism industry has traditionally segnented its
t ar get markets in geographic ternms and profile characteris-

tics derived from current visitors. The prinmary source of
profile building has been exit surveys, oper at or/ whol esal er
f eedback, consultant studies, and generic research published

by outside organizations.

The lack of specific research to identify the opti num poten-
tial markets or the nost effective product configuration and
packagi ng/ pronmotion has resulted in less than precise activi-
ties for N.W.T. tourism | ndeed, nost of the marketing

efforts have been based on assunptions which have never been
proven or disproven through research.

If the CGovernnent of the N.W.T. is to nmanage its resources
nost ef fectively, then there will need to be a significant
injection of funding for thorough prinmary and secondary
resear ch. In order to capitalize on solid opportunities for
i ncreased [Oarket share, the N.W.T. requires proprietary
research of the highest quality about its markets, shift in
mar kets, and forecasting insights.

The target marketing of the principal organizations, Travel -
Arctic, the Travel Industry Association of N.W.T,, and the 6
Regi onal Zone Associations, segnent the “narket” differently.
This appears to be chiefly a function of available marketing
funds... the nore funds, the nore defined, the fewer funds the
wi der the targeting.

In segnenting the various target narkets, consideration is
required to identifying clear advantage, opportunities for
acquiring advantage where it does not exist and options for
mai nt ai ni ng an advantage gai ned.

17. 2. NWT__ PRODUCT _CATEGORI ES/ LI NES

In a classic marketing hierarchy, the tourism products of the
N.W.T. falls principally into two categories: outdoors/-
adventure products and arts/culture/events products. All
tourism activities can be classed in either category and in
nost i nstances, both.

The product lines lack a significant designation (brand nane)
whi ch  provides superior registration in the mnds of t he
greatest nunber of potential tourists to the N.W,T., Priority
should be given to determining an outstanding brand nane
which wll offer a proprietary or |eadership position for
this product |ine. The brand name should then be narketed
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thoroughly in every activity and service, in order to
mai ntain “brand superiority” perceptions in the nminds of the
target nmarket.

17. 3. NWT TARGET MARKET DEFI NI TI ONS

One of the nost evident ways in which the target narkets for
the N,W.T. <can be segnented is by principle recreational or
leisure activity of the tourist. Hence the activities of
fishing, hunting, canping, photography, cultural tours, etc.
have often been used to nane target narket segnents.

However, there appears to be no evidence of research to
indicate a whole spectrum of other target nmarket characteris-
tics, research that is necessary to truly ‘match the best

product assortment with the market segnent which has the
hi ghest potential to purchase.

This segnentation involves factors such as:

benefits and advantages

distribution (travel agencies, wholesalers)

ethnic characteristics,

life-styles

behavi or type (leader vs foll ower)

socio-economic characteristics

product usage

collateral expenditures (fishing/hunting equipnrent)

key influencers and notivating factors, as well as
geogr aphi es, denographics and psychographics,

¥ O O K O O F I

17.4. NWT PRODUCT- MARKET MATCH PROCESS

The information available about the existing custoner Dbase
will provide a short term opportunity to increase volunes and
mar ket share for individual products as efforts to determne
the long-term potential narkets are formulated.

The critical success factors which have been noted throughout
docunentation and interviews have been price, availability/
lack .©of tourism products and the quality of facilities and
services of the N.W.T,

It is recommended that the true market for N.W,T. tourismin
the short and medium term (3-5 years) is not price sensitive
and that issues of facilities and services may be overcone
through "overcompensation'" of customer relations, reliabil-
ity, range of products, unconmon exotic advent ur e,
overwhel mi ng unspoiled |and and sea-scapes.

The hospitality/tourism training of industry personnel will

occur over tine, to surnount the problens of tourist
relations and reliability. It is necessary, therefore, that
the void be filled in the short term by industry |eaders
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(ma jor hotels, air carriers, associ ations etc.) and the
government of the NW.

The issues of product upgrading and new product devel opnent
wil | continue over a longer term - necessitating specific
strategies and initiatives which centre around investnent
stimulation and a public appreciation for tourism as a vital
conmponent of economic and life-style well-being.

In the short term additional tourism can be achieved through
increased usage of facilities during shoulder and w nter

seasons (in sone areas) . This requires highly defined
pot enti al market  segments matched with precision to very
unusual travel products - which wll likely require very

careful packagi ng.

In order to gain the time necessary to fornulate a |onger
term strategic plan (beyond five years), it is inperative
that all factions of the N.W.T. industry inplenment a unified
and synergistic nmarketing assault against primary markets
with the best short term potential to generate tourism
revenues. . .markets which wll not be price sensitive or
“Spa” -style facilities oriented.

17.5. OPTIMZING THE BENEFITS FROM WELL- DEFI NED TARGET MAR-

KET SEGVENTS

Al t hough, marketing activities will show the N.W.T. conpeting
in the same arena as its conventional proxinmty conpetitors,

product positioning, strategies and tactics will be signifi-
cantly different. Al so, in order to enhance opportunities
for leadership positioning in the narketplace, it wll be

necessary to design and maintain a rigorous and on-going
system of nmonitoring and evaluating changes in economic
activities, econonic inpacts and the activities, mar ket i ng

expenditures and plant changes of conpeting destinations on a
wor | d-wi de basi s.

Early warning systenms will enable the Northwest Territories
to adjust to conpetitor challenges or shifts in consuner
needs and denands, as well as the energence of new potenti al

mar ket segnents.

While rmarket segmentation need not commence with a sophisti-
cated profile of the purchasing groups, it requires a
t horough understanding of the relative strengths and weak-
nesses of the tourism industry in the N.W.T. vs those of the
conpetition, the selection of a realistic nmarket segnent to
addr ess, developing a strategy that nost appropriately
mat ches the characteristics of the segnent, and the execution
of the strategy.
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The two principal touri sm product categories which the
Northwest Territories presently offers are:

a) out door s/ adventure travel; and
b) arts/culture/touring vacations.

Each category offers a wide variety of experiences to match
specialized interests of nmarket segnents. Each market
segnment has a conpletely unique profile, even when surface
characteristics appear sinilar. It is necessary, therefore,
to thoroughly identify as nany characteristics as possible of
t ar get mar ket segnents, in order that the npbst appropriate
product offer and positioning statenents are nade.

Wth proper positioning, the same product can be sold TWICE.
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NWT PRODUCT CATEGORI ES

1. ADVENTURE/OUTDOORS

PRODUCT LI NE:

NON- CONSUMPTI VE.

PRODUCT (s)

. ..VWILDLIFE VIEWING
OUTDOOR RECREATI ON -
CAMPI NG HI KING  CANOEING.
NATURALI ST EXPEDI Tl ON
PHOTO SAFARI
ADVENTURE EXPERI ENCE
GENERAL INTEREST

CONSUMPTIVE. . . . . . . . . oo FISHING
HUNTI NG

2. TOURI NG

PRODUCT LI NE: PRODUCT( S) :

OUTDOORS ORI ENTED .

ARTS/CULTURE/HISTORY

ORENTED . . . . . . ... .. ...

W LDLI FE VI EW NG
SPECI AL | NTEREST( S)

. WELL-KNOWN REGLON

INTERESTINC CITIES & TOMNS
VERY DI FFERENT EXPERI ENCE
SELF- GUI DED
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0.

STRATEG C HARK RKETING PLAN OVERVI EW

(FI SCAL YEARS 1986/87 TO 1988/ 89)

This nmarketing plan is structured on a zero-base budget and

covers a time horizon of three years. It reflects a
conpr ehensi ve docunentation  of the requirements of t he
Cover nnent of the Northwest Territories (TravelArctic) in
terms of marketing activities, based on its defined nmandate,

roles and responsibilities to the NWT tourism industry.
The fornmulation of the proposed plan is based on:
a) the results of the study phase;

b) an analysis of all avenues presently being used, or
not used, to secure and enhance nmarket positions;

c) consultations with officials Travel Arctic;

d the application of state-of-the-art, results-oriented
mar keting practices; and

e) consultations/negotiations with various marketing
i ndustry suppliers.

The ©plan is oriented towards maximzing results in a
conpressed period of tinme and therefore recommends specific
optim zation techniques.

It is structured to make effective use of existing and new
resources inside a devel opment-based strategy, maxim zing the
results from existing narkets and developing the hi gh
pot enti al tourism markets for the NWT. A key conponent of
its organization is the focus on cooperative initiatives
between all organizations and economic sectors Wwho benefit
from or can provide benefits to tourism

An inplenentation plan is proposed for the first year which

includes details of nmarketing initiatives. Strategic direc-
tion is proposed for the second and third years only.
Mar keting operations plans will be fornulated based on first

year results and the pursuit of corporate goals and objec-
tives according to a well-defined strategy.

The followi ng assunptions have been nmade in structuring the
mul ti-year program

* a sizeable increase in marketing funds, first year;

* significant increase in funds, years 2 and 3;
institutionalized activities, whose funding cannot
be/should not be redirected.

*
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The review of the current marketing activities revealed
several significant characteristics.

The nobst striking and inportant characteristic is tihe general
lack of marketing funds. As a result, the inmpact and
ef fectiveness of the activities which are executed suffer
dramatically. Li nkages are nissing in creative presentation,
mar ket coverage is weak, research is sparse, and ability to
respond to marketing opportunities is stifled.

Marketing efforts of the Government are further eroded by an
uncoordinated image and profile being promoted by zone
associ ati ons and operators which appear to market in
conpetition to the Governnment and each other.

This tactic is not successful in the particular circunstances
of the tourism marketing environnent. Canni bal i zing  market
share from conpetitors works very well when the entire narket
size is undergoing trenendous growth and ‘brand-sw tching”
tactics offers an opportunity for |ong-term repeat busi ness.
However , the North Anerican tourism nmarket is now mature and
there is a conspicuous lack of brand recognition, relating to
the Northwest Territories, as even a mnor conpetitor.

The fundanental prerequisite therefore to healthy and dynamc
gromh of market shares is the pooling and reinforcenent of
i ndependent efforts, so that “the whole is greater than the
sum of its parts". The entire Northwest Territories requires
a superior brand nane before portions of it can conpete
effectively in the marketpl ace.

The scenario is obviously bleaker in overseas nmarkets, wher e
mar ket shares are not significant. On a gl obal basi s, t he
N.W.T. has the unenviable stature of having invisible

statistical data, usually being recorded in conbinations wth
the Yukon and British Colunbia, if at all.
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18.

1.

GOALS

From a marketing perspective, the follow ng goals have been
identified for the Governnment of the Northwest Territories:

1.

10.

g

To support the CGovernnment’'s nandate to facilitate and
pronote the healthy developnent of the tourism
i ndustry throughout the NWT.

To contribute towards optimm plant utilization wth-
in five years, particularly throughout the smaller
conmuni ti es.

To encourage and facilitate the participation of a
larger proportion of the native population and NWT
residents in the tourism industry.

To increase the linkages and synergy between the
uni que native culture, arts industry, parks and
recreation and tourism in tourism narketing.

To develop a systematic research program whi ch
addresses econonic and environnental factors, product
and narket opportunities, for the benefit of the NWT
tourism sector.

To develop brand recognition within five years.

To develop |eadership nmarket positioning oriented to

high-quality intrinsic values: uni queness, nonpre-
emptable, setting, service, style, drama, ronance,
exclusivity, lifestyle, status.

To deliver neasurable opportunities and results to
the tourism industry of the NWT,.

To develop neasurable market share in cooperation
with the tourism industry and associations of t he
Nort hwest Territories.

To nmai nt ai n strong flexibility wth which to

accommobdate changi ng conditi ons, through a nodul ar
appr oach.

53




I

18. 2.

VEDI UM TERM OBJECTI VES: 1986-87 TO 1988-89

The
goal s

followi ng medium term objectives reflect the marketing
of the Governnment of the NWT (TravelArctic) for the

tourism program

1.

To increase the aggregate nunber of visitors to the
NWT by 38,142 over three years, in cooperation with
the private sector and associations. This represents
an average annual increase of 29.6Z in year 1; 67.7%
year 2 and 127% year 3 (using year 1 base of 17, 000
tourists).

To provi de support, advice and assistance to
facilitate a significant increase in the proportion
of the native people and NWT residents in the tourism
i ndustry.

To increase the economc benefits of tourism through-
out the NWT, and particularly throughout the smaller
comunities, by 75% over three years.

To develop the target mar ket  awareness  of and
positive perceptions/attitudes towards the unique
nati ve cul ture, arts and social dynamics of the NWT,

and the significant roles and benefits to tourism

To establish a systematic, annual research program by
the third year, whi ch provides conplete rmarketing
function support (trend anal ysi s, forecasting,

arket/ product research, etc.) to assist all organi-
zations of the NWT tourism sector in program planning
and nanagenent functions.

To «create increnmental inpact on all North Anerican
target markets in ternms of brand and product aware-
ness, recal |, positive attitudes and intentions/

noti vati ons.

To develop finely tuned program fornulas based on

testing results over three years and increased narket
research output.

To achieve significant brand conpetition and unique
positioning on a gl obal basis.

To cooperatively generate highly qualified consuner

enquiries for the industry to convert to actual
sal es.
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18.3 MEDIUM TERM STRATEd ES: 1986-87 TO 1988-89

following strategies are recommended to achieve the

program obj ecti ves.

1.

I ncrease the nunmber of visitors to the NAW by:

a) inplementing a fully integrated marketing plan an-
nual Iy which aggressively develops the highest poten-
tial markets, secondary markets and also builds |ong

term overseas markets; which includes,

b) impl enenting a conprehensive travel trade program
with the best potential organizations in North Amrer-
i ca and overseas;

c) inplenenting a rigorous nedia relations program an-
nual l'y; and

d inplementing a strong public relations program for
al | target narkets, and particularly influential

or gani zati ons.

Provide assistance to increase tourism participation by
residents of the Northwest Territories through:

a) counseling, advice and support;

b) direction and information, including research;

c) case histories, if available and appropriate; and
d) lectures, presentations and workshops.

I ncrease the econom c benefits of tourism to new regions,
particularly snmaller comunities by:

a) providing increased narketing exposure to t hese
conmunities and areas; and

b) providing disproportionate support to offer these
regions an advantage over existing est abl i shed
tourism regions.

To develop target market awareness and positive attitudes
towards the unique cultural attributes of the Northwest
Territories by:

a) ensuring that these attributes are highlighted when-

ever appropriate and included in all tourism narket-
ing initiatives; and
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i npl enenting cooperative initiatives with appropri-
ately affiliated organizations (native art, par ks,
wildlife, etc.) to |leverage additional i mpact and
ef fectiveness in the narketplace.

To establish a systematic annual research program by:

a)

b)

c)

defining a standard conplenent of research needs for
TravelArctic and the NWI tourism sector; and

allocating appropriate human and financial resources
to deliver and nmnage the program and

defining an appropriate organizational structure
which facilitate the needs of the research clients.

To create increnental i mpact on best potential touri st
consuner narkets by:

a)

b)

aggressively carving a unique, non- pr eenpt abl e posi -
tion in thoroughly defined target narket segnents;

delivering a high "saturation" canpaign in the best
pot enti al t ar get mar ket segnents for strong brand
nane devel opnent, recognition and marketplace accept-
ance;

using techniques of horizontal and wvertical mar ket
integration to gain maxinmum visibility, notivation
and conversion to tourism sales;

usi ng | everagi ng t echni ques wher ever possi bl e
(cooperative funding/progranmng |, co-scheduling of
governnment and industry adverti sing, j oi nt - prograns,

etc.) to maximze penetration and results; and

to ensure that a strong ~corporate identity is
pronoted consistently and insistently throughout all
TravelArctic comunications activities, and that the
sanme be incorporated by industry wherever possible.

To devel op successful program fornulas by:

a)

b)

ensuring that program design and content is based on
the best nmrket research avail able; and

building a neasurenent and evaluation process Wwhich
provides various nmanagenent information:
- benchmark research
creative research
nedi a research
- list research
- package offer testing
- product testing
mar ket segnent research
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tim ng/scheduling testing
notivation studies
recall tests
tracki ng studies
- qualitative and quantitative measurenent data.

achi eve significant brand conpetition and unique

product positioning on a global basis by:

a)

To

repositioning NW tourism products to match highest
potenti al target markets which are not affected by
the historically perceived barriers of “product”,
‘price” and “access”;

enphasi zi ng uni que aspects in intrinsic values:

- exotic, advent ur esone, st at us, lifestyle, dramm,
romance, exclusivity, style, setting, highly persona-
lized service, mystical, lifetine event, |egendary,

the “top of the world”; and

harnessing the support and cooperation of leaders in

coll ateral industries, such as Canadi an and Anerican
sporting goods nanufacturers? outdoors products cata-
loguers, phi | ant hr opi c societies interested in
hi story, cul ture, arts, unique civilizations, etc.

and world-reknown galleries and showpl aces.

cooperatively generate highly qualified consuner

enquiries for the industry to convert to sales by:

ensuring that all nmarketing and conmunications activi-
ties include a contact address and phone nunber for
nore information and/or reservations.
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19. 0 DEVELOPMENT POTENTI AL OF OVERSEAS MARKETS

Al though overseas narkets do not generate significant tourism
revenues at present for the Northwest Territories, t hey
shoul d not be ignored or given mninmal attention.

The best producing regions should be given particul ar
marketing attention inmmediately, to devel op them as quickly
as possi bl e. However , “devel opnent” nust be pursued in the

context nost appropriate for each region's circunstances and
soci al custons.

19.1  EUROCPEAN MARKETS

For exanpl e, West  Gernmany accounts for the gr eat est
proportion of overseas visitors to the NWT. However, it is
not possible to force distribution by creating narket denand
in this country. The distribution networks nust be well
developed first before the ~consumer wll purchase any
product. Stringent consuner protection laws place the onus
on tourism Wwholesalers to deliver any product which they
pr onot e, to the custoner’satisfaction. Should a grievance
occur, the whol esaler is sued.

In this narket, the best strategy is to develop a "key whole-
saler" system Specific agreenents with selective whole-
salers who nust produce to quota in order to obtain and
maintain representative rights is one approach which would

provide strong control and accountability. Territories could
be assigned to include other European markets as well, and
due toits proxi mty, simlar circunstances, Switzerland (the

next best overseas tourism producer for the NWT) would be
very appropriately handled through German representation.

A travel trade focus is npst appropriate in the other top
overseas producing regions as well, but for differing
i ndi vi dual reasons.

19. 2. COCEANI A

Cceania is simlar in geographic and denographic circum
stances as Canada, yet with increased distance  barriers.
Strong cooperative programs with the travel trade and nmajor

i air carriers are nost appropriate for this region. Local ,
known, reputable travel trade conpanies are much nore influ-
ential than an "outsider's propaganda”.

19.3 UNI TED KI NGDOM

’,"", Research has indicated +that the notives attributable to
visitors from the United Kingdom are chiefly the intent to
visit friends and relatives in Canada. In the absence of
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specific information concerning visitors from the United
Kingdom to the NWT, the same notivation nust be assumed.
I ndeed the absolute nunbers are sufficiently small to support
this prem se.

Sound relations with the travel trade are therefore the best
strategy in the nmediumterm with the major effort in this
regard being the provision of appropriate and sufficient

touri sm product i nformati on. In order to encourage sone
devel opnent from this biased narket, incentives for |onger
itineraries, | ar ger party size, i ncreased spending (side
tours, arts and crafts souvenirs, addi ti onal stop-overs,
etc.) could be offered.

19.4 ASIA

Although Asia as a region represents 6% of all over seas

visitors to the NWT, the absolute nunbers are generated from
a vast area which is very difficult to enter and to conduct

busi ness in. Al 'l transacti ons are consi dered busi ness
transacti ons: consuner and travel trade; travel trade wth
tour whol esal er; whol esal er with product supplier; pr oduct

supplier with local governnents; etc.

Furt hernore, business is conducted based on a sound relation-
ship of trust and honour first.

I't is therefore inperative that any intended devel opnent be
considered in the context of a |ong, pati ent and consi stent
process of building a trusting relationship - usually over
sever al years (10). G eat caution should be exercised in
attenpting this process, si nce any di sruptions to
negotiations or any wthdrawal of product/pronmse delivery
creates |oss of honour, With disastrous circunstances.
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20.0 DEVELOPMENT POTENTIAL OF THE U.S. MARKET

The following forecasts denographic trends in the United
States to the year 2000 and discusses the findings of studies
concerning recent tourism trends to Canada and short-term
potential narkets.

20.1. GROAMH | N | NCOVE: OVERVI EW

Table A illustrates the growh in per capita income in the
United States for the entire postwar period, projected to the
year 2000. Aside from occasional blips the trend has been

steadily upwards and this trend is predicted to continue to
t he year 2000.

Table B contrasts growh rates in total per sonal i ncone,
popul ati on, per capita personal i ncone, ear ni ngs, and
enpl oynent for 1973-1983 with projected growmh rates from
1983-2000. Except for the category of popul ation, hi gher
annual growth rates are predicted for 1983-2000 than were
present for 1973-1983. Total personal incone will grow at an
annual rate of just under 3%, slightly nmore than the annual
growth rate from 1973-1983. Per capita personal incone is
also projected to rise at a higher rate annually during 1983-
2000 than in the past. However, the real gromh will conme in
ear ni ngs. Earnings are projected to grow at an annual rate
of about 3% from 1983-2000 conpared with the past rate of
approxi mtely 2.5%

20. 2. GROMH 1 N | NCOVE: BY REGION

As Table C and the maps and charts illustrate growh in
income  will not be evenly spread across the whole of t he
United States. | ndeed, it was not in the past and there is
no reason it should be in the future. Bot h New Engl and and
the Sout hwest can expect declines in the average annual
growh rate in per capita personal i ncones, while the
M deast, and Far West are projected to maintain roughly the
same rates in 1983-2000 that they had in 1973-1983. Big
increases in average annual growh rates are projected for
the Great Lakes and Plains regions, Wth significant growh

also occurring in the Southeast and Rocky Muntain regions.

New Engl and, t he M deast, and the Far West are expected to
have the highest per capita incomes in the year 2000 despite

the slowdown or decline in the average annual growth rate in
per capita incone in each of these regions.

The charts provide a good illustration of the distribution of
per sonal income in the United States for 1973 and the year
2000. Al though no dramatic changes are predicted, the South-
east, Sout hwest , and Far West are all projected to increase
their share by the year 2000, while the Mdeast and Great
Lakes share will slip.
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20.3 GROWTH IN | NCOVE: BY SELECTED STATES

Map 1 portrays-the average annual growh rate from 1973-1983
for each of the Anmerican states. Gowmh rates were highest
in the ANew England region and in the Southwest, with
California, Louisiana, and Virginia also recording high
growth rates. Gowh in the Southeast was above average
while growth in the Plains, M deast, and G eat Lakes was
bel ow aver age.

Map 2 projects average annual growth rates in per capita

personal incone from 1983-2000. Gowh rates will clearly be
hi ghest in the Southeast and |owest in New England and the
New York region. Many western states, particularly in the
MdEast and Plains region wll experience above average

grow h, while fornerly high growh states such as Texas,
California, New Mexi co, and Okl ahoma will find their growth
rates slowing to about the national average.

As Map 3 illustrates, those states that traditionally had the
hi ghest per capita inconmes will maintain their predom nance.
Despite high growh rates, the average per capita incone in
the Southeast wll generally be the lowest in the country.
Incones will remain higher than the national average in the
old industrial heartland despite the slowing of growh that
will occur there.

Thus, while many of the states that have traditionally been

the high growh areas in the United States wll find
thenselves in a period of economc decline, the residents of
those states wll on average continue to enjoy higher per

capita incones than those in some of the nore recently
devel opi ng st ates.

20. 4. THE U.S. TRAVEL MARKET: VI SITORS BY REG ON

Table | illustrates Canada's share of the total nunber  of
UrS. pl easure travelers from various regions of the United
States as well as for the U S. as a whole. Appr oxi mat el y
4.,3%Z of all U S. pl easure travelers visited Canada in 1984-
1985. The (greatest nunmber of travelers cane from the Md-
Atl anti c, East North Central, and Pacific states, with the

snmal | est nunber coming from the Wst South Central, Muntain,
and East South Central states.

In none of the regional categories did nmore than 9% of t he
t ot al nunber of pleasure travelers come to Canada. The
hi ghest proportion of pleasure travelers conming to Canada
conpared to those going elsewhere was recorded for New
Engl and, where 8.2% of all pleasure travelers from New
Engl and canme to Canada. The percentages for the Md-Atlantic
and East North Central were 7% and 6.2% respectively, with
the percentages for the other regions being less than 5.
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20 5. VISITS BY TRIP TYPE

Chart | outlines the structure of the U S. pl easure travel
market (neasured by trip nights). The | argest share of U S.
trips are made to visit friends and relatives (44%). Touring
trips (14%, outdoor trips (10%, and trips to nearby places
(cl ose-to-hone, 13% are also popular for Anericans. Trips
to cities and resorts made up 7% and 3% respectively of total
US. trip nights and cruises only 1%

Table Il, 11l presents Canada’'s share of these specific types
of pleasure trips (neasured by trip nights), as well as
Canadats share of total trip nights by Anericans. Canadavs

share of total U S trip nights anmbunts to only 2.6% When
broken down by trip type, Canada’s |largest shares of U S
trip nights is in the category of touring trips (6.8% and
outdoor trips (5.4%, with city trips ranking third at 2.8%
and theme parks at 2.1.% Canada’s share of the largest part
of the US. pl easure travel market, trips to visit friends
and relatives amobunts to only 1.4%

20. 6. TOURI SM_ACTI VITY ORI ENTATI ON

The following listings (1 to 4) show the favourite activi-

ties of people on touring and outdoors trips and indicate
t hat , t hough the rank order may differ, many activities are
popular for both touring and outdoors travelers. Wal ki ng
and strolling about are popular for both groups of
travel ers, as is visiting natural par ks, and view ng
wildlife not commonly seen. Being close to mountains, |akes,
and oceans were also popular features of both types of
travel ers. Exploring wlderness areas and sanpling |ocal
cuisine were ranked quite differently by the two groups. The

touring group ranked exploring wlderness areas 18th conpared
to 2 for the outdoors group and sanpling local cuisine was
ranked 4th by the touring group and 16th by the outdoors

group.
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20.6. 1 OUTDOOR TRI PS:

VWHAT AMERI CANS LOOK FOR

SCENERY
Beauti ful scenery
ACTI VITI ES

Lots to do and see
Hunt i ng/ Fi shi ng

Hi ki ng/ i nbi ng

Many points of interest
Boati ng/ Water sports
Snow skiing

Hi storical interest

Swi i ng

SECLUSI ON

Not too wld
Rest/rel axati on
Seclusion/privacy
Nat ur al / unt ouched
EXCl TI NG

Real adventure
Chal l enge skills

CONVENI ENT

Not too far away
Not too hard to reach

POPULAR

Vel | -known area
Popul ar

CLI MATE

Good climte

* Percentage agreeing strongly that their preferred

| MPORTANCE*

85

56

tion which has this feature.

63

desti na-




20.6. 2. TOP 20 OQUTDOORS ACTIVITIES (RANK ORDER)
1. Wal king or strolling about
2. Expl oring w | derness areas
3, Bei ng by a | ake
4, Seeing wildlife | don't usually see
5. Visiting natural parks
6. Cl ose to nountains
7. Fresh-water fishing
8. Swi nmi ng
9. Visiting small towns and villages
10. H ki ng or backpacking
11. Bei ng by the ocean
12. Sunbat hi ng
13. Power boating
14. Canoei ng
15, Hunting
16. Sanpling |ocal cuisine
17. Shopping for arts and crafts
18. Mount ai n cli nmbi ng
19. I ndoor activities
20. VWater skiing
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26.6.3. TOURI NG TRI PS: VWHAT AMERI CANS LOOK FOR

sl GHTSEEI NG | MPORTANCE*
Beautiful scenery 81
Lots to see and do 76
Interesting cities and towns 66
Many points of interest 29
Noted for its history 55
POPULARI TY

Wl | - known area 73
Popul ar 73
Vel | -known | andmar ks 70
EXCI TI NG

Not dul | 76
Dreamed of visiting 56
Fri ends would be inpressed 50
Exciting nightlife 41

ACCOVMODATI ON__ & FOCD

First class hotels 53
Excel l ent |ocal cuisine 50
El egant restaurants 48
Af f ordabl e acconmmobdati on 42
CLI MATE

Good climte 52

FOREI GN _EXPERI ENCES

Very different 52
Different cultures/way of life 49

* Percentage agreeing strongly that their preferred destina-
tion has this feature.
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26. 4. TOP 20 TOURING ACTIVITIES (RANK ORDER)
1. Walking and strolling about (1)*
2. Visiting small towns and villages (9)
3* Dining at a variety of restaurants
4, Sanpling local cuisine (16)
5. Visiting natural parks (5)
6. Seeing wildlife | don't usually see (4)
7. Being close to nountains (6)
8. Being by the ocean (11)
9. Being by a |ake (3)
10. Taki ng guided tours
11. Going to zoos and wildlife exhibits
12.  Visiting big cities
13. Shoppi ng
14, Attending festivals or ethnic events
15. Visiting nuseuns and galleries
16. Visiting science exhibits
17. Swi i ng (1 8)
18. Exploring wilderness areas (2)
19. Sunbat hi ng
20, Dining at elegant, sophisticated restaurants.
*  Br

acketed figures represent rank position of

out door trip.
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Table B

Average Annual Growt Il Kates, U s.
(1973-1983 and 1983-2000)
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PER CAPI TA PERSONAL | NCOVE Map |

AVERAGE ANNUAL GROMH RATE - 1973-1983
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Map 2
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PER CAPITA PERSONAL INCOME Map 3

1-9) ) ew-Lr0 2 _-_§7 150-7 350 _ _3 -_ 37 305-7p040 4. - $6,990-6,294
Alaska - $7461 DE - 37709 FL - $7120 AZ - $6891
CA - $8035 HA - $7461 IA - $7132 GA - $6719
(:1) - $7 829 KS - $7750 IN - $7042 ID - $6290
cT- $9134 MI - $7419 ND - $7288 LA - $6719
DC - $9467 MN - $7509 NE - $7244 MO - $6984
IL- $7763 NH - $7413 OH - $7267 MT - $6506
tA - $8207 NV - $7652 ok - $7121 NC - $6373
Ho - $8112 TX - $7356 OR - $7046 SD - $6435
NJ - $8662 VA - $7515 PA - $7256 TN - $6305
NY - $7854 WA - $7492 KX - $7305 VT - $6606
Wy - § 7928 US - $7369% W[ - $7232

5..-16,_285-5 600

AL - $6170 ME - s$s6187 Sc - $6054

AR - $5982 MSs - $5601 UT - $S8yv

KY - $6285 NM - $6217 WV - $5996

72




P

Soll ®e ESOF CANADA " St' 1k AAURET & A EL u

“in past year by U.S. Census Division,' 1984 -85)

10

P
E
R
C
E
N 5
T
A
G
E

Mid-Atl aliti C

t.N. Central
Facific
Ne w Engl and
W.N. Cent ral

S. Atluntic

N,S. Centr al
MounLdi N
Es. Central

A9)ae)R

KWET
" (Percentage Qf US Pleasure Travel ers vis it ing Canada

Table 1

8.2
7 R
5.2
4.3 4.8 [,
r———
L3 [1.3 1.30.2
3: —z— T m a g L (%] = ]
4 i) [y . . A [o] . . .
g- z a 'z =z 0 c 7 w
- | . . - 3 > . .
m > rh rt t
T 5 0 ) . Y -0 o
‘32 ® ) o 0 s o ) )
. — o 3 ] o ] =1 3
Lo o = = = - %% -
. ] 0 " - "
4] o e ™ 'Y 0 w -
2 ™ 0 - e - ~
o
-
0 1,000,000 2,000, 000
| J
1, 61 OON
1,400, 000
l790,uuu
} 650,000
Estimated Numbers of
|470,000 Travellers to Canada
- 1984- 85
190, 000
110, 000
85, 000
73



STRUCTUREOF US L 1LeaSURE.DT rRAVE L MARKET cu1 et
( pased on Total Trip Nights)

Visit. fri ends , Relatives

a6

Cl ose-t o-Home Cruise 1%
132 Thenme Park 3%
NDutdoors
10% City
. Touring
7% 14
CANADA ‘s s HAREO F_us PLEASURE 1'RAVEL MARKET Table 11

(BasedonTotal Trip Nigh ts by Trip Type)

10 .
|G.9;'a1
5 -
S.h7
2.8% r

2.4% 8%

| }1.5&1.1;41.2
a0 (0] ED B4 LY n on [ «
) [+ b4 - b4 (%] o W £ [
° w e} ced o ol c > [*] o]
P O &) e o o~ x '
o wn C 3 bl " ) 1 [
b oy @ © Y] o Q (] o =

oD .~ & =4 [ by et -

o IS o L) [} |

0 o~ f -4 o

® o * T4~ ”

[ =S R w (o}

Y o W -~ -

(S d o



VI

| MPLEMENT AT 10N

PLAN



21.0.

MARKETI NG PLAN

21. 1. MARKET CATEGCRI ES

The N.W.T. 'S market categories conprise the follow ng:

* Qutdoors/Adventure Traveller

* Arts/Culture/Touring Traveller

* Business Traveller

* Travel Trade (Agencies, Wolesalers, etc.)

*  The N.W.T. Tourism Industry Operators and Associations

* The Tourism and Special Interest (vertical) Media

* |Influential affiliate clubs and organizations with the

ability to set trends.

Geogr aphi cal |y, these target markets are |ocated anywhere in
the world, but ' the prine potential concentration for the

N.W.T. is North Anmerica, specifically the United States
fol l owed by Canada.

Each of these target markets can be segnented further Ly

activity, interest or primary vacation notivation. The
extent to which Anerican industries (manufacturing, retail,
publ i shi ng, etc.) have docunented these segnments and estab-

lished marketing/communications links with them is not com
parable in Canada or anywhere else in the world. This offers
a conpetitive advantage to the N.W.T. in selecting precise
mar ket segnents and natching precise marketing/conmunica tions
efforts with a maxi mum potential for results.

21. 2. MAI NTENANCE OF CURRENT TOURI SM BASE

The axiomatic object of naintaining existing visitor bases
woul d be supported through the continued practice of:

a) produci ng a conprehensive Explorerts Cuide;

b) representing the industry at trade/consunmer shows and
sal es functions world-wi de;

c) participating in cooperative marketing/ market devel-
opnent programs with partners ranging from other
governnments to travel trade.

d) muintaining a travel counseling service with conpli-
mentary brochure distribution for the tourism indus-
try;

e) providing support and assistance to travel trade in
target market areas;

f) produci ng/ distributing inage and information nmateri-
als and any pronmotional itens vital to the process of
creating/maintaining/inc reasing market brand aware-
ness and product education.
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21. 3. MARKETI NG ENTRY PERS PECTI VES

|t is reconmended that in order to stem the current eroeston
of visitor volunes to the NWT, and to offset further declines
in 1986 (due to environmental inpacts), specific market euntry
initiatives be pursued inmediately.

Since funding is expected to be constrained it is not
possible to execute a consumer canpaign in all markets and
therefore the best potential market, the United States will
be targetted geographically. Sone spill-over benefits will

occur in Canada.

However, the Canadian and overseas markets will be reached
primarily through nmedia relations, public relations progranms
and travel trade prograns.

21. 4. TARGET MARKET | NTRODUCTI ON

The two main product categories (general outdoors/adventure

and arts/culture/touring) will be pronoted together. Al so,
since it offers the greatest short—term potential results,
the American sportsfishing market segnment will be targetted

in a separate canpaign.

Each of these canpaigns are detailed only as an introduction
to the target market and do not reflect a thorough saturation
pr ocess. However , the sportsfishing canpaign is structured
for strong penetration and impact in high potential regions.

‘21.5. COCPERATI VE PROGRAVM NG

It reflects an integrated marketing and comunications mx,
with each conponent contributing conpounded results as part
of the entire program Fur t her nor e, it is integrated hori-
zontally with collateral industries and businesses.

This program is also reconmended as a cooperative initiative
with other NWT organizations, in order to achieve the highest
results. Measur enment and evaluation are assuned to be

inherent in all processes.

21. 6. MAXI M ZI NG MARKET PENEI ' RATI ON

Leveraging concepts should be used as often as possible in
all markets. Sonme ideas are offered on the follow ng pages.
Since contests and sweepstakes appeal to human nature’s greed
and self-orientation, these techni ques are extrenely
successf ul in attracting attention and creating avareness.
However , they are not good producers of sales prospects and
therefore they should be used for image building primarily.

7



In each product category, there are nedia |eaders.

Some of
these are identified, although not in detail. Also , Sl ace
Lhere ar e many media options, a thorough me dia analysis is

recommended &S part Of the planning process.
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22.0.

| LEVERAG NG CONCEPTS

Maxi mz in g the potential of exist ing Vvisitors i nvolves
efforts to influence current visitors to provide positive
testinonials about their visit and refer contacts to vacation
in the N.W.T., and to notivate the business travel segnment to
increase their length of stay beyond the business itinerary.

Wthout significant injection of additional funds, the only
way to obtain significant volunes of new business is through
| everaging tactics. Exanmpl es fol | ow.

22.1. OUTDOOR/ ADVENTURE TRAVEL GROUP

Increase effort to obtain editorial coverage in major nedia
addressing this nmarket.

Negotiate a national contest with a mmjor outdoors retailer
(equi pment or clothing) totally dedicated to N.W.T. tourism
products.

Negotiate a proprietary line of manufactured products which
have a direct correlation and inmpact on N.W.T. tourism and
which are distributed throughout Canada, the United States or
wor | d-wi de.

Conduct a sweepstakes cooperatively with major market
influencers -- brand-name airlines, outdoors clubs, camera
clubs, special interest nedia -- to hype destination nane and
profile.

Conduct trivia quiz contest for travel agents, conpri si ng
NW'I". facts, with mjor prizes being famly trips and or
unique itens (art, craft).

Conduct trivia quiz contest for fishing clubs or hunt i ng
clubs, with nmajor prizes offered including trip(s) and unique
item(s) (art, craft).

Create and sustain newsworthiness with news releases about
maj or contest mlestones (i.e. t he | aunch, the process, the
results, and the after trip reporting).

Use all pronptions as |leverage to create nedia events.

22.2. ARTS/ CULTURE/ SOURI NG

A1l of the above tactics, plus:

Negotiating with major exhibitors of tine art for profile and
di splay opportunities in key geographic target nmarkets.

Cooperative efforts with affiliate groups and influencers.
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22 -3, BUSI NESS TRAVELER

Provide incent i ves to stay longer than business it inerary
(discounts, additional service, upgrading, etc.)

Provide incentives to act as catalyst in referring friends
and relatives to visit (group discounts, bonuses, etc.)

22. 4. TRAVEL TRADE

use familiarization trips as leverage for nore product know-
| edge about the N.W.T.

lise public relations pressure to notivate selling process.

Conduct special contests to increase profile, positive image
and awar eness.

22. 5. OTHER TARGET GROUPS

O fer exceptional service and custoner relations to all
groups, and pronpote services as nmuch as possible.

CONCENTRATI NG SCARCE ADVERTIS [ NC RESQURCES

The major recomendations for change for 1986/87 involve the
advertising activities which were conducted for the irst
time in 1985/ 86.

Rather than attenpt to blanket tile Canadian and American
markets with approximtely Cdn. $40, 000 nedia buy of black

and white 1/6 page ads, it is recomended that TravelArctic
concentrate these resources in a single, integrated marke.
appr oach. Al so, since independent operators advertise their

products separately yet often in the sanme nedium it is
suggested that TravelArctic canvas the industry for adver-
tising schedules and offer a cooperative cohesive alterna-
tive.

For exanpl e, six independent N.W.T. advertisers placing 1/0
page ads would have significantly nore inpact wth a
cooperative full page ad under a TravelArctic banner.

Furthernore real cost reductions would be realized.
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24,0,

L EADTING | NIEGR ATED MEDIA COPT 10 N S

Magazine andtelevisionadvertisingisstrongly recommended
for imge and br anddevel oprent, supported by other nedia.

I'n order to create target msrket attention, the insert
approach is recomended for nagazines, heavily supported by
mer chandi sing and pronotional efforts. The principle insert
would be direc ted to the potential traveller, while the
ner chandi sing and pronotion would be aimed at increasing the
reach of the target market beyond that reached by the prime
nmedia, and reinforcing travel trade awareness.

Merchandising would entail the use of the insert reprints in
mailings and as information handouts at trade and consumer

shows. They would be best used for casual enquiries about
NAM  travel, in cases where the prospect does not i ndi cate
strong Mmotivatiori or cannot be qualified suificiently. [n
this nmanner, the nore expensive Explorer’s @ide would be
distributed to higher potential prospects.

Pronot i onal activities Wou ld include press rel eases,
initiated by Travel Arctic and/or nmagazi ne publ i shers;

mailings to the top 1000 travel agencies selling Canada arid
out door s/ adventure packages, sweepstakes, contests, catalogue
pronotions, in-store retail prornoti.ens, etc. Public
relations would include itens such as special events, media
events, etc.

The following are sketches of marketing options for various

target markets and market segnents which could be negoti ated.
All costs are quoted in U S. funds except where indicated.

24. 1. SPORTSFISHING MARKET IN THE U.S. AND CANADA

As one of the man sources of information for the Canadi an
sports fisherman |, American nedia would be a better pur chase
than a thinner fractured buy.

Anerican sports fishing magazines are abundant. However,
there are uniquely integrated media packages Wwhich may
produce better results.

a) The |INFISHERVAN group offers conbinations of comerci al
time in  four, one-hour television specials each Mrch, a
new 10-week fall series of 1/2 hour prograns, promotional
videos (for trade shows, travel trade presentations,

etc.), radie talk shows, consuner and trade sem nars,
present ations, wor kshops, a national magazine Wth
dom nance in the north and m d-western U. S., and an

educational fishing canp program for youths.
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] BABE W1 N KELMA N PRODUCT 10N S dalso of fer Pl tegl Lled

properties a20-veek sprivigseriesofl/ 2hr . "1 Viigwy,
educat ional vV ideos , C o> ulllur and trade se 1 wues,
wo I 11 shops,presentations, arcrail Jdistributionnetwork i n
sporting goods/ fi shing t ac k!l e mewchandise, andanannaal

sweepstakeswhichishighlypublicised.

¢) The FY-FISITERMNaLsooffersinsert (iscounts, Lhr u e
wei r Madvertorial program

e |

24,2, GENERAL OUTDOORS/ADVENTURE HAUKET IN THE U.S.

‘U wiscuategory, Whi chencompussesa Wide var letyofaucliviLlies
is alsobestdefinedinthelnitvdsates andt her cis wow
oue wagazZine totally dedicated Lolbhe “yuppies" whu sre

iaterestedinoutduors/adventure ttavel.

¥  QUISIDE MAGAZINL offers the uppectunivy to access Lhis
lucrative market as well us o uwationsl retail network of
clothing and equipment, through u sister property: OUISIDE
BUSITNESS. Othier negotiating woptiovus include cditorial
cuverage, photo features, muiling of promotional picics to
influencial groups, clubs, travel agents. distribution at
the annual retailers' trade show in Nevada.

v
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24 . 3. ARTS/CULTURE/ TOURI NG

This category ref lects a target audience with special profile
attributes., This target market enjoys travel as a lifestyle
and w shes to experience different cultural environnment from
that by which they are surrounded. A spirit of adventuce is
also integral to the destination choice for this group, Which
tends to conprise frequent travelers.

The main regionsofteUnitedStates which offer the best

potenti al for NWT  tours of  this type include the Pacific Coast
states (predominantly California), Texas, Arizona, andtheNew
England states (who have a strong commitment to historical

documentation and new cultural experiences).

The American media has segmented this market in a variety of

ways, at the extremes concentrating solely on the travel and
touring aspect or only on local arts, There are numerous
magazi nes and travel ogue television prograns. However, there

are few with a strong record of producing consumer motivation
and actual tourism

a) SUNSET MAGAZINE provides the most thorough coverage of any
magazine, in the Pacific st ates. Furthernore, it gives
tremendous in fluence throughout the tourism markets of the
west andproavideslegitimacytotourism product offers,.
Orientationseninarsandproduct knowledgeconferencescan
be stagedat SUNSET'sMnl0w Par K f ac 1 1ities as parrLofu
total pronot i o nal canpaign .

L) “TRAVEL AND LE L S U RE magazine istle travel muagazine ol
American ExpressCorporation. [tisd is tr i b uwedioc all
Anerica n Express Cardsubscriversaroundt!)e world and
providesexcellentcredibdilitytotourismproducts.

Thi s publication has a remendous !NflUenCe on its
audience, whoareupscale, somisticatedandusuallyl ieaVvy
t ravel lers. Fur ther mr e, Awer icaExpr ess has dev el oped
its owntravelagencybusinessandwoyldbe par ti cularty
interestedinselli nge X ot i cupscale tours . Negotiati. o

wi t hthiscompanyarestrongly siggested.




25.0.

FIRST YEAR MARKETI NG PROGRAM ACTIVITIES :

1986-87 F.LCAL YEAR

25.1. INTRODUCT TON

The act ivities detailed for the first year, 1986-37, are
representative of the minimm conponents required to enter
the primary target markets and nmintain a presence in current
secondary and longer-term potential markets, They do not
represent an aggressive narket devel opnent  program, Wwhich
should be initiated during the second yeer, as part of a
five-year plan,

The tourismindustry of the Northwest Territories is in its
infant phase and nmarket devel opnent resources thus far thave
been so linited that the product’s irtrocduction to pe
mar ket pl ace has not yet occured. The firs: year's marketing
program will cause the necessary introduction.

The required nmarket educetion/product knowledge process wll
be devel oped over the nmedium term, concurrent With product
life «cycle development. It should also be noted that
although the programis intended to generate gross tourism
revenues equal to program expenditures s early as possible,
contributions to net revenues (profit) are rot expected until
the third vyear, and contingent upon the n=cessary uwarket
devel oprent expenditures during the first three years.
Marketing industry practice reflects losses during the
product launch/consumer education phase with the preak-even
point occurring when the product experiences rapid growh and
the nmarketplace is being conditioned te increase purchasing
vol unes,

25.2.  TYPI CAL PRODUCT

I TFE CYCLE

1 | !
S LAUNCH | GROWTH MATURY TV P DLULINE/
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25.3. TARGET MA RKET

AFFLUENT VA CA TINNINGOUTDOOIks/ANVENTURE PRCD UCTS
[l NTH US TASTS AN D PARTIC | PANTS

25 .3.1.. TARGET MAR K ET SEGME NTY

1. Non-consumptive wusers of outd00rs/ad venture yprodurrs,
S uch as wildlife Vi ewers out door s enthusi ass,
neturalists, wildlifephotographers, adventureseekers,
gener al Ouwdoors part i ¢i pants i n camping, hiking,
canoeing/boating, clim)ing, wountaineering, etc.

2. Consumpt i ve users : S portsfishermen,Hunters.

25.3 .2 PRRMARY ¢ EOGRAPETC TAKCET MA R K ETS

ThelUni tedStatctesCensus Reygi ons:
. East Nor thCentral,2, WestdorthCentrat,s. N e
En gland , 4. Mountainb. Paci £1i C .

‘.3 SECON)ARYGEOGRAPHTCTARGETMARKFITS

o=
[

1. Chuada:
Alberta, Ontari0 Bri ti shColuabia

2. OverseasRegi.ons:
German y Switzerland, Oceamparticulariyaust cali 4
and¥ewZealand).

25.3.4  TERTIARY GEOGRAPHIC TARCET MARKETS

TheUni t edStalesgener ally, and Canada gencrally .

25 .3.5. PLAN QB ECr 1 VES

1. To createmecasurebleawareness, positiveattitudes un
perceptionstowardstheNorthwestferritoriesasavarli-
classowdnlS /adveN t UT edest i nati cn.

2. To establ.ish positive illt"luencesand strong woti V ation
towardstraveltotheNWlingeprimary tar g € tmake L S

3. To generaLe 140, 000quatified consumerleads fort he NWr

tourism industry and “CravelArcticto follow-up all!
developl Ntosales froml “)86—87mema Ct i Viti es.
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4. To assisttlieindustryinconvertinganininuvau 24 of
Lhe firstyear'soutdors/ udventure pro ducts enquirics
and 5%ofsportsf|sh|ngenquxrlesfoactualsalc.S(1,'.573
+3,653)inthesameyear ; further . 8%/ 2%forvear two
and .4%17omureforyearthree.

5. Tto achieve a 2% response rate from tar get mar ket
a dvertisinginmagazines,.2%respOnseratefromgpecial
interestelectronicmedia,.1.% response ratefromtarget
market electroOoniC media (¢ ableTVyand 2% e ponserate
fromnationalprowotiors (s weeps tak €S) . . . during thefirst
andsecondyea rs

6. Todoublethesereponerateduringthethirdyear,

1. To convertLlleqUaliEiedel\qu“il‘ies«’ltt"leratesszzin
thefirstyear, O57Zinthe secondyearandiovd U r ingt he
third

8. To c geateadistributionnetworkforconsumeriiterature
and therproductinformati omaeals in the U.s.,
which represents 4% of t he () uwwoors apnarelleqmpmen
retailers s theU S. ( 480 0 f 12, 000) ; and A“Vofthc
sportsfishing vackle/ equi pmentretalt lor31n' e U.u. (800
0£20,000retal. Loers)inthe firstyear; uvpt o10 %i nyeuar
3.

9., Todevelopcomprehe nsiveprospectp ofljes,'lhichincludc
researched informction and characteristic of oprogram
respondente,

25.3.6. EXECUTION METHODOLOGIUS

1. Imp lementinga comprehensive, integrated Llarketing
program dedicated toO the vutdoors/2dventure product
category

L. Conduc ting a small <crective test for the  erts/ cul-
ture/touringcategory,amjorgeneral tdoors/ adventure
C reativetes t andaseparatesportsfishi ngcawawn.

3. Ex ecutinga competition strategy aimed at hblockinyg
competi tioninoprimarymrkets,

4, Delivering the programcoopead velywith the tourise
private sectorandleveraged assistancefrom «¢0llateral
SeC tors.

5. Tocorporastiw ameasurementandevaluationdDrocess into
theprogram.

6. Incorporatinga lead-generatingmechanisminall ¢ 0111211 uni.

cati ons.
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Providing comprehensive or i entarion and product/ pr ice

information for qualified |leads, such as NWT Maps,  tile
Explorer’s @uide, private sector literature.
I ncl udi ng sel f - adm ni stered m ni - questi onnaires W th

| ead- generating mnechanisns.

Organize the various target market prograns as foll ows:
(a) Qutdoors/Adventure Target Market

(b) Sportsfishing Target Market

(c) Distribution/Network Program (Retailers)
(d) Marketing Aids

(e) Travel Trade Program

(f) Media Relations Program

(g) Public Relations

(h) Industry Support Program

(i) Research and Eval uation program

(i) Monitoring and Conmercial Intelligence Program
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0 UT DOO RS L _ADVEN TU R F TAKG ET m}< K T

26.1. DEMOGRAYL 11 168

Male 70%; Female 307
- Age : 24 to 54
— Incone : $30,000 +
Education : Highschoo 1 graduate+

26.2. PSYCHOGRAPHICS

- lovers ofnatureandoutdoors environments, partici-
pants in outdoor recreat ion and Teisur2 activities |,
fregqrent travellerss 100ng-haultravellers Prefervaca-
tion settings which include: shectacular scenery,
unique wildlife andflora, manv joints of interest,
differentregions, 10tstosceanddo; soctall ntellec-
tualstatusorientation,

26.3. KEY INFLUENCERS

— persona 1 s pecialinterestsand hobbies

media/fco mMuni cati ons;

soc ietalaf fi liations; ( c¢1uhs, associations)
~community.

26.4.  CONSUMER COMMUNICATIONS/ADVUERTISING

Siuwce 1 tisi mperati vet hatt 1l emarketentry time-frame be
c 011 apSedas mUChaspossible, L' mos tnprocductivemediahas
been selected for short term results and the minimum
frequency is being Dl a nned, whoseschedulewould mirrgr the
peak CONS ume r ¢e€cC i.s ion period forvacariontr a v 22,

Adeepermdiaplanisnecessary inthesa=condyearforsound
NWItourismmrket penet cation, w!iichwouidiancludeincreased
frequ encyandalargermnixofmedi a.

Additional accesst othec o nsurerwillb2initiated through

retail oOoutletsselingcoOllateralequinsm=z2ntandclohing in
the unit ed states, Efforts in this ares wil necy
reinforcement duriasg subsegucutycuars, toprocuct?high  din-
market visibility and top of-mind awaraess of the NI
tourism products . I nthsregardalso, thecommunications

planned are nominalduringthe introductory phase of the
firs t year.
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26. 5. OUTDOORS/ ADVENTURE  CONSUMER
MEDI A AND DESCRIPTION (U.S.A)

QUTSI DE__ MAGAZI NE - Circ. 240,000
- 8 pg 4 colour inpact section xl;
schedul ed March;

NATURAL HI STORY - c¢irc. 135,000
- 1 pg 4 colour ad xl;
schedul ed March;

¥~ Business Reply Postcard (B.R.C.) xI;
scheduled March;

*_- 8 pg 4 colour inpact section (sane as
QUTSI DE MAGAZINE insert) x 1;
schedul ed April;

- 3 reader service cards;
- scheduled April, WMy, June

SUNSET MAGAZI NE - circ, 1,275,000
- 2 pg 4 colour spread x 1;
schedul ed March;

¥~ 1 pg 4 colour ad x 2;
schedul ed February and April;

- B.R.C. - 1 colour xl;
schedul ed April;

TRAVEL HOL|I DAY circ. 975,000
- 1 pg 4 colour ad x 3;
schedul ed February, March, April;

*~ BBRC -l colour xl;
schedul ed March;

TRAVEL & LEI SURE - CIRC. 975,000
1 pg 4 colour ad xl;
schedul ed February;

¥~ 1/2 pg 4 colour ad x2;
schedul ed March, April;

FOOTNOTE: There is no advertising in other geographic mar-
kets.
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26.6. _OUTDOORS/ADVENTURE
- YEAR #1
MAGAZI NES Cl RCULATI ON RESPONSE  #_ of_
RATES  LEADS
OUTSI DE  MAGAZI NE 240, 000 .02 4, 800
NATURAL H STORY 135, 000 .02 2,700
SUNSET MAGAZI NE 1, 275, 000 .02 25,500
TRAVEL HOLI DAY 808, 000 .02 16,160
TRAVEL & LEI SURE 975, 000 .02 19,500
TOTALS: 3, 433, 000 68, 660
26.7.  OUTDOORS/ ADVENTURE _MEDI A

QUTSI DE MAGAZI NE: 1 x 8pg insert

NATURAL HI STORY: 1 x lpg ad
1 x BRC
1 x B8pg insert
3x reader service
ads
SUNSET NMAGAZI NE: X 2Zpg spread
lpg ad
X BRC

[N SN
x

TRAVEL HOLI DAY: 3 x lpg ads
1 x BRC

TRAVEL & LEI SURE: 1
2

x

lpg ad
1/2pg ads

x

Production of the 8 page insert
i ncludes 20,000 extra copies for
enquiry servicing and network
devel opnent.
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26.8, OUT L! OORS/ADVE NTURE CO NTRI BUTION TO RX VE NUT PLAN

Since this market is still developing end growing, end the
Northwest Territories' relative products are unk = nwn, 1ou
sales lead conversion rates are expected of .02 for the first
year.

to the NWT will be significantly reinforced and conversion
rates ©f those notivated to request acdditional information
will steadily grow to 10%Z over the three years.

As marketing efforts are increased, prospect int_:t t:o travel

lowever, because the NWT is marketing a new (to the market-
pl ace) product, the initial tw years are expected to yield
low enquiry response rates of 27. At the stage of solid
product know edge and nmarket conditioning, the response rates
should reflecL 47 of the circulation Zigures of nt).ga. zincs.
Please note that industry norms vary fron medium to wedl gy
and from product to product.
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27.0.

s OL{'rS:71S11 1 NG TA RG ET MAR K &T

27.1, DEMOGR A PHE (S

Male 0N% : T'ema le 10%
- Age : 35 to 54
- Income $40,000 +
Education : Hi ghschoolGraduatet+

27.2 PSYCHOG RAPHTCS

- avid sportsfishermen who fish often as a lifestyle,
fish out of state and country, long-haul travellers,
heavy end regu.ar purchasers of fishing related merchan-
dise, such as equipment and clothing: sportsfishing cn-
thusiasts who fish for a vuriety of snecies and enjoy new
environments and challenges; outdoon:rs nthusiasts who
enjoy adventures; sccial/intellectual status orientation,

27.3.  KEY INFLUENCERS

- personal special interest, hobbies, hadits;

- societal affiliations; {(c'ubs and associations)
- media/communications;

- special ever"s/svortsman's shows;

- community.

27.4.  CONSUMER COMMUNTCATTONG/ADVERTIRTNG

The sportsfishing market offers the highest potcntial for
short term results for the Northwest Territories. Unlike
the outéoors/adventvre wumarket which dis still wucdergoing
development and growth, the sportsfiishinrg market of the
United Statas has stabilized and is well estabdblished,

With the exception of some urecs ol thz NYT, the sports-
fishing product resources are excellent and thave an
inherently world-class appeal and integrity. The resn’t is
a solid product-market match, which can be exnloited Immed-
iately.

The strong base of credibility ued awareness of Canada's
snortsfishing resources and outdoors procducts will  produce
quicker Dbenefits for the NWI, from association. The  re-
sponse rates for the various comrunications efforts wil!
increase dramatically compared to the outdeors/edverture
product category, as will the conversion rates to scies.



27.5. SPORTSFISHING

MEDIA AND DESCRIPTION (U S. A)

BABE _WINKELMAN PRODUCTI ONS PROPERTI ES:

10x 30 second TV comercials on the “Good Fishin" Series:
commerci al producti on:

2 Xx 5 second TV Bill boards;

Bil | board production

Sweepstakes Grand Prize & Five First prizes:

1/2 Hour TV program Dedicated to the NWT;

Feature Article penned/by-lined by Babe Winkelman;
Still Photography;

Babe's | nage Use;

Babe's personal appearance at coi nci dental exhibits;
Babe's personal appearance at one special event;

10-minute promotional videoabout NWTgportsfishing
Magazine advertising;

Production, Misc. costs.

| N- FI SHERVAN PROPERTI ES:

10 x 30 second TV commercials on Al Lindner's Sportsfishing
Series
- Sept-Dec. '87;

commercial production

1 Hour TV special dedicated to the NWT gsportsfishing and
out door s/ adventure products;

4 x60 second TV commercials on Al Lindner's four
Spring Special s;

7 X 2 pg 4 colour spreads in I|IN FI SHERVAN MAGAZI NE;

Editorial support throughout the year.
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27,01 SPOR T SFIS HING
B EN QUIRY MOTI VA" 1" 1ON AND CO RVERSION FL AN Viiar 41

MEDTUM CINC CULATT ON__ RESPQNSE  # OF
kAT LEADS
COOb FISHIN SHOW 1,500, 000 ()2 3,000
NATIONAL
SWEEPSTAKES 2, 000, 000 . 002 4,000
MACAZINES:
SPORTS AFICGLD 500, 000 .02 10,000
FLY-F!SHERMAN 149, 000 02 2,840
NATURAL BISTORY 135, ¢ 20 02 2,700
TN-FLSHERMAN 245, 564 .02 4,911
Al Lindner's
Spring Specials £,200,n00 ()02 9,600
Al Lindner's
TV St ks 36,000,000% ) 346,000
TOTALS: 45,322,564 73,051

* This represents the average anunual andience levels, which

peax at 39.9 million households in th U5,

27,8, SPORTSFILNING CONTRURUTION 7)) REVERNUE PLAV

Due to the excellent conporturnity (er matching oproduct and
market in  this product catepury, the response rates wilj
increase at a faster pace than the outdcers/aedventure
categery. Alse, the conversion rate to sales will stort at @
much higher level, since market Jdemand already existy,

From a first yeur conversion yield of 5%, it 1is not
improbable for in~reased marketing initiatives in svbsequent
years to result in at least 107 durine <he third yeusr oanid
20%-207% by the fourth year.
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27.9. SUCCESS FACTORS

A1l program results and conversions to sales are indic ations

of the mnimm levels which should be achieved. Only th:
hi ghest produci ng nedia have been reconmmended for immediate
results. However , | onger term devel opnent requires broader

coverage and increased frequency, which cannot be accomoduated
by the first year plan.

All program results as stated are also contingent upo::
enploying the latest state-of-the-art techniques of mark ci-
ing, marketing creative and comunications , ~nd comprehensive
marketing mx integration vert ical ly and horizonta 11y wherever
possi bl e and appropriate. In this manner, lifesty le condi-
tioning can occur over tine with strong registration of the
NWT brand nane in the minds of adventure travelers werl d-
wi de.

The sportsfishing program in particular, is an example of
vertical and horizontal integration.

A full conplenment of communications medie, pronotions, wedi:
relations and public relations programning are combined fo
maximum inpact on the consuner. In addition, horizonta
channels are added to increase marketplace penetration at th-:
community level. This is achieved through 45,000 retai!
outlets which will be pronpting the national sweepstakes an:
other first-class corporate sponsors who wi:l be premotion,
and participating in the contest.

‘1 he foll owing pages offer a detui led review of tloe
implesentation plan for the spor tsfishing canpaign in the
Us. mrket. The int ense warket coverage of broadcas:
television and the nagazines will also im- ~t on Canudial

markets, particularly ir border regions of Canada.



27.10. SPORTSFISHI NG/TOURISM MARKETI NG PROGRAM
IN THE UNI TED STATES: | MPLEMENTATI ON_ PLAN

27.10.1. | NTRODUCT! ON

The following marketing program is subnmitted for the con-
sideration of TravelArctic and all sportsfishing/tourism
organi zations in the Northwest Territories.

The program is designed for maxi mum inmpact and results in the
United States sportsfishing market as well as collateral

i ndustri es, during the latter part of 1986 and particularly
during the 1987 cal endar year.

This proposal assunes strong consortium underwiting and a
subsequent correlation of benefit distribution. A financial
allocation is suggested for consideration which reflects
specific direct benefits by types of organizations as well as
i ndirect benefits.

The principle intent of this multi-faceted program is to
create [Oeasurable awareness and recall of the NWT as a very
attractive sportsfishing destination, in the greatest pos-

sible share of American sportsfishernmen who have the poten-
tial to travel outside the U S

Furt her nore, it is inportant to generate shorter term ulti-
mate results in the form of conversions as to sales of incre-
nmental sportsfishing trips during the 1987 and 1988 seasons.

Since the NWT will be conpeting in a mature nmarket, it s
vital that it domnate at |east one nedium for effectiveness.

27.10. 2. MARKET RESEARCH

The NWT is predomnantly associated with outdoors/adventure

tourism products, although it is attenpting to diversify this
i mage. The outdoors product line focusses on sportsfishing,
noderate hunting and some non-consunptive activities.
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According to the U.S. 1980 National Survey of Fishing, Hunt-
ing and WIld-life Associated Recreation*, 42.1 mllion Aneri-

cans fi shed, 17.4 mllion hunted and 83.2 nmillion engaged in
a non-consunptive activity, for which wld-life was the
primary purpose.

There is considerable overlap between these groups as the
following figures indicate. In 1980, 73% of hunters also
fished and 62% were involved in non-consunptive activities.

Only 30% of fishermen also hunted, while 66% participated in
non-consunptive activities. O the non-consunptive group,

only 36% also fished and/or hunted.

O the entire sportsfishing population, only 24% fished in
states other than that of their residence and only 3% fished

in other countries (including Canada). That is to say that
1,263,000 Anerican sportsfishernen fished outside the U.S. in
1980, reflecting the true size of the potential mar ket
uni ver se.

Approxi mately half of all Anmerican fishermen fish for bass
and/ or panfish., many exclusively for these species --
particularly in the Southern United States.

The following table illustrates what percentage of each
census region population (1980) participates in fishing,
hunting and/or non-consunptive activities.
y4 & &
CENSUS REG ON FI SH NG HUNTI NG NON- CONSUMPTI VE
Pacific 24 7 51
Mount ai n 29 15 54
West North Central 33 16 58
East North Central 26 10 60
Mddle Atlantic 15 8 44
New Engl and 19 6 54
South Atlantic 26 9 41
East South Central 30 15 40
West South Central 29 15 41
* This survey was conducted by the U. S. bureau of the Census

in two phases: the first, a sanple of 116,000 househol ds
nati onwi de and qualified by phone; the second phase, personal
interviews of 30,300 fishermen and hunters and 6,000 non-
consunptive users. The nost recent survey results (1985)
will not be available until 1987.
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Wth the exception of the Mddle Atlantic and the New Engl and
Census Regions, from one-quarter to one-third of the Anmerican

popul ation fishes. However, due to proxinmity and target fish
speci es consi derations, four census regions offer the best
short and nmedium term potential for devel opment: W.N.
Central, E.N. Central, Md-Atlantic, and NewEngland.,

OQther census regions, particularly W.S, Central - which
includes Texas - offer long-term devel opnent potenti al ,

especially for exotic adventure fishing trips.
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27.10. 3. THE AMERI CAN SPORTSFISHING MARKET: A PROFILE

From an economc perspective, expenditures associated Wth
wildlife-related activities form a significant part of the
Anerican econony. The 1980 survey, referred to previously,
revealed that 99.8 Oillion Anericans aged 16 and ol der spend

approximtely $41 BILLION annually, to participate in these
activities

O that total, $17.3 billion was spent for fishing equipnent
and $8.5 billion was for hunting equi pnent. Only  equi pnent
bought primarily for these purposes are considered for these
figures.

The economic inpact of this particular market segment has
resulted in the deliberate evolution of well-defined market
structure and organization. Hence, a lot of information has
been conpiled about this lucrative market, driven by the
supply side rushing to satisfy narket denmand.

The Anerican sportsfishing market is highly organized and
structured according to variables which include denographics,

geographi es, psychographics and behavior characteristics. 1In
contrast to Canadian practices, there is a "grooming" process
which occurs anopbngst the Anerican fishernen. ..in the form of
very active fishing clubs, associ ati ons, der bi es, how-t o
wor kshops, fishing shows, conmmunity prograns and other life-
style conditioning exposures. The organization and structure
of the Canadian market is not as strongly or systematically
devel oped.

The large sportsfishing industry of the United States com-
prises an extensive network of manufacturers of equipnrent and
apparel , distributors, retailers, and service organizations.

There are nmany Anerican publications which cater to the
fishing and/or hunting and/or non-consunptive users; as there

are many broadcast prograns which are dedicated to outdoors
Iwildlife.

Most nedia are regional in perspective and audi ence distribu-

tion. Furt her nor e, while there are national nedi a, nost
fishing ones are dedicated to bass/panfishing and the others
tend to be very general --including several outdoors activi-

ties (fishing and hunting) together w thout specific enphasis
on any.

Until recently, individual broadcast stations in the northern
Us. offered the Dbest br oadcast coverage for Canadi an
sportsfishing interests. However , programming in these
circunmstances nmust be wusually negotiated on an individual

basi s, resulting in spotty coverage and less than optinum
geogr aphi c exposure to the Canadian industry's product

of fering.
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In addition, little consolidated information existed concern-
ing the effectiveness and inpact of advertising or editorial
exposure in special interest (vertical) publications serving

t he sportsfishernen. Research and market testing by Tourism
Canada over several years has revealed the fol |l owi ng
magazi nes as generators of high-quality enquiries for sports-
fishing in Canada, including the NWT: Fins & Feat hers;

Natural History: Sports Afield; Fi shing Facts: G eat Lakes

Sportsman; Fly Fishernman; Qutdoor Life; The |In Fi sherman.

Testing would be strongly recommended in conjunction with
this program to identify the npbst productive conponents of
this integrated program Sufficient funding my not be
available to test all publications and in this case. t he
following “short 1ist"i‘s suggested: Fins & Feathers; Natural
Hi stor y; Sports Afield; Fly Fisherman and The | n-Fi shernman.

There are five national television series which exclusively
target the Anmerican Bass fishernan. Now, there are two
organi zati ons produci ng national television series which
portray the diverse types of fishing practices and fish

speci es found throughout the Northern U S. and Canada: I n-
Fi sherman Inc. and Babe Winkelman Productions Inc. These
prograns are broadcast and cabl ecast, and are supported by a

host of nerchandising and pronotional collateral prograns.
Through such a collateral program the previously recomended
publications could be tested through feature articles and
editorials -- not strictly through adverti sing.

The intent of a thoroughly consolidated program is to
canni balize sone of the existing American market activity
for the benefit of the NWT sportsfishing industry.*

* According to the 1980 survey nentioned, 42.4 nmillion
fishermen took 751.2 nillion fishing trips and fished 857.6
mllion days. O these, only 1.3 mllion fished outside the
U S., including Canada.
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27.10.4. PROGRAM PRCFI LE

The N.W.T. sportsfishing industry has hitherto marketed its
products on an individual/independent basi s, with _ few
attenpts at a consolidated onslaught against the American
sportsfishing narket. In addition to a separated approach by
i ndi vi dual or gani zati ons, presence in the marketplace has
been hanpered by weak/non-existing funding, agal nst I ntense
conpetition from traditional destinations.

Through the properties of BABE W NKEILMAN PRODUCTIONS | NC  the

opportunity exists to enable clients to aggressively increase
mar ket share as well as develop future nmarkets. Al'so, econo-

mcal testing can be executed to identify best short, medi um
and long-term potential markets.

The program conponents which are "shelf items” include the
fol | owi ng:

Public Rel ations

Pronoti onal Prograns

Show Prograns (trade & consuner)
Deal er Networks

* Tel evision Prograns * Manuf acturers Coop
* Feature Filns * Special Events
* Video Tapes/Hone Mbvies * Media Rel ations
* A/V Shows * Research

* Still Photography * Lead Ceneration
* Feature Articles

* Editorial Coverage

* Advertising

* Publ i shing

%

*

*

*

Through the added properties of THE IN-FISHERVAN [INC., the
sportsfishing/tourism industry of the NWT would be able to

domi nate the non-bass Anmerican narket. Domi nation is vital
if this market is to be quickly devel oped and captured for
the NWT industry. Al so, this process elininates competi-

tion. ,,critical to success.

This organization offers a variety of marketing vehicles for
sportsfishing advertisers:
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Tel evi si on prograns * Special Events
Tel evi si on adverti sing * Sem nars

One- hour features * Wor kshops

Vi deo tapes * Media Relations
Radi o tal k shows * Research

I n- Fi shernan Magazi ne

Show prograns (trade and consumer)
Editorial coverage

Public relations

Pronoti onal Prograns

Feature Articles

A Special Fish Camp

for youths.

* % ok k% 3k F ¥ I F F X

However , the nost efficient buys are multi-nedia packages
which can be negotiated, as indicated in the follow ng pages.

Also, The In-Fisherman have conducted research of specific
significance to the Northwest Territories.

The results of a subscriber study indicated that their

audi ence has high disposable income and spends an average of

$711.66 annually, excluding gas or |odging. Furthernore, 68%
are intending to fish out of state this year, conpared to the
nati onal average of 24%.

When asked which Canadian provinces had been visited only 47
indicated the NW. However , 33% indicated an interest in
visiting the Northwest Territories.

The conbination of the In-Fisherman vehicles and Babe
Winkelman (BWP) marketing channels would collapse the tine-
frames significantly of market entry and devel oprent.

In hierarchy of optimum exposure and results-generating
opportunities, BWP's sweepstakes pronotion and the television
series advertising rank the highest of all their activities.
These prograns receive intense pre-event publicity, audi ence
buil ding pronbtions as well as on-going advertising and pro-
notions to keep the market awareness levels extrenmely high
during the program tinefranes.

The sane is true of the In-Fisherman TV and radio prograrmns.
These would therefore provide the Northwest Territories wth

tremendous additional exposure and reinforcing support, in
addition to the direct benefits of specific television
adverti si ng, radio advertising, magazi nes  or sweepst akes

sponsor shi p.

All other initiatives provide solid reinforcement to the nain
mar keti ng vehicl es. As a total group, the powerful synergy
and dynamics would result in significant neasurable inpact
and actual shorter term results (sales) from this market
segnent .
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It is strongly recommended that if a conplete program

be inplenented, t hat
integrated format.

a nodified version be devel oped

cannot
in an

Program opti ons with each organization are descri bed

separately as follows.
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27.10.5. | N-FlI SHERVAN PROPERTI ES: PROGRAM NUMBER 1 Conponents

27.10.

Tel evision Series Advertising for 10 weeks on “Angling
Advent ures”, ESPN, the Total Sports Network (Oct-Dec
'86) - 30sec. each

Corporate sponsorship billboards at the end of each
epi sode.

One full-page, full colour advertisenent in each issue
of the 1987 In-Fisherman publications, including the
annual Walleye QGui de.

Edi tori al support  wherever applicable in 1987 1In-
Fi sherman Magazi ne.

6. PROGRAM NUMBER 2 COVPONENTS

One hour television special as a 1987 Al Lindner 1In-
Fi sherman Television Special, to air in 40 nmajor
Nort heastern and M dwestern narkets.

Advertising on 4 annual one-hour Al Lindner Television
Specials (Mar'87)- 60 sec. each.

One full-page, full colour advertisenent in each issue
of the 1987 In-Fisherman publications, including the
Wl | eye Gui de.

Editorial support as in Program Nunber 1.
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27. 10

7 BWP_PROPERTI ES: PROGRAM VERSI ON 1 COVPONENTS

Tel evision Series Advertising for 10 weeks, during the
second half of the 20-week season.

Corporate Sponsorship Billboard advertising by mgjor
carrier | ?) during the same 10 week period,
timed at opposite end of T.V. Program from 30 second
commerci al s.

Sweepst akes Program Sponsorship of Gand Prize and Five
First Prizes.

Still Photography

Fil m Footage for 1/2 hour T.V. episode

Feature Article by Babe W nkel nan

Use of Babefs image in promptional material (subject to
approval ).

Use of Babe, in personal appearance at GOV'T or |odge
owners/operators, other exhibitors’ booths during trade
and/ or consuner shows which Babe is attending as guest
speaker.

Inclusion in audio/visual presentations, |ectures, and

wor kshops delivered by Babe (varying from still phot o-
graphy with conmrentary to film.

105



27.10.

8. BWP_PROGRAM VERSI ON 2 COVPONENTS

Tel evision Series Advertising, 10 weeks.

Corporate Sponsorship Billboards: 2 per program
straddling the show.

Sweepst akes Program Sponsorship of Gand prize and the
Five First Prizes.

Still photography.

Fil m Footage for 1/2 hour T.V. episode.
Feature Article by Babe Winkelman.

Use of Babe's image, subject to approval.

Use Babe's personal appearance at Coi ncidental trade
and consumer show exhibits.

Use of Babe's personal appearance at special U.S.
public relations event.

Inclusion of specific information in Babe Wnkelman's
presentations and | ectures.

10 mnute pronptional video for use by operators and
outfitters in presentations to snall groups of t he
travel trade, or as part of trade and consuner show
exhi bits.

Mbdest advertising in special interest [l agazines, Wi th

1/2 page four-colour ads to conplete the marketing m x.
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27.11.0 DESCRI PTIONS OF PROGRAM COVPONENTS

AND RELATI ONSHI PS BETWEEN EACH

27.11.1. | N-FI SHERVAN MULTI - MEDIA BUYS enable the NWT to

gain conpetitive advantage by creating a very high profile
with a very high potential target segnent.

Each package offers advantages. The fall package conprises
ten 1/2 hour television prograns throughout the E.S.P.N.
cabl e system which wll reach approximately 39.9 nillion
househol ds during that season. That represents 427 of
Aneri can househol ds, and although only a portion will choose
to view this program the potential is unquestionable.

In conbination with a strong spring schedule of advertising,
this mass exposure will provide the appropriate market condi-
tioning and awareness building necessary prior to the min
travel decision-nmaking period. The NWT nay also wish to take
seasonal advantage of this program to enlarge the product
of “ering to include other outdoors categories.

The fampus Al Lindner Specials each March have trenendous
credibility and tradition with the sportsfishing prospect for
the NWT. However, they are few and therefore cannot provide
an awareness building vehicle, which takes tine. They shoul d
be wused for very hard-sell notivation ads which al nost push
specific products, with a famly resenblance to the other TV
ads.

The heavy year-long exposure of double-page spreads, or 2
single ads, per issue of |n-Fisherman Magazine wll meke
signi ficant inroads in narket devel opnent, However , t he
devel opment of a full-hour feature on the Nor t hwest
Territories would conplete a very sound canpaign for 1987,
when conbined with the BWP opportunities.

27.11. 2. BABE WINKELMAN'S GOOD FI SHING TELEVI SI ON SERI ES

will be broadcast and cablecast in a nmininmum of 60 Anerican
markets in a twenty-week season, bet ween January and May of
1987. This is a national program which is not exclusively
dedicated to bass fishing and which depicts a variety of
species and fishing techniques. An outline of sone shows'
contents are included in the information folder.

Each episode is an educational presentation of nethods and
techniques by individual fish species in the context of a
particul ar region; environnmental evolution; a description of
the ecosystens which produce the fish stock; as well as an
analysis of the various factors of industrialized civiliza-
tion which effect the environment and sportsfishing.

The NWT has a trenmendous environnental and resource advantage

which is not generally known in the United States. By
positioning itself as an exotic, adventure fishing destina-
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tion, the NWT could create a substantial inmpact on a strong

pot enti al target market of 1.5 mllion non-bags fishermen.

Reinforced by the tremendous awareness and exposure of its
name through the Sweepstakes pronotions, a Oinimmtinme-block
of ten comrercials (30 seconds each) would enable the NWT to
control its narketing nessage and product offer.

Specific enquiries would be generated fOor the industry to
convert to actual sales for the following season either by
mai | or phone.

The intent of the comercials would be to provide nore
specific product information, not just nanme awareness.

The Babe Winkelman's Good Fishing television series conprises
a twenty-week schedule of 1/2 hour programs which air January
to May each year.

Each program is structured roughly as follows:

* 2 minute introduction and review of program content:

* cut to sponsors -- such as. .."this program brought to
you by Canadian Pacific Airlines, the choice of
Anerican sportsfishernmen traveling to the NWT and
ot her Canadi an destinations”; station identification ;

advertising, etc. for 1 mnute;
* 5 minute "how-to" segnent;

* cut t. 2 nminute comercial break;

* 9-10 minute fishing episode wth “travel ogue” - -
“t oday, we are fishing for . . . . in the . . . region. W
arrived by . . . and found . . . The area is full of
beautiful, pristine waterways . . . which should be great
habitat for . . . etc.”;

¥ cut t. 2 mnute commercial break;

* 5. minute "where-to" segnent;

¥ cut to 1 minute sponsor break;

* 2 mnute wap up, previ ew of next week's show, sign
of f.

Since the NWT will be launching its first concerted effort to
gain visibility and recognition anmpbngst this audience, it is
i mport ant that it uses the nost credi bl e spokesper son
available in BWP conmercial s: Babe Winkelman, Through his
"testimony", the commercial content will marry the program
content, although there will be no N.W.T. content for the

1987 season (due to no previous filmng there).
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Furt her nore, if the comercials are produced in a “donut”
format , actual | odge nanes, | ocations and trip types can be
mentioned along wth the <carriers). |In this case, t he
commercials would rotate through the scheduled 10 weeks with
one "corporate”" comercial which would not nention any nanes.
It would be used as a powerful introduction to the destina-
tion and to the major air carrier flying from the U.S. (CP
Air/Air Canada).

No more than 4 lodges could be nmentioned during one
comer ci al and aside from these inserts, the commerci al
cont ent would stay the sane. A hi gh- power ed, har d- sel |
approach is recommended to generate the maxi mum i npact.

Commer ci al content would be derived from existing stills and
appropriate f oot age, with production handled by Babe
Winkelman productions in consultation with the client.

Following the filmng of the Gand Prize trip during the 1987
fishing season, footage would then be available for the 1988
tel evision season adverti sing.

Prelimnary storyboards and scripts will be provided to the
client, with the approval to proceed with commercial produc-
tion. Wth the approval of the final storyboards and scripts

by the client, production will be conpl et ed.

Scheduling the commercials during the last half of the

series’ season, w | ensure that they are viewed by the
audi ence during the peak trip decision naking period: Mar ch
t hrough May; and after the show's audience has been well

established for the season.

27.11. 3. CORPORATE _ SPONSORSHI P Bl LLBOARDS are short, 5
second announcenents which offer additional, hi ghl i ght ed
exposure to organizations. These are not to be confused wth
the credit rolls which appear at the end of a program in

whi ch advertisers are also nentioned.

By using a billboard, nane recognition wll be greatly
increased through repetition and recall. A billboard would
also provide CP Air with an opportunity to clearly position
itself as the carrier from the United States.

In order to appear to “dom nate” the program the use of two
billboards is recomended in Program Version 2. |In that
case, it is suggested that they be used as opening and
closing billboards with the G\WI conmercial appearing after
the first show segnent.

In this manner, t he audi ence would not yet be conditioned by

the main fishing episode and would be receptive to destina-
tion information.
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The closing billboard would reinforce the comrercial content
and would install hi gher awareness and recall val ue.
Destination nanme and carrier’s corporate identity would be
maxi ni zed anongst this audi ence.

As an alternative, each billboard could pronote a different
corporate identity (e.g. two different carriers). However ,
this is not recommended since the overall inpact would be

di m ni shed.

Production of the billboard(s) would be executed by Babe
Winkelman Productions, in consultation with the client.

27.11. 4. BABE WINKELMAN'S FI SHING SAFARI SWEEPSTAKES of fer

the sportsfishing industry the greatest inpact opportunity,
since it is a conpletely integrated pronotional program which

involves all levels of the Anerican sportsfishing industry --
from manufacturers to sporting goods retailers. Through a
variety of nedia exposure, the sweepstakes wll reach
approximately 30 mllion viewers throughout the US., wth
heavy concentration on the Northern States.

By sponsoring the Grand Prize and the Five First Prizes, t he
NW will dominate the Sweepstakes publicity and all support-
ing public relationslpronotions . Furt her nor e, positive
“notoriety” wll be achieved by association wth strong
brandnane co-sponsors: GM Ranger Boat s; Sear s; Mar i ner
Qut boards Dupont Stren Shimano True Value Hardware Stores
Anhei ser Busch. These co-sponsors will provide an assortnent
of merchandi se, i ncrease the distribution of poi nt - of -sal e
sweepst akes displays and entry boxes, and will execute their

own advertising and pronotions in support of the canpaign.*

During the 1986 season, over 45,000 retail outlets were
involved in the pronotion of the sweepstakes and distributing
entry forns, plus, over 250,000 catalogues did the sanme. It
is expected that this figure will at mnimm be the same for
retail outlets and dramatically increase for catalogue
exposure.

Sponsor would provide transportation from nearest gateway,
Arerican city plus |odging, f ood, etc. for exotic fly-in
fishing trip in 1987, for 6 people, as the Gand Prize. At
this point, it is estimated that the 6 people would include:
one contestant, one retailer, Babe Winkelman and a production
crew of three.

* Confirmation of final program sponsors to follow.
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This trip would be filmed and would be televised as a Babe
Winkelman series segnment between January and May 1988 in all
Babe Winkelman T.V. mar ket s. Part of the sweepstakes
promotion of the Gand Prize would be thened as “win a safari
trip W th Babe Winkelman and appear on T.V. wth him next
season",

Pr onot i onal value through Babe Winkelman Productions (BWP)
would cover the entire sweepstakes, as would that obtained
t hrough ot her sponsors.

The Five First Prizes will be billed together, but will still

enabl e each | odge to be individually recognized. Sponsor (s)
would provide transportation, accomodat i on, etc. for 10
people to various destinations. (Two to each |odge. ) These

trips would not be fil nmed.

Total pronotional value received through B.W.P. is presently
estimated as $369,600 for T.V. Series Ads, $100 OO0 for
Magazi ne  Ads, $18,000 through sports show pronotions, and
$10, 000 through direct mail... about $500,000 in total U.S.

Pr onot i onal value of other ‘pronoters"”, such as Anhei ser
Busch, Sears, etc. is estimted over $1, 000,000 U.S.

Specific exposure would be provided for each organization
i nvolved in sponsoring one of the prizes.

The GRAND PRIZE would automatically receive top billing in
all promotions, resulting in highlighted exposure for:

a) the air carrier(s) and other transportation conpanies
involved in transferring the winners and production crew
to their destination;

and

b) the destination sportsfishing |lodge and the fish species
which will be targetted.

The FIVE FIRST PRIZES will receive second billing and wll
receive the next greatest |evel of exposure throughout t he
pronoti ons. The merchandise prizes will receive the |east
publicity ‘value”.

The FIVE FIRST PRI ZES can conprise five trips of two people
to one |odge each (five |odges). This would provi de exposure
to:

a) the carrier(s) and transportation companies;

b) each of the destination |odges, by nane and |ocation, as
well as targetted fish species.
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Listing of all lodges and the carrier(s) would appear in all

of the contest entry blanks and the direct mail pronoti onal
materi al . Wher ever space allowed on the magazines and other
printed matter, the same listings would appear. Cor por at e

logos for the carriers could be incorporated.

27.11.5. A THOROUGH CROSS- MERCHANDI SI NG SUPPORT  PROGRAM i s
provided with each program version.

As part of the Sweepstakes Pronotion program filmng wll
follow the winning contestants of the Gand Prize and Babe
Winkelman, the show's host, as they enjoy the exotic fishing
advent ure.

The production crew acconpanying them will produce still
phot ogr aphy, research notes for articles and video footage
for post-trip production requirenents.

If the film footage is of prescribed quality for their

br oadcast and cabl ecast audi ences, then a full 1/2 hour
program coul d be ensur ed. However, if the safari yields a
poor fishing experience or the quality of the filmng is not
acceptable (e.g.: poor weather, etc.) then one segment would
be guarant eed, as promised in the Sweepstakes Pronotion to

contestants.

If the filnmng yields excellent material, a series of "how-
to” and “where-to” tips could be produced for airing not only
t hroughout the 1988 CGood Fishing Seri es, but al so in another
B.W.P. series called “The Facts of Fishing Show'.

In addition to providing a possible 1/2 hour program of film

footage and still photography, Babe Winkelman would pen or
by-line a feature article of the trip and his fishing
experience(s) in the NWAT. This article would be sent to

influential publications and other nedia (e.g. radio and T.V.
tal k show producers, etc.).

In Program Version 2, it is recormended that the filming be
used to further the inpact on the American potential
sportsfishing narket by generating a short, 10-minute hard-
sel | video presentation about the exotic adventure fishing/

tourism opportunities of the Northwest Territories.

Unquestionably, a well-produced “canned” audio/visual selling
vehicle wll offer the nost effective packaging of the NWT's
sportsfishing and outdoor product,..for use during small-
group presentations to the trade and as part of a traffic-
stopping exhibit at consuner and trade shows.

It is also recommended that this video be so full of "educa-
tional™ information that it can be used as a broad/ cabl ecast
program filler or edited as a news feature, by Anerican
nedi a.
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Not only does Lhis item provide one nore nmarketing tool for

the Northwest Territories sportsfishing industry, but the
t ot al coordination and synergy of all pronotional conponents
will optimze the program's results. It too will contribute
to increased awareness of the NWT as a preferred sports-

fishing destination and ultimately assist in the generaLion
of actual sales from a highly notivated potential base.

A totally integrated visual approach will also enable
presentations and exhibits to reinforce awareness of the NWT .
and enhance O arket devel opnment efforts.

At all shows (trade or consuner) in which the NWT industry is
partici pati ng, and which Babe Winkelman is attending as a
guest | ecturer or featured speaker, Babe will visit t he
boot hs between schedul ed presentations. Announcenents w ||
be nmade in advance, advi sing the show attendees of the tine
and booths where he will be to answer any questions about the
advertiser®products/destination and his personal recomend-
ations, experiences, etc.

During his own presentations, he will include information
about sportsfishing, where-to-tips, howto-tips, and whenever
appropri at e, he wll include visual material (photographic

slides or film.

These NWT information inserts will be injected whenever
appropriate, not only during the talks at the shows that both
he and industry attend.

Qbviously, he has a demanding “lecture tour” schedule and
therefore his personal appearance at specific exhibits wll
coincide with this schedule.

A one-day, separate personal appearance by Babe Winkelman is
part of Program Version 2. This would be organized as part
of a major event dedicated exclusively to sportsfishing in
the Northwest Territories, involving a lot of i nfluenti al

nmedia and travel trade in the U S.

As a highly credible spokesman, Babe would provide a solid
t hread t hr oughout al | marketing efforts wth const ant
reinforcenent of NWT's sportsfishing/tourism identity and
offering strong testinonial of the product’s appeal to
Anericats sophisticated sportsfishernen.

Al'though the ten mnute video presentation would not be
avai l able until after the 1987 Gand Prize trip, Babe
Winkelman has allowed the use of his image (with his approval
on item content) for advertising and pronotional pur poses.
Ther ef or e, exhi bi t mat eri al could include the use of hi s
imge and a slogan such as: "as advertised on Babe
Winkelman's Good Fishing Show!", for the 1987 exhibit season.
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Br ochur es could also include such a slogan and hi s
phot ogr aph. This approach would coordinate the various
marketing activities and provide a consistent nenory aid to
the sportsfishing enthusiast.

Also, a ‘testinonial” froma well'known ‘authority” figure
generates the best results.

27.11.6. THE ADVERTI SING PROGRAM which is included in Pro-

gram Version 2 is the remaining marketing tool whi ch
conpletes the NWT's nmarket developnent arsenal, for the
United States nmarket. The proposal is very nopdest but offers

a solid, balanced selection of magazines which conplenent the
other marketing initiatives.

Audi ence profile and geographic distribution are a good match
for the sportsfishing target market of the Northwest Terri-

tories. These also reflect and reinforce the exposure which
will be achieved through the rest of the marketing 1Initia-
tives.

It is recomended that the tourisn sportsfishing i ndustry

al so take advantage of the listing service which N FI SHERVAN
magazi ne provides to its advertisers. An advertiser may
provide the magazine wth 40 words describing a product/

servi ce, particularly if it is “newsworthy”. This informa-
tion is then printed in a special “Information Pl ease”
section at no extra charge, for three nonths. The text nust

be received 60 days prior to the first nagazine cover date in
which it will appear.

This may be an opportunity to list each |odge owner/operator
or carrier, etc. in clusters of twelve per nonth, with a
single address for nore information.

NATURAL HI STORY magazine is strongly recomended, based on
its superior track record in Tourism Canadats past sports-
fishing canpaigns. It consistently outpulls nmany publica-
tions which specialize in fishing and the outdoors.

Its editorial environment is concentrated on scientific
research of and conscientious nanagenent of the outdoors and

wild-life resources. It is adventure travel-oriented as well
as exploration and discovery-oriented. In the process of
encouraging participation by its readers, thi s nagazi ne has

proved to be a powerful catalyst for adventure travel and
"exotic" sportsfishing,

It is extremely inportant that the NW achieve a high |evel
of awareness and recall in order to begin to develop its
potential Anerican sportsfishing market. Hence, not hi ng
smaller than a one-half page advertisenment is recomended.
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Also full colour is strongly recomended for reader inpact,
interest and notivation to digest the infornation.

A nmininum frequency of tw is required for good results,
which is reflected wth the exception of Sports Afield.
Budget constraints sinply do not acconmpdate addi ti onal
frequency, or additional nedia.

Vertical magazi nes are recomended for the audience match,
shelf-life (a nmonthly magazine is exposed to its reader for
at least 6 weeks), and the ability to convey nore infornation
through print. Editorial environment is an inportant con-
sideration, as are collateral advertiser services.

PROPOSED NMAGAZ| NE: #X COLOURS: S| ZE:

SPORTS AFI ELD 1 Four 1/2 pg
FLY FI SHERVAN 2 Four,Bleed 1/2 pg
NATURAL HI STORY 2 Four 1/2 pg

Since ads which bleed off a page are usually nore effective,
this technique is recommended in FLY FISHERMAN nmagazi ne which
does not charge extra for this service.
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27.11. 7. COCPERATI VE PROGRAM STRUCTURE

It is recomended that as many private and public sector
organi zations involved in the sportsfishing/tourism jndustry
as possible participate in this program

Pooling of financial and hunan resources wll result in a
power f ul entry into and participation of the United States
mar ket , greatly facilitating the industry' s devel opnent of
market share in a significantly collapsed tine frane. Thi s
strategy is particularly vital in circunstances where indivi-
dual resources are generally few and constrai ned, and when
industry initiatives are usually fragnented and '"competi-
tive".

The tourism plant and infrastructure are not yet sufficiently
devel oped to benefit from internal conpetition in an external
mar ket pl ace arena. This will evolve concurrently with the
health of the industry and its strength as a whole.

The first task is to establish the identity as an appealing
sportsfishing destination. From a solid awareness and recog-
nition base, each of the individual or gani zati ons will
benefit and prosper at a level which would not be possible on
their own, since the overall product nane has not been
general ly established.

At least one of the industry “partners” can offer brand name
awar eness | ever agi ng: Canadian Pacific Airlines, Pacific
West ern, NWT Air, Ist Air, etc. The devel opnent of its
corporate identity into brand name status particularly

supports CP Air's individual high visibility in cooperation
with the NWT sportsfishing industry.

A major carrier’s brand name credibility will engender
positive attitudes and confidence in the overall ability of
the entire sportsfishing/tourism industry to provide modern,
efficient transportation and services. Therefore, Canadian

Pacific Airlines and a regional carrier should specifically
participate as highly wvisible partners.

Visibility would be provided in the 30 second television
conmercials (as the “Anerican connection”), in the 5 second
television billboards as corporate sponsor, in the Sweep-
stakes pronotion as carrier, in the feature article(s) in the
pronoti onal video, and all nmgazine adverti sing. CP Air's
corporate identity would be highlighted throughout al |
conponents by logo use, in addition to any descriptive text.

O her individual entities my wsh to be i ndi vi dual l'y
recogni zed, but it is strongly recomended that priority be
assigned to presenting a “collective” nane (such as N.W.T.
Sportsfishing/Qutfitters Associ ati on, etc.) to maxinize
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awareness and positive attitudes and perceptions. Havi ng
reflected this strong unified image first, there wll be
opportunity for individual organizations to be highlighted.

Partners who contribute product resources for the Sweepstakes
promotion wll definitely be identified in all contest entry
bl anks and printed pronotional material, Wwherever possible.
Al so, the production of a ‘donut” T.V. commerci al , whi ch
allows for a variation of voice-over narration or super-
i nposed visual t ext, woul d provide name exposure. Much
greater and detailed features of each partner would be
possible in the 10 minute pronotional video.
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OPTI MUM
ORGANI ZATI ONAL  STRUCTURE

FOR A COOPERATI VE PROGRAM

Public Sector -

*  *  F

* tourism

* economic devel oprent

* recreation/leisure

* parks

* gsportsfishing

* envi ronnment

* wildlife resources

* npatural resources

Private Sector -
Private Sector Associations = * Individual Lodge
Owner s/ Qperators
Sportsfishing/Qutfitters * Fishing Qutfitters

| nfl uenti al

Travel / Touri sm Menbers
Mar keting Consortiuns

* Sports/Recreational
Organi zati ons
* Envi ronment/ Qut door s

Organi zati ons

* Tourisni Sportsfishing |
Packagers and Whol esal ers

*

Carriers/ Transportation
Conpani es

* Sportsfishing Cl ubs

*  Envi ronnent al / Qut door s/
W | derness d ubs and
Associations
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27.11.8. FINANCI AL RESOURCE ALLOCATI ON PROPOSAL

The program is proposed as & cooperative initiative for tLhe

N.W.T. sportsfishing/tourism industry. It is recognized that
many variables wll dictate the final formula for funding
such a8 initiative, and this understanding is reflected in

the follow ng.

Each component of the proposed program My be purchased
i ndividually (as the other on-the-shelf itens), and may be
funded entirely by one advertiser or cooperatively with other
public/private organizations. As indicated on the budget
summaries, discounts apply to test prograns.

The funding ratio which is suggested is:

33.3% Federal Governnent
33.3% Territorial Governnent
33.3% Private Sector

Al ternatively, cooperative funding could be assigned 50-50
public/private sectors; totally assuned by a private sector
consortium or individual organization.

In any case, it is recormended that the private sector
contribution be derived from a consortium structure.
Furt her nore, it is suggested that a specific sponsorship
val ue be assigned to CP Air, since this conpany will receive

i ndi vidual and highlighted exposure throughout the canpaign.
A 50% contribution towards the private sector fi nanci al
conmmi t ment is suggested, reflecting normal cooperative
funding practices.
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27.11. 11

TENTATI VE _PRODUCTI ON SCHEDULE

May 30, 1986: Meno of Understandi ng/ Contracts

May - Nov. 1986: Resear ch, creative preparation, film
production for |In-Fishernan

Sept. - Nov. 1986: Production of ads and commercials for
BWP, commercials running for I.F.

Nov. - Dec. 1986: Distribution of mterials to 0Uaga-
zines, television stations.

Decenber 1986: Media prep and publicity for nmjor
program el enents.

JANUARY: PROGRAM _LAUNCH
Tel evi sion and Magazi nes

March 1987: Magazi ne Advertising peak
Tel evi si on peak

May 1987: Sweepst akes Draw

July (?) 1987: Fishing Trips (Prizes), FAM for I.F,.
with production <crew filmng and
researching for future T.V. epi -
sode(s), articles, etc.

Sept. - Nov. 1987: Production of commerci als, | hr. and
1/2 hr. T.V. program and 20 mnute
pronmotional video presentation.

Nov. - Dec. 1987: Post - production and distribution of

JANUARY 1987:

mat eri al s.

Season program | aunch.
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28. 0. DI_STRI BUTI ON/ NETWORK — PROCRAM

“In order to ensure sound conmunications/informtion support
in the home comunity of NWT's target markets, en orientation

and education process is needed for all of the principle
i nfluencers in the comunity. This extends beyond the travel
trade sector, since it usually perforns a service function

after the travel experience(F) and destination have been
deci ded upon by the touri’st.

G her sources of information and influence include the retail
community and clubs/associations.

During the first year, a small introduction to the retail
comuni ties is recomended for t he out door s/ advent ure
category and the sportsfishing market segnent.

It is intended that through marketing communications, a
network of retail outlets which sell collateral nmer chandi se
will be developed to disseminate NTW product literature

specific enough to include seasonal and price infornmation for
the potential N tourist.

28. 1. MEDI A _AND DESCRI PTI ON

QUTSI DE BUSI NESS circ. 12,000 outdoors products
retailers
*- 8 pg. OUTSIDE MAGAZINE insert xl;
- schedul ed March
additional distribution at national
trade show for these retailers;

*~ B.R.C. x1;
schedul ed for March

FI SH NG TACKLE RETAILER - circ. 20,000
*- 2 pg. 4 colour spread x 1
schedul ed for COctober Buyerts Guide
whi ch has a shelf life of 12
nont hs;

¥~ 1 pg. 4 colour x 2;
schedul ed Mar ch and May/ June
conbi nation issue;

*- 2 x BRC
schedul ed March and OCctober
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.0.

MARKETI NG Al DS

The following items will be used to assist in the narketing
process, 4in cooperation with the NWT private sector.

They will be used alone or in conbinations, as necessary, for
purposes of enquiry fulfillment as well. Quantities, where
i ndi cat ed, reflect estimates of need for consuner and trade
request for information and sal es aids.

| TEMS JANTI TY
Expl orerts Quide 200, 000
Qut door s/ Adventure Qui des 100, 000
Fi shing Quides 100, 000
Rivers North Guide 15, 000
Map 200, 000
Posters (4 Different scenes) 32, 000
pl astic Bags 150, 000
Pronotional Itens

Conpl i ment Card 50, 000
Envel opes 10, 000
Lett er head

Busi ness Reply Card 10, 000

Portabl e Displays
New Phot ogr aphy
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30. 0.
\

TRAVEL TRADE PROGRAM

et

30. 1.

OBJECTI VES

30. 2.

To <create a neasurable image and awareness |evel of -
coupled with positive perceptions and attitudes towards -
the Northwest Territories as an attractive destination
for world-class outdoors/adventure experiences anongst
the world-wi de travel trade.

To build necessary base of NWT tourism product know edge
resulting in nore efficient custoner servicing.

To notivate an increnental nunber of the travel trade to
sell NWT products.

To increase TravelArctic’'s present database of travel
agents (who have previously indicated interest) by 10% or
230 new contacts.

To facilitate the tourism custonmer servicing -process
t hrough the travel trade.

STRATEJ ES

Conducting an advertising canpaign in the influential
trade press of the United States and Canada, persistently
throughout the year.

Participating in the Canada Wst program for overseas
mar ket s.

Pronoti ng NWT tourism at maj or trade shows and
conf erences.

Conducting special events/pronotions in cooperation wth
public/private sector partners.

Providing recomendations/direction for famliarization
tours to the Zone Associations/Operators who would be the
primary delivery group.

Generating well-qualified leads/enquiries for the Travel -
Arctic database from all activities.

Providing support and assistance, which includes free
i nformation/resource materials and selling aids.

Negotiating increased and imedi ate reservations through
automated . stems of airlines, hotels, etc.
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30. 3.

. i

TRAVEL TRADE ADVERTISING |,

The intention of the travel trade advertising plan is to
create and maintain-a substantial base of positive [|Mge
and awareness of the Northwest Territories .as an attrac-
tive destination -for world-class out door s/ advent ur e
travel .

In order to facilitate the customer servicing process, it
is also necessary to build a solid base of product know
| edge, information resources and sales aids.

Strong year-round wvisibility ‘will be achieved through

frequency, particularly during the peak decision-making
period - January through My. Al'so during this buying
ti mefrane, speci al inserts wll be used to Increase

audi ence registration of featured NWI tourism products.
A travel trade guide, produced in cooperation with the
NWT private sector, will be the main sales aid and wll
be distributed through ASTA Travel N2ws as well as in
response to trade enquiries.

30. 4. VEDI A & DESCRI PTI ON
U. S A
TRAVEL WEEKLY - circ. 45,000
*- 1/4 pg black/white ad x52; prem um
position facing editorial; top right-

hand corner of page 3;

*¥- 1 pg 4 colour ad x18
schedul ed January 15 - September 15;

4 pg 4 colour insert x2;
schedul ed March and WMy

THE TRAVEL AGENT - circ. 40,000
~* - 4 pg 4 colour insert X 2;
schedul ed February and April

¥~ 1 pg 4 colour ad x2;
schedul ed March and May
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THE TOUR -

Operator’
MANUAL * .

*_

ASTA TRAVEL NEWS -

CANADA:
THE CANADI AN -
TRAVEL COURI ER -

SPONSORSHI P -
ADS

30. 5. ADVERTI Sl NG

CIRC. 40,000 plus 6,000 to nenbers of
NTA, ABA, TIA;

4 pg 4 colour insert x2;

schedul ed January and April;

1 P8 4 colour X2
schedul ed August and October

circ. 40,000

32 P8 4 colour insert xl;

schedul ed for February;

includes 8 pages of advertising frouw
the NWI' private sector;

publ i shed x26/year;
1 P8 4 colour X 18
schedul ed January 15 - Septenber 15;

to be placed as opportunities arise to
maxi nize inmpact on the travel trade.

- TRAVEL WEEKLY: 52 x1/4 P8 ads

- TRAVEL AGENT:

TOUR OPERATCR S 2

MANUAL

18 X 1 pg ads
2 X inserts

2
2

i nserts
1 pg ads

X =

i nserts
lpg ads

x

2

x

- ASTA TRAVEL NEWS: 32 pg insert

- CANADI AN TRAVEL

CCURI ER:

18 x 1 pg ads

- SPONSORSHI P ADS

- PRINTING of
(i ncl udi ng

250,000 inserts for the publications
10,000 for spoilage), plus 25,000 for

enqui ry servicing.
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30. 6. TRAVEL TRADE PROMOTI ONS

30.6.1. TRADE SHOW PROMOTI ONS

- N . T . A [ ( USA)
ACTA ANNUAL CONFERENCE
- RENDEZVOUS CANADA

TOURI SM CANADA JO NT TRADE
PROMOTI ONS

- CANPLAN

| TB BERLI N

30.6. 2. OVERSEAS PROVOTI ONS

- CANADA WEST CONSORTI UM

30. 6. 3. TRADE SUPPORT

FAM LI ARl ZATION TOURS &
COOPERATI VE  MARKETI NG

- OQher support and materials, such as posters and
consumer gui des, which are provided to the travel trade
as required, are item zed under the “Marketing Aids”
section.
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31.0. MEDIA RELATIONS PROGRAM

31.1. OBJECTIVES

1. To generate editori al coverage and features wort h
$100, 000 of advertising space value in all influential
nmedi a (newspapers, magazi nes, radi o, television) over a

period of twelve nonths.
2. To generate 20 major articles, featuring the full range

of NWE  private sector outdoors/adventure products and
services, for use by the press.

3. To develop excellent relations with the press and other
travel influencers.

4. To develop a high quality database of influential press
contacts.

31. 2. STRATEG ES

1. Sponsoring up to 15 nedia guests, giving primary consid-
eration to supporting Travel Arcticrs adverti sing
initiatives, other target market media and the private
sector.

2. Engaging the services of staff and freelance witers to
devel op and produce newsworthy feature articles.

3. Leveragi ng special coverage by influential nmedia, such as
the Smithsonian Institute and Natural History.

4, Conducting special media events/pronotions, i ncl udi ng
Minister's functions.

31. 3. MEDI A RELATI ONS

- 15 Media Quests
- Witers' Fees

- Dat abase Devel opnent

ikl Speci al Cover age

Medi a Events/ Pronoti ons
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32. 0.

PUBLI C RELATI ONS PROGRAM

32, 1, OBJECT IV E

To increase and improve the public’s know edge and under-
standing of NW tourism marketing prograns and opportuni-

ties, especially 1in all regions of the Northwest Terri-
tories. ,

32. 2. [ NI TI ATI VES

A newsletter program which specifically relates to the
marketing program and its various activities, their
i npact s, potential results, and identifies opportunities
for increased participation by the private sector in the
program as it is being inplenented. News| etters woul d be

i ssued three tinmes annually.

The production of 10-15 press releases annually, whi ch
highlight current tourism sector developments in <cae
Nort hwest Territories - distributed through the Depart-
ment of Culture and Commrunications.

Mai ntaining existing public relations activities in all
mar kets, including |lectures, special functions, presentu-
tions, public pronmotions efforts, etc.

32. 3. PUBLIC RELATI ONS

- Newsl etter program
- Press Rel ease program

- Existing public relations
activities:
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33. 0.

| NDUSTRY _ SUPPORT

33.1. OBJECTIVE

To assist and facilitate the development and sale of the

NWT private sector’s

33. 2. I NI TI ATl VES

tourism products/services.

Providing opportunities to the private sector for joint
and cooperative marketing.

Providing the NWT private sector with high quality |[|eads
for followup and conversion to sales.

Providing the NWT with planning assistance, direction and

gui dance.

Providing the NWT private sector with image nmaterials to

maxi m ze marketing
t he market pl ace.

inpact and facilitate consistency in

Maintaining existing industry support activities in all

mar ket s.

33. 3. | NDUSTRY SUPPORT

- image materials

- otih®r sserviices amoldaacttiiwities
are funded tttrroughh oo bkerbbdge ts,

such as operating overhead.
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34.0 .

RESEARCH AND EVALUATI ON PROGRAM

34.1. OBJECTI VE

To obtain the quantitative and qualitative research
necessary for management functions of the tourism market-
ing program leading to inproved program effectiveness
and efficiencies.

34. 2. I NI TI ATl VES

Conducting benchmark surveys of TravelArctic's target
mar ket s, in order to establish a quantified base of
awar eness of the NWT tourism products and services. Thi s

is vital to prove current assunptions and to allow the
neasur ement of inmpact on the marketplace and i nprovenent
i n progranm ng.

Pretesting of marketing comunications, t hrough net hods
such as focus tests and diagnostic testing. Thi s
activity is necessary to correct inappropriate messages,
i mages, i mpressions, and solicitations in the various
conponents of the narketing communications - prior to
rel easi ng the comunications into the [ arketplace. Thi s
i mportant step also provides an excellent opportunity to
fine-tune the conmunicati ons, in order to overcone

negative attitudes and perceptions towards NWT tourism
products.

Conducting tracking studies and inpact analysis of the

various narketing activities. These provide quantifiable
and qualitative evidence of the relative nerits of each
activity in the achievenment of the corporate goals. I'n

addition, they also offer further opportunity for program
nodi fications and adjustnents throughout the inplenenta-

tion period. | npact analysis of conmmunications activi-

ties include post-testing of awareness and recall |evels
of the target audience, and |ead conversion studies.

Devel oping a detailed profile of the characteristics of
the ~current NWT tourism prospect. Al t hough t hese
profiles reflect current potential for NWT tourism as a
conposi te, the characteristics will offer insight to the
best product features and attributes, as presently
perceived by the narketplace. Potential narket survey
and research data can be assessed from excellent sources
outside of TravelArctic in the short term since pro-
prietory research of this type is prohibitively expen-
si ve.
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35. 0.

Measuring and evaluating the performance of the marketing
program which includes the neasurenent of results vs the
obj ectives and the deternination of the effectiveness and
efficiency of the program This process provides the
ability to fine-tune future prograns for increased
ef fectiveness in the narketplace.

34. 3. RESEARCH AND EVALUATI ON PROGRAM

Benchmar k . surveys

- Pretests

- Tracking studies

- Profile Devel opnent

- Eval uati ons

MONI TORING & COWERCI AL INTELLTGENCE PROGRAM

The intent of a formal program of nonitoring and conmer-
cial intelligence gathering, analysis and evaluation is
to provide nmanagenment with the best quality information

necessary for purposes of strategic planning and program
managenent .

Not only is it vital t 0O instill a rigorous routine of
monitoring the conduct and impact of proprietary pro-
grams, but also any reflective impact on or bchaviour

change of competitors and any modifications/alterations
in global environmental conditions or sector development.

The level of detail of the target information should be

deternmined by nmanagenent priorities with the procedures
of col | ecti on, analysis and evaluation structured to
bal ance available resources and an ideal plan.

133




e

IX CHARTS & TA3.ES




Char

Cat egory: Page

A I nt ernati onal Tourism

Mar ket Share of Touri st Tl
Receipts and Arrivals

Trends in Receipts and T2
Arrivals by Region

B fop 10 Desti nati ons:

By Arrivals T3
Airline Traffic Trends T4

C Travel in or to Canada:

Person Trips in or to

Canada by 3 Segnents T5

Visitors from US and

Over seas: 1 or nore nights T6
D Overseas Visitors:

Direct and Via US T6

Person Nights in Canada T7

E Travel by Canadi ans:

Foreign and Domestic T8
F Travel to NW:

Visitors and Mdde of Entry 9
Visitor Spending TIO
Pur pose of Trip T1l1
Intend to Visit in 1985 Tl1
Change in Expenditure and

Visitation T12
Visitor Place of Residence T13

Mode of Transportation T14




Table of Contents (Cont.)

Trip Purpose by Region T15

Number of Nights in NWT Tl6

Trip Expenditures T17

Trends in Length of Stay:

1981-1984 T18

Trends in Expenditures:

1981- 1984 T19

Party Size Trends:

1981- 1984 T20
H Conversi on Study Findings:

Considering Trip to NWT T21

Did you visit NWT? T21

Did you visit NWT (Acres Study)? T22

Visited because of Travel Arctic

I nf or mati on. (Acres Study) T22

Pur pose of Visit T23

Overseas Visitors to Canada:
Expendi tures and Visits by Oigin

Nunber of Visits, 1981;:
By Region and Province T24

Percentage of Visits to each Province
by Region of Oigin, 1981 T25

Percentage of Visits by Province
Visited T26

Nunber of Visits, 1982:
By Region and Province T27

Percentage of Visits to each Province
by Region of Oigin, 1982 T28

Percentage of Visits by Province
Visited, 1982 T29

Total Overseas Visitors (or or nore
ni ghts) by Province, 1982 T30~




-

-

Expendi tures by Province and
Region of Origin, 1982

Percentage of Expenditures in each
Province by Region of Oigin, 1982

Percentage of Expenditures by
Province Visited, 1982

U.S. Qutdoors Market:

Diversity of Participation in
Wl dlife-Associated Activities,
1980

Fishing Trips and Expenditures:
U S, 1980

Fi shing Expenditures:
U S, 1980 ‘

Participation in Fishing by
Area of Residence.. 1980

Participation in Fishing by
Geographi ¢ Region, = 1980

T34

T35

T36

T37

T38

T39

T40

T4l



41. 2. Tabl e Ref erences:

1. I nternati onal Tourism
Tabl es 1-4: Touri sm Canada, A Statistical Anal ysis of
Overseas Travel to and from Canada, 1972-

1983. (January, 1985).

2. Travel in or to Canada

Tabl es T5-T8: Tourism Canada, A Statistical Anal ysis of
Overseas Travel to and from Canada 1972-
1983, (January, 1985).

3. Travel to NWT:

Tables T9, TIO T12-T20: Covernnent of NWT, Visitors to the
Nor t hwest Territories, (1982,
1983, and 1984 reports).

Tables T11 and T22 Acr es I nt ernati onal , Conver si on
Study for 1984 Sportsmen’s Shows,
(March 1985)

Tables T21 and T23 Governnment of Northwest Territor-
i es, Conversion Study of Ednmonton
Sportsnments Show (First and Second
Round), (Feb. "84 and Jan. °‘85).

4. Overseas Visitors: By Province and Region of Oigin

Tabl es T24-T36 Touri sm Canada, A Statistical Analysis of
Overseas Travel to and from Canada, 1972-
1983, (January, 1985).

5. Us' . Qut doors Mar ket :

Tabl es T37-T41 Us. Depart ment of the Interior, 1980
Nat i onal Survey of Fishing, Hunting and
Wl dlife-Associ ated Recreation, ( Novenber
1982).
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A

N Overseas

A

D

A Qverseas & US
Overseat

u

i Overseas ,Can.
& Mexico

N. America

Al Anericas

Latin Americ:

Caribbear

Eur ope

East Asia
& Pacific

Sout h Asia

M ddl e East

Africa

! Australia
& le.

WORLD TOTAL

WORLD

Tl

| NTERNATI ONAL _TOURI SM

Tourist Arrivals
(Market Share %)

Market Sharve '

of Tourism Receints (%)

1972 1980 983 972 1980 1983
745 1,822 1578 .59 66 63
" 10 .64 55

13,812 12,785 12491 | 4.5 2.3 2.7
7*5 45 4.4

2,862 8,200 7,873 4.7 5.7 6.5
1,55 2.88 2.75

13,057 22,785 21,729 11.4 109  11.9
71 8.1 7.6

26,869 35,933 34220 | 15.9 13.3 146
14.5 12,6 12

39,400 54,747 51,170 | 24.8 232 246
21,4  19.3  17.9

8,231 12,037 10200 | 5.2 6,5 5.9
4.6 4.2 3.6

4,300 6,777 6,750 3.7 3,5 4.2
2,3 2.4 2.4

131,800 196,923 196,150 | 65. 3 63.5 59,2
71,5 69. 3 68,5

4,960 17,462 21,780 | 4.9 6.2 8.2
2.7 6.1 7.6

280 2,290 2. 450 .60 1.0 1.3
.53 .81 .86

3,310 5 821 7,000 1.6 3.3 3.4
1.8 2.1 2.4

2,580 6,408 6,700 | 2.6 2.0 2.1
1.4 2.3 2.3

500 1,206 1,470 | 86 1.2 1.4
.33 42 .51

184,300 284,300 286.4]

(in thousands)




| NTERNATI ONAL TOURISM  Trends

TOURIST ARRIVALS

by Region,

T2

in receipts and Arrivals
1972=100

TOURIST RECEIPTS

WORLD
C
A o
N er seas
ﬁ Over seas
A & U.S.
Overseas

S Overseas, Can,
& Mex.

N. Anerica
Al'l Anmericas
Latin Anerica
Cari bbean
Europe

East Asia &
Pacific

South Asia
Middle East
Africa
Australia, N.Z.

WokLD TOTAL

1973 1980 1983 1973 1980 1983
124.8 244.6 211.8 136.1 433*3 410.9
104.6 92.6 90. 4 115. 8 202. 8 232.7
123.2 286, 5 275.1 129.2 476.1 538
106.4 177.3 166. 9 121.1 375.9 405
105.7 133, 7 127.4 119.5 326. 7 356. 1
100.3 139 129.9 120.3 366 385.5
85.2 146. 2 123.9 118 483.9 440, 2
94.9 157.6 157 127,2 368 434.8
103.7 149. 4 148.8 127.2 380.6 351.9
109.9 352.1 439.1 141.5 554 729.5
117.3 233.7 250 133.3 668 833.3
103.3 175.9 211.5 125 538 550
136.4 248.4 259.7 133 325.3 333.3
116.7 201 245 123 553 643.2
103*8 154*3 155.4 126.2 391.3 388
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WORLD

Us.

CANADA

1973

198( |

1983

T4

AIRLINE TRAFFIC TREND:.

(1972=100 )

Passengers Carried

Passenger Miles
* Flown

1973 1980 1983 1973 1980 1983
106.1 162.3 169.6 106.1 187 201. 7
105.7 155.2 166.2 106.3 167.5 184.7
121.5 198.6 169.4 119.3 216.3 190.4
(1982) (1981)
TOTAL NORTH ATLANTIC
Passengers Carried
Scheduled
Service Charter Service TOTAL
105.1 115,2 107.6
170.4 63,6 143.5
177.6 69.7 150. 4




Person Tripsin or

to Canada

by three segments.

TS

By By US Overseas
Canadians Visitors Visitors Total
1972 | NA 36,246 902 NA (rtn thousands)
(X of total)
19791114,004 31,192 2,010 147,206
(77.4X) (21.2%) (1.4%)
-13.9% +122.82 (% change)
1981 §10,154 39,808 2,145 152,107
(72,4%) (26.2%)  (1.42)
-3.38% +27.6% + 6 +3.3% X
1982 1101,642 32,432 1,975 136, 049
(74.7% (23.8%) (1.5%
-7. 7% ~-18.62 -7,9% -10.6%
-10.82 -10.5% +1192 -7.6% (cunul ative change)
Total US and Overseas Visitors.
Total US 6
wverseas Visitors U.S. Share Overseas Share
1972 37,148 97.6% 2.4% (in thousands)
1977 33,198 95. 7% 4.3%
-10.6% (Z change)
1980 40,664 94. 7% 5.1%
+22.52
1983 34,256 94. 8% 5.2%
-15.8%
-7.8% (cunul ative change)




Té6

Total Foreign Visitors from US and Overseas

(1 or more nights,inthousands)

% visiting
for 1 or nore nights
Us. Overseas Total
U.S. Overseas
1972 | 13,607 745 14, 352
1972 | 36% 82.6%
[Lys3 110,913 1,578 12, 491
-19.8 +111.87 -13% 4 change 1983 3300 8880

Tota 1l Overs eas Visi tors to Canad a :

Direct and Via US .

(in thousands)

Direct Via US Total
972 | 452 450 902
(5¢0. 1%) (49,9%)
981 | 994 1,151 2,145
(46.3% (53.7% % of total
+119.9% +155.8% +137.8% % change
983 | 849 927 1,776
(47.8%)  (52.2%)
-14.6% -19.5% -17 2%
+87 .8% +106% +96 .9% cumulative change




Person Nights Spent_in_Canada.

Tl

(in thousands)
By By US By Overseas
Canadi ans Visitors Visitors Tot al
1972 NA 58,050 12,495 NA
1979 | 301,417 52,531 23,264 377,212
(79.9%) (13.9%) (6 .2%) Zof Total
-9.5% +86 .2% % change
1982 | 256,433 47,325 25,203 328,961
(78%) (14.4%) (7.6%)
-14.9% -9.9% +8.3% -12.8% _
-18.5% +101.7% Cumulative change
Combined US & Us. Overseas
Overseas Visitors Share Share
1972 70,545 82.3% 17.7%
1979 75,795 69.3% 26.9%
+7.42 % change
1982 75,528 55.3% 44.7%
-4%
+7.1% cumulative change
Travel Expenditures in Canada.
(in $.illions)
By By US By Overseas
Canadi ans Visitors Visitors Total
1972 3,878 1,023 207 5,108
(75.9% (20% (4% X of total
1983 14, 710 2,664 1,177 18, 551
(79.3% (14. 4% (6.3%)
+2792% +160 , 4% +468.6% +263.2% % change
Conbi ned US & Us. Overseas
Overseas Visitors Shar e Snar e
1972 1, 230 83. 2X 16.8%
1983 3,841 69. 4% 30.6%

212,32




T8

Travel by Canadians In and Qut of Canada: Person _Trips.
In To To
Canada United States Overseas TOTAL
1972 114,004* 30,497 1,144 in thousands
75.9% NA NA %Zof total
NA NA NA % change
1980 110,996 34,743 1,585 147,324
75.3% 23.6% 1.1%
-2.6% +13.9% +38.5%
1 982 101,642 33,322 [,4%li- 136,453
76. 5% 24. 4% 1.1%
-8.4% -4.1% -6. 1%
( -10.8% (+9 .3%) (#30 .2%) (-7.4% % cumul ative
change
%1979 figure
Total Canadian Person-Trips to US and Overseas.
AS ¥ OF TOTAL
TOTAL, To To To
US & Overseas us Ovelseas
1972 31,591 96.5% 3.5%
1980 36,328 95.6 4.4
+15% % change over previous period
1983 40,731 95.7 4.3
+12.1%
(+28.92) % cunul ative change
(in thousands)
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T

ACRES CO NVERS 10N STUDY (1984 shows)

Purpose of Trip.

Vancouver Toronto Edmonton Calgary
Pleasure 53Z 152 47% 67%
Business 472 ) 83 33% 27%
Pleasure/Bus 0 171‘ 19% %
No KReply ‘ 0 0 0 0

pleasure Travel vs. Camping and Meal Preparation.

\ancouver Toronto Edmonton Calgary
Fleasure® 532 83X 602 70%
Travel
Campers 332 75x 61% 67%
Hade wost 33x 75x 53X 602
meals

* Those stating pleasure as purpose Oof visit and 1/2 of those
stating combined Pleasure busijness. (etc) as purpose of visit.

Do you intend to visit in 1985?

Vancouver Toronto Edmonton Calgary
Yes X 8,7X 20.7% 12.6X
No 62.1X 64.3X 46.7% 55.5%

Not sure 30.92 27X 32.6X 31.9X




7 2

RATES OF CHANGE, NWT, 1982-1984: VI SI TOR EXPENDI TURES & VI SI TATI ON*

Expendi t ures Visitations
Baffin +137 +37%
[nuvik -3% +74% (air only)
Fort Smith -1.5% -26% (air)

-16% (road)

-22% (total)
Change in
Tot al +1% -T%

Expendi tures &
Visitation

* Based on surveys taken for 70 day periods in summers.
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Fi sher nen

Trips
per Fisherman

Days
Per Fi sherman

Expendi t ures
Per Fisherman
Per Day

T38

Trips

FI SH NG - U.S.A. (1980): Expendi tures 6

All
Fishing Freshwat er aeat Lakes Sal t wat er
42.1 36.4 3.0 1203
751.2 620.5 35.7 130.7
18 17 12 11
857.6 710.6 40.5 147
20 20 13 12
$17,325 $7,794 $373 $2, 419
$412 $214 $124 $200
$20 $11 $9 $16

(in mllions)

(in mllions)

(in mllions)

(in mllions)
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