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1. INTRODUCTION

1.1 BACKGROUNDAND STUDYOBJECTIVES

The N.W.T. is experiencing significant growth in the tourism

industry. The figures indicate that the volume of visitors

traveling to the N.W.T.during1987 increasedby 12%, or 6,000
visitorsover 19861. This increaseis in part due to the success
of the N.W.T. pavilionat Expo, as well as the result of an

aggressive marketing campaign by the Department of Economic

Development and Tourism and greater marketing efforts by indivi-

dual operators. In addition the TIA-NWT has operatedan Arctic
Hotline (800 number)which has been a valuable addition to the

overall marketing and awareness effort of the tourism industry.

Fort Smith has also experienced an increase in its tourism

activity over the past few years. Unlike many communitiesfurther

north, Fort Smith has good road access which results in a greater

number of visitors to the community. However, since Fort Smith is

not on the main thoroughfareto Yellowknife or part of a circle

tour, travelers must make a consciousdecision at the Hay River

Junction to either turn and make a side trip to Fort Smith or

continue driving in the same direction. In order to encourage

more travelers to decide on the former, Fort Smith must develop

and market attractions and activities of interest to these

people.

Over the past few years a small handful of operators have been

offering a selection of tourism products. Due to their individual

efforts these productshave been growing steadily in awarenessand

popularity. Consequently, interest in tourism from the town’s

perspective has increasedas well. There are now several indivi-

duals interested in starting up new tourism ventures to attract

more visitors to Fort Smith and thereby further the drive for

1 Tourism Facts, 1986 and 19870 Divisionof Tourism and Parks Dept.
EconomicDevelopmentand Tourism,Yellowknife.
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tourism development generated by the local Association, ‘Spirit of

the Subarctic’. The overall objective of this study, therefore,

has been to analyze and identify the potential means for increased

tourism activity in Fort Smith through the development of package

tours.

METHODOLOGY

The study took place over the first three months in 1988. The

major emphasis of the study was to identify tourism packages which

were community driven. 13ackgroundtourism data was obtained from

existing literature and interviews with Economic Development and

Tourism personnel in Fort Smith and Yellowknife. In order to

identify a list of tourism opportunitiesthe consultant conducted

two visits to Fort Smith to interview residents who were inter-

ested in tourism development. Once the product opportunitieswere

identified,the study team conductedtelephone surveys with motor

coach operators,travel influencersand transportationcarriers to

determine the viability and potential market for package tours.

From these interviews four key packagetours were developed. “

At the end of the study the consultants

workshop which provided the participants

conducteda tour package
with informationon:

which tourism market segmentsare attractedto Fort Smith;

what a tour package means;

- how to develop a tour package; and

- how to market a tour package.

The final report presents the findings of the study in the

following four sections:

- tourism resources;

- market analysis;

- proposed package tours; and

- marketing strategy.

i. ‘“
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2. TOURISM RESOURCES

2.1 NATURALRESOURCES

Fort Smith is a picturesqueN.W.T. community situated on the boun-

dary of two ecosystems. The Slave River is the natural boundary

between the InteriorPlains to the West and the PrecambrianShield

to the east. Within Fort Smith, the key natural attraction is the

Slave River. This fast flowingriveroffersa varietyof scenery

and wildlife which can be developed into tourism products. The

Slave River is currently utilized by only one operator offering

river raftingtours.

The numerous islands on the east shore of the River provide excel-

lent opportunitiesfor picnics and hikes and the pelican nesting

areas are visible to observers from the water. There are also

numerous trails throughout the Fort Smith area which can” be

developed into half day, full day and multi-day hikes.

Outside the town of Fort Smith, the world’s largest free-roaming

bison herd and last nesting site of the endangeredwhooping crane

are located in Wood Buffalo National Park. This World Heritage

site attracts internationalvisitors to the region. Although the

park is relativelyundeveloped,there are facilitiesavailable for

visitors. The Park road goes past unique vegetation to the Pine

Lake picnic and campground area and down to Carlson Landing.

Although the road does continue up to Fort Fitzgerald and back to

Fort Smith the loop road is presently not open during the summer.

Mr. Mike Rosen at the Park office has indicatedthat the Park is

applying for funds to open up the east extension of the road.

Located along the main summer road are several well marked trails

which enable visitors to view the unique vegetation and wildlife

within the Park. In addition, Park staff organize an interpre-

tative program for visitors which includesthe very popular “bison

creep”. Over the next two years the Park staff are proposing to
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increase interpretativeservices for visitors which will include

narrative tapes (these have been very successful on the east

coast). At present there is one outfitter, Jacques Van Pelt of

SubarcticWildernessAdventures,who offersmulti-daytrips into
the backcountryof the Park. For 1988the Parkwill be reviewing

two more applicationsfor an outfitter’spermit in the Park.

Historicaland CulturalResources

The Fort Smith area is rich in history and culture. In the past,

the rivers were the main link between Fort Smith and the surroun-

ding communities. Birch bark and spruce canoes, moosehide boats,

voyager canoes and steam powered sternwheelers were some of the

various forms of transportation used. In addition,Fort Smith is

a multi-culturalcommunitywith a combination of Cree, Chipewyan,

Metis, as well as non-native cultures. These historic and

cultural resources of the town and its surrounding area can be

incorporatedinto numeroustourism opportunities.

TOURISMINFRASTRUCTURE

The existing infrastructureof Fort Smith is well establishedand

prepared for tourism growth. This includes facilitiesfor trans-

portation, accommodation, food services, attractions and tour

operators. Table 2.1 lists the facilities presentlyavailable in

Fort Smith.

During the summer of 1987, Arctic College’s Thebacha Campus co-

ordinated an elder hostel program which attracted 71 (senior)

visitors to Fort Smith. The program was a success and is planned

to continue as an annual event. A projection of 100 participants

has been made for 1988. The program is designed so that the

visitors attend the scheduledprogramming in the morning and have

the afternoon and evenings free for other activities. During the

first year of operation many of the extracurricularactivities

.



TABLE2.1
EXISTINGTOURISMFACILITIESINFORTSMITH

ACCOMMODATION

Pelican Rapids Inn - 50 units

CAMPGROUNDS

QueenElizabethCampground - 19 sites
PineLakeCampground - 36 sites
KettlePointGroupCampsite

FOOD SERVICES

Bursey’sTake-Out
Cedar Hut
PinecrestRestaurant and Dining Lounge
PurpleCow ConvenienceStore
Sweet Shoppe
Madame flee’sLtd. - preparationand tasting of

NorthernGame Meats

TRANSPORTATION

Avis Car and Truck Rental
Tilden Rent-a-Car
CanadianAirlines
NorthwesternAir Lease Ltd. - flightseeingtours
Loon Air - float plane transportationto

remote lakes/rivers
Ranger HelicoptersLtd. - helicoptertours

OUTFITTERS

Canoe Arctic Inc.

SubarcticWilderness
Adventures

ATTRACTIONS

- remote fly-in canoe trips (7-19
days)

- canoe, raft and hiking tours,
dogsled tours, cross country ski
tours

NorthernLife Museum
Wood BuffaloNational Park InterpretiveCentre
North of 60 Bookstore
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were arranged by the organizers of the program and provided free

of charge (towntour, park tour, etc.).

The elder hostel program emphasized the strengths and weaknesses

of Fort Smith’s tourism infrastructure. Although there are

quality facilities in place to house and feed travelers, Fort

Smith does not offer sufficient activities to entertain its

visitors. Presently Subarctic Wilderness Adventures provides a

ground handling service for motorcoach operators by putting a

local guide on board; however, there are no scheduledtown or park

tours for independenttravelers to Fort Smith.

As indicated, only one operator,offering raft tours, has focussed

on the Slave River. The thrill and excitement of a raft tour

appeals to a fairly select market segment and yet the Slave River

has several natural and historicalresourcesof interestto a wide

array of tourists. It appears that the river has unfulfilled

potential for tourism development, primarily in the passive boat

and canoe touring area.
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3* MARKETANALYSIS

3.1 VISITORSEGMENTS

Visitors to Fort

N.W.T. resident,

Smith can be divided into three groups;business,

and non-residenttourists.

Businesstravelers are an importantmarketsegmentto consider.
They represent the greatest proportion of travelers to the

Pelican Rapids Inn, whereas the latter two tourist segments rep-

resent only 10% of the facilities clientele. In addition, busi-

ness travelers tend to have the highest overall trip expend-

itures. Business people travel to Fort Smith year round and

although business is their primary purpose for coming, they do

have free time in the evenings and sometimesan afternoon.I)uring

these periods, the business travellercouldverywell participate

in a three or four hour visitor activity.

Tourist traffic consists

those who arrive in Fort

(R.V.) or motorcoach.

primarily of rubber tire travelers i.e.

Smith by automobile,recreationalvehicle
These visitors either overnight in the

motel or hotel, stay with a friend or relative,or camp at one of

the campgroundsin the area.

Tourists who arrive by air have typically bought a package tour

from Subarctic Wilderness Adventures, Canoe Arctic or one of the
6 fishing lodges in the area. Visitorswho have purchasedan
outdoorwilderness/adventurepackageoftenstartor end their trip

with an overnightstay in Fort Smith, at the motel, hotel, or at a

resident’s home offered as a bed and breakfast facility. Those

visitors traveling to a fishing lodge spend the least time in

Fort Smith.
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VISITORVOLUME

Exact visitor counts for the comnunity of Fort Smith are not

available, however,an analysis of several relevant data sources
providessome indicationof visitationtrendsin the Fort Smith
area.

Based on data collectedby the GNWT and displayedin Table 3.1,
the economicregionwhich both Yellowknifeand Fort Smith are a
part of attracts the greatest proportion of (non-resident)
visitors(60%) to the N.W.T. Of this, roughly 36%are rubber tire

travelers, 60% are scheduled air travelers and 4% are charter

air travelers. In addition,the volume of visitationfor the
regionincreasedby 6% between1986 and 1987.

TABLE3,1

(NOkREsItIENT)vIsuoR VOLUMETOTHEN.H.T.

%
1986 1987 Increase

Fort Smith EconomicRegion
Road (Mackenzieand Liard
- lightvehicles
- buses
ScheduledAir
Charters- lodges

TOTAL:

Inuvlk Region
Keewatln Region
KitikmeotRegion
BaffinRegion

Highways)
10,000
1,000

20,000
1,500

12,000
1,000

20,000
1,500

32,500

13,300
1,500
1,200
3,500

34,500 6%

14,500
3,000 5::
1,200
4,800 3% “

TOTALN.W.T.: 52,000 58,000 12%

Source: Divisionof Tourismand Parks. TourismFacts,A Statis-
tical Report of Tourism/Traveland TourismResearchin
the Northwest Territories,January 1987 and December
1987. GNWT.

r

..
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Unfortunately, these statistics do not provide a breakdown of

visitationto individualcommunitiessuch as Fort Smith. However,
in 1984, a non-residentsurvey was commissionedby the GNWT. Six

percent of the respondentswho visitedthe region statedthat Fort

Smith was theiryrimary destination. Therefore, using 6% and the

regional data it is possible to estimate that in 1987, 2,070

visitors selected Fort Smith as their yrimary destination. This

figure does not include the number of visitors who travelled to

Fort Smith as a secondarylocation.

The estimated figure of 13,000 rubber tire visitors to the region

is in line with the visitor count at the 60th Parallel Visitor

InformationCentre which tabulatednearly 12,200 visitorsfrom the

middle of May to the end of September. This centre is locatedon

the Mackenzie Highway, shortly after the Alberta/N.W.T.border on

the latter’s side. As Figure 3.1 clearly indicates, the 60th

ParallelVisitor Centre is a very popular stopping and information

gathering point for rubber tire travelers; more visitors were

counted there than at any other visitor informationcentre in the

N.W.T.

During 1987 a total of 1,989 people entered the Hay River Infor-

mation Centre (June to the end of September) and 1,078 people

entered the Fort Smith Visitor InformationCentre (mid-Juneto the

end of September).

The Wood Buffalo National Park also operates a visitor centre in

Fort Smith and from April to December of 1987 a total of 2,825

visitors

recorded

visitor

volume,

seem to

those to

were recorded; 82% or 2,300 of these visitors were

during the summer months (June to September). Although

information centres are only one indication of visitor

as they always miss a portion of visitors, the figures

indicate that 3,000 to 3,500 visitors or around 10% of

the region travel led to Fort Smith {n 1987.

.: ..
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Given that people who fly to Fort Smith are most likely to have

their travel plans arranged (whether business, package tour or

fishing lodge) the vast majority of those visitors entering the

visitor informationcentre are rubber tire travelers, represen-

ting 30% to 35% of total

Based on the analysisof

Smith EconomicRegion in

visitor volume to Fort Smith.

visitor volume to the N.W.T. and the Fort

recent years, as well as discussionswith

local Fort Smith based tourism operators,it is also felt that the

1987 visitor volume estimation represents a greater than 15%

increase over the

VISITOR PROFILE

Detailed data on

ever, some origin

1986 figure.

visitor characteristicsare not available how-

data is available

the Fort Smith Economic Region.

counts at the Fort ProvidenceFerry,

were recorded:

Alberta
BritishColumbia
Saskatchewan
Ontario
Rest of Canada

Total Canada:

Minnesota
Washington
California
Rest of United States

Total U.S.A.:

Source: Div.

and

sion of Tourism

Origins,1987.

for rubber tire travelers to

Based on 1987 license plate

the followingvisitororigins

54.4%
15.9
6.8
5.7
4.8

87.6%

2.3%
1.6
1.5
6.7

12.1%

and Parks.!lotor”

December 1987.

ng Visitors-Volumes

According to these counts Canadian visitors arriving by vehicle

represent 88% and U.S. visitors represent 12% of the total. It

should be noted that these counts are only based on licenseplates
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and, therefore, do not take into account those visitors who arrive

by air or those who rent a vehicle either in the N.W.T. or

bordering provinces.

Visitor origin recorded at the Queen Elizabeth TerritorialCamp-

ground near Fort Smith indicatesthe following visitororigins for

rubber tire travelers:

Alberta 23%
British Columbia 21%
NorthwestTerritories
Rest of Canada ;;
United States 27%
Europe 18%

These percentages are based on camper registrationsand include

those long haul visitors who rent vehicles. Germany and Sweden

were the primary Europeancountries represented.

Interviews with two wilderness adventure operators in Fort Smith

indicate that the majority of their visitors are from the United

States and Europe.



-. ● ✎
✍✍✍ ✍ “

4-1

4. PRODUCTDEVELOPMENT

The Town of Fort Smith has taken a
its tourismproducttowardspackage

step becauseof the town’snorthern
ness offerings,particularlythose

progressivestep in orienting

tours. This is an important

locationand typesof wilder-
that can be associatedwith

Wood BuffaloNationalPark. Packagetours availablefrom Fort
Smithcouldbe diversein duration,transportationand activities.
They could range from one-day excursions,to weekendtrips, to
extendedvacations.

4.1 TOURISMOPPORTUNITIES

As previouslymentioned,Fort Smithhas the requiredfacilitiesto
accommodateand feed visitors. Currentlythe town is limitedin
its ability to hold tourists. Activitiesand attractionsare
requiredto encouragevisitorsto stay longer. In addition,Fort
Smithneedsto emphasizeand marketits attractionsand activities
in orderfor the MackenzieHighwaytravellerto make the decision
to turnat Hay Riverand visitFort Smith. The followingproposed
opportunitieshave been identified to meet “theseobjectives.
Winter activitieshave also been identifiedto increase the
tourismindustryduringthe shoulderseason.

4.1.1 PassiveRiverTours

The focus of all activityin Fort Smith has been away from the
river. The historicsignificanceand wildernesssettingof the “
riverare excellentresourcesto develop. SinceSubarcticWilder-
ness Adventuresalready offers raftingtours,it is recommended
thatmore passiverivertours be developed. Thesetripscould be

+- 1 day and multi-dayin length. For smallmore adventuresome
groupscanoetripscould be developedand for smallor largepas-
sive groups a power boat trip could be developed. Points of
interestshouldincludethe rapids,pelicannestingareas, pos-

.:..
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siblya picnicstop on the east shore or one of the many islands

and visits to historic sites. The maximumsize of the operation

shouldbe ableto accommodatea bus loadof passengers(45). This

could either include one large boat or two or three smaller

boats.

4.1.2 CulturalActivities

Develop opportunitieswhich reflect the traditional lifestyle of

the native cultures of Fort Smith. These could include evening

barbeques with traditional country foods. Arts and Crafts work-
shops are becoming extremely popular and this could be developed

as a 4 day package or developed into a multi-daycourse.

4.1.3 Town Tours

A smallvan tour could be organizedto take visitors on a short 3

hour tour of the town. Points of interestwould include cultural,

historicaland wilderness stops throughoutthe community. The key

componentto the success of the tour will be the guide’s ability

to entertain the passengers. Interestingand humourous anecdotes

are essential. In addition, the tour should be set up so that it

is run at a specified time every day during the peak tourism

season (June-September).

4.1.4 ParkTours

Similarlyto the town tours, small van tours through the park can

be developed and offered on a regular basis. These tours would

leave Fort Smith in the morning and provide a full day of touring

and activitiesthrough the Park. The tour could include a picnic

stop with traditionalnorthern foods.

.

,,



● ✎
☛✎ ✍ “

4-3

4.1.5 Bed and BreakfastFacilities

Duringthe peaksummermonthsof June,July and August,the accom-
modationfacilitiesare often100% booked. As a result,visitors
who do not prebookand want to stay an extranightin Fort Smith

may not be able to do so if the motelfacilitiesare booked. If

the townis to developactivitieswhich will encouragevisitorsto

stay an extra night, additional accommodationwill be required

only for the few peak months. Bed and breakfastfacilitiescould

be an excellent solution during this short demand period for

accommodation. Several home owners already offer their facilities

to SubarcticWilderness Adventures and this service could easily

be developed as a community wide service available to all

visitors.

4.1.6 Back CountryOutfitters

In additionto the developmentof activitiesfor visitors to Fort

Smith, there are opportunities for new wilderness outfitters to

offer back country canoe and hiking trips. Presently there are at

least two Fort Smith residents who are interested in developing

new wilderness packages. The developmentand success of these new

product opportunitieswill be dependent primarily on the ability

of the operator to market and deliver a quality product. These

proposed opportunitiesare new products requiringthe development

of new markets and will require several years of operationbefore

a strong clientele

4.1.7 HorsebackRiding

There is interest

base has been built up.

by one of the Fort Smith residentsto develop

horseback riding facilities for both local and tourism partici-

pation. Due to the expense of setting up and operating tkis type

of facility it is recommended that during the first year the

operator only offer ~ day to full day rides and develop multi-day
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guided trail rides in the subsequent years of operation. The

success of this operation will be dependent on the ability of the

operationto attract local participation.

4.1.8 Multi-CommunityTours

An opportunity which is undeveloped in the N.W.T. is multi-

community package tours. Fort Smith is ideally located for the

development of these tours. Possible communitiescould include

Fort Chipewyan,Fort Smith, Fort Resolution,Hay River and Yellow-

knife. In addition multi-park tours could be developed where

visitors spend multiple days in Wood Buffalo and Nahanni National

Parks. The transportationbetween these communitiescould varyas
well, for example a visitor could fly into Fort Smith spend a day

or two in town, then travel by river to Fort Chipewyan,overnight

and then by boat and trail to the sweetgrassarea for 2-3 days and

then return to Fort Smith via van through Wood Buffalo National

Park. These tours will require an inbound operatorwho will be

responsible for organizing transportation, accommodation,meals

and guides.

4.1.9 Winter Activities

Presentlythere is a 40 km cross country ski coursewhich follows

the river and an unlimited number of unmarked trails. In orderto
developcross country ski packages more extensivetrails will be

required. Throughout North America the

cross country skiing is increasingand the

skiing facilities is also increasing. If

develop a cross country skiing facility

participationrate for

number of cross country

Fort Smith proposes to

it would be in strong

competition with well developed facilities. On the other hand the

town could develop facilitieswhich could be marketedto northern

communities in Alberta, British Columbia and the N.W.T. Special

events to encourageparticipationare recommended.
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In addition to cross country skiing, dog sled racing is a unique

activity to the North which has excellent potential. Special

racing events could be developed to attractattentionand visitors

to Fort Smith. In the south there are several dog sled racing

circuits which attract racers and visitors to the 2-3 day events.

This is a long term opportunity which will require support and

coordinationfrom the community.

4.2 PACKAGETOURS

As per the terms of reference

costing of 4 packages have

for the study the itinerary and

been prepared. These packages
representdifferentaspects of tourism in the region. They are;

- town tours;

river tours;

- park tours; and

- hikingtours.

These packages were selected based on the resource and market

analysis,and the ability for potentialoperatorsto start up this

summer. The first two packages are designed to entertain the

independenttraveller for 6-8 hours and to encourage the visitor

to possibly stay 1-2 days more in Fort Smith. The two back
country packageswere selected for their abilityto respond to

growing demand for adventure product in the north and for

potentialto increasethe number of visitorsto Fort Smith.

4.2.1 Town Tour

Description:

- 3 hour town tour using a small van

- pick-up and drop off at Visitor’sCentre

- pick-up and drop off at Queen Elizabeth Campground as part

tour

the

the

of
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scenic route could include museum, river, rapids, historic

homesteads, visit to dog teams, portage etc.

StaffandEquipmentRequirements:

- 1 staff for half day (possibly

van

Scheduling:

- in order for this package to

the communityhost)

be successful it is best to be

offeredevery day at a regularlyscheduledtime

PackageCosts and Pricing:

van will hold 12-14 passengers

- retailprice $13

assume an average load of 8 passengers

- thereforedaily revenues of $104

costs Revenues

Van $50 8 passengers

Driver (3 hrs x $10) 30 (8 X $13) $104
G

4.2.2 River Tour

Description:

- 4 hour boat tour with dinner

meet at the river, boat tour to rapids, islands then over to

other side of river for picnic dinner

- meal to includetraditionalnortherncooking

- possiblearts and crafts demonstration

..:.

.! . .
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Staffand EquipmentRequirements:

- boatand motor

- cookingsuppliesand food
- 1 stafffor boatand 1 for cooking

Scheduling:

- 4 eveningsa week, Thursday to Sunday

PackageCostsand Pricin~:

- assuming 10 people per trip, the boat(s) should be able to

accommodate16-18 people

- staff require 1 additional hour for set up and breakdown

- flat sheets, poster etc. for advertising

costs Revenues

Boat $ 50 10 people

Food supplies x $40

($15/person) 150

Staff ($IO/hr.) 100
Advertising 50

Insurance,Licensing,etc. 15

G

4.2.3 Park Tour

Description:

- 8 hour van tour through the Park including

- lunch (boxed)

- stop off sites throughoutpark

.,..

$400



-. +.--- - “ I
4-8

Staffand EquipmentRequirements:

van

- 1 staff
- preparedlunches

Scheduling:

- everyother day

PackageCosts and Pricin~:

assuming8 passengerswith full load 12-14passengers
- boxedlunch$10

costs Revenues

Van $80 8 passengers

Driver/leader 70 (8 X $39) $312

meals ($10 x 8) 80

Advertising 40

Insurance,Licensing,etc. 15

G

4.2.4 Canoe Tour

Description:

- 5 day tour on local river where put in and pick-up sites are

accessibleby van

- this package requiresextensive advertising,short-haulmarkets

in first few years with long-haul markets developedover long

term

- opportunityfor multi-communityinvolvement

.,
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Staff and Equipment Requirements:

- 1 guide (5 days)

- 3 canoes and camping equipment

- van and driver (2 half days)

Scheduling:

- short term (1988) two trips (July,August)

- long term 1 trip per week for an 8 week season

- trip timing should be tied in with airline schedule

PackageCosts and Pricinq:

assume a maximum of canoeists, projectionsbased on an average

of 4

costs Revenues

Staff ($80/day) $ 400 $600/person $2,400

Canoe& equipment ($20/day) 300

Camping equipment ($50/night) 250

Food ($20/person/day) 500

Van 300

Advertising 200

Insurance,Licensing,etc. 15

$2,000

4.3 POTENTIALMARKETS

4.3.1 IndependentTravelers

This will be the major target market for the town, river and parks

tours. This market includes the rubber tire and business travel-

ler to Fort Smith. These visitors are a captive market looking

for activitiesto do and be entertained. By capturing this large
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marketit will ensurethe successfor the operator. This market
demandsthat the tours go on scheduleas planned,on a regular
basis.

4.3.2 R.V.Caravans

As discussed in the sectionon independentrubbertiretravelers,
the R.V. segment is a very importantone in the N.W.T. R.V.
caravansare organizedgroupsof R.V. travelers whichgo on tour
to variousplaces together(i.e. forminga caravan). Six R.V.
caravanorganizationswere contactedto determinetheirlevelof
interestin the tourismactivitiesproposedfor FortSmith.

At this point in time, the majorityof R.V. caravanstend to
travel to the west coast, throughWashington,B.C., Yukon and
Alaskabecauseof the high level of awarenesswhich these areas
enjoy. However,theseorganizationsare alwaysopen to new Ideas
and are lookingfor new destinationswhich can handlean average
caravansizeof 20 to 30 vehicles.

4.3.3 GroupTours

Grouptravelrepresentsone of the fastestgrowingsegmentsof the
NorthAmericantravelindustry. Consequentlyit is alsoa segment
of significantimportanceto
FortSmith.

For the purpose of the

both the N.W.T.and the comnunityof

tourism product/packagedevelopment
analysishere,ten tourgroupoperatorswere contacted.Theywere
categorizedin threeways:

(1) thosegoing to Fort smith (3 operators);

(2) those going to Yellowknife but not Fort Smith (4 operators);

and

(3) those not presently going to Fort smith or Yellowknife but
with the potential to do so in the future (3 operators).



4-11

The first two groups were queried with regard to their satisfac-

tion and perceptionof Fort Smith and its existingtourism product

offerings. Operators in the second group were also asked why they

were not includingFort Smith in their tour and what would entice

them to do so. The third group of operators were provided an

overview of Fort Smith’s tourism product potential and asked

whether the communitymight be of interest to them in future tour

development.

The overall results of these interviews indicate that the group

tour market is largely comprised of senior citizenstraveling in

groups of 35 to 40 by motorcoach. One operator contacted is

providing air tours throughout the N.W.T. for seniors and is

looking at future packaging of a land tour as well. These

tourists are primarilyinterestedin sightseeingand enjoy activi-
ties such as visiting museums and historic sites, shopping for

crafts, easy nature walks, cultural entertainment and special

events.

The operatorswho do include Fort Smith in their tour are fairly

satisfied with the level of existing services and activities

available to them in the community. They typically stay one to

two nights and include activities such as a tour through Wood

Buffalo National park, a visit to the Northern Life Museum, and “a

boat trip to view the Pelican Rapids. Subarctic Wilderness Adven-

tures provides ground handling services (i.e. step on guide) for

many of the groups and they very much enjoy the enthusiasmwhich

Jacques Van Pelt displays for them. All the operators indicated -

that they would be pleased to see more activities available to

them in Fort Smith and would surely incorporate as many as pos-

sible into their tours. The idea of a leisurely boat cruise on

the Slave River, perhaps combined with a traditional meal, was

very appealing. In addition,several other ideas were mentioned:

r
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0 “Welcome to Fort Smith” hospitality program (e.g.to greet the

groupswhen they arrive in town);

o native arts and craft making demonstrations;

o native entertainment;and

o souvenirstore.

Several of the tour operators who are not currently going to Fort

Smith had not heard of the community, which demonstrates a general

lack of awareness in terms of what the town has to offer visitors.

These operators are always looking for new destinationsand ways

to make their tours different from the rest. In order to convince

new operatorsto come to Fort Smith, the tourismpromotionefforts

of Fort Smith will have to focus on visitor activitiesand special

events that are unique in some way and worth driving to either

pre- or post-Yellowknife. To fully establishthe level of satis-

faction experienced by those operators who are going to Fort

Smith, the same marketing principle holds true.

4.3.4 Wholesalersand SpecialtyTravelMarkets

This market segment consists of those individualswho travel as

part of an organized group to participate in special interest

activities. In the north, many of these are outdoor adventure

oriented and include backpacking,canoeing, nature/cultureinter-

pretation,dogsledding,etc. The group size may be from 2 to 10

travelers.

The market for these travel products has been growing signifi-

cantly throughout the world in recent years as an increasingly

sophisticatedand quality conscious traveller has emerged. They

are typicallydescribed as an older clientelecomprisedof physic-

ally active, well-travelled and experienced professionals

including doctors and lawyers. They often work in high stress

jobs and live in high density urban conditions. During vacation

.: ,.
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.

time they want to “experience nature” and “do something Unique

that not many others have done”.

At present, two well-establishedoperators are offering a selec-

tion of these activitiesout of Fort Smith and both are extremely

successful,claiming that they fill 80% to 100% of their package

offerings. In order to determine the degree of additionalpoten-

tial for these tourism packages, several specialty wholesalers

were contacted. The product ideas presented to them related to

the wildlife within Wood Buffalo National Park, the Sweet Grass

area, and the numerous waterways in the areas surrounding Fort

Smith.

The wholesalersselling specialty packages stressed the fact that

there are so many beautiful areas in North America that there is

extreme competitionfor people wanting to develop new packages in

new areas. Therefore,the more unique or exotic an idea is,”the

greater the chance it will have of succeedingin the marketplace.

In terms of the Fort Smith region, the tourism product/packagesof

greatest interest to the wholesalers are related to the natural

..,*

resources. In particular,the whooping crane would draw them to

the area if they could access the nesting grounds. Birdwatching

in the Sweet Grass area is also of interest, although the degree

to which groupswill go there depends on the rarity of the species

which can be seen. Finally, buffalo viewing is of significant

interestto only a select few markets.
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5. MARKETINGSTRATEGY

The precedinganalysishas identifiedthe existingand potential
visitormarketsto Fort Smith,and four new productpackagesthat
could be developedto bettermeet the needs and expectationsof
thesevisitors.

The next stepis to developa marketingstrategyin orderto make
the variousmarket segmentsaware that Fort Smith is a vibrant
conmunitywhich offers a range of interestingactivitiesto
visitors.

The marketingstrategyoutlinedhere identifiesthe means
achievingboth shortterm (1988to 1990)and long term (1991
onwards)marketingobjectivesfor each of the marketsegments
product/packages.

SHORTTERM STRATEGY

its

for
and
and

The overall objectiveof the short term strategyis to build
increasedlocaland regionalawarenessand to improvethe visitor
experienceas soonas possibleat the lowestcost. The following
points summarizethe means for achievingthis for all the market
segmentsidentified.

- ensure that signageto Fort Smith is locatedat key highway
junctionssuchas Enterpriseand Hay River;

- build awarenessamong Fort Smith residentsof the new activi-
ties and encouragelocalparticipationin these;

- ensurethatinformationofficersat visitorinformationcentres
in the region and locations south towards Edmonton are well

informed about Fort Smith and its visitor activities and that

they are well stocked with brochures. Three key centres

include 60th parallel, Hay River and Yellowknife;
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- developawarenesswith the objectiveto sell productutilizing .

the followinggroups
- TravelArctichotlinestaff;
- TourismIndustryAssociation(TIA)of N.W.T.and Alberta;
- CanadianAirlinesInternationalproductdevelopmentand sales
staff;

- Auto club trip planningstaffand canoe and hikingclubs in
the N.W.T. and Alberta; and

- R.V. associations and campground guide publishers.

In order to further improvethe inmnediateappeal visitorshave
when arrivingin Fort smith, It is recommended that a “Community

Host” position be created to provide a “welcome to the community”

atmosphere as well as visitor servicessuch as information,tour
bookings,specialattentionformotorcoachgroupsetc.

LONGTERM STRATEGY

The long termmarketingstrategyinvolvesgreaterproductdevelop-
ment and more in-depthcommunicationthrougha wider range of
targetmedia in additionto on-goingawarenessefforts.

The strategyis brokendown here for each of the marketsegments
identified.

IndependentRubberTireand R.V.Caravan

- expand auto and R.V. club personal contact and direct mail

marketing to Include B.C., Washington, California, Ontario,

etc.;

- invite travel writers who cover auto/R.V. magazines in target

market areas (funding assistance can be obtained through Travel

Arcttc/TIA for 3 to 4 writersperyear);
- advertise in R.V. guides such as Milepost,Trailer Life,

WheelersGuideand RandMcNally;and
establishcontactwith R.V.caravanorganizations.
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GroupTravel(especiallymotorcoach)

- generateinterestin tour companiesnot currentlycoming to
Fort Smith by invitingproductdevelopmentmanagersto Fort

Smith;and
- target tour companieswho are already going to Yellowknife

first.

LocalResidentand Business

- continueto buildawarenessamonglocal residentsand busines-
ses so that they will encouragetheir visitorsto participate
in FortSmithtours;

- contactlocalcomnunitygroups,schools,businesses,government
agencies,etc.;and

- contactmeeting/conferencecoordinatorsand educatorgroupsin
Albertaand the N.W.T.

Wholesalersand SpecialtyTravelMarkets

- expand the number and type of canoe and hiking packagesand
developa full-colourbrochurefor these;

- expandthe canoeand hikingclub mailinglistsby addingthose
locatedin B.C.,Washington,Saskatchewan,etc.;

- advertise in Canadian outdoor/adventuremagazines such as
Explorer,Outdoor Canada, Che-Mun and Real Travel and U.S.
outdoor/adventureMagazinessuchas Outside,Backpacker,Canoe,
Sunset etc. Advertisementshouldbe placed in the February/
March/Aprilissues;

- invite travel writers who have a track record of published
articles in the above magazinesto participatein the Fort
Smithcanoeand hikingpackagetours;

- in conjunctionwith CanadianAirlinesInternational,inviteat
least one travelwholesalerspecializingin adventuretravel
peryear;and r

- attendone or two consumertravelshowssuchas the LondonFree
Press in London,Ontarioand the AnaheimSportsmans/R.V.Show
in Anaheim,California.

.

.? .
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Table 5.1 summarizes the short and long term marketing
strategies.

IMPLEMENTATION

Marketing new products can be both expensive and very competitive.

The marketingstrategyhas been designedto work throughthe Fort
Smith tourism association;“Spirit of the Subarctic”. BY

developing a CO1lective marketing body for the town of Fort smith

individual operators will be able to reach existing and new
marketswith a greateremphasis. In addition,collectivelythe

tourismoperatorswill be able to reach more distantlong-term
marketswhich they wouldnot be able to affordon theirown. The

“Spiritof the Subarctic”has alreadyformeda productdevelopment

committeewhich could provide new operatorswith product and
marketingassistance.The strengthof FortSmith’stourismindus-
try is the willingnessof the individualoperators towork
togetherand help buildthe town’sawarenessand popularityas a
tourismdestination.

It is very important for the townto developstronglinkswith the
agenciesor associationswho can assistwith the developmentof
the town’s tourism industry. These could includethe Regional
TourismOfficer,the region’sEconomicDevelopmentOfficers,the
Big RiverZoneManagerand staff,the managerand staffof Visitor
ReceptionCentres from Yellowknifeto Edmonton,Arctic Hotline
staff and the staff of TIA-NWT plus the developmentstaff and
membersof Travel Arctic’sMarketingDepartment. IndianAffairs
in Yellowknifeand special ARDA/NEDPshould be kept aware of
proposeddevelopmentplans.

The trainingcapabilitiesof ArcticCollegeshouldbe utilizedto
upgradeskill levels. Airlineproductdevelopmentpeopleas well
as theirSalesDepartmentsshouldbe advisedas new productcomes
on-stream.

..:. .
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NWT ExplorersGuidegoes to pressin earlySeptembereachyear and

any new productfor the followingyear needs to be readyby then.
This”is a marketingresourcethat new operatorswill not want to
miss.

.
.. .:.*


