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For ewor d

_Tourism was one of the main topics covered during the public hearings
of the Royal Commission on Enploynent and Unenploynent. W received forty
briefs and heard nuch informal discussion of this industry, particularly
in the regions of the province distant from St. John’s and other large
centres Of population. A nunber of themes characterized these

subnissions. The first, and perhaps nost inportant, is the suitability of
devel oping tourism as a labour-intensive industry on a scale appropriate
to communities in Newfoundl and and Labrador.

Tourism s past performance in enploynment growh, and its high labour
ratios and ease of entry, render it an effective instrument for
enpl oynent, especially for unskilled workers, new labour force
entrants, women and students trying to finance their education.

Labrador West Chanber of Conmerce
Labrador West Public Hearing

The second thene stressed was devel opnent__potential. Many
devel opnent associ ations, nunicipal governnents and other regional
organi zations believe that the scenery, wildlife, history and distinctive
culture of Newfoundland and Labrador provide a virtually untapped
resource.

The tourism industry is one that has great potential for devel opment
inthis area. The area inmmediately around this town is blessed with
some of the nost scenic sites in Newfoundl and. W also have some of
the best fishing rivers and ponds in this province. To list just a
few nention nust be made of the Cloud River, the beautiful C oud
Mountains (part of the Long Range Mountains), the Tickles (a natural
inland water way with its tides, scenic areas and excellent fishing
spots), Beaver Brook, North East River and Cole’s Pond, all prinme
trout and salmon fishing areas. W nust not forget the Gey Islands
which are within comuting distance with its caribou herds and good
cod fishery and berry picking.

Roddickton Town Counci l
Plum Point Public Hearing
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Under Tourism there is a potential for a tourismindustry on Bel
Island. W have a number of attractions such as the proposed nines
museum whi ch is being researched by the Wabana Town Council. The
distinction of being the only place in Canada which was torpedoed
during the Second World War, the attraction of a scenic |ighthouse
the beautiful rural setting of Lance Cove and area, a number of

di stinguishing cliffs and caves which surround the Island, the
potential for sports, fishing and canping. W do, in fact, need to
improve on these attractions. W need to set up suitable canping and
parking facilities, tourismacconmodations and an inproved ferry
service which alone could be a major attraction. W have the
potential for tourism but, once again, we need government support
such as making easier access of nmonies for potential tourist
attractions and upgradi ng some government programs already avail able
for Bell Island

Bel | Island Devel opment Association
Bel | Island Public Hearings

Wil e sone presenters were clearly overly optinmstic about the
potential of the tourismindustry, nmost were realistic. They adnitted
that Newfoundl and was unlikely to becone the next Florida or Riviera, but
felt that the industry could be devel oped much nmore than it is at present
and that it can provide valuable jobs to their regions

There has been some increase in tourismactivity with the creation of
the national park at Bonne Bay, a provincial park at River of Ponds
the paving of the Northern Peninsula H ghway from Deer Lake to St
Anthony and the ferry service to the Labrador side. However,. our
tourist season is so short due to adverse weather conditions that
there has never been any encouragement for major devel opment of the
tourist resource. No doubt there is nore potential than is presently
bei ng explored but again we don't anticipate an overwhel mng increase
in the number of jobs to be derived fromthis industry. Even though
our tourist season is short we know that there is much potential for
devel opnent. By pursuing these opportunities and providing nore and
better services we would definitely attract more tourists to the

ar ea.

St. Barbe Devel opnent Association
Pl um Point Public Hearing
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Despite the perceived potential, nmost presenters felt that there are
neverthel ess a nunber of inpedinents or barriers to devel opment that have
to be overcome for tourismto flourish. As one brief succinctly put it:
“The tourist industry is curtailed chiefly by lack of inagination
appreciation for its potential, pronotion, transportation problenms and

taxes.” (Private citizen, Corner Brook Public Hearing.) Transportation
particularly a region's inadequate road system was the barrier mentioned
nost .

The government shoul d make preparations to upgrade the road from
Eddi es Cove east to the old airport for the attraction of tourists
visiting the area. I find when traveling in a new area it's nore
interesting than back tracking a road you have just travelled before.
If this road was upgraded and eventual |y paved, it would be an added
attraction, mking the loop for the Viking trail on the G eat
Northern Peninsula. The scenery is excellent, |ooking across on the

Labrador side, view ng the boats and |arge icebergs often seen in the
area.

Private Citizen
St. Anthony Public Hearing

The second inpedinent mentioned by many presenters was inadequate

education and training for businesspeople, managers and service workers in
the tourism industry.

Tourism will be one of Labrador’s growth industries within five
years. W have to be able to train people for hospitality, service
promotion, and marketing in a host of industries such as travel
outdoor recreation of a new nature such as white water sports, fauna
and floral interpretation, photography and sight-seeing in addition
to the traditional hunting and fishing. CGuides have to be trained
and legislation has to be changed to require a guide. Wth

| egi slation you have to train people to enforce it and the extra
policing will be necessary to protect the resource.

Conbi ned Councils of Labrador
Happy Valley-CGoose Bay Public Hearing
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The third factor hol ding back tourism devel opnent, in the opinion of
many of the presenters, is inadequate pronotion. Many blaned the
provincial governnent for failing to promote tourismvigorously in
mai nl and and overseas markets

The maj or thing that we're personally concerned with, and | say we, I
speak on behal f of not only nyself but a number of people that are
associated with tourismhere in Rocky Harbour, is the fact that the
provincial government itself, that there’s a lack of promotion and it
is a mgjor concern for all of us, right fromhere to St. Anthony.

Private Ctizen
Rocky Harbour Public Hear ing

Despite a tendency to blanme the government for the underdevel oped
state of the tourism industry, the Commission was encouraged to learn of
several local initiatives for people in the regions thenselves to organize
and promote tourismin their areas. Goups such as the Labrador West
Tourism Industry Association, Northern Travel Associates, Gateway
Associ ation on Transportation and Enpl oynent, and the proposed Southern
Avalon Tourism Association all attest to this grass roots movenent. There
is no dearth of ideas, as conprehensive briefs from such groups as the
Port au Port Econom c Devel opnent Association and the Town of Burin
clearly show. These briefs are full of ideas for tourism devel opment
from the construction of new hiking trails to the building of a heritage
fishing village

The Royal Commi ssion on Enpl oyment and Unenpl oynent was unable to do
feasibility studies on the many ideas suggested to us for the growth of
the tourism industry, but many of our recommendations, such as the
formation of regional devel opment boards and the establishment of regiona
devel opment funds, reflect our conviction that many local initiatives have
real merit and deserve government support. In the Final Report of the
Conmi ssion, we have included a section on tourismin which we argue that
Newf oundl and and Labrador should build on its strengths in this industry
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to pronote the kind of specialty tourist ‘experiences --marine; coastal
village; historic sites; rivers; streans and ponds; wlderness and

wildlife; and culture, festival and famly--in which we enjoy a
conpetitive advantage.

This Background Report, prepared by a nenber of our research staff,
Annette Styckless, provi des an overview of our province's current tourism
industry, reviews the kinds of structures and organizations that must be
put in place at the provincial |evel, points to the inportance of
i mproving our education and training programmed for tourism and discusses
a nunber of exciting new market opportunities for this industry. The
recomendations of this report can be found on pp. 74-77. The Conmmission
hopes that this report, together with the section on tourismin the Final
Report, will be helpful to the many Newfoundl anders and Labradorians
willing to work towards a bright future in this industry.

Dougl as House

Chai rman

Royal Conmission on Enploynment and
Unenpl oynent

Sept enber, 1986



W have a culture, cuisine, and lifestyle that is
uni que in Canada, indeed in the world. But tourists
don't really experience it, because we don’'t deliver
ourselves to them This natural resource, then, is
one which is not exhaustible. It is not devel oped

but it can be vital to assisting us wth unenpl oyment
al l eviation.

The Council and People of Bishop’'s Falls
Gand Falls Public Hearings



PROVI NCI AL TOURI SM 1NDUSTR% FACTS AND FI GURES

Source:  Departnment of Devel opnment and Tourism

approxi mately $235.5 m|lion was spent by resident and
non-resident travelers in 1982

travel /tourism ranked as the fourth largest contributor to the
G oss Domestic Product (CGDP) at 5.4%in 1981

- travel/tourismyielded 14.2% of the total retail sales tax in
1982

travel /tourism was the fifth largest earner of foreign exchange in
1982

Source: Statistics Canada

- 9.4% of the province's labour force in 1981 (the last census year
for which results have been published) were in industries related
to travel, tourism and recreation, representing some 25,225
peopl e:

11,345 in transportation

2,335 in gasoline service stations

9,885 in accommdation and food services
275 in liquor, wne and beer stores

1,385 in anusement and recreational services

- from 1971 to 1981, the labour force in these related industries
experienced a 46.4%growth, as conpared to a 52.9%growth in the
total provincial labour force

- 40.3% of this labour force is in the acconmodation and food
services, and liquor, wine and beer store industries, representing
sone 10, 160 people in 1981. O these 10, 160 people, 69.6% are
female, and 39% have attained between Gades 9 and 13, but wthout
a diplom. Wrkers in this sector make the | owest average weekly
earnings of any industry sector: $198.82 per week was the average
weekly wage in the accommdation and food services industry in
1984, as conpared to $389.24 per week for the industrial
aggregate .

——



“SECTION | THE TOURI SM | NDUSTRY

[ ntroduction

This section provides general background material for better
understanding of the province's tourism industry. This includes a basic
definition of tourismand a brief description of the different types of
tourists. The concept of ‘packaged tourismi will also be described, as
wel | as the marketing structure of the tourismtravel trade. The

province’s past devel opnent and marketing efforts in tourismwll also be
sunmari zed

Definition of Tourism

As described in Robert Mlntosh's Tourism Principles, Practices,
Phi | osophi es:

Today, tourismis a global industry. In fact, few |ocations are
too remote to be tourist destinations. Areas virtually unexplored
only a few decades ago are today successful tourist destinations
Even the south polar region has been successfully pronoted by one of
America’ s nost prominent tour companies.!

In any attenpt to define tourism one nust consider the various
groups participating in and being affected by this industry. Four
different perspectives of tourism can be identified as fol | ows:

1. The tourist - The tourist seeks various types of psychic and
physi cal experiences and satisfactions. The nature of these will

largely determine the destinations chosen and activities
enj oyed.

2. The business providing tourist goods and services - Business
peopl e see tourism as an opportunity to make a profit by

providing the types of goods and services that the tourist market
demands.



3. The government of the hoSt community/area - Politicians view
tourism as an economic factor in the econony. This perspective
of tourismrelates to the incones of citizens to be earned from
the industry, foreign exchange receipts frominternationa
tourism and the increased tax receipts resulting fromtourist
expenditures in the area.

4. The host comunity - Local people usually see tourismas a
cultural factor. O inportance to this group, for exanple, is
the effect of the interaction between |arge nunbers of foreign

visitors and the residents. This could be either beneficial or
harmful.

For tourismto succeed in an area, all four groups - the tourist, the
busi nesses, the host governnent and the host commnity - nust have a
positive attitude toward the industry. A lack of harnony and
uncoordi nated objectives and efforts will |ead to devel opnent
“bottlenecks’” and prevent the industry fromdeveloping to its full
potenti al

Thus , tourism may be defined as:

The sum of the phenonena and relationships arising from the

interaction Of tourists, businesses, host governnments, and host
communities in the process of attracting and hosting nenbers of the
travel i ng public.3

Tourists/Visitors

Members of the traveling public are the clientele to which the
tourism industry caters, commonly called tourists or visitors.

Mar ket Segmenti ng:

But as with any industry’s clientele, the tourism industry's
clientele can be broken down into various sub-categories. This process of
sub-categorizing is referred to as ‘market segnenting’ , breaking down the
market into smaller hompgeneous groups. Each of these sub-categories of
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honobgeneous groups has sone or nmany characteristics in comon with
ot hers.

Segmenting the tourism market is inportant. The nore. information one
has about the wants and needs of the existing and potential clientele, the

better one is able to develop the appropriate tourism products to attract
them

Purpose of Trip:

One sinmple way of segmenting the tourism nmarket is by the purpose of
the traveller's trip. Basically, one travels for one or more of the
fol | owi ng purposes:

- business, including attendance at conferences and trade shows;
- leisure, such as pleasure, general interest, taking holidays or
visiting friends and relatives; and/or
specific or special interest, such as specific recreational
events, or particular cultural [lifestyles.

Origin:

These categories can be further divided according to origin (ie.
where the traveller is from). This is referred to as geographic
segnent ati on.

domestic or resident: these travelers are fromthe destination
area. An exanple of such would be fellow Newf oundl anders vacationing
within the province.

foreign or non-resident travelers: these travelers are from
outside the destination area. They may be from other provinces
within the country, from other countries on the continent, or from
over seas.

Through advances in marketing research techniques, market segnmenting
I's becoming increasingly nore sophisticated. Market segnents can be
defined now in ternms of demographics such as age, sex, income, education
characteristics, as well as in psychographic terns, to include attitudes,
behavi ors, awareness, needs, wants and preferences of the target market
segment .
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A Brief Description of the Province’ s Current Tourism Market

The main source of the province' s tourismmarket information cones
fromprimry research conducted by the Departnent of Devel opment and
Tourismin the formof ‘Auto and Air Exit’ Questionnaire Surveys of
visitors exiting at the province’s major termnals. Athough this type of
research provides information about the current market, it does not
provide information about potential markets

The following are findings fromthe Auto and Air Exit Surveys
concerning the province's current non-resident tourism markets

Table | and Gaph | indicate that nost non-resident travelers to the
province travel by air. From 1983 to 1984 air travel increased
substantially from 118,400 to 153,186. This increase is largely due to
the effects of ‘air deregulation’ and the resulting increases in the
nunber of seat sales. Athough the long-termeffect of deregulation on
air fares to the province is still unknown, should the cost of air travel
continue to decline, air visitation to the province can be expected to
i ncrease.

Auto visitation has been nore stable than air visitation; however
the auto touring market is declining and is expected to continue to
decline especially if air travel costs continue to decrease. The |arge
drop in auto travel to the province from 1981 to 1982 was primarily due to
a decrease in the Argentia ferry service

For conparison, Tables Il and III give non-resident auto and air
visitation figures from the other Atlantic Provinces, as well as tour bus
visitations. Newfoundland's visitation figures for auto, air and tour bus
visitation are substantially lower than those of the other provinces, with
the exception of air visitation to Prince Edward Island



Table | ;

Estinmates of Non-Resident Visitation and Expenditures

Auto Ar Tot al
Year MVisitors Expendi t ur es Visitors Expendi t ures Visitors Expendi t ures
1973 94, 882 $10, 895, 128 133,575 $19, 133, 636 227,924 $30, 028, 764
1974 99, 073 $10,867,122 146, 130 $23, 122,730 245, 203 $33, 989, 852
1975 107, 494 $12, 899, 316 145, 677 $25, 688, 002 253,171 $38, 587, 318
1976 99, 270 $12, 850, 501 142, 746 $27, 181, 146 242,016 $40, 031, 647
1977 89, 876 $12, 357, 840 137, 267 $28, 228, 715 227, 143 $40, 586, 555
1978 100, 500 $16, 055, 000 139, 800 $30, 074, 000 240, 300 $46, 129, 000
1979 104, 200 $18, 964, 000 160, 600 $39, 380, 000 264, 300 $58, 344, 000
1980 102, 080 $21, 142,000 166, 776 $46, 711, 300 268, 856 $67, 853, 300
1981 102, 959 $24, 605, 400 160, 142 $51, 805, 300 263, 101 $76, 410, 700
1982 89, 557 $23, 315, 400 132, 378 $44, 923, 600 221,935 $68, 239, 000 |
1983 93, 989 $29, 405, 300 118, 400 $42, 408, 100 212, 389 $71, 813, 400 v
1983R 93, 989 $29, 405, 300 122,192 $43, 766, 000 216, 181 $73, 171, 300 |
1984 88, 947 $29, 224, 300 153, 186 $56, 304, 800 242,133 $85, 529, 100

Source:  Planning and Evaluation Division,
Departnment of Devel opnent and Tourism
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TABLE 11
Non- Resi dent Visitation

(June 1 - Cctober 31, 1984)

MODE/ PROVI NCE N.B. N.S. N.F.
Aut o 753,830 421,000 43,805
Ar 75,275 191,000 47,492

Source: Departnment of Tourism
Halifax, Nova Scotia

TABLE 11I
Tour Bus Visitation

(June 1 - COctober 31, "1984)

YEAR/ PROVI NCE N.B. N.S. N.F.
1983 1165 1585 190
1984 1051 1271 160
% change (-9.8) (-20) (-19)

Source: Department of Tourism
Halifax, Nova Scotia

P.E.T.

187, 341
18, 941
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Gaph Il indicates discretionary travel (i.e. sightseeing, visiting
friends and relatives and other types of travel, except for business). In
order of volune, fromlargest to snmallest, Newfoundland s markets, by
origin, are as follows:

- Ontario
t he Maritimes
- Western Canada
- Northeastern United States
- Province of Quebec

From 1983 to 1984, each of these markets experienced increases,
especially Ontario. The number of non-tU.S. international visitors has
been m ni mal .

In ternms of the purpose of non-resident travel to the province, the
followng lists the reasons for both auto and air visitors:

Mode Purpose Per cent age

Auto : Si ghtseeing/ touring 41. 8%
visiting friends/relatives 41. 4%
ot her 10. 1%
conventi on/ conf erence 2.5%
ot her business 2.5%
different culture/lifestyle 1.7%

Ar: visiting friends and relatives 40. 11%
ot her business 33.77%
sightseeing/touring 12. 15%
ot her 6. 94%
conventi on/ conf erence 6. 32%
different culture/lifestyle 0.71%

Source: Department of Devel opment and Tourism
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For auto visitation, sightseeing is the nost common purpose for
visiting (41.8% of all auto visitation), followed closely by visiting
friends and relatives (41.4%. CQur different culture/lifestyle is not a
strong attraction for the current auto market.

For air visitation, visiting friends and relatives, and business are
the two primary reasons for visiting. Neither of these two types of
travelers is strongly influenced by ‘tourismpromotion’; therefore, the
“tourist activities and attractions’ of sightseeing and touring, and the
‘“different culture and lifestyle’ are not major reasons for travel to the
province by the province' s current air traveller nmarket.

Market Information Summary:
To summarize the province's current tourismmarket, the follow ng are
a nunber of major points:

auto touring is declining

air travel is increasing

visiting friends and relatives, and business are the reasons for
approxi mately 73.77% of air trave
travelers in these two categories are not substantially
affected by marketing efforts

the province’s ‘different culture and lifestyle’ is not a
popul ar reason for traveling to the province by the current
market s

apart fromthe U S market, foreign travelers do not conprise a
substantial segment of our current market.
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Tourism Product

Parallel with advances in market research techniques that enable us
to deternmine specific characteristics of current and potential narkets
tourism product devel opment is becoming increasingly nore sophisticated.
As the wants and needs of the market are being determ ned, new tourism
products are being created to neet these demands

Touri sm Industry Conponents

The wants and needs of the traveling public can be categorized into
four basic components:

1. the events, attractions and recreational facilities that lure
the traveller

2. the transportation networks and nodes of travel providing

adequate accessibility to the destination area and transportation
within it

3. the accommdation facilities and services

4. the food and beverage facilities and services

Packaged Tourism

A growing trend in the devel opnent of the tourism product is the
assembly of these conponent parts into an all-inclusive travel experience
commonly called a ‘tour package’. To quote Tom McMillan, the former
federal Mnister for Tourism in his discussion paper Tourism Tonorrow.

The days when tourism was synonynous with auto touring have been
replaced by highly conpetitive, highly segmented tourism markets
demanding a nelange of brightly packaged experiences from specia
resorts to sports and fitness to theme tours to wlderness
adventures. . . . Simlarly, the neetings and conventions market has
changed over the past decade. The choice of location is no |onger
determned solely by the existence of convention facilities; the

attractiveness of the ‘package’ offered by the host comunity is also
highly relevant.’
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Touri sm | mage

In devel oping attractive tourism components and tour packages,
image is of utmost i nportance; a choice of destination is usually not
made objectively but according to the imge projected. \ere prices are
conparable, this is often the decisive factor in selection even though
simlar attractions and facilities my be available el sewhere.

One of the main tasks of tourist resorts, tourism devel opment and
packaging is to define, promote and advertise the nost attractive imges
possible to the market to which these imges appeal. Travel/tourism
I mges have to be:5

10 As original as possible; tourist facilities (and the way they are
operated) nmust add to the unique character and particul ar
attractiveness of the region or site concerned. In the past, so
many of the nmost picturesque areas have been rendered conmonpl ace
by the spraw ing devel opnent of unimaginative and unattractive
hotels and other buildings, set amdst a sea of concrete
Refl ecting the unique cultural heritage or fitting into a unique
natural setting are ways of creating original and attractive
facilities.

2. Truthful, either as a reflection of the original character - if
retained - or of the resources nmade available. Al too often the
image is msleading, for instance

a) The idyllic conditions represented are often out of date,
having been disfigured by the travel/tourism devel opnent.

b) The illustration may only be typical of a short,
unrepresentative period of the year.

c) The inmage presented may be that of travel/tourismfacilities
pl anned but not yet conpleted.

3* Capable of being inplemented at a cost appropriate to their
attractiveness, within the financial means of the corresponding
mar ket and to ensure conpetitiveness with other simlar tourist
destinations.

Wth regards to the events, attractions and recreational
conmponent of the travel/tourism product, the imges tend to be
focused on the activities which generate interest in

participation and may enphasize the originality and uniqueness of
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the experience, the wide range of facilities available or the
degree of sophistication.

The image that the Newfoundl and Department of Devel opnent and Tourism
Is attenpting to create through pronotion is one of a variety of unique
cultural and natural/scenic activities and attractions, which we wll
assume fits the image criteria of ‘original’ and ‘truthful’. However,
with respect to inplementing our inmge "within the financial neans of the
correspondi ng market,” problens arise.

1. The current market perceives our tourism product as being expensive
in conparison to our conpetition. Considering the larger volume of
visitors who visit the Maritimes but do not visit Newf oundl and,
this province may not be seen to be unique conpared to the

conpetition, at least not in a positive sense, such as to warrant a
visit .

2. The largest sector of our current market is nmade up of business
travel ers and those visiting friends and relatives; neither group
woul d be influenced greatly by a tourismimage in any case

3. The tourism image of unique cultural and natural/scenic activities
and attractions is not being pronbted to non-U.S. internationa
travelers, a market which would likely perceive our image as unique
and attractive.

These findings indicate that our current tourism imge is not
appealing to our current markets. So we have a choice

change our image
change our markets

Because our image is one that we assume is both unique and truthful
it would appear that our market devel opnent needs inprovenent. Later in
this report, the energence of a new type of traveller Wi ll be discussed, a
traveller Who enjoys the types of travel experiences that Newfoundl and can
best provide - cultural and nature experiences. A market for these types
of activities is energing in Canada and the U S. but also in other
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countries, such as CGermany and Japan, markets in which the province does
not currently promote. Perhaps this is the direction that Newfoundland s
mar ket devel opment and marketing efforts (particularly in the form of
packagi ng) should go to increase our tourism market share.

Tourism Industry Structure

In any attenpt to encourage the devel opment of tourism it is
inmportant to understand the overall structure of the industry. Tourist
busi nesses fall into four basic groupings:6 the devel oper, the
supplier, the producer and the distributor.

1. The devel oper:

Working within the constraints of the market and resources, and
taking into consideration the interests of many parties (investors,
suppliers, operators and internediaries, as well as local residents), the
devel oper of a tourism-related facility plays a major role. The devel oper
may be an independent private entrepreneur, a government, regional or
muni ci pal authority or an intermediary (a holiday club, for exanple). O,
in nmore centrally planned countries, the devel oper may be the country’s
national tourism organization, which generally exercises a co-ordinating
function at regional, provincial or national levels, a regional or local .
peoples’ council, trades union, nministry, co-operative, or sinilar body.

2. The supplier:

The suppliers are the businesses (or sometimes public sector
agencies or departments or non-profit organizations) that provide the
conponents of the tourism product (that is, the package).

There are four main types of suppliers:

transportation conpanies: airlines, bus companies, railways,
ferry services, car rental firns
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acconmodation facilities: hotels, notels, notor hotels, canp-
grounds, trailer parks, bed and breakfast homes

those offering attractions, events and recreational activities:
historic sites, museuns, sports facilities, entertainment
facilities, theme parks and other natural and man-made points of
interest, folk festivals, carnivals, special celebrations, craft
exhibits, conferences, hiking, canping, fishing, scenic tour
routes, boating, golfing, skiing

- food and beverage establishnents: restaurants, take-outs,
cafeterias, taverns, |ounges.

3. The producer

General |y speaking, the producers in the tourismindustry are the
tour operators who produce the tourism packages. They contact the
suppliers and assemble the various conponents of a package. Quite often
the tour operator is also a distributor (commonly referred to as a tour
whol esal er).  Tour whol esal ers assenbl e tour packages and distribute them
to the general public through the retailer (i.e. the travel agent). As a
result, the selling price of tour packages purchased by the consumer nust
reflect the commission pald to the retailer. In order to provide good
value to the consuner, tour wholesalers nust negotiate rates with the
suppliers (e.g. hotel managers) on the basis of at |east 20% bel ow the
regular cost to off-the-street patrons. Since this commssion structure
has inplications for the suppliers’ pricing structure, it will influence
the suppliers’ decision on whether to go after tour business

4. The distributor: (Travel Agent)

This is the retailer of tourismproducts which include those
provided by tour operators (i.e. producers) and tour wholesalers (i.e
producer/distributors) as wel| as those provided directly by suppliers.
The travel agent receives a commission for selling since the agents
perform an inportant marketing and distribution function.
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Wiile actual commission rates vary somewhat, 10%is a normin the
tourism industry. For certain products with special bonus or incentive
commi ssion structures, commissions as high as 15%to 20% are possi bl e when
high volumes of sales are achieved. These margins are clearly quite low
conpared to other forms of retailing, which neans that travel agents nust
handl e very high volunmes of business to be profitable (although the major
cost advantage they have over other retailers is the lack of inventory
costs) .

Tourism Devel opment and Marketing

For many years the United States has been the province' s major
market for tourism Hunting and fishing opportunities for the American
elite have been pronoted ever since the railway inproved access to
wi | derness areas of the province in the latter part of the nineteenth
century. "Wth the conpletion of the Trans-Canada Hi ghway in the
mid-1960s, special pronotional efforts were nade to attract the many
Newf oundl anders 1iving abroad, culmnating in "Come Hone Year” in 1966.
It was not until this time that the Newfoundl and and Labrador governnent
actively encouraged a large influx of tourists, at which time mny
ancillary facilities, such as provincial parks and nore hotels, were
devel oped along the newy conpl eted Trans-Canada hi ghway. After this,
devel opi ng the autonobile tourismmarket was a major thrust of the
province’s marketing effort.

As pointed out by Hospitality Newfoundland, the association
representing the private sector in the province’s tourism industry, to the
federal Tourism Mnister during his June 1985 visit to Newfoundland: *'By
that time (1966), nost of the other provinces in the country already had a
thriving and conparatively well-organized tourism industry. \Wat's nore,
al though we have evolved quickly in the last two decades, sohave other
provinces, so that the net effect is that, conpared to the national
tourismplant, we are still a rather underdeveloped region.” Also, while
the province was attenpting to catch up and capture its share of the US.,
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Ontario and Maritimes auto touring market, the auto touring narket was
declining. “The post-war fashion of auto touring, which led to strip
devel opment of attractions and accommodations along Canada’s hi ghways,
began to wane in the late 1960s when jets made |ong distance air travel
competitive."® Wil e the province was still concentrating on the auto
touring market, the conpetition’s attention was turning to the one-stop
vacations (ski” areas, beach resorts, cities) and ‘packaged tours, usually
based on a themed experience. Also, theme parks appeared along with major
events, such as Expo '67, and cultural attractions, such as the Stratford
Festival .

By the md 1960s, the pace of the Country’'s devel opnent had
accelerated. Spurred by unprecedented affluence, tourism becane
a growth industry. Commercial development goals changed with the
oil crisis of the 1970s, which decreased the demand for |ong
distance auto touring and increased the demand for closer-to-hone
destinations and nore one-stop vacations. Sonme resorts
experienced a revival by offering full recreational services,
entertai nment, package rates, and quality accommodation. The
conpetitive pace was set by new or revitalized resorts |ike Mnt
Tremblant. Mjor travel generators were created such as

| arge-scale projects geared specifically to tourism (e.g.

Di sneyland and \Walt Disney Wrld).

Devel opments sprang up in Wistler, the Miskokas, and Mont
Ste-Anne. At the same time historical villages (e.g. Upper
Canada Village), thenme and anusenment parks (e.g. Canada’s
VWnder | and), massive urban restorations (e.g. Quebec, Vancouver,
Montreal ), and waterfront rejuvenations (e.g. Toronto, Halifax),
proceeded.

The 1980s with high unenploynent and associated incone |oss,
intensified the conpetition for available tourism dollars and
placed new premums on planning and marketing. Innovation
produced a new set of differentiated travel products related to
skills and changing interests (e.q. conputer canps, cooking
schools, river rafting expeditions).

Packaging and the travel trade becanme more and nore conpetitive and
speci al i zed.

Wth this brief sketch of the history of Canada’s tourism devel opnent
and marketing in mnd, and bearing in mnd also that Newf oundl and has been
behind in tourism product and market devel opment, what should it do in the
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future? Considering that we are still underdevel oped, what approach can
Newf oundl and take to develop its unique tourism resources and to capture
an adequate tourism market share to justify further devel opnent of the

i ndustry?

A brief presented to the Commi ssion by Elke Dettmer entitled
“Suggestions toward the Devel opment of ‘Soft’ Tourismin Newfoundland” nmay
hol d the key.l0 The brief focuses on the devel opment of the rich and
uni que cultural and natural resources of our province. It also identifies
a market opportunity for the devel opment of our natural and cul tural
resources, an opportunity created as the result of increasing
urbani zation, and overcrowding and pollution in European countries,
particularly Germany. There is a grow ng demand from Europeans for
wi | derness experience and cul tural exchange with people having sinpler
lifestyles. The newly energing traveller is one who prefers physical and
nental chal l enges over tanning on a beach. In tune with the physical
fitness nmovenent, the enphasis is on participate.on. The new tourist
readily sacrifices creature conforts for close contact with people and
their culture and is sensitive to the wilderness environment. In Canada,
adventure and wlderness tours have becone well established during the
| ast decade.

Dettmer believes that this new and grow ng consciousness for culture
and the environnent turns the once ‘*handicapped status of Newfoundland as
a renote and underdevel oped place into an asset. Because tourism has not
been devel oped to any great extent, the environment has remained
rel atively unchanged. "1l Spectacul ar scenery, wilderness, fresh air,
clean water, solitude, friendly and unaffected people in their everyday
envi ronment, much of which we as Newfoundlanders take for granted, are
attractive items to this new type of tourist. Bed and breakfast hones,
folk festivals, handicrafts and traditional foods are each a neans of
cultural expression that this type of traveller i S seeking, each of which
woul d be enhancing to rural comunities. Nature-based recreational
activities such as bird-watching, canoeing, whale-watching, fishing,
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hiking and canping are also attractive activities, each of which our
province’s national and provincial parks and wlderness areas can nost
suitably provide.

Such activities provide opportunities to small business to cater to
these travelers’ needs by operating packaged tours and offering
nature-oriented tours, recreational activities, and cultural tours.
Private canpgrounds and cabins, bed and breakfast homes, hiking and
canping outfitting, boat tours and craft development, just to mention a
few, are a nunber of potential opportunities that may appeal to this
emergi ng market .

In order to attract such new tourists, however, the province’s
marketing research and marketing efforts will have to be redirected.
There appears to be a reluctance on the part of the provincial Department
of Devel opnent and Tourism to attract German tourists. The general
marketing focus is on the traditional markets with which the Departnent is
nmore famliar (Ontario, the Maritimes and the US.).

In the nmeantinme, not only the German but also the Japanese markets
are growing in Canada. Mre than 160,000 Japanese, up 17% from 1983,
visited Canada |ast year.!2 Jack Mirta, the new federal Mnister of
Tourism told a news conference recently that the federal governnent has
earmarked an additional $500 million to enhance its tourismtrade. He
identified Japan as a foreign point of origin with most potential for
gains. Murta |ater went on a week-long visit to Japan at the head of a
del egation that included provincial tourism mnisters from Nova Scoti a,
Alberta, British Columbia and Manitoba as well as a senior official from
the Yukon, but no representative from New oundl and.

Newf oundl and coul d capture a shar. of these energing markets, turning
our underdevel opment and unspoiled countryside to advantage. This
potential opportunity should not be ignored. Investigating the province's
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tourismpotential for devel opnent of these markets is vital, especially
when we consider that our conpetition is vigorously attenpting to capture
their share

Anot her marketing concern is to further penetrate our existing
markets in Ontario, the Maritimes and the U S., through further
devel opnent and pronotion of packaged tourism currently, f ew travel
packages have been devel oped that feature Newfoundland’s tourism product.
Mot or - coach tours to the province have beconme increasingly popul ar, but
other packaged activities have been few. By contrast, imaginative new
types of packages have been devel oped el sewhere:

- P.E.I. puts together weekend helicopter tours to the iceflows for
naturalists and photographers to see the seal herds

"New Hanpshire offers a "Come Quilt in the Muntains” package for
homemakers and crafts people to learn quilting

- I'n Europe, bicycle/canping tours have been devel oped for the young
traveller On a tight budget.

Under the new federal /provincial tourism subsidiary agreenent
funding is available under the Tourism Incentives Program for the
devel opment of package tourismthrough the purchase, |ease or rent of
capital equipnent such as:

mobil e road vehicles intended for group tours: vans, tour buses
canper-trailers

nmobil e water vehicles intended for group tours: tour boats, canoes
gl ass-bottom boats

- hunting tour equipment: binoculars, packsacks, all terrain vehicles

- fishing tour equipnment: rods, reels, safety gear.

Mar keting assistance to the private sector will be a major elenent in
the Tourism Marketing Program  For exanple, increasing travel agent
awar eness of Newfoundl and tourism packages is one of the programers
obj ecti ves.
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Under the Devel opment Counseling Program funding has been provided
for contractual salaries for Packaged Tourism Devel opnent officers. One
of the objectives of this programme is to increase the quantity and
quality of the province's package tour offerings by encouraging
appropriate groups and individuals, and assisting with their funding
proposal s, as well as operating and marketing efforts

|f properly inplemented, these programmed could potentially help the
province to capture a share of the grow ng packaged tourism market

Concl usi on

Because of increased urbanization, overcrowding and pollution in many
parts of the world, unspoiled places |ike New oundland are becom ng
increasingly attractive as travel destinations particularly anongst
international travelers from Germany and Japan. The challenge now is to
becone nore aware of the market opportunities created by this grow ng
desire for back-to-nature experiences and cultural exchanges with people
having sinpler lifestyles, because it is this type of travel experience
that Newfoundl and can best offer

Along with identifying these energing markets, packaging that offers
the cultural/nature experiences that appeal to these emerging narkets
shoul d be increased. Furthernore, these packages need to be effectively
promoted in the appropriate originating nmarket areas, such as Germany and
Japan, and in our existing market areas.

Tourismis an industry. And in industry, it is not sound business
thinking to build upon ones weaknesses or to go after marginal or dying
markets. The key is to identify growh markets to which one’s uniqueness
appeal s, and to develop products (in this case package tour experiences)
that build upon these unique strengths: our culture and natura
resour ces.
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SECTION 11:  TOURI SM | NDUSTRY RESOURCES DEVELOPMENT

| ntroduction

This section discusses the province’s tourismindustry resources in
terms of their opportunities and constraints. As with any industry, there
are specific input resources upon which the devel opnent of the tourism
industry depends. In general, these resources are:

1. Natural resources. This category includes natural features available
for the use and enjoyment of visitors: climte, land-forms, terrain
flora, fauna, bodies of water, beaches, natural beauty and water
supply for drinking, sanitation, recreation and other uses. Proper
pl anni ng, taking concentrations and capacity of use into
consideration, and planning for pernmanent aesthetic appreciation, will
hel p maintain the quality of these natural resources for the enjoynent
of present and future users.

2. Infrastructure. In this category are underground and surface
constructions such as water supply systenms, sewage disposal systens,
gas lines, electrical and conmunication systenms, highways, directiona
signs, airports, railways, parking space, lighting, marine and dock
facilities, and other simlar service networks

3. Transportation and transportation equipment. Included are ferries,

motorcoaches, airplanes, taxis, autonohiles, and other nodes of
passenger travel

4. Superstructure. These are major above-ground facilities such as

hotel s, notels, restaurants, places of entertainment and recreation
and shopping centres.

5. Human/Cultural resources. This includes local residents’ attitudes
towards visitors, local interest in preserving and sharing_the area’s
cultural resources (e.g. history, nusic, drama, crafts, festivals),
and the willingness to serve visitors and nake them feel welcome. To
enhance this inportant resource, public awareness programed and
hospitality training are necessary. An investment in tourist
facilities is worthless if the tourist feels unwelcome.l3
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The relation of each of” these tourismresources to the province wll
now be discussed in greater detail. For the purposes of this report,
because the mpjor tourism infrastructure problemis within the province s
road system the tourism resource of infrastructure will be limted to and
di scussed under the heading of ‘transportation’.

Newf oundl and’ s Tourism Industry Resources

1. Nat ural Resources

Newf oundl and and Labrador has an abundant supply of natural
resources. Toquote Robert Thonpson, the province offers "idyllic natural

settings and an environment unspoiled by industrial carnage. . . . [These]
are very saleable comodities in the tourist markets of urban North
America."l4

Exanpl es of natural resource attractions include:
seabird sanctuaries at Wtless Bay and Funk Island
G os Mrne and Terra Nova national parks
Northern Labrador’s Torngat Muntains
salnmon rivers of coastal Labrador

These and other natural/scenic attractions form an extensive base for
outdoor recreation activities such as skiing, hiking, fishing, hunting,
canoeing, W ndsurfing, boat touring and general auto touring.

Related to the inportance of these natural resources to our
province's tourism Dettner makes the point that tourism has becone the
subject of nuch attention from sociol ogists, anthropologists and
folklorists, as it emerges as one of the distinguishing characteristics of
nodern society: *'Increasing urbanization, industrialization, alienation
and overcrowdi ng and pollution have created the premse for nostalgia: a
yearning for the supposedly sinmpler, nore natural life of the

past."15
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In contrast to Newfoundl and and Labrador, Dettnmer describes Germany
as a place where space is at a premum resorts are overcrowded, every
move seens governed by rules, and, worst of all, the country's waters,
forests and soils are dead or dying of pollution. She suggests that
Newf oundl anders should be thankful for a relatively pollution free
lifestyle and should ensure the protection and preservation of the
environnent. It is inportant to recognize that Newfoundl and’ s unspoil ed
natural environment is a saleable comodity, and that the market is
potentially larger than realized, including not only the North American
market, but also the European and Asian, and particularly the German and
Japanese markets.

The quality of the natural resources nust be maintained to sustain
touri sm demand.l® Proper levels of quality nust be considered when
planning is undertaken, and the maintenance of quality standards is
essential. Tourists are very sensitive to the quality of recreational use
of natural resources, and unless high standards are nmintained, a
depreciation of demand will inevitably result. Thus, ecological and
environmental considerations are vital to long-term tourism success

2. Transportation

Because the tourismindustry is partially defined as catering to the
wants and needs of the ‘traveling’ public, providing a suitable nmeans of
travel isan essential part of tourismindustry development. Adequate
transportation nust be available to and within the destination area
Because traveling itself is part of the traveller's experience, al
aspects of the trip nust contribute to an overall positive experience; the
traveller's safety, confort, convenience and enjoynent nust be ensured.
Transportation, therefore, is not merely for the purpose of getting pevple
(and goods) frompoint A to point B. Transportation is a vital resource
upon which tourism is dependent. Consequently, the inportant role that
transportation policy plays in tourism devel opment nust be recognized and
that future transportation decisions take place w thout unnecessary
detriment to tourism
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The following is a discussion of land, water and air transportation

providing accessibility to and within the province for both resident and
non-resident travelers.

a) Land Trave

The three major nodes of land travel available for travelers in the
province are auto, motorcoach and rail travel.

i) Auto Travel:

Accessibility, adequate signage, auxiliary roadside facilities and
services, and aesthetics are essential for stinulating auto travel

Regarding accessibility by auto, the Trans-Canada H ghway, conpleted
in 1965, acts as a single, primary travel corridor linking the west coast
of the Island portion of the province to the east coast. The fact that
this highway is the only one is no doubt a deterrent factor to
non-resident auto travelers considering to visit the province. Auto
travel ers usually prefer to choose destinations that provide alternative
touring routes such that doubling back over the same routes can be
avoi ded

In Labrador, the Trans-Labrador Hi ghway is yet to be constructed.
Al though the construction of this highway has been announced, it is

expected to take a lengthy time to conplete. Its conpletion, however
wi 'l inpact positively upon the devel opment of tourism by providing
substantially nore auto accessibility to the mainland portion of the
provi nce.

Considering that the Trans-Canada Hi ghway cuts through the mdland of
the province, accessibility to nost of the outlying coastal comunities is
provided by secondary and tertiary travel corridors. Auto travelers who
are interested in experiencing the rural lifestyle and scenery of coasta
Newf oundl and are encouraged to “get off the beaten track” (ie. the




I—'

- 26 -

Trans-Canada) . |n several areas of the province, however, the secondary
and tertiary routes providing access to these promoted areas are in poor
condition or potentially circuitous routes are inconplete

Several groups that made presentations to the Royal Conmmi ssion on
Empl oyment and Unenpl oynent pointed to the need for road inprovements in
order to develop the tourism potential in their areas. For exanple

Qur region boasts one of the top ten scenic rivers in Canada
Access woul d provide every opportunity for a trenmendous boomin
our tourist industry. To date, tourismhas not been utilized in
the area to any great degree. Qur scenic valleys, nmountains, and
inlets are attractions second to none. W also have some of the
best salmon fishing in the province. Local business, along wth
the provincial government, nust pronote our area in such a manner
as to attract the average vacationer and his famly. |t is
important to enphasize that our transportation system nust be
inproved to provide easy access to this area. Todate,most
canpers pass us by because of the difficulty in getting a
canper-trailer safely over the road

Wiite Bay South Devel opment
Associ ation
Pollard s Point Public Hearing

O her exanpl es of inadequate road accessibility constraining tourism
devel oprment is the 10 kilometre Section of gravel road between Boyd' s Cove
and Gander Bay; a conpletely paved circular route around the Lew sporte
Twillingate, Wesleyville | oop woul d inprove the tourismpotential of this
whole region. A similar situation exists on the Bonavista Peninsula; the
gravel road from Port Blandford to Musgravetown downgrades a circul ar
route that would enhance visitation to this area if paved. Likew se, on
the Burin Peninsula, the lack of a paved road from Lord’s Cove to Lawn
creates a gap in a potentially alternative paved route. And the road to
Red Bay, the location of the Basques Waling site, is partially unpaved.
On the Port a: Port Peninsula, a potentially circuitous route exists also
Currently, however, instead of a loop, a horseshoe-shaped route exists
with two dead ends
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In conclusion, with regards to road accessibility, several potentia
circuit routes exist for auto and motorcoach touring, routes that woul d
provi de a welcome al ternative and/or addition to travel along the
Trans-Canada. For tourismto develop in these areas, which' have the
potential to develop scenic/natural and cultural themes, the constraints
due to road inaccessibility need to be recogni zed and measures taken to
overcome these problems. Increased pronotion of these areas wthout
I nprovement of the neans to get there is an ineffective and counter
productive use of government funds. Together, the Departnent of
Devel opment and Tourism and the Departnent of Transportation need to
address this issue of inadequate accessibility to rural areas and
recogni ze the potential these areas have to attract tourists and
consequent|ly generate enploynent.

For the convenience of visitors from outside the province
directional and pronotional signage is inportant, but currently [acking
I'n addition to good signage, a good road map is al so needed. CQutdated
maps still indicate a number of gravel roads that have since been paved
An attractive map recently released in Labrador Indicates significant
attractions and available services. Such an updated and inproved map is
needed for the Island as well

Auxiliary services, such as auto repair and gasoline stations
roadsi de eating establishments, motels, roadside parks and picnic
facilities, toilet facilities, information centres, scenic |ookouts and
marked points of interest within easy access of the road are all needed
for successful auto tourism Catering to these needs, there are nunerous
parks |ocated along the Trans Canada. Eating establishments, however,
could be inproved by themng the decor, featuring nore traditional and
seaf ood dishes, and providing inmproved washroom facilities. Newfoundl and
must inprove the standards of its auxiliary services to auto travelers if
it is to succeed in tourism As one of the means to achieve this, perhaps
Hospitality Newfoundland could develop incentive progranmed that would
encourage these establishment operators to inprove their facilities and
| evel of service.
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In the planning and maintenance of travel corridors, |ong-term
consi deration nust be given to the aesthetics of the road system Litter
car weckages, exposed gravel pits, uncontrolled tree cutting
unmaintained Signage, unkenpt picnic areas, and poor |andscaping and
drai nage al ong the roadside all underm ne Newfoundl and’s image for
out-of -province visitors.

ii) Motorcoach Travel:

Mot or coach service is provided by Terra Transport across the Island
along the Trans Canada H ghway. Scheduled routes are also provided in
outlying areas and peninsulas, with the exception of the Bonavista North
Loop, the Burin Peninsula, the southern part of the Avalon Peninsula and
the Gander Bay/Twillingate area.

The travel /tourismindustry could be expanded through increased
mot orcoach travel by resident and non-resident travelers, as the service
already exists and is relatively extensive throughout the province
advantage nust be taken of such opportunities in the face of limted
resources for economc devel opnent. Increased bus travel would stinulate
the devel opnent of supporting facilities and services required by
travel ers, and hence generate enploynent opportunities. For exanple, the
not orcoach service could be actively marketed through the devel opment of
package tours encouraging residents to travel by bus to attend specia
events such as Regatta Day. 1In Ontario during Ottawa’s winter carnival
Wnterlude, VIA Rail promotes a special travel package encouraging

visitors to the city to take the train. Apparently, the package pronotion
is quite successful.

The bus lines also provide non-schedul ed group charters. During My
and Cctober, Terra Transport offers tours of the St. John’s and Avaloen
areas, particularly to senior citizens. Special interests groups and
senior citizens are growing markets for motorcoach charter tours.
Currently, there are few tour operators operating in the province. For
the nost part, inclusive notorcoach tours of the province are offered by
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tour operating conpanies from outside the province. Mst commonly, the

province is part of a |arger motorcoach tour package that includes the
Maritime Provinces.

A substantial nunber of the motorcoach tours of the Atlantic Region
do not include Newfoundland in their trip. The magnitude of the
difference in nunber of motorcoach visits amongst each of the Atlantic
Provinces is as follows:

No. of Motorcoach

Atlantic Provinces Visits in 1982
Newf oundl and 154
PEI 1035
Nova Scotia 1579
New Brunsw ck 1353

Source:  Department of Tourism 1
Halifax, Nova Scotia '

In 1982 Nova Scotia was the hi gHest, with 1425 nore motorcoach ViSits
than Newfoundl and. Considering that Newfoundland is within close
proximty to Nova Scotia, our capture rate of this market 1is very |ow.

Al though motorcoach visitation to the province has grown
substantially over time, this difference in nunbers between New oundl and
and the other Atlantic Provinces indicates that there may be greater
potential for Newfoundland to increase its market share. Determning why
the province's capture rate of motorcoach tour market is currently so |ow
and developing strategies to naximze market opportunities and to overcome
current constraints should be a priority for tourism devel oprment.

1i1) Rail Travel:

Since the conpletion of the Trans-Canada H ghway in 1965 and the
introduction of motorcoach service in 1969, passenger rail service on the
I'sland portion of the province has ceased. Portions of Newfoundland's

railway system however, could possibly be packaged or devel oped as
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attractions for tourismpronotion as i s happening, for exanple, with the

“loop’ near Trinity, Trinity Bay. Because the railway provides access to
wi | derness areas, packages that woul d be of interest to certain types of

tourists for nature experiences could also be devel oped and pronoted.

In Labrador, passenger rail service is provided from Sept-Isles,
Quebec up through western Labrador by the Quebec North Shore and Labrador
Rai lway. This passenger rail service could be promoted for tourism In
the snowbelt region of Ontario, a train run that appeals particularly to
skiers, the Snowtrain, is actively pronoted to attract this particular
winter sport market. Potential may exist for a simlar use of the Quebec
North Shore and Labrador Railway.

In western Labrador, skiing is a major attraction, with ski
facilities at Smokey Mountain in Labrador City. On a limted scale, other
specialty activities such as nountain clinbing and wilderness hiking have
been occurring. As these activities do not require autonobile use,
accessibility by train would be quite suitable to enable further
devel opnment of these and other tourism activities in western Labrador.

Also, winter is traditionally a slow tine for tourism There is,
however, a trend towards shorter, nore frequent vacations, some during the
winter nonths; and winter recreation, particularly skiing, is becomng
i ncreasingly popul ar.

b)  \Water Travel

Newf oundl and and Labrador, with its many coastline and island
comuni ties, depends heavily on its water transportation system The
systam consists of three mjor conponents: mainland-connection, coastal
boat service, and intra-island ferry service. Each of these will be
di scussed briefly.



- 31 -

) Mai nl and- Connection Ferry Service:
The mainl and-connection ferry services connect the Island portion of
the province to the mainland of Canada. Routes across the Gulf are
provi ded between:
- North Sydney, N.S. and Port aux Basques, Nfld.
- North Sydney, N.S. and Argentia, Nfld.
- St. Barbe, Nfid. and Bl anc Sablon, Quebec.

Port aux Basques Route:

This ferry route, operated by CN Marine, provides the largest ferry
capacity. Early in 1985, CN Marine, which used to-be a division of
Canadian National, becane a separate crown conpany.

The Sullivan Conmission on the province's transportation system
commented on the rather deplorable state of the passenger waiting
facilities at Port aux Basques and stated that upgrading was necessary to
enhance the journeys taken fromthe termnal. The new inprovenents at the
Port aux Basques terminal should include inprovenents to these
facilities.

Anot her problem identified by the Sullivan Commission was the ferry
services' reservation system Apparently local people make multiple ferry
bookings for one trip. This situation results in a high nunber of
‘no-shows’ for which space is eventually sold on a first-cone-first served
basis. This issue was discussed when the former federal Tourism Mnister
Tom McMillan, visited the province in June, 1985 while on his
cross-country canpaign to develop a new national tourism strategy. What
is nore of an obstacle than rates, he said, is the CN reservation system
which is "not sensitive enough to register caacellations, SO the boats are
going half full”. 17 He went on to say, “There’s no use of the federal
or provincial governments spending mllions enticing visitors to
Newf oundl and by car if you can't get them here,’” noting that in the past
it has been difficult for people to get ferry reservations and there are
often long line-ups of cars because of problems with the reservation
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system McMillan said that any ferry service, not just the cN service,
*'shoul d be part of the appeal™ for tourists. “We should turn possible
negatives into potential positives by dressing it up, presenting it as a
cruise.”* As an exanple of this cruise idea, the Bar Harbour-Yarmouth
ferry is pronoted as a cruise rather than a ferry crossing. Because of
the high cost of travel on the ships, the inportance of the quality of
facilities needs to be recognized. Visitors need to feel that they have
received value for the dollars spent.

A bright spot for the Port aux Basques ferry service is the new CN
Mrine Qulf ferry, the Caribou. This vessel is bhigger and faster than the
ferries fornerly used on the Qulf. The Caribou is able to nmake the
crossing in four and one-half to five hours, as conpared with the old
crossing time of seven hours.

| mproved service fromthe crew and staff 1is al so necessary. Crew
training has been taking place at the Bay St. George Community Col | ege.
This could help make travel on the new Gulf ferry a nore pleasurable
experience. Every effort should be nmade to achieve this cruise effect as
the province’s tourism industry currently depends very heavily upon the
numbers of visitors traveling to Newfoundland by ferry to Port aux
Basques.

Argentia Ferry Servi ce:

The Argentia ferry service provides accessibility to and from the
province on the eastern side of the Island and offers autonobile
travelers an alternative to the Port aux Basques ferry service.

The Argentia service is much smaller in passenger capacity than the
Port aux Basques service and was not originally intended as a major route.
As stated in the brief presented by the st. John's Board of Trade to the
Federal Mnister of Tourismduring his June 1985 visit, "Tourists are
anxious to avoid the 500 mle backtrack between Port aux Basques and St.
Jom's. ... This is supported by figures collected by the Department of
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Devel opment and Tourism which show that after the Argentia ferry service
was cut in half in 1982, the volume on both gulf crossings experienced a
consi derabl e drop. **

Non- Resi dent Travel ers Exiting Newf oundl and
1981 1982 1983 1984 (est)

Via Argentia 14,105 10,118 10, 654 9, 552
Via Port aux Basques 88,854 79,439 83,335 79, 395

Source: Planning and Evaluation Division
Depart ment of Devel opment and Tourism

These figures suggest that decreasing capacity at Argentia also
decreases the demand for services at Port aux Basques. Should this be the
case, increasing capacity at Port aux Basques with the new Qulf ferry
suggests that increased capacity may also be required at Argentia.

The St. John’s Board of Trade also argued that an increase in the
capacity of the Argentia ferry service would also stinulate motorcoach
visitation to the Province. “Clients Of motorcoach tours prefer not to
retrace a particular route. They want value for their noney, with a
mnimum of repeat activities, especially extended periods of
driving. “’“Currently the province captures about one-tenth of the
motorecoach tours visiting the Maritinme Provinces. This low capture rate
s largely because ‘*The circulation route through Newfoundland is an
I mportant consideration for tour operators and their clients.”* The Board
states that "1f the full potential of the package tour (motorcoach) marKket
is to be realized, this route through the province nust be readily
available.”

Strait of Belle Island Ferry Service:

In addition to CN Marine, coastal boat service to Red Bay, the
Labrador Straits comunities and the Northern St. Lawence areas of Quebec
are serviced by ferry fromSt. Barbe on the Northern Peninsula to Blanc
Sablon, Quebec. Red Bay is the site of a recent archaeol ogical discovery
of a 16th century Basque \Waling settlenment and is likely to become a
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significant tourist attraction. And considering that Red Bay is just a
short distance from Bl anc sablon, and is already connected by road, it is
important that this ferry service neet the demands of the tourism market
with an efficient reservation systemand up-to-date telephone

i nformation

i) Coastal Boat Service:

The coastal boat service provides transportation |inkage along the
southern coast of the Island and up along the northern coasts of both the
I'sland and Labrador. The main tourismissue with regards to coastal ferry
service is the conpetition between passengers and freight onboard the
vessels.  The systemis designed primarily to carry freight and to provide
transportation for coastal residents. Wth the exception of the route
between Fortune and St. Pierre and between Lew sporte and CGoose Bay,
travel on these coastal ferries is not oriented to attract or acconmodate
tourists. For exanple, reservations cannot be made from outside the
province, however, any visitors can travel the coastal systemif they take
the time and effort to make the necessary arrangements

This coastal service is a unique feature of Newfoundland and
Labrador, but is not currently being encouraged for tourism devel opnent.
The coastal service system should be inproved and policies changed to
pronote the full potential for tourism devel opnent. The coastal tour
could be a very attractive travel experience. Al aska currently has a
coastal tour in the formof a packaged cruise equipped With cruiseliners,
denonstrating that warm climates are not always a factor and that cruise
experiences need not be limted to equatorial destinations.

Coastal cruises could open up to tourism many of the rich cultura
and scenic attractions that the province has to offer. For exanple
“comunities along the coast could hold folk festivals and develop their
craft industries. Local residents could provide tours to scenic sites or
for specific activities, as well as open their homes as bed and breakf ast
operations. The node of transportation already exists for this type of
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tourism devel opment. The level of coastal boat services would need to be
upgraded, however, and service policies designed to attract and cater to
tourists. If CN were not interested, the government could consider

al lowing private conpanies to conpete in the coastal trade.

iii) Intra-Island Ferry Service:

The intra-island ferry service provides a transportation |inkage
between the mainland of the province and the islands off the coast, wth
the exception of the Bonne Bay ferry service which provided a |inkage
across the nouth of a bay. The ferry services are as follows:

- Bell Island/Portugal Cove

- St. Brendan’s/Burnside

- FO0go Island/Carmanville

- Change Island/ Cobb’s Arm

- Little Bay Island/Long Island/St. Patrick's
- Woody Point/Norris Point

Considering that this type of transportation is rare, intra-island
ferries could be promoted to tourists as part of the province's tourist
appeal

One particular ferry service having tourist appeal was the Wody
Point/Norris Point ferry, but this service was termnated in Septenber,
1985 because it was not the only autonobile transportation |inkage to the
area. The Wody Point/Norris Point ferry connected one side of a smal
bay to the other. Wthout this ferry service, one can still get from one
side to the other by driving around the bay, approximately a one hour
trip. Since it was considered ‘non-essential’ to transportation, the
provincial government’s subsidy for operation of the Wody Point/Norris
Point ferry service was discontinued.

Transportation, however, is not merely for the purpose of getting
people frompoint A to point B. Transportation is also a resource upon
which tourismis based. This government decision fails to consider the
vital role that transportation policy plays in tourism devel opnent.
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Located in the G os Mrne National park area, this ferry was a key to
tourism devel opment. Tourismis the major industry in the Bonne Bay area.
Al ready many jobs have been created that rely upon tourism and
consequently the Wody Point/Norris Point ferry played a vital role in the
industry’s success in the area.

¢) Ar_ Travel

Air travel is vital to the growth in non-resident visitor travel to
Newf oundl and and Labrador. Estimates of non-resident visits indicate that
in 1984 approximately 63% of visitors to the province travelled by air.
About 41% of air travel to the province is for the purpose of business,
including attending conventions. Wth the anticipated increases in oil
devel opment business activity and conventions, one would expect this
percentage to rise.

Canada’s air services are currently being deregulated. Transpor-
tation Mnister, Don Mazankowski, released in July, 1985 a discussion
paper on the deregulation which proposed “narket-driven airline prices,
freer access to air routes and the transfer of Canadian Transport
Commi ssi on (CTC) powers to cabinet.” Under the proposal, airlines would
be free to set their own ticket prices and nove into routes that
previously were approved only after lengthy consideration by the CTC
Part of the purpose of deregulation iswget away fromthe m smatch of
large air craft serving small comunities.

It is believed that deregulation will result in the expansion of
smaller airlines serving |ow popul ation areas, |ike Atlantic Canada. To
take up the slack of larger airlines’ abandoned routes, a new class of
entrepreneur will move in. Mazankowksi said, “W think that by opening
the system up, we provide opportunities for new services to nove into
areas where, under the controlled regine. ..some of the larger carriers
find it a losing proposition.”

The expected growth of these smaller airlines is also generating a
fear that although travel costs may decrease due to nuch conpetition
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between these snaller airlines, operating costs will be cut by cutting
down on enploynent costs. And in the case that smaller airlines do not
nmove in to take over |ess travelled routes, it is feared that some routes
may be cut and/or fares increased to cover operating costs

The inplications of these consequences of air transport deregulation
m ght inpact negatively upon Newfoundland and Labrador where the nunber of
jobs is already low and air transportation costs high. The inplications
of deregulation for Newfoundland s tourism industry need to be carefully
consi dered

3. Superstructure

Superstructure, “as it relates to tourism is defined as the buildings
and facilities frequented by the traveling public, such as attractions
and recreational facilities, accomodations and food and beverage

est abl i shnent s

a) Attractions and Recreational Facilities

Places of anusement and recreation contribute to the attractiveness
of a destination. They may be privately or publicly owned and/or
operated. They may be revenue generating or provide free adm ssion.

In devel oping tourism considerable thought and effort should be
devoted to the type of activities in which visitors are to be engaged
One of the nmost common errors in tourismis that insufficient effort is
devoted to this phase. A confortable hotel room and delicious neals
provided to a person who has reached his or her destination in a pleasant
formis not all that is needed for successful tourism Nor is the
devel opnent of an attraction without supporting facilities and services
enough. An integrated conbination of both attractions, facilities and
services is required.
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Wth the devel opment of the new convention centre in St. John's, it
appears that considerable attention is being given to ensure conplenenting
devel opments such as that of George Street and the downtown area, as well
as the Quidi vidi-Rennies' M || River devel opment, all of which will add
to the overall attractiveness of the city to tourists, particularly the
convention narket.

Wth respect to the Trinity restoration project, however, it appears
that an integrated conmbination of both attractions and supporting
facilities and services was lacking in the devel opnent of the respective
ar ea.

According to research conducted by Julie 0'Halleren, a SoOCi a
anthropol ogi st at Menorial, it appears that the restoration of a nunber of
historically" significant structures in Trinity did not significantly
stimulate the devel opment of tourismrelated enterprises that could
contribute. to the local econony. Even though more tourists are visiting
the area, few tourist dollars are being spent.

In developing the tourism industry, making a destination area nore
attractive is only one of the objectives. (Evidently, this objective has
been met; nore visitors are being attracted to Trinity, and too, l|oca
people generally are pleased with the restoration as it makes their town
much nore aesthetically appealing.) Econom c objectives nust also be
established however. In the planning stages of the devel opnent, business
opportunities need to be identified and comunity roles determ ned.
Including these and other planning objectives, a devel opnent plan then
takes on the characteristics of a tourism devel opment plan as opposed to a
restoration plan. This is not to suggest that restoration is not valuable
inits own rite. The poin: to be made is that restoration in itself is
only a conponent of tourism devel opment planning. Therefore, restoration
by itself cannot be expected to neet the objectives of successful tourism
industry development. Qther factors need to be integrated into the plan.
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Recreational facilities, many of which are devel oped in comunities
for local resident use are also attractive features for tourism
devel opnent.  Many cormmunities, however, overlook the potential dua
function that their towns' recreational facilities can provide. These
facilities can often be devel oped and pronmoted to service not only |oca
residents, but also to add to the comunities’ tourist appeal

Provincial parks also have greater potential to cater to the desires
of the traveling public. Athough park-user demand exists for such
provincial parks generally do not provide concession stands or
recreational equipnent rentals, etc. These would be ideal small business
opportunities for the tourism private sector and would likely increase
park visitation.

| ssues inpacting on the devel opment of the province's tourism
attraction and recreational facilities raised in this section, such as
restoration, nunicipal planning for recreational facilities and potential
private sector opportunities in provincial parks, need to be discussed
anongst the respective governnent departnents and co-ordinated tourism
devel opment planning efforts undertaken to avoid unnecessary detrinent to
tourism devel opment. The Department of Culture, Recreation and Youth, the
Department of Minicipal Affairs and the Departnment of Devel opnent and
Tourism each have a role to play in this regard.

b) Acconmodat i ons

Accommodations can be categorized as hotels, notels, notor hotels,
hospitality hones (commonly called bed and breakfast hones), cabins
canpgrounds and parks, and outfitting canps.

In general, hotel, notel and notor hotel operations tend to be
year-round, high in price per unit, and cater mainly to the business
traveller. Hospitality homes, cabins, canpgrounds and outfitting canps
tend to be preferred by non-business travelers as they are nore
affordable and provide a greater neans of contact with local residents and
natural settings
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Except for during peak tourist season, occupancy rates in the
province are depressed. The |ow occupancy rates tend to indicate little
opportunity for new devel opment of year-round acconmodation
establishments.  Because during peak tourist season there is insufficient
supply of acconmodation to nmeet the demand, opportunity appears to exist
for seasonal accommdation

Hospitality Homes:

Hospitality homes are becoming quite popular in the rest of Canada
however, the idea seenms to be slow to catch on in the province. Thi S
concept originated in Britain and is very popular in Europe. It was not
until 1972 that the idea was introduced in Canada. It started in Cape
Breton as a governnent project to overcone econom c disparity. Since then
the idea has spread and is a very attractive form of accomodation for
travelers interested in meeting peopie and experiencing their culture.

As the physical facilities already exist (ie. peoples’ private
hones), relatively little capital cost would be required. Particularly in
rural comunities, this type of acconmmodation devel opment woul d be nost
appropriate due to the setting and also because of the local cultura
lifestyle

Under the new tourism subsidiary agreement, funding is available as
an incentive for hospitality home devel opnent.

Current fire regulations, however, are somewhat prohibitive. A
hospitality honme acconmodating four or nore guests upstairs requires an
exterior exit stairway from the second storey. Hospitality hone fire
regulations in other provinces are |less prohibitive. Considering that a
hospitality home is a private dwelling, could not the current fire
regul ations in the province for private dwellings also apply for
hospitality honmes? This is a sensitive issue for it is not intended that
the relaxing of current fire regulations indicate a disregard for human
safety.
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Campi ng Accommodat i on:

Considering the high levels of indiscrininate gravel pit and roadside
canping, there appears to be significant potential for private canmpground
devel opment, if not a indication of the discontent with public
canpgrounds, possibly due to the lack of recreational facilities and other
services not currently provided in provincial parks.

Qutfitting Canps:

Considering the rich wildlife resources and wlderness area the
province possesses and the lucrative market demand for hunting and
fishing, the developnment of outfitting camps in the province holds much
undevel oped potential. One of the mgjor constraints to this type of
devel opnent is hunting licensing. Apparently, there is a lack of
sufficient non-resident hunting licenses to neet market demand. Thi s

probl em nmust be resolved but wthout unnecessary detrinent to wldlife
conservation.

Accommodat i ons funding:

The followng is an excerpt taken from the current
Canada/ Newf oundl and Tourism Devel opment Subsi diary Agreement regarding
funding for accommodations in the province:

Consi derabl e gains were made under the previous Tourism

Devel opment Agreement toward inproving the quantity and quality
of accommodations plant in the province. However, inprovenments
are still necessary, particularly in the quality of existing
accommodation facilities. COccupancy rates for the majority of
hotels and motels in the province generally indicate inadequate
demand to justify construction of new hotel and notel facilities.
Neverthel ess, in specific instances there are clearly
accommodat i on supply shortages in the province which can be
addressed.

Accommodation incentives are available for feasibility analysis
and for capital costs to develop new establishments, to nodernize
existing hotels and notels, seasonal accommodations, hospitality
homes and hunting and fishing camps and to convert existing
structures. Devel oping seasonal accommodation in areas not
presently serviced will be a priority, particularly in those
areas near mjor travel generators where occupancy rates for

seasonal accommodations indicate there is a demand for additional
facilities.
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Accommodations G ading System

Wien traveling, people generally want to know what type of
accomodations are available. In response, accommodation grading systens
are becoming nore conmon. Tourism Ontario, a private sector tourism
organi zation simlar to Hospitality Newfoundl and, has inplemented its own
five-star grading programme. Menbers of the organization voluntarily have
their establishment assessed according to approved quality standards. The
progranme is proving quite successful. Upon receiving their star grading
the establishment owner receives a large sign saying ‘Tourism Ontario
Recommended’, and the name of ‘the establishnment, along with its grading,
is published in an acconmodation guide for travelers. Mnitoring of
traveller usage indicates that the system is reliable and well recognized.

Wth the potential devel opment of a National TourismPlan, it becones
quite likely that such a grading system will be inplenented nation-w de.
The Department of Devel opnent and Tourism and Hospitality New oundl and
shoul d consider designing an acconmodation grading system appropriate for
i npl enmentation in the province as it would provide an incentive for
Hospitality Newfoundland’s menbers to upgrade their establishnments, as
wel | as provide a service to travelers

c) Food and Beverage Services

Food and drink are among a destination area’s nost inportant cultura
expressions. Travelers often enjoy trying traditional foods and |oca
dishes. To inprove their appeal, restaurants could feature local dishes,
explaining on the menu the ingredients and nethod of preparation. Al so,
the decor of the restaurant could be themed to suit the type of food being
served and to create a unique and menorabl e imge

Under the old tourism sub-agreement a ‘Taste of Newfoundl and’
programre was designed and inplenented to
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1) develop a recipe and service programme in conjunction wth
the Newfoundland Restaurant and Hotel Industry, that would
provide an interesting and reliable selection of traditiona
dishes to tourists during the tourist season;

2) bring the existence of the programmed to the attention of
tourists and provide themwith a nmeans of identifying
participating restaurants;

3) have at least 200 eating establishnents participating in the
programme, with 50 in the first year.

This programme operated for only two years (1981 and 1982).
Fifty-two establishments participated in the first year and twenty-six in
the second. It was felt that the programmers success was linmted by a
| ack of awareness of the programme and its benefits

A few of the participating restaurants were questioned after the
programre had finished, and in general they were pleased with the
programme. Free radio advertising during the sunmer nonths appeared to
have increased their business. They felt that the tourists were generally
enthusi astic about being able to find a good selection of traditional
meals in the province. It is, however, disappointing that the pronotiona
work on this programme was not conpletely successful. If, in future, this
progranme is reinstated, a stronger enphasis should be placed on the
benefits of participating and the overal|l benefits for the province

Newf oundl and is one of the largest international suppliers of fish.
Qur world renowned fish produce should be available to visitors in the
formof attractively prepared dishes served in our restaurants. Sanpling
traditional foods is a significant part of a travel experience, therefore,
because we are known for our fishing industry, visitors to Newf oundl and
natural |y expect fish dishes to be available in our restaurants. To
ignore the restaurant industry is to miss an opportunity for promoting
Newf oundl and fish to people from other provinces and countries.
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Wthin the fishing industry, the province's restaurants shoul d be
perceived as pronotional show cases for our fishing industry’s produce.
Visitors to the province, international visitors especially, formulate
attitudes and opinions about the province based on their experiences while
here. \Wen they |eave, they carry these attitudes and opinions with them
and spread themto others. Eventually a general image of the province is
created in people’s mnds. Ensuring that this image is a positive one
one that enhances our province in general, but in particular our major
export industry, is very inportant. Encouraging restaurant owners to
provide fish dishes and ensuring an adequate supply of produce is a means
by which the fishing industry can create and pronote a positive imge of
its product, and at the same time, the tourism industry benefits by
catering to the tourism demand for fish dishes

Newf oundl and has al so becone internationally known for its wld gane.
Caribou, noose, fow, etc. could be served in specialty restaurants to
enhance the province's image. Also the internationally controversial
issue of the sealing industry could be built upon by including seal neat
on specialty menus. Adequate supplies of these itens would need to be
ensured.

Hospitality Training Institutes and the Lack of
Enphasi s on Traditional Newf oundl and Dishes:

Part of the reason that traditional Newfoundl and dishes and wild game
and seafood are not adequately available to visitors in the province is
because the training programmed oriented towards food preparation and
management do not enphasize the inportance of these dishes. There are a
nunber of training programmed oriented towards the management and
preparation of food and beverage, such as cooking courses and food
preparation managenent, and also a new hospitality managenent programe at
Bay St. Ceorge Community College. But for the nost part, training in food
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preparation has been geared prinarily towards enploynent in institutions
and not for the restaurant sector of the tourismindustry. Consequently,
there has been little enphasis on the preparation of traditional

Newf oundl and di shes.

In contrast, Prince Edward Island now has its own Seafood Culinary
Institute. Newfoundland's food and beverage institutes need to be
encouraged to respond to the growing tourism demand for |ocal dishes by
training a labour force skilled to prepare them

Successful food and beverage facilities and services in the tourism
industry are not sinply a matter of providing good food in clean
surroundings. Adding a particular flavour and atnosphere in keeping wth
traditional ways of life and projecting a favorable inmage of one’'s
culture is the key to success when devel oping the tourism potential of
food and beverage operations. It is this philosophy of cultural tourism
i mage devel opment that our province’s food and beverage establishments
need to adopt. As previously discussed, our province's fishing industry
shoul d be encouraged to perceive restaurants catering to tourists as
pronotional showcases

4, Human Resour ces

Tourism being a very people-oriented, people-dependent industry,
relies very much on the devel opment of human resources. These hunan
resources include the people actually enployed in the industry itself,
either directly or indirectly, as well as the cultural resources that
contribute to the ‘attractiveness’ of the destination area. Wth this in
mnd, we will now discuss the Human Resources of the tourism industry in
three separate sections

a) Labour Force and Enpl oyment Characteristics of the Tourism
| ndustry

b) Tourism Education and Trai ning

¢) Cultural Tourism
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a) Labour Force and Employment Characteristics of the Tourismlndustry

The tourismindustry remains undefined according to Statistics
Canada’s Standard Industrial Cassification (sic) system It is therefore
rather difficult to determne the actual enployment figures generated by
the tourismindustry. Part of the reason for this is the fact that the
tourismindustry is defined not nerely in terms of the product and
services it provides, but also in ternms of the customer that buys them
However, when we identify facilities and services that cater to the wants
and needs of the traveling public, we realize that these do not sinply
contribute to the tourismindustry. Enploynent generated is due not only
to tourists but also to local patrons. Enploynent in the transportation
conmponent of the tourism industry is also partially generated through the
transportation of goods

Neverthel ess, in an attenpt to get sone idea of the labour force and
enpl oynent characteristics of the tourism industry, we wll select for our
analysis a nunber of SIC industries that are ‘related” to the tourism
industry. These related industries we will then re-categorize accordi ng
to the conponents of the tourismindustry as follows:

Corresponding Selected SIC
Industries related to the
Tourism | ndustry Conponent Tourism |ndustry

Transportation Transportation (to include
peopl e and freight)
Gasoline Service Stations

Accommodation, and Food Accommodation and Food
and Beverage Services Servi ces

Liquor, Wne and Beer Stores

Attractions, Events and Amusenent and Recreational
Recreational Facilities and Services
Services
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Using the re-categorized SIC industries, we will attenpt to determne
t he labour force and enploynent characteristics of the tourism industry,

keeping in mnd that other activities also contribute to these labour
force and enploynent figures.

Percentage of Total Labour Force:

Table IV indicates the proportion of the labour force in industries
related to tourism by province, and the proportion of the related
industries that are in the acconmodation and food services sector.

The table indicates that:

- Newf oundl and and Labrador has the |owest proportion of the
labour force in the industries related to tourism(9.4%

except for the North West Territories, the other provinces
have a higher proportion of their tourismrelated labour
force in the accommdation and food services sector.

Newf oundl and and Labrador has 44.0% of its tourism related
labour force in the accommmdation and food services sector.

Sex:

Tabl e V shows the labour force by both nmales and females in the years
1971 and 1981, as well as the percentage change from 1971 to 1981. To
highlight the findings of this table:

each selected industry related to tourism experienced
substantial labour force increases from 1971 to 1981
Transportation +21.37%
Accommodat i on, Food and Beverage +88.7%
Attractions, Events and
Recreational Services +147 . 3%

the percentage change in the total labour force in selected
industries related to tourism was +46.4% from 1971 to 1981.
This percentage increase was slightly Iower than the +52.9%
i ncrease experienced in the total provincial labour force.



TABLE | V

Labour FOr ce in Accommodati on and Food Services Sector as a Percentage
of Selected Industries Related to Travel/Tourism and Recreation -
by Canada and Province, 1981

Total Labour Force Total of Akl Sel ected Industries % of Total Total of Al Labour Force % of Total Selected
Rel ated toTravel/Tourism Labour Force in Accommodation Industries rel at ed
and Recreation and Food Services to Travel/Tourism
+ Recreation

Canada 12,267,015 1, 356, 690 11.1 666, 830 49.2
Newfoundland 232, 015 21, 900 9.4 9, 630 44.0
Prince Edward Island 57,880 6, 860 11.9 3,450 50.3
Nova Scotia 388, 465 41,105 10.6 19,610 41.7 '
New Brunswick 308, 440 31, 320 10.2 16, 255 51.9 &
Quebec 3,100, 425 315, 820 10.2 161, 510 51.1 |
Ontacio 4,548,410 546, 130 12.0 243, 965 44,7
Mani t oba 510, 885 56, 725 11.1 28,370 50.0
Saskat chewan 461, 380 44,385 9.6 24, 400 55.0
Al berta 1,213,705 119, 760 9.9 63, 710 53.2
British Col unbia 1,412, 490 168, 525 11.9 94, 065 55.8
Yukon 13, 300 2,150 16.2 1,090 50.7
North West Territories 19,670 2,015 10.2 790 39.2

Source:  StatisticS careda, 87,401
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TABLE V
Newf oundl and and Labr ador
Sel ected Industries related to Tourism
(categorized by Tourism Industry Conponents) by Sex, 1971 and 1981 :
Sel ected Industries ;
Categorized by Tourism Industry Conponents ‘

1971 £ Change From19 -1981
F Tot al M F Tot al
# % # % # ¢ b3 ; X Total % Chg % Chg. | % Chg.

Transportation:

Tranaportation 9,630 | 96.2 380 3. 10, 010 10,445 | 92.1 900 | 7.9 11,345 |+ 8.5 +136.8 |+ 13,3
Gasol i ne servic

Stattions 1,200 | 94.5 70 5 1,270 1,765 | 75.6 570 | 24.4 | 2,335 |[+47.1 +714.3 |+ 83.9
Sub-t ot al 10,830 | 96.0 450 | 4. | 11,280 | 12,7210 | B9.3 [ 1,470 |10.7 , +12.7 +226.7 |+ 21.3
Accommodati on an

F00d and Beverag:

Conponents:

Accommodat i on

and Food servie/| 1,975 | 38.4 | 3,170 | 61 5, 145 2,815 | 28.5 | 7,070 [ 71*5 | 9,885 |+42.5 +123.0 |+ 92.1
Liquor, wine &

Beer Stores 240 | 100.0 240 2751 100.0 275 | +14.6 + 14.6 '
Sub-t ot al 2215 | 4T.T [ 3,170 | $8. 5, 385 3,000 | 90.4 | 7,070 | 69.6 [ 10,160 | +39.5 +123.0 [+ 88.7 |3
Attraction.

Events &

Recreat onal

Servi ces:

Anusenent &

Recreational

Servi ces 415 | 74.1 145 | 25. 560 825 | 59.6 560 140.4 | 1,385 |+98.8 +286.2 +147.3
Subt ot al 415 ) 145 | 25. 560 825 | 59.6 560 | 40.4 | 1,385 |+98.8 +286. 2 +147.3
Total Tourism

& Recreational

related ind. 13,460 | 78.1 | 3,765 | 21. 17, 225 16,125 | 63.9 | 9,100 |36.1 | 25,225 |+19.8 +141.7 + 46.4
Total Labour 107,18¢| 72.4 | 40,815 | 27. | 147,995 14213351 62.9l83,985|37.1l226,340 +32.8 [+105.8 | + 52.9
| Force |

Labour

Sour ce:

Force Statistics
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- in 1971 the percentage of the total provincial 1labour force

in industries related to tourismwas 11.6% In 1981 the
percentage was 11.1% Therefore, in terms of proportion,
the size of the labour force in industries related to
touri sm experienced a 0.5% decrease when conpared to the
total provincial 1labour force.

significant growth in the female labour force in each of the
selected industries related to tourism was experienced.

Transportation +226. 7%
Acconmmodation, Food and Beverage +123.0%
Attractions, Events and

Recreational Services +286.2%

the percentage change in the total female labour force in
selected industries related to tourismwas +141.7% from 1971
to 1981, as conpared to the +105.8% increase of the total
femal e labour force from 1971 to 1981.

- with respect to the male-to-female ratio in each of the

selected industries related to tourism

Transportation is male doninated:
96.0% male in 1971
89.3%Z male in 1981

Accommodation, Food and Beverage Services are fenale
doni nat ed:

58.9% female in 1971

69.6% female in 1981

Attractions,. Events, and Recreational Services are nmale
dom nat ed:

74. 1% male in 1971

59.6% male in 1981

The overall total labour force in industries related to
tourismis male domnated, but less so than in 1971:

78. 1% male in 1971

63.9% male in 1981

In each case, the fenale porti,n of the labour force
industries related to tourism has experienced a
substantial growh from 1971 to 1981.
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Age Distribution:
Tabl e VI Dbreaks down the data by age and shows the follow ng:

the tourism labour force sectors of the econony have a
significantly higher proportion of youth between age 15-25
years than does the total labour force.

% of Labour Force Between

15-25 years
Total Labour Force 27.1
Accommodation and Food and
Beverage 36. 2
Attractions, Events and
Recreational Services 45.5
Level of Schooling:
Table VIl gives a breakdown by educational level. It indicates

that:

the greatest proportion of the provincial labour force in
industries related to tourism consists of people with a |ow
| evel of schooling.

approximately 22.9% of the tourismrelated labour
force have |less than Gade 9.

approximately 31.2% of the tourismrelated labour
force are in the Gade 9-13 without certificate or
dipl oma category, as conpared to approximtely 24.3%
of the total labour force being in this cateogry.

about an equal proportion of the tourism related
labour force have trades certificates or diplonmas as
does the total labour force. (17.5%and 17.4%
respectivel y)

smal | er proportion of the tourismrelated labour force
have university degrees as conpared to the total
labour force (1.3% and 7.5% respectively).



Sel ected |ndustries

Categorized hy

Touri sm Industry Components

Transportation:

TABLE VI

Newf oundl and and Labrador

Selected Industries related to Tourism
(categorized by Tourism Industry Conponents) by Age,

1981

.9-25 years

25-44

{

Tot

T

al

1,555

365

1,920

5,455

435

5,890

51.

Transportation
Gasol i ne Servic
Stations

Sub-t ot al

Accommodati on am

Food and Beverae:

Conponent s:
Acconmodat i on
and Food Servic
Liquor, wine &
Beer Stores
Sub-t ot al

Attractions,
Events &
Recreati onal
Servi ces:
Amrusement &
Recr eat i onal
Servi ces

Total Tourism
& Recreational

rel ated ind.

Total Labour

Force

895

2,450

1,060
20

29.0
100.0

1,080

365

4,640

33,995

29.4

57.5

57.1

55.5

27, 260

260

625

2,590

2,590

270

3,485

20.3

42.5

42.9

44.5

1,155

I
©
1|l

3,075

3, 650
20

22.5

500

6, 055

1,230
160

~J| O
W] O

9001

230

665

3,340

73.1

3,670

635

8, 125

61, 255

45.5

26.3
27.1

1,390

340

11, 095

72,260

60. 7

72.4
62.8

3, 340

220

4,225
2, 805

70.6

39%3

27.6
37.2

830

35.

oo

6, 720

4,570
160

49.

46.
60.

4,730

560

15, 320
115, 065

46.

40.

49.
50.

o




TABLE VI (cent’d)
Newf oundl and and Labrador
Selected Industries related to Tourism
(categorized by Tourism Industry Conponents) by Age, 1981

Sel ected Industries

Categorized hy

Tourism Industry Conponents

Transportation:

lotal

Tot:«

Tot al

i

#

3,435

100

3,535

10, 445

900

11,345

Transportation
Gasol i ne servic

Stations
Sub-tota

Accommmodati on an

Food and Beverag:

Conponent s:
Accormmmodat i on
and Food Servic:
Liquor, wine &
Beer Stores

Sub-tota

Attractions,
Events &
Recreat| ona
Servi ces:
Amrusement &
Recreationa
Servi ces

Total Tourism
& Recreationa
related ind

Tot al
Force

Labour

265

3,700

525
85

795.2

31.5
100.0

85

185

1,140

SIS
W] 0O

4.8

68. 5

610

125

6, 065

36, 100

34.9

62.5

81.2

72.2

1,140

75

1,400

13,915

65.1

37.5

18.8

27.8

350

3,885

1,665

85
1,750

200

7,465

50, 015

28.4

14.3

24.2

22.1

1, 760

575

12,205

2,815

N
(o2}
ol

830

16, 115

142, 355

1,475

7,070

7,070

565

9,110

83, 980

2.335

13, 680

9, 885

265
10,150

1,395

25,225
226, 335




TABLE VI |
Newf oundl and and Labrador
Selected Industries related to Tourism

(categorized by Tourism Industry Conponents) by Level of Schooling, 1981
Sel ected Industries
Categorized by Tourism ‘
| ndustry Conponents
ess thar Grade 9 G ade 1-13 wit! ut cert Or dip:
¥ Tot: . } ! Tot al
# % # % # % # % # Z # &
Transportation: 2,970 | 98.3 50 1.7 3,020 | 24.1 2,835 9o.1 145 4.9 2,980 .
Transportation 275 | 80.9 65 [19.1 340 14. 4 645 72.1 250 | 27.9 895 1 38.0
Gasol i ne Service
Stations
Sub-t ot al 3,245 | 96.6 115 34.2 3,360 22.6 3,480 89.8 395 10.2 3,875 | 26.0
Accommpdat i on anc
Food and Beverage
Conponent s:
Acconmmodat i on
and Food Service £35 | 26.5 1,760 | 73*5 2,395 24.2 970 25.0 | 2,910 75.0 3,880 | 39.3 L‘n
Liquor, wine & &
Beer Stores 25 |1 100.0 25 9.4 80 | 100.0 80 | 30.2 |1
Sub-t ot al 660 | 27.3 21,760 | 72.3 2,420 23.8 1, 050 26.5 12,910 [73.5 3,960 | 39.0
Attractions,
Events &
Recr eat | onal
Servi ces:
Anusenent &
Recreational
Servi ces 185 69. 8 80 |30.2 265 19.2 200 50.0 200 |50.0 400 | 29.0
Total Tourism
& Recreational
related ind. 4,090 | 67.7 1, 955 32.3 6, 045 22.9 4,730 57.4 | 3,505 42.6 8,235 | 31.2
Total Labour 36, 970 75.1 12,230 24.9 49, 200 21.7 33, 340 60. 6 21,665 | 39*4 55,005 | 24.3
Force




TABLE VIl (cent’d)
Newf oundl and and Labrador
Selected Industries related to Tourism
(categorized by Tourism Industry conponents by Level of Schooling, 1981
Sel ected Industries
Categorized by Tourism

I ndustry Conponent s

rade 9-1 W1th ce t. or dipl. Trades certific te or diplom
1 Tot: y F [ Total
# % # % # Z # % # Z # b

Transportation: 1,170 | 92.1 100 7.9 1,270 10.1 1,975 69.8 855 30.2 --TIJm-| 22.6
Transportation 250 | 73.5 90 26.5 340 14.4 400 8l.6 90 ]18.4 490 | 20.8
Gasol i ne Service

Stations
Sub-t ot al 1, 420 88.2 190 11.8 1,610 10. 8 2,375 71.5 945 28.5 3,320 | 22.3
Accormmodati on and
Food and Beverage
Conponent s:

Accormmodat i on

and Food Service 330 | 26.1 935 73.9 1, 265 12. 8 340 32.7 700 67.3 1, 040 10.5 "
Li quor, wine &

Beer Stores 20 | 100.0 20 7.5 70 100.0 70 | 26.4
Sub-t ot al 350 | 27.2 935 72.8 1,285 12.7 410 36.9 700 | 63.1 1,110 | 10.9
Attractions,
Events &
Recr eat i onal
Servi ces:

Amusement &

Recreati onal

Servi ces 65| 59.1 45 | 40.9 110 8.0 135 69.2 60 | 30.8 195 14.1
Total Tourism
& Recreational
related ind. 1,835 | 61.1 1,170 | 38.9 3,005 | 11.4 2,920 | 63.1 |1,705 [ 36.9 4,625 | 17.5
Total Labour 4,645 60.0 9,780 | 40.0 24, 425 10. 8 24, 455 62.3 14,815 | 37*7 39, 270 17.4
Force




TABLE VI1 (cent’d)
Newf oundl and and Labrador
Selected Industries related to Tourism
(categorized by Tourism Industry Conmponents) by Level of Schooling, 1981
Sel ected Industries i
Categorized by Tourism ‘
I ndustry Conponents
one Pos Secondsry witho cert. or dipl. Post- ‘:condar ith cert. or dipl.
Tot Tot al
. i % # % # Z # Y% {# 3 # Z

Transportation: 7251 60.0 485 | 40.0 1,210 9.6 665 64.3 370 | 35.7 1,035 8.3
Transportation 140 | 73.7 50 | 26.3 190 8.1 65 65.0 3 [ 35.0 100 4,72
Gasol i ne Service -

Stations
Sub-t ot al 865 | 61.8 535 | 38.2 1, 400 9.4 730 405 1,135
Accommodat i on and
Food and Beverage
%[Mii

Accormmmodat i on

and Food Service 360 | 41.9 500 | 58.1 860 8.7 120 34.8 225 | 65.2 345 3.5]"
Liquor, wine & »
Beer Stores 30 | 100.0 30 11.3 25 100. 0 25 904 |
Sub-t ot al 390 | 43.8 500 | 56.2 890 8.8 145 39.2 225 160.8 370 3.6
Attractions,
Events &
Recr eat i onal
Servi ces:

Amrusement &

Recr eat i onal

Servi ces 185 | 60.7 120 39.3 305 22.1 30 42.9 40 | 57.1 70 5.1
Total Tourism
Recreational
rel ated ind. 1,440 | 55.5 1, 155 44.5 2,595 9.8 905 57.5 670 |42.5 1,575 6.0
Total Labour

Force 1,460 | 58.9 9,375 41.1 22,835 10.1 8,610 46.0 10,115 | 54.0 18,725 8.3




TABLE VI1 (cent’d)
Newf oundl and and Labrador
Selected Industries related to Tourism
(categorized by Tourism Industry Conponents) by Level of Schooling, 1981
Sel ected Industries
Categorized by Tourism
I ndustry Conponents

Unive Sity Deg €€ Tot:
= ! ‘E% Tote . l Tot a
# % # % # % # % 5 135 % o g45

Transportation: 100 | 50.0 100 50.0 200 1.6 10,440 , ,
Transportation 1,775 590 2. 355
Gasol i ne Service

Stations )
Sub-t ot al 100 | 50.0 100 |50.0 200 1.3 12, 2150 2,685 14, 900

Accommpdat i on anc
Food and Beverage
Components:
Accormmmodat i on
and Food Service 55 | 55.0 45 145.0 100 1.0 2,810 7,075 9, 885
Liquor, wine &
Beer Stores 15 1 100.0 15
Sub-t ot al 70 1 60.9 45 139.1 115

—|on
=~
()
D
15
)
o
a1

3,075 7,075 10, 150

Attractions,
Events &
Recreati ona
Servi ces:
Amusenent &
Recreationa
Servi ces 25| 71.4 10 28.6 35 2.5 825 555 1, 380

Total Tourism
Recreationa
related ind. 195 55.7 155 44.3 350 1.3 16, 115 10, 315 26, 430

Total Labour
For ce 10,870 | 64.4 6, 010 35.6 16,880 7.5 142, 350 83, 990 226, 340
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Ear ni ngs:
Table VIII on earnings indicates that:

the average weekly earnings received in all tourism related
I ndustries experienced positive increases from 1983-1984,
except the acconmodation and food/beverage Service sector
whi ch experienced a 0.16% decrease;

the accommdation and food/beverage sector is also the
| owest paying of all industry sectors at approxinately
$178.82 per week in 1984;

- average weekly wages in transportation were $447.07 in 1984,
putting them above the average industrial aggregate of
$389. 24 per week.

Seasonality:

Table I X indicates the seasonality of enploynent in the industries
related to tourism To nore easily picture the seasonal trends, a number
of provincial statistics have been graphed for conparison (See Gaph I1l)
March is taken as the base month. The findings indicate that

(1) Enployment in other provinces tends to fluctuate to a greater
proportion during the tourism season than in New oundl and. This
means that other provinces have a greater demand for accommodation
and food services related labour during the tourism season than
Newf ound! and

(2) P.E.I. experienced about a 65 to 70% increase in accommodation and
food services enployment from March to its peak in July and August
1983.  Considering that nost visitation to p.E.I. is for vacation/
touring purposes, it is to be expected that enployment in the
accommodation and food services sector is subject to such large
seasonal percentage fluctuations, due to the seasonality of this type
of travel
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TABLE VI |

Newf oundl and and Labrador

Sel ect ed

I ndustries by Average Weekly Earnings

Avera

Ear ni
Sect or 1983
Transportation $422.91

Gasoline Service Stations 198.99

Amusenents &

Recreation Services 191. 19
Accommodation and

Food Services 179.11
Service Producing

[ ndustries 359. 98
I ndustrial Aggregate 369. 47

Source: Statistics Canada, 72-002

Touri sm Rel at ed

ge Weekly
ngs ($/wk)
1984
$447. 07

215. 47

210. 40

178. 82

377.79
389. 24

1983- 84

% Change from
1983 to 1984

+5.7
+8. 3

+10.0

-0.16

+4.9
+5. 4
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TABLE | X
Mont hl'y Enpl oynent and Percentage Fluctvation in
Acconmodat 1 on and Food Services by Province, 1983

Province
(" 000) Jan, 1 Feb.! Mar . Apr.

# )4 # )4 # z # %
Canada 433. 4 0 440. 3 1.6
Newf ound! and 5.3 0 5.2 -5.5
P.E.I. 1.6 0 1.6 0
N.S. 9.1 0 9.6 5.5
N.B. 8.3 0 8.7 4.8
Que. 92.7 0 92.7 0
Ont. 171.7 0 176.3 2.7
Man. 20.5 0 20.8 1.5
Sask. 14.5 0 14. 8 2*1
Alb . 46.9 0 47.3 0.9
B.C 61.5 0 62.1 1.0
Provi nce
('000) May June July Aug.

# )4 # % # z # %
Canada 477.7 10.2 512.3 18.2 511.4 18.0 508. 2 17.3
Newf ound! and 5.5 0 6.1 10.9 6.5 18.2 6.7 21.8
P.E.I. 1.8 12.5 2.2 37.5 2.7 68. 8 2.7 68*8
N.S. 10. 2 12.1 11.5  26.4 12.9 41.8 12.7 39.6
N.B. 9.3 12.0 9.9 19.3 9.9 19.3 9.4 13.3
Que. 103.0 1.1 111.1 19.8  103.4 11.5 101.3 9.2
Ont. 195. 8 14.0 208.1 21.2 211.9 23.4 213.9 24.2
Man. 22.7 10. 7 23.9 16.6 22.7 10.7 22.0 7.3
Sask. 15.1 4.1 15.7 8.3 16.1 11.0 15.9 9.7
Alb. 4774 1.2 50. 1 6.8 50. 4 7.5 50.9 8.5
B.C. 65.5 6.5 72.1 17.2 73.2 19.0 71.1 15.6
Province
(" 000) Sept. at . Nov. Dec. Esti mat ed

# pA # 2 # 4 # Zz Average’
Canada 491.2 13.3 473.4 9.2 469.8 8.4 458.9 5.9 470.9
Newf ound! and 6.0 9.1 5.7 3.6 5.7 3.6 5.4 -1.8 5.7
P.E.I. 2.1 31.3 1.8  12.5 1.6 0 1.6 0 1.9
N.S. 13. 8 51.6 13.1  44.0 12.2  34.1 11.9 30.8 11.3
N.B. 9.2 10. 8 8.9 7.2 8.8 6.0 8.4 1%2 8.9
Que. 110.2 18.9 110.8 19.5  110. 18.7 109. 1 17.7 103.3
Ont. 193.3 12.6 182.0 6.0 179.4 4*5 172.3 0.3 187.4
Man. 21.3 3.9 20,4 -0.5 20.9 2.0 19.8 -3.4 21.3
Sask. 16. 2 11.7 16.1 11.0 15.2 4. 14.9 2.8 15.4
Alb. 50.5 7.7 47.9 2.1 479 2.1 46. 8 -0.2 52.7
B.C 67.0 8.9 65.0 5. 65.9 7.2 67.4 9.6 65. 7

Lenploynent data for January and February, 1983 are not avail able. .
‘average Oof 12 months includes estimates for January and February for which data are
not avail able.

Source: Statistics Canada, 72-002
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(3) Newfoundl and’s accommodation and food services enploynent is of a
shorter season. From March to My the enployment |evel experiences a
slunp and then from May to the seasonal peak in July, there is a
17-18% increase, followed by a gradual decline. The other provinces
graphed on the chart experience gradual increases in acconmodation
and foods services enploynent beginning in March.

Urban/ Rural Distribution

Table X provides urban/rural breakdowns. Since the service sector of
the econony is one in which much of the economic growth is occurring, it
is inportant to know whether this growth will be accruing nore to urban or
rural areas. The rural areas have the smaller proportion of accommdation
and food services labour force (31.9%, but this is 2.9% greater than the
percentage of the total community business and personal service industries
located in rural communities.

TABLE X

Newf oundl and and Labrador
Labour Force by Accommodation and Food Services,
and Community Business and Personal Services,
by Rural and Urban Distribution, 1981

Labour Force Rur 1 U1 ranl Tota
# % # )
Accommodation and
Food Services 3150 31.9 6730 68. 1 9880 100.0
Total Community 17565 | 29.0 42960 | 71*0O 60525 100*O

busi ness and
personal service
i ndustries

1 Urban represents an area having a popul ation concentration of 1000+
and a popul ation density of 400+ per-sqg. km

Source: Statistics Canada, 92-921
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Statistiecs Sunmmary

Tourismis a growing sector of the Newf oundl and econony and the
potential for further growth is substantial.

Approximately 9.4% of the province's labour force are in industries
related to tourism the lowest percentage of any province in Canada.
O her provinces have a higher proportion of their tourismrelated labour
force in the accommodation and food services sector. In Newf oundl and and
Labrador, 44.0% of the tourismrelated labour force is in the
accommodat i on and food/beverage Sectors.

Tourism Enpl oyee Profiles:
The following is a likely profile of an individual enployed in
industries related to tourism

Transportation:
mal e (89.3%
aged 25-44 (49.1%
has Gade 9-13 without a certificate or diplom
makes $447.07 (average weekly earning) which is $57.83 nore than
the average annual industrial aggregate. This does not include
gasoline service station enployees who average $215.47 weekly.

Accommodation and Food/ Bever age:
female (69.6% in 1981)
aged 25-44 (46.6% in 1981)
has between Gade 9-13 without a certificate or diploma (39.0% in
1981)
make $178.¢2 the |owest industry sector earnings (the average
weekly earnings in the Accommodation and Food Services in 1984)
lives in a urban area (68.1% in 1981)
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Attractions, Events and 'Recreational Service
male (59.6% in 1981)
aged 15-25 (45.5% in 1981)
has between Grade 9-13 without a certificate or diploma
makes $210.40 per week (the average weekly earnings in the
amusement and recreation Services)

Newf oundl and and Labrador experiences a substantially smaller degree
of seasonal fluctuations in enploynent in the accommodation and
f ood/ beverage sector than other provinces. Mst travelers who come to
Newf oundl and are visiting friends and relatives, or on business; these
travelers are less affected by tourism nmarketing and tourism plant
devel opments that lure summer vacation travelers. P.E.l., by contrast,
attracts large proportions of these vacationing travelers, therefore its
accomodation and food establishnments hire increased numbers of enployees
during the summer nonths.

b) Touri sm Education and Training

Training has had a low priority in Canadian tourism and New oundl and
is no exception. To conpete in this industry, Newf oundl and needs training
institutes and programmed to devel op and enhance those skills which
contribute to the creation of a quality tourism experience, both through
hospitality and tourist services training

Hospitality Training:

Because the hospitality conponent (i.e. accommodation and food and
beverage services) conprises the largest portion of the tourism industry’s
labour force, it is not surprising that nost tourisminstitutes and
programmed in the country provide training for the skills required in the
hospitality sector. Such programmed include food preparation courses such
as baking, cooking, neat cutting/butchery, dietetics/nutrition, and food
and beverage services; and hospitality management courses such as food and
beverage management, and hotel/notel and resort managenent.
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A nunber of these types of programmed are offered in this province
the Bay St. George Community Col | ege which is the nost specialized, offers
programed in waiter/waitressing, cooki ng, baking, and hospitality
managenent

It is generally agreed, however, that the available progranmed do not
nmeet the needs of the tourism market. Food preparation programed, for
exanple, are geared towards institutions. Those that are geared towards
the hospitality industry do not appear to distinguish between catering to
| ocal patrons as opposed to tourists. Wen catering to tourists, a focus
on traditional foods, and specialty items such as wld game and seafood
as well as preparation and presentation, are of great inportance

Hospitality training programmed need to recognize the attractiveness
of food and atnosphere as cultural expressions of the province

Food and beverage marketing efforts nust also be tailored to attract
tourists. Students in the hospitality industry need a know edge of
tourism marketing and the structure of the tourismtravel trade. For
exanple, including a restaurant or hotel in a tour package requires a
know edge of tour operating and whol esaling

Training in the hospitality industry, therefore, needs to recognize
the role that both acconmodation and food and beverage establishnents play
in the tourism industry, with particular respect to developing attractive
specialty dishes and atmosphere, as well as developing an effective
marketing effort to attract potential tourists

Tourist Services Training:

Ensuring good quality tourismalso requires training in the 'tourlst
services sector’, which raises a nunber of wholly different problens.
This sector, includes in particular:l9

the sale and distribution of tourist services (travel agencies,
tour operators, reservation services)
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- information and assistance for tourists at the destination
(guides, hostesses, tour group |eaders)

- public and sem -public tourismauthorities (national and regiona
tourist offices, associations of tourist enterprises).

The tourist services sector, as conpared to the hospitality sector
has a number of unique characteristics

the tourist services sector, with regards to enployment and
manpower needs, is considerably smaller than the hospitality
sector. Research into manpower needs carried out by the
Vocational Training Branch of the International Labour Ofice
shows that between two-thirds and three-quarters of tota
enployment in the tourist industry is accounted for by the
hotel /accommodation trade. This means that demand for training
in the tourist services sector is smaller; training institutes
are therefore smaller scale and are likely to be nore difficult
to operate on an econom cal basis.

- The tourist services sector conprises a large variety of tasks,
functions and positions. There is a great difference, for
exanpl e, between the abilities, practical know edge, persona
characteristics and notivations that a ticket clerk nust have in
a travel agency and those expected of a group tour |eader
working in the field. Very detailed, conprehensive and specific
job descriptions are required as a reliable basis for the
planning of training programs, qualification exam nations and
manpower requirenment studies in the hospitality sector. In the
tourist services sector, job descriptions of the quality found
in the hospitality sector are still evolving and are far from
bei ng standardized.

- Unlike the hospitality sector, where posts and functions are
clearly established and not likely to undergo considerable
nodi fications and additions as time goes on, a significant
evolution in the tourist services sector is still going on
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with obvious inplications for manpower requirenents and
training. In addition to the nore ‘traditional’ posts and
functions, new service features such as package tours,
convention and conference tourism incentive travel , new
marketing techniques, and tourist facilities and services
research and planning are gaining in inportance and expanding,
modi fying the demand for training

- I'n devel oping destinations, the enphasis in creating training
facilities and programmed has been on the hospitality sector
where the demand for personnel is the strongest and nost urgent.
I ncreasingly, however, shortages have begun to appear in the
tourist services sector

Technical and planning assistance in the field of training wll
increasingly be needed in the tourist services sector. Even
though enployment potential in this sector is smaller than in
the hospitality sector, training is needed to provide a
conpetitive advantage over other destinations

Training Institutes and Training Programed:

Excluding institutes that provide training for managerial,
supervi sory and subordinate staff (cooks, waiters, room service personnel,
etc.) in the hospitality sector, the following types of training
institutes and programed are suggested for labour force devel opnent for
tourism by the International Union of Official Travel Organizations

1. University level and post-graduate studies in tourism
these are predomnantly oriented towards a scientific and
theoretical investigation of economc, social and environnenta
aspects of tourism
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al though the training of senior executives for tourism
enterprises and organizations has not traditionally been the
objective of these institutions, nore and nore are placing
greater enphasis on practical and managenment problens in tourism
Managenment training institutes are collaborating with other
university departnents, as it “is argued that the phenonenon of
touri sm nust be studied from the standpoint of sociol ogy,
geography, ethnology, history and law, as well as from econom cs
and business management .

2. Training for mddle-grade nmanagers, technical staff and supervisory
staff in tourism enterprises and organizations
these programmed are usually of two to three years duration
providing a certain amount of specialization (e.g. tourism
pl anning and devel opnent, tour devel opnent, marketing, tourism
reception services such as tour guiding, hotel/resort
management . )

| anguage studies are usually a standard part of the programed.

3. Training for clerical supporting and field staff
This third main group of training institutes and schools forns the
base of the training pyramd. Anmong the training and subsequent
enpl oyment options at this level, tw main groups can be distinguished:
office staff in travel agencies, tourist organizations and
associ ations, or carriers.

- field staff such as guides and hostesses, group tour nanagers
(sometimes during the main tourist season only) travel agents
tour operators, carriers.

Another way to describe jobs and training areas at this level is to
consider the distinction between office and field staff as secondary in
i nportance and to classify them by function
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sales and information: advice to prospective travellers, travel
pl anning, advertising, correspondence, selling

travel operation: scheduling and reservations, ticketing and
billing, statistics and control

custoner service: reception, transport, guiding, recreation/

sports instructors, official inspectors.

4. Supplenentary training facilities
Suppl ementary training facilities provide opportunities for basic or
advanced training in tourismto those already enployed in the tourism
industry, who wish to broaden their skills and qualifications, or those
who intend to enter the tourismindustry in the future.

Such supplenentary training facilities should:
offer a wide variety of training courses ranging from basic
training for specific jobs such as tourist guide, hostess
counter staff in travel agencies, etc., to advanced training in
tourist marketing, managenent, research, and tourism planning
and devel opment ;

rely heavily on correspondence courses and intensive semnars

of a relatively short duration, since both enable students to
participate in further training wthout abandoning their present
enpl oynent .

Suppl ementary training facilities can also be involved in organizing
and conducting seminars, synposia, study-tours and colloquia for senior
management and adninistrative personnel in tourist enterprises and
organi zations, thus providing opportunities for continuous training
retraining and discussions
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* Concl usi on

The inportance of training in tourismis beconing recognized more and
nore. The tourism industry enconpasses a wi de diversity of functions and
jobs, the majority of which exist in the hospitality sector where nost
training is focused. As a result, the tourist services sector
characteristically smaller than the hospitality sector, receives |ess
attention for training programme devel opnent. Even though enpl oyment
potential in this sector is smaller than the hospitality sector, training
here is desirable, if only because a destination area with a devel oped and
wel | -functioning tourist service sector will enjoy a marked conpetitive
advantage over any other destination offering otherwise sinmlar
attractions and facilities but without the capacity to provide incomng
(i.e. tourist-receiving) services. This will becone nore and nore
apparent as the trend towards increased packaged tourism continues.

The econom ¢ potential of investment in tourist facilities can be
fully tapped only if they are matched by the necessary human investnents
Al though the need for training in the tourist services sector is not
questioned as a general proposition, considerable and sustained effort is
still needed before well defined, specific programred of action, geared to
actual needs, becone a reality. There is still a wide gap, in other
wor ds, between the acceptance of training as a valid general proposition
and the translation of this proposition into training progranmed that meet
speci fic needs.

Systematic investigation and inquiry are needed in the forecasting of
manpower requirements based on realistic and conprehensive job
descriptions; this is the first step in determning training objectives
and programed. Although considerable efforts have been nade in this
area, such as the Manpower Training Needs Study in 1980 of the
Newf oundl and hospitality sector, considerable work still remains to be
done, particularly in the tourism services sector
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To devel op a trained human resource base to meet the labour force
demands of the tourismindustry, it wll be necessary to ensure that the
appropriate training facilities are made available and that their
programmed are made known to those potentially pursuing careers in
tourism After having identified the programmed that can be better
of fered elsewhere, they need to be identified and the appropriate trained
manpower obtained through such programmed. For exanple, the discussion
paper by the federal Mnister of Tourismdiscussed the devel opment of
"Centres Of Excellence” for training in tourism Already |arge amunts of
federal funds are being spent to further develop various colleges across
the country specializing in regional tourism planning and devel opment,
marketing and narketing research.

A healthy tourismindustry requires a well-trained tourism labour
force; the location of training is secondary. Only in situations where
the volume of students warrant, and where the available training resources
exist or can be obtained cost-effectively, should training take place in
the province. For the remaining programed, the training and/or expertise
my well be nore cost-effectively obtained el sewhere. Qut-of-province
institutes need to be identified, and incentives provided to encourage
students to seek the required training and then return to further develop
the province's tourism industry.

c) Cultural Tourism

Cultural tourism travel whereby people |earn about each other's ways
of life and thought, is a growing international trend and consequently was
a mpjor issue at the Tourism Conference held in Otawa in the fall of
1985. This conference was held as a followup of public hearings held
throughout the country by the federal Mnister of Tourism for the purpose
of developing a National Tourism Strategy.
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In many countries tourism can be linked with a ‘cultural relations’

policy . It is used to pronote not only know edge and understandi ng but
also a favorable imge of the culture anmong foreigners in the travel
mar ket . :

The tourism potential for culture has not been fully realized in
Newf oundl and. Al though cultural assets are not accumul ated specifically
for tourists and, though nost are not enough to draw non-resident visitors
to the province by thenselves, their overall inportance to tourismis
enornous. Initiatives to attract resident and non-resident tourists have
rarely been undertaken in a co-ordinated fashion by cultura
organi zations, comunities and governnent, though such an approach woul d
optimze returns for the cultural sector and the tourism industry alike

In each of the following areas of cultural expression, the province
has unique resources which can add to the cultural tourism appeal of the
province as a tourist destination area

.oart

- nusic and dance

. handicraft

- industry and business
- agriculture

- education

- literature and |anguage
- science

. gover nment

- religion

- food and drink

. history

The unique features of Newfoundland’s and Labrador’s cultura
expressions need to beconme nore keenly recognized and appreciated in their
own right; for instance, being taught to school students to give them a
greater awareness of what it means to be Newfoundl anders and Labradorians
In addition to this, the tourism potential for culture needs to be nore
widely recognized and reflected in tourism plant devel opments, packaging
and promotional imges
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Concl usi on

Newf oundl and has a rich supply of natural and cultural resources upon
which to build an attractive tourism imge. Because tourism devel opment
has the ability to both destroy and enhance natural and cultura
resources, proper planning is required “to mnimze negative environnenta
and socio-economic i npacts and to maximze the positive

Transportation weaknesses severely constrain tourism devel opnent:
the Qulf ferry service, coastal boat restrictions, poor road conditions
(particularly in rural areas). Wth respect to tourism 'superstructure',
particularly food and beverage, accommodation, and attractions, a number
of problens also persist. Few establishnments in the province provide a
sufficient menu of traditional dishes and seafood. There is a shortage of
seasonal accommodations in some areas during the peak of the tourist
season. Tourist attractions need to reflect the tourisminage that the
province's promotional effort is attenpting to create - that of
experiencing a unique culture and natural environment, and getting ‘off
the beaten track’ and into rural comunities. This inage, however
appears to conflict with such devel opnents as waterslide theme parks along
the Trans-Canada and the |ack of adequate road infrastructure providing
access to rural commnities that would enable tourists to ‘get off the
beaten track’

Wth respect to the human resources required for tourism the 1981
statistics indicate that 9.4% of the province s labour force are in
occupations related to tourism Enmploynment in the hospitality sector of
the tourismindustry (i.e. food and beverage, and acconmodati on)
conprises a large percentage of those enployed in these tourism related
occupations. Characteristically, these hospitality occupations are fenale
dom nated, largely seasonal and |ow paying. Considering that the |argest
proportion of occupations are in the hospitality sector, it is not
surprising that education and training for tourismrelated occupations are
oriented toward devel oping skills such as waiter/waitressing, bartending,
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cooking, etc. There is a lack of training for occupations in the tourist
services sector. The tourist services sector includes such skills as

pl anning and devel opnent, marketing, marketing research, tour guiding, and
conventions planning. Institutes providing these skills are energing in
other provinces> particularly in Ontario. It Wl be necessary to provide
training in these aspects of tourismif the success of the province's
tourism future is to be ensured

Recommendat i ons:

1. Newfoundl and and Labrador needs to identify its unique cultura
and natural resources, develop its tourism plant upon these
resources, develop packages around the culture/nature theme and
pronote to markets to which this tourism product would appeal,
mai nly areas of concentrated urbanization and industrialization
such as segnents within the current U S. market and the energing
international narkets of Japan, Germany and others.

2. Because Newfoundland and Labrador has rich natural resources wth
potential to attract tourists (particularly if pronoted to the
emerging international markets), an integrated approach to the
industry’s devel opnment and to |and-usage is necessary. This
shoul d include environmental protection and enhancenent poli cies,
to ensure conflicting demands on natural resources are resolved
wi thout unnecessarily undermning tourism potential

3. Determning why the province' s capture rate of motorcoach tours
Is currently so low and devel oping strategies to maximze narket
opportunities and to overcome current constraints should be a
priority for tourism devel opment.

4. Packages, particularly winter recreation ‘experiences’, could be
devel oped to pronote passenger use of the western Labrador
railway.
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5. For tourismto develop in those areas which have the potential to
devel op scenic/natural and cultural themes, the constraints due
to road inaccessibility need to be recognized and neasures taken
to overcone these problems. Increased promotion encouraging
visits to rural communities to experience Newf oundl and
hospitality and the unique culture and scenery, is an ineffective
and counter-productive use of government funds without the
i nprovement of the neans to get there. Together, the Department
of Transportation and the Department of Devel opment and Tourism
need to address this issue of inaccessibility to rural areas,
including road signage. These areas have much potential to
attract tourists and consequently nuch potential to generate and
enhance |ocal enployment opportunities and contribute to the
overal | attractiveness of the province's tourism image

6. On the basis that first and final inpressions are the lasting
ones, and that Port aux Basques is a mjor gateway to the
province, it is inportant that a positive imge be created ’at
Port aux Basques. It is therefore recomended that this
Conmi ssi on support the recommendation of the Sullivan Commi ssion
for new inprovements at the Port aux Basques terminal, to include
i mprovements to the passenger waiting facilities.

7" Problems with cN ferries’ reservation system nust be resol ved

8. In the operation of the new cNx Marine Qulf ferry, Caribou, every
effort should be nade to achieve a high quality cruise i mage such
that travelers receive value for the noney they spend.

9. It is reconmended that the Commission support the St. John's
Board of Trade’s lobby efforts to increase ferry capacity at
Argentia. This inprovenent could substantially help to increase
the province's share of the motorcoach market as the need for a
circular route through Newfoundland is an inportant consideration
for tour operators and their clients.
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10. Adequate reservation service for the St. Barbe/Blanc Sablon ferry
connection should be provided to enable individual travelers and
tour operators to reserve ferry space. The first-come-first-
serve arrangement creates an unnecessary elenment of uncertainty
in travel planning.

11. Because the coastal boat service is a unique feature of the
province, it is recommended that CN Marine policy for passengers
be reviewed and the tourism inpact of encouraging the coasta
ferry service to attract and cater to tourists be assessed.

12 Wth respect to the intra-island ferry service, particularly the
Wody Point/Norris Point ferry, it is recommended that this form
of transportation be recognized as having potential to be an
integral part of the devel opment of the province s tourism
Industry and hence be given due consideration in transportation
policy.

13.  The planning and devel opment of tourism attractions, and
recreational facilities and services that are the current
responsibility of governnent departments other than the
Departnment of Devel opment and Tourism such as restoration,
muni ci pal planning of recreational facilities and services, and
policies restricting the potential private sector opportunities
in provincial parks, need to be discussed amongst the appropriate
governnent departments and co-ordinated tourism devel opnent
planning efforts undertaken to avoid unnecessary detriment and/or
maxi mum benefit to tourism devel opment. The Departmnent of
Culture, Recreation and Youth, che Departnment of Minicipa
Affairs, and the Departnent of Devel opment and Tourism each have
arole to play in this regard.

14.  The devel opnent of seasonal accommodations, such as outfitting
canps and hospitality hones, should be further encouraged through
appropriate incentives and regulations



o
4

- 77 -

15.  Newfoundl and should investigate the benefits of and potentially
design an acconmodations grading systemto provide an’ incentive
for establishnment operators to inprove the quality of
accommodations in the province

16. A programme Should be devel oped which woul d encourage the
provision of traditional dishes by restaurant owners. This
should be ained not only at establishment operators but also at
food preparation training institutes to encourage a stronger
training focus on catering to the tourism industry.

17. The federal and provincial departnents responsible for tourism
shoul d keep and rmonitor enployment and labour force statistics of
industries related to tourism

18.  Training in the hospitality sector should give greater enphasis
to catering to the tourism market, recognizing that the food and
drink of a destination area are among its nost inportant and
visible cultural expressions.

19. The inportance of training in the tourist services sector should
be recogni zed and training needs identified. Because enpl oynent
opportunities in this sector will be smaller than that of the
hospitality sector, tourist services training programme
devel opnent will need to be carefully planned.

20. Identifying and creating an awareness of career opportunities,
institutes and programmed catering to tourism should be part of
the province’'s tourism devel opment effort, as well as providing
incentives for obtaining the skills that these programmed offer
such as tourism planning and devel opment skills, marketing and
marketing research, tour package planning and conventions
planning. Programmed such as tour guiding and hostessing
programred should also be developed and offered within the
province to provide know edge of the province' s tourism
resources: its unique cultural and physical features.
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21.  The unique features and talents of Newfoundl and' s and Labrador’s
cul tural expressions need to be recognized and supported both in
their own right and because of the tourism potential they
cont ai n.
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