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THE NATI VE TOURI SM PRODUCT

EXECUTI VE  SUMMARY

This position paper presents Tourism Canada’'s prelimnary assessnent of
the Native tourism product, and outlines the proposed devel opnent al
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), Departnent of Indian and

Nort hern Devel opnent (DIAND), ot her governnent departments, agencies
and regional offices, provincial/territorial governments and other
Native organizations.

Defining the Native product as an ethno-cultural based product which
emphasi zes the traditional aboriginal way of |life of Canada’'s |ndians,
Métis and Inuit, Tourism Canada has undertaken to assess the potential
of developing a high quality Native product which will contribute to
the international conpetitiveness of the Canadian tourism product mXx
as a whole. Drawing on the results of the study in the U S A Pleasure
Travel Market, of the recently conpleted 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 |ine, examned the economc, cultural,
environnmental, and social inpacts associated with tourism devel opment
and undertook a competitive analysis of the Native product.

While the in-depth anlaysis is not conpleted, 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-3-vis the Native product. The salient points are

hi ghl i ghted bel ow

1. The existing Native product is underdevel oped but, given the demand
for the product fromthe large foreign touring and urban narkets,
and the cul ture/adventure segnents, there is the potential to
enhance Canada’s international conpetitiveness. Developnent should
not only consider econonmic factors but also the cultural,
environnmental and social inpacts of cultural-based tourism
products.

2. \Wile interest exists by Natives and governments in devel oping the
product, barriers, such as lack of know edge of the tourism sector,
| ack of business and hospitality skills, poor access to financing
and poor communication links among Natives, Native groups, and the
tourismindustry, wll have to be addressed.

3. Native products nust be packaged and pronoted in different ways
dependi ng on the nmarket for whomthey are targetted. For exanple,
where the target is the touring market, Native products would be
pronoted as part of an overall mx of touring attractions which
woul d include non-Native products.
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4. Tourism Canada has a role to play in the devel opment of the Native
product by disseminating to client groups relevant information such
as comercial intelligence and research analysis; by facilitating
conmuni cation anong Natives, governments and the tourism industry
through advocacy and liaison; by undertaking rel evant research
projects; by collaborating with client groups in skill devel opnent,
and by examining ways to pronpte the Native conmponent of the
Canadi an tourism product.

5. Tourism Canada wishes to enter into bilateral discussions with each
province and territory concerning the projects subnitted since the
last Mnisters’ neeting. The objective will be to select the nost

promi sing 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 inpetus
behi nd such devel opment must be the Native people. Total involvenent
by Natives in the planning and operation of any cultural product is
essential if success is to be achieved

eeed



| NTRODUCTI ON

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 conpleted
in-depth product analysis. Wth this in nind, it is inportant to note
the follow ng:

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

2. DRIE, as a whole, is reexam ning its various programs and the
process - currently in progress - may well have program
implications for Tourism Canada.

3. Some conclusions and comments will - by necessity - be subjective
in nature and certain assumptions had to be nmade in stating Tourism
Canada’s position and future course of action vis-3-vis the Native
product. '

.



BACKGROUND -

At the last Federal-Provincial/Territorial Meeting of Tourism Mnisters
hel d at Quebec Gty in June 1987, Mnister Valcourt stated:

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

Canada’ s conpetitive 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 conpetitive opportunity for Canada. There are indications
that there may be a significant demand anmobng foreign visitors to
experience nmore 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 inportant decision criterion in choosing a specific
destinati on. According to Janes R MacGregor, Tourism Planner for
MacLarean Plansearch, “tourists are very often interested in the
lifestyles of indigenous people. Social and cultural events are often
anongst the nost 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 overl ooked in Canada and in nany areas of the United States”.

Wil e the tourism product based on Native culture is underdevel oped in
this country, there is a growi ng awareness anong Natives and
governments of an increasing interest by the non-Native population in
Native cultural activities. In addition, there now seens to be
interest among Natives in beconing nore involved in cultural tourism

Wth this in-mind, Tourism Canada has undertaken to explore native
tourism wth the objective of assessing the potential of Native
culture to attract tourists as an added dinmension to Canada’s product
line, and of deternmining the best role for Tourism Canada in order to
achieve appropriate product devel opment to nmeet both tourists’ and
Native people’s expectations. The mandate of Tourism Canada is to
devel op and pronote the international conpetitiveness of the Canadian
tourismproduct. Therefore, this initiative is ainmed at the
identification and devel opment of a high calibre Native product.

Gven that the cultural dinension, such as history, nusic, 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 Iife of the Native peoples of Canada and which attracts or has the

potential to attract tourists, either on its own Or as one component Of
a larger product mx.’

eedd




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 Environnent Canada-Parks, has
just recently let a contract of 129 thousand dollars for the
preparation of a tourism devel opnent plan for the Queen Charlotte
Islands. The plan, premsed on the establishnent of a National Park
and National Marine Park in South Mresby, includes anmong its
objectives, a recognition of the history and culture of the Haida as a
preem nent 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 tourismplan. A final
report is to be submitted Within the next six nonths.

At the last Tourism Mnisters’ Meeting, it was agreed that each
province and territory, in collaboration with representatives of Native
people, would identify possible Native tourism projects intended to
enphasi ze cultural uniqueness. The selected projects, with pertinent
recommendati ons 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).

Compl ementary 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 devel opmental consideration and to
i ndi cate how government and Natives can nost effectively bring tourism
and traditional Native cultures together.

Earlier in 1986, Tourism Canada, through a contract with the Native
Counci| 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. Sinultaneously, 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.

)
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PRODUCT _ANALYSI S

Overal |l Assessnent

The results to date of the anal ysis being conducted by Tourism Canada
officials and the above initiatives pernmits a prelimnary assessnent
sumarized as foll ows:

D

The tourism products and services offered by Natives include the
fol | owi ng:

outfitting and guide services for hunting and fishing and
canoei ng

other leisure and recreational activities; for exanple, ski
hills, marinas, golf courses

arts and crafts

festival s and pow-wows

nus euns

historic and archeol ogical sites

recreated Native villages and settlenents

acconmmodation, restaurants and transportation

specialty products; for exanple, 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 fragnented and largely

under devel oped, and on the whol e, high-calibre Native culture
products are virtually non-existant.

Many Native tourismrelated businesses are undifferentiated from
non-Native businesses; with many enphasizing outdoor recreation.

For example, restaurants, campgrounds,huntingand fi shing camps,
ski hills.

There exists a general |ack of know edge of the tourism sector in
general and of the means to attract tourists. There are

bands/ communi ties who have considered undertaking a tourist project
with neither an understanding of the necessary requirenents to
achieve success nor of the potential environnental, social and
cultural inpacts. Oten there are unrealistic expectations of the
potential benefits to be derived from tourism

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

The lack of communication anmong Native groups as to Native tourism
proposals for their regions can lead to duplication of effort or
non-conpl ementary devel opment.  For exanmple, the planning of three
Indian villages by three separate bands in the same region of one
provi nce.
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7) There is a lack of capital or difficulty in accessing financing.
This is particularly true for those interested in creating a
busi ness 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 |oans from
financial institutions.) Native enterprises do, however, have
recourse to a number of governnent funded assistance programs (See
Annex ‘D for nore comment).

8) The isolation/remoteness of a large nunber of communities also
constitutes a barrier to tourism devel opment by making access to
capital markets difficult, by lacking transportation links suitable
to tourismneeds, by having poor access to training facilities, and
by lacking other tourism infrastructure.

9) There is a widespread interest among the Native population in
beconming nore involved in tourism

10) There is potential for the devel opnent of a high-quality Native
tourism product.

As nentioned, the Native product is largely underdevel oped and
presumably unable to neet the potential demand believed to exist for
such a product. Nonetheless, there are sone notable exceptions. For
exanmpl e, the K'san Project in Hazelton, B.C. was founded in the late
1960's, and is today a nillion dollar business.

In 1984, the Huron Village, outside of Quebec City, was responsible for
a mpjor festival - PowWw "84 - involving many Native nations and over
500 participants which focused on pronoting Native values and way of
life. Conpeting *'head-on” with the Festival of Tall Ships, the
week-1ong event drew 180, 000 people.

Anot her successful exanple 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 nunber of culture-adventure product offerings
particularly in the northern part of the country. For exanple, one can

spend a week in an Inuit sunmmer fishing canp, living and sharing their
way of life.

(See Annex ‘E for nore details on these products)

Marketing and Pronotion

Current nmarketing efforts are relatively uncoordinated. Gven that the
Native product is fragmented and undevel oped, 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 pronotional activities. For exanple, in Quebec, DI AND
has sponsored and is still sponsoring visiting journalists. The
pronotion of existing products tends to be undertaken in the absence of
an overall marketing strategy by governnent agencies who act

i ndependently of each other.

As a large percentage of the northern population, the Native cultures
of the north constitute a major conponent 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
smal |, but high margin culture-adventure market segment who are willing
to pay a premium to travel to a renmpte 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 nuch snaller percentage of the general

popul ation, there is much |ess enphasis on the Native culture. \What
products do exist are generally pronoted independent of each other

wi thout 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 nore inportant and
for whom the Native product would constitute but one conponent of their
travel experience. Products include reconstructed villages, nuseuns,
historic sites, powwows,etc.

Conmpetitive Analysis

The conpetitive analysis is as yet still in progress, however, the

foll owi ng observations have been nade. The USA is regarded as the only
direct conpetitors to the Canadian Native product for the overseas, as
well as the American and Canadian travel markets. For nost of the
North Anerican continent, with the exception of the nost northerly and
the nost 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
establ i shnent of national boundaries. For exanple, -
culturally-speaking - there is no difference between the Mhawks of
Southern Ontario and those of Upper New York State. The conpetitive
advantages for the Native Canadian product are intrinsically Iinked
with the conpetitive advantages of the Canadian tourism product as a
whole as revealed in the usa and overseas nmarket studies. Certainly, a
fact in Canada’s favour is that the Native product in the USA is also
under devel oped al though successful products can be found such as,
Tillicum Project and Cherokee Nation. (see Annex ‘F for nore

details). The opportunity exists for Canada to take the initiative in
the devel opnent and narketing of a high quality Native product Iine.

..



Economi ¢ Anal ysis

There is no information available which provides an indication of the
current economic inpact, i.e. enmployment and revenue of the existing
Native-cultural product. The DIAND data bank has very few
culturally-based businesses listed and alnost all of the responses to
the national survey conducted by the NCC of Mé&tis and non-status
Indians were related to service and wilderness type operations. It is
i npossi bl e, therefore, to assess the current economic contribution of
the Native cultural product. (Wth regard to arts and crafts, however,
we do know that there already exists a huge demand with sales figures
inthe tens of mllion of dollars.) 1In 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 exanples as K'san, PowWw ' 84 and Sainte-Marie
Anong the Hurons and the multi-nmillion dollar business of arts and
crafts, indicate that while non-quantifiable at this tine, there are
net econom ¢ benefits to be gained for Canada as a whole and for
Natives and Native comunities from the devel opment of our Native
cultural products. It must be recognized, however, that cultural
tourism alone will not resolve all the economc problens of Native
peopl e but nust be regarded as one possible devel opment option anong
many.

Environnental, Social and Cultural Inpact Analysis

Native tourism nmust be conpatible with traditional Iifestyles.
Concerns over conflict in the use of subsistence resources and

mai ntaining the quality of the environment, minimzing the inpact on
the present way of life and ensuring respect for and know edge of
Native culture must be addressed and acceptable linits established by
the comunity involved. M. James R MicGegor, in a workshop
presentation entitled “The Qpportunity for Native Tourism Devel opnment
in North Anerica”, outlined certain basic premses on which cultural
tourism devel opnent nust rest as well as suggested principles to be
followed in proceeding with a devel opment. (These are listed in Annex
“G.) The bottomline is that the inpetus for cultural tourism

devel opment of our Indian and Inuit heritage nmust originate with Native
people. Total involvenment by Natives in the planning and operation of

a project 18 a critical factor if there isto be success.
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POTENTIAL DEMAND

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
reveal ed that experiencing a different culture ranked as one of the

more inportant decision factors in selecting a destination or tourism
product i ne.

In an anal ysis by Tourism Canada of the attributes sought by the
Anerican and overseas markets in tourism destinations and product |ines
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 inplied through reference to a “local
festival s” and “historic sites”.

The U S. A Mrket

The U.S.A is Canada’s largest international market,! 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 segnment of the
U S. market who seek the 3 to 4 day urban experience. Gven the

exi stence of Native tourism products in the U S A, it is expected that
simlar products in Canada may not have the sane appeal to Anmerican
visitors as for the overseas visitors. Here, quality Native-cultural
products nust be positioned to integrate into existing product |ines
geared to attract the American touring and urban nmarkets and to take
advantage of the nore general non-Native interest in Native culture,

t hereby presenting an opportunity to increase our share of the
lucrative Anmerican 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 Confort” (Germany did not have this group)
within each country studied for whom cultural considerations were
singled out and weighted sonmewhat higher in inportance than the
national average. The total for these two sub-groups is al nost

3 million people. (For descriptions of each of these groups by
country, see Annex ‘H). It nust 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 nore nights were

made by Anmerican residents - or 14.3 mllion - who generated $4.5
billion in travel receipts.

«eell
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Again, the Native product nust 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

uni queness world-wide, there are opportunities for Native products to
attract, on their own nmerit, other overseas narkets segment such as the
out door adventure segnents. Here the product would be packaged and
pronoted as the opportunity to experience first-hand-traditional ways
of life in the outdoors and/or wilderness.

Canada, while still retaining its traditional inage 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
wel | -pronmoted Native product should increase Canadafs international

mar ket share (currently at about 4% through increased awareness of
distinctive Native cultures and by offering the neans to experience

t hem
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POTENTIAL SUPPLY

In assessing the potential for Native product devel opnent, 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

devel opnent.

Al'though constituting a little over 4% of the total population, Natives
inhabit all regions of Canada. The Native population is distributed as
foll ows:

Status Indians: There is an estimated 350,000 status |ndians nmade up
of 592 Bands of varying sizes. Approximately 60 % of themlive on
2,242 reserves and an additional 10% on Crownl and. These are generally
situated in rural or renmote |ocations.

Non- Status and Metis: The Native Council of Canada estimates that the
actual combined total of both groups is between 500,000 and 1 mllion.
Approxi mately 84% of the Metis and non-Status Indian population live in
the Prairie provinces. Metis and non-status Indians tend to be nore
urban with 60-70% living in urban centres. Note: Due to recent

| egi sl ative changes, an estimated 50,000 non-status I|ndians 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 al nost
anywhere in the country whenever demand presents itself. ..from urban
centres to wilderness locations, fromthe 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 devel opment of tourism
products based on their cultural activities and way of life.
Additionally, both federal and provincial/territorial | evels 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., hav,
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
opi nions and suggestions.) This interest, coupled with the suggested
projects derived from the subm ssions 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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s

Wil e Native tourism devel opnent potential exists, there are, however,
barriers to devel opment whi ch nust be addressed. As nentioned earlier,
poor conmuni cations anong Native devel opers 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 inpede devel opnent. These
probl ens are not unique to Native projects, but they still constitute a
significant barrier and solutions have to be sought if quality Native
touri sm devel opnent is to occur

Anot her barrier to devel opment for which there may be no solution is
the possible incongruity between an opportunity and the desired |evel
of cultural intrusion of non-Natives. Wile the growth in the pride of
their traditional ways has culturally strengthened them there nmay
still be concern anong Natives - particularly in smaller or nore
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 comercial stand point, may not be realized
owing to concerns over cultural Integrity. This nmust be respected

14
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RECOMMENDATIONS

Based on the assessnent to date of the devel opment potential of a
Native cultural tourism product - the demand, supply, barriers to

devel opment, opportunities, etc. - recomendations can be made
concerning product positioning and Tourism Canada’s role in the
devel opment of the Native product. It is inportant first to reiterate

Tourism Canada’s mandate of developing and pronoting the international
conmpetitiveness of the Canadian tourism product as a whole, thereby
contributing net econonic benefits to Canada. The Native product, is
therefore, viewed from the perspective of its potential to inprove the
current product nmix in order to increase Canada s marketshare of
international tourism

Product Positioning

As the Native product remains largely underdevel oped 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, enphasis should be given, at this stage, to the devel opment of
the Native product in these ares. This does not necessarily preclude
support to the devel opment of high quality specialty products which
woul d be located outside of these areas and woul d appeal to

| ower-volume, high margin market segnents.

It is inportant, because of the differences between the touring, urban
and specialty markets, that the products for each be positioned and
pronoted differently. For exanple, while Native products offer a

di stinctive element to the Canadian tourismmx, those products ainmed
at the touring and urban markets nust be integrated with non-Native
products to take advantage of the critical nmass effect offered by
aligning with other complementary products and services. Geater
communi cation and cooperation anong area venders and packagers is
needed. For’' specialty products having sufficient appeal on their own
to attract tourists, such as the adventure/outdoor cultural narkets,
targetted pronmotion to reach these narrowy defined markets is

par amount .

The Role of Tourism Canada

Tourism Canada, with its global perspective and resources, is in a
position to play an inportant role in the achievement of a
wel | -devel oped, high quality Native tourism product. It is Tourism
Canada’s intention to become an active participant in the devel opnent
of the Native product through the areas of information and expertise,
advocacy and |iaison, marketing, skills devel opnment, and, if deened
necessary and within policy constraints, through programing and
specific project devel opnent.

.15
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Informati on and Expertise

Tourism Canada will serve as a focus of information and expertise
t hrough research, analysis and comercial intelligence to assist

all concerned in the planning of appropriate product devel opnent.
Tourism Canada will continue its present product analysis by

conpl eting:

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

- the narket analysis;

- the identification of marketing needs;

- the identification of existing and potential whol esalers;

- the identification of skill devel opnent/training needs and
existing training tools;

- the exam nation of known conpetitors.

Li ai son and Advocacy

Tourism Canada will work toward the inprovement of the lines of
communi cation anong other federal departments, other |evels of
government, the industry and Natives to facilitate a coordinated
approach to planning devel opnent and narketing.

Trai ning and Devel oprment

Tourism Canada will work with other federal departnents and
agencies to devel op appropriate mechanisms to help resolve gaps in
the areas of know edge of the tourismindustry, service skills in
dealing with tourists, and tourism managenent skills.

Marketing

Tourism Canada, in collaboration with its partners in both the

private and public sector, wll assist in the marketing and
pronotion of existing high quality Native products.

Tourism Canada will, as the Native product devel ops, exam ne ways
to include increased enphasis on the Native product in its
international advertising campaigns.

Pr ogr anmi ng

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

a) mintain the status quo

b) accord Native cultural tourism projects, special status within
exi sting tourism devel opnent prograns and reallocate nonies to
fund Native projects

c) establish a Native tourism devel opnent program with funding
incremental to existing prograns

.. 16
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At this point in tinme, it is inpossible to take any specific
programs action. The DRIE program review currently in progress,
and the pending results of the NEDP's nati onw de consultation
concerning its program are expected to have inplications for
existing tourism programs. This, coupled with the fact that the
product assessment by Tourism Canada is not yet conplete, nakes
changes to existing prograns or the creation of new ones
unrealistic.

Existing programs such as those related to the Wstern
Diversification Ofice and Tourism Devel opment Sub-Agreenents are
avail abl e sources of finding.

Tourism Canada will, on the basis of the results of these reviews
and on the outcone of this Tourism Mnisters'Meeting, re—examine
programming options related to the Native product.

Specific Project Devel opnent

a) Projects ldentified by the NCC:
Until all the information as per the contract has been
received, Tourism Canada is not in a position to determne 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 ldentified by the Provinces/Territories:
Tourism Canada will, with the cooperation of each province and
territory, identify the nost likely projectsl for further
consideration and begin bilateral discussions to devel op
appropriate courses of action.

Al provinces and territories have nmade submi ssions. Over 50
projects were subnitted in varying degrees of devel opnent and
description. As details were not provided by many
provinces/territories, further discussion between Tourism Canada
and the respective proponents are necessary.

T
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CONCLUSIONS

Wiile the in-depth analysis of the Native tourism product remains to be
conpl eted by Tourism Canada officials, the assessnent process to date,
with the collaboration of other federal and provincial/territorial
governnents and Native associations, has been extensive. The renaining
information is expected to provide nore quantified data, to identify
specific products for devel opment, and to enable the devel opnent of
precise action plans. It is also expected to support Tourism Canada’s
position vis-d-vis the Native product as expressed in the foll ow ng
concl usi ons:

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

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

3. Federal, provincial and territorial governnents have expressed an
interest in the devel opnent of a quality Native product.

4. Wile Canada does have a few quality Native cultural products

already in existance, on the whole, the Native-Canadian product is
under devel oped.

5. Qur closest conpetitor, the mainland U S. A, has not fully
devel oped its Native cultural product.

6. There exists an opportunity to develop the Native cultural tourism
product which woul d enhance Canada's international conpetitive
position as well as the economc position of Canada’s Native
peopl es.

7. Product/market matching is necessary. ‘l|’'he packaging and pronotion
of Native products nust 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 anong Native groups is needed
to ensure an appropriate nmx of Native products and to avoid
duplication of projects and marketing.

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

10. Better communciation is needed between Native groups and
federal /provincial tourism and econonic devel opment agencies to
ensure Native representation in nmarketing and devel oprment
pl anni ng.

.. 18
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Hospitality, business managenment and special skills training are
needed to inprove success rates in planning, financing, devel oping,
operating and nmarketing Native tourism projects.

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

The ability of existing products to absorb nore visitors mnust be
assessed as well as the devel opnent and nmarketing requirements
needed for existing plant to realize their potential.

New and potential high quality products nmust be identified,
assessed and, where necessary, supported to ensure Canada's ability
to meet demand within the limts 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 assessnment be made of the environnental, social and cultural
i mpact to the comunity involved.

Band and community nenbers nust be involved at all stages of the
devel opnent and operation of a cultural product if success is to be
achi eved.

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






ANNEX 'A’

PROVINCIAL/TERRITORIAL NATI VE PRQJECT SUBMISSIONS

To date, Tourism Canada has received 58 subnmissions in the follow ng
stages of devel opnent:

Status of Project No.
- Conceptual stage 29
- Planning 2
- Feasibility study underway 8
- Submitted for funding
under existing prograns 14
- Initial phase of project
is underway _ 5
Tot al 58

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

O those submtted, 26 fell into the category of a cultural-based
tourism product focussing on the history and traditional way of life
for exanple, Micmac Focal Point (N.S.), Native Heritage Village (Man.)
and Indian Interpretation Site (Sask.). Although the potential for
cultural enphasis may exist in some of the hunting/fishing and

out door -expedition projects, the remaining projects were

undi fferentiated from non-Native tourism products, for example,
restaurants, marina, and tourist acconmodation.



ANNEX 'A-1'

PROVINCIAL/TERRITORTAL SUBMISSIONS

# of Projects Current
Respondent Subnitted St at us Description
Nfld. 1 | -Feasibility study Resort at Bottom Brook
uncle rway

P.E.I. 1 | - Conceptual stage Miseum to interpret
Micmac | egends on Lennox
I sl and

N.S. 1 | - Conceptual stage Micmac Focal Point (See
Annex B-1, project #l)

N.B. 5 3- Conceptual stage Dev. opportunities in

relation with 3 archeo-
| ogical sites

| -Feasibility study Heritage Indian Village
- Big Cove Reserve

| - Touri sm dev. plan for the Tobique Reserve
conpl et ed
Quebec 5 2- Proposal under - Native Tourism Dev.
anal ysi s Bur eau

- Tourism dev. plan for
the Janmes Bay Crees

| -Feasibility study | nprovenment to an
under way existing tourist service
centre near the Rupert
Ri ver

Rocher Fendu
| - Phase | underway - Phase

Whitewater rafting

- Phase 11
Accommodat i on

- Phase 111
Interpretati on centres
(See Annex B-1,

proj ect #3)
| - Proposal for - Micmac Historic Village
Phase I under at Restigouche

anal ysi s




s

# of Projects

Respondent Subnmitted
Ohtario

Mani t oba 16
Saskat chewan 3

_2_
Current
St at us

| - Concept ua

| -Feasibility
conpl et ed

5- Conceptual stage

2- Proposal being
devel oped

4- Application for
feasibility study

2- Proposal under
anal ysi s

2-Project underway

| - Appl i cation under
anal ysis at w.D.O.

| -Feasibility study
under way

| - Conceptual stage

Description

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

Naturalist resort

Native heritage village
Qutfitting canp

Canmpgr ound

Floatplane base-station
and restaurant

Mari na

Mini-lodge/outcamp
(25 beds)
28-bed | odge

Lodge (NEDP)

Lodge (NDA)

Canoe expeditions (NDA)
Service facility
(speci al ARDA)

Acquisition of a |odge
Four season resort

Fi shing/ hunting | odge
(wor | d-cl ass)
Fi shing/ hunting | odge

Wanushewin | ndian
interpretation site

Batoche (focus of Métis
heritage)

Indian Village in the
Battl efords area

«ed



# of Projects Current
Respondent Submi tted St at us Description

Al berta 7 6- Conceptual stage Native Interpretative
Centres. Bands/tribes
that have expressed an
i nterest include:

Blackfoot Tri be,
Cluny/Gleichen

Bl ood Tribe, Standoff
Hobbema Band,
Wetaskiwin area
Peigan Band, Brocket
Wodl and Cree,

Sl ave Lake

Wood Buffalo Native
Tourist Centre
- Fort Chipewyan

| - Ongoi ng Better organization &
pronotion of pow wows

B.C 5 3- Conceptual stage Native cultural centre/
village
Native cultural tours
Remloops cul tural
centre
| - Proj ect underway Native heritage centre

| -Application for Newcastl e |sland dev.
feasibility study

Yukon 3 | - Planni ng conpl et ed Kluane wil derness
resort

| - Pl anni ng underway Walton trail dev.

| -Feasibility study I ndian tour Co.
und e rway

N.W.T. 11 2- Conceptual stage Lodge/ Touri st
accommodat i on

2-Feasibility study Lodge/ Touri st
acconmodat i on

5- Conceptual stage Visitor/Informal
service centres

u.o4
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# of Projects Current
Respondent Subnmitted St at us Description
N.W.T. (Cent’'d.) 1-Prefeasibility - Visitor/Informal
st udy service centres
| - Conceptual stage - Marine/ Tour boat

proj ects

The N.W.T. has identified the need for Inbound Operators/Package
Tour Devel opnent for the Western Arctic and Baffin Island. No
specific projects were submtted.

NOTE :






ANNEX 'B'

NATI VE COUNCIL or CANADA (NCC) PROJECTS

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

1. ldentify and select the projects (conpleted) and
2. Determine through nore detailed analysis the
devel opnental needs of the project.
(Report expected March 31, 1988)

Attached as Annex 'B-1' are descriptions of the four projects
identified. It is inportant to note that all will act as sources of

the production, denpnstration and sale of Native foods, clothing,
carving, etc.

As can be seen, the projects are at varying stages of devel opment 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'

PRQIECT # 1
Project: Micmac Focal Poi nt
Locati on: Nova Scotia
Pr oponent : Native Council of Nova Scotia
Description: The focal point is proposed as a first class tourism

St at us:

attraction where donestic and foreign visitors could
experience first hand the traditional lifestyle of
the Micmac people.

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

Phase Il - Construction of a Miemac theatre conplex adjacent to
the village and a central adninistration building.

Conceptual stage. The provincial Departnent of
Tourism and Culture has agreed to participate in
formng a joint commiftee, in concert with the NCC
and the Native Council of N S., to address Native

tourism devel opnent. This project will be of prime
interest.




Project:

Locati on:

Proponent :

Descri ption:
(Village)

(Canpgr ound)

St at us:

ANNEX * B-1

PROJECT # 2

Wabanaki Native Village & Canpground

New Brunswi ck (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
t hree basic historical thenes:

- the culture and lifestyle of the Micmaec and
Malecite people prior to European col onization;

- the colonial period and Loyalist and Acadi an
i nfl uences upon the aboriginal people and the
devel opnent of the province;

- a reflection of these influences from the col onial
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 confortable and enjoyable visit, but would be
native in appearance, feeling and experience.
Gathering wild rice, setting trap lines, fishing,
canoeing, hiking, etc. would be denonstrated.

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

Conceptual stage. A committee is being formed anpbng
the NCC, the N.B. Aboriginal Peoples’ Council and

the Department of Tourism Recreation and Heritage
to further the plans of the project.



Project:

Locati on:

Proponent :
Descri ption:

Phase | -

Phase Il -

Phase 111 -

St at us:

ANNEX ‘ B-T’

PRQJECT # 3

Rocher Fendu (Pontiac)

G and Calumet | sl ands, Quebec - less than an hour’s
drive from Otawa-Hul |

Al l'i ance autochtone du Québec (AAQ)
A multi-phase project on the Otawa River.

Devel opnent of a facility which would enabl e
visitors, once they have conpleted 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 denpnstrations.

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

The Economi ¢ Devel opnent Corporation of AAQ has
obtai ned | eases for the nmjor portion of the
islands. The corporation has purchased control of
an existing successful whitewater raft conpany to

begin operating this season and has begun

devel opnent of Phase Il and III.

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



Proj ect:

Locati on:

Prooonent:

Descri ption:

Proposed expansi on:

Status:

ANNEX 'B-1'

PROJECT # 4

Acquisition of a tourismfacility - Bowron Lakes

British Colunbia (near Bakerville)
United Native Nations (UNN)

The existing seasonal facility consists of a ranch
and | akeshore resort with activities such as:
canoeing, hiking, water skiing, fishing, and

hunt i ng.

Construction of a Native cultural centre, Native

restaurant, long houses, sweat |odges, pot |atch
house, museum carving house, etc.

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







ANNEX “ C

PRODUCT

Cenerally speaking, the Native tourism product currently in place 1is
[imted in quantity and has devel oped at random w thout consultation
anong the nmain parties invol ved.

It may nonethe less be said that both Native people and governnents
are presently becom ng considerably nore aware of the devel opnent
potential of this tourism product, and that significant activity in
this sector nay be expected over the next few years.

Mai nly, the tourism products or services currently offered by Native
peopl e take the follow ng forns:

Qut doors and services

Hunting and fishing
ol f courses

Canoe expeditions
Dog sl eds

Canpgr ounds

Qut door bar becues
Mar i nas

Hot el s/ not el s/ cot t ages
Rest aur ant s

Air transportation
etc.

Cul tural
Arts/crafts

G her: - Festivals, powwows
- Visits/stays in Native communities with participation in
traditional activities
- Miseuns, historic/archaeological sites
- Replicas of historical villages, etc.

General ly speaking, the tourism products in which Native people are

nost involved practically everywhere in Canada are hunting/fishing, and
arts/crafts.

Hunting and fishing

There are Native owners of outfitters’ establishnments in every
Canadi an province and territory except Prince Edward Island and Nova
Scoti a. But conpared with the total nunber of outfitters In Canada,
their presence in this sector remains mninal. The main reason for
this situation appears to be the fact that several of them have
experienced failures due to their lack of managenent training and, in
sone cases, the poor quality of the services offered to tourists. In
general, they are not organized into associations and work on an

i ndi vidual basis, with occasionally a little support from DIAND or the
Provi nce. ”
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In fact, Manitoba 1s the only province with a Native hunting and

fishing association. This has been operating quite well for a nunber
of years, and the average occupancy rate of its nenber outfitters 1is
currently between 40 and 50% The association handles nmarketing and
touri st transportation, and has a reservation system and is confident

of inmproving this occupancy rate in the years to cone. It should,
however, be nentioned that after 1its foundation im 1977 it had serious”
pr obl ens. At that time, DIAND had nmde substantial contributions to
the purchase or construction of outfitters, several of which went
bankrupt within a few years. Its menbership dropped then from 13 to 4.

Wth the advent of a new president in 1982, a shadow managenent system
for outfitting businesses was set up, and since then the association
has had a new | ease on 1life. This situation shows that | nproved
managenment can contribute significantly to the survival of small Native
busi nesses.

It must, however, be pointed out here that the hunting/fishing product
nmenti oned above is not really any different from the sane
hunting/fishing product as offered by non-Natives. In fact, bearing in
mnd 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 enphasis is on
Native culture and traditions. The hunting/fishing product as

descri bed above should be treated by Tourism Canada on the sanme basis
as the same product offered by non-Natives.

Arts/crafts

O all Canadian arts/crafts products, Native products are the nost in
demand. In 1980, an estimated 14,000 Native artists nade sales worth
$36 mllion. This industry may be divided into three nmain sectors,
crafts, art and souvenirs:

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

 The “souvenirs’” sector consists of mass- produced itens and, to a
| esser extent, hand-nade goods. Nati ve people’s involvenent in
this sector is generally very limted, nost items being produced by
non- Native manufacturers wusing Indian designs and notifs.

® The "art" sector is experiencing considerable growh, 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.



Inuit Art

O all Native people, the Inuit of the N.W.T. and Quebec are the beat
organized in terms of production and sales. Both regions have a
co-operative to which the Inuit sell approximately 95% of their

out put . Certain standards have been established to ensure the quality
and authenticity of the product purchased. These two co-operatives
have setup a marketing corporation, Canadian Arctic Producers, which *“
handl es the distribution of products to warehouses in Mntreal, Toronto
and W nni peg. Fromthere, products are sold to the owners of crafts
bouti ques and other stores across Canada, and on a smaller scale tO
Ameri can and European buyers.

The other 5% of output comesfrom Baffin Island and is sold by a
different co-operative, alnost 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 Association, whose
directors are the chairnmen of the provincial societies. Despite this
structure and the fact that the national association receives an
annual budget from DIAND, the operation of this industry |eaves
sonmething to be desired, largely for the follow ng reasons:

Pr obl em

(o]

I nconsi stent out put.

© Refusal of several artists to join provincial arts and crafts

associ ations.
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 nunber of non-authentic Native arts and crafts were found
at the Canadi an booth at EXPO 86, Upper Canada Village and the
Canadi an Pavilion at Epcot Center (U S A).
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The followng article on the recent exhibition
Spirit
crafts.

Singe” 18 a good indication of the interest

held 1a Calgary “The
in Native arts and

The Spirit Singsin Calgary
Despite protests, organizers bring Indian art back home

t's easily the most popular and most e c-

claimed attraction of the Olympic Arts  Glenbow Museum director Duncan Cameron

Festival. *The Spint Sings: Artistic Tradie nﬁ “The Spirit Sings” has cealy weathered
tons Of Canadss First PeOpl €S,” the fesivals the som. W' ve-produced an edbit tha
flagship production, is a powerful collection will heighten awareness of the richness of
of 665 native Indian and Inuit masks, rattles, Canadian native cultures,” he says. After only
clothing and other artefacts, brought wgether
for the first time from museums around the 45,000 tickets.
world. Yet the display, open from January 13~ The idea for the display came in 1981,
toMay 1 at Cagary’s Glenbow Museum, is  when }ulia Harrison, the Glenbow’s ethnology
also the focal point of the festival’'s most bit-
ter controversy. Since the exhibit’' sconcep-  been shocked to see so many Canadian indi-
tion seven years ago, Albena's Lubicon Lake
Indian 8and has battled to disrupt itand pub Mr. Cameron at the time! “When we' revery,
licize instead its own, stalled land claim to a _

very rich, we'll do something about | L* Hi s
wish was realized in 1983 when the organiz.
ing began for the Olympic festival. With do-
nations of S1. 1 million from Shell Canada,
%00,000 from the ans festivd and  $300, 000
from the federal government, the bulk of the
exhibit’ s$2.6-million towl cost was quickly

tributions joined the Lubicon boycott And secured.

The enormous task of selecting artefacts
was _given to Miss Harrison and a committee
of SiXx chosen for ther inlndianand
Inuit culture. They catalogued and pho-
tographed more than s.000 pieces, from

two weeks the Glenbow had sold more than which the final 665 were chosen. The pieces,

some many centuries old, are on loan from
such museums as the institute of Ethnology
in Leningrad, the Brigsh Museum and the

curator, returned from a European visit. She’ d Smithsonian Institute. Two-thirds of the items

hadn’t been seen in Canada since they disap-

an antefacts in foreign museums. Answered peared with their pioneer owners, who took

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

400,000 acre slice of northern Alberua.

long before the display’ s opening the band
had asked contributing museums to withhold
artefacts. On opening day the Lubicons and
their supporters staged a noisy demonstration
to protest the exhibit's main corporate spon-
sor, Shell Canada Ltd., one of many compa-
sties exploring on the northern lands under
di spute. The museum later faced a coun bat-
de bunched 10 prevent the display of a sacred
Mohawk mask, which the Mohawks claimed
should not be viewed by non-Indian eyes.

In the end, however, only 12 of 110 muse-

tire 28,000-square-foot
second floor was
rebuilt to accommo-
date the display. The
Lubicon contoversy
did little to chill the
exhibit’'s warm, critical
response.  Indeed,
nuses M. Cameron, if
there’d been no pro-
tests, “you'd wonder if
. you'd done a good
i job~

ums and private collectors contacted for con-

Rartle from the B.C. coast: The exhibit weathered the storm.

-Richard Woleshen

Qt her products

In add ition to hunting /fishing and art g/crafts, other

nmenti oned above are offered by Native people,
small quantities.

41 WESTERN REPORT, FEBRUARY 15, 1982

products

sporadically and in




Dog sled excursions: This product is offered by the Inuit to the nore
adventurous tourists. It involves excursions |asting several days,
with overnighting in igloos, visits to Inuit conmunities along the
route, Inult cooking, etc.

Canoe expeditions: This product is offered by Native people 1in
different provinces. In Quebec, for instance, expeditions nmay last up
to a week, with accomodation in |log cabins. Quides cook Indian

di shes for participants, and interpret their culture.

Stays/visits with Native peopl e: In Northern Quebec, for instance, a
nunmber of Indian famlies have decided to return to life in the woods,
and to imtate their ancestors in hunting, living and trapping for °
survi val

A nunber of these famlies 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, naking snowshoes, etc.

In Manitoba, some comrunities receive tourists on one-day visits.
They are given traditional singing and danci ng shows, |ndian food,
arts and crafts, etc.

Festi val s/ powwows

There is Native participation in several major festivals, including

the Wnnipeg Folklorama, Calgary Stanpede and Saskatoon Flin Flon, as
wel | as several smaller ones.

Powwows are particularly significant for Native people and, although
not generally intended as shows for non-Natives, they elicit sone
Interest fromthe 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 powww {a which several Canadian and
Anerican Native nations take part. Activities include dance and
singing conpetitions, an arts and crafts exhibit, and Native cooking.
The Quebec Huron.Village Powwow organi zed for Quebec 1984 is an
excel l ent exanple of the success such events can enjoy with tourists.
On that occasion, several Indian nations pooled their efforts and

of fered tourists dance and singing shows in traditional dress, hunting,
fishing and trapping denonstrations, a clothing exhibit, etc. This
powww was greeted with a great deal of interest and was attended by an
estimated 180,000 visitors.

H storic sites/nmuseuns

Canada has several historic sites or museuns which provide protection

for buildings, objects and mscellaneous itens through which visitors

can discover Native lifestyles and the role played by Native people in
the history of Canada.
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Archaeol ogi cal excavations are currently in progress at various sites,
and several projects for developing new sites and nuseuns telling the
story of Native history and culture are planned.

Reserves and replicas of Indian villages

Canada has several reserves which tourists may visit. They include
smal | nmuseuns, crafts boutiques, Native culture interpretation
centres, and so on. Exanpl es are the Quebec Huron Village, and the
Six Nations Reserve in Ontario.

There are also a few historical replicas of Indian villages or
m ssionary posts, such as Ksan, B.C., or St. Marie Anpbng 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 comunal houses, one house where working craftsnen
carve wood, work with |eather and stone and make clothing, the site
where the remains of the Geat Chiefs are kept, and an exhibit of
articles and tools used by the Indians before the arrival of the Wiite
Man, a sal non barbecue, and so on

St. Marie Anong the Buromns is a reconstruction of the Jesuit mnission
of St. Marie. Visitors learn the story of, on the one hand, the
Europeans In their struggle to survive nature’s hardshi ps and, on the
other hand, the Indians grappling With the sudden invasion of a
foreign culture. Visitors can also take canoe trips, attend a play
telling the story of the mssion or, in the evening, walk around the
site by candlelight, etc.







ANNEX ‘D

GOVERKMENT PROGRAMS

L

There are about 20 federal departments or agencies which offer economc
devel opnment programs targetted directly or indirectly to Native
peoples. The three principle departnments are DIAND, CEIC, and

DRIEL, each with differing mandates. DIAND programs are ai med at
status Indians and Inuit while CEIC and DRI E of fer assistance to all
Natives including Métis and non-statuts.

Coordination, particularly anmong DIAND, CEI C and DRIE, i s needed as
there is duplication and overlapping of programs. To this end,

I nter-departmental Working Goup on Native Econom c Devel opnent was’
established in June 1986 with nenbers from each of the involved
departnents or agencies. The group has to date conpiled an inventory
of federal programs and made an initial identification of duplication,
gaps and areas with potential for inproved federal coordination. It is
expected that any recommendations concerning new Native economc
initiatives and their delivery will be closely coordinated between the
two departnents and CEIC. Further, in order to ensure that Native
busi ness clients are being well-served, intelligence gathering, policy
devel opment and advocacy will becorme increasingly inportant.

Also, in July 1987, Mnister Valecourt announced the |aunching of a
nati onal consultation process dealing with the future of DRIE's Native
econom c prograns. Wth the exception of the Canada/ Al berta Northern
Devel opnent Agreenment and Menoranda 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 Devel opment Agreenents (SARDA) and the Native Economic

Devel opment Program (NEDP) were extended to this new date in order to
conply with a conmtment fromthe Prine Mnister in April 1985 that
existing Native progranms woul d be maintained, and changes not
contenplated until there had been full consultation with Native people
at all levels. In this context, it will be extremely inportant, while
undertaking the planning for DIST, to maintain the integrity of

M ni ster Vvalcourt's consultation process and avoi d neking
recomendations or taking decisions which could hamper this process.

1 The principal programs for DRIE are:

[y

Native Economic Devel opment Program (NEDP)

2. Northern Devel opment Agreenents (NDAs) with Manitoba,
Saskat chewan, and Al berta

3. Special Agricultural and Rural Devel opnment Act (SARDA)
with Manitoba, Saskatchewan, British Colunbia, Yukon and
Northwest Territories

4. Federal /Provincial Agreements and their sub-agreenents

(ERDA) with each province and territories






The K’san Project
by

Neil Sterriet
President
Gitksan Wet’suwct’cn Tribal Council
Hazelion, B. C., Canada

K'san was founded in the |ate 1960s as s simple mu-
seum to store regalia and to be used for potlatches @ nd
feasts. K'san “means” river of mists. It has now grown
into « considerable development e nd is viewed as a living
museum.

K'san consists Of a series of long houses, the firat of
which chows the ‘precontact’ with Europeans. It includes
displays such ss fish bowls and traps. The second shows
what happened afer Europeans e rrived. The third is e
feast house. Every Friday there is a feast, and campers arc
invited to visit. The fourth longhouse is for carvers to
displsy how they craft. There is also a sales outlet house,
and « house for cooperative tools such as Jathes @ nd table
Saws,

In 1975a proper fireproof and humidity controlled mu-
seum was built and named the North West National Ex-
hibition Centre. It now has a permanent Native collec-
tion, and serves as a place for both Native and non-Native
touring shows.

The K'san pr o# ect has many conponents. The K'san
dance group, for example, 1s well known around the
world. They refuse to do shows out of context or mood.
While expenses arc accepted, no fees for actual perfor-
mances » e ® cccptd. K’san isaso aschool — the North
Wecat School of Indian Art. Advanced students arc brought
in and trained in the K’san style. It is recognized as a trade
school and has been supported by Federal Government
(Manpower) since 1970. The craft sales outlet sells to
stores across Canada and in the United States. Historical
research is conducted in concert with the elders, and the
results are incorporated in the dances and curriculums of
schools. K’san also has a good quality and well used
campsite.

The project is not viewed as the 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 started only volunteers were used. K'san still uses
volunteers, but it is a million dollar operation today. The
main source of enploynment is for the arnists, who do the
works. A few work full time and make very good |ivings.
Mat do as they want in their own tine, as craftspeople
prefer Bexible schedul es.

K'san operates on ita own revenue. The project has un-
dertaken contracts in other locations, and has a reputation
for quality work delivered on time. K’san does not accept
consignments. There is a markup of 100 percent on goods,
and a panel of three judges decides on the price of each
piece.

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 craftsmen, The demand for such pro-
jects come from outsiders. The Tribal Council can create
the structure, and local people can benefit, but the heart
e nd motivation for success must come from the people
themselves. Without this, the project will fail.

Huron Village Pow Vw ' 84
by
Claude Guerette
Festival Coordinator
Huron Village, Festival '84

Tall Ships Program
Quebec City, Canada

In association with the Tall Ships Program held in 1984
in Quebec, a major Indian tourism and recreation initia-
tive was undertaken called Pow-Wow '84. A Huron Vil-
lage was created as the location for the Pow-Wow. Many
Native nations cooperated, and over 500 volunteers were
involved in organizing the event . The focus of the Pow
Ww was to promote Native values and their way of life.

The Pow-Wow featured arts and crafts from all over
Canada, aswell as spotting events. There were elders in
full 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 as examples of adaptiona of tra-
ditional designs in fashion wear.

The Pow-Wow competed “head-on” with the Tall Ships
event, yet was more successful. It had a cultural impact on
180,m people.

One important factor taken into consideration in the
design of Pow- ow "84, was that tourismis visual, and
pictures and images are inportant. For a successful event
sch as the Pow-VWw, the key ingredient was Iinking the
private sector tourismexpertise with the wide range of
products which come from the reserves.

Extract: Tourism & Recreation Workshop

Native Tourism Development

Vancouver 1984
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Tillicum Village

by
Bill Hewitt
President, Tillicum Village
Tillicum Village,
Washi ngton, USA.

Tillicum Village is « Native Tourist attraction located
near Seattle, Washington. The village was built with au-
thentic Native architecture and material on aState Park
site located ON Blake Island.

The essential product ia comprised of a Native salmop
barbecue, clam in nectar ® peritifs, and quality Native
dancing. The dining room can seat 900 le on five
levels, and 330 people can be seated infi minutes,
The Dance House is Separ at € and every tour has a show,

Arts and crafts products also are sold. Authenticity j
emphasized. Every effort is made t 0 keep the price
markup low SO each person can take something away to
remind him of the village. As « matter of policy there is no
haggling with the ® rtists, either the price is accepted or
there is no deal. Artists work on site so that people can
watch and Jearn.

Approximately 10,000 people per month visit Tillicum
Village. About one-quarter of the business is from the
Seattle convention market, one-quarter is through the lo-
cal coupon business or through the school youth program,
A further one-quarter is from bus tour packsgea. The re-
mainder is from individual tourists visitingom town.

There were a number of important lessons learned in
the long and difficult process of developing Tillicum Vil-
lage as « successful tourism business. It was tough to sur-
vive during the initial years, when the venture was under-
capitalized. However, you must believe in you project
and be flexible in your planning, while remainingtaithful
to the essence of your idea. Resqurcefulness is required.
For example, the logs from a boom broken up by a storm
were used to build the longhouse, Be cautious when deal -
ing with other parties, and sssess the inplications. For
exanple, it took seventeen years before Grey Bus Lines
finally gave in and included the village in their tour
package.

Do not promote just your product, but the whole area.
Cooperate and share resources 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 can pass this information on to visitors. Also,
usc the Travel In America Travel Directory which is sent
out to alf agents.

At the present time, Tillicum Village employs 24 peo-
ple,ei?hteen of whom arc Native. W are now in the pro-
cess Of |ooking for a Native manager.

Extract: Tourism & Recreati on Workshop
Native Tourism Devel opment

Vancouver 1984

Tourism and the
Cherokee Nation

by

Dawnena Walkingstick
Tourism and Travel Coordinator
Eastern Cherokee Nation
North Carolins, U.S.A.

Cherokees had an early assimilation with European cul-
ture, and the economy was based upon subsistence farm.
ing. By the 1930s and 40s, many people had kft their
Native skills ¢ nd ways. Economic necessity led the people
to consider the potential of tourism, sssocisted with the
Cherokee lifestyle.

The Cherokee Nation is situated o t the southern en-
trance Of the Smokey Mountains National Park, which has
8.5 million visitors a year. In 1949 alarge outdoor drama
theatre was started in the area which is operated by the
Cherokee Historical Society. It operates between mid-June
and Labour Day, and is the second largest such Native
attraction in the U.S. Maximum capacity is 2,800 people,
and the average attendance is 1,700 per performance, Ad-
mission is §5.00 general and S8.50 for reserved seating.

There arc a number of other tourism related projects on
Cher okee lands. A tourism office was started in 1976
which hasa budget to promote tourism. The office has had
to resolve problems of poor or non-existent zoning, sign-
ing ordinances, cleanliness, tribal politics, and social is-
sues which overshadow tourism. There arc now water and
frontier theme parks, 25 campgrounds with 4,500 spaces,
36 motels, 200 craftshops, a bingo place with pota up to
§250,000 and amodem museum.

Many Cherokees resent the tourism influence, but a ma-
jority appreciate the economic independence it provides.
The business now generates approximately 35 million
dollars per annum. The Cherokees arc independent of the
Bureau of Indian Affairs, and operate moat services in-
cluding police, water and recreation. The Cherokee re-
serves are dry, asno sales of liquor sre permitted.

Marketing is by way of publishing brochures, T.V. ads
and periodic advertising. A visitor centre was established
in 1981, and about 175,000 visitors come each year. There
arc “fare tours” of travel agents and brokers, as well as
travel writers.

The importance Of long-range planning and attention to
details have been stressed as operational guidelines. Key
details include:

. Understand the basics.

. Treat customers well.

. Offer clean toilets, fountains and green belts.

» Make sure the sewage is right, health problems can kill
your project.

. Be flexible and prepared to change « schanges arc needed.

. Set goals and be sure to follow them.

.Usc trade fairs and follow through on leads.

. Use visitor evaluation techniques.

Businesses on Cherokee lands were only twenty percent
Indian owned fifteen years ago. Now 75 percent are In-
dian owned and only 25 percent are leased, The leases arc
long-term with performance clauses. Some shops arc
coaperatives.

The basic operating guideline is to be honest, and find »
balance between the strengths and weaknesses Of the
nroject






(Excerpt)

The Opportuni sy for Native
Tourism Deve ment in
North America

by

Janes R MacG egor
Tourism Pl anner
Maclaren Plansearch
Vancouver, Canada

Analysis of Native Tourism Development Opportunities

What is needed is an approach, or system, which can be
applied generally to an analysis of any area being consid-
ered for cultural tourism development. Use of such an
approach will help determine the tourist potential of a
destination area, and provide guidelines for developing
that potential.

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

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

1. An assessment oOf the social and cultural impacts of
tourism on local people. Cerain aspects of tourism
can result in unwholesome, troublesome and socially
disruptive conditions. These adverse effects can be re-
duced by establishing clearly defined goals and outlin-
ing specific programs to avoid such problems.

2. Social and cultural benefits do not accrue automat-
ically as a result of tourism. If benefits arc to material-
ize, specific efforts must be made by planning au-
thorities as part of the tourism planning and develop-
ment process. .

3. Planners must identify problems which could arise
among family members, various social groups, and the
influence tourism may have on the religious, moral,
ethical, educational, and philosophical aspects of local
life. This should be done prior to attributing social
benefits to a tourism development.

4. The complete cooperation of the Native business
community is necessary in order to achieve economic
Success.

5. Residents must be proud of tourist attractions, Pride
in the cultural heritage and contemporary achieve-
ments iS essentia to successful cultural tourism.

6. Native people must be totally involved in the planning
of their tourism resources. This involvement should
also extend to the implementation and coordination
of a project in order to maximize the social and
cultural benefits to Native people.

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

Xunds are provided for these purposes, t he next problem is
o determine how the development should proceed. The.
pllowing suggested principles should prove useful:

1. The residents and Natives of an area should enjoy
their resources as much e sthe tourist. This enjoy-
ment, @ nd use by local people, should be encouraged as

,  soon as possible after project implementation. The

y rate of cultural change affects the community as much

. a8 the magnitude of the change.

2. The architectural design of tourism structures should
be o uthentic and in harmony with Jocal modes of arch-
itecture. Also, such designs should sccurately reflect
the original themes and not be artificial creations. If
o dditional structures are needed, such as rest rooms or
« gift chop, these should be compatible with the origi-
nal structure.

3. Restoration projects should be carefully researched to
ensure, that within practical limits the resulting struc-
tures are authentic in every detail.

4. Large-scale projects should not be incongruous or con-

- spicuous, Within areas where they are located. Local
people should approve, welcome, and enjoy the
project.

8. The employment of local people should be empha-
sized. The project should maximize the potential eco-
nomic benefits to the local community.

6. Training is necessary for the people who are involved
in tourism. This training should be provided in «
timely and thorough manner.

7. Fake or cheap craft objects or souvenirs should not be
sold. If necessary, special training or schools may be
required in order to provide the technicians or crafts-
men needed to produce quality products.

8.Souvenir shops should be of high quality and staf fed
by competent Clerks. Packi ng and shi pnent instruc-
tions for purchasers must&included i n staff training.

9. Broadly speaking, any proposal development must
identify the optimum carrying capacity Of the project.

This is determincd by the level of maximum enjoy-
mutt of the visitors or users. The number of visitors
should not exceed a fixed optimum number st any one
time.

D.If any interpretstion of the resource ia needed, then

qualified interpreters, having the necessary know-
ledge, background, and @ bility ia an absolute require.
ment. Some facility in the appropriste languages ia
necesssry for interpretors. If signs or explanations are
needed, then they should be in at least two languages.

. Written information explaining the attraction should

be avsilable t0 Visitors at modest prices. SUch informs-
tion should be printed in as many langusges aa i S
Ppractical. . . .

. Méthsds of financing tourism devel opnent can ke
anyy @f avariety of forms. These might include public
ownetship, joint ventures, government incentives,
i or even grants.

From Tourism & Recreation Wrkshop-Native Touri sm Development, Vancouver 1984
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