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FOREIGN AFFAIRS AND INTERNATIONAL TRADE, ENTITLED

Crossing the Atlantic: Expending the Economic Relationship befrmen Canada and Europe

RECOMMENDATION 4:

That, in collaboration with the provinces, Canadian tourism promotion campaigns
in Europe be reassessed and modified, where applicable, to include information
on the rapid transformation that has occurred in Canada's economic structure
and the lifestyle and high quality of life that Canadian knowledge workers enjoy.
Greater targetlng of Canada's cities as business and tourist destinations should
be consiclered.

In 2000, the Canadian Tourism Commission (CTC) completed a major review of its
branding strategy, which included consumer testing in Canada, the United States, the
United Klngdom, France, Germany and Japan. Launched in February 2001, the new
brand concept and tag line, "Discover our true nature," positions Canada as an exciting,
diverse, four-season destination. It was developed to increase awareness of travel
experiences, products and destinations available in Canada, including large and
exciting cittes, abundant natural beauty, top-rank entertainment, multicultural traditions,
high-tech industries and welI-developed infrastructure. Consumer testing clearly
indicated that Europeans see Canada as a destination where they can get close to the


