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ROD

| ' Tourism plays an important role in the economy of the
@’mubﬂu7§ Yukon and Northwest Territories ("the Territories®™). This fact
Lodsemt}  nag been recognized by the federal government which has invested
e h  c1ose to $18 million since 1981 to support tourism planning, the
#42AJi)T 4O ggtablishment, expansion or upgrading of tourism facilities and
7ULl mAe marketing under tourism sub-agreements and other tourism specific
CMneune  programming. (Annex A refers.) 1In total the two Territories
JnﬁﬁﬁﬁMgd have received eral tourism funding since 1981. 1In
V‘l“ﬂﬁﬂ#mﬂhddition, there en federal contributions to individual
0)( Vhio 4efyytourism projects throygh other departmental programs such as
IRDP/SARDA and NEDP, often in combination with tourism program

support. Pt wmntd, fﬁb’éﬂ fedla Aﬂfm,gsmww, MG frau
e podtendeat
OVERVIEW OF THE TOURISM SECTOR

In Canada, the tourism industry generates nearly
$24 billion in sales annually, accounts for 4% of Canadian GDP,
and ranks third in foreign exchange earnings ($6.8 billion). It
produces some $9.3 billion annually in taxes for all levels of
government, of which $4.9 billion accrue to the federal
government itself. The tourism industry comprises approximately
60,000 businesses, 85% of which are small businesses with direct
enployment of 630,000 persons. Tourism also contributes to
regional and community development, quality of life, the
development of Canadian culture, and a protected and accessible
environment.

In Canada, the tourism industry has experienced the
highest growth rate of all major industrial sectors since 1975,
mainly as a result of international tourism receipts. Between
1982 and 1988, Canada’s international tourism receipts grew from
$2.6 billion to $6.8 billion, for an annual growth rate of 11.7%.

Kofoitaee ¥ opportunitiaes for increased travel to Canada, including
i) gl .the Territories, have been identified by Tourism Canada research
Ha/i AU into international markets. More growth can be induced in key
+fareed  international markets, particularly in the U.S. and the

~énaiyes, Asiaf/Pacific through the provision of tourism products sought by
#.tdfp - Selected high-yield market segments. Favourable exchange rate
Ctmsdretas, 8Nd prices, increased trade liberalization, airline deregulation,
ke J and the added awareness of Canada generated by Expo ‘86 in

EAAe PMand
) ! Vancouver and the 1988 Calgary Winter Olympics.
yﬂvd“ﬁM*Qubhnmbd

Sfivelt e be Tourism is a relatively young sector in the Territories
et e d and compared to many regions in Canada is at a much lower stage
J of development. For example, in the NWT the concept of tourism
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mmunities within the last ten years.
developmental reguirements exist such as
the continued need financial assistance in new/expansion/
upgrading projects?Y’ Yet, tourism is considered one of the most
significant and stable industries in the Territories. 1In both/ﬁyaufﬁ
territories, tourism ranks second only to mining in annual ﬁwo@aé
revenues and employment. The tourism mector not only provides 4L/~
income and employment but also an important opportunity for (¢£7”U
N/éntrepreneurial and skill development which, in may instances, is
c

was introduced in most
This means that speci

ompatible with or complimentary to local or aboriginal life-

styles and cultural aspirations.V (£4-7, L ploiteel
! st RORLT Lopty of Wi P, il ot 4] riecfed akans f

In the Yukon and the NWT combined, the tourism industry
generated (1987) $45)million in revenues and accounted for 2.5% ( A&
of the GTP excluding receipts from resident travellers for which$ ¥ub
statistics are not available. It produced $36 million in taxes ) #) .
for all levels of government, of which<§g§)millinq\accrued to the) /sty
federal government. It is estimated that over 15% Jof the labcur
force in the Territories is directly or indirectly employed by
the tourism sector. The growth in the importance of this
economic sector is a reflection of the growth the tourism sector
experienced in Canada as a whole.'

OURISN ODU v

Tourism Canada studies of pleasure travellers in

Canada’s major and secondary markets show that international

visitors seek "travel experiences". This information has been .
used to identify a number of product lines - city, touring,_¢ﬁm¢ﬂ14ﬁ

outdoor sport/adventure and rural resort. Of particular Ndit Cottltions
application to the Territories are touring and outdoor R /
sport/adventure. Tourism services include accommodation, 7o
foodservice and transportation. (Setrale,yd suyicifie, g‘(a/,(,é&vw.y

4 Vi J 5

Yukop gervice Infrastructure

All except one community in the Yukon is accessible by
road. With eleven themed highways including the well-known
Alaska and Dempster highways, the territory is well-served
reflecting the importance of the "rubber tire"” market.

Daily scheduled jet air service is available by
Canadian International from the major gateway city of Vancouver
to Whitehorse and combined with three scheduled regional and
eight charter services provide air transportation to most Yukon
communities. Delta Charters has just recently instituted direct
flights between Whitehorse and Yellowknife. An expressed

—~—— -~ ot _—— - -
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concern, however, is the lack of jet service from Alaska which
represents a significant impediment to growth from that market
and the need for a jet accessible airport in Dawson City.

With about 80 establishments (excluding lodges)
offering about 2,100 roonms, virtually every community is able to
offer some form of fixed-roof accommodation from bed and
breakfasts, roadside motels to full-service chain hotels.
However, while 50% offer 12 rooms or less and only two
establishments provide more than 75 rooms (and only one of these
is more than 100), this has proven a problem in terms of
accommodating existing tour groups and in impeding growth.

There are in addition to the above, 57 hunting/fishing/
naturalist lodges as well as approximately 70 RV parks/
campgrounds.

Occupancy rates fluctuate seascnally and during the
peak season (100 days from June to September) many operate at or

near capacity. L9 ar Whar i Wowj e
In tn’,¥ﬁ§o there are about 100 locally-owned and
operated restaurant 1 as fast food outlets which include

g as (Dairy Queen, Kentucky Fried Chicken and
MacDonalds. Eighty percent operate year round. Furthermore
fixed-roof accommodation usually offer foodservices and account
for most of the public lounges and taverns.

orthwest t

The NWT has four highways in the southwest and
northwest providing access from B.C., Alberta and the Yukon. Out
of 64 communities only 15 are accessible by road. Of concern is
the poor condition of these roads particularly the highways to  $uwiéte
Yellowknife and the resulting impact on touring markets. Qng-”n«49qj
major access highway from the south. ®oad access to such areas “4u?”’
as Baffin, Keewatin and the Krctic Coast Is not a reality now or
in the futurs. - I G- R LY Fr ol #t acty Yo

T amtdll Ha 2?

For the NWT, air transport is all important and is the
best developed sactor of its tourism service infrastructure, with
scheduled service includin? Air Canada and CAIL from the soutlrern
gateways of Edmonton, Winnipeg, Ottawa and Montreal and with 10
communities throughout the NWT capable of handling 727 or 737

aircraft. 1In addition there are over 25 charter and 12 regional
carriers. .7 i M Aaza,/ma(z of »idm-étu-g Fouvre? fawt.

The NWT 1is large, occupying 3.3 million square
kilometras and thus it is the cost not so much as the

(o o 2 W) [af e diia V) o e e (a2 KXok 2 Il BERN . SR & 4
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avajiladbility/of transportation service that is a(i%lg;;/ .

Pug Al all
constraint.’ There is, however, increasing competition in the wait 4
leading to reduced fares./ Seat sales are now available, At e

frequency of service is on the increase and new cross-the-north
flights are making it easier to travel between the eastern an

western Arctic. Cidy, v o ot
a Lot it ~ Aldrned Lo
Ao o 4 £ Pt oo Firen ’7&9““"7

N : Y ANT ML
One constraint)to growth in visitation is not so much/%(;““
the availabiliry ransport or road access but rather the,y¢¢¢

Ny

aeég“
Srgm.

?uality of accommodation/is inconsistent and in need of o
n

ability of receiving communities to absorb large influxes of
visitors in any given point of time. /Tourists must compete with
construction workers and air crews r the limited number of bed
in most locations. Not only is the number a problem, but the

provement.

Wiy dkim Given its size and accessibility by air, the NWT has
47n/déb only about ten more fixed-roof establishments than the Yukon yet

offers just over 1,500 rooms as compared to 2,100 for the Yukon.

p@ﬂd While the NWT has two hotels with over 100 rooms, over 52% have

less than 12. The average number of rooms per establishment is

g d o . 18 as compared to 43 for the Yukon.

Amyfpma

In addition, there are 57 lodges and about 30 RV

ph,é%ﬂfﬁaz'parks/campqrounda. Occupancy rates like the Yukon fluctuate

seasonally and during the same peak period operate at or near

Ao g capacity.

YRIZV 2l

There is less detail available on the foodservices

. ¢
™ amfumjsector in the NWT than in the Yukon but virtually all of the

territory’s towns and communities offer meal service. This

éffJ?i varies from gourmet dinirg in larger centres to country food or
Og;{uv-ﬁméﬁwild meats locally prepared and traditionally served in smaller

Ay
AV,

aﬁo’ or more remote communities. 1In many remote communities of the
o M NwT, it is usually necessary to make prior arrangements for food
service.

TOURISX PRODUCTS
Jouring Product

Within the context of both territories, touring can be
defined as a trip by private vehicle and bus (these are often
referred to as "rubber tire"”) or, to a lesser degree, aircrart

~L2) iqnt maainm~) thrﬁwﬂ7A9WQ*vgﬂeAﬂvaﬂ1f7en&a,?a:w%v Aol -

The NWT 1is large, occupying 3.3 million square
kilometras and thus it is the cost not so much as the

(o o 2 W) [af e diia V) o e e (a2 KXok 2 ol BEE
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Xukon Tourlng

. The Yukon is endowed with natural/scenic resources and
many cultural themes (native, explorers, Klondike Gold Rush)
providing a world-class touring product. The product is well
developed and there are over 100 packago tours designed for

motorcoaches alone. In fact, the touring product accounts for
85% of all pleasure travel expenditures for the Yukon.

The key characteristics/attributes of the Yukon’s
touring product can be summarized as follows:

° With an extensive themed highway system which includes the
Alaska, Klondike, and Dempster, the Yukon has a well
established rubber tire touring product. However, the
majority of the market for this product view Alaska or the
Western Arctic as their primary destination. As a result,
the Yukon experiences significant drive-through traffic.

° Significant car and tour bus traffic originates from Alaska
via cruise ship traffic from Skagway or Haines (land
excursion) or by scheduled ferry service from Skagway and
Haines via the Alaska Marine Highway System.

° There is a need for major built attractions, and
nev/improved expanded service infrastructure in order to
attract the international touring market and induce longer
stays.

° Hospitality/tourism management skills are needed at all
levels of the industry.

° Small museums of natural history and heritage, galleries and
displays of authentic Northern and Indian arts and crafts
are found in most communities. The Yukon Native Products
with its computerized parka production line and mail order

system serves markets from all over North America and
overseas and offers tours of its facilities.

. There are national historic parks and sites in the Yukon, in
particular those smphasizing the Klondike Gold Rush.
Dawson City is the only major, built tourist attraction in
the two territories but growth is limited by the need for a
new airport facility which would operate year-round, day or
night and with jet capability.

. Kluane National Park in the Yukon with its world Heritage
designation is the only National Park in the Territories
vhose entrance is accessible by road. About 80,000
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visitors/year stop at the Interpretation Centre in Haines
Junction.

° There appears to be potential in completing the restoration
of the narrow gauge White Pass and Yukon Railway from
Skagway, Alaska to Whitehorse. Service from Skagway to the
B.C. border has recently and successfully been reinstated by
the Rajlway’s owners after being out of service for a couple
of years.

° There are major anniversary events which may have
international appeal, such as: the Centennial of the
Klondike Gold Rush in 1998 and the 50th Anniversary of the
Alaska Highway in 1992.

o Innovative packaging is also needed to attract new markets
and to maintain or expand existing markets.

Tour dugt

In the NWT, the rubber tire touring product is less
developed and limited in the southwest to MacKenzie (Alberta
gateway), Liard Highways (B.C. gateway) and in the northwest to
the Dempster (Yukon gateway) Highway. VYet, despite this, touring
accounts for approximately 55% of all pleasure travel to the
territory with 75% of this being rubber tire traffic associated
with indepandent private vehicle/RV touring. The following are

other characteristics/attributes: L/ M, el del@&
. .

° Packaged touring is mainly to“the NWT'’s non-road accessible
regions such as the Keewatin, Baffin Island and the Arctic
Coast. This is viewed &8 a product sub-group with good
growth potential for the NWT. These are actually targetted
to a higher-yield, /high growth market segment interested in
specialty type products such as cultural/historical/art

tours.

. The Annual Folke-on-the-Rock Pestival in Yellowknife is
featured in the American Bus Association’s "100 Best Events
of 1989",

. Inuit arts and crafts are big business and attract millions

of export dollars in international markets. Most
communities also have small museum and arts and crafts
shops.

. There is a need to differentiate between the Eastern and
Western Arctic in promotion to ensure tourist expectations
can be properly nmat.

/¢”1ﬁw’¢¢“41 o) cul¥ecal Fhuitrn- 4&9\J%wd45{§99/fﬂ24474ﬁ
Al dn Lohrrimtemnt {L
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. Expanded/improved accommodation facilities are nesded.
- Highway upgrading is seen as critical in western NWT,
dud @
. There is a need for A more,coordinated approach to training

of hospitality/tourism management skills. This is
particularly acute in the NWT where tourism concepts have
only been introduced in many communities within this decade.

"Outdoors sports®™ include hunting and sports fishing
whereas non-consumptive outdoor activities such as
mountaineering, canoeing, kayaking, rafting, dog sledding, nature
observation and photo safaris are referred to as "adventure".

Both Territories with their vast pristine wilderness
containing lakes, rivers, oceans, mountains, glaciers, forests
and tundra possess the natural resources necessary to attract an
international clientele seeking experiences in the outdoors.

Many of the characteristics are the same for both terrjtories and

ara as follows:
° Between them, the Territories caqzéin six of the largest
"true™ wilderness national parks in the Canadian parks

7o system with four more earmarked for future incorporation

; ‘  including a ti 1l i kX in the NWT. Purther, th
e, fd&f-WV"}L n L national marine par e r e

pieit g7

territorial governments also maintain their own systems of
parks, historic sites and wildlife sanctuaries.

° Hunting is available throughout the Territories offering
high quality big game hunts such as caribou, Dall sheep,
grizzly and black bears. In the Yukon there are 22
registered hunting outfitters which operate big game hungs
and in the NWT, there are i;j In the NWT, polar bear

hunting is also offered as #n exotic adventure appealing to
snall, very high margin cil o}x&:«.:éw - 206 Dan G,/M’la?,

. Strict hunting regqulations exist in each territory to ensure
that wildlife populations continue to flourish.

. Pishing (trophy and wilderness fly-in) is available
throughout the two territories and is strictly regulated.
There are 28 companies in Yukon offering specialized fishing
lodges, fly-in camps and guided fishing and in the NWT 35.
Hovever, there is a neaed for upgraded facilities.

-rm o -~ o rma - -~
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The Yukon views the fishing capacity as limited and,7?;7232u17~
NWT, it expected that within the next few years

Yty
catch-anfi-rel 1l bacome mandator Growth potential £
seens limited and both the NWT and Yukon have sean a sligh gZLL

decrease in companies and lodges offering fishing 79 moch
exclusively. 54agys~&m

< Nt 4L

o In both hunting and fishing, more and mcre cperators are now

including non-consumptive adventure activitjes ‘such as
naturalist trips, photo safaris, and cance Yexpeditions as
part of their product offering in order to diversify their
product, attract clients from this high-growth, high-yield
market segment and to extend their season. There is a need,
however, for more experienced/trained guides in the area of
exploration, interpretive services’ and with the technical
expertise raquired for wilderness tours.

° Innovative packaging is neededi/

W7 eef delys

Resesarch by both the Territories (e.g. Yukon Visitor
Exit Survey) and the federal government (U.S.A., European and
Pacific Rim Pleasure Travel Studies) have provided some
information on the markets for the Territorial tourism products.
However, more tarritorially specific data is needed on sources of
international tourists, their characteristics, 42%\ Jamt i o
product/destination preferences and expectatio .[ ’iﬁ&d-; 14£T’§

Current information sources (territorial and federal),
however, suggest that close to 80% of the 195,000 visitors to the
Yukon and 50-60% of the 26,000 non-resident visitors to the NWT
are Americans. Overseas arrivals represent 3-6% of the total and
in the Yukon they are primarily from West Germany and
Switzerland, with Italy, Prance and Japan showing promise.

Overseas visitors to the North are usually high-yield,
special interest travellers such as big-game hunters, trophy
sportsfishermen, wildlife photographers, aboriginal art
enthusiasts, etc. They are attracted by the wilderness,
challenges of remote areas and unique cultural experiences and
spend large amounts on comprehensive, guided tour packages.

These packages include a 5-10 day stay, special clothing,
equipment and other amenities and are usually only avajlable from
June to August.

With the proximity to and lure of Alaska for Americans,
the U.8. will continue to be the best potential market for the

o PRl Y A —— -- - -
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Yukon. Seniors and long-haul Amerjcan travellers fr
California, Texas and Florida are/growth segments and more of
then could be drawn to the Yukon“with the introduction of
innovative package tours or optional add-on components for the
existing cruise tours. 1In this context, historical tours of the
gold rush, festivals, events, aboriginal and other cultural
functions along with the northern lights, f1ly/RV tours, fall
colours and photographic expeditions in Kluane National Park
could all be packaged to attract new markats, and to extend the
length of stay as well as the season. du'ﬂv & S ¥rt 2

In terms of the NWT, the potential of American _
visitation is unknown. The outdoor adventure segment will need
to be upgraded and diversified to attract new business. New
winter festival, dog-sledding, cross-country skiing, native
cross-cultural, special photographic, archaeological, midnight

sun, northern lights or\fffff:fsfzisin could be tested in

Wby tbayy high growth segments of{Califor Washingtoh and possibl

R /jzf ‘Texag. Since air acoess the Nwé is provided through @dmonton,)
Auddcl R ttawa and Montreal, NWT products could also be

elee bt with these ;cities to provide unique experiences for

9

selected U.8. targqﬁ_audionces.

LAagyiom U §
. West Germany with its propensity for outdoor products
AfRFitasm, Will likely be the largest share of overseas visitors over the
wruyaxtaf mediun-term to the Yukon and NWT. Growth from this market has
AR e not bean significant in recent years and outdoor products will
have to bes upgraded and diversified with possibly an urban
experience or expanded into a "safari-type" experience to lure
greater numbars of West Germans. Other primary overseas markets
will likely remain at the same level although some modest gains
could be captured in Japan by promoting the different cultural
elements of the North. 1Injitial success has been experienced in
Japan with the NWT’s packaged trips to\y&.w the northern lights
and participate in northern activities./ Pacific Rim countries
such as Australia and New Zealand could represent opportunities
for growth as wall.

IHE PEDERAL ROLES AND ACTIVITIRE

The mission of Tourism Canada, as a branch of Industry,
Science and Technol Canada (ISTC) is to ensure the growth,
excellence and compatitiveness of the Canadian tourism industry.

This will be achieved through a combination of the following
three roles:

L 2 Wt Y s —— - —e- . e-
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to ldentify and address those issues which affect the
health of the industry generally, and to help open new export
mnarkets.

Bartnership to maximize the utilization of resources and benefits
derived from expenditures, and to co-ordinate activities of the
private sector and other levels of government.

Support to provide the industry with research, information and
business services.

Tourism Canada will undertake the following three
activities in keeping with the above-stated roles: be, s what
il \»u3%4+¢zau§1
Advocacy to increase recognition of tourism as a vital sector inaeustrs
the Canadian econcmy and strengthen the position of the industry «i‘w.
within the federal government agenda.

Business Services to contribute to the strategic planning and
decision-making of both the private sector and government throuqh‘Q//
research, information and other services. J

to increase Canada’s international 4_«//
competitiveness and develop new market opportunities in high-
vYield markets.

BATIONAL TOURISM PRIGRITIES

The following are the national tourism action
priorities which have been identified by Tourism Canada:

Advocacy 1. to influence federal government policies and
programs which affect tourism development,

with an emphasis on: . .
(t VfaAMlmj T {eddd et Lpmo. .
Human resource issues;

Issues of investment, financing and

ALy af - taxation, customs and border crossings, and
What WApY vy Repor :ge regqulatory environment which affects
: Y on;
D Aney i f Fhiae
s Transportation issues, particularly the

Alaska Highway and the need to match market
development initiatives with air access; and

Issues relating to tourism and the
environrzent.
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Services

International

Marketing
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to work with the industry to develop self- M7 /aru
sustaining industry associations which will be
credible lobby groups for their own interests.

RGNS — R €6 Kbt /
?MW AR Zdup

to provide up-to-date commerciaY intelligenceﬂ“a
including information on market trends and M
denands, competitor data and industry Lo

performance analysis and background on bcsgu'%P‘ ~
business practices; m«:/u.mcé,

to ensure the continued development of
appropriate tourism products geared to
high-growth, high-yield markets, with a

particular emphasis upon: par ? woiid 9 7o Cde Prbs
. e Y Yy -1y

Maximizing the tourism’potential o
federally-owned property and facilities
including National and Historic Parkxs and
National Museums by stimulating the
development of tourism infrastructure and
services in surrounding areas;

Developing key cultural/heritage attractions
and major events in oyr cities and major
touring corridors; (Ytlvitmept)
au«p&u/hﬁéuﬂﬁ?

Developing new package tour products for the
off-season.

to stimulate the development and use of
technology by the Canadian industry by
providing information on its impacts on the
industry and its potential applications.
Cow My A 6/42¢fu1k )

aout- e MwT 22
to generate awareq,‘:’of Canada as a tourism

destination in selected international markets.

to influence the international marketing
efforts of key Canadian tourism industry
partners.

focus over the next 3-5 year period will be on
tollqyinq:

et 3 A B Y £ R £ N1 iy
it ot s - .
S e,
SN S

Targeting high-yiela, highfgggggghna;;:?j
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AT s ™

T — A LM by Yrd Voungn /wf‘-l Vi



TOURISM: AN BCOMNOMIC DIVERSIFICATION AND GROWTE OPPORTUMITY FOR

IHE YUXON AND NORTHWEST TERRITQRIER 12
Lmitey 1hmbe s e licarn
Jv W &) wiyr
Promoting Canada’s off-season, high-yield
products;

Increasing the marketing emphasis on upscale
(high-yield) consumers, seniors, off-season,
weekend and long-haul travellers;

J Aaload Jeedtoal
Promoting under-utilized products; paws Lol tta,

% An Ay
Matching new market initiatives to the '’ ateci
development of innovative product such as AL LYy
getaway vacation travsl,-urban/rural
ination, Gutdoor adventure;ﬁ;Eng/énd

native ¢iltural expériences.,

 NWTapplcati

The governments of both territories have developed
strategic tourism priorities for their respective jurisdictions

A review of the (Yukon’s "T6lrism Action Plan™ and discussions ”@db“h
with officials of the NWT who are now finalizing their updated}p&fﬁ”‘”

strategy reveal a great deal of congruity with the federal £ulpm
priorities. The following are the federal priorities for the v k d
Territories: i od oAgps Kl Yrawg ¢ 2 (B(Lf}fl &{)
e — "
Advocagy - /advocate the interests of the tou;z;; j.ndust:ryW}M\‘t
WIEH CEXC, Canadian Park Service, Revenue (i
Canada, Canada Customs, Transport Canada, Q

Environment Canada, Indian and Northern Affairs
Canada and ISTC on such issues as training in
tourisem, tourism and the national parks,

/,/”“&Qgglxll~551!a~rex, customs and border
, / crossings, airport development and aboriginal
ToU s €y ch economic, technology and small business
LR ('l./ /"a_i’f 'qr pIWGMing' ‘ {:—} /UW/'/ 7
Legestad Bge i) - Gork)with TIA Yukon/NWT to jssues
PRTE s 4“@%/(557’ . Telated to industry-driven human resource
" ceuds aate ey ' development, product and market development for

| the international marketplace, and
infrastructure improvements especially in the
areas of highway, accommodation and
foodservices.
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-7
_ Shard sy
engage in(jo research projects into growth,

high-yield U.8., Pacific Rim and select p; <
European markets such as Italy and France. 04"

provide information on the application of
technology which would enhance tourism in the

<w1nt¢g and help extend the season./

7 ¥rp Aardy Wove z

stixulate the development of innovative
products and packages which build on the
heritage, culture, and natural diversity of the
two territories, to attract high-yield, high-
growth international adventure, off-season,
seniors and long-haul segments identified by
research. s

i ————— et

(Sncog;gggﬂshgﬂdoxnlgppeBi and improvement of

travel generators, recreational and service
infrastructure on or near the Alaska Highway in
view of its 50th Anniversary in 1992 and the

MacKenzie Highway/Hwy 3 into Yellowknife.

encourage the development and improvement of
iostination areas such as Dawson City,
fgg?ll%?l!ﬁ>%erg&%}ohqzloﬂrngrfront.
stimulating and encouraging the development of
tourism facilities and services in the
surrounding areas of Kluane and Nahssrini
National Parks. ﬁ Fde s e
—~ Ao ¥es py, o Ak
brokering joint venturing projects between vo /¢
aboriginal and non-aboriginal businesses and 44§24/
between northern operators and southern
vholesalers.

promote innovative new package tours and
products to the high-growth, high-yield
segments of the U.8.A., Pacific Rim and EBurope
as identified by research.

promote high-yield, off-season products and
packages such as spring skiing in Baffin and
winter northern lights packages in Yellowknife.

-~ s v, .~ —— .~ -
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COMCLUBION

Federal funds for the territories’ tourism industry are
urgently needed to continue to take advantage of increased
international market interest in the North, to respond to growth
in high-yield international market segments and to avoid any
losses in export market share. With an injection of funds,
innovative package tourism can be introduced to fulfil consumer
needs, sales can be generated in the off-season and growth market
segments can be developed. In addition, a major effort could
tinall{ be initiated to position the North in the rapidly
expanding Pacific Rim region so that Canadian suppliers will be
at the leading edge of market development in this region.



Bell Spn Scacaine yousre Scerces FACSIMILE FICHE DE TRANSMISSION
TRANSMITTAL SLIP  FAC-SIMILE

No of pages (including ths focm)
X _| URGENT ROUTINE N° 0o pages (inclus celte lormJte; D> 17
ADDRESSEE - DESTINATAIRE wes - OYENR
Guy Bédard
Gordon Stewart Director General
Yukon, NWT Tourism -~ ISTC
Facsimile No of Adoressee - N® de 1ac-eimiié du destingtare Sender's Area Code ! Tel No - Code rég / N° de Ter de :envo;é;

(403) 320-275%6 (613) 954-3%46

Remarks - Remarques

SIGNATURE - SENDER/ ENVOYEUR DATE

g

STC 705 (589

S’ y a des probléimes avec cette transmission, veulllez appeler ?

i there are any problams with this transmission, call Can
~ ad

-~



