Program information sur le programme

Q

The Visitor Satisfaction Program
evolved on the initiatives of the
Atlantic Canada Tourism Grading
Authority (ACTGA) by addressing
the “ Quality of the visitor
experience ” and providing feed
back to owners and operators.
As the result of an RFP process a
company named Empathica was
selected to provide the program to
capture feedback

In the Spring of 2010 ACTGA
recognized the need for more
industry involvement and
recommended the administration
of the program switch from the
ACTGA to the Atlantic Tourism
Industry Association Caucus .
TIANB agreed to assume the role
of Secretariat

The program is Completely
Bilingual
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U Le programme de satisfaction des visiteurs a
évolué grace aux initiatives de la Régie
d’évaluation touristique des provinces de
I’Atlantique en créant I'outil d’évaluation de la
qualité de I'expérience du visiteur et en
fournissant une rétroaction aux entrepreneurs

touristiques.

Q A la suite d’'une demande de proposition, une

entreprise nommeée Empathica a été choisie
pour fournir les programmes pour capturer la

rétroaction.

UAu printemps 2010, la Régie a reconnu le
besoin d’une participation accrue et a
recommandé que le programme soit administré
par le Caucus des associations touristiques de
I’Atlantique. L’AITNB a accepté de servir de

secrétariat.

ULe programme est entierement bilingue.
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Program Objectives
Objectifs du programme

React to negative customer
experiences before they impact
sales

Create positive guest experiences
to benefit sales

Collect site specific real-time
feedback from guest

Measure guest perceptions of
brand value proposition

Reduce variation in all operational
metrics

Connect overall experiences to
product and marketing programs

Enhance guest satisfaction to
drive loyalty and increase sales

Ill.n.ulﬂ.-ul.- Apren e
r | gy [T T——

( dﬂ Bru#.swick TIANB/ .|r I ] I\H

Réagir aux experiences negatives
du client avant qu’elles aient des
répercussions sur les ventes

Creer des expériences positives
pour les clients pour accroitre les
ventes

Recueillir une retroaction en
temps réel de la part des clients

Mesurer la perception de la
marque par les visiteurs

Réduire la variance des métriques
opérationnelles

Lier les expériences globales aux
programmes de production et de
marketing

Améliorer la satisfaction des
clients pour augmenter la loyauté
et les ventes

Prine

Hewfmmdhmi HIB]]lt&Ilt}’ NoVA SCOTIA.COM tlam j“lr:l";"l;.:«rf %




About Empathica — Stats / Empathica - statistiques
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200+ brands

4 Offices: Atlanta, Kansas City, Toronto
and Birmingham UK

17 countries

14 languages

100+ loyalty models annually

1st in revenue growth

1st to use multi-mode data collection
1st to offer integrated SMS

1st to offer mobile reporting and
integrated mobile coaching

1st to drive survey respondents to
social media to recommend your brand

Best incentive in the business $500k+

SHOPPERS
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200 marques et plus

4 bureaux : Atlanta, Kansas City, Toronto
et Birmingham (R.-U.)

17 pays

14 langues

100 modeles et plus de loyauté par an
1¢r en croissance de revenus

1¢r a recueillir les données de plusieurs
facons

1er 3 utiliser le SMS intégré

1er 3 utiliser I’accés mobile et le mentorat
mobile intégré

1¢r a demander aux répondants de
sondages sur médias sociaux de
recommander votre marque

Meilleure mesure incitative pour les
entreprises de 500K $ et plus

{:} ThueYalue. cme

THE CHILDREN'S

PLACE




The survey / Le sondage

Recoivent le sondage Répondent au sondage Sondages recueillis de
a leur départ en ligne chaque client

D0YOU enwsov

Les gens sont
hébergés chez vous

WIN 51,000 CASH
PLUS
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WIN an iPod! L
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A WIN an iPod!
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Certificate Number:

(= |
Receives survey
invitation at check out

Surveys are collected from
each guest

Enters survey

Guest stay at
online

accommodations

Les résultats sont . e Implanter la solution et
présentés sur un site de es recon;man, ations augmenter la
rapports personnalisé sont donnees isfacti li

Les donneés sont
analysées par des
algorithmes
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. . Implement solution and
Actionable items are P .
increase guest
presented . .
satisfaction

. | Results are presented
Date_l IS ana yze(_j by on a customized
proprietary algorithms reporting site




Invitation

DID YOU ENJOY
YOUR STAY?

In order for us to ensure you
have a GREAT stay
every time, we need your help!
Please take a few minutes to let us
know how we did.

By completing our survey at
www.visiteatlanticvisit.com
you will receive 10 CHANCES to

WIN
$1,000 CASH

PLUS you could INSTANTLY

WIN an iPod"!

Cash and iPod® prizes to be
won daily!

Certificate Number:

Operators are supplied with
a bundles of invitation
cards. Each card is bilingual
with English on one side
and French on the reverse.
Each card has an individual
Certificate Number, these
numbers allow participants
to enter the survey. They
also link the completed
survey with the correct
location on reporting site.

Les entrepreneurs recoivent
des cartes d’invitation.
Chaque carte posséede son
propre numero
d’identification qui
permettent aux clients de
participer au sondage. lls
permettent aussi de relier le
sondage au bon endroit sur
le site de rapports.

vore SEJOUR it
AGREABLE?

Afin de nous assurer gue vous
bénéficiez toujours d'une expérience
EXCEPTIONMNELLE, nous avons besoin

de votre aide! Veuillez prendre
guelgues minutes pour nous donner

WOS IIMPressions,
En répondant & notre enquéte au
www.visiteatlanticvisit.com
vous aurez 10 chances de

GAGNER 1 000 $

ET vous pourriez
GAGNER un lecteur

iPod®
INSTANTANEMENT!

Prix en argent et lecteur iPod”®
remis quotidiennement!

Numeéro de certificat:




Language Selection Page / Sélection de la langue

www.Vvisiteatlanticvisit.com

Atlantic Canada Visitor Satisfaction Program
Programme de Satisfaction des Visiteurs du Canada Atlantique

Continue in Qa8 Continuer en LN S




Survey Entry Page / Page d'accuell

www.Vvisiteatlanticvisit.com

- YOUR STAY?
every time, we need your heip!
By completing our survey at
your help! Please take a few minutes to let us know how we did. WIN
10 CHANCES to WIN an iPod"!
you could INSTANTLY

YOUH STAY? | . In order for us to ensure you

$1,000 CASH
WIN $1,000 CASH Cash ang Podgrizes tobe
WIN an iPod'!
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ENJOY e S '0'Y QU ewov
have a GREAT stay

Atlantic Canada Visitor Satisfaction Program smartirniondtn

In order for us to ensure you have a GREAT stay every time, we need you will receive 10 CHANCES to

By completing this online survey you have PLUS you could INSTANTLY

PLUS

Cash and iPod" prizes to be won daily!

Certificate Number:

1234567890
Please enter the certificate number below:
] ENTER Having Trouble?

contest details and rul

SpONsSor O

Contest Rules | Privacy Policy | © Copyright 2010 | Previous Winners | System Requirements gFﬁﬁgthsca




Questionnaire

The survey asks up to 60 questions about the participants experience. There are several different types of
questions asked to collect information. Scaled question are graded based on participant’s answer selection. All
guestions are graded using Top Box Scoring

How likely would you be to recommend Other to
others?

If you were visiting this area again in the near
future, how likely would you be 1o stay at Other?

e

I

Le sondage englobe plus de 60 questions sur I’'expérience du client. 1l y a plusieurs types de questions utilisées
pour recueillir I'information. Les questions sont graduées selon I’'expérience du participant. Toutes les questions
sont graduées en utilisant la méthode ascendante.

Quelle est la probabilité que vous
recommandiez Autre a d'autres personnes?
S8i vous reveniez dans cette région
prochainement, quelle est la probabilité que
vous opliez de nouveau pour ce site?




Top Box Scoring / Méthode ascendante

Despite the same top 2 box scores, the areas
deliver a very different top box experience.

Quoi qu’il y ait deux scores semblables, les
zones déemontrent des expériences tres
différentes

Overall Satisfaction
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10%
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B Strongly Disagree M Disagree M Neutral M Agree M Strongly Agree
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Reporting Site / Rapports

www.atlantic.empathica.com

A variety of reports have allowed you to see and measure your customers’

responses:

Plusieurs rapports vous ont permis de voir et mesurer les réponses de vos

clients :

scored reports

front page — a complete picture in 5
minutes

scorecards — shows YOU your scores

multi-period report — compares your
scores over time

multi-unit report — compares scores of
different locations

real time reports

comment reports — shows you the
comments made by the guests

survey report - frequency distribution

count report — gives you the number
of responses

Rapports de points

Page titre — un portrait complet en 5
minutes

Cartes de points - vous montrent vos
points

Rapport multi temps - compare votre
pointage sur une période déterminée

Rapport selon emplacements multiples

Rapports en temps réel
Commentaires - commentaires des clients

Rapport de sondage — fréquence de la
distribution

Rapport du nombre de répondants



http://www.democo.empathica.com/
http://www.democo.empathica.com/
http://www.democo.empathica.com/
http://www.democo.empathica.com/

Reporting Site / Rapports

Comment - Commentaires

www.atlantic.empathica.com

*Gives you a quick | lempathica
overview of a lot
Of important Front Page - Your results at a glance ‘“*"T:::?"m
iInformation

* Allows you to
benchmark
yourself against
yourself and your
peers

e e e

Overall Satisfied with visit increases fo Trend - Overall Satisfied with visit

*Bref apercu des
données

p ertl n en tes Tep Rank = Satisfled with availability of
*Vous permet de =

Fal

vVous comparer a R
vous-méme et a

Bottom Rank = Likely to recommend
vos concurrents e g




Reporting Site / Rapports
SCORECARD - CARTE DE POINTS

The Scorecard acts
like a report card.
It allows you to
view attribute
scores for
predetermined
periods. Scorecard
utilizes group
headers to
organize, track,
and benchmark
attributes

www.atlantic.empathica.com

La carte de points
sert de bulletin.
Elle vous permet
de voir vos points
pour des périodes
déterminées. La
carte de points
utilise les entétes
pour organiser,
suivre et comparer
les variables.

empathica
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Reporting Site / Rapports

Comment- Commentaires

www.atlantic.empathica.com
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Comment reports show the verbatim remarks
« Comments are updated daily

*Les rapports de commentaires montrent les
remarques écrites
sLes commentaires sont mis a jour quotidiennement




Who are your guests?/ Qui sont vos clients ?

Newfoundland & Labrador

®Male = Male
# Female » Female

Terre-Neuve-et-Labrador

® Female

Nouvelle-Ecosse Nouveau-Brunswick




Who are your guest travelling with? / Qui voyage avec vos clients ?

Newfoundland & Labrador
Terre- Neuve et-Labrador

35% 33%

0% :j 34%
) 28%
o 18%
' 13% & 21%
12%
4% .
, - ‘ %

Witha Alone Withyour With Witha
s = s i i i
spouse or family business friend(s) Witha With '%rour Alone W.Il;h W|th a
partner associates spouse or  family business  friend(s)
partner associates

Nova Scotia i

Nova Scotia_ NPPr——
Nouvelle-Ecosse :
- T Nouveau-Brunswick

40%
30% 24% 50%
25% 20% 40%
. .
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How did your guests find out about your establishments?
Comment vos clients ont-ils entendu parler de vous ?

Newfoundland & Labrador
Terre-Neuve-et-Labrador Referral by Others

Stayed here previously

Web information sites

Provincial Tourism Website

Stayed here previously 6 Provincial Visitors Guide
Referral by Others Travel website
Web information sites Visitor Information Service
Travel Agent

Campground’s Website
FPublication articles Print ads

Provincial Visitors Guide
Provincial Tourism Website

Property's promotional materials Destination website Canada..
Property’s promotional..

20% a0% B0%
0% 20% 30%

Nova Scotia ll Nouvelle-Ecosse New Brunswick
Referralby Others m—— 20% Nouveau-Brunswick

Trave| website ® 2% Stayed here previously IEE—————— 5

Provincial Tourism Website 1 1% Referral by Others 1
Visitor Information Service 1% L Y .
Provincial Tourism.. e 5%

I
Travel Agent 1 1%
]
I

Campground’s Website 1 1% Property's promotional., m 3%

Property's promotional.. 1 1%
Stayed here previously =—————

0%

0% 20% 40% 50%




Regional performance trends on “overall visit” composites
Performance réegionale selon les variables de la visite globale

Overall Satisfied with visit/ Likely to recommend /
Assez satisfait Recommandera

probablement

71907 2%
I Ii Iii ii ]

Likely to revisit /
Reviendra probablement

Oct 2009,- March 2010




Regional performance trends on “staff excellence” composites
Performance selon les variables relatives a I'excellence du personnel

Satisfied with availability
of staff/ Satisfait de la

disponibilité du personnel

Satisfied with friendliness
/ Satisfait de la courtoisie

Satisfied with
prnfessinnalism / Satisfait

alisme
I I

Satisfied with
responsiveness to your
needs / Satisfait de la
facon de répondre aux

besoins
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