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1.0 INTRODUCTION

The purpose of this document is to present a situational analysis

of  human resource  and t ra in ing requi rements  for  the  Nor thwest

Terr i tor ies  Tour ism Industry . An overview of the NWT’S t o u r i s m

industry  has  been prepared. This  inc ludes i ts  h is tor ica l  deve-

lopment, s t r u c t u r e  a n d  m a r k e t  i m p a c t . Pro ject ions as  to  the

industry ’s  fu ture  are  a lso  presented. I t  is  wi th in  th is  context

that an assessment of industry supply and demand for Iabour has

been prepared identifying the need for training and human resource

development programs in the NWT.
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2.0 THE NORTHWEST TERRITORIES TOURISM INDUSTRY —
AN OVERVIEW

Table 1 displays an estimate of annual person trip travel volume

to and within the NWT.

t rave l ing a  d is tance of

purposes of business or

The definition of

8 0  k m  f r o m  t h e i r

p l e a s u r e  t r a v e l .

a person trip is anyone

pr inc ipa l  res idence f o r

TABLE 1

Estimated Annual Resident and Non-Resident Travel Volume

To

Travel Market

NWT Resident Travel 1

Non-Resident Travel

. Business Travel*

. Pleasure and Related

Total Travel Market

and In the NWT — 1986

N u m b e r  o f
P e r s o n - T r i p s %

101,200 55. 7%

46,730 25. 7%
Trave13 33,688 18 .6%

181,618 100.0%

1 )  Assumes NWT res idents  make an average 2 .3  t r ips  annual ly
within the NWT.

2 ) Assumes that November to May non-resident business travel is
equal to recorded June to September business travel of 23,336
trips to the NWT, 1 9 8 6 .

3 ) Assumes recorded June through September pleasure and related
travel represents 85% of annual non-res ident  p leasure  t rave l
to the NWT, 1 9 8 6 .

Source : A  P r o d u c t  D e v e l o p m e n t  P l a n  f o r  t h e  N o r t h w e s t  T e r r i -
t o r i e s ’  T o u r i s m  I n d u s t r y .

-—-
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The NWT’S travel market,  l ike southern provinces, is dominated by

resident travel I e rs . H o w e v e r  t h e  NWT’S tou r i sm indus t ry  i s  l ess

dependent upon resident t ravel  than in the case of  the south w h e r e

res ident  t rave l  accounts  for  a lmost  70% of  the  to ta l  number  of

tourist tr ips captured in most provinces. F u r t h e r , in the case of

the NWT’S tour ism industry , the  va lue  of  non-res ident  t rave l  ex-

penditure to the NWT is considerably greater than resident travel

expendi ture . Non-res ident  t rave l  accounts  for  44 .  3% of  to ta l

t o u r i s m  t r a v e l  b u t  i t  a c c o u n t s  f o r  6 1 %  o f  t o t a l  t o u r i s m  trip

e x p e n d i t u r e  c a p t u r e d  b y  t h e  NWT’S t r a v e l  i n d u s t r y .

St ra tegica l ly  the  NWT has focused i ts tour ism development strategy

o n  t h e  n o n - r e s i d e n t  p l e a s u r e  t r a v e l  m a r k e t . B u s i n e s s  t r a v e l  a n d

r e s i d e n t  t r a v e l  a r e  l a r g e l y  i n f l u e n c e d  b y  t h e  s i z e  o f  t h e  NWT%

popu la t ion  and  economic  per fo rmance . A s  a  r e s u l t , i t  i s  d i f f i c u l t

t o  i n f l u e n c e  t h e s e  t r a v e l  m a r k e t s  t h r o u g h  t h e  a d o p t i o n  o f  a  t o u r -

i sm deve lopment  s t ra tegy . The non-resident pleasure travel market

represents the best opportunity to develop an export industry that

is not dependent on territorial  income and expenditure.

It  is currently estimated that the period June through September

a c c o u n t s  for 85’% of NW T’s  non-res ident  p leasure  t rave l  market .

However, in zones such as the Baffin, there has been greater suc-

c e s s  w i t h  t h e  d e v e l o p m e n t  o f  s p r i n g  p l e a s u r e  t r a v e l . I n  t h e

Baffin’s c a s e  i t  i s  e s t i m a t e d  t h a t  t h e  s h o u l d e r  t r a v e l  s e a s o n s

account for 30% of annual pleasure travel.

Table  2  d isp lays  the  most  recent  data  ava i lab le  f o r  n o n - r e s i d e n t

p leasure  t rave l  to  the  NWT fo r  the  peak  June  to  Sep tember  t rave l

p e r i o d . A t  t h e  p r e s e n t  t i m e  t h e NWT is  captur ing an est imated

26,313  non-res ident  p leasure  t r ips . The table also displays the

dis t r ibut ion of  those t r ips  between the  f ive  t rave l  zones and by

type of travel product.

.—-
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TABLE 2

Zone Pleasure Travel Products by Type of Trip Taken

Baffin

# %

Outdoor Adventure Travel

. Fishing/ Hunting 200 12 .3%

.  Adventure  Trave l 700 50. 7%

General Touring 900 37. o%

Total 1,800 100.0%

(Estimate for 1986-87)

(Person Trips)

Keewatin

# %

708 47. o%

45 3. o%

752 50. o%

1,505  100 .0%

Fort Smith Inuvik

# % # %

4,000 22. 2% 637 14. 5%

5,000 27. 8% 50 1. 1%

9,000 50.0% 3 ,720 84. 4%

18.000 1 0 0 . 0 %  4.407 1 0 0 . O %

Kitikmeot

#

200

400

0

600

Sources: Baffin a n d  Keewatin - Economic Development and Tourism, Regional  Offb=.
Western Arctic - Consultants Estimate, - Western Arctic Tourism - Development and
Mac Laren Plansearch.
Fort Smith, Kitikmeot -  DMCA est imates .

%

33. 3%

66. 7%

o. o%

100. o%

Marke t

Note: Baffin pleasure travel includes non-peak pleasure travel. The shoulders, especially
30% of the Baffin’s annual  p leasure  t rave l  v is i ta t ion. Also in  the  case  of  Baffin
based on 1987 packaged pleasure travel.

Total

#

5,745

6, 195

14,372

26,313

S t r a t e g y

NWT

%

21. 8%

23. 5%

54. 6%

100.0%

( D r a f t )  -

Spring, account
these estimates

f o r
a re

&
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T h e  NWT o f f e r s  t w o  b r o a d  t r a v e l  p r o d u c t s . T h e s e  i n c l u d e  t h e

ou tdoor  adven tu re  t rave l  marke t  wh ich  i s  composed  o f  consumpt i ve

products such as fishing and hunting and non-consumptive products

such as canoeing, kayaking, wi ld l i fe  v iewing and photographic

safaris. The general touring product includes camping, highway

t o u r i n g ,  h i s t o r i c a l , c u l t u r a l  a n d  g e n e r a l i n t e r e s t  t r i p s . The

F o r t  S m i t h  R e g i o n  c a p t u r e s  m o s t  o f  t h e  NWT’S  p l e a s u r e  t r a v e l ,

a c c o u n t i n g  for  68 .4% of  a l l  non-res ident  p leasure  t rave l  to  the

NWT. This  is  large ly  the  resul t  o f  Yellowknife b e i n g  t h e  m a j o r

gateway to the NWT. The Zone is also accessible by both air and

road and has two of the NWT’S three national parks; Wood Buffalo

and the Nahanni.

,
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3.0 POTENTIAL FOR DEVELOPMENT

While a pleasure travel volume of 26,000 non-residents to the NWT

is  re la t ive ly  ins igni f icant i n  t e r m s  o f  t h e  t o t a l  C a n a d i a n  p l e a -

sure  t rave l  market , i t  has  a  very  s igni f icant  impact  on the  eco-

nom y of the NW T and employment opportunities for NW T residents.

Both  the  length  of  s tay  and expendi ture  impact  o f  t rave l  to  the

NWT are significantly higher than in the case of southern Canadian

destinations. The average per  t r ip  expendi ture  of  non-res ident

t r a v e l  c a p t u r e d  b y  t h e  NWT is  $912.50  per  t r ip . The va lue  of

non-resident pleasure travel to the NWT is $24 million annually.

Regard ing the  market  potent ia l  for  the  NWT’S tour ism t rave l  pro-

ducts , the following table indicates t h a t  t h e  NWT i s  o n l y  c a p -

t u r i n g  1 7 . 2 %  o f  t h e  m a r k e t  p o t e n t i a l  a v a i l a b l e  f r o m  t h e  N o r t h

American market for tourism pleasure travel to the NWT.

TABLE 3

Estimated Pleasure Travel Trip Potential for

Outdoor/ Adventure
Travel

● Fishing/ Hunting

. Non-Consumptive
Adventure Products

General Touring

Total

NWT Tourism Products

Existing Estimated North American
Pleasure Market Potential

Travel Trips
Captured C a n a d a  U . S . Total

5,745 5,620 22,480 28,000

6, 195 14,600 32,000 46,600

14,372 32,636 46,000 78,636

26,313 52,856 100,000 153,336

Current
NWT

Penetration
Rate

20 .4%

13. 3%

18 .3%

17.2%
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The data presented in this table is based on recent travel surveys

of  both  the  Canadian and U.  S .  p leasure  t rave l  markets . These

surveys identified that 153, 336 people  in  Nor th  Amer ica  expressed

interest  in  p leasure  t rave l  to  the  NWT. A t  p r e s e n t ,  t h e  NWT is

c a p t u r i n g  on] y  1 7 . 2 %  o f  t h e  p o t e n t i a l  m a r k e t  fo r  t rave l  to  the

NWT. In  par t icu lar , non-consumptive adventure travel has signi-

f icant  potent ia l  for  market  growth. A t  p r e s e n t  t h e  NWT is  cap-

t u r i n g  o n l y  1 3 .  3 %  o f  t h e  N o r t h  A m e r i c a n  t r a v e l  m a r k e t  p o t e n t i a l

for this travel product.

The Government of the NWT has launched an aggressive market ing

campa ign  w i th  adven tu re  t rave l  as  i t s  under l y ing  theme. V i r t u a l l y

all NWT t ravel  products involve  an e lement  of  adventure . It would

not be an unreasonable goal for the NW T to doub Ie its current

pleasure travel volume from 26,000 to 52,000 tr ips. By achieving

that goal the NWT would sti l l  only be capturing 34% of the North

Amer ican market  potent ia l  that  is  current ly  ava i lab le  for  t rave l

to the NWT.

.— -
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4.0 EMPLOYMENT IN THE NWT’S

It is d i f f i c u l t  t o  d e t e r m i n e

has on the NWT’S economy.

TOURISM INDUSTRY

the  employment  impact  that  tour ism

Tourism impacts on several sectors of

the NWTIS  economy including transportation, accommodation, f o o d

a n d  b e v e r a g e , retai l  -wholesale, a r t s  a n d  c r a f t s  p r o d u c t i o n  a n d

tour ism travel  services such as travel agents, guides and package

tour  operators . In  addi t ion, the  NWT’S tour ism plant  of  accom-

modation, f o o d  a n d  b e v e r a g e ,  t r a n s p o r t a t i o n  a n d  retail service
serves al  I  tourists whether they are resident (  NWT ) or non-resi-

dent  business and p leasure  t rave lers . As indicated prev iously ,

t h e  e s t i m a t e d  t o t a l  a n n u a l  t r a v e l  v o l u m e ,  b o t h  r e s i d e n t  and

n o n - r e s i d e n t , served by  the  NWTIS t rave l  i ndus t ry  i s  181 ,618  t r ips

per y e a r .

For 1986 Statistics Canada’s Labour Force Survey estimated that

the NWT’S accommodation, food and beverage sector employed 1,310

people. Genera l  Iy, the accommodation, food and beverage sector

accoun ts  for  54% of  to ta l  tour ism industry  employment . 1 As a

resul t , the  NWT’S t o u r i s m  i n d u s t r y  w o u l d  e m p l o y  2 , 4 2 6  p e o p l e ,

making it  one of the largest private sector employees in the NWT.

At present Government is the single largest employer in the NWT,

accounting for almost 40% of all employment.

Another measurement instrument to determine tourism employment in

the NWT is tourism expenditure impact models developed by Tourism

Canada. The tota l  economic  va lue  of  the  NWT’S  tour i sm indus t ry

m e a s u r e d  i n  t o u r i s m  e x p e n d i t u r e  g e n e r a t e d  b y  b o t h  r e s i d e n t  a n d

n o n - r e s i d e n t  t r a v e l  i s  e s t i m a t e d  t o  b e  $ 1 1 8 . 5  m i l l i o n  a n n u a l  Iy.

Based on Tourism Canada’s TIM model where $1 million in tourism

expendi ture  resul ts  in  21 .62  person years  of  d i rect  employment ,

the NWTIS tour ism industry would d i rect ly  employ 2 ,583 people .

1 Tourism Canada’s Tourism Impact Model.

—. .
—
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As a  resul t  g iven that  these  two measurement  inst ruments  have

produced s imi lar  est imates of  tour ism employment ,  i t  would  be

reasonable to assume that the NWT’S tourism industry employs 2,500

people.

Table 4 presents an estimate of tourism industry employment for

the  NWT by Zone and by  tour ism industry  sector . I t  is  largely

based on data and information contained within the NWT’S Product

Development Strategy completed in 1 9 8 7 . Together  the  Big  River

a n d  N o r t h e r n  F r o n t i e r  z o n e s  a c c o u n t  f o r  a l m o s t  6 0 %  o f  t o t a l

t o u r i s m  i n d u s t r y  e m p l o y m e n t .

Regarding the  occupat ional composi t ion of  the  NWT’S e m p l o y e d

Iabour force, only estimates can be provided for certain i n d u s t r y

sectors as shown in Table 5. The occupations shown in Table 5

represent 60% of the total occupational employment in the NWT’S

tour is t  industry .

In reviewing these tables, it should be remembered that employment

a n d  o c c u p a t i o n  e s t i m a t e s  h a v e  b e e n  m a d e  i n  p e r s o n  y e a r s  o f

employment. P a r t  t i m e  o r  t e m p o r a r y  e m p l o y m e n t  in the NWT is

s u b s t a n t i a l i t y  g r e a t e r . F u r t h e r m o r e , these  employment  es t imates

a p p l y  t o  b o t h  r e s i d e n t  a n d  n o n - r e s i d e n t  e m p l o y m e n t  in the NWT’S

tour ism industry . i n  t h e  c a s e  o f  NWT’S iodging i n d u s t r y  i t  i s

currentiy e s t i m a t e d t h a t  one-haif o f  e m p l o y m e n t  i s  fiiied b y

non-resident NWT empioyees.

--

..
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Hotel/Motel Sector Lodge/Tent Camp Sector

Employment Employment

# of
#  R o o m s  Perm.

Zone

Baffin

Keewatin

W. Arctic

Big River

N. Frontier

Arctic Coast

Totsl

TABLE 4

ESTIMATE OF NWT TOURISM INDUSTRY EMPLOYMENT

1986-1987

16 274 77

12 90 37

14 250 77

16 392 116

10 415 192

6 57 31

74 1,478 530

Person Person
Temp. Yeers # Perm.  T e m p .  Yeers

36 86 4 19 47 31

17 41 11 33 83 54

36 86 s 15 37 24

55 130 13 33 52 46

73 210 21 56 571 199

27 38 5 16 36 25

244 591 591 172 826 379

Outfitting Sector

Employment

Person
# Peru.  Temp.  Yeers

20 50 66 67
14 35 46 47

9 10 28 17
17 20 53 33
22 88 101 113

14 35 46 47

96 238 340 324

Restaurant
Sector

All othW
Tourism
Industry

Employment
in Person

Yeers

86

41

86

130

210

38

591

Employment
in Person
Yeers

.

1. Hotel, lodge and outfitting sector employment estimate derived from NWT Product Development Strategy, 1987.

2. Temporary employment is assumed to be 25% of one person year of permanent employment.

3. The NWT restaurant sector is assumed to employ the same person years of employment as the hotel /motel sector.

4. All other industry employment is assumed to be 25% of total industry employment. It includes the following kinds of businesses:

. Retail / Crafts Sales

. Transportation

- Airlines/Charters
- Taxis
- Rentals
- Buses

. Travel Associations and Travel / Tour Companies

. Other Employment not elsewhere classified.

90
61
71

113
244

49

628

Totel

Employment
in Person

Ysxsrs %

360 14.3

244 9.7

284 11.3

452 18.0

976 38.9

197 7.8

2,513 100.0
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TABLE 5

Employment by Occupation for

Selected NWT Tourism Industry Sectors

Hotels/Motels % Employment

Managers 29.7 175.5

Desk C l e r k s 16.2 95.8

Maids 48.7 287.8

Maintenance 5 . 4 31.9

Total Employment

Restaurants

Managers

Assistant Managers

Chefs

Cooks

K i tchen  He lpers

Waiter I Waitresses

Bus Person

Total Employment

Outfitters

100.0

20.0
2.5
5.0

27.5
27.5
15.0
2.5

100.0

Sales /Administration 17.0

Guiding 31.0

Maintenance/ Support services 52.0

Total Employment 100.0

TOTAL EMPLOYMENT 100.0

591.0

118.1

14.8

29.6

162.5

162.5

88.7

14.8

591.0

55.1

100.4

168.5

324.0

1,506.0

.=
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5.0 STRATEGIC DIRECTION FOR THE DEVELOPMENT OF
THE NWT’S TOURISM INDUSTRY AND HUMAN RESOURCES

T h e  NWT’S best  potent ia l  for  the  growth of  i ts  tour ism industry

lies with the summer non-resident pleasure travel market. While

currently accounting for on I y 14.4% of all resident and non -resi-

d e n t  t r a v e l  s e r v e d  b y  t h e  NWT’S indus t ry  i t  o f fe rs  the  bes t  po ten-

tial for  market  development . As indicated prev iously ,  the  NWT is

c a p t u r i n g  only 17. 2% of  the  Nor th  Amer ican market  potent ia l  for

the NWT’S p leasure  t rave l  products .

Stra tegica l ly  i t  is  towards th is m a r k e t  t h a t  t h e  NWT s h o u l d  b e

priorizing  d e v e l o p m e n t  o f  i t s h u m a n  r e s o u r c e  a n d  t r a i n i n g  p r o -

grams.  Wi th in  the  NWTis ex is t ing tour ism industry  labour force of

2,500 people, it  is estimated that 562 person years of employment

are  requi red  to  serve  the  current  leve l  (  1986)  o f  non-res ident

p leasure  t rave l  to  the  NWT. W h i l e  t r a i n i n g  i s  r e q u i r e d  a t  all

levels of the NWT’S industry, i t  is this core group of employment,

which represents 22. 5% of total tourism industry employment, that

wil l  be crit ical to the NWT’S goal  of  increasing its m a r k e t  p e n e -

tration in non-resident travel markets. Fur ther  i t  represents  the

single  largest  area  of  employment  opportuni ty . With a goal of

d o u b l i n g  t h e  NWT’S p r e s e n t  p l e a s u r e  t r a v e l  market penetration a

f u r t h e r  5 6 2  n e w  e m p l o y e e s  will be  requi red  over  the  next  five

years .

The following

tional t ra in ing

sect ion examines the  demand for  speci f ic  occupa-

and human resource development programs.
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6.0 TOURISM TRAINING AND HUMAN RESOURCE
PROGRAM DEVELOPMENT

More  than  any other factor the abil i ty of the NWT to “deliver” its

tour ism product  represents  the  s ingle  largest  constra int  to  fur -

ther growth of the NWT’S tourism industry. Human resources are a

critical component i n  d e l i v e r i n g t h e  NWT’S t o u r i s m  p r o d u c t s .

Tra in ing is  v i r tua l ly  required at  a l l  leve ls  of  the  NWT’S i n d u s t r y

star t ing wi th  communi ty a w a r e n e s s  t r a i n i n g  i n  t e r m s  o f  w h o

tourists are and what benefits they can bring to the community,

hospi ta l i ty  t ra in ing, t o  g u i d e  a n d  i n t e r p r e t i v e  t r a i n i n g  a n d  t o

entrepreneur rial t ra in ing such a s  p a c k a g e t o u r  d e v e l o p m e n t ,

o u t f i t t i n g , accommodat ion and food and beverage services.

In  a  recent  ter r i tor ia l -wide  s u r v e y  o f  t o u r i s m  i n d u s t r y  o p e r a t o r s

human resource  deve lopment  p rograms were  iden t i f i ed  by  opera to rs

a s  a  p r i o r i t y  a r e a  f o r  g o v e r n m e n t  t o  r e s p o n d  t o . Specifically y

three broad areas for human resource development were identif ied:

● Training and Staff Development

● Availability of Local Labour

● Tourism Industry Awareness

M a n y  NWT tour i sm opera to rs  fee l  tha t  t ra in ing  and  s ta f f  d e v e l o p -

m e n t  i s  t h e  g r e a t e s t  s i n g l e  c o n s t r a i n t  t o  f u t u r e  growth  o f  the

NWT’S t o u r i s m  i n d u s t r y . Tra in ing a lso impacts  s igni f icant ly  on

t h e  e f f e c t i v e  p a r t i c i p a t i o n  b y  NWT r e s i d e n t s  i n  t h e  i n d u s t r y  ●

There is a high rate of non-NWT resident participation. Many NWT

residents do not even speak English which can be a major impedi-

ment to participation i n  a n  i n d u s t r y  t h a t  i s  b e i n g  m a r k e t e d  t o

southern travel markets.

[n summary, there are a number of human resources issues facing

the tourism industry of the Northwest Territories.

. Tourism is a young industry in the NWT and many communities have
had only limited experience with visitors in many instances.

-—-

—.–—
.-



14

. There is a general lack of awareness about tourism among resi-
dents of the NWT.

. Other  requis i te  sk i l ls  required for  par t ic ipat ion in  the  indus-
try are generally not available.

● Skill development at all levels of the industry is necessary.

. There  is  d i f f icu l ty  in  funding and implement ing t ra in ing pro-
grams.

. Non-NWT residents account for a significant portion of industry
employment.

T h r o u g h o u t  t h e  NWT there is a general lack of public awareness

about tourism. I n  m a n y  reg ions  i t  was  the  tou r i sm p lann ing  p ro -

c e s s  w h i c h  f i r s t  d e l i v e r e d  t h e  c o n c e p t s  o f  h o s p i t a l i t y ,  s e r v i c e

and  o rgan iza t ion  to  commun i t ies  as  recen t l y  as  the  19801s . Local

res iden ts  in  many  cases  a re  unsure  o f  exac t l y  wha t  i s  requ i red  t o

p r o m o t e  a n d  develop tour ism in their  local  area. W h i l e  m a r k e t a b l e

world class natural and cultural commodities are abundant there is

a lack of industry experience and technical background integral to

successful development, organization and packaging of the product.

M a n y  o f  t h e  s k i l l s  r e q u i r e d  f o r  p a r t i c i p a t i o n  i n  t h e  industry are

o f t e n  n o t  a v a i l a b l e . T h e r e  i s  a  n e e d  t o  d e v e l o p  s k i l l s  a t  a l l

levels, from guiding to management. There are many logistical and

f isca l  chal lenges in  de l iver ing t ra in ing programs to  serv ice  the

tour ism industry  g iven t h e  l a r g e  g e o g r a p h i c  a r e a  a n d  c u l t u r a l

d i v e r s i t y . Although there is only one community college, Arctic

College, in the NWT, it  is expanding through a series of satel Iite

campuses.

Government has the primary responsibility to establish a framework

and standards for basic training needed to upgrade the skil ls of
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t o u r i s m  b u s i n e s s  m a n a g e r s , their e m p l o y e e s  a n d  o f f i c i a l s  o f  t o u r -

ism associations. While much has been accomplished to date it is

a n t i c i p a t e d  t h a t  t h e  r e c e n t l y  e s t a b l i s h e d  T o u r i s m  T r a i n i n g  a n d

Manpower Needs Board will further define training requirements and

recommend standards within the industry. T h e  NWT h a s  y e t  t o

e s t a b l i s h  a  f u l l - f l e d g e d  t o u r i s m  h o s p i t a l i t y  a n d t r a i n i n g  i n s t i -

tute such as in the case of southern provinces.

The development and implementation of effective tourism training

programs will be an important vehicle through which to improve the

par t ic ipat ion ra te  of  NWT residents in the NWT t o u r i s m  i n d u s t r y .

This will  be an ongoing process with a long term goal of greatly

enhanced employment and income opport uni ties for NW T residents.

The following tourism and human resource development program ini-

t ia t ives  are  requi red in  order  to  rea l ize  s t ra tegic  goals  for  the

development of the NWT’S tourism industry and to ensure that NWT

residents ful Iy participate in the resulting economic benefits:

GUIDE TRAINING AND DEVELOPMENT

Guide Tra in ing is  the  most  important  t ra in ing in i t ia t ive  for  the

NWT. As indicated previously the North American adventure travel

market represents the best market opportunity to capture pleasure

travel to the NWT. In order to deliver adventure travel products

guid ing and out f i t t ing is  normal ly  required for  both  consumpt ive

and non-consumptive travel products. Particularly in the case of

package tours guiding is almost always required.

It  is really through a trained and experienced guide that tourists

can “experience” NWT a d v e n t u r e  t r a v e l  p r o d u c t s  p r o v i d i n g  a

---
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critical l i n k a g e  b e t w e e n  t h e  a t t r a c t i o n  a n d  t h e  t o u r i s t . Aside

from provid ing equipment , e n s u r i n g  t h e  s a f e t y  a n d  c o m f o r t  o f

tour is ts , and guid ing a  tour  group, t h e  g u i d e  c a n  r e a l l y  e n r i c h

t h e  w h o l e  p l e a s u r e travel experience w i t h  h i s t o r i c a l / c u l t u r a l

interpretation and stories about the area’s legends and folk lore.

A good guide makes a tr ip both interesting and entertaining.

As shown in the following table, t h e  d e m a n d  f o r  g u i d e  t r a i n i n g  h a s

b e e n  s t r o n g  s i n c e  i t s  i n t r o d u c t i o n  i n  1984. A total of 168

people have graduated from Level I  or introductory guide training.

A fur ther  42  have  gone on to  more  advanced Level 2 training in

ei ther big game hunting or sportfishing c o u r s e s . Fur ther  growth

in 1987 was limited by available funding.

TABLE 6

Course Graduates for Levels 1 and 2 Guide Training in the NWT

Level 2 Level 2
Year Level 1 Big Game Sportfishing Total

1984 18 18

1985 26 7 33

1986 63 12 75

1987 61 14 9 84

168 33 9 210

T h e  d e m a n d  for  g u i d e  t r a i n i n g  h a s  b e e n  a  d i r e c t  result of the

g r o w t h  o f  p a c k a g e d  t o u r s a n d  n o r t h e r n  o u t f i t t i n g  e n t e r p r i s e s .

Since 1978 there has been a 405% increase in the number of out-

f i t t e r s  o p e r a t i n g  i n  t h e  NWT, f rom 19 in 1978 to 97 in 1988. This

has been particularly the case with the Eastern Arctic as shown in

the following table.

---

. ----
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TABLE 7

Growth in NWT Outfitting
1978 tO 1988

Number of Outfitting Number of
Establishments Guide Course

Training
Graduates

1978 1988 1984-87

Eastern Arctic 8 34 116
Northern Frontier 8 22 32
Western Arctic 3 9 34
Arctic Coast o 14 28

As shown in Table 7 the growth in the demand for guide training

h a s  been s t ronges t  in  the  Eas te rn  Arc t i c . This has largely b e e n

the resul t  o f  growth in  out f i t t ing  and package tour  products  in

the Baffin and Keewatin. Both zones have also experienced a 100%

increase in  the  number  of  p leasure  t rave l  t r ips  over  the  per iod

1982 to 1987.

The following table has been prepared by Tourism and Parks Baffin

Regional Tourism Office. I t  forecasts  the  pro jected demand f o r

guide training over the next f ive years:

TABLE 8

Proiected Guide Trainina Demand.
Baffin  Region -

1988/
Course Type 1989

Level I 35
Level I I - Big Game 35
Level  11 - Field Cook 10
Level I I - Sportsf ishing 35
L e v e l  I I  - Interp / Natr. 10
Level I I -  A l p i n e  E x p e d .
Level I I - Interp / Genl.
Sub Total 125
Out f i t t ing 20

TOTAL 135

* Depending on additional quotas.

Source : T o u r i s m  a n d  P a r k s ,  Baffin

1989/
1990

35
*

35

35
10

115
35

115

Region.

1990/
1991

35
*

35

35
35
10

150
35

150

1991/
1992

35
*

35
35
35

140

140

1992/
1993

35
*

35

35
105

105

Total

175
35
80
35

150
80
80

555
90

720

. . . .,
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Histor ica l ly ,  the  Baffin has led the way fo r  the  demand fo r  g radu-

a t e s . over t h e  p e r i o d  1 9 8 4  to 1987, t h e  Baffin a c c o u n t e d  f o r

35. 8% of all Level 1 and Level 2 c o u r s e  g r a d u a t e s . As a resu l t ,

based on the Baffin’s experience, the projected territorial demand

f o r  g u i d e training  o v e r  t h e  n e x t  f i v e  y e a r s  c o u l d  b e  verY

substantial .

At the present  t ime there are only  g courses avai  Jable  for guide

t r a i n i n g  (G Level  1 a n d  s Level  z COUrSes  ) ● At an average class

load of 12, the total course capaci ty  annual ly  is  only  1 0 8  p e r -

s o n s . The course capaci ty should be doubled almost immediately to

keep  pace  w i th  demand. I t  is proposed for 1988 that a total  of  19

courses  be  o f fe red  in the  fo l low ing  loca t ions :

Location

Eastern Arctic

.  Baffin

. Keewatin

Northern Frontier

Western Arctic

Arctic Coast

Course Type

1 Level 1
2 Level 2

2 Level 1
2 Level 2

5 Level 1
1 Level 2

2 Level 1
1 Level 2

1 Level 1
2 Level 2

The estimated cost for  each course is  $40 ,000  o r  $760 ,000  for al I

19 courses.

—... -.
..-
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PACKAGE TOUR AND TOUR COMPANY
DEVELOPMENT TRAINING PROGRAMS

Again,  as in the case of guide training,

aged tours or the development of tour

if the NWT is  to  e f fect ive ly  capture  new

the development of pack-

companies wil l  be crit ical

market penetration in the

North  Amer ican outdoor  adventure  market . The development of

t ra in ing and entrepreneur ia l  development  in  th is  area  wi l l  com-

plement guide training programs.

Only within the last year have init iatives been taken in providing

tra in ing for  ex is t ing  operators  and zone t rave l  organizat ions in

regard to packaged tour products. In 1987 seminars were held in

the  Baf f in  Zone. These seminars can be excellent catalysts for

identifying new package tour products or for reviewing the impact

of existing ones.

A terr i tor ia l -wide program should  be  developed and del ivered in

each of the zones. [n some cases, Zone Travel Associations may

want to examine the feasibil i ty of developing their own tour com-

panies to market and coordinate packaged tour products.

Whi le  there  is  current ly  no occupat ional  data  ava i lab le  for  em -

ployment in the NWT’S tour company sector, it is estimated that 7%

or 176 people

companies and

The es t imated

are  current ly  employed d i rect ly  by  ex is t ing tour

tourism related organizations.

c o s t  f o r  d e v e l o p m e n t  a n d  d e l i v e r y  o f  a  t e r r i t o r-

ia l -wide  package tour  development  program is  est imated to  cost

$ 2 4 0 , 0 0 0  w h i c h  i n c l u d e s  $ 6 0 , 0 0 0  for development  of the core  cur -

r i cu lum and  $180 ,000  fo r  de l i ve ry  of  the  program in  each of  the

six years.

L . -: .,
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TOURISM AWARENESS PROGRAMS

+

T h e r e  is a  widespread need throughout  the  NWT for tourism aware-

ness training at the community level. Without fail  whenever the

subject of tourism arises, either through a conference or through

community economic meetings, a community representative wiil pose

the question as to how a community can get involved in the indus -

t r y .

The development  of  a  tour ism awareness train ing course would

address that very basic question. It  would demonstrate the value

of tourism to the NWT’S economy and i ts  potent ia l  impact  a t  the

community level. I t  would describe who tourists are, their expec-

t a t i o n s  a n d  w h e r e  t h e y  c o m e  f r o m .  It w o u l d  describe  how  communi-

ties c a n  p a r t i c i p a t e  in t h e  d e v e l o p m e n t  p r o c e s s  a l l  t h e  w a y  f r o m

community  waiking tours, community hosts, the value of NWT culture

in enhancing the tourism experience; to tourists’ needs in terms

of accommodation, food and beverage. For communities that may be

a l a r m e d  b y  g r o w i n g  l e v e l s  o f  v i s i t a t i o n ,  t h e  c o u r s e  should d e -

scribe that in most cases it  wil I  be  tour  packages consist ing of

less than 30 people per tour. Lastly, it  should describe employ-

ment and income benefits for community and area residents such as

opportuni t ies  for  guid ing, out f i t t ing  and the  provis ion of  accom -

modation services.

HOSPITALITY TRAINING PROGRAMS

This  program area  pr inc ipa l ly  appl ies  to  wai ter /wai t ress  t ra in ing

i n  t h e  NWT. In many communities, there  is  an ,  overa l l  lack  of

local sk i l led  persons t o  w o r k in t h e  h o s p i t a l i t y i n d u s t r y .
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A t e r r i t o r i a l - w i d e }{ospitalit y Training Program s h o u l d  b e

developed and implemented. The estimated program cost would be

$150,000. B u s i n e s s  w o u l d  b e  e n c o u r a g e d  t o  p a r t i c i p a t e  i n  t h e

p r o g r a m .

The NWT is aiso currently considering the implementation of a Good

Host  Program for the NWT tourism industry. Businesses that have

employees who have participated in hospitality training programs

would receive a certif icate indicating that they had completed the

program. Such programs are  necessary  to  estabiish a system of

standards and rat in gs for the N WT tourism industry.

TOURISM INDUSTRY LABOUR MARKET
INFORMATION SYSTEM

This last program concerns the  development  of  a  Iabour m a r k e t

i n f o r m a t i o n  s y s t e m  for the NWT’S tour ism industry . In order to

successfully implement and evaluate human resource development

programs,  more accurate data regarding both the demand and suppiy

o f  t o u r i s m  i n d u s t r y  iabour  i s  r e q u i r e d . Such a system would be

based, among other  th ings, o n  i n d u s t r y  s u r v e y s  a n d  a  h u m a n

resource inventory to be implemented throughout the NWT.
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1.0 INTRODUCTION

The purpose of this document is to present a situational analysis

of  human resource  and t ra in ing requi rements  for  the  Nor thwest

Terr i tor ies  Tour ism Industry . An overview of the NWT’S t o u r i s m

industry  has  been prepared. This  inc ludes i ts  h is tor ica l  deve-

lopment, s t r u c t u r e  a n d  m a r k e t  i m p a c t . Pro ject ions as  to  the

industry ’s  fu ture  are  a lso  presented. [ t  is  wi th in  th is  context

that an assessment of industry supply and demand for Iabour  has

been prepared identifying the need for training and human resource

development programs in the NWT.

---

.—
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2.0 THE NORTHWEST TERRITORIES TOURISM INDUSTRY —
AN OVERVIEW

Table 1 displays an estimate of annual person trip travel v o l u m e

t o  a n d  w i t h i n  t h e  NWT. The definition of a person trip is anyone

trave l  Iing a distance of 80 km from their principal residence f o r

pu rposes  o f  bus iness  o r  p leasure  t rave l .

TABLE 1

Estimated Annual Resident and Non-Resident Travel Volume

To

Travel Market

NWT Resident Travel 1

Non-Resident Travel

. Business Trave12

. Pleasure and Related

Total Travel Market

and In the NWT — 1986

Number of
Person-Trips %

101,200 55.7%

46,730 25. 7%
Trave13 33,688 18. 6%

181,618 100.0%

1  )  Assumes NWT res idents  make an average 2 .3  t r ips  annual ly
within the NWT.

2 ] Assumes that November to May non-resident business travel is
equal to recorded June to September business travel of 23,336
trips to the NWT, 1 9 8 6 .

3) Assumes recorded June through September pleasure and related
travel represents 85% of ann-ual non-res ident  p leasure
to the NWT, 1 9 8 6 .

Source: A Product  Development  P lan  for  the  Nor thwest
tories’ Tourism Industry.

travel

Terri -
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The NWT’S travel market,  l ike southern provinces, is dominated by

resident travel I e rs . H o w e v e r  t h e  NWTts  t o u r i s m  i n d u s t r y  i s  l e s s

dependent upon resident t ravel  than in the case of  the south w h e r e

res ident  t rave l  accounts  for  a lmost  70% of  the  to ta l  number  of

tourist tr ips captured in most provinces. F u r t h e r , in the case of

the NWT’S tour ism industry , the  va lue  of  non-res ident  t rave l  ex-

penditure to the NWT is considerably greater than resident travel

expendi ture . N o n - r e s i d e n t  t r a v e l  a c c o u n t s  f o r  4 4 .  3% of total

t o u r i s m  t r a v e l  b u t  i t  a c c o u n t s  f o r  6 1 %  o f  t o t a l  t o u r i s m  triP

e x p e n d i t u r e  c a p t u r e d  b y  t h e  NWTIS t r a v e l  i n d u s t r y .

Strategically the NWT has focused its tourism development strategy

on the non-resident pleasure travel market. Business travel and

r e s i d e n t  t r a v e l  a r e  Iargel y  in f luenced by  the  s ize  of  the  NWT’S

population and economic performance. As a result , it  is difficult

to influence these travel markets through the adoption of a tour-

ism development strategy. The non- res iden t  p leasure  t rave l  marke t

represen ts  the  bes t  oppor tun i t y  to  deve lop  an  expor t  i ndus t ry  tha t

i s  no t  dependen t  on  te r r i to r ia l  i ncome and  expend i tu re .

I t  is currently estimated that the period June through September

a c c o u n t s  fo r  85% o f  NWTts  n o n - r e s i d e n t  p l e a s u r e  t r a v e l  m a r k e t .

However, in zones such as the Baffin,  there has been greater SUC-

c e s s  w i t h  t h e  d e v e l o p m e n t  o f  s p r i n g  p l e a s u r e  t r a v e l . [ n  t h e

Baffin’s c a s e  i t  i s  e s t i m a t e d  t h a t  t h e  s h o u l d e r  t r a v e l  s e a s o n s

a c c o u n t  for  30% of annual  p leasure t ravel .

Table 2 displays the most recent data available for non-resident

p leasure  t rave l  to  the  NWT fo r  the  peak  June  to  Sep tember  t rave l

p e r i o d . A t  the  p resent  t ime the  NWT i s  c a p t u r i n g  a n  e s t i m a t e d

26,313  non-res ident  p leasure  t r ips . The table also displays the

dis t r ibut ion of  those t r ips  between the  f ive  t rave l  zones and by

type of travel product.

--

—



Baffin

# %

Outdoor Adventure Travel

● Fishing/ Hunting 200 12 .3%

. A d v e n t u r e  T r a v e l 700 50. 7%

Genera l  Tour ing 900 37. o%

Total 1,800 100.0%

TABLE 2

Zone Pleasure Travel Products by Type of

Keewatin

(Estimate for 1986-87)

(Person Trips)

#

708

45

752

1,505

%

47. o%

3. o%

50. o%

100.0%

Fort Smith

#

4,000

5,000

9,000

18,000

Sources : Baffin a n d  Keewatin - Economic Development and

Note :

Trip Taken

Inuvik Kitikmeot

# % # %%

22. 2% 637

27. 8% 50

50.0% 3,720

100.0% 4,407

Total

#

14. 5% 200 33. 3% 5,745

1. 1% 400 66. 7% 6,195

84. 4% o 0. o% 14,372

100.0% 600 100.0% 26,313

Tourism, Regional Offices.
W e s t e r n  A r c t i c  - Consul tants Est imate,  ”  Western Arct ic Touris~ Deve lopment  and  Marke t  S t ra tegy
MacLaren  P lansearch .
For t  Smi th ,  Kitikmeot -  D M C A  e s t i m a t e s .

NWT

%

21. 8%

23. 5%

54. 6%

100.0%

( D r a f t )  -

Baffin pleasure travel includes non-peak pleasure travel. The shoulders, especial ly Spring, account for
30% of the Baffin’s annual  p leasure  t rave l  v is i ta t ion. Also in the case of Baffin t h e s e  e s t i m a t e s  a r e
based on 1987 packaged pleasure travel.

&
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T h e  NWT o f f e r s  t w o  b r o a d  t r a v e l  p r o d u c t s . These inc lude the
‘1

outdoor adventure travel market which is composed of consumptive

products such as fishing and hunting and non-consumptive products

such as  canoeing,  kayaking, wi ld l i fe  v iewing and photographic

safaris. The general touring product includes camping, highway

tour ing, historical, c u l t u r a l  a n d  g e n e r a l  i n t e r e s t  t r i p s . T h e

Fort  Smith  Region captures  most  of  the  NWT’S p l e a s u r e  t r a v e l ,

accounting for 68 .4% of  a l l  non-res ident  p leasure  t rave l  to  the

NWT . T h i s  i s  l a r g e l y  t h e  r e s u l t  o f  Y e l l o w k n i f e  b e i n g  t h e  m a j o r

ga teway  to  the  NWT. The Zone is also accessible by both air and

road and has two of the NW T’s three national parks; Wood Buffa 10

and the Nahanni.

. .,.
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3.0 POTENTIAL FOR DEVELOPMENT

While a pleasure travel volume of 26,000 non-residents to the NWT

is  re la t ive ly  ins igni f icant i n  t e r m s  o f  t h e  t o t a l  C a n a d i a n  p l e a -

s u r e  t r a v e l  m a r k e t , i t  h a s  a  v e r y  s i g n i f i c a n t  i m p a c t  o n  t h e  e c o -

nomy of the NW T and employment opportunities for NW T residents.

Both  the  length  of  s tay  and expendi ture  impact  o f  t rave l  to  the

NWT are significantly higher than in the case of southern Canadian

destinations. The average per  t r ip  expendi ture  of  non-res ident

t r a v e l  c a p t u r e d  b y  t h e  NWT is  $912.50  per  t r ip . The va lue  of

non-resident pleasure travel to the NWT is $24 million annual Iy.

Regard ing the  market  potent ia l  for  the  NWT’S tourism travel p r o -

d u c t s , the following table indicates t h a t  t h e  NWT i s  o n l y  c a p -

tur ing 17 .  2% of  the  market  potent ia l  ava i lab le  f rom the  N o r t h

A m e r i c a n  m a r k e t  fo r  tou r i sm p leasure  t rave l  to  the  NWT.

TABLE 3

Estimated Pleasure Travel Trip Potential for

NWT Tourism Products

Outdoor /Adventure
Trave l

, Fishing/ Hunting

. Non-Consumptive
Adventure Products

General Touring

Total

Existing
Pleasure

Travel Trips
Captured

5,745

6,195

14,372

26,313

Estimated North American Current
Market Potential NWT

Penetration
C a n a d a  U . S .  “  Totai Rate

5,620 22,480 28,000 20. 4%

14,600 32,000 46,600 13. 3%

32,636 46,000 78,636 18. 3%

52,856 100,000 1 5 3 , 3 3 6 17.2%

—. . . ,.



The data presented in this table is based on recent travel surveys

of both the Canadian and U. S. pleasure travel markets. These

surveys  iden t i f i ed  tha t  153 ,336  peop le  in  Nor th  Amer ica  expressed

i n t e r e s t  i n  p l e a s u r e  t r a v e l  t o  t h e  NWT. A t  p r e s e n t ,  t h e  NWT is

c a p t u r i n g  on! y  1 7 . 2 %  o f  t h e  p o t e n t i a l  m a r k e t  f o r  t r a v e l  to t h e

NWT. In part icular , non-consumptive adventure travel has signi-

ficant potential for market growth. A t  p r e s e n t  t h e  NWT is  cap-

t u r i n g  o n l y  1 3 .  3 %  o f  t h e  N o r t h  A m e r i c a n  t r a v e l  m a r k e t  p o t e n t i a l

for this travel product.

The Government of the NWT has launched an aggressive marketing

campaign with adventure travel as its underlying theme. Vir tual ly

all NWT  travel products involve an element of adventure. It would

not  be  an unreasonable  goal  for  the  NWT to  double  i ts  current

pleasure travel volume from 26,000 to 52,000 tr ips. By achieving

that goal the NWT would- sti l l  only be capturing 34% of the North

Amer ican market  potent ia l  that  is  current ly  ava i lab le  for  t rave l

to  the  NWT.

---

L . . — . . ... .,
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4.0  EMPLOYMENT IN THE NWT%

It is difficult to determine

has on the NWTts  e c o n o m y .

TOURISM INDUSTRY

the employment impact  that  tour ism

Tourism impacts on several sectors of

the NWTIS  economy including transportation, accommodation, food

and beverage, retail-wholesale, a r t s  a n d  c r a f t s  p r o d u c t i o n  a n d

tour ism t rave l  serv i ces  such  as  t rave l  agen ts ,  gu ides  and  package

t o u r  o p e r a t o r s . I n  a d d i t i o n , the NWT’S tour ism plant  of  accom-

modation, f o o d  a n d  b e v e r a g e ,  t r a n s p o r t a t i o n  a n d  r e t a i l  s e r v i c e

serves al l  tourists whether they are resident ( NWT ) or non-resi-

den t  bus iness  and  p leasure  t rave l  Ie rs . A s  i n d i c a t e d  p r e v i o u s l y ,

t h e  e s t i m a t e d  t o t a l  a n n u a l  travel  v o l u m e ,  both resident and

n o n - r e s i d e n t ,  served by  the  NWTIS t rave l  i ndus t ry  i s  181 ,618  t r ips

p e r  y e a r .

F o r  1 9 8 6  S t a t i s t i c s  C a n a d a ’ s  L a b o u r  F o r c e  S u r v e y  e s t i m a t e d  t h a t

the NWTIS accommodation, food and beverage sector employed 1,310

people. Genera l ly ,  the  accommodat ion,  food and beverage sector

accoun ts  for  54% of  to ta l  tour ism industry  employment . 1 As a

resul t , the  NWT’S t o u r i s m  i n d u s t r y  w o u l d  e m p l o y  2 , 4 2 6  p e o p l e ,

making it  one of the largest private sector employees in the NWT.

At present Government is the single largest employer in the NWT,

accounting for almost 40% of al I employment.

Another measurement instrument to determine tourism employment in

the NWT is tourism expenditure impact models developed by Tourism

Canada. The total economic value of the NWT’S tour ism industry

measured in tourism expenditure generated by both resident and

n o n - r e s i d e n t  travel is estimated to be $118.5 mil l ion annual IY ●

Based on Tourism Canada’s TIM model where $1 million in tourism

expendi ture  resul ts  in 21.62 person years of direct employment,

the NWT’S tourism industry would directly employ 2 , 5 8 3  p e o p l e .

1 Tourism Canada’s Tourism Impact Model.



As a result given that these two measurement instruments have

produced s imi lar  est imates of  tour ism employment ,  i t  wou ld  be

reasonable to assume that the NWT’S  tourism industry employs  2 ,500

peop le .

Table 4 presents an estimate of tourism industry employment for

t h e  NWT b y  Z o n e  a n d  b y  t o u r i s m  i n d u s t r y  s e c t o r . I t  i s  l a r g e l y

based  on  da ta  and  in fo rmat ion  con ta ined  w i th in  the  NWT’S P r o d u c t

Development Strategy completed in 1987. Together  the  Big  River

a n d  N o r t h e r n  F r o n t i e r  z o n e s  a c c o u n t  f o r  a l m o s t  6 0 %  o f  t o t a l

tourism industry employment.

Regarding the  occupat ional c o m p o s i t i o n  o f  t h e  NWTIS e m p l o y e d

Iabour force ,  only  est imates  can be  provided fo r  ce r ta in  indus t ry

sectors as shown in Table 5. The occupations shown in Table 5

represent 60% of the total occupational employment in the NWT’S

t o u r i s t  i n d u s t r y .

In reviewing these tables, it should be remembered that employment

and occupation e s t i m a t e s  h a v e  b e e n  m a d e  i n  p e r s o n  y e a r s  o f

emp loyment , P a r t  t i m e  o r  t e m p o r a r y  e m p l o y m e n t  in  the  NWT is

s u b s t a n t i a l l y  g r e a t e r . F u r t h e r m o r e , these  employment  es t imates

a p p l y  t o  b o t h  r e s i d e n t  a n d  n o n - r e s i d e n t  e m p l o y m e n t  i n  t h e  NWT’S

t o u r i s m  i n d u s t r y . I n  t h e  c a s e  o f  NWT’S l o d g i n g  i n d u s t r y  i t  i s

current ly  est imated t h a t  o n e - h a l f  o f  e m p l o y m e n t  i s  filled by

non-resident NWT employees.



TABLE 4

ESTIMATE OF NWT TOURISM INDUSTRY EMPLOYMENT

1986-1987
i

Restaurant
Sector

All Other
Tourism
Industry

NoteI/Motel Sector Lodge/Tent Camp Sector Oumtting sector

Employment

Total

Employment
in Person
Years %

360 14.3

244 9.7

284 11.3

452 18.0

976 38.9

197 7.8

2.513 100.0

Employment Employment

Employment
in Person

Yesrs

Employment
in Person
Years

# of
# Rooms Perm.

Person
Temp. Years

Person
Temp. Years

Perscm
Temp. YearsPerm. # Perm.

Zone

Baffin

Keewatin

W. Arctic

Big River

N. Frontier

Arctic Coast

16 274 77

12 90 37

14 250 77

16 392 116

1 0415 192

6 57 31

36 86

17 41

36 86

55 130

73 210

27 38

19

33

15

33

56

16

47 31

83 54

37 24

52 46

571 199

36 25

20
14

9
17
22
14

50
35
10
20
88
35

66 67

46 47

28 17

53 33

101 113

46 47

86

41

86

130

210

38

90

61

71

113

244

49

4

11

5

13

21

5

Total 74 1,478 530 244 591 591 172 826 379 96 238 340 324 591 628

.

1. Hotel, lodge and outfitting sector employment estimate derived from NWT Product Development Strategy, 1987.

2. Temporary employment is assumed to be 25% of one person year of permanent employment.

3. The NWT restaurant sector is assumed to employ the same person years of employment as the hotel/ motel sector.

4. All other industry employment is assumed to be 25% of total industry employment. It includes the following kinds of businesses:

. Retail/ Crafts Sales

. Transportation

- Airlines/Charters
- Taxis
- Rentals
- Buses

. Travel Associations and Travel /Tour Companies

. Other Employment not elsewhere classified.

d

o
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TABLE 5

.-

Hotels/Motels

Managers

Desk Clerks

Maids

Maintenance

Employment by Occupation for

Selected NWT Tourism Industry Sectors

Total Employment

Restaurants

Managers

Assistant Managers

Chefs

Cooks

Kitchen Helpers

Waiter/ Waitresses
B u s  P e r s o n

Total Employment

Outfitters

Sales/Administration

Guiding

Maintenance/ Support Se”rvices

Total Employment

TOTAL EMPLOYMENT

% E m p l o y m e n t

29.7 175.5

16.2 95.8

48.7 287.8

5 . 4 31.9

100.0 591.0

20.0

2.5

5.0

27.5

27.5

15.0

2.5

100.0

17.0

31.0

52.0

100.0

100.0

118.1
14.8

29.6

162.5

162.5

88.7

14.8

591.0

55.1

100.4

168.5

324.0

1 ,506.0

—...
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5.0 STRATEGIC DIRECTION FOR THE DEVELOPMENT OF
THE NWT% TOURISM INDUSTRY AND HUMAN RESOURCES

T h e  NWT’S best  potent ia l  for  the  growth of  i ts  tour ism industry

lies with the summer non-resident pleasure travel market. While

currently accounting for only 14. 4% of al I  resident and non-resi-

dent travel served by the NWT’S industry it  offers the best poten-

tial f o r  m a r k e t  d e v e l o p m e n t . A s  i n d i c a t e d  p r e v i o u s l y ,  t h e  NWT is

captur ing only 17. 2% of the North American market potential for

the NWT’S  pleasure travel products.

Strategica l ly  i t  is  towards t h i s  m a r k e t  t h a t  t h e  NWT s h o u l d  b e

priorizing development  of  i ts human resource and t ra in ing pro-

grams.  Wi th in  the  NWT’S ex is t ing tour ism industry  Iabour force of

2,500 people, it  is estimated that 562 person years of employment

a r e  r e q u i r e d  t o  s e r v e  t h e  c u r r e n t level (  1986) of non-resident

p l e a s u r e  t r a v e l  t o  t h e  NWT. W h i l e  t r a i n i n g  i s  r e q u i r e d  a t  all

levels of  the NWT’S i n d u s t r y , it is this core group of employment,

which represents 22. 5% of total tourism industry employment, that

wi l l  be  cr i t ica l  to  the  NWT!s goa l  o f  i nc reas ing  i t s  marke t  p e n e -

tration in non-resident travel markets. Fur ther  i t  represents  the

single  largest  area  of  employment  opportuni ty . With a goal of

doubl ing the  NWT’S present  p leasure t rave l  market  penetra t ion  a

fur ther  562  new employees wi l l  be  requi red over  the  next  f i v e

years .

The following section examines the  demand for  speci f ic  occupa-

tional training and human resource development programs.

. -. . < .,
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6.0 TOURISM TRAINING AND HUMAN RESOURCE
PROGRAM DEVELOPMENT

More than any other factor the abil i ty of the NWT to “deliver” its

tour ism product  represents  the  s ingle  largest  constra int  to  fur -

ther growth of the NWT’S tourism industry. Human resources are a

critical component i n  d e l i v e r i n g t h e  NWT’S t o u r i s m  p r o d u c t s .

Training is virtually required at all  levels of the NWT’S i n d u s t r y

s t a r t i n g  w i t h  c o m m u n i t y  a w a r e n e s s  training in terms of who

tourists are and what benefits they can bring to the community,

h o s p i t a l i t y  t r a i n i n g ,  t o  g u i d e  a n d  interpretive training and to
entrepreneur ia l t ra in ing s u c h  a s package t o u r  d e v e l o p m e n t ,

out f i t t ing , accommodation and food and beverage services.

In  a  recent  ter r i tor ia l -wide  survey of  tour ism industry  operators

human resource development programs were identified by operators

as a  pr ior i ty  a r e a  f o r  g o v e r n m e n t  t o  r e s p o n d  t o . Specifically y

three broad areas for human resource development were identif ied:

. Training and Staff Development

● Availability of Local Labour

. Tourism Industry Awareness

M a n y  NWT  tour ism operators  feel that training and staff  develop-

ment i s  t h e  g r e a t e s t  s i n g l e  constraint  to  future growth o f  the

NWTIS t o u r i s m  i n d u s t r y . T r a i n i n g  a l s o  i m p a c t s  s i g n i f i c a n t l y  o n

t h e  e f f e c t i v e  p a r t i c i p a t i o n  by NWT residents  in the industry  ●

There is a high rate of non-NWT resident participation. Many NWT

residents do not even speak English which can be a major impedi-

ment  to  par t ic ipat ion in  an  industry  that  is  be ing marketed to

southern travel markets.

In summary, there are a number of human r e s o u r c e s  issues  facing

the tourism industry of the Northwest Territories.

. Tourism is a young industry in the NWT and many communities have
had only limited experience with visitors in many instances.
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. There is a general lack of awareness about tourism among resi-
dents of the NWT.

. Other  requis i te  sk i l ls  required for  par t ic ipat ion in  the  indus-
try are generally not available.

. Skill development at all levels of the industry is necessary.

● There  is  d i f f icu l ty  in  funding and implement ing t ra in ing pro-
grams.

. Non-NWT residents account for a significant portion of industry
employment.

T h r o u g h o u t  t h e  NWT there is a general lack of public awareness

about tourism. In many regions it  was the tourism planning pro-

cess which f i rs t  de l ivered the  concepts  of  hospi ta l i ty , service

and organization to communities as recently as the 1980’s. Local

residents in many cases are unsure of exactly what is required to

promote and develop tourism in their local area. While marketable

world class natural and cultural commodities are abundant there is

a lack of industry experience and technical background integral to

successful development, organization and packaging of the product.

Many of  the  sk i l ls  requi red for  par t ic ipat ion in  the  industry  are

of ten  not  ava i lab le . T h e r e  i s  a  n e e d  t o  d e v e l o p  s k i l l s  a t  a l l

levels, from guiding to management. There are many logistical and

f iscal  chal lenges in  de l iver ing t ra in ing programs to serv ice  the

tour ism industry  g iven t h e  l a r g e  g e o g r a p h i c  a r e a  a n d  c u l t u r a l

d ivers i ty . Although there is only one community college, Arctic
College, in the NWT, it is expanding through a series of satell i te

campuses.

Government has the primary responsibility to establish a framework

and standards for basic training needed to upgrade the skil Is of

.=
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tourism business managers, their employees and officials of tour-

ism associations. While much has been accomplished to date it is

a n t i c i p a t e d  t h a t  t h e  r e c e n t l y  e s t a b l i s h e d  T o u r i s m  T r a i n i n g  a n d

Manpower Needs Board will further define training requirements and

recommend standards within the industry. T h e  NWT h a s  y e t  t o

e s t a b l i s h  a  f u l l - f l e d g e d  t o u r i s m  h o s p i t a l i t y  a n d t r a i n i n g  i n s t i -

tute such as in the case of southern provinces.

The development and implementation of effective tourism training

programs will be an important vehicle through which to improve the

par t ic ipat ion ra te  of  NWT residents in the NWT t o u r i s m  i n d u s t r y .

This wiii

enhanced

be an ongoing process with a iong term goai of greati y

empio  y ment and income opportunities for NW T residents.

The foiiowing tourism and human resource development program ini-

t i a t i v e s  a r e  r e q u i r e d  i n  o r d e r  t o  r e a i i z e  s t r a t e g i c  goais  for  the

d e v e l o p m e n t  o f  t h e  NWT’S tour ism industry and to ensure that  NWT

residents fuiiy participate in the resuiting economic  benef i ts :

GUIDE TRAINING AND DEVELOPMENT

4

Guide Tra in ing is  the  most  important  t ra in ing in i t ia t ive  for  the

NWT. As indicated previously the North American adventure travei

market represents the best market opportunity to capture pieasure

travei to  the  NWT. in order to deiiver adventure travel products

guiding and outfitt ing is normaiiy required for  both  consumpt ive

and non-consumpt ive  travei products. Particularity in the case of

package tours  guid ing is  aimost  aiways required.

it is reaiiy through a  t ra ined and exper ienced guide  that  tour is ts

can “experience” NWT a d v e n t u r e  travei p r o d u c t s  p r o v i d i n g  a
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critical l inkage between the attraction and the tourist. Aside

f rom p rov id ing  equ ipment ,  ensur ing the  safe ty  and comfor t  o f

tour is ts , and guid ing a  tour  group, the guide can real ly  enr ich

t h e  w h o l e  p l e a s u r e t r a v e l exper ience w i t h  h i s t o r i c a l / c u l t u r a l

in te rp re ta t ion  and stor ies  about  the  area ’s  legends and fo lk lore .

A good gu ide  makes  a  t r ip  bo th  in te res t ing  and  en te r ta in ing .

As shown in the following table, the demand for guide training has

b e e n  s t r o n g  s i n c e  i t s  i n t r o d u c t i o n  i n  1984. A total of 168

people have graduated from Level I  or introductory guide training.

A further 42 have gone on to more advanced Level 2 training in

either big game hunting or sportfish ing courses. Fur ther  growth

in 1987 was limited by available funding.

TABLE 6

Course Graduates for Levels 1 and 2 Guide Training in the NWT

Level 2 Level 2
Year Level 1 Big Game Sportfishing Total

1984 18 18

1985 26 7 33

1986 63 12 75

1987 61 14 9 84

168 33 9 210

T h e  d e m a n d  f o r  g u i d e  t r a i n i n g  h a s  b e e n  a  d i r e c t  result of the

g r o w t h  o f  p a c k a g e d  t o u r s a n d  n o r t h e r n  o u t f i t t i n g  e n t e r p r i s e s .

Since 1978 there has been a 405% increase in the number of out-

f i t t e r s  o p e r a t i n g  i n  t h e  NWT, f rom 19 in 1978 to 97 in 1988- This

has been particularly the case with the Eastern Arctic as shown in

the following table.

--
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TABLE 7

Growth in NWT Outfitting
1978 to 1988

Number of Outfitting Number of
Establishments Guide Course

Training
Graduates

1978 1988 1984-87

Eastern Arctic 8 34 116
Northern Frontier 8 22 32
Western Arctic 3 9 34
Arctic Coast o 14 28

As shown in Table 7 the growth in the demand for gu ide  t ra in ing

has been strongest in the Eastern Arctic. This has largely been

the  resul t  o f  growth in  out f i t t ing  and package tour  products  in

the Baffin and Keewat in . Both zones have also experienced a 100%

increase in  the  number  of  p leasure  t rave l  t r ips  over  the  period

1982 to 1987.

The following table has been prepared by Tourism and Parks Baffin

Regional Tourism Office. I t  forecasts  the  pro jected demand f o r

guide training over the next f ive years:

TABLE 8

Proiected Guide Training Demand.
Baffin  Region -

1988/ 1989/ 1990/
Course Type 1989 1990 1991

Level I 35 35 35
Level I I - Big Game 35 * *

Level I I -  F ie ld  Cook 10 35 35
L e v e l  I I  - S p o r t s f i s h i n g 35 - -
Level 11 - Interp / Natr. 10 35 35
Level I I - A l p i n e  E x p e d . 10 35
L e v e l  I I  - lnterp/ Genl. 10
Sub Total 125 115 150

Outfitting 20 35 35

T O T A L 135 115 150

* Depending on additional quotas.

Source: Tourism and Parks, Baffin Region.

1991/
1992

35
*

35
35
35

140

140

1992/
1993

35
*

35

35
105

105

Total

175
35
80
35

150
80
80

555
90

720

-. -.
—
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Histor ica l ly ,  the  Baffin has led the way for the demand f o r  g radu-

a t e s . O v e r  t h e  p e r i o d  1 9 8 4  t o  1 9 8 7 ,  t h e  Baffin a c c o u n t e d  f o r

35. 8% of all Level 1 and Level 2 c o u r s e  g r a d u a t e s . As a  resul t ,

based on the Baffin’s exper ience, the projected territorial  demand

f o r  g u i d e  t r a i n  i n  g  o v e r  t h e  n e x t  f i v e  y e a r s  cou 1 d  b e  v e r y

substantial .

At  the  present  t ime there  are  on ly  9  courses  ava i lab le  f o r  g u i d e

tra in ing (6 Level 1 and 3 Level 2 courses). At an average class

load of  12 ,  the  to ta l  course  capaci ty  annual ly  is  only  108  per -

sons. The course capacity should be doubled almost immediately

keep pace with demand. It is proposed for 1 9 8 8  that a total of

courses be offered in the fo l l ow ing  loca t ions :

Location Course Type

Eastern Arctic

. Baffin 1 Level 1
2 Level 2

.  Keewatin 2 Level 1
2 Level 2

Northern Frontier 5 Level 1
1 Level 2

Western Arctic

Arctic Coast

The estimated

19 courses.

2 Level 1
1 Level 2

1 Level 1
2 Level 2

to

19

cost  for- each course  is $40,000 or $760,000 for al I
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PACKAGE TOUI?  AND TOUR COMPANY
DEVELOPMENT TRAINING PROGRAMS

Again, as in the case of guide training,

aged tours or the development of tour

if the NWT is to effectively capture new

the development of pack-

companies wil l  be crit ical

market penetration in t h e

North  Amer ican outdoor  adventure  market . The development of

t ra in ing and entrepreneur ia l  development  in  th is  area  wi l l  c o m -

p l e m e n t  gu ide  t ra in ing  p rograms.

On ly  w i th in  the  las t  year  have  in i t i a t i ves  been  taken  in  p rov id ing

t r a i n i n g  f o r  e x i s t i n g  o p e r a t o r s  and z o n e  t r a v e l  o r g a n i z a t i o n s  in

regard  to  packaged  tou r  p roduc ts . In 1987 seminars were held in

the  B a f f i n

i d e n t i f y i n g

o f  e x i s t i n g

Zone. These seminars can be excellent catalysts for

new package tour products or for reviewing the impact

ones.

A ter r i tor ia l -wide program should  be  developed and del ivered in

each of the zones. In some cases, Zone Travel Associations may

want to examine the feasibi Iity of developing their own tour com-

panies to market and coordinate packaged tour products.

Whi le  there  is  current ly  no occupat ional  data

ployment in the NWT’S t o u r  c o m p a n y  s e c t o r ,  it is

or 176 people

companies and

The estimated

a r e  c u r r e n t l y  e m p l o y e d  d i r e c t l y

t o u r i s m  r e l a t e d  o r g a n i z a t i o n s .

avai lab le  for  em-

estimated that 7%

b y  e x i s t i n g

c o s t  f o r  deve lopment  and  de l i ve r  y  o f  a  te r  r

tour

tor -

ial-wide package tour  development  program is  est imated to  cost

$240,000 which includes $60,000 for development of the core cur-

r i c u l u m  a n d  $ 1 8 0 ,  000 f o r  de! ivery o f  the Program  in each  o f  the

six years ●
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I TOURISM AWARENESS PROGRAMS I

There is a widespread need throughout the NWT for

ness training at the community ievei. Without fail

tourism aware-

whenever  the

subject of tourism arises, either through a conference or through

community economic meetings, a community representative wiii pose

the question as to how a community can get involved in the indus-

try.

The development  of  a  tour ism awareness training course would

address that very basic question. It would demonstrate the value

of tourism to the NWT’S economy and i ts  potent ia l  impact  a t  the

community level. it wouid describe who tourists are, their e x p e c -

t a t i o n s  a n d  w h e r e  t h e y  c o m e  f r o m .  It would  describe  how communi-

ties c a n  p a r t i c i p a t e  in t h e  d e v e l o p m e n t  p r o c e s s  a l l  t h e  w a y  f r o m

community  waiking tours, community hosts, the value of NWT cuiture

in enhancing the tourism experience; to tourists’ needs in terms

of accommodation, food and beverage. For communities that may be

a i a r m e d  b y  g r o w i n g  ieveis o f  v i s i t a t i o n ,  t h e  c o u r s e  should d e -

scribe that in most cases it  wii  I  be tour packages consisting of

iess than 30 peopie per tour. Lastly,  i t  should describe employ-

ment and income benefits for community and area residents such as

opportuni t ies  for  guid ing,  out f i t t ing  and the  provis ion of  accom-

modation services.

HOSPITALITY TRAINING PROGRAMS
.

This  program

i n  t h e  NWT.

iocal skil ied

area  pr inc ipa l ly  appl ies  to  wai ter /wai t ress  t ra in ing

In many communities, there  is  an  overa l l  lack  of

p e r s o n s  t o  w o r k  i n  t h e  h o s p i t a l i t y  industrY=

..-
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A t e r r i t o r i a l - w i d e Hospitality Training Program s h o u l d  b e

developed and implemented. The estimated program cost would be

$150,000. Business would  be  encouraged to  par t ic ipate  in  the

program.

The NWT is also currently considering the implementation

Host  Program for  the  NWT tour i sm indus t ry .  Bus inesses

e m p l o y e e s  w h o  h a v e  p a r t i c i p a t e d  i n  h o s p i t a l i t y  t r a i n i n g

of a Good

that have

programs

would receive a certif icate indicating that they had completed the

program. Such  p rograms a re  necessary  to  es tab l i sh  a  sys tem o f

standards and rat  in gs for the NW T tourism industry.

TOURISM INDUSTRY LABOUR  MARKET
INFORMATION SYSTEM I

This last program concerns the  development  of  a  labour m a r k e t

information system for the NW T’s tourism industry. In  order  to

successfully implement and evaluate human resource development

programs, more accurate data regarding both the demand and supply

of  tour ism industry  labour is  required. Such a system would be

based, among other  th ings, o n  i n d u s t r y  s u r v e y s  a n d  a  human

resource  inven to ry  to  be  imp lemented  th roughou t  the  NWT.

-=. .-L


