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L ASSOCIATIONOl?LINOUSTRIETOURISTIOUEOUCANbOh

March17, 1988

TheMinistersof Tourism,attending
The Federal- Provincial/Territorial
Conferenceof TourismMinisters,at
Calgary,Alberta

DearMinisters:
-

The TourismIndustryAssociationof Canadais pleasedto be involvedin
thishistoricmeetingwithTourismMinistersand Industryleadersto discuss
the futureof tourismdevelopmentin Canada. In supportof our attendance,
and as backgroundto TIAC delegatesremarksat the Symposium,we offerthe
followingcommentsin responseto the Symposium’sDiscussionPaper-
preparedby TourismCanada.

A reviewof themore significantTourismIndustryreportsto federal
and provincialtourismministersduringthe pastdecaderevealsa remarkable
consistencyin the perceptionof the challengesand opportunitiesfacingthe
tourismindustry. The 1978Reportof the TourismSectorConsultativeTask
Force,TIAC’S1985ComnentsOn A CanadianTourismStrategyand the current
responseto The Challengesin TourismProductDevelopmentdemonstratethat,
with respectto Governments’rolesin tourismindustrydevelopment,the more
significantphilosophicalviewsof Canada’stourismbusinessleadershave
not changed.

For example:

1. Then and now,the industry“opposeshandouts”and believesthat
government’sprimaryroleis to addressinfrastructural
requirementsso thatviabledevelopmentopportunitiescan be met
and realizedby the industryand the businesseswhich serveit.

2. Then and now,the industryhas recommendedthatscarcegovernment
financialresourcesearmarkedfor tourismdevelopmentprogramsbe
appliedto highpotentialregionsor zonesratherthanbeing
dissipatedin “fixing”regionaldisparities.

WithTUJRISM
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3.

4.

5.

6.

Then and now, a “NationalTourism
Strategy”or “ProductDevelopment
havebeen requestedof government
producedplanningtools.

Plan” or a “Canadian Tourism
Strategies” (by jurisdiction)
by the industryas cooperatively,

Then and now, industryhas askedgovernmentto establisha better
statisticalbase for the tourismindustryin orderthat it may make
itscasecompetentlywith,for example,privatesectorlendersor
governmentaltaxingauthorities.

Then and now, industryhas lobbiedgovernmentsat both the federal
and provinciallevelto establishseparateministriesor
departmentsfromwhichto betteradministergovernmentalsupport
and promotionof tourism.

Then and now, the industryhas recommendedthatgovernmentsut)r)ort
and assistance~roqrams,be focussedon the “win;ersnwithinthe
tourismindustryi; orderto ensurethe establishmentand
maintenanceof a highqua”itytourismplant.

Theserecommendationsby the
degreesby governments. -

Therehas beenan encouraging

ndustryhavebeenaddressedto varying

increasein the levelof coo~eration
betweenthe privateand public-se~torsduringthe pastfewyear%. It is
especiallygratifyingto continuethe processthroughcooperative
consultationratherthanvia confrontationalrhetoric.Whilemany
challengesand somedisagreementsremain,governmentshaveresponded
positivelyin manyways and the industry,for its part,has becomemore
self-reliantand successfulas a result.

In 1977our $10 billiondollarindustryhad slippedto a travelaccount
deficitof $1.6billion. Ten years later,revenueshad doubledin size to
$20billion,while we experienceda relativelysmallertravelaccount
deficitof about$2 billion. And TourismhadclimbedfrombeingCanada’s
sixthlargestearnerof foreignexchangeto secondplacebehindthe
combinationof automobilesand automobileparts. So, together,we havebeen
doingsomethingsright.
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In the paperyou will reada varietyof plaudits(someexplicit;some
implicit)for governmentinitiativeseitheraccomplishedor which are
underway. You will alsofindsome suggestionsfor improvingor hastening
variousgovernmentactivitieswhich supporttourismdevelopmentand,we
offersome recormnendationsfor additionalstepswhichwe believewill assist
in the achievementof our conwnongoals.

We wishyou well in your deliberationsand look forwardto a
conununicativeand fruitful“shirtsleeve”sessionduringthe afternoonof
March2@.

Respectfu ,

@ 7

/

W.J A. Rowe
Ch “rman

.:. .3
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RECOMIENOATIONSOHTOURISMOEVELOPUENT

1. A TourismDevelopmentCouncilshouldbe formedto studydevelopment

policiesof federaland provincialgovernmentsand to criticallyassess

the stateof tourismdevelopmentin Canada. The Councilshouldbe

similarin form to the TourismMarketingCouncilwith bothprivateand

publicsectormembers. The Councilwould reconrnenddevelopment

initiativeswhichwould be fosteredby governmentforeventualprivate

sectorimplementation.

2. As its firstproject,the new TourismDevelopmentCouncilshouldact as

the catalystto the preparationof a nationaltourismdevelopment

strategy. SinceProvincial/Territorialproductdevelopmentstrategies

are currentlyunderway,the nationalstrategyshouldbe a compendiumof

regionalstrategies.The finalnationalstrategyshouldincorporatethe

conceptof designatedtouristareas,destinationzonesand linkzones,

the developmentand marketingof which shouldbe unfetteredby political

boundariesor borders.

3. Provincial/Territorial,nationaland international

studiesshouldbe fundedby governments.Research

tourismresearch

findingsand

resultingdata shouldbe made availableto the privatesectorwhich,

initially,wouldalsobenefitfrom in-depthexplanationsof “howto use”

the dataand theirsignificance.Fundingof broad-basedmarketresearch

by government

tourismplant

to do both.

is preferableto directgovernmentinvestmentin the

(excluding infrastructure)in the absenceof the ability

.s . ..*
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4. Governments,workingwith appropriatetourismindustryleadersand

financialexperts,shouldcontinuetheirresearchleadingto the

formulationof innovativefinancingconceptsfor tourismdevelopment

whichwouldappealto the financialmarkets. The resultsof the

federal-provincialworkinggroup,whichhas been studyingmaterial

producedby the recentNiagaraInstituteStudy,wouldconstitutean

excellentfirststep in the process.

5. Continuationand accelerationof publicrelationsinitiatives,suchas

TIAC’STourismAwarenessProgramin cooperationwithTourismCanada,are

neededto firmlyestablishan attitudeamongCanadiansthat tourismis

in the nationalinterestand further

beneficialto all Canadianindustry,

thata successfultourismimageis

particularlyexporters.

6. The proposalsoutlinedby TourismCanadain the sectionof the

DiscussionPaperentitled,“ToMeetThe Challenges”,supplementedby

points1 to 5 above,if implemented,wouldconstitutea quantumleap

forwardfor CanadianTourismDevelopment.The proposalsdealingwith

corridorand zone development,productpackaginghumanresourcesissues,

enhanceduse of nationalparksand emphasison uniquenaturalor

historicalattractions,financingissuesand technologicalinnovation

are particularlyimportantin the faceof increasinglysophisticated

competitionthroughoutthe world. We stronglyendorsetheseproposals

and urge theiradoptionby theTourismMinisters.
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BACIC6ROUNDONTOURISMDEVEL~ENT INCANADA

1. Government’sRole

It is evidentthat sincethe changein governmentat the federallevel

in 1984,the roleof the federalgovernmentin the tourismdevelopment

processhas changedsignificantly.Froma highlyinterventionist

positioncharacterizedby extensivegrantprogramsof variouskinds,

regionalincentivesand tax shelterlegislation,the federalgovernment

positionhas changedto that of a supportiveroleas a resultof the

removalof many of thesestimulativetools. Hence,privatesector

tourismbusinesseshave,of necessity,becomemore self-reliantwith

respectto

conditions

Duringthe

developmentoptionsand,consequently,more awareof market

and competitivefactors.

“interventionist”era, someof the privatesectorinvestment

in the industrywas not basedon intrinsictourismindustrymarket

factorsbut ratheron artificialtax savingsas well as economic

benefitsflowingfromgrantsto investorsfor projectsin economically

depressedareas. Much of the investmentin the industrywas made by

individualsand corporateentitiesseekingthe tax shelteror similar

benefitswho otherwise,had no reasonfor investmentin the tourism

industry.As a result,the supplyof motels,hotelsand resortsgrew

disproportionatelyrelativeto demand.
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Ironically,the processof restoringequityto the federalincometax

systemhas becomea factorin restoringequilibriumto the supplyand

demandof touristaccotmnodation.Becausea similarset of

circumstancesand governmentalresponseshaveoccurredin the United

States,no significantcross-bordercompetitiveadvantagesor

disadvantageshave resulted.

Perhapsone of the positivesideeffectsof the overdevelopmentof the

early1980’swas an overallupgradingof the accommodationsector. By

virtueof the threatof the new competition,many establishedresorts,

hotels and motels were renovated. The physicalimprovementswere

accompaniedby a renewedawarenessof servicefactors,resultingin

increasedattentionto stafftraining.

The Canadiantourismindustrylostmuch of itsmarketshareduringthe

pasttwo decades. The tourismplantmust growand attractionsmust be

developedor be mademore accessibleto travelers if we are to

recaptureour lostshare. Governmentsmust continueto playa major

rolein providingthe infrastructurerequiredto supportprivatesector

developmentinitiatives.

2. “Fixing“ RegionalEconomicDisparity

A retrospectivelookat themany provincialand federalgovernment

assistanceprogramswhichhavecome and goneoverthe pasttwentyyears

reveals,not surprisingly,someexceptionallygoodprogramsand some

which,becausetheywere politicallyinspired,dissipatedscarce

resourcesunderthewell-meantobjectiveof improvingregional

disparities.

..
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Occasionallythe unproductiveprograms(whenviewedin retrospect)

constituteda governmentresponseto the representationsof elementsof

the tourismindustryor self-appointed“champions”of the tourismcause

at the locallevel. Often,the industrygot what it askedfor,however

unwisethe requests.

Unfortunately,the failureswhich resultedcapturedmediaattentionand

contributedto the poorreputationof the tourismindustrywithinthe

financialconmmnity.

We hopethat the tourismindustryand governmentshavelearnedfrom

pastmistakesand thatfutureinitiativeswill be builton sounder

bases. Tourismdevelopmentshouldonly be encouragedin themore

depressedeconomicareasIf anduhentheyconstitutea viable

tourismresourceand afterthe provisionof appropriateinfrastructural

linksand facilities.

.,
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3. CooperativePlanntn~

Reliablemarketresearch,as a basisfor “predicting”the future,is

the most importantelementin developmentplanning. It is evidentfrom

the Discussion

symposiumthat

heatingup and

challenge.

Paperpreparedby TourismCanadafor thisDevelopment

internationalcompetitionfor tourismspendingis

as a competitor,Canadamust equipitselfto facethe

The marketresearchwhichwas done to produce the information reported

in the DiscussionPaperis a classicexampleof an areaof activityby

governmentuponwhichthe Canadiantourismindustryis reliant. There

are very few tourism-orientedCanadiancompaniesout of 60,000

businessesin the industrywhichcouldaffordto undertakethe levelof

internationaland domesticmarketresearchwhichunderliesthe

DiscussionPaper. Of the existingcompanies,one is a crown

corporationand one is a multi-nationalconglomerate.Therefore,it is

veryclearthatthe industry’spooledresources,representedby

government, must handle the research task.

The researchresults,if effectivelycommunicatedto al”

participants,can beused by the key playersto strateg-

comnongood.

industry

ze for the

Frequent

the form

and continueddialoguebetweengovernmentand the industryin

of strategicplanningfor developmentandmarketingis

essential.Forumssuchas theTourismMarketingCounciland the

CanadianTourismResearchInstituteare provingto be excellent

examplesof thiscooperation.

.

. .’:>*
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Politiciansmust understandthatGovernmentsupportof tourismresearch

is essential. Thereis no optfonor cheaperalternativeif Canadais

to competeinternationally.Only thoseindustrieswhichare comprised

of a very few,very largememberbusinessescouldevenbeginto

contemplatereplacingthis governmentroleof marketresearchand

conmwnication.The Tourismindustry,with60,000smallbusiness

members,is not suchan industry.

4. TourismIndustryStatisticalBase

In responseto a statementof the need in boththe 1978TourismSector

ConsultativeTask Forceand againin TIAC’Sreactionto the 1985

TourismTomorrowdocument,the FederalGovernmentestablishedthe

NationalTask Forceon TourismData. This has led to the creation,by

Governmentand the industry,of the CanadianTourismResearchInstitute

and also,by government,the productionof a SatelliteAccountfor

tourismdata.

He notewithmild concern,differencesin data reportedrecently. For

example,TIAC, in a recentreporton Tax Reform,citedTourismCanada’s

TourismImpactSystemwhich reportednationaltourismrevenuefor 1986

at $22 billion. However,the DiscussionPaperreports1986 revenueat

$20 billion. Thesedifferenceshighlightthe needfor the Satellite

Accountinitiativewhichwe applaud. We lookforwardto an early

completionof the taskso that both governmentand industrymay

communicatethroughthemedia and with othergovernmentdepartments

usingfullycredibledata.

.,
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5. “winnersVersusLosers”Concept

Finally,in this reviewof the more importantphilosophicaltenets

espousedby TIAC relativeto governments’role in tourismdevelopment,

we reiteratethe “WinnersversusLosers”concept. This is one of the

several areaswhere,in recentyears,we believethatgovernmentshave

adopteda strongly-heldprincipleof TIAC and mostmembersof the

industry.

Thereis a strongpoliticaltemptation,particularlyat local,regional

and provincial/territoriallevelsto provideimprovementprogramsfor

the industrywhich,despitewell-meaningmotivation,serveto

perpetuatemediocrity.We applaudthe tougheningof the criteriaand

theirapplicationwhichwe have seen recently.
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KEY CHALLENGESAND SUJJTIONS

Issues RaisedBy The DiscussionPaper,“TheChallengesIn TourismProduct

Development”

As a generalopeningcomnent,TIAC is impressed

and insightreflectedin the DiscussionPaper.

the industry,it appears,are beingwell-served

collaboratedin the document’spreparation.

with the qualityof thought

The TourismMinistersand

by the officialswho

The development-relatedchallengesfacingthe industry,and the reasons

therefor,arewell-explainedin the Paper. Althoughmanyof themappearto

be daunting,thereseemsto be a discerniblethreadof optimismand

self-confidencerunningthroughthe Paper’svarioussectionsleadingto the

solutionsproposed. This reactionperhapsservesto reconfirmTIAC’S

supportof

innovative

the continuingrole for governmentinvolvementin researchand

thoughtas well as government’sleadershiprolealongwith TIAC,

in fosteringcommunicationwithinthe industryand betweengovernmentsand

the industry.

In more specificterms,the DiscussionPaperimplicitlyindicatesthat

effectivetourismdevelopmentis dependenton a full rangeof disciplines

including:

- Planning
- Marketing
- Financing
- HumanResources
- InfrastructureDevelopment

I
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PLANNING

Challenges

Planning Is the key to success, as many an entrepreneur who has failed due to

inadequate planningcan attest. Beginningwith the preliminaryfeasibility

study,throughmarketanalysis,siteselection,physicalplanningand financial

analysis,carefuland professionalplanningis essential.

Planningis not only requiredat the projectlevel,it is also essential at the

national, provincial and municipal levels. A developer may have an excellent

concept for an attraction or resort. However,in the absenceof a coordinated

nationalor regionaltourismproductmasterplan,thereis high risk that the

projectmay be situatedin an inappropriatelocation. Unfortunately,thereare

suchexamplesin Canadaof majortourismprojectshavingtheirsiteselections

basedon political,ratherthan reliablyresearched,practical,considerations.

They havesubsequentlyfailedor haverequiredongoinggovernmentsupport.

It is apparentfromthe DiscussionPaperthata highlysophisticatedresearch

base has evolvedwithinTourismCanadaand its provincial/territorial

counterparts.It seemsevidentthatthe analysisof thewealthof information,

containedwithinand flowingfromthe “LongwoodsStudy”and otherslike it is

re-shapingthemarketingthrustof TourismCanada.

..,.

.,.
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Hhat logically follows from this re-shaping of marketing is a re-shaping of

the product beingmarketed. Someof thiswill evolvefromchangingpatterns

of demand. Somewill requiresignificantgovernmentexpenditureon

infrastructuretncludfng a degreeof educationof both largeand small

businesseswithinthe industryso that tourismentrepreneursmay seize the

opportunities.

One exampleof a recentdisappointmentinvolvesthe inabilityof Tourism

Canadato proceedwith a very importantstudyof consumerperceptionsof

tourismproductpricingin Canadaand Canadiancompetitivenessin this

regard. Industrydid notgeneratesufficientfinancialsupportfromamong

itsmembersto completethe necessaryfundingof the study.

Thisoccurrenceraisesmany questionswhich both governmentand industry

must ask themselvesand eachother. Notableamongthemwouldbe, “who

shouldpay?”for thistypeof research. TIACwould arguethatthis is

preciselythe typeof researchwhichgovernmentshouldfundas opposed,for

example,to makinga directinvestmentin an activetourismindustry

business,eg: a hotelor motel. What is certain,however,is that dialogue

mustcontinuebetweengovernmentand the industryrelativeto the problems

surroundingthis typeof situation.

.... .
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Solutions

The TourismIndustryAssociationof Canadafavoursthe preparationand

implementationof a coordinatednationaltourismdevelopmentstrategy. The

Strategyshouldbe preparedin closecooperationamongfederal,provincialand

privatesectorinterests.

The strategyshould: -Set out broad

objectives.

nationaland regionaltourismdevelopment

-Identifytourismdestinationsand corridorsto receive

preferredtreatmentin governmentprograming to attract

appropriateprivatesectordevelopment.

-Clarifygovernmentprogramsand initiativesat all

levelsto supporttourismindustrydevelopment.

,...

~ -
r
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Tourismdevelopersshouldbe encouragedto carryout thoroughfeasibilityand

planningstudiesbeforeembarkingon new projectsand,wheregovernmentfundingis

involved,theyshouldbe requiredto do so. Federaland ProvincialGovernments

currentlyhave financialand technicalassistanceprogramsto helpwith these

studies. Theseprogramsshouldbe expanded,publicized,theircriteriatightened

and mademore readilyavailableto the privatesectorin all provincesand

territories.

Governmentsshouldcontinueto play a prominentrole in the developmentof research

and statisticsin supportof tourismindustryplanning.

MARKETING

Challenges

Thereare two key elementsto marketing. They are:

1. Marketidentificationand promotion.

2. Havingthe rightproductin the rightplaceat the righttimeand

at the rightprice.

Sincethe subjectof marketidentificationand promotionis beingdealtwith

throughtheTourismMarketingCouncil,it has not been discussed here other than to

confirm the viewthata developmentstrategymust be basedon a strongmarket

analysisand followedup by an integratedmarketingstrategy.

b
.,,*
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The questionsof what productto developand whereto locateItare highly

complex. As the DiscussionPaper

of:

-Primaryand
-Competition

indicates,theyrequirecarefulanalysis

secondarymarkets

-Environmental factors
-Availability of suitable sites
-Comnunity acceptance
-Supporting infrastructure

Project timing is critical. Major projects can take three to five years to plan

and construct. Market and economic conditions may change over that time. To

reduce the risk of beingout of phasewith themarket,

lookingmarketand economicresearchis required,both

and micro (project)levels.

high qualityforward

at the macro (national)

The phrase“rightprice”is synonymouswith “value”. Valueis a highly

subjectivetermwhichmay vary accordingto theexpectationsof eachcustomer.

The one componentof valuewhich tendsto remainreasonablypredictableis that

of competitivepricing. Typically,if a touristcan obtaina comparable

experienceat two locations,he will tend to selectthe lesscostlypackage.

Becausesomemay chooseto disputethis premise,it is all the more regretable

thatthe ConsumerPricingPerceptionStudy has not been funded.

,’

b

.
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The productcost,and ultimatelythe

of thesefactorsare controllableby

- 13 -

price,is dependenton

the developer/operator

many factors. some

through Improved

efficiencyand solidpurchasingpolicies. Otherfactorssuchas taxes,minimum

wage rates,alcoholicbeverageand transportationcosts,are beyondthe control

of the enterprise.Theseuncontrollablecostscan becoaeparticularlyonerous

for businessescompetingagainstsimilarU.S. basedprcxlucts.

Solutions

As mentionedabove,thoroughmarketresearchis essentialto nationalor

regionaltourismdevelopmentstrategies.The privateand publicsectorsmust

work togetherto strengthenboth the TourismMarketingCounciland the Canadian

TourismResearchInstituteto ensurethat thesebodiesrespondto industry

needs. Otherconwnunicationvehiclesmay be necessaryto ensurethat the output

of valuablegovernmentresearchintotourismmarkettrendswill reachindustry

usersin an understandableformatand on a timelybasis.

BecauseGovernmentapprovalscan significantlyaffectthe timingof a tourism

project,developersshouldcarryout detailedmarketanalysis before receiving

governmentapprovalsand developmentassistance.Therefore,mechanismsare

requiredto improvethe responsetimeof governmentagenciesat all levels-

federal,provincialandmunicipal.

Governmentsmust alsoaddressthe implicationsof increasingtax rates,minimum

wagesand regulationon the costand competitivenessof tourismproductsand

services.

..

. .,
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FINANCING

Challenges

One of the greatest challenges facing tourism developers is that of financing.

For sometime,many Tourismprojecttypeshave been viewedby banksand other

financialinstitutionsas high riskwith limitedreturnin the early years of

operation. This perception has been toooftena realityin recentyears because

of a few,high profile tourism projects which have not proven financially viable

within a reasonable period of time.

Because of the traditional difficulty of attracting equity and debt financing,

there has been a tendencyformany tourismprojectsto be fundedthrough

disproportionatelyhighcostdebt (i.e.highinterestrates). Fortunatelythere

is a trend,albeitslow,towardfinancialinstitutionsand investorsassessing

tourismindustryprojectson

prejudices,built up through

tourismindustrybusinesses,

theirown merits. Also the long-standing

yearsof, for example,FBDB loansto non-viable

are graduallydisappearing.The growingsizeand

importance of the industry and its significant role in the national economyare

beginning to be noticed by lenders and investors.

!

Therearemany formsof governmentassistancefor the infrastructuralor

quasi-infrastructurealelementsof tourismdevelopmentprojects. Theseinclude

forgivableloans,no interestloans,interestsubsidies,delayedpaymentloans,

loanguarantees,grants,shortand longtermequityparticipation

incentives,althoughthe latterhave allbut disappeared.All of

assistancehave theiradvantagesand theirdrawbacks.

and tax based

these forms of ~

‘3

.i
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Therehas been a tendencyfor governmentsto use financialand tax incentivesto

attracttourismdevelopmentto locationswhichmight not otherwiseproveviable.

This can leadto longterm financial difficulties when the supportrunsout and

to the furtherconsequenceof perpetuatingthe bad imagewhich the industryhas

had in the financialcommunity.

By the sametokenfrequentlychangingtax and incentivepoliciesof governments

oftenlead to an uncertaininvestmentclimate. This causesinvestmentdecisions

to be made in responseto incentivesratherthanbeingbasedon soundplanning,

marketanalysisand the intrinsiceconomicmeritsof the development.

Solutions

The image of tourism projects as viable investment opportunities needsto be

improved.Thiscan be achievedby providinginformationto the financial

communityon the growingimportanceof tourismin the Canadianeconomy.

Developerscan alsocontributeto theirown successby producingmore thorough

and professionalplans for presentation to potential investors and lenders.

As partof a developmentstrategy,the Federaland Provincial/Territorial

Governmentsshouldreviewtheirvariousincentiveprogramsto ensurethat they

are encouragingthe developmentof tourismprojectsthatare viableoverthe

longterm. Toughcriteriadevelopedin cooperationwith the industryand

strictlyenforced,are a prerequisite.

Finally,continuityof governmentprogramsis alsoessentialto successful <

expansionof Canada’stourismplant. Ideally,theseprogramsshouldbe funded

and remainin placeforat leastfiveyears.

..:*
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HUMANRESOURCES

Chal1enaes

Canadas

economy.

force is

creating

tourism industry is expanding faster than any other sector of the

This is happeningat a timewhen the industry’straditionallabour

declining.Thereare feweryoung peopleenteringthe workforce,

a crisisfor tourismemployersin some partsof the Country. In

competition with other industry sectors, tourism is seen as an industry with few

careeropportunities,payinglow wagesand havinggenerallypoorworking

conditions.

Often,formaleducationand trainingare overlookedby employerswhen setting

compensationpolicyfor new employees. This discouragesyoung peopleentering

the workforcefromseekingformaltraining.

Solutions

Many provincesare currentlyestablishingtourismeducationand training

councilsto bringthe industryand educatorstogether. At the nationallevel,

the nationaltradeassociations,in cooperationwith theFederalGovernment,are

developingStandardsand CertificationPrograms.

It is essentialthat thesenationaland provincialeffortsbe carriedout in

closecollaborationto ensurethat the provincialprogramsare consistentwith

the nationalindustrystandards.A strate~ or forumis neededto bringthis ;

about.
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INFRASTRUCTURE

Challenges

The Geographyof Canadais such that it is difficultfor a singleproject,such

asan attractionor a ski centreto standalone. The tourismproductis an

integrationof attractionssuch as a nationalparkor a man-madethemeparkand

servicessuchas acconsnodation,transportation,foodand beverage,etc. The

Challengeoftenis to attractsufficientof thesevariousessentialcomponents

to an area,therebycreatingthe criticalmass for a tourismdestinationor

totalproduct.

Many tourismprojectsare only viableif appropriatemunicipaland regional

servicesare in place. These includesewer,water,powerand access. If a

developeris requiredto installtheseservicesat his cost,it is very unlikely

thathe wouldbe ableto justifythe project.
.

Solutions

By designatingtourismdevelopmentzones in a regionalor nationalstrategyand

by focussinggovernmentincentiveson thesezones,governmentscan encourage

developersto locatethere. In this regard,it is necessaryfor governmentsto

cooperatein the creationof such zonesas theyoftencrosspolitical

boundaries.Thiscross-bordercharacteristicof tourismdevelopmentzonesmay

inspirea greaterdegreeof federalgovernmentinvolvementincludingdomestic

marketingof the resultingproducts.

By providingthe necessaryserviceinfrastructurein cooperationwith

developers,governmentscan furthercontributeto the creationof complete

destinations.
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SomeFinal Thoughts:

TIAC and the industryare veryconcernedthat the EXPORT and IMWtT-

REPLACEMENTcharacteristics of the Canadian tourism industry be recognized by

politicians. Me believe that Tourism Ministers will be required to employ all

of their persuasive skillswith theircolleaguesto ensurethattheseconcepts

are fullyunderstood.

The consequencesare far-reaching.The tourismindustrymust,undersalestax

reform,be accordedexportindustrystatusor be subjectto more difficult

internationalpricingcompetition.Also,failureby governmentsto recognize

theseimportantaspectsmay leadto an understatementof the valueof government

supportfor the industry. For example,the limitedmarketingof tourismat the

federallevelwithinCanadais missingmuch of the “import-replacement”

opportunity.Uhat bettersalesmanand ambassadorfor theCanadiantourism

productcouldtherebe thana happyCanadianuser describinghis Canadian

touristicexperiencesto an Americanduringa Floridavacation.

As statedat the outset,subjectto the reconanendationswhichwe havemade,TIAC

is pleasedwith the levelof awarenessof the challenges,opportunitiesand

problems,as expressedin the DiscussionPaper. There is enoughsubstanceand

insightshown to causeus to be veryoptimisticthat the resolutionsreachedat

theMinister’sConferenceand themeasureswhichwill flowas a resultshould

addressthe real issuesfacedby the tourismindustryin an effectiveway.

“

L.,

.


