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you personally to discuss the ongoing application of this report.
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EXECUTI VE SUMVARY

This report describes a North Arerican (U. S.) market study con-
ducted by Manecon Partnership for Subarctic WIderness Adventures
Ltd. in 1984/85. The maj or components of this report are a
review of the product offered by Subarctic WI derness Adventures
Ltd., an analysis of the socio-demographic characteristics of
adventure travelers, the identification of the U S narkets by
geographic region along with a brief review of the Canadi an
adventure product market, and finally the identification of
specific U S. contacts who should prove useful in the future
marketing activities of the conpany.

Subarctic WIderness Adventures Ltd. was founded to offer a w de
variety of programs in a unique wilderness area in north eastern
Alberta and the corresponding Northwest Territories area. Cen-
tral to the magjority of programs offered is a dual thene of a
W | derness as well as a cultural experience.

The review of the socio-demographic characteristics identifies
the nost likely potential clients as: coming fromthe 30 to 50
year age group; likely to be college educated; enployed in a
prof essi onal, business or education field; and tending to cone
froma high incone bracket. Both males and fermal es may be regar-
ded as being equally receptive towards Subarctic WI derness
Adventure’s product.

The following U S. census regions were identified as being the
hi ghest potential U S. markets for Subarctic WI derness Adven-

tures Ltd. (Figure 1). Individual cities within these regions
are identified within the report.
1. Pacific

2. Mddl e Atlantic

3. East North Central

4 West South Centra
i



The list of U S. marketing contacts provided in the last section
of the report identifies marketing contacts on the basis of
geographic location within the continental United States. The
contact listed has also been divided into the follow ng
cat egori es: special interest groups, nedia contacts, tourism
industry contacts, and u.s. A field offices for Tourism Canada.
This method of structuring the contact list provides SAWA with a
significant degree of flexibility in directing its marketing at
either a specific geographic location or at one or nore of the
components identified.
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SUBARCTI C W LDERNESS ADVENTURES LTD.
A MARKET STUDY

1. | NTRODUCTI ON

This report is designed to identify the primary North American*
mar ket areas and contacts within those areas, for the unique
products offered by Subarctic WIderness Adventures Ltd. (SAWA).
This report wll:

1) review the specific experience/product offered by SAWA

2) suggest the typical socio-demographic characteristics
of potential clients;

3) identify the primary geographic |ocations of the

Continental United States and Canadi an narkets for
SAWA' s product ; and

4) identify specific US. narket contacts.

It is inportant to note the context within which this market
identification study is being performned. The total market
identification study which Manecon partnership has been engaged
to performrepresents only the first phase of SAWA's overal

marketing plan. The information resulting from the market iden-
tification study will be used by SAWA to establish contacts

within the market areas. These contacts will be surveyed in
phase Il in order to identify their needs and preferences. Phase
1l of SAWN s marketing plan wll be the devel opnent of tour

packages and products designed to neet the needs expressed by
high potential clients.

The market identification study will therefore serve as a basis
for SAWA's entire nmarketing plan. It is with this in mnd that
the first section of this report carefully reviews the existing
product/ experience offered by SAWA

* focus on the Continental United States



2. SAWA' s PRODUCT DESI GN
2.1 Underlying Features

An introductory brochure describing SAWA opens with the statenent
that the conpany offers visitors “. . . a unique northern
Wi | derness experience, planned and conducted with care and
respect for unspoiled creation.” Although general in nature,
this statenment describes the essence of SAWA' s product. The
features which nake sawa's product unique relate to its geogra-
phic location, its wilderness orientation and its underlying
cultural conponents.

SAVWA utilizes two contrasting areas of wlderness which are
| ocated side by side in northeastern Alberta and the correspon-
ding southern portion of the Northwest Territories. One of these
areas is Wod Buffalo which is Canada’s |argest national park.
The flat forested plains of the park are inhabited by numerous
species of birdlife and wildlife including rare or unique species
such as free roam ng bison and wolf, the world s nost northern
white pelicans, and the few renmini ng whoopi ng cranes. The
second area utilized by SAWA is the Tazin Hi ghland region to the
northeast of Wod Buffalo. These highlands contrast the park in
that, in conjunction with the Slave R ver Rapids, they formthe
edge of the Canadian Shield land formation. As part of the
Shield, the Hi ghlands and Slave River Rapids are characterized by
sudden outcrops of nmpss and |ichen covered ridges, nunmerous cold
clear lakes, fast flowing rivers and streans, and intermttent
forests of pine, spruce and poplar.

The w | derness feature of sAwa's product is perhaps its strongest
focus. Whether clients choose to stay based in Fort Smth or to
travel into the backcountry the elenent of wlderness is always
present. Even while in Fort Smith, a southern visitor becones
acutely aware of the vast surrounding wildlands W thout apparent
boundaries or lines. This wlderness concept has been and will



remain one of the nobst attractive features of SAwA's product.

However, it is the underlying cultural focus of the SAWA
product/experience that distinguishes it from nost other
wi | der ness experiences. Wiile solitude may be sought and
obtai ned through SAwA's program a definite enphasis on the
cultural aspects of a visit to this area of the north is al so
present. Southern cultures are becomng nore aware of the
traditional northern lifestyles and the threats to its existence.
This awareness is creating a strong incentive to “visit the
North”. Visitors desire to witness and experience life on the
| and, throughout all seasons including winter, in fear that it
may soon be | ost.

An additional aspect of SAWA' s product/experience which nakes it
unique is its flexibility. The product is usually ainmed at
i ndividuals or small groups, consistently involves visits to the
geographi c areas previously mentioned, and has a conbi ned wi | der-
ness and cultural orientation, however endless variations exist
within these broad paranmeters. The following itens are just a
sanpl e of the variations provided by SAWA:

0 Seasons of QCperation - winter, spring, sumer, fal

0 Mbde of Visitor Travel - various traditional and nodern
nmet hods related to | and and water

0 Nat ure Experience - recreational, natural history,
cul tural, physica

o Intensity of Experience - off-road adventurer or observer,
novi ce or experienced

0 Level of Service - personal buide or outfitted for
sol o

0 cost - $25 to $1500



2.2 Wnter Prograns

An examnation of the wnter and warm weather prograns
denonstrates the variety of experiences offered by SAWA There
are four main types of prograns run by SAWA throughout the
W nter.

1. On the land

This program enphasizes cultural contact wth
traditional living natives of the north. Paying guests
acconpany their hosts on the host’s regul ar rounds,
follow ng the ecological flow of the wildlife. Visi -
tors are imersed in the culture and beconme a part of
t he experience rather than remaining an observer.

2. Escorted dogsled touring wth ski and snowshoe side trip
options while living on the |and

This program nmay be focussed in Wod Buffal o National
Park, the Tazin Hi ghlands or be community based out of

Fort Smth. Quests seek the conpanionship and
expertise of native people who live authentic life on
t he | and.

3. Sel f-service hut-to-hut or tipi/tent basecanp touring

This programis primarily offered in the Wod Buffalo
Nati onal Park area. The services provided by SAWA
i nclude equi pment rentals, transportation to the trail-
head or basecanp as well as the use of the |odging.

4. Sol 0 dogsl eddi ng

CGuests have the option of participating in this program
in a day use or on an overnight basis. They are
supplied three “foll ower” dogs, sled, gear, mandatory
briefing | essons, mninmm of one day orientation and
certification of proficiency upon the successful com
pletion of treks.

The followng list identifies just a portion of the experiences
whi ch may be shared on any one of the above prograns:
meeting and |iving alongside local lifetine residents
prairie gane stal king and vi ew ng
general natural history
northern lights



campfire rest stops

good SQUp

ice fishing

bl ue skies

instruction in new skills
sighting wildlife tracks and signs
honemade bannock

a broad tenperature range
shared work duties

hearty neals

gane meats and fish

star gazing

candl el ight stories



2.3 Warm Weat her Prograns

The warm weat her season prograns offered by SAWA run through the
spring, sumrer and fall seasons. These progranms include

1.

Rafting the Slave River Rapids

Quests experience the alternating excitenent and
tranquility of one of the world s nost beautiful

gﬁlderness rivers. Trips range fromone-half to four
ays.

Stream river and | ake paddling

A variety of escorted or unescorted canoe trips may be
arranged w thin Wod Buffal o National Park or the Tazin
Hi ghl ands.

Paddling the Slave River Corridor

@Quided <canoe trips along the Slave River Corridor
whi ch by-pass the dangerous rapids. The focus is on
retracing early exploration routes and enjoying the
exceptional ly spectacul ar wi | derness setting.

St al ki ng bi g gane
An exploration of the outstanding features of Wod
Buffal o National Park utilizing cabin, notel and tipi
or tent accommodation

Basecamp outfitting
SAVA wi | | supply briefing, equipnment, transport and
food | ogistics needed to set up a basecamp for the do-
it-yourself guests.

Subarctic w | derness nosaic treks
Total inmmrersion into the wilderness setting involving
visits to virtually every ecological zone of the
subarctic. Transportation is by foot, by m nibus and
by rowboat, raft and/or canoe.

Nomadi ¢ fly-in fishing and canpi ng adventures

The focus in this programis a ‘life on the |and
enmphasi s. Fishing is one conponent of the total
experi ence. Quests may choose a solo or escorted

wi | derness advent ure.



8. Subarctic nosai c experience

Features mnibus tours and brief wal ks around the
comunity of Fort Smith, the Slave River Rapids, and
within Wod Buffalo National Park. The climax of this
adventure is a boat trip along the Slave River Rapids.

9. Salt Plains Desert stream paddling and hiking

Thi s program conbi nes extensive wal king and paddling as
a means of visiting wildlife routes of the Salt Plains
of Whod Buffal o National Park. The uni que natura
hi story and ani mal behaviour of the area serves as the
focus of this program

It should be noted that the above categorization of SAWA'S w nter
and warm weat her progranms is essentially a framework and not an
unchangeabl e itinerary. One of the primary features of SAWA is
that it caters to small groups or individuals, thereby allow ng
SAWA's programto be sensitive to its clients’ unique needs.




3. SOCIO-DEMOGRAPHIC CHARACTERI STI CS OF ADVENTURE TRAVELERS

If potential markets for SAWA's product/experiences are to be
located it is inmportant to understand what type of person woul d
normal ly be attracted to’ that type of product. Painting this
general ized picture of a potential client is not an easy task.
The assunptions and generalizations nade along the way may create
an artificial picture of a client who does not necessarily exist

as an exclusive entity. This caution is reflected in the
research findings of Kelly (1980), who stated that “. . . at
present it is msleading to refer to all |eisure being ‘deter-
m ned be any factor or set of factors”. This statenent is not

suggesting that the socio-denographic characteristics be ignored
but rather that they not be totally depended on as the sole
predi ctor of outdoor recreation participation.

In recognition of the positive role which these traits can play,
this section of the report examnes the socio-demographic
characteristics of potential sawm clients as a first step in
identifying potential North Anerican markets

The socio-demographic characteristics to be exam ned include:
age, sex, education, occupation and incone. A conbination of
docunent research and personal interview techni ques was used as
the research nethodol ogy. Suggestions as to the socio-demogra-
phic characteristics of potential SAWA clients have been based on
a review of the characteristics of past SAWA guests, a review of
the characteristics of general tourists traveling to Al berta and
the NWI, a review of the characteristics of outdoor recreation
participants and finally a review of the characteristics of
clients attending other adventure product businesses. All of
t hese sources are considered and suggestions are nade based on
these findings with additional consideration given to the unique
product/ experience offered by SAWA



Prior to a review of each separate socio-demographic trait of
hi gh potential clients, it is worth describing the general traits
of past and present SAWA clients. These clients may be generally
categorized in the follow ng nmanner:

1.
2.
3.
4.

10.

primarily urban
nobi | e and well travelled
annual income from $30,000 to $50, 000 Canadi an

active rather than passive personalities (even in the
over 50 year old range)

sel f-enpl oyed or upper managenent
travelled to Fort Smth by aircraft

come individually or in small groups of famly or
friends

usual ly not agency referrals, but rather independent
booki ng in response to nmedia features on SAWA

general ly are looking for a non-consunptive outdoor
recreation experience featuring an escort, native

cultural elenments, extraordinary |andscape or wldlife
viewi ng and authentic private (home) pension or
primtive acconmmodation

often residents of the western regions of the United
States



3.1 Age

SAWA past experience has included guests within a broad spectrum
of age groups ranging from children acconpanied by their parents

through to senior citizens. However, the single nobst proninent
age group was identified as the 40 to 50 year old group.

General travelers to Alberta and the NWT tend to show a sim|ar
pattern. The Gl lup Organization (1983) “Survey on Potentia

Market for Travel to Canada” shows that the age group ranging
from38 to 54 was nore likely to have visited Canada in 1982 that
respondents from other age groups. A total of 40 percent of U S.
respondents who had visited Canada in 1982 fell in this age
category.

A review of other adventure product research reveals a simlar
trend. Research conducted by Beta Research Corporation suggests
that the medium age for adventure travelers is 34.4 years. Dick
McGowan of Muntain Travel paralleled that indication by sugges-
ting that the majority of adventure travelers fall in the 30 to
40 year age group, but he enphasized that 15 percent of his
travelers were over 60 years old.

In view of these findings the highest potential SAWA clients
woul d appear to come fromthe 30 to 50 year age range. A second
marketing priority in ternms of age would be individuals over 50
years old. This group would be especially attracted to SAWA' s
products which focus on cultural visitation and the investigation
of natural history rather than focussing on physical challenge.

10



3.2 Sex

In the past SAWA has experienced a fairly even distribution
between its female and nale guests. This sane ratio was al so
refl ected under the general travel studies (Gallup Organization
1983) .

Differences in male and fenmal e participation becane nore apparent
under the outdoor recreation review Kelly (1980) states that
males are nore likely than females to participate in activities
that have been traditionally identified with masculinity such as
hunting, fishing, and canping. “Explore Magazine” (1984) found
that three quarters of the respondents to their readership survey
were nmale. However a review of the attendance at the Blue Lake
Centre (AR&P 1983) outdoor recreation school showed an even split
between nal es and fenal es.

Finally specific adventure product research shows conflicting
findings. The Beta Research Corporation (1980) study indicates
that male participants outnunber female participants 2.3 to 1.
Mountain Travel, on the other hand, states that 52 percent of
their clients are nale while 48 percent are fenale.

The trend that emerges fromthis reviewis an even distribution
between male and fenale in the area of general travel and in sone
aspects of outdoor recreation and adventure travel. In those
cases where male participation is seen to domnate it usually
reflects a strenuous activity wth traditional ties to
mascul inity. In view of SAWA's strong cultural and natural
history characteristics, potential clients would just as likely
be female as male. There may however, be some merit in directing
extra marketing at the femal e segnment of the population to empha-
size the cultural and natural history aspects of SawA's product.

11



3.3 Education

It has been the experience of SAWA that alnmobst all of its guests
have been college graduates. This finding is supported in al nost
every other area.

In terms of general travel the Gallup (1983) study found that
coll ege graduates were the nost |ikely group to have travel led to
Canada in 1982. Kelly (1980) presents the exception by stating
that hi gher education is only noderately positively related to
cross-country skiing and is, in fact, negatively related to
snowmobiling., Specific adventure traveller research indicates a
very positive relationship between education and participation.
Evi dence of this relationship is provided by Beta Research Cor-
poration (1980) research which stated that 86.2 percent of adven-
ture travelers have attended col |l ege or nore. Mount ai n Travel
have al so found that alnost all of their clients have been col -
| ege educat ed.

In view of these findings potential clients for SAWA should be
considered to cone al nost exclusively fromthe coll ege educated
group. There is additional rationale for this approach in that
SAWA's product is designed as an intellectual as well as a
physi cal participatory adventure.

12



3.4 Qccupation

In the past, the occupation of the majority of guests to SAWA has
been either some type of profession or business. This trend is
generally found in the other categories as well.

The Gallup Organization study (1983) showed exactly this trend
with 28 percent of all respondents who had travel led to Canada in
1982 belonging to the professional and technical group. Business
people were also nore likely to have nake a Canadi an vacati on
trip than nost other occupations. It is worth noting that 24
percent of the U S. residents who vacationed in Canada were
listed as not enployed. This |arge group would include those
peopl e who were retired.

Kelly (1980) found a fairly weak relationship between occupation
and outdoor recreation participation with the exception that the
nore prestigious occupation (professional) tended to cross-
country ski nore often. The Bl ue Lake Centre participant study
showed that 40 percent of their attendees were either
instructor/teachers or professionals.

The experience of other adventure tour conpanies is also
supportive of this trend. Beta Research Corporation (1980) found
that 70.2 percent of adventure travelers were enployed in
prof essi onal and managerial positions. Muntain Travel felt that
their clients canme fromthe follow ng fields of occupation:

1. busi ness - especially owners

medi cal field professionals

occupations related to the general sciences
4, educators

In view of these findings and in consideration of SAWA's product
potential clients should be considered to come primarily from the
busi ness and professional fields. Wthin these fields, business

13



owners and medi cal professionals woul d appear to be especially
significant. Due to the educational aspects of SAwA's product,
i ndi vi dual s enpl oyed as educators and scientists should al so be

consi dered as high potential clients.

14



3.5 I ncone

Past guests of SAWA have tended to cone al nost exclusively from
the high income categories. The majority of these guests have
cone fromfinancially well established fam|lies as opposed to
the “nouveau riche".

Findings in all other categories support this characteristic of
i ncreased adventure product participation with higher incones.
Beta Research Corporation (1983) study on U S resident travel to
Canada shows that on a one-to-one basis individuals in higher
i ncone bracket were nore likely to have travel led to Canada in
1982 than those in |lower income brackets. Qutdoor recreation
participation data shows that higher famly incones are asso-
ciated with higher levels of activity in expensive outdoor pur-
suits (Kelly, 1980). “Explore Alberta s” survey found that 72
percent of their respondents earned over $20,000 per year.
Finally, other adventure travel operators supported this trend in
that Beta Research Corporation (1980) found that 65.2 percent of
adventure travelers earn over $25,000 u.S. per year and Muntain
Travel stated that alnmost all of their clients were in the
$30,000 U.S. and up incone range.

In view of the domnant findings stated above, potential clients
for SAWA shoul d be considered to come fromthe $35,000 Canadi an
and up range. Even though SAWA offers sone rel atively inexpen-
sive programs the transportation costs associated with getting up
to Fort Smith restrict the nmarket to high inconme or wealthy
i ndi vi dual s.

15



3.6 Socio-Demographic Summary

Table 1 summarizes the discussion of the socio-demographic
characteristic of adventure travelers. The highest potentia

clients for SAWA range in age from 30 to 50 years old. |ndivi-
dual s over 50 consist of the second nost inportant age group

Both mal es and femal es woul d be attracted to the product in equa

proportions. Sorme extra marketing to the fenales stressing the
cul tural and natural history aspects of the product would over-
come any reluctance related to traditional stereotyping of the
outdoors as a man's domain. College educated individuals are
nore likely to purchase the product than less formally educated
i ndi vi dual s.

Peopl e enpl oyed in business and professional positions are prinmne
candi dates especially those who own their business or are in the
medi cal field, or are enployed as educators.

Finally, those individuals who earn $35,000 or nore per annumin
t he equival ent of Canadian funds are high potential clients of
SAWA.  The marketing of SAwA's product should ideally be ained at
i ndi vi dual s who possess all or a majority of these characteris-
tics, but special attention should be given to the income charac-
teristic as it is a limting factor which would tend to dominate
most ot hers.

16
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Table 1

SOCI0-DEMOGRAPHIC CHARACTERI ¢

____________________ I NFORWN
Charac- PAST sawa TOURI STS IN OUTL
teristics GUESTS GENERAL PAR
Age children to seniors - mmjority 38 - 54 -t
- myjority in 40 s /
Sex - even distribution - even distribution - f
t
Education - college graduates - coll ege graduates o
slightly dom nant S
Qccupation - professional s - Brofess/techni cal - p
usi ness peopl e - busi ness [

- not employed (retired)
I ncone - high income - high income - hi



4. GEOGRAPHI C LOCATI ON OF MAJOR MARKETS

This section of the report identifies the primry continental
United States markets for SAWA's product. The enphasis of the
geographic location identification has been addressed at a regio-
nal level. The top five geographic nmarket regions are first
identified on the basis of sawa's past experience, the findings
of general tourismstudies, a survey of various tourism experts,
and a survey of the major airlines which have been involved in
the transport of U S. tourists to the North. A further reduction
to four regions is then made based on a conparison of each area’s
socio-demographic characteristics with consideration given to the
previ ously established ranking. It should be noted that the
regions used in this study correspond to those used by the U. S.
Bureau of the Census and to nost published tourism narket
studies. The nanmes and |ocations of these regions are identified
in Figure 1.

Once the final recommendation of the top four regions is made, up
to five specific cities in each region are identified as market
foci. The identification of the cities was nmade based primarily
on popul ation.

18



4.1 U S. Adventure Product Market Analysis by Region
4.1.1 First Level Selection

SAWA has not concentrated on specific U S. market areas in the
past but have had guests from various parts of that country. A
rough ranking of the regions of origin of these guests is:
Pacific
Mount ai n ( Mont ana)
East North Centra
New Engl and, and

5. Mddle Atlantic (New York).
The distribution of these guests was felt to be largely a result
of various nmedia articles about SAWA appearing in publications
circulated in these areas.

Studi es exam ning the origin of general tourismto Alberta and
the Northwest Territories showed a rough ranking of:

1. Pacific

2. Mount ai n

3. West North Centra

4. West South Central, and

5. Mddle Atlantic.
The 1982 Al berta Travel Survey (13) divided the pacific region
into a northern half and a southern half. These halves were
still ranked 1 - 2 showing the overall domi nance of this region

It should be noted that the above ranking reflects auto-traffic
tourists which may explain the high ranking given to the West
North Central region in the Gallup (1983) study.

Varyi ng suggestions as to the best U S. narket area for an adven-
ture travel product were provided by the various tourism experts
(see list of interviews) who were consulted. The one market area
which was enphasized by all was the Pacific. The mmjority of
these experts actually divided this region into the south (Cali-
fornia) and the north (Washington and O egon). These two hal ves

19



were often ranked one and two out of all the U S. markets. Using
a weighting system of the rankings provided, the follow ng over-
all regional narket priority was reveal ed:

1. Pacific

2. West North Centra

3. West South Central

4, East North Central, and

5. Mddle Atlantic.
It should be noted that the South Atlantic region was very close
to making the fifth ranked position

Consul tation with airline marketing individuals resulted in the
follow ng market ranking:

1. Pacific

2. Mddle Atlantic

3. East North Central

4. West South Central, and

5. West North Central.
The Mountain region was also identified as a significant narket
area, but was ranked slightly lower than the other regions
listed. A note of caution is advised in relation to the airline
findi ngs. It was generally found that adventure traveller
passengers represented a fairly mnor portion of each airlines
total passenger narket. The individuals contacted from the
airlines were therefore |ess confident of their rankings than the
tourismexperts had been. Never-the-less, four out of the five
regions listed for the airline category were included in the
tourismexperts category only in a slightly different order.

Tabl e 2 shows the regional market ranking of each category just
di scussed. The overall summary ranking was cal cul ated based on a
reverse weighting system A value of 5 was awarded to the top
ranked region in each category, 4 to the second ranked region in
each category, and so on down to 1 for the last ranked region in
each category. These val ues or scores were then added together
for each region, to determine the overall ranking. The Pacific
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Table 2
FI RST LEVEL RAN

# SUBARCTIC WLD. apven.  GENERAL TOURI SM DATA TOURI SM

1. Pacific Pacific Pacific
2. Muntain Mount ai n Viest  Nor
3. East North Central west North Central st Sou
4. New Engl and West South Central East Nor
5. Mddle Atlantic Mddle Atlantic Mddle A
6.



region recieved the highest score possible at 20 points and
therefore received the nunber one overall rank. The West North
Central, East North Central and Mountain regions were all tied at
second with a total of 8 points each. Just slightly below at 7
points stands the Mddle Atlantic region and the Wst South
Central region. It is these six regions which will be exam ned
in terms of their socio-denographic characteristics to identify
the apparent top four ranked regions.

4.1.2 Second Level Selection

This section re-exam nes the identified market regions on the
basis of three standard socio-economic characteristics: i ncone

education and population. Section 3 of this report enphasized
the inportance of both a high level of income and a high |evel of
education as indicators of high potential sawm clients. Table 3
illustrates the respective ranking based on regional averages of
each of these traits. The table also includes a ranking of the
regi onal popul ation averages. Areas of higher population were
identified by tourismexperts as the nost favorable adventure
product markets (MGowan). The npbst recent Anerican data avail a-
ble was used to establish the ranking indicated for these three
regi onal features. This source was the 1984 Statistica

Abstract of the United States. The final regional ranking was
determ ned by adding the nunerical rank of each socio-demographic
trait for each region. |In this instance the |owest total score
i ndi cated the highest possible rank

The analysis of this data reveals that California is once again
ranked very strongly in the nunber one position. The follow ng
three ranked regions are the Mddle Atlantic region at nunber
two, the East North Central region at nunber three and the West
South Central region at nunber four. These are the four regions
on which future SAWA marketing should focus. Mssing the cutoff
point were the West North Central and Mountain regions ranked
five and six respectively.
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Tab le 3
REG ONAL RANKI NGS OF SOCI O- DEMOGRAPHI C FEATURES

| ncone Educat i on Popul ati on Score
1. Pacific 1 1 3 5
2. Md Atlantic 2 5 2 9
3. East North Centr. 3 6 1 10
4. \West South Centr. 4 3.5 4 11.5
5. West North Centr. 5 3.5 5 13.5
6. Mountain 6 2 6 14

Source: U. S. Departnent of Commerce
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4.2 Recommrended Metropolitan Markets

The selection of the following cities identified within each
region as market foci have been made primarily on the basis of

popul ati on. Suggestions provided by tourism experts were al so
incorporated into the |istings.

1.

Pacific Popul ati on
Los Angel es 11, 498, 000
San Francisco 5,368,000
Seattle 2,093, 000
Port | and 1, 298, 000
San Di ego 1, 868, 000

Portland was ranked higher than San Diego as a
potential nmarket on the basis of the tourism experts
comment s.

It should be noted that this region nmay contain other
worthwhile marketing centres due to its overall high poten-
tial, e.g. Salem

Mddle Atlantic Popul ation
New Yor k 17, 539, 000
Phi | adel phi a 5, 681, 000
Pi ttsburgh 2,423,000
Buf fal o 1,243,000
East North Central Popul ation
Chi cago 7,937,000
Det roi t 4,753, 000
C evel and 2,834,000
| ndi anapol i s 1,167, 000

M nneapol i s/ St. Paul does not actually fall within this
region, but its proximty to the area may nerit further
i nvestigation.
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4. West  South Centr al Popul ation
Houst on 3,101, 000
Dal l as/ Fort Worth 2,931, 000

-Tourism experts felt that the primary market in this region
was Texas, therefore only the major cities in Texas are
l'isted.

4.3 Canadi an Markets

While the primary focus of this research is to address the United
States markets the follow ng conments consider also the Canadian

mar ket . There are three main notivations for clients attracted
by SAWA's tours:
a) non-consunptive wldlife,

b) cultural, and
c) adventure/w | derness notivations.

The demand characteristics of each group are considered briefly
bel ow

a) Non- Consunptive Wldlife Related Activities

W have reviewed a study by the Canadian WIldlife Service
entitled “The Inportance of Wldlife to Canadi ans” which was
based on 1982 data. This study, conducted by survey, suggests
19. 4 percent of Canadians (3.6 mllion people) participate in
trips or outings whose prinmary purpose isS a hon-consunptive,
wildlife related activity. Table 4 indicates provincial charac-
teristics of sonme aspects of these activities.
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“Primary Non-Consunmptive Wldlife Related Trips” is defined in
the survey as a special type of outing which has as its nain
purpose to observe, photograph or study wldlife. The nost
common sub-activities were watching and photographing wldlife.
Activities that were specifically excluded consisted of inciden-
tal wildlife encounters, hunting, and home-based activities.

Primary non-consunptive wildlife related trips were nost popul ar
anong mal es. Participants aged 25 - 34 years of age constituted
27.9 percent of trip takers and 33.6 percent possessed education
beyond secondary school. The Northwest Territories and Yukon
Territory were not included in the survey.

Expenditures on primary non-consunptive wildlife related trips or
outings were distributed as foll ows:

Equi prment 52. 7%
Transportation 21. 0%
Food 12. 6%
Accommodat i on 8.1%
O her 5.6%

This distribution of the average daily expenditure per partici-
pant (Table 4) suggests that a |arge proportion of trips were of
a one-day period, were unescorted, used road transportation
and/ or were based on canping accommodation. The sheer nagnitude
of this category suggests this is a group whose interest in
wildlife is already aroused. The group therefore presents an
attractive target for narketing attention. Average annual expen-
ditures per participant in this category are, with the exception
of hunting, the |argest annual expenditure category in wildlife
related activities as denonstrated bel ow.
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Tabl e 4
SURVEY DATA:  CANADI AN PARTI ClI PATION I N
PRI MARY NON- CONSUMPTI VE TRIPS OR QUTINGS - 1981
NAT L
NFLD PEI N.S. N.B. QUE ONT MAN SASK ALTA B.C AVERAGE

Percentage Participation 14.0 13.7 19.9 18. 2 18.9 19.9 17. 4 16.7 20.0 21.6 19.4

Average # of Days Engaged
by Participants 13.3 15. 4 12.3 15.2 15.6 14.5 16.3 15.9 20.1 18.2 15.8

Average Daily $ Expen-
diture/Participant 43 20 38 28 27 34 36 45 43 55 37



Average yearly

Total Expenditure expenditure per
by all participants WIldlife Related Activity parti ci pant
$ mIllion $

119. 4 W ldlife O ganizations 167

529.8 Mai nt ai ni ng Natural Areas 455

196. 9 Resi dential Activity 16

2,111. 4 Primary Non- Consunptive Trips 589

84.9 I nci dental Encounters on

O her Trips 10

1,192.6 Al Ganme Hunting 662
4.2 Billion Tot al

Adj ustmrent by the consumer price index for recreation adjusts the
average Al berta daily expenditure per participant in the category
of Primary Non-Consunptive Trips froma 1981 estimate of $43.00
to a 1984 estimte $50. 74.

Participants did not differ much from the socio-demographic
profile of the Canadian popul ation, although the Atlantic
provinces fell below national averages. The study therefore
suggests that in this category, as in the US., the market in
Canada generally follows population distribution.

b) Cultural, and c) Adventure/WIderness Tour Travel ers

The travelers in these two categories will likely conformin
Canada to the profiles denonstrated for the U S. This suggests
attention to the larger metropolitan areas, particularly those
centres with major secondary educational institutions, should be
consi dered as prime targets.

d) Summary of Canadi an Markets



5. LIST OF U.S. MARKET CONTACTS

The purpose of this section of the report is to provide Subarctic
W | derness Adventures Ltd. (SAWA) with U S. market contacts.
These contacts have been listed on the basis of the previously
identified market areas of the pacific, Mddle Atlantic, East
North Central and West South Central regions. I ndi vi dual contact
lists have been devel oped under the follow ng sections: special
interest groups, nedia contacts, tourismindustry contacts and
US A Field Ofices for Tourism Canada. Each of these sections
has been recognized as playing a potentially inportant role in
SAWA's future marketing strategy.

The separate lists appearing in this report each have a brief
introduction which outlines the source for the list, the poten-
tial marketing inpact of the represented target group and sone
very general suggestions as to the way to utilize the |ist of
contacts. Common points to renenber when fornulating a detail ed
mar keting plan for each group are to:

0 Enphasize the benefits to the contact groups of SAW s
pr oposal

0 Be clear about your nmarketing intentions.

0 Provide proof of SAWA's legitimacy by way of professiona
brochures, official recognition fromprovincial and terri-
torial tourism departments, newspaper features, etc.

o UWilize the services of Travel Alberta and Travel Arctic for
their expertise and their legitinmacy.

A variety of sources were used to identify suitable marketing
contacts listed in the introduction to each list. The budget
l[imtations of the project did not enable tel ephone verification
to be nade with all of the contacts listed, however, a series of
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spot checks was nmade. Approxi mately forty of the contacts |isted
i ncludi ng sanples from each category of list were verified as
bei ng appropriate through direct tel ephone conversations to
agency representatives. Al of the contacts which were verified
in this manner have been identified with an asterisk (*) by their
l'isting. It has been assuned that contacts not checked in this
manner would parallel the verified contacts in ternms of
appropri at eness.

Brief descriptions of the nature of the contacts have been
provided in the introduction to each list in instances where the
i ndi vidual contacts are essentially simlar with the exception of
location (eg. State Bar Associations). | ndi vi dual cont act
descriptions have been listed where the contacts within the |ist
vary substantially from each other and where the infornmation was
readily available or could be gleaned from the source used.
These descriptions in conbination with the ranking of each mgjor
section as a primary, secondary or tertiary market and the
ranki ng of the geographic regions, provide SAWA with the basis to
decide its future nmarketing strategy.

I'n many instances the contact person listed in this report holds
the highest paid position within the organization. This indivi-
dual may not necessarily handle SAWN' s narketing request hinself/
hersel f, but will be in a position to delegate this task. The
i nherent advantage in this is that a fast and cooperative res-
ponse can be expected from enpl oyees who have been assigned to a
task by the organization’s top administrator.

A final point to note is that the contact |lists are not intended
to be exhaustive. The contacts contained in this report are felt
to represent sonme of the nost significant markets in the U S.
However, they are essentially a starting point for your narketing
efforts. Each successful contact nmade has the potential of
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identifying several related contacts. An exanple of this would
be the environmental groups which nmay be able to reconmrend sim -
| ar organi zations who would be interested in SAWA' s product.

It is inportant to nonitor the results of your marketing efforts.
Those contacts which prove to be nore effective in terns of
generating business for SAWA shoul d becone the focus of your

marketing efforts.

The lists of contacts provided in this report concentrate on the
U S. market areas as outlined in the study’'s terns of reference.
However, the type of contacts listed in this report parallel
t hose which would exist in Canada.
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5.1 Special I nterest G oups

Fi ve separate special interest groups have been identified as
significant marketing <contacts for Subarctic WIderness
Adventures (SAWA) Ltd. These groups were thought to be
significant marketing contacts on the basis of parallels between
their menberships’ interests and the characteristics of SAWA's
product. The groups were also identified on the basis of their
nmenbership having simlar socio-denographic characteristics to
those identified earlier in this report as representing high
potential adventure travelers. The special interest groups
listed in this section include environmental groups, cultura

interest contacts, outdoor recreation clubs, outdoor recreation
equi pnent retailers and professional organizations.

5.1.1 Envi ronmental G oups

This section lists major national environnental groups as well as
environnmental group contacts within each marketing region by
state. It is felt that the contacts |listed bel ow represent a
primary nmarketing target group for SAWA due to their strong
interest in wlderness and natural history. Addi tional environ-

mental contacts have been listed within the tourismindustry
contact section of the report due to the groups having specific
travel divisions.

Maj or national |evel conventions have been |isted when it appears
that they have a marketing potential which suits SAWA' s obj ec-
tives. Details on the exact marketing potential of each
conference should be investigated through persona
correspondence. Mpaj or events at a state or local |evel should
also be identified through vyour initial exchange of
correspondence with these agencies.

The contacts listed in this section were initially identified
through interviews with individuals at the University of Alberta
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and contact with the Calgary based office of the Environmental
Coordinator. This latter source helps to adm nister and coordi -
nate the Al berta WIderness Association, Federation of Al berta
Naturalists and the Al berta chapter of the National and Provin-
cial Parks Association.

In addition to these sources, the follow ng docunments provided
the detailed addresses for the contacts |isted:

1. The 1984 Conservation Directory published by the
American W/ derness Assocl ation

2. The 1985 Encycl opedi a of Associations which lists
al | major associations registered In the United States

The general narketing approach suggested for this category is to
wite directly to the contacts listed introducing themto your
product . It is inmportant that the natural history/environnmenta

aspects of SAWA be enphasized. You might choose to raise the
possibility of a speaking tour to their area if you feel that it
is appropriate to your plans. The possibility of an article or
advertisement in their newsletter should also be raised. It
should be noted that the first contact |isted under each state
relates to a federation of environnental groups and may lead to a
nunber of additional contacts. A second significant considera-
tion is that the primary focus of these groups nmay be local but
that many woul d take a special interest in environnental topics
away from their |ocale.

Nati onal Audubon Soci ety
950 - 3rd Avenue
New Yor k, New York
10622
Tel ephone (212) 832- 3200

Convention - biennia
June 16 - 21, 1985 - Lake George, New York
Thene:  Journey of HQOpe

Comments

Nat i onal Audubon Society nenbers would be an
excel lent market for SAWA because of the nenbers
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interest in natural history and bird Ilife.
Kristian Stamatoz of the Society' s narketing sec-
tion suggested the follow ng possible marketing
avenues.
1, O fering your services to their expedition
section:

Audubon Expeditions

Attention: Marshal Case

N.E. Audubon Center

RR1, BOX 171

Sharon, Connecti cut

06069
2. Advertisenment or listing in the publication
“Audubon Action”. Information on this publi-

cation could be obtained through the head
office with the request addressed to the
attention of Chris Wle.

3. Local club speaking tours. These tours would
have to focus on natural history first and
mar keting second. Further discussions woul d
be required with M. Stamatoz.

Paul C. Pritchard, President

National Parks and Conservation Association
1701 - 18th Street N.W.

Washi ngton, D.C.

20009
Tel ephone (202) 265-2717
Conventi on
Novermber, 1985 - Washington, D.C.
Comments

The purpose of this national association is to
pronote and protect American National Parks al ong
with the general environnent. Al t hough the
Association has a U S. focus its nenbers nmay be
receptive to National Parks in general

M chael McCloskey
Executive Director
Sierra Club

530 Bush Street

San Franci sco, Californa
94108

Tel ephone (415) 981-8634
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Commrent s
The Sierra club represents a very significant
market for SAWA with its 350,000 nmenbers including
56 state groups and 300 local clubs. The nenber-
ship of the Sierra Club is actively concerned with
nature and its interrelationship with man. This
environnental group is therefore closely aligned
with SAWA's philosophy. The best way for SAWA to
tap this market is through the Sierra Cub’'s

outing (Touring) Departnent. The appropriate
contacts for this have been listed in the travel
i ndustry section of this report. General contact

shoul d al so be established with the address pro-
vi ded above outlining services such as environnen-
tal speaking engagerments with |ocal clubs which
m ght be arranged. The national organization
shoul d be able to provide you with specific con-
tacts in identified areas.

Jack H. Berrynman
Executive Vice President
I nternational Association of Fish and Wldlife Agencies
1412 - 16 Street, N.W.
Washi ngton, D.C.
20036
Tel ephone (202) 232-1652

Conventi on
Sept enber, 1985
Sun Vall ey, I|daho

Comments

This Association has a nmenbership of 450 with 65
of these being state and provincial fish and wld-
life agencies, and 382 officials. The stated
purpose of the Association is to educate the pub-
lic to the econom c inportance of conserving
natural resources and managing wildlife property
as a source of recreation and a food supply, to
seek better conservation |egislation, admnistra-
tion and enforcement.

Joan A. Fordham
Admi ni stration
I nternational Crane Foundation
Rt. 1, Box 230C
Shady Lane Road
Baraboo, W sconsin
53913
Tel ephone (608) 356-9462
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Convention
Sept enber, 1984 - Baraboo, W sconsin
Septenber, 1985 - not determ ned yet

Comments

Thi s Foundation has a menbership of 2,700. These
menbers include scientists and other individuals
commtted to research, habitat preservation,
captive propagation and restocking of the crane.
In addition to the conference listed, a potentia

mar keting avenue with this organization is the
speakers bureau sponsored by this agency.
Bnphasis shoul d be placed on your preservationi st
and conservationi st aspects and you should be
aware that Foundation nenbers may be sensitive
towards the effects of tourism devel opment in Wod
Buf f al 0.

Jerome J. Pratt
Secretary Treasurer
Whoopi ng Crane Conservation Association
3000 Meadowl and Drive
Sierra Vista, Arizona
85635
Tel ephone (602) 458-0971

Conventi on
March, 1985 - Washington, D.C.

Comment s

This Associ ation has a nenbership of 500 which
includes naturalists, ornithologists, and avicul-
turalists. The underlying purpose of the Associa-
tion is to prevent the extinction of the whooping
crane. Again, you should be aware that the Asso-
ciation may be sensitive to the inpact of tourism
on the whoopi ng cranes. Menmbers of this Associ a-
tion would be attracted to the natural history
aspects of your tours, not just the whooping crane
attraction of Wod Buffalo.

PACI FI C
CALI FORNI A

Executive Director
California Natural Resources Federation
2820 Echo Wy
Sacranmento, California
95821
Tel ephone (916) 323-2602

36



Cof ranents
A representative statew de organization, affi-
liated with the National WIldlife Federation
primarily devoted to the wi se use, conservation,
aesthetic appreciation, and restoration of wild-
life and other natural resources.
Publication:  “Natural Resource News”

Bruce A Bolt, President
California Acadeny of Sciences
Gol den Gate Park
San Francisco, California
94118

Tel ephone (415) 221-5100

Comment s _
The object of this organization is the exploration
and interpretation of natural history. The

Acadeny nmmintains research collections and
operates a nuseum conplex in partial fulfillnent
of this objective. Total nenbership is 13,500
with rmonthly newsletter called *“Acadeny
Newsl etter”. May be interested in natural history
tal ks, articles and adverti sing.

Robert A. Ricker, Executive Director
California WIldlife Federation
1023 J. Street, Suite 203
Sacranento, California
95814

Tel ephone (916) 443-6850

Comment s
A non-profit statew de organi zation of councils,
clubs, and individual menbers dedicated to pronote
the conservation, enhancenment, scientific manage-
ment and wi se use of all our natural resources.
Menber shi p: 10, 000
Monthl'y Newspaper: “California Wldlife”

OREGON

David W Doran, President
Oregon Wldlife Federation
2753 N. 32nd
Springfield, O egon
97477

Tel ephone (503) 747-8400

Comment s
A representative statew de organization, affi-
liated with the National WIdlife Federation
primarily devoted to the wi se use, conservation,
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aesthetic appreciation, and restoration of wld-
|ife and other natural resources.
Publ i cati on: “Resource Review'

\ James Monteith, Executive Director
Oregon Wl derness Coalition
271 W 12th Avenue
Eugene, Washi ngton
97401
Tel ephone (503) 344-0675

Commrent s
A statewi de association of conservation, sports-
men, and educational organizations actively invol-
ved in citizen action for wise use and stewardship
of Oregon’s public |ands and waters.
The Oregon W/l derness Coalition felt that they
woul d be an appropriate contact for your narketing
efforts. A total of 2,000 individuals and 90
groups make up the menbership of the Coalition
whose mailing list could be made available to SAWA
for a direct mailing canmpaign. The najor publica-
tion of the Coalition is titled “WId O egon”, of
whi ch 2,500 copies are sold and distributed to its
menber shi p. Advertising rates for a one-tine
black and white display ad range from $75.00 U. S
for a full page to $22.00 U.S. for 1/4 page
Classified space sells for $5.00 U S. a colum
inch (1" x 3*). For nore details on this publica-
tion and the possibility of other marketing acti-
vity such as speaki ng engagenments, witten corres-
pondence should be mailed to Janes Monteith.

WASHI NGTON

John M Stone, Executive Secretary
Washi ngton State Sportsnmen’s Counci
P.0. Box 357
Cl ear Lake, Washington
98235

Tel ephone (206) 856-4774

Commrent s
A representative statew de organization, affi-
liated with the National WIldlife Federation
primarily devoted to the wi se use, conservation,
aesthetic appreciation, and restoration of wld-
life and other natural resources.
Publication: “News and Reports”
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Don Ziegler, President

W ldlife Society Washi ngton Chapter
246 G Street SE

Ephrata, Washington

98823
Tel ephone (509) 754-4624
Comments
A statewi de organi zation with the objective of
conserving wldlife. No other information
avail abl e.

M DDLE ATLANTI C

NEW YORK

Francis E. Hartman, President
New York State Conservation Council
8 E. Main Street
Ilion, New York
13357
Tel ephone (315) 894- 3302

Comment s

A representative statew de organization, affi-
liated with the National WIldlife Federation
primarily devoted to the wi se use, conservation,
aesthetic appreciation, and restoration of wld-
life and other natural resources.
The nost prom sing marketing avenue identified by
Pat Dudeck of the Conservation Council was the
pl acement of display advertising in their publica-
tion “Conservation Council Comments”. This publi-
cation has a circulation of about 16,000 and is
published ten times per year. A one tine black
and white advertisement woul d range from $200. 00
Us. for one full page to $40.00 U. S. for one
eighth of a page. Further details on advertising
or the possibility of submtting an article can be
obtained from WIlliamHll, Editor

NYS Conservation Council Conmmrents

5115 Bear Road

Sanborn, New York

14132

Tel ephone (716) 285-3211 (wk)
(716) 731-9984 (hm)

Morgan Jones |11, President

Federati on of New York State Bird Cl ubs
184 Tenple Street

Fredoni a, New York

14063
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Comments
A federation of bird clubs and organizations from
throughout the State of New York.
Publication: “The Kingbird”

Robert E. Chanmbers, President
Wldlife Society New York Chapter
Wldlife Resources Center

Delmar, New Yor k

12054
Comment s
Organi zation dedicated to the preservation of
America’s wldlife. No other information
avai |l abl e.

PENNSYLVANI A

Frank H Felbaum, Executive Secretary
Pennsyl vani a Federation of Sportsnen’s C ubs, Inc.
1718 N. Second Street
Harri sburg, Pennsylvania
17102
Tel ephone (717) 232-3480

Commrent s

A representative statew de organization, affi-
liated with the National WIdlife Federation

primarily devoted to the w se use, conservation,
aesthetic appreciation, and restoration of wld-
life and other natural resources.

Publication: “The Pennsylvani a Sportsman/ Qut door

Peopl e”

David J. Putnam President
Wl dlife Society Pennsylvania Chapter
256 South Main Street
Pl easant Gap, Pennsyl vania
16866
Tel ephone (814) 234-4090

Comments
Organi zation dedicated to the preservation of
America’s wldlife. No other information
avai |l abl e.
NEW JERSEY

Col e G bbs, President

New Jersey State Federation of Sportsmen’s C ubs
BOX 267

Col ogne, New Jersey

08213
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Comments

Thomas J.
New Jersey Audubon Soci ety

A representative statew de organi zation, affi-
liated wth the National WIldlife Federation
primarily devoted to the wi se use, conservation,
aesthetic appreciation, and restoration of wld-
life and other natural resources.

Publ i cati on: “Sportsnen’s Newsletter”

Gilmore, Executive Director

P.0. Box 125
Frankl in Lakes, New Jersey

07417

Tel ephone (201) 891-1211

Conment s

Pronotes conservation of natural resources in New
Jersey, through educational prograns; operates a
wildlife research wunit, the Cape My Bird
Gbservatory and nature centers; and maintain open
space acquisitions. Menbership: 4,500

The New Jersey Audubon Society would wel come wit-
ten correspondence from sam outlining your in-
terest in speaking engagenents, article subm s-
sions to their magazi ne, “New Jersey Audubon”, and
pai d advertising. In addition to the nagazi ne

the society also distributes a newsletter and
operates three nature centers in New Jersey.

EAST NORTH._CENTRAL

WISCONSON

Robert A. Lachnund, President
W sconsin WIldlife Federation

Tranqui |

Acres

Reeseville, Wsconsin

53579

Tel ephone (414) 927-3131

Conment s

A representative statew de organi zation, affi-
liated wth the National WIldlife Federation
primarily devoted to the wi se use, conservation,
aesthetic appreciation, and restoration of wld-
life and other natural resources.
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Kirk H Beattie, president
Wl dlife Society Wsconsin Chapter
310, CNR, University of Wsconsin
St evens Point, Wsconsin
54481

Tel ephone (715) 346-2269

Comment s
Organi zation dedicated to the preservation of
America’s wldlife. No other information
avai |l abl e.

I LLINO S

M CH

Tom M IIs, President
[Ilinois WIdlife Federation
123 S. Chicago Street
Rossville, Il linois
60963

Tel ephone (217) 748-6365

Conment s

A representative statew de organization, affi-
liated wth the National WIldlife Federation
primarily devoted to the w se use, conservation,
aesthetic appreciation, and restoration of wld-

[ife and other natural resources.
Publ i cati on: “I'n'linois WIldlife”

Warren R Dewalt
Illinois Audubon Soci ety
P.0. Box 608

Wayne, Illinois
60184
Tel ephone (312) 584-6290
Comments
Pronot es conservation of natural resources
[1linois.
Publ i cati on: “Audubon Bulletin”
GAN

Thomas L. Washi ngton, Executive Director

M chi gan United Conservation C ubs
Box 30235

2101 Wod Street
Lansi ng, M chigan
48909

Tel ephone (517) 371-1041

Conment s

A representative statew de organi zation, affi-
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listed with the National WIdlife Federation
primarily devoted to the wise use, conservation,
aesthetic appreciation, and restoration of wld-
life and other natural resources.

The M chigan United Conservation Cubs would
wel cone a witten subm ssion from SAWA outlining
its product and briefly identifying its marketing
proposal .  Advertising in the Club’s major publi-
cation was suggested as a particularly effective
mar ket i ng approach. The “M chigan Qut of Doors”
Magazi ne has an estimated circulation of 102, 000.
Di spl ay advertising rates for black and white one-
time ads range from $195.00 U.S. for 1/8 of a page
to $1,375 for a full page. Cassified ads cost
$27.50 U.S. per colum inch or 50 cents per word.

Roger Sut herland, President
M chi gan Audubon Soci ety
7000 N. wWestridge Avenue
Kal amazoo, M chi gan

49007

Tel ephone (616) 344-8648

Comment s
Pronotes conservation of natural resources in
M chi gan
publ i cati on: “The Jack-Pine Warbler”

“M chi gan Audubon Newsl etter”
| NDI ANA

Dean Jessup, President
Indiana WIldlife Federation
Box 283
Zionsville, | ndi ana
46767
Tel ephone (317) 873-3915

Comments
A representative statew de organization, affi-
liated with the National WIdlife Federation
primarily devoted to the wi se use, conservation,
aesthetic appreciation, and restoration of wld-
life and other natural resources.
Publ i cati on: “Hoosi er Conservation”

Bi Il Harnden, President

Associ ation of Geat Lakes CQutdoor Witers

301 Cross Street

Sul l'ivan, Indiana

47882
Tel ephone (812) 268-6232
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OH O

Comment s
Organi zation of outdoor witers (staff and free-
| ance) with an active concern for the conservation
of the natural environment.

Marge Ri emenschnei der, president
I ndi ana Audubon Soci ety
Mary Gray Bird Sanctuary
R.R. 6
Connersville, | ndi ana
47331
Tel ephone (317) 825-9788

Comment s
Works for the conservation of wldlife, especially
birds. Menbership: 980
publications:  “The Indiana Audubon Quarterly”
“The Cardinal”

Betty James, O fice Manager
League of Chio Sportsnen
4330 Cime Road N
Col unbus, Onio
43228
Tel ephone (614) 279-3444

Comment s
A representative statew de organization, affi-
liated wth the National WIldlife Federation
primarily devoted to the wi se use, conservation,
aesthetic appreciation, and restoration of wld-
life and other natural resources.
Publ i cati on: “Qut - O - Door s”

Charity Krueger
Chi o Audubon Counci
1816 Harl an Road

Tol edo, Chio
43615
Comment s
Wrks to pronote, foster, and encourage the con-
servation and preservation of all wldlife,
plants, soil, water, air and other natural resour-

ces for the benefit of all citizens.
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VEST SOUTH_CENTRAL

TEXAS

Al an Allan, Executive Director
Sportsnen’s O ubs of Texas

311 Vaughn Buil di ng

807 Brazes Street

Texas

Tel ephone (512) 472-2267

Conment s

A representative statew de organization, affi-
liated wth the National WIldlife Federation
primarily devoted to the wi se use, conservation,
aesthetic appreciation, and restoration of wld-
life and other natural resources.

Publ i cati on: “SCOT Wlidlife News”

Gary Val entine, President
WIldlife Society Texas Chapter

Conservation Service

P.0. BOX 648

Tenpl e,
76503
Tel ephone (817) 774-1291

Texas

Coment s

Organi zation dedicated to the preservation of
America’s wldlife. No other information
avai |l abl e.
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5.1.2 Cul tural Interest G oups

Only nmajor contacts are listed in this section. Through library
and tel ephone research it was found that few specific groups
exi st which would conbine the interest and ability to travel wth
a specific interest in northern cultural groups. One group which
was identified consisted of educators in the field of anthropolo-
gy. Consideration was given to listing the nunerous anthropol ogy
departnments at universities in the u.s. market areas identified
but was rejected on the basis of the small nunber of rel evant
contacts which woul d be nade. However, advertising or features
in journals or newsletters subscribed to by this group would be
able to reach interested individuals. The first two contacts
listed represent the nmajor two North Anerican journals speciali-
zing in northern cultures.

Correspondence shoul d be sent to these contacts enphasizing the
cultural aspects of SAWA's program I nquiries about advertising
and articles in relevant newsletters also should be made. The
Arctic Institute of North America has indicated that they woul d
be interested in publishing a 500 to 700 word article on SAWA
This would be a very effective marketing pronotion especially if
acconpani ed by a paid advertisenent.

* Arctic Institute of North Anerica
University of Cal gary
2500 University Drive N.W.
Cal gary, Alberta
Attention: Caudette Upton
Tel ephone (403) 284-7515

- publish a scholarly journal called “Arctic”

- for a $250.09 fee they will include pronotiona
flyers with the journa

- also have a less formal newsletter in which they
woul d be happy to publish a 599 - 759 word article
regardi ng your operation

- published quarterly - next available issue - Mrch

- U S. and Canadi an distribution

- 1500 - 1799 subscribers
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* Dr. Allen McCartney
Depart nent of Anthropol ogy
Uni versity of Arkansas
Fayetteville, Arkansas
72701
Tel ephone (501) 575-2508

- editor of “Arctic Anthropol ogy”
Uni versity of Wsconsin, Madison
- 700 subscribers

Comment s

Direct contact with Dr. McCartney has indicated
that advertising may be restricted in the journal,
but it was suggested that this could be verified
t hr ough:

Al Friednen

Uni versity of Wsconsin Press

114 N Murray Street

Madi son, W sconsin

53715

Dr. MCartney also indicated that the publication
is a scholary journal and that an article about
Wod Buffalo Park would be welcone if it were
witten in this manner. This type of article and
exposure may be worth pursuing with Dr. MCartney,
but it is felt that it will be less effective than
contact with the Arctic Institute of North
America

Kat hl een spalzburg
INS TAAR
Institute for Arctic and Al pine Research
Uni versity of Col orado
Boul der, Col orado
80309
Tel ephone (303) 492-6387

Comments
- no mgjor publication was identified with this
institute
- sinple correspondence directed toward
Ms. Spalzburg informng institute nenbers of the
SAWA' s product and inviting themto participate
on the tours is recomended.
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An additional contact related to the cultural and geographic
aspect of SAwA's product has been listed below. O special nerit
is the conference associated with this association

Dr. Ellen Reisman Babby
Associ ation for Canadian Studies In the United States
1776 Massachusetts Ave N.W.
2nd Fl oor
Washi ngton, D.C.
20036
Tel ephone (202) 822-8688

Conventi on
Septenmber, 1985 - Phil adel phia, Pennsylvania

Commrent s
The purpose of the Association is to pronote
scholarly activities including study research,
teaching and publication about Canada at al
educational levels and in all disciplines in the
Us.
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5.1.3 CQut door Recreation C ubs

The contact list in this section is divided into nordic skiing
and canoeing clubs which are listed by marketing area and state.
These groups were identified on the basis of being representative

of outdoor recreation groups in general. Qut door recreation
groups are felt to be a secondary target group for your marketing
plans. It is felt that although the nenbers of these groups have

an obvious interest in outdoor activities they do not necessarily
have hi gh incomes or other socio-demographic characteristics
identified with potential clients.

The lists given in this section were provided by the national
associ ations of each activity group. Skiing clubs were iden-
tified by the U S Ski Association and canoeing clubs were
identified by the American Canoe Associ ation. In both instances
clubs of a recreational nature were requested, although these two
associ ations do al so have nmjor competitive aspects to their
program

A general marketing approach for these ciuwswuld be to send
them pronotional material enphasizing the adventure and
W | derness aspect of SAWA's product. These groups nmight also be
interested in your outfitting service. You shoul d al so suggest
an article and/or advertisements in their newsletter if appli-
cable. The possibility of a personal speaking engagenent could
also be raised but is only reconmended in conjunction with other
marketing activity (eg. Travel Shows) in the area. The nationa

conventions of these Associations may also be worth your
mar keting efforts.
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NORDI C SKI | NG CONTACTS

Roger Dahlberg
Western Region Nordic Director
* U S. Ski Association
1750E East Boul der St.
Col orado Spri ngs, Col orado
80909
Tel ephone (303) 578-4600
*original source of contacts

U.S. Ski Association Convention
April 30 - May 4, 1985
Col orado Springs, Col orado

Jill Eyre
Eastern Regi on Nordic Director
U. S. Ski Association
Mer chants Bank Buil di ng
205 Main Street
Brattleboro, Ver nont
05301
Tel ephone (802) 254-6077

C audi a Saveley
Central Region Nordic Director
U.S. Ski Association
15 Spi nning Wieel Road, #422
Hi nsdal e, Illinois
60521

Tel ephone (312) 325-7780

NORDI C SKI I NG CONTACTS
Comments

The U.S. Ski Association is a national |evel organization
chartered as the official governing body for skiing in the U S.
by the International Ski Federation and the U S. dynpic
Commi ttee. The Associ ation has a nmenbership of 80,000 and a
staff of 40. The major focus of the Association is conpetitive
downhill skiing, but it also acts as the only national |eve
association for recreational nordic skiing.

The Nordic Division of this Association is devoted to the nordic
or cross-country style of skiing. Wthin this Division, the
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focus is on conpetitive skiing, but a significant enphasis is
also directed towards recreational skiing and nordic ski-touring.
It is this focus which we asked to be reflected in the contacts
whi ch the Association provided to us. A brief assessnent of the
nature of each contact is given based on the informal comments of
t he Associ ation enpl oyee who provided the contact addresses.

PACI FI C

CALI FORNI A
Gil G oss -has a good know edge of
U S. Ski Association Contact recreational nordic
BOX 4986 ski clubs in the Nevada
Incline Village, Nevada and California areas
89450
Debbi Waldear -is famliar with the
U S. Ski Association Contact exi stence of recreation-
P. O Box 77 al nordic ski clubs in
Kirkwood, California the California area.
95646

OREGON
Oregon Nordic Center -a nordic skiing area
P.0. BOX 1031 which may be able to
Bend, Oregon post information on
97709 sawa’ s product .

WASHI NGTON
Mac Dunst an - famliar with the
U S. Ski Association Contact nordi ¢ ski clubs which
3320 Meridian Avenue N. exist in the Seattle
Seattle, Washington area
98143

M DDLE ATLANTI C

NEW YORK
Lapl and Lake Nordic Ski Center - a nordic skiing area
Rd. 2 Benson which may be able to
Northville, New York post information on
12134 SAWA' s product.
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EAST NORTH CENTRAL

I LLINO S

Nort hwest Nordi ¢ Associ ation
P.0. Box 5

Arlington Heights Illinois
60006

MICHIGAN

Boyne Nordican Lodge
Boyne Falls, M chigan

49713

Copper Ski C ub
BOX 214

Calumet, M chi gan
49913

WEST SOUTH CENTRAL
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RECREATI ONAL CANCEI NG GROUPS
NATI ONAL ORGANI ZATI ON

Susan Chanberlain, Commador
* Anmerican Canoe Association Corp
7217 Lockport Pl ace
P.0. Box 248
Lorton, Virginia
22079
Tel ephone (703) 550-7523

Conventi on
November, 1985 - Mystic, Connecti cut

Annual Canp
August - Gananoque, Ontario

Comment s

The Anerican Canoe Association is the nationa

governi ng body for canoe and kayak activity in the
Us. It is dedicated to the sport of canoeing and
kayaking and to the preservati on of streans and
rivers. The Association provides information on
canoe sports and offers conputerized services on
canoe clubs, manufacturers, liveries and
outfitters. It is the information on outfitters
whi ch should be of npbst interest to SAWVA. S AM
shoul d provide the Association with information on
its services so that it may be passed along in
response to menber requests. Publications such as
the “Anerican Canoeist” (newsletter) and the bi-
nont hly nagazi ne “Canoe” offer potential adver-
tising avenues for SAWA

I ndi vidual clubs within the Association vary in
focus from conpetition to recreation and touring.
The Association was requested to identify the
latter type of clubs. A review of the club nanes
and the general coments provided by the Associa-
tion contact indicate that there is an enphasis on
white water paddlers and on canoe touring. I ndi -
vidual contact descriptions are therefore not
provi ded, thereby avoiding repetition.
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PACI FI C
CALI FORNI A

Nati onal Qutdoor College
c/ o Ronal d Hilbert
P.0. BOX 962
Fair Oaks, California
95628
Tel ephone (916) 338-3600

Redwood Paddl ers

c\o Jerry Albright

226 Gl bert Drive
Santa Rosa, California
95405

River Touring Section
Sierra C ub Angel es Chapter
11275 Westm nster Avenue, #211
Los Angeles, California
90066

Tel ephone (213) 398-0012

Oregon Kayak and Canoe C ub
c/ o Penny Kelley
P.0O. Box 692
Portland Oregon
97207
Tel ephone (503) 629-1863

Willamette Kayak and Canoe C ub
P.0. Box 1062

Corvallis, Oregon

97330

WASHI NGTON
Washi ngt on Kayak C ub
Box 24264
Seattle, Washington
98124

M DDLE ATLANTI C

NEW YORK

Met ropol i tan Canoe and Kayak C ub
c/ o M ke Dorsky

P.0. Box 1868

Br ookl yn, N.Y.

11202
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PENNSYLVANI A

Keystone River Runners
c/o Donald B. Frew
RD6

Box 359

I ndi ana, Pennsyl vani a
15701

PAC
c/o Ray F. Garnman
113 Edward Street
At hens, Pennsyl vani a
18810
Tel ephone (717) 836-4739

Lancaster Canoe C ub
c/o Donna Hammond
442 Sout h Broad Street
Lititz, Pennsylvania
17543
Tel ephone (717) 626-9355

Lehi gh Vall ey Canoe C ub
c/o Robert Bell
P.0O. Box 2726
Lehi gh Val I ey, Pennsylvani a
18001
Tel ephone (215) 250-0840

NEW JERSEY

Monoco Canoe C ub
c/o M. wWaalewyn
173 Van Brackle Road
Mat awan, New Jersey
07747
Tel ephone (201) 583-2830

EAST NORTH. CENTRAL
W SCONSI N

W sconsin Hoof er Quting
W sconsin Menorial Union
C/ O Bob (Obst

800 Langdon Street

Madi son, W sconsin

53706



I LLINO S

Chi cago Wi tewater Assoc.
c/ 0 Marge Cline
1343 N. Portage
Paltine, Illinois
60067
Tel ephone (312) 359-5047

| NDI' ANA

Ark Canoe Cub
[ ndi ana
c/o David K. Davies
P.0. BOX 3862
Evansville, [Indiana
47737
Tel ephone (812) 425-1357

St. Joe valley Canoe and Kayak
c/o Bill May

200 East Jackson Bl vd.

Elhart, | ndi ana

46514

Evansvill e Canoe Associ ation
c/ o M ke McClarney
3717 Cathleen
Evansville, [Indiana
47715
Tel ephone (812) 479-6443

CH O

Dayton Canoe C ub
c/o Francis H Raley
1020 Riverside Drive
Dayton, Chio
45405
Tel ephone (513) 222-9392

VEST SOUTH_ CENTRAL

TEXAS
Texas Canoe RaCi ng Association
102 Fawn Trai
Lake Jackson, Texas

77566
Tel ephone (409) 297-3110
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The foll owi ng organi zation has a nore universal nenbership than
either the skiing or canoeing oriented clubs. Marketing efforts
directed at this Association, such as a commercial display at its
annual convention, would expose SAWA's product to a broad range
of people with strong interests in leisure activities such as
adventure travel.

John H. Davis, Executive Director
* National Recreation and Parks Association
3101 Park Center Dr., 12th Fl oor
Al exandria, Virginia
22302
Tel ephone (703) 820-4940

Conventi on
Cctober, 1985 - Dallas, Texas

Comment s

The NRPA is dedicated to inproving the human envi -
ronment through inproved park, recreation and
| ei sure opportunities. Its menmbership is nmade up
of practitioners in the field of recreation and
park services throughout the United States. The
contact to correspond with in regard to conmercia

di splays at their convention is Susan Hudak,
Conventi on Manager. Prelimnary contact suggests
that a travel product would be a suitable
commerci al di spl ay. Unfortunately, no cost
estimates were available during our initia

cont act.
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5.1.4 Qut door Recreation Equi pment Retailers

Qut door recreation equiprment retail outlets are listed by narket
area and netropolitan centers. Correspondence w th these
retailers should be addressed to “The Manager”.

It is felt that this group of retailers represents a secondary
target group for your narketing. The customers of these stores
have a denonstrated interest and willingness to pay for their
outdoor activities. It should be noted however that there is no
guarantee that these same individuals would be willing to travel
great distances for their recreation.

The addresses listed in this section were identified on the basis
of recommendations from a major supplier of top quality outdoor
recreation equipnent in the U S. who requested that the conpany
nane not be used in the report. Additional retail outlets were
identified from listings and advertisenents contained in the
yel |l ow pages of each city' s tel ephone directory. Qutlets which
clearly identified a product line featuring quality w | derness
equi pnent were listed with the assunption that they would
appreciate the nerits of establishing contact with SAWA i.e

they could provide their custoners a service. The actual spot
checks of these contacts and di scussions with major suppliers
show that the receptiveness towards this type of marketing
approach by retailers is generally good. However, since the
majority of the outlets listed were not directly contacted, it
shoul d be recogni zed that you may draw some blanks. That is the
reason why this group has been listed as a secondary narket for
SAWA .

In-store pronotions featuring a slide show, personal presentation
or sinply the distribution of pronotional material would be the
nost effective way of utilizing this |ist. It is essential when
approaching these retailers to convince themthat their store
will benefit financially as a result of an in-store pronotion
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i.e. attract custonmers. Any special advertising required by the
retail outlet to pronbte a SAWA visit will have costs which will
have to be nmet. It is suggested that a speaking or pronotion
tour of this nature should only be done in conjunction with sone
ot her marketing activity in the area.

It is worth noting that the North Face stores in San Francisco
and Seattle have a working relationship with SOBEK. You may,
therefore, find it beneficial to establish contact with these
stores through SOBEK. The Burger Brothers outlet in Mnneapolis
has had a history of working with adventure tour operators.
Travel Alberta could probably help establish the contact in this
i nstance. In the majority of other instances though, it is
suggested that you correspond directly with the store nanager and
outline your proposal.

I ndi vi dual contact descriptions are generally not provided be-
cause they all are essentially the same. All outlets are mmjor
retailers of quality outdoor recreation equipment in their res-
pective geographic areas.

PACI FI C
LOS ANGELES

* Adventure 16 W/ derness
Canping Qutfitters
11161 W Pico Blvd
West Los Angeles, California
90015
Tel ephone (213) 473-4574

Comment s
This store has run in-store adventure travel pro-
notions in the past and has found them to be
effective in attracting custoners. They woul d be
happy to receive witten correspondence outlining
SAWA' s proposal and product. Dependi ng on the
extent of pre-show pronotions, the cost of these

pronotions could be split. The contact person in
this regard would be the store manager - Connie
Sels.
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REI

405 w. Torrance Blvd

Carson, Los Angeles, California
Tel ephone (213) 538-2429

SAN FRANCI SCO

The North Face
292 Wnston Drive
San Francisco, California
94132
Tel ephone (415) 665-6044

Sierra Designs Inc
4t h & Addi son Berkel ey
San Francisco, California
94131
Tel ephone (415) 843-2010

SEATTLE

The North Face
4560 University Way NE
Seattle, Washington
98185
Tel ephone (206) 633-4431

RE |
1525 - 1l1th
Seattle, Washington
98134
Tel ephone (206) 433-0771

PORTLAND

The Mountai n Shop
628 NE Broadway
Portland, Oregon
97232
Tel ephone (503) 659-3373

Oregon Mountain Community

60 NW Davi s
Portland, Oregon
97209

Tel ephone (503) 227-1038
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SAN DI EGO

Pat’s Ski and Sport
3081 Clairmont Drive
San Diego, California
92117
Tel ephone (714) 276-4611

Sierra Sports
4796 Clairmont Mesa Bl
San Diego, California
92117
Tel ephone (714) 292-7022

SPOKANE

Loulou's Ski and Surf
E 428 Pacific
Spokane, Washi ngton
99202

Tel ephone (509) 624- 2422
Sel kirk Bergsport

N 1611 Ash
Spokane, Washi ngt on
99205

Tel ephone (509) 328-0442

M DDLE ATLANTI C

NEW YORK

Kreeger & Son Ltd.
16 W 46
Manhat t an, New Yor k
10011
Tel ephone (212) 575-7825

* EMS The Qutdoor Speciali st
725 Saw M1l Riv Rd
Ardsly, New York
10502
Tel ephone (914) 693-6160

Commrent s
EMS expressed an interest in hosting an in-store
presentation/slide show by SAWA It was suggested
that a witten description of SAWA's product and
proposal should be sent to the attention of Chris.
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Tents and Trails
21 Park Place
New Yor k, NY
10007
Tel ephone (212) 227-1760

PHI LADELPHI A

Appal achian Trail CQutfitters
Main & Cakl and Ave
Doylestown
Phi | adel phia, Pennsyl vani a
19127

Tel ephone (215) 348-8069

T. Col dberg
902 Chestnut Street
Phi | adel phia, Pennsyl vani a
19107
Tel ephone (215) 925-9393

Pl TTSBURGH

Aval anche
4868 - 4870 McKnight Road
Pittsburgh, Pennsylvania
15220

Tel ephone (412) 367-4311

The Mountain Trail Shop
5435 Wl nut Street
Shadysi de
Pittsburgh, Pennsylvania
15202
Tel ephone (412) 687-1700

BUFFALO

* EMS The Qutdoor Specialists
1270 Ni agara Falls Blvd
Buf fal o, New York
14223
Tel ephone (717) 838-4200

Comment s

A favorable response to the

i dea of

i n-store

ponotions was indicated by this store’'s sister

outlet in New York.
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Surplus Center
2840 Del aware Ave Kennore
Buf fal o, New York
14217
Tel ephone (717) 875-8188

EAST NORTH_CENTRAL
CHI CAGD

Canmping Unlimted
5201 N. M I waukee
Chicago, Illinois
60630
Tel ephone (312) 286-1414

Canoe Corner
1321 Ogden Downrs G'v
Chicago, Illinois
60610
Tel ephone (312) 852-9245

CLEVELAND

Canp and Trail Hutte
199E Mar ket
Akron, Chio
44308
Tel ephone (216) 535-1225

Base Canp
1600 W M1l Avenue
Cl evel and, Chio
44147
Tel ephone (216) 657-2110

| NDI ANAPQLI S

Green Mount ai n
5516E 82 & Allisonville Rd

I ndi anapolis, Indiana
46220
Tel ephone (317) 842-7900

Wander | ust
1319 S Rangeline Rd Carmel
I ndi anapolis, Indiana
Tel ephone (317) 844-6765
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M NNEAPCLI S

*

Bur ger

Br ot hers

5927 John Martin Dr
Br ookl yn Center
M nneapol i s, M nnesota

55430

Tel ephone (612) 560- 6310

Comment s

EMS

Bud Burger, one of the co-owners of the store,
indicated that they have sponsored in-store
pronotions for outfits |ike Mstahi Seepee from
Fort Chipewyan, Al berta. He feels that these
pronmotions are beneficial to all parties involved
because they “whet the appetite” of potentia
customers both of the store and of the adventure
travel conpany. The Burger Brothers Store has
speci al sem nar roons avail abl e designed for this
type of presentation. Bud would welconme witten
correspondence from SAWA.

1627 W County Rd B
St. Paul, M nnesota

55113

Tel ephone (612) 631-2900

Comment s

A favorable response to the idea of in-store
pronmotions was indicated by this store’s sister
outlet in New York.

WEST SOUTH_CENTRAL

HOUSTON

W | der ness Equi pnent
1961 W G ay

Houst on,

77003

Texas

Tel ephone (713) 721-1530

Rich J.

Sports Ltd.

2367 Rice Blvd

Houst on,

77005

Texas

Tel ephone (713) 529-8767
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DALLAS

Backwoods
6116 Luther Ln
pallas, Texas
75225
Tel ephone (214) 363-0372

The W/ derness Advent urer
9830 North Central Expressway
Dal | as, Texas
75231

Tel ephone (214) 739-0321
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5.1.5 Prof essi onal Organi zati ons

This section lists contacts with the State Bar Associations
within each of the major geographic market areas. Medical asso-
ciations within these same areas were also identified but upon
closer investigation were not felt to be appropriate contacts for
mar keting since nost of their journals or newsletters do not
carry advertising. However, the “Western Journal of Medicine”
has been listed as a possible contact in terms of advertising and
m ght be used as a test case to see if marketing towards physi-
cians would be effective. These contacts are felt to represent a
tertiarv market for SAWA

Prof essi onal managenent associ ations are also addressed in this
section. As with the medical associations, there appear to be
significant limtations regarding the effectiveness of marketing
through the managenent associations in an attenpt to reach their
menber shi p. Al of these professional organizations were
investigated on the basis of earlier findings that professionals
in high income brackets are high potential adventure travelers.

The contacts provided in this section were identified through the
official lists of the Anerican Bar Association, the 1985 Encyclo-
pedia of Associations and direct tel ephone contact as indicated
by an astrisk next to each relevant |isting.
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AMVERI CAN BAR ASSOCIATION

The American Bar Association consists of 300,015 attorneys in
good standing at the bar of each state. Functions and services
are ained directly at professional interests related to the
practice of law. ~ Although the potential of successful narketing
at a national level is felt to be low, SAWA would have the
potential to successfully narket at the individual State |evel of

the Bar Association. This nmarketing would take the form of
advertising SAwA's product in State Bar publications.

As is the case with their parent organization, the publications
of the State Bar Associations focus on articles of professiona

interest. These publications do not, therefore, have trave

sections or articles devoted to general interest travel. Adver-
tising space within the State Bar Bulletins is, however, general-
|y avail able and would be a good way of reaching this market
group. Contact with a representative of the “Oregon State Bar
Bul l etin” established that their advertising policies and prices
are generally representative of the other State Bar publications.
The Oregon representative did say that sonme states were nore
restrictive in their advertising policies, but that the trend was
toward greater flexibility. A one-time black and white display
ad woul d cost $135.00 U. S. for 1/6 page and increase to $515.00
US for a full page display. An advertisement in the classified
section would cost $35 per insertion for 30 words or |less and 75

cents for each additional word. It is suggested that an ad in
the “Oregon State Bar Bulletin” would serve as a good test case
to neasure the effectiveness of a SAWA ad in this medium |f the

response i s encouraging, then other State Bar publications shoul d
be contacted and advertisenents submtted.
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NATI ONAL ORGANI ZATI ON

George M

Gol d

Staff Director, News Publications and | nformation
Aneri can Bar Associ ation
33 West Monroe

Chi cago,
60603

PACI FI C

[1linois

J. David Ellwanger
Executi ve Director

State Bar

of California

555 Franklin Street
San Franci sco, California

94102

Tel ephone (415) 561-8200

Conment s

Robert J.

The maj or publication of the State Bar of Califor-
nia is the “California Lawer Magazine” with an
estimated circulation of 105, 000. Representatives
fromthe advertising section of the magazine indi-
cated that SAWA's product woul d be an acceptable
advertisenment. A one-tine black and white display
ad ranges from $365.00 U.S. per 1/12 of a page to
$2,495.00 U.S. for a full page.

Elfers

Executive Director
Oregon State Bar

1776 S.W.

Port| and,
97285

Madi son Street
Oregon

Tel ephone (503) 224-4280
See section introduction

John Michalik

Executive Director

Washi ngton State Bar Association
505 Mudi son Street

Seattl e,
98104

Washi ngt on

Tel ephone (206) 622- 6054
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M DDLE ATLANTI C

EAST

WlliamJ. Carrel
Executive Director
New York State Bar Associ ation
One El k Street
Al bany, New Yor k
12207
Tel ephone (518) 445-1221

Peter P. Roper
Executive Director
Pennsyl vani a Barr Associ ation
100 South Street
P.O. Box 186
Har ri sburg, Pennsylvani a
17108
Tel ephone (717) 238-6715

Dalton W Menhal
Executive Director
New Jersey State Bar Association
172 West State Street
Trenton, New Jersey
08608
Tel ephone (609) 394-1101

NORTH_ CENTRAL

Stephen L. Smay
Executive Director
State Bar of Wsconsin
Post Office Box 7158
Madi son, W sconsin
53707
Tel ephone (608) 257-3838

John H Dickason
Executive Director
[Ilinois State Bar Association
[Ilinois Bar Centre
Springfield, I'llinois
62701

Tel ephone (217) 525-1760

M chael Fraack
Executive Director
State Bar of M chigan
306 Townsend Street
Lanci ng, M chigan
48933
Tel ephone (517) 372-9030
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VEST

Jack Lyle
Executive Director
I ndi ana State Bar Association
6th Floor, 230 East Chio
I ndi anapolis, Indiana
46204
(317) 639-5465

Joseph B. Mller
Executive Director
Chio State Bar Associ ation
33 West 1lth Avenue
Col umbus, Chio
43201
Tel ephone (614) 421-2121

SOUTH CENTRAL

Edward D. Coultas
Executive Director
State Bar of Texas
P.0. BOX 12487
Austin, Texas
78711
Tel ephone (512) 475-4200

Comment s

The “Texas Bar Journal” has an open advertising
policy and woul d wel come an ad placenment by SAWA

The “Journal” has a circulation of 46,000. A
bl ack and white one-tine display ad of one page
woul d cost $835.00 U.S. while a 1/6 page display
woul d cost $300.00 U.S. Classified ads were
priced at $48.00 U. S. per 50 words.
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MEDI CAL CONTACTS

* Western Journal of Medicine
44 Gough Street
San Francisco, 'California
94103

Tel ephone (415) 863-5522

Comment s

The “Journal” has a circulation of over 50,000
subscribers. Articles printed in the “Journal”
are of a professional type only. There are no
general interest articles on subjects such as
travel . Advertising is primarily nedical in
nature, but nore and nore non-nedi cal consuner
i tems have been advertised lately.

- Advertising rates:
Classified rates
- have not had a travel section before but
woul d be acceptabl e
- # of words - 6 x 5
eg. 30 - 6 x 5 = $25.00 U S

Display Ads - Black & Wiite

1 page - $1,365.00 U S
1/ 2 page - 995.00 U. S
1/ 4 page - 720.00 U. S

50, 000 subscri bers
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MANAGEMENT  ASSOCI ATl ONS

An initial review of various national level nanagenent
associ ations reveal ed that although the nenbership of these
organi zations would be a good prospective narket, access to them
is difficult to achieve. A nmjor association investigated in
this regard included the *“Anerican Managenment Associ ation (AMA)”
whi ch has a menbership of 85,000 managers in industry, comrerce,
and governnent. Unfortunately, the AMA offers no realistic
avenue for SAWA's marketing attenpts because of its professiona

focus. Head office staff of the AMA felt that travel articles or
travel advertisenments in their publications would not be
appropri at e. O her managenent associ ations investigated and
rejected included organizations such as the American Association
of Industrial Managenent, Associations for Mnagenent Excellence
and the Institute of Certified Professional Mnagers.

The follow ng organi zations did, however, show at |east sone
promi se for SAWAN' s marketing and should be foll owed up:

Val ery Boger
* Institute of Managenent Consultants
Box 4145, Station 3
Cal gary, Alberta
T2R 5MD

Tel ephone 244- 4487

Comment s
One of the functions of this organization is to
manage provinci al associations who do not have
full tine enployees. M. Boger suggested that the
Institute of Managenent Consultants and the
Al berta Society of Human Resources and
Organi zational Devel opment were two organizations
which would be relevant for SAWA' s narketing
efforts. Both organizations are made up of people
i n management positions throughout Al berta. The
best vehicle for reaching the nenbers of these
organi zations woul d be through a one page insert
in their newsletter. An estimate of $170 for a
one page insert in the Institute of Minagenent
Consultants newsletter was provided. It is
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recommended that you provide Ms. Boger with sone
general information about SAWA's product and ask
for detailed advertising rates related to the
associ ati ons which she deals with and feels are
appropriate for your intentions. It should be
noted that these associations wll all be
provincial, not Amrerican in nature.

Lara Gonez
* Airline Pilots' Association
1625 Massachusetts Avenue, N.W.
Washi ngt on, D.C.
20036
Tel ephone (202) 797-4000

Event s
Bi enni al Board of Directors Meeting
Novenber 3-10, 1985, Mani, Florida

Comment s
This Association acts as the collective bargaining
agent for airline pilots. Advertisenments in the
Association’s nonthly publication “Airline Pilot”
woul d reach a |arge professional group of people
with an interest in travel. The magazine has a
nati onwi de circulation of 44,000 consisting of
34,000 active pilots, 7,000 retired pilots and the
bal ance of nenbers being industrial associations
and corporations. The advertising representative
who we spoke to felt that adventure travel
products woul d be appropriate advertisenment in
their magazine. Advertising costs are as foll ows:

Black & White display: 1 pg. $1, 937 Us.
1/2 pg. 1,166 Us.
1/6 pg. 391 Us.

Classified: $1.00 per word

At the present tine, there appear to be no other
avenues open for SAWA marketing with the APA
Some consideration has been given to having a one
time travel feature thenme for an issue of the
magazine. If this were to occur “Airline Pilot”
woul d review a list of their advertisers to see if
they could be featured.

* Al berta Aviation Counci
220 Term nal Buil ding
Muni ci pal Airport
Edmont on, Al berta
T5G w5

Tel ephone  451-5289
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Comment s

The Council has over 1000 nenbers ranging from
private pilots to insurance conpanies and
airports. Al though the Council has a newsletter
at the present time no advertising is included in
it and its articles are specifically related to
industry issues rather than general interest. The
Counci| does occasionally receive inquiries from
menbers about travel destinations. The Counci
woul d, therefore, appreciate a sanple SAWA
brochure so that they could pass along this
information on the occasions when it is requested.
Research indicated that there were no simlar U S
agencies which would be effective marketing
contacts.
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5.2 Media Contacts

The list of nmedia contacts provided in this section consists of
travel editors and outdoor editors for the major daily newspapers
in each urban area identified previously as a significant market.
In addition to the contact address and phone nunber, the
circulation of each paper has been indicated (S. Circ. - Sunday,
e - weekday evenings, Sat. - Saturday). This list of editors was
conpil ed using the 1984 Editor and Publisher Year Book. The
sel ection of contacts for this list was sinply based on the
newspapers with the largest circulation in the geographic areas
i dentified.

It is recognized that feature acticles on SAWA in the mgjor
newspapers woul d be one of the best nethods of marketing your
product . This nedia contact list is, therefore, recognized as a
prinmary marketing target for SAWA to concentrate on.

Pronoti onal material should be nmailed to all of the contacts
|isted below. Your correspondence should outline the primary
selling points of SAWA's prograns in a sinple attractive manner.
The paper should be invited to send a representative to partici-
pate on one of your trips. Your letter should note that travel
arrangenents woul d be nmade upon request.

It should be recognized that there are essentially two nethods of
having travel features printed. The first primarily involves the
| arge syndicate papers who tend to send their own reporters with
little or no advance notice. These papers nust still be notified
of SAWA's existence and your willingness to be visited. The
second nethod relates primarily to the independent papers who
woul d publish articles by recognized freelance witers. Editors
in this category who express an interest in your material could
be put in contact wwth a freelance witer as listed by the
Society of Anmerican Travel Witers. Representatives of the
Adventure Travel Section of Travel Alberta could also assist SAWA
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and interested newspapers in this regard. In both instances the
first step is the same and has been outlined in the preceding

par agr aph

PACI FI C
LOS ANGELES
Carol C

Martinez, Travel Editor
Dai ly News

14539 Syl van Street
Van Nuys, California

91411

Tel ephone (818) 997-4111

S

Grc. 152,512

Jerry Hulse, Travel Editor
Los Angeles Times

Times Mrror Square
Los Angeles, California

90953

Tel ephone (213) 972-5909
S. Circ. 1,294,274

Conmment s

The L.A. Tinmes often publishes articles on
adventure travel, but the major articles do not
usual ly focus on an individual tour operator. M.
Hulse suggested that contact be established with
Sharon Diriam of the Travel Section who wites a
travel colum addressing tour operators |ike SAWA
When this contact is made you shoul d be clear that
you were referred to her by Jerry Hulse. M.
Hulse indicated that witten correspondence of
this nature would be seriously reviewed for its
potential as a travel itemin the Tines.

Kit Snedaker, Travel Editor
Heral d Exam ner
1111 S. Broadway

BOX 2416

Los Angeles, California

99951

Tel ephone (213) 744-8999
S. Circ, 269, 396
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Bob Hirt, Travel Editor

Press
3512
Ri ver
92502

SAN FRANC

- Enterprise Co.
- 14 Street
side, California

Tel ephone (714) 684 - 1200
S. Circ. 118,011

SCO

Ri chard Paoli, Travel Editor
San Franci sco Exam ner

110 Fifth

San Francisco, California

94103

Zeke
Ti mes

Tel ephone (415) 777-2424

S. Circ. 692, 406
Sunday paper is published jointly with
San Franci sco Chronical

W ggl esworth, Travel Editor
and News Leader

Amphlett Printing Co.

1080

S Amphlett Bl vd.

San Mateo, California

94402

Tel ephone (415) 348-4321
Circ. 49, 202

Leroy Aarons, Features Editor
The Tribune
409 - 13 Street

Gakl and, California

94612

Tel ephone (415) 645-2000
S. Cire. 153,959

SEATTLE
John Engstrom Travel Editor
* Seattle Post - Intelligence
The Hearst Corp
6th & Vall
Seattle, Washington
98121

Tel ephone (206) 628- 8000
S. circ. 469, 448

Comment s
The travel section of the Seattle Post nornmally
appears in the Thursday edition. This section is
not |large and, therefore, tends to focus on
general interest travel articles rather than
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special interest articles on subjects such as

adventure travel. M. Engstrom di d suggest that
SAWA contact the freelance reporters who generally
do the articles appearing in the Post. These

reporters are

Barry and Hilda Anderson
25832 SE 152
Issaquah, WAshi ngton
98027
Tel ephone: (206) 392-5865

M. Engstromsaid that if the correspondence had
been mailed directly to himhe woul d have reviewed
it and passed it on to the Andersons to see if
they would be interested in witing an article.

John MacDonal d, Travel Editor
The Seattle Tines
Fai rview Ave. N & John

P.0. Box 70
Seattl e, Washington
98111

Tel ephone (206) 464-2111
S. circ, 469, 488

PORTLAND

Milly wWohler, Travel Editor
The Oregoni an
1320 SW Br oadway
Portl and, Oregon
97201
Tel ephone (503) 221-8327
S. Cirec. 407, 800

SAN DI EGO
Philip Sousa Evel yn Kieran
Travel Editor Travel Editor
Uni on Tri bune

The Copley Press Inc.
DBA Union - Tribune Publishing Co.
350 Canmino de la Reina
San Diego, California
92108
Tel ephone (619) 299- 3131
S 341, 840 e 123,092

78



SPOKANE

Rich Landers, Qutdoor Editor
Spokesman - Review Chronicle
Cowles Publishing Co.
W 999 Riverside
P.0. BOX 2160
Spokane, Washi ngton
99210
Tel ephone (509) 455-6933
S. Cire. 133, 390

MIDDLE ATLANTI C

NEW YORK

Bert Shanas, Travel Editor
New York Daily News
220 E. 42nd Street
New York, N.Y.
10017
Tel ephone (212) 949-1234
S. Circ. 1, 860, 989

Jim Mnes, Arts & Leisure Editor
New York Post
210 South St.
New York, N.Y.
10002
Tel ephone (212) 349-5000
Sat. 633,891

M chael J. Leahy, Travel Editor
The New York Tinmes Co.
229 West 43rd Street
New York, N.Y.
10036
Tel ephone (212) 556-1234
S. Cire. 1,523,113

Robert Raynond, Travel Editor
Staten Island Advance
950 Fingerboard Road
Staten I|sland, N.Y.
10305
Tel ephone (215) 981-1234
S. Cirec. 80, 821
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LONG | SLAND

Steve Schatt, Travel Editor
Newsday I nc.
Long Island, N.Y.
11747
Tel ephone (516) 454-2020
S. Circ. 595,492

NEWARK

Joel Sleed, Travel Editor
The Star - Ledger
Newar k Morni ng Ledger
Star Ledger Plaza
Newar k, New Jer sey
07101

S. Circ. 631,735

Rosal i e Longo, Travel Editor
The News
News Printing Co.
News Plaza & Straight Street
Pat erson, New Jersey
07509
Tel ephone (201) 684-3000
S. Circ. 46, 964

PHI LADELPHI A

M chael Shoup, Travel Editor
The Phil adel phia I nquirer
400 N. Broad Street
Phi | adel phi a, Pennsylvania
19101
Tel ephone (215) 854-2000
S. Circ. 994,966

Gene Castellano, Travel & Resort
Phi | adel phia Daily News
400 N. Broad Street
Phi | adel phia, Pennsylvani a
19101

Tel ephone (215) 854-2000

E. Circ. 294, 452
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Pl TTSBURGH

Myron Kalina, Travel Editor
Pittsburgh Post-CGazette

50 Blvd. of the Alies

Pi ttsburgh, Pennsylvania

15222

Tel ephone (412) 263-1100

Crc. 176,083
Rut h Hei mbuecher Wyndle Wt son
Travel Editor Qut doors Editor

The Pittsburgh Press
34 Blvd. of the Allies
Pittsburgh, Pennsylvania
15230
Tel ephone (412) 263-1100
S. Circ. 605,787

BUFFALO

Carl Herko, Travel Editor
The Buffal o News

1 News Pl aza
Buf fal o, New York
14240

Tel ephone (716) 849-3434
S. Circ. 368, 876

EAST NORTH_CENTRAL
CHI CAGD

Jack Schnedl er, Travel Editor
Sun - Tines
401 N. Wabash, Suite 707
Chi cago, Illinois
60611
Tel ephone (312) 321-3000
S. Circ. 669,426

Al Borcover, Travel Editor

Chi cago Tri bune

435 N. M chigan Avenue

Chi cago, Illinois

60611
Tel ephone (312) 222-3232
S. Circ, 1,116, 403
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Ei | een Brown, Travel Editor
Sunday Herald
P.0. BOX 280
Arlington Heights, Illinois
60006
Tel ephone (312) 870-3600
S. Circ. 56,717

DETRO T

Ri ck Sylvain, Travel Editor
Detroit Free Press
321 W Lafayette Bl vd.
Detroit, M chi gan
48231
Tel ephone (313) 222-6400
S. Circ. 788, 203

Cynt hi a Boal, Travel Editor
The Detroit News
615 Lafayette Bl vd.
Detroit M chigan
48231
Tel ephone (313) 222-2095
S. Circ. 858, 870

John Beckett Jack Bell
Travel Editor Travel Editor
The Ann Arbor News
340 E. Huron Street
Ann Arbor, M chigan
48104

Tel ephone (313) 994- 6989

CLEVELAND

Davi d Molyneaux, Travel Editor
The Plain Deal er
1801 Superior Avenue
Ceveland, Onhio
44114
Tel ephone (216) 344-4500
S. Cire. 500, 353

Edwi n Schoenleb, Travel Editor
Akron Beakon Journa
44E Exchange Street
Akron, Cnio
44328
Tel ephone (216) 375-8111
S. Crc. 231,060
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| NDI ANAPQLI S

Corbin Patrick Kat hy Short

Travel Editor Travel Editor
(morni ng, Sundays) (evening)

The I ndi anapolis Star The 1 ndi anapolis News

307 N. Pennsylvania Street
I ndi anapolis, Indiana

46204
Tel ephone (317) 633-1240
S. Circ. 381,175 Evening Circ. 136, 409
M NNEAPOLI S

Cat herine Watson, Travel Editor
M nneapolis Star and Tribune
425 Portland Avenue
M nneapolis, M nnesota
55448
Tel ephone (612) 372-4141
S. Grc. 578,848

Denni s Anderson, Qutdoor Editor
St. Paul Pioneer Press/Dispatch
: Nor t hwest Publ i cations
! 55E 4th Street
g St. Paul, M nnesota
55101

Tel ephone (612) 222-5011

WEST SQUTH_CENTRAL
" HOUSTON

Mary Lu Abbot, Travel Editor
’ Houst on Chronicle

801 Texas Street

i Houst on, Texas

% 77002

? Tel ephone (713) 220-7171
S. Circ. 543, 405

Ken Gisson Shel by Hedge
Travel Editor Travel Editor
The Houston Post
4747 Sout hwest Freeway
Houst on, Texas
77001

Tel ephone (713) 621-7000

S. Circ. 463, 264
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DALLAS

Karen Jorden, Travel Editor
The Dallas Morning News
A. H Belo Corp.
Communications Center
Dallas, Texas
75265
Tel ephone (214) 745-8222
S. Circ. 406, 893

Ray Sasser Janet Fullwood
Qut doors Editor Travel Editor
Dal |l as Tines Herald
1101 Pacific
pallas, Texas
75202

Tel ephone (214) 744-6111

S. Circ. 361,471
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5.3 Tourism I ndustry Contacts

Specific contacts and addresses of adventure tour booking
agenci es and mmj or whol esal e tour operators who specialize in
products like SAWN's are listed in this section. These contacts
are not listed in geographical order but rather they are listed
al phabetically according to conpany nane. The sources for these
l'istings included Travel Al berta, the “Natural H story Mgazine”,
the 1983 World Travel Directory and direct contact with sone of
the agencies identified.

These tourismindustry contacts represent a very inportant market
for adventure travel in general. Contacts which merit particular
attention by SAWA include the Anerican Museum of Natural History,
Nati onal Audubon Society Field Seminars, Sierra Cub, Smthsonian
Institute, and Educational Projects International Inc. These
contacts would be very interested in the SAWA product if it is
presented to themin a professional manner and tailored to their
interests. An attenpt has been nmade to screen out agenci es who
do not arrange tours in northern areas.

Pronotional material and an outline of SAWA's product should be
sent to the contacts of nobst interest to you. This materi al
shoul d focus on the aspects of SawaA's product which would be nost
attractive to the agency. An invitation to test your product
shoul d al so be offered along with any additional information or
references which the agencies require. At all tinmes, SAWA should
present themselves in a professional manner and as travel experts
in a unique area of the world. SAWA' s capacity and basic
standard of accommobdation nay not be attractive to sonme tour
conpani es who prefer to deal with large groups and | uxurious
accommodat i on. However, these barriers may be overcone in part
because of the unique experience offerred by SAWA

A short list of “incentive travel” conpanies has also been
included within this section. These conpanies work with ngjor
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industries in the provision of travel packages for enployees as a
form of providing incentive for increased productivity. Although
this trend represents a major new devel opnent in the trave

market, its effectiveness for SAwWA's purposes is questionable.
Travel Al berta has found that these firns typically deal with hot
sunny destinations which have a broader incentive value than
special interest products like that offered by sawa
Nevert hel ess, you may want to investigate this avenue further,
therefore, five of the key incentive travel operations in the
U S. have been listed. The Adventure Travel section of Trave

Alberta is in a good position to assist you in this regard.

If further contacts are desired in this area, the “1984 Buyer
Directory” for Rendez-vous Canada shoul d be consulted. Thi s
directory identifies firns throughout the world involved in
travel booking and also identifies the special interests of these
firms such as adventure travel

5.3.1 Advent ure Tour Booki ng Agencies

American Miuseum of Natural History
Central Park West 79 Street
New York, N.Y.

10024
Tel ephone (212) 873-1440
Comment s
Enphasi s on environnental and cul tural educationa
tours. Usually deal with a higher I|evel of

accommodation than is available through SAWA.

Forum Tr avel
91 Gregory Lane
Pleasant H ||, California
94523
Tel ephone (415) 946- 1500

Comment s
Ofer a wde variety of adventure tours in all
seasons. Appear to be flexible regardi ng group
size, level of anenities, etc.
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Joseph Van Os
Nat ure Tours
BOX 655 N
Vashon | sl and
Washi ngt on
98070
Tel ephone (206) 463-5383

Come nts
Have had past tours in areas such as Churchill,
Manitoba to w tness polar bear activity and tours
to Alaska, as well as other unique natural feature
destinations throughout the world.

Bob Tur ner
Nat i onal Audubon Society Field Sem nars
4150 parley Avenue
Suite 4, Departnent NH
Boul der, Col orado
80303
Tel ephone (303) 499-5409

Comment s
Based out of the Rocky Muntain Regional Ofice.
Ofers a wide variety of tours |led by Audubon
naturalists. Wul d be particularly attracted to
the unique bird life in the Fort smith area
Information provided by marketing office in New
YorKk.

Nat ure Expeditions International
P.0. Box 11496, Dept NH
Eugene, O egon
97440
Tel ephone 800-634- 0634

Conmment s
Market wildlife and cultural adventure, based on
five of the world' s continents.

Princeton Nature Tours
282 Western \Way
Princeton, New Jersey
08540
Tel ephone (609) 683-1111
Comments
Specialize in itineraries enphasizing natural
hi story and have sponsored past tours to Al aska.
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Questers Wrldw de Nature Tours
Dept. NH
257 Park Avenue S.
New York, N.Y.
10010
Tel ephone (212) 673-3120

Comments

This conpany has had tours which have visited
Wod Buffalo Park before, but apparently they were
organi zed by the conpany with the assistance of
Parks Canada. The typical size of tour group is
bet ween 15-20 people with accomodation being the
best available in the | ocal area. Michel Parkin
was suggested as the contact through which you
could explore the possibility of acting as the
| ocal contact for future tours in the area.

Sierra Cub
Gus Benner, Chairman
Al aska Trips Sub-conmttee
155 Tanalpais Road
Berkel ey, California
94708
Tel ephone (415) 849-1890

Comments

The Al aska Trips Sub-commttee was identified by
Ceorge wensley of the Quting Departnent as the
appropriate contact for SAWA's service and
product . O her sub-commmittees of the Nationa

Quting Commttee focus on trips to different areas
inthe world. Apparently, these sub-conmmittees
often utilize the services of an outfitter such as
yourself. The trips organized are for Sierra Cub
menbers only, typically consist of 10-15 people
and have a trip |leader assigned by the Sierra Cub
to act in conjunction with the outfitter. These
trips have a strong environnental focus and
usual |y take place during warm weat her periods,
al though interest was expressed in the dog
sl eddi ng product.

The marketing approach suggested is to send a
covering letter to Qus Benner offering SAW s
services with an enphasis on its environnental
aspects. An offer should be made of a free trip
to a potential trip |eader. M. Benner should
al so be requested to suggest any other sub-commt-
tees or trip | eaders who nmay be appropriate con-
tacts. In addition, it mght be beneficial to
mention that you were referred to himby George
Winsley of the Qutings Departnent.
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Smthsonian Institute
Edi e Stancroff

Tr avel
Capi t al

Depar t nent
Gal l ery #455

Washi ngton D.C.

20560

Tel ephone (202) 357-1300

Comments

The Travel Departnment of the Smthsonian Institute
is involved in the organization of educationa
tours all over the world. All tours have an
educational focus but this may cover a broad range
including environemntal, cultural, geological
etc. The Institute does work closely with various
tour operators on a contractual basis with the
condition that the tour neets standards of the
Smthsonian Institute. Tours range from15 to 100
peopl e, but nobst outdoor tours are at the | ower
end of the scale.

Ms. Stancroff invited you to send her sone
correspondence outlining SAWA, describing past
educational trips and containing a |list of
contacts or references (past clients, governnent
touri sm agencies, travel witers, etc.) Your
subm ssion to her should enphasize the educationa

aspects of your tours and should be presented in a
prof essi onal nanner

W der ness Travel Attention: Bill Abbott
1760 NN Solano Avenue
Berkel ey, California

94707
Tel ephone (415) 524-5111
Comments
Very extensive listing of world wde tour

destinations including Al aska. Advertise that
they cater to small groups and provide expert
| eaders.
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5.3.2

Johno

Maj or Whol esal e Tour Operators

Vells

Adventure Centre

5540
Oakl a
94618

Mel vi

Col | ege Avenue
nd, California

Tel ephone (415) 654-1879

Comment s
Thi s adventure tour operator does not presently
offer any tours into northern Canada. The company
did indicate that they would appreciate receiving
printed information from SAWA and would certainly
consi der a business arrangenent with SAWA if a
tour in the area | ooked attractive.

n C. Singer, President

Adventure Tours

3653 offutt Road
Randallstown, M D
21133
Tel ephone (301) 922-7000
Comment s
Special interest tours including outdoor adventure
tours.
Paul Christianson, Executive Director

Adventure Travel Ltd
801 Second Avenue

New York, NY
10017
Tel ephone (212) 867-8770
Commrent s
Special interest tours including outdoor adventure
tours.

Li z Busanowski

Educati onal Projects International Inc.
69 Main Street

P.0. Box 212

Essex, CT

06426

Tel ephone (203) 767-1620

Commrent s
Cater to educational groups and nay be attracted
to the cultural and natural history aspect of
SAWA' s product.

90



Si dney Rot hkopf, President
The International Academ c Travel Corp.
140 Elm Drive
East Hills, NY
11576
Tel ephone (516) 621-7747

Comment s
Cater to educational groups and nay be attracted

to the cultural and natural history aspect of
SAWA' S product .

L. E. Lindblad, Chi ef Executive
Li ndbl ad Travel
8 Wight Street
P.0. BOX 912
Westport, CT
06881
Tel ephone (203) 226-8531

Comment s
Special interest tours but usually attracted to a
| arger volume tour operator and a nore |uxurious
package than what SAWA offers.

Di ck McGowan
Mountain Travel
1398 solano Avenue
Al bany, California
94706
Tel ephone (415) 527-8100

Conment s

Wrld wde exotic adventure travel and
destinati ons.

Davi d Roderick, Director
Nat ure Expeditions International
599 Col | ege Avenue
Pal 0 Alto, California
94306
Tel ephone (415) 494-6573

Comments

Enphasi s on natural history tours throughout the
wor | d.

Geor ge Wendt
Sobek Expeditions
P.0. Box 7007
Angel s Canp, California
95222
Tel ephone (209) 736-4524
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Commrent s
Exotic adventure travel with a strong focus on
white water rafting. | believe SAWA is well aware
of this agency.

E. Ergenbright, presi dent
Thru The Lens Tours
12501 Chandl er Bl vd.
N. Hol | ywood, California
91607

Tel ephone (213) 645-8480

Commrent s

This conpany deals with tours ranging from8 to 17
menbers.  The tours tend to have photography or
cultural thenes and visit areas throughout the
wor | d. Del uxe accommodation is preferred,

al t hough sone overni ght canp-outs are acceptable.

It is suggested that witten correspondence from
SAVWA woul d be welconmed by the firnis general

manager, Brian vikander.
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5.3.3 I ncentive Travel Conpanies

Harry Mynell

Cardillo Travel Systems Inc.

5710 Hannum Avenue

Culver City, California 90230
Tel ephone (213) 649-6160

Ri chard E. Fordyce

Carlson Marketing G oup

12755 State Hwy. 55

M nneapolis, Mnnesota 55441
Tel ephone (612) 540-5514

Harry E. Rednan
E.F. MacDonal d Travel Co.
113 S Ludl ow St.
Dayton, Chio 45402
Tel ephone (513) 2126=5000

Darryl Hutson
Maritz Travel Co.
1385 N. Highway Drive
Fent on, Mont ana 63026
Tel ephone (314) 225-4000

WIiliam Wl l er

S & H Mdtivation and Travel

5999 Butterfield Road

Hllside, Illinois 60162
Tel ephone (312) 449-4900

Pl ease see the introduction to Section s.3 for coments rel ated
to this list.
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5.3.4

*

Addi tional Tourism Industry Contacts

M ke Hasler

Ednont on Conventi on Bureau
690, 10123 - 99 Street

Ednont on,

Al berta

Tel ephone 426- 4715

Conment s

The Bureau is not usually directly involved in the
organi zation of post-convention tours, however,
they do offer sone services which have potentia
for the marketing of SAWA Three primary
mar keti ng avenues open to Bureau menbers are:

a) Listing of SAWA could be included in the
Convention Trade Show Pl anning guide which is
provided to interested convention organizers
as a pronotional and organizational service.

b) SAWA coul d receive a listing of conventions
to be held in Ednonton over the next 18
nonths along with the name and address of
each convention organizer. Direct
correspondence could be sent to the organizer
to set up post-convention tours.

c) A third avenue which woul d be opened up is
the informal references provided by the
Ednont on Convention Bureau in response to
speci al requests involving adventure travel.

The underlying requirement needed to receive any
of these benefits is that SAWA would have to
becone a nenber of the Bureau. At the present
tine the cost of this nenbership is $300.00 for
tour operators. More detailed information on
menber ship is avail able through the above contact.

Susan Delziel
Prestige Tours Inc.
#1061, 8925 - 82 Avenue

Ednont on,
T6C 0z2

Al berta

Tel ephone 465-5184

Comments

This firmis involved with organizing conventions
within Alberta, running city convention tours and
organi zing post-convention tours. Post convention
tours are often sub-contracted out to other tour
conpanies like SAWA. Prestige Tours Inc. caters
to special interest groups and expressed interest
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-

in SAWA's product. In addition to the American
convention market, Prestige Tours is interested in
t he European narket. It is suggested that you
provide this firmwith some general information
about SAWA's product and pursue the possibility of
wor ki ng out sone type of arrangenment for post
convention tours.
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5.4 Trade Commissioners (Tourisnm) U.S.A Field Ofices

Canadi an Trade Commi ssioners in Tourism are |listed by geographic
mar ket area. These contacts were obtained from Touri sm Canada
through M. A Sl oan.

Al t hough not a specific market target group, the U S A Field
O fices may be valuable in establishing local contacts for SAWA
It should, however, be recognized that these offices generally do
not recognize adventure travel products as being a major narket.
Adventure product marketing is therefore not a high priority wth
t hem

The nost effective use of the Field Offices is to contact them
well in advance with a specific request. One such request m ght
be to identify additional outdoor equipnent retail stores in the
area for SAWA to contact.

PACI FI C

LGS ANGELES, SAN FRANCI SCO, SAN DIEGO

* M. Andre Pasca
Trade Conmi ssioner (Tourism
Canadi an Consul ate
510 West 6th Street
Los Angeles, California
90014
Tel ephone (213) 622-4292

Conment s _ _
Recomrended con5|derable_advance notice to ensure
request be answered in tine to neet SAWA's needs.

M. Harry Van der Veer
Trade Commi ssioner (Tourism
Canadi an Consul ate
One Maritine Plaza
Suite 1160
Al coa Buil ding
San Francisco, California
94111
Tel ephone (415) 981-8541
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SEATTLE

M. John Kern
Trade Conmi ssioner (Tourism
Canadi an Consul ate
609 Stewart Street
Seattle, Washington
98101
Tel ephone (612) 223-1777

MIDDLE ATLANTI C

BUFFALO

M. Durban Morrow
Trade Commi ssioner (Tourism
Canadi an Consul ate
One Marine Mdland Center
Suite 3550
Buffal o, N.Y.
14203
Tel ephone (716) 852-7370

NEW YORK

M. Pierre-Andre Cusson
Trade Conmi ssioner (Tourism
Canadi an Consul ate
Exxon Bui | di ng
1251 Avenue of the Anericas
Room 1030
New York, NY
10020
Tel ephone (212) 586-2400

PHI LADELPHI A

M. Don Al exander
Trade Conmi ssioner (Tourism
Canadi an Consul ate
3 Parkway, Suite 1819
Phi | adel phia, PA
19102
Tel ephone (215) 563-1709
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EAST NORTH CENTRAL

CH CAGO

M. Fred Richard
Trade Commi ssioner (Tourism
Canadi an Consul ate
310 S. Mchigan Avenue
12t h Fl oor
Chicago, II1I.
60604
Tel ephone (312) 427-1666

CLEVELAND

M. Pierre Bourgon
Trade Conmi ssioner (Tourisnm
Canadi an Consul ate
55 Public Square
10t h Fl oor
O eveland, Oio
44113
Tel ephone (216) 771-1687

DETRO T

M. Pat Coyle
Trade Conmi ssioner (Tourism
Canadi an Consul ate
1900 First Federal Building
1001 Wodward Avenue
Detroit, M chigan
48226
Tel ephone (313) 963-0144

M NNEAPQLI S

M. Doug Bourgon
Trade Commi ssioner (Tourism
Canadi an Consul at e
Chamber of Commerce Buil ding
15 South 5th Street
12th Fl oor
M nneapolis, M nn.
55402
Tel ephone (612) 332-4316
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WEST SOUTH_CENTRAL

DALLAS

*

M. Frank Lafleche

Trade Conm ssioner (Tourism
Canadi an Consul ate

St. Paul Tower
750 N St. Paul
Dal | as, Texas

75201

Tel ephone

Comments

, 17th floor
St.

(214) 922-9815

Stewart Freeman of the Dallas office identified

thre

1.
2.
3.

The
any
t he

e key areas of their office’ s activities:

Media: travel witers, advertising
Meeting & Incentive Travel
Travel Industry: tour conpanies, travel agents

office would be willing to introduce SAWA to

appropriate contacts which it is aware of in
Texas area.
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TELEPHONE AND PERSONAL | NTERVI EWS

Touri sm Experts

Government Touri sm Departments:

Airlines

Subarctic

Mar ket i ng

Al berta Tourism and Smal | Busi ness
Dan Cher ney

Nort hwest Territories Tourism & parks
Al Kaylo

Yukon Department of Tourism
John Lawson

Adventure Products Pronoters

Mountain Travel (Adventure Travel Listings)
Di ck M Gowan

Air Canada
Doug Sladen
Mar ket i ng Manager

Al askan Airlines
Garry Odle
Director of Marketing

Pacific Western Airlines
Maureen Giffen
Manager of Tourism Travel

W | der ness Adventures Ltd.
Jacques van Pel t

Contact Confirmation

Approxi mately 40 additional telephone discussions were
held to confirm the validity of the U S. contacts
listed in Section 5 of this report. Those contacts
which were confirmed as being effective for SAwWA's
marketing efforts have been indicated in the report by
an asterisk next to their nane.
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