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EXECUTIVE SUMMARY

Overview of ACTP

The Atlantic Canada Tourism Partnership
(ACTP) is a pan-Atlantic partnership among
the Atlantic Canada Opportunities Agency
(ACOA), the provincial tourism departments
in New Brunswick, Newfoundland and
Labrador, Nova Scotia and Prince Edward
Island and the four tourism industry
associations in Atlantic Canada. Founded in
1991 and renewed for consecutive three-year
terms in 1994, 1997, 2000, 2003, 2006 and
2009, ACTP is dedicated to promoting
Atlantic Canada as a tourism destination of
choice in key tourism markets.

ACTP Objectives

The objectives of ACTP are i) to market
Atlantic Canada as a preferred pleasure travel
destination in targeted consumer and travel
trade markets and ii) to facilitate the
continued growth of the tourism industry in
Atlantic Canada through a coordinated
approach to marketing Atlantic Canada in
target international markets.

The target markets identitied in the 2009-2012
Atlantic Canada Partnership Agreement
include the Mid-Atlantic U.S. (New Jersey,
New York, Pennsylvania), Pacific U.S.
(California, Oregon and Washington), and the
United Kingdom.

2009-10 Annual Evaluation

The 2009-10 Annual Evaluation focuses on
the results achieved over the first year of the
three-year  Atlantic = Canada  Tourism
Partnership  Agreement (2009-12). This
evaluation is based on a review of:

e ACTP’s Memorandum of Understanding
(MOU) and supporting documentation;

e Reporting systems employed by ACTP to
record/describe Marketing Programs and
activities of the Partnership;

o Internal project authorization forms (PA)
and evaluation materials; and

e In-depth surveys interviews with ACTP
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stakeholders. !

Governance and Management

ACTP’s  Management  Committee  is
responsible for the administration and
management of the Agreement, including the

review and approval of all strategies,
programming, work plans and budgets
annually, overseeing the work of the

Marketing Committee, and ensuring efficient
and effective Marketing Programs are
implemented. The Management Committee is
also responsible for coordinating the
Agreement with other federal and provincial
Programs and industry activities, developing
and overseeing a Communications Policy and
ensuring the free flow of information among
the parties.

ACTP has put significant effort into
developing and enhancing its governance
structure, systems, and practices since it’s
inception in 1991. A revised Policy and
Operating Guidelines document, based on the
results of previous ACTP agreements, has
been developed and implemented by ACTP
Management Committee under the 2009-2012
ACTP Agreement.

The new operational policies under the 2009-
2012 Agreement received unanimous support
among partners. The clear delineation of
responsibilities of Management and Marketing
Committee members is viewed by the
membership as being instrumental to the
overall decision-making processes of the
partnership.

ACTP’s revised Policy and Operating
Guidelines provide an effective governance
framework outlining systems, practices, and
structures for overseeing the direction and
management of ACTP to allow it to carry out
its mandate. The governance structure clearly
outlines procedures with respect to meetings,
decision-making, reporting framework, and
approval guidelines for the application of
funding consistent with the policies and

I A detailed summary of the 2009-10 ACTP Evaluation
survey results is contained in Table B-1 in the
Appendix.,




budgetary cycle under the Agreement. New
ACTP members are briefed on the revised
Policy and Operating Guidelines.

ACTP’s governance framework provides a
forum that fosters collaboration among the
partners and allows ACTP to work co-
operatively with provincial partners and
ministries. It also  recognizes joint
responsibility for decision making in the area
of planning, based on the mandate of ACTP.

Corporate Communications

All performance targets and requirements set
out in the 2009-10 Corporate Communications
Strategy have been met. Target levels for
2009-10 in terms of attendance and
presentations at TIA conferences and
tradeshows have been exceeded. Significant
improvements have been made in terms of
timely and consistent on-line posting of
information regarding ACTP activities,
reports and research results. ACTP partners
acknowledged improvements in
communication activities that demonstrate the
benefits of regional cooperation and of
federal/provincial/industry partnering.

ACTP has been effective in taking advantage
of opportunities to increase awareness of
ACTP activities, including booths at industry
association events and tradeshows. Other key
positive impacts identified by stakeholders
resulting from Corporate Communications
activities include increased awareness of the
Atlantic Canada Tourism Partnership and its
Programs, improved transparency as well as
increased access to information.

Strategic Market Development

ACTP undertakes a strategic planning process
in developing the annual marketing plans.
ACTP’s Marketing Committee is responsible
for developing and implementing annual
marketing plans based on sound market
research, collecting performance measurement
information, implementing annual marketing
plans, and reporting to the Management
Committee.

In 2009, ACTP implemented a change in
policy direction that enabled the Partnership
to redirect marketing resources away from
mature markets in the New England region of

the United States and underperforming
markets overseas to potentially higher-yield,
but developmental international markets in the
Mid-Atlantic and the Pacific regions of the
United States. ACTP also refocused its
attentions exclusively on the United Kingdom
in overseas markets.

ACTP was effective in developing the 2009-
10 strategic plan consistent with ACTP’s
strategic objectives, and research results.
ACTP’s Strategic Planning documents clearly
demonstrate how ACTP is fulfilling its
mandate by linking ACTP objectives, an
analysis of the business environment, an
assessment of strategic market priorities, and
resource requirements. Our review of ACTP’s
Strategic Planning processes found that the
strategic change in target markets was based
on current market research results as well as a
solid understanding of the market environment
and tourism industry.

ACTP’s 2009-10 marketing plans build on
and enhance the brand equity of provincial
and industry partners in priority U.S. markets
and enhance the brand equity of the Atlantic
Canada region in the U.K. The Mid-Atlantic
was recommended as the best opportunity in
the U.S. market to deliver on the ROI target of
10:1, given the large market potential (more
then 3.5 million), proximity to the market is
key and current momentum in the market. In
addition, the United Kingdom was
recommended as the best overseas marketing
opportunity to contribute to the ROI target
based on the market research.

Our review of the performance measurement
indicators for ACTP's Marketing Programs
found strong linkages between the goals and
objectives of ACTP Agreement and the
performance indicators developed. It is clear
that the performance measurement indicators
are developed based on a sound knowledge of
the tourism industry indicators and statistics,
as well as the results and lessons learned from
previous ACTP Agreements.

The Program Managers for both the U.S. and
the UK. target markets undertake the
management of ACTP’s media relations
suppliers, collect performance measurement
information provided by travel trade, media
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buyers and media relations suppliers, and
manage the resource allocations for the
Marketing Programs.
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Findings and Conclusions

The following provides a summary of the key
findings and conclusions resulting from the
2009-10 Annual ACTP Evaluation.

e ACTP was successful in meeting its
targeted objectives in 2009-10. Combined,
the U.S. and U.K. Marketing Programs
resulted in a total revenue generated of
$38.6 million and an overall return-on-
investment (ROI) of $20.7:1 as a result of
marketing activities in 2009-10. This is well
above the overall targeted ROI of 10:1.

e The U.S. Consumer Advertising, Travel
Trade and Media Relations Programs
achieved a combined ROI of $22.1:1. The
UK. Travel Trade and Media Relations
Programs achieved a combined return-on-
investment (ROI) of $5.3:1.

e Statistics Canada’s International Travel
Survey (ITS) was used to benchmark
Atlantic Canada’s competitive position in
the U.S. According to the ITS, in 2008
Atlantic Canada hosted 80,000 visitors from
the Mid-Atlantic States that spent an
estimated $77.7 million and 22,000 from the
Pacific States that spent an estimated $19.4
million. Atlantic Canada’s performance in

these U.S. markets relative to other
Canadian jurisdictions (market shares)
revealed Atlantic Canada’s share of

overnight trips to Canada from the Mid-
Atlantic and Pacific States was 6.9% and
1.7% respectively. The 2008 ITS statistics
represent benchmarks against which future
market performance can be measured.

e The U.S. Consumer Media campaign
generated $35.3 million in revenues
(exceeding the target of $20.7 million) and
an ROI of $24.3:1 (exceeding the target of
$10:1). In addition, media-brokered savings
and value-add totalled $1.12 million
(exceeding the objective of $900,000),
thereby extending the reach and frequency
of ACTP’s marketing efforts in the U.S.

e ACTP invested $134,145 in five
partnerships with U.S. tour wholesalers and
tour operators in  2009-10. These
partnerships generated in $2.17 million in
additional revenues and an ROI of $16:1,

safely above the target of $10:1. The U.S.
Trade Program also levered $268,290 in
partnered investments. It does not appear
that targets were defined for the number and
value of package sales.

ACTP’s Media Relations Program activities
in the U.S. resulted in 9 new press releases,
11 press tours, 17 media opportunities, 5
press tour participants, and ongoing contact
with a host of travel journalist and editors.
ACTP’s Media  Relations  activities
generated a publicity value of $280,000 and
an ROI of $2.2:1. This underestimates the
total value of ACTP’s U.S. Media Relations
Program activities as it will be 2 to 3 years
before the benefits of these activities will be
fully realized.

Statistics Canada’s International Travel
Survey (ITS) is used to benchmark Atlantic
Canada’s competitive position in the U.K.
According to ITS statistics, Atlantic Canada
hosted 48,000 U.K. visitors in 2008 that
spent an estimated $48.6 million. An
examination  of  Atlantic = Canada’s
performance relative to other Canadian
jurisdictions  (market shares) revealed
Atlantic Canada’s share of overnight trips to
Canada from U.K. was 5.9% in 2008, while
its share of spending in Canada by overnight
U.K. visitors was 4.6%.

ACTP’s Consumer Program in the UK.
encourages consumers to book an Atlantic
Canada  vacation experience through
ACTP’s travel trade partners. In 2009-10,
ACTP formed strategic alliances with 5
UK. tour operators. These alliances,
supported by ACTP’s Consumer Program
resulted in sales 2,913 travel packages
valued at $583,363. The return-on-
investment investment in joint marketing
agreements under the UK. Travel Trade
Program was $13.1:1 in package sales
(exceeding the target of $10.1).

Media-brokered savings for ACTP resulting
from partnering with CTC in the U.K. 2009
Spring and Fall campaigns of $17,295.

ACTP’s UK. Media Relations Program
activities generated $204,000 in publicity
value and an ROI $1.9:1. ACTP’s U.K.
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Media Relations Program activities were
‘constrained’ due to the delay in contracting
an in-market media relations firm.
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