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Tourism Industry – Global Context

▪ Travel is becoming one of the largest and 

fast growing economic sectors globally

▪ The economic outlook for the travel 

industry is positive

▪ Tourism accounts for 1 in 11 jobs 

worldwide

▪ Consumers are using mobile devices and 

turning to social media to make  their 

travel choices. 



Tourism Industry – Canadian Context

▪ Tourism to Canada in also growing

▪ Destination Canada reported a growth 

of 16% increase in international arrivals, 

10% growth in US market and average 

growth of 11% for visitation across all 

markets

▪ Destination Canada is targeting 20 

million international visitors who will 

spend $20 billion by 2020



Tourism Industry – NWT Context



Marketing & Sales Distribution Channels –
(Consumer)



Regional Marketing Highlights 
(Western Arctic)



Integrated Marketing 
Campaign (Secrets) 
Results
Most successful campaign to date!

▪ Over 230,000 new website users
▪ Close to 720,000 Web Page views
▪ 70,821 Contest Entries
▪ Triple the Number of orders of our NWT 

Explorers’ Guides in Q1 2017 over Q1 2016



Marketing & Sales 
Distribution Channels 
(Travel Trade)

▪ The Travel Trade continues to be an important 
marketing channel for NWT Tourism

▪ Key Travel Trade accounts in each of our 
target international markets carry and sell 
numerous packages to international travellers 
wanting to visit the NWT.  Airlines are 
important package partners! 

▪ Airline partners play an important role in 
helping us stretch our Trade FAM budgets –
and showing more of the NWT to the Trade 
means more sales for all of us!



Marketing & Sales 
Distribution Channels 
(Media)

▪ Working with Travel Media is an important 
marketing activity for NWT Tourism 

▪ Visiting media write stories and create broadcast 
pieces that help to increase awareness of the NWT 
as a travel destination

▪ Media Value in North America to date for 2016/17 
fiscal year: $5,908,464

▪ Airline partners play an important role in helping 
us stretch our Media FAM budgets – showing more 
of the NWT means more exposure and marketing 
for all of us!



Travel Stories from Media



Travel Stories from Media (continued)



Marketing & Sales 
Distribution Channels (MCIT)

Since opening in 2015 the NWT Conference Bureau 
has:
• Secured $2.21 Million in Conference Revenue 

based on bids won and hotel contracts signed

• Has lost $1.1 million in bids due to lack of 
appropriate sized conference venue

• Has another $1.7 million in bids in various 
processes waiting for decisions by conference 
planners.

Conferences and meetings are an important 
contributor to tourism in the NWT.

Airlines are part of the success ingredient!



Opportunities for Tourism 
Growth
▪ Significant spectacular natural assets including 

Aurora, wild rivers, mountains and the Arctic Coast
▪ Five National Parks, with two being UNESCO World 

Heritage sites
▪ Inuvik-Tuk Highway opening, giving access to the 

Arctic Ocean
▪ A refreshed brand (Spectacular Stories)
▪ A 5 Year Marketing Strategy in 2016 
▪ Increasing international flights from NWT target 

markets are coming into Calgary and Edmonton 
where there is just ONE hop to the NWT!

▪ Increasing cruise traffic in the communities along 
the Arctic Ocean



Challenges to 
Tourism Growth in 
the NWT
▪ Limited tourism products and services, few are 

export ready
▪ Limited general awareness of the NWT as a travel 

destination
▪ High travel costs into and within the territory
▪ Infrastructure needs – roads, runways, conference 

facilities, attractions, etc.
▪ Stiff competition that is global
▪ Marketing in a 24/7 digital world where content is 

king





2017/16
MARKETING
BUDGET

$3,069,555



What can YOU cam do to 
Grow Tourism

▪ Partner with Destination Marketing Organizations 
to increase media and Travel Trade  exposure to 
the territory/region

▪ Leverage DMO marketing in your own promotion –
for example Edmonton Eskimos, NWT Tourism & 
Canadian North partnership

▪ Work with tourism operators to understand their 
business and their client needs and push to 
address changing air transport regulations that will 
affect their operations

▪ Help us understand and address issues which 
prevent northern carriers’ flight schedules from 
making easy connections to international gateway 
connections – we might be able to help each other



Questions/Suggestions/Comments




