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2016-17:Year of Transition and
Change

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

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

v Nunavut Tourism can focus on what truly matters:

OUR MEMBERSI
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Funding Sources and Resources

Government of Nunavut, Economic ﬂ
e

Development and Transportation (EDT)

, _ Nuhavl
Canadian Northern Economic

Development Agency (CanNor) W

Government of Nunavut, Department CANADIAN NORTH

of Environment Fisheries and Sealing C |

Destination Canada

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

I*I Canadian Morthern Economic  Agence canadienne de
Davelopmant Agency développement éconamique du Nord



Key Markets

 Primary Markets: Canada and the United
States of America

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

e Emerging Markets: Australia and China
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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

Explore




Far & Wide: Millennial Travel Program
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Smart Display Member Experience
Online Advertising Campaign
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Toronto Pearson International Airport Member
Experience Marketing Campaign

www.nunavuttourism.com



Nunavut Tourism Website Advertising Program

Side-har Ads
Ad specifications: 206px by 290px by 72dpi
Eight spaces available

- 2200 for members who are in the 60 annual
membership fee category

- 5400 far members who are in the 180 annual

membership fee category

—wrintT  MEMBERS MEDIA £ IS0

525 DeS™denrtdt
NUNAVUT TOURISM

Hunawut Thingsto See & Do Where Planning Your

o

Banner Ad

Ad Specifications: 728px by 90px by 72 dpi

Four spaces available

- %300 for members who are in the $60 annual membership fee category

- 5600 for members who are in the 5180 annual membership fee category




Discover Your Nunavut Campaign
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Nunavut Based Advertising

Nunavu{:

UNTAMED # UNSPOILED # UNDISCOVERED

'INCREDIBLEI
DISCOVER WHAT MAKES IQALUIT
NOR ' t Tourism is a Non-Profit Membershlp

Be sure to visit our website

Be sure to visit our website
for the most up date

for the most up date : 7
information on members information on members
and their activities aﬂd‘hﬂfaﬁ:"ﬂ*@

throughout the year, Nunavust Tourism
throughout the year, stan Nunat Tourismn gho! yea ‘Suravnm) Pulsakatasighyt

1-866-NUNAVUT  www.nunavuttourism.com 1-866-NUNAVUT - www.nunavutiouriam.com



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
oublish.

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

e The intended media outlet and audience for
the media coverage must align with Nunavut’s

target markets.



PRINT ONLINE TELEVISION SOCIAL EVENTS TRAVEL

THE WORLD'S LEADING ACTIVE LIFESTYLE BRAND
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Home  About Sponsors Episodes & Schedules  News & Events  Rough Gear  Quffitters  Rough Cooking American Angler Grand Prize Sweepstakes

Extreme Arctic Adventure!

‘Win a seven-day, seven-night trip for two to Tree River Lodge in Nunavut, Canada
Start planning your once-in-a-lifetime adventure today!

SELECT ANOTHER CONQUERING TUNDRA CARIBOU
SEASON

Paul Beasley is hunting in the Nunavut tundra for Central Barren Ground Caribou with his bow, h
Selectone ¥ many up-close encounters but with bad weather forecasted will he be able to harvest a bull? Ou
"The Lodge at Litile Duck” & "Edehon Lake Caribou Camp"




Toronto Outdoor Adventure Show




20%

4% ($25-50K}
(L1100 =)

45%

CES0-100KD

WHY THEY ATTEND

81% caiih seee
test product

55% berfoz pul:f:ffasing
obtain info about

66% tra!..rel:1{:|esti‘;:;Ell?[{:nsrwmIr

84 % purcnace t the show

isitol the: il

90% :omersb?:ﬂc}i’( to ;:I

show next year

100%

are active and passionate
outdoor enthusiasts!

Vancouver Outdoor Adventure Show




Rendez-Vous Canada (RVC)

Canad]

Montréal, Québec

du 24 au 27 avril 2016

Mon RVC A propos de RVC Mises a jour sur les marchés Horaire Destination héte Acheteurs Vendeurs Médias Photos




WWW.

All Users + Add Segment
100.00% Sessions

Overview
Sessions - |VE. Selecta metnic

@ Sessions

nunavuttourism.com

Apr 1, 2016 - Mar 31, 2017 -

Hourly ' Day | Week = Month

July 2018

Sessions Users Pageviews Pages / Session

275,286 221,880 592,784 2.15

RS WIS v [P Eeaeeerpy gy = e mepee T e e s N

Discover Nunavut with the
new interactive map.

DISCOVER

NUNAVUT — LIKE NOWHERE ELSE ON EARTH!

ARt e 4R #

Wwildlife Viewing
!

October 2018
Avg. Session Duration Bounce Rate
00:02:19 64.41%

i New Sessions

80.04%

Country

January 2017

M New Visitor B Returming Visitar

Sessions % Sessions

1. =] Canaca
2. mE United States
1. §E United Kingdom

4. 13 France

5. MR Germany
6. Bl Australia
7. & India

8. @ Fakistan
9. @ Switzerland

10. inotset)

165635 N 0.7
60667 W 2204

6693 | z243%
6405 | 233%
4363 | 1.58%
071 | 102%
1,710 | 062%
1473 | 054%
1434 | 052%
1,356 | 0.49%



y Tourts™ 250 Reactions, comments & shares
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https://twitter.com/nunavuttourism

Affinity Co-operative Marketing Engagement

What is the US Market Potential?

Trip Purpose - Trend (000's) Age Distribution of US Leisure Visitors

7,000
6,000 -—'_\/\
5,000
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1,000 _/\
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2011 2012 2013 2014 2015

P siness s pPleasure ess\/FR sQOther o
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12-14
15-19
20-24
25-34
35-44
45-54
55-64
65-74

75+

Share of Arrivals by Trip Purpose

0,
(2015) 14.04M 13%

Arrivals Arrive by a car, with

16% arriving by plane

48%

Spend $1408
per couple

VFR
Other

@ $8.76B Average trip spend

Business
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Current & Future

e New Website
e Brand Refresh

e New Funding Applications
— Digital Content Marketing Strategy
— Execution of the US Affinity Marketing Campaign
— New Co-op Marketing Programs

— And more
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Thank you! -

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