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[

-

MARKETI NG ADVERTI SI NG OBJECTIVES

The advertising objectives as outlined in the Strategic Marketing Plan
for Tourism (Governnent of the Northwest Territories) April 1986, are
asfol | ows:

1. To create optimum levels of awareness, image,
interest, positive attitudes/perceptions , and
motivations within the U.S. market to provide

maximum benefits to the private sector in the
Northwest Territories.

2. To work with partners to increase the
number of U.S. tourists and travel
receipts.

3. To generate high quality |eads.

4. To achieve exposure in the Canadi an nmarket place.
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Media Plan

MVEDI A OBJECTI VES

* To direct advertising to the target group(s) defined as:

a) Sportsfishing b) Qutdoors/ Adventure/ Cul ture/ Touring
Male b-b54 years AduT TS 25-54 years
HHI $40M+ (Mal e 70%, Women 30%)
High School Graduate+ HHI S$30M+

H gh School G aduate+

C) S%orthunting
e -
HHI $50M+ |
Some Col | ege

To concentrate advertising in the United States, with some
support in Canada then spill over exposure.

* To advertise at the nost opportune tinme to reach the target,
either prior to or during peak vacation planning periods.

* To reach a maxi mum 70% of the target audience, with concentrated
efforts on frequency of message.

*  To utilize media vehicles which:
a) reach the target audience
bg are response oriented
c) conpatible with Creative message.
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MEDI A STRATEGY

Rol e of Adverti sing

In adhering to the Government of the Northwest Territories nandate
to facilitate and pronote the healthy devel opment and prosperity of
the tourismindustry, the role of advertising is to comunicate
effectively, TravelArctic's nessage. To achieve this objective,
the advertising nust:

generate and maintain awareness

generate a positive imge

help to increase visitations

help to increase travel receipts during visitations

Target Goup Definition

The Qutdoors/Adventure Category enconpasses three distinctive target
groups.

a) Sportsfishing - Males 35-54 years who are avid
sportsfishing enthusiasts, who fish often as a lifestyle
and are constantly |ooking for new environnments and
chal | enges.

b) Qutdoors/Adventure/ Cul ture/ Touring - Adults 24-54 (Males
70% Females 30% who are Tovers of nature and the outdoor
environnment, |ooking for unique destinations and
experiences.

c) Sporthunting - Males 35-54. There is little research
defining this target audience. Field & Stream through
Beta Research, conducted a studr for their Trophy
Edition. It was found that while hunting is a hobby
started early in.life, with father and son, the big
game hunting is confined to Maes35-54, HHI ss0M+, Wi th
some college education: who hunt often as a lifestyle
and are constantly looking for unique environments and
challenges.

The above denographics with exception of Sporthunting, are based on
the Study conducted by Briar International Business Resources Limted,
titled “A Strategic Marketing Plan for Tourism For the Government of
the Northwest Territories, 1986".
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Medi a Pl an

MEDI A STRATEGY (Cont'd)

Ceogr aphi ¢ Coverage

The launch canmpaign will concentrate in the United States wth
enphasi s on geographi cal regions of greatest potential for
Sporthunting Sportsfishing and Outdoors/Adventure/Culture/Touring.
These regions are the Mid-Atlantic, E.N. Central, w.N. Central,

Paci fic and New Engl and (Source: Briar International 1986, and Us.
Pl easure Travel Study, 1986). Some support will be provided in
Canada, through exposure to U S. Advertising.

Ti mi ng/ Dur ation

Due to the late start it is inperative that the market entry time
frame be col |l apsed as much as possible. Therefore, it is recommended

that the |launch canpaign be schedul ed between Decenber 1987 and
March 31, 1988.

Wi ght Level s

In order to achieve Travel Arctic’s goals, Canp recommends that
frequency of nmessage not be sacrificed for extensive reach. At the

| aunch stage of the canpaign it is better to reach a smaller group
effectively than spread the messa};eineffectively over alarger group:
Therefore a maxi mum of 70% reach of the target group has been
determned in the nedia objectives.

G ven the time frame, the message should be received at a minimum of
10 occasions by the sportsfishing target group.

For the Outdoors/Adventure group, it is recommended that a minimum
frequency of 3 exposures will.be effective for the launch.

For the Sporthunting Group, it is reconmrended that a mininum frequency
of three exposures wll be effective for the |aunch.
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MEDI A STRATEGY (Cent’d)

Medi a Sel ection

Adhering to the Governnent of the Northwest Territories nmandate
to achieve the advertising objectives, _the nedja selected will be
required to meet a list of criteria. These criteria are:

- good target group coverage
cost efficiency and effectiveness
- conﬂati ble with creative nmessage
to have geographical flexibility
- to have the ability to create a
credi bl e environment
ability to generate responses
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MEDI A RECOVMENDATI ON

An overview of the recommendation foll ows:

Mar ket : United States - enphasis on geographical regions of Mid
Atlantic, E.N. Central, Ww.N. Central, Pacific and New
England, with some exposure in Canada through spill over.

Medi a: Sportsfishing: o _
Television - Al Lindner & Jerry McKinnis Fishing Specials

Magazi nes - |n-Fisherman, Angling Adventures,
Fly Fisherman, Natural History

Sporthunting:

Magazines - Field & Stream Shooting Sports Retailer,
F.s. Trophy Edition, Petersen’s Hunting,
aafari, American Hunter, North American

unt er .

Qut door s/ Advent ure/ Cul t ure/ Touri ng _
Magazines - Travel and Leisure, Travel Holiday, Sunset,
Sm t hsoni an, Qutside Magazine, Audubon Wrld

Unit Size: Television - 30 seconds & 5 seconds bill boards

Magazines - 8 Pge. 4/C Insert, 4 Page 4/C Insert,
FP B/W DPS 4/C BL

Campai gn_Dates: Decenber 1, 1987 to March 31, 1988

Estimated G oss Person | npressions: Sportsfishing - 134,676, 264
(Total nunber of people exposure Sporthunting - 12,440,778
to an advertising schedul e) Qut door s/

Advent ur e - 33,959,573
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TravelArctic

Fy 1987/1988 Qutdoors/Adventure/ Cul ture/ Touring
Media Pl an

MEDIA RATIONALE

The Governnent of the Northwest Territories mandate is to
facilitate and pronote the heal thy devel opment and prosperity of
the tourismindustry. In keeping with the nandate, the follow ng
nmedia are recomended to create optmumlevels Of awareness, jimage
and positive attitudes/perceptions.

1.  SPORTSFISHING

A nmedira mXx of national television and magazi nes are recomended ;g
the nost effective vehicles to reach the target audience in the
shortest period of tinme.

A) TELEVISION

Two of the highest rated U S. fishing programmed have been
sel ected to conmuni cate TravelArctic's message to this specialized
target audi ence.

1) In-Fisherman’s Al Lindner Specials
2) Jerry McKinnis' Fishing Hole.

The two personalities are Ieadinﬁ authorities in the U S on
fishing and fishing |ocales and have established a strong
credibility over the years.

Participation in the programed open nany avenues of pronotional
opportunities for both TravelArctic and partners to receive

t remendous exPosure. Pronoti onal opportunities wll be discussed
more thoroughly in co-op Qpportunities (please see Exhibit |). The
fishing programmed will be carried on over 125 non cable stations
and on all cable TV Networks in the United States, reaching an
audience of well over two million sportsfishing enthusiasts.

11
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B)

VEDI A RATI ONALE

MAGAZI NES

To provide added inpact against the target, an Eight Page Four
Colour insert is planned for Angling Adventures, to be followed
by a Four Page, Four cColour insert in the |n-Fishermn
publ i cati on.

| npact against the target audience will be further maxim zed
t hrough the use of Double Page Four cColour Bl eed spreads in Fly
Fi sherman and Natural History.

These publications have been selected for their ability to draw
resFonseS fromaction driven advertising. The audi ence of these

publications are achievers, active in community affairs and have a
great propensity to travel. (Source:  SMRB 1986, Subscri ber
Studies) .

SPORTHUNTING

VRgazi nes

A Full Page Black and Wite advertisenent is being scheduled in a
regional edition of Field and Streamto |aunch a Sporthunting
programme, consisting of advertisenents planned for 1988/89, and
culmnating with an exclusive Hunting Guide to the Northwest
[Sggitories. The Hunting Guide will be published in Septenber

Shooting Sports Retailer, the voice of the nmanufacturing and
product distribution industry is recommended to |aunch the
marketing programw th a prime consecutive position (front cover,
pages 2 & 3) preceding the Shot Show in January 1988. During the

Shot Show, a spread wll be featured in the Shooting Sports
Retail er.

To maximizei npact agai nst a prequalified audience, publications
reaching the elite of big game hunter’s are recommended. The
publications provide in-depth coverage of the hunting sport as
wel | as an excellent forum for TravelArctic to |aunch the hunting
marketing program Magazi nes sel ected are Safari, Petersen's
Hunting, Field & Stream Trophy Edition, American Hunter and North
Anerican Hunter. Al magazine advertisenents will be coded to
determ ne origination of responses for tracking purposes.

12
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MEDI A _RATI ONALE (Cent’ d)

3. OUTDOORS/ADVENTURE/CULTURE/TOURING

Magazines

The targef group for Qutdoor s/Adventure /Culture /Touring are heavy
magazi ne readers according to SMRB 1986 (see Exhibit I1). In
addition, those people who have the potential to travel to Canada
are al so heavy magazine readers. Therefore nagazines are
recommended as the key vehicle to reach this audience.

Magazines with very defined audiences allow TravelArctic to reach
their desired target with little or no wastage.”

Travel magazines in particular have a favorable editorial
environnent and according to the U S. Pleasure Travel Study are

i nportant sources of information when planning for travel.
(see Exhibit 111)

Through the use of spectacular imges and informative cory,
TravelArctic's nessage W ll effectively reach the primry target
audi ence in the follow ng publications:

Travel & Leisure
Travel Holiday
Qut si de Magazine
Sunset
Smithsonian
Audubon World

In addition to reaching the primary target audience, the magazines

sel ected will also reach the very important senior citizens'
market.

During the launch year, the Canadian market will receive sone
coverage fromselected U S. nagazines through spillover exposure.

13
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PROGRAM DETAI LS - MAGAZI NES

COW TTED MEDI A - SPORTSFI SHI NG

+ OF
PUBLI CATI ON Cl RCULATI ON | NS.
Angling Adventures
8 pge. 4/C Insert 200, 000 1
The | n-Fi sherman
4 pge. 4/C Insert 218, 649 l

15
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PROGRAM DETAI LS - MAGAZI NES

RECOMMENDED MEDI A - SPORTSFI SHI NG

PUBLI CATI ON Cl RCULATI ON

Fl'y Fi sherman
pPS 4/ C BL. 140, 545

Natural History
ppS 4/ C BL. 502, 751

16
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PROGRAM DETAI LS - MAGAZI NES

RECOMVENDED MEDI A - SPORTHUNTI NG

$ OF
PUBLI CATI ON Cl RCULATI ON | NS.
Field & Stream 771,174 l
Full Page B/ W BL.
(Regi onal )
Shooting Sports 14, 000 1
Retai | er
Fr. Cov. & Spread
Spread (2nd Cov. & Pg. 3) 14,000 1
Field & Stream 500, 000 1
Trophy Edition
FP B/ WBL.
Petersen’s Hunting 317, 865 2
FP B/ WBL.
Saf ari 14,000 2
FP B/ WBL.
American Hunter 1,504,000 1
FP B/W BL.
North Amer. Hunter 87, 604 1
FP B/ WBL.

17
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PROGRAM DETAI LS - MAGAZI NES

RECOMMENDED MEDI A - OUTDOORS/ ADVENTURE/ CULTURE/ TOURI NG
OF
NS.

— e

PUBLI CATI ON Cl RCULATI ON

Audubon Worl d

pps 4/ C BL. 404, 695
Qut si de Magazi ne

DPS 4/ C BL. 255, 386
Smithsonian

DPS 4/C BL. 2,310, 970
Travel Holiday

pps 4/ C BL. 805, 232
Travel & Leisure

DPS 4/ C BL. 1,118, 132
Sunset Magazi ne 1,442,478
pprs 4/ C BL.

18
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EXHBIT |
€co-0P PROMOTI ONAL OPPORTUNI TI ES

SPORTSFISHING

1

Jerry MckKinnis Fi shing Special

Sweepstakes Pronotion - %ﬁ an excl usive basis the Northwest _
Territories will be the sportsfishing travel destination prize in
a national US. sweepstakes promotion. In addition to strong
cross-nmerchandising of the television series, the sweepstakes wl
be used as a national traffic builder in the retail outlets,

di stributorshi ps and deal ershi ps of corporate sponsors of The

Fi shing Hole

Sponsors include Wnnebago, Mercury Marine Qutdoors, Dupont Ranger
Boats, Eagle C aw Fishing Tackle.

One trip for two to the Northwest Territories will be part of the
mul ti-conmponent Grand Prize.

The Sweepstakes will be pronoted through the properties of Jerry
McKinnis Associates, plus all the corporate sponsors who are
manufacturers. The manufacturers will undertake their own

addi tional pronotions through Tv, radio, newspapers, magazi nes and
their own distribution channels.

Negotiations are underway with the Wrld s |argest manufacturer of
fishing tackle, lures and rods for the devel opnent of an exclusive
N.Ww.T. product |ine.

Recogni tion on posters to be displayed in all outlets of
participating suppliers.

AlLindner & Jerry Mckinnis Fishing Specials
refevision frshing programed suggest a onut” opening on the 30

second commercial to rotate operator |istings.

Angl i ng Advent ures

perators Wil Dbe listed on the inside back cover of the
Angling Adventures’ eight page insert. Should the insert be
continued in 1988/ 89 (Operators can buy into snall space
advertisenents using identifying | ogos etc.

19
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EXHBIT | (Cent’d)
Co-0P PROMOTI ONAL OPPORTUNI TI ES

SPORTSFI SHING Cent'd

4. Fly Fi shernan
One to two Doubl e Paf]e Spreads purchased in Fly Fishernan offers
1/3 t|§>age B/Wvertical, free for operator listings to run adjacent
to the spread. TravelArctic Will have a free listing in Fly
Fi sherman’s Source Directory.

5. Natural History offers 2 x 1/3 B/W vertical pages for
operators listings, to run adjacent to the double page spreads.

6. Natural History offers to run reprints of the advertisement
for $953.00 (gross) CDN. per 1000, featuring operator listings On
the back. Sanple is enclosed.

QUTDOCRS/ ADVENTURE

2. Travel & Leisure, Travel Holiday, Smthsonian and Qutside
offer Reader Response cards at no charge. AIl inquiries will be
submtted to TravelArctic for follow through.

Note: Al nmmgazine advertisenents will be coded to determne
origination of responses for tracking purposes.

20
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EXHIBIT 11 |

| NDI CES OF PRI NT EXPOSURE BY
SELECTED DEMOGRAPHIC GROUPS

ALL ADULTS MAGAZI NES NEWSPAPERS
SEX 100 100
Male B 103
Fenal e 105 97
ACGE
T18-24 156 59
25-34 125 77
35-44 102 98-
45-54 75 1197
55- 64 66 g3l
65+ S0 138
EDUCATI ON
ColTege G ad 89 1C8
* Attended College 115 93
H gh School Gad 104 1C8
Attended H gh School 91 88
OCCUPATI ON _
Prof ess~onal / Manageri al 93 107
Clerical/Sales/Technical 110 99
Crafts/Formen 106 92
O her 115 86
Unenpl oyed 90 106

SQURCE: 1986 SMRB

« READ AS FOLLOV&: ATTENDED COLLEGE - MAGAZINE READERSHIP
IS 15% HIGHER THAN THE NATIONAL AVERAGE

IN THE GROUP “HO HAVE ATTENDED CCLLEGE.
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EXHIBIT 111 (Cent'd)

PRI NT USAGE - TRAVELLERS TO CANADA

TRAVELLED TO CANADA [N

TOTAL THE LAST 3 YEARS
.5, 18007 W VH INDEX

TOTAL ADULTS 169, 460 6, 731 100.0 4.0 100
Magazines
Quintile 1 31, 709 1,644 24.4 5.2 131
Quintile 2 36, 823 1,599 23.8 4,3 109
Quintile 3 29, 136 1,23S 18.3 4,2 107
Quintile 4 35, 659 1,400 20.8 3.9 99
Quintile 5 36,133 853 12.7 2.4 59
Newspapers
Quintige 1 32,367 1, 745 25.9 5.4 136
Quintile 2 45,475 1,918 28.5 4,2 106
Quintile 3 24,126 859 12.8 3.6 90
Quintile 4 35,013 1,410 20.9 4.0 101
Quintile S 32, 480 799 11.9 2.5 €2
Eai |y Newspapers

ead Any 108, 812 4,725 70. 2 4.3 109
Read One 84, 651 3,413 50. 7 4.0 102
Read Two+ 24,161 1,311 19.5 5.4 137
Weekend/ Sunday Newspapers
Read Any 110, 55 4,916 73.0 4.5 112
Read One 96, 020 4,147 61.6 4.3 109
Read Two+ 14, 235 769 11. 4 5% 4 136

SOURCE: 1986 SMRB-TRAVEL

READ AS FOLLOAS: VS | S THE MAGAZINE READER AS A PERCENT OF THE
TOoTAL ADULT POPULATI ON %WHO TRAVELLED TO

CANADA IN PAST THREE YEARS.

H% IS THI MAGAZINE READER AS A PERCENT OF TIE
TOTAL U.S. ADULT POPULATION.
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CAMP ASSOCIATES ADVERTISING LIMITED

Trave lArct ic _
Fy 1987/1988 Qutdoors /Adventure/ Cul ture/ Tour ing

Medi a Pl an
EXHBIT V
Cl RCULATI ON ANALYSI S
SPORTSFI SHI NG

TERRI TORI AL ANGLI NG FLY NATURAL
DI STRI BUTI ON IN FI SHERVAN  ADVENTURES FI SHERVAN H STORY
New Engl and 6, 541 N A 11, 501 33, 196
Md-Atlantic 29, 978 N A 20, 152 183, 320 4
E.N. Central 76, 218 N A 15, 042 51, 33 31
W.N. Central 50, 574 N A 7,250 24, 826 “
S. Atlantic 12, 310 N A 13, 225 56, 567
E.S. Central 4, 898 N A 3,617 12,705
w.Ss. Central 4,172 N A 7,150 30, 788
Mountain State 8, 407 N A 20, 264 26, 166
Pacific State 6, 334 N A 29, 614 72,281
CANADA 15, 647 NA 9,628 2,617
Newf ound! and 25 N A 174 27
Nova Scotia 114 N A 593 88
Prince Edward Is. N A 81 8
New Brunsw ck 42 N A 498 38
Quebec 598 N A 627 309
Ontario 11, 500 N A 2, 556 1, 084
Mani t oba 1,214 N A 393 113
Saskat chewan 777 N A 284 96
Al berta 1, 156 N A 1,921 333
British Col unbia 202 N A 2,424 501
Nort hwest Territories 14 N A 38 11
Yukon 5 N/A 39 10
FOREI GN 1 009 N A 2,429 3,095
OTHER N A 181 981
TOTAL CIRC. 215, 199 N A 140, 064 498, 569
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CAMP ASSOCIATES ADVERTISING LIMITED

Travel Arctic

FY 1987/1988 Qutdoor s/ Adventure/ Culture/ Touring

Medi a Pl an

EXH BI' T VI

Cl RCULATI ON_ANALYSI S

QUTDOORS/ ADVENTURE/ CULTURE/ TOURI NG

TERRI TORI AL TRAVEL &  TRAVEL

DI STRI BUTI ON LEISURE HOL| DAY SM THSONI AN SUNSET QUTSI DE
New Engl and 73,663 42,582 177,071 4,503 15, 167
Md Atlantic 210, 846 127, 279 402, 119 7,228 30,019
E.N. Central 129, 955 146, 018 341, 299 12, 286 37, 249
Ww.N. Central 47,032 59, 965 138, 336 7,328 18, 649
S. Atlantic 178, 048 154, 987 490, 608 8,074 31, 917
E.S. Central 40, 566 36, 810 77,278 1, 307 8, 500
w.s. Central 132, 289 65, 493 187, 523 7,009 19, 668
Mountain State 50, 202 46, 269 138, 908 204,016 37, 142
Pacific State 182, 259 125, 829 461,623 1,171,089 50, 559
CANADA 47, 649 13, 766 7,513 2,406 9,632
Newf oundl and 569 N A N A N A 58
Nova Scoti a 1,214 N A N A N A 229
Prince BEdward Is. 150 N A N A N A 15
New Brunsw ck 914 N A N A N A 233
Quebec 2,891 N A N A N A 857
Ontario 21,272 N A N A N A 2,852
Mani t oba 1,997 N A N A N A 696
Saskat chewan 1,763 N A N A N A 515
Al berta 8, 689 N A N A N A 2,159
British Col unbi a 7,282 N A N A N A 1,999
Nort hwest Terr. 247 N A N A N A 28
Yukon 108 N A N A N A 11
FOREI GN 5,531 13, 746 2,966 2,278
OTHER 3,034 6,126 995 1, 407
TOTAL CIRC. 1,119,074 805, 232 2,433,687 1,429,929 262,391
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CAMP ASSOCIATES ADVERTISING LIMITED

Travel Arctic
FY 1987/1988 Qutdoor s/ Adventure/Culture/Touring

Medi a Pl an
EXHBIT VI
Cl RCULATI ON ANALYSI S
SPORTHUNTI NG
TERRI TORI AL DI STRI BUTI ON FI ELD & STREAM REA ONAL EDI TI ON
M D WEST
[I1inois 75,734
[ ndi ana 53, 709
[ owa 36, 683
Kansas 32,185
M chi gan 87, 849
M nnesot a 57,795
Nort h Dakot a 11, 703
Chio 82, 407
Sout h Dakot a 12, 273
W sconsin 61, 909
FAR W\EST
Al aska 8, 356
California 149, 104
Oregon 33,170
Washi ngt on 40, 126
CANADA
Mani t oba 2,100
Ontario 13, 880
Saskat chewan 2,169
Nort hwest Territories 89
Al berta 5,718
British Col unbia 4,182
Yukon 43
TOTAL Cl RCULATI ON 771,174
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To:

From:
Medi a Response:

Cient:

Mar keti ng Objectives:

Marketing Strategy:

Advertising (bjectives:

Target Audi ence:

EXHIBIT VIII

MEDIA BRI EFI NG

Request Date:

Due Date:

Canpai gn/ Product :

Mar ket / Product / Servi ce Dat a:

Seasonality/Reqgionality:

creative Considerations:

Canpai gn Budget :

35A
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EXHIBIT VIII

(Cont'd)

MEDIA BRIEFING
Page 2

Timing:

O her Consi derations:

NOTE: Example follows.
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EXHIBIT VIII (Cent’d)

VEDI A BRI EFI NG

To: Request Dat e:
From Due Date:
Media Response: Media Costing; Media Outline; Full Plan

Client: Campaign/Product:

Marketing Objectives: Such as 1) to reduce travel deficit.
2) to sell 150 Icon...

Marketing Strategy: To inplenment a nunber of projects such as public

relatrons, put on sem nars, advertise, . . , eﬁpeci a”é/ for cuTrrent
users or potential travelers who now travel el'sewhere; therefore,

I ncreasing our share..

Advertising Objectives: To generate awareness of the destination.

or. .. to educate current users of added value . . . or . . . {9 change
the attitude of the general public toward the use of nuclear power 23
an energy alternative ..,

Target Audience: Primary Audience: age, sex, education, income . . .
IS this based on the client’s know edgé or outside research source?

| s there a secondary audience and how inportant are they? Are
lifestyle characteristics inportant?

Mar ket / Product/Service Data: |s travel (or sales) up or down from
year previous. Is it a long termattitude change faced with other
contradictions? How big a voice does the alternate attitude have? 1Is
the product or trip purchased regularly or only once? |ndicate tme
and location of purchase . . .  Gve promotional details if available.
|'s the product oridea new?

Seasonality/Regionality: English/French; year round vs. summer only
..., QuarterTy objectrves; urban vs. rural distribution or sales . . .
Creative Considerations: state likely creative units if known or

suggest 1if discussion Wth creative teamis appropriate. |s creative
new or established. Wien will creative/production be ready?

Canpai gn _Budget: Do you know the nedia budget or is a spending
recommendatron required? Are there any special instructions |ike
earliest approval dates or cancellation realities to be identified?

A
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¥

EXHIBIT VIII (Cent’'d)

MEDIA BRIEFING
Page 2

Timing: Start date, end date. Any tinme the client does not want to
be adreetising or any time it is most important t 0 be adverti sing.

O her Considerations: |s advertising allowed in all places or nedia

vehicles (ie) Dbeer and wi ne regulations; or has CTV but not cBC
approval ? Is client trying to devel op an environment for his product
(ie) devel opi ng awareness of market first and then product second

(li ke nmoderation first and Labatt's as a sponsor second) or is it
product devel opment in an established market (Iike pushing the
fishing and hunting of their area to people who are already anglers
and hunters) ?
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CAMP ASSOCIATES ADVERTISING LIMITED

Travel Arctic
FY 1987/1988
VEDI A PLAN

SECTION |1



C AMP,4 80C | ATES ADVE RTI SI NG LIM | TED

Travel Arctic
FY 1987/1988 - TRAVEL TRADE
MEDI A PLAN

TRAVELARCTIC
FY 1987/1888
TRAVEL TRADE
VEDI A PLAN



CAMP ASSOCIATES ADVERTISING LIMITED

Travel Arctic
FY 1987/1988 - TRAVEL TRADE
VEDI A PLAN

ADVERTI SI NG OBJECTI VES

The advertising objectives as outlined, in the Strategic Mrketing

Plan for Tourism (Government of Northwest Territories) April 1986,
as follows:

1. To create a positive imge and increase product
awar eness? in the Travel Trade industry, of the Northwest
Territories as a world-class destination for the
out door/ adventure experience.

2. To comunicate the key selling features of the Northwest
Territories, to the travel trade industry.

3. To support the 1987/1988 Travel ArcticSs product
canpai gn.

4. To provide sonme support in Canada.
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CAMP ASSOCIATES ADVERTISING LIMITED

Travel Arctic
FY 1987/ 1988 - TRAVEL TRADE
MVEDI A PLAN

MEDI A OBJECTI VES

Target Audi ence

To direct advertising to the target audience defined as:

“The Travel Trade Industry”

Geogr aphi ¢ Cover age

To advertise on a national basis with specific enphasis
pl aced against regions representing maxi mum potential.

Ti m ng/ Dur ati on

4.

To advertise at the nost opportune time to reach the target

saudience prior to and during peak vacationi ng planning
Yperiods.

Reach/ Fr equency

To provide maxi num reach of the target audience.

Creative Consi der ati ons

To utilize media vehicles that reach the target audi ence and
are conpatible with the creative message.
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TravelArct ic
FY 1987/ 1988 - TRAVEL TRADE
MEDI A PLAN

MEDI A STRATEGY

Rol e of Adverti sing

In adhering to the Government of Northwest Territories nandate to
facilitate and pronote the healthy devel opnent and prosperity of the
tourismindustry; the role of advertising is to conmunicate
effectively Travel Arctic’'s nmessage to the Travel Trade. To achieve
this objective, the advertising nust:

generate and maintain “top-of-mnd” awareness

create a positive imge

help to increase visitations to the Northwest Territories
help to increase travel receipts during visitations
provide mninmal coverage in Canada.

Target Audi ence Definitions

Ihﬁltarget audi ence in the Travel Trade Industry is defined as
ol | ows:

Tour QOperators/ Wol esal ers
Travel Agents

Mot or Coach Qperators
Carriers & suppliers

Geogr aphi cal Cover age

During the launch year, advertising will be concentrated in the
primary market of the United States, with enphasis on Md-Atlantic,
E.N. Central, w.N, Central, Pacific & New England. Canada as a
secondary market will receive sone exposure from U S. advertising.

Ti m ng/ Durati on

The canmpaign will be scheduled to commence md January 1988 to
Nhrqhd31, 1988, prior to, and during the peak vacation planning
period.
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Travel Arct ic
FY 1987/1988 - TRAVEL TRADE
VEDI A PLAN

VEDI A STRATEGY (Cent’d)

Reach/ Fr equency

Ful | Page Four Colour Eleed advertisenents, interspersed with 1/4 Page
Bl ack and White advertisements, will be scheduled to provide maximm
reach and freguency aPainst the target audience. In addition, the
p{oposed schedule wll provide a constant presence in the narket

pl ace.

Media Selection

The media selection will be based on the following criteria:

- inpact against the target audience
- high awareness
geogr aphi c fl exi bi
creative conpati bi
cost efficiency
circulation in Canada
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CAMP ASSOCIATES ADVERTISING LIMITED

Travel Arctic
FY 1987/1988 - TRAVEL TRADE
MEDI A PLAN

MEDIA RECOMMENDATION

An overview of the recomendation foll ows:

MARKET Primary: United States
empﬁam's on the geographical regions
of Md-Atlantic, E.N, Central,
w.N, Central, Pacific, and New Engl and

Secondary: Canada

MEDI A : Magazi nes - Travel Weekly, Travel Agent,

- T‘qiour&wavel News, Tr avel Aée (Vest) g1 ASTA Agency
Managenment (fornmerly ASTA Travel News)

UNLT SIZE: Ful | Page 4/C BL.

1/4 Page B/'W
Busi ness Reply Card

# OF INS.: 2 - 8ins. per publication
2 Business Reply Cards

TOTAL # INS.: 26 insertions

CAMPAI G\ DATES: January 11/88 - March 31/88

GROSS | MPRESSI ONS: 1, 834, 921
(Based on 1.9 readers per copy)

NOTE: Advertising schedule follows.
40




<<
mW Jepueed [e11011pa §,uoi1ed1|qnd

1je

A-<- | 41— +-+4-—

4

10 113334 uo abueyd o1

1S SA1PP INPAY I|ON

cajep anss|
0) 40)ad SYIIR 2-0)
— "3R8 2/ 44

SRON [3AR4) § 4RO}’

*234d "om ;0 151-Q)
*18 /v 443

T an TERZRTION T]9(61

SRy |9ARI] eIy

*234d skep °*SNQ 6-0)
n/a "64 ¥/1

*23a4d skep “snq 6-0)
(rvoW) 1@ 3/v 44

Asap aly (oara)

*224d skep Gy-Q)

*sanyy) n/@ "3bd v/
*3340 skep £1-0)

{-uoM) "9 /v 43
Jualy |aAea}

pae) A1day ssauvisng
*234d skep °snq {1-Q)
y1) mn/@ 364 w/1 Cue
“2a4d sep “snq 11-0)
‘uoM) 18 I/v d4

Tinoan (aani]

SINIZVYIVM

| "3 “aou | 120 |

‘143S

s el vl IsZR N sz [ e R o] & 2 T [V R e ezt v] .
l;—

"oV Y [T

"y ‘ad ol

{3 ;1§ Aepuoyy)
10/4 AMNABINC VMTIN

ZIN0INIS INISIIYIA0Y IAVEL T3AVNEL
RRG61/L861 AJ
21138V I3AvEL

HNANTO

ﬂﬂhllﬂ-QlﬂﬂhlﬂQGCQHhCﬁHGQHQAmHHVIEWAQ‘““V




CAMP ASSOCIATES ADVERTISING LIMITED

Travel Arctic
FY 1987/ 1988 - TRAVEL TRADE
MEDIA PLAN

ADVERTI SI NG CLOSING DATES

UNIT INS . INS . ORDER MATERIAL
PUBLI CATI ON SIZE DATE CLOSI NG DATE CLOSI NG DATE
Travel Weekly FP 4/C BL Jan. 11/88 Dec. 23/87 Dec. 23/87
1/4 P BIW Jan. 21/88 Jan. 6/88 Jan. 6/88
" " Jan. 28/88 Jan. 13/88 Jan. 13/88
m v Feb. 11/88  Jan. 27/88 Jan. 27/88
" " Feb. 25/88  Feb. 10/88 Feb. 10/88
FP 4/C BL Feb. 29/88  Feb. 12/88 Feb. 12/88
1/4 P B/W Mar. 10/88  Feb. 24/88 Feb. 24/88
" " Mar. 24/88  Mar.  9/88 Mar. 9/88
o BRC Jan. 11/88  Dec. 24/87 Dec. 24/87
*BRC Feb. 29/88 Feb. 10/88 Feb. 10/88
Travel Agent FP 4/C BL Jan. 18/88 Dec. 31/87 Dec. 31/ 87
1/4 P BIW Jan. 28/88 Jan. 11/88 Jan. 11/88
" " Feb. 4/88  Jan. 15/88 Jan. 15/88
" " Feb. 11/88  Jan. 25/88 Jan. 25/88
FP 4/C BL Feb. 22/88  Feb. 5/88 Feb. 5/88
1/4 P BI'W Mir. 3/88  Feb. 15/88 Feb. 15/88
" " Mar. 17/88  Mar. 1/88 Mar. 1/88
" n Mar. 24/88  Mar.  7/88 Mar.  7/88
Travel Age FP 4/C BL Feb. 1/88 Jan. 19/88 Jan. 19/88
Vst 1/4 P BIW Feb. 15/88  Feb. 2/88 Feb. 2/88
" Feb. 29/88  Feb. 16/88 Feb. 16/88
" Mar. 21/88  Mar. 8/88 Mar.  8/88
ASTA Agency FP 4/C BL Feb. 1988 Dec. 31/87 Dec. 31/87
Managenent " Mar. 1988 Feb. 1/88 Feb. 1/88
Tour & Travel Jr 4/CBL Jan. 11/88 Dec. 28/87 Dec. 28/87
News " Feb. 29/88  Feb. 15/88 Feb. 15/88
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TravelArct ic
FY 1987/1988 - TRAVEL TRADE
MEDIA PLAN

MEDI A RATIONALE

The Government of the Northwest Territories mandate is to facilitate
and pronote the healthy devel opnment and prosperity of the tourism
industry. To conplement GWNT's mandate, the following nedia are
reconmended to create optinmum | evel s of awareness? inage and positive
perceptions, of the Northwest Territories as would class destination.

Magazines

A selection of leading U.S. National and Regional Travel Trade
publications, featuring editorial directed to specific travel trade
target groups, have been recommended. W will endeavour, when
possible, to schedule advertisenents in issues featuring Canadi an
editorial.

Advertisements scheduled on a co-ordinated flight basis will generate
hi gh awareness and provide a constant presence in the narket place.

Travel Weekly, conmbined with Travel Agent, will provide the base of
the canpai gn to achieve instant reach of the target audience. As an
added incentive, a Business Reply Card will be scheduled with the Full
Page insertions to generate response.

The regional edition, Travel Age \West has been recommended to provide
added inpact in the Pacific Region. Wile the two |eading
publications have coverage in the Pacific Region, the concentration of

circulation is in the Eastern Seaboard, S. Atlantic, E.N. Central
and w.N. Central (See Exhibit I).

ASTA Agency Managenent and Tour and Travel News will extend the reach
of the target audience and increase the frequency of Travel Arcticts
message.
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CAMP ASSOCIATES ADVERTISING LIMITED

Tr a v e 1Arctic
FY 1987/1988
MEDIA PLAN

- TRAVEL TRADE

IR
1]
R

S

PUBLI CATI ON

Travel Weekly

Travel Agent
Travel Age Wes
*ASTA Agency

Managenent

Tour & Travel

* Formerly AsTA Travel

PROGRAM DETAI LS - MAGAZ INES
UNI T
CIRC. SizE
42,252 FP 4/C BL
Jr 1/14P BI'W
(10 cols)
55, 000 Bus. Reply
Card
42, 461 Fp 4/ C BL
1/4 P BI'W
t 32,374 FP 4/ C BL
1/4 P BIW
20, 087 FP 4/ C BL
News 43, 000 Jr 4/C BL
News
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