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WESTERN ARCTICMARKETINGSTRATEGY

OVERALLDESCRIPTION

OVERVIEU

Introduction

The following market strategy is a detailedoutline on marketingexpendituresfor

the Western Arctic from 1989 to 1995. It representsall proposed spendingby:

o

0
0

in

o

0

0

0

0

0

0

0

0

0

0

0

It

WAVA;

Western Arctic Suppliers;and

local wholesalers.

the areas of:

consumermagazines;

brochuresand flat sheets;

familiarizationtours;

trade shows;

travel writers;

videos;

inquiry fulfillments;

mailing list development;

bJAVAspecial promotions/eventS;

in-housepromotion/giveaways;

marketingsupport;and

marketingresearch.

does not specifically deal with expenditures by the Travel Industry

Association-N.W.T., Travel Arctic or promotion by southern wholesalersand tour

operators.

While it has been tailored to reflect the general orientationof TIA and Travel

Arctic, it is very target specific,focussingon identifiedmarket segmentsto the

Western Arctic.



Objectives

The strategyhas been laid out with some very clear objectives.

o Focus on

from 40%

Canadian

in line

the western United States. Americanmarkets are expected to increase

to 60% of the overall market. This will necessitate lowering the

components from 60% to 40% and bringingthe geographicbreakdownmore

with the Yukon. This will serve to tap into the massive American

market and significantlyincrease volumes on the Dempster Highway and, more

appropriately,mesh Western Arctic marketingactivitieswith that of the Yukon.

o Capitalizeon the Dempster Highway by increasingrecreationvehicle volume by

30% per year over the first 3 years of the plan.

o Increase the Western Arctic market share of travel industry revenue to the

N.W.T. by a 5% point in the first three years. This will not be done at the

expense of other N.W.T. regions. The purpose is to solidify the Western

Arctics’position as a major N.W.T. destination,region.

o Focus on southern Ontario within the Canadian market place, again to take an

aggressiveposition in those populatedareas that can deliver the volumes.

o By heavily promoting in high population areas, increasingtourism 3 fold over

the next 5 to 7 years.

Context

The strategy has been designed within

by:

o focus on new adventure travel act”

Trail, fishing,

o working closely

(a) responding

cultural inclusion,

with TIA-N.W.T.and

a specificframeworkwhich

vities such as canoeing,

etc.;

Travel Arctic by:

rapidly (fulfillment)to 1-800 number leads

is characterized

hiking the Canol

(b) complementingthe TIA trade shows particularlywith consumer shows

(c) complementing generic Travel Arctic advertising with product specific

advertising

(d) maintain a 80% level of target specificpromotionwithin the budget;

....
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(e) appealing heavily to the:

recreation vehicle operators

- hunting and fishing consumers

hiking, canoeing and cultural/natureinterpretationtour wholesalers

(f) major emphasis on print material which reaches high numbers and supports

inquiry fulfillment 1-800 requests, trade shows, Stc. This emphasis is

subsequentlyfollowedby efforts in:

- mailing list development

videos

- trade shows and tour wholesalercontacts;

(g) geographicallyfocus on western United States through:
- magazinesand directories

- trade shows

- fam tours and travel writers

and Ontario through:

consumermagazines

- fam tours;

(h) advertisein specificallyhigh end magazinesthat appeal to consumersthat

are:

interestedin specificproductsand prices

oriented toward culture and nature interpretation

- can potentiallybe packaged;

(i) Marketing will be directed to those who are adventurousand older and are

interestedin:

- R.V. travel

- birdwatching

- boat cruises; and

unique sites like Herschel Islandand Banks Island.

..
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1. CONSUPERMAGAZINES

1.1 PURPOSE

1.2

0

0

0

0

to improve rubber tire volume by 30%/yearfor the next 3 years and

fundamentallytriple tourism revenue over the next five to seven

years by market penetrationthrough consumermagazine advertising;

specifically target the R.V. market with 50% of the magazine

expenditure in guides and directories such as Milepost>“Hheelers

Guide, etc.;

target the western United States while appealing to Ontario with

coach fam tours, trade shows, etc.; and

advertising in many magazines that are similar to the Yukon thus

piggy-backing on their large and well established advertising

campaign.

DESCRIPTION

o

0

The advertisingwill be both product and operator spec

such as Antler, Aklak, Boat Cruise, will sell to the R

order to stimulateday trips;

o hunting will sell to the sophisticatedhunter and

fic. Operators

V. operatorsin

tie in with the

specific trade shows. HTA however will also advertize in

Petersons;

fishing advertisingwill heavily promote Fort Franklin in the first

year to rapidly build consumer awareness of this exceptional

fishing area; and

nature interpretationwill be both specific (birdwatching,back

packer, canoe) as well as generic (Sierra,Canadian Geographic)”

.5
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2. DIRECTORY/BROCHURE

2.1

2.1.1

2.1.2

-.A

4

DIRECTORY

Purpose

This new directorywill be much more than a lure piece. It will be an

all encompassing guide to specific travel products in the Western

Arctic.

It should promote and generatesales for the region in general as well

as lead to specificinquiriesfor individualsuppliers.

It will also:

o contribute to a sense of organization and sophisticationin the

Western Arctic Travel Industry;

o create an image of cooperation amongst the communities and

suppliers;and

o reinforce the Western Arctic as a completedestinationregion.

Description

o

0

0

0

0

0

0

0

84” x 11”, in order to fit into an envelope;

full colour;

product specific including package description and costs for 2

years;

partial cost recoverythrough advertisingby suppliersand airlines

(approximately$8,000.00);

divided by individualcommunities;

highlightscertainfeatures such as:

- Banks Island

- Dempster Highway

- Herschel Island

- Great Bear

- MackenzieDelta

accurate and informativemaps; and
60,000 copies (2 year supply)at 28 to 32 pages.

.*
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2.1.3 Distribution (Two Years)

2.2

2.2.1

2.2.2

Fulfillment

- WAVA

- 1-800 number

- Travel Arctic

Visitor ReceptionCentres

- Whitehorse

- Dawson

- Inuvik

Consumer Shows (selectbasis)

Economic Developmentand Tourism

Hotels, CanadianConsulates,WholesalerMailing List

DEMPSTERHIGHHAY BROCHURE

Purpose

12,000

10,000

10,000

3,000

7,000

2,000

10,000

2,000

4,000

0 stimulatetraffic on the regions major access corridor;

o contributeto a sense of securityand interestin the highway; and

o create an image of the Dempster being a unique, accessible northern
travel corridorto the Arctic Ocean.

Description

o 84” x 14” folded brochure;

o 2 colours;and

o generaldescriptionof services:

- Eagle Plains

- Fort McPhersonService Area

- Midway Lake



2.2.3

2.3

2.3.1

. .
2.3.2

. .

2.3.3

9

2.4

Distribution (30,000 copies)

o Whitehorse/Dawson

O 1-800

0 Travel Arctic

o WAVA

o Eagle Plains

PRODUCTBROCHURES

Purpose

5,000/year

3,000/year

3,000/year

3,000/year

1,000/year

o prot’note individualproducts as reflectedby overall strategy;

o define product and quote prices; and

o respect overall regional design motif.

Description

O 8+” X 11”;

o 2 colour; and

o various quantities(approximately4,000).

Distribution

o operator fulfillment;

o mailing lists;

o WAVA Visitor Centre; and

o Whitehorse/DawsonVisitor Centre.

COMMUNITYHANDOUTS/FLATSHEETS

2.4.1 Purpose

o inexpensivecommunitybased promotion.

.,.

.



2.4.2 Description

o 8+” x 11” (2 sided, 1 colour);and

o information

- history, social structure

- unique character

- availablepackages

attractions/events

- several attractivephotos.

2.4.3 Distribution

o Visitor ReceptionCentre;

0 WAVA Visitor Centre; and
o Mail outs.

,,
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3. FAMILIARIZATIONTOURS

“!

J

...

3.1 PURPOSE

o introduce new and existing product to existing and potentiallynew

tour wholesalers;and

o expand existing packages.

Objectives3.2

0 increase volume on new rivers (e.g. Black Feather), hiking

opportunities(MountainTravel);

o establishingan air program with Fiesta Wayfare;

o expand Horizon Holidaywith river/boatcruise; and

3.3

0 establisha coach tour out

DESCRIPTION

of Edmonton (NagelTours).

Promote such attractionsas:

o Herschel;

o Canol Trail;

o Firth/AndersonRivers;

o Delta Boat Cruise; and

o Tuktoyaktuk/AklavikTour.

N.B. The proposed fam tours

also anticipatedthat Travel

are the responsibilityof WAVA but it is

Arctic wil host a similar number of tour

wholesalersin the Western Arctic such as:

o Contacts Pacific - Vancouver,(Herschel);

o Sobek Expedition- California,(canoeing,fishing);

o Hartwig Travel - Winnipeg, (cultural);

o Victor Emmanuel, (Hershel,Richardson);

o Great Expeditions- Vancouver,(canoeing,fishing);and

o“ Audubon Society - [Washington,D.C., (birdwatching,Banks Island).

.! ..
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4.1

4. TRADESHOUS

PURPOSE

4.3

4.2

0 introduce actual product directly to the consumers by operators;

and

o generate sales and take deposits.

OBJECTIVES

o reinforce existing product and introduce new product as it becomes

available;and

o increase sales volume for specificproductsand attractions.

DESCRIPTION

Focus on California,Texas and Ontario major markets.

Dallas SportsmenShow

o 200,000visitors

o adventureproduct

o targettedaudience

Anaheim SportsmanShow

o 250,000 visitors

o major market

o adventuretravel and strong R.V. rubber tire and coach markets

London Free Press

o 50,000 attendance

o reinforce Horizon Holidays

o stimulatesouthernOntario

o good exposurefor R.V., auto and fishing

Toronto SportsmanShow

o 300,000 attendance

o fishing and adventuretravel especiallyR.V.

o some canoeing,fishing

. .



5. TRAVELHRITERS

5.1

5.2

5.3

PURPOSE

Introducenew product to specificmarkets.

OBJECTIVES

Promote specificactivitiesand regionaldestinationsareas such as:

o Banks Island;

o canoe trips; and

o nature/cultural interpretation.

DESCRIPTION

o because of similar resources, products and market distribution

channels it is possible to gain maximum benefits with this budget

by doing cooperativewriter sponsorshipwith Tourism Yukon;

o typical travel writers tours

- Herschel

- Canol Trail

- Inuvik to Tuktoyaktuk;and

o this budget is specific to WAVA and it can be expectedthat Travel

Arctic will be responsiblefor bringing an equal number of travel

writers into the !desternArctic.

.. .:*
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CONSUMER MAGAZINESCent’ d
1989 1990 1991 1992 1993 1994/95

5. TUKTOYAKTUKCOASTAL

● Sierra
o Equinox

6. DRUM LAKE LODGE

o Equinox
o Sierra

SUBTOTAL:

540
580 630

640
670

690 720

580 630 720 1,700
540 580 640 720

10,850 10,040 8,480 5,620 5,580 9,580
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CONSUMERMAGAZINESCent’d
1989 1990 1991 1992 1993 1994/95

HIKING:CANOLTRAIL

● Backpacker 620 680 740 830
0 Outside 450 500 550 “ 600 660 1,600
● Explore 600 660 720 800

SUBTOTAL: 1,670 1,840 2,010 1,400 1,490 1,600

CANOEING

o Explore 600 660 800 2,000
● Canoe 520 570 650 700
● Outside 450 500 550 660 1,600
0 Che-Mun 300 330 360 400 440 1,100

SUBTOTAL: 1,870 2,060 910 1,850 1,800 4,700

4

}.
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CONSUMERMAGAZINESCent’d

1989 1990 1991 1992 1993 1994/95

CULTURE

1. ARTS AND CRAFTS HORKSHOPS

Tuktoyaktuk
Aklavik
Paulatuk

o Crafts Plus
o Harrowsmith
o Crafts Magazine

2. CULTURAL INCLUSION

Tuktoyaktuk
Paulatuk
Aklavik

o Universityof Edmonton
● Universityof Toronto
o Universityof Montreal
Alumni Newsletters

● Canadian Review of
Sociologyand Anthropology

SUBTOTAL:

480
580
470

520
620
510

660
590

580

1,500
1,650
1,450

600 650 700 760

520 560 610 670

2,650 2,860 1,970 1,930 670 4,600

TOTAL FOR CONSUMER MAGAZINES: 40,670 42,330 41,170 36,220 37,110 66,140

●
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YUKON CO-OP

1989 1990 1991 1992 1993 1994/95

YUKON CO-OP WITH TRAVEL MRITERS

1. CO-OPltITH TOURISM YUKON ON
6 WRITERS PER YEAR ON
DEMPSTER HIGHHAY

● Transportation@ $700.00 4,200 4,600 5,100 2,800 3,100 7,200
0 Acconnnodation@ $300.00 1,800 2,000 2,200 1,500 1,700 4,000
● Land Costs @ $500.00 3,000 3,300 3,600 2,800 3,000 7,000

TOTAL YUKON CO-OP: 9,000 9,900 10,900 7,100 7,800 18,200

●

—



000.
0
m

0
0
0
0’
N

I

I

0
0
0*
Ln
N

1

I

1

0
0
0.
a
m

I

0
0
0.
1-
N

I

I

0
0
0.
In
N

1I I

I

I

I

I

~
0

I

I

I

0
0
0 .

I

I

I

0
0
0

c1

0m

I

I

0
0
0.
0

I

0
0
0.
m
A

I

c.-

1

0
0
0.
In
N

I

I

I

0
0
0
a“
N

:
s
(d

I II

0
0

10 .
In
(Q

0
0011 Ill.
0
N

*

0
0

101 .
w
m

IllI

I

1

1 IllI

-g

6

.
N
N

u
c
tu IL

.
L
a)
>

i
I

I
I

(

1
1

“a
n

l--
m 1- “3

v
u

>
s
s

u

* m m ● * ● * ●

.



.: I ,. ,

INQUIRYFULFILL=NT

1989 1990 1991 1992 1993 1994/95

1. HESTERN ARCTIC VISITORS ASSOCIATION

● Response and Follow-up 2,500 4,000 6,000 8,500 10,000 23,000

2. TOUR OPERATORS 2,500 3,000 5,000 6,000 8,000 20,000

3. HUNTING OPERATORS 1,500 1,800 2,000 2,300 2,600 6,000

4. FISHINGOPERATORS 2,500 3,000 4,500 6,000 7,500 17,000

5. HOTELS 2,500 3,000 4,000 5,500 6,000 14,000

6. AIRLINES 1,000 1,300 1,600 2,000 2,200 5,000

TOTALINQUIRYFULFILLMENT: 12,500 16,100 23,100 30,300 36,300 85,000
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WAVASPECIALpROMOTION(MEDIAIEVENTS

1989 1990 1991 1992 1993 1994/95

1. MACKENZIE RIVER DISCOVERY EVENTS

o Re-enactmentof Mackenzie Voyage 20,000

2. DEMPSTERHIGHHAY

o R.V. WildernessRally

3. TOP OF THE UORLD SKI MEET

4. AKLAVIK-HERSCHEL ISLAND

● Inuvik Boat/Canoe/KayakRace

8,000

8,000

10,000

10,000

10,000

10,000

5. THOMPSON RIVER BANKS ISLAND

o National Park Designationand/or
Canol Trail InternationalHeritage 15,000
Way Destination (50th Anniversary)

TOTAL WAVA SPECIAL PROM)TION
(MEDIA) EVENTS:

20,000 8,000 8,000 10,000 15,000 30,000

ii
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IN-HOUSEPROMO/GIVEAHAYSCent’d
1989 1990 1991 1992 1993 1994/95

4. FISHINGOPERATORS

o Great Bear Trophy
o Fort Franklin
o Drum Lake
o Colville Lake
● Eskimo Lake
o Sitidgi Lake

SUBTOTAL:

1,000 1,000

1,000

1,000
2,000 1,000

1,000

1,000

1,000

1,000

1.000

1,000
2,000

1,000 2,000 3,000 3,000 3,000 3,000

5. HOTELS

o Inflight Magazines

6. COWUNITYARTS AND CRAFT HORKSHOPS

● Tuktoyaktuk

(a) Crafts Plus
(b) Harrowsmith
(c) Crafts

o Arctic Red
● Aklavik

SUBTOTAL:

1,000 1,000 1,500 1,500 2,000 4,000

800
800

800
700 700 700

700 700 700

1,700 1,700 3,700 3,000 3,500 4,000

TOTAL IN-HOUSE PROMWGIVE AHAYS: 9,700 11,200 14,200 18,500 23,000 22,000
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MARKETING SUPPORT

1989 1990 1991 1992 1993 1994/95

1. DISPLAY MATERIAL FOR TRADE FUNCTIONS

● Western Arctic Visitors Association 5,000 3,000 3,000 3,000
● Tour Operators 1,000 2,000 3,000 3,000 2,000 3,000
● Fishing Lodges 1,000 2,500 2,000 1,000 2,000
● Hunting Outfitters 1,000 1,000 2,000 2,000 2,000

2. PHOTO LIBRARY

o Western Arctic Visitors Association 1,000 1,500 2,000 2,500 3,000 6,000

3. RESOURCE LIBRARY 10,000 4,000 1,000 1,000 1,000 1,000

4. EQUIPMZNT

● Audio-Visual/SlideProjector 2,000 2,000 2,000

TOTAL MARKETING SUPPORT: 17,000 11,500 12,500 12,500 12,000 19,000

●

—
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MARKETINGRESEARCH

1989 1990 1991 1992 1993 1994/95

1. MESTERN ARCTIC VISITORS ASSOCIATION

o Western Arctic Dempster Exit
Survey and Updates 80,000 40,000 20,000

0 Analysis of IndustrySurvey Data 10,000 5,000 5,000 5,000 5,000 10,000

2. TOUR OPERATOR SURVEYS 1,000 1,500 2,000 2,500 2,500 5,000

3. HOTEL SURVEYS 500 500 1,000 1,000 1,500 ‘ 3,000

4. MARKET STRATEGY UPDATE 30,000

5. DEVELOPMENT PLAN UPDATE 50,000

TOTAL HARKETING RESEARCH: 91,500 7,000 78,000 58,500 29,000 18,000

●


