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MARKETING/ADVERTISING OBJECTIVES
.,

The advertising objectives as outlined in the Strategic Marketing Plan
for Tourism (Government of the Northwest Territories) April 1986, are
as follows:

I 1.

2 .

3 .

)
4 .

To create optimum levels of awareness, image,
interest, positive attitudes/perceptions, and
motivations within the U.S. market to provide
maximum benefits to the private sector in the
Northwest Territories.

To work with partners to increase the
numberofU.S. tourists and travel
receipts.

To generate high quality leads.

To achieve exposure in the Canadian market place.

1
.
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MEDIA OBJECTIVES

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

a) Spoftsfishing b) Outdoors/Adventure/Culture/Tourinc
Male 35-54 years Adults 25~54 years
HHI $40M+ (Male 70%, Women 30%)
High School Graduate+ HHI $30M+

c) Sporthuntin~
Male 35-54
HHI $50M+
Some College

High School Graduate+

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

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

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

* To utilize media vehicles which:
a) reach the target audience
b) are response oriented
c) compatible with Creative message.

\
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MEDIA STFWTEGY

Role of Advertising

In adhering to the Government of the Northwest Territories mandate
to facilitate and promote the healthy development and prosperity of
the tourism industry, the role of advertising is to communicate
effectively, TravelArctic’s  message. To achieve this objective,
the advertising must:

- generate and maintain awareness
- generate a positive image
- help to increase visitations

help to increase travel receipts during visitations

Target Group Definition

The Outdoors/Adventure Cate90rY encompasses three distinctive ‘ar9et
groups.

a)

b)

c)

Sportsfishinq  - Males 35-54 years who are avid
sportsfishing enthusiasts, who fish often as a lifestyle
and are constantly looking for new environments and
challenges.

Outdoors/Adventure/CUltUre/TOUrin~ - Adults 24-54 (Males
70%, Females 30%) who are lovers of nature and the outdoor
environment, looking for unique destinations and
experiences.

Sporthuntinq - Males 35-54. There is little research
defininq this tarqet audience. Field & Stream, through
Beta Re~earch, co~ducted a study for their Trophy
Edition. It was found that while hunting is a hobby
started early in.life, with father and son, the big
qame hunting is confined to Males 35-54, HHI $50M+, with
some college education; who hunt often as a lifestyle
and are constantly looking for unique environments and
challenges.

The above demographics 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 Government of
the Northwest Territories, 1986” .

3
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MEDIA STRATEGY (Conttd)

Geographic Coverage

The launch campaign will concentrate in the United States with
emphasis on geographical regions of greatest potential for
Sporthunting Sportsfishing  and Outdoors/Adventure/Culture/Touring.
,These regions are the Mid-Atlantic, E.N. Central, W.N. Central,
Pacif ic  and New England ( S o u r c e : Briar International 1986, and U.S.
Pleasure Travel Study, 1986). Some support will be provided in
Canada”, through exposure to U.S. Advertising.

Timing/Duration

Due to the late start it is imperative that the market entry time
frame be collapsed as much as possible. Therefore, it is recommended
that the launch campaign be scheduled between December 1987 and
March 31, 1988.

Weight Levels

In order to achieve TravelArcticts goals, Camp recommends that
frequency of message not be sacrificed for extensive reach. At the
launch stage of the campaign it is better to reach a smaller group
effectively than spread the message ineffectively over a larger group.
Therefore a maximum of 70% reach of the target group has been
determined in the media objectives.

Given the time frame, the message should be received at a minimum of
10 occasions by the Sportsfishing target group.

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

For the Sporthunting Group, it is recommended that a minimum frequency
of three exposures will be effective for the launch.

\

4
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MEDIA STRATEGY (Cent’d)

I

Media Selection

Adhering to the Government of the Northwest Territories mandate
to achieve the advertising objectives, the media selected will be
required to meet a list of criteria. These criteria are:

- good target group coverage
cost efficiency and effectiveness

I - compatible with creative message
to have geographical flexibility

- to have the ability to create a
credible environment
ability to generate responses

I

i

I
.
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MEDIA RECOMMENDATION

An overview of the recommendation follows:

Market:

Media:

Unit Size:

United States - emphasis on geographical regions of Mid
Atlantic, E.N. Central, W.N. Central, Pacific and New
England, with some exposure in Canada through spill over.

Sportsfishing:
Television - Al Lindner & Jerry McKinnis Fishing Specials

Magazines - In-Fisherman, Angling Adventures,
Fly Fisherman, Natural History

Sporthunting:
Magazine~ - Field & Stream, Shooting Sports Retailer,

F.S. Trophy Edition, Petersen’s Hunting,
Safari, American Hunter, North American
Hunter.

Outdoors/Adventure/Culture/Tourin9
Magazines - Travel and Leisure, Travel Holiday, Sunset,

Smithsonian, Outside Magazine, Audubon World

Television - 30 seconds & 5 seconds billboards

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

Campaign Dates: December 1, 1987 to March 31, 1988

Estimated Gross Person Impressions: Sportsfishing  - 134,676,264
(Total number of people exposure Sporthunting - 12,440,778
to an advertising schedule) Outdoors/

Adventure - 33,959,573

6.
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ADVERTISING CLOSING DATES

SCHEDULE
PUBLICATION DATE

SPORTSFISHING
Natural History Feb. ’88
(DPS 4/C BL) Mar. ‘ 88

Fly Fisherman May/June ’88
(DPS 4/C BL)

OUTDOORS/ADVENTURE/CULTURE/TOURING
outside Magazine Mar.
(DPS 4/C BL)

Sunset Feb. ’88
(DPS 4/C BL.) Mar. ’88

Smithsonian Feb. ’88
(DPS 4/C BL)

Travel Holiday Feb. ’88
(DPS 4/C BL) Mar. ’88

Travel & Leisure Feb. ’88
(DPS 4/C BL) Mar. ‘ 88

Audubon World Mar. ’88

TELEVISION
In-Fisherman Specials Jan. 1/88
(30 seconds)

INSERTION
CLOSING
DATE

Dec. 15/87
Jan. 15/88

Jan. 8/88

Dec. 18/87

Dec. 8/88
Jan. 8/88

Dec. 15/87

Dec. 1/87
Jan. 1/88

Dec. 10/87
Jan. 10/88

Jan. 4/88

NOV. 15/87

MATERIAL
CLOSING

Dec. 18/87
Jan. 15/88

Jan. 8/88

Dec. 29/87

Dec. 8/88
Jan. 8/88

Dec. 20/87

Dec. 10/87
Jan. 10/88

Dec. 15/87
Jan. 15/88

Jan. 4/88

Nov. 15/87

,

10
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I

.
I

I
ADVERTISING CLOSING DATES

I

PUBLICATION

SPORTHUNTING

Field & Stream
(FP B/W)

Trophy Edition
(FP B/W)

Shooting Sports
Retailer
(Front Cover,

./ 2nd Cover & FP)
(Spread)

Petersen’s Hunting
(FP B/W)

Safari
(FP B/W)

American Hunter

,: North Amer. Hunter!
(FP B/W)

SCHEDULE
DATE

Dec. ’87

Jan. ’88

Jan. ’88
Feb. ’88

Jan. ’88
Feb. ’88

Jan. ’88
Feb. ’88

Feb. ’88

Mar./Apr. ’88

INSERTION
CLOSING
DATE

Oct. 10/87

NOV. 1/87

Oct. 10/87
Nov. 10/87

Oct. 15/87
Nov. 1/87

Nov. 1/87
Dec. 1/87

Dec. 21/87

Jan. 10/87

MATERIAL
CLOSING

Oct. 19/87

Nov. 10/87

Nov. 6/87
NOV. 25/87

Nov. 3/87
Dec. 3/87

NOV. 10/87
Dec. 21/87

Dec. 21/87

Jan. 10/87

,
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MEDIA WTIONALE

The Government of the Northwest Territories mandate is to
facilitate and promote the healthy development and prosperity of
the tourism industry. In keeping with the mandate, the following
media are recommended to create optimum levels of awareness, image
and positive attitudes/perceptions.

1. SPORTSFISHING
A media mix of national television and maqazines are recommended as
the most effective vehicles to reach the ~arget audience in the
shortest period of time.

A) TELEVISION

Two of the highest rated U.S. fishing programmed have been
selected to communicate TravelArctic’s message to this specialized
target audience.

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

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

Participation in the programmed open many avenues of promotional
opportunities for bclth TravelArctic and partners to receive
tremendous exposure. Promotional opportunities will be discussed
more thoroughly in Co-op Opportunities (please see Exhibit I). The
fishing programmed kill be carried on over 125 non cable stations
and on all cable TV Networks in the United States, reaching an
audience of well over two million sportsfishing enthusiasts.

11
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MEDIA RATIONALE

B) MAGAZINES

To provide added impact against the target, an Eight Page Four
Colour insert is planned for Angling Adventures, to be followed
by a Four Page, Four Colour insert in the In-Fisherman
publication.

I Impact against the target audience will be further maximized
through the use of Double Page Four Colour Bleed spreads in Fly
Fisherman and Natural History.

These publications have been selected for their ability to draw
responses from action driven advertising. The audience of these
publications are achievers, active in community affairs and have a
great propensity to travel. (Source: SMRB 1986, Subscriber
Studies) .

2. SPORTHUNTING
Magazines

A Full Page Black and White advertisement is being scheduled in a
regional edition of Field and Stream to launch a Sporthunting
programme, consisting of advertisements planned for 1988/89, and
culminating with an exclusive Hunting Guide to the Northwest
Territories. The Hunting Guide will be published in September
1989.

Shooting Sports Retailer, the voice of the manufacturing and
product distribution industry is recommended to launch the
marketing program with a prime consecutive position (front cover,
pages 2 & 3) preceding the Shot Show in January 1988. During the
Shot Show, a spread will be featured in the Shooting Sports
Retailer.

To maximize impact against a prequalified audience, publications
reaching the elite of big game hunter’s are recommended. The
publications provide in-depth coverage of the hunting sport as
well as an excellent forum for TravelArctic  to launch the hunting
marketing program. Magazines selected are Safari, Petersqn’s
Hunting, Field & Stream Trophy Edition, American Hunter and North
American Hunter. All magazine advertisements will be coded to
determine origination of responses for tracking purposes.

12
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Media Plan

3.

MEDIA RATIONALE (Cent’d)

ouTDooRs/ADVENTURE/CULTURE/ToURING

‘vT e target group for Outdoor s/Adventure /Culture /Tourin9 are heavy
magazine readers according to SMRB 1986 (see Exhibit II). In
addition, those people who have the potential to travel to Canada
are also heavy magazine readers. Therefore magazines are
recommended as the key vehicle to reach this audience.

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

Travel magazines in particular have a
environment and according to the U.S.
important sources of information when
(see Exhibit III)

Throuuh the use of spectacular images

favorable editorial
Pleasure Travel Study are
planning for travel.

and informative copy,
Trave~ArctiC’S message will effectively reach the primary target
audience in the following publications:

In addition to reaching

Travel & Leisure
Travel Holiday
Outside Magazine
Sunset
Smithsonian
Audubon World

the primary target audience, the magazines
selected will also reach the very important senior citizens’
market.

During the launch year, the Canadian market will receive some
coverage from selected U.S.. magazines through spillover exposure.

13
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\
PROGRAM DETAILS - TELEVISION

/ COMMITTED MEDIA - SPORTSFISHING

# OF
UNIT OCCASIONS/

STATION SIZE WEEK

In-Fisherman* 30 sees. 1
:’! Al Lindner Specials
; WGN (Super Station)
.’

Al Lindner Specials* 30 sees. 1., 70 Select Stations
.!

Al Lindner Specials* 30 sees. 1
t CBN Cable Network

Angling Adventures* 30 sees. 1 - 2
Nashville Network

Jerry McKinnis** 30 1 every
The Fishing Hole otherI
ESPN Sports week
Network

# OF # OF
WKs. Occ.

4 4

4 4

5 5

4 20

26 13

● Note: TravelArctic to receive rolling billboard credits on all
specials.

● * progrm  dates are January 11 - JUIY 10. Six occasions will air in
1987/88. \

14
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Fledia P l a n

PROGRAM DETAILS - MAGAZINES

COMMITTED MEDIA - SPORTSFISHING

PUBLICATION CIRCULATION

Angling Adventures
8 pge. 4/C Insert

The In-Fisherman
4 pge. 4/C Insert

200,000

218,649

# OF
INS.

1

1

15.
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)

PROGRAM DETAILS - MAGAZINES

RECOMMENDED MEDIA - SPORTSFISHING

1

PUBLICATION CIRCULATION

\

1
Fly Fisherman

‘, DPS 4/C BL. 140,545

Natural History-} DPS 4/C BL. 502,751
J

# OF
INS.

1

2

)
16
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PROGRAM DETAILS - MAGAZINES

RECOMMENDED MEDIA - SPORTHUNTING

PUBLICATION CIRCULATION

Field & Stream 771,174
Full Page B/WBL.
(Regional)

Shooting Sports 14,000
Retailer
Fr. Cov. & Spread
Spread (2nd Cov. & Pg. 3) 14,000

Field & Stream 500,000
Trophy Edition
FP B/W BL.

Petersen’s Hunting 317,865
FP B/W BL.

Safari 14,000
FP B/W BL.

lQnerican Hunter 1,504,000
FP B/W BL.

North Amer. Hunter 87,604
FP B/W BL.

# OF’
INS.

1

1

1

1

2

2

1

1

\
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PROGRAM DETAILS - MAGAZINES

RECOMMENDED

PUBLICATION

MEDIA - OUTDOORS/ADVENTURE/CULTURE/TOURING

CIRCULATION
# OF
INS.

Audubon World
DPS 4/C BL. 404,695 1

I Outside Magazine
DPS 4/C BL. 255,386

Smithsonian
) DPS 4\C BL. 2,310,970

1 Travel Holiday
DPS 4/C BL. 805,232)

Travel & Leisure

I
DPS 4/C BL. 1,118,132

Sunset Magazine 1,442,478
DPS 4/C BL.

1

1

2

2

2

18.
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EXHIBIT I

CO-OP PROMOTIONAL OPPORTUNITIES

SPORTSFISHING

1 .

2.

3.

Jerry McKinnis Fishing Special
Sweepstakes Promotion - On an exclusive basis the Northwest
Territories will be the sportsfishing travel destination prize in
a national U.S. sweepstakes promotion. In addition to strong
cross-merchandising of the television series, the sweepstakes will
be used as a national traffic builder in the retail outlets,
distributorships and dealerships of corporate sponsors of The
Fishing Hole.

Sponsors include Winnebago, Mercury Marine Outdoors, Dupont Ranger
Boats, Eagle Claw Fishing Tackle.

One trip for two to the Northwest Territories will be part of the
multi-component Grand Prize.

The Sweepstakes will be promoted through the properties of Jerry
McKinnis Associates, plus all the corporate sponsors who are
manufacturers. The manufacturers will undertake their own
additional promotions through TV, radio, newspapers, magazines and
their own distribution channels.

Negotiations are undeway with the World’s largest manufacturer of
fishing tackle, lures and rods for the development of an exclusive
N.W.T. product line.

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

Al Lindner & Jerry McKinnis Fishing Specials
Television fishing programmed suggest a “donutn opening on the 30
second commercial to rotate operator listings.

Angling Adventures
Operators will be listed on the inside back cover of the
A;gling Adventures’ eight page insert. Should the insert be
continued in 1988/89 Operators can buy into small space
advertisements using identifying logos etc.

19
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Media Plan

EXHIBIT I (Cent’d)

CO-OP PROMOTIONAL OPPORTUNITIES

SPORTSFISHING Conttd

4. Fly Fisherman
One to two Double Page Spreads purchased in Fly Fisherman offers
1/3 page B/W vertical, free for operator listings to run adjacent
to the spread. TravelArctic will have a free listing in Fly
Fisherman’s Source Directory.

5.

6.

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

N a t u r a l  History offers to run reprints of t h e  a d v e r t i s e m e n t
for $9S3.00 (gross) C D N . per  1000 ,  fea tur ing  opera tor  l i s t ings  on
the back. Sample is enclosed.

OUTDOORS/ADVENTURE

2. Travel & Leisure, Travel Holiday , Smithsonian and Outside
offer Reader Response cards at no charge. All inq-will be
submitted to TravelArctic for follow through.

Note : All magazine advertisements will be coded to determine
origination of responses for tracking purposes.

20.
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EXHIBIT 111

ALL ADULTS

SEX
TKle

Female

AGE
T-24

25-34
35-44
45-54
55-64
65+

EDUCATION
College Grad

* Attended College
High School Grad
Attended High School

INDICES OF PRINT EXPOSURE BY
SELECTED DEMOGIUPHIC GROUPS

OCCUPATION
Professional/Managerial
Clerical/Sales/’Te&hnical
Crafts/Formen
Other
Unemployed

MAGAZINES

100
T
105

156
125
102
75
66
50

89
115
104
91

93
110
106
115
90

NEWSPAPERS

100
m
97

59
7 7
98-

*119=
d31
1 3 8

SOURCE: 1986 SMRB

* READ AS FOLLOWS: ATTENDED COLLEGE - ~AGAzI~E ~ADE5sH1p
IS 15~ ]IIGHER TH&Y THE NATIONAL A~TnAGE
IY THE GROLT !’XO HAVL ATTENDED CCLLEGE.

1C8
93

IC8
88

107
99
92
86

106
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EXHIBIT 111 (Contld)

PRINT USAG& - TRAVELERS TO CANADA

TMVELLED TO CANADA IN
TOTAL
K

TOTAL ADULTS 169,460

%%?% 31,709
Quintile 2 36,823
Quintile 3 29,136
Quintile 4 35,659
Quintile 5 36,133

32,367
Quintile 2 45;475
Quintile 3 24,126
Quintile 4 35,013
Qulntile 5 32,480

aily Newspapers
Read Any 1 0 8 , 8 1 2
Read On~ 84;651
Read Two+ 24,161

Weekend/Sunday Newspapers
Read Any 110 # 255
Read On; 96;020
Read No+ 14,23S

THE MST 3 Y E A R S  ‘-

(000) tv %H INDEX

6,731 100.0

1,644 24.4
1,599 23;8
1,235 18.3
1,400 20.8

853 12.7

1,745 25.9
1,918 28.S

859 12.8
1,410 20.9

799 11.9

4,725 70.2
3,413 50.7
1,311 19.5

4,916 73.0
4,147 61.6

769 11.4

4.0

5 . 2
4 . 3
4 . 2
3 . 9
2 .4

5.4
4.2
3.6
4.0
2.5

4.3
4.0
5.4

4.5
4.3
5.4

100

131
109
107
99
53

136
106
90

If)i

62

109
102
137

112
109
136

SOURCE: 1986 SMRE-TRAVEL

READ AS FOLLOWS: V% IS THE !!AGAZISI READER AS A PERCENT OF THE
TOT~L,ADCLT POPULATION WHO TRAVELLED TO
CANADA IN PAST THREE YEARS.

H% IS THE !lAGAZINE !UADEP. .4S A PERCENT OF TIIE
TOTAL L_.S. IDULT popUL~TIOyo

,
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TravelArc tic
FY 1987/1988 Outdoors /Adventure/Culture/Touring

Media Plan

TERRITORIAL
DISTRIBUTION

New England
Mid-Atlantic
E.N. Central
W.N. Central
S. Atlantic
E.S. Central
W.S. Central
Mountain State
Pacific State

CANADA

Newfoundland
Nova Scotia
Prince Edward Is.
New Brunswick
Quebec
Ontario
Manitoba
Saskatchewan
Alberta
British Columbia

EXHIBIT V

CIRCULATION ANALYSIS

SPORTSFISHING

ANGLING
IN FISHERMAN ADVENTURES

6,541 N/A
29,978 N/A
76,218 N/A
50,574 N/A
12,310 N/A
4,898 N/A
4,172 N/A
8,407 N/A
6,334 N/A

15,647 N/A

25 N/A
114 N/A

N/A
42 N/A

598 N/A
11,500 N/A
1,214 N/A

777 N/A
1,156 N/A

202 N/A
Northwest Territories 14 N/A
Yukon 5 N/A

FOREIGN 1 0 9 N/A
OTHER N/A

TOTAL CIRC. 215,199 N/A

FLY
FISHERMAN

11,501
20,152
15,042
7,250

13,225
3,617
7,150

20,264
29,614

9,628

174
593
81

498
627

2,556
393
284

1,921
2,424

38
39

2,429
181

NATURAL
HISTORY

33,196
183,320
51,333
24,826
56,567
12,705
30,788
26,166
72,281

2,617

27
88
8

38
309

1,084
113
96

333
501
11
10

3,095
981

140,064 498,569

\
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TravelArctic ,
FY 1987/1988 Outdoors/Adventure/Culture/Touring

Media Plan

EXHIBIT VI

CIRCULATION ANALYSIS

OUTDOORS/ADVENTURE/CULTURE/TOURING

TERRITORIAL TRAVEL &
DISTRIBUTION LEISURE

New England 73,663
Mid Atlantic 210,846
E.N. Central 129,955
W.N. Central 47,032
S. Atlantic 178,048
E.S. Central 40,566
WOS. Central 132,289
Mountain State 50,202
Pacific State 182,259

CANADA 47,649

Newfoundland 569
Nova Scotia 1,214
Prince Edward Is. 150
New Brunswick 914
Quebec 2,891
Ontario 21,272
Manitoba 1,997
Saskatchewan 1,763
Alberta 8,689
British Columbia 7,282
Northwest Terr. 247
Yukon 108

FOREIGN 5,531
OTHER 3,034

TOTAL CIRC. 1,119,074

TRAVEL
HOLIDAY

42,582
127,279
146,018
59,965

154,987
36,810
65,493
46,269

125,829

13,766

N/A
N/A
N/A
N/A
N/A
N/A
N/A
N/A
N/A
N/A
N/A
N/A

. -

805,232

SMITHSONIAN SUNSET

177,071 4,503
402,119 7,228
341,299 12,286
138,336 7,328
490,608 8,074
77,278 1,307

187,523 7,009
138,908 204,016
461,623 1,171,089

7,513 2,406

N/A
N/A
N/A
N/A
N/A
N/A
N/A
N/A
N/A
N/A
N/A
N/A

N/A
N/A
N/A
N/A
N/A
N/A
N/A
N/A
N/A
N/A
N/A
N/A

13,746 2,966
6,126 995

2,433,687 1,429,929

OUTSIDE

15,167
30,019
37,249
18,649
31,917
8,500

19,668
37,142
50,559

9,632

58
229
15

233
857

2,852
696
515

2,159
1,999

28
11

2,278
1,407

262,391

$
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TravelArctic
FY 1987/1988 Outdoors/Adventure/Culture/Touring

Media Plan

TERRITORIAL DISTRIBUTION

MID WEST

Illinois
Indiana
Iowa
Kansas
Michigan
Minnesota
North Dakota
Ohio
South Dakota
Wisconsin

FAR WEST

Alaska
California
Oregon
Washington

CANADA

Manitoba
Ontario
Saskatchewan
Northwest Territories
Alberta
British Columbia
Yukon

EXHIBIT VII

CIRCULATION ANALYSIS

SPORTHUNTING

FIELD & STREAM REGIONAL EDITION

75,734
53,709
36,683
32,185
87,849
57,795
11,703
82,407
12,273
61,909

8,356
149,104
33,170
40,126

2,100
13,880
2,169

89
5,718
4,182

43

TOTAL CIRCULATION 771,174

32
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To:

From:

Media Response:

Client:

Marketina Objectives:

EXHIBIT VI 11

MEDIA BRIEFING

Marketing Strategy:

Advertising Objectives:

Tarqet Audience:

Market/Product/Service Data:

Seasonality/Regionality:

Creative Considerations: .

Campaign Budget:

Request Date:

Due Date:

Campaign/product :

—— .—

,
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EXHIBIT VII I (Cent 1 d )

MEDIA BRIEFING
Page 2

Timinq:

Other Considerations:

NOTE: Example follows.

I

,
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E X H I B I T  VIII (Cent ’d )

To:

F r o m :

M e d i a  R e s p o n s e :

C l i e n t :

MEDIA BRIEFING

Request Date:

Due Date:

Media Costing; Media Outline; Full Plan

Campaign/product:

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

Marketing Strategy: To implement a number of projects such as public
relations, put on seminars, advertise, . . . especially for current
users or potential travelers who now travel elsewhere; therefore,
increasing our share.. .

Advertising Objectives: To generate awareness of the destination. . .
or . . . to educate current users of added value . . . or . . . t o  change
the attitude of the general public toward the use of nuclear power as
an energy alternative . . .

Target Audience: Primary Audience: age, sex, education, income . . .
Is this based on the client’s knowledge or outside research source?
Is there a secondary audience and how important are they? Are
l i f e s t y l e  c h a r a c t e r i s t i c s  i m p o r t a n t ?

Market/Product/Service Data: Is travel (or sales) up or down from
year previous. Is it a long term attitude change faced with other
contradictions? How big a voice does the alternate attitude have? IS
the product or trip purchased regularly or only once? Indicate time
and location of purchase . . . Give promotional details if available.
Is the product or idea new?

Seasonality/RegionalitX: English/French; year round vs. summer only
...; quarterly objectives; urban vs. rural distribution or sales . . .

Creative Considerations: State likely creative units if known or
suggest If discussion with creative team is appropriate. Is creative
new or established. When will creative/production be ready?

Campaign Budget: Do you know the media budget or is a spending
recommendation required? Are there any special instructions like
earliest approval dates or cancellation realities to be identified?,

35C\
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EXHIBIT VI 11 (Cent d )

MEDIA BRIEFING
Page 2

Timinq: Start date, end date. Any time the client does not want to
be advertising or any time it is most important to be advertising.

Other Considerations: Is advertising allowed in all places or media
veh~cles (le) beer and wine regulations; or has CTV but not CBC
approval? Is client trying to develop an environment for his product
(ie) developing awareness of market first and then product second
(like moderation first and Labatt’s as a sponsor second) or is it
product development in an established market (like GNWT pushing the
fishing and hunting of their area to people who are already anglers
and hunters)?

.,,!
.
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MEDIA PLAN
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TravelArctic
FY 1987/1988 - TRAVEL TFU4DE

MEDIA PLAN

ADVERTISING OBJECTIVES

The advertising objectives as outlined, in the strategic Marketing
Plan for Tourism (Government of Northwest Territories) April 1986, are
as follows:

1.

2.

3.

4.

To create a positive image and increase product
awareness, in the Travel Trade industry, of the Northwest
Territories as a world-class destination for the
outdoor/adventure experience.

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

To support the 1987/1988 TravelArctic’s  product
campaign.

To provide some support in Canada.

36.
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TravelArctic
FY 1987/1988 - TMvEL

MEDIA PLAN
TRADE

~DIA, OBJECTIVES

1. Target Audience

To direct advertising to the target audience defined as:

“The Travel Trade Industry”

2 . , Geographic Coverage

To advertise on a national  basis with specific e m p h a s i s
placed against regions representing maximum potential.

~. Timing/Duration

To advertise at the most opportune time to reach the target
\audience prior to ahd during peak vacationing planning
~eriods.

4. ltea~h/Frequency

To provide  maximum reach of the  ta rge t  audience .

5. Creat,ive Considerations

To utilize media vehicles that reach the target audience and
are compatible with the creative message.

37.



TravelArctic
FY 1987/ 1988 - TRAVEL

MEDIA PLAN

I

TRADE

MEDIA STIWTEGY

Role of Advertising

In adhering to the Government of Northwest Territories mandate to
facilitate and promote the healthy development and prosperity of the
tourism industry; the role of advertising is to communicate
effectively TravelArctic’s message to the Travel Trade. To achieve
this objective, the advertising must:

- generate and maintain “top-of-mind” awareness
- create a positive image
- help to increase visitations to the Northwest Territories
- help to increase travel receipts during visitations
- provide minimal coverage in Canada.

Target Audience Definitions

The target audience in the Travel Trade Industry is defined as
follows:

- Tour Operators/Wholesalers
- Travel Agents
- Motor Coach Operators
- Carriers & suppliers

Geographical Coverage

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

Timing/Duration

The campaign will be scheduled to commence mid January 1988 to
March 31, 1988, prior to, and during the peak vacation planniqg
period.

.
38



1 I

Trave lArct ic
FY 1987/1988 - TRAVEL TIUDE

MEDIA PLAN

MEDIA STRATEGY (Cent’d)

Reach/Frequency

Full Page Four Colour Eleed advertisements, interspersed with 1/4 Page
Black and White advertisements, will be scheduled to provide maximum
reach and frequency against the target audience. In addition, the
proposed schedule will provide a constant presence in the market
place.

Media Selection

The media selection will be based on the following criteria:

impact aga ins t  the  ta rge t  audience
high awareness
g e o g r a p h i c  f l e x i b i l i t y
c r e a t i v e  c o m p a t i b i l i t y
c o s t  e f f i c i e n c y
c i rcu la t ion  in  Canada

6
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TravelArctic
FY 1987/1988 - TRAVEL TFU4DE

MEDIA PLAN

An overview of the

MARKET:

MEDIA :

UNIT SIZE:

# OF INS.:

TOTAL # INS.:

CAMPAIGN DATES:

KEDIA RECOMMENDATION

recommendation follows:

%?=
United States

emp asls on the geographical regions
of Mid-Atlantic, E.N. Central.
W.N. Central, Pacific, and

Secondary: Canada

Magazines - Travel Weekly,
Tour & Travel News, Travel

New England

Travel Agent,
Aqe (West), ASTA Agency

Management (formerly ASTA Tr~vel News)

Full Page 4/C BL.
1/4 Page B/W
Business Reply Card

2 - 8 ins. per publication
2 Business Reply Cards

26 insertions

January 11/88 - March 31/88

GROSS IMPRESSIONS: 1,834,921
( B a s e d  on 1.9 readers per copy)

NOTE: Advertising schedule follows.

.4
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TravelArctic
FY 1987/1988 - TRAVEL T~DE

MEDIA PLAN

ADVERTISING CLOSING DATES

UNIT
SIZE

INS.
DATE

INS. O R D E R
CLOSING DATE

MATERIAL
CLOSING DATEPUBLICATION

Travel Weekly FP 4/C BL
1/4 P B/W

n @l
m m
n II

FP 4/C BL
1/4 P B/W

n I*

● BRC

*BRC

Jan. 11/88
Jan. 21/88
Jan. 28/88
Feb. 11/88
Feb. 25/88
Feb. 29/88
Mar. 10/88
Mar. 24/88
Jan. 11/88
Feb. 29/88

Dec.  2 3 / 8 7
Jan. 6/88
Jan. 13/88
Jan. 27/88
Feb. 10/88
Feb. 12/88
Feb. 24 /88
Mar. 9/88
Dec. 24/87
F e b .  1 0 / 8 8

Dec. 2 3 / 8 7
Jan. 6/88
Jan. 13/88
Jan. 27/88
Feb. 10/88
Feb. 12/88
Feb. 24/88
Mar. 9/88
Dec. 24/87
Feb. 10/88

Dec. 31/87
Jan. 11/88
Jan. 15/88
Jan. 25/88
Feb. 5/88
Feb. 15/88
Mar. 1/88
M a r . 7 / 8 8

Travel Agent FP 4/C BL
1/4 P B/W
n It
n w

FP 4/C BL
1/4 P B/W
m n
n n

Jan. 18/88
Jan. 28/88
Feb. 4/88
Feb. 11/88
Feb. 22/88
Mar. 3/88
Mar. 17/88
Mar. 24/88

Dec. 31/87
Jan. 11/88
Jan. 15/88
Jan. 25/88
Feb. 5/88
Feb. 15/88
Mar. 1/88
Mar. 7/88

FP 4/C BL
1/4 P B/W

w
n

Feb. 1/88
Feb. 15/88
Feb. 29/88
Mar. 21/88

Jan. 19/88
Feb. 2/88
Feb. 16/88
Mar. 8/88

Jan. 19/88
Feb. 2/88
Feb. 16/88
Mar. 8/88

Travel Age
West

Dec. 31/87
Feb. 1/88

Dec. 31/87
Feb. 1/88

ASTA Agency
Management

FP 4/C BL
W

Feb. 1988
Mar. 1988

Jan. 11/88
Feb. 29/88

Dec. 28/87
Feb. 15/88

Dec. 28/87
Feb. 15/88

Tour & Travel
News

Jr 4/C BL
w

I
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TravelArctic
FY 1987/1988 - T~VEL TRADE

MEDIA PLAN

.

MEDIA RATIONALE

The Government of the Northwest Territories mandate is to facilitate
and promote the healthy development and prosperity of the tourism
industry. TO complement GWNT’S mandate, the following media are
recommended to create optimum levels of awareness? image and positive
perceptions, of the Northwest Territories as would class destination.

Maaazines

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

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

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

The regional edition, Travel Age West has been recommended to provide
added impact in the Pacific Region. While the two leading
publications have coverage in the Pacific Region, the concentration of
circulation is in the Eastern Seaboard, S. Atlantic, E.N. Central
and W.N. Central (See Exhibit I).

ASTA Agency Management 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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Tra ve 1 Arct i c
FY 1987/1988 - TRAVEL T R A D E

MEDIA PLAN

PUBLICATION

Travel Weekly

# OF
INS .

2
6

2

2
6

1
3

2

2

* Formerly ASTA Travel News

$

, 43
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