


El d

w-i2 5

DISCUSSION PAPER

REVIEW AND SUMMATION OF
THE NORTHWEST TERRITORIES

TOURISM INDUSTRY,  DOCUMENTS
AND PROGRAMS

AS BACKGROUND TO

A CANADA-GOVERNMENT OF
THE NORTHWEST TERRITORIES

SUBSIDIARY AGREEMENT ON TOURISM

DEREK MURRAY CONSULTING ASSOC.

Consulting Planners/Economists

#2  - 2354 Cornwall  Street,
REGINA, Saskatchewan.

S4P 2L3

L

k.



TABLE OF CONTENTS

1 . 0  I N T R O D U C T I O N

1 . 1  B a c k g r o u n d

1.2  Object ives

2 . 0  T O U R I S M  I N D U S T R Y  S T R U C T U R E

2.1  Tour ism Industry  Character is t ics  and Structure

2 .2  The Northwest  Terr i tor ies  Tour ism Industry

3 .0  TOURISM TRAVEL MARKET ASSESSMENT

3 . 1  I n t r o d u c t i o n

3.2  Market  Overv iew

3.3  Travel  Market  Expendi ture  Impact

3 .4  Canadian Market

3 .5  Uni ted  Sta tes  Markets

3 .6  In ternat ional  Markets

3 . 7  S u m m a r y

4.0  TOURISM PRODUCTS AND RESOURCES

4.1  Keewat in  Region

4.2  Centra l  Arct ic  Region

4.3  Baffin R e g i o n

4.4  For t  Smith  Region

4 . 5  Inuvik R e g i o n

1

1

3

5

5

10

12

12

12

19

19

21

25

28

30

30

31

32

32

34

—

t—
J



TABLE OF CONTENTS (Continued)

—

—

—

—.

5.0  CONSTRAINTS AND OPPORTUNITIES FOR
INDUSTRY DEVELOPMENT 36

5 . 1  C o n s t r a i n t s 36

5 .2  Opportuni t ies 40

6.0  GOALS AND OBJECTIVES FOR TOURISM DEVELOPMENT
IN THE NORTHWEST TERRITORIES 44

7 . 0  A  T O U R I S M  S T R A T E G Y  F O R  T H E  N O R T H W E S T  T E R R I T O R I E S  4 6

8.0  PROGRAM REQUIREMENTS IN SUPPORT OF
STRATEGY IMPLEMENTATION

8.1 General Tourism Data Base

—

8.2 Human Resource Development Program

8.3  Tour ism Industry  Organizat ion

8.4  Product  Development
—

8.5 Market Identif ication and Market Development

—- 8.6 Tourism Awareness Program

8.7 Visitor Information and Reception Centres

8.8  P lanning and Opportuni ty  Ident i f icat ion

8.9 Evaluation and Administration

48

49

52

54

55

56

57

58

58

58

—

—



I -

1 . 0  I N T R O D U C T I O N

—
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—

.

—

.

This paper is essentially a discussion paper. I t  has been prepared for

the Government of the Northwest Territories. It  is largely based on a

rev iew of  a l l  current  documents , programs and studies  deal ing wi th

tour ism in  the  Nor thwest  Terr i tor ies . T h e  intent o f  t h e  p a p e r  i s

twofold : to describe a tourism strategy for the Northwest Territories

and t o  d e t e r m i n e t h e  p r o g r a m content for a  Canada-Nor thwest

Territories Agreement to realize that strategy. It  should be realized

that the intent of the discussion paper is not a ful ly detailed Touristm

Agreement. That wil l  only be realized after detailed Canada/Northwest

Terr i tor ies  consul ta t ion. Rather , t h e  i n t e n t  w i t h  t h i s  d i s c u s s i o n

paper i s  t o  p r o v i d e the  background a n d  f r a m e w o r k  f o r  s u c h  a n

agreement.

1 . 1  B a c k g r o u n d

T o u r i s m  i s  a relatively immature industry i n  t h e  N o r t h w e s t

Terr i tor ies . H o w e v e r  i t  i s  t h e  N o r t h w e s t  T e r r i t o r i e s ’  s e c o n d

largest  industry . It  is second only to mining in terms of dollar

contribution to the Northwest Territories’ economy. The industry

h a s  b e e n  d e v e l o p i n g  s i n c e  t h e 1960’s with improvements in

t r a n s p o r t a t i o n  s y s t e m s  l i n k i n g  t h e  n o r t h  t o  t h e  s o u t h . T h e

completion of the MacKenzie Highway system in the 1960’s made the

southwestern N o r t h w e s t  T e r r i t o r i e s  a c c e s s i b l e  t o  a u t o  t o u r i s m

t r a v e l  f r o m  t h e  s o u t h . I n  t h e  1 9 7 0 ’ s  a i r  s e r v i c e  c o n s t a n t l y

improved to and within the Northwest Territories. !Vith increasing

trave l , accommodation facilities improved. By the 1980’s regional

tourism associations began to form. Twenty  package tours ,  th i r ty

outfitters, forty lodges and forty hotels were in operation in the

Northwest Territories.

—
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In  1982 , tour is t  v is i ta t ion  to  the  Nor thwest  Terr i tor ies  was a t

the same level of the Northwest Territories population. A total

of 44,000 visitors travel led to the Northwest Territories in 1983.

The estimated value of expenditure associated with this travel was

almost $40 million.

The Government of the Northwest Territories has always expressed

an interest i n  d e v e l o p i n g  t o u r i s m . However, the interest

expressed by the Government of the Northwest Territories has been

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

support.  Unti l  recently the Northwest Territories had no concept

or strategy towards which a viable tourism industry could evolve

towards.

Over the past three years, elements for a Northwest Territories

tourism industry strategy have begun to emerge. Tourism studies

have been carried out on a regional, community and park resource

specif ic basis. A consensus between Government, industry  and

communities as to the direction of the industry’s development has

also emerged. For  the  Nor thwest  Terr i tor ies ,  there  is  a  broad

a g r e e m e n t  t h a t  t h e  d e v e l o p m e n t  o f  t h e industry s h o u l d  b e

community-based. This is to ensure that the development of the

industry  resul ts  in  income and employment  opportuni ty  a t  the

community level. Historically the development of the Northwest

Terr i tor ies ’  tour ism industry h a s  n o t  r e s u l t e d  i n significant

benefits for communities.

A second area of emerging consensus for the industry’s development

i s  t h a t  i t  m u s t  b e  r e g i o n a l . Ex is t ing development  has been

largely concentrated in the southwest.  This area already accounts

for  65% of  to ta l  tour ism v is i ta t ion  to  the  Nor thwest  Terr i tor ies .

As a result  an effective tourism strategy must result  in a greater

—.



distribution of economic benefits throughout the entire Northwest

Terr i tor ies . T h e  m e c h a n i s m  t o  a c c o m p l i s h  t h i s  g o a l is the

development of regions with tourism destination zone strategies.

1 .2  Object ives

At present the development of the Northwest Territories’ touris,n

industry is at a crit ical stage. The Northwest Territories is one

of the few regions in Canada that does not have a tourism strategy

s u p p o r t e d  b y  a federal-provincial ( t e r r i t o r i a l )  t o u r i s m  acjree-

ment. At present public support for Northwest Territories tourism

is principally through the Canada-Northwest Territories Economic

!levelopment Agreement (E DA) . A Domestic Market Development

Subsidiary Agreement has been the principal vehicle for tourism

industry development. Within this agreement there is a separate

Tourism Development Program which has provided support to tourism

zone associations, tour ism superst ructures ,  hospi ta l i ty ,  business

assistance, travel generators and marketing.

There has been a strong desire to establish a separate subsidiary

agreement for tourism alone. I t  i s  t h e  N o r t h w e s t  T e r r i t o r i e s ’

second largest industry. Planning has now reached the stage where

specific opportunity identification could be implemented. Tourism

industry organization has greatly improved. (Most important ly  a

strategic direction has now been established for the industry in

the  forms of  communi ty -based tour ism and tour ism regions or

zones.

This paper is intended as a background paper in preparation for a

p r o p o s e d  C a n a d a / N o r t h w e s t  T e r r i t o r i e s  Touristm  A g r e e m e n t .  I n

preparing the paper the following activit ies were undertaken:
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,

1. Al l  completed and in  progress regional  tour ism studies  and
other related documents and programs were reviewed.

2. Other recently signed Canada/Provincial and Territorial Agree-
ments were reviewed.

3. Consul ta t ions were  carr ied  out  wi th  government  representa-
t ives.

4. A  p r o p o s e d s t r u c t u r e  f o r  a  C a n a d a / N o r t h w e s t  T e r r i t o r i e s
Tour ism Agreement  out l in ing the  range and cost  of  program
content was prepared.

Our review was structured examining, assessing and describing the

following:

.

●

✎

✎

✎

●

✎

✎

NWT Tourism Industry Structure

Market Assessment

Tourism Products and Resource Base Assessment

Identif ication of Constraints and Opportunit ies for Tourism
Industry Development

Identification of Goals and Objectives for NWT Tourism
Development

Description of a Tourism Industry Strategy for the NWT

Identif ication of Programs in Support of the Strategy

Recommendations for the Structure and Implementation of a
Tourism Agreement for the Northwest Territories.

O u r  r e v i e w w a s  a l s o  s t r u c t u r e d  a t  t h e  t e r r i t o r y , r e g i o n  a n d

community l e v e l s  i n f o r m u l a t i n g  o u r recommendations. The

following chapters address each of the above.
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2 . 0  T H E  T O U R I S M  I N D U S T R Y  S T R U C T U R E

.-

.

,—

I n  t h i s  c h a p t e r  t h e  p r e s e n t  s t r u c t u r e  o f  t h e  N o r t h w e s t  T e r r i t o r i e s ’

tour ism economy is  examined. I ts  importance t o  t h e  N o r t h w e s t

Terr i tor ies ’  economy is  descr ibed. T h e  s t r u c t u r e  o f  t h e  C a n a d i a n

tourism industry is reviewed. The tour ism industry  is  unique. it is

i m p o r t a n t  t h a t  i t s  s t r u c t u r e  b e  u n d e r s t o o d  i n  o r d e r  t o  a s s e s s  h o w

programs conta ined wi th in  a  Tour ism Agreement  would  s t imulate  and

direct its growth toward specific goals.

2 .1  Tour ism Industry  Character is t ics  and Structure

Sectoral Composition

T h e  T o u r i s m  I n d u s t r y  c o n s i s t s  principally of t h e  following

sectors:

. Vistor Facilities

. Visitor Transportation

● Visitor Attractions

Visitor Facilities

Visitor facilities consist p r i n c i p a l l y  o f two subsectors - -

accommodation and food and beverage. Accommodation includes

hotels, motels, lodges, cabins and campgrounds. The food and

beverage sector i n c l u d e s  p r i n c i p a l l y  l i c e n s e d  a n d  u n l i c e n s e d

restaurants,  caterers and taverns.

Visitor Transportation

Given Canada’s expansive geography, transportation is the second

largest tourism sector. This  sector  inc ludes water ,  a i r  and rail

carr iers , bus transportation and car rentals and services related

to auto transportation.
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Visitor Attractions and Services

This sector includes events, attractions and recreation as well  as

“other” categories for sales and services related to tourism such

a s  t r a v e l  a g e n t s  a n d  r e t a i l and miscel laneous sa les  re la ted to

tourism expenditure.

Each of  these sectors  pr inc ipa l ly  accounts  for  tour ism expendi -

t u r e . F igure  1  indicates  the  a l locat ion of  tourisim e x p e n d i t u r e

between the three sectors and subsectors. Unfortunately there is

no comparable data for the NWT. We suspect that given the nature

of the present industry and distance to major markets that trans-

portation expenditure w o u l d  b e  c o n s i d e r a b l y  h i g h e r  t h a n  t h e

national average. As wel l  v is i tor  fac i l i t ies  and at t ract ions are

largely underdeveloped.

.,

Markets

A tour is t  is  def ined as  any indiv idual  who

miles from their principal residence whether

travels more than 50

for business or plea-

sure travel. There are two principal markets for tourism -- tra-

vel expenditure by Canadians within Canada and Travel expenditures

by foreigners to Canada. Unfortunately for Canada, i ts share of

-.

—

i n t e r n a t i o n a l  t r a v e l  h a s  b e e n  d e c l i n i n g .  U . S .

has declined dramatically over the last decade.

t ion f rom the  U.S. has decl ined by  more  than

accounts for 87% of all foreign travel to Canada.

largest Canadian travel market is the domestic

t rave l  to  Canada

Overnight  v is i ta -

16%. T h e  U . S .

At  present  the

market. I t now

accounts for 80% of all tourism expenditure in Canada.

The NWT and the provinces’ travel market structure is segmented as

follows:

. Domestic Market

● Canadian Market

. U . S .  M a r k e t

. International ~Warket



FIGURE 1

Tourism Expenditures in Canada

by Type of  Expendi ture

1980
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In  severa l  prov inces the  domest ic  market  or  provinc ia l  res ident

market is the most important. For example, in  the  province of

Saskatchewan, travel by Saskatchewan residents accounts for 82% of

all  Canadian travel in that province.

In the Northwest Territories, the domestic market accounts for 70%

(75 ,000  person t r ips)  o f  a l l  t rave l  in  the  Nor thwest  Terr i tor ies

(106 ,000  person t r ips  in  1981-82) . L ike  most  o f  the  Canadian

P r o v i n c e s  t h e  N o r t h w e s t  T e r r i t o r i e s  i s  s t i l l  h e a v i l y  d e p e n d e n t

upon its own resident market for travel.

Tourism is an Export Industry

Much in the same way that Canada exports manufactured goods,

mineral and other resource products, the tourism industry is also

an export industry. In the early 1970’s tourism was ranked second

out of Canada’s top seven export commodities. However tourism

exports  have s l ipped badly  s ince  1970 and now tour ism ranks

seventh amongst Canada’s leading export industries.

L ike  other  commodi ty  t rade t h e r e  i s  a n  o u t f l o w  a n d  i n f l o w  o f

tour ism t rave l  rece ipts r e f e r r e d  t o  a s  a  t r a v e l  a c c o u n t . o f

considerable concern to federal off icials is the growing Canadian

travel account deficit . The def ic i t  was $2 .2  b i l l ion  in  1983,  or

3 times greater than it was 10 years earl ier.

Unfortunately w e  c o u l d  f i n d  n o  t r a v e l  a c c o u n t  d a t a  f o r the

Northwest Territories. As a result we are unable tu comment  on

the  s ize  of  the  Nor thwest  Terr i tor ies ’  t rave l  def ic i t  or  surp lus .

I f  t h e  N o r t h w e s t  T e r r i t o r i e s ’  t r a v e l  a c c o u n t  i s  i n  a surplus

position it would be a positive sign of a healthy tourism economy.
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If  i t  is a negative posit ion then the Northwest Territories would

l o o k  a t  i m p o r t  s u b s t i t u t i o n  p o s s i b i l i t i e s  t o  deveJop its own

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

employment associated w i t h  r e s i d e n t s  t r a v e l i n g  o u t s i d e  o f  t h e

Northwest Territories.
. .

Economic Impact

.1

.-

.

There are a number of characteristics of the tourism industry that

are especially appealing from a perspective of economic develop-

ment in a region. The industry can be a real growth engine for

employment. I t  is  very  labour i n t e n s i v e . I t  i s  a l s o  c h a r a c -

terized by relative ease of entry and in many ways is the essence

of small  business development in Canada. Lastly,  the industry can

generate considerable revenue to ali three levels of government.

In terms of employment impact it  is currently estimated that for

e v e r y  O n e  milliOn  d o l l a r s  3 3 . 5  d i r e c t  j o b s  r--.4]* ---J - r.. -. L--

1 1 . 8  i n d i r e c t  j o b s  f o r  a  t o t a l  d i r e c t  a n d

impact of 45.3 person years of employment.

represents an $18 bil l ion industry employing

directly and over 200,000 indirectly.

C>UIL allu d [ur Lrler

indirect employment

For Canada, tourism

over 600,000 people

i t  is  est imated that

r e t u r n e d  t o  govern-

in terms of direct benefits to G o v e r n m e n t ,

for  every  one dol lar  o f  expendi ture ,  30~ is

ments by way of tax revenue. This will  vary from industry to in-

d u s t r y . generlly t h e f e d e r a l / p r o v i n c i a l  s p l i t  o n  t a x a t i o n  i s

60 /40 . The fo l lowing i s  a  r e l a t i v e  m e a s u r e  o f  t a x revenue

impact:

Tax Impact on One Dollar of Tourism Expenditure

Total
T a x

Revenue Federa l Provincial

Distribution of Tax Revenue 30+ 18+ 124
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2.2 The Northwest  Terr i tor ies  Tour ism Industry

J—

,

,—

—

In 1 9 8 1 - 8 2  i t  w a s  d e t e r m i n e d  t h a t  t o u r i s m  e x p e n d i t u r e  i n  t h e

N o r t h w e s t  T e r r i t o r i e s  w a s  5 8  m i l l i o n  d o l l a r s resul t ing from

106,000 person trips. This would represent less than 1% of total

Canadian tourism expenditure. However  there  are  a  number  of

positive indicators for the Northwest Territories’ tourism

industry where compared to other provinces:

. The Northwest Territories is less reliant upon its own resident

m a r k e t  - - 70. 8% of all person t r i p s  a r e  m a d e  b y  N o r t h w e s t

Territories residents - -  compared to  the  Canadian average of

over 80%.

● A v e r a g e  t r i p  e x p e n d i t u r e  i s  c o n s i d e r a b l y  h i g h e r  t h a n  t h e

Canadian average. Average per person trip expenditure is $547

compared to less than $200 for the Canadian tourism industry.

● T h e  N o r t h w e s t  T e r r i t o r i e s  h a s  t h e  p o t e n t i a l  f o r  h i g h  v a l u e d

tour ism products  of  s igni f icance to  middle  and upper  income

tourist markets such as wilderness and unique vacation/pleasure

experiences.

Regarding employment, at a level of $58 million in annual tourism

expenditure (  1981-82),  the Northwest Territories’ tourism industry

would employ 1,943 people directly and a further 684 indirectly.

The va lue  of  the  industry  to  senior  government  in  terms of  tax

revenue would be 17.4 million dollars of which $10.4 million would

accrue t o  t h e  f e d e r a l  g o v e r n m e n t  a n d  $ 7 . 0  m i l l i o n  t o  t h e

Government of the Northwest Territories.

Although the Northwest Territories tourism industry is undoubtedly

the  smal lest  in  Canada, i t  i s  o f  s i g n i f i c a n t  i m p o r t a n c e  t o  t h e

Northwest Territories’ economy.

—
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Comparatively t h e  N o r t h w e s t  T e r r i t o r i e s  a t t r a c t s  t h e  smailest

number of non-resident tourists of any destination in Canada as

shown in  Table  1 . I f  the  Nor thwest  Terr i tor ies  could  ra ise  i ts

level of visitation to that of the Yukon or Newfoundland, i t  would

mean an increase of  tour ism t rave l  expendi ture  of  3 .7  t imes i ts

c u r r e n t  l e v e l . A t  p r e s e n t  o u t - o f - p r o v i n c e  t r a v e l  e x p e n d i t u r e

accounts for $39 mil l ion. A  3 . 7  f o l d  i n c r e a s e  i n  t h e  v a l u e  o f

current  t rave l  expendi ture w o u l d  r e s u l t  i n  a n  a d d i t i o n a l  4 , 8 3 4

direct  jobs i n  t h e  N o r t h w e s t  T e r r i t o r i e s a n d  a  f u r t h e r  1 7 . 3

mill ion dollars in tax revenue to the Government of the Northwest

Terr i tor ies .

TABLE 1

Inter-Provincial Comparison of Out-of-Province Tourists

# o f  out-
of P r o v .

Population Tourists
Province/Terr i tory 1982 1982

British Columbia

Alberta

Saskatchewan

Manitoba

Ontario

Quebec

Newfoundland

Nova Scotia

New Brunswick

P.E. I.

N. W.T.

Yukon

2,783,300

2,315,100

981,400

1,035,900

8,699,500

6,470,300

570,900

852,800

700,900

122,800

46,600

23,800

5,658 ,000

2,329,000

1,231,000

1,443,000

26,513,000

5,925,000

163,000

1,019,000

3, 131,000

583,000

44,000

162,072

Ratiol

2.03

1.01

1.25

1.39

3.05

0.92

0.29

1.19

4.47

4.74

0.94

6.81

1 Ratio = Number of Tourists + P o p u l a t i o n

—
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3.0  TOURISM TRAVEL MARKET ASSESSMENT

.

.

3.1 I n t r o d u c t i o n

This  chapter  assesses current  t rave l  markets  for  the  Nor thwest

Terr i tor ies . The Northwest Territories is an immence geographic

a r e a  b o r d e r i n g  o n t h e  Y u k o n , Brit ish Columbia, Alber ta ,

Saskatchewan, Manitoba and Quebec. As illustrated in Figure 2 the

T e r r i t o r i e s  h a v e  b e e n  d i v i d e d  i n t o  5  a d m i n i s t r a t i v e  r e g i o n s  o r

tourism destination zones. Tourism travel and the orientation of

tourism travel varies considerably for each region.

Tourism development is a process of matching available resources

and available markets to maximize derived economic benefits from

touristic activity with m i n i m a l  d i s r u p t i o n  o f  t h e  s o c i a l and

cultural n e t w o r k  o f the local i n h a b i t a n t s  o f  a n a r e a  o r

community.

Markets are a f u n c t i o n  o f  t h e recreational /cult urai/historic

at t ract ions ava i lab le  in  terms of  act iv i t ies a n d  a v a i l a b i l i t y  o f

markets for these opportunit ies. The f irst step then is the need

to  def ine  the  market  as  i t  now ex is ts  and then to  consider  the

trends which have implications for the Northwest Territories.

3.2 M a r k e t  O v e r v i e w

The available data on travel activity to the Northwest Territories

is not as complete or specif ic as would be desirable. However,

some analys is  of  the  current  s i tuat ion is  possib le . The most

complete  and re l iab le  in format ion on tour is t  character is t ics  and

m a r k e t s  t o  t h e  N o r t h w e s t  T e r r i t o r i e s  i s  t h e  1 9 8 2  s u m m e r  e x i t
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s u r v e y . According to  th is  s tudy, 4 4 , 0 0 0  t r a v e l e r s  v i s i t e d  t h e

N o r t h w e s t  T e r r i t o r i e s  d u r i n g  t h e  s u m m e r  o f  1 9 8 2  a n d  s p e n t

approximate ly  $39 mi l l ion. The main mode of travel to the

Northwest  Terr i tor ies  is  by  a i r  wi th  29 ,800  v is i tors  or  67 .7% of

the  tota l  us ing th is  mode. T h i s  i s  n o t  s u r p r i s i n g  g i v e n  t h e

d i s t a n c e  t o  t h e  N o r t h w e s t  T e r r i t o r i e s  f r o m  t h e  m o r e densely

populated areas  of  Canada and the  U.S .  and s ince  most  of  the

N o r t h w e s t  T e r r i t o r i e s  i s  n o n - r o a d  a c c e s s i b l e . T h e  p r i m a r y

destination area is the Fort Smith Region. This is due to the

fact  that  th is  reg ion is  road accessib le ,  is  c losest  to  markets

( A l b e r t a  a n d  B r i t i s h  C o l u m b i a ) a n d  o f f  t h e  L a i r d  H i g h w a y

connection between the MacKenzie and Alaska Highways.

Tourist Markets to N. W.T. and Fort Smith Region

N.W. T. Fort Smith Region

44,000 29,300Number  of  Trave lers

Mode of Travel

● A i r 29,800 19,300
. Road 14,000

Expenditures $39, 112,900 $2’

A l t h o u g h  a t  t h e  t i m e  o f  t h i s  w r i t i n g ,  v i s i t o r  o r i g i n

was not  ava i lab le  for  the  Nor thwest  Terr i tor ies  as  a

following was t h e  d i s t r i b u t i o n  o f  v i s i t o r s  t o  t h e

Region:

0,000

,800,000

information

whole ,  the

F o r t  S m i t h

.—.



15

Origin Percent

..—

,—

.

.—

,—

.—

Alberta

British Columbia

Ontario

Saskatchewan

Manitoba

Quebec/Maritimes

U s .

Foreign

49%

14%

12%

5%

4’%

4%

9%

2%

Another  traveller survey which was conducted at the 60th Parallel

Visitors Information Centre yielded the following origin ratios of

visitors:

Origin Percent

Alberta 37.7%

British Columbia 12.5%

Ontario/Quebec 9.4%

Saskatchewan/Manitoba 8.9%

Maritimes 1.0%

U s . 20.7%

Foreign 4.8%

I t  s h o u l d  b e  n o t e d  t h a t  t h e  V i s i t o r  I n f o r m a t i o n  C e n t r e  s u r v e y

would  be  more  b iased s ince only  those people  s topping at  the

Centre w e r e  i n t e r v i e w e d  a n d  t h i s  s u r v e y  w o u l d  e x c l u d e  a i r

t r a v e l e r s .

What  th is  data  does indicate  is  the  dominant  importance of  the

Canadian market,  especially Alberta and Brit ish Columbia.

._l–
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Unfor tunate ly , travel market data for the other regions is either

incomplete or e x i s t i n g  d a t a  i s  c o n t r a d i c t o r y . A l t h o u g h  t h e

Canadian market is of considerable importance to the Northwest

Terr i tor ies , its orientation and importance is of less

significance to other regions. The Baffin Region is an example of

th is . A  t r a v e l  s u r v e y f o r  1 9 8 1 - 8 2  i n d i c a t e d  t h a t  t h e  r e g i o n

r e c e i v e d  7 , 0 0 0  e s t i m a t e d  v i s i t o r s  o r  6 . 6 %  o f  all N o r t h w e s t

Terr i tor ies  t rave l  and over  15% of  a l l  non-res ident  t rave l  to  the

Northwest  Terr i tor ies . The market  or ientat ion  of  t rave l  to  the

Baffin Region is as follows:

Origin

Ontario

Quebec
Western Canada

N. W.T.

Total for Canadian Market

U . S . A .

Europe

Other

Percent

25%

10%

10%

15%

G

25%

10%

5%

40%

Total 100%

This travel profile f o r  t h e Baff in region is considerably

d i f ferent  than for  the  Nor thwest  Terr i tor ies . T h e  Baffin r e g i o n

has only  a  smal l  por t ion (5%)  of  res ident  Nor thwest  Terr i tor ies

t rave l . The travel profi le for the Northwest Territories suggests

that the Northwest Territories resident travel accounts for 70% of

a l l  tour ism t rave l  in  the  Northwest  Terr i tor ies . In  the  case  of

the Baffin region it accounts for only 15%. Obviously the lack of

transportation linkages between t h e  Baffin a r e a  a n d  t h e  m o r e

—
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populated southern  Arct ic  area  impact  on res ident  v is i ta t ion  to

the Baffin Region. This region also has a much greater market

or ientat ion towards ontario, Quebec and the United States. As a

result a marketing strategy aimed specifically at Western Canada

to  encourage t rave l  to  the  Nor thwest  Terr i tor ies  would  conf l ic t

with the market origin of travel to the Baffin Region.

This creates a complex situation for the development of a tourism

strategy for the Northwest Territories. The strategy must account

for  the  reg ional d i f f e r e n c e s  p a r t i c u l a r l y  i n  r e g a r d  t o  m a r k e t s

available for tourism development. This  is  par t icu lar ly  the  case

i f  t h e  s t r a t e g y is to result in a better distribution of the

benefits resulting from the d e v e l o p m e n t  o f the Northwest

Territories tourism industry.

Data was not available for the other regions. The Keewatin region

l ike ly  exper iences less  than 1 ,000  v is i tors  a  year . T h e  Inuvik

region, as reported in one study would have less than one-third of

the  v is i ta t ion repor ted for  the  For t  Smith  Region. V e r y  l i k e l y

the  t rave l  market  prof i le  for  the  Inuvik region would be s imi lar

t o  t h a t  o f  t h e  F o r t  S m i t h  R e g i o n . L a s t l y  t h e  C e n t r a l  A r c t i c

Region receives the lowest visitation of all five regions.

According to the 1982 Exit Survey, 35% of the visitors in the Fort

Smith Region come as a result of friends and relatives residing in

the  Nor thwest  Terr i tor ies , 27% were on business and 25% were

at t racted  out  o f  personal  in terest . The 60th  Para l le l  V is i tors

I n f o r m a t i o n  C e n t r e  S u r v e y  s t a t e s  t h a t  3 2 %  w e r e  v i s i t i n g  t o

experience the wilderness, 31.5% were camping, 27.6% wished to do

some fishing, 2 2 . 4 %  w e r e  v i s i t i n g  p a r k s ,  2 1 . 9 %  w e r e  v i s i t i n g

fr iends and re la t ives  and 13 .  7% wanted to  purchase nor thern

crafts.

—

.-.
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W h a t  t h i s  d a t a  s u g g e s t s i s  t h a t  a p p r o x i m a t e l y  t w o - t h i r d s  o f

v is i tors  come to  the  Nor thwest  Terr i tor ies  for  a  vacat ion ( i .e .

v is i t ing f r iends/ re la t ives ,  f ish ing, to experience the wilderness,

etc. ) while about one-third of the visitors come on business.

Twenty-two percent of the Fort Smith Region’s visitors were in the

$20,000 - $29,999 income bracket, another 22% were in the $30,000

- $39,000 bracket, 15% earned $40,000 - $49,999 and 20% earned

$50,000 or more. The average household income per visitor was

$34,500.

Visitors to the Northwest Territories have generally high incomes.

The average household income in Canada was $29,854 in 1982.

.J

Canada Household 1 ncome Group, 1982

,

Income Group % of Households

.,

.

i–

,.—

J

Under $8,000

$ 8,000 - $11,999

$12,000 - $15,999

$16,000 - $19,999

$20,000 - $24,999

$25,000 - $29,999

$30,000 - $ 3 4 , 9 9 9

$35,000 - $44,999

$45,000 and over

10.5%

8.3%

9.2%

8.4%

10.8%

10.6%

9.4%

14.5%

14. 5%

The importance of the Canadian market for the Northwest Terri-

tories is readily apparent . I n  1 9 8 4 , Canadians under took

96,791,000 person-trips domestically. This accounts for over 73%

of al l  touristic activity within Canada. U.S.  res ident  entr ies  to

Canada total led 32,977,759 while 1,887,222 residents from

countries other than the U.S. visited Canada in 1984.

.J
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3.3 Travel  Market  Expendi ture  impact

As noted previously trip expenditure

i s  v e r y  h i g h . T h e  a v e r a g e  t r i p

to the Northwest Territories

expenditure f o r  ali travei,

resident and non-resident,  is $547. The average trip expenditure

for non-resident travei to the Northwest Territories is $886.

Tr ip  expendi ture  a lso var ies wi th in  the  Nor thwest  Terr i tor ies .

Although the Fort Smith Region accounts for 67. 7% of ali

non-res ident  t rave l , t rave l  expendi ture  is l o w e r  t h a n  f o r  o t h e r

destination zones i n  t h e  N o r t h w e s t  T e r r i t o r i e s . T h e  a v e r a g e

non-res ident  t r ip  expendi ture to the Fort Smith area is $752

c o m p a r e d  t o  $ 1 ,  1 3 3  t o  o t h e r  t r a v e l  z o n e s i n  t h e  N o r t h w e s t

Terr i tor ies . This suggests that more remote non-road accessible

zones such as  Baffin Isiand c a n  s u c c e s s f u l l y  p e n e t r a t e  “ h i g h e r

valued” t rave l  markets . I t  would  a iso indicate  that  a t o u r i s m

marketing strategy for the Northwest Territories would be regionai

in nature.

,.
Since the domestic market, and especially the British Columbia and

Alber ta  markets , a r e  o f  p r i m a r y  i m p o r t a n c e  t o  t h e  N o r t h w e s t

Terr i tor ies , an analys is o f  t h e  C a n a d i a n  m a r k e t s , t h e n  U . S .

markets and finaiiy international markets are important.

3.4 C a n a d i a n  M a r k e t s

As was noted eariier, Canadians undertook 96,791,000 person-trips

within Canada. The Canadian Travei Survey estimated that 47,000

person- t r ips  were  under taken to  the  Nor thwest  Terr i tor ies  and

Yukon by Canadians in 1984.

.,—

.
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Volume and

to the Northwest

Origin

British Columbia

Alberta

Ontario

Saskatchewan

Manitoba

Quebec
Other Canada

Total

Origin of Person Trips

Territories and Yukon, 1984

Volume

14,000

25,000

3,000

3,000

1 # 000

1,000
. -

47,000

The vast majority of tr ips taken by Canadians are within Canada.

Roughly 90% of al l  tr ips taken by Canadians are to destinations

within Canada, a further 9% are to destinations in the U.S.A. , and

the balance are overseas. Appended are  t rave l  prof i les  of  the

three most significant C a n a d i a n  m a r k e t s  f o r  t h e  N o r t h w e s t

Terr i tor ies  - - Brit ish Columbia, Alberta and Ontario.

However, Canadians are becoming more demanding in their choice of

destination and thus more demanding in terms of their requirements

in  Canada for  hospi ta l i ty  serv ices , quality accommodation, good

d i n i n g ,  h i g h  q u a l i t y  a t t r a c t i o n s  a n d  r e c r e a t i o n a l  f a c i l i t i e s  a n d

value for money.

I f  t h e  N o r t h w e s t  T e r r i t o r i e s

domestic travel market and to

is to increase its share of the

at t ract  the  U.S .  and in ternat ional

travei market ,  i ts  h is tor ica l , cultural and natural resources have

to be developed and interpreted. Upgrading and new developments

o f  t r a v e i  s u p p o r t  s e r v i c e s w i l l  a i s o  h a v e  t o  o c c u r s u c h  a s

hotels /moteis, restaurants, information services and so forth.



L\
21

The resources within the Fort Smith Region can be developed for

g e n e r a l  t o u r i n g  ( i . e .  s i g h t s e e i n g ,  c a m p i n g ,  f i s h i n g ,  h i s t o r i c a l

interpretation, etc. )  since this region is road accessible. T h e

resources in Inuvik, Keewat in , Central  Arctic and Baffin R e g i o n s

will  have to be developed for the more affluent specialty markets

( i . e . t r o p h y  h u n t i n g , mountain climbing, fishing, adventure /

wilderness tours and canoeing, etc. ) since access to those regions

is primarily by air.

3 .5  Uni ted  Sta tes  Markets

Between 1972 and 1982,  t rave l  by  U.S .  res idents  has  genera l ly

increased both to foreign destinations and to destinations within

the United States. However, travel to Canada has decreased. The

number of U.S. person-visitors entering Canada for one or more

nights decreased from 13,067,000 in 1972 to 10,462,000 in 1982.

The decrease is  due ent i re ly  to  the  drop of  automobi le  t ra f f ic

since trips using non-auto modes grew by 48% from 1, 921, 000 person

t r i p s  i n  1 9 7 2  t o  2 , 8 4 6 , 0 0 0  p e r s o n  t r i p s  i n  1 9 8 2 . T h e  t r e n d

towards less U.S. traffic to Canada seems to have stopped since in

1983 and 1984 U.S. visitor volumes were at approximately the same

levels as in 1982.

T o t a l  r e a l  e x p e n d i t u r e  b y  l o n g - t e r m  U . S .  v i s i t o r s  t o  C a n a d a

decreased 26% between 1972 and 1982. U.S. visitors from 1973 to

1980 increased in  Br i t ish  Columbia  and the  Yukon (27%) ,  whi le

expenditures in Ontario decreased by 12%, B. C. and the Yukon were

relatively less affected by the drop in U.S. auto visits to Canada

while experiencing healthy growth in non-auto travel.
,, —

The most  popular  k inds of  p laces v is i ted  by  U.S.  t rave lers  are

“small  towns”, “big cit ies”, “countryside” and “oceanside” in that

o r d e r . Canada is  par t icu lar ly  s t rong in  the  U.S.  for  “country-

side”, “wilderness areas”, “mountains” and “lakes and streams”.
.J—

—
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According to the U.S. National Survey conducted in 1972 and 1977

certain main shifts which have occurred in the U.S. travel market

m a y  b e  o f  p o t e n t i a l  b e n e f i t  t o  t h e  N o r t h w e s t  T e r r i t o r i e s  e v e n

though tota l  U .S . visitations to Canada have declined since 1972.

.

.

.

The number of mass mode trips increased by 317.

Travel  or ig inat ion, in  a l l  reg ions of  the  U.  S . ,  increased wi th
the exception of New England.

There has been a 10% decrease in the number of tr ips of 3 or
more persons, while 1 and 2 party sizes showed growth.

T h e  f o l l o w i n g  t a b l e  s h o w s  t h e  o r i g i n  o f  U . S .  p e r s o n - t r i p s ,  b y

region of  res idence enter ing Canada and stay ing one or  more

nights.

The main U.S. markets continue to be the Middle Atlantic and the

East North Central  Region. Although these two regions are two of

the main sources of Canada’s sources of overnight visitors from

the U. S., visitations from the South Atlantic,  West South Central

and Mountain Regions of the U.S. have increased

table i l lustrates.

As the analysis of potential  travelers to Canada

o f  o r i g i n indicates, t h e  m a i n potential for

as the following

b y  U . S .  r e g i o n

the Northwest

Terr i tor ies  is  in  the  Nor th  West  and South  West  Regions of  the

U * S . These regions h a v e  a  b e t t e r  a p p r e c i a t i o n  o f  C a n a d a ’ s

wilderness and are more l ikely to spend time in the countryside

and wilderness areas.

What  is  requi red in  the  U.S. market place is a market segment

specific promotional approach. It has to be directed at the

“wilderness” and “adventure” oriented market promoting specific

a c t i v i t i e s  s u c h  a s  t r o p h y  h u n t i n g ,  t r o p h y  f i s h i n g ,  j e t  b o a t i n g ,

h ik ing, wilderness canoeing, etc. combined with qual i ty

accommodate ion, outstanding scenery and value for money.



Person Visits

Region of Residence

. New England

● Middle Atlantic

● South Atlantic

● East North Central

. West North Central

. East South Central

● West South Central

● Mountain

● Pacific

. Other States

., #

U.S. Residents Entering Canada and Staying One or More Nights

1972 1977 1982 % Change % Change
(000’s) [000’s) (000’s) ( 7 7  -  8 2 ) (72 -  82 )

13,067 11,451 10,462 -  9% -20%

1,751

3,319

614

3,711

1, 150

91

183

340

1,829

78

1,502

2,662

664

3,261

1, 162

93

138

388

1,485

90

1,161

2,375

712

2,835

1,078

73

209

324

1,528

167

-23%

-11%

7%

-13%

-  7%

-22%

51%

-16%

3%

86%

-34%

-28%

16%

-24%

- 6%

-20%

14%

5%

-16%

114%

Source: Travel between Canada and other countries, Statistics Canada Catalogue 66-201.
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A tourism strategy that addresses the North West U.S. would be of

p a r t i c u l a r  b e n e f i t  t o  t h e  Baffin R e g i o n . P r e v i o u s l y  i t  w a s

indicated that the U.S. was one of Baffin’s largest  markets ,  equal

in  s ize  to  the  ent i re  Ontar io  market ,  account ing for  25% of  a l l

tourism travel in the region.

3 .6  In ternat ional  Markets

Overnight  v is i tors f r o m  f o r e i g n  c o u n t r i e s  o t h e r  t h a n  t h e  U . S .

represent  13% of  the  to ta l  and account  for  about  a  quar ter  o f

Canada’s tourism receipts. The number of visitors from countries

other than the U.S. has more than doubled between 1972 and 1984.

Europe remains the prime source of overseas visitors to Canada

although visitors from S o u t h  A m e r i c a and Asia are also

increasing.

UNITED KINGDOM

I t is dominated by members of the older life-cycle group and those

vis i t ing f r iends/ re la t ives  for  a  hol iday. Although Canada has a

v e r y  p o s i t i v e  i m a g e  f o r  a  p a r t i c u l a r  t y p e  o f  “ o u t d o o r  a c t i v i t y

based” holiday, but an image which is of l imited relevance to the

current target market, which is dominated by the older l i fe-cycle

group.

FRANCE

French regard for Canada is lacking a distinct cultural and human

i m a g e  - -  i . e . i t  i s  o f t e n  r e g a r d e d  a s insuf f ic ient ly  fore ign,

insuf f ic ient ly  d i f ferent  f rom that  o f  France. Canada’s natural
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advantages such as landscape are not considered unique in France

and that other destinations, such as the U. S., Mexico, Brazil, can

compete with Canada in this respect.

F i n a l l y ,  C a n a d a  i s  p e r c e i v e d  a s  a  r a t h e r  e x p e n s i v e  c o u n t r y

compared with other destinations.

WEST GERMANY

Canada is associated as a country having original and primeval

features. This “original” attribute is based not only on the fact

that  Canada’s  wi lderness is  s t i l l  in tact ,  but  a lso  that  i t  o f fers

primeval woods and unspoiled lakes. It is also based on something

unknown and unexperienced in Germany: * immense vastness.
1+S

The pr imeval f e a t u r e s  o f  t h e  c o u n t r y ,  i t s  n a t u r a l  b e a u t y  a n d

vastness are d e s c r i b e d  a s being the most attractive

characteristics of Canada as a holiday. The fo l lowing features

are generally attr ibuted

. outstanding scenery

● plenty of room to get

. a quiet and unspoiled

. lots of wildlife

to Canada:

away from the

atmosphere

. a country which you can tour easily

JAPAN

crowds

The Japanese i n t e r - c o n t i n e n t a l  m a r k e t  e x h i b i t s  s t r o n g  c h a r a c -

t e r i s t i c s  t h a t  r e l a t e  t o  p e r s o n a l  s a f e t y  a n d  s e c u r i t y  a n d  t o

—
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convenience. Of  the  top 12  i tems considered essent ia l  for  the

selection of a holiday destination, seven re la te  to  secur i ty  and

convenience, t w o  r e l a t e  t o  p r i c e , one specifies outstanding

scenery, one the quantity and quality of lodging and the final one

to information.

Canada is seen, in  the  Japanese market ,  as  hav ing outstanding

scenery, lots of wildlife, plenty of outdoor activit ies and winter

sports, and a green landscape with many lakes. Canada is not seen

as a place for food, shopping,  n ight l i fe  and having cul tura l  and

historic interests. Essential ly,  Canada is seen as providing good

opportunities for a variety of outdoor activities.

Based on the above, West Germany and Japan would seem to hold the

best  long-haul tourism potential t o  t h e  N o r t h w e s t  T e r r i t o r i e s .

The overseas tour is t ’s  expectat ion for  a  hol iday  in  outstanding

scenery and unspoiled nature would be more than fulf i l led in the

Northwest Territories.

However, tourists from Europe and Japan are security conscious and

seem to be frightened of the vast and immense landscape of Canada.

They need to  be  assured,  through adver t is ing,  o f  the  safe ty  of

touring a vast and immense landscape.

Secondly, both Europeans and Japanese demand quality accommodation

and d in ing exper ience combined wi th  the i r  tour ing and outdoor

recreational activit ies. I n  o r d e r  t o  m e e t  t h i s  e x p e c t a t i o n  t h e

N o r t h w e s t  T e r r i t o r i e s  w o u l d h a v e  t o upgrade its existing

accommodations and food services.

—
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I n  s u m m a r y  t h e  N o r t h w e s t  T e r r i t o r i e s ’  o w n  r e s i d e n t  m a r k e t  i s

currently the largest travel market for the Northwest Territories.

I t  a c c o u n t s  f o r  7 0 %  o f  a l l  t o u r i s m  t r a v e l  i n  t h e  N o r t h w e s t

T e r r i t o r i e s .  H o w e v e r , the resident market would only account for

30% of al l  travel expenditure to and in the Northwest Territories.

T h e  n o n - r e s i d e n t  m a r k e t , i n  t e r m s  o f  t h e  v a l u e  o f  t o u r i s m

expendi ture  to  the  Nor thwest  Terr i tor ies ’  economy is  the  most

important. [n 1982 it  was estimated that the non-resident market

for the Northwest Territories was 44,000 visitors. The Fort  Smith

r e g i o n  a c c o u n t e d  f o r  6 5 .  9 %  o f  all n o n - r e s i d e n t  t r a v e l  t o  t h e

Northwest Territories. The primary mode of transportation is air

travel,  accounting for 67.7% of al l  travel.

Although the Fort Smith Region accounts for a signif icant portion

o f  t h e  N o r t h w e s t  T e r r i t o r i e s ’ non-res ident  t rave l  v is i ta t ion , it

a c c o u n t s  f o r  l e s s t h a n  h a l f  ( 4 3 . 6 % )  o f  n o n - r e s i d e n t  t r a v e l

expend iture.’ This suggests that other regions in the Northwest

Terr i tor ies are experiencing much “higher valued” t rave l

visitation from non-residents. This  would  create  an opportuni ty

to develop tourism in more remote, non-road accessible areas of

the Arctic. The strategy here would not be based on volume but

moreso  on expendi ture  impact  of  lower  v is i ta t ion f rom specia l ty ,

higher valued tourism markets.

The market origin of Northwest Territories’ travel markets has a

decidedly different orientation where comparing t rave l

destinations within the Northwest Territories.
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Non-Resident Travel Market O r i g i n s

Fort Smith Baffin isiand
Western Arctic Eastern Arctic

Alber ta 49% Ontario 29%

B . C . 14% U . S . A . 29%

Ontario 12% Quebec 12%

Saskatchewan 5% Western Canada 12%

Manitoba 4% Europe 12%

Quebec 4%

U s . 9%

Foreign 2%

F o r  t h e  t e r r i t o r i e s  a s  a  w h o l e ,  A l b e r t a ,  B r i t i s h  C o l u m b i a  a n d

Ontario would

visitation wil l

beneficiary of

be the most important travel markets. Increasing

have to come from these key markets. The prime

this would principally be the Fort Smith area and

to a lesser extent Inuvik and the Central  Arctic.

A  d i f ferent  s t ra tegy would  be  requi red  for  the  Eastern  Arct ic .

Here  in ternat ionai  markets , O n t a r i o  a n d  Q u e b e c  w o u l d  b e  t h e

principal market considerations in the development of a marketing

st ra tegy . However, some of these markets demand a high quality of

accommodat ion to  match wi lderness or  adventure  t rave l . As a

result facil i ty development would be required for greater market

penetration.

.—

—
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4.0 TOURISM PRODUCTS A N D  R E S O U R C E S

‘–

>.

This chapter reviews the resource strengths and major opportunities for

development in each of the Northwest Territories’ travel zones. It is

based on a review of several planning and tourism studies carried out

over the last f ive years. We have summarized the resource strengths

and major market opportunities for each region.

4.1 Keewatin. R e g i o n

Resource Strengths

. The region is strategically well  located with travel connections
to the east,  west, north and south (Accessible Arctic)

. The region is close to and accessible from an established desti-
nation, Churchill ,  Manitoba

. There  is  a  re la t ive ly  h igh degree  of  pr ivate  sector  business
development particularly in the larger communities

. The current image for the Keewatin is as a fishing destination

. There are a number of major rivers f lowing through the region
offering opportunities for canoeing and other r iver -based
activit ies.

. T h e  c o n t e m p o r a r y  lnuit cu l ture  wi th  t races  of  the  t rad i t iona l
culture is highly visible throughout the region.

. There  are  severa l  outstanding scenic  resources inc luding nor -
thern Southampton Island, Wager Bay, Lyon Inlet and the north-
west corner of Coats Island.

. There  are  a  number  of  s igni f icant  tour ism dest inat ions in  the
hinterland areas outside the communities including Wager Bay,
TheIon Game Sanctuary, Coats Island, northern Southampton Island
and the inland tundra (Barrenlands).

,—

.—
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Major Market Opportunities

.-

.  Sport  F ishing/Hunt ing

. Creation of Thematic Naturalist Lodges

. Photographic Safari

. Adventure  Trave l

. Ar t /Cul tura l /H is tor ic  Tours

4.2 C e n t r a l  A r c t i c  R e g i o n

Resource Strengths

. Big Game Sport Hunting

. GJOA Haven Fishing described in “Field and Stream” Magazine

. a relatively high degree of fixed-roof accommodation, community
services and attractions

. Bathurst Inlet Lodge internationally recognized

. Quality historic resources

. A c c e s s  t o  Inuit l i f e s t y l e ,  a r c t i c  w i l d e r n e s s  e x p e r i e n c e  a n d
nature tours

. Coppermine River is easily accessible from Yellowknife

Major Market Opportunities

. Model Vil lage construction and reconstruction of Historic Sites
(Holman, Cambr idge Bay,  Spence Bay,  GJOA Haven,  Pelly Bay)

● Big Game Hunts (Holman)

● Nature and Fishing Tours

● Historic Tour Development
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4 .3  Baffin R e g i o n

,.

Resource Strengths

. Excellent wildlife resources are accessible

. Thule cultural examples and historic sites

. availabil i ty of traditional Inuit arts and crafts

. availability of several quality fishing camps

. access to major eastern tour ism markets  (Montrea l ,  Toronto ,
Eastern and Central  U.S.A. )

● access to Central Canada (Winnipeg) via Hudson Bay

Major Market Opportunities

. Interpretive Boat Tours through Hudson Bay and Arctic Waters

. Common marketing of fishing opportunities

. Establishment of better tourism infrastructure in Frobisher Bay
area

..—
. Adventure and cultural interpretive tours

. Development of a world class resort at Pangnirtung

4.4  For t  Smith  Region

Resource Strengths

. MacKenzie Highway Corridor and related infrastructure (bus, car
rentals, etc. )

. Potential high level of historic/interpretive resources

. Natura l  a t t ract ions (Hay River  Gorge,  Louise ,  A lexandra  Fa l ls ,
Great Slave Lake, Whittacker Fails,  Blackstone River)

-.

J

. “events”  attractions near Hay River, Rae,  Edzo
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●

✎

✎

Wood Buffalo and Nahanni Parks

Accessibility to Alaska travel market

Yellowknife is  major  a i r / road dest inat ion in  NWT. T h u s  i t  i s
the major tourism generator in the Territories

The largest  spor t  f ish ing lodges in  the  Nor thwest  Terr i tor ies
are located on Great Slave and Great Bear Lakes

Excellent air charter services

Major Market Opportunities

●

●

✎

✎

✎

●

✎

●

✎

✎

●

✎

✎

●.—

,—

. .—

expansion and awareness for tourism to the area

analysis and implementation of training strategy

develop travel information services, signage along the MacKenzie
Corridor

renovate and establish fixed-roof accommodation and food service
facilities

developments to enhance interpretation of tradit ional Dene way
of life

sport fishing potential

naturalist experiences
climbing, photography

in the Rae, Edzo area

s u c h  a s  orthinology, h i k i n g ,  m o u n t a i n

historic site and museum establishment

bus and club van tours on highway corridor

expansion and development of craft shops

support  for specia l  events  to  promote  domest ica l ly  generated
travel

establ ish ing of  communi ty  spor ts  fac i l i ty  for  ter r i tor ia l  tour -
naments and the like

campground/park development along corridor.

Heritage Preservation and development of “old town” in Yellow-
kni fe

.
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4 . 5  Inuvik R e g i o n

Resource Strengths

. Wildlife species for sport hunting

. Sport Fishing opportunities

. Bird Species are abundant

. Dempster Highway provides access to wilderness experiences, his-
torical sites, learning/obscure experiences

● Campbel l  H i l ls /Lake Park  fac i l i ty  has  potent ia l  to  a t t ract  both
domestic and non-domestic tourists and resident vacation users

Major Market Opportunities

.

.

.

.

.

.

●

●

●

●

●

Develop sport hunting for DalI ’s sheep, caribou, moose, bear in
MacKenzie River area

Develop facilities

Develop outfi t ter

Opportuni ty  for
potentiai

TJ,j,  # f #“

for &m=wwr ground caribou hunting camps

opportunities for hunting and fishing

cross  cul tura l  in terpret ive

Lodge/ Camp development

Natura l is t  exper iences such as  s ightsee ing
safari package tours

Tourism information and interpretive centres

Campground and park facilities deveioped

Ramparts  Hotei facility expansion

Country Signage Program

contact  tours  has

Hospitality and Community Awareness Programs

and photographic
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The Northwest Territories has a diverse product and resource base.

In many instances the resource base is outstanding. However, this

has largely not been matched by tourism facil i ty development. T o

pursue most of the market opportunity outl ined, it  would require

considerable tourism infrastructure investment.

,

.:—

, —.

,—
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5.0  CONSTRAINTS AND OPPORTUNITIES FOR INDUSTRY DEVELOPMENT

Like  every  t rave l  dest inat ion , the  Nor thwest  Terr i tor ies  is  faced wi th

both constraints and opportunities in developing its tourism industry.

In  th is  chapter , we summarize the key constraints and opportunities

associated with the present Northwest Territories’ tourism industry.

5 . 1  C o n s t r a i n t s

1. Tourism Travel in the Northwest Territories is Seasonal

T h e  N o r t h w e s t  T e r r i t o r i e s  r e c e i v e s  7 5 . 0 %  o f  i t s  t o u r i s m

vis i ta t ion  dur ing the  second and th i rd  quar ters  of  the  year .

Co~aratively, t h e s e  t w o  q u a r t e r s  a c c o u n t  f o r  6 3 %  o f  t h e

average of al l  Canadian travel.

Travel  by Travel to
Canadians Northwest

1981 Terr i tor ies
1981-82

1st Quar ter  (Winter ) 17% 7.5%

2nd Quarter  (Spr ing) 21% 30.0%

3rd Quarter (Summer) 42% 45.0%

4th Quarter (Fall) 40% 17.5%

A l t h o u g h  seasonality is a c o n s t r a i n t  t o  a c h i e v i n g  y e a r  r o u n d

income and employment in the industry, it is also a constraint

for the Canadian industry as a whole. Compared to the Cana-

d ian t rave l  prof i le  i t  is  rea l ly  the  winter  season where  t ra -

vel is extremely low in the Northwest Territories ( 17% Canada

v s .  7 . 5 %  NWT), This  constra int  could  be  minimized by the

development of winter events and attractions and conventions/

business meetings for the resident market.
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2. NWT Residents are not Effectively Participating in the
Existing NWT Tourism Industry

As identif ied by the Department of Economic Development and

Tourism, much of the Northwest Territories’ tourism industry

is  operated by  persons res id ing outs ide  the  Terr i tor ies  and

often staffed by southerners.

The lodges, airl ines, large hotels and package tours are as a

ru le  owned by large-scale  operators ,  many of  whom res ide

outside the Northwest Territories. They’ re  f requent ly  s ta f fed

from outside the NWT;  of the 175 person years of employment

created by f ishing lodges in 1980, 94 were f i l led by southern

sta f f .

3. The Northwest Territories Does Not Have a SkilIed
Resident Labour Supply

Related to the above constraint one of the principal reasons

NWT res idents , par t icu lar ly  Nat ives , h a v e  n o t  h a d  g r e a t e r

Iabour f o r c e  p a r t i c i p a t i o n  i n  t h e  i n d u s t r y  i s  a  l a c k  o f

hospitality and tourism training. There has been virtually no

skil l  development for residents who wish to participate or are

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

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

hospitality training or tourism awareness programs. There are

no tour ism fac i l i ty  management  or  cooking courses of fered

through existing post-secondary education systems.

—

4. The Existing Industry is Largely Concentrated in
the Fort Smith Region

A s  indicated in  our  market  chapter ,  the  For t  Smith  Region

accounts for the vast m a j o r i t y  o f t rave l and t rave l

.
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expenditure in the NWT. It is also concentrated in and around

major communities. There is also a good deal of non-community

based lodge activity. Approximately 50 smaller NWT c o m m u n i -

t ies  are  not  involved in  the  industry  a t  a l l . As  a  resul t  i t

is  d i f f icu l t  to  se l l  the  mer i ts  of  tour ism development  as  an

industry that al l  residents in the Northwest Territories could

participate in. One of  the  or ig ina l  in tents  of  developing a

tourist industry for the Northwest Territories was the benefit

it  would hold for small communities throughout the Northwest

Terr i tor ies .

5. Lack of Tourism Industry Awareness

Most people in N W T  communi t ies  don’ t  fu l ly  understand the

tourism industry. They don’t know what tourists want, or how

much tour is ts  are  prepared to  spend for  var ious serv ices .

Most communities do not have the basic plant and resources to

cater  to  tour is ts , a n d  t h e  p o t e n t i a l  a t t r a c t i o n s . Several

communities would require physical improvements in addition to

v is i tor  fac i l i t ies  and serv ices . Local  people  s imply  do not

k n o w  w h e t h e r ,  o r  h o w , to  take  advantage of  loca l  tour ism

opportunities. F o r  t h o s e  c o m m u n i t y  r e s i d e n t s  w h o  h a v e

demonstrated an interest in the industry, the path is often a

rocky one. T h e y  u s u a l l y  l a c k  a d e q u a t e  s t a r t - u p  c a p i t a l .

Should they overcome this obstacle and start-up a community-

based tourism enterprise, they  l ike ly  wi l l  not  have adequate

p r o m o t i o n a l  e x p e r t i s e  a n d  s o u t h e r n  m a r k e t  c o n n e c t i o n s  t o

ensure the success of their venture.

6. Lack of a Tourism Destination Image

Unlike the Yukon, the NWT does not have a tourism destination

image. 1 t  is perceived principally as an immense northern

geographical area. In comparison to the Yukon, the NWT is
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perceived not to be rich in historic resources such as a gold

rush that can play an important role in shaping a destination

image for tourism.

Only until  recently has the Government of the Northwest Ter-

ritories begun to address the problem of image. The image is

based upon varied tourism experiences that would be obtained

in the f ive regions.

7 . Lack of Industry Organization

Only  wi th in  the  last  few years  has  an industry  organizat ion

s t r u c t u r e  b e g u n  t o  d e v e l o p  i n t h e  N o r t h w e s t  T e r r i t o r i e s .

Other  provinces have st rong tour ism organizat ions involv ing

all segments of the industry.

8. Lack of Developed Transportation Systems

The Northwest  Terr i tor ies  is  not  l inked together  by  a  road

system that  could  foster  in t ra  ter r i tor ia l  t rave l . Linkages

t o  s o u t h e r n  m a r k e t s  b y  r o a d  o c c u r  e n t i r e l y  i n  t h e  F o r t

Smith-l  nuvik Regions. E v e n t u a l l y  t h e r e  w i l l  b e  a  f u l l y

developed highway corridor,  along the MacKenzie valley. Both

regions are accessible to the Yukon by road --  the Dempster

Highway l inks  Inuvik with the Yukon and Fort Smith is l inked

to Watson Lake.

T h e  C a n a d i a n  t r a v e l  m a r k e t  i s  l a r g e l y  c h a r a c t e r i z e d  a s  a

“rubber t ire” market. The automobile is the predominant mode

of tourism travel accounting for 62% of al l  travel in Canada.

.

.
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As a  resul t  i t  is  not  surpr is ing that  the  For t  Smith  Region

accounts  for the vast majority of travel to the N W T .

T h e  l a c k  o f  r o a d  t r a v e l  c o r r i d o r s  t o  o t h e r  r e g i o n s  i s  a

serious constraint to tourism development. Both travel cost

and travel access would narrow the range of tourism market

o p p o r t u n i t y  t o  h i g h e r  i n c o m e  g r o u p s  l o o k i n g  f o r  u n i q u e

vacation/pleasure experiences.

5 .2  Opportuni t ies

1. The NWT Has a Number of World Class Resources with
Strong Appeal to International Markets

There are several outstanding scenic resources throughout the

N o r t h w e s t  T e r r i t o r i e s . This includes major r ivers for

c a n o e i n g  a n d  r i v e r  r a f t i n g , t u n d r a  t o u r s  a n d  t w o  o f  t h e

largest inland water bodies in Canada. Lodge facil i t ies such

as the  Bathurst  In le t  Lodge are  in ternat ional ly  recognized.

I t  is  one of  the  wor ld ’s  last  unspoi led  areas wi th  consider -

a b l e  i n t e r e s t  f o r  n a t u r a l i s t  t o u r s . T h e  r a n g e  o f  s p o r t

hunting a n d  f i s h i n g opportunities is extensive including

Dal I’s sheep, caribou, moose, bear and arctic char.

2. Developing Road Transportation Systems are Resulting
in Greater Auto Travel Potential

Par t icu lar ly  in  the  For t  Smith  area ,  the  development  of  the

MacKenzie Highway corridor has greatly enhanced the accessibi-

l i ty of destination attractions such as Nahanni National Park.

Road Improvements will improve opportunities for higher volume

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

quality fixed roof accommodate ion.

. .

. . . . . . . . . . .-,
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in the Inuvik R e g i o n , the Dempster Highway can provide road

access to a number of attractions and experiences. Eventually

the Inuvik and Fort Smith Regions will be linked by a road all

the way from Nahanni to Inuvik.

3. Development Opportunities are Both Varied and Diverse
Throughout the Northwest Territories, Allowing for
Potential D istribut ion of Tourism Development Throughout
the Northwest Territories

The Northwest Territories has an enormous land and resource

b a s e  w i t h distinctive variation throughout the various

regions. The Eastern Arctic (Baffin/Keewatin)  has a different

market orientation than the Western Arctic.

In the Eastern Arctic market penetration has been strong in

internat ional  markets  and Eastern Canada. I t  h a s  b e e n

reasonably  successfu l  in  the  development  of  h igher  va lued

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

markets. A l t h o u g h  t r a v e l  v o l u m e s  h a s  b e e n  l o w , t r i p

expenditure has been high.

The Western Arctic has a strong orientation to resident travel

markets and to Western Canadian markets (primarily Alberta and

British Columbia) . There  are  developing opportuni t ies  for

high volume, lower tr ip expenditure travel markets.

4. In the Past Five Years the Northwest Territories Has
Undertaken Considerable Tourism Planning and Industry
Organization in Support of Tourism Destination Development

In 1980 a Tourism Sub-Agreement for the Northwest Territories

w o u l d  h a v e  h a d  l i t t l e  r e l e v a n c e . A t  t h a t  t i m e , although

tourism was recognized as being important to the NWT economy,
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v e r y  l i t t l e  t h o u g h t  h a d  b e e n  g i v e n  t o  h o w  t o  d e v e l o p  t h e

industry. Since that t ime travel zones and organizations have

been established. Further a consensus emerged as to how the

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

Tourism plans identifying resource strengths and opportunity

h a v e  b e e n  c a r r i e d  o u t  f o r  m o s t  r e g i o n s . F a c i l i t y  a n d

inf rast ructure  development  in  support  o f  the  industry  have

been identif ied.

Given the  p lanning and organizat ional  work  that  has  been

carried out over the last 5 years the Northwest Territories is

now in a position to consider the implementation of specific

industry development init iatives.

5. An Opportunity Exists to Develop a Distinctive
Travel Image in the Northwest Territories

If  one was to develop a rating system for travel destinations

in  Canada f rom immature  to  developing,  to  developed and

finally to declining, the  Northwest  Terr i tor ies  would  large ly

be described as an immature travel destination. F igure  3  is

t a k e n  f r o m  t h e  M i n i s t r y  o f  S t a t e ’ s  T o u r i s m  T o m m o r r o w

discussion paper. Dest inat ion  zones such as  Nahanni  and

B a f f i n  I s l a n d  o f f e r  t h e  p o t e n t i a l  a s  u n i q u e  o r  w o r l d  c l a s s

tourism products. H o w e v e r  i n t h e i r  p r e s e n t  s t a t e  o f

development they lack the infrastructure, access and support

services for major development.

The Northwest Territories is sti l l  a relatively unknown travel

product . However, a n  o p p o r t u n i t y exists t o  d e v e l o p  a

dis t inct ive  theme for  the  Nor thwest  Terr i tor ies  based on an

interpretation o f  C a n a d a ’ s  F r o n t i e r Nor th . Distinctive

interpretive themes could be developed for each of the travel

or  reg ional  zones but  l inked to  a  s t rong Canadian Front ier

North adventure/interpretive market concept.

.

,- .
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FIGURE 3

Selected Examples of Canadian Tourist Destinations, by Calibre

and Stage of Development

INMATURE DEVELOPING DEVELOPED DECLINING

Category L‘ Anse-aux-Neadows Louisbourg Montreal Laurent ians
A K luane B. C. Rocky Mtna. Vancouver Niagara Falls

Baffitiangnirtung Churchill Toronto
Western Arctic Northern Manitoba Whistler
Nahanni Northern Saskatchewan 3asper

Quebec City
Banff
Ottawa

Category Big River Stratford Peggy’s Cove Muskoka
B Terra Nova St. John’s Calgary Gaapesie

Gros Morne 1000 Islands Edmonton Miramichi  Fishing
Northern Alberta Windsor/Pt. ?elee Victoria

Okanagan Ski P.E.1.
Winnipeg Cabot Trail
Collingwood Halifax
Midland
Magnetic Hill
Eastern Townshipa
Riding Mtn. Ntl. Park
Dawson City
Whitehorse/Carcroas
Gull Harbour Area

Catfgory East Coast N.B. Sault St. Marie
Beaches Eaatem  Precambrian

Transitional* Regina
Orillia
Annapolis Valley
Yellowknife
Corner Brook
King’s Landing
Sask.  River Heritage Area
Lunenburg
Lake Winnipeg Beaches
Charlevoix

Source: Tourism Tomorrow, Published by Ministry of State (Tourism), Towards a Canadian Tourism Strategy.
,—

r CA1t.WA -- a uniaue or suDerlor w o r l d - c l aaa tourism groduct Sbl e to draw vlsltors from around the world.
CATEGORY B - a quality tourism product cQqIetitive with similar major products throughout North American

markets.
CATEGORY C- taurlam  products cwpetitive within Canada end able to attract md  accommodate touriata from

neiqhbourinq provinces  md atatee.
IMMATURE -  Droduct  la primitive; l a c k s  i n f r a s t r u c t u r e ,  acceas, servlcea md sccommadatlon. I t requires

&jor development.
DEVELOPING - product has been adequately developed, but mcillary visitor services are required.

.2 DEVELOPED - product ,  infrastructure  md mcillary services are fully developed, but maintenance, moderni-
zation and ~qrading are required.

DECLINING - product ,  infrastructure  md services have ckteriorated &e to lack of maintenance or a
fa i lure  to  address  &anqinq  mmrket raquirementa.  M a j o r  r e v i t a l i z a t i o n  is required.,
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6.0 GOALS AND OBJECTIVES FOR TOURISM DEVELOPMENT IN THE
NORTHWEST TERRITORIES

The following three basic goals and objectives have been def ined for

tourism development in the Northwest Territories.

GOAL #1 - T o  o p t i m i z e t h e  c o n t r i b u t i o n  o f  t o u r i s m  t o  t h e
economic development o f  t h e  N o r t h w e s t  T e r r i t o r i e s
through increasing:

. employment opportunities i n  t o u r i s m  f o r  n o r t h e r n
residents

. t h e  n u m b e r of  ent repreneur ia l opportunities in
tour ism as w e l l  a s  t o  i n c r e a s e  n o r t h e r n equi ty
participation in the tourism industry

. the prominence of the travel industry in the NWT.

● the diversity and stabil ity of community economies
through tourism.

Objectives:

. to increase the number of visitors to the Northwest
Terr i tor ies

. to increase the average length of stay in the North-
west Territories

. to  expand the  t rave l  season so that  tour ism is  a
year - round industry

. to increase per capita traveller expendi tures

. to maintain the integrity of the natural environment
t h r o u g h  t h e  c o n c e n t r a t i o n  o f  r e l a t i v e l y  i n t e n s i v e
developments in existing centres.

GOAL #2 - T o  d e v e l o p  a n d  m a i n t a i n  a  “ h e a l t h yo$ a n d  p r o f i t a b l e
tourism industry in the Northwest Territories through:

. increasing the e f f i c i e n c y  o f individual tour is t
operations

.—

.

.-i
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.  i n c r e a s i n g  c o o p e r a t i o n  amont  a l l  segments  of  the
tour ism/ t rave l  industry .

.  promot ing rat ional  growth of  the  tour ism industry
whi le  expanding the  Northwest  Terr i tor ies ’  compe-
t i t ive  advantages w i t h  o t h e r  t o u r i s m  d e s t i n a t i o n
areas.

Objectives:

. to increase supply and improve and upgrade existing
travel/recreation opportunities

● t o  d e v e l o p  a n  i n t e g r a t e d  s y s t e m  o f  f a c i l i t i e s ,  a t -
tractions “and events

● to develop and promote those
torical, cul tura l , industrial)
have national or international

features  (natura l ,  his-
which are  unique and
appeal.

Goal #3 - To improve socia l  condi t ions in  the  Northwest  Terr i -
tories through tourism through:

. increasing supply and v a r i e t y  o f recreational/
tourism opportunities and services in the Northwest
Terr i tor ies , a v a i l a b l e  t o residents and visitors
alike

. improving the communities

Objectives:

. to  s t imulate  pr ide  in  the
culture through tourism

for visitors and residents

“Nor thern  Her i tage”  and

. to maintain and enhance the cultures of the Indian
a n d  Inuit p o p u l a t i o n  o f  t h e  N .  W.T. t h r o u g h  t h e
development of cultural attractions and events.
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7 . 0  A  T O U R I S M  S T R A T E G Y

In 1983, the essence of

FOR THE NORTHWEST TERRITORIES

a Northwest  Terr i tor ies  Tour ism Stra tegy was

prepared. There are two major themes to that strategy:

1. That tourism development be community-based

2 . That tourism development be spread throughout the NWT.

Essent ia l ly  the  Northwest  Terr i tor ies  sees l i t t le  benef i t  in  developing

its tourism industry unless it  can bring benefits in the form of income

and employment opportunity to its residents. The mechanism to achieve

this is basing tourism development in or near existing communities.

Principles

The principles upon which the Northwest Territories’ tourism strategy

is  based resul ted  f rom a  rev iew of  government  pol ic ies ,  repor ts  and

studies, an assessment of the existing industry and resident workshops.

These principles include:

1. Tour ism is  a  des i rable  industry  for  the  Northwest  Terr i tor ies  and

the benefits of tourism should be

west Territories and not to just a

2. Tourism, however, should only be

dispersed throughout the North-

few centres.

encouraged and promoted in those

communities/settlements w h i c h  a r e ready a n d / o r willing to be

involved in the industry.

3. Tourism should be primarily a private sector industry. The private

sector  should  take  the  lead in  developing v iable  operat ions wi th

the  government i n v o l v e d  i n  t h e  p r o v i s i o n  o f  s u p p o r t  s e r v i c e s

(roads,  a i rpor ts ,  research, genera l  in format ion d ist r ibut ion) .  I  n

the short term, however, government will need to provide incentives

to encourage interest in tourism development.
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4 . T h e  t o u r i s m  i n d u s t r y  s h o u l d  o p e r a t e u n d e r  t h e  f r e e  e n t e r p r i s e

system, allowing good operations to succeed and poor ones to fail.

5. I t  i s  d e s i r a b l e  t o  i n c r e a s e  t h e  o v e r a l l  n u m b e r  o f  v i s i t o r s  t o  t h e

Northwest Territories.

6. It is desirable to attract new and different types of markets.

7. Tourism i n  t h e  N o r t h w e s t  T e r r i t o r i e s s h o u l d  b e  a  y e a r round

industry, not just a seasonal one.

8. L a r g e  v o l u m e s  o f  v i s i t o r s  a t  o n e  t i m e ,  i n  o n e  l o c a t i o n ,  a r e  n o t

desi rable  in  most  of  the  communi t ies  (except  Yellowknife, Inuvik,

Hay River, Fort Smith, and Frobisher Bay where visitors are more

easily absorbed into the population).

9 . Tourism development should build on the unique resources (natural,

cultural and historical) and minimize negative social and

environmental impacts.

10. I t  i s  d e s i r a b l e  t o  h a v e  r e s i d e n t s  o f  t h e  N o r t h w e s t  T e r r i t o r i e s

(including Dene, Inuit and White) involved in the different facets

of the tourism industry.

J

—.
J

—

.

1

—

-i ‘“
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8.0  PROGRAM REQUIREMENTS IN SUPPORT OF STRATEGY IMPLEMENTATION

T h e  N o r t h w e s t  T e r r i t o r i e s ’  t o u r i s m  i n d u s t r y  i s  n o t  a  m a t u r e  o n e ,

compared to southern tourism destinations. Development of a viable

t o u r i s m  i n d u s t r y  f o r  t h e  N o r t h w e s t  T e r r i t o r i e s  w i l l  b e  a  l o n g  t e r m

process. Much of the industry planning and development work carried

out  to  date  has  been large ly  unstructured. This  is  not  to  say  that

there are no established destination areas in the Northwest Territories

or that facil i ty investments are not being made. Rather  a  s t ructured

development approach involving industry, government and communities is

st i l l  la rge ly  conceptual o r  a t  t h e  p l a n n i n g  p h a s e . M o s t  o f  t h e

documents, s t u d i e s  a n d  p l a n s  c a r r i e d  o u t  t o  d a t e  a r e  n o t  s p e c i f i c

towards the  ident i f icat ion of  tour ism development  opportuni t ies  for

implementation. The term implementation means that a specific market

has been identif ied, and that a f inancial feasibil i ty analysis has been

undertaken indicat ing w h e t h e r  o r  n o t  t h e  o p p o r t u n i t y  i d e n t i f i e d  i s

viable or not.

In addressing these basic industry development needs, it  is important

to recognize that at this t ime there is not single core problem to

be resolved but rather a series of inter-related problems that must be

responded to in the short term. Primary concerns are centered around

the lack of community facil i t ies and services required for the travel-

ler to  en joy  the  natura l , cultural and historical resources comparable

t o  t h a t  f o u n d  f o r  e x a m p l e  a l o n g  t h e  A l a s k a  H i g h w a y ;  t h e  l a c k  o f

organized a t t ract ions of  in terest  to  the  res ident /non-res ident  travel-

ler, the  l imi ted number  of  indiv iduals  wi th  required sk i l ls  to  develop

and operate hospital i ty services, and the land use policy issues that

f requent ly rest r ic t free enterprise d e v e l o p m e n t  o f facilities-

attractions.

—
.J

—



49

G i v e n  t h e  r e l a t i v e l y  i m m a t u r e s t a t e  o f  t h e  N o r t h w e s t  T e r r i t o r i e s ’

tourism industry, program initiatives would be required throughout a

number of sectors within the industry.

8.1 General Tourism Data  Base

One of the greatest handicaps in developing an effective tourism

strategy for the Northwest Territories is the lack of an adequate

tourism data base. Without an accurate data base it is impossible

to monitor the industry’s performance. Although tourism data is

lacking at the territorial level it is almost completely non-

existent at the tourism zone or community level. There  are  no

statistics for occupancy levels for f ixed roof accommodation, or

outfitt ing camps. Occupancy levels are almost considered a vir-

tua l  b ib le  in  the  tour ism industry . This  in format ion and data

would be required for the development of a long term strategy to

guide the industry’s development.

The following are a number of areas where we feel statistical and

information data would be a significant value in terms of monitor-

ing the industry’s performance, determining market trends and in

identifying market opportunities.

Historical Travel Market Data
—

.—
A

—

- resident

- non-resident travel: Canada
U s .
international

T h i s  d a t a  s h o u l d  b e  m a i n t a i n e d  f o r  b o t h  t h e  t e r r i t o r i e s  a n d

individual zones. I t  can determine market  or ientat ion and the

direction marketing programs should take.

—
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Establish Travel Account Data

—

—

—

T h e  r e s i d e n t  m a r k e t ,  a l t h o u g h  s m a l l ,  i s  s t i l l  t h e  N o r t h w e s t

T e r r i t o r i e s ’  l a r g e s t  t r a v e l  m a r k e t ,  y e t  i t  h a s  b e e n  v i r t u a l l y

ignored in any tourism studies. Establishment of travel account

d a t a  w o u l d  i d e n t i f y  t h e  l e a k a g e  o f  i n c o m e  a n d  e m p l o y m e n t

opportunity associated with resident travel outside the Northwest

Terr i tor ies . Most tourism facil it ies

markets during their init ial stages of

or well  developed attractions begin to

in a signif icant way. To the facility

r e l y  s t r o n g l y  o n  r e s i d e n t

development. Only mature

at t ract  non-res ident  t rave l

operator, he/ she does not

care  about  the  or ig in  of  v is i ta t ion as  the  pr ior i ty  is  v is i ta t ion.

The development of events could stimulate resident travel during

non-peak seasons.

Resource Utilization Data

S t a t i s t i c a l  d a t a  s h o u l d  b e  m a i n t a i n e d  f o r a l l  p a r k s , historic

sites, and campgrounds in r e g a r d  t o visitation, o r i g i n  o f

visitation and occupancy. For purposes of resource management,

statistical data s h o u l d  b e  m a i n t a i n e d  f o r  f i s h and wildlife

population. This data is invaluable when assessing the impact of

consumptive development and its location.

Accommodation and Occupancy Data

All accommodation operators should be invited to participate in an

annual occupancy survey. This  is  an  important  data  source  to

moni tor  the  per formance

N o r t h w e s t  T e r r i t o r i e s .

v i r tua l ly impossible to

identify opportunities for

of  the  accommodat ion industry  in  the

W i t h o u t  o c c u p a n c y  data it b e c o m e s

assess n e w  f a c i l i t y  p r o p o s a l s  o r  t o

new development.

—
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Travel  lmDact  Data

Data on existing travel would  be  par t icu lar ly  usefu l  for  analys is

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

consumed in the Northwest Territories versus outside the Northwest

Territories? How do travel expenditure profi les differ throughout

t h e  v a r i o u s  t r a v e l z o n e s ?  - - this c o u l d  l e a d  t o strategic

conclusions, s u c h  a s  l a c k  o f  t o u r i s m  f a c i l i t i e s ,  s e r v i c e s  a n d

products for tourists to spend money on.

For comparative purposes with other provinces and between zone

tr ip  expendi tures  data  would  be  very  usefu l . The object ive  of

tourism industry development is to create greater tourism

expenditure in the local economy. This can be accomplished by

increasing the  volume of  t rave l  or  leve l  o f  expendi ture . This

type of information could lead to important strategic conclusions.

For example in areas which are remote and relatively inaccessible

a zone strategy would be based on higher valued tourism products

that have higher tr ip expenditure — 200 tourists who spend $6,000

per trip is equivalent to 4,800 tourists who spend $250 a trip.

L e n g t h  o f  s t a y d a t a  i s  a l s o  i m p o r t a n t  t o  s t r a t e g i c  a n a l y s i s .

Increasing the length of stay has the same impact as increasing

visitor volume.

Travel Survey Data

There  is  v i r tua l ly  no t rave l  survey data  ava i lab le . Al l  ex is t ing

Northwest Territories travel markets should be surveyed to assess

which markets the NWT should direct i ts promotion and marketing

campaigns. Tourism awareness of the Northwest Territories and its

attractions should be established. Travel generators for specific

products should be determined.

—
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During the summer months auto intercept surveys should be esta-

b l ished to  determine t rave l  character is t ics  and the  s ize  of  the

pass-through market for the Northwest Territories.

Business/Convention Market Data

There is virtually no data on the business travel and convention

markets. What is the size of the convention market available to

the  Nor thwest  Terr i tor ies? What  por t ion  of  that  market  is  the

N o r t h w e s t  T e r r i t o r i e s  c a p t u r i n g ;  w h a t  p o r t i o n  a r e  travel z o n e s

capturing? A survey of both government and industry should be

undertaken to determine number of conventions, business seminars,

etc. - -  s ize /  f requency/ requi rements .

8.2 Human Resource Development Program

. .

The Northwest Territories Tourism Strategy is a community-based

tourism strategy. The intent of this strategy to increase income

and employment  opportuni ty  for  Nor thwest  Terr i tor ies ’  res idents

throughout  the  Terr i tor ies . The object ive  appl ies  to  both  the

current industry and to future industry development. Previously

i t  was noted that  e f fect ive  ( income/employment )  par t ic ipat ion in

the  industry  has  not  benef i t ted  Nor thwest  Terr i tor ies ’  res idents

in a substantial  way. Often the management of existing tourism

facilities is “southern based” and employment opportunity goes to

southerners.

—

The tourism industry in the Northwest Territories is a young in-

d u s t r y . There is a general lack of awareness by residents about

t h e  i n d u s t r y . In  some cases res idents  can only  bearly s p e a k

English. Whi le  in  others  the  requis i te  sk i l ls  required for  par t i -

cipation are not available. Ex i t  t rave l  surveys have ident i f ied

problems with both the level of service as well as facilities.

—
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V i r t u a l l y ,  a t  a l l  l e v e l s  o f  i n d u s t r y , skill development is

n e c e s s a r y  f o r  e f f e c t i v e  r e s i d e n t  p a r t i c i p a t i o n  i n  N W T  t o u r i s m

careers.

Although all studies have identified the need for skil l

development, no study has ident i f ied  how,  where  or  what  sk i l ls

need to  be  developed. Ident i fy ing problems is  far  eas ier  than

identifying solutions. We would suggest two major init iatives to

deal  wi th  sk i l l  development  and more  e f fect ive  par t ic ipat ion by

NWT residents in the industry.

#1 - Human Resource Base Line Study

. current size of employment in the Northwest Territories’
tourism industry:

- in person years
- employment by sector: .  Transportation

● Visitor Services
● Facilities

- by region
- current wage rates/occupations
- skil l  levels/entry levels
-  turnover
- labour sourcing
- training requirements identif ied by employers/employees
- mobility
- location of training/training facil it ies

This base l ine study is extremely important. i t  can a lso

r e s u l t  i n  p o s i t i v e industry  par t ic ipat ion i n  t h e  s t u d y .

Most  important ly , i t  i d e n t i f i e s  t h e  d e m a n d  f o r  Iabour,

training and skil l  requirements for more effective resident

par t ic ipat ion in  the  industry . This  analys is  could  then

lead to program development in the following areas:

.
.>



54

#2 - Initiate Program Development in:

. Hotel/Restaurant Management

. Chef and Cook Training

. Customer Service/Public Relations

. NWT Tourism Program

● Convention Catering

● Business Management

. Marketing Tourism Products

These training programs would l ikely be a combination of

industry -based/institution-based/mobile and training semi-

nars  deal ing wi th  speci f ic  subjects  lead by  exper ienced

training facil i tators.
—

8.3 Tour ism Industry  Organizat ion

.

An important component t o  t h e  N o r t h w e s t  T e r r i t o r i e s ’  T o u r i s m

Strategy is  industry  organizat ion. T h e  NWT T r a v e l  I n d u s t r y

Associa t ion  and 6  t rave l  zone associa t ions are  current ly  be ing

supported by a $481,000 grant under EDA. The associations require

project development off icers. At present these associations are

largely management /information/promotion agencies. If the

associations are to take a m o r e  p r o - a c t i v e  d e v e l o p m e n t  r o l e

tourism project development officers wil l  be required. In most of

the regions, there is a complete shortage of management support

s y s t e m s  t h a t  would  fac i l i ta te  requests  for  pro ject  ident i f icat ion

and implementation under a tourism agreement. The development

of f icers  can p lay  a  key  development  in ter face  role b e t w e e n  t h e

i n d u s t r y , communities, travel associations and the government of

the Northwest Territories.
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8 .4  Product  Development

A ser ies  of  in i t ia t ives  would  have to  be  under taken to  develop

basic  tour ism inf rast ructure  in  the  Nor thwest  Terr i tor ies  as  wel l

as specif ic tourism travel generators, visitor accommodation and

services. We have identified four broad areas for development.

Tourism Product Infrastructure

—

T h i s  i s  r e q u i r e d  a t  v i r t u a l l y  all levels a n d  throughout the

Northwest Territories.

. I

—

●

✎

✎

●

✎

●

✎

✎

●

Campgrounds/Parks

Model Villages

Nature /Adventure /His tor ic  Tra i ls

Purchase of Equipment

Outfitter Development

Local Transportation

Shopping Upgrading

Signage

Restaurant Facilities

Community Beautification
. .

,—

.-

I f  c o m m u n i t i e s  a r e  g o i n g  t o  b e  t h e  b a s i s  f o r  t h e  N o r t h w e s t

Terr i tor ies ’  tour ism st ra tegy, then the  communi t ies  themselves

w i l l  r e q u i r e considerable  upgrading. T h i s  i s e s s e n t i a l l y  a

Community Beautification Program. The program would provide for

public improvements --  signs, sidewalks and street front restaur-

ants  a long wi th  publ ic  fac i l i t ies  that  are  themed in  an in terpre-

t ive manner. Business would be encouraged to participate in the

program with incentive grants.

L
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Major Tourism Attractions

ident i fy ,  pr ior ize  and develop major  tour ism at t ract ions in  each

o f  t h e  t r a v e l  z o n e s . Speci f ic  dest inat ion s t u d i e s  s h o u l d  b e

undertaken. Studies should identify linkages with other

at t ract ions and communi t ies  in  the  region. A pro ject  example

could  inc lude the  purchase of  a  large  tour  boat  in  co-operat ion

with the Government of Manitoba for a joint Hudson Bay-Arctic tour

linking the Baffin and Keewatin Regions to Southern Manitoba.

A speci f ic  major  a t t ract ion that  has  been ident i f ied  is  a  major

resort/conference and training centre at Pangnirtung. This would

be Canada’s most northern resort facil i ty. I t is to be developed

as a  wor ld  c lass  fac i l i ty  and l inked to  other  a t t ract ions and re -

sources of Baffin Island. It wi l l  a lso be ut i l i zed as  a  t ra in ing

centre to develop and implement

Tourism Investment Incentives

tourism training programs.

This  program could  bui ld  on the  ex is t ing NWT Venture  Capi ta l

Program to lever private sector investment in the establishment,

modernizat ion o r e x p a n s i o n  o f attractions, resorts, hotels,

motels, campgrounds, r e s t a u r a n t  a n d  r e c r e a t i o n  t r a n s p o r t a t i o n

services. The program would  a lso be  avai lab le  to  ass is t  NWT

residents to buy out and operate existing lodges owned by non-NWT

residents.

8.5 Market Identif ication and Market Development Program

Existing operators require assistance in identifying new markets.

T h e  S t a t e  o f  C a l i f o r n i a  i s roughly  equiva lent t o  t h e  e n t i r e

*
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—

L

L

w

Canadian market. A  t rave l  prof i le  o f  Cal i forn ia  vacat ion habi ts

would suggest a good match with tourism products and resources of

the Northwest Territories. Tour operators should be assisted to

ident i fy  and develop t rave l  development  opportuni t ies  f rom th is

market.

High va lued p leasure t r a v e l  i s  n o r m a l l y  t r i g g e r e d  b y  s p e c i f i c

interests. T h e r e  i s  a  n e e d  t o  i n v e n t o r y  a n d  d e v e l o p  s p e c i f i c

tours, package them and target market them to specific or special

interest groups. Some examples include:

. art fcraft buying tours

. photographic tours

. wilderness adventure tours

. cultural tours/exchanges

. historical/ interpretive tours

. specialty hunting/fishing tours

● Tundra tours

Last ly ,  as  an “aid to trade”, program operators should be given

assistance to attend shows, conferences and travel/trade organiza-

t ions to  promote specif ic products. T h i s  a l s o  c o u l d  i n c l u d e

support  to  loca l  ar t is ts /cra f ts  to  tour  target  markets . Artists

exchanges would  also promote and develop lnuit arts and crafts.

8.6 Tourism A w a r e n e s s  P r o g r a m

There is a need for a tourism awareness program in the Northwest

Terr i tor ies . Such a  program would  be a imed at  the  communi ty

level. It would demonstrate the value of tourism to the Northwest

Territories’ economy. I t  would  descr ibe  the  tour ism industry  as

well as visitor expectations. It w o u l d demonstrate how

communi t ies  can ef fect ive ly  par t ic ipate  in  the  tour ism industry .
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A n  a d v e r t i s i n g  c a m p a i g n  s h o u l d  b e  d e v e l o p e d  a n d  p r o m o t e d

throughout  the  Nor thwest  Terr i tor ies  to  increase  awareness and

importance of tourism hospitality to visitors.

—
8.7 Visitor Information and Reception Centres

Vis i tor  in format ion and recept ion centres  are  requi red at  major

entry points and near major attractions. The Yellowknife Airport

has virtually no tourism reception or information facilities.

—.

8.8 P lanning and Opportuni ty  Ident i f icat ion

—.,

—

I n  genera l  support  o f  tour ism development ,  there  is  a  need to

establish a “study” program. Funds from the program would be used

to develop a long term development strategy for the industry. As

well, some funding s h o u l d  b e maintained f o r opportuni ty

identif ication such as feasibil i ty studies for resorts, lodges and

the development of other attractions or visitor facilities.

8.9 Evaluation and Administration

If a tourism agreement is developed there wil l  be a need for the

development of  eva luat ion cr i ter ia a n d  a n evaluation o f  t h e

ef fect iveness and e f f ic iency  of  the  agreement i n  a c h i e v i n g  i t s

objectives. An understanding should  a lso  be  reached wi th  the

federal g o v e r n m e n t  a s  t o  h o w  t h e  A g r e e m e n t s h o u l d  b e

administered.

,—
-’

—
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APPENDIX 1.0

TRAVEL PROFILES FOR

1. Alberta

2 . British Columbia

3 . Ontario
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1. ALBERTA TRAVEL MARKET PROFILE

.

—

A l b e r t a  i s  t h e  m o s t  i m p o r t a n t s o u r c e  o f  t o u r i s t s  t o  t h e  N o r t h w e s t

Terr i tor ies . Alber ta  res idents  under took 12 ,227 ,000  person- t r ips  in

1984 of  which 1 ,712 ,000  person t r ips were  to  Canadian dest inat ions

outside Alberta.

A  market  s tudy  of  A lber ta  observes  that  Albertans are interested in a

var ie ty o f  t r a v e l act iv i t ies  as n o t e d  o n t h e  f o l l o w i n g  t w o  t a b l e

displays.

O f  a l l  t h e  a c t i v i t i e s  l i s t e d ,  t h e  f i v e  m o s t  p o p u l a r  i n c l u d e  r u r a l

sightseeing, v is i t ing histor ica l  s i tes , urban sightseeing, attending

festivals and camping.

—.

—

—

Many of these activit ies could be pursued by Alberta residents in the

Northwest  Terr i tor ies  - - camping, fishing, rural sightseeing, wilderness

canoeing, attending events, hunting, etc. With development of historic,

cultural and natural resources and complementary support facil i t ies and

services, the  Nor thwest  Terr i tor ies  has  the  potent ia l  to  s igni f icant ly

increase its share of the Alberta out-of-province travel market.

—

—

,—
-i
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Trip Purpose

Main Reason for Trips by Alberta Travelers

1981 - 1984

Pleasure

Business

Business/Pleasure

Visiting Friends/Relatives

Pleasure and VFR

Other

Alber ta Calgary/Edmonton

60. 1% 61.7%

3.6% 4.7%

10.3% 10.9%

20. 2% 16.4%

4.0% 4.7%

2.0% 1.6%

—

Specific Interests of Travelers on Pleasure Trips

Trip Purpose Alber ta Calgary/Edmonton

Rural Sightseeing

Historical Sites

Urban Sightseeing

Festivals

Camping

Water Sports

Sporting Events

Musical Events

Fishing

Hik ing

Craf t /Ar t  Fa i rs

Downhill Skiing

Industrial Tours

Cross Country Skiing

Sailing

Snowmobiling

Wilderness Canoeing

Big Game Hunting

Game Bird Hunting

85%

78%

77%

65%

69%

57%

57%

52%

48%

51%

42%

38%

29%

28%

27%

23%

20%

21%

18%

85%

74%

82%

68%

64%

59%

55%

57’%

42%

56%

39%

45%

23%

35%

29%

19%

22%

16%

17%
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2 . BRIT ISH COLUMBIA TRAVEL MARKET PROFILE

—

—.

—

British Columbia residents undertook 8,792,000 person-trips during 1984

for tourism related purposes. Of this total 6,913,000 person trips were

intra-provincial whi le  1 ,879 ,000  person t r ips  were  to  other  Canadian

destinations.

Forecasts conclude that there may be moderate growth occurring in the

B.C. travel markets over the next several years and that marketing of

specif ic activit ies and development of attractions and facil i t ies should

p r o v i d e  t h e  N o r t h w e s t  T e r r i t o r i e s  w i t h  a  r e a s o n a b l e  o p p o r t u n i t y  t o

establish a larger share of this increased market.

The main reason why Brit ish Columbia residents travel led in the last

three years was for pleasure purposes.

Brit ish Columbia residents enjoy and pursue a variety of activit ies on

p l e a s u r e  t r i p s , from rura l sightseeing t o  f i s h i n g  a n d hunt ing.

A c t i v i t i e s  s u c h  a s  h u n t i n g ,  f i s h i n g ,  c a m p i n g ,  h i k i n g  a n d  w i l d e r n e s s

canoeing can be currently pursued by B.C. residents in the Northwest

Terr i tor ies . Additional development and interpretation of the historic,

cu l tura l  and natura l  resources wi l l  enhance the  appeal  and thus the

m a r k e t  s h a r e  f r o m  B r i t i s h  C o l u m b i a  a s  i n d e e d  f r o m  o t h e r  C a n a d i a n

provinces and the U.S.
-.

. . J
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—

—

Main Reason for Trips by B.C. Residents

1981 - 1984

Trip Purpose B . C . Vancouver /V ictor ia

Pleasure 53.4% 55.3%

Business 6.0% 7.4%

Business/Pleasure 10.0% 11.7%

Visiting Friends/Relatives 24. 7% 21.3%
Pleasure and VFR 4.0% 2. 1%

Other 2.0% 2. 1%

Specific Interests of B.C. Travelers on Pleasure Trips

Trip Purpose

Rural Sightseeing

Historical Sites

Urban Sightseeing

Festivals

Camping

Water Sports

Sporting Events

Musical Events

Fishing

Hiking

Craf t /Ar t  Fa i rs

Downhill Skiing

Industrial Tours

Cross Country Skiing

Sailing

Snowmobiling

Wilderness Canoeing

Big Game Hunting

Game Bird  Hunt ing

B . C .

83%

85%

78%

65%

61%

60%

49%

56%

43%

48%

51%

30%

26%

21%

24%

7%

20%

15%

13%

Vancouver /V ictor ia

89%

83%

92%

66%

56%

54%

49%

66%

35%

46%

49%

28%

26%

20%

27%

6%

20%

11%

11%

—
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3 . ONTARIO TRAVEL MARKET PROFILE

Al though t rave l  by  Ontar io  res idents  to  the  Nor thwest  Terr i tor ies  is

small in comparison t o  B r i t i s h  C o l u m b i a  a n d  A l b e r t a ,  t h e  N o r t h w e s t

Terr i tor ies  has the  potent ia l  to  increase v is i ta t ions f rom Ontar io .  I t

should  be  noted that  due to  Ontar io ’s  populat ion base a lone, it is a

m a r k e t  w h i c h  m e r i t s  p u r s u i t . T h e  O n t a r i o  m a r k e t  i s  o f  r e l a t i v e l y

greater importance to the Baffin Keewatin regions than to the

Territories as a whole.

Ontar io  res idents  under took 35 ,524 ,000  person t r ips  in  1984 of  which

3 2 , 8 2 7 , 0 0 0  w e r e  intra-provincial a n d  2 , 6 9 7 , 0 0 0  p e r s o n  t r i p s  w e r e  t o

other Canadian destinations.

Ontar io  res idents  are  in terested in  a  broad range of  p leasure  t rave l

activities s u c h  a s rura l and urban sightseeing, v is i t ing historic

sites/museums, attending festivals/events, c a m p i n g ,  f i s h i n g ,  h i k i n g ,

wi lderness canoeing and other  act iv i t ies . M a n y  o f  t h e s e  a c t i v i t i e s

could be pursued in the Northwest Territories. The Ontario market is

sophisticated in i ts  expectat ions  and t o  s i g n i f i c a n t l y  p e n e t r a t e  t h i s

market the Northwest Territories would have to upgrade the quality of

t o u r i s m  s e r v i c e s  a s  w e l l  a s  t h e  q u a l i t y  o f  t h e  t o u r i s m  e x p e r i e n c e

whether i t ’ s  f o r  f i s h i n g ,  h u n t i n g ,  w i l d e r n e s s  canoeing, or rural

sightseeing.
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Main Reason for Trips by Ontario Residents

1980 - 1983

Trip Purpose

Pleasure

Visiting Friends/Relatives

Business/Pleasure

Business

Other

%

71%

23%

12%

1%
1%

Specific Interests of Ontario Travelers on Pleasure Trips
1980 - 1983

Trip Purpose

Rural Sightseeing

Historical Sites/Museums

Urban Sightseeing

Festivals/Special Events

Musical Events/Live Theatre

Craf t /Ar t  Fa i rs

Camping

Water Sports

Sporting Events

Hik ing

Fishing

Industrial Tours

Downhill Skiing

Sailing

Wilderness Canoeing

Cross-Country Skiing

Snowmobiling

Hunting Game Bird

Hunting Big Game

All-Province
Average

84%

79%

79%

66%

55%

44%

57%

52%

50%

41%

41%

29%

29%

23%

21%

25%

21%

16%

17%

Ontario

81%

78%

79%

68%

61%

47%

36%

40%

32%

29%

22%

22%

17%

22%

19%

18%

13%

8%

7%

—
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APPENDIX 2.o

TOURISM INFRASTRUCTURE AND SERVICE DEVELOPMENT

. Program Identification

. Order of Magnitude Costs
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REGION: INUVIK
PROGRAM IDENTIFICATION IN SIIPPORT  OF STRATEGY IMPLEMENTATION

SERVICE DEVELOPMENT

SERVICE TYPE

1 . TOURS AND CHARTERS

1.1  Sport  Fishing
1 . 2  S p o r t  Nunting
1 . 3  B o a t  Twre
1 . 4  P h o t o / S e r v i c e / N a t u r a l i s t
1 . 5  tliatorlcal/Interpretive

2 . SUPPORT SERVICES

2 . 1  O r g a n i z a t i o n  o f  O u t f i t t e r
2 .2  Organizat ion  of  Guiding  Service
2.3 Improvement of Local Taxi Services
2.4 Establish “Community Host Progrtims”

3 . INFORMATION SERVICES

3 . 1  Eatsblish “Comnunity  Twrist
Information Service”
(Brochures, Map, Signage,
Interpret ive  Materials)

3.2 Entablish A d m i n i s t r a t i v e
Commonality for Information
Cent rea

COMMUNITY Kf_Y

1 . Fort Good Hope
2 . Colville Lakes
3. Cau@ell Hil ls /Park

COHHUNITIES

1,2
1 , 2

1,2

1,2

TOTAL S

ORDER OF MAGNITUDE OF
EXPINOITURC  FOR TRAINING
ADVERTISING, FEASIBILITY

ANALYSIS OR PLANNING

$ 380,000
$ 182,000

$  15,000

$  10,000

$  5f37,000

POTENTIAL 20fI CREATION

TEMPORARY PERMANENT SEASONAL

7
5

1

13

Source: I n f o r m a t i o n  regsrding capital costs and potential job
creation taken from: “For Good Hope/Colville Lake:
TOUrlSm  Strateqy”, Vol. 2, authored by Lutra  A s s o c .
Ltd. , Gluivvak Ltd. , and “Canpbell  Hills/Lake: Park
Feasibility Study”, authored by Resources Management
Confiultant  Ltd.

1
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REGION: KEEWATIN
PROGRAti  IDENTIFICATION IN SUPPORT OF STRATEGY IMPLEMENTATION

SERVICE DEVELOPMENT

SERVICE TYPE

1 . TOURS AND CHARTERS

1.1 Sport F i s h i n g
1.2  Sport  Hunt ing
1 . 3  B o a t  Tours
1.4 p h o t o / S e r v i c e / N a t u r a l i s t
1.5 H i s t o r i c a l / I n t e r p r e t i v e

2 . SUPPORT SERVICES

2 . 1  O r g a n i z a t i o n  of O u t f i t t e r s
2.2 Organization of Guiding Service
2.3 Improvement of Local Taxi Services
2.4 Eatabliah “Community Host Progrtima”

3 . INFORMATION SERVICES

3.1

3.2

Eatabllah  “Conwnunity  Tourtat
Information Service”
(Brochures, Map, Signage,
I n t e r p r e t i v e  M a t e r i a l s )

Eatabliah  Adminlatrative
Commonality for Information
Cent rea

COMMUNITY KEY

1. Baker Lake
2 . CheaterField Inlet
3 . Corfll  Horhour
4 . Eaklmo Point
5 . Rankin I n l e t
6 . Repulse Bay
7. Whale Cove

COMMUNITIES

5
3 , 6
1 , 4 , 5 , 6 , 7
1 , 3 , 6
4 , 6 , 7

3
1,2,3

a l l
communi I iea

TOTALS

ORDER OF MAGNITUDE OF
EXPENDITURE FOR [RAINING
ADVERTISING, FEASIBILITY

ANALYSIS OR PLANNING

$ 15,000
$ 3,W.I
$ 47,000
$ 10,000
$ 28,000

$Q74,flflo

$577,(JOO

POTENTIAL JOB CREATION

TEMPORARY

4

1

I

2

PERMANENT SEASONAL

3
3
2
5
?

2
5

3

23

Sojrce: All coat and Joh creat ion eatimatee  taken f r o m
meterinls reviewed: ‘~Kewatin F)eatination  zone:
Touriem  Development and Marketinq  Strategy”, Marahall
M~cklin Moneqhan.

I
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REG ION: KEEWATIN
PROGRAM IDENTIFICATION IN SUPPORT Of STRATEGY IMPLEMENTATION

FACILITY DEVELOPMENT

SERVICE TYPE

1 .

2 .

3 .

4 .

5 .

6 .

7 .

8 .

9 .

10.

11.

Caqm  end Lodges

1 . 1  F i e h i n g / H u n t i n g / N a t l l r a l i s t
1.1.1 Permanent
1.1.2 Semi-Permanent

1.2 Remote Natural i s t  Lodge

F.R.A.  Development * (Including
r e s t a u r a n t ,  e t c . )

Eetabllah  Canpgrounda/Parka

Develop “Model” Indigenous Villages

Develop Community Orientation,
I n f o r m a t i o n ,  Craft Centres for
Twrists, Eldere, e t c .

Develon Historical /Interpret ive  N a t u r e
Hiking;  Adventure Traila”,  Si tes

Purchaae  Outfitting Equipment

Purchaae  Other Equipment/Facilit
( i .e .  Large S h i p ,  Boat)

Local Tranaportatlon  Development
Upgrading (Roads, Airatripa, etc

Sicyage/Interpretive Development

ea

and
)

U p g r a d e  Shopping/Swvenlr  Facilities

COW4UNITY  KEY:

Aa on pege 1.

COMMUNITIES

1 , 4 , 5
1 , 5
3

2 , 3 , 4 , 7

1

1

3 , 4 , 5 , 6

1 , 4 , 7

2 , 3 , 4 , 5 , 6

5

1,2

TOTALS

E
C a p i t a l

$

$1,295,000

$522,000

$ 4 2 , 0 0 0

$100,000

$ 64,500

$ 22,000

$155,000

$200,000

$  2 , 0 0 0

$3,661,500

ENDITURE
lannlng/Research
F e a s i b i l i t y  $

$ 70,000

$ 20,000

$ 10,000

$ 10 ,000

$ 100,000

POTENTIAL JOB CRLATION

-imwr
-P=Gi7

Yeara

9

5

1

2

17

-rmr

2

2

5

-Pmr

2

1

3

~

44

2

7

5

7

60



-..
I I ! I I I I I

REGION: CENTRAL ARCTIC
PROGRAM IDEMT[FICATION IN SIIPPORT  OF STRATEGY IMPLEMENTATION

SERVICE DEVELOPMENT

SERVICE TYPE

1 . TOURS AND CHARTERS

1 . 1  S p o r t  Fishing
1.2  Sport  Hunt ing
1.3 Bo~t  T o u r s
1.4 P h o t o / S e r v i c e / N a t u r a l i s t
1 . 5  H i s t o r i c a l / I n t e r p r e t i v e

2 . SUPPORT SERVICES

2.1 O r g a n i z a t i o n  o f  O u t f i t t e r s
2 .2  Organizat ion  of  Guiding  Service
2 .3  I~rovement of  Local  Taxi  Services
2 . 4  E s t a b l i s h  “Comnunity  Hoat  Progr~ms”

3 . INFORMATION SERVICES

3.1 Eatabliah  “Community Tourist
Information Service”
(Brochures, Map, Signage,
Interpret ive  Materials)

3.2 Eatahlish  A d m i n i s t r a t i v e
Commonality for Information
Cent rea

COMUJNITY  KEY

1 . Holman Area
2 . Coppermine  Area
3 . Cambridge Ray  Area
4. GJOA  Haven
5. Spence  Ray
6 . Pelly 13ay
7 . Bathurat I n l e t

COMMUNITIES

1, 2, 5
1
2, 4
4
1, 2, 5, 6

1,2,3,4,5,6

1,2,3,4,5,6

TOTALS

ORDER OF ttAGNITUDE  OF
EXPENDITURE FOR TRAINING
ADVERTISING, FEASIBILITY

ANALYSIS OR PLANNING

$ 12,000
$ 4,000
$ 17,000
$ 5,000
$ 72,000

$144,000

$ 89,000

$343,000

POTENTIAL JOB CREATION

TEMPORARY PERMANENT SEASONAL

5
5
3
1
3

6

21

. MaterialaS o u r c e :  C o a t  and Job Datfi  aa in Materialri  R e v i e w e d ,
Reviewed: “ A r c t i c  Coaat  Deatlnatlon  Zonet Tourism
Development  and Marketinq Strateqy”,  Vol. 111,
Authored  by (hltcrof  L t d . ,  O P A  Comwltanta, MacLaren
Reanarch.

I



REGION: CENTRAL ARCTIC
PROGRAM JDENTIFICATION IN SIJPPORT Of STRATEGY IMPLEMENTATION

FACILITY DEVELOPtlENT

SERVICE TYPE

1 .

2 .

3 .

4 .

5 .

6 .

7 .

8 .

9 .

10.

11.

Caapa end Lodges

1.1 F i s h i n g / l i u n t i n g / N a t u r a l i s t
1.1.1 Permanent
1 . 1 . 2  Semi-Perm8nent

1.2 Remote Naturalist L o d g e

F.R.A.  Development ● ( I n c l u d i n g
r e s t a u r a n t ,  e t c . )

Eetablish  Caqgrounda/Parka

Develop “Morlel”  Indigenous Villfiqes

Develop Community Orientation,
I n f o r m a t i o n ,  C r a f t  Centrea  for
Tour ists ,  Elders,  etc .

D e v e l o p  } l i a t o r i c a l / I n t e r p r e t i v e  Nature
Hiking,  Adventure Trailrj,  Sites

Purchase OutFitting Equipment

Purchaae  Other  Cquipment /Faci l i t ies
(i.e. Larqe Ship, Boat)

Local Trensportetton  Development and
Upgrading (Roads,  Airatripa,  etc.)

Signage/Interpretive  Development

Upgrade Shopping/Souvenir Facilities

COMMUNITIF.S

1,3

2 , 4 , 5 , 7

1 , 6

1 , 5

3 , 4 , 6

1,2

1 , 2 , 3 , 4 , 5

1 , 2 , 3

1 , 3 , 4 , 5 , 6

CW4tJNITY  KEY:

Aa on page 1.

TOTALS

E
cfJpitfJl

$

$107,000

$1,680,000

$442,1T)0

$510,000

$888,000

$ 2J,500

$233,000

$163,000

d

$3,661,500

ENDITURE
Plannin@R esea  rch

Feaf3ibility  $

$ 38,500

$ 143,000

$ 50,000

$ 5,000

$ 51,000

$ 282,500

Po T?WIAL JOB CREATION

-mm-

Yea

Yea

Yes

-milr -$mr SEAS-

17

21

9

13

4

64
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R EG I O N: FORT  SMITH

PROGRAM JDENTIFICATION IN SUPPORT OF STRATf:GY  IMPLIKNTATION
SERVICE DEVELOPMENT

ORDER OF )44GNITUDE  OfSERVICE  TYPE

T

EXPENDITURE FOR TRAININGCOMMUNITIES
POTENTIAL JOB CREATION

I
ADVERTISING, FEASIBILITY

ANALYSIS OR PLANNING
1. TOURS AND CHARTERS

TEMPORARY
pERMANENt

SEASONAL
1.1 S p o r t  Fishing
1.2 Sport  Hunting
1.3 Boat  Twrs
1.4 P h o t o / S e r v i c e / N a t u r a l i s t

hot A v a i l a b l e  w-

1.5 H i s t o r i c a l / I n t e r p r e t i v e

I
2 . SUPPORT SERVICES

2.1  Organizat ion of  Outflttera
2 . 2  Orgenlzation  of Guiding  S e r v i c e
2.3 Iwrovemnt  Of LocQl  Taxi S e r v i c e s
2 . 4  Eetabliflh  “Co~nlty  H e a t  Programs,,

3 . INFORMIION SERVICES

3 . 1  E s t a b l i s h  “C~nity  TWriat

Informatl~  servlce,~
(Brochures, Map, Signs@,
I n t e r p r e t i v e  Materiala)

3 . 2  Eatabliah  Admlniatratlve

Commonality for Information
Cent rea I

1,.3
3,2
1

/ $ 8,000

I
I,lo

/

$ 65,00()

I

T
COHNITY KEy I

TOTALS

$  73,000”
L a k e  La Martre,  Rae Lakea,  Snare Lakefl

r
I

I
4

Old Fort Rae, Fort Enter~]riae
Rae, Edzo
Ruasel L a ke

60th parallel
A l e x .  FaI1~ hJFCe: Cost Projections and Job Creation Potential t~en frw
L~ise Fa~l~ analysia of:
Eecarp  Creek

ll~leckatone Park:
Project  Planning Assoc.  Ltd.;

Inple~ntation  P~anw,EnterPr ize strategy,,, “Rae Rand TourismPhoae  TW O, Qaivl~ik Ltd .
Regional  Tour ism Strategies”,  Mar~~all  MackllnHay River
Mollaghan, “Laird-  MacKenzie

“ M a c K e n z i e  Highay Corridor:’  Toljriam  Studyt,
1“1~. Sy9temg Ltd.

s

B



REG ION: FORT SMIT}t
PROGRAti  IDENTIFICATION IN SIIPPORT  OF STRATEGY IMPLEMENTATION

FACILITY DEVELOPMENT

SERVICE TYPE

1.

2 .

3 .

4 .

5 .

6 .

7 .

8 .

9 .

10.

11.

Camps  and Lodges

1.1 F i s h i n g / l i u n t i n g / N a t u r a l i s t
1.1.1 Permanent
1.1.2 Semi-Permanent

1 . 2  R e m o t e  Naturalist Lodge

F.R.A.  Developme~t  *  ( I n c l u d i n g
restaurant ,  etc .

Establ ish  Canpgrounda/Parks

Develop “Model” Indigenous Villages

Develop Community Orientation,
Information, Craft Centrea for
Touriata, EIdera, e t c .

Develop Historical /Interpret ive  N a t u r e
Hiking,  Adventure Trai ls ,  Sitee

Purchaae  Outfitting Equipment

Purchase Other Equipment/Facilities
( i .e .  Large Ship,  Boat)

Local  Transportation Development and
Upgrading (Roads,  Airatripa,  etc.)

Signage/Interpretive  Development

Upgrade Shopping/Souvenir facilities

CO&U411NITY  KEY:

Aa on page 1.

COMMUNITIES

1

1,3

4,5,8,10

2 , 6 , 7 , 9

10

6 , 7 , 8 , 9 , 1 0

TOTALS

Of ~lDL OF1.
E

Capital
$

$ 6 0 , 0 0 0

$375,000

$150,000

$117,000

$ 50,000

$ 17,500

$764,500

‘ENDITURE
~mming/Research

F e a s i b i l i t y  $

$  18,000

$ 15,500

$  33,500

CONST. -’Trim-

Not A
T

R#l .. A .

I

I
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REGION: BAFFIN

! I

SERVICE DEVELOPMENT

SERVICE TYPE

1 . TOURS AND CHARTERS

L.1 S p o r t  F i s h i n g
1.2  Sport  Hunt ing
1.3  Beet  Tours
1 . 4  P h o t o / S e r v i c e / N a t u r a l i s t
1 . 5  H i s t o r i c a l / I n t e r p r e t i v e

2 . SUPPORT SERVICES

2 . 1  O r g a n i z a t i o n  o f  O u t f i t t e r s
2 . 2  Orgmization  of Guicting  S e r v i c e
2 . 3  I~rovement of Local T a x i  S e r v i c e s
2.4 Establish “Comnunity  Heat  Programs”

PROGRAM IDENTIFICATION IN SilPPORl  OF STRATEGY IMPLEMENTATION

J, INFORMATION SERVICES

3.1 Eetabllah  “Community Tourist
Information Service”
(Brochures, Map, Siqnage,

Interpret ive  Materlala)
3 . 2  Eetabll~h Admlnlntratlve

Commonality for Information
Cent rea

COMNUNITY  KEY

1.
11.
I I I .
Iv.
v.

COMMUNITIES

I
1, 11
1, 1[

1

TOTALS

ORDER OF MAGNITUDE OF
EXPENDITURE FOR TRAINING
ADVERTISING, FEASI131LITY

ANALYSIS OR PLANNING

$  lrl,ooo
$ 192,000
$ lJ,OL)O

$ 11,000

$ 226,000

I

POTENTIAL JOB CREATION

TEMPORARY

EA )
1

PERMANENT SEASONAL

P o n d  I n l e t ,  A r c t i c  f3ay,  Iqlooltk, Hr+ll Reach
Resolute fray - Griae F i o r d
Clyde River -  Sanlkilvaq

Pangnirtung-Broughton  Island (PRIORITY AR[
Frobiaher flay,  Care Doreet, Lake Harhour

Source: All coat eatimtaea and job eatimatea taken from
materiala reviewed. Materiala R e v i e w e d : “Baffin
Region Tourism Strategy”, author unknown toDWA
Consultants and “Pangnirtung  Community Tourism Study”,
ailthored hy Marahali  Macklin  Honaghan ( 1 9 8 2 ) .

I
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1 . 0  I N T R O D U C T I O N

—

.-

—

.

—

.

This paper is essentially a discussion paper. I t  has been prepared for

the Government of the Northwest Territories. It  is largely based on a

rev iew of  a l l  current  documents , programs and studies  deal ing wi th

tour ism in  the  Nor thwest  Terr i tor ies . T h e  intent o f  t h e  p a p e r  i s

twofold : to describe a tourism strategy for the Northwest Territories

and t o  d e t e r m i n e t h e  p r o g r a m content for a  Canada-Nor thwest

Territories Agreement to realize that strategy. It  should be realized

that the intent of the discussion paper is not a ful ly detailed Touristm

Agreement. That wil l  only be realized after detailed Canada/Northwest

Terr i tor ies  consul ta t ion. Rather , t h e  i n t e n t  w i t h  t h i s  d i s c u s s i o n

paper i s  t o  p r o v i d e the  background a n d  f r a m e w o r k  f o r  s u c h  a n

agreement.

1 . 1  B a c k g r o u n d

T o u r i s m  i s  a relatively immature industry i n  t h e  N o r t h w e s t

Terr i tor ies . H o w e v e r  i t  i s  t h e  N o r t h w e s t  T e r r i t o r i e s ’  s e c o n d

largest  industry . It  is second only to mining in terms of dollar

contribution to the Northwest Territories’ economy. The industry

h a s  b e e n  d e v e l o p i n g  s i n c e  t h e 1960’s with improvements in

t r a n s p o r t a t i o n  s y s t e m s  l i n k i n g  t h e  n o r t h  t o  t h e  s o u t h . T h e

completion of the MacKenzie Highway system in the 1960’s made the

southwestern N o r t h w e s t  T e r r i t o r i e s  a c c e s s i b l e  t o  a u t o  t o u r i s m

t r a v e l  f r o m  t h e  s o u t h . I n  t h e  1 9 7 0 ’ s  a i r  s e r v i c e  c o n s t a n t l y

improved to and within the Northwest Territories. !Vith increasing

trave l , accommodation facilities improved. By the 1980’s regional

tourism associations began to form. Twenty  package tours ,  th i r ty

outfitters, forty lodges and forty hotels were in operation in the

Northwest Territories.

—
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In  1982 , tour is t  v is i ta t ion  to  the  Nor thwest  Terr i tor ies  was a t

the same level of the Northwest Territories population. A total

of 44,000 visitors travel led to the Northwest Territories in 1983.

The estimated value of expenditure associated with this travel was

almost $40 million.

The Government of the Northwest Territories has always expressed

an interest i n  d e v e l o p i n g  t o u r i s m . However, the interest

expressed by the Government of the Northwest Territories has been

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

support.  Unti l  recently the Northwest Territories had no concept

or strategy towards which a viable tourism industry could evolve

towards.

Over the past three years, elements for a Northwest Territories

tourism industry strategy have begun to emerge. Tourism studies

have been carried out on a regional, community and park resource

specif ic basis. A consensus between Government, industry  and

communities as to the direction of the industry’s development has

also emerged. For  the  Nor thwest  Terr i tor ies ,  there  is  a  broad

a g r e e m e n t  t h a t  t h e  d e v e l o p m e n t  o f  t h e industry s h o u l d  b e

community-based. This is to ensure that the development of the

industry  resul ts  in  income and employment  opportuni ty  a t  the

community level. Historically the development of the Northwest

Terr i tor ies ’  tour ism industry h a s  n o t  r e s u l t e d  i n significant

benefits for communities.

A second area of emerging consensus for the industry’s development

i s  t h a t  i t  m u s t  b e  r e g i o n a l . Ex is t ing development  has been

largely concentrated in the southwest.  This area already accounts

for  65% of  to ta l  tour ism v is i ta t ion  to  the  Nor thwest  Terr i tor ies .

As a result  an effective tourism strategy must result  in a greater

—.



distribution of economic benefits throughout the entire Northwest

Terr i tor ies . T h e  m e c h a n i s m  t o  a c c o m p l i s h  t h i s  g o a l is the

development of regions with tourism destination zone strategies.

1 .2  Object ives

At present the development of the Northwest Territories’ touris,n

industry is at a crit ical stage. The Northwest Territories is one

of the few regions in Canada that does not have a tourism strategy

s u p p o r t e d  b y  a federal-provincial ( t e r r i t o r i a l )  t o u r i s m  acjree-

ment. At present public support for Northwest Territories tourism

is principally through the Canada-Northwest Territories Economic

!levelopment Agreement (E DA) . A Domestic Market Development

Subsidiary Agreement has been the principal vehicle for tourism

industry development. Within this agreement there is a separate

Tourism Development Program which has provided support to tourism

zone associations, tour ism superst ructures ,  hospi ta l i ty ,  business

assistance, travel generators and marketing.

There has been a strong desire to establish a separate subsidiary

agreement for tourism alone. I t  i s  t h e  N o r t h w e s t  T e r r i t o r i e s ’

second largest industry. Planning has now reached the stage where

specific opportunity identification could be implemented. Tourism

industry organization has greatly improved. (Most important ly  a

strategic direction has now been established for the industry in

the  forms of  communi ty -based tour ism and tour ism regions or

zones.

This paper is intended as a background paper in preparation for a

p r o p o s e d  C a n a d a / N o r t h w e s t  T e r r i t o r i e s  Touristm  A g r e e m e n t .  I n

preparing the paper the following activit ies were undertaken:



. .

. .

,

1. Al l  completed and in  progress regional  tour ism studies  and
other related documents and programs were reviewed.

2. Other recently signed Canada/Provincial and Territorial Agree-
ments were reviewed.

3. Consul ta t ions were  carr ied  out  wi th  government  representa-
t ives.

4. A  p r o p o s e d s t r u c t u r e  f o r  a  C a n a d a / N o r t h w e s t  T e r r i t o r i e s
Tour ism Agreement  out l in ing the  range and cost  of  program
content was prepared.

Our review was structured examining, assessing and describing the

following:

.

●

✎

✎

✎

●

✎

✎

NWT Tourism Industry Structure

Market Assessment

Tourism Products and Resource Base Assessment

Identif ication of Constraints and Opportunit ies for Tourism
Industry Development

Identification of Goals and Objectives for NWT Tourism
Development

Description of a Tourism Industry Strategy for the NWT

Identif ication of Programs in Support of the Strategy

Recommendations for the Structure and Implementation of a
Tourism Agreement for the Northwest Territories.

O u r  r e v i e w w a s  a l s o  s t r u c t u r e d  a t  t h e  t e r r i t o r y , r e g i o n  a n d

community l e v e l s  i n f o r m u l a t i n g  o u r recommendations. The

following chapters address each of the above.
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2 . 0  T H E  T O U R I S M  I N D U S T R Y  S T R U C T U R E

.-

.

,—

I n  t h i s  c h a p t e r  t h e  p r e s e n t  s t r u c t u r e  o f  t h e  N o r t h w e s t  T e r r i t o r i e s ’

tour ism economy is  examined. I ts  importance t o  t h e  N o r t h w e s t

Terr i tor ies ’  economy is  descr ibed. T h e  s t r u c t u r e  o f  t h e  C a n a d i a n

tourism industry is reviewed. The tour ism industry  is  unique. it is

i m p o r t a n t  t h a t  i t s  s t r u c t u r e  b e  u n d e r s t o o d  i n  o r d e r  t o  a s s e s s  h o w

programs conta ined wi th in  a  Tour ism Agreement  would  s t imulate  and

direct its growth toward specific goals.

2 .1  Tour ism Industry  Character is t ics  and Structure

Sectoral Composition

T h e  T o u r i s m  I n d u s t r y  c o n s i s t s  principally of t h e  following

sectors:

. Vistor Facilities

. Visitor Transportation

● Visitor Attractions

Visitor Facilities

Visitor facilities consist p r i n c i p a l l y  o f two subsectors - -

accommodation and food and beverage. Accommodation includes

hotels, motels, lodges, cabins and campgrounds. The food and

beverage sector i n c l u d e s  p r i n c i p a l l y  l i c e n s e d  a n d  u n l i c e n s e d

restaurants,  caterers and taverns.

Visitor Transportation

Given Canada’s expansive geography, transportation is the second

largest tourism sector. This  sector  inc ludes water ,  a i r  and rail

carr iers , bus transportation and car rentals and services related

to auto transportation.
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Visitor Attractions and Services

This sector includes events, attractions and recreation as well  as

“other” categories for sales and services related to tourism such

a s  t r a v e l  a g e n t s  a n d  r e t a i l and miscel laneous sa les  re la ted to

tourism expenditure.

Each of  these sectors  pr inc ipa l ly  accounts  for  tour ism expendi -

t u r e . F igure  1  indicates  the  a l locat ion of  tourisim e x p e n d i t u r e

between the three sectors and subsectors. Unfortunately there is

no comparable data for the NWT. We suspect that given the nature

of the present industry and distance to major markets that trans-

portation expenditure w o u l d  b e  c o n s i d e r a b l y  h i g h e r  t h a n  t h e

national average. As wel l  v is i tor  fac i l i t ies  and at t ract ions are

largely underdeveloped.

.,

Markets

A tour is t  is  def ined as  any indiv idual  who

miles from their principal residence whether

travels more than 50

for business or plea-

sure travel. There are two principal markets for tourism -- tra-

vel expenditure by Canadians within Canada and Travel expenditures

by foreigners to Canada. Unfortunately for Canada, i ts share of

-.

—

i n t e r n a t i o n a l  t r a v e l  h a s  b e e n  d e c l i n i n g .  U . S .

has declined dramatically over the last decade.

t ion f rom the  U.S. has decl ined by  more  than

accounts for 87% of all foreign travel to Canada.

largest Canadian travel market is the domestic

t rave l  to  Canada

Overnight  v is i ta -

16%. T h e  U . S .

At  present  the

market. I t now

accounts for 80% of all tourism expenditure in Canada.

The NWT and the provinces’ travel market structure is segmented as

follows:

. Domestic Market

● Canadian Market

. U . S .  M a r k e t

. International ~Warket



FIGURE 1

Tourism Expenditures in Canada

by Type of  Expendi ture

1980

TRANSPORTATION,

,

FACILITIES

i
RECREATION ~



In  severa l  prov inces the  domest ic  market  or  provinc ia l  res ident

market is the most important. For example, in  the  province of

Saskatchewan, travel by Saskatchewan residents accounts for 82% of

all  Canadian travel in that province.

In the Northwest Territories, the domestic market accounts for 70%

(75 ,000  person t r ips)  o f  a l l  t rave l  in  the  Nor thwest  Terr i tor ies

(106 ,000  person t r ips  in  1981-82) . L ike  most  o f  the  Canadian

P r o v i n c e s  t h e  N o r t h w e s t  T e r r i t o r i e s  i s  s t i l l  h e a v i l y  d e p e n d e n t

upon its own resident market for travel.

Tourism is an Export Industry

Much in the same way that Canada exports manufactured goods,

mineral and other resource products, the tourism industry is also

an export industry. In the early 1970’s tourism was ranked second

out of Canada’s top seven export commodities. However tourism

exports  have s l ipped badly  s ince  1970 and now tour ism ranks

seventh amongst Canada’s leading export industries.

L ike  other  commodi ty  t rade t h e r e  i s  a n  o u t f l o w  a n d  i n f l o w  o f

tour ism t rave l  rece ipts r e f e r r e d  t o  a s  a  t r a v e l  a c c o u n t . o f

considerable concern to federal off icials is the growing Canadian

travel account deficit . The def ic i t  was $2 .2  b i l l ion  in  1983,  or

3 times greater than it was 10 years earl ier.

Unfortunately w e  c o u l d  f i n d  n o  t r a v e l  a c c o u n t  d a t a  f o r the

Northwest Territories. As a result we are unable tu comment  on

the  s ize  of  the  Nor thwest  Terr i tor ies ’  t rave l  def ic i t  or  surp lus .

I f  t h e  N o r t h w e s t  T e r r i t o r i e s ’  t r a v e l  a c c o u n t  i s  i n  a surplus

position it would be a positive sign of a healthy tourism economy.
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If  i t  is a negative posit ion then the Northwest Territories would

l o o k  a t  i m p o r t  s u b s t i t u t i o n  p o s s i b i l i t i e s  t o  deveJop its own

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

employment associated w i t h  r e s i d e n t s  t r a v e l i n g  o u t s i d e  o f  t h e

Northwest Territories.
. .

Economic Impact

.1

.-

.

There are a number of characteristics of the tourism industry that

are especially appealing from a perspective of economic develop-

ment in a region. The industry can be a real growth engine for

employment. I t  is  very  labour i n t e n s i v e . I t  i s  a l s o  c h a r a c -

terized by relative ease of entry and in many ways is the essence

of small  business development in Canada. Lastly,  the industry can

generate considerable revenue to ali three levels of government.

In terms of employment impact it  is currently estimated that for

e v e r y  O n e  milliOn  d o l l a r s  3 3 . 5  d i r e c t  j o b s  r--.4]* ---J - r.. -. L--

1 1 . 8  i n d i r e c t  j o b s  f o r  a  t o t a l  d i r e c t  a n d

impact of 45.3 person years of employment.

represents an $18 bil l ion industry employing

directly and over 200,000 indirectly.

C>UIL allu d [ur Lrler

indirect employment

For Canada, tourism

over 600,000 people

i t  is  est imated that

r e t u r n e d  t o  govern-

in terms of direct benefits to G o v e r n m e n t ,

for  every  one dol lar  o f  expendi ture ,  30~ is

ments by way of tax revenue. This will  vary from industry to in-

d u s t r y . generlly t h e f e d e r a l / p r o v i n c i a l  s p l i t  o n  t a x a t i o n  i s

60 /40 . The fo l lowing i s  a  r e l a t i v e  m e a s u r e  o f  t a x revenue

impact:

Tax Impact on One Dollar of Tourism Expenditure

Total
T a x

Revenue Federa l Provincial

Distribution of Tax Revenue 30+ 18+ 124
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2.2 The Northwest  Terr i tor ies  Tour ism Industry

J—

,

,—

—

In 1 9 8 1 - 8 2  i t  w a s  d e t e r m i n e d  t h a t  t o u r i s m  e x p e n d i t u r e  i n  t h e

N o r t h w e s t  T e r r i t o r i e s  w a s  5 8  m i l l i o n  d o l l a r s resul t ing from

106,000 person trips. This would represent less than 1% of total

Canadian tourism expenditure. However  there  are  a  number  of

positive indicators for the Northwest Territories’ tourism

industry where compared to other provinces:

. The Northwest Territories is less reliant upon its own resident

m a r k e t  - - 70. 8% of all person t r i p s  a r e  m a d e  b y  N o r t h w e s t

Territories residents - -  compared to  the  Canadian average of

over 80%.

● A v e r a g e  t r i p  e x p e n d i t u r e  i s  c o n s i d e r a b l y  h i g h e r  t h a n  t h e

Canadian average. Average per person trip expenditure is $547

compared to less than $200 for the Canadian tourism industry.

● T h e  N o r t h w e s t  T e r r i t o r i e s  h a s  t h e  p o t e n t i a l  f o r  h i g h  v a l u e d

tour ism products  of  s igni f icance to  middle  and upper  income

tourist markets such as wilderness and unique vacation/pleasure

experiences.

Regarding employment, at a level of $58 million in annual tourism

expenditure (  1981-82),  the Northwest Territories’ tourism industry

would employ 1,943 people directly and a further 684 indirectly.

The va lue  of  the  industry  to  senior  government  in  terms of  tax

revenue would be 17.4 million dollars of which $10.4 million would

accrue t o  t h e  f e d e r a l  g o v e r n m e n t  a n d  $ 7 . 0  m i l l i o n  t o  t h e

Government of the Northwest Territories.

Although the Northwest Territories tourism industry is undoubtedly

the  smal lest  in  Canada, i t  i s  o f  s i g n i f i c a n t  i m p o r t a n c e  t o  t h e

Northwest Territories’ economy.

—



11

—

—

—

—

.

—

Comparatively t h e  N o r t h w e s t  T e r r i t o r i e s  a t t r a c t s  t h e  smailest

number of non-resident tourists of any destination in Canada as

shown in  Table  1 . I f  the  Nor thwest  Terr i tor ies  could  ra ise  i ts

level of visitation to that of the Yukon or Newfoundland, i t  would

mean an increase of  tour ism t rave l  expendi ture  of  3 .7  t imes i ts

c u r r e n t  l e v e l . A t  p r e s e n t  o u t - o f - p r o v i n c e  t r a v e l  e x p e n d i t u r e

accounts for $39 mil l ion. A  3 . 7  f o l d  i n c r e a s e  i n  t h e  v a l u e  o f

current  t rave l  expendi ture w o u l d  r e s u l t  i n  a n  a d d i t i o n a l  4 , 8 3 4

direct  jobs i n  t h e  N o r t h w e s t  T e r r i t o r i e s a n d  a  f u r t h e r  1 7 . 3

mill ion dollars in tax revenue to the Government of the Northwest

Terr i tor ies .

TABLE 1

Inter-Provincial Comparison of Out-of-Province Tourists

# o f  out-
of P r o v .

Population Tourists
Province/Terr i tory 1982 1982

British Columbia

Alberta

Saskatchewan

Manitoba

Ontario

Quebec

Newfoundland

Nova Scotia

New Brunswick

P.E. I.

N. W.T.

Yukon

2,783,300

2,315,100

981,400

1,035,900

8,699,500

6,470,300

570,900

852,800

700,900

122,800

46,600

23,800

5,658 ,000

2,329,000

1,231,000

1,443,000

26,513,000

5,925,000

163,000

1,019,000

3, 131,000

583,000

44,000

162,072

Ratiol

2.03

1.01

1.25

1.39

3.05

0.92

0.29

1.19

4.47

4.74

0.94

6.81

1 Ratio = Number of Tourists + P o p u l a t i o n

—
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3.0  TOURISM TRAVEL MARKET ASSESSMENT

.

.

3.1 I n t r o d u c t i o n

This  chapter  assesses current  t rave l  markets  for  the  Nor thwest

Terr i tor ies . The Northwest Territories is an immence geographic

a r e a  b o r d e r i n g  o n t h e  Y u k o n , Brit ish Columbia, Alber ta ,

Saskatchewan, Manitoba and Quebec. As illustrated in Figure 2 the

T e r r i t o r i e s  h a v e  b e e n  d i v i d e d  i n t o  5  a d m i n i s t r a t i v e  r e g i o n s  o r

tourism destination zones. Tourism travel and the orientation of

tourism travel varies considerably for each region.

Tourism development is a process of matching available resources

and available markets to maximize derived economic benefits from

touristic activity with m i n i m a l  d i s r u p t i o n  o f  t h e  s o c i a l and

cultural n e t w o r k  o f the local i n h a b i t a n t s  o f  a n a r e a  o r

community.

Markets are a f u n c t i o n  o f  t h e recreational /cult urai/historic

at t ract ions ava i lab le  in  terms of  act iv i t ies a n d  a v a i l a b i l i t y  o f

markets for these opportunit ies. The f irst step then is the need

to  def ine  the  market  as  i t  now ex is ts  and then to  consider  the

trends which have implications for the Northwest Territories.

3.2 M a r k e t  O v e r v i e w

The available data on travel activity to the Northwest Territories

is not as complete or specif ic as would be desirable. However,

some analys is  of  the  current  s i tuat ion is  possib le . The most

complete  and re l iab le  in format ion on tour is t  character is t ics  and

m a r k e t s  t o  t h e  N o r t h w e s t  T e r r i t o r i e s  i s  t h e  1 9 8 2  s u m m e r  e x i t
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s u r v e y . According to  th is  s tudy, 4 4 , 0 0 0  t r a v e l e r s  v i s i t e d  t h e

N o r t h w e s t  T e r r i t o r i e s  d u r i n g  t h e  s u m m e r  o f  1 9 8 2  a n d  s p e n t

approximate ly  $39 mi l l ion. The main mode of travel to the

Northwest  Terr i tor ies  is  by  a i r  wi th  29 ,800  v is i tors  or  67 .7% of

the  tota l  us ing th is  mode. T h i s  i s  n o t  s u r p r i s i n g  g i v e n  t h e

d i s t a n c e  t o  t h e  N o r t h w e s t  T e r r i t o r i e s  f r o m  t h e  m o r e densely

populated areas  of  Canada and the  U.S .  and s ince  most  of  the

N o r t h w e s t  T e r r i t o r i e s  i s  n o n - r o a d  a c c e s s i b l e . T h e  p r i m a r y

destination area is the Fort Smith Region. This is due to the

fact  that  th is  reg ion is  road accessib le ,  is  c losest  to  markets

( A l b e r t a  a n d  B r i t i s h  C o l u m b i a ) a n d  o f f  t h e  L a i r d  H i g h w a y

connection between the MacKenzie and Alaska Highways.

Tourist Markets to N. W.T. and Fort Smith Region

N.W. T. Fort Smith Region

44,000 29,300Number  of  Trave lers

Mode of Travel

● A i r 29,800 19,300
. Road 14,000

Expenditures $39, 112,900 $2’

A l t h o u g h  a t  t h e  t i m e  o f  t h i s  w r i t i n g ,  v i s i t o r  o r i g i n

was not  ava i lab le  for  the  Nor thwest  Terr i tor ies  as  a

following was t h e  d i s t r i b u t i o n  o f  v i s i t o r s  t o  t h e

Region:

0,000

,800,000

information

whole ,  the

F o r t  S m i t h

.—.
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Origin Percent
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Alberta

British Columbia

Ontario

Saskatchewan

Manitoba

Quebec/Maritimes

U s .

Foreign

49%

14%

12%

5%

4’%

4%

9%

2%

Another  traveller survey which was conducted at the 60th Parallel

Visitors Information Centre yielded the following origin ratios of

visitors:

Origin Percent

Alberta 37.7%

British Columbia 12.5%

Ontario/Quebec 9.4%

Saskatchewan/Manitoba 8.9%

Maritimes 1.0%

U s . 20.7%

Foreign 4.8%

I t  s h o u l d  b e  n o t e d  t h a t  t h e  V i s i t o r  I n f o r m a t i o n  C e n t r e  s u r v e y

would  be  more  b iased s ince only  those people  s topping at  the

Centre w e r e  i n t e r v i e w e d  a n d  t h i s  s u r v e y  w o u l d  e x c l u d e  a i r

t r a v e l e r s .

What  th is  data  does indicate  is  the  dominant  importance of  the

Canadian market,  especially Alberta and Brit ish Columbia.

._l–
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Unfor tunate ly , travel market data for the other regions is either

incomplete or e x i s t i n g  d a t a  i s  c o n t r a d i c t o r y . A l t h o u g h  t h e

Canadian market is of considerable importance to the Northwest

Terr i tor ies , its orientation and importance is of less

significance to other regions. The Baffin Region is an example of

th is . A  t r a v e l  s u r v e y f o r  1 9 8 1 - 8 2  i n d i c a t e d  t h a t  t h e  r e g i o n

r e c e i v e d  7 , 0 0 0  e s t i m a t e d  v i s i t o r s  o r  6 . 6 %  o f  all N o r t h w e s t

Terr i tor ies  t rave l  and over  15% of  a l l  non-res ident  t rave l  to  the

Northwest  Terr i tor ies . The market  or ientat ion  of  t rave l  to  the

Baffin Region is as follows:

Origin

Ontario

Quebec
Western Canada

N. W.T.

Total for Canadian Market

U . S . A .

Europe

Other

Percent

25%

10%

10%

15%

G

25%

10%

5%

40%

Total 100%

This travel profile f o r  t h e Baff in region is considerably

d i f ferent  than for  the  Nor thwest  Terr i tor ies . T h e  Baffin r e g i o n

has only  a  smal l  por t ion (5%)  of  res ident  Nor thwest  Terr i tor ies

t rave l . The travel profi le for the Northwest Territories suggests

that the Northwest Territories resident travel accounts for 70% of

a l l  tour ism t rave l  in  the  Northwest  Terr i tor ies . In  the  case  of

the Baffin region it accounts for only 15%. Obviously the lack of

transportation linkages between t h e  Baffin a r e a  a n d  t h e  m o r e

—
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populated southern  Arct ic  area  impact  on res ident  v is i ta t ion  to

the Baffin Region. This region also has a much greater market

or ientat ion towards ontario, Quebec and the United States. As a

result a marketing strategy aimed specifically at Western Canada

to  encourage t rave l  to  the  Nor thwest  Terr i tor ies  would  conf l ic t

with the market origin of travel to the Baffin Region.

This creates a complex situation for the development of a tourism

strategy for the Northwest Territories. The strategy must account

for  the  reg ional d i f f e r e n c e s  p a r t i c u l a r l y  i n  r e g a r d  t o  m a r k e t s

available for tourism development. This  is  par t icu lar ly  the  case

i f  t h e  s t r a t e g y is to result in a better distribution of the

benefits resulting from the d e v e l o p m e n t  o f the Northwest

Territories tourism industry.

Data was not available for the other regions. The Keewatin region

l ike ly  exper iences less  than 1 ,000  v is i tors  a  year . T h e  Inuvik

region, as reported in one study would have less than one-third of

the  v is i ta t ion repor ted for  the  For t  Smith  Region. V e r y  l i k e l y

the  t rave l  market  prof i le  for  the  Inuvik region would be s imi lar

t o  t h a t  o f  t h e  F o r t  S m i t h  R e g i o n . L a s t l y  t h e  C e n t r a l  A r c t i c

Region receives the lowest visitation of all five regions.

According to the 1982 Exit Survey, 35% of the visitors in the Fort

Smith Region come as a result of friends and relatives residing in

the  Nor thwest  Terr i tor ies , 27% were on business and 25% were

at t racted  out  o f  personal  in terest . The 60th  Para l le l  V is i tors

I n f o r m a t i o n  C e n t r e  S u r v e y  s t a t e s  t h a t  3 2 %  w e r e  v i s i t i n g  t o

experience the wilderness, 31.5% were camping, 27.6% wished to do

some fishing, 2 2 . 4 %  w e r e  v i s i t i n g  p a r k s ,  2 1 . 9 %  w e r e  v i s i t i n g

fr iends and re la t ives  and 13 .  7% wanted to  purchase nor thern

crafts.

—

.-.
.1
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W h a t  t h i s  d a t a  s u g g e s t s i s  t h a t  a p p r o x i m a t e l y  t w o - t h i r d s  o f

v is i tors  come to  the  Nor thwest  Terr i tor ies  for  a  vacat ion ( i .e .

v is i t ing f r iends/ re la t ives ,  f ish ing, to experience the wilderness,

etc. ) while about one-third of the visitors come on business.

Twenty-two percent of the Fort Smith Region’s visitors were in the

$20,000 - $29,999 income bracket, another 22% were in the $30,000

- $39,000 bracket, 15% earned $40,000 - $49,999 and 20% earned

$50,000 or more. The average household income per visitor was

$34,500.

Visitors to the Northwest Territories have generally high incomes.

The average household income in Canada was $29,854 in 1982.

.J

Canada Household 1 ncome Group, 1982

,

Income Group % of Households

.,

.

i–

,.—

J

Under $8,000

$ 8,000 - $11,999

$12,000 - $15,999

$16,000 - $19,999

$20,000 - $24,999

$25,000 - $29,999

$30,000 - $ 3 4 , 9 9 9

$35,000 - $44,999

$45,000 and over

10.5%

8.3%

9.2%

8.4%

10.8%

10.6%

9.4%

14.5%

14. 5%

The importance of the Canadian market for the Northwest Terri-

tories is readily apparent . I n  1 9 8 4 , Canadians under took

96,791,000 person-trips domestically. This accounts for over 73%

of al l  touristic activity within Canada. U.S.  res ident  entr ies  to

Canada total led 32,977,759 while 1,887,222 residents from

countries other than the U.S. visited Canada in 1984.

.J
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3.3 Travel  Market  Expendi ture  impact

As noted previously trip expenditure

i s  v e r y  h i g h . T h e  a v e r a g e  t r i p

to the Northwest Territories

expenditure f o r  ali travei,

resident and non-resident,  is $547. The average trip expenditure

for non-resident travei to the Northwest Territories is $886.

Tr ip  expendi ture  a lso var ies wi th in  the  Nor thwest  Terr i tor ies .

Although the Fort Smith Region accounts for 67. 7% of ali

non-res ident  t rave l , t rave l  expendi ture  is l o w e r  t h a n  f o r  o t h e r

destination zones i n  t h e  N o r t h w e s t  T e r r i t o r i e s . T h e  a v e r a g e

non-res ident  t r ip  expendi ture to the Fort Smith area is $752

c o m p a r e d  t o  $ 1 ,  1 3 3  t o  o t h e r  t r a v e l  z o n e s i n  t h e  N o r t h w e s t

Terr i tor ies . This suggests that more remote non-road accessible

zones such as  Baffin Isiand c a n  s u c c e s s f u l l y  p e n e t r a t e  “ h i g h e r

valued” t rave l  markets . I t  would  a iso indicate  that  a t o u r i s m

marketing strategy for the Northwest Territories would be regionai

in nature.

,.
Since the domestic market, and especially the British Columbia and

Alber ta  markets , a r e  o f  p r i m a r y  i m p o r t a n c e  t o  t h e  N o r t h w e s t

Terr i tor ies , an analys is o f  t h e  C a n a d i a n  m a r k e t s , t h e n  U . S .

markets and finaiiy international markets are important.

3.4 C a n a d i a n  M a r k e t s

As was noted eariier, Canadians undertook 96,791,000 person-trips

within Canada. The Canadian Travei Survey estimated that 47,000

person- t r ips  were  under taken to  the  Nor thwest  Terr i tor ies  and

Yukon by Canadians in 1984.

.,—

.
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Volume and

to the Northwest

Origin

British Columbia

Alberta

Ontario

Saskatchewan

Manitoba

Quebec
Other Canada

Total

Origin of Person Trips

Territories and Yukon, 1984

Volume

14,000

25,000

3,000

3,000

1 # 000

1,000
. -

47,000

The vast majority of tr ips taken by Canadians are within Canada.

Roughly 90% of al l  tr ips taken by Canadians are to destinations

within Canada, a further 9% are to destinations in the U.S.A. , and

the balance are overseas. Appended are  t rave l  prof i les  of  the

three most significant C a n a d i a n  m a r k e t s  f o r  t h e  N o r t h w e s t

Terr i tor ies  - - Brit ish Columbia, Alberta and Ontario.

However, Canadians are becoming more demanding in their choice of

destination and thus more demanding in terms of their requirements

in  Canada for  hospi ta l i ty  serv ices , quality accommodation, good

d i n i n g ,  h i g h  q u a l i t y  a t t r a c t i o n s  a n d  r e c r e a t i o n a l  f a c i l i t i e s  a n d

value for money.

I f  t h e  N o r t h w e s t  T e r r i t o r i e s

domestic travel market and to

is to increase its share of the

at t ract  the  U.S .  and in ternat ional

travei market ,  i ts  h is tor ica l , cultural and natural resources have

to be developed and interpreted. Upgrading and new developments

o f  t r a v e i  s u p p o r t  s e r v i c e s w i l l  a i s o  h a v e  t o  o c c u r s u c h  a s

hotels /moteis, restaurants, information services and so forth.



L\
21

The resources within the Fort Smith Region can be developed for

g e n e r a l  t o u r i n g  ( i . e .  s i g h t s e e i n g ,  c a m p i n g ,  f i s h i n g ,  h i s t o r i c a l

interpretation, etc. )  since this region is road accessible. T h e

resources in Inuvik, Keewat in , Central  Arctic and Baffin R e g i o n s

will  have to be developed for the more affluent specialty markets

( i . e . t r o p h y  h u n t i n g , mountain climbing, fishing, adventure /

wilderness tours and canoeing, etc. ) since access to those regions

is primarily by air.

3 .5  Uni ted  Sta tes  Markets

Between 1972 and 1982,  t rave l  by  U.S .  res idents  has  genera l ly

increased both to foreign destinations and to destinations within

the United States. However, travel to Canada has decreased. The

number of U.S. person-visitors entering Canada for one or more

nights decreased from 13,067,000 in 1972 to 10,462,000 in 1982.

The decrease is  due ent i re ly  to  the  drop of  automobi le  t ra f f ic

since trips using non-auto modes grew by 48% from 1, 921, 000 person

t r i p s  i n  1 9 7 2  t o  2 , 8 4 6 , 0 0 0  p e r s o n  t r i p s  i n  1 9 8 2 . T h e  t r e n d

towards less U.S. traffic to Canada seems to have stopped since in

1983 and 1984 U.S. visitor volumes were at approximately the same

levels as in 1982.

T o t a l  r e a l  e x p e n d i t u r e  b y  l o n g - t e r m  U . S .  v i s i t o r s  t o  C a n a d a

decreased 26% between 1972 and 1982. U.S. visitors from 1973 to

1980 increased in  Br i t ish  Columbia  and the  Yukon (27%) ,  whi le

expenditures in Ontario decreased by 12%, B. C. and the Yukon were

relatively less affected by the drop in U.S. auto visits to Canada

while experiencing healthy growth in non-auto travel.
,, —

The most  popular  k inds of  p laces v is i ted  by  U.S.  t rave lers  are

“small  towns”, “big cit ies”, “countryside” and “oceanside” in that

o r d e r . Canada is  par t icu lar ly  s t rong in  the  U.S.  for  “country-

side”, “wilderness areas”, “mountains” and “lakes and streams”.
.J—

—
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According to the U.S. National Survey conducted in 1972 and 1977

certain main shifts which have occurred in the U.S. travel market

m a y  b e  o f  p o t e n t i a l  b e n e f i t  t o  t h e  N o r t h w e s t  T e r r i t o r i e s  e v e n

though tota l  U .S . visitations to Canada have declined since 1972.

.

.

.

The number of mass mode trips increased by 317.

Travel  or ig inat ion, in  a l l  reg ions of  the  U.  S . ,  increased wi th
the exception of New England.

There has been a 10% decrease in the number of tr ips of 3 or
more persons, while 1 and 2 party sizes showed growth.

T h e  f o l l o w i n g  t a b l e  s h o w s  t h e  o r i g i n  o f  U . S .  p e r s o n - t r i p s ,  b y

region of  res idence enter ing Canada and stay ing one or  more

nights.

The main U.S. markets continue to be the Middle Atlantic and the

East North Central  Region. Although these two regions are two of

the main sources of Canada’s sources of overnight visitors from

the U. S., visitations from the South Atlantic,  West South Central

and Mountain Regions of the U.S. have increased

table i l lustrates.

As the analysis of potential  travelers to Canada

o f  o r i g i n indicates, t h e  m a i n potential for

as the following

b y  U . S .  r e g i o n

the Northwest

Terr i tor ies  is  in  the  Nor th  West  and South  West  Regions of  the

U * S . These regions h a v e  a  b e t t e r  a p p r e c i a t i o n  o f  C a n a d a ’ s

wilderness and are more l ikely to spend time in the countryside

and wilderness areas.

What  is  requi red in  the  U.S. market place is a market segment

specific promotional approach. It has to be directed at the

“wilderness” and “adventure” oriented market promoting specific

a c t i v i t i e s  s u c h  a s  t r o p h y  h u n t i n g ,  t r o p h y  f i s h i n g ,  j e t  b o a t i n g ,

h ik ing, wilderness canoeing, etc. combined with qual i ty

accommodate ion, outstanding scenery and value for money.



Person Visits

Region of Residence

. New England

● Middle Atlantic

● South Atlantic

● East North Central

. West North Central

. East South Central

● West South Central

● Mountain

● Pacific

. Other States

., #

U.S. Residents Entering Canada and Staying One or More Nights

1972 1977 1982 % Change % Change
(000’s) [000’s) (000’s) ( 7 7  -  8 2 ) (72 -  82 )

13,067 11,451 10,462 -  9% -20%

1,751

3,319

614

3,711

1, 150

91

183

340

1,829

78

1,502

2,662

664

3,261

1, 162

93

138

388

1,485

90

1,161

2,375

712

2,835

1,078

73

209

324

1,528

167

-23%

-11%

7%

-13%

-  7%

-22%

51%

-16%

3%

86%

-34%

-28%

16%

-24%

- 6%

-20%

14%

5%

-16%

114%

Source: Travel between Canada and other countries, Statistics Canada Catalogue 66-201.
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A tourism strategy that addresses the North West U.S. would be of

p a r t i c u l a r  b e n e f i t  t o  t h e  Baffin R e g i o n . P r e v i o u s l y  i t  w a s

indicated that the U.S. was one of Baffin’s largest  markets ,  equal

in  s ize  to  the  ent i re  Ontar io  market ,  account ing for  25% of  a l l

tourism travel in the region.

3 .6  In ternat ional  Markets

Overnight  v is i tors f r o m  f o r e i g n  c o u n t r i e s  o t h e r  t h a n  t h e  U . S .

represent  13% of  the  to ta l  and account  for  about  a  quar ter  o f

Canada’s tourism receipts. The number of visitors from countries

other than the U.S. has more than doubled between 1972 and 1984.

Europe remains the prime source of overseas visitors to Canada

although visitors from S o u t h  A m e r i c a and Asia are also

increasing.

UNITED KINGDOM

I t is dominated by members of the older life-cycle group and those

vis i t ing f r iends/ re la t ives  for  a  hol iday. Although Canada has a

v e r y  p o s i t i v e  i m a g e  f o r  a  p a r t i c u l a r  t y p e  o f  “ o u t d o o r  a c t i v i t y

based” holiday, but an image which is of l imited relevance to the

current target market, which is dominated by the older l i fe-cycle

group.

FRANCE

French regard for Canada is lacking a distinct cultural and human

i m a g e  - -  i . e . i t  i s  o f t e n  r e g a r d e d  a s insuf f ic ient ly  fore ign,

insuf f ic ient ly  d i f ferent  f rom that  o f  France. Canada’s natural
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advantages such as landscape are not considered unique in France

and that other destinations, such as the U. S., Mexico, Brazil, can

compete with Canada in this respect.

F i n a l l y ,  C a n a d a  i s  p e r c e i v e d  a s  a  r a t h e r  e x p e n s i v e  c o u n t r y

compared with other destinations.

WEST GERMANY

Canada is associated as a country having original and primeval

features. This “original” attribute is based not only on the fact

that  Canada’s  wi lderness is  s t i l l  in tact ,  but  a lso  that  i t  o f fers

primeval woods and unspoiled lakes. It is also based on something

unknown and unexperienced in Germany: * immense vastness.
1+S

The pr imeval f e a t u r e s  o f  t h e  c o u n t r y ,  i t s  n a t u r a l  b e a u t y  a n d

vastness are d e s c r i b e d  a s being the most attractive

characteristics of Canada as a holiday. The fo l lowing features

are generally attr ibuted

. outstanding scenery

● plenty of room to get

. a quiet and unspoiled

. lots of wildlife

to Canada:

away from the

atmosphere

. a country which you can tour easily

JAPAN

crowds

The Japanese i n t e r - c o n t i n e n t a l  m a r k e t  e x h i b i t s  s t r o n g  c h a r a c -

t e r i s t i c s  t h a t  r e l a t e  t o  p e r s o n a l  s a f e t y  a n d  s e c u r i t y  a n d  t o

—
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convenience. Of  the  top 12  i tems considered essent ia l  for  the

selection of a holiday destination, seven re la te  to  secur i ty  and

convenience, t w o  r e l a t e  t o  p r i c e , one specifies outstanding

scenery, one the quantity and quality of lodging and the final one

to information.

Canada is seen, in  the  Japanese market ,  as  hav ing outstanding

scenery, lots of wildlife, plenty of outdoor activit ies and winter

sports, and a green landscape with many lakes. Canada is not seen

as a place for food, shopping,  n ight l i fe  and having cul tura l  and

historic interests. Essential ly,  Canada is seen as providing good

opportunities for a variety of outdoor activities.

Based on the above, West Germany and Japan would seem to hold the

best  long-haul tourism potential t o  t h e  N o r t h w e s t  T e r r i t o r i e s .

The overseas tour is t ’s  expectat ion for  a  hol iday  in  outstanding

scenery and unspoiled nature would be more than fulf i l led in the

Northwest Territories.

However, tourists from Europe and Japan are security conscious and

seem to be frightened of the vast and immense landscape of Canada.

They need to  be  assured,  through adver t is ing,  o f  the  safe ty  of

touring a vast and immense landscape.

Secondly, both Europeans and Japanese demand quality accommodation

and d in ing exper ience combined wi th  the i r  tour ing and outdoor

recreational activit ies. I n  o r d e r  t o  m e e t  t h i s  e x p e c t a t i o n  t h e

N o r t h w e s t  T e r r i t o r i e s  w o u l d h a v e  t o upgrade its existing

accommodations and food services.

—
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3 . 7  S u m m a r y
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I n  s u m m a r y  t h e  N o r t h w e s t  T e r r i t o r i e s ’  o w n  r e s i d e n t  m a r k e t  i s

currently the largest travel market for the Northwest Territories.

I t  a c c o u n t s  f o r  7 0 %  o f  a l l  t o u r i s m  t r a v e l  i n  t h e  N o r t h w e s t

T e r r i t o r i e s .  H o w e v e r , the resident market would only account for

30% of al l  travel expenditure to and in the Northwest Territories.

T h e  n o n - r e s i d e n t  m a r k e t , i n  t e r m s  o f  t h e  v a l u e  o f  t o u r i s m

expendi ture  to  the  Nor thwest  Terr i tor ies ’  economy is  the  most

important. [n 1982 it  was estimated that the non-resident market

for the Northwest Territories was 44,000 visitors. The Fort  Smith

r e g i o n  a c c o u n t e d  f o r  6 5 .  9 %  o f  all n o n - r e s i d e n t  t r a v e l  t o  t h e

Northwest Territories. The primary mode of transportation is air

travel,  accounting for 67.7% of al l  travel.

Although the Fort Smith Region accounts for a signif icant portion

o f  t h e  N o r t h w e s t  T e r r i t o r i e s ’ non-res ident  t rave l  v is i ta t ion , it

a c c o u n t s  f o r  l e s s t h a n  h a l f  ( 4 3 . 6 % )  o f  n o n - r e s i d e n t  t r a v e l

expend iture.’ This suggests that other regions in the Northwest

Terr i tor ies are experiencing much “higher valued” t rave l

visitation from non-residents. This  would  create  an opportuni ty

to develop tourism in more remote, non-road accessible areas of

the Arctic. The strategy here would not be based on volume but

moreso  on expendi ture  impact  of  lower  v is i ta t ion f rom specia l ty ,

higher valued tourism markets.

The market origin of Northwest Territories’ travel markets has a

decidedly different orientation where comparing t rave l

destinations within the Northwest Territories.
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Non-Resident Travel Market O r i g i n s

Fort Smith Baffin isiand
Western Arctic Eastern Arctic

Alber ta 49% Ontario 29%

B . C . 14% U . S . A . 29%

Ontario 12% Quebec 12%

Saskatchewan 5% Western Canada 12%

Manitoba 4% Europe 12%

Quebec 4%

U s . 9%

Foreign 2%

F o r  t h e  t e r r i t o r i e s  a s  a  w h o l e ,  A l b e r t a ,  B r i t i s h  C o l u m b i a  a n d

Ontario would

visitation wil l

beneficiary of

be the most important travel markets. Increasing

have to come from these key markets. The prime

this would principally be the Fort Smith area and

to a lesser extent Inuvik and the Central  Arctic.

A  d i f ferent  s t ra tegy would  be  requi red  for  the  Eastern  Arct ic .

Here  in ternat ionai  markets , O n t a r i o  a n d  Q u e b e c  w o u l d  b e  t h e

principal market considerations in the development of a marketing

st ra tegy . However, some of these markets demand a high quality of

accommodat ion to  match wi lderness or  adventure  t rave l . As a

result facil i ty development would be required for greater market

penetration.

.—

—
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4.0 TOURISM PRODUCTS A N D  R E S O U R C E S

‘–

>.

This chapter reviews the resource strengths and major opportunities for

development in each of the Northwest Territories’ travel zones. It is

based on a review of several planning and tourism studies carried out

over the last f ive years. We have summarized the resource strengths

and major market opportunities for each region.

4.1 Keewatin. R e g i o n

Resource Strengths

. The region is strategically well  located with travel connections
to the east,  west, north and south (Accessible Arctic)

. The region is close to and accessible from an established desti-
nation, Churchill ,  Manitoba

. There  is  a  re la t ive ly  h igh degree  of  pr ivate  sector  business
development particularly in the larger communities

. The current image for the Keewatin is as a fishing destination

. There are a number of major rivers f lowing through the region
offering opportunities for canoeing and other r iver -based
activit ies.

. T h e  c o n t e m p o r a r y  lnuit cu l ture  wi th  t races  of  the  t rad i t iona l
culture is highly visible throughout the region.

. There  are  severa l  outstanding scenic  resources inc luding nor -
thern Southampton Island, Wager Bay, Lyon Inlet and the north-
west corner of Coats Island.

. There  are  a  number  of  s igni f icant  tour ism dest inat ions in  the
hinterland areas outside the communities including Wager Bay,
TheIon Game Sanctuary, Coats Island, northern Southampton Island
and the inland tundra (Barrenlands).

,—

.—
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Major Market Opportunities

.-

.  Sport  F ishing/Hunt ing

. Creation of Thematic Naturalist Lodges

. Photographic Safari

. Adventure  Trave l

. Ar t /Cul tura l /H is tor ic  Tours

4.2 C e n t r a l  A r c t i c  R e g i o n

Resource Strengths

. Big Game Sport Hunting

. GJOA Haven Fishing described in “Field and Stream” Magazine

. a relatively high degree of fixed-roof accommodation, community
services and attractions

. Bathurst Inlet Lodge internationally recognized

. Quality historic resources

. A c c e s s  t o  Inuit l i f e s t y l e ,  a r c t i c  w i l d e r n e s s  e x p e r i e n c e  a n d
nature tours

. Coppermine River is easily accessible from Yellowknife

Major Market Opportunities

. Model Vil lage construction and reconstruction of Historic Sites
(Holman, Cambr idge Bay,  Spence Bay,  GJOA Haven,  Pelly Bay)

● Big Game Hunts (Holman)

● Nature and Fishing Tours

● Historic Tour Development
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4 .3  Baffin R e g i o n

,.

Resource Strengths

. Excellent wildlife resources are accessible

. Thule cultural examples and historic sites

. availabil i ty of traditional Inuit arts and crafts

. availability of several quality fishing camps

. access to major eastern tour ism markets  (Montrea l ,  Toronto ,
Eastern and Central  U.S.A. )

● access to Central Canada (Winnipeg) via Hudson Bay

Major Market Opportunities

. Interpretive Boat Tours through Hudson Bay and Arctic Waters

. Common marketing of fishing opportunities

. Establishment of better tourism infrastructure in Frobisher Bay
area

..—
. Adventure and cultural interpretive tours

. Development of a world class resort at Pangnirtung

4.4  For t  Smith  Region

Resource Strengths

. MacKenzie Highway Corridor and related infrastructure (bus, car
rentals, etc. )

. Potential high level of historic/interpretive resources

. Natura l  a t t ract ions (Hay River  Gorge,  Louise ,  A lexandra  Fa l ls ,
Great Slave Lake, Whittacker Fails,  Blackstone River)

-.

J

. “events”  attractions near Hay River, Rae,  Edzo
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●

✎

✎

Wood Buffalo and Nahanni Parks

Accessibility to Alaska travel market

Yellowknife is  major  a i r / road dest inat ion in  NWT. T h u s  i t  i s
the major tourism generator in the Territories

The largest  spor t  f ish ing lodges in  the  Nor thwest  Terr i tor ies
are located on Great Slave and Great Bear Lakes

Excellent air charter services

Major Market Opportunities

●

●

✎

✎

✎

●

✎

●

✎

✎

●

✎

✎

●.—

,—

. .—

expansion and awareness for tourism to the area

analysis and implementation of training strategy

develop travel information services, signage along the MacKenzie
Corridor

renovate and establish fixed-roof accommodation and food service
facilities

developments to enhance interpretation of tradit ional Dene way
of life

sport fishing potential

naturalist experiences
climbing, photography

in the Rae, Edzo area

s u c h  a s  orthinology, h i k i n g ,  m o u n t a i n

historic site and museum establishment

bus and club van tours on highway corridor

expansion and development of craft shops

support  for specia l  events  to  promote  domest ica l ly  generated
travel

establ ish ing of  communi ty  spor ts  fac i l i ty  for  ter r i tor ia l  tour -
naments and the like

campground/park development along corridor.

Heritage Preservation and development of “old town” in Yellow-
kni fe

.
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4 . 5  Inuvik R e g i o n

Resource Strengths

. Wildlife species for sport hunting

. Sport Fishing opportunities

. Bird Species are abundant

. Dempster Highway provides access to wilderness experiences, his-
torical sites, learning/obscure experiences

● Campbel l  H i l ls /Lake Park  fac i l i ty  has  potent ia l  to  a t t ract  both
domestic and non-domestic tourists and resident vacation users

Major Market Opportunities

.

.

.

.

.

.

●

●

●

●

●

Develop sport hunting for DalI ’s sheep, caribou, moose, bear in
MacKenzie River area

Develop facilities

Develop outfi t ter

Opportuni ty  for
potentiai

TJ,j,  # f #“

for &m=wwr ground caribou hunting camps

opportunities for hunting and fishing

cross  cul tura l  in terpret ive

Lodge/ Camp development

Natura l is t  exper iences such as  s ightsee ing
safari package tours

Tourism information and interpretive centres

Campground and park facilities deveioped

Ramparts  Hotei facility expansion

Country Signage Program

contact  tours  has

Hospitality and Community Awareness Programs

and photographic
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The Northwest Territories has a diverse product and resource base.

In many instances the resource base is outstanding. However, this

has largely not been matched by tourism facil i ty development. T o

pursue most of the market opportunity outl ined, it  would require

considerable tourism infrastructure investment.

,

.:—

, —.

,—
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5.0  CONSTRAINTS AND OPPORTUNITIES FOR INDUSTRY DEVELOPMENT

Like  every  t rave l  dest inat ion , the  Nor thwest  Terr i tor ies  is  faced wi th

both constraints and opportunities in developing its tourism industry.

In  th is  chapter , we summarize the key constraints and opportunities

associated with the present Northwest Territories’ tourism industry.

5 . 1  C o n s t r a i n t s

1. Tourism Travel in the Northwest Territories is Seasonal

T h e  N o r t h w e s t  T e r r i t o r i e s  r e c e i v e s  7 5 . 0 %  o f  i t s  t o u r i s m

vis i ta t ion  dur ing the  second and th i rd  quar ters  of  the  year .

Co~aratively, t h e s e  t w o  q u a r t e r s  a c c o u n t  f o r  6 3 %  o f  t h e

average of al l  Canadian travel.

Travel  by Travel to
Canadians Northwest

1981 Terr i tor ies
1981-82

1st Quar ter  (Winter ) 17% 7.5%

2nd Quarter  (Spr ing) 21% 30.0%

3rd Quarter (Summer) 42% 45.0%

4th Quarter (Fall) 40% 17.5%

A l t h o u g h  seasonality is a c o n s t r a i n t  t o  a c h i e v i n g  y e a r  r o u n d

income and employment in the industry, it is also a constraint

for the Canadian industry as a whole. Compared to the Cana-

d ian t rave l  prof i le  i t  is  rea l ly  the  winter  season where  t ra -

vel is extremely low in the Northwest Territories ( 17% Canada

v s .  7 . 5 %  NWT), This  constra int  could  be  minimized by the

development of winter events and attractions and conventions/

business meetings for the resident market.
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2. NWT Residents are not Effectively Participating in the
Existing NWT Tourism Industry

As identif ied by the Department of Economic Development and

Tourism, much of the Northwest Territories’ tourism industry

is  operated by  persons res id ing outs ide  the  Terr i tor ies  and

often staffed by southerners.

The lodges, airl ines, large hotels and package tours are as a

ru le  owned by large-scale  operators ,  many of  whom res ide

outside the Northwest Territories. They’ re  f requent ly  s ta f fed

from outside the NWT;  of the 175 person years of employment

created by f ishing lodges in 1980, 94 were f i l led by southern

sta f f .

3. The Northwest Territories Does Not Have a SkilIed
Resident Labour Supply

Related to the above constraint one of the principal reasons

NWT res idents , par t icu lar ly  Nat ives , h a v e  n o t  h a d  g r e a t e r

Iabour f o r c e  p a r t i c i p a t i o n  i n  t h e  i n d u s t r y  i s  a  l a c k  o f

hospitality and tourism training. There has been virtually no

skil l  development for residents who wish to participate or are

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

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

hospitality training or tourism awareness programs. There are

no tour ism fac i l i ty  management  or  cooking courses of fered

through existing post-secondary education systems.

—

4. The Existing Industry is Largely Concentrated in
the Fort Smith Region

A s  indicated in  our  market  chapter ,  the  For t  Smith  Region

accounts for the vast m a j o r i t y  o f t rave l and t rave l

.
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expenditure in the NWT. It is also concentrated in and around

major communities. There is also a good deal of non-community

based lodge activity. Approximately 50 smaller NWT c o m m u n i -

t ies  are  not  involved in  the  industry  a t  a l l . As  a  resul t  i t

is  d i f f icu l t  to  se l l  the  mer i ts  of  tour ism development  as  an

industry that al l  residents in the Northwest Territories could

participate in. One of  the  or ig ina l  in tents  of  developing a

tourist industry for the Northwest Territories was the benefit

it  would hold for small communities throughout the Northwest

Terr i tor ies .

5. Lack of Tourism Industry Awareness

Most people in N W T  communi t ies  don’ t  fu l ly  understand the

tourism industry. They don’t know what tourists want, or how

much tour is ts  are  prepared to  spend for  var ious serv ices .

Most communities do not have the basic plant and resources to

cater  to  tour is ts , a n d  t h e  p o t e n t i a l  a t t r a c t i o n s . Several

communities would require physical improvements in addition to

v is i tor  fac i l i t ies  and serv ices . Local  people  s imply  do not

k n o w  w h e t h e r ,  o r  h o w , to  take  advantage of  loca l  tour ism

opportunities. F o r  t h o s e  c o m m u n i t y  r e s i d e n t s  w h o  h a v e

demonstrated an interest in the industry, the path is often a

rocky one. T h e y  u s u a l l y  l a c k  a d e q u a t e  s t a r t - u p  c a p i t a l .

Should they overcome this obstacle and start-up a community-

based tourism enterprise, they  l ike ly  wi l l  not  have adequate

p r o m o t i o n a l  e x p e r t i s e  a n d  s o u t h e r n  m a r k e t  c o n n e c t i o n s  t o

ensure the success of their venture.

6. Lack of a Tourism Destination Image

Unlike the Yukon, the NWT does not have a tourism destination

image. 1 t  is perceived principally as an immense northern

geographical area. In comparison to the Yukon, the NWT is
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perceived not to be rich in historic resources such as a gold

rush that can play an important role in shaping a destination

image for tourism.

Only until  recently has the Government of the Northwest Ter-

ritories begun to address the problem of image. The image is

based upon varied tourism experiences that would be obtained

in the f ive regions.

7 . Lack of Industry Organization

Only  wi th in  the  last  few years  has  an industry  organizat ion

s t r u c t u r e  b e g u n  t o  d e v e l o p  i n t h e  N o r t h w e s t  T e r r i t o r i e s .

Other  provinces have st rong tour ism organizat ions involv ing

all segments of the industry.

8. Lack of Developed Transportation Systems

The Northwest  Terr i tor ies  is  not  l inked together  by  a  road

system that  could  foster  in t ra  ter r i tor ia l  t rave l . Linkages

t o  s o u t h e r n  m a r k e t s  b y  r o a d  o c c u r  e n t i r e l y  i n  t h e  F o r t

Smith-l  nuvik Regions. E v e n t u a l l y  t h e r e  w i l l  b e  a  f u l l y

developed highway corridor,  along the MacKenzie valley. Both

regions are accessible to the Yukon by road --  the Dempster

Highway l inks  Inuvik with the Yukon and Fort Smith is l inked

to Watson Lake.

T h e  C a n a d i a n  t r a v e l  m a r k e t  i s  l a r g e l y  c h a r a c t e r i z e d  a s  a

“rubber t ire” market. The automobile is the predominant mode

of tourism travel accounting for 62% of al l  travel in Canada.

.

.
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As a  resul t  i t  is  not  surpr is ing that  the  For t  Smith  Region

accounts  for the vast majority of travel to the N W T .

T h e  l a c k  o f  r o a d  t r a v e l  c o r r i d o r s  t o  o t h e r  r e g i o n s  i s  a

serious constraint to tourism development. Both travel cost

and travel access would narrow the range of tourism market

o p p o r t u n i t y  t o  h i g h e r  i n c o m e  g r o u p s  l o o k i n g  f o r  u n i q u e

vacation/pleasure experiences.

5 .2  Opportuni t ies

1. The NWT Has a Number of World Class Resources with
Strong Appeal to International Markets

There are several outstanding scenic resources throughout the

N o r t h w e s t  T e r r i t o r i e s . This includes major r ivers for

c a n o e i n g  a n d  r i v e r  r a f t i n g , t u n d r a  t o u r s  a n d  t w o  o f  t h e

largest inland water bodies in Canada. Lodge facil i t ies such

as the  Bathurst  In le t  Lodge are  in ternat ional ly  recognized.

I t  is  one of  the  wor ld ’s  last  unspoi led  areas wi th  consider -

a b l e  i n t e r e s t  f o r  n a t u r a l i s t  t o u r s . T h e  r a n g e  o f  s p o r t

hunting a n d  f i s h i n g opportunities is extensive including

Dal I’s sheep, caribou, moose, bear and arctic char.

2. Developing Road Transportation Systems are Resulting
in Greater Auto Travel Potential

Par t icu lar ly  in  the  For t  Smith  area ,  the  development  of  the

MacKenzie Highway corridor has greatly enhanced the accessibi-

l i ty of destination attractions such as Nahanni National Park.

Road Improvements will improve opportunities for higher volume

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

quality fixed roof accommodate ion.

. .

. . . . . . . . . . .-,
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in the Inuvik R e g i o n , the Dempster Highway can provide road

access to a number of attractions and experiences. Eventually

the Inuvik and Fort Smith Regions will be linked by a road all

the way from Nahanni to Inuvik.

3. Development Opportunities are Both Varied and Diverse
Throughout the Northwest Territories, Allowing for
Potential D istribut ion of Tourism Development Throughout
the Northwest Territories

The Northwest Territories has an enormous land and resource

b a s e  w i t h distinctive variation throughout the various

regions. The Eastern Arctic (Baffin/Keewatin)  has a different

market orientation than the Western Arctic.

In the Eastern Arctic market penetration has been strong in

internat ional  markets  and Eastern Canada. I t  h a s  b e e n

reasonably  successfu l  in  the  development  of  h igher  va lued

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

markets. A l t h o u g h  t r a v e l  v o l u m e s  h a s  b e e n  l o w , t r i p

expenditure has been high.

The Western Arctic has a strong orientation to resident travel

markets and to Western Canadian markets (primarily Alberta and

British Columbia) . There  are  developing opportuni t ies  for

high volume, lower tr ip expenditure travel markets.

4. In the Past Five Years the Northwest Territories Has
Undertaken Considerable Tourism Planning and Industry
Organization in Support of Tourism Destination Development

In 1980 a Tourism Sub-Agreement for the Northwest Territories

w o u l d  h a v e  h a d  l i t t l e  r e l e v a n c e . A t  t h a t  t i m e , although

tourism was recognized as being important to the NWT economy,
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v e r y  l i t t l e  t h o u g h t  h a d  b e e n  g i v e n  t o  h o w  t o  d e v e l o p  t h e

industry. Since that t ime travel zones and organizations have

been established. Further a consensus emerged as to how the

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

Tourism plans identifying resource strengths and opportunity

h a v e  b e e n  c a r r i e d  o u t  f o r  m o s t  r e g i o n s . F a c i l i t y  a n d

inf rast ructure  development  in  support  o f  the  industry  have

been identif ied.

Given the  p lanning and organizat ional  work  that  has  been

carried out over the last 5 years the Northwest Territories is

now in a position to consider the implementation of specific

industry development init iatives.

5. An Opportunity Exists to Develop a Distinctive
Travel Image in the Northwest Territories

If  one was to develop a rating system for travel destinations

in  Canada f rom immature  to  developing,  to  developed and

finally to declining, the  Northwest  Terr i tor ies  would  large ly

be described as an immature travel destination. F igure  3  is

t a k e n  f r o m  t h e  M i n i s t r y  o f  S t a t e ’ s  T o u r i s m  T o m m o r r o w

discussion paper. Dest inat ion  zones such as  Nahanni  and

B a f f i n  I s l a n d  o f f e r  t h e  p o t e n t i a l  a s  u n i q u e  o r  w o r l d  c l a s s

tourism products. H o w e v e r  i n t h e i r  p r e s e n t  s t a t e  o f

development they lack the infrastructure, access and support

services for major development.

The Northwest Territories is sti l l  a relatively unknown travel

product . However, a n  o p p o r t u n i t y exists t o  d e v e l o p  a

dis t inct ive  theme for  the  Nor thwest  Terr i tor ies  based on an

interpretation o f  C a n a d a ’ s  F r o n t i e r Nor th . Distinctive

interpretive themes could be developed for each of the travel

or  reg ional  zones but  l inked to  a  s t rong Canadian Front ier

North adventure/interpretive market concept.

.

,- .



43

. .

,–

.,—

1-

FIGURE 3

Selected Examples of Canadian Tourist Destinations, by Calibre

and Stage of Development

INMATURE DEVELOPING DEVELOPED DECLINING

Category L‘ Anse-aux-Neadows Louisbourg Montreal Laurent ians
A K luane B. C. Rocky Mtna. Vancouver Niagara Falls

Baffitiangnirtung Churchill Toronto
Western Arctic Northern Manitoba Whistler
Nahanni Northern Saskatchewan 3asper

Quebec City
Banff
Ottawa

Category Big River Stratford Peggy’s Cove Muskoka
B Terra Nova St. John’s Calgary Gaapesie

Gros Morne 1000 Islands Edmonton Miramichi  Fishing
Northern Alberta Windsor/Pt. ?elee Victoria

Okanagan Ski P.E.1.
Winnipeg Cabot Trail
Collingwood Halifax
Midland
Magnetic Hill
Eastern Townshipa
Riding Mtn. Ntl. Park
Dawson City
Whitehorse/Carcroas
Gull Harbour Area

Catfgory East Coast N.B. Sault St. Marie
Beaches Eaatem  Precambrian

Transitional* Regina
Orillia
Annapolis Valley
Yellowknife
Corner Brook
King’s Landing
Sask.  River Heritage Area
Lunenburg
Lake Winnipeg Beaches
Charlevoix

Source: Tourism Tomorrow, Published by Ministry of State (Tourism), Towards a Canadian Tourism Strategy.
,—

r CA1t.WA -- a uniaue or suDerlor w o r l d - c l aaa tourism groduct Sbl e to draw vlsltors from around the world.
CATEGORY B - a quality tourism product cQqIetitive with similar major products throughout North American

markets.
CATEGORY C- taurlam  products cwpetitive within Canada end able to attract md  accommodate touriata from

neiqhbourinq provinces  md atatee.
IMMATURE -  Droduct  la primitive; l a c k s  i n f r a s t r u c t u r e ,  acceas, servlcea md sccommadatlon. I t requires

&jor development.
DEVELOPING - product has been adequately developed, but mcillary visitor services are required.

.2 DEVELOPED - product ,  infrastructure  md mcillary services are fully developed, but maintenance, moderni-
zation and ~qrading are required.

DECLINING - product ,  infrastructure  md services have ckteriorated &e to lack of maintenance or a
fa i lure  to  address  &anqinq  mmrket raquirementa.  M a j o r  r e v i t a l i z a t i o n  is required.,
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6.0 GOALS AND OBJECTIVES FOR TOURISM DEVELOPMENT IN THE
NORTHWEST TERRITORIES

The following three basic goals and objectives have been def ined for

tourism development in the Northwest Territories.

GOAL #1 - T o  o p t i m i z e t h e  c o n t r i b u t i o n  o f  t o u r i s m  t o  t h e
economic development o f  t h e  N o r t h w e s t  T e r r i t o r i e s
through increasing:

. employment opportunities i n  t o u r i s m  f o r  n o r t h e r n
residents

. t h e  n u m b e r of  ent repreneur ia l opportunities in
tour ism as w e l l  a s  t o  i n c r e a s e  n o r t h e r n equi ty
participation in the tourism industry

. the prominence of the travel industry in the NWT.

● the diversity and stabil ity of community economies
through tourism.

Objectives:

. to increase the number of visitors to the Northwest
Terr i tor ies

. to increase the average length of stay in the North-
west Territories

. to  expand the  t rave l  season so that  tour ism is  a
year - round industry

. to increase per capita traveller expendi tures

. to maintain the integrity of the natural environment
t h r o u g h  t h e  c o n c e n t r a t i o n  o f  r e l a t i v e l y  i n t e n s i v e
developments in existing centres.

GOAL #2 - T o  d e v e l o p  a n d  m a i n t a i n  a  “ h e a l t h yo$ a n d  p r o f i t a b l e
tourism industry in the Northwest Territories through:

. increasing the e f f i c i e n c y  o f individual tour is t
operations

.—

.

.-i
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.  i n c r e a s i n g  c o o p e r a t i o n  amont  a l l  segments  of  the
tour ism/ t rave l  industry .

.  promot ing rat ional  growth of  the  tour ism industry
whi le  expanding the  Northwest  Terr i tor ies ’  compe-
t i t ive  advantages w i t h  o t h e r  t o u r i s m  d e s t i n a t i o n
areas.

Objectives:

. to increase supply and improve and upgrade existing
travel/recreation opportunities

● t o  d e v e l o p  a n  i n t e g r a t e d  s y s t e m  o f  f a c i l i t i e s ,  a t -
tractions “and events

● to develop and promote those
torical, cul tura l , industrial)
have national or international

features  (natura l ,  his-
which are  unique and
appeal.

Goal #3 - To improve socia l  condi t ions in  the  Northwest  Terr i -
tories through tourism through:

. increasing supply and v a r i e t y  o f recreational/
tourism opportunities and services in the Northwest
Terr i tor ies , a v a i l a b l e  t o residents and visitors
alike

. improving the communities

Objectives:

. to  s t imulate  pr ide  in  the
culture through tourism

for visitors and residents

“Nor thern  Her i tage”  and

. to maintain and enhance the cultures of the Indian
a n d  Inuit p o p u l a t i o n  o f  t h e  N .  W.T. t h r o u g h  t h e
development of cultural attractions and events.
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7 . 0  A  T O U R I S M  S T R A T E G Y

In 1983, the essence of

FOR THE NORTHWEST TERRITORIES

a Northwest  Terr i tor ies  Tour ism Stra tegy was

prepared. There are two major themes to that strategy:

1. That tourism development be community-based

2 . That tourism development be spread throughout the NWT.

Essent ia l ly  the  Northwest  Terr i tor ies  sees l i t t le  benef i t  in  developing

its tourism industry unless it  can bring benefits in the form of income

and employment opportunity to its residents. The mechanism to achieve

this is basing tourism development in or near existing communities.

Principles

The principles upon which the Northwest Territories’ tourism strategy

is  based resul ted  f rom a  rev iew of  government  pol ic ies ,  repor ts  and

studies, an assessment of the existing industry and resident workshops.

These principles include:

1. Tour ism is  a  des i rable  industry  for  the  Northwest  Terr i tor ies  and

the benefits of tourism should be

west Territories and not to just a

2. Tourism, however, should only be

dispersed throughout the North-

few centres.

encouraged and promoted in those

communities/settlements w h i c h  a r e ready a n d / o r willing to be

involved in the industry.

3. Tourism should be primarily a private sector industry. The private

sector  should  take  the  lead in  developing v iable  operat ions wi th

the  government i n v o l v e d  i n  t h e  p r o v i s i o n  o f  s u p p o r t  s e r v i c e s

(roads,  a i rpor ts ,  research, genera l  in format ion d ist r ibut ion) .  I  n

the short term, however, government will need to provide incentives

to encourage interest in tourism development.



t m

47

.,

.1

.,

4 . T h e  t o u r i s m  i n d u s t r y  s h o u l d  o p e r a t e u n d e r  t h e  f r e e  e n t e r p r i s e

system, allowing good operations to succeed and poor ones to fail.

5. I t  i s  d e s i r a b l e  t o  i n c r e a s e  t h e  o v e r a l l  n u m b e r  o f  v i s i t o r s  t o  t h e

Northwest Territories.

6. It is desirable to attract new and different types of markets.

7. Tourism i n  t h e  N o r t h w e s t  T e r r i t o r i e s s h o u l d  b e  a  y e a r round

industry, not just a seasonal one.

8. L a r g e  v o l u m e s  o f  v i s i t o r s  a t  o n e  t i m e ,  i n  o n e  l o c a t i o n ,  a r e  n o t

desi rable  in  most  of  the  communi t ies  (except  Yellowknife, Inuvik,

Hay River, Fort Smith, and Frobisher Bay where visitors are more

easily absorbed into the population).

9 . Tourism development should build on the unique resources (natural,

cultural and historical) and minimize negative social and

environmental impacts.

10. I t  i s  d e s i r a b l e  t o  h a v e  r e s i d e n t s  o f  t h e  N o r t h w e s t  T e r r i t o r i e s

(including Dene, Inuit and White) involved in the different facets

of the tourism industry.

J

—.
J

—

.

1

—

-i ‘“
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8.0  PROGRAM REQUIREMENTS IN SUPPORT OF STRATEGY IMPLEMENTATION

T h e  N o r t h w e s t  T e r r i t o r i e s ’  t o u r i s m  i n d u s t r y  i s  n o t  a  m a t u r e  o n e ,

compared to southern tourism destinations. Development of a viable

t o u r i s m  i n d u s t r y  f o r  t h e  N o r t h w e s t  T e r r i t o r i e s  w i l l  b e  a  l o n g  t e r m

process. Much of the industry planning and development work carried

out  to  date  has  been large ly  unstructured. This  is  not  to  say  that

there are no established destination areas in the Northwest Territories

or that facil i ty investments are not being made. Rather  a  s t ructured

development approach involving industry, government and communities is

st i l l  la rge ly  conceptual o r  a t  t h e  p l a n n i n g  p h a s e . M o s t  o f  t h e

documents, s t u d i e s  a n d  p l a n s  c a r r i e d  o u t  t o  d a t e  a r e  n o t  s p e c i f i c

towards the  ident i f icat ion of  tour ism development  opportuni t ies  for

implementation. The term implementation means that a specific market

has been identif ied, and that a f inancial feasibil i ty analysis has been

undertaken indicat ing w h e t h e r  o r  n o t  t h e  o p p o r t u n i t y  i d e n t i f i e d  i s

viable or not.

In addressing these basic industry development needs, it  is important

to recognize that at this t ime there is not single core problem to

be resolved but rather a series of inter-related problems that must be

responded to in the short term. Primary concerns are centered around

the lack of community facil i t ies and services required for the travel-

ler to  en joy  the  natura l , cultural and historical resources comparable

t o  t h a t  f o u n d  f o r  e x a m p l e  a l o n g  t h e  A l a s k a  H i g h w a y ;  t h e  l a c k  o f

organized a t t ract ions of  in terest  to  the  res ident /non-res ident  travel-

ler, the  l imi ted number  of  indiv iduals  wi th  required sk i l ls  to  develop

and operate hospital i ty services, and the land use policy issues that

f requent ly rest r ic t free enterprise d e v e l o p m e n t  o f facilities-

attractions.

—
.J

—
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G i v e n  t h e  r e l a t i v e l y  i m m a t u r e s t a t e  o f  t h e  N o r t h w e s t  T e r r i t o r i e s ’

tourism industry, program initiatives would be required throughout a

number of sectors within the industry.

8.1 General Tourism Data  Base

One of the greatest handicaps in developing an effective tourism

strategy for the Northwest Territories is the lack of an adequate

tourism data base. Without an accurate data base it is impossible

to monitor the industry’s performance. Although tourism data is

lacking at the territorial level it is almost completely non-

existent at the tourism zone or community level. There  are  no

statistics for occupancy levels for f ixed roof accommodation, or

outfitt ing camps. Occupancy levels are almost considered a vir-

tua l  b ib le  in  the  tour ism industry . This  in format ion and data

would be required for the development of a long term strategy to

guide the industry’s development.

The following are a number of areas where we feel statistical and

information data would be a significant value in terms of monitor-

ing the industry’s performance, determining market trends and in

identifying market opportunities.

Historical Travel Market Data
—

.—
A

—

- resident

- non-resident travel: Canada
U s .
international

T h i s  d a t a  s h o u l d  b e  m a i n t a i n e d  f o r  b o t h  t h e  t e r r i t o r i e s  a n d

individual zones. I t  can determine market  or ientat ion and the

direction marketing programs should take.

—
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Establish Travel Account Data

—

—

—

T h e  r e s i d e n t  m a r k e t ,  a l t h o u g h  s m a l l ,  i s  s t i l l  t h e  N o r t h w e s t

T e r r i t o r i e s ’  l a r g e s t  t r a v e l  m a r k e t ,  y e t  i t  h a s  b e e n  v i r t u a l l y

ignored in any tourism studies. Establishment of travel account

d a t a  w o u l d  i d e n t i f y  t h e  l e a k a g e  o f  i n c o m e  a n d  e m p l o y m e n t

opportunity associated with resident travel outside the Northwest

Terr i tor ies . Most tourism facil it ies

markets during their init ial stages of

or well  developed attractions begin to

in a signif icant way. To the facility

r e l y  s t r o n g l y  o n  r e s i d e n t

development. Only mature

at t ract  non-res ident  t rave l

operator, he/ she does not

care  about  the  or ig in  of  v is i ta t ion as  the  pr ior i ty  is  v is i ta t ion.

The development of events could stimulate resident travel during

non-peak seasons.

Resource Utilization Data

S t a t i s t i c a l  d a t a  s h o u l d  b e  m a i n t a i n e d  f o r a l l  p a r k s , historic

sites, and campgrounds in r e g a r d  t o visitation, o r i g i n  o f

visitation and occupancy. For purposes of resource management,

statistical data s h o u l d  b e  m a i n t a i n e d  f o r  f i s h and wildlife

population. This data is invaluable when assessing the impact of

consumptive development and its location.

Accommodation and Occupancy Data

All accommodation operators should be invited to participate in an

annual occupancy survey. This  is  an  important  data  source  to

moni tor  the  per formance

N o r t h w e s t  T e r r i t o r i e s .

v i r tua l ly impossible to

identify opportunities for

of  the  accommodat ion industry  in  the

W i t h o u t  o c c u p a n c y  data it b e c o m e s

assess n e w  f a c i l i t y  p r o p o s a l s  o r  t o

new development.

—
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Travel  lmDact  Data

Data on existing travel would  be  par t icu lar ly  usefu l  for  analys is

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

consumed in the Northwest Territories versus outside the Northwest

Territories? How do travel expenditure profi les differ throughout

t h e  v a r i o u s  t r a v e l z o n e s ?  - - this c o u l d  l e a d  t o strategic

conclusions, s u c h  a s  l a c k  o f  t o u r i s m  f a c i l i t i e s ,  s e r v i c e s  a n d

products for tourists to spend money on.

For comparative purposes with other provinces and between zone

tr ip  expendi tures  data  would  be  very  usefu l . The object ive  of

tourism industry development is to create greater tourism

expenditure in the local economy. This can be accomplished by

increasing the  volume of  t rave l  or  leve l  o f  expendi ture . This

type of information could lead to important strategic conclusions.

For example in areas which are remote and relatively inaccessible

a zone strategy would be based on higher valued tourism products

that have higher tr ip expenditure — 200 tourists who spend $6,000

per trip is equivalent to 4,800 tourists who spend $250 a trip.

L e n g t h  o f  s t a y d a t a  i s  a l s o  i m p o r t a n t  t o  s t r a t e g i c  a n a l y s i s .

Increasing the length of stay has the same impact as increasing

visitor volume.

Travel Survey Data

There  is  v i r tua l ly  no t rave l  survey data  ava i lab le . Al l  ex is t ing

Northwest Territories travel markets should be surveyed to assess

which markets the NWT should direct i ts promotion and marketing

campaigns. Tourism awareness of the Northwest Territories and its

attractions should be established. Travel generators for specific

products should be determined.

—
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During the summer months auto intercept surveys should be esta-

b l ished to  determine t rave l  character is t ics  and the  s ize  of  the

pass-through market for the Northwest Territories.

Business/Convention Market Data

There is virtually no data on the business travel and convention

markets. What is the size of the convention market available to

the  Nor thwest  Terr i tor ies? What  por t ion  of  that  market  is  the

N o r t h w e s t  T e r r i t o r i e s  c a p t u r i n g ;  w h a t  p o r t i o n  a r e  travel z o n e s

capturing? A survey of both government and industry should be

undertaken to determine number of conventions, business seminars,

etc. - -  s ize /  f requency/ requi rements .

8.2 Human Resource Development Program

. .

The Northwest Territories Tourism Strategy is a community-based

tourism strategy. The intent of this strategy to increase income

and employment  opportuni ty  for  Nor thwest  Terr i tor ies ’  res idents

throughout  the  Terr i tor ies . The object ive  appl ies  to  both  the

current industry and to future industry development. Previously

i t  was noted that  e f fect ive  ( income/employment )  par t ic ipat ion in

the  industry  has  not  benef i t ted  Nor thwest  Terr i tor ies ’  res idents

in a substantial  way. Often the management of existing tourism

facilities is “southern based” and employment opportunity goes to

southerners.

—

The tourism industry in the Northwest Territories is a young in-

d u s t r y . There is a general lack of awareness by residents about

t h e  i n d u s t r y . In  some cases res idents  can only  bearly s p e a k

English. Whi le  in  others  the  requis i te  sk i l ls  required for  par t i -

cipation are not available. Ex i t  t rave l  surveys have ident i f ied

problems with both the level of service as well as facilities.

—
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V i r t u a l l y ,  a t  a l l  l e v e l s  o f  i n d u s t r y , skill development is

n e c e s s a r y  f o r  e f f e c t i v e  r e s i d e n t  p a r t i c i p a t i o n  i n  N W T  t o u r i s m

careers.

Although all studies have identified the need for skil l

development, no study has ident i f ied  how,  where  or  what  sk i l ls

need to  be  developed. Ident i fy ing problems is  far  eas ier  than

identifying solutions. We would suggest two major init iatives to

deal  wi th  sk i l l  development  and more  e f fect ive  par t ic ipat ion by

NWT residents in the industry.

#1 - Human Resource Base Line Study

. current size of employment in the Northwest Territories’
tourism industry:

- in person years
- employment by sector: .  Transportation

● Visitor Services
● Facilities

- by region
- current wage rates/occupations
- skil l  levels/entry levels
-  turnover
- labour sourcing
- training requirements identif ied by employers/employees
- mobility
- location of training/training facil it ies

This base l ine study is extremely important. i t  can a lso

r e s u l t  i n  p o s i t i v e industry  par t ic ipat ion i n  t h e  s t u d y .

Most  important ly , i t  i d e n t i f i e s  t h e  d e m a n d  f o r  Iabour,

training and skil l  requirements for more effective resident

par t ic ipat ion in  the  industry . This  analys is  could  then

lead to program development in the following areas:

.
.>



54

#2 - Initiate Program Development in:

. Hotel/Restaurant Management

. Chef and Cook Training

. Customer Service/Public Relations

. NWT Tourism Program

● Convention Catering

● Business Management

. Marketing Tourism Products

These training programs would l ikely be a combination of

industry -based/institution-based/mobile and training semi-

nars  deal ing wi th  speci f ic  subjects  lead by  exper ienced

training facil i tators.
—

8.3 Tour ism Industry  Organizat ion

.

An important component t o  t h e  N o r t h w e s t  T e r r i t o r i e s ’  T o u r i s m

Strategy is  industry  organizat ion. T h e  NWT T r a v e l  I n d u s t r y

Associa t ion  and 6  t rave l  zone associa t ions are  current ly  be ing

supported by a $481,000 grant under EDA. The associations require

project development off icers. At present these associations are

largely management /information/promotion agencies. If the

associations are to take a m o r e  p r o - a c t i v e  d e v e l o p m e n t  r o l e

tourism project development officers wil l  be required. In most of

the regions, there is a complete shortage of management support

s y s t e m s  t h a t  would  fac i l i ta te  requests  for  pro ject  ident i f icat ion

and implementation under a tourism agreement. The development

of f icers  can p lay  a  key  development  in ter face  role b e t w e e n  t h e

i n d u s t r y , communities, travel associations and the government of

the Northwest Territories.
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8 .4  Product  Development

A ser ies  of  in i t ia t ives  would  have to  be  under taken to  develop

basic  tour ism inf rast ructure  in  the  Nor thwest  Terr i tor ies  as  wel l

as specif ic tourism travel generators, visitor accommodation and

services. We have identified four broad areas for development.

Tourism Product Infrastructure

—

T h i s  i s  r e q u i r e d  a t  v i r t u a l l y  all levels a n d  throughout the

Northwest Territories.

. I

—

●

✎

✎

●

✎

●

✎

✎

●

Campgrounds/Parks

Model Villages

Nature /Adventure /His tor ic  Tra i ls

Purchase of Equipment

Outfitter Development

Local Transportation

Shopping Upgrading

Signage

Restaurant Facilities

Community Beautification
. .

,—

.-

I f  c o m m u n i t i e s  a r e  g o i n g  t o  b e  t h e  b a s i s  f o r  t h e  N o r t h w e s t

Terr i tor ies ’  tour ism st ra tegy, then the  communi t ies  themselves

w i l l  r e q u i r e considerable  upgrading. T h i s  i s e s s e n t i a l l y  a

Community Beautification Program. The program would provide for

public improvements --  signs, sidewalks and street front restaur-

ants  a long wi th  publ ic  fac i l i t ies  that  are  themed in  an in terpre-

t ive manner. Business would be encouraged to participate in the

program with incentive grants.

L
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Major Tourism Attractions

ident i fy ,  pr ior ize  and develop major  tour ism at t ract ions in  each

o f  t h e  t r a v e l  z o n e s . Speci f ic  dest inat ion s t u d i e s  s h o u l d  b e

undertaken. Studies should identify linkages with other

at t ract ions and communi t ies  in  the  region. A pro ject  example

could  inc lude the  purchase of  a  large  tour  boat  in  co-operat ion

with the Government of Manitoba for a joint Hudson Bay-Arctic tour

linking the Baffin and Keewatin Regions to Southern Manitoba.

A speci f ic  major  a t t ract ion that  has  been ident i f ied  is  a  major

resort/conference and training centre at Pangnirtung. This would

be Canada’s most northern resort facil i ty. I t is to be developed

as a  wor ld  c lass  fac i l i ty  and l inked to  other  a t t ract ions and re -

sources of Baffin Island. It wi l l  a lso be ut i l i zed as  a  t ra in ing

centre to develop and implement

Tourism Investment Incentives

tourism training programs.

This  program could  bui ld  on the  ex is t ing NWT Venture  Capi ta l

Program to lever private sector investment in the establishment,

modernizat ion o r e x p a n s i o n  o f attractions, resorts, hotels,

motels, campgrounds, r e s t a u r a n t  a n d  r e c r e a t i o n  t r a n s p o r t a t i o n

services. The program would  a lso be  avai lab le  to  ass is t  NWT

residents to buy out and operate existing lodges owned by non-NWT

residents.

8.5 Market Identif ication and Market Development Program

Existing operators require assistance in identifying new markets.

T h e  S t a t e  o f  C a l i f o r n i a  i s roughly  equiva lent t o  t h e  e n t i r e

*
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Canadian market. A  t rave l  prof i le  o f  Cal i forn ia  vacat ion habi ts

would suggest a good match with tourism products and resources of

the Northwest Territories. Tour operators should be assisted to

ident i fy  and develop t rave l  development  opportuni t ies  f rom th is

market.

High va lued p leasure t r a v e l  i s  n o r m a l l y  t r i g g e r e d  b y  s p e c i f i c

interests. T h e r e  i s  a  n e e d  t o  i n v e n t o r y  a n d  d e v e l o p  s p e c i f i c

tours, package them and target market them to specific or special

interest groups. Some examples include:

. art fcraft buying tours

. photographic tours

. wilderness adventure tours

. cultural tours/exchanges

. historical/ interpretive tours

. specialty hunting/fishing tours

● Tundra tours

Last ly ,  as  an “aid to trade”, program operators should be given

assistance to attend shows, conferences and travel/trade organiza-

t ions to  promote specif ic products. T h i s  a l s o  c o u l d  i n c l u d e

support  to  loca l  ar t is ts /cra f ts  to  tour  target  markets . Artists

exchanges would  also promote and develop lnuit arts and crafts.

8.6 Tourism A w a r e n e s s  P r o g r a m

There is a need for a tourism awareness program in the Northwest

Terr i tor ies . Such a  program would  be a imed at  the  communi ty

level. It would demonstrate the value of tourism to the Northwest

Territories’ economy. I t  would  descr ibe  the  tour ism industry  as

well as visitor expectations. It w o u l d demonstrate how

communi t ies  can ef fect ive ly  par t ic ipate  in  the  tour ism industry .
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A n  a d v e r t i s i n g  c a m p a i g n  s h o u l d  b e  d e v e l o p e d  a n d  p r o m o t e d

throughout  the  Nor thwest  Terr i tor ies  to  increase  awareness and

importance of tourism hospitality to visitors.

—
8.7 Visitor Information and Reception Centres

Vis i tor  in format ion and recept ion centres  are  requi red at  major

entry points and near major attractions. The Yellowknife Airport

has virtually no tourism reception or information facilities.

—.

8.8 P lanning and Opportuni ty  Ident i f icat ion

—.,

—

I n  genera l  support  o f  tour ism development ,  there  is  a  need to

establish a “study” program. Funds from the program would be used

to develop a long term development strategy for the industry. As

well, some funding s h o u l d  b e maintained f o r opportuni ty

identif ication such as feasibil i ty studies for resorts, lodges and

the development of other attractions or visitor facilities.

8.9 Evaluation and Administration

If a tourism agreement is developed there wil l  be a need for the

development of  eva luat ion cr i ter ia a n d  a n evaluation o f  t h e

ef fect iveness and e f f ic iency  of  the  agreement i n  a c h i e v i n g  i t s

objectives. An understanding should  a lso  be  reached wi th  the

federal g o v e r n m e n t  a s  t o  h o w  t h e  A g r e e m e n t s h o u l d  b e

administered.

,—
-’

—
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APPENDIX 1.0

TRAVEL PROFILES FOR

1. Alberta

2 . British Columbia

3 . Ontario
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1. ALBERTA TRAVEL MARKET PROFILE

.

—

A l b e r t a  i s  t h e  m o s t  i m p o r t a n t s o u r c e  o f  t o u r i s t s  t o  t h e  N o r t h w e s t

Terr i tor ies . Alber ta  res idents  under took 12 ,227 ,000  person- t r ips  in

1984 of  which 1 ,712 ,000  person t r ips were  to  Canadian dest inat ions

outside Alberta.

A  market  s tudy  of  A lber ta  observes  that  Albertans are interested in a

var ie ty o f  t r a v e l act iv i t ies  as n o t e d  o n t h e  f o l l o w i n g  t w o  t a b l e

displays.

O f  a l l  t h e  a c t i v i t i e s  l i s t e d ,  t h e  f i v e  m o s t  p o p u l a r  i n c l u d e  r u r a l

sightseeing, v is i t ing histor ica l  s i tes , urban sightseeing, attending

festivals and camping.

—.

—

—

Many of these activit ies could be pursued by Alberta residents in the

Northwest  Terr i tor ies  - - camping, fishing, rural sightseeing, wilderness

canoeing, attending events, hunting, etc. With development of historic,

cultural and natural resources and complementary support facil i t ies and

services, the  Nor thwest  Terr i tor ies  has  the  potent ia l  to  s igni f icant ly

increase its share of the Alberta out-of-province travel market.

—

—

,—
-i
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Trip Purpose

Main Reason for Trips by Alberta Travelers

1981 - 1984

Pleasure

Business

Business/Pleasure

Visiting Friends/Relatives

Pleasure and VFR

Other

Alber ta Calgary/Edmonton

60. 1% 61.7%

3.6% 4.7%

10.3% 10.9%

20. 2% 16.4%

4.0% 4.7%

2.0% 1.6%

—

Specific Interests of Travelers on Pleasure Trips

Trip Purpose Alber ta Calgary/Edmonton

Rural Sightseeing

Historical Sites

Urban Sightseeing

Festivals

Camping

Water Sports

Sporting Events

Musical Events

Fishing

Hik ing

Craf t /Ar t  Fa i rs

Downhill Skiing

Industrial Tours

Cross Country Skiing

Sailing

Snowmobiling

Wilderness Canoeing

Big Game Hunting

Game Bird Hunting

85%

78%

77%

65%

69%

57%

57%

52%

48%

51%

42%

38%

29%

28%

27%

23%

20%

21%

18%

85%

74%

82%

68%

64%

59%

55%

57’%

42%

56%

39%

45%

23%

35%

29%

19%

22%

16%

17%
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2 . BRIT ISH COLUMBIA TRAVEL MARKET PROFILE

—

—.

—

British Columbia residents undertook 8,792,000 person-trips during 1984

for tourism related purposes. Of this total 6,913,000 person trips were

intra-provincial whi le  1 ,879 ,000  person t r ips  were  to  other  Canadian

destinations.

Forecasts conclude that there may be moderate growth occurring in the

B.C. travel markets over the next several years and that marketing of

specif ic activit ies and development of attractions and facil i t ies should

p r o v i d e  t h e  N o r t h w e s t  T e r r i t o r i e s  w i t h  a  r e a s o n a b l e  o p p o r t u n i t y  t o

establish a larger share of this increased market.

The main reason why Brit ish Columbia residents travel led in the last

three years was for pleasure purposes.

Brit ish Columbia residents enjoy and pursue a variety of activit ies on

p l e a s u r e  t r i p s , from rura l sightseeing t o  f i s h i n g  a n d hunt ing.

A c t i v i t i e s  s u c h  a s  h u n t i n g ,  f i s h i n g ,  c a m p i n g ,  h i k i n g  a n d  w i l d e r n e s s

canoeing can be currently pursued by B.C. residents in the Northwest

Terr i tor ies . Additional development and interpretation of the historic,

cu l tura l  and natura l  resources wi l l  enhance the  appeal  and thus the

m a r k e t  s h a r e  f r o m  B r i t i s h  C o l u m b i a  a s  i n d e e d  f r o m  o t h e r  C a n a d i a n

provinces and the U.S.
-.

. . J

—
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Main Reason for Trips by B.C. Residents

1981 - 1984

Trip Purpose B . C . Vancouver /V ictor ia

Pleasure 53.4% 55.3%

Business 6.0% 7.4%

Business/Pleasure 10.0% 11.7%

Visiting Friends/Relatives 24. 7% 21.3%
Pleasure and VFR 4.0% 2. 1%

Other 2.0% 2. 1%

Specific Interests of B.C. Travelers on Pleasure Trips

Trip Purpose

Rural Sightseeing

Historical Sites

Urban Sightseeing

Festivals

Camping

Water Sports

Sporting Events

Musical Events

Fishing

Hiking

Craf t /Ar t  Fa i rs

Downhill Skiing

Industrial Tours

Cross Country Skiing

Sailing

Snowmobiling

Wilderness Canoeing

Big Game Hunting

Game Bird  Hunt ing

B . C .

83%

85%

78%

65%

61%

60%

49%

56%

43%

48%

51%

30%

26%

21%

24%

7%

20%

15%

13%

Vancouver /V ictor ia

89%

83%

92%

66%

56%

54%

49%

66%

35%

46%

49%

28%

26%

20%

27%

6%

20%

11%

11%

—
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3 . ONTARIO TRAVEL MARKET PROFILE

Al though t rave l  by  Ontar io  res idents  to  the  Nor thwest  Terr i tor ies  is

small in comparison t o  B r i t i s h  C o l u m b i a  a n d  A l b e r t a ,  t h e  N o r t h w e s t

Terr i tor ies  has the  potent ia l  to  increase v is i ta t ions f rom Ontar io .  I t

should  be  noted that  due to  Ontar io ’s  populat ion base a lone, it is a

m a r k e t  w h i c h  m e r i t s  p u r s u i t . T h e  O n t a r i o  m a r k e t  i s  o f  r e l a t i v e l y

greater importance to the Baffin Keewatin regions than to the

Territories as a whole.

Ontar io  res idents  under took 35 ,524 ,000  person t r ips  in  1984 of  which

3 2 , 8 2 7 , 0 0 0  w e r e  intra-provincial a n d  2 , 6 9 7 , 0 0 0  p e r s o n  t r i p s  w e r e  t o

other Canadian destinations.

Ontar io  res idents  are  in terested in  a  broad range of  p leasure  t rave l

activities s u c h  a s rura l and urban sightseeing, v is i t ing historic

sites/museums, attending festivals/events, c a m p i n g ,  f i s h i n g ,  h i k i n g ,

wi lderness canoeing and other  act iv i t ies . M a n y  o f  t h e s e  a c t i v i t i e s

could be pursued in the Northwest Territories. The Ontario market is

sophisticated in i ts  expectat ions  and t o  s i g n i f i c a n t l y  p e n e t r a t e  t h i s

market the Northwest Territories would have to upgrade the quality of

t o u r i s m  s e r v i c e s  a s  w e l l  a s  t h e  q u a l i t y  o f  t h e  t o u r i s m  e x p e r i e n c e

whether i t ’ s  f o r  f i s h i n g ,  h u n t i n g ,  w i l d e r n e s s  canoeing, or rural

sightseeing.
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Main Reason for Trips by Ontario Residents

1980 - 1983

Trip Purpose

Pleasure

Visiting Friends/Relatives

Business/Pleasure

Business

Other

%

71%

23%

12%

1%
1%

Specific Interests of Ontario Travelers on Pleasure Trips
1980 - 1983

Trip Purpose

Rural Sightseeing

Historical Sites/Museums

Urban Sightseeing

Festivals/Special Events

Musical Events/Live Theatre

Craf t /Ar t  Fa i rs

Camping

Water Sports

Sporting Events

Hik ing

Fishing

Industrial Tours

Downhill Skiing

Sailing

Wilderness Canoeing

Cross-Country Skiing

Snowmobiling

Hunting Game Bird

Hunting Big Game

All-Province
Average

84%

79%

79%

66%

55%

44%

57%

52%

50%

41%

41%

29%

29%

23%

21%

25%

21%

16%

17%

Ontario

81%

78%

79%

68%

61%

47%

36%

40%

32%

29%

22%

22%

17%

22%

19%

18%

13%

8%

7%

—
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TOURISM INFRASTRUCTURE AND SERVICE DEVELOPMENT

. Program Identification

. Order of Magnitude Costs
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REGION: INUVIK
PROGRAM IDENTIFICATION IN SIIPPORT  OF STRATEGY IMPLEMENTATION

SERVICE DEVELOPMENT

SERVICE TYPE

1 . TOURS AND CHARTERS

1.1  Sport  Fishing
1 . 2  S p o r t  Nunting
1 . 3  B o a t  Twre
1 . 4  P h o t o / S e r v i c e / N a t u r a l i s t
1 . 5  tliatorlcal/Interpretive

2 . SUPPORT SERVICES

2 . 1  O r g a n i z a t i o n  o f  O u t f i t t e r
2 .2  Organizat ion  of  Guiding  Service
2.3 Improvement of Local Taxi Services
2.4 Establish “Community Host Progrtims”

3 . INFORMATION SERVICES

3 . 1  Eatsblish “Comnunity  Twrist
Information Service”
(Brochures, Map, Signage,
Interpret ive  Materials)

3.2 Entablish A d m i n i s t r a t i v e
Commonality for Information
Cent rea

COMMUNITY Kf_Y

1 . Fort Good Hope
2 . Colville Lakes
3. Cau@ell Hil ls /Park

COHHUNITIES

1,2
1 , 2

1,2

1,2

TOTAL S

ORDER OF MAGNITUDE OF
EXPINOITURC  FOR TRAINING
ADVERTISING, FEASIBILITY

ANALYSIS OR PLANNING

$ 380,000
$ 182,000

$  15,000

$  10,000

$  5f37,000

POTENTIAL 20fI CREATION

TEMPORARY PERMANENT SEASONAL

7
5

1

13

Source: I n f o r m a t i o n  regsrding capital costs and potential job
creation taken from: “For Good Hope/Colville Lake:
TOUrlSm  Strateqy”, Vol. 2, authored by Lutra  A s s o c .
Ltd. , Gluivvak Ltd. , and “Canpbell  Hills/Lake: Park
Feasibility Study”, authored by Resources Management
Confiultant  Ltd.

1
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REGION: KEEWATIN
PROGRAti  IDENTIFICATION IN SUPPORT OF STRATEGY IMPLEMENTATION

SERVICE DEVELOPMENT

SERVICE TYPE

1 . TOURS AND CHARTERS

1.1 Sport F i s h i n g
1.2  Sport  Hunt ing
1 . 3  B o a t  Tours
1.4 p h o t o / S e r v i c e / N a t u r a l i s t
1.5 H i s t o r i c a l / I n t e r p r e t i v e

2 . SUPPORT SERVICES

2 . 1  O r g a n i z a t i o n  of O u t f i t t e r s
2.2 Organization of Guiding Service
2.3 Improvement of Local Taxi Services
2.4 Eatabliah “Community Host Progrtima”

3 . INFORMATION SERVICES

3.1

3.2

Eatabllah  “Conwnunity  Tourtat
Information Service”
(Brochures, Map, Signage,
I n t e r p r e t i v e  M a t e r i a l s )

Eatabliah  Adminlatrative
Commonality for Information
Cent rea

COMMUNITY KEY

1. Baker Lake
2 . CheaterField Inlet
3 . Corfll  Horhour
4 . Eaklmo Point
5 . Rankin I n l e t
6 . Repulse Bay
7. Whale Cove

COMMUNITIES

5
3 , 6
1 , 4 , 5 , 6 , 7
1 , 3 , 6
4 , 6 , 7

3
1,2,3

a l l
communi I iea

TOTALS

ORDER OF MAGNITUDE OF
EXPENDITURE FOR [RAINING
ADVERTISING, FEASIBILITY

ANALYSIS OR PLANNING

$ 15,000
$ 3,W.I
$ 47,000
$ 10,000
$ 28,000

$Q74,flflo

$577,(JOO

POTENTIAL JOB CREATION

TEMPORARY

4

1

I

2

PERMANENT SEASONAL

3
3
2
5
?

2
5

3

23

Sojrce: All coat and Joh creat ion eatimatee  taken f r o m
meterinls reviewed: ‘~Kewatin F)eatination  zone:
Touriem  Development and Marketinq  Strategy”, Marahall
M~cklin Moneqhan.

I
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REG ION: KEEWATIN
PROGRAM IDENTIFICATION IN SUPPORT Of STRATEGY IMPLEMENTATION

FACILITY DEVELOPMENT

SERVICE TYPE

1 .

2 .

3 .

4 .

5 .

6 .

7 .

8 .

9 .

10.

11.

Caqm  end Lodges

1 . 1  F i e h i n g / H u n t i n g / N a t l l r a l i s t
1.1.1 Permanent
1.1.2 Semi-Permanent

1.2 Remote Natural i s t  Lodge

F.R.A.  Development * (Including
r e s t a u r a n t ,  e t c . )

Eetabllah  Canpgrounda/Parka

Develop “Model” Indigenous Villages

Develop Community Orientation,
I n f o r m a t i o n ,  Craft Centres for
Twrists, Eldere, e t c .

Develon Historical /Interpret ive  N a t u r e
Hiking;  Adventure Traila”,  Si tes

Purchaae  Outfitting Equipment

Purchaae  Other Equipment/Facilit
( i .e .  Large S h i p ,  Boat)

Local Tranaportatlon  Development
Upgrading (Roads, Airatripa, etc

Sicyage/Interpretive Development

ea

and
)

U p g r a d e  Shopping/Swvenlr  Facilities

COW4UNITY  KEY:

Aa on pege 1.

COMMUNITIES

1 , 4 , 5
1 , 5
3

2 , 3 , 4 , 7

1

1

3 , 4 , 5 , 6

1 , 4 , 7

2 , 3 , 4 , 5 , 6

5

1,2

TOTALS

E
C a p i t a l

$

$1,295,000

$522,000

$ 4 2 , 0 0 0

$100,000

$ 64,500

$ 22,000

$155,000

$200,000

$  2 , 0 0 0

$3,661,500

ENDITURE
lannlng/Research
F e a s i b i l i t y  $

$ 70,000

$ 20,000

$ 10,000

$ 10 ,000

$ 100,000

POTENTIAL JOB CRLATION

-imwr
-P=Gi7

Yeara

9

5

1

2

17

-rmr

2

2

5

-Pmr

2

1

3

~

44

2

7

5

7

60
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REGION: CENTRAL ARCTIC
PROGRAM IDEMT[FICATION IN SIIPPORT  OF STRATEGY IMPLEMENTATION

SERVICE DEVELOPMENT

SERVICE TYPE

1 . TOURS AND CHARTERS

1 . 1  S p o r t  Fishing
1.2  Sport  Hunt ing
1.3 Bo~t  T o u r s
1.4 P h o t o / S e r v i c e / N a t u r a l i s t
1 . 5  H i s t o r i c a l / I n t e r p r e t i v e

2 . SUPPORT SERVICES

2.1 O r g a n i z a t i o n  o f  O u t f i t t e r s
2 .2  Organizat ion  of  Guiding  Service
2 .3  I~rovement of  Local  Taxi  Services
2 . 4  E s t a b l i s h  “Comnunity  Hoat  Progr~ms”

3 . INFORMATION SERVICES

3.1 Eatabliah  “Community Tourist
Information Service”
(Brochures, Map, Signage,
Interpret ive  Materials)

3.2 Eatahlish  A d m i n i s t r a t i v e
Commonality for Information
Cent rea

COMUJNITY  KEY

1 . Holman Area
2 . Coppermine  Area
3 . Cambridge Ray  Area
4. GJOA  Haven
5. Spence  Ray
6 . Pelly 13ay
7 . Bathurat I n l e t

COMMUNITIES

1, 2, 5
1
2, 4
4
1, 2, 5, 6

1,2,3,4,5,6

1,2,3,4,5,6

TOTALS

ORDER OF ttAGNITUDE  OF
EXPENDITURE FOR TRAINING
ADVERTISING, FEASIBILITY

ANALYSIS OR PLANNING

$ 12,000
$ 4,000
$ 17,000
$ 5,000
$ 72,000

$144,000

$ 89,000

$343,000

POTENTIAL JOB CREATION

TEMPORARY PERMANENT SEASONAL

5
5
3
1
3

6

21

. MaterialaS o u r c e :  C o a t  and Job Datfi  aa in Materialri  R e v i e w e d ,
Reviewed: “ A r c t i c  Coaat  Deatlnatlon  Zonet Tourism
Development  and Marketinq Strateqy”,  Vol. 111,
Authored  by (hltcrof  L t d . ,  O P A  Comwltanta, MacLaren
Reanarch.

I



REGION: CENTRAL ARCTIC
PROGRAM JDENTIFICATION IN SIJPPORT Of STRATEGY IMPLEMENTATION

FACILITY DEVELOPtlENT

SERVICE TYPE

1 .

2 .

3 .

4 .

5 .

6 .

7 .

8 .

9 .

10.

11.

Caapa end Lodges

1.1 F i s h i n g / l i u n t i n g / N a t u r a l i s t
1.1.1 Permanent
1 . 1 . 2  Semi-Perm8nent

1.2 Remote Naturalist L o d g e

F.R.A.  Development ● ( I n c l u d i n g
r e s t a u r a n t ,  e t c . )

Eetablish  Caqgrounda/Parka

Develop “Morlel”  Indigenous Villfiqes

Develop Community Orientation,
I n f o r m a t i o n ,  C r a f t  Centrea  for
Tour ists ,  Elders,  etc .

D e v e l o p  } l i a t o r i c a l / I n t e r p r e t i v e  Nature
Hiking,  Adventure Trailrj,  Sites

Purchase OutFitting Equipment

Purchaae  Other  Cquipment /Faci l i t ies
(i.e. Larqe Ship, Boat)

Local Trensportetton  Development and
Upgrading (Roads,  Airatripa,  etc.)

Signage/Interpretive  Development

Upgrade Shopping/Souvenir Facilities

COMMUNITIF.S

1,3

2 , 4 , 5 , 7

1 , 6

1 , 5

3 , 4 , 6

1,2

1 , 2 , 3 , 4 , 5

1 , 2 , 3

1 , 3 , 4 , 5 , 6

CW4tJNITY  KEY:

Aa on page 1.

TOTALS

E
cfJpitfJl

$

$107,000

$1,680,000

$442,1T)0

$510,000

$888,000

$ 2J,500

$233,000

$163,000

d

$3,661,500

ENDITURE
Plannin@R esea  rch

Feaf3ibility  $

$ 38,500

$ 143,000

$ 50,000

$ 5,000

$ 51,000

$ 282,500

Po T?WIAL JOB CREATION

-mm-

Yea

Yea

Yes

-milr -$mr SEAS-

17

21

9

13

4

64
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R EG I O N: FORT  SMITH

PROGRAM JDENTIFICATION IN SUPPORT OF STRATf:GY  IMPLIKNTATION
SERVICE DEVELOPMENT

ORDER OF )44GNITUDE  OfSERVICE  TYPE

T

EXPENDITURE FOR TRAININGCOMMUNITIES
POTENTIAL JOB CREATION

I
ADVERTISING, FEASIBILITY

ANALYSIS OR PLANNING
1. TOURS AND CHARTERS

TEMPORARY
pERMANENt

SEASONAL
1.1 S p o r t  Fishing
1.2 Sport  Hunting
1.3 Boat  Twrs
1.4 P h o t o / S e r v i c e / N a t u r a l i s t

hot A v a i l a b l e  w-

1.5 H i s t o r i c a l / I n t e r p r e t i v e

I
2 . SUPPORT SERVICES

2.1  Organizat ion of  Outflttera
2 . 2  Orgenlzation  of Guiding  S e r v i c e
2.3 Iwrovemnt  Of LocQl  Taxi S e r v i c e s
2 . 4  Eetabliflh  “Co~nlty  H e a t  Programs,,

3 . INFORMIION SERVICES

3 . 1  E s t a b l i s h  “C~nity  TWriat

Informatl~  servlce,~
(Brochures, Map, Signs@,
I n t e r p r e t i v e  Materiala)

3 . 2  Eatabliah  Admlniatratlve

Commonality for Information
Cent rea I

1,.3
3,2
1

/ $ 8,000

I
I,lo

/

$ 65,00()

I

T
COHNITY KEy I

TOTALS

$  73,000”
L a k e  La Martre,  Rae Lakea,  Snare Lakefl

r
I

I
4

Old Fort Rae, Fort Enter~]riae
Rae, Edzo
Ruasel L a ke

60th parallel
A l e x .  FaI1~ hJFCe: Cost Projections and Job Creation Potential t~en frw
L~ise Fa~l~ analysia of:
Eecarp  Creek

ll~leckatone Park:
Project  Planning Assoc.  Ltd.;

Inple~ntation  P~anw,EnterPr ize strategy,,, “Rae Rand TourismPhoae  TW O, Qaivl~ik Ltd .
Regional  Tour ism Strategies”,  Mar~~all  MackllnHay River
Mollaghan, “Laird-  MacKenzie

“ M a c K e n z i e  Highay Corridor:’  Toljriam  Studyt,
1“1~. Sy9temg Ltd.

s

B



REG ION: FORT SMIT}t
PROGRAti  IDENTIFICATION IN SIIPPORT  OF STRATEGY IMPLEMENTATION

FACILITY DEVELOPMENT

SERVICE TYPE

1.

2 .

3 .

4 .

5 .

6 .

7 .

8 .

9 .

10.

11.

Camps  and Lodges

1.1 F i s h i n g / l i u n t i n g / N a t u r a l i s t
1.1.1 Permanent
1.1.2 Semi-Permanent

1 . 2  R e m o t e  Naturalist Lodge

F.R.A.  Developme~t  *  ( I n c l u d i n g
restaurant ,  etc .

Establ ish  Canpgrounda/Parks

Develop “Model” Indigenous Villages

Develop Community Orientation,
Information, Craft Centrea for
Touriata, EIdera, e t c .

Develop Historical /Interpret ive  N a t u r e
Hiking,  Adventure Trai ls ,  Sitee

Purchaae  Outfitting Equipment

Purchase Other Equipment/Facilities
( i .e .  Large Ship,  Boat)

Local  Transportation Development and
Upgrading (Roads,  Airatripa,  etc.)

Signage/Interpretive  Development

Upgrade Shopping/Souvenir facilities

CO&U411NITY  KEY:

Aa on page 1.

COMMUNITIES

1

1,3

4,5,8,10

2 , 6 , 7 , 9

10

6 , 7 , 8 , 9 , 1 0

TOTALS

Of ~lDL OF1.
E

Capital
$

$ 6 0 , 0 0 0

$375,000

$150,000

$117,000

$ 50,000

$ 17,500

$764,500

‘ENDITURE
~mming/Research

F e a s i b i l i t y  $

$  18,000

$ 15,500

$  33,500

CONST. -’Trim-

Not A
T

R#l .. A .

I

I



,.
I I

REGION: BAFFIN

! I

SERVICE DEVELOPMENT

SERVICE TYPE

1 . TOURS AND CHARTERS

L.1 S p o r t  F i s h i n g
1.2  Sport  Hunt ing
1.3  Beet  Tours
1 . 4  P h o t o / S e r v i c e / N a t u r a l i s t
1 . 5  H i s t o r i c a l / I n t e r p r e t i v e

2 . SUPPORT SERVICES

2 . 1  O r g a n i z a t i o n  o f  O u t f i t t e r s
2 . 2  Orgmization  of Guicting  S e r v i c e
2 . 3  I~rovement of Local T a x i  S e r v i c e s
2.4 Establish “Comnunity  Heat  Programs”

PROGRAM IDENTIFICATION IN SilPPORl  OF STRATEGY IMPLEMENTATION

J, INFORMATION SERVICES

3.1 Eetabllah  “Community Tourist
Information Service”
(Brochures, Map, Siqnage,

Interpret ive  Materlala)
3 . 2  Eetabll~h Admlnlntratlve

Commonality for Information
Cent rea

COMNUNITY  KEY

1.
11.
I I I .
Iv.
v.

COMMUNITIES

I
1, 11
1, 1[

1

TOTALS

ORDER OF MAGNITUDE OF
EXPENDITURE FOR TRAINING
ADVERTISING, FEASI131LITY

ANALYSIS OR PLANNING

$  lrl,ooo
$ 192,000
$ lJ,OL)O

$ 11,000

$ 226,000

I

POTENTIAL JOB CREATION

TEMPORARY

EA )
1

PERMANENT SEASONAL

P o n d  I n l e t ,  A r c t i c  f3ay,  Iqlooltk, Hr+ll Reach
Resolute fray - Griae F i o r d
Clyde River -  Sanlkilvaq

Pangnirtung-Broughton  Island (PRIORITY AR[
Frobiaher flay,  Care Doreet, Lake Harhour

Source: All coat eatimtaea and job eatimatea taken from
materiala reviewed. Materiala R e v i e w e d : “Baffin
Region Tourism Strategy”, author unknown toDWA
Consultants and “Pangnirtung  Community Tourism Study”,
ailthored hy Marahali  Macklin  Honaghan ( 1 9 8 2 ) .

I
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