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MINISTER’S MESSAGE

The ffonourable Tom Hockin
Minister of State

(Smal[Businesses and Tourism)

Tounsm is an industry with a difference.On the
one hand, tourism is a growing business sector
that creates jobs, cams foreignexchange, and

conrnbutes to Canada’s overall economic health. On
the other hand, tourism is characterizedby unique and
powerful links to the vital issues of the day.

As an industry, tourism is poised on a threshold of
rapid expansion.This growth will take place only if both
governmentand the tourism industryrecognize the im-
portance of the industry as a whole and work together to
ensure its success. l%e issues that face tourism are issues
that face the country as a whole, and an investment in
tourism is an investment in our future as Canadians.

For example, the question of sustainabledevelop-
ment and environmental integrity is central to the future
development of tourism in Canada. People want to visit
unspoiledenvironments; therefore growth at the expense
of our natural or cultural environments is a threat to
tourism revenues.

Tourism can also make an important contribution
to regional development. It can help regions meet their
economic objectives by complementingor replacing
development based on other, less successful types of
economic activity.

Tourism serves as a bridge between Canada and the
world. By helping to forge ties of familiarity and friend-
ship with other nations, tourism helps Canada strengthen
its profile and its position in the internationaleconomy.

And perhaps most fundamentally, tourism raises
those issues of national identity and culture that are
central to our sense of who we are. As we project the best
possible image of ourselves to the world, we are forced
to express clearly what it means to be Canadian.

For all these reasons, tourism is a strategic industry
deeply embedded in the fabric of our economy, our soci-
ety, and our culture. As such, it is an industry that must
be recognized, nurtured, and promoted.

Many counties understand the strategic importance
of tourism. For them, it is more than a source of wealth;
it is an expression of national values. The Swiss take
pride in tourism training as a way of ensuring the highest
standard of service in their establishments. Singapore has
invested literally billions of dollars to improve the quality
of its tourism offerings. And Thailand has given tourism
a central role in national economic development.

Many countries of the world accord a priority to
tourism. Its importance is recognized, and this recogni-
tion is reflected in a positive popular attitude toward the
industry. As yet, however, this is not the case in Canada.
Many Canadians remain unaware of the strategic eco-
nomic and cultural significanceof our tourism indus~.

This document seeks to redress that perception.
It fulfils a commitment made by the Government of
Canada to lay out a clear Federal Tourism Policy. It pre-
sents the general directions that the industry will have to
take if it is to remain internationallycompetitive.

The fiist chapter presents an overview of the conrn-
butions that tourism makes to the Canadian economy. Its
purpose is to demonstrate the importance of this industry
to job creation and economic health.

The second section focuses on the challenges faced
by the industry. On the one hand, changes in demograph-
ics and travel patterns are creating a different intern-
ationalmarketplace for tourism products. On the other
hand, developments in areas such as technology, human
resources, and financing are changing the way the prod-
uct is delivered. Canada’s tourism industry must keep up
with these changes if it is to prosper in the future.

The final chapter describes how the government
proposes to help the tourism sector. The Federal Tourism
Policy represents a commitment to the tourism industry.
It also guarantees that the industry’svoice will be heard
and its concerns addressed by all federal government
departments. Through focused and co-ordinated action,
governments at all levels can enhance their support of
the industry. The policy also reaffms the federal
government’s role in the industry’s international
marketing efforts.

All Canadians have a stake in the success of our
tourism industry. We cannot afford to lose what the
tourism industry brings to our appreciation of the
environment, our economic health, our international
relationships, or our sense of who we are as Canadians.
It is, however, necessary to take bold and energetic
action to ensure that these benefits continue to enrich
every part of our country.
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INTRODUCTION: TAKING THE INITIATIVE

T leadership of the Minister of Stateu (Small Businesses and Tourism), the federal
department of Industry, Science and Technology

Canada (ISTC) conducted a nation-wide discussion on
the challenges facing the Canadian tourism industry.
With private and public sector participation from every
region in the country, this discussion drew a clear picture
of the challenges facing the industry— and what must be
done to help it grow and prosper. Using the results of this
discussion, the federal government through ISTC has
developed a FederalTourism Policy that articulates its
view of the pressing challenges, appropriate objectives,
and urgentpriorities in tourism development.

I

I

This report reviews the state of the tourism industry
and sets out the new Federal Tourism Policy. It presents
an overview of the economic importance of tourism to
Canada. Following this is a description of the challenges
faced by the industry, including challenges involved in
respondingto major market trends, developingnew
products, expanding infrastructure, applying innovative
technologies, and managing human resources. It shows
where the industry could be if it responds to these chal-
lenges in an energetic and effective way. This report
concludes with an overview of how the federal gover-
nmentcan help the industry respond to the challenges
confronting it. l%e text of the Federal Tourism Policy
is included in an appendix.

The Federal Tourism Policy expresses the
government’scommitment to the Canadian tourism in-
dustry. Central to the policy is a recognitionof the need
for concerted effort by all the partners in the industry—
the private sector as well as the public sector and the
provincial and territorial governments as well as the fed-
eral government. The Canadian tourism industry stands
at a threshold, a threshold defined by a number of major
challenges. Increasing international competition, shifting
markets, new technologies, ageing infrastructure,and
fragile environments present challenges that must be met.
United in a common purpose, however, tourism can pre-
vail over these challenges and can achieve a recognized

I and well-deserved place within the Canadian economy.
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1. TOURISM IN THE CANADIAN ECONOMY

Tounsm is art industry like no other. Its products
consist of experiences and adventures,and its
returns are to be sought in the realms of insight

and knowledge. It serves as a bridge between nations
and, by juxtaposing people of different cultural back-
grounds, it throws issues of identity and self-definition
into sharper relief.

And yet tourism is a business. Canada’s tourism
industry makes a significantconrnbution to the nation’s
economy. It creates jobs, earns foreignexchange, arrd
adds to Gross Domestic Product (GDP). It also offers new
economic opportunitiesto all regions and to individuals
seeking to improve their position. Thus, tourism cartbe
a source of development and growth. Moreover, it de-
mands the kind of responsible treatment of the environ-
ment that is increasingly recognized as fundamental to
sustainabledevelopment.

Canadians have yet to fully appreciate the contribu-
tion that tourism makes to our national fabric. Other
nations have been quicker to appreciate the possibilities
inherent in the tourism sector and they have moved ener-
getically to exploit those opportunities.They have under-
stood better than we do the links that tourism has with all
parts of the national economy and hence the extent to
which it is a strategic economic sector.

( te

Australia 598 469 29 42 44 3
C 9 3 1 137 48 1
F 2 2 3 2 2 5
J 3 4 752 1201 580 1157
U K 2 3 236 549 297 5
U S 8 1 8 2 8 2
W G 1 2 9 1 6 6

Source:Wharton EconomicForecastingAssociates
T t ai l lr ee mg ea s ti n
W hu a d ji n dd e ft u b C a
u u tw r ee m pi t oi C a 6 C

The World’s Largest Industry

Worldwide, tourism is a $2.65 trillion industry. It
employs more people than any other single industrial
sector and it makes a significantconrnbution to the
economy of virtually every country on nearly every mea-
sure (see Figure 1.1).As a share of total sales, personal
travel accounts for t of all tourism sales. In
most developed nations, it has become the third largest
consumer householdexpenditure after food and housing
(see Figure 1.2).
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Source.’Wharton EconomicForecastingAssociates.

Tourism can make a significant contribution to the
creation of wealth. The difference between the cost of
inputs and the price of outputs is greater in the tourism
industry than in many others. In other words, the tourism
industry contributes more value-added than sectors that
usually feature more prominently in the concerns of gov-
ernments. For example, in France, the tourism industry

~ Pars%10,DavidRO@Sparentsoperatedafewsummercottagesin
Winsloe,PrinceEdwardisland.Today,DavidRoddispresidentof a hospitality
chainthat offers750 roomsand employs800 people in eight propertiesin PEi,
Nova Scotiaand New Brunswick.
Keepingup with developingtrendshasbeenan important factor in fostering
growth, saysRodd,who iscurrentlyrespondingto a changingbusinessmark
Somehotel roomsare being convertedto suitesfor useby businesstravelers and
hisrecentlyrenovatedRoddMill RiverResorthasbecomePEI’sfirst full service
facility,offeringMaritime businessesan attractive“corporategetaway.”
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contributes more value-addedthan do the auto, electron-
ics, steel, and textiles industriescombined. In the United
States. tourism value-addedis more than twice that of the
agriculture sector or of the electronics industry, and it
substantiallyexceeds that of the auto, steel, and textiles
industries combined (see Figure 1.3).

F 1.3
V A
( U b

Australia 14 9 1 1 21

Canada 16 12 11 4 45

F 65 45 18 13 18 16
J 164 97 76 46 110 37
United Kingdom 41 12 18 29 16 16
U S 2 1 68 1I 1 44 61
West Germany 73 16 61 64 36 21

Source.’WhartonEconomicForecastingAssociates.

Tourism is one of the major growth industries in the

world. Even when international air fares are excluded,
world tourism receipts between 1980and 1988grew at
an average annual rate of nearly 8.470,a rate faster than
the growth of many other major trade items such as
manufacturedgoods. minerals, and agricultural products.

As it maintains its rapid growth, tourism has become
an important industryfor both deveioped and developing
counties. Yet most of the receipts from tourism go to
o a t c T U S t
w s l t income earner, followed
by several western European countries (see Figure 1.4).
In 1988,Canada placed ninth in the world in terms of
international income from this sector.
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Source:Organizationfor EconomicCo-operationand Developmentdata.

The revenues generated by international travel
to Canada have been growing at rates that compare
favorably with those of other major world tourism
destinations (see Figure 1.5).For example, between
1980and 1988,West Germany’s international tourism
receipts grew at an average annual rate of only 3.2Y0
from US$ 6565 million to US$ 8449 million. The aver-
age amual growth rates of Japan (2O.39’O)and Australia
(12.9%) surpassedthe Canadian rate (9.2%).

An Industty of Opportunity

The growing integration of the world economy has
meant that more people than ever before are traveling.
As a result. tourism today represents a major commercial
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opportunity.In Canada, the tourism industry already
makes an importanteconomic contribution. It is a major
generator of jobs, a source of entrepreneurialdynamism,
and one of our largest earners of foreign exchange.

The diverse character of the businessesinvolved and
the highly subjective attitude of consumers mean that
tourism suffers from a problem of identity. External
observers have often underestimatedthe significance
of tourism as an important industry within the Canadian
economy, and businesses within the tourism industryDeveloping an Identity

The tourism industry is so woven into the fabric
of our economy that its economic significanceoften
goes umoticed. [t consists of many different types of

FIGURE 1.7

60000 BUSINESSES T

businesses providinga wide selection of products and
services.This diversity makes it a ditllcult industryto
define or quantify and the problem is compoundedby
the preconceptionsof its customers. In the mind of the
traveller, tourism is not an industry or a set of products
and services: it is a set of experiences. The tourism in-
dustry’s task is to supply and package those experiences.
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......... . . . ..

A commitmentto planningand expansionhasenabledarchitectFemand
Magnan to createand developthisexceptionaltouristcomplq which integrates
skifacilities,chalets,boutiquesand a year-roundresortat LakeMemphremagog
in the Estrieregionof Quebec.Developedasa four-seasondestination,LaStation
Touristiquedu Mont Orford isone of the largestresortsin Quebeq employing
more than 400 in the winter and 150 in the summerseason.
With skiingfaalitiesthat rate among the world’sfinestjit isnot surprisingthat
in both 1988and 1989, it wasawardedthe “GrandPrixdu Twrisme” by the
Provinceof Quebec.
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have failed to recognize and capitalize on their shared
interests. In an age of growing internationaleconomic
integration and competition and at a time when markets
are growing increasingly fragmented and sophisticated,
the Canadian tourism industry cannot afford to ignore
its identity or its collective economic potential.

Defining the Industry

A first step is to develop a clear view of what is
meant by the tourism industry. Establishedby the federal,
provincial, and terntonal ministers responsiblefor the
industry, the National Task Force on Tourism Data
brought together the private and public sectors to create
an effective data base for this sector. Acting on its recom-
mendation, Statistics Canada is developing a Tourism
Satellite Account allied to the National Accounts, and it
is hoped that this system will be in place within two to
three years.

The activities of the National Task Force on Tour-
ism Data also led to the creation of the Canadian Tour-
ism Research Institute under the aegis of the Conference
Board of Canada. Funded by federal, provincial, and
private sector contributions, the Institute is making a
valuable contribution to research, data analysis, and the
dissemination of information.

Improvements are also being made to demand-side
surveys. A revised InternationalTravel Survey went into
the field in January 1990.Improvements to the data in
terms of consistency, levels of disaggregationand in-
creased sample size for U.S. residents visiting Canada
are outcomes of this initiative.

A $24 I 1988

Shareof tourismreceipts(%)

1

1

21%

.45%

● T . R a e
● F a b ● M
● A

Source:CanadianTourismFacts.

At the core of the industry in Canada are 60000
businesses employing 632000 people. They supply
goods and services to both business and personal
travelers, including accommodation, transportation,
food and beverages, souvenirs, financial services, arts
and crafts, attractions, equipment for camping, hunting
and fishing, luggage, car rentals, travel management, and
the conducting of tours (see Figure 1.7).The vast major-
ity of these core businesses— some 85% — are small
or medium-sized enterprises.

The goods and services that form the heart of the
tourism industry are complemented by many others such
as credit card services, taxis, service stations, telecommu-
nications, and retail stores.Then there are the many
businesses that supply the tourism industry itself.

...
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Tourism plays an important role in the prosperity of
motor vehicle and airplane manufacturers,as well as the
construction,real estate, and agriculture sectors. Provid-
ers of transportationsuch as air carriers and cruise ship
operators could not exist without tourism. Other sectors
may be somewhat less dependent. Canada’s restaurants,
for example, earn approximately 17%of their revenues
from tourism.

1.9
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I Source..Warton EconomicForecastingAwociates.

A Significant Economic
Contribution

The tourism industry generated $24 billion in rev-
enues in 1988,or the equivalent of about 4% of Canada’s
GDP (see Figure 1.8).Tourism is also an important
source of governmentrevenue, having generated nearly
$11 billion in the same year.

What is more, as has already been noted. tourism
is characterizedby a relatively wide spread between the
cost of its inputs and the prices it receives for its outputs
— more than in many other industries. In 1987(the last

year for which value-added calculations have been
made), the tourism industry alone contributed $16 billion
in value-addedto the Canadian economy. This was more
than the contribution of either the agricultureor auto
industries and more than that of the electronics, steel,
and textiles industries combined (see Figure 1.9).

Tourism is also a major employer in Canada and the
number of people working in the industry is growing. In
1988,just over 5% of Canada’s labour force was em-
ployed in 632000 tourismjobs. It should be added that
a substantialnumber of these jobs are qurtiitypositions
requiringconsiderable skill. For instance, in 1988,more
than 11%of all tourism jobs, or some 72000 positions,
were managerial and supervisory,and more than 97600
were positions for cooks or chefs (see Figure 2.13).

Canada’s tourism industry is a major contributor
to the country’s export earnings. In 1989,more than a
quarter of total tourism industry revenues— nearly $7.1
billion — was collected from foreign visitors, making
tourism our third largest export industry after motor
vehicles and auto parts but ahead of all other earners
of foreign exchange (see Figure 1.10).

B
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Source:Bankof CanadaReview,March 1990.
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‘ In the early1980s,LenCullen,owner of Weanand CullenNurseriesLtd.,had
spaceto spareat hisMarkham, Ontario,nurseryand a uniqueideafor developing ;

~ a touristattractionand retail complex.In the highlycompetitiveGreaterMetro-
~ politanTorontoarea, positioningiscrucial.The “barnconcept”Cullencreated
j offeredqualitymerchandise,entertainment,gifts,craftsand restaurantsin three
i interconnectedbarns.

Sinceitsowning in 1983, CuilenCountryBarnshasincreaseditssales700%0.It -.,.
attractsmotor coachtoursto the Markham-Unionvilleareaand providesemploy-
ment for 500 people.CullenCountryBarnshaswon manyawards,includinga

I placeon the FinancialPost’slistof the Best100 Companiesto Work for in Canada.
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Canada’s Tourism Deficit is Not an
indicator of Performance

Despite its impressive performanceas a foreign
exchange earner, Canada’s tourism industrybrings in
less in foreign exchange than the amount that Canadians
spend abroad on travel and holidays. In 1989,the travel
account deficit was about $3.5 billion. There is nothing
unusual about this, however. Most advanced, industrial-
ized countries show an overall deficit in their travel bal-
ance of payments because one result of domestic pros-
perity is that people have the means to travel abroad. In
1989,for example. West Germany had a travel deficit
of $19.2 billion, Japan $22.9 billion, and the United
Kingdom $4.9 billion.

The performance of Canada’s tourism industry
shouldbe measured by its receipts, job creation, and
profitability,not by a tourism deficit, which reflects high
disposable incomes among Canadians.

F 1
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Y T a N T 1

S oC aTourismFacts.

Canada’s travel deficit has led some to argue that
more effort must be directed to persuading Canadians
to travel within Canada in order to supportour tourism
industry.Such efforts, however, would be misdirected.
Research has shown that many Canadians intendingto
travel abroad want a different product from that offered
insideCanada.Forexample, in the winter, they are looking
for sun, sea, and sand, and the Canadian tourism industry
simplycannot provide such attractions. Canada does not
have products that compete directly with sunnytropical
destinations.Nordoes Canadaofferproducts that compete
with. say, London theatre tours or shows in Las Vegas.

A percentage of Canadians intendingto travel
abroad may be persuaded to travel at home. However,
no effective way of identifyingthese Canadians is
known. Even if they could be identified, reaching them
would be enormously expensive. The same promotional
effort directed at foreign tourists, however, will attract
more of them to Canada with a more positive net benefit
to the industry.
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Tourism IsImportant in the
Provinces and Territories

Tourism is an important part of the economy in ev-
ery Canadian province (see Figure 1.11).Measured as a
percentage of the Gross Provincial Product (GPP), tour-
ism is most significant in Prince Edward Island, where
the $128 million it generated in 1988accounted for 7.4%
of the total provincialeconomy, making it the largest
economic sector in the province. By contrast, at the other
end of the spectrum,the $4.1 billion that tourism gener-
ated in Quebec in 1988accounted for only 2.9Y0of GPP
— but still enough to make it the sixth largest industrial
sector in Quebec.

P R OG R F
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Source:ConadianTowi.smFacts.

A Strategic Sector

The tourism industry plays a strategic role in the
Canadian economy. It creates jobs at all skill and exper-
iencelevels. It can drive development and growth in any
region of the country. It is a significant contributor to
GDP. It is a major earner of foreign exchange. Tourism
also enhances Canada’sglobal trading relations: the inter-
national tourism marketing campaign promotes an ap-
pealing image of Canada abroad, and the personal con-
tacts and experiences developed during tours and visits to
Canada can later turn to fruitful business dealings. The
health of the tourism industry has a direct effect on the
prosperity of many other economic sectors such as trans-
portation, hospitality, entertainment, and the cultural
industries. Finally, its potential for growth exceeds that
of many other indusrnes.

The importance of tourism is not fully appreciated
by policy makers, ordinary Canadians, and even mem-
bers of the industry itself. At the same time as it con-
fronts the issue of raising public awareness, the induslzy
faces challenges unlike any it has ever encountered. New
global pressures combined with changes in the structure
and organizationof the industry have put tourism on the
threshold — of steady growth or of stagnation. Which
direction it takes ultimately depends on how the industry
itself as well as Canada as a whole respond to this
strategic sector.

:
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2. CHALLENGES

The Canadian t i o in an
environmentof intense and increasing intern-
ationalcompetition. Tourism is growingrapidly

worldwide,but it may be difficult for the Canadian
industryto maintain its position in this marketplace if
it does not respond to shifting markets and to more
aggressiveinternational competition.

Tourism industries in other countries are emphasiz-
ing internationalcompetitiveness. They are becoming
more aggressive in marketing their tourism products
abroad.They are changing both their products and their
packaging.And they are exploiting advantages such as
sophisticatedinfrastructure, imovative technology,and
highly skilled human resources. All of these initiatives
require extensive new investment.

In response, the Canadian industxytoo must empha-
size competitiveness. It must understand and rise to the
challengesof a more complex and competitive world.
It must set out its priorities and undertake focused and
co-ordinatedaction. It needs to develop new products
and to adapt old ones for changing markets. It must learn
to make full use of new technologies. It must take action
to ensure that there are enough people with the right
skills to providequality service to Canada’s visitors.
It needs to develop a better understandingof financing.
It needs to find ways of developing its infrastructurethat
do not affect the environment adversely. In order to make
these changes, the members of industry need to learn to
work together more effectively.

Shifting Markets

Recent trends suggest that tourism markets are
changing. On the domestic side, Canadians me spending
less on travel within Canada. In 1980,they made 74 mil-
lion trips within this country, spending an average of
$123 per t By1988,the number of such tips had
increased to nearly 80 million but Canadians were
spending the equivalent of only $100 per tip.’ Partly
because of this shift in spendingpatterns between 1980
and 1988,the value of Canada’s tourism receipts mea-
sured in constant (inflation-adjusted)dollars actually fell,
even though receipts in current dollars continued to rise.

While Canadians are spending less on travel within
Canada, visitors from other counties have been spending
more. Between 1980and 1988,international tourism
receipts to Canada grew by 3.I e y t
constant dollars. Growth was particularly strong in terms
of the revenues generated by overseas (non-U.S.) visi-
tors, increasing at an average annua]rate of 4 over
this period. As Figure 2.1 shows, the number of overseas
visitors to Canada has been climbing steadily since 1980,
suggesting that the Canadian tourism industry has been
successful in taking advantage of the explosive growth in
world tourism experienced in the past 10years. By con-
trast, the more uneven growth in the number of U.S.
visitors to Canada has been influenced by occasional
events, such as Expo 86 and the Calgary Winter
Olympics, which tend to focus and intensify U.S.
interest in Canada.

Growth Slows in Our Traditional
Market

One area of concern is the slowing growth in the
number of tourists coming to Canada from the United
States, traditionally the largest single source of foreign
visitors, In 1988,A v s f
m n a f t our international
travel receipts (see Figure 2.1). In that year, however,
fewer than one-third of U.S. outboundtourists were trav-
eling to Canada, the fust time Canada’s share of that
market had dropped to such a level. American visits
dropped in 1989,and forecasts prepared by the federal
government suggest that overall the tourism industry
may be facing slower growth from the U.S. market
through to 1994.

If these forecasts prove accurate, receipts from U.S.
tourism will grow only slowly over the next few years at
an average rate of around s a year. However, as the
U.S. market is by far our largest, even modest growth
there means huge income gains for the industry.

* Measuredin constant1 d
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t U.S. market. In 1985,the federal governmentcom-
missioned a ground-breakingstudy of American leisure
travel preferences and intentions, the results of which
became the blueprint of the successful The Worfd Next
Door advertising campaign. The survey was repeated in
1989,and the results are showing that the campaign has
been very effective in expanding Canada’s image beyond
“moose, mountains and Mounties.”The main conclu-
sions are t our strength lies in the differencesbetween
Canadian and American culture and that Americans be-
lieve they get good value for their money in Canada. The
1989research will allow the federal campaign to target
even more precisely those benefits sought by American
pleasure travelers.
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Despite slower growth in the U.S. market, several
distinctive demographic trends offer new opportunities
for Canadian tourism.What was once a relatively homo-
geneous market for international tourism products is
fragmentinginto a number of distinctive and highly
specific niches.

International tourism today is driven by the ad-
vanced industrializedcountries. All of them are exper-
iencingsimilar changes as the postwar “baby boom”
advances into middle age. This is true of the U.S.
(see Figure 2.2), although the same phenomenonis ob-
servable in the other advanced industrializedcountries.
Such demographic trends point to the emergence of a
significantmarket segment composed of older, wealthier
tourism clients who are concerned with security, safety,
and health.

Other distinctive market segments have also
emerged. For example, there is a significant group of
tourism clients who cart be termed the “children of the
information age.” Characterized by sophistication,high
disposable incomes, and cosmopolitan lifestyles, this
group is continually searching for new products and new
tourism experiences. At the same time, there is a steady
increase in the difference between high- and low-income
earners. Observable in most advanced industrialized
societies, this trend suggests a growingdifferentiation
between tourism products geared to the high and low
ends of the market spectrum.

The American market, like other markets, has
become more diverse. Research has identified specific
American market segments where there is high potential.
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They include off-seasonvisitors, seniors, the weekend
“getaway”consumer and long-haulair travelers from the
American south and southwest.These visitors spend
more on a per-capita basis than do most other American
visitors to Canada. With concentrated efforts, the industry
can induce significantmarket growth in these segments.

Emerging Overseas Markets

Growth in our traditional U.S. tourism market,
which consists of Americans who live relatively close to
Canada and who drive across the border, has been slow-
ing. In the meantime, overseas markets have been grow-
ing at a remarkable rate. Forecasts suggest steady growth
in overseas visitors to some 3.5 million a year by 1994.
Receipts from this market are expected to grow by more
than 15%a year, five times the rate for U.S. receipts.
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decision to encourage foreign travel as a way of evening
out international trade imbalances. As a result, more than
10million Japanese travelled abroad in 1989,double the
number who did so in 1985.
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The k international tourism market is to be !
found in western Europe. Europeans tend to be the I
world’s most avid travelers. In 1987,for example, they ~
spent $781 billion on personal travel — almost half of ~
the global total. North American travelers were next. :
spending a total of $565 billion (see Figure 2.3). The
European long-haulmarket is growingrapidly. In 1970, ~
only 4 million European visitors were recorded as visit-
ing locationsoutside of Europe. Today, some 20 million
Europeans visit outside of Europe every year. Also grow-
ing rapidly, though from a smaller base, is the Japanese ~•Ë„ûûS•ˆ•Â‡àaC•àSÓ•Europe
market. The Japanese government has made a conscious

As a result of these changes, the European and Asian
markets for Canadian tourism products are growing much
faster than our traditional American market. Between
1980and 1989,American visits to Canada increasedby
11.2%.By contrast, overseas visits (two-thirdsof which
originated in Europe) increased by 63.170while Japanese
visits alone increased by 2179i0(see Figure 2.4). More-
over, data for 1988,the latest available, suggest that on a
per-capitabasis Europeans spend twice as much per trip
in Canada as do American visitors, and Japanese visitors
spend almost three times as much (see Figure 2.5).

Current trends suggest that western Europe will
grow in relative significance as a potential market for
the Canadian tourist industry. With improved economic
conditions predicted as a result of the creation of a single
internalmarket, more Europeans will be traveling
abroad. Long-haul travel in particulw is expected to grow
faster than intra-Europeantravel, increasing from 10%
of all European travel to 15%in 1995and to 2090by
2000. If this increase is realized and if Canada maintains
its current market share, we can expect to receive some
3 million European visitors in 1995.

...
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More Aggressive Competition

Thepost-1992European Community will be a huge
market opportunityfor Canadian tourism, but it also
poses a significant competitive challenge. Among
individual Europeancounties, the United Kingdom has
increased its annual marketing budget by 11.5%and
West Germany has increased its by 14.2%since 1986-87.
A unified European market is expected to bring improve-
ments to Europe’s tourism infrastructure, labour force,
and internationalmarketing efforts. This in turn will raise
the level of competition from this market. Any gains in
numbers of European visitors to Canada could quickly
be offset if Canada loses market share of tourists from
the United States or Japan. For every 19Z0reduction in its
U.S. travel market, Canada would require about a 10~0
increase in tourism from Europe.
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The United States is increasing its efforts to attract
tourism. The U.S. federal government has increased its
marketing budget by an annual average rate of 770since

M A N

1986-87,while state governmentshave increased spend-
ing on tourism promotion by 16.470

Moreover, in competing against the U.S. as a
destination, Canada starts at a definite disadvantagein
terms of market awareness. An awareness of the U.S.
artd its culture pervades the world and overshadows
recognition of Canada as an attractive destination.

New competitors are also entering the arena. For
example, Australia is becoming more aggressive in pro-
moting tourism. In recent years, its tourism promotion
budget has been rising by almost 20% annually. These
efforts have been paying off; Australiahas experienced
an average annual increase of almost 13~0in intern-
ationaltourism revenues measured in current dollars.

Many developing counties are now looking to tour-
ism as a source of foreign exchange, and countries such
as Thailand have been remarkably successful in their
efforts to foster an internationallycompetitive tourism
industry. Newly industrializedAsian countries such as
Singapore and the Republic of Korea are focusing on
tourism. Japan’s international tourism receipts in current
dollars increased more than fourfoldbetween 1980and
1988.Moreover, because of the dramatic political
changes in eastern Europe, that area should open up to
tourism, initially as a destination for western European
tourists and later for North American and Asian
travelers.

Competing tourism locationsare intensifyingtheir
marketing and promotional efforts at the same time as
the costs of doing business are rising. Inflationarypres-
sures and an unfavorable swing in exchange rates have
increased the costs associated with promotionalefforts
in some of Canada’s prime markets. The challenge for
Canadian tourism is to keep up with changes in the inter-
national tourism market. If it is to succeed, the industry
must be aware of which internationalmarkets hold the
most promise and which competitors pose the largest
threat.

[nthefirst10months,ManitcsuSpringsMineralSpaofWatrous,%sbtckwan,
-4 aboutS93000 in~ andpaidfor aboutthreequattersof its$1.9miUion
fadiity.No onehadupected itsinstarstsuccessasa touristamacdonthatwouldSoort
behinging indaii bustours.“Wewerehopingto brwskeverrthe firstyear,”saysspa
managerLionelSprouie.“Oursuccesscameasa pleasantsurprise,andvw continueto
*VA”
In 1%9, morethan 70OOOvisitorsIYomacrossthecontinentcameto floateffoddy
inthespa’ssaltymineralwater— saidto behealingforarthrhisandminorskincomp-
laints. llte visitorshavehada veryhealthyellecton Iod businesses.“salesareup
1015% andlocalhotelsamenjoyingalmostyear-roundoccupanq.Man”- Springs
MineralSpaisbeingexpandedto includea $3mill”~ 6tMoomhotel—conbence
C* andmailthatwii be openfor businessin 1991.
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Where Does Canada Focus?

Four internationalmarkets that show great promise
for Canada are the United Kingdom. France, West Ger-
many, and Japan (see Figure 2.6). In three of these mar-
kets, the number of people who express interest in long
international trips has approximatelydoubled over three
years. In West Germany, the incidence has more than
doubled, increasing from 9% to 24Y0.These dramatic
increases are for the most part paralleled by increases
in the number of visitors arriving in Canada and in the
United States from those markets. The exception is West
Germany, where the intentionto travel has grown at a
faster pace than has actual travel.
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Keeping Our Products Competitive

As global competition for tourism markets intensi-
fies, the tourism industries in Europe and in the U.S. are
paying closer attention to consumer needs and prefer-
ences as part of an overall concern with improvingthe
quality of their products. In 1987,Europe spent $213
billion, or 58% of the world total of $366 billion, on
capital investmentsdesigned to improve the competitive-
ness of its tourism industry (see Figure 2.7). By contrast,
all of North and South America together spent only $54
billion or 159Z0of the world’s total travel capital invest-
ment budget.

The key to improvingCanada’s tourism competi-
tiveness lies in developing new productsor in upgrading
or repositioningexisting products in order to address the
demands of fast-growinginternationalmarkets. These
demands are divided into very specific market niches.
New products have to be created, and existing ones re-
quirecontinual upgradingand renewal. l%ro~ghout, the
focus must be on quality in both products and services

to satisfy an increasinglysophisticated, value-conscious
tourism consumer. A wide variety of specialized travel
services will also be in demand. For example, there will
be a need for travel persomel who can speak foreign
languages and for tour cassettes in foreign languages and
directional signs in symbols that are universally recog-
nized.

Price is also an important factor. Price and quality
are relative notions; it is clear that tourism customers are
no longer interested in simply purchasing at the lowest
price. They are increasinglyconscious of and insisting
upon maximizing the value that they receive for the
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money they spend. Adding value to a product by improv-
ing its quality not only makes it more marketable but also
allows the seller to secure better margins and to improve
profitability.

Packagingis another key factor. All of the industry’s
talents must be pooled to devise unique, creative, and
imovative offerings.The industry must find ways of
extending seasons wherever possible and of creating new
products to carry over into the shoulder and off seasons.
When these products are ready to market, every effort
must be made to link up with internationalnetworks and
distributionsystems to ensure maximum exposure.

Canada’s Tourism Products

Canada offers four distinct tourism experiences (see
Figure 2.8). By understandingthe needs and dynamics of
the markets for these four experiences, the industrycan
fashion new products that respond to the needs of today’s
internationaltravelers.

Touring

Touring is the basic sightseeing experience involv-
ing travel to and through areas of scenic beauty, cultural,
or historical interest. A traditional area of strength, these
types of tips account for almost half of all international
travel to Canada.

Especially popular have been tours of the Windsor-
Quebec City corridor, the Rocky Mountain national
parks, VancouverIsland and the lower mainland of
British Columbia, as well as the Maritimes. Increased
animationand interpretationand new attractions to link
areas are required to keep these routes vital.

Overall, traditional touring appears to be declining,
However,there is a new market emerging for short tour-
ing trips, often in combination with other experiences
such as city visits. Imovative packages are required to
capture a larger share of this market.

O a A

Both outdoor and adventure tourism experiences
involve travel to a specific place to engage in an active,
participatory experience. Outdoor experiencescan in-
volve sports such as fishing, hunting, or skiing. The
adventure experience tends to be focused on wilderness
areas and involves activities such as hiking, white-water
canoeing, kayaking, or dog-sleighriding.

The adventure experience suffers from a certain lack
of deftition since the experience can appeal to an inter-
est in sports, scenery, wildlife, or native culture. Tradi-
tional outdoor sports such as hunting and fishing are on
the decline as environmental awareness continues to

O (VO)

Domestic

r“%

407(0

I

1 ~ \

16?k0

30%

-4670

● T
● @ a Adventure
● City
● Resort

Source:ISTC-Tourism data



grow. By contrast, the market for other forms of adven-
ture travel is growing at between 1570and 209Z0a year,
which is faster than the growth in the travel market as
a whole.

From Newfoundlandthroughthe Prairies to
Vancouver Island and up to the Yukon, Canada has great
potential in adventure travel. Its strikingnatural assets
and safe, clean and green environment are widely recog-
nized and appreciated. One challenge will be to develop
an outdoor adventure industry that has the quality and
size to be internationallycompetitive. Another will be
to market it effectively by defining the product and by
positioning it in the market.

C Experience

Major Canadian cities have the potential to improve
their international renown, althoughtheir distinctive
flavours as yet remain somewhat poorly defined.
Toronto, for example, is one of North America’s major
theatre, music, and film centres, although more must be
done to make this well known outside of Canada.
Montreal’s image has become blurred since the days of
Expo ’67and the 1976Olympics, and a renewed promo-
tional effort will be required to rebuild it. Vancouver,
with its natural scenic setting, is building on the success
of Expo 86 and is developing its image as a gateway to
Pacific Rim markets.

Other Canadian cities such as Halifax, Quebec City,
Ottawa, Winnipeg, Edmonton, Calgary and Victoria will
continue to be important focal points for tourism but
must emphasize high-quality cultural attractions of an
internationalcalibre.

Imovative packaging, which combines different
modes of transportation,needs to be developed to tap this
market segment, which is one of the fastest growing. In
the mearttime,a growing concern for Canadian city prod-
ucts is cost competitiveness, Recent assessments by U.S.
travel trade representatives suggest that major Canadian
cities, especially Toronto, Montreal, and Quebec City,
are perceived as expensive.

Resorts

As a product line, Canada’s resorts have an image
problem. Canada does not qualify as a resort destination
because of the dominant perception in the international
marketplace that resorts must involve “sand and sun.”

Yet Canada’s resorts offer a variety of recreational
activities year-round,These include winter sports such as
skiing and ski-dooingand summer sports such as sailing
and water skiing. Canada offers spectacular resort areas,
such as the Rockies, the Muskokas, and the Laurentians,
which could be developed to compete with foreign re-
sorts offering sun. sand, and ocean. At present, however,
Canada’s broad range of resorts caters mostly to a do-
mestic rather than to an international market.
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Specific market niche targets must be defined, and ~
the range of recreational and cultural activities offered at
our resort destinations must be widened to address these
demands. Such activities will enable resorts to concen-
trate their marketing efforts where they will have the
best return.

In developing a range of products of international
calibre and worldwide appeal, the Canadian tourism
industry will automatically improve its position in the
Canadian domestic market. The same products that at-
tract overseas visitors will also persuade more Canadian
travelers to seek tourism experiences within Canada.

New product development, however, can be costly. ~
Many industry members seek to contain costs by entering
into partnerships and alliances. Here too, however, com-
petition for appropriatepartners and allies is intensifying
as companies seek to develop the most effective
tourism packages.
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Businessor Pleasure?

There are two types of travelers to Canada: those
who are traveling for pleasure and those who are travel-
ing for business. Business travel accounts for $1.34 bil-
lion or 19%of world travel revenues. There are two
types of business trips: trips to meetings and conventions
and individual business trips (see Figure 2.9). The tour-
ism industry cannot do much to influence individual
business trips, as their choice of destination is driven by
the demands of private commercial activities. The people
who plan meetings and conventions,however, can be
influenced, as they are always looking for new and inter-
esting locations.

The meetings and conventions market is lucrative
(see Figure 2.10).It also offers special advantages to the
tourism industry. Because meetings and conventions are
planned far in advance, they can provide a source of
guaranteed income, anchoring the season for hotels that
cater to this market. And because the meetings and con-
ventions season is usually in the spring and fall, they
help to boost the average occupancy and contribute to
overall operations.

Ensuring Transportation Links

The fundamental transportationchallenge for the
tourism industry is to ensure that customers can access
our tourism products.

Air transportationis especially important, as it is
both key to the most htcrative part of the tourism market
and subject to the most complex system of barriers. The
potential profitabilityof the air traffic market is illus-
trated by Figure 2.5, which compares Canada’s U.S.
visitors, almost three-quartersof whom enter Canada
by car, with overseas travelers, three-quartersof whom
enter Canada by air.” Overseas visitors spend several
times as much per trip as U.S. visitors do. More than 2
million U.S. visitors also enter Canada by air each year

L

andthey tend to spend far more than those entering by
car. Taken together, travelers entering Canada by air
from both the U.S. and overseas account for half of all
spendingby foreign visitors. Moreover, the air travel
market is growing; between 1982and 1987,for example,
air travel from both the U.S. and overseas increased by
more than 359t0or by more than 600000 visits each.
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To capitalize on the tourism potential of air travel,
Canada must offer air service that is second to none. In
order to achieve this, one area that demands attention is
the negotiation of appropriate bilateral air traffic agree-
ments. Of particular importance is the Canada-U.S. air
bilateral agreement, which has not been substantively
changed since 1974,despite Canadian attempts to do so,
most recently during negotiations leading to the Canada-
U.S. Trade Agreement.

From the perspective of the tourism industry, it is
imperative that Canada secure greater access to the U.S.
market. Recent efforts to deregulate air traffic in both
Canada and the U.S. have set the stage for liberalizing
bilateral arrangementsbetween the two nations as well as
with third parties in order to secure equitable commercial
benefits for the carriers of both countries.

* M oftheremainingoverseas visitors enter C v t U

O B M G R
T Oak BayMarine Group hasevolvedfrom the humble beginningsof a small
marinain 1%2 into a diversifiedcompanywith 17 operationscoveringa wide
range of activities,from tourist attractions,to sport fishingtrips. Today, this
Victoria, B.C.basedcompanyisthe largestsportsfishingoperation in North
America,with revenuesof $20 million. Under the direction of Founderand
President,BobWright, the Group operates5 resorts,includinga 71 metres
steamship,a fleet of oflshore boats,and 2 luxuryresortyachts.
Oak Bayhasworked hard to maintain a personal,friendly image, and hasmade
useof many innovativepromotional tools. Accessibilityisa key part of their
very effectivemarketing strategy:a telephone salesdepartment ison duty 12
hoursa day, 7 daysa week.

.



As air traffic is liberalized, Canada must ensure that
it has the infrastructure— the airports, the runways, and
the terminals— to process incoming tourists quickly and
efficiently.Congestion and delays at our airports must
be kept to a minimum. In addition, we must ensure that
transportationto and from our airports is convenient
and efficient.

The fundamentalchallenges faced by Canada’s air
industryare repeated in other transportation sectors. For
instance,Canada’s highways are ageing and will need
repair and upgrading.Federal and provincial gover-
nmentsspend about $600 million a year building new
roads and about $280 million a year repairing old ones.
It has been estimated that an improved highway system
would be worth $10 to $17 billion to users in time saved.

Other transportationmodes are also changing. In
Canada, the door is now open to privatization of some
rail tour routes. At the same time, discussions have begun
about the feasibility of introducing high-speedtrains in
certain well-travelledareas such as the corridor between
Windsorand Quebec City, and high-quality tourism
trains are emerging as a new and exciting product.

Passenger sea transport in the form of cruises is
increasinglypopular in British Columbia and shows
potential for development on the Great Lakes, in the
St. Lawrence and in Atlantic Canada.

As with air transportation,each of these challenges
also representsan opportunity to develop new capabili-
ties, increasecapacity, improve service and support
expanded tourism activities.

Applying Technology to the
Tourism Industry

There is hardly any aspect of the economy that re-
mains untouchedby the powerful influence of technol-
ogy. In the tourism industry, as elsewhere, technology
promises to raise productivityand to improve efficiency.
Indeed, the tourism industry was a pioneer in introducing
computerizedsystems to automate travel reservations.

Technology has an obvious ongoingrole to play in
the tourism industry, especially where marketing, trans-
portation, and telecommunications are concerned.

Technology, however, does not stop there. Close to
50% of all medium-sized lodging propertiesnow have
some type of computerized property management or
inventorycontrol system in place. And the food and
beverage sector is adopting point-of-sale technology at
a rapid rate. Its penetration of chains and franchises is
now well above 50%, and even smaller fine restaurants
are finding this technology accessible.
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Technology appears in another form as audio and
video tapes or interactive software that can advertise or
enhance the tourism experience. For example, advanced ;
technologies play a significant role in improvingthe
quality and in reducing the cost of traditional promo-
tional materials such as brochures and pamphlets.

Perhaps most significantly, however, information
and telecommunications technologies can help the indus-
try improve access to clients. By using the latest tech-
niques for networking, information storage, and retrieval,
the industry can ensure that its products are “on-line”
and familiar to travel agencies and sales representatives
around the world. Technology promises to put our prod-
ucts on the shelves of the future.
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The difficulty facing the tourism industry, as other
industries, is that investment in technologyis expensive.
Introducingnew automated systems, getting on-line, or
developing “high-tech” promotionalmaterials can be
costly and beyond the reach of many industry partici-
pants — especially since 85% of them are small and
medium-sized enterprises.

As Figure 2.11 shows, the Canadian tourism indus-
try is lagging behind competitors in other countries in
key areas such as the hospitality, food and beverages,
and events and attractions sectors. The key barriers to
enhanced usage of technology are high purchase and
installation costs of advanced systems, lack of awareness
and understandingof their major advantages,difficulty in
obtaining pertinent, trustworthy information,and lack of
ability and opportunity to evaluate the available informa-
tion properly (see Figure 2.12).
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Large organizationsare less deterred by cost factors.
They can also afford specialized training. In the absence
of a large corporate structure, however, associations of
smaller companies can serve the same purpose. Thus,
because the European trade association network is stron-
ger at the local level, independentEuropeanoperators
arebetterequippedtoevahtateandadoptinnovations
thanaresmallNotth American hotel and restaurant
operators.

To break down barriers among smaller operators,
Canadian system developers are reducing the apparent
complexity and are increasing the user friendliness, reli-
ability, and compatibilityof their systems. For example,
the diffusion of early point-of-sale systems was slowed
by high costs and mixed reviews regarding their com-
plexity, compatibility, and reliability. Current systems
have been designed to eradicate most of these problems.
Although the initial cost to many users is still perceived
to be high, the rate of adoption has been much increased.

Solving the technological challenge will depend on
the extent to which members of the tourism industry can
work together. The issue is no longer whether or not one
should adapt to the new technological environment. The
ability of technology to improve productivity and effi-
ciency is accepted as a fact. What is needed. therefore,
are new strategiesand new approaches to the challenge
of identifying, locating, acquiring, and implementing the
technology that the tourism industry requires.

..



Developing Human Resources

The tourism industry will be facing serious short-
ages of both labour and skills for the foreseeable future.
More than 60000 new jobs will be created by 1992and
the labour pool from which the industry has traditionally
staffed its positions is shrinking.Current demographic
trends point to the “greying” of the North American
populationas birth rates fall and as the baby boom gen-
eration advances into middle age. The tourism industry
is alreadyexperiencing Iabourshortages in certain areas
such as resorts and in larger cities. In a recent survey
conducted by the Canadian Restaurant and Foodservices
Association,779i0of the respondentsreported a shortage
of chefs, while 67?Z0reported a shortage of cooks. About
50% reported a shortageof serving staff.

The average level of training and of post-secondary
education in the tourism work force is well below the
average in other industries.This situation is particularly
serious at the supervisoryand management levels. In
some parts of the country, post-secondaryinstitutions
report declining enrolment in tourism programs. and this
suggests that skill shortages are not being addressed
effectively.

—
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The tourism industry must take action to ensure that
ithas an adequate supply of people with the appropriate
skills to providequality service to Canada’s visitors. The
industryhas many advantages as an employer and these
should be stressed.There are a large number of entry-
level jobs requiringrelatively unskilled staff. With the
right attitude and with ongoing training, upward move-
ment within the industrycan be rapid. With a total work
force (fromtourism and local consumption) of more than
one million, the industry offers a large number of man-
agement and supervisorypositions. In addition, opportu-
nities to own and operate small businesses abound.
There are also tourism-related occupations such as res-
taurant chef, hotel manager, and travel agency consultant,
all of which require an increasing range of sophistication
and skills in the application of new technologies.

. .:

In many areas, poor working conditions and
uncompetitiveremuneration contribute to the industry’s
poor image as a career choice. The resulting high attrition
and turnover rates as well as a lack of training all add
significantlyto labour costs. Ways must be found to
reduce these costs by providing a workingenvironment
that will attract and keep both the less skilled workers
and the trained professionals. The latter, in particular,
should be given an opportunity to move up through the
ranks and to manage a work force that provides worid-
class service.

A shrinking labour pool and continuing technologi-
cal change will impose ever more stringent requirements
for training on a broad range of jobs that were hitherto
unskilled or semi-skilled.Training is essential to increase
productivityand to reduce the number of persons re-
quired to provide the same level of service. It is a joint
responsibilityof industry and the public sector to ensure
that this training is available.

The fundamental challenge for the industry will
be to provide incentives that go beyond pay scales to
embrace the pride in occupation that comes from
professionalismand opportunities for advancement.
Industry-setstandards, peer recognition of professional
qualifications through certification, and ongoing training
opportunitiesare needed to develop career paths for tour-
ism professionals.Given the demographic realities and
increasing global competitiveness, members of the indus-
try who do not recognize and respond to this challenge
will find their personnel options sharply curtailed in the
near future.

Sustainable Development

Environmental issues have recently risen to the top
~ of the public’s list of key concerns. The phrase “sustain-

able development” is being used to describe preferred
strategies that allow for economic growth within the
context of concern with and protection of environmental
quality.

In the case of the tourism industry, sustainablede-
velopmentembodies a challenge to develop Canada’s
tourism capacity and the quality of its products without
adversely affecting the environment that sustains and
nurtures them. Responsible and balanced development
will forestall any call for new regulations regarding land
use. In this as in other areas, self-regulation is the best
way of forestalling official regulation.

The critical advantage that Canada has is its reputa-
tion for possessing a clean, unspoiled and uncrowded
environment. Preserving that reputation is vital to tour-
ism growth. Canada has vast tracts of Crown and park
land that are among our foremost tourism attractions and
that appeal to many international tourists. The goal of the



1

Canadian Parks Service is to expand the national parks
system, an objective that would clearly benefit the tour-
ism industry.This is in line with the recommendationsof
the Brundthnd Commission, which noted that creation of
a national parks system is key to any strategy for sustain-
able development. Such expansion must balance access
to sites with the preservation of their natural integrity.
Planning the evolution of Canada’s system of parks is
a process that must go hand in hand with planning the
evolution of the tourism industry.
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It should also be remembered that an area of tremen-
dous scenic beauty can also contain or be adjacent to
natural resources of interest to other sectors in the
economy. In this case, an integratedapproach to planning
and development is required. The tourism industry must
have access to a forum where its own development im-
peratives can be represented on an equal footing with the
requirements of other industries and where decisions will
be taken on the basis of reconciling competing objectives
and producing a result of net benefit to Canada as a
whole.

Related to preservation of the physical environment
is a similar concern about the cuitural environment.
Natural alliances could be formed between cultural and
historical interests and tourism. Historic sites, festivals,
events, and museums can be made into living, interac-
tive, and animated attractions without sacrificing their
cultural integrity.

A part of Canada’s culturai environment is its
multicultural identity. It is a unique competitive advan-
tage. As the world comes calling, we need to be sensitive
to the diverse requirements of our visitors. Tourism today
is multicultural and Canada has what it takes to be a good
host.

If, however, the volume of visitors grows beyond
a community’s capacity, tourism can provokea strong
negative reaction. Tourism absolutely depends on a
community’s receptivity and on the hospitality that it
accords visitors. As a result, care must be taken to bal-
ance tourism development with preservationof the
unique national characteristics that attract visitors to
Canada.

In 1983, guide and resourcemanager, David Leeks,establishedArcticEdge,an
adventuretravel and outfitting businessbasedin Whitehorse, Yukon.After a
slowand sometimesrockystart, Leeksdecidedto refine both hisbusiness
activitiesand hismarketing program.
He focusedon providing adventure travel experiencesfor upscaleNorth
Americanand Europeantravelers, expandinghisproduct line while phasing
out hisoutfitting service.A multi-page, full-colourbrochuremarked another
major stepforward. Today, ArcticEdgehasbecomeone of the leading north-
ern-basedadventuretravel companies,with a range of activitiesincluding
canoeing,rafting, skiing,back-packing,wild-life viewing and dogsleddingin
the Yukon,Alaskaand the western NWT. I
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Securing Financing

The challenges facing the tourism indust~ are for-
midable. Perhaps most formidableof all, however, is
finding the capital to finance an effective response.
Despite its economic importanceand dynamism, the
tourism sector has traditionallyexperienceddifficulties
in attracting financial support. For example, it has been
estimated that less than 1‘ZOof total foreign direct invest-
ment in Canada has reached tourism-relatedsectors.

Debt financing involving loans or lines of credit
from a financial institution such as a bank or trust com-
pany is problematic for tourism businesses. Many such
businesses are located in rural areas where there are few
appropriate financial institutions that can issue loans on
reasonable terms. Even where financial institutions are
available, they may not have the expertise to evaluate the
potential of the tourism sector. As a result, tourism busi-
nesses may face relatively higher costs of capital. What
is worse, loans may be issued on terms that place unreal-
istic burdens on the business, thus preventingits growth
and expansion.

Equity financing is obtained by selling shares in
a business to investors and venture capitalists. Equity
financing is poorly understoodby Canada’s small busi-
nesses. They see it largely in terms of complicating the
operations of their company or diluting control over it
through the addition of new partners or investors. Yet
equity financing can be less burdensomethan debt, espe-
cially during the initial start-up phase of a company’s
operations. Equity financing can also serve as a source
of managerial expertise and advice, helping fledgling
entrepreneursmake good businessdecisions. And once
a business is established, shareholderscan be bought out
if adequate provisions have b m for such an
eventuality.

In many regions of the country, however, equity
financing is simply not available. Venture capital invest-
ment tends to concentrate in a few urban centres and it is
not drawn to young companies or those with financial
requirements below $500000. Venturecapitalists are
looking for larger firms with a track record and prospects
for fast growth.

The lack of equity financing has been a major im-
pediment to growth for all Canadian small businesses
and it is especially problematic in the tourism industry,
which tends to be composed of a large number of smaller
enterprises. As a result, many tourism-related businesses
have relied too heavily on debt as the solution to their
financing needs and this has impeded their ability to
establish themselves securely or to grow quickly.

Whether it involves debtor equity, the availability
of financing is directly related to perceptions of risk on
the part of lenders and investors. Here, the tourism indus-
try suffers from a decided disadvantage inasmuch as it is
a seasonal industry that is sensitive to a number of vari-
ables, including weather conditions, exchange rates, and
energy costs. The industry’s low profile and poor image
also tend to impede financing. Lenders and investors do
not understandthe dynamics of the tourism industry and
are therefore reluctant to put money into it.

The challenge for the tourism industry is to become
more familiar with the issue of financing. Many of its
smaller members, in particular, have difficulties in ad-
dressing financing successfully.They have not learned
how to use indicatorsof financial performance, they have
not prepared formal business plans, and they are unaware
of the financing options that could be available to them.
Without mastering these business basics, they will be
unable to take full advantage of creative and imovative
approaches to financing today’s businesses.



Industry Development

The Canadian tourism industry does not have a
traditionof conductingits own research and is not well-
equippedto use information.This situation is explained
in part by the fact that the industry is composed largely
of small and medium-sized businesses, and is com-
poundedby the division of the industry into a variety
of discrete specializedassociations representing, for ex-
ample, hotels, the food and beverage industry, or travel
agents.

There are a variety of legitimate issues that need to
be addressed by specific subsectors of the tourism indus-
try regardingtheir integration with other subsectorsand
definingtheir relationships within industry associations.
Nevertheless,subsectorassociations have impeded the
developmentof a strong voice representing the industry
as a whole. A national tourism organization encompass-
ing different sectors and regions does exist, but its great-
est challengeconsists in reconciling the different interests
within the industry.

If the industryis to represent its own interests to
governmentsactively and effectively, it must forge a
strongercollective identity, refining its image so that its
strategic importance is clearly recognized. Such clarity
can be achievedonly through good informationand
analysis.

The tourism industry in Canada is a mature industry
and has both formidableresources and an excellent track
record of performance.The challenge it faces is to recog-
nize and communicate its collective power and strategic
importanceto the rest of the country.

I
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I
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3. CONFRONTING THE FUTURE

current tourism trends display an unmistakable
pattern: world tourism is growingand new mar-
et opportunities are emerging. At the same time,

the Canadian tourism industry is developinga stronger
awareness of its own potential as well as a sense of the
challenges confronting it.

Without energetic action, the industry will not keep
up with the demands of modem travelers, it will lose
potential visitors to more aggressive foreigncompetitors,
and its position in the Canadian economy will decline.
Once this occurs, it will be very much harder to revive
the industry. For every dollar not spent now to maintain
competitiveness,Canada may find itself having to spend
several times that much a decade from now,just to catch
up. Such a pessimistic scemwiois only one possible out-
come of current trends.

There is another, more attractive result that can
emerge if government and the tourism industry work
together to anticipate and prepare for the challenge of
the future, as explained below.

What Government Can Do

The experiences of past decades have taught us that
the best judge of how to conduct business is business
itself. There is, however, a limited but legitimate role for
government in tourism development that is distinct from
past efforts. The government is in an ideal position to
accumulate and disseminate the detailed information
required to develop effective strategies for the tourism
industry. At the same time, based on its informationand
its position, the government has a natural leadership role
in identifyingchallenges, articulatingconcerns, mobiliz-
ing efforts, and suggestingpriorities. And government
has a role in defending the interests of the tourism indus-
try and making all Canadians aware of its significance
and potential.

It is important to remember that the interests of
government and of the tourism industryinterconnect in
a variety of ways. Marketing Canada to the world is an
important federal responsibility. At the same time, the
creation of a strong Canadian image abroad has an effect
on our trading relationships with other countries. The
federal government also owns essential parts of the tour-
ism infrastructuresuch as national parks and museums.
Much of federally supportedefforts to retrain and up-
grade workershave been focused on the tourism industry
and on industries related to tourism. Federal efforts to
supportcultural activities such as dance, symphonies,
theatres, and various festivals conrnbute directly to
tourism. The federal government also owns or controls
transportationinfrastructureessential to tourism such as

airports, rail systems, and roads. In addition, federal
regulations help to ensure fair competition and the
maintenance of good business practices.

The Federal Tourism Policy*

Recognizing today’s competitive and fiscal realities,
the Minister of State (Small Businesses and Tourism) has
led federal governmentefforts to take a fresh look at
tourism in Canada. Throughresearch and consultation
with all interested parties, the government has developed
a Federal Tourism Policy that responds to today’s needs,
and the government stands ready to support the tourism
industry in its efforts to achieve renewal and to improve
its international competitiveness.

.

.

●

✎

The four pillarsof that policy are:

recognition of the vital importance of the industry to
Canada’s prosperity;

conflation of the internationalfocus of federal
activity in supportof tourism;

co-ordination of federal efforts to enhance and
improve internationalcompetitiveness; and

continuing co-operationbetween the federal gover-
nment,provincial and territorial governments, and the
industry itself.

Building on this foundation,the Minister of State
(Small Businesses and Tourism) proposes to work with
other federal departments, provincial and territorial gov-
ernments, and the tourism industry to develop a series of
concrete initiatives designed to address the challenges
facing tourism.

In the area of market development, the federal gov-
ernment will continue to deliver art international tourism
marketing program in Cartada’sprimary markets. The
federal government also proposes to package strategic
marketing information for dissemination to industry in
order that it can spend “smarter” in the markets of great-
est potential. It will seek additional partners in order to

* F t complete text ofthepolicy,seetheAnnex.

.
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sell particular product lines to high-yield markets. It
will also explore new ways of integrating the efforts and
expenditures of the federal and provincial/
territorial governmentsand the private sector in the
internationalmarketplace.

In product development,the federal government
will encourage consortia of product suppliers, tour
operators, wholesalers,and retailers both in Cartada
and abroad to develop new packaged products.The
range of business services offered by ISTC will in-
crease and these will include a data base on intema-
tional-calibre tourism products and suppliers. Seminars
on new productsand technologies will be offered and
better commercial intelligence will be disseminated to
industry decision makers. ISTC will broker new in-

v a a s t a princi-
pal touring routes, that help to increase four-season
resort capacity or that conrnbute to the development of
new adventure products in wilderness or remote areas.

Environment Canada, Public Works and other
custodians of federal Crown lands will work with
ISTC to identify new development opportunitiesas
well as to enhance service facilities within or on the
periphery of existing national parks, to extend operat-
ing seasons, to animate historic sites, and to explore
possible leasing arrangementson undevelopedCrown
lands. At the same time, Canada’s aboriginal peoples
will be involved in the planning and implementation
of tourism initiatives.

Regarding sustainabledevelopment, the Action
Plan for Tourism and Sustainable Development. which
emanated from the Globe ’90Conference, will be dis-

seminated to provide guidance on retaining the integrity
of environmentaland cultural resources. Support will be
offeredto the Tourism Industry Association of Canada
in its efforts to develop an “environmentalcode” for the
industry. And the industry’scurrent level of sustainable
developmentactivity will be assessed and “best case”
scenarios will be disseminated to encourage further
progress.

In the area of transportation, the interests of the
tourism industry with respect to routes and capacity
will be represented in the air bilateral negotiations. ISTC-
Tourism will work with Transport Canada to develop a
comprehensivestudy of air capacity and passenger pro-
cessing requirements that incorporates ISTC visitor
volume projections by primary market.

In order to improve the exploitation of technology
by the tourism industry, the federal government will
include the sector in its programming for technology
diffusion. It will offer seminars and workshopson the
applicationof new technology in the industry. It will
monitor and inform industry partners on the implications
of technology applications for human resource planning.
It will work closely with industryowner/operators of
international travel informationnetworks to ensure that
Canadian products are “on-line” with these sales and
distribution systems. Finally, the development of indus-
try consortia will be encouraged to achieve economies
in technologyinvestment.

With respect to human resource development, the
federal government will provide “best case” scenarios to
the tourism industry to demonstrate the value of training.
It will disseminate the results of its work on research
standards and certification and career awareness. It will

.
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improveco-ordinationamong federal and provincial/
terntonal policies, programs, and agendas in the area
of human resource development. Statistics Canada and
Employmentand Immigration Canada (EIC) will analyse
and evaluate supply/demanddata to permit better human
resourceplanning by industry and other levels of gover-
nment.A Memorandumof Understandingwill be drawn
up between the federal government and the tourism
industryto promote human resource planning and to
overcomeproblems. The needs of the tourism industry
will be incorporatedinto EIC’SLabour Force Develop-
ment Strategy.And the newly formed Department of
Multicuhuralismand Citizenship will assist the Canadian
tourism industry in providingculturally sensitive services
and in managing a multicultural labour force.

In order to help the tourism industry secure appro-
priate financing, the federal government will implement
an informationprogram designed to improve business
planning t i a u nt
a f i nsuch as Canadian chartered
banks, foreign banks, trust companies, mutual funds, and
venturecapital fins. An investment prospecting plan
will be developed for the tourism industry. In addition,
the Ministerof State (Small Businesses and Tourism)
will host a conference on tourism financing to bring the
creativity of knowledgeable tourism and financial experts
from Canada and abroad to address the task of improving
financial support to this industry.

Finally, in order to stimulate industry development,
a strategyfor disseminating information to the tourism
sector will be developed. This will include the creation of
mechanisms to monitor the information needs of the
industry,the establishment of interactive data bases on
the industryby ISTC, and the promotion of an effective
informationnetwork among members of the tourism
industry.

I
I

Implications for Partners

ImprovingCanada’s internationalcompetitiveness,
whether in tourism or in any other sector, depends on
co-operationamong interested parties to maximize the
effective use of resources. The tourism-relatedefforts
of all federal departments and agencies will be better co-
ordinated. Priority areas have been clearly identified and
these will be pursued by the federal governmenttogether
with partners at other levels of governmentand in the
tourism industry.

The federal government does not intend to proceed
on its own. It hopes that members of the industryand
other levels of government will co-ordinatetheir activi-
ties and will work together to ensure that the tourism
industrycontinues to prosper. There have been many
calls in the past for co-operation, communication,and
co-ordination.Such action, however, has never been as
essential to the tourism industry as it is today.

Such action must be focused. Better intelligence and
a better understandingof internationalmarkets will con-
tinue to be critical. The industry must learn to use data
and analysis more effectively in order to present its
interests more effectively to the government. And as
members of an industry and potential partners, tourism
companies need to consider when co-operationamong
themselves is a better strategy than competing with each
other. Moreover, the members of the industry must invest
and, most importantly, they must invest in their people.

By making a formal commitment to these principles
and by elaborating priority areas for action, the federal
government intends to give substance to these words and
to encourage partners in the private sector and in munici-
pal, regional, provincial, and ten-itorialgovernments to
follow suit. With determined, purposeful,and united
action, Canada’s tourism industry can emerge at the fore-
front of the world by the end of the century. For the sake
of its future and the prosperity of our country, the indus-
try must make every effort to achieve that objective.

Government can support Canada’s tourism industry
by creating a favorable fiscal and regulatoryenviron-
ment, by assembling and disseminating needed informa-
tion, by making its expertise available to those who need
it, by exercising the policy leadership that can build
coalitions, and by informing all Canadians of the impor-
tance and significance of what business is trying to
achieve. The rest is up to industry.
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ANNEX: FEDERAL TOURISM POLICY

INTRODUCTION

the policy of the Government of Canada to:

●

✎

✎

✎

✎

✎

build a strong economy fully competitive among the
world’s trading nations;

reduce the deficit as a vital component in securing
Canada’s future;

preserve Canada’s environment and encourage
increasedpublic interest and involvement;

foster a confident sense of Canada’s cultural and
national uniqueness;

mobilize entrepreneurshipfor the economic, social,
and cultural development of all parts of the country;
and

foster a comprehensivehuman resource strategy to-
meet the challengesof increasing competition,di-
minishingreliance on traditional industries,growth
in the service sector, and increasing sophistication
and applicationof technology.

Consideringthat:

.

●

✎

✎

✎

Canada’s tourism industry conrnbutes significantly
to economic growth across the country;

tourism is a major source of foreign exchange to
Canada;

Canada’s goals for sustainable developmentfind
much resonance within the tourism industry
inasmuch as Canada’s environmental assets are
of long-termmutual interest;

tourism attractions and events integrate and sustain
Canada’s historical, cultural, and national identity;

the tourism industry in Canada is comprised largely

I,

of small and medium-sized businesses, which are
vital to Canada’s goals for entrepreneurialdevelop-
ment and job creation;

in a time of fundamental shifts in Iabourrequire-
ments and structural unemployment the tourism
industryacknowledgesthe need for increased
investment in human resource development;

the Governmentof Canada seeks to strengthen its
commitment to tourism and to work with the provinces,
territories, and the Canadian tourism industryto meet the
challenges and secure the opportunity.

To this end, it is the intention of the government that
the followingpolicy will provide a framework within
which governmentand private sector initiatives can be
co-ordinatedto achieve greatest effectiveness.

.

!

STATEMENT OF POLICY

TheGovernment of Canada recognizes the tourism
industry as a strategic sector of the Canadian economy
inasmuch as it makes an essential contributionto the
economic well-being of Canadians and to the economic
objectives of government. Equally, the Canadian tourism
industry is vital to the social and cultural identity and
integrity of Canada.

In the interest of maximizing the net benefit to the
tourism industry and the country, the Government of
Canada confms its international focus with respect to
its activities in support of tourism.

The Government of Canada is committed to the
growth and international competitiveness of the
Canadian tourism industry and recognizes that, in order
to realize this commitment, a co-ordinated approach is
required by those federal departments and agencies
whose policies and programs have an impact upon the
tourism industry.

In recognition of the need to integrate efforts on
the part of all partners committed to the international
competitiveness of the Canadian tourism industry, the
Government of Canada reaffirms its policy of co-opera-
tion and co-ordination with provincial and territorial
governments and with the industry itself.

THE FEDERAL ROLE

The federal government has an impact upon the
tourism industry through the spending, planning,policy,
and regulatory decisions of many departments and agen-
cies with diverse economic, social, or horizontal respon-
sibilities. The tourism industry benefits from such deci-
sions in many ways. The management of Crown lands by
the Canadian Parks Service within EnvironmentCanada,
Public Works Canada, and the St. Lawrence Seaway
Commission results in attractions of considerable interest
to tourists. Cultural assets, multiculturalism, cultural
development, and national identity are federally vested
with, for example, National Museums of Canada,
Communications Canada, and the Department of
Multiculturalism and Citizenship. Rail service, intern-
ationalair service, airports, ferry service, and other federal
transportationresponsibilities reside with Transport
Canada. External Affairs and InternationalTrade Canada
(EAITC), and the National Transportation Agency.
Competitive human resource development is supported
by Employment and Immigration Canada.
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Environmentalawareness and protection and issues of
sustainabledevelopment are governedby Environment
Canada. Regional economic developmentand

of the Atlantic Canada
OpportunitiesAgency and the Western Economic
DiversificationOffice.

ISTC has been mandated by the Government of
Canada to support and promote the internationalcom-
petitiveness and excellence of Canadian industry. ISTC’S
activities in support of the tourism industryfall within
three areas: advocacy, business services, and interna-
tional rnarkering.The latter is a shared responsibility
with EAITC, which has the mandate for the delivery of
the tourism program abroad through its tourism officers
stationed at posts in the United States and overseas.

The objective of advocacy activities is to position
tourism industryconsiderationsin the planning and poli-
cies of other federal departments and agencies having an
impact upon tourism.

Business services include those activities aimed at
contributing to the strategic planning and decision mak-
ing of both the private sector and government.Informa-
tion gathering, analysis, and disseminationare central
activities. ISTC collects data, research, intelligence, and
other types of informationrelating to tourism markets,
products, and issues.

For several years, the focus has been on improving
and streamlining the type of informationgathered.
Significant progresshas been made in performingthis
“info-in” function. The new focus will be on “info-out,”
i.e., on getting the informationto partners in a timely
manner and useable format with the objective of
facilitating their decision making.

Internationalmarketing by ISTC and EAITC is that
set of activities aimed at increasingthe awareness of
Canada in its primary markets, at developing new oppor-
tunities in selected markets with growth potential for the
Canadian tourism industry, and at co-ordinatingthe mar-
keting efforts of other partners.

While the domestic market comprises more than
70% of all tourism receipts for Canada, federal trend
research indicates stagnant growth in the domestic
market, continued growth in certain segments of the U.S.
market, and the greatest overall growthpotential in
Canada’s overseas markets. This internationaldemand
will drive federal activity in tourism,

The governing premise for federal tourism policy
is net economic benefit to Canada. In the interests of
securing such net benefit. new revenue to Canada is the
objective and maximizing that revenue is the basis of the
high-yield strategy that will govern federal international
marketing plans. On the product side, it is clear that the
developmentof products of internationalcalibre also

serves the Canadiandomestic market, since high-quality
products will appeal to Canadian travelers as much as to
internationalones.

FEDERAL TOURISM AGENDA FOR
THE 1990s

ISTC will focus on the foilowing priorities selected
to contribute directly to the international competitiveness
of the Canadian tourism industry.

1Market Development

increase international tourism revenues to Canada.

I
● maximize the yield on marketing dollars

invested by targeting market segments offering
the greatest return in terms of international
receipts: and

● increase the dollars available to the national
marketing program from private and public
sector partners.

● allocate a larger portion of marketing resources
to packaging strategic marketing information
for dissemination to industry in order that they
can spend “smarter” in the markets of greatest
potential;

● secure additional partners to sell particular
product lines to high-yield markets;

● explore new ways to do business under the
federal marketing program to more effectively
integrate the efforts and expenditures of the
federal and provincial/territorialgovernments
and private sector in the international market
place; and

● work more closely with EAITC to deliver a more
strategically targeted tourism program by the
posts abroad.

i The Right Products

ensure that Canada has the products demanded by
the customer.

4
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the creation of packages that effectively integrate
productsand services into the tourism experiences
that will compete in the marketplace; i.e., packages
highlightingCanadian diversity and cultural assets;

maximizationof tourism development opportunities
existing in selected properties owned by the Gover-
nmentof Canada;

identificationof opportunitiesfor new product de-
velopmentor major upgrading/expansionsto meet
internationalmarket demands and circumstances;
and

focus on
—

—

—

—

attractionsand service development comple-
mentary to principal touring routes,
increasingthe four-seasoncapacity of the
resort product,
developmentof the surroundingareas of
selectednational parks, and
adventureproduct development in wilderness
or remote areas.

.

.

●

●

bring together product suppliers, tour operators,
wholesalers,and retailers both in Canada and abroad
into consortia for developing new packaged prod-
ucts;

increasethe range of business services offered by
ISTC such as: extension of the Business Opportuni-
ties SourcingSystem (BOSS) to include a data base
on intemational-calibretourism products and suppli-
ers, seminarson new products and technologies, and
improvedpackagingand dissemination of commer-
cial intelligenceto better inform industry decision
makers;

pursuejoint planning with EnvironmentCanada,
Public WorksCanada and other custodians of
federalCrown lands to identify opportunitiesfor
developmentsuch as: provisionof further service
facilities withincertain national parks, extension
of the operatingseason of selected parks, further
animationof historic sites, leasing arrangements
of undevelopedCrown lands;

work injoint consultation with industry, regional
developmentagencies and other federal departments
as well as with the provinces and territories to iden-
tify new developmentopportunities and to perform a
brokeragefunction in identifying financing for those
opportunities;and

work closely with the Aboriginal Economic Pro-
g D of Indian and Northern
Affairs, within the context of the Aboriginal
Economic Development Strategy, to facilitate the
participationof aboriginal peoples in the planning
and implementation of tourism initiatives.

Sustainable Development

long-termgrowth and prosperity for Canadian tour-
ism through a balance between tourism development
and maintenance of Canada’s physical and cultural
environment.

.

.

foster awareness within the industry of the
importance of a balanced approach to tourism
development, i.e., that it must self-regulateor be
regulated; and

increase the level of community-basedtourism
planning and development.

.

.

●

disseminate the Action Plan for Tourism and S

tainable Development emanating from the Globe ’90
Conference to provide guidance on retaining the
integrityof environmental and cultural resources;

support the Tourism Industry Associationof Canada
in its efforts to develop an “environmentalcode” for
the industry;and

provide an assessment of the industry’scurrent level
of sustainable development activity and disseminate
“best case” scenarios to encourage furtherprogress.

Transportation

ensure that visitors from Canada’s primary intern-
ationalmarkets can reach Canadian destinations.

●

✎

focus on air transportationto:

seek to ensure establishment of route rights that
provide adequate capacity and reasonable tariffs in
order to bring visitors from our markets of greatest
potential to Canadian destinations; and

influence airport management and infrastructure
development to enable international passengers to
move quickly and easily to their grounddestination.

.
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●

✎

work closely with Transport Canada, EAITC, the
National Transportation Agency, and Canada’s
internationalair earners to ensure that the interests
of the tourism industry regarding routes and capacity
are represented in the air bilateral negotiation
process; and

collaborate with Transport Canada to develop a
comprehensive study of air capacity and passenger
processingrequirements incorporatingISTC visitor
volume projections by primary market.

Technology

harness technology to the task of improved
competitiveness.

● increase productivity by technological imovation
and application to tourism operations; and

● increase the use of technology in the distribution of
Canadian tourism products globally.

.

.

.

●

expand federal programmingfor technologydiffu-
sion to include the tourism industry as an eligible
sector;

monitor and inform industry partners on the implica-
tions of technology applications for human resource
planning;

work closely with industry owner/operatorsof inter-
national travel informationnetworks to ensure that
Canadian products are “on-line” with these sales and
distribution systems; and

promote the development of consortia of fms to

improve service to visitors through improved train-
ing of human resources.

● improve the match between the service requirements
of the customer and delivery by staff;

● improve supply of qualified human resources to
meet demand; and

● improveproductivity of human resources and the
quality of employment in the tourism industry.

.

●

✎

✎

✎

●

✎

t
of and link between training

and productivity, reduced Iabourcosts, and
increased profitability;

diffuse to a broader industry audience the resuhs
of research, standardsand certification, and career
awareness work;

improve the integrationand co-ordinationof federal
and provincial/terntorialpolicies, programs, and
agendas with respect to human resource develop-
ment;

work with Statistics Canada and EIC to analyse and
evaluate supply/demanddata to permit better human
resource planning by industry and other levels of
government;

develop a Memorandumof Understandingbetween
the federal government(ISTC and EIC) and the
tourism industryto develop and implement the mea-
sures required to promote human resource planning
and to overcome human resource problems;

work with EIC to determine the priority to be placed
on the tourism industryin the Labour Force Devel-
opment Strategy; and

collaborate with the Department of Multicukuralism
and Citizenship to assist the Canadian tourism in-
dustry with the provisionof culturally sensitive
services to a diverse clientele and the management
of a multicultural labour force.

Financing

improve the flow of financing to the right demand-
driven tourism products.

● improve the awareness and understandingof the
business of tourism among financial institutions; and

● increase the profile of tourism as a priority sector for
targeted foreign investment.

.

.

.

implement an informationprogram designed to im-
prove business planning in the industry and an un-
derstanding of tourism among financial institutions
such as Canadian chartered banks, foreign banks,
trust companies, mutual funds, venture capitalists,
etc.;

develop and implement with EAITC an investment
prospecting plan for the tourism industry; and

...
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● host a conference on tourism financing to bring the
creativity of knowledgeabletourism and financial
experts from Canada and aroundthe world to bear
on the task of improvingfinancial support to this
industry.

Industry Development

facilitate the industry’sability to undertakemore
information-basedadvocacy and decision making.

provide, in a timely manner, actionable information
and intelligence that will facilitate industrydecisions
on market and product developmentand industry
issues.

Activities

● develop a corporate information-outstrategy;

● develop ongoingmechanisms to monitor informa-
tion needs of the industry;

● establish interactive access and use of ISTC tourism
data bases by the industry; and

c develop an effective informationnetwork
(informatics)between tourism constituents.
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