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EXECUTIVE SUMMARY 
 
Purpose 
 
This is the second in a series of annual evaluations covering the current three-year Atlantic 
Canada Tourism Partnership (ACTP) agreement. Consistent with the Treasury Board of Canada 
Policy on Evaluation, the purpose of this evaluation is to provide credible, timely and neutral 
information on the ongoing relevance and performance of direct program spending.  
 
ACTP 
 
Founded in 1991 and renewed for consecutive three-year terms in 1994, 1997, 2000, 2003, 2006 
and 2009, ACTP is dedicated to promoting Atlantic Canada as a tourism destination of choice in 
key tourism markets. ACTP represents a partnership among the Atlantic Canada Opportunities 
Agency (ACOA), the four provincial tourism departments and the four tourism industry 
associations in Atlantic Canada. The three-year $19,950,000 budget is cost-shared among the 
partners, with 50% contributed by the Atlantic Canada Opportunities Agency, 33% contributed 
by the four Atlantic Provinces, and 17% contributed by the four Tourism Industry Associations in 
the region. 
 
ACTP’s primary overall objective is to achieve a $10:1 return on investment (ROI) on all 
marketing investments. Preliminary estimates for 2010 indicate ACTP generated an ROI of 
$10.86 for every dollar invested in marketing. ACTP also generated $2.7 million in media buying 
efficiencies and levered $456,072 from its joint marketing agreement with tour operators in the 
United States and United Kingdom.  
 
Governance 
 
ACTP Policy and Operating Guidelines continue to support the Management and Marketing 
Committees and the Secretariat in all critical decisions. This evaluation finds that the Secretariat 
is serving its roles in the timely distribution of research results, corporate communications, and 
oversight for consistency and coordination of all program activities. It is also acknowledged that 
all recommendations from the year one evaluation were acted upon by ACTP to the satisfaction 
of this year’s evaluation. 
 
The organizational structure of ACTP is compact and efficient. Overall direction is set by a 10-
member Management Committee comprised of four provincial Deputy Ministers responsible for 
tourism, the Presidents (or delegates) of four provincial tourism industry associations, and the 
Vice-President and Director General of ACOA-PEI and Tourism.  
 
Strategy research, development and implementation are carried out by the Marketing Committee. 
This committee is comprised of four provincial Directors of Marketing, four industry 
representatives appointed by their respective industry associations, and two ACOA-PEI and 
Tourism representatives.  
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Market Focus 
 
ACTPs three target markets for 2009 and 2010 were the Mid-Atlantic U.S. (primary), the Pacific 
U.S. (secondary), and U.K. (sole overseas).  Atlantic Canada competes with other jurisdictions 
for visitors from these markets. According to ACTP’s U.S. and U.K. market studies and the 
Canadian Tourism Commission’s (CTC) Global Tourism Watch, Quebec and Ontario are Atlantic 
Canada’s primary Canadian competitors, while the United States and Western Europe are 
ACTP’s primary international competitors. Globally, four factors continue to affect Atlantic 
Canada’s tourism competitiveness in international markets. These factors include the 
globalization of tourism, geopolitical conditions, changing travel behaviours, and changing travel 
interests. 
 
In 2010, the economic recovery in the United States was lagging that of Canada and other 
countries. Consumer confidence in the U.S. remained low. Leisure Travel studies commission by 
Travels’ America and other North American jurisdictions suggested that Americans intended to 
take fewer trips in 2010 and intended to travel closer to home.  In September 2010, the Marketing 
Committee provided ACTP’s Management Committee with a business case to withdraw from the 
Pacific region of the United States and to re-enter the New England market. 
 
The Management Committee also authorized the Marketing Committee to modify its travel trade 
partnership strategy away from a geographic focus to client-based marketing partnerships that 
incorporate new marketing tactics. These market adjustments represent significant mid-course 
corrections in ACTP’s three-year marketing strategy, and the Committees acted appropriately.  
 
Market Performance 
 
ACTP’s performance in these markets is measured by comparing visitation and revenue estimates 
for Atlantic Canada to Canada as a whole. With the exception of the Mid Atlantic region of the 
United States, Atlantic Canada outperformed the national average in terms of growth in both 
visitation and revenues. Of particular interest is that in 2010, Statistics Canada reported a 17% 
increase in U.K. arrivals to Atlantic Canada, versus an 18% decline for Canada. Atlantic Canada 
also recorded a 30% increase in revenues from the U.K. market, versus a 24% decline for Canada.   
 
U.S. Marketing Program 
 
Our review of ACTP’s marketing strategy documentation continues to find strong evidence that 
development of target markets and specific tactics are based on the results of market research as 
well as a solid understanding of the tourism industry and market dynamics.  
 
ACTP’s 2010 U.S. marketing activities collectively generated an estimated $41.3 million in 
revenues for tourism in Atlantic Canada, and achieved an ROI of $11.57 for every dollar invested 
in direct to consumer advertising, travel trade partnerships and media relations. The following 
represent highlights for individual program elements. 
 

 Budget – The 2010 spending at almost $4.9 million was a substantial increase from 2009 
given the necessary ramping up from year to year. 

 Consumer campaign – Overall performance indicators were positive in 2010 with 
conversion and U.S. traveller spending rates on track. Revenues were up from 2009 and 
19% above the target. ROI stood at $11.7:1, and combined savings and value-added of 
$2.4 million was over double the targets set. 
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 Travel trade – Travel trade development was meeting some challenges in this market as 
evidenced by a lower number of partnerships, packages sold, and sales values relative to 
targets or the previous year. The ROI was just above the target at $11.7:1. Combined 
delivery of programs, tradeshows, and marketplaces were reaching target levels. 

 Media relations –All indicators improved substantially from 2009 to 2010 but remain 
below targets. It is recognized that multiple years are often required for media relations 
efforts to bring about desired results, and continuation of current performance trends 
would bode well for 2011. 

 Research program – The research projects, budget allocations, completion dates, and 
timely distribution of results are all meeting expectations. 

 Administration – Financial controls, coordination and communication with the 
Marketing Committee, and supply of briefs, presentations, data, and all other information 
appear to be provided when and as requested of the Program Manager. 

 
U.K. Marketing Program 
 
Our review of ACTP’s marketing strategy documentation continues to find strong evidence that 
ACTP’s U.K. marketing strategy and tactics are based on the results of market research, as well 
as a solid understanding of the U.K. travel market.  
 
The primary objective of ACTP’s U.K. Marketing Program is to attain an overall ROI of $10.00 
for every dollar invested in marketing (direct-to-consumer advertising campaigns, development 
of joint marketing partnerships with the travel trade and media relations activities). The estimate 
of overall U.K. program ROI for 2010 is $6.7 for every dollar invested. 
 

 Budget – The 2010 spending at about $1.0 million represented a 53% increase in activity 
from 2009 given the necessary ramping up from the initial year. 

 Consumer campaign –The AtlanticCanadaHoliday.ca website experienced excellent 
visitation levels (34,914). From 2008 to 2009 there were increases of 17%, 42%, 30%, 
and 72% in visits, visitor market share, revenues, and revenue market share respectively. 
The return on investment for 2010 is $7:1, which is below the $10:1 target. It must be 
recognized that a formal conversion study is required for a more accurate estimate of ROI 
and this will be the basis for one of the recommendations. 

 Travel trade – The number of partnerships and sales decreased from 2009 (22%) as a 
result of a decline in ACTP contributions. Program delivery activities were below targets, 
but tradeshow and marketplace activities were on track. ROI increased to $22.81 per 
dollar, largely due to a reduced investment. A recommendation is offered to allow greater 
latitude for developing travel trade partnerships. 

 Media relations – Publicity values increased substantially from 2009 but are still below 
the target, leaving room for improvement. The ROI increased substantially on the rising 
strength of sales. The number of press tour participants increased substantially from 2009 
to 2010 bringing the total nearly to the target.  

 Research program – The research projects, budget allocations, completion dates, and 
timely distribution of results are all meeting expectations. The three-year research 
strategy placed more resources in the first and last years of the Agreement, so 2010 was a 
very light year. 
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 Administration – Financial controls, coordination and communication with the 
Marketing Committee, and supply of briefs, presentations, data, and all other information 
appear to be provided when and as requested of the Program Manager. 

 
Recommendations 
 
It must be recognized that this year’s evaluation is very positive across ACTP and an overall 
recommendation is therefore to continue with on-going successful initiatives. Two specific 
recommendations are offered to improve programs. 
 

 Recommendation 1 – Similar to the research undertaken for the U.S., ACTP should 
investigate the feasibility of conducting conversion studies on direct-to-consumer 
marketing in the U.K. This would provide the ACTP with more timely and reliable 
indicators required for decision-making and program evaluation. 

 
 Recommendation 2 – ACTP should investigate the feasibility of adopting a balanced 

and proportionate approach to its travel trade development that does not require tour 
operators to sell in all four Atlantic provinces: ACTP’s current requirement for tour 
operators to sell in all four Atlantic provinces may be limiting marketing partnerships, a 
more open but balanced approach could help increase visitation, revenues, and 
awareness. 
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I 

OVERVIEW OF ACTP 
 
This is the second in a series of annual evaluations covering the current three-year Atlantic 
Canada Tourism Partnership (ACTP) agreement. Consistent with the Treasury Board of Canada 
Policy on Evaluation1, the purpose of this evaluation is to provide credible, timely and neutral 
information on the ongoing relevance and performance of direct program spending.  
 
Purpose and benefit of evaluations are to: 
 

 Make evaluation findings available to Ministers, central agencies, and department heads 
to be used for evidence-based decision-making on policy, expenditure management and 
program improvements. 

 Make evaluation findings available to governments and Canadians to support 
accountability for results achieved by policies and programs. 

The 2010 evaluation report endeavours to link the mandate and role of ACTP with documented 
activities and performance measures established for the partnership. It is intended to be a non-
technical document designed to inform stakeholders, tourism operators and the public on 
challenges and successes of the 2009-2012 Atlantic Canada Tourism Partnership. The 2009 (year 
one) evaluation report (also prepared by Gardner Pinfold) provided detailed descriptions of 
ACTP’s governance model, operations and activities. Although this evaluation (year two) retains 
some of this descriptive content for context and background, it focuses primarily on performance 
indicators across the partnership’s program areas. 
 
1.1 FUNDING PARTNERSHIP 
Founded in 1991, ACTP is a nine-member, pan-Atlantic partnership consisting of the ACOA, the 
four tourism industry associations in Atlantic Canada and the provincial departments responsible 
for tourism in New Brunswick, Newfoundland and Labrador, Nova Scotia and Prince Edward 
Island. ACTP was renewed in 1994, 1997, 2000, 2003 and 2006 for consecutive three-year terms. 
The current three-year Atlantic Canada Tourism Partnership agreement came into effect on April 
1, 2009, and will expire on March 31, 2012.  

ACTP is dedicated to promoting Atlantic Canada as a leading vacation destination in key 
American and European markets.  Its mission is to grow the tourism industry in Atlantic Canada, 
which generates $3.3 billion in export revenues annually and employs over 110,000 Atlantic 
Canadians. ACTP markets Atlantic Canada as a preferred vacation destination through integrated 
direct-to-consumer advertising, travel trade partnerships and media relations activities.   
  

                                                        

1  Treasury Board of Canada. 2009. Policy on evaluation. (online: www.tbs-sct.gc.ca/pol/doc-eng.aspx?id=15024; 
last viewed February 2011)  
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The Atlantic Canada Tourism Partnership is founded on the principle that more can be gained 
through combined efforts and bulk media purchasing than could be achieved by the partners 
individually. The mandate and policies of ACTP have been shaped over the years to ensure that 
ACTP does not duplicate provincial efforts (incrementality) and that a common marketing 
strategy is of benefit to all partners. 

Funding for the three-year, $19.95 million Atlantic Canada Tourism Partnership is cost-shared 
among all partners. Fifty percent is contributed by ACOA, 33% by the four Atlantic Provinces 
and 17% by the region’s four Tourism Industry Associations. ACTP’s three-year marketing 
budget is $16.6 million. An additional $3.4 million is contributed in-kind by industry through 
fulfillment materials, sponsorship of familiarization tours and press tours, and industry’s 
participation in media and trade events. Table 1.1.1 presents ACTP’s spending estimates for the 
first two years of the 2009-2012 partnership.   
 
Key overall ACTP achievements in 2010: 
 

  ROI is $10.86 for every dollar invested in 2010.  

 ACTP levered $453,548 worth of investments.  

 Achieved $2.7 million in media buying efficiencies. 
 
Table 1.1.1: ACTP expenditures by year 
ACTP  2009 2010 

   3-Year Spending ($16,558,5001)     
Administration 

  Secretariat ($594,108)  $128,712   $180,177  
Communications ($50,000)  $23,070   $17,917  
Evaluation ($125,000)  $32,378   $37,082  
Sub-total  $184,160   $235,176  

   Marketing Programs 
  US budget ($13,355,792)  $2,207,555   $4,818,061  

UK budget ($2,433,600)  $591,236   $1,016,357  
Sub-total  $2,798,791   $5,834,418  

   Total spending  $2,982,951   $6,069,594  
1. Total 3-year value is $19,950,000 with $3,391,500 in-kind from industry partners. 
Note: Budgets are as of December 31st each year. 
 
1.2  STRUCTURE AND KEY ACTIVITIES  
The organizational structure of ACTP is compact and efficient (Figure 1).  Overall direction is set 
by a 10-member Management Committee comprised of four provincial Deputy Ministers 
responsible for tourism, the Presidents (or delegates) of four provincial tourism industry 
associations, and the Vice-President and Director General of ACOA-PEI and Tourism. The 
Management Committee provides policy and program direction for the Secretariat and the 
Marketing Committee. It is responsible for approving all program and administrative budgets. 
Under the Agreement, decisions by the Management Committee are made by consensus. 
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Strategy research, development and implementation are carried out by the Marketing Committee. 
This committee is comprised of four provincial Directors of Marketing, four industry 
representatives appointed by their respective industry associations, and two ACOA-PEI and 
Tourism representatives. The Committee works closely with ACTP’s U.S. and U.K. Program 
Managers and provides overall approval, support and guidance on all marketing initiatives. 
Decisions by the Marketing Committee are made by consensus. 

The day-to-day administration of the partnership is the responsibility of a Secretariat. The 
Secretariat administers the agreement, facilitates and coordinates ACTP activities, implements 
corporate communications strategies, hires and oversees the U.S. and U.K Program Managers and 
coordinates annual and end-of-agreement evaluations.  

Figure 1: ACTP organizational chart 

 

1.3  BUSINESS AND MARKET ENVIRONMENT  
Atlantic Canada competes with other jurisdictions for international arrivals. According to ACTP’s 
U.S. and U.K. market studies and the CTC’s Global Tourism Watch, Quebec and Ontario are 
Atlantic Canada’s primary Canadian competitors, while the United States and Western Europe 
are ACTP’s primary international competitors. Globally, four factors continue to affect Atlantic 
Canada’s tourism competitiveness in international markets. These factors include the 
globalization of tourism, geopolitical conditions, changing travel behaviours, and changing travel 
interests. 
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Globalization of tourism 

According to the World Tourism Organization, tourism is one of the fastest growing sectors of 
the global economy and developing nations are attempting to cash in on tourism as a means of 
generating foreign investment, financial reserves, and business and employment opportunities for 
their citizens. Consequently, there are a growing number of diverse destinations offering unique 
travel experiences, at attractive price points.   
 
Geopolitical considerations 

World economies continue to combat near recessionary conditions brought about by volatile 
financial and housing markets, consumer credit crisis, unemployment, exchange rates, etc. These 
and other economic forces have greatly affected consumer confidence and the demand for 
international travel.   
 
Changing travel behaviours 

Driven by aging populations, immigration, changing household compositions, advances in 
tourism technologies, etc., travel behaviour is changing. There are recent and significant shifts 
away from extended vacations to mini vacations. Changing modes of travel have seen increases 
in air and cruise ship travel at the expense of motorcoach and automobile travel. These and other 
developments have given rise to a demand for urban versus rural tourism.   
 
Changing travel interests 

Driven by increases in leisure time, internet technologies and the emergence of the service 
economy, travelers have become more sophisticated. They are demanding higher levels of 
customer service, more interactive travel experiences and more socially and culturally engaging 
travel experiences.  
 
Competitiveness 

Atlantic Canada is well positioned to react to and advantage evolving market conditions. Its 
geographic proximity to densely populated urban centers in the United States (and Western 
Europe to a lesser degree) combined with the region’s natural environment (coastal and rural 
landscapes), unique cultural, outdoor and natural experiences and small urban experiences serve 
to enhance the region’s appeal as a leisure travel destination. The flexibility built into the 2009-
2012 ACTP agreement allows the partnership to react quickly to changing market conditions and 
to capitalize on new opportunities.  

1.4 MARKET PERFORMANCE  

1.4.1 Marketing Focus 

ACTP utilizes a research-based approach to focus its marketing efforts in the United States and in 
the United Kingdom. The Canadian Tourism Commission’s (CTC) Market Portfolio Analysis 
(MPA) combined with an analysis of international travel statistics, CTC market reports and 
dedicated ACTP market research activities helped identify three geographic markets for ACTP’s 
marketing programs in 2009 and in 2010. 
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2009-2010 market focus: 

 Primary market – Mid-Atlantic U.S. States (New Jersey, New York, Pennsylvania). 

 Secondary market – Pacific U.S. States (California, Oregon, Washington). 

 Overseas market – United Kingdom. 

ACTP’s approach to market consolidation and market segmentation has allowed the partnership 
to focus on high potential international travellers with an interest in the tourism experiences 
offered throughout the Atlantic region. Visitation, revenue and conversion statistics continue to 
provide the basis for gauging ACTP’s successes. 

1.4.2 Market Performance – Canada 
  
According to Statistics Canada’s International Travel Survey, in 2009 Canada hosted 2.4 million 
visitors from Pacific region of the United States, 2.7 million from the Mid Atlantic region of the 
United States and 686,000 visitors from the United Kingdom.   
 
As shown in Table 1.4.1, between 2008 and 2009 visitation to Canada remained relatively 
constant from the Pacific and Mid-Atlantic U.S. states, while significant declines is arrivals were 
recorded from the U.K.  Declines in tourism-related spending by visitors to Canada from these 
geographic markets outpaced arrivals. Between 2008 and 2009, revenues from the U.K. declined 
by 24%, while revenues from the Mid Atlantic and Pacific regions of the United States declined 
5% and 9% respectively.  
 
Table 1.4.1: Visitors to Canada by market and year 

Market 
20081 20092 % Change 

Visits Revenues Visits Revenues Visits Revenues 

Pacific US 2,312,000 $1,188,000 2,372,000 $1,125,000 3% - 5% 

Mid-Atlantic US 2,732,000 $1,196,000 2,662,000 $1,084,000 - 3% - 9% 

UK 837,000 $1,184,000 686,000 $894,000 - 18% - 24% 
1. Source: Statistics Canada, 2009. International Travel 2008.  
2. Source: Statistics Canada, 2010. International Travel 2009.  
 
1.4.3 Market Performance – Atlantic Canada 
 
The foundation for assessing ACTP’s performance in these markets is to compare visitation and 
revenue estimates for Atlantic Canada to Canada as a whole.  Statistics Canada’s International 
Travel Survey provides this comparison. According to Statistics Canada (Table 1.4.2), with the 
exception of the Mid Atlantic region of the United States, Atlantic Canada outperformed the 
nation average in terms of growth in both visitation and revenues. Of particular interest is that in 
2010, Statistics Canada reported a 17% increase in U.K. arrivals to Atlantic Canada, versus an 
18% decline for Canada. Atlantic Canada also recorded a 30% increase in revenues from the U.K. 
market, versus a 24% decline for Canada.   
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Table 1.4.2: Visitors to Atlantic Canada by market and year   

Market 
20081 20092 % Change 

Visits Revenues Visits Revenues Visits Revenues 

Pacific US 34,000 $19M 36 $18M 6% - 6% 

Mid-Atlantic US 96,000 $78M 92 $54M - 4% - 31% 

UK 48,000 $49M 56 $63M 17% 30% 
1. Source: Statistics Canada, 2009. International Travel 2008.  
2. Source: Statistics Canada, 2010. International Travel 2009.  
 
1.4.4 Market Share – Atlantic Canada 
 
An analysis of market share bring context to ACTP’s market performance relative to other 
Canadian jurisdictions. According to Statistics Canada’s International Travel Survey (Table 
1.4.3), Atlantic Canada recorded a 3% increase in its share of overnight visits to Canada from the 
Pacific region of the United States. However, it lost market share in terms of revenues (spending 
by overnight visitors to Canada) from this developmental market. In the Mid Atlantic region of 
the United States, Atlantic Canada lost market share in both visitation and revenues.  
 
In the United Kingdom, Atlantic Canada made significant gains. Atlantic Canada’s share of 
overnight visits to Canada from the U.K. increased by 42% and its share of spending by overnight 
U.K. visitors to Canada increased by 72%.   

Table 1.4.3: Atlantic Canada’s share of visitors and revenues in Canada by market and 
year 

Market 2008 2009 % Change 
Visits Revenues Visits Revenues Visits Revenues 

Pacific US 1.47% 1.70% 1.52% 1.63% 3% - 4% 

Mid-Atlantic US 3.51% 6.90% 3.46% 4.95% - 2% - 28% 

UK 5.70% 4.10% 8.10% 7.07% 42% 72% 
 

1.4.5 Target Market Adjustment 
 
In 2010, the economic recovery in the United States from the global recession was lagging that of 
Canada and other countries. Consumer confidence in the U.S. economy remained low. Leisure 
Travel studies commission by Travels’ America and other North American jurisdictions 
suggested that Americans intended to take fewer trips in 2010 and intended to travel closer to 
home.   
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Knowledgeable of the situation in the United States, conversion and visitation data at the 
provincial level, ACTP’s Marketing Committee requested that the Canadian Tourism 
Commission provide a new Market Portfolio Analysis (MPA), Market Investment Analysis 
(MIA) and return on investment forecast to determine if any shifts in geographic markets were 
warranted.  
 
After reviewing the CTC reports in September 2010, the Marketing Committee provided ACTP’s 
Management Committee with a business case to withdraw from the Pacific region of the United 
States and to re-enter the New England market. After considerable discussion, the Management 
Committee exercised the flexibility built into the 2009-2012 partnership agreement and 
authorized a shift in market focus. It directed the Marketing Committee to allocate up to 30% of 
the U.S. marketing budget to New England. The caveat being that the Marketing Committee 
adopted a fresh, new approach to its marketing activities in the New England market – a lifestyle 
approach to marketing in 2011.   
 
New 2011 Market focus: 
 

 Primary market – Mid-Atlantic U.S. (New Jersey, New York, Pennsylvania) as a 
priority market, 

 Secondary market – New England States (Maine, New Hampshire, Connecticut, 
Massachusetts, Vermont, Rhode Island) as a secondary market, and 

 Overseas market – United Kingdom. 

 
Additionally, the Management Committee authorized the Marketing Committee to modify its 
travel trade partnership strategy away from a geographic focus to client-based marketing 
partnerships that incorporate new marketing tactics (online promotions, new products, and new 
product itineraries). The Management Committee also agreed that travel trade partnerships based 
exclusively on consumers residing within ACTP’s defined geographic markets was too limiting. 
Subsequently, the Management Committee authorized the Marketing Committee to promote 
Atlantic Canadian group and fully independent travel (FIT) experiences to tour wholesalers’ 
entire client database, regardless of where these clients resided.  
 
These market adjustments represent significant mid-course corrections in ACTP’s three-year 
marketing strategy.  ACTP’s policy guidelines provided the necessary authority and guidance for 
such decisions. The Marketing Committee presented a strong business case for the adjustments 
and ACTP’s Management Committees acted appropriately.   
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II  

ANALYSIS AND FINDINGS 
 
2.1 GOVERNANCE AND MANAGEMENT 

2.1.1 Management Committee 
ACTP’s Management Committee is responsible for the administration and management of the 
Agreement, including the review and approval of all strategies, programming, work plans and 
budgets annually, and overseeing the work of the Marketing Committee and the Secretariat. The 
Management Committee is also responsible for coordinating the Agreement with other federal and 
provincial programs and industry activities, developing and overseeing a Communications Policy 
and ensuring the free flow of information among the parties. 
 
Our evaluation finds that the Management Committee continues to: 
 

 Find relevance in ACTP’s policy guidelines that provide the necessary guidance in decision-
making (including the U.S. market shift decision). 

 Operate effectively with a compact organizational structure and clear lines of direction with 
the Secretariat, Marketing Committee, and Program Managers. 

 Continues to have effective meetings, decision-making, reporting, and approval of funding 
while operating in a collaborative manner and on a consensus basis among the partners.  

2.1.2 Secretariat 

Through a competitive process, the Tourism Industry Association of PEI (TIAPEI) was selected as 
the Secretariat for ACTP. As the Secretariat, TIAPEI manages the activities of ACTP and works in 
close collaboration with the Management Committee, Marketing Committees and Program 
Managers in the day-to-day administration of the Agreement. The Secretariat is selected by and 
reports to the Management Committee.  
 
Administration 
 
The Secretariat meets its responsibilities within the annual budget it has been assigned (Table 2.1.1). 
The Secretariat serves several functions including financial controls, project and activity tracking, 
documentation and reporting. Meeting coordination, information sharing, and briefing new ACTP 
participants are part of the Secretariat’s responsibilities. 
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Table 2.1.1: ACTP secretariat budget by year 
Secretariat  2009 2010 
3-Year Budget ($594,108)  $128,712   $180,177  
Coordinator salary/training  $34,168   $54,552  
Travel  $12,276   $23,562  
Office/supplies/utilities/rent  $21,980   $24,792  
Professional fees  $4,422   $22,492  
Accountant salary/benefits  $18,900   $18,900  
Management fees  $35,000   $35,000  
Equipment lease 

 
 $315  

Meeting expenses  $3,329   $5,212  
Contingency 

  Taxes  $(1,363)  $(4,648) 

   Total spending  $128,712   $180,177  
Note: Budgets are as of December 31st each year. 
 
Distribution of research findings 

The Secretariat is responsible for the distribution of pertinent information to all ACTP partners, 
committees and contracted agencies. In particular ACTP research findings are collated and packaged 
in usable form for a wide audience. Current research findings posted on ACTP’s website and 
distributed by email and newsletters are useful for local and regional tourism planning efforts.  

The Secretariat maintains the flow of communications between all committees and plays an 
important role in presenting key research findings to tourism operators and the public. The 
Secretariat attends the four regional Tourism Industry Association conferences annually and 
promotes ACTP through industry presentations, trade show booth, and other materials.  
 
Corporate communications strategy 
 
The Secretariat is responsible for implementing a corporate communications strategy in accordance 
with directives received from the Management Committee. The Strategy seeks to achieve the 
following: 
 
Strategy objectives: 
 

 Create an awareness of the Atlantic Canada Tourism Partnership, its initiatives, successes 
and its achievements among targeted tourism industry audiences through consistent and 
sustained communications and public relations activities. 

 Maintain and increase the target audience’s support for the Atlantic Canada Tourism 
Partnership, its activities and related funding. 

 Identify and demonstrate the benefits of federal, provincial, industry partnerships. 

 Identify and demonstrate the benefits of regional cooperation in Atlantic Canada. 

 
A $50,000 budget has been allocated for implementation over the three years (Table 2.1.2) with 
more weight assigned in the early years along with start-up activities.  
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Table 2.1.2: Corporate communications budget by year 
Communications  2009 2010 
3-Year Budget ($50,000)  $23,070   $17,917  

Note: Budgets are as of December 31st each year. 

Evaluation of corporate communications relies on the following performance measurement criteria 
established at the outset of the Agreement: 
 
Communications annual performance measurement criteria: 
 

 Attendance at trade shows (target of 4), 

 Presentations at tourism industry association (TIA) conferences (target of 4). 

 E-news letters, web statistics and brochure distribution (no target).  

Communication activities documented in Table 2.1.3 shows that ACTP’s trade show and conference 
activity targets were achieved in 2010.  
 
Table 2.1.3: Corporate communications activities 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

Target 2009 2010 

Four (4) TIA 
tradeshows 

 TIANB Annual Conf  TIANS Expo 
 TIAPEI Annual Conf 
 TIANS Tourism 

Summit 

 Hospitality NL (HNL) 
Tourism Summit  

 TIACan Nov 4 
 HospitalityNL Annual 

Conv & Trade Show 

 TIAPEI Semi-Ann Conf & 
Trade Show 

 TIANB Annual Conf and 
Tradeshow 

Four (4) TIA 
conferences 

 ACTP Launch 
 PEI Tourism 

Advisory Council 
 NB Tourism Reps and 

NB Agency of 
Records 

 Atlantic Prosperity 
Summit 

 TIANB Annual Conf 
 TIAPEI AGM Conf 
 Hospitality NL 

(HNL)Tourism Summit 
 TIANS Conference 

Other (no 
targets) 

 Website tracked by 
Google Analytics 

 “What’s New at 
ACTP” newsletter 

 ACTP articles in 
TIAPEI newsletter 

  

 Website tracked by Google 
Analytics 

 “What’s New at ACTP” 
newsletter 

 e-newsletter and e-news 
subscriptions 

 ACTP articles in TIAPEI 
newsletter 

 Atlantic Chamber of 
Commerce Post 

 CBC News 
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Atlantic Canada Showcase – A buyer-seated marketplace 

Atlantic Canada Showcase was a major event that deserves elaboration in this report. The event was 
designed for motorcoach, FIT, and specialty trade travel industry representatives. It was held in 
Halifax, Nova Scotia in October 2010. The event showcased products to North American and 
European tour operators, and the aim was to sell Atlantic Canada product and build relationships. 

The event targeted 55 buyers and successfully attracted 49, of which 91% indicated they were likely 
to buy product. The event also targeted 110 sellers and successfully attracted 103, of which 52% 
booked new business. 

ACTP provided $180,000 in support of the event, which helped generate:  

 $86,000 in sponsorships,  
 $39,000 in seller registrations,  
 $83,019 in buyer registrations,  
 $98,000 in industry travel expenses, 
 $31,500 in promotional material, and  
 Total industry contributions of $252,219. 

This was considered a highly successful event with many tangible benefits for Atlantic Canada 
tourism. 
 
Marketing program oversight 

The Secretariat continues to work with the two Program Managers to ensure that all Program 
elements follow ACTP’s policy guidelines. The Program Managers are accountable to ACTP 
Secretariat on issues related to hours worked, vacation, and annual performance review, but take 
direction from the Marketing Committee on all marketing related matters.  
 
Follow-up from 2009 evaluation 

The 2009 evaluation encouraged the Secretariat to further improve communication of research 
findings, and there is a reported change in the way research findings are now “packaged”. Efforts 
have been directed to make research findings more concise and accessible, with the expectation that 
recipients who take an interest in a particular topic can access ACTP’s website for more detail. 

The 2009 evaluation also suggested that research materials presented on the website be categorized 
and dated. The website now shows research by year and by topic from 2003 to the present. The 
extensive list demonstrates the research activity and value of ACTP in this regard, and also reminds 
today’s tourism planners and operators of the ground that has been covered so that previous work is 
not repeated or forgotten in current decisions. 
 
Furthermore, it is acknowledged that all recommendations from the year one evaluation were acted 
on by ACTP to the satisfaction of this year’s evaluation. 
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2.1.3 Marketing Committee 

The Marketing Committee is responsible for developing annual marketing strategies based on sound 
market research, tourism performance measurement, and liaison activities with the CTC. The 
Marketing Committee makes marketing recommendations to the Management Committee, provides 
project briefs, and implements any actions, amendments or revisions required by the Management 
Committee. 
 
Regional approach 
 
The Marketing Committee’s strategies build on and enhance the brand equity of provincial and 
industry partners in priority markets in the United States.  The ‘Atlantic Canada, Awaken to the 
Rhythm of the Sea’ brand is used to position the region in the U.K. ACTP uses the ‘Canada Keep 
Exploring’ logo in all media. The ‘Welcome to Atlantic Canada’ regional identifier is used in all 
media in the U.S. ACTP’s marketing activities in all target markets have tactics that are common to 
the four Atlantic Provinces, as specified in the Memorandum of Understanding (MOU). Efficiencies 
are maximized through the use of a common and independent media planner/buyer and media 
relation providers. ACTP’s reach into the trade sector is directed at developing marketing 
partnerships with the tour wholesalers and operators actively selling all four Atlantic Provinces in 
target markets. 
 
Regional benefits 

ACTP enables the Provinces to pool their resources and increase their visibility in key markets and 
emerging ones. In most cases the Provinces would not have the resources to undertake campaigns of 
this scale on their own.  
 
Key marketing benefits are: 
 

 Relationship building and collaborative partnership with CTC, tour wholesalers/operators. 

 Marketing efficiencies (media buys, media relations). 

 Research efficiencies that support marketing strategies and tactics. 

 Familiarization tours that provide travel writers and tour operators with first-hand 
information and exposure to the region’s local tourism assets. 

 Funding for Atlantic Canada Showcase, a venue that allows tourism SMEs to interact with 
tour wholesalers and tour operators. 

 
Performance  
 
Our review of meeting minutes and rationale for decision-making suggest that the Marketing 
Committee continues to deliver a research driven strategy. There are no significant challenges to report 
in 2010. 
 
  



14 2010-2011 Atlantic Canada Tourism Partnership Evaluation 

  Gardner Pinfold  

Follow-up from 2009 evaluation 

The 2009 evaluation encouraged development of a stronger travel trade strategy including the use of 
new technologies and non-traditional partnerships to leverage marketing opportunities.  The U.S. 
and U.K. travel trade performance indicators (later in this report) indicate greater effort has been 
devoted to travel trade development and performance levels are holding from 2009 levels despite 
challenges particularly in U.S. markets.  

The 2009 evaluation suggested that ACTP continue to leverage marketing opportunities associated 
with newer technology though further adoption of on-line media and the development of non-
traditional marketing partnerships. In 2009 and today, it is recognized that ACTP’s advertising 
across various media sources has utilized an increasing amount of on-line advertising (from 14% of  
budget in 2007 to more than 42% today). This trend is positive and it is believed that sound research-
driven budget allocations continue to be made. 

2.2 U.S. MARKETING PROGRAM 
Our review of the marketing strategy documentation continues to find strong evidence that 
development of target markets and specific tactics are based on the results of market research as well 
as a solid understanding of the tourism industry and market dynamics.  
 
The U.S. Marketing Program Manager coordinates the delivery of ACTP’s direct-to-consumer 
advertising campaigns, joint marketing partnerships with the travel trade and the partnership’s media 
relations activities. The Program Manager accounts for marketing resource allocations and collects 
performance measurement information provided in part by task forces, provincial and federal 
partners, media buyers, travel trade partners and media-relations providers. ACTP’s research 
activities in the United States are coordinated by a task force comprised of provincial tourism 
research analysts, ACOA and the U.S. Program Manager.   
 
The primary objective of ACTP’s U.S. Marketing Program is to attain an overall return on 
investment (ROI) of $10.00 for every $1.00 invested in marketing (direct-to-consumer advertising 
campaigns, development of joint marketing partnerships with the travel trade, and media relations 
activities). ACTP’s 2010 U.S. marketing activities collectively generated an estimated $41.3 million 
in revenues for tourism in Atlantic Canada, and achieved an ROI of $11.57 for every dollar invested 
in direct to consumer advertising, travel trade partnerships and media relations. 
 
Program budget 

The three-year U.S. Marketing Program budget is $13,224,499. Table 2.2.1 presents ACTP’s U.S. 
expenditures by category for 2009 and 2010.    
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Table 2.2.1: U.S. program expenditures by year 
US Marketing 2009 2010 
3-Year Budget ($13,224,499)  $4,378,137   $6,694,101  

   Mid Atlantic Media Campaign  $1,486,128   $3,838,401  
Program Manager  $96,221   $93,717  
Media Buying House  $194,925   $190,200  
Travel Trade Program  $158,546   $250,000  
Research1  $148,902   $65,716  
Media Relations  $102,648   $149,605  
Contingency 

 
 $100,000  

Misc Costs  $4,110   $10,000  
Meeting Expenses  $4,723   $3,200  
Industry Travel  $2,974   $8,000  
ACS 2010 

 
 $180,000  

Sub Total  $2,199,177   $4,888,839  

   Tax Rebates  $(65,415)  $(72,983) 
Total spending  $2,133,762   $4,815,856  
Balance remaining  $2,244,375   $1,878,245  

Note: Budgets are as of December 31st each year. 
 
Marketing efficiencies and performance 
 
ACTP contracted with Jungle Media (a division of Cossette Media) to act as ACTP’s media planner 
and media buyer. Jungle’s media planning activities ensure that all partners are participating in a 
common media buy (same magazines, same newspapers, same online media, etc). Their media 
buying activities ensure that all partners benefit from the economies and efficiencies afforded by the 
bulk buying of print and online media.  
 
As shown in Table 2.2.3, Jungle Media’s activities generated $1.1 million in media efficiencies and 
value adds in 2009. These efficiencies increased by 109% to almost $2.4 million in 2010. ACTP 
achieved an ROI of $12.41 for every $1.00 invested in media buying/efficiencies activities.   
 
2.2.1 U.S. Consumer Campaign 
 
At $3.84 million, ACTP’s direct-to-consumer advertising campaign in the Mid-Atlantic region of the 
United States was the largest individual program activity undertaken by the partnership in 2010.  The 
campaign was designed to create increased awareness of and demand for Atlantic Canadian travel 
experiences, and to position each of the four Atlantic Provinces as preferred leisure travel 
destinations among three ‘high potential’ lifestyle segments – Exurban Explorers, Outdoor Elite and 
Young Sophisticates. These lifestyle segments were developed for ACTP by Environics Analytics, 
using their PRIZM clustering model.  Environics Analytics linked each of the lifestyle segments to 
BBM reports (and other media consumption databases) to provide ACTP with highly targeted and 
tactical media options.   
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Table 2.2.2: ACTP’s Mid-Atlantic lifestyle segments  

Lifestyle Segments Characteristic 
Number of Mid 

Atlantic 
Households 

Exurban Explorers 
 

 
Affluent older and mature empty 
nesters with the means and time to 
travel  
  

 
1,964,273 

 
 

Outdoor Elite 
 

Wealthy, highly-‐educated mature 
families or empty nests who tend to 
enjoy low impact outdoor activities 
 

1,548,831 
 

Young Sophisticates 
 
 

A mix of young singles and married 
couples with modest incomes and 
young children leading active, 
freewheeling lifestyles 

868,209 
 

 	   	  
Performance indicators 
 
The direct to consumer campaign is evaluated according to a set of performance indicators 
established at the outset of ACTP Agreement (Table 2.2.2). An online conversion study measures 
actual performance annually.  
 
The data shown in each row of the table are used as follows to obtain the ROI values each year. The 
program targets potential travellers and generates inquiries from those who recall ACTP marketing 
(qualified visitors). A certain proportion of these inquiries are converted to party visits. Average 
party spending is reported in the conversion studies. When spending estimates are applied to the 
number of party visits this gives a measure of revenues generated. Dividing the revenues by the 
dollar amount of initial investments in marketing (ACTP media spend) provides the measure of 
return on investment.  
 
Table 2.2.3: U.S. direct to consumer campaign performance indicators by year 

Indicator 2010 Target 2009 2010 

Inquiries generated 
qualified visitors1 50,000 40,300 52,554 

Conversion rate1 50% 56.60% 48.00% 
Converted party visits1 25,000 22,825 25,227 
Average party spending1  $1,500  $1,620  $1,476  
Revenues generated1 $32,500,000  $36,980,000  $38,740,000  
ACTP media spend2 $3,838,401 $1,486,128  $3,310,401  
ROI1 10:1 24.8:1 11.7:1 
Savings/added value3 $900,000  $1,124,829  $2,360,083  

Sources: 1. ACTP’s 2009 and 2010 Conversion Surveys, 2. Program Budget, 3. Jungle Media Final Analysis.  
Note: Goal for each indicator is to meet targets by end of December for the given year. 
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Key findings 
 

 Inquiries, visitation, revenue and return on investment – ACTP’s direct-to-consumer 
advertising campaigns continue to exceed targets.  

 Party visits – ACTP’s 2010 direct-to-consumer advertising campaign generated more than 
52,000 qualified inquiries that led to more than 26,000 party visits.  

 Revenues and ROI – These visitor parties spent almost $39 million while vacationing in 
Atlantic Canada, resulting in a return on investment of $11.70 for every $1.00 in media 
purchased.   

 Savings and value added – Media efficiencies generated by Jungle media exceeded targets 
by a factor of 2.6.    

 
Successes 
 
The combination of results across the performance indicators reflects well on ACTP direct-to-
consumer marketing program. The Mid Atlantic region of the United States is a developmental 
market for ACTP and based on conversion indicators, the partnership’s approach to market 
segmentation appears to be paying dividends.  If inquiry, conversion and spending rates hold, it 
appears that 2011 will be a promising year for the partnership.     
 
Challenges 
 
The Mid Atlantic region of the United States is a highly competitive market. ACTP will continue to 
face strong competition in this market from domestic U.S. and international leisure travel 
destinations. ACTP’s ability to differentiate its product offer and its ability to communicate 
effectively with its lifestyle targets will continue to challenge the partnership resources.   
 
2.2.2 U.S. Travel Trade 
 
ACTP’s U.S. Travel Trade Strategy focuses on developing joint marketing partnerships with tour 
wholesalers / operators and travel influencers that have an ability to generate incremental sales from 
targeted U.S. markets.  ACTP advantages these marketing partnerships to deliver educational and 
training sessions to tour operator’s front line staff as a means to increase their awareness and 
appreciation of the four Atlantic Provinces, and their ability to sell Atlantic Canadian vacation 
experiences.   
 
Key travel trade strategy objectives:  
 

 Develop strategic and incremental partnerships with the top producing travel companies 
currently selling all four Atlantic Provinces. 

 Increase the number of visitors to Atlantic Canada. 

 Leverage against CTC and other partner programs, where possible. 

 Increase consumer awareness through trade activity. 

 Build on the brand equity already established by the four provinces. 
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Performance indicators: 
 
The goal of ACTP’s U.S. Travel Trade Program is to increase group tour and FIT revenues for 
Atlantic Canada.  ACTP’s successes are evaluated against a set of performance indicators that are 
assessed annually (Table 2.2.4). The program cultivates partnerships with U.S. Tour Operators that 
sell group tours and FIT packages to all four Atlantic Provinces.  Revenues generated from these 
partnerships (tour costs and spending by travellers) are assessed in terms of ACTP’s investment to 
project a return on investment. Programs such as educational sessions, training seminars, site visits, 
familiarization tours and special events (Atlantic Canada Showcase) are supplementary marketing 
investments that are not ROI based. 
 
Table 2.2.4: U.S. travel trade performance indicators by year 

Indicator 2010 Target 2009 2010 

Number of partnerships1 6 5 5 
Packages sold2 N/A 832 390 
Sales2 N/A $2,170,000 $1,214,629 
ACTP contribution2 N/A $135,625 $103,675 
ROI2  10:1 16:1 11.7:1 
Programs delivered1 2 3 2 
Tradeshows/marketplaces1 3 3 2 
Leveraged dollars2  N/A $166,837 $177,716 

Sources: 1. ACTP reports, 2. Partner reports 
 
Key findings 
 

 Number of partnerships – ACTP participated in five joint marketing partnerships with the 
travel trade in both 2009 and 2010, one short of its target. 

 Packages sold – In 2010, ACTP’s partnerships generated 390 tour packages for Atlantic 
Canada, a significant decrease (53%) from the 832 packages sold in 2009. Although ACTP’s 
investment in these partnerships declined by 24% or $35,000, partnership revenues declined 
by 44% to just over $1.2 million. 

 ROI – Although ACTP’s travel trade ROI declined from $16.00 in revenues for every $1.00 
invested in 2009 to $11.72 in 2010 (-26%), ACTP did surpass its $10.00 ROI target. 

 Tradeshows, and marketplaces – ACTP continues to meet or exceed both targets. 
Leveraged dollars:  In 2009, ACTP leveraged $166,837 in partnership dollars from tour 
operators.  This amounted to $1.23 for every dollar invested by ACTP.  In 2010, the ratio of 
leveraged dollars to ACTP increased to $1.71 or $177,716. 

 
Successes 
 
ACTP exceeded the return on investment target ($11.72:$1).  Additionally, ACTP increased tour 
operator investment ratios from $1.23 to $1.71 - suggesting that U.S. tour operators continue to 
value Atlantic Canada as a group tour and FIT destination.   
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Challenges 
 
ACTP’s decline in packaged sales and revenues in 2010 is likely due to a combination of factors 
including economic conditions in the United States and currency exchange rates.  Both of these 
factors are beyond ACTP’s control.  However, ACTP’s U.S. tour operator partnerships require the 
travel trade to sell all four Atlantic Provinces. This approach may be too limiting and may be costing 
Atlantic Canada group and FIT business. Rather than a rigid approach to travel trade partnership (all 
four provinces), a more balanced approach may be warranted.   
 
Follow-up from 2009 evaluation 
 
Recommendations in 2009 Evaluation of the Atlantic Canada Tourism Partnership included 
strengthening ACTP’s travel trade strategy through the development of more non-traditional 
marketing approaches. Although greater effort was devoted to travel trade development in 2010, 
weakening sales suggest this recommendation should remain part of ACTP’s travel trade strategy in 
2011.  An assessment of ACTP’s ability to influence sales and the types of group tour and FIT 
packages being sold may be required.   
 
2.2.3 U.S. Media Relations 
 
ACTP’s Media Relations Program aims to enhance the appeal of the Atlantic Provinces through 
publicity in both print and online media.  The key objectives of ACTP’s Media Relations activities 
are to generate greater awareness of each of the Atlantic Provinces, to position the Atlantic 
Provinces as premier vacation destinations in U.S. markets and to distinguish Atlantic Canada from 
its competitors. 
 
Media relations program components: 
 

 Promotional activity designed to attract the attention of the media to Atlantic Canada. 
 Press tours offered to journalists who respond to ACTP promotions on pan-Atlantic or 

individual provincial basis.   
 
Hawkins International PR was contracted as ACTP’s Media Relations provider in the United States. 
Hawkins coordinates ACTP’s U.S. media relations program and in conjunction with ACTP and a 
media relations task force (comprised of the U.S. Program Manager, provincial Media Relations 
Managers and an ACOA and industry representative) creates and distributes featured press releases, 
coordinates social media outreach and broadcasts media editorials. Hawkins also works to 
coordinate individual and group press tours to Atlantic Canada. 
 
Performance indicators 
 
The U.S. media relations program is evaluated according to a set of performance indicators that are 
measured annually (Table 2.2.5). The goal of the program is to maximum media value and impact 
among consumers in ACTP’s target markets.  Publicity value is tracked for each print and online 
editorial generated according to the media supplier rates.  It takes into consideration the cost of space 
and value of circulation (viewership) that each editorial commands. ACTP’s investment in these 
activities can be compared with the publicity value generated to project return on investment.  In 
2010, ACTP generated $8.60 in publicity for every $1.00 invested in media relations. While 2010 
represents a significant increase over 2009, publicity value fell marginally short of the 10:1 ROI 
target. 



20 2010-2011 Atlantic Canada Tourism Partnership Evaluation 

  Gardner Pinfold  

Influential journalists that express an interest in writing feature articles about Atlantic Canada may 
be invited to participate in a press tour. During these tours, the journalists collect photographs, 
stories and other information for their editorials. Press tours are an important supporting activity to 
ACTP’s media relations activities. However, they are not subject to an ROI calculation. Given 
‘timing’ of the press tour and the lead time for a feature article to be published, a press tour hosted in 
2010 may not generate a published story until 2011.   
 
Table 2.2.5: U.S. media relations program performance indicators by year 

Indicator 2010 Target 2009 2010 

Publicity value $1.5M $0.28M $1.29M  
Media relations spend1 N/A $102,648 $149,605 
ROI 10:1 2.2:1 8.6:1  
Press tour participants 14 3 12 
1. Preliminary 
2. Note: PR firm contracts (spending) follow fiscal year while publicity value is reported for calendar year. 
 
Key findings 
 

 Publicity value – Publicity value was below 2010 targets (86% of target).  Media relations 
spend and ROI - ACTP invested $149,605 in its media relations program in 2010 and 
generated an ROI of $8.60 in publicity value for every dollar invested in the program.  
Although this represents a significant improvement over 2009’s ROI $2.20, ACTP should 
continue to monitor the progress and performance of its media relations provider to ensure it 
is achieving maximum benefit. 

 Press tour participants – ACTP made significant progress in generating incremental press 
tours in 2010, achieving 86% of its targeted 14 press tours. 

 
Successes 
 
Substantial gains were made across all indicators moving from 2009 to 2010.  
 
Challenges 

ACTP made significant gains in the number of press tours hosted and publicity value generated. 
However, performance continues to lag behind targeted values. Although some of the discrepancies 
(targets versus actual performance) can be rationalized by a new media relations provider, ACTP 
should continue to monitor the progress and performance of its media relations provider to ensure it 
is achieving maximum benefit.   
 
2.2.4 U.S. Research Program 
 
The Marketing Committee developed a three-year research program to parallel its marketing 
strategy. This research agenda is both directional and evaluative in nature. The research assesses 
market conditions and poses recommendations for geographic and consumer targets. It provides 
information on emerging market trends and issues, consumer attitudes and perceptions, destination 
awareness and appeal, travel motivators and vacation activities, interest in and likelihood of 
vacationing in Atlantic Canada, etc. ACTP’s research agenda also includes evaluative components 
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such as conversion studies that directly link the partnership’s marketing activities with market 
performance.  
 
ACTP partners with the CTC on appropriate market studies. More importantly, it draws on 
provincial and federal resources for research design, data analysis and data interpretation. Our 
evaluation confirms that research is the pillar of ACTP’s strategic planning process. It is used to 
identify and capitalize on target markets. There is strong evidence that strategies and individual 
marketing tactics are based on the results of market research, as well as a solid understanding of the 
tourism industry and market dynamics.  
 
Research activities include:  
 

 U.S. Web Conversion, 

 U.S. Social Mapping, 

 U.S. Global Tourism Watch, 

 U.S. Travel Trade Research, 

 Atlantic Canada Market and Return on Investment Models, 

 Atlantic Canada Showcase Research, 

 U.S. Consumer Segmentation Research, 

 U.S. Consumer Research. 

The annual budgets as of December 31st of each year are presented below (Table 2.2.6). ACTP 
invested heavily in research in 2009 to assist with the development of its marketing strategies. 
Although ACTP’s investment in market research was relatively low in 2010, it will return to a higher 
level in 2011 as ACTP prepares for a potential new agreement in 2012. 
 
Table 2.2.6: U.S. research expenditures and 2010 status  
US Research 2009 2010 2010 Status 
3-Year Budget ($409,652)  $148,902   $65,716   

   
 

Conversion Research  $23,625   $38,294  Complete 
US Consumer  $42,648  

 
 

US Social Mapping  $31,285  
 

 
New England Segmentation 

 
 $12,233  Complete 

Mid Atlantic Awareness 
  

 
US Global Tourism Watch  $3,675   $2,205  Complete 
US Trade  $15,000  

 
 

New England Awareness 
  

 
Atlantic Canada Showcase Research  $25,655  

 
 

Research Summaries 
 

 $12,985  Complete 
Ads/Translation  $7,013  

 
 

    
Total spending  $148,902   $65,716   

Note: Budgets are as of December 31st each year. 
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Performance indicators 
 
Access to current and up-to-date tourism market intelligence is the value and aim of ACTP’s 
research activities. The above account of research products, budget allocations, and status, indicates 
that research is being completed as planned for timely distribution to decision-makers and the 
industry at large. 
 
Key findings 
 

 Topics and budgets – Each of the research products commissioned by ACTP have been 
completed and delivered according to budget. 

 Timeliness – All projects were successfully completed on schedule in 2010. 

 
Successes 
 
The research program continues to be a cornerstone of ACTP decision-making and added value for 
industry as it is packaged and distributed widely in accessible forms. 
 
Challenges 
 
No significant challenges to report in 2010. 
 
2.2.5 U.S. Program Administration  
 
The administration of the U.S. Marketing Program is described by a long list of responsibilities set 
out in the job description for the Program Manager. Those requiring the most attention are 
highlighted here. 
 
Program manager responsibilities: 
 

 Develop and implement, in consultation with the Marketing Committee, an integrated 
Consumer, Travel Trade and Media Relations Marketing Strategy. 

 Develop and implement, in consultation with the Marketing Committee, tactical work plans. 

 Manage and coordinate the administration and implementation of committee programs and 
special project initiatives, in consultation with the Marketing Committee; such programs and 
project initiatives include consumer, travel trade and media relations activities. 

 Develop and implement, in consultation with the Marketing Committee, performance 
measurement objectives including evaluation criteria and reporting mechanisms to evaluate 
the results of projects. 

 Prepare and present final project evaluation reports for inclusion into overall ACTP 
Evaluation Reports. 

 Act as liaison with external Research professionals on behalf of the Marketing Committee. 
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Performance 
 
The job performance of the Program Manager is formally assessed on a yearly basis with a minimum 
satisfaction requirement of 90%.  This assessment is completed by the Marketing Committee on or 
before April 1st of each year. As such, it will form part of 2011 evaluation.  Our evaluation does 
review materials prepared by the Program Manager and documentation from meetings. This review 
suggests that the necessary financial controls, coordination and communication with the Marketing 
Committee, and supply of briefs, presentations, data, and all other information appear to be provided 
when and as requested of the Program Manager. 
 
2.3 U.K. MARKETING PROGRAM 
 
Our review of ACTP’s marketing strategy documentation continues to find strong evidence that 
ACTP’s U.K. marketing strategy and tactics are based on the results of market research, as well as a 
solid understanding of the U.K. travel market.  
 
ACTP’s overseas marketing activities continue to build on the successes of previous programs, with 
a new and sustained focus on the United Kingdom. The CTC’s Market Portfolio Analysis combined 
with an analysis of international travel statistics, CTC market reports and dedicated ACTP market 
research determined that the U.K. represented the best investment opportunity and the highest 
potential for growth.  Unlike the U.S. market where four provincial brands are retained, ACTP’s 
U.K. Marketing Program delivers a coordinated ‘Atlantic Canada, Awaken to the Rhythm of the 
Sea’ brand in the U.K.   
 
U.K. marketing strategy objectives: 
 

 Generate visitation and revenue for the four provinces of Atlantic Canada. 

 Leverage the CTC’s marketing efforts in the U.K. and other partnered programs. 

 Focus efforts on developing and enhancing relationships with high-yield tour operators with 
a proven capacity to generate visitation and revenue for the four Atlantic Provinces. 

 Build awareness of the Atlantic Canada brand. 

 Convert high-yield customers and position Atlantic Canada as the preferred destination for 
second-time visits to Canada.  

 Achieve a return-on-investment $10:1 on all marketing activities in the U.K.  

 Secure increased media coverage for the region and in turn, each of the four Atlantic 
Provinces. 

In achieving these strategic objectives, ACTP’s marketing efforts incorporate a number of initiatives 
including direct-to-consumer advertising, marketing partnerships with the Canadian Tourism 
Commission; joint marketing agreements (JMA’s) with tour operators; in-market travel trade 
promotions; tour operator and media familiarization tours; media relations activities and press tours; 
and participation in strategic marketplaces, tradeshows, road shows, workshops and educational 
seminars.  An essential ingredient of ACTP’s marketing efforts is the integration of the CTC’s 
Canada brand. All direct-to-consumer, travel trade and media relations activities both incorporate 
and advantage the CTC’s “Canada, Keep Exploring” logo and tag line.   
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The primary objective of ACTP’s U.K. Marketing Program is to attain an overall ROI of $10.00 for 
every $1.00 invested in marketing (direct-to-consumer advertising campaigns, development of joint 
marketing partnerships with the travel trade and media relations activities). The estimated overall 
U.K. program ROI for 2010 is $6.7 for every dollar invested. 

ACTP’s three-year U.K. Marketing Program budget is $2.4 million. Table 2.3.1 presents ACTP’s 
U.K. expenditures by category for 2009 and 2010.   
 
Table 2.3.1: U.K. marketing program expenditures by year  
UK Marketing 2009 2010 
3-Year Budget ($2,564,894)  $884,994   $1,033,369  

   Joint Marketing Partnership Program  $13,613   $106,660  
CTC/Consumer Program  $316,626   $433,646  
Tradeshows/In-market Initiatives  $44,250   $83,000  
Trade Fam Tour Program 

 
 $20,000  

Research1 $73,794 $2,205 
Media Relations Program  $91,103   $155,448  
Media Fam Tour Program 

 
 $20,000  

Creative/Production/Collateral  $46,079   $100,000  
Shipping/Storage  $5,598   $15,000  
Program Manager  $71,967   $81,209  
Meeting Expenses/Industry Travel  $7,594   $11,200  

Sub Total  $670,030   $1,028,368  

   GST/PST Rebates  $(5,594)  $(9,807) 
Total spending  $665,030   $1,018,562  
Balance remaining  $219,964   $14,807  

Note: Budgets are as of December 31st each year. 
 
ACTP’s 2009 marketing investment was reduced from $884,994 to $665,030.  Unallocated amounts 
($219,964) were redirected to the 2010 marketing budget, which increased its 2010 investment to 
just over $1 million. 
 
2.3.1 U.K. Consumer Marketing Program  
 
ACTP’s U.K. Consumer Marketing Program builds awareness of and demand for Atlantic Canada 
vacation experiences among high-yield market segments.  Through a mix of traditional and non-
traditional media, marketing initiatives encourage consumers to book an Atlantic Canada vacation 
experience through ACTP’s travel trade partners. The U.K. Consumer Marketing Program is 
comprised of the following: 
 
U.K. consumer marketing program: 
  

 Consumer advertising in key publications including national newspapers, travel magazines, 
out-of-home and online media. 

 Consumer advertising in partnership with tour operators and non-traditional partners. 

 Event marketing.   
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 Partnering with the CTC on their U.K. core consumer campaign. 

 Online marketing and social media opportunities in partnership with CTC, tour operators 
and non-traditional partners. 

 
Performance indicators 
 
The direct to consumer campaign is evaluated according to a set of performance indicators 
established at the outset of ACTP Agreement (Table 2.3.2). The U.K. Marketing Program aims to 
generate a 1% increase Atlantic Canada’s share of U.K. visitors to Canada, 1% increase in Atlantic 
Canada’s share of revenues generated by these visitors and a 10:1 return on investments on ACTP’s 
direct-to-consumer, travel trade and media relations activities. ACTP also strives to achieve a 10:1 
ROI on media efficiencies in the UK market.  
 
ACTP performance measurement is constrained by the one-year lag for Statistics Canada reporting 
on international travel statistics, and the time for CTC to publish its conversion estimates for the 
U.K. market. A formal conversion study, as for the U.S., is therefore not available but performance 
can be estimated according to other data collected by ACTP partners. 
 
Table 2.3.2: U.K. direct-to-consumer campaign performance indicators by year 

Indicator 2009 Target 2009 2010 

ACTP website visits1 N/A 34,914 32,046 
Increase U.K.visits2 1% 17% N/A 
Increase U.K. market share2 1% 42% N/A 
Increase U.K. revenue2 1% 30% N/A 
Increase U.K. market share2 1% 72% N/A 
ACTP gross consumer spend3 $318,500  $316,626  $433,646 
U.K. revenues4 N/A $2,747,000 $3,041,000 
ROI5 10:1 8.7:1 7.0:1 
Added value5 No target $17,295  $31,324 
Sources: 1. Google Analytics, 2. Statistics Canada ITS, 3. ACTP budget, 4. CTC Conversion, 5. Preliminary 
ROI estimates calculated by multiplying CTC conversion revenues estimates by Atlantic Canada’s share of 
spending by overnight U.K. visitors to Canada divided by ACTP’s investment, 5. Jungle Media.  Note: Final 
2010 indicators cannot be calculated until data becomes available from Statistics Canada. 
 
It is also important to recognize that the CTC invested $2.4 million in a spring 2010 consumer 
campaign in the U.K. and $470,000 in a spring consumer extension campaign (total of almost $2.9 
million). ACTP leveraged against this $2.9 million investment by partnering with the CTC in these 
campaigns. 
 
Key findings 
 

 ACTP website visits – The AtlanticCanadaHoliday.ca website continued to experience 
excellent visitation levels (34,914) as a direct result of ACTP marketing efforts. 

 Increase U.K. visits, revenues, and market share – From 2008 to 2009 there were 
increases of 17%, 42%, 30%, and 72% in visits, visitor market share, revenues, and revenue 
market share respectively. These indicators all far exceed the 1% targets. 
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 ACTP gross consumer spending – Spending was just under the projected three-year 
average at $316,626.  

 ROI – The estimated return on investment for 2010 is 7.0:1 and below the 10:1 target. 

 Added value – 81% increase in added value versus 2009.   

 CTC leverage – ACTP benefits from about $2.9 million invested by the CTC in the U.K. 

 
Successes 
 
All indications certainly suggest that focused efforts in the U.K. are worthwhile. Recognizing the lag 
period for these indicators (2009), they still provide the sense that an excellent foundation is there to 
build on. The increased scale of investment from adopting the one overseas market focus is clearly 
in line with the importance and potential of this market. 
 
Challenges 
 
No significant challenges to report. 
 
2.3.2  U.K. Travel Trade  

 
ACTP’s U.K. Travel Trade Strategy focuses on developing incremental and integrated joint 
marketing partnerships with tour operators and travel influencers that have an ability to generate 
incremental sales for Atlantic Canada. ACTP advantages these marketing partnerships to deliver 
educational and training sessions to tour operator’s front line staff, as a means to increase their 
awareness and appreciation of the four Atlantic Provinces, and their ability to sell Atlantic Canadian 
vacation experiences. ACTP’s U.K. Travel Trade Strategy is based on the following strategic 
components: 
 
U.K. travel trade strategy objectives: 

 
 Nurture existing and new partnership opportunities, 

 Encourage extended and improved itineraries and product offerings, 

 Enhance product knowledge through training and education, 

 Leverage against the CTC and other partner programs where possible, 

 Increase consumer awareness of Atlantic Canada vacation opportunities through trade 
activities, and 

 Create greater synergies between ACTP’s consumer advertising and media relations’ 
activities. 

 
Performance indicators 
 
The goal of ACTP’s U.K. Travel Trade Program is to increase group tour and FIT revenues for 
Atlantic Canada. ACTP’s successes are evaluated against a set of performance indicators that are 
assessed annually (Table 2.3.3). While the individual provinces in Atlantic Canada have marketing 
relationships with tour operators who sell province specific packages, ACTP’s program cultivates 
partnerships with U.K. tour operators that sell group tours and FIT packages to all four Atlantic 



2010-2011 Atlantic Canada Tourism Partnership Evaluation 27 

Gardner Pinfold  

Provinces. Revenues generated from these partnerships (tour costs and spending by travellers) are 
assessed in terms of ACTP’s investment in these partnerships to project a return on investment. 
Programs such as educational sessions, training seminars, site visits, familiarization tours and special 
events are supplementary marketing investments that are not ROI based.   
 
Table 2.3.3: U.K. travel trade program performance indicators by year 

Indicator 2010 Target 2009 2010 

Number of partnerships1 6 5 4 
Packages sold1 N/A 2,913 NA 
Sales1 N/A $583,363 $454,477 
ACTP contribution $101,508 $44,596 $19,922 
ROI1 10:1 13:1 22.8:1 
Programs Delivered2 5 0 5 
Tradeshows/ 
marketplaces2 2 2 2 

Leveraged dollars3 N/A $69,825 $26,140 
Sources: 1. JMA reports, 2.ACTP reporting, 3. Partner reporting 
Note: Goal for each indicator is to meet targets by end of November every year. Programs include fam tours 
(minimum target of 4 participants) and training sessions (revised target of 1 set for education and training 
sessions).  The original target for programs delivered was 9 assuming CTC would host 5 training sessions, but 
only one occurred and the target shown here has been revised to 5 accordingly. 
 
Key findings 
 

 Numbers of partnerships – ACTP’s travel trade partnerships are with tour operators that 
sell all four Atlantic Provinces. ACTP participated in five joint marketing partnerships with 
the tour operators in 2009 and four partnerships in 2010. In both years, the number of 
partnerships formed was below forecasts. In recent years, the travel trade industry in the 
U.K. has undergone a consolidation process resulting in fewer, but larger tour operators. 
This has contributed to ACTP falling short of its partnership targets. 

 Sales – In 2010, ACTP generated $454,477 in revenues from its joint marketing 
partnerships, a decline of 22% when compared to 2009 partnership revenues. This decline is 
attributed to fewer joint marketing agreements being awarded in 2010. 

 ROI – ACTP’s ROI on its joint marketing partnership increased by 74% from $13.00 in 
revenues for every ACTP dollar invested in 2009, to $22.81 in 2010. This suggests that 
ACTP generated higher-yield partnerships in 2010 versus 2009.   

 Familiarization tours, education sessions, tradeshows, and marketplaces – The number 
of familiarization tour participants supported by ACTP in 2010 met the minimum target. 
Efforts aim to exceed this but industry consolidation and fewer partnership agreements can 
be a factor. ACTP also met its target for tradeshows and marketplaces attended.   

 Leveraged dollars – In 2009, ACTP levered $69,825 in tour operator funding for its joint 
marketing agreements. In 2010, this amount declined by 63% to $26,140. The ratio of 
partnered investments also declined. In 2009, ACTP leveraged $1.57 for every dollar 
invested. In 2010, this amount declined to $1.31. 
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Successes 
 
The return on investment improved in 2010 despite a reduction in ACTP contribution to travel trade 
development. 
 
Challenges 
 
ACTP’s decline in the number of joint marketing partnerships formed, partnered investment ratios 
and revenues in 2010 is likely due to a combination of factors including economic conditions, 
currency exchange rates and the recent consolidation of tour operator businesses, all of which are 
beyond ACTP’s control.  However, ACTP’s joint marketing partnership requires U.K. tour operators 
to sell all four Atlantic Provinces. Given market conditions, this approach may be too limiting and 
may be prevent ACTP from expanding its partnership base in the U.K. Rather than a rigid approach 
to joint marketing partnership (all four provinces), a more balanced approach may be warranted to 
rebuild ACTP’s partnership base and to regain ground in this market. 
 
2.3.3 U.K. Media Relations 
 
Similar to ACTP’s Media Relations Program in the United States, its U.K. program aims to enhance 
the appeal of Atlantic Canada as a vacation destination through publicity in both print and online 
media.  The key objectives of ACTP’s Media Relations activities are to generate greater awareness 
of Atlantic Canadian travel experiences, position the Atlantic Canada as premier vacation 
destinations in the U.K. and to distinguish Atlantic Canada from its competitors.  
 
KBC PR & Marketing was contracted as ACTP’s Media Relations provider in the United Kingdom. 
In conjunction with ACTP’s U.K. Program Manager and a media relations task force (comprised of 
provincial Media Relations Managers and an ACOA and industry representative), KBR creates and 
distributes featured press releases, coordinates social media outreach and broadcasts media 
editorials. KBC also works to coordinate individual and group press tours to Atlantic Canada. 
 
Performance indicators 
 
The U.K. media relations program is evaluated based on a set of performance indicators measured 
annually (Table 2.4.4). The ultimate goal is to maximize media value and impact to consumers in 
target markets. Publicity value is tracked for each article or posting (online media) according to the 
media supplier. Publicity value takes into consideration the cost of space and value of circulation 
(viewership) that each editorial commands. ACTPs investment in travel writers and specific media 
can be compared with the publicity value to indicate the return on investment.  
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Table 2.4.4: U.K. media relations program performance measures by year 

Indicator 2010 Target 2009 2010 

Publicity value $675,000 $204,289 $571,353 
Media relations spend1 $134,017 $91,103 $155,448 
ROI 10:1 2.2:1 3.7:1 
Press tour participants2 13 0 12 

1.  There is no formal target for spending, however the average for the three-year Agreement is used as a 
benchmark to track the relative annual amounts. 

2.  The original 2010 target of 9 omitted a group tour expected to have 4 participants so the target is 13. 
Note: preliminary estimates. PR firm contracts (spending) follow fiscal year while publicity value is reported 

for the calendar year. 
 
Key findings 
 

 Publicity value – The amounts have been short of targets in both years but increased 
substantially in 2010 to $571,353. It should be noted that KBC was hired halfway through 
the marketing year in 2009.    

 Media relations spend – Due to the issuance of a new media relations contract and a 
familiarization or learning period, ACTP’s media relations investment was only $91,103 in 
2009. This investment increased substantially (70%) in 2010, in part due to a special and 
highly successful media event hosted by ACTP and KBC in London, England. 

 ROI – The ROI did not reach the 10:1 target, but there was a year-to-year increase from 
2.2:1 to 3.7:1. 

 Press tour participants – The number increased substantially from 2009 to 2010 yielding 
the total of 12 just one short of the target. 

 
Successes 
 
All performance indicators for U.K. media relations increased substantially from 2009 to 2010. 
 
Challenges 
 
The publicity value in 2010 is 85% of the target level suggesting there is some room for 
improvement, and hopefully the growing equity in media relations programs will continue into 2011. 
 
2.3.4 U.K. Research Program 
 
The purpose of the U.K. Research Program is to benchmark and assess destination awareness, 
perceptions, appeal, interest in and likelihood of vacationing in Atlantic Canada. It is also used to 
identify vacation motivators, destination attributes and activities of importance to U.K. travellers, to 
identify emergent travel trends and to provide data to support evaluation and planning.  
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Table 2.4.5: U.K. research budget by year 
UK Research 2009 2010 2010 Status 
3-Year Budget ($131,294)  $73,794   $2,205    

    UK Global Tourism Watch  $3,675   $2,205   Complete  
UK Trade  $19,719  

  UK Consumer  $50,400  
  

    Total spending  $73,794   $2,205    
Note: Budgets are as of December 31st each year. 
 
It should be noted that analysis of Statistics Canada’s ITS does not entail an ACTP budget allocation 
since it is provided directly by ACTP partners.  

The Canadian Tourism Commission’s Market Portfolio Analysis, Market Investment Model and 
Return on Investment Model combined with other research (Global Tourism Watch, U.K. Market 
Segmentation and U.K. Market Study) indicated that the U.K. offered Atlantic Canada the best 
investment opportunities and the highest potential for growth.  
 
Performance indicators 
 
Research performance is not gauged in the same way that sales and ROI are reported for other 
Program areas. The primary value of research is in its timely distribution and clear communication to 
decision-makers and the tourism industry at large. The above account of budget allocations and 
completion of research is an indication of satisfactory performance.  
 
Key findings 
 

 Topics and budgets – Each of the research products commissioned by ACTP have been 
completed and delivered according to budget. There was very little research activity in 2010. 

 Timeliness – All projects were completed on time in 2010.  

 
Successes 
 
No significant successes to report in 2010. 
 
Challenges 
 
No significant challenges to report in 2010. 
 
2.3.5 U.K. Program Administration 
 
The administration of the U.K. Marketing Program is described by the list of responsibilities set out 
in the job description for the Program Manager. These are the same as those reported for the U.S. 
Program Manager and are not repeated here.  
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Performance 
 
As with the U.S. Program Manager, job performance is formally assessed on a yearly basis with a 
minimum satisfaction requirement of 90%. The Marketing Committee on or before April 1st will 
complete an assessment, but it does not form part of this evaluation.   

Based on review materials prepared by the Program Manager and documentation from meetings, the 
necessary financial controls, coordination and communication with the Marketing Committee, and 
supply of briefs, presentations, data, and all other information appear to be provided when and as 
requested of the Program Manager. 
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III 

RECOMMENDATIONS 
 
Recommendations are presented for consideration by ACTP including all partners. It must be 
recognized that this year’s evaluation is very positive across ACTP and an overall 
recommendation is therefore to continue with on-going successful initiatives.  
 
Two recommendations are offered to improve programs. The first addresses the observed 
research gap as it relates to the provision of timely performance indicators for ACTP’s direct-to-
consumer campaign in the U.K. The second stems from observed challenges in ACTP’s travel 
trade programs both in the U.S. and U.K. 
 
 

 Recommendation 1 – Similar to the research undertaken for the U.S., ACTP should 
investigate the feasibility of conducting conversion studies on direct-to-consumer 
marketing in the U.K. This requires an online conversion survey for advertising driven 
enquiries to the ACTP Atlantic Canada Holiday website. A dedicated U.K. conversion 
study would fully align ACTP’s U.K. and U.S. performance indicators. This would 
provide the ACTP with more timely and reliable indicators required for decision-making 
and program evaluation. 

 
 Recommendation 2 – ACTP should investigate the feasibility of adopting a balanced 

and proportionate approach to its travel trade development that does not require tour 
operators to sell in all four Atlantic provinces: In the U.S., ACTP recorded a 53% decline 
in packages sold, 44% decline in revenues, and 27% decline in ROI. Similarly the U.K. 
recorded a 25% decline in partnerships formed, a 21% decline in revenues, and a 66% 
decline in levered investments. ACTP’s requirement for tour operators to sell in all four 
Atlantic provinces may be limiting the number of marketing partnerships being formed 
and may be costing Atlantic Canada business in terms of visitation, revenues, and 
awareness. 
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APPENDIX A:  SYNOPSIS OF SUCCESS 
INDICATORS 

 
Table A-1 

Performance Measurement Indicators  
Atlantic Canada Tourism Partnership 

Variable Definition 

R.O.I 
Measurable tourism revenues generated per dollar invested 
in the marketing/media campaign 

Conversion 

Measurable ratio of the total number of prospective visitors 
that called or requested tourism information versus those 
callers who actually visited the destination 

Province Visits 
Increased number of annual visitors (directly related to the 
tourism project). 

Revenues/Receipts 
Increased value of annual visitor spending on goods and 
services (directly related to the tourism project). 

Inquiries 
Increased number of tourism information request (directly 
related to the tourism project). 

Awareness 

Level of awareness of the provinces of Atlantic Canada as 
pleasure travel destinations and awareness levels for the 
tourism products, services and experiences available in 
Atlantic Canada 

Publicity/Media Generated 

Volume of media/publicity generated by FAM tours, press 
releases and other promotions and equivalent value had the 
space been purchased. 

Event Registration 
Number of tourism operators, tour wholesalers, etc. 
registering for and attending special events  

Industry 
Support/Participation 

Number of tourism operators that participate in educational 
seminars, workshops and training, trade shows and etc.   

Technology  

Number of tourism operators in a target group that 
acquire/develop/utilize Internet technology for 
marketing/promotional purposes 

Quality Enhancement 
Number of tourism operators in a target group that improve 
product and service quality 

Extent of Reach/Access Number of tourism operators who benefit from activities 

Performance Evaluation 
Evaluation of ACTP contracts for administrative and 
management and other support service 

Strategic Partnerships 

Number of new, formal alliances established with 
International partners to market Atlantic Canada in USA 
and Overseas markets.  

 


