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Atlantic Canada Tourism Partnership 1 Annual Evaluation Report 2012/2013

1.0 EXECUTIVE SUMMARY

Purpose of Evaluation

This is the first in a series of annual evaluations covering the-2012 Atlantic Canada
Agreement on Tourism in support of the Atlantic Canada TouRantnershighereafter called
ACTP Agreement Consistent with the Treasury Board of Can&udicy on Evaluationthe
purpose of this evaluation is to provide credible, timahdneutral information on the ongoing
relevance and performance tbk administration evaluation and delivery of marketing projects
funded by the Agreement.

This evaluation is based on a review of:
1 20122015 Atlantic Canada Agreement on Tourism in support oAMEP,
Contribution Agreements
Minutes of Management Commiéteneetings
Minutes of Marketing Advisory Committee meetings
Internal project authorization forms
Strategies for marketing, researemdcommunications
Research reportand

= =2 =4 A4 A4 A5 -2

Other evaluation materials.

Overview of Atlantic Canada Tourism Partnership

Founded in 1991ACTP is a ninemember, patlantic, international marketing initiative
comprisedof the Atlantic Canada Opportunities Agen©@rCOA), the four tourism industry
associations in Atlantic Canadend the provincial departments responsible tourism in the

provinces of New BrunswickNB), Newfoundland and Labrad@NL), Nova ScotiaNS), and

Prince Edward Islan¢PEIl). It has been renewed feevenconsecutive thregear terms.

ACTP enablesACOA, the four Atlantic Provinceandthe tourism industry to pool resourdes

create significant tourism synergie#t allowsthe four Atlantic Provinces tpenetra¢ markets

that are mostly inaccessibke individually; intensify their international tourism marketing

efforts; genera¢ maiketing economies and efficiencies in consumer, travel tradd media

relations extend the reachndfrequencyof provincial tourism brands in the Mi#itlantic and

New Englandregion of the Unitedbtates(US), andd el i ver a regi onatl At | ¢
into priority markets in the United KingdoifuK).

The 20122015 ACTPAgreementcame into effect on April 1, 2012 and will expire on March
31, 2015. The thregear $19,950,000 budget is castared amonthe nine funding fartiesthat
include ACOA (50%, the four provinciabepartmers of tourism(33%) andthe four provincial
tourism industry associatiofi$7%) in Atlantic Canada

l1|Page
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Policy and Operating Guidelines

A CT P eyall direction is set by #Management Committeeomprisedof four provincial
Deputy Ministerqor designatesjesponsibldor Tourism in Atlantic Canaddhe Presidents (or
designates) of the four Tourism Industry Associations in Atlantic Caaudithe Vice President
of ACOA-PEI and Tourismand the Director Generaof Tourism Atlantic (ACOA) The
Canadian Tourism Commissio(CTC) sits on the Management Committee ex-officio
capacity

Our evaluatiorconcludedthat A C T PMaragement Committee is fulfilling its responsibilities
has effective meetings, proves direction and inpubn all strategies and budge®nd operaées
on a consensus basm decision makinggmong the partners.

Through a competitive process, TIAPEAS selecteds the Recipient for th20122015ACTP.
In addition tocreaing and execuhg A C T Pniarketing strategieJIAPEI was charged witkhe
responsibility forestablishing a Secretariett overseghe administratiorof the Agreementand
was charged withiesponsibilityfor coordinatig annual and endf-Agreement evaluationsf
the ACTPAgreement

Our evaluation concluded th&tlAPEI successfully established @ecretariatand that this
Secretariat providedversght o the dayto-day operationsof the ACTP and financial
administration of the Agreemeint an efficient mannemundertookcommunications activities in
accordance with directh from the Management Committed has establisheah efficient
Management Information System.

Policy and operatingguidelines providea framework © support critical, consensudvased
decisions and dline procedures with respect to meetings, decisions, reppemgpprovals.
In 2012, ACTP transitioned from a Memorandum of Understand{(iOU) to a Federal
Provincial Agreement with industry participation.Traditional roles, responsibilitiesand
auhorities changednd these changesquie a me nd me nt s Polioy anhl ©pePading
Guidelines.Our evaluation found thahe Management Committeeontinlesto operate under
the poligy and operatingguidelinesestablishedor previousMOUSs, and that thes policy and
operating guidelines do not reflect the new realities of the 2@025 Agreement. We
recommend thal C T PMasagement Committee develop a Transition Sgpatfor the 2012
2015 Agreementand that this strategy be fully operational by March 31, 201bhe
Management Committéesroggess in developing and implementing this Transition Strategy will
be a topic in future evaluations.
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Market Focus

Previous esearchand analysiscompletedby ACTP in conjunction withthe four Atlantic
ProvincesACOA and theCTCO s Mar ket P o concfuded thathe MidvAtlangics i s

and New Englandregions of theJS were primaryorigin markes for Atlantic Canadas t our i s m
economy This researcland amlysis also directed ACTP to focus its attentions exclusively on

theUK in overseas markets.

International narketing activitiesundertakerby TIAPEI on behalf ofthe ACTP Agreementare

research driven and reflective of current market conditidie primary means byvhich

Atlantic Canadaxpands itsnternational marketingffortsis by building on and enharieg the

equity oft h e r e g ipmvinéia toufismmubrandsn the Mid-Atlantic and New England
regions of theUS, and the delivery of aegional Atlantic Canada brandAflantic Canada,
Awaken to the Rhythm of the Saato the UK.

Marketing

A Marketing Advisory Committe@appointed bythe Management CommittegrovidesTIAPEI

with advice and direction when developiAdC T Paa@raial marketing sdtegies This Committee
alsoprovides advicgo TIAPEI in the area of market research and performance measuremen
Our review of meeting minutes suggest that the Marketing Advisory Committee wovide
strategic advice and direction T®APEI in the development and delivery AfC T Pn@asketing
strategies and tacticOur evaluationalso concludedthat theUS and UK marketing programs
were research driven and directed agreed upon targetsBased onour review of meetings
material prepared ybthe US and UK Program Managerand the Secretariat meetings
documentationfinancial information, communicatios and otherinformationis beingprovided

in atimely mannerand when requested.

T 1 A P Enharkesngobjective is to achieve a $10:1 retumm @l directto-consumertravel trade

and media relations marketing investments made on behalf of AWEP the term of the
Agreement Preliminary estimates for 2012 indicate TIABEH mar ket igangratedc t i v i f
$51.1 million in revenues for tourisnmterprises in Atlantic Canada andedurn on investment

(ROI) of $13.99 for every $1.00 invested in dirégtconsumer advertising, joint marketing
partnerships with the travel trade and media relations. TIARmBBrketing activitiesalso

generated $14.@illion in publicity value, and levaiged $1.3 millionin incremental marketing
investments througjoint marketing agreement with tour operators intttf&andthe UK.

! New York, New Jersey, Pennsylvania
2 Maine, New Hampshire, Vermont, MassachtsseRhode Island, Connecticut
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United States Marketing

Ourr evi ew o f2017US M &etingPEan andsupportingdocumentatiomevealedstrong
evidence that ACTPO6s t ar g’emarkenstratégies, sind manker k e t
tactics in the US were based on the results of market research, as well as a strong understanding
of the tourism industry and market dymias.

TIAPEI investedalmost $3.8 million in marketing activities in thevlid-Atlantic and New
Englandregions of theJS during the 2012narketingyear This investment generatedhrast
$41.1 million in revenueand$6.4 million in media relations fdourism enterprisem Atlantic
CanadaA ROI of $12.52in tourism related spending in Atlantic Canadas achievedor every
$1.00 invested in dire¢b-consumer advertisingoint marketing partnerships with the travel
trade and media relations. TIAPEI also leveraged an additiona$59,500 in marketing
investments froMJS tour operators

A Consumer Campaign 2012 performance indicators were positiveddvertising
generated visits tprovincial websites from the US increased when compared to 2011.
Convertedparty visits increased by almost 12%dvertising generatecevenueswere
$40.3 million and ROI stood at $11.19:1in addition, atotal of $2,813,563 in media
efficiencies and incremental advertising value was generated through a common and
independenmedia planner/buyer (Time + Space Media).

A Travel Trade: Two joint marketing partnershipsere established with the travel trade
in theUS. These partnerships generated $773,900 in related sales and acHr®@kedfa
$14.QL:1.

A Media Relations The US meda relations program generated $6.4 million in media
value resulting in a ROI of $45.73:1.

A Atlantic Canada Showcase TIAPEI contributed $175,000 for Atlantic Canada
Showcase2012, host ed by Hospitality Newfoundl and
Showcasewas attended b%3 domestic and international group tour and independent
travel buyers Thirty six percent(36%) of these buyers reporteghteing into new
business agreements wiitilantic Canadiartourism establishmeniss a resulAtlantic
Canada Showca2912

United Kingdom Marketing

Our review of T | A P RO1BUK Marketing Progranand supporting documentation revealed
strong evidence that geographic, demograpdmd lifestyle markets along with markeing
strategies and tactiogere based orsoundmarket research and a strong understanding market
dynamics.

% Includes geographic, demographic, and lifestyle data linked to travel behaviours and media consumption.
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TIAPEI invested$920,741in marketing activities in th&K during the 2012narketingyear.
This investment generatedO0million in revenuesand $8.4 million in media valu®r tourism
enterprisesn Atlantic CanadaA ROI of $20.06in tourism related spending in Atlantic Canada
was achievedfor every $1.00 invested in diretd-consumer advertising, joint marketing
partnerships with the travel trade and media relatiohsPEl also leveraged an additional .8
million in marketing investmentkirough joint marketing agreements Wil tour operators.

A Consumer Campaign 2012 mrformance indicators were positive in 20Msits to
A C T PUWKswebsitewere up 18%. Twenty-four percent(24%) of these web visitors
recalledhearing/seein@dvertisingfor Atlantic Canada Fourteen percerii4%) of these
visitors travelledto Atlantic Canada in 2012, spending an estim&@&d’ million and
generating arROI $1128 in tourism relagéd spending for everyl¥0 invested in
consumer advertisingln addition, atotal of $226,076 in media efficiencies and
incremental advertising value was generated through a common and independent media
planner/buyer (Time + Space Media). ACTP also hbteteffrom $284,000 in added
value by leveraging the CTC 2012 Spring and Spring Extension Campaigns.

A Travel Trade: Six joint marketing partnerships were establishvth the travel trade in
2012.These partnerships generat&3 millionin related sales and achieved a ROI of
$28.261.

A Media Relations The UK media relations program generate@l4smillion in media
value resulting in a ROI of38.90:1.

A China: TIAPEl partici pated i n Afexpl oratoryo tra:
conjurction with theCTC.

Recommendations

The 2012evaluationof TI APEI 6s mar keting 1| nvAgedmadant s i n
highly positive Consumer, travel tragdeandmedia relations activities both the US and UK

exceeed ROI targets of$10:1 Visitationfrom the Mid-Atlantic region of theUS increagd by

20% and overnight arrivals§rom the UK grew by 43% Tourismrelatedspendingby visitors

from the MidAtlantic and New England Stat@screagd by 7% and 5.6% respectivelwhile

UK revenues grew b§0%.

Our overall recommendation is to continue withs highly successfylinternational marketing
initiative. We alsorecommend thathe Management Committee develop a Transition Strategy
for the 20122015 ACTP Agreementand that ths strategy along with updategolicy and
operatingguidelinesbe fully operational by March 31, 2015his recommendatiorecognizs
that transitioning roles, responsibilities and authoritteam a MOU style Agreemento a
FederalProvincialAgreementvill take time.
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2.0 OVERVIEW

2.1 Background

Founded in 1991, the ACTP is a nimember, pattlantic partnershigonsistingof ACOA, the
four tourism industry associations in Atlantic Canaddthe provincial departments responsible
for tourism in the provinces B, NL, NS, andPEI. ACTP was renewed in 1994, 1997, 2000,
2003, 20062009 and2012for consecutive thregear terms.

ACTP enablesACOA, the four Atlantic Provincesandthe toursm industry to pool resources
and create significant tourism synergiesuding

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

A IntensifingAt | anti ¢ Can
international tourism masking effort
by generating marketing economies
and efficiencies at the consumer, trave
trade andmediarelations levelsand

A Extendng the reach, frequengyand
appeal of provincial tourism brands in
the Mid-Atlantic and New England
regions of theUS and delivers a
regional AAtl anti s
priority markets in théJK.

P b
~ land

tourismPEl.com/ny 1.800.463.4PE! The Gentle Inland

2.2 Funding

The 20122015 ACTPAgreementcame into effect on April 1, 2012ndwill expire on March
31, 2015. A C O A threeyear contribution to theACTP Agreementis $9,975,000, equally
disbursed over thregeas. Collectively, the four provinciagovernmentswill contribue
$6583,90 to the Agreement over thregeas and the four provincial tourism industry
a s s o c iimkind comridutionwill be $3,31,500.

6|Page



Atlantic Canada Tourism Partnership 1 Annual Evaluation Report 2012/2013

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% 6,583500
Four Provincial Tourism Industry Associations 17% 3,391,500
Totals 100% $19,950,000

2.3 Management

A Management Committee is responsible for the administration and management of the 2012
2015 ACTP Agreement It is also responsible fahe communication of activitiesndertaken
through the Agreemerdnd for coordinating the Agreement
with other federal and provincial projects and industry
activities. The ManagementCommittee consists ofen
members that include the four provincial Deputy Ministers
designatesyesponsible for Tourism in Atlanti€anada; the
Presidents (or designates) of the four Tourism Industr,

Associations in Atlantic Canada; the Vice President cTP PTCA
ACOA-PEI and Tourism and the Director General of

Tourism Atlantic (ACOA) TheCTCsitsonACT P 6 s Ma Ramgnéteri@ antex-officio
capacity

2.4 Strategic Elements

On behalf ofACOA, the four provincial departments of tourism and the tourism industry in
Atlantic Canada, TIAPEIs the Recipient for the 2012015 ACTP Agreementlin its role as
Recipient TIAPEI manage the threestrategic elements of the 202215 ACTP Agreement
Marketing Evaluation and Administration

Strategic Element One: Marketing

TIAPEI coordinate government and industry efforts to undertake specific projects in tourism
marketing on a paAtlantic bass. Industry best practice anketing techniques are used to create
awareness of and demand for Atlantic Canadaos
in priority marketsthe US and the UK. These activities are research driven, proactive in
approab,and | eadi ng i n snmaskétimgefforts peaetrateuanderesdh&leragainst
agreed upon targets. Eligible marketing activities include:

7|Page
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A Directto-consumer advertisingind eventst h a t personify Atlantic
selling propositionsn priority geographic andifestyle marketsin the Mid-Atlantic and
New England regions of tHgS andin the UK,

A Soliciting influential travel and consumer media to develop and publish stories and other
editorials abouthe unique and distinctive travel jphacts and experiencewailable in
Atlantic Canada

A Developing Joint Marketing Accords with tour operators and tour wholesalers USthe
and theUK,

A Undertaking outreach, educatjoandtraining sessions with the travel trade and travel
writers to buildtheir knowledgeof and expertise omhe unique and distinctive travel
products and experiences available in Atlantic Canada

A Hosting events, trade shows and familiarization tobe provide the travel trade and
travel writers with firsthand exposure tAAt | ant i c Canadads tour.i
experiencesand

A Conducting mvestigative and evaluative market research.

Strategic Element Two: Evaluation

Evaluations of the 2022015 ACTP Agreement assess, moni@mdreport on the direct and
indirect impacts of the Agreement on the tourism industry in Atlantic Candgleluation
elements include:

A The direct and indirect impacts of 129122015 ACTP Agreement on the regional
tourism economy

>

Procedure developed testablish targeted markets and expected outcomes

Effectiveness of théools used tanonitor the accomplishments of tB6122015 ACTP
Agreementhatensue suitable information is available for accountabifityrposesand

T

A Use of epected results, outps) andperformance information to report on the relevance,
effectiveness, efficiengyandoverall impact 020122015 ACTP Agreemerdn Tourism.

Strategic Element Three: Administration

A Secretariatvas createdo fulfil | the requirement for the overall administrationtioé 2012
2015 ACTP Agreementa function that could not be provided by thdederal or provincial
Crowns. For efficiencieshé Secretariat is elocatedin the TIAPEI offices. The Secretariét s
duties irclude:

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

A Providing secretariat services, meeting minuéesld et ai | ed financi al re
Committees
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A Developing and implementing an efficient and effectiv@nagement information system
for the collection, use, disclosym@nddistribution of pertinent informatiqrand

A Communications activities in accordance with directives received from the Management
Committee.

9|Page



Atlantic Canada Tourism Partnership 1 Annual Evaluation Report 2012/2013

3.0 GOVERNANCE AND STREGIC MANAGEMENT

Prior to the 20122015 ACTP AgreementACTP was supported by contributions from
signatories to MOUs between ACOAet four provincial government departments responsible
for tourismandthe four provincial tourism industry associations in Atlantic Canada.

Under these MOUspverall policy direction, programmingand budgets were set by &n
member Management Committ@@emprised of ACOA, the four provincial departments of
tourism andthe four provincial tourism industry associations in Atlantic Canada.

Strategy research, developmen
and implementation were carried MOU Style ACTP Commnication Strategy
out by a Marketing Advisory | ©rganizational Chart
Committee that worked closely secretariat Evaluation Strtegy
with two Program Managers. The
Marketing Advisory Committee
provided direction, suppqrtand

approval on all marketing e
activitiesi consumer, travel tragde Committee
andmedia relations.

Trade

Media
Relaticns

Consumer

The dayto-day administration of
the MOUs was the responsibility
of a Secretariat that administered
the Agreement and coordinated itg
activities. The Secretariat also
implemented  communications

strategies, hired and supervised
Program Managers  and
coordinated annual and eoé
Agreement evaluations.

Research

Trade

Media

UK Marketing Relations

Program

Consumer

Research

Policy and operatinguidelines instituted and updated over the years supported the Management
Committee Marketing Advisory Committeand Secretariat on all consensbased (and critical)
decisions. Evaluations completed on the Wby Gardner Pinfold Consulting Economists and

ot hers, characterized ACTPO6s organizational s

In 2012, theMOU style agreement was transitioned into a Fed@ravincial Agreement with
industry participation. Traditionalroles, responsibilitieand authorities changed under the new
FederalProvincial Agreemenformat.
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3.1 2012-2015 Federal -Provincial ACTP Agreement

The 20122015 ACTP Agreement (Appendix lproposes mulyear funding for specific
measures to be taken support of tourism market developmeiitie objectives of the2012
2015 ACTP Agreemerdre to:

A Market Atlantic Canada as a leisure travel ahegion in international markets

A Market Atlantic Canada tourism products and experiences to the internatanalg
trade and

A Market Atlantic Canada to international journalists and travel writers.

To meet theeobjectivesthe20122015 ACTPAgreemenproposeghat an Aplicantcreate and
execute(on an annual bagidully integrated marketing strategies damacticsthat promote
Atlantic Canaddand its provincesjs apremiertourism destination in priority markeits the US
andtheUK. The20122015 ACTPAgreementontemplates:

A A Management Committee

that approves all projects
funded from pooled 20122015 ACTP Agreement Organizational Chart

resources

20122015 AtlanticCanada Agreement ofiourism ‘

A Implementing Parties (four |
provincial departments of
tourism and ACOA) that Management | | ACTP

enter into  contribution Commitiee Secretariat

agreements with a Implementing Marketing
ini ; Parties —— Advisory

Recipient to fundprojects Commioe

approved by the Recipient

Management Committee | Administration

Project
and

A Expert Advisory el abient
) ) valuation Project
Committees that provide
; ; Recipient
input and advice on the 1 Varketing Projct
management of the 20412
2015 ACTP Agreement

Evaluation
Advisory
Committee

andits projects

Through a competitive proces$JAPEI was selectedas thefiRecipiend for the 20122015
ACTP Agreement In addition tocreatng and execuhg marketing strategiesTIAPEI was
charged with the responsibility for the overall administratmithe Agreementand the
coordination ofannual and endf-Agreement evaluations.
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In fulfilli ng theseobligations, TIAPEI submits annual marketing, administration and evaluation
plans (and accompanying budgets}ite Management Committee for approviidenenters into
contribution agreements with the Implementing Parties to fund the approvedtproj

3.2 Management Committee

A C T PMasagement Committee is responsible for alverall administration and management
of the 20122015 ACTP Agreementfor communication activities undertaken throoghthe
Agreementandfor coordinating the Agreementitiv other federal and provincial programs and
industry activities?

The Management Committee consists of tep
members that include the four provincial
Deputy Ministers (or designates) responsibl
for Tourism in Atlantic Canada; the Presidents
(or desigmtes) of the four Tourism Industry
Associations in Atlantic Canadand the Vice
President of ACOAPEI and Tourismand the
Director General of Tourism Atlantic (ACOA).
The CTC sits onthe Management Committee in
an exofficio capacity

The Management @nmittee appoints two €o
chairpersons on an annual and rotating bas
One is a Provincial Minister appointead the \ \c( }
otheris thePresident (or permanent designate \ [
of aprovincialtourism industry association in a ’
different Atlantic Province.

In lieu of in-depth interviews with ACTP stakeholders (which will occur during theaénd
Agreement evaluation)a review of Management Committee meeting minudesl other
documentationwas conducted. Our evaluation found that the Management Comrhdtee
fulfill ed its responsibilitiesand continues to have effective meetingsnsiders and provides
input to all marketingstrategies and budgetand operaes on a consensus badisr decision
making

* Appendix 1, Section 4.0: Atlantic Canada Agreement on Tourism in support of the Atlantic Canada Tourism
Partnership
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3.3 Marketing Advisory Committee

TIAPEI benefis from advice received from a Marketindvisory Committee(appointed by the
Management Committeé) the preparation of annual marketisigategies and tactics. The role

of the Marketing Advisory Committee is pyovide feedback and advice dnl A P PBrbpbsed
maketing initiatives. Government representation on the Marketing Advisory Committee
enhance TIAPEI6 sbility to incorporate provincial and federal prioritiésr tourisminto its

annual marketing strategiesThe Marketing Advisory Committee is composed offe
representative of each of the four provincial departments of tourism, one representative from
each of the four provincial tourism industry associatemgtwo ACOA representatives.

The Marketing Advisory Committee also provides expert advice to the Management Committee.
This advice relates the efficiencies, effectivenessielevance and alignment of TI APEI &6 s
marketing strategies with provincial and federal priorit@ther advice iprovided onTIAPEI6 s

research and evaluation agendas, new market or marketing opportunities, etc.

Our review ofMarketing Advisory Committeeninutes conclude that the Marketing Advisory
Committee is providingvaluable feedback and advice to TIAPEI onoposed marketing
initiatives andis providing strategicadvice tothe Management Committeen theeffectiveness
andrelevang of these marketing strategies

3.4 Evaluation Advisory Committee

TIAPEI works to ensurethat an independentind
objective evaluation of the20122015 ACTP T Signatur
Agreementis completed on an annual and eofel o memasee
Agreement basis Expenditures related to
evaluation in the 2012/2013 fiscal year totalleg
$23,697. In fulfilling this requirement, TIAPEI
coordinatel the formation of an Evaludion
Advisory  Committee  tasked  with  the
responsibilites of:

A Developing the terms of reference for the | & | : e
annualand eneof-project evaluations : i

>

Reviewing proposals submitted

T

Selecting a qualified and experienced
consultanto conduct the evaluations

A Recanmending the award of a contract for
evaluation services

T

Providing input into the evaluatign

T

Acting as a resource to the successful consuléent
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A Reviewing the evaluation report and providing feedbackiAPE| and the Management
Committee.

The EvaluationAdvisory Committeeis comprised ofrepresentatives frolMCOA, provincial
government and industry. The Evaluation Advisory Committeeprovides adviceto the
Management Committee on the preciseness, accueamyquality of the evaluationsOur
experience in working with th&valuation Advisory Committeéendicates the Committees i
effective in providing input and guidance in the preparation of the evaluation framework and
2012report.

3.5 Administration

Through the creation of a SecretariatAPEI fulfills
the requirement for the overall administration of th
20122015ACTP Agreementa function that cannot be
provided individually by thelmplementing Parties |
(federal or provincial crowns)Expenditures in the
2012/2013 fiscal year for admstration of the B
Agreement totalled $157,75Zhe Secretariat manage [
the activities of th0122015 ACTPAgreement under
the direction of the Management CommitteEne
Secretaria ginctionsinclude:

A Overseeing the dap-day operations and 4
financial administration of the Agreement tqfs
ensure all matters are administered &3
accordance with the 20122015 ACTP
Agreement,

Welcome fo Atlantic Canada

s >

A Providing secretariat services, meeting minut

: . . . Tow e provin wwmwmva auumawmswhw
anddetailed finagial reports to th Committees, Fie Eo o, ol 15

nard Kbnd, cach with their oun ratwal by, hiory, cattre and sokentores
awngjgnlfn;muﬁh‘mg_qovwddminad«hﬁm
A Developing and implementing an efficient an , i
Nl i J AW&TM@ W “&%&"’ oo A"
effective Management Information System fo| ™% el
the collection, use, disclosure and digitibn of

pertinent information, and

A Conducting ommunications activities in accordance with directives reckivom the
Management Committee.

As part of the communications process, the Secretariat attends the four Atlantic Canada Tourism
Industry Association conferences annualhdpromotes ACTP through industry presentations,

trade show boo#) andother colateral materialsExpenditures in the 2012/2013 fiscal year for
communication activities totalle#i27,275.The Secretariat works witlIAPEI6 $JS and UK

Program Managers to ensure thatnadirketing activities d her e t o ACTPO6s Pol i c
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Guidelines. The Program Managers are accountablelTtPEI 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 Liaison Subcommittee (comiged of the Management Committeedmirs and ACOA) acts

as a liaison between the Management Committee and the Secretadabnductsendof-
Agreementevaluatiosof t he Secr e tMamberadf thes Managament Coenmittee

(or the Secretariatnay address any 1issues regarding the
Subcommittee.

The Li aison Subcommi ttee compl eted a perfor
services prior to signatures to thel22015 ACTP Agreement(Appendix IIl), the results of
which were positive.The next Secretariat evaluation will be conduatedanuary 2015.

Our evaluation concluded that the Secretariat continugsawide effectiveoversght for the
dayto-day operations and financial administration of tB@12-2015 ACTP Agreement
undertakes communications activities in accordance with directives from the Management
Committee and has established an efficient and effective Management Information System.

3.6 Policy and Operating Guidelines

Policy and operatinguidelinesprovide the ACTP Agreementwith an effective governance
framework Theyare designed teupport all consensuzased and critical decision3.he policy
and operatingguidelinesclearly outline procedures with respect to meetings, deemigking,
reporting framework andguidelines for the application of funding

Our evaluation found thahe Policy and Operating Guidelind®ing used byhe Management
Committee TIAPEI, the Secretariaandthe Expert Advisory Committeedo not reflect the new
realities of the 2012015 ACTP Agreement.The Agreementcontinues to operate under the
Policy andOperatingGuidelines developed for previous, MOU style Agreements.

Transitioning from a MOU style Agreement to aFederalProvincial Agreement has been
challenging.The crafting and wordingf the 20122015 ACTP Agreement required significant
consultatios betweenACOA, the four provincial governmentnd the four tourism industry
associations in Atlantic Canada. Within each levelafegnmentadditionalconsultations were

held within and between ministries and their legal departmdiitese consultations resulted in a

five month delay in obtaining signatures to the 2Q025 ACTP Agreement Once signed,

attentions were focussed developing, approvingandlaunchingof the 20122013 marketing

strategies and tactics inthiSand theUK. | n t he absence ofpolidgypnelt t o L
operating guidelines the 20122015 ACTP Agreementontinues tofollow the Policy and
OperatingGuidelinesdeveloped under the previous, MOU stigreements.
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Our evaluation recommends tithe Management Committee develop a Transition Strategy for
the 20122015 ACTP Agreemerdandthis strategy be fully operational by March 31, 20THhe
Transition Srategy would outline the procedures, milestoresltimelines associated with fully
transitioning ACTP toa FederalProvincial Agreement. Progress in developing and
implementing this Transition Strategy will be a topic in future evaluations.
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4.0 MARKETING PROGRAM

Between April 1, 2012 and March 31, 20I3APEI will have invested$5.23 million (Table2)

in Marketing Programs o0 cr eat e awareness of and demand
tourism products and experienc@s targeted international markets Pursuant tobudget
allocations andnput received fromthe Management Committe@lAPEI benefits from the
advice of a ten person Marketing Advisory Committe@appointed by the Management
Committe@ when developing itsrenual marketing plans

TIAPEIO s mar ket i ng pr o d\taatimPreincedolpeot their resurcesoamd
increase their visibility in priority markets. In most cases, the individual provinces would not
have the resources to undertake campa@nthis scale on their own. The key marketing
benefits are:

A Relationship building and
collaborative partnership

A Marketing efficiencis  (media
buys, media relations),

A Research efficiencies that support
marketing strategies and tactics

and
A Information and exposure to the .
regionds local t( ACTP 2012 Marketing Plan
Januaxy 25, 2012

TIAPEI does not undertake marketing 4’
initiatives  that are normally the
responsibility of a provincial or federal government department. Only activities that cannot be
funded under other provincial and/edkral programs are considered under the Agreement

4.1 Marketing Advisory Committee

The Marketing Advisory Committee provides TIAPEI with advice and direction when
developingits annual marketing strategiesThe Co mmi t adwce énsureshat TIAPED s
strategies build on and enhance provincial brand equity in priority markets iShand
supporta regional Atlantic Canada brand (with provincial overtones) irJtke The Marketing
Advisory Committeealso provides advice in the developmenToAPEIO6 market researchnd
performance measuremeagendas

The Marketing Advisory Committealso provides advice ta@¢ he Agr &anagementd s
Committee. This advice focuses on the appropriateness, effectiveness, efficieraes
alignment of /siale§led sind mactics kvitht provingial and federal priorities for
tourism.
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Our review of meeting minutes suggest that the Marketing Advisory Committee continues to
provide strategic advice and direction TAPEI in the development and delivery &fC T & 6
marketing strategies and tactics.

4.2 Target Markets

Prior research completed by ACTRhe four Atlantic Provinces ACOA and other tools,

including the CTC0s Market Portfolio Analysis
Environics Analytics Matet Segmentation Refresientified the Mid-Atlantic > and New

England ® regions of theUS as key origin
markes for Atlantic Canadas t our i s
Theseregiors took priority over all othetUS Target Lifestyle Segments
regions because dheir geographic proximity;

direct air, highway and cruise ship access —
e . . . . Mid Aﬂ::tlc (70%) e United Kingdom
familiarity with Atlantic Canada; populatior Mo Friond (081

base; long term potential for growth; an :f,:",;:;",ii’,f:w, Ii‘;";‘;i’j;:",':w Z‘i.:‘:;:,i,:’;.’:""“
potential economic benefits. This reseaactu

analysis also directedllAPEI to focus its &
attentions exclusively on th&K in overgas

markets.

US Mid Atlentic States: New York, New Jersey. Pennsyivanie

TIAPEI is focusing its marketing efforts on ig)| e sues e v smer s pocesiss comacsea 15
potentiallifestyle segments within its identified

geographic markets in thdS and theUK. Research identified three high potential lifestyle
segments for Atlantic Canada in th#S market thatincluded Exurban Explorers, Outdoor
Experiencersand Young Families. In thaJK, TIAPEIO s | i festyl e targets
Experiencers, Cultural ExplorerandFree SpiritsCTC6 s Ex pl orer Quoti ent) .

4.3 Marketing Program Criteria

TIAPEIO s ma radtiatiesarergsearch driven ararereflective of current market conditions

The primary means by whichIAPEl expangd At | ant i ¢ Canadads effost er nat
is by building on and enhairiieg the equity ot h e r e g provindaktourismo brandsn the
Mid-Atlantic and New England Regions of thks. A regional Atlantic Canada brandA{lantic

Canada, Awaken to the Rhythm of the Sealelivered intopriority lifestyle markets in theJK.

Marketing budgetsre expended againgtlly integrated marketing activitiesThese activities

take advantageof and reinforce theCTCO s Cana diesCamraamad: Ke empereEx pl or
appropriate.

® New York, New Jersey, Pennsyhia
® Maine, New Hampshire, Vermont, MassachtsseRhode Island, Connecticut
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Where media is the chosen tactic, the primary focuSIAPEI6 snarketing effortis to obtain

media efficiencies ttough the jointandbulk buying of traditional (TV, radio, print, direct mail,
online advertising, etc.) and naraditional (digital, social, mobile, etcdvertising. Acommon

and independent med@anner/buyeTime
+ Space Med) is contracted tadevelopan
overall media plan, based upon approv
guiding principles. Once the media plen
approved byT | APEI 6 s Progr
the media plamer/buyer ensurethe plan is

executed as approved.

100 Billion Tons of Fundy

TIAPEI6 s me dsiresporl lfirat @ those
elements of provincial plans that are comm
to all four Atlantic Provinces (common (Wi
media channels, common media publication|s
etc.). Where commonality does not exist dugiss-

to budgetary or tactical considerationtbe
media plansvould respondo those elements %\/ﬁg‘ ¥ e st . oo nd
of provincial plans that are common to thre e
of the four Atlantic Provinces TI APE o e
media plansio notrespond to those elements By s g
of provincial plans thaare provincespecific gl e i
some of our region’s best whale watching.

] orsel s, o Bk e
TIAPEI6 s r e a cthaveltradé sectois h € i S o
directed at joint marketing agreemewish : i
tour operatorseducational sessiomgth

travel agentdraveltradeoutreachevents,
familiarization toursandtravel shows. All travel trade marketing activitiemreconsidered on a
case by case basandareincremental to provinciaharketingactivities.

Media relations activitieare coordinated by common and independent media relation providers

in both theUS and theUK. Theseprovidersareresponsible for developing and implementing

annual medigudicity plansthat include press releases, press visithjcationaland outreach

sessions, familiarization toyrend mediashows In all instancesTIAPEI6 s medi a r el a-
effortsareincremental to provincial activities.

In preparing its annual marketing planBlAPEI does give consideration to the planning,
executionandcoordination of high value consumer events and other special promotions.
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4.4 Performance Measurement

All marketing programsreevaluated against pdated goalsndobjectivesoutlined in Project
Authorization Forms. The full implementation of TIAPEIS s ma r pkograms may be
deferred untilindividual project or activityevaluationshave beercompletel. T | A P Hlireét s
and indirect economic performeeimpactsareassessednnually.

4.5 Program Managers

The administration and delivery off | A P EUS6asd UK marketing programs are the
responsibility of two Program Managers. These individuaislertake the management of
T | A P Eediaglanning and bying functions; negotiate and enter into joint marketing accords
with the travel trade; coordinalel A P R&dtivdties with provincial marketing activitiespllect
performance measurement informatiand manage the resource allocations foliBeand UK
Marketing Programslheir responsibilities include:

A Developng and implemenhg multi-faceted consumertrade and media relations
marketing strategs and tactics in priority markets

A Developing performance measurement objectives for consumer,, teademedia
relations marketing strategies and tacincpriority markets

A Providing regular activity and progress reports to the Marketohdsory Committeeand
the ACTP Secretariat

A Developng meeting agendas in consultation with @ieair of the Marketiry Advisory

Committee,
A Coordinaing theactivitiesof T | A P Enéd@glanning and media relatiorsroviders
A Monitoring the US and UK marketing lidges and providng monthly reportsin

cooperationwith the ACTP Secretariat

A Ensuing all marketing activitiesdhere tahe 20122015ACTPA g r e e nPelisytadds
Operating Gidelines

A Coordinaing, administratig and implementirg all marketing strategies, tacticand
special projedincluding medisevents trade showandotheractivities,

T

Monitoring the impkementation of approved projects, and

>

Prepaing and makng presentations as required CTP6s Management
Marketing Advisory Committeendustrystakeholderandothers as required.
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Table 2: 20122013ACTP Marketing Budget
April 1, 2012 to March 31, 2013

Activity us UK Total

Direct-to-consumerAdvertising $3,252,501 $593,507 $3,846,008
Media Planning/Buying Fees 250,651 -- 250,651
Creative/Production/Collateral -- 32,387 32,387
Travel Trade Program 204,500 168,560 373,060
Atlantic Canada Showcase 175,000 -- 175,000
Media Relations Program 140,595 153,861 294,456
Research Strategy 19,068 - 19,068
Program Manager 99,207 87,020 186,227
Contingency 30,000 - 30,000
Shipping/Storage -- 5,900 5,900
Meeting/Travel Expenses 6,720 7,550 14,270
Total $4,178,242 $1,048,785 $5,227,027

Our evaluation found that thgS and UK marketing program activities are research driven and
directed towards agreed upon targé€fbe job performanseof the Program Managers are
formally assessetly the Secretariat andvarketing Advisory Committee€Chair on or before
April 1% of each yeamwith a minimum satisfaction requirement of 90%. Our evaluation does
review materials prepared by the Program Manage documentation from the meetingSur
review of these materials suggeststhe necessary financiatontrok; coordination and
communication with the Marketing Advisory Committaedsupply of briefs, presentationsnd
other information appear to be provided as and when requested.
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5.0 BUSINESS AND MARKEENVIRONMENT

5.1 Business Environment

Global Perspective:

2012 was one of the most challenging years ever experienced by the global Travel & Tourism
industry. Despite political upheaval, economic uncertaintgnd natural disasterst our i s mé s
direct contribution to worldyross domestic producGDP) grew by3%. The World Tourism

Council and World Tourism Organizatiagxpectthe number of internationaburist arrivals
worldwide to increase by 3.3% a yeantil 2030. This represents some 43 million more
international tourist arrivalevery year, reaching 1.8 billiarrivalsby 2030.

Although the macroeconomic environment remain
very challenging,the World Tourism Guncil and
World Tourism Organization projectionpoint to
continuous growthin international travel. Rising
householdincomes in emerging economiesich as
Brazil, Russia, Indiaand China will continue to fuel
increased leisure demandwhile in developed
economies consumers are likely to remain cautious

"’,,/
9""»,:,’7' f
y.
National Perspective: 7

emergedchallengingCanada for international arrivals.

I n 1990, Canadabs gl oba i ntern
arrivals was @". By 2011, Cana 0l a d

slipped to 18. TheCTCOs Touri sm Sna

Canadads c ocoptieues td dedliden & eais i ——— 3

to date November 2012, international arrivals to

Canada grew by 1.9%, well below the international average @.3.3

Statistics Canadatd6és International Travel Sur v

in global ranking largely to significant declines in arrivals from tHe Between 2002 and
2011, international arrivals to Canada from Overseas maikads increased by 16.5%.
Conversely, arrivals from thdS haddeclinel by 23.9%.
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Regional Perspective:

Atlantic Canada has nescaped a n a doavidnvgrdspiralin tourism. Research commissioned
for ACTP (and reflected in it2012marketing plahindicatesthat there are four primary factors
affecing tourism globally, nationallyandregionally

A Globalization of Tourism: The emergence of more destinations offering new, upique
anddiverse travel experiences

A Geopolitical Conditions: Changing economic conditions, border security issues,
exchange rates, fuel costs, credit card crunch, etc.

A Changing Market Characteristics: Changing demographics, changing household
compositions, immigration, urbanization of populations, demand for parsafety,
advance in tourism technologies, etnd

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

The r egi on dess hasobegn &uttherterioded becausaadirs unique to both Canada
and Atlantic Canada:

A Atlantic Canada lacks the air access, air capacityd price point (discount fares)
available in other Canadian jurisdictions. This has rendered the region heavily dependent
on automobile visitation from ae bordeilUS and near Canadian regions

A Higher energy costs have influenced travel patterns. Increased home heating costs have
eroded savings and disposable incamdigher gasoline and jet fuel prices have added to
the cost of travel. Increased energysts are encouraging travelers to become more
frugal, vacation closer to homer spend fewer nights away from home,

A The Canadian dollanasappreciatedignificantly against the American dollar. This has
encouraged more Canadians to travel intéonatly (fewer domestic tripsand has
affected Atl antic Canadaoérth Ampericanarel Overseap et i t |
markets,

A Over the past number of years, the tourism industry in Atlantic Canada has become
increasingly urbanized. Changing traweleress combined withincreases in aitravel
andstronggrowthin the cruise shigndustryhas favoured urbamourism

A shifting travel patterns, demographiesidpsychographics continue to challenge Atlantic
Canadads a hindndincyeasemanket sharie, mrd
A Knowledgebased economiggapidly emerginginternet technologiesthe growth in

social media angersonal digital assistanPDA) devices, etc., continue tthange how
tourism operators communicate and do businessthatinclients
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5.2 Market Environment

Atlantic Canada competes for tourigelated visits and revenues both domestically and
international | y . (TNS CAn@diRuddsan arneasleyasricsh o f Stati st
International Travel Survey data identified Quebec and riontes Atlantic Canada grimary
Canadiancompetitors forboth domesticand internationalarrivals In targetedUS markets,

Atl antic Canadaods prhe MNMoaheastern regiop ef thiS EEwapsandton c | ud e
a lesser extent, winter sun destioas in the Caribbean and Mexicoln the UK, Atlantic

Can ad a 0 slong maulcorapetiforsmarkets include th&S, the CaribbeanNorth Africa,

and Asia.

The Northeastern region of tHédSc ont i nues t o be Atl antigforCanada
international arrivals, with th#id-Atlantic and New England regions representing almost 63%

of overnightUS ar ri val s. Atl antic Canadiaifegonitmcldapet i ti
familiarity, geographic proximityand accessibility by road and .ai

Since 2008, Atlantic Canada has experienced upward growth in overnight arrivals from its
priority US markets. As shown in Tab& between 2008 and 201l, Atlantic Canada recorded an
11.4% increase in overnight arrivals from t&l-Atlantic region ofthe US anda 7.9% increase

in overnight New England arrivals.

Table 3: Overnight Arrivals to Atlantic Canada from the Northeastern US and UK

2008 2009 2010 2011 Change

20082011

Mid -Atlantic 97,200 91,800 90,200 108,300 11.4%
New England 371,000 395,500 423,400 400,400 7.9%
UK 66,000 67,900 50,400 72,000 9.1%

Source: Statistics Canada International Travel Survey

Atlantic Canada has also experienced growth in its share of overnight arrivals to Canada from
the Northeastert)S. As shown in Tablel, between 2008 and 204tlantic Canadé share of
overnightMid-Atlantic arrivals toCanada increased from 3.7% to 4.3%n increase of 16.2%

and its share of overnight arrivals to Canada from the New England region of the Le&sealcr

from 25.8% to 29.3% an increase of 13.6%.

The strong growth recorded in both visitation and market share suggest3IAREIO s
marketing activities in theJS and theUK are positively influencing visitation to Atlantic
Canada, aswellastheregi® s competi tiveness in targeted in
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Table 4. Atlantic Canada's Share of Overnight Arrivals to Canada from the Northeastern
USand the UK

2008 2009 2010 2011 Change

20082011

Mid -Atlantic 3.7% 3.5% 3.5% 4.3% 16.2%
New England 25.8% 29.1% 30.0% 29.3% 13.6%
UK 5.9% 7.5% 6.1% 8.5% 44.1%

Source: Statistics Canada Interndional Travel Survey

According t o St casloge o ssmrp
International Travel Surveyhé UK iS | service bulletin
Atlantic Camad&d g |nternational Travel:
origin market The UK represents| Advance Information
almost 24% of all overseas travel { .o 2013

Atlantic Canada. At | ant i C | sutscal Tables

competitive advantages in th&JK | Fersie st moos
include direct air access, geograph e ey mE o e e
prOXimity’ and Sma" urban Centres ir Trpe by e ddentet |-£EE:mnu 1602770 nuc:r: E,BEEEI:'“E[ 2,044,857 m“:r:
close proximity to outdoor and naturd ‘e BEOHE OB ER OEE %
. . . are @ maoe nights IBSE e-ra ] 157 E5Z 45 507F a5
experiees. Direct air accessut of | & WOoOs 0§ wR O %E  E
the UK and into Atlantic Canada ha| “sr—"" TE O OB @ OEER 0 OB OB
. 0 . Trpchy modentcofCanadat 6,F22,0 % 8262781 44 16,522,24 5,00, 68 25
increased by almost 20%, since 2010 g s =2 e 3 omE mE 3
With the exception of the 2010 |  omme= o
Vancouver OlympicsAtlantic Canada| ..« pmin et e sem
has made continuous gains T ooyt by B e s

Boumn(c): RERT b oTenkes 3 eEnkies fom onkes o he Gaaia Bome Senlas Agmey.

overnight arrivals from thé&JK since
2008. As shown inTable 3, overnight
arrivals have increased by 9.1% alf
Atl antic Canadaddsg
UK arrivals to Canada has increast
from 5.9% to 8.5% an increase of
44.1% (Table 4).

Bl i g Canadd
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The Conference Board of Canéddravel Markets Outlook: National FocuAutumn 2012

provides a shoiterm outlook for travel to Canada and its provinces and territories (Bable

This short terms outlook suggests that growttbath US and UK arrivals to Atlantic Canada

will be on par withthe national average. Howevey,i ven Atl antic Canadab
performance I n bot h mar ket s, t he Conference
understated.

Table 5: Short-Term Travel Forecast

Canada NL NS NB PE
Domestic
2013 +2.6% +1.1% +1.7% +1.6% +1.8%
2014 +2.4% +1.7% +1.7% +1.9% +2.0%
us
2013 +0.9% +2.1% +1.8% +1.0% +1.3%
2014 +1.4% +1.9% +1.5% +1.3% +1.3%
Overseas
2013 +3.8% +3.3% +3.4% +3.7% +2.7%
2014 +3.6% +3.6% +3.6% +3.6% +2.8%

Source: Conference Board of Canada

5.3 Market Research

Tourism is one of the highegtossing industries globally. The World Tourism Organization
reported that in 2011 alone, 970 million international tourist arrivals were registered and Canada
reported over $73 billion in international t@sirreceipts. Based on the size, global presesue
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 assated with tourism.

TIAPEI developed a thregear research program to parallel its marketing stiege able6).

This $243,000 research plan builds on talcesadvantagef the research commissionadder
previousACTP Agreements Beingboth directonal and evaluative in natyrdheresearctplan

was designed to measure the economic impackslofA P prbgbasnming in th&JS and theUK,

as well ago assess market conditions and @oscommendations for geographic and consumer
targets messagingandvisuals T | A P Edsdargh agendarovides information on emerging
market trends and issues, consumer attitathelperceptions, destination awareness and appeal,
travel motivators and vacation activities, interest in and likelihood of vacationing in Atlantic
Canada, etc.
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Research continues to be a valuable tool in developing an ewtlased marketing plan.

T | A PsEnarketing plan continues to be based on market research. Access to currentcand up
date tourism marketing research i sMamagamentong p
and Marketing Advisory Committe@scognize the importance of incorporatiegearch into its

marketing strategiesndlong-term plans in the tourism industry.

Table 6: ACTP's 20122015 Research Plans

Research Activity us UK
Conversion Study $99,159 $19,307
Lifestyle Profiling $9,136 $15,178
Consumer $50,000 $50,000
International Travel Survey ACOA ACOA
Tourism Trends ACOA ACOA
Total ($243,000) $158295 $84,485
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6.0 UNITED STATESMARKETING PROGRAM

Our evaluationof the 2012US Marketing Program documentation finds strong evidence that

T 1 A P Eargét snarkets (geographic, demographiudlifestyle), market strategieand tactics

in theUS were based on the results of market research, as well as a strong understanding of the
tourism industry and market dynamics.

TIAPEI investedalmost$3.8 million (Table15) in marketing activities in th#id-Atlantic * and
New England® regions of theUS during the2012 marketing year This investment generated
almost$41.1 million in revenuesand $6.4 million in media relations for tourism enterpriges i
Atlantic Canada(Table B). A ROI of $12.52 for every $1.00 invested in dir¢gtconsumer
advertising, joint marketing partnerships with the travel traddmedia relationsvas achieved

TheCTC6s Mar ket Portfoli o An aofnternaional travehstatistcee d wi |
determined that the best opportunities for investment and the highest potential for growth in the
US market werghe Mid-Atlantic and New Englan&tates

The objectives of | A P Earlketsng program in thgS areto:

A Contribute to an overall ROl of
$10:1 in theUS,

A Generate visitation and revenue fo

-~

the four provinces of Atlantic Media Directto-

Canada Relations consumer
A Build awareness of Atlantic| Actvities ICHICICIIRERY Advertising

Ca n a dfeud grovincial tourism Marketing

brand, Strategy

A Utilize integrated markeng mix

across all programming, Travel Trade

Activities

T

Enharte strategic trade partnerships

>

Improve media relations awareness
of Atlantic Canada ®ur provincial
tourismbrandsn priority markets inthe US,

A Increase media covega and third party endorsements, and
A Leverage against othpartner programs where possible.

In achieving these strategic objectiv@$APEI invested in marketing efforts that incorporated a
number of initidives including directo-consumer advertisingoint marketing agreements with

"New York, New JerseyPennsylvania
8 Maine, Vermont, New Hampshire, Massachusetts, Rhode Island and Connecticut
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tour operators; #market travel trade promotions; media relations activitielsiding presstrips;

and participation in strategiconsumer traveshowsand educational sermarns. An essential
ingredient of T | A P Enarketing efforts in th&JS was the integration of theTC6 s fiCanad a,
Keep Exploringo |l ogo and AWel come to Atl antic

6.1 United States Consumer Marketing

T 1 AP BIJS &ensumer Marketing?rogrambuilds awareness ofind demand forAtlantic
Canadan vacation experiences among Exurban Explorer, Outdoor Expericacel¥oung
Family lifestyle segments in thidid-Atlantic and New England regions of thié&.

Through a mix btraditional andhontraditionalmedia (nagazine, newspapetigital and social

media) that feature the four provincial tourism brands, targeted consumersngergaged to
visit t he regionds sirplanwand bookatheiNlt, dIB, N5, omPEIwe b s i t
vacation experience

Table 7: US Direct-to-Consumer Advertising Budget
April 1, 2012 to March 31, 2013

Activity Expenditures
Media Campaigns-Mid -Atlantic $ 2,297,753
Media Campaigns-New England 954,748
Media Buying Fees 250,651
Contingency 30,000
Total US Consumer $ 3,533,123

Performance Indicators

According to Statistic Canadab6s I nternational
upwards in theMid-Atlantic and New Englananarkes. In 2011, Atlantic Canada saav20%

increase in overnight arrivafsom the Mid-Atlantic States and a 7% increasespending by
overnightMid-Atlantic visitors At | ant i ¢ Canada 0 s-Atafti@aarrigalsevént ov er n
from 3.5% to 4.3% an incrase of 22.9%, and its share of spending in Canada by overnight
Mid-Atlantic arrivals went from 5.9% to 6.3%an increase of 7%/lhis suggests that through

the ACTP Agreements Atlantic Canada improved its competitive position in khiel-Atlantic

States, elative to other Canadian jurisdictions.

In the New England region of théS, Atlantic Canadaaw a5.4% decline in overnight arrivals

and market share of overnight New England arrivals to Canada declined from 30% to- 29.3%
decline of 2.3%.Spending by overnight New England visitors to Atlantic Canada increased by
5.6% however, and Atlantic Canadads share of
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visitors went from 20.8% to 23.2%an increase of 11.5%&ee Table 8This suggests that in
2011, T | A P Earketng efforts attracted higher yield travelers.

Table 8: Overnight US Arrivals to Atlantic Canada

2010 2011 % Change
Mid -Atlantic_States:
Overnight Arrivals 90,200 108,300 +20.1%
Market Share Arrivals 3.5% 4.3% +22.%%
Spending by Overnight Arrivals $63.2 M $67.6 M +7.0%
Market Share Spending 5.9% 6.3% +7.0%
New England States:
Overnight Arrivals 423,400 400,400 -54%
Market Share Arrivals 30.0% 29.3% -2.3%
Spendng by Overnight Arrivals $115.3M $121.7 M +5.6%
Market Share Spending 20.8% 23.2% +11.5%

Source: Statistics Canada: International Travel Survey

Conversion studies directly link T 1 AP E lgé
investments in consumer advertisingh visitationto
each of the fourAtlantic Provinces The 2012US
Conversion Study (Table 9) concludedthat 52,531
website visitorsaslight increaseof .35% from 2011,
recalled hearing or seeing advertising for Atlantig
Canada(qualified web visitors). Among these web
visitors, 58.%%6 (or 30,818 parties) actually visited
Atlantic Canada in 2012, spending an estimatg
$40.25 million. There were almost 12% more
converted visits in 2012 than in 201Based on a
TIAPEI consumer advertising media buy of
$3,597,808 ACTPS dlirectto-consumer advertising
campaignin the Mid-Atlantic and New England
regions of theUS generated aROIl of $1119 in
tourismrelated spending in Atlantic Canada, for

every $1.00 of advertising purchasédaddition, aotal of $2,813,563 in media efficiencies and
incremental advertisingralue was generated through a common and independent media
planner/buye(Time + Space Media)
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Table 9: 2012US Conversion Indicators

Indicator Description Indicator
Total Web Visits 5,575,663
% Web Visits from the US 16.3%
# Web Visits from theUS 908,033
Adjusted US Web Visits (multiple visits removed) 200,816
% Recalled Advertising/Editorial 26.2%
# Recalled Advertising/Editorial 52,531
% Converted Visits 58.7%
# Converted Visits 30,818
Average Spending in AtlanticCanada $1,307
Revenues Generated $40,254,287
ACTP Consumer Media Buy $3,597,808
ROI $11.19

Source: ACTP Travel Intentions & Conversion Survey

6.2 United States Travel Trade

T 1 AP BJB dravel Trade Strategy focused on developing joint marketing partnerships with
tour operators and travel influencers with the ability to generate packaged and fully independent
travel (sales) to thiour Atlantic Provinces.

The objectives of th&)S traveltrade program were to:

A Nurture existing and develop new trade partnerships targeting groupfudipd
independentravellers,

Encourage more frequent departure datetextended and improved itinerarjies
Enhance product knowledge of travel agents, salgegentative, andreservation staff,
Leverage other partner programs

Increase consumer awarengg®ughtrade activitiesand

o Do o Do I

Create greater synergies between A P EdnSumer advertising and media relations
activities.
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Table 10: US Travel Trade Budget
April 1, 2012 to March 31, 2013

Activity Expenditure
Joint Marketing Partnership $126,250
ConsumerTravel Shows / In Market Promotions 78,250
Atlantic Canada Showcase 175,000
Total US Travel Trade Program $379,500

Performance Indicators

In 2012, TIAPEI established two joint marketing
partnerships with the travel trade in 08, well below its

target of six marketing partnerships. The latenessof

obtaining signatures to the 202R15 Atlantic Canada
Agreement on durism (July 2012 vs. March 2012) was
contributing factor toTIAPEI not meeting its partnership
target Other factors includegroposas from tour operators :
who previousy underperformed during the 20@912 "' 3
Agreement that were declined HIAPEI.

Basedon T | A P Hrvéstment of $55,250, these join
marketing partnerships generated $773,900 in sales
packaged and fully independent travel to Atlantic Cana(®. .~ T
in 2012, and a dired®Ol of $14.QL in revenues for every | fesbes s o=
$1.00 invested Additionally, TIAPEI leveraged $59,500 in |  MASM  oofee w950
additional marketing investmenfrom tour operators in the —
us.

Table 11: 2012US Travel Trade Performance Indicators

Indicator Description Indicator
ACTP contributions to Joint Marketing Partnerships $55,250
Leveragedinvestment $59,500
Value of ACTP related sales $773,900
ROI $14.01
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To build partnership relations and tgeneratancreasedawarenes® f At |l anti ¢ Canad
products and experiences amatogir operators TIAPEI supported two educational/outreach
sessions that were timed to coincide with the New York Time Travel Show. During these
sessios, joint marketing agreement opportunities were presented to tour operators, and 55 travel
agents received training on AtlantCanada travel products.

TIAPElcontri buted $175,000 to Atlantic Canada T
hosted by Hospitality Newfoundland and Labra
reverse marketplace that exposes the travel tatigetsignificant and diverse tourism products

and experiences available in Atlantic Canada. The event was attend&irégresentatives

from the North American and European travel trade communities, with 28% of these
representatives being from ths (13) and Western Europe (2).

Thirty-six percent(36%) of the tour operators attending the Atlantic Canada Showcase event
reported they had entered into new business agreements with tourism estabdightantic
Canada, and00% of buyers and 96.3% dlkers expect to do business as a result of attendance

6.3 United States Media Relations

T 1 A P BMedias Relations Program in thdS aimed to generate greater awareness and a
stronger positive image for each of the four Atlantic Caragrovinces as vacation destinatson
through publicity in visual, printandonline media. The key objectives o | A P HEnledias
relations activitiesare to promoteeach of thefour Atlantic Provinces as premier vacation
destinationsanddistinguish them fsm competitve destinations in theS and Canada.

Table 122 US Media Relations Budget
April 1, 2012 to March 31, 2013

Activity Expenditure

Media Relations Program $119,995
Media FAM Tour Program 20,600
Total US Media Relations $140,595

Performance Indicators

Meredith Pillon Marketing CommunicationfMPMC) was contracted to coordinate the
T 1 AP EMedias Relations Program in the Matlantic and New England States.In
concurrence witlT | A P BJ§ Bregram Managesind themedia relations professionals in each
of the four Atlantic ProvincesMPMC created and distributed nine press releasasrdinaéd

13 individual and group press tripsoordinated aocial media outreackffort; madeld4 media
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pitches andcoordinateda dedicatedmediarelationsevent(Atlantic Canada Kitchen Paityand
other mediaelationship buildingctivities

The publicity value generated bly| A P HEnlediasrelations activities in 2012 exceeded $6.4
million. T 1 A P Enediasvalue was tracked for eagtblication (broadcasts, trade magazines,
blogsandonline activity, national and regional newspapers,.etc.)

T 1 AP BMediaRelations Program in théS generated &0l of $45.73 in publicity value for
every $1.00 invested, significantly higher than itgéa

Table 13;: 2012US Media Relations Performance Indicators

Indicator Description Indicator
Media Value Generated $6,429,999
Media Relations|nvestment $140,595
Press Visits 13
Press Releases 9
Media Pitches 14
ROI $45.73

Table 14: US Marketing Program Budget
April 1, 2012 to March 31, 2013

Activity Expenditure

Direct-to-Consumer Advertising $3,252,501
Media Buying Fees 250,651
Contingency 30,000
Travel Trade Program 204,500
Media RelationsProgram 140,595
Atlantic Canada Showcase 175,000
ResearchStrategy 19,068
Program Manager 99,207
Meeting Expenses/Industry Travel 6,720
Total spending $4,178,242
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Table 15: 2012US Marketing Program ROI
January 1 to December31, 2012 Marketing Cycle

US Marketing Investment ACTP Revenue ROI
Investment Generated
Direct-to-consumer $3,597,808  $40,300,000 $11.20
Travel Trade 55,250 773,900 $14.01
Sub Total $3,653,058  $41,073,900 $11.24
Media Relations 140,595 6,429,999 $45.73
Total $3,793,653  $47,503,899 $12.52

Our evaluation off | A P BJE Blazketing Program revealed that economic benefits are being
achieved with a ROI of $12.52 for every dollar invested in dit@consumer advertising, joint
marketing partnerships withahravel trade andmedia relations and increased visitation of 20%
from the MidAtlantic States. The impact of marketing activities in the New England States will
require monitoring as visitation did decline by 5.4%m the previous yeaSpendingfrom this
market, did however increase by 5.6%, suggesting that in2ZD1 A P HErlar&esing efforts
attracted higher yield travelers.

Our evaluation also found strong linkages between the performance measurement indicators and
the goals and objectives of the 26015 ACTP Agreement.
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7.0 UNITED KINGDOMMARKETING PROGRAM

As was the case with théS Marketing Program, our review of t2©12UK Marketing Program
documentation finds strong evidence that target markets (geographic, demqgaudhic
lifestyle), market strategiesnd tacticsvere based on the results of market reseashwell as a
strong understanding of the tourism industry and market dynamics.

TIAPEI invested $20,741 (Table 24) in marketing activities in theéJK during the 2012
marketingyear This investment generated $10.0 million in reveramss $8.4 million in media
value for tourismenterprisesn Atlantic CanadgTable 24). A ROI of $20.06 for every $1.00
invested in directo-consumer advertising, joint marketing partnerships tiétravel trade, and
media relationsvas achieved

TheCTCOs Mar ket Portfolio Analysis combined witd|l
provincial market reports, Global Tourism Watcand dedicated ACTP market research
determined that thegK represented the best opportunity for investment and the highest potential

for growth. Unlike theUS market where four provincial brands are retaindéd\PEI delivers a
coordinated AAtl antic Canadmandiriihddkk en t o t he R

The objectives of | A P Enarketng program in theK were to:

A Contribute to an overall ROl §10:1 in theUK.

A Generate \ditation and revenue for
the four provinces of Atlantic
Canada

A Build awareness of Atlantic

Canadat6s regionall M2 and Directto-
A Utilize i _ _ Relations consumer
Utilize integrated marketing miX | acivities NI Advertising

across all programming Marketing
A Enhance strategic trade Strategy
partnerships
A Improve media relations awarenes
of Atlantic Canada in th&lK,

A Increase media coverage and thir
party endorsementand

[72)

Travel Trade
Activities

&N

A Leverage again€TC and other partner programs where possible.

In achieving these strategic objectiv@$APEI invested in marketing efforts that incorporated a
number of initatives including direeto-consumer advertisingnarketing partnerships with the
CTC, joint marketing agreements with tour operatonsmarket travel trade promotionsur
operator and media familiarization tourmedia relations activities and press touasd
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participation in strategic marketplaces, tradeshows, road shows, workshops and educational
seminars. An essential ingredient of | A P Enhrketing efforts in th&JK was theintegraton
oftheCTCOs A CHeapgaExpl oringo | ogdo-censuther adaegtisirlg,i ne i
joint marketing partnerships with the travel traaled all media relations activities.

7.1 United Kingdom Consumer Marketing

T1 AP BJK&snsumer Marketing Program hisl awareness of and demand for Atlantic
Canada vacation experiences among the cultural explorers, authentic explodefi®e spirits
lifestyle segments of th€TCO s Ex p | or eThrouGhuaomix o traditional and nen
traditional media, targeted comsars were encouraged to book an Atlantic Canada vacation
experience through one ©ofl A P Edvé sade partners.

Table 16: UK Direct-to-Consumer Advertising Budget
April 1, 2012 to March 31, 2013

Activity Expenditures
CTC/Consumer Program $593,507
Creative/Production/Collateral 32,387
Total UK Consumer $625,894

Performance Indicators

Landings on the ACTP UK website page
(http://AtlanticCanadaHoliday.co.uk) showed strong
growth because ofT | A P E dirécsto-consumer
advertising, indicating an improvement in consumer
awareness of Atlantic Canada as a leisure travel
destination. Landings increased 826 from 30,981
unique visits in 2011, t87,327in 2012.

According to St attionaltTiawwel [Canadabs |l nterna
Survey, Atlantic Canada continued to trend upwards |n
the UK market. In 2011, Atlantic Canada saw a 43%
increase in overnighyK arrivals, a 30% increase in
spending by overnightK visitors and a 39% increase
in Atl anti c CvemnightUK argvalssthh gr e of o
Canada.International Travel Survey statistics for 2012
will not be available until the fall of 2013, and will be
reported in th013/2014evaluation report.
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