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FISH HUNT SASKATCHEWAN

CHAMPIONING SASKATGHEWAN AS A WORLD-CLASS
HUNTING AND FISHING DESTINATION

Brooke Lochbaum

Executive Director, Marketing, Tourism Saskatchewan
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MARKETING CAMPAIGNS AND TACTICS
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Multi-phase paid adverti‘sin" al algh
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e Reinforce ease of access = MS} and DEN
Use proven “Saskatchewan Tou C "',ti
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o Leverage Jesse Manastyrski's.credible,
ambassador content Ay



KEY CREATIVE PILLARS &

e Trophy species, pristine wilderness

e Family and multi-generational
e EXperiences
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MARKETS + TRAVELLER SEGMENTS

Target States
MN, WI, ND, MT, IL, IA, CO, TX, LA, TN, MI, WV, MS

Market Segments

e 40% - Upscale Families: Affluent families who vacation
often, love outdoor activities

e 40% - Golden Years: Wealthy mature couples seeking
premium experiences

e 20% - Budding Families: Younger families with
moderate incomes, value-conscious, enjoy
outdoor recreation
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Fly non-stop to Saskatchewan
ind your flight
from Minneapolis or Denver.
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Saskatchewan Saskatchewan
Canada 74 Canada /4

ET OUT HERE. §

| GET OUT HERE.

Great connections to
Saskatchewan through
Minneapolis or Denver.
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OUTDOOR MEDI/

« Invested $240,00C dia vist ] b
outdoor media outlets 1n§2025 O ST N
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at events such as ICAST and SHOT o) = A’% v

o

\'(\ ’ / - : 3 > ) / ‘ -
_ ' < ' / " TouRIsM 4
: Saskatchewan b
: CANADA



&

INDUSTRY SUPPORT PROGRAMS
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MARKETING AND E \i\'
PARTNERSHIP PRC

 Nearly $2.2M in MEPP ft
outfitting sector since 20 2
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« Focused on digital rea .
content, and growing market reach
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e Qutfitting industry part!'ation has grown "
lowest to highest among sectors’ A\

- Connect with Nathan Morrison orifraeey. .

Thompson, or visit Tourism Saska {_‘? STEER
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TOURISM DEVELOPMENT

* Three Program Streams:

« Expansion and Growth " Rttt ig I s ——
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« Experience Development T R~ W

* Since 2019, outfitters account for 26% of
projects (37 of 141) and 27% of tote
($1.18M of $4.36M) ‘ .’“* e
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» Current fiscal year: 3 of 11 approvec
outfitters (27% of approvals), consis
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HOW CAN WE COLLABORATE TO ADVANCE THE SECTOR?
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PARTNERSHIP OPPO

Work with Heidi and
travel trade/media

Participate in industry fur
programs - MEPP and Tourism..
Development Program
Leverage digital retarg:ér"tf*-=-_ o
content opportunitieS‘ £ .

Submit lodge/operator content
for use In campaigns




HOW YOU CAN HEL

o Keep inventory,
packages updated

o Share stories and gues
testimonials

e Provide real-time feedback on
U.S. visitor trends SO

o Participate incontent .
development opportunities . ..



TOURISM SASKATCHEWAN
SUPPORT TEAM

Amy Mcinnis Mark England
VP, Marketing & Communications Exec Director, Destination Development
Brooke Lochbaum (funding)
Exec Director, Marketing Denise Hauta
(advertising & marketing) Exec Director, Workforce Development
Travis Pool (training)
Digital Marketing Consultant Heidi Wesling
(social, digital, ambassador program Director, Global Markets
Daryl Demoskoff (travel trade & media)
Travel Media Consultant Nathan Morrison
(fish & hunt) Director, Events & Partnership Program
Tracy Breher (MEPP)
VP, Destination & Workforce Tracey Thompson
Development Industry Marketing Consultant
(MEPP)
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FINAL THOUGHTS AND C

Strong momentum in '
markets

Air access is critical
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Our team is here to sup

your business
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Questions and dlscu55|on o
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