


Position Saint John & the Towns by the Bay as
the destination of choice in the Maritimes for
leisure travel, meetings and conventions, major
events, and sport tourism.



» Increased visitation from leisure, business events,
major events and sport tourism.

» Strategic sales and marketing partnerships are
developed and aligned to raise awareness of the
Saint John Region and the Province of New
Brunswick on a national and global stage.







» Number of Visitors (2021): 975,000
» Visitor Spend (2021): $185M

» Visitor Spend in the Saint John Region in 2019, pre-pandemic, was
over $300M.

» Hotel Occupancy Rate / Revenue (as of December 2022):
56.3% / $39.4M

» 45.5% (as of March 2023)
» Paid Media Weeks in Market (2022): 46

» Economic Impact of Meetings & Conventions, Sport &

Major Events Hosted (2022): $16.2M
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Return of Cruise in 2022: 194,746 passengers
Celebrating 35 Years of Cruise this year!

2023 Schedule:
79 Scheduled Calls
Over 193,000 passengers
Over 75,000 crew

Continued investment in the Bay of Fundy Cruise
Partnership, to strategically promote Saint John and
Atlantic Canada as a cruise destination.

Member of the Bay of Fundy Cruise Partnership and the
Atlantic Canada Cruise Association.



Air Passenger Traffic (2022): 150,000 passengers

Ongoing discussions with Air Canada, NBTHC,
Fredericton and Moncton on possible partnership to
build awareness in the GTA.

Supporting YSJ on increasing air access.

Working with YSJ on a Welcome Activation in the
Arrivals area of the Saint John Airport.






Strategic Target Markets

» Primary Market

» New Brunswick / Maritimes

» Secondary Market
» Ontario

» Exploratory Market
» Maine

DISCOVER

SAINT JOHN
THE TOWNS
BY THE BAY
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» In alignment with NBTHC we are targeting the
following two profiles:
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» QOutdoorsy Suburban Families
CULTURAL ENTHUSIASTS

PROFILE - GROUP | » Young Urban Cultural Enthusiasts
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» Targeting the same Visitor Profiles in markets
o — v targeted by the province allows us to take
e e TN e advantage of the province’s investments in those
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From cool city vibes to waterside relaxation, Saint
John & the Towns By The Bay is THE maritime
bay-cation destination, located along a T00km
stretch of scenic southern New Brunswick.



Path To Purchase

1. AWARENESS OF DESTINATION

2. DREAM & DESIRE

ADVERTING / AWARENESS
SHARING IN OF NEED
SOCIAL MEDIA

3. CONSIDER

CONVERSION / CONSIDERATION
8. PREPARING & TRAVEL PURCHASE OF OPTIONS

DECISION

4. “MAKE A MOVE”

7. BOOKING DISCOVER
SAINT JOHN
6. ARRANGE THETOWNS

5. INITERARY PLAN

BY THE BAY



Integrated Marketing Overview

e TV
* Radio
* Print

PAID MEDIA EXAMPLES:
e Out of Home *Online video
* Paid Search *Online pre-roll
* Online big-box

SEARCH MARKETING:
* Google Ad-words * Other SEO strategies

ASSETS DIRECTLY OWNED AND
CONTROLLED BY THE COMPANY

EXAMPLES:
* Website ¢ Sales materials
* Media Assets ¢ Toll-free number

PAID INCENTIVES AND INFLUENCE EXAMPLES:

* Promoted posts * Paid placements
* Public relations * Contests

EARNED

MEDIA AND CONTENT NOT CONTROLLED BY
THE COMPANY, BUT CAN BE INFLUENCED:

* External blogs * Travel Writers *Travel Trade
* Media (editorial) * UDC (social media)

DISCOVER

SAINT JOHN
THETOWNS
BY THE BAY



Marketing Campaigns

awareness & conversion

Social Media Campaigns

organic, event promotion, partnerships

Visitor Collateral
maps, visitor guide, walking tours, etc.

Strategic Sponsorships

major events, sport tourism, bid incentives

Sales
meeting & convention, sport tourism, major events, travel trade &
cruise

Visitor Services
welcome centres, partnerships, visitor experience ambassador training
& certification




Platform

Performance Max
Meta

Google Search
Prog. Stories
Prog. CTV

TikTok

Performance Max
Meta

Google Search
Prog. Stories
Prog. CTV

TikTok

Performance Max

Objective

Itinerary
Traffic
Traffic
Traffic
Awareness

Awareness

[tinerary
Traffic
Traffic
Traffic
Awareness
Awareness

Traffic

1-15

May
16-31

1-15

Flight 1

Flight 1

June
16-30

1-15

July
16-31

Maritimes

Ontario

1-15

Flight 2

Flight 2

August
16-31

1-15

Out of Market

September
16-30

Flight 3

Flight 1 Flight 2 Out of Market



Opportunity to benefit from the “halo effect” created by
marketing efforts done at the provincial level, to maximize
the effectiveness and reach of our ad dollars.

Balance between finding points of alignment with the
provincial campaign and ensuring that we stand out within
that environment.

Opportunity to convince as many travellers as possible to
see the Saint John region as an essential component of an
NB vacation.



B VIDEO 30s

Discover Saint John
Sponsored - QY

Riverside delights to spectacular sights. Tasty eats to shopping streets.
You'll be singing about your experience in the Saint John Region.
#SJTownsByTheBay

sjtownsbythebay.com

Toe-tapping good times await Learn More

Discover the Saint John Region

)




W STORIES V1, V2, V3, V4

Food & Drink

History

Outdoor Adventures Urban Culture
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W STATIC NEWSFEED V1, V2, V3, V4

Discover Saint John Discover Saint John Discover Saint John Discover Saint John

Sponsored - Sponsored - Q) Sponsored - Q) Sponsored -
Explore a fantastic fairway or hit a hidden hike Modern amenities and attractions, the rest is The echo in a sea cave. A crashing wave. The From the oldest continuing farmers market in
to work up an appetite for the cafés, bars and history... literally. Cool museums, lovely walks splash of a paddle. If you listen carefully, the Canada to unique galleries and shops, you'll
restaurants in the Towns by the Bay. and memorable landmarks at every turn. outdoors is calling your name. have a trip for the ages here.
#SJTownsByTheBay #SJTownsByTheBay #SJTownsByTheBay #SJTownsByTheBay

Old is new...
Dyown bsy t’ne Bay

[ ‘ Advéntare
Things are tastier... [l ™ L\l is calling... a
Down by the Bay Down by the Bay Down by the Bay

sjtownsbythebay.com sjtownsbythebay.com sjtownsbythebay.com sjtownsbythebay.com

Learn More Learn More

Get a taste of LU Historically great times Learn More Sounds like an adventure! Rich with culture
something new Visit the Saint John Region Visit the Saint John Region Visit the Saint John Region
Visit the Saint John Region

Food & Drink History Outdoor Adventures Urban Culture



» In 2023 there will be more consumers than ever before in
- Ontario, Quebec, and the Atlantic Region who will be
considering New Brunswick as a top vacation destination.

» As they begin to encounter NB brand materials, the first
thing they will do is start searching and building
itineraries.

» Promote regional operators and help potential visitors
build their itineraries in advance of visiting, to maximize
their time in market.
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So, you're a foodle. What are some of your favs?

[

BUILD YOLUIE PERFECT
BEAY-CATIONAMN ST

AFEW CLICKS

Get personalized
recommendations &
get the most out of

Where do you usually like to stay when on vacation?
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https://hawkca-my.sharepoint.com/:i:/g/personal/wilson_yolanda_hawk_ca/EQNjEtaRjTFJmQP6z7t2Ic8BriiPdLcdfUrt_S9xg92JGg?e=ZMb0ad

PLANNING TOOL—RESULTS
FULL PAGE

Your Top Urban Experiences
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https://hawkca-my.sharepoint.com/:i:/g/personal/wilson_yolanda_hawk_ca/EV0_EGnGLHNInve6U5qFQqABwx930POCpqEPgCVgYzxASw?e=BCSwlp

“Travelling leaves you speechless, then turns you into a
storyteller.”

- IBN Battuta

Travel Media & Influencers
Pitching, hosting and supporting media in the region.

Working with NBTHC to pitch and host qualified media with
common interests.

Building regional itineraries with niche focuses, finding best-
fit opportunities.

Targeting influencers with engaged followers, to share
authentic content.

TMAC Annual Conference & Media Marketplace.
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Here's to Saint John's new swagger, and a nifty
waterfront container village

f BY SHELLEY CAMERON-McCARRON

city of Saint John, N.B. The summer sun  part of the waterfront fc
is still warming my bare shoulders as | Brunswick Day's mal
festival. I'm alr

I s almost dusk when | pull into the port  pulses down the horizon as
|

M8 dash from Hilton Saint John to the animated
harbourfront to visit Area 506 Waterfront
Container Village, a “sea can” development
that opened in June 2022, dramatically
changing the waterfront of Canada's oldest
incorporated city.

Its  Saturday night, August long
weekend, and I've come for adventure. I'm
IF- .‘_r keen to see the transformation of a parking

lot into a funky, season-long destination
of shipping  containers home to retail
shops, performance space, street art, and
@ three-level rooftop patio which provides
€nviable views of the Bay of Fundy.

Food trucks line Water Street, people mill,
and the air feels thick with promise, Music

Travel to Saint John, New Brunswick to Re
of Firsts"

by Sakrina 2iriila { Sap

Tourists walk the beach at low tide at Hopewell Rocks in New Brunswick, Canada. The shoreline
is on the Bay of Fundy, where the world’s highest tides regularly turn up fossils.
PHOTOGRAPH BY ERIC CARR, ALAMY

TRAVEL

Anyone can discover a fossil on this
beach—if you wait out the tides

In New Brunswick, the world's highest tides reveal fantastic fossils, from
giant dragonflies to dinosaur footprints.

BY ROBIN CATALANO R v =




Employing user-generated content (UGC) to
promote authentic experiences.

Implementation of Crowdriff (Digital Asset
Management tool), to monitor social channels and
popular hashtags to better find existing and new
local content creators.

Sharing local UGC with a broader audience
through our marketing channels.



HIGHEST TIDES
@ s "IN THE WORLD!

/j prr—

Bzschrurnerly
wrdahn

e Sl e

ey Theillay #Tapd iR ERTVPNR 2F

Rimpsicke . th ron it ot s Gt i
the Boy o . -lram v

maming_nappy Hurming & imctiuch i Waloiog cnd Folleies Parks
v Vike Raphy
ashleydamnmany ATazreg

Thhi Heslp

ilat J

by Razly el 4 the gecvogy ond b

o theoivs ond roks
ily bosin S

LA

a1k RBoagks

reerywakace Vil

i ; s
O 1k Regly E -
Add 3 besand S0 miss  Add 2 bus and 25 sin
f apepasid Hicr! 8 it Low Tide, 1o High Tide.*

@

%

®

@ oo anend
@

7

©

Sn THke PRazlyp "l i naagaryanl [ES TS

Qv

". 2 | ikeil by sjapoeed Al athe
ST




1] ——L
| Mhnssuznuumn

Supporting local attractions, organizations and
events to increase reach, raise awareness.

» Bay Ferries
» Fundy Trail Parkway
» Uptown Saint John

Opportunity to elevate these opportunities and push
a call to action.

Encouraging visitation and improving visibility of the
destination.



. Discover Saint John - Découvrez Saint John with Fundy
Trail
Sponsored -

Adventure awaits at the Fundy Trail Parkway! Where will y
journey take you?

#5JTownsByTheBay #ExploreNB #RSVPNE #ExploreCang

Discover Saint John -
Découvrez Saint John with %

Uptown Saint John

The streets of uptown Saint John are filled with
unique retailers to suit every interest and
desire! See more

i -.".
i -

KELLY FROM TIKTON | =2 1

(] Comment

littlesarahbirch.com
Shop Til You Drop in Learn more
Uptown Saint John

O O & You Wand_ 13 comments 16 shares

EC} Like f',_:;. Share

D Comment




Area 506 Festival

Boxcar Country Music Festival
Moonlight Bazaar

Port Days

Fundy Sea Shanty Festival
Saint John Seaglass Festival
Festival of Nature
Summerville Art Festival

KV Music Festival
Winterfest

Roll Call Car Show

One For All Festival
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Provincial and national association conferences

Corporate meetings at both provincial and
national level

Provincial and national sport events

Festivals & events (cultural)

New Brunswick Business and
Major Events Strategic Plan




Attending marketplaces and tradeshows with qualified
meeting planners.

Hosting annual Familiarization (FAM) Tours with
qualified meeting planners (future business).

Evaluation and submission of conference RFPs.

Site Visits with organizations, planners and selection
committees to help with bid evaluation and final
selection.

Working with local champions to help bring
conferences to the region.

Developing a collaborative relationship with
accommodation partners to best sell the region.

Memberships with strategic planning associations.
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Ottawa Meet Week

MPI The Event Conference

GBTA — Global Business Travel Association
CanSPEP Annual Conference

Canadian Meetings & Events Expo

CSAE Annual Conference

Canadian Innovation Conference
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Anticipated Economic Impact of over $2.7M for
2023, including:

ERAPPA Conference
Canada Soccer AMM

Canadian Association of Immersion Teachers Annual
Conference

CALM

CWLC Annual Membership Meeting
DKI Canada AGM

Responsible Seafood Summit

PCMA Canadian Innovation Conference




Uy
CIC23

CANADIAN
INNOVATION
CONFERENCE

November 19-21 2023

Saint j&m_. ‘NB

Canada East

7~ )
pcma

gy Chapter

The mission of the Professional Convention Management Association and the Canada East Chapter is to
be the leading organization for meeting and event professionals by delivering superior and innovative
education and to promote the value of professional convention management. The goal is to draw a
minimum of 300 meeting and event planner and supplier professionals from across the country.



Tri-City/TNB Partnership

» As the market returns over the next 24 months, there
is an opportunity to align efforts with NBTHC,
Moncton and Fredericton to reposition the province
as a competitive option for meetings, conventions,
sporting and cultural events.

» Engaging with planners and organizers with a
coordinated and targeted approach will benetit all
partners involved, and help to attract new out of
province business, evolve national or regional
focused home-grown events, and continue to grow
the overall provincial tourism economy.




Attending marketplaces and association meetings with
local, national and international sport and event
planners to sell the region.

Hosting annual Familiarization (FAM) Tours with
qualified sport planners (future business).

Evaluation and submission of hosting RFPs for sports
and major events.

Site Visits with organizations, planners and selection
committees to help with bid evaluation and final
selection.

Developing a network of local champions for sports
and major events.

Supporting sports and events already in market, to help
them achieve success.

Memberships with strategic sport and event-based
associatfions.




Sport Tourism Canada’s- Sports Events Congress

Event Atlantic Summit




el Anticipated Economic Impact of over $2.8M for
\ 2023, including:

NB Indoor Track & Field Championships
AUS- Atlantic University Track & Field Championships

Canadian Indoor Track & Field Championships

Canadian Masters Curling Championships
Ann Philips Provincial Championships

East Coast Games

- NUFFJU-ERHN.&.-;;EH

Summerfest
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Canadian Junior Girls Golt Championships
Para Hockey Cup




Attending strategic appointment-based
marketplaces, selling to national and international
travel trade operators.

Collaborating with NBTHC to host key operators on
Familiarization (FAM) Tours to the Saint John Region.

Hosting virtual destination training sessions with
sales teams of select travel trade operators.

Pitching new itineraries and itinerary additions to
increase overnights and overall spend.

Working closely with NBTHC to enhance trade travel
readiness of regional operators.




» Rendez-Vous Canada

» Atlantic Canada Showcase

» Hosting buyer’s breakfast
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Recent wins for the region:

Tauck — 2024 — 2 nights x 45 dates
Gate 1 — 2024 — adding second night x 32 dates
Cosmos — 2024 — 2 nights x 9 dates

Working with several other tour operators to either
divert rooms nights to Saint John or create new
programs with room nights in Saint John.






Operation of Visitor Welcome Centres
Production of various printed pieces

Visitor Guide

Lure Piece

Map Pad

Three Historic Walking Tours

Art in Public Places Walking Tour

Reversing Falls Rapids Rack Card

Little Explorer’s Guide NEW
SJTownsByTheBay.com

Operator listings

Blogs

Events Calendar

ltineraries

E-Newsletter



Saint John City Market

Collaboration with Port Saint John in the Area 506
Waterfront Container Village

Visitor Experience Ambassador partnership (current):

Inside Out Nature Centre




Saint John Region Visitor Experience Ambassador
certification

Multi-day in-person training throughout the Saint John
Region for Agency and partner staff.

Mix of site visits and classroom sessions
NEW online training program
Target Audience: Front-line staff throughout the region

Self-directed

Three modules: Customer Service Basics, Regional Tourism
Information, “No Wrong Door” Service Model

Open book, multiple-choice exam

Successful completion = certified for the current leisure
tourism season

Free
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