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Box 1525
Tnuvik, N.W.T.
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Attention: Mr. Uli Mast
Project Director
Dear Sirs:

WESTERN ARCTIC DEVELOPMENT AND
MARKETING STRATEGY STUDY

We are pleased to enclose our proposal to undertake the above-noted study.

We have presented an exciting new approach to the task that includes not only -
the preparation of a. long range tourism. strategy, but also the direct imple-,
mentation of certai n projects by detailed design and guidelines. This will 7/
include preliminary, working drawings for the~Tnuvik Visitor’s Centre and the:
upgrading of the-Dempster Highway, as well as detailed product development,
feasibility analysis and marketing strategy for at least six other-projects. ¥
\sy con?
The budget presented is based on our perception of the needs and objectives
of Tourism Development in the Western Arctic.

The total project cost is $266,265. However, should you wish to discuss any
component of this cost, we would be willing to meet with you at your earliest
convenience. 5 .
AT EI S -
We are extremely pleased to anticipate the early design of the Inuvik Visitor -2
Centre. We feel it will generate enthusiasm and interest for the overall,
study. ez = VI s P pse E iy
Thank you for the opportunity to present this dynamic approach to Tourism
Development in the Western Arctic.

We are aware of the importance of the travel industry to the economy of the
Western Arctic and look forward to participating in its growth.

Yours very truly,
PELMAN ARCHITECTS

02-1184WEST 6th OME VONCOUVEN DC VBN 1G4 (604)736 1H2
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PREFACE

During the many discussions our team had wi members of the
Western Arctic Visitors® Association, Tr&vel Arctfc and associated
community and tourist industry operators; iit—became appérent to us
how critical and important this particular study is to tourism
development of the Northwest Territories in general and more

specifically to the Western Arctic Region.

It became clear to us that the principle recipients of the bene-
fits of increased tourism will be the people of the Western Arctic
Region. It was also apparent that a special approach to the study
would encourage the necessary interaction and participation of all
participants in the study not only at the community level but also
with the government and WAVA representatives.

Our objective is to produce an action oriented study. Our
specific purpose is to 65ﬁplete a study that will include both
actual product development and facilities construction. ..o -~d¢ s.ce e

S L S L L AN
It is also our objective to involve the communities in an on-going
dialogue to develop an understanding of their capabilities and
further to solidify their commitment to the development of’
available opportunities.

With these objectives in mind we now take pleasure in outlining
our overall perspective of the study and a detailed description of
the methods by which we intend tO achieve the goals of the Tourism
Development and Marketing Strategy Study for the Western Arctic
Region of the Northwest Territories.




1.1

1.2

1.2.1

1. INTRODUCTION

THE WESTERN ARCTIC REGION

The Western Arctic Region comprises three separate and
identifiable areas; the Beaufort (Sachs Harbour, Paulatuk, Aklavik
and Tuktoyuktuk), the Delta (Arctic Red River, Inuvik, Fort
McPherson) and the Bear Area (Fort Good Hope, Colville Lake,
Norman Wells, Fort No}man, Fort Franklin).

These areas contain a spectacular mix of natural and cultural
resources, a diversity of product and the strength of unity. The
Beaufort is accessible to the Coast, the Delta has its waterbased
diversity and the Bear area is characterized by the Lower
MacKenzie.

Critically the population is multi-cultural with a powerful mix of
native (Dene, Iniut, Metis) and caucasian inhabitants.

The potential for increased tourism is high, given the magnetism
of the area and the present and potential attractions available to
be 1dentified and marketed in the study.

ISSUES

There are a number of issues that distinguish this study from
others that have been done in the Northwest Territories.

Reaional Unity

There is an opportunity for sub-regional collaboration and inter-
community participation to support the opportunities and growth of
Tourism as an essential element of the Western Arctic economy. -



* S iy - A
o ey T AlPs TP TR Aeres
“Tr 7S A e #l ;
Tpw. T P CrRLe S PTG 1-3

L

e Communication between key management in the industry”’ “and J/

b... overnment i n support of the recommendation:, an on-going
momentum of the orderly growth of Tourism and an establishment
of future projects for the Communities.

o The development of an international awareness “of tourism ,
opportunities in the Western Arctic Region. -~
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Links with other Tourist Regions

There is a great opportunity to develop a liason and alignment of _
tourism support with Alaska, Yukon and other regions of the North-
west Territories.

Transportation Systems

The inventory and analysis of existing transportation systems will
determine the most effective upgrading to support increased
tourism. The Dempster Highway will be given special study to ~
determine the most effective way to increase visitor traffic.

UR idgn— /4 M/t/*md{rc, et

The Communities

Involvement by the communities of the Western Arctic Region in
terms of understanding their tourism related skills, inventorying
existing facilities, hospitality training, and financial manage- =~
ment, will add an energy and commitment to the goals of the
study.

“

The Communities/Regional Tourism Management/Governméht nfnéu:';;;;?’

el - ey o s, T

To develop a commonly agreed objective in support for the projects _ .
termed feasible as a result of the study.

POTENTIAL

Successful  completion of the study promises the following
opportunities: ve
e & yrs =z

o The development of an effective long-term tourism strategy for
the Western Arctic Region.

o The development of a strong sense of community pride through
the increased knowledge of skills, abilities and support
facilities.
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2. APPROACH

PROCESSES

-
;’/'-(’

Three (3) processes were determined to manage the many facets of
the study. They are as follows:

1.  Communication and Community Awareness

This process will involve techniques to develop a close
liaison and relationship with the communities by discovering
their needs in terms of existing inventory and potential. It

- will also provide the on-going exchange of information as the
study proceeds. The establishment of community coordinators ,
will enhance this process and allow a close level of communt’b//
cation between all parties involved in the study.

¥

2. Tourism Development and Marketing Strategy
¥ /&

- S =
This process will . _inventory existing facilities, products,
community potential and natural resources, and will, after
analysis and community involvement, present a theme and then
future upgrading and development opportunities. Finally, the
tourism development and marketing strategy will be outlined
including “first” cut feasibility studies on each development
opportunity, phasing, cost estimglfﬁi and implementation ;‘i::fi;
procedure. A detailed marketing strategy for the Western =<
Arctic will be prepared.

. ) . .
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3. Product Development and Implementation

An action-oriented flow of projects, deemed and agreed to be
feasible will result from this process. The initial-stage
will concentrate on the Inuvik Visitor Centre..” The study of
‘the centre will provide an early focus for ideas to generate
immediate interest in the study, as well as actual results
possibly before the study is finished.




2.2 AN ACTION ORIENTED PLAN
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(;E?JrheDempster Highway portion of the Study will provide a focus

on this most important road 1 ink to the west. The inventory
and analysis of existing tourism products and support facil i-
ties, and resultant recommendations will also form part of L

this process. .

The study approach will be to construct an *“action-oriented p]an"r/

other than the standard master planning approach. This will
provide the following:

2.1 Detailed Plans

We will produce detailed plans or preliminary working drawings
for the following:

o the upgrading of the Dempster Highway;
o the Inuvik Visitor Centre; A oS R e
. package tours; =

¢ upgrading of existing tourism opportunities;

e new accommodation; and R R e SR P e

e upgrading of facilities. ’ 'rfr;i

2.2.2 On-site Technical Assistance

.

As the team will be on-site, immediate assistance and advice will
be available for the following:

« hotel expansion;
e expand existing package tours; - — . -
e new package tours; /

¢ renovations;

e New programs; etc. -
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It is the intention of the study team to complete the basic
products by Spring 1986 so that the summer of 1986 can be used for
construction of the major priority facilities (Inuvik Visitors
Centre, Dempster H1ghway Ujpgrading etc.). - wrxqg o i Z (e e
N R R e T
The study will therefore rantee| 1987 tourism benefits in the
way of real increase in visitatiom an major increase in tourism

stern Arctic into

its next phase of tourism development.
2
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2.3 COMMUNITY AWARENESS AND INVENTORY OF RESOURCES
~-In order ¢, build and effect a strong community relationship wi th jou,\)

e .
- [b, - et the study team,\welhave selected a representative from each of the ﬂ ~
et o major communities to at as community coordinators. -

. CJJ\_Q(,LDS »\"M—j E’\M"‘O e C"&go

R s poy - - - - i (’L’e-/}
B ¢~ These representatives are wel 1 known in their respective communi — \
nd {;’/’/ ties and wil 1 be trained in the objectives of the community aware- <
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2.4

o
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ness program. Because of their critical and intense involvement
with on-going processes of the study, these representatives wi 11

also become key to maintaining the momentum of the tourism devel -
opment and marketing strategy.

e e

) ) , Icdow+
At the outset of the study, the community coordinators ¥i 11 use a . ,
> 77 "workbook ” technique to document their discussions wi th tour b,
) . ——r lw
operators, community ideas and inventory of tourism facilities. L
el

The workbook will form the early basis of the study team’s under-
stand ng of the respective communities thoughts and aspirations
as wel 1 as inventory and analysis of the basic faci 1 1 ties. It
wil 1 also provide the basis for the continuing dialogue and
exchange of ideas.

TIMING

In determining the timeframe for the study it became obvious that
in order to meet the primary objectives of the study and also to
maintain the action oriented approach, the study should be
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completed by December 1986 with a majority of work completed by
September 1986. This wil 1 al low for a final three months of
review and drafting of al 1 the final reports.

The one year timeframe was selected for the following reasons:

o to keep the community interest and enthusiasm high; “-”

o to access existing funding;

o to encourage maximum expression and feedback from all partici-_
pants of the study;

o to develop early benefits from the study; .-

o to respond to deadlines of the tourism industry not only from a
seasonal point of view but also to allow new products and
packages to be documented in the Explorers Guide publication 7
for 1987; and

« to respond to seasonal opportunities for construction: so that .__
the Inuvik Visitor Centre, the Dempster Highway upgrading and °

some facilities construction may be undertaken during the
summer months. e

o
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3. GOALS AND OBJECTIVES

3.1 GOALS

To create an action-oriented plan that will achieve the following:

o increase the required awareness of the future potential of the
tourion instry: = 7520k pesend e S o

e establish a commitment by the |nd|V|duaI communltles as to their
tourism related resources, skills, and opportunities; and-

. to have set the stage for the construction of much needed
facilities and the implementation of new tourism opportunities.

7

3.2 OBJECTIVES
The objectives of the study are as follows:

¢ to develop a background of information on tourism development in
the Western Arctic Region for the public and private sector; .

e to detail a specific implementation strategy for tourism
development;

o« to increase the community awareness of tourism opportunities and
potential developments;

V! e to construct the Inuvik Visitor Centre;’
‘0 to provide--the Dempster Corridor upgrading master plan and

J?? complete the priority projects in 1986;
U3“¥U~’5§<3 0 to provide a specific marketing strategy for the region with some
qswjjsgllzéu; action oriented goals to be implemented prior to the completion

of the study;

¢ to develop tourism products and prepare prefeasiblity studies for
a number of projects during the planning process; and

o to encourage private sector development in the Western Arctic “-”
tourism industry.
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4. METHODOLOGY

The methodology will be divided into five phases including;

PHASE 1I: Inventory/Analysis/Community Awareness

PHASE 11: Theme/Concept/Development Opportunities

PHASE 111: Master Development Stra@egy7 .

PHASE 1V: Implementation Strategy _J/ Lo FAYS

PHASE V: Final Plans/Reports S /}//!56' Z A S

. Do
[ e %6

Each phase will have, as outlined in the approach, three distinct

PROCESSES, each dealing with specific components of the plan. Of

course, there will be a continuous integration between the
activities taking place simultaneously, however they have “been
divided into the distinct streams to emphasize the importance of
each. They include;

PROCESS 1:  Communication and Community Awareness -Las 8N Pfcw-ss
PROCESS I1: Development and Marketing Strategy Zcz‘i.3] /j”zaiéfny
PROCESS 111: Product Development and Implementation A PEE E

A work plan which illustrates the methodology is provided at the
end of this section.

PHASE I :  INVENTORY/ANALYSI S/COMMUNITY AWARENESS

The study will commence by two steps that are essential to each of
the three PROCESSES. They include;

o Step 1: Initial Meeting with the WAVA Steering Committee

The first meetings with the Steering Committee will have the
following objectives:

a) to review the work plan, industry contact and overall approach

to ensure that all parties have a_common_understanding of the
objectives and the tasks;
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, A A —CR ST Conryy 7HC
S‘; b) to provide t# with an opportunity to suggest specific

~ modifications to the design of the study and to its short

N@ QR and/or long term objectives;
§ - C) to identify sources of information (documents, resource
S

leaders, etc. ) and obtain a list of persons to be interviewed;
and
d) to determine timing and logistics forthe public awareness and

consultation program.

Step 2: Information Review Gl /Ersiewy
./—-———’—_—‘- ¢

Review existing reports, documents, promotional literature, aerial
photographs, and statistical data. Obtain available inventory of
tourism _plant. Obtain available information on the performance of
all sectors and existing tourist operations in the region. Review

recent and planned marketing efforts. It is hopeful to have some
of this information provided to us prior to the initial meeting \

A
with the Steering Committee. ,\f,\c

- . 0
4.1.1 Phase I, Process I: Communication and Community Awareness & Q
< s Thew L2007 7 / j*
N\ : ;
N ‘Q@V Community coordinators will be in each of tkel2 2oicommunies
3N\ 7 (see Approach for list). Many have already been (conffiimestl They
4@9 will be instrumental in the data gathering, “development of <
' community awareness and confirmation transfer. 77\0 VS K
. N \\ .
W \,\:7 ¥
4.1.1.1 Contact and Confirm Community Coordinators o ‘Vy
y GJ‘Q/ \D‘Nv (/‘/

Many of the community coordinators have al ready been contacted and ¥ {

confirmed during the preparation of this proposal .  The final Q‘J}y
confirmation of each of the 12 wil 1 take pl ace before actually W’j
beginning the public awareness program. (1) (/ \}\/(
A Q \
g

Harbour, Gilbert Ruben - Paul atuk, James poki ak - Tuktoyuktuk s Ed
McLeod Jr. - Aklovik, Winter Lennie - Norman Wells,RodHardy-Fort
Norman o

527 5’200 /710/@ }Q‘V

(1) Some of those that have been confirmed including Roy Goose -~ Sachs Q{ﬁ




4.1.1.2 Preparation of Workbook : o

A workbook will be designed and forwarded to _each community

// Lire ‘Eggrgigg;np<~ It will outline the types of questions to ask the
/7'( various operators/suppliers in each of the communities:
-

LS eSS ] ] - _
/7 g 1t will also provide them with guidelines to develop an inventory/

analysis of the facilities in each of the communities. When the
consultants actually arrive in each of the communities, they will
be quickly and efficiently introduced to the community because of
the workbook data base.

4.101.3  Community Awareness Campaign
Approximately two to three days will be spent in each of the 12

designated communities. Increased community/resident awareness of
€§) /l/ tourism will occur through the following three steps:
J

;{x:> 1. Direct contact with each hired community coordinator
§ throughout the overall study and more specifically with the
S consultants when they are in the communities.
-
é§ g 2. ;)gommmity'slide/video presentation on the travel industry in
~ _’——‘—/’ - - - - -
d general and specifically on the Northwest Territories will be
presented. Photographic material will be derived from the
ide . files of Travel Arctic, the consultants, Outcrop Ltd. and
- wiee i i i
oo ;7 7 other sources. The presentation will outline the steps of

northern products that can and are being developed for a

— O UTCEG ] .
’,,,/f’;iéL number of identified target markets.

3. One or more interviews between the consultants and key
operators in the area will be conducted. As with the
community coordinators this will enable the transfer of
tourism information to those who may then go on to contribute
to the overall community awareness.
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The consultants wil 1 also use a Sony Video 8 Camera to film
images, development opportunities, operators, etc. This will not
only serve as a record for inventory and analysis but wi 11 also
form the basis of a film to be presented at the Conference and at
the second series of public awareness meetings.

4.1.1.4 Other Projects

The visits to the communities will identify approximately 10 to 12
pro jects that could proceed towards implementation during the
study .

They may include;

- upgrading of a motel;

- development of MacKenzie River Package tour;
- expansion of an existing motor coach tour;
renovation of a historic_site; /1“‘
construction of a museum; d
- upgrading of an existing park, campground or trails;

- etc.

list will be prepared for selection by the Steering Committee.

.
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4.1.2.1
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Phase I, Process Il: Development and Marketing Strategy

Resource Inventory and Analysis

The consultant will use the first trip through the communities to
do a complete review of five tourism components to assess their
present operations. The five components are:

1. Natural/Historical/Cultural /Social/Financial Resources;

2. Tourism Plant (exis fglg tourism facilities; ¢~ ¢éinesS «

(3. Infrastructure e Oft-—See A5 - 6
4. Transportation; and
5. Retail and Commercial Recreation Services.

This will take place in both the Western Arctic Study Area as well

as key fringe areas in the Yukon and the adjacent zones (the
Arctic Coast Zone and the Big River Zone).

e Natural/Historical/Cul tural/Social/Financial Resources

Natural Resources: the diverse natural features of the area, and
specifically the MacKenzie River and other rivers, mountains and
delta will be _inventoried and analyzed. Specific recognition of
the delicate environmental conditions will be made by document-

ation review and on-site analysis. oA\ . &
CARATAAAART ! /]

Those natural attractions that create a base for-resource related
activities as well as a background to enhance the tourism
experience, will be analyzed. (ﬁii)the various natural features
will be mapped at the area and community level and their develop-
ment potential and "attractivity" will be documented.
o) 7

Historical/Cultural Resources*historical/cultural resources
will be evaluated for their potential as attractions and their
suitability for generat{bn\zone or sub-zone themes. Community and

17




area resources based on local, cultural and lifestyle values will
suggest potential cultural attractions and activities.

Social Resources: the human resources in the area will be examined
through an analysis of population structure and trends. Special
skills available in the area will be identified and opportunities

“for integrating local industries into the tourism industry
assessed.

Financial Resources; both the existing resources of each community
and the private sector as well as fugggglgg opportunities and

- - . - / N
investment climate will be analyzed. - P&w7 g
= '

¢ Tourism P1 ant

The tourism plant will be classified into sxmajor groupi rigs:

events and attractions;

accommodation n; b,///

food services;

information services; and 1 , ,
recreation facilities. c%bgi kﬁﬁﬁf'éé**é=ééé=gé£}g£§g .
- Kgi___El

e
-

Current demand/supply and capacity for development potential will
be identified.

—
Events and Attractions: info rmation on natural and man-made

attractions and events (raft and canoe races, winter carnivals,

< wildlife viewing trips) will be collected. Attendance will be
Q;;Z; f:} compiled from interviews, and available data. Necessary informa-
'bﬂ tion should include: 1 ocation; type; attendance; seasonal ity;
9 size; admission fees; general investment level; and type of group

C? appeal (e.g. motor coach, visitors, R.V. travelers, etc.).

Accommodation; the inventoried accommodation will be categorized
by two major types: roofed accommodation (including hotels/motels

—
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) é’c)a)‘)‘ bC o
as* “"“and lodges) and campgrounds. All existing units will be appraised
. “by quality, financial yiabil ity and_management. We wil1 then
estimate the demand for accommodation by type of operation and
user, assess supply in terms of quantity and quality, and evaluate
,ffizayavf75 G%I@ capacity. Al 1 facilities presently being considered wil 1 also be

) Zf/;ffzzﬁff analyzed and technical assistance provided if necessary.

—

Food Services; we will inventory those commercial services which
(~Cater 1 the communityvisitor. Avail ability of Northern dishes,

fresh food, menu mix, etc. will be considered.

Information Services; existing published literature and government
planning reports will be used to inventory tourist information
services. This should include location and type of facility,
using literature and information provided in N. W.T. and Yukon, and
Southern tourist information centres. Special consideration will
be given to information available in Dawson.

Recreation Facilities; all pertinent recreation facilities W-11
be inventoried and analyzed (e.g. schools, playgrounds, co-op
facilities, etc.). These facilities will be assessed within the
framework of their importance to tpurism. -

o Infrastructure

Infrastructure will be analyzed in terms of surplus/deficit/capa-
city including water supply; sewage treatment capacities; power
and other utilities; plans and policies relating to municipal
services and zoning by-laws.

e Transportation

The Dempster Highway will be discussed under a separate heading
(Process 11). The use and potential capacities of all other
transportation males and related infrastructure including major
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Retail Services; gll—stn[es that respond to visitors' needs should

_be inventoried for special tourism itemss irfadugding: Hours of

operation; seasonal fluctuation; proportion of tourism rrelated

P S SO By,

business; employees, and expansion.

Tourism Services;

The following will be analyzed:

3

inbound receptive tour operators;

wholesalers selling to the N. W.T. and Western Arctic;
guides, Tfishing charters; and

outfitters.

Entertainment Facilities; (community halls, churches, cops).
This should include type of facility, potential use, special
features, tourism participation opportunities, seasonal fl uctua-
tion, and number of employees.

Group Facilities; schools, government buildings, churches, large
open spaces, halls, commercial buildings, etc. will be
inventoried.

Market Research and Analysis — /4: /Anveo 7© ALrvea/

The market research will be conducted simultaneously with the
analysis of the resources. This research will consider the exist-
ing markets, market competition, market trends, tourism trends,
and market potential, which, in combination, will ultimately
define the marketing strategy for the Western Arctic.

e Existing Markets
A comprehensive literature search and review of tourism related

surveys and reports will be undertaken to assess existing markets
and marketing programs. Data will be collected from Travel Arctic
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Surveys, industry and association files. The Tourism Canada
Package Tour Data Base Programs, wholesaler and operator inter-
views selected from the MacLaren Plansearch Specialty Wholesalers
Index, etc. will provide information relevant to the Western
Arctic.

¢ Market Competition and Market Share

The marketing policies, plans, expenditures, themes and strategies
used by competitive destinations, such as Northern B.C. and
Alberta, Yukon, Alaska and other areas will be reviewed.
Pertinent Tourism Canada marketing plans will also be studied with

- those of Travel Arctic and the Travel Industry Association of the

N.W.T. The regions share of the market to the Northwest
Territories will also be analyzed.

e Market Trends

The historical and existing markets will be analyzed to develop a
thorough knowledge of trends, patterns, visitor’s origins,
preferred activities and visitor expenditures, in order to locate
demand sources and identify seasons which offer the greatest
potential for growth. The current marketing efforts being made to
increase market share will be evaluated to provide insight into
the possible effects of various marketing alternatives.

e Tourism Trends

Regional and Territorial trends (increased use of wholesalers,
specialty tours, increased use of package tours, etc.) will be
assesed for their marketing implications. Tourism trends will be
considered in the context of general Canadian and International
economic and social changes.
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. Market Potential

In order to analyze the regional market relative to existing,
potential and competitive markets, we will undertake a market
position study. New markets will be studied and changes in market
orientation will be considered in light of the strengths and weak-
nesses of the Western Arctic area relative to its major competi-
tors and the effectiveness of their marketing strategies. The

identify potentially new market sources.
¢ Data Availability and Market Estimation

It i1s recognized that relatively little quantitative information

b//4fill be available on the existing market and market trends rele-

vant to the Western Arctic tourism industry other than the recent
Dempster Highway Study. Therefore, the available data will be
supplemented by more qualitative information acquired from per-
sonal and telephone interviews with Tourism Canada, Travel Arctic,
airline operators, tour operators and wholesalers in both Western
and Southern Canada, tour operators and business people in the
Study area, and selected tour operators in competing tourism
desintations. Through these interviews information will be
collected on all of the factors and considerations listed in the
Terms of Reference. As well, information will be collected and
analyzed on the extent and types of successful government/private
sector marketing techniques used to present/ sell products similar

to what is or could be available in the Western Arctic Tourist
Zone.

We will then integrate the quantitative and qualitative informa-
tion in order to develop quantified estimates of the current
tourism market available to the Western Arctic, by tourism product
and name, i.e. rest of Canada, Europe and so on.
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It is anticipated that these estimates will be developed for the
Study area and compared with the total G. N.W.T. (in order to

L clearly show the position of the Western Arctic in the N.W.T.

tourism market). These current estimates will provide important
bench-marks for the preparation of market projections, “alternative
concept plans, and marketing strategies.

e Market Projections

This analysis will cover the major market areas for Western
Arctic, Western Provinces, rest of Canada, United States, Europe,
Japan, rest of the Pacific Rim, and will consider such issues as
longterm economic growth, long-term societal and leisure trends
(e.g.  the growing interest in wilderness vacations), the impli-
cations of changes in energy prices on remote tourism destin-
ations, and expected developments in competing tourist destina-
tions.

Quantified ten year market projections wil 1l then be prepared.
This time frame is needed to support the preliminary feasibility
analysis of individual tourism opportunities. Ten year projec-
tions will first be prepared for the total N.W.T. in order to pro-
vide a framework for evaluating the Western Arctic’s market posi-
tion. If available, existing N.W.T. projections would be used but
these may be modified in order to incorporate new information or
to suit the specific needs of this study.

Two sets of market projections for the Western Arctic will be
prepared. The first will outline market trends in the event that
no new orientations are taken. The second will show the Kkinds of
tourist visitations which could be generated through the success-
ful implementation of the tourism plan. This second set will
later be mdified to totally accord with the implementation plan
which is approved by the Study Steering Committee.
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4.1.3

4.1.3.1

The Western Arctic target market projections will be by product,
by location or source (rest of Canada, etc.), by season,andby
community and will be designed to address all of the information
requirements detailed in the Terms of Reference.

0 Market Study

This information, together with market analysis, projections, etc.
will be brought together in the form of a market study which will
be completed in draft form during the first phase of the work pro-
gram. This will ensure that all members of the Study Team and the
Steering Committee are working with the same market information
through the subsequent phases. This draft, however, will be
modified as further information is collected and as the marketing
strategies and implementation plan are finalized.

Phase I, Process Ill: Product Development and Implementation

Three planning/design components will be covered under this
process.

1. Inuvik Visitors Centre;
2. Dempster Highway upgrading: and
3. Other Projects (to be determined following the site visit).

Inuvik Visitor’s Centre
« Background

An exciting opportunity exists to construct a Visitor Centre in
Inuvik for the Western Arctic Visitors Association. The pre-
planning will coincide with the Tourism Development and Marketing
Strategy Study, soon to be initiated.
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The Vistor Centre has the potential to be a very strong catalyst
for future tourism activities. It could become a symbol of the
commitment of the people of the region to the growth of this
industry.

Anticipants in the planning process range from local interest
groups, to government offices. Their input and ideas will be
invaluable in determining an exciting program for this project,
and a “vision” for its forum.

e Potential Impact of the Centre

Tourism in the Western Arctic is poised for tremendous growth.

.~ Inuvik is strategically located as a “springboard” to the vast

variety of attractions and experiences available in the region.

The Inuvik Visitor’s Centre will become a “landmark” building, in
many cases the strating point for tourists inthe Western Arctic.
It evokes such images as;

1?7 - “Invitation”, focus, history, wildlife, maj@tic; and
‘ o

— UAAO w e
Buzo 77 ?

<:E§E§;i?untapped, unsported, raw.
\/’ e

Only budget considerations will check the imagination of the
design.

Site selection for the Inuvik Visitor Centre will include the
following steps:

0 Visit-to-Alternative-Sites

- Twin Lakes;

Visitor Information site;

Church site; and

L)

Marine Road.
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The sites will be thoroughly photographed and preliminary data
recorded to be used later in the final evaluation and site

selection.

- - : : ‘ ~ gz Guwiw? IS O TAE
o Meeting wi Lo 5 Ceog-v7 ? _/rf e z 7
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- to discuss pertinent information;
- review of terms of reference, and most specifically the project
requirements;

- name for the centre;

- space allocation; offices, display and audio-visual space,
library and service requirements;

- building functions; orientation centre; library; theatre;
retail opportunities; role of centre and parking
requirements.

- tourism opportunities for building;
orientation centre for Campbell Hills/Lakes Area;

- orientation centre for nature walks, hikes near community;

- graphic displays of tourist opportunities in region; and

- impact of proposed road to Tuktoyuktuk.

- building uses changing by season;
- design considerations; and

- igﬁbge

- energy saving systems
wheelchair accessibility

- a “brain-storming” system to discover ideas and possibilities
for the centre

- discuss names for centre;
confirm timing;
establish site selection criteria; Views and
pedestrian/vehicular accessibility, geotechnical
characteristics, land features, and topography

- user groups; bus tours, school groups, tourists, community
and businesses.
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o Meetings with other Centre Participants

During our stay in Inuvik, we will gather as much information,
ideas and thoughts from local and territorial government, and
local interest groups.

¢ Site Planning Concepts

Immediately Tfollowing the initial vist tothesites,andthe
meetings with the client and other participants, site planning

concepts for each of the sites will be drawn up. Each pian will

reflect Ehe site evaluation criteria;iandamatrix for assessment

will be attached. This will allow all the positive and negative
factors for each site to be judged.

It is our intention to produce a “character sketch” at this time,
so that the participants in the study can have a *“vision” of the
centre at hand. The sketch will have other benefits such as

public relations, and furthering community awareness of the
study.

e Meeting with Client
During this meeting, the following would be discussed:

- review of the site planning alternatives and site evaluation
criteria;
review information from participants;
select site; and
select theme and name for centre.

Once the site for the centre has been selected, the consultants
will review the available data and preplanning program. These
include the following steps:
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¢ Meetings with Participants

Special attention will be given to this phase, because of the
unique nature of the centre. We will use this opportunity to meet
with the following participants:

WAVA;

Office of Economic Development and Tourism;

Department of Culture and Information; (iﬁ)}¥(;/.~4)1>>
Canadian Wildlife Service;

- C. 0. P. E.;

- Renewable Resources;

- local government;
- Inuvik Town Council; and
- Department of Public Works and Highways.

Each participant will be encouraged to give the team their
thoughts and ideas on the programminggperation, and more
critically the “impact” of the centre on the Tourism Industry for
the Western Region.

e Review all Pertinent Documents/Research
The study will review the following:

- Project Planning and Implementation Process, A Guideline for
clients (DPW February 1984);
Community Based Toursim, Summary Report 1985, Full Report
1983;

- Campbell Hills Park Master Plan;
Western Arctic Visitors Association By-Laws;

- Surveys completed by the Western Arctic Visitors Association;

- Plans and specifications for Visitor Centre;

- Research on lastest Northern construction techniques;
latest energy conservation techniques for the North.
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e Preliminary Programming

The consultants will now be able to present their preliminary
programming ideas to the client after having carefully reviewed

all the data available and notes taken during discussions with the
participants.

The preliminary programming process will document;

rooms, US€, Size, orientation, space needs;

- site requirements, parking, landscaping, lighting, storage,
etc.
servicing needs, mechancial and technical systems

- #outline specifications, and make recommendations for materials,
finishes, special details, special graphic and display
features, audio-visual requirements etc.

A preliminary report with programming recommendations for client
review will be prepared. As well several “conceptual layouts” of
the centre on the selected site will be prepared.

0 Meeting with the Client

The consultants will present the following information to the
client:

- preliminary program;
- preliminary progress report;
- conceptual layout.

This meeting will be used to intensively discuss the various ideas
and alternatives for the development of the centre. Each
different approach has it’s own unique qualities. The consultants
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wil 1 review various ideas wi th the client in tems of the “image”
of the centre and 1t§ impact on tourism, and on Inuvik itself,
i.e. how is the centre visualized? There is no question that it
would be the objective of this meeting to confirm the program for
the centre, and to authorize the study team to proceed with
developing preliminary plans.

The consultants will then proceed with producing preliminary
plans, sections, elevations and outline specifications for client
approval. The plans will reflect the “image” theme to ensure the
dynamic impact of this centre.

e Preliminary Economic Report

Bo7 Wwo Xz o swe Buico /7 .7})?

Input from our economist will now become important, as maintenance
and staffing requirements are now clear. A preliminary report
will be prepared outlining various options for staff management,
building maintenance costs, options for retail space and economic
feasibility.

\

¢ Project Brief

I \
The study team will prepare the project brief at this time. This
document will contain the following:

- Brief summary of the project process;

- list of all sources of information, interviews, etc.;
appendices detailing technical information rationale for
phasing, cost estimates;

- alternative site sketches;

- all other relevant background data;

- copies of plans and specs;
copies of perspective; and

copy of the management plan for staffing.
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Dempster Highway Upgrading

e Resource Inventory

Since the study begins in winter only the N.W.T. section will be
analyzed in the first phase. This will be done by:

- air photo reconnaissance;
- on site survey by driving the route from Inuvik to the N.W.T./
Yukon border.

It will be done jointly by a transportation planner, tourism plan-
ner and northern highways engineer in order to properly assess
each potential development site.

The following resources will be noted, classified and mapped:

- all unique natural Tfeatures within 0.5 km of the highway
including; lakes, rivers, landforms and vegetation groups;

- all historic sites within the highway corridor and adjacent to
it; and

- all major viewplanes and nature interpretation opportunities.

In collaboration with the community plans, a special emphasis will
be placed on the areas immediately around the communities of Fort

" McPherson and Arctic Red River.

e Market Research

Based on the results of the Dempster Highway Survey an analysis of
the market profile will be made in order to identify the develop-
ment opportunities of the highway corridor for the road
traveller.
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o Development Concept

An overall development concept will be made for the N.W.T. section
of the road. A;EEEQJﬁ]] not be prepared at this time since it

is felt that a summer 1986 survey of the entire Dempster would be
more appropriate.

The concept will outline roadside development zones or planning
units (e.g. around communities or areas of unique natural or

historic features).

Roadway Corridor Opportunities

The exact location of a variety of roadside facilities will be
made. They may include, but not be limited to the following:

rest stops;
nature interpretation areas;

picnic sites;
scenic viewing pull-offs;
historic sites or areas;
structured and unstructured campgrounds;
visitor information/reception services.

Options will be provided for final selection by the planning
Committee. 5 Ne*

.<‘. .I ) "J‘
N ‘\J\‘%
Other Projects

In order to maximize the relevance of the strategy, complete
implementation strategies including, product development
feasibility analysis, and marketing will be carried out for
approximately 6 projects.
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This may include;

the upgrading of a motel/campground;
motel/campground construction;

package tour on the Dempster and MacKenize River;
- etc.

The first phase will identify approximately 10 - 12 of these types
of projects and they will be shortlisted to approximately six.

The purpose is to bring at least a half dozen projects to
completion for the 1987 season.

Second Meetina with Steerina Committees

Phase I will terminate with the preparation of a Progress Report
and a meeting with the Steering Committee. The objectives of the
meeting will be to present the acquired data from the 3
processes.

Process I: Communication and Community Awareness

Report on the success of the first step of the community awareness
programs, specific actions that were taken as a result of
technical assistance, 1identified human resources and overall
awareness of tourism.

Process Il: Development and Marketing Strategy

Review of the data collected by the consultants and permit the
Client to comment on the content and recommend revisions as they
may be required. A discussion of information gaps and what effect
the lack of data may have on the final results of the study and of
the progress report. And present to the client the framework of
the next phase of the study.
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Process Il11: Product Development and Implementation
Inuvik Visitor Centre - Presentation of preliminary design.

Dempster Highway - presentation of selected site developments and
opinions.

Other Projects - identification of the possible projects that
could be slated for immediate product development and
implementation.
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PHASE 11:  THEME/CONCEPT/DEVELOPMENT OPPORTUNITIES

Phase Il, Process I: Communication and Community Awareness

Regional Tourism Conference

The development of the “theme” is discussed in Process Il, Section
4.2.2. After the development of the “theme” for Tourism Develop-
ment, we will stage a major conference in the region. The final

site selection will be done in conjunction with the Steering
Committee.

e Participants

study team key members;

community tourism coordinators;

community coordinators;

government representatives;

Steering Committee delegates;
- local tourism operators and suppliers;
= southern wholesalers; and

development coordinators.

e Purpose

To provide a forum for all participants of the study to meet each
other, to review the data, recommendations, and 0 begin to set
priorities for projects and product development. It is also an
opportunity for the expression of issues and concerns.

¢ Topics of Discussion

The following is a brief list of some of the subject areas to be
discussed:
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- the theme for the conference wil 1 be “Visions of Tourism in the
Western Arctic Region. This wil 1 provide an opportunity for
everyone to consider the exciting potential growth of the
tourism industry;

- the study progress and results to-date, including Inuvik
Visitor Centre, Dempster Highway Upgrading, other projects and
product development;

- review of the development theme for the Western Arctic;

- nature of the travel industry in the N.W.T.;

~ nature of the travel industry in the Western Arctic including
markets and resources;

- structure of WAVA - roles of the sub-regions;
development opportunities (natural and cultural resources,
package tours, need for improved training), marketing strategy;
and

- results of potential funding services.

The conference will be scheduled over a weekend. The costs of
hosting the conference, including travel for _delegates has not
been considered as part of this budget, only the costs that relate
to the study team.

Second Series of Community Meetings

Community awareness and public meetings will be held in the 12
communities at the end of Phase Il. These meetings will follow
the preparation of the background. The objectives of these
meetings are discussed in Section 4.2.2.7.
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Phase Il, Process Il: Development and Marketing Strategy

This phase will match the market (demand) with the resources
(supply) in the context of the level of community awareness;
review policy and plans as documented in the first phase of the
study overall opportunities/constraints and provide a synthesis of
the conclusions reached in the various activities of Phase 1. The
following information will be synthesized.

Demand/Supply Analysis

From data generated in Phase 1 (Market Research and Analysis), and
Resource Inventory and Analysis, a matrix will be developed
indicating market demand and characteristics and resource supply
capacities by activity sector. Also using market trends developed
in Phase 1, future demand will be estimated considering complemen-
tary and competing facilities and resources in adjacent zones.
This analysis will form the basis for identifying upgrading and
new development opportunities.

Economic Impact

The present and potential economic benefits of tourism on the area
will be described. Using information in the market study report
and expenditures by visitors, industry sectors (e.g. accommoda-
tion, food and beverages) will be quantified, and the employment-
related portion of these expenditures estimated. Total employment
by industry sector will be estimated differentiating between year-
round and seasonal figures. The indirect and induced income and
employment effects of tourism-related expenditures will be
estimated. The information will be presented in such a way that
it will assist the public in understanding current benefits of
tourism and more importantly, the employment and economic benefits
which could be generated in the future through successful imple-
mentation of the strategy.
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4.2.2.3 Theme/Image

4.2.2.4

The synthesis of the resource inventory and markets W%ill suggest
an overall theme or image for the Western Arctic and the Dempster
Highway. While the natural resources and possibly the ’water-based
resources may be most significant in the determination of the
theme, it i1s essential that it be responsible to the demands and
aspirations of the various market segments. The theme will be a
simple and clear statement that could easily be translated into a
strong marketing tool.

Presentation to Steering Committee

A complete presentation of the results of the resource inventory/
analysis market analysis public awareness campaign initial inter-
view and resulting theme will be presented to the Steering
Committee.

4.2.2.5 Alternative Concepts and Preliminary Development Opportunities

The particular theme will form the basis for approximately two or
three alternative development concepts. These concepts will, at
this point, be global and comprehensive, but not technical. They
will show the functional relationships between the various
potential development areas and include but not be limited to the
following components:

development opportun’ities;
corridors;

]

service areas;
theme attractions; and
environmental protection areas.
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e Development Opportunities

The results of the resource and market industry combined with
input from the industry will enable us to identify a preliminary
list of development opportunities including attractions, lodging,

restaurants, package tours, special events, roadside services,
etc.

They will be grouped by community and will be presented at the
second round of public meetings.

Development opportunities may take the form of package tours, new
construction, expansion or upgrading of existing product, develop-

ment of ancillary facilities, special events, historic/cultural
documentation, etc.

At this point, at Ieag&f 2 projects will be identified as key

/nggntial projects for immediate implementation. From these/fz;/

~six, will eventually be selected for detailed product devel ,
“~—prefeasibility analysis and marketing strategy.

}

. - \
» ‘ .

e Environmental/Visual Protection -

éw% Areas of particular sensitivity and a potential for degradation

will be identified and an orientation towards environmental
protection and conservation will be outlined.

Product/Market Matches

Using the market study completed i n Phase 1, the Study Team wi 11
identify the “matches” between product and markets which woul d be
relevant and desirable to each alternative scenario.

o Potential Socio-economic Impacts
The potential economic benefits from each scenario wi 11 be

estimated in terms of tourism revenues, direct, indirect and
employment and income, and other qual i tative i ndi caters.
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4.2.2.6 Technical Background Report and Progress Report

4.2.2.7

A technical report will be prepared outlining the results of
Resource Inventory/Analysis, iInterviews and community awareness
programs, technical assistance, market research, synthesis and
theme alternative development concepts, and development opportun-
ities. A progress report will also be prepared. This documenta-
tion will be forwarded to the Steering Committees in_adequate-time
for them to prepare for the presentation.

The Inuvik Visitors Centre and Dempster Highway Upgrading Plans
will also be a part of the technical report including - site
analysis and selection, architectural programming, proposed
roadside facilities and location.

A full presentation of the background or technical report will be
presented to the Steering Committee.

Second Series of Public Consultation and Awareness Meetings

Following preparation of the background report and schematic
concept(s), continued community awareness and public meetings will
be held in the 12 communities. The theme and development
opportunities will be presented to the industry operators and
residents as preliminary thus encouraging citizens to react to the
various options. Technical assistance will be continued to those
operators or suppliers and tourism co-ordinators.

These meetings will have the following purposes:

- to present the issues and trends and development-opp~~-u~ities

as discovered through the initial round-of six visits and
interviews; \
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to request input into the potential for tourism development in
the area in terms of resident, envirommental , social , cultural
and economic aims and objectives, attitudes to tourists and the
tourism industry, economic investment climate, development
opportunities, potential Tfor implementation, physical
constraints to development, etc.;

to fully evaluate the proposed development opportunities and
identify those that can proceed immediately to implementation;
and

to collect additional data required to complete product
development for the six projects.

The consultants will be available to meet interested individuals
concerning specific issues or projects.
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4.2.3 Phase Il, Process Ill: Product Development and Implementation

N J
4.2.3.1  Inuvik Visitor Center » W\* \ N —7
. Detail @ rinancial Analysis w . O"w\ !
n
o
As a product of the design of the proposed Visitor Centre,
construction, equipment and furnishing cost estimates wil 1 be

developed. To these wil 1 be added any further capital require-
ments such as start up costs and working capital .

As a part of the detailed financial analysis of the Centre,
correspond ng interim and on-going financing arrangements will be

addressed. Potentlal sources of capital financing and ngzrat'lng7
nd —

grants wil 1 be contacted lcell ing amounts‘(otentlal irELl_rlg a
/eﬂrer/terms and conditions will be identified. —The need for and
cost of any bridge financing wil 1 be identified. Ongoing capital
\(/: o related costs such as interest or depreciation will be ascertain-

<

\S'Qi ed, and in the latter case, the need for a funding approach to

eventual major renovations or replacement wil 1 be considered.

From the functions of the Centre previously determined, management
arrangements and staffing requirements will have been developed,
including levels and qual 1 fications. These wil 1 be translated
into correspond ng wages or salaries and benefits. Operating
costs such as fuel , electricity, other util 1 ties, communications,
suppl ies, training, maintenance, insurance, 1 egal or audit fees,
bank changes, and the 1 ike will be explored and their magnitude
estimated. Any offsetting revenues wil 1l be identified. A
proforma annual operating statement wil 1 be prepared, taking into

account the relevant costs and any offsetting revenues.

This will be matched with potential funding sources and an overall
financial plan developed for approval by funding agencies. In
cooperation with client representatives and others as may be
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appropriate, presentations will be made to potential sources of
funding. Assistance will be provided in drawing together an
overall financing plan for the Centre, including the drafting of

applications for financing 1in the forms required by prospective
funding sources.

o Final Design

Review preliminary designs with the client and establish final
direction. We would than make all final adjustments to the plans
and specification for final submission. A full colored rendering
would be produced for this completion phase.

¢ Request for Further Funding
At this stage, a presentation would be made to secure construction

funding, so that working drawings could be prepared in time to
begin work as early as possible.

4.2.3.2

Dempster Highway Upgrading

Following the selection of potential roadside sites to be devel-
oped in Phase I final site selection and development priorities
will be made. This will be followed by the preparation of
preliminary working drawings on each of the proposed roadside
site developments.

It is anticipated that there will approximately 3 - 4 major
roadside sites to be layed out (campgrounds, interpretation area,
etc.) and 3 . 4 minor roadside sites, (pull-offs, rest areas,
etc.).

Using existing topographic maps, the preliminary working drawings
will include:

site/facility layout;
- preliminary grading;
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- preliminary engineering drawings, including cross-sections and
profiles; and

- preliminary cost estimates.

PHASE I11: MASTER DEVELOPMENT STRATEGY

Phase Ill: Process I: Communication and Community Awareness

During this phase, we will further our communication with the
participants by the use of the following:

o Film

Using our Sony Video 8 Camera we will produce a short documentary
film highlighting the importance of the community tourist related
resources and development opportunities. Local citizens will also

be involved to strengthen the sense of participation and support
for tourism.

o0 Newsletter

A newsletter will be developed to keep the communities informed as
to the progress of the study, and the funding and recommendations
of the consultants. The paper will include other articles of
interest so as to maintain a high level of individual knowledge of
the study.

Phase Ill: Process Il: Development and Marketing Strategy

The selected overall concept will become the framework for the
Master Development Plan. This plan will discuss:

- regional and community goals and objectives;
development principles, programs and activities;
development opportunities and feasibility analysis; and

- marketing strategy.
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Plans will be prepared for each community as well as for the over-
all areas.

4.3.2.1 Goals and Objectives

4.3.2.2

4.3.2.3

The goals and objectives will result from meshing the goals of
the:

Western Arctic Visitors Association;

Department of Economic Development and Tourism;
Tourism Canada;

L]

the various hamlet and community councils; and
the regional Development Corporations.

Development Principles

Development principles will be based on the expressed community
aspirations and on the current and potential resources which pro-
mote development that would positively market those resources.
They will concern; new developments versus upgrading and increas-
ing capacity of existing facilities; decentralization of tourism/
travel generators and attractions, grouping of development
centres; receptive tour operations; protection of natural
resources, seasonality, training, etc.

Tourism Development Opportunities

Based on the preliminary opportunities identified in Phase 1l and
the results of the second series of public meetings, all pertinent
development opportunities will be selected, evaluated and ranked.

o Evaluation and Ranking

Objective criteria to evaluate and determine priorities among
identified tourism development opportunities will be defined.
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Criteria will be selected for use in a point or scoring system in
order to rank potential tourism development opportunities identi-
fied. Among the criteria to be used would be the following:

- relationship to overall strategy for area;

- Impact on income and employment;

- impact on diversification of economic activity;

- Impact on seasonality for shoulder season opportunities;

- provide opportunity for skill development, training and job
entry;

- urgency of product development;

- funding potential;

-~ creation of resident recreational opportunities;

- synergy effect (the special Dbenefits resulting from the
clustering of several projects);

- potential for multi-community packages;

- negative effects on competitive facilities;

- the market sectors that the opportunity would attract, and, in
turn, rely on. How stable are these? How costly to reach them
effectively? What are their spending patterns?; capital costs;
and

- related infrastructural costs for utilities, transportation,
etc.

The purpose of using a well-defined numerical evaluation system 1is
to discipline and systematize the selection processes and clarify
to the Steering Committee, other selected persons and community
groups the basis of the recommendations.

A11 proposed community and area development opportunities will be
presented according to:

- theme association;
- facilities to be bhuilt;
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- activities to be included;
required action for implementation;
responsibi 1 1 ty;

- benefits; and

- potential markets.

4.3.2.4 Comprehensive Product Development Prefeasibility Analysis of
Opportunities

It will not be possible to complete a detailed feasibility
for each project, however, we have budgeted to provide a

)
W’ efeasibility analysis for up to 12 of the proposed major
e**ﬁzomment opportunities. This will include:

(]

estimate of visitation, occupancy, etc.;
anticipated revenue;
capital and operating costs;
risk factors; and
preliminary proforma.

It is not recommended that detailed feasibility analysis be
conducted at this time. This would simply duplicate the work that
would be done by the potential operator. However, this prefeasi-
bility analysis will be completed in sufficient detail to be used
to attract potential investors and to estimate the funding which
may be needed in a commercial development incentives program,
which, for example, could be part of a tourism agreement under the
Economic Development Agreement for the Western Arctic. We antici-
pate during the course of the assignment that the Study Team will
identify entrepreneurs who are interested in pursuing tourism
opportunities in the study region. IT this meets with the ap-
proval of the Steering Committees, the Study Team Will work with
them in conducting the pre-feasibility analysis described in this
section, and then indicate to them the govermment funding sources
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(e.g. Special ARDA, the EDA) which they coul d access for the pre-
paration of full feasibility studies.

4.3.2.5 Impact Analysis

The impact of each development opportunity will be analyzed in
three categories:

- economic;
- social/cultural; and
- environmental.

The analysis will identify positive and negative impacts of each
opportunity on their economic, social and biophysical environ-
ments. The incidence of these impacts, both geographic and social
(e.g. where, who), will then be noted. Examples of positive
input would include employment and income creation, and increased
sales for existing businesses. Negative impacts would include
effects on traditional resource harvesting activities and
community cohesion. The magnitude of the impacts will be
assessed. This assessment will be based upon available quanti-
tative data and best estimates by the consultant.

In order to permit the impacts on each factor (economic, social/
cultural, environmental) to be aggregated for each opportunity,
all factors will be entered into a matrix using an index number
from an appropriately weighted scale.

The impacts of individual opportunities will then be aggregated in
order to fully assess the socio-economic and environmental impli-
cations of the Master Plan for the Western Arctic and the total
N.W.T. projections of tourism visitations, revenues and
employment and other indicators, 1In the event the plan is
implemented, will be compared with the base-case or “without the
plan” projections of the same indicators. This will be done in
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order to clearly identify the incremental effects of the
successful implementation of the tourism plan.

Regional Association Organization

The existing structure of WAVA will be analyzed in terms of its
relationship to the various communities, its role in responding to
the unique tourism opportunities Of the Western Arctic i.e.
Dempster Highway, rubber tire traffic, MacKenzie River,
transportation links with the Yukon and Alaska as well as the
multi-cultural character and interests Of the region.

Consideration will be given to:

- sub-regional representation roles and responsibilities;
community co-ordination; and
marketing and promotion.

On-Going Industry/Government Consultation

During the preparation of the Master Plan, ad hoc meetings will
take place with industry and government as well as members of the
Steering Committee.

Phase Ill1: Process Il1l: Product Development and Implementation

Inuvik Visitor Centre A

Working drawings and specificajfo ﬁnﬁ ender 8
prepared. These will be eviewed by éyycﬂien {  The pro{g;t will
then be put out to tender\at this spdge, pAd the contract sigqed
for construction. N
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4.3.3.2 Other Projects

Approximately six projects will be selected for detailed product
development, feasibility analysis and marketing. It can be
assumed that there are already a number of projects that could
take advantage of existing funding to be in operation by the 1987

summer season (to coincide with the potential opening of the
Inuvik Visitor Centre).

Although it is impossible to determine at this point, the exact
nature of these projects (to be selected in Phase 11) it is
probable that they consist of package tour development renovation
or upgrading of a certain faC|I|ty development of a tourism
attraction, etc.

Depending on the nature of the individual study, the monies will
be spent on;

- Product Development

A comprehensive description of the new product will be provided.
For instance if it is a package tour a complete itinerary will be
outlined including name and responsibilities of each individual
supplier.

- Project Feasibility Analysis
—_—

For each of these more promising projects identified, a feasibi-
lity analysis will be carried out. For each project the basic
concept and preliminary market assessments will be used as the
basis for initial estimate of sales or other revenues. Tentative
estimates of capital requirements will be made, including the cost
of new or upgraded facilities, one time “launch” costs, training,
and any other start-up costs. Ongoing management and staffing
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requirements will be considered, and all estimates made of
corresponding wages, salaries and benefits. Tentative projections
of other operating costs will be developed, and preliminary pro
forma annual operating statements or pro forma statements of
profit and loss will be prepared as appropriate for each of the
identified projects.

Marketing Strategy

>

detailed five year marketing strategy including;

target market identification;

advertising;
specific trade show identification;

wholesaler contract. |

L_/(_),'.,, e 7
It will be possible for us to bring approximately two or three
local suppliers to the south and meet appropriate wholesalers or
attend a trade show to launch their product. ke A%ys :>

- Training
The training requirements will be outlined for each project and

where possible the consultants will deal directly with the local
supplier to provide maximum information transfer.
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Phase IV, Process I: Communication and Community Awareness

The newsletter will allow for communication within the 12 communi-
ties. Further issues of the newsletter keep the public informed
as to the progress and findings of the study.

Miniconferences will be held in each of the respective communi-
ties. These meetings will inform the participants on the progress
of the proposals and recommendations. An update of the study
video will also be available for viewing.

Phase 1V: Process Il: Development and Marketing Strategy

The implementation strategy will be action oriented and address
the following points:

Phasing

Priorities and phasing of programs and development opportunities
will be established, taking into account:

the results of the prefeasibility analysis;
level of interest in the various communities;

availability of private investment, funding and costsharing
programs;

ease of implementation including competition for resources and
funds;

interest of wholesalers/tour operators, automobile clubs, and
other travel intermediaries contacted during product testing;

- manpower training requirements; and

- marketing strategy.

Roles and Responsibilities

The roles and responsibilities for various federal, GNWT and com-

munity agencies, for tourism related associations, and for private
investors will also be described.
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Investment Guide

The strategy will be presented in a form that will assist current
and potential tourism investors (especially Western Arctic resi-
dents) to make investment decisions. It should also constitute a
reference and guide for the private sector, WAVA, all levels of
government, as well as tourism related organizations.

costs

Preliminary operation and capital cost estimates will be prepared
for each of the development opportunities. They will consider:

land acquisition;

construction infrastructure costs;
start up costs;

salaries, commissions; and
marketing

3

k]

Guidelines

As well, overall development guidelines will be given for each
facility and may include:

architectural motif;
- energy conservation;

site planning and landscaping standards; and
- servicing requirements.

Continued Community Involvement

Community Involvement Mechanisms will have been established at the
onset of the planning process by the identification of potential
community coordinators. The techniques and activities required to
enlarge these positions will be outlined. Inter-community
cooperation and linkages will also be developed.
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Funding

It is fully recognized that the successful implementation of the
tourism plan would require substantial funding from government.
Government financial assistance could take a variety of forms:

capital investments in public tourism facilities and community
infrastructure;

commercial development incentives;

funds for feasibility and market studies, advertising,
marketing and promotion for specific opportunities;

operating funds for govermment staff to assist with plan
implementation; and

hospitality training programs for management and staff of
tourism operations.

fj Government funding requirements will be estimated for all aspects

of the tourism plan, and recommendations will be offered regarding
funding sources which should be utilized. These could include
N.W.T. Special ARDA, the Economic Development Agreement, and the

ongoing programs of both governments (Tourism Canada) Visit Canada
Programs.

Manpower Training

A comprehensive tourism industry training program would be out-
lined. This would include but not be limited to:

- hospitality training (accommodation, food and beverage);
- package tour operator;
- community hosts;

visitor information centre councillors; and

community awareness coordinators.
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4.4.2.9 Marketing Strategy

The marketing Strategy will outline a systematic and persuasive
communication with existing and potential customers and with
travel trade; this is the link between the Western Arctic Visitors
Association, the community, operators and the consumer.

A five year marketing strategy will be prepared for the Western
Arctic and each community, which will provide the implementation
guidelines and steps necessary to achieve the following:

a strong themed product image;
varying promotion mix on a year-by-year basis;
- maximum use of promotion resources (e.g. tie-ins, cooperative
advertising, etc.);

identification of support funding services;

use of travel intermediaries or influencers;

involvement of community organizations; and

use of media/public relations to present the activities and
achievements of WAVA to the public and to the travel industry.

The strategy will detail each activity and cost involved to imple-
ment the marketing campaign and will focus on:

advertising;
- sales; and
- public relations.

e Advertising

Advertising is used to create awareness and interest in target
markets.  The various advertising techniques will be identified
with specific recommendations regarding magazines such as Western
Living, Alberta Motorist and Pacific Northwest; newspapers in such
markets as Seattle, Vancouver, Edmonton, Calgary; print material
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including brochures, rack flyers, attraction flyers, tours shells,
maps and special Expo ’86; and direct mail where special interest
groups and specific market segments will be identified.

Guidelines will be given on the development of a standard format
for Western Arctic Tourism Literature so that a synergistic effect
is obtained by having a consistent graphics format.

With the above information in hand and the activities completed,
it wuld be possible to develop a media advertising program with
which to address the WAVA primarily and perhaps secondary markets
with the desired message. This will allow WAVA and local
operators to make better media decisions and write more effective
advertising copy.

e Sales

Specific actions will be outlined for merchandising, sales blitz,
and sales assistance. Guidelines for written material to be sent
to intermediaries, will be prepared for:

brochures and catalogues;
prospectus; and

display materials such as posters, cardboard stands, local
souvenirs, handicrafts and slides.

o Direct Sales

The consultants will use their many industry contacts to set up
sales meetings between WAVA operators and:

- trade show organizers (3-4); and
- wholesalers (approximately 20).

While this activity would be part of the eventual marketing and
promotion campaign, the initial contacts made during the market
research will enable the consultants to assess the level of
wholesaler interest in the Western Arctic product and supplier.
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e Destination Showcase

The requirements, costs, frequency and format of a Western Arctic
showcase or trade show will be provided. Showcases will be
proposed and outlined for:

wholesalers;

1

motor coach operators;

airline (PWA and local airlines);

automobile and RV clubs;

government and corporate meeting planners; and
retirement travel planners.

3

e Travel and Consumer Trade Shows

A complete list of all pertinent consumer and travel trade shows
that are relevant to selling the Western Arctic will be provided.
A manual of how to “work” trade shows, including pre and postsale
calls will be prepared for distribution by WAVA to the local
operators.  Technical information on selected shows to sell the
Western Arctic Product will also be provided in terms of;

frequency of attendance;
presentation format; and
costs.

Video/Sales Presentation

An audio-visual presentation will be outlined, including area of
use and associated production and distribution costs.

e Static Display

Details on the development of a display for trade shows and other
promotional activities will be outlined.
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¢ Documentary Promotional Fi 1 m

Good “free” publicity can often be gained by making a 13-minute
promotional film (to fit 15 minute T.V. time slots) for distri-
bution to T.V. stations, community groups, schools, etc. We will
research all available film footage on the zone (CBC, 1.B.C.,
T.1.A., National Geographic, GNWT) as well as gather film clips on
our second series of public meetings. We will then outline a film
script, development costs, funding sources and distribution.

¢ Ongoing Sales

An ongoing program would be developed that provides information
and material, through written and personal communication, to tour
packagers and wholesalers, automobile clubs and motor coach
operators, air carriers, etc.

e Calendar of Events

A typical layout for a calendar of events (quarterly) will be
compiled that includes all activities of potential interest to the
tourist. Distribution centres within and outside the zone will be
identified.

e Familiarization Tours

A detailed description of how the system works, how to budget for
fam tours and how to access decisions in Southern U.S. and Inter-
national media will be presented. Liaison will be set up between
WAVA and Travel Arctic Tourism Canada “Visit Canada’s Program” and
the Canada West Consortium to ensure representative tours take
place in the Central Arctic.
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Contacts will be established between airline domestic and foreign
fam tour producing department heads with special emphasis on
identifying trips promoting wilderness adventure. Efforts will be
made to have at least 2 familiarization tours to the region during
the study process.

¢ Meetings and Seminar Travel

Once the capacity of the accommodation for this type of tourist is
determined, a direct mail list will be set up to enable local
operators to make sales with appropriate association executives
and to mid-size companies. Particular attention should be paid to
associations having a naturalist interest in the area; Ii.e.
naturalist groups, photogrpahy associations, hiking/canoeing
clubs, etc. Information on facilities and services plus leisure
time activities will be documented for convention-goers and
spouses.

o Public Relations

Public relations covers a wide range of activities including
everything from press release to organizing a familiarization tour
for travel agents or convention planners to organizing a zone or
territorial press conference. The goal of these activities is to
create a reputation and image to the public and sellers of Western
Arctic travel products.

Quality public relations relies on creative communication skil 1s
to:

- establish a favorable climate for sales and advertising; and

- maintain a positive image for WAVA and its operators in the
minds of those who influence public opinion (journalists,
travel agents, tour operators).
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A public relations campaign will be outlined for WAVA to include:
e Relation to NWT and other Zones

The strengthening of contact between WAVA and the NWT, the
operators, other Zone Operators, TIA-NWT and Travel Arctic may be
a result of several activities that could be presented and
assessed. They may include:

1. Newsletter

Different versions to be sent to member and non-member
operators containing information on the activities of WAVA,

trends in the industry, new products, wholesalers contact
list, etc.

2. Training Programs and Seminars

WAVA is in an excellent position to bring in various travel
industry representatives. Individuals will be identified from
our wide range of industry contacts to talk on numerous
subjects including:

- hospitality training;
- target market characteristics;
- travel trends; and
wilderness travel product development.

3. Speakers Bureau
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4. Technical Assistance

Members of WAVA and the executive possess an knowledge of the
travel industry that could be shared with other WAVA members
and other zones.

5. Resource Library

- travel books:
- slides; and
- statistical data.

6. Cooperative Tie-ins and Trade-outs

The cost of tourism promotion can be expensive for an operator
or zone budget. WAVA may be able to create opportunities for
operators to share promotional responsibilities with:

- other operators (within and outside the zone);

= local industries that are directly (hotels, restaurants,
attractions) or indirectly (radio stations, gas companies,
stores, etc.) involved in tourism;
other bordering zones or areas (e.g. Yukon); and

- territorial and federal governments and/or national
companies that are located in the north.

4.4.2.10 Market Strategy and Public Relations Budgets

A realistic marketing strategy and public relations budget will be
prepared for each of the components of the marketing and public

relations plan (advertising, trade shows, seminars, library,
familiarization tours, etc.).
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It will be categorized according to target markets, operators
(accommodation, food services, etc.). A format to track the
results during the 5 year implementation of the campaign will also
be provided to assure the campaign is meeting its objectives. The
budget will take into account all other known monies “being spent
in the Western Arctic.

The following variables will be considered in developing the
budget.

1. All efforts should be made to respect the marketing
objectives.

2. The budget should be “affordable” and fit logically within the
overall WAVA budget.

3. The budget should permit flexibility to respond to changing
markets and competitive situations.

4. The strategy will maximize the use of travel industry
discounts.

5. Contacts with the sales heads of airlines, motor coach
operators, wilderness wholesalers, etc.

The execution of a marketing plan requires many activities that
must take place both simultaneously and sequentially. A diagram
which properly manages such activities as investigating various
media costs, designing posters and pamphlets, testing markets,
launching campaigns, aranging fOr tourism literature distri-
bution, operator and in-house training, trade and consumer shows
will be presented.

In summary, the strategy will outline in detail each of the
marketing alternatives over the next 5 years, as well as identify
each of the key contacts in each target market segment.



4-56

4.4.3 Phase IV: Process Ill: Product Development and Interpretation

4.4.3.1 Inuvik Visitor Centre

7 ,’40 @) 1, 7 C,‘b/}d < ﬁj 4 C:

¢ Construction IR - ‘/;;;u&fz7
Construction would begin and proceed through the summer months.
We will supervise the work accordingly and provide all the
assitance required to complete the project by September, 1986. We
:wi]]a]so assist with the Interior Design and Graphic Layout of
\he,lnterlarq,af the huilding. "

e
e

4.5.3.1 Dempster Highway Upgrading

Phase I and Phase 11 outlined the development opportunities along
the Dempster between Inuvik and the N.W.T./Yukon border. This was
done to enable construction to take place, if possible, during the
summer of 1986 or during Phase 111 of this study. Phase 111 would
also complete the overall analysis of the Dempster Highway between
Dawson and Inuvik. It is necessary to wait until the summer of
1986 in order to experience the road corridor as most tourists
do.

¢ Inventory/Analysis

A comprehensive “Windshield Survey” of the entire Dempster will be
made in order to document;

unique natural features;
- historic sites or areas; and
- communities.

Contact will be made with federal authorities in Whitehorse to
establish future plans for the highway.
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e Theme Alternatives

Two to three theme alternatives will be advanced for presentation
to the Steering Committee. After selection they will be forwarded
to the Yukon Territories for feedback and suggestions.

e Theme Development

Following final selection of a Dempster Highway theme the
necessary Tacilities to support the theme will be outlined,
including interpretation areas, hiking trails, roadside rest
areas, signage, etc.
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4.5 PHASE V: FINAL PLANS/REPORTS

4.5.1 Draft Report
The draft report will include:

1. A description of the current status of tourism for each
community and the region, including:

- resource analysis - identifying opportunities and
constraints;
market analysis;

- plans and policies review; and
an assessment of the current economic impact of tourism.

2. A description of the preferred community, subregion and
regional development opportunities, strategies and plans which
would identify the objectives of the plans, the images and
theme for the various communities and region, the programs
necessary for the implementation of the plans, specific
community based development opportunities and policies, and
benefits of the plans. It wuld also estimate the future
impact of tourism in the area and establish the relationship
between tourism and recreation development.

3. An implementation strategy which will include a priorization
of programs and activities and specific development opportun-
ities, the identification of roles and responsibilities of the
public and private sector for development opportunity, a
detailed market strategy for the region and specific
products.

4. studies, product development (e.g. package

itineries, construction plans) and market strategy for at

least 6 projects. / O e [
~ ’ =
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5. A description of the results of training and information
transfer that has taken place with community coordinators.

Review by Steering Committee

The Steering Committee will be given three weeks to review the
draft report and present their comments to the consultants. A
meeting will then be held between the consultants and the Steering
Committee. It will be an opportunity for the Steering Committee
to review the draft report/plans before presentation to the
communities.

Community Presentation

A third series of community awareness and public presentations
will be held in each of twelve communities. The purpose of these
meetings will be to:

present a draft community and area draft strategy and imple-
mentation strategy to the public:

solicit feedback on the orientation of the community/regional
plans and seek approval in principle;

explain, IN  detail, the principles and details of the plan to
each community tourism coordinator; and

meet with various community leaders, Travel Association
members, potential community investors, etc. to discuss the
details of the plan.

Preparation of Final Report

Following the public and industry meetings, another four weeks
will be required for preparation of the Final Report.
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It will be in the form of a manual that will provide useful guide-
lines for both government policy and planning decision-makers and
private developers and investors. The text will be produced on

Corp.

4.5.5 Post-Study Consultation (not in Contract)

The consultant consortium will make available senior consultants,
on a per diem basis, to work in further collaboration with
developers, investors, groups and associations. In addition to
this, we will be available to provide detailed interpretation of
the study to politicians, civil servants at the community and
territorial level.
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5. STUDY TEAM

For the purpose of this study, the architectural and planning
services of Neil Pelman Associates have joined with the tourism
planning services of MacLaren Plansearch, the extensive marketing
experience of Frank Addison as well as the economic/feasibility
services of Western Management Consultants and the northern
engineering expertise (transportation, municipal, etc.) of FMS
Lavalin, Yellowknife.

The Study Team will then include qualified personnel from the
fields of:

e tourist attraction/service planning and design;

0o regional tourism planning;

« community development, communication and awareness program-
ming;

market opportunity identification;

market research and marketing strategy;

feasibility analysis;

environmental sciences; and

highway planning and design.

The combined regional tourism activities of the principle team
members (Neil Pelman, James MacGregor, Frank Addison, David Park
and Dick Hill) represent more than 40 years of consulting to
private and public clients in the tourism industry. They have
conducted and consulted to both large scale projects, such as the:

¢ Arctic Coast Tourism Development and Marketing Strategy; ELCK \x
0 Top of the World Business Management Training;

e New Brunswick Tourism Destination Region Study; and

o0 Yellowknife Waterfront Development; o

IS
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as wel 1 as many smal 1 er attraction feasibi 1 i ty studies. Indivi d-
ual 1y they have prepared six regional tourism development and
marketing strategies in eastern, western and northern Canada.
They have al 1 had experience in pl arming tourism for Northern
environments.

The Principal Study Team includes:

e Neil Pelman, B. Arch., M.R.A.I.C.
- Project
- Architecture and Planning
- Community Awareness

o James MacGregor - B.L.A., M.A. (Travel and Tourism)
- Project @ﬁﬁzﬁ;atof

- Tourism Planner

e Dave Park - B.A., M.A. (Economics )
- Market and Financial Analyst

e Frank Addison
- Market Analyst

e Dick Hill
- Community Liaison/Researcher

The following is an outline of the pertinent experience of those
professionals directly involved in the study (complete curricula
vitae for each person are included in the Corporate Experience
Appendix) .

, ) yen . // /,f" /%r‘;,,Lv/
Neil J. Pelman, B. Arch M.R.I.A.C. ~ oMb

s .
TS

Neil J. Pelman, Architect will act as the Project Manager. He&_~—_—-—

over 20 years experience as an architect and planner, working with
major corporations, as well with individual clients.
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Mr. Pelman however brings a special expertise to this team as a
specialist in matters of Community Involvement and Interaction.
He has an ability to work with people towards a common goal, and
to keep the project on track, by his sensitivity to people and his
diplomatic and insightful approach to the task at hand.

The Tourism Development and Marketing Strategy Study for the
Western Arctic is a perfect opportunity for these skills. The
background of the Study is complex in the aspirations of all

concerned, and sensitive at all levels of the Region and
Territorial Government.

Since graduation from the UBC School of Architecture with honors,
Mr. Pelman has worked in B.C., Alberta and Ontario, with a 6 month
study tour of Europe and the Middle East in 1966.

His experience in northern architecture relates to several studies
completed on “Living Environments in Severe Climates”, and the
Whitehorse Regional Library, where he was the Chief Designer and

Project Manager. The Whitehorse Library was invaluable training
in all aspects of Northern Architectural Technology.

Mr. Pelman's experience is varied. He has completed many commer-
cial and tourism oriented projects, marinas, resorts, and major
planning studies. He has completed several ski resort projects at
Whistler and Panorama, B.C.

He has gained a reputation for his winning attitude and ability to
work with all levels of the planning and development process.

Mr. Pelman possesses organizational skills and personnel manage-
ment sensitivities that will be important to the early stages of
the study. These skills will be especially useful in assessing
the wide range of needs and aspirations for the growth of tourism
by the residents of the Western Arctic Region and, the tourism
industry in general.
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He presently is the sole proprietor of a five man architectural
and planning firm with a branch office in Cranbrook, B.C. He is
registered as well in Alberta.

Projects illustrating experience related to this study are:

¢ Whistler Strata Development;

e Master Planning for a neighborhood centre in Surrey, B.C. A
complex of 700 housing units, commerical development, hotel and
offices. (A complicated rezoning study);

o Panarama Ski Resort; three buidlings, a lodge, administration
building and renovation to the existing hotel;

o Whitehorse Library;

e Preplanning for VYellowknife Recreation Centre, (with
A. Petrescu).

- AT L S lkpimas T

James R. MacGregor, B.L.A., M.A. - L

- Sy T e T Sue S

Mr. MacGregor will be the project cooiggjﬁmr and is a senior

consultant For MacLaren Plansearch C&p. iIn Vancouver and

Yellowknife. He has been providing consulting services in tourism

and recreation planning for the past thirteen years. In that

capacity he has directed some of the major regional tourism
strategies in Canada. hong the list of tourism master plans

completed by Mr. MacGregor are: .- . /’ Hs - 2 ,fll{,l‘:/ Y

T AV E e 2 | :

e Arctic Coast Tourism Development and Marketing Strategy
(population 3,200);

+ Alberni-Clayoquot (Pacific Rim) Regional Tourism Strategy
(2,400 sq. km., population 39,000);

0 The New Brunswick Tourism Destination Region Study;

The Calgary Canmore Regional Tourism Strategy (1,800 sq. km.,
population 720,000);

~» @ Restigouche County Tourism Development Plan (2,400 sq. km.,
population 55,000);

<~/® Acadian Peninsula Tourism Master Plan (2,300 sg. km.,
> population 68,000);

< .
hed '/ K] -,

-~ -
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e Kent County Tourism Master Plan (1,800 sq. km., population
47 ,000);

e James Bay (Northern Quebec) Regional Tourism Circuit (65,000
sq. km.);

¢ Shediac Regional Tourism Master Plan (750 sq. km., population
32,000); and

o OId Wel land Canal Tourism Opportunities and Feasibility Study.

It should be noted that two of these regional tourism strategies
were north of 60°.

Mr. MacGregor has also directed numerous tourism attraction
feasibility studies and master plans including:

« Yellowknife Waterfront Development Plan (in progress);

¢ Old Welland Canal Theme Park and Recreation Vehicle Campground;
e The Shippagan Marine Museum;

e The Fisherman Village - Caraquet;

0 The Magnetic Hill Development and Game Farm;

e The Granby Zoo; and

o Terra Nova National Park Golf Course Feasibility Study.

business management training of Top of the World Tours in
Yellowknife and responsible for attraction development/landscaping
of the new Thiems Holdings’ tg]?ow?nifgiShqugqg gsqtnﬁily‘ﬂx,f
BT R

In his capacity as tourism/recreation planner he has conducted in
excess of 200 public meetings and community goal-setting seminars
and was selected by the Canadian Parks and Recreation Association
to conduct their national workshop of facility planning. His
interests in community development and tourism led him to organize
the first Atlantic “Community Tourism Development Conference” in
Moncton, N.B. Since that time, he has frequently written and
lectured on “community-based” tourism planning.
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Mr. MacGregor has worked extensively with native people and last
year was selected as moderator for the tourism sub theme of the
“Toward Native Self Reliance” Conference (Indian and Northern
Affairs, Canada).

He has been involved in numerous tourism awareness workshops
throughout Canada and participated with Marion LaVigne in 15 of
the 18 community meetings held in the Arctic Coast Region.

As a Landscape Architect he has participated in many highway/
parkway corridor selection site locations and development concepts
and directed the overall planning of the Forillion National Park
Parkway (Quebec) and the Lepreau River Provincial Park Parkway

(New Brunswick) including the location and design of roadside
services.

Mr. MacGregor is one of the few Canadians with a gradute degree in
tourism and has recently been selected for the Special Tourism
Advisory Committee to the Federal Minister of Tourism.

He has worked with more than a dozen tourist associations through-

out Canada and was co-founder of the Southeastern New Brunswick
Tourism Association.

David Park, Management Consultant/Professional Economist C{;f:}<:3(:3//

Mr. Park is a Director of Western Management Consultants, the
largest management consulting firm based in Western Canada. He
has been a management consultant since 1966, and has substantial
experience relevant to the proposed study. Prior to joining
Western Managemgg;_Qpnsy];gn;gmhe”wg§ﬂgnpq(;ng[w9fua major inter-

tions in British Columbia for that firm. For nine years, he was
responsible for marketing and economic consulting services in
British Columbia on behalf of that organization. He is familiar

dud

d
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with remote and northern areas, and has carried out consulting

engagements in the Northwest Territories and Yukon. Recently, he
led a Vancouver Board of Trade tour of Alaska and Yukon.

Mr. Park’s work has included economic development studies and
other consulting work for numerous Indian Bands, involving the
analysis of both economic and social factors bearing on their
development. He has extensive consulting experience with respect
to Indian Reserves and communities along the British Columbia
coast and in the interior of British Columbia. More recently, Mr.
Park has carried out a variety of consulting assignments on behalf
of Indian Bands in Yukon, including the Mayo, Dawson City,
Champagne-Aishihik Bands, and the Kluane Tribal Council (Burwash
Landing). On behalf of the Department of Regional Industrial
Expansion, he prepared ggggra] feasibility guidelines for tourist-

oriented facilities and other enterprises in Yukon.

The feasibility studies which Mr. Park has carried out on behalf
of Indian Bands and private businesses have involved examining
markets, competition, location, capital and operating costs.
Revenue projections have been prepared under varying assumptions,
and pro forma financial statements drawn up as a guide to judging
the feasibility of the projects. Potential sources of funding
have been identified, and the various financial components have
been combined into an overall financial and business plan.
Specific developments analyzed have included motels, resorts,
recreational vehicle parks, campsites, guiding operations,
museums, and services for businesses.

Mr. Park has also carried out analyses of regional economies and
the contribution of tourism to those regions. He has analyzed the
economic impact of particular projects and industries including
revenues, employment, and labour income. He is familiar with and
has carried out benefit cost analyses 1in accord with federal
government Treasury Board guidelines. He is knowledgeable with
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respect to representative government funding programs (e.g.
Special ARDA, LEAD) and structuring financial feasibility analyses

taking these into account.

Frank Addison, Tourism/Travel Marketing Consultant

Mr. Addison has just completed his 18th year in the Travel
industry. During that time he has developed a very broad knowl-
edge of the industry, particularly in package tour developments,
tour operations and tourism marketing.

Mr. Addison gained first hand tour operating experience through
his ownership of New Horizon Holidays, Big Timber Tour & Travel
and Reel Fishing Adventures. The latter two were adventure tour
operators with primary markets in Eastern Canada and the USA.

In particular he has excellent knowledge of N.W.T., Alaska and
Yukon products and markets. Addison Travel Marketing is the
marketing arm of Exploration Holidays & Cruises for Canada. They
are a major Alaska tour operator. As well he carried out a full

analysis of Alaska product in September 1984 as part of a Cruise
Ship Study for Prince Rupert.

Mr. Addison has worked in the Yukon both on a hotel development
for Dawson City and a project to establish base camps on the river
for Gold Rush River Tours. Currently he is working on a business
management plan for Top of the World Tours in Yellowknife. A

major component of this project is product development and
marketing.

He has been involved in many hospitality/tourism educational
programmed starting with research and development and completing
the project by delivering courses on site. He recently put
together a restaurant/food service training course for Top of the
World Tours in Yellowknife.
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Mr. Addison is a former director of both the American Society of
Travel Agents and its Canadian counterpart, ACTA. He is very
involved in both associations as their national education
chairman. He was for four years president of B.C.'s Regional
Tourist Association. These regional associations are comparable
to those in N.W.T.

Dick Hill, Executive Director of Arcteck Services

Mr. Hill will provide regional input and technical services. As a
long-time Northern resident, businessman, former mayor of Inuvik,
and consultant with experience specifically relating to Northern
development, Mr. Hill is uniquely well-qualified to participate in
a study of this type. He has carried out a number of business
profiles in Northern communities and has been active in seeking to
expand Northern business opportunities through participation in a
number of organizations.

Mr. Hill has a Masters Degree in Business Administration. He has
directed technical research in regional planning; northern
participation and socio-economic studies, scientific studies and
impact reviews. In particular Mr. Hill has documented development
of the Dempster Highway, conducted ice road traffic studies, and
prepared numerous local economic profiles. He is a director of
Panarctic Oils Ltd., Northern Transportation Company Ltd., and
Beaumac Corporation Ltd. He is a member of the N.W.T. Chamber of
Mines, the Arctic Institute of North America, and the DREE Special
ARDA Advisory Board of N.W.T. He is executive director for the
Inuvik and District Chamber of Commerce.

Mr. Hill brings to the study team experience with tourism in the
Western Arctic Region. He directed the Inuvik Region Tourism
Study in 1975. As well as he was active in forming the Western
Arctic Visitors Association and is currently involved with the
operation of the association.
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Andrei Petrescu, Dipl. Arch., D.P.L.G., Senior Designer

Mr. Petrescu was educated in Architectural and Urban Planning at
the University of Romania in 1965-1969, and completed further
graduate studies at L'ecole des Beaux Arts in Paris, 1969-1971.

Mr. Petrescu brings to the study team a wide range of design and
planning experience. More specifically, Mr. Petrescu has worked
extensively in the North.

Between 1971 and 1973, Andrei worked with Roger Taillbert, the

famous fffench architect who designed the Stadium for the Montreals

Olympic:s. This was the first of many sports and recreation
\P projects.

A]

S5 N

}\QU )In1974’ Mr. Petrescu worked with Arena Ltd. and CR Engineering.

He was the Chief Designer responsible for the design of many
recreational  complexes, including the preplanning Tor the
Yellowknife Sports and Recreation Complex. This commission lasted

27

-/
/wo years during which time the programming and preliminary design
" v\. e

stages was completed as well as the analysis of the technical
requirements for the complex.

+

N
REAW

ALY

. »f‘ Mr. Petrescu brings to the Study Team an ability to visualize an

\3* 1dea quickly and prepare sketch concepts for client review.

—
*

N —

G. Hollingshead, P.Eng ., Northern Geotechnical Engineer -

Dr. Hollingshead's experience with Northern Engineering and the
Dawson City Region dates from the early 1960°s when he was with
the Northwest Highway Maintenance establishment, RCE, charged with
maintaining the Alaska Highway from Ft. St. John, B.C. to the
Yukon Alaska border and the Haines Road. During this period he
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gained experience with highway related problems in permafrost
regions including alignment, earthworms, icings, stream crossings,
and the effect of asphalt pavement on the ground thermal regime.
Subsequent experience in corridor assessment, route location and
slope stability investigation through Alaska, Yukon, N.W.T. and
Northern B.C. for several pipeline companies, as well as consult-
ing work for the Yukon water board with regard to mine and placer
tailings, have contributed greatly to his expertise in permafrost
terrain behavior in the Dawson Yukon region.

Brian Stone, P.Eng., Highway Planning Engineer7\

Mr. B.T. Stone has over 20 years planning and design experience
with Fenco Lavalin. He 1is currently managing a corridor selection
analysis study for a State Highway route through the Elmendorf Air
Force Base in Anchorage, Alaska. Recently, Mr. Stone reviewed the
transportation issues involved with the Stanley Park Master Plan
and participated in the planning for the highway connection
between Trans Canada Highway and Second Narrows Bridge in
Vancouver, British Columbia. He has also been responsible for
freeway planning and highway route location studies in Ontario,
and has experience 1in areas of industrial site development,
parking design and access systems.

: U V@ . .
John Ga11op,HDesigner\é%i::x\ \iﬁickkb\\ o 5<£rvhhk/
Mr. Gallop was hired by Islands 86> in conjunction with an
architectural firm to prepare concept proposals for the upgrade of
the Vancouver Island highway for 1986. The proposals fell into
three basic “levels” of ugrading but common to all were ways in
which communities along the route could participate as much, as
their budgets allowed. Some of the components of the program
were:  signs, information/tourist structures, a “supermarket’ of
banners and celebratory devices, and companion printed pieces
illustrating the route and it’s attractions, a kind of “passport’
to the island.
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Also, for the community of Maple Ridge he recently installed a
banner and street sign program which is the beginning of a graphic m\i?
\\ w

“marketing” program for the town. \ i\
\32:p¢L
- - A \}i?”&\ ‘ .
Tim Seeton, Communications Specialist X N Yot

Tim Seeton is a partner in the firm of Seeton,™ Newmarch and
Associates, a management consulting firm, working with corpora-
tions, small businesses and associations. Mr. Seeton is trained
to deliver the Communication Workshops, or forums designed to
produce breakthroughs in people’s effectiveness to communicate.
He has delivered workshops to thousands of people throughout
Canada, the United States, and Mexico over the last two years.
Also, he has had extensive experience with native cultures in
Western Canada as a workshop leader. Most recently, the commu-
nications workshop of April 12, 1985 in Edmonton (50% native
content) and September 13 in Lethbridge (40% native content).

Twelve Community Coordinators

Twelve coordinators will be hired in each community. Six have
already been identified and it is felt that the remainder will
accept the position. They have been selected because of their
contact with the travel industry and their involvement in com-
munity affairs. As liaisons of the study team they will provide
direct community based knowledge. Their contact with key study
team members will also enable important information transfer or
training on tourism product development and marketing.
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6. COST ESTIMATES

The following is a breakdown of the detailed steps and related
costs for the study, and a final cost summary.

The fees generally are divided into the following activities:

1.. TOURISM DEVELOPMENT AND MARKET STRATEGY

Tourism Development Strategy $ 95,000.00
Detailed Marketing Strategy 25.000.00

TOTAL ($120,§00.00 approx.

ey

INUVIK VISITOR CENTRE

jﬁ 25,000.00 approx.

Site Selection Program
Preliminary Plans

>

DEMPSTER HIGHWAY

4= Upgrading, Preliminary $ 35,000.00 approx.
Working Drawings and "Theming"

4. FEASIBILITY STUDIES 2 wuniEs

Approximately Six Detailed Product $ 40,000.00 approx.
- Development and Feasibility Studies
‘ \\_%7 ( PROFORMA)

Marketing Strategies and Training

TOTAL $220,000.00 approx.

The following sheets detail each Phase and Process of the
Study.
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PHASE 1: INVENTORY/ANALYSIS
Initial Meeting 2 2 !
Data Review 2 1 4
SUBTOTAL: 2 4 2 4
PROCESS 1: COMMUNITY AWARENESS
Slide Presentation 1 1
Workbook - Production 1
- Survey 12
- Review 1 1 1 6
Community Visit 8 4
Interviews/Technical Assistance 1 1 1 6
Audio Visual 1
SUBTOTAL : 11 4 6 24 1
PROCESS 11: DEVELOPMENT STRATEGY
Resource Analysis
- Natural 8
- Historical/cultural 4
- Social 1
Tourism Plant 5
Infrastructure
Transportation 1 1
Retail/Commercial 1 1
Market Research/Analysis 5 3 3
Market Estimation/Projections 3
Target Markets 2 4
Steering Committee Meeting 2 2
SUBTOTAL: 3 29 8 3 4 3
TOTAL DAYS: 16 37 8 3 8 4 24 8




PHASE |

N. PELMAN

J. MACGREGOR
F. ADDISON
D. PARK

D. HILL

T. SEETON

G. HOLLINGSHEAD

T

A. PETRESCU >

..

-

T TINPUNNIRRL ot

B. STONE

[,

COMMUNITY CO-ORDINATORS

RESEARCHERS

TECHNICAL/GRAPHICS

SECRETARIAL

PROCESS 111: IMPLEMENTATION

1. Inuvik Visitor Center

Site Selection
- Evaluation
- Conceptual Plan/Sketch
- Meetings
Research
Preliminary Program
Meeting With Client
Preliminary Plans/Elevations

SUBTOTAL:

o

2. Dempster Highway
Site Survey

2 3

Resource Analysis 2

Mapping 2 4

Opportunity Selection 2 2 3
SUBTOTAL: 2 9 2 4 3
3. Other Projects

10-12 Project ldentifications 2 4 1 6
SUBTOTAL: 2 4 1 6
TOTAL DAYS: 21 14 1 2 2 11 6 4 5
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PHASE 1I: THEME/DEVELOPMENT e ) ) . . . . ] . g e 8 8
OPPORTUNITIES Z ~ L O B0 - O <« @O O & ~ W
PROCESS 1: COMMUNITY AWARENESS
Newsletters/Meetings 1 | 3 2
Audio-Visual Preparation (Film) 2
Conference 2 2 2 24 5 4
Technical Assistance 1 1
SUBTOTAL: 5 4 3 27 2 5 4
PROCESS I1: DEVELOPMENT STRATEGY
Demand/Supply Analysis 2 1
Economic Impact 2
Theme/ Image 1 1 1 1
Presentation to Client 2 2 2
Alternative Concepts 1 1 1 |
Development Opportunities 1 8 1 |
Product/Market Matches 2 2
Socio-Economic Impacts 2
Technical Report 1 3 1 1 6
Second Community Meetings 15 15
SUBTOTAL: 6 34 21 6 3 8
PROCESS 111: IMPLEMENTATION
1. Inuvik Visitor Center
- Final Design AN 10
- Funding Sources .4._)/
- Meeting with Client 4
SUBTOTAL: ( 7 :,;* 10
2. Dempster Highway
- Signage 1 2 ! ! 2
- Project Layout 3 1 ! 2
- Preliminary Drawings | 2 | 3 3
- Cost Estimates | 2
- Meeting With Client 2 2 3
SUBTOTAL: 2 10 | 3 10 5 3
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PHASE 11 Cent’d

3. Other Projects

- Final Project ldentification 1 2 1

1 2 1

Interviews/Research

SUBTOTAL:

7

18

10 37 3 2

3

22 52 23 7 7

TOTAL DAYS:
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PHASE 111: MASTER DEVELOPMENT e = & = & B T O
STRATEGY Z2 5 LN 8 w 86 &£ 8 8 B E &
PROCESS 1: COMMUNITY AWARENESS
Newsletter ! ! L
Audio-Visual/Film 2 |
Community Contact 18
SUBTOTAL: 3 3 1 18 1 |
PROCESS I11: DEVELOPMENT STRATEGY
Goals/Objectives 1 1
Development Principles 1 6 1
Development Opportunities 2 6 4
Prefeasibility Analysis 1 1 1 4
Impact Analysis |
Association Organization 2 1
Meeting with Client 2 2 5
SUBTOTAL : 7 18 7 5 5
PROCESS 111
1. Inuvik Visitor Center
- Tender Documents (N.I.C.)
2. Dempster Highway
- Final Working Drawings and
Tender Documents (N.I.C.)
3. Other Projects (6)
- Project Development 3 4 3 3 5
- Feasibility Analysis 3
SUBTOTAL: 3 4 3 3 3 5
TOTAL DAYS: 13 25 11 8 21 1 5 5




PHASE 1V: IMPLEMENTATION STRATEGY

N. PELMAN
J. MACGREGOR
F. ADDISON

D. PARK

D. HILL

T. SEETON

G. HOLLINGSHEAD

A. PETRESCU

B. STONE

COMMUNITY CO-ORDINATORS

RESEARCHERS

TSCXNICAL/GRAPHICS

SECRETAR A~

PROCESS I: COMMUNITY AWARENESS

Newsletter
Film Distribution
Mini Community Conferences

—

—

o N

SUBTOTAL :

22

PROCESS 11: DEVELOPMENT STRATEGY

Phasing
Roles/Responsibilities
Investment Guide
costs

Guidelines

Funding

Manpower Training
Marketing Strategy
- Advertising

- Sales

- Public Relations
- Budgets

Meeting with Client

R NN
NN W— NN

N

N — N —
N =

SUBTOTAL:

9 22 16

PROCESS 111: IMPLEMENTATION

1. Inuvik Visitors Center
- Construction (N.I.C.)

2. Dempster Highway
- Construction (N.I1.C.)
N.W.T. Section
- Theming Entire Route
- Signage
- Project Ildentification

3. Other Projects
- Product Launch (N.I.C.)
- Meeting With Wholesalers

B w
N

SUBTOTAL:

5 9 5

TOTAL DAYS

16 33 22

22
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PHASE V: FINAL REPORT 2 =S L 8 8 v 6o < 8 8 B B @
PROCESS 1: COMMUNITY AWARENESS
Final Series of Community Meetings 15 15 12
SUBTOTAL : 15 15 12
PROCESS 11: DEVELOPMENT STRATEGY
Draft Report Preparation 2 8 1 1 2 1 4 10
Meeting With Client 4 4
Final Report 1 4 1
SUBTOTAL : 7 18 2 1 2 1 4 10
TOTAL DAYS: 22 33 2 1 2 1 16 10
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PHASE |: INVENTORY/ANALYSIS
Initial Meeting and Data Review 2 4 2 4
Process I: Community Awareness 11 4 6 24 1
Process 11: Developments Strategy 29 8 3 4 3
Process Ill: Implementation
1. Inuvik Visitor Center 17 1 2 11 2
2. Dempster Highway 4 13 1 2 6 4 3
SUBTOTAL: 37 51 9 5 8 6 11 30 8 4 5
PHASE |l: THEME /DEVELOPMENT
OPPORTUNITIES
Process I: Community Awarness 5 4 3 4 ~ 2 5
Process Il: Development Strategy 6 33 21 6 3 8
Process I111: Implementation
1. Inuvik Visitor Center 7 10
2. Dempster Highway
- and - 4 14 2 1 1 2 10 3 5
3. Other Projects
SUBTOTAL : 22 51 23 7 7 4 2 10 10 3 2 5 13
PHASE I11: NASTER DEVELOPMENT
STRATEGY
Process 1: Community Awareness 3 3 1 1 18 1
Process 11: Development Strategy 7 18 8 5 5
Process Ill: Implementation 3 4 3 3 3 5
SUBTOTAL: 13 25 12 9 21 5 6
PHASE IV: IMPLEMENTATION STRATEGY
Process I: Community Awareness 2 2 1 3 22 2
Process 11: Development Strategy 9 22 17 4 4
Process I11: Implementation 5 9 5 2 3
SUBTOTAL: 16 33 23 7 4 22 4 3
PHASE V: FINAL REPORT
Process I: Community Awareness 15 15 12
Process 11: Development Strategy 7 16 2 1 2 1 4 10
SUBTOTAL: 2 1 16 10
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COST ESTIMATES BY PHASE:

PHASE 1 - INVENTORY ANALYSIS/COMMUNITY AWARENESS

Fees - professional/tech. $ 60,550.00
Expenses - travel/accom. 12,000.00
- communications 1,000.00
TOTAL PHASE 1 $ 73,550.00
PHASE 1l - THEME/CONCEPT/DEVELOPMENT OPPORTUNITIES
Fees - professional/tech. $ 61,460.00
Conference 4,000.00
Expenses - travel/accom. 10,000.00
- audio/video 1,000.00
- communications 1,000.00
TOTAL PHASE 11 $ 77,460.00
PHASE 111 - MASTER DEVELOPMENT STRATEGY
Fees - professional/tech. $ 32,095.00
Expenses - travel 2,000.00
- living
- communications 500.00
TOTAL PHASE 111 $ 34,595.00
PHASE IV - IMPLEMENTATION STRATEGY
Fees - professional/tech. $ 37,715.00
Expenses - travel/accom. 2,000.00
- communications 1.000.00

TOTAL PHASE 1V

$ 40,715.00



PHASE V_- FINAL PLANS/ REPORTS

Fees - professional/tech.
Expenses - travel/accom.
- communications

TOTAL PHASE V

TOTAL STUDY COST

$ 28,445.00
10,000.00

1 ,500.00

$ 39,945.00

$266.265.00
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7. PROJECT SCHEDULE

The work plan found at the end of Section 4 illustrates by month,
the five phases of the study.

PHASE 1:  INVENTORY ANALYSIS/COMMUNITY AWARENESS

After the initial meeting with the Client, the team will concen-
trate on data gathering, specifically with the communities, and
generally with al 1 the participants of the study.

The Inuvik Visitor Centre preprogramming stage will also begin, as
well as the Field Trip of the Dempster Highway. A summary of key
events and approximate dates are as follows:

. First Meeting with Client - November 1, 1985.

Site Review, Inuvik Visitor Centre - November 2, 3, 1985.
Field Trip, Western Arctic Communities - November 4-25, 1985.

. Field Trip, Dempster Highway - November 4, 8, 1985.

Second Meeting with Client, Inuvik Visitor Centre - November
8, 1985.

6. Progress Report and Steering Committee Meeting Presentation -
January 10-11, 1986.
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PHASE 11: THEME/CONCEPT/DEVELOPMENT _OPPORTUNITIES

This segment of the study focuses on analyis and “theme” develop-
ment. Also many development opportunities will be identified and
prioritized. A documentary film of the opportunities will also be
produced. A major conference will also be held for all partici-
pants. The major events of this stage are:

—
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1. Documentary Film - edited between January and March 1986.

2. Meeting with Steering Committee to review themes and Develop-
ment Concepts, and to present the Technical Reports - March 8,

9, 1986.
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Final Design, the Inuvik Visitor Centre - March 8, 1986.

4. Preliminary Working Drawings: Dempster Highway - March 8,
1986.

5. Major Conference - April 11-13, 1986.

6. Field Trip - April 13-24, 1986.

7. Working Drawings: Inuvik Centre completed (if funding
approved) by April 25, 1986.

PHASE Ill: MASTER DEVELOPMENT STRATEGY

This phase of the study will concentrate on finaliz' ng the devel-
opment opportunities, select prefeasibility studies and develop a
regional assessment. The important events and dates are as
follows:

1. Community Newsletter - May 1986.

2. Tendering and Contract Award, Inuvik Visitor Centre (if
approved) - May 30, 1986.

3. Draft Development Opportunities - June 9, 1986.

PHASE 1V:  IMPLEMENTATION STRATEGY

The key aspects of implementating the strategies will be finalized
inthis phase. Funding, costs, roles and responsibilities, and
training will all be worked out. As well recommendations for
marketing strategies, advertising, sales and public relations will
be made.

Key events:

1. Construction of Inuvik Visitor Centre - August 1986.

2. Construction of selected works: Dempster Highway Upgrading -
August 1986.

3. Product Development: Familiarization Tours: suppliers
brought South to meet wholesalers - August 1986.
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7.5
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PHASE V:  FINAL PLANS/REPORTS

During this phase we will draft and finalize all our plans, data
and recommendations. Key events and approximate dates are as
follows:

1. Draft Report - September 5-20, 1986.

2. Field Trip #3 - September 5, 1986.

3. Review Market Strategy - September 5, 1986.

4. Opening: Inuvik Visitor Centre - September 12, 1986.

5. Submission of Marketing Materials to Explorers Guide -
September 30, 1986.

. Final Report - November 7, 1986.

Final Report Submitted - December 1, 1986.
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