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Travel Arctic

FY 1987/1988 Outdoors /Adventure/Culture/Touring
Media Pl an

MARKETI NG ADVERTI SI NG _OBJECTI VES

The advertising objectives as outlined in the Strategic Mrketing Plan

for Tourism (Governnent of the Northwest Territories) April 1986, are
as follows:

1. To create optimum |l evels of awareness, image,
Interest, positive attitudes/perceptions, and
motivations within the U S. market to provide
maxi mum benefits to the private sector in the
Northwest Territories.

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

3. To generate high quality | eads.

4. To achieve exposure in the Canadian market place.



CAM? ASSOCIATES ADVERTISING LIMITED

Tra ve 1 Arctic “
Fy 1987/ 1988 Outdoors/Adventure/CL lture/Tour i ng
Media Plan

MEDI A OBJECTI VES

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

a) Sportsfishin b) Outdoors/Adventure/Culture/Touring
Wél e 35-54 years Adults 25-54 years
HHI S$40M+ (Male 70% Wmen 30%
H gh School G aduate+ HHI $30M+

H gh School G aduate+

¢) Sporthunting
Val e oo9-94
HHI S$50M+
Some Col | ege

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

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

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

To utilize media vehicles which:
a) reach the target audience
b) are response oriented
c) conpatible with Creative nmessage.
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TravelArctic

FY 1987/ 1988 oOutdoors/Adventure/Culture/Touring
Media Plan

VEDI A STRATEGY

Rol e of Adverti sing

In adhering to the Government of the Northwest Territories mandate
to facilitate and pronote the healthy devel opnent and prosperity of

the tourismindustry, the role of advertisin9 IS to. co ni cate
effectively, TravelArctic's nessage. 10 achleve this objective,
the advertising nust:

- generate and nmintain awareness
- generate a positive image
-helpt o increase visitations
help to increase travel receipts during visitations

Target Goup Definition

The Qut doors/ Adventure category enconpasses three distinctive target
groups.

a) sSportsfishing - Males 35-54 years who are avid

sportsfishing enthusiasts, Who fish often as a lifestyle
and are constantly |ooking for new environnments and
chal | enges.

b) Outdoors/Adventure/Culture/Touring - Adults 24-54 (Mles
70% Fenales 30% who are Tovers of nature and the outdoor
environnent, |ooking for unique destinations and
experiences.

c) Sporthunting - Males 35-54. There is little research
defining (NI S target audience. Field & Stream through
Bet a Research, conductedastudy for their Trophy
Edition. It was found that while hunting is a hobby
started early in.1ife, With father and son, the big
game hunting is confined to Males 35-54, HHI $50M+, With
sone col | ege education; Who hunt often as a lifestyle

and are constantly |ooking for unique environnents and
chal | enges.

The above denopgraphics with exception of Sporthunting, are based on
the Study conducted by Briar International Business Resources Limited,

titled “A Strategic Marketing Plan for Tourism For the Governnent of
the Northwest Territories, 1986"
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Travel Arctic

FY 19 87/ 1988 Qutdoors /Adventure/Culture/ Touring
Medi a Plan

MEDI A STRATEGY (Cont'd)

Geogr aphi ¢ Cover age

The |aunch canpaign will concentrate in the United States wth
enphasi s on geographi cal regions of greatest potential for
Sporthunting Sportsfishing and Qut doors/ Adventure/ Cul ture/ Touri ng.
‘These regions are the Md-Atlantic, E.N.Centra, w.N.Central,
Pacific and New England ( Sour ce: Briar International 1986, and U.S.
Pl easure Travel Study, 1986). Some support will be provided in
Canada”, through exposure to U S. Adverti sing.

Ti m ng/ Dur ati on

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

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

Wi ght Level s

In order to achieve Travel Arcticts goals, Canp recomends that
frequency of message not be sacrificed for extensive reach. At the

| aunch stage of the canpaign it is better to reach a snaller group
effectively than spread the nessage ineffectively over a |arger group
Therefore a maxi mum of 70% reach of the target group has been

determ ned in the media objectives.

Gven the tine frame, the nessage should be received at a m ni num of
10 occasions by the sportsfishing target group.

For the Qutdoors/Adventure group, it is recommended that a m nimm
frequency of 3 exposures will.be effective for the |aunch.

For the sporthunting Group, it is recomended that a mninmum frequency
of three exposures will be effective for the Iaunch.
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Tra ve 1 Arctic
FY 1987/1988 Outdo ors/Advent ure/Cul ture/Touring
Media Plan

MEDI A STRATEGY (Cent’d)

Medi a Sel ecti on

Adhering to the Government of the Northwest Territories nandate
to achieve the advertising objectives, the nedia selected wll be
required to meet a list of criteria. These criteria are

- good target group coverage
cost efficiency and effectiveness
- conpatible with creative nessage
to have geographical flexibility
- to have the ability to create a
credi bl e environnent
ability to generate responses
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Travel Arc t i ¢

FY 1987/1988 Outdo ors/Advent ure/Cul ture/Touring

Media Plan

MEDI A RECOMVENDATI ON

An overview of the recommendation foll ows:

Mar ket : United States - enphasis on geographical regions of Md
Atlantic, E.N. Central, W.N. Central, Pacific and New
Engl and, with some exposure in Canada through spill over.
Medi a: Sportsfishing: _ o _
Television - A Lindner & Jerry McKinnis Fi shing Specials
Magazi nes - | n-Fisherman, Angling Adventures,
Fly Fisherman, Natural History
Sporthunting: _ _
Magazines - Field & Stream Shooting Sports Retailer,
F.s. Trophy Edition, Petersen’s Hunting,
Safari, American Hunter, North American
Hunt er .
Outdoors/Adventure/Culture/Touring _
Magazines - Travel and Leisure, Travel Holiday, Sunset,
Smi t hsoni an, Qutside Magazi ne, Audubon world
Unit Size: Television - 30 seconds & 5 seconds billboards
Magazines - 8 Pge. 4/C Insert, 4 Page 4/C Insert,
FP B/W DPS 4/C BL
Canpai gn Dat es: Decenmber 1, 1987 to March 31, 1988
Estimated Gross Person |npressions: Sportsfishing - 134,676, 264
(Total nunber of people exposure Sporthunting - 12,440,778
to an advertising schedul e) Qut door s/

Advent ur e - 33,959, 573
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CANMPASSOCLATES ADVIRTIS 1 NG LIM [TED

Travel Arctic
Fy 1987/1988 CQutdoors/Adventure/ Culture/ Tourin,
Medi a Plan

ADVERTI SI NG CLOSI NG DATES

| NSERTI ON

SCHEDULE CLOSI NG MATERI AL
PUBLI CATI ON DATE DATE CLOSI NG
SPORTSFI SHI NG
Natural H'story Feb. ' 88 Dec. 15/87 Dec. 18/87
(pPS 4/ C BL) Mar. * 88 Jan. 15/88 Jan. 15/ 88
Fly Fi shernman May/ June ' 88 Jan. 8/88 Jan. 8/88
(DPS 4/ C BL)
QUTDOORS/ ADVENTURE/ CULTURE/ TOURI NG
out srde Magazi ne Var . Dec. 18/87 Dec. 29/87
(DPS 4/ C BL)
Sunset Feb. ' 88 Dec. 8/88 Dec. 8/88
(pps 4/ C BL.) Mar. ' 88 Jan. 8/88 Jan. 8/88
Sm t hsoni an Feb. ' 88 Dec. 15/87 Dec. 20/87
(DPs 4/ C BL)
Travel Holiday Feb. ' 88 Dec. 1/87 Dec. 10/87
(DPS 4/ C BL) Mar. ' 88 Jan. 1/88 Jan. 10/ 88
Travel & Leisure Feb. ' 88 Dec. 10/87 Dec. 15/87
(DPSs 4/ C BL) Mar. * 88 Jan. 10/88 Jan. 15/88
Audubon Worl d Mar. ' 88 Jan. 4/88 Jan. 4/ 88
TELEVI SI ON
[n-Fishernan Specials Jan. 1/88 Nov. 15/ 87 Nov. 15/87

(30 seconds)
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CAMP ASSOCIATES ADVERTISING LIMITED

Travel Arctic _
Fy 1987/1988 Qutdoor s/ Adventure/Culture/ Touring
Media Plan

ADVERTI SI NG CLOSI NG DATES

| NSERTI ON
SCHEDULE CLGCSI NG MATERI AL

PUBLI CATI ON DATE DATE CLOSI NG
SPORTHUNTI NG
Field & Stream Dec. ' 87 Cct. 10/87 Oct. 19/87
(FP B/IW
Trophy Edition Jan. ' 88 Nov. 1/87 Nov. 10/87
(FP B/W)
Shooting Sports
Retail er

Front Cover,

nd Cover & FP) Jan. ' 88 Cct. 10/ 87 Nov.  6/87
(Spread) Feb. ' 88 Nov. 10/87 Nov. 25/ 87
Petersen’s Hunting Jan. ' 88 Cct. 15/ 87 Nov.  3/87
(FP BI'W Feb. ' 88 Nov. 1/ 87 Dec. 3/87
Saf ari Jan. ' 88 Nov. 1/ 87 Nov. 10/ 87
(FP BI'W Feb. ' 88 Dec. 1/ 87 Dec. 21/87
Anerican Hunter Feb. ' 88 Dec. 21/87 Dec. 21/87
North Amer. Hunter Mar./ Apr. ' 88 Jan. 10/87 Jan. 10/87

(FP BI'W

10A



CAMP ASSOCIATES ADVERTISING LIMITED

TravelArct ic

Fy 1987/1988 CQutdoors/Adventure/ Cul ture/ Touring
Medi a Pl an

VEDI A RATIONALE

The Governnent of the Northwest Territories nmandate is to
facilitate and pronote the heal thy devel opment and prosperity of
the_tourlsn1|ndust2¥. In keeping with the mandate, the following
nmedi a are recommended tocreate optinmum | evels of awareness, inage
and positive attitudes/perceptions.

1. SPORTSFISHING

A nmedia mx of national television and magazines are recomrended as
the nost effective vehicles to reach the target audience in the
shortest period of tinme.

A TELEVI SION

Two of the highest rated U S. fishing progranmed have been
sel ected to communicate TravelArctic's nmessage to this specialized
target audience.

1) In-Fisherman’s Al Lindner Specials
2) Jerry McKinnis' Fi shing Hol e.

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

Participation in the programmed open many avenues of pronotional
opportunities for both TravelArctic and partners to receive

t remendous exPosure. Pronoti onal opportunities will be discussed
more thoroughly in Co-op Qpportunities (please see Exhibit ). The
fishing progranmed will be carried on over 125 non cable stations
and on all cable TV Networks in the United States, reaching an

audi ence of well over two mllion sportsfishing enthusiasts.

i



CAMP ASSOCIATES ADVERTISING LIMITED

TravelArctic _
Fy 1987/1983 CQutdoors /Adventure/Cul ture/ Touring

Medi a Pl an

B)

VEDI A RATI ONALE

MAGAZI NES

To provide added inpact against the target, an Ei ght Page Four
Colour insert is planned for Angling Adventures, to be followed
by a Four Page, Four Colour insert in the In-Fisherman
publ i cati on.

| npact against the target audience will be further maxim zed
t hrough the use of Double Page Four Colour Bleed spreads in Fly
Fi sherman and Natural Hi story.

These publications have been selected for their ability to draw
responses from action driven advertising. The audience of these
publications are achievers, active in comunity affairs and have a
griﬁt yropen5|ty to travel. (Source:  SMRB 1986, Subscri ber

t udi es

SPORTHUNTING
I\/agaz I NeS

A Full Page Black and Wite advertisenent is being scheduled in a
regional edition of Field and Stream to |aunch a Sporthunting
programre, consisting of advertisements planned for 1988/89, and
culmnating with an exclusive Hunting Guide to the Northwest
Iggg|tor|es. The Hunting Guide will be published in Septenber

Shooting Sports Retailer, the voice of the manufacturing and
product distribution industry is recomended to |aunch the

mar keting programw th a prime consecutive position (front cover,
pages 2 & 3) preceding the Shot Show in January 1988. During the
gun_ﬁhow a spread willbe featured in the Shooting Sports

et ai |l er.

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

12
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TravelArctic

FY 1987/ 1988 Qutdoor s/ Adventure /Culture /Touring
Medi a Pl an

MEDI A _RATI ONALE (Cent’d)

3. OUTDOORS/ADVENTURE/CULTURE/TOURING

Magazines
TE%"Tiiﬁﬁa group for Qutdoor s/Adventure /Culture /Touring are heavy
magazi ne readers according to SMRB 1986 (see Exhibit I1). In

addi tion, those people who have the pot?ntial to travel to Canada
are al so heavy mmgazine readers. Iherefore magazines are

recomrended as the key vehicle to reach this audience.

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

Travel nmgazines in particular have a favorable editoria
envi ronnent and according to the U S. Pleasure Travel Study are

i nportant sources of information when planning for travel
(see Exhibit I11)

Through the use of spectacul ar images and informative copy,

TravelArctic's message will effectively reach the prinmary target
audience in the follow ng publications:

Travel & Leisure
Travel Holiday
Qut si de Magazi ne
Sunset

Sm t hsoni an
Audubon Worl d

In addition to reaching the primary target audience, the magazines

selected will also reach the very inportant senior citizens’
mar ket .

During the |aunch year, the Canadian market will receive sonme
coverage fromselected U S.. magazines through spillover exposure.

13
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CAMP ASSOCIATES ADVERTISING LIMITED

Trave 1l Arctic
FY 1987/1988 Outdo ors/Advent ure/Cul ture/Touring
Media Plan

PROGRAM DETAILS - TELEVI SI ON
COW TTED MEDI A - SPORTSFI SH NG
t OF

UNIT OCCASI ONS/ $ OF # OF
STATI ON SI ZE VEEK VK. Qcc.
| n- Fi sher man* 30 sees. 1 4 4
Al Lindner Specials
WGN ( Super Station)
Al Lindner Special s* 30 sees. 1 4 4
70 Select Stations
Al Lindner Speci al s* 30 sees. 1 5 5
CBN Cabl e Network
Angling Adventures* 30 sees. 1 - 2 4 20
Nashvi [l e Network
Jerry MKinni s** 30 1 every 26 13
The Fishing Hol e ot her
ESPN Sports week

Net wor

e Note: Travel Arctic to receive rolling billboard credits on all

speci al s.

.* Programdates are January 11 -
1987/ 88.

July 10.

Si x occasions w ||

14
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CAMP ASSOCIATES ADVERTISING LIMITED

Trave 1 Arctic
FY 1987/1988 Outdo ors/Advent ure/cul ture/Touring

Media Plan

PROGRAM DETAILS - MAGAZI NES

COMWM TTED MEDI A - SPORTSFI SHI NG

§ OF
PUBLI CATI ON Cl RCULATI ON | NS.
Angling Adventures
8 pge. 4/C Insert 200, 000 1

The | n-Fi sher man
4 pge. 4/C Insert 218, 649 1



CAMP ASSOCTIATES ADVERTISING LIMITED

TravelArctic

FY 1987/1988 Outdoors/Adventure/Cu lture/Touring

Media Plan

—

RECOMMENDED MEDI A -

PUBLI CATI ON

Fly Fi shernman
DPS 4/ C BL.

Natural History
pPS 4/ C BL.

PROGRAM DETAI LS - MAGAZI NES

SPORTSFI SHI NG
¥ OF
Cl RCULATI ON | NS.
140, 545 1
502, 751 2

16



CAMP ASSOCIATES ADVERTISING LIMITED

Trave 1 Arctic

FY 1987/1988 Outdo ors/Advent ure/Cul ture/Touring

Media Plan

PROGRAM DETAI LS - MAGAZI NES

RECOMMENDED MEDI A - SPORTHUNTI NG

PUBLI CATI ON

Field & Stream

Ful | Page B/wW BL.

(Regi onal )

Shooting Sports
Retail er
Fr. Cov. & Spread

Spread (2nd cov. & Pg.

Field & Stream
Trophy Edition
FP B/ WBL.

Petersen’s Hunting
FP B/ WBL.

Saf ar i
FP B/ W BL.

American Hunter
FP B/ W BL.

North Amer. Hunter
FP B/ W BL.

Cl RCULATI ON 1ff;
771, 174 1
14, 000 1
3) 14,000 1
500, 000 1
317, 865 2
14, 000 2
1, 504, 000 1
87, 604 1

17



CAMP ASSOCIATES ADVERTISING LIMITED

Travel Arctic

FY 1987/1988 Outdoors/Adventure/C lture/Touring

Media Plan

RECOMMENDED MEDI A -

PUBLI CATI ON

Audubon Worl d
DPS 4/ C BL.

Qut si de Magazi ne
DPS 4/ C BL.

Smithsonian
DPS 4/C BL.

Travel Holiday
pPs 4/ C BL.

Travel & Leisure
DPS 4/ C BL.

Sunset Magazi ne
DPS 4/ C BL.

PROGRAM DETAILS - MAGAZI NES

QUTDOORS/ ADVENTURE/ CULTURE/ TOURI NG

$ OF
Cl RCULATI ON | NS.
404, 695 1
255, 386 1
2,310,970 1
805, 232 2
1,118, 132 2
1,442,478 2

18
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Travel Arctic
FY 1987/1988 Qutdoors /Adventure/Culture /Touring
Media Plan

EXH Bl TS



CAMP ASSOCIATES ADVERTISING LIMITED

Travel Arctic
FY 1987/1988 Outdoors/Adventure/Culture/Touring
Media Plan

EXH BIT |
co-op PROMOTI ONAL OPPORTUNI TI ES

SPORTSFISHING

1.

Jerry McKinnis Fi shing Speci al

Sweepstakes Pronofron - On an exclusive basis the Northwest
Territories will be the sportsfishing travel destination prize in
a national U S sweepstakes promption. In addition to strong
cross-nerchandising of the television series, the sweepstakes wl|
be used as a national traffic builder in the retail outlets,

di stributorships and deal erships of corporate sponsors of The
Fishing Hole.

Sponsors include Wnnebago, Mercury Marine Qutdoors, Dupont Ranger
Boats, Eagle O aw Fishing Tackl e.

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

The Sweepstakes will be pronoted through the properties of Jerry
McKinnis Associates, plus all the corporate sponsors who are

manuf acturers. The manufacturers wll undertake their own
additional pronotions through TV, radio, newspapers, nagazi nes and
their own distribution channels.

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

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

Al Lindner & Jerry McKinnis Fi shing Specials _
TeTevisron Trshing programred suggest a " donut"opening on the 30
second comercial to rotate operator |istings.

Angl i ng Adventures

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

19



CAMP ASSOCIATES ADVERTISING LIMITED

TravelArctic .
Fy 1987/ 1988 Outdoors /Adventure/Culture/Touring
Medi a Pl an

EXHBIT | (Cent’d)
co-op PROMOTI ONAL OPPORTUNI Tl ES

SPORTSFI SHI NG Cont'd

4. Fly Fisherman
One To Two Doubl e Page Spreads purchased in Fly Fisherman offers
1/3 ﬁage B/Wvertical, free for operator listings to run adjacent
to the spread. TravelArctic Will have a free listing in Fly
Fi sherman’s Source Directory.

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

6. Natural History offers to run reprints of the advertisement
for $953.00 égross) CDN. per 1000, featuring operator listings on
the back. ample is enclosed.

QUTDOCRS/ ADVENTURE

2. Travel & Leisure, Travel Holiday, Smithsonian and Qutside
of f er Reader Response cards at no Charge. All inquiries will be
submtted to TravelArctic for follow through.

Note: All nmgazine advertisenents will be coded to determ ne
origination of responses for tracking purposes.
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EXHIBIT 111

INDICES OF PRINT EXPOSURE BY
SELECTED DEMOGRAPHIC GROUPS

ALL ADULTS MAGAZINES NEWSPAPERS
SEX 100 100
Male E:H 103
Female 105 97
AGE
T18-24 156 59
25-34 125 77
35-44 102 98-
45-54 75 Al19°
55-64 66 d31
65+ 50 138
EDUCATI ON
ColTege Gad 89 1c8
* Attended College 115 93
H gh School G ad 104 108
Attended H gh School 91 38
OCCUPATI ON _
Prof essional / Manageri al 93 107
Clerical/Sales/Technical 110 99
Crafts/Formen 106 92
Other 115 86
Unenpl oyed 90 106

SOQURCE: 1986 SMRB

* READ AS FOLLOAS:  ATTENDED COLLEGE - MAGAZINE READERSHIP
IS 15% HIGHER THAN THE ﬁtﬂ Gﬁ?&L AVERAGE

IN THE GROUP “HO KAVE ATTENDED CCLLEGE.
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EXHIBIT 111 (Cont'd)

PRI NT usace - TRavELErs TO CANADA

TRAVELLED TO canapa | N

TOTAL THE LAST 3 YEARS *
U.5. 000 W tH | NDEX

TOTAL ADULTS 169, 460 6, 731 100.0 4.0 100
Magazines
Quintile 1 31,709 1, 644 24. 4 5.2 131
Quintile 2 36, 823 1,599 23.8 4.3 109
Quintile 3 29, 136 1,235 18. 3 4.2 107
Quintile 4 35, 659 1, 400 20.8 3.9 99
Quintile 5 36,133 853 12. 7 2.4 59
Newspapers
QuintiEe 1 32. 367 1, 745 25.9 5.4 136
Quintile 2 45,475 1,918 28.S 4.2 106
Quintile 3 24,126 859 12.8 3.6 90
Quintile 4 35, 013 1,410 20. 9 4.0 101
Quintile 5 32, 480 799 11.9 2.5 €2

aily Newspapers

ead Any 108,812 4,725 70.2 4.3 109
Read One 84,651 3,413 50.7 4.0 102
Read Two+ 24,161 1, 311 19.5 5.4 137
Weekend/ Sunday Newspaper s
Read Any 118 ' J255 4,916 73.0 4.5 112
Read One 96,020 4, 147 61.6 4.3 109
Read Two+ 14, 23S 769 11. 4 5.4 136

SOURCE: 1986 SMRB=-TRAVEL

READ AS FOLLONE: V% |'S THE MAGAZINE READER AS A PERCENT OF THE
TOTAL aptLrT POPULATI ON wHO TRAVELLED TO

CANADA IN PAST THREE YEARS.

% |'S THE MAGAZINE RCADER .4S A PERCENT OF TIE
TOTAL U.S. ADULT POPULATION.
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CAMP ASSOCIATES ADVERTISING LIMITED

Travel Arc tic
FYy 1987/1988 CQutdoors /Adventure/ Culture/ Touring
Medi a Pl an

EXHBIT V
Cl RCULATI ON_ANALYSI S
SPORTSFI SHI NG

TERRI TORI AL ANGLI NG FLY NATURAL
DI STRI BUTI ON IN FI SHERVAN  ADVENTURES FI SHERVAN  HI STORY
New Engl and 6, 541 N A 11, 501 33,196
Md-Atlantic 29,978 N A 20, 152 183, 320
E.N. Central 76,218 N A 15, 042 51, 333
W.N. Central 50, 574 N A 7,250 24, 826
S. Atlantic 12, 310 N A 13, 225 56, 567
E.S. Central 4, 898 N A 3,617 12, 705
w.s. Central 4,172 N A 7, 150 30, 788
Mountain State 8, 407 N A 20, 264 26, 166
Pacific State 6, 334 N A 29,614 72,281
CANADA 15, 647 NA 9,628 2,617
Newf oundl and 25 N A 174 27
Nova Scoti a 114 N A 593 88
Prince Edward Is. N A 81 8
New Brunsw ck 42 N A 498 38
Quebec 598 N A 627 309
Ontario 11, 500 N A 2, 556 1, 084
Mani t oba 1,214 N A 393 113
Saskat chewan 777 N A 284 96
Al berta 1, 156 N A 1,921 333
British Col unbia 202 N A 2,424 501
Nort hwest Territories 14 N A 38 11
Yukon 5 N A 39 10
FOREI GN 1 0 9 N A 2,429 3,095
OTHER N A 181 981
TOTAL CIRC. 215, 199 N A 140, 064 498, 569
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CA M P ASSOCIATESADVERT'5ING LIM | TED

Travel Arctic |

FY 1987/1988 CQutdoors/ Adventure/ Cul ture/ Touri ng
Media Plan

EXH BI T VI
Cl RCULATI ON_ANALYSI S
QUTDOCORS/ ADVENTURE/ CULTURE/ TOURI NG

TERRI TORI AL TRAVEL &  TRAVEL

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

Travel Arctic
FY 1987/1988 CQutdoors/ Adventure/ Cul ture/ Touring
Media Plan

EXHBIT VI
Cl RCULATI ON ANALYSI S

SPORTHUNTI NG
TERRI TORI AL DI STRI BUTI ON FI ELD & STREAM REG ONAL EDI Tl ON
M D WEST
Illinois 75,734
Indiana 53, 709
lowa 36, 683
Kansas 32,185
Michigan 87, 849
Minnesota 57,795
North Dakota 11, 703
Ohio 82, 407
South Dakota 12, 273
Wisconsin 61, 909
FAR WEST
Al aska 8, 356
California 149, 104
Oregon 33,170
Washi ngt on 40, 126
CANADA
Mani t oba 2,100
Ontario 13, 880
Saskat chewan 2,169
Nort hwest Territories 89
Al berta 5,718
British Colunbia 4,182
Yukon 43
TOTAL Cl RCULATI ON 771,174
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EXHIBIT ¥I 11

To:
From
Medi a Response:

Cient:

Mar ketina Objectives:

Marketing Strategy:

Advertising Objectives:

Target Audi ence:

VEDI A BRI EFI NG

Request Dat e:
Due Dat e:

Canpai gn/ pr oduct .

Mar ket / Pr oduct / Servi ce Dat a:

Seasonality/Regionality:

Creati v, Consi derations:

Canpai gn Budget :

35A



EXHIBIT VII 1 (Cent 'd)

MEDIA BRI EFI NG
Page 2

Timing:

O her Consi derations:

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

MEDI A BRI EFI NG

To: Request Date:
From: Due Date:

Media Response: Media Costing; Media Qutline; Full Plan
Client: Canpai gn/ product :

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

Marketing Strategy: To inplenent a nunber of projects such as public
relatrons, puf on semnars, advertise, . . . especially for current
users or potential travelers who now travel elsewhere; t her ef ore,

I ncreasing our share..

Advertising Cbjectives: To generate awareness of the destination.

of . .. 10 educate current users of added value . . . or... to change
the attitude of the general public toward the use of nuclear power =as
an energy alternative .

Target Audience: Primary Audience: age, sex, education, incone . . .
I's this based on the client’s know edge or outside research source?
Is there a secondary audience and how important are they? Are
lifestyle characteristics important?

Mar ket / Product/ Service Data: |s travel (or sales) up ordown from
year previous. Ts 1t a Tong termattitude change faced with other
contradi ctions? How big a voice does the alternate attitude have? Is
the product or trip purchased regularly or only once? Indicate tine
and location of purchase . . . Gve pronotional details if available.

I's the product or idea new?

Seasonality/Regionality: English/French; year round vs. summer only
., quarterTy objectrves; urban vs. rural distribution or sales .

Creative Considerations: state likely creative units if known or
suggest if discussion Wth creative teamis appropriate. |s creative
new or established. Wen will creative/production be ready?

Canpai gn Budget: Do you know the nedia budget or is a spending
recommendation required? Are there any special instructions |ike
earliest approval dates or cancellation realities to be identified?
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EXHIBIT VI 11 (Cent d )

VEDI A BRI EFI NG
Page 2

Timing: Start date, end date. Any tine theclient does not want to
be advertising or any time it is nbst inportant to be advertising.

Qther Considerations: |s advertising allowed in all places or nedia
vehicles (ie) beer and w ne regulations; or has CTV but not CBC
approval? Is client trying to develop an environment for his product

ie) devel opi n% awareness of market first and then product second

|i ke noderation first and Labatt's as a sponsor second) or is it
product devel opnent in anestablished market (I 1 ke GNWI pushi ng the
fishing and hunting of their area to people who are already anglers
and hunters)?
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CAMP ASSOCIATES ADVERTISING LIMITED

TravelArctic
FY 1987/1988 - TRAVEL TRADE
MEDI A PLAN

ADVERTI SI NG OBJECTI VES

The advertising objectives as outlined, in the StrategicMarketing
Plan for Tourism (Government of Northwest Territories) April 1986, gre
as fol |l ows:

1.

To create a positive imge and increase product
awareness, in the Travel Trade industry, of the Northwest
Territories as a world-class destination for the

out door/ advent ure experience.

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

To support the 1987/ 1988 TravelArctic's product
canpai gn.

To provide sone support in Canada.
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CAMP ASSOCIATES ADVERTISING LIMITED

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

MEDIA OBJECTI VES

Tar get Audi ence

To direct advertising to the target audience defined as:

“The Travel Trade Industry”

Geogr aphi ¢ Cover age

To advertise on a national basis with specific emphasis
placed against regions representing maximum potenti1 al .

Timing/Duration

To advertise at the nost opportune tine to reach the target
vaudience prior to and during peak vacationing planning
‘beriods.

Reach/Frequency

To provide maximum reach of the target audience.

Creative Consi derati ons

To utilize nmedia vehicles that reach the target audi ence and
are conpatible with the creative nessage.
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CAMP ASSOCIATES ADVERTISING LIMITED

TravelArctic
FY 1987/ 1988 - TRAVEL TRADE
MEDI A PLAN

VED|I A STRATEGY

Rol e of Advertising

In adhering to the Governnent of Northwest Territories mandate to
facilitate and pronote the heal thy devel opment and prosperity of the
tourismindustry; the role of advertising is to comrunicate
effectively TravelArctic's nessage to the Travel Trade. To achieve
this objective, the advertising nust:

- generate and naintain “top-of-mnd” awareness

- Ccreate a positive inage

- help to increase visitations to the Northwest Territories
- help to increase travel receipts during visitations

- provide mninmal coverage in Canada.

Target Audi ence Definitions

fThIeI target audience in the Travel Trade Industry is defined as
ol | ows:

- Tour Operators/Wolesalers
- Travel Agents

- Mdtor Coach Qperators

- Carriers & suppliers

Geogr aphi cal Cover age

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

Ti m ng/ Dur ation

The canpaign will be scheduled to comence md January 1988 to
Marg:hd31, 1988, prior to, and during the peak vacation planning
peri od.
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CAMP ASSOCIATES ADVERTISING LIMITED

Trave lArct ic
FY 1987/1988 - TRAVEL TRADE
VEDI A PLAN

MVEDI A STRATEGY (Cent’d)

Reach/ Frequency

Ful | Page Four Colour Eleed advertisements, interspersed with 1/4 Page
Bl ack and Wite advertisenents, will be scheduled to provide nmaxinum
reach and freguency aPai nst the target audience. In addition, the
proposed schedule will provide a constant presence in the market

pl ace.

Medi a Sel ection

The nedia selection will be based on the followng criteria:

impact against the target audience
high awareness

geographic flexibility

creative compatibility

cost efficiency

circulation in Canada



CAMP ASSOCIATES ADVERTISING LIMITED

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

MEDIA RECOVMVENDATI ON

An overview of the recomendation follows:

MARKET: Primary: United States
eftl‘pﬁas:L‘S! on the geographical regions
of Md-Atlantic, E.N., Central.
w.N. Central, Pacific, and New Engl and

Secondary: Canada

MEDIA Magazi nes - Travel Wekly, Travel Agent,
Tour Travel News, Travel Aage (West). ASTA Agency

Managenment (formerly ASTA Travel News)

UNLT Sl ZE: Ful | Page 4/C BL.
1/ 4 Page B/'W
Busi ness Reply Card

#0OF | NS. : 2 -8ins. per publication
2 Business Reply Cards

TOTAL # INS.: 26 i nsertions

CAVPAI GN DATES: January 11/88 - March 31/88

CROSS | MPRESSI ONS: 1, 834, 921
(Based on1l.9 readers per copy)

NOTE:  Advertising schedule follows.
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CAMP ASSOCIATES ADVERTISING LIMITED

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

ADVERTI SI NG _CLGSI NG _DATES

UNI T INS. INS. ORDER MATERI AL
PUBLI CATI ON SI ZE DATE CLOSING DATE CLOSI NG DATE
Travel Wekly FP 4/C BL Jan. 11/88 Dec. 23/87 Dec. 23/87
1/4 P BIW Jan. 21/88 Jan. 6/88 Jan. 6/88
" " Jan. 28/88 Jan. 13/88 Jan. 13/88
" " Feb. 11/88 Jan. 27/88 Jan. 27/88
" " Feb. 25/88 Feb. 10/88 Feb. 10/88
FP 4/C BL Feb. 29/88 Feb. 12/88 Feb. 12/88
1/4 P BIW M. 10/88 Feb. 24/88 Feb. 24/88
n " Mar. 24/88 Mar . 9/ 88 Mar.  9/88
® BRC Jan. 11/88 Dec. 24/87 Dec. 24/87
*BRC Feb. 29/88 Feb. 10/88 Feb. 10/ 88
Travel Agent FP 4/C BL Jan. 18/88  Dec. 31/87 Dec. 31/87
1/4 P BIW Jan. 28/88 Jan. 11/88 Jan. 11/88
" " Feb. 4/88 Jan. 15/88 Jan. 15/88
n " Feb. 11/88 Jan. 25/88 Jan. 25/88
FP 4/ C BL Feb. 22/88 Feb. 5/ 88 Feb. 5/88
1/4 P BIW Mar. 3/ 88 Feb. 15/88 Feb. 15/88
n " Mar. 17/88 Mar . 1/ 88 Mar . 1/ 88
" n Mar. 24/ 88 Mar. 7/88 Mar. 7/88
Travel Age FP 4/C BL Feb. 1/88 Jan. 19/88 Jan. 19/ 88
st 1/4 P B/W Feb. 15/88 Feb. 2/ 88 Feb. 2/88
" Feb. 29/88 Feb. 16/88 Feb. 16/88
n Mar. 21/88 Mar . 8/ 88 Mar.  8/88
ASTA Agency FP 4/C BL Feb. 1988 Dec. 31/ 87 Dec. 31/87
Managenent " Mar. 1988  Feb. 1/88 Feb. 1/88
Tour & Travel Jr 4/ C BL Jan. 11/88 Dec. 28/87 Dec. 28/87
News " Feb. 29/88 Feb. 15/88 Feb. 15/88
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CAMP ASSOCIATES ADVERTISING LIMITED

TravelArctic
FY 1987/1988 - TRAVEL TRADE
MEDI A pLAN

MEDI A RATI ONALE

The Government of the Northwest Territories nandate is to facilitate
and pronote the healthy devel opment and prosperity of the tourism
industry. Toconpl ement GwNT's nandate, the followingmediaare
recomended to create optinmum | evels of awareness? inmage and positive
perceptions, of the Northwest Territories as would class destination.

Magazines

A selection of leading U.S. National and Regional Travel Trade
publications, featuring editorial directed to specific travel trade
target groups, have been recommended. W will endeavour, when
pg_ssi bl el, to schedul e advertisenents in issues featuring Canadian
editorial.

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

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

The regional edition, Travel Age West has beenrecommended to provide
added inpact in the Pacific Region. Wiile the two |eading

publ i cations have coverage in the Pacific Region, the concentration of
circulation is in the Eastern Seaboard, S. Atlantic, E.N. Central

and WwW.N. Central (See Exhibit 1).

ASTA Agency Managenent and Tour and Travel News will extend the reach

of the target audience and increase the frequency of TravelArctic's
message.
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CAMP ASSOCIATES ADVERTISING LIMITED

Trave 1 Arctic
FY 1987/1988 - TRAVEL TRADE
MEDIA PLAN

PUBLI CATI ON

Travel Weekly

* Formerly ASTA Travel News
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