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Government of the Northwest Territories
2nd Floor, Northern United Place
YELLOWKNIFE, Northwest Territories
XIA 2L9

ATTENTION: Mr. Keith Thompson
Coordinator, Market Research, TravelArctic
Department of Economic Development and Tourism

Dear Mr. Thompson:

RE: NWT Tourism Survey
Final Report

We are pleased to submit the attached report of the 1989 NWT
Visitors Survey. We are gratified to report that the study
was very successful in obtaining a large sample size for most
communities~ resulting in what we believe is the largest
database ever assembled on tourism in the NWT.

This study contains a wealth of data, as we cross-tabulated
virtually every variable with primary regional destinatlons~
primary purpose of the trip, mode of travel and origins. In
addition, some variables were also cross-tabulated with income
of visitors. This results in a vast array of tables, so we
have highlighted the key findings with graphics in an
Executive Summary.

We feel that this project is very worthwhile and that the
results will provide you with all the information which is
required to assemble detailed marketing plans and promotions.
We look forward to working with you again in the future.

Yours very truly

TeMo/wardle,p.Eng.
Vice President
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EXECUTIVE SUMMARY

1.0 BACKGROUND

As part of an ongoing processwhich monitorsvisitoractivitiesin the NWf, the Departmentof
Economic Development and Tourism commissionedAcres InternationalLimited to conduct
interviewswith visitorsas they departed each of the six tourism regions during the summer
of 1989. These interviewswere conducted at the major airports in ‘feliowknife,Inuvik,Rankin
Inlet, Iqaluit, Cambridge Bay, Fort Smith, Hay River,Norman Wells, at ferry crossingsin Fort
Providence,Fort McPhersonand Fort Simpson, and at the Albefta Border.

In orderto hire and train individualsthe assistanceof localtourismand visitorassociationswas
solicited,and their involvementgreatly assisted in the implementationof this project.

The analysis included weighting the survey data by locationto develop statisticswhich are
representativeof all visitorsto the territories. This was easily accomplishedin those locations
for which the total number of travelers is known or can be reasonablyaccuratelyestimated,
such as airportsor ferry crossings.However,there were no accurate estimatesof the number
of travelerswho crossthe 60th parallel by car. Therefore, this value had to be extrapolated,
and resulted in a large weighting factor for that location. This executivesummary provides
data on the estimated universeof all visitorsto the NWT.

2.0 VISITOR PROFILE

Oriains

The surveywas answeredby 2302 travelpartiesconsistingof 5343 individuals.When the data
are weighted-up,we estimatethat 22,837 travel partiesconsistingof 55,651 individualsvisited
the NWT during the study period. Over three-quartersof these visitors will be from Canada,
with Alberta, Ontario and B.C. being the principalprovinces of residence. Americans as a
whole represent the second largest origin accounting for 18’%0of all visitors. The largest
groups of overseasvisitorsare f;om Germany and Great Britian.

ORIGIN OF VISITORS TO THE NWT

.
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Mode of Transpofi

The automobile is the preferred method of traveling in the NW, as 58%of Canadians, 73%
of Americansand 54% of overseasvisitorstravel by car. me remaindertravels by air. There
is a strong correlationbetween purpose of trip and mode of travel, as the v=- majorityof
businesstravelersfly to and withinthe NWT.

MODE Ol? TRANSPORT
I I LEGEND

E%aAll?

m CAR
CANADA

AMERICA

OVERSEAS

A~e and Gender of Visitors

Over 60% of all visitorsto the NWT are males, with the largest age group being over 55. It
is interestingthat males between 41 & 55, and males and females over 55 represent the
largest age groups, each representing15940of all visitors.
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Income of Visitors

Visitorsto the NWT, forthe mostpart, representthe higher incomegroups, as about 55% have
familyincomesover$40,000. When the incomecategoriesof all Canadiansare examinedonly
32% are in those higher income groups. This is not surprisingsince travelto and withinthe
NWT is expensive.

3.0 CHARACTERISTICS OF VISIT

Purpose of trip

The following chart indicates that most visitorsto the NWT will be traveling for pleasure.
However,about 35% of Canadianswillbe travelingfor businesspurposes,whereas,only about
5% of Americans, and 10Yoof overseasvisitorswill be travelingfor businesspurposes.
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PrimarvReaional Destinations

The Northern Frontier is the most popular regional destinationwith over 50% of all visitors
consideringit their primary destination.This is followed by Big River, Western Arctic, Baffin,
the ArcticCoast, and Keewatin.

PRIMARY REGIONAL DE STINA’rIONS
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PrimarvCommunitv Destinations

Approximately75?4.of all visitorswill go to one of fiVeCommunitiesas their primafydestination,
namely:Yellowknife,Inuvik,Hay River,Fort Providence,and Foti Smith. Yellowknifeis by far
the most popular primary destination,attracting47% of all visitors.
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PrimarvActivities

.

The primaryactivitiesvary substantiallywiththe origin of the visitors.For example, Canadians
will mostfrequentlybe visitingfriendsand relatives,followedby touring, businessand fishing.
The four most common prima~ activitiesfor Americanswill be touring, fishing, camping and
canoeing, while overseasvisitorswill prefertouring,visitingfriends,camping and hiking. This
distributionis shown in the followingthree graphs.
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Lenqth of Stay

Businesstravelersstay in the NWT longer than their pleasure oriented counterparts. While
this is true for all regions, the Arctic Coast, Baffin and Western Arctic support the longest
average businessstays at 25, 21 and 19 nights respectively.The Baffinregion supportsthe
longestpleasurestaysat 10 nights,followedby the ArcticCoast (8), and NorthernFrontierand
Keewatinwith an average of 7 nights each.

LENGTH OF STAY
13Y PURPOSE OF’ VISIT

LtZGEND

- BUSINESS

NORTH FRONTIER - PLEASURE

BIG RIVER

wEST ARCTIC

13AFXVN

ARCTIC COAST

KEEWATIN

0 5 10 L5 20 2s ~o
AVERAGE >,IJM13FZR OF NIGHTS

Averaqe Expenditures

The travelerswhichtend to spend the most money in the NWT are overseasbusinessvisitors
withan average expenditureof almost$4700 per paW. It is interestingthat all Americans,and
Canadian businessvisitorsspend similaramounts of approximately$2500 per party, and that
Canadian pleasure, and overseas pleasure travelers spend the least at $2000 and $1500
respectively.
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Total Ex~enditures

Our analysis indicates that visitorsspent approximately$53 million in the NWT during the
summer of 1989. The Northern Frontierand Big River regions captured the lion’s share of
these expendituresat $25 and $13 millionrespectively.
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4.0 INDICATIONS OF SATISFACTION

Ratinqsof Facilities

The questionnaireasked respondentsto rate the variousfacilities,in their primarydestinations
on a scale of 1 to 5,with 1 being poor quality, and 5 excellent. Average ratings have been
developedfrom these responsesforfacilitiesin each community. For purposesof comparison,
a rating approaching 4.0 can be considered excellent, and a rating less than 3 is
unacceptable. The followingchart providesthe overallweighted average ratingsfor individual
communities. Table 3-51 in the main report providesthese same data broken down by type
of facilities. As the chart indicates, most communitiesreceived acceptable average ratings.
The facilities and services in Tuktoyaktuk, Inuvik, and Yellowknifereceived excellent overall
ratings, while those in Norman Wells were the only ones which received an overall average
rating below 3.
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Most InterestirmFeatures

b

The most interestingfeatures of the NWT are consideredto be the environment,the peopie,
the culture,and specificactivitiessuch as the fishingand hunting. However,the single most
interestingfeature is the scenery and landscape as 61YOof ali visitors mentioned these
features. This is followed by the people (23%), culture (14%), fishing (12%), and the nature
and wilderness (9%). -
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Most Needed Improvements

Due to the tendancy for the majorityof visitorsto arrive in the NWT by car, the improvement
which is mentioned most frequentlyis the need to pave the roads and reduce airborne dust
and gravel. This is overwhelminglythe mostfrequentcommentwith 34% of all visitorsstating
this as the first recommended improvement. This is followed by a desire to see reduced
prices, improvedtransportationfacilities,more campgrounds, less litter, improved hotels,and
improvedinformationand communications.
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5.0 CONCLUSIONS AND RECOMMENDATIONS

Visitorsto the NWT are generally very satisfiedwith their trips, in faCt, over 95% stated that
they would be willingto take another trip in the NW. This, in itself, indicatesa high degree
of satisfaction,but additionally,about 96Y0indicatethat their expeaations were either met or
exceeded. The conclusionis that visitorsare satisfiedwith travelin9 in the NWT and that they
willtell their friendsand relativesof the positiveexperiencesthey have had. This is especially
importantsincethe most common source of informationfor many travelersis ‘word of mouthm.

Nevertheless,there are areas where improvementis possible. The mostcommonlymentioned
improvement is the paving of roads and reduction of airborne dust and gravel. It is
understood that paving roads in the NW is especially difficult due to long distances,
permafrost,and likelihoodof frost heave on paved roads. However,ifroadscouldbepaved
in the vicinityof communities,and on heavily used stretches of highway, visitorsatisfaction
wouldbe increased.

Travel in the NWT is expensive. Due to the seasonal natUreof tourism, long distancesfrom
sourcesof supply, and the climate, high prices are inevitablein the North. Many visitorsstill
complainabout the costs, thereforea continuingeffortto informthem of the reasonsfor high
prices and a concerted effort to reduce them whenever possible would be appropriate.
Similarly,with improvementsin the qualityof servicesand accommodations,visitorswould be
more likelyto accept these price levels.

The upgrading of transportationfacilities can help improve visitor satisfactionby making it
easier and more pleasant to travel to and within a region. Many visitors stated that the
transportationfacilitiesshould be improved,such that the overall impressionand reliabilityis
enhanced.

The NorthwestTerritorieshave a special appeal which attractsa differentkind of visitor. It is
the scenery, landscape, people and wildernessthat makes the NWT unique, and while many
touristswant to see paved roads, improvedfacilities,and more campsites,developmentmust
be very sensitiveto protectingthe unique character and appeal of the North.
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1.0 INTRODUCTION

1.1 Background

The Government of the Northwest Territories, Department of Economic

Developmentand Tourism monitors the travel patterns of tourists in the

Northwest Territories (NWT) on an ongoing basis. Accordingly, the

Department commissionedAcres InternationalLimited to conducta survey

of touristsdepartingfrom all NWT tourism regions through the summer of

1989.

This exit survey was accomplishedby interviewingtourists leaving the

NWT from eight airports and at four highway locations and ferry

crossings,as follows:

Airport Locations

Iqaluit
CambridgeBay
Ft. Smith
Hay River
Norman Wells
Rankin Inlet
Yellowknife
Inuvik

Highway/FerryCrossings

Ft. Providence
Ft. McPherson
Ft. Simpson
Alberta border (MackenzieHwy)

The survey is a continuation of a program designed to establish a

profile of visitors and to identify trip characteristics,motivational

factors and levels of satisfactionattained by travelers to the NWT.

Similar surveys were conducted along the Dempster Highway (1985)

and in the Kitikmeot Region (1986), Keewatin Region (1987) and Baffin

Region (1988). This 1989 survey is the first to surveyvisitorsto all

regions of the NWT in one summer, resulting in what we believe is the

largest and most comprehensivedatabase ever assembledon NWT tourism.
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1.2 StudyObjectives

The objectiveof the surveywas to gather informationfrom visitors

leavingthe six tourismregionsof the NWT by scheduledair serviceand

by roadduringthe summerof 1989.

Fourprimarycategoriesof informationwere collected,namely:

numberof visitors;

visitorprofileand demographics;

tripcharacteristicsand activities;and

motivationalfactorsand satisfactionlevel.

Due to the comprehensivenatureof thisdatabaseand the largenumberof

completedquestionnaires,it was possibleto developaccurateestimates

regardingtotalnumbersof visitors;amountsof moneyspent;most common

origins, destinations and activities; and the most important

improvementswhichwill enhancetourismin the NWT.
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2.0 METHODOLOGY

2.1 Survey Design

The survey used in this project was designed by Acres staff in

conjunctionwith the Departmentof Economic Developmentand Tourism. A

copy of the survey form is includedas Appendix A to this report.

The survey contained 24 questions which elicited information as

follows:

size, compositionand origin of travel party;

primary travel purpose and destination(s);

length of stay and type of accommodationsused;

activitiesundertakenand expensesincurred;

most interestingfeaturesof trip;

sourcesof travel information;

level of satisfaction with and suggestions for improvements to
facilitiesand travel information;and

personal data

2.2 Survey Delivery

(such as householdincae, genderand age).

The survey was administeredduring the summer of 1989 by interviewers

hired locally,through the zone tourismassociations.

Passengers were interviewedbefore they boarded aircraft at the eight

airports having flights bound for destinationsoutside the NWT. These

airports were located at Cambridge Bay, Ft. Smith, Hay River, Iqaluit,

Norman Wells, Rankin Inlet, Inuvik and Yellowknife.

.

I .,
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Additionally,surveyorswere stationedat four highway locationsat Ft.

providence,Ft. Simpson,Ft. McPherson and the NWT/Albertaborder. The

first three were ferry crossings,while the fourth survey point was the

visitor informationbooth at the 60th Parallel.

The interviewscheduleused is attached as AppendixB.

This ‘exit’ type of survey is common in the tourism industry, as it

provides an opportunity to collect information immediately after the

travelexperience,while it is still fresh in the mind of the visitor.

2.3 SampleDesign

Passengers leaving the region from the eight airport locations were

inteniewed between May 15 and September15, 1989.

The sample design was based on 52,000 potential visitors to the NW’T,as

estimatedfrom previousstudies. The survey

intercept 50% of all outbound visitors.

passengers to participate in the survey and

all pasengers during peak travel periods

surveyors,

of 15% to

52,000.

we estimated that our methodology

20% of all visitors, i.e. 8,000

schedulewas establishedto

Allowing for refusals by

the inability to intercept

with a limited number of

would allow for the capture

to 10,000 of the estimated

An indication of the total tourist populationand captured

the resultant confidencelimits, is included in Section 5.3

of Methodology’.

sample, and

- ‘Critique

I

.



2-3

2.4 Weightingof Data

The analysis in this report presents informationusing two statistical

bases: actua~ and weighted. The actual base presents informationabout

only those respondents who were interviewed. The weighted

scaledup to representall visitors to the NWT.

The weighting was completed using the following formula

passengersfrom each of the eight survey locations:

a
x

pv
b s (v+ r)

where: a = total flights

b = flightsmet

v = visitors

r = residents

p = passen9er counts on flightsmet

s = visitors surveyed

The followingformulawas used for visitors travelingby car:

m tm
x

s s (r + m)

where: m = non-residentcars met

s = cars surveyed

t = total cars

r = resident cars

base is

for air

The calculations produced weighting factors specific to each survey

location. In all weighted tables, these factors are applied to all

responses obtained in that survey location. This location-specific

method of weighting was the most appropriate to yield data that was

,,.

.:,
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representative of all visitors. Nevertheless, the method has its

shortcomings,namely:

a) While accurate counts of passengersand flightson scheduledservice

are available for airport locations, information with respect to

private charters to remote fishingand hunting lodges are excluded.

b) While accuratevehicle counts are availablefor all ferry crossings,

the number of non-resident vehicles for the 60th Parallel survey

locationwas extrapolatedfrom other data.

c) Weighting the data by survey location does not account for many

visitorswith varying travel patterns,i.e. multiple destinations.

d) Any values of “O” will remain so no matter what weighting factors

are used.

e) Those regions with smaller survey samples may yield data which are

not representativeof all touriststo that region.

f) AS in any survey, a non-responsebias iS

weighted-up,the effects of this bias may

present and when data are

be exaggerated.

Nevertheless, we believe that the weighted data are reasonably

representativeof the total visitor

level, the standardmargin for error

To assist in clarifying which base

population. At a 95% confidence

is 1.3%.

is used in the calculations,the

tables have different reference language. The

actual data refer to “respondents” and the word

tables which present

“actual” appears in

parenthesis. However, most tables present’weighteddata; these refer

to “visitors”“andthe word “weighted” appears in brackets. The table

which provides the weightingvalues appears in Appendix C.
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3.0 ANALYSISOF DATA

The analysisof data is presentedin four sections,namely:

profile of respondentsinterviewed;

(weighted-up)profile of all visitors to the NWT;

characteristicsof all NWT visitor trips; and

indicatorsof motivationand satisfaction.

The data have been cross-tabulatedby four principalvariables:

origin of trip;

mode of transportation;

primary purpose of trip; and

primary region visited.

Whenever significant differences among cross-tabulatedvariables were

noted, the breakdowns are presented and, conversely, those

cross-tabulationswith no substantive differences are not Included in

the report.

The survey represents5,343 visitors, 4,037 householdsand 2,301 travel

parties. Each travel party was composedof an average 2.32 visitorsand

1.72 households.

i
3.1 Profile and Demographicsof Survey Respondents

..4

The dates and locations of interviews are presented in Table 3-1.

Demographics and related information regarding visitors to the NWT

region are summarizedin Tables 3-2 through 3-4.

k

...

.
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In the tables and discussionspresented in the followingsections, the

totalsmay not always representthe sum of the numbers tabulateddue to

missingor incompletedata. Wheredata is basedon actualsurveydata,

the tablespresentedare annotatedwith the subheading“(Actual)”.If

the datahas beenweighted,however,theannotationis “(Weighted)”.

.,

.-

.,
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Table 3-1 - Dates and Locationsof Interviews

Table 3-1 indicates when and where in the NWT the interviews took

place. Not surprisingly, the surveyors at Yellowknife captured the

largest number of visitors, accounting for almost 23% of the total

sample. The surveyorsat the MacKenzie River ferry near Ft. Providence

captured 10.5%of all parties and in Inuvik 10% were interviewed.

Most visitors (40%) were surveyed during July, with 28%”in June and 19%

in August. The coverageby locationand month was relativelygood, with

only a few problemareas.

TABLE 3 - 1

DATESAND LOCATIONSOF INTERVIEWS
(Actual)

;URVEYLOCATION MAY JUNE JULY AUG. SEPT.

Inuvik 22 69 72 56 11
Ft. McPherson -- 50 119 60 --
Norman Wells -- 50 36 28 --
Ft. providence 2 52 186 1 --

60th Parallel 5 16 47 31 13
Hay River 23 43 58 29 7
Ft. Simpson -- 33 70 16 1
Yellowknife 30 177 157 98 63
CambridgeBay 20 19 35 46 26
Rankin Inlet 1 11 16 6 --
Iqaluit 34 53 71 32 16
Ft. smith 60 57 38 29

TOTALS 137 663 924 441 166

PERCENTAGE 5.9 27.5 40.2 19.2 7.2
BY MONTH

TOTAL %

230 10.0%
229 9.9
114 5.0
241 10.5
112 4.9
160 6.9
120 5.2
525 22.8
146 6.4
34 1.5

206 8.9
184 8.0

2,301 100.0%

100%
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Table 3-2 - Places of Residence

Table 3-2 shows the residence and trip origins of the survey

respondents. Approximately74% of those surveyedwere from Canada,with

Alberta and Ontario residentsmaking up the largestpercentage.

Americanvisitors outnumberall non-Canadianrespondents,accountingfor

nearly 19% of the total sample. The next most frequentrespondentswere

German, numbering 89 and comprising 1.8% of the sample. Interestingly,

one large Italian party on a road rally raised the average party size

for Italy to 5.6 visitors.

TABLE3 - 2

ORIGINS OF RESPONDENTS
(Actual)

NO. OF AVE~GE SIZE % OF TOTAL
ORIGIN VISITORS OF PARTY VISITORS

CANADIAN
Alberta 1,862 2.17 37.2
Ontario 767 2.14 15.3

. 532 1.79 10.6
&~bec 180 1.76 3.6
Manitoba 144 1.55 2.9
Maritimes 108 1.74 2.2
Yukon 91 2.07 1.8

TOTAL CANADIAN 3,684 73.5 %

FOREIGN
United States 942 2.69 18.8
Germany 89 2.54 1.8
Great Britain 74 2.39 1.5
Other 63 2.03 1.3
Italy 45 5.63 0.9
Australia 30 1.67 0.6
Switzerland 24 1.85 0.5
France 23 3.83 0.5
Japan 23 1.92 0.5
Austria 14 2.33 0.3

TOTAL FOREIGN 1,327 26.5 %

TOTALS 5,011 100.0 %

F .,
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Table 3-3 - Origin of Respondentsby Mode of Transport

Table 3-3 presents the origin of respondentsby mode of transport.As

the table indicates,respondentsfrom the Yukon,Saskatchewanand B.C.

were the most likely to drive, while those from Quebec

leastlikely(preferringair travel). Of all Canadian

were air passengers,whereas only 52% of non-Canadians

airports.

TABLE3 - 3

ORIGINOF RESPONDENTSBY MODE OF TRANSPORT
(Actual)

ORIGIN AIR CAR 1

Manitoba I 101 43
% 70.1% 29.9%

Sask. I 107 141
% 43.1% 56.9%

Alberta I 1220 642
% 65.5% 34.5%

B.C. I 284 248
% 53.4% 46.6%

MaritimesI 75 33
% 69.4% 30.6%

Yukon 29 62
; 31.9% 68.1%

SUBTOTAL I 2622 1310
CANADIAN% 66.7% 33.3%

Other
~. 701 643

Areas ~ 52.2% 47.8%

TOTAL I 3323 1953
% 63.0% 37.0%

LEGEND: I = Number of individuals
% = Percentageof respondentsfor area of origin

and Ontariowere

respondents,67%

were captured at
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Table3-4 - Originof Non-CanadianRespondentsby Mode of Transport

These data indicate that most American respondentsdrove into the NWT,

while the Germans, Swiss and French were more likely to drive than

other offshore visitors. It is assumed that off-shore respondents

rented cars in Canada,but we do not know whether these cars were rented

in the NWT or one of the Provinces. It should be noted that the

variable ‘mode’ was created by determining the survey location and

coding a new variable dependingon the type of survey location,airport

or highway/ferrycrossing.

TABLE 3 - 4

ORIGINOF NON-CANADIANRESPONDENTSBY MODE OF TRANSPORT
(Actual)

AIR

COUNTRY Parties %

United States
Great Britain
Australia
Germany
Japan
Holland
Switzerland
Italy
Austria
Belgium
Israel
France
New Zealand
Greenland
Singapore
Finland
Norway
Iran
Indonesia
south America
Denmark
Syria
Hong Kong
Sweden

I Central America ]

168 32.9
24 4.7
14 2.7
12 2.4
9 1.8
5 1.0
3 0.6
3 0.6
3 0.6
2 0.4
2 0.4
1 0.2
1 0.2
1 0.2
1 0.2
1 0.2
1 0.2
1 0.2
1 0.2
1 0.2
1 0.2
1 0.2
1 0.2
1 0.2
0 0.0

.,

1--TOTALS I 248 50.6%

.

CAR

Parties %

182
7
4

23
3
2

10
5
3
3
1
5
2
0
0
0
0
0
0
0
0
0
0
0
1

35.7
1.4
0.8
4.5
0.6
0.4
2.0
1.0
0.6
0.6
0.2
1.0
0.4
0.0
0.0
0.0
0.0
0.0
0.0
0.0
0.0
0.0
0.0
0.0
0.2

252 49.4%
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Table 3-5 - Origin of Respondentsby Primary Purpose of Trip

This table indicatesthat respondentsfrom Quebec were most likely to be

conductingbusiness, as 50% of Quebec respondentsreported business as

the primary purpose of their visit to the NWT. Nearly all non-Canadians

(93%) reportedthey were travelingfor pleasure.

TABLE 3-5

ORIGIN OF RESPONDENTSBY PRIMARY PURPOSE OF TRIP
(Actual)

1
BUSINESS PLEASURE

Ontario I 214 544
% 28.2% 71.8%

Quebec I 90 89
% 50.3% 49.7%

Manitoba I 63 81
% 43.8% 56.3%

Sask. I 64 184
% 25.8% 74.2%

Alberta I 821 1,036
% 44.2% 55.8%

B.C. I
%

MaritimesI
%

159 370
30.1% 69.9%

31
I

75
29.211 70.8% I

Yukon I
%

SUBTOTAL I
CANADIAN %

Other I
-%

TOTAL I
%

28 62
31.1% 68.9%

93 I 1,243
7.0% 93.0%

LEGEND: I = Number of individuals
%= Percentageof respondentsfor area of origin
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Table 3-6 - Origin of Respondentsby Primary DestinationRegion

Table 3-6 indicates that the Northern Frontier is generally the most

common primary destination for visitors to the NWT, regardless of

origin. Three major exceptions were respondents from Quebec, 49% of

whom tend to travel to Baffin, those from the Yukon tend to travel to

the Western Arctic (88%) and off-shore visitors who marginally prefer

the Western Arctic and Big River Regions (35% and 25%, respectively).

TABLE 3 - 6

ORIGINOF RESPONDENTSBY PRIMARYDESTINATIONREGION
Actual)

r

PRIMARY DESTINATIONREGION

Arctic North’n Western
ORIGIN Baffin Keewatin Coast Frontfr Arctic

Ontario I 140 35 58 224 161
% 18.3% 4.6% 7.6% 29.2% 21.0%

r
Quebec 87 4 3 54 17

; 48.6% 2.2% 1.7% 30.2% 9.52

Manitoba I 13 21 14 53 16
% 9.1% 14.7% 9.8% 37.1% 11.2%

Sask. 2 2 12 138 42
i 0.8% 0.8% 4.9% 56.8% 17.3%

Alberta I 42 7 106 747 379
% 2.3% 0.4% 5.7% 40.3% 20.4%

B.C. 29 2 29 182 165
: 5.5% 0.4% 5.5% 34.3% 31.1%

Yukon
;

Other
:

LEGEND: I

14 0 20 34 27
13.0% o% 18.5% 31.5% 25.0%

3 0 2 4 80
3.3% o% 2.2% 4.4% 87.9%

67 30 103 329 467
5.0% 2.2% 7.7% 24.7% 35.0%

= Numberof individuals

Big
River I
149
19.4%

14
7.8%

26
18.2%

47
19.3%

574
30.9%

123
23.2%

13
12.0%

2
2.2%

338
25.3%

% = Percentageof respondentsfor area of origin

...

... .$
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Table 3-7 - Origin of Respondentsby Mode of Transport

The majority of respondents were captured at airports,and the data

reflect this with 70% of all respondents traveling by air. A higher

proportion of American visitors were

than those from Canada or overseas.

interviewed at highway locations

TABLE 3 - 7

ORIGIN OF RESPONDENTSBY MODE OF TRANSPORT

(Actual)

BY AIR BY CAR

ORIGIN Parties % Parties %

Canada 1,362 59.5 461 20.1
united States 146 6.4 177 7.7
Overseas 83 3.6 61 2.7

TOTALS 1,591 69.5 699 30.5
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Table 3-8 - Age and Gender Distribution

As Table 3-28 illustrates,the largest group consists of males aged 40

to 55. The second largest group is males in their 30’s. Together,

these two male age groups representover one-thirdof the entire sample.

Of special note, it was found that male visitors outnumber female

visitorsin all age groups, and that female visitors comprisebetween4%

and 7% of visitors in all age groups except ‘over55’.

For comparative purposes, Table 3-8 includes the gender and age

distributionof all Canadians.

TABLE3 - 8

AGE AND GENDERDISTRIBUTION
Actual)

1 VISITORSTO NWT ALL CANADIANS*

Numberof % of % of
GENDER/AGEGROUP Respondents Gender Survey Gender% Population%

Males under20 348 10.3 7.0 30.0 15.2
20 to 30 512 15.1 10.3 18.1 9.1
31 to 40 824 24.3 16.6 16.3 8.2
41 to 55 956 28.2 19.3 12.6 6.4
over 55 745 22.0 15.0 23.0 11.6

SubtotalMales 3,385 100.0 68.2 100.0 50.5

Femalesunder 20 206 13.0 4.1 24.1 12.1
20 to 30 266 16.8 5.4 18.5 9.1
31 to 40 280 17.7 5.6 16.7 8.3
41 to 55 314 19.9 6.3 12.8 6.3
over 55 513 32.5 10.3 27.7 13.7

SubtotalFemales 1,579 100.0 31.8 100.0 49.5

TOTALS 4,964 100.0 100.0
(
* Source: StatisticsCanada 1987

-..

}
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Table 3-9 - Income of Visitors

I

The income levels of visitors to the NWT are predictablyquite high.

The cold climateand long distances from suppliersandmarketsresultin

high transportationand maintenancecostswhich are then reflectedin

the highcostof goodsand services.ThismakesArctic

and, therefore,lessaccessibleto lowerincomegroups.

As shown in Table 3-9, almost 40% of the sample

vacationscostly

reported annual

householdincomesof more than$50,000,and 21% reportedfrom$40,000to

$50,000. (It shouldbe noted that 27.6% of the respondentsrefusedto

answer this question).

For comparative purposes,

level is provided in this

a breakdownof Canadianhouseholdsby income

table.

TABLE3 - 9

INCOMEOF VISITORS

(Actual)

I

Under $20,000
$20,001- $30,000
$30,001 - $40,000
$40,001 - $50,000
Over $50,000

PARTIES

118
208
335
345
660

I TOTALS 1,666

* Source: StatisticsCanada, 1987

% OF SURVEI

7.1
12.5
20.1
20.7
39.6

100.0%

CANADA.%.*

33.4
17.5
16.3
12.4
20.3

100.0%
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Table 3-10 - Income of Respondentsby Origin

It is interestingto note

Canadiansand Americansis

exchange rates). In both

family earnings of more

that the incomedistributionbetweenbetween

virtuallyidentical(notwithstandingcurrency

countries,the largestgroup (41%) reported

than $50,000 per year, with negligible

differencesat all incomelevels.

The overseas respondents, however, have a distributionwhich is more

stronglyorientedtowardsthemiddleincomecategories.

TABLE3-10

INCOMEOF RESPONDENTSBY ORIGIN
(Actual)

INCOME LEVEL

‘Lessthan$20,000
,$20,001- $30,000
$30,001- $40,000
$40,001- $50,000
Over $50,000

TOTALS

CANADIANS AMERICANS OVERSEAS

Parties % Parties % Parties %

80 6.21 20 7.55
158 12.26 31 11.70
253 19.63 53 20.00
275 21.33 53 20.00
523 40.57 108 40.75

1289 100.00% 265 100.00%

18 17.14
16 15.24
28 26.67
17 16.19
26 24.76

105 100.00%

.
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Table 3-11 - InCOme of Respondentsby Mode of Transport

Except for the lowest iIICO~t? leVel, the distributionof respondents

using cars as their mode of transport remains relatively constant, at

19% to 25%, regardless of income. on the other hand, as income level

rises, the likelihood of air travel does also. In fact, 47.5% of all

air travelershad family incomesof over $50,000.

TABLE3 - 11

INCOME OF RESPONDENTSBY MODE OF TRANSPORT

ANNUAL
HOUSEHOLDINCOME

Less than $20,000
$20,001 - $30,000
$30,001- $40,000
$40,001 - $50,000
Over $50,000

TOTALS

(actual)

BY AIR BY CAR ALL VISITORS

Parties % Parties % Parties %

65 5.8% 53 9.4% 118 7.1
101 9.2 107 18.9 208 12.5
191 17.4 144 25.4 335 20.1
221 20.1 124 21.9 345 20.7
522 47.5 138 24.4 660 39.6

1100 100.0% 566 100.0% 1666 100.0

t
i

I
I~
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Table3-12- Incomeof Respondentsby PrimaryPurposeof Trip

In aggregate,almost60% of all respondentsreportedpleasure-oriented

purposesas the primary reasons of their visit. However,higher–

incomerespondentswere more likelyto reportbusinessas theirprimary

purpose.

TABLE3- 12

INCOMEOF RESPONDENTSBY PRIMARYPURPOSEOF TRIP
(Actual)

ANNUAL
HOUSEHOLD
INCOME

Less than$20,000
$20,001- $30,000
$30,001- $40,000
$40,001- $50,000
Over $50,000

BUSINESS PLEASURE TOTALS

Parties % Parties % Parties %

24 20.9% 91 79.1% 115 100%
63 30.3 145 69.7 208 100%
108 32.7 222 67.3 330 100%
153 44.6 190 55.4 343 100%
345 52.8 308 47.2 653 100%

TOTALS 693 42.1% 946 57.9% 1649 100%

.
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3.2 Profileof AllVisitorsto the NWT

This section presentsweighteddata representingall visitorsto the

NWT. These data

22,837parties and

during the

each party

Generally,

summer

indicate that a total 55,664 visitors, representing

38,251 households,traveled to all regionsof the NWT

of 1989. The average

is composedof 1.68 households

party size is 2.45 persons and

.

the values in the tables represent the total number of

parties visiting the NWT, however, some tables provide numbers of

individuals,in this case the word ‘individuals’is used in the table

heading. The totals will not always sum 22,837 parties, or 55,651

individualsdue to missing data. When a table presents bivariate,or

multiarite analyses, missing answers for any of the variables being

cross-tabulatedwill be counted as missing across all variables in that

table.
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Table 3-13 - Comparisonof Survey Sample and EstimatedTotal Visitors

Table 3-13 comparesthe primarydestinationsof the surveysamplewith

the weightedestimateof total NWT visitors. AS the tableindicates,

theweightingaffectsrankorderof destinationregionsonlyslightly.

The NorthernFrontiercapturedthe highestnumberof surveyrespondents

(34%)and was also the most commondestination,attracting53% of all

visitors. The WesternArcticwas the primarydestinationfor 26% of

respondents, but represents 15% of all visitors; while

respondents were captured in Big River, representing 21%

visitors. The rank order of Baffin, Arctic Coast and Keewatin

constantbetween respondentsand all visitors.

TABLE3- 13

COMPARISONOF SURVEY SAMPLE AND ESTIMATEDTOTAL VISITORS

REGION

N. Frontier
Big River
West Arctic
Baffin
Arctic Coast
Keewatin
Missing

TOTALS

SURVEY SAMPLE

Parties Percent

775 33.9%
505 22.1
598 26.1
204 8.9
169 7.4
37 1.6
13

2,301 100.0%

ESTIMATEDVISITORS

Parties Percent

11,979 52.7%
4,735 20.8
3,484 15.3
1,601 7.0
671 3.0
263 1.2
104 -

22,837 100.0%

22% of

of all

remains

..



-.. ● ✍✍✍✍ ✍ “

3 - 17

Table3-14- Originof Visitors

whenthe dataare weighted-up,the rankorderof visitororiginsremains

constant,with 38% of visitorsfromAlberta,13% fromOntario,10%from

B.C. and 24% from

significantlylarger

largestfromCanada.

ORIGIN

Alberta
Ontario
B.C.
Sask.
Quebec
Manitoba
Maritimes
Yukon
Other areas

TOTALS

other areas. parties from outside Canada are

than Canadianparties, and Alberta parties are the

TABLE3 - 14

ORIGIN OF VISITORS
(Weighted)

INDIVIDUALS

21,364
7,048
5,475
3,544
1,561
1,531
1,134
658

13,336

55,651

% OF ALL
VISITORS

38.39%
12.66
9.84
6.37
2.80
2.75
2.04
1.18

23.96

100.00%

AVG. SIZE
OF PARTY

2.42
2.02
2.00
2.26
1.95
1.58
1.84
2.25
2.54

2.45

.
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Table 3-15 - Visitors from Other Areas

The visitors who responded to the survey came from 25 countriesother

than Canada. Of these, the United States was the most common origin,

followedby Germany,GreatBritain,Australia,Italyand Switzerland.

TABLE3- 15

ORIGIN OF NON-CANADIANVISITORS
(Weighted)

NO. OF AVG. SIZE
ORIGIN INDIVIDUALS PERCENT OF PARTY

United States 10,059 76.1% 2.56
Germany 785 5.9 2.63
Great Britain 659 5.0 2.22
Italy 337 2.5 5.63
Switzerland 252 1.9 1.94

Australia 232 1.8 1.77
Japan 152 1.1 1.91
France 147 1.1 3.90
Austria 129 1.0 2.78
Belgium 78 0.6 1.87

Holland 66 0.5 1.58
Finland 50 0.4 4.00
Denmark 49 0.4 3.99
New Zealand 45 0.3 1.57
Israel 39 0.3 2.94

Indonesia 38 0.3 3.00
Norway 25 0.2 2.00
Central America 25 0.2 3.00
Sweden 14 0.1 2.00
Greenland 13 0.1 1.00

Syria 8 0.1 2.00
Hong KOng 8 0.1 2.00
Singapore 4 0.0 1.00
Iran 3 0.0 1.00
South America 2 0.0 1.00

TALS 13,219 100.0% 2.54

.3
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Tables 3-16and 3-16(a)- OriQin of Visitorsbv Mode of TranSDOrt

These tables indicatethat almost 60% of all Canadianvisitorsand

nearly70% of foreignvisitorswill travelby car. Of Canadians,those

most likely to drive came from the Yukon, Saskatchewan,B.C. and

Alberta. Foreignersmost likelyto drivecame from the UnitedStates,

Germanyand Switzerland.

TABLE3-16

ORIGINOF VISITORSBY MODEOF TRANSPORT
(Weighted)

BY AIR BY CAR

Ontario % 63.8% 36.2%

Quebec % 95.0% 5.0%

Manitoba % 48.8% 51.2%

ISask. %1 21.4% I 78.6% \

IAlberta %1 36.0% I 64.0% I

IB.C. %1 33.5% I 66.5% ]

IMaritimes%[ 44.1% I 55.9% I

]Yukon %1 21.2% I 78.8% I

TOTAL % 39.1% I 60.9% I

.s
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TABLE3 - 16(a)

ORIGINOF NON-CANADIANVISITORSBY MODE OF TRANSPORT
(Weighted)

COUNTRY

UnitedStates
France
GreatBritain
Germany
Greenland

Holland
Italy
Australia
Switzerland
Japan

Singapore
Finland
Belgium
Norway
Israel

Iran
New Zealand
Indonesia
SouthAmerica
Austria

Denmark
Syria
HongKong
Sweden
CentralAmerica

TOTALS

BY AIR

% of
Parties

61.6%
0.0
9.2
3.2
0.8

1.2
0.8
5.9
0.6
2.9

0.2
0.8
0.8
7.7
0.3

0.2
0.8
0.8
0.1
0.9

0.2
0.2
0.2
0.4
0

100.0%

BY CAR

% of
Parties

79.0%
1.0
3.9
6.7
O*O

0.6
1.3
0.8
3.3
0.8

0.0
0.0
0.8
0.0
0.2

0.0
0.4
0.0
0.0
0.8

0.2
0.0
0.0
0.0
0.2

100.0%

.
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Table 3-17 - Origin of Visitors by Primary Purpose of Trip

Regardlessof origin, the majority of visitors travelingto the NUT will

do so for pleasure. This is especially evident for foreign visitors,

96% of whom will be on a

likely to come from Quebec

pleasure trip. Business travelers are most

(45%),Manitoba (32%)and Alberta (31%).

TABLE3- 17

ORIGIN OF VISITORSBY PRIMARY PURPOSE OF TRIP
(Weighted)

ORIGIN BUSINESS PLEASURE

Ontario % 24.0% 76.0%

Quebec % 44.8% 55.2%

Manitoba % 31.6% 68.4%

Sask. % 15.6% 84.4%

Alberta % 31.1% 68.9%

B.C. % 20.3% 79.7%

Maritimes% 23.5% 76.5%

Yukon % 25.5% 74.5%

ITOTAL %1 21.9% I 78.1%

... .
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Table3-18- Originof Visitorsby PrimaryDestinationRegion

Table 3-18 presentsa comparisonof origins of visitors and primary

destinations within the NWT. The Northern Frontier was the most

common destination for the majority of visitors with two major

exceptions: most Yukon visitors traveledto theWesternArcticand most

Quebecerstraveledto Baffin. The second-mostcommondestinationwas to

theBig Riverregion,followedby theWesternArctic,Baffin,theArctic

CoastandKeewatin.

TABLE3-18

ORIGINOF VISITORSBY PRIMARYDESTINATIONREGION
(Weighted)

I PRIMARYDESTINATIONREGION I

I I Arctic North’nWestern Big I
ORIGIN ]BaffinIKeewatinlCoast\Front’rlArcticI Ri;erl

Ontario %1 16.0%] 3.5%/ 4.5%1 49.2%] 12.3%]14.5%1

Quebec %1 44.9 I 1.8 I 1.4 ] 41.6 I 5.0 I 5.1 I

Manitoba %1 6.0 I 9.8 ] 3.5 I 55.4 / 7.1 ] 18.2 I

Sask. %1 0.5 I 0.4 I 1.1 I 74.4 \ 7.6 j 16.0 \

Alberta %/ 1.1 I 0.2 1 1.8 I 56.2 I 8.2 I 32.6 \

B.C. %] 4.7 I 0.3 \ 1.8 / 55.3 / 19.0 I 18.9 )

Maritimes% 10.3
I 0.0 I 8.2 I 54.1 I 12.7 I 14.7 I

Yukon %J 1.7 I 0.0 \ 0.4 I 7.7 I 86.1 ] 4.2 I

Other % 3.9% 1.6% 2.9% 42.3% 24.6% 24.7%

% = Percentageof visitorsby area of origin
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Table 3-19 - IncomeLevels of Visitors

The income distribution of visitors to the NWT is definitely skewed

towards the higher income bracket, with 35% of all visitors having

family incomes in excess of $50,000 per year. Interestingly,those

visitorswith mid-range annual incomes from $30,001 to $40,000 are more

numerous than those in the next income level, $40,001 to $50,000. The

total of 15,761 parties results from the fact that 28% of respondents

refusedto answer this question.

TABLE3- 19

INCOME LEVELS OF VISITORS

,,
I

(weighted)

ANNUAL INCOME

Less than $20,000
$20,001 - $30,000
$30,001 - $40,000
$40,001- $50,000
Over $50,000T

Parties %

1179 7.5%
2400 15.2
3483 22.1
3117 19.8
5582 35.4

TOTALS 15761 100.0%
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Table 3-20 - Income of Visitors by Mode of Transport

Approximatelyhalf of all air travelers to the NWT have annual family

incomes in excess of $50,000,and the likelihoodof air travel increased

proportionatelyto income level. Visitors who travel

other hand, have fairly even income distributions,

incomes between $20,000 and $40,000 are most likely to

trends coincide at the $40,001 to $50,000 level, where

likely to travelby air as by car.

TABLE3 -20

INCOMEOF VISITORS BY MODE OF TRANSPORT
(weighted)

ANNUAL
HOUSEHOLDINCOME

Less than $20,000
$20,001 - $30,000
$30,001 - $40,000
$40,001- $50,000
Over $50,000

TOTALS

AIR

Parties %

344 5.2%
549 8.3
1108 16.8
1379 20.8
3231 48.9

6610 100.0%

CAR

Parties %

835 9.1%
1851 20.2
2375 26.0
1738 19.0
2351 25.7

9151 100.0%

by car, on the

and those with

drive. The two

visitors are as
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Table3-21- Incomeof Visitorsby PrimaryPurposeof Trip

Of all travelersto the

higher income brackets

businesstravelershave

In fact, over 70% of

NWT, thosetravelingfor businesstendto be in

than those for pleasure. Nearlyhalf of all

familyincomesin excessof $50,000per year.

business travelershave incomes higher than

$40,000,whereasonly 50% of pleasuretravelersare in the sameincome

bracket. Again, the middle incomebracket,of $30,001to $40,000,is

alsoquitecommonfor pleasure-orientedvisitors.

TABLE3-21

INCOMEOF RESPONDENTSBY PRIMARYPURPOSEOF TRIP
(Weighted)

ANNUAL BUSINESS PLEASURE
HOUSEHOLD
INCOME Parties % Parties %

Less than$20,000 137 3.0% 1026 9.2%
$20,001- $30,000 462 10.2 1937 17.3
$30,001- $40,000 708 15.7 2757 24.7
$40,001- $50,000 993 22.0 2116 18.9
Over $50,000 2212 49.1 3337 29.9

TOTALS I 4512 100.0%I 11174 100.0%I
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Table3-22- Incomeof Visitorsbv Origin

Table 3-22 indicates that Canadian and American visitors have

surprisinglysimilar income distributions(notwithstandingcurrency

exchangerates). Interestingly,overseasvisitorsgenerallyhave lower

incomesthan

nearly40% of

whereasfewer

bracket.

North Americans. Especiallynotable

all overseasvisitorshave incomesof

than 22% of North Americanvisitors

TABLE3-22

INCOMEOF VISITORSBY ORIGIN
(weighted)

is the fact that

less than$30,000,

are in that income

CANADIANS AMERICANS OVERSEAS

‘INCOMELEVEL Parties % Parties % Parties %

Less than$20,000 849 7.17 215 7.04 115 14.39
$20,001- $30,000 1753 14.79 422 13.83 193 24.16
$30,001- $40,000 2608 22.01 682 22.35 185 23.15
$40,001- $50,000 2374 20.04 633 20.74 110 13.77
Over$50,000 4265 35.99 1100 36.04 196 24.53

TOTALS 11849100.00%3052 100.00% 799 100.00%

.:..
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Table 3-23 - Age and Gender of Visitors

Over 60% of all visitors to the NWT are male. The largest age/gender

group are males over 55, very nearly matched by males between 41 and 55

and females over 55. Otherwise,however,the number of females is fewer

and relativelyconstant across age groups, except for those over 55 who

comprise almost 40% of all female visitors to the NWT, and 15% of all

visitors.

TABLE3-23

AGE AND GENDERDISTFIBUTION
(weighted)

I I
VISITORSTO NWT

GENDER/AGEGROUP Visitors % Visitors % Gender

Males under 20 4388 8.1% 13.4%
20 to 30 4624 8.5 14.2
31 to 40 7089 13.1 21.7
41 to 55 8198 15.2 25.1
over 55 8379 15.5 25.6

SubtotalMales 32678 60.4% 100.0%

Females under 20 3272 6.0% 15.3%
20 to 30 2796 5.2 13.0
31 to 40 3318 6.1 15.5
41 to 55 3921 7.2 18.3
over 55 8124 15.0 37.9

SubtotalFemales 21431 39.6% 100.0%
L I I I J

...,:*

,. ,,
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Table3-24- Age andGenderof Visitorsby Purposeof Visit

when age and genderdata are cross-tabulatedwith purposeof visit,it

becomes evident that nine out of ten females will be traveling for

pleasure, although approximately20% of those between 20 and 40 travel

on business. On the other hand, about 43% of males between 20 and 40,

and 44% of males between 31 and 40 will be traveling on business.

predictably, over 90% of all male visitors over 55 and 88% of those

under 20 will be travelingin the NWT for pleasure.

TABLE3 -24

AGE ANDGENDERDISTRIBUTIONBY PURPOSEOF VISIT
(Weighted)

I PRIMARYPURPOSEOF VISIT

l====
MALES under 20

20 to 30
31 to 40
41 to 55
over 55

SubtotalMales

Business

544
1959
3104
2495
690

8792

FEMALES under 20
20 to 30
33 to 40
41 to 55
over 55

261
552
602
382
353

Subtotal Females 2150

TOTAL VISITORS 10942

% Pleasure

12.4 3843
42.9 2611
43.9 3972
30.5 5684

8.3 7652

26. 8% 23762

8.0 2997
19.7 2244
18.2 2713
9.8 3531
4.5 7498

10.2% 18983

20 .4% 42745

%

87.6
57.1
56.1
69.5
91.7

73.2%

92.0
80.3
81.8
90.2
95.5

89.8%

79.6%
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3.3 Characteristicsof Visits to the NWT

The visits to the NWT were characterized according to the

followingfactors:

primarydestinations;

primarypurposeof trip;

majoractivitiesundertakenby the visitor(s);

lengthof stay;

typesof accommodationsused;

types and amounts of expenditures;

number of previousvisits; and

month of decision to travel.

These variableshave been weightedto representall visitorsto the

NwT, and are cross-tabulatedby mode of transport,purposeof visit,

originand destinationregion.

Table 3-25 - PrlmarV ReaionalDestinations

The Northern Frontier is the most popular tourism region in the NWT

capturing about one-half of all visitors. This is followed by the

Western Arctic (21%), Big River (15%), Baffin (7%), Arctic Coast (3%)

andKeewatin(l%).

TABLE3-25

PRIMARYREGIONALDESTINATIONS
[weighted)

Northern Frontier
Big River
Western Arctic
Baffin
Arctic Coast
Keewatin

Parties

11,979
4,735
3,484
1,601
671
263

%

52.7
20.8
15.3
7.0
2.9
1.2

,’
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Table3-26- CommunityDestinations

When askedaboutwhich communitieswere primarydestinationswithinthe

NWT,approximately150 differentplaceswerementioned. (SeeAppendixD

for completelist.) However,the 20 most commondestinationsaccount

for almost 90% of all primarydestinations. These ‘top twenty’are

itemizedbelow.

TABLE3-26

PRIMARYCOMMUNITIES
(weighted)

Rank

1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17
18
19
20

Community

Yellowknife
Inuvik
Hay River
FortProvidence
Fort Smith
Fort Simpson
NormanWells
60thParallel
Tuktoyaktuk
FortRae
CambridgeBay
Nahanni
Mackenzie
Pangnirtung
RankinInlet
WoodBuffalo
Colomac
Kakisa
LiardRiver
FortMcPherson

%

47.2
10.8
6.7
3.1
3.0
2.2
1.8
1.7
1.6
1.2
1.0
0.8
0.7
0.7
0.7
0.6
0.6
0.4
0.4
0.4

Cumulative %

47.2
58.0
64.7
71.8
74.7
77.0
78.8
80.0
82.0
83.2
84.1
84.9
85.7
86.4
87.1
87.7
88.3
88.7
89.1
89.5

..
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Table3-27- PurDoseof Visits

The largest proportionof visitors to the NWT (48.4%)will be on

vacation,24% will travelfor businessand 17% will be visitingfriends

and family. The employmentcategoryincludesthosewho are working,or

lookingforwork,in theNWT.

TABLE3-27

PURPOSEOF VISITS
(Weighted)

—

PURPOSEOF
VISIT
——

Vacation
Business
Visitingfriends
and family

Employment
Personal
Other

TOTALS

NUMBER OF
PARTIES

10991
5359

3945
1373

306
751

22725

% OF ALL
PARTIES

48.4%
23.6

17.4
6.0
1.3
3.3

——
100.0%

Note: When purpose of visit is used as a cross-tabulatingvariable in a

bivariateanalysis,the categoriesare collapsedinto ‘business’

(business& employment)and ‘pleasure’(vacation,visiting,

personal& other).

.:, .,
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Table3-28- Purposeof Visitby Mode of Transport

It is evidentthatvacationingvisitorsare most likelyto come to the

NWT by car, as 70% of car travelersare on vacationand only 6Z are

travelingfor businessor employmentreasons. The inverseis truefor

air passengers,as the majority(55.1%)are travelingfor businessor

employmentreasons.

TABLE3-28

PURPOSEOF VISITBY MODEOF TRANSPORT
(Weighted)

BY AIR BY CAR
PURPOSE OF

VISIT Parties % Parties %

Vacation 2613 24.2% 8379 70.3x
Visiting friends 1794 16.6 2151 18.1

and family
Business 4778 44.1 581 4.9
Employment 1195 11.0 178 1.5
Personal 109 1.0 197 1.7
Other 336 3.1 415 3.5
—

TOTALS 10,825 100.0 11,901 100.0
.
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Table 3-29 - Purpose of Visit by RegionVisited

The Baffin region supports the greatest proportion of business travel,

as 42.6% of all visitors to that region are there on business. Baffin

is followedby Keewatin (39%)and the Arctic coast (31%).

The Western Arctic has the highest proportionof vacationtravelerswith

68% of all visitors to that region being on vacation. The Western

Arctic is followedby Big River (59%) and Keewatin (48%).

It is noteworthythat 26% of visitors to the Arctic Coast are traveling

for employment reasons. This is by far the region with the largest

proportionof visitors travelingfor this purpose.

L
PURPOSE

BUSINESS
VACATION
PERSONAL
FRIENDS/
RELATIVES
EMPLOYMENT
OTHER

TOTALS

TABLE3-29

PURPOSE BY DESTINATIONREGION
(Weighted)

BAFFIN I KEEWATIN IARCTICc.IN. FRONTIERIW.ARCTIC IBIG RIVER

% PARTIES

42.6
34.8
1.0
8.7

% PARTIES

38.9
47.7
0.0
10.7

% PARTIES % PARTIES

31.0 23.9
25.0 41.6
0.1 1.3
11.7 24.3

% PARTIES 1% PARTIES

20.2 16.8
68.2 58.9

0.5 2.5
3.4 14.4

9.9 2.7 26.3 6.1 4.7 3.0
3.0 0.0 5.8 2.8 3.1 4.4

100.0 100.0 100.0 100.0 100.0 100.0

..
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PRIMARY
PURPOSE
OF VISIT

Business
Vacation
Personal
visiting friends
and family

Employment
other

TOTALS

,

Table 3-30 - Purpose of Visit BY Origin

The vast majority of business travelersare from Canada origin with 29%

of all Canadians traveling for that purpose. Surprisingly, 12% of

overseas visitors are on business as compared to only 3% of Americans.

Not surprisingly,89% of Americans and 77% of overseas visitors travel

to the NWT for vacations. Visiting family and friends is the 3rd most

common purpose with 21% of Canadians. Again, overseas travelers out

number Americans who are visiting friends at 10% ccinparedwith 2%,

respectively.

TABLE3 -30

PWRPOSE BY ORIGIN
(Weighted)

ORIGIN OF VISITORS 1

CANADA I USA I OVERSEAS I
parties

5081
6854
219

3765
1359
579

17856

Percent

28.5
38.4
1.2

21.1
7.6
3.2

100.0%

Parties

128
3260
87

73
14
152

3714

Percent

3.4
87.8
2.3

2.0
0.4
4.1

100.0%

Parties

125
826

103

21

1075

.

1Percent

111.6
76.8

9.6

2.0

1100.0%
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Table3-31- PrimaryActivitiesof Visitors

Table 3-31 lists the activitieswhich form the primarybasis for the

trip. As the table indicates,general touring is the most common

activity,followedby visitingfriendsand relatives,business,fishing

and camping. A totalof 85% of all visitorswillbe travelingfor those

fivepurposes.

TABLE3-31

PRIMARYACTIVITYTHATFORMEDPRIMARYBASISOF TRIP
(Weighted)

-—— —-——

PRIMARY A(XIVITY NO. PARTIES % OF PARTIES
———

GeneralTouring 6,364 28.2%
Visiting Friends and Relatives 5,149 22.8
Private Business 3,994 17.7
GovernmentBusiness 1,868 8.3
Fishing 1,862 8.3

Camping 692 3.1
Other 496 2.2
Canoeing,Kayaking 453 2.0
Conference/Seminar 334 1.5
VisitingMuseum,HistoricSites 253 1.1

Research 208 0.9
Hiking,Climbing,Backpacking 203 0.9
Hunting 203 0.9
Visiting NationalPark 161 0.7
Nature Study 143 0.6

AttendingEvents, Festivals 89 0.4
Shoppingfor Arts & Crafts 78 0.3
Sailing 4 0.0

——.—

TOTALS 22,555 100.0%
——-

.....
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Table3-32- ActivitiesParticipatedIn By NWT ViSitOrS

This table provides informationregardingthe percentageof visitorswho

participatedin a specified list of activities. Again general touring

is the most popular activity, but it is interestingto note that the

rank order of activityparticipationis different from the rank order of

primary activities (Table 3-31). It appears that visitorshave primary

activities in mind, but obviouslydo other things while they are in the

NWT. Unplannedand spontaneousactivitiessuch as visiting

sitesand shoppingare very popular,as over 40% participated

but only about 2% reportedthose as the primaryactivities

trips.

TABLE3-32

ACTIVITIESPARTICIPATEDIN BY NWT VISITORS
(Weighted)

Activity

GeneralTouring
VisitHistoricSites
Shopping
VisitingFriends& Relatives
Fishing

Camping
Hiking
Private Business
Nature Study
visiting National Parks

Attend Events
Canoeing,Kayaking
GovernmentBusiness
Research
Attending conferences

Hunting
Sailing

No. of Parties

14618
10053
9738
7636
7281

7236
5293
4752
3357
2461

2353
2310
2271
933
777

494
245

I

.

historic

in each,

of their

+

Percent
Participated

64.0
44.0
42.6
33.4
31.9

31.7
23.2
20.8
14.7
10.8

10.3
10.1
9.9
4.1
3.4

2.2
1

1.1 I

.,



Table 3-33 - Primary ActivityBy Mode of Transport

This table presents two rank order lists, primary activitiesof parties

traveling by air, and primary activities of parties traveling by car.

Almost 50% of parties travelingby air will be on either governmentor

private business, 20% will be visiting friends and relatives and 12%

will be touring. A total of 43% of car parties will be touring,25% are

visiting friends and relatives, and 17% will be fishing or camping.

Only.4%of parties travelingby car will be on business.

TABLE3 -33

PRIMARYACTIVITYBY MODEOF TRANSPORT

(Weight=l)

ACTIVITY AIR AIR
PARTIES %

PRIVATEBUSINESS 3591 33.0
FRIENDS/RELATIVES 2175 20.0
GOVERNMENTBUSINESS 1776 16.3
TOURING 1303 12.0
FISHING 527 4.8
CONFERENCE 205 1.9
HUNTING 203 1.9
CANOEING 195 1.8
RESEARCH 172 1;6
HIKING 158 1.5
NATURE 115 1.1
PARK VISIT 26 0.2
SHOPPING 23 0.2
CAMPING 23 0.2
EVENTS 5 0.0
HISTORY 4 0.0
OTHER 372 3.4

TOTALS 10877 100.0%

ACTIVITY

TOURING
FRIENDS/RJILATIVES
FISHING
CAMPING
PRIVATE BUSINESS
CANOEING
HISTORY
PARK VISIT
CONFERENCE
HUNTING
GOVERNMENTBUSINESS
EVENTS
SHOPPING
HIKING
RESEARCH
NATURE
OTHER

TOTALS

;AR
>ARTIES

5,061
2,974
1,335
669
403
258
249
135
129
124
92
84
56
46
36
28
124

11,803

CAR
%

42.9
25.2
11.3
5.7
3.4
2.2
2.1
1.1
1.1
1.1
0.8
0.7
0.5
0.4
0.3
0.2
1.1

100.0%

. .‘*
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Table 3-34 - Primary Activitiesby Purpose of Trip

This table cross tabulatesthe primary activitywith the primarypurpose

of the trip. While it may be redundant to cross tabulate these two

variableswith one another, interestingresults in the pleasure category

make it advisableto include this table.
e

Predictably,90% of business travelersconduct research,conductprivate

or governmentbusiness, or attend conferencesas the primary activities

of their trip to NWT. They do, nevertheless,take the time to undertake

fishing,touring and other pleasure-orientedactivities.

The pleasure travelers are most fre~ent~y tourin9 (39%)1 visitin9

friendsand relatives (32%), fishing (11%)or c~Pin9 (4%).

TABLE3-34

PRIMARY ACTIVITIESBY PURPOSEOF TRIP
(Weighted)

ACTIVITY BUSINESSWSINESS
%

PRIVATEBUSINESS 3802 57.3
GOVERNMENTBUSINESS 1834 27.7
CONFERENCE 166 2.5
FISHING 123 1.9
TOURING 113 1.7
RESEARCH 103 1.6
FRIENDS/RELATIVES 57 0.9
HISTORY 56 0.8
EVENTS 54 0.8
NATURE 28 0.4
SHOPPING 13 0.2
PARK VISIT 11 0.2
HIKING 9 0.1
HUNTING 4 0.1
OTHER 259 3.9

TOTALS 6632 loo.og

ACTIVITY

TOURING
FRIENDS/RELATIVES
FISHING
CAJ4PING
CANOEING
HUNTlffi
HISTCRY
HIKIAG
PRIvATE BUSINESS
CONFERENCE
PARK VISIT
NATURE
RESEARCH
SHOPPING
EVENTS
GOVERNMENTBUSINES:
OTHER

TOTALS

‘LEASURE
%

39.4
32.1
10.9
4.3
2.6
1.3
1.3
1.2
1.1
1.1
0.9
0.7
0.7
0.4
0.2
0.2
1.5

00.0%

‘LEASURE

6232
5071
1724
684
417
199
198
187
181
169
150
115
105
66
56
27

237

15802
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Table3-35- PrimaryActivitiesBy DestinationRegion

Thereare sevenactivitieswhichmost oftenfo~ the primarypurposeof

travelingto the NWT, namely: touring,business,visitingfriends,

fishing,camping,hiking and canoeing/kayaking.However,there are

markeddifferencesamongthe six tourismregionsin the NWT. Touringis

themostpopularactivityin the WesternArctic,Big River,and Keewatin

regions,while in Baffinand the Arcticcoast businesstravelis most

common. In the NorthernFrontier,those who are visitingfamilyand

friends are most common.

This table consists of six rank order lists

region) which are sorted by decreasing

activities.

(one for each

frequencies

destination

of primary

TABLE3-35

PRIMARY ACTIVITIESBY DESTINATIONREGION
(Wei9htedl

NORTHERN FRONTIER

FRIENDS/RELATIVES
TOURING
PRIVATE BUSINESS
FISHING
GOVERNMENTBUSINESS
CAMPING
OTHER
HUNTING
HISTORY
CONFERENCE
RESEARCH
CANOEING
SHOPPING
NATURE STUDY
PARK VISIT
HIKING

TOTAL

?arties

3674
2963
2293
855
832
345
225
148
135
135
69
54
40
26
14
6

11814

%

31.10
25.08
+9.41

7.24
7.04
2.92
1.90
1.25
1.14
1.14
0.58
0.46
0.34
0.22
0.12
0.05

100.00%

I ARCTIC COAST

PRIVATE BUSINESS
FRIENDS/RELATIVES
GOVERNMENTBUSINESS
CANOEING
TOURING
FISHING
RESEARCH
NATURE STUDY
HUNTING
OTHER
HIKING
CONFERENCE

TOTAL

~artie~

278
103
92
66
48
34
21
13
7
4
1
1

668

%

41.62
15.42
13.77

9.88
7.19
5.09
3.14
1.95
1.05
0.60
0.15
0.15

100.00%
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TABLE3 - 3S (continued)

PRIMARYACTIVITIESBY DESTINATIONREGION

WESTERN ARCTIC

Parties

TOURING
PRIVATE BUSINESS
GOVERNMENTBUSINES
FRIENDS/RELATIVES
CAWING
OTHER
CANOEING
FISHING
HISTORY
RESEARCH
HUNTING
CONFERENCE
EVENTS
NATURE STUDY
HIKING
SHOFPING
PARK VISIT
SAILING

TOTAL

1885
522
227
178
120
118
107
69
47
41
40
32
25
?6
12
8
8
4

3459

I BIG RIVER

TOURING
FRIENDS/RELATIVES
FISHING
PRIVATE BUSINESS
GOVERNMENTBUSINESS
CANOEING
CAWING
CONFERENCE
PARK VISIT
HISTORY
OTHER
EVENTS
HIKING
RESEARCH
SHOPPING
NATURE STUDY
HUNTING

TOTAL

$

54.50
15.09
6.56
5.15
3.47
3.41
3.09
1.99
1.36
1.19
1.16
0.93
0.72
0.46
0.35
0.23
0.23
0.12

100.00

‘artles

1059
972
840
518
240
219
218
135
131

72
68
65
50
28
23
14

4

4656

$

22.74
20.88
18.04 I
11.13
5.15 I
4.70 ~
4.68 I
2.90
2.81
1.55
1.46
1.40
1.07
0.60
0.49
0.30
0.09

00.00

1 BAFFIN

Parties

GOVERNMENTBUSINI
PRIVATE BUSINESS
TCURING
FRIENDS/RELATIVE:
HIKlffi
OTHER
FISHING
NATURE STUDY
RESEARCH
CONFERENCE
CANCEING
CPW’ING
PARK VISIT

ITOTAL

381
372
278
194
126

72
48
42
40
24

8
8
8

1601

$

23.80
23.24
17.36
12.12
7.87
4.50
3.00
2.62
2.50
1.50
0.50
0.50
0.50

100.00

TOURING 107
GOVERNMENTBUSINESS 71
NATURE STUDY 32
FR I ENDS/RELATl VES 14
RESEARCH 9
PRIVATE BUSI NESS 9
HIKING 7
CONFERENCE 7
SHCfP INS 7

TOTAL 263

$

40.68
27.00
12.17

5.32
3.42
3.42
2.66
2.66
2.66

100.00
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There is a significant

from Canada, the USA,

likely to travel to

or business (32%).

to go touring (50%)

differencein the primary activitiesof visitors

and other countries. Canadian visitors are most

the w to visit friends (27%), to go touring (22%)

American visitorsmost frequentlytravel to the NWT

or fishing (14%). Most overseas visitors also go

touring (54%) and visiting friends (11%). overseas

likely to go camping and hiking than Americans, and

likely to go fishing,hunting or canoeing/kayaking.

The lists

activities

which follow again provide the rank

broken down by origin of visitor.

visitors are more

Americansare more

order of primary

.3
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TABLE3 - 36

PRIMARYACTIVITIESBY PLACEOF ORIGIN
Weighted)

I

I CANADIANPARTIES

VISITFRIENDS
TOURING
PRIVATEBUSINESS
GOVERNMENTBUSINESS
FISHING
OTHER
CAMPING
CONFERENCE
HISTORICSITES
CANOEING
RESEARCH
HIKING
FESTIVALS
NATIONALPARK
HUNTING
SHOPPING
NATURESTUDY
SAILING

———.—.
TOTAL

——.

4833
3926
3795
1800
1298
430
324
246
223
175
139
118
89

:;

;; ~
4 ~

-
.7700 I

27.3
22.2
21.4
10.2
7.3
2.4
1.8
1.4
1.3

:::
0.7
0.5
0.5
0.5
0.4
0.4
0.0

100.0

AMERICANPARTIES

TOURING 1841 49.8
FISHING 532 14.4
CAMPINC 277 7.5
CANOEING 235 6.4
VISITFRIENDS 193 5.2
PRIVATEBUSINESS 134 3.6
HUNTING 118 3.2
CONFERENCE 68 1.8
NATIONALPARK 67 1.8
RESEARCH 56 1.5
NATURESTUDY 53 1.4
HIKING 39 1.1
OTHER 38 1.0
GOVERNMENTBUSINESS 27 0.7
HISTORICSITES 14 0.4
SHOPPING 7 0.2

-———-. —----
TOTAL 3699 100.0

--———

OVERSEASPARTIES

TOURING 575
VISITFRIENDS 119
CAMPING 91
HIKING 45
PRIVATEBUSINESS 45
GOVERNMENTBUSINESS 38
CANOEING 37
NATURESTUDY 28
OTHER 27
CONFERENCE 21
HISTORICSITES 16
RESEARCH 13
NATIONALPARKS 8
FISHING 8
HUNTING 3

TOTAL 1074
—

53•5
11.1

8.5
4.2
4.2

:::
2.6
2.5
2.0
1.5
1.2
0.7
0.7
0.3

100.0

., .$ ...*
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Table3-37- Numberof VisitorNightsin theNWT

The datagatheredin thisseriesof interviewssuggestthatall visitors

spent a total212,498nightsin the NWT. Almosthalf of thosenights

were spentin theNorthernFrontier(48%),and Big RiverandWest Arctic

each accountedfor 16% of all visitornights. Visitorstendto stay in

Baffin the longestat an averageof 16 nights,which is followedby

the Arctic Coast (15 nights),and the Western Arctic and Northern

Frontierat 8 nights each.

TAELE3-37

NTJMEEROF NIGHTSPER DESTINATIONREGION
(Weighted)

DESTINATIONREGION
——

NIGHTSIN BAFFIN

NIGHTSIN KEEWATIN

NIGHTSIN ARCTICCOAST

NIGHTSIN WESTERNARCTIC

NIGHTSIN N. FRONTIER

NIGHTSIN BIG RIVER

TOTALALL REGIONS

NUMBEROF
NIGHTS

27,174

2,740

13,510

32,864

102,752

33,458

%

12.8

1.3

6.4

15*5

48.4

15.7

AVERAGENO.
NIGHTS/REGION

15.5

7.4

15.4

8.1

8.4

5.1

212,498* 100.0% 8.9
—-.

* Some parties stayed in more than 1 region, this is reflectedin the

areas where visitors can easily move from region to region, such as

Big River and Northern Frontier. Therefore, the average number of

nights per region is likely lower than the average stay per party as

indicatedin Table 3-40.
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Table3-38- Numberof VisitorNightsby Mode of Transport

Three of the six travel regions in the NWT have both air and road

access;NorthernFrontier,Big River,and the WesternArctic. In all

casesthe averagelengthof stayis less for car travelersthanair. In

the WesternArcticand NorthernFrontier, air travelersaccountfor the

majorityof visitornights (72% and 59% respectively),while in Big

Rivercar travelersaccountfor the majority(64%)of the totalin that

region.

TABLE3-38

NUMBEROF NIGHTSBY MODE
(Weighted)

——-.——. —.- ————

MODEOF TMNSPORT
NIGHTSPER REGION

AIR % CAR % TOTAL
-——

WESTERNARCTIC
NIGHTS 23638 72.0 9226 28.0 32864
AVEUGE 14.2 3.9 8.1

NORTHERNFRONTIER
NIGHTS 60908 59.3 41844 40.7 102752
AVEUGE 9.9 6.9 8.4

BIG RIVER
NIGHTS 12038 36.0 21421 64.0 33459
AVERAGE 10.5 3.9 5.1

—.——
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In all regions,business travelerstend to stay longer than vacationers,

especiallyin the Arctic Coast, Western Arctic and Baffin regions where

business travelers stay 2 to 4 times longer. Not only do business

travelers stay longer but they also account for the majority of all

visitor nights in most regions; only in Big River and the Northern

Frontierdo vacationersaccount for 75.4% and 60%, respectively.

TABLE3 - 39

NUMBEROF NIGHTSBY PURPOSEOF VISIT
(Weighted)

PRIMARY PURPOSE OF VISIT

NIGHTS PER REGION BUSINESS % PLEASURE %

BAFFIN
NIGHTS 18372 68.2 8585 31.8
AVERAGE 21 10

KEEWATIN
NIGHTS 1445 52.7 1296 47.3
AVERAGE 8 7

ARCTIC COAST
NIGHTS 9746 72.2 3756 27.8
AVERAGE 25 8

WESTERN ARCTIC
NIGHTS 19215 59.3 13190 40.7
AVERAGE 19 4

NORTHERN FRONTIER
NIGHTS 40927 40.0 61493 60.0
AVERAGE 11 7

BIG RIVER
NIGHTS 8152 24.6 25016 75.4
AVEP4GE 8 5

% = percent of all visitor nights per region

..
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Table3-40- Numberof VisitorNightsby Origin

As Canadians

is therefore

nights. In

travelingin

account for the vast majority of travelersin the NWT, it

logical that they also account for the majority of visitor

fact, 85% of all visitor nights are spent by Canadians

the NWT; Americans account for 10%, and overseas visitors

5%* It is interestingthat overseasvisitorsstay almostas long as

Canadians9.6 versus10.4 nights,respectively,whileAmericansstayan

averageof only5.3 nights.

The regionswhich retainvisitorsfor the longeststaysare the Arctic

Coast and BaffinIsland. Keewatinand the Big River tend to have the

shorteststays.

.:.. .,.
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TABLE3 - 40

NUMBEROF NIGHTSPER ORIGIN
Weighted)

NIGHTSPER REGION CANADA
1

BAFFIN
NIGHTS
AVEMGE
PERCENT

KEEWATIN
NIGHTS
AVERAGE
PERCENT

ARCTICCOAST
NIGHTS
AVEMGE
PERCENT

WESTERNARCTIC
NIGHTS
AVERAGE
PERCENT

NORTHERNFRONTIER
NIGHTS
AVERAGE
PERCENT

BIG RIVER
NIGHTS
AVERAGE
PERCENT

24,098

89!;%

2,030
8

74.1%

11,472
17

84.9%

25,714
10

78.4%

90,031

87.?%

25,888

78.:%

.

ORIGIN

=
1,379

5.1;

618
8

22.6%

1,567

11::%

3,671
4

11.2%

9,672

9.:%

4,728
4

14.3%

10.2% I

1,553
13

5 .7%

92
4

3 .4%

471

3!;%

3,416
7

10 .4%

2,996
10
2.9%

2,413

7!!%

5.2%

=.-L..-

TOTAL

27,028

2,740

13,510

32,801

102,699

33,059

100%

9.6
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Table3-41- Type of AccommodationBy Region

The weightedaveragelengthof stay in all typesof accommodationsis

9.4 nights per party trip. As in previous studies,the “other”

accommodationsprovedto be the ones which supportedthe longeststays

per trip at 14.2 nights. This is presumablyaccommodationwhich

provideslodgingforwork relatedpurposes. Homesappearto be themost

common overall type of accommodationwith 35% of all nights,and camping

is secondmost frequentwith27% of nights.

Each region appears to have a type of accommodationwhich supplies the

majority of lodging. Baffin is the only region in which hotels supply

the highest number of nights. In Keewatin,Arctic Coast,Western Arctic

and Big River camping is most frequent,while in the Northern Frontier

privatehomes providemost of the accommodations.

The Baffin region consistently supports the longest stays for all

accommodation types except camping and other, while the Arctic Coast

generallyhas the longestaverage stays of 22 nights. This lattervalue

is very high and is due to the long campingtripsand long stays in

“other”accommodations.
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NIGHTSIN HOTELS
TOTAL
AVERAGE

NIGHTSIN LODGES
TOTAL
AVERAGE

NIGHTSIN HOMES
TOTAL
AVERAGE

NIGHTSCAMPING
TOTAL
AVEMGE

NIGHTSIN OTHER
ACCOMMODATIONS
TOTAL
AVERAGE

—-
TOTAL

——
WEIGHTEDAVERAGE

3 - 49

TABLE3 - 41

TYPEOF ACCOMMODATIONBY REGION
(Weighted)

PRIMARYZONE DESTINATION

BAFFIN

12396
16.0

2226
14.3

6643
14.9

4671
12.6

2779
10•o

28715

14.5

KEEWATIN

479
2.7

320
6.4

370
6.5

566
17.5

218
25.5

1953
——
10.9

ARCTIC
COAST

1392
5.6

301
6.4

1463
9.6

5547
26.0

5180
26.8

13883

22.0

WORTHERN
?RONTIER

16925
4.3

7519
11.8

51507
11.4

22844
6.3

11481
12.3

110276

9.4

lESTERN
ARCTIc

6414
6.4

226
5.2

5552
11.2

9267
4.9

6111
11.3

27570

9.4

BIG
tIVER

5207
4.3

1980
10.9

9442
7.5

.4517
6.9

3040
11.3

14186

7.3

TOTAL %

42813 19.8
5.8

12572 5.8
11.3

74977 34.6
10.8

54712 26.5
7.0

28809 13.3
14.2

~16583 100.0

9.4
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Table3-42- Type of AccommodationBy Modeof Transport

The most common type of accommodationfor air travelersare private

homes (34%)and hotels (23%). The most commonformsof accommodation

for car travelersare camping(43%)and privatehomes(37%).

The fact that air travelerstend to stay longerthan car travelersis

again evidentas shown by the averagestay of 13.1 nightsversus 5.9

nights,respectively.

It is interesting that while only 17% of all air visitor nights are

spent camping, the average stay is quite long at 16.2 nights.

TABLE3-42

TYPEOF ACCOMMODATIONBY MODEOF TRANSPORT
Weighted)

TYPESOF
ACCOMMODATION

.
HOTELS
NIGHTS
AVERAGE

LODGES
NIGHTS
AVERAGE

HOMES
NIGHTS
AVERAGE

CAMPING
NIGHTS
AVERAGE

OTHERACCOMMO-
DATIONS
NIGHTS
AVERAGE

TOTAL

WEIGHTEDAVEIUGE
——--

BY AIR

32103
6.5

10646
14.4

47135
13.8

24019
16.2

26088
16.8

139991

13.1

MODEOF TRANSPORT

%

22.9

7.6

33.7

17.2

18.6

100.0

BY CAR
—

10763
4*3

1926
5.1

28282
8.0

33449
4.9

2720
5.8

77140

5.9

%

13.9

2.5

36.7

43.4

3*5

100.0
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Table3-43- Typesof Accommodationby Originof Visitors

Canadianand overseasvisitorsspendan averageof 10 nightsin theNWT

per visit, whereas Americans spend an average of only 5 nights.

Canadiansand overseasvisitorsalso spendmostnightsin privatehomes,

38% and 41%, respectively.Americansspend64% of all nightscamping

and,at an averageof 5.9 nights,theyspendmore timein campsthanat

any othertypeof accommodation.

TABLE3-43

TYPESOF ACCOMMODATIONBY ORIGINOF VISITORS
(weighted)

————

r

-—_-———
ORIGINOF VISITORS

ACCOMMODATION
(nights)

1=

CANADA %
—--

HOTELS Total 38141 20.6%
Average 6.5

LODGES Total 10210 5.5
Average 15.5

HOMES Total 70203 37.9
Average 11.1

CAMPING Total 39370 21.3
Average 7.5

OTHER Total 27168 14.7
Average 15.8

‘-----:-rTOTALS
WEIGHTEDAVERAGES
-—-—..—--.-—--—

U.S.A. % OVERSEAS %

3679 16.8% 887 9.4%
2.9 3.1

1946 8.9 416 4.4
5.1 5.7

1290 5.9 3891 41.4
3.7 16.8

13949 63.5 3678 39.1
5.9 6.2

1083 4.9 532 5.7
4.6 8.7

21947 100.0 9404 100.0
5.1 10.4
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Table 3-44 - Types of Accommodationby Origin and Purpose of Visit

Of all visitors who choose hotels for accommodation,most (75%) are

Canadian business travelers, staying an average of 9 nights. Gf all

stays in lodges, the majority (66%) are spent by Canadian business

travelers, staying an average of 35 nights; and 15% are spent by

American pleasure travelers staying an average of 5 nights. Of all

nights spent in private homes, most (64%) are by Canadian pleasure

visitors, staying an average of 9.1 nights. Of all those visitors

camping, most (43%) are Canadian pleasure travelers, 26% are Canadian

business travelers and 24% are American pleasure visitors. Finally,of

all nights spent in other types of accommodation, 84% are spent by

Canadianbusiness travelers.

TABLE3 -44

TYPES OF ACCOMMODATIONBY ORIGIN AND PURPOSE OF VISIT
[weighted)

CANADA U.S.A. OVERSEAS
ACCOMMODATION
(nights) BusinesspleasureBusiness pleasure Businesspleasure

iOTELS Total 31323 6697 360 33!)7 123 753
Average 9.0 2.9 3.7 2.9 1.9 3.5
% 73.6% 15.7% 0.8% 7.8% 0.3% 1.8%

:ODGES Total 8161 1913 50 1896 119 297
Average 35.1 4.6 7.0 5.0 2.9 9.5
% 65.6% 15.4% 0.4% 15.2% 1.0% 2.4%

ioms Total 21705 48239 54 1236 629 3262
Average 21.2 9.1 1.7 3.9 26.8 15.7
% 28.9% 64.2% 0.1% 1.6% 0.8% 4.3%

XMPING Total 14712 24489 81 13848 334 3344
Average 21.2 5.4 4.8 5.9 10.3 6.0
% 25.9% 43.1% 0.1% 24.4% 0.6% 5.9%

)THER Total 23859 3188 351 694 83 385
Average 20.0 6.2 14.6 3.4 6.3 8.6
% 83.5% 11.2% 1.2% 2.4% 0.3% 1.3%

rOTALS Nights 99760 84526 896 20981 1288 8041
~eightedAvgs 18.6 7.3 8.1 5.1 16.6 10.0

k

. . .

i
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Table3-45and 3-45a- TourismExpendituresby RegionVisited

The following tables provide average and total projected tourism

expenditures.All tablesprovidingdataon expensesindicatetheamount

spentper travelparty.

A total of $53.7 million was spentby visitorsto the NWT on various

tourismexpenditures,at an averageof $2,362per party.

The NorthernFrontiercapturesthe largestpercentageof all tourism

expenditures,for a total of almost$25 million, followed by the Big

River($12.6million)and theWesternArctic($87.3million).

In the Arctic Coast, transportation,traveltours and other expenses,

are all exceedinglyhigh,relativeto otherregions. ,Thereare several

very high expensesreportedwhich dramaticallyaffect averages. One

respondentreportedspending$40,000and two othersspent$15,000each

on transportationin the ArcticCoast. Thesehigh valuesmay be due to

aircraftrentalor otherunusual

expendituressignificantly.

The ‘PackageTour’ expenditures

becauseit is assumedthat these

expenses,but certainly raise average

are not included in regional totals,

expenses were incurred outside of the

NwT. However, it may be valid to ascribe a percentageof tour costs to

regionaland territorialtotals. Tours within the Baffin regionare the

most expensive,followedby those to the Arctic Coast and Keewatin.

.. ..*

..
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TABLES -45

AVERAGETOURISMEXPENDITURESBy REGIONVISITED
(Weighted)($1s)

EXPENDITURES KEE- ARCTIC NCRTHERN WESTERN BIG
($) BAFF IN WATIN COAST FRONTIER ARCTIC RIVER TOTALS

TRANSPOR-
TATION A 816 821 2,517 334 436 689 528

‘4EALS A 313 267 762 206 191 146 216

ACCOMMO-
DATIONS A I 537 470 745 431 266 220 379

SOUVENIRS A I 365 I 249 I 157 j 207 I 161 I 991 188 I

TCURS A 364 238 1,017 356 458 745 471
1 1 I 1 I I 1

OTHER
ITEMS A 181 875 1,126 525 589 757 581

EXP’ i Al 2,5761 2,9201 6,324 I 2,059 j 2,1011 2,656{ 2,362 I

PACKAGE
TOURS A I 3,153 2,876 2,994 1,499 I ,949 1,263 1,927

TABLE3-45a

TOTALTOURIS?4EXPENDITURESBYREGIONVISITEO
(Ueightud) (SOOOss)

EXPENDITURES KEE- ARCTIC NCUTHERN WESTERN BIG
(s) BAFFIN WATIN COAST FRONTIER ARCTIC RIVER TOTALS

TRANSPOR-
TATION A 1,306 216 1,689 4,001 1,519 3,262 11,994

I I I I I I I

MEALS A 501 70 511 2,468 665 691 4,907
I

ACC0MJ40-
DATIONS A 860 124 500 5,163 927 1,042 8,615

SOUVENIRS A 584 65 105 2,480 561 469 4,265

TOURS A 583 63 682 4,265 1,596 3,528 10,716

OTHER
ITENS A 290 230 7’36 6,289 2,052 3,584 13,201

, 1 1 ,
AL

EXP’S A 4,124 768 4,243 24,665 7,320 12,576 53,696

PACKAGE
TOURS A 964 379 243 1,084 546 539 3,756
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Table 3-46 - Tourism Expendituresby Mode of Transport

Both air and car travelers spend the largest proportion of their travel

expenditures on transportation (29% and 13%, respectively). Air

travelers, however spent an

did on transportation,$954

more than car travelersin

twiceas much in total. In

average of over 4 times what car passengers

versus$222. In fact,air travelersspend

all categories,and generally spend almost

aggregate,air travelers spend more than car

travelers even though they only represent abc~ut40% of all visitors.

Travelers were asked about package tours purchased outside the NWT. The

average package tour cost for air travelers is $2,388 and $918 for car

visitors. A full 85% of all package tours involve air travel.

TOURISMEXPENDITURESBY MODEOF TRANSPORT
(Weighted)

EXPENDITURES ($) BY AIR % BY CAR %

TRANSPORTATION Average 954 28.5 222 12.9

MEALS Average 284 8.5 139 8.1

ACCOMMODATIONS Average 507 15.2 254 14.8

SOWENIRS Average 244 7.3 159 9.3

LOCAL TOURS Average 754 22.6 351 20.5

OTHER ITEMS Average 600 17.9 590 34.4

TOTAL Average 3343 100.0 1715 100.0

AGGREGATE TOTALS 29,850,000 23,846,000

,.

..
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Table3-47- TourismExpendituresby Originand Purposeof Visit

Business travelers,for the most part, tend to spend substantiallymore

money while traveling than pleasurevisitors. This is especiallytrue

for transportation,meals and accommodations.In fact,approximately

half of all money spent on those three items in the NWT is spentby

Canadians on business. It is however, interestingthat American

businessand pleasuretravelershave similartotalaverages.

On the other hand, pleasure

souvenirs,tours and ‘other’

Canadianvisitorson vacation

travelerstend

expenditures,

buy 63% of all

to spend more money on

than those on business.

souvenirs and 53% of all

local tours. The highestproportionof expensesgenerallygoes towards

transportationfor all groups.

TABLE3-47

AVERAGEEXPENDITURESBY ORIGINAND PURPOSEOF VISIT
(Weighted)

CANADA U.S.A. OVERSEAS
EXPENDITURES

($) BusinessPleasure BusineSS Pleasure BusinessPleasure

TRANSPOR- 1038 259 1276 413 2088 301
TATION % of Total 53.0% 25.5% 1.6% 16.2% 1.1% 2.5%

MEALS 321 165 231 132 1041 137
% of Total 46.3% 39.6% 0.9% 8.9% 1.9% 2.4%

ACCOMMO- 564 299 431 250 161 120
DATIONS% of Total 53.0% 31.7% 1.2% 12.4% 0.2% 1.5%

SOWENIRS 184 205 121 166 785 129
% of Total 18.4% 62.9% 0.2% 12.5% 2.8% 3.0%

TOURS 138 403 120 745 .- 240
% of Total 1.9% 52.7% 0.1% 42.2% -- 3.2%

OTHER 327 645 298 856 608 808
ITEMS % of Total 10.6% 62.1% 0.2% 21.6% 0.8% 4.7%

TOTAL 2,482 1,976 2,477 2,562 4,683 1,535

PACKAGE 2015 1562 1500 2270 1700 2583
TOURS % of Total 18.8% 39.7% 0.3% 31.1% 1.8% 8.2%

4

.

.,



● ✍✍✍✍ ✍✍✍ ✍ ‘

..-
3 - 57

Table3-48- Timingof Decisionto Travel

May, June and July are the most commonmonthsduringwhichthedecision

to travel to the NWT was made, as 50% of all visitorsmade their

decisionduring this period. This trend remainsrelativelyconstant,

regardlessof mode of transportor purposeof visit. However,thosewho

travelby air are more likelyto decidein May, and thosewho travelby

carmorecommonlydecidein June.

TABLE3-48

TIMINGOF DECISIONTO TRAVEL
(Weighted)

I MONTH

1989
January
February
March
April

May
June
July

August

1988
September

L-
October
November
December

TOTALS
———

...

NUMBEROF
PARTIES

1,652
1,338
1,419
1,704

3,472
3,820
2,400

1,334

571
129
401
879

19,118
—.

PERCENTAGEOF
ALL PARTIES

8.6%
7.0
7.4
8.9

—

18.2
20.0
12.6

—

7.0

3.0
0.7
2.1
4.6

50.8%

100.1%
—
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Table3-49- PreviousTripsby Originand Purposeof Visit

.,

The number of visitorswho have previouslytraveledto the NWT is

virtually identicalto those who are first-timevisitors(50.3%and

49.7%,respectively). The vast majority(89%)of returnvisitorsare

Canadians. Interestingly,Canadian pleasure travelers who have

previouslyvisitedtheNWT outnumberCanadianbusinesstravelers.

Of thosewho havenot visitedpreviously,themajorityare alsopleasure

travelersfrom Canada. However, it is significantthat very few

pleasure-orientedvisitorsfrom outsideCanadahave previouslybeen to

theNWT.

TABLE3-49

PREVIOUSTRIPSBY ORIGINAND PURPOSEOF VISIT
(Weighted)

---—
PREVIOUSTRIPS

ORIGINSAND
PRIMARYPURPOSES YES NO
OF VISITS

Parties
—-—-—
CANADA

Business 4,651
Pleasure 5,470

UNITEDSTATES

Business
Pleasure 9;;

OVERSEAS

Business 61
Pleasure 160

TOTAL 11,380

% I Parties \ %

41.0% 1,789 15.9%
48.0 5,946 52.8

0.7 64 0.6
8.4 2,613 23.2

0.5 0.6
1.4 7X 7.0

50 .3% 11,265 49 .7% z100.0%

I
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3•4 Indicators of VisitorSatisfaction

The ‘NWTVisitorSurvey’askedseveralquestionswhichprovideconcrete

indicatorsregardingthe levelof satisfactionthevisitorsderivedfrom

their trip to the NWT. These includedactual ratingsof facilities

which have been analyzedby regionaland communitydestinations.Other

ratings include assessmentof the quality of informationand the

likelihoodof visitorsrecommendingthe NWT as a traveldesintationto

friendsand relatives.All ratingswere on a scalefrom1 to 5, with 1

being poor, 3 being satisfactoryand 5 being excellent. When average

ratingsare presented,any value over 3 will indicatea satisfactory

judgment,while ratingsover 4 can be consideredexcellentand those

under3 are in needof improvement.

The final indicatorsof satisfactionare ‘open-ended’questionswhich

asked about the most interestingfeaturesof the visitor’strip and

what,in theirminds,werethe mostneededimprovements.

.
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Table3-50- FacilityRatingsby RegionandPurposeof Visit

When examiningthe overallaveragesin this table, only four items

receivedexcellentratings: toursand hotelsin Keewatin,toursin the

ArcticCoast, and toursfn theWesternArctic.

When breakingthe ratingsdown by purposeof visit,it is evidentthat

pleasuretravelersgenerallytend to give higher ratings than the more

critical business traveler. For example, vacationersrated all

facilities (except shopping in the Arctic Coast, and tours and

transportationin the NorthernFrontier)higher than their business

counterparts.

There is only one item which receivedan overallratingunder 3.00:

shoppingin the Keewatinregion. However, the rating is marginally

under 3.00 (2.94) and may requireonly minor changes to receivea

satisfactoryrating. In fact, any ratings,when sortedby purpose,

whichare less than3.00,are onlyvery slightlyunder. This indicates

a generalsatisfactionwiththe facilitiesOf the NWT.
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TABLE3 - 50

AVERAGERATINGOF FACILITIESBY REGIONAND PURPOSEOF VISIT
(Weighted)

REGION PURPOSE HOTELS

BAFFIN Business 3.45
Pleasure 3.75
Average 3.54

KEE- Bueiness 4.18
WATIN Pleasure 4.59

Average 4.41

ARCTIC Business 3.28
COAST Pleasure 4.36

Average 3.65

NORTH’N Business 3.45
FRONT~R Pleasure 3.65

Average 3.56

WEST’N Business 3.21
ARCTIC Pleasure 3.69

Average 3.51
-—

BIG Business 3.18
RIVER Pleasure 3.29

Average 3.24

.

.

RESTAURANTS

3057
3.63
3.59

2.97
4.15
3.59

3.29
3.20
3.25

3.60
3.89
3.85

3.57
3.95
3.85

3.27
3.47
3.42

TRANSPORTI SHOPPING TOURS

3.29
3.78
3.49

2.97
4.05
3.56

3.81
3.90
3.84

3.81
3.26
3.84

3.64
3.77
3.74

3.50
3.63
3.59

3.27 3.90
3.73 4.04
3.50 3.93

2.53 3.29
3.40 4.42
2.93 4.12

3.60 3.06
3.31 4.70
3.44 4.13

3.34 4.04
3.80 3.94
3.44 3.94

2.93 2.59
3.58 4.40
3.45 4.29

2.75 3.39
3.09 3.45
3.04 3.44

...
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Table3-51- Ratingsof Facilitiesof PrimaryCommunities

This table presentsdata which were calculatedfrom

they are not weighted-upto representall visitors.

variationsdo not influencedata in this table, it

‘respondents’ratherthan ‘visitors’.

the actualbase;

Becauseregional

is presentedby

As the tableindicates,most respondentsprovidedgenerallysatisfactory

ratingsfor most facilitiesin most communities. The itemsreceiving

excellentoverallratingswere: tours in Yellowknife,restaurantsand

tours in Inuvik, tours in Ft. Smith, tours in Cambridge Bay, virtually

all facilities in Tuktoyaktuk, tours in Ft. Simpson, hotels in

Ft. Providence,and tours in Rankin Inlet.

The items receiving unsatisfactory ratings include: shopping in Ft.

Smith, Hay River and Norman Wells, transportationin Ft. Providence,and

shopping in Rankin Inlet. Norman Wells is the only communityto receive

an overall average rating below 3.

TABLE3-51

RATINGFACILITIESOF PRIMARYCOMMUNITIES
(Actual)

COMMUNITY I HOTELS I REST’S TRANS sHOPPING TOURS

Yellowknife 3.5 3.7 3.6 3.6 4.0
Inuvik 3.6 4.0 3.8 3.6 4.4
Fort Smith 3.2 3.2 3.8 2.9 4.1

Hay River 3.1 3.3 3.3 2.8 3.3
Iqaluit 3.6 3.7 3.5 3.5 3.9
CambridgeBay 3.8 3.5 3.8 3.3 4.0

Norman Wells 3.0 3.1 3.0 1.8 2.6
Tuktoyaktuk 3.9 3.9 4.0 4.1 4.4
Ft. Simpson 3.3 3.3 3.8 3.1 4.1

● weightedaverage

.
.

I
[ .,
,

AVERAGE*

3.7
3.8
3.3

3.1
3.6
3.6

2.8
4.0
3.5

3.0
3.5
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Table3-52- PrimarySourcesof TravelInformation

Word of mouth is themost commonlyused informationsource,as 37.5%of

all visitorsget informationfran friendswho live in the NWT (22%)or

friends who have visited the NWT (15.5) Tourism associationsand

TravelArcticsourcessupplyinformationto 26% of all visitors. The

most common “other sources’*are personalexperience,employersand

sourcesat the destination.

TABLE 3 - 52

PRIMARYSOURCESOF TRAVELINFORMATION
(Weighted)

—

PRIMARYINFORMATIONSOURCE NO. VISITORS

Friendsin theNWT 5027
Friendswho havevisited 3548
Other tourismassociations 2572
TravelArcticpublication 1893
TravelArctic 1546
Otherpublications 839
Travelagent 750
Televisionprogram 208
Othersources 4337

—.

. .:%

22.0
15.5

A
11.3

8.3
6.8
3.7
3.2
0.9

19.0
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Table3-53- Sourcesof TravelInformationby Originof Trip

When examininginformationsourcesby origin,47% of Canadiansobtained

most of their travel informationfrom friends. A total.of 47% of

Americans and 43% of overseas visitors got their informationfrom

tourism associationsand TravelArctic. It is also interestingthat

friends supplied a large percentageof informationto non-Canadian

visitors.

TABLE3-53

SOURCESOF TRAVELINFORMATIONBY ORIGINOF TRIP
Weighted)

—-——
CANADA

INFORMATIONSOURCE
PartiesPercent

Friends 2,949 18.2%
NWT Friends 4,595 28.4
Othertourassoc’n 1,667 10.3
TravelArcticpub’n 1,294 8.0
TravelArctic 961 5.9
Otherpublication 526
Travelagent 539 ;::
Television 150 0.9
Other 3,483 21.5
———— —-.-—
TOTALS 16,164 100.0%
——.-

U.S.A. OVERSEAS

PartiesIPercentParties Percent

447 12.9%
300 8.7
660 19.1
528 15.2
428 12.4
214 6.2
117 3.4
50 1.4
720 20.8

3,464 100.0% 1,007 100.0%

134 13.3%
131 13.0
154 15.3
132 13.1

84 8.3
61
88 ;:+

215 21.4
8 0.8

Other sourcesof Informationincludedprevioustrips,and information

throughemployersor businessassociates. Both road and air travelers

were likely to have been to the NWT on previous trips, however, air

travelers were much more likely to learn about the NWT through their

employers or colleagues. Air travelers were also more likely to head

north without any previous research. The MilePost publication was

identified as a major sourceof informationfor visitorstravelingby

road.

.
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Table 3-54 - Rating of Travel Informationby Origin

It is notable that all information sources received very high average

ratings from visitors of all origins. The lowest ratings were those

provided by Americans regarding travel agents and also those given to

television programs by overseas visitors. It is interesting that

Americans, on the other hand, gave television programs the highest

ratings.

TravelArctic sources are divided into 2 categories: publications and

ads. This enables an assessmentregardinghow well these are received.

All visitors,especiallyAmericans,gave TravelArcticadvertisementsand

informationvery high ratings.

TABLE3 -54

RATINGOF TRAVELINFORMATIONBY ORIGIN OF VISITOR

(Actual)

INFORMATIONSOURCE

Friends
NWT Friends

TravelArcticpublication
TravelArcticads

Travel agent
Other publication
Other tour assoc’n

Television
Other

,

AVERAGE RATINGS

CANADA

4.2
4.2

4.3
4.5

4.0
4.4
4.4

4.1
4.1

t

U.S.A. OVERSEA

4.2 4.3
3.9 4.1

4.4 4.2
4.6 4.4

3.6 4.1
4.3 4.7
4.3 4.3

-l!-l_!L
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Table3-55- Willingnessto Returnand Expectations

These data are presented in unweighed form. They representthe

willingnessof respondentsto return to the NWT, and whetheror not

theirexpectationsweremet.

An overwhelming95.1% of respondentsstatedthat theywouldbe willing

to returnto the NWT. Similarly,96% of respondentsstatedthat their

expectationswere eitherexceededor met.

Thesedata indicatea high degreeof satisfactionwith the respondents’

visitsto theArctic.

TAELE3-55

WILLINGNESSTO RETURNAND EXPECTATIONS
(Actual)

r———QUESTION
I

How wellwere your
expectationsmet?

I

RESPONSE

Yes
No

Exceeded
Met
Not Met

I
NO. PARTIES PERCENT

1,882 95.1
96 4.9

683 34.6
1,213 61.3

82 4.1

Note: Cross-tabultions by mode of transport, purpose of trip,
destination region and origin of visitor revealed no significant
variationsin resporises.
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Table 3-56 - Most InterestingTravel Features

The question regarding the most interesting features of the NWT was

‘open-ended’ and, thus, elicited a wide array of responses. Some

respondentsmentioned more than one feature,they were, therefore,coded

into two variables (first and second mention) which were later recoded

into a ‘multi-group response’ variable. This means that the data

indicate how many parties believe that specific feature is interesting,

thereforethe percentagestotal more than 100.

The responses were coded into 38 different categories,and weighted to

representall visitors to the NWT.

A total of 60.8% of all visitors believe the landscapeand scenery of

the Arctic is the most interestingfeature. This feature is followedby

the people (23.1%), the culture and architecture (13.7%), fishing and

hunting (11.5%), and nature and the wilderness (8.7%). The rank order

of these most featuresremains relativelyconstantregardlessof whether

the data are aggregate or crosstabulatedby mode of transport,purpose

or origin.

... .,
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TABLE 3 - 56

MOSTINTERESTINGTRAVELFEATURES
(Weighted)

,

I

I .:.

ENVIRONMENT

ACTIVITIES

CULTURE

TRANSPOR-
TATION

EMPLOYMENT

ENTERTAIN-
MENT

OTHER

TRAVEL FEATURE NO. PARTIES

.andscape/ScenerY 11,643
~ature/Wilderness 1,672
)penspace/Peace 1,241
Vildlife/Botany 1,186
;learAir/CleanWater 531
?arks 236
Zaningof Spring 69
?icnicAreas 54
EnvironmentalSensitivity 108
mosquitoes 153

Fishing/Hunting 2,193
Biking/Camping 190
Dogsledding 55

Rafting/Canoein9 38
Golfing 25
Skidooing 4

People
Culture/tichitecture
Atmosphere/LifestYle
Uniqueness
Adventure
Jamboree

TranspofiationSystem
Tours
Flights
Drive
InuvikAirpOrt
Ferry Ride

Business/JobOpportunities
Industry
Medicine

4,432
2,617
432
43
13
24

250
192
97
79
8
8

133
122

8

% OF PARTIES

60.8%
8.7
6.5
6.2
2.8
1.2
0.4
0.3
0.6
0.8

11.5
1.0
0.3
0.2
0.1

--

23.1
13.7

2.3
0.2
0.1
0.1

1.3
1.0
0.5

.
--
--

0.7

i

0.6
--

Food 69 0.4

Bars 29 0.2

NO Sales Tax
Numerous Brochures in French
Baker Lake Cemetery
Ice Break-Up
Trap Lines u
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Table 3-57 - Summary of ImprovementsMost FrequentlyCited by Visitors

These data are multiple responses to a general question, and represent

how many visitors felt each item was important.

The most frequently-mentionedimprovementwas the need to pave roads and

control road dust. This was mentioned more often by pleasure and car

travelers in the Northern Frontier and Western Arctic, but was also a

concern of other travelers. Other frequently-mentionedimprovements

included upgraded transportation facilities, improved restaurant and

food senrices,and the reductionof prices.

These responses have been weighted to represent all visitors and are

cross-tabulatedby mode of transport, purpose of trip and origin of

visitor. The most frequently-mentionedimprovementsof each group are

summarizedbelow, and the detailedtables presentedin AppendixE.

.

i

/
.,.
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TABLE 3 - 57

t

SUMt4.14RYOF IMPROVEmTS MOST FREQUENTLY CITED BY VISITORS
(Weighted)

AGGREGATE

RANK
ORDER IMPROVEMENT

1 Improve/paveroads, reduce dust and gravel
2 Reduce prices
3 Improve transportationfacilitiesand services
4 Providemore campgrounds
5 Clean-up litter/washrooms
6 Improvehotels

BY MODE OF TRIUWPORT

I
RANK
ORDER

1
2
3
4
5
6

AIR

Reduce prices
Improvehotels
Improve transportationsenices
Pave roads/reducedust
Tourism educationfor staff
Improve communications

I
RANK
ORDER CANADA

1
2
3
4
5
6

Pave roads
Reduce prices
Improve transport
More campgrounds
Clean-upLitter
Control bugs

J

CAR

Pave roads/reducedust
Providemore campgrounds
Improve transportationsemices
Clean-up litter/washro~s
Controlbugs
Reduce prices

I
BY ORIGIN

U.S.A.

Pave roads
Reduceprices
Improve transport
Improve communications
Controlbugs
More tours

OVERSEAS

Improvecommunications
More campgrounds
Reduce prices
Pave roads
Controlbugs
Improvehotels
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4*o IMPLICATIONS OF THE ANALYSIS

The data collected in this survey provide some useful insights into the

travel patterns of visitors to the NWT, particularly with respect to the

following:

● Types of Travelers

● Trip Characteristics

● Levels of Satisfaction

● Most Interesting Features

● Most Needed Improvements

4.1 Types of Travelers

The NWT is physically, culturally, and ecologically diverse, and

therefore, it attracts a diversified base of visitors, each with their

own expectations, and reasons for traveling to the North. This makes it

difficult to draw generalized conclusions about travelers at large, but

travelers can be categorized based on their primary purpose of

traveling, and origins.

Primary Purpose of Visit and Origins

The questionnaire specified five different purposes for visiting the

NWT, namely: vacation, business, visiting friends and family, employ-

ment, and personal. Of all visitors to the NWT in 1989, approximately

one-half were on vacation. Vacationing visitors are thus the single

largest group of travelers, and while not homogeneous in terms of

characteristics, they can be targeted, in terms of marketing

strategies.

Vacationing visitors come from all parts of the globe, but the vast

majority are Conadian and American. While there are about twice as many

Canadian vacationers as American, almost 90% of all American visitors

1

,,,”

.:..
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are on a vacation. On the other hand, Canadian travelers tend to have

more diversified reasons for coming to the NWT, 40% are on vacation, 35%

are working or on business! and 20% are visiting friends and relatives.

This is not surprising, since Canadians are much more likely to have

friends or relatives to visit, and have more reasons to travel in the

NWT on business.

Overseas visitors are not as easily categorized as Canadians or

Americans, because the sample size is much smaller, and they are a far

more diverse group, emanating frcm literally dozens of countries. Of

all overseas visitors, the largest proportion appear to come from the

industrialized countries of Europe; Germany, Great Britain, Italy, and

Switzerland. Australia and Japan may also represent promising target

markets.

While the origins of overseas visitors are very diverse, the reason far

traveling is almost universally for vacation purposes, as indicated by

95% of our sample. This means that while the marketing approach may

vary from one country to another, the general message can be very

similar.

Business travelers are important to the NWT as they tend to spend more

money per day than vacationers and stay longer. Interestingly, many

business travelers report that they obtained their travel information

from their employers. This implies that efforts to encourage business

travelers to extend their stay or to combine their trip with a pleasure

segment should be focused on the business community, primarily in

Canada.

I i
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4.2 Trip Characteristics

Three categories of trip characteristicsstand out as requiring some

additionalelaboration,namely:

● mode of transport;

● destinations; and

● activities undertaken.

4.2.1 Mode of Transport

The mode of transport appears to be more heavily influenced by the

purpose of the trip than it is by the visitor’s origin, with only two

exceptions. Visitors from all origins, except Quebec and Ontario, will

be more likely to drive to the NWTthan to fly. It may be surprising

that even overseas travelers are more likely to drive to the NWTthan to

fly. Presumably, they would use rented cars, but it is not known where

the point of rental is, though Edmonton would appear to be the most

logical origin. It must, however, be pointed out that this result is

largely dependent on the weighting of

total number of cars traveling out of

It is clear, however, that the mode

the data and the estimates of the

the NWTat the Alberta border.

of travel is predictable based on

purpose of the trip. A total of about 90% of all business visitors will

fly to the NWT regardless of origin. In fact, many cross-tabulations

revealed very few differences between air and business travelers.

Vacationers, on the other hand, tend to arrive by automobile 70% of the

time.

4.2.2 Primary Destinations

The Northern Frontier is the most common destination for most visitors

regardless of origin, except for Quebecers who tend to travel to Baffin,

and Yukon residents who prefer Big River. The Western Arctic and Big

.
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River regions are generally equally popular, followed by Oaffin, Arctic

Coast and Keewatin. The most common communities in rank order are:

Yellowknife, Inuvik, Hay River, Iqaluit, Fort Providence,Fort Smith,

Fort Simpson, Norman Wells, Tuktoyaktuk, Fort Rae, and Cambridge Bay.

Together, these 11 communities are the primary destinations of almost

85!% of all visitors. Almost 50% of all visitors will travel to

Yellowknife as the primary community destination.

If the objective is to distribute tourists to other

communities, then efforts should be made to promote the

communities as tourism destinations. While there are many

list more remote locations such as Thubin Lake, Kakisa or

primary destinations, they are a small minority. It is

regions and

more remote

visitors who

Snowdrift as

evident that

tourists want some facilities, accommodations, and other amenities while

on holiday. It must be kept in mind that this survey did not capture

the tourists who travel to remote fly-in lodges, camps and other

destinations. This information may be most easily obtained from the

operators of such facilities or

4.2.3 Primary Activities

The survey gathered information

Firstly, it elicited responses

it asked about participation in

from charteroperators.

about activities in two different ways.

about primary activities, and secondly!

a list of activities.

In aggregate, the most common primary activities are touring, visiting

friends and relatives, business, fishing and camping. The most common

general activities are touring, visiting historic sites, shopping,

visiting friends and relatives~ fishingj camping and hiking. However,

it is most useful to examine these primary and secondary activities by

purpose and origin.

The most common primary activities for pleasure travelers are touring,

visiting friends, fishing, camping and canoeing. It is interesting to

..4
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note that most visitors also did some shopping, and almost half visited

historic sites. Therefore, it appears that many travelers avail

themselves of opportunities to participate in spontaneous activities as

they arise.

There was a

activities as

activities for

trend among business travelers to include pleasure

part of their trip. The three most common primary

business visitors are private or government business and

conferences, but the next most common one is fishing. Therefore it is

evident that many business travelers take the time to squeeze in some

fishing while they are in the North.

It is also useful to examine the most common primary activities by

origin of visitor. The most common activities (in rank order) for

Canadians are visiting friends, touring, business and fishing. For

Americans the most common ones are touring, fishing, camping and

canoeing. Overseas visitors prefer touring, visiting friends, camping

and hiking. This implies that efforts focused on encouraging Americans

to come to NWT should emphasize the outdoor activities of fishing,

camping and canoeing or kayaking. Similarly, overseas efforts should

focus on camping or hiking.

4.3 Levels of Satisfaction

The survey asked respondents several questions which provide useful

insights into the degree of satisfaction with their visit to the f4WT.

Approximately 95% of all visitors indicated a willingness to return to

the NWT and had their pre-trip expectations met or exceeded. These

responses in themselves indicate a very high degree of satisfaction with

the travel experience. However, in addition to these questions, the

visitors rated facilities in their primary destinations. These ratings

were then cross-tabulated by region, community and purpose of visit to

obtain ratings for hotels, restaurants, transportation facilities,

shopping and tours in both general and specific destinations.

.,
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In the vast majority of cases, the ratings were very sat is factory. In

fact, in regional destinations, all facilities in all regions received

ratings which indicate reasonable satisfaction. The lowest overall

ratings were indicated for shopping in Keewatin and Big River. However,

it is interesting that business travelers are universally more critical

than their pleasure oriented counter-parts, as business visitors gave

lower ratings in all categories.

When the ratings are cross-tabulated by community, similar results are

achieved with six notable exceptions. The following communities

received unsatisfactory ratings for some services and/or amenities:

● tours in Fort Providence and Norman Wells;

● shopping in Hay River, Fort Smith and Rankin Inlet; and

● transportation service in Fort Providence (perhaps dissatisfaction
with the ferry).

The communities which received especially high ratings should also be

noted:

● hotels in Fort Providence and Rankin Inlet;

● restaurants in Inuvik;

● transportation, tours and shopping in TuktoYaktuk; and

● tours in Fort Simpson.

4.4 Most Interesting Features

According to visitors, the most interesting features of the NWTare the

landscape and the people. These two features are mentioned most

frequently by virtually all groups of respondents. This is consistent

with previous studies} and is also universal for all regions. In

Baffin, Northern Frontier and the Western Arctic! the third most pWJlar

feature is the culture and architecture. In Keewatin and the Arctic

Coast the wildlife is the third most commonly mentioned feature, and in

.
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Big River it’s fishing, which also runs a close fourth in the Northern

Frontier. When examining these features by place of origin, the

landscape and people are again mentioned most frequently by Canadians

and Americans. Overseas visitors mentioned landscape and wilderness

most frequently. The third most popular features are: architecture for

Canadians, fishing for Americsns and the people for overseas visitors.

These findings appear to imply that the current strategy of supplying

posters featuring the landscape, wilderness and the people is

appropriate.

4.5 Most Needed Improvements

When comparing the responses received in this year’s survey with those

of previous years, it is obvious that some improvements have been

implemented. Notably, previous surveys mentioned items such as

improving communications, improving hotels and cleaning up litter as

important changes. This time, the most commonly mentioned are

recommendations for paving roads and reducing dust and gravel, reducing

prices, improving transportation facilities and providing more

campgrounds. While there are some variations based on mode of

transport, destination Region and origin of visitor, these general

improvements appear to be desired by the majority of visitors.

4.6 Recommendations

Overall levels of satisfaction are very high for all travelers to the

NWTthough visitors traveling for pleasure purposes were generally more

satisfied with their experience than those traveling on business. This

is likely related to business travelers’ expectations for convenience

and levels of service comparable to destinations in southern Canada.

While satisfaction is high, there is room for improvement in some areas.

Based on the foregoing analysis and on comments provided by respondents,

the following recommendations are advanced.

j,..
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1) Many tourists will come to the NWT by road. It is still the

preferred mode of transport for flexibility, ability to carry

equipment and supplies and reduced costs. The most commonly

mentioned improvement is to pave the roads and reduce airborne dust

and gravel. Where paving is not possible, more frequent dust

control measures would be desirable.

2) Responses in this survey imply that improvements to facilities,

hotels and restaurants have been made recently. However, many

visitors are still complaining of high prices. This is not

uncommon, tourists always want lower prices. However, due to the

seasonal nature of travel in the NWT, the long distances from

sources of supply and climate! high prices are inevitable in the

North. Nevertheless, operators should be made aware that higher

prices will affect repeat visitation, and efforts should be made to

keep prices reasonable. Visitors should be informed at the outset

that prices are higher than in the south, and they should be told

the reasons.

3) Many regions of the NWT depend completely on air travel for access

to the region. Therefore airports, and ancillary services and

facilities provide a very important first impression for many

visitors. This impression should be as positive as possible, and

efforts should be made to improve airport terminal areas.

supporting -transportation services, such as mini-buses, taxis and

car rental availability should be enhanced, to the extent that the

overall impression and reliability is improved. Other improvements

include scheduling flights for easier connections~ ensuring that

notice of canceled flights is given as soon as possible and
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alternative arrangements suggested, and making general improvements

in the transportation facilities which cater to tourists.

4) Because vehicle travel is also very important to the NWT, many

visitors intend on camping while visiting. In fact, many American

and overseas visitors come to the NWT expressly to go camping. To

this end, it may be appropriate to increase the number of campsites

and campgrounds which

accessible by road.

5) A continuing effort

communities is still

are availableeven near those communities not

to improve the. general appearance of many

appropriate, even though it is obvious that

improvements have been made recently. Visitors suggested that these

improvements should take the form of reducing litter, construction

debris, etc.

.
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5.0 CRITIQUEOF METHODOLOGY

,.,

In conductingthis study the collectionof data was more successfulthan

it has been in previous similar efforts. This can partially be

attributedto the assistance and involvementof the visitor and travel

associations throughout the NWT. Because of their assistance, we

achieved a reasonable sample

samples in Yellowknife, Ft.

Iqaluit.

5.1 SurveyDesign

The questionnaireused in this

in the BaffinRegion in 1988.

conduct of a more detailed

size in all locations, and exceptional

Providence, Inuvik, Ft. McPherson and

survey was a refinementof the one used

The changeswhichweremade enabledthe

series of analyses. However, a few

additionalrefinementsappearto be in order.

● The forms still do not adequatelydeal with tour groups. While
modificationsto improve this aspect were incorporated,it is
difficultto ensurethat the surveyorsget responsesfrom personal
travelpartiesonly,not largetravelgroups. This is a methodology
improvementwhichis difficultto enforce.

● The questionnaireshouldstillbe shortenedif possible. This can
be accomplishedby combiningquestionsand by askingmore ‘open–
ended’questions. Regardingquestionsaboutprimaryand secondary
activities,sourcesof information,lengthof stay and ratingsof
facilitiesin variouslocations,it was obviousthat the response
rate for questionsat the end of the surveywas less thanthat for
questionsat the beginning. This was likelybecausepeoplewere
becomingimpatientor had to rushto catchtheplane.

● Information regarding mode of travel, primary and secondary
destination,shouldbe “explicitlygathered. Assumptionswere made
regardingmode of travel rather than asking the visitor. For
example,highwaysurveyorsonly cont~ted thosevehicleswith out-
of-territoryplates. This may have resultedin under samplingof
visitorstravelingwith NWT residentsor utilizingvehiclesrented
in theNWT.

● The questionswhich rated facilitiesin all regionsvisitedshould
be eliminated.Very few responseswere receivedand no analysiswas
possibledue to thehighnon-responserate.

.

.i
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5.2 SurveyDelivery

The delivery of the surveys was quite successful due to an ongoing

presence and involvement of the travel and visitor associations. If

possible, other survey locations should be planned such that similar

involvement from a local group can be elicited. This year Acres

followed its recommendations from previous surveys regarding the

interviewingand hiring of surveyors. The result was promisingin most

regions.

As a next effort,touroperators,remote lodges, outfitters,guidesand

otherlocalpeopleinvolvedin expeditionsor tours,shouldperhapsbe

surveyed.Theseindividualswill providedifferentinformationthanthe

touriststhemselves,however,usefuldata can still be gathered. An

incentiveto assistmay also be requiredsince thesepeopleare quite

busy and may be unwillingto cooperatewithoutit. Care must also be

takento avoidaskingquestionswhichthe operatorsmay see as sensitive

or confidential.

5.3 StatisticalReliabilityof Sample

The statisticalreliabilityof the

met 665 flights, representingabout

sampleis very good. The surveyors

one-thirdof all flightsout of the

NWT during the survey period. It was anticipatedthat we couldcapture

25% of all visitorsbut becauseof the abundanceof localtravelersand

refusals,a 10.1% captureratel was achieved. Table 5-1 detailsthe

data which were assembledfrom the FlightPassengerCountsand Daily

TallySheets. A totalof 10,612visitorswereapproached,and over5000

visitorsare representedin the survey. Furtheranalysisrevealedthat

1) Capture rate = Parties Represented (Air & Road)
ProjectedParties (Air & Road)

= 1,591+ 699 x 100 = 2,290 =
10,877 + 11,803 22,680

x 100

10.1%

.

.,
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the majority of those not interviewedwere local residents. While

precisedata regardingthe breakdownbetweenvisitorand localtravelers

is unavailable,informationfrom DailyTallySheetsand the abovedata

lead us to estimatethat 50% of travelersare visitorsfrom outside

the Region and 50% are local travelers.

TAELE5-1

CAPTURERATES*

Flights/CarsMet
ProjectedTotalFlights/Cars
ProjectedTotalPassengersMet
VisitorsInterviewed
PartiesRepresented
ResidentsApproached/Counted
VisitorsApproached/Counted
ProjectedAverage/Flight/Car
ProjectedParties
CaptureRate

I

AIR

665
1,916

17,876
3,323
1,591
7,106
5,001

27
10,877

14.6%

CAR

1,834
13,906

5,135
1,953

699
5,533
5,611

2.8
11,803

5.9%

I TOTALCAPTURERATE 1O.l%of all visitors

* Thesedataare fromthe tallysheetsand flightpassengercounts.

Basedon the precedingdata,it is possibleto establishthe statistical

reliabilityof the sample. At a 95% confidencelevel, the standard

errorof the estimateis 1.3%. Thismeasureof statisticalreliability

appliesonlywhen the data is consideredas a whole,for questionswhich

all respondentsanswered. When subsetsof the data are considered,the

statisticalsignificancedeclines.

5.4 Conclusion

We feelthat thissurveyrepresentsa

The processis rapidlybeing refined

and gain additionalinsightinto the.
NWT.

major improvementof past efforts.

as we learn from past experiences

travel patternsof tourists in the

!
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The high level of satisfaction attained by travelers to the NWT is

gratifying to see. It is clear that progress has been made in better

informingtravelersof the nature and characteristicsof the NW before

they arrive. This helps in forming well placed and appropriate

expectationswhich can then be met or exceeded.

The NWT has a unique appeal to a different type of traveler and while

there is room for improvementof services and facilities,it is clearly

important to most tourists that the North retain its own special

character,lifestyle and appeal. In the effort to promote additional

tourism, care must be taken to protect this unique character, while

still offering the tourists the type of facilitieswhich will increase

satisfactionand stimulaterepeat business.
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NWTVI SITOR SURVEY

i

,

I NTRODUCT10N. This questionnaire Is designed to be ccmpleted by vlsltorswho are leaving the
Northwest Territories. If You are a NWT resident. or are not Ieavinq the realon
you need not complete this form.

The DurDose of this survey is to enable the Government of Northwest Territories
to better serve visitors. ‘Your assistance 1s greatly appreciated.

1.

2.

3.

4.

5.

6.

7.

Date:

Survey Location ,F Ight # (If appl

How many people are in your travel party . (ONLY
SHOULDCO+ll~THISF~.)

HOWmany separate households are in your travel party?

lnclud[ngyourself, what is the regular place of residence of
party. (WRITE IN NW=R FOREAW PROVINCE,STATEM COUNTRY)

Ontario Marltlmes

Quebec Yukon

ONE PERSONFROMEACt.

cable)

PARTY

each member of your

Manitoba Other (specify)

Saskatchewan

Alberta

British Columbia

travel

What was the primary purpose of your triP to the NWT? [Reed List and Check oneonlyl

Business Vacation Personal Vlsltlng Family/Friends

Employment Other (SPECIFY)

Which actlvltles did you partlCIPate In while In the NWT? (READ LIST)

a.

b.

c.

d.

e.

f.

9*

h.

i.

j-

YES NO
Government Business k.

Private Business 1.

Conference/Seminar m.

Research

General Touring

Vlsitlng Friends/Re18tives

Shopping for Crafts

Attending Festivals, Local Events

visiting Museums, Historic Sites

Hiking/Cllmbing/BackpaCki ng

n.

0.

P*

q.

YES NO
Canoeing/Kayaking/Rafting

Salllng

Nature Study

Camping

Flshlng

Hunting

Other (specify)

Which one of the previously mentioned actlvltles formed the primary basis for your trip?
(Identify by letter)

I
i
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8.

9.

10.

11.

12.

13.

14.

15.

16.

17.

What was the primary destination of your trip within the NWT Region?

Comnunity Zone
(Show map It necessary)

How many nights did you spend in each of the following travel zones? (Show Map):

Baffln

Keewatln

Arctic Coast

During your stay
of accofnnodation?

Hotels/Motels

Lodges

Private Houses

Camping

Other

Western Arctic

Northern Frontier

Big River

in the NWT, how many nights did you spend lfl each of the fol lowing types

Excluding airfare to and from the NWT approximately how much did You and your travel party
spend within the NWTon:

Transportation Within NWT $ Souvenirs $

Meals s Tours s

Acccxnmodation s Other $

If your trip was bought as a ‘package’ what was the cost per person. $ (Cdn)

How many previous trips have you or household members made to the NWT?

times

When did you make your decision to undertake this trip to the NWT?

monTh year

Would you consider another vlslt to the NWT?

YES NO

%w did actual experiences during your visit compare with pre-trip expectations of the NWT?

Expectations Exceeded Expectations Met Expectations Not Met

On a five point rating scale (5 being excellent and 1 being poor), how would yourate
tourist facilities and services In areas you visited?

Hotels Restaurants Transportation Shopping Tours
Primary Destination

Other Destlnatlons
(Please Specify)
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18.

19.

20.

21.

22.

23.

24.

How wouId yourate travel

Exce I I ent Good

Please Indicate where you
[CHECK ONE ONLY]

Friends/Relatfves who had
Vlslted the Region

Friends/Relatlves who
Live in the Region

Articles/Advertisements
Magazines/newspapers

- TravelArctlc Ad/Art

- Other Ad/Article

brochures and other tourist information on the NWT?

Satisfactory Unsatisfactory Poor

got most of your Information regarding the NWT?

Travel Agent

TravelArctlc

Other Tourism Association

n Televlslon Program

Other (specify)
cle

How Ilkely do you think YOU would be to rec~mend visiting the NWT to your family and
friends?

Very Likely

Fairly Likely

Not Very Likely

Not at all Likely

Dontt Know

What would you say arethe most interesting features of the NWT?

DO you have any particular comments about your trip or recommendations regarding improve-
ments to faci I ftles and services?

Would you please provide an lndlcatlon of your family’s total yearly Inccme?

Less than $20,000

$20,001 to $30,000

$30,001 to $40,000

$40,001 to S50,000

Over S50,000

l-law many males and females of each age group are In your travel party.

Under 20 20 to 30 31 to 40 41 to 55 over 55

Male

Female

.
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JUNE INTERVIEW SCHEDULE
F’EELRIVER FERRY

SUNDAY MONDAY TUESDAY WEDNESDAY ITHU17SL)AY [FF:IDAY [SATU!?DAY I
I I I I
[1 ,2 Is I
I I I I
1 I I I
I I I I
1 I I I
I I I I

I I I I I 1 I
4 Is 16 17 18 I9 [1f:) I

I I I 1 I I I
I I I I I I I
1 I 1 1 I I I
1 I i I I I I
I 1 I I I I
I i I I I I I

11 I12 I12 I14 I 15 I IEJ I 17 I
1’ I I I I 1 I
I I 1 [(:)’3:(:)(:)– 1(:)9:(y:)- 1(:)’3:(:)(:)– I
I 1 I I 17:(:)(:)[ 17:(:)(:)[ 17:(:)(:)[
I I I I I I I
I I I I I I
I I I : I I I

IEl I19 [2(:) 121 ,~~ [23 ,~~ 1
I I I I I I I
114:00 - I14:0<)– I14:00 - I I I
I 22:00 I 22:00 I 22:00 : I I I
I I I I I I
I I I I : I I
I I I I I I I

“25 I~~ [27 :~e ,2!3 [3(3 I
I I I I I
I I [12:(:)0- [12:(:1(:)–~,-)co,-,11~:(:)(:)- I
I I I

..X):(:)(j[ .. I 2’(:):(:)(:)[
I I I I I I
I I I I I I
I I I I I I
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JULY IN”l_ERVIEWSCHEDULE

SUNDAY

,.

-

MONDAY T“UESDAY WEDNESDAY THUF;SI)AY FRIDAY [SATURDAY I
II I
I 1
I I
I I
I I
1 I

I I I I I I I.-~~ [3 14 15 16 [7 [8 1
I I I I I I I

(Y3:(:)(j– [0’3:0(:)- I(jg:(j(j- I I I I I
17:(jo I 17:(Yj[ 17:WO I I I I I

I I I I I I I
I 1 I 1 I I I
I I I I I I I

‘3 11(:) Ill [12 I13 I14 I1!5 1
I I I I I I I
I I14:00 - 114:00 - I14:(j(:)- I I I
I I ~~:(j(j[ 22:(20 [ 22:Ofj I I I
1 1 I I I I I
I I I I I I I
I I I I I I I

16 I17 I18 I1‘3 I~o [21 ,~.2 I
I I I I I I 1
i 1 I [i2:(jIj- I12:(j(j- [12:tjl:)- I
I I 1 I “Z(j:00 I 2(:):(j{][ ~(j:(j(:)I
I I I I I I 1
1 I 1 I I I I
I I I I I I I

~~ ,~q ,~~ \~15 ,27 128 [~“=J I
I I 1 1 I 1 I
[(j”s:(jfj- [(jg:(j(j- [(>9:00 – I 1. I I
1 17:O(jI 17:(j(][ 17:{]0I I I 1
I I I I I I I
I I I I I I I
I 1 I I 1 I l\

3(j 131 1
I I ,
I I

.

I I
I i ●

I I



AUGUST INTERVIEW SCHEDULE
F’EELf?IVER FERRY

SUNDAY MONDAY ITUESDAY IWEDNESDAY [THURSDAY [F“f?IDAY [SA1”URDAY I
i I 1 I I
!1 ,2 [~ 14 15 1
I 1 I I I I
1 [14:0(3- 114:(:)(:)- I14:(:)0- I I
I I .~~:yJ I .~~:(:)(:)I 22:(:)(:)I I
I I I 1 I 1
I I I I I I

I I I 1 I I
El 17 18 1’3 I1(:) Ill ,~~ I

I I I 1- 1 I I
l.~:(:)()– [12:(:)(:)- I12:0(:1- 1 I I I I

2(:):0(:) I 2(:):(30I 2(:):[]0I I I I I
1 I I I I I I
I 1 I I I I I
II I I I I I

13 I14 I15 I16 I17 I1E3 fi“3 I
1 I I I I I I
I [09:(3(1)- I(jg:(>(>- [(39:(:)(:1– I I I
I I 17:(:)(:)I 17:00 I 17:00 I I I
I 1 I I I i 1
1 1 I 1 I [ I
I I I I I I

29 1~1 1~~ l~zJ ,~q ,~~ [~~ I
t I I I I I I
I 1 I I14:(:)(:)- I14:00 - [i4:0(:)- I
I I 22:(:J(:II 22:o(:)I .;,~..(-)(-)I

I :
&&..-

I ! I I
I I I 1 I I I
I I I I

“27 I’28 L I30 131 !
I I I I I
I12:00 - I1~:(:)(:)– [~~:(:)(:)- I I
I 2(:):(:)(:)I “~(:):()(:)I 20:00 I 1
I I I I I
I 1 I ! I
I I I I I
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SEF’TEMEIEf? I NTEi?V IEM SCHEDULE
F’EELf?IVEI%FERRY

TUESDAY WEDNESDAY THURSDAY IFRIDAY 1SATURDAY I
I I 1
11 ,2 I
I I I
I I I
I I I
1 I I

I I I I I I I
3 14 15 [6 17 18 ,.3 I

I I I I I I I
I I [(39:(X) - I(39:(:)(3– 1(:)’3:(:)(:)- I I
1 I I 17:(m 1 17:c)(:)I 17:(:)(:)I I
I I I 1 I I I
I I I I I I I
I I I 1 1 I I

j[:) 111 I1~ I13 I14 I15 I16 I
I I

14:0(:)-
I I I I

I14:00 - I14:0(]– I : I I I
~~’:(:)(:)I :~”2:(:)(:)[ 2“2:(:)(:)[ I I 1 I

I I I I I I 1
I 1 I I I I I
I I I I I 1

i
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MAY INTERVIEW SCHEDULE
FCIWTSIMFoSONFERRY

ISUNDAY [MONDAY [TUESDAY IWEDNESDAY ITHURSDAY IFRIDAY [SATURDAY I
I 1 I I I I I I
114 I15 116 I17 I18 I1‘3 [2[:) I
I I I I I I I I
I I I I I I I I
1 I I I I I I I
I I I I I I 1 I
I I I I I I I I
[21 12Z I23 [24 1~5 126 1~7 I
I 1, 1 I I 1 I
I I I I : I I i
I 1 I I I I I I
I I I I I I I I
1 I I 1 I I ‘“ I I
[28 lz~ I3(:) 131 I
1 I 1 I I
1 [(:)’3:(:)[)- 13:(:)(]I(:)-3:()(:)– 13:0(:)I1O:(X)- 16:W I
I I I I I
I I I I I
I I 1 I I
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JUNE INTERVIEW SIJ:HEDULE
FLIRTSIMF’SON FERRY
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I I I I
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I I 1 I
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I 1 I I I I I
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I I I I I I I
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I I I I I I I
I I I I I I I
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11 I
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I I I I I I I
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I I I [SIMF’SONAIR ISIMF’SONAIR 1 I
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I I 11:00 1 I I I I
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; I I I I I I
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JUNE IN’l-lSl+V I EW 51=:HEDUL.E

HAY f? I VE’F:

I

5UN1.)AY MUNDA Y T“I..JESDAY WEDNESDAY IT“HLJf+SllAY IFEIDAY [SAT”LH+DAY I
I I I
[1

~~:,,,,j‘“:
7 !3 I

I,::2~~fJ I II::F:’62B 1~:(:)(:)I
I I I 1
I I 1 I
I I I I
I I 1 I

I I I I I 1 I
4 15 16 17 18 19 I1(j I

II::F’G2FJ 12 : O(:) I c:F”f528 13:(j(:)I I~F’~~8 lq:(j(jllz:F’&2H1~:(:)(:)[
: I I 1 i I I
I I I I I I I
I 1 I I I 1 I
I I I 1 I I I
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SEF’-I”EMHEEINTERVIEW SCHEDULE
HAY 1?I VEF:
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,.
.



MAY INTEE:VIEW SC: HEDULE

I NUV I h<

I SUNDAY I MONDAY I TUESDAY I WEDNESDAY [ THURSDAY I FRIDAY [SATURDAY I
1 I I I I I 1
I14 :15 116 117 I18 119 ~21:) I
I I 1 I IAU1954 07:3(:)IAC1954 (~7:3(jlE:P6@:)14:25 I
I I I I Il:pt5t5(:)14:25 lcP6G0 14:25 1 1
I I I I 1 I 1 I
I I I I I I I I
[2!1 I~p t~~ 124 ~25 ,26 1~7 I
IC:P660 16:55 IAC1954 (17:30 IA1;195407:20 I I I I I
I }I:F’66(3 14:25 ~C:P66(:) 14:25 1 I I I I
I I I I I 1 1 I
I 1 I I I I I i
I I I I I I I 1
120 I2’3 13(:) 131 I
I I IAC1954 07:3(1 IAC1954 07:30 I
I 1’ ICPG60 14:25 ICP660 14:25 I

I
: : : : I
I I I I I
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JUNE INTEt?VIEW SCHEDULE
INUVIK

SUNDAY MONDAY TUESDAY WEDNESDAY [THURSDAY [FRIDAY [SATURDAY I
I 1 I I
11 [~ 13 I
I I IAC:1“354(:)7:3(:)I
I I I I
I I I I
I I I I
I I I 1

I I I I I I I
4 15 16 17 18 ,.3 Ii(:) I

CF’6G0 1E/:55 IAI=: 1 ’354 07: 3(:) I AC:1954 07:30 I I I I I
IAA’S10 1S:~(:)[AA91~ 12:3U I I I I I
IIJ:~66(3 14 : 25 I C:F’66(:)14.25 I I I I I
1 I ! ! I I I
I I I 1 I I I

11 I12 Ii3 I14
I I I
I I I
I I 1
I I I
I I 1

18 I1‘3 ,~~ 121 [22 123 ,24 I
I: F’66(:) 16:55 IAC1’354(:)7:30 IAC:1’35407:3(I I I I I I

IAA’310 13:20 IAA!312 12:3(3 I I I I I
[l::pi56(314:25 ICF’66(1)14:25 I 1 1 I I
I I I I I I 1

I
25 126 ,27 l~e ,~g 130 I

I !AC:l’354(:)7:30 IAC1954 07:3C) [AA~lo 13:2(:)I I
I IAA1312 1 ~ : 3(:) I cp660 14: 25 I I
1 I c:P660 14: 25 I I I I

1 I I I I I
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JULY INTERVIEW SCHEDULE
INLJV I t<

SUNDAY MONI)AY TUESDAY WEDNESDAY THURSDAY FE:IDAY [SAT”Uf?DAY I
11 I
lAII:l~54 (37:3C) I

I I

I 1

I I

I I

2 [3
CF’660

14 15 16 17 18 1
16:55 [AC1954 07:30 [AC1’35407:30 I I 1 I I

IAA’31o 13:20 IAA912 i~:~~ I I 1 I I
Ic:p660 14:25 :CP660 14:25 I I I I
I I I : 1 I I
I I I I I I I
I I I t I

‘3 I19 111 I12 I13 I14 I15 I
I I E lAc1954 07:30 IAC1954 (37:q(] [c:F0660 14:25 I
I I I [AA910 13:20 IAA312 12:30 I I
I 1 I ICP660 14:25 ICP660 i4:25 I I
I I i I I 1 I

1 I I I I
: : I I I

16 I17 I1s Ii’3 I20 1~1 ,Z=J I
cF’660 16:55 IAC:l’35407:30 lAt21954 07:30 I I I I I

IAA’31O 13:20 IAAS)l 22 12: 30 I I I I I

I CP66C) i 4: 25 II: F”660 14:25 [ I I I I
I I I 1 I I 1
I I I 1 I

.23 124 125 1~6 ,27 I‘2B ,~g 1
[AA”310 1~:20 IAI:l ’35407:3(] lA~1934 t:)7:3(:,I I
I IAA’312 12:30 ICF’660 14:25 I

IAC:1”354(:)7:3(:)[
I I I

I 1CF”660 14:25 1 I I I I
I 1 I 1 I I I
I I I f r

3(:) 131 I
ly66(:) 16:55 IAl:1954 07:20 I

IAA’31o 13:20 I
Il::p156c)14:25 I
1 I
1 I
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AUGUST I NTEF:V I EW S12HEDULE

INUV I t<

ITUESDAY IWEDNESDAY ITHURSDAY IF’RIDAY ISATUF:DAY I
I

lAC1’3~4(37so ;2
11 [3 14 [5 I

c : I I 1 1
IAA’31 Z 12 : 3(:) I I 1 I I
I C:P6&j 14: 25 ! I I I I

I 1 I I I I

I I I I I I

6 17 18 1’3 I10 !11 I12 I
I I I [AC1954 (j7:~(j IAII: I ’354(:)7:2(j [II:P6f3(j 14: ~. I

I I i lAA910 13: 2(2 IAA’312 12:3(3 i I
I I 1 1CP660 14:25 I12F”660 14:~~ I I
I I I I 1 I 1
I I I I I I I

,

13 [14 115 I16 I17 110 I1‘3 I
l:p6f3(j16:55 IAi:1“354(37:3(3 IAi:1’354(37:30 1 I I I I

IAA’31o 13:2(1 IAA’31 Z 1 ~: 3~ I I I I I
I I::F”66C) 14:25 [CP660 14:25 1 I 1 t I
I I I I I I I
I I I I I I I

3.-,,-- 1~1 ,22 I~~ 1’24 I:5 1~~ I
I IAfJ:l1354(j7:~(j IAC:l’354(37:30 IAA91c) i3:~C) !
I IAA~l Z 12 : 3(:) I CF’66C)

IAII: 1 ’354 (j7 : ~(j ~

14: 25 I I I I

1 [ C:F”GE!(:) 14: 25 I i I I I

I I I I I I I

I
27 I ~8 I 29 I 3(j 131

l:p66cl 16:55 1AC:1554 (37:3CJ 1AC1954 (:)7:3(3 1 I :
IAA’31c) ~3:~(j [AA’~1~ ~~:3(3 [ I 1
1!~:F’f5G(j14:25 IC:F”66(:)14:2’5 I I I
I I I 1 I
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SUNDAY MONDAY

SEPTEMEIER INTERVIEW SI=:HEDULE
INUV I K

TUESDAY WEDNESDAY THURSDAY JFRIDAY ISATURDAY I
I I 1
11 ,2 I
1 I 1
I I I
I 1 I
I 1 I

I I I I I I I
3 !4 15 16 17 18 19 I

I 1 I IAC1’354(:)7:2(:)IAI; l’354 (:)7:3(:)lIc:F16&:) 14 : 25 I

I I I IAA’31 (:) 1~:~(:) [AA’~j~ 12:3(3 I I
I I I [CP6G0 14:25 II::P66(:) 14:25 I I
I I I I I 1 I
I I I I I I I

i (:) iii 112 I 13 I 14 I15 I16 I
l:p(5fs(:)16:55 IAC1954 07:3CI [AC1EJ54(37:30 [

[AA910
I I

13:2(:)~A~912 12:3(J ~ : : I I
ICF’660 14:25 :CF’66(3 14:25 I I I 1 I
I I 1 I I 1 I
1 1 I I I I I
I I [ I I I
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MAY INTERVIEW SCHEDULE
NORMAN WELLS

[ SUNDAY I MONDAY I T“UESDAY I WEDNESDAY I THUF!SDAY IFf?IDAY ISATURDAY I
I I i I 1 I I I
I14 I15 I16 I17 118 I19 I2’0 I
I [C:FoG6(:)15:45 II;F’66(:) 15:45 [ I ICP660 15:4!5 ICP66C) 15:45 I

I I I I I I I I

I I I I I I I I
I I I I I I 1
l~j ,.;,.-,.& 15 45 :23 [24 I25 126 I27 I
IIC:F’6G(2 18:15 IC:F’G6(I) : 1CP660 15:45 II::P66015:45 I I I
I 1 I I I I 1 I
I 1’ I I I I I I
1 1 1 I I I t I
I I I I I I I I
[:’~ ,~,~ 15:45 :30 131 I
I IcF’GEjc) ICP660 15:45 I
I I I I I
I I I I I
I I I I I
I I I I I
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JULY I NTEF:V I EW SCHEDULE

M3F:MAN WELLS

i!

SL)NDAY MCINDAY TUESDAY WEDNESDAY THUf?SDAY Ff?I DAY I SATUt’?DAY I
11 I
I I
I I
I I
I I
I I

!
.7~ 13 14 15 16 17 la I
I::P66(:I 18:15 [I:F’660 15:45 I I I ICP660 1!5:45 [CP660 15:45 1

1’ I I 1 I I I
I I I I I I I
I I I I I I I
I I 1 I I I 1
I I I I I

‘3 I1c) Ill 112 I13 I14 !is i
[I::F’6(3(:)1~:45 ICF$6EJI15:45 I I ICP660 15:45 lc:F’66c)f5:45 I
I I I I I I 1
I I I I I I I
I I I I I I 1
I [ I 1 I I I
I I I I I

IEI I17 I10 I19 I2(:) 121 ,~~ I
l::F’6f5(:) IEI: 15 [ 12F”66(:) 15: 45 [ lcP660 15:45 1CP660 15:45 1 I I

I I I I I I I
! I I I I I I
1 I I I I 1 1
! I I I

;::,qJ 124 ~5.45 :25 126 I27 1213 [23 I
II::F’’66(:) . [C:F’66(:)15:4!3 IC:F’6G015:45 ICF”66CI15:45 I I
I I I I I I I
I 1 I I I I 1,
I I I 1 1 I 1“
I I I 1 1 ,.

~1:) !21 I
.

C:pf56(:)1E3:15 I I
I I ●
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AIJl~LlsTINTE~v IEW SCHEDULE
NORMAN WELLS

SUNDAY MONDAY [TUESDAY IWEDNESDAY ITHURSDAY IFRIDAY ISATURDAY I

Ii 12 13 14 [5 I
IcF*66i) 1!5:45 I 1 ICF66C) 15:45 ICP660 15:45 I
I I I 1 I I
I I I I 1 I
I I I I I I
I I I I I I

6 [7 18 19 Iio Ill I12 I
[I::F’660 15:45 ICP660 15:45 I I ICF’660 15:45 ICP660 15:45 I
,1 I I I I I I
I 1 1 I I I I
I 1 I I I I I
I 1 I I I I I

13 I14 I15 116 I17 118 I19 I
I;:F’E,6(:) 1E3: 15 II:: F”EJ3(:) 15:45 I 112P660 15:45 ICP660 15:45 I I I

I I I 1 I I I
i I I I i I I
I I I I I I I

I 1 I 1 I I

:?(-) 1~1

,5:45 :22
,~~ 124 125 126

Il::p66(:) ICP660 15:45 IC:P660 15:45 ICP660 15:45 I
I I I I I I
I I I I I I
I 1 1 1 I I

“:’7.- 1~~ I29 I30 131 i
I;:F’(5151:)18:1!5 I [l::p660 15:45 I I I

I I I I I
1 1 I I I !

I I I I I
I
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SEPTEMBER INTERVIEW SCHEDULE
NORMAN WELLS

SUNDAY MONDAY TUESDAY WEDNESDAY THURSDAY IFRIDAY ISATURDAY I
I I I
!1 12 I
[CP660 15:45 ICF660 15:45 [
I I I
I I I
I 1 I

I I I I I I I
CJ 14 15 16 17 18 19 I

IC:F’6G(J15:45 lcP660 1!5:45 I I ICP660 15:45 ICP660 i5:45 I
I I I I I I I
I I I I I I I
1 I I I I I 1
I I I I I I I
I I I I I I I

10 Ill [12 [13 114 115 116 1
!zF’~,&(:)18:15 ICF%60 15:45 I ICP660 15:45 ICP660 15:45 I I I

I I I I 1 1 I
I I I I I I I
I I I I I I I
I I I I I I I
I I I I I I
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[SUNDAY IMONDAY ITUESDAY [WEDNESDAY ITHURSDAY IFt?IDAY IS~TUF:DAY I
I “1 ‘1 I I I I I
[14 I15 116 117 I18 11’3 I2(:) 1
I I I I I I I I
I I I 1(:)’3:(:)(:)- 1(:)”3:(:)(:)- 1(:)’3:(:)(:)- 1 I
1 I I I 17:(:)(:)I 17:(:)(:)I 17:(:)(:)I I
1 1 I I I 1 I I
I I 1 I , I I I
,~~ I22 i~~ I24 [25 126 127 I
I 1 I I I I I
I14:(:)(:)– [14:(X) - I14:C)(j– : I I I I
I ‘7”79o(:)IAL . 22: (:1(:1f 7,;,.(:)(:)IL- . I 1 I I
I i 1 I I I I
1 ,, I “ ‘1 I I I I
i~B 129 130 131 I
I I 1 I 1
1 1 I i 2 g(:)(:) - [ i ~: (J(> – I
i I i 2(:):(:)(>I 21>:o<) I
I 1 I I I
1 1’ I “’ “ I I
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JULY INTERVIEW SCHEDULE
FORT F%C)VIJ)E~C:E FEE!17Y

SUNI.?AY MONDAY TUESDAY WEDNESDAY THURSDAY FRIDAY [SATIJRDAY I
11 1
I I
I I
I I
I I
I I

2 13 14 [5 16 17 IH I
J 1 1 1 I I 1
I I14:(:)0- I14:00 - I14:(:)(:)- I 1 I
I 1 ~~gc)(:)I 22:0(:)I ~~:(:)(:)[ I I
I I I I I I I
I I I 1 I I 1
1 I I I I I 1

9 I1P 111 Ii2 I13 [14 I15 I
I I I I I I
I I I Ii2:Oa - I12:(:)(:)- I12:(:)(:)– :
I I I I 2(:):0(3 [ 20: (:)(:)[ ‘---)● (i(-)AL .-. I
I I I I I I I
I I I I I I I
I I I I I I I

16 I17 118 I 19 12(3 [21 ,~~ I
I I I 1 I I I
1(]!3: 00 - I (3’3: ()(:) - [(19: 00 - I I 1 I
I 17 : 00 I 17 : 00 I 17: 0(3 I 1 1 I
I I I I I I
I I I I I I I
I 1 I I I I I

23 ,~q [ ~~ 126 127 l~g I 2’3
I I 1 I I I I
I 1 114:00 - [ 14 : (:1[:)– ,;,: ., ~,, I 14 : 00 - I I
I I I

. .22: (10 [ AL . . - I
I I I

2’2 : 00 1
I I I :

I I 1 1 I I 1
I I I I I I I

3C) 131 I \
I I

i 2 : 0(:) - I 12: (:)(> - I
~1]: {)~)

!

I Zf) : (20 [
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I 1
I I ●



..— - .—..,.— -—..—. - . —.-

AUiSUST I NTEE:V I EM SCHEDULE

FOI=”T F’ROV IDENCE FERRY

SLJNDAY MONDAY I TUESDAY I WEDNESDAY [ THURSDAY I F’K IDAY [SATUF:DAY I
1 I I I I
II 1~ 12 [4 [5 I
I I I I I I
[1~:(:)()- I I I I I
I 2’(:):(:)(:)I I I I I
I I I I I I
I 1 I I I I

1 I I 1 I I
6 17 [8 19 I1i) 111 ,11 I

‘1 I I I I I 1
I I(jg:0(:)– I(j’q:(j(j- [(:)5:(j(j- I I I
I I i7:(:)(:)I 17:00 I 17:(:)(:)I I 1
I I I I I I I
1, I I I I I I
I I I 1 I i

ICJ I14 I15 I16 117 I 10 I i ‘3 I
I I I I I I I
I I I I 14 : (j(j - I 14 : (:)(:) – ,7; . ~)(~ I 14: c)(:) - I
1 I I I 22: c)c) I , ---L . . - I “=”7’. (:)(:) I

I
LA .

I I I I I I
I I I I I I 1
I I I 1 1 I

29 121 ,22 [23 [24 [25 [26 I
I I I 1 I I I
I12:(j(j– I1~ :(j(:)– [1~:(j~,- ! I I I
I 2(:):CK) [ :’(:):(j(jI “2(:):(>[)[ I I I
I 1 I I I I
I I I I 1 I I
I I I I I I

27 ,~-+ ,283 [3(:) 131 I
I I I I I
I I [(:)’q:(j(:)– Il:)g:(:)(:)– I
I I I 17:(j(j[ 17:(:)(:)I
I I I I I
I I I I [
I I I I I
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SEF’TEMEIEF: INTERVIEW SCHEDULE

FORT F’EOV I I) ENij:E FEFY?Y

SUNDAY MONDAY TUESDAY WEDNESDAY THU17SDAY [FRIDAY ISATIJRDAY I
I I
11 :2 1
I I I
I1:)”3:0(:)- 1 I
I 17:(:)(:)[ I
I 1 I

I 1 I I I I I
3 14 15 [El 17 [8 I‘3 I

I I I 1 I I I
14:(:)(]- 114:00 - I14:(](:)- I I I I I

22:(3(2{ 22:00 I 2’2:0(:)~ I I 1 I
1 I I I I I 1
I I I I I I I
1 1 I I 1 I I

1(:) Iil I12 112 I14 I15 I1(3 I
I I I I I I I
I [12:00 - I12:00 - I12:Ofj- I I I
1 I 2(:):(:)0[ 2(j:0(3 I ~(:):(:)(:)I I I
I I I I I I I
I I I I I I I
I I I I I I
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11 I ~ Is [4
I IF7H61 12:4(:)IF7E361 13:40 I
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1 I I 1
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SEF’TEM13EF:INTEl?VIEW SCHEDULE “
IL!ALU IT

SUNDAY MEINDAY TLJE!31:)AY WEDNESDAY THLRS1.)AY [Fl?IDAY [SATLIEDAY I
I I –1
[1 ,2 I
I I I
I I I
I I I
I 1 I

I I I i ,. ,. I
3 14 1!3 16 17 la I‘3 I

I IF7E3t3112:4(] I I IIC:F’H4(:) 12:(:)(:) ll::pf34(:) if3: (:)(:) I

I [ I::t--’gq(:) 1~ : 5=J I I IF7EIE!1 13:4(I llI:F’77i1[3:05 I
I 1 I I l,::pfg~~ 1’3:23 I 1
I I I I I I I
1 I I I 1

‘i I i :

,~:~~ ~“”

,. I I
~(:) 11,1 ,:. I13 i14 [15 I16 I

II;:F’B4(:) 1 IF7861 12:40 #F7Hf3i 13:40 I I I
iAci952 115:15 i [II:F’B4(:)1~:~(:)IC:F’E14(I15:50 I I I
ICF”771 if3:~5 I I I 1 I I
I I I I I I i
i 1 i 1 I 1 I
I I 1’ I 1 I

17 I10 I1‘3 [~(:) [21 [~~: ~::q I
i I I i I I I
I I I I I I I
I I I I I I I
I I I I I I I
I i I I I I I
I I I I I i
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1 1 I I I I I
I I I I I I I
I 1 I i I I I
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MAY INTERVIEW SL:HEDIJLE
MAII:}::ENZIEHIFjH1.JAy

1SUNDAY IMONDAY ITUESDAY IWEDNESDAY [T’HUESUAY IFE:IDAY [SA”’[1..IEDAY I
I I I 1 I 1 I I
114 I15 I16 I17 I18 ,~.3 1~(:) I
I I I I I I I I
I I 1(:)’3:(:)(:)– I(:)’q:(:)(:)– I I [1q:(:)(:)– I
I I I 17:(:)(:)I 17:(:)(:)I I I :“~”:(:)(:)I

I I I I I I ! I
I I I I I I I I
I~:1 ,~~ I~zJ I~i$ ,~~ ,~~ ,17 I
I I I I I I I I
I14:(:)(:)--,:,:,,~)(, I1JJ:00 -- II+ :(’)(:)– I I I I I
I

-.
I .;,.;..A-L..- A- .(1)(3I .2~:(:)(:)I I I I I

I I I I I I I I
I 1’ I I I 1 I I
,~~ ,~,~ I3(:) 131 I
I I I 1 I
I I I I1~:(:)(:)- 1
1 I 1 I ‘:’(:):(1(:)I
I I I I I
I I I I I
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J[JNE INTEEVIEW SCHEDUI..E
M~I~:}::ENz I E H ~IqH1.JAy

SIJN1)AY MONDAY 1’( JESL)AY WEDNESDAY [“’[HURSI.)AY IF-”k:IDAY [!+A-[’lJI?DAY I
1- 1 I “’ . I
11 ,2 [~ 1
I I I I
I1~:(:)(.)– [i~:(:)(j– I 1
i “2”(:I:(j{:)[ ::(:):(:)(:)I I
I I I I
I I ! 1

I 1 I I I I I
4 15 16 17 10 I‘3 [i(:) I

f [ I i I I 1
I I(:)’3:(:)(:)– I(:)’3:(:)(:)- [(:)’3:(:)(:)– I I I
I I i7:(j(:)I 17:(:)(:)I 17:(:)(:)I I I
I I I I I I I
I I I i I I 1
I I ,.. I I I 1

11 [ 12 112 I 14 I 15 11(5 I17 I
I I I I I I I

i4:(j(j- [14:(j(j- I1q:(j(j- I I I
“-~”t”.(j(:)L-. 1 “~~:(:)(:)[ ‘-””=’.(:)[:)~..:L. I ; I :

I 1 I I I I I
I I I 1 1 I I
I I 1’ .,. I I I

IH I1’3 IZ(:) 1~1 1~~ ,~~ ,~~ I
I I I I I I I
I I I I1~:(:)(:)– [12:(:1(:)– I1:2:(j(:)– I
I I I I 2(:):(j(:)I “2’(:):(jljI Z(:):(:)(:)I
I I I I I
I I I I I I :
I I I “1 I I I

2’5 1~~, 1::7 [:<g ,~.~ 1:2(:) I
I I I I 1 I
[fj’~:(:)(:)- I[:)’3:O(:)-- I(:)’3:lj(j– I I I
I 17:(j(:)I i7:(:)(:1I 17:(:)(:)[ I I
I I 1 I I I
I I I i I I
I I 1 I I I
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SUNDAY

JUL.Y IN1-El?VIEW SC:HEDIJLE

MIINDAY TUESDAY WEDNESDAY “T”HURS1:)AY

t... . .. .. - ...... . . .-, , ...-—

F-EIDAY ISATLJkDAY I
11 I
I I
i I
I I
I I
I I

1 I I 1 I I I
.-,- Is 14 15 16 17 la I

I I 1 I I 1 I
I I I1+:01:)- I14:()(:)– I14:(](2– I I
I I I 2’2:00 I .;,.7.(:)(:)I&&. “=’”7’■ (:)(:)IL- . I
I I I I I i I
I I I I I I I
1 I 1 I I 1 I

‘3 I.to Ill [12 I12 114 11!5 I
I I I 1 I I I

1~:(:)(-)– I~2:(:)(:)– [1:::(:)(:)- I I I I I
2’(:):(:)1:)I ~~(:):(:)(:)[ 2’(:1:(:)(:)I I I 1 I

I 1 I I I I I
I I I I I I I



AIJEiUSTINTERV IF.WSC:HEI)lJLE
MA/j:}:::ENZIE t-iIt3t-lWAY

SUNDAY MONDAY [TUESDAY lldEINVESDAY [1“HIJESDAY IF-EIDAY ISA-rlJEDAY 1
I I I I I
11 ,2 13 14 15 I
I I I I I 1
I 1~: (:)(:) - [ 1~ : (:)(:) - I I I I

~“(:):(:)[:)[ :’(:):(:)()I I I I
: I I I I 1
I I I I I I

I I 1 1 I I
E, 17 18 I“3 I1(:) Ill ,~~ I

I 1 I I I I 1
I I I(:)’3:(:)(:)- 1(:)’3:(:)(:)– I(:)’3:(:1(:)- I I
i 1 I 17:l:)(:)I i7:(:)(:)I 17:0(:)[ I
I I I I I I 1
1, I I I I 1 I
I 1 1 I I I

Is I14 I15 I16 I17 I10 I1‘3 I
I I I I I I

1q:(:)[:)– I14:(:)(:)- [1q:(:)(:)– I I I I I
“22:(:)(:)I ‘Z’2:(:)(:)I 22’:00 I I I I I

1 I I I 1 I I
I I I I I I I
I I I I I I

.-,,-~9 I~j ,$J.-J I23 1~~ ,~~ ,~~ I
I I I I I I I
I 1i~:(:)(:)– Ii2:(:)[:)- Ii~:(:)(:)– I I I
I I :“(:):(:)(:)I “~”(:):(:)(:)I :~(;):(:)(:)I I 1
I I 1 I I I
I I 1 ! I I I
I I I I I 1

27 [q8 ,~,~ I3(:) 131 1
I I I I 1
I 1 I ~(:)’3:(:)(:)– I
I I I I i7:(:)(:)I
1 I I I I
I I I I I
I I I l— 1

●



L— 1--- !
— — L,.—

=

.-.—

SUNDAY

sEF’TEMHE~:IN’]-EEVIEW SIJ:HEDULE
MAC}::ENJZIE HIGHWAY

MONDAY TIJESDAY WEDNESDAY T’HUf+SDAY IFE:IDAY [SA1”lJF:DAY I
I I I
II ,2 I
I I I
I(:)’3:(j(j- I(:)’~:(:)(:)- I
I 17:(:)(:)[ ~7:(:l(jI
I I I

I I I I I I I
3 [4 ,5 16 !7 18 ,,3 I

1 I I I I I I
I14:(:)(:)-.;,,7,.~~,~ I1Q:00 – I14:(:)(:)- I I I I
I

..
I :22:00 I ’22’:(j(>[ I I 1

I , 4---- I i 1 I I I
t I I I I I I
I I I I I I I

1(:) Ill i~~ 112 I14 [15 I16 I
I I I I I I I
1 I I12:O(j – I12:f:)(:)- [1z:[:)(:)- I I
I I I 2’(:):(:1(:)I 2(:1:(:)(:)[ “2’(:):(:)(:1I I
I I 1 I I I 1
I I I I I I I
I I I I I I



MAY INTERVIEW SUHEDULE
1;AMDRID!SE BAY

ISUNDAY IMONDAY [TUESDAY IWEDNESDAY 1THURSDAY IFRIDAY ISATURDAY I
1. 1 I I I I

IAcl’35i16 ~~ ;2(:)

I
I14 I15 I16 117 I18 I19 I
[c:P695 14:(:)5[ I IAC1952 16:45 I -, : I
I I I ICP6”35 19:30 I I I 1
I I I I I I I I
I I I I I I I
I I I I 1 I I I
I I I

~4:(,,5:“>”-’

I

lh952 16-45 &

I

,;,-.155216 45 ;Z7

I
121 -4 I23 ,.>~ 1’76 - : I
I cPE#’35 I I I
I I I II;P695 :19.30 I 1- 1
I I I I I I I I
I 1 I I I I I I
I I I I I I I I

I 1 1 I 1
:20

14 (:)5 & I 30 131 :
[~:p6°~5 : I IAC1952 16:45 I
I I I 1CP695 19:30 I

I I
: ! ! I I
I I I I I
1 I I I I
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SUNDAY
—

JUNE I N’l”ERVI EW SCHEDULE
i~:AMH~:I D~E EAY

—
.

MONDAY TIJESDAY WEDNESDAY [ THUI?SDAY I FE:I DAY [ SATURDAY I
I I I I
[1 ,2 13 I
1 IAC1952 16:45 I 1
I I I I
I I 1 I
I 1 I I
I I I I

I I i I I I I
4 15 16

I; F’G”35

17 18 1‘3 I1(:) I
14:05 I I IAC:l’35216:45 I I I 1

I I ICF695 19:30 I f I 1
I I I I I 1 I
I I I I I I I
I I I I I I I
I 1 I ! I

11 I12 I13 I14 I15 116 I17 I
1::F’6’35 14:05 1 I IA~l’35216:45 I IAci“352 16:45 I I

I I Il;p695 19:30 I I 1
I I I I ! I I
I I I I I I I
I I I I I I I
I I I

l;cl’35216 45 122

!
18 I1‘3 I2C) 121 ,~~ ,~q i
IlP6’35 14:05 I I IAC1952 16:45 I I

I 1 ICP695 19:30 I 1 I I
I I I I I I I
I 1 I I I
I I I I I I I

I I I I I
25 14 ,,5 ~zb i27 ,~H 129 130 I

I::P6’35 : . I IACl~sz 16:45 1 IAC195Z 16:45 I
I I [CF’695 19:30 I I I
I I 1 I I i
I I I I I
I I I I 1 I
I 1 I I I
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AIJI<IJST INTERVIEW SCHEDULE
ID:AMBRIDlsE HAY

t .,
1—

;
-. ... - ,. ..— —

SUNDAY MONDAY ITUESDAY [WEDNESDAY ITHUESDAY IFRIDAY ISATURDAY I
I 1 I I I I
11 ,2 13 14 15 I
I 1AU155~ 16:45 1 IAL1952 16:45 I I
I ICF’6’3519:30 I I I I
I I I I I I
I I I I I I
I I I I I I

I 1 I I I I I
6 17 18 19 IICl

lA~1952 16 45 :12
Ill I

~:F’6’3514:05’ [ I lAEl~52 16:45 1 : 1
I I ICP695 19:30 I 1- 1 I
I I 1 I 1 I I
I I I I 1 1 I
II 1 1 I I 1 I
I I I I I I I

ICJ 114 115 116 117 118 11’3 I
cF’6’35 14:05 I I IAC1’35216:45 I IAC1952 16:45 I I

I I [cP695 19:30 I I I I
I I I I 1 I I
I I I 1 I I I
I 1 I I I I I

I I

14 ~5 @
IAE1952 16-45 ;24

I I I
~’g f~~ 123 125 126 I

~:F”6’35 : I lAi2195216:45 I I
I I ICP695 :19.30 I I I I
I I I I I I I
I I I I I I I
I I I I 1 I

: 1 I I I I
27 14 ~:)5:28

129 130 131 I
I~:F’6”35 : I IAC:195216:45 I I

1 I III:PG95 19:30 I I
I I I I I
1 I I I I
I I I I I
I 1 I 1 I

—

+



t

SUNDAY

SEF’TEMBER INTERVIEW SCHEDULE
CAMBRIDGE BAY

MONDAY TUESDAY WEDNESDAY THURSDAY IFRIDAY ISAT”URDAY I
I i I
[1 ,2 I
IAC1952 16:45 I I
I I I
I I I
I I I

I I “1 “1 t I I
3 14 15 16 18 19 I
CF’695 14:05 I I IAC1952 16:45 ;7 IAC1’352 16:45 [ I

I I tCP69S 19:30 t I [ I
I I I I I I I
I I I I I I I
I 1 I I I I I
I I I 1- 1 I I

10 [If 112 112 114 115 116 I
CF’6’35 14:05 1 I IAC1952 16:45 I IAC1952 16:45 I I

I I ICP695 i9:30 I I 1 I
I I I I I I I
I I I I I I I
I I I I I I 1
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MAY INTEIJ’VIEW SCHEDULE
Fz:ANKI N INLET
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JUNE IN’TEJ+VIEW SCHEDULE
FAN}:”IN IN[.ET
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AUIGIJST I NTEEV IEW 511:HEDULE
HANH IN INLET

ii

16 I17 I1(3 I19 1
I I I I
t I I 1
1 I I I
I I I I
I I I I
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M(INDAYS1.JNDAY

I ,,
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SEPTEMBER INTERV IEM SCHEDULE
EANK IN 1NLET

T1./ESDAY WEDNESDAY “THURSDAY [FEIDAY ISA””I’U171.)AYI



MAY INTERVIEW SI=:HEDULE
YELLC)WKNI FE

ISUNDAY [MUNDAY ITUESDAY IWEDNESDAY ITHURSDAY IFE!IDAY [SATURDAY I

I I I I I I I 1
I 14 I15 116 I17 I18 I1’3 I~{j I
I I [CF’636 (:18:30[CP62E 12:(j5 I [CP660 17:2S I~:F’6S~(:)8:S(:)[
I I IAC1’35409:30 IAC1956 14:30 I [AC1’352 19:15 IAL:1954 (I9:2(:)[
I I ICX’628 12:05 I I I I,::F<6~Q12:OS [
I I I I

,-,~:~(j:23

I I I
,~~ ,22 [24 ,~~ 126 127 I
[l::p695 16:1(1 [Ij:P636 I [I::F’66(:) i 7:25 [cP62’8 12:(:)5 [ I
[AC1952 17:30 IAC1954 ~3:3(1 I 1 IAC:1952 1‘~:15 1F7B63 13:5(3 I I
[tI:F’&6(31,9~55 [ I I I IAC:1“951314:3(I I I
I I 1 I I I I I
I I I I I ! I I
128 1~’3 [3(:) 131 I
I 1’ IC:P62EI 12:(j5 II::F’660 17:25 I
I I SAC1956 14:30 IAU1952 19:15 I
1 I I lcF”695 21:2(:)I
I I I I I
I I I I I
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!..



..-.— —— +- ‘* ...4 !--- ......... . -

JUNE INTERVIEW SI::HEDULE
YELl_OldKNIFE

SUNDAY MONDAY TUESDAY WEDNESDAY ITHUF;SDAY IFE:IDAY [SATURDAY I
I I I i
11 [~ 13 I
[t~:p63GOH:3(:)I Icp66(j i7:~~ [
1$X1954 09:30 I IAcl’352 19:15 I
I I II~:F’13’35 ~(:): Z(I) I
I I 1 I
I I i I

I I I I I I
4 15 16 17 18 ~,-,.)5:’~

I1(:) I
Al::1’554(:)9:3(:) IAC1954 (:)’3:3(:)I 11::F16G(:)17:15 ICF’62H ~.:

[13=629 IAC19~~ 19:15 IAC:1“s56Iq:~(j 1
I I

12:05 i 1 I
[AI;1956 14:3(:)[ 1CF’695 21:20 IC:F’660 17:25 I I 1
I I I I I I I
I I I I I 1 I

11 [12 I13 I14 115 116 I17 [
I ICP660 17:25 ICP636 08:30 I ICP636 (:)H:3(:)II~:F’636(je:s(:)[
I IAC1954 19:15 IAC1954 09:30 I IAC1954 (:)9:~(:)IAI;1954 0’3:30 1
I I I I l~P62B 12:05 I I
I I 1 I IF7(3132 1~:5(:)I I
I I 1 I I I I

18 I19 120 121
I:P695 16:10 !I:F’660 i7:25 I I
AII:1952 17: 3(] IAC1952 19:15 I I
IGF’66(j19:55 I I I

I 1 I

:,5 1~6 ,27 [~8
I IC:FV536 (:18:30 [c:P62’El 12:05
I IAC1’3540’3:30 IAI:19S6 14:30
I 1CF’628 12:(:)5I
I I I
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MONDAYSUNDAY

-+ . .— ,-— ... . .., .

AUGUST INTERVIEW SCHEDULE
YELLOWKNIFE

[TUESDAY IWEDNESDAY ITHURSDAY [FRIDAY ISATURDAY I

[1 12 13 14 15 I
I ICP66(j 17:i5 ICF’628 1~:(:)5[ I I
I IAC1’352 1‘3:15 IAC1’356 14:2(I I I I
I ICF6’35 “21:2(:)ICF’6G(:)17:25 1 I I
I I 1 I I I
I I i ! I I

6 17 [H 19 I10 Ill I12 I
I ICP6GCI 17:2s ICF’636 (j8:30 [ ICF”636 (:)8:3(:)ll::p626 (je : 2[:) [

I IAC1954 15J:15 [AC1954 (3’3:30 [
I 1

lACl~54 C1g:3(:) IAC1’354 (jc3:3(j 1
1 I ICF’6Z8 1Z:(3S I 1

I I I I I F7E363 13:5(3 I I
1! I I I I I I

I lf3
[F7863 12:5(:)
IAC1956 14:30
I
I
I

i ‘3 1
I
I
I
I
I

1,

!..



-. --- - “●

t
111
m

---------------------

u
n
Ix

I

--

------

*------

m

m
.

------8

.. .. ..
Ulhm

IN

,

.



1

APPENDIX C

Weighting Factor Calculation

\ .-_———
—. —



1

APPENDIX ‘C’

WEIGHTING FACTORS

AIR TRAVEL SURVEY LOCATIONS

TOTAL

1,916

665

17,876

52,682

5,001

7,106

3,388

FORT
SMITH

90

70

1,465

1,884

531

753

374

NORMAN
WELLS

RANKIN
INLET

YELLOW
-KNIFE

;PM-
IRIDGE

72

69

1,309

1,366

433

739

354

HAY
RIVER

108

58

1,408

2,622

463

565

387

3.051

1,181

INUVIK

180

101

2,686

4,787

690

1,189

465

3.780

1,758

IQALUIT

TOTAL FLIGHTS 306

89

2,473

8,503

377

531

440

8.023

3,530

104

42

1,243

3,078

369

699

263

4.043

336

58

542

3,140

71

259

95

7.111

676

720

178

6,750

~7,3(13

2,067

2,371

1,010

FLIGHTS MET

IPAX COUNTS

TOTAL
PASSENGERS

VISITORS
APPROACHED

RESIOENTS
APPROACHED

VISITORS
SURVEYED

IWEIGHTINGFACTOR 1.426

505

2.083

779

12.591

321,761EXPECTED
VISITORS 1,063 12,717

I CAR TRAVEL SURVEY LOCATIONS I
FORT
PROVIDENCE

FORT FORT 60th
SIMPSON McPHERSON PARALLEL TOTAL

NON-RESIDENT CARS 539 163 485 817 2,004

CARS SURVEYED
I

241 120 I 229 I 112 I 702 I
TOTAL VISITOR CARS 3,339

RESIDENi CARS 1,295

715 1,873 6,003 11,930

398 I 164 I 119 I 1,976 I

5.96 I 8.18 I 53.60 IWEIGHTINGFACTOR I 13.85

... .
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PEST PRIMARY COMMUNITY DESTINATION

I

)

.)

J

Value Label Value

YELLOWKN
INUVIK
HAY R
IQALUIT
FT.PROV
FT.SMITH
FT.SIMP5
NORMAN U
60TH PAR
TUKTOY
FT.RAE
CAMBRIDG
NAHANNI
MACKENZI
PANGNIRT
RANKIN I
IJOOD BUF
COLOMAC
KAKISA
LIARD R
FT.MCPHE
BATHURST
FT.RESOL
COPPERMI
GT.BEAR

POND I
ENTERPRI
SNOWDRIF
IGLOOLIK
HALL B
FT.RELI&
SPENCE B
COURAGEO
GEORGE L
NEPTUNE
POINT L
CLYDE R
EDZO
L.L.MART
LUPIN M
FT.FRANK
RESOLUTE
WAGER B
BAFFIN I
ARCTIC O
GT.SLf$VE
BROUGHTO
CAPE DOR
ARCTIC B
ELLESMER
BARREN
INDIN L
STEVES L
WHITEFIS
BRABANT
NANISIVI
PELLY 9
NONACH L
PINE P

Frequency

10773
2470
1532

908
704
680
509
409
388
356
266
220
184
170
168
158
137
126

95
94
86
84
82
79
76
75
72
71
63
56
54
54
52
50
50
50
50
48
39
38
38
37
37
36
35
33
32
32
32
30
29
27
25
25
25
24
24
22
18
18

Percent

47.2
10.8

6.7
4.0
3.1
3.0
2.2
1.8
1.7
1.6
1.2
1.0

.8

.7

.7

.7

.6

.6

.4

.4

.4

.4

.4

.3

.3

.3

.3

.3

.3

.2

.2

.2

.2

.2

.2

.2

.2

.2

.2

.2

.2

.2

.2

.2

.2

.1

.1

.1

.1

.1

.1

.1

.1

.1

.1

.1

.1

.1

.1

.1

Valid
Percent

47.2

10.8
6.7
4.0
3.1
3.0
2.2
1.8
1.7
1.6
1.2
1.0

.8

.7

.7

.7

.6

.6

.4

.4

.4

.4

.4

.3

.3

.3

.3

.3

.3

.2

.2

.2

.2

.2

.2

.2

.2

.2

.2

.2

.2

.2

.2

.2

.2

.1

.1

.1

.1

.1

.1

.1

.1

.1

.1

.1

.1

.1

.1

.1

Cum
Percent

47.2
58.0
64.7
68.7
71.8
74.7
77.0
78.8
80.5
82.0
83.2
84.1
84.9
85.7
86.4
87.1
87.7
88.3
88.7
89.1
89.5
89.8
90.2
90.5
90.9
91.2
91.5
91.8
92.1
92.4
92.6
92.8
93.1
93.3
93.5
93.7
93.9
94.1
94.3
94.5
94.6
94.8
95.0
95.1
95.3
95.4
95.6
95.7
95.8
96.0
96.1
96.2
96.3
96.4
96.6
96.7
96.8
96.9
96.9
97.0



)EST PRIMARY COMMUNITY Destination
BREVOORT
CAPE DYE
FT.CHIMO
GREENLAN
HORTON R
THUBIN L
GJOA H
CHESTERF
REPULSE
SACHS H
MINN I
SPRUCE G
sTAGG L
BACK R
BEAULIEA
BLUEFISH
ELLIS R
GORDON L
HARDING
HEARNE L
K(4M L
LAKE PRO
MCKAY L
MCKINLEY
POLARIS
SALMTA
sTEPHANI
TUNDRA M
TURNER L
WATTA L
COLVILLE
MoUNTAIN
TROUT L
RUTLEDGE
GRISE F
ANDREW L
BANKS I
HIGH ARC
AKLAVIK
KITTIGAZ
FT.GOOD
cHARLES
cOATS IS
DEIJ LINE
EUEKA
LAKE H
ROWLEY I
RAE PT
FERGUSON
PILOT L
FT.LIARD
GARRY I
VIRGINIh
B CHIMO
SCHAEFER
THELON L
FT.NORMA
GANA RIV
GOOD HOP
MACK.MTS
ARCTIc R
HERSCHEL
PEEL R
RENDEVOU

16
16
16
16
16
15
15
14
14
14
14
14
14
13
13
13
13
13
13
13
13
13
13
13
13
13
13
13
13
13
12
12
12
11
11
10
10

9
8
8
8
8
8
8
8
8
8
7
7
6
6
6
6
4
4
4
4
4
4
4
4
4
4
4

.1

.1

.1

.1

.1

.1

.1

.1

.1

.1

.1

.1

.1

.1

.1

.1

.1

.1

.1

.1

.1

.1

.1

.1

.1

.1

.1

.1

.1

.1

.1

.1

.1

.0

.0

.0

.0

.0

.0

.0

.0

.0

.0

.0

.0

.0

.0

.0

.0

.0

.0

.0

.0

.0

.0

.0

.0

.0

.0

.0

.0

.0

.0

.0

.1

.1

.1

.1

.1

.1

.1

.1

.1

.1

.1

.1
.1
.1
.1
.1
.1
.1
.1
.1
.1
.1
.1
.1
.1
.1
.1
.1
.1
.1
.1
.1
.1
.0
.0
.0
.0
.0
.0
.0
.0
.0
.0
.0
.0
.0
.0
.0
.0
.0
.0
.0
.0
.0
.0
.0
.0
.0
.0
.0
.0
.0
.0
.0

97.1
97.2
97.2
97.3
97.4
97.4
97.5
97.6
97.6
97.7
97.8
97.8
97.9
97.9
98.0
98.0
98.1
98.1
98.2
98.3
98.3
98.4
98.4
98.5
98.5
98.6
98.6
98.7
98.8
98.8
98.9
98.9
99.0
99.0
99.1
99.1
99.2
99.2
99.2
99.3
99.3
99.3
99.4
99.4
99.4
99.5
99.5
99.5
99.6
99.6
99.6
99.7
99.7
99.7
99.7
99.7
99.7
99.8
99.8
99.8
99.8
99.8
99.9
99.9
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MOST IMPORTANT IMPROVEMENTS

,..L

..

./

+------------------------------+----:---;--------+
1 ;?artles ,Percent \#
+--------___-------------------+--------+-------- +

IMPROVEMENTS
IMPROVE

COMMUNICATIONS/Information
IMPROVE

HOTELS/SERvICEs/Facilities
GENERAL POSITIvE COMMENT
NEED MORE/BETTER Facilities

:IMPROVE Transportation
I1 FACILITIES/SERvIcE
~IMPROVE ROADS/PAVE/DusT
II CONTROL
ITouRISM EDucATIoN FOR STAFF
:CLEAN-UP LITTER/ToILETs
:MoRE CRAFT SHOps
~IMPROVE FOOD/Restaurants
IREDUCE PRIcEs
~FACILITIES SHOULD KEEP LONGER
I HOURS

t
I

I
1
1
t
1
1
I
I
I
1
I
t
1
t
I
1
I
I
I
I
1
I
I
I
I

:NEED CRAFT SHOP Advertisements
:GREATER AVAILABILITY OF NATIvE:
I
t FOOD
:RESTAURANTS/Facilities TOO
I SMOKEY
:NEED HIGHWAY SIGNS REGARDING
I
I FERRY SHUT-DOUNs
:NEED FULL SERVICE
I
I CAMPGROUNDS/MoRE
I
I CAMPGROUNDS
;MoRE pARKs
:BETTER LAUNDRY FACILITIES
:BuILD ROAD TO AccEsS TUNDRA
:TOURIST INFORMATIoN
I# BOOTHS/ROAD SIGNS
:BETTER T.V. RADIO STATIONS
~TOO MANY MODERN INFLUENCES
:TOO MANY ALCOHOL PROBLEMs
;IMPROVE CUSTOMER SERVICE
IMoRE NATIvE PRODUcTS/FOOD
:sHOuLD ADvERTIsE OuTSIDE OF
I
t NUT
ILODGES NEED FREEzERS/SCALEs
~NEED BUG CONTROL
~IMPROVE GOLF COURSE
:IMPROVE WHEELCHAIR
I
I ACCESSIBILITY
:IMPROVE AIRPORT SECURITY
:NEED BICYCLE RENTALS
:ADVISE TOURISTS OF SU-NBURN
I
1 POTENTIAL
:NEED t3ED a BREAKFASTS/HOSTELs
;NEED MORE HISTORICAL
II INFORMATION
lsHOuLD HAVE LoDGING
I
I INSPECTIONS
:NEED MORE SOUVENIRS/posTcARDs
:GREATER SELECTION OF PRODUCTs
;IMPROVE/MORE TOURS

I
I
I
I
I
1
I
I
I
I
I
I
I
1
I
I
I
I
I
$
I
1
I
t
I
I
I
I
(
1
1
1
t
1
I
1
I
I
I
I
1
1
I
I
I
1
t
1
I
t
I
I
1
I
I
1
I
I
1
I
1
I
1
I
1
!
I
I
I
I
I
I
I
I

595

695
816
267

1024

3518
47

711
137
254

1229

179
15

7

7

3

751
74

4
6

242
7

51
19

183
61

46
17

46S
43

13
2s
25

34
9

8

8
144

25
307

_+---------

!
I
I
1
t
1
I
I
I
1

I
1
t
I
1
t
I
1
I
1
I
I
I
t
I
I
I
1
1
I
I
1.
1

1
I
I
I
I
I
I
t
1
I
I
I
I
1
I
I
1
I
I
I
1
I
I
I
I
I
I
1
I
I
1

I

t
I

5.7%

b-b%
7.8%
2-5%

9.8%

33.6%
.4%

6.8%
1.3%
2.4%

11.7%

1.7%
.1%

.I%

-1%

.0%

I
1
I
1
t
I
I
1
1
4
t
I
I
1
1
I
I
1
1
I
I
1
I
I
I
1
!
I
I
1

+------------------------------ -+--------+

7.2%
.7X
.0%
.1%

2.3%
.12
.5%
.2%

1.7%
,6%

.4%

.2%
4.4%

.4%

.1%

.2%

.2%

.3%

.1X

.1%

J%
1.4%

.2%

2.9%

1
(
1
I
1
1
I
1
I
1
1
1

I
!

1
I

I
I

1
1

I
I
I
I

1
i
I
4

I
I
I
I
I
I

I
I

I
1

I
I

I
1

I
1
1
t
I
1
1
I
I
i
I
I
I

1t
1
I
1
t
1
1
I
I
1
I
1
t

I

t

1
1
!
1
!
I
1
1
1
1
1
1
I
I
1
t
I
1I
1
I
I
1
I
I
I
1
1
I
1
I
1
1
I
!
I

.

(continued)
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MOST IMPORTANT IMPROVEMENTS

+ _ _ - _ - --- --- - - - - -- - - -- - - -- - - - - - + --- -- - -- + - - - — --- +
I
t

IPavties IPercent ~
+-__-_____---------------------+--------+--------+

;IMPROvE LOCAL ENVIRONMENTAL :
t AWARENESS

1
I 38

;STRONGER MUNICIpAL ENFORCEMENT! 83

:EMPLOY LOCAL PEOPLE AS TOUR
1
I GUIDES
:NEED CAMp EQuIpMENT RENTALS
:IMROVE DRIVER EDUCATIoN
:IMPROvE FIRE PROTECTIoN
:BETTER/MoRE DRINKING WATER
:MOl?E VEHICLE RENTALs
:BETTER FAMILY ENTERTAINMENT
:IMPROVE MERCHANDISE DIspLAy
!REFuND !30TTLEs
:KEEp TO scHEDULES
:BETTER EvENING ENTERTAINMENT
:NEED WILDLIFE MUSEUM
{MORE PROPANE SUPPLIERS

I1 .1% ;

;NEED SIDEWALKs
1I .0% ;

1 I t
I I

ITotal ; 100.0% ;
+___---------------------------+--------+-------+

1
I
1
I 21
t1 13
I
I 107
t
t 13
I 72
11 21
1I 3
I
I 1
1
1 54
I
I 62
I1 11
II 8
I1 8
I
I 4
II
~ 10484

,.
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MOST IMPORTANT IMPROVEMENTS

+ . ---- --- -- ------ - --- --- --- - - - - + -- —-------------------------------- +
1 1I MODE OF TRANSPORTI

I
t

t + +--- —-------------- ----------------- +I
I t I I

I AIR I CAR1 I
1 + +-------- --------+--------+--------+II IParties IPercent IParties IPercent I1
+ -—--------— ------------------- --------+--------+--------+—-------+ +

:IMPRovEMENTS
:IMPROVE
1 COMMUNICATIONS/Information
:IMPROVE
1I HOTELS/SERVICES/Facilities
IGENERAL posITIvE cOMMENT
;NEED MoRE/BETTER FACILITIES
;IMPROVE TRANSPORTATION
I
I FACILITIES/SERVICE
;IMpROvE ROADS/PAVE/DUST
fI CONTROL
ITouR15M EDucATIoN FOR sTAFF
:CLEAN-UP LITTER/TOILETs
;MORE CRAFT SHOPS
!IMPROVE FOOD/RESTAuRANTs
;REDUCE PRICES
[FACILITIES SHOULD KEEP LONGER
I HOURS

!
I
I
I
1
I

I
I
1
I
I
1
I
t
I
I
t
I
I
t
1
I
I
I
I
I
:
I
I
I
t
t
I
1
t
t
1
I
1
I
f
I
!
I
1
I
I
I
I
1
t
I
I
I
1

I
I
1
I
1
t
I
I
1
t
1
1
I
t
1
I
I
I
I
I
1
I
I
I
I
I
I
I

227368

593
389
132

480

464
33
358
21
249
886

94
1s

7

7

3

57
21

4
6

144
7

37
19
99
47

26
17
85
43

13
25
25

14
9

8

3.5%

5.7%
3.7%
1.3%

4.6%

4.4%
.3%

3-4%
.2%

2.4%
8.5%

.9%

.1%

.1%

.1%

.0%

.5%

.2%

.0%

.1%

1.4%
.1%
.4%
.2%
.9%
.4%

.2%

.2%

.8%
-4%

.1%

.2%
-z%

.1%

.12

-1%

2.2%
I
i
I
I
I
I
!
I
I
I
I
I
I
I
$
I
I
I
I
I
I
I
I

I
1
1

1
I

t
1
I

102
427
135

I
I
I
1
t
I
I
i
I
I

;
I
I
I
I

I

544 5.2% I
I
I

3054
14

354
115

6
343

I
I29.1%

.1%
3.4%
1-1*
.1*

3.3%

I
1
I
1
t
I
I
I
I
1

I
I
1
I
1
I
1
4
I

t
I
I I

I
I I

1
1
I
I
I
I
I
I

1 85 .8%

:NEED CRAFT SHOP Advertisements; i
I
1
1

!GREATER AVAILABILITY OF NATIVE:
I
1 FOOD
:RESTAURANTS/Facilities TOO
I
I SMOKEY
;NEED HIGHwAy sIGNs REGARDING
1
I FERRY SHUT-DOWNS
INEED FULL 5ERvIcE
{ CAMPGROUNDS/MORE
1
I CAMPGROUNDS
:MORE PARKS
:BETTER LAUNDRY FACILITIES
!8uILD RoAo TO AccEs5 TuNDRA
[TOURIST INFORMATION
I! EtOOTHS/ROAD SIGNS
IBETTER T.V. RADIO STATIONS
:TOO MANY MODERN INFLUENCES

-..., :TOO MANY ALCOHOL PROBLEMS
:IMpROvE cusToMER SERVICE
!MORE NATIVE PRODUCTS/FDoD
ISHOULD ADVERTISE OUTSIDE OF
I NWT
;LODGES NEED FREEzERs/scALES
!NEED BUG CONTROL
IIMPROVE GOLF COURSE
IIMpRovE WHEELCHAIR
I ACCESSIBILITY
:xMPROvE AIRpoRT sEcuRITy
{NEED BICYCLE RENTALS
IADVISE TouRIsTs OF SUNBURN
I
1 POTENTIAL
!NEED BED & BREAKFASTS/HOSTELS
INEED MoRE Historical
1
1 INFORMATION

1
I
1
1
I
1
I
I
t
t
I
t
I
I
1
I
I
1
I
I
I
1
t
I
I
I
I
1
I

!
I
1

:
I
I
I
I
I
I
I
I
I
1
I
I
I
1

I
I
I
I

I
I
1
I

I
I

I
1
I
1

t
I

I
1
I
I
I
I
I

I
I
I
I

t
I
1
1
1
1
I
t
I

694
54

6.6%
.5%

tI
I
1 I

;
I
I
I
1
I
I
!
1
:
I
I
I
t
I
I
I
1
I
1
!
I
1
1
I
1
I
I
I
1
I
1
I
1
I
1
t
I
1
I
1
I
1
I
+

t
1 I

I
I I

1
I 1

I 98

14

84
14

20

380

.9%

I
I
I

1
I
I
I
t
I

1
I
I
I
I
t
1
I
I
!
1
1
1
I

I
I
I
I
1
I
1
1
I
I

IiI
I

I
I
i
I
I
I

1
I
I
I
I
t

1

I
1
I
I

3.6%
I
I
1
I

1
I
I
I

I

I
Ii

I
I
I
I
!
1
1

1
t
I

I
I

#
I
I
4
I
I

I
I
!

.2%

.------—-,

20

.-—------

1

I
1
I

I

If 1
I
11

It
+-----—-—-----—---—--------—--- -------— --------+ + + +

(continued)
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+ -------------------------------+ - - - - - - -- - - - - - - - - - - - -- - - - -- - - - - - - - -- +

I I I
I MODE OF TRANSpORT1 I

I + +------------------ -----------------+
t t

!
I

1 AIR I CAR I
II + + +-------- -------- --------+--------+
I
1 !Parties !Percent :Payties !Perf=ent I
&------------------------------+--------+-------- +--------+--.--.---+

;sHouLD HAVE LoDGING
I
I

I t
I INSPECTIONS
:NEED MORE SOUVENIRS/POsTcARDs !
:GREATER SELECTION OF PRODUCTS :
lIMpROVE/MoRE TouRs
;IMPROvE LocAL ENVIRONMENTAL ~
: AWARENESS

1

!STRONGER MUNICIPAL ENFORCEMENT;
jEMpLOy LOCAL PEOPLE AS TOuR
I
I GUIDES
INEED CAMP EQUIPMENT RENTALS
lIMROvE DRIvER EDucATION
IIMPROVE FIRE PROTECTION
!BETTER/MORE DRINKING WATER
:MORE VEHICLE RENTALS
:BETTER FAMILY ENTERTAINMENT
:IMPROVE Merchandise DISPLAY
:REFUND BOTTLES
;KEEP TO SCHEDULES
IBETTER EvENING ENTERTAINMENT
:NEED WILDLIFE MusEuM
~MORE PROPANE SUPPLIERS
;NEED SIDELJALKS
I
I

ITotal

I
I
1
I
I
1
I
I
t
I
I
I
I
I
1
I
1
1
I
I
I
1
I
t
1
t
I
I
I
I
1
:

8
76

5
114

38
25

21
13

13

21
3
1

8
11

4

4356

I
1
t
I
I
I
4
t
1
I
I
I
I
I
I
I
1
I
I
I
1
I
I
I
I
I
1
1
t
I
I
t
1
1
I
t
I
t
1
1

:
t
t

:
I
1
I
t

.1%

.7%

.0%
1.1%

.4%

.2%

.2%

.1%

.1%

.2%

.0%

.0%

.1%

.1%

.0%

41.5%

I
I
I
I
I
I
I
1
I
t
t
I
I
I
t
I
I
1
I
I
I
I
I
I
I
I
I
I
I
1
1
1
I
1
1
t
t
)
I
I
t
I
1
I
t
t
I
1
1
t

67
20

193

58

107

72

54
54

8
8

6128

1
I
1
I
I
t
I
I
t
t
8
I
I
I
t
I
t
I
I
I
I
(
I
I
I
I
I
I
1
I
1
I
I
1
I
I
I
I
I
I
t
I
I
t
t
t
I

.6%

.2%
1.8%

.6%

l-o%

.7%

.5%

.5%

.1%
-l%

58.5%

I
I
I
1
I
I
I
I
1
t
t
I
I
I
I
t
I
I
I
I
I
I
tI
I
t
t
I
I
I
I
1
1
I
1
I
I
!
I
t
I
1
#
I
I
I
I
I
!
I

-+-------- +--------+-------------------------------- -------- --------+ + +
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MOST IMPORTANT IMPROVEMENTS.

+------------------ +------------------------------------ +
I
8 PRIMARY PURPOSE OF VISIT

I
I

I +- ------------------ + -------------------- +

I
I BUSINESS 1

I PLEASURE 1
1I

I
I + + +-------- -------- -------- --------+ +
1
I IParties {Percent IParties ~Percent I
+------------------ +--------+–-------+--------+--------+

1
: IMPROVEMENTS I

I
t
I
I
1
1
I
1
:
I
1
I
1
1
I
:
I
I
I
I
I
I
t
$
I
1
;
I
I
I
I
t
I
I
I
I
1
I
t
I
I
I
I
:
I
1
I
1
I
I
1
t
I

I
I
I
I
I
I
:
I
I
I
I
I
1
I
I
:
I
I
I
t
I
I
I
I
!
1
I
I
I
I
I
!
I
1
I
I
I
I
I
t
1
I

1
I
I
I
I
1
:
I
t
I
I
I
;
!
I
I
I
t
I
t
1
t
I
I
t
I
I
1
I
I
I
I
I
1
I
I
I
I

I
I
1
1
I
I
I
t
I
I
I
I
)
I
I
I
t
I
1
I
I
1
:

;IMpROvE
I

I COMMUNICATIONS/~
I INFORMATION :
~IMPROvE

I

: HOTELS/SERVICES\
: /FACILITIES I
:GENERAL POSITIvE ~
II COMMENT

II
;NEED MORE/BETTER \
t FACILITIES [(
;IMPROVE

I

TRANSPORTATION [I
1 FACILITIES/SERV:I
1
I ICE :
;IMPROVE I
It ROADS/PAVE/DusT~
I CONTROL I

(TOURISM EDucATIoN \
II FOR STAFF I

I

:CLEAN-UP
I

It LITTER/TOILETS \
!MORE CRAFT SHOPS :

152

490

246

99

322

432

29

200
14

173
530

29

7

7

7

3

57

4

2

105

1.5%

4.7%

2.4%

.9%

3.1%

4.1%

.3%

1.9%
.1%

1.7%
5.1%

.3%

.1%

.1%

.1%

.0%

.5%

.()%

.O%

1.0%

442

204

570

168

701

3086

18

511
122

82
686

150

8

694
74

4

138

4.2%

I
1
I
I
I
1
1

6.7%

t
I

29.5%

.2%

4.9%
1.2%

I
1
!
I
I
t
1
I
t

I
I
1 I

t
I
I
I
I
I
I
I
t
t
I
I
I
I
I
I
I
I
1
I
1
1
1
1
I
I
1
:
:
I
I
1
I
t
I
I
I
1
1
I
I
1
I
t
I
I
I
I
t
I
i
1
1
I

i
I
I
I

~IMPROvE
tI FOOD/RESTAURANT
I
t s
~REDUCE PRICES
~FACILITIES SHOULD
I
I KEEP LONGER
I HOURS
INEED cRAFT SHOP
1 ADVERTISEMENTS
~GREATER
1
I AVAILABILITY OF
1I NATIVE FOOD
:RESTAURANTS/FACILI
I
I TIES TOO SMOKEY
:NEED HIGHWAY SIGNS
t REGARDING FERRY

I
I
I
1
t
t
1
I
I
I
I
I
t
I
I

.8%
6.62

I
I
I
1
:
I
I
1
I
t
1
I
I
:
I
:
I
I

I
t
I
I
I

I
I
@
I
I
1
I
!
t
1
I
I
I
I
I
\
I
I
I
I
1
I
t
1
I

1
1
I
t
t
(
I

:
I

1.4%

.1%
I
I

I
t
I
I
1
1
1
I
I
1
t
t
I
I
t
I
I
1

1
I
I
I
1
;
I
1
1
I
1
t
I
1

; SHUT-DOWNS I
I
:NEED FULL SERVICE ;
I CAMPGROUNDS/MoR:1
t
I E CAMPGROUNDS :
;MoRE PARKS I
:13ETTER LAUNDRY :
I
I FACILITIES :
;BUILD ROAD TO :
t ACCESS TUNDRA ;
~TouRIST

1
I

I
I INFORMATION !
I# BOOTHS/ROAD !
1 I
I SIGNS I
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8
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MOST IMPORTANT IMPROVEMENTS.

+ +------------------ ----------------------------------- +
t 1 1
t 1 PRIMARY PURPOSE OF VISIT I
I + +------------------ ----------------- +
t
I I I I

I I BUSINESS , PLEASURE I
I + -i- + +-------- -------- -------- -------- +
I
1 !Parties IPercent !PaTties ~Percent ~I+_-_.---------__----+--------+--------+-------- +--------+

:IMROVE DRIVER
I
1
1
I
I
I

I
I

I
I
1
t
1
I
I
I
I
I
1
t
I
I
I
I
1
I
1
I
I
I
I
I
I
I
t
t
I
I
I
1
:
I
I
I
1
I
I
I
I
I
I
I
I
t

t
I
I
I1.0%1

I
I
t
1
I

107I
1 EDUCATION
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