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ECONOMIC DEVELOPMENT & TOURISM - BAFFIN REGION
Guiding Principles

1) To promote a quality of life based on realizable and sus-
tainable human and natural resources, and that recognizes
unique priorities at the individual and community level.

2) To support a quality of life that minimizes destruction
of cultural heritage.

3) To promote acceptable compromises between cultures through
cross-cultural awareness>

4) To achieve a choice of options in a balanced economy.
5) To promote self-determination of a viable quality of life.

6) Facilitate access to opportunities fFor self-determination
of a viable quality of life.

7) Recognize that the Department has two roles in the
development economy : the proactive developing role and

the reactive program delivery role.

The nature of the immature eastern Arctic economy necessitates
that we stress a development mandate.



THE DEPARTMENT’'S ROLE _.IN DEVELOPMENT

Identify existing opportunities.

Identify means of creating new opportunity through such
facilitating factors as:

a. human resources (skills and incentives)
b. capital

c. market / demand

d. public / private sector roles

Analyze and evaluate trends, achievements and failures
in economic opportunities.

Promote awareness and discussion of options and consequences
to development opportunities.

Promote discussion and awareness of opportunities and
development consequences with other public and private

agencies.

Support quality in production and encourage excellence
in new opportunities.




PROBLEM INDICATORS

1) Deficit-financing has produced afinality to available
Government resources.

2) Growth in population is outstripping creation of jobs
and new wealth.

3) Tax-base is not increasing substantively.

4) Limited number of viable opportunities for resource and
business development. .

5) Accelerated erosion of historical isolation of Inuit
resulting in rapid entry of southern cultural presence.

6) Sense of hopelessness of “non-viable” communities, low
self-esteem of available human resources.

7) Increasing dependence on Government “endless pot illusion”.

8) Proliferation of Government and Government programs has
made simple problems difficult to solve.
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COMMON BARRIERS TO ECONOMIC DEVELOPMENT

lack of available capital

lack of skills (low-grade levels)

high cost of living

low confidence levels

growing communities without a viable resource base
lack of new opportunities

pool access to information
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2.0

2.

1

BACKGROUND

GLOBAL TOURISM

In the past decade, industry around the world had shifted from focusing
on continental and domestic trade to competition on a global scale.
As a result, world trading patterns and financial flows have also
shifted, forcing many national governments to seek new ways to generate
revenue. Tourism has been identified as a revenue generating industry
which can be promoted by many countries around the world. The result
is that tourism around the globe has become a highly competitive
industry, which is no longer simply a local, regional, or domestic
economic activity. It has become unprofitable to concentrate tourism
promotion on a domestic or international market of close proximity.
Instead, in order to succeed and compete for tourism revenue a country’s
tourism activities are now becoming global in scope.

In relating this to the Baffin Region our products are unquestionably
unique and have universal appeal. However, when it comes to developing
and marketing these products to an increasingly sophisticated clientel,
further work will be required.




2.2

BACKGROUND TO THE N.W.T. TOURISM INDUSTRY

Tourism has gained increasing importance to the economy of the Northwest
Territories. It is currently the second largest private sector employer

in the N.W.T., second only to mining. The iIndustry has been developing

steadily since the 1960°s with improvements in transportation systems
linking the N.W.T. to the South. During the 1970°s air services improved
dramatically with the introduction of jet service from the south,
creating an environment for development of the package tour industry.

Business travel had also grown, with oil and mineral exploration and
government travel, at a greater rate so that business travelers numbered
several times that of pleasure travelers. On the whole, tourism,
like all other N.W.T. economic activities, centered in on the larger

communities, but left approximately 50 smaller communities scarcely
touched by the tourism industry.

This pattern of tourism also meant that the people of the N.W.T., espec-
ially native people, had only a small involvement in the tourism
industry. Besides outside of the N.W.T. ownership, the narrow resource
base of the N.W.T. made it necessary to import many essential materials
and services, therefore tourism receipts were offset by leakages.
The aim of the government was to redirect tourism and its economic
benefits to all parts of the N.W.T., especially to smaller communities
and to involve more people of the N.W.T. in the industry.

In addition to direct economic benefits, the tourism industry can enhance
the quality of life of the N.W.T. residents through contributing to
the conservation of significant elements of our cultural and natural
environments and through the provision of outdoor recreational
opportunities.

The N.W.T. mandate emphasizes the preparation of communities, their
residents and their businesses, so0” that they can be more active
participants in the tourism industry.

From the viewpoint of the tourist, the object of this strategy is to
provide better facilities and services; and, most of all, to provide
more enlightening and satisfying tourism experiences.




2.3

BACKGROUND TO THE BAFFIN TOURISM INDUSTRY

In the early 1970°s the Baffin Region was faced with serious economic
guestions about the future. The development of tourism was regarded

as part of a strategy to broaden and diversify an ailing economy.

It was not until the 1980°s that tourism was strategically addressed
by both government and industry. In the Baffin Region a 1981 tourism
development strategy provided a Tramework to direct growth and
development in the tourism industry. It identified tourism development
opportunities that met market forecasts and expectations and that were
responsive to resource development and local community aspirations.

The emphasis was to develop non-consumptive forms of tourism, and to
avoid land-use conflicts. Government was to initially provide most
of the capital to develop attractions, improve skill levels, and market
the region. Facility development was left primarily to the private

sector, however Government provided incentives through capital contri-
butions.

The Baffin Travel Zone is actually a collection of arctic islands with
Baffin Island being the largest. The region is only accessible by
air. The population of the Baffin region is approximately 10,000 people.
Table 1 - Baffin Regional Population.




TABLE 1

Baffin Regional Population

4 z

Community Male Total Female Total 1981 1986
Arctic Bay 190 50.7 185 49.3 375 447
Broughton Island 190 50.7 185 49.3 375 427
Cape Dorset 420 53.8 360 46.2 780 863
Clyde River 245 55.1 200 44.9 445 524
Grise Fiord 50 47.6 55 52.4 105 138
Hall Beach 180 51.4 170 48.6 350 427
Igloolik 375 50.3 370 49.7 745 808
Iqaluit 1,225 52.1 1,110 47.5 2,335 3,038
Lake Harbour 125 50.0 125 50.0 250 294
Nanisivik 135 51.9 125 48.1 260 294
Pangnirtung 425 50.6 415 49.4 840 918
Pond Inlet 375 53.2 330 46.8 705 834
Resolute Bay 95 55.9 75 44.1 170 173
Sanikiluag 195 50.7 190 49.4 385 439
Baffin Unorganized 100 55.6 80 44.4 180 208
Regional TOTAL 4,330 52.2 3,970 47.8 8,300 9,832

Source: Statistics Canada 1987

Inuktitut is the principal

language spoken by 82.7% of the Baffin's

population with English and French being spoken by 14.6% and 2.2% respec-
tively. For a number of Baffin communities, language has been a barrier
to tourism development, particularly in the case of providing visitor
services and programs. An even greater barrier are the entry level
skills and training programs that would allow for much greater labour
force participation in the region’s tourism industry. Not only is skill
development important to greater resident participation in the industry,
it is a very important element in the delivery of Baffin tourism product.

Pleasure travel to the Baffin occurs principally during the June through
September period, accounting for 70% of total annual non-resident pleasure
travel. Shoulder season travel in the Spring accounts for 28% which
is largely the result of polar bear hunts, skiing and dog sledding.
The Fall is attributed largely to caribou hunts.

The vast majority of pleasure travel visitation to the Baffin is by
packaged tours. The following table displays the regional destination
of pleasure travel in the Baffin. Igqaluit captures 45.5% of pleasure
travel to the Baffin but only 12.4% of the travel expenditure. Igaluit




is the principal gateway for the travel to the Baffin. The high
visitation/low spend to Iqaluit is attributed to three large tours that
are essentially day trips, which account for over 50% of pleasure travel
visitation to Iqaluit. The higher visitor expenditure in the case of
Resolute Bay is due in part to 16 polar bear hunts (value $270,400. ).
Lastly, 17% of all pleasure travel is not community-based and accounts
for one third of all pleasure travel expenditure in the Baffin.

TABLE 2

Regional Distribution of Baffin Pleasure Travel
(Peak and Shoulder Season Travel)

1987
Number of Number of Approximate
Community Packages Clients Value

Cape Dorset 4 113 $ 211,554.00
Igaluit 10 813 370,651.00
Pangnirtung 5 106 253,778.00
Pond Inlet 6 158 253,778.00
Clyde River 2 6 16,057.00
Broughton Island 2 5 40,362.00
Grise Fiord 6 81 194,688.00
Resolute Bay 10 180 644,482.00
Arctic Bay 2 21 110,718.00
Igloolik 3 44 101,160.00
Non-Community

Based Pleasure 271 1,015,560.00
Travel

TOTAL 50 1,788 $3,021,744.00

Source: Tourism and Parks - Baffin Region.

In 1970, there were 2 Tfishing camps, 2 hotels, 10 transient centres,
2 outfitters and a single airline in the Baffin. Today there are 20

outfitters, 34 guides, 14hotels, 5 camps or lodges, 2 travel agents
and 4 airlines (into the Region).

More than 7,000 business, government and pleasure travelers visit
the Baffin region every year. It has been estimated that this activity
injects approximately 8.5 million dollars into the Baffin economy,
stimulating about 184 full “time, part time and seasonal jobs annually.

(See Table 3 .)
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TABLE 3

Tourism Industry & Tourism Industry Related
Employment - Baffin Region
January 1986

Inuit Other Total
Hotels/Lodges 67 31 98
Outfitters & Guides 35 4 39
Airlines 20 20 40
Travel Agencies 2 6 8
TOTAL 124 61 185

No. of Visitors

(Thousands)

In global terms, tourism is the world’s fastest growing industry and
one of the largest generators of international trade. In times of
recession the tourism industry generally remains buoyant. The tourism
industry of the Baffin Region is at a very early stage of development
relative to other similar destinations in the world. Although the
Region’s tourism resource base is of high quality with unique charac-
teristics that have inherent potential to attract a diversity of markets,
the industry is just beginning to compete for market share. Graph
4 shows the steady increase in visitors to the Baffin, every year,
measured at the peak period from June to September.2

GRAPH 4
No. of Visitors to the Baffin

For Peak - June to Sept.

1 T T T
1962 1964 1965 1966 1967

Year

The Territorial Government has encouraged better quality tourism
facilities. “Graph 5 shows both operations/maintenance and Capital




Dollars
(Thousands)

expenditures by the Department of Economic Development & Tourism, for
the Region, from 1984 projected through 1989 (estimate). Eating and
accommodation facilities have been upgraded gradually over the past
several years. Hospitality training for this sector of the industry
will be a high priority for 1988, as will a number of other training
programs for the-tourism industry.

GRAPH 5
G.N.W.T. Capital and O & M Expenditures

Tourism, Baffin Region
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The Territorial Government has encouraged the participation of a skilled
and motivated resident work force comprised of 124 native northerners
employed full time, part time and seasonal in the regional tourism
industry. Forty-one fully trained Baffin residents graduated from
the guide level 1 course over the past two years. Technical skills
are to be further upgraded with added levels of guide training in special
areas such as big game hunt guides (presently there are 30 whom have
completed this section) and interpretive guides. By 1987, 30 inuit
had graduated from Level 11 outfitting. course. Big game hunting guides
came just iIn time to take the increase in the caribou hunting quota.
As a result of these courses the quality of the hunts have increased,
as has the .number of hunts available and of course the income. (See
Graphs)
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0

REGIONAL TOURISM DEVELOPMENT STRATEGY

A tourism development strategy provides a framework to direct growth
and development in the tourism industry, over a ten year horizon.
It identifies tourism development opportunities that meet market
forecasts and expectations and that are responsive to resource
development  opportunities and local community  aspirations, and
initiatives. Specifically, a tourism strategy gives direction to the
public and private sector for investment initiatives.

The recommended Regional Tourism Development Strategy proposed for
the early 80’°s was:

“To stimulate the development of predominantly non-consumptive
community centred tourism in an integrated network of tourism
destination areas and destination communities that are linked
together by air transportation or boat tours. Development
of tourism facilities, attractions and programs that will
take place along specific themes that will attempt to reflect
the natural, cultural and historic resources and lifestyles
of the Region. These will aim to attract specific specialty
markets to provide structured, programmed opportunities that
can be packaged for small group visitation. The bulk of
the tourism development will be initiated by the public sector
and managed and operated by the private sector. The individual
community’s  decision regarding tourism development will
ultimately decide the type and extent of tourism development
that will take place in that community.”

The core of this strategy remains the same today, however the method
for achieving the goal has changed. While in the past the department’s
emphasis has been to create the appropriate climate for residents to
participate and to become aware of tourism opportunities, the department
in the Baffin Region will now move on to the next stage of its resources
on product development and insuring quality products and services
continue to be offered.




3.1

3.1.1

GUIDING PRINCIPLES

Tourism programs should reflect the following key principles:

Tourism development must be consistent with the abilities and aspirations
of the host communities, and must not result in unacceptable cultural,
social and natural environmental impacts;

3.1.2 Tourism development should be well distributed between communities;

3.1.3 Tourism development and marketing activities should be designed to

yield maximum possible economic benefits for residents of the Baffin
Region;

3.1.4 The private sector should take the lead in developing a viable tourism

3.1.5

3.1.6

industry, with government providing support in the form of financial
incentives and public infrastructure;

Public funding for tourism projects should be consistent with established
tourism development and marketing strategies of the N.W.T. and only
be provided:

a) to private businesses in response to market analysis which indi-
cates profitable development opportunities;

b) for public infrastructure when feasibility studies show that such
infrastructure will generate economic benefits for the N.W.T.
in excess of the costs involved; and

c) for studies which help to determine the most cost-effective use
of future public funding;

Tourism programs must be based on measurable goals which can be sub-
sequently evaluated to maintain or improve their quality.




3.2

3.2.1

3.2.2

3.2.3

3.2.4

3.2.5

3.2.6

3.2.7

TOURISM OBJECTIVES

In order to accomplish the goal, within the guiding principles, this
strategy has the following specific tourism objectives.

Increase the quality of the Baffin tourism offerings by:

a) increasing the availability of market responsive Baffin vacation
offerings that are internationally price competitive;

b) working to insure that both the quality and availability of those
public and private facilities and services that are required to
support our vacation offerings are consistent with (or exceed)
most visitor expectation;

c) increasing consumers’ satisfaction with their travel experiences
in the Baffin Region by ensuring that Baffin product offerings
are accurately advertised and delivered described, and that visi-
tors have pre-trip information which properly prepares them for
visiting the Baffin;

Promote increased use of community based existing under-utilized faci-
lities and services, particularly in “shoulder” seasons, by:

a) increasing awareness of Baffin vacation opportunities in our key
markets;

b) facilitating the design and delivery of effective marketing camp-
aigns by Baffin operators and their sales representatives, in our
key markets;

c) facilitating the purchase of competitive Baffin vacation offerings
within and outside the N.W.T.

d) improving the conversation ratio of consumer inquiries to sales.

Increase the availability of Baffin packaged tours that are community
based and are competitive internationally in tersm of quality, price
and content.

Facilitate an increase in the number of natural and other attractions
(e.g. parks, wildlife sanctuaries, historical sites, etc.) in Baffin
vacation offerings that have sufficient international stature to attract
world travelers.

Facilitate an increase in the knowledge and skill levels of existing
and potential tourist industry managers and staff.

Increase the profile of N.W.T. arts and crafts, country foods, and
traditional cultural events in Baffin product offerings and marketing
campaigns.

Increase the annual level of investment by Baffin operators in their




3.2.8

3.2.9

marketing efforts, and the development and enhancement of their products.

Facilitate an increase in the capabilities of the Baffin tourism assoc-
iation to effectively represent travel industry viewpoints; provide
a forum for information exchange between N.W.T. businesses; and support
the growth of the tourism sector.

Facilitate an increase in the Baffin public’s awareness of the socio-
economic value of the tourism industry and take steps to improve the
hospitality skills of residents and businesses in host communities.
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3.3 COMMUNITY BASED TOURISM

3.3.1  General Description

It is believed that encouragement and support for a program of community -
based tourism is the most appropriate means for accomplishing the goals
of this strategy.

Many tourists are prepared to travel and stay in the Baffin communities,
if they can be assured of being welcomed and if they are provided with
quality opportunities to explore, enjoy, and learn about the cultural
heritage of those communities, and the natural landscapes which surround
them. By encouraging the tourists to use communities as “base camps”
or "centres" for their visit and concentrating effort on developing
those points of interest to the tourists that are located close to
communities, we can increase the use of existing community services,
reduce the need for constructing and servicing new tourist facilities,
increase local benefits and facilitate local control.

The communities cannot offer holidays on sunny beaches, fancy hotels,
or numerous movie houses or theatres - but they can offer tourists
a unique opportunity to experience a different land and its culture.

At the present time there is little understanding in some communities
of the tourism industry, what it implies, how they can direct it, or
how to derive maximum local benefits. Communities require assistance,
if they are to knowledgeably determine the extent to which community
based tourism could assist them in achieving their social and economic
development goals and objectives.

Community based tourism is the envisioned means to address the deficien-
cies in the N.W.T. tourism industry, and the way in which the govern-
ment’s goal and tourism objectives can be accomplished. The intention
of community based tourism is to allow communities to use the tourism
industry as a means of self-determination, especially economically.
This Government’s role in community based tourism is that of a consultant
in the planning stages, and that of a provider of direct financial
support in the developmental stage. We will advise and assist community
councils and businesses on their request, in the development and
promotion of community based tourism endeavors.

3.3.2 As A Tourism Experience

The essence of community based tourism, from the viewpoint of the tourist
visitor, iIs the availability at the community level of all inclusive
tour packages that will involve visitors in the cultural and natural
attributes of the community and its immediate surroundings.

The visitors” trips and experiences will typically have emphasis on
the historical and cultural aspects of man and his use of the land.
Rather than be spectators, tourists will actively participate in
primarily non-consumptive outdoor recreation activities, many of which
are water or shoreline oriented. Community based tourism activities




3.3.3

3.3.4

3.3.5

3.3.6

can include fishing and hunting, but special emphasis would be placed
on non-consumptive Tlearn/observe/experience activities.

The visitor activities and experience must be interesting and organized
into packages. The ideal community based tourism package will involve
many community operators - the hotel operator, tour organizer, restau-
ranter, outfitter and guide. The package will keep visitors busy for
two to five days in and around any one community.

As A Business Venture

The size of community based tourism packages and their individual
business components will vary across the Baffin according to the size
of communities and the facilities and services available. Community
based tourism can be of any size and involve any community; but, it
is worthwhile to point out tourism business characteristics that may
prevail at the simplest Ilevel in the smallest communities. The
businesses may have basic facilities/services, limited capital
investment, require a minimum of operating skills, involve flexible
schedules to accommodate the entrepreneurs, be complementary to other
activities of the owners and employees, and make dual use of equipment.

Compatibility With Community Wishes

In order to satisfy the economic and political aspirations of communities
and be complimentary to the lifestyle of the residents, a program of
community based tourism should also be premised on several conditions.
Communities should exercise control over the planning, growth and nature
of tourism operations within their jurisdictions; and, community resi-
dents should preferably manage and be employed by the businesses.
The majority of economic benefits should be retained and distributed
within the community.

Impact On Natural And Cultural Resources

Our sensitive environment requires that tourist attractions and activ-
ities be closely monitored and controlled in order to avoid permanent
negative impacts on natural and cultural historic resources and to
prevent potential mishaps. Non-consumptive interpretive and viewing
activities are much easier to control than consumptive activities such
as hunting. Furthermore, the serious conflict which can arise when
tourists begin to compete for a limited biological resource or interfere
with traditional Inuit land uses, can be avoided through adopting
community based “learn/observe/experience” programs.

Summary

Community based tourism is a term which describes a tourism industry
focused on a specific community, with tourism opportunities and infra-
structure and activities centred in and around the community. The
intent of a community based tourism industry is to focus the economic




benefits and opportunities from tourism into the community. With the
relative isolation of our communities, this type of nodel tourism deve-
lopment can work.



3.4

3.4.1

3.4.2

PLANNING MODEL

As a means of implementing the N.W.T./Baffin strategy, its principles

and its objectives at a regional level, the department has adopted

a planning model that emphasizes five inter-related components. Tied
together, these components form the basis of a complete tourism
functional system. The system is flexible enough that it can be used
for planning-at a regional-level, community level-and business level.

TABLE 11
Community
Based

Tourism

///////”,_ Tourists ___\\\\\\\\

Info. Transp.
Attractions ‘e’///////
H
1
People

Attract ions

A wide variety of physical settings and establishments provide a lure
for travelers to visit destination regions. While almost anything
at one time or another may become an attraction, the functional tourism
system requires identification, planning and management of some physical
attraction. Attractions, no matter who owns and provides them, not
only 1 ure visitors but provide for their participation. Attract ions,
as considered here, may be owned publicly, commercially or by nonprofit
organizations.

Services - Faci 1 1 ties

The most important functional category from an economic input sense




3.4.3

3.4.4

3.4.5

3.4.6

is that of the facilities and services, such as hotels, lodges, rest-
aurants, retail sales and other services. Tourist spending on facilities
and service provides the major economic input in most destination re-
gions.

Transportation

Linkage between place of residence and place of destination is a very
important component. Although automobile and air travel tend to dominate
most tourist travel, other modes of transportation, such as boat, snow
mobiling and hiking, frequently are critical links of the transportation
system.

Information - Direction

People accumulate information and develop values relating to travel
experiences that influence their decisions to travel and where to travel.
All those functions that relate to learning about travel objectives
are important. While advertisers and promoters provide heavy input,
people are informed and guided by a great variety of sources, not the
least of which is their own past experience.

Tourists

To say that the people-component of tourism is a major one is certainly
an understatement. Without controlled volumes of people with both
the desire and the ability to travel. toui“ism cannot develop and thrive.
Important planning considerations center around where they live, and
what they prefer, what they regularly participate in and their
expenditures.

Interdependence

Certainly, this model of a tourism system is a very generalized approach,
but it is useful as a tool for planning. Inaddition to the function
within each component, there are strong interdependencies between compo-
nents. The simple model in Figure 5.5 A has many cross-linkages as
well as the dominant flow as shown. The cross-interdependencies are
very strong, forming an extremely sensitive and dynamic whole.

Change in any one component can dramatically influence the others.
This principle of dynamic, not static, interaction is fundamental to
planning - which of necessity also must be dynamic.




Using the functional system, and breaking it up into its components
parts we can analyze the region as- follows:

3.5 TOURISTS

Existing Market Characteristics

Current Vacation/Pleasure Travel Volume to the
Baffin is Low But Growing

The following table indicates that during the summer travel period

of June through September business travel to the Baffin has been the
highest travel generator.

Total Person Trip to Baffin TABLE 11A
June to September and
Trip Purpose

1982 1984 1985 1987
Trip Purpose b4 # 4 # z # )4 #
Business 63 1,575 57 1,853 64 2,433 64 3,255
Vacation 30 750 35 1,138 29 1,103 29 1,475
VFR 7 175 8 260 7 266 7 356

Source: 1982, 1984 - Visitors to N.W.T.

Notes: 1985 - Total Visitor estimate obtained from Tourism and Parks,
Baffin Trip Types taken from Baffin Air Survey, 1985.

The 1987 estimate is based on 1,788 tourists to the Baffin
to the end of August, as estimated by Tourism and Parks, Baffin.
As a result this is likely a low estimate as the month of
September is missing. The 1,788 trips have been reduced by
25% to reflect spring non-peak pleasure travel. The percentage
distribution of trip types has been assumed to be similar to
1985 (i.e. 29% is pleasure travel).

Travel to the Baffin has increased substantially since 1982. There
has been a sizable increase (33.7%) in pleasure travel since 1985.
It is difficult to point to a specific reason for this. Expo *86 greatly
increased awareness about the N.W.T. As well there have been major




features on the Baffin in such magazines as Macleans. At the industry
level there has been significant development of packaged travel products
in the Baffin as well as the development of outfitting and guiding
services for pleasure travelers and adventure packages.

While the recent growth in pleasure travel to the Baffin is encouraging,
it is still so very low relative to other zones such as Fort Smith
and Inuvik.

3.5.1 Vacation Travel Expenditure To the Baffin Is More
Than Twice the Value of Other N.W.T. Regions

The following table indicates that the value of vacation expenditure
to the Baffin is considerably higher than for Inuvik or the Fort Smith
regions.

TABLE 12

Comparison of Average Party Vacation Expenditure - 1984

Average
for
Baffin Inuvik Fort Smith N.W.T.
Average Travel
Party Expenditure $1,550. $455. $565. $625.

Source: Visitors to the N.W.T., 1984.

The higher visitor expenditure impact in the Baffin is due to a number
of factors. In general, vacation travel to the Baffin is expensive.
Compared to other N.W.T. regions the average length of stay is longer
at 12 nights compared to 10 nights or less for the average length of
stay in the N.W.T. Baffin travelers tend to use hotel/motel accommo-
dation to a much greater extent than other regional travel in the N.W.T.
These factors will contribute to the Baffin capturing the highest level
of trip expenditure impact in the N.W.T. at 2.5 times the average expend-
iture for the N.W.T.

While pleasure travel to the Baffin is low compared to the Fort Smith
region, the Baffin does not need to generate the same level of travel
volume. The major reason for developing a tourism industry is to capture
visitor expenditure. In other words the Baffin would only have to
capture 1,900 trips to produce $3 million in visitor expenditure compared
to 4,800 trips to produce equivalent value of tourism expenditure in
Fort Smith area. For 1987, the average trip expenditure for pleasure
travel to the Baffin is estimated to be $1,690 person. This expenditure

level does not include discretionary spending on crafts and goods/ser-
vices.

Source: Detek Murray & Assoc. Product Devl. Strategy.




3.5.2

Ontario and the United States Are the Baffin's
Key Pleasure Travel Markets

The following table indicates that for pleasure travel, Ontario and
the U.S. have been the Baffin's key travel markets.

TABLE 13
Origin of Travel To The Baffin
1982- 1985
I
l
Pleasure/
Business Other
Canada 1982 1984 1985 _Travel _Travel
Ontario 33 47 39 36 45
Quebec 21 22 25 33 11
Maritimes 6 9 9 11 4
Manitoba 2 3 4 1
British Columbia 9 2 2 1
Alberta 9 2 2 2 1
74 83 83 93 63
Foreign
U.S.A. 22 11 15 6 34
Other 4 5 1 1 3
Source: Visitors to the N.W.T. 1982, 1984 and 1985 Baffin Air Travel Survey.

For 1985 we have separated out the reason for travel to the Baffin.
Clearly Ontario is the Baffin's greatest pleasure travel market. Market-
ing efforts should be concentrated in major Ontario cities like Ottawa
and Toronto.

Interestingly, although Quebec accounts for the second highest travel
market to the Baffin, this has been largely through business travel.
Given that Quebec represents the largest travel market within close

geographic proximity to the Baffin, it yields relatively few pleasure
travel visitors.

The United States next to Ontario, has been the Baffin's second most
important pleasure travel market. As shown in Table 27, the Atlantic
region, and in particular the New England and Middle Atlantic regions
have been the most significant.

Clearly market priorities for the Baffin pleasure travel products would
be Ontario and the U.S. Atlantic States. Existing travel surveys suggest




3.5.3

that marketing should be directed to upscale urban households. The

present travel profile for Baffin pleasure travelers indicates
professionals over the age of 30 with above average incomes.

Market Potential for Baffin Products Pleasure Travel

Baffin pleasure travel can largely be characterized as being one of
the N.W.T. ’S higher-valued tourism products. Both within the N.W.T.
and in North America the Baffin offers a unique, almost exotic pleasure
travel experience. It provides high arctic adventure with a natural
and cultural resource base that is distinctive. In terms of airfares
and the cost of accommodation and meals, it is one of the most expensive
travel destinations in North America.

TABLE 14
Origin of U.S. Pleasure Travel to the Baffin
1985

Atlantic 2
New York 8.3
Maine 6.5
Massachusetts 2.6
Vermont 2.2
Connecticut 1.1
Florida 1.2
TOTAL 21.9
Central

Indiana 2.6
Kansas 1.4
Louisiana 1.6
Texas 2.6
TOTAL 8.2
Pacific/Mountain

Arizona 1.4
Colorado 1.4
California 1.1
TOTAL 3.9

Source: 1985 Baffin Air Travel Survey.




The high cost of pleasure travel to the Baffin, although considered
to be a constraint, needs to be put in context. Actually a week long
pleasure trip to New York as well-as other major North American cities,
can be just as expensive as a week long pleasure trip to the Baffin.
While airfares to New York are comparatively less expensive, meals
and accommodation are not.

The Baffin provides almost the antithesis of the “big-city” pleasure
travel experience - real adventure, seclusion/privacy, different life-
style and a natural/untouched environment. Not surprisingly, the major
market for Baffin travel is the upscale urban dweller seeking an adven-
ture travel experience that is not available in or near their own cities.
The following table indicates the market potential specifically available
to the Baffin and the Baffin's current capture rate.

TABLE 15

Market Potential for Baffin Pleasure Travel Products

Potential Current
North American Baffin Penetration

Market Pleasure Rate

For N.N.T. Travel

Non-Consumptive
Outdoor/Adventure 46,600 700 1.5%
-General Touring 0
(Packages) 15,727 900 5.7%
Consumptive
Outdoor/Adventure
Travel (Hunting 11,240 100 1%
only)

Totals 73,547 1,800 2.42

Source: Derek Murray & Assoc.

At the present time the Baffin is capturing 2.4% of the estimated market
potential for pleasure travel to the N.W.T. Clearly there is significant
market potential for the development of the Baffin's tourism industry.
The following chapters examine the supply side of the Baffin's industry
and its capabilities to delivery pleasure travel products.




3.6 ATTRACTIONS

Baffin Pleasures Travel Products
As indicated previously, Baffin pleasure travel is largely packaged

with very little independent touring. At present the Baffin has classi-
fied its travel packages by product type such as:

TABLE 16

Baffin Packaged Tour Sales - 1987

Number of Number of
Tour Package Category Packages Sold Tourists
Sports Fishing 3 107
Sports Hunting 3 95
General Interest Tours 11 661
Special Interest Tours 11 570
Naturalist Tours 4 43
Adventure Tours 13 312
Total 45 m

For purposes of comparability with other zones and for purposes of
market analysis we have had to revise these categories into the two
broad groupings of outdoor/adventure travel and general touring:

TABLE 17

Baffin Pleasure Travel Categories

Number of Number of
Category Packages Tourists Value
OUTDOOR/ADVENTURE
. Consumptive 1
- Fishing 3 100 $ 282,050.
- Hunting 3 100 784,700.
Total 6 Z00 $1,066,750.




+ Non-Consumptive

- Naturalist/
Wildlife/ 8 100
Photo Safaris

- Hiking/
Backpacking/
Skiing/Dog 16 400
Sledding

Canoeing/

Kayaking/ 5 200 $1,954,994.
Boating/Rafting

Total 29 700

GENERAL TOURING

.General Interest 7 850
Arts/Culture/ 3 50
History
Total 10 900
—
TOTAL 45 1,800 $3,021,744.

The Baffin serves principally a non-consumptive touring market. However
it should be noted that in terms of expenditure impact, sports hunting
packages for polar bear and caribou generate a substantially higher
trip expenditure impact. In case of general touring it should also
be noted that the high visitor volume is the result of three large
tours that were essentially day trips.

The largest number of tour offered (29) are non-consumptive outdoor/

adventure products, in particular activities associated with hiking,
backpacking, skiing, dog sledding, skidooing and trekking.




3.7 SERVICES AND FACILITIES

Baffin Tourism Industry - Supply Side

This chapter examines the supply side of the Baffin's tourism industry
- its accommodation, transportation and tourist services.

In developing a base line of information of the Baffin's current tourism
industry and infrastructure the following documents were reviewed:

- Baffin Region Tourism Strategy
- Pangnirtung Community Tourism Study
.Tourism and Parks Data (Baffin Region).

In addition to the above an inventory of the region’s tourism infra-
structure was also undertaken.

3.7.1 Hotels/Motels

With the exception of Nanisivik and Lake Harbour, 12 Baffin communities
have hotel/lodge or Inns facilities. Lake Harbour has a transient
centre that is operated by the municipality but with no food services.

TABLE 18

Baffin Hotel/Motel Accommodation
(See Attached)

The available accommodation in most Baffin communities severely limits
capacity for tourism. Most communities could only handle very small
tour groups of 20 or less people at one time. Clearly this is not
a major obstacle for Iqaluit. Pangnirtung and Resolute Bay are the
only other Baffin communities that could accommodation larger tour
groups or more than one tour at one time.

The following table indicates the accommodation characteristics for

Baffin travelers. It was not possible to separate out profiles for
business and vacation travelers.

TABLE 19

Accommodation Characteristics for Baffin Travelers

Type of Accommodation Percent Average Stay

Hotels/Inns 69.3 9.1 nights




Friends/Relatives

Lodges = 14.7 6.4 nights
Campgrounds 5.3 2.0 nights
Other Camping 10.7 14.2 nights
Source: Visitors to the Northwest Territories, 1984.

The above table does not include staying with friends or relatives.
Clearly hotel accommodation is the preferred form of accommodation
in the Baffin. This could mean that other forms of accommodation such
as lodges or campgrounds are less desirable or not available.

The total bed night capacity for Baffin's accommodation sector is 59,656
bed nights. The 1987 demand for accommodation by the Baffin's 1,475
pleasure travelers for the peak period of June through September would
be 9,302 bed nights (1,475 pleasure travelers) x 69.3% (hotel accommo-
dation preferred) x 9.1 (average length of stay). As a result, pleasure
travelers would require only 15.6% of the Baffin's existing accommo-
dation capacity.

For most Baffin accommodation, operators, government and construction
travel make far more significant demands upon the industry’s capacity.

Unfortunately there is little current data that accurately describes
occupancy levels and the type of market served by Baffin accommodation.
Table 20 has been compiled from statistics obtained from some Baffin
accommodation operators. There is no data for the larger communities.
As a result the table presents only a very crude estimate as to the
type of market served by those operators reporting occupancy data for
the peak tourist travel period of June through September.

Clearly the government and construction markets are of more importance
to Baffin accommodation operators than tourists from the perspective
of room (bed) sales. It could easily be argued that this table is
not representative of Baffin accommodation in that without the larger
facilities located in Iqaluit and Resolute Bay it understates tourism
demand. However it is highly likely that tourist represent less than
25% of the demand for Baffin accommodation from June through September.

There are some indications that increasing tourism demand is having
its impact on the Baffin's accommodation. Since 1985 11 facilities
have undergone or are undergoing renovations and two entirely new fac-
ilities have been added (Bayshore Inn - Igaluit, Sauniq Hotel - Pond
Inlet).

At this point in the development of the Baffin's tourism industry,
accommodation is not necessarily a constraint. Existing accommodation
could handle twice as many tourists as it does now. Perhaps more
importantly a significant portion of the Baffin's accommodation sector
is upgrading the quality of facilities that are available for tourists.




TABLE 18

Baff n Hotel/Motel Accommodation

Seasonal ** Seasonal **
No. of No. of Room Night Accommodation Bed Night
Facilities Rates Rooms Capacity Capacity Capacity Employees
Arctic Bay 1 $131. 8 976 16 1,952 3
Broughton Is and 1 135, 8 976 12 1,464 3
Cape Dorset 1 $13%-. 11 1,342 23 2,806 3
Clyde River 1 - 140, 6 732 12 1,464 2
Gr se Fiord 1 w_mm. 9 1,098 10 220 6
Hall Beach 1 $125. 5 610 9 1,098 3
_adooiﬂx 1 ©125. 8 976 10 1,220 3
Iqaluit 4 $105. * 115 14 230 205 25,010 29
Pangnirtung 1 1125, 27 3,294 54 6,588 9
Pond Inlet *** 1 $150. 12 1,464 24 2,926 5
Resolute Bay 2 $120. 57 6,954 90 10,980 6
Sanik uaq 1 $140. 8 976 24 2,928 5
Totals 16 274 33,428 489 59,656 77

*  $105 without meals; all other rates nclude meals.
**  Where the pleasure travel season is defined as 122 days from June to September.
w**_=vo=a_zdmﬁ.mommmﬂ:mxmﬁmo<m1ﬁ_oznmumo*nk.

Lodges and Tent Camps outside of mm ties are mot included (5 faci ties — accommodation; nmumndﬁz s5)

e —
1



Arctic Bay
Cape Dorset
Pond Inlet
Pangnirtung
Igloolik

Grise ciord

Hall Beach

TABLE 20
Baffin Hote /Motel Occupancies by Type o< Market

June — September — Selected mm ties
Go_ernmen Construction Tourists Other
41.9 43.4 1.9 12.8
32.9 64.3 1.3 .1
55.5 - 8.8 32.5
230 2.2 36.0 29.0
6.7 12.5 £.4 21.4

—e—=~——=——---- (Construction Workers - 79.9%) — = eunu

46.1 41.8 2.2 9.9

Source: Tour sm and Parks — 1983 - 86.

Occupancy Level
June - September

49.2
64.8




Hotel operators should work closely with the tourist industry (tour
organizers) to supply-manage available accommodation. The N.W.T. govern-
ment could also assist by encouraging government travel in the non-peak
tourist season. This would benefit both operators and the industry
as a whole. It would free up rooms for tourists as well as improve -
year round occupancy. This would be of particular benefit to smaller
communities with limited accommodation capacity.

Regarding accommodation operators’ views as to the priorization of
government programs to develop the industry, the following table
represents a ranking of program priorities:

TABLE 21

operator’s Ranking of Program Priorities
To Assist the Industry

Percent
Type of Program Assistance Ranking
Development of Tourism Attractions 91%
Availability of Local Labour 89%
Improve Occupancy Levels 80%
Access to Financing 7%
Training and Staff Development 75%
Tourism Industry Awareness 64%
Improvement to Transportation Services 56%
Marketing Assistance 56%

Source: DMCA operator survey.

3.7.2 Lodges and Tent Camps

Unlike other regions of the N.W.T. the Baffin has very few tourist
lodges. In more cases they are tent camps. There are five such fac-
ilities located in the Baffin. There are two fixed-roof lodge facility
in the Baffin (Lake Hazen Lodge and Mingoutuo).

TABLE 22

Lodges and Camps - Baffin Region
(See Attached)




TABLE 22

Lodges and Camps - Baffin Region

Resident Non-
Name of Establishment Staff Resident

Tongnait Arctic Tent Camp 6 1
Clearwater Fiord Tent ; !
Camp - Pangnirtung
Kuluctoo Bay Camp 4 0
Kekertalung Camp 2 0
Mingoutuo Naturalist Lodge 3 1
Total Camps 22 ;

Compared to other regions in the N.W.T. there has been substantially
greater lodge development. Most lodges in the N.W.T. were originally
build to serve fishing markets. The Baffin does not have a high yield
fishing resource and the season is very short. While the development
of fishing lodges inthe Baffin does not hold any real opportunity,
the development of naturalist lodges would, particularly in outstanding

destination areas. The Keewatin has developed such a facility at Wager
Bay.




3.8

3.8.1

TRANSPORTATION SERVICES

The Baffin's principal non-resident markets are Ontario and the Eastern
Us. Prior to April, 1986, the Baffin was served by only one scheduled
airline from the south. With the introduction of Firstair in April,
1986 with direct air service from Ottawa it has not only improved the
level of air service to the Baffin from the south but also increased
competition and lowered the cost of air travel to the community. It
has also improved the accessibility of the Baffin to major U.S. urban
markets such as Boston and New York. Firstair has been aggressive
in developing new markets in Ottawa and Boston.

With two scheduled airlines offering direct jet service to the Baffin
it greatly enhances opportunities to develop packaged travel products.
Aside from the Baffin's outdoor/adventure products, it will be able
to promote specific events such as Toonik Tyme in southern markets.

The City of Ottawa has been very successful in developing events such
as Winterlude and Festival of the Spring. These events attract a number
of non-residents. The Baffin could work with southern festival organ-
izers in promoting its products or selling packages at southern events.

Outfitting and Guiding

Outfitting and guiding services are a critical component of the Baffin's
tourism industry. Particularly for the Baffin's outdoor/adventure
products, outfitting is required in virtually all cases. Even with
touring products, often guiding is required.

Outfitting in many ways it the heart of the 8affin tourist industry.
It is really through trained and experienced guides that tourists can
“experience” Baffin pleasure travel products providing a critical linkage
between the attraction and the tourist. Aside from providing equipment,
ensuring safety and comfort of tourists, and guiding a tour group,
the guide can really enrich the whole pleasure travel experience with
historical/cultural interpretation, stories about the area legends
and folklore. A good guide makes a trip both interesting and enter-
taining.

Outfitting in the Baffin has developed to a much greater extent than
in other N.W.T. regions. In fact the Baffin accounts for 30% of the
N.W.T. °S outfitting enterprises. Outfitting provides excellent employ-
ment opportunity. In some cases, individual outfitting establishments
are large with up to $200,000. 1in equipment and up to 8 employees.
The demand for guide training has been very strong in the Baffin.
This has been a direct result of the increase in packaged tour sales.

The following table lists the number of outfitters and guides in the
Baffin and their location.

TABLE 23

Baffin Region Licensed Outfitters
(See Attached)




TABLE 23

Baffin Region Licensed Outfitters

Qutfitters

Pangni rtung 6
Broughton Island 2
Pond Inlet 3
Arctic Bay 0
Resolute Bay 1
Iglool i k 1
Cape Dorset 2
Iqaluit 4
Other Outfitters (based in South)

EcoSummer Can. (Vancouver) 1
Total 20

Guides
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THREE IMPLEMENTATION YEAR PLAN

Matching our tourism objectives to the planning model.

TOURISM STRATEGY

TABLE 25

TOURISTS

Visitor Safety
& Satisfaction

ATTRACTIONS

Community
Control

SERVICES
FACILITIES

Distribution of
Tourists among

Research and
Planning

|

Employment

Heritage
& Crafts

Business
Opportunities

|

Research &
Planning

‘ New Products ‘

INFORMATION

Research &
Planning

Tourism
Information

Consumer
Promotion

I [

Community
Control

Travel Trade
Promotion

Country
Foods

Assi stance
to Industry
Promotion




1

Tourism policy

TOURIST

Exit Survey

N.W.T. Maxteting
strategy

Zone Association
Marketing Strategy

E.D.A. 1.1 (3

Tourism Support
Program (T.S.P.)

TOURISM STRATEGY - Department Mandate ABLE 24
_ _
TRANSPORT ATIRA TIONS SERVICES & FACILITIES INFORMATION
- E.D.A. 1.2 (A) - Parks Policy - Training strategy -L£DA. 21 (A.a)

!

E.D.A. 1.2 (B)

E.D.A. 1.3 (B)

- Product Deve opment - Trsm. Contr bution

strategy
- Capital Plan

Trsm. Contributions -0&M

Spec a ARDA

- Tourism Support
Program (T.S.P.

- E.D.A. 1.2 (3)
-EDo. 1.2 C)

- <SP 21
- 7.85.P. 2.2
- T.5.P. 3.1
- T.S.P. 5.1

E.D.A. 1.1 (A.b)

- 0 & M Gov't budget E.D.A. 1.1 (B)

- Tourism Support - E.D.A. 1.2 (C)
Program (T.S.P.)

- Product Development
) Strategy

N.W.T.
Marketing mﬂmKJ

- Arctic College Zone Association
training Marketing Stgy.

— Special ARDA -0&M
- E.D.A. 1.2 (A) - Tourism Support
- E.D.A. £.2 (B) Program (T.S.P.)
- E.D.A. 1.2 (C) - T.S.P. 6.1

- E.D.A. 1.3 (8)

- .5.P. L1

- T.5.P. 1.2

- T.5.P. 2.3

- T.S.P. 2.4

TSP 25

7S P. 3.1

e M .1,\

L2



4.2

TOURISTS

Arrange and assist media tours for promotional purposes
Arrange package tour retailers/wholesalers orientation tours
Initiate major regional exit survey

Complete a package tour survey

ATTRACTIONS

Develop a regional master plan for territorial parks management and dev-
elopment.

Develop, with industry, a 10 year capital plan

Evaluate existing attractions

Develop a range of Territorial Parks (at least 2 in 3 years)
Ensure offerings are price competitive

Negotiate with community of Pond Inlet and Parks Canada for possible estab-
lishment of a North Baffin Park

Encourage in-community tour packaging

Facilitate the development of theme tours

Encourage and assist in the development of a naturalist lodge in the Region.
Develop and deliver quality products

Increase Baffin resident ownership of tourism businesses.

FACILITIES AND SERVICES

Complete a hotel occupancy study

Increase the number and variety of tourism training courses

Plan and design the construction of a Regional Interpretive Centre
Complete the designs for an overflow accgmmodation facility
Continue to upgrade hotels, lodges and camps

Develop theme tours

Evaluate services

Administer contribution program/grants

Establish industry rating system for facilities

Promote shoulder season use
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Encourage sales of country foods

Plan E.D.A. implementation through B.T.A.
TRANSPORTATION

Develop a regional signage program for the region
Include arts and crafts products in future marketing
Include country food products in future marketing

Increase the availability of outfitter training courses and attendance.

PEOPLE

Facilitate an increase in the “capabilities of the N.W.T. Tourism Assoc-
iation to effectively represent travel industry viewpoints, provide a

forum for information exchange between business and stimulate the growth
of the tourism sector.

Formulate an increase in the N.W.T. public’s awareness of the socioeconomic
value of the tourism industry.
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4.3

THREE YEAR REGIONAL TOURISM PLAN

Project an Accurate Image of the Baffin Region

to ensure perception of tourism services
are not misleading.

insuring advertising is honest and accu-
rate; insure both economic distance
and cultural distance not a restraint.

Increase Visitation by 15% per year (or
of community. )

up to

ATTRACTIONS

Product

Providing easy access to attractions
by visitors.

i) by developing attractions near
communities and insuring these
attractions are compatible with

history/cultural aspirations.
ii) Evaluating existing attractions.

iii) Developing at least two new Terr.
Parks such Apex Creek Nat. Park.

iv) Plan, design and construct the
Baffin Interpretive Centre.

v) Develop program  and management
structure for B.I.C. facility.

TOURISTS

improving marketing skills & techniques.

i) evaluating present visitor traffic
through exit survey.

i) complete a
for 1988.

package tour analysis

iii) Monitor and make suggestions for
B.T.A. marketing plan.

iv) improve -data collection and inter-
pretation to better forecast demand
/supply. -

Inhouse program, ongoing.

Inhouse program, ongoing.

assumed carrying capacity

Funding Source/year

E.D.A. through B.T.A. and
Community organizations, GNWT
capital. 1988 through 1990

GNWT 0 & M 1988/89.

GNWT capital.
1990.

1988 through

GNWT capital. 1988/89 to

1990/91.
GNWT O & M 1989/90.

GNWT Headquarters 0&M 1988/89

GNWT O & M Sept. 1988/89

E.D. A. 1988/89

GNWT 0&M contracts 1988/89
(see data requirements

paper)




.3 Decrease Leakages

FACILITIES & SERVICES

Increase local

ownership and partici-

pation in the tourism industry, encourage

leadership at

industry and community

level.

i) Tourism awareness seminars in comm-

-
-
o/

V)

vi) Make

unities.

Increased organization in approaches
to marketing and product development.

Encourage regional operators to
invest in marketing their offerings.

i.e. J. Mitchell and Arctic Explorer
Assoc.

Establishment of an inbound tour
operator which would include central-
ized phone answering service, admin.
and accounting service, therefore
more cost effective.

Provide additional and a variety

of training courses through Arctic
College.

it easier for local

people
to enter into tourism industry.

- Decrease imports by using local products.

it

D

Provide incentives to hotel dining

to prepare and serve more country
foods.

GNWT O & M 1988/89

E.D.A. through BTA and
operators for Co-op.
E.D.A.  through operators.

Proposal prepared for 1988
/89, implement by 1990.

E. D.A. through

operators
and B.T.A. 1989/90.

C.E.I.C. and O&M G.N.W.T.

Tourism
1987/88.
1988/89 0&M.

Support program
Renewable  Res.




5.0

ROLES AND RESPONSIBILITIES

Following are proposed roles and responsibilities for the Tourism

Division, other levels of government, other governmental agencies and .

the private sector. The roles and responsibilities proposed for commun-
ities, tourism industry associations and individual businesses are
only those which relate to the Department’s goals and objectives, not
those which relate to the groups” own separate goals and objectives.
The regulations, roles and responsibilities other government agencies,
such as Renewable Resources, Education, Justice (Fire and Safety),

Fisheries and Oceans, and Health and Welfare are accounted for, but
not listed, here.



5.1

5.1.1

5.1.2

5.1.3

5.1.4

5.1.5

5.1.6

N.W.T. MARKETING COUNCIL ROLES AND RESPONSIBILITIES

The function of the N.W.T. Marketing Council is to direct and coordinate
N.W.T. tourism marketing efforts of governments, associations and bus-
inesses, and to provide iIndependent and knowledgeable evaluation of
marketing and research proposals. It is not to deliver any programs.
Nor 1@s it to acquire permanent staff; secretarial and clerical support
will be provided as required by existing Department of Economic Develop-
ment and Tourism staff. Council members will not receive honoraria
but will be reimbursed for out-of-pocket expenses.

The Council is to have five members: one representative each from
the Travel Industry Association, the Department of Economic Development
and Tourism, Tourism Canada and two marketing experts who are not on
the Executives of any associations, to be selected by the Minister
of Economic Development and Tourism. The Council may establish regional
sub-committees to keep it informed on regional concerns, and it to
select its own chairman from amongst the members.

The responsibilities of the N.W.T. marketing Council is to:

Establish marketing priorities and methods with respect to target
markets, product categories of product offerings, etc. to be followed
by all N.W.T. Associations, Tourism Canada and the G.N.W.T. ;

Critically review the long range marketing strategies of Canada, all

of the associations, the G.N.W.T. , and the media plans of all of the
associations and the G.N.W.T. ;

Critically review all marketing assistance applications to Canada,
the G.N.W.T. and the EDA in terms of compatibility with the marketing

priorities established by the committee, and marketing strategies and
media plans endorsed by the Council;

Establish N.W.T. research priorities for Canada all associations and
the G.N.W.T.

Critically review all Canada, G.N.W.T. and association research plans
(e.g. data base needs, industry performance criteria, target market
definitions, consumer interests, marketing effectiveness evaluations,
etc.) in terms of priorities established by the Council; and

Produce an annual public report which includes:

a) the council’s marketing and research priorities;

b) marketing strategies/media plans formally endorsed by the Council;

c) marketing assistance applications endorsed by the Council during
the year;

d) comments on the effectiveness of the previous year’s marketing
by businesses, associations and the G.N.W.T. ;

e) recommendations to improve the effectiveness of marketing by




businesses, associations and the G. N. W.T. (coordination, target

markets, media selection, available resources, etc.);

) comments on the previous year’s industry performance in general;

g) marketplace trends (emerging markets, consumer trends, etc.) to
be considered when developing new products.

N.W.T. MARKETING COUNCIL

I

G.N.W.T. FEDERAL 60V'T

TIANNT

INDEPENDENT

INDEPENDENT




5.2 N.W.T. TOURISM LICENSING BOARD ROLES AND RESPONSIBILITIES

The N.W.T. Tourism Licensing Board is being considered as a means of
relieving Regional Tourism Officers of their regulation-enforcement
duties so that they may better carry out their front-line development -
responsibilities. Creation of such a Board, which would report directly
to the Minister of Economic Development and Tourism, is currently under
review. As proposed, the Board would have an executive director and
licensing inspectors on staff. Board members would receive honoraria
and reimbursement for out-of-pocket expenses.

5.2.1 The Board would award outfitting and tourism establishment, Tlicences
and direct inspection activities. Appeals could be directed to the
N.W.T. Supreme Court;

5.2.2  The Board would follow-up on noted infractions except when court actions
are deemed necessary, iIn which cases, it would make recommendations
to the Minister.




ORGANIZATION CHART TABLE 27
ECONOMIC DEVELOPMENT & TOURISM
TOURISM AND PARKS

Cabinet Priorities

|

Minister

Deputy Minister

Assistant Deputy Minister

Director Director Director
Parks and Tourism Tourism and Parks Tourism and Parks
Product Development Programs, Planning Marketina

and Regulations (Travel Arcti c)

|
| | [ I* |

Co-ordinator Co-ordinator Co-ordinator Co-ordinator Co-ordinator Co-ordinator
Capital Tourism Tourism Tourism Market Marketing

Programs Product Planning Information Research Programs
| Development

. |
\ \ |

Park Special -
Facilities Package Advisor Tourism Marketing Marketing
Tour Information . ;
Develo_pm_ent Consultant Parks Officer Officer Officer
Specialist Development
Advisor Trainee
Licencing & Tourism

Regulations Marketing




~—

.10

A1

12

G. N.W. T. ROLES AND RESPONSIBILITIES

The following Departmental notes and responsibilities are grouped under
three general categories: marketing services; product development;
and planning and programming:

Marketing Services Roles and Responsibilities

Support work of the N.W.T. Marketing Council;

Apply the full range of marketing techniques to ensure consumer groups
and the travel trade in the N.W.T. °S key markets are aware of selected
key N.W.T. tourism attributes, the range of opportunities available
in ‘the N.W.T., and where and how to purchase N.W.T. products, with
aview to increasing the number and duration of visits to the N.W.T.;

In well established markets, ensure existing levels of awareness of
the N.W.T. as a desirable vacation destination are maintained, primarily
through supporting the efforts of the travel trade;

Provide and distribute publications that can effectively: “lure” visitors
to the N.W.T.; inform visitors of vacation opportunities across the

NW.T. ; and, assist visitors in being properly prepared for a holiday
in the N.W.T.

Facilitate consumer response to N.W.T. promotional efforts, including
provision of a North American 800 toll free phone service to the N.W.T.

Effectively respond to enquiries directed at the G.N.W.T. concerning
vacation opportunities in the N.W.T., and ensure that visitors are
directed to those communities which are capable and desirous of meeting
visitors’ expectations;

Support the media in preparing accurate and “enticing” articles on
vacation opportunities across the N.W.T.;

Provide media and travel trade representatives with access to an
up-to-date audio-visual library;

Provide a marketing consulting service to the travel industry assoc-
iation and community businesses;

Act as principal point-of-contact with other governments for market-
ing initiatives, and facilitate inter-governmental cooperative marketing
initiatives that are beneficial to N.W.T. tourism businesses;

Develop and implement a research program which results in up-to-date
data concerning: new and emerging markets consumer trends; N.W.T.
industry performance; N.W.T. industry capacity and utilization rates;
key N.W.T. visitor attributes; and the effectiveness of departmental
marketing programs; and

Maintain and make publicly available up-to-date marketing, media and
research plans, support by the N.W.T. Marketing Council, to guide
G.N.W.T. marketing efforts;
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5.4 \  PRODUCT DEVELOPMENT

5.4.1 ' Provide site, facility and packaged tour development consulting services, o~
st =~ to communities, associations and individual businesses;

5.4.2 Assist N.W.T. businesses in joining with other N.W.T. businesses to
develop attractive and competitive packaged vacation offerings; identify
national and international tour wholesalers to sell those packages,
and bring the wholesalers together with N.W.T. businesses in mutually-
beneficial contractual arrangements;

5.4.3 Where economically feasible, and in conjunction with interest groups,

identify and facilitate the development of at least one visitor
attraction of international significance in each region;

5.4.4 In conjunction with tourism association, develop and oversee delivery
of Tourism Support Programs which assist individual businesses to
increase the availability of packaged tours, adjust their products
to better meet visitor demands, and increase the length of visitor
stay and local expenditures;

5.4.5 Work to ensure that visitors arriving in any region can readily obtain
information concerning vacation opportunities, and can readily purchase
N.W.T. travel services;

5.4.6 Ensure that public infrastructure in host communities is consistent
with (or exceeds), established standards;

5.4.7 Direct the development and management of a system of territorial parks,
in support of visitor needs and interests;

5.4.8 Together with representatives of the Business Development Division,
assist tourism-related businesses in drafting business plans;

5.4.9 Cooperate with the Business Development Division in identifying and
publicizing potentially  profitable private sector opportunities
associated with the industry;

5.3.10 Act as the principal contact for other governments with respect to
hem on inter-governmental product development initiatives; and

5.3.11 Maintain and make publicly available an N.W.T. product development

strategy and long-range capital plan to guide the efforts of the Tourism
Division at the territorial and regional levels.




.5 PLANNING ANO PROGRAMMING

5.1 Provide a consulting service to the Marketing and Product Development
groups in the drafting of their plans and assessing the effectiveness

of their programs;

.5.2 Delineate guidelines and criteria for, and oversee review of, enforcement
of legislation which will facilitate effective monitoring, enforcement
and control of the tourism industry;

.5.3  Support the activities of the N.W.T. Licensing Board, if approved;

.5.4  Design and manage programs to ensure the health, effectiveness, and
representativeness of the tourist association;

.5.5 Draft and obtain approval for required policies, regulations and
legislation;

.5.6 Direct the review of public and private sector initiatives that could
significantly affect the N.W.T. tourism industry;

5.7 Identify and make publicly available future possibilities for evolution
of the N.W.T. tourist industry;

.5.8 Support the efforts of the Department of Education’s Tourism Manpower
and Needs Board;

.5.9 Ensure delivery of effective hospitality and other skill improvement

programs to G.N.W.T. staff, industry personnel and relevant members
of the public; and

.5.10 Work to ensure that any negative social, cultural, or environmental
impacts of tourism initiatives do not exceed a level deemed acceptable
by the host communities;

.5.11 Represent the Division in the design and delivery of costshared,
federal-territorial programs to support the industry; and

.5.12 ldentify and obtain lands of potential parks as tourist attractions,

and negotiate with Parks Canada on all matters related to N.W.T. national
park reserves;

.5.13 Critically evaluate and make recommendations with respect to all
applications for licenses, and financial and technical assistance from
businesses and communities. Draft contribution agreements, monitor
adherence, and take follow-up action as required;

.5.14 Work to ensure that N.W.T. businesses and the N.W.T. resident labour
force derives the majority of the economic benefits associated with
tourism;

.5.15 Take steps to ensure the health, effectiveness, and representativeness
of TIA and the zone associations.




TOURISM INDUSTRY ASSOCIATIONS ROLES AND RESPONSIBILITIES

Maintain a paid membership representing at least 51% of their respective
regions’ tourism businesses;

Serve as a lobby for the private sector, (i.e. provide a forum for
members to develop positions on desirable future directions for the
industry; the effectiveness of government programs affecting the
industry, the role of individual businesses, associations, community-
regional councils, and Canada and G.N.W.T. in support of the industry);

Provide members with up-to-date information on: industry trends and
any Tactors that might result in change to the N.W.T. tourism
environment; opportunities to increase skills and knowledge; and
opportunities to share experiences;

Pool funds and other resources to facilitate cooperative action among
tourism operators and zone associations (notwithstanding their recognized
autonomy) ;

Access and pool funds and other resources that will permit zone-wide
marketing efforts resulting 1in increased sales opportunities for a
cross-section of businesses; and

Enter into contractual arrangements with the G.N.W.T. and Canada to
deliver programs that would benefit the entire industry (delivery of
which would be free for association members and subject to an
administrative charge for non-association members).
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COMMUNITY COUNCILS ROLES AND RESPONSIBILITIES

The following roles and responsibilities refer to municipalities, band
councils, regional councils.

Lobby higher governments for the provision of adequate public infra-
structure in their respective jurisdiction;

Through  business licensing and municipal bylaws, ensure tourism
development is consistent with the aspirations of their residents and
of an acceptable standard in every respect;

Ensure that municipal services and land are available at a reasonable
cost to prospective businesses;

Ensure that municipal employees make visitors feel welcome and encourage
residents and businesses to increase their hospitality skills; and

Appoint a contact person or group to represent their jurisdictions
on tourism matters.




INDIVIDUAL BUSINESS ROLES AND RESPONSIBILITIES

Conceive, develop and deliver consistently excellent tourism products;
Provide clients with adequate pre-trip information.

Ensure visitors to the N.W.T. receive vacation experiences that are
consistent with or exceed pre-trip expectations;

Work to ensure that each client becomes an advocate for vacationing
in the N.W.T.;

Provide financial support for and participate in the activities of
the associations;

Make maximum use of services/goods offered by other N.W.T. businesses;
and

Make maximum use of the N.W.T. labour force; contribute to and actively

support upgrading of the labour force and hospitality skills of the
public and other businesses;




6.0 TRAINING

Recognizing the importance of a trained workforce in the tourism indus-
try, the Departments of Economic Development and Tourism and Education
have developed a tourism training strategy that takes into account the -
fact that there are a variety of solutions to training problems and that
a combination of delivery methods will be required to address the varied
needs of the tourism industry.

6.1 Tourism Awareness

Tourism awareness is a critical element of the training strategy, and
a detailed program of public relations should be undertaken. This is
primarily a responsibility of the industry itself and should be
co-ordinated between the Department of Economic Development and Tourism
and the Travel Industry Association of the N.W.T. This will be achieved

by:

The Travel Industry Association and Economic Development
and Tourism agreeing on the purpose of objectives and
objectives of a Tourism Awareness Seminar which will
meet the needs of the Territories. These objectives
will be developed in consultation with Zone Manager to
ensure the needs of all parties are addressed.

The TIA accepting proposals from any interested and
qualified groups to delivery a seminar to achieve the
approved objectives. This will be funded by TIA and
Economic Development.

6.2 Career Promotion

Career promotion should be stepped up as an activity of both the tourism
industry and the Department of Education. This should be undertaken
as a public relations tool as well as an integral element of any career
counseling activities of the Department of Education. Wherever possible
existing career promotional materials should be used from Federal and
Provincial agencies. This will be achieved by:

The Department of Education will prepare an inventory
of all existing Tourism/Travel related career materials
currently available within the Dept.

The TIA will prepare an inventory of any materials
available within its membership.

Wherever possible the TIA will be invited to participate
in Career Shows and Career Days for schools and the public.

3 Co-operative Education

Some programs may only be provided as a combination of training-on-thejob




6.4

6.5

6.6

with theory components. The curriculum for the theory portion of these
program will be developed by the Department of Education or Arctic College
in consultation with the industry,- and may be delivered either by Arctic
College or a private contractor. The training-on-thejob will be the
responsibility of the employer. Support will be provided by the Department

of Education to fund training-on-the-job salary subsidies. This will
be achieved by:

The industry advising on the Job Standards will be adopted
by the Manpower Needs Board.

Designing the theory training provided by Arctic College
or by Private Contractor to meet the approved standard.
Programs will be delivered by qualified instructors.

The training-on-the-job provided by the employer will
be designed to reinforce the theory and to provide the
trainee with practice and feedback in the job setting.

Training-on-the-Job

Some training can only be conducted at the job site as training on the

job. This will continue to be the responsibility of employers in the
industry.

Wherever possible, training should promote standards
as determined by the industry and approved by the Tourism
Training and Manpower Needs Board.

Certificate/Diploma Courses

Other programs may be delivered as certificate or diploma courses at
the Arctic College. These one to two-year programs will provide the
education and training required by members of the public who wish to
develop careers in the tourism industry. This will be achieved by:

Arctic College developing curriculum in consultation with
the industry.

The industry establishing the work standards for both skilled
and unskilled workers through Tourism Training and Manpower
Needs Board. All training will be designed to meet these
standards.

Extension Programs

Other training programs will be best delivered through extension courses
(short term) at the community level. This will be achieved by:

The industry developing job standards.

Delivering courses through Arctic College or by Private




Contractor. Courses will be designed to meet existing
job standards, and will be- delivered by qualified

instructors.

6.7 Conclusion

The goal of the Tourism Strategy is well trained, competent and
professional workforce, and the promotion of careers in the Tourism/Hospi-
tality industry.

6.8
Tourism Training
Manpower Needs Board
‘ Tourism Training Strategy
Tourism Career Co-op Tgﬁ'?%gg Certificate Extension
Awareness promotion Education Job Diploma Programs




TERRITORIAL PARKS PROGRAM

The G. N. W.T. creates Territorial Parks, in consultation with concerned
citizens and their representatives, for the following reasons:

to provide facilities and opportunities for outdoor recreation, enjoyment,

education, and appreciation of the natural and cultural heritage of the
N.W.T.;

to create a focus for marketing the natural and cultural heritage of
the N.W.T. as part of its tourism industry;

to attract visitors to areas where recreation can be pursued in relative
safety and in minimal conflict with other activities or phenomena such
as traditional land and resources uses, industrial development, and
sensitive biological features or historic resources;

to designate or commemorate historic or cultural resources;
to offer opportunities for employment and contract work which take
advantage of the skills of native peoples and are compatible with north-

ern lifestyles;

to provide basic emergency or convenience shelter for the traveling
public;

to support guides and outfitters.
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MARKETING

BACKGROUND

More than 40,000 business, government and pleasure travelers visit
the Northwest Territories every year. It has been estimated that this
activity injects approximately $60,000,000. Cdn. into the territorial
economy, stimulating about 4,000 person-years of employment annually.
As a private sector economic activity, tourism is the second largest
producer of employment in the Northwest Territories.

The primary industries of the Northwest Territories are under consider-
able pressure resulting from the recent sharp fall of oil prices and
the continued low metals prices world-wide. As this sector continues
to experience difficulties, new employment alternatives will be sought.

The public sector is an extremely important source of employment in
the Territories, representing 44% of employment of the industrial aggre-
gate - according to the last month for which complete date is available,
September, 1975.

While its large size offers considerable stability to the Northwest
Territories” economy, the Government of the Northwest Territories is

seeking opportunities for economic health and growth. Increasingly
in this regard, tourism and small business development are being stimu-
lated.

In recognition of the growing significance of tourism, the Strategic
Marketing Plan was initiated. Its mandate is to examine the current
environment of tourism, assess the marketing practices of the N.W.T. °S
major marketing organizations and to define a mid-term marketing strategy
specifically for the Government of the Northwest Territories.

While the resource and market weaknesses of the N.W.T. are addressed,
the components of the strategy are the means of contributing to the
achievements of specified goals by building on the strengths and oppor-
tunities of the Northwest Territories. Thus a set of practical, real-
istic programs are recommended for the stimulation of increased tourism
revenues and growth.




8.2

MANDATE AND GOAL OF THE GOVERNMENT
OF THE NORTHWEST TERRITORIES -

The mandate of the G.N.W.T. is to facilitate and promote the health
development and prosperity of the tourism industry.

Its goal is to foster the development of a strong tourism private sector
which involves the vigorous participation of a highly skilled and moti-
vated resident workforce comprising a much larger proportion of the
native populations, the stimulation of development of top-quality tourism
facilities, services and infrastructure, and the re-distribution of
economic benefits throughout the region - particularly to the smaller
communities.

The Department of Economic Development and Tourism has taken strong
steps towards achieving this and assisting the industry, by developing
a powerful three-year strategic marketing plan.
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ROLES AND RESPONSIBILITIES

The most important role which government can play in the development

of the industry is that of facilitator and catalyst for growth and
prosperity.

As such, the most expensive and risk-laden functions of research, market
development and product stimulation are most appropriate for the govern-
ment. The Department has accepted these wholeheartedly and has identi-
fied very specific strong initiatives to assist the private sector.

While longer-term development is the perspective of government, the

responsibilities of building the economic sector are shared with the
private sector.

The Department’s initiatives are designed to assist the private sector
in its role of direct sales and benefits from tourism activity.

The responsibilities of the industry include those of creating, develop-
ing and delivering a consistently high-quality, marketable product
or service. The marketing of specific products and price is the respons-
ibility of the private sector.

The marketing on behalf of the entire industry in order to create optimum
levels of awareness, image, interest, positive attitudes/perceptions,
and motivation is the responsibility of the Department, in order to
provide the maximum benefits to the private sector. In recognition
of the tremendous potential of tourism opportunities for the communities
and native populations of the Northwest Territories, the Department
is ensuring that all initiatives support and assist the private sector
in its own development objectives.




8.4

8.4.1

IMPLEMENTATION PLAN

The three-year Strateg c Marketing Plan provides the Department with

a framework to ensure the very best possible returns to the private
sector. It is acknowledged that government cannot do everything” within
the limitations of manpower and financial resources, and therefore,
it is undertaking strong new programs which involve joint and cooperative
initiatives with the industry.

Which Market Components Were Examined?
The following groups were examined for strengths and weaknesses:

Outdoors/Adventure Traveller

Arts/Culture/Touring Traveller

Business/Government Traveller

The Travel Trade (agencies, wholesalers, etc.)

Tourism and other Influential Media

Influential clubs and organizations
From this examination, 1t was determined that the Outdoors/Adventure
category offered the highest potential for development and that the

following specific products would be featured for well-defined market
segments:

A1l non-consumptive activities: naturalist, hiking, camping,
climbing, canoeing, boating, wildlife viewing, etc. ;
Consumptive activities: sportsfishing and hunting;
Arts/Culture touring.
It was also determined that it was absolutely necessary to immediately

develop the travel trade, media relations and strong networks and
affiliations with influential groups.

8.4.2 What are the Guiding Principles of the Strategic Plan?

1) All programs are implemented for the direct benef t of the tourism
industry of the N.W.T.;

2) All initiatives are executed in concert with and to strengthen
the activities of the private sector;

3) The target effects of the annual plan will be to:

expand existing markets;
promote longer stays and higher expenditures;

enhance positive image, awareness, perceptions and attitudes
towards the N.W.T. as an attractive tourism destination;

attract new markets;




. increase shoulder-season tourism; and

. promote the disbursement ’of benefits throughout the Northwest
Territories - including higher employment of-northern residents,
more communities involved iIn tourism and benefiting from
tourism, and generation of revenues to the government through
taxes.

8.4.3 What will the Plan Achieve?
The goals of the plan over the long-term are:

1) To support and assist the industry in the healthy development
of the sector.

2) To assist the industry, particularly in smaller communities, to
maximize sales of tourism products and services.

3) To encourage and assist native population in participating iIn
the industry.

4) To increase the linkages of native culture, arts, leisure,
recreation and tourism, in tourism marketing.

5) To have a systematic research program to assist the industry in
product and market planning.

6) To develop brand recognition in the marketplace with the appropriate
levels of image, awareness, etc.

7) To be a market leader, promoting high-quality intrinsic values
of uniqueness, exclusivity, setting, style, lifestyle, culture,
drama, and status.

8) To provide measurable opportunities and results for the industry,
which includes highly-qualified prospects for conversion to sale.

9) To development markets co-operatively with the industry.

10) To provide the ability to take advantage of marketing opportunities
on a global scale, as they arise.

8.4.4 The Programs of the Strategic Marketing Plan

Very strong new programs have been identified for the Department in
order to assist the industry in entering and developing the best poten-
tial markets for the N.W.T. Having identified the products which have
strong success attributes, the highest potential geographic market
in the short term was identified as being the United States. Other
markets such as those overseas require development for long-term results.

The new co-operative programs include:

a. A Consumer program for the Outdoors/Adventure market (non-




consumptive and hunting/fishing generally);
A Consumer program for the” Sportsfishing market;

A Distribution/Network Program (Retailers, Clubs, Manufactur-
ers);

Marketing Aids (Brochures, Posters, Leaflets);

A Travel Trade Program (Travel Agencies, Tour Operators, Whole-
salers, etc.);

A Media Relations Program;

A Public Relations Program;

An Industry Support Program;

A Research and Evaluation Program;
A Monitoring and Analysis Program.




8.5 INDUSTRY PARTICIPATION

Whenever and wherever possible, “programs will be implemented in co-
operation with or jointly with the private sector.

Operators, big or small, will have the opportunity to buy into the “
larger scale marketing programs and directly benefit from the impact

of the various activities (advertising, promotions, public relations,
etc.)

Influential media and trade guests will be hosted in co-operation with

the private sector - the specific hosting operator will receive proper
credit and benefits.

Private organizations who are not able to fund initiatives co-operatively
with the Department will still receive tremendous benefits from the
new programs. Wherever appropriate, listings of operators, outfitters,
service organizations, travel trade, etc. will be included in printed
materials for the tourism prospects and the travel trade. Also, tourism

zone associations and the Travel Industry Association will be listed
for the specific reference of consumers.

In all media, listings and addresses will be included whenever the
opportunity arises. When this is not feasible, a response mechanism
to TravelArctic will ensure that all potential enquiries are generated

and followed up, and then provided to the industry for specific handling
and conversion to sales.

An awareness/information program will also be implemented to provide
assistance to N.W.T. residents, so that they may increase their
involvement in the tourism industry. Elements of the program will
include seminars, workshops, counseling, research, etc. to enhance

skills of planning, product development and marketing, servicing, and
hospitality.




8.6 BASIS OF THE PLAN: A CRITICAL REVIEW

8.6.1 The Tourism Sector

The worldwide economic environment is being transformed, with new “
business and trading patterns emerging and investment flows being re-
defined. Globalization of all industries is occurring without exemption,
including tourism.

Tourism is no longer defined in terms of a local, regional, national
or international economic activity: it is global. As this phenomenon
increases, shifts in patterns of affluence-will be signaled” early by
increased mobility (business and pleasure travel) and shifts in destin-
ation appeals (market share).

In general, world international travel is growing. And, although incom-
ing travel to Canada should grow in the next few years, Canada’s share
of world tourism has declined over the past decade. Problems in develop-
ing increased market share for the Canadian tourism industry persist,
as Canada retains the image of being a vast, cold, uninhabited, boring
destination which is overpriced.

Canada’s Northwest Territories have the same market perception and
image barriers magnified many-fold with the added drawback of perceived
lack of access and travel conveniences. In addition, the real infancy
of the tourism industry and the absence of infrastructure does not
enhance the N.W.T. S ability to compete equitably with mature destin-
ations.

Recent surveys and available data reveal that:

a. In spite of a dramatic rise in tourism expenditures during
the summer of 1983, there has been a decrease in the number
of visitors to the Northwest Territories from 1982 to 1984;

b. reasons for traveling in the N.W.T. include commuting, bus-
iness/government travel and vacation/pleasure travel - with
the length of stay varying according to the purpose of the
trip;

c. the incidence of single travel parties is increasing;

d.business travelers and tourists compete for available accommo-
dation;

e. transportation throughout the Northwest Territories is predomin-

antly by air - road networks are only in the western region
of the N.W.T.

The tourism sector of the Northwest Territories economy is exhibiting
all of the classic symptoms of a neophyte industry which has severe
handicaps. The impediments to success for N.W.T. tourism are many
-- historically enforced by inadequate product and market development
stimulation as well as inappropriate resources. The Department is




8.6.2

8.6.3

now taking very positive action to correct this and also to take advan-
tage of opportunities to help the industry achieve positive results
in as short a period of time as possible.

Developing an Economic Sector

The will of the Government of the Northwest Territories to create a
viable economic sector based on tourism is impacted by major constraints
of resources and private sector investment/motivation.

As a result, management information has not been accessible or achievable
through research of sufficient quantity or quality necessary for the
formulation of policy, informed decision-making, economic planning,
program development, implementation and management.

The absence of substantial private sector investment resources adds
to the dependence and pressure on government programming and financial
assistance/incentives to an industry which is novice, weak and lacks
a significant tourism generator.

Furthermore, the ability of government to effect policy and government
programming is hampered by the lack of a cohesive and coherent sectoral
organization structure. Presently, there exists a variety of infor-
mation/marketing “agencies” for N.W.T. tourism who behave in a duplicat-
ing, overlapping, confusing, and sometimes contradictory manner.

Sectoral Evolution

To date, the tourism industry of the N.W.T. has evolved with an intro-
verted perspective. Investment stimulation for plant and infrastructure

development has occurred principally in response to internal public
demand.

Until recently, much of the development investment which has come from
outside of the Northwest Territories has been less than positive, produc-
ing very little if any economic contribution to the region. Extreme
evidence of this is revealed in the special interest tourism activity

of sportsfishing, a traditional trend now changing due to government
action.

Historically, sportsfishing lodges have been developed and controlled
by non-residents of the MN.W.T. Expenditures of the lodge guests are
directed almost exclusively outside of the N.M.T., through southern
charter companies and lodge owners/operators. The remote locations
of the lodges/camps result in little contact with and economic benefit
to communities. New government training for native guides and other
major programs are now eliminating this.

An evolutionary approach with little government attention until now
has resulted in the basic initiation/formation of an economic sector,
without it yet having been created. Strong economic planning and
development 1is now required coupled with potent marketing programs
to ensure its viability, growth and long-term health.



The strategic plan is a positive example of the Department’s dedication
to this stance. -

8.6.4 Strategic Assessment

The infancy of the N.W.T. tourism industry is underscored by the fact
that it is measured in years -- not the decades of conventional tourism
competitors. Its youth and relative iImmaturity make it especially
vulnerable to all forms of competition, particularly since it has not
been able to appropriate a minimum level of resources to product or
market development.

The majority of tourism in the Northwest Territories originates within
the N.W.T. Compared to all other Canadian provincial/territorial destin-
ations, the Northwest Territories attracts the smallest number of non-
resident tourists. Of all travel within the N.W.T., the majority (57.5%)

is business/government travel and therefore is not elastic. Travel
originating from outside the N.W.T. is stimulated principally from
Alberta (41%), Ontario (19%) and British Columbia (12%) . . all the

best natural potential regions of tourist origin for the N.W.T.

In addition to a very narrow base of geographic producers of tourists,
the Northwest Territories does not have a diversified product line.
It is largely restricted to tourism experiences within the outdoors/
adventure category. Yet even within such a limited market segment
appeal, major initiatives are required to produce much needed capacity
excess to the current insufficient levels.

The overall lack of financial resources has prevented the N.W.T. tourism
industry from entering the marketplace with strong product and marketing
services support. The major competitors of the N.W.T. are not proximity
destination regions, but any region in the world which offers a compar-
able product line in the same category.

At an increasing pace, new competitors are emerging. Mature competitors
are dramatically increasing their efforts to solidify market share,
and are also investing extremely large budgets in market development.
Billions of dollars are being spent annually in aggressive competition
for worldwide tourism revenues.

The public funds which have been historically allocated for market
activities have been inadequate to perform more than the basic caretak-
ing, maintenance and critical information services functions. Funds
have not been available for any development of any markets, be they
existing, short- or long-term potential markets.

The consequences of these factors are:

a. the lack of private sector resources is placing an increased
burden on public funds, which are also strained;

b.collectively, the N.W.T. tourism industry is at the marketing
launch stage and must enter the marketplace with a global
perspective;



c. N.W. T. tourism will have to compete aggressively with seasoned
opponents to develop a market base;

d. three crucial success factors must be quickly developed in
a tourism context: brand name status, a solid market position-
ing strategy and a tactical competition plan;

e. although not generally known, the Northwest Territories have
abundant superlative features, attributes, natural attractions
and resources in a well-defined tourism product category,
all of which offer tremendous market potential on a global
scale;

f. important economic development of the tourism sector requires
insurance through an immediate long-term commitment from the
Government of the Northwest Territories and other levels of
government to substantial financial investment and a concomitant
dedication to product and market growth;

g. priority issues requiring ongoing and persistent attention
include consistent and constant communications throughout
all sector strata (public, private enterprise, public
bureaucracies, politicians, media), stimulation of product
development and a solid infrastructure, and a thoroughly
integrated, stateof-the-art and dynamic marketing plan which
exploits marketing opportunities as much as possible.

In spite of the many problems and drawbacks of a new industry, N.W.T.
tourism has tremendous potential for prosperous growth, given a powerful
strategic plan. The Department has commissioned this plan as the blue-
print for successful competition in the short term, while long term
strategies are formulated.

8.6.5 The Strategic Approach

The development of a strategic plan is complex to the degree of sophisti-
cation with which the competition behaves. Since tourism is not a
new industry, worldwide, there exists lots of established, highlyskilled
competitors who possess finely developed tactical skills. The ability
and potential to achieve sector goals is directly related to the ability
of the competition to interfere and intervene.

It is essential therefore, that specific strategies and tactics be
formulated only after a complete and honest detailing of all strengths
and weaknesses of the sector, the host organization, as well as the
competitor.

The Strategic Marketing Plan reflects this assessment. It was designed
to recommend the minimum initiatives and financial investment required
to enter the highest potential markets only in the short-term, within
an economic development perspective supportive of the goals of the
Government of the Northwest Territories.

The strategy provides a modular framework for the private sector,




including small operators, to participate in and directly benefit from
major programs in the marketplace. The maximum impact will be made
through continued and increased collaboration, and co-ordinated, co-
operative initiatives between public and private sectors.

The alternative to a strategic plan with a zero-base budget (which *
reflects minimum need) is an optimization plan which is determined
strictly be financial budget allotments. This alternative precludes
short-term investments in downstream economic benefits, since it must
usually demonstrate immediate positive returns of higher-than-cost
values. This imposes a short-term trademill cycle.

8.6.6  Opportunities for Competition

It is the very fact that the tourism industry of the Northwest Terri-
tories is as young as it is that provides it with outstanding compet-
itive opportunity. The development scope, components and processes
can be entirely managed and controlled because “the slate is clean”

Critical requirements for development of this sector includes:

a. rigorous, regular corporate research and management informat-on
analysis and evaluation;

b. impacts analysis of threats and opportunities, commerc:al
and competitive intelligence;

c. wusing competitive and positioning leverage to develop its
own market niche(s) with exclusive products, instead of
marketing “me-too” products in a mature marketplace

d. developing brand name status, with instant recognit on;

e. accurately matching best potential markets and products, through
fine market segmentation;

f. encouraging the development of the N.W.T. private sector,
through awareness programs and co-operative and joint marketing
initiatives;

g« assisting in the development of the travel trade in the N.W.T.
and in the marketplace;

h. developing networks in the marketplace for distribution of
N.W.T. tourism information and influencing prospect groups
(such as manufacturers of outdoors equipment, sporting gods
retailers, sportsfishing/outdoors/travel clubs, association );

i . stimulation of market demand and increasing market share,
through multifaceted marketing programs, involving advertising,
public relations, media relations, industry programs, travel
trade advertising and promotions, etc.; and

J. stimulating product development through pressures of market
demand.




8.6.7

Optimizing Potential

The strategic plan proposes to maximize the potential of the products
and services which the N.W.T. tourism industry has now.

Future development of the plant is easily accommodated through the
dynamics of the implementation plan.

Optimizing current potential with a long-term view entails

an acceptance of the needs of competition;
a market development perspective over a long term;
short-term exploitation of highest potential markets;

use of optimization techniques, such as leverage (e.g. in

joint programs, the government and the private sector “would
match funds);

the embedding of measurement and evaluation in all aspects
and components of program implementation, for use in future
planning and project management.




9.

9.

0

1

A TRANSITION MARKETING PLAN FOR THE BAFFIN ZONE ASSOCIATION

OVERVIEW

This region is well established as a tourism destination. Experience

with visitors over many years has resulted in the development of a
solid, carefully-built tourism plant. The involvement of the resident
populations in all aspects of development of this regional economic
sector has lead to the industry’s positive evolution with a minimum
of disruption to the communities and residents societies.

As the easternmost area of Canada’s Northwest Territories and the gate-
keeper of the North Pole and the Northwest Passage, the Baffin region
has a long tradition of hosting travelers, adventurers and explorers/
wanderers. Its rich Inuit culture and abundant northern marine and
wildlife have attracted generations of traders, whalers and hunters
in the early days and, more recently, modern day “voyagers”, history
buffs and outdoors enthusiasts.

The tourism sector comprises a mix of cultural and arts groups, tourism
entrepreneurs and organizations, and a variety of facilities and services
throughout the region. Development of the tourism infrastructure and
plant are continuing with renewed vigour, as alternative industries
face hardships and possible demise - e.g. the fur (seal) industry and
mining.

The general characteristics of the region include the following:

1. the region is fabled for providing a staging area for and the
launch of historical expeditions throughout the Arctic/Northwest
Territories, to the North Pole, through the Northwest Passage
“to China”, etc.;

2. its rich, cultural heritage provides strong tourism appeal;

3. although entry to the region is limited to air travel or boat,
access is excellent and very convenient;

4. there are a variety of land and water-based activities throughout
the region, in the outdoors category;

5. the product line is [limited outside of this category, even in
the hub/feeder community of Iqaluit, and specific products are
strongly tied to natural resources;

6. some packaging exists, however much more is needed;

7. there are excellent air transportation networks between communities
and an assortment of services;

8. product development has been planned for the medium term for all
communities; involving all aspects of plant and infrastructure;

9. there is a general lack of depth of attractions and events (except




9.1.1

for Toonik Tyme - which is more of a “local” event);

10. the absence of leisure and recreational activities for visitors
are a drawback, including evening activities in the communities;

11. there is a general lack of hospitality awareness, positive atti-
tudes, training - although this is improving;

12. there is an unstable product supply (no guarantees);

13. there is a lack of excess capacity during peak periods (the tourist
season) of the facilities, accommodation and services”

Features and Attributes: Region

- excellent access from Europe, Greenland, Montreal, Ottawa,
Toronto, Winnipeg, Rankin Inlet and Yellowknife;

convenient feeder/hub centres in the U.S. include Chicago,
Syracuse, New York, Baltimore, Atlanta, Dallas/Ft. Worth;

varied accommodation in hotels/inns, with capacity for approx-
imately 500, plus camp grounds, camps and lodges;

spectacular scenery, attracting photographers and naturalists
worldwide;

.unique and plentiful northern marine and wildlife, sanctuaries.

.lots of naturalist and amateur “scientist” activities, photo
and viewing safaris, rock-hounding, self-guided trekking;

abundant outdoors non-consumptive and consumptive activities:
walking, hiking, camping, water activities, mountain climbing,
cross-country skiing, dog team trips, hunting and fishing;

many points of interest, geologically, biologically, and his-
torically:  the region is full of historical sites which have
been or are being interpreted;

- traditional, historical communities and sites;

rich Inuit culture and tradition;

.lots of native arts and crafts produced throughout the region;

- abundant native country foods;

eating facilities are excellent and offer a varied menu in

the major centre of Igaluit, with “home-style” service throughout
the region;

amenities, facilities and services range from rudimentary to
modern good quality;



- special attractions: the entire region’s geological formations
and features - fiords, mountains, glaciers; reknowned destination
areas of Auyuittuq Park and Ellesmere Island, the North Pole,
the Northwest Passage, Bylot Island Bird Sanctuary, Cape Dorset
- as an arts community and for the bird sanctuary, the art
community of Lake Harbour, the Iqaluit Museum, Thule era sod,
whalebone and stone houses, whaling stations, the rich tradition-
al Inuit culture, lifestyle and people, Nanisivik Mine, sports-
fishing and sportshunting; package tours from Toronto and
Montreal to “see the Midnight Sun™.

9.1.2 Barriers and Drawbacks:

+ other than Igqaluit and Pangnirtung, the communities need to
be sensitized to tourism and tourism requirements;

all aspects of orientation and training are required - hospit-
ality training, outfitters/guide training, general tourism
awareness, etc. ;

- stronger orientation of the travel trade is required, with
a concerted program of product knowledge development and sales-
manship;

there are not enough tour packages available and there is only
one inbound tour operator at the present time;

tour guides, hosts and travel counselors are required for
additional service to arriving tourists, in order to increase
their length of stay, level of expenditures while in the commun-
ities, as well as to encourage highly positive personal exper-
ience referrals and recommendations to other potential visitors
to the region;

the general lack of capital funds restricts the process and

increases the time requirements of development (currently concen-
trating resources on two or three communities out of the thir-
teen.

.generally, more development is required for tourism plant and
infrastructure growth, products, services and product packages.

9.1.3 Exotic World-Class Appeals:

- wildlife: exotic and unique sea mammals and fish, Narwhal,
Bowhead and Beluga Whales, porpoises, Polar Bear, Snow Geese,

exotic species of birds nest here, caribou, wolves, Arctic
Hare, white fox;

- expeditions: to the North Pole, mountaineering, skidoo trips,
rafting, canoeing, dogteam trips, nordic skiing;

= setting: Arctic and High Arctic Archipelago, spectacular
scenery,  world-reknowned geological formations, mountains,




9.1.4

9.1.5

fiords, ice-age glaciers, icebergs “floating islands”, rolling
tundra;

experiences: unusual arctic climate (frigid), trekking, explor-

ing, all naturalist activities, exploring the many historical

sites, traditional settings, rugged environment and conditions,
retracing the route of the first visitors, sleeping in an igloo,
cruising the Northwest Passage, mountaineering, big-game hunting
and sportsfishing;

.experiencing a different culture - the traditional Inuit culture/

heritage and, meeting the residents;

.viewing the creation of arts and crafts

special events: Toonik Tyme, marathons (invitational);
wide range of country foods;

very welcoming communities - very friendly and helpful to vis-
itors.

Potential for Tourism Growth:

.all non-consumptive outdoors activities, wildlife viewing,

ornithology, photo safaris, etc.;

more cruises and other water activities;
communities ' arts/culture/heritage tours;
more historical tours, touring;

development of wilderness expeditions “curriculum/packages;

- dispersal of tourism benefits to as many of the thirteen commun-

ities as possible through the development of thorough world-class
tourism products which are offered in non-competing packages
(e.g. history vs sportsfishing vs mountaineering vs helihi king);

more self-guided tours;

more special events and tourism attractions, including leisure
and recreational activities and evening activities in the commun-
ities for visitors;

more value-for-money guarantees/assurances iIn package offers
(complete experience visits, which include exposure to commun-
ities and community life as well as outdoors activities);

Major Current Concerns:
.lack of sufficient outfitters and guides;

.lack of tour hosts/guides and travel counselors in the commun-




ity;

- lack of inbound tour operators and sufficient product packages;

- lack of sufficient sensitization and understanding of tourism
and its potential benefits to the communities, resulting in
need for strong program of tourism/hospitality awareness and
positive attitude development;

= insufficient accommodation in communities during the peak tourist
season, and competition between tourists and construction/work
crews for available facilities during this period - this dilemma
is shared by the purveyors of services and products who must
choose one type of customer to the disadvantage of the other;

- facilities are not of uniform standards and quality, with some
cases causing serious harm to visitors’ perceptions and exper-
ience satisfaction levels;

« equipment is not always available or it does not exist/

- short season, although some attempts are being made to lengthen
it through skidoo trips, nordic skiing, etc.;

- strong need for investment stimulation and plant upgrading
in some areas;

» major dependence on government funding and assistance;
< management of sector development must be consistent and respect-

ing the carrying capacity of the communities which want to
become involved (restricting airplane size and hotels).

9.1.6 Current Tourist Profile:

see under target markets

9.1.7 Current Tourism Season Profile:

the tourism season is year-round, with the majority of activities
between June and Mid-August;

- the climate is frigid, with warm fall and winter clothing which
is normally worn in the south being required even during the
“summer”’;

- the weather has a major impact on the-reqion, with access being
dependent on factors of tides (Frobisher), fog, and winds;

- volumes of visitors are approximately

9.1.8 Marketing Activities to Date:

.Advertising in southern publications;



- Poster series;
- brochures co-operatively developed with the private sector;

- sportsman’s and outdoors shows.




9.2

9.2.1

9.2.2

BUSINESS PLAN

Goals:
The goals of the N.W.T. zone association are:
1. to enhance the image of the zones as a world tourism destination;
2. to enhance the economic benefits to members;
3. to achieve recognition of the TIA and the zone associations as
the premier representatives of the tourism industry and to recognize

that they represent everyone in the tourism industry;

4. to achieve self-sufficiency in the long term.

Benchmarks for achieving these goals over specified time frames are
as follows:

1. Enhance the image of the N.W.T. by in:
2 years - delivering complete travel counseling programs;

10 years - developing a strong identity and awareness of the tourism
zone as a tourist destination;

2. Enhance the economic benefits to members by:
- developing professional service bureaux;

- developing community service program, stressing hative
involvement;

- developing revenue generating programs;

- developing community tourism development and outreach
programs;

- delivering annual marketing-communications program
to generate sales for members from developed markets.

3. Recognition as Premier Representative of Tourism Industry by/in:

3 years - achieving 70% representation of tourism industry;
5 years - achieving 80% representation of tourism industry;
10 years - achieving 100% representation of tourism industry;
3 years - achieving 70% representation of tourism-associated

industry;

5 years - achieving 80% representation of tourism-associated




industry;

10 years - achieving 100% representation of tourism-associated
industry;

3 years - developing a lobby practice and to achieve prominence
and influence;

3 years - developing a professional development program industry.

4. Self-Sufficiency within ten years
6 - 8 months - developing a business plan;

2 - 3 years - achieving financial independence by generating
own revenues in addition to any other sources

of revenues;

5 years - achieving operating independence - particularly reducing
dependence on government* through self-regulation;

10 years - achieving total financial independence.

Includes the Government of the Northwest Territories and the Government
of Canada. Currently restrictions and regulations are enforced because
of an umbilical relationships for funding - particularly the EDA for

tourism marketing activities.




9.3

9.3.1

9.3.2

9.3.3

9.3.4

9.3.5

9.3.6

9.3.7

ECONOMIC 1SSUES

Current and Future Industries:

The major resource-based industries that are currently so important

to the N.W.T. are threatened or doomed and it is not likely that the
Government can take up the slack. Government employment levels are
likely to remain constant. Military communities are iIn transition
and some communities will benefit from the opening of new military
bases while others will suffer as older bases relocate or shut down.

Future economic developments will be strongly influenced by future
developments in oil, gas, mineral, and other primary industries. Insur-

ance will also have a maior impact in the medium terms, due to the
rising cost of liability insurance.

Government Programs:
Increased military activity in North will bring in some income to certain

communities; however, other communities will suffer - as the example
of Inuvik illustrates - from the closure of older bases.

Employment:

Levels of employment in the N.W.T. are low and are likely to remain
so in the foreseeable future.

Education/Training Programs:

The N.W.T. population as a whole has low levels of education and job
training.

Social Welfare Programs:

Social welfare programs have an important impact in the N.W.T. Many
residents are dependent on these programs. *“

Economic Development:

Economic development is restricted by strict licensina requirements
and by the uncertainty of the land claims situation. “Investors are
wary because of the uncertainty of this situation and also because
of the Territories’ affirmative action programs.

The renewable resources sector may hold promise for the future. The

growth and encouragement of active involvement in industry should have
a positive impact on existing industry organizations.

Unique Zone Characteristics:

Baffin:




Baffin residents have a favorable attitude towards earning money from
tourism. Indeed, money creates interest in tourism. Baffin residents
are fortunate to have Auyuittug Park at Pangnirtung as a model of dev-
elopment for other communities. The expected death of Nanisivik Mine
within 5 years will create some economic hardship in the Baffin.



9.4 ENVIRONMENTAL CONDITIONS & IMPACTS

9.4.1 Social/Cultural Issues:

Tourism is viewed with anxiety by most communities. They are worried *“
about the ecological, cultural, and societal impacts of tourism, but,

at the same time, they are attracted by the economic benefits tourism
offers.

Residents of the N.W.T. have been preoccupied with the land claims

issue and, as a consequence, the potential benefits of tourism have
not been fully recognized.

Significant advances in education, training and orientation are essential
if tourism/hospitality services are to be successfully developed.
Business management training requires “institutionalization” throughout

the N.W.T.

Communications barriers also exist. Some residents speak little or
no English, and low levels of education and job training also create
difficulties.

9.4.2 Zone Characteristics:
Baffin:

Social impact and concerns are similar throughout the N.W.T. More
public awareness and training programs are needed for the region to
get the most out of the tourism industry. However, the careful planning
and strong community participation and voluntary development have greatly
strengthened prospects for continued tourism development and health
growth. For example, the Pond Inlet Theatre Group and the Kekerten
Whaling Stations are newly developed tourism attractions.




POLITICAL ISSUES

Current Political Climate:

Generally, the current political attitude towards tourism is positive,
though there is always room for improvement. Popular pressure for
tourism development may yield returns as the popular opinion is being
listened to. The settlement of land claims will have a positive impact;
however, current uncertainty in this area is causing difficulties.

Developing Trends:
Political support for tourism in the N.W.T. is improving, but there

isstill a long way to go. Nevertheless, the trends here are positive

as politicians become more aware of the future benefits of tourism
for the N.W.T.

Affirmative Actions Programs:
Affirmative action programs are becoming more commonplace, with many
enhanced benefits. At the same time, affirmative action programs direct-

ed at tourism are placing some constraints on development and existing
businesses in some zones.

Education:

The educational system is under pressure and future alternatives are
being examined by government.

Social Welfare Programs:

The N.W.T. has a long history of resident dependence on government
assistance. Major changes 1in societal attitudes and behaviour will
be needed to accommodate tourism development.

Attitude Change:

Some changes have occurred in carefully developed communities, but,
on the whole, much more orientation is needed.

Federal Political Impact:
The sovereignty issue will draw Federal attention to North and programs

to defend Canadian sovereignty in the North may bring some economic
benefits to the N.W.T.

Zone Characteristics:

Baffin:

More political support for tourism is needed. At present, politicians




and the general public require more regular communications and
information in tourism matters. A major information program is needed

to inform the public and the politicians of the benefits of tourism.
Once informed,

the public and politicians would be more favorably
inclined towards tourism.

BTA is an arm of the Baffin Regional Council.



9.6

9.6.1

9.6.2

9.6.3

9.6.4

9.6.5

9.6.6

9.6.7

REGULATORY/LEGISLATIVE ISSUES, ETC.

Transportation:

Air deregulation will have a positive effect in the rest of Canada,

but the same results are not assured for the N.W.T. Deregulation could
have both negative and positive impacts on the N.W.T. New airlines
might bring visitors closer to the N.W.T. and to nearby gateways, while
other airlines might drop routes to and in the N.W.T. area. A grace
period for N.W.T. will be needed before full deregulation comes into
effect. Major lobbying effort is required to obtain good air and trans-
portation services, gateways, and scheduling.

Road conditions will have an important effect on vehicular traffic
volume and patterns.

Land Use/Development:

A resolution of the land claims issue and a relaxation of current restr-
ictions on non-native and non-resident land usage could greatly improve
land use in the N.W.T. Land use review processes need to be centralized
with a single clearing house to streamline bureaucratic processes and
eliminate overlapping jurisdictions. Tourism will be represented on
land use planning boards.

Enforcement:
There are many difficulties in enforcing legislation and regulations

dealing with matters such as water safety, road speed limits, improper
use of firearms, vandalism.

Facilities Development:
Facilities development is hindered by strict regulations and the uncer-

tainty of the land claims situation. Policies and legislation should
be applied equitably with consideration to existing facilities.

Services:
A streamlining of regulations and responsibilities would eliminate
confusion in licensing requirements and clarify who is in charge of

certain areas of legislation, jurisdiction, and enforcement (e.q. Parks,
Environment, Fisheries).

Education/Training:

The responsibility for education is shared by several bodies. TIA
intends to position itself as a resource centre as is TravelArctic.

Affirmative Action Programs:

Affirmative action programs have been institution”lized in legislation.




9.6.8

9.6.9

Insurance:

The current unregulated state of “the industry is having a disastrous
impact on tourism. At present, liability insurance is not available
at any price or must be consolidated through government intervention.
Regulations and legislation to limit liability and levels of insurance
premiums would have very positive results.

Zone Characteristics:
Baffin:

The guide training program is part of the Department of Education.
Department of Renewable Resources 1is involved in licensing big game
hunting.




GEOGRAPHY

World Position:

The N.W.T. is a circumpolar region, situated north of the 60th parallel. “

Terrain:

The terrain of the N.W.T. is diverse, ranging from barren lands to
scenic mountains. Glaciers, fiords, tundra and tundra vegetation,
and picturesque coastal region can all be found in the N.W.T. The
N.W.T. is also home to unique wildlife. Other interesting features
of the N.W.T. are the Precambrian Shield, the Boreal Forest, and the
MacKenzie Delta.

Waterways:

There are many world-class lakes and rivers in the N.W.T., with the
latter featuring world-class rapids and waterfalls (including the highest

falls in the N.W.T., Virginia Falls). The N.W.T. also has Canada’s
third ocean coast.

Access:

Access by road is possible to many areas in western N.W.T., but only
by air or water to other ,parts. There are problems in some areas with
fog that makes travel unreliable or impossible. In the case of some
areas travel is only possible by air or through the Northwest Passage.
These areas are particularly prone to unreliable travel weather.

Climate:

Summers in the N.W.T. are somewhat shorter than elsewhere due to the
northerliness of the region. Summers generally tend to be cooler than
in the south, but they are comfortable and hot summer days are not
uncommon. The N.W.T. also possesses a wide range of climatic conditions
ranging from semi-arid desert conditions to polar conditions.

Unique Zone Characteristics:
Baffin:

The North Pole is in the Baffin region as is the Northwest Passage.
The Northwest Passage is historically important and is suitable for
cruises. Glaciers, icebergs (floating islands), and the High Arctic
Archipelago can all be found in the Baffin region. Other exotic attrac-
tions include a bird sanctuary and the northernmost part in the world,
Auyuittug National Park. Northern marine and wildlife abound through-
out the region and attract worldwide attention.




9.8

9.8.1

COMMUNICATIONS

General N.W.T. Characteristics:

A)

1.

ZONE ASSOCIATION

Intra-Zone with Politicians:
Some politicians are preoccupied with land claims issues and tend
to be unaware of tourism. All require additional tourism infor-

mation and  constant status reports. Much  more regular
communications are needed between the zones and the politicians.

Intra-Zone with Tourism Industry:

Newsletters, personal visits/presentations, and meetings are regu-
larly scheduled throughout the year.

Intra-Zone with Public:

Media editorial, advocacy advertising, and public awareness program
are conducted.

Intra-Zone with Visitors:
Communications here take place through visitor information centres

and travel counseling centres. Public awareness programs are
needed to improve service to visitors.

Inter-Zone:
The traditional introverted perspective is slowly changing.
With TIA:

The historically loose relations between the zone associations
and the TIA are improving and the new marketing committee should
greatly strengthen ties.

With Travel Arctic:

Consistent and regular communications with bureaucracy regardless

of personnel changes. Marketing committee will greatly strengthen
ties.

COMMUNITY PUBLIC

Intra-Zone with other Communities:

Historically very little communications has taken place.




9.8.2

2. Intra-Zone with Visitors:

Communications problems due to language and cultural barriers
hinder proper visitor services.

3. Intra-Zone with Politicians:

The politicians reflect the communities’ concerns with land claims
issues and therefore much more regular discussion of tourism and
tourism-related issues is required.

4, Inter-Zone:

There is very little contact between the different zone publics.

c) VISITING pusLic (BUSINESS AND TOURIST TRAVELERS)

1. Formal/Official Contacts:

Principal contacts tend to be with TravelArctic, the zone assoc-
iations or TIA.

2. Contacts with Native Populations:

Cross-cultural language difficulties sometimes pose problems.

Zone Characteristics:
Baffin:

The BTA is not generally visible because of infrequent visits to commun-
ities. It is seen by many as a funding agency, but it is viewed favour-
ably where it is known. Major problem is based on distance. Rely
on transportation and weather. Poor educational level, cultural impact.
Physical and environmental concerns high. Training needed.




9.9 PSYCHOLOGICAL/HISTORICAL TRENDS

9.9.1 Education:
There is a historical difference of appreciation of the white man’s

values of education, business, and job skill training in the N.W.T.

However, these educational requirements are vital to tourism and business
development.

9.9.2 Past Behaviour:
Over time, there has been a gradual and positive evolution of receptive-
ness and hospitality towards visitors. ” Nevertheless, there is still

some concern for and negative reaction to the threat of “visitor inva-
sion” and the disruption of community life posed by tourism.

9.9.3 Evolution of Attitudes and Perceptions:

Increasing receptiveness towards and acceptance of tourism in the N.W.T.
is likely in the future.

9.9.4 Unique Zone Characteristics:
Baffin:

Training is needed in the Baffin as it is in the other regions.




9.10 FORECASTS: 50, 20, 10, 5 YEARS

9.10.1 Social:

The willingness to accept tourism will improve, though some resistance
and resentment will remain.

9.10.2 Econonmic:

The health of the oil, gas, and mineral industries will be very important
to the economy of the Northwest Territories. changes in these sectors
will be dependent on trends in world demand and the development of
new technologies. New opportunities may develop in the renewable re-
sources industry. Scientific research and mining in the Arctic may
have a favorable impact and military activity could bring income to
some communities (though a change in the locations of some military
bases will have a negative impact on other communities). The settlement
of the land claims issue will probably lead to increased economic activ-
ity.

9.10.3 Political:

The current political climate is generally favorable to developing
tourism and support for tourism is likely to increase as an alternative
to ailing primary industries. The land claims uncertainty should be
settled and should therefore not be an issue.

9.10.4 Regulatory/Legislative:

The settlement of land claims and the self-government issue will pave
the way for more established and coherent legislation on land use and
economic activity.

9.10.5 Geography:

Access to the zones is likely to be improved. However, at the same
time, the N.W.T. will face stronger competition from other similar
regions/destinations worldwide.

9.10.6 Competition:

The N.W.T. will have to cope with increasing competition for the tourist
dollar as more foreign governments seek to expand their share of the
world tourism market. At the same time, though, there will be more
opportunities as the world tourism market grows. The growth in leisure
time and disposable income is expected to increase in both traditional
and non-traditional tourist markets.

9.10.7 Communications:

An improvement in hospitality training and awareness may increase ¢o-




operation between the zones and improve the quality of the tourist
service industry.

9. 10. 8 Psychological/Historical Trends:

The trends in this area are favorable. An increased acceptance and
awareness of tourism is expected.

9.10.9 uUnique Zone Characteristics:

Baffin:

Standards for guiding and licensing are expected to be developed.
Another park will be created and there is the potential for the develop-
ment of the theatre and the arts, and new facilities. The Nanisivik
mine is expected to die in 5 years. New facilities. Kekerten will
be completed in 1 year and more visitors centres will be open in 10
years.



9.11 COMPETITION

9.11.1 Geographic Similarities:

Other circumpolar regions of the world offer similar geographic land-
scapes.

9.11.2 Product Similarities:
The natural resources of many regions throughout the world have a simi-

lar appeal to those of the N.W.T. All have a similar outdoors/adventure

product to offer, featuring unspoiled natural surroundings and unique
wildlife.

9.11.3 Facilities and Services:

Worldwide.

9.11.4 Access:

All developed destinations Worldwide.

9.11.5 Price:

All developed destinations Worldwide.

9.11.6 Popularity/Fashion:

Sun destinations, modern urban centres, well-developed tourism plants.

9.11.7 Competition:

Baffin:

Greenland, Northern Europe, Antarctica, and Keewatin and major com-
petitors for the Baffin. They have unique attributes and the first
three enjoy worldwide recognition.




9.12 MAJOR EVENTS

9.12.1 General:

The 1988 Winter Olympics will be held in Alberta and the N.W.T. might
be able to capitalize on their geographic proximity to the Games site
by heightening their visibility and creating image awareness.

Baffin:

Annual marathon and ultras (70 K) are major invitational attractions
although there are not very expandable to accommodate great increases
in tourists. Toonik Tyme is also a major annual event for local ‘“tou-
rism” and as a spring (shoulder season) attraction. There are no other
major events expected to take place within the Baffin region within
the medium term. However, events of major significance in gate-way
centres and important geographic markets which have the highest potential
to generate incremental tourism for the region should be examined.
Examples include Ottawa’s Winterlude, the Boston Marathon, southern
festivals and carnivals (perhaps the C.N. E. )



9.13 BUSINESS CHARACTERISTICS OF THE TOURISM ZONE ASSOCI ATI ON

9.13.1 Goals:

L. To contribute to the economy of the North.
2. To provide an alternative to government subsidy.

3. To provide opportunities for the industry to become self-sufficient
and bring in “foreign dollars” from outside the N.W.T.

9. 13. 2 Raison D’Etre:

The zone associations are to provide a central focus for the advancement
of the tourism industry within a specific geographic region.

9. 13. 3 Corporate orientation and culture:

Each Tourism Zone Association is to conduct its activities with the
utmost professionalism, in a leadership style with a constant striving
for excellence, and to instill the same conduct in its membership.

9. 13. 4 Sector Positioning:

The Northwest Territories offers the travelers an exotic wilderness
adventure in a circumpolar destination which delivers to the visitor
the adventure of a lifetime.

9. 13.5 Business Activities:

The following examines the types of services and ideal business activ-
ities which the zone associations already engage in and would be ideally
suited.

A) SERVICES

L. Counseling Services:

The N.W.T. Zone Associations can provide information to potential
visitors by mail or person-to-person, and can also stimulate tourism
awareness and education in the public as well as in business.
The zone associations also assist iIn product development and
promotion and provide other types of assistance and advice to
tourism businesses, such as business conduct and practices. The
zone associations can also institute hospitality awareness programs
to improve the quality of services offered to visitors and to
make the resident public more aware of the potential benefits
tourism can bring to the area.

2. Resources - Human:

The zone associations act as Tfacilitators for the tourism industry.




Workshops for the industry can be developed and conducted and
guest consultants and specialists can provide expert business
advice. Zone associations also provide members with such services
as regular communications, the recording of meeting minutes, the
mailing of bulletins, the administration of programs and budgets,
as well as the provision of information on tourism regulations
and amendments to ordinances.

The zone managers act as lobbyists and representatives to the
Board of Directors for approval of activities, programs and budget
disbursements. They zone associations have limited influence,
however, because their primary function is administration.

Community Outreach Programs:

Tourism awareness, hospitality traininj, orientation, industry
stimulation are an important component of the work conducted by
zone associations in addition to membersh' p services.

Membership Services:

The programs principally focus on services to the association
membership, as well as to the community at large: regular communi-
cations, recording of meeting minutes, mailings of bulletins,
providing advice on tourism regulations and amendments to ordi-
nances, and administering programs and budgets.

Administration of Programs:

These include EDA, Co-operative Marketing Programs and related
budgets, such as core, supplemental, and EDA budgets. Respons-
ibility also includes administration and final accounting.

Financial Resources:

Financial resources procured to assist the tourism iIndustry in
product and market development are raised chiefly through stimu-
lated funding from government.

IDEAL BUSINESS ACTIVITIES:

- Membership Services
- Industry Advocacy
.Zone Tourism Administration Services

« Community Services.
For example, tourism business assistance/advice.

.Professional Services Broker
For example, hospitality training.

- In-bound Tour Operator
For example creating and selling tourism packages.




9.14 MARKETING PLAN FOR EDA SUBM SSI ON
9.14.1 (bjectives:

1. To increase visitors, their length of stay and/or expenditures.

2. To increase the number of package tours.

3. To expand the tourism season to include shoulder seasons.
9.14.2 Strategy:

1. A complete marketing mix of programs will be implemented to achieve
the objectives of this region. | N the first year, the zone will
rely strongly on increased public relations efforts, influential
media relations, and on travel trade tools to increase the number
of visitors to their region. Advertising targeted to specific
market segments and promotional initiatives will also be an import-
ant part of the strategy.

2. To conduct a co-operative marketing program specifically directed
to the highest potential market segments of outdoors consumptive

and non-consumptive tourists as well as arts/culture/tour enthus-
iasts.

3. Leverage additional marketing influence through consortium projects,
editorial coverage, joint initiative etc. with the travel trade,

influential media, outdoors manufacturers, major art societies
etc.

4. To conduct a consistent hospitality training and tourism management

information program throughout the communities to increase native
involvement in tourism.

5. To include measurement and evaluation processes as part of the
implementation of marketing activities for future planning.

9.14.3 Current Markets of Origin:

1983/84 1984/85
A) 74% Canada - 33% Ontario 81% Canada - 48.9% Ontario
- 21% Quebec - 27.2% Quebec
- 9% Alberta
- 6% B.C.
B) 22% U.S.A. 14.9%
c) 4% Overseas 3.5% Overseas

Profile:

Visitors to the Baffin tend to be higher income people with college




or university education. They are mainly professionals, often occupy-
ing managerial position, with household incomes of $40,000 Cdn. or
more. They are well-travelled visitors, and accustomed to long-haul
destinations.

Activities:

Those who enjoy hiking, fishing, hunting, general touring, and boat
tourism can be considered likely candidates for visiting Baffin. Those
interested in cultural interactions, spring exercises, boat touring,
are also likely visitors as are naturalists and people visiting friends
and relatives.

The number one source of visitors for the Baffin is the business trav-

eller at 60% (63% in 82/83). Number two is the pleasure traveller
at 34% (37% in 82/83).

I n descendina order of importance, visitors to the Baffin tend to come
from Canada (Ontario, Quebec, Alberta), the United States, (New Jersey,
Pennsylvania, Ohio, Illinois, Michigan, Indiana, and Texas), and over-
seas, (Germany)

9.14.4 Target Markets:

The target market segments comprise the affluent consumptive and non-
consumptive tourists in the outdoors/adventure categories as well as
the affluent arts/culture/tours categories. Geographic markets will
reflect the current strong producers of tourists to the region as well
as high potential markets (such as California, Arizona, and the Mid-
Western State).

Gateways and hub urban centres will also be targeted for market develop-
ment. Examples include Toronto, Ottawa, Montreal, N.Y., Chicago, Syra-
cuse, Baltimore and Dallas.

9.14.5 Implementation Plan:

The plan will be implemented iIn co-operation with the private sector,
TravelArctic and TIA to ensure that all market opportunities are optim-
ized and to take advantage of any circumstance for reinforcing the
objectives of the zone. Additional funds for program implementation
will be leveraged from the private sector whenever possible (although
private sector financial resources are quite limited at this time).




9.15

9.15.1

9.15.2

EDA SUBMISSION

Baffin Tourism Association

Consumer Programs:

The Baffin Tourism Association will advertise co-operatively with zone
tour operator(s) in target market segment media by product categories.
Ads will include contact addresses of operators whenever possible for

faster sales conversion. Primary media used will be influential maga-
zines for target markets in Canada and the U.S., such as Outside Maga-
zine, Natural History. Whenever possible, additional exposure will

be obtained by co-operative advertising with TravelArctic and other
zones.

FUNDS REQUIRED: $35,000.

The BTA will purchase a copy and the rights to a private production
of a film which will strongly promote the Baffin region.

FUNDS REQUIRED: $ 5,000.

BTA will assist in the co-operative production of a Visitor’s Guide
for Iqaluit. this brochure would be targeted to high potential market
segments.

FUNDS REQUIRED: $ 5,000.

BTA will provide co-operative assistance to an Outfitter for the printing
of a brochure.

FUNDS REQUIRED: $ 400.

A brochure will be created and printed co-operatively with the private
sector for Tourism Outfitters, Hotel Owners, and other tourism operators
in early 1987 for use at trade and consumer shows, promotion packages,
enquiry services, etc., during the course of the spring and summer
of 1987.

FUNDS REQUIRED: $20,000.

Total Requirements for Consumer Programs: $65,400.

Distribution/Network Program:

Channels for distributing products such as reservation programs, key
wholesalers networks etc., as well as channels for marketing communi-
cations will be developed in concert with the other zone associations,
TIA and TravelArctic. Competitive intelligence will also be gathered
and analyzed for marketing opportunities on an on-going basis. BTA
will investigate the possibilities of levering manufacturers of certain
products used in the Baffin such as snowmobiles, fishing and hunting
equipment, hiking and camping equipment, etc., for tourist promotion.
FUNDS REQUIRED: $ 2,000.




Y .15.3 marketing Aids:

Two new "Instands" depicting different scenes of Baffin during different
seasons will be created. These materials will be used at consumer
shows in geographically important target markets in Canada and the
U.S.A. TravelArctic keeps track of the number of responses from the
public attending these shows and this data will provide the base for
evaluating future participation.

FUNDS REQUIRED: $10,000.

Display materials such as projector screens and cameras will be used
as important marketing aids for the BTA.

FUNDS REQUIRED: $ 2,000.

Research material will be compiled for inclusion in promotional bro-
chures and shows to expand product appea to attract tourists interested

inhistory, culture, and arts as part of their travels. Photographs
of the region will be gathered, compi ed, and duplicated from local
sources.

FUNDS REQUIRED: $ 2,000.

Literature describing the unique features of the zone as well as histor-
ical and cultural data will be gathered and compiled for easy and quick
dissemination to the enquiring public as well as to travel trade writers
and influencers.

FUNDS REQUIRED: $ 1,000.

9.15.4 Travel Trade Program:

The zone association will make presentations to, provide information
and assistance to prequalified travel wholesalers and agents. Influen-
tial writers, whose audiences match the target markets, woul d al so
be developed jointly. This includes providing a forum for direct
contacts with tourism operators. Selected wholesale travel agents
and tour operators from important target markets who have made commit-
ments to increase tourism in the Baffin will be sponsored for familiar-
ization trips to Baffin.

FUNDS REQUIRED: $10,000.

9.15.5 Media Relations Program:

Prequalified travel writers will be oriented to experience the zone’s
tourism products to increase public and target markets’ awareness of
the zone’s tourism opportunities. Articles describing these experiences
will be published in influential media which reach the highest potential
target market segments. The BTA will sponsor planned high potential
and target media personnel to work and promote the Baffin zone. Partici-
pation by zone operators will be encouraged through joint programming,
implementation, and funding as often as possible.

FUNDS REQUIRED: $20,000.




The BTA will sponsor presentations of Baffin Tourism products to members
of influential media reaching important target markets. These present-
ations will take the form of information packages, Trade Awareness
meetings, and public response gatherings.

FUNDS REQUIRED: $ 5,000.

9.15.6 Public Relations Program:

9.15.7

The BTA will need to print response material (e.g. letterhead, station-
ery, envelopes, business cards).

FUNDS REQUIRED: $ 1,400.

Bulletins on industry awareness will be written, printed, and distributed
on a bi-monthly basis.

FUNDS REQUIRED: $ 2,000.

Culture, arts, and wildlife programs which will enhance tourism products
and the cultural image of the Baffin will be co-operatively sponsored.

FUNDS REQUIRED: $ 5, 000.

The BTA will respond to, assist and leverage special events such as
polar expeditions, historical discoveries, cultural conferences, and
significant athletic and recreation events such as “Interlude, Toonik
Tyme, and Rendezvous.

Funos REQUI RED:  $15, 000.

Information packages will be compiled and distributed to travel whole-
salers and potential tourists in important target markets.

FUNDS REQUIRED: $ 2,000.

Total Requirements for Public Relations Program: $25,400.

Industry Support

The association would carry out community information programs for
hospitality/awareness in communities and local schools, dealing with
tourism - its development and advantages (education). These programs
would allow for the enhancement of present public understanding, sensit-
ization, and knowledge of tourism. These activities would also reinforce
training and skill development programs already operating through the
Association. The aim of these programs is to vastly improve the percep-
tions, attitudes, hosting orientation and abilities of local service
personnel. The following three items will make up Baffin's program:

The BTA will develop material for a “Food Serving” course.
FUNDS REQUIRED: $ 1,200.

A public awareness program on tourism will be developed for delivery
to all communities in the Baffin.

FUNDS REQUIRED: $15,000.




9.15.8

9.15.9

9.15.10

Hospitality workshops will be created and delivered to Baffin residents
to improve the service visitors receive in the Baffin.

Funds Required: $10,000.

Total Requirements for Industry Support Programs: $26,200.

Research and Evaluation Program:

A complete research and evaluation program will be developed to assess
the effectiveness of the marketing iInitiative and the progress of
marketing the tourism products of the Baffin Zone Association. Industry
representatives will meet to outline a Research and Evaluation Strategy.

FUNDS REQUIRED: $15,000.

Project Delivery:

Costs will be incurred for administration, office supplies, material
reproduction, translation fees of marketing programs.

FUNDS REQUIRED: $30,000.

Professional fees will be needed to retain a consultant for the planning
and implementation of a marketing strategy specifically for the Baffin
in accordance with the Marketing Strategy for the N.W.T. This project
will, during subsequent year, reduce, or in some cases, eliminate ex-
penses currently being spent on advertising, printing, brochures, re-
search promotion, etc., by creating a greater degree of homogeneity
in marketing, accessing data and new information, reducing transportation
costs, etc. Increased visitors will enhance the dollar earned/dollar
spent ratio.

FUNDS REQUIRED: $120,000.

Total Requirements for Project Delivery: $150,000.

Total Zone Funding Requirements: $334,000.




9.16 RESOURCE NOTES

9.17. 1 Human Resources:

One resource person is needed, and that person is occasionally supple-
mented by part-time clerical and typing help.

9.17. 2 Time Resources:
Time required by period:

January - April : 36.5 hours weekly
May - August : 2.4 hours
September - December : 3.35 hours
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TravelArctic
Mar KETT NG Programme
1988/ 89

1. Introduction

The followi ng draft docunent outlines the tourism marketing strategy
and activities targetted for implementation by TravelArctic In

1988/ 89

This docunent is intended for discussion purposes only, and a final
framework for the Marketing Programme Will beconpl eted pending

di scussions and input fromthe Northwest Territories tourismindustry,
its representative Associations, and from Traveldrctic regional
representatives.

As some progranmmed are still under discussion, the reader should ..,
that sonme programed could be added or/dropped based on future
negoti ati ons.
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2. Northwest Territories Tourism The Chal | enge Ahead

In the past decade, industry around the world has shifted from
focusing on continental and domestic trade to conpetition on a global
scale,

As a result, world trading patterns and financial flows have also
shifted, forcing many national governnents to seek new ways to
generate revenue.  Tourism has been identified as a revenue generating

i.ndustrx whi ch can be pronoted by many countries . The resultisthat
tourism has becone a highly conpetitive industry, which isnol onger

simply a local, regional, or domestic economyactivity,

In the Northwest Territories, the government is al so | ooki ng f
opportunities to boost our econom cgoheal trne and arowtﬂ inatifre when

our primary industries are in a state of fluctuation.

As a result, the government and the tourismindustry areworking
together to stimulate tourismto the Territories, with an aim towards

conpeting in the global tourism marketplace. At hough not nerallv -
known worl d-wi de, the Northwest Territories have rm?nu nat%rape eratty

attractions and well-defined tourism products, all of which offer
tremendous narket potential,

Initial steps have been taken in recent years by both the government
and the industry to develop tourism products in the Northwest

Terr:jt oales whi ch are unique, highly narketable, and of world-class
st anaar as.

Favorabl e results in gl obal marketing were achi eved at Expo '86 in
Vancouver, where the Northwest Territories pavilion drewa trenendous

response frominternational tourists and Canadians alike.

As a next step, the governnment , in conjunction with the Tourism

Industry Association developed a conprehensive, three-year marketing
etrategy.

One of the first stages of the strategy has involved a conorehensive
tourism advertising and pronotional canhpaign directed at an o

i nternational audience and inplemented by a professional advertising
agency, specializing in tourism pronotion,

The 1987/88 adverti sing carrﬁai gn was targetted at the united States
which is proven to be the market with the most potential growth for
tourists coming to the North.

Nort hwest Territories outdoors/adventure/cultura/touri ng activities
were highlighted in two, four-colour double-page spread
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advertisement. S ortgunti na and sport stishing activities were
pronoted in a black and white, full-page advertisenment and two,

four-colour doubl e- page spreads respectively. A special
out doors/adventure/culture/touring advertisement ained at travel
agents and travel wholesalers was also produced in a full-page,

four-colour format. a1l of these advertisenents weretested, before
| npl ementation, with groups of potential tourists across the United
States to ensure that they pronmoted the Northwest Territories in the

meet attractive and effective manner possible. T rtising ran
from Decenber 1987 to March 31, 1988 in specially S%I %%Y%dt r?ag Zi r?es
which reach designated target groups of US.  tourists who have the

r4m($.t.)p)otential to travel to the Northwest Territories. (see section
i) ),

In addition to the advertising canpaign, a nunber of co-operative
advertising progranmmed wereimplemented with Canadian Airlines

magazine, the Air Canada Pass Book, ling Adventures and the
Field and Stream Guide to Hunting andAn(garrplgng.

A wi de range of marketing services were asoi npl enented to
correspond with the tourism advertising programme, i ncluding the
publication of a new Explorers’ @ujde, Fishing Guide, Explorers! Map,
TravelArctic Cal endar, Riverts North Brochure,” and a variety of
TravelArctic pronotional itens such as certificates, bunper stickers,
lapel pins, plastic puzzles, and decals.

All marketing activities were inplenented with a response tracki nP
code to ensure that inquiries generated from thess programred could be
effectively nmonitored, and as a result, an extensive conput er data
base developed. ~As of May 1, 1988, the Travelarctic marketing ,
programme has elicited approximately 40,000 inquiries. These

I nquiries conme through the 8oo# “Arctic Hotline” in vellowknife oOr

t hrough individual witten requests to TravelArctic, An extensive
ful fiTl ment programmewasalso activated whereby information packages
on NWT tourismattractions were sent out within48hours of incom ng
requests.

The fol | ow ng document outlines the TravelArctic marketing
activities in detail and highlights the planned strategy for the
1988/ 89 programme.
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U edlad &t

MARKETI NG _OBJECTI VES

The vverw)'! nar'xeding dojecdive s DI tnewepartment ot Economic

Devel opnent and Touri sm (TravelArctic) are to:

support and assist the tourismindustry in the healthy devel opnent
of the sector;

enhance the positive imge, awareness and perceptions of the
Northwest Territories as an attractive tourism destination;

expand existing tourism markets while attracting new ones;

&gonote | onger visits and higher expenditures by tourists to the
rthwest Territories;

i ncrease tourismin the shoul der season; “

i ncrease an awareness of Northern culture, arts and crafts, and
foods; and,

ﬁgonnte the disbursement of tourism benefits throughout the
rthwest Territories -

i ncluding higher enploynment andinvol ving nore communities in
tourismactivities,

‘Wthin this framework, the Department will also strive to
stimul ate new and expanded, Northern-owned and operated,
touri sm product devel opment across the Northwest Territories.
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4.
(i)

ADVERTI SI NG

Obj ect ives /Recommendat i ONs

The objectives of the 1988/89 advertising canmpaign for the
Northwest Territories enconpass Travelarctic’s overall marketing

obj ectives, as outlined in the previous section, and include the
foll ow ng recommendati ons:

Focus on the United States as the prinmary advertising narket.
Research indicates it represents the market with the nost
potential growth in tourismto the Northwest Territories. The
Canadi an market w |l be exposed to the advertising through

spill-over circulation as well as through conplinentary efforts
by the TIA

Continued focus on pronoting outdoor/adventure/cul ture/touring
products, sports fishing, sporthunting.

Based on direction fromthe nwr Executive Council, specific
attention will likely be given to pronoting Northern
culture, arts, crafts and foods;

Based on direction fromthe industry, the sporthunting program
will be shifted to focus on other species than the polar bear.
Based on industry input, the polar bear hunting segment of the NWT
sporthunting i ndustry appears to have reached capacity;

Specific attention wll also be given to pronoting outdoor/
adventure/culture/touring products which are offered in each of
the seven regions of the Northwest Territories, particularly

those regions who were not represented in the advertising produced
in Year One of the programme;

It is recommended that the total percentage of the TravelArctic

advertising budget allotted to each product category be adj usted
over last year's canpaign in the follow ng manner.

PRODUCT % BUDGET
1087/88__ 1368/8 9

Qut door/ Advent ure 57% 64%
Cul ture/ Touring

Sportsfishing 32% 25%
Sporthunting 113 11%

11




4 (1i)-=Creative Rationale

A creative rationale was devel oped for the 198788 TravelArctic
advertising canmpaign which will likely be followed in Year Two of the

programme. The main elenents of the design and thene of the
advertisenents are as foll ows:

DESIGN STYLE

@Large scale photographs of magnificent, sunny scenery:

(b) Depict tourismactivities taking place within the |arge photos;

(Q Include snall Inset pictures to supplement the main photo;

(d) AIl advertisenents will be in doubl e-page spread format with the
exception of the Sportfishing and Travel Trade programme, Which w ||
likely feature full-page advertisements. |t is recommended that al
advertisements be produced in four colours. The doubl e- page spread
four-colour advertising format is particularly reconnendéﬁlfor t he
Northwest Territories tourism promotion in order to effectively
present the grand scenerK of the North and conpete with other mgjor
tourism advertisers in the U S. mar ket pl ace. Thi s jrs par}i ul a |y

. . I
| nportant given that the Northwest Territories I's still re aglve{y new
to the tourism advertising arena,

THEMATIC APPROACH

p)Enphasize the uni que aspects of vacationing in the Northwest
e

rritories: exotic, adventuresome, romantic, cultural, exclusive,
and beautiful.

(b) Enphasize Northern culture, arts, crafts, and foods.

(c) Qutline the highly personalized services of the North, the costs

o{ var%ous tours and the accessibility of the North to visitors (jets,
etc. . .

Both the design and thenes of the advertisenents have been reconmended
to best address Anerican perceptions, or msconceptions, about the

Northwest Territories. These include the fact that nost Anericans
perceive the Northwest Territories to be aconsistently cold climte,

and that transportation services to the Territories are very |limted,

if available at all. Extensive research has also shown that many
Anericans believe a Northern holiday to be extrenmely expensive.

Testing of TravelArctic adverti sements from Yearone i ndicated that

‘large photos of warm sunny scener¥, even of a SREin Or winter snow
scene, helped to dispell the perception that the North is extremely

cold I n tenperature. Information concerning jet routes to the North
and Sout hern connecting points included in ?h% text of the

advertisements dispelled Anrerican concerns regarding the accessibility
of the North. In addition, the inclusion of tour costs to the North
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in the text of the advertisenment dispelled Anmerican concerns about the
affordability of a Northern holiday. conversely, by inclyding
E;‘ices,the_ ads di scouraged frivol ous calersand’ devel ope(LjJ

i gh-quality leads for servicing.

A1l of these factors, conbined with the strategicC targeting of t he
advertisenents, have contributed to positioning the Northwest
TerLl%orles as “wthin reach, yet beyond belief", in the United States
mar ket .

YearwoOf the programme will begin once input fromthe industry and
regions has been received and a final plan conpleted.

The first step in the devel opment of the canpaign will be a photo
shoot this summer across the Northwest Territories, (nce a selection
of advertising photos has been produced, a series Of trial
advertisenments will be designed and witten for testing with
potential tourists in the United States.

Once testing results have been generated, final advertisenents will be
produced and placed in tarﬂetted publications as per an approved nedia
plan. The canpaign is scheduled to begin running in late fall of
1988,



4: ADVERTI SI NG (CONT 'D)
(iii) DRAFT CONSUMER MEDIA PLAN

ADVERTI SI NG
MEDI A OBJECTI VES

TARGET AUDI ENCE

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

(a) _Qutdoor S/ Adventure/ Cul ture/ Touring

Primar -
Adults 25-54 years (Male 70%, \Wnen 30% |,

Secondar
mﬁ% (Mature Market)

HHI - S30M+
H gh School G aduates +

(b) _Sportsfishing (c) Sporthunting
Mal e 35-54 years Mal e” 35-54
HHI §$40M+ HHI $50M+
High School Graduate + Some Col | ege +

Geographic PRI ORTIES

To concentrate advertising in the united States.

TIMING/DURATION

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

VEI GHT LEVELS

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

VEDI A SELECTI ON

To utilize media vehicles which:

(a) reach the target audience

b) are response-oriented ,
c) conpatible with the creative nmessage




ADVERTI SI NG
VEDI A STRATEGY

ROLE OF ADVERTI SI NG

In adhering to the Governnent of the Northwest Territories’ Mandate to
facilitate and pronote the healthy devel opment and prosperity of the
tourismindustry, the role of advertising is to communicate

effectively, Travel Arctic’s nmessage. To achieve the objective the
advertising nust continue to:

generate and maintain awareness
ﬂenerate_a positive | mage

elp to increase visitations _ o _
help to increase travel receipts during visitations
support private sector advertising initiatives

* % % ok oF

TARCET GROUP DEFI NI Tl ON

The Qutdoors/ Adventure/Category enconpasses three distinct target
groups:

(a) QUTDOORS / ADVENTURE/ CULTURE/ TOURI NG

As a result of industry input, the target audience for

%U%?oors/Adventure/CMlture/Touring has been redefined as
ol | ows:

Primar

Adults 25-54

Secondar

Adults 3§+(Mature Mar ket

HHI $30M+
H gh School G aduates +

who are |overs of nature and the outdoor environment,
| ooking for unique destinations and experiences.

(b) BPORTSFISHING

Mal es 35-54 yeaps HEI $40 M+, high school gratuates, who are
avid sport sfishing enthusiasts, fish often as a lifestyle

and are constantly |ooking for unique destinations and
experi ences.
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ADVERTI SI NG
MEDIA STRATEGY (Cent’d)

(Cc) SPORTHUNTING

Mal es 35-54, HHI $50 m + with sone college or better; who
hunt often as a lifestyle and are constantly |ooking-for
uni que environments and chal | enges.

The above denographics with the exception of Sporthunting adhere to
the target audiences defined in the Strategic Mirketing Plan for

Tourismfor the Governnent of the Northwest Territories, 1986 and
i ndustry input.

The Sporthunting denpgraphi cs have been determ ned from a study
conducted by Beta Research for rield and Streamis Trophy Edition

GEOGRAPHI C  COVERAGE

I n Year II, advertising will be concentrated in the United States with
enphasi s on geographic regions of greatest potential, These regions
are Md-Atlantic, E.N, Central, w,n, Central, Pacific adNew
Engl and (Source U S. Pleasure Travel Study 1985 and Briar
International, 1986.) Initial feedback from the Regicnal Offices and
the NWI' Marketing Council |ent support to a u.s. focus for the
advertising. It was recognized that current funding for advertising
can only effectively reach the U S. market and that additiona
f undi ng nax be required for inpact in the domestic market. The TIA

0

and zones however, will be addressing the Canadian nmarket in their
advertising initiatives.

TI M NG DURATI ON

It is reconmended that the advertising canpaign be schedul ed from

Novenber 1988 - March 31st 1989, Trips of a long haul nature are
pl anned 3-6 nonths in advance.

WEI GHT _LEVELS

To achieve Travel Arctic’'s goals; Canp again recommends that frequency
of nmessage not be sacrificed for extensive reach. Therefore a

maxi num reach of 70% of the target group has been determ ned in the
nmedi a objectives, A mninum frequency of 3 exposures is recomended,
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ADVERTI SI NG
MEDI A STRATEGY (Cont'd)

VEDI A SELECTI ON

Adheri ng

achi eve

to the Government of the Northwest Territories’ mandate toO
the advertising objectives, the nmedia selected will be

required to meet a list of criteria. These criteria are:

*

*

*

%

good target group coverage
cost efficiency and effectiveness
conpatible with creative message
to have geographic flexibility . .
to have the ability to create a credible environnment
ability to generate high quality responses
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ADVERTI SI NG
VEDI A RECOMVENDATI ON

An overview of the recomendation foll ows:

MARKET - United States - enphasis on eo?raphic regions of Mid
n

Atlantic. E.N. Central, w.w,
Engl and.

VEDI A - Qutdoors/Advent ure/ Cul ture/ Touri ng

Magazines - Travel & Leisure, Travel Holiday,

ral, Pacitfic and New

Sunset, Sm thsonian, Qutside, Governnent,

Audubon wWorld, Sobeks, Expediti ons,
Sportsfishing

Tel evision - Al Lindner's Fi shing Specials
. Jerry Mckinnis Fishing Specials
Magazi nes - In Fisherman, Angling
Adventures, Fly Fisherman,
Natural H story

Sporthunting

Magazines - Field & Stream Field & Stream

Trophy/ Edition, Safari, Peletsen's Hunting,

Shooting Sports Retailer,
American Hunter

UNI T SI ZE o
Tel evision - 30 seconds

Magazi nes
Sportsfishing - 8 pge. | nsert

DPs 4/ C EL _
Qut door s/ Advent ure/ Cul ture/ Touri ng

pps 4/ C BL
Sporthunting DPS (1 Pge 4/C EL, 1 pge B/I'W
1 Full Page 4/C 8L

CAMPAI GN_DATES

Novenber |/88-March 31/89

EST. CGROSS PERSONS | MPRESSI ONS .
Qut door sTAdvent ur e/ Cul t ure/ Touri ng

36, 069, 876. 00

Sportfsfishing 130, 856, 000. 00

Sporthunting
TOTAL

10, 156, 000, OO
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ADVERTI SI NG
MEDIA RATIONALE

The_vaernnent of the Northwest Territories! Mindate includes
facilitating and promoting the healthy devel opnent and prosperity of
the tourismindustry, The Government is required to address all
Marketing Obj ectives established by wwr Regions, zones and the tourism
industry in general, The conbination of publications selected for
each product category address these objectives. |n keeping with the
mandate; the following nmedia are reconmended to create optlnum levels
of .awareness, | Tage and positive attitudes/perceptions .

1) QUTDOORS / ADVENTURE/ CULTURE/ TOURI NG

(a) The target group for Qutdoors /Adventure/Culture/ Touring are
heavy magazine readers according to SVRB 1986 (See Exhibit |)
In addition, those people who have the potential to travel to
Canada are al so heav% nmagazi ne readers,  Therefore mmgazines -
are reconmrended as the key vehicles to reach this audiences.

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

Travel Magazines in particular, have a favorable editori al
environnent and according to the U S. Pleasurs Travel Study

1985 are inportant sources of information when planning
for vacation travel. (See Exhibit I1)

The magazi ne buying strategy for Fy 1988/ 1989 is to purchase

Publicatlons whi ch concentrate on travel editorial as well as
hose with good reach of the three target audiences. Absolute
cost-per-insertion in concert with cost-per-thousand has al so

been a factor as a certain anmount of frequency per publication
| S desireable.

Al'so taken into consideration were the followng;, travel to
Canada mal e/female ratio, circulation distribution (see

Exhibits Il - 1V) , rate flexibility, previous performance and
Canadi an editorial.

The follow ng three publications have ahi%h readership in the

travel category and are frequently referred to when planning
for vacations.
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ADVERTI SI NG
VEDIL A_RATI ONALE (Cent’ d~

IRAVEL_ HOLIDAY, ~ This publication offers a conplete package of
travel imformation to the frequent pleasure traveller who is
| ooking for off-season, off-the-beaten-path tour destinations,

. The package conmes conplete with information on "how to" and

provi des prices when appropriate.

Travel Holiday's primary audi ence is the Mature Market With 56%
of the readers being in the 55years+ age group.

TRAVEL & LEISURE, Travel & Leisure hae been sel ected for its
travel editorral environment, together with its strong record
of producing consumer notivation to travel, Travel & Leisure
is the trevel magazi ne of The American Express Corporation and
is distributed to cardmembers around the world, trus providing
excellent credibility to the tourism product.

To launch the 1988/1989 advertising campaign Travel Arctic
participated in the Anerican Express/Travel and Leisure special
Canada supplement, This supPIenEnt vag personal ly addressed to
100, 000 Anericana Express Cold Card menbers. Travel Arcticts
advertisenent was positioned as the inside bdackcover preceded
by editorial om the Northwest Territories, The mailings to the
Gold Card nenbers was in addition to Travel & Leisureta total
circulation of 1,120,187,

Travel & Leisure's readers are upscale, sophisticated and
inveterate travelers and thepublication i{s very Influential
when they are planning vacations to exotic destinations.

SUNSET. Sunset has been recommended for its strong coverage of
the WStern uUnited States. Travel studies have proven %hat
westerners have a great propensity to travel. Tﬁey have the
spirit of adventure and are alweys | 0Oking to experience a
different cultural environment from that by vhich they are
surrounded, Sunset is the travel authority for tne Pacific
Western United Statea and provides detailed information on
destinations and how to get there,

In addressing the Arts and Culture product category, Gourmat
and Smithsonian are recommended to reach this audi ence for the
foll ow ng reesons:

GOURMET is the ultimate tn the travel oriented nagazi ne
category. It 1as the nmagazi ne of good living enconpassing world
travel, and features the cultural, historical, =and art aspects

of destinations visited, thua providing the reader with the
total experience Of a travel holidey. ThiS publication i S
particularly recommended to carry Northwest Territories'

messages Prondting culture, arts, crafts and country foods.
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ADVERTI SI NG
MEDI A_RATI ONALE (cCont 'd)

SM THSONI AN ise general interest cultural magazine. 1t keeps
the reader infornmed on topics ranging fromthe Arts, Culture,
H story, Science and Ecology as t e¥ apply the world over,
This publication is al so particularly suited to the culture,
arts and crafts products of the Northwest Territories,

Sm thsoni ants readers are well educated and have the curiosity
end desire to travel to new and different travel destinations,

The fol lowing three publications specifically address targetted

segments of the Qutdoor/Adventure product category:  Audubon,
Bierrsa and Qutside,

AUDUBON and SIERRA are showcases for wildlife and environnental
editorial. The readers of these publications are active in
conmmunity affairs, menbers of conservation eclubs and have a
great propensity to travel. They are interested in all aspects
of the outdoors/adventure as it applies to the environnent,
bird watchi ng, whale watching and have a keen interest in the

flora and fauna of their surroundings when on a vacation
hol i day.

OUTSIDE is a contenporary lifestyle nmagazine that covers
fitness of travel in the outdoors for today’'s ective adults.
Qutside covers in depth, foreign travel destinations and
sctivities, photography and wildlife and appeals to those

travellers | ess interested in the overcrowded resort type of .
vacat i on.

SOBEK EXPEDI TIONS. 8obek Expeditions nhas been specifically
selected 1O reach the travelers who travel to exotic
destinations ON their vacations. This publication is a

catalogue Of tours to exotic destinations, providing all
pertinent infornmation,

All publications have veen selected for their ability to

generate high quality responses and for the merchandising
services provided to enhance an advertiser's campaign,

Recommended nmagazi nes sallhaveacrose over value to the

product categories. A publication may have strength in one or
two product categories but 1l are encased inatravel
editorial environnent.

It is also pointed outthat while enphasis is on the target
audi ence 25-5k4 years, approximately uo% of Gournet and Sunset
readers are in the mature market category of 55 years+,
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AD VERTIS ING
VEDI A RATIONALE (Cont ' d)

SPORTEFIBHING

A nedia mx of national television snd nmagazi nes are

rifonnended as the nost effective vehicles to reach the target
audl enc € .

TELEVI SI ON

It is recommended that the two highest rated u.s. fishing
programed be renewed for FY 1988/ 1989 to communicate

TravelAretic's Message to the specialized target audi ence. The
programmed are:

2_! ; Al Lindner 's Fishing Specials
i Jerry McKinnis Fishing Hole

These programed open many avenues of pronotional opportunities
for both Travel Arctic and partners to receive trenmendous

exposure,  The programme will be carried on over 125 non cable
stations and on allcable TV networkas In the United States,

MAGAZINES

To provide an added inpact esgainst the target audience an eight
page four colour insert i{s planned fOr -In-Fishermen. This year
it is proposed, that operators be listed on the inside
backcover Or outside backeover of the insert.

| pact against the target audience will be further maxim zed
t hrough the use of Double pPage Four Colour Bl eed 8preads in
Angling Adventures, Fly Fisherman and Natural History.

The publication have again been selected for their ability to
draw qual ity leads fromresponse driven adverti sing.

The recommended mesgazines have been selected for their unique
ability to reach the Trophy Fisherman with little or no waste
circulation, in addition to notivating the consuner to action.




ADVERTISING
MEDIA RATIONALE ( Cent ' d)

3) SPORTHUNTING

Aconbi nation of Full Page Four Colour Bl eed advertisements and
Double Page Spreads (1P 4/C BL + 1P BL) is recomended to
address this target audience.

Magazi nes sel ected for the double page spread are Safari and

Shooting Sports Retailer. It is proposed that the Full Page
B/Wbe used to |ist the operator’s name and | ocation.

Shooting Sports Retailer will be scheduled prior to and during

the Shot Show in January 1989, Magazi nes selected for the Full
Page Four Colour Bleed are Field & Stream Field & Stream's

Trophy Edition, Petersen’s Hunting and American Hunter.

These publications have been selected to appeal to the Trophy
Hunter. Editorial is directed to the "how to”, equipnent
required, and destinations, Reconmended publications have been
selected on the basis of their past perfornance in generating
high quality responses.

Al'l magazines have been selected for their ability to draw high
quality responses fromaction driven advertising. The audiences of

f these é:)ubl I cations are achi eyers, active in comunity affairs and have
- a great propensity to travel. (Source SVMRB 1986, Subscriber Studies)

As in FY 1987/1989, all mmgazine advertising will be coded to
determne origination for tracking purposes and analysis.

Advertising in Canada during FY 1988/1989 will be provided by the
zones, TravelArctic's advertisina suoport W Il be-confined to the
United States. This is in accordance with i ndustry input.

Canada wi ||, however, receive coverage through spillover exposure from
U.S. magazines and television.
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EXH BIT |

| NDiCES OF PRINT EXPOSURE BY
SELECTED DEMOGRAPHIC GROUPS

ALL ADULTS

MAGAZINES

SEX
X 100
Female 108
AGE
18-24
15-34 136
35-44 102
45-54 78
55-64 66
65+ SO
EDUCATION P
Collage Gra
* Attanded College Igg
High School Grad 104
Attended High School o1
occupation
“Professicnal/Managerial 93
Clerical/sales/Technical 110
Crafts/Formen ' 106
G her 115
Unemployed 90

SOURCE: 13986 SMRS

-READ As FOLLOWS  ATTENDED covtece A
1S 1%% HIGHER THA

AGAZINE READERSH P
THENATIONALAVERAGE

100
153
97

$9

77

98 .
1197
43l

138

1cs
93
103
38

107
99
92
86

106

IN THE GROCUP '“HO HAVEATTENDED CCOLLEGE.

EWSPAPERS



EXHBIT | (conT * D)

PRINT USAGE - TRAVELLERS TO CANADA

TRAVELLED TO CANnaDA | N

TOTAL THE LAST 3 YEARS
v.3. (00T *H [NDEX
T505T —) —_— .1
TOTAL ADULTS 169, 460 6,7 31 100, 0 4,0 100
Ma azines1
Quintlile 31,709 1,644 .
Qu_j_ntila 2 36, 823 1,599 3131.% 2% 1891
QUi nt {le3 29, 136 1,23s 18,3 4.2 107
Quintile 4 15, 699 1, 400 20, 8 3.3 99
Quintile § 36, 133 853 12,7 2.4 59
Newspapers
qunti?c T 32, 367 1, 745 .
Quintile 2 4s | 475 1,918 %gg fi 1132
Qu}ntilo 3 24,126 839 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 62
?aily Newspapars
ead Xny 108, 812 4,725 70. 2
Read Ona 84, 6s1 3,413 50, 7 28 102
Read Two+ 24,181 1,311 19.5 S+ 4 137
Weekand/Sunday Newgn, ars
Nead Any i 4,916 73,0 4.5
Read One 96:020 4:147 61.6 4,3 153
Read Two+ 14,2135 769 11. 4 5.4 136

SOURCE 1 19868 SMRBa-

READ AS FOLLOWG

TRAVEL

V% 1S THE MAGAZINE READER AS A PERCENT OF THE
TOTAL AptLt POPULATI ON %HO TRAVELLED TO

CAVADA [¥ PAST THREE YEARS,

H% 1S THE MAGAZINE RCADER AS- A PERCENT OF TUE

TOTAL U.S. ADULT POPLLATION.
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TERRI TORI AL
DI STRI BUTI ON

New Engl and
Md Atlantic
E.N., Central
Ww.N, Central
S. Atlantic
E.S., Central
w.s, Central
‘ountain State
Pacific State

- CANADA

Newf oundl| and
Nova Scoti a

EXHBIT 111

Cl RCULATI ON__ANALYSI S

OQUTDOORS /ADVENTURE/CULTURE/TOURING

1,214
Prince Edward |s. “150

New Brunsw ck
ebec
tario

Mani t oba

Saskat chewan
Alberta

British columbia

Nort hwest Terr.
Yukon

FOREI GN
OTHER

TOTAL CIRC.

TRAVEL &  TRAVEL
LEl SURE HOLI DAY  SM THSONI AN SUNSET OUTSIDE
73, 663 42,582 177,071 4 503 15, 167
210, 846 127, 279 402, 119 7,228 30, 019
129, 955 146, 018 341, 299 12, 286 37, 249
47,032 59, 965 138, 336 7,328 18, 649
178, 048 154, 987 490, 606 8,074 31,917
40, 566 36,810 77,270 1, 307 8, 500
132, 289 65, 493 187, S23 7,009 19, 668
50, 202 46, 269 138, 908 204,016 37,142
182, 259 125, 829 461,623 1,171,089 50, 559
47,649 13, 766 7,513 2,406 9,632
569 N A N A N/A 58
N A N/A N/A 229
N/A N A N/A 15
914 N/A N/A N/A 233
2,891 N/A N/A N/A 857
21,272 N/A N/A N/A 2,852
1,997 N A N/A N/A 696
1, 763 N/A N/A N/A 515
8, 689 N/A N/A N A 2,159
7,282 N/A N A N A 1,999
247 N/A N/A N/A 28
108 N/A N/A N/A 11
5,531 13,746 2,966 2,278
3,034 6,126 995 1, 407
1,119,074 805, 232 2,433,687 1,429,929 262, 391




Pt

TERRI TORI AL
DI STRI BUTI ON

New Engl and
Md Atlantic
E.N. Central
W.N, Central
S. Atlantic
E.S, Central
w.s. Central
Mount ai n Skat e
Pacific State

CANADA

Newf oundl and
Nova Scoti a

Prince Edward Is.

New Brunsw ck
Quebec

Ontario

Mani t oba

Saskat chewan

Al berta

British Col unbi a
Nort hwest Terr.
Yukon

FOREI GN
OTHER

TOTAL CIRC,

EXH BIT 111 (Cent’d)

Cl RCULATI ON_ANALYSI S

OUTDOORS/ ADVENTURE/ CULTURE/ TOURI NG

SOBREK
GOURMET SIERRA EXPEDITIONS  AUDUBON

75, 377 17, 989 N A 37,302
149, 594 41,185 N/A 70,627
89, 599 34, 704 N/A 74,363
30, 769 14, 475 N/A 30,958
113, 359 36, 729 N/A 68,284
17, 639 6,117 N/A 14,013
43,904 15, 095 N/A 25,552
33,576 18,633 N/A 25,536
155, 402 135,700 N/A 78,987
43,205 2,023 N A 1,478
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

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
15, 163 647 1,478
3,029 1,384
410
772,042 323,384 160, 000 429, 157
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EXH BI T IV

CIRCULATION ANALYSIS

TERRI TORI AL DI STRI BUTI ON

MID VEST

[1linois
Indiana
| owa

( ., Bas
hL.chigan
Minnesgota
Yorth Dakot a
Ohio

Sout h Dakot a
Wisconsin

FAR WEST

Alaska
California
O egon

VWashi ngt on

QAAMANA

Mani t oba
Ontario
Saskat chewan
Nor t hwest
Al berta

Territories

British Colunbia

Yukon

.TAL CIRCULATION

SPORTHUNTI NG

FIELD &« STREAM REG ONAL _EDI TI ON

75,734
53, 709
36, 683
32,185
87, 049
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

71, 17e

38
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5. Co-operative Progr ammed

TravelArctic traditionally participates in a nunber of co-operative
tourism programmed. These programmes not only extend the

reach of the Traveldrctic nessage in the tourism marketplace, but do
so in a cost-efficient manner with costs divided between participating
co-op partners.

Co-operative projects under consideration for 1988/89 include the
fol | ow ng:

{a) Canadi an Magazi ne (Canadian Airlines)

I n 1988, Canadi an magazi ne published a 32-page insert focussing on
theNorthwest Territories and outlining the tourismactivities

avai |l abl e in each NWI travel zone. "The Canadian insert also featured
a full-page, four-colour TravelArctic advertisenment ainmed at airline
passengers.

A simlar co-operative pronotion in Canadian is reconmended for
Year Two of the programme. Canadi an addresses markets infive
continents and countries : North America, South America, Southern
Europe, Amsterdam and the Pacific Rm Thecirculation ofthe

publication is approximtely 950,000 passengers per nonth.
(b) Angling Adventures

In 1987/ 88, angling Adventures published an ei ght-pa%e I nsert

out i ni nﬁ sportsfishing activities in the Northwest Territories, as
wellashi ghlighting aspects of Northern culture such as arts and
craftsand country foods. Angling Adventures also featured a =
doubl e- ﬁgge spread TravelArctic advertlsement pronoting sportsfishing
in the Northwest Territories. A simlar cooperativeproject with the
publication is recommended for 1988/89.  Angling Adventures reaches a
total circulation of 2,005, 655.

(c) Canada st Programme

TheCanada West programme in 1988/ 89 consists of a reconmended

oint marketing project to pronote the entire region of the Northwest
erritories, the Yukon and Northern British Colunbia, as a destination
for independent pleasure visitors who travel by personal vehicles.

It is current| )6 under negotiation, and this programme Will |ikely be
acconpl i shed by the création of a consortium consisting of
TravelArctic, Tolri sm Yukon, Tourism B.C., amajer |nternational Aair
Carrier and some key industry participants. 1In addition, Tourism
Canada will be approached to participate.

The main objectives of this co-operative venture are as follows:




(L) To increase the length of sta Alaska-hb visit in the NWT
West ern Arcticseregleon, %e ar ea ‘\Io}/t f?yof Hi gavva)?ufg |nSJBr°| s|sn ©

Col unbi a, and in t he Yukon.

(1) Increase the visitor per diemexpenditure in each of the
participating jurisdiction for visitoers traveling by personal

vehi cl e.

(141) I ncrease the nunber of visitors to the region who arrived ona
fly/drive trip.

Resear ch has indicated that the target markets for this progranmme,
the United States, which is the domnant origin of the self-drive are

tourist to the Region,

Details of a joint Canada West programme Of this nature are currently
being developed by all participating parties,

(d) Other Co~cperative Programmes

Addi tional co-operative marketin programmes are currentl being
investigated with possible partners such as Tourism Canada andthe
provinces of Manitoba and Al berta,

41
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(11i) DRAFT TRAVEL -TRADE
ADVERTI SI NG MEDI A PLAN
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6. Travel Trade Programme
*1) -] ectives

A marketing programme targeted at the travel trade will continue to be
implemented t0 achieve the follow ng results:

a) TO assist in creaking a positive awareness of the Northwest

Territories as an attractive destinatio,anongst the worl d-w de
ravel t r ade.

(b) To build the necessary base of wwr tourism product know edge
esultinginmoreefficient custonmer servicing.

(¢) To motivate a Significant nunber

of the traveltrade to sell nyr
»roducts .

«d) To increase TravelArctic's present database of travel agents,

and,
e) To facilitate tourismcustoner servicing through the travel trade, .
1) Activities
(a) Continuing an advertising canpaign in the influential travel trade
‘-ss of the United States throughout the year.

(b) Participating in the Canada West programme for overseas markets.

c) Promoting the wwr tourismat major trade shows and conferences.
rrade shows recommended for 1988/89 include the follow ng:

1) Rendezvous - Vancouver B.C., sponsored by Tourism Canada

| argest and nost prestigious tourism nmarketplace in
Canada

1100 buyers and sellers _
- North American and International buyers

“2) Tourcan - Regina, Sask.
donestic buyers and u.S. sellers

13) National Tour Association Conference

- Kansas City
- 3500 del egates

- Canadian and U.S. buyers and sellers of tour-oriented
intermodel hol i days

(4) World Trade Mart - London,England

-38,000 trade del egates

- primarily travel agents
- 85 Canadi an exhibits
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FROM AP 416-484-9846 (MOH) 3. 16, 788 16:17 NO.2080993761 PAGE 5/ 5

(S) dyssey - Red Deer, Alberta _ .
- geared towards Western Canadian private sector

(6) IT® - \Wst Berlin
- 25,000 del egat es (mainly whol esal ers)

- 85,000 consumer visitors
Corroberry - (Canada \West (Australia)

(7)

(d) Conducting special events/pronotions in cooperation wth
public/private sector partners,

(

e) Providing recommendations/direction for famliarization tours to
the NWI Tourlsm Zone Associations-and operators.

éf) Generating well-qualified |eads /inquiries for the Travel Arctic
at abase.

{g) providi ng support and assistance, Whi ch i ncl udes free
i nformation/resource naterials and selling aids; and

(h) Negotiating increased and i mediate reservations through autonated
systens of airlines, hotels, etc.




6 TRAVEL TrRADE PROGRAM

11ii) DRAFT TRAVEL TRADE ADVERTI SI NG MEDI A PLAN

MEDIA OBJECTI VES

TARGET _AUDI ENCE

To direct advertising to the target audience defined as:
- Tour erators
Travel Agents
Wiol esal ers

GCEOGRAPHI C COVERAGE

To advertise on a national basis with specific enphasis placed against
regions representing naxi num potential.

TI.M NG DURATI ON

Toadvertiseac the most opportune tinme to reach the target audi ence
prior to and during peak vacation planning periods.

EACH FREQUENCY

To provide maxi mum reach of the target audience.

VEDI A SELECTI ON

To utili
conmpatib

ze nedia vehicles that reach the target audience and are
le with the creative message.
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TRAVEL ‘ TRADE
ADVERTI SI NG
MEDI A/ STRATEGY RATIORE=

-
RO

A conbi nation of Full Page 4 Colour and 1/ 4 Pr= T=—

advertisenents will be utilized to reach “the— =—-= -z

busi ness reply card has been elimnated for ==
action-driven advertisements will generate gmi—
continuation of the image/awareness canpaign.

The |eading Travel Trade publications have bes ==—— -
communicate Travel Arcticts nessage and generz= —=—= =
publications have been selected on the basis = == — -
geographic areas of priority (see Exhibit 1).
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TRAVEL TRADE
MEDI A RECOMMENDATION

An overview of the recommendati on foll ows:

MARKET :
MVEDI A:

UNIT SIZE:

# OF INS.
TOTAL # INS.:
CAMPAI GN DATE:
CGROSS PERSONS
| MPRESSI ONS:

{based on 2.3
readers per copy)

United States

Trade Magazi nes

Travel ekly, Travel Agent,

Tour & Travel WNews, Travel Age (West) ,
ASTA Agency Managenent

Full Page 4/C
1/4 Page B'W

2-8 insertions per publication

26 insertions

Bet ween Nov. 1, 1988 and March 31, 1987

1,989, 022
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MARKET! NG SERVIZES

The followng items will be used to assist in the narketing

rocess, in cooperation with the private sector inthe Northwest
erritories:

O Explorer's Guide
Fi shing Guids
Rivers North Guicge

o Pronotional Itens
0
O NWT Map
0
0

0

o Complinent Cards

o Envel opes

0 Letterhead

o Business Reply Cards
o Portable D splay

Theseitems are distributed to respondents requesting nore

i nformation about the Northwest Territories and to many incom ng
visitors, |Information packages are tailored to the type of

i nformation requested (ie. Sporthunting VS. Sportsfishing)

(see following section for additional detail on fulfillment
services)

Posters
Pl asti c Bags

In addition to these items, an 8-12 mnute tourism film about the
Northwest Territories is planned for the summer of 1988. s
£ilm W || depict the wide variety of tourism experiences to bé had
in the Northwest Territories. |t will likely conbine ori gi nal
footage with fectage from Travel Arctic’s Expo '86 £ilm, “The
Ener gl ng North” ané from the Tourism I ndustry Association
pronotional £ila. This production will be utilized as a

public relationsz teal at trade and consuner shows, and ot her
speci al events.
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8. MARKETI NG RESPONSE AND FULFI LLMENT

Travelarctic has inplemented a conputerized response tracking system
for its marketing activities which not only measures the effectiveness

of each marketing effort, but also provides a conprehensive data base
of quality |eads.

An exanpl e of howthe tracking systemoperates can be illustrated
through the Travelarctic advertiSing canpaign. In the 1988/89
programme, each TravelArctic advertisement in each nmagazi ne was

assigned two conputer tracking codes. (One code was inserted into the
TravelArctic address printed on each advertisement (ie: Wite to

**. . “Departnent 403, Travel Arctic") . Another code was assigned to
responses comng from the advertisement on Travelaretic's 800 #
tel ephone line. Information concerning the location of the respondent

and the kind of information requested is derived fromeach letter and .
phone call to TravelArctic.

This information is then stored on a conputer data base and serves as
an excellent indication of which advertisements are nost effective in
generating leads. It is inportant to note that because these
advertisenents are specially-targetted at upscale, adventure- oriented
markets, the quality of |eads generated fromthe canpaign is

estimated to be very high in terms of future bookings.

In addition to devel oping this valuable data base frominquiries,
mailing labels are also generated. Specially-tailored fulfillnent
packages are sent out to eahrespondent depending upon the
Information requested. These packages contai n the brochures and

- mar ket i ng aids outlined in the previous section and are sent out
within 48 hours of a request comng in.

| ndi vi dual operators can also take advantage of this tracking service.
iling |abels of leads will be supplied to interested operators on a

two-week basis, A nunber of NW operators have taken advantage of

this service to date and have received actual bookings as a result.

As of May 1, Travelarctic has received approximately 40000 responses
to the marketing programme.

TravelArctic's conputer tracking system has proven to be one of the
nmost sophisticated and state-of-the- art services inplenmented by
simlar organizations across Canada. Thesystem will in fact be
upgraded and enhanced for the 1968/ 89 programme t0 ensure that a

cont i nued hi?h level Oof quality |eads and research information is
provided to the private sector.
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fhe TravelArctic Marketing' Programme is-expressly designed and
i npl ement ed to expand the Northwest’ Territories tourismindustry and
gsskllst ind%vlidual.oge:;vtprs,_;‘.y;tg;g%qg_fa&gg aual ity |eads and increasing
ookings,, ,{ |.. ;. elhamanstaaetaitdanriae oo

J é*!"&%@%%m‘f@f&w et
There are several methodsibviwhichfiindividual operators and Zzone
Asgociations can directl fbenefitffromithe Marketing Programmed. For
example, individua- peratorS~and=Zoné*Associations are invited to tie

Into the TravelArctictadvertising progranmed. providing an operator’s

RSN

~marketing objectives 'and’target markets match those of the

TravelArctic advertising,anioperator;can insert an advertisement in

" the same ' publication3as Yravelhrctic,’where appropriate, Many of
i these publications’will 'printYa‘sentence at the bottom of the
.. Travel Arcti c advertisement'direating readers to the individua

I
operator’s advertisement‘in’the same nmgazi ne. e operator therefore
benefits from'the extensive exposure the |arge, Travelarctic
advertisements generate.’ The same procedure can apﬂly to Zone
Associ ati ons. tails of the publications in which TravelArctic Wil |
be advertising in the 1988/89 programme will be sent to each operator
in the coming month. A response form to tie into the programme will
acconpany this information which can be filled out easily by the
i ndi vidual operator and returned to TravelArctic's advertising Agency
of Record {(aoR) . The AOR wi || then book the operator's advertisements

on their behalf and organize.any administrative details with t he
magazines. ' ‘

Cost savings for the operator or Zone Aasoci_m:ions can al so often be
I'S occurs because
operator and Zone advertising can often fall under special contracts
which have been negotiated by the Agency of Record with specific
publications.” The AOR has negotiated discounts because of the
frequency of advertising purchased for fTravelArctic and Tourism
Canada. This can also provide the operator with discounted rates
which would not be offered L{f an operator booked their advertising
space independently, Additional details regarding these savings and

how t hey have been negotiated will be included in the Information
package for each operator.

In addition to tying in to the TravelArctic adverti Sing programme,
operators can take advantage of the |eads gene]rat ed hv. Travel Arctic’s
marketing efforts.  (see previous section) hi's"will not” only assist

operators in gathering leads, It will al'so assist in increasing actual
booki ngs,
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10.0

10.1

ADVERTISING PROPOSAL

Introduction

Camp Associates Advertising Limited is honoured to be considered for
this important communications assignment.

|t is evident that the Baffin tourism region of the Northwest Territories
offers tourists around the world a variety of unique and exciting vac-
ation opportunities, particularly in the outdoor/adventure and culture/
touring categories.

As indicated by the Baffin Tourism Association (BTA), the 1987-88 market-
ing objectives for the region focus on increasing an awareness of these
Baffin vacation possibilities amongst target groups in eastern and
central Canada and the United States.

More specifically, the advertising activities undertaken by the BTA
should also promote increased tourism to the Baffin during the spring
and late winter season.

The following advertising proposal outlines a number of recommendations
addressing the creative message and design, as well as media selection
and costings. Together, these recommendations addressing the creative
message and design, aswellas media selection and costings. Together,
these recommendations addressing the creative message and design, as
well as media selection and costings. Together, these recommendations
are designed to meet the overall advertising objectives of the Baffin
Tourism Association in an effective and cost-efficient manner.




10.2 BAFFIN TOURISM ASSOCIATION ADVERTISING STRATEGY

10.2.1 Creative Consideration:

The briefing material provided by the BTA to the Agency has indicated
that the following creative consideration are important in the develop-
ment of the advertising campaign for the Zone:

1y

2)

3)

Baffin Images:

Accessible

Exotic

Adventuresome

Unique in geography and wildlife
Cultural (Inuit) and historical
Peaceful, friendly atmosphere

Advertising Message(s):

Should aim at a variety of media, addressing different target
audiences;

Should identify spring activities such as dog-teaming, snow-
mobile journeys, flow-edge visits and wildlife viewing;

Should address Arctic Circle activities such as hiking; and,

Should also continue to promote the cultural, historical and
adventure characteristics of vacationing in the Baffin.

Advertising Executions:

New BTA slogan;
New advertisement designs; and,

Continue using the existing Baffin logo along with the Canadian
maple leaf on all promotional materials.

In view of these creative considerations identified by the BTA,
Camp Associates Advertising recommends that the BTA advertising
strategy may consist of the following:

a.

Creative Development Process:

It is recommended that BTA advertising materials be jointly
developed and produced by Camp Associates and a northern
advertising agency which would be selected through the custom-
ary “Call for Proposal” process. Camp Associates would work
with the BTA in evaluating the proposals and in the selection
of a northern agency.

Once an agency from the Northwest Territories is selected



for the BTA account, Cape Associates would provide that agency
with general creative guidelines (see below) to develop any
new advertising for the Baffin Zone. Specific advertising
designs and message would then be developed by the northern
agency, interpreting those creative guidelines.

Creative Guidelines

Given the BTA's creative considerations, budget capabilities,
and the desire to ensure that any BTA advertising is somehow
consistent with the overall TravelArctic image/product advert-
ising, Camp Associates recommends the following creative guide-
lines:

- The production of one new advertisement for the BTA 1/6
page format, in black and white.

This recommendation is based on the BTA's briefing concerning
media selection, which indicated that a wide range of publi-
cations should be included in this media purchase.

The 1/6 page format is the most economical method of accommo-
dating this request, particularly given the BTA's media
and creative budget allocations (see BUDGETS, pg. ).

- The advertising message should focus on the exotic/adventure
and  cultural/historical characteristics of vacationing
in the Baffin, while highlighting activities which occur
in the late winter and spring, as requested in the BTA
briefing. While producing a variety of different messages
for different media and their target groups would be ideal,
again, budget considerations are not likely to allow for
such an extensive campaign.

- The new creative design for the ad should include the Baffin
logo, the Canadian maple leaf, and a new slogan for the
BTA, which would be developed by the northern agency selected
for the account. The visual and/or copyrighting for this
advertisement should show some consistency with the overall
TravelArctic campaign, while continuing to promote the
unique aspects of the Baffin as an individual zone. For
example, the visual could feature a scene which is warm-
looking, dramatic, features tourists, and which is indicative
of the unique Inuit culture in the Zone. Through the market-
testing of TravelArctic advertising, all of these elements
have proven to be attractive to tourists. The responsibility
for developing the design and copy of the advertisement
would be that of the Northern agency selected for the acc-
ount.




10.2 BAFFIN ADVERTISING STRATEGY

10.2.1 Media Recommendations

1) Advertising Objectives

The advertising objectives as outlined in the Baffin Tourism Assoc-
iation’s Advertising Program are as follows:

a. To create optimum levels of awareness of the Baffin as a prime
destination for visitors.

b. To increase awareness of the Baffin and its products.

c. To promote increased visitations to the Baffin during the
Spring season and latter part of the Winter season.




2) Media Objectives

Target Audience:

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

Outdoors/Adventure/Culture and Touring *
Adults 25 - 54

HHI $40M+
Some College of better

Geographic Emphasis

.To concentrate advertising in specific areas in the United
State and Canada. *

Timing/Duration/Scheduling
.To advertise at the most opportune time to reach the target

groups, either prior to or during peak vacation planning per-
jods.

Weight Levels

.To reach a maximum of 70% of the target audience, with concen-
trated efforts on frequency of message.

Media Selection
- To use media vehicles which:

a. reach the target audience

h. are compatible with creative message.

- Budget - $31,732.00

SOURCE: Baffin Region Tourism Development Report




3) Media Strategy

Role of Advertising:

- The role of advertising is to effectively communicate Baffin
Tourism Association’s message. To achieve this objective
the advertising must:

- generate and maintain awareness of the Baffin as a prime vaca-
tion destination;

» create awareness of the Baffin products;

* help to increase visitation during spring and latter part
of Winter seasons.

Target Audience Definition:

Visitors of the Baffin tend to be in the higher income bracket,
with college or better education, well travel led and accustomed
to long-haul destinations. The target audience is defined
as:

+ Adults 25 - 54
HHI $4a0M+
Some College or better education

.The target audiences are lovers of nature and the outdoor

environment with a keen curiosity in the culture and arts
of the region visited.

Geographic Coverage

- The campaign will be concentrated in the Eastern and Central
parts of the United States and Canada:

Us. Canada
New England Quebec (Eng. )
Mid Atlantic Ontario
E.N. Central Alberta

Timing Duration:
.Dueto the late start it is imperative that advertising commence
as soon as possible. However with production of new creative

and long lead time required lJy magazines, the start date will
be February, 1988.

Weight Levels:

A maximum of 70% reach of the target group has been determined




in the media objectives. A minimum frequency of 3 exposures
will be effective for the-f ampaign.

Media Selection:

- 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
compatible with creative message
geographic coverage and flexibility

ability to generate frequency within the campaign period.

FY 1988 Budget:

- The budget for the 1988 campaign has been determined as follows:

* U.S. Media Canadian Media
$15,031.00 Us. $11, 464. 00
$20, 267. 55 CON. $11, 464. 00

Total Expenditure

$31,731.55 CDN.

Converted to Canadian @ $1.35
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Media Recommendation

An overview of the recommendation follows:

Market - U.S. (with emphasis on New England, Mid Atlantic and
E.N. Central) and Canada

Media - Magazines : Us. Travel & Leisure (Eastern Ed.),
Smithsonian, Audubon World, National
History, CANADIAN - Canadian Geographic,

Equinox (Ont. Ed.), Discovery, Up Here,
Destinations and Explorer’s Guide.

Unit Size : 1/6 Page B/W

# of Insertions : 1 - 2 per publication
Total Ins. - 17

Schedule Date : February 1988 - April/Flay 1988

Est. Gross Impression: 16,755,438 (based on 3.5 readers/copy)
(total number of people exposure to an
advertising schedule)

Total Expenditure - $31,732.00 (CDN. )

SCHEDULE COST DETAILS FOLLOW



4) Media Recommendation (Cent’d)

MEDIA

Magazines

Us.

Canadian

Total Media

Converted to Canadian @ $1.35

SUMMARY

$ (GROSS) CDN.

* $20,268.00 (CON.)
11, 464. 00

$31,732.00




5) COST DETAILS - MAGAZINES (U.S. & CANADIAN)

Unit Size :1/6 Page B/W (Except Explorers Guide FP B/W)

Publication Circ. Cost/ I ns. # Of Ins. Total Cost

Us. $ Goss $ Gross

Travel & Leisure (Eastern
Edition New England, Mid
Atlantic) 355,000 2,513.00 2 5,026.00

Smithsonian (National) 2,310,970 5,062.00 l 5,062,00

Natural History (Eastern
Regional Ed. all States

east of the Mississippi) 325,000 2,075.00 2 4,150.00
Audubon World 404,695 1,775.00 1 1,775.00
Total U.S. $15,013.00 Us.
Total Canadian Converted @ $1.35 $20,267.55 CDN.

CANADIAN

Equinox (Ont. Ed. ) 80,000 1, 490. 00 1 1, 490. 00
Destinations (Nat. ) 318,000 1, 480. 00 1 1, 480. 00
Canadian Geographic (Nat.) 170,552 1,175.00 2 2,350. 00
Discovery 19,057 190. 00 2 380. 00

Up Here 29,000 337.00 2 674.00
Canadian 95, 000 2,045, 00 2 4,090. 00
Explorer’s Guide --- 1,000. 00 1 1,000. 00
Total Canadian $11,464.00
TOTAL MAGAZINE EXPENDITURE $31,731.55 CDN.
Note: Rates used are based on known frequency discounts. However if other

zones participate in any of the above publications, additional discounts
will be earned. Saving-could be reinvested in additional insertion.



Media Rationale

I n keeping with Baffin Tourism Association’s objective to create and
maintain awareness of the Baffin as a vacation destination and to in-

crease visitations, magazines have been selected as the most effective
medium to reach the target audience.

The target audience for Outdoors/Adventure/Culture and Touring are
heavy magazine readers according to SMRB (See Exhibit |). 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.

Travel magazines in particular have a favorable editorial environment

and according to the U.S. Pleasure Travel Study are important sources
of information when planning for travel (See Exhibit ||).

Magazines with a very defined audience allow Baffin Tourism Association
to reach their desired target audience with little or no wastage in
circulation.

Due to budget limitations a series of 1/6 page black and white advertise-
ments are recommended. Research has shown that potential travelers
have a great need for specific information on accommodation and tours.
Therefore to provide added impact we are recommending that BTA's adver-
tisements be scheduled in the same U.S. magazines as TravelArctic

advertising campaign which will create the image/awareness of the Baffin
region.

To effectively reach the primary target audience the Baffin message
will be scheduled in the following publications.

u.s. (4 CANADIAN (7)
Travel & Leisure Canadian
(Eastern Ed. ) Canadian Geographic
Smithsonian Equinox {Ont. Ed. )
Natural History Discovery
Audubon World Up Here
Destinations

Explorer’s Guide

The magazines selected will reach a broad target group which includes
the "Yuppies and the Mature Market”.

Sportsfishing publications have not been included as it is felt Travel-
Arctic’s campaign in Fly Fisherman, Natural History, In-Fisherman and
Angling Adventure will be listing Baffin region operators.

Newspapers were reviewed, but due to budget constraints, were not re-
commended. We would recommend, however, that a Co-op arrangement be
considered with First Air for the Boston and New York newspapers.




TOTAL ADULTS

MAGAZINES

Quintile 1
Quintile 2
Quintile 3
Quintile 4
Quintile 5

NEWSPAPER

Quintile
Quintile
Quintile
Quintile
Quintile

O~AWNPE

DAILY NEWSPAPER

Read Any
Read One
Read Two+

WEEKEND/SUNDAY
NEWSPAPER

Read Any
Read One
Read Two

EXHIBIT | (Cont'd)

Print Usage - Travelers to Canada

Travelled to Canada in

Total The Last 3 Years
Us . (000) vz H% Index
(000)

169, 460 6, 731 100.0 4.0 100
31,709 1, 644 24.4 5.2 131
36, 823 1,599 23.8 4.3 109
29, 136 1,235 18.3 4.2 107
35, 659 1,400 20.8 3.9 99
36, 133 853 12.7 2.4 59
32,367 1,745 25.9 5.4 136
45,475 1,918 28.5 4.2 106
24,126 859 12.8 3.6 90
35,013 1,410 20.9 4.0 101
32, 480 799 11.9 2.5 62

108, 812 4,725 70.2 4.3 109
84, 651 3,413 50.7 4.0 102
24,161 1,311 19.5 5.4 137

110,255 4,916 73.0 4.5 112
96,020 4,147 61.6 4.3 109
14,235 769 11.4 5.4 136

Source: 1986 SMRB-Travel

Read as follows:

V% Is the magazine reader as a percent of the total adult
population who travelled to Canada in past three years.

H% s the magazine reader as a percent of the total U.S.
adult population.



