
wwFIsh Hunt Saskatchewan

Championing Saskatchewan as a World-Class 
Hunting and Fishing Destination

 
Brooke Lochbaum

Executive Director, Marketing, Tourism Saskatchewan



Marketing campaigns and tactics



Annual marketing tactics
• Multi-phase paid advertising campaign, targeting 

      U.S. anglers and hunters, Dec-Mar 

• Invested $1.5M in paid advertising in 2024

• Always-on social media channels – Facebook, 

     Instagram and YouTube

• Contracted Fish/Hunt Ambassador to drive content 

development and engagement

• Focus on expanding reach, growing bookings, and 

supporting inbound demand for MSP and DEN flights



What We Heard from Industry
• Americans still question whether 

they’re “welcome” in Canada 

• Need for clear, bold, reassuring 

messaging

 

• Desire for marketing tied directly 

to travel pathways (direct flights) 

• Introduction of Outfitters 

Marketing Council



Campaign Strategy Overview
• Highlight Saskatchewan’s world-class angling and hunting

 

• Reinforce ease of access – MSP and DEN

 

• Use proven “Saskatchewan Tough” creative platform

• Leverage Jesse Manastyrski’s credible, authentic 

ambassador content



Key Creative Pillars
• Trophy species, pristine wilderness 

• Family and multi-generational 

• experiences 

• Camaraderie, lodge culture and quality

 

• Americans are welcome here 

• Clear, simple travel-path messaging



2025–26 Campaign Phases
Phase 1 – Awareness (Dec–Jan) 

Big catches, big moments, 

Saskatchewan scenery 

Phase 2 – Consideration (Jan–Feb) 

Access messaging (flight path 

videos) 

and outfitter highlight content 

Phase 3 – Booking (Feb–Mar) 

Retargeted, high-intent messaging  

“Book now”



Markets + traveller Segments
Target States

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

Market Segments 

• 40% - Upscale Families: Affluent families who vacation 

    often, love outdoor activities

• 40% - Golden Years: Wealthy mature couples seeking    

     premium experiences 

• 20% - Budding Families: Younger families with    

     moderate incomes, value-conscious, enjoy  

     outdoor recreation





Outdoor Media update – Global Markets
• Invested $240,000 in 24 media visits from 

outdoor media outlets in 2025

• Actively building new connections 

at events such as ICAST and SHOT



Industry support programs



Marketing and Events 
Partnership Program (MEPP)
• Nearly $2.2M in MEPP funding provided to 

outfitting sector since 2020

• Focused on digital readiness—web presence, 

content, and growing market reach

• Outfitting industry participation has grown from 

lowest to highest among sectors

• Connect with Nathan Morrison or Tracey 

Thompson, or visit Tourism Saskatchewan’s 

     Business Hub



Tourism Development Program
• Three Program Streams:

• Expansion and Growth 

• Winterization 

• Experience Development

• Since 2019, outfitters account for 26% of funded 

projects (37 of 141) and 27% of total funding 

($1.18M of $4.36M) 

• Current fiscal year: 3 of 11 approved projects are 

outfitters (27% of approvals), consistent with 

historical trends.



How can we collaborate to advance the sector?



Partnership Opportunities
• Work with Heidi and Daryl on 

travel trade/media

• Participate in industry funding 

programs - MEPP and Tourism 

Development Program

• Leverage digital retargeting and 

content opportunities 

• Submit lodge/operator content 

for use in campaigns



How You Can Help
• Keep inventory, openings, and 

packages updated 

• Share stories and guest 

testimonials

• Provide real-time feedback on 

U.S. visitor trends 

• Participate in content 

development opportunities





Final Thoughts and Q & A
• Strong momentum in U.S. 

markets 

• Air access is critical

• Our team is here to support 

your business 

• Questions and discussion
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