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1. INTRODUCTION

1.1 WHY PREPARE A TOURISM DEVELOPMENT PIAN?

A tourism development plan focuses efforts and guides the growth of the tourism
sector for a defined period of time. From the perspective of operators and com-
munities, more specific benefits of a tourism plan are in the support such docu-
ments provide to specific business plans. Tourism development plans increase
the ability of operators and communities to access public and private support
and to attract investment. Similarlyj from the point of view of industry organiza-
tions and governments, a tourism plan is essential in order to rationalize and
guide public sector product, market, human resource and operational support to
operators and local communities.

Of the six (6) tourism zones in the N. W. T., four (4) have prepared tourism plans
for their tourism zones and one (1) zone is currently developing a plan. The Nor-
thern Frontier Tourism Zone and particularly the Board of Directors of the Nor-
thern Frontier Visitors Association (NFVA)  have been trying to undertake a zone
planning process for the last 3 years. However for one reason or another, the
Northern Frontier Tourism Zone has not been able to complete a tourism
development plan. Because short term tourism marketing and advertising plans
exist for Northern Frontier through 1990 (“Three Year Marketina Strateav Plan
and One Year Imdementation  Plan”, Briar International Business Resources,
July 1986 and Marketing Strategy and Plan, Outcrop, June 1, 1988), this tourism
planning process builds on those plans and focuses on product development.

1.2 WHAT ISA TOURISM DEVELOPMENT PLAN?

The Northern Frontier Tourism Zone Tourism Stratea~ rovides a plan which
plots the direction for tourism industry development throughout the zone for the
next five (5) years, 1989-1993. NFVA’S tourism development plan is made up of
seven (7) components - tourism development plans for each of the six (6) zone
communities (Dettah/Rainbow Valley, Lac La Martre, Rae/Edzo, Rae Lakes,
Snowdrift and Yellowknife)  and a technical strategy for the whole of the Northern
Frontier Tourism Zone. It is this latter document which integrates community
plans with the overall direction for the Northern Frontier Zone.

Each component of the Northern Frontier Tourism Zone Tourism Strategy is
designed to:

● serve as an educational tool,

● stimulate tourism related activity,

1
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● encourage the participation of community residents,

● examine and seek to minimize the negative effects of the tourism industry,
and

● identify-tourism development goals, objectives, business opportunities and
industry support programs.

The Dettah  and Rainbow Vallev Tourism Development Plan s ~rves  as guide or
blueprint to Yellowknife  ‘B’ Band members for tourism decision making over the
next five (5) years. This planning document together with the overall Northern
Frontier Tourism Zone Strategy:

● increases Dettah and Rainbow Valley’s awareness of the tourism industry and
of other zone products

● examines the current tourism environment in and around the communities
of Dettah and Rainbow Valley, determines what development opportunities
and industry support programs could occur in Dettah and Rainbow Valley,

● analyzes constraints and identifies impacts associated with future tourism ac-
tivities and suggested development opportunities,

● articulates the Yellowknife  ‘B’ Band’s tourism development goal(s) and ob-
jectives for the next 5 years,

● lists tourism priorities for the next five (5) years as well as the costs associated
with pursuing these,

● provides pre-feasibility assessments of high priority tourism developments
and,

● provides a step-by-step implementation plan to assist new and existing
operators.

1.3 THE TOURISM PLANNING PROCESS

The tourism planning process involved research and compilation of existing infor-
mation; discussions with community leaders and operators; public information
forums/community based tourism awareness ‘open houses’; and rigorous
analyses of tourism trends, aspirations and perceptions.

The planning team used a number of planning studies related directly and in-
directly to the Northern Frontier Zone’s tourism industry as background to the
planning process. Key planning documents include “A Product Development
Plan for the N~tihern  Frontier 7one” and  “~ str~ fnr T o -
For the Government of the Northwest Territori e$’ as well as others listed in Ap-
pendix D.

2
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Some tourism planning work has already been conducted in many Northern
Frontier communities. This has not been the case in Dettah and Rainbow Valley.
As pact of an economic development planning process in 1984/85, Dettah and
Rainbow Valley had identified some tourism developments. These opportunities
were never formalized as part of an economic development plan ratified by the
residents of the two communities. While this 1984/85 information is useful, dis-
cussions with Yellowknife  B Band members provided much of the background
required for the development of this tourism plan.

The tourism planning team worked closely with the Yellowknife  B Band Council
to develop the tourism plan for the two communities. Initially, the process for
developing the community’s tourism planning study was introduced to the Band
Council. This was followed with meetings in each of Rainbow Valley and Dettah.
Community discussions and research have been summarized in this document.
Discussions with the Band Council, and the Economic Development Committee
enabled completion of the planning process.

Tourism planning is an ongoing process which does not terminate with this plan-
ning study report. Band members involved in planning discussions are cognizant
of this. Yellowknife  B Band representation on the executive of the Northern Fron-
tier Visitors’ Association and the Steering Committee for this zone tourism plan-
ning process will ensure that industry development and planning is ongoing.

1.4 THE SCOPE OF THE TOURISM STRATEGY/PLAN

For economic reasons Northern Frontiers’ tourism planning process buildsgned
to builds on existing and available information. The planning process en-
deavored  to develop plans which are realistic and within the grasp of zone
operators and communities, given the resources and organization available to
them. Given economic and envorionmental considerations, the planning team
has endeavored to reconcile the realities of the market place with needs and
directions provided by zone residents. It is expected that this approach together
with the involvement of industry and and community leaders will result in the
adoption of the seven (7) Northern Frontier tourism plans.

Zone and community specific plans examine tourism business development op-
portunities and industry support programs in sufficient detail to allow for initial
decisions to be made. These plans also provide sufficient detail to attract invest-
ment in the industry as pre-feasibility assessments have been prepared for
priority developments. This level of assessment is accurate to about 50% and
should be viewed as a guideline to income, costs and profitability. Per-
sons/groups interested and responsible for implementation of opportunities and

3
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programs identified in these plans are encouraged to pursue further or more
specific business planning and feasibility assessment prior to implementation.

The technical report (“Northern Frontier Zone Tourism Development Strategy:
Technical Reporl”) supplements the community specific tourism plans and,
provides more detailed information on markets, resources and the overall
tourism development strategy for the zone for the next five years. The zone
strategy should be used in concert with specific community plans.

2. TOURISM DEVELOPMENT CONSIDERATIONS FOR DEITAH/RAINBOW
VALLEY

Considerations impacting tourism development in Rainbow Valley and Dettah
are market, product/facilities, human resources, organizational capabilities, local
perceptions and funding/financing. This part of the community repoti  discusses
these factors and presents information and perceptions as provided by Rae
Edzo residents, local tourism operators and tourism related interest groups in
the community.

2.1 WHAT ARE THE MAJOR FACTORS AFFECTING THE GROWH OF THE
TOURISM INDUSTRY IN DEITAH AND RAINBOW VALLEY?

The section summarizes inventory data presented in Appendix A and relevant
data from the “Northern Frontier Zone Tourism Develoc)ment  Strateav: Technical
v

i) Market

Dettah and Rainbow Valley have direct access to Yellowknife,  Northern Frontier,
N.W.T.  and domestic Canadian markets. The Yellowknife  B Band is currently
‘testing’ the tourism market and their participation in the industry. The Band is
completing its first year of a joint venture relationship with Sail North of Yel-
Iowknife in the operation of Naocha Enterprises (lake cruises, fishing, shore
lunches, sightseeing). Naocha  Enterprises works from a Yellowknife  base. The
operation serves the general touring market, both group and independent. Much
of the Naocha’s clientel  are senior citizens. Naocha Enterprises also serves the
business/ conference traveller. From time to time, Naocha Enterprises sightsee-
ing cruises utilize the services of the Somba K’e Dene Tourist Camp. A market-
ing plan guides the operations of Naocha Enterprises.

The Somba K’e Dene Tourist Camp offers Dene cultural experiences and lake
cruises and is in its second year of operation. The Somba K’e Dene Tourist
Camp serves mainly the general touring and business/conference market. While

4
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a relatively new business, the Somba K’e Dene Tourist Camp reports repeat
clientel.  The business also garners guests through ‘word-of-mouth advertising’.
It is not known whether the Somba K’e Dene Tourist Camp operates within the
framework of a formal marketing plan.

Naocha Enterprises has sought exposure to target markets through print ads,
travel/consumer shows, ‘fare’ tours and some printed articles. Booking sewices
are purchased through Yellowknife  based agencies. The Somba K’e Dene
Tourist Camp works with a booking agent/in-bound tour operator based in Yel-
Iowknife.  The Camp has sought exposure to target markets through ‘fare’ tours,
print ads and printed articles. Visual media opportunities have been provided to
Somba K’e Dene Tourist Camp. These opportunities have not, however, been
pursued.

ii) Product and Facility

Dettah and Rainbow Valley are ideally situated to access the services of Yei-
Iowknife and, cultural/historical and natural resources of Great Slave Lake. The
communities enjoy a distinct advantage over many facilities in the Yellowknife
area as each has ease of access to the ‘big lake’ (Great Slave Lake). Docking
facilities are however limited at Rainbow Valley. Dettah has recently upgraded its
docking facilities to accommodate float planes and large boats.

Rainbow Valley and Dettah are accessible year-round by road from Yellowknife.
In the winter, Dettah can be accessed by both an ice road across Yellowknife
Bay and by an all weather road around the north shore of Great Slave Lake. The
condition of the all weather road is variable.

The Somba K’e Dene Tourist Camp facility on Great Slave Lake’s Back Bay is ac-
cessible from Yellowknife,  Rainbow Valley and Dettah by boat (about 15-20
minutes). The camp can also be accessed by road. Road access is however ex-
tremely tenuous and requires a 4-wheel drive vehicle. The Camp operates from
mid-May to mid-September.

The Somba K’e Dene Tourist Camp offers a traditional Dene experience. Dene
food preparation demonstrations, meals of traditional/country foods,
story/legend telling by Dene elders and, exposure to the lifestyle and history of
the Yellowknife  River/Back Bay areas are included in the experience. The facility
is set up to depict a traditional Dene camp and includes drying racks, cooking
area, hide preparation area, a large cook tent and numerous tipis. The Camp is
located to provide access to berry picking and sightseeing on Great Slave Lake
and the Yellowknife  River. Under high water conditions, it is possible to access
the camp with a large boat. The camp can accommodate groups of up to 40.

5
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Naocha Enterprises operates a cruise boat from a base in Yellowknife’s old
town. The Naocha offers a breakfast cruise, a day cruise, and an evening cruise
and meal. A small cabin shelter at ‘Naocha Bay’ on the north shore of Great
Slave Lake near the entrance to Yellowknife  Bay is also maintained for shore
lunches and evening meals. The cruise boat can accommodate up to 20.

The communities of Dettah  or Rainbow Valley have no retail services. While arts
and crafts are produced locally, these must be purchased from the individuals
themselves. Tourist information services in the communities also do not exist. A
recently completed community hall in Dettah  provides a focal point for special
events, drum dances and meetings.

iii) Human Resources and Local Organization

Yellowknife  B Band members are rich in traditional skills. Traditional skills are util-
ized by the Somba K’e Dene Tourist Camp. These are: making snowshoes,
cleaning and tanning hides, tending the smokehouse, setting fish nets, preparing
bannock and other Dene foods, guiding, story/legend telling, and making Dene
art and craft items.

Many Yellowknife  B Band members have a lengthy involvement in and/or are
familiar with the tourism industry. Band members have been employed as guides
in sport fishing operations on Great Bear Lake and Great Slave Lake, at sport
hunting camps in the eastern boundaries of the Northern Frontier Tourism Zone
and within food/accommodation establishments in Yellowknife.  Within Dettah
and Rainbow Valley’s Iabour force, there are an estimated 20-30 skilled guides,
housekeeping staff and cooks. There are however only 5 Level 1 registered
guides.

The Dettah/Rainbow Valley Iabour force has demonstrated a mobility which is
somewhat uncharacteristic of other Dogrib communities. Band members have
travelled to such distant points as Nanisivik and Polaris (mining operations) to
glean employment.

Although combined Dettah/Rainbow Valley Iabour force data is not documented
in census bulletins, labour force activities of Dettah  Village are provided. The
1986 census identifies a Dettah  Village population of 95 over the age of 15 years
with a Iabour force of 40. The 1986 Iabour force participation rate was 42Y0 while
the unemployment rate was 50Y0. Comparing 1984 and 1986 Census and
Labour Force Data, Dettah’s  labour force participation declined from 47?40 to 42?40
while the unemployment rate increased from 48°A to 500A.

6
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Despite diverse work experiences and proximity to Yeliowknife,  unemployment
among Band members is high. Like other northern communities, Band members
wish to participate in community based economic development ventures. There
is however no formal economic development direction/plan to encourage such
ventures. .

The Yellowknife  B Band Council and its Economic Development Committee are
the only formal structures established to encourage the organization and
development of the tourism industry. The Band has however incorporated a com-
pany for the purposes of its joint ownership in Naocha Enterprises. The Band is
also a member of the Dogrib Tribal Council and that Council’s development cor-
poration, Dogrib Nations Holdings.

2.2 THE OUTSTANDING FEATURES OF THE LAND AND PEOPLE
AFFECTING TOURISM DEVELOPMENT IN DEITAH AND RAINBOW
VALLEY

i) Viewing

Dettah and Rainbow Valley have access to a number of cultural/ historic sites lo-
cated on the north shores of Great Slave Lake in proximity to the two com-
munities. These sites have historic significance to the establishment of Yel-
Iowknife and Dettah and/or have cultural significance to the Dene. The most
popular sites are: Chief Akaitcho’s burial spot, Burwash,  Gros Cap, Old Fort
Providence, the old Mink Farm and, the Wool Bay fish plant. The Dene/Metis
Negotiating Secretariat has identified many other historic sites through its land
selection process. The G. N.W.T.  has also expressed interest in working with
NFVA/communities  to develop cultural/historic sites. This would be done through
the G. N. W.T.’S capital infrastructure development process. These historic/cul-
tural sites could be developed to become the focus of short duration viewing
trips by boat. Currently, there are 5 Yellowknife  operators providing bus or boat
tours in the Yellowknife  area, Yellowknife  Bay and surrounding area. None of
these operators offer an historic tour experience focusing on Great Slave Lake’s
local points of interest.

ii) Fishing

Fishing opportunities available to Yellowknife,  Dettah  and Rainbow Valley visitors
which are accessible by road or by foot are limited.

Dettah and Rainbow Valley have direct access to Great Slave Lake’s rich fish
resources - lake trout, northern pike, Arctic grayling,  walleye (pickerel) and
whitefish. While commercial fishing occurs in most locations on the lake, it is
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prohibited in Yellowknife  Bay, the North Arm, the East Arm and areas around
Hay River and Fort Resolution. Commercial use restrictions minimize conflict with
sport and domestic fisheries. There is some concern for possible conflicts be-
tween the commercial fishing and sport fishing industries as tourism activities
move closer to Wool Bay.

There are 2 Yellowknife  based operators offering day or extended trips on Great
Slave Lake. These operators provide Arctic grayling,  lake trout and northern pike
fishing opportunities. Short duration guided fishing trips on Great Slave Lake
hold some potential for Dettah  and Rainbow Valley.

iii) Hunting

Dettah and Rainbow Valley residents harvest barrenground caribou throughout
their traditional land uses areas. The Bathurst caribou herd winters near Yel-
Iowknife and are hunted in the fall before the rut when animals are in peak condi-
tion or in the early winter when travel is easier and handling in the field is not
hampered by flies and warm temperatures. A sport hunting quota has been es-
tablished for the Bathurst  herd and was distributed in 1987/88, among six (6)
class B hunting outfitters in the Northern Frontier Tourism Zone. There is also a
class B outfitting allocation of caribou to HTA’s for general hunting Iicence
holders.

Quotas have been established for the bison of the Mackenzie Bison Sanctuary
between Rae/Edzo and Fort Providence. 16 tags have been distributed to the
Fort Providence Band, 12 to the communities of the Dogrib Tribal Council and,
12 to residents hunters through a lottery system. Fort Providence has secured
first option for outfitting opportunities within the Sanctuary.

iv) Adventure Travel

The traditional lands of the Yellowknife  B Band have an extensive network of trap-
ping, hunting and snowmobiling trails. These routes are generally accessed from
Great Slave Lake and the Ingraham Trail. These trails hold potential for hiking in
summer and cross country skiing, snowmobiling and dogsledding in winter. The
Duck Lake Trail is an example of these trails.

The traditional lands of the Yeilowknife  B Band are resource rich with bird and
plant life typical of the Precambrian Shield area. Bald eagles, ducks, geese, and
a range of small raptors occupy many of the sub-islands at the mouth of Yel-
Iowknife  Bay. One set of islands, the West Mirage Islands is a designated 16P
site and is a favourite among adventure travelers.

8
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Members of the Yellowknife  B Band maintain strong ties to their cultural heritage
and a traditional bond to their homeland and Great Slave Lake. The Somba K’e
Dene Tourist Camp offers an opportunity to observe/learn/experience the culture
and the traditions of the Dogrib Dene.

2.3 DEITAH AN-D RAINBOW VALLEY’S TOURISM FACILITIES, PRODUCTS
AND CAPABILITIES

This section identifies strengths and weaknesses in Dettah and Rainbow Valley’s
resources, infrastructure and overall capabilities to support and deliver tourism
products. Community and Northern Frontier Zone tourism operations, features
and infrastructure are located on the community map figure 1 and Northern Fron-
tier Zone map figure 2 in Appendix A-1.

i) Products and Tourism Facilities

Lack of commercial infrastructure in each of Dettah and Rainbow Valley is
prohibitive to the development of a focused tourism industry and therefore, the
ability of the tourist to spend money. The opportunity exists in Dettah to develop
a gas bar and, arts and crafts/variety store. In Rainbow Valley, a recently drafted
community plan (summer 1988) indicates space for retail facilities and a marina.

The proposed Rainbow Valley marina addresses major infrastructure deficien-
cies identified in the city of Yellowknife  and Rainbow Valley and, offers potential
to serve as a central tourism service centre for Rainbow Valley. Locating a
marina in proximity to Yellowknife  may potentially expand the stay of visitors to
Yellowknife  and enhance water-based tourism ventures which might be under-
taken by the Yellowknife  B Band. Such a service centre might house a coffee
shop, concession, marine supplies and repairs, a central tourism booking office,
and arts and crafts area.

There is no evidence of public tourism and parks capital expenditure in either of
Dettah or Rainbow Valley. There is an absence of signage and public use areas.
Improvements to docking facilities at Dettah will however provide for large boat
and plane access.

9
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The Yellowknife  B Band believes that over the longer term there is potential to ex-
pand Naocha Enterprises to include 4 smaller boats for lake day tripping and/or
a second cruise boat. Current upgrading of docking facilities at Dettah and the
development of a marina at Rainbow Valley would enhance the potential expan-
sion of Naocha Enterprises.

A resident of Dettah is currently developing a 15 passenger van/bus service to
sewe the communities of Rainbow Valley and Dettah. It is anticipated that the
bus service may be utilized by the Somba K’e Dene Tourist Camp and Naocha
Enterprises as well as by local residents.

ii) Human Resource Capabilities

While staff consistency is from time to time a problem, the Somba K’e Dene
Tourism Camp cites little difficulty retaining personnel with traditional skills and
knowledge applicable to the product offered. The operator retains a skilled pool
of bi-lingual  elders who can recount the history of Dettah, Rainbow Valley, the
Yellowknife  River area and the early history of Yellowknife  from a Dene perspec-
tive. Staff and management of the ?30mba  K’e operations are seen as good
role/industry models to other potential tourism operators in the two communities.

Naocha Enterprises has experienced problems securing and retaining skilled per-
sonnel. While the management of the operation has “trainer capabilities”,
reliability among younger staff has posed problems. Band members say that
while there are skilled individuals in the community, performance is consistently
higher in the bush than with jobs that are community/in-town based. Encourag-
ing greater participation of local women in the labour force is posed as a pos-
sible solution to current human resource difficulties.

Dettah  and Rainbow Valley are traditional communities that have in the past ac-
corded little effort to ensuring that all residents actively participate in community
affairs. As such, the development of youth and women has been somewhat
neglected. Younger leadership, the establishment of such bodies as a Youth
Council and the involvement of women on Council, in business and in overall
community development, expands the Iabour force and skills within the Band.
Opportunities to develop skills and specific experience are however limited within
the communities of Dettah and Rainbow Valley.

2.4 HOW DOES THE YELLOWKNIFE B BAND FEEL ABOUT TOURISM?

The Yellowknife  B Band has not formally indicated (ie. through an approved
economic development plan) that tourism is a priority economic sector.

10
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Proximity to Yellowknife,  the long standing involvement of many Band members
in the well established Great Slave Lake and Great Bear Lake lodge industry and
recent foray into the tourism industry (Naocha and Somba K’e Camp), indicates
both the background and interest in the industry. Persons participating in this
planning process certainly demonstrated a strong interest in broadening the
Band’s participation in the tourism sector.

Despite involvement in the tourism industry, community residents identify that
business management and administrative skills are generally lacking among the
Band’s membership. Existing local resources in these areas are currently
‘stretched’ to their maximum potential.

The development of the Yellowknife  B Band’s economy and any sector of it, re-
quires co-ordination and co-operation of people and financial resources and,
good communications. Networking considerations are particularly important
given that the Band is made up of two communities located some 25 miles apart.

The communities are interested in ensuring that facilities and personnel
developed for the tourism industry can be utilized year-round. For example,
some Band members suggest that summer tourism camps could be utilized for
alcohol rehabilitation or young offender programs in off seasons.

Band members express concern that in the past, individual business people
have had difficulty securing Band Council support in order to pursue tourism re-
lated developments. Members report that there has been a lot of talk about
tourism but no action. Band members have been frustrated and say there is a
need to create a mechanism to promote tourism.

Residents see this tourism planning process as providing much need direction to
the Band Council for inspiring further initiatives in the tourism industry.

Residents identify that the tourism industry in the two communities will not
flourish until commercial/retail facilities are constructed; the quality of docking
and road conditions are improved and information materials are made available.

In the short term, the Yellowknife  B Band has a keen interest in developing
tourism businesses which are water based. In the longer term, there might be in-
terest in looking at land based operations such as a lodge.

2.5 WHO SHOULD VISIT DETTAH AND RAINBOW VALLEY?

The resources, products and activities in and around Dettah and Rainbow Valley
can attract certain types of visitors. An analysis of special tourism markets is dis-
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cussed in more detail in “Northern Frontier Zone Tourism Development Stratea~
Technical Report”. The market outlook is summarized here.

The Northern Frontier’s three (3) year marketing strategy targets potential
growth in travel markets. As a result of geographic proximity, target markets for
Detlah and Rainbow Valley parallel those identified for Yellowknife.  They are: 1)
General Touring, 2) Outdoor/Adventure and, 3) Business/conference/meeting
travelers. The General Touring traveller  arrives on a packaged tour (ie. bus
tour) or travels independently (ie. in their own vehicle). Most general touring
travelers arriving in the Northern Frontier Zone spend time in or pass through
Yellowknife.  These travelers are interested in camping, sightseeing, sport fish-
ing, shopping and viewing historical sites. These activities are available in Yel-
Iowknife and can be expanded or enhanced by Dettah and Rainbow Valley.

Compared to other travelers, general tour travelers have traditionally not been
‘big spenders’ yet they still seek an unique, travel experience. Volume, attention
to packaging and, diverse product offerings and attractions will improve spend-
ing patterns among these travelers. Dettah and Rainbow Valley is advised to
carefully assess the needs of this market segment when developing its tourism
products.

The Outdoor/Adventure traveller  is attracted to the Northern Frontier Zone for its
sport fishing, sport hunting, naturalist/viewing activities, hiking, backpacking,
boat trips and dog sledding opportunities. Dettah and Rainbow Valley have ac-
cess to the resources necessary to attract the outdoor/ adventure traveller.
Growth potential has been identified (see Northern Frontier Zone Tourism
Development Strategy: Zone Strategy Report) among those outdoor/adventure
travelers attracted to water and naturalist activities. Rainbow Valley and Dettah’s
interest in and access to Great Slave Lake certainly enables the communities to
position themselves to attract these particular outdoor/adventure travelers.

With the headquarters of the Territorial Government and of a number of northern
companies located in the Northern Frontier, the zone has traditionally attracted
business/conference/meeting travelers. In particular, Yellowknife  is host to a
growing number of conferences. Activities attractive to conference and meeting
goers are those which can be co-ordinated within the schedule of pre-arranged
meetings/conferences. Naocha Enterprises and Somba K’e Dene Tourism Camp
have demonstrated an ability to attract these travelers through short duration,
unique/special interest activities.

12

Lutra



Tourism Development Plan: Yellowknife B Band 1989

2.6 WHAT KIND OF RESOURCE AND FINANCIAL ASSISTANCE IS
AVAILABLE TODAY AND FOR THE NEXT FIVE YEARS?

The “Northern Frcmtier Zone Tourism Develo~ment  Strate gv: Technical ReDort”
and Appendix A-2 of this report provide a comprehensive listing of public and
private sector programs and resources available to support the development of
tourism in Dettah and Rainbow Valley. It is noted however that funding sources
identified in Appendix A-2 are subject to change pending client demand and
changes in the political environment. In particular, EDA funding should be
viewed as a short term measure.

Assistance available to Dettah and Rainbow Valley’s tourism industry is substan-
tial and is expected to remain strong for the next five years. Assistance is avail-
able for:

● Market Development

● Product and Facility Development

● Business Development

● Human Resource Development

● Overall Tourism Industry Support & Development.

The Yellowknife  B Band’s access to funding, organizational and human resource
support is contingent on a number of factors.

A management ‘track record’, commitment and sound planning are essential to
accessing financial resource support. While the Yellowknife  B Band Council has
in the past experienced difficulty securing funding support, staff repoct  that the B
Band is now beginning to re-establish  credibility with funding agencies. The
Band’s joint ownership of Naocha Enterprises and its involvement in a range of
new construction and planning initiatives certainly suggest that this is the case.

To facilitate access to financial resources and a need to address human
resource, business and organizational development needs in the two com-
munities, it is the desire of the Band to secure the services of an economic co-or-
dinator/facilitator. The Band is currently investigating mechanisms by which this
might be achieved.

The Yellowknife  B Band should be required to stay abreast of changes in fund-
ing programs. This can be achieved through establishing good working relation-
ships with the Dept. of Economic Development & Tourism’s North Slave
Regional office (AEDO and RTO based in Rae), through consistent participation

13
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in the Northern Frontier Tourism Association and, through ongoing communica-
tions and tourism development planning at the community level.

At this time, the Band Council and its Economic Development Committee share
responsibility for monitoring/liaising with various Government agencies which
might be available to support the community’s tourism interests. The Council
and Committee are also responsible for ensuring ongoing discussion at the
community level.

2.7 WHAT WILL BE REQUIRED TO DEVELOP AND MAINTAIN A STRONG
TOURISM DEVELOPMENT INDUSTRY IN DETfAH  AND RAINBOW VALLEY?

l%is  section summarizes the key features which should be reflected in a tourism
plan for Rainbow Valley and Dettah.  The Yellowknife  B Band is currently ‘testing’
the tourism market and their participation in the industry. While economic
development is an overall priority with the Band, specific sectoral priorities have
not been identified. Various residents have however identified tourism as holding
great potential for the Band and have pursued involvement in the industry. Cer-
tainly the Band’s joint ownership of Naocha Enterprises demonstrates an interest
at that level.

This tourism planning process helped raise awareness and many of the issues
associated with tourism development in Dettah and Rainbow Valley. Continued
discussion toward the resolution of these concerns is required. The planning
process identified the following elements which will establish and/or re-affirm the
Yellowknife  B Band’s interest in the tourism sector:

1. A commitment to the tourism industry is required if the Band or its members
are going to succeed in it. Commitment evolves from participation.

Participation in the industry will increase if tourism is perceived as interesting and
rewarding and B Band members will be encouraged to enter and stay involved in
tourism. To stimulate interest, the Band in conjunction with operators and the
Northern Frontier Visitors’ Association can take steps to increase understanding
and involvement in the industry. To increase rewards, a more global effort is re-
quired to elevate the profile of industry professions and equity in wages and
benefits (ie. with other northern industries).

2. Community and service infrastructure within Dettah and Rainbow Valley is
either marginal or non-existent. Infrastructure developed for the tourism industry
improves services and facilities available to residents. The linkages between the
development of community services and development to promote tourism and

14

Lutra



~. —-. ..— - * c- 9

Tourism Development Plan: Yellowknife  B Band 1989

the expenditure of tourism dollars in the communities need to be better under-
stood at the community level.

3. The Yellowknife  B Band is unique in that its membership is spread over two
communities located some 25 miles apart. The challenge exists to ensure that
both communities have the opportunity to participate in and derive benefits from
tourism development. Further, potential tourism operators seeking to link the
products and resources of the two communities must attend to special com-
munications and co-ordination issues. Communications systems for networking
among tourism services and products will be required. Good communications
systems between tourism products/sewices  will enable efficiency and improved
control of product quality.

4. The tourism industry is developing in Dettah and Rainbow Valley. Band mem-
bers recognize that if it is to continue to develop, co-operation with NFVA and
other operators in the zone is essential. Band members believe that co-operation
and communications throughout the zone should be stressed in any tourism
development plan.

5. Yellowknife  B Band members express a need to utilize and develop Dettah
and Rainbow Valley’s human resources. While there some basic industry skills
do exist in the communities, business development and management skills are
limited. There is a need to ensure that these skills are developed in concert with
the development of tourism products.

6. The planning process identified five (5) basic functions of tourism business:
marketing and booking; expediting; staffing; public relations and Iicencing;  and
management and administration. These functions are often filled by the tourism
operator him/herself. Given skill deficiencies in the human resources of Dettah
and Rainbow Valley in many of these areas, the success of the industry may
depend on contracted services. To ensure consistency, co-ordination and train-
ing opportunities, Band members identify a requirement for a central business
support agency to serve the communities of Dettah and Rainbow Valley.

3. DEITAH AND RAINBOW VALLEY’S TOURISM DEVELOPMENT
PLAN

The Dettah/Rainbow Valley Tourism Development Plan for 1989-1993 responds
to tourism markets, the environment and resources of the Yellowknife B Band
and, to an overall framework for tourism development in the Northern Frontier
Tourism Zone. On this latter point and as discussed in the The “Northern Frontier
Zone Tourism Develo~ment  Strateav : Technical Reooft”, this community tourism
plan recognizes the overall zone tourism theme - “share the frontier spirit”.

15
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The Dettah/Rainbow Valley Tourism development plan identifies:

● goals and objectives;

● business opportunities;

● developinent  programs;

● costs, benefits and impacts of opportunities and programs; and

● implementation program.

3.1 TOURISM DEVELOPMENT GOALS AND OBJECTIVES

The overall goal of tourism development in Dettah and Rainbow Valley for the
next five (5) years was articulated by residents involved in the tourism industry,
those residents particularly interested in pursuing a business or career in the
tourism industry and by the Band Council. The overall goal of this five year
tourism development plan is “a framework for controlling and maximizing the
benefits from tourism development in and around the communities of Dettah and
Rainbow Valley”.

To achieve this goal, the Yellowknife  B Band and the planning team have iden-
tified the following specific tourism industry objectives:

● To pursue slow, steady growth in the tourism industry by building on existing
tourism products and services and the potential of the communities as tourism
destinations;

● To improve industry co-operation, communications, and commitment local-
ly and throughout the zone;

● To develop infrastructure and attractions within and surrounding the com-
munities;

● To develop human resource and organizational support for the tourism in-
dustry.

These objectives and thus, the overall goal of tourism development in Dettah and
Rainbow Valley can be accomplished by pursuing the following tourism develop-
ment opportunities and programs.

3.2 TOURISM DEVELOPMENT OPPORTUNITIES AND PROGRAMS

During the planning process, a range of tourism development opportunities and
industry support programs were identified and discussed with residents of Det-
tah and Rainbow Valley. As a basis for discussion, opportunities identified in pre-
vious studies were used. Given that no formal tourism or economic development
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studies have been done in Dettah and Rainbow Valley, a list of opportunities
identified over the past 8 years for the Yellowknife  area were used in Dettah/Rain-
bow Valley planning sessions (see Appendix C-l). Preliminary criteria for evaluat-
ing these opportunities and programs (see Appendix C-1 ) were also used as a
guideline for discussion.

The following tourism development opportunities and programs were identified in
discussions with Band members.

Attractions/Tours/Events

*Expansion of Naocha Enterprises
-boat rentals
-expansion of the cruise fleet
to meet the need for new and expanded sighseeing and adventure travel boat
tours on Great Slave Lake

*Expansion of the Somba K’e Dene Tourism CamP

-development of second camp (ie. Great Siave Lake)
-development of shoulder season activities such as dog team trips

*Historical and Local interest  tour day trips -including such sites as ‘uWash!

Gros Gap, Wool Bay, Chief Akaitcho’s burial site, etc.

*Track vehicle tours

*Fuil semice  lodge with .spoR fishing, hunting Or naturalist oPPo~unities:  ‘1-

though the Band had been contacted regarding lodge interest, the initial reaction
was to maintain a community based approach to tourism development. The ap-
proach has since changed with the impending acquisition of a lodge.

Industry Suppoti  Programs

*Development of a Marina and Tourism Service Centre

-as a central staging point for selling the Band’s tourism products

*Tourism Sector Professional Services
-central support/agency (ie. booking, bookkeeping and marketing )

*Business Infrastructure
-receptive operator

17
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-bus service/water taxi
-arts and crafts store
-concession/gas bar

*lnterpretive information programs
-Cataloque of the arts and crafts and/or the artisans of Dettah and Rainbow Val-
ley

-Book interpretation of historic sites
-Written community history and information program
-Audio-video tapes of elders recounting legends, history
-Identification and assessment of historic sites

*Human resource development programs
-Community-based Level 1 and 2 Guide Training Programs
-Industry awareness programs to stimulate interest
-Small business development and management training
-Facility managers (ie. Somba K’e Dene Tourism Camp)

*Group insurance for all Yellowknife B Band tourism businesses

*Communications systems linking tourism businesses especially transportation
businesses with other products (ie. two way radios)

*Advertising in co-operation with NFVA

Industry Organization and Resource Management

-Economic development and tourism co-ordination structure (ie. Economic
Development and Tourism Implementor)

-Industry awareness programs to stimulate interest

Infrastructure

*Development of historic sites

*Signage programs

*Lobbying effo~ to upgrade public infrastructure such as dock and ‘oads

*Traditional camp upgrade and sattelite  summer and winter camp

*Dock and passenger handling facilities

18
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*A~s and crafts and information kiosk

*Tour boat

Those opportunities and programs most suited to the goals and objectives iden-
tified by the Yellowknife  B Band, which recognize the constraints associated with
tourism development in Dettah and Rainbow Valley and, which in the judgement
of the planning team and the residents of Dettah and Rainbow Valley required fur-
ther study are assessed in Appendix C-2 and summarized in Table 1. Develop-
ment opportunities and programs in Table 1 will be priorized to form the basis
for the implementation plan.

19
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Draft Tourism Plan Yellowknife B Band

Program  Title Aaencv~imeframe Ca~ital Costs Benefits

AITRACTIONS
TOURS EVENTS

Shori Duration
Great Slave Lake
Scheduled and
Charter Boat
Tours

Longer Duration
Great Slave Lake
Historic Boat
tours

LearnlObserve/Ex
-perience  Dogrib
Cuftural
SigMseeing -
Packages

Learn/Obsarve/Ex
-perience  Dogrib
Cultural Adven-
ture Travel Pack-
ages

Naocha Enterprises Ltd. or other
company with business track record
& equity of 10% of capital costs.
Planning Yr. l/lmplementation Yr, 2

Naocha Enterprises Ltd. or other
company with business track record
& equity of 10% of capital costs. Pian-
ning Yr. l/implementation Yr. 2

Somba K e Dene Camp or campany
with equity of 10% capital cost and
business track record. Planning Yr.
l/implementation Yr. 2

Somba  K e Dene Camp or company
with equity of 10% capital cost and
business track record. Pianning Yr.
2/lmpfementation Yr. 3-5

Tour Boat (see infrastructure) requires
feasibility study and business plan

Tour Boat Refit (see infrastructure) re-
quires business plan & feasibility

Traditional camp improvement and
upgrade (see infrastructure) requires busi-
ness plan

Sattelite  camp located on GSL (see in-
frastructure) requires business plan and
feasibility study

Break Even 3761 trips or $150,427
gross
Employment -3 full time seasonal
positions-
minor water master, steward, and
dechand/engineer; Labour Income:
9% of gross + year round
caretaker salary

Break Even @ 766 trips, or gross
$75,834
Employment -2 fuli time seasonai-
minor water master and deckhand
Labour Income - 20% of Gross

Break Even -2341 person trips, or
gross $93,632; Employment -1 full
time host/interpreter
1 traditional style cook, 5 part time
event workers; Labour income -
16.5% of Gross

Break Even 198 trips, or gross
$31,680
Employment -4 pan time
seasonal guides and camp operator;
Labour Income 13% of gross
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Program Title Agency /Timeframe Capital Costs Benefits

INDUSTRY SUP-
PORT
PROGRAMS

Guide Training

Hospitality Train-
ing

Marketing Semi-
nars

Minor Water
Master

Business Train-
ing

Economic Development Coordinator/
Regional Tourism Officer, Tourism
Needs Board; Identification of training
candidates annually , goal to train a
minimum of 10 guides

Economic Development Coordinator,
Regional Tourism Officer & N. F. V. A..
Identification of training candidates
annually.

Operators & Economic Development
coordinator can benefit by
having their name on a
contact list with TIA marketing
coordinator.

Operator to contact Pacific
Marine Training Institute in
Vancouver. Course length is ap-
proximately 3 months.

Operators to contact FBDB, Arctic
College or the City of Yellowknife.
Identification of training candidates
annually.

Training costs subsidized by
CEIC

A needs assessment will
determine ongoing
requirementsand costs.
A Iabour pool of a minimum
6-10 new positions will
be created by the tourism plan

Costs for marketing seminars
are generally absorbed by the
Travel Industry Association.

Wage reimbursement & travel assistance
cost sharing programs between Canada
Employment and operator are available.
The plan calls for two employees with this
professional designation.

Cost sharing programs can be arranged
between the operator, C.E.C.  and GNWT.

Community will have a Iabour
pool of trained guides from
which to develop ongoing
tourism packages.

Community will have a Iabour
pool of trained service industry
workers from which to deliver
ongoing tourism packages.

Operators in the community
expressed an interest in market-
ing their own products. Periodic
participation in seminars would
certainly be benefit this end.

Certified personnel will lend
credibility to the tour and a sense of
security in the marketplace. The
training investment and competitive
wage benefits should pay long
term dividends in attracting and
maintaining a local Iabour  force.

Development of business
will improve community
capability of controlling
its own tourism development.

21



‘1’ourism Development Plan: Yellowknife B Band 1989

Program Title Agency/Timeframe Capital Costs Benefits

Communication This could be a good business op-
Natwork portunfty  for a local contractor willing

to expedite and invest equity in the
equipment.

Historical lnter- Economic Development Coordinator
pretive Prog- and Band Council in conjunction with
ram /interpretive Prince of Wales Heritage Centre.
Training Funding may be sourced from EDA.

Interpretive training should be tar-
getted at operators and tour guides.
Tour operators and guides dealing
with cultural tourism products should
understand the relevance of an inter-
pretive program to their market and
effective delivery mechanisms.

High powered transmitters/receivers
$4000-$5000.
Lower powered units @ $2000. Funding
secured through EDA or SARDA.

Terms of reference and budget informa-
tion can be accessed through the Prince
of Wales Heritage Centre.  The Centre can
be approached regarding interpretive tour
training.

An expediter/communication centre
would compliment an existing
business such as a bus or taxi
service and provide a much needed
support mechanism for growth
within the local tourism economy.

A polished historical interpretive
program and delivery will improve
the cultural tourism product and
should generate long term
improvements in the market. A
deeper appreciation of the Dogrib
Culture and Tradition can be
extended beyond the Western Arctic
to non-NWl  pleasure travelers.

Communfty  un- economic Development Coordinator Full Cdour Community Brochure - com- The information program will
formation NFVA, Communty Operators, munity  share - $1~ - $3000 benefit the promotion of the
Program & Economic Development and Community Portabfe Info. Display - com- community as a tour destination

Tourism munity share -$1400-$3500 for adventure travel & general
Community Atis& Crafts Brochure- B&W touring market segments, while the
with rate card communfty  share $700 - arts and crafts will provide an
$1OOO additional lure and provide spin-offs

to those in the arts and crafts
industry.
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Program Title Agency/Timeframe Capital Costs Benefits

Signage,  Roads The Chief & Council/Band Manager Improved year round access and
Upgrade and NFVA to lobby DPW Highways, signage would make the community
& Improvement Ec. Dev. & Tourism& MIAs a more desirable tour destination for

the “rubber tire” market. The lobby
would be most effective selling the
costs & benefits of imprpved  access
from a tourism perspective. A
lobby could be started after the
tourism plan is “up& running” and it
can be demonstrated that Dettah is
actively pursuing a community
based tourism industry.

INDUSTRY OR-
GANIZATION
AND
RESOURCE
MANAGEMENT

Tourism Aware Economic Development Coordinator
ness to contact NFVA Zone Manager,

and/or Regional Tourism Officer re:
scheduling annual program. The
Coordinator could ensure that stu-
dent counselors in Y.K. area schools
know B Band students and are aware
of B Band tourism industry goals and
objectives.

Improved industry awareness
focussing on features of the industry
will help sell local residents on the
benefits of careers in the tourism
industry.
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Program Title Agency/Timeframe Capital Cost Benefits

Economic Band Council and manager to apply 2 year term The community will receive
Development to Indian Affairs Economic Develop- assistance in implementing
Coordinator ment. Application requires an ac- its own tourism plan and have

tfvities  ptan and assistance can be a greater capability of controlling
provided by the North Slave Region it’s own tourism development.
BusinessOfficeYear 1

TOURISM
FACILITIES
AND IN-
FRASTRUCTURE

Traditional Camp Operator to develop a business $40,000
Camp Upgrade plan showing how expansion would

improve marketability and profitability
of the existing operation. Equity $
from Indian Affairs and capital im-
provements EDA @ 30% . Contact
North Slave Regional Office & Indian
Affairs, Economic Dev. Prog. for as-
sistance.

Sattelite Summer Camp operator to develop a business $75,000
and Winter Tent pfan demonstrating how the camp
Camp could fit into existing and planned

community tourism markets. The
Economic Development Coordinator,
North Slave Regional Office would as-
sist in developing the concept, while
funding could be accessed through
SARDA replacement and Indian Af-
fairs Economic Development
Program.

Will provide a sheltered cultural
display area for sightseeing groups
and help to extract more tourism
dollars from incoming group tours &
itinerant general touring travelers.

The sattefite camp concept would
provide jobs for local people and
could be a multi purpose camp
suitable for trapping and fishing or
on-the-land training programs
during the sfower shoulder tourism
seasons.
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Program Title Agency/Timeframe Capital Cost Benefits

Dock and Pas- Economic Development Coor- $2500 Tour boat and “seniors” passenger
senger dinator/Band access to traditional Dogrib camp
Handling sites such as Wool Bay Village or
Facilities similar sattelite camp.

Arts, Crafts & ln- Band/Economic Development Coor- $16,000 Would bean attraction to tourism
formation dinator with funding application to the markets and a benefit to the
Kiosk EDA Arts and Crafts sub agreement. community arts and crafts

producers.

Tour Boat Local tour boat operator/Naocha $210,000
Enterprises funding assistance for
feasibility and investment via EDA.

Tour Boat Refit Local tour boat operator/Naocha $30,000
Enterprises Ltd. or local entrepreneur
with business track record/invest-
ment capacity. Capital funding assis-
tance and feasibility/business plan
via EDA.
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Would expand the product to meet
the demands of a growing group
tour market and create new career
opportunities.

Would expand the tour product
capability of the community to
compete for a market share of the
adventure travel/culture and sport
fishing market. New career
opportunities would result.
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3.3 WHAT WILL BE THE IMPACT OF TOURISM DEVELOPMENT IN DEITAH
AND RAINBOW VALLEY?

The impact of tourism development over the next five years can have economic,
social and political significance for Rainbow Valley and Dettah.

Economic:

● More seasonal jobs;

● The potential to raise the value of wages and benefits for tourism products,
thereby strengthening the competitiveness of our tourism industry for human
resources with mining, forestry and government sectors of the economy;

● Spin-off benefits will result in other sectors of the local economy such as
transportation, arts and crafts with growth in tourism;

● Improved sightseeing and cultural tourism activities have the potential to
benefit Zone and Yellowknife markets by contributing more component
product options for packaging.

Socio/Cultural:

● The development of Yellowknife  B Band cultural tourism will extend an ap-
preciation of the Dogrib culture and traditions in northern and southern
markets;

● The proposal for a historical assessment and production of interpretive
materials will extend the base of recorded history for the community;

● The development and implementation of adventure travel packages will
allow local trappers and domestic fishing families to continue with these ac-
tivities and generate additional income.

Political:

● The plan maybe used as a lever to secure an economic coordinator term posi-
tion from Indian Affairs;

● With improved product development, and potential for greater responsibility
centralized with the Band, the spin-off will be more participation in the con-
trol of the Yellowknife  B Band tourism industry.
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4. DEITAH  AND RAINBOW VALLEY TOURISM
IMPLEMENTATION PLAN 1989-1993

4.1 Why is the Tourism Development Plan Implementation Important?

The plan gives Dettah and Rainbow Valley a complete set of tourism programs
and business opportunities designed to build a viable year-round community
tourism industry. The result of implementing these ideas should deliver to in-
dustry partners:

● improved cooperation, commitment and communications;

● abetter level of services including, trained and professional tourism person-
nel and improved community tourism infrastructure;

o more tourism shoulder season activities;

● a greater focus of activities and information for the general touring market.

● and a ‘%ottom line” of improved market penetration for the Dettah and Rain-
bow Valley product, providing more revenue and tourists for local business,
and more career and job opportunities and benefits for community residents.

Action or implementation is the single most important aspect of the plan.
Without implementation the plan will sit on a shelf and only be dusted off when
yet another planning study is commissioned in the future. Your community is
one part of a tourism zone network which has the richest penetration of tourist
travel and expenditure in the Northwest Territories. Other communities and
tourism operators are depending on you to cooperate and do your bit to im-
prove the quality of product and range of activities to the tourist traveller.

Plan implementation requires a coordinated effort. Those who were part of the
planning process will recognize that the community planning repoti identifies and
summarizes tourism programs and opportunities (see Chapter 3) discussed
during community consultation meetings. The opportunities and programs are
ready for implementation with program descriptions, and preliminary feasibility
assessments (see Appendix C-2). The preliminary feasibility assessments and
program descriptions identify community, industry and government agencies
suitable for implementation, and further provide preliminary marketing, capital &
operating cost guidelines, profitability, funding and human resource require-
ments.
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4.2 What is Plan Implementation?

A plan or strategy is the preliminary stage of development. Because it is prelimi-
nary, many of the opportunity and program concepts will require “fine tuning” or
additional information before they can be fully operational. Implementation is
the process of further developing your community planning concepts to the
operational stage. Due to the preliminary nature of the development programs,
infrastructure and business opportunity concepts, the planning team’s ap-
proach was to allow flexibility in implementation and not lock in timeframes or
costs that could not be achieved by the community, funding or program agents.
There will be a development phase during implementation which will further
define your priorities and costs.

4.3 What Will Rainbow Valley and Dettah Need to Implement this Plan?

● A group or individual with tourism awareness, organization skills, contacts
and a commitment to building a solid tourism industry.

● A commitment from others to be partners and participate in the process of
achieving the goals and objectives necessary to build a solid community
tourism industry.

● A set of goals, objectives and programs for organizers and operators to fol-
low.

. Time and Resources (resources being materials, others with tourism skills
and financial resources.)

4.4 Where Will Rainbow Valley and Dettah Find the Resources to
Implement the Plan and How Will It Happen?

Coordinating Structure

During the lengthy planning process, the planning team learned a great deal
about community tourism resources, and structures, and the functions of dif-
ferent groups. It became clear that some of our Zone communities have well es-
tablished community structures which can effectively take on the initial phases of
tourism implementation. For communities not as organized, the Community
Council might consider appointing or recommending the formation of a new com-
mittee. Alternatively community tourism businesses might join together with
municipal councils to form a tourism committee. The decision will be yours but
check Summary Table 1 in Chapter 3 and /or Appendix C-2 for planning sugges-
tions on coordinating groups.
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Each group involved must find its own time for implementation. We suggest
that before your group takes on a development opportunity or program that it
reviews it’s annual operating plan to determine how, who and where the extra
workload might be ”applied.  Implementation will require effort on the part of com-
munity partners, _however  with the resource materials supplied in your com-
munity plan and the Zone technical document, and the help of government
and/or the Northern Frontier Zone Association staff the tasks will not be difficult.

4.5 How Will Implementation Take Shape in Rainbow Valley and Dettah?

Implementation Coordination

● The first implementation step will be for a community group to emerge with
a commitment to coordinate the development of the local tourism industry.
The choice for The B Band may have already been made. The Band
Economic Development Committee has been active throughout and should
leadership evolve from this group it will be the logical coordinating function.

Partner Identification

● Implementation partners should include but not be limited to Somba k e
camp, Naocha Enterprises, B Band councillors  and members interested in
touism joint venture partners, booking agents, art and craft producers, and
the Regi&al Tourism “Officer or desig;ate would be excellent partners.

The First Business Meeting

● Prepare an agenda

● Choose a chairperson and a recording secretary.

● Give the cornrnittee/Board a purpose for being: i.e. set your annual com-
munity goals and objectives - remember the community tourism development
plan states five year goals and objectives in section 3.1.

● Define roles - particularly the coordinator

● Choose priority development programs and business opportunities and
match them with community partners.

● Ask each group to examine how the priority program can fit into its opera-
tional plq whether it has the resources to complete the entire program or a
portion of the program in the first year.
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. You may want to examine the possibility of having a resource person help
your group part time with some of the paperwork. If this is your choice get
working on it right away.

● Set a date for the next meeting.

● Let the community and the Northern Frontier Zone know what you are doing.

The Second Business Meeting

● Partners report on their capability to contribute time and resources for coor-
dinating the implementation of a development program or opportunity

● Partners identify their own strengths and weaknesses in implementing new
opportunities. You might look to those better established sectors to initially
draw active membership and coordination from. At the conclusion of the
second business meeting you should have your first annual action plan with a
confirmed set of goals, objectives, priority programs, opportunities and
partners to implement.

● Set a date for the next meeting but allow for enough time for each partner to
accomplish something in their action plans

. During implementation each partner will need “to fine tune” its development
program or opportunity and phase action over time. The fine tuning of op-
portunities and program must include a refinement of capital costs and
priorities. The planning approach used in assessments described in Appen-
dix C-2 did not evaluate costs beyond a class D estimate or 50% accuracy. In
a great many cases the planning concepts are not refined enough to calculate
a capital or program cost. It is assumed that as implementation progresses
and there is consultation with government, community and zone resource
persons occurs, that priorities and costs will become more evident.

● Between meetings share your progress with others, including the coordinator.

● Let the community know what you are doing. Chose an active community
tourism member to be your delegate to Northern Frontier Visitors Associa-
tion, and provide the delegate with an agenda of community based needs to
take to the meetings.

The Next Meetings

● Invite Northern Frontier, GNWT and the public to your meetings.

● Each partner should review progress to date. Let the community know what
you are doing. Perhaps you need a newsletter or a simple news bulletin or an
interview with the media.
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Year End

● After your first year, you should be able to take a step back and examine what
you have done. Congratulate yourself on your successes. The coordinating
committee may want to have a tourism day, where Zone operators and com-
munity members are invited to share information on new products, programs
and infrastructure. You might want to package the day with tours, a chance
to buy crafts, a luncheon etc. thereby deriving some revenue.

● During the business meeting analyse your successes and failures in achieving
annual goals and objectives. Assess progress on your longer range 5 year
goals and objectives. Adjust your action plan accordingly, review the com-
munity tourism development plan, get a confirmation of commitment from
partners, set new goals, objectives and priorities.

● Repeat the entire process each year until the final year of the plan.

● In year 5, it will be necessary to complete a final assessment of the 5 year goals,
objectives and priority programs. The results will helpyou plan ahead for the
next 5 years. This will be a Zone wide exercise and should be conducted by
your Northern Frontier Zone Association. Itwillbe very important that your
community contribute to this exercise, because it will shape community and
industry growth for the next 5 years. On Baffin Island, the first Zone to have
a 5 year developmental plan, a 2nd five year plan is now being completed.

The foregoing is a description of the process of implementation. Your community
may choose another approach if it desires, but the important elements should
be cooperation, getting others involved, following your plan, and making and
measuring progress.

31
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APPENDIx A

INVENTORY OF RESOURCES

YELLOWKNIFE/DET,  TAH
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Figure 2
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Figure 2
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NO R1’HERN FRONTIER VISITORS’ ASSOC.
INVENTORY OF LODGES, ;988.

Ndme : Lynx Tundra Lodge
i. o c a t 1 on : Lynx Ld k e
Access e d F r om: Y e 1 i owkn i f e
Season: June - mld Sept.
Cd, PdUlty: 12

N&Ne: Mac Kdy Lake Lodye
~ (j ~ a t 10 n : Mac Kdy Lake
Accessed From: Yelivwkrllfe
S ed bon ; July 1 - Sept. 3G
~dQd C i t y :  1 2  (~ CtikJlnS)

Ndme: MO[dlne Point Lodge
i, o c a t i u ri : GK”edt  Sidve L,ake
Acctjss~d FIOm: Yei lowknife /
Hay R.
Sedsoli: Year-round
Cdpdclty: 15

N~me: Prelude Lake Lodqe
L o cat ~ on: Prelude Ldke
Accessed From: Yei lowknife
Season: Mdy 15 - Sept. 30
Cd ~dC 1 t ~ : 15

Name : Trophy Lodge
L o c d t ion : Gr”edt Slave Ldke
(East Arm) . .
Accessed From: Yel lowknife
S e as o n: Late June– Sept.
Capac i ty  : 16 (4 c~bins)

fishinq snows iLoelncj. conferences.
Fish: L&ke Trout, Northern Pike,
Arctic G[dyllng, Wdl~eye, ‘Jhlte[lsii
F~cil i ties: Boats, inot~JLs, i ife
j a Cke L 5, lce house, S d Und . (; u e s 1- s
P[”ovlde food, ~a~kle, sieeplnq
bdgs .

Actlvl ties: Fishinq,  biLtiWdt  Chl Il~,
c o n t e ~ en c es .
Fisil: Lake ‘Trout, Northern Pik~,
Wh 1 t e f is h
F’acllltles: Showers, iicenced
d~nlnq. guides, Doats, freezers,
s o u v e n L rs , tack 1 e .

Activities: Fishinq, hlklnq,
naturalist and histu[~c ai tours.
F i sh: Lake Trout, Arctic G~ayilng,
Arctic Chdr, Northern Pike
Fdcll ities: Showers, maid se[’vice,
bod ts , mot o rs , g u L des .

Act 1 v 1 t i es : F i sh i ng , wi 1 d 1 i f e.
obs e r va t 1 uns , hurl t i nq .
Fish: Lake Trou L, Northe~rl Pike
Facllitles: Showers, bodts, motor-s,
tack 1 e , freezers . Guests provlcie
food and sleeping baqs.

Act i v i t i es : Fishing, h~klnq,
s k i 1 nq , kd yak i ng , dog sleddlng,
wildlife (bison) obsv.
Fish: Ldke Trout
Facilities: All inclusive -- ind~~K
plumbing, kdyaks, cdnoes,
snowshoes , skis , snowshoes, qulcles.

Activities: Fishing, conferences
Fish : Ldke Trout, Wdlleye, Northern
P 1 ke , Wh i t e f i sh
Fac i 1 i t i es : House keepiflg cabins,
boa ts , saftey equipment, tdckle,
store, cdfe, 1 icensed dlnlriy ,
bdnquet fdCill  Lie S

Act i v i t i es : F i sh i ng
F i sh : Lake Trout, Arctic Grayl lng ,
Northern Pike
Fdc i 1 i t i es : Housekeeping Cd bins
with showers.

. .



_ —-. . .— - * c- .

Name : Wa t td Ldke Lodue Act ~ v 1 t i es : F 1 sh 1 nq , na t u [- d 1 i 5 t
Lucd t ~ oIi : Wat ta i..~ke I_ours .
AC c ess ed F r om: Ye 11 owkn 1 f e E’ 1 Sn : L.dke Trout , Ar ct 1 c Grdy 1 i nq ,
Se&s on : June 10-Se p L . i 5 Wl”i i t ef i sh . No r t he r n P i kc
C d Pd C 1 t y : i 2 ( 6 -1-0 Oln S ) F d c i 1 i t i es : P r 1 V d t e bd t h , 1 u uIiq e ,

u u 1 des , b o .a t 5, mot o K 5, d i n 1 nq .
f r e e z e r .s .

Niime : He~Kne Lake Lodge
L oca t I on : Hea rne Lake
Ac c ess ed F L orn: Ye 11 owkn i f e
S e ds o n: June - se~ t .
Cdpdc i Ly : 8

Ndme : P 01 n t Ldke C dmp
Loca t 1 on : po 11“1 t L~ke
Accessed F r om: Ye 11 owkn 1 fe
Season : Auq . - Sept .

Act 1 v i t 1 es : F i sh 1 nq
F 15 h : L d k e T [’ o U t , Ar C t 1 c G K d v 1 L 119 ,
Wh 1 L e f ls h , NO r tl~e [-fi P i ~e -
Fac J I i t i es : P 1 umb L Uq , d 1 n i Ilq ,
i 1 Ceflc  ed bd r- , c o n f e c t 10 Ii d r y,
freezer , guides .

Ac t i v i t i es : F i sli i nq , L“ u ckllo  Ufl(j  L fig ,
b I r d wa t ch i ng .
F i sh : L~ke T r out , Wd 11 eye ,
Wh i t e f I sh , Nor the rn P 1 ke
~d~l 1 i t les : Cook lnq f ac i 1 i t i es ,
bd t h , showers , boats , motors ,
freezer .

Act IV i t i es : F i shlng
F i sh : Lake Trout , Arc t 1 c Gr~y 1 i ng ,
NO 1’” the rn P i ke
Fdc 11 i t 1 es : Cook 1 I“ig f dc 11 i t 1 es ,
bat h , showers , boats , mcJ t o rs ,
free z e I .

Act  1 v i t i es : F i sh i ny , s por t lluri t 1 nq
F i sh : Lake Trout
Fdc 1 i i t 1 es : Tent camp .

NdMe : Arc t 1 c Sdfa r 1s Act 1 v i t 1 es : F i sh i ng , s PO r t hurl t 1 Iiq
Lo cd t 1 on : Obstruct 1 on Rtip i ds , F 1 ski: Ldke Trout
Grdciy Ldke , Lake Providence Fac i 1 i t i es : Ten t camp
A~~es~ed From : ye 11 owkni f e
S e ~s o n: Auq . – S e p t .
c d p d c L t y : 34

-.
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NO R1’HERN FRONTIER VISITORS’ AS SGC.
INVENTORY OF FIXED ROOF AC COM’’IODATION. L988.

N time

k * ‘leiiowknlfe  -

Discovery Inn

~oiU  ~dnqe Hotel

Northern Liqhts Motel

Twin Pine Motor Inn

Yeilownife Inn

YWCA

Bdrb Bromely

Capacltv FdCiiltl~5

82 14.2 rooms) ?rlvate bath. conference
facll~tles ilceliced
rest a u r d n t , lounqe,  cable
T.v. , !~hoi~e . dir” CO Ilditi Ollln~.

7.2 ( 42 K ooms )

29 ( 20 r Ouills )

100 ( 44 I ooms )

con v e n t 10 ns / banq u e ts ( md x
400 ) , i L c enc ed d I n 1 ng , i o unq e ,
Caf e . q 1 f t S11OP, cab 1 e T.V. ,
phone, execu t i ve s u i t es ,
c ou L ~ esy vdn .

18 K o oms w i t 11 p r 1 vat e bd th.
Phone , T . V. , banquets ( max.
40) .

Pr iva te bath , T . V. , piirk i nq
w i t h p 1 uq - ins , comp 1 eme n t a ry
t e d  dnd c o f f e e  .

Pr lvdt e bath , bredkf as t
serv 1 ce , k i t cnene t t es , phorJe ,
T.V. , c o n f e I- e n c es .

300 ( 150 rooms ) Private bd th, phone , T . V. ,
rad i 0, i ce , shiips , cd f e ,

33

2 ( 1 room)

1 oullge , tavern , 1 i cenced
d i n 1 nq , banquets , conferences .

co-ed furnished bachelor
apartments, radio. Hostel
a c c ommoda t 1 on.

Bed & breakfast accommodation.
Private 1/2 bath, radio,
phone , continental break fdst.
Yea c - round.

-.
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NORTHERN FRGNTIE’R h’ISITORS’ ASSOC.
INVENTORY OF

Ou t“ !? 1 a ce D 1 [i L nq Lo unqe

Ai rpor ter Restaurant

Fact o r ‘ s C 1 ub
( Exyl orer Hote i )

1’ ree 1 I ne Cd f e
( E x p l o r e r  Hote 1 )

G r e d t G 01 d C 1 t y F 00 d &
Beve r aqe Empo r 1 um

Ken t ucky F r i ed Ch 1 cken

L u n c h B o x

Ml ke Mark .s Ch 1 nese Food

l~r . Ml ke ‘ S

GO Od ‘r L mes Res T. a u r an t

EATING ESTABLISHMENTS , 1982

Capdc 1 t y Type o f Es t a.b 1 i shmen t

72

30

130

120

48

40

88

80

75

65

52

75

50

88

i lo

44

D 1 n 1 nq Lounqe

Ftsml i y D i n 1 Iiu

Di nlna Lounqe

D i n I IICJ Lounq e

O i n i ng Lounge

k’~ml 1 y Res tau r an t

Faml 1 y D i n 1 nq

F dm i 1 y Res t a u r d u t

Fami 1 y Restaurant

Faml 1 y Restaurant

Faml ly / Take Out

Fdml 1 y Res taur~n L

Fami 1 y Res taur ant

Fdml 1 y Restaurant

Family Restaurant

Fdml ly Restaurant



‘r h e :} 1 z z ‘a Md 11

The S ui 1 t Pea

YIi B~k~ i“ y & S Lib Shop

YK P1 Zzd

Pre i ude L&ke Loclqe
( Seals ona i oper d t 1 orl )

S dirl ‘ s MUi-Ike v T r e e

‘YK P i z z d 2

~~fj

i30

>[>d

loo

n/a

n./ a

n / d

n/d

n/a

11/ a

70

n / a

166

n / a

11/ d

33
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Fdrul 1 y l?.es taurdn L

F am ~ i v Res t u u L- a n t

Faml 1 y Res tau L dn t

Fdml i y Res t d u rant

Take -Out

Take -Out

Take –Ou t

Faml 1 y Res taur’an  t

T a k e - O u t  (. Lunch  )

T a k e – O u t

Faml 1 v / l’ake-Ou  t

Fdmi 1 y Res t a u ran L

Fdmi 1 y Rest au r dI-i t

Tdke– Ou t

Take -Out

F~mi 1 y D i n i nq
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C ommun L t v

NORTHERN FRONTIER VISITORS’ ASSOC.
INVENTORY OF DRINKING ESTABLISHMENTS, 1988.

%* Yellowknlfe
Checkers
The Elk’s ~~llb
Flotit ‘dase Lounqe
Gallery l?ub
Gold Rdn~e Tavern
Poldr Bowl
R.J. ‘s Bar
Rec Hall Tavern
Royal Canadian Leqlon
Yellowknife Golf Club
50 Mansion/Riqht Spot
The Off Ice Lounqe
Our Place
Millle’s Hoist Room
Mackenzie Lounqe
Factors Club
c l u b  x
Sam’s Monkey Tree

Type of Llcence

Cocktail
Club
Cocktail
cocktail
Cocktail
Cocktail
Cocktail
Cocktail
Club
Club
Cocktail
Cockt~ll
Cocktail
Cocktail
Cocktail
Cocktail
Cocktail
Cocktail

Lounge

Lounge
Lounge
Lounge
Lounge
Lounge
Lounge

Lounge
Louncje
Lounge
Lounqe
Lounge
Lounge
Lounge
Lounge

Cdpaclty of
Establishment

n / d
140
61

200
150
130
200
200
120
n/a
138
130
120
72
40
60

n/a
n/a

.
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NORTHERN FRONTIER VISITORS’ ASSOC.
INVENTORY OF RETAIL OUTLETS, 1988

(WITH MERCHANDISE POTENTIALLY IN DEMAND BY VISITORS)

Ndme of Store

*% Yeilowknlfe
Treeilne I’rappinqs Ltd.
Northern Imdqes Ltd.
Northern Impressions
Triidiriq Post
Wolverlne Sports
Over lander Spurts
The Sportsman
Explorer Gift Shop
Yellowknife Hardwiire Ltd.
McLeod’s Hardware
PUldr Pdrkas & Supplies
The Bay
YK Inn Smoke Shop

Type of Me[chandlse

Dene arts and crdfts
Dene/Inult arts and craf~s
Dene/Inuit arts dnd crafts
Dene/Inuit drts and crafts
Sporting goods store
Sporting goods store
Sporting goods store
Souvenirs, crafts, maqdzine.s
Sportlncj goods
Sportlnq goods
Parkas, crafts
General merchandise
Souvenirs, magazines

,..
!..
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NORTHERN F“RONTIER VISITORS’ ASSOC.
INVENTORY OF SERVICES, 1988

( POTENTIALLY USED BY VISITORS)

Name of Business

X* Yeliowknlfe
Avis Rent-A-Car
Budget Rent-A-Car
Hertz Rent-A-Cdr
T~lden Rent-A-Car
N.A.R.W.A.L. Northern
Adventures
Overldnder Sports
Prelude Lake Lodge
Sail North
The Sportsman
Yellowknlfe Trading Post
Frame & Perkins Ltd.
Raven Tours
YK Esso Service
Yellowknife Motors (Petro
Canadd)
Red Rooster (Turbo)
Rent A Relic
Yellowknife Tourist Cabin
Northern Frontier Visitors’
Assoc.

** Yellowknife:
Mack Travel
Top of the World Travel
Prestige Planning
Marlin Yellowknife Travel
Treeline !?lannincj Services

T y p e  o f  S e r v i c e

Vehicle rental
Veh~cle rental
Vehicle rental
Vehicie rental
Canoe rentals

Canoes, mountdln bikes, skis
Boat rentais
Boat rentals
Canoe rentals
BOdt rentals
Service station, charter/tour buses
Sightseeing/charter buses
Service station
Service station, zodiac boat rentals

Gas bar
Vehicle rental
Visitor Information
Visitor Information

Travel Agency - IATA approved, reservac
Travel Agent/Tour Organizer - reservac
Conference planning and organization
Travel Agent - IATA approved, reservdc.
Conference plannlnq and organization

Words North Writing & Editing Conference organization
Serv.
Canad~ North Expeditions Tour Organizers
Key West Travel Travel Agent - Reservac

[
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NORTHERN FRONTIER VISITORS’ ASSOC.
INVENTORY OF OUTFITTERS/DAY TRIPS, 1988

*k Yellowknife
Ncime: Blueflsh Services
Location: Great Siave L~ke –
Yellowknlfe  Bdy, Hedrne
Chdnnel , Edst Arm

Name: Can~da North Expeditions
Location: Various Zones

Name: Dene K’e Lodge
Location: Great Slave Lake -
Back Bay

Name: Frontier Tours
Location: Yellowknife/Ingraham
Trail

Name: Giant Yellowknife Mines
Location: Yellowknlfe

Name: Great Slave Sledging Co.
Ltd.
L.ocatlun: Yellowknlfe/Great
Slave Lake- Moralne Point

Name: Rovin’ Raven Boat Tours
Location: Great Slave Lake -
Yellowknlfe  to Gros Cap

Name: Snowcraft Cruises
Location: Great Slave Lake -
Yellowknlfe  Bay, East Arm

Name: Tochatwi Outfitters
I.ocatlon: Great Slave Lake –
East & North Arm

‘i1 ame: Naochd  E n t e r p r i s e s
L o c a t i o n : G r e a t  S l a v e  L a k e  -
Yellowknife Bay

Name: Arctic Safa~-is
Location: Obstruction Rdplds,
Lake Providence

Name: Hlqh Arctic Adventures
Locdtlon: Barrens

.

Actlvltles

Arctic Grayliny, Lake Trout,
Northern Pike fishing, lake
cruises, sightseeing shore
meals. Day & extended trips.

Dog team .safarls,  fishing,
sport huntinq, traditional
experiences,
trips,

Lake cruises
experiences.

Guided tours
van.

Mine tours

slqhtseeinq. Day

, Dene cultural

Season

June-Auq.

Yedr-ruund

June - Aug.

of Yellowknlfe by May–Sept.

Dod sled expeditions, bison
viewing.

Boat cruises to Wool Bay fish
plant.

Lake Trout, Arctic Grayling &
Northern Pike fishing, lake
cruises. Day & extended trips

Lake Cruises

Lake cruises, fishing, shore
lunches, sightseeing.

Hunting outfitter-Class B,
fishing.

Huntinq outfitter-Class B,
fishing.

Year-round

Year-round

June-Aug.

June-Aug.

June-Aug.

June-Sept.

Auq.-Sept.

Aug. -Sept.
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NORTHERN FRONTIER VISITORS’ ASSOC.
INVENTORY OF PACKAGE TOURS, 1988.

(BY LOCATION OF OPERATOR)

A* Yellowknife
Name: Arctic Sdiaris
Begin Tour : Yellowknife

Name: Bdthurst Inlet Lodge
Beqln Tour: Yellowknlfe

Name: Cdnada North Expeditions
Beqin Tour: Yellowknlfe /
Edmonton

Ndme: East Wind Tours &
Outfitters i.td
Begin Tour; Yellowknife /
Edmonton

Ndme: Gredt Slave Sledging Co.
Ltd.
13eqin Tour: Yellowknife

Name: Nishi Expeditions Ltd.
Begin Tour: Yellowknife

Name: Sdil North
Begin Tour: Yellowknife

Name: Top of the World Tours
Beqln Tour : Yeilowknife,
Ft.Simpson

Name: True North Safaris
Begin Tour: Winnipeq

** Yellowknife/Whltehorse
Name: Oldsquaw Lodge
Beqln Tour: Whltehorse

Tour Activlt~es

Hunting, fishlnq,
photography, cultural
expeditions
Bird and wildlife
viewing, canoeinq

Fishing, hiking,
historical/cultural
expeditions

Fishinq, canoeing,
wildlife photo tours
hiking, historical

Wildlife viewiny, doq
sled expeditions

Fishing, doq sled
expeditions, cultural
experiences
Sailboat cruises,

Zone/Location
of Activities

Arctic Codst / Biq
River

Arctic c~~st

Arctic Coast / W.
Arctic / Northern
Frontier / Bdffln

Big River /
Northern Frontier
/ Keewatin

Northern Frontier

Northern Frontier

Northern Frontier
whitewater rafting, river / Big River
travel
Siqhtseeinq, photo Arctic Coast / Blg
safaris, canoeing River / Northern

E’rontier / W.
Arctic

Hunting/sightseeing Northern Frontier
expeditions / Arctic Coast

Hikinq, wildlife Western Arctic
observation

.
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** Ye 11 owkn i f e
Name : F r e c1 He nn e
Type : C ommun i t-y
L oca t 1 on: Ye 11 owkn 1 f e

Name :
Type :
Loca t 1 on:

NORTHERN FRONTIER VISITORS’ ASSOC.
INVENTORY OF G.N.W.T. PARKS

Park Facllltles & Features

Facilities: 92 c~mpinq/picnic
sites, concession , bo~t rentals.
Features: Swimming, boating,
hik~~lg , ii~hir~y ,
camping/picnicking .

F a c i l i t i e s : F o r  Ingraham  T r a i l  &
H w y  3  pdrks I n v e n t o r y ,  s e e
F e a t u r e s : N o r t h e r n  F r o n t i e r  zone
T o u r i s m  S t r a t e g y :  T e c h .  R e p .



1 Ow i(ll 1 f e
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NORTHERN FRONTIER VISITORS’ ASSOC.
INVENTORY OF CITY PARKS. i988

~bee & McNlven Beach

lot Park

~olr Tennis Court

1 Draw

Playground, basketball
c o u r t , p i c n i c  t a b l e s ,
h o r s e s h o e  p i t c h ,  track

Playground, picnic
tables

Ball diamond, playground,
picnic tables, trdck.

Playground, picnic tables

Playground, basketball
court, picnic tables

Playground, BBQ’s, plcnlc
tables

Playground, tennis courts
picnic tables, BBQ’s,
horseshoe pitch

‘rennis courts

Playground, basketball,
picnic tables

_—...—.* c-.
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5 ite : Peqmatlte  D i k e s  ( P o n t o o n
Lake )
S i g n i f i c a n c e :  N a t u r a l

S I te : Old  Town
Siqnlflcance:  H i s t o r i c

S i t e : Bush Pilot’s Monument
Siqnlflcance: Naturdl

Site: Jollffe Island
Siqnlflcance : Historical

Site: Yellowknife Bay (south of
Dettah)
Significance: Historic

Site: West Miraqe Isldnds
Significance: Natural

Site: Baker Creek
Siqnlficance:  Natural

Site: Walsh, Bdnting & Jackson
Lakes
Significance: Recreational

Site: Yellowknife

Course–gralned granite rocks
good for “rock-houndlnq” .

Waiklng heritage tour of Old
Town.

A ldrqe rock outcrop in Old
Town with stairway. Views of

Great Slave Lake & Yellowknife

“Saunder’s Cabin” an abandoned
log house.

Old Indian settlement

international BIOIOgidcdl
Prog. (IBP) Proposed Reserve.
Rich avlfauna resources.

IBP Proposed Reserve -
International Hydologlcai
Decade study area.

Easily accessible, used for
fishinq  as well as other
recreational uses.

There are a variety of lakes &
Significance: Natural/Recreational rivers in the vicinity. Use is

limited by water level/craft.

Site: Yellowknlfe Ski Club A number of trails used in the
Slgnlficance: Recreational winter for skiing, in summer

for hiking.

Site: ‘ieliowknife Numerous skidoo and hiking
Siqnlficance: Recreational trails are located close to

the community.

S i t e : Duck Lake Trail Skidoo, ski & hikinu trail
Significance: Natural

Site: Dettah / Rainbow Valley
Significance: Cultural

Site: Prelude Lake
Significance: Natural/Cultural

S i t e : Near Dettah
Slqnlflcance:  Historical

Site: Yellowknife
Significance: Event

from Yellowknife Ba~ to Duck
Lake.

Many Dene women produce
traditional handicrafts.

Dene elder provides insights
into bush life while guiding
along a trail.

Two fur trading posts located
in the area from 1922-27.
Condition of remains unknown.

Sportsman Bonspiel - Easter
weekend. ‘Round the clock
curling.-.
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Si te : Ye 11 owkn i f e 1990 Arctic Winter Games - in
Siqniflcance: Event Mar ch . Teams from Alaska, NWT,

Yukon & Northern Alta. & Que.

Site: Yellowknife Labatt’s Invitdtlull~i HocKey
51qnlflcdnce: Event Tournament - Easter Weekend

S i t e : Yellowknife J.H. Sisson’s collection of
Siqnltlcance : Cultural Inult carvings - Courthouse



~–-
_ —~. . .— - * c- .

NORTHERN F’RONTIER VISITORS’ ASSOC.
INVENTORY OF TRANSPORTA’TION BUSINESSES, 1988

** E d m o n t o n
N~me : Canadian A i r l i n e s Daily
I n t e r n a t i o n a l
‘i’ravel : B e t w e e n  t r a v e l  z o n e s
Mode: Alr
Service: Scheduled

** Fort Providence
Name: Air Pruvldence Ltd. As required
Travel: Between & within
travel zones
Mode: Alr
Service: Charter

** Hay River
Name: Buffalo Airways (1986) As required
Ltd.
Travel: Between & within
travel zones
Mode: Alr
Service: Charter

N a m e : Carter Air Services Ltd. As required
Travel: Between & within
travel zones
Mode: Alr
Service: Charter

Name: Landa Aviation As required
Travei: B e t w e e n  &  w i t h i n
t r a v e l  z o n e s
M o d e :  Alr
Service: Charter

Name: Northern Transportation n/a
co. Ltd.
Travel: Between & within
travel zones.
Mode: Barqe
Service: Scheduled/Charter

** ~ttdWd, Iqaluit,  B o s t o n
Name: First Alr Ddily
Travel: Between travel zones
Mode: Air
Service: Scheduled

Zone Communltles
Served / Type
of Aircraft

Yellowknlfe (Yk -
Edmonton $526.
return).
Planes: Boelnq 737

All c o m m u n i t i e s
Pldnes:  C e s s n a ,
P i p e r .  S k i s ,  f l o a t s
a n d  w h e e l s .

All communities
Planes: DC-3,
Cessnas.

All communities
Planes: Single &
Twin Otters. Skis,
floats and wheels.

All communities
Planes: Single k
twin enqlnes. Skis,
fiOatS & wheels.

Yellowknlfe.
Snowdrift

Yellowknife (return
cost:Yk–Ottawa
$1970 Yk-Iqalult
$1390.)
Planes: Boeing 727



-. —- —-* c- ●

** F1.de Edzo
IN ame : Edzo Alr Ltd. As required
Travei : Between & within
travel zones
Mode: Alr
Service: Charter

All commun~tles
Planes: Cessnas.
Skis & floats.

Name: Roadrunner Transit rl/a Yellowknlfe,  Rae
Travel: Within the Zone EdzcJ
Mode: Bus
Service: Scheduled

k* Yellowknife
Name: Ptarmigan Airways Ltd. La Martre/Snowdrift: Charter: All
Travel: Between & within 3/wk, Rde Lkes: 2/wk communities
travel zones Planes: Turbo
Mode: Air Beaver, Twin
Service: Scheduled/Charter Otters,Plpers.

Skis, floats &
wheels.

Name: Adlalr Aviation As required
Travel: Between & within
travel zones
Mode: Air
SerVICe: Chdrter

Name: LaRonge Aviation
Services Ltd.
Travel: Between & within
travel zones
Mode: Air
Service: Charter

As required

Name: Latham Island Airways As required
Travel: Between & within
travel zones
Mode: Air
Service: Charter

Name: Alr ‘.rindi Ltd. As required
Travel: Between & within
travel zones
Mode: Alr
Service: Charter

Name: Spur Aviation Ltd. As required
Travel: Between & within
travel zones
Mode: Air
Service: Charter

Name: Frontier Coachlines
‘l’ravel : Within the zone
Mode: Bus
Service: Scheduled

3/week

All communities
Planes: Beech King,
Singie Otter,
Beaver. Skis,
floats & wheels.

All communities
Planes: Twin
Otters,  B e e c h
Barons, Beavers.
Skis k floats.

All communities
Planes: Turbo
Beaver, Twin Otter,
Cessna. Skis,
floats & wheels.

All conununlties
P1.+nes: Single &
Twin Otters,
Cessna. Skis,
floats & wheels.

All communities
Planes: Single &
twin engine
aircraft. Wheeis &
floats.

Yellowknlfe., Rae
Edzo



Name : City Cab Co. Ltd.
Travel : Within the zone
Mode: Taxi
Service: Hired

As required

Name: East Arm Freighting Ltd. AS required
Travel: Between & within
travel zones
Mode: Barge
Service: Charter

*X Yellowknife/Edmonton
Name: Northwest Territorial Daily
Airways
‘l’ravel : Between travel zones
Mode: Air
Service: Scheduled

Yellowknlfe, Rae
Edzo

Yellowknlfe,
Snowdrift &
Reliance

Yelluwknife Yk-
Edmonton $526.
return (Air Canada)
Planes: Electr~,
DC-3, Boelnq 737

I

:,
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NORTHERN FRONTIER VISITORS’ ASSOC.
INVENTORY OF VAR1OUS COMMUNITY INFRASTRUCTURE, i988.

Type of
InILdstructure

A* i)ettah
L)evelopdble  L~nd:

k’lectrlc Power:

Airport Faciiitles:

Water Linkdqe:

Road Linkage:

R* Yeliowknife
Developable Land:

Electrlc Power:

Airport Facllites:

Rodd Linkage:

Water L i n k a g e :

R e c r e a t i o n a l  F a c i l i t i e s :

Cuitural Facilities:

Land is dvallable aloncj the access
road. Development costs are h~gh.

Capacity: Hydro - 23,720 kW
Diesel - 1 2 , 2 7 0  kW.

No Airport Facilities

Communltles on Great Sldve Lake.

All weather gravel road llnk to YK
vla Ingraham Trail. Ice road link
to Yellowknife.

Limited developable land available.

Capacity: Hydro - 23,720 kW
Diesel - 12,270 kW.

2286/1524 m . ashphalt runway,
terminal bldq, all facilities.
Unlicensed floatplane access.

Highway #3, Inqraham Trail, ice
roads to various mines.

Communities on Great Slave Lake.

Ruth Inch Memorial Pool,
Yellowknife Community Arena, Gerry
Murphy Arena, Yellowknife Curling
Rink

Prince of Wales Northern Heritaqe
Centre, Northern Arts dnd Cultu;al
Centre

K.V. Sewage Dump Station: One at Pumphouse No. 4 off Old
Airport Road

Information Services: Yeliowknlfe Tourist Cabin Seasonal:
May-Sept.

-.
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APPENDIX A-2: SUlftARY OF CONTRIBUTION FuNDIM  PR06R~ AND TWRISM RESOURCES
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fWWfWELOfWhl  EUYWfICCIEVE LOPMENT  E .  D .  A,ttAWTIN61 NCENlIVES
&TOURISff,  INCU5TRY *Consumer Proqrams
SCIENCE &TEWW +Dlstrlbutlon  Netwrk
CANADA

ftlarketing  aid/tools
Mlarketlng  neu or expanding
touris.n facilities, prod.
lines, service5
*Joint aarketing
● Package Tour Promotion
*tlarketlng/Eusin~ss ?leetinqs
Conferences

Warketlng of Incentive Travel
Marketing Studies

E,D.A. tlARKET INFO. SYSTEM
*program Development

*Proqram Implementation

ECONOtlIC  CWELOPtKNT TWRISTft!ARKETING  PROGRAM
&TOURIStt Marketing aids

*Distribution Netmork*
*Travel Trade
Mutdmrs(Adventwe Prog,
W@ort Fishin9Mmting Proq,
Media Relations
*public Relations
● Inti5trg Supwrt
*Research and Evaluation
Wanitoring  & Commercial Int,
*Travel Ccusellinq/Consumer
Serv]ce

N.F,V,A.IT.1.A.
N,F,V.A./T,I,A,

N.F,V,A.IT,I,A,
Private Sector

Private Sector
Private Sector
Private Sector

Private Sector
Private Sector

N,F.V.A.  /T,I.A. &
Consartla
N.F.V.A,  /Tq!,A, L

Consortia

All programs are
carried out on
behalf of all N.H.T.
travei and tourism
related business
& travel as.5oc.

tln 2nd yr, of 3 yr, agreement
WP to 100% of eligible costs
tjoint marketing uith collateral
industries

*develop market & product info.
*uP to 45% to a max. of SIO~klEO1
could include ‘fare’ tours, adv.
direct marketing & aids

*assistance for 3 or more operators
tip to 45% to a max.of $10,000
*prmtions  held in the N,U,T,
*application intake Auqust 15 annually
*to N.H,T, destinations
market Info.  supwrting new
& expanding tourism business

tin 2nd yr, of 3 yr, agreement
tup to Ml% including fees for
prog. dev. & support materials

WP to 100% including fees for
Production, distribution of support
materials! data collection! analysls

The intent IS to market the N.U.T.
as a touri5t destination & establi5h
an ima9e & qreater  amarene55  of
N.U.T. in the wrld market.

.
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IwMET DEVELOFTENT TRAVELARCTIC  TWRIStl tlARNETING
~ COUHLLIN6 All Programs are Travel Arctic engages in activities to
tprint & T,V, ads, film prod. carried out on iwrove the image and level of auareness
*Trade Show behalf of all N,u.T. of the N.iLT. as a tourist destination,
*Public Relation Cdmpalgns travel and tourlsa
tFam Tours for travel trade related business
fFinancIal support towiters & trawl assoc.

& photographers
*Finan. Support to travel assoc.
& businesses

M-ducts market research k eval-
uation of marketinq projects
*Travel counseling thrwgh
protection of brochures! maps
postersl  & promo. items

*Provides travel info. & computer-
ized listinq of inquirle5t response
to mail, telephone and in person lnqu:rles

T, I.A.N.U,T. *Arctic Hotline Enqulrg Private Sector, Zones wverg ad or commercial carried bY
Public Sector TravelArctic’5  marketing program

carrzes  the toll-free NotlIne no.
Enquiries receive a custom:ed
information Package.

*Consumer Show Program

●

Licensed N.U.T. -target  locations in Canada & u.%
Operators k Zone offers a range of services including
llember5 kukinq shou mace, kmth rew:rmmh

discounted airfares and complete
promotional program in each city.
Emphasis is on sellinq  actual products.

N.F,U,A, *coaputer;ied  Enquiry System Zone Ilemtms

*Zone Advertising campaign Zone ffembers

tiffers  printed labels to operators
for enquiries to different activities
happening In the zone.

-target print advertisements in selected
and market tested magazines. Co-oP adv.
is available for zone operators in
conjunction with N.F.V.A.

INDUSTRY tcanadian  Trade Zone Operators/ fT~rism  Canada has representation in TradS

SCIENCE & TECHNOLOGY Representation abroad & U.S. Public Sector Offices abroad and in theU.S.  Reps.
Zone Associations k are available to industrg.

Kh-ordination of Hedia T,I.A,
Events in Canadian
Trade Centresabroad&  U.S.

t~mdicm uith intistry
aarket  segments in Canadian
Trade C@ntres abroad &U.S.

tTravel uriter  credentials

tlnternational  ffarket R-arch
Tourise Reference and Docunent

.
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PRODUCT &
.

EC, DEV, &  T(WilISfli *ProJect Feaslb; litg Ind;\, iauals & tourlsu, *opportunity identification new
FACILITY E.D.A. business in N,u.T. kiness development, expansion
WELOPtlENT or Modernization/upgrad;ng of

exlstinq  tourism related business.
UP to 75% of approved costs of
consulting services.

individuals, buslnesws ftinanciaj  inc~fltlves  to offset
commun]ty ba5~d orq, cap]tal and increased cost of

doing b~;lness.  Establishment
of new business UP to 40%; uP-
grad]ng  & expansion of existing
business w to 30%. Including
capital costs of bldqs.,
machinery, equip., site servicing
& improvements.

tlouris~  Related TM,  NFVA, Reqional +establishment,  modernization!
Public Infrastructure Councils & Community upgradlng~  expansion of tourism

Associations related public infrastructure; up
to W of eligible costs

*Procuct Development New or existing northern #preference is based on demonstrated
Contributions business duly registered need to expand or improve pckg. tour

(to be discontinued in 1969) to carry on business - NUT services  and facil it ies. U P to $25k

EC. OEV. &
TOURISM,6NW7

FISHERIE5&
OCEANS,WNADA

cmIcATIoNs
CANADA

COI’RIUNICATIONS
CANADA

COtlfWNICATIONS
CANADA

*Tourism Rusiness
Development

*Tourism Facilities Active northern business
Development Contribution duiy  registered to carry

(to be discontinued in 1989) on business in NWT

*Twrlsm  Support Program TIA k NFVA

tTouri~  Idharf program

*hseum Assistance  Program

tcapital  Assistance Program

*festivals  and !%ecial
Events

Canadian businesses

Pfuseww,art galleries,
exhibition centres!non-
profit  institutions

Professional,hlon-profit,
Cultural assoc.lt’kmicipal
and Territorial 60V.

*SSS Capital  Assistance
Program above

*preference is based on need for the
purchase, installation! renovation?
improvement or expansion of premises
or equipment. Limited to tourism
establishments or restaurants. UP

to $25k per recipient.

tcontr:~tion  funding UP to IClOZ of
costs is available for: communltg
tour packaging to coordinate tourism
products  in ind. communities; dev.
of multi-community pkg, tours by
established tour companies: const.
tourism related public  infrastructure
in small communities; promotion of
pkg. tours to increase no. of tour

wharves or launching ramps must serve
tourism industry. Can provide access tc
National Historic Site. haunt  availabl
not to exceed $15~0fd0.

tExhibitions  Assistance Program: flax.
$300,000. for exhibit productions
*planning  6rants:  Up to 50% to max .
of $501000. for institution development
tEquipment 6rants:Up  to 58% of wrchas~
and installing of museum related equip.

+constructlonf  renovation, repair of
cultural buildings; equip. wrclns~st
preliminary studies to 25Z of costs.

*~ltural  events of national scope.
assist in increasing audiences for
cultural products. flax. 25% of costs.
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BusIfEss EC. DEV. & TOURISM *Business Development
DEVELOPMENT Programs:

-Business Loans &
Guarantees Fund

-Eskino Loan Fund

-Financial Assistance
to Busin~~s

-Business Development

-Small Business 6rants

-Venture Capital

Northern Businesses

Inult Controlled
Northern Business

Northern Business  In
Financial Need,

Business registered to
carry on business In the
N,U.T.

Fusiness registered to
carry on business in the
N,U.T,

Individuals, Corporations,
6roups are encouraged to
form an investment co.
known as a Venture Capital
Gmpany.

*lender of last resort providing loans
&guarantees toamax, total of $25Lfk

*loans granted for most legitimate bus,
Purposeslnot applied against existing
&bt.

*for legitimate expenses incurred
dwing  normal business operations
&must demonstrate they contribute
to economy. Eligible costs include
fixed costs, # of person yrs & annual
wage bills.

*for purchase, installation!
renovation! inproveemt or expansion
of equipment or premises. $10,000
per additional full time posltlon
created to a max. of $50k not to
exceed $25k of ewend:ture  purpose.

*contributions UP to $2500 for need
and where other financial resources
are not available.

tcontriktions  equivalent to 30% of
initial investment to a max. of
$15Bk. 100% of Venture co. funds
must be invested into an eliglble
business within one yr. & remain
for a min. 3 years.
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BusIf’Ess INDUSTRY, SCIENCE
KvELonwf’r & TECMOL06Y,

CAN4DA

ARCTIC CO-OPERATIVES
LTD.

CHARTERED MM,
FBDB

.

*Special ARDA( 1 ) Indian & Inult Business

*Native Eco. Development Inuit,  l’ldis,  Status
Program(l) & Non-status Indians

*Co-operative Development Member CO-OPS
Fund

*Small Business Loan
Business Improvement
Loans

Act:
Small business In
transwrtation~
service, wholesale &
retail trade.

INDIAN ANCI INU17 +Econom;c  Develommt Status  Indians
AFFAIRS Program

c--—----–---––—--—  -----

*prlorltg  is placed on improving
business and managment  skills;
Commercial Undertakings fundinq
for establishment, modernization &
acquisition of businesses employing  a
majority of native people.
Related Infrastructure funding for
capital infrastructure such as access
roads,  or docks. Viability  k m.. of
jobs created are min.  criteria.

+Contrlbutlons to business & economic
development planning activity at the
co~nikg  level: product and process
Innovation:  viable Native business
ventures ;ncludlng viab!e primary
resource businesws; marketing Of
Aboriginal products.

*loans available for co-oP business
development at preferred rates.

*loans for the purchase of land!
penovation~  Improvement!  extenslon~
modernliation and/or purchase of
premises and/or ewiment: woss
revenue of business not to
exceed $lm: Loan limit $1Q%M3EI
to finance up to ?0% of land/
premise costs & 80% of equip. costs;
10 year repagment a 1% over prl~.

~uitki contributions for
indivitials  of Status Indian descent.
UP to $25,000 per awlication
available as a leveraqe fund.

After March 1989 SARDA  & NEDP Will  lapse to be replaced by a co+mbined prwam.

. .
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INWSTRY SUPPORT ECONOtlIC  DEVELOPMENT *ProJect  Feasibility, 11A, NFVA, Comaun]ties,
&NH4N KPXiJRCE k TOURISfl,  EDA Conceptual !)esign & Master and 6roups of
c+vELoPmT Plann;ng Studies

+Hospltallty  Auareness

Ccmmlties

TM, NFVA, Regional
Councils, & Community
Associations

*

*Standards and Ratings TIA

ECONOHIC DEV’F.OP?IENT *Cariadian  Executive
& TOURIS!? Service Organization

(CEso)

ARCTIC CRLEGE

+Tourism Hospitality
Trainlnq

{Tourism Planning and
Program Oweiopment

*Tourism & Parks
Capital Plannlng

*Levels 1 & 2 Guik
Training

Sole Proprietor, Cofm-
pan:esf co-ops., non-
profit organizations

T!A, NFVA, Business

T!A, NFVA, Regional &
Tribal Cauncils, Commu-
nities & Private Sector

G.N.W.T,

!ndivlduals,  Outfitters

INDIAN k It4JIT AFFAIRS ● !nuit & Indian  Coamunitg  Individuals, Bands,
Human Rescwce Strategy Councils, Community

Associations, Public &
Private Employees

-s---— ----------------------

● to develop lndivi~al but co-oral.
themes for the communities to en-
hance their unique twrisn attributes
ulthin a packaged procijct,  Up to 901
of approved costs.

*program development - up to 100%
including fees to develop prog.
and support materials;
program Implementation - assist
in form of a direct contribution
to sponsoring assoc. for delivery
of hosp. auareness programs

*development at an Industry Wide
standards & ratings system for
tourism products and services. U? to
100% for prog. development k 50%
for implementation,

*ccunselling from retired experts in
a variety of business dev. fields.

*funding for territorial uide needs
awsment, training prog. dev. &
re9ional~ cosmunity  and industry
Pilot woJects  .4 delivery.

Kervlces include regional, area &
coemunity  tourism planning; industry &
staff training; enforcement of tourism
regs., lialson  mith gov’t  & industrg.
Consultation & assistance delivered
through the Regional Tourism Officer,

WFVA & communities can input to the
Tourism and Parks capital regarding
capital infrastructure for their area.

~application  to Reg. Tourism Officer:
Iocatlon and schetiling  of program
decided b+ Tourism Training & ffan-
muer Needs Board.

Ffunds used twards  development of
huMn resource & job opportunity
inventories & strategies; supfmrt tc
local employment projects; comwnlty
economic enterprises prowding  ewitg
financing to business Which gleld
lower than normal rates of return
on investment; busine5s training &
support services to existing &
potential native business peapie;
youth entrepreneurship resources to
cover costs to develop & deliver
proJects for youth aged 17 to 30.

. .

.
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F, B.D,B. *CASE Counsel 1 ing Entrepreneurs *provision of buslnes5  support from
a pool of munse]lors assigned to
smcific  business to discuss
plans and provide an assessment
uith recomwndatlons,

Sources:
Programs and Services manual, 1987, Policy & planning Division, Dept.
of Econofilc  Development & Tourism
Grants and Loans, Jiine lq90, !iorthuest  Territories Culture and Communication
Booklet: ‘The Native Economic Development Program: Proposal Development 6uide’t
1984, DRIE-14-e3E
Asslsta~ce  to Business in Canada - ABC Federal/Provincial, FBDB, 1987

●
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flARKETING STRATEGY AND PLAN

Northern Frontier
Visitors Association

June 1, 1988

.



tlARKETING  PLAN

Northern Frontier Visitors  Association

MEDIA PLACEMENT

Objectives

- To develop an awareness of Northern Front

_ —- —-* c-.

page 5

er as a travel destination,

highlighting  the available products in the zone.

- To generate quality responses, so additional selling can be done via

the mailing of a response package, and via direct operator contact

since operators will be provided with respondents names per market

segment.

- To generate 1,500 responses, particularly in areas where product exists.

Explanation

In line with the Northern Frontier market segments, ads will be placed in

specific publications which match these markets. Placements will be in

both U.S. and Canadian publications and will be geared to reach some three

million plus primary readers. The ads will be set up so they can be used

as a banner format to encourage participation by zone operators. For

example, the fishing ad could run under a heading of “Share our Northern

Front ier  Fishing”  with general copy related to the zone. operators  Would be

able to buy in to the page, or half page, and in the event there were no

buy-ins, the ad could still work as a stand alone ad.



Suggested Nedia Plan.

Publ i ca t i ott

Field/S t ream

Outdoor Canada

Pe tersens

Cdn Geographic

Up here

Trave 1 /Le i sure

Alaska Milepost

Outside

Participation in
Explorers Guide, Cdn.
Airli~es Nag. e t c .

Ad Size*

Class/dis.

1/3 pg.

1/6 pg.

1/3 pg.

1/3 pg.

1/3 pg.

1/6 class

1/3 pg.

1/6 pg.

various

Sub total

Insertion Date

With T/A ad***

Fishing special

With T/A ad

Jan/Feb.

Travel special

Fishing Special

TA special

1989 edition

With T/A ad

as scheduled

U.S. exchange @ 32%

Color seps, other technical

TOTAL

. —a —-* c-.
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cost**

$ 1 , 9 0 0 .  U s .
2,85!3.

1,425. U.S.

2,900.

750.

750.

3,029. Us.

1,500. U*S.
2,300. U.S.

2,50!).

$18,995.

2,959.

2,000.

$23,954.

* Basically we have selected 1/3 page in Canadian magazines and 1/6 page

in U.S. magazines. All except class display will have options for

buy ins.

** Costs couJd vary s]ig]ltly, but would be kept within the total budget.

*** T/A indicates placement via the TravelArctic Ilarketing program.
+. In some cases we are attempting to match ads with editorial. Dates could

be adjusted to match editorial i f prior to Harch 31/89

NOTE : lledia selection could vary following the final tabulation of 88 results
and analysis of effectiveness of 88 placements.
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MARKETING AIDS

1. ZONE BROCHURE REPRINT

The zone brochure is part of the response package g

information on travel to the Northern Frontier zone

overview of the zone’s offerings and is intended to

to the

By the

copies

demand

area. Last year the zone printed 10,000 cop’

ven to people requesting

It provides a pictorial

lure people to travel

es of the brochure.

end of the season, the zone expects to have approximately  4,000

on hand, and will require an additional 5,000 to fill increasing

for this brochure.

Distribution

This brochure will be mailed as part of the response package to requests for

Northern Frontier travel information. As well, it will be made available to

operators in limited quantity for distribution at consumer shows in the south~

and at special events in the south. Copies will be included in conference kits

for out-of-town delegates visiting Yellowknife and will be made available at

information centres in the zone.

Cost Estimate

Estimated cost to

six photo changes
A total of $7,000

reprint 5,000 copies of the brochure, including approximately

and minor copy changes will be $8,000.
will be applied for under EDA.
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2. PRODUCT INFORMATION GUIDE REPRINT

Objectives

To have-a current listing of services, facilities, attractions, etc.

To encourage wider use of local services by visitors

- To improve the visitor’s experience in Northern Frontier Country

Explanation

In the past year the zone produced a 36-page product information guide,

which provided a block of copy for zone members, and a simple listing for

non members. In addition, the guide included general information on the

zone, and information on each comnunity  within the zone. Using the same

format, the zone plans to reprint the brochure, adding information on new

services, facilities. The sections on fishing and hunting will be reduced,

since they will appear in separate flyers.

Quantity

A total of 3,000 copies of the booklet will be printed.

Distribution

The distribution will be roughly divided in two, with about half the copies used

locally within the zone, and half the copies used in response to general

requests for information. Within the zone the booklet will be used in

conference packages, and will be distributed to visitors  who actually come

into the area.

Estimated Cost

The total cost to prepare and print this guide will be $6,800. Using the

co-operative approach, members will be asked to pay approximately $50 for

their listing in the Guide. This fee can be collected with membership fees...

listed under marketing options on the form. It is estimated that about

56 .operators/businesses  will select the buy-in option, to provide total

+ -industry revenue to this project of $2,8~~.  The funding  reqfrernent via

EDA will be $4,000.
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3. MISC. RESPONSE MATERIALS REPRINTS

Explanation

To expand the image of the Frontier, the zone used spec al mailing envelopes

and invitation cards to respond to requests for information. Additional

quantities of these materials will be required in the upcoming year.

Quantity

3,000 copies of both the invitation and the mailing envelope will be

required.

Cost Estimate

Reprint costs for the two items will be $1,900.
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4.0 NORTHERN FROIITIER  FISHING BOOKLET

Objectives

- To increase the number of guests using Northern Frontier fishing  facilities.

- To highlight the range of fishing experiences available in Northern

Frontier, from full  service lodges to housekeeping operations, to fishing

trip outfitters.

- To establish Northern Frontier as the fishing capital of North America.

Explanation

In the past, TravelArctic produced a fishing guide with listings of all lodges

across the Northwest Territories. In 1989 the fishing  guide will deal mainly

with fishing inithe Northwest Territories in general, but will not include

detailed information on each lodge. As the NWT zone with the most fishing

lodges, and fishing outfitters, this program is designed to increase the

capacity for all lodges, particularly the smaller lodges and day trip operators.

The booklet will follow a similar format to the product information guide, with

a general section on fishing in Northern Frontier and a detailed listing for

each fishing lodge/outfitter who wishes to be included. The booklet will be

approximately 24 pages plus cover.

Quantity

Print run will be 2,000 copies

Distribution

Copies will be sent in response to fishing information requests generated through

ads placed in fishing publications. As well, it will be distributed to

conference delegates, and will be available for visitors to the zone via inform-

ation centres. Itwill  also be made available to conference organizers who

wish to promote pre and post conference trips. Copies will also be sent to

major fishing clubs, as part of a direct mail information program.

~ Estimated Cost

The estimated cost of this fishing guide will be $4,500. Using the co-oP

or buy-in approach, it is estimated that at least 20 of the 30 operators will

participate in this booklet. At a cost of $50 per operator (approx.)  the

expected revenue will be $1,000. The amount applied for via EDA will

be $3,500. ‘“
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5.0 NORTHERN FRONTIER HUNTING FLYER

Objectives

-To increase the number of sports hunters coming to Northern Frontier zone.

-To highlight the Northern Frontier hunting experience, stressing the

barrenground caribou

-To assist in establishing Northern Frontier as the major North American

location for barrenground caribbu  hunting.

Explanation

Currently there are some 29!3 people who come to Northern Frontier each year

to hunt caribou (mainly) and to experience the barrenlands. Outfitters in

the area have the potential to double this number, and currently, with

approximately 400,000 caribou in the zone, there would be no threat to the

herds. As the major caribou hunting zone, Northern Frontier outfitters have

received limited assistance to promote their product in the past.

This booklet will highlight the challenge and the adventure of hunting

barrenland caribou, and will provide a detailed listing of the operators in

the zone, as well as all pertinent data re caribou hunting regulations, bag

limits, etc. This will be an W, x 11, three fold flyer, geared to the hunting

market.

Quantity

Printing quantity will be 1,000 copies.

Distribution

The flyer will be sent out in response to hunting reguests generated through

the ad program. It will also be mailed to a select listing of sports hunting

clubs/organizations and will be included in a media kit directed to hunting

publications.

Estimated Cost

- The estimated cost of this hunting flyer is $1,000. Using the buy-in approach>

it is expected that five operators will contribute $500 to the flyer. The amount

requested via EDA will be $500.

.,..
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6.0 EVENTS/ATTRACTIONS CALENDAR POSTER

Objective

To publicize the major events/attractions in the zone in a concise

calendar which can double as a poster.

- To encourage the use of major events as a packaging catalyst,

- To encourage more people from outside the zone, or outside the

conmwnity to attend Northern Frontier events.

- To display the range of Northern Frontier events. ..historical  , cultural

sports, etc.

- To serve a secondary purpose of supporting existing zone~products

by including some general

Explanation

This marketing item will have a

copy on the calendar

utilitarian purpose, as well as a promotional

purpose. The poster format will fold into an 8+ x 11 piece, suitable for

mailing and will highlight events such as Caribou Carnival, the Midnight Sun

Golf tournament, the Dene summer games etc. AS well it will contain a

collection of of other information which introduced zone products. For example

historical  dates (pouring of first gold brick, or Mackenzie passing thru Rae)

could be included. The poster will be done with illustrations, and will contain

other interesting information such as temperature highs/lows for a particular

month, amount of daylight per month, etc.

Quantity

Printing  quantity will be 3,000 copies

Distribution

Copies will be sent in response to requests for information regarding activities

in the zone. Also copies will be sent to tour wholesalers, travel agents in

nearby markets, and to organizers of major events. Copies will also be

distributed locally, as part of a tourism awareness program, and to develop

local interest in packaging some of the eventslattractions.

Estimated Cost

The estimated cost of this event will be $4950~0 Airlines and other companies

will be solicited for sponsorship. No funds are being requested from EDA

. .
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8.0 RETENTION SHEETS

Objective

- To encourage visitors to the area to stay longer, to spend more and to ~~

have a fuller experience in order to spread positive word-of-mouth

advertising when they return to their homes.

Explanation

Currently, there is only a limited number of package tours in place in

Northern Frontier zone. Although there is development work underway in

area, it is not likely man~ new products will be in place by the summer

this

of 89.
As an interim measure, and in line with likely local packages to be developed,

the zone plans to produce three inexpensive broadsheets, tied into the

frontier theme, which provide incentive for visitors to extend their stay,

or enjoy more of the offerings of Northern Frontier. One will be geared to the

aviation story of the zone, one will relate to the geology/rockhounding/mi ning

aspects of the zone, and one will deal with the culture/history and arts and

crafts of the zone. All will tie in closely with products where they exist

and will also work as “self-guides” to the area.

quantity

Printing quantity for each broadsheep would be 2,000 copies. This number

would satisfy one season’s needs, and would not be required once a private

operator packages some of the related experiences.

Distribution

Although some of these sheets would be used to fill specific information requests,

most would be distributed locally via conventions, information centres, hotels,

etc. Copies would also be made available to appropriate participants/sponsors.

Estimated Cost

The estimated cost for all three flyers would be !$6,000. AmdOr portion

-. of the expense would be the research and writing component. This program would

be operated on a CO-OP or sponsorship basis. For example the local airlines

could contribute, or purchase advertising space on the one on aviation history,

and the Chamber of Mines might sponsor the geology/mining flyer.

No funds are being sought through EDA for this project
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9.0 FCILDERS/SHELLS

Objectives

To professionally present the zone’s information package to the media

conference delegates, travel influencers, etc.

Explanation

In the sunnner of 1987 the Northern Frontier zone produced 2,000 folders/shells.

These were completed prior to the introduction of the zone theme, although

the logo is included. Quantities are running low, and additonal shells are

required for the upcoming year. The same design, color separations will be

used with only minor changes.

Quantity

Printing quantity will be 1,500

Distribution

The shells will be used for packaging media kits, information packages sent

to select publics, to conference delegates and for special presentations.

Estimated Cost

The complete cost of $3,000 is being applied for under EDA
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10.0 IMAGE BANK

Objective

- To develop a comprehensive collection of high quality photographs which

are representative of all products and areas in the zone.

- To have a photo collection which can be accessed by members.

Explanation

Currently, Northern Frontier has a limited number of slides available for

its own use or member use. Although the zone will be able to obtain some

photographs from the TravelArctic shoots being done in the summer of 88,

they will require additional slides to round out the collection. To obtain

these photos, the zone will firstly canvas its members, will attempt to

purchase photos locally, and then will have a photographer do a “fill-in”

shoot . Costs in this area would cover duplication of slides, as well as the

cost to hire a local photographer for a limited shoot. It would also cover

some image purchases.

Usage

Slides would be assembled and cataloged in a zone library, and would be used

in promotional materials. As well, the library would be open for members to

use when developing their own marketing materials.

Estimated Cost

$2000. Of this amount, $1,000 is being applied for under EDA.
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11.0 POSTCARD/TEASER PROGRAM

Objectives

- To encourage local residents to invite friends and relatives to

the zone.

Explanation

Most residents in Northern Frontier, who

have many friends and relatives who have

moved here from southern

indicated an interest in

Canada,

visiting

the zone “some day”. The postcard will be designed to help “close the

deal” and encourage these people to make the move and travel to Northern

Frontier zone. These postcards will be used as part of a larger program

designed to motivate locals to invite friends and relatives to Morthern

Frontier. They will be a colorful card, which can simply be sent out to

names provided to the zone office.

Quantity

1,500 cards will be printed.

Distribution

They will be sent to supplied names, generated via a local program to

encourage more visiting friends and relatives.

Estimated Cost

The estimated cost of producing the cards will be $?000.
$1,000 will be applied for under EDA.

I

.
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12.0 DISPLAY PANELS

Objectives

- To visually present the Northern Frontier zone to visitors  to the area,

thus encouraging part icipation in activities  offered.

- To highlight operators products in conjunction with the zone image

- To assist with tourism awareness in the zone, by making the display

unit available to communities, for public  areas.

Explanation

Northern Frontier currently owns the hardware and shipping case for an Instand

Display. It also has a number of individual  display panels, but these do

not tie in with the current theme, nor show the zone to best advantage.

The zone proposes purchasing a new set of panels for the existing hardware,

and incorporating its new theme, visual  image into these panels. The panels

would be designed in such a way, that interchangeability would be possible.

For example, two of the panels, may stress the Northern Frontier message,

while the other two are general visuals. These visuals could be changed to

fishing visuals (provided by a

approach makes it possible for

low cost.

!&9&

lodge operators) or hunting visuals. This

operators to tie in with the display at relatively

This could be used at conferences, could be set up in communities as part of

the tourism awareness program, could be used for special events in the south

and could be used by operators in conjunction

Estimted Cost

The cost to produce new panels for the approx

be approximately $3,000.

No funds are being sought

. .

with their own display materials.

mately 7’ x 10’ display would

under EDA for this project.

.
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MEDIA RELATIONS

Objective

The objective of the program will be to develop ongoing  contact with

appropriate media, and encourage the media to consider coverage of northern

Frontier products in their publications. It will be designed to tie in with

operators, encouraging articles on specific operators. Actual costs of any

media tours will not be considered in this program, since operators can obtain

funding via other EDA programs.

Explanation

During the course of the year, a series of eight different media kits will be

sent to appropriate media. Two of the kits will deal specifically with fishing,

one will deal with hunting, and the other five will deal more generally with

the products of the zone. An overall media mailing list will be developed and

will include contacts at U.S. and Canadian publications, newspaper travel editors

and other travel influencers.

quantity

Approximately 200 media kits will be sent out each mailing.

Distribution

Distribution  will be geared to the subject matter in the kits. For example,

a fishing media kit will naturally go to all the fishing magazines, outdoors

columnists at major newspapers, etc.

Estimated Costs

Much of the material for the kits will be drawn from existing materials produced

via other segments of the marketing program. The only additional item required

will be the actual release to be included in the package. As well, there will

be some costs for development of the mailing lists for the release.

Total estimated cost for this program will be $3~0~~.  Releea== (8 x $s~o)

will account for the major expenditure, while mailing list development will

-. account for $600 of the budget.

1

I

1

I

The total amount will be sought under the EDA program.

. .

i
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PUBLIC RELATIOIIS

Objective

To develop more awareness and interest in the development of tourism

potential in Northern Frontier, by providing ongoing information in various

forms to members and residents of the zone. To reach the southern market

on a more direct basis,  by arranging for members to make presentations in

southern locations, to select groups of people in conjunction with other

marketing activities.

Explanation

More emphasis will be placed on in-zone communications, with the production of

ongoing information packages to be distributed to all operators, municipal

councils, groups and organizations in the zone. Over the year altotal of six

information kits will be distributed. Each will deal with a different topic

(i.e. how to become involved in the zone marketing efforts, hospitality, etc)

For the southern market, a type of speaker’s bureau will be developed, and the

zone will arrange for members to speak to at least four groups during the

winter promotional season. These groups could include fishing clubs,

hunting organizations, travel writers luncheons, etc. The role of the zone

will be to arrange these speaking engagements, and supply required materials

for the member handling the assignment.

known participation at sportsmen shows,

The engagements will be scheduled with

promotional tours of operators.

Quantity

The information packages will be produced in quantities of 200, to be

distributed six times per year. A minimum of four engagements will be

established in one year.

Distribution

Information packages will be distributed to members, potential members, municipal

councils, bands, zone organizations.

costs

The costs will be mainly for the development of specific information pieces for

the information packages. This is estimated at $1800. (6 x $300) IN addition

there will be acost for support materials to be used by speakers. This will

involve visual materials, development of speaking notes, etc. This cost would be

about$1,000, Total estimated cost, $2800. All will be applied for under EDA
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NORTHERN FRONTIER VISITORS ASSOCIATION

Marketing Budget -

PROGRAM

1988/89

Applied for
under EDA

CONSUMER ADVERTISING $20,000

MARKETING AIDS

;:

::
5.
6.
7.
8.
9.

:;:
12.

Zone brochure reprint
Product guide reprint
Misc. respe materials reprint
Fishing guide
Hunting flyer
Events/attractions calendar
Driving guide
Retention sheets
Folders/shells
Image bank
Postcard/teaser
Display panels

111. MEDIA RELATIONS

IV. PUBLIC RELATIONS

Sub total

DELIVERY @ 17%

7,000.
4,000.
1,000.
3,500.

500.

3,000.
1,500.
1,000.

3,000.

2,800

$47,300.

8,041.

TOTAL $55,341.

Industry &
Other Contrib.

$4,000.

1,0000

2,800.
900.

1,000.
500.

4,500.
4,500.
6,00!3.

;00.
1,000.
3,0(-)0.

$29,700.

$29,7!)0.

- —=...—.* c-.
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Total
Budget

$24,000.

8,000.
6,800.
1,900.
4,500.
1,000.
4,500.
4,500.
6,000.
3,0(’)0.
2,000.
2,!)!)!-).
3,000.

3,000.

2,800.

$77,0!)0.

$85.041.

-.

. .
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Schedule of Contributions
to Marketing Programs

PROGRAM NFVA ContL

CONSUMER ADVG.

MARKETING AIDS

1. zone brochure
2. product guide
3. misc. response mat. $ 9;0.
4. fishing guide
5. hunting guide
6. events/attractions cal.
7. driving guide 1500.
8. retention sheets
9. folder/shells
10. image bank 500.
11. postcard/teaser 1000.
12. display panels

MEDIA RELATIONS

PUBLIC RELATIONS

TOTALS $3,900.

Ind. Cont.

$ 2,;00.

1,000.
500.

2,000.

6,000.

$12,300.

Other Cont.*

s 4,000.

1,000.

2,500.
3,000.

3,000.

$13,500.

Total Cont.

$ 4,000.

1,000.
2,800.

!300.
1,000.

500.
4,500.
4,500.
6,000.

5000
1,000.
3,000.

$29,700.

*. Other contributions could come from available TIA marketing funds under EDA,
direct access to funds from Dept. of Economic Development and Tourism, or
access to funds under other programs.
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Tourism Development Plan 1989
Appendix C-1

PRELIMINARY TOURISM DEVELOPMENT EVALUATION CRITERIA

To evaluate DEVELOPMENT OPPORTUNITIES and INDUSTRY SUPPORT
PROGRAMS available to the Northern Frontier, each opportunity and support
program should be considered in light of:

1. MARKETABILITY:
Competition, market targets (ie. Adventure Travel and General Touring), suitability to
tour packaging and compatibility with regional appeal/image (ie. ‘the Frontier Spirit’)

2. COSTS/FUNDING:
Developmental and operational costs, availability of support funds

3. PROFITABILITY:
The relationship between start-up costs, operational costs and eventual revenue
generation

4. COMMUNITY ISSUES:
Direct/indirect employment, social-cultural impact and, local participation and control

5. HUMAN RESOURCES:
Organizational structure and support, availability of skilled management and staff -
who will assume responsibility?

6. ACCESSIBILITY:
Climactic conditions, distance of resource, mode of transport

7. TIMING:
Ease of developing opportunity (ie. from scratch, through acquisition of existing
business)

8. ENVIRONMENTAL SENSITIVITY:
Impacts of development to the environment

9. RESOURCE ABUNDANCE:
Traditional use of resource, longevity of resource

10. LAND USE (CONFLICTS)
Prior land interests (ie. non-renewable resource industry, aboriginal groups),
inter-industry use conflicts (ie. consumptive/non-consumptive)

11. IMPACTS TO ECONOMY
Economic value of opportunity to the community economy, to the tourism sector in
Northern Frontier, and to the N.W.T.  tourism sector

-.
Mm
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REkLOFtiENI.~PP~RIWlIlES-------------.-----------SgUELE--_-------LfltiUUNlIY--------- HAEtiEI_5E5NEUI_-_---_COUtiENI__________

*Recpptive opprator -  centrally located tour
bmking agent for local and regional tour
products

*Gr~nd (lperators  - city based bu~inpsses

providing local tour and transportation
services

*Gambling Casino5 - legalize gambling and pckg.
with hotels and/or conference centre concept.

*convention Centre - Put Y.K. forward to
travel/trade 5how5 for convention planners
as Canada’s most unique conference centre.

*Convention Packaging - uith special event5
(ie. Caribou Carnival, Folk-on-the Rocks,  air
shou; with existing adventure travel product5
ie. fly-out 5port fishing! naturaii5t trips
vi5its to traditional community)

fzone pro~ct/Faci]ity  Diversification  - in
lieu of developing neu facilities& products
for new markets, build on established product
base and market awarene55 for new outdoor adv.
travel and specialty markets. Product pckging

Verbal Comm, Yellowknife
N.F.V.A.IG.N.W.T
& ind. operator

Verbal Comm. Yellowknife
zone operators

Legi51ative Yellowkn:
A55emb1g/O.
Nurrag & Assoc.

i5 another means of improving the level of service
for new outdoor adventure travel Products.

fNp~ Events  - create new events in the zone D.tfurray  & Zone
such as a northern air show which wouId act Assoc.
a5 travel generators both

UIT@

fe

Twin Pines YelIowknife
Feasibility/D.
Nurray & As50c.

D. Murray & Yellowknife
Associates

Lutra A550c./  Zone
IJ.flurray  &
A5SOC.

nto and within the

INDUSTRY SUPPORT OPPORTUNITIES

Primarily general
touringjsome  adv.
travel k bus.

General Touring

General Tour

Specialty

ng

Adventure Travel

Adventure Travel
Specialty
General Touring

competitive  b~ob-
ing agents in town

SomO businO~ws
exigt ie. Raven
Tours

Legal ramifications

Needs analysis @f
facility requirement

Few short duratinn ~
door adv. travel pr~
available in high &
shoulder seasons.
Professional cnnfer~
Planning available,

Some :one operatws
already offer a fr.c(
mix; requires  Iicw

*Boundary Creek -5ma11 day u5e area HW #3 Study Road System Ind. Touring/ Not implemented
Rubber Tire

2. h-wcaharnJrail

*Giant fline Site - roaduay Pull- Ingraham Trail Road Sy5tem Ind. Touring Status unknown

off and signage Study Y.K./Dettah Low/med. Priority

and proper level of
capi ta l izat ion

*Yellouknife River - boat launch/ Ingraham Trail Road Sy5tem Ind. Touring Statu5 unknown

parking expansion group camp! study Y.K./Dettah Med./high prioritY

signage & picnic upgrade
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INM15TRY  SUPPORT  oPPORTUNITIES

iNDU51EX.5UFffiEI-QfPQfi1UN111E5 -----SQUEtE---------LQUUUNJ1l------UAEKEI_SEGUENI_------OJUUEUlS---------

~prosperous Lake - new floating Ingraham  Trail Road System
dock/signage Study Y.K./Dettah

~~ig Hill Lake Trail - Signage Ingraham Trail Road Sg5tem
parking lot Study Y.i(./Dettah

Kpontoon Lake - 5iqnage,  new trails Ingraham Trail Road System
picnic 5ites

@relude Lake - Signage, boat
launch,  carnpgrwndt  day use,
shouer bldg. k Parking upgrade

*Pwder  Point - floating dock,
signaget upgrade to picnic site

Zcameron  Falls Trail - Signage,

trail upgrade, rest stop5

fCameron  Rapid5 ilridge - signagel
trail upgrade, picnic 5ites

ifneid Lake campground  - upgrade
picnic/beach & day u5e; new
playgd.!roadwag  intersection!
floating dock,  walk-in tent sites

*Tibbit Lake - upgrade to a minor
day u5e area

3. 5enecal-Zane

Xzone can~ Rates - i~ntlfy, and
develop

+Yellouknife  Visitor Centre-local
and regional info./interpretive
centre

*Main street  program  - revitalize
dountown core/co-op.  with local
merchants reflecting local heritage

fflain  Entrance R&, - l@5Caplng,
attractive use5 on adjoining land?
view & vista corridors? signage

fHerjtage  Identification/
Preservation Program

study Y.K./Dettah

[ngrahan  Trail Road System
Study Y.K./Dettah

Ingraham  Trail Road System
Study Y.K./Dettah

Ingraham  Trail Road System
study Y.K./Dettah

Ingraham  Trail Road System
study Y.K./Dettah

Ingrahan  Trail Road System
Study Y.K./Dettah

Ingraham Trail Road Sy5tem
Study Y.K./Dettah

Zone Capital Zone
RhdnStgclyRae

Zone Capital Yellowknife
Planning

Y.K. Chamber Yellouknife
of Commerce

Citgof Y.K. Yellowkn
General Plan

Heritage Yellowkn
Committee, Y.K.

fe

fe

Ind. Touring

Ind. Touring

Ind. Touring

Ind. Touring

Ind. Touring

Ind. Touring

Statu5 unknown
Medium priority

Status lunknown
Fled./high priority

Statu5 unknown
Hedium priority

Statu5 unknohm
High priority

Statu5 unknown
Ned./high  priority

Status unknown
fled./high priority

Ind. Touring Status unknown
high priority

Ind. Touring Statu5 unknmm
low/reed. priority

Ind. Touring Statu5 unknown
lo!dmed.  priority

Ind. Touring/ Status unknown
Adv. Travel

Ail Planning prote55
initiated

All (lrganizaticina]

Al

Al

planning begun

Signage component
in concept/5itin9
stage

Inventory complete

. .

.



INI?USTilY  5UPP0RT  OPP0RTUNITIE5

*Hikjng/Rike/Fitne55  Paths Y,K Community ‘iellowknife All Not implemented
tie in old and new town Services 5 yr.

Master Plan

~~oardwalks and Walking Trail Wate r f ron t  S tudy  Yellowknife  All
--.— i n  O l d  T o w n -

ZF]OdtplanQ  BaSe  - Serving fly-jn Zone Capital Yellowknife All
seasonal traffic! adjacent to Planning
airport at Kam Lake

Not implemented

Not implemented

 ..  . 
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APPENDIX C-2 DEVELOPMENT OPPORTUNITIES and SUPPORT PROGRAMS
(UNDER SEPARATE COVER)
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1. INTRODUCTION

1.1 WHY PREPARE A TOURISM DEVELOPMENT PLAN?

A tourism development plan focuses efforts and guides the growth of the tourism
sector for a defined period of time. From the perspective of operators and com-
munities, direct benefits of a tourism plan are in the support such documents
provide to specific business plans. Tourism development plans increase the
ability of operators and communities to access public and private support and to
attract investment. From the point of view of industry organizations and govern-
ments, a tourism plan is required to rationalize and guide public sector input into
tourism products, marketing, human resource development and operations.

Of the six (6) tourism zones in the N. W. T., four (4) have prepared tourism plans
and one (1) is currently developing a plan. The Northern Frontier Tourism Zone
and particularly the Board of Directors of the Northern Frontier Visitors’ Associa-
tion (NfWA), have been trying to undertake a zone tourism planning process for
the last three (3) years. However for one reason or another, the Northern Fron-
tier Tourism Zone has not been able to complete a tourism development plan. In
early 1988, the NFVA Board received EDA funding to prepare a zone tourism
development plan. Because short term tourism marketing and advertising plans
already exists for Northern Frontier through 1990 (“Three Year MarketinQ
strateav Plan and One Year Imdementation  Plan”, Briar International Business
Resources, July 1986, and “Jvlarketina  Strateav and Plan”, Outcrop, 1988), this
tourism planning process focuses and builds on those plans and focuses on
product development and industry support programming.

1.2 WHAT ISA TOURISM DEVELOPMENT PLAN?

The Northern Frontier Tourism Zone Tourism Strategy provides a plan which
describes the direction for tourism development throughout the zone for the next
five (5) years, 1989-1993. NFVA’S tourism development strategy is made up of
seven (7) components - tourism development plans for each of six (6) zone com-
munities (Dettah/Rainbow Valley, Lac La Martre, Rae/Edzo, Rae Lakes, Snowdrift
and Yellowknife)  and an overall strategy for the whole of the Northern Frontier
Tourism Zone. It is this latter document which integrates community plans with
the overall direction for the whole of the Northern Frontier Zone.

Each component of the Northern Frontier Tourism Zone Tourism Strategy is
designed to:
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● stimulate tourism related activity,

● encourage the participation of community residents,

● examine and minimize the negative effects of the tourism industry, and

● identify tourism development goals, objectives, business opportunities and
industry support programs.

The Yellowknife  Tourism Devel~ent Plan provides a blueprint for the industry
and serves as a guide for making tourism related decisions over the next five (5)
years. This planning document together with the overall Northern Frontier
Tourism Zone Strategy:

● increases Yellowk.nife’s awareness of the tourism industry and of other zone
products,

● examines the current tourism environment in and around Yellowknife,  deter-
mines what development opportunities and indust~ support programs could
occur in Yellowknife,

● analyzes constraints associated with future tourism activities and identifies
impacts to suggested development opportunities,

● articulates Yellowknife’s tourism development goal(s) and objectives for the
next 5 years,

● lists tourism priorities for the next five (5) years as well as the costs associated
with pursuing these,

● provides pre-feasibility assessments of the high priority tourism development
and,

● provides a step-by-step implementation plan to assist new and existing
operators.

1.3 THE TOURISM PIANNING  PROCESS

The tourism planning process involved research and compilation of existing infor-
mation, community and operator consultation/ discussion, community tourism
awareness ‘open houses’, and rigorous analysis of information and perceptions.

The planning team used a number of planning studies related directly and in-
directly to the Northern Frontier Zone’s tourism industry as background to the
planning process. Key planning documents include “/4 Product Developme~t
Plan for the Northern Frontier Zone” and “A Strateaic Marketina Plan for Tourism
For the Government of the Northwest Territorie~”  as well as others listed in Ap-
pendix D. Specific documents used as background to Yellowknife  plan were:

2
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“The Inaraham Trail Master Plan”. the “Yellowknife  Waterfront Development
-“ and the “Yellowknife General Plan (Draft 1988)”.

The tourism planning team established working relationships with the Yellowknife
Chamber of Commerce and the City of Yellowknife  and, maintained regular dis-
cussions with other interest groups and business people in the City. In prepara-
tion of this draft plan, the planning team facilitated a seminar at the Northern
Frontier Visitors’ Association AGM, attended meetings with the Chamber of
Commerce’s Tourism Committee, met with City of Yellowknife officials, hosted a
public planning workshop and, conducted a number of one to one discussions
within the City. The plan was reviewed to allow its content to be verified; goals
and objectives to be confirmed; and priorization of opportunities and programs
to take place. The development of an implementation plan completed the plan-
ning process.

Tourism planning is an ongoing process and should not terminate with this docu-
ment. Fluctuating market conditions and, growth and change within the City of
Yellowknife  necessitate that tourism planning be an ongoing industry function.
T%e City of Yellowknife’s representation on the Northern Frontier Visitors’ As-
sociation Board of Directors and active involvement by the Chamber of
Commerce’s Tourism Committee will in part ensure that indust~ development
and planning is an ongoing process.

1.4 THE SCOPE OF THE TOURISM PLAN

For economic reasons the scope of Northern Frontier’s tourism planning
process has been limited. The process built on existing tourism documentation
and plans. Nevertheless NFVA and the planning team have endeavored to
develop plans which are practical, realistic and, within the grasp of zone
operators and communities given the resources and organization available to
them. The planning team has attempted to reconcile the realities of the market
place with the needs and directions provided by zone residents. It is expected
that this approach together with the involvement of industry and community
leaders will result in the adoption of the seven (7) Northern Frontier tourism
plans.

Zone and community specific plans examine tourism business development op-
portunities and industry support programs in sufficient detail to allow for initial
decisions to be made. These plans also provide adequate detail to attract invest-
ment in the industry as pre-feasibility assessments have been done of priority
developments. This level of assessment is accurate to about 50% and should be
viewed as a guideline to revenues, expenses and profitability. Persons/groups in-
terested and responsible for implementation of the opportunities and programs

3
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identified in these plans are encouraged to pursue further or more specific busi-
ness planning and feasibility assessment prior to implementation.

The technical report (“Northern Frontier Zone Tourism Develo~ment Strate~
Technical Repo fill) supplements communi~  specific tourism plans and, provides

more detailed information on markets, resources and the overall zone tourism
development strategy for the next five (5) years. The zone strategy should be
used in concert with specific community plans.

2. TOURISM DEVELOPMENT CONSIDERATIONS FOR
YELLOWKNIFE

A range of considerations impact tourism development in Yellowknife  - market,
products/facilities, human resources, organizational capabilities, local percep-
tions and funding/ financing. This part of the report discusses these factors.

2.1 WHAT ARE THE MAJOR FACTORS AFFECTING TOURISM INDUSTRY
GROWTH IN YELLOWKNIFE?

This section summarizes inventory data presented in Appendix A and relevant
data from the “Northern Frontier 7one Tourism Deve opment Stra@y:  TecmI
,-”. Factual information and perceptions provided by residents of Yel-
Iowknife, local tourism operators and tourism related interest groups in the City
are also presented here.

i) Market

Yellowknife  is well connected to Northern Frontier, N. W. T., domestic Canadian
and North American markets. The City is easily accessed by air from both east-
ern and western Canada and by all-weather road from Alberta and British Colum-
bia. Improvements in and competitive pricing of air services from southern
Canada have substantially enhanced access to tourism markets in the eastern
and western seaboards of the United States.

As is discussed in more detail in the “Northern Frontier Zone Tourism Develop-
ment Str-v:  Technical  Repoti “, Yellowknife  receives about 50Y0 of all visitors
from outside the N.W.T.  The capital of the N.W.T.  and headquarters of the
Government of the N.W.T.,  Yellowknife  attracts: visitors attending conferences/
meetings; independent or general touring travelers; adventure travelers; and
N.W.T.  resident special occasion travelers. While visitors are attracted year-
round to the City, peak visitation is between June to August. Yellowknife is also
the major transportation “hub” in the Northwest Territories. As a major hub
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the majority of ‘pass through” territorial and regional travelers touch down on
there way to other regional and territorial business, community and tourist zone
destinations. Yellowknife  has distinction as a destination community, and per-
haps more importantly as a regional and territorial centre feeding other tourist
zones.

Yellowknife  offers peak season activities attractive to existing tourism market.
Some shoulder season activities such as dog sledging, canoeing and hiking are
beginning to develop in and around the City.

Many Yellowknife-based tourism operators expose their products to target
markets through print ads, print articles, brochures, ’fare tours’ and, con-
sumer/travel shows. In Yellowknife  four (4) travel agencies, an in-bound tour
agency, and at least three (3) conference organization/planning businesses en-
hance the ability of local operators to sell their tourism products.

Tourism information services within the City are available on a seasonal basis
(June 16-Sept.1) by the Yellowknife  Chamber of Commerce. These services are
provided under a contractual agreement with the City of Yellowknife.  Northern
Frontier Visitors’ Association provides information on all zone tourism products
including those found in Yellowknife,  on a year-round basis.

Data on visitation to Yellowknife  in the past is poor. As discussed in the “w
them Frontier Zone Tourism Development StrateQV: Tehcnical Re~o rt” informa-
tion available and current industry perceptions indicate that visitation ii on the in-
crease. Slow steady industry growth can be expected for the foreseeable future.
Growth in Yellowknife’s tourism industry can be attributed to a number of fac-
tors, the most pertinent of which is more focused product promotion, more con-
sistent zone theming and, improved product packaging. At the same time
however, access to markets is hampered by inadequate local information and
orientation services; poor overall promotion of the City of Yellowknife  as a des-
tination; weak linkages between the City of Yellowknife  and the Northern Frontier
Zone; and at times, inconsistent quality of services and/or poorly packaged
products.

ii) Product and Facility

Yellowknife’s tourism products are supported by well developed transportation
setvices,  good municipal/public infrastructure and, diverse retail, food and ac-
commodation establishments. A growing population base, expanding commer-
cial activity and a lengthy history in the tourism industry enables the City to ac-
tively compete in the tourism marketplace and attract a large share of visitors.

5
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Yellowknife  is well situated to access the cultural/historical and natural resources
of Great Slave Lake and, the smaller rivers, streams and lakes along the ln-
graham Trail  and those along Highway #3. Yellowknife’s access to these resour-
ces is by all-weather road, water and/or float/ski plane. Ongoing upgrading of
the Ingraham  Trail, the creation of temporary marina facilities  in Yellowknife’s Old
Town and, Yellowknife’s  $8.5 million airport expansion project further improve ac-
cess to area resources. me City’s  Old Town is home to most of Yellowknife’s
seven (7) charter aircraft companies. Float and ski planes with capacities of 2 to
17 people are available throughout the year, except for a brief period during fall
freeze-up and spring break- up. Yellowknife  has a long history of being the “jump-
off point” for hunting, fishing and canoeing experiences in the hinterland.

As described in Appendix A, 13 lodges with a total bed capacity of 178 operate
from a Yellowknife base. These lodges offer sport fishing, sport hunting,
naturalist/historical tours, dog sledging, skiing, hiking and rock hounding ac-
tivities. The operating season for many of these lodges falls between June and
September. Six (6) Class B Hunting Outfitters also work from a Yeilowknife  base.
These outfitters conduct caribou spor& hunts near the eastern boundaries of the
Northern Frontier Zone. Only one (1) lodge accessed by road from Yellowknife
operates year round. Three (3) of the lodges accessible from Yellowknife  offer
conference facilities. Within Yellowknife  itself, four (4) of the six (6) commercial
hotels/motels offer convention/conference facilities. The six (6) Yellowknife  ac-
commodation establishments have a capacity of 800 and a further 90 beds are
expected to be available in 1989. Yellowknife  also offers the finest array of eating
and drinking establishment north of 60.27 year-round eating establishments
provide Dene/lnuit, Italian, Ukrainian, Chinese and Euro-Canadian cuisine and,
have a total seating capacity of over 1720.17 licensed beverage establishments
within the City can seat over 1800 patrons.

Yellowknife-based tourism operators offer a range of general touring and adven-
ture opportunities. Lake cruises and sightseeing day trips are available on Yel-
Iowknife Bay, North Arm and East Arm areas of Great Slave Lake. Short duration
city tours and mine tours are also available. Extended stay trips can also be ar-
ranged with local outfitters and can include sailing, white water rafting and other
wilderness adventures. Two (2) outfitters provide year-round naturalist viewing
opportunities and dog sledging expeditions during the winter. There are currently
no outfitters in the City offering short duration or extended guided treking/hiking
activities.

Yellowknife  is the staging point for and, is included in a number of package
tours. Package tours range from naturalist activities to canoeing to sailing expedi-
tions to dog sledging. Bus tours (see “Northern Frontier Zone Tourism Develom
ment Stra@y: Technical Report“) originating in southern Canadian cities also fre-

6
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quent Yellowknife.  In the summer of 1988, local operators estimated that some
25 tour buses visited the City.

Commercial tourism establishments are supported by good public infrastructure.
Fred Henne Park located at Long Lake has 92 camping/picnic sites. There are
also nine (9) municipal parks and playgrounds. The City boasts a number of
baseball diamonds, cross country ski trails, a Ski Club, two (2) hockey/skating
arenas, a new eight (8) sheet curling rink, a new 25 m competition swimming
pool, a Territorial museum and an arts and culture centre. A 1989 proposal has
been submitted by the City of Yellowknife  to the Economic Development Agree-
ment for trail development around Frame Lake. These facilities enable Yel-
Iowknife to attract national and territorial sporting events, theatre groups and ex-
hibits.

iii) Human Resources and Local Organization

1986 Census data reports a Yellowknife  population of 11,753 and a Iabour force
of 7,485. In 1986, Yellowknife’s  labour force participated at a rate of 87Y0. Un-
employment in that same year was 5Y0, the lowest in the N.W.T.  Unemployment
rates in the City have generally remained at 4-55K0 since 1981. The Iabour  force
has grown by 24% since the 1981 Census and by 15% since a G. N.W.T.  1984
Iabour force suwey. Of the total Yellowknife  Iabour force in 1986, about 27Y0
were employed in government services compared to 6Y0 in accommodation,
food and beverage sewices. The average family income in Yellowknife in 1986
was $52,680. with average individual income for the population 15 years of age
and over at $26,184.

“News/North” reports (March 7/88) that 1016 businesses operated in the City in
1987, up by about 12Y0 over 1986. In excess of 300 Yellowknife businesses are
members of the Yellowknife  Chamber of Commerce. The Chamber maintains a
Tourism Committee to address needs of that sector. Many of Yellowknife’s
tourism businesses are members of the Northern Frontier Visitors’ Association.
The City of Yellowknife  is represented in the Chamber and NFVA.

A variety of non-profit and not-for profit agencies operate in the City. Many of the
social action groups are members of the Storefront for Voluntary Agencies. Cul-
tural, arts/crafts and historical societies are numerous and extremely active
within the City. For example, the Old Stope Association is organized to maintain
and promote the cultural heritage of the City’s Old Town. That Association does
that through the operation of the Wild Cat Cafej a seasonal eatery located in one
of Yellowknife’s oldest buildings. The Wild Cat Cafe is a popular tourist attrac-
tion. Another cultural organization The Society for the Encouragement of Nor-
thern Talentj sponsors the annual Folk on the Rocks music festival which fea-

7
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tures northern musicians. The Northern Arts and Cultural Society operates the
Northern ARs and Cultural Centre and promotes both northern and southern
Canadian drama and music productions.

The City also has a number of sporting associations some of which are affiliated
with territorial and national organizations. These organizations sponsor hockey
tournaments, baseball/slopitch tournaments, and curling bonspiels.

2.2 THE OUTSTANDING FEATURES OF THE LAND AND PEOPLE
AFFECTING TOURISM DEVELOPMENT IN YELLOWKNIFE

This section integrates resource inventories and market information and, high-
lights tourism activities in and around the City of Yellowknife.

i) Viewing

Yellowknife  has access to a number of cultural/historic sites located on Great
Slave Lake. Many of these sites are significance to the early history of Yei-
Iowknife and nearby communities and/or, to the Dene.  Popular sites in close
proximity to Yeiiowknife  are: Chief Akaitcho’s burial spot, Burwash,  Gros Cap,
Old Fort Providence, the old Mink Farm and, the Wool Bay fish plant. The
Dene/Metis  Negotiating Secretariat has identified many other historic sites
through its land selection process and the G. N.W.T.  has expressed interest in
working with local groups to develop these sites. While, five (5) Yellowknife
operators offer bus or boat tours in the area, a guided historic tour focusing on
Great Slave Lake’s local points of interest is not available.

As identified in the City’s resource inventory (see Appendix A), the ingraham
Trail provides visitors with exposure to the typical landscapes of Northern Fron-
tier country. Within the City of Yellowknife,  many viewing opportunities exist
which reflect modern and past lifestyles in the capital. Some of these include fron-
tier and contemporary architecture throughout the City, displays of the N. W.T.’S
rich history at the Prince of Wales Northern Heritage Centre, a fine collection of
inuit carvings at the N.W.T.  Courthouse and, the City’s attractive recreation com-
plexes. A 1985 inventory of Yellowknife’s historic buildings provides direction to
the City of Yeliowknife’s  Heritage Committee for the preservation of historic build-
ings.

Bush Pilot’s Monument located in the City’s Old Town offers tremendous views
of Yellowknife  and Great Slave Lake. Similarly, the rock outcropping and the
natural/recreation areas in the downtown core and Old Town areas provide ex-
cellent viewing opportunities. In 1988, the City of Yellowknife  and the Yeliowknife
Chamber of Commerce launched a three (3) year Mainstreet Program designed

8
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to improve Franklin Avenue from Mildred Hall School to the Bush Pilot’s Monu-
ment site in the City’s Old Town. The program will enhance the physical ap-
pearance of the downtown area, work toward the preservation of historic sites
and, design a promotion strategy for the downtown area. Specific components
of the program may include: signage,  public improvements, window displays,
main street designs, marketing and, maintenance and repair.

Within the City, viewing opportunities are somewhat hampered by an incomplete
trail system linking local points of interest and/or natural features. A City-wide
General Planning process, a Community Services Master Plan planning process,
1989 proposal for trail development around Frame Lake, and an expansion
project proposed by the Yellowknife  Ski Club are however seeking to come to
terms with these deficiencies. While operators provide access to viewing oppor-
tunities on Great Slave Lake, the absence of a permanent staging point (ie. a
marina) is a major constraint to the development of these opportunities. A Yel-
Iowknife destination and amenity signage project is about to be implemented. im-
proved signage will enhance self guided touring. Finally, local operators cite
poor road conditions in and around Yellowknife  as also negatively impacting tour-
ing activities.

ii) Fishing

Yellowknife  serves the sport fisherman seeking an exceptional and uniquely
northern fishing experience. The City is the staging point for 13 lodges which
offer both full and partial service. Located throughout the zone on Great Slave
Lake, Great Bear Lake, on smaller lakes and rivers and, near the barrenlands,
these lodges offer angling opportunities for trophy lake trout, northern pike,
Arctic grayling, walleye and whitefish. The natural backdrop of these operations
provides exposure to the landscapes of the Northern Frontier zone. Access to
most of these operations is by air.

Yellowknife  has direct access to Great Slave Lake’s rich fish resources - lake
trout, northern pike, Arctic grayling,  walleye (pickerel) and whitefish. While com-
mercial fishing occurs in most locations on the lake, it is prohibited in Yellowknife
Bay, the North Arm and the East Arm areas. Commercial use restrictions mini-
mize conflicts with sport and domestic fisheries. As tourism activities expand to
include the Wool Bay fish plant, there are both opportunities and constraints
which must be considered for both the commercial and sport fisheries.

There are 2 Yellowknife based operators offering day or extended trips on Great
Slave Lake to areas. These operators provide Arctic grayling, lake trout and
notihern  pike fishing opportunities.

9
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Self guided fishing opportunities available to visitors traveling by road or foot,
are limited. Fish stocks in lakes and streams accessible from the lngraham Trail
or from Hwy. #3 (between Rae and Yellowknife)  have been diminished by local
harvesting. Lake trout, northern pike, whitefish and pickerel can however be
caught in Prelude, Prosperous, Reid and Tibbett Lakes. These lakes are ad-
jacent to the Ingraham Trail.

iii) Hunting

Six (6) Class B hunting outfitters conducting caribou sport hunts near the east-
ern boundaries of the Northern Frontier Zone, use Yellowknife as a base. The
Bathurst  caribou herd is the resource for these operations. A sport hunting
quota has been established for the Bathurst  herd and was distributed in 1987/88
among six (6) Class B hunting outfitters in the Northern Frontier Tourism Zone.

iv) Adventure Travel

Many of the zone’s outdoor adventure activities can be accessed from Yel-
Iowknife.  Six (6) self guided hiking opportunities exist around Yellowknife.  The
Long Lake trail begins at the north end of Long Lake beach. This two (2) mile
hike and the one (1) mile Martin Trail off the Vee Lake Road take the adventurer
through several old prospectors camps and is of interest to rock hounds. The
two (2) mile Bighill Trail at the southeast end of Madeline Lake on the Ingraham
Trail offers an excellent view of the Yellowknife  skyline while the two (2) Cameron
Falls trails take the hiker to a 50 foot and a 25 foot waterfall. A short trail also ex-
ists at Reid Lake. The Northern Frontier Visitors’ Association has in the past of-
fered a guided walking tour in the Prelude Lake area.

The myriad of lakes and rivers in the Yellowknife  area offer a number of pos-
sibilities for short or long duration self guided canoe trips. Hidden Lake which of-
fers good canoeing, fishing and opportunities to visit two (2) abandoned gold
mines and the upper Cameron River which takes the canoeist through Tibbett,
Terry and Reid Lake, are just two of these opportunities. Two outfitters based in
Yeilowknife  offer week-end and extended stay canoe expeditions in various loca-
tions throughout the Northern Frontier Zone. Many canoeists traveling in the
zone tend however to choose self guided adventures.

Like the South Seas, adventure travelers to Yellowknife  can travel the North
Seas by participating in a sailboat flotilla to the East Arm of Great Slave Lake for
seven days. 26 to 50 foot yachts are also available for charter for self guided sail-
ing trips. This is a relatively new tourism product and is still in the product testing
phase.
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Yellowknife  provides access to naturalist lodges on the Arctic Coast, Great Slave
Lake and the Mackenzie Mountains. The City also affords access to lodges
which offer birdwatching and bison/wildlife viewing.

The area surrounding Yellowknife  is resource rich with bird and plant life typical
of the Precambrian Shield. Bald eagles, ducks, geese, and raptors occupy many
of the sub-islands at the mouth of Yellowknife  Bay. One set of islands the West
Mirage Islands, is a designated IBP site and is a favourite among adventure
travelers. Natural marshlands within the City attract over 100 species of birds.

v) Special Events

Yellowknife  annually hosts a number of special events. Sporting events such as
baseball and hockey tournaments, curling bonspiels and, Yellowknife’s Midnight
Golf Tournament bring visitors from across Canada. In 1990, Yellowknife  will
host the Arctic Winter Games which will bring visitors from Alaska, Yukon and
Northern Alberta and Quebec to the City. The Canadian Championship Dog
Derby held in March to coincide with Caribou Carnival and, the Folk on the
Rocks summer music festival are also an attraction for special interest groups
throughout Canada and the United States.

2.3 YELLOWKNIFE’S  TOURISM FACILITIES, PRODUCTS AND
CAPABILITIES

This section examines Yellowknife’s overall capability to support and deliver
tourism products. Community and Northern Frontier Zone tourism operations,
features and infrastructure are located on the community map figure 1 and the
Northern Frontier Map figure 2. (see Appendix A-1)

i) Products and Tourism Facilities

Yellowknife  offers the best commercial and public infrastructure of any
municipality in the N.W.T.  The City provides a diversity of food, accommodation,
beverage, and transportation services and, access to a full range of tourism ser-
vices/products. While recognizing the strengths of the Yellowknife’s tourism
products and facilities, maximum utilization of them is often hampered by a lack
of co-ordination, co-operation and sharing of information. Efforts are however
being made to address current weaknesses. These efforts and recurring
problems are summarized here.

11
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Accommodation Facilities:

Scheduling of (government/industry) conferences during the peak tourism
season creates unnecessary competition for rooms for 2-3 months of the year.

Camp site leases to local residents at Fred Henne and Prelude Lake
campground removes up to 1/3 of available camping/picnic sites for use by
tourists.

Food/Beverage  Services:

Closure of some local eating establishments for the July 1st and August 1st
holiday has in the past negatively impacted the tourism industry.

High staff turn-over in the food and beverage sector has had some impact to the
quality service available to the traveling public.

Tourism Related Events, Services/Products:

Inappropriate scheduling among ground operators and local tour groups has
diminished the growth potential of these businesses.

While excellent attractions, special events such as Caribou Carnival, Folk on the
Rocks and northern sporting events are often poorly co-ordinated  and pack-
aged. Few special packages are presented for these occasions.

Information Services:

The Yellowknife Chamber of Commerce provides tourism information services
for the City on a seasonal basis. The Northern Frontier Visitors Association
provides information year-round on the whole of the Zone including Yellowknife.
The Travel Industry Association and G. N. W.T.’S Travel Arctic is an information
source for all N.W.T.  tourism zones.

Seasonal city and year-round zone information services are provided from two
separate storefront locations. N.W.T.  tourism zone information services are not
available tom a storefront operation. To improve information services and co-or-
dination, the NFVA and the Yellowknife  Chamber of Commerce commissioned a
pre-feasibility assessment of a visitors’ centre.  The proposed centre would be lo-
cated in Yellowknife and serve this community as well as other NoRhern Frontier
zone communities/operators.

12
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A Yellowknife  destination and amenity signage study was completed in 1988. Ap-
plication for funding to EDA will be made for the erection of these signs
throughout the City.

Public Infrastructure:

It is expected that the Yellowknife  signage program will significantly improve ac-
cess to and use of City parks, recreation areas, natural open space areas and
public facilities, The Mainstreet  Program will enhance the physical appearance of
the downtown and Old Town public and commercial facilities. Co-ordinating
image and theming and, maintaining the physical attractiveness and cleanliness
of public use areas are issues which could be addressed through that Program.

The development of the Yellowknife  Community Services Recreation Master Plan
is underway and should be completed by early ’89. This plan will consider such
proposals as: a Northern Botanical Garden, the expansion of the Yellowknife  Ski
Club as a year-round recreation facility, the development of walking and bicycle
trails, and improvements/new indoor facilities such as a libra~.  These develop-
ments can have positive implications to the City’s tourism industry.

A need has also been identified to better reflect the economic history of the com-
munity. To this end, there is some interest in the development of a mining
museum/orientation centre within the City.

Lack of permanent facilities permitting ease of access to Great Slave and accom-
modating commercial water-based operations remains a deficiency in
Yellowknife’s public and commercial infrastructure.

Yellowknife  promotes itself as the City “Where Yesterday Rubs Shoulders with
Tomorrow”. The Mainstreet  Program involving the City of Yellowknife and the Yel-
Iowknife Chamber of Commerce, continued effort by the City of Yellowknife’s
Heritage Committee to preserve and restore historic sites and, linkages with the
Northern Frontier Visitors’ Association promotional campaign (“Share the Fron-
tier Spirit”) should enhance this image. These initiatives are also expected to im-
prove the overall co-ordination of tourism developments among the City, the
Chamber and the Northern Frontier Visitors Association.

ii) Human Resource Capabilities

A generally well educated populace, a healthy economy, high cost of living and
high employment creates an environment in Yellowknife  of substantial competi-
tion for both skilled and unskilled Iabour. Competition for Iabour is heightened by
benefits offered by the public sector and government or private corporations.
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Those businesses which offer seasonal employment, lower rates of pay and may
not have a high industry profile have a particularly difficult time competing for
and retaining human resources. Yellowknife’s hospitality and tourism businesses
certainly find themselves in this situation.

Operators and funding agencies alike are concerned with high turn over rates
among tourism personnel and the lack of success of industry training efforts. In
Yellowknife,  managers of food and accommodation establishments report that
turn over can be as high as 200-300Y0  annually. Efforts to train on the job and in
institutional settings meet with a slightly higher level of success. It is noted
however that actual turn over rates and the impact of training are not known as a
human resource data base of industry personnel in the City or in the Northern
Frontier does not exist.

In southern Canada, elderly and youth populations have provided a solution to
Iabour shortages. In Yellowknife,  only 12Y0 of the population over 15 years of
age in 1986 were not in the labour force. Persons not in the Iabour force in-
cluded pensioners, students, housewives, and the infirmed. Nonetheless, many
tourism operators depend on local students, non-resident students coming north
for a summer experience and family members to meet their Iabour needs.
Depending on a transient Iabour force has negative impacts for the City’s
tourism industry as it is not always possible to develop and retain a skilled staff
complement.

2.4 HOW DOES YELLOWKNIFE  FEEL ABOUT TOURISM?

The Yellowknife  Chamber of Commerce maintains a Tourism and Hospitality
Committee. This Committee is mandated:

● to promote and develop tourism, conventions, events and facilities;

● to co-ordinate the operation of the Visitors’ Information cabin; and

● to review, develop and maintain tourism information services and brochure
information.

The City of Yellowknife has adopted a number of policies respecting the develop-
ment of tourism within the city. These policies are:

● a) the development of tourism and its support facilities be encouraged within
the City and that all promotion of the tourist industry be assisted by whatever
means are available;

● b) the City appoint a member to actively represent the City of Yellowknife
on the Northern Frontier Visitors’ Association and the Chamber of Com-
merce Tourism Committee;
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● c) considering means to develop tourism initiatives in consultation with the
Chamber and NFVA; and

● d) consulting with the G. N.W.T. (Dept. of Economic Development &
Tourism) in promoting Yellowknife  as a capital city.

The City of Yellowknife’s commitment to tourism is discussed in its 1988 Draft
General Plan which proposes to:

● a) develop a strategy that focuses on the delivery and management of tourist
programs and facilities within and around the City; and

● b) develop a comprehensive policy for historical and heritage preservation
within the City.

While the Main Street Program is new, the business community widely supports
this project. A basis of support is in its potential for enhancing the tourism in-
dustry.

Tourism operators in the community are optimistic about the future of the in-
dustry. At the same time, local operators clearly articulate indust~ needs:

● more products;

● better packaging of existing products;

● better positioning of products in the market place; and/or

● better information on existing products/services.

2.5 WHO SHOULD VISIT YELLOWKNIFE?

The resources, products and activities in and around Yeliowknife can attract a
range of visitors. An analysis of special tourism markets is discussed in more
detail in the “Northern Frontier Zone Tourism Develoc)ment  Strateav : Technical
-“.

The Northern Frontier’s three (3) year marketing strategy targets potential
growth in travel markets. Target markets identified for Yellowknife are: 1) General
Touring, 2) Outdoor/Adventure and, 3) Business/conference/meeting travelers.

The General Touring traveller  arrives on a packaged tour (ie. bus tour) or travels
independently (ie. in their own vehicle). Most general touring travelers arriving in
the Northern Frontier Zone spend time in or pass through Yellowknife.  These
travelers are interested in camping, sightseeing, sport fishing, shopping and
viewing historical sites. Many are visiting friends and relatives.
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Compared to other travelers, general touring travelers have traditionally not
been ‘big spenders’ yet they still seek an unique, travel experience. Volume, at-
tention to packaging and, diverse product offerings and attractions will improve
spending patterns among these travelers.

The Outdoor/Adventure traveller  is attracted to the Northern Frontier Zone for its
sport fishing, sport hunting, naturalist/viewing activities, hiking, backpacking,
boat trips and dog sledding opportunities. Yellowknife  has access to the resour-
ces necessary to attract the outdoor/adventure traveller.  Growth potential has
been identified (see Northern Frontier Zone Tourism Development Strate~
me Str~) among those outdoor/adventure travelers attracted to
water and naturalist activities. Yellowknife’s proximity to and/or ability to access
Great Slave Lake, Great Bear Lake and a host of other fresh waters certainly
enables the City to attract these particular outdoor/adventure travelers.

With the headquarters of the Territorial Government located in Yellowknife,  the
City continues to attract business/ conference/meeting travelers year round. Ac-
tivities attractive to conference and meeting goers are those which can be co-or-
dinated within the schedule of pre-arranged  meetings/conferences. Through in-
novative packaging and pricing, many Yellowknife  operators have demonstrated
an ability to attract and retain these travelers.

2.6 WHAT KIND OF RESOURCE AND FINANCIAL ASSISTANCE IS
AVAILABLE TODAY AND FOR THE NEXT FIVE YEARS?

The “NO rthern Frontier Zone Tourism Develo~ment  Strate~
.EIQG!QH”  and Appendix A-2 of this report provide a comprehensive listing of public
and private sector programs and resources available to support the develop-
ment of tourism in Yellowknife.  It is noted however that funding sources identified
in Appendix A-2 are subject to change pending client demand and changes in
the political environment. In particular, EDA and SARDA funding should be
viewed as short term programs.

Assistance available to Yellowknife’s  tourism industry is substantial and is ex-
pected to remain strong for the next five years. Assistance is available for:

-Market Development
-Product and Facility Development
-Business Development
-Human Resource Development
-Overall Tourism Industry Support & Development.
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Access to funding, organizational and human resource support is contingent on
a number of factors. In particular, a management ‘track record’, commitment
and sound planning are essential to accessing financial resource support.

Yellowknife  operators and interest groups are required to stay abreast of chan-
ges in funding programs. ITis can be achieved through establishing good work-
ing relationships with the Dept. of Economic Development & Tourism’s North
Slave Regional office, through consistent participation in the Northern Frontier
Tourism Association and, through ongoing communications and tourism
development planning at the community level. Yellowknife  operators can also
take advantage of co-operative advertising with other zone operators to maxi-
mize their marketing monies.

2.7 WHAT WILL BE REQUIRED TO DEVELOP AND MAINTAIN A STRONG
TOURISM INDUSTRY IN YELLOWKNIFE?

Yellowknife  has a lengthy history in the tourism industry. Many of the operators
working within or from the City have many years of experience in the industry
and can offer tremendous insights and support to their peers. This tourism plan-
ning process afforded the opportunity for that kind of sharing to occur. Continu-
ing this co-operation, communication and commitment is vital to the overall
health of the industry and to Yellowknife’s future in it.

Yellowknife  boasts a multitude of organizations with a tourism related interest.
The City also supports a fine array of public infrastructure. While policies exist
which allow these organizations and infrastructure to contribute to the growth of
the tourism industry, policy implementation often occurs in isolation. In keeping
with the need for more co-operation and communication, the City of Yellowknife
and the Chamber of Commerce will be required to ensure compatibility and in-
tegration of this tourism plan with other planning processes which occur in the
City.

Like other communities in the zone, Yellowknife  faces a minor crisis in securing
skilled human resources. Certainly, operators in the City have employed some
unique approaches to resolve staffing problems but skill/labour shortages
remain. Therefore, a third requirement for Yellowknife’s tourism industry is to in-
crease respect for, commitment to and participation in the sector. Participation in
the industry will increase if tourism is perceived as interesting and rewarding. To
stimulate interest, Yellowknife  operators in conjunction with the Northern Frontier
Visitors’ Association can take steps to increase understanding and involvement
in the industry. To increase rewards, a more global effort is required to elevate
the profile of industry professions and equity in wages and benefits (ie. with
other northern industries).
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3. YELLOWKNIFE’S  TOURISM DEVELOPMENT PLAN

The Yellowknife  Tourism Development Plan for 1989-1993 responds to markets,
resources and, the concerns/needs of local operators, residents, the City of Yel-
Iowknife and Chamber of Commerce members. This plan reflects the overall
framework for tourism development in the Northern Frontier. On this latter point
and as discussed in the “Northern Frontier Zone Tourism Develo~ment Strate~
Tec hnical ReDofl “, the Yellowknife  Tourism Development Plan seeks integration
of the City’s theme “Where Yesterday Rubs Shoulders with Tomorrow”; Northern
Frontier’s theme “Share the Frontier Spirit”; and the natural theming of the Fron-
tier Capital. Finally, the Yellowknife  Tourism Development Plan recognizes the ter-
ritorial tourism development theme of “Within Reach Yet Beyond Belief”.

The Yellowknife  Tourism Development Plan identifies:

● goals and objectives;

● business opportunities;

● development programs;

● costs, benefits and impacts of opportunities and programs; and

● implementation program.

3.1 TOURISM DEVELOPMENT GOALS AND OBJECTIVES

The overall goal of tourism development in Yeilowknife  as articulated by local
operators, residents and interest groups during the planning process is “estab-
lishment of Yellowknife as a desirable, attractive and vibrant tourism des-
tination.”

● To achieve this goal, Yellowknife residents, operators and interest groups
identified the following tourism industry objectives for the next five (5) years:

● To improve co-operation, communications, and commitment among local
tourism operators and ancillary service groups;

● To improve product packaging through developing a wider range of distinc-
tive yet compatible tour/ground package components and a stronger distribu-
tion network to the consumer.

● To improve product information services and the co-ordination of events and
attractions; and

● To improve the quality/quantity of services and activities provided by local
tourism operators.
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Yellowknife’s  tourism objectives and thus, the overall goal of tourism develop-
ment in the City will be achieved by pursuing a range of development oppor-
tunities and programs.

3.2 TOURISM DEVELOPMENT OPPORTUNITIES AND PROGRAMS

During the planning process a number of tourism development opportunities
and industry support programs were identified and discussed with Yellowknife
tourism operators and interest groups. Opportunities identified in previous
studies were used as a basis for discussion. A list of these opportunities is at-
tached in Appendix C-1. As a guideline for discussion, preliminary criteria for
evaluating these opportunities and programs (also see Appendix C-1) were also
used.

The following tourism development opportunities and programs were discussed
with Yellowknife  operators and interest groups.

Attractionsmours/Events

*Camping and Fly-out Fishing
-1-2 day minimum distance to outfitted/spike camps

*Local Tours
-Escorted Walk-Abouts/Treks,
-Escorted Scheduled and Charter Community Sightseeing Tours,
-Escorted and Scheduled Yellowknife  Bay Sightseeing Boat Tours,
-Guided Great Slave Lake Boat Tours,
-Shopping and Strolling in Yellowknife

*Share the Frontier Spirit Summer and Shoulder Season Drama/Music Festival
-Including “Folk-on-the-Rocks, Northern Arts Cultural Centre Summer Theatre
Program, Native Theatre/Music Program, Northern Film Festival

*Events To Coincide with Selected Markets
-Local hotels, volunteer agencies and/or business co-sponsor events including
dinner theatre,  dinner art shows, northern cuisine nights, northern frontier nights,
gala evenings of northern entertainment/dancing/casino gambling

*Midnight Sun International Slopitch/Hockey  Tournament packages

-Hockey, Slopitch,  Golf

*High and Shoulder Tourism Season Tour Components (packaging ‘ith staged

events, conferences and tournaments)
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-Dogteam trips, fly-out cross country skiing treks, fly-out/you-drive outfitted ice
fishing packages (co-ordinated via outfitter,lodge or hotel)

*Host of 1 ggo Arctic Winter Games/MacKenzie Bi-Centennial

Industry Support Programs

*Receptive operator

* T r a v e l  Counselk)rs

*Travel communications Information/Orientation ‘rogram

-Linked to proposed visitors centre and media
-Co-ordinated  Monthly/Weekly Event Calendar

*Historical/Heritage [n@rp@ve  PrOgram/lnterpretive Trainin9

*Human Resource Development programs

-Comprehensive Industry Awareness Program with education/public relations
component aimed at improving industry profile among residents, business com-
munity, industry operators and those students considering career opportunities
-Implementation of the Northern Most Host Program
-Interpretive Guide/Counsellor Training
-Shoti  Duration Clinicsflourism  Seminars
-Guide Training Program
-Travel Counselor Training Programs
-Yellowknife  Tourism/Service Industry Human Resource Plan

*Organizational Development Programs
-Yellowknife  Tourism Co-ordinator
-Yellowknife  Conventionnourism  Bureau with Attractions/Events Committees
-Downtown/Oldtown Business Improvement District coordinated with Mainstreet
Program
-Co-ordination of Heritage/Tourism Agencies

*Other Support Considerations:
-Effective Litter Campaign

Infrastructure

*Co-operative Lobby/Planning
- Mining Museum
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- Northern Botanical Gardens
- Comprehensive/Integrated Trail System

*Co-ordinated  Tourism Input into
-Mainstreet Program,
-City Recreation Master Planning,
-General Planning and
-Community Services initiatives

*Co-ordinated  Tourism Input into Marina Planning to consider:
-Great Slave Lake Interpretation/Orientation Needs,
-Tour Outfitting Service Needs,
-General Access To Great Slave Lake Resources

*Fred Henne Community Park Upgrade

*yellowknife  visitor’s  mm
-including Airport Information Kiosk

*Recreation Vehicle park

*Signage Program/City Entrance Signage
- (ie. Distinctive Sculpture)

Those opportunities and programs most suited to the goals and objectives for
tourism development in the City and, which in the judgement of the planning
team and Yellowknife residents require further study are assessed in Appendix C-
2. A summary of these assessments are provided in Table 1. Opportunities and
programs analyzed in Appendix C-2 will be priorized to form the basis for the im-
plementation of Yellowknife  Tourism Development Plan.
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Table 1: Summary Tourism Plan Yellowknife

Program Title Agency/Time Frame Capital Costs Benefits

AITRACTIONS
TOURS EVENTS

Share The Fron- Y.K. Chamber Tourism Committee,
tier Spirit Mid- Proposed Yellowknife Tourism Board,
night Sun Fes- N. F.V.A.,  Y.K. Chamber of Commerce
tival - Month
Long Festival Planning Yr. l/lmplementation Yr. 1-

Generato~rave’ ‘
Event

Share staff &budget with YKVisitor Centre
-$81,000. The human resource should
be augmented through volunteer agen-
cies, and budget via a cooperative fes-
tival partner approach.

Midnight Sun ln- Y.K. Team, League, Proposed Y.K. N/A
ternational Tourism Board, Proposed Y.K. Visitor
Recreation Tour- Centre
nament - Travel Timeframe: Tournament marketing &
Generator planning year 1- event implementa-

tion year 2

Improved Y.K.  profile in
marketplace, - direct & indirect
employment opportunities, -
Improved Iabour income and
benefits, - reduction in staff
turnover rates, - increased tourism
awareness spin-off to local
business, and residents, - improved
cooperation between local
merchants, tourism operators,
service & transportation sectors, &
the city of Y.K.

Break Even 12 teams/240 person
trips $88,220, - Employment and
Iabour income will be indirect
derived from increased sales of
goods and services provided by
merchants in the tourism, sewice,
retail and transportation sectors of
the Y.K. economy.
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Proaram Title Aaencv/Time Frame CaDital Costs Benefits

Caribou Car-
nival/Canadian
Dog Derby
Championship
Package
Tour/Travel
Generator

Fly-Out sport
Fishing Shott
Duration Tour

Short Duration -
Community,
Highway #3 and
Ingraham  T r a i l
Hikes - Self-
Guided Interpr*
tive Hiking Tours

Proposed Yellowknife Tourism, Y.K.
Chamber of Commerce, Proposed
Y.K. Visitor Centre,  Caribou carnival
Committee
Timeframe: Planning Year 1, im-
plementation 1990 Arctic Winter
Games

Air Charter Company/Outfitter
Timeframe: Planning Year 1, im-
plementation  year 1

NFVA, Economic Development and
Tourism, City of Yellowknife,
Proposed Yellowknife Visitor Centre,
YK Ski Club, Ecology Nofih
Timeframe: Ongoing

Shared Staff & Budget with YK Visitor
Centre -$81,000. The human resource
should be augmented through volunteer
agencies, and improved budget via a
cooperative carnival partner approach.

Marine Equipment,
Communications
$40,000

Dock and Shelter,

Capital Planning reference: YK Draft
General Plan, Ingraham Trail Master Plan,
Yk Ski Club Proposaf,  Highway #3 Cor-
ridor Study - A complete set of interpretive
materials, identified points of interest, and
orientation maps should be available at
the proposed YK Visitors Centre for a
series of shott  duration hikes. interpreta-
tion resources available through the
Prince of Wales Heritage Centre,
Economic Development and Tourism

Improved Y.K.  profile in
marketplace, - direct & indirect
employment opportunities, -
Improved Iabour income and
benefits, - reduction in staff
turnover rates, - increased tourism
awareness spin-off to local
business, and residents, - improved
cooperation between local
merchants, tourism operators,
service &transportation sectors, &
the city of Y.K.  - improved shoulder
season tourism opportunities

Due to high fixed costs,
competitively priced day trips would
require high volume for viability -
employment would be restricted to
a camp attendant. In Notthern
Ontario camps are often seviced by
the chatter pilot. The opportunity
would supply an apparent demand
by the itinerant “rubber tire”, visiting
friends & relatives, and business/
conference markets.

Recreation itinerary option for our
visiting business and pleasure
markets. The employment benefit
would beat the construction and
servicing phase of the opportunity.

f
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Program Title Agency/Time Frame Capital Costs Benefits

You-Drive Com- NFVA, Economic Development and Capital Planning reference: YK Draft Recreation itinerary option for our
munity, ln- Tourism, City of Yellowknife, General Plan, Ingraham Trail Master Plan, visfting business and pleasure
graham Trail and Proposed Yetlowknife Visitor Centre, Highway #3 Corridor Study - A complete markets. The employment benefit
Highway #3 Self- Timeframe: capital and interpretive set of interpretive materials, identified would beat the construction and
Guided lnterpre- material development should coin- points of interest, and orientation maps servicing phase of the opportunity.
tive Tours cide and be on-going should be available at the proposed YK

Visitor Centre for a series of short dura-
tiontours. Interpretation resources avail-
able through the Prince of Wales Heritage
Centre,  Economic Development and
Tourism

INDUSTRY SUP-
PORT
PROGRAMS

Receptive
Operator -  in-
dependent
Booking
Agent/Travel
Consultant

Travel Counsel-
ors

Under consideration by the NFVAand
Dept. of Economic Development &
Tourism
Timeframe: Immediate

NFVA/YK Chamber of Commerce
Tourism Committee, Proposed Yel-
Iowknife Vkitor Centre
Timeframe: Ongoing with the YK
Visitor Cabin and coinciding with the
opening of the Proposed YK Visitor
Centre

Office Furnishings & Equipment -$15,000 Break Even @ $65,000
commissions or product sales of
$300,000- $500,000; Employment
calculated at 1 person year with
Iabour income@ $24,000-
Improved sales for industry
operators - Constraint: Market
disruption

Infrastructure requirement - the YK Visitor Employment creation would be
Centre, 2-2.5 person years, Iabour income

@$48,000 -$60,000, - Improved
coordination of tourist information
and orientation for pteasure  and
business markets
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Program Title Agency/Time Frame Capital Costs Benefits

NFVZone  and YK NFVA/YK Chamber of Commerce
Travel Com- Tourism Committee, Proposed YK
municetionai Visitor Centre
Program Timeframe: YR. 1 planning phase- im-

plementation of program to coincide
with opening of the YK Visitor Centre

Heritage lnter- YK Chamber of Commerce Tourism
pretive Program Committee, Proposed YK Visitor

Centre,  NFVA
Timeframe: YR. 1 planning phase -
Implementation of program to coin-
cide with opening of YK Visitor Centre

Human
Resource
Programs

Guide Training Barrenground Outfitters Association,
NFVA, Proposed Yellowknife Tourism
Board/Yellowknife Chamber Tourism
Committee
Timeframe: Immediate

Tourism Related FBDB, Arctic College, NWT Tourism
Clinics and Industry Association
Seminars

Display and Exhibit Planning, Design and
Fabrication Budget Forecast @ $150,000
for YK Visitor Centre; Supplementary
Travel Communication Programs
throughout the community contingent on
planning assessment. Funding for plan-
ning, design and fabrication via EDA and
Economic Development and Tourism
Capital Plan

Display and Exhibit Planning, Design and
Fabrication Budget Forecast @$1 50,000
for YK Visitor Centre;  Funding for plan-
ning, design and fabrication via EDA and
Economic Development and Tourism
Capital Plan

A coordinated approach to
communications programming will
improve the quality of visit expected
by our pleasure and business
visitors. The spin-off should bean
improved market profile for the
community and the potential for
increased and extended stay visitor
trips.

A coordinated and themed
approach to Heritage Interpretation
will improve the quality of visit
expected by our pleasure and
business visitors. The spin-off
should bean improved market
profile for the community and the
potential for increased and
extended stay visitor trips.

Seat costs absorbed by CEIC Community will have a Iabour pool
of trained guides for hunting and
sport fishing products.

Training costs can be offset by CEIC  fund- Training seminars and clinics are
ing. short duration allowing business

managers and key staff to
participate. The long term result of
training is a better informed
professional Iabour force to serve
visiting markets.
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Program Title Agency/Time Frame Capital Costs Benefits

Industry Aware-
ness
Program/Northern
Most Host
Program

Interpretive
Guide/Counsellor
Training

Coordinated by proposed Yellowknife
Tourism Board. Contact with NFVA
Zone Manager and/or Regional
Tourism Officer re: scheduling
programs. Program should be tar-
getted at Yeliowknife  merchants,
tourism operators, service and
transportation sector and staff, and
local residents.

Coordinated with the YK Visitor
Centre Interpretive Program will be
the training of professional staff to in-
terpret exhibits and displays. The
Level 1 Guide Training Program,
Arctic College, and Prince of Wales
Heritage Centre maybe contacted for
training opportunities. The Regional
Tourism Officer identifies guide train-
ing needs & schedules training for the
zone. In December 1988, the Yel-
Iowknife  Campus of Arctic College
called for proposals to complete a
Yeflowknife Training and Educational
Needs Assessment. Thefinal  product
should provide training needs for the
Yellowknife Tourism, service, retail
and transportation sectors.
Timeframe: Needs kfentification  Year
1, Training - ongoing

Improved awareness focussing on
industry features & benefits will build
a tourism indust~ profile & help sefl
Yellowknifers on the long term
benefits of a career in the tourism
industry. As industry expands and
awareness improves, career
opportunities will become more
evident. The program should have
long term benefits to the quality of
service provided by service, tourism
and transportation sectors to
Yellowknife  business and pleasure
markets.

Seat costs and a minimum training al- The long term benefit of well trained
Iowance is absorbed by CEIC. professional counselors will be a

higher quality visitor experience. An
informed visitor is better equipped
to make travel decisions regarding
his/her visit to the community.
Counselor labour income and
benefits should be competitive to
tour agency travel counselor levels.
With the integration of summer
student and winter work placement
programs into the proposed Visitor
Centre  program, the opportunity
exists for students to receive
professional training and make
better informed career choices.
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Program Title Agency/Time Frame Capital Costs Benefits

INFRASTRUC-
TURE

YK Visitor Centre NFVAIYK  Chamber of Commerce, $1,562,000
Tourism Committee, funding resour-
ces EDA/Economic Development and
Tourism Capital Plan
Timeframe: Planning Yr. 1, im-
plementation  Yr. 2-3

Mining Museum The Yellowknife Chamber of Com-
merce/Proposed Yellowknife  Tourism
Board - Tourism Industry involvement
should include liaison and member-
ship on the steering committee.

Northern Botani- The Yeilowknife Chamber of Com-
cal Garden merce/Proposed Yellowknife Tourism

Board - Tourism Industry involvement
should include liaison and member-
ship on the steering committee.

Employment and Iabour income
benefit during the design and
construction phase, with 2-2.5
person years during the operating
phase. The structure will be a
tourism attraction/show piece and
will welcome, inform and orient
visitors to Yellowknife.  The Visitor
Centre will be a catalyst to generate
tourism and merchant product sales
to Yellowknife pleasure and
business visitors.

The tourism benefit to a mining
museum will be an incentive and
natural origin for guided interpretive
tours.

The tourism benefit to a botanical
garden will bean incentive and
natural origin for improved short
duration interpretive tours.
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Program Title AgencylTime  Frame Capital Costs Benefits

Comprehensive
Trail System

INDUSTRY OR-
GANIZATION
AND RESOURCE
MANAGEMENT

Yellowknife
Tourism Board

Yellowknife
Beautification
and Litter Cam-
paign

The Yellowknife Chamber of Com-
merce/Proposed Tourism Board and
NFVA should make representation
/lobby the City of YK. & Department
of Economic Development and
Tourism planning processes to
demonstrate the tourism industry
benefit of trail and highway/park
facility upgrade and improvements.
Implementation per planning
documentation. The agencies should
lend support to the Yeliowknife  Ski
Club multi-season trail network
proposal.

Yellowknife  Chamber of Com-
merce/NFVA/YK  Visitor Centre
The Board should be diretly  involved
in the operation of the YK Visitor
Centre  and undettake  long-term plan-
ning for community based tourism
events.

City of Yellowknife,  Y.K. Visitor
Centre, Dept. of Renewable Resour-
ces

The benefit of an expanded and
upgraded trail network can be tied
directly to
interpretive/naturalist/recreation
hiking opportunities for pleasure
and business travelers.

The benefit will be a YK based
agency representing the service,
transportation, retail and tourism
interests of the local economy. A
more coordinated planned
approach should improve the
quality of tourism experience to the
Yeliowknife travel destination.

Program costs directed at awareness, The campaign would strive to
pubfic refations  and incentives. clean-up and improve the facade of

the City - a long standing complaint
of visitors.

28

i
;

?J

*



- —- .- - * 2+ .

Tourism Development Plan: Yeilowknife  1989

3.3 WHAT WILL BE THE IMPACT OF TOURISM DEVELOPMENT IN
YELLOWKNIFE?

The impact of tourism development over the next five years can have economic,
social and political significance for Yellowknife.  Key impacts are highlighted
below.

ECONOMIC

● Increased direct and indirect seasonal and full time employment oppor-
tunities in the tourism and hospitality, arts and crafts, transportation and con-
struction sectors of the economy.

● Increased awareness of the tourism industry; improved support to tourism in-
dustry staff; and a reduction in staff turn over.

● Skill development opportunities; better informed, more professional tourism
personnel; and improved levels of local income and employment benefits.

● Improved market awareness/profile of Yellowkfife.

SOCIO/CULTURAL

● Broader range of and improved quality of activities/events available to City
residents.

● Improved co-ordination and communications with the City’s socio-cultural
organizations.

● Increased support to heritage preservation initiatives in the City.

POLITICAL

. Improved organization and co-operation among local merchants, tourism
operators, transportation businesses and the Council and administrative staff
of the City of Yellowknife.

● Improved and better co-ordination among leadership groups within the City.

● Improved ability to lobby other levels of Government for tourism industry
support programs.

● Improved ability to market the City nationally and internationally.
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4. YELLOWKNIFE’S  TOURISM IMPLEMENTATION PLAN
1989-1993

4.1 Why is the Tourism Development Plan Implementation Important?

The plan gives Yellowknife  a complete set of tourism programs and business op-
portunities designed to build a viable year-round community tourism industry.
The result of implementing these ideas should deliver to industry partners:

● improved cooperation, commitment and communications;

● abetter level of services including, trained and professional tourism person-
nel and improved community tourism infrastructure;

● more tourism shoulder season activities;

● a greater focus of activities and information for the general touring market.

● and a “bottom line” of improved market penetration for the Yellowknife
product, providing more revenue and tourists for local business, and more
career and job opportunities and benefits for community residents.

Action or implementation is the single most important aspect of the plan.
Without implementation the plan will sit on a shelf and only be dusted off when
yet another planning study is commissioned in the future. Your community is
one part of a tourism zone network which has the richest penetration of tourist
travel and expenditure in the Northwest Territories. Other communities and
tourism operators are depending on you to cooperate and do your bit to im-
prove the quality of product and range of activities to the tourist traveller.

Plan implementation requires a coordinated effort. Those who were part of the
planning process will recognize that the community planning report identifies and
summarizes tourism programs and opportunities (see Chapter 3) discussed
during community consultation meetings. The opportunities and programs are
ready for implementation with program descriptions, and preliminary feasibility
assessments (see Appendix C-2). The preliminary feasibility assessments and
program descriptions identify community, industry and government agencies
suitable for implementation, and further provide preliminary marketing, capital &
operating cost guidelines, profitability, funding and human resource require-
ments.

4.2 What is Plan Implementation?

A plan or strategy is the preliminary stage of development. Because it is prelimi-
nary, many of the opportunity and program concepts will require “fine tuning” or
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additional information before they can be fully operational. Implementation is
the process of further developing your community planning concepts to the
operational stage. Due to the preliminary nature of the development programs,
infrastructure and business opportunity concepts, the planning team’s ap-
proach was to allow flexibility in implementation and not lock in timeframes or
costs that could not be achieved by the community, funding or program agents.
There will be a development phase during implementation which will further
define your priorities and costs.

4.3 What Will Yellowknife Need to Implement this Plan?

● A group or individual with tourism awareness, organization skills, contacts
and a commitment to building a solid tourism industry.

● A commitment from others to be partners and participate in the process of
achieving the goals and objectives necessary to build a solid community
tourism industry.

● A set of goals, objectives and programs for organizers and operators to fol-
low.

● Time and Resources (resources being materials, others with tourism skills
and financial resources.)

4.4 Where Will Yellowknife Find the Resources to Implement the Plan
and How Will It Happen?

Coordinating Structure

During the lengthy planning process, the planning team learned a great deal
about community tourism resources, and structures, and the functions of dif-
ferent groups. It became clear that some of our Zone communities have well es-
tablished community structures which can effectively take on the initial phases of
tourism implementation. For communities not as organized, the Community
Council might consider appointing or recommending the formation of a new com-
mittee. Alternatively community tourism businesses might join together with
municipal councils to form a tourism committee. The decision will be yours but
check Summary Table 1 in Chapter 3 and /or Appendix C-2 for planning sugges-
tions on coordinating groups.

Yellowknife  has the advantage of choosing from a number of different groups to
coordinate plan implementation. The local Chamber of Commerce has a
tourism sub-committee, the City administration and council have designated
tourism resource persons while the Northern Frontier Visitor’s Association
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derives many of it’s members from the Yellowknife  tourism business community.

Each group involved must find its own time for implementation. We suggest
that before your group takes on a development opportunity or program that it
reviews it’s annual operating plan to determine how, who and where the extra
workload might be applied. Implementation will require effort on the part of com-
munity partners, however with the resource materials supplied in your com-
munity plan and the Zone technical document, and the help of government
and/or the Northern Frontier Zone Association staff the tasks will not be dificult.

It will be important for each of these groups to meet regularly, work together
and maintain excellent communication. The City of Yellowknife has impotiant
land use @ity of Yeliowknife  General Plan) and recreational planning documenta-
tion (~om~itv  Sery ices De~artme  s Master P 1994nt’ Ian 1989- ) which must be
considered during implementation of development opportunities, infrastructure
and programs. The plan recommends the formation of a Yellowknife  tourism
and convention board to oversee plan implementation.

Concept planning for the proposed Northern Frontier Visitor’s Centre was co-
sponsored by the Yellowknife  Chamber of Commerce and Northern Frontier
Visitor’s Centre.  With continued involvement by the Yellowknife  Chamber, the
opportunity exists to second Visitor Centre program staff to co-ordinate tourism
plan implementation. (Reference: Northern Frontier Reaional  Visitor Centr~
Feasibilitv Study, Lutra Associates, Pinn Matthews Architects 1988)

4.5 How Will Implementation Take Shape in Yellowknife?

Implementation Coordination

● The first implementation step will be for a community group to emerge with
a commitment to coordinate the development of the local tourism industry.
The choice for Yellowknife may have already been made.

● Implementation partners should include but not be limited to the City of Yel-
lowknife tourism liaison designate, Northern Frontier Visitors Association
staff and local members, the Yellowknife  Chamber of Commerce tourism
sub-committee, local service agencies, the Main Street Project, consulting
and Regional Tourism Officer or designate.
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The First Business Meeting

● Prepare an agenda

● Choose a chairperson and a recording secretary.

● Give the cornmittee~oard  a purpose for being: i.e. set your annual com-
munity goals and objectives - remember the community tourism development
plan states five year goals and objectives in section 3.1.

● Define roles - particularly the coordinator

● Choose priority development programs and business opportunities and
match them with community partners.

● Ask each group to examine how the priority program can fit into its opera-
tional plan, whether it has the resources to complete the entire program or a
portion of the program in the first year.

. You may want to examine the possibility of having a resource person help
your group part time with some of the paperwork. If this is your choice get
working on it right away.

● Set a date for the next meeting.

● Let the community and the Northern Frontier Zone know what you are doing.

The Second Business Meeting

● Partners report on their capability to contribute time and resources for coor-
dinating the implementation of a development program or opportunity

● Partners identify their own strengths and weaknesses in implementing new
opportunities. You might look to those better established sectors to initially
draw active membership and coordination from. At the conclusion of the
second business meeting you should have your first annual action plan with a
confirmed set of goals, objectives, priority programs, opportunities and
partners to implement.

● Set a date for the next meeting but allow for enough time for each partner to
accomplish something in their action plans

● During implementation each partner will need “to fine tune” its development
program or opportunity and phase action over time. The fine tuning of op-
portunities and program must include a refinement of capital costs and
priorities. The planning approach used in assessments described in Appen-
dix C-2 did not evaluate costs beyond a class D estimate or 50% accuracy. In
a great many cases the planning concepts are not refined enough to calculate
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a capital or program cost. It is assumed that as implementation progresses
and there is consultation with government, community and zone resource
persons occurs, that priorities and costs will become more evident.

● Between meetings share your progress with others, including the coordinator.

● Let the community know what you are doing. Chose an active community
tourism member to be your delegate to Northern Frontier Visitors Associa-
tion, and provide the delegate with an agenda of community based needs to
take to the meetings.

The Next Meetings

● Invite Northern Frontier, GNWT and the public to your meetings.

● Each partner should review progress to date. Let the community know what
you are doing. Perhaps you need a newsletter or a simple news bulletin or an
interview with the media.

Year End

● After your first year, you should be able to take a step back and examine what
you have done. Congratulate yourself on your successes. The coordinating
committee may want to have a tourism day, where Zone operators and com-
munity members are invited to share information on new products, programs
and infrastructure. You might want to package the day with tours, a chance
to buy crafts, a luncheon etc. thereby deriving some revenue.

● During the business meeting analyse your successes and failures in achieving
annual goals and objectives. Assess progress on your longer range 5 year
goals and objectives. Adjust your action plan accordingly, review the com-
munity tourism development plan, get a confkrnation of commitment from
partners, set new goals, objectives and priorities.

● Repeat the entire process each year until the final year of the plan.

● In year 5, it will be necessary to complete a final assessment of the 5 year goals,
objectives and pnorityprograms. The results will help you plan ahead for the
next 5 years. This will be a Zone wide exercise and should be conducted by
your Northern Frontier Zone Association. It will be very important that your
community contribute to this exercise, because it will shape community and
industry growth for the next 5 years. On Baffin Island, the first Zone to have
a 5 year developmental pla~ a 2nd five year plan is now being completed.
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The foregoing is a description of the process of implementation. Your community
may choose another approach if it desires, but the important elements should
be cooperation, getting others involved, following your plan, and making and
measuring progress.
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NORTHERN FRONTIER VISITORS’ ASSOC.
INVENTORY OF LODGES, 1988.

** Yellowknife
NaIIIe: Bl~chforcl  Lake Lodqe
Location: Bl~chford, Grace &
Lonq Lakes
Accessed F[om: YellowkIlife
SeasoIl: June-Sept.
C.3pacity: 10 ( 3  cabi]]s)

Name: K~tirn~vik LodcJe
Location: Gordon Lake
Accessed From: Yellowknife
season :
Capac i ty : 12 (4 cabins)

Name: Lynx Turldra Lodqe
L oc a t ion : Lynx Lake
Access ecl F tom: Y e 11 ow k II i f e
Sea son: June - mid Sep t .
Capac i ty : 12

Act i v i t i es : F i sh i nq , ski i IIq , ice
f i sh i nq snowshoe i Iiq , corIf e r ences .
F i sh : Lake T r out , Not the r n P i ke ,
Ar c t i c G r ay 1 i ncj , Wd 11 eye , Wh i tef i sh
Fac i 1 i t i es : Boa ts , 1110 to L s , 1 i f e
j a cke ts , i ce house , stiu Ilii . Guest S

provide food , tackle , s leepinq
bags .

Act i v i t i es : F i sl]i nci, b i I dwa t cl] i ng ,
confer eIIces .
F i sh: Lake Trout , Nor the rn P i ke ,
Whi t e f i sh
Fac i 1 i t i es : Showers , 1 i cenced
c1 i n i ng , CJU i des , boats , f r ee z e rs ,
s ouven i rs, t a ck 1 e.

AC t i v 1 t i es : F i sh i IiCJ, h i k i rlq ,
nti tu t a 1 is t a~ld his t o t i cd 1 tours .
F i 511: Lake Trout , Arc t i c GE’ ay 1 i ng ,
Arc t i c Char . Nor” them P i ke
Fdc i 1 i L i es : Sl~owe  rs , maid se K’ v i ce,
boa ts , mo t o rs , q u ides .

Niime : Mac Kay Lake Lodge Act iv i t i es: Fish i rig, wi Id 1 i f e
Loca t i on: Mac Kay Lake o bs e r va L i o ns, hurl t i ng .
Accessed From: Ye 11 owk[li Ee Fish: Lake Trout , NO I ther n Pike
Seas on: July 1 - Sept . 30 Fac i 1 i t’ i es: Showe r’s, boa ~s , mo tor”s,
cd Pdc i t y : 12 ( 5 cabi us ) tack 1 e , f r ee z e t s . Guests provide

food and s leepinq baqs .

Name : Mo r a i ne Point Lodge Ac L i v i t i es : 1? i sh inq , hikinq ,
L o c a t i on: G I’” ed t S 1 a ve Lake ski i rlq , kayak i nq , dog s 1 eddi ng ,
Accessed From: Yel lowkxli fe / wi ldl i f e ( bisoxl  ) obsv.
Hay R. F i sh : Lake Trout
Season: Yea L- --round Fac i 1 i t i es: Al 1 inclusive -- indoor
Cdpacity :  1 5 pl umbirlq  , kayaks, canoes.

snowshoes, Sk is, snowshoes, g u ides .

Name : Pre 1 ude Lake Lodqe
L o cat i on: Pre 1 ude Lake
Accessed From: Yel lowknife
Sed SOIl : Mdy 15 -  Sept. 30
C a p a c i t y :  15

Ndme : Tropliy Lodqe
Loca t i on: Great Slave Lake
( East Arm)
Accessed From: Yel lowknife
:; cd :;uli : :.c  J ; *.’ .,,;  l;j,,.  :;,.  ~): ~

ra r>ar i EV : 16 ( 4 cabins )

Act i v i t i es : Fishing, conferences
F is 11: L~ke Trout, Wdlleye, Northern
P i ke , Wh i t e f i sh
Fac i 1 i t i es : Housekee~illg cabitls,
boa ts , s a f t e y equ i preen t , tack 1 e,
store, cafe, 1 i censed dining ,
barique  t fac i 1 i L i es

Act i v i L i es : F i shi ng
F i sh: Lake Trout , Arctic Graylinq,
Northern Pike
Fac i 1 i t i es : Housekeeping cabins
.#jl-]j slit’l?~~~rs.



Name: Wa t ta Lake Lodge
L o Cd L i (II1 : Wat La Lake
Accessed From: Yel lowknife
Season : Ju[le 10- Se Pt. 15
Capac i t y : 12 (6 rooms)

Name : Yellowk[~ife i ,  IJ(71:Ie
L oca t i on: Duncan & Graham
Lakes
Accessed From: Yel lowknife
Se LIso I~: June - sep L.
Capacity: 12

Name : Nan~ushka LodcJt?
Loca t i 011: Hard inq Lake
Accessed From: Ye 11 owkll i f e
Season: June - Sept .
Capacity: 12

Name : He~rne Lake Lodge
L oca t i on: Hearrle Lake
Accessed F L orn: Ye 11 owkr] i f e
Season: June - Sept .
Capirci ty : 8

Name : Po i II t Lake Camp
Loca t i on: Point Lake
Accessed F r orn: Ye 11 owkn i f e
Sea son : Aug .
Capaci ty: 8

Name: Arc t i c

- Sept .

Sa fa r is
Loca L ion : Obs t K uc t i on Rapids ,
Grady Ldke, Lake Providence
Accessed From: Yellowkrlife
Seas on: Auq . - Sept.
Cdpacity:  34

Act i v i t i es : Fish i ny , Ila turd 1 is t
Lours .
F i sh: Lake Trout, Arctic Graylinq,
WI I i t e f is h , Nortller”n Pike
FdC i 1 i t i es : Private bath, loul]qe,
g u i rles , boats , MO t o rs, d i n i nq ,
freezers .

Act i v i t i es : F i sh i nq
Fish: Lake Trout, Ar ctic Graylincj,
Wh i t e f is h , Nor’ tile I-n P i ke
Fac i 1 i L i es : P 1 urnb 1 Nq , d i n i IICj ,
1 icerlced bar , con f e c t i ona r y,
freezer , guides .

Act i v i t i es : F i s1l i nq , r o ckllo utId i r~q ,
bird watching.
F i sl~: Lake Tr”ou t , Wa 11 eye ,
Wh i t e f i sh , Nor the rn P i ke
F~c i 1 i t i es : Cook i ncj f ac i 1 i t i es ,
bat h, showers , boa ts, mo t o rs ,
freezer .

Act i v i t i es : F i sh i nq
F i sh: Lake Trout , Arc t i c Gray 1 inq,
NO r’ the rn P i ke
Fac i 1 i t i es: Cookirlg faci 1 i ties ,
bath, showers, boa ts, mo t o rs ,
freezer .

Act i v i t i es : F i 5h i rig , spo r t hunt i ng
F i sh: Lake Trout
Fac i 1 i t i es: Tent camp .

Act i v i t i es : F i sh i ng , spor t hunt i Ilq
F i Sh : Lake Trout
Fac i 1 i t i es: Terl t camP



N a m e

** Ye 11 owkn i I e
D is cove r y Inn

Expl or er Ho te 1

NOR1’HERN FRON1’IER VISITORS’ ASSOC.
INVENTORY OF FIXED ROOF ACCOMMODATION, 1988.

Gold Rdnqe Hotel

Northern LiqhLs Motel

Twin Pit~e Moto~- Inn

Ye 11 owi~ i t e Inn

YWCA

13a r b B r ome 1 y

Ca pac i t y Fac i 1 i t i es

82 (42 r o o m s ) private bath, conference
facilities licellced
r es t a u r ati t , lounqe, cable
T.V. , phone , a i r cond i t i on i nq .

220 ( 110 rooms ) PI” i va te bath ,

72 ( 42 r ooms )

29 ( 20 r ooms )

100 ( 44 I 00111s  )

COII ven t i ons /banque ts ( m.ax
400 ) , 1 i cenced d i II i nq , 1 ounqe ,
caf e, q i f t shop, cable T.V. ,
phone , exe cut i ve s u i t es .
c ou r t es y van .

18 r ooms w i th p r i va t e bath .
Phone , T . V . , bal]que  Ls ( max.
40) .

pr” i va te bath, T . V. , par k i [lq
w i t h p 1 uq – i 11s , comp 1 emeu t a [ y
tea dnd coffee .

Pr’ ivate bath, breakfast
s e r v i ce , k i t chene t t es . phone ,
T.V. , confer enc es .

300 ( 150 rooms ) PI i va te bath, pl]one , T.V. ,
r ad i 0, i ce , shops , cafe ,
1 ou[lge , tavern, 1 i cellced
d ininq , banquets , conferences .

33 Co– ed f Urrl i shed bache 1 or-
a pa r tmen ts , r ad i 0. Hos t e 1
a c commoda t i on .

2 ( 1 r oorn) Bed & breakfast accommodation .
Private 1 / 2 bath, radio,
phone , con t i nentd 1 break f ~s t .
Yea r-r ound.
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NORTHERN FRONTIER VISITORS ‘ A!3SOC .
INVENTORY OF EATING ESTABLISHMENTS, 1988

** Ye 11 owkn i f e
Millie’s Hoist Room

Macke[lzie Dining Room
(Yellowk~ife inn)

l’he Office Lounye

Our Place Di[linq Lounqe

Papa’s Hideaway Dil~inq Loullye

Airporter Restaurant

Factot’s Club
(Explorer’ Hotel)

l’reeline Cafe
(Explorer Hotel)

Gredt Gold City Food &
Beverage Emporium

Gold Range Cafe

Kentucky Fried Chicken

Lurich  BOX

Mike Mal”k’s Chinese Food

Mr . Mike ‘ s

GoOcl ‘r i [ues Rest aur an ~

Pdpa ‘ s Res tdu rari t

Capac i t y

72

30

130

120

48

40

88

80

75

65

52

75

50

88

110

44

Type of Es tab 1 i slmlen t

D i n i nq

Fiun i 1 y

D i n i nq

D i n i ny

D i n i []q

Fdmi 1 y

Fami 1 y

E’am i 1 v

Fami 1 y

Lounqe

D i n i Ilq

Lounge

Lounq e

Louny e

Res taur” an t

D i n i J]q

Res taur dii t

Restaurant

Fam i 1 y Res tau~-an t

Fami 1 y / Take Out

FdMl 1 y Res Laurd[l t

Fami 1 y Res taur ant

Faml 1 y Res tau ran t

Farni 1 y Res taur”an t

Faml 1 y Restaurant



Red APP 1 e Res taur ”al] t

Smi t t y ‘ s Pancake House

Wi 1 dca t Cafe
( Seasonal 1 Ope L-d t 1 on )

M i ne r ‘ s Mess
( Ye 11 owktli fe Inn )

Geo t-q i o ‘ s

The P I z z a Man

Save on De 11

Luiqi ‘ s Pizza & De 11

The Spl i t Pea

YK Bake 1 y & S Ub S h O P

YK Pizza

Prelude Lake Lodqe
(Seasonal Opera tioIl )

S~m’s Monkey Tree

YK Pizzd 2

Brownies Chlckell

Adr i ali ‘ s

116

130

39

100

n/a

n/a

rl/ a

11/ d

n / a

n / a

70

n / a

166

n / a

[~ I a

33
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Fdlu 11 y Res tau r“ iill L

Fami 1 y Res t aul’ an t

Faml 1 y Res tau r“ an t

Fami 1 y E{es tduran t

Take -Out

Take -OU L

Take-Out

Fami 1 y Res taur’ an t

Take-Out ( Lunch )

Take-Out

Fami ly / l’ake-Out

Fami 1 y Restaurant

Fami 1 y Rest aurarl t

Tdke -O U L

Take-Out

Fami 1 y Din i nq



Commun i t y

NORTHERN FRONTIER VISITORS’ ASSOC.
INVENTORY OF DRINKING ESTABLISHMENTS, 1988.

** Yellowknife
Checkers
The Elk’s Club
Float Base Lounge
Gallery Pub
Gold Ranqe Tavern
Polar Bowl
R.J.’ s Bar
Rec Hall Tavern
Royal Canadian Legion
Yellowknife Golf Club
50 Mansion/Right Spot
The Office LouIlge
Our Place
Millie’s Hoist Room
Mackenzie Lounqe
Factors Club
Club X
Sdm’s Monkey Ttee

Type of Licence

Cocktail
C l u b
C o c k t a i l
Cocktail
Cocktail
Cocktail
Cocktail
Cocktail
Club
Club
Cocktail
Cocktail
Cocktail
Cocktail
Cocktail
Cocktail
Cocktail
Cocktail

Lounge

Lounge
Lounge
Lounge
Lounge
Lounge
Lounge

Lounge
Lounge
Lounge
Lounye
LOUIJge
Lounye
Lounqe
Lounge

Capacity of
Establishment

n/a
140
61

200
150
130
200
200
120
n/a
138
130
120
72
40
60

n/a
n/a
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Name o f S t o r e

NORTHERN FRONTIER VISITORS’ ASSOC.
INVENTORY OF RETAIL OUTLETS, 1988

(WITH MERCHANDISE POTENTIALLY IN DEMAND BY VISITORS)

** Yellowknife
Tree line I’rappings  Ltd.
Northern Images Ltd.
Northern Impressions
Tradirig Post
Wolverine Sports
Over lander Sports
The Sportsman
Explorer Gift Shop
Yellowknife Hardware Ltd.
McLeod’s Hardware
Polar Parkas & Supplies
The Bay
YK Inn Smoke Shop

TYPe of Merchandise

Dene arts and crafts
Dene/Inuit arts and crafts
Dene/Inuit arts and crafts
Dene/Inuit arts and crafts
Sporting goods store
Sporting qoods store
Sporting goods store
Souvenirs, crafts, magazines
Sporting goods
Sporting goods
Parkas, crafts
General merchandise
Souvenirs, maqazines



Name of Busir~ess
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NORTHERN FRONTIER VISITORS’ ASSOC.
INVENTORY OF SERVICES, 1988
(POTENTIALLY USED BY VISITORS)

** Yellowknife
Avis Rent-A-Car
Budget Rent-A-Car
Hertz Rent-A-Car
Tilden Rent-A-Car
N.A.R.W.A.L.  Northeln
Adventures
Over lander Sports
Prelude Lake Lodge
Sail North
The Sportsman
Yellowknife Trading Post
Frame & Perkins Ltd.
Raven Tours
YK Esso Service
Yellowknife Motors (Petro
Canad~)
Red Rooster (Turbo)
Rent A Relic
Yellowknife Tourist Cabin
Northern Frontier Visitors’
Assoc.

** Yellowknife:
Mac!k Travel
Top of the World Travel
Prestige Planning
Marlin Yellowknife Travel
‘1’reeline Pldnninq Services

Type of Service

Vehicle rental
Vehicle rental
Vehicle rental
Vehicle rental
Canoe rentals

Canoes, mountain bikes, skis
Boat rentals
Boat rentals
Canoe rentals
Boat rentals
Service station, charter/tour buses
Sightseeing/charter buses
Service station
Service station, zodiac boat rentals

Gas bar
Vehicle rental
Visitor Information
Visitor Information

Travel Agency - IATA approved, reservac
Travel Agent/Tour Organizer – reservac
Conference planning and organization
Travel Agent - IATA approved, reservdc.
Conference planning and organization

Words North Writlnq & Editinq Conference organization
Serv.
Canada North Expeditions Tour Organizers
Key West Travel Travel Agent - Reservac
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NORTHERN FRONTIER VI SITOKS’ ASSOC.
INVENTORY OF OUTFITTERS/DAY TRIPS, 1988

Activities Season

** Yellowknife -

NtiIIIe: Bluefish Services Arctic Graylinq, Lake Trout, June-Aug.
Location: Great Slave Lake - Northern Pike fishing, lake
Yellowknife Bdy, Hearne cruises, sightseeing shore
Channel, East Arm meals. Day & extended trips.

Name: Caniida North Expeditioi]s Dog team safaris, fishing, Year-round
Location: Various Zones sport hunting, traditional

experiences, sightseeing. Day
trips.

Name: Dene K’e Lodge Lake cruises, Dene cultural June - Aug.
Location: Great Slave Lake - experiences.
Back Bay

Name: Frontier Tours Guided tours of Yellowknife by May-Sept.
Location: Yellowknife/Ingraham  van.
Trail

Name: Giant Yellowknife Mines
Location: Yellowknife

Name: Great Slave Sledging Co
Ltd.
Location: Yellowknife/Great
Slave Lake- Moraine Point

N a m e : Rovin’ Raven Boat Tours
Location: Great Slave Lake -
Yellowknife to Gros Cap

Name: Snowcraft Cruises
Location: Great Slave Lake -
Yellowknife Bay, East Arm

Name: Tochatwi Outfitters
Location: Great Slave Ldke -
East & North Alm

Name: Naocha Enterprises
Location: Great Slave Lake –
Yellowknife Bay

Name: Arctic Safauis
Location: Ot)StK_UCtlOll Ftd~lCIS,

Lake Providence

Name: Hiqh Arctic Adventures
Location: Barrens

Mine tours

Dod sled expeditions, bison
viewing.

Boat cruises to Wool Bay fish
plant.

Lake Trout, Arctic Grayling &
Northern Pike fishing, lake
cruises. Day & extended trips.

Lake Cruises

Lake
Iunc

Year-round

Year-round

June-Aug.

June-Aug.

June-Aug.

cruises, fishing, shore June-Sept.
~es, sightseeing.

Hunting outfitter-Class B, Aug. –Sept.
fishing.

Huntinq outfitter-class B, Aug. -Sept.
fishing.



Name: Qaivvik Ltd. Hunting outfitter-Class B,
L o cd t i on: Cou~aqeous Lake, Lac fishing.
de Gras

Name : Rocknest outfitters Huntinq outfitter-Class B,
Location: MacKay Lake fishinq.

Name: The “J” Group Limited Huntinq outfitter-Class B,
Location: Point Lake fi.shinq.

Name: True North Safaris Hunting outfitter-Class B,
Location: Jolly L a k e f i s h i n g .

Name: Raven l’ours Bus tour/hikes
Location: Yellowknife/Ingraham
Trail

Name: Sail North Sailboat charters, sailing
Location: Great Slave Lake lessons, rentals. Day &

extended trips.

Name: Narwal Northern Weekend white water canoe and June-Aug.
Adventures kayak expeditions
Location: Northern Frontier

Name: East Wind Arctic Tours Wilderness adventures, photo July–Sept.
Location: Northern Frontier safaris, historic viewing.

Name: East Wind Arctic Tours Wilderness adventures, photo July - Sept.
Location: Northern Frontier safaris, historic viewinq

Aug. -Sept.

Aug. -Sept.

Aug. -Sept.

June-Sept.

.
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Aug. -Sept .

June-Sept.



I
NORTHERN FRONTIER VISITORS’ ASSOC.
INVENTORY OF PACKAGE TOURS, 1988.

(BY LOCATION OF OPERATOR)

Tour Activities

** Yellowknlfe
Name: Arctic Safaris Huntinq, fishing,
Begin Tour: Yellowknife photography, cultural

expeditions
Name: Bathurst Inlet Lodge Bird and wildlife
Begin Tour: Yellowknife viewing, canoeing

Name: Canada North Expeditions Fishing, hiking.
Begin Tour: Yellowknife / historical/cultural
Edmonton expeditions

Name: East Wind Tours & Fishing, canoeing,
Outfitters Ltd wildlife photo tours
Begin Tour: Yellowknife / hikinq, historical
Edmonton

Name: Gre~t Slave Sledging Co. Wildlife viewing, doq
Ltd.
Begin Tour: Yellowknife

Name: Nishi Expeditions Ltd.
Begin Tour: Yellowknife

Name: Sail North
Begin Tour: Yellowknife

Name: Top of the World Tours
Begin Tour : Yellowknife,
Ft.Simpson

Name: True North Safaris
Beqin Tour: Winnipeg

** Yellowknife/Whi tehorse
Name: Olclsquaw Lodcje
Begin Tour: Whitehorse

sled expeditions

Fishingr dog sled
expeditions, cultural
experiences
Sailboat cruises,
white water rafting, river
travel
Sightseeing, photo
safaris, canoeing

Hunting/sightseeirrq
expeditions

Zone/Location
of Activities

Arctic Coast / Big
River

Arctic Coast

Arctic Coast / W.
Arctic / Northern
Frontier / Baffin

Bi~ River /
Northern Frontier
/ Keewatin

Northern Frontier

Northern Frontier

Northern Frontier
/ Big River

Arctic Coast / Big
River / Northern
Frontier / W.
Arctic
Northern Frontier
/ Arctic Coast

Hikiuq, wildlife Western Arctic
observation
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** Ye 1 lowklli fe -

Name : Fred Henne
Type: Commu[l i t y
Loca t i 011: Ye 11 owkn i f e

NORTHERN FRONTIER VISITORS’ ASSOC.
INVENTORY OF G.N.W.T. PARKS

Park Facilities & Features

Name:
Type:
Location:

Facilities: 92 camping/picnic
sites, concession. boat rentals.
Features: Swimming, boatinq,
hiking, Lishiny,
camping/picnicking .

Facilities: For Inyraham Trail &
Hwy 3 parks inventory, see
Features: Northern Frontier Zone
Tourism Strategy: Tech. Rep.

.-



—-* t+ ●

** Ye 11 owkr) i f e
k - Ot_L-e  St D r i v e  p a r k

Forty Sixth St.

Fritz Theil

Hiyh Rise Park

Latham Island Park

NORTHERN FRONTIER VISITORS’ ASSOC.
INVENTORY OF CITY PARKS, 1988

Park Fdcilitie.s

pldyqround,  basketball
court, picnic tables,
horseshoe pitch, track

Playground, picnic
tables

Ball diamond, playground,
picnic tables, track.

Playground, picnic tables

Playground, basketball
court, picnic tables

Matonabee & McNiven Beach Playground, BBQ’s, picnic
tables

Pettitot Park Playground, tennis courts
picnic tables, BBQ’s,
horseshoe pitch

Reservoir Tennis Court Tennis courts

School Draw Playground, basketball,
picnic tables

**



NORTHERN FRONTIER VISITORS’ ASSOC.
INVENTORY OF VARIOUS PLACES/EVENTS OF INTEREST, 1988.

Comments

** Yel lowknife -

S i te : Yellowknife
Significance: Ever]t

Site: Yellowknife
Sigl~ificance:  Event

Site: Yellowknife
Siqnificallce:  Event

Site: Yellowknife
Significance: Event

Site: Yellowknife
Significance: Event

Site: Yellowknife
Significance: Event

Site: Yellowknife
Significance: Event

Site: Great Slave Lake
Significance: Event

Site: Martin Lake Hiking Trail
Significance: Natural

Site: Big Lake Hiking Trail
Significarlce:  Natural

Site: Camerorl Falls Trail
Significance: Natural

Site: Reid Lake Trail
Significance: Natural

Site: Giant Mines (Brock Shaft)
Significance: Historical

Site: Ptarmigan Mine
Significance: Historical

l+avin’ Mad Daze, in June - lat
night shopping, solstice
celebration, street concerts

Midniqht golf tournament - in
June. Solstice celebration,
celebrities, sand course.

Caribou Carnival. In March on
Back Bay - traditional games,
entertainment, fireworks.

Canadian Championship D09
Derby. Same weekend as Caribou
Carnival. 3 days - 150 miles.

Staging of the Akaitcho /
Franklin reunion - end of
June.

Folk on the Rocks. Southern &
northern musicians gather for
a weekend music festival. July

Fall Fair - end of Aug. Fresh
flowers & vecj., handicrafts &
business displays.

Commissioner ‘s Cup sailing
race from Yellowknife to Hay
River. August.

Marked hiking trail

Marked llilii~lq trail.

Marked hiking trail. Views of
falls, rapids and bridge.

Marked hiking trail.

Giant Mines’ first test shaft.

Abandoned mine (1942).



S i te : Pegmatite Dikes (Pontoon
Lake )
Significa~~ce:  Natural

Course-grained qranite rocks
good lior “rock-hounding” .

Site: O l d  T o w n
Significance: Historic

Walking heritage tour of Old
Tow1l.

Site: BUSh Pilot’s Monument
Significance: Natural

A large rock outcrop in Old
Town with stairway. Views of
Great Slave Lake & Yellowknife

Site: Joliffe Island
Significance: Historical

“Saunder’s Cabin” an abandoned
log house.

Site: Yeliowknife  Bay (south of
Dettah)
SiqnificaI~ce: Historic

Old Indian settlement

Site: West Mirage Islands
Sigllificance:  Natural

international Biological
Prog. (IBP) Proposed Reserve.
Rich avifauna resources.

Site: Baker Creek
Siqnifical]ce:  Natural

IBP Proposed Reserve -
International Hydoloqical
Decade study area.

Site: Walsh, Bantinq & Jackson
Lakes
Sicjnificance:  Recreational

Easily accessible, used for
fishing as well as other
recreational uses.

There are a variety of lakes &
rivers in the vicinity. Use is
limited by water level/craft.

Site: Yellowknife
Significance: Natural/Recreational

A number of trails used in the
winter for skiing, in summer
for hiking.

Site: Yellowknife Ski Club
Significance: Recreational

Numerous skidoo and hiking
trails are located close to
the community.

Site: Yellowknife
Significance: Recreational

Skidoo, ski & hiking trail
from Yellowknife Bay to D u c k
L a k e .

Site: Duck Lake Trail
Significance: Natural

Site: Dettah / Rainbow Valley
Significance: Cultural

Many Dene women produce
traditional handicrafts.

Dene elder provides insights
into bush life while guiding
along a trail.

Site: Prelude Lake
Significance: Natural/Cultural

Two fur tradinq posts located
in the area from 1922–27.
Condition of remains unknown.

S i t e : Near Dettah
Significance: Historical

Sportsman Bonspiel – Easter
weekend. ‘Round the clock
curling.

Site: Yellowknife
Significance: Event
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Site: Ye 11 owkn i f e
Significance: Event

Site : Yel lowknife
Significance: Event

Si  te  : Ye 11 owkn i f e
Significance: Cu_ltural

1990 Arctic Winter Games - in
March. Teams from Alaska, NWT,
Yukon & Northern Alta. & Que.

Labatt’s IIiVlt~klV1ldi  Hockey
Tournament - Easter Weekend

J.H. Sisson’s collection of
Inuit carvings - Courthouse



NORTHERN E’RONTIER VISITORS’ ASSOC.
INVENTORY OF TRANSPORTATION BUSINESSES, 1988

F r equel~cy

** Edmonton -

Name : Canadian Airlines Daily
International
‘l’ravel: Between travel zones
Mode: Air
Service: Scheduled

** Fort Providence
Name: Air Providence Ltd. As required
Travel: Between & within
travel zones
Mode: Air
Service: Charter

** Hay River
Name: Buffalo Airways (1986) As required
Ltd.
Travel: Betweel] & within
travel zones
Mode: Air
Service: Charter

Name: Carter Air Services Ltd. As required
Travel: Between & within
travel zones
Mode: Air
Service: Charter

Name: Landa Aviation As required
Travel: Between & within
travel zones
Mode: Air
Service: Charter

Name: Northern Transportation n/a
co. Ltd.
Travel: Between & within
travel zones.
Mode: Barge
Service: Scheduled/Charter

** Ot tawa , Iqaluit,  B o s t o n
N a m e : E’irst Air Daily
Travel : Between travel zones
Mode: Air
Service: Scheduled

Zone Communities
Served / Type
of Aircraft

Yellowknife (Yk -
Edmonton $526.
return).
Planes: Boeing 737

All communities
Planes: Cessl]a,
Piper. Skis, floats
and wheels.

All communities
Planes: DC–3,
Cessnas.

All communities
Planes: Single &
Twin Otters. Skis,
floats and wheels.

All communities
Planes: Single &
twin engines. Skis,
floats & wheels.

Yellowknife,
Snowdrift

Yellowknife (return
cost:Yk–Ottawa
$1970 Yk-Iqaluit
$1390.)
Planes: Boeing 727



** Rae Edzo
N a m e : Edzo Air Ltd.
Travel: Between & within
travel zones
Mode: Air
Service: Charter

N a m e : Roadrunner Transit
T rave 1 : Withill the Zone
Mode: Bus
Service: Scheduled

As required

11/d

All communities
Planes: Cessnas.
Skis & floats.

** Yellowknife
Name: Ptarmigan Airways Ltd. La Martre/Snowdrift: Charter: All
Travel: Between & within 3/wk, Rae Lkes: 2/wk communities
travel zones Planes: Turbo
Mode: Air Beaver, Twin
Service: Scheduled/Charter Otters,Pipers.

Skis, floats &
wheels.

Name: Adlair Aviation As required
Travel: Between & within
travel zones
Mode: Air
Service: Charter

Name: LaRonge Aviation
Services Ltd.
Travel: Between & withi~~
travel zones
Mode: Air
Service: Charter

As required

Name: Latham Island Airways As required
Travel: Between & within
travel zones
Mode: Air
Service: Charter

Name: Air ‘rindi Ltd. As required
Travel: Between & within
travel zones
Mode: Air
Service: Charter

Name: Spur Aviation Ltd. As required
Travel: Between & within
travel zones
Mode: Air
Service: Charter

Name: Frontier Coachlines 3/week
‘l’ravel: Within the zone
Mode: Bus
Service: Scheduled

All communities
Planes: Beech King,
Single Otter,
Beaver. Skis,
floats & wheels.

All communities
Planes: Twin
Otters, Beech
Barons, Beavers.
Skis & floats.

All communities
Planes: Turbo
Beaver, Twin Otter,
Cessna. Skis,
floats & wheels.

All communities
!Jlan F4s: Single &
Twin Otters,
Cessna. Skis,
floats & wheels.

All communities
Planes: Single &
twin engine
aircraft. Wheels &
floats.

Yellowknife, Rae
Edzo
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Name : City Cab Co. Ltd. As required
Travel: Within the zone
Mode: Taxi
ServlCe: Hired

Name: East Arm Freighting Ltd. As required
Travel: Between & within
travel zones
Mode: Barge
Service: Cha;ter

** Yellowknlfe/Edmonton
Name: Northwest Territorial Daily
Airways
‘l’ravel : Between travel zones
Mode: Air
Service: Scheduled

Yellowknife, Rae
Edzo

Yellowknife,
Snowdrift &
Reliance

Yellowknife Yk-
Edmonton $526.
return (Air Canada)
Planes: Electra,
DC-3, Boeing 737



NORTHERN FRONTIER VISITORS’ ASSOC.
INVENTORY OF VARIOUS COMMUNITY INFRASTRUCTURE, 1988.

Type of
Infrastructure

** Dettall
L)evelopable  Larld:

Electric Power:

Airport Facilities:

Water Linkdqe:

Road Linkage:

** Yellowknife
Developable Land:

Electric Power:

Airport Facilites:

l-toad Linkage:

Water Linkage:

Recreational Facilities:

C u l t u r a l  F a c i l i t i e s :

Land is available along the access
road. Development costs are high.

Capacity: Hydro - 23,720 kW
Diesel - 1 2 , 2 7 0  kW.

No Airport Facilities

Communities on Great Slave Lake.

All weather gravel road link to YK
via Ingraham Trail. Ice road link
to Yellowknife.

Limited developable land available.

Capacity: Hydro - 23,720 kW
Diesel - 12,270 kW.

2286/1524 m. ashphalt runway,
terminal bldg. all facilities.
Unlicensed floatplane access.

Highway #3, Inqraharn Trail, ice
roads to various mines.

Communities on Great Slave Lake.

Ruth Inch Memorial Pool,
Yellowknife Community Arena, Gerry
Murphy Arena, Yellowknife Curling
Rink

Prince of Wales Northern Heritage
Celltre, Northern Arts dnd Cultural
Celltre

R.V. Sewage Durrtp Station: One at Purnphouse No. 4 off Old
Airport Road

Information Services: Yellowknife Tourist Cabin Seasonal:
May-Sept.

.
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APPENDIX A-2

SUMMARY OF CONTRIBUTION FUNDING
PROGRAMS AND TOURISM RESOURCES
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APPfINDIX  A-2: %W’lARV OF CONTRIBUTION FWDING PR06RAllS  AND ToURIS/!  RESWiRCES
.
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MPJ9ET CYEVELOPtENT  EOONOMC DEVELOPMENT E.D. A. MARKETING INCEWIVES
& .TWRRfl,  INDUSTRY *Consumer Prograns
SCIENCE & TECMOL(16Y ?Distrlbut]on Netwrk
CANADA

Marketing aid/tools
*tlarketing new or expanding
tourism facilities, prod.
lines, service5

*Joint marketing
*Package Tour Promotion
Marketing/Business !feetings
Conferences

ti%rketing of Incentive Travel
Marketing studle~

E.D.A,  t!ARKET  INFO. SYSTEM
*Program Development

*Program Implementation

ECONOtlIC  DEVELOPflENT  TWRISllllARKETING  PROGRAM
& TWRISM Marketing aids

+Distrlbution  Wtnrk
●

+Travel Trade
@utdcars/Adventure  Prog.
W@ort Fishinq/Nunting  Prog,
+Media Relations
*Public Relations
tIntistry Supwrt
fffe~apch and Evaluati~

N.F,V.A./T,I,A,
N,F,V.A./T, I,A.

N.F,V,A,IT,I,A,
Private Sector

Private Sector
Private Sector
Private Sector

Private Sector
Private Sector

N.F,V,A./T,I,A. k
Consortia
N.F,V.A,/T.I.A. k
Consort~a

All Programs are
carried out on
behalf of all N.U.T,
travel and tour~sm
related tuslness
& travel assoc.

*in .%d yr. of 3 gr, agreement
SUP to IWX of eligible  costs
*joint marketing with collateral
intistrie5

*develop market & product info.
iup to 45% to a max. of $1E,13W,
could Include ‘fare’ tow% adv.
direct marketing & aids

*assistance for 3 or more operators
fup to 45% to a max.of  $10,000
tpr~tions held in the N,U,T.
*application intake August 15 annually
+to N,H,T, destinations
*market info. suwortln9 neu
&expanding twrisa business

tin 2nd yr. of 3 yr, agreement
fup to l@W including fees for
prog. dev. & suPwrt materials

SUP to IWX including fees for
production, distribution of support
aaterials~ data collection! anali45is

The intent is to~arket  the N.H.T.
as a tcurist  titivation & establish
an image & greater auareness  of
N.U.T. in the world market.

Monitoring & (hmaercial Int,
+Travel C~~ll:nq/~n~r
Service
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MIWT cEvELoPtENT TRAVELARCTIC  TOURISf!  H+$RKETIN6
AND COUNSELLIN6 All Prograa5  are TravelArctlc  engages In activitl=  to
fPrint & T.V. ads, film prod. carr:ed cut on improve the ima9e and level of awareness
*Trade Show behalf of all N.U.T, of the N.U.T.  as a tour:st  destlnat]on.
*Public Relation Gmpalgns travel and tourism
Wam Tours for travel trati related business
*Financial support to urlters & travel a550c.
& photographers

tFinan. Support to traVel as~c.
& businesses

*Cmfucts mdrket research & eval-
uation of marketing wojects

tTravei  counselllng  through
production of brochure% maps
posters!  k wm.  lt~

*Provides travel info. & computer-
ized li5ting of lnqulrles~ response
to mail, telephone and in Persan lnqu:ries

T.I.A.N.U,T, tArctic  Mtline Enquiry Private Sector, Zone5 wery ad or comwcial carried by
Public Sector TravelArctic’s  marketing program

carries the toll-free t!dline  no.
Enquiries receive a customized
information package.

N,F,V.A.

*Consuaer Show Program Licensed N.U.T. *target locations in Canada & U.S.
Operators & Zone offers a range of services including
Members booking shou space! booth requirements

discounted airfares and complete
promotional program in each city.
Emphasis ison sellin9 actual productS.

*Computerized Enquiry System Zone Members

*Zone Advertising Caapaign Zone Hembers

~ffers printed latels to operators
for enquiries to different activities
happening in the ione.

*target print advertisements in selected
and market tested magazines. CO-OP adv.
is available for zone oi=rators  in
conjunction with N.F.V.A.

INWSTRY *Cdnadian  Trade Zone Operators/ tlmrism Canada has representation in Trade
SCIENCE & TECNNOL06Y Representation abroad &U.S. Public Sector Offlcesabroad  andin theU.S. Reps.

Zone Associations& are available to industry.
*Ca-ordination of Hedia T,l.A.
Events in Canadian
Trade Centresabroad& U.S.

thnnection with intistry
market segments in Canadian
Trade Centresabroad& U.S.

*Travel writer  credentials

*International Market Research
Tourisa  Reference and Docuaent

.



PROCUCT k EC. DEV. & TNJRISfli *pro.Jpct Fpaslbllity Indlvlouals & rour~su,
FACILITY E.D. A. business in N.U.T,
OEWLOPtfENT

fT~ris~ ~urjinpss
Development

Individuals, businesses
community based org.

fT~rism Related TIA, NFVA, Reqional
Public  Infrastructure Councils & Communltg

Associations

E C .  W. &
TOUI?ISM,GNWT

*prOmCt ~evelOFment fUew  or existing northern
Contributions business duly registered

(to be discontinued In 1989) to carry on business - N U T

tl~risn  Facllitips Active  northern business
Development Contribution duiY  re91stered  to carry

(to be discontinued in 1989) on business in NWT

fTourl~ Sup~rt  Program T!A k NFVA

FISHERIES & fTwrisa  Hharf Program
CJCEANS,CANADA

COHHUNICATICNS t~~ Assistance Progran
CANADA

COIWIUNICAiIONS tcapital  Assistance Program
CANAOA

COMUNICATIONS *Festivals and Special
CANADA Events

Canadian businesses

Muswms,art  9a11erie5,
exhibition centres~ncn-
profit institutions

Professional!Non-profit!
Cultural assoc.$f!unicipal
and Territorial Gov.

t% capital  Assistance
Program above

.
*opportunity identification! new

business development, expansion
or modernization/upgrading of
existing tourism related business.
UP to 75X of approved costs of
consulting services.

tfinancia]  incentives to offset
capital and increased cost of
doing business, Establishment
of new business up to 40%; uP-
gradlng & expansion of existing
business UP to 3W?.  Including
capital  costs  of bldgs.,
machinery, ewip., site servicing
& improvements.

*establishment, taod?rnizatlon~
upgradlng~ expansion of tourism
related public infrastructure; U P

to 88X of eliglble costs

+prefprence  is based on demonstrated
need to expand or Improve  Pckg. taur
services and facilities. U P to $25k

tpreference  is based on need for the
wrchase~ ins ta l la t ion !  renOVdlOIh
improvement or expansion of mmises
or equipment. Limited to tourism
establisfiments  or restaurants, UP
to $25k per recipient.

Zcomtriktion  funding UP to IMf% of
costs is available for: community
tour packaging to coordinate tourism
products in ind. communities; dev.
of multi-community pkg. tours by
established tour companies; const.
tourism related Public infrastructure
in small communities; promotion of
pkg. tours to increase no. of tour

~harves or launching ramps must serve
tourism industrY.  Can provi~ access t
National Historic Site. Amount availab.
not to exceed $15~800.

*Exhibitions Assistance Program: flax.
$300,000. for exhibit productions
*planning 6rants:  UP to 59Z tO max.
of $5EJOW. for institution cf+welopmen
+Equipment GrantS:lh to 5B% of wrC@
and installing of museum related ewip.

*construction, renovation? repair of
cultural buildings; equip. purchases~
preliminary studies to 25% of costs.

*cultural  events of national scope.
assist in increasing audiences for
cultural products. flax. 251 of costs.



.

HNIS.—–.-——--------––---

IuJSItEss E C .  DEV.&TWRIStl*Business Development
CEWLOF?ENT Programs:

-Business Loans k
Guarantees Fund
-Eskimo Loan Fund

*

-Financ]al  Assistance
to Busln~ss

-Eusiness Development

-Small Business iirants

-Venture Capital

Northern k.lnesses

Inuit Controlled
Northern Bus;ness

Northern Euslness  In
Flnanc:al Need,

Business registered to
carry on business In the
N,U,T.

Business registered to
carry on business In the
N,IJ,T,

Individuals, Corporations,
Groups are encouraged to
form an investment co,
knomn as a Venture Capital
Cmpany.

*lender of last resort providang  loans
& guarantees to a max. total of $250k

tloans  granted for most legitimate biis.
purposes/not applled  against existing
debt.

*for !eqltimate  expenses  incurred
during normal business operations
& must demonstrate they contribute
t. economy, E!igible costs include
fixed costs, # of person yrs & annual
wage bills.

*for purchase, installation,
renovation, improvement or expansion
of equipment or premises. $10,000
per additional ful! time posit:on
created to a max. of $50k not to
exceed $25k of expenditure purpose.

*contributions up to $2500 for need
and where other financial resources
are not available.

*contributions ewvalent to 30% of
initial investment to a max. of
$15Bk, 10W. of Venture co, funds
must be invested into an eligible
business within one w. & remain
for a min. 3 gears.

.
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WSIKSS INDUSTRY, SCIENCE *Special ARDA( 1 )
KVELOPIENT & TECt@iOLC6f,

CANADA

*Native Eco, C)evelopaent
Program(1)

ARCTIC CO-9PERATIVES  *Co-operative Development
LTD. Fund

CHARTERED RAMS, *Small Business Loan Act:
FBDB Eusiness  Imwovement

Loans

.

Indian & Inuit Buslnees

Inuit,  Iletis, Status
& Non-status Indians

Member co-me

%11 business In
transportation,
service, ~holesale  &
retail trade,

INDIAN AND INWT fEconOaic Development Status Indians
AFFAIRS Program

*priority 1s placed on “improving
tusiness and manawent  skills;
Cmstercla]  Undertakings funding
for establishment, wdernlzation  &
acwisltion  of businesses ernploging  a
aajoritg  of native people.
Related Infrastructure funding for
capital infrastructure such as access
roads, or docks, Viab:litg & no.. of
jobs created are min. criteria.

● Contributions to busine55 & economic
development planning activltg  at the
comunitg  level; product and wocess
innovation; viable Native business
ventures  includlng  viable primary
resource businesses; marketing of
Aborlg;nal products.

*loans available for co-oP business
development at preferred rates.

*loans for the purchase of land,
renovation, Improvement,  extension,
modernization and/or purchase  of
premises and/or ewipwnt;  gross
revenue of business not to
exceed $2m; Loan limit $18U,BI!$J
to finance UP to WI% of land/
prealse costs & S%! of equip. costs;
10 year repagaent  a 1% over priwo

t~uity contributions for
indivitials  of Status Indian deecent.
UP to $25,000 per application
available as a leverage fund.

After flarch 1989 SARDA & NEDP uill lapse to be replaced by a cmbined proqram.

.
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INWSTRY SUPPORT ECONORIC  DEVELOPMENT
6 w RESC4JRCE & TOURISfl, EDA
DEwLoPtENT

*Project Feasibility, TIA, WA, Communities,
Conceptual Design & ffaster and Groups of

*to develop individual but co-oral.
threes for the communities to en-
hance their unique tourism attrihtes
within  a packaged product. UP to 90%
of approved costs.

Planning Studies Cmmunltie5

*program development - up to 100%
includlng fees to develop prog.
and support materials:
program Implementation - assist
in form of a direct contribution
to sponsoring assoc.  for deliverg
of hosp. awareness Pro9rams

*Hospitality Auarenes5 11A, NFVA, Regional
CouncLls,  & Community
Associations

*Standards and Ratings TIA ● develomaent of an Industry wide
standards & ratings system for
tourism products and services. UP to
100% for ring. developwnt & 501
for iwlemmtation.

+counselling  frcm retired experts in
a variety of business dev. field5.

ECONOHIC DEVELOPMENT
& TOURISf4

*Canadian Executive
Service Organization

Sule Proprietor, Com-
panies,  cwop5m, ~on-
profit organ;zatlons

TIA, NFVA, Business

(CEso)

*Tourisn Hospitality
Training

tfunding for territorial wide nPdS
a5ae5sment1 training proq. dev. &
regional, conunitg  and industry
Pilot Projects & delivery.

*ervices include regional, area &
coamunity  tourism planning; industry &
staff training; enforcement of tcurism
regs., liaisan w~th gov’t  & industry.
Consultation & assistance delivered
through the Regional Touri5m  Officer.

*Tourism Planning and
Program Development

TIA, WVA, Regional &
Tribal councils, CoW-
nitie5 & Private Sector

WFVA & cmauriities can input to the
Tourism  and Parks capital regarding
capital Infrastructure for their area.

*Tourism & Park5
Capital Plann~ng

G.N.W.T.

*application to Reg. Tourism Officer:
Iocat]on  and scheduling of program
decided by Tourism Training & tlan-
wmer Weds Baard.

ARCTIC COLLEGE Kevels 1 & 2 6uide
Training

Individuals, Outfitters

~funds  used twards development of
hman remurce& job opportunity
inventories & strategies; 5upport to
local employment projects; community
econmic enterprises providing equitg
financing to business mhich  yield
lower  than normal rates of return
on investment: business training &
5uppwt  5er~lce5  to existing &
Potential native business Peoule:
youth entrepreneurship  resources to
cover cffits to develop & deliver
projects for youth aged 17 to 30.

INDIAN & IN(JIT AFFAIRS *!nuit & Indian Community Indivitials, Banffi,
Man Re50urce Strategy Councils, Cmmunity

Associations, Public
Private Employees
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F, B.D. B, *CASE Counsel 1 ing Entrepreneurs tprovislon  of bslnes5 5upport from
a WO1 of counselors assigned to
specific business to discuss
plans and provide an as5es5ment
wth reccmnendations.

Sources: .
Proqrams and Services tlanual, 1987, Policy & plannlng Division, Dept.
of Economic Development & Tour15m
Srants and Loans, June 1986, Northwest Territories Culture and Communication
Booklet: ‘The Native Economic Development Proqram:  Proposal Development Guide’,
1984, DRIE-14-’a3B
Assistance to Buslnes5 in Canada - ABCFederal/Provincial, FBDB, 19B7

.



~pp END1x ~ - —- .- -* s. .

.

HARKETING STRATEGY AND PLAN

Northern Frontier
Visitors Association

June 1, 1988

i



MARKETING PLAN

Northern Frontier Visitors  Association
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MEDIA PLACEMENT

Objectives

- To develop an awareness of Northern Frontier as a travel destination,

highlighting the available products in the zone.

- To generate quality responses, so additional selling can be done via

the mailing of a response package, and via direct operator contact

since operators will be provided with respondents names per market

segment.

- To generate 1,500 responses, particularly in areas where product exists.

Explanation

In line with the Northern Frontier market segments, ads will be placed in

specific publications which match these markets. Placements will be in

both U.S. and Canadian publications and will be geared to reach some three

million plus primary readers. The ads will be set up so they can be used

as a banner format to encourage participation by zone operators. For

example, the fishing ad could run under a heading of “Share our Northern

Frontier Fishing” with general copy related to the zone. Operators would be

able to buy in to the page, or half page, and in the event there were no

buy-ins, the ad could still work as a stand alone ad.

.



Suggested Media.

Publ i ca t i otl

Fi e 1 d/St ream

Outdoor Canada

Pe tersens

Cdn Geograpl}ic

Up here

Trave 1 /Le i sure

Alaska flilepost

Outside

Participation in
Explorers Guide,

Plan

Cdn.
Airlities mag. etc.

Ad Size*

Class/dis.

1/3 pg.

1/6 pg.

1/3 pg.

1/3 pg.

1/3 pg.

1/6 class

1/3 pg.

1/6 pg.

various

Sub total

Insertion Date

Ilith T/A ad***

Fishing special

With T/A ad

Jan/Feb.

Travel special

Fishing Special

TA special

1989 edition

Nith T/A ad

as scheduled

U.S. exchange @ 32%

Color seps, other technical

TOTAL

-  —z –--* =+  .

page 6

cost**

$ 1,!3000 Us.
2,0513.

1,425. U.S.

2,900.

750.

750.

3,029.  U*S.
1,500. U*S.
2,300. U.S.

2,500.

$18,995.

2,959.

2,000.

$23,954.

* Basically we have selected 1/3 page in Canadian n~agazines and 1/6 Page

in U.S. magazines. All except class display will have options for

buy ins.

* *  Costs could vary sligllt~yt but would  be kept within  the t o t a l  b u d g e t .

*** T/A indicates placetnent via the TravelArctic Marketing program.
I .

- -ln some cases we are attentptirtg  to match ads with editorial. Dates could
I be adjusted to match editorial i f prior to Ilarch 31/89

I NOTE: Media selection could vary following the final tabulation of 88 resultst
and analysis of effectiveness of 88 placements.1
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MARKETING AIDS

1. ZONE BROCHURE REPRINT

The zone brochure is part of the response package given to people requesting

information on travel to the Northern Frontier zone. It provides a pictorial

overview of the zone’s offerings and is intended to lure people to travel

to the area. Last year the zone printed 10,000 copies of the brochure.

By the end of the season, the zone expects to have approximately 4,000

copies on hand, and will require an additional 5,000 to fill increasing

demand for this brochure.

Distribution

This brochure will be mailed as part of the response package to requests for

Northern Frontier travel information. As well, it will be made available to

operators in limited quantity for distribution at consumer shows in the south,

and at special events in the south. Copies will be included in conference kits

for out-of-town delegates visiting Yellowknife and will be made available at

information centres in the zone.

Cost Estimate

Estimated cost to

six photo changes
A total of $7,000

reprint 5,000 copies of the brochure,  including approximately

and minor COPY changes  Will be $8~000.
will be applied for under EDA.
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2. PRODUCT INFORMATION GUIDE REPRINT

Objectives

- To tiave a current listing of services, facilities, attractions, etc.

- To encourage wider use of local services by visitors

- To improve the visitor’s experience in Northern Frontier Country

Explanation

In the past year the zone produced a 36-page product information guide,

which provided a block of copy for zone members, and a simple listing for

non members. In addition, the guide included general information on the

zone, and information on each community within the zone. Using the same

format, the zone plans to reprint the brochure, adding information on new

services, facilities. The sections on fishing and hunting will be reduced,

since they will appear in separate flyers.

Quantity

A total of 3,000 copies of the booklet will be printed.

Distribution

The distribution will be

locally within the zone,

roughly divided in two, with about half the copies used

and half the copies used in response to general

requests for information. Within the zone the booklet will be used in

conference packages, and will be distributed to visitors who actually come

into the area.

Estimated Cost

The total cost to prepare and print this guide will be $6,800. Using the

co-operative approach, members will be asked to pay approximately $50 for

their listing in the Guide. This fee can be collected with membership fees...

listed under marketing options on the form. It is estimated that about
56 .operators/businesses  will select the buy-in option, to provide total

- -industry revenue to this project of $2,800. The funding requirement via

EDA will be $4,000.
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3. MISC. RESPONSE MATERIALS REPRINTS

Explanation

To expand the image of the Frontier, the zone used special mailing envelopes

and invita-tion cards to respond to requests for information. Additional

quantities of these materials will be required in the upcoming year.

Quantity

3,000 copies of both the invitation and the mailing envelope will be

required.

Cost Estimate

Reprint costs for the two items will be $1,900.
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4.0 NORTHERN FROI{TIER  FISHING BOOKLET

Objectives

- To increase the number of guests using Northern Frontier fishing facilities.

- To highlight the range of fishing experiences available in 140rthern

Frontier, from full service lodges to housekeeping operations, to fishing

t r i p  o u t f i t t e r s .

- To establish Northern Frontier as the fishing  capital of North America.

Explanation

In the past, TravelArctic produced a fishing guide with listings of all lodges

across the Northwest Territories. In 1989 the fishing  guide will deal mainly

with fishing in tithe Northwest Territories in general, but will not include

detailed information on each lodge. As the NWT zone with the most fishing

lodges, and fishing outfitters, this program is designed to increase the

capacity for all lodges, particularly the smaller lodges and day trip operators.

The booklet will follow a similar format to the product information guide, with

a general section on fishing in Northern Frontier and a detailed listing for

each fishing lodge/outfitter who wishes  to be included. The booklet will be

approximately 24 pages plus cover.

Quantity

Print run will

Distribution

Copies will be

be 2,000 copies

sent in response to fishing information requests generated through

ads placed in fishing publications. As well, it will be distributed to

conference delegates, and will be available for visitors to the zone via inform-

ation centreso It will also be made available to conference organizers who

wish to promote pre and post conference trips. Copies will also be sent to

major fishing clubs, as part of a direct mail information program.

~ Estimated Cost

The estimated cost of this fishing guide will be $4,500. Using the co-oP

or buy-in approach, it is estimated that at least 20 of the 30 operators will

participate in this booklet. At a cost of $50 per operator (approx.) the

expected revenue will be $1,000. The amount applied for via EDA will

be $3,500:



_. —- –- - * :+ ●

page 11

5.0 NORTHERN FRONTIER HUNTING FLYER

Objectives

-To increase the number of sports hunters coming to Northern Frontier zone.

-To highlight the Northern Frontier hunting experience, stressing the

barrenground caribou

-To assist in establishing Northern Frontier as the major North American

location for barrenground caribbu hunting.

Explanation

Currently there

to hunt caribou

are some 200 people who come to Northern Frontier each year

(mainly) and to experience

the area have the potential to double this

approximately 400,000 caribou in the zone,

herds. As the major caribou hunting zone,

ttte”biimenlamh.  O u t f i t t e r s  i n

number, and currently, with

there would be no threat to the

Northern Frontier outf i t ters have

received limited assistance to promote their product in the past.

This booklet will highlight the challenge and the adventure of hunting

barrenland caribou, and will provide a detailed listing of the operators in

the zone, as well as all pertinent data re caribou hunting regulations, bag

limits, etc. This will be an 8* x 11, three fold flyer, geared to the hunting

market.

Quantity

Printing quantity will be 1,000 copies.

Distribution

The flyer will be sent out in response to hunting reguests generated through

the ad program. It will also be mailed to a select listing of sports hunting

clubs/organizations and will be included in a media kit directed to hunting

publications.

Estimated Cost

- The estimated cost of this hunting flyer is $1,000. Using the buy-in approach,I
it is expected that five operators will contribute $500 to the flyer.  The amount

I
requested via EDA will be $5!30.
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6.0 EVENTS/ATTRACTIONS CALENDAR POSTER

Objective

- To publicize the major events/attractions in the zone in a concise

calendar which can double as a poster.

- To encourage the use of major events as a packaging catalyst,

- To encourage more people from outside the zone, or outside the

corrnnunity to attend Northern Frontier events.

- To display the range of Northern Frontier events ...historical, cultural

sports, etc.

- To serve a secondary purpose of supporting existing zonetiproducts

by including some general copy on the calendar

Explanation

This marketing item will have a utilitarian purpose, as well as a promotional

purpose. The poster format will fold into an 8+ x 11 piece, suitable for

mailing and will highlight events such as Caribou Carnival, the Midnight Sun

Golf tournament, the Dene summer games etc. As well it will contain a

collection of of other information which introduced zone products. For example

historical dates (pouring of first gold brick, or tlackenzie passing thru Rae)

could be included. The poster will be done with illustrations, and will contain

other interesting information such as temperature highs/lows for a particular

month, amount of day’

Quantity

Printing quantity wi”

Distribution

ight per month, etc.

1 be 3,000 copies

Copies will be sent in response to requests for information regarding activities

in the zone. Also copies will be sent to tour wholesalers, travel agents in

nearby markets, and to organizers of major events. Copies will also be

distributed locally, as part of a tourism awareness program, and to develop

local interest in packaging some of the eventslattractions.

Estimated Cost

The estimated cost of this event will be $4s50~* Airlines and other companies

will be solicited for sponsorship. No funds are being requested from EDA
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8.0 RETENTION SHEETS

Objective

- To encourage visitors  to the area to stay longer, to

have a fuller experience in order to spread positive

advertising when they return to their homes.

Explanation

Currently, there is only a limited number of package tours

spend more and to ;

word-of-mouth

in place in

Northern Frontier zone. Although there is development work underway in this

area, it is not likely manji new products will be in place by the summer of 89.

As an interim measure, and in line with likely local packages to be developed,

the zone plans to produce three inexpensive broadsheets, tied into the

frontier theme, which provide incentive for visitors to extend their stay,

or enjoy more of the offerings of Northern Frontier. One will be geared to the

aviation story of the zone, one will relate to the geology/rockhounding/mining

aspects of the zone, and one will deal with the culture/history and arts and

crafts of the zone. All will tie in closely with products where they exist

and will also work as “self-guides” to the area.

quantity

Printing quantity

would satisfy one

operator packages

Distribution

for each broadsheep would be 2,000 copies. This number

season’s needs, and would not be required once a private

some of the related experiences.

Although some of these sheets would be used to fill specific information requests,

most would be distributed locally via conventions, information centres, hotels,

etc. Copies would also be made available to appropriate participants/sponsors.

Estimated Cost

The estimated cost for all three flyers would be $6,000. A major portion

. . of the expense would be the research and writing component. This program would

be operated on a co-op or sponsorship basis. For example the local airlines

could contribute, or purchase advertising space on the one on aviation history,

and the Chamber of Mines might sponsor the geolow/minin9  flYer.

No funds are being sought through EDA for this project



9.0 F(3LDERS/SHELLS

Objectives

To professionally present the zone’s information package to the media

conference delegates, travel influencers, etc.

Explanation

In the surmner of 1987 the Northern Frontier zone produced 2,000 folders/shells.

These were completed prior to the introduction of the zone theme, although

the logo is included. Quantities are running low, and additonal shells are

required for the upcoming year. The same design, color separations will be

used with only minor changes.

Quantity

Printing quantity will be 1,500

Distribution

The shells will be used for packaging media kits, information packages sent

to select publics, to conference delegates and for special presentations.

Estimated Cost

The complete cost of $3,000 is being applied for under EDA

-.

-+
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10.0 IMAGE BANK

Objective

- To develop a comprehensive collection of high quality photographs which

are representative of all products and areas in the zone.

- To have a photo collection which can be accessed by members.

Explanation

Currently, Northern Frontier has a 1

its own use or member use. Although

photographs from the TravelArctic sh[

mited number of slides available for

the zone will be able to obtain some

ots being done in the sununer of 88,

they will require additional slides to round out the collection. To obtain

these photos, the zone will firstly canvas its members, will attempt to

purchase photos locally, and then will have a photographer do a “fill-in”

shoot . Costs in this area would cover duplication of slides, as well as the

cost to hire a local photographer for a limited shoot. It would also cover

some image purchases.

Usage

Slides would be assembled and cataloged in a zone library, and would be used

in promotional materials. As well, the library would be open for members to

use when developing their own marketing materials.

Estimated Cost

$2000. Of this amount, $1,000 is being applied for under EDA.

,
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11.0 POSTCARD/TEASER PROGRAM

Objectives

- To encourage local residents to invite friends and relatives to

the zone.

Explanation

Most residents in Northern Frontier, who moved here from southern Canada,

have many friends and relatives who have indicated an interest in visiting

the zone “some day”. The postcard will be designed to help “close the

deal” and encourage these people to make the move and travel to Northern

Frontier zone. These postcards will be used as part of a larger program

designed to motivate locals to invite friends and relatives to Northern

Frontier. They will be a colorful card, which can simply be sent out to

names provided to the zone office.

Quantity

1,500 cards will be printed.

Distribution

They will be sent to supplied names, generated via a local program to

encourage more visiting friends and relatives.

Estimated Cost

The estimated cost of producing the cards will be $ZOOO.
$1,000 will be applied for under EDA.

-.

;.
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12.0 DISPLAY PANELS

Objectives

- To visually present the Northern Frontier zone to visitors to the area,

thus encouraging participation in activities offered.

- To highlight operators products in conjunction with the zone image

- To assist with tourism awareness in the zone, by making the display

unit available to conmwnities,  for public areas.

Explanation

Northern Frontier currently owns the hardware and shipping case for an Instand

Display. It also has a number of individual display panels, but these do

not tie in with the current theme, nor show the zone to best advantage.

The zone proposes purchasing a new set of panels for the existing hardware,

and incorporating its new theme, visual image into these panels. The panels

would be designed in such a way, that interchangeability would be possible.

For example, two of the panels, may stress the Northern Frontier message,

while the other two are general visuals. These visuals could be changed to

fishing visuals (provided by a lodge operators) or hunting visuals. This

approach makes it possible for operators to tie in with the display at relatively

low cost.

!!%?zL
This could be used at conferences, could be set up in corranunities as part of

the tourism awareness program, could be used for special events in the south

and could be used by operators in conjunction with their own display materials.

Estimted Cost

The cost to produce new panels for the approximately 7’ x 10’ display would

be approximately $3,000.

No funds are being sought under EDA for this project.

*
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MEDIA RELATIONS

Objective

The objective of the program will be to develop ongoing contact with

appropriate-media, and encourage the media to consider coverage of northern

Frontier products in their publications. It will be designed to tie in with

operators, encouraging articles on specific operators. Actual costs of any

media tours will not be considered in this program, since operators can obtain

funding via other EDA programs.

Explanation

During the course of the year, a series of eight different media kits will be

sent to appropriate media. Two of the kits will deal specifically with fishing,

one will deal with hunting, and the other five will deal more generally with

the products of the zone. An overall media mailing list will be developed and

will include contacts at U.S. and Canadian publications, newspaper travel editors

and other travel influencers.

Quantity

Approximately 200 media kits will be sent out each mailing.

Distribution

Distribution will be geared to the subject matter in the kits. For example,

a fishing media kit will naturally go to all the fishing magazines, outdoors

columnists at major newspapers, etc.

Estimated Costs

Much of the material for the kits will be drawn from existing materials produced

via other segments of the marketing program. The only additional item required

will be the actual release to be included in the package. As well, there will

be some costs for development of the mailing lists for the release.

T o t a l  e s t i m a t e d  c o s t  f o r  this program Will be $3~0~~~ Releeases  (8 x $3~0)

will account for the major expenditure, while mailing list development will

-. account for $600 of the budget.

The total amount will be sought under the EDA program.
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PUBLIC RELATIOflS

I
1

Objective

To develop more awareness and interest in the development of tourism

potential in Northern Frontier, by providing ongoing information in various

forms to members and residents of t,he zone. To reach the southern market

on a more direct basis, by arranging for members to make presentations in

southern locations, to select groups of people in conjunction with other

marketing activities.

Explanation

More emphasis will be placed on in-zone communications, with the production of

ongoing information packages to be distributed to all operators, municipal

councils, groups and organizations in the zone. Over the year altotal of six

information kits will be distributed. Each will deal with a different topic

(i.e. how to become involved in the zone marketing efforts, hospitality, etc)

For the southern market, a type of speaker’s bureau will be developed, and the

zone will arrange for members to speak to at least four groups during the

winter promotional season. These groups could include fishing clubs,

hunting organizations, travel writers luncheons, etc. The role of the zone

will be to arrange these speaking engagements, and supply required materials

for the member handling the assignment. The engagements will be scheduled with

known participation at sportsmen shows, promotional tours of operators.

Quantity

The information packages will be produced in quantities of 200, to be

distributed six times per year. A minimum of four engagements will be

established in one year.

Distribution

Information packages will be distributed to members, potential members, municipal

councils, bands, zone organizations.
-.

costs

The costs will be mainly for the development of specific information pieces for

the information packages. This is estimated at $1800. (6 x $30!)) IN addition

there will be a cost for support materials to be used by speakers. This will

involve visual materials, development of speaking notes, etc. This cost would be

about $lsOOOO Tota l  est imated cost,  $2800. Al 1 will be applied for under EDA
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NORTHERN FRONTIER VISITORS ASSOCIATION

Marketing Budget -

PROGRAM -

1988/89

Applied for
under EDA

CONSUMER ADVERTISING $20,000

MARKETING AIDS

i

t
5.
6.
7.
8.

1::
11.
120

Zone brochure reprint
Product guide reprint
Misc. resp. materials reprint
Fishing guide
Hunting flyer
Events/attractions calendar
Driving guide
Retention sheets
Folders/shells
Image bank
Postcard/teaser
Display panels

7,000.
4,000.
1,000.
3,500.

500.

3,000.
1,500.
1,000.

111. MEDIA RELATIONS 3,000.

IV. PUBLIC RELATIONS 2,800

Sub total $47,300.

DELIVERY @ 17% 8,041.

TOTAL $55,341.

Industry &
Other Contrib.

$ 4 , 0 0 0 .

1,000.
2,800.

90(’).
1,000.

500.
4,5!)0.
4,500.
6,009.

500.
1,000.
3,000.

Total
Budget

$24,000.

8,000.
6,800.
1,900.
4,500.
1,000.
4,50(-).
4,500.
6,000,
3,000”
2,000.
2,9!)9.
3,000.

3,000 0

2,800.

$29,700. $77,000.

$29,7~0. $85.041 ●
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NORTHERN FRONTIER VISITORS ASSULIAIIOri

Schedule of Contributions
to Marketing Programs

PROGRAM - NFVA Cont~

CONSUMER ADVG.

MARKETING AIDS

1. zone brochure
2. product guide
3. misc. response mat. $ io.
4. fishing guide
5. hunting guide
6. events/attractions cal.
7. driving guide 1500.
8. retention sheets
9. folder/shells
10. image bank 500.
11. postcard/teaser 1000.
12. display panels

MEDIA RELATIONS

PUBLIC RELATIONS

*.

TOTALS $3,900.

Ind. Cont.

$2,800.

1,000.
500.

2,000.

6,000.

Other Cont.*

$ 4,0(-)0.

1,000.

2,500.
3,000.

3,000.

$12,300. $13,500.

Total Cont.

$ 4,000.

1,000.
2,800.

900.
1,000.

50(-).
4,500.
4,500.
6,000.

500.
1,000.
3,000.

$2!3,700.

Other contributions could come from available TIA marketing funds under EDA,
direct access to funds from Dept. of Economic Development and Tourism, or
access to funds under other programs.

,, . .



Tourism Development Plan 1989
Appendix C-1

PRELIMINARY TOURISM DEVELOPMENT EVALUATION CRITERIA

To evaluate DEVELOPMENT OPPORTUNITIES and INDUSTRY SUPPORT
PROGRAMS available to the Northern Frontier, each opportunity and support
program should be considered in light of:

1. MARKETABILITY:
Competition, market targets (ie. Adventure Travel and General Touring), suitability to
tour packaging and compatibility with regional appeal/image (ie. ‘the Frontier Spirit’)

2. C O S T S/F U N D I N G:
Developmental and operational costs, availability of support funds

3. PROFITABILITY:
The relationship between start-up costs, operational costs and eventual revenue
generation

4. COMMUNllY  ISSUES:
Direct/indirect employment, social-cultural impact and, local participation and control

5. HUMAN RESOURCES:
Organizational structure and support, availability of skilled management and staff -
who will assume responsibility?

6. ACCESSIBILITY:
Climactic conditions, distance of resource, mode of transport

7. TIMING:
Ease of developing opportunity (ie. from scratch, through acquisition of existing
business)

8. ENVIRONMENTAL SENSITIVllY:
Impacts of development to the environment

9. RESOURCE ABUNDANCE:
Traditional use of resource, longevity of resource

10. LAND USE (CONFLICTS)
Prior land interests (ie. non-renewable resource industry, aboriginal groups),
inter-industry use conflicts (ie. consumptive/non-consumptive)

11. IMPACTS TO ECONOMY
Economic value of opportunity to the community economy, to the tourism sector in
Northern Frontier, and to the N.W.T.  tourism sector

Lutra

.
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DEVELOPMENT  OPPORTUNITIES

APPENDIX C-1

DEYELgttiENI.OfFflBIWlIlES---------.-------------SQUflLE--------.-LgtiUUNlIy ----___--UAEMEI_5E5UEUI---_---OjtiUEMI__________

*Receptive operator - Centrally  located tour
booking agent for local and regional tour
products

+Ground  @ppratOr5 -  city based businesses

Providing local tour and-transportation
5ervice5

f&mbling  casinos - legalize gambling and pckg.
with  hotels and/or conference centre concept.

*convention Centre - put Y.K. tor~ard to
travei/trade shows for convention planner5
as Canada’s most unique conference centre.

fconvention  packaging - ~ith special events
(ie. Caribou Carnival, Folk-on-the Rock5,  air
show; with existing adventure travel products
ie. fly-out 5port fi5hing? naturalist trips
visit5 to traditional comaunity)

Zzone f+oijuct/Facility  Diversification  - in
lieu of developing new facilities& product5
for new markets,  build on established Product
base  and market awareness for new outdoor adv.
travel and 5pecialty  market5. Product pckging

Verbal Comm. Yellowknife
N.F.V.A.IG.N.W.T
&  ind. operator

Verbal Comm. Yellowknife
zone operators

Legislative Yellowknife
Assembly/D.
Pturray  & Assoc.

Twin Pines Yellowknife
Feasibility/D.
Murray & A550c.

D. Murray & Yellowknife
Associates

Lutra A550c./ Zone
D,Murray &
Assoc.

Primarily general
touringlsome adv.
travei & bus,

General Touring

General Touring

Specialty

Adventure Travel

Adventure Travel
%ecialtg
General Touring

i5 another mean5 of improving the level of 5ervice
for neu outdoor adventure travel product5.

+New Events - create new event5 in the zone D.flurray & Zone
5uch as a northern air show which would act Assoc.
as travel generator5 both into and within the

Zme

INDUSTRY SUPPORT OPPORTUNITIES

lWSIEY-SUPEQEI-QFNEIWIIlES------SWELE---------I0tiMUNIIY-- -----MAEKEI_SE6MEUI_---LOUUENISN_S---------

1. H!UYJH

fB~ndary Creek -small day u5e area H~ #3 study Road System Ind.  Touring/ Not implemented
Rubber Tire

2. 1uwaharn.Icail

16iant  ~ine site - roar&y plJll- 1ngraham Trail Road Sg5tem Ind. Touring Status unknown
off and Simage Study Y.K./Dettah Lowlmed.  Priority

*YellOWknife River - boat laUnCh/ Inqraham  Trail Road S@em 1nd. Touring Status unknown
parking expansion! group camp! Study Y.K./Dettah Med./high priority
signage & Picnic  upgrade

competitive book-
ing agents in town

Some bu5ine5w
exist ie. Rawn
Tour5

Legal ramification

Needs analysis of
facility requirement

Few short  dw-ation f
door adv, travel w,
availabl~ in high &
shoulder seasons.
Professional ccmfer[
Planning available!

Some zone operators
already offer a pro{
mix; requires licm:
and proper l~vel of
capitalization
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INDUSTRY SUPPORT OPPORTUNITIES

i~RUSIBY.5UPFQBI-QEPQEIUNlIlES_.----SQUBLE---_---_dflMtiUNlIY _---MAEhEIESE5HENIN__--__-_OJUUEN_S---------

~pro5perou5  Lake -  new flmtin~ Ingraham Trail Road Syste~
dock/signaqe Study Y.K./Dettah

*~ig Hill  Lake Trail -  Signage Ingraham  Trail Road System
parking lot Study Y.t(./Dettah

*pontoon Lake - signage,  new trails Ingraham  Trail Road System

Picnic 5ite5

*Prelude Lake - signagel boat
launch, campground! day use!
shower bldg. & parking upgrade

*Powder Point - floating dock!
signage! upgrade to Picnic site

*Cameron Falls Trail - siqnage!
trail upgrade, re5t stops

Itcamerctn  Rapids ~rldge -  Slgnage,
trail  upgrade, picnic sites

+Reid Lake campground - upgrade
picnic/beach & day use; new
playgd.!roadway  intersection!
floating dock, walk-in tent sites

*Tibbit  Lake - upgrade to a minor
day use area

3. 5enErdl_zQnE

*zone Canoe Route5 - identifg~ and
develop

~yell~knife Vi5itor Centre-local
and regional info. /interpretive
centre

*)fain street  program - revitalize
downtown core/co-op.  with local
merchants reflecting local heritage

t~in Entrance Rte, - landscaping,
attractive uses on adjoining land!
vieu & vista corridors signageI

I
+Heritage Identification/
Preservation Program

I

I

Study Y.K./Dettah

1ngraham  Trail Road System
Study Y.K./Dettah

Ingraham Trail Road System
Study Y.K./Dettah

1ngraham  Trail Road System
study Y.K.lDettah

1ngraham  Trail Road System
Study Y,K./Dettah

1ngraham Trail Road System
Study Y.K./Dettah

1ngraham  Trail Road System
Study Y.ti./Dettah

Zone Capital Zone
RtndnM@yRae

Zone Capital Yellowknife
Planninq

Y.K. Chamber Yellowknife
of Commerce

City of Y.K. Yellowknife
General Plan

Heritage Yellowknife
Committee, Y.K.

.

Ind. Touring

Ind.  Touring

Ind.  Touring

1nd. Touring

1nd. Touring

Ind.  Touring

Ind. Touring

Ind. Touring

Ind. Touring

Ind. Touring/
Adv. Travel

All

All

All

All

Status unknown
tledium pr ior i ty

Status unknown
lfed./kigh p r i o r i t y

Status unknown
fledium pr ior i ty

Status unknown
High priority

Status unknown
fled./high p r i o r i t y

Status unknown
fled./high p r i o r i t y

Status unknown
high priority

Status  unknown
low/reed. priority

Status unknown
1ow/med.  priority

Status unknown

Planning process
initiated

f.)rgani~ational

planning begun

Signa9e component
in cnncept/sitin9
stage

Inventory complete
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INDUSTRY SUPPORT  OPPORTUNITIES

*Hiking/Eike/Fitnegs Paths Y,K Community Yellodmife All Not im~lemmted
tie in old and new town Services 5 w-.

Ma5ter Plan

+Boardwalks and Walking Trail Waterfront Study Yellowknife  All
---- in Old Town

fF]Oatp]anQ  BaSe - serving  fly-in Zone Capital Yellowknife All
seasonal traffic, adjacent to Planning
airport at Kam Lake

Not implemented

Not implemented

.
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