EVALUATION OF THE
2012-2015 ATLANTIC CANADA TOURISM PARTNERSHIP

2012-2015 FINAL REPORT

Submitted to:

ATLANTIC CANADA TOURISM PARTNERSHIP

Submitted by:

L Consulting Services |
MARCH , 2015



41" % [ & #/ . 4%. 43

1.0 EXECUTIVE SUMDBMRY ....outiiiitiiiieeeseeeeesimmmmesssssssssssssssssesesmmmmmssssssssssssssmsermen 1.
2.0 OVERVIEW... ..ottt emeenr e e e e e e e e s et e s smmmmmn e e e 8.
2.1 BacKground .........ooooiiiiiiiii e errnnr e aaaae 8.
2.2 FUNAING oo eeeeec s ettt mmmmme e e e e e e e e e et b e e e b s 8..
2.3 MaNAGEIMENT ...uuiiiii e errmmme et e e s mmmmar e e e e e e e e e et e en 10
2.4  StrategiC EIemMENtS ........oooiiiiiii e 10
3.0 GOVERNANCE AND STRATGIC MANAGEMEN........cccvvviiiiiiiieeesiemeeneeeeeee 13
3.1 2012-2015 Federal -Provincial ACTP Agreement ............cccoevvvvvvvvvimmeeen. 13
3.2 Management COMMIIEE ......ccoooeiiiiiiiiiiiiiiimmmmme ettt s e 14
3.3  Marketing AdviSOory COMMIIEE .....ccoeeiiiiiiiiiiiiii it emee 15
3.4 Evaluation Advisory COmMMItIEE .......cceeeiiiiieieieiei e e 16
3.5 Transition Strategy SUDCOMMITIEE .......coovvveiiiiiieii e 16
3.6 AdMINISTrAtION ..o ereren e 17
3.7 Policies and Operating GUIdElINES .........ceiiiiiiiiiiiiiiiieeeeee e 18
4.0 MARKETING PROGRAM......ccoi i 19
4.1 Marketing AdViSOry COMMILIEE  ..........uuvuiuuimiiriiirimmmmmiiiiniiieiaeneneeesmeeeeee 19
4.2 Target Markets ..., 20
4.3 Marketing Program Crteria ........c.ucoeieiieeiiiiscmeeemr e eeeiin e e e e v 20
4.4 Performance MeasUremMENT ............uuiiiiiieeeiiieeeemieian e e e e e eeeeeeesenmmmmme e e e 22
4.5 Program MaN@QEIS .....cccuuuiiiiuuieeeinsimammmeeeseeeesneeeasnsesmmmmmsssesessnaesesneeeen 22
5.0 BUSINESS AND MARKEENVIRONMENT........cuuuuviiiiiieieeesieeeemsssssnnnnnnnnnnns 26
5.1 BUSINESS ENVIFONMENT ...uuviiiiiiiiiiiiiiiieiiiemmmme e e e et e 26
5.2 Market ENVIFONMENT ...ccooiiiiiiii e emmnmr e e e e e e e e e 28
5.3 Market RESEAICH .......uiiiiiiiiiiieee e v 33
6.0 UNITED STATES MARKEING PROGRAM........cccotiiiiiiiiiis v 35
6.1 United States Consumer Marketing .........coooevvviiiiii i scceemme e e 36
6.2 United States Travel Trade ... s 38
6.3 United States Media Relations ...........oouuuiiiiiiiiii e eeeee s 39

6.4 United States Marketing Program Conclusion .............ccccccvvvvvvieeeeee..... 40



41" % [ & #/ . 4%. 43
7.0 UNITED KINGDOM MARKHEING PROGRAM........ccciiiiiiieeeivmmmeie e 42
7.1 United Kingdom Consumer Marketing .......cccccvvvveeiiiviimimmmmm e 43
7.2 United Kingdom Travel Trade .......ccccooeeiiiiiiiiiiiiceeeeie e 44
7.3 United Kingdom Media Relations ...........ccoovviiiiiiiiiiccrecceevie e 46
7.4 United Kingdom Marketing Program Conclusion ..........ccccccciiiiiieeee 46
8.0 UPDATE ON PREVIOUSHECOMMENDATIONS........ccviiieiiiiiiiiiiemeeneeeeeeeens 48
9.0 RECOMMENDATIONS.. ..ot e e e e e eenna 49

APPENDIXI SYNOPSIS OBUCCES$NDICATORS

APPENDIXII SUPPLEMENTARYT ABLES

APPENDIXIII CASESTUDY



Table 1: ACTP CONrIDULIONS .....uuiiiiiiiiiiiiiie et e e e 9
Table 2: ACTP Expenditures by FiSCal YEAL.............vuuuiiiiiireeeies e ereen e 9
Table 3: ACTP Marketing BUAQEL..........uuuiiiii e eeees e e e e e e e e e e e eeeaananeee 24
Table 4: Potential Visitors from US Target Market in Target Segments............ccccccceeuee. 29
Table 5: Overnight Arrivals to Atlantic Canada from the Northeastern US and.UK......... 30
Table 6: Atlantic Canada's Share of Overnight Arrivals to Canada from the Northeastern US and
111216 1P UEUUPPURRRRR 31
Table 7: Overseas Arrivate Atlantic Canada and&ada, 208to 2012 Comparison........... 32
Tabl e 8: ACID RSBEACHPIASZ........ccoooiiiiiiieee e 34
Table 9; Overnight US Arrivals to Atlantic Canad@Z1R to 2012)............ccvvvvveeiiiiiiieecennnnnnns 37
Table 10: Thregrear US Marketing Program ROL............coiiiiiiiiii e eeeeeeeeveeeea, 41
Table 11: Overnight UK Arrivals to Atlantic Canada............ccccceevevviieecivviiiiiiiiiiniiieeeeee A4
Table 12: Thregiear UK Marketing Program ROL............ooiiiiiiiiie e 47

APPENDIXII SUPPLEMENTARYABLES

Table 13: US Marketing Program Fiscal Budget............cooooiiiiiiiocieeen, All-1
Table 14: US Direeto-Consumer Advertising Fiscal Budget...........cccccovviiiiieannnnnnnnnn. All-1
Table 15: US Conversion Indicators by Marketing Y.ear............cccccovviimemnnniiiiiiinnnen, All-2
Table 16: US Travel Trade Fiscal BUAQEL...........uviiiiiiiiiiieeeiiiiiiieeeeeeeeee e All-3
Table 17: US Travel Trade Performance Indicators by Marketing. Year..................... All-3
Table 18: US Media Relations Fiscal Budget................ooviiiimeeeiiiiiiieeecee e, All-4
Table 19: US Media Relations Performance Indicators by Marketing Yeat................ All-4
Table 20: Thregiear US Marketing Program ROL.............ciiiiiiiiiiiceeiieic e All-5
Table 21: UK Marketing Program Fiscal Budget.............c.uuvuiiiimmmiiiiiiiiiiiiieeeccee e All -6
Table 22: UK Directo-Consumer Advertising Fiscal Budget..........cccccoeevviiiiiccceneeenn. All-6
Table 23: UK Conversion Indicators by Marketing Y.ear............ccccccuvviimmmniniiiiiiiinnee, All-7
Table 24: UK Travel Trade Fiscal BUAQEL...........uiviiiiiiiiiieeeiiiiiiiieeeeeeeee e All-7
Table 25: UK Travel Trade Performance Indicators by Marketing .Yeat..................... All -8
Table 26: UKMedia Relations Fiscal BUdget.............cooiiiiiiiiiciiiie e eeememeean All-8
Table 27: UK Media Relations Performance Indicators by Marketing .Year................ All-9
Table 28: Thregzear UK Marketing Program ROQl............cooiiiiiiiiiiiccciiiiee e All-10

Table 29: 2014 and Thraear Joint Marketing Program RQl..........ccccevviiiiiiicccnenenn. All-11



ACAT

ACOA

ACTP

CTC

FAM

ITS

MOU

PEI

ROI

TIAPEI

UNWTO

UK

usS

, )34 | & !
Atlantic Canada Agreement on Tourism
Atlantic Canada Opportunities Agency
Atlantic Canada Tourism Partnership
Canadian Tourism Commission
Familiarization Tour
International Travel Survey
Memorandum of Understanding
Prince Edward Island
Return on Investment
Tourism Industry Association of PEI
World Tourism Organization
United Kingdom

United States

#2/

O -

3



Atlantic Canada Tourism Partnership 1 20122015 Final Evaluation Report

P81 %8 %#54) 6% 35--129

Purpose of Evaluation

This is thefinal evaluation covering the 2012015 Atlantic Canada Agreement on Tourism
(ACAT) in suppat of the Atlantic Canada Tourism Partnerskipereafter calledACTP).
Consistent with the Treasury Board of CanBdacy on Evaluationthe purpose of this evaluation
is to provide credible, timeJyandneutral information on the ongoing relevance aedgymance
of theadministrationevaluation and delivery of marketing projects funded by the Agreement.

This evduation is based on a review 20122015ACAT in support of theACTP, contribution
agreements minutes of Management Committee meetingsnutes of Marketing Advisory
Committee meetingsnternal project authorization forparategies for marketing, reseay@nd
communicationsresearch reportandother evaluation material&ey informant interviews were
also conducted with representativelsthe Management Committee and Marketing Advisory
Committee.

Overview of Atlantic Canada Tourism Partnership

Founded in 1991ACTP is a ninemember, pattlantic, international marketing initiative
comprisedof the Atlantic Canada Opportunities Agend&QOA), the four tourism industry
associations in Atlantic Canadand the provincial departments responsible for tourism in the
provinces of New Brunswick, Newfoundland and Labrador, Nova ScaidPrince Edward
Island. It has been renewed feevenconseutive threeyear terms.

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

create significant tourism synergidsallowsthe four Atlantic Provinces fpenetra¢ markets that

are mostly inaccessibseparatel; intensify theirinternational tourism marketing effesrgenerag

marketing economies and efficiencies in consumer, travel,teadbimedia relationsextend the
reachandfrequencyof provincial tourism brands in the Miéitlantic and New Englandegionof

the UnitedStateqUS),andd el i ver a regi onal pridritylmarketsinthe Ca n a d
United Kingdom(UK).

The 20122015 ACTPAgreementame into effect on April 1, 2012 and will expire on March 31,
2015. The thregear $19,950,000 bget is cosshared among theine funding partiesthat
include ACOA (50%), the four provinciadepartmerd of tourism(33%) andthe four provincial
tourism industry associatiori$7%) in Atlantic Canada

l1|Page
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Policies and Operating Guidelines

A C T P Gesgalldoection is set by a Management Committemprisedf four provincial Deputy
Ministers (or designates) responsifdetourism in Atlantic Canadahe Presidents (or designates)
of the fourtourism industry assaations in Atlantic Canadandthe VicePresidenbof ACOA-PEI
and Tourismand the Director Generalf Tourism Atlantic (ACOA) The Canadian Tourism
Commission(CTC) sits on the Management Commitie@x-officio capacity.

Our evaluation concluded that A C T P Management Committeeontinues to dlfill its
responsibilitieshas effective meetings, provasdirection and inpubn all strategies and budgets
andoperaéson a consensus ba$s decision makingmong the partners.

The Tourism Industry Association of PHIIAPEI), as the Recipient fathe 20122015ACTP,
continuedo creat and execle A C T Pnéakketing strategiegstabliskeda Secretariaio oversee
the administration of the Agreemenandhasresponsibility forcoordinatirg annual and endf-
Agreement evaluationsf the ACTPAgreemet.

Our evaluation concluded thite Secretariaprovidedoversght of the dayto-day operationsf
the ACTPand financial administration of the Agreementan efficient mannerundertook
communications activities in accordance with di@etirom the Management Committeand
continues to operate afficient Management Information System.

Policy and operatingguidelines providea framework © support critical, consensudased
decisions and outline procedures with respect to meetings, decisionsinggpard approvals.
TIAPEI hasdrafted Policiesand Operatingsuidelinesfor the ACAT in support of the ACTP
Substantial work on the DraRolicies and Operating Guidelines was completed during the
2014/2015 fiscal year including the hiring of a coreniltto assist with development. Fheave
been circulated to the Transition Strat&fiybcommittedor input and will be presented tbe
Management Committee at the March 2015 meeting for feedback followed by final apPuaval.
review of documentation ardiscussions with TIAPEI indicate the transition is on track and it is
anticipated the updatgablicies and operating guidelines will be fully operational by March 31,
2015.

Market Focus

Previous esearchand analysiscompletedby TIAPEI in conjunction wih the four Atlantic
ProvincesACOA andtheCTCO s Mar k et P ocoriclided thatbe MidhAtiamtiy siid s
New England? regions of theUS were primaryorigin markets for Atlantic Canadas t our i s m

I New York, New Jersey, Pennsylvania
2 Maine, New Hampshire, Vermont, MassachtseRhode Island, Connecticut
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economy This research and analysis also direGRYPEI to focus its attentions exclusively on
the UK in overseas markets.

International narketing activitiesundertakerby TIAPEI on behalf ofthe ACTP Agreementare

research driven and reflective of current market conditibne.primary means byhich Atlantic
Canadeaexpands itsnternational marketing efforts is by building on and enhancing the equity of
the regionds four pr oviAtectic antl Netv &nglandegions df thea n d s |
US, and the delivery of eegional Atlantic Canada brandt{antic Canada, Awaken to the Rhythm

of the Sea) ito the UK.

Market Performance

St ati st i laternatibaahTaadeaSurveyTS) is the only source of comparable data across
Canadian provinces, however, at the time of writing this report ITS datlaef@013 year had not
yet been released.

According to Statistic Canadand212]savsadecredskiant i c
the Mid-Atlantic and New England markets. In 2012, Atlantic Canada saw a 3.8% decline in
overnight arrivals from th#lid-Atlantic States and a 1.9% decrease in spending by overnight Mid

Atl antic visitors. At an tAfllantic Zravalsaveérd dom 4.8%htar e o f
3.8%i1 a decrease of 11.6%, and its share of spending in Canada by overnigkttaitit 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% t@7.3%i a decline of 6.8%. Spending by overnight New England visitors

to Atlantic Canada increased by 4. 0%, and At |
overnight New England visitors remained relatively the sa@&.2% to 23.1%.

In 2012, Atlatic Canada saw &7.8% decline in overnight UK arrivals, 26.8% decrease in
spending by overnight UK visitors, andl@.8 decl i ne i n Atl antic Cana
UK arrivals to Canadevhen compared to 2011

The CTC Tourism Snapshot for 2014 siscam increasef 4.7% in wernight 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 tAtlantic 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 percentagseof

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 Committe@ppointed bythe Management CommittegrovidesTIAPEI
with advice andeedbackwhen developing annual marketing strategiasbehalf of the ACTP
Agreemen This Committee alsprovides advicéo TIAPEI in thearea of market reseah and
performance measurenterOur review of meeting minutes suggest that the Marketing Advisory
Committeehascontinued to meatgularly andprovide strategic advice aridedbacko TIAPEI
in the development and delivery of marketing strategies atidsan behalf of the ACTRuring
the three years of the Agreeme@ur evaluation alse@oncludedhat theUS andUK Marketing
Programswere research driven and directed agreed upon targetsBased onour review of
meetingsmaterial prepared by tHgS and UKProgram Managerand the Secretarisadequate
and appropriatemeetings documentation,financial information, communicatios and other
informationis beingprovided in a timely manneand when requested.

ACTP Return on Investment

T1 APEI 6 sgoimectivk is to achieve a $10:1 return ondakctto-consumertravel trade

and media relations marketing investments made on behalf of AWEP the term of the
Agreement Over the 20122015 ACTP AgreemenTIAPEI6 s mar ket igergeratedc t i vi t
$164.4 million in revenues for tourism enterprises in Atlantic Can@88.4million in 2014)and

areturn on investmenROI) of $15.33 for every $1.00 invested in diretd-consumer advertising,

joint marketing partnerships with the travel traded media e@lations($1794 in 2014) See

Appendix I, Table29for detailed calculation§IIAPEI6 s mar k et alsogenerateohverv i t i e s
$35.5million in earned medigalue(almost$14.6 million in 2014)and leveaged £.1 millionin

incremental marketing investments throyagimt marketing agreemeswvith tour operators in the

US andthe UK ($436,000 in 2014)
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United States Marketing

Ourr evi ew o f2012F2014 PEMarketingPlans andsupportingdocumentatiomevealed

strongevie nce t hat ACTPG&6s t ar get markatstiatedies, and marketk e t s
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 £TP Agreemet) investedover$10.8million in marketing activities in
the Mid-Atlantic and New England regions of tb& during the 202-2014marketingyeass ($3.5
million in 2014) This investment generatedinost$138.0million in revenueg$48.9 million in
2014)and$14.8million in media relations for tourism enterprise#\tlantic Canad#$5.1 million
in 2014) An ROl of $14.11 ($15.44 in 2014)n tourism related spending in Atlantic Canadks
achievedor every $1.00 invested in dirett-consumerdvertising joint marketing partnerships
with the travel tradeand media relations. TIAPEI also leveraged an addition&567,000in
marketing investments frokdS tour operator$$323,000 in 2014)

A Consumer Campaign 2012-2014 performance indicators wengositive Advertising
generated visits to provincialebsites from theUS increasedy 51% over the three years.
Converted party visits increased by alm@s%o, advertising generatecevenueswere
$134.0 million ($46.9 million in 2014)and ROI stood at $3.341 ($14.84 in 2014)In
addition, a total of $.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).

A Travel Trade: Thirteen (13) annualjoint marketing partnership&ix in 2014)were
established with the travel trade in tb&. These partnerships generata@dost$4.0
million in related sales and achievedROI of $1094:1 ($10.29 in 2014)

A Media Relations The US Media Relabns Progam generated1$.8 million in media
value($5.1 million in 2014Yyesulting in @ ROI of $35.021 ($36.22 in 2014)

A Atlantic Canada Showcase: Over the three year§IAPEI, on behalf of the ACTP
Agreemet, contributed 850,000to two Atlantic Canaa Showcasg one in2012, hosted
by Hospitality Newfoundt and and Labrador in St. Johnos
Edward Island.Showcase was attended by 53 domestic and international graugntbu
independent travel buyers in 2012 and 62 in 2034rty six percent (36%) of these buyers
reported entering into new business agreements with Atlantic Canadian tourism
establishmentsvhile onsiteas a result Atlantic Canada &tcase 2012. In 2014 the
percentage was 22%.

3 Includes geographic, demographic, and lifestyle data linked to tretaviours and media consumption
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United Kingdom Marketing

Our review of TI AP E | 62014 DK W&tketing Programand supporting documentation
revealedstrong evidence that geographic, demographaiifestyle marketsalong withmarketng
strategies and tactics wdrased orsoundmarket research and a strong undeditaqof market
dynamics.

TIAPEI, on behalf of the ACTP Agreemerinvested$2.2 million in marketing activities in the
UK during the 202-2014 marketingyeass ($571,478in 2014) This investment generatever
$26.4 million in revenueq$9.5 million in 2014) and 0.7 million in media valuefor tourism
enterprisesn Atlantic Canada$9.5 million in 2014) An ROI of $2129 in tourism related
spending in Atlantic Canadeas achievedor every $1.00 invested in diret@-consumer
advertising, joint marketion partnerships with the travel trgdend media relation§$33.19 in
2014) TIAPEI also leveraged an additiondl.$ million in marketing investmentg113,000 in
2014)through joint marketing agreements Wil tour operators.

A Consumer Campaign Thirty percent(30%) of web visitors recalledhearing/seeing
advertisingfor Atlantic Canada Twenty-threepercent(23%) of thesevisitorstravelledto
Atlantic Canada during 2012014 spending an estimat&i8.0 million ($6.1 million in
2014) and generating arROI of $12.52in tourism related spending for every.®0
invested in consumer advertisi(®22.59in 2014) In addition, a total of &3,000n media
efficiencies and incremental advertising va{i82,000 in 2014yvas generated through a
common and indgendent media planner/buyer (Time + Space Me@a@r the three year
period ACTP leveraged $296,000 from the CTC resulting in an overall edidedof
$544,000 (in 2014 leveraged $96,000 from the CTC resulting in an overallacdadof
$121,000) fronthe campaign

A Travel Trade: Twentythree(23)annualjoint marketing partnershiggine in 2014)were
establishedvith the travel tradever the three year perio@hese partnerships generated
almost$8.5million in related sale€$3.4 million in 2014)pnd achieved@aROl of $9.36:1
($30.35 in 2014)

A Media Relations The UK Media Relations Pgram generated2®.7 million in media
value($9.5 million in 2014Yesulting in @ ROI of $42.15:1 ($4997in 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 administratiofy&wan, 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 regaittle 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 fffexible 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 Besithe form of media shiftst is
importantthat TIAPEI, on behalf of the ACTP Agreement, contsigebe open to exploring new
measurement tools asethbecome available. Recently TIAPEI explored the current availability

of other tools for measuring the value of onle@nedmedia and no superior measurement tool

was found. TIAPEI, howeveshould 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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2.1 Background

Founded in 1991, ACTP is a nimeember, pamtlantic partnershigonsistingof ACOA, the four
tourism industry associations in Atlantic Canadadthe provincial departments responsible for
tourism in the provinces Mew Brunswick Newfoundland & LabradgiNovaScotia, andPrince
Edward Island ACTP was renewed in 1994, 1997, 2000, 2003, 2@069 and 2012 for
consecutive thregear terms.

ACTP enablefACOA, the four Atlantic Provinces
andthe tourism industry to pool resources and cre
significant tourism synergigacluding

A Allowing the four Atlantic Provinces and (g
industry to penetrate miats that are mostly | 1&
inaccessible individually

A IntensifjfingAt | antic Canad
tourism marketing effort by generating
marketing economies and efficiencies at thig
consumer, travel tradeandmediarelations g
levels and

A Extendng the reach, requency andappeal
of provincial tourism brands in th¥lid-
Atlantic and New England regions of this |
anddeliveryofa r egi onal A A
brand into priority markets in tHgK.

WHEN YOU'RE ALWAYS A MALI HOUR AMEAD,
YOU NEVER FEEL THE NEED TO.CATCH UP,

2
%
Newfoundland
rador

2.2 Funding

The 20122015 ACTPAgreementcame into effect

on April 1, 2012andwill expire on March 31, 2015A C O Atérseyearcontribution to thACTP
Agreementis $9,975,00, equally disbursed over thrgeas. Collectively, the four provincial
governmentsontribued $6,583,90 to the Agreement over thregears andthe four provincial
touri sm i ndu sntkindycontrisuioondllibea$3,BH50® s
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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% 6,583500
Four Provincial Tourism Industry Associations 17% 3,391,500
Totals 100% $19,950,00C
ACTP expenditures by fiscal year are showi atle?2.
Table 2: ACTP Expenditures by Fiscal Year
April 1, 2012 to March 31, 2015
2012 2013 2014 Total
Administration $194,426 $196,668 $208,906 $ 600,000
Evaluation 34,690 17,270 46,681 98,641
Unallocated - - 11,359 11,359
Sub-total 229,166 213,938 266,946 710,000
Marketing Programs 5,177,165 5,110,519 5,560,816 15,848,500
Industry Contribution 484,402 1,736,630 1,170468 3,391,500
Totals $5,890,683 $7,061,087 $6,998,230 $19,950,00C

*Unallocated funds will be spent prior to March 31, 2046the time ofwriting 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 2@025 ACTP
Agreement It is also responsible fahe communication of
activities uwdeataken through the Agreemenand for
coordinating the Agreement with other federal and provinciﬂ CTP PTCA
projects and industry activitieslhe Managemen€Committee

consists often members that include the four provincial

Deputy Ministers(or designatesjespondile for tourism in Atlantic Canada; the Presidents (or
designates) of the fouourism industry associations Atlantic Canada; the Vice President of
ACOA-PEI and Tourismandthe Director General of Tourism Atlantic (ACOA)The CTC sits
onACTP 06 s rieatCangniteen anex-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 2032015 ACTP Agreement.ln its role as
Recipient TIAPEI manage the three strategic elements of the 2@D25 ACTP Agreement
Marketing Evaluation and Administration

Strategic Element One: Marketing

TIAPEI, on behalf of the ACTP Agreemgrcoordinate government and industry efforts to
undertake spzfic projects in tourism marketing on a pAtlantic bass. A fully integrated

marketing strategy consisting of direct to consumer, travel trade and media relations aatevities
used to create awareness of anddtdueismgproductd or At
and experiences ipriority marketsin the US andthe UK. These activities are research driven,
proactive in approaglka nd | eadi ng i n s marketingetfods penetsate anel A CT P
resonate against agreed upon targets. Eligialketing activities include:

A Directto-consumer advertisingnd events hat personi fy Atlantic C
propositionsin priority geographic andifestyle marketsin the Mid-Atlantic and New
England regions of thgS andin theUK,

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

A Developing Joint Marketing Accords with tour operators and tour whtges in theJS
and theUK,

A Undertaking outreach, educatjoandtraining sessions with the travel trade and travel
writers to buildtheir knowledgeof and expertise othe unique and distinctive travel
products and experiences available in Atlantic @ana
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A Hosting events, trade shows and familiariza{lbBAM) tours thatprovide the travel trade
and travel writers with frshand exposure to Atlantic Cana
experiencesand

A Conducting mvestigative and evaluative market research.

Srategic 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 Caria@duation éements
include:

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

A Assessing theftectiveness of théools used tanonitor the accomplishments of tA@12
2015 ACTP Agreementhat ensue suitable informations available for accountability
purposes,

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

A

A Conducting annual qualitative and quitative assessments on the impact of AP E | 6 s
marketing strategies and activiti@m behalf of the ACTP Agreemeron growth of the
tourism industry in Atlantic Canadand

A Using epected results, outpytandperformance information to report on the relevance,
effectiveness, efficiengyand overall impact ofthe 20122015 ACTP Agreemenbn
Tourism.
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Strategic Element Three: Administration

A Secretariatvas createtb fulfil | the requirement for the overall administrationle20122015
ACTP Agreementafunctionthatcould notbe providedoy thefederal or provinciatrowns. For
efficiencies, lhe Secretariat is elocatedin the TIAPEI offices The Secretariét duties include:

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

A Providing secretariat services, meeting minutesld et ai | ed financi al
Committees

A Developing and implementing an efficient and effechanagement Information Sigsn
for the collection, usalisclosure anddistribution of pertinent informatiqrand

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

12|Page

r

e



Atlantic Canada Tourism Partnership 1 20122015 Final Evaluation Report

o811/ 6%2.! . #% ! %$) B421 41" %- %. 4

In 2012, theprior Memorandum of UnderstandinylQU) style agreement was transitioned into a
FederalProvincial Agreement with industry participatioiraditional roles, responsibilitieend
authorities changed under the neederalProvincial Agreemenformat.

3.1 2012-2015 Federal -Provincial ACTP Agreementt

The 20122015 ACTP Agreemeniproposes multyear funding for specific measures to be taken
in support of tourism market developmenithe objectives of th&20122015 ACTP Agreement
are to:

A Market Atlantic Canada as a leisure travel dedion in intenational markets

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

A Market Atlantic Canada to international journalists and travel writers.

To meet thee objectivesa Recipienti T | A Rigdtaand execute(on an annual bagisully

integrated marketing strategies and tadiizg promot Atlantic Canadgand its provincesas a
premiertourism destination in priority markeis the US andthe UK. The 20122015 ACTP
Agreementorsists of

A A Management Comitiee
that approves all projects
funded from pooled resourges

2012-2015 ACTP Agreement Organizational Chart

2012-2015 Atlantic Canada Agreementon Tourism
A Implementing Parties (four

provincial departments of
tourism and ACOA) that ente
into contribution agreements
with the Recipient to fund
projects approved by the

ACTP
Secretariat

Management
Committee

Implementing
Parties

Marketing
Advisory
Committee

Recipient

Management Committeand Administration Evaluation
. . Project Advisory
A Expeat Advisory Committees Committee
i i i Recipient
that provide input and advice i b gen
on the management of th

20122015 ACTP Agreement Besiplent
. i Marketing Project
andits projects

Through a competitive procesBAPEI was selecteds the Recipierfor the 20122015 ACTP

Agreement In addition tacreatng and exeuting marketing strategie3 IAPEI was charged with
the responsibility for the overall administratiohthe Agreementandthe coordination oannual

and enebf-Agreement evaluations.
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In fulfilling theseobligations, TIAPEI submits annual marketing, adistration and evaluation
plans (and accompanying budgets}ite Management Committee for approvidenenters into
contribution agreements with the Implementing Parties to fund the approved projects

3.2 Management Committee

A C T PMasagement Commée is responsible for tlwveralladministration and management of
the 20122015 ACTP Agreementfor communication activities undertaken throogh the
Agreementandfor coordinating the Agreement with other federal and provincial programs and
industry adivities.

The Management Committee consists of tep
members that include the four provincial Deputy
Ministers (or designates) responsibletfmsrism

in Atlantic Canada; the Presidents (ot
designates) of the fourtourism industry
associatios in Atlantic Canada; 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 Committee appoints twe ca
chairpersons on an annual and rotatbagis
One is a Provincial Minister appointead the \ \/ /
otheris thePresident (or permanent designate \ ’
of aprovincialtourism industry association in a

different Atlantic Province.

Key informantinterviews with ACTP stakeholdera review of Managemei@ommittee meeting
minutes and other documentatiowas conductedn 2014 Our evaluation found that the
Management Committdeasfulfill edits responsibilitieandcontinues to have effective meetings,
considers and provides inputdath marketingstrategie and budgetsandoperaéson a consensus
basisfor decision makingManagement 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 facts and resdin abetter marketing produdt 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 ivork. Al
representatives feel they have had ample opportunity to voice opinions, express concerns, and that
thar contributions to decision making were valued and respected.
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3.3 Marketing Advisory Committee

TIAPEI benefis from advice received from a Marketidglvisory Committee(appointed by the
Management Committe@) the preparation of annual marketstgategies and tactics. The role of
the Marketing Advisory Committee is farovide feedback and advice dnl A P Bpropgosed
marketing initiatives for the ACTR Government representation on the Marketing Advisory
Committee enhansd IAPEIO ability to incorporate provincial and federal prioritis tourism

into its annualmarketing strategiesThe Marketing Advisory Committee is composed of one
representative adach of the four provincial departments of tourism, one representative from each
of the four provincial tourism industry associatipasdtwo 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 strategieboth support

and enhance provincial brands in the ¥M®mbers 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 MarketingAdvisory Committee also provides expert advice to the Management Committee.

This adviceelategheefficiencies, effectivenesglevanceandalignment oflf | A P Earkietng
strategiegor the ACTPwith provincial and federal prioritie©ther advice iprovided including
adviceonTIAPEI6 s research and evaluation agenahas, ne
behalf of the ACTP Agreemén Key i nf or mant interviews provi
advertising, travel trade, and media relations actwitiee 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 timolvement of industry in activities such as FAM trips.

Our review ofMarketing Advisory Committeeninutes conclude that the Marketing Advisory
Committee is providingaluablefeedback and advice to TIAPEI on proposed marketing initiatives
for the ACTPandis providingstrategiadvice taheManagement Committesn theeffectiveness
andrelevang of these marketing strategies
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3.4 Evaluation Advisory Committee

TIAPEI, on behalf of the ACTP Agreememworks toensurethatanindependenand objective
evaluation of the20122015ACTP Agreemenis completed on an annual and efdAgreement
basis Expenditures related tevaluationof the 20122015 ACTP Agreement ar$98,641 In

fulfilling the requirement, TIAPElcoordinate the formation of an EvaluationAdvisory

Committee tasked with the responsilp#of:

A Developing the terms of reference for the anmumal [ === Signature
endof-project evaluations

™

Reviewing proposals submitted

™

Selecting a qualified and experienced consultant
conduct the evaluations

A Recommeding the award of a contract for evaluatior
services

T

Providinginput into the evaluatign

™

Acting as a resource to the successful consuléant

T

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

The EvaluationAdvisory Committeeis comprised ofrepresentatives frolMCOA, provincial
governmentand industry. The Evaluation Advisory Committegorovides adviceto the
Management Committee on the preciseness, acgueayquality of the evaluationsOur
experience n working with the Evaluation Advisory Committeendicates the Committee
continues to beeffective in providing input and guidance in the preparation ofameual
evaluation report.

3.5 Transition Strategy Subcommittee

At the request of TIAPEI,raACAT Transition Strategysubcommitteevas established by the
Management Committee iearly 2013 consisting of the Secretariat plus three membiers
develop a strategy to transition from a MOU to a federal/provincial/indastlyagreement by
March 31, 2015The subcommitteanet and createdteansition strategySubstantial work on the
Draft Policiesand Operating Guidelinegascompleted during the 2014/2015 fiscal yeatuding
the hiring of a consultant to assist with developmentyTiae been circulatei the Transition
StrategySubcommittedor inputand will be presented thbeManagement Committee at the March
2015 meeting forfeedback followed byfinal approval. Our review of documentation and
discussions with TIAPEI indicate the transition is @tkrand it is anticipated the updatalicies
and Operating Guglines will be fully operational by March 31, 2015.
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3.6 Administration

Through the creation of a Secretariat, TIARHiills therequirement for the overall administration
of the 20122015 ACTP Agreementa function that cannot be provided individually by the
Implementing Parties (federal or provincial crowns)
Expenditures for administration of the Agreemer
totalled$600,000 The Secretariat managéhe activities e’ M
of the20122015 ACTPAgreement under the direction 3. - L Nt e qood huice g e

of the Management CommitteeThe Secretaridd s o

functionsinclude:

A Overseeing the dap-day operations and
financial administration of the Agreement to
ensure all matters are administered in accordan
with the20122015 ACTPAgreement,

A Providing secretariat services, meeting minute
anddetailed finagial reports to the Committees,

A Developing and implementing an efficient ang
effective Management Information System fol
the collection, use, disclosure and digitibn of pertirent information, and

st 1oy # tOUrismPELcom -+ 1.877.445.4749

A Conducting ommunications 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 confereas annuallyand promotes ACTP through industry presentations,

trade show boo#) and other collateral materialsSLIAPEI maintains the content management
system for the corporate websit enewsnodACTERPi r cul a
stakeholdersExperditures for the 20122015 ACTP Agreementfor communication activities

totalled $51,564 During key informant interviews Management and Marketing Committee
Advisory representatives were asked abowtrent communication initiatives and what other
suggestioa they might have. Overall, given the current resources allocated to communications
activities interviewees felt that the Secretariat was doing a good job. Wesesnixed comments

on the value of attendance at Tourism Industry Association Annual andaBamal 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 @ot attend the tourism industry association meetings or are

not on the enews contact list. It was felt that provincial organizations could contribute to the
contact list to strengthen outreach. Placing some onpsommcial tourism industry associat®n

to communicate the value of ACTP to industry and having provitaaism industry association
newsletters contain an update from ACTP as a regular feateme suggested by some key
informant interviewees agays to strengthen communication.

17|Page



Atlantic Canada Tourism Partnership 1 20122015 Final Evaluation Report

The Secetariat works withTIAPEI6 B/SandUK Program Managers to ensure thanadirketing
activities on behalf of the ACTP Agreemgna d her e t ®olicksahd® Operating
Guidelines.The Program Managers are accountablEAFPEI on issues related to howsrked,

vacation and annual performance review They take advice from the MarketingAdvisory

Committee on all marketing related matters.

A Managementiaison Committee (comprised of the Management Committeecbairs and

ACOA) acts as a liaison betwedme Management Committee and the Secretaratconducts
endof-Agreementevaluatiors o f t he Secr etMembestobthe Maeagement e s
Commi ttee (or the Secretariat) may address an
ManagementiaisonCommittee

TheManagementiaisonCommitteeis in the process of collecting findings and will present these
findings at a future Management Committee Meeting.

During the course of owvaluatiomo evidence has been obtained that would lead cenidude
that the Secretariatd notprovide effectiveoversght for the dayto-day operations and financial
administration of the20122015 ACTP Agreement undertale communications activities in
accordance with directives from the Management Committeesstablish an efficient and
effective Management Information System.

3.7 Policies and Operating Guidelines

Policies and operating guidelines provide a framework to support critical, conskased
decisions and outline procedures with respect to meetd@gisions, reporting, and approvals. In
2013, as part of the transition pJ@HAPEI, on behalf of the ACTP Agreemgnraftedpolicy and
operating guideliner the ACAT in support of the ACT.RSubstantial work on the Draft Policy

and Operating Guidiees 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 Strategubcommitteefor input and will be presented tthe
Management Committee at the March 2015 meeting for feedback followed by final approval.
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Between April 1, 204 and March 31, 23, TIAPEI, on behalf of the ACTP Agreemgwill have

invested almos$5.6 million (Table3), just over $58 million since inception of the 2012015
agreementin marketing programs 0 cr eat e awareness of and dema
respected tourism products and experiemtéargeted internationaharkets Pursuant tdoudget

allocations andhput received fronthe Management CommitteBIAPEI benefits from the adee

of atenperson Marketing Advisory Committéappointedoy the Management Committ@evhen

developing its annual marketing plans

TIAPEIO s mar k et jomdehglf ofotlierAETR Agreemgrenables the fouAtlantic
Provincegto pool their resources and increase their visibility in priority markets. In most cases,
the individual provinces would not have the resources to undedaigaigns of this scale on their
own. The key marketing benefits are:

A Relationship building and
collaborative partnershjp

A Marketing efficiencis (media buys, ACTP 2014
media relations), MARKETING PLAN

.. . December 11, 2013
A Research efficiencies that support

marketing strategies and tactiesd = ,
A Information and exposure to the
o

regionbés |l ocal t

iy
Canada 1<

TIAPEI does notindertakenarketing 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 uriderAgreement

4.1 Marketing Advisory Committee

The MarketingAdvisory CommitteeprovidesTIAPEI with advice andeedbackvhendeveloping

its annual marketing strategiesTheC o mmi t adwice énsurethat TIAPEIO strategieson
behalf of the ACTP Agreemeérbuild on and enhance provincial brand equity in priority markets
in the US, andsupporta regional Atlantic Canada brand in tb&. The Marketing Advisory
Committeealso provides advice in the developmehtIAPEI6 market researcandperformance
measuremerdgendas

The Marketing Advisory Committeealso provides advice td@¢ he Agr &anagementd s
Committee. This advice focuses on the appropriateness, effectiveness, efficemtadignment

of TIAPEI @Gmarketing strategies and tactics with provincial and federal priorities for tqumsm
behalf of the ACTP Agreemén
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Our evaluation included eeview of meeting minuteguring the course of the 202915 ACTP
AgreementIn our opinion, based on thisview, the Marketing Advisory Committee continues to

provide strategic advice aridedbackio TIAPEI in the development and delivery ofl APE I 6 s
marketing strategies and tactfcs the ACTR

4.2 Target Markets

Prior research completed bYIAPEI, on behalf of the ACTP Agreeménthe four Atlantic
ProvincesACOAandot her tool s, including the CTCO0s Marl
Research for US and UK, and Environics Analytics Market Segmentation Refesgified the

Mid-Atlantic * and NewEngland® regions of thdJS as key origin markstfor Atlantic Canadé s

tourism economy These regiors took priority over all otherUS regions because dheir

geographic proximity; direct air, highwaydcruise ship access; familiarity with Atlantic Gala;

population base; long term potential for growth; and potential economic benefits. This research

and analysis also directtdAPEI to focus its attentions exclusively on thiK in overseas

markets.

) . i . Market Segmentation
TIAPEI is focusing its marketing efforts o1

high poential lifestyle segments within its
identified geographic markets in this and the M(W e

UK for the ACTP Research identified threc “”ﬂ o ”u
high potential lifestyle segments for Atlanti

Canada in th&lS market that included Exurba & ﬁ

Explorers, Outdoor Experiencerand Young

Families. Inth&JK, TIAPEI6 s | i f e s

for the ACTPinclude Authentic Experiencers  “* it o et etk ‘p
Cultural Explorers and Free Spirits CTCO s
Explorer Quotient).

4.3 Marketing Program Criteria

TIAPEI6 s mar k et |am pehadf oftthe WCTP iAgremert, areresearch driven andre
reflective of current market condition§he primary means by whichIAPEI expand Atlantic
Canadads i nt e reffatsfar thenALTPis tnyduilding aniamd @nharieg the equity
oft h e r e g pravincialsourisno hrande theMid-Atlantic and New Englandegions of the
US. A regional Atlantic Canada brandAflantic Canada, Awaken to the Rhythm of the )Sea
delivered intopriority lifestyle markets in th&JK. Marketing budgetareexpended againlly

4 New York, New Jersey, Pennsylvania
5 Maine, New Hampshire, Vermont, MassachtseRhode Island, Connecticut
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integrated marketing activitie heseactivitiestakeadvantagef and reinforce th€TC6 s Canad a
brandi Canad a, K e wihere Bpprpprriatet i n g 0

Where media is the chosen tactic, the primary focuBIAPEI6 sarketing efforton behalf of
the ACTP Agreemen, is to obtainmedia efficiencies ttough the jointand bulk buying of
traditional or example, TV, radio, print, direct mailandonline advertising) antksstraditional
advertising such as digital, social, and mobife common and independemediaplanner/buyer
(Time + Space Medials contracted tadevelopan overall media plan, based upon approved

guiding principles. Once the media piarapproved bf | APEI 6 s Pr o,gheaaldiaManag e
plamer/buyer ensusghe plan is executed as appedv

TIAPEI6O s me dsjoa belpalf @ the ACTP Agreemen
respond first to those elements of provincial plans that
common to all fourAtlantic Provinces(common media
channels, common media publications, etc.). Wh| 2
commonality does not exist due budgetary or tactical| - _
considerationsthe media plansvould respondto those | “:£SS RS ——
elements of provincial plans that are common to thréleeof, ¢ e -
four Atlantic Provinces T | A P Enledias plansdo not
respond to those elements of provincial plans tat St
provincespecific In rare instances, | A P Enkdiaglans|.
will respond to those elements of provincial plans that |
common to two of Atl ant i
those cases where more than one province opts out
particular activity due to tactical oosiderations, the
legitimacy of the activity must be reviewed a
substantiated.

water diverted

phes

TIAPEIO s r e a cthaveltradé sectgroh ehalf of the ACTP Agreemetis directed at joint
marketing agreementsith tour operatorseducational sessiomgith travel agents travel trade
outreacteventsFAM tours andtravel shows. All travel trade marketing activitieereconsidered
on a case by case baaisd arancremental to provinciaharketingactivities.

Media relations activitiearecoordinated by commoand independent media relation providers

in both theUS and theUK. Theseprovidersareresponsible for developing and implementing

annual medigublicity plansthat include press releases, press visitkjcationaland outreach
sessionsFAM tours andmediashows In all instancesTIAPEI6 s medi a r ednati ons
behalf of the ACTP Agreemgrareincremental to provincial activities.

In preparing its annual marketing plam$APEI doesgive consideration to the planning, execution
andcoordinatian of high value consumer events and other special promotions.
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4.4 Performance Measurement

All marketing programsireevaluated against pgated goalsindobjectivesoutlined in Project
Authorization Forms.The fullimplementationoff | APE | 6 s pmgramsan bahalif gf the
ACTP Agreemety may be deferred untiindividual project or activityevaluationshave been
completel. T 1 A P Hite@ and indirect economic performanogactsin relation to the ACTP
areassessednnually.

For the 2014015 yar the Project Authorization Form underwent some revision to transition the

form to align with theACAT Agreement. The revisiato the form haeresulted in a more concise
document with the elimination of some components which in the past reflectedatiiplic
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. Brdemutcomes 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 inditad the committee which the Industry and ProvincialGairs
represented and the | evel of the official req

4.5 Program Managers

The administration and delivery af | A P BEJ§ @andUK Marketing Progams on behalf of the
ACTP Agreemet are the responsibility of two Program Managers. These individunalertake
the management @f | A P Ehéedéglanning and buying functions; negotiate and enter into joint
marketing accords with the travel trade; coordindté A P Eattigites for the ACTP with
provincial marketing activities;ollect performance measurement informatiand manage the
resource allocations for théS andUK Marketing ProgramsTheir responsibilities include:

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

A Developing performance measurement objectives for consumer, dratheedia relations
marketing strategies and tactiogriority markets

A Providing regular activity and pgoess reports to the Marketidglvisory Committeeand
the ACTP Secretariat

A Developng meeting agendas in consultation with ieair of the Marketing Advisory
Committee,

A Coordinaing the activitiesof T | A P Ehédé@glanning and media relationsroviders on
behalf of the ACTP Agreemén

A Monitoring the US and UK marketing lidges and providng monthly reportsin
cooperationwith the ACTP Secretariat
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A Ensuing all marketing activitiesadhere tahe 20122015ACTPA g r e e npelinytadds
operating gidelines

A Coordinaing, administratiig andimplementirg all marketing strategies, tactiasd special

projecsincluding mediaevents trade showandotheractivities,

Monitoring the impkementation of approved projects, and

Prepaing and makng presentations tACT P66 s Man age me nMarketlhg mmi t t e
Advisory Committegindustrystakeholdersandothers as required.

To o
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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 Budge)

Activity 2012/2013 2013/2014 2014/2015 2014/2015 2014/2015 Agreement
Total Total us UK Total Total

Direct-to-

consumer $3817,961 $3846,389 $3,658,288 $254466 $3,912,754 $11,577,104

Advertising

Media Planning/

Buying Fees 250,651 256,273 282,679 - 282,679 789,606

Creative/

Production/ 31,352 10,890 - 39,865 39,865 82,107

Collateral

Travel Trade 353,114 407,738 258,768 249361 508,129 1,268,981

Program

Atlantic Canada

Showcase 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 19068 86,165 123,180 - 123,180 228,413

Program 182,474 180,402 102,575 92,205 194,780 557,656

Manager

Shipping/ Storage 5536 8,226 ; 2,000 2,000 15,762

Miscellaneous - - 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

Less: unallocated

HST/VAT rebate (9,696) (1,886) (27,70) (1,477) (29,247) (40,829)

Total $5177,165 $5110,519 $4.730,573 $830,243 $5,560,816 $15848500
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On an annual basis the job performances of the Program Managers are formally assessed by the
Secretarigtwith input from the Marketing Advisory Committee Chaio deermine that the
expectations and requirements for responsibilities and objectives of the position have been
achieved The most recent assessments were completed in Mayab@il4he Program Managers

met or exceeded expectations in all ratings af@asng our evaluation we reviewed materials
preparedby the Program Manager and documentation from the meetihgsteview of these
materialsduring the course of the 2BP015 ACTP Agreemerguggests the necessary financial
controk; coordination and communitan with the Marketing Advisory Committesnd quality,
appropriateness arsdipply of briefs, presentationandother information appear to be provided

as and when requestadd provide the information required to inform marketing strategies and
activities. It was also evidentuting key informant interviews thahe US and UK marketing
program activities are research driven and directed towards agreed upon targets.
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5.1 Business Environment

Global Perspective:

Travel and burism indicators suggest thiurism has proven to be a surprisingly strong and
resilient economic activity over the past few yeaith international tourisarrivals growth from
Worl d Tour i s mUDNTO@)World & aurism Baramet¢shoving an increase in
2014 of 4.7 compared t6.0% in 20B. This is the fifth consecutive year of above average growth
since the 2009 economic crisis

UNWTO forecasts international arrivals to increas@¥yto 4% in 20%, consistent withts long

term foreast of +33% per year between 2010 and320205 regional prospectsontinue to be
strongest for Asia and the Pacificifs to +5%) andthe Americas (+4% to +5%&n increase over

the 2014 forecaktfollowed by Europé+3% to +4%). Arrivals are expectéalincrease by +3%

to +5% inAfrica and by +2% to +5%ni the Middle EastUNWTO 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 Ipastg power and demand in oll
importing economies, however it could also negatively impact some of the oil exporting countries
that have emerged as strong tourism source mawkegtsckup in expenditure on international
tourism from traditional source niaats compensated for the slowdown of the large emerging
markets, which had been driving tourism growth in previous years. Expenditures fro, the
second largest outbound market in the world, grew by 6%. Also noteworthy is the rebound of the
UK (+4%).Chi na is the worldés | argest outbound ma
US $129 billion in 2013.

National Perspective:

Over the past decaaeany new destinations have emerged, challenging Canada for international
arrivals. 1n2002 C a ngwolohbranking for international arrivals w@é. By 208, Canadaéds
ranking had slipped tb5"and in 208 further declined to . Tourism continues to grow globally

with international arrivalseachingalmost 1.14illion in 2014; however C a n a charé of this

export sector continues to erode, dropping from 20.1 million visitors in 2002 GarilGon in

2013 (a modest increase from 16.3in2pl2anadads penetration rate f
decreased over the past decade in every key @asemsarket, except for China and Hong Kong

which has remained relatively consta@tt at i st i tfSatCtamiallatdtess Canadads
share and decline in global ranking largely to significant declines in arrivals from the US. Between

204 and 2034, international arrivals to Canada from the US had decline®@8 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 208Howsan increase of 3.2% over 2013 in total inteioval

arrivals below the international average of 4.7@vernight 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 Careaged 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:

Atl antic Canada has not escaped Canadabds down
for ACTPindicated that therewvere four primary factors affecting tourism globally, nationadigd
regionallyand these continue to impact the tourism industry

A Globalization of Tourism: The emergence of more destinations offering new, unan
diverse travel exgriences

A Geopolitical Conditions: Changing economic conditions, border security issues,
exchange rates, fuel costsydconsumer debt levels

A Changing Market Characteristics: Changing demographics, changing household
compositions, immigration, urbanizatioof populations, demand for personal safety,
advance in tourism technologiesd

A Changing Travel Interests: Growing demand for experiential and participatory travel
experienceandgrowth in cultural tourism.

The regionds ¢ omp e tdibecauseai mcoss uigaesto ot €anada and d e
Atlantic Canadauch as air accessnergy costand exchange rates

A Atlantic Canada lacks the air access, air capagityiprice point (discount fares) available
in other Canadian jurisdictions. This handered the regionwith the exception of
Newfoundland and Labraddreavily dependent on automobile visitation from near border
US and near Canadian regiorila 204, the US weekly seats pedBune to September
average)declined by9.5% from 7,678 in 20120 6,951. On a positive natehe UK
numbershave increased to 2,694 in 20(&5.0% increase frorB012 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 DublinStJ ohndés fl i ghts and Cane
t wo weekly flights,to St. Johndéds then Hal.

A In 2012 to 2014 igher energy costsontinuel to influencetravel patternsin late 2014 and
early 2015 crude oil pricedrave been unstable making it difficult to pictdany resulting
sustainedeductiors in home heating costs lower gasoline pricewhich would lead to
an increase idisposable incomesdt is also difficult with the instability to predict whether
lower jet fuel pricegnight result and lead t@ redwtion in he cost ofir travel
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A The Canadian dolldras continued to depreciate in 2Gighinst the American dolland
the British pound. This depreciation of the Canadian dollar should restlatic Canada
becoming morgrice competitive in kelorth Americarandoverseas markets

A Over the past number of years, the tourism industry in Atlantic Caf@dhe most part,
has become increasingly urbanized. Changing tiatelestscombined withincreases in
air travelandstronggrowthin the cuise ship industry has favoured urban tourism

A Shifting travel patterns, demographiesdpsychographics continue to challenge Atlantic
Canadabs a hindndincyeasé market ahara, ind

A Knowledgebased economiesor example,rapidly emergingriternet technologiesind
growth in social media andhobile 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 informationuab A CTP&s mar ke
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 statisticsistherespanb i | i ty of Statistics Canada
the only source of comparable data across Canadian proviineesl'S data are reasonably robust

at the Atlantic Canada regional level, allowing tegionto compare their arrivals and revenues

to other Canadian jurisdictions, and to determine market sHaedTS 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 CanBlda.reallocation of international travel

flows, visitor spending, and other travel characteristics within the Atlantic provinces requires the
coll ection and processing of travellersd suryv
before completdTS datais 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 amthere availableother research thatemonstrateshe

Atlantic Canadian market is included.

Atlantic Canada competes for tourigelated visits and revenues both domestically and
internationally. In 204, ACTP 6 s r e s@nadycdntinge$ td BlentifQuebecOntario

and British Columbias Atlantic CanadaprimaryCanadiarcompetitors fointernationahrrivals

fromthe USTNSOGs research showed t hat -AllahtihammiNewt hos e
England States intended to visit Canada in the next two yearpmvitary competitasincluding

theUS, Caribbean/Bermuda atitlirope In the target segments in the Midlantic 1% to 3% plan

to visit at least one of the AtlantRrovincesin the next two yeara/hile 2% to 9% in the New

England States plan to visit at least one of themditdProvinces. Sed@able4 for breakdown by
provinces and percentages who would consider one of the AtRtinces in future planning.

This identifies the potential for ovér7 million visitors in the next two years and bayb
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Table 4. Potential Visitors from US Target Market in Target Segments

Mid -Atlantic States New England States
Would Would
consider in consider in
Plan to visit future  Plan to visit future
in next 2 yrs. planning in next 2 yrs. planning
Nova Scotia 3.2% 16.8% 9.3% 27.6%
New Brunswick 1.7 11.6% 2.1% 13.1%
Prince Edward Island 1.0% 14.3% 3.%% 23.2%
Newfoundland & Labrador 1.0% 9.8% 2.6% 11.6%

Source: US Consumer Research Report, TNS

The 2014 Global Tourism Watch prepared By33on thetotal 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 Canadihe 38.8 million is a 9% increase from the

2012 sudy which identified the immediate potential as 35.7 million. The percentage of those
visitors (29%) likely to visit Atlantic Canada declined from 32% in 2002tariq British

Col umbi a, Quebec and Al berta are Atahtavdli ¢ Ca
destinations, unchanged from the 2012 study.

The CTC Market Portfolio Analysis results su
important source market in the United States. Between 2007 and 2012 Atlantic Canada increased

its share of tousm revenue from this area to Canada to 23%, up from 20%. Thé\t\iadtic

region ranked 29, provides one of the strongest foundations based on all measures except for
recent performance. Atlantic Canada lost market shares both on terms of volume emal tour
expenditures in Canada from travellers originating from the Midntic region. Global outbound

travel from the US MidAtlantic region contracted by 28% between 2007 and 2012. Over the same
period outbound travel to Canada slowed at a much loweof&# and to Atlantic Canada by

15%.

In the UK, Atl antic Canadads primary | owng théhaul c
CaribbeanNorth Africa, and Asia. Canada is the"¥most visited longhaul destination for the

UK. Visits abroad by UK residentsudng quarter 3, 2014 increased by 2.1% to 20.8 million
comparedvith quarter 3, 2013. The number of nights spent abroad, by UK residents, rose by 0.4%,
andexpenditure during these visits increased by 1.5% to £12.8 billion. Visits to Europe increased

by 19%, those to longer haul destinatiaush as North America and 'Other Countries' also rose

by 8.8% and 0.6% respectivelisits to Atlantic Canada were up 8% over 2013.

The 2014 Global Tourism Watch prepared by CTC on the UK market identifies an inenedia
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 #hiflion. The percentage of those visitors

(28%)) likely to visit Atlantic Canada remained unchanged from 2012. British Columbia, Ontario,
Quebec and Al berta are identified as Atl anti c
destinations in both tH2012 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
outthe UKinsecondplacee hi ch 1 s | argely attri bcepeespgettee t o Cl
which contrasted sharply with the UKO&s contin
market. It is however, indicated that the UK far remains the largest overseas source market to
Atlantic Canada and is likely to reclaim the tppsition with any improvements in recent
performances in the years ahead.

The Northeastern region of tHédSc ont i nues t o be Atl antigforCanada
international arrivals, with th®lid-Atlantic and New England regions representing atré8%

of overnightUS ar ri val s. Atl antic Canadiaf@gonitclodapet i ti
familiarity, geographic proximityand accessibility by road and air.

Since 200, Atlantic Canada has experienced upward growth in overnight arrivals frpriottisy
Mid-Atlantic US market however the New England market has experienced a deémshown
in Table 5, between 208 and 202, Atlantic Canada recorded 18.3% increase in overnight
arrivals from theMid-Atlantic region of theUS andan 8.1% declinein overnight New England
arrivals

Table 5: Overnight Arrivals to Atlantic Canada from the Northeastern US and UK

Change

2009 2010 2011 2012 20092012

Mid -Atlantic 91,800 90,200 108300 104,200 +13.5%
New England 395,500 423,400 400,400 363,300 -8.1%
UK 67,900 50,400 72,000 59,200 -12.8%

Source: Statistics Canada International Travel Survey

As shown inTable6, between 20®@and 202, Atlantic Canadé shae of overnighiVid-Atlantic

arrivals toCanada increased fromb36 t0 3.8% 1 an increase 08.6% and its share of overnight

arrivals to Canada from the New England region of the te§linedfrom 29.1% t027.36 1 a

decrease 06.26. The persistence of th@eak American dollar in 2013 along with increased
promotion of domestic travel for Americanentribute toreduced international travel from the
USDespite the declines in visitati ogaccountinge US r
for 63% of visitor volume. As economic conditions improve, US international travel is expected

to experience increases.
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Overnightarrivals to Atlantic Canada from the UK have decreased by 1(.8kte5) and Atlantic
Canadads s ghaUKarrivalé to Canagla hag increased only slightly from 7.5% to 7.6%

T an increase of 1.3%Téble 6). The UK longhaul travel market has contracted due to the
prolonged recession, political instability in someyldestinations and prohibitive taxes on long

haul 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%om 2013.

Table 6: Atlantic Canada's Share of Overnight Arrivals to Canada from the Northeastern
USand the UK

Change

2009 2010 2011 2012 20092013

Mid -Atlantic 3.5% 3.5% 4.3% 3.8% +8.6%
New England 29.1% 30.0% 29.3% 27.3% -6.2%
UK 7.5% 6.1% 8.5% 7.6% +1.3%

Source: Statistics Canada Interndional Travel Survey

The strong growth recorded in both visitation and market share for theAflidtic market
suggests that TI1 AP Bnbemlfomtber ACEPtAgraegnens tbet USWMidt i e s
Atlantic are positively influencing visitation to Atlantic Canada. Marketing activities in the US
New England market and the UK will requzentinuedmonitoring.

In 2012 the top five international markets for Atlantic Canada, accordingtisti8saCanada 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 17,00@nds in the top overseas markets from
2008 to 2012 are shown ifable 7. Although Atlantic Canadaexperienced a 10% decline in
overnight arrivaldrom the UKand a 12% decline in revenue between 2008 and 2012 the decline
was less than that experienced by Canada as a,widd hada 29% decline in overnight arais

and a34% decline in revenue. Market share of visitors to Canada from the UK increased from
5.9% in 2008 to 7.9% in 2012JK travelers are knowledgeable and value for money is an
important consideration. Travel agents continue to play an importanhrble trip planning and
booking process. The UK accounts for 35% of all overnight tripdlemtic Canada from Europe.

Atlantic Canada experienced a 12% decline in visitation from Germany between 2008 and 2012
consistent with Ca olinedrarévenueswaless in AtlantceCanadalate9% d e
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 20@Atbound German travel is being fuelled by a
strong economy and a desiog 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. Gerrmanysacc

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
expeienced 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 increas2dsom

in 2008 t05.%in 2012Chi na i s one o-growing ®urism marketd @ith 20flA st e s t
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 potentfalr future growth is extraordinary. China is Atlantic

Canadaodos third | argest and fastest growing or

Atlantic Canada experienced a 21% decline in overnight arrivals from France whereas Canada
experienced an increase of 5% between 2008 and 2022% 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 3.7% in 20120utbound 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 prioritiegds vis
from France. Travel agentdés play a |l esser rol
UK and Germany. France accounts for 10% of all overnight trips to Atlantic Canada from Europe.

Table 7: Overseas Arrivalsto Atlantic Canada and Canada, 208to 2012 Comparison

%

Change % % Atlantic Atlantic

from Change Change % Canada Canada

2008 in from from Change Market Market

Visitors 2008 in 2008 in from Share of Share of

to Visitors Revenue 2008 in| Canadian Canadian

2012| Atlantic to | T Atlantic Revenue- Visitors Visitors
Visits Canada Canada Canada Canada 2008 2012

UK 59,200 -10% -29% -12% -34% +5.9% +7.9%
Germany 39,400 -12% -12% -9% -11% +9.5% +8.6%
China 25,500 +400% +72% +132% +84% +2.4% +5.9%
France 17,000 -21% +5% -21% -2% +4.2% +3.7%

Source: Statistics Canadaand Canadian Tourism Commission
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5.3 Market Research

Tourism is one of the highegtossing industries globallyThe UNWTO reported that in 201
international tourist arrivalseached almost.14 billion andthat by 2024, international tourist

arrivals are forecast to total 1.76 billiodNWTO also indicatethat travel and tourism forecasts

over the next ten years look extremely favourable, with predicted growth rates of over 4%
annually higher than growtlnates in other sector€anadé s t our i sm i ndustry i s
driver and in latest figures availab@TC reportedalmost$84 billion in tourism revenuesBased

on the size, global presenandthe continuous growth of the tourism industry, theortance 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 thregear research programn behalf of the ACTP Agreemeito parallel

its marketing strategieg éble8). This £28,413research plan builds on atakesadvantagef

the research commissionemhder previousACTP Agreements. Being both directional and
evaluative in nature, the reseapan was designed to measure the economic impatts AP E | 0 s
programmingor the ACTPin theUS and theUK, as well ato assess market conditions andeos
recommendations for geographic and consumer targets, messagmgisuals. T1| APEI 0 s
research agnda on behalf of the ACTP Agreemerprovides information on emerging market
trends and issues, consumer attituded perceptions, destination awareness and appeal, travel
motivators and vacation activities, interest in and likelihood of vacationiddlamtic Canada,

etc.

Research continues to be a valuable tool in developing an evidased marketing plan.

T | A P Enarketing plarfor the ACTP continues to be based on market research. Access to
current and ufto-date tourism marketing researchaistrong point of the ACTP Agreemelit.

was evident from key informant interviews t#aiC T PMasagement and Marketing Advisory
Committeegecognize the importance of incorporating research into its marketing straadies
long-term plans in the tourisnmdustry. 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: ACT P 62015 Résdath Plans

ResearchActivity usS UK
Conversion Study $112,483 $21,035
Lifestyle Profiling’ 17,205 -
Global Tourism Watch 5,775 4,200
Consumer 56,415 -
Custom Research 11,300 -
Total ($228413) $203,178 $25,235

6 Travel Intentions and Conversion Survegnnual
7" ACTP Segmentation Refresh Northeast USA, US Lifestyledate
8 Tourism Leaders Custom US Research
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@3t 5. ) 4%$ 34! 4%3. '- | @A/%42 ! -
Our evalation of the US Marketing Program documentatomtinues tdind strong evidence
t hat TI APEI 6s target mar kets (geographic, dei

tactics in the Uson behalf of the ACTP Agreemerontinue to béased on theesults of market
research, as well as a strong understanding of the tourism industry and market dynamics.

TIAPEI, on behalf of the ACTP Agreemiemvestedover$10.8million in marketing activities in

the Mid-Atlantic ® and New England® regions of theJS during the20122014 marketing years
($3.5 million, 2014) This investment generatatinost$138.0million in revenue$$48.9 million,
2014)and$14.8million in media relation$$5.1 million, 2014¥or tourism enterprises in Atlantic
CanadaTable10 and Appendix ITable20). An ROI of $14.11 ($15.44, 2014pr every $1.00
invested in direeto-consumer advertising, joint marketing partnerships with the travel trade, and
media relabns was achieved.

The CTCbés Mar ket Portfolio Analysis, combined
determined that the best opportunities for investment and the highest potential for growth in the
US market were the Midtlantic and New Egland States.

The objectives of TI APE|odbehathaf thé ACTR Aggemgared g r a m
to:

Travel

A Contribute to an overall ROl of A;figi‘t‘iees
$10:1 in the US,

A Generate visitation and revenue for
the four provinces of Atlantic

Integrated
Canada, us

Marketing

A Build awareness fo Atlantic Strategy

Canadads four S ENeIRY/" Directto-

Consumer

brands, Advertising

Media
REEUIS
Activities

A Utilize integrated marketing mix
across all programming,

>

Enhance strategic trade partnerships,

T

|l mprove media relations awareness of Atl an
in priority markets irthe US,

>

Increase media coverage and third party endorsements, and

>

Leverage against other partner programs where possible.

9 New York, New Jersey, Pennsylvania
10 Maine, Vermont, New Hampshire, Massachusetts, Rhode Island and Connecticut
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In achieving these strategic objectives, TIAPEI invested in marketing eftortbehalf of the

ACTP Agreemety that incorporated a mober of initiatives including diredb-consumer
advertising; joint marketing agreements with tour operatormarket travel trade promotions;

media relations activities including press trips; and participation in strategic consumer travel shows
andedc ati onal seminars. An essenti al I ngredien
the integration of the CTCO0s fiCanada, Keep EX
regional identifier.

6.1 United States Consumer Marketing

Tl APEI 6 sumgr$arketing Brogranon behalf of the ACTP Agreemgbuilds awareness
of and demand for Atlantic Canadian vacation experiences among Bxtrpéorer, Outdoor

Experiencerand Young Family lifestyle segments in the Mitlantic and New England regions
of the US.

Through a mix of traditional and ndraditional media (magazine, newspaper, digital and social
media) that feature the four provincial tourism brands, targeted consumers were encouraged to
visit t he regionos p r o \niandc boakl theitNewu Brunswick, we b s i
Newfoundland and Labrador, Nova Scotia or Prince Edward Isiacation experience.

Performance Indicators

Statistics Canadadéds I TS is the only;mweuer,ce of
at the time of wting this report ITS data for the 2013 year had not yet been released. Historical
informationfor the2011 and2012 yeas is shown inTable9.

According to Statistic Canadand212]savsadesseih ant i C
the Mid-Atlantic and New England markets. In 2012, Atlantic Canada saw a 3.8% decline in
overnight arrivals from the Midtlantic States and a 1.9% decrease in spending by overnight Mid

Atl antic visitors. At an tAillantic @ravalsaveérd o 4.8%htar e o f
3.8%i a decrease of 11.6%, and its share of spending in Canada by overnigkitiiit arrivals

went from 6.3% to 5.7% a decrease of 9.5% &ble9).

In the New England region of the US,l&idtic 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 Canadainceased by 4. 0 %, and Atlantic Canada:
overnight New England visitors remained relatively the sa2& 2% to 23.1%Table9).

The fact that spending declined by a smaller percentage than ovemrightsaor increased
suggests that in 2012, TI-AtREHidaddsNemEngldnadttiaaied e f f
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 geesistent 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 108,300 104,200 -3.8%
Market Share Arrivals 4.3% 3.8% -11.6%
Spending by Overnight Arrivals $67.6 M $66.3 M -1.9%
Market Share Spending 6.3% 5.7% -9.5%
New England States:
Overnight Arrivals 400,400 363,300 -9.3%
Market Share Arrivals 29.3% 27.3% -6.8%
Spending by Overnight Arrivals $121.7 M $126.6 M +4.0%
Market Share Spending 23.2% 23.1% -0.4%

Source: Statistics Canada: International Travel Survey

The CTC Tourism Snapshot for 2014 shows an increase of 0.9%2@1@rin overnight arrivals
from the USto Canada, howevemfiormation 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% fm B

11% in 2011. With the exception of PEI, which has remait
stable, all other Atlantic provinces have exrpnced ags
moderate decline in visitation of between 3 to 4% points. |

1 US visits, revenues and ROI- Conversion studiesis
directly i nk T 1iPA BoBduraes g
advertising on behalf of the ACTP Agreemgrwith
visitation to each fothe four AtlanticProvinces.Over o =
the three year peripdthe US Conversion Stues e
(Appendix I, Table15) concluded tha216,682website :
visitors recalled hearing or seeing advertising
Atlantic Canada (qualified web visitors). Among the
webvisitors,57.8% (or124,896parties) actually visited =

%
Newfoundland
Labrador
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Atlantic Canadaver the three year peripgpending an estimated 3.0 million (ACTP
generatedj$46.9 million in 2014) Thenumber of converted visitors grew each year with
75% more converted visiia 2014 than in 202. Based on a TIAPEI consumer advertising
media buy of$10.0 million ($3.2 millionin 2014) A C T P 6éts-combumereadvertising
campaign in the MidAtlantic and New England regions of the US generateB@l of
$13.34 ($14.84 in 201 in tourismrelated spending in Atlantic Canada, for every $1.00
of advertising purchased.

1 US media efficiencies A total of $7.6 million ($2.8 millionin 2014)in media efficiencies
and incremental advertising value was generated through a commandapeéndent
media planner/buyer (Time + Space Mediajing the 20122015 ACTP Agreement.

6.2 United States Travel Trade

TI APEI 6s US Tr a,wrebehalTof thedA€TPSAgreeantriecgsgd on developing
joint marketing partnerships with tour optena 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:

A Nurture existing and establish new partnerships
(targeting both grnap and FIT) focused on AGT
identified lifestyle segments,

Encourage more frequent departure dates as well as s °§
extended and improvedrieraries and product offerings|==
Enhanceproduct knowledgéhrough training and
education, D (et )
Leverage other partner programs =]
Increase consumemwarenesthrough trade activity, and| -~
Create greater synerapd es
media relations activities.

Canada *1*

o Io o Do Do
i

{icitions C O N s u

1.866.814.7378

i s
susz.. | | | T ]

Performance Indicators

1 Joint Marketing Partnerships - Over the three years of the Agreem@hPEI, on behalf
of the ACTP Agreemet) participated in 13 annual joint marketing partnerships (six in
201 wi t h the travel trade in the $385202 Basec
($196,446in 2014) these joint marketing partnerships generatidost$4.0 million in
sales($2.0 million in 2014)of packaged antully independent travetb Atlantic Canada
over the term of the Agreemerstnd a direct ROI of $194 in revenues for every $1.00
invested($10.29 in 2014)SeeAppendix Il, Tablel17.
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91 Leveraged dollars - TIAPEI leveraged$566,592 $322,683in 2014) in additional
marketing investments from tour operators in the(Afgendix Il, Tablel17).

1 Education sessions To build partnership relations and to generate increased eegsre
of Atl antic Canadads travel products and
supported educational/outreach sessiash year During these sessionser the three
years of the Agreemenjpint marketing agreement opportunities were preseit¢dutr
operators, an841travel agents received training on Atlantic Canada travel products.

1 Atlantic Canada Showcase- Over the three years TIAPEbn behalf of the ACTP
Agreemet, contributed$350,000t o t wo At l antic Canada Tour
Canada Showcases, one in 2012 hosted by Hospitality Newfoundland and Labrador in St.
Johnds and one in 2014,.Skhowocde &sad bidnyal Pavaerse c e E
marketplace that exposes the travel trade to the significant and diverse toustigro
and experiences available in Atlantic Canddee 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 th&hitg-six
percent (36%) of the tour operators attending the Atlantic Canada Showcase event in 2012
and 22% of the tour operatorattending in 2014eported they had entered into new
business agreements with tourism establishments in Atlantic Cauhéldaorsite In 2012
100% of buyers and 96.3% of sellers expected to do business as a result of at@mdiance
in 2014,93% of buyers an@6% of sellers expect to do business as a result of attendance.

6.3 United States Media Relations

Tl APEI 6 s Me dProgramRretheauSon dehalf of the ACTP Agreemeraimed 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 6s media relations activit
as premier vacation destinations and distinguish them from competitive destinations in the US and
Canada.

The objectives of the US Media Relations Progveene to:

1 Generate greater awareness and a stronger positive image for each of the four provinces of
Atlantic Canada,

Promote the four provinces as premier vacataestinations in the Northeast US,
Distinguish the four provinces of Atlantic Canada fromitltompetition,
Support Atlantic Canadaébés overall mar ketin

= =2 =4 =

Increase yearound tourism by attracting more fifBine visitors and by encouraging
crossprovince visitation to stimulate the overall repeat visitations.
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Performance Indicators

§f Earned mediavalue - Theearned medi® al ue generated by TI APEI

activities on behalf of the ACTP Agreemgnver the three yeargas almos$14.8 million

($5.1 million in 2014)(Appendix Il, Table19). T | ArReHid v@alsas tracked for each
publication {or example,broadcasts, trade magazines, blogs and online actauity,
national and regional newspapers).

T ROI-TI APEIl 6s Medi a Rel ati on saROIof&3p02$86.22 n t he

in 2014)in earnel mediavalue for every $1.00 invested, significantly higher than its target.
1 Press visits, releases and eventd/eredith Pillon Marketing Communications has been

contracted since 2011 to coordinate- Tl APE

Atlantic ard New England StatesOver the three year period of the Agreement, i

concurrence with TIlIAPEI 6s US Program Manag

each of the four Atlantic Provinceleredith Pillon Marketing Commucationscreated

and distribued 27 press releasggine in 2014) coordinated1 press tripg30 in 2014)
coordinated a social media outreach effort; Wdlanedia appointment82 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 |11 assesses ACTPO6s
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 202D15 ACTP Agreement economic benefits were achieved from
TI APElI 6s US Marketing Program with an ROl of
in directto-consumer advertising, joi marketing partnerships with the travel trade, and media
relations (Table 10 and Appendix Il, Table 20). Our evaluation also found the performance
measurement indicatovgere relevant for measuring taehievement ofhe goals and objectives

of the 20122015 ACTP Agreement.
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Table 10: Three-year US Marketing Program ROI

January 1, 2012to December 31, 204 Marketing Cycle

US Marketing Investment ACTP Revenue ROI
Investment Generated

Direct-to-consumer $10,040,759 $133,962,002 $13.34

Travel Trade 365,202 3,994,785 $10.94

Subtotal $10,405,961 $137,956,787 $13.26

Media Relations 421,785 14,770,764 $35.02

Total $10,827,74¢€ $152,727,551 $14.11
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As was the case with thgS Marketing Program, our review of tHéK Marketing Program
documentatiorcontinues to findstrong evidence that target markets (geographic, demogyaphic
andlifestyle), market strategiegnd tacticavere based on the resutt§ market researctas well

as a strong understanding of the tourism industry and market dynamics.

TIAPEI, on behalf of the ACTP Agreemernvested 8.2 million in marketing activities in the
UK during the20122014 marketing yeas ($571,478in 2014) This investment generateder
$26.4million in revenueg$9.5million in 2014)and £0.7million in media valug$9.5 million in
2014)for tourismenterprisesn Atlantic CanadgTable12 and Appendix Il Table28). An ROI
of $2129 for every $1.00($33.19 in 2014)invested in directo-consumer advertising, joint
marketing partnerships with the travel trade, and media relatieresachieved

TheCTCO s Mar k et alysis combbined witloan Analysis of international travel statistics,
provincial market reports, Global Tourism Watahddedicated ACTP market reseam@dnducted

in prior yeas determined that th&JK represented the best opportunity for investment and the
highest potential for growthUnlike the US market where four provincial brands are retained,

TIAPEIdel i vers a coordinated AAtl ant i wandCimthea d a ,

UK for the ACTP

The objectives off | A P Enbarkesng program ithe UK, on behalf of the ACTP Agreemgn
were to:

A Contribute to an overall ROI of Travel

$10:1 in theUK, Activities

A Generate visitation and revenue for
the four provinces of Atlantic

Canada Integrated
A Build awareness of Atlantic Marlligting
Canadads regional Strategy
Directto- Media
A Target highyield consumer f&?&ﬂﬁé Aeiions
segments,
A Utilize integrated marketing mix
across all programming
A Enhance strategic trade partnerships
A Improve media relations awareness of Atlantic Canada ibihe
A Increase media coverage and third party endorsenserds
A Leverage again€€TC and othe partner programs where possible.
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In achieving these strategic objectiv8$APEI invested in marketing effort®n behalf of the

ACTP Agreemet) that incorporated a number of initiatives including diteetonsumer
advertisingmarketing partnerships thi theCTC, joint marketing agreements with tour operators
in-market travel trade promotiont®ur operator and medAM tours media relations activities

and press toursnd participation in strategic marketplaces, tradeshows, road shows, workshops
andeducational seminarsAn essential ingredient af | A P Enhrketing efforts in th&JK, on

behalf of the ACTP Agreemgmwas theintegraton oftheCTCO s i Canada, Keep Exp
in all directto-consumer advertising, joint marketing partnership$ whe travel tradeand all

media relations activities.

7.1 United Kingdom Consumer Marketing

T1 AP BK 6asumer Marketing Prografar the ACTPbuilds awareness of and demand for
Atlantic Canada vacation experiences amongdCiieural Explorers Authentc Experiencersand
FreeSpirits lifestyle segments of theTCO s E x p | o r &hrougl a mix of teadittonal and
nontraditional media, targeted consumers were encouraged to book an Atlantic Canada vacation
experience through one ofl A P Edvé &de partners.

The UK Consumer Marketing Program includes:

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

1 Consumer advertising in partnership
with tour operators and neraditional
partners.

1 Event marketing.

e ———

.‘t g -
1 Partnering with CTC on their UK core = filaniic Canada

consumer campaign.

1 Online marketing and social media
opportunities in partnership with CTC, tour operators andtraatitional partners.

Performance Indicators

Statistics Canad aocbcompardb® datasacrashCGanadianlprgviriemseuer, ¢ e
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 showhahle11.

Accordingb St ati stic Canadads I TS, Atlantic Canad
2012, Atlantic Canada sawl®.8% decline in overnight UK arrivals,26.8% decrease in spending
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by overnight UK visitors,and®.6% decl i ne i n At | avarhightdJK &m@valad a 6 s
to Canada¥ablell).

Table 11: Overnight UK Arrivals to Atlantic Canada

2011 2012 % Change
Overnight Arrivals 72,000 59,200 -17.8%
Spending by Overnight Arrivals $57.5M $42.1M -26.8%
Market Share of Visitors to Canada 8.5% 7.6% -10.6%

Source: Statistics Canada: International Travel Survey

The CTC Tourism Snapshot for 2014 shows an increase in overnight awiCasadaompared
to 2013 from the UK market from January to Decemi2014 of 4.7%. Information specific to
Atlantic Canada is not yet available.

1 UKvisits, revenues and ROF TIAPEI, on behalf of the ACTP Agreemerompletedts
third year ofa conversion study amongK visitors tothe ACTPwebsite in 204. This
studyrevealed thathere were3,293UK partieswho actually visited Atlantic Canada in
2014, a 41% increase over 201shending an estimated.4 million. Over the three year
period 8,036 UK parties visited Atlantic Canada, spendingst$18.0million. Basedon
aconsumer advertising media buy df.4 million ($269685 in 2014)T | A P Hiledts-
consumendvertising campaign in théK generatedrmROl of $12.52($22.59in 2014)in
tourismrelated spending in Atlantic Canada, for every $1.00 of advertisinthased
(Appendix Il, Table 23). 2014 has experiencednaincreasen ROI resulting from a
increasen visiting parties andraincreasan average spend per padgmpared to 2013
The percentage of converted \sstayed relatively consistent with 2013 at 31%

1 UK media efficiencies- A total of $23,007 ($81,823 in 2014) media efficiencies and
incremental advertising value was generated through a common and independent media
planner/buyer (Time + Space Media)

9 Value added- Over the three year peripdCTP leveraged $296,006om the CTC
resulting in an overall valueddedof $544,000 iy 2014 leveraged $96,000 from the GTC
resulting in an overall valueddedof $121,000 from the campaign

7.2 United Kingd om Travel Trade

T 1 AP BJK oravel Trade Strategyn behalf of the ACTP Agreemgriocused on developing
incremental and integrated joint marketing partnerships with tour operators and travel influencers
that had an ability to generate packaged and fatlgpendent travel (sales) to Atlantic Canada.
TIAPEI also advantaged these marketing partnerships to deliver educational and training sessions
to the tour operatordos front |ine staff, as a
four Atlantic Provinces, and to increase their ability to sell Atlantic Canadian vacation experiences.
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The objectives of th&lK travel trade program were to:

Nurture existing and develop new partnerships with tour operators
Encourage extended and improved itarees and product offerings,
Enhance product knowledge of travel agents

Leverage other partner programs suclRa€ when possible

Increase consumer awarengg®ughtrade activitiesand

To o To Do o Io

Create greater synergies between A P EdénsSumer advertising dnmedia relations
activitiesfor the ACTR

Performance Indicators

1 Joint Marketing Partnerships i In 2014, TIAPEI, on
behalf of the ACTP Agreemgnestablishednine joint
marketing partnerships witbur operator the UKthat
sell or are willing to selproduct from all four Atlantic
Provinces and over the thrgear period has partgated
in 23 annual partnership®ased on an investment o
$288,048 ($112,470 in 2014)hese joint marketing
partnerships generatealmost $8.5 million in sales of
packagd and fully independent travel to Atlantic Cana ;
($3.4 millionin 2014), and a direct ROI of29.36 ($30.35
in 2014) in revenues for every $1.00 invested in t
marketing partnershi@Appendix Il, Table25).

titan

Atlantic Canada

1 Familiarization tours, education sessions, tradeshows
and marketplacesi During the three year Agreemeast,
participantstook part inFAM tours In partnership with
the CTC, TIAPEI participated in educational and
information sessions in thUK. In total,721travel agents
ard travel influencers were provided information and
training on Atlantic Canada as a leisure travel destination and the variety of travel
experiences available withthe region]l n May of 2014, TI APEI 0s
once again attended Rendezvous dtia) refreshed business relationships with existing
UK tour operators, established introductory relationships with several new operators, and

sssssssssss

met with UK press. TI APElI 6s UK Program Mai

Market in London, England in Now#er. This tradeshow afforded ACTP the opportunity
to meet with 29 travel trade and three travel media representatives.

1 Leveraged dollarsi ACTP levengedalmost$1.5 million in funding over three yedresm
tour operators in the UK$112,813in 2014)
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7.3 United Kingdom Media Relations

T 1 AP BMediasRelations Progranon behalf of the ACTP Agreemgrnin the UK aimed to
enhance the appeal of Atlantic Canada as a vacation destination through publicity in visyal, print
andonline media. The key objectives T | A P Enkdiagelations activitie®on behalf of the
ACTP Agreemet) were to generate greater awareness of Atlantic Canadian travel experiences,
position Atlantic Canada aspremier vacation destination in thi, and to distinguish Atlantic
Canadarom its competitors.

Brighter Group wasgainc ont r act ed as TI APEI 6s Mefdri2G4. Rel at i
I n concurrence with TI|aAdMmEdiadetatiohskrofBssianglsirmeeach®da na g
the four Atlantic Provinces, the Brighter Groapeated and distributed featured press releases,
coordinatedress trips to the region, and hosted and attendethrket media events

Performance Indicators

1 Earned mediavalue - Theearned medi@ al ue generated by TI APEI
activities on behalf of the ACTP Agreemerover the 2012014 marketing yearaas
approximately$20.7million ($9.5 million in 2014)up significantlyfrom 2013. T APEI 6 s
media value was tracked for each publicatifmm éxample broadcasts, trade magazines,
blogs and online activityandnational and regional newspapeasd its value calculated
on the basis of the cost to purchase equivalent advertising space.

1 ROI - The average ROI over the three year period wasl$4@. each $1.00 invested. The
significant incease in media value in 2014 resulted in ROI increasing from $19.00:1 in
2013, to $497:1 in 2014(Appendix Il, Table27).

A

1 Pressvisits, releasesandevent3 | APEI 6s medi a r el a30pras;is pr o
visits over thethree year perio@4 in 2014) Over the three yea9 press releasegere
published10in2014) TI1 APEI 6s medi a rl82madiaipitthesverpr ovi d
the three year periof85 in 2014).Threemedia events were held during the ye#ne
ACTP media event, TravMedia International Media Marketplace, and Atlantic Canada
Lobster Lunch.

A case study in Appendix 111l assesses ACTPO6s |
to learn about the effectiveness of media relations in consulaeiding to visit Atlantic Canada.

7.4 United Kingdom Marketing Program Conclusion

During the course of the 202015 ACTP Agreement economic benefits were achieved from
TI APEI 6 s UK Marok kehalf ofghe RGTB §greamierwith an ROlof $2129
($33.19 in 2014) for every dollar invested in dirgctcorsumer advertising, joint marketing
partnerships with the travel trade, and media relafjdable12 and Appendix Il,Table28). Our
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evaluationalso found the performance measurement indicators were relevant for measuring the
achievement of the goals and objectives of the ZIi5 ACTP Agreement.

Table 12 Three-year UK Marketing Program ROI
January 1, 2012to December 31 2014 Marketing Cycle

UK Marketing Investment ACTP Revenue ROI
Investment Generated

Direct-to-consumer $1,434,049 $17,954,742 $12.52

Travel Trade 288,048 8,456,126 29.36

Subtotal $1,722,09 $26,410,868 $15.34

Media Relations 491,984 20,734,684 4215

Total $2214,081 $47,145,552 $2129
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Prior tothe20122015 ACTP AgreemenACTP was supported by contributions from signatories
to MOUs between ACOA, the four provincial government departments responsiblerisnto
andthe four provincial tourism industry associations in Atlantic Canada.

Policy and operatinguidelines instituted and updated over the years supported the Management
Committee Marketing Advisory Committee anBlecretariat on all consensbhasedand critical)
decisions. In 2012, th&OU style agreement was transitioned into a Feeeralincial
Agreement with industry participatiorf.raditional roles, responsibilities and authorities changed
under the newrederalProvincial Agreemenformat.

In the 2012/13 evaluation we recommended that the Management Committee develop a Transition
Strategy for the 2022015 ACTP Agreement and that this strategy, along with updated policy and
operating guidelinedefully 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 Strafegpcommittedor input and will be
presented to Management Committee at the M&@h5 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, 26.

In the 2013/2014valuationjt was recommended that all benefits monitoring targets be reviewed
on an annual basis and that TIAP&h behalf of the ACTP Agreemeishould also explore new

tools for measuring the value of online medsenefits monibring targets are reviewed and
updated as applicable on an annual basis. The identification of new tools for measuring online
mediahas been discussed by TIAP&ida reviewconductedCurrently all provinces and the
ACTP are using the same platform as Gdmeasuring online media and it is felt that the current
method does provide some consistency and comparability with previousAmatiser tool was
explored but it was cost prohibitivi.is felt by TIAPEI that the current tools are sufficient.
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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 tgets 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, revieall 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 informanmiterviews 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 notedhat the structure has become more flexible and nimble over thelyatisat this needs

to continue to be a focus as the pace of chaogénues to increasand it is important thahe
timeliness ofdecision making keep pac&he next agreeemt shouldcontinue toconsider 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, contioleetopen to exploring

new measurement tools as they become available. Recently TIAPEI explored the current
availability of other tools for measuring the value of onleenedmedia and no superior
measurement tool was found. TIAPEI, however should Kespidp 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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Success Indicator

Definition

Measurable tourism revenues generated per dollar invested in the

R.O.I. marketing/media campaign.
Measurable ratio of the total number of prospective visitors that called or
requested tourism information versus those callers who actually visited the
Conversion 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).

Increased number of tourism information request (directly related to the tourism

Inquiries project).
Level of awareness of the provinces of Atlantic Canada as pleasure travel
destinations and awareness levels for the tourism products, services and
Awareness 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.
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Tablel3pr es ent s nmakalirypregradeSpenditures by category afisical year.

Table 13 US Marketing Program Fiscal Budget

Activity Expenditur  Expenditur  Expenditur Total

Direct-to-Consumer Advertising $3,487,3865 $3816,77e7 $3,940,96e7 $11245,129
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 86,165 123,180 228,41
Program Manager 96,785 94,701 102,575 294,061
Miscellaneous - - 3,881 3,881
Meeting Expenses/Industry 6,481 6,386 4,429 17,296
rL(_;—:‘bsast:eunaIIocated HST/VAT . . (27.779 27.779
Total spending $4,099,993 $4359,828 $4.721,625 $13181,446

US Consumer Campaign
Tableldpr esent s ACTPO&s US consumer (cfiscahyeari gn expet

Table 14: US Direct-to-Consumer Advertising Fiscal Budget

Activity Expenditur  Expenditur  Expenditur  Agreement

e e e Total
2012/2N0N1°2 201 °2/2N0N1 4 2014/201E

Media Campaigns-Mid -Atlantic $2,283,155 $2351,320 $2381,681 $7,016,156

Media Campaigns-New England 953,50 1,209,184 1,276,607 3,439,367
Media Buying Fees 250,654 256,273 282,679 789,606
Total US Consumer $3,487.385 $3816.777 $3940,967 $11245.,129

The directto-consumer campaign is evaluated according to a set of performance indicators
established at the outset of the 2215 ACTP Agreement. An online conversion study measures
actual performance annually.
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The data shown ifable 15 is used to obtain the ROI values each year. The program targets
potential travllers 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 gpesithmates are applied

to the number of party visits this gives a measure of revenues generated. In 2013, the method of
conversion was modified bgpplying a mediaveightbased on the ratiof ACTP media buy to

total US media buy by provinc®ividing theadjusted ACTP revenues by the dollar amount of
initial investments in marketing (ACTP consumer media buy) provides the measure afROI.
ACTP consumer media buy is based on the marketing year and is reflected in Canadian dollars.

Table 15: US Conversion Indicatorsby Marketing Year

Indicator Description 2012 2013 2014 3 Year
Indicators Indicators Indicators Summary
Total Web Visits 5,575,663 6,644,055 7,875,228 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
% Recalled 26.2% 26.9% 29.9% 27.9%
# Recalled 52,531 73,688 90,463 216682
% 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 $1505
Revenues Generated $40,254,287 $58,905,176 $88,771,456 $187,930,91¢
Media Weight n/a 80% 53% 71%

Adjusted ACTP Revenues $40,254,287 $46,831,550 $46,876,165 $133,962,00z
ACTP Consumer Media Buy $3,597,808 $3,283,985 $3,158,966 $10,040,759
ROI $11.19 $14.26 $14.84 $13.34

Source: ACTP Travel Intentions & Conversion Survey
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US Travel Trade
Tablelépr esent s ACTPO6s US travel fistatysade expendi turl

Table 16: US Travel Trade Fiscal Budget

Activity Expenditure Expenditure Expenditure Total
2012/2013 2013/2014 2014/2015

Joint Marketing Partnership $113,505 $145,522 $178,738 $437,765

Consumer Travel Shows / In 69,965 73,748 80,030 223,743

Market Promotions

Atlantic Canada Showcase 175,000 - 175,000 350,000

Total US Travel Trade 358,470 $219,270 433,768 1,011,508

The goal of ACTPO6s US travel tfullamdependentdrgvela m i s
sales to the four Atlantic Provinces. ACTPOSs
indicators that are assessed allyu(Table 17). The program focuses on developing joint
marketing partnerships with tour operators and travel influencers that sell group tofuiyand
independent travgdackages to the Atlantic Provinces. Revenues generatedtiese partnerships

(tour costs and spending by travellers) are a
the ROI. Programs such as educational sessions, training seminars, FAM tours and special events
are supplementary marketing investmehtt tare not ROl based.

Table 17: US Travel Trade Performance Indicatorsby Marketing Year

Indicator Description 2012 2013 2014 3 Year
Indicators Indicators Indicators Summary
Number of partnerships 2 5 6 13
ACTP contributions to Joint $55,250  $113,506  $196,446  $365,202
Marketing Partnerships
Leveraged investment $59,500 $184,409 $322,683 $566,592
Value of ACTP related sales $773,900 $1199911 $2,020,974 $3,994,785
ROI $14.01 $1057 $10.29 $10.94
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US Media Relations

Tablel8pr esents ACTPOs US medi a r efissatypaons expendi

Table 18 US Media RelationsFiscal Budget

Activity Expenditure Expenditure Expenditure Total
2012/2013 2013/2014  2014/2015

Media Relations Program $119,861 $125,422 $128,595 $373,878

Media FAM Tour Program 11943 11,107 12000 35,050

Total US Media Relations $131,804 $136,529 $140,595 $408,928

The US media relations program is evaluated according to a set of perdermdicators that are
measured annuallyrable 19). The goal of the program is to maximize media value and impact
among consumer s i n BarGed médsvalue asrrgcket forneach friattarsd.

online editorial generat according to the media supplier rates. It takes into consideration the cost

of space and value of circulation/ i mpressions
investment in these activities can be compared witledineed medigalue generiad to provide

the ROIl.Theearned medigalue 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 Communicatiorsscontracted in the US to attract inflai@hjournalists
throughactivities such agpress releases, press trips and a media &vgaherate editorial®uring
press tours journalists gather photos, video, and content for their editorials.

Table 19: US Media Relations Rerformance Indicators by Marketing Year

Indicator Description 2012 2013 2014 3 Year
Indicators Indicators Indicators Summary
Media Value Generated $6,429,999 $3,247,877 $5,092,888 $14,770,764
Media Relations Investment $140,595 $140,595 $140,595 $421,85
Press Visits 13 18 30 61
Press Releases 9 9 9 27
Media Appointments 14 25 32 71
ROI $45.73 $23.10 $36.22 $35.02
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US Marketing Program Return on Investment

Table20 presents the three year US marketing program ROI.

Table 20: Three-year US Marketing Program ROI

January 1, 2012to December 31, 204 Marketing Cycle

US Marketing Investment ACTP Revenue ROI
Investment Generated
2012
Direct-to-consumer $3,597,808 $40,254,287 $11.19
Travel Trade 55,250 773,900 $14.01
Subtotal $3,653,058 $41,028,187 $11.24
Media Relations 140,595 6,429,999 $45.73
Total $3,793,653 $47,458,186 $12.52
2013
Direct-to-consumer $3,283,985 $46,831,550 $14.26
Travel Trade 113,506 1,199,911 $10.57
Subtotal $3,397,491 $48,031,461 $14.14
Media Relations 140,595 3,247,877 $23.10
Total $3.538,086 $51,279,338 $14.49
2014
Direct-to-consumer $3,158,966 $46,876,165 $14.84
Travel Trade 196,446 2,020,974 $10.29
Subtotal $3,355,412 $48,897,139 $14.57
Media Relations 140,595 5,092,888 $36.22
Total $3.496,007 $53,990,027 $15.44
Three Year Average
Direct-to-consumer $10,040,75¢ $133,962,002 $13.34
Travel Trade 365,202 3,994,785 $10.94
Subtotal $10,405,961 $137,956,787 $13.26
Media Relations 421,785 14,770,764 $35.02
Total $10827,746 $152,727,551 $14.11
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UNITED KINGDOM MARKETING PROGRAMS

Table2lpr esent s ACTPO6s UK mar keti ng figoalgegr am expe.

Table 21: UK Marketing Program Fiscal Budget

Activity Expenditure Expenditure Expenditure Total
2012/2013 2013/2014 2014/2015

Direct-to-Consumer $612,582 $296,775 $294,331 $1,203,688

Advertising

Travel Trade 169,644 188,468 249,361 607,473

Media Relations 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

Meeting

Expensesllndustry 6,315 5,987 4,500 16,802

Travel

Less: unallocated (9,696) (1,886) (1477) (13,059)

HST/VAT rebate

Total spending $1,017,772 $735,566 $830,243 $2,583,581

UK Consumer Campaign
Table22pr esent s ACTPOs UK consumer cfigcalpeari gn expel

Table 22 UK Direct-to-Consumer Advertising Fiscal Budget

Activity Expenditure Expenditure Expenditure Total
2012/2013  2013/2014  2014/2015
CTC/Consumer Program $581,230 $285,885 $254466  $1,121,581
Creative/Production/Collateral 31,352 10,890 39,865 82,107
Total UK Consumer $612,582 $296,775 $294,331  $1,203,688

The directto-consumer campaign igvaluated according to a set of performance indicators
established at the outset of the 2115 ACTP Agreement. An online conversion study measures
actual performance annually. The UK marketing program aims to generate an incremental increase
annually inUK visits, revenue and market share.

The data shown iTable 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
ard 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 stivéding the ACTP

campaignrevenues by the dollar amount of initial investments imketing (ACTP consumer
media buy) provides the measure of ROI.

Table 23: UK Conversion Indicators by Marketing Year

Indicator Description 2012 2013 2014 3 Year
Indicators Indicators Indicators Summary
# Unigue web visits from the UK 71,082 21,085 23,094 115,261
% Recalled 24.0% 33.3% 46.0% 30.1%
Advertising/Editorial
# Recalled Advertising/Editorial 17,059 7,021 10,624 34,704
% Converted Visits 14.1% 33.3% 31.0% 232%
# Converted Visits 2,405 2,338 3,293 8,036
Average Spendingn Atlantic $3.221 $1.760 $1.850 $2234
Canada
Revenues Generated $7,747,812 $4,114,880 $6,092,050 $17,954,742
ACTP Consumer Media Buy $686,406 $477,958 $269685  $1434,049
ROI $11.D $8.61 $2259 $12.52

Source: ACTP Travel Intentions & Conversion Survey

UK Travel Trade
Table2dpr esent s ACTPG6s UK travel fiscalygadte expendi t ui

Table 24: UK Travel Trade FiscalBudget

Activity Expenditure Expenditure Expenditure Total
2012/2013 2013/2014  2014/2015

Joint Marketing Partnerships $86,877 $103,347 $160,000 $350,224

Trade Shows / In Market 75,567 69,371 88,911 233,849

Initiatives

FAM Tour Program 7,200 15,750 450 23,400

Total UK Travel Trade $169,644 188,468 $249,361 $607.48

The goal of ACTPO6s UK t rgougtéurandfully iddepempdendtigarela m i s
sales toAtlantic Canada A CTP6s successes are evaluated ag:

that are assessed annuallelfle25). ACTP6s program cultivates pal
operators that sell groupurs andfully independent travel packagés the Atlantic Provinces.
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Revenues generated from these partnerships (tour costs and spending by travellers) are assessed in

terms of ACTPO6s investment to

det er mi

ne the RO

seminars, FAM tours and special events are supplementary marketing investments that are not ROI

based.

Table 25: UK Travel Trade Perform ance Indicatorsby Marketing Year

Indicator Description 2012 2013 2014 3 Year
Indicators  Indicators  Indicators ~ Summary
Number of partnerships formed 6 8 9 23
ACTP contributions to joint $80,474 $95,104  $112,470  $288,048
marketing partnerships
LeveragedInvestment $1,286,108 $98850 $112,843 $1,497,801
Value of ACTP related sales $2,274,164 $2,768,313 $3,413,649 $8,456,126
ROI $28.26 $29.11 $30.35 $29.36

UK Media Relations

Table26pr esent s ACTPOs UK umslicaegoryatidtagadlyean.ns expendi
Table 26: UK Media Relations Fiscal Budget

Activity Expenditure Expenditure Expenditure Total

2012/2013 2013/2014 2014/2015

Media Relations $130,757 $141,830 $176,500 $449,087

Program

Media FAM T our 16,945 10,465 12823 40233

Program

;Oﬁalt-UK Media $147,702 $152,295 $189,323 $489,320

elations

The UK media relations program is evaluated according to a set of performance indicators that are
measured annuallyr&ble27). The goal of the program is to maximize media value and impact to

consumer s i n

A C THardoesl médmvalue éstiracked forkeach article or posting

(online editorial) generated according to the media supplier rates. It takes into considkeation
cost of space and value of circulation/impressions (viewership) that each editorial commands.

ACTPOGs invest ment in travel

mediavalue generated to provide the ROI.

writers

aeardeds peci f
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Brighter Group iscontracted in the UK to attract influential journalists through activities such as
press releases, press trips and a media event to generate editorials. During préssriwmiists
gather photos, video and content for their editorials.

Table 27: UK Media Relations Performance Indicatorsby Marketing Year

Indicator Description 2012 2013 2014 3 Year
Indicators Indicators Indicators Summary
Media Value $8,446,495 $2,826,881 $9,461,308  $20,734,684
Generated
Circulation 85.2 milion 39.4 million 63.9 million  188.5million
Media Relations $153,861 $148,800 $189,323 $491,984
Investment
Press Visits 8 8 14 30
Press Releases 5 14 10 29
Media Pitches 23 44 35 102
ROI $54.90 $19.00 $4997 $4215
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UK Marketing Program Return on

Investment

Table28 presents the three yeaKUnarketing program ROI.

Table 28: Three-year UK Marketing Program ROI

January 1, 2012to December 31, 204 Marketing Cycle

UK Marketing Investment ACTP Revenue ROI
Investment Generated
2012
Direct-to-consumer $686,406 $7,747,812 $11.29
Travel Trade 80,474 2,274,164 $28.26
Subtotal $766,880 $10,021,976 $13.07
Media Relations 153,861 8,446,495 $54.90
Total $920,741 $18,468,471 $20.06
2013
Direct-to-consume $477,958 $4,114,880 $8.61
Travel Trade 95104 2,768,313 $29.11
Subtotal $573062 $6,883,193 $12.01
Media Relations 148800 2,826,881 $19.00
Total $721.862 $9,710,074 $13.45
2014
Direct-to-consumer $269,685 $6,092,050 $22.59
Travel Trade 112,470 3,413,649 $30.35
Subtotal $382,155 $9,505,699 $24.87
Media Relations 189,323 9,461,308 $4997
Total $571,478 $18,967,007 $33.19
Three Year Average
Direct-to-consumer $1,434,049 $17,954,742 $12.52
Travel Trade 288,048 8,456,126 $29.36
Subtotal $1,722,®7 $26,410,868 $15.34
Media Relations 491,984 20,734,684 $42.15
Total $2,214,081 $47,145,552 $2129
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Joint US and UK Marketing Program Return on Investment

Table29 presents th2014 andhree year joint US and UK marketing gram ROI.

Table 29: 2014 and Threeyear Joint Marketing Program ROI

January 1, 2014to December 31, 204 Marketing Cycle and January 1, 2012to December 31, 204 Marketing Cycle

Marketing UK
Investmen USACTP UK ACTP ACTP USRevenue Revenue Revenue us UK
t Investment Investment Investment Generated Generated Generated ROI ROI ROI
2014
Direct-to- $15.4
consumer  $3:158.966  $269,685 $3,428,165 $46,876,165 $6,092,050 $52,968,215 $14.84 $22.59 .
Eg‘ég' 196,446 112470 308,916  2.020974 3.413.649 5434623 $10.29 $30.35 $1—7'§’
Subtotal $3,355,412  $382,155 $3,737,567 $48,897,139 $9,505,699 $58,402,838 $14.57 $24.87 $15.6
gsggons 140,595 189,323 329918 5,092,888 9.461,308 14,554,196 $36.22 $4997 $£'11
Total $3,496,007 $571.478 $4.067.485 $53,990,027 MO $72.957,.034 $15.44 $3319 $LSA9
Three Year Average
Direct-to-  $10,040,75 $1.434.049 $11,474,80 $133,962,00 $17,954,74 $151,916,74 $13.34 $12.5 $13.2
consumer 9 8 2 2 4 4
Eg‘ég 365202  288.048 653250 3.994785 8456126 12450911 $10.94 $29.36 $1—9'g
Subtotal $10,405,96 $1,722,097 $12,128,05 $137,956,78 $26,410,86 $164,367,65 $13.26 $15.34 $13.5
1 (o] = Q C C
'\R";‘;'t";‘ons 421785  491.984 913769 14,770,764 20.734.684 35505448 $35.02 $4215 &2
Total $10.82774 g¢po14081 $13041.82 $152,727,55 $47,14555 $199.873.10 $14.11 $2129 153
[ay - = 1 (o) 2 I I 2

All-11



APPENDIX 1l

CASE STUDY
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Description

This case study asses#e€ T Pnd@edia relations initiatives acomponent 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 consumersediding 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, editdrials
testimonials, ultimately encourage travellers to select Atlantic Canada as their travel destination.

ACTPO6s media relations activities in the US a
The Media Relations Program in the US aims to gengratder awareness and a stronger positive
image for each of the four Atlantic Canadian provincesvagation destination through publicity

in visual, print and online media while the Media Relations Program in the UK aims to enhance
the appeal of Atlamt Canada as a vacation destination through publicity in visual, print, and online
media. ACTP contracted/deredith Pillon Marketing Communication® coordinate media
relations activities in the Midtlantic and New EnglantUS and key efforts include broedst
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 relationsigeer 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 caselg include:

1 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 websitasaded 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 asedeuhe scope of analysis.

1 Where survey respondents chose not to select a response optiorPriatgd travel
guidebooks Printed newspapers or magazind®rograms on TV/radip and instead
selected 00ther 6, their s uagypdderfearedmtothe r e s p «
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.
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Limitations of this case stydnclude:

1 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 etatio select Atlantic
Canada for their destination.

1 While several sources provide data and information related to media relations activities and
decision making for travel to Canada there is less data spegifEtiaining to Atlantic
Canada.

1 The methodlogy 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 ACTPO6s media relations efforts resul ti
2. Doesthe 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 infoomatere used to explore these questidixt4

Global Tourism Watcheports for US and UK markets commissioned by the GIT®Consumer

Research Repothy T NS; t Platk to @urddases StugyEnvironics Analyticé Target

Segment Media Review Presentatsod Segmentation Refresh C TUKdVsirket Profile US

Leisure Traveler Researctb Canadi an Touri sm: Prepared for tl
of Caloyd@do&dsWright Inc.; Brighter Group Proposal for Atlantic Caria@814/2015;

Meredith Pillon Maketing Communications, ACTP US Public Relations Program April 2014

March 2015; and thACTP 2014 Media Effectiveness Indicatoeport.

1. Are ACTPO6s media relations efforts resu

During the course of the 202015 ACTP agreement, TIAR has made a media relations
investment of $915,196. This investment has resulted in an agretmuate total of $5.5

million in media valie generated, and an agreerterdateROI of $38.80 for every $1.00 invested

in media relations. Availabldataon me di a val ue generated from AC
(detailed in sections 6.3 and 7aBd Table 29 of this report)provides substantive evidence that

media relations activities are resulting in publications.

2. Does the readhig/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 highlightoft he most predominantly reference:q
relations activities and the range of related data findings is as follows:

A Websites: 28%%69%
o Travel guide websites/websites dedicated to visitors and tourists2%%8%6
o Travel/persaal blogs: 5%59%
0 Magazine websites/newspaper websites: -B3%o

A (Printed) Travel guide books: 1368%

A Articles/stories in magazines or newspapers:52%

A Television travel shows/TV programs: 684%

A Radio program: 5%

Summary

There is evidencérom secondary research thadnsumersare usng several sources in their
decision making process for travel to Canada and specifically to Atlantic Caratiaxamples

of sources are discussed in the sections that foBewondary research revealed indirect linkages
betweenthe types ofmedia relabns activitiesused by ACTPand travell ersd dec
processesTravellers 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, wdsites (especially general search engines, social media, and online review sites e.g.,
Expedia and TripAdvisor) play very important rolesdecision makingtravellerscontinue to

access and use several mediespecially travel guide books and traveldguivebsites, articles

and stories in print and online magazines and newspapers, and TV progmamBuence travel
decisions. Research findings, broken down by US and UK markets, are provided in the sections
that follow.

US

US media relations data fdnis case study was retrieved from several secondary resouiges:
Consumer ResearchReport TNS ( N=1, 08 0) ; USLeisu@ Oravéler Resdnaich | n c .
(N=1,529); 2014 US Global Tourism WatclCTC (N=1,641); andlravel Intentions Survey
ACTP/Provinciddata (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 processeam priority and percentage uptake.

TheUS Consumer Research Repadpared 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 Canad@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. , FH@Wwr 0s)
Articles/stories in Magazines or Newspapers 20%
Television travel shows 11%

Other television (nontravel shows)i 4%

1 In-flight magazinei 3%

= =4 =4 A

Evidence on the sources of information used among trave™ —

. . ] . . For US travellers planning trips,
with interest in planning trip to Atlantic Canada supports tff 7 a ¢esand recommendations fron
existence of indirect linkages to media relations activit trusted sources like friends ang
supported by ACTP. However, it is worth noting the source{ family or AAA a
. . L . . with these key sources of guidanc
information that were indicated in the highest percentageq  where possible will help positively
those with interest in visiton Atlantic Canada wereOnline | influence the trip planning process.
review sites such as TripAdvisor(42%); Websites such as ~ TNS US Consumer RRZ’“;?:C
Expedia, Travelocity (42%); AAA (42%); and Advice of

friends or relatives (36%).

PhoCus Wr i gShlteisutemiavelérResearéhi n d i rsgusces ofrinfordnationtiat]
influenced [a travellero6s] decision to visit
(N = 1,529) indicated:

1 51% of travelers usedVebsites to influence their decision (36% useebsites via
computer; 9%usewebsites or applicationsa tablet; and 6%isewebsites or applications
via mobile phone)

o Of the travelers who usalfebsitesto influence their decisions (N =548):
A 19% usedTravel guide websites (e.g. Lonely Planetp influence their
decisions
A 13% usedrravel blogsto influencetheir decisions
A 12% usedMagazine websites/newspaper website® influence their
decisions

1 13% of travelers usedrinted travel guidebooksto influence their decision

1 7% of travelers uselrinted newspapers or magazinet influence their decision

1 6% of travelers use®rograms 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
advertisig). Respondents were invited to select all sourl 5 on| i ne ceh abngmoe | s 0 4
that apply. It is worth noting th&®ersonal recommendations| information for Northeastern travellers
from friends/family tied with Websites via computer(36% | ' "terested in vis

. . . ~TNS US Consumer Research Rep
of respondents) as the predominant source of information
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t o i nfl ue nsadecisian totvisidhlgoeworthenotidg is that 11% of polled respondents
indicated they were ONot Surebd what sources o

The overwhelming leaders in websites used by travellers to make travel decisions,re/moh a
directly or explicitly attribut eGenealesearBhCTP 6 s
engines, such as Yahoo or Goog(e8%) andTraveler review websites, such as TripAdvisor

(44%). 1t is worth noting that 4% of polled respondents indicateg thd 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 relatioitigsacti
supported by ACTP.

The2014 US Global Tourism Watcaport commissioned by the CTC provides further insight on
whether the reading/viewing of media relations publications results in consumers deciding to visit
Canada. | n souee oh srfomation thahencowaged consideration for Canada a
survey of US pleasure travellers considering a trip to Canada (N = 1,641) identified:

1 28% accessedWebsiteto source information to encourage consideration for Canada
o Of those who used a website todiout about Canada (N=443), 25% accessed
Travel guide websitedor information pertaining to their travels

1 19% accessed Bravel guide bookto source information to encourage consideration for
Canada

1 18% accessed®&V Program to source information to encrage consideration for Canada

1 11% accessed akrticle in newspaper or magazineto source information to encourage
consideration for Canada

1 7% accessed Blog about Canadato source information to encourage consideration for
Canada

1 5% accessed 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) artevious 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, 0 5reliarel®ians actviges inciugel at ed t o

1 21%- Travel guide or books
1 20%- Magazine or newspaper articles
1 18%- TV Program
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1 15%- Websites dedicated to visitors and tourists
1 10%- Online articles in magazines or newspapers
1 5%- Personal blogs

It is worth notingthe top ranking source of awareness for Canada among both international
pleasure travellers (N=3,000) and those who have recently visited Canada (N=1,060¢mdss

and family, in person(25% and 31%, respectively), a source not directly or explidithpated

to media relations activities.

According to the2014 US Global Tourism Watcekport, in terms of how influential a source of
information is on an indivi dithdfdlewing dowdescoé of w
information, whichpertai t o ACTPOs media relations activit
(N = 3,000) as having the greatest influence on decision making:

1 Travel guide or booksi 69% indicated highest levels of influence
1 TV program i 64% indicated highest levels of influence
1 Websites dedicated to visitors and tourist$ 59% indicated highest levels of influence
1 Personal blogs 59% indicated highest levels of influence
1 Online articles in magazines or newspapers 54% indicated highest levels of influence
1 Magazine or newspapearticles i 52% indicated highest levels of influence
The most influenti al source of information o

Friends and family, in person (80% indicated highest levels of influence). Interestingly, the
second moshtifluential source of information wasavel agent, in person(79% indicated highest
levels of influence).

A CT PZD34 Media Effectiveness Indicatopsovide further insight into resources that are
memorable and may indirectly impact decision making ofeltaxs. 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 incMdgazines (29% of respondents),
Newspaper(15% of respondents), amdlitori al (12% of respondents).

UK

11 This question was on a grouped scale of 1 to 10, where 1 is not influential at all ancefiiffluential. The
response scale was gr oup3edd;-7ais4 fao0dd ,ivesi0OtOM Dlegd B e s Enbiwng il
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 WatchCTC (N=1,499);Holiday Trends 2014BDRC Continental
(N=1,000);andUK Market Profile CTC.

Dependihg 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 pege uptake.

A highlight of t he most predominantly
relations activities and the rangérelated data findings is as follows:

A Websites25%55%
o Travel guide websitészebsites dedicated to visitors and tourid&%-57%
o Travel/personal blogs: 4948%
0 Magazine websites/newspaper websites: -H%

A (Printed) Travel guidéooks:9%-60%

A Articles/stories in magazines or newspapers: 139%b

A Television travel shows/TV progrank3%-52%

A Radio program2%
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The 2014 UK Global Tourism Watcteport commissioned by the CTC provides insights on
whether the reading/viewing of media relations publications results in consumers deciding to visit
Canada. | n souee ohsformdtion that e€purdged consideration for Canablg a
survey of UK longhaul pleasure travellers considering a trip to Canada (N = 648) indicated:

1 25% accessedWebsiteto source information to encourage consideration for Canada
o Of those who used a website to find oub@tbCanada (N = 158), 24% accessed
Travel guide websitedor information pertaining to their travels

1 17% accessedR Program to source information to encourage consideration for Canada

1 14% accessed BEravel guide bookto source information to encouragensideration for
Canada

1 11% accessed article in newspaper or magazineto source information to encourage
consideration for Canada

1 4% accessed Blog about Canadato source information to encourage consideration for
Canada

1 2% accessed 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 atFRriendborfamiyd t o A
(in person)(46% of respondents).

In terms of source of awareness for Canada of-lemg pleasure travellers who visited Canada in
the | ast three years (N=299), sources related

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

= =4 4 A4 A 4

The top ranking sources of awareness for Canada among those who have recently visited Cana
(N=299) werd-riends and family, in person(34%) andBrochure from a travel agency or tour
operator (24%), both sources not directly or explicitly attributed to media relations activities.
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In terms of how influential a source of informationisonanindi dual 6s choi ce of
vacationt?t he f ol |l owing sources of informati on, w
activities, were identified by respondents (N = 1,499) as having the greatest influence on decision
making:

1 Travel guide or booksi 60% indicated highest levels of influendéofe: selected second
most frequently of all response optipns

1 Websites dedicated to visitors and tourist$ 57% indicated highest levels of influence
1 TV programs i 52% indicated highest levels of influence
1 Persmal blogsi 48% indicated highest levels of influence
1 Online articles in magazines or newspapers 40% indicated highest levels of influence
1 Magazine or newspaper articles 39% indicated highest levels of influence
The most influential source of informabn on an i ndividual 6s trave

Friends and family, in person(76% indicated highest levels of influence).

The CUKCMasket Profle( February 2013) i ndicates that f
important role at the early stagesf the path to pdJdY/mdicashaave and
magazine/newspaper articlasdtravel guides/bookas key early sources for trip inspiration. In

terms of sources for trip planniriga further step down the path to purchagbe UK Market

Proflehi ghl i ghts the predominant wuse of online s
continue to rely on travel guides/ bookso.

BDRC Co ntHoldaynterads ZDHB4eport identifiesGeneral media articles/features on

the destinationas one of the toprompts to create interest in a holiday destination for 2014 (14%

of survey respondentdl=1,00Q and also highlights the increase in influence of websites in the
holiday decision making process. The report notes several sources of information wisicopine

of ACTPO6s media relations activities Ang beincg
website (excl. social mediaj55% of respondentsgny PR/articles on destination(11% of
respondents); anGuidebooks (9% of respondents). Interestinglyetheport identifies younger
generations (ages 2Z) as more significantly influenced by a range of communication channels

T of note,PR/articles on destinationi when deciding to book a holiday. The report also identifies

A r tawelse and prieceensitivef ami | i es 0 as being influenced by
sources when making decisions about holiday bookings,RiRtfarticles on destination(15%)
andGuidebooks(8%) factoring in the top eight sources of information used.

2 This question was on a scale of 1 to 10, where 1 is not influential at all #nslel§ influential. The response scale
was grouped as fol 30owgagi;4n Blo0d®,N 8WKiAtohwoe8 Aidsenting the h
influence on decisions.
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Roll up of Findings

Mediarelations is a fast and evevolving component of
ACTPOGs marketing progr at
continually need to evolve, respond to changing tre

fiStrategies and tactics that were effective ju
two or three years ago are now obsoleté s
~ Brighter Group Work Plan for Atlanti
Canada 2013/1

in how prospective travellers in target markets e
accessing and using information to planl ok trips to Atlantic CanadsVhile the evalation

team did not find directconclusive evidence that media relations efforts result in consumers

ef f |

deciding to visit Atlantic Canada, the team identified several sources of indirect evidence to
support thénypothesis that media relations activities do impact consumer decisions on their travel

plans.

Recommendations from family and frieraasl social networkdake a lead in both US and UK
markets in terms of media recall, sources for information for tripnotan and decision making
about travel including for trips to Atlantic Canada. Howevdérere is evidence that travellers

(all surveyed demographics) are accessing and using newspaper and magazine articles, guide

books and other resources attributed to radia 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 potentlakbmée 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 afeb searb prevalenceand desire for family and friend

recommendationso assist in making travel decisio
makes blogs a potentially impactful source f
information, in particular for younger age groups-g24)
that are most impacted by and responsive

i Mar k et e costinug to enoployda mix
of traditional and modern mediums tg
influence prospective travellers o

~ UK Market Profile CTC, February 2013

websitesocial media influences.

Potential Areas to Explore in the Future

Traveller Types: For example, for

New Brunswickos

Expl

Purchase identifies a specific timeline and list of sources of information used by Authentic

Experiencers, Cultural Explorers and INassle Travellers. Further research could explore in a

more detailed way the timelines, sources of information and decision making iongagilorer
types as well aglifferences in levels of print media use and resitip of specific titles among

target segments (e.g., Young Families, Exurban Explorers, Outdoor Experiencers) dhddgow

differenceamust be factored into media relations activities.
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Timeline of Impact for Specific ResourcesSeveral sources acknowlestfjthat media relations
activities play roles at di fferent times dur.
research could explore the most i mpactf ul tion
example, the CTC Path to Purchase fowNBrunswick Target Explorer Quotient Types identifies

that Travel shows on televisipdrticles in magazines iheding travel magazingsand Travel

guidesand booksr e sources with more early idhslprgct s i n
them build awareness, consider options, and make early itinerary plamkile Articles in

magazines inadingtravel magazinesontinue to be used by travellers as a source at the finalizing

and booking stage.
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