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In Canada, the vast bulk of our current nmarket is, and wll
probably continue to be, the direct consumer fromthe United States --
those who come in a private car with their famly. In analyzing this,
it is necessary to recognize the percentage of the total tourismrevenue
to the Territories, derived by the Territories fromeach type of tourism
Generally, there should be a direct relationship between the anounts of
money spent in further developing a market, and it's inportance in the
total pattern. It, therefore, cannot be arbitrarily stated that the
Nort hwest Territories nmust delete direct consumer promotion, publicity

and advertising and concentrate exclusively on the trade.

The trade nmarket, or the whole field of selling a tangible
product to the consuner through a sales outlet somewhere outside your
market area is going to take considerable tine to develop. The Northwest
Territories cannot expect to go co-operatively into a given area with the
trade, the Canadi an Governnent Travel Bureau, other provinces, and the
carriers, and inmediately generate a series of tours that will match what
your traditional market of campers, hunters and fishermen now produce.
Moreover, it can be expected that the traditional market will remain and

probably increase in the years ahead.

Consi der abl e thought nust be given to future activities within
the general framework of what your budgets are going to be for the whole
field of promotion, publicity and advertising. It is felt, however, that
the trade outlets, particularly in Canada and the United States, offer the
greatest potential for increased business in nonetary terns, but not

necessarily in the number of visitors. It is generally agreed that a
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person traveling in his own car with his family is less likely to use
the tourist services and facilities of a given city, area or region than
the person who comes in on sone form of package tour which is all prepaid.
The latter type of visitor uses the services and facilities of guides,
buses, prepared food and accommodation. This creates a far greater demand
for a nore sophisticated plant and associated service industries. The
average autonobile traveller is happy with canpgrounds or trailer parks.

He spends | ess noney per person per night than the average person com ng

to an area n a package tour.

In summary, it is felt that a greater proportion of the tota
pronotion budget should be spent by TRAVELARCTIC in direct relations with
the trade, but not .to the detrinent of the traditional consuner market of
the Northwest Territories. |In effect, what is really required is not a
di m nution of the current budget for consuner pronotion and adverti sing,
but its maintenance coupled with an increase in expenditures for activities

geared towards the trade.

Basically those agencies involved in the pronotion of tourism
are faced with continually increasing costs. The cost of advertising,
publicizing, promoting, printing and distributing brochures, and even the

efforts to analyze the results of all these activities are steadily nount-

ing.

The big advantage that you have in pronotions to the trade is
that it is becoming nore evident to everyone involved, that they can get

the best results by doing it co-operatively.
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2. Jurisdictional Mrketing Pronoters and the Potential for Co-operative
Action

The specific marketing strategies that TRAVELARCTIC has devel oped
or mght develop in the future, should be based primarily on their own
priorities. The general devel opment of what they consider to be their nost
effective market areas and the initiation of specific activities that they
desire to direct to key pronpotional outlets in the trade is their basic
decision. This, froma national perspective, mght be termed as "regional-
izing the pronption”, a process that is the direct responsibility of

TRAVELARCTI C.

It is the responsibility of the Ofice of Tourismand, particularly,
t he Canadi an CGovernment Travel Bureau to prompte tourismto Canada and al so
wi thin Canada, since the Bureau is now involved in the pronotion of donestic
travel. There are obviously specific market areas which are of prine
interest to Canada and these set specific priorities and objectives for

federal programs relating to the travel trade.

The opportunities, and hence the nost logical priorities, of
TRAVELARCTI C and the O fice of Tourismmay differ to a considerabl e degree,
due to the geographic prospective within which each must’ operate. There are
things that each of us can do alone, in neeting these individual responsib-

ilities.

It is equally true, however, that there is an area of nutua

interest and benefit. Here there are possibilities for co-operative prograns,
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strategies, and priorities that suggest that joint action on the promotion
and development of tourism to and within Canada will be beneficial. This
takes many forms including co-operative advertising, co-operative consumer
promotion, co-operative travel trade promotions. Mor eover, t hese are
opportunities of inportance for co-operative action involving nore than
one provincial or territorial travel office, in conjunction with the

O fice of Tourism in a pronotion or devel opnent program for a region of

Canada.

While all provinces and territories are, on the surface, conpeting
for the same travel dollar, be it American, Canadian or Foreign, it is
becom ng nore and nore evident that the promotion of Canada will be nost
effective on a regional basis. In effect, if the major interest of a market
area is in Western Canada it is not expedient, on the whole, to attempt to
pronote the Northwest Territories in this market as a final or prinmary
travel destination. It is more logical to attempt to sell the Northwest
Territories on the basis of “See the Rockies and come North” or “See the

West Coast and the Territori.es”.

A co-operative working relationship should be devel oped between
the Provincial Governnents and the Northwest Territories because they mnust
eventual |y becone involved in the proper and effective pronmotion of a whole
region of Canada. The provinces may forma destination within a donestic
travel market, so that Alberta, for example, might say "50%Z of all our

business comes from the Province of British Columbia”’. Obviously they will
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spend a proportionate amount of their publicity and pronotional funds
and efforts in that area. On the other hand, a certain percentage of
their total market comes fromareas outside British Columbia that |ikely
includes the Northwest Territories, Saskatchewan, Manitoba and Ontario
as well as specific areas in the uvnited States. The same would be true
of British Colunbia where a percentage of their visitors cone from

provinces other than Aberta

Wi | e there IS direct conpetition for the specific travel dollar,
co-operative pronotion efforts, directed towards both the consumer and the
travel trade, can be highly effective. If resources and efforts are pulled
towards a comon goal everyone involved in such co-operation benefits in
the long run. This has been proven by the co-operative pronotions of the
C.G.T.B. with the carriers abroad, with the operation of the famliarization
tour programfor a fraction of the total cost involved, by individual effort
the C.G.T.B. can get the same kind of coverage for Canada as a trave
destination as the commercial interests do or the provinces or nunicipalities.

3. Functional Relationships between Travel Arctic and the Canadian
Governnent Travel Bureau relative to the Promotion of the Travel Trade

Attention is directed to the manner in which the Bureau has
organi zed to face this problem and what the Bureau views as some of its
priorities. As this theme is developed in sunmary fashion, many opportun-
ities and, indeed, requirements for co-operative action between the Federal

Territorial and Provincial Governnents, and also the municipalities, carriers,

and trade outlets will becone evident.
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The total program of c.c.T.B. can be broken into four basic

el ements, nanely:

(a) Goup and Individual Famliarization Tours
(b) Travel Trade Pronotions

(c) Travel Trade Relations and Sal es Devel opnent
(d) Pronotion of Canada as a Convention Site

(a) G oup and Individual Familiarization Tour Program

The operation premse or basic rationale for the program of group

and individual famliarization tours can be sinply stated as foll ows.

|f Canada is to have the benefit of a salesnman, or an arbiter of
travel, to effectively promote and sell our product, he mustfirst know his
product. In essence, this program is designed to bring key tour operators,
wholesalers and travel agents to visit Canada to see at first hand its
attractions, tourist facilities and services, including the whole broad
spectrum of the components that go into the preparation of a package tour.
Those on the tour have an opportunity to acconplish several things during
their visit in Canada. They can make a personal analysis of what we have
available, and can relate this to what they feel can be marketed in their
specific nmerchandising area, be it inthe United States, France or Australia.
Secondly, they can establish personal contacts with people in the industry
across Canada, administrators in the Federal, Provincial and Territoria

Governments and the local, regional, national and international carriers,
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railway companies, U-dri ve operators, hotels, and notels. Consi derabl e
followup is undertaken by our offices in the field and by those of the
carriers to ensure optimum devel opment of potential tour traffic, either

to a specific region in Canada or to Canada as a travel destination.

Hopeful 'y, after establishing the aforementi oned contacts, they

are able to go home and say, “Well |1’ve seen this particular part or region
of Canada” or “I have seen a broad overall view of what Canada has to offer”.
Now i f |, as an agent, aminterested in devel oping a new market, | can now

get down to specifics.

G ven sonme general contacts there are several ways that the agent
can proceed. He can visit the local C.G.T.B. office in his honme area, be
it CGncinnati, Frankfurt or Sydney, and get assistance in the devel opnent
of an itinerary for any type of a tour, be it a general interest or nore
specialized or special interest tour of businessnen, cattle breeders, mnk
ranchers, etc. Subsequently in co-operation with the key carrier fromhis
area into Canada that woul d automatically beconme involved in the devel opnent
of this programincluding it's pronmotion, publicity and ultimte sale, he

woul d put together the package tour.

This Goup and Individual Famliarization Tour Program al nost
W t hout exception, is carried out on a co-operative basis and is initiated
by the C.G.T.B. in consultation with its field offices and the mgjor
Canadi an carriers in the area. The financial involvement is basically

undertaken by the C.G.T.B. with very intensive support by the carriers and
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at the present time, conparatively limted support from the provinces

and rmunicipalities.

It has becone increasingly evident over the past four years that
our devel opnment of Canada as a travel destination will have to be broadened
into the devel opment of Canada as part of a North American destination
concept. The average tour operator or whol esaler from countries outside
the U S is nore interested, and obviously can hope for far better returns,
if he can market a region of North America rather than Canada as a basic
destination. The C.G.T.B. for this reason is now exploring the possibility
of establishing closer working relationships with the U S. Travel Senmite
for the devel opment of regional North American tours. In this case, group
fam liarization tours would be undertaken again on a co-operative basis,
involving the CGT.B. , the US T.S. , and the Canadian and American carriers.
The objectives is the developnent of quite a different tour than-we' ve been

attenpting to pronote in the past.

Unfortunately, to date, no group of agents brought to Canada by
the C.G.T.B. under this program has visited the Northwest Territories. With
the linmted budgets available to the CGT.B. , the groups brought to date
have been limted in nunber and size. Cenerally speaking, because of these
limtations of both budget and staff, it has been necessary to restrict
pronotional efforts largely to what the foreign travel agents thensel ves
consider to be the major marketable areas of Canada, and in nobst cases,

these are agents outside the Continental U S A
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To date these agents have displayed miniml interest in the

Northwest Territories. The bul k of them have not visited the Northwest

Territories and hence have not been exposed to opportunities for the

devel opment of new tours in their narket areas that it may offer.  For

thepast twenty years the tours that they have been marketing to this

conti nent

have been essentially regionalized tours of North Anerica with

Canada rarely featured as a travel destination.

transpor

of Weste

One of the mmjor drawbacks has been the cost of Trans-Atlantic

tation, particularly in relation to Canadafs major overseas narket

rn Europe. Here Canada nust conpete as a travel destination with

other prime destinations where there are much nore |enient charter

regulations resulting in much | ower air fares. The devel opnent of the

package tour market is now 15 to 20 years old and a plant has been devel oped

inmany areas at |ower costs to neet needs. You can go from Germany to U

East Africa on a photographic safari for something under $200 for three

weeks.

or whol es

fleets of planes.

the hote

busi ness,

This is based, of course, on the assunption that the tour operator

aler is providing his

own jet equiprment and many of them now own

Many own the hotels, or have exclusive contracts wth

I's in the area, and because they’'re able to devel op nass vol une of

the price goes down.

Across Canada, and particularly in the North,

while the market is currently in excess of $100,000,000 a year, this country

still re

presents a very snall

proportion of the total ampunt of tourism

that comes into Canada, particularly fromthe U S W aretherefore,

faced w

th the problem -- “which cones first, the chicken or the egg?”.
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Do you create the services and the facilities and then devel op the denmand
for the product or do you create the demand first and hopeful |y devel op

the facilities and services afterwards?

It is the hope of the Bureau, because itis undertaking a nuch
more concentrated attack on the U S. trade, without really dimnishing our
efforts with the overseas travel agents, to place travel pronotion officers
inthe field whose prime responsibility will be the nmerchandising of Canada
directly to the trade rather than to the consumer. This represents quite
a shift in the Bureaus operational enphasis in that it is becomng nore
mer chandi sing oriented towards the travel trade structure in the US.,
which is viewed as possibly having asgreat or greater potential than the
overseas trade market. It is of interest to note that these activities are
bei ng undertaken without cutting back on any of the prograns ained at our

larger traditional market of potential autonobile travelers in the U S

The whole prenise is, of course, that it is necessary to show an
agent ora whol esal er how he can make a dollar selling Canada. The C.G.T.B.
believes that there is big potential even in narkets like California where
the vast mpjority of people are still driving to Canada, for the devel op-
nment of package tours that are sufficiently attractive to the agent in that
he can readily sell themat a profit, conparable to nany of the package

tours that he is currently selling to Hawaii, Nassau, Zurich, etc.

There are anple opportunities for TRAVELARCTIC to draw substanti al

benefits from this program through co-operation with the C.G.T.B.
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thefinancial and physical support of PWA to take the group from Ednonton
to Yellowknife. At this point, TRAVELARCTIC would becomre involved in the
provision of air services within the Territories. This would likely

i nvol ve scheduled flights, again with the co-operation of PWA and charter

operations totally subsidized by TRAVELARCTI C.

This could be quite an expensive proposition if the cost is
entirely borne by one governnent agency such as TRAVELARCTIC. Actually
tens of thousands of dollars nust be expended to bring ten agents froma
variety of market areas in the world to the Northwest Territories, and

show them the highlights of the area in an 8 to 12 day tour.

The feasibility of the project therefore, rests in large part
upon enlisting the support ora nunber of partners in the venture, al

of whom stand to gain.

The Territories nust give serious consideration to ways and means

of maxim zing their returns fromtheir investment in an adventure of this

type.

The facility for organizing such a tour is not as great in the
Northwest Territories as in Ontario, Quebec or Nova Scotia, where the
agents mght visit four of five key netropolitan centres and during their
stay in those cities, be able to neet with the Director of Tourismfor the
Gty of Toronto, the representative of Gray Coach Line Sightseeing Conpany,

the owner of a prestige restaurant, the managers of the hotel chains to
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di scuss group rates, discounts, conmissions, off-season rates, run-of-
the house rates, etc. This is an inmportant part of the educationa
programin which the agents are given an opportunity, not only to see
things first hand, but to meet the key people, that, hopefully, they re
going to be doing business with, either directly or through a Canadi an

contractor who would put the tour together for them

On an initial effort like this, as proposed by the Northwest
Territories, it will be primarily necessary to show the agents the basic
elenents that are available to themfor the devel opment of sone sort of
atour. It nay be sonething conpletely different fromthe nornal genera
tour which would prove suitable in Southern Canada. (Quite obviously the
Nort hwest Territories have problens of distances, facilities, accommodation,
feeding and entertaining passengers on a package tour. It is really up to
the tour operator, if he is looking for something different and unique, to
identify those features such as seal hunt or Eskinmo dances which appeal to

him and attenpt to develop them

Advant age must be taken, however, of all opportunities for the
agents to neet with local people now involved, or who might becone involved
at a later date, in physically handling any groups that they mght bring
into the area. Included in this group are the Chairman or the President of
the | ocal Chamber of Commerce, |ocal tour operators or travel agents and
carriers. The local travel agent in Yellowknife, for exanple, mght be
interested in handling a group from New York and meki ng arrangements for

sightseeing and accommodati on.
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Nornmal Iy, the C.G.T.B. begins the initial planning of these
tours approximately nine to twelve nonths in advance of the event. This
is not always possible, but for budgeting purposes it is necessary to
have atleastaclear i ndi cati on of the type of groups to be brought in;
where they will be recruited from where they are going to visit; and

how nuch the operation is going to cost, well in advance.

If the programis supported or initiated by the C.G.T.B. in
co-operation with other interested parties, such as the carriers or the
provinces, obviously conprom ses are made in the devel opment of the
arrangenents.  For exanple, if Air Canada offers free transportation for
a nunber of German guests, the C.G.T.B. can't say to Air Canada that the
agents will be taken to Nova Scotia and Quebec, if Air Canada, in that
particular market area where the agents operate, know that they stand a
better chance of developing a profitable fishing and hunting tour or a
tour of electronic engineers to other areas of Canada. |In alnost every
instance, where a nunber of people are involved in the devel opnent of the
program where the Bureau is paying for all the ground arrangenents in
Canada, it has the final say on how the program is devel oped. Problens
or conflicts are few because generally speaking, the C.G.T.B. have specific

areas that it knows are narketable in overseas markets.

The C.G.T.B. can alert the Territory sufficiently early 10
provi de adequate lead tine for it to make adequate preparations.  TRAVEL-
ARCTI C nust on their part prepare a program for review by the CGT.B. , who

m ght suggest that the Northwest Territories should be doing nmore of this
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or less of that because the group is essentially interested in a
particul ar aspect, due to its understandi ng of the marketsabroad and

the elements of our plant that are saleable in specific overseas markets.

(o) Travel Trade Pronotions Program

The program takes t he form of audi o-visual presentations and
sal es sem nars produced in tawa by the CGT.B. , or under contract, by
private conpanies. The Bureau then takes these shows to major nmarket

areas.

In the winter of 1969-70, 47 shows were held in 14 European
countries. The previous year 16 shows in 4 South Pacific countries were
covered. In the winter of 1970-71 the Bureau expects to visit 16 to 20

key American cities with this type of show

In the past, the format of the show has been essentially
educational. The intent has been to show the agents, not only what Canada
has to offer themas the pronoters and sal esnmen of international travel,
but how they can make a profit. As the presentation attenpts to show the
agent how the C.G.T.B. can assist himin the devel opnent of new business to
Canada; to show himthe conm ssion structures in hotels; and transportation
systens; and the facilities that exist for the handling of special tour
groups or the devel opnent of new tour itineraries; the methods for the
devel opment of contacts and how the C.G.T.B. supports their publicity

activities with local direct mail, consumer and trade advertising.
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With the shift in the enphasis in the Bureau’s operations
towards the travel trade, and particularly the travel trade in
North Anerica, the basic format of the show will not change. The Bureau
will, however, concentrate increasingly on the manner in which the Bureau
creates markets for the agent through consuner advertising, direct mail
speci al consumer pronotions, travel trade sem nars, and continual contact
by travel pronotion officers in the field with support fromthe Trave
Trade Relations Division in Ottawa. |In effect, it will be basically a
mer chandi si ng techni que that the Bureau will adopt towards the trade
rather than an educational pronotional technique. The Bureau is, there-

fore, becom ng increasingly involved in the nerchandising of the product.

These prograns are, to a very great extent, initiated and carried
out by the Bureau, wusually with one or two major participants, namely,
CP Air and Air Canada. To date the Bureau has not been able to enlist sub-
stantial support from the provincial governnents. TRAVELARCTIC has not been
contacted for financial assistance because the Bureau has not experienced a
shortage of funds. The mgjor costs in producing this type of a show have
been manageable within our own budgets. The cost of taking the show to
specific market areas and putting it on in conjunction with hospitality
provided to the agents, operators and whol esal ers has al so been nanageabl e

because of participation on the part of Air Canada and CP Air

The expansion of this programin the U S. A wthout really

di m ni shing the Bureau's other activities abroad will stretch the budget of
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the Bureau a little bit in the year to come and possibly for a nunber of
years to come. The Bureau mght | ook for greater participation on the

part of the provinces and the territories.

Wth the change in the format of the show, it is difficult to
see a financial or physical role for anyone other than the Bureau in the

devel opment or conpletion of this type of program

In the previously discussed “famliarization tours" the Bureau
needs both financial and physical assistance in bringing these guests to
the Arctic. Once they arrive, TRAVELARCTIC must show them around. In
this program the situation is different. it’'s difficult to put together
an audi o-vi sual nerchandising semnar for travel agents and give each
province and territory adequate or equal time on the program when, the
Bureau is changing the format fromthat of a pronotional one to a thene

conbi ning the pronotional aspect with nerchandising the product.

(d) Travel Trade Relations and Sal es Devel opnent Program

Al though just recently commenced, it is expected that this will

be a very inportant program in the future.

One of the mmjor problens that the Bureau and everyone el se
concerned with the promotion of tourismto Canada has been confronted with
over the last 15 to 20 years, has been that although Canada has a highly
mar ket abl e product, there is a lack of facilities or services required to

cater to incoming tourists who do not arrive by car. This includes the
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broad spectrum of visitors who arrive by ship and plane or who come on
a cruise liner. Canada simply does not have the facilities set up or
the properly trained personnel to escort these groups at competitive
rates. Canada or regions, therefore, cannot be promoted and sold abroad
or in the U.S.A. as a very competitive destination in itself or as part
of a North American destination. To sone extent the problem has been
one of over-promotion of a product that lacks the proper facilities to

service the demand once this promotion is successful.

The basic intent of this programis to undertake the proper
devel opment of sales outlets, services and facilities in Canada to cater
both to the Canadian visitor traveling within his own country and to
overseas visitors who cone to North Anerica and hopefully visit Canada

as part of the North American tour.

The devel opment of any services or facilities to cater to any
visitors nmust start at what can be termed the grass roots level. It nust,
in effect, involve the people of the community who nust be interested in
the reception of visitors from wherever they cone. The community nust
offer the facilities required, such as sightseeing tours, properly trained
and licenced guides, hotels that are aware of the needs of foreign visitors,

such as translators and all servicing facilities required for any visitor

In large part, the problemrelates to the need for an educationa
program ained at the general public. The average Canadi an sinply doesn’t

have a real awareness of the inportance of tourismto his community, his
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region or his area. Many studi es have been undertaken of the expenditure
of the tourist dollar and the many segments of the |ocal econony that
benefit fromit. A dollar spent at a hotel filters down to the |ocal

pl unber, the local grocer, the area whol esal er, and throughout the whole
econony.  Sonehow this does not appear to exert the inpact upon the public

that it shoul d.

Thi s program cannot have a real success unless the people in
the local areas become involved. This is where TRAVELARCTIC nust play a
key role in relation to the devel opment of the services within comunities,
areas and regions. Moreover, CO-operation wth agencies for facilities in
the key areas enroute to the Arctic is necessary. For exanple, Ednonton
may have to develop” facilities and services to neet increased travel to
the Northwest Territories because it serves as a staging area for travel to
the Western Arctic. The carriers nust also be involved, including the

people who are operating the local bus tours.

The Bureau will be working very seriously in analyzing what Canada
really has to offer; the type of tours currently operated to all areas of
Canada and where they originate. An attenpt will be nade to define some of
the deficiencies by season, narket area, and destination in Canada. After
this analysis, the offices of the Bureau are planning to work very closely
with TRAVELARCTIC and provincial and municipal governments in the develop-
ment of local education and training progranms and the possible formation of

[ ocal consortiunms or groups of individuals or associations who can spearhead
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this type of a movement throughout the local comunities.

The anal ysis of package tours to Canada, hopefully should enable
the Bureau to indicate to practically every community in Canada whet her or
not they are on a package tour from anywhere in the world. This is going
to be an enormous task. Initially, enphasis will be placed upon the
American market and its trade outlets. The analysis of foreign tours
comng into Canada woul d take equally as |ong again and probably | onger,
because the information isn't readily available to the Bureau in Otawa.
The Bureau's field offices nmust be canvassed, as nust all the internationa
carriers and all pronmotional and sales outlets. We should then know how
many tours cone from each country, the formthey take; the tinme of the year
that they enter Canada; and the regions visited. The task will start with
the U S. market which has the greatest potential for increase of any narket

inthe world as far as Canada as a whole i s concerned.

At this stage in the devel opnent of the program it is inpossible
to precisely define the support activities which mght be undertaken by the
carriers, or the provincial, municipal or territorial governments. The
Bureau is really feeling its way in an attenpt to devel op two plans; one
based on short-range objectives; and the other on |ong-range objectives

strategies and priorities.

It is inpossible to go to the trade anywhere in the world
including Canada, and sinply state that the Bureau wants them to devel op

moretours to Cape Breton Island, the Arctic, or the interior of British
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Col unbi a. The Bureau must be fully aware of what is presently avail able
on the marketplace in the U S and Canada to these areas and establish
possi bl e areas for new devel opment. A conposite attack upon the probl em
i s needed, that considers what can be sold in specific narket areas in
Canada and the U S.; what areas and regions of Canada are narketable; and
what are the deficiencies within those areas and regions that must be
rectified. Moreover the Bureau is attenpting to broaden the season by
havi ng people come in groups or on escorted tours over a longer period of
time rather than in just the two rmonths of summer. Al their aspects
have to be built into this analysis and it is going to take considerable
time to consolidate this information, classify it and establish deficien-

ties.

Whenthis research is conpleted, the Bureau will be in a position
togotothe | ocal Boards of Trade, Chanmbers of Conmerce, tour operators,
and the local and regional carriers to conduct a series of regional or
| ocal sales semnars. Here the Bureau can get the |ocal people involved
through nmeetings with its officers to discuss problens and determine the
nost effective ways to develop the elenents of a basic city package tour
and | ocal two-or-three-or-four day regional tours using the conmunity as

t he base.

TRAVELARCTIC can play a very inportant role in this process. It
is not anticipated that the C.G.T.B. would go into a community and attenpt

t-o establish the kind of rapport with local conmercial interests without
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t he assi stance and co-operation of the territorial and nunicipal governnent
authorities. The operation nust be spearheaded by TRAVELARCTI C who woul d

carry the concepts to the local communities

At the next neeting of the Northwest Territories Touri st
Association it mght be to the interest of TRAVELARCTIC to provide for an
i ntroductory discussion of this programand to indicate the opportunities

that exist.

Cenerally speaking, there is a lack of awareness in nbst communities
with respect to the inmportance of tourismto a comunity -- the economc

benefits to be attained and the requirements of visitors.

The big problemthat we face in the devel opnent of tourismin al
parts of Canada is that, while we are attenpting to attract or to maintain
our traditional market, which is the U S. automobile traveller, most people
don't realize that conpetitor nations are naking greater efforts to lure
themaway fromus. |If, for exanple, Spain introduces an even nore sophisti-
cated travel plant that they have already, or Italy, or France or Cernany,
they can lure away some of our traditional autonobile travelers. Those
cormunities that are presently “fat cats” are going to feel the pinch and
the only way that they will be able to maintain the present inpetus of tourism
into their community, and hopefully inprove it over the years ahead, is through
t he devel opment of proper servicing facilities, not only for the individua
aut onobi |l e traveller, but for the traveller from new market sectors. Peopl e

who are presently not comng to Canada because it’s too far to drive or
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because they feel that it is too expensive, nust be attracted by formation
of a proper nucleus of services that can be offered at highly conpetitive
rates. This is really all part and parcel of the educational programto

be undertaken at the l|ocal |evel

i i | M 144 e PaaY. 2a
(d) The Pronotion of Canada as a Convention Site X Alie ot rarre e

This is a very lucrative, but very competitive and select mar ket ,
that includes Association and Sales Meetings, Incentive Sales Program,
Sales Seminars, etc. Statistics prove that the average conventioneer will
spend about $45 a dayin a given community or about three to four times as
much as the average tourist will spend. Alargegroupin one city for four

days may | eave behind $1,000,000 -- a boon to the econony.

The Bureau is now in the process of preparing the second edition
of the Manual of Canada’s Convention Facilities. The first edition has had
very broad distribution to regular trade outlets as well as to virtually
every association executive and every nunicipal or provincial convention
bureau acrsss the country. A |arge nunber of international associations
wi th headquarters outside the country have received the publication. Mre-
over, it is distributed to every trade commr ssioner abroad and to every
Embassy. Al the airlines have themavailable for their use in the devel op-

ment and promotion of convention business

TRAVELARCTI C nmight approach this field fromseveral points of view

In each case there are difficulties confronting the Territories.

Because of the range and scale of its facility base the Northwest

Territories cannot host large conventions. To lure large domestic, regional
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national or international groups to a given location, sophisticated

convention or meeting facilities are a basic essential.

Overthenextfew years, this will not appear to be an area
wher e TRAVELARCTI C shoul d or coul d undertake intensive work or projects.
It is not feasible to spend the enormus amount of noney involved in the
promotion of this type of tourism unless you have the plant to support

it.

There are possibilities in Yellowknife and possibly Frobisher
for small convention groups. Some of this activity will be stinulated
by adm nistrative conventions or neetings of the federal, provincial and
territorial governments. TRAVELARCTIC has little opportunity to influence
t he decision making process in this instance. It is extremely difficult
to deal directly with the plethora of associations that stage neetings and
conventions of a mbdest scale across Canada. Goups of this type usually
conme to an area on the invitation of the |ocal nembership fromthat area
In effect, the devel opnent of this type of business depends in a |arge
part upon local citizen initiative. Mreover, there must be operative
entity available in Yellowknife such as a Yellowknife Tourist and Convention
Bureau that can support and undertake this type of promotion, either in
conjunction with TRAVELARCTIC, or with TRAVELARCTIC inpetus and initiative
Cbviously this group nmust involve people in the acconmpdation, food and
beverage businesses. It nust be conposed of the sane type of nenbership as
It nust be conposed of the same type of menbership as the G eater Vancouver

Visitor and Convention Bureau
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A second area of interest for TRAVELARCTIC lies on the devel oprment
of pre- and post-convention tours fromthe larger cities of the south includ-
ing Mntreal, Wnnipeg, Edmonton and possibly Calgary and Vancouver. These
are two distinct functional entities to consider in this instance. Nanely
the Tourist and Convention Bureaus of the cities and the |ocal chapters of
the National and International Associations staging the convention. Each

play vital and highly inmportant roles in this drama

The Tourist and Convention Bureaus of the cities conpete effect-
ively in the marketplace to draw conventions to their area in order to
derive the associated economc benefits. They have the funds and the
expertise at their disposal to do the job. Since they are few in nunber,

wor ki ng contacts with these groups is relatively easy.

It's becomi ng nore and nmore evident that national and internationa
conventions will be held in a given country only, when that country, or the
Canadi an chapter of that association nakes a bid. In other words, society
or association “X" will only consider city “Y" as a convention site if the
| ocal group sends their President to this year’s convention to make a bid for
1974 by invitation. These are the people who will organize the whol e program
in the convention city. There is an inherent problemin the devel opment of
pre- or post-convention packages in that very few convention associations use
the services of a travel agent. They nornally have their own convention

conmittee which very often works together with the Canadian host commttee,
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ifitis an international group. The local chapter in city "Y" organizes

the local tours, and the local ladies' program

Itis suggested that the cities and the associations bidding for
conventions mght substantially inprove the attraction of their site by
being in a position to offer the opportunity of post convention to the
Nort hwest Territories particularly when national or international groups
are involved. The city is not likely to lose anything substantial in a
monetary sense. The territories can only handle small groups at the
present tine and in any event the bulk of the visitors normally |eave the

city shortly after a convention.

There are several problens facing TRAVELARCTIC in this respect
apart fromthe current limtations on the scale of their plant and absence

of effective local groups to handle this type of business.

The convention business in the sumrer nmonths of July and August

is perhaps at its nadir. In effect, we would be attenpting to pronote
spring and fall travel to a considerable extent. It is perhaps somewhat
more difficult to “sell” the territories at this season of the year due to

the ‘lack of angling opportunities and the general inmpression of the climte
of the Northwest Territories at this season. On the other hand the tourist

plant of the Territories is not so fully occupied.

Oneof the biggest problens that TRAVELARCTIC faces is in getting
a nucl eus of proper infornmation on conventions in Canada and they are not

alone in this respect. The business is so conpetitive that an individua
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province or an individual Convention Bureau run by a nunicipality that

may have nmade a bid, and won a convention, will not dissemnate this
information to anyone, for fear of losing the convention. Conventions
are usually booked fromthree to ten years in advance. For the sake of

di scussi on suppose that hotel “X' in city “Y" won a bid to host the
International “Z" Convention. Under no circunstances would the hotel
release this or make it general know edge because quite obviously conpeti -
tive hotels in city “Y" or conpetitor cities would try to lure this

busi ness away from city “Y'. This is how inmportant the convention market

is.
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PART |

The Private Enterprise Marketing Structure

The Concept of the Package Tour

There are five basic components that go into the formati on and
the effective devel opment and sal e of package or inclusive tours that nay
contain any or all of the conponents subsequently noted. Normally the
word “package” or “inclusive” incorporates the general terns of an

i ndependent tour or an escorted tour. The five basic elenents are

a)  Attractions and Events

b)  Transportation

C) Food, Beverage and Hospitality Services
d)  Accommodation

e) Sales and Distribution Outlets

a) Attractions and Events

The field of attractions and events covers two distinct features,
nanmely, natural attractions including topography, geography, etc. , and
man- made attractions including theatres, buildings, highways, cities,
comunities, etc. Events essentially refer to hallnmark events, that nay
be regional, national and sometimes even local in character but can be used
in thenselves as an attraction to lure visitors to a given nunicipality,
region, area or country. Some exanples would be Klondike Days in Ednonton,

the Trappers Festival in Flin Flon, the Quebec Wnter Carnival, the
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Shakespearean Festival in Stratford or the Ckanagan Peach Festival.

There are thousands of others across the country during the year.

To be effective in the development Of a new tour or in the
devel opment of a tour to a new area, the event or the attraction should
be unique or distinctly different. It nust entice people to spend
consi derabl e sums of nmoney to travel to that area and sonetimes spend
additional monies to go to that specific location for a limted amount

of tinme.

On the basis of nmy brief visit to the Arctic and my previous
know edge of the attractions available, | think the strength currently
available to TRAVELARCTIC in the devel opment of package tours would be
in the field of natural attractions. In ny estimation, the Western Arctic
is quite a unique travel experience both topographically and geographi c-
ally. The imrensity of the North is something that is in itself a unique

attraction.

Inthel ong run, | believe that steps nust be talgen wth the
\l

initiative of TRAVELARCTIC to develop a hall mark att'ractl.on 01 event some-
/\ \ ~ !

where in the Arctic. From ny bri ef knowled&e of the areai Ll‘eel t‘nls
o( N

s T o

should be in the Western Arctic because at’ 1; e\present
-( y

superior plant to the Eastern Arctic in terms of e.ase af access an initial
._; V" _‘\ R

staging route in Yellowknife, a selectlon of c>ommun|t|es not too far from

-~
o

t| me 1t>>has a

Y ellowknife which can handle the overflow
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1 do not consider the Alexandra Falls as an attraction unique
enough to warrant bringing in a group of people to Yellowknife or
Hay River as a staging area and then conduct this side trip as a primary

attraction.

The Western Arctic does not appear to have any unique man- made
attractions at the present time. People are often msled by this general
category of nman-nade attractions. An exanple might be Toronto's City Hall,
Place des Arts in Mntreal, or the Wnnipeg Centennial Theatre. People in
these cities might consider them to be unique, but, in thenselves, they are
not really capable of drawing visitors on a package tour. They're not
uni que enough, and can only forman incidental part of a total sightseeing

tour program

TRAVELARCTI C nust make an analysis of what, in their estimation,
are some of the unique natural attractions of the North that have easy

access to transport and service facilities.

The devel opment of a hall mark event nust be considered in terms
of traditional markets and how they can be further devel oped, and at the
sane time, offer opportunities for devel opnent of tour business to markets
farther afield. The perspective for the consideration of this problem
need not be international. Such an event in Yellowknife m ght draw
t housands of new visitors to the Territories, who come fromno farther

afield than the Yukon, Manitoba, Al berta, Saskatchewan or British Col unbia.
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The Arctic Wnter Ganes in 1970 were an outstandi ng success,
drawi ng participants from various comunities in the Northwest Territories,
the Yukon, Al aska, Saskatchewan and Manitoba. The entire accommodati on
capability of Yellowknife, including private hones, was strained to the
limit. In Frobisher, they celebrate Tunic Days each Spring. Events of

this type represent trends in this direction.

In the development of an event, a total involvement on the local
level by the people who are going to be very closely involved in neeting,
greeting and servicing visitors will be necessary. Obviously you can't
do this if the Territorial Governnment feels that in doing so the natives
wi Il becone commercialized, that their way of life will disappear or that
the Eskino carvings will becone a non-entity, since they nust be mass

produced for consuner narkets.

If the Territories were able to put together one unique event a
year to draw visitors, something that is quite unique to the Northwest
Territories, this would form the nucleus for the inmedi ate devel opment of
at | east onetypeof package tour, and a stepping stone to the devel opnent
of other regional orlocal events. Wth the facilities and services
presently available in the Western Arctic, steps should be taken to interest
the local co-operatives to offer something which the people outside the
North think is unique, as for exanple, Eskinm Drum Dances, visit to a
co-operative workshop to see the artisans at work. The artisans are sitting

somewhere and working but normally the visitor has a difficult tinme getting
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into watch themwork. | think nDre and nore people arelooking for a
sense of personal involvenent in their travels, whether within their own
country or abroad. More and nore of them have done the standard type of
touring over the last 20 years. They have been to the West Indies, or
Hawaii and they have “done’'the history and the culture of Europe and
they have seen the castles of Scotland. More and nore of them are | ooking
for a sense of personal involvenent and this must, | think, necessarily
include people in the local community -- that they neet with or they
associate with and the things that they are able to do as a visitor. This
is what leaves afar nore lasting inpression than visiting “fromthe

outside”.

b) Transportation

This covers the whole broad range of the novenent of people,
either individually or in groups. The first basic element is transporting
of the passenger from his home, orplace of residence, to a point where he
can join the tour. The second basic element in the movement of the person
either by air, land or sea within a gi ven region, area or country where
the tour is taking place. The third element is the transportation provided
in connection with attendance at an event or the transportation provided to
enable a visitor to see such a unique, natural or man-made attraction which
is a conponent of the tour. They are not different types of transportation
for essentially you only have air, |and and seaand these are allthe

conmponents under this general category.
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For a package tour to be marketable in any given market area,
either domestic or international, it must be competitive. To be competi-
tive, the price must be low enough, so that it will entice the consumer
to buy after making his comparison with a competitive destination or a
competitive type of tour, perhaps to another area in the wor | d. The
conpetitive position of the Northwest Territories relative to the package
tour business is seriously undernined by the costof air travel both by
schedul e and charter services. The problemis partially a function of

distance and partially of tariff structures.

There are three aspects to this problem of travel cost to consider
inrelation to the devel opnent of conmpetitively priced package tours. There
is the cost of travel across Canada to central transfer or staging points
for northward travel on regional carriers, the cost of travel northward on
a schedul ed regional service and the cost of charter services within the
Territories. Al are high. Unless these costs can be reduced, the devel op-
ment of package tours, on a substantial scale, is confronted with a serious

limting and perhaps virtually inhibiting handicap.

The cost of charter service within the Territories is possible
manageabl e on a group basis. The mmjor bottleneck does not seemto lie in
this area or perhaps it would be nore appropriate to state that any reduction
in costs at this point in the air transport network would be ineffective if

changes of the type to be noted subsequently cannot be obtai ned.
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The cost of transportation within Canada is conparatively
high at the present tinme so that travel tothe Northwest Territories
fromits major market areas within the country is unattractive to the
bulk of the market, conpared with travel outside the country. The
sanme situation prevails with respect to foreign travelers entering
Canada. The tariffs on the schedul ed regi onal services present

simlar problens. It sinply nekes the package cost non-conpetitive.

O course the problemis not unique to the Territories,
but is considered in any long range tourist travel across Canada. For
exanpl e, a group of persons can go from Toronto to Zurich on a ski
hol i day by charter flight and pay perhaps $180 for the return flight and,
in addition, purchase a two-week ski package in Switzerland at, say for
the sake of discussion, $100. For under $300 they can go to Switzerland
virtually all-inclusive. The same group mght desire to go to Banff or
Jasper but there is no charter rate available to the public so they nust
pay regular fares. So the fare from Toronto to Calgary, for the sake
of discussion, mght be $232 and a week’s skiing in Banff another $150.

so immediately the Canadian facilities are priced out of the market.
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Itisaprimary intent of the C.G.T.B. to attenpt to reduce
the cost of the basic transportation in Canada so that people can nove
within Canada at a rate conpetitive with overseas charter operations.

Unl ess sone substantial success is achieved it will be very difficult to
interest a Canadian, Anerican or foreign tour operator to put together

some kind of a package to any region in Canada.

Mich of the inpetus for this nmust come fromthe carriers,
including CP Air and Air Canada, together with the regional carriers,
Nordair, Quebecair, Transair and PWA, that are obviously conponent parts
of the overall transportation services into the whole Arctic region.

They nmust display an interest in this and file a tariff with the Ar
Transport Board. The tariffs, approved by the Air Transport Board, are
those presented to them by the carriers. In other words, a tour operator,
a wholesaler, a Provincial or Territorial Governnment cannot file the
tariffs for the transportation of passengers by air domestically. Changes

have to be initiated through the carriers.

The Office of Tourismis attenpting to interest the nmajor trunk
carriers in Canada in the filing of what is referred to as, “a tour basing
fare”, that would be available under certain rules and regulations. The
passengers woul d purchase an air ticket under a pre-agreed set of arrange-
ments, whereby a land tour would be incorporated into this air ticket. In
addition, restrictions would be placed or guidelines set down with respect

to the direction of the tour, the period that the ticket is valid
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(30 days, 21 days or 15 days) and at specific seasons of the year. In
essence, the Bureau is attenpting to reduce the initial cost of transport-
ation for a group of persons anywhere in Canada who are nenbers of a bona
fide approved tour, that must be put together by a tour operator in

conjunction with a special airline tariff.

The concept is presently under review, in general terms, with
the Air Transport Committee. The next step nust be to interest the major
national trunk and regional carriers in filing such a tariff and hopefully

obt ai ning agreenent fromthemthat this would be feasible.

This could be of enornous benefit to the Territories because they
nmust draw a large portion of package tour travel fromthe heavily popul ated
areas far to the south, east and west. They would certainly feel the
benefit of any tariff reduction of this kind and, in fact, it is al npst

imperative for the volume growth of package tours.

At this stage of the gane, | think TRAVELARCTIC woul d be better
served to attenpt to develop, preferably one, but not nore than three basic
tours of the North -- perhaps two of the Western Arctic and one of the
Eastern Arctic which can be marketed in specific market areas both in
Canada and in the United States. It'’s going to take quite a lot of co-ordin-
ation on the part of the tour devel oper, pronoter, operator and wholesaler,
to get this, but ny estimation is that he would stand a better chance to
concentrate his activities in the devel opment of one or two tours for the

season, to increase volume and attenpt to decrease the cost of the package
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tot he consuner. | think only with the devel opnent of a bona fide tour
mar ket can we hope, in the long run, to reduce the cost of transportation
within the North for tour groups at a conpetitive level. For the

i ndividual visitor right nowit is a conparatively expensive transport

mar ket .

With respect to ocean cruises, the Northwest Territories has a
very short shipping season which makes it difficult to attempt to interest
a commercial steamshipline to put on this kind of a service. At the
present time, of course, it is doubtful if it would be economically feasible.
There is, however, no doubt that the Northwest Territories has some fabul ous

scenic resources in the Eastern Arctic that is equal to anything in Norway

For many years the Canada Steanship Lines operated the
St. Lawence River cruises but they finally depleted their fleet. This
cruise was taken over by one ship, the Stella Solaris, run by the Sun Lines.
They were in operation for five or six seasons and finally pulled out and
went to the Greek Islands where they can operate year-round, rather than for
8 to 10 weeks during the sunmer. W now have the "Varna'" cruises in
operation in Mntreal. This is a Bulgarian ship that has been chartered by
a Montreal agency for the summer. That ship, when it is pulled out of the
summer service on the St. Lawence, Gaspe and Perce Cruises, -- goes back
hone and is probably used for Black Sea or Mediterranean cruises during the

W nter.

A logical way to explore this market further would be to have
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some very detail ed discussions with Lars-Eric Lindblad in New York who

is now operating his own ship the "Lindblad Explorer”. He has taken this
ship on cruises to the Gal apagos Islands, to the Pitcairn Islands and to
the Antarctic. It nay be that you can interest himin devel opi ng cruises
fromthe Northeastern United States, (Boston, Philadel phia, New York area)
to the Labrador coast, Baffin |sland and Hudson’s Bay region. [t may be,
that his Antarctic cruises occur in our wnter season. During the sumrer
he is presently on the Galapogos and the Seychelles |slands cruises.
Perhaps he would consider Arctic summer cruises. Undoubtedly he would be
one of the prinme potential operators to bring into the Eastern and Western

Arctic to have a | ook at what the area has to offer.

It would be necessary to consider an extensive cruise that would
t ake passengers out of Mntreal, St. John's, Halifax or New York to cruise
the Labrador Coast, Baffin and Hudson's Bay. Bet ween 30 and 45days would
perhaps be required to complete the trip comfortably hence there might only

be two cruises in a season.

The most benefit that a community receives, sterns from the
purchase of artifacts and some local spending of a very modest nature. The
Northwest Territories could gain much publicity from an operation of this

type. It would open a brand new area in tourism.

The key to any action has to be someone |ike Lindblad who has a
ship and staff, and is experienced in operating in rempte places with a

uni que appeal for specific types of individuals. It's a different kind of
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operation and market from one where you attenpt to entertain people day
and ni ght and nove them from one comunity to another by charter aircraft.
The accommodati on and transportation goes with the cruise so, two-thirds
of your problens of operations in the North are solved. On the other

hand, the econom c inpact is not great,
A oo

¢) Food, Beverage and Hospitality Services

This is a very broad area that in essence covers the feeding of
people while they are on a tour, provision of opportunities to partake,
either privately or in public places, of alcoholic beverages and the whole
field of hospitality services. In many countries this is one of the basic
elements that is lacking in the effective devel opnent of package tours.
By hospitality services we nean the broad spectrum of Custonms and |nmigration
inspectors, the reception received at a hotel fromthe roomclerk, the
hospitality received froma maitre d'in a restaurant, the waitresses, the
room clerks, the bus drivers, the sightseeing guides, the bartenders and

general ly anyone who is directly involved in neeting and greeting a visitor

Without detailing the difficulties of providing adequate services
in this general category, Ithink it would be generally obvious to the
reader that proper training programs must be set up to have the people
involved in receiving, meeting, greeting and providing either commercial
or non-commerci al hospitality services to a visitor to upgrade these to a
sufficiently high standard. In nost tours this forns a very inportant

element in that people traveling in a foreign area or country invariably
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remenber the people they meet as nuch as they do the things that they

see and the activities in which they participate

d) Acconmodati on

This is also a broad field including hotels, notels, canpgrounds
canpsites, hunting canps, fishing canps and generally anywhere where you

are going to house visitors in a given area, community, region or country.

Generally, people will be prepared to put up with a certain
anount of primtive atnosphere or primtive facilities but steps nust be
taken, not only in the North, but in many parts of Canada, for the proper
reception of visitors so that they can obtain good food at competitive
prices in clean surroundings with pleasant service. Again this is all a
gquestion of proper training and control over the type of commercial

operations that exist.

Beverages are under Territorial and Provincial jurisdiction and
the liquor laws differ in every province. Hopefully, one day, laws wll be
standar di zed across Canada so people can order a drink in their hotel room
or with their neal on a Sunday. On the surface this appears to be a very
mnor itembut is quite inportant to visitors who, in their own hone
environnment, are accustonmed to this type of thing, particularly the foreign
visitor. In their country, it is the normal practice to have a glass of
wine with a luncheon, to sit in a sidewal k cafe, or take a bottle of beer

on a picnic. In nany instances, in Canada this is just not possible.
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The whole field of hospitality services is one of |oca
education, and education is a Provincial or Territorial responsibility.
Hopeful |y sone broad guidelines will be set down by agreenent with the
Provinces and Territories with respect to the manpower needs of the
tourist industry. Required courses should be devel oped, with the co-
operation of the Department of Manpower who run many of these prograns

under Territorial and Provincial jurisdiction.

At the present time there is no standardization of requiremnments
for entry into a given aspect of the tourist industry. There is no
standard course for bartenders. There is not a standard training course
across the country for maitre d's, butchers, or chefs. A npbst every
province has a different set of rules and regulations, a different training

curriculumand a different standard for graduation

| nprovenents are going to be a long-termthing. The Bureau is
now i n the process of exam ning sone recomrendati ons nade by the Departnment
of Manpower in conjunction with the Travel Trade Congress which identified
many deficiencies in the Report of the Wirking Papers and Workshops. It is
inportant to note, however, that the provinces and territories nust add
impetus to the discussions with the Federal Departnent of Manpower for the
establishment of proper training courses. The Territories obviously have
sonme very unique problens in relation to the training and hiring of indigen-
ous personnel . Some basic questions nust be answered. Is this the right

thing for then? Are they capable of this type of training? Are they
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interested in making a career of the service industry?

During my brief visit to the Territories, | found the food as
good or better than that provided by the same category of establishment
anywhere in Southern Canada. The cost is a little higher, which may be
justified by the local people on the basis of the transportation costs.
| found places and the staff clean, but the general atnosphere in nost
cases could be bluntly categorized as second-rate. On the other hand, it
i's not necessarily the operator’s fault. They are working in an environ-
nment where the best in service is not a pre-requisite. People come in
for a neal and that is all they are interested in. Frequently the
wai tresses couldn't care less. Moreover there is a high turnover rate in

all operations which is also typical of Southern Canada.

The cost problem seens to be a |ack of awareness on the part of
the people in the community involved with respect to visitor hospitality.

Rectification of this situation is the solution of these problens.

Accommodation is one of the biggest stumbling blocks to the
effective devel opment of all forns of tour business to the Arctic. Good
accommpdation facilities are a basic requisite and they nust be conparable
to, or better than, anything available elsewhere. This presents g Very
grave problem for the North, where volune traffic of a type necessary for
t he devel opment of a sophisticated acconmodation plant is currently |acking.
Itisa very difficult thing to entice a |local entrepreneur or a syndicate

to construct top rate accommodati ons on a specul ative basis.
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The Territories are obviously taking a step forward in the
area of acconmodation but they have a long way to go in the provision of
suitable facilities for vistors The area is faced with the same probl em
as in the cost of transportation to and within the North. Facilities are
now over-taxed by the demands created by general econonic devel opnent.
| mprovenments nmust be nade, however, if there is to be any sort of group

tour devel opnent that will be neaningful in an econom c sense.

e) Sales and Distribution Qutlets

This includes the total broad spectrum of outlets made up of the
various conponents of the travel industry. Sales outlets include airline,
steamship and railway offices. Distribution outlets include governmnent
travel bureaux, that distribute literature and pronote specific regions or
areas, and the whol esal er who devel ops a tour and then pronotes it within
his given market area by distributing this information to the consuner or
to his sub-agents. The latter formis a very inportant part in the
nmer chandi si ng chai n because they beconme the source of contact with the
consuner and their ability to effectively promote and sell the product
determ nes the success of the tour programitself to a large extent. If
you have effective and aggressive outlets for the distribution, pronotion
and sal e of your product very often they can be melded and devel oped as the

mar ket devel ops.

f) The Retail Agent

The retail agent is then the person who is involved in the direct
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sale of the product to the consumer. Normally he is the initial point of

contact with the consumer in the actual physical sale of the product.

A retail agent is, in fact, representing his principals -- the
persons or conpani es who own or offer the various conponent services,
previously outlined, that go into an inclusive or package tour; that is
transportation, accommodation, food, beverage and hospitality services,

and attractions and events.

Wth respect to transportation, the retail agent must be
licenced to represent the carriers whose tickets he stocks or whose services
he sells. He may be involved with the whol e broad range of transportation
including air, rail, boat, bus and U-drive. Different types of licences

are issued to all agencies for these purposes.

Suppose a consunmer goes to a retail agent and the only thing he
wants to buy is a ticket from Mose Jaw to Frankfurt; nothing else. The
retail agent makesthereservation andsellsthe ticket f Or whi ch he earns
conmi ssi on. In this instance he functions, as a result of this, as a

straight commission agent.

Suppose a customer wants a conbi nation of trip conponents,
including an air ticket from Montreal to Las Vegas, three nights at one of
the hotels in Las Vegas. The retail agent earns his comm ssion for booking
the air space and normally also fromthe hotel. In another case a custoner

might want a conbination of nore than two of these trip conponents and he
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might buy a ticket from Toronto to Mam, a week's stay at one of the

Miami Beach hotels, aU-drive car rental to go and visit the Evergl ades
and a cruise from Mam to Nassau. Conm ssions would be earned in each
case. In the latter situation the consuner is actually purchasing the

elements of a package or inclusive tour as individual products.

The retail agent is also often in a position to offer the
consuner a package of these conponents produced by someone el se and this
package can take several forms. He is still selling someone else's
product on a retail basis directly to the consumer. He isacting as a
commissioned agent for his principal who in this case is the whol esal er
He earns conmmission on the sale of that product, which is made up of the

conmponents discussed earlier.

Now about 85 percent or 90 percent of all retail agencies are
essentially the sellers of the products of their principals on a conm s-
sion basis. Interestingly a degree of integration is taking place as
i ncreasi ng nunbers are assuming the role of tour operators and further

broadeni ng their scope of activities into the wholesale field.

The retail agent may say to hinself, "Why should | sell someone
el se’ s package tours and only earn 10 percent comm ssion, or some ot her
agreed to rate of conmi ssion, when with a little nore effort, | can
produce, publicize and nerchandise ny own tours?”. If, as a result, he
becones involved in the devel opment of this total package, his role now
changes into one or both of two possible newroles -- nanely that of

operator and whol esal er.
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Suppose he produces atour, that is, puts the conponent parts
together through arrangements with those providing the services, package

it, as in the tour, in a brochure and advertises it f or sal e.

He may actually be the operator of this package tour that he
has produced. In this case he or his staff will supply the escort services
and generally conduct all aspects of the operation. Intime, if successful
he may actually becone the owner and operator of sone of the travel

facilities such as planes, ships or hotels.

From the merchandising standpoint he must remain a retailer. In
this case he restricts the sale of this package to his own company. In the
event that he has branch of fi ces, and they are the only nerchandi sing
outlets for this package he is still a retailer. He may, however, desire
to broaden the scope of the distribution and sales outlets for the tour
In this case, when he is constructing the package nade up of the various
conponents he can build into that price structure a margin which will allow
himto pay agency conmission to soneone else, who in turn assunes the role
of a retailer in selling this man's product. He has now changed his function

to that of a whol esal er.

Once having changed his role fromthat of a tour retailer to that
of a tour operator, he then has several options. He may remain as an
operator and retailer only. If he remains as a retailer selling his product
direct to the consuner, he is also the tour operator. He may becone a

whol esal er of the product.
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Let us now explore some aspects of the comm ssion structure
associated with the performance of the retail function. The conm ssions
are governed by the percentages allowed the retailer by their principals.
These structures vary depending on the type of traffic, as for exanple,
steamship, bus or U-drive, and also by the distinctive category of trave
within each type of transportation. The sale of a donestic air ticket
may earn the retail travel agent 5 6 or 7 percent, whereas the sale of
an international ticket might earn him 7 or 10 percent. If he sells
transportation in connection with a tour there is a different structure
there for the commission. The railways have their own commission structures,

both within Canada and the United States and also in nost foreign countries

If a person or a conmpany is licenced as an IATA agent, he is
entitled to merchandi se schedul ed international air transportation and
receive an agreed comm ssion structure laid down by IATA.  One mght be for
the straight sale of a ticket from New York to Mnbasa. This would carry a
certain percentage rate of commission. If it is incorporated into an
approved package or an inclusive tour, an agreed-to conm ssion structure is
laid down for the payment of commission on the air portion of the tour.

The sane is applicable for all donestic or foreign transportati on which

m ght be sol d.

A retailer cannot increase the rate of conmm ssion which he can
earn. He can only increase the volume of business and hence his incone is

proportionately increased.
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The establishment of a travel agency is a fairly conplicated
procedure. Oiginally a person normally opens an agency with the intent
to operate a retail sales outlet in their own community and to create
new business within that given conmmunity. Unfortunately, with the
proliferation of agencies that has taken place throughout the world since
the second world war, in large part due to the inpetus of carriers and
other principals, the principle of creating new business rather than

competing for existing business has becone blurred

Anyone attenpting to open a retail outlet nmust have a sponsorship
of one of his principals when rmaking an application for appointment as a
duly licenced agent for all IATA carriers, for all domestic carriers
licenced under the CAB in the United States and the Air Transport Committee
in Canada. A separate application nmust be made to the Rail Travel Pronotion
Agency that represents all the Canadian and Anerican Railway conpani es.
Anot her application nmust be made for a licence to sell tickets to the Trans-
Atlantic Passenger Steamship Conference, the Western Hem sphere Passenger
Steanship Conference, and several others that are in existence. This

normal ly requires the sponsorship of one of the menber steanship lines.

Normal |y, when the retail agent, becones involved in the sale of
ot her person’s nerchandise in the form of package or inclusive tours,
contractual arrangenments are very sel dom made between whol esal er and/ or
tour operator. This is usually governed by common business | aw and common

busi ness practices. Qbviously the whol esal er or operator would check in
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theusual business manner, the retail agent who made an application to
sell his product. The whol esaler, who may be a large internationa
conpany, would lose its image in a community if a given agency were to

attenpt to sell their product and fall down on its financial conmtnents.

Usually the retail agent, in his status as a conmi ssion agent,
nmust establish trust accounts since he is handling |arge sunms of noney,
the bulk of which belongs to his principals. There are an el aborate set
of rules and regulations dealing with the set up of bank accounts, the
recording of financial settlenents and the reporting of tickets sold,
tours sold, commission deducted, tickets refunded and other general day

to day operation of an agency.

Before an airline or any other principal, and these are basically
the transportation conpanies, grant an agency a licence, they rate the
given potential of a region, an area, comunity, or portion of that
comunity, to produce business. In the event that there are already a
nunmber of established agencies in that area, they will evaluate the ability
of the new applicant, to create a new market, both for themand for their
conpetitor airlines who are obviously all interested in getting a piece of
the action rather than to divert business from other established agencies

in the area

In the Northwest Territories there are going to be several basic
problens in the devel opnment of new agencies because of the linited size of

the population of communities. On the other hand, the average agency that
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m ght open in the North would have a far nore captive market for trave
than woul d one in Southern Canada, where people have nore opportunities
to travel within their local area over a longer period of time due to
climate and a nuch better network of highway systens. The one factor

may offset the other. It is doubtful if it would be inportant to the
devel opnment of tourisminto the Territories, to have a wi der network of
travel agencies in the North. A nucleus of two, to four, nmay very well
be all you needin the Western Arctic at the present time and there are
already agenciesin Yellowknife and Inuvik. When the prospective develop-
ment of the North, and what has happened in the last five years is
considered, it is quite possible that there will be five or six agencies
in Yellowknife inanother decade. As the community enlarges, larger
trading and marketing areas develop and bring greater number of sales and

distribution outlets for travel throughout the North

The key problemhere is likely to be the same as that associ ated
wi th the vast bulk of agencies presently operating in other parts of Canada,
nanely that they are going to be concentrating on the sale of travel out of
the Northwest Territories and out of North Anerica. They can only sell the
Northwest Territories if there is sufficient interest in the devel opnment

of proper servicing facilities for travelers in the North.

Attention will now be directed to a brief exploration of the
opportunities of retail agencies in the Northwest Territories to prepar-
ation of local tour packages, and the possibility of their entrance into

the field as an operator.
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The bi ggest probl em to overcone, and | don't think this isa
problem that TRAVELARCTIC can solveonitsown,is that an agency such
asMack Travel, or Yellowknife Travel does nothaveasufficient denmand
for their servicesin the field of the donestic, local or regional
package tours. At the present time, it sinply isn't econonically feasible
tosetup operations for the production of aloca product. They may have
the capability to sell and service such packages but this isnotgoodif

t here is not a constant and concentrated demand for them

Itisreally the old problem of which comes first, the chicken
or the egg. Do you create amarket first and have people arriving in
Yel | owknife or Inuvik in groups of 20, 30 or 40 |ooking for services of
this type. Thereupon the agent would say “if | had abus tour or a fishing
tour to offer groups coming in | could see ways and means of conplinenting
my regular income as acommission agenton outbound business by providing
this service to inbound visitors". At the present time this isn’t the
case, not just in the Northwest Territories but throughout Canada. Let us
take the alternative tack and say these services are created first with
the agent setting up a tour, making all the contractual arrangements and
publishing a brochure. He must then go out and create a demand for his

product.

The risk of absolute financial loss to the local agent is not
great. There can be very little financial involvement on his part in the

devel opnment of <city package tours together with a series of short two,
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three or four-day tours to points in a region easily available from that
comunity.  There could be sone initial administrative costs to put
together the conponents, such as phone calls to arrange acconmodation,
charges and comm ssions cost of this type. The subsequent production of

a brochure, that should be a four colour effort is necessary. \Wen the

i nvol vemrent of the community and the major carriers serving that conmunity
is considered, opportunities emerge whereby the |ocal agent might receive
subst anti al financi al assistance in the production Of  hi S advertising and
publicity material from other interested parties who are going to benefi t
from the sale of the city package. For example, PWA night provide the
tourshel I's free of cost, the Yellowknife Chanber of Comerce m ght
subsi di ze the printing costs, TRAVELARCTIC may agree to distribute the
agent's brochures outside the Northwest Territories as part of its pronotion-
al program of the Territories. The justification for co-operative action
lies in the fact that the agent is attenmpting to provide hinmself and every-
one else involved in the commercial life of his local area with additiona

sources of revenue

Let us suppose that there is a group of 20 m ning engi neers com ng
from Col orado to a convention or a sales neeting in Edmonton and they they
are interested in comng North. TRAVELARCTIC, upon hearing about this group
goes to the local agent and says “Let us try to sell these 20 mning
engi neers the three-day package to the East Armof Geat Slave Lake”. Let
us say that they are successful. The agent has the nachinery set up for

that three-day package so he phones the charter airlines and books air
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space at an agreed-to price, which he has established beforehand when
putting the package together. He phones the |odge and obtains two

ni ghts accommodation and two days fishing with guides and tackle. The
only cost to the agent was for two or three tel ephone calls to book
space. Now these people arrive in Yellowknife and pay the agent or
perhaps PWA if they are a nmerchandising outlet for this tour in Ednonton
or in Calgary. In the latter case PWA nust pay the total costof the
package to the agent, who then distributes the monies on a pro-rated
share basis to the charter airlines, the fishing lodge, and the hotel in
Yellowknife. The bal ance which is made up of the nark-up cost of the

conponents isaprofit for the agent.

With very little initial cash outlay, as a result of the
assistance of other people who are going to benefit by this tour, the
agent hasautomaticallycreated a new source of revenue during the season

when he nay not be selling a large volume of outbound business.

People travel to Europe and the States in the June, July, August
and Septenber period. To a great extent this is governed by schoo
vacations and union contracts. The bulk of an agency’'s sale of this travel
even in Yellowknife may occur prior to the sumer season. Let's assune
that the bulk of his agents in the Northwest Territories is w nter business
to Nassau, Jamaica, the Bahamas, Mexico and Hawaii . Most of this trave
woul d be booked, | would inmagine fromsix to nine nonths in advance

Peopl e woul d be thinking and tal king about trips of this type in April and
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May and June and by July the bul k woul d be booked. Hence, there is a
lag between the time the people buy the nerchandi se and the tine that
they physically |leave the Territories. In July and August and Septenber,
the agent may be handling only a small percentage of his total business.
The agent can suppl enent his regul ar outbound business and his income
with this inbound business without having a large financial involvenent

in the creation of this business.

There will not be a large margin of profit to the agent on a
per tourist capita basis but the schenme should still be worth the effort
of the agent required to effect it. The conplinentary aspect between
i nbound and out bound business has been noted. The key is the devel oprment
of a new source of revenue that once rationally devel oped, and properly
serviced were set increased demand in motion. As the demand and vol une

i ncreases, revenue will increase.

It does not seem practical for the agent to proceed on a mark-up
basi s when putting the conponents of a package tour together it would be
very difficult for the agent to eanverynuch on a percentage basis. On
a short city package tour or a short local tour of one, two, threeor
four days, it would be difficult to mark up the price of the conmponent
parts, say for the sake of argunent by 35percent. It would quickly becomne
evident to the consuner that he can stay in Yellowknife for one night at a
cost of $17 because the roomrate is quoted right in the room If the

package invol ved a sightseeing tour of Yellowknife the prospective client
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probably knows that he can get an informal tour fromthe |ocal Yellowknife
Taxi Companyfor $5 for the afternoon. The client can talk to the person
who physically operates the fishing package and discovers that his normal
charge is $25. If he takes the charter flight on a package tour to the
East Arm of Great Slave Lake and chats with the pilot he will learn that
it costs, say, 75 cents a mile to charter a plane that can carry up to
four people. The tourist calculates 100 mles at 75 cents is so many

dol lars and, therefore, ny share should be X dollars. He goes to a |odge
on the East Armfor two full days and one night and knows he will have
dinner, breakfast and lunch. He counts the nunber of neals plus one

ni ght’s accommodation and it is very sinple for himto find out what that

costs .

Most tourists are very sophisticated in this process of establish-
ing the basic costs are of the individual components of a package. They are
willing to accept that it might cost them a certain percentage mark—up for

the package service but their tolerance is modest in this respect.

The key to this type of package tour development lies in the fact
that the agent can normally negotiate rates with the persons providing the
service components that are lower than the traveller would pay were he to
attempt to purchase them directly and individually. Under this approach
the agent would have to make a contractual arrangement with a hotel in
Yellowknife that anyone coming in on his tour would receive a room at $12

or $13 a night instead of the quoted rate f or the consumer of $17. Now the
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rate may be $17 but the agent only pays a net rate. For each of the
components in each case he could deal in net rates and then nark these
up perhaps 10 percent, 12 percent, 15 percent or 20 percent. In this
way he can keep the total cost of the package bel ow what the cost of the
components of the package would be and if purchased individually by the

consumer.

TRAVELARCTIC has a role of vital importance to perform in this
case. This is going to be one of the initial ways in which TRAVELARCTIC
can prove to a given community, and operators of the component parts of
the travel industry within that community, (that is the local bus company,
the taxi company, the travel agent, the hotel people, the local theatre,
etc.) that tourism is of value. Through this program they can create a
greater community awareness of potential markets and additional revenue,
available to them \hen any group cones in, it |eaves noney behind. This

money filters throughout virtually all segnents of the econony.

TRAVELARCTIC should play the role of an initiator in the servicing
of these groups but not in a physical sense. It should not necessarily
become involved physically in making arrangenents, but some steps should be
taken to ensure that any and all group movements coming into the Northwest
Territories should be channeled through their office. TRAVELARCTIC are in,
by far, the very best position to then go to a local travel agency or to
exert pressure on a conmunity to have some commercial involvenent on the

part of the people providing the necessary services. Cbviously TRAVELARCTIC
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has no profit motive. The profit rightly belongs to the persons providing

t he commercial services.

At the present time groups coming into the Northwest Territories
are often handled by private persons, associations or conmmunity groups.
This should not properly be their role over the long haul. Perhaps it has
to be in the initial stages of tour devel opment because there are no other
ways and means of handling groups of incoming visitors. |f people are
doing it on a voluntary basis, however, their will be no room for commercial

devel opnent.

To return to an earlier remark, sone kind of educational program
which should certainly be spearheaded by TRAVELARCTIC, under the auspices
of the local community groups or associations, is required. A far greater
sense of involvement by the people in the community can be achieved if a
program or a proposal is put forward by their own membership, rather than

an outsider.

g) The Whol esal er

The whol esal er is basically an individual concerned with the
creation of a travel product, that can take many forms, with various trade
nanes such as package tour, independent tour, inclusive tour and so forth.
In each case, however, we are still dealing with the sane basic conponents
discussed earlier. The whol esaler sinply puts the conponents together and
to create sonething that he feels can be marketed, either in his own

imredi ate market area or in a wde range of nmarket areas of continental or
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international dinensions. |n putting these travel conponents together
the whol esal er takes certain risks. These risks, together with the service

input that he provides are the justification for his profits

Generally speaking the wholesaler must negotiate everything he
buys fromthe principals to obtain a reduced rate or a whol esale rate.

There is a cost in time and effort in this process

The tariffs for transportation are set and published and not open
to negotiation. Incentives are offered, however, to anyone who becones
i nvolved in the wholesale of the air travel product including group fares,
GIT's, inclusive tour fares, and this type of thing. These are quoted
reductions on the per person cost of transportation and represent a substantia
saving in the cost of basic transportation. The same is applicable with rail
bus and steamship travel , where incentives for group or tour travel are
characteristic. The whol esal er, therefore, is automatically dealing in

reduced per person rates.

He will probably negotiate with |ocal sightseeing conpanies who
in many instances do not have fixed tariffs under Government control.
Instead of buying a seat on a bus for a city sightseeing tour at $13, the
whol esal er may charter the bus for $50. If he puts 30people on it, the

cost is about $l.15.head for the tour.

Normal Iy the wholesaler will deal in net rates. There is little
or no conmission available to himon the sale of a city sightseeing tour

hotel accommpdations, theatre tickets, this type of thing. Comission is
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always payable to him on the transportation but he will almost always
attenpt to negotiate net rates when producing a package or inclusive

group tour

Having negotiated and put together all the components, the
wholesdler then nust take a certain financial risk in the devel opment
of a per person price for the tour. He nust estimte the total number
of persons who might travel on a given tour program Such costs as
advertising, publicity, pronotion, printing of a brochure and genera
admi ni stration normally would be pro-rated on a per person basis, in
relation to the estinmated nunmber of persons that mght travel on the

tour during a season.

Normal |y, a wholesaler aims for a series of tours of the sanme
type. A one-shot operation is usually of little interest to the large
whol esal ers who are | ooking for volune business created by a series of

departures on a given tour.

The rating structure is conplicated in this instance. It involves
the pro-rating of all adm nistrative and publicity costs, the acquisition of
net rates, the profits, the cost of drivers and guides, professional tour
escorts and the building into the program of certain extras which are provided
to the clients of a tour at no direct charge to them The latter, however,
are always built into the cost structure of the tour. Because the whol esal er
can obtain lower rates for all the conponents in a tour, they can offer al

theseput together into a merchandisable product at a cost bel ow that at
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which the consunmer coul d purchase themindividually at prevailing tariff

rates and still have @ fairly adequate built in profit margin.

The termprofit margin is somewhat misleading. The profit margin
IS in many respects a gross earnings margin which is built into the pricing
structure of the tour. Fromgross earnings the whol esal er nust pay his
admnistrative costs in handling and servicing the tour. A smaller than
antici pated vol unme salemayincreasethe per capita cost of operating the
tour. Losses of this type nmust come out of his earnings and what is |eft

after that is profit.

General |y speaking, wholesalers can earn a |arger net profit on
successful tours than can a retailer who has a fixed conmission structure
on the individual conponents or all of the conponents put together into one
package. For exanple, a wholesaler mght end up earning 11 percent to
13 percent net profit on the operation of a package tour. The retailer
agent might only earn 10, 12 or 15 percent gross conmission on the sale of
the tour, from which he must pay his overhead and administrative costs. In
nost agencies, particularly the retail outlets, overhead cost will run
somewhere between 6 1/2 percent and 7 percent of their gross earnings --
hence if they' re earning 10 percent comm ssion on sonething that costs them
6 1/2 percent or 7 percent to service, their net profit is 2, 3, or 4 percent,

if they're fortunate. Many are well below this figure for net earnings

Because of the potentially limted initial market and the

conparatively high risk involved, whol esalers developing tours to any new
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area such as the Northwest Territories face prospective net profit margins

that are restricted by a nunber of factors.

Costscanonly be reduced and profits increased when volune builds
up and a far greater demand is created over a much | onger period of the year
The present acknow edged or accepted travel season in the Northwest
Territories is reallysshort that a tour operator would have difficulties
in organizing more than a maximum of five or six tours each season of 10 days
or 12 days duration. One tour might start on June lstin Yellowknife and a
second a week later. Two-week or 10-day circuits can be overlapping or
foll owing each other, so that the whol esal er can have a continual circuit of
visitors going through the Territory. A programthat would only include five
to eight departures neans that the whol esal er nust take a substantia
calculated risk in estimating the possible total nunmber of people upon which

to pro-rate costs built into the pricing structure of the tour.

The first year the whol esal er may have considerable difficulty in
breaking even on the operation. To interest wholesalers in the devel opnment
of group, inclusive or escorted tours into the Territories, TRAVELARCTIC
t he Canadi an Government Travel Bureau, the carriers, the hotels and all
peopl e invol ved on a conmercial basis nust work as atypeof consortium It
may well be that the only way that TRAVELARCTIC can succeed is to convince
a reputable, highly regarded tour operator in the devel opnent of a “test
progranf and organi ze to support himthrough the dissem nation of the infor-
mation on his tour all over the United States and Canada and assisting him

with his advertising, publicity and his attenpt to get financial assistance
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fromthe other people such as airlines who stand to nake some noney out

of it. Really it is a question of co-operative assistance to the nan

who is nmaking the biggest financial gamble -- that is the tour operator.

It is true that he also stands to nake the largest financial return over
the long run but in the first two or three seasons this type of assistance

may be necessary.

Essentially the wholesaler is responsible for the creation of a
product which can be marketed to the consumer. However, he frequently plays
several other roles due to the process of integration previously noted in

the discussion of the retail agent.

The whol esal er nay actually own and operate many of the facilities
such as aircraft, ships, hotels or resorts that are conponent parts of his
package. In this function as a supplier of these services he is functioning

as an operator.

If the whol esaler sells this package tour directly to the consuner
through his central or branch offices he is functioning as a retailer. This

is not an unconmmon practice.

When a person or conpany assunes this three-fold role which has
becone common in many parts of the world since World War 11, he stands to
earn nore noney or to conpete nore effectively through price reduction of
his product. He has built into the pricing structure of the tour a price
to the consunmer that includes a conmission structure for the retail agent.

So that if the wholesaler sells it hinself that conm ssion structure remmins
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within his own cash box. 1If he operates facilities, the profits of
these operations that he builds up through his tours also accrue to

him.

The wholesale structure in Canada and the various processes

of integration are not strongly developed in Canada in relation to

tours in this country. Here are several reasons for this situation.

The bulk of all the inbound tourists to Canada originates

in the United States -- sonething |ike 85 or 87 percent. These people
come in their own cars, and do not use the services of a travel agent.
They do not pre-purchase the conponent parts of a package tour nor do
they buy the product which is made up of these conponents. As a result,
the agencies of the United States and Canada; have not been involved in

t he devel opnent, the production, pronotion and sale of a Canadian product,
conpartnentalizing it into regions and putting those together into package
tours or anything like the scale that they have to other destinations.

It is true that there are hundreds of package tours being sold to Canada
by American agencies, but in contrast there aretens of thousands of tours

to ot her destinations all over the world.

North America, generally speaking, is not competitive price-wse
inthepackage tour field because of the very |ow cost of providing sinilar
services in other countries. The conmissions or the potential earnings to
agents and operators within North America, therefore, has been linited

because the market is limted. It is admttedly a conparatively high

.. 164



- 64 -

priced market and the tours are conparatively costly, but denmand has

been snal |

The public has been offered far lower rates and far nore
incentives to travel to foreign destinations. The Canadi an nerchandising
structure, generally speaking, is geared to handling the vast bulk of
that type of business for which there is a strong demand. Canadians can
spend more per capita traveling abroad than any other nation on earth.

We are the world's greatest travelers.

The key to Canada as a competitive travel product in the world
marketplace is to be found in the travel trade. For the successful
pronotion and sale of Canada as a tour destination in all its fornms, we
must rely heavily on the tour operator, the wholesaler, and the retailer
in our foreign markets. These are the people who know what can be sold
and to whom  They can determi ne how conpetitive or effective their
Canadian pr ogr ams can be when conpared with prograns to the Swiss Al ps,

the South Seas, or Africa, whatever the case may be.

Bef ore you can convince any agent to sell a new market or to
create the demand for a new destination, he nust relate this to what a
consumer in his market will buy and for what reason. WII| he purchase
on the basis of conpetitive price structure, unique appeal, a seasonal
difference or a whole conbination of very conplicated factors? It is
very difficult for someone in Otawa, Yellowknife, or Vancouver to say
“I think a tour of Nova Scotia will sell in Scotland”. It may or it nay

not. The Scottish wholesalers are the people who can tell you that.
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Bef ore a whol esaler will become interested he nmust be assured
that the proper servicing facilities are available at the point of
destination. He will look after the transportation and put the conponents
together if they exist. Actually it is a two-prong attack which nust
i nvol ve the whol esal er and the | ocal operators of services and facilities
in destination areas including the hotelier, the airline conpany. In the
| ast 25 years, most of the sophisticated European countries have been able
to create the type of facility and services required of inbound visitors
because Anerican and Canadi an agents created a denand for it, particularly

after World Var II.

Canada could be confronted with a serious problemw thin the short
span of the next 10 to 15 years with respect to its traditional Anerican
market. W talk in terms of 25,000,000 US. “visitors coming into Canada in
their own autonobiles by 1980. CQur whole industry is largely geared to, and
relies very heavily on this traditional narket and we expect that it is going
to continue and increase. | f Canada continues to get about one-quarter of
total U S. spending on travel abroad, our incone fromthis nmarket could exceed

2 billion dollars by 1.980.

Suppose our conpetitors increase their efforts to lure away our
traditional market, and by reducing their costs, convince Anerican and
Canadi an nerchandi sers that they have a better package at a |lower price, to
other points in the world. They are going to undermine our traditiona

market. We will then be obliged to get into the nerchandi sing of our product

to conpete with Spain, Africa and the South Sea Islands who are relying very
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heavily on tourismas a dollar earner. Coviously we will not be able

to conpete financially because conbined, they spend hundreds of millions

of dollars in the United States and Canada pronoting their destinations

as against our tens Of mllions spent in the U S promoting Canada as a
travel destination. The only solution is to actively conpete, with what
OuUr competitors are attempting t0 do and that is create a demand for mass
travel. Mass travel by junmbo jets in the formof package tours, inclusive
tours and charters. This can only be acconplished by having U.S. and
forei gn agents and Operators to sell Canada and hence make it a conpetitive

product in the world tourist market.

There are two distinct types of wholesalers in North Anerica.
The first is the wholesaler who is primarily concerned with the creation,
production, pronotion and sale of foreign products. There are dozens
perhaps hundreds of these in Canada, sone of which are world-wi de chains.
The second type is the bona fide Canadian whol esal er who is devel oping,
producing and nerchandising the Canadian product. These are few in nunber

in conparison to the nunber whol esaling foreign destinations.

There is an obvious interest on the part of well established
whol esal ers to | ook at possible new markets, and one of themhas to be
Canada, but here we face several problens in stinulating themto act. In
order to get Canadian whol esalers nore interested in selling Canada, they
must know their product. It’'s inpossible to expect a wholesaler in Toronto

to sell the Northwest Territories if he's never been there just as it's
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impossible to expect a wholesaler in Sydney, Australia to sell it unless
he’s seen the product. The intentions of the C.G.T.B.in respect to this

problem have already been noted.

There are probably not more than half a dozen top wholesalers
inCanada effectively developing the Canadian product. There are dozens
of people producing tours of Canada, who in some instances, are not

whol esal ers.

In nost instances they provide only local, city or regiona
packages. Few of themare selling a selection of tours to Canada over a
variety of seasons. Many packages are “one-shot” programs involving a
four-day package tour of the St. Lawence Islands and Kingston and back
to Toronto, or a three-day package tour fromQtawa to the Laurentians,
to Montreal and back to Gttawa. Mst Canadi an operators now handl e only
a local or regional type of package tour. Very few Canadi an whol esal ers

offer tours in Canada over a w de range of geographic areas.

This type of short regional tour, in many instances, isn’'t
conmm ssionable, so the retail agents aren’t selling them But, the big
problemis even Canadi an agents are offered far greater opportunities to
visit Bangkok, India, Russia, and the South Seas than they are to see
Canada. There is no way that we are ever going to sell Canada unless the
travel trade structure can be exposed to what it has to offer and hopefully

find ways and neans of devel opi ng new and profitable markets for it.
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In any consideration of the role of TRAVELARCTIC in relation

to this problem the following points are worthy of note.

The first step would be for TRAVELARCTIC to conplete an anal ysis
of what, in effect, are the Northwest Territories key market areas.
Nanely, Canada and the U S.A Enphasis should be placed here initially,
rather than in relation to very restricted markets such as Japan, Australia

or Cermany, in terns of volume and in terns of devel oprent.

Secondly, TRAVELARCTI C shoul d provide as much financial and
physi cal assistance as possible for a series of educational famliarization
tours for selected key operators in Canada and the United States as
previously noted. It should be noted, however, that the Northwest Territories
is not likely to get immediate results. To be really effective, it must
involve the co-operation of other interested parties including adjacent
provinces, the major regional carriers as previously noted. Moreover the
C.G.T.B. can play a very inportant co-operative role with TRAVELARCTIC, now
that it is noving nore closely toward the merchandi sing approach geared for

the travel industry in the United States as a top operational priority.
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aren’t what they used to be

By Tracy Morey

He errs who thinks Toronto’s only

clam to fame in the field of conven-
tions involves a haf dozen school . trus-
tees who bounded off to Hawaii a
few years ago.

Because this city is in the forefront
of North Amerlcan convention sites —
ranking 15th on the continent, and
coming “on strong.

Convention and Tourist Bureau di-
rector David Hughes says we'll be in
the top six within a few years, provid-
|n9< conpetition even for ‘places

€ Hawaii.

In 1969, 300 conventlons brought
141,845 people and $19, 140: 075
revenue to the city. In 1970 Toromo
played host to 311 conventions and
received $22,253,535 in return for
the $108,900 it Invested in conven-
tion prormtlon (about 30 per cent of
the cty's total tourism budget).

Mre than 300 conventions have
already been booked for 1971 and the
out! 0o for "72 is “even rosier”, ac-
cording to the tourlst bureau’ s conven-
tions manager Jack Miller.

Which makes the convention busi-
ness no colorful little game, but rather
amajor North American industry.

“ Conventions don't just come here,”
says Mr. Miller, “there's fierce compe-
tition throughout the continent for the
conventlon ollar.”

?O out into the market place
and sell’ this city as a good site,” he
explained, “ There’ s  nothing the bur eau
%Non’t do to get a convention for Toron-
0

The bureau |obbies among all the
trade and professional associations,
trade unions, business and serV|ce or-
ganizations it can get through to, often
as ear|y as four years before their
planned “convention.

In its nost recent bid to an associa-
tion the bureau faced 11 other cities
cIalmnP to offer nore beautiful and
practical convention |ocales.

The Shriners, all 40,000 of them
will be here in 1975, gwmg Toronto
its Iarges convention yet. And studies
show not only that delegates will spend
an avera% e $135 each during their
stay but that they will bring along a
spouse or even nore than one compan-

V\hat does Toronto havegomg for it
in the eyes of businessmen and bureau-
crats, professionals and folks like the
Grand Lodge of Ladies Auxiliaries to
the Order of Scottish Clans (they’ll be
here in June)?

First of all, the fact that one-third of
42/Toronto Week

f ew rem

Canadian purchasing power lies within
100 miles of Toronto makes this city
an attractive Iocalefor business meet-

ings ndt ade
Qunotel sy y|F plent| ul and
ever-increasing. Says this

hey || oo
Carole

Charlesworth
and Tourls

t Bureau staffer
a special (2 t|onarLy on . her
cause of . the incr zhsmg B
COH nTIOHS bemg g/
the most |nr|ca el%/ H

Convent|ons ave changed i a
other smll wa

“Unlike the co ventwns of the past
ere they use Jo chase bI onde% dpvvn

the corridors and whoop | ll{P
VEry Serious now, a|

city “doesn’t have to take a’ back
seat to any placein North America as
far as hotels are concerned.”

Mr. Hughes says the C|ty has be-
come generally ljnown ‘a b| dlaug

clean;ilﬁce," a |[houg F

In the next five ﬁ ars e nee?
%eae an evep [ awal eness 0
]ust fogrm ofI't an Toronto IS
chael Sunter, e&en tive o{
té]g nadi an and Ontarlo ers o
Mer ce, notesthat Torontoiscen-
tral and easily accessible from most
areas of the continent. Also it hasthe
attractions and entertainment that con-
vention organizers must keep in mind
in order to lure delegates and arrange
programsfor theladies.

“In the area of entertainment, even
Montrealers will now admit we're all
right,” he stressed. d

But Toronto's hi hest ra [
however; 1t h’ It We o%e o? Ohe

ing Iar e No Q rican

ItIes where con ent|on el egates e

€ promised, evenmg walks throughout
the Clt | safetf'

But régard ess of Toronto's non- ¥]|
ol ent spci ety, the scence Centre, the
1slands nd ontario Pl ace, the conven
H] %Jreau mst _be pr%pardeﬁi 0 sell

e Cl }rmsof lars and
grﬂIS vdl ue or organizing a' convention

“These are top businessnen whet her

P/ re uﬂxonxsts OI' plastic surgeons,”

V gS da "t}Fey want the

%oo Pnces I7st, then
ract!ons,
Convention
now keg 5
er of
scientists
flt]es

Mxller

o the Loyal Order of Roya Com-
mission Devotees has fingered You to
organize their next gala c-onvention —
for 6,000 bodies.

Take your cue from veteran conven-

tion planners. This is a list of accumu-
lated dos and don’ts:

Assure yourself of a topnotch speak-
er. He or she may have to be booked a
year or two in advance and could
charge an?;where from $500 to $5,-
000. But the expense will be worth it
in terms of drawing delegates and cap-
turing publicity.

Make sure the speaker's arrival is
well planned. At one Montreal con-
vention, the guest spesker made it to
the right hotel but the wrong conven-
tion.

He shook hands with the head table
guests, was introduced by the wrong
name, but went on with his speech to
avoid embarrassment.

Details, details. They are the crunch
when it comes to a successful conven-
tion. It's imperative that delegates ar-
rive and be assigned with ease to their
hotel accommodations. When you're
arranging hotel bookings don't forget
to make sure the company president
gets a good suite.

Ontario Chamber of Commerce man-
ager Clare Shaver suggests timely no-
tices be posted throughout the hotel to
advise delegates of where they are
meeting.

Don’t leave too much time between
events, Mr. Shaver says, or delegates
will get together, have a few drinks
and ignore the next session.

Organizers who are setting up pro-
rams “for the ladies’ would probably
e wise to consult the women them-
selves, Mr. Sunter suggests.

It's no longer quite acceptable, it
seems, to take the ladies to tea and
then dump them in a shopping plaza
Art galeries, theatre parties and seri-
ous tours are now deemed necessary.

David Hughes, director of Toronto’'s
Convention and Tourist Bureau, says
the program is what really counts at” a
convention.

“It has to be pertinent and well or-
ganized. Make sure what you're talking
about is important or else your dele-
gates will spend their time in the bar.”

It may’ be wise as well not to intimi-
date the press during the course of
your convention.

A businessman, who used to work as
repor ter-photographer for an eastern
daily, recalls one highly esteemed or-
ganization which treated the press
rather badly during its convention. The
reporter in question sat through one
Fartlcul ar session which found most of
he head table menbers dozing
through a major speech.

Sure enough, the next day’'s paper
featured a prominent photograph of
just that scene.
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