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PREFACE

.—

In the fall of 1986, the Western Arctic Visitors Association

commissioned the consortium of Pelman Architects, MacLaren Plan-

search and Addison Travel Marketing to prepare a comprehensive

tourism development and marketing strategy. The consultants were

also asked to prepare architectural plans for a proposed WAVA

Visitors Centre and a conceptual development scheme for the

Dempster Highway.

The study was funded under the Economic Development Agreement and

overseen by the Department of Economic Development and Tourism.

The goals of the study were to create an action oriented plan that

will achieve the following: . .

0 increase awareness of the long term potential of the tourism

industry;

o develop a commitment by both individual operators and conrnuni-

ties as to becoming involved in tourism; and

o to identify the implementation requirements for the construc-

tion of much needed facilities and the implementation of new

tourism opportunities (package tours, outfitters, etc.).

The objectives

o to develop

——

of the study are as follows:

a background of information on tourism development

in the Western Arctic Region for the public and private

sector;

o to detail a specific implementation strategy for tourism

development;

o to increase the community awareness of tourism opportunities

and potential developments;

.—.. .
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0 to provide a specific marketing strategy for the region with

definite action oriented goals to be implemented prior to the

completion of the study;

o to develop tourism products and prepare prefeasibility  studies

for a number of projects during the planning process; and

o to encourage private sector development in the Western Arctic

tourism industry.

The study then was clearly meant to encourage locals to become

actively involved in the travel industry as well as provide

operators and government with a blueprint for future tourism

development.

At the onset of the study, interest in tourism development oppor-

tunities was relatively low, and the impact of the oil and gas

industry was very much in evidence. Gradually, however, as the

reality of the downturn in gas exploration set in, many local

entrepreneurs became enthusiastic about the travel industry. The

last half of the study process was marked by extraordinary

involvement of the local people.

The study also had the ongoing support of the GNWT particularly

the Department of Economic Development and Tourism in both Inuvik

and Yellowknife. —-
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1. INTRODUCTION

The Region

—.

- “*

“You mean you can really drive to the Arctic? Sounds like a

wi nner. Whats’ there to do when you get there?”l

Despite his basic lack of knowledge of the Western Arctic, this

gentlemen succinctly summed up the region  - its product (the

Arctic), its potential (a winner) and yes, its problem - (what to

do when you get there).

The Western Arctic has product. A n d  while it too easily c o n j u r e s
up adject ives like “unique”, “diverse”, “world-class” and-.
“pristine” it does offer:

o the only public  highway to the Arctic - with a short f~ight to

the Arctic Ocean;

o diversity of cultures, including all 3 native cultures as

well;

o diversity of scenery, including mountains, a major Canadian

river and delta, barren lands and ocean coastline;

o world-class adventure such as wildlife observation on Banks—.
Island, canoeing the Fir%h River, photography on Herschel

I s l a n d , c o n t a c t i n g  n a t i v e c u l t u r e  in Fort  Good Hope and

Paulatuk  and trophy fishing on Great Bear Lake; and

o pristine wilderness, Richardson Mountains, Northern Banks

Island and Anderson River.

It would also seem to be a winner. In  recent  y e a r s ,  a n d

e s p e c i a l l y  during the  1987  season, growth rates in most market

segments achieved astonishing high levels.

-—— .
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Leading the increase in visitation

performance in the recreational

1-2

and in revenues was the stellar

vehicle segment which grew by

approximately 70% over 1986. Improved conditions on the Dempster

Highway, the affects of the N.W.T./Yukon pavilions at Expo ’86,

improved maps and promotion brought unprecedent numbers of

vehicles to Inuvik. This growth also led to phenomenal increases

in flightseeing, particularly to Tuktoyaktuk and Aklavik.

Although the projected “tourism crisis” did not materialize in

1987, campgrounds were frequently filled to near capacity and

retail outlets benefited.

More specifically tourism came into its own as an industry.

Tuktoyaktuk was not exposed to the normal 100 tourists but instead

1,500 and Aklavik which knew very little of tourism saw 800 pass

through the conwnunity. The growth “w~’’also part of a new and

powerful trend towards adventure travel. While this rapidly

emerging tourism segment has been experiencing 20% growth in the

south for the past 5 years these markets are only starting to

discover the north where similar growth rates are evident in the

Yukon, Dawson City and Alaska. The particular element of the

adventure traveller  that is most appropriate to the Western Arctic

is the casual category and particularly those that are

recreational vehicle operators. This segment will continue to
drive volume growth in the ~~stern Arctic over the next 5 to 7

years.

Finally there is the issue of “what is there to do when you get

there?”2 At this time there are not enough activities and “

products to meet the demands of the markets. Consequently one of

the objectives of this document is to indicate what can be done to

satisfy existing markets as. well as continue to attract new

customers. The Master  P lan has a lso  gone beyond the  simple

ident i f icat ion of  development  opportuni t ies ,  based on perce ived
- — —  . market demand, and provided on site, hands-on information on how

to develop product. R

.—
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The tourists will continue to- come in great
happens in terms of marketing and product
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numbers despite what

development over the

next 5 years. What this study addresses is the long term via-

bility of a healthy tourism industry for the region based on

qualified and quality tourism development.

This will r e q u i r e  e x t e n s i v e :

o  pr ivate /publ ic  capi ta l  investment ;

o  rea l is t ic  and targeted market ing;

o  e x t e n s i v e  h o s p i t a l i t y  t r a i n i n g ;

o ongoing technical assistance in terms of product development

and marketing; and

o commitment by the government, WAVA and the private sector.

These final five points have been deser~bed  in great detail  in

virtually every Regional Master  Plan to be produced in the North-

west Territories. There  is no need to go into further detail

other than to underline that where the requirements have been met,

such as in the Baffin and the Keewatin regions, real growth has

been realized.

If that commitment is shown, the economic impacts will be many

times greater than those two regions (Baffin, Keewatin) combined.
—

The Western Arctic can become the number one tourism region in the

Northwest Territories. Overall investment in this area will yield

a greater return than in other regions and monies, particular

government expenditures to defray construction and start-up costs

will be paid back many t“

THE COMMUNITIES

mes as the industry continues to grow.

The development strategy is based on a conwnunity-based  approach

which is fully consistent with (3NWT tourism policies and the

c o m m u n i t y  r e s o u r c e s  o f  t h e  W e s t e r n  A r c t i c . Connnunity-based
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tourism focuses tourism activity on communities where most

services are located. Tourism products will be developed in and

around communities enabling visitors  to experience both the

northern environment and as well as the social fabric of the

community.

With tourists using a

surrounding attractions,

local services, thereby

cormunity  as a base point for tours to

local tour operators can utilize existing

enhancing the benefits of tourist expen-

ditures for each comnunfty. Fur thermore,  by  br inging tour is ts

t h r o u g h  t h e  comnunftfes, loca l  res idents  can be  encouraged to

participate in the planning of-tourism development. The intent of

a community-based approach to tourism development is to concen-

trate the economic and social benefits from tourism in the

conununities and to offer visitors the- unique experience of

participating in a comnunity’s  culture and lifestyle.

While each community acts as a service centre, it is also part of

a network of communities offering visitors different experiences.

For balance in the region, communities need to establish

individual t h e m e s  with i d e n t i f i a b l e  c h a r a c t e r  a n d  t y p e s  o f
experience. Cooperation, not  compet i t ion ,  is  essent ia l .

—.
The quality of the tourist ex~erience is closely associated with

the degree of cotnnunication between the various components that

make up the attractions and services. The performance of one

operator affects the success of others. The quality of the

tourist experience in one comnunity affects the overall regional

tourism experience. Communication between operators and

cotmnunities allows for better industry understanding, cooperation

and performance.

The cormnunity-based approach also recognizes that individual

communities develop at different rates. The positive experience

of the more aggressive conmwnities can demonstrate to other

—

,
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coimnunities  the

projects can be

to proceed at a

1-5

benefits from ‘tourism development and how tourism

successful implemented. If one comnunity wishes

faster pace than others, its travel products could

be packaged with the products of communities in other regions

(e.g. Arctic Coast, Dawson City of Big River).

Each conmunity will match its unique natural and cultural

resources with the overall regional themes and development

concept. In order to respect the integrity of each community, as

well as respond to the variety of market segments, it is possible

to suggest a distinct focus for each convnunity. In some cases

more than one primary tourism activity may be suggested. For

instance it is not necessary to suggest that wilderness tours are

more important in Sachs Harbour than sport hunting. In addition,

secondary themes are sometimes ‘a~propriate for certain

conununities.

Designating a particular orientation for a comnunity does not

imply that it is locked into a rigid description. The purpose is
however, to create an integrated and balanced development plan

throughout the region, as well as promote inter-comnunity

collaboration. The latter is potentially achieved, for instance,

by two adjacent corimlunities  offering complementary activities in

an overall two-conmwnity packa~e.

T h e  t h e m e s  a n d  subthemes  proposed for each comwnity  are

summarized on the following table:



COMJNITY TNEE SUBTNEW

A. MACKENZIE RIVER AREA

a) Norman Wells Mackenzie River
Canol Trail

Oil and Gas Industry
Interpretation

b) Fort Franklin

c) Fort Norman

d) Fort Good Hope

Trophy Sportfishing Native Lifestyle

Sport Hunting wilderness  Tours

Mackenzie River
Arctic Circle

Sport Hunting/Fishing
Dene Culture

e) Colville  Lake Native LifestyleSportfishing

. . .
B . MACKENZIE DELTA AREA

a )  Inuvik Regional Staging Area
Mackenzie Delta

Destination Attractions
Information Services

b) Aklavik Richardson Mountains
History ,

Herschel Island
Sport Hunting
Arts and Crafts
Mackenzie Delta

c) Fort McPherson Dempster Highway
Visitor Services

Loucheux Culture
Sport Hunting
Dempster Patrol
Peel River Interpreta-
tion

d) Arctic Red River Dempster Highway Services Native Culture Fish
Camp

C. ARCTIC OCEAN AREA

a )  Paulatuk , Nature/Ocean Tours Sport Hunting/Fishing
Wilderness Lodge Inuit Culture

Arts and Crafts

b) Sachs Harbour Banks Island Sport Hunting
Nature Interpretation

---I=-- -Tuktoyaktuk Arctic  Ocean Touring Pingos
Inuit C u l t u r e Oil and Gas

Sport Hunti~g

—

. . ..
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2 . EXISTING TOURISM FACILITIES/ACTIVITIES

ARCTIC OCEAN AREA

- --

.—— .

—

Tuktoyaktuk

Tuktoyaktuk is experiencing a ‘boom’ in tourism this year and to

date has hosted approximately 1500 tourists - most of whom only

stayed for 1 hour, thus having no

economy. Meetings held with the

Officer and operators reinforced

significant impact on the local
local tourism society, Economic

the need to create 1, 2, and 3

day packages which would

motel/restaurant owners,

follows:

of course benefit - tour operators,

guides, etc. They are described as

1 - 3 Day Packages

.

The basic infrastructure is in place to offer overnight packages

to Tuktoyaktuk but they need to be packaged. Motels, restaurants,

vans and attractions such as the reconstructed sod house, historic

boat, traditional activities, Arctic Ocean, churches, pingos, etc.

combine to provide the essential components for a 2 day stay in

the consnunity.

The only feature that should be added is a boat for harbour and

coastal tours. Both John and-yince  Steen own 2 different vessels
that could temporarily be put into service. The vessels do not

meet optimum tour boat requirements as they have high fuel burn,

a r e  t h e  w r o n g  configuration and are  not  ava i lab le  on a  regular

basis. To provide more interesting packages

activities (harbour trips, visits to fish

acconsnodation  along the coast,  etc.)  an adequate

The vessel could also be used for weekly trips

with water-based

camps, overnight

boat is required.

to Inuvik as part
of a fly-cruise or cruise-fly package. With the addition of a

tour boat the following packages could then be available.

Package #1 Day 1 - Inuvik to Tuktoyaktuk

- Community Tour (morning)

- Cultural Inclusion (afternoon)

- Overnight in Tuktoyaktuk
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Day 2

Package #2 13ay 1

Day 2

Day 3

Package #3 Day 1

Day 2

--v

.—— .

—

D e t a i l e d  i t i n e r a r i e s

- Harbour Tour (morning)

- Arts and Crafts

- Oemonstratton  (af ternoon)

-  Tuktoyaktuk t o  Inuvik

- Inuvik to Tuktoyaktuk

Community Tour (morning)

- Cultural Inclusion (afternoon)

- Overnight in Tuktoyaktuk

- Harbour  T o u r

-  Coastal Crufse

- Overnfght in T e n t  f r a m e s

Hfkfng  along shore (morning)

- Back to Tuktoyaktuk ( a f t e r n o o n )

-  Tuktoyaktuk  t o  Inuvik

- Inuvik to Tuktoyaktuk by Boat

-  overnight  in Tuktoyaktuk

- Comnunity  Tour (morning)

- Cultural Inclusion (afternoon)

-  Tuktoyaktuk t o  Inuvik (afr)

fncluding pricing, marketfng, facility

requirements, etc. for these and other Tuktoyaktuk  packages will

be prepared for fn the next phase.

llhalewatchln~

This activity initially seemed like a potentially popular one with

tourists and there is unquestionably a resource opportunity. It

seems, however, that it would cause a protest from whalers who do

n o t  w a n t  t o u r i s t  actfvitfes  w h i l e  t h e y  a r e  h u n t i n g . They feel
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that these boats Would move the Whales fnto deeper water. While

th is  is not rwcessarlly true, it will take some time t o  c o n v i n c e

the locals an-herefore may not be prudent fn the short term.

Plngo Park

While most people expect to see the pfngos  they are really only

accessible by water. A road to within 1000’ of the pingos would

be extremely difffcult and expensive to be built.

ARCTIC OCEAN AREA -=
. .

Tuktoyaktuk

o Existing Facilftfes

See Table located at the end of this section.
—

o Resources

.—
- Pfngos;

- Eskimo Lakes;
- Arctic Ocean/beaches;

- picturesque/interesting bay;

- Beluga/Bowhead  whales;

- archaeological sftes along shoreline; and

- Beaufort drillfng islands.

.—— .

.-



.—— .

0 Issues and Trends 2-4

- Tuktoyaktuk enjoys an international reputation. When the
Intuk highway is constructed it will become a major northern

destination to the benefit of Sachs Harbour, Paulatuk and

Inuvik; 8
- its proximity to Inuvik makes it ideal for 1 - 3 day pack-

ages;

- there are several individuals interested in operating a

passenger tour boat;

- whalewatching  has grown at an incredible rate throughout

North America;

- Tuktoyaktuk must undergo a major social transformation due

to the loss of jobs and income. Tourism training courses

will be essential;

- HTA has been unsuccessful in attracting significant numbers

of Polar Bear Hunters due to lack of packaged product; and-.
- its Arctic Ocean location will always-make it a major ‘hook’

for the Western Arctic.

o Ilevelopment  Opportunities

Short Term

- 1 to 3 day

acconnnodation,

Whaling Station,

packages including charter flight, hotel

whalewatching, coastal cruise, Whitefish
Pingos Park;—.

- development of a Tourist Activity Area including existing

Sod House, information cultural centre in restored co-op

buildings, The Bay, cruise boat wharf;

- provision of quality guide training; and

offering of polar bear hunts.

Long Term

naturalist and fishing resorts at Eskimo Lakes;

coastal tours with overnights at Fish Camps; and

overnight accommodation at coastal outpost camps including

visits to archaeological -site.

, I

..= .-
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EXISTING TOURISM FACILITIES FOR THE ARCTIC OCEAN AREA——

-Component Name Faci 1 i ties

TUKTOYAKTUK

Acconunodatlon

Restaurant

At t ract ions

.Actfvities

Services

- ‘~ransportati on

.—— .

.—

Nunuksfvfk Lodge
Pingo Park Lodge Ltd.
Eskimo Lake Fishing Lodge
Hotel Tuk Inn

Igloo Caf6

Our Lady of Lourdes
Mfssion Boat
Sod House
Cemetery
Dew Lfne Sfte
Ofl fndustry/gas camps
Beluga/Bowhead  Whales
Tuk Bay
Beaches
Whitefish Whaling Camp
Pfngo Natfonal Landmark

3 dog teams
several power boats

Tuk Tuk Tours
Tuk Enterprises Ltd.
HTA Outfitters

The Bay
Chrfstina Felix Parkas

Polar Cabs
Tuk Taxf
Kenn Borek Afr
Aklak Afr
Ram Afr
Ice road to Inuvfk

7 rooms, 14 guests, dfning area
24 rooms, dining area
8 rooms, 16 guests, dfnfng  area
14 rooms, 31 guests, dining area

restaurant

hfstoric boat
under construction

3 passenger boats (2O max.)

tours
bfg game hunts

handcrafted clothing

scheduled f l ights
scheduled f l ights
scheduled f l ights
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PRIORITY I TOUR OUTFITIER

TUKTOYAKTUK

1. BACKGROUND/RATIONALE

o Tuktoyaktuk presents one of the best possibilities for a tour/ground

operator, however tours should be established with quality equipment,

marketing and training, this would apply to either existing or

potential operators; and

o provide additional native employment.

2. DESCRIPTION

o costs could include tent frames for coastal overnight trip, clothing

f o r  i n c l e m e n t  c o n d i t i o n s ,  g e a r  a n d , training in tour management,

operations and marketing.

3. OBJECTIVES

o to establish at least one comprehensive tour operator capable of

working with both southern wholesalers, airlines and inbound

operations in the N.W.T.,

4. MARKETING STRATEGY

-“~
o produce  product  brochure;
o target southern adventure

Inuvik and the Yukon.

.—.

travel wholesaler, R.V. Operators in Inuvik

and Inbound Operators, Inuvik, Yellowknife and Whitehorse; and

o advertise in R.V. Magazines, Milepost and Up Here.

5. RESPONSIBILITY AND IMPLEMENTATION

o Private operator/IDC  joint venture; and

o private operator only.

‘—- - 6 . PERFORMANCE INDICATORS

o increaselength of stay in Tuktoyaktuk by 4 day; and

o 9enerate equivalent of 1 full time job.
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7.

0

0

0

8.

0

0

0

0

0

9.

OPPORTUNITIES AND CONSTRAINTS

500 visitors  expected by 1993;

excellent opportunities for tour/ground operators; and

quality equipment necessary.

IPIPLEIJENTATION  STEPS

identify (at least one) tour operator - joint IDC/operator venture;

develop package tours;

market through Inbound Operators and Wholesalers;

apply to EDA for funding; and

buy equipment.

COSTS
-.

—- .

Equipment: $85,000

Working Capital: $50,000

Total

10.

costs: $135,000

REVENUE AND OPERATING COSTS ~à

Revenue in 1993

-“~ 2% of visitors to Inuvik = 440 —

o 2 day (overnight package) @ $450.00

costs

Salaries - Chief Guide (10 weeks)
Assistant (2)
Cooks

Administration
Transportation to Site
Food and Supplies
Insurance-—— . Marketing
Commissions

TOTAL:

$198,000.00

$ 10,000.00
17,000.00
12,000.00

5,000.00
25,000.00
55,000.00
5,000.00

15,000.00
12.000.00

$153,000.00
—
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PRIORITY I COPWNITY  HOST/TOURS
TUKTOYAKTUK

1. BACKGROUND/RATIONALE

o Tuktoyaktuk  receives more than 1,500 tourists and will conceivably be

doubling that in the next 5 years;

o the only current hosts are the tour bus operators, a host could be

hired to deal with the wide variety of tourists coming in the future

(1 hour, 4 day, 1 day, overnight);

o the host should have hospitality training; and

o an opportunity to provide a cultural experience for visitors.

—
2. DESCRIPTION

o dut ies  could  inc lude  work ing  with existing opera tors  on  the i r  tour /

packages, providing separate community oriented services (meet/greet,

interpretation, introduction to carvers, etc.); and

o Partial revenue could come from the operators who use the services in
their tours.

3. OBJECTIVES

o improve Tuktoyaktuk as a destination community;

o support extended stay packages; _.

o introduce the unique history of Tuktoy-aktuk;

o assist rapidly emerging ground operators and work with Western Arctic

Visitors Centre Sales staff; and

o organize activities.

4. M4RKETING STRATEGY

O produce  community brochure;

O Promote using the Western  Arctic Centre s t a f f ;
o  ta rget  a i r l ines  and ground operators ;- — —  .
0 1-800 Hot Line replies; and

o advertise in Canadian, Up Here, Milepost.

—

-—— .—-
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5.

0

0

0

0

6.

0

0

0

7.

0

0

0

8.

0
-“*

o

0

0

9.

RESPONSIBILITY AND IMPLEMENTATION

Tuktoyaktuk  Hamlet Council;

Ground Operators/Suppliers;

WAVA; and

IDC.

PERFORMANCE INDICATORS

increase stay in Tuktoyaklmk  by + day;

increase exposure  to  ar ts  and craf ts  and cultura” events and sites;

and

develop the host as an important IinL between package tour operators

and local attraction.

OPPORTUNITIES AND CONSTRAINTS

number of tours to Tuktoyaktuk  is expected to double in five years;

this could be an important opportunity for students; and

improve attraction of Tuktoyaktuk  as destination community.

IMPLEMENTATION STEPS

establish contact with existing operators, airlines and Western

Arctic Visitor Centre staff; —.

develop 1 hour, I day, 1 day and overnight packages;

apply for funding; and

establish office in Visitor Centre.

COSTS (over 5 years)

Host: $30,000
Activities: $60,000

Total Costs: $90,000
.—— .
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10. REVENUE AND OPERATING COSTS

Revenue in 1993

Inuvik Visitors

R.V./Auto/Motorcoach  20% = 4,077 @ $15.00

c o s t s

Guides (2) for 10 weeks

Van Fuel

Maintenance

Food/Beverage/Gift

Administration

Marketing

Commissions

.— .

.-

TOTAL:

-.

.

$ 6 1 , 0 0 0 . 0 0

$12,000.00
10,000.00
2,000.00
9,000.00
1,500.00
5,000.00
3,000.00

$42,500.00
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PRIORITY I TOURIST VISITOR CENTRE
TUKTOYAKTUK

1. BACKGROUND/RATIONALE

o because of the large volume of tourists potentially going to

Tuktoyaktuk  it will be important to have a Visitor Centre and Central

Tourist Activity Area to:

- interpret the history/culture of Tuktoyaktuk

- serve as a gathering point for tours;

-  p r o v i d e  a centre for tourism activities and office for

community host; and

o direct visitors

2 . DESCRIPTION

o the essence of

Sod House; and

o this developed

Bay, Sod House,

to arts and crafts locations.

a t o u r i s t  activity centre e x i s t s - i n  t h e  a r e a  o f

area could include the wharf as a tour boat dock,

the renovated COOP which could have a

interpretive exhibits and office space for tour group

3 . OBJECTIVES

the

the

the

gathering area,

administration.

o create a clearly identified tourism centre for Tuktoyaktuk;
- - - —.

o Promote the various Tuktoyaktuk package tours; and

o provide interpretation of the Arctic Coast for tourists who do not
get the opportunity to visit other coastal locations.

4 . MARKETING STRATEGY

o target tours to Inuvik and all tourists to Tuktoyaktuk; and

o advertise in News North, Up Here, Milepost.

5. RESPONSIBILITY AND IMPLEMENTATION
- — —

0 Tuktoyaktuk  Hamlet Council;

o Inuvialuit Development Corporation; and

o  WAVA.
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6.

0

0

0

7.

0

0

0

8.

PERFORMANCE INDICATORS

increase attraction and length of stay by 1 day;

develop a  centre for cu l tura l / tour ism activities; and

increases contacts  between the  v is i tors  and local  ar ts  and craf ts

producers.

OPPORTUNITIES AND CONSTRAINTS

visitors  to Tuktoyaktuk expected to double in five years;

establishes a focus for tourism activities in Tuktoyaktuk; and

employment opportunity for community host and sunwner students.

—

INPLEIENTATION STEPS

o

0

0

0

0

0

establish tourism centre action committee --( TuktoYaktuk  Hamlet
Council, IDC, WAVA and Economic Development and Tourism);

develop detailed plans;

secure funding;

prepare brochures/information packages;

construct; and

select hosts etc.

9. COSTS

- - -

Planning:  $35 ,000

Construct ion:  $425,000

S t a r t - u p :  $ 3 0 , 0 0 0

Tota l  Costs:  $490,000
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10. REVENUE AND OPERATING COSTS

Revenue in 1995

0 Commission sales from local package tours

o Prof i ts  f rom sa les  of  ar ts  and craf ts

o Rental of space to local operators

TOTAL:

costs

Salaries - Administrator  (10 weeks)
Sales Desk Personnel (2)

Administration

Utilities/Maintenance

Marketing

TOTAL:

—

$15,000.00
12,000.00
6,000.00

$33,000.00

$12,000.00
20,000.00
1,000.00
3,000.00
3,000.00- -

$39,000.00

-—— .

—

-———
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PRIORITY II OCEAN GOING TOUR BOAT
TUKTOYAKTUK

1. BACKGROUND/RATIONALE

o most people go to Tuktoyaktuk  to experience the Arctic  Ocean but

there is no opportunity to go out onto the water;

o most of the 1,500 plus visitors spend only one hour in Tuktoyaktuk,

however most people want to stay longer; and

o a strong opportunity for a cultural experience with a local Inuit.

2. DESCRIPTION

o it will be necessary to either acquire a local boat or purchase one

from the south; and

o it should be capable of carrying 15-25 passengers and be used for

harbour tours, whalewatching and trips along..t~e coast and tours

between Tuktoyaktuk  and Inuvik.

3. OBJECTIVES

o increase length of stay in Tuktoyaktuk;

o provide overnight (2 day) package opportunities;
o introduce coastal experiences;

o serve as a new component
- - - o improve hotel occupancy.

4. MARKETING STRATEGY

O produce brochure;

to day trips to Tuktoyaktuk from Inuvik; and
—..

o target small van operators;

o target Inuvik Visitors looking for a trip to the Arctic Ocean (4 day

trips);

o target existing tour passengers interested in a longer excursion; and

o advertise in Up Here, Sunset, Alaska Mag, R.V. Magazine and

.— . Directories.

5. RESPONSIBILITY AND IMPLEMENTATION
.-

0 Private Operators.
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6. PERFORMANCE INDICATORS

o 2,000 harbour tour passengers by

o tour boat revenue of $450,000.00

1991, 600 overnight by 1991; and

by 1991.

7. OPPORTUNITIES AND CONSTRAINTS

o 1,000 plus visitors to Tuktoyaktuk want to stay longer, the tour boat

would offer that attraction; and

o ex i s t ing hotels interested in accommodating additional overnight

packages.

8. IMPLEMENTATION STEPS

o identify specific boat and tour operator;

o prepare feasibility analysis; --
—-

o develop tour packages and et

o develop financing

O purchase boat and

o market through

package;

other equ

inbound

Wholesalers.

9. COSTS

-“~ Purchase: $165,000

Start-up: $60,000

Tota l  Costs:  $225,000

.—- .

uipment;

pment; and
8

operator, WAVA Centre and Southern

—

—
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—
.

Revenue in 1993

Harbour Tours (3 hours @ $50.00/each)

o R.V./Automobiles - 10% = 2,100
0 Coach/Small Van - 40% = 488

Inuvik/Tuktoyaktuk Tours (2 days @ $600.00)

o 4% of R.V./Automobiles  = 700

TOTAL:

c o s t s

Salaries - Manager (6 months)
Captain (10 weeks)
Deck Hands (3) (10 weeks)

Administration

Insurance

Fuel

Maintenance

Marketing

Food Supply

Hotel (in Tuktoyaktuk)

Ground Transportation

Commissions--v

TOTAL:

$105, OOO. CO
24,400.00

420,000.00

$549,400.00

$ 22,000.00
12,000.00
18,000.00

4,000.00

10,000.00
45,000.00
15,000.00
30,000.00
95,000.00
30,000.00
3,000.00

24,000.00

$308,000.00
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PRIORITY II ARTSANDCRAFTS
TUKTOYAKTUK

1. BACKGROUND/RATIONALE

o Tuktoyaktuk has a history of sewing hangings that have gained wide

attention;

o Tuktoyaktuk has a cultural authenticity that would make it a pleasant

location for a craft workshop; and

o crafts workshops are generally of

encourage longer

2. DESCRIPTION

visits in the commun”

o assuming that the necessary sewing e

a 3-4 day nature a n d  w o u l d

t y .

uipment  e x i s t s , funds should be
used to purchase the initial materials to start an operation; and

o once the production is proceeding, workshops could bring additional

revenue to the community (as well as the hotelsj;-~-

3. OBJECTIVES

o reintroduce skills;

o 9enerate employment and revenue; and
o improve hotel occupancy.

—.

4 . MARKETING STRATEGY

- “ - o  a d v e r t i s e  in Craf ts ,  Craf ts  P lus  and I?arrowsmith;

o  target  southern  purchasers  and those in terested  in pursu ing  native

culture and arts; and

o attend consumer shows such as Crafts in Toronto.

5. RESPONSIBILITY AND IMPLEMENTATION

o Tuktoyaktuk Hamlet  C o u n c i l ;  a n d

o Economic Development and Tourism.

6 . PERFORMANCE INDICATORS

.— .
0  increase loca l  a t t ract ion  base;

.-
0 9enerate additional three part t ime jobs to  economic  base;  and

o increase length of stay in communi ty  by  1  to 5  d a y s  d e p e n d i n g  o n

workshop duration.
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0

0
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0

0

0
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OPPORTUNITIES AND CONSTRAINTS

well known sewing hangings excellent basis for arts and crafts

industry;

large number of tourists will be arriving in Tuktoyaktuk,  majority

will be interested in seeing arts and crafts production; and

similar types of workshops are popular in the south and Holman

Island.

IMPLEMENTATION STEPS

establish arts and crafts group between Tuktoyaktuk, Hamlet  Counci l

and Economic Development and Tourism; and

i d e n t i f y

apply to

COSTS

Production:

Workshops:

marketing network/workshop location; and

EDA for funding.

-.

$35,000
$180,000

Total Costs: $215,000

10. REVENUE AND OPERATING COSTS

Revenue in 1993

-“~ a) 4 day workshops .

1/3 total workshops x $1,000.00 each

b) Day workshops

2% of visitors

TOTAL:

costs

Salaries - Manager

to Inuvik = 500 x $150.00

(4 months)
Inst~uctors

Administration
- — -  -  M a t e r i a l s

Food/Accommodation
Marketing
CommissiOns-
Space Rental—
Transportation

TOTAL:

(2)

$40,000.00

75,000.00

$115,000.00

$ 16,000.00
20,000.00
3,000.00

20,000.00
19,200.00
5,000.00
6,000.00
4,000.00
5,000.00

$98,000.00

—
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PRIORITY II ESKIMO/HUSKY LAKES FISHING LODGE
TUKTOYAKTUK

1. BACKGROUND/RATIONALE

o the Eskimo Lakes provide some of the best fishing in the Arctic and

the market will support at least one lodge in the area (i.e. the

upgrading o f  a n  e x i s t i n g o n e  t o  m e e t  a n g l e r  s t a n d a r d s ) ;  a n d

o  t w o  l o d g e s  exist but the quality d o e s  n o t  a l l o w  t h e m  t o  b e  f u l l y

marketed in Inuvik/Yel lowknife.

2. DESCRIPTION

o funds could be used for adequate kitchen/dining area, boats and

kickers, accommodation upgrading with the objective to have one lodge

fully operational by 1990.

3. OBJECTIVES
—.

o maximize fishing potential of Eskimo Lakes;

o provide addi t ional  packages for  loca l  out f i t ters ;

0 generate joint marketing with Paulatuk; and
o develop quality, high end Arctic Fishing Lodge.

4. MARKETING STRATEGY

O produce brochure;

o advertise in Up
- - -

o target Southern

o attend consumer

Show, etc.

Here, Field and Stream, Western Fishermen, etc.;.—.
Fishing Wholesalers/Ontario and United States; and

fishing shows such as All Canada Fishing Show, Dallas

5. RESPONSIBILITY AND IMPLEWNTATION

o p r iva te  sec tor ;  and
o IDC.

6. PERFORMANCE INDICATORS

.—- . 0 increase att ract ion to Tuktoyaktuk  result ing in equivalent of  two

tour month jobs;

o attract a total of 106 anglers by 1993; and

o increase use of hotels and purchases of arts and crafts in

Tuktoyaktuk.



3-15
7. OPPORTUNITIES AND CONSTRAINTS

o two lodges already exist but will have to be upgraded;

o fishing  o n  E s k i m o  L a k e s  is one of the best in the  Arct ic ,  therefore

wi l l  a t t ract  upscale  anglers;  and

O guides avai lab le  but  will n e e d  a d d i t i o n a l  t r a i n i n g .

8 . IMPLEMENTATION STEPS

o establish upgrading plan for one or two lodges/camps;

o arrange financing; and

o t ra in  gu ides /operators .

9 . COSTS

Construct ion:  $450,000

Working Capi ta l :  $60 ,000

Tota l  Costs:  $510,000

10. REVENUE AND OPERATING COSTS

Revenue in 1993

1/3 of projected fishing

o -i on 3 day packages @
- - - o 1 on 5 day packages @

TOTAL:

costs

to Western Arctic  = 106 anglers

$1,000.00
$1,500.00 .-

Salaries - Manager (6 months)
Assistant (8 weeks)
Guides/Boats (4)
Cooks (2) (8 weeks)

Administration
Insurance
Utilities/Maintenance
Marketing.—— .
Commissions
Transportation to Site

.- Food and Supplies

TOTAL:

$ 53,000.00
79.500.00

$132,500.00

$ 24,000.00
4,800.00
25,200.00
6,500.00

2,000.00
3,000.00
4,000.00
6,000.00
4,000.00
10,000.00
21.200.00

$ 1 1 0 , 7 0 0 . 0 0



1989 1990 1991 1992 1993 1994-1995
(’y) ( ’ 0 0 0 ) (’000) ( ’ 0 0 0 )  ( ’ 0 0 0 )  ( ’ 0 0 0 )

ARCTIC OCEAN AREA $ $ $ $ $

TUKTOyAKTUK

1.

2.

3.

4.

5.

—.

6.

OCEAN GOING TOUR BOAT

Purchase
Start-up

COMJNITY/HOST/TOURS

Host
Act iv i t ies

TOURIST VISITOR CENTRE

Planning
Construction
Start-up

ARTS AND CRAFTS

Production
Workshops

TOUR OUTFITTER(S)
Equipment
Working Capital

ESKMVHUSKY LAKES
FISHING LOD6E

Construction
Working Capital

165
20 20

15 10
15 15

15

10

30 20’
15 15

150

10

5
10

20
125

10
80

20
10

100
30

10

10 10

125 125 50
-lo 10 10

. .

10 5
60 40

15
10

150 50
20 10

TOTAL: $ 260 $ 255 $ 420 $ 420 $ 250 $ 60

GRAND TOTAL: $1,665,000

—.



ARCTIC OCEAN AREA ($’000)

TUKTOYAKTUK

1.

2 .

3 .

.—

4 .
-  -*

5 .

6 .

OCEAN GOING TOUR BOAT

Purchase
Start-up

COMMUNITY HOST/TOURS

Host
A c t i v i t i e s

TOURIST VISITOR CENTRE

Planning
Construction
Star t -up

ARTS AND CRAFTS

Production
Workshops

TOUR OUTFITTER(S)

Equipment
Working Capital

ESKI~/HUSKY  LAKES
FISHING LODGE

Construction
Working Capital

65
20

50
40 -- ‘

15
30

100

—-

70

25
30 20

25

30

25 25

15
30

35
300

30

35
50 50 10

10 20

100 50 100 100 50 50
30 30

TOTAL: 225 5 6 5  1 2 5 360 130 70 8 5 105

——
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4. COM4.JNITY  TOURISM MARKETING STRATEGY

.—.

The regional marketing strategy outlines marketing expenditures

for the Western Arctic from 1989 to 1995. Each community must

also participate in the overall marketing plan through;

o expenditures by local suppliers and operators;

o expenditures by hamlets; and

o Joint expenditures with WAVA.

Community based marketing will-take the form of;

o

0

0

0

0

0

0

0

0

0

0

0

consumer magazines;

brochures and flat sheets; -.-— _
tour operator familiarization tours;

consumer travel shows;

travel writers;

videos;

inquiry fulfillment; ,

mailing list development;

WAVA special promotions/media events;

in-house promotions/give aways;

marketing support; and –-

marketing research.

The marketing plan is tailored to reflect the general orientation

of TIA an Travel Arctic, but is more target specific, focusing on

identified market segments to the Western Arctic and the

individual community product offerings.

OVERALL GOALS

Individual communities will participate in the regional strategy

by supporting specific objectives including;

.—.

-..
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0 Focusing on the western United States and increasing their

share from 40% to 60% of the overall market. This will neces-

sitate lowering the Canadian components from 60% to 40% and

bringing the geographic breakdown more in line with the Yukon.

o Capitalizing on the Dempster Highway by increasing rubber tire

volume to Inuvik by 30% per year over the first 3 years of the

plan.

o Increasing the Western Arctic  market share of travel industry

revenue to the N.W.T.  by 5% in the first  three years, thus

solidifying the Western

destination region.

o In Canada, focusing on

populated areas that can

Arctics’ position as a major N.W.T. -

southern Ontario especially in those—+
deliver the volumes.

o Promoting in high population areas and increase Western Arctic

tourism 3 fold over the next 5 to 7 years (See Market Pro-

ject ions).

—
COMMUNITY MARKETING OBJECTIVES

—— .

Each community strategy has been designed to meet the following

objectives:

o focus on new adventure travel activities such as canoeing,

hiking, fishing, cultural inclusion, etc.

o working closely with TIA-N.W.T.  and Travel arctic by:

-  responding rap id ly  ( fu l f i l lment )  to  1 -800  number  leads

-  c o m p l e m e n t i n g  g e n e r i c  t r a v e l  Arctic adver t is ing  wi th  com-

munity product specific advertising

- maintaining  a  80% leve l  o f  target  speci f ic  promot ion within

the comnunity  local operator budgets
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-“>

o

0

0

appealing for the most part-to:

- hiking, canoeing, hunting and fishing, and cultural/nature

interpretation tour wholesalers and consumers.

placing a major emphasis on print material which reaches high

numbers and supports inquiry fulfillment 1-800 requests, travel

magazines, etc.

advertising in specifically high end magazines that appeal to

consumers that are:

- activity oriented

- interested in specific products and prices

- oriented toward culture and nature interpretation

- potentially interested in package tours
-.

C(IIWUNITY  MARKETING EXPENDITURES (1989 Dollars)

The following tables outline, on a year by year basis the

marketing activities for your comnunity. Responsibility for many

of these expenditures are to be cost shared with ldAVA as well as

other funding sources. As well all displayed cost do not

necessarily suggest that your conxnunity need participate. However

the opportunity is there to be involved in such activities as

trade shows, the regional directory, regional videos, etc.

-—

—
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5. TRAINING PROGRAMS

Each commun level of traty project will reuqire some ning. It

will generally be the responsibility of Arctic College, Continuing

Educat ion and Renewable  Resources to deliver these programs.

Where possible,  courses will be given ;n the var ious communi t ies;

however, it will

Inuvik or Norman

tra in ing serv ices .

f requent ly  be  necessary  to  conduct  training in

W e l l s  b e c a u s e  o f  t h e  a v a i l a b i l i t y  o f  c e r t a i n

Courses will generally be 1 to.4 weeks long. The following number

of training weeks are proposed for your community.

--
—. . . . .

—.

—

.—.. .

—



I

ARCTIC OCEAN AREA
Training (Iteeks)

n
1-

TUKTOYAKTUK

4 21. OCEAN GOIH6 TOUR 80AT 8 2 2x2

2 . COfWNITY  HOST/TOURS 4

3. TOURIST VISITOR CENTRE 4 1

4 . ARTS AND CRAFTS 4 -1 1
— .

5. TOUR OUWITTER(S) 8 2x2 2 2

6. ESKIMO/HUSKY LAKES
FISHING LODGE 8 2 4x2 2x2 1 4 2

1

1

2x2

2x2

1 2

TOTAL:

—.

36 4 16 6 1 12 5 4 1

—

8

.—— .

—
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