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1.0 INTRODUCTION AND BACKGROUND

In 1985 the Tourism Industry Association of the Northwest Territories (TLANWT)
assumed the responsibility for al consumer show activities and incorporated, within a
three-year marketing plan, a Consumer Show Program.

Under mandate from the Economic Development Agreement Management Board
(EDA), TIANWT developed a Consumer Show Program which would coordinate the
attendance of NWT tourism operators at targeted consumer shows throughout North
America. Consumer show markets were identified based on research from existing
consumer shows, information from the Department of Economic Devel opment and Tour-
ism and Tourism Canada, recommendations from NWT operators and zone associations,
and markets identified through the TIANWT implementation plan.

A Consumer Show Program was implemented in 1987, 1988 and 1989. In 1989, a
two year proposa for the Consumer Show Program for 1990 and 1991 was approved in
the TIANWT Marketing Plan. Based on the results of the evaluation, adjustments were
made to the Program for implementation in the following years. For example based on
operator results at specific shows in terms of actua sales results some shows were dropped
and others added to the program. Further modifications were also made to booth design
and set-up.

In 1990, due to the restructuring of the TTANWT, the Department of Economic
Development and Tourism assumed management responsibility for the Program.

In the 1987 Program, a total of 30 operators participated in 10 consumer shows,
representing a total of 22 exhibits. These operators were identified through the zone
associations. In 1988, atotal of 23 operators participated in9consumershows, representing
atotal of 37 exhibits. Operators were accepted based on their success in a draw system.
In 1989, atotal of 21 operators participated in 12 consumer shows, representing a total of
57 exhibits. These operators applied to attend shows of their choice and were selected for
participation if they met criteria set out in the application form. In 1990, a total of 22
operators participated in 11 consumer shows representing 46 exhibits. These operators
were accepted on afirst-come first-served basis by region and then by sector.

In 1991, atotal of 26 operators participated in 9 consumer shows representing 54

exhibits. These operators were accepted on a first-come first-served basis by region and
then by sector.
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2.0 OBJECTIVES

The following program objectives were identified for the Tourism Industry Asso-
ciation and all Tourism Zone Associations through the TIANWT three year marketing
strategy and the subsequent 1990/91 strategy:

1. To provide a favourable sales environment for private sector tourism Operators,
to enhance their marketing efforts, through the attendance of targeting con-
sumer shows in Canada and the United States.

2. To generate qualified tourism leads for: use by private sector partners;

fulfillment of inquiriesfor NWT literature; and to assist in the devel opment of
market data.
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300 IMPLEMENTATION

The following isa synopsis of activities that were conducted as part of the Consumer
Show Program:

3.1 Show Coordination
3.2 Receptions

3.3 Test Markets

3.4 Response Inquiry Card
3.5 Show Evaluation

3.1 SHOW COORDINATION

3.1.1- Identified Consumer Shows

Based on research from existing consumer shows, information from Tourism
Canada, the Department of Economic Development and Tourism and markets identified
through the TIA implementation plan, the following nine . .assmer shows were chosen
for inclusion in the program:

» Anaheim Sports Vacation & RV Show — Anaheim, Cdlifornia
n Chicago All-Canada— St. Charles, Illinois

o International Sportmen’s Exposition - Seattle, Washington

o Minneapolis All-Canada - Shakopee, Minnesota

o Great Outdoor Adventure Fair - San Francisco, California

o Canadian National Sportsmen’s Show — Edmonton. Alberta

» Canadian National Sportsmen’s Show — Toronto. . atario

o Northwest Sports Show — Minneapolis, Minne 4

The Great Outdoor Adventure Fair was included in the Program for the first time
in 1991.
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3.1.2- Operator Application

Operators meeting the following criteria were invited to apply to participate
in the Consumer Show Program.

» operators holding avalid NWT tourism license

» operators offering a bona fide package tour (includes transportation,
accommodation and activities)

A $200.00 non-refundable deposit per show per operator was required to
reserve space. Applications were accepted on a first-come first-sewed basis by region and
then by sector. Twenty-seven operators applied to the Program to participate in 54 exhibit
spaces. All operators were successful in applying to the Program. One operator canceled.
Five operators were partially successful in acquiring all space applied for in the program.
Space was provided on an individual basis. Appendix A contains alisting of all operators
who participated in the 1990 Consumer Show Program.

3.13- TIANWT Assistance

Economic Development and Tourism made available exterior dome displays.
for operators to customize and negotiated to provide assistance for airline transportation
on the basis of one operator per organization per show. Transportation was provided on
a positive space pass basis from a NWT departure point to the nearest Air Canada,
Canadian Airlines Internationa First Air or Northwest Territorial destination and return.
Transportation was provided at a 75% discount fare by Northwest Airlines between
Edmonton, Toronto, Winnipeg and Minneapolis return.

Booth space was selected and purchased for each operator. Furniture rentals
were coordinated and provided by Economic Development and Tourism and included: 1
draped table any size, 2 chairs, 10' x 10" carpet and 1 wastepaper basket.

3.2 RECEPTIONS

In order to complement operators attendance at consumer shows, two key
target markets were selected for presentations which would provide venues for the largest
number of NWT operators. Presentations were coordinated in Boston and Toronto to
showcase NWT tourism products to make contact with the travel trade, media, special
interest groups and consumers.
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In the past, program coordinators were unsuccessful in locating a show in the
Boston area which would prove successful for promoting NWT products. As aresult, it
was agreed between the private sector and Economic Development and Tourism that a
presentation should be hosted in order to enable NWT tourism operators (particularly
the Eastern Arctic) to penetrate the market.

A total of 22 operators participated in the two receptions. Based on contact
provided by the Canadian Consulate in Boston, Economic Development and Tourism, the
guest speaker and individual operators, invitation lists were developed for both presenta-
tions. Evening cocktail receptions were hosted in both venues. The following are the
attendance figures for each presentation.

» Boston 88
» Toronto 237

See Appendix B for full report.

33 RESPONSE INQUIRY CARD

In addition to sales and leads obtained by participating operators at the shows,
Economic Development and Tourism also assisted potential customers with tourism
product information regarding travel to the NWT.

Attempts were made to qualify inquiries, at the general information booth,
as serious or not. If the inquiry was assessed to qualify as a potentia traveller to the NWT
aresponse inquiry card was completed. The customer inquiries then receive a product
information mailing containing NWT tourism/travel information regarding their particular
interest. The following table displays the number of consumer inquiries received at each
of the shows. The reason for the larger number of inquiries for 1987 and 1988 was due to
not qualifying inquiries as serious or not. In latter years there was much more stringent
qualification.

Aswell, the 1-800 number is also being used by individuals attending the
consumer shows as another source of NWT travel information. Both the Response Inquiry
cards and the 1-800 number are recorded and fulfilled through the same source and the
figures have been combined. 90% of the inquiries were obtained through the response
inquiry cards.
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3.4 TEST MARKETS

Prior to incorporating a consumer show into the Program, if there islittle
information on the show but it is thought to have good potential for the NWT, atest
market will be conducted. In 1991, two shows were attended by the Program Coordinator
in order to determine if they should be included in the Program in the future,

3.4.1- International Adventure Travel Show - January 4-6,1991

The International Adventure Travel Show — Chicago, Illinois, was produced
for the first time in 1991. Only non-consumptive products were exhibited and included
exotic and diverse travel options such as bird watching in Belize; bike trips through Asia
or South America; skiing the Tasmanian ice cap; whale watching off California; New
Zealand walkabout; sea kayaking in Alaska or the Apostle ISlands; or atour of the past in
Egypt. A total of 126 destinations and outdoor products were exhibited.

Although weather conditions were poor in the lllinois state during the three
day show, consumers still traveled great distances to attend (as noted when qualifying the
consumer at the general information booth). Clientele varied considerably from the hook
and bullet audience with the majority of inquiries being well educated and knowing where
the Northwest Territories is located. A number of visitors to the booth had traveled at
one time to the NWT to enjoy activities such as wildlife viewing at a naturalist lodge or
excursions to the north pole. A total of 5,900 consumers and travel agents attended the
three day show. A total of 61 qualified inquires were generated at the general information
booth.

In the past, particular emphasis has been placed on the traditional markets
of fishing, hunting and downhill skiing in the Chicago region. These old and well established
hard adventure segments have been well worked by all the Canadian provinces and
territories since the mid-sixties. To this day, Chicago is still host to one of the largest
Outdoor/Hunting/Fishing and Vacation shows in North America, which is held at O’ Hare,
Illinois. What has not been tapped in this territory is the tremendous market for high
revenue soft adventure programs.

According to projections by the Canadian Consulate in Chicago, Canadian suppliers
with adventure products would be wise to zero in on the Chicago market. Fueled by
demographic changes that indicate a younger group travel market and increasing dispos-
able income among seniors, tour operators are expanding the marketplace. Experientia
tours, incorporating sports activities and special-interest trips, and “soft adventure” trips
are some of the key features travel agents can expect in the marketplace over the next few
years.
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Based on the potential in the Chicago market for promoting non-consumptive
products and the quality of consumers in attendance at the International Adventure Travel
Show, it is recommended that the NWT take out space in the show in 1S92 to facilitate
NWT tourism operators interested in penetrating the market.

3.4.2- Today’s Seniors, March 22,1991- Toronto, Ontario

In order to test the opportunity to tap into the seniorS market, Economic
Development and Tourism attended a day long show at the Delta Chelsea in downtown
Toronto. The seniors show overlapped with the Toronto Sportsmen’s Show so costs were
quite low to test the market.

Approximately 10,000 consumers attended from the Toronto area. A total
of 46 destinations and products exhibited at the show, representing sun vacations in the
Caribbean and U.S.; hotel chains; bus tours throughout Canada; government tourist
authorities from Hong Kong, Singapore, Florida and England; airlines; cultural toursin
the orient; and other “ soft adventure”. The Northwest Territories was the only provincia
or territorial jurisdiction present.

The genera information booth fielded some serious inquires ranging from
rafting expeditions to naturalist trips. Clearly a percentage of the consumers were affluent
based on information gleaned through qualifying at the NWT booth. Atotalof28inquiries
were generated.

Although the show offers some potential to tap into the seniors' market,
many felt it was “too cold” in the NWT to enjoy a vacation and were seeking a very soft
adventure. The senior consumer tended to collect literature for study later on.

Based on the nature and number of the inquiries generated at the Today’s
Seniors Show, it is not recommended that the NWT return with space on behaf of the
private sector. A general information booth to distribute literature and educate the public
would be advisable, however, since the mandate of the Program is to facilitate NWT
tourism operators in taking their products to the market, it is not feasible.

3.5 SHOW EVALUATION

The Consumer Show Program has been very effective in improving tourism
to the NWT but it is important to keep improving the program. Through evaluation, the
Department of Economic Development and Tourism (ED & T) can meet the changing
needs of the tourism industry and improve the program’s efficiency. Through the surveys
completed by the operators weak points in the show program can be improved upon and
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strong points can be reinforced. Continued evaluation not only helps the program keep
up with changing needs but also improves its effectiveness for NWT tourism operators. It
aso provides a “window” for tourism operators and ED & T to maintain trends and
changes in this marketplace for NWT travel products.

The operators attending the Consumer Show Program are asked to complete
asurvey. Theinformation obtained is as follows:

A profile of operators attending the show

A profile of the shows attended

A rating of the shows previously attended by operators
An estimate of sales and |eads generated at the show
Rating of the show’s sales performance

Other shows the operators would like to attend

The best and worst features of the show

The operators suggestions on how to improve the program

v vV v v vV v Vv v

The following sections contain the principal findings from the 1991 Consumer
Show Program.

55% of Sales Made by Operators in 1991 Were Made to
Non-Canadian Markets

Thefollowing table is a profile of the market origins for the 1991 Consumer
Show Program participants:

TABLE 2

Geographic Market Origins of Consumer Show Participants

1991 1990
United States 52% 56%
Canada 37% 33%
Northwest Territories 7% 6%
Europe/Other 3% 3%
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Although the percentage of sales that come from the U.S. is down from last
year, this market still constitutes the majority of sales made by operators. Continued
emphasison U.S. marketsis still very critical to operators.

The Marketing Budget for the Average Consumer Show Participant Has
Fallen over $S,000 to $26,906 per Operator

The majority of operators who rely on U.S. markets have large marketing
budgets to reach these markets. The Consumer Show Program has helped the operators
reduce the cost of attracting distant markets and thus reduces their advertising budgets.

The following table shows a substantial increase in the number of operators
with marketing budgets under $25,000. In 1991, 58.6% of the operators had a marketing
budget under $25,000, whereas in 1990 only 31.9% of the operators had a marketing
budget under $25,000.

TABLE 3

Profile of Operators’ Annual Marketing Budgets for 1990,1991

1990 1991
75,000 and over 4.6% 4.3%
65,001 — 75,000 0.0% 0.0%
55,001 — 65,000 9.1% 0.0%
45,001 - 55,000 4.6940 6.5%
35,001 — 45,000 13.6% 13.0%
25,001 — 35,000 36.4% 17.4%
15,001 — 25,000 4.6% 23.9%
5,001 — 15,000 22.7% 34.7%
5,000 and under 4.6% 0.0%
Total 100% 100%
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Attendance at 6 Out of 10 Trade Shows was Down

The overall attendance figures for 1991 appear to have dropped dightly from
1990. Two of the shows that went up in attendance were Minneapolis Northwest and
Anaheim. People attending these shows said that the attendance figures may have been
exaggerated somewhat.

The operators attending the Anaheim show said that attendance was actually
down and that the show was “pathetically” slow. The Minneapolis showwas also reportedly
slow due to a heat wave that accompanied the trade show. The drop in attendance at the
Toronto show may reflect the current Canadian recession that is being especialy felt in
Toronto.

TABLE 4
Trade Show Attendance

1987 1988 1989 1990 1991
Anaheim 211,000 214,000 215,000 216,000 220,320
Chicago All-Canada N/A N/A 10,050 11,200 9,100
Minneapolis All-Canada  N/A N/A 3,573 5,100 4,500
Sedttle N/A 38,600 40,000 42,000 40,320
San Mateo N/A N/A 39,800 39,800 39,195
Edmonton 36,500 28,808 36,497 42,000 36,552
Toronto 221,010 228,486 185,000 193,585 148,382
Minneapolis N/A 226,028 198,362 133,702  * 205,134
San Francisco N/A N/A N/A * 14,500 15,900

Tourism/Vacation Fishing Resorts is the Largest
Component of the Exhibit Product Mix Overall

Table 5 describes the exhibit product mix for the 1991 Consumer Trade
Shows. Minneapolis Northwest, Toronto, San Francisco and Anaheim all have strong
tourism/fishing components although tourism/fishing was present at all shows. Edmonton
had an overall product mix but Seattle was mainly tackle.
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TABLE 5
Exhibit Product Mix

Tourism/
Vacation
Fishing Equipment/
Resort Tackle Boats Hunting Other
Minneapolis Northwest 68.6 314 0.0 1.6 0.0
Toronto 52.7 12.7 10.1 25 220
San Francisco 60.0 10.0 10.0 10.0 10.0
Anaheim 58.3 41.7 0.0 0.0 0.0
Seattle 22.7 495 6.7 21.1 0.0
Edmonton 22.1 274 18,5 0.0 319

The operators participating in the 1991 Consumer Show Program were also
asked to describe what they felt the main interests were of persons attending the shows
A genera description of each show was drawn from the operators comments and is
described in the following section.

The following table presents a summary profile of the NWT Operator’s
assessment of show visitor interests.

ANALYSIS OF CONSUMERS ATTENDING SHOWS

Anaheim - General Interest/Touring/Sportfishing

The Anaheim market is largely interested in general touring. Due to the
NWT’s persistence in this market the people attending the show are becoming more
familiar with the product, especialy fishing. The people attending the show are usually
generally interest, sport fishing or people who own RV S and are looking for travel
destinations. Operators whose packages include flights do not do as well here but other
operators (mainly sport fishing) have done well at the show and could possibly do better.
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Operator Assessment
of Interests

Al Shows
Anaheim
Ch|c?go Ail-Canada

Sedttle
Minneapalis North
San Francisco

San Mateo

Edmonton

Toronto
Minneapolis All-Canada

Operator Assessment
of Interests

All Shows
Anaheim |

Chicago Ail-Canada
Seattle

M nneapol is North
San Franci sco

San Mateo
Edmotiton

Toronin

M nneapol i s Ail - Canada

TABLE 6

OPERATOR ASSESSMENT OF SHOW VISITOR INTERESTS

Sport Fishing Sport Hunting Qutdoor Adventure

91 90 89 88 91 90 89 88 91 90 89 88
32.4 32.3 4.0 425 10.7 21.0 12.7 20.0 23.4 14.5 20.0 32.5
2%.6 0.0 0.0 455 0.0 0.0 14.3 21.3 14.2 20.0 0.0 18.2
33.360.0 33.3 40.0 - 33.3 0.0 — -

60.0 33.0 42.9 40.0 20.0 33.0 14.3 20.0 0.0 11.0 28.6 30.0
50.0 40.0 100.0 0.0 12.5 40.0 0.0 0.0 375 20.0 0.0 0.0
0.0 - 0.0 — — 52.9 - - -
333 100.0 17.0 - — 0.0 - - -
2.6 15.0 33.3 0.0 14.3 0.0 0.0 33.3 14.3 15.0 33.3 0.0
3.3 20.0 50.0 0.0 0.0 10.0 25.0 0.0 33.3 30.0 0.0 0.0
10.0 - 10.0 - _ _

General Interest General Touring Don’t Know

91 90 89 88 91 90 89 88 91 90 89 88
14.5 16.1 18.2 50 17.7 14.5 7.5 0.0 1.6 1.8 0.0
14.2 20.0 42.9 9.0 42.6 60.0 28.6 0.9 0.0 14.3 0.0
0.0 0.0 0.0 0.0 0.0 - -
0.0 23.0 14.3 10.0 20.0 0.0 0.0 0.0 0.0 0.0 0.0
0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0
35.3 11.8 -

17.0 33.3 -

43.0 15.0 0.0 0.0 0.0 40.0 0.0 0.0 15.0 0.0 0.0
20.8 30.0 12.5 0.0 12.5 10.0 12.5 0.0 0.0 0.0 0.0
60.0 10.0 -




Seattle - Sport Fishing

The Seattle market seems to demand mainly sport fishing products (both
fresh and salt water) along with some hunting and general touring. The demand for NWT
products has been declining since 1989 while the attendance figures have remained the
same. Although thisis largely a sport fishing market only 1 out of 5 operators from NWT
offered fishing. This may be one of the reasons for the decline in NWT operator sales.
Adventure packages do better at this show than other products. The show is declining in
sales but it has done well in the past and with some adjustments could do well again.
These adjustments could include making sure that the NWT operators at the show have
products that match the interests of persons attending the show.

Minneapolis Northwest - Sportfishing/Outdoor Adventure

The majority of the people attending this show were interested in sportfishing,
outdoor adventure or hunting. Since fishing was the largest interest operators offering
packages offering this product did quite well. Operators that offered outdoor adventure
packages and hunting also had reasonable success with their products. Packages including
flights did not do as well. For most of the operators at the Minneapolis show it was an
above average show.

San Francisco - Outdoor Adventure

The main interest of people attending the San Francisco show was outdoor
adventure. The NWT products were quite popular especialy considering that this was a
first time for NWT operators participation at the show. Operators offering outdoor
adventure packages did very well.

San Mateo - Sport Fishing/General Touring

San Mateo attracts a market that is mainly interested in sport fishing or
general touring. Although the operators did not rate this show very high, it is only the
second year this show has been attended by operators and it did record an improvement
over last year.

Edmonton - Broad Base of Interest

The Edmonton show attracts people of all interests with the exception of
generd touring. Although the people at the show had a large variety of interests not al
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the operators were successful. One operator, with a well established fishing lodge product,
did extremely well at the show. One other operator did well with an air charter/boating
product. The other operators who carried a variety of products had only minimal success.

Toronto - Broad Base of Interests

Sport fishing and outdoor adventure are the two main interests at the Toronto
Show. However all interests were represented by the people attending the show. The
majority of operators at the show were quite successful in selling their products. The
Toronto show had the most NWT operators of any show attended this year with 12. The
large amount of NWT operators did not hurt sales, 8 out of 11 operators enjoyed above
average sales. All of the NWT products represented enjoyed reasonably good success but
fishing sold the best of all the products.

Minneapolis All-Canada - General Interest

The mgjority of people attending the Minneapolis All-Canada show were
generd interest. The people who did have specific interests were evenly spread amongst
hunting, fishing, outdoor adventure and genera touring. The results from the show are
not spectacular but they are up from last year and thisis only the second year of attendance
at the show. The results from this show should improve as familiarity withNWT products
grow.

Chicago All-Canada - Fishing/Hunting/Adventure

The three main interests at the Chicago show were sport fishing, sport hunting
and outdoor adventure. The people were evenly interested in all three areas. The
operator who did extremely well at this show offered air charter flights and rental boats.
Packages and fishing lodges did not do as well at this show.

Of the Shows Described Previously San Francisco is the Best
Marketplace for Non-Consumptive Wilderness Products
The majority of shows contain markets for consumptive wilderness products.

Some of the shows do contain non-consumptive components such as Toronto and Ed-
monton but the San Francisco market has a mgjority of non-consumptive consumers.
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Of Shows Previously Attended Toronto and Minneapolis Northwest
Were Rated as the Best Sales Vehicles

In the survey operators were asked to name the shows they had attended in
the past. The results of this question are givenin Table 7.

TABLE 7
Operator Rankings on Shows Previously Attended

show # of Mentions % Rating Good-Excellent

14%
100%
0.0%

2%
75%
0. 0%
33. 3%
333%
33. 3%
333%
100%
100%
0. 0%
50%

Anaheim

Toronto

Seattle

Salt Lake
Mnneapolis (North)
Denver

Billings

San Mateo

Chi cago

Chicago (All-Canada)
Banff

Reno

Bost on

Ednont on

Cal gary ,
Rocky “Mbuntain
Fawna

Shot  Show

Berlin

London

Frankfurt
Rendezvous (Canada)
Mnnesota Canoe Event
Des Mi nes

Dal | as

Los Angel es

Toronto (A l-Canada)
Madison

Toronto (Leisure)
Harri sburg

Phoeni x

Long Beach

Detroit

Sacranent o
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Toronto and Minneapolis were rated as the best sales vehicles as they were
in 1990.
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Although 1991 Was the First Year San Francisco was Included in the
Show Program, It Was Rated as One of the Best Sales Vehicles

Operators felt that San Francisco, Toronto, Anaheim and Minneapolis North-
west had the best sales potential. The overall rating sales potential for 1991 was 41.8%
which was better last year, dightly higher than the 1990 Show Program at 40.8%. This
information is displayed in Table 8.

TABLE 8
Operator Ranking of Show Potential

% Ranking - Good-Excellent 91 90 89 88
San Francisco 75.0 - -

Toronto 12.7 62.5 66.7 100.0
Anaheim 66.6 50.0 77.8 50.0
Minneapolis (Northwest) 66.6 100.0 66.7 75.0
Chicago (All-Canada) 50.0 66.7

Edmonton 28.6 33.3 100.0

Sesttle 16.6 333 50.0 60.0
San Mateo 0.0 50.0 -
Minneapolis (All-Canada) 0.0 333

All Shows 418 40.8 -
% Ranking - Average-Poor 91 90 89 88
San Francisco 25.0 -

Toronto 27.3 375 22.3 0.0
Anaheim 334 50.0 -
Minneapolis (Northwest) 334 00 35.3 25.0
Chicago (All-Canada) 50.0 33.3

Edmonton 7.14 67.7 0.0

Sesttle 83.4 67.7 50.0 40.0
San Mateo 100.0 50.0 - -
Minneapolis (All-Canada) 100.0 67.7
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Table 9 is the average ranking of good-excellent for the last four years.
Traditionally Toronto and Minneapolis have been rated the best overall for sales per-
formance but this year San Francisco’s first yearwas very good andit mayalso become
one of the sales |eaders.

TABLE 9
Comparative Rating
Consumer Shows Attended 198S-1991

Rating of Show

Show % Good-Excellent
Minneapolis (Northwest) 77.1%
Toronto 75.4%
San Francisco 75.0%
Anaheim 61.1%
Chicago (All-Canada) 58.3%
Edmonton 53.9%
Sedttle 39.9%
San Mateo 25.0%
Minneapolis (All-Canada) 16.7%

Toronto Was the Most Successful Show in Terms of Sales for the
Third Year in a Row

In Table 10 direct sales and leads for 1991 are presented with 1990,1989 and
1988 yearsincluded to better understand the long term trends of various shows.

In 1991 Toronto was once again the highest producing show as far as sales
but it was nowhere near as successful as last year. San Francisco was by far the most
successful show at producing leads; 800 of the leads for all the shows were produced by
two companies at the San Francisco show alone. There seemsto be a reverse correlation
between the number of sales and the number of leads — when sales are down leads go up.
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TABLE 10
Direct Sales and Leads Made at Consumer Shows

DIRECT SALES 1991 1990 1989 1988

# % # % # % # %
Toronto 58 335 282  69.8 49 26.5 16 6.3
Minneapolis (Northwest) 34 196 15 37 37 200 79 315
Edmonton 25 245 35 8.7 21 114 7 29
Chicago (All-Canada) 15 8.7 16 4.0
San Francisco 14 8.1
Sedttle 10 5.8 17 4.2 20 108 10 4.0
San Mateo 8 46 6 15
Minneapolis (All-Canada) 6 3.4 2 5
Anaheim 3 1.7 14 35 10 54 73 291
Shows Not Listed 17 42 48 259 66  26.2
Total 173 100.0 404 100.0 18s 100.0 251 100.0
DIRECT LEADS 1991 1990 1989 1988

# % # % # % # %
Toronto 562  24.4 354 26.8 325 174 75 5.8
Minneapolis (Northwest) 276 9.4 228 173 33 179 152 112
Edmonton 137 6.0 130 98 60 3.2 27 29
Chicago (All-Canada) 40 1.7 69 5.1 - - - -
San Francisco 1,003 43.7 - - - - - -
Sedttle 84 3.7 160 121 179 96 37 2.9
San Mateo 54 2.3 10 .8 - - - -
Minneapolis (All-Canada) 135 5.9 24 1.8 - - - -
Anaheim 65 2.8 178 135 370 19.8 387 300
Shows Not Listed 168 127 600 321 604 46.7
Total 2296 100.0 1,321 1000 1,868 100.0 1,292 100.0

DEREK MURRAY CONSULTING ASSOCIATES



Table 11 has been compiled to show the average success of operators at each
show. The Chicago show only had two operators attend the show. Of the two operators
only one reported their sales and leads and this is the reason for the high average at the
Chicago AU-Canada Show. Chicago AU-Canada had the highest average sales of all the
shows followed by Minneapolis Northwest and Toronto respectively.

TABLE 11
Average Sales and Leads/Operator
During 1989,1990,1991 Consumer Show Program

Show Program Average Sales Average Leads

90 91 89 91 90 89
Chicago (All-Canada) * 15 53 0 23.0 -
Minneapolis (Northwest) 5.7 7.5 74 36 1140 ©66.8
Toronto 4.8 35.3 7.0 468 443 464
Edmonton. 41 5.8 5.3 22.8 21.7 15.0
San Mateo 2.7 - 18 - -
Minneapolis (AU- Canada) 2 T 45 8 -
Sedttle 1.7 2.8 3.3 14 26.7 29.8
San Francisco 15 - 125.4 - -
Anaheim 1 4.7 11 21.7 175 487
All Shows Average 3.8 6.8 39 52.2 35 39.2

* only 2 people attended the Chicago All-Canada Show and only one operator reported sales and leads.

Certain Factors Make Some Operators More Successful than Others

Some of the key factors that determine the success of individual operators at
shows have been listed in the next section.

1. Product
The product that is offered must always be in the right market for that
product. Non-consumptive wilderness operators such as Whitewolf

Adventure Expeditions sell very poorly in some markets but very well
in others. In Anaheim and Seattle there is little market for non-

DEREK MURRAY CONSULTING ASSOCIATES 20



consumptive products and Whitewolf did quite poorly but in Toronto
and San Francisco which have markets for non-consumptive wilderness
products Whitewolf did quite well.

2. Previous Trade Show Experience

Operators who attend shows in successful years increase market famili-
arity with their product and encourage second time buyers. Operators
who attend shows for the first time cannot expect immediate success
but should attend a show for at least three years before expecting results.

3. General Trade Show Experience

Having experience in being at trade shows aso helps to be successful in
other trade shows. Knowing how to attract customers and knowing
which customers are serious and should be followed up comes with
working previous trade shows. Also more subtle “tricks of the trade”
are learned with years of attending various trade shows.

4. Selecting the Right Shows to Attend

The best shows to attend for 1991 were Chicago (All-Canada), Minnea-
polis Northwest, Toronto and Edmonton respectively. These shows had
the best results for individual operators. Operators attending these
shows with the right product should expect above average results.

A summarization of what products performed well at certain showsis provided
in Table 12.

81% of Operators Surveyed Would Attend the Same Shows Again

Part of the survey that all operators participated in posed the question if the
operators would participate in the same show again next year. On the average 81.1% of
the operators said they would attend the same show the next year - thisis 3.4% better
than 1990. Table 13 gives the figures for each show and the percentage of people that
would return to the show.
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TABLE 12
NWT Products That Have Performed Well at Consumer Shows

Chicago (All-Canada) -

Seattle

Minneapolis Northwest -

San Francisco

San Mateo

Edmonton -

Toronto -

.Air Charter Flights
. Rental Boats

.Adventure Packages

.Lodges

.Hunting

.Fishing

« Naturalist/Photography

. Non-consumptive Products
.Adventure Packages

+ Rafting and Canoeing

.Air Charter Flights

.Adventure Packages

.Lodges

.Air Charter Flights
.Boats/Floats
.Non-Consumptive Products

.Rafting and Canoeing

* Air Charter Flights
.Adventure Packages
.Non-consumptive Products

DEREK MURRAY CONSULTING ASSOCIATES
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TABLE 13
Percentage of Operators Who Would Attend the Same 1990 Show Again in 1991

Chicago (All-Canada) 100%
Minneapolis ((Northwest) 100%
Minneapolis (Ail-Canada) 100%
Toronto 91.6%
San Francisco 88.8%
Anaheim 75.0%
Sedttle 66.6%
San Mateo 66.6%
Edmonton 50.0%
AU Shows —1991 81.1%
All Shows — 1990 71.7%

Chicago Was the Show Chosen Most Often When the Operators Were
Asked What Shows They Would Like to Attend in the Coming Year

The suggestions for shows to attend in the coming year include shows that
are in the program and some shows that are not. Of the shows chosen that are in the
program aready Chicago (All-Canada), San Francisco, Minnesota (All-Canada) and
Toronto were mentioned most often. All Canadian shows are still favorites. Dixon Road
and Sacramento were the shows most mentioned that were not aready included in the
program.

The Majority of Operators Involved in the 1991 Consumer
Show Program Were Quite Satisfied

Table 15 shows the responses of operators who were asked what the best and
worst feature of the shows were and what improvements they thought could be made.
The mgjority of operators felt there were no features of the program that were bad or
could be improved upon.
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TABLE 14
Operator Suggestions for Inclusion in the Consumer Show Program

Number of
Show Mentions

Chicago (All-Canada) 14
San Francisco 11
Minneapolis (All-Canada) 10
Toronto

Dixon Road
Sacramento
Edmonton

San Antonio
Cleveland

Houston

New Orleans

Sdt Lake City
Anaheim

Banff

Sedttle

All Canadian Shows
Valley Forge
Fargo, N.D.

Elk Foundation
Des Moines

Los Angeles
Frankfurt
Rendezvous

Boston

Miami

Dallas

Calgary

Red Deer

Denver

Green Bay
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Of the best features in the program, 18 operators felt that the financial
assistance was the best feature. Many operators also felt that organization was the best
feature. The solid presence of NWT at the shows was the third best feature. However,
five of the operators listed felt that the booths being clustered together was one of the
shows' worst features. The shows helped many operators reach markets they would have
not been able to reach otherwise. This explains why the fourth most mentioned best
feature was reaching new markets.

The majority of operators could not think of aworst feature to list. Five of
the operators felt that the booths were too close and this hurt their business. Two
operators aso felt that the booths were too far apart. The placement of the booths cannot
satisfy everyone.

The most mentioned improvement to the show was pre-show public relations.
Six of the operators felt that if the consumers were more informed of the presence of the
NWT operators before the show this would go along way to help business. One of the
more interesting improvements suggested was that of an All Canadian Village that would
group not only NWT operators but Canadian operators to provide a total touring picture
of Canada.

DEREK MURRAY CONSULTING ASSOCIATES 25



s101e1ad O Y1004 10] Ieutwog

s1oyesadQ dnoiny

s101e13dQ dnoin 0N

moys Suun(g szojeradQ jo Sunsop

eLRWY “N Jo dep 981e]

adeqIA uelpeued-jv

I 1 SUON
Surpunyg a10py

SMOYS JUDIYPI(] 0} 0O

“d'd MOYS-214 210N

I SMoys epeue)-[[y 01 0O
SMOYS 210N

1 PUINY sAneIudsaIdoy IMN
SINOH JoU0YS
SINIWIAOQAI NI

ad1e7 oo, moyg

uedy 1eq 00, syjoog

d'd MOYs 914 ON

1 anpoid Joj 1aiep Suoim

HOYS 00], sep mMoyg

[9ARI], O} Jue)siJ 00

350[D 00 syro00g

adew] ‘up) s19dwo) oN

I Suipung s1op
SUON

sinoy Suog
SHANLVIAA LSUOM

O\ v -
L]
N e e
Ll
— )

O NG NN -
o
']

it N
n

NG e - N
—
i (o R ) -
— vt p—
N RoR K]
Ll

(o))
i
™
- ey
-
Uz}
Us)
N
-

1 1Y I 0UasaId LMN PIIOS

I “d'd moys s14

19%JEN MON

uoneziuedio

Sunoyrepw

uoneso]

1 [4 L4 [4 0URISISSY [BIDURUL]

! shedsig

w0 rv ojuolo]  ‘mpy 0B oaspuBly  ‘M°N Jyneas  oledpy) wRyeuy STANLVAA 1SAG
‘uuiN usg usg uuipy

SINAWIAOYdWI ALSTOIINS ANV STANLVAL LSHOM/LSAS NO SINTAIWWOD INVAIDLLEVd MOHS
cT ggvr

OO vt —
—

1
i
I

—
—t O =i
v~

1

X onlcnw
N
X I
~
e -

26

DEREK MURRAY CONSULTING ASSOCIATES



3.6 COST/BENEFIT ASSESSMENT OF CONSUMER SHOW PROGRAM

The following table is a calculation of the projected sales from the 1991
Consumer Show Program. The calculation includes the direct sales generated from the
shows, the leads after a conversion rate of 10% is applied and the telephone inquiries
after a conversion rate of 4910 is applied. Leads generated at shows are considered more
serious than telephone inquiries and thus the higher conversion rate.

TABLE 16
Estimate of Sales Conversion for the 1991 Consumer Show Program

Conversion
Number Factor 1991 1990 1989 1988

Operator Sales 173 100% 173 404 185 313

Consumer Leads 2296 10.0% 2296 1321 86.8 1292

Consumer Card and

Telephone Inquiries 1623 40% 649 73.3 826 1156

Total 4092 4675 6094 4546 5578
The result of the 1991 Consumer Show . .m iS 467 tripsto the NWT.

Thisisadrop over last year's figures by 30.3% hc. .« is still an increase over 1989.

The program may have dropped statistically from iast year but it was still reasonably
successful.

Table 17 represents an estimate of projected tourism expenditure that will
result from the 1991 Consumer Show Program.
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TABLE 17
Cost/Benefit of 1991 Consumer Show Program

Projected Visitor Expenditure * $500,281.10
Program Cost 163,800.00
Net Program Benefit $336,481.10

.Based on 467.5 viitors at an average exFenditure of$L070.12 per trip. Average expenditure is based
on a 1989 Study prepared by ACRES | NTERNATIONAL LTD. that stated 55 651 people visited NWwT
and they spent 53,700,000 which is $%.94 per visitor in 1989 dollars. To arrive at 1991 average
expendi ture per visitor the $%.94 was multiplied by the CPl of 1.109 @esax 1.109 = $1,070.12).

The net program benefit is $336,481 .10 for the 1991 Consumer Show Program.
This is based upon a conservative estimate of $1,070.12 per visitor to NWT. The average
trip expenditure is based upon all trips made to NWT in 1991. The trips sold by the
operators in the Consumer Show Program are on the average more expensive than other
trips.! As aresult the projected visitor expenditure of $500,281.10 is actually quite
conservative and it understates the tourism expenditure impact of the program. Even
with the benefit of the program being underestimated the amount invested has shown a
net return. The 1991 Consumer Show Program has, as in years past, proven to be
successful.

' As an exanple, the average cost of packages sold by tourism operators who attended consumer
presentations at Boston and Toronto was between $2,100 and $2,200 per person.
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4.0 CONCLUSIONS AND RECOMMENDATIONS

1. A General North American Recession Affected the 1990 Consumer Show
Program’s Performance

The results of the 1991 Consumer Show Program were considerably down from
the 1990 Program. The projected sales conversion for the 1991 Program was
down by 23%. In fact the number of direct sales made at the shows were the
lowest yet since 1988. However the number of leads generated by the Program,
largely due to the inclusion of the San Francisco show, were up considerably
from previous years. This resulted in the 1991 Show Program performing
somewhat better than 1989.

The principal reason that can be contributed to the Show's poorer performance
isageneral North American-wide recession as well as other factors such as the
Gulf Crisis which prompted a “travel scare”.

This was particularly true in the case of the Toronto Show where direct sales
made at the show fell from 282 in 1990 to only 58 in 1991.
2. Toronto and Minneapolis Continue to be the Program’s Top Producers

As shown in the following table, the Toronto and Minneapolis Shows have

consistently been the Program’ stop producersin terms of direct sales made at
Shows.

TABLE 18

Percentage of Total Consumer Show Program Direct Sales Accounted for by the
Toronto and Minneapolis Shows

Direct Sales 1991 1990 1989 1988
Toronto/Minneapolis Shows 53.1% 73.5% 46.5% 37.8%
All Other Show Programs 46.9% 26.5% 43.5% 62.2%
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3. San Francisco Was a Very Positive Addition to the 1991 Consumer

Show Program

The 1991 Consumer Show Program included San Francisco for the first time.
The show performed very well and 75% of the operators who attended the
show ranked it good to excellent. It generated a substantial number of leads
for operators. In fact, for afirst time appearance in the Consumer Show
Program, it experienced one of the best performances of any show to date.
This is particularly encouraging given the overall performance of the 1991
Program.

4. The Performance of the Anaheim and Seattle Shows Continues to Deteriorate

The performance of the Anaheim and Seattle shows isin contrast to the
performance of the Toronto and Minneapolis Shows, with the latter showing
consistent improvement and the former showing consistently poorer perform-
ance. In particular, Anaheim has been especially disappointing as shown in
the following table.

TABLE 19

Historical Performance of Anaheim and Seattle Shows - Sales and Leads Generated

1991 1990 1989 1988
% of % of % of % of
DIRECT Total Total Total Total
SALES # Program # Program # Program # Program
Anahei m 3 1.7% 14 3.5% 10 5.4% 73 29.1%
Seattle 10 5.8% 17 4.2% 20 10.8% 10 4.0%
LEADS

Anaheim 65 2.8% 178 13570 370 19.8% 387 30.0%

Sedttle

84 3.7% 160 12.1% 179 9.6% 37 2.9%
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Anaheim’s performance has consistently deteriorated since itsinclusion to the
Program in 1988. This show should be included in the 1992 program, but if
performance does not improve over 1991 it should be dropped, particularly in
light of San Francisco’s promising startin 1991. In Seattle’s case more attention
should be paid to “qualifying” operators who attend the show. This show is
attended largely by persons interested in sportfishing. AS a result the majority
of operators attending this show should have sportfishing as their primary
product offering.
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APPENDIX A

OPERATORS WHO AITENDED
1991 CONSUMER SHOW PROGRAM

Anaheim

Arctic Cooperators Ltd.
Arctic Fishing Lodge and Outfitters
Nahanni Mountain Lodge

Whitewolf Adventure Expeditions Ltd.

Chicago - All-Canada

True North Safaris

Venture Air/Venture Arctic Qutfitters

Adventure Northwest

Arctic Safaris

Nahanni Mountain/Simpson Air
Plummer’s Lodge

True North Sefaris

Venture Air/Venture Arctic Outfitters

Whitewolf Adventure Expeditions

Derek Murray Consulting Associates
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Minneapolis Northwest
. Arctic Safaris
. East Wind Outfitters
. Ferguson Lake Lodge
. MacKenzie River Expeditions
« Nahanni Mountain Lodge/Simpson Air
. Peterson Pt. Lake Camp

San Francisco
« Arctic Fishing Lodge and Outfitters
« Blackfeather
. East Wind Ouitfitters
. Frontiers North/Sila Lodge
. Nahanni River Adventures
« Subarctic Wilderness Adventures
. Venture Air/Venture Arctic Outfitters
« Western Arctic Nature Tours
« Whitewolf Adventure Expeditions

San Mateo
. Adventure Northwest
. Arctic Fishing Lodge and Ouitfitters
. Kasba Lake Lodge

Derek Murray Consulting Associates



Edmonton

« Arctic Tour Co.

« Blachford Lake Lodge

. Frontier Fishing Lodge

« Nahanni Mountain Lodge/Simpson Air

e Nahanni River Adventures

Plummer’s Lodge

. Venture Air/Venture Arctic Outfitters

Toronto

e Adventure Northwest

Arctic Cooperators/Im’s North
Arctic Tour Co.

Bathurst Inlet Lodge

Canada North Ouitfitting

East Wind Ouitfitters

Ferguson Lake Lodge

Frontier Fishing Lodge

Nahanni Mountain L odge/Simpson Air
Nahanni Wilderness Adventures
Peterson’s Pt. Lake Camp
Whitewolf Adventure Expeditions

Derek Murray Consulting Associates

43



Minneapolis - All-Canada
« Blachford Mountain Lodge
. East Wind Arctic Tours
. Frontier Fishing Lodge
. True North Safaris

Derek Murray Consuiting Associates
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APPENDIX B

Copsumer Show Proaram Sponsored Presentations
1991

1.0 Objective

To show case Northwest Territories (NWT)tourism products in
order to make contact with the travel trade, nedia, special
interest groups and consumers.

2.0 Background

In 1988 the Tourism Industry Association of the Northwest
Territories (TIANWT) entered into a service contract with the
Department Of Economic Development and Tourism (ED&T)to hold
receptions in conjunction with consumer shows. The
receptions would provide a venue for operators to make
contact with the travel trade, local media and special
interest groups in order to increase visitation to the Nwr.
To this end receptions were hosted in Chicago, Seattle,
Toronto and Minneapolis. All nwr operators, including those
attending the shows on their own, were invited t O
participate. with the exception of Toronto, the receptions
were held at the Canadian Consulates.

Invitation lists were developed through the Canadian
Consul at es, ED&T, the _lpublic relations firm - HIl &
Know ton, and TIANWT. he Trianwr with assistance from the
Canadian Consulates, Advance Planning and ED&T, co-ordinated
the receptions.

Receptions were conducted in the evenings (anroxi mately two
hours duration) comencing with a brief welconme from both
ED&T and the TIANWT, the viewing of the Emerging North video
used at Expo ’8sé6, an introduction of the tourism operators
present, followed by interaction between guests and the Nwr

participants.

In 1989 a service contract was signed with ED&T to co-
ordinate presentations in Harrisburg, PA and two in Seattle,
VWA, Through operator input, the Canadian Consulate in
Seattle and the TIANWT it was decided a nore direct sales
approach shoul d be enpl oyed using professional guest speakers
to convey the nessage of the NWT. The format was changed to
host breakfast functions with a Master of Ceremonies
introducing the NwT and subsequently the guest speaker who
conducted slide or video presentations.



Page 2 _
Report - Presentations

Invitation lists were developed through the Canadian
Consul ates, Treeline Planning Services and various sporting
organi zati ons and cl ubs.

A number of agreements were initiated between participating
operators, the TIANWT and vari ous trade and media contacts.
Several print and electronic interviews were secured. an
evaluation of the presentations was undert aken.

In 1990, based on operator evaluations, ED&T sponsored
presentations in Chicago, Seattle, and Toronto. In order to
avoid conflict with show hours, breakfast presentations were
co-ordinated In Seattle and Toronto and a luncheon
presentati on was co-ordinated i n Chicago.

The Canadi an Consul ates in Chicago and Seattle devel oped the
invitation lists and assisted in coordinating the functions.
A nore targeted approach was directed at consuners in Chicago
and Tor ont 0. The Consul ate in Seattle was mandated to work
solely With the travel trade and nedia so no consunmers were
present.

The sanme format for the presentations was used as in 1989.
Sal es were confirnmed by 40wof operators attendi ng Chicago
and | eads were generated by 60% A nunber of contacts were
established with the travel trade and nedia in Seattle.
Toronto generated a nunber of |[eads. It was concl uded in the
1990 report that an evening function should be coordinated in
Toronto and that nore tine should be arranged for mngling
wi th guests.

In 1991, due to the restructuring of the TIanwr, ED&T assuned
managenment of the Consumer Show Program and incorporated the
presentations within the CSP.  In order to make the best use
of the limted budget, two keﬁ target markets were sel ected
(New Engl and and Toronto) which would provide a venue for the
| argest nunber of NW operators.
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3.0 1991 Inplenentation

3.1 Co-ordination

3.1.1. ldentified nmarkets - Two markets were selected which
woul d represent target areas for the greatest nunber of NWT
operators.  Wakefield, Mass., a suburb of Boston, was chosen
since the Department wasunable to find a suitable show venue
in the area which woul d support the nmany operators who w shed
to penetrate the New Engl and market or were al ready pronoting
their products in this area.

Toronto is a market for nost NWT tourism products and based
on the potential denonstrated through the 1990 presentation,
it was decided to continue with pronotions in the area to
keep the nmomentum goi ng.

3.1.2. Location

Boston - Through consultation with the Consul ate in Boston,
an up-scale hotel was selected in wakefield, Massachusetts,
situated in an affluent suburb on a main artery fromthe
downt own core of Boston

Toronto - The presentation was again hosted at the Four
Seasons Hotel in downtown Toronto based on the favorable
response from operators in 1990 to this venue.

3.1.3. Date

Boston - Wakefield, Mass., February 19, 1991 - cColonial
H | ton Hot el
6:00 p.m to 9:00 p. M

The presentation was confirnmed in md February to avoid
conflict with operators attending sports shows through the
Consumer Show Program

Toronto - Toronto, Ont.,March 14, 1991 - Four Seasons Hot el
5:30 p.m to 9:00 p.m

I n support of operator suggestions in the 1990 eval uati on,

the presentation was confirned for the evenin? prior to the
Toronto Sportsnmen’s show in order not to conflict with show
hours and to enable operators to followup imediately on
contacts nade during the presentation.
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3.1.4. Time - ope of the mmjor concerns expressed by
operators in the 1990 presentation evaluation was the lack of
time to mngle wth the guests. Morning presentations did
not generate as high a response as |uncheon or evening
functions. It was concluded in the 1990 evaluation that an
evening reception should be coordinated for Toronto. The
same was decided for Boston.

3.1.5. Format - Amni-marketplace was organi zed. (Qperators
were invited to set up displays around the perineter of the
room Hors d’ oeuvres and beverages were served as guests
arrived. Cuests filled out registration slips which were
tallied to determne attendance and to develop mailing lists.
The guests were then given the opportunity, for approxi mately
one half hour, to visit operator booths.

A Master of Ceremonies was hired to set the mood, introduce
the NWT and the Guest Speaker. The Guest Speaker presented
an overview of lifein the north in the recent past and in
present day. Some tourism opportunities were highlighted.
The Master of Ceremonies then preceded to introduce the
participating m operators. Door prizes were donated by
operators and a draw was held. Once again, guests were
invited to visit operators at their booths.

3.1.6. Invitations - A mailing list for Boston was devel oped
through the Canadian Consul ate and through participating
operators. In addition, an advertisenent was placed In the
Sunday Boston d obe (appendix 2A) and in the Travel New
Engl and trade paper (appendix 2B).

For Toronto, the mailing list was conpiled by using the guest
list fromthe 1990 presentation; inquiries generated in 1990
at the Toronto Sportsmen Show, general inquiries through the
800 nunber fromthe Toronto area; and through participating
operat ors. In addition, interest in the presentation was
generated by pronoting the function through sporting goods
shops and special interest groups and through advertising in
the d obe & Mail (appendix 2c).

3.2. Attendance

Boston, Mass.- 88

Toronto, Ont. - 237
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Al t hough registration slips totaled 237, it was believeq-that
closer to 300 actually attended the Toronto presentation-t

RSVPS for Toronto were accepted through the Nwr 800 nunber
of fice. Reservations were cut off at 280 due to budget
constraints. At least 100 interested inviteeswereunable to
attend as a result of the curtail ment.

An accurate breakdown of attendance by trade and occupation
I's not possible as not all guests identified their occupation
on the registration slips.

An approxi mate breakdown of the attendance in Toronto follows
(based on response on registration slips) :

Medi a 12
Travel Trade 21
Speci al Interest 19

The remaining respondents are either consuners or unknown.

3.3 Sponsorship

Both presentations were greatly enhanced through sponsorship
either in the formof transportation to enable a |arger
nunber of NWT operators to participate, or through the
donation of door prizes which added an el enent of excitenent
to the function and provided an opportunity for operators to
hi ghl i ght their businesses.

First Air was a major sponsor of the Boston presentation by
providing 11 passes to operators to enable themto attend the

function. As well, First Air provided three passes to be
given away as door prizes. The Canadian Consulate in Boston
sponsored tinme and expertise. A nunber of individual

operators donated various items for door prizes such as
[imted edition prints, nugs and t-shirts; and two operators
donated tour packages.

lyors d’ oceuvres were ordered for 280 guests and chairs were
set out for 280. It was noted that many guests had to stand
during the presentation and that hors d oeuvres ran out
before every one was able to eat.
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For Toronto, Northwest Territorial A rways donated two system

wi de passes as door prizes. Indirectly Canadian Airlines was
a sponsor as well in that they provided the operators wth
passes to attend the Toronto Sportsmen’s show, and as a
result, operators wer e able to participate in the
presentation. A nunber of individual operators donated
various items for door prizes such as limted edition prints,
hat s, migs, sweat shirts, t-shirts, a paddle, Nahanni

portfolio; and two operators donated tour packages.

4.0 Operator Evaluations

In order to deternmne the effectiveness of the Presentation
Program all participating operators are asked tocomplete an
evaluation questionnaire. The evaluation is an integral part
of the process, enabling the Program co-ordinators to
determ ne the benefits of the presentations to the private
?ector and to aneliorate the Program to enhance the best
eat ures.

The follow ng information is requested:

0 coments/suggestions with respect to organization of
the presentations highlighting: timng (date and tine
of day); and location

0 business potential indicating sales and |eads nade
with nmedia; travel trade; and consuners

0 inpact of NWT presentation determning effectiveness
of the Master of remoni es and Cuest Speaker

0 reconmendations and comments incl uding: best
features; worst features; suggestions for inprovenents
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The following represents the principal findings of the
eval uation.

Operator Response to Evaluations
Bost on 12/12 - 100%
Toronto 15/15 - 100%

FIGURE 1

perator Assessment
Degree of Satifaction
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Figure 1 indicates that operators were generally very satisfied
with both the Boston and Toronto presentations. Were sone
doubts as to location and dates chosen for the ?unct|ons,
however, these o erators noted they were unfan1||ar mﬁth t he
narketplaces uncertain as to what would Qest
Suggest i ons for changes and inprovenents are noted In bIe
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FIGURE 2

Contacts Made at Present ations

Travel Trade
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/
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Medie
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79.7% :

Bost on Toronto

The above Figure takes into account the overall nunber of
contacts nmade at Boston and Toronto and shows a breakdown in

percentages as applied to each groupOf guestzpresent. Bgow
percentages are based on contacts nade per orcrator. ’

Bost on

0 36. 3% nade contact with nedia. Nunber of contacts per
operator ranged from1 to 3.
0 27. 3% nade contact with travel trade. Nunber of contacts

per operator ranged from1l to 2.
0 90. 9% made contact with consuners. Nunmber of contacts

per operator ranged from1l to 35.
Toronto

0 73.3% nmade contact with nedia. Nunber of contacts per
operator ranged from1l to 4.

0 66. 6% made contact with travel trade. Nunber of
contacts per operator ranged from1 to 12.
0 100% nade contact with consuners. Nunber of contacts

per operator ranged from1l to 60.
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TABLE 1

Best Features as Identified by Participating Operators

Best Features - Boston

0 Cuest Speaker _
0 Presentation format/display set-up
0 Consul ate assi stance

0 Slide Show

0 Door prizes o

0 Opportunity to participate

ol

Best Features - Toronto

GQuest Speaker/presentation

CGood format/display set-up

Quality and potential of guests
Organi zation

Quests mngling after presentation
Mast er of Cerenonies

Door Prizes

Tur nout

eleljeloleleole)e]
PPN WSO

Overall operators were pleased with the s|ide presentation
conducted by the guest speaker. Many felt the guest speaker was

unbiased and informative in recounting his_ 40 ears of
experience in the north as a traveling Anglican bishop and
linguist. There are some operators, however, who favor the

‘hard sell’ approach and would like to see future presentations
encompass all regions of the nwr and focus ~=re ONn tourism.

Table 1 also indicates operator support sr the use of visual
displays.  Displays ?reat |y enhance ...ing opportunity and
clearly distinguish sellers from buyers --- obs€rvers.

Three operators noted that the Toronto presentation was
successful in attracting qualified guests.
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TABLE 2

Wor st Features as Identified by Participating Operators

Wor st Features - Boston

o Not enough time to talk to people 1

o0 Nothing to distinguish between nedia,
travel trade and consuners

oFood - should use arctic foods

0 Too nmany government peopl e

o Shortage of space for set-up

[N SN

Worst Features - Toronto

Shortage of food

Need nmore time to mngle _
erators need nore advance notice

Ogperat ors indulgi ng in too much al cohol

Late arrival and set-up by operators
Situation of food in relation to

di spl ays (Should be in same roomn

Presentation not target specific

[cNoNecNoNoNe]
[NCRICYILFITIN

o
—

ghortageh of food was noted as a cause for concern in Toronto.
I nce Or'S 4/ ceuvres were ordered 'O 130 and onl 237
responded on the guest registration slips, -za shortage of food
reaffirms that closer to 300 were -z ally present. I'n
addition, operators noted that they requ- '« nore advance notice
of the function in order to better -.pare, (i.e. send out
invitations, coordinate a better display, attenpt to set up
media interviews) . Oher coments included needing nore tine to
mingle with guests to generate interest in their products, and
problems with individual operator conduct.
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TABLE 3

Operator Suggestion for Improvements to the Presentations

Suggestions - Boston

0 Ensure visual presentation represents all of NWT )
0 More NWT operators should be involved 2
0 Longer advance notice to generate local media response 1
0 Use guest speaker in advance for media interviews 1
0 Have luncheon, in addition to evening, for travel

trade only 1
0 Have M.C. give presentation/tour of NWT products with

folksinger interspersing songs about explorers, whaling

in the Baffin, musk ox, caribou etc. 1
0 Develop a cadre of possible speakers to do presentations 1
0 Tailor speaker to anticipated audience 1
0 Coordinate presentation for early afternoon or Saturday 1
0 Organize presentation in the fall to capture clients

interested in spring activities (eastern arctic) 1
0 Invite more consumers 1
0 Allow more time to meet with guests prior to presentation 1
0 Allocate more set-up space for operator displays 1

Suggestions - Toronto

0 Increase duration and invite travel trade/ nmedia to

meet W th operators prior to consuners and speci al

I nterest groups 3
0 Ensure visual presentation represents all of m 3
0 Consider wusing facilities such as Royal Ontario

Museum or Ontario Science Center 2
0 Host day long event with sem nars 1
0 Coordinate nore presentations using same format 1
0 Host sit down dinner presentation 1
0 Develop a nore efficient way to track attendance 1
0 Enable operators to nmake individual presentations

In separate room 1
0 Enhance native elenment (i.e. carver) 1

Again lack of tinme to interact with guests is raised as a concern by
operators. Suggestions to deal with the situation are to coordinate two
separate functions - one for nedia/travel trade, the second for consuners
and special interest groups; or to extend the duration of the function,
allotting the first two to three hours for nedia and travel trade only.
It is also suggested that in the future audi o/visual presentations are
conducted which provide a conplete overview of the Northwest Territories.
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FIGURE 3

operator Support for Future

Presentations
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Figure 3 indicates 100% support for future presentations wth
bet ween 72% and 80% w |l ling to sponsor, either a tripasadoor
prize or a fee to participate.
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TABLE 4

Direct Sal es and Leads Generated at Presentations

Sal es Leads
Bost on 0 461
Toront o 212 181°

lgenerated by 81.8% of participating operators - average |ead
per operator 1s 5.1.

2cenerateq by 33% of participating operators

_ average sal e per
operator is 4.2.
3Generate_d by 93% of participati ng operators- average |ead per
operator is 12.9.

It is not possible to determne all the factors that nake for
i ndividual operator success at the presentations. The follow ng
factors have been taken into consideration (and apply
i ndividuallyv to operators) however, there is no consistency in
t he findings® :

0 previous experience ’‘working’ shows and |ike functions;

o sales experience general;

0 product type;

o product |ocation;

0 pre-show harketing - operator generated invitations and
media; .

0 operator display;

0 operator preparedness;

0 cost of product.

One factor which appears t0o come into play as far as generating
results is operator experience in ‘working’ a function or in
direct selling.

1 j.e. operator A is successful yet does no pre-show narketi ng
whereas operator B undertakes pre-show marketing activities an
is not successful; operator A and B are selling sinilar
products)
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4.1 Cost/Benefit Assessnent of the Presentations

Table 5 indicates actual sales made at the presentations as well

as sales leads generated. A conversion ratio of 10% has been
applied to the sales |eads. This conversion ratio is
conservati ve. According to the National Association o f

Exposition Managers, in a 1988 Manual compiled for exhibitors,
sellers should be converting 50% of the qualified | eads obtained
at a consumer show or marketplace.

TABLE 5

Estimate of Sal es converzicn

Bost on Number Conversi on Factor Tot al
Qperator Sal es 0.0 100. 0% 0.0
Qperator Leads 46.0 10. 0% 4.6
Tot al 46.0 4.6
Toronto Nunber Conversi on Factor Tot al
Oper at or sales 21.0 100. 0% 21.0
Qperat or Leads 181.0 ~0. Q- 18.1
Tot al 202.1 39.1

As a result, the Boston presentation wll generate 4.6 trips to
the NWr. This nunber is low due in part to the economc
situation in New England and to hosting a function in the area

for the first tine. As concluded in the 1990 Consuner Show
Report-t it takes three years in a marketplace to achieve real
sales results. Cearly Toronto produced better results.

Presentati ons have been coordinated in Toronto for four years.

lperek Murray Consulting
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By conbi ni n% sales with converted | eads and nultiplying the
total with the average cost of the packages sold, we are able to
estimate visitor expenditure. The following table provides an
estimate of net benefit that results fromhosting the Boston and
Toronto presentations.

TABLE 6

Cost-Benefit of the 1991 Presentations
Consuner Show Program and Private Sector Expenditures

Bost on

Projected Visitor Expenditure*( A) $ 9,761.00
grsipvgto g tSe(cl?)or cost? (C) % 36,217724.. C())(C))
Net Benefit (A - B - C =) $( 20, 661. 10)

z];AverageCOSt of participating operator packages'_$2.122_-00~
$16, 000 represents cost of airfare - donated by First Air.

Toronto

Projected Visitor Expenditurel (A) $ 84,338.70
Igrsipvz(a:toeStSe(c?)or cost? (C) % %513 888 88
Net Benefit (A - B - C =) $ 49, 905. 00

laverage COst of participating operator packages _ ¢5 178 o0.

2poes Not include airfare. ajrfare applied to cost of attending
the Toronto Sportsnmen’ s Show.

There is a very positive cost-benefit inpact stemming fromthe
Toronto presentation. =~ Cearly on this basis a presentation
shoul d be hosted again in Toronto.

Boston, however, produced a shortfall. It is fair to attribute
this poor showing to New England’s econom c situation. The
Canadi an Tourism Research Institute in the My, 1991, bulletin,
warns operators to expect a less than nornmal return for their
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marketing dollars from New England. April vacation intentions
are about five percentage pornts below the national average,
and the percentage of New Englanders planning to visit Canada
is lower than for any other U S. region. Operators will have
to be very aggressive to maintain their markets fromthis
region in 1991. The fact that this is the first tine the NWT
hosted a presentation in Boston, conbined with the economc
glt%aﬂlon in New Engl and, woul d explain the negative cost-
enefit.

5.0 Concl usions and Reconmendati ons

1. Presentations should continue in 1992.

Based on the positive cost-benefit inpact for the Northwest
Territories, Toronto should be targeted again in 1992.

Both presentations were viewed as being well coordinated.
General |y participating operators foun the presentation
format, the opportunity to set up displays, and the guest
speaker’s unbi ased approach created an inpressive venue for
marketing their products. Qperators indi cated 100% suppor t
for future presentati ons and between 72% and 80% woul d co-
sponsor the functions (either through donating dollars or door

prizes).

Based on operator support for returning to Boston and the fact
that three years of marketing in the area are needed before
real results will be seen, it is reconmended that the NWT
continue to coordinate presentations in Boston.

2. Toronto was the nost successful Present ation and
conpl ement ed operator participation in the Toronto Sportsnen' s

Show.

A nunber of Operators participating in both the Toronto
SportsmenZs show and the Toronto presentation found the
Fresentatlon produced greater results in terms of sales and
eads generated but that the sportsmen’s show was a good
follow-up . tool and acted as a catalyst for turning the
presentation leads into immediate Sales. Boston. on the
other hand, was held on its own and operators had to follow-up
| eads without the opportunity to make face to face contact a
second time.
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3. Consistency nust be achieved in a marketplace before rea
sal es results are achieved.

The conparison between Boston (first time in the marketpl ace)
and Toronto (fourth tine in the marketplace) clearly shows the
positive effects of ’‘working’ a narket for at least three
years. As a general observation, operators have noted the
| mprovenents each year to the Toronto presentation, including
coordination, quality of invited guests, focus of the guest
speaker and timng of the function. These changes, conbined
wth a continued presence in the marketplace and devel opnent
of a qualified guest I|ist (throu?h past marketing efforts)
contributed to the increase in sales and |eads in Toronto in
1991. By testing format and approach in a market, nethods for
success are devel oped, a presence is established and qualified
contacts are worked to expand the invitation base for future
years. Therefore, it is inportant to keep the nonentum going
and return to a market for at |east three years before real
sales results will be achieved.

4, The time allotted for the functions should be increased.

I'n 1990 a conmon concern expressed by operators participating
in the presentations, was the lack of time to interact with

guests. In an attenpt to address this concern, in 1991 the
presentations were  coordinated as eveni ng functions

conmencing at  5:30p.in. However,  operators once again
i ndicated they would prefer nore tine to sell their products
during both Toronto and Boston. Options put forward in
operator suggestions include: host the presentation from

4:00p.m. until 8:30p.m., W th the period between 4:00p.m. and
5:30p.m. dedicateJ,specificaIIy to travel trade and media -
consumers and special interest groups would be invited for the
evening presentation and hors d’oeuvres; host a day long event
incorporating different presentations and activities; and
coordinate two separate  functions - a_. luncheon for
media/travel trade and an evening for special interest groups
and consumers.

A day long event will present problenms if the activity is
coordinated in conjunction with a consunmer show, unless it is
held on a weekday prior to the show openi ng. All three

options should be considered in the future and decisions made
after reviewing location, date, marketplace trends and other
activities being hosted concurrently in the area.
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5. Guest Speaker was successful in generating interest in the
Northwest Territories.

Generally it was felt that the gquest speaker was effective in
stimulating the audience g; presenting an unbiased and
educated | ook at the Northwest Territories. Most felt the
resentation achieved the objective which was t0 entice guests
o consider traveling to the NWT or promoting the NwT.
Suggestions were made by some, however, that a more complete
overview of the Northwest Territories be presented in the
future. Both in 1990 and 1991 operators felt that the
audio/visual presentations were either too product specific or
too regionally oriented. Options to consider in the future
are: allow oOperators to make presentations individually;
rocure and develop materials encompassing the image/message
0 be portrayed and hire a professional to deliver: outline
the objectives of the presentation and hire a professional to
develop and conduct; or hire a professional to deliver
personal experience.

Decisions with respect to sel ecting a guest speaker should be
based on established objective, date and thing and format
chosen for future functions.

6. Continue to give operators the option to set up displays.

1991 was the first year in which operators were given the
ogportunlty to set up displays representing their products.
The benefits of such an arrangenent are aany, such as:
provi di ng visual backup which lends credibility and reality to
possibility of travel and enhances prospects of sale:
di stinguishing product type/offering so that guests and
0ﬁerators do not waste tine qualifying; establishing the fact
t hat products are ’for sale’ at the function; and
di stingui shing operators from guests. The set up of visuals
provi des something tangible to use as a point of reference.
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7. Criteria for operator participation should be established
to ensure a unified image is put forth and to avoid any
embarrassment.

Two concerns were raised by operators participating in the
presentati ons. The first was that some NWF participants
Indulged in too much alcohol which did not present a good
image of the NWr. The second was that sonme operators arrived
|ate for set-up, arriving after guests, and causing confusion
in the display area by off setting the finalized floor plan
with the introduction of display tables which had been
dismantl ed due to their absence.

In order to avoid such experiences in the future, it is
recomrended that deadlines be established for set up of
di splays during the presentation.

It is not possible to control operator decisions Wth respect
to conduct other than to disqualify operators abusing the
situation from participating in futuré functions.



