W FAMILIARITY SEEKERS

Y U K O N (Combination of Gentle Explorers, No-Hasse| Travellers and Virtual Travellers)

LARGER THAN LIFE 170/0 of the Canadian visitors to Yukon

DASHBOARD DEMOGRAPHICS
MALE/FEMALE AGE EMPLOYMENT
® O Under 35 - 26% Employed/Selt-Employed | 67%
O O/ (full/part time)
62 / 0 38% 35-54 - 30% Retired - 30%
55+ I 440/0 Not currently employed I 30/0

(student etc.)

LIFESTAGE EDUCATION
8%
Families 26% M College/University
929% M Mature I High school or less or Average Income:
(No Kids athome) Vocational/Technical $1 12,000
Post Grad
CONSIDERATIONS FOR PRODUCT DEVELOPMENT
SOCIAL/TRAVEL VALUES
@ TOP DEFINING VALUES @ BOTTOM DEFINING VALUES <*> TI P
» Higher than average financial security »  Cultural immersion
» - Hedonistic Rejuvenation »  Unstructured Travel When marketing to this
» Travel to get away from it all »  Ecological Fatalism EQ type, use low-key

advertising that is not
flashy or heavily branded,
but emphasizes value, as

well as unforgettable
EXPERIENCE APPEAL experiences.

@ THEY SEEK @ THEY AVOID

@- More likely to find a variety of activities appealing @_ Big Crowds

@— Outdoor, sporty activities such as canoeing and horseback riding @— Overly Touristy activities

@— Attending events and festivals

VISIT: http://en-corporate.canada.travel/resources-industry/explorer-quotient




CONSIDERATIONS FOR PRODUCT DEVELOPMENT

70 THE YUKON: RS o = @ TIP
6%—\ )
Take advantage of
10% M Air M Car/Truck/Van &i\gy::\?;tci;?g .
Train 68% RV/Camper this EQ type.
39% Bus/Motorcoach 32%
Personal/Rental
ACCOMMODATIONS PARTY COMPOSITION

(Stayed at least one night in the following)

66%
Il Hotel/Motel Il 1-2 People
Campground 3-4 People
Friends/Family 5+ People
22% 159 RV Park
| ’ 3% I Other*
*other refers to road side
pull-outs and Walmart
CONSIDERATIONS FOR MARKETING
WHEN BUILDING AN AD: HOW, WHEN & WHERE TO REACH THEM:
us.el imagery that highlights quiet ’Fime and S TRIP INSPIRATION
2 visiting places Iegs traveled. Reading a y A TOP 5 INFLUENTIAL MEDIA SOURCES,
book along a quiet beach for example. o 0
W Avoid busy imagery with lots of people 1. Booking sites — 61%
y gery peopie. 2. travelyukon.com — 50%

(EXPER'ENCE DRIVERS 3. Vacation Planner — 46%

Average % of EQ type that found activities in these -

Categories(;ppea“ng) 4. Advertising — 43%

5. Word of Mouth (review sites) — 32%
Wilderness & Wildlife 580/0
- TRIP PLANNING
Miight
ang un 57 /0 F— .q TOP 3 ONLINE PLANNING SOURCES:
Iconic Drives [ Y AvL) { ) 1. City, State, Province, Country website — 81%
. 319 2. Review sites such as Trip Advisor — 37%
Heritage & Culture 0 3. Travel company websites — 28%
Kiondike Gold Rush [24537/1) PLANNING LEAD TIME:

» 1-3 months — 47%
» 4-6 months — 33%
» 7-12 months — 15%
» 12+ months — 5%



