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YEE NATIVE TOURISM PRODUCT

EXECUTIVE SUMMARY

This position paper presents Tourism Canada’s preliminary assessment of
the Native tourism product, and outlines the proposed developmental
role for Tourism Canada. These are concluded on the basis of the
product analysis to date and of the results of collaborative efforts
with the Native Council of Canada (NCC), Department of Indian and
Northern Development (DIAND), other government departments, agencies
and regional offices, provincial/territorial governments and other
Native organizations.

Defining the Native product as an ethno-cultural based product which
emphasizes the traditional aboriginal way of life of Canada’s Indians,
M6tis and Inuit, Tourism Canada has undertaken to assess the potential
of developing a high quality Native product which will contribute to
the international competitiveness of the Canadian tourism product mix
as a whole. Drawing on the results of the study in the U.S.A. Pleasure
Travel Market, of the recently completed study in Canada’s major
overseas pleasure travel markets, of the results of extensive secondary
research, Tourism Canada officials assessed the supply and demand
potential of a Native product line, examined the economic, cultural,
environmental, and social impacts associated with tourism development
and undertook a competitive analysis of the Native product.

While the in-depth anlaysis is not completed, sufficient information
has been gathered to draw certain conclusions as to the status and
potential of the existing product and to state Tourism Canada’s
position vis-~-vis” the Native product. The salient points are
highlighted below:

1.

2.

3.

The existing Native product is underdeveloped but, given the demand
for the product from the large foreign touring and urban markets,
and the culture/adventure segments, there iS the potential to
enhance Canada’s international competitiveness. Development should
not only consider economic factors but also the cultural,
environmental and social impacts of cultural-based tourism
products.

While interest exists by Natives and governments in developing the
product, barriers, such as lack of knowledge of the tourism sector,
lack of business and hospitality skills, poor access to financing
and poor communication links among Natives, Native groups, and the
tourism industry, will have to be addressed.

Native products must be packaged and promoted in different ways
depending on the market for whom they are targetted. For example,
where the target is the touring market, Native products would be
promoted as part of an overall mix of touring attractions which
would include non-Native products.

. . . 2
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4. Tourism Canada has a role to play in the development of the Native
product by disseminating to client groups relevant information such
as commercial intelligence and research analysis; by facilitating
communication among Natives, governments and the tourism industry
through advocacy and liaison; by undertaking relevant research
projects; by collaborating with client groups in skill development,
and by examining ways to promote the Native component of the
Canadian tourism product.

5. Tourism Canada wishes to enter into bilateral discussions with each
province and territory concerning the projects submitted since the
last Ministers’ meeting. The objective will be to select the most
promising project(s) and to develop action plans which will define
respective roles.

In the final analysis, while there exists a demand for a quality Native
product and the potential to develop and market it, the true impetus
behind such development must be the Native people. Total involvement
by Natives in the planning and operation of any cultural product is
essential if success is to be achieved.

. . . 3

— .



-3-

INTRODUCTION

The purpose of this paper is to present the results to date of Tourism
Canada’s analysis of the Native tourism product and Tourism Canada’s
position concerning the product. This paper is not the completed
in-depth product analysis. With this in mind, it is important to note
the following:

1.

2.

3.

The NEDP has just completed a seven-month in-depth consultation
process with Native peoples as part of a review of the efficacy.of
its programs and delivery. Implications for tourism and Tourism
Canada are possible.

DRIE, as a whole, is reexamining its various programs and the
process - currently in progress - may well have program

implications for Tourism Canada.

Some conclusions and comments will - by necessity - be subjective
in nature and certain assumptions had to be made in stating Tourism
Canada’s position and future course of action vis-~-vis  the Native
product. .

.0. 4
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BACKGROUND -’

At the last Federal-Provincial/Territorial Meeting of Tourism Ministers
held at Quebec City in June 1987, Minister Valcourt stated:

“AS tourism evolves into the world’s leading industry
by the turn of the century, we must ensure that our
country is well positioned.””

.

Canada’s competitive edge can be achieved not only by the variety,
quality, price and performance of its product offerings, but also by
its willingness to explore and take advantage of new and unique areas
of opportunity.

The Native tourism culture, because of its distinctiveness, represents
a Potential competitive opportunity for Canada. There are indications
that there may be a significant demand among foreign visitors to
experience more of Native-Canadian culture. The results of recent
studies conducted by Tourism Canada in the USA and overseas (Japan,
France, UK and Germany) markets indicate that “experiencing a different
culture” is an important decision criterion in choosing a specific
destination. According to James R. MacGregor, Tourism Planner for
MacLarean Plansearch, ““tourists are very often interested in the
lifestyles of indigenous people. Social and cultural events are often
amongst the most satisfying recollections of individual travelers once
they return home. Yet, opportunities to develop a wide variety of
authentic social and cultural experiences for visitors have largely
been overlooked in Canada and in many areas of the United States”.

While the tourism product based on Native culture is underdeveloped in
this country, there is a growing awareness among Natives and
governments of an increasing interest by the non-Native population in
Native cultural activities. In addition, there now seems to be
interest among Natives in becoming more involved in cultural tourism.

With this in-mind, Tourism Canada has undertaken to explore native
tourism, with the objective of assessing the potential of Native
culture to attract tourists as an added dimension to Canada’s product
line, and of determining the best role for Tourism Canada in order to
achieve appropriate product development to meet both tourists’ and
Native people’s expectations. The mandate of Tourism Canada is to
develop and promote the international competitiveness of the Canadian
tourism product. Therefore, this initiative is aimed at the
identification and development of a high calibre Native product.

Given that the cultural dimension, such as history, music, arts,
crafts, lifestyles, is the element on which tourist interest is based,
Tourism Canada has defined the Native tourism product as “any
structure, object, site, installation or activity which represents the
distinctive character, the history, the culture and the different ways
of life of the Native peoples of Canada and which attracts or has the
potential to attract tourists , either on its wn or as one coqonent of
a larger product mix.-

. . . 5
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RECENT INITIATIVES

In addition to the ongoing Native product assessment process by Tourism
Canada officials, Tourism Canada has undertaken several other related
initiatives and activities, the results of which will be fed into the
product analysis. The following briefly describes these activities.

Tourism Canada, in collaboration with Environment Canada-Parks, has
just recently let a contract of 129 thousand dollars for the
preparation of a tourism development plan for the Queen Charlotte
Islands. The plan, premised on the establishment of a National Park
and National Marine Park in South Moresby, includes among its
objectives, a recognition of the history and culture of the Haida as a
preeminent theme underlying tourism development. The contractor is to
work in close cooperation with the Haida liaison officer to ensure a
clear articulation of the Haida’s role in the tourism plan. A final
report is to be submtted within the next SiX months.

At the last Tourism Ministers’ Meeting, it was agreed that each
province and territory, in collaboration with representatives of Native
people, would identify possible Native tourism projects intended to
emphasize cultural uniqueness. The selected projects, with pertinent
recommendations and action plans, would be submitted for consideration
at the March ’88 Conference after being consolidated by Tourism Canada
(See Annex ‘A’ for summary of results).

Complementary to this activity, Tourism Canada, in collaboration with
the Native Council of Canada (NCC), undertook to identify four high
quality potential projects and to develop action plans to bring these
projects to marketable status (see Annex ‘B’ for summary of results).

These three initiatives are expected to provide information on
potential high-calibre  projects for developmental consideration and to
indicate how government and Natives can most effectively bring tourism
and traditional Native cultures together.

Earlier in 1986, Tourism Canada, through a contract with the Native
Council of Canada, had undertaken to identify the existing Native
tourism product for Metis and non-status Indians, as well as to seek
ideas for future products. Simultaneously, Tourism Canada, through

consultations with DRIE regional offices, DIAND regional offices,
provinces and territories and national Native organizations had
gathered information on the tourism product related to status Indians
and Inuits.

. . . 6
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,

PRODUCT ANALYSIS

Overall Assessment

The results to date of the analysis being conducted by Tourism Canada
officials and the above initiatives permits a preliminary assessment
summarized as follows:

1)

2)

3)

4)

5)

6)

The tourism products and services offered by Natives include the
following:

outfitting and guide services for hunting and fishing and
canoeing
other leisure and recreational activities; for example, ski
hills, marinas, golf courses
arts and crafts
festivals and porwows
mus eums
historic and archeological sites
recreated Native villages and settlements
accommodation, restaurants and transportation
specialty products; for example, participating with Natives in
traditional activities such as trapping, dog sledding, craftwork,
food preparation (See Annex ‘C’ for further discussion).

The Native tourism product is highly fragmented and largely
underdeveloped, and on the whole, high-calibre Native culture
products are virtually non-existant.

Many Native tourism-related businesses are undifferentiated from
non-Native businesses; with many emphasizing outdoor recreation.
For example, restaurants, campgrounds, hunting and fishing camps,
ski hills.

There exists a general lack of knowledge of the tourism sector in
general and of the means to attract tourists. There are
bands/communities who have considered undertaking a tourist project
with neither an understanding of the necessary requirements to
achieve success nor of the potential environmental, social and
cultural impacts. Often there are unrealistic expectations of the
potential benefits to be derived from tourism.

The lack of business management skills has proven a major
difficulty for Natives interested in tourism or any other business
for that matter.

The lack of communication among Native groups as to Native tourism
proposals for their regions can lead to duplication of effort or
non-complementary development. For example, the planning of three
Indian villages by three separate bands in the same region of one
province.

7. . . .
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7)

8)

9)

10)

There is- a lack of capital or difficulty in accessing financing.
This is particularly true for those interested in creating a
business on a reserve. (The Indian Act does not allow status
Indians living on reserves to secure loans with the capital assets
of the Reserve thus making it difficult to obtain loans from
financial institutions.) Native enterprises do, however, have
recourse to a number of government funded assistance programs (See
Annex ‘D’ for more comment).

The isolation/remoteness of a large number of communities also
constitutes a barrier to tourism development by making access to
capital markets difficult, by lacking transportation links suitable
to tourism needs, by having poor access to training facilities, and
by lacking other tourism infrastructure.

There is a widespread interest among the Native population in
becoming more involved in tourism.
There is potential for the development of a high-quality Native
tourism product.

As mentioned, the Native product is largely underdeveloped and
presumably unable to meet the potential demand believed to exist for
such a product. Nonetheless, there are some notable exceptions. For
example, the K’san Project in Hazelton, B.C. was founded in the late
1960’s, and is today a million dollar business.

In 1984, the Huron Village, outside of Quebec City, was responsible for
a major festival - Pow-Wow ’84 - involving many Native nations and over
500 participants which focused on promoting Native values and way of
life. Competing *’head-on”’ with the Festival of Tall Ships, the
week-long event drew 180,000 people.

Another successful example is Sainte-Marie Among the Hurons, a
reconstruction of a Jesuit mission in Huronia featuring candle-lit
tours , theatre, animation, and other activities.

There are also a number of culture-adventure product offerings
particularly in the northern part of the country. For example, one can
spend a week in an Inuit summer fishing camp, living and sharing their
way of life.

(See Annex ‘E’ for more details on these products)

Flarketing and Promotion

Current marketing efforts are relatively uncoordinated. Given that the
Native product is fragmented and undeveloped, there is really little to
market. Nonetheless, for those products currently in the marketplace,
marketing is generally carried out or financed by provincial and
federal agencies, through booklets, brochures, participation in trade

. . . 8
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shows, and other promotional activities. For example, in Quebec, DIAND
has sponsored and is still sponsoring visiting journalists. The
promotion of existing products tends to be undertaken in the absence of
an overall marketing strategy by government agencies who act
independently of each other.

As a large percentage of the northern population, the Native cultures
of the north constitute a major component of the advertising and travel
brochures for the region, particularly in the Northwest Territories.
Here, the Native culture-adventure products are actively promoted by
the Territory and packaged by several different wholesalers. The ,
northern product which is also offered by the Yukon, Northern Quebec
and Labrador, is, generally, positioned to attract the relatively
small, but high margin culture-adventure market segment who are willing
to pay a premium, to travel to a remote area, and to experience Native
culture by sharing in day-to-day activities conducted in traditional
ways.

In the major touring corridors and destinations of southern Canada
where Natives constitute a much smaller percentage of the general
population, there is much less emphasis on the Native culture. What
products do exist are generally promoted independent of each other
without any apparent strategy behind these activities. Generally,
these may be positioned to attract the larger touring markets of the
U.S.A. and overseas for whom distance and price are more important and
for whom the Native product would constitute but one component of their
travel experience. Products include reconstructed villages, museums,
historic sites, pOW-WOWS,  etc.

Competitive Analysis

The competitive analysis is as yet still in progress, however, the
following observations have been made. The USA is regarded as the only
direct competitors to the Canadian Native product for the overseas, as
well as the American and Canadian travel markets. For most of the
North American continent, with the exception of the most northerly and
the most southerly areas, there is little to differentiate the Native
cultures of both countries since tribal lines respect no borders. The
various distinct cultures among Natives existed long before the
establishment of national boundaries. For example, -
culturally-speaking - there is no difference between the Mohawks of
Southern Ontario and those of Upper New York State. The competitive
advantages for the Native Canadian product are intrinsically linked
with the competitive advantages of the Canadian tourism product as a
whole as revealed in the USA and overseas market studies. Certainly, a
fact in Canada’s favour is that the Native product in the USA is also
underdeveloped although successful products can be found such as,
Tillicum Project and Cherokee Nation.
details).

(see Annex ‘F’ for more
The opportunity exists for Canada to take the initiative in

the development and marketing of a high quality Native product line.

. . . 9
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Economic Analysis

There is no information available which provides an indication of the
current economic impact, i.e. employment and revenue of the existing
Native-cultural product. The DIAND data bank has very few
culturally-based businesses listed and almost all of the responses to
the national survey conducted by the NCC of M&tis and non-status
Indians were related to service and wilderness type operations. It is
impossible, therefore, to assess the current economic contribution of
the Native cultural product. (With regard to arts and crafts, however,
we do know that there already exists a huge demand with sales figures
in the tens of million of dollars.) In the absence of detailed data on
the economic benefits of projects identified by the
provinces/territories and the NCC (on behalf of Tourism Canada), an
estimate of the economic potential of the Native cultural-product for
Canada is also not possible. Such analysis will have to be undertaken
on a project-by- project basis.

The success of such examples as K’san, Pow-Wow ’84 and Sainte-Marie
Among the Hurons and the multi-million dollar business of arts and
crafts, indicate that while non-quantifiable at this time, there are
net economic benefits to be gained for Canada as a whole and for
Natives and Native communities from the development of our Native
cultural products. It must be recognized, however, that cultural
tourism alone will not resolve all the economic problems of Native
people but must be regarded as one possible development option among
many.

Environmental, Social and Cultural Impact Analysis

Native tourism must be compatible with traditional lifestyles.
Concerns over conflict in the use of subsistence resources and
maintaining the quality of the environment, minimizing the impact on
the present way of life and ensuring respect for and knowledge of
Native culture must be addressed and acceptable limits established by
the community involved. Mr. James R. MacGregor, in a workshop
presentation entitled “The Opportunity for Native Tourism Development
in North America”, outlined certain basic premises on which cultural
tourism development must rest as well as suggested principles to be
followed in proceeding with a development. (These are listed in Annex
‘G’.) The bottom line is that the impetus for cultural tourism
development of our Indian and Inuit heritage must originate with Native
people. Total involvement by Natives in the planning and operation of

.
a Pro3ect 1s a crltiCal factor if there iS to be success.

.

. ..10
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Tourism Canada has every indication that there is a significant
potential demand for a Native-Canadian product. The recent studies in
the United States, European and Japanese pleasure travel markets
revealed that experiencing a different culture ranked as one of the
more important decision factors in selecting a destination or tourism
product line.

In an analysis by Tourism Canada of the attributes sought by the
American and overseas markets in tourism destinations and product lines
such as city, heritage, areas, rural and outdoor, the attribute
“different cultural groups’* was specifically mentioned in all but the
city product line although it was implied through reference to a “local
festivals” and “historic sites”.

The U.S.A. Market

The U.S.A. is Canada’s largest international market,l for whom
Canada represents an opportunity to experience a foreign culture
market. The major market segment is the touring market which
constitutes 37% of total American trip nights to Canada with one in
five involving a package deal. There is also a growing segment of the
U.S. market who seek the 3 to 4 day urban experience. Given the
existence of Native tourism products in the U.S.A., it is expected that
similar products in Canada may not have the same appeal to American
visitors as for the overseas visitors. Here, quality Native-cultural
products must be positioned to integrate into existing product lines
geared to attract the American touring and urban markets and to take
advantage of the more general non-Native interest in Native culture,
thereby presenting an opportunity to increase our share of the
lucrative American international-tourism pie.

The Overseas Markets

One of the findings in the overseas market study revealed that, while
“different culture” was generally a factor in any destination
selection, there were touring sub-groups categorized as “Culture and
Nature” and “Culture and Comfort” (Germany did not have this group)
within each country studied for whom cultural considerations were
singled out and weighted somewhat higher in importance than the
national average. The total for these two sub-groups is almost
3 million people. (For descriptions of each of these groups by
country, see Annex ‘H’). It must be noted that there were other
sub-groups such as the outdoor sports and urban groups for whom
traditional native culture would be attractive. These represent an
additional 2.3 million people.

1 In 1986, 87% of all foreign visits of one or more nights were
made by American residents - or 14.3 million - who generated $4.5
billion in travel receipts.

. ..11
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Again, the Native product must be positioned to integrate with existing
product lines which attract the overseas touring and urban markets. In
addition, because of its cultural distinctiveness within Canada and
uniqueness world-wide, there are opportunities for Native products to
attract, on their own merit, other overseas markets segment such as the
outdoor adventure segments. Here the product would be packaged and
promoted as the opportunity to experience first-hand-traditional ways
of life in the outdoors and/or wilderness.

Canada, while still retaining its traditional image of a beautiful,
scenic country, is perceived by its major international markets as
offering a unique foreign attraction, and a culturally diverse place to
visit. Building on this strength and on the expressed desire for
distinctive cultural experiences, a high-quality, well-packaged and
well-promoted Native product should increase Canadafs international
marketshare (currently at about 4%) through increased awareness of
distinctive Native cultures and by offering the means to experience
them.

. ..12
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P~ SUPPLY

In assessing the potential for Native product development, it is
necessary to examine whether there are sufficient human resources, i.e.
Natives, to provide the product, the willingness and capability of
Natives to develop a high quality cultural tourism product, and the
willingness of industry and government to participate in this
development.

Although constituting a little over 4% of the total population, Natives
inhabit all regions of Canada. The Native population is distributed as
follows:

Status Indians: There is an estimated 350,000 status Indians made up
of 592 Bands of varying sizes. Approximately 60 % of them live on
2,242 reserves and an additional 10% on Crownland. These are generally
situated in rural or remote locations.

Non-Status and Metis: The Native Council of Canada estimates that the
actual combined total of both grOUDS is between 500,000 and 1 million.
Approximately 84% of the Metis-and- non-Status Indian population live in
the Prairie provinces. Metis and non-status Indians tend to be more
urban with 60-70% living in urban centres. Note: Due to recent
legislative changes, an estimated 50,000 non-status Indians could be
reinstated as status Indians.

Inuits: There are approximately 27,000 Inuit and Inuvialuit (Western
Arctic) of which some 20,000 live in the Northwest Territories, 5,000
in Northern Quebec and 2,000 in Labrador.

It is therefore, conceivable to have a Native cultural product almost
anywhere in the country whenever demand presents itself. ..from urban
centres to wilderness locations, from the north to the major touring
corridors of,the south.

Not only are Natives to be found in all regions of Canada, there is an
increasing interest by many Native groups in the development of tourism
products based on their cultural activities and way of life.
Additionally, both federal and provinciallterritorial  levels of
government have expressed an interest in developing the product. There
is certainly a willingness to explore the possibilities. (The private
sector, i.e. industry associations, wholesalers, packagers, etc., have

yet to be consulted but it is expected that high quality, viable
products will be of interest to them. They will be contacted for their
opinions and suggestions.) This interest, coupled with the suggested
projects derived from the submissions contained in Annexes ‘A’ and ‘B’,
and existing products such as in Annexes ‘E’ and ‘F’, support the
position that a high quality Native product line is possible.

. ..13
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While Native tourism development potential exists, there are, however,
barriers to development which must be addressed. As mentioned earlier,
poor communications among Native developers and with the tourism
industry, difficulty in accessing financing, lack of information by
Natives on the tourism sector and markets, and the lack of the
necessary specialty/business skills serve to impede development. These
problems are not unique to Native projects, but they still constitute a
significant barrier and solutions have to be sought if quality Native
tourism development is to occur.

Another barrier to development for which there may be no solution $s
the possible incongruity between an opportunity and the desired level
of cultural intrusion of non-Natives. While the growth in the pride of
their traditional ways has culturally strengthened them, there may
still be concern among Natives - particularly in smaller or more
close-knit communities - of an erosion of their way of life that such
exposure may bring. Therefore, it is conceivable that an excellent
opportunity, from a purely commercial stand point, may not be realized
owing to concerns over cultural Integrity. This must be respected.

. ..14
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R13COMNENDATIONS

Based on the assessment to date of the development potential of a
Native cultural tourism product - the demand, supply, barriers to
development, opportunities, etc. - recommendations can be made . .
concerning product positioning and Tourism Canada’s role in the
development of the Native product. It is important first to reiterate
Tourism Canada’s mandate of developing and promoting the international
competitiveness of the Canadian tourism product as a whole, thereby
contributing net economic benefits to Canada. The Native product, is
therefore, viewed from the perspective of its potential to improve the
current product mix in order to increase Canada’s marketshare of
international tourism.

Product Positioning

As the Native product remains largely underdeveloped within or near our
touring corridors and destination areas, and given that this is where a
significant demand from the touring and urban markets is likely to
occur, emphasis should be given, at this stage, to the development of
the Native product in these ares. This does not necessarily preclude
support to the development of high quality specialty products which
would be located outside of these areas and would appeal to
lower-volume, high margin market segments.

It is important, because of the differences between the touring, urban
and specialty markets, that the products for each be positioned and
promoted differently. For example, while Native products offer a
distinctive elemerrt to the Canadian tourism mix, those products aimed
at the touring and urban markets must be integrated with non-Native
products to take advantage of the critical mass effect offered by
aligning with other complementary products and services. Greater
communication and cooperation among area venders and packagers is
needed. For’ specialty products having sufficient appeal on their own
to attract tourists, such as the adventure/outdoor cultural markets,
targetted promotion to reach these narrowly defined markets is
paramount.

The Role of Tourism Canada

Tourism Canada, with its global perspective and resources, is in a
position to play an important role in the achievement of a
well-developed, high quality Native tourism product. It is Tourism
Canada’s intention to become an active participant in the development
of the Native product through the areas of information and expertise,
advocacy and liaison, marketing, skills development, and, if deemed
necessary and within policy constraints, through programming and
specific project development.

. ..15
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,

1. Information and Expertise

Tourism Canada will serve as a focus of information and expertise
through research, analysis and commercial intelligence to assist
all concerned in the planning of appropriate product development.
Tourism Canada will continue its present product analysis by
completing:

- the identification of market-ready products, near-market ready
product and new opportunities and their developmental needs;

- the market analysis;
- the identification of marketing needs;
- the identification of existing and potential wholesalers;
- the identification of skill development/training needs and

existing training tools;
- the examination of known competitors.

2. Liaison and Advocacy

Tourism Canada will work toward the improvement of the lines of
communication among other federal departments, other levels of
government, the industry and Nativ~ to facilitate a coordinated
approach to planning development and marketing.

3. Training and Development

Tourism Canada will work with other federal departments and
agencies to develop appropriate mechanisms to help resolve gaps in
the areas of knowledge of the tourism industry, service skills in
dealing with tourists, and tourism management skills.

4. Marketing

Tourism Canada, in collaboration with its partners in both the
private and public sector , will assist in the marketing and
promotion of existing high quality Native products.

Tourism Canada will, as the Native product develops, examine ways
to include increased emphasis on the Native product in its
international advertising campaigns.

5. Programming

There are three possible program options for Tourism Canada with
regard to the development of the Native product:

a) maintain the status quo
b) accord Native cultural tourism projects, special status within

existing tourism development programs and reallocate monies
fund Native projects

c) establish a Native tourism development program with funding
incremental to existing programs

. ..16
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At this point in time, it is impossible to take any specific
programs action. The DRIE program review currently in progress,
and the pending results of the NEDP’s nationwide consultation
concerning its program are expected to have implications for
existing tourism programs. This, coupled with the fact that the
product assessment by Tourism Canada is not yet complete, makes
changes to existing programs or the creation of new ones
unrealistic.

Existing programs such as those related to the
Diversification Office and Tourism Development
available sources of finding.

Western
Sub-Agreements are

Tourism Canada will, on the basis of the results of these reviews
and on the outcome of this Tourism Ministersr Meeting, re-e~dne
programming options related to the Native product.

6. Specific Project Development

a) Projects Identified by the NCC:
Until all the information as per the contract has been
received, Tourism Canada is not in a position to determine the
type and level of support to be provided. The final report
will be submitted by the NCC by or on March 31, 1988.

b) Projects Identified by the Provinces/Territories:
Tourism Canada will, with the cooperation of each province and
territory, identify the most likely projectsl for further
consideration and begin bilateral discussions to develop
appropriate courses of action.

1 All provinces and territories have made submissions. Over 50
projects were submitted in varying degrees of development and
description. As details were not provided by many
provinces/territories, further discussion between Tourism Canada
and the respective proponents are necessary.

. ..17
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~NCLUSIONS

While the in-depth analysis of the Native tourism product remains to be
completed by Tourism Canada officials, the assessment process to date,
with the collaboration of other federal and provincial/territorial
governments and Native associations, has been extensive. The remaining
information is expected to provide more quantified data, to identify

.,

specific products for development, and to enable the development of
precise action plans. It is also expected to support Tourism Canada’s
position vis-~-vis the Native product as expressed in the following
conclusions:

1. There is a demand for more Native cultural products.

2. There is an interest by Natives in becoming more involved in
cultural tourism.

3. Federal, provincial and territorial governments have expressed an
interest in the development of a quality Native product.

4. While Canada hoes have a few quality Native cultural products
already in existance, on the whole, the Native-Canadian product is
underdeveloped.

5. Our closest competitor, the mainland U.S.A., has not fully

developed its Native cultural product.

6. There exists an opportunity to develop the Native cultural tourism
product which would enhance Canada’s international competitive .
position as well as the economic position of Canada’s Native
peoples.

7. Product/market matching is necessary. ‘l’he packaging and promotion
of Native products must differ depending on their geographical
location; the actual experience they offer, and the market for whom
the product is targetted.

8. Better communication and coordination among Native groups is needed
to ensure an appropriate mix of Native products and to avoid
duplication of projects and marketing.

9. Better linkages are needed by Native groups to the various tourism
industry associations, wholesalers and travel trade.

10. Better communciation is needed between Native groups and
federal/provincial tourism and economic development agencies to
ensure Native representation in marketing and development
planning.

. ..18
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12.

13.

14.

15.

16.

17.

—.

Hospitality, business management and special skills training are
needed to improve success rates in planning, financing, developing,
operating and marketing Native tourism projects.

Better understanding is necessary by all concerned of the cultural
differences between non-Natives and Natives as well as among
different Native groups.

The ability of existing products to absorb more visitors must be
assessed as well as the development and marketing requirements
needed for existing plant to realize their potential.

New and potential high quality products must be identified,
assessed and, where necessary, supported to ensure Canada’s ability
to meet demand within the limits of the capacity and willingness of
Native people to take advantage of such opportunities.

In considering any cultural tourism product, it is essential that
an assessment be made of the environmental, social and cultural
impact to the community involved.

Band and community members must be involved at all stages of the
development and operation of a cultural product if success is to be
achieved.

Tourism Canada has a role to play in the development of a high
quality Native tourism product, particularly in the areas of
information, advocacy, and marketing. (The degree of support in
the areas of programming and specific project development is yet to
be determined. )

——
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ANNEX ‘A’

+ROVINCW/IXRRI~W  NATIVE PROJECT SWSSIONS

To date, Tourism Canada
stages of development:

has received 58 submissions in the following

Status of Project No.

- Conceptual stage 29

- Planning 2

- Feasibility study underway 8

- Submitted for funding
under existing programs 14

- Initial phase of project
is underway 5

Total 58

All provinces and territories have forwarded Native tourism projects.
(A summary by province and territory is contained in Annex A-l.)

Of those submitted, 26 fell into the category of a cultural-based
tourism product focusslng on the history and traditional way of life
for example, Micmac Focal Point (N.S.),  Native Heritage Village (Man.)
and Indian Interpretation Site (Sask.). Although the potential for
cultural emphasis may exist in some of the hunting/ffshing and
outdoor-expedition projects, the remaining projects were
undifferentiated from non-Native tourism products, for example,
restaurants, marina, and tourist accommodation.

—..



-  !A.11

PROVINCIAL/~TOEIAL  SUBKKSSIONS.

# of Projects Current
StatusRespondent Submitted

Resort at Bottom BrookNfld.

P.E.I.

1 l-Feasibility study
uncle rway

1 l-Conceptual stage Museum to interpret
Micmac legends on Lennox
Island

N.S.

N.B.

1 l-Conceptual stage

3-Conceptual stage

Micmsc Focal Point (See
Annex B-1, project #l)

Dev. opportunities in
relation with 3 archeo-
logical sites

5

l-Feasibility study Heritage Indian Village
- Big Cove Reserve

l-Tourism dev. plan
completed

for the Tobique Reserve

5 2-Proposal under
analysis

- Native Tourism Dev.
Bureau

- Tourism dev. plan for
the James Bay Crees

Quebec

l-Feasibility study
underway

Improvement to an
existing tourist service
centre near the Rupert
River

Rocher Fendu
- Phase Il-Phase I underway

Whitewater rafting
- Phase 11

Accommodation
- Phase 111

Interpretation centres
(See Annex B-1,
project X3)

- Micmac Historic Village
at Restigouche

l-Proposal for
Phase I under
analysis

. . . 2
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# of Projects Current
Respondent Submitted Status

Ontario l-Conceptual

Manitoba

Saskatchewan

16 l-Feasibility
completed

5-Conceptual stage

2-Proposal being
developed

4-Application for
feasibility study

2-Proposal under
analysis

2-Project underway

3 l-Application under
analysis at W.D.O.

l-Feasibility study
underway

l-Conceptual stage

Description

- Ontario has a project
which has been well
defined and at such
time, as authorization
is received, we would
plan to share this
information with the
federal government.

- Naturalist resort

- Native heritage village
- Outfitting camp
- Campground
- Floatplane base-station

and restaurant
- Marina

- Mini-lodge/outcamp
(25 beds)

- 28-bed lodge

- Lodge (NEDP)
- Lodge (NDA)
- Canoe expeditions (NDA)
- Service facility

(special ARDA)

- Acquisition of a lodge
- Four season resort

- Fishing/hunting lodge
(world-class)

- Fishing/hunting lodge

- Wanushewin  Indian
interpretation site

- Batoche (focus of M6tis
heritage)

- Indian Village in the
Battlefords area

. . . 3
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# of Projects
Respondent Submitted

Current
Status Description

Alberta 7 6-Conceptual stage Native Interpretative
Centres. Bands/tribes
that have expressed an
interest include:

Blackfoot Tribe,
Cluny/Gleichen
Blood Tribe, Standoff
Hobbema Band,
Wetaskiwin area
Peigan Band, Brocket
Woodland Cree,
Slave Lake

Wood Buffalo Native
Tourist Centre
- Fort Chipewyan

l-Ongoing

3-Conceptual stage

Better organization &
promotion of pow-wows

Native cultural centre/
village
Native cultural tours
Kemloops cultural
centre

Native heritage centre

Newcastle Island dev.

Kluane wilderness
resort

Walton trail dev.

Indian tour Co.

Lodge/Tourist
accommodation

Lodge/Tourist
accommodation

Visitor/Informal
service centres

.*. 4

5B.C.

l-Project underway

l-Application for
feasibility study

l-Planning completed3Yukon

l-Planning underway

l-Feasibility study
und e may

2-Conceptual stageN.W.T. 11

2-Feasibility study

5-Conceptual stage

— .
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# of Projects Current
Respondent Submitted Status Description

N.W.T. (Cent’d.) l-Prefeasibility - Visitor/Informal
study service centres

l-Conceptual stage - Marine/Tour boat
projects

NOTE : The N.W.T. has identified the need for Inbound Operators/Package
Tour Development for the Western Arctic and Baffin Island. No
specific projects were submitted.

— .
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NATIVE ~CIL OF CANADA (NCC) PEOJ13C’rS

Tourism Canada has collaborated with the NCC to identify potential high
quality projects for consideration at the March 1988 Tourism Minsiters’
Meeting in Calgary. This involves a two-stage process:

1. Identify and select the projects (completed) and
2. Determine through more detailed analysis the

developmental needs of the project.
(Report expected March 31, 1988)

Attached as Annex ‘B-1’ are descriptions of the four projects
identified. It is important to note that all will act as sources of
the production, demonstration and sale of Native foods, clothing,
carving, etc.

As can be seen, the projects are at varying stages of development from
concept to facility expansion. The needs of each will, therefore, vary
accordingly. Tourism Canada will, in collaboration with Native
representatives, continue to explore future courses of action.

— .



ANNEX ‘B-1’

PROJECT # 1

Location:

Proponent:

Description:

Mi-c Focal Point

Nova Scotia

Native Council of Nova Scotia

The focal point is proposed as a first class tourism
attraction where domestic and foreign visitors could
experience first hand the traditional lifestyle of
the Mlcmac people.

Phase I - Creation of a Micmac village of the pre-European
contact period.

Phase II - Construction of a Micmac theatre complex adjacent to
the village and a central administration building.

Status: Conceptual stage. The provincial Department of
Tourism and Culture has agreed to participate in
forming a joint commi$tee, in concert with the NCC
and the Native Council of N.S., to address Native
tourism development. This project will be of prime
interest.

— .



ANNEX ‘B-1’

PROJECT # 2

~:

Location:

Proponent:

Description:
(Village)

(Campground)

Status:

Uaba*i Hative Village & Campground

New Brunswick (Mactaquac Headpond area)
across the river from King’s Landing

N.B. Aboriginal Peoples’ Council

The proposed Native Village is designed to be a
first-class tourist attraction. It would depict
three basic historical themes:

- the culture and lifestyle of the Micmac and
Malecite people prior to European colonization;

- the colonial period and Loyalist and Acadian
influences upon the aboriginal people and the
development of the province;

- a reflection of these influences from the colonial
period to the present day.

Native people will carry out traditional activities
in period costume and interact with visitors.
Native arts and craft will be available as well as
traditional Native dishes.

The campground would contain all the necessities for
a comfortable and enjoyable visit, but would be
native in appearance, feeling and experience.
Gathering wild rice, setting trap lines, fishing,
canoeing, hiking, etc. would be demonstrated.

Long range plans include the addition of a
convention centre and facilities for executive
retreat seminars conducted by Natives.

Conceptual stage. A committee is being formed among
the NCC, the N.B. Aboriginal Peoples’ Council and
the Department of Tourism, Recreation and Heritage
to further the plans of the project.

— .
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~:

Location:

Proponent:

Description:

Phase I -

Phase II -

Phase III -

Status:

PROJECT # 3

Rocher Fendu (Pontiac)

Grand Calumet Islands,
drive from Ottawa-Hull

Alliance autochtone  du

Quebec - less than an hour’s

Qu6bec (AAQ)

A multi-phase project on the Ottawa River.

Development of a facility which would enable
visitors, once they have completed their ride
through the rapids, to return to the starting point
by shuttle vehicle.

Construction of two interpretation centres, the
first for the natural attractions of the site, the
second for Native culture to include a recreated
Native village with live demonstrations.

Construction of a restaurant offering local Native
foods and an auberge and cottages.

The Economic Development Corporation of AAQ has
obtained leases for the major portion of the
islands. The corporation has purchased control of
an existing successful whitewater raft company to
begin operating this season and has begun
development of Phase II and III.

The AAQ has applied for funding under the NEDP.
The application is currently under review.

— .



PROJECT # 4

Project:

Location:

ProDonent:

Description:

Acquisition of a tourism facility - Bcuron Lskes

British Columbia (near Bakerville)

United Native Nations (UNN)

The existing seasonal facflity consists of a ranch
and lakeshore resort with activities such as:
canoeing, hiking, water skiing, fishing, and
hunting.

Proposed expansion: Construction of a Native cultural centre, Native
restaurant, long houses, sweat lodges, pot latch
house, museum, carving house, etc.

The UNN has applied for funding under NEDP. The
application is currently under review.

— .
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ANNEX ‘C’

PRODUCT

Generally spe-aking, the Native touxism product currently in place 1s
limited in quantity and has developed at random, without consultation
among the main partiea involved.

It may none the less be said that both Native people and governments .
are presently becoming considerably more aware of the development
potential of this tourism product, and that significant activity in
this sector may be expected over the next few years.

Mainly, the tourism products or services currently offered by Native
people take the following forms:

Outdoors and services

Hunting and fishing
Golf courses
Canoe expeditions
Dog sleds
Campgrounds
Outdoor barbecues
Marinas
Hotels/motels/cottages
Restaurants
Air transportation
etc.

Cultural

Arts/crafts
.

Other: - Festivals, povvowa
- Visits/stays in Native communities with participation in

traditional activities
- Museums, historiclarchaeological  sites
- Replicas of historical villages, etc.

Generally speaking, the tourism products in which Native people are
most involved practically everywhere in Canada are hunting/flshingB and
arts/crafts.

Hunting and fishin&

There are Native owners of outfitters’ establishments in every
Canadian province and territory except Prince Edward Island and Nova
Scotia. But compared with the total number of outfitters In Canada,
their presence in this sector remains minimal. The main reason for
this situation appears to be the fact that several of them have
experienced failures due to their lack of management training and, in
some cases, the poor quality of the services offered to tourists. In
general, they are not organized into associations and work on an
individual basis, with occasionally a llttle support from DIAND or the
Province. ”

—e--

—..



- 2 - Annex ‘C’

In fact, Manitoba is the only province with a Native hunting and
fishing association. This has been operating quite well for a number
of years, and the average occupancy rate of its member outfitters is
currently between 40 and 50%. The association handles marketing and
tourist transportation, and has a reservation system and is confident
of improving this occupancy rate in the years to come. It should,
however, be mentioned that after its foundation in 1977 it had serious”
problems. At that time, DIAND had made substantial contributions to
the purchase or construction of outfitters, several of which went
bankrupt within a few years. Its membership dropped then from 13 to 4.
With the advent of a new president in 1982, a shadow management system
for outfitting businesses was set up, and since then the association
has had a new lease on life. This situation shows that Improved
management can contribute significantly to the survival of small Native
businesses.

It must, however, be pointed out here that the hunting/fishing product
mentioned above is not really any different from the same
huntinglfishing product as offered by non-Natives. In fact, bearing in
mind the definition of “Native tourism product” given above, in the
context of this analysis we may only consider hunting/fishing as a
Native product when it is offered as .an experience where emphasis is on
Native culture and traditions. The hunting/fishing product as
described above should be treated by Tourism Canada on the same basis
as the same product offered by non-Natives.

Arts/crafts

Of all Canadian arts/crafts products, Native products are the most in
demand. In 1980, au estimated 14,000 Native artists made sales worth-

$36 million. This industry may be divided into three main sectors,
crafts, art and souvenirs:

0

0

0

The “crafts” sector is the most important, and Native people are
heavily involved in it.

The “souvenirs’” sector consists of mass-produced items and, to a
lesser extent, hand-made goods. Native people’s involvement in
this sector is generally very limited, most items being produced by
non-Native manufacturers using Indian designs and motifs.

The ‘*art”” sector is experiencing considerable growth, and prices
may vary from $100 to many thousands of dollars for a piece,
depending on the quality and the artist’s reputation. Private art
galleries and corporations are the main buyers.

— .
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Inuit Art

Of all Native people, the Inuit of the N.W.T. and Quebec are the beat
organized in terms of production and eales. Both regions have a
co-operative to which the Inuit sell approximately 95% of their
output. Certain standards have been established to ensure the quality
and authenticity of the product purchased. These two co-operatives
have set up a marketing corporation, Canadian Arctic Producers, which “

- handles the distribution of products to warehouses in Montreal, Toronto
and Winnipeg. From there, products are sold to the owners of crafts
boutiques and other stores across Canada, and on a smaller scale to
American and European buyers.

The other 5% of output comes from Baffin Island and is sold by a
different co-operative, almost entirely on foreign markets.

Indian Art

Every province has an Indian arts and crafts society, and at the
national level there is an Indian Arts & Crafts Assoclatfon, whose
directors are the chairmen of the provincial socletiea. Despite this
structure and the fact that the national association receives an
annual budget from DIAND, the operation of this industry leaves
something to be desired, largely for the following reasons:

Problem

o

0

e

o

e

Inconsistent output.

Refusal of several artists to join provincial arts and crafts
associations.

Lack of organized distribution networks.

In some cases, the prices paid to the artist are inadequate in
relation to the retail price.

Lack of a quality and authenticity control system. For instance,
a large number of non-authentic Native arts and crafts were found
at the Canadian booth at EXPO 86, Upper Canada Village and the
Canadian Pavilion at Epcot Center (U.S.A.).
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The following article on the recent exhibition held in Calgary “The
Spirit Sings- 1s a good indication of the interest in Native arts and
crafts.

very rich, well do something about IL* His
wishwasrealizedin  1983 wherttheorganiz-

The Spirit Sings in Calgary ing began for the Olympic festival. With do-
nations of S1. 1 million from Shell Canada,

Despite protests, organuen bring Idian ati back bme
%00,000 from the am festival and $300,000
from the federal govemmcn~  the bulk of the
exhibit’s $2.d-million totaf cost was quickly

I
t’s easily the most popufar  and most ● c- tributions  ~~ned the S.ub}con  boyco~ Attd secured.
claimed attraction of tbe Olympic Arts Glenbow Museum director Duncan Gtneron The enomtous  task of selecting artcfacts
Festival. me Spirit Sings: Artistic Ttadi- =ys “The Spirit Sings” has clearIy  weathered was given to Miss Hatin and a committee

tions of Gnada’s Fim[ Peoples,” the f~val’s the atomt.  We’ve-produced an Aibit that of six chosen for their_ in lrtdian and
flagship production, is a powerful collection will heighten awareness of the richness of Ittuit culture. They catal~ed  and pho-
of 665 native lndian  and lnuit masks, rattles, Gnadian nadve cul~” he says. tier only tographed  more than s.000 pieces, hm
clothing and other anefacts,  brought toge~er two weeks &e Glenbow had sold mom than which the final 665 were chosen. The pieces,
for the first  time from museums around the 45,000 tickets. some many centuries old, are on loan horn
wotid. Yet the display, open from January 13 The idea for the display ume in 1981, such museums as the institute of Ethnology
to May 1 at Calgary’s Glcnbow Museum, is when julia Harriso~ the Glenbow’s  ethnology in hnin~d,  the Bridsb  Museum and the
also the focal point of the festivaf’s  most bit- curator, ~ed km a European visit She’d Smithsonian Institute. Two-thitds  of the items
ter controversy. Since the exhibit’s concep been shocked to see so many Gnadian lndi- hadn’t been seen in Gnada since they disap
tion seven years ago, Albem’s Lubicon  bke an attefacts in foreign museums. ~ertd peared with their pioneer owners, who took
Indian 8and has battled to disrupt it md pub Mr. Cameron at the time! “When we’re vety,
Iicize instead i~ on, sd)ed hnd claim to a

them back to Europe or the U.S. as souvenirs.
M The Glenbow’s  en-

U)0,000  acre slice of northern Albetta. dre 28,000-qm-foot
long before the display’s opening the band

had =ked contributing museums to wirhhold
second floor was
rebuilt to accommo-

anefacts. On opening day the kbicons  and
I

date the display. The
their supportem staged a noisy demonstntion bbicon concrovcrsy
to protest the exhibit’s main corpotate spon- did little to chilf the
scrr, Shell Canada Ltd., one of many compa- Cxhibit’s  w aim
sties exploring on the nofiem  lands under response. Indeed,
dispute. The museum later faced a coun bat- muses Mr. Gmerort.  if
de bunched 10 prevent the display ofa sacred th~’d been no pro-
Mohawk mask which the Mohawks claimed tests, >ou’d wonder if
shouid not be viewed by non-lndian eyes. you’d done a good

In the end, however, only 12 of 110 muse- J job?
ums and private collectors conticted for con- Rattlt  from tbe B.C ~ The Aibit weat~ the stomI. -Richard Wolothen

Other products

In add ftion to hunting /fiehing and art B/crafts,  other products
mentioned above are offered by Native people, sporadically and in
s m a l l  q u a n t i t i e s .

—.
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Dog sled excursions: This product is offered by the Inuit to the more
adventurous tourists. It involves excursions lasting several days,
with overnighting in igloos, visits to Inuit communities along the
route, Inuit c,ooking,  etc.

Canoe expeditions: This product is offered by Native people in
different provinces. In Quebec, for instance, expeditions may last up
to a week, with accommodation in log cabins. Guides cook Indian
dishes for participants, and interpret their culture.

Stays/visits with Native people: In Northern Quebec, for instance, a
number of Indian families have decided to return to life in the woods.
and to imitate their ancestors in hunting, living and trapping for -

survival.

A number of these families receive tourists seeking a unique
experience, for 7 to 10 days. The tourists sleep in tents, eat the
traditional Native way, and take part with their hosts in hunting,
fishing and trapping activities, making snowshoes, etc.

In Manitoba, some communities receive tourists on one-day visits.
They are given traditional singing and dancing shows, Indian food,
arts and crafts, etc.

Festivals/powwows

There is Native participation in several major festivals, including
the Winnipeg Folklorama, Calgary Stampede and Saskatoon Flin Flon, as
well as several smaller ones.

Powwows are particularly significant for Native people and, although
not generally intended as shows for non-Natives, they elicit some
Interest from the latter. The few that are tourist-oriented are quite
successful. For instance, for the past seven years the Six Nations
Reserve, in Ontario, has put on a powwow in which several Canadian and
American Native nations take part. Activities include dance and
singing competitions, an arts and crafts exhibit, and Native cooking.
The Quebec Huron.Village Powwow organized for Quebec 1984 is an
excellent example of the success such events can enjoy with tourists.
On that occasion, several Indian nations pooled their efforts and
offered tourists dance and singing shows in traditional dress, hunting,
fishing and trapping demonstrations, a clothing exhibit, etc. This
powwow was greeted with a great deal of interest and was attended by an
estimated 180,000 visitors.

Historic sites/museums

Canada has several historic sites or museums which provide protection
for buildings, objects and miscellaneous items through which visitors
can discover Native lifestyles and the role played by Native people in
the history of Canada.

— .
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Archaeological excavations are currently in progress at various sites,
and several projects for developing new sites and museums telling the
story of Natiwe history and culture are planned.

Reserves and replicas of Indian vfllages

Canada has several reserves which tourists may visit. They include
small museums, crafts boutfques, Native culture interpretation
centres, and so on. Examples are the Quebec Huron Village, and the
Six Nations Reserve in Ontario.

There are also a few historical replicas of Indian villages or
missionary posts, such as Ksan, B.C., or St. Marie Among the’ Hurons.

Ksan is a painstaking replica of the Indian village which stood on the
site when the first explorers reached the area of Hazelton, B.C. The
visitor sees four communal houses, one house where working craftsmen
carve wood, work with leather and stone and make clothing, the site
where the remains of the Great Chiefs are kept, and an exhibit of
articles and tools used by the Indians before the arrival of the White
Man, a salmon barbecue, and so on.

St. Marie Among the Eurons is a reconstruction of the Jesuit mission
of St. Marie. Visitors learn the story of, on the one hand, the
Europeans In their struggle to survive nature’s hardships and, on the
other hand, the Indians grappllng with the sudden invasion of a
foreign culture. Visitors can also take canoe trips, attend a play
telling the story of the mission or, in the evening, walk around the
site by candlelight, etc.

— .
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ANNEX ‘D’

,

There are about 20 federal departments or agencies which offer economic
development programs targetted directly or indirectly to Native
peoples. The three principle departments are DIAND, CEIC, and
DRIE1, each tith differing mandates. DIAN’D programs are aimed at
status Indians and Inuit while CEIC and DRIE offer assistance to all
Natives including M6tis and non-statuts.

Coordination, particularly among DIAND, CEIC and DRIE, is needed as
there is duplication and overlapping of programs. To this end,
Inter-departmental Working Group on Native Economic Development was’
established in June 1986 with members from each of the involved
departments or agencies: The group has to date compiled an inventory
of federal programs and made an initial identification of duplication,
gaps and areas with potential for improved federal coordination. It is
expected that any recommendations concerning new Native economic
initiatives and their delivery will be closely coordinated between the
two departments and CEIC. Further, in order to ensure that Native
business clients are being well-served, intelligence gathering, policy
development and advocacy will become increasingly important.

Also, in July 1987, Minister Valcourt announced the launching of a
national consultation process dealing with the future of DRIE’s Native
economic programs. With the exception of the Canada/Alberta Northern
Development Agreement and Memoranda of Understanding between Canada and
the provinces of Alberta and Quebec , all current activities are set to
sunset March 31, 1989. Programs such as the Special Agricultural and
Rural Development Agreements (SARDA) and the Native Economic
Development Program (NEDP) were extended to this new date in order to
comply with a commitment from the Prime Minister in April 1985 that
existing Native programs would be maintained, and changes not
contemplated until there had been full consultation with Native people
at all levels. In this context, it will be extremely important, while
undertaking the planning for DIST, to maintain the integrity of
Minister Valcourt’s consultation process and avoid making
recommendations or taking decisions which could hamper this process.

1 The principal programs for DRIE are:

1 . Native Econodc Development Program (NEDP)
2. Northern Development Agreements (NDAs) with Manitoba,

Saskatchewan, and Alberta
3. Special Agricultural and Rural Development Act (SARDA)

with Manitoba, Saskatchewan, British Columbia, Yukon and
Northwest Territories

4. Federal/Provincial Agreements and their sub-agreements
(ERDA) with each province and territories

— .
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The K’=n hjm

b
Neil S&rntt
R=ident

Gitksan Wet’suwct’cn Tribal ~uncil
Hulton,  B. C., Gnada

K’san was founded in the late 19dOs as s simple  mu-
seum to store  rcgdia  and to be used for potlatchca  ● nd
fdsta. K’san  “means” river of mists. It has now gTown
into ● considerable development ● nd is viewed as a living
museum.

K’aan mnsista  of s series of long houses, the firat of
which chows the ‘pre-ntact’  with Europeans. It includca
displays such ss fish bowlo and traps.  The ~nd shows
what happened after  Europeans ● rrived. The third is ●

feast house. Eve~ Friday there is a fca6t,  and umpera  arc
invited to visit. The fourth Ionghouac  is for ~cra  to
dispIsy  how they craft. ~erc is also a aalca oudet house,
and ● house for cooperative tools such as lathca  ● nd table
saws,

In 1975a proper fireproof and humidity mntrollcd  mu-
seum was built and named the North West National Ex.
hibition Gntre. It now has a permanent Native mllec-
tion, and scmea  as a plau for both Native and non-Native
touring shows.

T’he  K’san project has many components. The K’aan
dance group, for example, is well known around the
world. Tbcy refuse to do shows out of mntcxt  or mood.
while expenses arc atipted,  no fees for actual  pcrfor-
-n~ ● re ● cccptd. K’aan is also a school — the North
Wcat School of Indian k. Advand  students arc brought
in and trained in the K’aan  style. It is remgnkd  as a trade
school and has kn supported by Federal Government
(Manpower) since 1970. The craft sales outlet sells to
stores across Canada and in the United Sta-.  Historical
~rch is conducted in con=rt  with the cJdcrs,  and the
rcaulti  are inmrporated  in the clan-  and curriculums of
schools. K’san also has a good quality and WC1l  used
campsite.

The project ia not viewed as ~e solution to the high
unemployment in the K’san region. It does have a role,
however, in helping to alleviate the problem. when the
Program stirted only volunturs  were used. K’aan  stiIJ uses
volunteers, but it is a million dollar operation today. The
main source of employment is for the anists, who do the
works. A few work full time and make very good livings.
Moat do as they want in their own time, as craftapcople
prefer fltible schedules.

K’san opcram on ita own revenue. ~c project has un-
dertaken mncracts in other l~tions, and has  a reputation
for qualiry work delivered on time. K’san does not a~pt
mnsignments.  There is a markup of 100 pcrtint  on goods,

and a panel of three judges decides on the price of each
pi=.

The strength of K’san is its uniqueness. It has, and
needs, the elder’s attention to details. The project fills a
need for artists and crabmen.  The demand for such pro-
iccts  come from outsiders. The Tribal Council can cr~te
the structure, and local people an benefit, but the heart
● nd motivation for suus must come from the people
themse]ve6.  W]thout this, the pro}cct will fail.

Huron Village Pow-Wow ’84
by

Claude Cucrettc
Festival Coordinator

Huron Village, Festival ’84
Tall Ships Program

Qucbcs City, Canada

In association with the TJ Ships Program held in 1984
in Queb,  a major Indian tourism and recreation initia-
tive was undetien  dcd Pow-Wow ’84. A Huron Vil-
hgc was created as the location for the Pow-Wow. Many
Native nations mpcratcd, and over 500 volunteers were
involved in organizing the event. The  focus of the Pow-
Wow was to promote Native values and their way of life.

The Pow-Wow featured arts and crafts from all over
Gnada,  as well as spotting events. There were elders  in
M regalia, with singing and dancing. There were demon-
strations of hunting and trapping techniques, and the ex-
ploration of traditional ways of living. There was a
heritage museum, as well m Cxampl=  of adaptiona of tra-
ditional designs in fashion w-.

The POW-WOW  mmpcted “head-on” with the Td Ships -

event, yet was more suaful.  It had a titural  impact on
180,m people.

One impomnt factor taken into cunsidcration  in the
design of Pow-Wow ’84, was that tourism is visual, and
picturca  and imagca are important. For a su-sful event
such as the Pow-Wow, the key ingredient was linking the
private tir tourism expertise with the wide range of
products which come from the r~ca.

Extract: Tourism & Recreation Workshop
Native  Tourism Development

Vancouver 1984

.*. 2

—..

—-



-2- ANNEX E I

Source: Ministry of Tourism Brochure
Province of Ontario
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ANNEX r

TilIicum  Village
by

Bill Hewitt
hident, Tillicum  VUage

Tillicum Village,
Washington, u.S.A .

Tillicum  Village is ● Nstive Tourist attraction I&ted
near Seattle, Washington. The village was built with au-
thentic Native architecture and material on a Sutc Park
s]te ]mted  on Blake Iaknd.

The cascntid  product ia amprised  of a Nttivc ~on
barbecue, cIarn in nectar ● peritifs, and qdity  Natim
dancing. > dining room un -t 900 PCOPk on five
levels, and 330 people m be acatcd ti h- *utea.
Tbe Danm Houac  is separate and every tow k ~ $how.
Arts and crafts products also w sold. Authcnti~ ~

emphasized. Every effort is made to keep the pri~
markup low so ~ch person w tie sore-  away ~
remind him of the village. As ● wtter of policy  there is no
hawing with the ● rtists, either the p~ is -pted or
there is no deaI. tits work on site so that people ~
watch and l-m.

Approximately 10,~ people per month visit TiUiX
Village. About onequa~r  of the business is from the
ScattIe convention market, oncquarter  is through the lo-
d coupon business or through the school youth progr~
A further oncquaner  is from bus tour packs ea. 7he rc.

ksnainder is from individual tourists visiting om town.
=rc were a number of impofint I-ns I=mcd  in

the long and difficult p~ of developing Tillicum vd.
Iage as ● cu-asti tourism business. It was tough w w.
tivc d- the initial years, when the venw w= under-
-pitalized.  However, you must believe in your rojca

?and be fltible  in your phrtning, while remaining aithful
to the wscnce of your idea. R+urcctin=  is required.
For example, the logs from a boom broken up by a storm
were used to build the longhousc, Be =utious when deal-
ing with other pmi=, and ~ the implications. For
example, it took seventeen years before Grey Bus Lines
finally gave in and included the village in their tour
package.
Do not prornotc just your product, but the whole area.

Cooperate and share =OU- with other attractions in
your region. Use reduced price coupons for the local com-
munity, so that when tourists come they are aware of the
product, and ~n pass this information on to visitors. Also,
usc the Travel In America Travel Dir~to~ which is sent
out to au agents.

At the pr~nt time, Tillicum  Village employs 24 peo-
ple,  eighteen of whom arc Native. We are now in the pm
=ss of looking for a Native manager.

Extract: Tourism & Recreation Workshpp
Native Tourism Development

Vancouver 1984

Tourism and the
Cherokee Nation

b
Dawnena Walkingatick

Tourism and Travel Coordtimr
Eastern Cherokee Nation
North Caroti, U.S.A

Cheroke  had sn urly assimilation with Euro- ~.
turc, and the ~nomy  was bsscd upon subsistence f-.
ing. By the 1930s d 40s, many people had kft their
Native skills  ● nd ways.  ~nomic  n~ity  led the Peopk
to consider the potential of tourism, auiated with the
Cherok- tifcatyle.

The Cherokee Nation is situated ● t the southern en-
tranu  of the Stnokcy  Mountains National Park, which has
8.5 million visitors a y-r. In 1949 a large outdoor drama
thcatrc  was stiti in the ar- whi~ is operated by the
Cherokee Historid Society. It operates between mid~unc
and LabOUS  Day, and is the second largest such Native
attraaion  in the U.S. Maximum upacity  is 2,8W  people,
and the average attcndanw is 1,700 per performsncc.  M.
mission is S5.~ general and S8.50 for reserved seating.

~ere arc a number of other tourism related projects on
Cherokee lands. A tourism office wac s-cd in 1976
which hass budget to promote tourism. The office has had
to resolve problems of poor or non+smnt zo~ sign.
ing ordinanm, clcardineas,  tribal politics, and social is-
sues  whid overshadow tourism. There arc now water and
frontier theme parks, 25 umpgrounds  with 4,~ spaces,
36 motels, 200 craftahops, s bingo pIace  with pota up to
S250,~ and a modem museum.

Many Cherokees -nt the tourism influence, but a ma-
joriry appr=iate  the mnomic  indepcndcn= it provides.
The business now generates approximately 35 mUion
dollars per annum. The Cherokees arc independent of the
Bureau of Indian Affairs, and operate moat services in-
cluding police, water and ~tion. The Cherokee re-
serves are *, as no sales of liquor are permitted.

Marketing is by way of publishing brochures, TV. ads
and periodic advertising. A visitor mntrc was catablished
in 1981, and about 175,CM)0  visitors mmc each year. There
arc “fare tours” of travel agents and brokers, as we~ as
travel writers.

The imponnm of long-range planning and attention to
details have been stressed as operational guidelines. Key
detiils  include:
. Understand the basia.
● Treat customers well.
● Offer cl-n toilets, fountains and green belts.
c Make sure the sewage is right, health problems Un kill

your project.
● Be flexible and prepared to change ● s changes arc needed.
● Set goals and be sure to follow them.
● Usc trade fairs and follow through on kads.
● Use visitor evaluation techniques.

Businesses on Cherokee lands were ody twenty pcrccnt
Jndian owned fihccn years ago. Now 75 percent are ln-
dian owned and ordy 25 pcrwnt  are leased, The \cases  arc
Iong.term  with performance clauses. Some chops arc
@pcratives.

The basic operating Nidelinc is to be honest, and fjn(],1
balance between the stren~hs  and wcakncsscs  of th,
prn~(’ct
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ANNEXG

(Excerpt)

The Opportunist for Native
{Tourism Deve opment in

North America

by
James R. MacGregor

Tourism Planner
MacLaren Plansearch
Vancouver, Canada

Analysis of Native Tourism Development Opportunities
What is needed is an approach, or system, which an be

applied generally to an analysis of any ar= being conaid-
ercd  for cultural tourism development. Use of such an
approach d help determine the tourist potential of a
destination area, and provide guidelines for developing
that potential.

Once such a system is avaflable,  it bmca  possible to
“make a precise appraisal of what type of attractions wodd
be enjoyable for the tourists who visit an arm and to assess
what is touristidy  relevant and specific about the par-
ticular area. More to the point, it allows an cxpen to deter-
mine what is unique and exciting that wodd constitute a
tourism development opportunity.

Formulating a methodological approach to cultural
tourism development must rest on=* basic premisca.
These include:

1. A ~sment  of the social and cultural impacts of
tourism on Id people. Cemin aspccta of tourism
-n readt in unwholesome, troublesome and socially
disruptive conditions. These adverse effects can be re-
dumd by cs=blishing  clearly defined goals and outlin-
ing specific programs to avoid such problems.

2. Social and cdtural benefits do not ammc  automat-
ically as a result of tourism. If benefits arc to material-
ize, specific efforts must be made by planning au-
thorities as pan of the tourism planning and devdop
ment pr~s. ,.

3. Planners must identify problems which could arise
among family members, various -ial groups, and the
influen= tourism may have on the religious, moral,
ethi~l, educational, and philosophical aspects of local
life. This shodd be done prior to attributing social
benefits to a tourism development.

4. The complete cooperation of the Native business
community is neceasa~ in order to achieve economic
SU=sa.

5. Residents must be proud of tourist attractions, Pride
in the cultural heritage and contemporary achieve-
ments is essential to su-ssti  cultural tourism.

6. Native people must be toully involved in the planning
of their tourism reaourccs.  This involvement should
also extend to the implementation and coordination
of a project in order to maxim]ze  the social and
cultural benefits to Native people.

Native Tourism Resource Development Principles
- Once the priorities for development of cultural re-
sources have been establ{shcd by a Native community, and

.
!unda  are ~rovidcd  for these purpo=, the next Droblcm is
s demrrn-ine  how the development should p-. The.
~1.lowing cuggeated principles shodd prove USCN.

1. The r~idents  and Nativea  of an area should enjoy
their rcsoures  u much ● s the tourist. This enjoy-
ment, ● nd use by local ~ple,  shodd be en~uraged as

8 soon SS possible after project implementation. The
I rate of cultural  change affects the community as much

as the magnitude of the change.
‘2. The artiiti~d dca~ of tourism ~UUZCS  ahodd

be ● uthentic and in harmony with Id modes of arch-
i~. *, SUC.h  designs should s~ady mflcct
the originaI  themes and not be mificial  creations. If
● dditional structures are n~cd, such as mt rooms or
● gift chop, these shotdd be mmpatible with the origi-
M.1 S--.

S. btoration projects ahodd be carefully ~ed to
ensure, tit within practid lirnita  the ruulting  atruc-
turcs are authentic in cve~ detail.

4. Large-de  projects should not be tingruoua  or con-
- apicuous,  within ams where they are Iwd. M
~ople  shodd approve, welcome, and enjoy the
project.

S. ~ employment of ld people shotdd be cmpha-
s=. The  prob should rnaximti  the potential cco-
aomic  bcmefita  to the 10MI community.

~. ~g is n~ for the people who are involved
in tourism. This training should be provided in ●

timely and thorough manner.
7. Fake or chtip craft obj-  or souvenirs should not &

mid. If n~, special training or achooIa  may be
~uircd in order to provide the ticiana  or crafts-
men ndcd to produce quality products.

8. kUVti shops shotid  be of high quaiity and staffed
by wmpetent  clerks. Packing and shipment -c.
tions for purchasers must&included in staff training.

9. Broadly cpcaking, any proposal development must
Men* the optimum urrying ~pacity  of & projcu.
~iadeurm,in cd by the level of maximum enpy.
mutt of the visitors or users. ~e nurnk  of viaimra
should not ~ a fixed optimum numbcrat  any onc
tisnc.

~. U any intcrprcution  of the rue- ia -cd, then
qualified interpreters, having the ne~a~  know-

We, background, and ● bility ia sn absolute rcqti.
-t. Some f~ity in the approptite  languagca  ia
-aaa~ for inw~retora.  If signs or cxpknations are
needed, then they shodd be in at least two languages.

@. Written info-tion explaining the attraction shodd

I
be svailable  to visitors at modtit prim. Such info~-
tioti ahould be printed in as many bgca aa is

I

practid.
. Methods of financing tourism development an ti
-y of a variety of forms. These might include public
ownership, joint ventures, government incentives,
*pr even,~an~.  .  . . . .

From: Tourism & Recreation Workshop-Native Tourism I)evelopment, Vancouver ~%4
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O~RSEAS CULTURAL SUB-GROUPS ANNEX H

WEST CERXABX

~rkct: 320,000
24: Of U.K. ts
l o n g - h a u l  travel  -

- good hotala
- slghtseeins  ● =euralo-

Phil Oao Phy
Aft Imed  pchge
traveller

Mneflc
Socl● l ufety

?rotilee
feule

- Old (55 or over)
-  ~;~dleepratedl

I,P1 lcat100s
Mready mre frequent the ❑
● vtrege travellere  to
~nada.  With the
pro90tion  of UIeting
culturel ettrectiow  @
the develo~nt  of
● uiteble pebce toure
thie uould  ● eem to b a
● e~eot of ● ignificiat–
f u t u r e  potantlal  f o r
Cenada  ● nd the mlnlad
U.S. (eesment  ● imilar t o
tbe Dig city eesMnc).

i ,,

I

m~
Urket: 240,000
10X Of U.K. ”e
long-haul trevel

(Canade’e  ● hsre (16x)1
-  mture
- leee concarned  ● b o u t

the level of c~fort
provided thao they ● r
● bout their budget

Philoeophy
. Mthueiaetic

iadepeodeot traveller

Benefit
Mveot uro

t~P 11 cetlonm
ngi’Ily BOtlV8ted
Lravellere ubo want to
~- lt ● 11. LWr~ge
level of travel co U.S.
IOd Cuuda My b
Lncrmeed  by prztl~
:he wre unue~l
Ieetioetloo  they ● ppesr
o ● eek ● uch ● s lefld./
abrader, Tukoo/Uo&fie
.od myon.

.

~rket: 500,000
12% of W. Cermanywe
long-haul travel
[Canada*s share (4%)]

historic sitee
museums 6 galleries
different cultures

-  aiiahteeeing  in emaller
tows 4 v i l l a g e .

- outstanding acene~
- wide open apacea

- Enthusiastic

independent
traveller

-  Statu8  -

11
%
More likely than
● verage to be:
- female
- young (18 to 34)
-  single

Impllcat Ions

Level of vleite to Canad
and U.S. may be increase
by promoting the more
unusual destinations

—
Source: Tourism Canada Study-tierseas Travel Markets to North America
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long-haul-travel
~Canada~s share (7%)]

Istorlcal sites
suseums
art galleries
old clttea
culture
comfort
manageable sized plac
800d hotels

~Osophy

- Afflmed pacbge

- female
- over (55 or older)
-  =arried

lmplications

Already ~re frequent
than average travelers
to Canada and U.S.,

.becauee of their age it
tight be difficult to
increase travel to North
America. With the
● xisting cultural
attractions, however, ati
the development of
suitable package tours
this would be a negment
of continued algnif lcancefor Canada and the U.S.
88inl@nd.

-2-

,

JA?

.

*

~—

13% Of”Japan:_
long-haul-travel
[Canada’s share (13%)]
Ressemble Culture ● nd
Comfort travelleru in
their cultural interests
but are less concerned
about the level of
comfort provided than
they ● re ● bout getting
cloeer to tildllfe and
nature.
~

- Enthusiastic
independent traveller

Benet 1 t

- king 6 eeeing
- Adventure getaway
Proflle8

- single
- l%vlng alone

ImplIcatlona

Highly -tlvated
travelers who want to
888 it all. Currently,
the product se~ent  ulth
the highest level of
travel to Canada and the
U.S. ulnland.

r
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~
*rket: 600,000
21X of Francets
long-haul travel
[Canada’s ahare (15%)]

-  hfstoric  sites
- wseums
- gallerieo
- local crafts

- first class hotel
- clean safe surroundi~s

PhZloeophy
~rmed pactige

traveller

Benefit

- 8ocial safety
- Luxury
Profiles

- female
- older (45 and over)
- no children
- living in Central or
&et -

Imp 1Lcatlons ,.

!40re frequent than averag
travelers to Canada.
With the promot$ng  of
● xinting cultural
● ttractlngs and the
development of suitable
package tours, could be ●

segment of continued
significance.

.- - - -——- — -
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~
Mrket: 600,000
21% of Franceegs
long-haul travel
[Canada’s share (102)]

- wilderness
- wildl$fe
- tide open spaces

- different cultures
- unique cultural groups

such as the A4ssh
and Eaktio

11Osophy
Guarded 1ndependent
traveller  - “

- Affizmed  package
traveller-  -

%enerlt

- Adventure

Profllea

.- mle
- younger (18 to 34)
- single
- living ● lone in Paris/

Central
Impll cations

Average levels of travel
to U.S. ● nd Canada Uy be
increased by promoting th
● ost,unusual destinations
they appear to seek such
● s B.C., Alberta, M.W.T.,
Nfld .
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