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BUSINESS PLANS - INTRODUCTION

The development of any of the five suggested business as documented in the “Tourism
Business Opportunities Study” Fort McPherson, N.W.T. could bring substantial economic and
other benefits to the community. Spin off economic benefits may indude Co-0p gas, grocery,
hardware, coffee shop or hotel business; tire repair and sales; craft sales; canvas shop
“awareness” and sales to name only a few.

Other benefits from development of these business may include:
pride of accomplishment;
setting a positive example for other businesses in the community;
training and experience of owners and staff which can be transferred to other
businesses;
exposure to visitors... a learning experience;

FIVE BUSINESS PLANS ARE DETAILED AND BOUND SEPARATELY FROM THIS
REPORT:

Arts & Crafts

Peel River Boat Tours
Dried Meat/Dried Fish
Gwich'in Cultural Camp
Bed & Breakfast
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EACH BUSINESS PIAN IS DETAILED UNDER THE FOLLOWING HEADINGS:
EXECUTIVE SUMMARY
PROJECT DESCRIPTION
COMPETITIVE FACILITIES AND SERVICES
MARKET ANALYSIS/MARKET CONSIDERATIONS
OWNERSHIP, MANAGEMENT, HUMAN RESOURCES & TRAINING
OPERATIONS
MARKETING
FINANCIAL
LEGAL LICENSING, INSURANCE
SOCIAL CULTURAL IMPACT
ENVIRONMENTAL CONSIDERATIONS
COMMENTS/CONSTRAINTS
IMPLEMENTATION/TIMEFRAME
BUSINESS PLAN “TO DO"

APPENDICES

We suggest that before specific Business Plans are reviewed the main text of the “Tourism
Business Opportunities Study Fort McPherson, N. W. T.” be reviewed to gain an overal
prospective.

In our detailing of the business plans we have attempted to strengthen the viability of each
project through cooperation with one or more projects.

Some capital cost or marketing budgets may have a minimum and maximum. Money actually

spent will then depend on the applicants own resources, his/her seriousness and available
assistance.
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Business Plans - Introduction Continued

At the completion of each Business Plan a “Ta Dq” list suggests tasks to be completed in order
of priority.

Brochures and related information on operations similar to the specific Tourism opportunities,
where applicable, is found on the inside back cover of each Business Plan.

For any of these Business Opportunities we strongly suggest interested operators experience first
hand, similar operations. Potential Bed & Breakfast operators to stay with Bed& Breakfast in
Inuvik or Dawson; potential Gwich’in Cultural Camp developers to experience similar facilities
(ie: Ste Marie among the Hurons in Ontario, Alaska Land in Fairbanks, Baker Lake N.W.T.)

For implementation of these projects assistance may be sought from one of a number of
sources; refer to “Financial & Technical Resources.”

IS THIS BUSINESS FOR ME?
Before entering into this business opportunity we must ask:

Am | prepared to dedicate the time and effort to make it work?

Do | have, or can | obtain the resources needed?

Would | enjoy this type of business?

Is this the type of business that | want?

Would | gain more benefit and satisfaction from working as an employee... without the
hardship and headaches involved with ownership?

Am | qualified?

Do | have the financia resources to provide equity?

Will it compliment my lifestyle and other work activities?



#4 GWICH'IN CULTURAL CAMP
EXECUTIVE SUMMARY

There are a number of exciting attractions focusing on native culture both in Canada and the
U.S.A Most are larger projects with heavy capital investment and operating costs. To our
knowledge none are generating a profit and most are owned or heavily subsidized by
Government.

From the outset we assume the project will require the utilization of a number of financial
grants and assistance programs. Potential benefits through employment, pride in a traditional
project, education, and cultural awareness are considerable.

The importance of some form of cultural/interpretative camp experience was voiced quite
strongly in our McPherson research and our visits there.

We are proposing a small cultural interpretative camp with planned phased development over
a number of years. The suggested site would be overlooking the Peel River with road access
to the Dempster and in turn to McPherson.

The “Cultural Camp” could operate independently or may be operated in conjunction with
“Peel River Boat Tours” (Business Plan #2) and or Arts& Crafts (Business Plan # 1).

PROJECT DESCRIPTION

As the "Gwich’in Cultural Camp” may be multiphased, we have described what the first three
phases might entail. Our suggestion is to begin on a small scale, provide a quality product
and service and build slowly on that success. Development of subsequent Phases is
dependent on success of PHASE 1.

PHASE | (YEARS 1, 2 &3)

The ideal camp location is a site overlooking the Peel, accessible from the Dempster
Highway, and in turn, Ft. McPherson. This location maximizes Bus Tours, other highway
Tourist traffic, supplies and staff from McPherson and access to community attractions such
as the canvas shop, and the numerous attractions on the Peel River.

The camp could resemble an expanded version of a traditional summer, family “fish camp”
many of which are active along the Peel in the summer.

Site to include:
. 1-3 tents (teepees preferable; 24’diameter Ft. McPherson tents);

Act|V|t|es demonstrations (seasonal) include:
fish catching, fish preparing and drying on racks;
smoking fish, caribou and moose; open fire and smoke teepees;
scrapping and tanning moose & caribou hides;
crafting implements, tools, snowshoes,;
crafts making - sewing moccasins, beadwork, quill work, coats, jackets;
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Replications of 2-3 types of traditional lodging used by the Gwich'’in;
Mini sales outlet - crafts seminars; part of craft demonstration area in/or adjacent to 1
teepee;
Each guest between certain hours to receive a country food sample - caribou, fish, or
moose, tea and bannock;
To encourage (financially and socially), crafts people and those that prepare dry fish,
snowshoes etc. to schedule their activities at the site to encourage the site to become
a social gathering point for elders;

. Staff - one host and 1-2 crafts people;

: Central demonstration area for group drum dances, Ft. McPherson dancers;

PHASE Il (YEARS 4- 7)
jitional Gwich'in mooseskin boat which is larger than the type from

Ft. Norman Area - an original reproduction which is on display at the Prince of Wales
Heritage Museum in Yellowknife. Few Dempster Highway travelers are likely to also
visit the Yellowknife display! Would any Dempster Highway Travelers miss the
opportunity to view and learn more about the “World’s largest Mooseskin Boat"?

A permanent Building preferably log to house mooseskin boat and other museum
quality artifacts and craft items too valuable to remain in a teepee facility.

Authentic displavs of crafts. tools, clothing; interpretive displays
Expand on demonstration. guest participation in craft making etc.

PHASE [l (YEARS 8- 15)

Dependent on success of Phases | and Il possible expansion to additional buildings,
displays, live demonstrations.

COMPETITIVE FACILITIES AND SERVICES

There is no similar facility in Inuvik, Dawson, Whitehorse or in McPherson itself.

There are however larger scale centres or theme parks based on culture and native heritage.
We have gathered some descriptive/comparative information on a few of the centres and
where detailed facts and figures where not available a project description is included.

NATIVE HERITAGE CENTRE: Duncan. B.C. developed by the Cowichan-Duncan
Band 30 miles north of Victoria.

The centre features craft/souvenir outlets, museum, totem pole, carving and craft
making demonstrations, restaurant with country foods, films; various lifestyles
demonstrations including "Potlach Ceremony”; models of various tribal villages during
different time periods.

Quality of food, service and interpretive displays are excellent.

The attached page describing this facility (See “Come Face-to-Face With a Legend”)
comes from a tourism newspaper but gives a fairly thorough overview of the various
components of this attraction.
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This facility is currently in receivership. While we do not have specific operating
information regarding the native Heritage Centre, we do know that it was largely funded
by the Cowichan native Band with additional monies coming from banks as well as
provincial government grants.

This facility is only one block off the Trans Canada Highway and advertises quite
extensively. While most of the staff are natives there is a paid non-native manager
responsible for overseeing the whole project.

ESKIMO POINT AND BAKER LAKE, N. W.T.: Two small traditional cultural camps
located outside but in close proximity to these communities. Summer only camps with
interpretive activities, examples of traditional accommodation (skin tents) and,
implements and transportation (kayaks).

ALASKALAND: Fairbanks, Alaska is a theme park interpreting the native and non-
native history and culture of Alaska.

Includes authentic cabins, sod houses, and live shows including Inuit/Indian dancers

and music; mining displays, plays, and samples of country foods, authentic Athabaskan
Indian encampment.

STE. MARIE AMONG THE HURONS is a cultural educational and Tourism centre
developed in a joint partnership with the Province of Ontario, the Jesuit order and the
“University of Western Ontario”.

The University of Western Ontario obtained public sector grants in order to undertake
the required archaeological studies. The Jesuit Order made the land available through
a 99 year lease and the Province of Ontario funded the reconstruction costs, which
were approximately $1,000,000 (1971 dollars).

The facility opened to the public in 1971.

While the Province of Ontario owing the facilities, the land is owned by the Jesuit
Order.

The historic site development consists of approximately 20 reconstructed historic
buildings and numerous historic structures (palisades, bastions, wigwams etc.).

A modem building adjacent to the site houses: visitor service facilities such as
washrooms, food service, retail and first aid; an orientation theatre; a resource centre;
and administrative offices.

A museum is also located in the modern facility.

See attachment for a brief description of the facility, its history and a site map.

As noted on the map, the facility’s gift shop sells a full range of books and

remembrances, prints, postcards, reproduction, leather, wood, pottery, dolls, iron and
clothing items, film and other essentials.



Key operating information is as follows:

1990 attendance 122,147
% change from '89 -9.97%
Operating subsidy per visitor $10.81
Per capita spending:
Admissions $3.07
Food and beverage $1.18
Retail $1.27
Other $0.00
Total $5.53
Visitor length of stay (hours) 2.50
Staffing Levels:
Full-time 19
Seasonal 10
Summer 27
Part-time -
Total 56

UPPER CANADA VILLAGE: Morrisburg, Ontario. Developed by the St. Lawrence
Parks Commission depicts early Ontario and Quebec life in the 1880’s.

In the late 1950’s the construction of a hydro-electric power plant and the enlargement
of the St. Lawrence Seaway resulted in the flooding eight villages and thirty five miles
of the original riverfront which had been settled by the United Empire Loyalists. In
order to preserve this important heritage, the Province of Ontario established the
Ontario St. Lawrence Development Commission (now the St. Lawrence Parks
commission) to administer a system of parks and historic sites from the Quebec border
to Adolphustown.

Upper Canada village was developed as a heritage preservation project and many of
the Village’s buildings were salvaged from the soon to be submerged villages along the
river.

The project was funded by the Province of Ontario, however, most of the buildings,
furnishings, and artifacts were donated.

Original buildings of that era moved to the site include examples of typical buildings;
grist mill; lumber mill; school house; trading post; hardware; grocery; butcher; farm
buildings; teaches and doctors houses; blacksmith; church; pub/tavern; boat barge
dock; livery stable; basket maker;

The Village consists of 45 historic buildings, most of which are staffed with interpreters.

Additionally, there are numerous small historic structures such as sheds, outhouses,
a carry-all and a bateau.



Non-historic facilities include a retail facility at the entrance, a ticketing facility, public
washrooms, staff facilities and a restaurant.

See attachment for a brief history of the facility and its history and a site map.
Upper Canada Village is not a native attraction.

Key operating information is as follows:

1990 attendance 218,648
% change from '89 -12.17%
Operating subsidy per visitor $10.91
Per capita spending:
Admissions $4.58
Food and beverage $3.39
Retail $5.36
Other $0.02
Total $13.35
Visitor length of stay (hours) 4.00
Staffing Levels:
Full-time 13
Seasonal 23
Summer 16
Part-time 13
Total 64

BETSINA CAMP: A part time cultural camp in Rainbow Valley, (Yellowknife) operated
by
local Dene Muriel Betsina and family for 3-4 years.

Country Foods, dried fish, caribou, moose, berry & bannock, tea edible plants and
roots, are served from a teepee and open fire.

Presentations on natural healing processes, traditional use of herbs, plants tree gum,
roots, storytelling.

Actual location changed from island 5 km from Yellowknife to a point adjacent to
“Rainbow Valley” community. Security of equipment, marketing and management
challenges make the 1992 operations questionable.

POLYNESIAN CULTURAL CENTRE: on the island of Hawaii indudes 7 distinct and
unique south sea island village cultures. Authentic crafts, games, foods, music, canoe
rides, traditional ceremonies, pageants, “Polynesian Odyssey” a 40 minute I-Max film,
tours, pictures, Keiki (children) fashion show,...listen to legends over 1,000 years old!
Successfully operated for many years - a major Hawaiian attraction.



HEAD-SMASHED-IN BUFFALO JUMP: Alberta. An Attached description of the

facility and its history as well as a blue print diagram outlining the design of the building
is attached.

We've also attached some notes regarding this attraction taken during a 1989 interview
with a member of Alberta Culture responsible for overseeing this site. While this
information is somewhat dated, the content may be of relevance.

Key operating information is as follows:

1990 attendance 133,720
% change from '89 -1.23%
Operating subsidy per visitor $4.23
Per capita spending:
Admissions $0.75
Food and beverage $0.75
Retail $2.99
Other $0.00
Total $4.49
Visitor length of stay (hours) $2.00
Staffing Levels:
Full-time 3
Seasonal 25
Summer 3
Part-time
Total

U’'MISTA CULTURAL CENTRE: The attached information regarding the history of
this centre was produced by the Alert Bay Band, B.C. We have no operating
information regarding this facility other than that included in the attached information.

A key component of this facility is the “Spirit Lodge” - which was one of the multi-media
displays used at Expo '86.

It should be noted that Alert Bay is on a island off of Port MacNeill on northern
Vancouver Island and is quite remote.

MARKET ANALYSIS/MARKET CONSIDERATIONS

“Native Culture and Heritage” is a large and expanding area of interest for most visitors to
North America. The interest is broad..... clothing, food, travel, language, dance music,
accommodation, crafts, and as such is a positive factor in developing any quality product
involving native culture and heritage.

Most of the larger theme parks/cultural centres are in areas of relatively high density resident
and tourist populations whose numbers are critical to viability. Although Dempster Highway
Tour Bus and individual traffic is increasing, numbers at this time, or possibly not in the
foreseeable future, do no justify expense for a large theme park or centre.

With the Alaska Highway '92 anniversary increasing world demand for wilderness and
accessibility to that wilderness, the long term future for tourists on the Dempster looks
promising.
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There are at least, 5 very different and yet realistic potential markets for a cultural camp.

1.

BUS TQURS with approximately a number of individual bus tours on the Dempster in
1991 and increases expected for 1992 this is a valuable and expanding market who
are interested in a quality cultural experience.

QOTHER TOURISTS: individual road traffic, campers, R.V.'s
ITINERANT TRAVELLERS: to the community (and Arctic Red or Inuvik) Business,

Government Employees, Contractors.

SCHOOQLS, tying in an educational component with school classes learning from
elders, demonstrations and displays at the Camp could be a valuable curriculum
component of schools in the western Arctic/Upper MacKenzie area.

' E PFOPLE from the N. W. T., Yukon, Alaska,

Southern Canada and U. S. A.. Although museums such a the Prince of Whales in
Yellowknife or the Smithsonian in Washington, D.C. depict to some extent the history,
culture and traditions of the Gwich'in there does not exist one public central facility that
portrays this in detail.

A Camp such as this described could well become both a source of pride and
inspiration for the Gwich'in. The Camp would provide an opportunity for the elders to
pass on their knowledge and wisdom to any visitors whether Gwich'in, or southern
Tourists.

Dempster Highway Tourists, or School Groups bused in could use the nearby campground.
Facilities could be developed in later phases for some tenting on site dependent on capacities
at the campground.

As it may not be viable to remain open full time all summer activities can be scheduled around
known heavy traffic period, and bus tours. To become a component of a scheduled bus tour
will take at least one summer of testing in close cooperation with the host bus tour
company(s).

The following comments are based on both general knowledge regarding cultural attractions
as well as on feedback from the manager of the Native Heritage Centre in Duncan B.C.

No native/cultural centre in Canada that we are aware of is generating a profit. the
majority are owned/operated by government and require large operating subsidies.

A high-quality, worthwhile facility can encourage people to go out of their way to visit
a centre. The tourism impacts generated by these centres appear to benefit the
surrounding community or region more than the centre itself. A well marketed
attractive quality "Gwich'in Cultural Camp: has the potential of drawing an increasing
number of new highway tourists - many from the Alaska Highway. Tourism to not only
McPherson but Arctic Red and Inuvik may increase due to this cultural attraction.

The most successful centres appear to have a relatively extensive and dedicated
volunteer staff.



The manager of the native Heritage Centre in Duncan, B.C. identified the following as
issues they have had to address as a result of having their Centre staffed almost
entirely by indigenous people of the Band:

The Cowichan Band (who own and operate the Centre) have a large proportion
of their members who have always received welfare as their income. as a
result, the manager has had to deal with staff who do no associate working with
receiving a paycheck and have found it difficult adjusting to a set work schedule.

Staff had to be taught how to treat guests courteously and provide the services
required; giftshop staff had to be taught how to make correct change.

Staff would frequently not show up to work when, for example, the salmon
started running or someone passed away and several days mourning were
required.

To be successful, such a centre usually requires that a professional manager
be brought in so that staff can be trained step by step as most have never
worked in a tourism/profit focused setting before.

OWNERSHIP MANAGEMENT - HUMAN RESOURCES AND TRAINING

The Band, Development Arm of the Band or Gwich'in Tribal Council, or a Gwich'in
Development Corporation resulting from the land claims settlement may be the most logical
owner/operator of any culturally oriented camp. Outfitting services based at the site could be
subcontracted (See Business Plan # 2 “Peel River Boat Tours”).

As has been done successfully in other areas, because of the potentially high cost (Phase Il
and Phase Ill) Cooperative Ventures with other partners ie: oil/gas Exploration Companies,
Territorial or Federal Governments may be considered.

Management of the cultural camp, especially if the desire to proceed to a Phase Il and Ill in
later years, is critical. In our evaluations of the success and failures of cultural theme
parks/camps as described above, overall management and the specific area of marketing are
2 areas where major problems can occur.

Band to select 2-3 interested band and community members to yisit, experience and report
on their findings on at least two of the cultural centres as described. The “Native Heritage

Centre" in Duncan on B.C.'s Vancouver Island and “Ste Marie Among the Hurons" in Ontario,
are 2 examples of larger centres while the "Betsina Camp” in Yellowknife or small cultural
camps in Baker Lake and Eskimo Point, N.W.T. may more closely relate what could be done
in McPherson. -

Workshops on “Tourism Awareness” and “Hospitality” are suggested to ensure the community
at large, and in particular businesses serving tourists are prepared.
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OPERATIONS

Development of a quality cultural camp is long term --- we suggest 10-15 years and longer.
Development could be multiphased with the decision to proceed with Phase Il and subsequent
Phases dependent on the successes (ie: meeting the goals) as set for Phase 1.

Existing businesses such as "Dempster Patrol Outfitters” and the “Ft. McPherson Canvas
Shop” may compliment or be directly included with the cultural camp through provision of on
the land guide, interpretative services or canvas products, and additional crafts. A cooperative
and supporting relationship should be established with other business in the Community and
region to pursue this development for mutual benefit.

Business Plan # 2 “Peel River Boat Tours” similar to "Dempster Patrol Outfitters”, operations
could become a valuable component of a Cultural Camp.

The crafts component - both watching a crafts person producing quality crafts and purchasing

those crafts can be an integral part of the camp. Crafts become more meaningful to the
tourist if the crafts person is met.
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MARKETING

To attract guests from a number of market segments a “marketing mix” is suggested each
year for the first three years (Phase 1) and includes:

ITEM BUDGET
A Black& White Brochure with information on the $1,000.00

camp, activation services and attractions.
Year #3 may produce a colour brochure.

Hosting Travel Writers. Agents, Teachers, $4,000.00
Counsellors, Bus Tour Hosts, 8-10
per year. Tie into target markets as
described.

Advertising NWT, Southern Canadian, & USA $4,000.00

specialty magazines and newspapers.
Emphasis on prime markets (ie: Bus
Tour, Educational).

Comparative Marketing with agents, wholesalers, $5,000.00
Bus Tour companies, Companies such as
Inuvik, W. A. V. A., Numerous joint
promotion options.

Signage at the Dempster Highway turn off to site; $4,000.00
plus other prime locations Dawson Tourist
information, campground tourist information,
1-2 other road locations, Ferry Crossings,
W. AV.A. etc.
Quality signs to implement style and sizing
of present Dempster Highway signs.

TOTAL $18,000.00
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FINANCIAI _ESTIMATES.
PHASE |

OPERATING REVENUE

Dept. of Economic Development & Tourism - $15,000.00
Business Development Fund -
Marketing Component 90% of approved
marketing to a maximum of $15,000.00 for 3 years.
Admissions estimated 500 x$5 $2,500.00
Food & Beverages $1,500.00
Retail Crafts $ 4.000.00
TOTAL $23,000.00
OPERATING EXPENSE
Raw Materials, Crafts $1,200.00
Food & Beverage $ 700.00
Marketing & Promotions $18,000.00
Seasonal Management & Staff $10,000.00
Maintenance Repair $ 1,000.00
Misc. $ 1.000.00
TOTAL $16,900.00

CAPITAL EXPENSE

A. Research Trip: Three members Band (Community to Minimum two

cultural theme parks/camps - Cost includes airFare, food
lodging, typing and reporting). Two days each location
plus travel time. 8,000.00

5 Site Layout and Operational_Plan; research, designate 10-25000.00
lease area, detail of Phase | Site Plan with preliminary
layout Phase Il and Ill.

C. Facilities 0Nn Site. Teepees, drying racks, traditional 10-25000.00
lodging, mini sales outlets, toilet facilities. (Seasonal
- summer only to coincide with Dempster Highway traffic).

D. Interpretative Signage & Displays 5-20000.00

TOTAL 33,000 TO 78,000.00
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PHASE Il (Year 4- 7)

Detailed Business Plan
For a Multiphased Long Term Permanent Camp 30-70,000.00
Development

Reproduction of Mooseskin boat and transport to site. 15- 30,000.00+
Interpretive Signage & Displays 10-20,000.00

Planning construction of permanent log building to
house mooseskin boat display and other
artifacts, interpretative displays. 2 00 -
400,000.00

PHASE Il (Year 8- 15)

Expansion on Phase Il

LEGAL. LICENSING, INSURANCE

Hamlet requires a business licence for commercial activity while the Dept. of Economic
Development and Tourism would require an outfitting licence and/or Tourism
Establishment licence.

Once paying Tourists use the camp, liability insurance is required.

SOCIAL CUI TURAL IMPACT

It is important that the community understand the effects, both positive and negative, that
increased tourists interested in traditional culture may have. With success of the camp comes
more Tourism. Potential effects such as increased traffic, garbage, noise, demand on all
services, need for trained staff for facilities must be considered. If management prepares for
the development considering both positive and negative effects, the community at large will
be more comfortable with any effects.

If the community is generally unprepared for Tourism, the negative factors are felt. Few
positive factors (People employed, sharing of culture & lifestyle, businesses making money
from tourism) are felt. Regardless of whether the community is prepared or not for increased
Dempster Highway Traffic - it will happen.

Sharing ones culture -— in a meaningful positive light can be very satisfying for the Gwich'in
of McPherson.
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ENVI RONMENTAL

The traveling public has become extremely environmental conscious and all activities should
take this into account. Lack of garbage, clean water and facilities, evidence of “reuse”
“recycling”, comporting, efficient use of resources, and respect for the land, water, air and
wildlife can become a very positive component of a marketing program and, in turn customer
satisfaction.

The Band has the opportunity at taking a lead role in Tourism related cultural developments
with emphasis on an intimate understanding and care of the environment. If marketed
correctly this environmental awareness and interpretation could be a major selling feature.

A number of “needs” as discussed Enhancement Support Projects (Appendixes #B) would first
have to be addressed.

BUSINESS PLAN "TO DO" - CULTURAL CAMP
PHASE |

Representative Band/community group to visit, experience, and report their findings

for at least 2 operational cultural centres/theme parks.

To discuss the concept further within the Band and the community and to decide on
what level of priority might be given to a Gwich'in cultural camp as a long term
Tourism/Educational Development Project.

Jo initiate @ Detailed Business Plan to further develop a multiphasedlong term
approach to the concept of a cultural camp including specific details of PHASES #1, #n,
and #lll. Site Layout and Operational Plan to be included.

[0 select a site and apply for a land lease (requirements pending Gwich’in Land
Claims settlement process).
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watering treat the Nalives of the Northwesl Coast
have en;oyedfor hund.reds o[years )

Whenyouvusitthecmﬂbuﬂdmg,wumllbeahle
to sit down with Natives who craft Cedar-bark

baﬁmiaboxmandropes.Youmaymnttoworkmth

lhe ‘unique wool used. by the Northwest Coast
Nanvgs.(h'wumaybeamadedtotbe(ﬁsplaysof

._o\—'.-s

pgﬂryunnedunbymnmelalcarvu&(hpahaps
ﬂsjpmfermﬂtdwnmthoneoflheaaftﬁneu

iy. ‘wholcarse theauﬁnenthetjarhibalmasks.aests‘

""bmaleraules andbmvis

shedlsmxlyaiewyards{rom
meﬁaﬁﬂedmandthe&g}iousanlsanhowned :
fcatvmgsmoduoed here ‘will make -

carve these magnificent totems and canoes will be
able to ply their trade on Cedars nearly sixty feet
long.Andthewktha!goeson here is more than
mere display. The totems that leave bere will grace
the streets and parks of villages, towns, and cities
throughout thewurld.l)thexsmllﬁndabomem
pnvate oollections. s



. U’mista Cultural Centre
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Incorporsted in March 1974, the U'mista Cultural Bociety wes established to carry OUt the following aims:

1. to collect, preserve and exhibit native artifacts of cultural, artistic and historic value to the Kwagu't people.

2. topromote and foster carving, dancing. ceremonials and other cultursl and artistic activities engaged in by the Kwagu'tpeople.

3. to collect, record and make available information and pocords relating to the language and history of the Kwagu't people forth@
uso of the Kwagu' 1' peaple.

4. to promets, build and maintain facilities for carrying out the above aims and objacts. ,

6. to recover from other ingtitutions and individuals artifects and records ©of cultural, artistic and historical value to the Kwagu't
people.

HIGHLIGHTS OF OUR FIRST 12 YEARS

1976- “Petlatoh . . . a strict law bide us dance”, &documental film on potlateh Prohibition.
1878~ completion of U'mista CArVErS Training Program.
19s0 - apsning of the U'mista Cultural Centre.
1981 - Kwak'wala Language Curriculum Project, aseries OF twelve booksfor use by janguage teachers.
1983- thirdyear OT urchaeclogleal work in the traditional territories of the 'Namgis.
“Box OT Treasurss”, a documentary fim about our cultural survival,
1985 - Blue Ribbon award for “Box of Treasures”, American Film Festival. New York.
Golden Eagle award for “Box of Treasuras”, CINE, Waghingten, D.C.
video training ocourse.
198a . completion of three-year Kwak'wals Teacher Training Project.
oonwultants for “Spirit Lodge”, the most succeseful show et EXPO 88
Roas-Hunt Reunion, MAI'KINQ tha 100th anniversary of the first meeting of FranzBoas and George Hunt.
1987- returz of the Potlatch Collection from the Royal Ontarloc Museum.

In earlier days, people were sometimes taken captive by raiding parties. When they returned home, either through payment of
ransom or by « retaliatory raid, they were said to have “o'mista”. The ains of the Society are the u'mista of our history, our
languags and OUIr culture.

HOURAS:
U'naista Cultural Cantra May ¥ - Sopt. 30 Oct. 1- Apr. 30 Genaral Admiaaion $2.00
P.0. Box 283 Mon.=Fd. 9 .5 Mon.- Fri. 8-5 Senlors $1.00
Alert Bay, B.C. SaL 1-6 Closed Szt & Sun. Chlidren $ .50
VOX 140 8pecia! opanings for groupsa Qroup Rate 81.60

(804) B74-0303 onN request.
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GRANTS AND DONATIONS Y]

Alert Bay Drugstore
American Museum of Natural History and Aldona Jonaitis
Art Class
Samue! and Saidye Bronfman Family Foundation
Canada Council
Canadian Forest Products
Canadian Museum of Civiiization
H.B. and Alison Chown
Commerce Communications and Bob Rogers
Cultural Education Centre Program
Department of Communications
Employment and Immigration Canada
Finning Tractor and Equipment
Hamber Foundation
Bill Holm
Leon and Thea Koerner Foundation
Walter Koerner
Kvragu'l District Council
MacMillan Bloedel
McLean Foundation
Museum Assistance Program
Native Brotherhood of British Columbia
Nimpkish Band
Primate’s World Relief and Development Fund
Province ¢f Britisn Columbia:
British Columbia Heritage Trust
Community Recovery Program
Cuitural Services Branch
First Citizens' Fund
Indtan Education Division, Ministry of Education
Lotrery fund
Ministry of Labour
Ministry of Native Affatrs
Royal British Columbia Museum "
Secretary of State . — : ,
Alan B, Slifka Foundation e el -
Vancouver Foundation




PETESE- Nt E-JNE - ¥ T

Head Smashed In Buffalo Jump | nterpretive Centre, Alberta

* Built on an important cultural and archacological site, this research and
exhibition facility near Fort Macleod successfully loses itself n the raw
proivie landscope. Barry Johns Writes the eritique.

The LeBlond Partnership Architects and Planners

wr-tad~Smashed |n Buffal o Junp Interpretive Cens(thenoni nal
(=t head ishuman,not bovine-the name comes from thalegend of
a}ﬁ)ung brave who hid beneath e jump and ws crushed
between the animals and t he cld% seventesn kilometrss west of FOrt
Macleod, Alberta, ison thesiteof NOrt N Amedca’slargest extsnt buf fal o
Jump. For S,700 years people in the region practised & sophisticated
communal hunting technique. They collected buffalo from tributary
valleys, pastured them in the Jush OlSen Creek gathering baein, then
drove them aong drive lines marked with rock caims down through a
valley to a 300-m wide sandstone cliff, where the buffalo plunged 11
metres to their death. Butchering tock pl ace at the base of the clfl,
leaving @ wealth of bone and artifact depositsior scientific study.

The centre, comprising archaeoic jical research facilities and public
exhibition galleries, is carved Into the southeast facing slopes of the cliff
face to the south of themain kill Site, This location was chosen from four
other possibilities, because it offered the best access to the cliff-top, and
because It has the |east impast on the archaeological resource. The Site's
cultural and historicalimportance (it was designated a world heritage
Site by UNESCO in 1981) required that, es far as possible, the site be
keptintactendthef aci ity be visibly unobtrusive. The architects
complied by minimizing the excavations and by making the exterior
protrusions Sympathetic to exterior rock formations.

The close interdependency between the complex and the site eiso
reflects the strong interdependency between then natlve way of life and its
immediate natural eaviroameat. Exits/entries at the base, middle and
top of the cliff, skylights at the existing surface level of the earth, and a
roof that blends with the existing rock outcrop of the cliff edge, attest to
the hand and glove relationship that exists between the Site and the
bilding.

The gpproach to the main entrance doors at the bottom of the cliff s,
through a pedestrian plaza flanked en both sides by 10-m high retaining
walls made to simulate bedrock scars. It has been designed, like t he rest
of the building exterior, on the theme of an archasological dig. Within
the complex, designed entirely within the existing contours, the
exhibition galleries cascade down under the surface of thesite and are all
open tw one anot her under one sweeping roof. Entering the building,
visitors aretmmediately confronted witb ald-m hi gh replica of the
buffalo jump (visible from the third level), They then take an elevator to
the top of the cliff (alevel difference of 28 metres), where they go out and
walk along upper trails to the Kill site. Returning inside, visitors proceed
downwards through the galleries, which are arranged chronologically as.
“Ecology,“ “Enter Man,” “Buffalo Jump Story” and “End of Way of
Life” An archacological exhibition and research laboratories are onthe
lower level, near access to the lower trail and dig areas.

The overall project area is 3000 v, built at a total cost of $6 million.
Sinceitopened in Jul'y 1987, (he number of visitors has doubled
expectations, amounting e 300,000ayear, U

1 Front elevation ard main antranca.

ix Vo Camsdiat Arch #.<, / Newcaber, *L N



HEAD SMASHED IN BUFFALO JUMP (HSBJ ) N ADT

Thereisnocharge at any of the ICs in Al berta run by
the government (despite pressure to do SO), There are
several reasons for this:

If all sites charged people woul d be sel ective as
many pecple would not be able to afford to visit
nore than one or two;

[f you want econom ¢ spinoffs you cannot charge:

HSBJ has produced $3 nillion in economc benefits

to the area. Proof of this inpact has convinced
cabinet to continue allowingfreeadm ssion,

There is evidence that charging adm ssion reduces
attendance by 30 - 40% and negatively inpacts on

how much people spend in the Giftshop and Coffse-
shop,

- Cities/towns NMust capitalize on a site’'s attraction to
make it work for them.

- Quality assurance is CRUCI AL! Today’s tourists have very
high expectations,

TheAl berta Governnent will not approve construction of
an IC unless capital costs can be returned in 3-5 years
after construction (i.e. through econonmic benefits to the
community). Thus, in Al berta, _the decision t% build an IC
ig determ ned by an analysis of the economc benefits which
will be generat ed,

- It 1s critical that an analy=isof potential marketsbe
done(i.s.Amarket study on the thene of mning). \ile
di nosaurs and cowboys and indians interest many people,
mining nay n@

To get people to go out of the way (especially for a
mining di splay which may not be of interest to everyone) you
need a real class act,

Alberta lacks beautiful scenery thus nust capitalize on

sites. Their efforts have encoursged travelers to go 90
miles further into the tar gands (?9)

Al though HSBJ is run by the Al berta, Government the
concessi on forthe giftshop and cafeteria Is given to the

Friends of the HSBJ(anon-profit society), This group is
extrenely active in pronoting the XC, collecting d%nat|ons



($100,000 1ast year) and inaccessing government grants (@
$1 mllion to date) They al so operate e free shuttle bus,
have set up a scholarship at the university and are

generally very responsible forthe overall success of the
IC.

In addition to the Friends of HSBJthereisalsoca
community advisory board which advises the Mnister re:
i ssues to do with the site/IC.

- Don’t look at an | C as sonething which will pay fur
Itself because it wor’t. However sone ways of raising
revenue include:

- Sponsoring big events;

- Renting out the facility for sem nars/meetings
{assuming thereae proper facilities avail able
for neetings - i.e. Mner's Convention). HSBJ
rents out its facilities through the Friends and
charges $300/ day.

- Contributions by |ocal chanbers, service clubs,
related assoclations ete. .

— Any IC needs a core group of people (3) torun it (see
Frank Slide info). Be prepared to pay good noney ($40, 000+

annual ly) to get a quality facility manager. HSBJ operates
with five man-years and 8. 5 peopl e. These incl ude:

- 3 permanent - i.,e. curator etc.
- 2.5 non-pernmanent - guides
- 3 wages - archeologists (summer )

- People interaction/involvement is inportant, One of the
key success features of HSBJ iS the native guides. In
addition there is no collections area - instead there is a

program and activities area  (This implies that the Logan
Lake IC might be able to use retired miners as tour gui des
et ch??)

The Hi storical Resources Division is only authorized to
spend $15, 000 annual ly to market HSBJ. However they get
extensive advertising coverage byco-opsrating with the
Al berta Regional Tourism Zones, through direct liaison wth
the media and bus tour operators and so forth. All
ICs/sites etc. are marketed as a whole through regional
touri sm associ ations because it is understood that marketing
a single site on its own iS much nore difficult and nuch
| ess effective. Onceayear HSBJ plans to hold a nedia
blitz. They spent $10,000 to attract the nedia in 19%8 and
received apout $1 mllion worth of column Space in return.
The IC only pays for ads regarding specialevents.

- Consider a very high profile opening day. HSBJ spent
$20,000, If you can get_ someone well-known (i.e. the Duke

and Duchess of York) the site gets free and extensive nedia
coverage all over ths worl d!



" Head Smashed In Buffalo Jump Interpretive Centre
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LEVEL 104

) CaCanadan Aol Wy 1 Now genhur fus

1. machanical
2. disctrigat

3. orisntation
4, orisntation
§. sudio-visua!
8. exhibition
7. orisntation

1. raception
2. otipniation

3. mhibition

4, waging

5. sctivity

6. st sarvices

7. axhibition praparation/sterage

Client: Alberts Culture

Owner: Alberta Pubiic Works Supply
Services

Architect: The LeBlond Partnarship
Architects & Planners: Rabert H.
LeBlond (partner-in-charge and design}
Exhiblt design: J.J. Andra

Structura?: Slmpson Lester Goodtich
Englneeting

Machanical: Kasn Engineering Ltd.
Elnctrical: Grica Nash Williams
Englnsering

Landscapa: Carson McCulloch
Awsocintes Ltd.

Lighting: PCP Lighting Cansultants Lid,
Cantractor: Cana Constrostion CO- Ltd,
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