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1. INTRODUCTION

Canada has much to offer the world as a primary destination for a pleasure

trip. In ‘1986,  the Canadian government-initiated a“ strategy to communicate -

this message to selected target markets, within the United States. With the
input of Camp Associates Advertising Ltd., a multi-media advertising
campaign was launched south of the border, in the Spring of 1986, with the
intention of attracting more U.S.A. visitors to Canada. This campaign was
titled “Canada, the World Next Door” and has recently completed its fourth
year of execution.

The Angus Reid Group (formerly Hutchinson-Reid Ltd.) has been
commissioned since the Spring of 1986, to conduct prc and post advertising
stud ies to assist in evaluating the campaign’s effectiveness. This report
describes the 1989 survey results and presents highlights of key measures
from all four years of advertising tracking.

The communications strategy has undergone changes with regard to creative
and media components since its inception in 1986. From March 3 to May 12,
1986, the Tourism Canada campaign consisted of three different television
ads (each promoting a different perspective of Canada), twelve double-page
magazine ads (each promoting a regional image whi]c maintaining  a common
theme), several CO-OP newspaper ads as well as radio advertisements and
public relations activities.  1n August, 1986, two of the three television ads
were rebroadcast. in 1987, the successful “Canada, the World Next Door”

campaign was maintained 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
1989 USA Ad Track i ng Study
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In 1988, the telc~~s~on  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 cmphasis

to touring, foreign flavour  and exciting city dimensions. Media scheduling

also differed from previous years in two major ways:

● there was a media flight to coincide with the Calgary

Olympics in February, 1988; and
● the print schcdulc was extended for six weeks after the cnd

of the T.V. flight.

1989 saw no changes in the crcativc  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 cnd of the T.V. flight.

Consistent with Tourism Canada’s original commitment to evaluation

research, there was a need to dctcrminc  the impact of the advertising on
American’s intention to vacation in Canada. To realize this objective, the

Angus Reid Group, for the fourth consecutive year, was commissioned to
design and implcmcnt 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 aw’arencss and recall of the advertising.

The report concludes with an Appendix, which contains a Technical

Appendix and the 1989 post-questionnaire.

Touri sm Canada
1989 USA Ad Track i ng Study
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2. 42EWXEE ‘“” ““”-””

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 rcmaincd  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.

As in 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.

Touri sm Canada
1989 USA Ad Tracking Study
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3. ~ETHODOLOG  }’

The research methodology used to track the “World Next door” campaign 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 ~’hich

changes in the intra  and post-campaign data could be measured. As well, the
prc-campaign  interviews were used to measure existing media “noise” ICVCIS.

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

a pre-post test basis. This methodology produced some interesting and useful

information, and was incorporated into the 1989 study. Subsequent to the

intra-campaign,  too 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] lccted at the pre-test stage, with a similar  number conducted af tcr

the television  campaign and after the print campaign. This represents 400

inter view’s per w’a ve per city. During the television campaign, 25 interview’s

pcr week (7 weeks) pcr city were collcctcd  for a total of 700 interviews.

The pre-w’ave  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
1989 USA Ad Track i ng Study
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hmc of the Ad crtlsmgt . .
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Spontaneous awareness of Canada showed no incrcasc  in 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.

Touri sm Canada
1989 USA Ad Track i nq Study
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Wrililie=@  there was a dcclinc  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 Prc 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 prc 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
~f)on I!c R nA TV> FL { mm c + ,, A ,t
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W-”~ areness ”and Recall of the Advcr~-— ------. .

Awareness of advertising for Canada was at its lowest point ever in
February 1989. During the “Prc” wave, only 48% of respondents
indicated on a prompted basis that they were aware of any
advertising for Canada.

In the Post-waves of all years (1986, ’87, ’88 and 1989) prompted
advertising has maintained a consistent level of around 60%.

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

Spontaneous awareness of advertising for Canada peaked in the last
week of April 1989. 1n the last week of May, 1989, spontaneous
awareness of advertising for Europe was equal to that of Canada.

Total aided recall of the tw’o executions was slightly higher in 1989
than in 1988.

In 1989, as in 1988, Trapeze was recalled significantly  more often, on
an aided basis, than Rodeo.

When the TV flight was finished, recall of print advertising increased.
When the print campaign ended, recall of TV rebounded.

Recall of the slogan continued to

basis in 1989. Spontaneous recall
wave in both 1989 and 1988.

increase on a spontaneous and aided

declined slightly in the Post Print

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.

i.:

— ——

Touri sm Canada
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23. Ne~ative’th;ughts  about TV ads also increased significantly  in 1989

and most of the increase in negative thoughts were of executional
issues.

24. Negative thoughts on the magazine ads increased slightly in 1989,

compared to 1988, whereas negative thoughts about the newspaper ads

decreased slightly (neither of these changes were significant).

25. In 1986, multivariate  analysis showed Canada’s image indicated each

of the three TV ads were driving  a number of different image issues.
ln 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.”.

—
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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 significant  impact 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

possible.

Nevertheless, after advertising, there has been an average 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

most successful in this regard, when comparing survey results over the past
four years.

There have been improvements over the years which, apparently, has gone

some measure in “squeezing 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 also identified the relative importance lifl~e =qucncy and
— . . .

variety of trips a travcller  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. NonethcIess,  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.

Touri sm Canada
1989 USA Ad Tracking Study
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6. }IAIN FINDING$

A. ]mDact 0f the Ad vertising

1

In this report, impact of the Tourism Canada advertising is compared 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) SDontaneous Awareness of Ca nada

Overall, spontaneous awareness of Canada as a vacation destination did not

show a significant increase after the advertising campaign in 1989. Unlike

growth patterns in previous years, where on a pre-to-post  bask awareness

levels rose 7 and 8 percentage points (1986 and 1988), awareness levels in

1989 saw a 2% rise in the post T.V. measure slipping  1% in the posl-print

measure. (Table #l)

Not only did post levels of awareness not show an increase in 1989 but, in
fact, post levels reached their lowest point ever since tracking began in 1986.

This finding is consistent with the downward trend in post-T.V.  measure for
spontaneous awareness of Canada since 1986 (from 38% - Sept. ’86 to 379i -
July ’87 to 35% - May ’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

television 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.

1
I Touri sm Canada

1989 USA Ad Tracking Study
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Spontaneous awareness of Canada %Y trip type has shown significant changes

over the past four years. For example, in February 1986 the trip type least
associated with Canada was consistent throughout all four years of the stud}’.
In post measures from 1986 to 1988 city trips have increased in mentions
each year reaching its highest 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/July measures. (Table $#2)

In February, 1986 the trip type most C1OSC1Y associated with Canada was a
touring trip achieving a 16% lCVCI 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 ificant decrcasc in awareness to its Iowcst ICVC1 ever.

Mentions of Canada for an outdoor trip incrcascd  most significantly after
the first year of advertising in 1986. Over that first year, mentions of
Canada almost doubled. Similar to touring trips, mentions for outdoor trips
increased from pre to post advertising measures. This, however, was not true

for 1986. From 1988 to 1989 there uras no significant change in spontaneous
awareness 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

C1OSC1Y  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 dccrcascd to pre levels or lower

after the print campaign was conc]udcd.

When compared to 1988 results, the diffcrcncc in prc to post share of total

trip type mentions in 1989 is relatively uneventful. Before the advertising in

February 1988, the Iargcst share of mentions for Canada came from outdoors

trips. By July, 1988 the Iargcst share of mentions for Canada came from cit)’

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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(ii) Likelihood  of Y & & & f & d a
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Overall, the likelihood of visiting  Canada (amongst likely travcllers  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

Iikely to visit Canada was higher after the campaign than before the
advertising. In February, 1988 the proportion of travcllcrs stating their

intention  to visit Canada rcachcd a percentage equivalent to post-levels of all

four years (1986-1989). This anomaly in the data can possibly bc explained
away by th,c 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 rcsuIt. That is, all
post measures indicate a greater proportion of tra vcllers definitely likely  to

travel to Canada than is found in the prc measures of the same year. It may

bc concluded then that exposure of travcllcrs  to the advertising is effective

in inf 1 ucncing 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. (Tab]c #5)

W’hilc the proportion of travellcrs  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 travellcr  coming to Canada for a

city trip was highest overall 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

bc 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 MENTIONS
30

20

10

PRE TEST
nu

A POST ‘mm
A -A=

----------------------
---- -“- ---

---------------------
7A

I 1 1 I
I-i I 1 I I

SOURCE”

“

FEB ’86 JUNE ’86 FEE ’87 JUNE ’87 FEB ’88 JUNE ’88 FEB ’89 JUNE

INTERVIEW SCHEDUIAE

Angus Reid Group
U.S. A. Ad Campaign

IVOTE’ All Respondents Definitely

October, 1989
At Least One Trip Type

’89

Likely To Take
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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 level of travel likelihood found in May, 1986. (Table #6)

Similar to Canada, the likelihood of travel to Europe for an outdoor trip also
increased in 1989 continuing the general upward trend as measured on a
post-advertising basis. With the exception of May 1986, levels of likelihood
recorded for travel to Europe and Canada for a touring trip are very close.
In 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 “~~...
popular or remained the samc”~.411. -t.hgg._ttp--.-L.,  . . . . . . -.. ‘- - :...-— —.. . . .- —- . .,
types) when compared to other possible destinations they could visit. Canada
gained popularity 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 N’ew York a n d Boston. The advertising appears to
have had very little impact in the Chicago market on this measure 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.

iii) Ca na da’s 1ma Ee as a Vacation Destination

There has been a significant  improvement in Canada’s image as a vacation

destination since the advertising tracking exercise began in 1986. All image

attributes measured in the study have registered an increase since February

of that year (Table #l O & # 11 ). The most significant improvements have

been seen in the following attributes:

● Interesting Cities
* Exciting
● Pla yf u]
● Nightlife
● Different from U.S.

1n 1989, the only key image attribute that continued to increase was

“interesting cities” (Table #l 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 i ng Study
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In 1989, the image attribute “different from ~. . . , . . . -— .<.
each wave) from 1988 levels. Howeve”ri  the lmme~lat”e-impa”ct-ol  “-the “-”’-=’=”-’-–-
advcrtising  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 all 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 lrip.  There were no significant decreases on any image dimensions
w-h 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 impacted Bostonians’ image of Canada being playful (4590 to
5290) and having first class nightlife (39Y0 to 49%). Conversely a significant
decrease was measured on the dimensions of Canada being different from

the U.S. (41% to 34%) although this corrected itself in the post print measure,

having a warm friendly feeling (67% to 57%) and being exciting (68% to

62’%).

Chicago results were similar to 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/o

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%).

Touri sm Canada
1989 USA Ad Track i na Studv
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Of the set of eighteen image attributes, two 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 prc to post 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.

Touri sm Canada
1989 USA Ad Tracking Study
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B. w rcne nb~
., ‘- -

i) h wareness of Ad vertjsjng

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.

Levels of prompted awareness have never been as high as they were during
Expo ’86 (May ’86) and the Calgary Olympics (Feb. ’88) once again
confirming the impact of special events on awareness levels. Awareness of

advertising for Canada w“as 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-
w’a ves of al 1 four years ( 1986-89) prompted awareness of advertising has

remained constant at the 60% level (Table #l 4).

After the advertising campaign in 1989 (post TV/post print) respondents in

New York had significantly lower levels  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

all 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 1 na Study
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—
Whei ~11 four cities wcreiobbined  the da~ indjcated  that levels of
prorn~kd advertising awar~nesiti:crcased  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 67Y0
in 1989.

In 1989 gluring  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
awareness”. lt identifies on an unaided basis, the impact of Canada’s
advertising in relation to other tourism advertising campaigns being
conducted at the same time.

Overall spontaneous awareness for tourism to Canada increased during the
campaign from a level of 17% in week 1 to a peak of 41 % about two-thirds of
the way into the campaign. W’ith the exception of week 1, the level of

spontaneous awareness for Canada was higher during the campaign than the
level of awareness for any other single location. lt should be noted at this
point that Canadian figures include mentions for provincial and city
campaigns (Table *16).

Nevertheless, 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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Rcspondcnts  who indicated they had seen recent advertising for Canada —-
( p r o m p t e d  a w a r e n e s s )  wcrcthcn askcdtorccallwherc  thcadhadbeen  sm. “-;

In 1989, recall ICVCIS of T.V. ads incrcascd  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

dccrcascd  from pre-measure ICVCIS  and rebounded at the post-TV phase. At
the post-print measure wc scc the ICVCI of print media awareness decreasing

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

incrcascs  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 incrcasc  of 12% in all

showed an increase in awareness of

With regard to print media, in both

markets cxccpt Chicago which only
1%.

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.

Towards the cnd 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 rccallcd  seeing each ad. This question was asked

after both the TV campaign and the print campaign in 1989. A similar

question 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

ICVCI ever. Recall 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 slightly ICSS, between 32% and 4396, whereas the New World ad (shown

lCSS frequently that year) ranged between 16% and 25%. In 1986 the data

suggests the campaign was effective and particularly memorable to most

respondents.

Touri sm Canada
1989 USA Ad Track i ng Study
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J-Jo wcver. in 198 7. when 30-second co mmercials were introduced. the a ided

xca 11 of ~cc if ic ads dromcd  S i En if icantl y. Recall showed a similar pattern

in each city when compared to 1986, with New York being the most difficult

to impact. However, in 1987, recall of the “New World” ad decreased less

significantly than recall of the “Wild World” ad. The gap between recall
levels 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  less in all
four cities in the May (Post-TV) interview wave than in the July (Post-Print)
interview wave. This “recall lag effect”, even with the smaller samples in
each wave per city, is statistically significant  and quite pronounced. (Table
* 18)

Aided recall of the campaign in Jul}’, 1988 was significantly higher than in
July 1987, and comparable with recall of any two advertisements from Ma>”
1986. In 1988, the “Trapeze” execution was recalled approximately 20-30%
more frequently overall than the “Rodeo” execution. However, the growth in

recall between May and July 1988 w’as 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/July 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 &as 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 the}

recalled advertising using this slogan. This “aided recall”, together with

“spontaneous recall” is termed “total recall”.

Touri sm Canada
1989 USA Ad Tracking Study
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Ovcrall  spontaneous and ai@d r-~all of the slogan increased significantly in
1989. The most notable i-~rease-was  found in spontaneous recall where the. . . .
post-print level has double~”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)

ii) Thou~hts and Fec )ings on the Adverw

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 also 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
w’as 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 Icvcls 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 increasihgl~  recalling more about cxecutional  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 slightly (neither of

these changes were significant). (Table #22)

Touri sm Canada
1989 USA Ad Tracking Study
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APPENDIX
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1. Xhe SamDle

* - , A-total ‘of 5,500 telephone interviews were-’complctcd  in the

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

Jntcrviewcrs

1. February 1989 (PRE)

2. March-June 1989 (INTRA)

3. June 1989 (POST TV)
4, Ju]y 1989 (POST PRINT)

1,600
700

1,600

1,600

* interviews conducted in four cities:

● Boston
* New York
● Chicago
● San Francisco/Oakland 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.

c) At least one night sport in commercial accommodations,

or where commercial transportation was taken.

d) With household income of $25,000 or more.

e) Selected within households using “birthday method”

* 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.

Touri sm Canada
1989 USA Ad Track i no Studv
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2. Sa mvl in~ Po ints

The interviewing was completed in the following towns and cities:
.

NEw YORK C“ITY:

$0sTON:

CHICAGO:

●

●

●

●

●

●

●

●

☛

●

●

—.—. .————-.  .-. —----  ——--.———— — .-—

Metropolitan New York City

Westchester County
Putnam County
Bergen county

Nassau County

Metropolitan Boston

West Suburbia

South Suburbia

North Suburbia

Metropolitan Chicago ●  Dearfield

●

●

●

●

●

●

●

☛

~A~ FRANCISCO: ●

●

Napierville
Lincoln shire
Morton Grove
Norchbrook
Parkridge

RiverWood
Rosemount
Wincttka
Bannockburn

City of San Francisco
city of Oakland

● Des Plains
* Fort Sheridan

● Glen View
* Golf
● Highland Park
* Highwood
●  Kenilworth
● Lake Bluff
● Lake Forest

Touri sm Canada
1989 USA Ad Tracking Study
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3. Sa mDlin~ Met hod

The originally pulled sample (prc-Spring  1986) of telephone numbers was
used as the primary source of numbers. The original sampling was conducted

in the following manne~:

a)

b)

c)

d)

e)

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 cnd was increased by one.

The same modified random digit telephone list was used in

subsequent waves with the third digit from the cnd being

increased by

4. The Questionnaire

* Respondents

one.

screened for pleasure trip, accommodation,
income, member of household.

* Awareness (spontaneous) of three locations for three trip types:
. touring trips
- city trips
. outdoor trips

● Travel

● Travel

history last 2 years (by trip type).

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 nq Studv
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● Comparative popularity of Canada as a vacation destination

(by trip typ~, . . . . . --

● History oftravel to Canada.

● Awareness of advertising about tourism of Canada.

* Spontaneous ad media recall.

● Demographics.

OuESTIONNAIRE [INTRA AND POST1

Questionnaire (lntra and Post]

● TV ad content recall (Post TV).

* NeWspapcr/magaZine ad content

● Recall of thoughts and feelings.

* Aided TV recall.

recall (Post Print)c

● Slogan recall and sponsor recognition.

* Information sources and usefulness.

$

Touri  sm Canada
1989 USA Ad Track i ng Study



5. Fieldwork

● Dates of fieldwork for each wave were as follows:

~-E) -----
—-—.  .. —

—.

1.
— . .—. “. “. : . ‘- - -

.

2. (INTRA)  -

3. (POST TV) -

4. (POST PRINT) -

1,600 in the two weeks prior to start of

advertising (February 13-28)

100 per week x 7 weeks during TV
advertising (March 20-27, March 28-

April 3, April 17-24, April 25-May 1,
May IS-22, May 23-29, May 30-June 5)

1,600 in two weeks following completion

of TV advertising (June 6-20)

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.

I

* Interviewing was conducted in central office locations in New York

and San Francisco. Angus Reid Group executives were present at

initial briefing sessions.

I
(

.—
Touri srn Canada
1989 LISA Ad Tracking Study



6. call Record D~. .

The disposition of calls has been summarized across all four waves of

interviewing for the total U.S. market (including Ncw York, Boston,

Chicago, San Francisco/Oakland).

)JU mber
Total Dialings 116,141

Busy/no answer 45,592

Business numbers 4,433

Disconnected 14,978

Language/hearing 2,117

Respondent not available 10,659

Refusal 23,674

AVAILABLE TO BE

INTERVIEWED [14,688]

Termination at:

Q.la  Pleasure Trip/Age 7,029

Q.lb  Accomm./Transp. 1,164

Q.2 Income 98?

Completes 5,513

Percent of

Total Ca 511

100.0

39.2
3.8

12.8
1.8
9.1

‘20.3

Percent of

Available

.

.

.

.

.

.

INCIDENCE . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . ..>

7. Da ta Analvsis

6.0
1.0
1.0

5.0

[of 14,688]

47.9

8.0

6.6

37.5

37.5

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.

1
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(7-355-13)

Hello, I’m f=
resard -7. We ara wrducting a major

, a professional n-ar};e:
survey cm Vaation travel a.. your

hcnxAhcld has bee,, selectedtobe~ of the mseardI. The “
last a few “

l.nte.wie~  will  o.nl>!
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l a )

lb)

2.
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4b) WA is the ~ pla~ that ~ to mi.rd?

4c) khat k the third plaoe that ~ t o  m i d ?

uNITmsmirEs . . . . .

mxIcD . . . . . .

DJmPE . . . . . . . .

c4mnk (GENERAL) . . .

Calgaxy . . . . . . .

Halifax . . . . . . .

Mmtxta . . . . . . .

~. . . . . . .

Ottawa . . . . . . .

- city . . . . .
Winnipeg . . . . . . .

v~er  . . . . . .

C3rnda other. . . . .

AILcmim ARIM . . . . . .

~’T - . . . . . .

1

2

3

4

5

6

7

8

9

10

11

12

13

14

99

(m)

1

2

3

4

5

6

7

8

9

10

11

12

13

14

99

(Q=)_

&ntion

1

2

3

4

5

6

7

8

9

10

11

12

13

14

99
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>) What ia tbe rext plaoe tbat ~ to mhd?

5c) Mhat k tba thi2d pla= tbat ~ ts Qhd?

(m) (m)
F-.

uNITms-JxEs . . . . .

mm . . . . . .

DJFOPE . . . . . . . .

mm (G?imJLL . . .)

Atlantic PrwvG*

. . . . . . .

Ontcio . . . . . .

WIJ-ia . . . . .

Sskawhawm . . .

Albai’i’**  . . . . .

Britisb Crdurbia. .

--@*’ . .

A.lLcmm ARD& . . . . . .

13W’T -’ . . . . .

1

2

3

4

5

6

7

8

9

10

11

12

13

99

1

2

3

4

5

6

7

8

9

10

11

12

u

99

(L?=)
mxd

1

2

3

4

5

6

7

8

9

10

11

32

x!

99

● Atlantic PZIYV* imluie: Nova -a, W Bnmsid,  kin=
mm Islam, Nsffwrdlard

● * Irddas mndian Ibckies
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6a) Phase “tii” &-& f&t placae that b =-& f=” a ‘a.p -iibaz— .. -
Wi=v~ ~...

~. rmat k“ a trip in a mtural ar9auMn?

4b) mat is tba rmct pla tbat ~ to miJd?

4C) what is * tMnl place that ~ to XliJx5?

(@J) (m)
Fkt

uNrIm~ . . . . .

mm . . . . . . . . .

EUPQPE . . . . . . . .

c4mn4 (GmFRAL) . . .

AtJintic  Rwv-*

. . . . . . .

Cmtario . . . . . .

Wnitcba . . . . .

Saskatdlelmn  . . .

Alberta ● *. . . . .

Rritish Cblu&ia. .

Yub@rctits** .  .

Aucmml ARE?s . . . .

~’T W . . . . .

● Atltic

● * Imlutes

● ** =*

1

2

3

4

5

6

7

B

9

10

11

3.2

13

99
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4
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8
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7a)

7b)

7C)

. . . . . . . . . 1

1-2 trip ...2
3 or m... .3

. . . . . . . . 9

what do ya think is tha likalihaxl  of ym makiq a ~‘ for
pleasalra in tha naxt - (2) yearn?
Wculd yaI Wy P . . . .

Dafi.nitaly  will . . . . . .1
Probably will. .......2 I —> MKQ. 7C

Fmdxibly  will rwt. ...3
Definitely will XJt. .4

~’T M. ..........9
(m m FWD)

> G3TQQ.8a

‘n-m? Unitd  states. & 1 2 3 4 9—

?kXiCX) . . . . . .B 1 2 3 4 9—

Qilzlda .. ....: 1 2 3 4 9—

-. . . . . .> 1 2 3 4 9—

Au other -. .C 1 2 3 4 9—

Tourism Canada
1989 USA Ad Tracking Study



I
I

&)

8b)

8C)

-6-

l’kY-”many~ lmvaycru  takanintk@ss t a m  (2)P? .
mEAuLsr) .-.

—-— — — ..——. .——— -
ram? . . . . . . . . . 1

1-2 trip6  ...2
39r ~. ...3

. . . . . . . . 9

kbat do yw think k the likelibd  of yw makirq a ~tv tril? fsx
QuaarE in Uu3 m em (2) ~? Wmld ~ -y yw . . .  .

DafMtAy will . . . . . 1
Rc&bly til . . . . . . . 2

PnJbably will m . . . 3
12efi.nita.ly ml m 4

E3?’T Nul’ . . . . . . . . . . . 9

‘> ~ Q. 8C

U) TO Q. 9a

m.da . . . . . .C 1— 2 3 4 9

— - . . . . . .~ 1 2 3 4 9

All Omer Areas. .s 1— 2 3 4 9

Touri sm Canada
1989 USA Ad Track i ng Study
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- 7 -

[

,

.

9 a )  New, U&king of pl ~, b? many&airi ““; M4i&&2s - k“-”
- in UE 1- Wo (2) yeax-5?---- (EEuu&S)——

. &“ ,. .2:.: --l-=.. . . . . . . .._-:. . “ - . . .. . . . . . . . .

1-2 trip5 ...2
3 or -....3

. . . . . . . . 9

D2finimy w i l l  1
Prdaably  w i l l 2 I —> ASK Q. 9C

I?r&Jably will Mt 3
Definitely will rDt 4 —> ~ lU Q. 10a

DX’T W 9
(m m READ)

9C) lick” ltiy @d yCXJ be to make thiS ~CDr tr& in A folh’iq
places?

IEnmmLY FmEA!3!.Y HaEABu ~WIZLY D3:’T
hTLL hm.L !iILL@z~&~”

m-be unitEd states. A 1— 2 3 4 9

Mexim . . . . . .0 1 2 3 4 9—

Qlnada . . . . . .C  -- l– 2 3 4 9—

Au ti” Areas. .E 1 2 3 4 9—

m . . . . . . . . . . . 1 —> XX Q.lC)b
w . . . . . . . . . . . . 2
EN’T FWX . . . . 9

—> Q3 TO Q. U

YES m o.lo& x’%..

lob) mat is tlw fimt rows, qmrks or fpdal @=--=YFJ-
-1? [~ ITFm mm CraY]

10C) mat trawl  destlna‘ tim & p ~iate  with that story?
p?ImRo n3wr ME3?lIm CNLY]

——

Touri sm Canada
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1
I..-

—. -..
u) Md C7uMFr ~ing  fo r  travel a Vaultial

*I? [SfEum
&stinatia-ls & ym

Xn.1 mm FE??IIUG m SBxND tmIJMN]

Ua) m)
First

J2wLE  (~) . . . . . . . . . . . . . . . . . . . 01 . . . . . . . .? 1
● ~ . . . . . . . . . . . . . . . . . . . . . . . 02 . . . . . . . . .B1

● * AElticRwb . . . . . . . . . . . . 03 . . . . . . . . . 1
British 031tmMa . . . . . . . . . . . . . . CM ....... .? I
Calgary . . . . . . . . . . . . . . . . . . . . . . . 05 . . . . . . . . .c1
Marimba . . . . . . . . . . . . . . . . . . . . . . . 06 F1. . . . . . . . .
~ . . . . . . . . . . . . . . . . . . . . . . 07 . . . . . . . . .
=io . . . . . . . . . . . . . . . . . . . . . . . 08 .......:;
Uaw~i& . . . . . . . . . . . . . . . . . 09 . . . . . . . .1.
Nekfalrdlad . . . . . . . . . . . . . . . . . . 10 ..... ..>. i
Ncwa SaJtia . . . . . . . . . . . . . . . . . . . 11 .. ......% 1
(P.E.I.)  Rimaa Eward I.alard . 32 ..... ...k 1
~ . . . . . . . . . . . . . . . . . . . . . . . . 13 ... .....q 1
-~ . . . . . . . . . . . . . . . . . . 14 .......t.  1
l’Q~ . . . . . . . . . . . . . . . . . . . . . . . 15 ... ....}. 1
v~ . . . . . . . . . . . . . . . . . . . . . 16 ... .....: 1

● ** ~o~ TerriWrias  . . . 17 . . . . . . . . . 1
u- m [sPEcln 1 .  . . .  .  . .  . . . . . .  . . . . 5  1

U&& (G===) . . . . . . . . . . . . . . . . . . . 31 ..... ...+ 1
Alaska . . . . . . . . . . . . . . . . . . . . . . . . 32 .... ....1 1
Arizona . . . . . . . . . . . . . . . . . . . . . . . 33 ... .....Q 1
California . . . . . . . . . . . . . . . . . . . . 34 ... .....K 1
Cnlorado  . . . . . . . . . . . . . . . . . . . . . . 35 ... .....w 1
Florida . . . . . . . . . . . . . . . . . . . . . . . 36 ... .....~ 1
-rgia . . . . . . . . . . . . . . . . . . . . . . . 37
?Waii .

.... ....Y 1
. . . . . . . . . . . . . . . . . . . . . . . 38 ..... ...? 1

m * . . . . . . . . . . . . . . . . . . . . . . 39 ..... ..E 1
Flti&ligan . . . . . . . . . . . . . . . . . . . . . . 40 . . . . . . . . .Ps 1

● *** * ~1~ . . . . . . . . . . . . . . . . . . . 41 .......~; 1
NawYork (State) . . . . . . . . . . . . . . 42 ... ....$? 1
W.York (City) AL 1. . . . . . . . . . . . . . . 43 . . . . . . . . .
~ . . . . . . . . . . . . . . . . . . . . . . . . 44 . . . . . . . . .N 1

•****)Jo~ . . . . . . . . . . . . . . . . . . . . . 45 ..... ..?; 1
Fmnsylwsnia . . . . . . . . . . . . . . . . . . 46 ..... ..;:  1
~ . . . . . . . . . . . . . . . . . . . . . 47 ..... ..f: 1
Vi.@nia . . . . . . . . . . . . . . . . . . . . . . 48 ...... .& 1
w-”In . . . . . . . . . . . . . . . . . . . . . 49 . . . . . . . . .h~ 1
Aul OIHDIA,RHS [~1 ................~f  ~

mm . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 61 .......~yl
uwKBEzw (JMhlc115iJg EShsmas, kriuA,

. . . . . . . . . . . . . . . . 62 .......&l
. . . . . . . . . . . . . . . . . . . . . . . . . . . . . 63 .......t+ 1

&2D.LAND . . . . . . . . . . . . . . 64 .......:?1
SWIHMERICA  . . . . . . . . . . . . . . . . . . . . . . 65 ..... ..f@l

A.um N?Ex . . . . . . . . . . . . . . . . . . . . 97 ....... A? 1
~~ . . . . . . . . . . . . . . . . . . . . . 9B .......@> 1

L?W’TIQW/?Wr  SI?ilm3 . . . . . . . . . . . . . . 99 . . . . . . . . .A? ]

.—

● AIam3 -3NcLIJmALLMENrmsckFc4NAom~, BwFF,xAxzLfxzSE.

● * * * P ’ EN=um-mmJEs:m=4msms,NE%’?HN’mnRz, ~T,RH53E
2sMND,PmmE,w’ulD3Tcur.

● ☛☛☛☛ U,s, A.-DJUUL7B:~’, wslmmrNsIATE,uAH,sEAnu,
IIMm,KNrANA.
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32.

1
i

-1

\

1

1

t h a t ““”””” ~.

1

1

1

I

.i

●

n i g h t  l i f e 1

2

2

2

2

2

2

2

2

2

2

2

2

2

2

2

2

2

2

3

3

3

3

3

3
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3
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4

4 “

4

4
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4

5

5

5

5

5
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5
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5

5
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5

DK/
Ns’

9

9

9

9

9

9

9

9

9

9

9

9

9

9

9

9
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- 10-

13. arIpam3  to Ottm2r pcdble dastinatius  P -d visit in th? - two y-,
hasmnada~ m pfxlar, lW ~ar cc Ctayd tk W aa a place to
go for a... ~ UST ~ Nlzli 72(X]

— — .  — .—— —
SWS!GZEUSSL?L!M

( ) city Trip ..................4.. 1 .......... 2 . . . . . . . . . . 3 . . . . . . 9
( ) ?ouring Trip .............. &. 1 . . . . . . . . . . 2 3. . . . . . . . . . . . . . . . 9
() ~r ‘hip . . . . . . . . . . . . . . . . . 1 . . . . . . . . . . 2 3. . . . . . . . . . . . . . . . 9

1 4 . Finally, just a few ~crs m that we can classify ywr
NciPm= to au auxvey.

ar6wer  with the oth~-

a ) Have ym mar visi~ ~ m a plaaaure *?
Y- . . . . . . . . . . 1 —> ~
No . . . . . . . . . . . 2 > ~ TO Q.14c

Iicwlhmy times jntbeo?stkee (3) W have yw vkitxd Canada  O n  a

pleasure trip?

o . . . . . . . . . . . . . 0-
1 . . . . . . . . . . . . .“ 1
2 . . . . . . . . . . . . . 2 —> ~ Xl Q. 15
3 . . . . . . . . . . . . . 3
4 . . . . . . . . . . . . . 4
5 CR FDP.E . . . . . 5 -

Have yw ever cxmaidered vkiithg Canada?

Yes . . . . . 1
No . . . . . . 2

I
15a) Have ym aaa any reoemt advertising  for Qmada?

I

I
I

Y= . . . . . . 1 —> ~
No . . . . . . . 2 > = K) Q.3.9a

15b) w the ~atu!t travalliq  to a Wlcatimiq in Cmada?

Y= . . . . . . . . . . . . . . . . . 1 —> ~
No . . . . . . . . . . . . . . . . . . 2 > ~ TO Q.19a
~“’T ~ . . . 9  ‘> ~

15c) Where did p aaa or bar thia ~i.rg? Did ycm aae or haar it...
[~ m TTcx SAru’]

() m IZID?ISI~ ............... $.... 1 2. . . . . . . . . . . . . . . 9
( ) m FADIo 1 2. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 9
() ~~~ . . . . . . . . . . . . . . . ..  .  .  .  .  1  . . . . . . . .  2 . . . . . . . 9
( ) IN X?GA21NES .................-? . . . . 1 . . . . . . . . 2 . . . . . . . 9

I. . . Tourism Canada
1989 USA Ad Tracking Study
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16a)

16)

1*)

17a)

17b)

17C)

17d)

.1

- 1 1 -

mu--- .—. = . . . .

what elsa & pl -1 fIxxrl  ttm?sa *? [RaE Aruf]

.—

——

——

——

——

—. —

WI-M do ytx -1 W2re  yulr thcqht6 aml fea.li.rgs m m?ing these
adv’~t for -kn to Canada? [RaBE RJu.x]

——

-.

-. —

lnvnw m m~

As far as p can remmber ,whow3stha ~ of -
-da? Wmaim.1

ti C21rm5a . . . . . . . . . . . . . . . 1
l-wrtit arnda . . . . . . . . . . . 2
Gmermmt  of Ontario . . . . 3
~“ [s~ 1

-  . . . . . . . . . . . . . . . . . . . . 9  —

advamk.mg for

Y= . . . . . . . . . . 1 —> ASK Q.17c
No . . . . . . . . . . . 2 >

. . . . . . . . 9

n AT 0, 17Q

what was it? [m m E%!) LTsr]

G3 ID Q.17d

“CZLTWMM  - lha World -- . . . . . . 1- —>
= Wrld rdext H . . . . . . . . . . . . . . . 2 -

Oux%r [SFn3n )
I

——

—> ASK Q.17d
. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .9 9 -

AT 0.17C

Y= . . . . . . . . . . 1
No . . . . . . . . . . . 2

. . . . . . . . 9 Touri sm Canada
1989 USA Ad Tracking Study
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I

lsa)

18)3)

18c)

lad)

18e)

Did yw do anytlx@ as a nimlt uf khy-%~
——.

?_ D~d yCU. . ..—. .—.. ——— —.- , -—- -- —.. .— .-. —- ——. . . - r ..= —.-:-- .: K:,-

Uake anj ”’lim pla-” t%” tmve.1 to kariwi in * l’kxt 12 &?

Yas . . . . . . . . . . 1
No . . . . . . . . . . . 2

. . . . . . . . 9
‘> ASX Q.18b

Did p ansider ~ idaa of tnlvellirq b Qrwda?

Y- . . . . . . . . . . 1 > ~ TO Q. 18c
No . . . . . . . . . . . 2 ‘> XX Q.19

. . . . . . . . 9

Au sA~11 II AT Q.18a OR O&b

Did w look into ~inirq xnxe infoxymtirn abwt tmwellirq - @na&?

Yes . . . . . . . . . . 1 > ~ ID Q. 18d
No . . . . . . . . . . . 2 ‘> ASK Q.2CI

. . . . . . . . 9

D lt~ll AT O. 18c

Did yuJ have any prcblers f irrliq cut here to obt~ti mre information..
abut ~vell~ tcl CarElda?

Ihere did

Yes . . . . . . . . . . 1 —> SPmIFi -
—> CcNmm

No . . . . . . . . . . . 2
. . . . . . . . 9

A Did YOJ call an 800 Jan&r? . . . . . . . . . . . . . . . . . 1 . . . . . . . 2 . . . . . . . . 9
B Did yw go to a travel agent? 1 2. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 9
c Did ycu - -Y for further tionmtim? . . 1 2. . . . . . . . . . . . . . . 9
Or did ym do amahirq else? [sPEcm 1

D ——

I

I
...J

SKIP TO Q.20

Touri sm Canada
1989 USA Ad Tracking Study
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“1
)
J

.!

19a)

19b)

20.

I
I

-23-

Otkr [SxzrIn 1

—> A S K  Q.19b —

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 9-

MLm~mSKGkN Xc Q.1.9a

AsMlly, tm Slcqan was “UiNNm - IIiE WmD mm Ln3R”.

w, do pa reall baring or SfAJq m #-Lmsa  or slogan in any ~t
~ * ?

Y= . . . . . . . . . . 1
No . . . . . . . . . . . 2

Mx =mu&,.

ACalally,  there m tw ~ Mavisim ada tich used the thezE slqan,
w~~, ~ = m DxR” .

[m FRx l-la SrARr]

W==E AD]

Cxu2adshmwd ~ of a ca.rwd Man mask, rd-uaa&d soldiers firing
nu.kets, pe@e zzd cli.nbiq ard horseback ridirg, a uuran div~ off a
cliff, a leapirg ~1 play-,  nacm lights in a city, a hotel in the
~ins d a xDller ~.

~ Y=J ~ aeirq tMS ad?

Yes . . . . . . . 1
No . . . . . . . . 2
w . . . . . 9

[Faxx13 AD]

mad~~ of a little girl playixq a sbqs, a hmterfall, pe@e
playirq PEJ1O, a ple wmltar, * _ the W&nlxyside, an qa2ra ball,
a - cadxy, a Swttish M, ard a ftign lmkirq duxch.

Kbycalrummhsr w~~

Yes . . . . . . . 1
No . . . . . . . . 2
w . . . . . 9

Tour ism Canada
1989 USA Ad Tracking Study
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I

21. %Uli&l of thse ~ ~es - p M= -?

25-29 . . . . . 1
30-34 . . . . . 2
35-39 . . . . . 3
40- 44 . . . . . 4
4 5 - 49 . . . . . 5
50-54 . . . . . 6
60-64 . . . . . 8
65 + . . . . . . . . 9

. . . . . . . . 99

22. Mlidl of W~ ca~ies incl@es YKXX M haxiehold i.nxxIE?

S 25,000 ~ S29,999 . . . . . . . . . . . . . . . 1
s 30,000 m S34,999 . . . . . . . . . . . . . . . 2
s 35,000 m S39,999 . . . . . . . . . . . . . . . 3
s 40,000 m S44,999 . . . . . . . . . . . . . . . 4
s 45,000 m S49,999 . . . . . . . . . . . . . . . 5
S 50,000 ~ S54,999 . . . . . . . . . . . . . . . 6
s 55,000T0  S59,999 . . . . . . . . . . . . . . . 7
S 60,000 T0S64,999  . . . . . . . . . . . . . . . B
S 65,000~- . . . . . . . . . . . . . . . . . 9

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . .99

2 3 .  Wxit is-hi~leveloftilirgthatycmhaveobtaimd?

= ZHANHIQ  ISQKDL  . . . . . . . ..1
Cn@UxH)mQi  -L.. . . . . . . . . . 2
KSr~m3hmaL. . . . . . . . 3
~~~.... .. 4
~f=~~... . 5

mM%YwvmYKmmYaJRTImMDmPmA!rxa4

I. . Tourism Canada
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