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MESSAGE FROM THE
TOURISM ADVISORY PANEL

The Tourism Advisory Panel is pleased

to present this report on a new vision

and strategy for tourism to the year 2000

for Alberta,

Our tasks in preparing this strategy were

threefold. First, we were required to

gain a sense of where the tourism indust~

in Alberta currently stands from both a

provincial and global perspective. We

found that the industry is an important

contributor to Alberz~’s  economy and

quality of life but lacks recognition and

has not yet reached its potential.

Secondly, we were required to determine

where  Albertans  saw their tourism

industry being by the year 2000, The

vision presented in this report captures

the opportunities we heard expressed

for the future of tourism in Alberta,

Finally, we had to iclentifi  the constraints

to achieving the vision. This report

introduces the challenges identified in

reaching tourism’s potential in Alberta

and the many suggestions we heard

from Albertans about how to address

these challenges.

We can say with certainty that there are

many who care deeply about the future

role of tourism in this province and who

have confidence in its potential. We feel

strongly that this vision and stmtegy not

only offer some valuable guideposts to

the successful future of the industry in

Alberta. but also that a successful tourism

industry can contribute significantly to

Alberta’s overall future economic

direction. The challenge is for all tourism

partners to pull together to shape the

future of tourism in Alberta.

Our work was primarily the result of

lmany  meetings and discussions with

Albertans throughout the province. We

o w e  s i n c e r e  t h a n k s  t o  a l l  t h o s e

participants who shared their time, spirit

and  ideas through our symposiums, open

houses and workshops and through

written submissions.

The input we recei~’ed  required some

interpretation. Whi]e the information

provided by the participmts  covered a

wide range of perspectives and interests.

it ultimately evolved into a number of

major and consistent themes. This report

is designed to capture the predominant

or prevailing views th~t were expressed

on major issues. It does not detail each

ond every point nmde to the Panel by

e a c h  p a r t i c i p a n t .  Tr~nscripts  and

summaries of each s}mposium  and

regional workshop may be obtained

from Alberta Economic EMeiopment

and Tourism and m-e ~~ailable on request

Jt cost.

G i v e n  the feedback  recei~ed.  \ve tire

confident that this report  reflects the

balance , t o n e  a n d  i n t e n t  o f  t h e

information we collected. \Y-e  hope that

this report will xid to the momentum
generated during nmn~-  of our meetings

tind  will maintain the drim  tow~rds the

coopemtive  and consult~tiw  approach

to tourism’s e~,olution in .Mberta  initiated

by the Tourism 2000: A Vision for the

Future process.

We would also like to r:~ke this opportLl-

nity to ackno~vledge  [he ~ision of the

Honoumbk  D o n  Sp:lrTOn-,  \linister of

Economic Development .lnd Tourism



for bringing us together as a Panel to

help build this new vision of tourism in

Alberta, It has been a privilege for ail  the

Panel members to hzve been asked to

contribute to the shaping of this most

importmt  industry in Albert~.  We h~ve

Brian Evans

Co-Chair

c~ch been challenged and rewarded by

the effort  and hope this report can wsist

industry, governments and all other tour-

ism st~keholders  in their endeavors to

make our industry the best that it can be.

Joe Couture

Co-Chair

March, 1993
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FOREWORD

As the ve~r  2000 xpproachcs.  tradition
economic structures around the world
are undergoing vmt tind  rapid changes.
Alberta is responding [o these  global
changes by exploring nmv directions for
economic growth ~nd prosperity. The
Toward 2000 Together project initiated
by the Government of Alberta. \vill  set in
place the strategies necessmy  for Alberm
to compete in the changing world
marketplace.

New sectors are emerging to become
significmt  contributors to national and
regional economies. Tourism Iws become
a nmjor  growth industry in tbd wxxid,
evolving into :1 sophisticated. highly
competitive, global  business. Tourism
already employs more people  than dny
other single industrial sector and
contributes in Q significant way to the
economy of Ihnost  every country.

Tourism is an important economic sector
in the Province of Alberm.  It gener~tes

more  km 5z,61  billion in rwenues
annually and employs approximately
100.000 Albertans, Tourism in Alberta
has made considemble  gains over the
past decde and its momentum should
I>e sust~inecl.

Tourism 2000: AVisionforthe  Future
is an initiative designed to address the
need for a provincial tourism str~tegy
that will help the province and the
industry meet the challenges of the 1990s
and beyond, The vision and stmtegy
clutlined in this report provide the
t’mmewwrk  for ~chieving tourism’s gods
through a [rue partnership ancl  shared
r e s p o n s i b i l i t y  :tmong  i n d u s t r y
government and A]bertans. The result of
this pr{wss  \vill  be the orderly growth of
Alberta’s tourism industry. while
suswining  its viability and its future
contribution to Alberta’s economy and
quality of life.

1

I
f



Tourism is a stable and

constant contributor to

Alberta’s economy.

Alberta’s significant

natural resources provide

a solid foundation for the

development and

marketing of our tourism

products.

A strong relationship

exists between tourism

and many of the quallty  of

life values widely held by

Albertans.

EXECUTIVE SUMMARY

In %ptem}~er  1991, the Honorable Don
Sparrow. ifinister  o f  Economic
Development and  Tourism, established
the T{mrism Advisory Panel to address
the need for a provincial tourism strategy
to help Alberta meet the clmllenges  of
the 1990s mci  beyond, Building (m
directions developed in the 1985Position
a ~zd P(Jic~J  Statement on Tot{ rism and
the 1989 Eigbl Point Strategv  for tourism,
the Tourism Advisory I%mel  ktunched
Tourism 2000: AVi.sionfortheFuture,

Recognizing th:lt tourism touches many
people in nmnv  different ways, Tourism
2000 involved extensive consulUtions
ivith  a brmd  cross-section of Alixrtams
lvho have a stake in the future of tourism
in the province. Three elements critical
to any vision of tourism in Alberta bemme
Qpparent  during the Ptirwl’s  consuk~tions:

Tourism is J st~ble and constant
contributor  to Alberta’s economy.
Tourism generated SZ.61 billion in
expenditures within the Province in
1990 ind  employed approximately
100,000 Albertans, It h~s the
capability to grow. to progress,
]mature  and improve its competitive
position and thus increase its
contribution to the Province’s
economic growth.

.A]berta’s  si~nifican[ natural
resources provide a solid foundation”
for the Lietelc)pnlcmt  md m:lrketin~
of our tourism products.  Tourism
hm a st;lke in ensuring [Ilot the
environmental integrity 01  these
resources is sustained,

● A strong rclati(mship  exists bet~veen
tourism and m:iny  of [he quality of
life k:llues kvidcly  held by Albertans,
These  inciude  sLIch values M a

Jihront  ec(m(mly. :L htztlthv  environ-
ment and f:lmilv  ~inci  cxmmlunity
I: II Lies. P[-opcrlv  m:ln:l~ed, tourism
c:m c(m[ribute  to n12intzinin  S and
cmhancing [hew  121 Lies.

The vision
stake hokiers
elements:

~~ In the-year.

d e v e l o p e d  by t o u r i s m
addressed these  three key

2000, toll rism in Alberta
is a d-ynam i~ indust}>]  a~h ieving its
potential as a major contributor to
the economic udl-being of Alhctia ns
l(lh~le enhancing their qliali(v  Oj’[1/k

and preswx?ing  [he integn”(v @’the
environ merit.”

(objectives for each of the three key
areas within the vision will provide a
focus in working towards achievement
of the vision and in measuring our
success. The objectives me:

. By the yem 2000. exceed projected
tourism receipts of $4.4 billion

● Protect Alberta’s biologicfil  di~’ersity,
the integrity of its landscape ~nci the
quality of its air,  water and land.

. Recognize the diversitv of lifestyles
in Alberta and enhance the
accessibility. vmietv :md quality of’
those lifestyles.

While  Albertans  are confident of tourism’s
u n i q u e  cfipabilities  to contribute
positively to their future needs. they also
realize thilt  the achievement 0[ their
vision for tourism in Alberta faces sevemi
chaiien~es  Ti]ese  chdiengcs  :~re n o t
confined to Aiberto or the tourism
industry alone. They :Ire [mtjor  universai
concerns affecting our competitors and
partners  alike, ~\imost  ~vi[hout  faii,  aii
nfitiond anti international tourism sectors
:Lre facing simiklr  issues reliting  to:
awareness :~nd understanding of a
tourism  e c o n o m y :  f i n a n c i n g  :lnci
investment for the industly: matching
[)l”OCiLICtS ~nd m~rkcts:  regionai
cie~, eiopment  a n d  diversification;
infrastructure anti transportation neecis;
defining partners’ roies :L n ci
responsii>iiities; :Ind en~’ironnlentai
impacts.

. .
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Alhertans  identified the following m~jor
ch~llenges  which lYJve  to be addressed
in order for tourism to fulfil  their future
economic, entironmentai  and quility  of
life expectations:

Tourism as a Government Priority
– “Profile for Action “

Tourism and the Environment –
“The Natural Advantage “

Tourism Partnerships –
“Toun”sm is Teamwork “

Tourism Awareness –
“Getting to Know Us “

Human Resources –
“People, Prz”de  and Passion “

Creating a Positive Investment
Climate – “Znvest to Grow”

Regulations and Regulatory
Process – “Safe and Supportive “

Research and Planning –
“Looking Ahead “

Tourism Infrastructure –
“Access Alberta “

Market Assessment and Marketing
– “Reaching tbe Customer “

Product Development –
“Making tbe Right Choice “

Albertans also ha~e  many ideas on 11o}Y
[() adciress  tilcse  chal lenges ,  Stratqic
directions and actikitics  for eacil  cixll-
Ienge arc cie[aileci  in tile b o d y  of tilis
report .  Kev [0 ali  the cilallenges,  ilolv-
elwr,  is tile neeci  for all st~keholciers [0

accept the stmtegic  ciirections and as-
sume the responsibility to implement
the recommended activities. The re-
sponsibility for 311 the stmtegic  direc-
tions and ~ctions cannot  be assumeci by
a n y  o n e  stakehoider  ~lone.  O n e
stakeholder  also cannot continually as-
sume Qll  the roies necessary to impie-
ment all  the strntegic ciirections a n d
wtions.  The degree  of responsii]ilitv  tind
the roies adopted by the various tourism
stakeholciers  wiil  vary over time as chal-
lenges  are addressed md  tileir priorities
silift.  E:ich of tile tourism stakeilolciers
w i l l  take on, inciividwdly  Ind  COHW-

tively,  Iarious  roies i n  re13tion  t o  tile
degree  of responsibility adopted. It is
the willingness of the st~keholdcrs  to
assume their responsii>ility  towards spe-
cific stmtegic  ciirections and play the
m o s t  ~ppropritite role that wiil  cieter-
mine tourism’s sLIccess  in meeting its
challenges,

The most overriding theme arising from
Tourism 2000  i s  [he stremgtil  of tile
common bel ie f  shared by all the
stakeholciers  tilut  tourism is  ~ ~iai]le
f o r c e  f o r  e c o n o m i c .  s o c i a l  and
environmental development in the
Province of Albm-KL.  This belief is baseci
on seteral  Iunciamcmtal  principles  –
p r i n c i p l e s  s u c h  a s  p~rtnersilip,
environ nwntai  integrity. sustainability.
fiscal responsibility and equality of
opportunity, It is these  ixmacily  ileld
principles tim[ ~~ill  cirive  and assist all
tourism s[akehoiciers  in assuming the
appropriate roles and responsii)ilities  to
implement tile stritegic  directions anti
achim’e the \isi[)n  for tourism in Alberta
in the year 2000.

It is the willingness of the

stakeholders to assume

their responsibility

towards specific strategic

directions and play the

most appropriate role

that will determine

tourism’s success in

meeting its challenges,
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1. INTRODUCTION

I

[n 1985, [he Position at2dPoli<J1Stateme~zt
o  n Toll ri.sttz r e s p o n d e d  to t h e
Go\ernnlentc  )fAlbefi~’s  WhitePaperon
an [Jldllstt”ial arid Science Strategy,fbr
.41bertails.  This government document
cmtlineci  the poiicies  necessiry  to ensure

The development of SUCCXSSfU]  growth of Alberta’s tourlsnl

incfust~,
a wsion and strategy for

tourism In the province In 1989, Aibertd  “rcxlrism.  in conjunction
\vith  the tourism inclustl~.  developed

required an intenswe and
and  implemented In eigh-point  stzttegy

far-reaching process for to strengthen tourism’s contribution to
the Alberta economy (see Appendix A).

generating Input.
The str~te~y is designed to c~pi[alize on
[he growing \\odci-\vicfe  importance of
lourism and our many  p r o v i n c i a l
economic opportunities,

The ~~qht  Poil?t .ftt-ateg~’ prcwided  a
blueprint for [he development of tourism
In Albertl  md l a i d  the foundation  f(x
Tourism 2000: A Vision for the Future.
Building upon [he eight points, Tourism
2000 lavs out the strategic directi(ms
rrecessan  for tourism to cxmtribute to a
stable provincial economy. to compete
globally. and to c(xttribute  to .41 berta’s
quality of life in [he year 2000,

[n order to :Issist the preparation (i
Tourism .2000. a T( mrism  Advisory  Panel
\\as established by the IH(mourable  l)on
Sparr(>\v, YIinis[cr  ot” Economic
l)evelopmcnt  and Tourism. TIIc Panel
Irepresented  a \vicie  range of interests
including [Ilosc t’rom  [he tourism industrt,.
llon-g(>\crnrllent:ll  orylnizfltions.  other
interes ted ~[akeholder  groups. :lnd
g{)\,~rntllent.  Tl~e Panel’s role \\rLS [():

● wwc>  as a h)col point for ~cmeratin,  q
input from inciustl~,  interest groups
and individuals through industrv
>ymposlunls. rc~iontil  ivorlshops,
open II OLISCS and t~ri[ten
~uhmissioms:

●  :lL’[  :Is :1 “steerin~  conmlitt~’e’”  for
revie\\ing,  pr(nidin%  input to. ancl
(~Llidinfq  the dc\’elo[>lll~llt  ot” :1.-,
[ourisnl 5[rategy  for the pr(nince;

ldvise  and make recommenc13tions
to the Minister of Economic
Development Incf Tourism on the
development of’ km~-term gwis
objectives and stmtegies  hx tourism
in Alberta.

The development ofa \7ision  and strategy
for tourism in the province required ~n
intensive and far-reaching process for
gcner~[in,g  input, It ~vm necessary that :1
l~road  mnge of indust~.  interest groups
and individu~ls  mwe provided with  the
opportunity to contribute their ideas and
thoughts on the hlture of” tourism in
Alberta.

Tourism 2000 wxs publicly launched in
September. 1991, A discussion pac’ktge.
consisting of background information.
anticipated issues and In outline of the
p r o c e s s ,  \vM  made a\ ’lilable  to the
industry and the public to stimul~te
participation. The process for developin~
the tourism str~tegy  for the province haci
three [xoad  phases:

PHASE I. Tourism Partner Input

Comments. concerns and opinions”
regarciing  tourism in Alberta !vere
solicited  from a broad b:ise d Albertans
I)etm’een October 1°0”1211d]ilIlLlLL~ 1992.
Input was collected in SC5WLI  Ivays.

●

●

Svmposium  = I: Tourisln  partners.
f;otn  inclustty  and tourisn-relatecl
sectors, \vcre  inviled to ptirticipote
in a province-~vide S}mposiunl  in
(Ialgaty  on Octobcr 9, 1991. The
(nemll  purpose was  [() promote” ancl
:gene~.lte  cliscLlss  ion :Inlollcg
participants. identify issues. and
explore potential future directions
for tourism in Alberta.

lnclmst~  Regional Workshops:”
.1 series ot” ten regional mx)rkshops
in locations throughout the pr(ninw
pro~iciecl  re~ion:llly-t>:lsecl  opemtors.”
organizations” and intcrcwed
individuals an opportunity” to
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~wttributc their thoughts :md idtas
{m the future  of tourism in Alberto.
Over  +50  Aihertans pwticiptited  in
the \\’orkshops.  An ~dditionll
\vorkshop  \v:Is LIIS() held \vith senior
government otficids  representing 3
majority ot” provinci:il  government
<Departments :tnd  J<gencies.

●  Public C@n  HO LIses: The  geneml
putiic I\:is encourfiged  to
participate through ten open houses
\vhich  \vcre  held in conjunction
\vith  the \vorkshops.  Advertisements
\vere  pl:lced  in lo&l nmvspxpers
:Ind  press relwscs  were sent to local
nwdil.

● Pul)lic Submissions: Plrticiptints
t’rom the s:mposium.  ~\w-kshops,
open  hoLIses  ;lnd the gentml  public
were 11s0  encoum,geci to submil
\vritten briefs. This W:lS done
through \wrb31  announcements 3[
the symposium :md \vorkshops;
advertisements in d~ily nmvsp:~pers
[htQLlghOLit  the province tind  in
It)cations \\here \vorkshops  \verc
held: :lnd nxli]outs to both ou-fJf-
province :Lnci  in-province
or,gtinizations.  Onc  hundred :Lnd tive
\vritten submissi(ms  \vere rcccivcd
:Ind re\’ie\ved  b) the Panel,

●  T(xlri.sm  Impact .Ilonitorin:g  5LII~CIy

(TIMS ): 1 sepa~lte  suncy  s:lrnpled
1,800” All>er[xns  :Ilx)ut their :Ittitudcs
:~nd olpini(ns  to\\arcis tourism in the
pro\ince.  “[’he sur\e}  provided
Insixh[s  into a number  (JF t(x]risn-
related issues f’rt ml [he Ix-o:ldcr
perspective t)t the public in gcnerol.
The resu]ts  of the sLIt”vey  \\”ere  made
;Ivai]able to [he Tourism Ad\ ’is(ry
P:lnel.

PHASE II. Evaluation of Input

The second phase of’the  process involved
:L review w-d examination of’ the input
Udlected,  tin assessment of concerns
:Ind issues. md the establishment of the
final ‘chta  b~se”,

The results of Phme  II provided.  in Over 450 Albertans
summmy form, [he kev comments tind
findings of the contributions received participated in the

during [he consultation phase. From the workshops,
rqqe of ideas presented. tourism themes
were identified :md defined. :1 dmft
vis ion for tourism developed ;Ind
preliminary go:{ls  and str~tegic  directions
proposal .  These  were presented :lt
Symposium =2 held Mwch 26. 1992 i n
Edmonton. Symposium p~irticipants
provided \’LIILIIbk  feedback.

PHASE III. Strategy Development

Phme III begin the actual development
of the tourism str~tegy.  It wm guicied  by
severa l  criteri:l, Criteriti  for [he stmtegy
w e r e :  i t  m u s t  reflect  the goals  :lnd
objectives  thtit \vere Ilc:lrd f r o m  t h e
lourism cxmlmunity;  it must :~rticulate
the tourism vision 2nd present  the
>tmtegic  directions :md :Lcti\.ities  in :1
Inemingfu]  wuy: :md it S11OLIM motiv:ltc
tourism pflrtners  to define  :md develop
their  own str~tegies.  r o l e s  :Ind
responsibilities \\ ’idlin  the broad Tourism
2000  context.

The results ot’1’base 111  culmin:ited  in the
\ision. ol>jectives  imd  strategic directions
(xltlineci in this report,

i
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Il. ALBERTA’S TOURISM
INDUSTRY IN PERSPECTIVE

Those Albertans  who

participated in the

Tourism 2000 process

spoke with pride and

commitment about the

quallties  and benefits of

their local areas and

attractions.

In fulfilling the initial tmk of gaining a
sense  of tourisms  current position in
,41 berto,  the  P:inei  found [hat the province
possesses a significmt  vwiety and qullity
{)ftourism assets, These wsets w-e CXpab]e
of continuing to provide :1 major
contribution to the province’s economy
:ind the overdll  qLl:llity  of life enjoyed  by
Alhertans.  TI1OSC Al bert:Lns  Lvho
ptirticipated in the Tourism 2000 process
spoke  fvith  pride ~nd commitment :~bout
the qLlllities  :Ind benefits of their 10C:L1
;Ireas  :md lttr:lctions.

A. Alberta’s Tourism Assets

The  tourism industry in Albm-t:~  is l> Llilt
on the province’s n:ltLlr.d  and  hLlm:m
resource assets,

W h i l e  the Rocky hlount~ins arc the
predominant  natLlrtil  resoLlrcc-lxlsed

.,. our natural beauty and asset, other :tspects  of Albert;l’s  naturxl
scenic assets set a world- Ixauty :~nd scenery  foLlnd t h r o u g h o u t

the protince  hove considcmble  potenti:d,
class stage for the .Wm_ta’s open  spaces.  badkmcls.  klkes.
en]oyment  of many forests, pmiries a-rid riJwrs  provide mtiny

popular vacation  and
d i v e r s e  scenic  c>.spericnces.  These
:tdvant:tgcs  :Ire complemented  by

recreational actlvties, .Wertil’S  fish find  kvildlife  resources  and
:tre 211s0 r e i n f o r c e d  bv [he reldtive
:Ibund:ince  of undeIfeloped  natur:~l
resoLlrccs  mrd kind  [hilt  i s  suit:lb]e  for
lt)urism  purposes.

Further complementing

Alberta’s natural beauty

and scenery are the

prownce’s  cultural and

historical resources.

“rk WIddl o f  (W n:l[LIKll  lX?dLl[~ 311d

scenic 2s.sets sets LI lvoricl-cl:lss st:l~e  for
the enjoyment {) fm;tny  popLll:lrI:lc:ltiorl”
:Lnd recre:ltion:d  tictivitics.  The province’s
toL]risn2  indLN~ p:umers IMve deleloped
some  of the most chtilicn~in<g.  exciting
:~nd  :Lccessiblc rccre:ltion:d  :Ittrtictions
:Ind sm~ices  in tile ivorld,  This sys[e[tl
inclLldcs  our n:ltional. provinci:tl  :~nd
urlmn p:trks:  d(nvnhill  :ind cross-countm
ski Jre:ls;  sk:ltin,g,  golfing, mclin, q :Lnd
>k~inlnling  f:lcili[ies:  :Ind ;ldlentLlre
prodLlcts  :~nd senices  sLIcll  :1s tr:lil  riding.
ritermftin<,  lIildlife  ~im~in~ ;lnd  <gLiidin,q
for hunting und t’islling.

Further complementing Ailwrta’s  ntitLmi
lx3Llty ;lnd  scenery arc the province’s
cultural and historiczd  resoLlrces.  Alberta
11;1s  developed :L nLlnlbcr  of historical
:ittractions. some  yvith  international
stature. This netwx)rk  ofattmctions,  sLlch
:1s t h e  Royal  Tyrrell  M u s e u m  of
l)lkLeOntOk)&~,  HeX-Snlmhed-In  BLlff:L10
JLlmp.  Reynolds-Albert:l  MLlseLlm.
I{enlington-All>  ert~L  C:irriage  Centre and
the \Vestern  H e r i t a g e  Centre,  i s
continL[ing t o  ,grow  Qnd.  ~vith t h e i r
associated interpreti~e services. provides
an i m p o r t a n t  dimension  [() Iisitor
:ictivities.

CLlltLmd :Lnd herit:Lge  Jisitoractivities  are
not limited to historic :itttactions.  A1bert~
has :~ diverse rm~e of e x p e r i e n c e s
g~n~~.lted  b}’ Ail)crt:l’s 111 LlitiCLlitLlrUi

m o s a i c  :lncl \il>mnt :Irts c o m m u n i t y .

Alberta h o s t s  :L nLlmber  01  SLlCC(3SSfLl!

kstiv:lls :UICI events 3nnLuily, some of

\vhich II:LVC n:ltion:il :Inci inLcrntitiontii

cxposLwe and provide \isi[ors with v2dLle-

:Iddd opportLlnities” \vhen v i s i t ing  the

prov ince .

Specia l  interest  experiences  :Lre :Lkx)
provided I)y some  ot” [he province’s
n: LtLlml  and  hLlnl:ln  I)istow :lnd economic
devek)pllle!lt  thL?[lleS. Themes  SL[Ch  3S
L’o:ll  minin~. oil  >:incls, f o r e s t r y .
:lyicLl[tLlre  :Lnd  tmnsport:ttion  h o l d  a
cemin  f:Lscin:ltion  for residents :Lnd  non-
rc~sidents  a l i k e .  \Vt~sLcrn  :Lnd  n:~tive
heritage :incl  t h e  prmince’s  ELlropean
s e t t l e m e n t  :~re themes  th:lt :lre highly
significant md IM1 e yreti[  potential. While
some specific LX )mponents  hive  been
developed,  these  aretis  remain m t’utLlre
opportLlnities throLlghout  many regions
ot” the prolince.

The grmvin~ nlatLlrlt>  of the province’s
tourism  inci  Llstr\  contin  Lies  10 be
supported b>’ :1 n incre:tsingly
w)phistic:ttcc{ Icl c1 ot” existing tic’ilities
a n d sery’ices, Tile pro~’lnce’s
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ticcommodation  and dining facilities.
entert:linment :Incl s h o p p i n g  hove
evolved to :L ievei th~t made possible the
sLIccessful  s[~ging  of sLich  world-elms
e v e n t s  :1s [he 1988 C) Iympic  W i n t e r
Games.

The  province’s toLlrisn~  industry is
sLlpported  by a network of intimtructure
:Inci  services ttmt we tin inherent plrt  of
lisitors’  enj(yment  ~vhen  truvelling  t o
;md within the province. These  include
infomlation and comnmnicXion  services,
:L modern hiShwzLy  md fiirport  network,
scheduled :lirIine  Jnd  bL[s  services. a
modern Lltilitv  infrwtrLlctLm  inci sewices
[hat  offer  visitors a comforting degree  (i’
s:lfetv :Lnd secLlritv.

Albert:l’s  metropolit:m  :md Llrkmn  :Irem
ore fLlrther  exwnples  of the g r o w i n g
netlvork  of sLlpport  s e r v i c e s  :~nd
inf’rastructLlre  to Alberta’s tourism indLlstrv
Ind h~ve  :11s0  elrolved to desimble  tind
:lttrtictiye  destinations in their own right.
T h e  continLled  d e v e l o p m e n t  :~nd
promotion {JF convention ond meeting
fticilities  h:lve  enhanced this repLltation,
Thro  L[gh  the  c:~p:lb]e  llos[ing  of
conferences. symposifl. conventions :tnd
trade  shows, A1bert  J’s I:lrge  Llrbm  toLlrism
infrJstrLlctLlre  can :Ind w ill continLw  to
enhtince  the province’s fLlt  Llre :1s a centre
for kno~vicdge  exchanxe.

[Jrban :Ittr:ictions :IISO ~wntribLltc  to (he
recreation :Ind  leisLlre  pr(xiLict  aJail;Ll>le
i n  Allwrt:l.  West Ednlon[on  AILLII,  [he
Ctilgtiry  Z(x) and the Edmonton Sp3ce
:ind S c i e n c e  (;entre  :Ire jLlst  :L few
exomples  (Jt’the tisitor:lttmctiorrs  ~vithin
our pr(n’ince. Year :Ifter  year,  nl:llor
el’ents such :IS the CaiS:uT St:l[npecle
ond E d m o n t o n  Klondike  D:lys  host
~’isitors from new :Ind tir.

T!)e residents of Albert:l  :trc :Iiso one  (It’
the  prcnince’s nmlor  toLlrisnl  :Iwwts.
Al bert:~ns  contrib  Ll[e [~) :L \ibrJnt
voiLlntcc’r  sector  [11:1[  sLlpp(xts  nl;tn)  01
OLIL”  ~Uit Llr:Ll  Jrlci  herit:lqc  rcsoLlrces
providing enjoyment  for wsidents  :Ind

visitors alike. :Lnd improving oLlr overall
quality oflife.  Albertms  at-e open. friendly
:ind hospitable, :md visitors genuinely
enloy interacting with our residents as
demonstrtited  dLlring  the 1988 Olympic
Winter Gwnes  in Calgary.

Albertms  are  Jccepting  of visitors frotn
x11  over the world. The delivery of quality
service  bas received increasing emphmis
w’ith the cLu’ren[  fOCLIS on profession:dism
~lnd development of hLmmn resources.
The p r o v i n c e ’ s  t(mrism  industly ]Ms
responded by improving its hospitoli[y
ond tr~ining  stmdards  ~nci genemting
the appropriate awweness  of toLlrisnl  m
:L benef’icitil  industry, The hospi[dity
spirit is :~lso sLlpportcd  by the network of
int’ornmtion  services  th:lt redLlce  t h e
lxu-riers  that visitors f~ce ivhen makin~ Q
destination choice  or traveling within
the province.

Alberta trLi@  possesses m abLlndmce  of
h i g h  qLl~lity  [oLlrisnl  :Lssets  w h i c h
contril>Llte  to a stron~ toLlrism  indLlst~.

B. Economic Benefits

ToLlrism  in Alberta ~httidy represents :L
st:iblc  soLlrcc  of revenLle  ~vithin  [he
province. A grxnving  proportion of’ this
revenue comes from non-resident visitors,
These expenditLmx  contribLlte  significmtly
[() Alberta’s  export trade.  TOLlrisnl
expenditLlres  by both resident  :Ind  non-
resident iisitors  combine to sLlstain  :1
>Lll>st:m[i:il  nLiml>er  of lobs for Albertans.

A l b e r t a ’ s  toLlrisnl  indLlstl~  gener~ted
s.2.01 billion in expenditures Ivithin  [he
pr(nincc  i n  1990.  These  expenditLlres
Ireprcsentcd :ipproxinultel~”  3.6 per cent
of Allwrto’s  gross d(mlestic  prodL[ct.
“roL]risnl  in Albert3  is a d e p e n d a b l e
contrit>Ll(or  [Ile province’s  e c o n o m y .
I) Llring  the period 19S2- 19(X). tourism
consistently  c[)ntril>Llted  be[~veen three
to f(~Lir  per cent  of Albert:l’s  :[nnLd  gross
d(mlestic  pr(xlLlct  i n  s p i t e  of nl:Lior
cc[)n(mlic  shocks  :Lnd price insttibility  in
resoLlrce  commodities.

The residents of Alberta

are also one of the

prownce’s  major tourism

assets.

Alberta’s tourism Industry

generated $2.61 billion in

expenditures within  the

province in 1990.
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Tourism IS the fastest

growing industry In the

world.

Tourism IS a labour-

intenswe Industry.

Tourism expenditures in Alberta between
1982 and  1990 h~ve  also experienced
constant, red  growth, In terms of red
growth, the tourism industry in 1990 is
tilmost  one-fifth larger than it was in 1982.

The prospects for tourism’s continued
contribLltion  to Albett~’s  economy over
the next ten ye~rs are c o n s i d e r e d
excellent, ToLlrism  is the fmtest  growing
industry in the world. Alberta. LLS a
tourism destination. 112s a number of
comparative advantages over other
competitive toLu-ism  destinations in the
world. These include oLlr intern~tionallv-
renowned natumi  and scenic resources
md  the diversity of oLlr other natuml
wsets,  Bwed  cm :L recent  sLtrvey  o f
res idents .  the  mujori[~7  of Albertans
believe the province hits  room for the
development of more tourism c~pacity,

Tourism in Alberta offers several
~dvantages in contribL]ting  to the further
development of the province’s economy.
As a renewable and sustainable industry,
tourism can provide expanded choices
for the future use of ndtud  resources
such as forests, mountains, wetlands
and  our scenic beauty. Existing tourism
assets already provide ~n excellent
foundation. In fact, significant growth
may  be achievable by simply using
existing assets more effectively through
greater integmtion,  coordination and
cooperation,

Tourism is ti kLboLlr-intensive  industry,
“rourism  expenditLmes  creme  a wide range
of career choices for Albertans. In 1990.
Alberta’s tourism industry employed
approximately 100,000 Al bertans,
genem[ing  m estimated 72,200 person-

Figure 1

Tourism is a Steady and Proven Contributor to AIberta’s Economy
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Figure 2

Tourism Experiences Real Growth
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years  of employment. Emplovrnent in
tourism is wwll  represented ticrms Alberta
:Ind  demonstm[es  the  industry’s potential
to contrit>ute  to mtiny  regions ot” the
province.

Figure 3

Tourism Employment is
Distributed Across Alberta (1990)
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Like rmmy other industries. tourism relies
on the qLlalitv  [mining of its l:llmLlr  force
for its successes.  ThroLlgh  the Alberta
Tourism EdL!cltion COLlncil.  toLlrism  is
:llreaciy  estahlishin~ the partnerships :md
stmte,gic  :Llliances  lxt~veen  employers.
educ:ltors. emplovees  :Ind potenti:i]
employees required to address the
c(mtinLled  tr:tining  needs oftihe  lndLlstm.

T o u r i s m  expenditLlres  in Allwrt:i  :IW
distrik>LNed  wnon~  1 v:triet} of enterprises,
At [he heart  of.Alber[~’s  tourism indLlst~,
there xc miiny  l> Llsinesscs,  orgmriza[ions
:Ind f a c i l i t i e s  s:~tisfying  tllc needs of”
tmveilers  throughoLit  the pr(n’ince. Tl~esc
enterprises pro~’idc  prodllcts :ind seniccs
~uch  2S tr.insport:ltion:  ~cco[tll~l(~cl:itio[l:”
meils  :Ind refreshments :  recre:lliorr.
cduc:i[ion  :md entert:linmen[:  toLlr ond
tr:ivel  lrrlngements: :Lnd rct:lil  .g(xxls
:ind so LIJ:enirs.  Nl:mv  ot Allwrt:\’s  l:~rge
.~nd snmli  l> L\siness  enterprises deriLe  :1[
Iemt  sfmw  portion of [heir receipts fr(ml
1( )Llrism :Lcti!’ities.  FLILThC?ITllorL?,  lllCrL’:lSLd

t o u r i s m  :lcti\ities d i r e c t l y  s u p p o r t

tr:ldition21 ,lll>ert:~ ind List I-ies hv

purchasing prodLlcts  from other sectors
such 2s :lgriculture. energy ,
m:ln Llf22cturin,  q :Lrrd  o t h e r  s e r v i c e
indLlstries,  In 1990. over S 1.3 billion in
tourism  expenclitLlres  from  oLlt-of-
province toLlrists  in Alberu  were shared
:lmong the Ivlde \:triety  of enterprises
serving toLlrists,

Aibert~’s  toLlrism  industry is Lm important
s o u r c e  of e x p o r t  e:trnings  for the
province .  [n 1990, 21pproxim3tely  S611
m i l l i o n  or almost one-qu:lrter  of t h e
p r o v i n c e ’ s  total toLlrism  revenLle  tvas
genemteci  hv visitors from outside of
C:Lnada,  T h e  p r o s p e c t s  of” toLlrism
continLlin~  to contrit>Llte  an increasing
bhare  of A l b e r t a ’ s  export  trode dre
excellent, TIIe most r:lpidl}  growing
c o m p o n e n t  of Alkrtx’s  total \’isitor
expenditures is the interrmtional  mdet.
particLl[~rly’  the Ikicific Rim and ELlrope.
Receipts  f rom intcrn~tiontil  toLlrists
incremed  from S261 million in 1982  to
S611 milli(m  in 1990, representing a 134
per cent increase. Rese:lrch, new product
devel(~pment  :Lnd  prodLlct knowledge
of specific toL[rism-rel:lteci  skills :11s0
lmve  direct export  potential. Besides
contributing to Altxrta’s  export  Lmrning
by “importing” oLlt-of-prol-irrce  toLlrism
cxpenditLlres, toLlrism  :IIs() exports its
senicc  skills :md kn[mled<qe.  The

Figure 4

$1.3 Billion From Out-of-Province
to Alberta Enterprises
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Tourism expenditures m

Alberta are distributed

among a variety of

enterprises.

Many of Alberta’s large

and small business

enterprises derive at

least some portion of

their receipts from

tourism actlwties.

In 1990, approximately

$611 million or almost

one-quarter of the

province’s total tourism

revenue was generated

by visitors from outside of

Canada.
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One of the key strengths

of Alberta’s tourism

Industry IS its relatwe

stability In times of

uncertainty.

Properly developed,

tourism can often bridge

the need for income and

jobs and the concern for

the environment.

organization and management of world-
CkLSS events ,  the  development  of
hospitality stmdards,  certification and
community-b~sed  initla[ives Ire s o m e
examples  ~vhere  Alberta’s tourism
industry  htis exported its tourism
knowledge bwe,  Tourism also improves
Alberta’s image and repL]tation  abroad,
thus promoting and expanding export
trade in our traditional resources.

One of the key strengths of .Mberw’s
toLu-ism  industry is its relative stability in
times of uncertainty. A large measure of
this stability is derived from the rmge of
complementary  morkets  served by
Alberta’s tourism offerings. The tourism
experiences available  in Alberta appeal
to many markets. The inciust~  remains
extremely resilient throush  its growin<q
ability to respond to the qLlickening
pace of change  characterizing the mwr[d
today,

D e m a n d  f o r  A l b e r t a ’ s  t o u r i s m
experiences is both local and global, In
1990, tr~~”e]  to md within Alberu  resLiited
in an estimated 13.2 million person-trips
of at least one night or more. These trips
genemted  ~pproximately  $2.61 bil l ion
in toLlrisnl  receipts for the province.
Aibertans generated 72.5 per cent of the
1990 person-trips and almost 50 percent

Figure 5

Tourism is an Important Source of
Export Earnings For Alberta

(Total  1990 Exports S17,2  Billion)

Forest  Procium  ()(’ c [ndust~  :lnd Llmsumers
Product>  l?),
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of the tourism receipts. Non-Albertans
represented 27.5 per cent of the person-
trips and the remaining 50 per cent of
tourism receipts.

The overall significance of toLlrism  to
Alberta’s economv in terms of income,
jobs and tmde is fLmther  enhanced  by the
F~ct that tourism is char~cterized  by a
higher value-added component than
many other industries. ToLu’ism  provides
a relatively wide spread between the
cost of inputs and the prices received for
its oL]tputs.  The resLdt  is a higher than
normal  economic impact, ToLlrism’s
economic impact on Alberta including
indirect revenues and job creation was
approximately $4.1 I>illicm in 1990. The
industrv also genemteci  approximately
$635 million in tax revenLle  for all levels
of government dLlring  1990,

C. Quality of Life

Alberta’s toLlrism  industry not only
benefits [he residents of this province in
economic terms, Tile quality of life
enjoyed by Albertans throLlghoLlt  the
province is ho enhanced throLlgh  a
thoughtful and carefLllly  planned and
managed indLlst~.

Visitors from outside a local community
need a n t i  dtmund  a  Ivide  range of
facilities and services. A1bertans  also
benefit from these  amenities, From this
perspective. the tourism indLMry  pro-
vides Albertans :1 grefiter  r a n g e  of
opportLlnities in pLlblic  facilities, recrea-
tion, accommodation, entertainment. and
shopping than would otherwise  I>e SUp-

ported by the local commLmity’s  financial
capacity anti needs  tilone.

Additional qLdity  of life consider~tions
are becoming more apparent in tockly’s
era of di~indling  natLlml  r e s o u r c e s .
ilberta’s  natural assets ore becoming an
increasingly ialued commodity. Properly
cieveloped,  toLlrisnl  cm often bridge the
need for income find jobs and the concern
for the environment. ToLlrisnl  can offer
choices tvhich can integrate the needs of

I



[he environment tind the needs of the
economy in ~ sLlstaind>le  ~nd acceptable
fmhion.

Tourism ~lso acts m an effective tool for
regional economic growth,  T h e
tmditiorwl  economic base of ninny ruml
communities  is chan~ing.  Tourism offers
a n  e c o n o m i c  ~lternatil’e  for those
commLtnitws  willing to work together to
create  tiable  toLlrism  attractions based
on their local a[tribL]tes,

ToLmism  contribLltes  to nmking  Alberta a
better  place to live in mtiny  other tvays
t h a t  arc jLlst as significtint M crelting
employment . income or trlde
opportunities.  Tourism  offers Allwrtans
a  Yvindolv  [C) the Iv(lrld  as kvell  as a

window to themselves, Tile qLulity  of
life e n j o y e d  by A1berU~ns  is largely’
defined by their relationships with e~ch
other and their relationships with their
surroLmdings.  ForAlbertans,  this inc]LKfes
tlwir  s(xitil  tind cLlltural  make-Lip and
histow  as well as the more natural or
physical attribLltes.  A]bertans  throLlghout
tlw province celebrate the reltitionships Tourism also acts as an

between themselves and their environs effectwe  tool for regional
in a multituck  of vwys  inclucfing  local
festivals, fiirs  and events: the support of economic growth.

parks. natumi areas, wilderness areas,
ecological resewes.  recreational fticilities
and sporting opportunities: ~nd the
interpretation and display of our histow
:Inct ~tavs  of life. Tl]rough  t o u r i s m ,
.Ubertans’ Ii\es me enricheci.

Figure 6

Tourism in Alberta Serves a Diverse Number of Markets

(1990 Figures)
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Tourism,  export tourism-

we may call IL import

tourism from people

coming from all over the

world to Alberta – is

creating wealth, new

wealth. It does not

circulate only existing

dollars. We  have to

create new wealth.

Alberta has .sIgnificant

natural resources that

provide a solid foundation

for the development and

marketing of our tourism

products,

Ill. A VISION FOR TOURISM

Throughout the public consultation
process, Albertans discussed and offered
mmy  diverse comments related to their
vision of tourism for A]bert~  in the year
2000. The comments encompassed
several elements that attempted to
capture the essence of Alberw: its
people: culture; social fhic: nmmd
assets md  environmental qLlaiity:  md
the desire to retain these elements within
a vibrant and economically beneficial
tourism industry strL1cture.

In total, 20 elements were identified.
A vision wm constructed using these
elements as the founchtion.

The vision for tourism reflects three key
areas, namely, economic contribution,
environmental integrity and quaiitv of
life, consistently voiced by Tourism 2000
participants:

● Tourism is a stable md  constant
contributor to Alberta’s economy,
It has the capability to be a growth
industry – being able to progress.
mature and improve its competitive
position. Incre~sed  and enhmced
job opportunities in toLlrisn~  cm
contribLLte  to economic growth,

it has to be some t~pe Of ’eCo -
nom ic dt’iuin<qjtirce. LIecall.w {f
vou ‘re not dwiL ‘itzg ecotlomic
‘berv+it, then yol 1‘w harcil} ,qoing
t{) SllStaCfl  j’OUKSL?~f  O[  ‘W  tl)lle.  “

( Participant 3[ CJlga~
SymposiLlm)

“’ Tourism. c’.vpofl tol{risnl – u’e ma.~t
call it import tou n.sm @m people
corn ingji-om  all w w the u ‘wr[d  to
Alberta – is creating u with. tlw
uvahh.  It does )Iot circlllute  oIlltI
existing ~iolla r.<. 11-b ha1‘v to create
new u’ealth. ‘“ (Participant 3[
Edmonton Workshop )

● Alberta has significant natural
resources that provide a solid
foundation for the development and
marketing of oLlr tourism products.
Tourism hm a stake in ensuring dl~t
the environmental integrity of’ these
resources is susUined.

“ Environ  mentall~q sensitive. Like I
said. u’e can baue the best of both
u)orlds. I believe u e can build on
the mistakes Oj- the past.  We ‘re in u
unique position in Alberta. We ‘ue
got some @the Le~ last of the

. .

,(

antouched Collntry i?l North
America. “(Puticipant  tit Peace
River Workshop)

,, distinct advantage, [o me the
distinct advantages are product.
We have a clean, u’i[d and pr-;stine
natural en Lvronnlent. That k ollr
advantage. ‘ff]ats the tb ing u’e “ue
got to market in Alberta. ‘“
(Participant at ~~nmore
Workshop )

.Albefla: the last gentle
u ‘ildernms, beta u.se people are
lookingj?)r  u’ildtwess t?.xperiences.
but thgi’ dotz ‘t u-ant them to he too
uild.  A IZl the other statement [[’as,
,qreat e.~periences,~i)r those u ith
great  e.vpectatio)ls.  “ ( Participant X
(k-more  Workshop )

● A strong relationship exists between
tourism tinci  nxmy qu~lity  of life
values th~t ~re w’ictelv  held by
Albertans. These  inclLlde  such
l’alues as a l’ibrant economy. a
healthy entlronrnent.  tind  fwnily
md  community valLLt!s. Properly
tmmaged, toLlrism  can contribLite  to
maintaining and  enhancing these
vdLIU.

.,



it k LWIJ  important to get not onlb’a
physical  balatlce  in the commtlnitv
bz{t also a social balatzce it~ the
commttni[}). “ (P~rticipant  at J~sper
Workshop)

“ .1 OCXZ1 participato~ cornmllttit>’
comnlilrnent.  A tId u’c-’‘re talking
grassroots. We bud diJficultv
de/ining  L70uI small  or large uv
llw-e talking about tb is com m L1 n it v
to be. Some thought it could app(j;

equally to Calgary as it could to
the whole  province, “ ( Pmticipant
at Calga_y  Workshop)

The vision recognizes the forces  that
shape its attainment such as the resources
~nd skills required, the competitive
environment in which it functions and
the challenges that Face  the industry. It ., ,it’s very  important  to

provides tourism industry stakeholders get not only a physical
Jvith  a sense of purpose JS they strive for
a common future. balance In the community

but also a social balance

I Vision I in the community.

“’In the yem 2000, tourism in Alberta is ~ dyntitnic  industry achieving its potential
as a major contributor to the economic ~vell-being  of Albermns while enhancing
their quality of life  ~nd presel~ing  the inte~rity  of’ the environment. ”

The vision p~ints  a picture of ~~here  wt economic contribution, en~’ironmentd
want to be, but not necesswily  how Ive integrity  and qLditv  of’ life and w e r e
will get there. Developing objectives for used to identi& fLlture  sttutegic directions
the three key areas within [he lision and activities, These  ol>jectivm can also
provides focus in working tmvarcls  its be Ltsed  to measure oLlr success in
achievement. The following ol>@ctiJws reaching the ~ision
~re based o n  t h e  t h r e e  !iev arew of

Objectives

. By the year 2000, exceed projected tourism receipts 0[ $4,4 billion,’

● Protect Albemt’s biological cii~ersity.  the integrity of its landscape and the
qua]ity  of its air, water Ind  l~nd.

● Recognize the diversity of lifestyles in Alberta and to enhmce  the
accessibility, larietv  and quality of those lifestyles.
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The assets and potential

to enhance our

competitive position  In the

tourism marketplace

exists In Alberta.

Tourism stakeholders

must use our

comparative advantages

to build Alberta’s tourism

industry.

IV. TOURISM CHALLENGES

As we move through the last decade of
the century and quickly approach the
yew  2000, tourism in Alberta is challenged
by a number of complex and interrelated
i s s u e s .  hlany  of these  issues  and
challenges were identified and discussed
during the consultation process.

These challenges are not confined to
Albertz, They Ire, in fact, u n i v e r s a l
concerns affecting our competitors and
partners alike. Almost without fail. all
national and international tourism sectors
*re FJcing similar issues relating to:
awareness and understanding of a
tourism economy;  f inancing and
investment kx the industry; nmtching
p r o d u c t s  a n d  m a r k e t s :  r e g i o n a l
development a n d  divers  ific~tion:
infrastructure ond transportation needs;
defining partners’ roles and
responsibilities: and environmental
impacts.

Tourism is maturing mpidlv in this
province. A number of positive steps
have already been taken to meet these
Yarious Chaknges.  ToLlrism  st&eholders
must  cont inue to  be proactive in
addressing the issLms.  The assets and
potential to enhance oLir competiti~e
position in the toLlrisnl  marketplace exists
i n  Allm-ta.  ToLlrism  st~keholdcrs  mLlst
use oLlr comparative advantages to l>Llilcl
Alberta’s toLlrism  indLlstry.  It is how ww
respond to these  challenges that will
determine the measLlre  of sLiccess,

.Mthough  these challenges are being
dealt  mitb  inclividLdly  here,  it is imporkdnt
to Llnderstand  that the directions and
activities necessary [() :Iddress issLles
often hare  repercLwsi(ms  f o r  o n e  m
more of these critical issues. They  ~re
inextricably linked and [he ~pprmaches

recommended for resolving these issues
have been developed recognizing this
interrelationship.

T h e  c h a l l e n g e s  F~cing  the fLlture of
Alberta’s tourism industry are:

●

●

●

●

●

●

●

●

●

●

●

Tourism as a Government Priority –
‘t Profile for Action “

Tourism and the Environment –
“$ Tbe Natural  Advantage”

Tourism I%tnerships  – ‘ Tourism
Teamulork”

ToLwism  Awareness – “Getting to
Knou I ~,!S “

is

Human Resources – “People. Pride
and Passion “

Creating a Positive Investment
Climate – “ l)zve.st to Gt-ou~”

Re,gLllations  and Regulato~  Process
– ‘c Saje atld Suppot7iue”

Research and Planning – “Looki?zg
Ahead”

ToLmism  [nfrmtructLlre  – “Access
Alberta ‘“

Market Assessment and Morketing –
“Reaching the Cllstonwr”

Product De~’elopment – “.tfaking the
Right Cboiw”

In the remaincier of this section, each of
the challenges is described briefly and
Fmmcd  in terms of ~ gcxdl st~tement, The
stmtegic  directions set broad overall
coLlrses  of action which will help achieve
the goal.  Activities identi~  specific actions
that can be Llndertakc?n  to support one
(Jr more (i’ the stmtegic  directions, The
responsibility for implemen~~tion  of the
directions and Activities belongs to all
toLlrism  shareholders opemting  in a
coordinated and coopertitive  ~vay,

. ..%
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Tourism as a Government
Priority - “Profile For Action”
Governments ire m~jor  tourism partners
in Aibem J, “hey  ccmtrilmte to the supply
~nd operation of tourism  p r o d u c t s
offered.  Jnd i n f l u e n c e  –  throLlgh
legis lat ion.  pol ic ies .  rcgulltions.
progmms ~nd the al]oc~tion ot’ resoL]rces
– tourism’s dt>ilitv  to opemte  Ind  flourish.
Government et’forts have contributed to
the  great strides nude in toLlrism  in

basis, Sever-d key fxtors in meeting this
challenge include: mising  the recognition
and profile of tourism as a Iegitirndte
pl~yer  in economic growth: improving
cmopemtion. coordination and delivery
of to Llrisn~-re]oted  programs across Governments are major
government: md providing the necessary
~overnrnent  policies ond resources to tourism partners in

create  a healthy climate for tourism to Alberta,
A1berm  over the past sevenl  years,  To prosper and grow.
realize tourism’s full  potential. it is critical
t h a t  a  ciemonstr~ted commitment  t o Goal: To secure a demonstrated
toLlrisnl’s  priority Ivi[hin  governments’ commitment to tourism’s priority
figendas.  and, in parricLllar.  the provincial by all levels of government.
government, be secLlred  on In (m-going

I
Strategic Directions

Develop and Jppr(we  a common toLlrisnl  policy  that applies to all
provincial government dep~rtnwnts.

Given toLlrisn]’s  increasing importance to the Provincial economy, outline
a long-term investment strategy of government resoLlrces  ( financial. ltind.
expertise. infrastrLlctLlre  ) in [he dcve]opment  of the toLlrism  indLwtn.

Improve coordination in the delivery of government pro~rams to ensLlre
n12ximLlm  effecti~encss  to the tourism indLMry.

IMobilize  [he toLlrisnl  constitLlency :is an on-going lobby  groLlp,

Build effective relationships amonx  n~Llnicipal,  provincial md  federal
gcwernments  to address the tourisn-relateci  issues Ot Albert:~

Activities

● .Ack)pt  Tourism .2000” as [he pr(n,lncia] ~(ncrnmen[’s  toLlrism  policy  and
initi~te  inl[>lerllctl[:ition  of the recc)tlllllencllti(~ns  outlined in this
docLinlent,

.  k[onitor  the illl[lielllent:lti[)n  of Tourism Z(X)O recolllnlendltiorls  thr(ju~h

the est~l>lishmcm[  (i’ an  on-goinx  advison  groLlp  c(>mprised  of Q cross-
section (i toLlrisnl  stakeholdcrs.

● (_l)ntin  Lle t(JLlrisln’s  integr~ti(m  Ivi[h  tllc, provincial Sc)vcrnnlent’s  economic
initiative, “T<)lvard  2000 Together’”.  to ensure [he sector’s continLled
0 retribution t(nIard  Cct)n(mlic dil’ersifica[ion.

● EnsLire  all appropriate  gm’ernment  committees  c>tfec.ti~elv  deal ~vith
t(mrisnl  indLlstr~  IssLIes.

. Seek the ccx)rciina[ic)n  of fedcrdl  and prot.inciai  g(nemment  toLirisnl
policies  particular} as they relute  [0 National Parks in Allxrta  and areas
sLlrroLlnding  ~:ltic~nai  I)arks  in Ailwrta,

.



Tourlsm  can be both

compatible with the

environment and an ally in

helping to preserve

Alberta’s natural

resources.

Tourism and the Environment
- “The Natural Advantage”
Albertans recognize that the province’s
natud resources form the basis for
many of its tourism products. Albertans
Ire also concerned about  environmental
integrity. These perspectives require that
the  tourism industry  achieve an
integm[ion between use md preservation
of the n~turd assets, Tourism cm be
both compatible with the environment
and  an ally  in helping to preserve Alberta’s
natuml  resources. C.onstrLlctin,g  this
alliance md resolving conflict mill  require

sound research and
and communication

information lools
and coordination

between stakeholders. Tourism can be
compatible w i t h  e n v i r o n m e n t a l
objectives. if properly plonned  and
managed.

Goal: To ensure the wise use of
Alberta’s natural environment as a
fundamental resource base of the
tourism industry.

Strategic Directions

● Establish [oLlrisnl  M a legitimate user in the :dlocation  tind  management
of the province’s naturdl  resoLlrces  in relation to other resoL]rce-based
industries sLlch  M oii ~nd gas; agriculture: forestry and mining.

● Manage  the province’s na[um]  resources to ensLlre  an integration of Llse
and protection of these natLlral  resets.

● Establish the validity and valLIe  of existing and emerging toLlrism  products
and opportLlnities  based on our natural environment. Inform stakeholders
and client groLlps,

Activities

● Identify toLirism  areas and deter-mine their potential. Recognize that  the
tourism potential  ~vill  vary  from presemation  to development,

● EnsLlrc  an integmtion  of’ the LISL’  and preservation of the province’s
natural ~ssets  throLl#l  sLlch  methods as resoLlrce  evalLlation.  LX )st berwt’it
arulysis  and environmental aLtditing,

● Complete and implement the Parks System Pkm and link this Plan ~vith
m overa~[  toLlrism  prodLlct  dekwk>pment  stmtegy,

Q Encoumcge  prod Llcts sLIch  as ecotourism.  lov,-inlp~ct  accommodation
development. and non-consLllllpti\e”  tourism activities [() estzblish  J mix
:Ippropriate  for All)erta,

● Esttiblish  effectite  cotllIn~ltlic:~tion”  and coordination channels between
appropriate stakeholckrs  in determinin<q  the best LISe ok” our natural wsets
from d toL[risnl  pcrspecti~e.

● EncoL]rage  tile participation of all  t(JLlrisnl  inci  Llstry  opemtors  in Alberta to
adhere to the en~lronmental  Lxxie  of ethics adopted I>v the Tourism
Industnr  Association  (JI Canada ~nd the TOLlrism  IndLls’tl~  Association of
Alberta.



Tourism Partnerships -
“Tourism is Teamwork”
Tourism. m an industry, is comprised of
many  stakeholders  including: private
sector businesses, operat ions  Jnd
associations: 211 levels of governments –
federal .  provincia l  Jnd municip~l:
communitv and not-for-prof i t
orgmizo[ions:  special  interest ~roups:
md the genemi public. This ck~mcteristic
of tourism has contributed to the
fmgrnentation  of the industry. Tourism
also involves J variety of functions.
Determining these  funct ions  and
adoptin%  responsibilities for specific roles
I}v the ~m-ious  stakeholders  is a major
challenge facing tourism, The key to
meeting this ch~llenge  is partnership.

I

The basis of partnerships – committing
to mutually beneficial gods. cooperating
to pool resources and coordinating
tictivities  and actions – is a strategy
necessary to compete in the tourism
marketplaces of today and tomorrow.
The n~ture  of partnerships, their structure
~nd the roles and responsibilities of each
partner will vary and change over time,
but through the establishment and
effect ive  Llse  of partnerships, the
industry will “cooper~te  to compete”.

Goal: To establish a cooperative
and effective tourism industry
structure.

Strategic Directions

c Identify all tourism stakeholders  and outline their roles, responsibilities
and Jurisdictions.

● Establish regul~r  tind  on-going communication between stakeholders,

● Establish stmtegic  partnerships to identi& and pursue common objectives.

● .Monitor and ewluate  the implementation of Tourism 2000.

Activities

● Formalize the continuation of In on-going advisory groLlp  to assist in
communicating with stakeholclers  and to monitor the implementation of
Tourism 2000,

● Stren<qthen  the toLlrism  indLlstrv  structure in Alberta at ail  levels from
indiviciual  operators to regional organizations and provincial associations.

● Broaden the scope of participation md representation tvithin  tourism
associl[ions.

The basis of partnerships

- commttlng to mutually

beneficial goals,

cooperating to pool

resources and

coordinating activities and

acttons  - IS a strategy

necessary to compete In

the tourism marketplaces

of today and tomorrow.

,
I

I
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Tourism Awareness -
“Getting to Know Us”
Tourism affects the daily  lives of all
Albertans. Although Albertans  perceive
tourism as a leading growth sector  of the
p r o v i n c i a l  e c o n o m y ,  a  better
understanding of its importance, its

The key to awareness and impact and its contribution to Alberta is
required. Existing and prospective

improved understanding suppofl  groups from both within and

E education. outside the industry must fully underscmd
the business of tourism. Without
knowledge of who tourists are, what
tourism is and what benefits are derived
from tourism, the industry will not receive
the wide support that is necessary to
reach its full potential.

Seveml  identifiable groups require J
heightened awareness of tourism.

including the industry itself, governments.
educators, the financial community, the
media and  Albertans  as a whole.

The key to awareness and improved
understanding is education. The general
public, tourism businesses and opemtors.
md  most importantly, Alberta’s future
genemtions,  need to be better educated
in tourism. Both formal educ~tion.  from
early stages to post-secondary levels
and broad-based industry and consumer
programs are required.

God  To ensure that Albertans  are
aware of and support tourism’s
contribution to Alberta.

Strategic Directions

● Define the tourism industry and identify its benefits,

● Maintain and develop programs to raise tourism awareness in the
following target audiences:
— industry

– governments
— educators
— media

– general public.

Activities

● Identify the tourism sectors and quantify their economic and social
benefits

● Continue and strengthen the Alberta Best progr~rn.

● Prepare and implement a Provincial Tourism Awareness camp~ign,

● Pmticipate  in and  support Western C~nzdian  or Camdwwide  initi~tives
for tourism awareness.

● L1tilize  Alberta’s educ~tion  system to r~ise awareness of tourism.

● Monitor ~nd eva]Llate  Alhertans’ a~vareness  of tourism and attitLldes  and
opinions toward further tourism development,

. . .

I
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Human Resources -
“People, Pride and Passion”
Tourism is I service and  hospitality industry’s Itibour force will be key to
oriented industry. As such, it relies heavily securing and retaining capable people
upon its human resources. How people and enh~ncing  tourism as a professional
are greeted and treated will influence career choice.
the industry’s success and ability to be
competitive in attracting both new and Goal: To develop our human
return visitors. Albert~’s  tourism industry resources to ensure excellence in
must continue to strive for excellence in service that exceeds the
service that meets the expec~~tions of expectations of both visitors and
visitors tind  the industry. Continued industry.
efforts in education ond tmining of the

Strategic Directions

● Provide opportunities for skills development and career advancement in
tourism,

● Build respect for toLlrism  m a professional ctireer choice to attmct and
retain employees,

● Educate and motivate tourism industry ownersioperators  to offer
improved working conditions. wages and benefits as an incentive for
employees to stay in the industry,

● Continue to develop and implement programs established for tourism
edLlcation.  [mining and  standards.

● Secure improved and coordinated commitment from other related
Government departments to human resoLlrce  issLles  affecting tourism,

Activities

● Encourage participation in a strong toLlrism  program in the emiier  stages
of the provincial school system that  edLlcates  stLldents  (m tourism and its
varioLls  elements.

● Establish a t(mrism  and hospitality truining  centre,

● Expand the nLlmber.  type and deliverv of Alber-ra  Tourism Education
(l)uncii  job standards and  certification processes.

● EncoLlrage  toLlrism  industry employers to employ certified st~ff,

● Forecast indLlstry  st~ffing  requirements and cooperate -m.ith edLlcational
~nd tmining institLltions  in developing these resources.

. Improve career path and skill  development opportLlnities through job
exchanges. internship ~nd cooper~tiye  placements. secondment  and
nmm~gement  tr~ining  prc)grmls.

● Develop measurements that cm qLLmtify  the costs and benefits to the
tourism industry associated  ~vith certified and trained staff,

● Raise the profile and image of tourism j(i>s  as respected c~reers by
recognition a~vards.

How people are greeted

and treated will influence

the Industry’s success

and ability to be

competitive in attracting

both new and return

visitors
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Creating a Positive Investment
Climate - “Invest to Grow”
Resolving capital needs is a major factor
in Alberta’s tourism industry’s continued
contribution to income, jobs, export
trade and taxation revenues. Sufficient
capital is required to maintain and LIp-

Resolvlng  capital needs is
grade existing product and add ne”w
product. Capital needs can be met by

a major  factor In debt and equity. Equity can originate
from the retention and reinvestment of

Alberta’s tourism industry profits or the attraction of new

industry’s continued money 10CldllY  or abroad. Debt can be
raised by instruments such m bonds.

contribution to Income, guarantees, mortgages or debentures

jobs, export trade and through individuals and commercial pri-
vate or public sector lending institutions,

taxation revenues. Taxes collected by government from the
tourism industry could also be directed
in support of industry needs.

Determining the amount of capital
required is only one aspect of this
challenge. Many different players can

resume various roles in addressing the
capital needs of the industry depending
on the nature of the capital need.
Sorting out the appropriate role for
governments in ~ rmrket-ciriven  industry
is key to this challenge,

Alberta’s ~bility  to ~ttract  investment
also depends on the competitiveness of
the industry. There is an increasing
concern that Alberta may have lost some
of its cornpamtive advantages of previous
years. The cumulative impact of taxation
s u c h  a s  GST, h o t e l  t a x  and  t h e
transportat ion fLIel  tax reduces the
competitiveness of Albertti’s  tourism
sector and its subsequent attractiveness
w an investment opportunity.

Goal:  To create an investment
climate which stimulates financing
for viable tourism opportunities. -

I Strategic Directions

Encoumge  the private sector to seek its own financing.

Ensure any government financial involvement in the industry does  not
unfairly intrude on the natural state of the nmrketpl~ce,

Accept foreign investment M Q legitimate source  of industry financing.

Address key competitiveness issues which can improve the attr~ctiveness
of Alberta’s tourism industry as an investment opportunity.

Activities

Q Quantify the financial and investment needs of the industry necessary to
achieve its goals by the ye~r  2000.

● Identify sources of financing  and investment to meet the funding needs of
the industry.

● Develop vehicles to assist industry in improving business and
management skills.

● Examine the impact of the hotel tax and trmsportation  fLle]  t~x on the
competitiveness of Albert~’s  tourism sector,

● lnvestig~te the direct allocation of taxation revenLle  deri~wd  from Alberta’s
tourism industry [o identified needs of the inciLIstry.

● Examine local development bonds ( ie. Saskatchewwt  md  lManitoba)  and
industrial bonds ( ie. [Jnited  States) as potential financing tools,

.
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Regulations and
Regulatory Process -
“Safe and Supportive”
As with 311  industries. the tourism industry
is sublect  to regulations and regulatory
processes that  have been established to
protect society and its values, Both  the
overall regulatory climate and specific
regulations can inhibit or enhance the
ability ot’ tourism stakehoiders  to meet
their own ~gendas,  Fot-example, Alberta”s
safe, secure and  stable society is a positive
tourism attribute, m~intzzined  through
the establishment md enforcement of
rules and regulations. Other regulations
may inhibit tourism growth. Of particular
importance ire some land  use regulatow
processes that  cm affect  the industry’s
ability to provide new and upgmded

tourism products, Establishing processes
that are acceptable to all tourism
stake holders, and e c o n o m i c ,
environmental and social needs are
critical to attracting investment. Effective
processes are required to resolve such
issues tit both province-wide and site-
specific levels. These processes must be
clearly laid out and understood ahead  of
time and must be consistently applied.

Goal: To ensure regulatory
mechanisms work positively
support a healthy tourism
industry.

to

Strategic Directions

. Establish a regulatory climate that hm the confidence of all users.

● Ensure that  government legislation, policies md  regulations encoumge,
r~ther  thm discoumge.  the success of the tourism industry.

Establishing processes

that are acceptable to all

tourism stakeholders, and

economic, environmental

and social needs are

critical to attracting

investment.

Activities

● Identifj  regulatory factors inhibiting tourism and tourism development.

● Work with regul~tory agencies  to reduce inhibiting regulations.

c Encourage indLlstry  to be self-re<gL[l~to~  whenever possible.

● Establish criteria for land use decisions at ~ppropriate  levels agreed to by
all stakeholclers.

. EnsLlre  th~t regLkttot-y  processes are  b:tseci  on ckarly  defined steps and
infer-n-ution reqLlired,  finite timelines.  and rex+on~ble costs rel~tive  to
bcale of development.

. Consider the implementation of a trLlst  fund to ~ssist the tourism industry
in meeting the costs of the regulatory process: in particular, those costs
;lssociated  ~vith an environment:d  rcniew.



Research and Planning -
“Looking Ahead”
The future development of Alberta’s tour-
ism industry will depend on making
intormed choices. These decisions will
increasingly depend on collecting, com-
piling and  analyzing sound market  and

The future development of product information. Tourism is a global,
dynamic and evolving industry, Alberta’s

Alberta’s tourism Industry tourism competitors me using increas-

will depend on makmg ingly  sophisticated research and planning
tools to identify and serve markets. The

Informed choices, tourism industry in Alberta cannot rely on
traditional methods and the assurmce
that our markets will always return  or
view our products tl~voumbly.  Clients

demand diverse. sophistimted  or unique
products which require effective forecast-
ing, market profiling and product plwming.
Research provides the founchtion  on
which planning programs can be de-
signed and trans~dted  into action. Tourism
stakeholders must find a way to complete
the rese~rch and unde~~ke the planning
required to stay competitive.

Goa.k To provide sound
information and effective planning
processes as a guide to decision-
making in the tourism industry.

I Strategic Directions

Identify and implement research required to support the strategic
directions of Tourism 2000.

Identify the appropriate levels of research and planning required and
ensure th~t the planning resources and mechanisms are available to
Facilitate tourism development.

Ensure s~~keholders  pmticipate  in the planning process.

Establish tourism as a legitimate p~ayer  in the land use planning processes
of Albert~.

Activities

●

●

●

●

●

●

Continue to ensure that Alberta communities participate in tourism
planning, the identification of assets and actions to use those assets.

Where appropriate. do’e]op  Regional ToLlrisnl  Action Pkms  ~nd identify
actions to develop products based  on those plans

Prepare a provincial tourism pkm  that integmtes  the stmtegic  directi(ms
outlined \vithin  this document and the str~tcgic directions from the
Toward 2000 Together initiative.

Evaluate tools and implement a progmm that mill  illustrate a cost-benefit
comparative analysis of using land resources for toLlrism  in comparison to
3 ltern~te  resource uses,

Refine tools for analyzing information and distributing the results to the
appropriate Quciiences,

Seek commitment from industry stakeholders  to pmticipate  in znd support
malor research and forecasting vehicles required during the short-.
medium- and lonS-term  periocis to the year 2000 such M:  Alberta Non-
Resident Tra\el  Exit Sumey; Albertt  Resident Travel Sun7ey;  and Tourism
Impact Monitoring System. Use  this infornwtion  for industry development

t



Tourism infrastructure -
“Access Alberta”
Tourism infrmtmcture  refers to facilities
and senices  thx[  directly support the
development of’ the  province’s tourism
resources. These cm include roads. other
trmspormtion modes such as ~ir and roil,
utility sen’ices. communictition and infor-
mation neects.  as well as tourism attractions
such as museu]ms.  heri~~ge  sites. ptirks
md interpretive centres. I nfkstructure
can also refer  to services such as health,
eciumtion and safety  and security meas-
ures that indirectly satisfy the needs of
travelers and  help tourism flourish.

Infrastructure is critical in attracting and
maintaining visitation. Information and
accessibiiitv  are key factors in the desti-
nation decision  and AlberKJ’s  infmstruc-
ture must continLw  to meet visitor needs.

I

I

I

I

Two aspects of infrmtrLlcture  clevelop-
ment pose  difficLdt  challenges. First,
toLlrism  infntstructure sLtch  as roads  and
ittrlctions  are powerfLll  tools for re-
gional economic development. They cm

I

genemte  tourism traffic Znd provide in-
centives to foster the development of
other  local or regional opportunities.
The allocation of resources for infra-
structure must sLlpport the development

CJfviable  regional tourism opportunities.
Such an allocation must take into ac-

Infrastructure is critical in

count considered and Fair  access to the attracting and maintaining
resources available. Secondly. the issue
of who pays the c~pital and operating visitation.

costs associated -with major infrastruc-
ture developments must be addressed.
All developrnen[s  require a careful costl
benefit evaluation. The requirement for
self-sLlfficiency and a high level of com-
mitment f’rom  stakeholders and users is
increasing, although infrastructure de-
velopments may in some instances be
Imgely  sLlpportable  by benefits gener-
~ted other than for tourism alone.

Goal: To use infrastructure to
stimulate and support the fimther
development of Alberta’s tourism
industry.

Strategic Direction

● Invest in infrmtructLlre  req Llired  to sLIpport mmket driven development
ivhere a timely retLlrn  on investment to government can be demonstrated.

Activities

● Recognize  and incorporate toLlrism  needs  in major provincial
infrastrLlctLire  development.

● Determine toLlrisnl  infrastructure priorities based on a prodLlct
development stmtc,gy.

● .Assess  the  return on investment gener~ted by tourism infrwtructLlre.

● Ensure provincial transportation policy  and infrastructure developments
recognize ~nd incorpomte  toL!rism  needs by contribLlting  to:
● imprm’eci  access  to the prm’ince  from major toLlrist  markets
●  facilittiting  the nl(nement  of toLlrists  ~vithin  the p r o v i n c e

● F,nsure  information  required by visitors is provided through ~deqLlate
signage and access  K) informl[ion,

●  ,kssess  a n d  prioritize potential  re~ionai toLlrisnl  opportLlnities  for market
ti~bility.  self-sLlf’ficicmcy  and local sLlpport.

.



Success in tourism

requires a strong

appreciation of the

customers’ wants and

needs.

Market Assessment
and Marketing -
“Reaching the Customer”
Success in tourism requires a strong
appreciation of the customers’ wants
and  needs. There are  two key aspects to
the rm~rketing  challenge:

i) market assessment – determining
current tind  emerging target
markets by identifying their
attributes and profiling them against
Alberta’s current and emerging
tourism product offerings, and:

ii) marketing and promotion –
developing strategies, identifying
activities and allocating roles and
responsibilities among st~keholders
for marketing initiatives within the
context of the market msessment.

In Albet-w.  the marketing challenge needs
to address: the allocation of resources
between various target markets; the
development  of  s t ronger  l inks  or
networks between the province’s
traditional established attractions and
other viable emerging regional and local
assets: and the development of an
integrated marketing approach among
dl stakeholders  to access existing and
emerging markets.

Goal: To identify Alberta’s target
markets and to develop marketing
strategies to improve our competi-
tive position within those markets.

Strategic Directions

●

●

●

Endorse the implementation of the Strategic itfarketing  Plan fbr Twlrism
in Alberta  1991-1996 (see Appendix C),

Develop marketing linkages between major tmditional tourism ~rem and
attractions ~nd regional tourism resource/opportunities to meet the
emerging needs  of the marketplace.

Develop consistency in messages and imflges  to stimulate travel  from
target markets.

Activities

●

●

●

●

�

Initiate the strategic FOCUS.  objectives, marketing tactics ~nd roles (mtlined
in the Strategic .t[at-keting  Plan  fbr Tozlrism in Alberta 1991-1996 aimed
at long-lmul developing markets, Iong-htiul touring markets. destination
markets. adventure/  outdoor  markets, ski markets, nwetin~s markets. in-
Alberw and regional close-in markets, ~nci long-haul emerging markets,

Develop vehicles for coopemtive  marketing. in particular continue the
Team ToL!rism initiative,

Ensure joint marketing initiatives supporteci  by cooperative pro~mrns  ~re
complementary.

Monitor and evaluate cooperative marketing efforts axainst  the goals of
the Strategic ,Uarketi}l<y Plutl fbr 7?Jlmism i}z Alberta 1991-1996,

I

t
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Product Development -
“Making the Right Choice”
Making  effective choices th:~t ln~tch  prod- .Mberk-wide  basis will optimize toLlrism
ucts and mfirket  needs to cJLlr  resoLlrces benefits to the province. This will re-
will significantly contribLlte  to I strong (Iuire  i s o u n d  Llnderstanding  of o u r
:md competitive industry. The tourism ((xrrism  strengths and assets, as well as
industry in Alberta has the obilitv.  the coorciinflteci  development of products
t o u r i s m  assets dnd rcsoL;  rce bwe (on to meet evolving market needs.
which to cievelop a diversity of procl-
ucts. Existing products alrexiy  provide Goal: To enhance the number and
on excellent founchtion  for growth. Cre- type of tourism experiences
sting the right product mix for our available based on Alberta’s assets
resident ~nd non-resident m~rkets  on an and evolving market needs.

Strategic Directions

●  [)evrlop  prodLlcts  t o  :~ttr:ict  [he n:ltional tind  internation~l mw-kets  tind
tocus such development on oLlr  strengths ~nd assets,

● Brodm  Albertfi’s  product b:we  by developing vi:lble  regiomd  tourism ~ssets.

● Develop Iinka<ges  between international/  n:ltional tourism products ~nd
regionol tourism products.

Activities

● Prepare a provincial toLlrism  product development stmtegy th~t will
identif}  prioritv  toLlrism  development :Ire:ls.
— Identifv development objectil’es  for priority irew,
– Ensure th~t n:ltumi  and physico] resoLlrces  remtiin  ~voii~ble  in  these

:Lreas,
– MemLlre  cievelopnwnt objectives ;~~~inst  critical guiding principles. sLlch  OS:

●  self-sufflciencv ●  sewonality
● m~rket  responsiveness ● Iocti]  c(muni[nwnt  Ind support.

● Assess :Ind determirw nl:~rkets  Ixlsed (m t( JLlrism  resoLlrces  ~lnd assets,

● Determine development clpacitv :Ind the indLlstrv  strLlctLlre  necessam  to
deliver this capticity.

● EncoLirJge :md direct development ~e;lreci  to meet identified opportunities
s u c h  as nmjor  ments.  ccxm)urisrn.  cultLlml  :ind heri[oge sites. and  native
t(JLlrism  prodL]cts.

● EnsLlre  [hat  I’i:lble [OLlrisnl  opportLln  itim throLlghout  the province h:lve hir
:lccess  to dvail:lble resoLlrccs.

● ContinLle  f’undincg  of the ConlmLmit~’  TOLlrisnl  Action Pro<gmm  and  convert
it to a regionally-bmcci de~elopnlcnt  pro~r:un [o tmcoLuage  the linking tind
pxkagmg  of regional mscts  on a cxmpemti~e txlsis,

● [ncrease  Ien,qth  of st:ly :Ind dispersion of l“isitors  throughoLlt  the province
through cxx)petutivc  progrunmling SLICil :1s touring roLltes.  improved
information dissemirmti(m  :Ind si<gnage.

Alberta has the ability,

the tourtsm  assets and

resource base on which

to develop a diversity of

products,



The task now remains for

all participants In tourism

in Alberta to adopt

appropriate roles and

responsibilities  In seeing

that the strategic

directions are

Implemented.

V. ROLES AND
RESPONSIBILITIES

One over-whelming characteristic of
Alberta’s tourism experience is the
ciiversity  of particip:mts  involved. Not
(rely  do a wide rmge  of individuals and
entities combine to comprise tourism in
.Mberm,  each  m~y relate to toLlrism  i n
specific instmces  differently at different
times, On the whole,  however, u strong
underlying confidence and common
I>elief in the L]ltimxte  po[enti;d benefits
o f  toLlrism  in Alberta  was e v i d e n t
throughout ToL]rism  2000. It wds this
:lcceptance  and  common groLlnd  that
Alowed  the ,g@s  and strategic directions
to be set. The t:lsk  now remains for xII
part ic ipants  in  l(JLlrism  in Alberm  10
adopt :Ippropriate roles :~nd
responsil)ilities in swing that  the stmtegic
directions are  implemented,

The rmge of tourism st:~keholders  in
Alberta is extensive. Stakeholclers include
indiviclu~i  Albertans. various organized
groups Ond corporate  entities M well m
g o v e r n m e n t s  :Inci t h e i r  rcllted
departments. lxxirds :ind  agencies, This
chamcteristic  of tourism in A]bert:l  is
commonly rcferreci to m fragment~tion,
Any attempt :It categorizing the major
st~keholders  only seines to hi<ghligh[  the
fmgmenta~  n:ltLme oftoL[risnl  in Albert:~.
For ex:lmple. :1 groLlpin,g  of industl~
operators  Yvill  still I:~v subst:lntidy  h}
s i z e .  l(x+~tion  and sophistic:ltion  of
operations. A grouping of :Ittmctiorls
may  v:l~ from pr(~flt-]llotilateci  corpomte
entities to no-for-profit societies to
:governrnent  f:~cilitic’s, Even :1 ~rouping
of indLlstn sector  msocititions  can l’wy
by the degree  of direct inv( )Ivement in
tourism.

The fmgment~tion (f tourism l~ithin  :lnd
:lnlon~ st~kel]()]c}ergr()Ll~>s  W’M certainly
evident in [he tieIvs  and perspcWi!,es
expressed to the P:inei  dLlring  the TOLlrisnl
2000 process,  For nunv  ot’the discussion
topics, dilergent  opinions.  d i f ferent
inter  pre[:ltic)ns :1 n d confl ict ing

appro~ches  Jvere frequently stoted,
G o v e r n m e n t s  w e r e  qLlestioned  by
business. special interest groups and the
pLlblic  ~bout dLlplic;ltion  ~nd
inefficiencies, kick of co(mlinition  and
commLlnication.  unwarrtinted intrLlsion
i n t o  t h e  marketpl~ce  :Ind f:iilure t o
tmnsl~te o st~tecl priority for tourism into
effective ~ctions.  Differences were voiced
I>etween developers dncl
environmental is ts ot’er speci f ic
development propos:ds. Positions dling
for the  concentmtion  of mtirketing  effofis
on in-province Iocd  :mcl regional nwrkets
lvere mxle just 0s forcefully  for OLlt-of-
province international nm’kets.  Emerging
tourism destinations emphasized their
potentiil  2s opposed  to e x i s t i n g
established toLlrism  destinations. !M:my
d i v e r s e  p o i n t s  :lnci positions  were
presented to the I%tnel.  They represent
some truly  importmlt  issLles  which reqLlire
some h:lrd choices,  pwlicul~rly in J time
of recession :md limited resoLlrces.

Despite the vlrying  positions.  the most
OJerridin<g  theme  :lrisin,g  h-em T(mrism
2 0 0 0  i s  [he belief  sll:lred by :111  t h e
st:lkeholciers tlmt  toLlrisnl  i s  a ~’i:tble
f o r c e  for e c o n o m i c .  socitii  :Ind
environmenttil  development  i n  t h e
I)rolince of Albertti.  Tl~e  fr:lgnwnted
n~ttL!re  of” toLirism  is not LI mwkness  but
d strength in that it provides a broad h~se
of support, This commitment to toL]rism
:~s :In integrdl clement  of’ Albert:~’s
development m“errides  the diversity of
liews  he ld  h} those  kJho mre  aboLlt
toLlrism.  Alberta’s economic :md n:ttLmJl
l“esoLlrces, :Lnd t h e  people of t h i s

pro\ince.

The P:mel c o n s i d e r s  the sLlpport for
to Llrisnl’s  e x i s t i n g  :ind p o t e n t i a l
contribLltion  to Albert:l and Albermns  xs
re:ll  tind  endLlrin<q,  It is bweci  on sevet-d
fLin&mwnt:ll  principles Ixmdly  held by
.111  stakeholders.  P r i n c i p l e s  sLlch  M
partnership, environmental integrity,

. .

. .



sLlstain:ll]ility.  fiscal rmponsihilitv  and
eqLdity  CJF opportL]nity,  Lxmsistently
Llnderlic  the chillen(qes  :Ind stmtegic
directions lvhich lmve  emercqed  from the
Ttmrism 2000 initi~tive.  These  principles
drive :11]  toLlrlsm  st:tkehoiciers  to Llphoid
[he  strategic directions they h:ive
identilled through the ToLlrism  Advisory
Pwwl :]nd compel.  1s weilm:lssist.  ail
tourism stakeholdcrs  in ;issL]ming  the
~pproprim  roles and rcsp{)nsibili[i~s  in
implementing [he stmtexic  directions
:md :lchieving the vision Ior toLlrisnl  in
Albertl  intheyc:}r2000.

There  i s  considerable  ch:lllen~e  in
d e t e r m i n i n g  t h e  exact roles  :Ind
ircsponsihilities  for [he hr(nd  spectrum
of tourism st:lkeholders, The
r e s p o n s i b i l i t y ’  for  :ill the  s[rltegic
ciirections  :md 3ctions c:umot be XSSLUlld

hy :~ny o n e  st~keholdcr done. One

st:~keho]der ;IISO cunnot continLially

:ISSL1lllC xl] t h e  roles  necess:lrv  t o
i m p l e m e n t  Llll  the stmtegic  directi(ms
:lnd actions. ‘rh~ degree  ofresponsit]ility
xnd the roles a d o p t e d  hy the ltirioLh
tourism st:tkcho]ders  ~viil  v:iry  (ncr  time
:1s chlilengcs  :Ire :lddrcssed and priorities
shift,  E:lch  of the  toLlrisnl  st:ikeholders
tvill  t:lke  (m. indiIidu:lllL’  :Ind  Collcctivelv.,
lurioLls  roles in rckltion to tile degree ()[
responsil>ility  :Idopted,  [t i s  the
l~illingness  of’the  sl;lkcholders  to assLInw

Their  rcsp(msil>ilit} It)r specific itr~tegic
directions :Ind [() pl:~y  their  m o s t
:Ippropri:ite  role that i~ill  d e t e r m i n e
tourism’>  sLlcccss i n  m e e t i n g  its
c’h:ll]cnge>.  \ ~ ’ b i l e  tile TOLlrisnl  .?000”
process often v.itrwssed ninny opinions
re,q~rding  the alkxatl(m  ot” rcsptmsibilities
:Ind roles, there lIM generxl conscnsLls
:IboLIt  the challen,gcls  f:lcing tourism.
Stakeholciers  :IIs() exhit>it  :in (JverridinS
desire  to :~ccept rc’sponsihilit}”  I’c)r
implemtm[ing the str:lte~ic directions.
A l l  stakeho[ders  :Irc Lx)nnnittcd  to the
role of p:lrtnership

The br(x~d  :~ccept:i[ncc  of the r[)lc of
p:irtner pl-ovides :i ,strong  I  MW t’l-cml

which tourism stakeholders  in Albetm
cm bridge t h e  fmgmented  nature of
their relationships md work towards
their common beliefin  tourism in Albem~.
EiLch  stmtegic  direction cm benefit from
the e x p r e s s e d  w i l l i n g n e s s  of 211
stakeholders  to commit to a role of
pmtr-wr.  Depending on the nature of the
strategic direction, some stakeholclers
fvill  become  more active pwtners  than
(xhers. Roles within the p~rtnm-ship  cm
:Ilso vtiry  tit t h e  l’:lrioLls  stages  of
implementing e~ch stmtegic  direction.
In some instmces.  a partner will play  the
role of leader in implementing Q strategic
direction. In other  cmes,  J ptirtner  uiil
;iccept  the role of a supporter or facilit~tor
:Lm(mg  the other purtners.  (“)lher  pm-mm’
r o l e s  f~ill l’:iry  from motivatin~ :mcl
stimulating to fosterinx  or endorsing,

DLlring  the ToLlrisnl  2000 process. the
:dlocotl(m Qnd Qccepttince of s p e c i f i c
responsibilities :md precise roles tvere
n o t  clew,  howe~er.  the (ntmhelming
commitment to tc~rnwork IVM  apparent
:Ind some genera] directions reg:lrding
roies find  resp(msitli]ities  (f the Kmrism
p:~rtners  did emerge. Combined. this
~villingness  t o  wx)t-k  together  ond t o
recognize roles ~ind  responsitlilities
provides the foLlndtition  for:1 framework
of p:lrtlcip:ltiorr.  lc:idership  :Ind
[qqmrtLlnlty  for the r.irl~e ot toLlrisnl
p:lrtners.

\Y’ithin  this fi-amek~ork,  e:~ch of[he  rmijor
challenges :Ind btr~tegic  d i r e c t i o n s
:iddresscd  i n  the precedinx  ch:ipter
requires 1 level  ofp:lrticip:lti(m  hy some,
or all. of t h e  i:lrious  toLlrisnl  portners.
From [his tilnle~vork.  p:lrtners ~vill  be
:Lhle to :i>sess the gener:il :dloc:ltion  ol
roles :Ind r e c o g n i z e t h e i r  o~vn
I-csponsii>ilities.  t~king  into accoLmt  their
~pecific needs,  resoLlrces  :l~:lil:~l>le  and
the f:lct th:~t the degree  of responsit>ilitv
:Ind n:ltLlre  of” their role c:ln cll:lnge  o~.er
time xnd ch:lllenge  hy ch:l[lcmye.

Stakeholders exhibit an

overriding desire to

accept responsibility for

implementing  the

strategic  directions. All

stakeholders are

commtted  to the role of

partnership.

.
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To reahze its full potential,

tourism must be

recognized as a legitimate

player In Alberta’s

economy . . .

Establishing the valldity

and value of tourism

products based on our

natural enwronment  and

communicating this

information is the joint

responsibility of the

Provincial government,

Alberta Economic

Development and

Tourism, Industry

operators and

environmental special

Interest groups.
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Tourism as a Government
Priority - “Profile for Action”
To realize its full potential. tourism must
be recognized as a legitimate player in
Alberta’s economv  and gain a higher
priority on the provincial government’s
agenda. Given its tourism manck~te.  the
Department of Economic Development
and Tourism must take the primary role
of positioning tourism within the
government as ~ whole. By working
with other government departments.
agencies and related committees, the
Department, through Tourism 2000. ctin
continue the lead role ofcfeveloping  and
approving a common tourism policy
that applies to all provirrcid  government
d e p a r t m e n t s :  outline a long-term
investment strategy of government
resources ( finmcia[.  l~nd.  expertise,
infrastructure ) in the cievelopment  of the
tourism industry : a n d  i m p r o v e
coordinat ion in  the  del ivery  of ’
g o v e r n m e n t  progrims  to ensure
maximum effectiveness to the tourism
industrv.

Privdte  industry and industry  associ~tions
should continue to take the lead in
lobbying government and builciing a
case for tourism, mobilizin~ the tourism
constituency as an ongoing lobby group.
Ind generating political  sLlpport.  T(mrism
c a n  only a c h i e v e  t h e  r e q u i r e d
commitment  f rom go~ernments  by
building link~ges am(mg the three levels
of government. Kesponsibilitv  must be
jointly sh~rcd  [ 0  b u i l d  e f f e c t i v e
relationships among municipal.
provincial and  federd  Governments to
address [he tourism-related issues of
Alberta.

Tourism and the Environment
- “The Natural Advantage”
The prinlti~  responsibilities fcx managing
Alberta’s natural resources lies with the
Provincial and  Federal C,c)vernnwnts,
Including [(mrisrn  in the management of
these  resources  is d role that must  be
shared Ijy specific tourism partners,

Responsibility lies jointly ~vith  [he
p r o v i n c i a l  g o v e r n m e n t .  A l b e r t a
Economic Development mcl  Tourism,
The Tourism Industry Association of
Alberta (TIAALTA)  and the industry
opemors.  associations and developers.

The primary responsibility for maruging
the province’s mtturd resources to ensure
an integmtion  of LISe  and protection of
these assets lies tvith  the Provincial
t~overnment.  Within government. the0
lexi  in est~blishing  tourism as J legitirn~te
user in the Jlbcation  and nmx~gernent
of these ntitural  resources falls to Alberta
Economic Development md  Tcwrism.
Establishing the valicfitv  md value of
tourism products based on our rutuml
environment and communicating this
information is the joint responsibility of
the Provincial government. Alberto
Economic Development find Tourism,
industry opemtors  and environmental
special interest groups.

Tourism Partnerships -
“Tourism is Teamwork”
(ire of the major challenges holding
back the gro~vth  of’ the tourism indwstry
1.s its diIerse  rmturc?. This hm. at times,
created  a perceiied  lack olcoordimttion,
cxx)peration a n d  cotllnlllnic:ltion.” In
recent years.  the  many  excellent initiatives
kvhich  h~ve  been undert~ken ~iong ~~ith
Tourism 2000: AViiion  for the Future
Illve  clelrly illustrated a Ivillingness to
~vm-k together.

T() increase  coordirwtion  throughout the
indust~, a tourism structure based on
principles of partnership, cooperation
and lllutLl:~ily-hefleficial  allimc+es  is re-
quired. Albertl  Economic Development
anti Tourism and TIAALTA must con-
tinue to work together to identify all
tourism st~keholders:  outlining their
r( )Ies, responsibilities and jurisdictions
and establishing regultir  and ongoing
c(mmlunic~tion betwwm them. TIAALTA
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~nd Albmt:~  Econolnic  I)melopmtmt  and
Tourism must :dso take responsibility to
monitor  :Ind  ev~iu~tc the inlplementti-
tion c)fTourisnl  2000.

Al] pallners  must v~ke it upon themselves
t o  est:lhlish str:ltegic dlii:tnces th:lt lvill
Jllolv  [hem to identify  :Lnd  p u r s u e
common  oljectivm  to the benefit  [i’ the
indiviclu:ll  putners  :Ind tile tourism
industry’ m I tvhole Only through Ioint
p~rticipation :Incl commitment  to
c o m m o n  objectives  c:ln e f f e c t i v e
partnerships be crated  :md smst:lined,

Tourism Awareness -
“Getting to Know Us”
;Uthough tourism’s profile 11:1s  tncrelsed
signiflc:tntl>’  in rccen[  >e:lrs.  due in lp:lrt
to J number of cooper.iti~’e progrmns
:Ind projects between pri~:lte  sector  and
gOvernnlent, :l~v:lreness  c’ontinuc’s  t o
require dttention. We :111  lmve  :1 slure in
I>romotinx .ilberta  :tnd t h e  tourism
irtdustrv.  The  prl~:~te sector  :Ind
government e:l~h ]h;lt~ si<gni~l~:~n[  ro]es
to pl:lv. The Provincia l  ~overnnlcmt.
specific:llly Alhert:l Economic
[development  :Lnd  Tourism. must le~d  in
defining the indwstn!  :Ind  identifiinx  its
b e n e f i t s .  Reprcsent:lti  Ic inilustry
orgmiz:lti(ms  ;[nd ~ssoci:l[ions  mms[  [Ae
[he Ie:id  in m:iint:lining :Ind  developing
progrmls  desi~ncd  to raise t o u r i s m
:Lwzireness  in kel :Iudiences  5LIch  :1> [he

indus[l~  Itself.  g(nernmc>n[s.  cduc:ttc)rs,
medi:l  :[nd the gcncrxl  pui>lic.

Human Resources -
“People, Pride and Passion”
Hum:ln  rcw)urcm :~nd services  are  the
bxcklxmc  of the tourism industt~.  “I_hc
lvork of the Albert:l  Tourism  Educ:ltlon
(lmncil  (ATEC).:1  joint  initl:ltilc  olprilatc
sector  ]rrdustry :Ind government,  h:ls
lxten lc~ ef’fcctiIc’ [() d:l[c. l’rinml~
resp(msit>ilitv  tor stmtegic  directions
rel:lted  to c’duc:ltion:  tt-:lining  :Ind
st:md:ircls:  \kills  dctclopnlent:  and  arwr

choice dnd :id\:~ncenlen[  i n  tourism

S11OU1LI  lie  with the ATEC partnership,
ATEC should continue to take o strong
led role in developing xnd implementing
programs ;lssociatecl  w i t h  t h e s e
directions. ATEC should also secure  a
commitment from governments to human
resource issues imp~cting tourism.

Creating a Positive
Investment Climate -
“Invest to Grow”
Development of tourism in Alberta relies
heavily on a positive investment ciimlle.
AII p:trtners can contribute to creating
this climate. Representative industry
msoci~ltions,  along ~vith governments,
are in :1 gooci position to lead the ~ctual
(lumtific~ti(m  of’tourisrn’s  finmrcing  and
investment needs.  Private industrv can
I>e proactire  in  nurturing i ts  own
fimtncing needs.  Fintinci:]l  needs of the
industry cxn :dso be nurtured by inciLlstry
:Lssociat  ions md  <gove  rnments  identifying
sources of funds :lnd encouraging the
impro~emen[  o f  m a n a g e m e n t  :Lnd
business skills. Ckwernment hos Q major
role to pltiy  in ensurinx  th:lt any financial
involvement of its various departments.
lX)ildi ;lIld 3gCnClt’S  doeS not un~dirl~

intrLlde o n  t h e  n:~tural  state o f  t h e
nulrketpklce,  Government  a l s o  11x+ a
lad role Jlong  Ivith  pritrate  industw in
:Iccepting  foreign i n v e s t m e n t  as a
lc~i[inl:~te  s(xlrce  of fin:lncin~.

Regulations and
Regulatory Process -
“Safe And Supportive”
411  three ietels  of government – n:ltional,
pr(nincia]  :ind  municipal – must he
prcp:lred  to resp(md to t h e  regulato~
n e e d s  of the tourism  i n d u s t r y  by
~w:~blisl~ing:1  rcguiatow  clinmte tlmt  has
(he c(mfidence  oftiil users,  Such a clinute
InLW  incl  Llde 2 neecl for: strong Iocol
inlwlIenlcmt:  o broacl-btised  inte~rnted
:Ippr(xlch;  :1 clelr  jurisdiction :~nd  a weil-
dc~flned  process  I~ith  fiuth(xity to make
tllc decisi(ms;  re:lson:ible  process costs:
.Ind proper  response  time,

awareness continues to

require attention.

We  all have a share in

promot[ng  Alberta and

the tourism industry.

Human resources and

services are the

backbone of the tourism

Industry.

Development of tourism

In Alberta relies heavily on

a positive investment

cllmate.  All partners can

contribute to creating this

climate.

.



Tourism Isa proactwe

Industry  that uses

information as a tool for

guiding Its present and

future actwlties.

The marketing challenge

best represents the need

for partnership among all

Alberta’s tourism

stakeholders.

1

Ensuring th~t regulatory mechanisms
work positively to support tourism
requires reciprocal responsibility Private
sector operXors.  affected industry sectors
:mci msociXions.  and  governments must
ensure  tlmt legislation. policies :md
regulations recognize ~ncl  encourage
the success of the tourism industry.

Research and Planning -
“Looking Ahead”
Tourism is ~ protective industry th~t uses
inforrnXion  21s  :1 tool  for  ,guiciinx  i t s
present mci future Activities. Gtithering.
:malvzing tind  trursklting inforrn:ltion
into decisions :lncl  actions often  requires
more resources than :ln~ sin<qle  oper~tor
(x segment of the industry ctin dford.  T()
ensure  thlt the necessary inforrn:ltion is
~OlieCteci  and shwd,  AllJwtQ  Ec(lnomic
Development  dnd Tourism should tdce
the lr.lcl  role for rcse:ud  tlhat  11:1s inclustry-
~vicie  relev:lnce.  This  responsibi l i ty ’
extends to the resemch xlivities  required
to sLipport Tourism 2000. These  wllvities
\vill  be supplemented I>V the industry
partners in terms of their  pw-ticipation in
ciefining [he research. sh:lrinS reseilrch
costs and  acquiring md  msing  the results,

The responsibili~  for establishing tourism
:1s ~ legitim:lte pllycr in the kind  u s e
planning process  of Albmt:i  jointly folk
to the  Provincial  government  in
c(}rrjunctlon  uith  [he  :lppropri:lte
approv:ll :luthori[i  es. T() help zl~~onlplish
this, the Provirrcill  Sovernnwnt  ond the
:ipprm:d  :Luthorilics  ~~ill  jointly identil}’
t h e  oppropri:lle  lc\els  of pl:lnning
requireci  :lncl  ensure  th:tt  t h e  pklnnirrg
resources :lnd mech:misms  :lre :i~;likit>lc
to ticilit:lte  tourism cieteiopnlcmt.  Ti~ese
partners  shoLIlci  :Ilso ensure  tixlt  otilcr
:Iffectccl tc)urisn]  pimners :ire gi~en tile
(q>portunit~  [c) p:lrticip:lte in tile  pi:lnning
process , Inci Llstr\’ :~ssoci:ltic)ns,
cimwiopers  :Inci  ( qmutf  xs \Iiii need to
:Iccep[  responsll)iiitv  Ic}r p:~r[icip:lting  in
pl:lnning prxxxxses  ~iilere ciircct impxl
:Inci  reim:ince  is c\idcnt.

Tourism Infrastructure -
“Access Alberta”
The provision of infrastructure is a h
reaching responsii>ility  that is Lisualiy
uncierwken to provide positive i>enefits
to the gener-ai  puhiic.  I n  p r o v i d i n g
infrastructure for the tourism sector-, two
pmtners wiil be rc?sponsii}ie  for s u c h
cleveiopment.  ‘rile Ali>erta  government’s
r o i e  may  i>e itirgeiy  cietermineci  hv a
whoie  mnge of i>enefits  timt  can i>e
cierivecf  i>y tourism. otiler  e c o n o m i c
sectors :~nc{  the genemi  puhiic through
such infrastructure investment. Non-
~overnment  s e c t o r s  m:lv find  an
increasing involvement in infrastructure
c o s t  i n  o r d e r  t o  il:lve  p r o j e c t s
implemented. Timse pm_tners  must i>e
prep:lred t o  c o n t r i b u t e  t o  tile
development of infrxtructure  in order
to prove a commitment to tilcir individual
cievelopment.

In some crses. the Ali>erta  government
m~y  consider unciertoking  a cost-shmecf
position cm some off-site services rel~mxi
t o  an inciivicluli  t o u r i s m  project  if a
timelv return (m investment in these
services is proven ancl  prc)viciecl  iy tile
inclust~  cieveioper.

Market Assessment
and Marketing -
“Reaching the Customer”
Tim nmrketing clmlienge  ixx+t  represents
[he neeci  for p:~rtnersilip  :unong Zdi
Albert~l’s  tourism  >t:lkei~oiclers.  Aii

Stake  iloiclers  neeci t o  pi~t}  :1 roie i n
cieveloping  prociuct iinkages: crczrting
:~ncl suswinin~ :ippropri:ltclv  txrgetect
mess:lges  and  irn:iges:  implementing tile
Strategic .ifarketi]lg [)la~z,j?)t- Toll ~i.vm i? 1
.llk~ta f991-1996:  cieveioping  veilicles
[or c o o p e r a t i v e  m:irketing;  :Incl
mainttiining  Team Tourism.

Product Development -
“Making the Right Choice”
l’rociLlct cleveiopment in\70i\es

clmreloping assets :~nci resources  i n t o

.,
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I

attr~clions  and experiences. Prima~
responsibility for development offacilities
and scmices  lies with the pri~zite  sector.
T h e  private sector  \vIll  tti!ie  the
responsibility  for de~’eloping  products
to attmct the national and international
market a n d  should  f<)cLIs t h e i r
development  on the pr(n’ince’s strengths
and assets. Broadening Alberta’s product

base  by developing viable regional
t o u r i s m  ~ssets  and  l i n k i n g  t h e
international/national level  tourism
products with the regional tourism
products is a shared responsibility
Iwtween  the Provincial government,
.Mberta  Economic Development and
Tourism, the private sector, local approval
:~uthoritics  ~nd not-for-profit groups.

.,



Tourlsm  2000 has

Identified several other

directions which must be

pursued to broaden

tourism’s abllltyto grow

and compete,

Continued implementation

of this strategy requires a

strong communication

vehicle which WIII ensure

all partners continue to

move in the same overall

direction.

W. CONCLUSION

Tourism 2000  ident i f ies  the  major
challenges fi~cing tourism in A1bert~  to
the year 2000, It also establishes goals
for tourism in Alberta  in the year 2000
and sets some strategic directions Jncl
actions for tichieving the goals. Many  of
the  goals ~nci  s trategic  direct ions
identified reinforce basic  initiatives
previously l~ici out in the 1985 Position
and Polic~ Statement on Tou risnr and
the 1989 Eight Point Strateg]’. Many  of
these initiatives continue to be widely
identified ~nci  supported by the majority
of stakeholcfers. The most significant
include:

●

●

●

●

●

enhancing community and regional
tourism development and
marketing:

strengthening the service and
hospitality aspects of the indust~:

continued attention to tourism
awareness and the educational ~nd
training needs of the industry:

more integmteci  and cmoptmtive
marketing efforts:

improvement of iccess.
transport~tion linkages and
infrmtructure  support; anti

● developing and sustaining the
economic, social and  politimi
climate necessary to realize the
potentidl of the tourism industry in
Alberta.

Tourisnl  ~()(JO has ~~)nfirmeci  [l~es~

initiatives, They have Ix?en successful to
che and  SI1OUIC1 continue. In ~ddition.
Tourism 2000 htis icicmtif’ied  several other
directions which must be pursued to
broaden tourism’s ability to grow and
compete  Some 01 these  direct ions
represent  o refinement of present
strXegies  and provide more sLIpport to
key areas; others v.ril]  require a cl]mge  in
the wav tic assess new challenges and
the allocation of resources to meet these
chtillenges.

Some of these “new”  directions include:

establishing ~ c(mperative  ~nci
effective tourism structure to
integmte  all fhcets of the industry
and to reduce  fmgrnentation,
duplication and inefficiencies;

creating a positive investment
climate which stimulates financing
for viable tourism opportunities;

ensuring tlmt  regulatory mechanisms
~vork positively to support ~ healthy
tourism industry:

ensuring that Alberta’s notuml
environment is recognized as a
fundamental tourism resource ~nci
that the tourism inciustry  achieve
integration be!m’een Lwe  md
presem’ation of the naturai  assets:

providing sound information ~nci an
effectiIe.  cmnsuitative  planning
process to guicie  decision-making;

impiemen[ing  o land use system
which rec’o~nizes  and sLIpports the
importance of tourism tinci  the
indust~’s  unique requirements for a
broad rmge  of kinci  uses: and

. assessing rcgion~i tourism

development on the basis of
prociuc-t  cieveloptnent.  mmket abiiity
and cost effectit’eness  ( self-
sufficiency’),

Tourism 2000 also ickmtifies  the need h
Q frmmv.wrfc  to guide the cwntinuition
of past initiati~es and new s trategic
ciirections.  Tile broad framewwrk  outlined
in Section V- begins  the task of achieving
the vision for tourism by linking the
strategy and the resources requireci to
cirry it out. The m~tching md fitting
together of these elements is an ongoing
process. Continued implementation of
t h i s  strategy requires a strong

communication lehicle  v,’hich  will ensure
ali  par[ners continue  [0  move in the
same o~er~ll  ciircction,  All  partners w’ill
need to be appriseci of shifting priorities

.+ ,*



in challenges and the consequent impact
on their  roles and responsibi l i t ies .
Progress m u s t  be m o n i t o r e d  and
el’alulted  to determine shifts  in priorities
md further decide  on responsibilities
~nd r o l e s .  T h e s e  communic~tion,
monitoring and maluation  needs Ivill
require an Advisory Group mtindated  by
all  partners to guide tourism in Alberta in
accordance with goals and stm[egic
directions outlined in Tourism 2000:
A Vision for the Future.

Tourism hm an important role in helping
Albermns  achieve a strong economy. a

I

I

*

healthy environment and an unsurpassed
quality of life. It is an integral part  of
Alberta  and has  the  potent ia l  to
signific~ntly increase its contribution to
the economic, social and environmental
well-being of Albertans. By capitalizing Tourism  has an Important
on values we hold strongly, Albertms

role in helplng Albertans
will be able to strengthen the commitment
ind  cooperation necessary to meet achieve a strong
challenges Facing  the industry, Tourism
~vill continue to grow, enhancing its

economy, a healthy

viability and its future contribution to environment and an
Alberm  to the yew 2000 and beyond.

unsurpassed quality of

life.



APPENDIX A

Eight Point Strategy

1. Solid Tourism Foundation ~t the
Comrnunitv Level

2. Solid %m’ice Structure fur the
[ndustry

3. Regional and Provincial Tourism
Gentmtors

-i, Major Destination Resorts
Developed by the Private Sector

5, Appropriate Infrastructure and
Transportation Access

6. Education and  Training Needs
of the lndust~y

~, Integr~ted Approach to lhlarketing

S, Re~7iew  all  Government Policies
Affecting Tourism

APPENDIX B

Tourism Forecast of Person
Trips and Expenditures

1 9 9 1 - 2 0 0 0

Introduction

The key ~ssumptions  on which these
s c e n a r i o s  were  d e v e l o p e d  detail
estimated increases in visitor trips to md
within Alberta from simple and broadly
defined geographic  markets and the
projected exptmciiture growth by these
visitors. A forecasted mte  of inflation. on
a n  annual basis. wm dso t~ken into
account.

Note: Forecast of person-trips and
expenditures are  for overnight trips
only and  does not inciucie samedav
travel.

Tourism Forecast of Person-Trips and Expenditures

1991 -2000- Scenario 1

Persom-~rfps

Year O v e r s e a s

United
states

Other
Canada Alberta Grand Total

I 99 I
1992
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Total Expenditures

united Other
Year Overseas states Canada AIIxrta Grand Total
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Tourism Forecast Of Person-Trips and Expenditures

1991 To 2000- Scenario 2

PersOn-Trips

Year r)verseiu5
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Total Expenditures

Note: T&  estimuted  an ntud  HrVILItb  m pemw-tnps txYueet7  1993 arzd  ,?000  IS <hcmw Jor  c,uch  of (he  /ixlr  r,isitor

cmgtns and /iw  totul  person  -(rips:  ~rou,th  IS compw)rded  untzzdall~,.  7bfLd  qfwufttures  are cukula  ted Iv
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f., Alhrta

Year Ovemeas
United
states

other
Canada Alberta

●

●

Grand
Totat

$2,881,527,100

2.908,364,600
3,042,690,200”
5,211,330,?36
3,386,338,1?7
5,574,687,251
3,-66,543,615
3,957,498,81+
}, 166,659,611
& ,370,227,7?6

APPENDIX C

Strategic Marketing Plan for
Tourism in Alberta

1 9 9 1 - 1 9 9 6

Strategic Thrusts

The tourism marketing goal for Alberta
will be achieved through these key
strategic thrusts:

1991

1992
1993
1994

1995
1996
I 997
1998
1999

2000

$308,072.300

334,911.600
562,206,900
391,726,76?
+23,241,180
‘+57,735,337
.+94,079,522
531.753,086
>-3,415,940
615,934,732

s 312,585,900
322,351.100
358,062,000
359,286,516
380,797,000
+03,987.53-
4.27,758,163
+5 1,605,681
+77,713,005
503,361, +1-

s 729,593,900

‘26,442.000

‘55.717.600
‘93.956,9 1 I
853.321,294
875,487,552
918.001,017
959,770,064

1,005,397,533
I ,0+9,092.  109

S 1.531,275,000
1,524,659,9(X)
1,586,103,700
1,666,360,547
1,748,978,705
I ,837,477,026
1,926,704,910
2.014,369,983
2.110.133,132
2,201,83%518

creating a strong image of Albem

emphasizing sales in xldition  to
generic awareness, and creating a
sense of urgency in promotional
communications

providing :wcessible,  combination
packages to increase length of stay
find  revenue in key destination
mess

the development of cooperative
packages including tittractions,
tours. events, and senices  ~vithin
and around trovellers’  cot-e
destinations

spreading the tourism demand
~icross  more of the province and
through mot-e of [he ycor

9

●

●

●

marketing shoulder semen and off-
peak travel  opportunities

encouraging in-Alberta and regional
close-in markets to experience the
variety offered in all  ~reas  of the
province, many of which are
underutilized

presenting cities xnd resorts as safe.
:ittractive, anchor destinations that
offer  :1 broad range of experiences

working to increase the accessibility
md  affordability of flights into the
province

● accele~lted  product development in
the province’s highest-demand area

● developing an organizeci  and  system-
:~tic tracking system to me~sure  sales
:md monitor performance.

.s



APPENDIX D

Tourism 2000:
A Vision for the
Advisory Panel

Future

The Advisory Panel was comprised of
the following membership.

co-chairs
Mr. Brian Evans
MIA, Banff-Cochrane  Constituency
Canmore,  Afberta

Mr.  Joe Couture
President
Tourism Industry Association of Alberta
Jasper, Alberta

Advisory Panel Members

Dr. Ted Chambers
Professor
Faculty of Business
University of Alberta
Edmonton. Alberta

Mr. Denis Cole
Former Vice Chairman, Finance
Committee
Alberta Planning Board
Calgary, Alberta

Mr. Strater Crowfoot
Chief
Blackfoot  Band
Tribal Administration
Gleichen, Alberta

Mr.  David Kitchen
Senior Vice President and
Geneml  Manager. Alberta
Royal Bank of Canada
Calgary, Alberta

Mr. Michael Procter
Mayor
Town of Peace River
Peace River, Alberta

Mr. Greg Royer
Chief operating Officer
Relax Inns
Calgary, Alberta

Mr. Brian Staszenski
Executive Director
Environmental Resource Centre

of Edmonton
Edmonton, Afberta

Ms. Gail Surkan
Mayor
City of Red Deer
Red Deer, Alberta

Mr. Ted Kissane
Vice President and General Manager
Banff Springs
Banff, Alberta
(to January 1992)

Mr. Sid Fattedad
Vice President
Canadtian  Airlines International
Vancouver, British Columbia
(to January 1992)
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