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L INTRODUCTION

Canada hasmuchto offer the world as a primary destination for a pleasure
trip. In'1986, the Canadian government-initiated & strategy to conmuni cat e
this message to selected target markets, within the United States. With the
input Of Canp Associates Advertising Ltd., a nulti-media advertising

canpai gn was |aunched south of the border, in the Spring of 1986, with the
intention of attracting more U S. A visitors t0 Canada. This canpai gn was
titled “Canada, the World Next Door” and has recently conpleted its fourth
year of execution.

The Angus Reid Group (formerly Hutchinson-Reid Ltd.) has been

commi ssi oned since the Spring of 1986, to conduct prc and post advertising
stud ies to assist in evaluating the canpaign's effectiveness. This report
describes the 1989 survey resultsand presents highlights of key measures
from al four years of advertising tracking.

The communi cations strategy has undergone changes with regard to creative
and media conponents since its i nception in 1986. From March 3 to My 12,
1986, the Tourism Canada canmpaign consisted of three different television
ads (each promoting a different perspective of Canada), twelve double-page
magazi ne ads (each promoting a regional image while maintaining @ CONMON
theme), several co-op newspaper ads as well as radio advertisements and
public relations activities. In August, 1986, two of the three television ads
were rebroadcast. in 1987, the successful “Canada, the World Next Door”
canpai gn was mai ntai ned with only minor modifications.

In 1987, the campaign still consisted of three different television executions,
each promoting a different perspective of Canadian Tourism. There was a
continuation of the mix of television, magazine and newspaper ads. As well,
the geographic strategy (New York, Boston, Chicago, San Francisco), did not
vary. There were, however, some changes in media scheduling. The total
weight of the T.V. campaign was maintained, but the 1987 commercials were
run an additional seven weeks (May 12 to June 30) and the 30-second T.V.
commercials were given greater emphasis in the mix of 30 and 60-second
Spots.

Touri sm Canada
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In 1988, the telcvision creative was modified in reaction to 1986 and 1987
research findings. The result was two 30-second composite executions that
gave less emphasis on wilderness and outdoor attributes and more emphasis
to touring, foreign flavour and exciting city dimensions. Media scheduling
also differed from previous years in two magor ways:

there was a media flight to coincide with the Calgary
Olympics in February, 1988; and

‘ the print schedule was extended for six weeks after the end
of the T.V. flight.

1989 saw no changes in the creative with both the “Trapeze” and “Rodeo”
executions receiving equal media weight. T.V. advertisements were again
supported with a magazine and newspaper print campaign. The print
campaign extended four weeks past the end of the T.V. flight.

Consistent with Tourism Canada's original commitment to evaluation
research, there was a need to determine the impact of the advertising on
American’s intention to vacation in Canada. To redlize this objective, the
Angus Reid Group, for the fourth consecutive year, was commissioned t O
design and implement a survey of American opinion.

The details of this study are presented in the following document. The
report first discusses specific objectives of the research, the methodology and
then summarizes the findings and outlines our comment on the implications
of the data. The detailed findings consists of a section on the impact of the
advertising supported by a section on awareness and recall of the advertising.
The report concludes with an Appendix, which contains a Technical
Appendix and the 1989 post-questionnaire.

Touri sm Canada
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2. OBJECTIVES =~ 7
The overall objective of the research was to determine the effectiveness of
Tourism Canada’'s 1989 Spring advertising campaign in the United States.
The objectives set in 1986 have remained constant to ensure comparability
for tracking purposes. Specifically, the 1989 study was designed to examine:
awareness of Canada as a viable tourist destination;
awareness of advertising for Canada;
the nature and extent of advertising recall;

* attitudes toward Canada as a desirable tourist destination;

the intention to vacation in Canada within the next two
years,

a diagnostic evaluation of each element of the campaign;
* to compare 1989 results with those of 1986, 1987 and 1988.
Asin 1988, the 1989 research also focused on assessing activity in the
marketplace during the advertising campaign. This assessment Covered the

topics of competitive tourism destination advertising and the occurrence of
any special event which might affect the tourism market.

Tourism Canada
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3. ETHODOLOGY

The research methodology used to track the “World Next door ” canpai gn has
been consistent across all four years (1986-1989) of the study. Equal numbers
of telephone interviews were conducted in four cities across the United
States. The four cities - Boston, New York, Chicago and San
Francisco/Oakland - represented distinct markets, each with its own unique
tourism issues.

In each market, interviews were conducted before, during and after the
campaign. Pre-campaign interviews were used as a benchmark against which
changes in the intra and post-campaign data could be measured. As well, the
pre-campaign interviews were used to measure existing media “noise” levels.

In 1988, the concept of an intra-campaign was introduced to reflect changes
in the media scheduling, and to address issues which could not be measure on
apre-post test basis. This methodology produced some interesting and useful
information, and was incorporated into the 1989 study. Subsequent to the
intra-campaign, 00 separate post waves were conducted. The first post-test
measured the impact of T.V. advertising, while. the second measured the
impact of the print advertising.

In total, 5500 telephone interviews were collected in 1989. 1600 interviews
were co] lected at the pre-test stage, with a similar nunber conducted af tcr
the television campaign and after the print canpai gn. This represents 400
inter views per wa ve per city. During the television campaign, 25 interviews
per week (7 weeks) per City were collected for a total of 700 interviews.

The pre-wave was conducted in the two weeks (February 13-28) prior to the
start of any advertising. The intro-campaign spanned seven weeks (March
20-April 3, April 17- May 1, May 15 - June 5) during the television
campaign. Post television interviews were completed within two weeks of
the end of the campaign (June 5) with post print interviews starting at the
end of the print campaign (July 4) and continuing for two weeks (See Media
and Research Schedule).

Touri sm Canada
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MEDIA AND RESEARCH SCHEDULE

Feb 1989 , Mar 1989 , Apr 1989 |
5 19 5 19 2 16 30 14

May 1989  Jun 1989  Jul 1989
28 11 25 9 23
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SOURCE" 7he Angus Reid Group

1989 U.S. A. Ad Campaign _
June. 1989 NOTE: Primary Markets
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SUMMARY OF RESULTS - -
i

Spontaneous awareness of Canada showed no increasein awareness
after the advertising campaign in 1989. In fact, the Post levels were
at their lowest point since tracking began.

There has been a consistent decline since September ’86 in the Post TV

measures of spontaneous awareness of Canada (from 38% - Sept. 86 to
32% - June‘89).

In 1988, awareness of Canada for city trips increased significantly

after the campaign. In 1989 there was no increase from the February
'89 levels.

Similarly, spontaneous mention of Canada for touring trips increased
in Post-measures from 1986 to 1988. However, it decreased in Post
1989 to its lowest level ever.

There is no significant change, 1988 to 1989 in spontaneous awareness
of Canada for an outdoors trip. In July 1989, Canada was first for
spontaneous awareness on outdoors trips, next for a touring trip and
last for a city trip.

The overall lack of increase in spontaneous awareness in 1989
compared to 1988, could be attributed to the lack of growth in the
proportion of city trip mentions in 1989.

Total likelihood (both definitely and probably) of visiting Canada
increased in both post measures from the Pre-wave, (February 1989).
Nevertheless, since 1986, the level of definite likelihood on a post
basis has consistently declined.

Tourism Canada

1989 USA Ad Track i ng Study



10.

11.

12.

13.

Unlike 1988, there was adecline from Post TV to Post Print (June '89
to July '89) in city and outdoors trips. However, Europe declined on
all three trip types in July 1989 compared to June ’ 89.

In the Intra and Post campaign waves, Canada was perceived to be
becoming more popular than in the Pre wave/February '89. The
advertising appears to have influenced the popularity of city trips
and touring trips before impacting outdoors trips.

On the main image attributes tracked from February ’'86, the only one
to continue to increase in 1989 was “interesting cities’. All others
levelled off or declined from the 1988 Post levels.

Since 1987, the “interesting cities’ dimension has increased from pre to

post each year and has maintained its growth from one pre wave to
the next.

Canada’s image of being exciting and having first-class nightlife has
increased since 1987, however, “different from the U.S.” strengthens
on a pre-post basis when advertising is running.

Specific image issues tracked in 1989 which increased include:
“variety of restaurants’, “regional personalities’, “close for visiting”,
and “good climate”. Nevertheless, “vacation value decreased and
“popularity” remained constant.

Tourism Canada

4000 1HE M AA Twvas Al i nn

ct

wd oy



14.

15.

16.

17.
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20.

21.

22.
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Ahréness and Recall of the AVCr~-—------ —— ——

Awar eness of advertising for Canada was at its | owest point ever in
February 1989. During the "Pre" wave, only 48% of respondents
indicated On a pronpted basis that they were aware of any
advertising for Canada.

In the Post-waves of all years (1986, '87, '88 and 1989) pronpted
advertising NasS maintained a consi stent |evel of around 60%

Pronpted awareness of advertising increased during the canpaign in
1989. However, the levels reached in 1988 were higher than those in
1989.

Spont aneous awareness of advertising for Canada peaked in the |ast
week of Aprit 1989. In the last week of My, 1989, spontaneous
awareness of advertising for Europe was equal to that of Canada.

Total aided recall of the two executions was slightly higher in 1989
than in 1988.

In 1989, as in 1988, Trapeze was recalled significantly nore often, on
an aided basis, t han Rodeo.

When the TV flight was finished, recall of print advertising increased.
Wien the print canpai gn ended, recall of TV rebounded.

Recall of the slogan continued to increase on a spontaneous and aided

basis in 1989. Spontaneous recall declined slightly in the Post Print
wave in both 1989 and 1988.

Positive thoughts about the TV advertising increased in 1989,
however, positive thoughts specifically about Canada decreased

significantly. Thoughts and feelings were at their highest level ever
about executional issues.

Touri sm Canada
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24.

25.

b Yaalf

Nc'gativé:;houélii; about TV ads also increased significantly in 1989
and most of the increase in negative thoughts were of executional
iSsues.

Negative thoughts on the magazine ads increased slightly in 1989,
compared to 1988, whereas negative thoughts about the newspaper ads
decreased dlightly (neither of these changes were significant).

In 1986, multivariate analysis showed Canada's image indicated each
of the three TV ads were driving a number of different image issues.
In 1989, the TV executions were driving only image attributes - “good
nightlife” and “different from U.S.A.”. Trapeze was driving
“nightlife” whereas both ads were driving “different from U.S.A.”.

Tourism Canada
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Over the past three years, Tourism Canada appears to have faced an uphill
battle in bringing American tourists to Canada. Overall there has been a
downward trend in the number stating they were ‘definitely likely to come
to Canada’. The significantimpact Of the special events in 1986 and 1988
have diffused this issue in the past. One could hypothesize that Americans
have been becoming more successful at developing and/or promoting their
own tourism products over the past few years, but other scenarios are also
possi bl e.

Neverthel ess, after advertising, there hasbeenanaverage 10% increase in the
level of mentions of “definitely likely to visit Canada’. Similarly, “unaided,
aided and non-recall” levels descend in approximate harmony for most
impact measures. Thus, the presence of advertising appears to make a
significant difference.

Whatever the reason for the long term, downward trend in “definite
likelihood”, action is required to arrest the decrease. The campaign in the
Spring planning season may not be sufficient to reverse this trend. It may
require advertising in shoulder seasons. With the general lessening effect of
the campaign, a more forceful, “sell-oriented” campaign might be required to
achieve this goal. Some Americans seem to appreciate a good hard sell.
However, it may well be that a new creative concept with strong messages
might make the most impact. One can conclude, the first year; 1986, was the

mogt successful in this regard, when conparing survey results over the past
four years.

There have been improvements over the years which, apparently, has gone
some measure in “sgueezing more juice” out of the campaign. The reanalysis
of the data sets from all waves of the tracking surveys in the past four years
has shown refinement in the media buy and strengthening of some of the

print-oriented images. A static campaign may have shown a build in
negative images.

Tourism Canada
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The reanalysis aso identified the relative importance of the Trequency and
variety of trips a traveller takes. These issues appear to be more important
targeting criteria than age, income and education demographics. Even so,
targeting is clearly important in maximizing the return from the media
dollars spent. Nonetheless, we wonder if anything can replace the impact of

just a bigger media spend - the type we saw in the special event years of 1986
and 1988.

1990 will be an important cornerstone in our understanding the impact of
advertising in the U.S.A. The new campaign will highlight the relative
importance of new creative. Research we have conducted on other products
has suggested that new creative executions for a brand tends to increase
“familiarity” with that brand. in turn, “familiarity” tends to breed good will
and usage intention. For most brands, “familiarity” is the attribute most
closely associated with usage intention. After measuring the decrease in
impact, as the previous campaign became “old”, the 1990 campaign should be
able to help determine priorities in the future.

Tourism Canada
1989 usa Ad Tracking Study
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6. 1AIN FINDIN
A. m f the Advertisin

Inthisreport, impact Of the Tourism Canada advertising is conpared on
three dimensions. These measures are

. spontaneous awareness of Canada as a vacation destination;
. likelihood of visiting Canada;
Canada’s image as a vacation destination.

*

(i) Spontaneous Awareness of Canada

Overal I, spontaneous awareness of Canada as a vacation destination did not
show a significant increase after the advertising canpaign in 1989. Unlike
growth patterns in previous years, where on a pre-to-post basis awar eness
level s rose 7 and 8 percentage points (1986 and 1988), awareness |evels in
1989 saw a 2% rise in the post T.V. measure slipping 1% in the post-print
measure. (Table #1)

Not only did post levels of awareness not show an increase in 1989 but, in
fact, post level's reached their | Owest point ever since tracking began in 1986.
This finding is consistent with the downward trend in post-T.V. neasure for
spont aneous awareness of Canada since 1986 (from 38% - Sept. "86 to 37% -
July "87 to 35% - My '88 to 32%- June ‘89).

in 1989, New York and San Francisco recorded negligible increases in
spontaneous awareness of Canada as a vacation destination when comparing
pre to post-print levels. Awareness did increase immediately following the
televison campaign, however, the effect was short-lived.

The most dramatic shift in awareness this year occurred in Boston and
Chicago. Awareness levels in Boston showed a steady increase from 26% in
February to 33% in June to 37% in July. In Chicago this trend was reversed.
February registered a 42% awareness level (16% higher than all other cities)
dropping to 35% in June and 32% in July.

Touri sm Canada
1989 USA Ad Tracking Study
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Spont aneous awar eness of Canada by trip type has shown significant changes
over the past four years. For example, in February 1986 the trip type | east
associ ated with Canada was consistent throughout all four years of the study.
In post measures from 1986 to 1988 city trips have increased in nentions
each year reaching its hi ghest awareness level ever in July 1988. At this
point city trips were mentioned more often than touring or outdoor trips.
1989 awareness levels showed no significant change between February and
June/duly measures. (Table #2)

InFebruary, 1986 the trip type most closely associated with Canada was a
touring trip achieving a 16% level of awareness. In each of the three years
since then, there has been an increase, after the television campaign, in
mentions of Canada for touring trips. In July, 1989, however, there was a
sign ificantdecrease in awareness to its lowestlevel ever.

Mentions of Canada for an outdoor trip increased most significantly after
the first year of advertising in 1986. Over that first year, mentions of
Canada al nost doubl ed. Similar t0 touring trips, mentions for outdoor trips
i ncreased from preto post advertising measures. This, however, was not true

for 1986. From 1988 to 1989 there was no significant change in spontaneous
awar eness of Canada for an outdoors trip.

It would appear that the advertising campaign in 1986 significantly
increased Americans awareness of Canada which, initially at least, was most
closely associated with outdoors trips. 1988 was a significant year for
driving Americans perceptions of Canada as a destination for a city trip.
Overall in 1989, all three trip types showed an increase in spontaneous
mentions after the television campaign but decreased to pre levels or lower
after the print campaign was concluded.

When compared to 1988 results, the difference in pre to post share of total
trip type mentions in 1989 is relatively uneventful. Before the advertising in
February 1988, the largest share of mentions for Canada came from outdoors
trips. By July, 1988 the largest share of mentions for Canada came from city
trips. In 1989, the only measurable difference in share of mentions appeared
in June (post T. V.) where outdoor trips increased only slightly at the expense
of city and touring trips. (Table #3)

Tourism Canada
1989 USA Ad Track i ng Study
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(i)  Likelihoodof Y& & & f& da -

B . PIET N
P 4

Overall, the likelihood of visiting Canada (anongst likely traveliers in the
four cities) has not changed significantly in the past four years except when
there were special events in Canada. This pattern for likelihood was similar

to the pattern of spontaneous awareness of advertising for Canada. (Table
#4)

In 1986, 1987 and 1989 the number of travelers stating they were definitely
likely to visit Canada was higher after the campaign than before the
advertising. In February, 1988 the proportion of travellers stating their
intention to visit Canada reached a percentage equivalent to post-levels of all
four years (1986-1989). Thisanomaly in the data can possibly be explained
away by the 1988 Winter Olympics in Calgary. The decrease in definite
likelihood of visiting Canada in the summer of 1988 could possibly reflect a
natural let-down or lower interest after the occurrence of a special event.

There was no special event held in Canada in 1987 or 1989. The “likelihood”
data reflects the intentions one would expect to find as a result. That is, all
post measures indicate a greater proportion of tra vellers definitely likely to
travel to Canada than is found in the prc measures of the same year. It may
be concluded then that exposure of travellers to the advertising is effective
ininf 1 uencing travel intentions. It is important to note, however, that while
total likelihood (both definitely and probably) of visiting Canada increased
in both post measures from the pre-wave (February 1989), the level of
definite likelihood, on a post basis has been declining from year to year since
1986. (Table #5)

While the proportion of travellers likely (definitely and probably) to come to
Canada has not shown any significant increases over the past four years, the
data suggests the likelihood of a traveller taking more than one trip type to
Canada has increased. The likelihood of a traveller coming to Canada for a
city trip was highest overal in February of 1988. As well, likelihood for a
city trip increased significantly after the advertising campaign in 1986, 1987
and 1989. On a post basis 1989 showed likelihood for a city trip to Canada to
be at a level second only to February, 1988. (Table #6)

Touri sm Canada
1989 USA Ad Track i ng Study
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TABLE 5

DEFINITE LIKELIHOOD OF VISITING CANADA
PRE 1986 TO POST 1989
(All Cities/All Respondents)

% OF VENTI ONS
30 PRE TEST
_e_
PCST TB
U B - -
20
10
o ! | ! 1 1 ! 1 '
FEB '86 JUNE '86 FEB '87 JUNE '87 FEB '88 JUNE '88 FEB '89 JUNE '89
| NTERVI EW SCHEDULE
SOURCE” Angus Reid Group NOTE: A1l Respondents Definitely Likely To Take
U.S. A. Ad Campaign At Least One Trip Type

October, 1989
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Similarly, outdoor and touring trips both experienced increases in likelihood
after the advertising campaign for every year measured except 1988.
Likelihood of visiting Canada for an outdoor trip reached its highest level
ever in June, 1989. Likelihood of visiting Canada for a touring trip was
higher in 1989 than 1988 and similar to 1987 levels. Likelihood of touring
reached its peak in May, 1986 prior to the opening of Expo in Vancouver.
Thus, overall there appears to be a slight increase in intention by trip type
amongst travelers even though there is no evidence of an increased
proportion of travelers likely to come to Canada. (Table #7 and #8)

4s of July 1988 it appeared that Europe, Canada's major competitor for
American travelers, had made a remarkably recovery from low likelihood of
travel levels recorded in May 1986. In all three trip types, likelihood levels
of traveling to Europe were higher in 1988 than in February 1986. In 1989,
likelihood of travel to Europe for a city trip followed the same general trend
as Canada during every wave of the research. The pre-wave measure
regressed to that of February 1987. July 189 recorded the lowest level ever,
sinking below the 1evel of travel likelihood found in May, 1986. (Table #6)

Similar t0 Canada, the |ikelihood of travel to Europe for an outdoor trip al S0
increased in 1989 continuing the general upward trend as neasured on a
post-advertising basis. With the exception of My 1986, levels of |ikelihood
recorded for travel to Europe and Canada for a touring trip are very close.
I'n 1989 this measure showed identical results in February and in June with
Canada maintaining only a slight margin lead during the intra campaign and
after the post-print wave in July. (Table #7)

Clearly, Canada's perceived advantage over Europe is in the outdoor trip
market. 1990 may show Canada increasing its lead over Europe in likelihood
of travel for a city trip. It will be a great challenge for Europe to bounce
back from the drastic levels recorded in July 1989. With regard to touring
trips, it appears that the promotion of a special event of international
interest would be required to differentiate likelihood of travel to Europe
from that of Canada. (Table #8)

Touri sm Canada
1989 USA Ad Track i ng Study
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In 1989 respondents were asked H—Canada-had-become more popular less

popular or remained the same asa-vacation-destsnadsondby 411, threctnp. .. ... -. "
types) when compared to other possible dest i nations they coul d visit. Canada

gained popul arity as a destination for all three trip types between pre and

post waves. The popularity of Canada as a destination for an outdoor trip

showed a gradual increase in each consecutive wave. The advertising,

however, appears to have had a greater impact on the popularity of Canada

for city trips and touring trips. (Table #9)

When looked at on a city-by-city basis the two locations driving the increase
in Ca nada’'s popularity are New York a n d Boston. The advertising appears to
have had very little impact in the Chicago market on this neasure and little,
to no impact in the San Francisco market. Overall, the greatest impact of the
advertising in each market was reflected in Canada’s popularity as a
destination for a city trip.

i) Canada's Ima ge as a Vacation Destination

There has been a significant i nprovenent in Canada’'s image as a vacation
destination since the advertising tracking exercise began in 1986. Al image
attributes neasured in the study have registered an increase since February
of that year (Table #1 O & # 11 ). The most significant improvements have
been seen in the following attributes:

. Interesting Cities
' Exciting

. Playf ul

: Nightlife

. Different from U.S.

In 1989, theonly key image attribute that continued to increase was
“interesting cities’ (Table #1 O). All other attributes either level led off of
decreased from 1988 Post levels. Since 1987 the “interesting cities” dimension
has increased from pre to post each year and has maintained its growth from
one pre wave to the next (Table #12).

Touri sm Canada
1989 USA Ad Track i1 ng Study
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In 1989, the image attribute “different from U.S."increased only slightly (1%
each wave) from 1988 levels. However, The immediate impact of “-the

advertising is clearly evident when comparing image strength on a pre-post
basis. In each year since 1986 each successive prc-wave has measured
stronger than the year before with al post-waves showing the same trend
(Table #13).

In 1989, changes were noted in all four cities across different dimensions. In
New York, Canada's image of being different from the U.S. (19% to 41%),
having interesting cities (71% to 80%), having a good variety of restaurants
(51% to 72%) and having a good climate for many activities (46% to 56%)
showed the most significant improvement. Increases were also seen on the
dimensions of regional personalities, cultural diversity and good for a
touring trip. There were no significant decreases on any image dimensions
wh ich when compared to the other cities is an important finding.

In Boston changes in image ratings were not as positive. In 1989 advertising
appears to have inpacted Bostonians' image of Canada being playful (45% to
5290) and having first class nightlife (39% to 49%. Conversely a significant
decrease was neasured on the dinmensions of Canada being different from
theU. S. (41%to 34% although this corrected itself in the post print measure,
having a warmfriendly feeling (67%to 57% and being exciting (68%to
62'%.

Chicagoresults were similar t0 New York. Improvements were seen in
Canada’s image as having interesting cities (59% to 85%), being different
from the U.S. (6% to 32%) and having a good variety of restaurants (56% to
70%). The images of attractions close for visiting and good climate for
activities also improved in 1989. Canada was not seen as being exciting (690/0
to 57%); having a first class nightlife (50% to 36%) nor being playful (56% to
51%).

In San Francisco/Oakland improvements were seen in only five of the
eighteen image attributes. The improvements of any significance are noted
for history (27% to 36%), popular place to go (48% to 53%), exciting (51% to
56%), and good climate (61% to 67%). Images that lost significantly ground
were interesting cities (77% to 7]%), playful (47% to 38%), good variety of
accommodation (68% to 52%) and good variety of restaurants (66% to 60%).

Tourism Canada
1989 USA Ad Track 1 nac Studv
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Of the set of eighteen image attributes, w0 images saw consistently poor
responses across all cities surveyed. First, as time goes on and Americans are
exposed to more advertising about Canada, fewer Americans perceive Canada
to have a distinct foreign flavour. As well, in 1989 on a pretopost basis,
fewer Americans thought of Canada as providing value for their vacation
dollars. This data would support the reported decrease in travel into Canada
in 1989.

Tourism Canada
1989 USA Ad Tracking Study
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B. Awareness and Recall of Advertising

1) Awareness Of Advertising

All respondents in all four cities were asked if they had seen any advertising
for Canada (“prompted awareness’). Those who responded affirmatively
were subsequently questioned on whether the advertisements were about
traveling to or vacationing in Canada. Similar to previous years, in 1989
approximately 95% of respondents aware of recent advertising stated it was
about traveling to or vacationing in Canada. This level of response was
consistent across all four cities and all for waves of data collection.

Level s of pronpted awareness have never been as high as they were during
Expo '86 (May '86) and the Cal gary Olympics (Feb.'88) once again
confirming the impact of special events on awareness levels. Awareness of
advertising for Canada was at its lowest point ever in February of 1989.
During his *pre’ wave measure only 48% of respondents indicated on a
prompted basis that they were aware of any advertising for Canada. In post-
wa ves of a 1 four years ( 1986-89) prompted awareness of advertising has
remained constant at the 60% level (Table #14).

After the advertising campaign in 1989 (post TV/post print) respondents in
New York had significantly lowerlevels of prompted advertising awareness
than did the other three cities (46% versus 64%). Also, on a pre-post basis in
1989 New York only saw an increase in awareness of 5% whereas in Boston
and Chicago saw increase of 16% and 19% respectively. San Francisco had
the highest level of prompted awareness in the pre-wave (56%) but did not
show as significant an increase at the post phase (6296).

During the 1989 T.V. advertising campaign a total of 100 interviews were
completed each week (25 per week in each city) for seven weeks. Results of
al four cities were combined to demonstrate the overall trends. The data is
presented in “rolling average” form meaning that individual data points
represent an average response for the three weeks of data collected up to that
date. Table #15 compares 1988 data to 1989 results.

Touri sm Canada
1989 USA Ad Track i no Study
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Whes 311 four cities were comnbined the data indicated that levels of
prompited advertising awareness increased steadily during the respective
campaigns. While this trend was similar for both years the level of
awareness in 1989 did not reach the levels attained in 1988. Awareness fell

after the campaign in June and July to about 60% from 72% in 1988 and 67%
in 1989.

In 1989 during the television advertising campaign, all respondents were
asked:

“For which destination or place, if any, have been seen or heard any
recent advertising related to travel or vacations?’

This description is how we have defined the term ‘spontaneous advertising
awar eness”. It identifies on an unai ded basis, the impact of Canada’s

advertising in relation to other tourismadvertising canpai gns being
conducted at the same time.

Overdl spont aneous awareness for tourismto Canada increased during the
canpaign froma level of 17%in week 1 to a peak of 41 % about two-thirds of
the way into the canpaign. With the exception of week 1, the level of

spont aneous awareness for Canada was higher during the canpaign than the
level Of awareness for any other single location. It should be noted at this
point that Canadian figures include mentions for provincial and city

canpai gns (Table *16).

Nevert hel ess, when mentions of specific Canadian provinces of cities are
excluded from the spontaneous awareness of advertising measure, general
mentions for Canada represent just over two-thirds of all mentions. Other
mentions of advertising for specific Canadian locations include Alberta, B. C.,,
Ontario, Quebec, Nova Scotia, Calgary, Vancouver, Toronto and Montreal.

Touri sm Canada
1989 USA Ad Track i ng Study
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Respondents Who indicated they had seen recent advertising for Canada
(prompted awareness) were then asked to recall where the ad had been—gm, -
In 1989, recall levels of T.V. ads increased significantly during the TV

campaign (64% to 76%) but fell back (72%) after the campaign was over.

Conversely, while the TV campaign was running, recall of print media

decreased from pre-measure levels and rebounded at the post-TV phase. At

the post-print measure wc see the level of print media awareness decreasing

9% (magazine and newspaper) while recal levels of television advertising

increases 9%. (Table #17)

In both Post measures, respondents in Chicago and Boston were more likely
to recall television advertising than respondents in Ncw York or San
Francisco. However, at the Post-Print measure awareness of TV advertising
registered an increase of 12% in all markets except Chicago which only
showed an increase in awareness of 1%.

With regard to print media, in both post measures San Francisco was clearly
more aware of magazine advertising (58% and 46% respectively) than the
other three markets. The trend in newspaper recall was not as clear. While
Chicago showed the least significant increase in TV ad awareness from the
post-TV to post-print phase, it also showed the least significant decrease in
awareness of print advertising.

Towar ds theend of the interview, all respondents were read descriptions of
TV executions which used the theme slogan; “Canada, the World Next Door”.
They were asked if they recalied seeing each ad. This question was asked
after both the TV campaign and the print campaign in 1989. A similar
guestion was asked in 1986, 1987 and 1988. Recall of the TV ads asked in
this manner is termed “aided recall”.

In 1986, aided recall of specific Tourism Canada ads were at their highest
level ever. Recal of the“Wild World” ad ranged between 37% and 47% of all
respondents in each of the four cities in 1986. Recall of the “New World” ad
was dlightly less, between 32% and 4396, whereas the New World ad (shown
less frequently that year) ranged between 16% and 25%. In 1986 the data
suggests the campaign was effective and particularly memorable to most
respondents.

Tourism Canada
1989 USA Ad Track i ng Study
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l-lhwever, in 198 7. when 30-second commercials were introduced. the aided
recall of specificadsdropped Significantly. Recall showed a similar pattern
in each city when compared to 1986, with New York being the most difficult
to impact. However, in 1987, recal of the “New World” ad decreased less
significantly than recall of the “Wild World” ad. The gap between recall

| evel s for each of the three executions was considerably reduced.

In 1988, an interesting phenomenon was identified. Aided recall of each of
the two new executions, “Trapeze” and “Rodeo”, was significantly | €ss in all
four cities in the My (Post-TV) interview wave than in the July (Post-Print)
interview wave. This “recall lag effect”, even with the smaller sanples in

each wave per city, is statistically significant and gquite pronounced. (Table
# 18)

Aided recal | of the canpaign in July, 1988 was significantly higher than in
July 1987, and conparable with recall of any two advertisenents from May
1986. In 1988, the “Trapeze” execution was recalled approximtely 20-30%
nore frequently overall than the “Rodeo” execution. However,thegrowthin
recall between May and July 1988 was relatively consistent for each of the

two executions. Within cities the greatest increase in recall in 1988 came
from New York.

Aided recall for “seen any two ads’ reached its highest level ever in
June/Jduly 1989. Similar to the 1988 results, the “Trapeze” execution was
recalled 21 % more often than “Rodeo’ during the post-print wave and 35%
more frequently after the television campaign. Overall change in recall
levels between June and July 1989 was relatively small for each of the two

executions. Within cities the greatest increase in recall in 1989 came from
San Francisco.

All respondents who were acknowledged as having seen advertising for
Canada were asked if they remembered the slogan or theme phrase used to
identify Canada in the ads. Those who stated “Canada, the World Next
Door”, were categorized as having “spontaneous recall”. Respondents not
correctly recalling the slogan had it read to them and were then asked if they
recalled advertising using this slogan. This “aided recall”, together with
“spontaneous recall” is termed “total recall”.

Tourism Canada
1989 USA Ad Tracking

Study
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Overall spontaneous and aided recall of the slogan increased significantly in
1989. The most notable iéb;cas&?wg; found in spontaneous recall where the
post-print level has doubled since July (Post Print) 1988. Similar to 1988
spontaneous recall levels in the post-print interview wave in 1989 were lower
than the post TV wave that year. (Table #19)

i) houghts and ings on v

Respondents recalling advertising in each media were asked their thoughts
and feelings on the ads they saw and what they remembered about the ads.
A similar question was aso asked in previous years. The small samples
within each city, however, make comparability on a year-to-year basis
difficult. What people recalled about newspaper and magazine advertising
was based on comparatively very small base sizes, thus wider margins of
error make analysis difficult. Nevertheless, despite the small sample sizes, it
has been possible to make some hypotheses about the campaign as a whole
from the question on thoughts and feelings.

Thoughts and feelings about the advertisements (by media) were classified as
either positive, negative or neutral. When respondents stating they recalled
the advertisement could not describe their thoughts or feelings they were
classified as “don’t know”. A four-year analysis of these thoughts and
feelings on the advertisements by media holds enough statistical weight to
warrant discussion and offer directional insights.

The level of positive thoughts derived from television ads were analyzed
comparing total positive thoughts about the advertising to positive thoughts
about Canada specifically. Between May 1986 and May 1988 both levels of
thought follow a similar pattern, increasing significantly from May to
September in 1986 then gradually decreasing over the next two years. (Table
#20)

In 1989 wc see a significant increase in total positive thoughts about the TV
ads but an equally significant decrease in positive thoughts about Canada.

Tourism Canada
1989 USA Ad Tracking Study
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Respondents arc incrcasiﬁglsir reéallihg more about executional issues such as
“bright colours™ and “nice music” than they are about recalling Canada as a
“warm, friendly place to visit” or Canada as having a “clean, refreshing
environment”. These results suggest that while the advertising is received
positively by 83% of those respondents who saw it, approximately 40% of the

positive thoughts were related to the execution of the ad and not Canada
itself.

Negative thoughts about TV ads also increased significantly growing from
5% in May 1988 to 11% in 1989. More than half of the negative thoughts in
1989 were a result of executional issues. (Table #21) When other media
sources are analyzed on this dimension it was found that negative thoughts
on magazine ads increased slightly in 1989 compared to 1988, whereas
negative thoughts about the newspaper ads decreased dlightly (neither of
these changes were significant). (Table #22)

Tourism Canada
1989 USA Ad Tracking Study
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TECHNICAL APPENDIX

The Sample

* . . A-total ‘of 5,500 telephone interviews weré completedin the

U.S.A. in four waves as follows;

Interviewers

1. February 1989 (PRE) 1,600
2. March-June 1989 (INTRA) 700
3. June 1989 (POST TV) 1,600
4, July 1989 (POST PRINT) 1,600
* interviews conducted in four cities:

.Bost on

* New York

.Chi cago

.San Franci sco/ Oakl and area

. Respondents were screened as follows:
a) U.S. adults 25 years or older
b) Who have taken a pleasure trip in past 12 months in

which they travel led at least 100 miles one way.

¢) Atl east one night sport in commercial acconmodati ons,
or where comrercial transportation was taken.

d) With househol d income of $25,000 or nore.

e) Sel ected within househol ds using “birthday nethod”

* Quote as were set by city and by sex. Half of the sample in
each city was male and half the sample was female.

. The interviewing was conducted to allow independent analysis
of each phase of’ the project.

Tourism Canada

1989 USA Ad Track i no Study



ints

The interviewing was completed in the following towns and cities:

BOSTON:

SAN FRANCISCQO:

Metropolitan New York City

Westchester County
Putnam County
Bergen County

Nassau County

Metropolitan Boston
West Suburbia
South Suburbia
North Suburbia

Metropolitan Chicago
Napierville

Lincoln shire

Morton Grove
Northbrook
Parkridge
Riverwood
Rosemount
Winettka
Bannockburn

City of San Francisco

City of Oakland

. Dearfield
.DesPl ai ns

* Fort Sheridan
.Gen View

* ol f

.Highland Par k
* Highwood

. Kenilworth
.Lake Bl uff
.Lake Forest

Touri sm Canada
1989 USA Ad Tracking Study



3. Sampling Method

The originaly pulled sample (pre-Spring 1986) of telephone numbers was
used as the primary source of numbers. The origina sampling was conducted
in the following manner:

a)

Telephone directories were selected in metropolitan
areas, omitting directories consisting of ghetto areas.

The fifth telephone number from the bottom of the left
hand page of every second page was recorded.

A list was compiled of eight times the required number of
telephone numbers.

For each of the telephone numbers, the second digit from
the end was increased by one.

The same modified random digit telephone list was used in

subsequent waves with the third digit from the end being
increased by one.

4. [he Questionnaire

Respondents screened for pleasure trip, accomuodation,
income, member of household.

Awareness (spontaneous) of three locations for three trip types:
touring trips

- city trips
outdoor trips

Travel history last 2 years (by trip type).

Travel likelihood next 2 years (by trip type).

Likelihood of location of trips (by trip type).

A 5-point agreement rating of 18 statements on Canada
as a tourist destination.

Touri sm Canada

1989 USA Ad Track i na Study



Comparative popularity of Canada as a vacation destination
(by trip type). . . . . . --

History of travel to Canada

Awareness of advertising about tourism of Canada.

Spontaneous ad media recall.

Demographics.

ESTIONNAIRE[INTRA POST

Questionnaire (Intra_and Post)
TV ad content recall (Post TV).
Newspaper/magazine ad content recall (Post Print),
Recall of thoughts and feelings.
Aided TV recall.
Slogan recall and sponsor recognition.

Information sources and usefulness.

Touri sm Canada
1989 USA Ad Track ing Study




Ficldwork

Dates of fieldwork for each wave were as follows:

L (PRE)

" "T7.%00 in the two weeks prior to start of
advertising (February 13-28)

2. (INTRA) - 100 per week X 7 weeks during TV
advertising (March 20-27, March 28-
April 3, April 17-24, April 25-May 1,
May 1S-22, May 23-29, May 30-June 5)

3. (POST TV) - 1,600 in two weeks following completion
of TV advertising (June 6-20)

4. (POST PRINT) - 1,600 to be completed in two weeks
following completion of print
advertising (July 5- 19)

See Media and Research Schedule Chart for overlapping schedule of
media placement and research fieldwork.

Interviewing was conducted in central office | ocations in New York
and San Francisco. Angus Reid Group executives were present at
initial briefing sessions.

Tourism Canada
1989 Lisa Ad Tracking Study
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Call Record Disposition

The disposition of calls has been summarized across all four waves of
interviewing for the total U.S. market (including New York, Boston,
Chicago, San Francisco/Oakland).

Percent of
Percent of Available

Number Total Calls  Respondents

Total Dialings 116,141 100.0
Busy/no answer 45,592 39.2
Business numbers 4,433 3.8
Disconnected 14,978 12.8
Language/hearing 2,117 1.8
Respondent not available 10,659 9.1
Refusal 23,674 “20.3
AVAILABLE TO BE
INTERVIEWED [14,688] [of 14,688

Termination at:

Q.la Pleasure Trip/Age 7,029 6.0 47.9
Q.1b Accomm./Transp. 1,164 1.0 8.0
Q.2 Income 982 1.0 6.6
Conpl et es 5,513 5.0 375
INCIDENCE - oo > 375
Data Analvsis

Data analysis for the survey was carried out by the Angus Reid

Group computing centre in Toronto. All graphs were designed and
produced in-house.

Tourism Canada
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PROOFED FRECOCED _&5 CHECKED
START TDME STOP TDME TOTAL TIME MINS. _—
“Tweg
THE ANGUS REID GROUP June 1, 1969
102 Bloor Street West
Suite 200 New York ........ 1
Toromto, Ontario Boston .......... 2
M5S IMB Chicage .. ....... 3
San Francisco 4
Ceklad ......... 5
ROTATION 1
©
K
TOURISM CANADA
PRE AND FOST TEST OF AIVERTISING
1989
~ QUESTIONNAIRE -
WAVE III
(9-355- 13)
INTRODUCTION
Hello, I'm from .aprof essi onal marke:

research campany. \\@ are conductinga major survey on vacatien travel a.. your
househcld Nas been selected to be part Of (he research. The “interview willonly
| ast a fewninutes and you can be assured meresults Wi | | De reported as statistics

only.
1ay 1°d like to talk to yo abat pleasure trips. By pleasuwe trip, | mea a trip

that was not made SOl €/ Y TOr business OF personal reasons, such aS weddingS , o
doctors appo “intments amd the | i ke. =

To begin, have you, Or anyore €l se in household over t he age 0f25,takena
pleasure trip With in the past twelve ﬁlZX) mnths | N which they travelled at
least 100 N |es one way.

1b) was at least ane night Spent in camercial accommodation gor, was
cammercial transportation taken?

2. |s yor househcldincameabove $25, 000/ year ar below S25, 000/year?
ABVE $25 000/ YEAR . . . . . 1-> coNTIME
B $25, OOANER . . . . . 2 —=> TERONATE

3. To cbtain » randansample for this smorvey, could we please talk to the
perscnwho took a pleasure trip Of that type, and last had a b"irthday?

SKIP NOTE: . ASK TO SPEAK TO THAT PERSON.
+ REINTRODCE SURVEY FRM PAGE ONE (| F NECESSARY).

RECORD SEX: Male. . . . . . .. 1- > WATCH QUOTA

Ref . #RIE/TOU 170- 02950



- 2.

In the following questians, I will be referring to “pleasure trips".
By pleasure trip I mean a trip that is not made solely for business or
personal reasons and where at least ane night is spent in cammercial
accomodation gr, where cammercial transportation is taken.

Now thinking about pleasure trips, I'd like to ask you a few guestions
about different types of pleasure trips that ypu might consider taking
yourself. Simply ask if you want me to eplain what is meant by the
type of trip I am goirg to be asking about.

42) Please tell me the first place that comes to mind for a trip whose

2. touring trip. [That is a trip throush areas of scenic
beauty, culture, or general imterest.)
{PROEE TOR COUNTRY IF NECESSARY)
{DO NOT PROEE CANADIAN LOCATTIONS)
4b) what i S the nextplace that comes to mind?

4c) what is the third placemnacames o mida»

(0a) (o) (Q=)

First Secord Third

Mention Mention Mentjon
UNTTED STATES . . . . . 1 1 1
) Tiv'e (o o S 2 2 2
BROFE . . . . . . . . 3 3 3
caemn ((GENERAL) . . . 4 4 4
Calgqary . 5 5 5
Halifax . . . . . .. 6 6 6
Montreal . 7 7 7
~ 8 8 8
Ottawa . 9 9 9
Quebec City . . . . . 10 10 10
Winnipeg . . . . . . . 11 1 1
Vancouver . . . . . . 12 12 12
Carada Other. . . . . 13 13 13
ALLOTHER AREAS . . . . . . 14 14 14
DON'T RNOW . . . . . . 99 99 99

Touri sm Canada
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5a) Ploaseullntheﬁxstplwemtmtonimtora&xpm

prmrypn'pcseis v

a city txip. [That is a trip to a2 city where you may
visit museans, dine, atterd Flays or concerts, or © -

juststrolluwﬂnrdm)oyﬂueczty]

CLARTFICATION. (PROEE FOR COUNTRY IF NECESSARY)
DO NOT PROEF CANADIAN LOGATIONS)

Sb) What is the next place that cames {0 mind?

5c) What is the third place that cames to mind?

(Qe) (Q0) (Cc)

First Second 'nurd

Mention Mention Mention
UNITED STATES . 1 1 1
MEXICO 2 2 2
BUROFE . 3 3 3
CANRDA (GENERAL). 4 4 4
Atlantic Provincest 5 5 5
6 6 6
ontario . 7 7 7
Manitoba . 8 8 8
Saskatchewan . 9 9 9
Albertas* | 10 10 10
British Columbia. 11 11 11
Yukon/Arcticess 12 12 12
ALL OTHER AREAS . 13 13 13
DON’T KNOW 99 99 99

« Atlantic Provinces include:

« * Includes Canadian Rockies

Nova Scotia, New Brunswick, Prince

BEdwvard Island,

*x* Includes Northwest Territories

Newfoundland

Touri sm Canada
1989 USA Ad Tracking Study
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6a) Please tell me the f&t place that oames to mird for a trip whose
primary purpose is...
an ostdoors trip. [That is a trip in 4 netural area where
you may egage in activities such as camping, hmting,
fishing, hiking or rafting.) FOR INTERVIBWER
CLARTFICATION. (PROEE FOR CUUNTRY IF NECESSARY)
L00 NOT PROEE (ANADIAN LOCATIONS)

4b) What IS thenext place that comes to mind?

4C) what IS the third place that comes to mind?

(Qa) (®) (Qc)

First Second Third

Mention Metion Mention
UNITED STATES . . . . . 1 1 1
1200 (o o 2 2 2
EUROPE 3 3 3
CANADA (GENERAL) . 4 4 4
Atlantic Provinces+ 5 5 5
) 6 6 6
Ontario . . . . . . 7 7 7
Manitchba . B 8 8
Saskatchewan . . . 9 9 9
Alberta « *. . ... 10 10 10
British Columbia. . 1 u 11
Yuken/Arcticwss 12 12 12
AlLL OTHER AREAS . . . . 13 13 13
DON'T XNOW . . . . . 99 99 99

* Atlantic Provinces include: Nova Scotia, New Brunswick, Prince
Edward Islard, Newfoundland
« * Includes Canadian Rockies

« ** Includes Northwest Territories

Tourism Canada
1989 USA Ad Track i ng Study
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Ta) menytheywta)minthela:t&o(:lym’

(READ LIST)
NOD€...ooees. 1
1-2 trips ...2
3 or mre....3
DK/NS...ten.. 9
7o) wnhat dO you think is thelikelihood Of youmakingatouring trip for

pleasure in the next two (2) yearn?
Would you say you . . .

Mim'telfwill ...... 1
Probably will. ....... 2 | —> ASK Q. 7c

Probably will not. .3
Definitely W | | not. . 4

> GO TO Q.8a
DON'T RNOW. .. ........ 9
(DO NOT READ)
70) How likely would you be to make this touring trip in the following
places?
D OXNTRY. N, :

DEFINTTELY PROBABLY PROBARLY DEFINITELY DON'T

—WILL =~ _WIIL = WILL NOT _WILL NOT Rk
ROIRTE
—  Thelnited States. &1 2 3 4 9
—  Mexico » 2 2 3 4 9
— Canada .. ....: 1 2 3 4 9
— Burope . . . . . . > 2 2 3 4 9
—  Al) Other Areas..? 1 2 3 4 9

Tourism Canada
1989 USA Ad Tracking Study
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8a) How many gity trips have you taken in the last tam (2) years? .
(BEAD 1IST)
ran?......... 1
1-2 trips ...2
3 or xore. ...3
DK/NS........ 9

8b) wat do ym think is the lixelincod oOf ycu-zou_vga;;;;aLm,pmL
pleasure i N the next two (2) years? Would you say you . . .

Definitely Will .. ... 1
Probably will ... .. .. 2 |=—> KSK Q. 8c

Probably will not . . . 3
Definitely will not 4

8c) How likely would you be to make this gity trip in the nllowing places?

BEAD COUNTRY NAME_THRN LIKELINOOD SCALE
CEFINTITELY PROBARLY PROBARLY DEFINITELY DON'T
wllo 129004 WILL NOT  _WILT NOT X%
BOIATE
_  The United States.a 1 2 3 4 9
— Mexico. . . ... & 1 2 3 4 9
—  Canada . cl 2 3 4 9
—  EBurocpe | 1 2 3 4 9
— Al other Areas. .1 2 3 4 9

Touri sm Canada
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9a)mm:m:gofp1nsmtn;smvmanymmm have you
taken i N the last two (2) years?> (READ LIST)

Ncne" I
1-2 trips ...2
3 or more....3
DE/NS.ucounns 9

9b) What do you think is the likelihood of you making an ostdoors trip
for pleasure in the next two (2) years?
Would you say you . . . .

Definitely will 1

Probably will 2| = asK Q 9c
Probably Wi || not 3
Deflmtelyvmllmt4 —> e ™ Q 10a
DIN'T KNOW 9

(D0 NOT READ)

90  How likely would you be to make this gutdoor trip i N the following

pl aces?
READ CONTRY NAME THEN LIKELIHOOD SCALF

DEFINTTELY PROBARLY PROBARLY DEFINTTELY DOR‘T
ROTATE —WIIL = _WIILL  MIL N  WILL NOT _ROw
_  TheUnited states. al 2 3 4 9
—  Mexico 01 2 3 4 9
— Canada . . . . .. e 17 2 3 4 9
_ Boope . . ... . T 2 3 4 9
— A1l Other Areas. E2 2 3 4 9

10a) In the past pomth, do you remember hearing or seeing amy news, sports
orspecmwmm;sywasocmtemthapowmalmvel

destination?
YES ........... 1 —>ASK Q.10b
NO ... S
DON'T W 9 © T0O Q n

YES TO Q.10a, ASK:

lob) what is the first rows, sports or special event stary you can
recall? [RECORD FIRST MENTION ONLY)

10C) what travel destination do you associate with that SEOry?
[RECORD FIRST MENTION ONLY)

Tourism Canada
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1la) For which destination or place, if any, have you seen or heard amy
Tecent advertising relatad to travel or vacations? [RECORD FIRST

MENTION UNDER FIRST COLLMN AND ALL OTHERS UNTER

SECOND COLIMNY

11b) Which other advertising for travel ar vacation destinations do you
recall? [RECORD ALL OTHER FENTIONS UNCER SECOND COLIMN)

1la) 11b)
First Other
Meotion Mention
CANADR (General) . .................. (321 . .B.*.l
o Metr R 21
** Atlantic Provinces ... 03. .. ... ... 1
British colwmbia . . . ... ... ..... Meerrnn 7
gary oo B........ €
Manitaba .. ... 06 Cfa
Mot 07 vovanes <3 |
ontario ... 08 voevnnn [ |
New Brunswick ................. 09 ........ Lol
Newfourdlard . . ... ... ... .. .. ... 0 Do
Nova Scotia . . ....... . . . ... n........ 01
(P.E.1.) Prince Edward Island . 32 ..... ... £l
Quebec ... 13 ... ....! #l
Sakatchewan . . . . . ... ... L. YIS sl
WO, L.} 1
Voower L B......01
« ** Yukon/Northwest Territories . b 1
ALL OTHER AREAS[SPECIFY, . ... . .. ... .5 1
(General) ................... 31 ..... s 1
Alaska ... 2 ... 11
Arizona .. ... ... Bl
California .................... ... axl
Ol . . . BHoawl
Florida. . .................. 3 | I
Georgia . .. ... .. ..., ... T J1
Hawail . .. . . . B 71
m S £ I
Michigan ... ..., ... n....... rs
oY New Bnglamd 41 ....... £:
New York <(State) ,,,,,,,,,,,, 0. .91
NewYork (Gity) . 43 ... .. ... AL 3
B Moo A
*sssaNorthwest 5,01
Pennsylvania . .. ............... 6., .01
TEMESSEE . L L L L L 47..... .1
Virginia...................... 48 ... .1
Wisoconsh........ocooiiiiiil. 49 L |
ALL OTHER AREAS [SPECTFY| cevceeevesns R Y
MEXIOD ...t €l ....... év g
CARIEEEAN (including Bahamas, Bermxda
Jamaica) . cvereees 62 ....... o1
BROFE 1vvvvenee 63 vernen. ]
AUSTRALIA/NEW ZEAIAND . . . . . . . . . . . . .. 64 vurens A
SUBMERIGR . . . . o v v 65 M1
MUOBERAREAS . . . . v v v v o e e 97 ... A
NOHE/NO OTHERS . . . . . i, 96 vnv b 1
DON'T KNOW/NOT STATED .. ............ 9 o A? 1

o Alam3 - INCIUDES ALL MENTIONS OF CANADIAN ROCKIES, BANFF, LAKE LOUISE.

w YUKDN/NORTHWEST TERRITORIES = INCIUDES: ARCTIC, NORTHERN CANADA.

® P’ ENGIAND - INCIUDES: MASSACHUSETTS, NEW HAMPSHIRE, VERMONT, RHOX
ISIAND, MAINE, CONNECTICUT.

¢ 0000 NORTHWEST U.S.3. = INCIUDES: OREGON, WASHINGTON STATE, UTIAH, SEATTLE,

IDAHO, MONTANA.

Tourism Canada
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32. Next, I would like to read you a short list of statements that could
be made about Canads as a2 place to travel to for a pleasure vacatjon. -~ == -7
Please tell me how strongly you agree or disagree with each statement.

STRONGLY MODERATE NEITHER

| [REPEAT SCALE IF NECESSARY)

MODERATE STRONGLY DK/

AGREE AGREE AGREE NOR DISAGREE DISAGREE NS

ACanada has cultural
diversity 1
X Canada is exciting 1
~_Canada is good for a
touring type of trip 1
=z Canada has a friendly,
welcaming feeling 1
& canadian towns and cities
are uninteresting 1

f canada’s climate is
suitable for a wide range
of summer activities b

5 Canada is noted for
its history 1
¥ Canada has a foreign
flavour 1

__Canada has first class
night life 1

2 _Canada is playful 1

& Canada’s main attractions are
too far away to visit 1

b _Canada has a good
variety of accammxation 1

¢ Canada is not distinctly
different fram the
United States 1

L _Canada provides good value
for your vacation dollar 1

Z_Canada does not have a good
variety of restaurants 121

¥ canada has the type of
pecple I can relate to 1

$ canada‘’s regions each have
a different personality 1
(Aways Canada is a popular

" last)  destinatien to
visit 1

4 5 9
4 5 9
4 5 9
4 5 9
4 5 9
4 5 9
4 5 9
4 5 9
4 5 9
4 5 9
4 5 9
4 5 9
4 5 9
4 5 9
4 5 9
4 5 9
4 5 9

Tou r§ sm Cana d a °
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13. Compared tO other possible destinations you could visit in the next two years,
has Canada became more popular, less popular or stayed the same as a place to
go for a... [READ LIST SIARTING WITH TICX)

yCIty Trip ..o 4.1, 2. 3. .. 9
E ) Touring Trip .............. |- 2 . 3o 9
() ouaor ‘hip............... | 2 3. 9

14. Finally, just a few questions so that we can classify your answer with the other
participants to oxr mirvey.

a) Have youever visited Canada on 2 pleasure trip?

Yes . . ... ..... 1 —> CONTINUE
... ] ———> ® 0 Q.14
b) IX "YES" TOQ O.l4a, ASK:
many TIMES_in the past three (3) vears ha isited on
masure tr|pe? ve You visi Canada a
IDES
0 v, 0-
1o 1
% .......... % — e ™ Q 15
s T
4 4
5CRwr. .. .. 5-
i c) » "

Yes ... .. 1 —> CONTINUE
....... > G0 T0 Q.19
15b) Was the advertisement abort travelling tO or vacaticning IN Canada?
Yes ... .............. 1 => CONTINUE
No ....... ... 2 > GO TO Q.19a

15c) where di d you see Of hear this advertising? Did you see OF hear it...
[ROTATE FRM TICK START]

Xes No DE/ANS
0 ONTEEVISION ............... $....01 ..., 20 9
() GNRADIO . ..ot T, 20 9
O TN NEWSPAPERS . . .. ..o o . 1 2. ... 9
() IN MAGAZINES ................ . 2. ... .. 9

Tourism Canada
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16a)

16b)

16c)

17a)

17b)

17¢c)

17d)

-11-
AlL ERMRMTEERING TELEVISION ADC AT Q,15¢

Culd you please tell me what you particularly remember about the
television ad which-you remember most? {PROEE FULLY) — "~ = =~ 7~

what else doyou recall from these ads? [FROEE FULLY]

wat dO you recall wereyour thoughts and feelings onseeing these
advertisements for tourisnto Canada? [PROEE FULLY)

DY WV

As far as you can remerber, who was the sponsor of the advertising for
Canada? [DO NOT READ LIST]

Mromd, . ............. 1
Tourist Canada ........... 2
Goverrmentt of Ontario . . . . 3

Other [SPECIFY!

Do you remecber the slogan or theme phrase which was used to identify
Canada in the advertisements?

Yes . . .. ... ... 1 —> ASK Q.17¢c
No ........... 2 — % | D .17
IK/NS ........ 9

ALL SAYING "YES" AT O, 17b

“Canada - The World -- . . . . . . 1~ > GO TO Q.18
*The World Next Door™ . . ... ... ....... 2 -
Other [SPECIFY) — ——

-—> ASK @.17d
DK/NS .. 99-

Do you remember it now?

. 1
No ........... 2 .
KNS . ....... 9 Tourism Canada

1989 USA Ad Tracking Study
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18a)

i1gb)

18c)

lad)

18e)

-12 -

ALL RESTONDENTS SEEING ANY ADVERTISING
Did yu & wything as a result uf Weeing these Bavertisenents? Did you. T
—— T oA e L e
Make any Tew plang to travel to thnada in the next 12 nx:Tst’
Yes ... ....... 1 GO TO Q.18c
NO vt 2 ——> ASK Q.18b
IK/NS ........ 9
Did you consider the idea of travelling to Canada?
Yes . ......... 1 > TOQ 18
No ........... 2 ‘> ASK Q.19
K/NS ... ... 9
Did you lock i Nt O obtaining more information about travelling to Canads?
Yes . . ... 1 > 60 T0 Q 183
N ........... 2 ‘> ASK ¢@.20
DK/NS ... .....
IF "ves" AT O 8¢
Did ym have any problens f imding CUt where 0 abtain were i nformation. .
about travelling to Canada?
Yes ..., 1 — SPECTIFY -
—> CONTINUE
No ........... 2
DK/NS ... ... 9
Where did you go to get the information? [READ LIST)
Xes No S
#Ddyucall an 800 mpe?. .. ... ... ... .. .. oo Do 9
BDdymgothtraveI agent? . ... ... ... .. ... 2.0, 9
¢t Did you send sy for further informatien? . . 1 ....... 2. ... 9
Or  did you do samething else? [SPECIFY)
D —_
sqap 0 Q20

Touri sm Canada
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19a)

19b)

20.

-23-

ALL NOT HAVING SEEN ANY ADVERTISING AT ALL [AT Q.15

Recently, there were scme television, magazine and newspaper advertisements
on tourisn to Canada which uses a theme slogan or phrase.—Po-you remecber -
what the slogan was? [DO NOT READ LIST)

*Canada - The World Next Door” ...... l-
*The World Next DOOr™ ..eeeeveccccers 2 =

> GO TO Q.20

Other (SPECIFY|

-—> ASK Q.1% —

ALL NOT REMEMEERING THE SLOGAN AT Q.192
Actually, theslogan WAS "CANADA - THE WORLD NEXT DOCR",
Now, 40 yoy, recall hearing OF seeing this phrase Of slogan in any recent

Yes ..., ... 1
NO oo 2
ASK IVERYONE:

Actually, there were two recent television ada which used the thewe slogan,
"CANADA, THE WORLD NEXT DOOR™

[READ FRCM TICK START)

[TRAFEZE Al

One ad showed scenes Of a carved Imdian MASK, red-coated SOl di ers firing
muskets, people rock clirbing and hor seback riding, a woman diving of f a
cliff, a leaping basenall player, neon |ights in a city, a hotel in the
mountains and a roller coaster.

Do you remember seeing this ad?

Yes .. ..... 1
N ........ 2
b 9

(Rote0 AD)

One ad showed scenes Of a little girl pla%'in;mstzps,avaurfall, le
playing polo, a pole vaulter, buses touring [he comtryside, an opera ball,
a rodec cowboy, A Scottish band, and a foreign locking church.

Do you remember seeing this ad?

- S 1
No ........ 2
h O 98 9

Tourism Canada
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21, which Of these age catexries wauld you belong to?

25-29 . . . .. 1
30-34 . . . .. 2
35-39 . . ... 3
40 - 44 . . . .. 4
45-49 ... .. 5
5054 . . . .. 6
60-64 . . . . . 8
65+ ........ 9
KNS, ... .. .. 99

22. which Of these income categories includes your total household incame?

S25,000 T0OS29,999 . .............. 1
$30,000 TOS34,999 . .............. 2
§ 35,000 T©S39,999 . .............. 3
S 40,000T0OS44999 . .............. 4
s 45,000 TO$49,999 ............... 5
S50,000T0S54999 . .............. 6
§55,000 TOS59,999 .. ............. 7
S 60,000 TO $64,99%9............... 8
S65,000 ANDOVER . . ............... 9
DEK/NS. . ... 99

23. Wnat is the highest level of schooling that you have abtained?

1ESS THAN HIGH SGHOL....cvv . ol
CMPLETED HIGH -L.. . 2
FOST SECONDARY TECHNICAL. .. ... .. 3
STARTED COLLEGE/UNIVERSTTY...... 4

24. Ax finally, would you please tell me your zip code rumber?

Confirm Respandent’s Phane §
Interviewser Pane $: ()
Date

Edited by

Coded by
Cxding Edited by

THANK YOU VERY MOCH FOR YOUR TIME AND COOPERATION
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