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1. TOURISM IN THE NWT

What’s in this for me?

Every business sells to some sort of market. In tourism these
markets are entire nations. This section will introduce you to
the key markets for tourism in the NWT.




LEISURE VISITORS TO THE NWT (2010)
Out of all of the NWT's leisure visitors, Canadians are
by far the most likely to travel North to our territory.

Tourism in the NWT

The Northwest Territories is a spectacular place.
From Aurora, ice roads and DC3'’s to the midnight sun,
world-class trophy fishing, pristine wilderness and vibrant
culture, we are attracting visitors from around the world.
Here are some numbers that prove tourism makes an
important contribution to our economy.



Primary Markets

Ongoing, active marketing
Is in these markets. The
majority of marketing dollars
are spent here.

* North America (Canada,
with special emphasis on
Ontario, British Columbia,
Alberta and Saskatchewan,
and the United States)

* Asia Pacific (Japan)

* Europe (Germany/
Switzerland)

CONSIDER THIS

All of the above markets are being closely and actively examined by the Canadian Tourism Commission, and new
developments in each country are published in quarterly reports which are available on the CTC website at the link below.

www.corporate.canada.travel/en/ca/markets_products/quarterly_reports/index.html
Knowledge is power and leaming how to connect with markets both near and far away will help your bottom line.

Secondary Markets

Active exploration and testing
in these markets is being
completed to determine the
strength and potential of these
markets. They wiil likely be
five years or more away from
becoming active markets.
Marketing will be done in
conjunction with the Canadian
Tourism Commission (CTC).

» North America (Mexico)

¢ Asia Pacific (China, South
Korea, Australia)

» Europe (United Kingdom,
France)

7Long term markets show signs
of future strength and may merit
small test programs. They will
likely be ten years or more away
from becoming active markets.
The CTC is currently doing
some initial sales calls and a
small amount of marketing in
these areas. NWT Tourism will
follow the progress of

these markets.

* Asia Pacific {India)

¢ Other (Brazil)




2. AN INTRODUCTION TO THE TRAVEL TRADE

What’s in this for me?

In every game you play you need to know who you're

playing with. The following section describes all of the people
who could buy your products. Ranging from the individual
consumers who are buying for themselves to wholesalers who
could be buying for a nation.




The Consumer - e consumeris the

“End User” of all tourism products. The Consumer is
the most significant player in tourism. All product, and
its price point, is based on consumer use. Tourism
product is created with the consumer’s experience in
mind. The consumer can be anyone, from anywhere,
which is why the sales channels used for marketing
can be so varied.

The Travel Agent (TA) -wave

Agents sell existing pre-packaged travel product
and packages directiy to consumers. They are paid
through commissions provided by Wholesalers/Tour
Operators and service charges and booking fees.
They take pre-packaged deals of flights, lodging and
activities and sell them to consumers.

The Wholesaler/Tour
Opel’ator (TO) - Tour Cperators produce

vacation packages for domestic and/or international
travellers travelling to any point. They bundle travel
components together and sell these packages, via
travel agencies, to the consumer. The distribution
channel typically involves two channels: Tour Operator
and Travel Agent. An example of a tour operator
would be WestJet Vacations, Thomas Cook Holidays,
Nolitours.

Below is a diagram illustrating the channels of distribution. Wholesale/Tour Operators package
together travel components and then sell them, through travel agents, to the public.
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Some wholesalers cater to all clientele while others
will specialize in FIT, Motorcoach or small group. It is
important to know the difference and which segment
your Travel Trade partners are marketing to.

In order for the NWT to grow the tourism sector,
tourism suppliers in the Territories need to determine
which of the key players in tourism they wish to sell
to. Understanding the role they play and how to
market to them is key.

Building a “long-haul” or international clientele
requires suppliers to market their product through
wholesalers. While wholesaling is a great way to get
the product in to the international marketplace, it
does require some special consideration and pricing
strategies as well as a long-term commitment. A
tourism product must be deemed "Export Ready” in
order to work with the travel trade.

FIT (Frequent/Fully
Independent Traveller)-rr

bookings are individual leisure travellers. A FIT
traveller purchases a pre-paid vacation package and
travels independently. A FIT is usually unescorted and
has purchased the travel package from a retail travel
agent. The Wholesaler has provided the FIT packages
to the travel agent so usually the Wholesaler’s

name may or may not be known to the traveller. FIT
travellers will produce “vouchers” for all pre-paid
components of their itinerary.

RV/ Caravan - FIT client, or group of

FIT clients, that tours in a rental RV. Popular with
Europeans and Australians, these travellers will rent a
recreational vehicle from a wholesaler and may or may
not create a travel plan in advance. RV Rental outlets
can be found in Vancouver, Calgary, Edmonton,
Toronto and Montreal. Wholesale RV clientele is being
pursued and could be a lucrative market for the NWT
as capacity and pricing is not a barrier.

Motorcoach/Charter - group,

either pre-formed or made up of individuals who
have bought in to the tour, that follow a pre-set travel
itinerary. A typical Motorcoach tour caters to 32-50
passengers. Once the mainstay of the Travel Trade
industry, these escorted excursions have steadily
declined largely because consumers are more
confident to travel independently with the onset of
the internet and tha information it provides. As many
areas of the NWT have limited capacity for large
groups, the Motorcoach industry is not a market
actively pursued.

Sma" G rou p - van touring is becoming

more and more popular, particularly from the European
and Australian markets. These escorted tours provide
more flexibility in the travel itinerary and allow for ad-
hoc stops enroute. Ideal for all regions in the NWT as
the tours are typically made up of 5-12 passengers.

N |Che - in recent years trave| trade has had
to adjust their sales strategies to meet the unique
demands and interests of their clientele.

ESL (English as a Second
Language) students - consider

Canada the ideal destination for language study. Many
Asian and South American wholesale operators have
dedicated ESL programs for groups who will study
and travel throughout Canada and the USA to

learn English.

Corporate/Incentive - many north

American and Asian wholesalers have “Incentive”
divisions that cater specifically to a corporate clientele
who use travel as a basis to motivate their employees
and/or customers. Incentive trips tend to be “high
end” or exclusive offerings that reward those who
meet sales thresholds, etc. Fishing, hunting, and
iconic sightseeing trips are some of the more popular
Incentive trip options.



3. WHAT IS EXPORT READY?

What’s in this for me?

This section will show you what it takes to get your product
Into the travel trade. Here you'll learn what NWTT expects of
its members who push themselves to be “Market Readly.




is an industry term used to describe product

that is ready to be marketed overseas through

travel wholesalers. Northwest Territories Tourism
coordinates many international programs that require
tourism suppliers to meet specific criteria to be
considered for participation. Thesa conditions are
based on the input of overseas travel trade, tourism
product suppliers and receptive tour operators; and
have besn developed in order to ensure the best
possible representation of the NWT's tourism industry
in International markets.

Export Ready product must be delivered throughout
the NWT in a way that allows customers to experience
the lconic NWT attractions easily and at a

reasonable price.

Wholesalers want suppliers to understand how they
contribute to tourism in the NWT. They want their
partners to consider them as an extension of their
sales team that locks after long-haul marketing. They
look for competitive pricing, consistent quality and
acceptable reliability standards. They want to feel
confident that their customers are in good hands and
receive the services outlined in their travel documents.

Wholesalers expsct strong two-way communication
and iImmediate response to their enquiries and
requests. They will work with the suppliers who make
it most convenient for them to do business and who
wish to forge strong partnerships.

Wholesalers strive for long-standing supplier
relationships and look for partners they can work with
to build the business for both parties.

3.1 Criteria
Highlights:

Suppliers wishing to wholesale their product
must be able to demenstrate an adequate
knowledge and understanding of the roles
played by Whelesalers/Tour Operators;
Receptive Tour Operators (RTO's), and retail
travel agents. This includes an understanding
of rack and/or retail pricing, commissionable
and wholesale net rates.

Wholesalers/Tour Operators will expect
wholesale/net pricing. The supplier must be
willing to pravide contracted nat rates.

Interested suppliers must be prepared

to provide detalled pricing and program
information & minimum of one year - 18
months in advance of selling season, i.e.
May 2013 for the summer/fall 2014 season,

Suppliers working with trade are required to
respond within 24 hours/12 months a year
to requests, enquiries, reservations and
cancellation

The supplier must have a proven track record
for safe and professional cperation and carry
adequate insurance and licensing




The supplier must honor contracted net rates until
the expiry of the contracted agresment.

Proven Track Record & Safety

The supplier must be in business at least one
year, with a proven track record for safe and
professional operation

The supplier must carry adequate insurance
{example: minimum $3 million liability insurance for
an adventure product supplier is recommended).
TIP: Discuss this with your receptive operator;
sometimes they can add suppliers to their existing
policies at nominal cost.

The supplier’s business and required operating
licenses must be current.

The supplier must be prepared to accept
reservations and deal with enquiries by telephone,

fax or internet on a year-round basis.

The supplier must be prepared to respond to
enquiries and confirm booking arrangements
within 24 hours.

Marketing

The supplier should be able to provide travel trads
and media clients with high resolution images, or
standard computer format images of the product
or operation. These are for use in brochures,
promotions and editorials.

Suppliers should be prepared to host wholesalers
and media representatives for “familiarization
tours™ to promote export ready product.

Once negotiations are complete, a formal,

duly signed contract is required to confirm the
agreement. Suppliers are expected to be able
to generate a Wholesale contract that confirms
rates, seasonality, cancellation/deposit palicies,
allotments, etc.

it is the responsibility of the supplier to set up
billing arrangements with the operator, agency or
receptive tour operator.

* The supplier must accept client vouchers as
confirmation of payment for reservations, when
requested.

* Invoicing operator for payment to be remitted
within 30 days is standard practice. Due to
high costs, it is not practical for an international
operator to provide separate deposits and/or
payment for each booking.

Though the following suggestions are not essential
criteria for participating in NWTT's international

marketing programs, many of our most successful
tourism businesses have incorporated these elements
into their marketing and operations strategies:

Marketing

* Develop a website offering information on
your product.

» Destermine business priorities in terms of group
or FIT businsss. If you plan to pursue group
business, consider access by tour buses, parking/
turnaround areas, washroom facilities etc.
Determine your minimum and maximum
group size.

s Provide support (free or deeply discounted rates)
for travel trade familiarization tours and a “media
rate” for media familiarization tours.

» Consider attending travel trade shows involving
international buyers, either In North America
or overseas.

* Consider the inclusion of receptive tour operators
in your marketing and sales plan, and implement
a regular sales call program for these companieas
if you decide to use this distribution option to
develop your international business.

* As your business grows, consider expansion
of your sales call program to include overseas
contacts as well as Canada or US-based
receptive operators.



is an industry term used to describe product

that is ready to be marketed overseas through

travel wholesalers. Northwest Territories Tourlsm
coordinates many international programs that require
tourism suppliers to meet specific criteria to be
considered for participation. These conditions are
based on the input of overseas travel trade, tourism
product suppliers and receptive tour operators; and
have been developed in order to ensure the best
possible representation of the NWT's tourism industry
in international markets.

Export Ready product must be delivered throughout
the NWT in a way that allows customers 1o experience
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reasonable price.

Wholesalers want suppliers to understand how they
contribute to tourism in the NWT. They want their
partners to consider them as an extension of their
sales team that looks after long-haul marketing. They
lock for competitive pricing, consistent quality and
acceptable reliability standards. They want to feel
confident that their customers are in good hands and
receive the services outlined in thelr travel documents.

Wholesalers expect strong two-way communication
and immediate response to their enguiries and
requests. They will work with the suppliers who make
it most convenient for them to do business and who
wish to forge strong partnerships.

Wholesalers strive for long-standing supplier
relationships and look for partners they can work with
to build the business for both parties.

3.1 Criteria
Highlights:

Suppliers wishing to whelesale their product
must be able to demonstrate an adequate
knowledge and understanding of the roles
played by Wholesalers/Tour Operators;
Receptive Tour Operators (RTO's), and retail
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and wholesale net rates,
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for safe and professional operation and carry
adequate insurance and licensing




The supplier must henor contracted net rates until
the expiry of the contracted agreement.

Proven Track Record & Safety

The supplier must be in business at least one
year, with a proven track record for safe and
professional operation

The supplier must carry adequate insurance
(example: minimum $3 million liability insurance for
an adventure product supplier is recommended).
TIP: Discuss this with your receptive operator;
sometimes they can add suppliers to their existing
policies at nominal cost,

The supplier's business and required operating
licenses must be current.

The supplier must be prepared to accept
reservations and deal with enquiries by telephone,

fax or internet on a year-round basis.

The supplier must be prepared to respond to
enquiries and confirm booking arrangements
within 24 hours.

Marketing

The supplier should be able to provide travel trade
and media clients with high resolution images, or
standard computer format images of the product
or operation. These are for use in brochures,
promotions and editorials.

Suppliers should be prepared to host wholesalers
and media representatives for “familiarization
tours” to promote export ready product,

Once negotiations are complete, a formal,

duly signed contract is required to confirm the
agreement. Suppliers are expected to be able
to generate a Wholesale contract that confirms
rates, seasonality, cancellation/deposit policies,
allotments, etc.

It is the responsibility of the supplier to set up
billing arrangements with the operator, agency or
receptive tour operator.

The supplier must accept client vouchers as
confirmation of payment for reservations, when
requested.

Invoicing operator for payment to be remitted
within 30 days is standard practice. Due to
high costs, it is not practical for an international
operator to provide separate deposits and/or
payment for each booking.

Though the following suggestions are not essential
criteria for participating in NWTT's international
marketing programs, many of cur most successful
tourism businesses have incorporated these elements
into their marketing and operations strategies:

Marketing

Develop a website offering information on
your product.

Determine business priorities in terms of group

or FIT business. If you plan to pursue group
business, consider access by tour buses, parking/
turnaround areas, washroom facllities etc.
Determine your minimum and maximum

group size.

Provide support (free or deeply discounted rates)
for travel trade familiarization tours and a “media
rate” for media familiarization tours.

Consider attending travel trade shows involving
international buyers, either in North America
or overseas.

Consider the inclusion of receptive tour operators
in your marketing and sales plan, and implement
a regular sales call program for these companies
if you decide to use this distribution option to
develop your international business.

As your business grows, consider expansion
of your sales call program to include overseas
contacts as well as Canada or US-based
receptive operators.



4. YOU AND THE TRAVEL TRADE

What’s in this for me?

Every tourism business is different and requires specific
marketing tactics to build business. Travel Trade is a unique
sector and can provide excellent reward to those who
distribute through them but, in some cases, businesses
accomplish their goals simply by marketing direct to
consumer. Each business must assess the benefits, the costs
and the culture before pursuing travel trade.




QUESTION ?

Do you have a marketable
product for the travel trade?

CONSIDER THIS *

An obvious need for new, organized and marketable tourism product
in the NWT has created funding opportunities for people who are
willing to develop Export Ready product. Reputable operators,
producing a unique program with a specific market in mind could be
very successful,

Individuals interested in setting up a tourism business must be
committed to operating it as a business. If it is a *“hobby” the
operation is dcomed to failure. Initially, new tourism operators
should focus on one or two simple program ideas that can be easily
managed and, if they desire, grow the business slowly.



5. DEVELOPING PRODUCTS FOR THE
TRAVEL TRADE MARKET

What’s in this for me?

Everyone has to start from somewhere. This section will
provide you with steps to help you while you develop
your product.




