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1.0 EXECUTIVE SUMMARY
Purpose of Evaluation
This is the final evaluation covering the 2012-2015 Atlantic Canada Agreement on Tourism
(ACAT) in support of the Atlantic Canada Tourism Partnership (hereafter called ACTP).
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 the administration, evaluation, and delivery of marketing projects funded by the Agreement.
This evaluation is based on a review of 2012-2015 ACAT in support of the ACTP, contribution
agreements, minutes of Management Committee meetings, minutes of Marketing Advisory
Committee meetings, internal project authorization forms, strategies for marketing, research, and
communications, research reports, and other evaluation materials. Key informant interviews were
also conducted with representatives of the Management Committee and Marketing Advisory
Committee.
Overview of Atlantic Canada Tourism Partnership
Founded in 1991, ACTP is a nine-member, pan-Atlantic, international marketing initiative
comprised of the Atlantic Canada Opportunities Agency (ACOA), the four tourism industry
associations in Atlantic Canada and the provincial departments responsible for tourism in the
provinces of New Brunswick, Newfoundland and Labrador, Nova Scotia, and Prince Edward
Island. It has been renewed for seven consecutive three-year terms.
ACTP enables ACOA, the four Atlantic Provinces and the tourism industry to pool resources to
create significant tourism synergies. It allows the four Atlantic Provinces to penetrate markets that
are mostly inaccessible separately; intensify their international tourism marketing efforts; generate
marketing economies and efficiencies in consumer, travel trade, and media relations; extend the
reach and frequency of provincial tourism brands in the Mid-Atlantic and New England region of
the United States (US); and deliver a regional “Atlantic Canada” brand into priority markets in the
United Kingdom (UK).
The 2012-2015 ACTP Agreement came into effect on April 1, 2012 and will expire on March 31,
2015. The three-year $19,950,000 budget is cost-shared among the nine funding parties that
include ACOA (50%), the four provincial departments of tourism (33%) and the four provincial
tourism industry associations (17%) in Atlantic Canada.
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Policies and Operating Guidelines
ACTP’s overall direction is set by a Management Committee comprised of four provincial Deputy
Ministers (or designates) responsible for tourism in Atlantic Canada, the Presidents (or designates)
of the four tourism industry associations in Atlantic Canada, and the Vice President of ACOA-PEI
and Tourism and the Director General of Tourism Atlantic (ACOA). The Canadian Tourism
Commission (CTC) sits on the Management Committee in ex-officio capacity.
Our evaluation concluded that ACTP’s Management Committee continues to fulfill its
responsibilities, has effective meetings, provides direction and input on all strategies and budgets,
and operates on a consensus basis for decision making among the partners.
The Tourism Industry Association of PEI (TIAPEI), as the Recipient for the 2012-2015 ACTP,
continued to create and execute ACTP’s marketing strategies, established a Secretariat to oversee
the administration of the Agreement, and has responsibility for coordinating annual and end-ofAgreement evaluations of the ACTP Agreement.
Our evaluation concluded that the Secretariat provided oversight of the day-to-day operations of
the ACTP and financial administration of the Agreement in an efficient manner; undertook
communications activities in accordance with direction from the Management Committee and
continues to operate an efficient Management Information System.
Policy and operating guidelines provide a framework to support critical, consensus-based
decisions and outline procedures with respect to meetings, decisions, reporting, and approvals.
TIAPEI has drafted Policies and Operating Guidelines for the ACAT in support of the ACTP.
Substantial work on the Draft Policies and Operating Guidelines was completed during the
2014/2015 fiscal year including the hiring of a consultant to assist with development. They have
been circulated to the Transition Strategy Subcommittee for input and will be presented to the
Management Committee at the March 2015 meeting for feedback followed by final approval. Our
review of documentation and discussions with TIAPEI indicate the transition is on track and it is
anticipated the updated policies and operating guidelines will be fully operational by March 31,
2015.
Market Focus
Previous research and analysis completed by TIAPEI in conjunction with the four Atlantic
Provinces, ACOA and the CTC’s Market Portfolio Analysis concluded that the Mid-Atlantic 1 and
New England 2 regions of the US were primary origin markets for Atlantic Canada’s tourism

1
2

New York, New Jersey, Pennsylvania
Maine, New Hampshire, Vermont, Massachusetts, Rhode Island, Connecticut
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economy. This research and analysis also directed TIAPEI to focus its attentions exclusively on
the UK in overseas markets.
International marketing activities undertaken by TIAPEI on behalf of the ACTP Agreement are
research driven and reflective of current market conditions. The primary means by which Atlantic
Canada expands its international marketing efforts is by building on and enhancing the equity of
the region’s four provincial tourism brands in the Mid-Atlantic and New England regions of the
US, and the delivery of a regional Atlantic Canada brand (Atlantic Canada, Awaken to the Rhythm
of the Sea) into the UK.
Market Performance
Statistics Canada’s International Travel Survey (ITS) is the only source of comparable data across
Canadian provinces, however, at the time of writing this report ITS data for the 2013 year had not
yet been released.
According to Statistic Canada’s ITS, Atlantic Canada, between 2011 and 2012, saw a decrease in
the Mid-Atlantic and New England markets. In 2012, Atlantic Canada saw a 3.8% decline in
overnight arrivals from the Mid-Atlantic States and a 1.9% decrease in spending by overnight MidAtlantic visitors. Atlantic Canada’s share of overnight Mid-Atlantic arrivals went from 4.3% to
3.8% – a decrease of 11.6%, and its share of spending in Canada by overnight Mid-Atlantic arrivals
went from 6.3% to 5.7% – a decrease of 9.5%.
In the New England region of the US, Atlantic Canada, between 2011 and 2012, saw a 9.3%
decline in overnight arrivals and market share of overnight New England arrivals to Canada
declined from 29.3% to 27.3% – a decline of 6.8%. Spending by overnight New England visitors
to Atlantic Canada increased by 4.0%, and Atlantic Canada’s share of spending in Canada by
overnight New England visitors remained relatively the same – 23.2% to 23.1%.
In 2012, Atlantic Canada saw a 17.8% decline in overnight UK arrivals, a 26.8% decrease in
spending by overnight UK visitors, and a 10.6% decline in Atlantic Canada’s share of overnight
UK arrivals to Canada when compared to 2011.
The CTC Tourism Snapshot for 2014 shows an increase of 4.7% in overnight arrivals from the UK
market from January to December, compared to 2013, while overnight arrivals from the US,
representing 70% of international visitors to Canada, edged up 0.9% in 2014 over 2013.
Information specific to Atlantic Canada or the markets targeted in the US is not yet available.
US consumer research completed by TNS in 2014 indicates that Canada remains the third most
visited international destination by Northeast travellers, although the overall percentage of those
who have visited has softened since 2011, falling to 9% from 11% in 2011. With the exception of
PEI, which has remained stable, all other Atlantic provinces have experienced a moderate decline
in visitation of between 3 to 4% points.
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Marketing
A Marketing Advisory Committee appointed by the Management Committee provides TIAPEI
with advice and feedback when developing annual marketing strategies on behalf of the ACTP
Agreement. This Committee also provides advice to TIAPEI in the areas of market research and
performance measurement. Our review of meeting minutes suggest that the Marketing Advisory
Committee has continued to meet regularly and provide strategic advice and feedback to TIAPEI
in the development and delivery of marketing strategies and tactics on behalf of the ACTP during
the three years of the Agreement. Our evaluation also concluded that the US and UK Marketing
Programs were research driven and directed at agreed upon targets. Based on our review of
meetings material prepared by the US and UK Program Managers and the Secretariat, adequate
and appropriate meetings documentation, financial information, communications and other
information is being provided in a timely manner, and when requested.
ACTP Return on Investment
TIAPEI’s marketing objective is to achieve a $10:1 return on all direct-to-consumer, travel trade
and media relations marketing investments made on behalf of ACTP over the term of the
Agreement. Over the 2012-2015 ACTP Agreement TIAPEI’s marketing activities generated
$164.4 million in revenues for tourism enterprises in Atlantic Canada ($58.4 million in 2014) and
a return on investment (ROI) of $15.33 for every $1.00 invested in direct-to-consumer advertising,
joint marketing partnerships with the travel trade, and media relations ($17.94 in 2014). See
Appendix II, Table 29 for detailed calculations. TIAPEI’s marketing activities also generated over
$35.5 million in earned media value (almost $14.6 million in 2014), and leveraged $2.1 million in
incremental marketing investments through joint marketing agreements with tour operators in the
US and the UK ($436,000 in 2014).
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United States Marketing
Our review of TIAPEI’s 2012-2014 US Marketing Plans and supporting documentation revealed
strong evidence that ACTP’s target markets, market segmentation3, market strategies, and market
tactics in the US were based on the results of market research, as well as a strong understanding
of the tourism industry and market dynamics.
TIAPEI, on behalf of the ACTP Agreement, invested over $10.8 million in marketing activities in
the Mid-Atlantic and New England regions of the US during the 2012-2014 marketing years ($3.5
million in 2014). This investment generated almost $138.0 million in revenues ($48.9 million in
2014) and $14.8 million in media relations for tourism enterprises in Atlantic Canada ($5.1 million
in 2014). An ROI of $14.11 ($15.44 in 2014) in tourism related spending in Atlantic Canada was
achieved for every $1.00 invested in direct-to-consumer advertising, joint marketing partnerships
with the travel trade and media relations. TIAPEI also leveraged an additional $567,000 in
marketing investments from US tour operators ($323,000 in 2014).

3

•

Consumer Campaign: 2012-2014 performance indicators were positive. Advertising
generated visits to provincial websites from the US increased by 51% over the three years.
Converted party visits increased by almost 75%, advertising generated revenues were
$134.0 million ($46.9 million in 2014) and ROI stood at $13.34:1 ($14.84 in 2014). In
addition, a total of $7.6 million in media efficiencies and incremental advertising value
($2.8 million in 2014) was generated through a common and independent media
planner/buyer (Time + Space Media).

•

Travel Trade: Thirteen (13) annual joint marketing partnerships (six in 2014) were
established with the travel trade in the US. These partnerships generated almost $4.0
million in related sales and achieved an ROI of $10.94:1 ($10.29 in 2014).

•

Media Relations: The US Media Relations Program generated $14.8 million in media
value ($5.1 million in 2014) resulting in an ROI of $35.02:1 ($36.22 in 2014).

•

Atlantic Canada Showcase: Over the three years TIAPEI, on behalf of the ACTP
Agreement, contributed $350,000 to two Atlantic Canada Showcases, one in 2012, hosted
by Hospitality Newfoundland and Labrador in St. John’s and one in 2014 hosted by Prince
Edward Island. Showcase was attended by 53 domestic and international group tour and
independent travel buyers in 2012 and 62 in 2014. Thirty six percent (36%) of these buyers
reported entering into new business agreements with Atlantic Canadian tourism
establishments while onsite as a result Atlantic Canada Showcase 2012. In 2014 the
percentage was 22%.

Includes geographic, demographic, and lifestyle data linked to travel behaviours and media consumption

5|Page

Atlantic Canada Tourism Partnership – 2012-2015 Final Evaluation Report
United Kingdom Marketing
Our review of TIAPEI’s 2012-2014 UK Marketing Program and supporting documentation
revealed strong evidence that geographic, demographic and lifestyle markets along with marketing
strategies and tactics were based on sound market research and a strong understanding of market
dynamics.
TIAPEI, on behalf of the ACTP Agreement, invested $2.2 million in marketing activities in the
UK during the 2012-2014 marketing years ($571,478 in 2014). This investment generated over
$26.4 million in revenues ($9.5 million in 2014) and $20.7 million in media value for tourism
enterprises in Atlantic Canada ($9.5 million in 2014). An ROI of $21.29 in tourism related
spending in Atlantic Canada was achieved for every $1.00 invested in direct-to-consumer
advertising, joint marketing partnerships with the travel trade, and media relations ($33.19 in
2014). TIAPEI also leveraged an additional $1.5 million in marketing investments ($113,000 in
2014) through joint marketing agreements with UK tour operators.
•

Consumer Campaign: Thirty percent (30%) of web visitors recalled hearing/seeing
advertising for Atlantic Canada. Twenty-three percent (23%) of these visitors travelled to
Atlantic Canada during 2012-2014, spending an estimated $18.0 million ($6.1 million in
2014), and generating an ROI of $12.52 in tourism related spending for every $1.00
invested in consumer advertising ($22.59 in 2014). In addition, a total of $623,000 in media
efficiencies and incremental advertising value ($82,000 in 2014) was generated through a
common and independent media planner/buyer (Time + Space Media). Over the three year
period ACTP leveraged $296,000 from the CTC resulting in an overall value added of
$544,000 (in 2014 leveraged $96,000 from the CTC resulting in an overall value added of
$121,000) from the campaign.

•

Travel Trade: Twenty-three (23) annual joint marketing partnerships (nine in 2014) were
established with the travel trade over the three year period. These partnerships generated
almost $8.5 million in related sales ($3.4 million in 2014) and achieved an ROI of $29.36:1
($30.35 in 2014).

•

Media Relations: The UK Media Relations Program generated $20.7 million in media
value ($9.5 million in 2014) resulting in an ROI of $42.15:1 ($49.97 in 2014).
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Recommendations
Continue ACTP Partnership

Our overall recommendation is to continue with this highly successful, international marketing
initiative. Consumer, travel trade, and media relations activities in both the US and UK collectively
exceeded ROI targets of $10:1.
Review ACTP for Efficiencies

The value of the Agreement has remained at the same level for several years resulting in
diminished purchasing power with marketing dollars. It is recommended that TIAPEI, on behalf
of the ACTP Agreement, review all budget line items in administration, evaluation, research and
communication to identify any opportunities for efficiencies that could allow for additional money
to be allocated to marketing.
Continue to Consider Flexibility

During the key informant interviews comments were received in regards to the importance of the
ACTP having a structure that is flexible and nimble enough to respond to changes in the
marketplace whether it be with respect to markets, marketing and sales or marketing activities. It
was noted that the structure has become more flexible and nimble over the years, but that this needs
to continue to be a focus as the pace of change continues to increase and it is important that the
timeliness of decision making keep pace. The next agreement should continue to consider this
flexibility and nimbleness.
Review Measurement Tools

Measurement tools should be reviewed on an ongoing basis. As the form of media shifts, it is
important that TIAPEI, on behalf of the ACTP Agreement, continues to be open to exploring new
measurement tools as they become available. Recently TIAPEI explored the current availability
of other tools for measuring the value of online earned media and no superior measurement tool
was found. TIAPEI, however, should keep this top of mind and keep in touch with CTC and
provincial government research departments as new tools are made available in the market and
evaluate them for implementation.
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2.0 OVERVIEW
2.1 Background
Founded in 1991, ACTP is a nine-member, pan-Atlantic partnership consisting of ACOA, the four
tourism industry associations in Atlantic Canada and the provincial departments responsible for
tourism in the provinces of New Brunswick, Newfoundland & Labrador, Nova Scotia, and Prince
Edward Island. ACTP was renewed in 1994, 1997, 2000, 2003, 2006, 2009, and 2012 for
consecutive three-year terms.
ACTP enables ACOA, the four Atlantic Provinces,
and the tourism industry to pool resources and create
significant tourism synergies including:
•

Allowing the four Atlantic Provinces and
industry to penetrate markets that are mostly
inaccessible individually,

•

Intensifying Atlantic Canada’s international
tourism marketing effort by generating
marketing economies and efficiencies at the
consumer, travel trade, and media-relations
levels, and

•

Extending the reach, frequency, and appeal
of provincial tourism brands in the MidAtlantic and New England regions of the US
and delivery of a regional “Atlantic Canada”
brand into priority markets in the UK.

2.2 Funding
The 2012-2015 ACTP Agreement came into effect
on April 1, 2012 and will expire on March 31, 2015. ACOA’s three-year contribution to the ACTP
Agreement is $9,975,000, equally disbursed over three years. Collectively, the four provincial
governments contributed $6,583,500 to the Agreement over three years and the four provincial
tourism industry association’s in-kind contribution will be $3,391,500.
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Table 1: ACTP Contributions
April 1, 2012 to March 31, 2015

Ratio

Amount

Atlantic Canada Opportunities Agency

50%

$ 9,975,000

Four Provincial Tourism Departments

33%

6,583,500

Four Provincial Tourism Industry Associations

17%

3,391,500

100%

$19,950,000

Totals

ACTP expenditures by fiscal year are shown in Table 2.
Table 2: ACTP Expenditures by Fiscal Year
April 1, 2012 to March 31, 2015

Administration
Evaluation
Unallocated*
Sub-total
Marketing Programs
Industry Contribution
Totals

2012

2013

2014

Total

$ 194,426

$ 196,668

$ 208,906

$ 600,000

34,690

17,270

46,681

98,641

-

-

11,359

11,359

229,166

213,938

266,946

710,000

5,177,165

5,110,519

5,560,816

15,848,500

484,402

1,736,630

1,170,468

3,391,500

$5,890,683

$7,061,087

$6,998,230

$19,950,000

*Unallocated funds will be spent prior to March 31, 2015. At the time of writing this report a decision had
not been made on allocation.
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2.3 Management
A Management Committee is responsible for the
administration and management of the 2012-2015 ACTP
Agreement. It is also responsible for the communication of
activities undertaken through the Agreement and for
coordinating the Agreement with other federal and provincial
projects and industry activities. The Management Committee
consists of ten members that include the four provincial
Deputy Ministers (or designates) responsible for tourism in Atlantic Canada; the Presidents (or
designates) of the four tourism industry associations in Atlantic Canada; the Vice President of
ACOA-PEI and Tourism; and the Director General of Tourism Atlantic (ACOA). The CTC sits
on ACTP’s Management Committee in an ex-officio capacity.

2.4 Strategic Elements
On behalf of ACOA, the four provincial departments of tourism and the tourism industry in
Atlantic Canada, TIAPEI is the Recipient for the 2012-2015 ACTP Agreement. In its role as
Recipient, TIAPEI manages the three strategic elements of the 2012-2015 ACTP Agreement:
Marketing, Evaluation, and Administration.
Strategic Element One: Marketing
TIAPEI, on behalf of the ACTP Agreement, coordinates government and industry efforts to
undertake specific projects in tourism marketing on a pan-Atlantic basis. A fully integrated
marketing strategy consisting of direct to consumer, travel trade and media relations activities are
used to create awareness of and demand for Atlantic Canada’s well respected tourism products
and experiences in priority markets in the US and the UK. These activities are research driven,
proactive in approach, and leading in style to ensure ACTP’s marketing efforts penetrate and
resonate against agreed upon targets. Eligible marketing activities include:
•

Direct-to-consumer advertising and events that personify Atlantic Canada’s unique selling
propositions in priority geographic and lifestyle markets in the Mid-Atlantic and New
England regions of the US and in the UK,

•

Soliciting influential travel and consumer media to develop and publish stories and other
editorials about the unique and distinctive travel products and experiences available in
Atlantic Canada,

•

Developing Joint Marketing Accords with tour operators and tour wholesalers in the US
and the UK,

•

Undertaking outreach, education, and training sessions with the travel trade and travel
writers to build their knowledge of and expertise on the unique and distinctive travel
products and experiences available in Atlantic Canada,
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•

Hosting events, trade shows and familiarization (FAM) tours that provide the travel trade
and travel writers with first-hand exposure to Atlantic Canada’s tourism products and
experiences, and

•

Conducting investigative and evaluative market research.

Strategic Element Two: Evaluation
Evaluations of the 2012-2015 ACTP Agreement assess, monitor, and report on the direct and
indirect impacts of the Agreement on the tourism industry in Atlantic Canada. Evaluation elements
include:
•

Conducting annual reviews of the goals and objectives of ACTP and determining the
relevancy of the marketing strategies and activities,

•

Assessing the effectiveness of the tools used to monitor the accomplishments of the 20122015 ACTP Agreement that ensure suitable information is available for accountability
purposes,

•

Measuring the annual impact of the ACTP project in contributing to the growth of the
tourism and hospitality sectors in Atlantic Canada,

•

Conducting annual qualitative and quantitative assessments on the impact of TIAPEI’s
marketing strategies and activities, on behalf of the ACTP Agreement, on growth of the
tourism industry in Atlantic Canada, and

•

Using expected results, outputs, and performance information to report on the relevance,
effectiveness, efficiency, and overall impact of the 2012-2015 ACTP Agreement on
Tourism.
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Strategic Element Three: Administration
A Secretariat was created to fulfill the requirement for the overall administration of the 2012-2015
ACTP Agreement, a function that could not be provided by the federal or provincial crowns. For
efficiencies, the Secretariat is co-located in the TIAPEI offices. The Secretariat’s duties include:
•

Overseeing the day-to-day operations and financial administration of the Agreement to
ensure all matters are administered in accordance with the Agreement,

•

Providing secretariat services, meeting minutes, and detailed financial reports to ACTP’s
Committees,

•

Developing and implementing an efficient and effective Management Information System
for the collection, use, disclosure, and distribution of pertinent information, and

•

Communications activities in accordance with directives received from the Management
Committee.
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3.0 GOVERNANCE AND STRATEGIC MANAGEMENT
In 2012, the prior Memorandum of Understanding (MOU) style agreement was transitioned into a
Federal-Provincial Agreement with industry participation. Traditional roles, responsibilities and
authorities changed under the new Federal-Provincial Agreement format.

3.1 2012-2015 Federal-Provincial ACTP Agreement
The 2012-2015 ACTP Agreement proposes multi-year funding for specific measures to be taken
in support of tourism market development. The objectives of the 2012-2015 ACTP Agreement
are to:
•

Market Atlantic Canada as a leisure travel destination in international markets,

•

Market Atlantic Canada tourism products and experiences to the international touring
trade, and

•

Market Atlantic Canada to international journalists and travel writers.

To meet these objectives a Recipient “TIAPEI” creates and executes (on an annual basis) fully
integrated marketing strategies and tactics that promote Atlantic Canada (and its provinces) as a
premier tourism destination in priority markets in the US and the UK. The 2012-2015 ACTP
Agreement consists of:
•

A Management Committee
that approves all projects
funded from pooled resources,

•

Implementing Parties (four
provincial departments of
tourism and ACOA) that enter
into contribution agreements
with the Recipient to fund
projects approved by the
Management Committee, and

•

Expert Advisory Committees
that provide input and advice
on the management of the
2012-2015 ACTP Agreement
and its projects.

Through a competitive process, TIAPEI was selected as the Recipient for the 2012-2015 ACTP
Agreement. In addition to creating and executing marketing strategies, TIAPEI was charged with
the responsibility for the overall administration of the Agreement and the coordination of annual
and end-of-Agreement evaluations.
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In fulfilling these obligations, TIAPEI submits annual marketing, administration and evaluation
plans (and accompanying budgets) to the Management Committee for approval, then enters into
contribution agreements with the Implementing Parties to fund the approved projects.

3.2 Management Committee
ACTP’s Management Committee is responsible for the overall administration and management of
the 2012-2015 ACTP Agreement, for communication activities undertaken throughout the
Agreement, and for coordinating the Agreement with other federal and provincial programs and
industry activities.
The Management Committee consists of ten
members that include the four provincial Deputy
Ministers (or designates) responsible for tourism
in Atlantic Canada; the Presidents (or
designates) of the four tourism industry
associations in Atlantic Canada; the Vice
President of ACOA-PEI and Tourism; and the
Director General of Tourism Atlantic (ACOA).
The CTC sits on the Management Committee in
an ex-officio capacity.
The Management Committee appoints two cochairpersons on an annual and rotating basis.
One is a Provincial Minister appointee and the
other is the President (or permanent designate)
of a provincial tourism industry association in a
different Atlantic Province.
Key informant interviews with ACTP stakeholders, a review of Management Committee meeting
minutes and other documentation was conducted in 2014. Our evaluation found that the
Management Committee has fulfilled its responsibilities and continues to have effective meetings,
considers and provides input to all marketing strategies and budgets, and operates on a consensus
basis for decision making. Management Committee representatives indicate that there is a close
collaboration and free exchange of information amongst the ACTP partners which ensures that
decisions are being based on facts and results in a better marketing product. It was also felt by the
majority that the current consensus based decision making process was optimal given the ACTP
structure. Having a research driven approach allows for a consensus process to work. All
representatives feel they have had ample opportunity to voice opinions, express concerns, and that
their contributions to decision making were valued and respected.
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3.3 Marketing Advisory Committee
TIAPEI benefits from advice received from a Marketing Advisory Committee (appointed by the
Management Committee) in the preparation of annual marketing strategies and tactics. The role of
the Marketing Advisory Committee is to provide feedback and advice on TIAPEI’s proposed
marketing initiatives for the ACTP. Government representation on the Marketing Advisory
Committee enhances TIAPEI’s ability to incorporate provincial and federal priorities for tourism
into its annual marketing strategies. The Marketing Advisory Committee is composed of one
representative of each of the four provincial departments of tourism, one representative from each
of the four provincial tourism industry associations, and two ACOA representatives.
Key informant interviews were held with Marketing Advisory Committee representatives and
representatives of provincial and federal government and industry felt there was a good
collaboration and exchange of information which has resulted in the development of highly
targeted (geographically, demographically, and socially) marketing strategies that both support
and enhance provincial brands in the US. Members of the Marketing Advisory Committee felt they
had ample opportunity to voice opinions and concerns and that their contributions to decision
making were valued and respected.
The Marketing Advisory Committee also provides expert advice to the Management Committee.
This advice relates the efficiencies, effectiveness, relevance, and alignment of TIAPEI’s marketing
strategies for the ACTP with provincial and federal priorities. Other advice is provided, including
advice on TIAPEI’s research and evaluation agendas, new market or marketing opportunities, on
behalf of the ACTP Agreement. Key informant interviews provided evidence that ACTP’s
advertising, travel trade, and media relations activities are coordinated with provincial efforts,
industry and CTC. Reference was made to the importance of the partnership with CTC and
leveraging CTC programs where they are aligned with ACTP direction, the involvement of
provincial staff on task forces and the involvement of industry in activities such as FAM trips.
Our review of Marketing Advisory Committee minutes conclude that the Marketing Advisory
Committee is providing valuable feedback and advice to TIAPEI on proposed marketing initiatives
for the ACTP and is providing strategic advice to the Management Committee on the effectiveness
and relevancy of these marketing strategies.
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3.4 Evaluation Advisory Committee
TIAPEI, on behalf of the ACTP Agreement, works to ensure that an independent and objective
evaluation of the 2012-2015 ACTP Agreement is completed on an annual and end-of-Agreement
basis. Expenditures related to evaluation of the 2012-2015 ACTP Agreement are $98,641. In
fulfilling the requirement, TIAPEI coordinated the formation of an Evaluation Advisory
Committee tasked with the responsibilities of:
•

Developing the terms of reference for the annual and
end-of-project evaluations,

•

Reviewing proposals submitted,

•

Selecting a qualified and experienced consultant to
conduct the evaluations,

•

Recommending the award of a contract for evaluation
services,

•

Providing input into the evaluation,

•

Acting as a resource to the successful consultant, and

•

Reviewing the evaluation report and providing
feedback to TIAPEI and the Management
Committee.

The Evaluation Advisory Committee is comprised of representatives from ACOA, provincial
government and industry. The Evaluation Advisory Committee provides advice to the
Management Committee on the preciseness, accuracy, and quality of the evaluations. Our
experience in working with the Evaluation Advisory Committee indicates the Committee
continues to be effective in providing input and guidance in the preparation of the annual
evaluation report.

3.5 Transition Strategy Subcommittee
At the request of TIAPEI, an ACAT Transition Strategy Subcommittee was established by the
Management Committee in early 2013, consisting of the Secretariat plus three members, to
develop a strategy to transition from a MOU to a federal/provincial/industry style agreement by
March 31, 2015. The subcommittee met and created a transition strategy. Substantial work on the
Draft Policies and Operating Guidelines was completed during the 2014/2015 fiscal year including
the hiring of a consultant to assist with development. They have been circulated to the Transition
Strategy Subcommittee for input and will be presented to the Management Committee at the March
2015 meeting for feedback followed by final approval. Our review of documentation and
discussions with TIAPEI indicate the transition is on track and it is anticipated the updated Policies
and Operating Guidelines will be fully operational by March 31, 2015.
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3.6 Administration
Through the creation of a Secretariat, TIAPEI fulfills the requirement for the overall administration
of the 2012-2015 ACTP Agreement, a function that cannot be provided individually by the
Implementing Parties (federal or provincial crowns).
Expenditures for administration of the Agreement
totalled $600,000. The Secretariat manages the activities
of the 2012-2015 ACTP Agreement under the direction
of the Management Committee. The Secretariat’s
functions include:
•

Overseeing the day-to-day operations and
financial administration of the Agreement to
ensure all matters are administered in accordance
with the 2012-2015 ACTP Agreement,

•

Providing secretariat services, meeting minutes
and detailed financial reports to the Committees,

•

Developing and implementing an efficient and
effective Management Information System for
the collection, use, disclosure and distribution of pertinent information, and

•

Conducting communications activities in accordance with directives received from the
Management Committee.

As part of the communications process, the Secretariat attends the four Atlantic Canada Tourism
Industry Association conferences annually and promotes ACTP through industry presentations,
trade show booths, and other collateral materials. TIAPEI maintains the content management
system for the corporate website and circulates “What’s New at ACTP” E-news to ACTP
stakeholders. Expenditures for the 2012-2015 ACTP Agreement for communication activities
totalled $51,564. During key informant interviews Management and Marketing Committee
Advisory representatives were asked about current communication initiatives and what other
suggestions they might have. Overall, given the current resources allocated to communications
activities, interviewees felt that the Secretariat was doing a good job. There were mixed comments
on the value of attendance at Tourism Industry Association Annual and Semi-annual meetings,
however it was felt that there was additional value in giving a presentation at these events in
addition to the presence at a booth. It was indicated that there are industry people that are not aware
of ACTP and its activities as they do not attend the tourism industry association meetings or are
not on the e-news contact list. It was felt that provincial organizations could contribute to the
contact list to strengthen outreach. Placing some onus on provincial tourism industry associations
to communicate the value of ACTP to industry and having provincial tourism industry association
newsletters contain an update from ACTP as a regular feature were suggested by some key
informant interviewees as ways to strengthen communication.
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The Secretariat works with TIAPEI’s US and UK Program Managers to ensure that all marketing
activities, on behalf of the ACTP Agreement, adhere to ACTP’s Policies and Operating
Guidelines. The Program Managers are accountable to TIAPEI on issues related to hours worked,
vacation, and annual performance review. They take advice from the Marketing Advisory
Committee on all marketing related matters.
A Management Liaison Committee (comprised of the Management Committee co-chairs and
ACOA) acts as a liaison between the Management Committee and the Secretariat, and conducts
end-of-Agreement evaluations of the Secretariat’s services. Members of the Management
Committee (or the Secretariat) may address any issues regarding the Secretariat’s services to the
Management Liaison Committee.
The Management Liaison Committee is in the process of collecting findings and will present these
findings at a future Management Committee Meeting.
During the course of our evaluation no evidence has been obtained that would lead us to conclude
that the Secretariat did not provide effective oversight for the day-to-day operations and financial
administration of the 2012-2015 ACTP Agreement, undertake communications activities in
accordance with directives from the Management Committee, or establish an efficient and
effective Management Information System.

3.7 Policies and Operating Guidelines
Policies and operating guidelines provide a framework to support critical, consensus-based
decisions and outline procedures with respect to meetings, decisions, reporting, and approvals. In
2013, as part of the transition plan, TIAPEI, on behalf of the ACTP Agreement, drafted policy and
operating guidelines for the ACAT in support of the ACTP. Substantial work on the Draft Policy
and Operating Guidelines was completed during the 2014/2015 fiscal year including the hiring of
a consultant to assist with development. The Draft Policy and Operating Guidelines have been
circulated to the Transition Strategy Subcommittee for input and will be presented to the
Management Committee at the March 2015 meeting for feedback followed by final approval.
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4.0 MARKETING PROGRAM
Between April 1, 2014 and March 31, 2015, TIAPEI, on behalf of the ACTP Agreement, will have
invested almost $5.6 million (Table 3), just over $15.8 million since inception of the 2012-2015
agreement, in marketing programs to create awareness of and demand for Atlantic Canada’s well
respected tourism products and experiences in targeted international markets. Pursuant to budget
allocations and input received from the Management Committee, TIAPEI benefits from the advice
of a ten person Marketing Advisory Committee (appointed by the Management Committee) when
developing its annual marketing plans.
TIAPEI’s marketing program, on behalf of the ACTP Agreement, enables the four Atlantic
Provinces to pool their resources and increase their visibility in priority markets. In most cases,
the individual provinces would not have the resources to undertake campaigns of this scale on their
own. The key marketing benefits are:
•

Relationship building and
collaborative partnership,

•

Marketing efficiencies (media buys,
media relations),

•

Research efficiencies that support
marketing strategies and tactics, and

•

Information and exposure to the
region’s local tourism assets.

TIAPEI does not undertake marketing initiatives that are normally the responsibility of a provincial
or federal government department. Only activities that cannot be funded under other provincial
and/or federal programs are considered under the Agreement.

4.1 Marketing Advisory Committee
The Marketing Advisory Committee provides TIAPEI with advice and feedback when developing
its annual marketing strategies. The Committee’s advice ensures that TIAPEI’s strategies, on
behalf of the ACTP Agreement, build on and enhance provincial brand equity in priority markets
in the US, and support a regional Atlantic Canada brand in the UK. The Marketing Advisory
Committee also provides advice in the development of TIAPEI’s market research and performance
measurement agendas.
The Marketing Advisory Committee also provides advice to the Agreement’s Management
Committee. This advice focuses on the appropriateness, effectiveness, efficiencies, and alignment
of TIAPEI’s marketing strategies and tactics with provincial and federal priorities for tourism, on
behalf of the ACTP Agreement.
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Our evaluation included a review of meeting minutes during the course of the 2012-2015 ACTP
Agreement. In our opinion, based on this review, the Marketing Advisory Committee continues to
provide strategic advice and feedback to TIAPEI in the development and delivery of TIAPEI’s
marketing strategies and tactics for the ACTP.

4.2 Target Markets
Prior research completed by TIAPEI, on behalf of the ACTP Agreement, the four Atlantic
Provinces, ACOA and other tools, including the CTC’s Market Portfolio Analysis, TNS Consumer
Research for US and UK, and Environics Analytics Market Segmentation Refresh identified the
Mid-Atlantic 4 and New England 5 regions of the US as key origin markets for Atlantic Canada’s
tourism economy. These regions took priority over all other US regions because of their
geographic proximity; direct air, highway and cruise ship access; familiarity with Atlantic Canada;
population base; long term potential for growth; and potential economic benefits. This research
and analysis also directed TIAPEI to focus its attentions exclusively on the UK in overseas
markets.
TIAPEI is focusing its marketing efforts on
high potential lifestyle segments within its
identified geographic markets in the US and the
UK for the ACTP. Research identified three
high potential lifestyle segments for Atlantic
Canada in the US market that included Exurban
Explorers, Outdoor Experiencers, and Young
Families. In the UK, TIAPEI’s lifestyle targets
for the ACTP include Authentic Experiencers,
Cultural Explorers, and Free Spirits (CTC’s
Explorer Quotient).

4.3 Marketing Program Criteria
TIAPEI’s marketing activities, on behalf of the ACTP Agreement, are research driven and are
reflective of current market conditions. The primary means by which TIAPEI expands Atlantic
Canada’s international marketing efforts for the ACTP is by building on and enhancing the equity
of the region’s four provincial tourism brands in the Mid-Atlantic and New England regions of the
US. A regional, Atlantic Canada brand (Atlantic Canada, Awaken to the Rhythm of the Sea) is
delivered into priority lifestyle markets in the UK. Marketing budgets are expended against fully

4
5

New York, New Jersey, Pennsylvania
Maine, New Hampshire, Vermont, Massachusetts, Rhode Island, Connecticut
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integrated marketing activities. These activities take advantage of and reinforce the CTC’s Canada
brand: “Canada, Keep Exploring” where appropriate.
Where media is the chosen tactic, the primary focus of TIAPEI’s marketing effort, on behalf of
the ACTP Agreement, is to obtain media efficiencies through the joint and bulk buying of
traditional (for example, TV, radio, print, direct mail, and online advertising) and less traditional
advertising, such as digital, social, and mobile. A common and independent media planner/buyer
(Time + Space Media) is contracted to develop an overall media plan, based upon approved
guiding principles. Once the media plan is approved by TIAPEI’s Program Managers, the media
planner/buyer ensures the plan is executed as approved.
TIAPEI’s media plans, on behalf of the ACTP Agreement,
respond first to those elements of provincial plans that are
common to all four Atlantic Provinces (common media
channels, common media publications, etc.). Where
commonality does not exist due to budgetary or tactical
considerations, the media plans would respond to those
elements of provincial plans that are common to three of the
four Atlantic Provinces. TIAPEI’s media plans do not
respond to those elements of provincial plans that are
province specific. In rare instances, TIAPEI’s media plans
will respond to those elements of provincial plans that are
common to two of Atlantic Canada’s four provinces. In
those cases where more than one province opts out of a
particular activity due to tactical considerations, the
legitimacy of the activity must be reviewed and
substantiated.
TIAPEI’s reach into the travel trade sector, on behalf of the ACTP Agreement, is directed at joint
marketing agreements with tour operators, educational sessions with travel agents, travel trade
outreach events, FAM tours, and travel shows. All travel trade marketing activities are considered
on a case by case basis and are incremental to provincial marketing activities.
Media relations activities are coordinated by common and independent media relation providers
in both the US and the UK. These providers are responsible for developing and implementing
annual media/publicity plans that include press releases, press visits, educational and outreach
sessions, FAM tours, and media shows. In all instances, TIAPEI’s media relations efforts, on
behalf of the ACTP Agreement, are incremental to provincial activities.
In preparing its annual marketing plans, TIAPEI does give consideration to the planning, execution
and coordination of high value consumer events and other special promotions.
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4.4 Performance Measurement
All marketing programs are evaluated against pre-stated goals and objectives outlined in Project
Authorization Forms. The full implementation of TIAPEI’s marketing programs, on behalf of the
ACTP Agreement, may be deferred until individual project or activity evaluations have been
completed. TIAPEI’s direct and indirect economic performance impacts in relation to the ACTP
are assessed annually.
For the 2014-2015 year the Project Authorization Form underwent some revision to transition the
form to align with the ACAT Agreement. The revisions to the form have resulted in a more concise
document with the elimination of some components which in the past reflected duplicate
information such as the compliance issues section. The financial section is presented more clearly
as the contributions from each of the four provinces towards a particular component is laid out,
rather than combined as a total provincial amount. Expected outcomes are clearly articulated with
targets, achievement dates and the means of verification. Given the formation of new committees
and responsibilities under the ACAT Agreement it would provide more clarity if the signature
plates on the form indicated the committee which the Industry and Provincial Co-Chairs
represented and the level of the official required to sign on ACOA’s behalf.

4.5 Program Managers
The administration and delivery of TIAPEI’s US and UK Marketing Programs, on behalf of the
ACTP Agreement, are the responsibility of two Program Managers. These individuals undertake
the management of TIAPEI’s media planning and buying functions; negotiate and enter into joint
marketing accords with the travel trade; coordinate TIAPEI’s activities for the ACTP with
provincial marketing activities; collect performance measurement information; and manage the
resource allocations for the US and UK Marketing Programs. Their responsibilities include:
•

Developing and implementing multi-faceted consumer, trade, and media relations
marketing strategies and tactics in priority markets,

•

Developing performance measurement objectives for consumer, trade, and media relations
marketing strategies and tactics in priority markets,

•

Providing regular activity and progress reports to the Marketing Advisory Committee and
the ACTP Secretariat,

•

Developing meeting agendas in consultation with the Chair of the Marketing Advisory
Committee,

•

Coordinating the activities of TIAPEI’s media planning and media relations providers, on
behalf of the ACTP Agreement,

•

Monitoring the US and UK marketing budgets and providing monthly reports in
cooperation with the ACTP Secretariat,
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•

Ensuring all marketing activities adhere to the 2012-2015 ACTP Agreement’s policy and
operating guidelines,

•

Coordinating, administrating and implementing all marketing strategies, tactics and special
projects including media events, trade shows and other activities,

•

Monitoring the implementation of approved projects, and

•

Preparing and making presentations to ACTP’s Management Committees, Marketing
Advisory Committee, industry stakeholders, and others as required.
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Marketing budgets reflect the latest information available at the time of preparation of evaluation
report.
Table 3: ACTP Marketing Budget
(April to March Fiscal Budget)

Activity

Direct-toconsumer
Advertising
Media Planning/
Buying Fees

2012/2013
Total

2013/2014
Total

2014/2015
US

2014/2015
UK

2014/2015
Total

Agreement
Total

$3,817,961

$3,846,389

$3,658,288

$254,466

$3,912,754

$11,577,104

250,654

256,273

282,679

-

282,679

789,606

Creative/
Production/
Collateral
Travel Trade
Program
Atlantic Canada
Showcase

31,352

10,890

-

39,865

39,865

82,107

353,114

407,738

258,768

249,361

508,129

1,268,981

175,000

-

175,000

-

175,000

350,000

Media Relations
Program

279,506

288,824

140,595

189,323

329,918

898,248

Research Strategy

19,068

86,165

123,180

-

123,180

228,413

Program
Manager
Shipping/ Storage

182,474

180,402

102,575

92,205

194,780

557,656

5,536

8,226

-

2,000

2,000

15,762

-

-

3,881

-

3,881

3,881

Meeting/
Travel Expenses

12,796

12,373

4,429

4,500

8,929

34,098

China

31,910

-

-

-

-

31,910

Communications
Less: unallocated
HST/VAT rebate
Total

27,491

15,125

8,948

-

8,948

51,564

(9,696)

(1,886)

(27,770)

(1,477)

(29,247)

(40,829)

$5,177,165

$5,110,519

$4,730,573

$830,243

$5,560,816

$15,848,500

Miscellaneous
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On an annual basis the job performances of the Program Managers are formally assessed by the
Secretariat, with input from the Marketing Advisory Committee Chair, to determine that the
expectations and requirements for responsibilities and objectives of the position have been
achieved. The most recent assessments were completed in May, 2014 and the Program Managers
met or exceeded expectations in all ratings areas. During our evaluation we reviewed materials
prepared by the Program Manager and documentation from the meetings. Our review of these
materials during the course of the 2012-2015 ACTP Agreement suggests the necessary financial
controls; coordination and communication with the Marketing Advisory Committee and quality,
appropriateness and supply of briefs, presentations, and other information appear to be provided
as and when requested and provide the information required to inform marketing strategies and
activities. It was also evident during key informant interviews that the US and UK marketing
program activities are research driven and directed towards agreed upon targets.
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5.0 BUSINESS AND MARKET ENVIRONMENT
5.1 Business Environment
Global Perspective:
Travel and tourism indicators suggest that tourism has proven to be a surprisingly strong and
resilient economic activity over the past few years with international tourist arrivals growth from
World Tourism Organization’s (UNWTO’s) World Tourism Barometer showing an increase in
2014 of 4.7% compared to 5.0% in 2013. This is the fifth consecutive year of above average growth
since the 2009 economic crisis.
UNWTO forecasts international arrivals to increase by 3% to 4% in 2015, consistent with its longterm forecast of +3.3% per year between 2010 and 2030. 2015 regional prospects continue to be
strongest for Asia and the Pacific (+4% to +5%) and the Americas (+4% to +5%, an increase over
the 2014 forecast), followed by Europe (+3% to +4%). Arrivals are expected to increase by +3%
to +5% in Africa and by +2% to +5% in the Middle East. UNWTO expects demand to continue
growing in 2015 as the global economic situation improves. The oil price decline will lower
transport costs and boost economic growth by lifting purchasing power and demand in oil
importing economies, however it could also negatively impact some of the oil exporting countries
that have emerged as strong tourism source markets. A pickup in expenditure on international
tourism from traditional source markets compensated for the slowdown of the large emerging
markets, which had been driving tourism growth in previous years. Expenditures from the US, the
second largest outbound market in the world, grew by 6%. Also noteworthy is the rebound of the
UK (+4%). China is the world’s largest outbound market since 2012 with a total expenditure of
US $129 billion in 2013.
National Perspective:
Over the past decade many new destinations have emerged, challenging Canada for international
arrivals. In 2002, Canada’s global ranking for international arrivals was 7th. By 2008, Canada’s
ranking had slipped to 15th and in 2013 further declined to 17th. Tourism continues to grow globally
with international arrivals reaching almost 1.14 billion in 2014; however, Canada’s share of this
export sector continues to erode, dropping from 20.1 million visitors in 2002 to 16.6 million in
2013 (a modest increase from 16.3 in 2012). Canada’s penetration rate from overseas markets has
decreased over the past decade in every key overseas market, except for China and Hong Kong
which has remained relatively constant. Statistics Canada’s ITS attributes Canada’s lost market
share and decline in global ranking largely to significant declines in arrivals from the US. Between
2004 and 2014, international arrivals to Canada from the US had declined by 26% while
international arrivals from all other countries had increased by 24% during the same time period.
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The CTC Tourism Snapshot for 2014 shows an increase of 3.2% over 2013 in total international
arrivals, below the international average of 4.7%. Overnight arrivals from the UK market from
January to December, 2014 recorded a 4.7% gain compared to 2013, while overnight arrivals from
the US, representing 70% of international visitors to Canada, edged up 0.9% in 2014 over 2013.
Information specific to Atlantic Canada or the markets targeted in the US is not yet available.
Regional Perspective:
Atlantic Canada has not escaped Canada’s downward spiral in tourism. Research commissioned
for ACTP indicated that there were four primary factors affecting tourism globally, nationally, and
regionally and these continue to impact the tourism industry:
•

Globalization of Tourism: The emergence of more destinations offering new, unique, and
diverse travel experiences,

•

Geopolitical Conditions: Changing economic conditions, border security issues,
exchange rates, fuel costs, and consumer debt levels,

•

Changing Market Characteristics: Changing demographics, changing household
compositions, immigration, urbanization of populations, demand for personal safety,
advance in tourism technologies, and

•

Changing Travel Interests: Growing demand for experiential and participatory travel
experiences and growth in cultural tourism.

The region’s competitiveness has been eroded because of factors unique to both Canada and
Atlantic Canada such as air access, energy costs and exchange rates:
•

Atlantic Canada lacks the air access, air capacity, and price point (discount fares) available
in other Canadian jurisdictions. This has rendered the region, with the exception of
Newfoundland and Labrador, heavily dependent on automobile visitation from near border
US and near Canadian regions. In 2014, the US weekly seats peak (June to September
average) declined by 9.5% from 7,678 in 2012 to 6,951. On a positive note, the UK
numbers have increased to 2,694 in 2014 (a 5.0% increase from 2012) and in 2015 are
projected to be 3,727, a 38% increase resulting from a new WestJet Glasgow to Halifax
flight and continuation of WestJet Dublin – St. John’s flights and Canadian Affairs with
two weekly flights to St. John’s then Halifax,

•

In 2012 to 2014 higher energy costs continued to influence travel patterns. In late 2014 and
early 2015, crude oil prices have been unstable making it difficult to predict any resulting
sustained reductions in home heating costs or lower gasoline prices which would lead to
an increase in disposable incomes. It is also difficult with the instability to predict whether
lower jet fuel prices might result and lead to a reduction in the cost of air travel,

27 | P a g e

Atlantic Canada Tourism Partnership – 2012-2015 Final Evaluation Report
•

The Canadian dollar has continued to depreciate in 2014 against the American dollar and
the British pound. This depreciation of the Canadian dollar should result in Atlantic Canada
becoming more price competitive in key North American and overseas markets.

•

Over the past number of years, the tourism industry in Atlantic Canada, for the most part,
has become increasingly urbanized. Changing travel interests combined with increases in
air travel and strong growth in the cruise ship industry has favoured urban tourism,

•

Shifting travel patterns, demographics, and psychographics continue to challenge Atlantic
Canada’s ability to maintain and increase market share, and

•

Knowledge-based economies, for example, rapidly emerging internet technologies, and
growth in social media and mobile devices, continue to change how tourism operators
communicate and do business with their clients.

5.2 Market Environment
Tourism indicators serve to provide context and trending information about ACTP’s markets in
terms of volumes, revenues, market shares and other general characteristics. Barring significant
travel shocks, trends are not expected to vary greatly from year to year. The overall Canadian
system of tourism statistics is the responsibility of Statistics Canada, and Statistic’s Canada ITS is
the only source of comparable data across Canadian provinces. The ITS data are reasonably robust
at the Atlantic Canada regional level, allowing the region to compare their arrivals and revenues
to other Canadian jurisdictions, and to determine market share. The ITS is a census of international
arrivals to Canada based on data collected at entry points. Entries from each international market
are reported monthly and annually by Statistics Canada. The reallocation of international travel
flows, visitor spending, and other travel characteristics within the Atlantic provinces requires the
collection and processing of travellers’ survey data, and this results in a lag of a year or more
before complete ITS data is available at an Atlantic Canadian level. At the time of writing this
report ITS data for the 2013 year had not been released by Statistics Canada. ITS data is presented
up to 2012 to demonstrate trends and, where available, other research that demonstrates the
Atlantic Canadian market is included.
Atlantic Canada competes for tourism-related visits and revenues both domestically and
internationally. In 2014, ACTP’s research (TNS Canada) continues to identify Quebec, Ontario
and British Columbia as Atlantic Canada’s primary Canadian competitors for international arrivals
from the US. TNS’s research showed that 10% of those surveyed from the Mid-Atlantic, and New
England States intended to visit Canada in the next two years with primary competitors including
the US, Caribbean/Bermuda and Europe. In the target segments in the Mid-Atlantic 1% to 3% plan
to visit at least one of the Atlantic Provinces in the next two years while 2% to 9% in the New
England States plan to visit at least one of the Atlantic Provinces. See Table 4 for breakdown by
provinces and percentages who would consider one of the Atlantic Provinces in future planning.
This identifies the potential for over 5.7 million visitors in the next two years and beyond.

28 | P a g e

Atlantic Canada Tourism Partnership – 2012-2015 Final Evaluation Report
Table 4: Potential Visitors from US Target Market in Target Segments
Mid-Atlantic States

Nova Scotia

Plan to visit
in next 2 yrs.
3.2%

New England States

Would
consider in
future Plan to visit
planning in next 2 yrs.
16.8%
9.3%

Would
consider in
future
planning
27.6%

New Brunswick

1.7%

11.6%

2.1%

13.1%

Prince Edward Island

1.0%

14.3%

3.9%

23.2%

Newfoundland & Labrador

1.0%

9.8%

2.6%

11.6%

Source: US Consumer Research Report, TNS

The 2014 Global Tourism Watch prepared by CTC on the total US market identifies an immediate
potential for visitors to Canada in the next two years as 38.8 million and the potential for 29% of
those visitors (11.3 million) to visit Atlantic Canada. The 38.8 million is a 9% increase from the
2012 study which identified the immediate potential as 35.7 million. The percentage of those
visitors (29%) likely to visit Atlantic Canada declined from 32% in 2012. Ontario, British
Columbia, Quebec and Alberta are Atlantic Canada’s major competitors for Canadian travel
destinations, unchanged from the 2012 study.
The CTC Market Portfolio Analysis results suggest New England is Atlantic Canada’s most
important source market in the United States. Between 2007 and 2012 Atlantic Canada increased
its share of tourism revenue from this area to Canada to 23%, up from 20%. The Mid-Atlantic
region, ranked 2nd, provides one of the strongest foundations based on all measures except for
recent performance. Atlantic Canada lost market shares both on terms of volume and tourism
expenditures in Canada from travellers originating from the Mid-Atlantic region. Global outbound
travel from the US Mid-Atlantic region contracted by 28% between 2007 and 2012. Over the same
period outbound travel to Canada slowed at a much lower rate of 2% and to Atlantic Canada by
15%.
In the UK, Atlantic Canada’s primary long haul competitors markets include the US, the
Caribbean, North Africa, and Asia. Canada is the 4th most visited long-haul destination for the
UK. Visits abroad by UK residents during quarter 3, 2014 increased by 2.1% to 20.8 million
compared with quarter 3, 2013. The number of nights spent abroad, by UK residents, rose by 0.4%,
and expenditure during these visits increased by 1.5% to £12.8 billion. Visits to Europe increased
by 1.9%, those to longer haul destinations such as North America and 'Other Countries' also rose
by 8.8% and 0.6% respectively. Visits to Atlantic Canada were up 8% over 2013.
The 2014 Global Tourism Watch prepared by CTC on the UK market identifies an immediate
potential for visitors to Canada in the next two years as 7.3 million and the potential for 28% of
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those visitors (2 million) to visit Atlantic Canada. The 7.3 million is a 48% increase from the 2012
study which identified the immediate potential as 4.9 million. The percentage of those visitors
(28%) likely to visit Atlantic Canada remained unchanged from 2012. British Columbia, Ontario,
Quebec and Alberta are identified as Atlantic Canada’s major competitors for Canadian travel
destinations in both the 2012 and 2014 reports. The CTC Market Portfolio Analysis results suggest
that China has moved at the top as the market providing the greatest potential for growth, edging
out the UK in second place, which is largely attributable to China’s recent performance perspective
which contrasted sharply with the UK’s continued slide as the worst performing overseas source
market. It is, however, indicated that the UK far remains the largest overseas source market to
Atlantic Canada and is likely to reclaim the top position with any improvements in recent
performances in the years ahead.
The Northeastern region of the US continues to be Atlantic Canada’s primary origin markets for
international arrivals, with the Mid-Atlantic and New England regions representing almost 63%
of overnight US arrivals. Atlantic Canada’s competitive advantages in this region include
familiarity, geographic proximity, and accessibility by road and air.
Since 2009, Atlantic Canada has experienced upward growth in overnight arrivals from its priority
Mid-Atlantic US market, however the New England market has experienced a decline. As shown
in Table 5, between 2009 and 2012, Atlantic Canada recorded a 13.5% increase in overnight
arrivals from the Mid-Atlantic region of the US and an 8.1% decline in overnight New England
arrivals.
Table 5: Overnight Arrivals to Atlantic Canada from the Northeastern US and UK

Mid-Atlantic

2009
91,800

2010
90,200

2011
108,300

2012
104,200

Change
2009-2012
+13.5%

New England

395,500

423,400

400,400

363,300

-8.1%

67,900

50,400

72,000

59,200

-12.8%

UK

Source: Statistics Canada International Travel Survey

As shown in Table 6, between 2009 and 2012, Atlantic Canada’s share of overnight Mid-Atlantic
arrivals to Canada increased from 3.5% to 3.8% – an increase of 8.6% and its share of overnight
arrivals to Canada from the New England region of the U.S. declined from 29.1% to 27.3% – a
decrease of 6.2%. The persistence of the weak American dollar in 2013 along with increased
promotion of domestic travel for Americans contribute to reduced international travel from the
US. Despite the declines in visitation, the US remains Canada’s largest source market, accounting
for 63% of visitor volume. As economic conditions improve, US international travel is expected
to experience increases.
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Overnight arrivals to Atlantic Canada from the UK have decreased by 12.8% (Table 5) and Atlantic
Canada’s share of overnight UK arrivals to Canada has increased only slightly from 7.5% to 7.6%
– an increase of 1.3% (Table 6). The UK long-haul travel market has contracted due to the
prolonged recession, political instability in some key destinations and prohibitive taxes on longhaul flights. Other research, CTC Tourism Snapshot (December 2014 Volume 10, Issue 12) shows
that overnight arrivals in 2014 from overseas markets (UK plus other overseas markets) to Atlantic
Canada is up 6.8% from 2013.
Table 6: Atlantic Canada's Share of Overnight Arrivals to Canada from the Northeastern
US and the UK

Mid-Atlantic

2009
3.5%

2010
3.5%

2011
4.3%

2012
3.8%

Change
2009-2013
+8.6%

New England

29.1%

30.0%

29.3%

27.3%

-6.2%

7.5%

6.1%

8.5%

7.6%

+1.3%

UK

Source: Statistics Canada Interna tional Travel Survey

The strong growth recorded in both visitation and market share for the Mid-Atlantic market
suggests that TIAPEI’s marketing activities, on behalf of the ACTP Agreement, in the US MidAtlantic are positively influencing visitation to Atlantic Canada. Marketing activities in the US
New England market and the UK will require continued monitoring.
In 2012 the top five international markets for Atlantic Canada, according to Statistics Canada were
the US with overnight arrivals of 828,000, followed by the UK with 59,200, Germany with 39,400,
mainland China with 25,500, and France with 17,000. Trends in the top overseas markets from
2008 to 2012 are shown in Table 7. Although Atlantic Canada experienced a 10% decline in
overnight arrivals from the UK and a 12% decline in revenue between 2008 and 2012 the decline
was less than that experienced by Canada as a whole, which had a 29% decline in overnight arrivals
and a 34% decline in revenue. Market share of visitors to Canada from the UK increased from
5.9% in 2008 to 7.9% in 2012. UK travelers are knowledgeable and value for money is an
important consideration. Travel agents continue to play an important role in the trip planning and
booking process. The UK accounts for 35% of all overnight trips to Atlantic Canada from Europe.
Atlantic Canada experienced a 12% decline in visitation from Germany between 2008 and 2012
consistent with Canada’s experience. The decline in revenue was less in Atlantic Canada at 9%
compared to Canada with an 11% decline. Market share of visitors to Canada from Germany
decreased from 9.5% in 2008 to 8.6% in 2012. Outbound German travel is being fuelled by a
strong economy and a desire for nature, culture and culinary experiences. Germans are discerning
and knowledgeable travelers with value for money being a key consideration. Similar to the UK
travel agents play an important role in the trip planning and booking processes. Germany accounts
for 23% of all overnight visits to Atlantic Canada from Europe.
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There was a significant growth in international arrivals to Atlantic Canada from mainland China
between 2008 and 2012 with a 400% increase. Canada, as a whole, during this timeframe
experienced a 72% increase. Growth in revenues from this market was 132% in Atlantic Canada
compared to 84% in Canada. Market share of visitors to Canada from China increased from 2.4%
in 2008 to 5.9% in 2012. China is one of the world’s fastest-growing tourism markets with 2013
experiencing an increase of 14% in Chinese tourists worldwide. Outbound Chinese travel is being
fuelled by rising incomes, a growing economy and a strong desire to explore the world. With a
population of over 1.36 billion the potential for future growth is extraordinary. China is Atlantic
Canada’s third largest and fastest growing origin market.
Atlantic Canada experienced a 21% decline in overnight arrivals from France whereas Canada
experienced an increase of 5% between 2008 and 2012. A 21% decline in revenue between 2008
and 2012 was experienced in Atlantic Canada while the decline was significantly less for Canada
as a whole, which had a 2% decline in revenue. Market share of visitors to Canada from France
decreased from 4.2% in 2008 to 3.7% in 2012. Outbound travel from France is restricted by a
stagnant economy and affordability is a key travel consideration. Visiting with friends and
relatives, city experiences and opportunities for rest and relaxation are travel priorities for visitors
from France. Travel agent’s play a lesser role in trip planning and booking processes than in the
UK and Germany. France accounts for 10% of all overnight trips to Atlantic Canada from Europe.
Table 7: Overseas Arrivals to Atlantic Canada and Canada, 2008 to 2012 Comparison

UK

2012
Visits
59,200

%
Change
from
2008 in
Visitors
to
Atlantic
Canada
-10%

%
Change
from
2008 in
Visitors
to
Canada
-29%

Germany

39,400

-12%

-12%

-9%

China

25,500

+400%

+72%

France

17,000

-21%

+5%

%
Change
%
from
Change
2008 in
from
Revenue
2008 in
– Atlantic Revenue Canada
Canada
-12%
-34%

Atlantic
Canada
Market
Share of
Canadian
Visitors
2008
+5.9%

Atlantic
Canada
Market
Share of
Canadian
Visitors
2012
+7.9%

-11%

+9.5%

+8.6%

+132%

+84%

+2.4%

+5.9%

-21%

-2%

+4.2%

+3.7%

Source: Statistics Canada and Canadian Tourism Co mmission

32 | P a g e

Atlantic Canada Tourism Partnership – 2012-2015 Final Evaluation Report

5.3 Market Research
Tourism is one of the highest-grossing industries globally. The UNWTO reported that in 2014
international tourist arrivals reached almost 1.14 billion and that by 2024, international tourist
arrivals are forecast to total 1.76 billion. UNWTO also indicates that travel and tourism forecasts
over the next ten years look extremely favourable, with predicted growth rates of over 4%
annually, higher than growth rates in other sectors. Canada’s tourism industry is a major economic
driver and in latest figures available, CTC reported almost $84 billion in tourism revenues. Based
on the size, global presence, and the continuous growth of the tourism industry, the importance of
tourism research cannot be overstated. Research is required to understand how to harness the
benefits while avoiding the disadvantages associated with tourism.
TIAPEI developed a three-year research program, on behalf of the ACTP Agreement, to parallel
its marketing strategies (Table 8). This $228,413 research plan builds on and takes advantage of
the research commissioned under previous ACTP Agreements. Being both directional and
evaluative in nature, the research plan was designed to measure the economic impacts of TIAPEI’s
programming for the ACTP in the US and the UK, as well as to assess market conditions and pose
recommendations for geographic and consumer targets, messaging, and visuals. TIAPEI’s
research agenda, on behalf of the ACTP Agreement, 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.
Research continues to be a valuable tool in developing an evidence-based marketing plan.
TIAPEI’s marketing plan for the ACTP continues to be based on market research. Access to
current and up-to-date tourism marketing research is a strong point of the ACTP Agreement. It
was evident from key informant interviews that ACTP’s Management and Marketing Advisory
Committees recognize the importance of incorporating research into its marketing strategies and
long-term plans in the tourism industry. It is key that research continue to drive the marketing
strategies for ACTP and that the tourism synergies enabled by the partnership are considered in
marketing decisions.
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Table 8: ACTP’s 2012-2015 Research Plans
Research Activity

US

UK

Conversion Study6

$112,483

$21,035

Lifestyle Profiling7

17,205

-

5,775

4,200

Consumer

56,415

-

Custom Research8

11,300

-

$203,178

$25,235

Global Tourism Watch

Total ($228,413)

6

Travel Intentions and Conversion Survey - annual
ACTP Segmentation Refresh Northeast USA, US Lifestyles Update
8
Tourism Leaders Custom US Research
7
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6.0 UNITED STATES MARKETING PROGRAM
Our evaluation of the US Marketing Program documentation continues to find strong evidence
that TIAPEI’s target markets (geographic, demographic, and lifestyle), market strategies, and
tactics in the US, on behalf of the ACTP Agreement, continue to be based on the results of market
research, as well as a strong understanding of the tourism industry and market dynamics.
TIAPEI, on behalf of the ACTP Agreement, invested over $10.8 million in marketing activities in
the Mid-Atlantic 9 and New England 10 regions of the US during the 2012-2014 marketing years
($3.5 million, 2014). This investment generated almost $138.0 million in revenues ($48.9 million,
2014) and $14.8 million in media relations ($5.1 million, 2014) for tourism enterprises in Atlantic
Canada (Table 10 and Appendix II Table 20). An ROI of $14.11 ($15.44, 2014) for every $1.00
invested in direct-to-consumer advertising, joint marketing partnerships with the travel trade, and
media relations was achieved.
The CTC’s Market Portfolio Analysis, combined with an analysis of international travel statistics
determined that the best opportunities for investment and the highest potential for growth in the
US market were the Mid-Atlantic and New England States.
The objectives of TIAPEI’s marketing program in the US, on behalf of the ACTP Agreement, are
to:
•

Contribute to an overall ROI of
$10:1 in the US,

•

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

•

9

Build awareness of Atlantic
Canada’s four provincial tourism
brands,

Travel
Trade
Activities

Integrated
US
Marketing
Strategy
Direct-toConsumer
Advertising

Media
Relations
Activities

•

Utilize integrated marketing mix
across all programming,

•

Enhance strategic trade partnerships,

•

Improve media relations awareness of Atlantic Canada’s four provincial tourism brands
in priority markets in the US,

•

Increase media coverage and third party endorsements, and

•

Leverage against other partner programs where possible.

New York, New Jersey, Pennsylvania
Maine, Vermont, New Hampshire, Massachusetts, Rhode Island and Connecticut

10
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In achieving these strategic objectives, TIAPEI invested in marketing efforts, on behalf of the
ACTP Agreement, that incorporated a number of initiatives including direct-to-consumer
advertising; joint marketing agreements with tour operators; in-market travel trade promotions;
media relations activities including press trips; and participation in strategic consumer travel shows
and educational seminars. An essential ingredient of TIAPEI’s marketing efforts in the US was
the integration of the CTC’s “Canada, Keep Exploring” logo and “Welcome to Atlantic Canada”
regional identifier.

6.1 United States Consumer Marketing
TIAPEI’s US Consumer Marketing Program, on behalf of the ACTP Agreement, builds awareness
of and demand for Atlantic Canadian vacation experiences among Exurban Explorer, Outdoor
Experiencer, and Young Family lifestyle segments in the Mid-Atlantic and New England regions
of the US.
Through a mix of traditional and non-traditional media (magazine, newspaper, digital and social
media) that feature the four provincial tourism brands, targeted consumers were encouraged to
visit the region’s provincial tourism websites to plan and book their New Brunswick,
Newfoundland and Labrador, Nova Scotia or Prince Edward Island vacation experience.
Performance Indicators
Statistics Canada’s ITS is the only source of comparable data across Canadian provinces; however,
at the time of writing this report ITS data for the 2013 year had not yet been released. Historical
information for the 2011 and 2012 years is shown in Table 9.
According to Statistic Canada’s ITS, Atlantic Canada, between 2011 and 2012, saw a decrease in
the Mid-Atlantic and New England markets. In 2012, Atlantic Canada saw a 3.8% decline in
overnight arrivals from the Mid-Atlantic States and a 1.9% decrease in spending by overnight MidAtlantic visitors. Atlantic Canada’s share of overnight Mid-Atlantic arrivals went from 4.3% to
3.8% – a decrease of 11.6%, and its share of spending in Canada by overnight Mid-Atlantic arrivals
went from 6.3% to 5.7% – a decrease of 9.5% (Table 9).
In the New England region of the US, Atlantic Canada, between 2011 and 2012, saw a 9.3%
decline in overnight arrivals and market share of overnight New England arrivals to Canada
declined from 29.3% to 27.3% – a decline of 6.8%. Spending by overnight New England visitors
to Atlantic Canada increased by 4.0%, and Atlantic Canada’s share of spending in Canada by
overnight New England visitors remained relatively the same – 23.2% to 23.1% (Table 9).
The fact that spending declined by a smaller percentage than overnight arrivals or increased
suggests that in 2012, TIAPEI’s marketing efforts in both Mid-Atlantic and New England attracted
higher yield travelers. It is also important to recognize that the US has been heavily focused on
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increasing domestic tourism and that the persistent low value of the US dollar in comparison to
the Canadian dollar into 2012 most likely had an impact on visitation.
Table 9: Overnight US Arrivals to Atlantic Canada (2011 to 2012)
2011

2012

Change

Mid-Atlantic States:
Overnight Arrivals
Market Share Arrivals
Spending by Overnight Arrivals
Market Share Spending

% Change

108,300

104,200

-3.8%

4.3%

3.8%

-11.6%

$67.6 M

$66.3 M

-1.9%

6.3%

5.7%

-9.5%

400,400

363,300

-9.3%

29.3%

27.3%

-6.8%

$121.7 M

$126.6 M

+4.0%

23.2%

23.1%

-0.4%

New England States:
Overnight Arrivals
Market Share Arrivals
Spending by Overnight Arrivals
Market Share Spending

Source: Statistics Canada: International Travel Survey

The CTC Tourism Snapshot for 2014 shows an increase of 0.9% over 2013 in overnight arrivals
from the US to Canada, however, information specific to Atlantic Canada or the markets targeted
in the US is not yet available.
US consumer research completed by TNS in 2014 indicates that Canada remains the third most
visited international destination by Northeast travellers, although the overall percentage of those
who have visited has softened since 2011, falling to 9% from
11% in 2011. With the exception of PEI, which has remained
stable, all other Atlantic provinces have experienced a
moderate decline in visitation of between 3 to 4% points.


US visits, revenues and ROI - Conversion studies
directly link TIAPEI’s investments in consumer
advertising, on behalf of the ACTP Agreement, with
visitation to each of the four Atlantic Provinces. Over
the three year period, the US Conversion Studies
(Appendix II, Table 15) concluded that 216,682 website
visitors recalled hearing or seeing advertising for
Atlantic Canada (qualified web visitors). Among these
web visitors, 57.6% (or 124,896 parties) actually visited
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Atlantic Canada over the three year period, spending an estimated $134.0 million (ACTP
generated) ($46.9 million in 2014). The number of converted visitors grew each year with
75% more converted visits in 2014 than in 2012. Based on a TIAPEI consumer advertising
media buy of $10.0 million ($3.2 million in 2014), ACTP’s direct-to-consumer advertising
campaign in the Mid-Atlantic and New England regions of the US generated an ROI of
$13.34 ($14.84 in 2014) in tourism-related spending in Atlantic Canada, for every $1.00
of advertising purchased.


US media efficiencies - A total of $7.6 million ($2.8 million in 2014) in media efficiencies
and incremental advertising value was generated through a common and independent
media planner/buyer (Time + Space Media) during the 2012-2015 ACTP Agreement.

6.2 United States Travel Trade
TIAPEI’s US Travel Trade Strategy, on behalf of the ACTP Agreement, focused on developing
joint marketing partnerships with tour operators and travel influencers with the ability to generate
packaged and fully independent travel sales to the four Atlantic Provinces.
The objectives of the US travel trade program were to:
•

•
•
•
•
•

Nurture existing and establish new partnerships
(targeting both group and FIT) focused on ACTP
identified lifestyle segments,
Encourage more frequent departure dates as well as
extended and improved itineraries and product offerings,
Enhance product knowledge through training and
education,
Leverage other partner programs,
Increase consumer awareness through trade activity, and
Create greater synergies with ACTP’s consumer and
media relations activities.

Performance Indicators


Joint Marketing Partnerships - Over the three years of the Agreement, TIAPEI, on behalf
of the ACTP Agreement, participated in 13 annual joint marketing partnerships (six in
2014) with the travel trade in the US. Based on TIAPEI’s investment of $365,202
($196,446 in 2014), these joint marketing partnerships generated almost $4.0 million in
sales ($2.0 million in 2014) of packaged and fully independent travel to Atlantic Canada
over the term of the Agreement, and a direct ROI of $10.94 in revenues for every $1.00
invested ($10.29 in 2014). See Appendix II, Table 17.
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Leveraged dollars - TIAPEI leveraged $566,592 ($322,683 in 2014) in additional
marketing investments from tour operators in the US (Appendix II, Table 17).



Education sessions - To build partnership relations and to generate increased awareness
of Atlantic Canada’s travel products and experiences among tour operators, TIAPEI
supported educational/outreach sessions each year. During these sessions over the three
years of the Agreement, joint marketing agreement opportunities were presented to tour
operators, and 541 travel agents received training on Atlantic Canada travel products.



Atlantic Canada Showcase - Over the three years TIAPEI, on behalf of the ACTP
Agreement, contributed $350,000 to two Atlantic Canada Tourism Caucus’s Atlantic
Canada Showcases, one in 2012 hosted by Hospitality Newfoundland and Labrador in St.
John’s and one in 2014, hosted by Prince Edward Island. Showcase is a biannual, reverse
marketplace that exposes the travel trade to the significant and diverse tourism products
and experiences available in Atlantic Canada. The event was attended by 53 representatives
in 2012 and 62 representatives from the North American and European travel trade
communities, with 25% of these representatives being from the US or the UK. Thirty-six
percent (36%) of the tour operators attending the Atlantic Canada Showcase event in 2012
and 22% of the tour operators attending in 2014 reported they had entered into new
business agreements with tourism establishments in Atlantic Canada while onsite. In 2012,
100% of buyers and 96.3% of sellers expected to do business as a result of attendance and
in 2014, 93% of buyers and 76% of sellers expect to do business as a result of attendance.

6.3 United States Media Relations
TIAPEI’s Media Relations Program in the US, on behalf of the ACTP Agreement, aimed to
generate greater awareness and a stronger positive image for each of the four Atlantic Canadian
provinces as vacation destinations through publicity in visual, print, and online media. The key
objectives of TIAPEI’s media relations activities are to promote each of the four Atlantic Provinces
as premier vacation destinations and distinguish them from competitive destinations in the US and
Canada.
The objectives of the US Media Relations Program were to:
 Generate greater awareness and a stronger positive image for each of the four provinces of
Atlantic Canada,


Promote the four provinces as premier vacations destinations in the Northeast US,



Distinguish the four provinces of Atlantic Canada from their competition,



Support Atlantic Canada’s overall marketing strategy, and



Increase year-round tourism by attracting more first-time visitors and by encouraging
cross-province visitation to stimulate the overall repeat visitations.
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Performance Indicators


Earned media value - The earned media value generated by TIAPEI’s media relations
activities, on behalf of the ACTP Agreement, over the three years was almost $14.8 million
($5.1 million in 2014) (Appendix II, Table 19). TIAPEI’s media value is tracked for each
publication (for example, broadcasts, trade magazines, blogs and online activity, and
national and regional newspapers).



ROI - TIAPEI’s Media Relations Program in the US generated an ROI of $35.02 ($36.22
in 2014) in earned media value for every $1.00 invested, significantly higher than its target.



Press visits, releases and events - Meredith Pillon Marketing Communications has been
contracted since 2011 to coordinate TIAPEI’s Media Relations Program in the MidAtlantic and New England States. Over the three year period of the Agreement, in
concurrence with TIAPEI’s US Program Manager and the media relations professionals in
each of the four Atlantic Provinces, Meredith Pillon Marketing Communications created
and distributed 27 press releases (nine in 2014), coordinated 61 press trips (30 in 2014);
coordinated a social media outreach effort; held 71 media appointments (32 in 2014) and
coordinated a dedicated annual media relations event (Atlantic Canada Kitchen Party); and
other media relationship building activities.

A case study in Appendix III assesses ACTP’s media relations initiatives in the US target markets
to learn about the effectiveness of media relations in consumers deciding to visit Atlantic Canada.

6.4 United States Marketing Program Conclusion
During the course of the 2012-2015 ACTP Agreement economic benefits were achieved from
TIAPEI’s US Marketing Program with an ROI of $14.11 ($15.44 in 2014) for every dollar invested
in direct-to-consumer advertising, joint marketing partnerships with the travel trade, and media
relations (Table 10 and Appendix II, Table 20). Our evaluation also found the performance
measurement indicators were relevant for measuring the achievement of the goals and objectives
of the 2012-2015 ACTP Agreement.
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Table 10: Three-year US Marketing Program ROI
January 1, 2012 to December 31, 201 4 Marketing Cycle

US Marketing Investment
Direct-to-consumer
Travel Trade
Subtotal
Media Relations
Total

ACTP
Investment
$10,040,759

Revenue
Generated
$133,962,002

ROI
$13.34

365,202

3,994,785

$10.94

$10,405,961

$137,956,787

$13.26

421,785

14,770,764

$35.02

$10,827,746

$152,727,551

$14.11

41 | P a g e

Atlantic Canada Tourism Partnership – 2012-2015 Final Evaluation Report

7.0 UNITED KINGDOM MARKETING PROGRAM
As was the case with the US Marketing Program, our review of the UK Marketing Program
documentation continues to find strong evidence that target markets (geographic, demographic,
and lifestyle), market strategies, and tactics were based on the results of market research, as well
as a strong understanding of the tourism industry and market dynamics.
TIAPEI, on behalf of the ACTP Agreement, invested $2.2 million in marketing activities in the
UK during the 2012-2014 marketing years ($571,478 in 2014). This investment generated over
$26.4 million in revenues ($9.5 million in 2014) and $20.7 million in media value ($9.5 million in
2014) for tourism enterprises in Atlantic Canada (Table 12 and Appendix II, Table 28). An ROI
of $21.29 for every $1.00 ($33.19 in 2014) invested in direct-to-consumer advertising, joint
marketing partnerships with the travel trade, and media relations were achieved.
The CTC’s Market Portfolio Analysis combined with an analysis of international travel statistics,
provincial market reports, Global Tourism Watch, and dedicated ACTP market research conducted
in prior years determined that the UK represented the best opportunity for investment and the
highest potential for growth. Unlike the US market where four provincial brands are retained,
TIAPEI delivers a coordinated “Atlantic Canada, Awaken to the Rhythm of the Sea” brand in the
UK for the ACTP.
The objectives of TIAPEI’s marketing program in the UK, on behalf of the ACTP Agreement,
were to:
•

Contribute to an overall ROI of
$10:1 in the UK,

•

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

Travel
Trade
Activities

Integrated
UK
Marketing
Strategy

•

Build awareness of Atlantic
Canada’s regional brand,

•

Target high-yield consumer
segments,

•

Utilize integrated marketing mix
across all programming,

•

Enhance strategic trade partnerships,

•

Improve media relations awareness of Atlantic Canada in the UK,

•

Increase media coverage and third party endorsements, and

•

Leverage against CTC and other partner programs where possible.

Direct-toConsumer
Advertising

Media
Relations
Activities
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In achieving these strategic objectives, TIAPEI invested in marketing efforts, on behalf of the
ACTP Agreement, that incorporated a number of initiatives including direct-to-consumer
advertising; marketing partnerships with the CTC, joint marketing agreements with tour operators,
in-market travel trade promotions, tour operator and media FAM tours, media relations activities
and press tours, and participation in strategic marketplaces, tradeshows, road shows, workshops
and educational seminars. An essential ingredient of TIAPEI’s marketing efforts in the UK, on
behalf of the ACTP Agreement, was the integration of the CTC’s “Canada, Keep Exploring” logo
in all direct-to-consumer advertising, joint marketing partnerships with the travel trade, and all
media relations activities.

7.1 United Kingdom Consumer Marketing
TIAPEI’s UK Consumer Marketing Program for the ACTP builds awareness of and demand for
Atlantic Canada vacation experiences among the Cultural Explorers, Authentic Experiencers, and
Free Spirits lifestyle segments of the CTC’s Explorer Quotient. Through a mix of traditional and
non-traditional media, targeted consumers were encouraged to book an Atlantic Canada vacation
experience through one of TIAPEI’s travel trade partners.
The UK Consumer Marketing Program includes:


Consumer advertising in key
publications including national
newspapers, travel magazines, and
online media.



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



Event marketing.



Partnering with CTC on their UK core
consumer campaign.



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

Performance Indicators
Statistics Canada’s ITS is the only source of comparable data across Canadian provinces; however,
at the time of writing this report ITS data for the 2013 year had not yet been released. Historical
information for the 2011 and 2012 years is shown in Table 11.
According to Statistic Canada’s ITS, Atlantic Canada trended downwards in the UK market. In
2012, Atlantic Canada saw a 17.8% decline in overnight UK arrivals, a 26.8% decrease in spending
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by overnight UK visitors, and a 10.6% decline in Atlantic Canada’s share of overnight UK arrivals
to Canada (Table 11).
Table 11: Overnight UK Arrivals to Atlantic Canada
Overnight Arrivals
Spending by Overnight Arrivals
Market Share of Visitors to Canada

2011
72,000

2012
59,200

% Change
-17.8%

$57.5M

$42.1M

-26.8%

8.5%

7.6%

-10.6%

Source: Statistics Canada: International Travel Survey

The CTC Tourism Snapshot for 2014 shows an increase in overnight arrivals to Canada compared
to 2013 from the UK market from January to December, 2014 of 4.7%. Information specific to
Atlantic Canada is not yet available.


UK visits, revenues and ROI - TIAPEI, on behalf of the ACTP Agreement, completed its
third year of a conversion study among UK visitors to the ACTP website in 2014. This
study revealed that there were 3,293 UK parties who actually visited Atlantic Canada in
2014, a 41% increase over 2013, spending an estimated $6.1 million. Over the three year
period 8,036 UK parties visited Atlantic Canada, spending almost $18.0 million. Based on
a consumer advertising media buy of $1.4 million ($269,685 in 2014), TIAPEI’s direct-toconsumer advertising campaign in the UK generated an ROI of $12.52 ($22.59 in 2014) in
tourism related spending in Atlantic Canada, for every $1.00 of advertising purchased
(Appendix II, Table 23). 2014 has experienced an increase in ROI resulting from an
increase in visiting parties and an increase in average spend per party compared to 2013.
The percentage of converted visits stayed relatively consistent with 2013 at 31%.



UK media efficiencies - A total of $623,007 ($81,823 in 2014) in media efficiencies and
incremental advertising value was generated through a common and independent media
planner/buyer (Time + Space Media).



Value added - Over the three year period, ACTP leveraged $296,000 from the CTC
resulting in an overall value added of $544,000 (in 2014 leveraged $96,000 from the CTC,
resulting in an overall value added of $121,000) from the campaign.

7.2 United Kingdom Travel Trade
TIAPEI’s UK Travel Trade Strategy, on behalf of the ACTP Agreement, focused on developing
incremental and integrated joint marketing partnerships with tour operators and travel influencers
that had an ability to generate packaged and fully independent travel (sales) to Atlantic Canada.
TIAPEI also advantaged these marketing partnerships to deliver educational and training sessions
to the tour operator’s front line staff, as a means to increase their awareness and appreciation of the
four Atlantic Provinces, and to increase their ability to sell Atlantic Canadian vacation experiences.
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The objectives of the UK travel trade program were to:
•

Nurture existing and develop new partnerships with tour operators,

•

Encourage extended and improved itineraries and product offerings,

•

Enhance product knowledge of travel agents,

•

Leverage other partner programs such as CTC when possible,

•

Increase consumer awareness through trade activities, and

•

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

Performance Indicators


Joint Marketing Partnerships – In 2014, TIAPEI, on
behalf of the ACTP Agreement, established nine joint
marketing partnerships with tour operators in the UK that
sell or are willing to sell product from all four Atlantic
Provinces and over the three-year period has participated
in 23 annual partnerships. Based on an investment of
$288,048 ($112,470 in 2014), these joint marketing
partnerships generated almost $8.5 million in sales of
packaged and fully independent travel to Atlantic Canada
($3.4 million in 2014), and a direct ROI of $29.36 ($30.35
in 2014) in revenues for every $1.00 invested in the
marketing partnership (Appendix II, Table 25).



Familiarization tours, education sessions, tradeshows
and marketplaces – During the three year Agreement, 31
participants took part in FAM tours. In partnership with
the CTC, TIAPEI participated in educational and
information sessions in th e UK. In total, 721 travel agents
and travel influencers were provided information and
training on Atlantic Canada as a leisure travel destination and the variety of travel
experiences available within the region. In May of 2014, TIAPEI’s UK Program Manager
once again attended Rendezvous Canada, refreshed business relationships with existing
UK tour operators, established introductory relationships with several new operators, and
met with UK press. TIAPEI’s UK Program Manager also participated in World Travel
Market in London, England in November. This tradeshow afforded ACTP the opportunity
to meet with 29 travel trade and three travel media representatives.



Leveraged dollars – ACTP leveraged almost $1.5 million in funding over three years from
tour operators in the UK ($112,843 in 2014).
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7.3 United Kingdom Media Relations
TIAPEI’s Media Relations Program, on behalf of the ACTP Agreement, in the UK aimed to
enhance the appeal of Atlantic Canada as a vacation destination through publicity in visual, print,
and online media. The key objectives of TIAPEI’s media relations activities, on behalf of the
ACTP Agreement, were to generate greater awareness of Atlantic Canadian travel experiences,
position Atlantic Canada as a premier vacation destination in the UK, and to distinguish Atlantic
Canada from its competitors.
Brighter Group was again contracted as TIAPEI’s Media Relations providers in the UK for 2014.
In concurrence with TIAPEI’s UK Program Manager and media relations professionals in each of
the four Atlantic Provinces, the Brighter Group created and distributed featured press releases,
coordinated press trips to the region, and hosted and attended in-market media events.
Performance Indicators


Earned media value - The earned media value generated by TIAPEI’s media relations
activities, on behalf of the ACTP Agreement, over the 2012-2014 marketing years was
approximately $20.7 million ($9.5 million in 2014), up significantly from 2013. TIAPEI’s
media value was tracked for each publication (for example, broadcasts, trade magazines,
blogs and online activity, and national and regional newspapers) and its value calculated
on the basis of the cost to purchase equivalent advertising space.



ROI - The average ROI over the three year period was $42.15 for each $1.00 invested. The
significant increase in media value in 2014 resulted in ROI increasing from $19.00:1 in
2013, to $49.97:1 in 2014 (Appendix II, Table 27).



Press visits, releases and events - TIAPEI’s media relations providers organized 30 press
visits over the three year period (14 in 2014). Over the three years 29 press releases were
published (10 in 2014). TIAPEI’s media relations providers made 102 media pitches over
the three year period (35 in 2014). Three media events were held during the year - the
ACTP media event, TravMedia International Media Marketplace, and Atlantic Canada
Lobster Lunch.

A case study in Appendix III assesses ACTP’s media relations initiatives in the UK target markets
to learn about the effectiveness of media relations in consumers deciding to visit Atlantic Canada.

7.4 United Kingdom Marketing Program Conclusion
During the course of the 2012-2015 ACTP Agreement economic benefits were achieved from
TIAPEI’s UK Marketing Program, on behalf of the ACTP Agreement, with an ROI of $21.29
($33.19 in 2014) for every dollar invested in direct-to-consumer advertising, joint marketing
partnerships with the travel trade, and media relations (Table 12 and Appendix II, Table 28). Our
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evaluation also found the performance measurement indicators were relevant for measuring the
achievement of the goals and objectives of the 2012-2015 ACTP Agreement.
Table 12: Three-year UK Marketing Program ROI
January 1, 2012 to December 31, 2014 Marketing Cycle

UK Marketing Investment
Direct-to-consumer
Travel Trade
Subtotal
Media Relations
Total

ACTP
Investment
$1,434,049

Revenue
Generated
$17,954,742

ROI
$12.52

288,048

8,456,126

29.36

$1,722,097

$26,410,868

$15.34

491,984

20,734,684

42.15

$2,214,081

$47,145,552

$21.29
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8.0 UPDATE ON PREVIOUS RECOMMENDATIONS
Prior to the 2012-2015 ACTP Agreement, ACTP was supported by contributions from signatories
to MOUs between ACOA, the four provincial government departments responsible for tourism,
and the four provincial tourism industry associations in Atlantic Canada.
Policy and operating guidelines instituted and updated over the years supported the Management
Committee, Marketing Advisory Committee and Secretariat on all consensus-based (and critical)
decisions. In 2012, the MOU style agreement was transitioned into a Federal-Provincial
Agreement with industry participation. Traditional roles, responsibilities and authorities changed
under the new Federal-Provincial Agreement format.
In the 2012/13 evaluation we recommended that the Management Committee develop a Transition
Strategy for the 2012-2015 ACTP Agreement and that this strategy, along with updated policy and
operating guidelines, be fully operational by March 31, 2015.
During 2014, substantial work on the Draft Policy and Operating Guidelines was completed
including the hiring of a consultant to assist with development. The Draft Policy and Operating
Guidelines have been circulated to the Transition Strategy Subcommittee for input and will be
presented to Management Committee at the March, 2015 meeting for feedback followed by final
approval. The transition is on track and it is anticipated the updated policy and operating guidelines
will be fully operational by March 31, 2015.
In the 2013/2014 evaluation, it was recommended that all benefits monitoring targets be reviewed
on an annual basis and that TIAPEI, on behalf of the ACTP Agreement, should also explore new
tools for measuring the value of online media. Benefits monitoring targets are reviewed and
updated as applicable on an annual basis. The identification of new tools for measuring online
media has been discussed by TIAPEI and a review conducted. Currently all provinces and the
ACTP are using the same platform as CTC for measuring online media and it is felt that the current
method does provide some consistency and comparability with previous years. Another tool was
explored but it was cost prohibitive. It is felt by TIAPEI that the current tools are sufficient.
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9.0 RECOMMENDATIONS
Continue ACTP Partnership
Our overall recommendation is to continue with this highly successful, international marketing
initiative. Consumer, travel trade, and media relations activities in both the US and UK collectively
exceeded ROI targets of $10:1.
Review ACTP for Efficiencies
The value of the Agreement has remained at the same level for several years resulting in
diminished purchasing power with marketing dollars. It is recommended that TIAPEI, on behalf
of the ACTP Agreement, review all budget line items in administration, evaluation, research and
communication to identify any opportunities for efficiencies that could allow for additional money
to be allocated to marketing.
Continue to Consider Flexibility
During the key informant interviews comments were received in regards to the importance of the
ACTP having a structure that is flexible and nimble enough to respond to changes in the
marketplace whether it be with respect to markets, marketing and sales or marketing activities. It
was noted that the structure has become more flexible and nimble over the years, but that this needs
to continue to be a focus as the pace of change continues to increase and it is important that the
timeliness of decision making keep pace. The next agreement should continue to consider this
flexibility and nimbleness.
Review Measurement Tools
Measurement tools should be reviewed on an ongoing basis. It is important, that as the form of
media shifts, that TIAPEI, on behalf of the ACTP Agreement, continue to be open to exploring
new measurement tools as they become available. Recently TIAPEI explored the current
availability of other tools for measuring the value of online earned media and no superior
measurement tool was found. TIAPEI, however should keep this top of mind and keep in touch
with CTC and provincial government research departments as new tools are made available in the
market and evaluate them for implementation.
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APPENDIX I

SYNOPSIS OF SUCCESS INDICATORS

Success Indicator

Definition

R.O.I.

Measurable tourism revenues
marketing/media campaign.

generated per

dollar invested in the

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, etc.

Market Readiness

Degree/number of tourism operators equipped or capable of marketing their
specific product/service in International markets.

Performance Evaluation

Evaluation of ACTP contracts for administrative, management, and other
support service.

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.

Strategic Partnerships

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

APPENDIX II

SUPPLEMENTARY TABLES

UNITED STATES MARKETING PROGRAM
Table 13 presents ACTP’s US marketing program expenditures by category and fiscal year.
Table 13: US Marketing Program Fiscal Budget
Expenditur
e
2012/2013
$3,487,385

Expenditur
e
2013/2014
$3,816,777

Expenditur
e
2014/2015
$3,940,967

$11,245,129

Travel Trade Program

183,470

219,270

258,768

661,508

Atlantic Canada Showcase

175,000

N/A

175,000

350,000

Media Relations Program

131,804

136,529

140,595

408,928

Research Strategy

19,068

86,165

123,180

228,413

Program Manager

96,785

94,701

102,575

294,061

-

-

3,881

3,881

6,481

6,386

4,429

17,296

-

-

(27,770)

(27,770)

$4,099,993

$4,359,828

$4,721,625

$13,181,446

Activity
Direct-to-Consumer Advertising

Miscellaneous
Meeting Expenses/Industry
TravelUnallocated HST/VAT
Less:
rebate
Total spending

Total

US Consumer Campaign
Table 14 presents ACTP’s US consumer campaign expenditures by category by fiscal year.
Table 14: US Direct-to-Consumer Advertising Fiscal Budget
Expenditur
e
2013/2014
$2,351,320

Expenditur
e
2014/2015
$2,381,681

Agreement
Total

Media Campaigns -Mid-Atlantic

Expenditur
e
2012/2013
$2,283,155

Media Campaigns -New England

953,576

1,209,184

1,276,607

3,439,367

Media Buying Fees

250,654

256,273

282,679

789,606

$3,487,385

$3,816,777

$3,940,967

$11,245,129

Activity

Total US Consumer

$7,016,156

The direct-to-consumer campaign is evaluated according to a set of performance indicators
established at the outset of the 2012-2015 ACTP Agreement. An online conversion study measures
actual performance annually.
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The data shown in Table 15 is used to obtain the ROI values each year. The program targets
potential travellers and generates inquiries from those who visit provincial websites and recall
ACTP marketing (# recalled). 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. In 2013, the method of
conversion was modified by applying a media weight based on the ratio of ACTP media buy to
total US media buy by province. Dividing the adjusted ACTP revenues by the dollar amount of
initial investments in marketing (ACTP consumer media buy) provides the measure of ROI. The
ACTP consumer media buy is based on the marketing year and is reflected in Canadian dollars.
Table 15: US Conversion Indicators by Marketing Year
2012
Indicators
5,575,663

2013
Indicators
6,644,055

2014
Indicators
7,875,228

3 Year
Summary
20,094,946

% Web Visits from the US

16.3%

19%

20%

18.6%

# Web Visits from the US

908,033

1,260,637

1,577,661

3,746,331

Adjusted US Web Visits

200,816

273,865

302,934

777,615

(multiple
visits) removed)
% Recalled

26.2%

26.9%

29.9%

27.9%

#Advertising/Editorial
Recalled

52,531

73,688

90,463

216,682

Advertising/Editorial
%
Converted Visits

58.7%

54.7%

59.5%

57.6%

# Converted Visits

30,818

40,287

53,791

124,896

Average Spending in Atlantic

$1,307

$1,462

$1,650

$1,505

$40,254,287

$58,905,176

n/a

80%

$40,254,287

$46,831,550

$3,597,808

$3,283,985

$3,158,966

$10,040,759

$11.19

$14.26

$14.84

$13.34

Indicator Description
Total Web Visits

Canada
Revenues Generated
Media Weight
Adjusted ACTP Revenues
ACTP Consumer Media Buy
ROI

$88,771,456 $187,930,919
53%

71%

$46,876,165 $133,962,002

Source: ACTP Travel Intentions & Conversion Survey
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US Travel Trade
Table 16 presents ACTP’s US travel trade expenditures by category by fiscal year.
Table 16: US Travel Trade Fiscal Budget
Activity
Joint Marketing Partnership
Consumer Travel Shows / In
Market Promotions
Atlantic Canada Showcase
Total US Travel Trade

Expenditure Expenditure Expenditure
2013/2014
2014/2015
2012/2013
$113,505
$145,522
$178,738

Total
$437,765

69,965

73,748

80,030

223,743

175,000

-

175,000

350,000

$358,470

$219,270

$433,768

$1,011,508

Program
The goal of ACTP’s US travel trade program is to increase packaged and fully independent travel
sales to the four Atlantic Provinces. ACTP’s successes are evaluated against a set of performance
indicators that are assessed annually (Table 17). The program focuses on developing joint
marketing partnerships with tour operators and travel influencers that sell group tours and fully
independent travel packages to the Atlantic Provinces. Revenues generated from these partnerships
(tour costs and spending by travellers) are assessed in terms of ACTP’s investment to determine
the ROI. Programs such as educational sessions, training seminars, FAM tours and special events
are supplementary marketing investments that are not ROI based.
Table 17: US Travel Trade Performance Indicators by Marketing Year
Indicator Description
Number of partnerships

2012
Indicators
2

2013
Indicators
5

2014
Indicators
6

3 Year
Summary
13

formed
ACTP contributions to Joint
Marketing Partnerships
Leveraged investment

$55,250

$113,506

$196,446

$365,202

$59,500

$184,409

$322,683

$566,592

Value of ACTP related sales

$773,900

$1,199,911

$2,020,974

$3,994,785

$14.01

$10.57

$10.29

$10.94

ROI
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US Media Relations
Table 18 presents ACTP’s US media relations expenditures by category and fiscal year.
Table 18: US Media Relations Fiscal Budget
Activity
Media Relations Program
Media FAM Tour Program
Total US Media Relations

Expenditure Expenditure Expenditure
2012/2013
2013/2014
2014/2015
$119,861
$125,422
$128,595

Total
$373,878

11,943

11,107

12,000

35,050

$131,804

$136,529

$140,595

$408,928

The US media relations program is evaluated according to a set of performance indicators that are
measured annually (Table 19). The goal of the program is to maximize media value and impact
among consumers in ACTP’s target markets. Earned media 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/impressions (viewership) that each editorial commands. ACTP’s
investment in these activities can be compared with the earned media value generated to provide
the ROI. The earned media value is provided in US dollars and translated to Canadian dollars using
an average exchange rate of $1.00 USD = $1.10 CDN in 2014.
Meredith Pillon Marketing Communications is contracted in the US to attract influential journalists
through activities such as press releases, press trips and a media event to generate editorials. During
press tours journalists gather photos, video, and content for their editorials.
Table 19: US Media Relations Performance Indicators by Marketing Year
Indicator Description
Media Value Generated
Media Relations Investment
Press Visits
Press Releases
Media Appointments
ROI

2012
Indicators
$6,429,999

2013
Indicators
$3,247,877

2014
Indicators
$5,092,888

3 Year
Summary
$14,770,764

$140,595

$140,595

$140,595

$421,785

13

18

30

61

9

9

9

27

14

25

32

71

$45.73

$23.10

$36.22

$35.02
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US Marketing Program Return on Investment
Table 20 presents the three year US marketing program ROI.
Table 20: Three-year US Marketing Program ROI
January 1, 2012 to December 31, 201 4 Marketing Cycle

US Marketing Investment
2012
Direct-to-consumer
Travel Trade
Subtotal
Media Relations
Total

ACTP
Investment

Revenue
Generated

ROI

$3,597,808

$40,254,287

$11.19

55,250

773,900

$14.01

$3,653,058

$41,028,187

$11.24

140,595

6,429,999

$45.73

$3,793,653

$47,458,186

$12.52

$3,283,985

$46,831,550

$14.26

113,506

1,199,911

$10.57

$3,397,491

$48,031,461

$14.14

140,595

3,247,877

$23.10

$3,538,086

$51,279,338

$14.49

$3,158,966

$46,876,165

$14.84

196,446

2,020,974

$10.29

$3,355,412

$48,897,139

$14.57

140,595

5,092,888

$36.22

$3,496,007

$53,990,027

$15.44

$10,040,759

$133,962,002

$13.34

365,202

3,994,785

$10.94

$10,405,961

$137,956,787

$13.26

421,785

14,770,764

$35.02

$10,827,746

$152,727,551

$14.11

2013
Direct-to-consumer
Travel Trade
Subtotal
Media Relations
Total
2014
Direct-to-consumer
Travel Trade
Subtotal
Media Relations
Total
Three Year Average
Direct-to-consumer
Travel Trade
Subtotal
Media Relations
Total
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UNITED KINGDOM MARKETING PROGRAMS
Table 21 presents ACTP’s UK marketing program expenditures by category and fiscal year.
Table 21: UK Marketing Program Fiscal Budget
Expenditure
2012/2013
$612,582

Expenditure
2013/2014
$296,775

Expenditure
2014/2015
$294,331

$1,203,688

169,644

188,468

249,361

607,473

147,702

152,295

189,323

489,320

Shipping/Storage

5,536

8,226

2,000

15,762

Program Manager

85,689

85,701

92,205

263,595

6,315

5,987

4,500

16,802

(9,696)

(1,886)

(1,477)

(13,059)

$1,017,772

$735,566

$830,243

$2,583,581

Activity
Direct-to-Consumer
Advertising
Travel Trade
Media Relations

Meeting
Expenses/Industry
Travel
Less: unallocated
HST/VAT rebate
Total spending

Total

UK Consumer Campaign
Table 22 presents ACTP’s UK consumer campaign expenditures by category by fiscal year.
Table 22: UK Direct-to-Consumer Advertising Fiscal Budget
Activity
CTC/Consumer Program
Creative/Production/Collateral
Total UK Consumer

Expenditure
2012/2013
$581,230

Expenditure
2013/2014
$285,885

Expenditure
2014/2015
$254,466

Total
$1,121,581

31,352

10,890

39,865

82,107

$612,582

$296,775

$294,331

$1,203,688

The direct-to-consumer campaign is evaluated according to a set of performance indicators
established at the outset of the 2012-2015 ACTP Agreement. An online conversion study measures
actual performance annually. The UK marketing program aims to generate an incremental increase
annually in UK visits, revenue and market share.
The data shown in Table 23 is used to obtain the ROI values each year. The program targets
potential travellers and generates inquiries from those who visit the atlanticcanadaholiday.co.uk
and recall ACTP marketing (# recalled). A certain proportion of these inquiries are converted to
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party visits. Average party spending is reported in the conversion studies. Dividing the ACTP
campaign revenues by the dollar amount of initial investments in marketing (ACTP consumer
media buy) provides the measure of ROI.
Table 23: UK Conversion Indicators by Marketing Year
Indicator Description

2012
Indicators
71,082

2013
Indicators
21,085

2014
Indicators
23,094

3 Year
Summary
115,261

% Recalled
Advertising/Editorial
# Recalled Advertising/Editorial

24.0%

33.3%

46.0%

30.1%

17,059

7,021

10,624

34,704

% Converted Visits

14.1%

33.3%

31.0%

23.2%

# Converted Visits

2,405

2,338

3,293

8,036

# Unique web visits from the UK

Average Spending in Atlantic
Canada
Revenues Generated

$3,221

$1,760

$1,850

$2,234

$7,747,812

$4,114,880

$6,092,050

$17,954,742

ACTP Consumer Media Buy

$686,406

$477,958

$269,685

$1,434,049

$11.29

$8.61

$22.59

$12.52

ROI

Source: ACTP Travel Intentions & Conversion Surv ey

UK Travel Trade
Table 24 presents ACTP’s UK travel trade expenditures by category by fiscal year.
Table 24: UK Travel Trade Fiscal Budget
Activity
Joint Marketing Partnerships
Trade Shows / In Market
Initiatives
FAM Tour Program
Total UK Travel Trade

Expenditure Expenditure Expenditure
2012/2013
2013/2014
2014/2015
$86,877
$103,347
$160,000

Total
$350,224

75,567

69,371

88,911

233,849

7,200

15,750

450

23,400

$169,644

$188,468

$249,361

$607,473

The goal of ACTP’s UK travel trade program is to increase group tour and fully independent travel
sales to Atlantic Canada. ACTP’s successes are evaluated against a set of performance indicators
that are assessed annually (Table 25). ACTP’s program cultivates partnerships with UK tour
operators that sell group tours and fully independent travel packages to the Atlantic Provinces.
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Revenues generated from these partnerships (tour costs and spending by travellers) are assessed in
terms of ACTP’s investment to determine the ROI. Programs such as educational sessions, training
seminars, FAM tours and special events are supplementary marketing investments that are not ROI
based.
Table 25: UK Travel Trade Performance Indicators by Marketing Year
Indicator Description

2012
Indicators

2013
Indicators

2014
Indicators

3 Year
Summary

6

8

9

23

$80,474

$95,104

$112,470

$288,048

Leveraged Investment

$1,286,108

$98,850

$112,843

$1,497,801

Value of ACTP related sales

$2,274,164

$2,768,313

$3,413,649

$8,456,126

$28.26

$29.11

$30.35

$29.36

Number of partnerships formed
ACTP contributions to joint
marketing partnerships

ROI

UK Media Relations
Table 26 presents ACTP’s UK media relations expenditures by category and fiscal year.
Table 26: UK Media Relations Fiscal Budget
Activity
Media Relations
Program
Media FAM Tour
Program
Total UK Media
Relations

Expenditure
2012/2013
$130,757

Expenditure
2013/2014
$141,830

Expenditure
2014/2015
$176,500

Total
$449,087

16,945

10,465

12,823

40,233

$147,702

$152,295

$189,323

$489,320

The UK media relations program is evaluated according to a set of performance indicators that are
measured annually (Table 27). The goal of the program is to maximize media value and impact to
consumers in ACTP’s target markets. Earned media value is tracked for each article or posting
(online editorial) generated according to the media supplier rates. It takes into consideration the
cost of space and value of circulation/impressions (viewership) that each editorial commands.
ACTP’s investment in travel writers and specific media activities can be compared with the earned
media value generated to provide the ROI.
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Brighter Group is contracted in the UK to attract influential journalists through activities such as
press releases, press trips and a media event to generate editorials. During press tours, journalists
gather photos, video and content for their editorials.
Table 27: UK Media Relations Performance Indicators by Marketing Year
2012
Indicators
$8,446,495

2013
Indicators
$2,826,881

2014
Indicators
$9,461,308

3 Year
Summary
$20,734,684

85.2 million

39.4 million

63.9 million

188.5 million

$153,861

$148,800

$189,323

$491,984

Press Visits

8

8

14

30

Press Releases

5

14

10

29

Media Pitches

23

44

35

102

$54.90

$19.00

$49.97

$42.15

Indicator Description
Media Value
Generated
Circulation
Media Relations
Investment

ROI
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UK Marketing Program Return on Investment
Table 28 presents the three year UK marketing program ROI.
Table 28: Three-year UK Marketing Program ROI
January 1, 2012 to December 31, 201 4 Marketing Cycle

UK Marketing Investment
2012
Direct-to-consumer
Travel Trade
Subtotal
Media Relations
Total

ACTP
Investment

Revenue
Generated

ROI

$686,406

$7,747,812

$11.29

80,474

2,274,164

$28.26

$766,880

$10,021,976

$13.07

153,861

8,446,495

$54.90

$920,741

$18,468,471

$20.06

$477,958

$4,114,880

$8.61

95,104

2,768,313

$29.11

$573,062

$6,883,193

$12.01

148,800

2,826,881

$19.00

$721,862

$9,710,074

$13.45

$269,685

$6,092,050

$22.59

112,470

3,413,649

$30.35

$382,155

$9,505,699

$24.87

189,323

9,461,308

$49.97

$571,478

$18,967,007

$33.19

$1,434,049

$17,954,742

$12.52

288,048

8,456,126

$29.36

$1,722,097

$26,410,868

$15.34

491,984

20,734,684

$42.15

$2,214,081

$47,145,552

$21.29

2013
Direct-to-consumer
Travel Trade
Subtotal
Media Relations
Total
2014
Direct-to-consumer
Travel Trade
Subtotal
Media Relations
Total
Three Year Average
Direct-to-consumer
Travel Trade
Subtotal
Media Relations
Total
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Joint US and UK Marketing Program Return on Investment
Table 29 presents the 2014 and three year joint US and UK marketing program ROI.
Table 29: 2014 and Three-year Joint Marketing Program ROI
January 1, 2014 to December 31, 201 4 Marketing Cycle and January 1, 2012 to December 31, 2014 Marketing Cycle

Marketing
Investmen
t
2014
Direct-toconsumer
Travel
Trade
Subtotal
Media
Relations
Total

US ACTP
Investment

UK ACTP
Investment

ACTP
Investment

US Revenue
Generated

UK
Revenue
Generated

Revenue
Generated

US
ROI

UK
ROI

$3,158,966

$269,685

$3,428,165

$46,876,165

$6,092,050

$52,968,215

$14.84

$22.59

196,446

112,470

308,916

2,020,974

3,413,649

5,434,623

$10.29

$30.35

$3,355,412

$382,155

$3,737,567

$48,897,139

$9,505,699

$58,402,838

$14.57

$24.87

140,595

189,323

329,918

5,092,888

9,461,308

14,554,196

$36.22

$49.97

$3,496,007

$571,478

$4,067,485

$53,990,027

$18,967,00
7

$72,957,034

$15.44

$33.19

$10,040,75
9

$1,434,049

$11,474,80
8

$133,962,00
2

$17,954,74
2

$151,916,74
4

$13.34

$12.52

365,202

288,048

653,250

3,994,785

8,456,126

12,450,911

$10.94

$29.36

$10,405,96
1
421,785

$1,722,097

$12,128,05
8
913,769

$137,956,78
7
14,770,764

$26,410,86
8
20,734,684

$164,367,65
5
35,505,448

$13.26

$15.34

$35.02

$42.15

$10,827,74
6

$2,214,081

$13,041,82
7

$152,727,55
1

$47,145,55
2

$199,873,10
3

$14.11

$21.29

Three Year Average
Direct-toconsumer
Travel
Trade
Subtotal
Media
Relations
Total

491,984

ROI
$15.4
5
$17.5
9
$15.6
3
$44.1
1
$17.9
4
$13.2
4
$19.0
6
$13.5
5
$38.8
6
$15.3
3
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APPENDIX III

CASE STUDY

-CASE STUDYMEDIA RELATIONS IMPACT ON CONSUMER TRAVEL DECISIONS
Description
This case study assesses ACTP’s media relations initiatives as a component of marketing efforts
in the UK and US target markets to learn about the effectiveness of media relations in leading to
publications accessible to populations in the target markets and whether these media relations
efforts result in consumers deciding to visit Atlantic Canada. Media relations activities entice
media through quality content, product and experience. The goal of media relations is to receive
third-party endorsement and, through these endorsements, articles/publications, editorials and
testimonials, ultimately encourage travellers to select Atlantic Canada as their travel destination.
ACTP’s media relations activities in the US and UK markets have distinct objectives and tactics.
The Media Relations Program in the US aims to generate greater awareness and a stronger positive
image for each of the four Atlantic Canadian provinces as a vacation destination through publicity
in visual, print and online media while the Media Relations Program in the UK aims to enhance
the appeal of Atlantic Canada as a vacation destination through publicity in visual, print, and online
media. ACTP contracted Meredith Pillon Marketing Communications to coordinate media
relations activities in the Mid-Atlantic and New England US and key efforts include broadcast
outreach, social media outreach, press visits to the four provinces, press releases, media
appointments and relationship building visits, and a signature media event (Kitchen Party in New
York). ACTP contracted Brighter Group as the media relations provider in the UK and media
relations efforts in this market include newspapers, magazines, trade media and their respective
websites, broadcast, media/press/celebrity trips, media events, and social media outreach.
Assumptions made in preparing this case study include:




For the purpose of this case study, the media relations activities under analysis are online
and print editorials and publications (e.g., magazine and newspaper articles), travel guides
and books, TV programs, personal blogs, and websites dedicated to visitors and tourists.
Paid consumer advertising (online and print, e.g., brochures, newspaper, magazine),
television and radio advertisements, traveller review websites, email newsletters and
promotions, travel agents, and consumer shows are outside the scope of analysis.
Where survey respondents chose not to select a response option (e.g., Printed travel
guidebooks, Printed newspapers or magazines, Programs on TV/radio) and instead
selected ‘Other’, their supplementary responses have not been analyzed or factored into the
percentage totals of response findings as we did not have access to this data. It is assumed
respondents would have selected a specific source/media if it pertained to their decision
making process.
AIII-1

Limitations of this case study include:






Available resources provide indications where general linkages can be inferred; however,
the resources do not enable clear, direct, causal conclusions to be made regarding what
sources specifically resulted in visitors from US and UK target markets to select Atlantic
Canada for their destination.
While several sources provide data and information related to media relations activities and
decision making for travel to Canada there is less data specifically pertaining to Atlantic
Canada.
The methodology for preparing this case study consisted exclusively of a review of
secondary resources.

Evaluation Questions and Findings
This case study seeks to address two evaluation questions:
1. Are ACTP’s media relations efforts resulting in publications?
2. Does the reading/viewing of these media relations publications (broadcasts, trade
magazines, blogs and other online activity, national and regional newspapers) result in
consumers deciding to visit Atlantic Canada?
Several secondary sources of data and information were used to explore these questions: 2014
Global Tourism Watch reports for US and UK markets commissioned by the CTC; US Consumer
Research Report by TNS; the CTC’s Path to Purchase Study; Environics Analytics’ Target
Segment Media Review Presentation and Segmentation Refresh; CTC’s UK Market Profile; US
Leisure Traveler Research - ‘Canadian Tourism: Prepared for the Tourism Industry Association
of Canada’ by PhoCusWright Inc.; Brighter Group Proposal for Atlantic Canada – 2014/2015;
Meredith Pillon Marketing Communications, ACTP US Public Relations Program April 2014 –
March 2015; and the ACTP 2014 Media Effectiveness Indicators report.

1. Are ACTP’s media relations efforts resulting in publications?
During the course of the 2012-2015 ACTP agreement, TIAPEI has made a media relations
investment of $915,196. This investment has resulted in an agreement-to-date total of $35.5
million in media value generated, and an agreement-to-date ROI of $38.80 for every $1.00 invested
in media relations. Available data on media value generated from ACTP’s media relations efforts
(detailed in sections 6.3 and 7.3 and Table 29 of this report) provides substantive evidence that
media relations activities are resulting in publications.

2. Does the reading/viewing of these publications (broadcasts, trade magazines,
blogs and other online activity, national and regional newspapers) result in
consumers deciding to visit Atlantic Canada?
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A highlight of the most predominantly referenced media sources pertaining to ACTP’s media
relations activities and the range of related data findings is as follows:







Websites: 28%-59%
o Travel guide websites/websites dedicated to visitors and tourists: 15%-25%
o Travel/personal blogs: 5%-59%
o Magazine websites/newspaper websites: 10%-54%
(Printed) Travel guide books: 13%-69%
Articles/stories in magazines or newspapers: 7%-52%
Television travel shows/TV programs: 6%-64%
Radio program: 5%
Summary

There is evidence from secondary research that consumers are using several sources in their
decision making process for travel to Canada and specifically to Atlantic Canada, and examples
of sources are discussed in the sections that follow. Secondary research revealed indirect linkages
between the types of media relations activities used by ACTP and travellers’ decision making
processes. Travellers from both US and UK markets access a variety of sources during their
decision making process and on their path to purchase. While recommendations from family and
friends, websites (especially general search engines, social media, and online review sites e.g.,
Expedia and TripAdvisor) play very important roles in decision making, travellers continue to
access and use several media – especially travel guide books and travel guide websites, articles
and stories in print and online magazines and newspapers, and TV programs – to influence travel
decisions. Research findings, broken down by US and UK markets, are provided in the sections
that follow.
US

US media relations data for this case study was retrieved from several secondary resources: US
Consumer Research Report, TNS (N=1,080); ProCusWright Inc.’s US Leisure Traveler Research
(N=1,529); 2014 US Global Tourism Watch, CTC (N=1,641); and Travel Intentions Survey,
ACTP/Provincial data (N=7,200).
Depending on the secondary resource referenced during the case study (and the surveyed
population from the research), the data relating to specific media relations sources and their use by
US travellers in the decision making process varied in priority and percentage uptake.
The US Consumer Research Report prepared by TNS for ACTP (January 2015, N=1,080) outlines
a list of sources of information for planning a trip to Atlantic Canada among those travellers with
interest in Atlantic Canada (N=255). Respondents were asked to select all answers that apply.
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Sources of information selected that are within the scope of media relations activities supported
by ACTP as well as the percentage of responses for each, are as follows:






Travel guide books (e.g., Fodor’s) – 30%
Articles/stories in Magazines or Newspapers – 20%
Television travel shows – 11%
Other television (non-travel shows) – 4%
In-flight magazine – 3%

Evidence on the sources of information used among travellers
with interest in planning a trip to Atlantic Canada supports the
existence of indirect linkages to media relations activities
supported by ACTP. However, it is worth noting the sources of
information that were indicated in the highest percentages for
those with interest in visiting Atlantic Canada were: Online
review sites such as TripAdvisor (42%); Websites such as
Expedia, Travelocity (42%); AAA (42%); and Advice of
friends or relatives (36%).

For US travellers planning trips,
“advice and recommendations from
trusted sources like friends and
family or AAA are key…engaging
with these key sources of guidance
where possible will help positively
influence the trip planning process.”
~ TNS US Consumer Research
Report

PhoCusWright Inc.’s US Leisure Traveler Research findings on ‘sources of information [that]
influenced [a traveller’s] decision to visit [Canadian location] for their last overnight leisure trip’
(N = 1,529) indicated:






51% of travelers used Websites to influence their decision (36% use websites via
computer; 9% use websites or applications via tablet; and 6% use websites or applications
via mobile phone)
o Of the travelers who used Websites to influence their decisions (N =548):
 19% used Travel guide websites (e.g. Lonely Planet) to influence their
decisions
 13% used Travel blogs to influence their decisions
 12% used Magazine websites/newspaper websites to influence their
decisions
13% of travelers used Printed travel guidebooks to influence their decision
7% of travelers used Printed newspapers or magazines to influence their decision
6% of travelers used Programs on TV/radio to influence their decision

Importantly, this US Leisure Traveler Survey distinguished between these sources of information
and paid consumer media (e.g., online advertising/email, TV/radio advertising, printed
advertising). Respondents were invited to select all sources “Online channels are ‘go-to’ sources of
information for Northeastern travellers
that apply. It is worth noting that Personal recommendations
interested in visiting Atlantic Canada.”
from friends/family tied with Websites via computer (36%
~ TNS US Consumer Research Report
of respondents) as the predominant source of information used
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to influence a traveller’s decision to visit. Also worth noting is that 11% of polled respondents
indicated they were ‘Not Sure’ what sources of information influenced their travel decision.
The overwhelming leaders in websites used by travellers to make travel decisions, which are not
directly or explicitly attributed to ACTP’s media relations activities, were General search
engines, such as Yahoo or Google (58%) and Traveler review websites, such as TripAdvisor
(44%). It is worth noting that 4% of polled respondents indicated they did not access any specific
website to influence their travel decision.
Evidence on the sources of information used by US leisure travelers to influence their travel
decisions to Canada supports the existence of indirect linkages to media relations activities
supported by ACTP.
The 2014 US Global Tourism Watch report commissioned by the CTC provides further insight on
whether the reading/viewing of media relations publications results in consumers deciding to visit
Canada. In terms of the ‘source of information that encouraged consideration for Canada’, a
survey of US pleasure travellers considering a trip to Canada (N = 1,641) identified:








28% accessed a Website to source information to encourage consideration for Canada
o Of those who used a website to find out about Canada (N=443), 25% accessed
Travel guide websites for information pertaining to their travels
19% accessed a Travel guide book to source information to encourage consideration for
Canada
18% accessed a TV Program to source information to encourage consideration for Canada
11% accessed an Article in newspaper or magazine to source information to encourage
consideration for Canada
7% accessed a Blog about Canada to source information to encourage consideration for
Canada
5% accessed a Radio program to source information to encourage consideration for
Canada

Of note, the two sources of information that topped the chart for encouraging consideration for
Canada and which are not directly or explicitly attributed to ACTP media relations activities:
Friend or family (in person) (41% of respondents) and Previous visit to that country (37% of
respondents).
In terms of source of awareness for Canada of international pleasure travellers who have recently
visited Canada (N=1,050), sources related to ACTP’s media relations activities include:




21% - Travel guide or books
20% - Magazine or newspaper articles
18% - TV Program
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15% - Websites dedicated to visitors and tourists
10% - Online articles in magazines or newspapers
5% - Personal blogs

It is worth noting the top ranking source of awareness for Canada among both international
pleasure travellers (N=3,000) and those who have recently visited Canada (N=1,050) was Friends
and family, in person (25% and 31%, respectively), a source not directly or explicitly attributed
to media relations activities.
According to the 2014 US Global Tourism Watch report, in terms of how influential a source of
information is on an individual’s choice of where to take a vacation,11 the following sources of
information, which pertain to ACTP’s media relations activities, were identified by respondents
(N = 3,000) as having the greatest influence on decision making:







Travel guide or books – 69% indicated highest levels of influence
TV program – 64% indicated highest levels of influence
Websites dedicated to visitors and tourists – 59% indicated highest levels of influence
Personal blogs – 59% indicated highest levels of influence
Online articles in magazines or newspapers – 54% indicated highest levels of influence
Magazine or newspaper articles – 52% indicated highest levels of influence

The most influential source of information on an individual’s travel destination decision was
Friends and family, in person (80% indicated highest levels of influence). Interestingly, the
second most influential source of information was Travel agent, in person (79% indicated highest
levels of influence).
ACTP’s 2014 Media Effectiveness Indicators provide further insight into resources that are
memorable and may indirectly impact decision making of travellers. Over 30% of US travellers
who completed the Travel Intentions Survey (N=7,200) recalled hearing or seeing some Atlantic
Canada advertising, and the sources recalled include Magazines (29% of respondents),
Newspaper (15% of respondents), and Editorial (12% of respondents).
UK

11

This question was on a grouped scale of 1 to 10, where 1 is not influential at all and 10 is very influential. The
response scale was grouped as follows: “Don’t Know”; “1-3”; “4-7”; and “8-10”, with “8-10” representing the highest
level of influence on decisions.
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UK media relations data for this case study was retrieved from the following secondary resources:
2014 UK Global Tourism Watch, CTC (N=1,499); Holiday Trends 2014, BDRC Continental
(N=1,000); and UK Market Profile, CTC.
Depending on the secondary resource referenced during the case study (and the surveyed
population from the research), the data relating to specific media relations sources and their use by
UK travellers in the decision making process varied in priority and percentage uptake.
A highlight of the most predominantly referenced sources pertaining to ACTP’s media
relations activities and the range of related data findings is as follows:







Websites: 25%-55%
o Travel guide websites/websites dedicated to visitors and tourists: 15%-57%
o Travel/personal blogs: 4%-48%
o Magazine websites/newspaper websites: 14%-40%
(Printed) Travel guide books: 9%-60%
Articles/stories in magazines or newspapers: 11%-39%
Television travel shows/TV programs: 13%-52%
Radio program: 2%
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The 2014 UK Global Tourism Watch report commissioned by the CTC provides insights on
whether the reading/viewing of media relations publications results in consumers deciding to visit
Canada. In terms of the ‘source of information that encouraged consideration for Canada’, a
survey of UK long-haul pleasure travellers considering a trip to Canada (N = 648) indicated:








25% accessed a Website to source information to encourage consideration for Canada
o Of those who used a website to find out about Canada (N = 158), 24% accessed
Travel guide websites for information pertaining to their travels
17% accessed a TV Program to source information to encourage consideration for Canada
14% accessed a Travel guide book to source information to encourage consideration for
Canada
11% accessed an Article in newspaper or magazine to source information to encourage
consideration for Canada
4% accessed a Blog about Canada to source information to encourage consideration for
Canada
2% accessed a Radio program to source information to encourage consideration for
Canada

The source of information that topped the chart for encouraging consideration for Canada which
is not directly or explicitly attributed to ACTP’s media relations activities was Friend or family
(in person) (46% of respondents).
In terms of source of awareness for Canada of long-haul pleasure travellers who visited Canada in
the last three years (N=299), sources related to ACTP’s media relations activities include:







18% - Travel guide or books
15% - Websites dedicated to visitors and tourists
14% - Magazine or newspaper articles
14% - Online articles in magazines or newspapers
13% - TV Program
5% - Personal blogs

The top ranking sources of awareness for Canada among those who have recently visited Canada
(N=299) were Friends and family, in person (34%) and Brochure from a travel agency or tour
operator (24%), both sources not directly or explicitly attributed to media relations activities.

AIII-8

In terms of how influential a source of information is on an individual’s choice of where to take a
vacation,12 the following sources of information, which pertain to ACTP’s media relations
activities, were identified by respondents (N = 1,499) as having the greatest influence on decision
making:







Travel guide or books – 60% indicated highest levels of influence (Note: selected second
most frequently of all response options)
Websites dedicated to visitors and tourists – 57% indicated highest levels of influence
TV programs – 52% indicated highest levels of influence
Personal blogs – 48% indicated highest levels of influence
Online articles in magazines or newspapers – 40% indicated highest levels of influence
Magazine or newspaper articles – 39% indicated highest levels of influence

The most influential source of information on an individual’s travel destination decision was
Friends and family, in person (76% indicated highest levels of influence).
The CTC’s UK Market Profile (February 2013) indicates that “traditional media plays a more
important role at the early stages of the path to purchase” and identifies TV/radio shows,
magazine/newspaper articles and travel guides/books as key early sources for trip inspiration. In
terms of sources for trip planning – a further step down the path to purchase – the UK Market
Profile highlights the predominant use of online sources but acknowledges that “some travellers
continue to rely on travel guides/books”.
BDRC Continental’s Holiday Trends 2014 report identifies General media articles/features on
the destination as one of the top prompts to create interest in a holiday destination for 2014 (14%
of survey respondents, N=1,000) and also highlights the increase in influence of websites in the
holiday decision making process. The report notes several sources of information within the scope
of ACTP’s media relations activities as being influential in UK holiday decision making: Any
website (excl. social media) (55% of respondents); any PR/articles on destination (11% of
respondents); and Guidebooks (9% of respondents). Interestingly, the report identifies younger
generations (ages 20-34) as more significantly influenced by a range of communication channels
– of note, PR/articles on destination – when deciding to book a holiday. The report also identifies
“risk-averse and price-sensitive families” as being influenced by a wider range of information
sources when making decisions about holiday bookings, with PR/articles on destination (15%)
and Guidebooks (8%) factoring in the top eight sources of information used.

12

This question was on a scale of 1 to 10, where 1 is not influential at all and 10 is very influential. The response scale
was grouped as follows: “Don’t Know”; “1-3”; “4-7”; and “8-10”, with “8-10” representing the highest level of
influence on decisions.
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Roll up of Findings

Media relations is a fast and ever-evolving component of
“Strategies and tactics that were effective just
two or three years ago are now obsolete.”
ACTP’s marketing program. Media relations efforts will
~ Brighter Group Work Plan for Atlantic
continually need to evolve, respond to changing trends
Canada 2013/14
in how prospective travellers in target markets are
accessing and using information to plan and book trips to Atlantic Canada. While the evaluation
team did not find direct, conclusive evidence that media relations efforts result in consumers
deciding to visit Atlantic Canada, the team identified several sources of indirect evidence to
support the hypothesis that media relations activities do impact consumer decisions on their travel
plans.
Recommendations from family and friends and social networks take a lead in both US and UK
markets in terms of media recall, sources for information for trip planning, and decision making
about travel – including for trips to Atlantic Canada. However, there is evidence that travellers
(all surveyed demographics) are accessing and using newspaper and magazine articles, guide
books and other resources attributed to media relations activities to make travel decisions.
It is advisable that media relations activities that generate newspaper and magazine articles, travel
guide books, TV programs and the web equivalents of each of these travel information sources are
continued into the future. In particular, media efforts which result in both print and online presence
(e.g., articles that appear in both print and online versions of magazines, paper guidebooks with
corresponding web resources) will have greater potential influence in decision making.
Online sources of a large variety are increasingly accessed by segments of the US and UK target
markets and these resources are impactful factors in decision making for travel selection and
purchase. The combination of web search prevalence and desire for family and friend
recommendations to assist in making travel decisions
“Marketers should continue to employ a mix
makes blogs a potentially impactful source for
of traditional and modern mediums to
influence prospective travellers.”
information, in particular for younger age groups (20-34)
~ UK Market Profile, CTC, February 2013
that are most impacted by and responsive to
website/social media influences.

Potential Areas to Explore in the Future
Traveller Types: For example, for New Brunswick’s Explorer Quotient Targets, the CTC Path to
Purchase identifies a specific timeline and list of sources of information used by Authentic
Experiencers, Cultural Explorers and No-Hassle Travellers. Further research could explore in a
more detailed way the timelines, sources of information and decision making impact on explorer
types, as well as differences in levels of print media use and readership of specific titles among
target segments (e.g., Young Families, Exurban Explorers, Outdoor Experiencers) and how these
differences must be factored into media relations activities.
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Timeline of Impact for Specific Resources: Several sources acknowledged that media relations
activities play roles at different times during an individual’s decision making process. Further
research could explore the most impactful timelines for ACTP’s media relations activities. For
example, the CTC Path to Purchase for New Brunswick Target Explorer Quotient Types identifies
that Travel shows on television, Articles in magazines including travel magazines, and Travel
guides and books are sources with more early impacts in a traveller’s Path to Purchase – helping
them build awareness, consider options, and make early itinerary plans – while Articles in
magazines including travel magazines continue to be used by travellers as a source at the finalizing
and booking stage.
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