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2016-17:Year of Transition and 
Change 

 Transfer of the Destination Marketing Organization 
(DMO) function from Nunavut Tourism to Destination 
Nunavut. 

Destination Nunavut is working to build capacity, 
transfer files and generate plans. 

Nunavut Tourism can focus on what truly matters: 
OUR MEMBERS! 

 
 DMO 



Funding Sources and Resources 
• Government of Nunavut, Economic 

Development and Transportation (EDT) 

• Canadian Northern Economic 
Development Agency (CanNor) 

• Government of Nunavut, Department 
of Environment Fisheries and Sealing 

• Destination Canada 

• Member Airline Partners:                   
First Air, Canadian North, Calm Air  

 



Key Markets 

• Primary Markets: Canada and the United 
States of America 

• Secondary Markets: United Kingdom, German-
speaking Europe (Germany, Switzerland, 
Austria), and France 

• Emerging Markets: Australia and China 
 
 



Member Marketing Mix 

• Public and Media Relations 
• Cooperative Member Marketing Programs 
• Member Advertising 
• Social Media 
• Travel Trade 
• Media/Trade/Consumer Shows 
• Market Research 



NT Marketing Publications 

• Explore Nunavut Travel Planner 
• Member Insert 
• Fishing Guide 
• Hunting Guide 
• Nunavut Map 

 



Far & Wide: Millennial Travel Program 
farandwide.much.com 



Smart Display Member Experience 
Online Advertising Campaign 



Toronto Pearson International Airport Member 
Experience Marketing Campaign 

 



Nunavut Tourism Website Advertising Program 



Discover Your Nunavut Campaign 



Nunavut Based Advertising 

 



Media & Trade Familiarization Trips 
AKA Fam trips 

Requests are evaluated on a case by case basis 
according to the following key criteria: 

• Proponents must have a commitment to 
publish. 

• Proposed itineraries must include at least one 
Nunavut Tourism member operator.  

• The intended media outlet and audience for 
the media coverage must align with Nunavut’s 
target markets. 
 







Toronto Outdoor Adventure Show 



Vancouver Outdoor Adventure Show 



Rendez-Vous Canada (RVC) 



www.nunavuttourism.com 



Social Channels 

@NunavutTourism #DiscoverNU 

NunavutTourism #DiscoverNU 

@NunavutTourism #DiscoverNU 

https://twitter.com/nunavuttourism


Affinity Co-operative Marketing Engagement 



Current & Future 

• New Website 

• Brand Refresh 

• New Funding Applications 
– Digital Content Marketing Strategy 

– Execution of the US Affinity Marketing Campaign 

– New Co-op Marketing Programs 

– And more 
 
 



 

QUESTIONS 
  
 
 
 

Thank you! 
 

marketing@nunavuttourism.com 
Tel: 867-979-6551 

mailto:marketing@nunavuttourism.com
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