
Destination Strategy 
2023



Objective

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.



Desired Outcomes

 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.



Regional Tourism Economy



Regional Tourism Economy
 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



Cruise
 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.



YSJ
 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.



Leisure Market



Strategic Target Markets
 Primary Market

 New Brunswick / Maritimes

 Secondary Market
 Ontario

 Exploratory Market
 Maine



Visitor Profiles
 In alignment with NBTHC we are targeting the 

following two profiles:
 Outdoorsy Suburban Families 
 Young Urban Cultural Enthusiasts

 Targeting the same Visitor Profiles in markets 
targeted by the province allows us to take 
advantage of the province’s investments in those 
markets. 

 In 2023, there is an increased investment by NBTHC 
into Ontario.



Leisure Market Positioning Statement

From cool city vibes to waterside relaxation, Saint 
John & the Towns By The Bay is THE maritime 
bay-cation destination, located along a 100km 
stretch of scenic southern New Brunswick. 



10. SHARING, TELLING & POST TRIP
1. AWARENESS OF DESTINATION

2. DREAM & DESIRE

3. CONSIDER

4. “MAKE A MOVE”

AWARENESS 
OF NEED

CONVERSION / 
PURCHASE 
DECISION

CONSIDERATION 
OF OPTIONS

ADVERTING / 
SHARING IN 
SOCIAL MEDIA

5. INITERARY PLAN
6. ARRANGE

7. BOOKING

8. PREPARING & TRAVEL

9. EXPERIENCING

Path To Purchase



Integrated Marketing Overview

PAID

OWNED EARNED

PAID MEDIA EXAMPLES:
• TV • Out of Home •Online video
• Radio • Paid Search •Online pre-roll
• Print • Online big-box

PAID INCENTIVES AND INFLUENCE EXAMPLES:
• Promoted posts • Paid placements
• Public relations •Contests

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

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

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



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

2023 Initiatives



Leisure Brand Campaign Blocking Chart
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Awareness
 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.



VIDEO 30s

Discover Saint John

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
Discover the Saint John Region 

Learn More 



STORIES V1, V2, V3, V4

Urban CultureOutdoor AdventuresHistoryFood & Drink



STATIC NEWSFEED V1, V2, V3, V4

Discover Saint John

Explore a fantastic fairway or hit a hidden hike 
to work up an appetite for the cafés, bars and 
restaurants in the Towns by the Bay. 
#SJTownsByTheBay

sjtownsbythebay.com

Get a taste of 
something new 
Visit the Saint John Region 

Discover Saint John

Modern amenities and attractions, the rest is 
history… literally. Cool museums, lovely walks 
and memorable landmarks at every turn. 
#SJTownsByTheBay

sjtownsbythebay.com

Historically great times
Visit the Saint John Region 

Learn More

Discover Saint John

The echo in a sea cave. A crashing wave. The 
splash of a paddle. If you listen carefully, the 
outdoors is calling your name. 
#SJTownsByTheBay

sjtownsbythebay.com

Sounds like an adventure! 
Visit the Saint John Region 

Learn MoreLearn More

Discover Saint John

From the oldest continuing farmers market in 
Canada to unique galleries and shops, you’ll 
have a trip for the ages here.
#SJTownsByTheBay

sjtownsbythebay.com

Rich with culture
Visit the Saint John Region 

Learn More

Urban CultureOutdoor AdventuresHistoryFood & Drink



Conversion
 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.



PLANNING TOOL—QUESTIONS
FULL PAGE

https://hawkca-my.sharepoint.com/:i:/g/personal/wilson_yolanda_hawk_ca/EQNjEtaRjTFJmQP6z7t2Ic8BriiPdLcdfUrt_S9xg92JGg?e=ZMb0ad


PLANNING TOOL—RESULTS
FULL PAGE

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


Engagement
“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.



Media Examples



Community Ambassadors
 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.



User Generated Content



Partnerships & Sponsorships
 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.



Partnerships



Sponsorships
 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



Collateral



Destination Sales



Business and Major Events Segments

 Provincial and national association conferences
 Corporate meetings at both provincial and 

national level
 Provincial and national sport events
 Festivals & events (cultural)



Meetings & Conventions
 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.



Sales Events Attending
 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



Conferences In Market
 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



PCMA Canadian Innovation Conference 2023

 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. 



New Opportunity
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 benefit 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.



Sports & Major Events
 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 
associations. 



Sales Events Attending

 Sport Tourism Canada’s- Sports Events Congress
 Event Atlantic Summit



Sporting Events In Market
 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
 Summerfest
 Canadian Junior Girls Golf Championships 
 Para Hockey Cup



Travel Trade

 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.



2023 Marketplaces

 Rendez-Vous Canada
 Atlantic Canada Showcase

 Hosting buyer’s breakfast 

 Bienvenue Quebec



Travel Trade Leads
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.



Visitor Services



Visitor Services
 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
 Itineraries

 E-Newsletter



Welcome Centres

 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



VEA Certification
 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 



TALENT







Questions?
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