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| NTRODUCTI ON

1.1 A Regional Overview

1.

2

The Northwest Territories Arctic Coast Region provides one of
the nost distinctive and nenorable | andscapes in the world.
Its 500,000 sg. knms rival any area of the globe for

wi | der ness, beauty and provide an exotic destination to those
tourists seeking an exclusive and original travel experience.

Wiile the natural resources reveal a nobsaic of massive
rockscapes, tundra, and countless |akes, the communities
provide a traditional Inuit lifestyle that is responsive to a
northern environnent and internationally fanobus for its arts,
craft and cul ture.

Typical travelers to the Central Arctic include anglers and
hunters, naturalists, history enthusiasts, governnent
officials, and business people. Their activities may be as
varied as their interests in the Arctic environnent. For the
visitor, comunity tours, fishing and hunting expeditions,

hi ki ng, canoeing and browsing for crafts can frequently
provi de several days of activity in each conmunity. Package
tours may include the exploration of historic resources by
boat, dog sled, or snow machine. As well, char fishing,
visits to the co-op craft outlets, and entertainment by |oca
nmusi cians and athletes are available and will becone an
increasingly inportant conponent in future comunity-based
tourism

Conmuni ty- Based Strat egy

The Government of the Northwest Territories has made a bold
and unique attenpt to establish community-based tourism
“Qur new products and progranms center on comunity package
tours and their conponents, such as community trails and
visits to residents honmes, with continuing efforts in
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pl anning and comunity beautification. ” The communities can
therefore be considered a source of attractions and events as
well as a service focus for activities taking place beyond
the community area. For exanple, although individual and
even multi-community package tours may beorganized into

i solated natural and archeol ogical sites, visitors would pass
t hrough communities for their basic services (guides,
transportation, food). It is evident that the communities
have “the basic plant and resources to cater to tourists, and
the potenti al attraction2.that could hold tourists in the
comunity for |onger periods of time. The enphasis nust,
therefore, be on developing the conmunities’ natural

hi storic, and human resources for the social and economc
benefit of the Arctic Coast Region

Anunber of governnent funding prograns are available to
assist in the inmplenmentation of a community-based approach in
the Arctic Coast. The major funding sources and progranms are
as foll ows:

Source of Funds Pr ogram
GNWT Econoni ¢ Devel opnent GNWT Busi ness Loans and
and Tourism Guarantees Fund

Eskimo Loan Fund (E.L.F.)
and Eskimo Economic
Development Contributions
(EEDC)

Fi nanci al Assi stance Program
Fi nanci al Assistance to Business
Priority Initiatives
Depart ment of Regi onal Speci al ARDA

I ndustrial Expansion and
GNWT Econom c Devel oprent
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CGovernment of Canada Econom ¢ Devel opnent Agreenent
and GNWT and its agreenents and prograns:
Human Resource Devel opment.
Nat ural Resource Devel opnent,
Donestic Market Devel opnent

Departnment of Regi onal Native Economic Development
I ndustrial Expansion Program

1.3 The Regional Tourism Strategy

“Tourism provides enploynent and entrepreneuria

opportunities -- and when conpared to other existing and
potential industries (fishing, mning, oil/gas) tourism
offers the greatest growth factor in the |ong term." The
Arctic Coast Tourist Association recognizes the tourism

devel opnment opportunities in their region and their potentia
i npact on the level of jobs and revenue. The Association has
identified the need to protect and preserve |local native
culture while simultaneously devel opi ng managenent and

hospitality skills and establishing a marketing strategy for
t he region.

The devel opnent strategy consists of three docunents; this
Background Report (Volune |), the Devel opnent Strategy and

I mpl emrentation Plan (Volurme 11) and Project Descriptions and
Community Plans (Volune [11). This Background Report provides
the inventory and analysis of the region’s tourism resources
and potential travel nmarkets, the results of the extensive
interviews with many |eaders (see appendix) within the
various communities, a synthesis of all the collected data,

and a review of potential devel opment opportunities and
constraints.

The analysis of the natural and cultural resources and the
exi sting and potential markets has enabled the identification
of a series of devel opnment issues and trends. This report
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concludes with the presentation of alternative devel opment

concepts and a prelimnary selection of potential devel opnent
opportunities.

1.4 Existing Tourism Development

It is inportant to realize before preparing a master plan for
the Arctic Coast, that tourismis relatively unknown to the
region’s people. There are only a few individuals who have
an understandi ng of the basics of the travel industry. For
the nost part, this understanding has been gained through job
rel ated experience. Nei t her government officials nor the
handful of individuals who have started the few operations
have had much contact with other conponents of the trave
trade. Only one supplier, Bathurst Inlet Lodge, has a
reputation for on-going marketing, continual quality service,
and imagi native product devel opnent. For the nost part, the
present operators are new to the industry, relatively

i nexperienced, are working with a tourism product that is

al nost conpletely nature-based (i.e., very few man-nade
attractions), and are involved with an Inuit popul ation that
has had little exposure to southern tourists.

“The essential ingredient of tourismis its exoticism what

the French call depaysenent. The tourist seeks an experience
that cannot be duplicated in his ordinary place of
residence?. " Travel anongst the Inuit cultures is both

exotic and authentic allowing northern tourists to truly

| eave their customary environment and cross theboundaries of
their social world. This type of “ethnic” tourism creates
speci al issues for both guests and hosts. Not only nust
hosts preserve their authenticity, but guests nust interact
with the local people in such a way as to avoid what is
called “the Heisenberg effect” which suggests that the search
for the exotic is self-defeating because of the overwhel m ng
i nfl uence of the observer on the observed. Therefore, while
northern tourists nmay want to see the “unspoiled native",

their very presence transfornms the authenticity of the
experi ence.
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The devel opnment of the travel industry and the energence of a
continuous host (northern) - guest (southern) interaction
then, is inits formative stages in the Arctic Coast Region
The Tourism Strategy nust reflect these realities and provide
an orientation that is positive and constructive for both.

During the first series of visits to each comunity the key
actors -- including nenbers of the local tourism committees,
community | eaders, politicians, and travel-related businesses
-- were interviewed’. The purpose of this dialogue was to
identify their attitudes toward the existing travel industry,
as well as to determne their perceptions of the future of
tourismin the region. As well, available narket data were
assessed and in-depth interviews were held with all relevant
suppliers of northern tour packages. Al though nmany of the
physical resource data were collected during the spring
season of 1984, they were continually upgraded by subsequent
visits in the summer and winter, thus providing a year-round
perspective on the region.

FOOTNOTES
1. Community Pased Tourism - Summary Report. Governnent of
the Northwest Territories. June, 1983.

2. lbid.

3. Tourism Devel opment and Marketing Strategies for the

Nort hwest Territories - Vol. 1. The Tourism Steering
Commttee. Yellowknite. May, 1980.

4. “Tourism and Re-created Ethnicity.” 2nnals of Tourism
Resear ch. Vanden Berghe, Peter and Keyes, Charles.
Per garmon Press: New York. 1984,

5. See Appendix for lists of people interviewed.
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2.0 GALS AND OBJECTI VES
The followi ng broad goals and objectives for tourism

devel opnent have been noted during the first phases of the
pl anni ng process. They are economc, cultural, and

environnental in nature. They will be followed by nore
detail ed goals and objectives at the Devel opnent Strategy
| evel .

Economic (oal s

- To increase the economic potential and enploynent
opportunities for citizens by creating added income and
addi tional jobs.

To diversify the economc base of the region’s industry
which is largely dependent upon governnment related jobs
and prograns as well as trapping, fishing, and hunting.

- To provide opportunities for the private sector to
contribute to the travel industry.

- To extend the length and inpact of the tourist season

- To identify and |ocate conmmunity-based attractions and
services that support the tourism devel opnent of the
regi on.

To identify tourism devel opment opportunities that could
strengthen and diversify the econom c base of the
various comunities.

., - To create a spirit of collaboration and coordination
anong various conmmunities and their tour operators to
establish a strong, integrated regional tourism product.

- To identify possible areas for government financia
assi st ance.

Cul tural Goals

- To protect, enhance, and restore the cultural heritage
of the Inuit people.

;Xf- To ensure that developnent is in keeping with the
aspirations of the residents of the Arctic Coast.

sl
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- To develop a greater awareness of l|ocal history and
heri t age.

- To increase recreational facilities and opportunities
for residents.

Envi ronnental Goal s

- To create an awareness of the unique character and
natural attractions of the Arctic environnent.

-To identify areas that are especially environnentally
sensitive and recommend |egislation to protect and
preserve them

- To recogni ze environnental features of the Arctic that
are of particular interest to the naturalist and assure
their protection from overuse as well as preserve them
for future travelers.



3-1

3.8 NATURAL RESOURCES

Natural resources are presently the npbst inportant attraction
in the Arctic Coast Region. Tourists are drawn by the
abundance of Arctic char and trout, seals, caribou and
nmuskox, approxinmately 90 birdsl speci es including the
i mpressive gyrfalcon, whistling swan, and golden falcons, as

wel | as dozens of seabirds. Hunters, anglers, and nature
ent husiasts come to this region to experience its unioue
resour ces.

The Arctic landscape is also the setting for a nosaic of
natural features. Nationally famous rivers such as the
Coppermine, Burnside, Back, and Tree attract both anglers and
canoei sts . For naturalists and photographers, the tundra
provi des an abundance of wildlife and colour. The tundra
also interests rockhounds with its variety of mnerals such
as copper, and devel ops awareness of the region’s existing

m neral potential as well as its history.

Finally, the Arctic Ocean itselfis a haunting and appealing
water system consisting of tens of thousands of kilometers of
indented coastline and hundreds of islands, some larger than
certain countries. As one of the three oceans making up the
Canadian Coast, the Arctic Ocean has unquestionable appeal
and can draw tourists for its nere existence as well as the
natural resources it provides.

Most animal and bird species are available for viewingin the
summer months from June to August. Availability varies,
however, depending on the community, species, migration
patterns, and the year (e.g. , lateness of the spring). Not
all animals and birds can be seen at all times and places
during the summer.
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3.1 Physiology and Ceol ogy

3.2

Mich of the study region is made up of the very old Canadi an
Precanbrian shield. Mjor elevations in topography have been

created by scarp formations, particularly noticeable around
Copper m ne.

The Coppermine area, particularly around the Tree River
consists of contoured sedinmentary rock. Between there and
Bat hurst Inlet the bedrock is granite. The highland cliffs at
Bathurst Inlet also form part of this scarpland topography.

Beyond Umingmaktok (Bay Chine) the land is low and poorly
drained.

Much of Victoria Island, including the Canbridge Bay Area, is
flatlying |ower Paleozoic rock. This low, slightly

undul ati ng, yet rather nonotonous |andscape extends to the
east as far as Gjoa Haven

The only major variation in the Victoria Island | andscape is
in the vicinity of Holman as a result of the Holman I|sland
Syncline where a nunber of scarps devel oped on what are
primarily diabased intrusive.

Generally, rock and rock formations dominate the Arctic
| andscape either as rock uplands or as plains on Pleistocene
gl aci al deposits.

Vegetation

Alnmost the entire region is above treeline and all mgjor
gradations of tundra occur in the region. A though only the
southern part of the region is covered in boreal forest,
consisting nostly of white spruce, the tree cover does nove
north along the Coppermine River Valley to within 4¢ km of
the comunity of Copperm ne. Sheltered areas in the southern
part of the region may produce dwarf wllow stands of at

least 1 neter (3 - 4’) high. They can be found at the nouth
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of the Richardson and Rae Rivers, just west of Coppermine.
Tall willow stands have also been located at the head of
Minto Inlet, north of Holman.

The tundra is an area of continuous permafrost supporting
grasses, lichens, mosses, and shrub willows, interspersed
with numerous bogs.

In the area of glacial plains, grasses and flowers such as
Arctic Poppy and Arctic dandelion can be found anong the
rocks. In the rocky uplands, ground birch and Labrador tea
can be found and Arctic ferns and |ichens grow where there is
little soil.

For the nost part, the region is an arid wasteland with
little vegetation and is dom nated by the rock formations
around Holman, Coppermine, Pelly Bay, and the Boothia
Peni nsul a.

Wldlife (Terrestrial, Aquatic)
3.3.1 Fur-Bearers

The role of the furbearers as an attraction to the arctic
regions is a controversial issue for local natives,
conservationi sts, and non-hunters. This is largely as a
result of the inpact of human activity, as well as the loss

of many of the game reserves that existed before Wrld War
.

The Barren G ound Caribou, for instance, nunbered an
estimated 2.4 mllion animals (prior to 1700), but have been
diminished to approximately 500,000. McTaggart Cowan noted
in 1981 that “each herd has been experiencing a human kill
exceeding its renewal rate in addition to a substantial |oss
to wolves2". Al though there have been sinilar declines in the
Muskox popul ation, it has nore than doubl ed between 1965 and
1977. Gay suggests that “for certain popul ations (of
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furbearers), survival may be precarious”.

Sport hunting nust be put into the perspective of the
sensitivity of these popul ations. Only through successf ul
wildlife education and resource nanagenent will there be
adequate |evels of stock for local natives, naturalists,
phot ogr aphers, and hunters.

Pol ar Bear

The magnificent Polar Bear is the largest of the land mammals
and is sought as much by photographers and naturalists as by
big game hunters and locals. Polar bears roam most of the
region in the winter, but can only be found in the northern
parts of the higharctic islands during the summer where they
frequent the edge of the arcticice pack in search of seals,
walrus, and fish. Although their pelts fetch as much as
$1,500, their major economic value is as a big game trophy.

Polar Bear hunts, costing aS much as $20,000, are available
in Holman. Pelly Bay and Gjoa Haven are considering using
their tags for sports hunting, although only the latter has
the necessary number of dog teams. Hunting of these animals
is strictly controlled and population is stable if not
slightly increasing. Because the bear is a marine mammal its
hide cannot legally be shipped to the United States, which
has a certain impact on its desirability as a trophy.

Muskox

One of the most curious animals in the NWT, and the entire
North American continent, is the muskox. As a relic of the
ice age these shaggy prehistoric-looking beasts are popular
with photographers and hunters. They are found throughout
the tundra region and can frequently be seen close to such
communities as Cambridge Bay, Bathurst Inlet, Holman,
Coppermine and Gjoa Haven.
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Recent observations suggest that the population is rapidly
rising (fromé¢€,90@ in 1965 to 19,000 in D 77). The nunber of
tags for Holman has recently doubled (from 20 to 40).

Cari bou

Caribou are a primtive deer found throughout the arctic in
| arge herds usually mgrating between sumer tundra ranges
and the forested winter feeding areas. A nunber of herds
mgrate within the region including the Bathurst

Barren- Ground caribou herd, the largest in Canada, estinated
by MTaggart Cowan to be 100,000 in 1981. The herd can be
seen at Bathurst Inlet where they pass in late May or early
June on their way to the calving grounds east of the Inlet.
This is one of the largest of the five herds of Barren G ound
Caribou and it is sometimes m xed with Wodland Caribou and
t he Bl uenose herd.

Like the Polar Bear and Muskox, caribou are a popular natura
resource attraction for naturalists and photographers

Copperm ne and Bathurst Inlet are the best places to observe
the caribou. They cannot be hunted by southern tourists,

al though there have been discussions about changing this
policy.

Bi rds

Most birds can only be found in the region during the spring
and summer. The mature gyrfalcon is oneof the few major
bird species that permanently resides in the NWT. A nunber
of birds are of particular interest to naturalists, including
gol den eagles, falcons, and hawks.

Gyrfal cons do not nest, but lay and incubate three eggs on

narrow cliff |edges frequently near water, such as along the
Coast on the Arctic Islands. A gyrfalcon has al ways been

one of the birds nost highly prized by falconers and today it
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has nmuch status in the world of falconry. Nevert hel ess the
$5, 000 export fee has depressed the sales to the Mddl e East.

Peregrine falcons, which are on the endangered species |ist,
are also popular with birdwatchers and their popul ati ons seem
to be slowy rising. Nevert hel ess their hunting skills which
make them desirable by hunters and poachers threaten their
popul ati on.

The rough-1legged hawk is one of the nost abundant hawks in
the region and its population is stable.

QG her northern birds include the |and-based snow ow and
rock ptarmigan, as well as a variety of ducks, geese, |oons,
and swans.

Fi sh

Arctic char, lake trout and, to a |esser degree, whitefish
are a basic food of the people of the region and excellent
fishing sites can be found along the coast. Rivers contain
an abundance of sport fish, particularly the Back River, as
it enters into Chantrey Inlet. The Back R ver is considered
by a sports witer (for the international nagazine, “Field
and Streanf) to be one of the best fishing sites in the

wor | d*. Lake trout of outstanding size are found on the Rack
Ri ver and the Tree River. The | akes near Canbridge Bay are
known for excellent Arctic char fishing.

Landl ocked char and Arctic char are favourite gane fish of
the northern angler. Char is fished at many of the rivers
leading to the Arctic Ccean, as well as on certain | akes.

Marine Mammal s

The Arctic Ccean contains one of the world s |argest
concentrations of marine nmanmals. As a food, fuel, and
cl ot hing source, these nmamual s have been closely tied to the
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survival of the Inuit people. The cold waters of the ocean
contain many seals, and occasionally whales. The latter
fascinate nature enthusiasts and the fornmer are hunted
regularly by local people. The ringed seal is found

frecuently along the arctic coast and on occasi on narwhale
have been sighted. Creswell Bay, on Sonerset I|sland, is an

important area as a beluge cal ving ground offering
opportunity for fly-in interpretation tours.

3.4 Natural Features and Attractions

3.4.1 R vers

Rivers and coastline create sone of the nost dramatic

features in the region. The nost inportant rivers in the
region are the Coppermine, Burnside, Back, and Tree. The
first two are being considered for Heritage River status.

Copper’ mine River

The Coppermne River is the nost popular river in the region
and each year several dozen canoeists take the 640 kmtrip
fromLac de Gras to the Arctic Qcean. The trip conbines flat
water canoeing, rapids, and white water. The river takes
travelers past tundra, across tree-line, through the
Coppermine Mountains, around the historic Bloody Falls, and
finally to the important Arctic community of Copperm ne. The
trip takes approximately three weeks and nust be undertaken
by experienced paddlers. In some narrow sections, the river
boi | s. Some rapids and all the falls require portaging.
Rafting on the Coppermne R ver also offers potential.

The history of the Coppermine R ver is also an inportant
attraction. The Inuit often travelled the headwaters to hunt
caribou, and in 1771 Sanuel BHearne was the first European to
travel to its nouth. John Franklin made two trips down the

river, the first with the nanesakes of other Arctic Coast
Ri vers - Back, R chardson, and Hood.
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Flora and fauna are. the nost interesting features of the

river. The tundra is the hone of caribou, wolf, fox, hawks,
and falcons; fishing for trout, grayling, and Arctic char is
excellent. Along the shore, canoeists can photograph

barren-ground grizzly, caribou, muskox, geese, and swans.
The forest cover is continually in transition for the
paddl er, as the spruce groves are gradually replaced by a
variety of tundra vegetation including grasses, flowers,
shrub willows, and |ichen.

Back R ver

Although much of the Back Riveris outside the study area it
provides important access into Chantry Inlet and possibly
Gjoa Haven. This “awesome” Arcticriver offers a challenging
artic experience, as well as a chance to trace the route of
George Back who first explored the area in 1833-34.

Similar to other Arctic rivers, the Back Riveris a
demanding, swift flowing adventure stretching 800 km (529
mles) across the NWI and flowing into the Arctic Ccean.
Boiling rapids and swirling waters conbine wth the serenity
of peaceful | akes. The | andscape is alive with spectacul ar
flora, hundreds of caribou, Arctic wolves and muskox. In the

air there are huge flocks of geese and the occasional pair of
whi stling swans.

The Back River also includes the |arger bodies of fresh water
in the area, Pelly Lake, where frequent w nds can be both
chal l enging and frustrating.

Hood, Rae, Burnside, and Tree Rivers

These four rivers offer simlar experiences to the Copperm ne
and Back Rivers. Although shorter than the Copperm ne and
Back, they all pass through endl ess expanses of isolated and
desol ate tundra, punctuated only by the exciting opportunity
of seeing Arctic wildlife in its nost pristine environment.
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3.5 Special Areas

There are no national parks in the Arctic Coast Region. The
only officialy designated ecological area is the Queen Maud
@Qulf Bird Sanctuary. Possi bl e candidates for park status in
the Arctic Coast are: a marine park at Fort Ross on Bellot
Strait and Brentford Bay; the Queen Maud Qulf Bird Sanctuary;
a marine park at Minto Inlet: an historic park at Bernard
Barbour; and Bathurst Inlet.

Bat hurst | nl et

In 1978 Bathurst Inlet was considered one of the “6 north of
60” areas representing the northern |andscape and natura

features. It has been proposed by Parks Canada as “A Natura
Area of Canadian Significance"®. There has been little
public support for the proposal and “it wll have to be

reconsidered in view of the recently conpleted assessnment of

potential non-renewabl e resources by the Ceol ogical Survey of
Canada"’.

The Bathurst Inlet ecosystem as outlined by the Canadi an

Commttee for the International Biological program covers
24,200 sqg. km

The Bathurst Inlet region possesses a range of |andscapes
from flat, gently rolling, drift-covered uplands in the
southwest, to steep rocky hills south of Janes R ver, and
flat silt-covered | ow ands, broken by scarps within the
inlet. Two physiographic areas are recognized: t he
Mackenzi e Uplands on either side of the inlet, penetrated by
the Coronation Qulf low ands to produce Bathurst Inlet.

Eskers are both nunerous and continuous throughout the
regi on.

The scene variation within so snmall an area is uncommon on
t he Canadi an Shi el d. The vegetation, although relatively
rich, is representative of a mainland |low arctic site. Shrub
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willow up to 2m (7 ft.) high is found in sheltered valleys
and on | ower slopes of the inlet. Dwar f - shrub heath

dom nates the better drained |ow ands, while sedge tussocks
are common in the poorly drained areas. A rock desert
prevails in upland areas and at 10'w el evations on the coast.

Part of the calving grounds of the Bathurst caribou iswithin
this area. The main calving area is located between the
Ellice River and the eastern side of Bathurst Inlet. Some
small caribou herds over-winter in the area. Muskoxen,
wolves, and barren-ground grizzly bears are relatively
common.

The area is also the site of the internationally acclained
Bat hurst Inlet Lodge which offers a variety of nature and
cultural progranms including birdwatching, sightseeing, gui ded
nature tours, fishing, and native entertainnent.

Par ks Canada have identified a 13,000 km area for possible
designation as a “Natural Area of Canadian Signifance" which
would “be protected as part of the heritage of all Canadians,
now and in the future.”

The designation would create national/internationa
recognition for the area and an inportant exposure for the
region in the market place.

Any change in status, however, should be done in close
col l aboration with all people living and working in the area.

The existing |odge operation could provide excellent service
to new travel markets attracted to this national site.

The resources of the proposed “Natural Area of Canadian
Si gni ficance” include:

magni fi cent scenery;
the largest herd of barren-ground Caribou in Canada;
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- a traditional Inuit culture;
i nnurrer abl e | akes and streans:

- upland plateaus and striking rock outcropping;

- Wilberforce Falls, the highest in the world above the
Arctic Crcle;

- Window Fal | s;

- a large population of tundra aninmals and approximtely

“ 100°species of birds: and
critical wildlife zones including peregrine falcons
nesting area, staging grounds for mgrating waterfow,
and rmuskox cal ving areas.

3.6 dimate

The Artic climate is cold and dry with the average daily
tenperature rarely exceeding 16C in the warnest nonths.
Coppermine, Which is the warnmest conmmunity in the region, has
a nean average high in January of -29C. Spence Bay is
slightly colder at -33c. Precipitation is |ow throughout the
region and generally averages around 1@cm of rain and 19%cm

of snow per year. These desert conditions nmake the region
one of the driest in the world. Spring cones |ate, but
suddenl y. Because the Arctic is covered in snow for eight

nonths, the spring can be an excellent tine for tourists
because of the opportunity to travel on snow and ice and

still enjoy relatively mlder tenperatures. Exhibit 3.1
provides information on the Arctic Coast climte by
conmuni ty.

FOOTNOTE

1. Bathurst Inlet Lodge Pronotional Literature.

2. Wildlife Conservation Issues in Northern Canada.
McTaggart Cowan, lan. Science Advisory Board of the
Northwest Territories, GNWT. Yellowknife. 1981

3. “The status of the Muskox and Peary Caribou on Canada’s
Arctic Islands,” Gray, D.R. Canada’'s Threatened_ Species
and Habitats (T. Mosquin and C. Suchal,eds.). Canadian
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Nat ure Federation, Special Publication No. 6. Ot awa.
57-62. 1977.

“Hooked on Chantry". Schultz, Ken. Field and Stream
1982.

No witten docunentati on can be found on this reserve.

Bathurst Inlet - A Natural Area of Canadi an Significance.

Par ks Canada, |Indian and Northern Affairs. Ot awa.
1978.

“Prospective National Parks in the North”. Kovacs, Tom
Par k News. Toront o. 1983.

Interview with naturalist in Coppermine.
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EXHBIT 3.1: CLIMATE IN THE ARCT|I C COAST, BY COMMUNITY

Average Annual Precipitat ion

(cm July Means (C) Jan Means (C) Winds
Rai nfal | Snowf al | Tot al High Low High Low
Coppermine 10.3 100.7 20.2 12.8 5.6 -26.4 -33.8 swat
16.6 km/h
Holman 7*4 91.0 17.8 11. 4 3.3 -25.7 -32.7 Eat
18.2 km/h
Canbri dge Bay 6.8 76.8 13.6 11.9 3.9 -30.0 NA  NW at
21.8 km/h
Spence Bay 6.5 103.0 18.1 11.5 3.2 -29.7 -39.3 NA
Gjoa Haven 5.1 25.4 8.4 13.9 7.2 -23.3 -39*4 Light
winds
Pelly Bay 10.3 127.0 23.0 9.7 2.9 -29.7 -35.6 NA
Bathurst Inlet 12.2 112.5 23.4 13.3 5.2 -22.6 -32.6 West at
18.5 km/h

Source: NWF Data Book 1984/85; Qutcrop Ltd.
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4.0 CULTURAL HISTORIC AND HUMAN RESOURCES

Overvi ew

Artifacts and ways of lifein the region incorporate aspects
of the Pre-Dorset, Dorset, and Thule cultures. Within the
region, three sub-groups of Inuit, the Copper Inuit, the
NetsilikInuit from the SouthBaffin area, and the
Ukkusiksalingmiut from the Chantry Inlet area, form the basis
of the current popul ati on.

First contact in the area was in the late 1eth century with
t he arrival of the Hudson Bay Company enpl oyee, Samual

Hearne, via the Copperm ne River. In the early part of the

19th century, the search for the Northwest Passage led to a
great deal of exploration activity in the area. The

di sappearance and subsequent search for the Franklin
expedition led to even nore activity. The English nanmes of
the many islands, inlets, peninsulas, and straits in the
region are representative of the many people involved in this
early exploration. The Inuktitut nanes date back to the
traditional uses of various geographic areas.

Because this region contains a prominent portion of the
history of Canada and the exploration activities continue
today, current “explorers” are strongly attracted to the
region, as evident in this summer’s successful attempt by the
Lindblad Explorer to navigate the sometime treacherous

Nort hwest Passage.

The nore nodern history of the area fromthe arrival of
traders, missionaries, RCMP, government services, and finally
the development of permanent communities is also a major part
of the historic resources of the region, wth its related
collection of picturesque stone churches, abandoned trading
posts, and isolated communities with modern “southern”
amenities
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Some archaeological activity has been underway in the area
over the years as academics attempt to learn nore about the
lifestyle and progress of man in this harsh environnent.

4.2 Cultural Resources

4.2.1 pPre-Contact Period

The current Inuit lifestyle has evolved from three peri ods.
Evi dence of each period is available in sonme formin today’s
communities of the Arctic Coast region.

The Pre-Dorset period of sone 4-5,000 years ago was a

m gration of people from the west. They noved quickly across
the entire Arctic and originally lived in nore northerly
areas than are currently popul ated. About 3,500 years ago
they noved south into the area of this study along the Arctic
Coast . Their lifestyle, known as the "small tool tradition”,
involved the use of tiny blades of flint to cut tools for

ot her uses. Many of the tools they made and used in their

daily activities can still be found in today’'s Arctic Coast
communi ti es. One of the nore comon tools, the ulu, dates
back to this very early culture and is still regularly used

in Inuit canps or kitchens.

Al though there are few authentic pre-Dorset culture artifacts
on display in the Arctic Coast, many nodern variations of

these artifacts are available to view or purchase in
communi ties.

The Dorset period, starting sone 2,500 years ago and
extending for some 1,500 years,sawtheintroduction of such
things as the snowhouse, the bone snowknife, and oil burning
lamps to the culture of the Inuit. These items continue to
be part of the lifestyle of the Inuit of this area.

The Thule culture devel oped about 1,000 years ago in the
Bering Sea and spread across the North to Geenland. The
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Thule culture involved whale hunters, and when the whales
moved east, the people followed. Items such as harpoons,
kayaks and umiaks, as well as the use of dogs for
transportation were developed through thisperiod and again
there is evidence of these itemsin the present lifestyle of
the Inuit of the Arctic Coast. The Thule culture absorbed or
eliminated the Dorset people, and the Thule people are the
direct ancestors of modern Inuit.

Within the Arctic Coast, there isvisible evidence of al | t he
previous cultures of the Inuit. In a few communities such as
Holman and Spence Bay, some effort has been made to display
this culture in small museums, for the benefit of both
residents and visitors. OIld sod house sites and tent rings
have been located in many parts of the region.

4.2.2 Modern Inuit

Today’s Inuit population in the Arctic Coast descended f r om
two majorInuit sub groups: the Copper Inuitin the western
communities and the NetsilikInuitin the eastern Communities.
The eastern communities also include someBaffinInuit who
were relocated to Somerset island then noved to Spence Bay,
and sonme Ukkusi ksalingm ut from Chantry Inlet who noved to
the Arctic Coast region.

The Copper Inuit lived on Victoria Island and around
Coronation ‘@il f as far east as Bathurst Inlet. These Inuit
fashi oned the copper found in the area into inplenments which
they bartered to neighboring groups. They were dependent on

both |and and water -- expert in sealing and hunting muskox
and cari bou.

The Netsilik Inuit live in the eastern section of the Arctic
coast region. The root of their name neans “jar seal” in

Inuktitut, reflecting their major food source. The channels
and bays of their territory were ice bound nost of the tine,

and the Netsilik became possibly the nost adept of all Inuit
at seal hunting on winter and spring ice.
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Although there are some differences between the groups in
such things as traditional dress and language, this

difference is not obvious to the casual visitor, and Ilittle
exists to informthe visitor of the background of a specific
group of Inuit.

4.2.3 Traditions, Folklore

Traditional activities and events have been maintained to
varying degrees inArctic Coast communities. Traditional
games continue to be played. Traditional sports such as the
high kxick and arm reach continue to be popular in many
communities and traditional gatherings for special events
continue in some communities.

Drum dancing, story telling, sewing and using traditional
clothing such as caribou parkas and pants, making konatiKks,
carving, and drying fish are obvious parts of the Inuit
culture and are very evident in the comunities today.

Shamans are part of the Inuit tradition, and the folklore
follows the land in sone areas (the naming of Mount Pelly,
Baby Pelly and related stories). The presence of the"little
men” along the Arctic Coast mainland continues as part of the
ongoi ng fol klore of the Arctic Coast people.

Hi storic Resources

For the purpose of this outline we have classified historic
resources as post contact. Earlier history has been included
in the cultural area. The history of the area is nmainly tied
to early and current exploration and nore recent devel opment
(e.g., community devel opnent, the Dew Line) in the Arctic

Coast . Little work has been done to explain and devel op
stories around the recent and ongoi ng devel opnent of the
Arctic Coast. This type of work will allow residents and

participants to be part of the “living” history of the area.
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Expl orati on History

The exploration history of the area is filled with tales of
adventure and hardship, and is known by people around the
wor | d. The exploration history includes the search for the
Nort hwest Passage, the subsequent search for the | ost

Franklin expedition, scientific and resource research, and
nodern research and devel oprent.

The Northwest Passage

Com ng overland and by water, explorers attempted to £ind the
elusive route to the Pacific Ocean. In the early 19th
century the British Naval Service was the main player in the
search for the Northwest Passage. Following the
disappearance of the Franklin Expedition in 1845, activityin
the area increased, as many expeditions went out in search of
Franklin's ship and any possible survivors.

Since much of this period also involved mapping, the entire

Arctic Coast bears the names of many of the explorers, their
crew members, and their sponsors.

Al though McLure was credited with discovering the Northwest
Passage in the mid 19th century, it was not until the early
20th century that Amundsen was the first person to navigate
t he passage from east to west. It was not until nore than
three decades later that the first Canadian ship, under
Captain Henry Larsen, successfully navigated the passage from
both east to west and west to east. ‘1" he story of the

Nort hwest Passage continues to the present day with the
successful navigation of the Northwest Passage of the
Lindblad Explorer in the sunmer of 1984, the first passenger
ship to navigate the passage.

Al 'though the history of the area is quite exciting, thereis
limted evidence in the Arctic Coast of the search for the
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Nort hwest Passage. ©Only a renote marker or cairn notes th
achi evenents of these explorers, and the history is not we
expl ai ned or displayed in the area. Amundsen's ship the
Maud sits in the Canbridge Bay harbour after an extended
life with the Bay, but fewpeople know the significance of
this explorer, or the fact that this ship carried planes t
the Arctic in the early 1920s when Amundsen attenpted to
stage a pioneering polar flight.

Some artifacts discovered in the King Wlliam Island area
provi de evidence of canps related to the fateful overland
trek of Franklin' s crew The di scovery of Kellett's

e
Il

o

war ehouse is another known site, but nost of the history of

the area is preserved far from the region.

Tr ader s

After explorers, the next group to nove into the area were

the traders. They included independent traders, the Hudson's

Bay Conpany, and several other conpanies including the
Canal aska Conpany. Traders started noving into the area i
the early 192¢s and by the md 192@s posts were opening in
specific locations across the region. There was also nuch
rel ocati on of posts, closing of posts and finally the

establishment of trading posts inpermanentcommunities.

There are a nunber of abondoned posts left in the region
| ocal conmment indicates that sone are in relatively good
condition , specifically the old Bay Post at Fort Ross.

The trading history makes up a significant portion of the
history of the North, but is currently not displayed or

hi ghlighted within the region.

M ssi ons

The m ssionaries generally followed the traders, since the
trading post attracted the people to a central |ocation

n

and
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The first mssionaries arrived in the late 19th century, but
it was not until the 1920s and 1930s that the m ssions becane
established in the Arctic Coast, with both the Anglican and
Roman Catholic churches establishing facilities.

The early mssion history is nost evident in the stone
churches at Pelly Bay (established in 1939), Canbri dge Bay,
and Spence Bay. Additional work is recuired on these
buildings if they are to serveastourism attractions.

Scientific and Mdern Exploration

iInaddition to the search for the Northwest Passage, early
explorers were looking for mneral and natural resources.
Hearne’'s trip down the Coppermine was connected with the
search for copper. O her expeditions were |ooking for gold
or non-precious netals. As far back as the 1928s, m ning and
expl oration work was being carried out around Bathurst Inlet.
Today a nunber of abandoned sites, specifically one in the
centre of Victoria Island, dot the region

The many mapping and research expeditions of the Governnent
of Canada added to the know edge of the area, but it was not
until the md 1950s that the area was conpletely nmapped.
Establ i shnent of Canadi an sovereignty also brought many
expeditions into the area over the years. Scientific and
exploration work continues in the area, usually in the

summertine, wth an influx of biologists, geol ogists, and
ar chaeol ogi st s.

DEW Line Sites

Foll owi ng the second world war, a series of Distant Early
Warning (DEW sites was established across the north at 50
mle intervals. There are a nunber of operational sites in
the Arctic Coast region, as well as a nunber of abandoned
sites (following the policy to have a site every 10¢ mles
rather than every 50 mles). Equi prent from the construction




4-8

of these sites is evident in many areas of the north and
particularly in Pelly Bay. DEW Iline sites do not generally
encourage tourist visits, but small trips have been arranged

to selected parts of the operation when enough advance notice
Is given.

Avi ati on

The history of Arctic aviation is also tied to the Arctic
Coast area. Although a nunber of attenpts were made to fly
to the pole, and to fly across the Arctic, it was not unti
the late 1920s that the first successful flight was nade to
the Arctic Coast, |anding at Canbridge Bay. Today Canbridge
Bay is a main check-in point for trans-polar flights, and the
region is regularly crossed by many major airlines.

Closer to hone, the |local aviation service, with its

historical DC-3s is part of the aviation experience of the
nodern visitor

C-unities

The nost recent part of the history of the area involves the
devel opment of communities. Fifty years ago the Arctic coast
was mainly a collection of nomadic people. Wth the

devel opnment of trading posts and m ssions, a type of
community focus started.

Coppermne is likely the oldest comunity, although the
nursing station was not established until 1948 and the school
was built in 1950. The construction of the Loran

Navi gati onal Beacon at Canbridge Bay in 1947 and the DewLine
site in the 1950s hastened the devel opnment of a comunity
there. (Qther comunities such as Pelly Bay were not really
establ i shed as comunities wth permanent housing until the
early 1960s.
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From focal centres with a trading post and m ssion,
communi ties evolved in a very short tinme to places with
nodern schools, comunity centres, nunicipal offices, Bay
departnment stores, and nodern housi ng.

Detail ed Maps

The Government of Canada's mapping group is currently
completing detailed “land use” maps for the Arctic Coast
region. The maps willidentify marked historicsites,
cultural sites, abandoned buildings, etc. When these maps

are available, we will forward a set to the Arctic coast
tourism office.

Hunan Resources

Exhibits 4.1 and 4.2 presents information on the

soci oeconom ¢ circunstances of the Arctic Coast and its seven
communities. The Arctic Coast is the nost sparsely popul ated
region in the Northwest Territories. Approximtely 3,500
people (roughly 8% of the total NWT population) live in the
seven far-flung communities. The two nost inportant

popul ati on centres in the region are Canbridge Bay and
Copperm ne, with Canbridge Bay serving as the admnistrative
centre for the region. The popul ations of both these centres
are approaching 1, 000.

More than 9% of the region’s residents are Inuit,with non
natives mainly working as teachers, nurses, in the RCMP, or
in other civil service jobs. In-migration from other regions
of the NWT has been limited due to the location of the Arctic
Coast communities and the transportation links to them. One
relocation program saw the Hudson Bay Company move some
eastern Inuit into the region some 40 years ago. The
development of regional government in Cambridge Bay increased
the population of that community by over 25% in only five
years, mainly through the addition of government employees
and the creation of new positions in the community.
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EXHIBIT 4. 1:

COMPARISON OF SOCIOECONOMIC CcIRCUMSTANCES:
ARCTIC COAST AND TOTAL NWT;

1981
Arctic Tota
Coast FWT
45, 740

Total Popul ation 3,245

Popul ati on by Mther Tongue (% 63. 7 2e. 9
I nuktitut ' 10.7
other Native 35. 7 4.1

- Engli sh 0.6 6.3
ot her :

LabQur Force Status _ 1. 925 29, 665
Wor ki ng Age Popul ation (15 plus) ' 945 19,189
Labour Force 49 1 64.7
Participation Rate (% 850 17, 160
Enpl oyed Y 1, 565
unenpl oyed 95 F* 2
Unemployment Rate ( § 41 > 59. 4
Enpl oyment Rate (% 980 10, 490
Not in the Labour Force

LabQur Force by Industry2 - (-) 25 (@.1)
Agriculture _ () 70 (0. 4)
Forestry _ 55 (5.8) 235 (1.2)
Fishing and Trapping 35 (3*7) 2,145 (11.1)
Mining ) - (=) 420 (2.2)
Manufacturing 35 (3*7) ogg (5.1)
Construcnoq 90 (9.5) 2,885 (10.°9)
$r%;sportanon 125 (13.2) 2,095 (12.9)

rade o N
Finance 40 (4.2) 69¢ (3.6)
Community, Businness 290 (30.7) 4,725 (24.5)
and Personal Service 218 (22.2) 4,970 (25.8)
PuﬁlicAdmin. & Defense 20 (2.1) 825 (4.3)
other
Total 945 (100.0) 19,27¢ (12@.9)

t of Population 15 and over

who worked in 1980 and worked 47.8 61.8
nmostly in full-tine jobs 3
Aver age Employment Income ($) 11,609 16, 165
- Ml e 6. 796 9, 564
- Female ’
Number Who Worked in19&6 735 13,170
- Male 480 9,025
- Female 1.215 22,195
Total ’

% of population 15 and over _ 63.9 35.8

with less than Grade 9 education

$ oftﬁopulation 15 and over 20.5 35.4

Wi

some post-secondary education

Notes:

1. Employment as % of working age popul ation.

2. % of total in brackets.
3. For the popul ation 15 and over

Sour ce: Statistics Canada Census

who wor ked

in 1989.




EXH BIT 4.2: SOCIOECONOMIC Cl RCUMSTANCES OF THE SEVEN ARCTI C COAST

COWUNI TIES: 1981
Bay Canbri dge Copper- Pelly Spence Gjoa
Chimo Bay m ne Holman Bay Bay Haven
Total Popul ation 60 815 ele 300 260 430 520
Popul ati on by Mother
by Mt her Tongue (%
- Inuktitut 67 35 40 83 91 92 94
- English 33 64 5e 17 6 e 6
- O her 1 2 3
LabQur Force Status
- Working Age Population 35 520 510 185 130 250 260
Labour Force 10 345 190 105 100 90 95
Part. Rate (%) 28.6 66. 3 37.3 56.8 76.9 36.0 36.5
Employed 10 315 150 95 95 90 e5
Unemployed 0 35 40 5 5 % 5
Uemployment Rate (%% 2 10.1 21.1 4.8 5.0 2.0 5.3
Employment Rate (%) 28.6 60.6 29.4 51.3 73.1 36.0 32.7
- Not inLabour Force 25 175 325 es 30 165 165
Income Per Capita:
1021 ($) NA 10,681 4, 44p 3,213 3,362 4,153  3,@38
Not es:

1. Another 20 people were reported as residingin Bathurst Inlet in the 1981

Census.

2. Fmployedlabour force as a ¥ of the working age population.
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In contrast to the reported unenploynent rate of |ess than
19% (Exhibit 4.1), the actuval unenploynent rate in the region
is very high, and the limted econom c base and relatively

| ow education and skills levels keep enploynent potentia

| ow. Conmbi ni ng an above-average birth rate with a decrease
in the hunting and trapping econony, the future economc
prospects for the area are not bright, unless there is
increased renewable and non renewable resource development,
including growth in the tourism sector.

4.5.1 Popul ation

The 19€1 census listed a total population for the region of
3, 215. In the past four years, this has likely increased by
close to 10% for a 1985 popul ation of approximately 3, 500.
Canbridge Bay and G oa Haven are the fastest grow ng
communities in the region; only Spence Bay decreased in size
fromthe 1976 to 1981 census tabulations. This area, like
much of the NWI has a birth rate above the Canadi an average.

The population is fairly evenly divided on a male/female
basi s. Approxi mately 57% of the population is of labour
force age (15-64) and another 27% is in the 5-14 age

cat egory. A very small proportion of the population is over
65.

4.5.2 Labour Force

Currently 57% of the population is of labour force age
(15-64). Assuming that approximately 30% of this group is
not actively seeking work (still in school, disabled, small
children to look after, could be too old at the upper end of
the age range) we are left with a work force of about 1300
which far exceeds the nunber of full tine jobs in the region
(see Exhibit 4.1).

Seasonal jobs such as construction, tourism (although Iimted
now), and barge unloading add to the job and incone situation
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in the region, but do not neet the growi ng demand for wage

i ncone. Hunting and trapping activities have al so decreased
due to the low return on furs and the high cost of supplies
and gasoline for this activity.

Assessing the standard jobs available in each community and
the level of training anong conmmunity residents, we estinmate
that the actual unenploynent rate could be as high as 35% in
the region. Wth a |large nunber of young people expected to
enter the labour force in the next 10 years, and with the
knowl edge that the people of the region are unwilling to nove
to larger centres such as Yellowknife, on a long term basis,
this region will possess a relatively large supply of
avai | able workers who over a ten year period could be trained
for a range of jobs.

Job Qpportunities - Existing

Job opportunities are fairly standard in all communities,

with the municipal governnent (hamlet), the Co-op, federa

and territorial government, the Bay, housing associations and
native organi zations providing nost of the jobs. The private
sector is alnobst non-existent in nmpbst comunities apart from
Canbridge Bay, and any jobs in private businesses are usually
filled by owner nmanagers. Jobs such as nurses, RCMP, NCPC
operators, are usually filled by non-natives as are many G\NW
j obs. In the past few years, specific training prograns,

i ncluding teacher training, renewable resource training, and
airport observers training have noved a few native people
into standard comunity based j obs.

Educati on/ Skill Levels

The education and skill | evels anong the native people of the
region are quite low. Considering that schools have only
been in place in the region for the past 25-30 years and
there is no high school in the region, it could take some
time to increase the education |evels. Most conmunities
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provi de kindergarten to Grade 9 level education. As well,
nost have a resident adult educator to assist w th upgrading
and training prograns.

W estimate that the number of high school graduates isquite
low (less than 25% of the working age population) and that a
very small number of Inuit residents have completed post
secondary education. More residents are enrolling in courses
at Thebacha College in Fort Smith, but to date the college
does not offer a full time tourism course or tourism training
program.

Skills are also |imted because many of the residents do not
have the educational requirenents to enter apprenticeship
pr ogr ans. Standard skills related to conmmunity operation
(heavy equi pnent operators) exist in nbst comunities, but

nore specialized skills such as electricians or journeynen
carpenters are limted.

Business related and management skills are also limited. In
general the reason for this low skilllevel appears to be
that there has been no demand for these skills.

Todevel op tourism in the area, a strong training program and
a know edgeabl e tourism co-ordinator in each conmunity are
required. Trai ning nust include a basic understandi ng of
tourism a general grasp of pronotion, planning, and
hospitality, and an ability to lead the way in tourism

devel opnent for the other people in the comunity. G eatest
enphasis should be given to on-the-job training tailored to
the specific needs of Arctic Coast operators. As well, the

hospitality courses given at Thebacha col |l ege should be
expanded.

According to visitor data, the nunber of tourists to this
region has been low in the past decade. Only in the past
five years has a hospitality industry (in the formof a
nunber of co-op hotels and several outfitters) been put in
pl ace. In general the communities have had very little
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contact with “real” tourists, and have not recognized the
potential of the business/governnent traveller to the region

4.5.3 Income

Income per capita (according to 1981 statistics) was highest
in Cambridge Bay ($10,681) and lowest inGjoa Haven ($3,038).
All other communities with nore traditional economes were
near the low end of the scale, with per capita incones
ranging from $3,200 in Bolman to $4,480 in Copperm ne.
Accordingly, per capita incones in nost Arctic Coast
communities are dramatically below the Canadian and NAT
averages . Adding to this inconme disparity are the high

prices in the region which range from 70% to 140% above the
prices in Ednonton.

With the drop i n the fur market, trapping i ncome has declined
in the past few years as has incone from the production of
carvings and handicrafts. New construction in the area

including nursing stations, community centres, and houses has
provi ded sonme support to local incones.

4.5.4 Socio-Economic Characteristics

Communities of the Arctic Coast, with the exception of

Canbri dge Bay and Coppermnine, continue to rely heavily on the
traditional econony. Hunting and trapping and handicraft
production formthe basis of the econonmy in nost conmunities.
Copperm ne, and to a |esser degree Holman, has sone contact
with the non renewabl e resource industries and has residents
working for mnes and oil conpanies on a work-rotation basis.
The wage econony has | ong been dom nated by gover nnment

related jobs, and only in the past few years have a few
private entrepreneurs energed.

The original |locations for many comunities were selected in
relation to hunting and trapping. Apart from those
activities, the locations are |less than suitable for other
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forns of econom c devel oprent. There is some conmercia
fishing in the area, mainly at Canbridge Bay, and sone
tourism nmainly at Holman and Bathurst Inlet. There is also
sonme small involvenment with the two operating fishing |odges
in the region, but this provides only a small inconme benefit
to residents.

4.5.5 Future Job Prospects

Census statistics from 19€1 can be used as benchmark data to
devel op order-of -magni tude estimates of the working age
popul ati on, enploynment and job requirenents in 1991 and 1996.
Even with some out-migration from the region, the population
of labour force age (15-64) can be expected to expand at the
rate of 2% per year over the projection period. The
popul ati on of labour force age, therefore, is projected to
advance from 1850 in 1981 to 2260 in 1991 and 2490 in 1996.
Because of the region’s limted ecomonic base and the
anticipated lower growh in government expenditures and

enpl oynent throughout the NWT, employment in the Arctic Coast
can be expected to expand at a much lower rate in the absense
of a tourism development strategy and other economi ¢

devel opnent initiatives. Average annual job growth of one
percent would imply an increase in reported enploynment from
850 in 1981 to 940 in 1991 and 990 in 1996.

Assum ng that 30% of the labour force age group is not
actively seeking work, these projections indicate that the
actual unenploynent rate in the Arctic Coast will rise from
35%in 1981 to 45% in 1991 and 43% in 1996. In terns of

absol ute nunbers, the nunber of people w thout regular

enpl oynent who are available for work would expand from 450
in 1981 to 640 in 1991 and 750 in 1996, an increase of 67%
over the fifteen year period. Mjor developnent initiatives
are clearly needed to fill this large and growi ng gap between
t he nunber of jobs and the avail able labour force.
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5.0 | NFRASTRUCTURE

S.1 Housing

Al t hough housing is continually being built or rehabilitated,
there is still a shortage of houses in the Arctic. Due to
the high costs of construction and utilities, very few homes
are owner-occupied. This creates a particular barrier to
devel oping bed and breakfast as an alternative accommodati on.
It is inmportant, therefore, to change |egislation that
presently prohibits charging a fee for lodging in a
governnment house. Using governnent houses for alternative
accomodation would limt the investment needed for new
acconmodation, and would provide an incentive to tenants to
better maintain their hones.

5.2 Transportation

5.2.1 By Ar

The airports in the Arctic Coast adecuately serve existing
air travel requirements and there are no anticipate
i mprovenments projected to the six facilities in the near

future. The community airstrips are between 1100 and 1500
nmeters in |ength.

The region is served by:

- schedul ed Northwest Territorial Air service to each

community, other than Bay Chinme, from Yell owknife,
W nni peg and Hall Beach

- Pacific Western Airlines from Ednmonton and other cities
in Western Canada to Canbridge Bay;

- once a week scheduled service fromthe Wstern Arctic
(Inuvik) into Holman by Kenn Borek Air, and once a week
fromthe Baffin Region (Hall Beach) to Pelly Bay by
First Air;

- charter service throughout the region by Adlair
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Avi ation, Bathurst Inlet Air Service, and Kenn Borek
Ar.

There is a jet service from Yellowknife to Canbridge Bay,

al though the remai nder of scheduled air travel is by DGC 3,
one of the oldest comercial aircraft still being used.

G ven the present |low volune of tourist travel and the high
operation costs, air service to the comunities can be
consi dered as acceptabl e. In fact, travel on a plane built
in the md 1930s can be considered a unigue “historic”
experi ence.

On the other hand, older equipnent is unreliable and when
this factor is conbined with unpredictable weather it makes
northern flying unreliable. This situation beconmes a
significant issue when there are higher tourist volunes and
tour operators attenpting to schedul e packages - nany of
which may be tied to southern, inflexible econony fares.

Al though charter aircraft could alleviate sone of these
probl ens, they cannot provide the |low fares available from
advance booking on the scheduled carriers.

The cost of flying in the north is of concern to both
residents and potential travelers. Costs can only decrease
if there is a concerted effort on behalf of the airlines to
package tours and pronote them

Pacific Western Airlines has already started pronoting
northern tours with “Geat Canadi an Adventures”. Nordair is
al so becom ng nore aggressive and is working with ground
operators in the Baffin Region.

Al t hough NW I’ Air has been very bold in reducing its advance
booki ng costs, it has made no attenpt to put together

conpr ehensi ve packages and pronote them through southern
whol esal ers.
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5.2.2 By Road

Roads exist only in and around the communities and provide
access to |lakes and sites such as Munt Pelley. There has
been di scussi on about extending existing winter roads to
Copper m ne. This could significantly reduce costs.

5.3 Water Supply and Distribution

For the nost part water is trucked to the various tourism
related facilities as well as many ofthe houses in the

regi on. It is generally taken from a nearby |ake or stream
by a suction hose and transported by a 5683 litre (1200
Imperial gal) water truck. In all communities there is an

abundant water supply and increased tourism would not have an
i npact (e.g., Canbridge Bay's water cones from Water Supply
Lake which has a summer volunme of 1.7 mllion cubic neters).
The water is stored in 2273 litre (500 Imperial gal) to
45,500 litre (10,000 Imperial gal) tanks which are adequate
to respond to increased tourism demand.

In Cambridge Bay, Coppermine, Gjoa Haven and Bathurst Inlet,
water is chlorinated at their storage tanks. | n ot her
comunities it is left untreated. Al though hardness and
turbidity tend to vary with the season, the water in all
communities is suitable for consunption

Certain facilities, such as the nursing station in Copperm ne
and Spence Bay are hooked to a utilidor system Del i very
service is usually six days a week and dependi ng on need,
tanks are filled at the hotels every two to three days.

I ncreased demand created by tourists would only necessitate a
nmore frequent delivery schedule. This would not lead to
additional vehicle requirenents since residential demand is

| ow during the sumer nonths. Conversely, when residential

demand is the highest (winter), tourists demands are the
| owest .
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Bay chimo has no water supply system

In summary, the existing water distribution systemis

flexi ble enough to respond to immediate and |long term

i ncreased demand created by additional tourists. By either
increasing frequency of delivery or installation of nore or
| arger tanks, additional demand is easily accommodat ed.

Sewage Collection

Sewage is collected by a sewage pumpout systemor, to a
| esser degree, by bagged sewage.

Most of the buildings in the Arctic Coast have a hol ding tank
for toilet wastes and sink and wash water. Collection is
carried out several tinmes a week by 454L (1,000 | gal) to
5675L (1,200 | gal) sewage tanker trucks.

In all cases, sewage is discharged on |and outside the hanl et
and usually in close proximity to the garbage dunp. Only one
dunp, at Coppermne, seriously affects the experience of the
residents and tourists but that is scheduled for relocation.

Wthin a few nonths, the only hotel using the “honey bucket”
system will be the Pal eajook Hotel in Spence Bay. As of the
Spring of 1984, there were no plans to upgrade the systemto
limted flush toilets (as the Coppermne Inn is doing).

Aswith the water system it is only necessary to increase
the frequency of sewage collection to respond to increased
tourism
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6.0 TOURISM PLANNING UNITS

6.1 Overview

Tourism planning for the Northwest Territories’ Arctic Coast
Regionisunlike planning for any other tourism regi on in
North Aneri ca. Its vast, arid barren-grounds and thousands
of mles of coastline present sone of the nost visually
distinctive scenery in the world, yet it is dotted by a nere
seven comunities spread across a 1,300 km |ong coasta

corridor. Connected only by DC-3 scheduled air routes and
charter aircraft, each community has devel oped uni que
characteristics - frequently as a function of its

surroundi ng | andscape (natural resources) and its cultura
differences (heritage resources).

Due to the diversity associated wwth each community and its
surrounding hinterland, it is possible to define

di stinguishable units or zones that individually express the
uni queness of each ham et and collectively express the

conpl ete character of the Arctic Coast.

For the purpose of sinplifying the planning process, each
community and its surrounding |andscape will be defined as a
pl anning unit. The unit has been designated as a function of
the available natural and heritage resources that can
realistically be affiliated wwth a given hamet as well as
the overall area considered inportant to various |leaders in
each community. The latter was defined by having sel ected

people, in each hanlet, |ocate associated tourism related
features.

The planning units are a function of available resources and
community definition, and are based on the follow ng
gui del i nes.
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The units reflect, in surface area, what is generally
considered to be the limits of the territory used by
each community including their natural and heritage
features.

The units focus on areas that are presently developed,
i.e., they include one community and itsassociated
services and infrastructure.

Each unit serves as a destination area within itself due
to the costs of travel between units.

Fachunit responds to the demands of at least one or two
of the target markets, yet respects the basic natural
and cultural integrity of the destination area.

- Each unit projects uniqueness, vis-a-vis other units,
and consequently creates a balance throughout the Arctic
Coast region.

Development opportunities must be concentrated for
maximum impact and efficiency.

Service should be community-based and supported by the
training of individuals within each planning unit.

Seven planningunits have been selected (see Destination
Regions - Plan 1). Eachunit focuses on a community or |odge

(Bathurst Inlet) and enconpasses areas of between 20,000 and
30,000 sg. kmof land and water.

Each planning unitwill:

be considered and called “a destinationarea";

combine and develop both land and water based facilities
and activities;

as much as possible respond to the potential travel
interest in each of the seasons and extend the length of
the existing summer season;

provide enough variety in the long term to allow
continued market expansion within each target market;
and

be developed in co-ordination with the other planning
units to improve or create opportunities for travel
betweeen the various communities.
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The planning units are called:

Unit 1 Holman Destination Area

Unit 2 Copperm ne Destination Area
Unit 3 Canbri dge Bay Destination Area
Unit 4 Bat hurst Inlet Destination Area
Unit 5 G oa Haven Destination Area
Unit 6 Spence Bay Destination Area
Unit 7 Pelly Bay Destination Area

6.2 Holman Destination Area

This destination area on the Northwest corner of Victoria
I sl and enconpasses the eastern half of the D anond Jenness

Peni nsula and the Albert Islands and the waters of Mnto
Inlet and Prince Albert Sound.

The area centers on the community of Holman, famous for i t s
silk screening and print making. Thenanme of the late
resident artist, Helen Kalvak,is known throughout the world
by collectors of Inuit art and her vivid creations can be
found in craft shops across Canada.

Holman has recently beconme known to big gane hunters as a
departure point for Polar bear hunts extending from the
Prince Al bert Peninsula to Melville Island.

Holman is respected by those who have visited the comunity
for its hospitality and the friendliness of its people. It
is the nost northerly community in the Arctic Coast Region
being | ocated al nost 500 km above the Arctic Grcle and 925
air km above Yell owknife. It is also accessible fromthe
west via Inuvik (670 air km.

Its access to excellent Arctic char and trout fishing are
shared by other units in the region as is the availability of

traditional Inuit |lifestyle and Arctic w |l derness
experiences.
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6.3 Coppermine Destination Area

6.4

The Coppermine Unit extends from the Richardson River on the
west to the Tree River on the east, and includes the 640 km
(400 m) long Copper’mne R ver Canoe Route.

The destination area’ s uniqueness results fromthe very
popul ar canoe river - the Coppermne, which is known
t hroughout North Anerica as a “classic” wlderness river
attracting dozens of outdoor enthusiasts each yearl.

Copperm ne, |located at the nouth of this mghty w nding
river, has a distinctive history as the point of origin of
two great Inuit cultures (the Denbigh and th°Thule-Inuit).
In 1927 the Hudsons Bay Conpany established a trading post
and the population has since grown to nore than 8@, the
second largest in the Arctic Coast Region

Coppermine holds particular interest to tourists wishing a
true arctic experience sinceitis the closest, and one of
the least expensive, scheduled air-route from Yellowknife.
Located in Coronation Gulf above tree line,it provides
access to the Arctic Ocean and Tundra yet has a favorable
summer climate that regularly reaches 14 - 16C.

Al though the traditional lifestyle may not be obvious in this
| arge conmunity, there is an excellent selection of soapstone
and caribou bone carving and native copper artifacts. Char
fishing is available along the coast line and trout fishing

is excellent on the major water bodiesin the destination
area.

Canbri dge Bay

This pl anning unit enconpasses the southeast tip of Victoria
I sl and, and includes the coast of the north west end of Queen

Maud Qulf, as well as the fresh water resources of Ferguson,
Geiner and Kitiga Lakes.
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Canbridge Bay is “the nost urban” comunity of the region and
serves as the transportation, comunications, and

adm ni strative hub. It is the territories “secondary
gateway” to G oa Haven, Spence Bay, Pelly Bay and, to a

| esser extent, Bathurst Inlet-Bay Chine, as well as sites
within the area such as H gh Arctic Lodge, Char Lake, and the
out post canp at Hadley Bay. H storically its waters
sheltered nost of the explorers who have sailed the Arctic
and the remains of Anundsen’s ship the "Maud" waits its

“rebirth” as a historic attraction in the waters of Canbridge
Bay Barbour.

The landscape, although very flat, is not without i t s

distinctive character created by three snmal | mountains on the
hori zon outside Canbridge Bay. The |argest, Munt Pelly, is
accessible by vehicle and allows visitors an easy opportunity

to view the Arctic |andscape as well excellent areas for
viewng wldlife and birds.

As in other arctic destination areas, fishing, hiking,
canpi ng, and shopping for arts and crafts are available.

6.5 G oa Haven Destination Area

This large planning unit includes the historic King william
Island on the north and extends south to the arctic char and
trout filled waters of Chantry Inlet. The area conbines a
nunber of potential tourism activities including excellent
fishing, opportunities for nature interpretation, and nost
inmportantly the historic interpretation of the dramatic
events surrounding the search for and discovery of the

el usi ve Nort hwest Passage.

The western shoreline of the island is the graveyard for the
di sastrous Franklin Expedition and place names such as
Victory Point, Erebus Bay, Terror Bay, Douglas Bay, and
Starvation Cove indicate the final resting place of sone of
t he crew nenbers. “I'f there is any place in the north that
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is haunted by ghosts it is certainly King wWilliam |sl|land”*.
Gjoa Haven was for two and half years the hone of the

Nort hwest Passage discoverer Captain Roald Anundsen, who
established a scientific station there.

The island is surrounded on the east by the Janes Ross and
Rae Straits which were undetected during four hundred years
of European exploration. Finally, the distinguished Arctic
explorer, Admral Sir Leopold MecClintock, unl ocked their
secret and with it the passage to the Pacific Ccean.

The community of GJjoa Haven is culturally interesting
because, unlike the hamlets on the western side of the
region, it has been popul ated by the Netsilik Inuit whose
traditional territory was King William Island. They have
been joined by the Uxkusiksalingmuit from Chantry Inlet.

The Chantry Inlet Lodge on the Back River could be linked to
the community of Gjoa Haven as it seens the owners of this
property have indicated a wllingness to sell a share of the
facility to local Inuit. The Chantry Inlet fishing area has
recently been described by a journalist for the international
magazine Field and Stream as “one of the best fishing areas
in the wor1a"3.

Inuit involvement inthis type of facility would provide a
promotional advantage and would possibly gain international

exposure for the Gjoa Haven Destination Area and the Arctic
Coast Region.

There are also ample opportunities for nature interpretation.
The areas around Swan Lake are frequented by Sandhill Cranes,
Trumpeter Swans, Canada Geese, and Eider Ducks.

G oa Haven has nore dogsled teans than any other comunity,

providing opportunity for spring trips to parts of the
islands as well as for traditional polar bear hunts.




6.6 Spence Bay Destination Area

This planning unit includes the area and coastline around
Spence Bay and enconpasses the |ower section of the Boothia
Peni nsul a extending to Fort Ross on Brentford Bay. The

| andscape around Spence Bay is essentially rugged and the
community’s focus is toward the ocean for seal hunting and
fishing. By contrast, the area around Fort Ross has

devel oped along a fault-line in the Precanbrian rock. The
remains of the Hudson’s Bay Conpany post at Fort Ross are
still intact as it was only abandoned in 1947. As well,
several Inuit Stone houses can still be found to the north on
the shore of Hazard Inlet.

Inuit from old Fort Ross were eventually brought to Spence
Bay. The link between the two sitesstill seems to be strong
as many of the community’s residents visit the southern tip
of Somerset Island each year. Spence Bay is the only
community where there has been contact between the Inuit of
the Netsilik and Cape Dorset cultures.

The northern part of this destination area is also accessible
from Resolute which is approximately 300 km from Fort Ross.

Spence Bay, which is the northern nost community on the North
Anerican continent, has gained an international reputation
for its renowned Spence Bay Parkas produced by the tal ented
wonen at the Taloyoak Shop. They also nake the popul ar
packing dolls that have gained an international reputation.

6.7 Pelly Bay Destination Area

The Pelly Bay Unit is renote and at 1,312 air km from
Yellowknife it is the nost expensive community to visit with
t he highest cost of 1living in the North. Thi s econom ¢
isolation has its hidden benefits, for "Pelly" is still the
most traditional expression of the Inuit of the NwT. Efforts
are being made to maintain “the old ways” and tapes are being
produced to preserve the words of the ol der generation.
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The planning unit includes the entire Sinpson Peninsula wth
future tourism activities potentially taking place on either
side of pPelly Bay. Attractions could include visiting the
old stone houses on Harrison Island and possibly Laga Point,
as well as the many fish traps, old stone caches and tent
rings around the bay. Char fishing is also excellent.

The community of Pelly Bay has the nost attractive setting in
the eastern side of the region. Arriving by air, it is

intimately placed on the shores of St. Peters Bay at the

mout h of the Kugajuk River. One of the reasons for the
preservation of the traditional lifestyles in Pelly Bay has
been the relatively late arrival of “governnent prograns”, in
1961.

The comunity’ s stone church is one of the nost beautiful
exanpl es of architecture in the coastal arctic. Built in
1935 by Father Henry, this building is a photographer’s
delight as well as a stunning visual exanple of the long tine
i nfluence of the "R.C Mssions” in the devel opnent of the
north. Pelly Bay offers one of the best environnents to get
a full sense of the traditions, history, and devel opnent of
the north. Storytelling, fishing and sealing in the mdst of
a nodern haml et office and DEW Line Station express how two
worl ds have net; yet the integrity of the area s indigenous
peopl es has renained intact.

Pelly Bay is also accessible fromthe east via Repul se Bay
and Hall Beach enabling sane day connections? once a week
with Montreal. This new link may eventually reduce the cost
of living in this comunity.

6.8 Bathurst Inlet/Bay Chimo Destination Area

The Bathurst Inlet planning unit extends from the north, at
the nouth of the inlet (Jameson Island), to the south of
Bat hurst Lake and the nouth of the Wstern R ver and
approximately 50 kmon either side of the inlet. The area
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has been recognized by the Canadian Commttee for the
International Biological Progranmme (IBP)4 as an area of high
bi ol ogical and historic inportance in the North that requires
speci al protection®.

As well, Parks Canada has selected it as one of the six
“Natural Areas of Canadian Significance” which are areas
whi ch have been identified for preservation in a natura

state and are representative of the mgjor natura
envi ronments of Canada.

The area has been selected by the two agencies because of the
variation in |andscape and scenic values rarely found on the
Canadi an Shi el d. It possesses a great diversity of

| andscapes fromthe flat, gently rolling, drift covered

upl ands of the southwest to the steep rocky hills south of
the James River

The planning unit also includes the najestic wilberforce
Falls where the turbulent waters of the Hood R ver fall in a
doubl e channel over a 50 neter precipice in the wilberforce
Hlls. The falls, which were naned by Sir John Franklin,

are as high as N agara Falls and presented an insurnountable
obstacle to Franklin on one of his many hercul ean geographic
expeditions to map the Arctic coastline.

The destination area is serviced by the internationally

famous Bathurst Inlet Lodge which the owners claim has a 25%
repeat visitation

“Bird watchers, botanists, artists and history buffs find
beauty and know edge here at the edge of the polar region
Some guests return again and 292in. w6  Visitors are
afforded a great array of wildlife including over 987 speci es
of birds, barren-ground grizzley, Arctic fox, muskox, and at
times the presence of the 100,000 popul ati on Bathurst Caribou
Herd. QGuests may al so encounter the traditional ways of the
people of the area either at the |odge or at Bay Chino
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(Umingmakatok) at the north end of the inlet. The planning
unit is not served by scheduled aircraft, which accounts for
part of its special quality, but is accessible from both
Yellowknife and Canbridge Bay by charter.

FOOTNOTES

1.  Neither exact nunbers nor visitor origins are avail able,

yet interviews with the RCWP detachnment woul d suggest
approxi mately 100 users in 1983.

2. “The Curse of Neovitcheak”. Learnonth, L.A. The Beaver.
Sept enber, 1946.

3. Field and Stream October, 1982.

4. Ecological Sites in Northern Canada. Canadi an Committee

for 1.B.P., Conservation Terrestrial - Panel 9. Ot awa.
1975.

5. Bathurst Inlet - A Natural Area of Canadi an Significance.

Par ks Canada, Departnent of Indian and Northern Affairs.
Gt awa. 1978.

6. “Barrens’ Vast Sweep Abbound with WIldlife”, Richard
Barri ngt on. The d obe and Mil. June 23, 1984.

7. Bathurst Inlet Lodge pronotional literature.
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7.0 EXISTING TOURI SM RESOURCES AND FAC LI TIES

Tourism resources include features that attract people to a
region and facilities that provide services once they have

arrived. The latter usually energe because certdin natura
or cultural resources create a draw.

The lifestyle of the Inuit people and the unique Arctic
resources are the main features that attract pleasure
travelers to the Arctic Coast region and there are a nunber
of services that conplete the visitor experience. It is
apparent that many of the services, however, have been
established in response to government and business traffic
demands rather than to demands of pleasure travelers. The
tourismplant is, therefore, very small, and includes a hote
and one or two outfitters or tour operators per conmunity, as

well as a hal f-dozen camps, |odges, and outfitters throughout
t he region.

Reasons for the snmall nunber of tourist facilities are as
foll ows:

. There is a very low tourist volume, nost of which is
concentrated in the short summer nonths and affects only
a few conmmunities (e.g., Copperm ne, Canbridge Bay)

There has been a lack of interest in tourismin severa
communities (e.g., Spence Bay).

. There is only a relatively recent awareness of tourism
as an econom c generator and creator of jobs.

. There is a general lack of tourism organization and
mar ket i ng.

In spite of these shortcomings, the vast Arctic landscape,
the fascinating cultural heritage of the Inuit people, the




7-2

history of the early explorers, and the exceptional fishing
resources have consistently brought between 500 and 1, 000
travelers to the region each year. For the nost part, they
have been well serviced by the existing infrastructure and
tourism facilities, and there has been a grow ng

under standi ng of tourists’ needs by the native people.

The follow ng subsections outline existing resources and
facilities in each community, and indicates their ability to
neet the requirenments of existing and potential travelers.
Facilities are discussed according to the seven planning
units or destination areas. This will enable the docunent to
be useful to industry operators, |ocal residents, and
politicians in each comunity.

Resources and facilities are discussed for each community
under the follow ng headings:

Acconmodat i on/ Food Servi ces

Attractions

Tour Operators

Recreation Facilities

Events and Festivals

Retail and Arts and Craft Services

Native Skills

Touri sm Rel ated Organizati ons.

Exhibit 7.1 at the end of the chapter presents an inventory
of resources and facilities by comrunity.
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Holman Destination Area
Accommodation/Food Services

The Arctic Char Inn is an attractive ei ght room co-op hot el
(accommodating 20 people) that provides adequate neals in an
attractive eating area overlooking the bay. Al though the
eight roons satisfy the existing demand, increased tourismin
t he sunmer season, when the hotel |odges construction
workers, would require additional units. The hotel has been
used by about six groups per year for conferences.

Accomodation for visiting friends and relatives is provided
in individual homes.

Tent shelter is provided for big gane hunters outside the
comunity.

Food service is typical of Arctic communities. I nterviews
with frequent users suggest it is adequate and neets the
exi sting demand. | ncreased tourismto the region wll
require nore inmaginative food preparation -- especially of
| ocal foods. The food preparation course provided by the
Co-0P throughout the region has been successful in greatly
inmproving overall quality, diversity and presentation, but
pl easure and business travelers will want nore diversity,

more use of char and caribou,higher quality preparation, and

fresher vegetables.

Attractions

The Holman Destination Area has a variety of natural and
cultural attractions not found in comunities.

a) Bolman Historical Society Miseum

The collection of nmuseum artifacts adjacent to the
printshop is the nobst conplete in the region. It
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i ncludes antique clothing, spears, knives, bowls, and

| anps. The collection has been catal oged, but it |acks
display facilities. The storage area adjacent to the
printshop could be established as a tenporary nuseum
The future construction of either the new mnulti-purpose
hall (to be built this year) or the proposed hani et

of fice (1986) could include a nmuseum facility if an

i ndependent facility cannot be constructed.

Holman Eskinb Co-op Printshop

The prints created in this printshop over the past 15
years have an international reputation, largely due to
the works of artists such as Helen Kalvak. The vivid
lithographs of Arctic |ife have brought the |egends and
the life of the Inuit people to southerners eager to
understand the northern cultures. The skills were
brought to the community by Father Henri Tardi in 1939.
Watching the artist at work provides a fascinating
attraction to visitors.

Sales are also nade at the printshop where tourists have
t he uni que opportunity to purchase a work of art on the
sanme prem ses as the artist. Here, as in other co-op
facilities throughout the Arctic, prices are not
significantly cheaper than in the south (approximtely
159 . Establishing a pricing policy for tourists to the
community could have a positive inpact on increased

sal es and visitation.

Bolman Eskinb Co-op Craft Shop

Unli ke the printshop, mass production is nore obvious in
the craft shop. Thousands of silkscreen products, wth
the famous fores of Kalvak, are produced annually.
Delicate scul ptures, parkas, and inlaid sealskin
cushions can al so be purchased. The pricing policy

shoul d be nore conpetitive with southern nmarkets and
Yel | owkni f e.
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d) Pol ar Bear Hunts

Twenty pol ar bear tags are shared with Sachs Harbour
every two years, and this has nmade these comunities the
nost popular for hunters in the NW. 100% success rates
are very frequent. This hunting potential is augnented
by the 40 muskox tags and the Perry Caribou quota.

The Hunters and Trappers Association is responsible for
organi zing the hunts which contribute a substantia
incone to individuals in the comunity (approximately
$2,500 per guide per bear). The $15,000 to $20, 000

hunts appeal, in general, to American big game trophy
hunters who in the future will book through the |oca
whol esaler -- COPE'S Guided Arctic Expeditions. Hunt er s

tend to spend approximately two nights in the conmunity,
depending on the flights. Al though sone spend several
hundred dollars on crafts, others spend nothing.

Tour Operators

Kingalik Tours is the only private outfitter in the
comunity. The operator owns a small boat, and plans to

acquire six three-wheelers to respond to imrediate and short
t er m demand.

There are many privately owned boats, as wel | as
approximately 20 dog teanms that can be wused for a variety of
tour packages and small guided tours that could include such
activities as:
- fishing
- seal viewing and hunting
- muskox View ng and hunting
- tours of the town
visits to historic sites and points of interest, e.g
ol d inukshuks at Wl ker Bay
- sightseeing and birdwatchi ng.




7-6

There are a nunber of interesting sites in and around D anond
Jubil ee Peninsula that could readily be included in a tour.
They i ncl ude:

. Okpilik and Airforce Lakes -- Both features are within a
short three-wheeler drive or a reasonable hike from
Hol man. The area can be used for fishing, picnicking,
hi ki ng, and canpi ng.

. Qutpost Canps -- The Kuuk River, the |ake system of the
Kuujjua River, and Mnto Inlet all provide opportunities
for the devel opnment of fishing and naturalists outposts
for such activities as char and trout fishing.

. Nowat Canp Archaeological Site -- Until summer 19&4,
research was conducted by the French CGovernnent on this
former Thule canp. Virtually all the accunul ated
research was destroyed by fire, and future exploration
i s uncertain. Nevertheless, it is within a one day boat
trip and offers opportunity for interpretation of a
Thule Vil l age.

Minto Inlet -- Thisinletis accessible by both water
and land. Attractions include tent rings,fishing and
birdwatching areas, and the only willow grove to be
found at this latitude.

Recreation Facilities

Holman has anold but functional community hall that can be
used for large gatherings. Uluhaktok Elihavick School has
four classroons that can be used for comunity activities.

Events and Festivals

The Kingalik Janboree is a three-day local festival in June.
It features seal skinning, bannock-making, and other native
games. The festival is held during an ideal season to
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attract pleasure travelers. If it were to include an event
such as a National Inuit Craft Show, it could appeal t O
southern arts and craft markets.

Retail and Arts and Craft Services

The Bay is the major retail outlet, but arts and crafts are
sold only at the Co-op printshop and craftshop.

Native Skills

Holman receives relatively few tourists on an annual basis,
yet a nunber of individuals possess the skills to take
visitors out on land or water. The invol venent of the
Hunters and Trappers Association has assured a certain growh
in the skills of polar bear guides. As well, Kingalik tours
is associated with a nunber of capable individuals with boats
and dog teans. More skill developrment is required in the
areas of tour organization interpretation, and food

pr epar ati on.

TourismRel ated Organizations.

Al'though there is no official tourism association, tourism
services are provided by the Hunters and Trappers Association
and the Holman Recreation Committee. A tourism committee was
formed, but as of June, 1984, it was no |onger functioning.
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7.2 Coppermine Destination Area

Accommodation/Food Services

The Coppermine Inn is under new management and ownership and
offers excellent service, hospitality, and homecooking. This
private sector facility accommodates 4@ in 11 rooms and 5
A-franes. An expansion and upgradi ng program i s underway,
including the addition of flush toilets which will bring the
property to the level of the new CO-OP hotels. The facility
is ideally located close to the shores of the Arctic Ccean
and the nouth of the Coppermine River.

Tourists represent only 5% of clients. Cccupancy rates for
1984 were 90% (due to construction workers) during the sunmer
and were expected to stay high during the fall. Li ke nost
northern hotels, however, rates were anticipated to fall

bel ow 30% during the winter, including many nights of no
occupancy.

Attractions

Natural attractions are very inportant features in the
Coppermine area. The nationally known Copperm ne River
attracts many people to this region.

a) Coppermine River

The river provides exciting and chall engi ng canoei ng and
rafting for those seeking a true w | derness experience.
Many canoeists select Redrock Lake or pPoint Lake to
start their 400 km journey to the Arctic Ccean. Their
trip provides the rare opportunity of slowy passing

t hrough Canada’s treeline and crossing the Arctic
Circle.

Excursionists are treated to the sight of nuskox, arctic
fox, caribou, and barren-ground grizzly in the nonths of

June and July. Birdlife is abundant during the entire
sumrer .




b)
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About 20 km (12 m) before reaching the nouth of the
river, the traveller passes the historic Bloody Falls.
This site is also accessible by notorboat from

Copper m ne. During the period from m d-August to
freeze-up, the last kilometer is shallow and fast
flowng, requiring a guide to reach the falls.
Nevertheless, it is an easy hike along the shoreline to
the base of the falls. The visitor is treated to an

exceptional experience in early Septenber when the
Arctic char are making their way up the falls.

Tree, Kendall, and Rae Rivers

Coppermine is the staging area for these mighty rivers
whi ch of fer abundant fishing and canoeing opportunities.

Arctic Ccean and coastline

Coppermine is the closest point to Yellowknife where the
northern visitor can visit the high north above

treeline. It is only 600 km from Yellowknife, and
offers a rare opportunity to visually and physically
experience the Arctic Ccean and the coastline. Sand
beaches, offshore islands, rock formations, deltas, and
hunting canps conbine to provide variety to any inshore
boat tour -- especially if conmbined with a trip to

Bl oody Falls and excursions on the tundra.

Mout h of Coppermine Vi ewpoi nt

The rock pronontory directly to the east of Coppermine,
overl ooking the nmouth of the Coppermine River offers an
excellent site for a small, interpretive theme

attraction. Views are available to the cemetary, f O T mer

airstrip, Coppermne R ver nouth and wvalley, the hani et
and surroundi ng | andscape.
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e) Peterhead Boats or Longliners

Al though not presently an attraction, the availability
of at |east one of these boats for local tours
represents a unique potential attraction. The
restoration of the boats would provide a wel cone
addition to Coppermine's water-based tourism

opportunities. Unfortunately, existing governnent
policy does not allow government boats to be used for
tours.

Tour Operators

There are no tour operators in Coppermine, although interest
has been shown by individuals in the community. The
avai |l abl e natural resources suggest that four types of tours
coul d be devel oped:
Arctic coastline tour, including Bloody Falls (-2
days )
trips to Tree or Richardson River (I-2 days)
- tours of Coppermine and surroundi ng | andscape
including wildflower sites and hiking trails (1 day)
- Hudson’s Bay Company tour, including Bernard Harbour
(I-2 days).
Combinations and variations of the tours are also possible,
suggesting a three to seven day stay in the Coppermine area.

Boats, snow machines, and three dog sled teans are avail abl e,
as well as white water rafting through Arctic Witerways.

Tours could be sold to four narkets: tourists comng from
Yel l owknife for a taste of the Arctic, anglers comng in from
fishing trips on Geat Bear Lake, canoeists from the
Coppermine River, and travelers up the Denpster to I|nuvik

(using the air link with Inuvik through Kenn Borek Air from
Holman).
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Recreation Facilities

The Copperm ne Recreation Centre and Arena is one of the

| argest facilities of its kind in the region. It can be used
for large gatherings and special events. There is also a

| arge community space in the Kugluktuk School gym

Events and Festivals

The community spirit, so evidentin the volunteer labour that
built the Recreation Centre, is also displayedin the three
special events held by the community:
Easter Games
- Christmas Games

Natik Frolic(in May).

The Easter and Christmas Ganes have been responsible for
Copper m ne producing sone of the finest athletes in the
Arctic. Their skills could be of interest to tourists,
beyond the period of conpetition, as entertai nnent and
exanpl es of typical Arctic ganes.

Natik Frolics feature ice jigging, traditional ganmes, and
snownobi I i ng.

Retail and Arts and Craft Services

Similar to many communities, Coppermine produces fine
soapstone carvings from material found nearby on the Rae
River. The community is even better known for itsnative
copper artifacts, using local materials, and “Mother Hubbard”
par kas. These are available at the recently renovated
Copper m ne Eski no Co- op. QO her retail services are avail able
at the Bay.

Native Skills

Al t hough Copperm ne receives a proportionally |arger nunber
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of tourists than other communities, tourists have not had a
significant inpact on developing native hospitality skills.
Canoei sts fromthe R ver rarely stay |ong because of |ack of

avai l abl e activities. | f acconmodati on/ events packages were
prepared for southern whol esal ers, canoeists mght stay
longer. Charter flights from Geat Bear only stay |ong

enough to visit the Co-op. Al though there has been little

opportunity to develop tourismrelated skills, the Adult
Educati on program has shown interest in devel oping these
skills in Coppermine. Positive action could result in the
establ i shment of a hospitality centre in this comunity.

TourismRel ated O ganizations.

There is no organization responsible for tourism There has
been discussion of the formation of a Chanber of Conmerce,

which could initiate a tourism organization but there have
been no recent neetings.
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7.3 Cambridge Bay Destination Area

Accommodation/Pood Services

The Ikaluktutiak Hotel is the |largest CO-OP hotel in the
region, offering 20 roons for 40 people, as well as a large
nmeet i ng/ conventi on room Meal s are of high quality. Small
neal s are available at the Cabana Restaurant.

Attractions
a) Canbridge Bay Community

The largest community in the Central Arctic, Cambridge
Ray is an attraction itself. Remnants of the old town,
massive fuel reservoirs a nursing station, the DEW1line
site, the upper air station that is part of the
Atmospheric Air Service of the federal government,
variety in housing styles, a sea-1ift, and the water
supply and disposal systems combine to demonstrate the
unique requirements of surviving in the north.
Cambridge Bay also has the only commercial fi sh
processing plant in the Kitikmeot Region, and it has

al ready proven popular with business and pleasure
travel ers. The community al so denonstrates contact
bet ween the Inuit and non-native cultures.

b) RC M ssion Church

Across the harbour is |ocated one of the few stone
buildings in the Central Arctic. As a result of the
actions of the Arctic Coast Tourist Association and the
Hamlet Council, it was being considered as a museum.
The attractive site, the variety of available local
artifacts, and its impressive structure could make this
building the first museum of its kind along the Arctic
Coast. The remains of the "Maud" are locked in the icy
harbour waters nearby and an old longliner, “Eagle”
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rests on the beach. The addition of a sem authentic
restored "Maud" and “Eagle” would greatly add to this
historic attraction. The National H storic Site and
Mormunment Board is |ooking throughout the territories to
install plaques -- specifically to commenorate “white
man’ s deeds.”

c) Hgh Arctic Lodge

Located 138 km northwest of Canbridge Bay, this is one
of the nobst respected fishing canps in the Centra
Arctic. It is open for July and August and can
accommbdate up to 12 people. The |odge attracts between
75 and 100 visitors per season, nost of whom cone from
the USA and Ontario. Although visitors pass through
Canbridge Bay on their way to the canp, the facility has
l[ittle econom c inmpact on the community.

d) Char Lake Lodge

Char Lodge is located on Char Lake about 75 mles (120
km) north of Canbridge Bay, but it has not operated
since 1981 due to litigation. It is not currently

l'i censed.

e) Munt Pelly

This 210 m high mountain is very significant by Coastal
Arctic standards, and constitutes an important natural
attraction. Access to the siteis by truck, 4x4, or
three-wheeler. The climb to the top features excellent
views over the lakes and tundra of Vvictoria Island:
Arctic flora and fauna are abundant.

Tour QOperators
Kitikmeot Arctic Tours offers tours throughout the Canbridge

Bay Destination Area, including fishing, hunting,
phot ogr aphy, and bird watching activities. Cuides are
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avai |l abl e. Business is sporadic due to fluctuations in
tourist flow  The conpany was able to adequately respond to
the influx of visitors during the recent visit of the Linblad
Expl orer in Canbridge Bay.

Ikaluktutiak Co-op Hotel Expeditions has organized tours in
t he destination area. As part of the co-op system it could
sell these tours in Yellowknife.

Sites of interest for tours include the mission church, the
nmet eorol ogi cal station, the DEW line, Munt Pelly, the
Japanese nonunent, Spring Canps, nmany excellent char fishing
spots along the coast, the wind generator, the NCPC waste
heat use system and the upper air station.

Recreation Facilities

The community hall is one of the smallest in the region
acconmodating only 200, and is in need of renovation. The

school gym and the arena are also available for recreation
use.

Events and Festivals

The major event in Cambridge Bay is the Umingmuk Frolics held
in May. Snowmobile races are held in the bay. Broomball and
a variety of Inuit games are held around the community.

Retail and Arts and Craft Services

Two outlets are available, the Bay and the Co-op store. The
Co-op, Northern Inmges, has the largest and nost diversified
arts and crafts collection in the Arctic Coast. It
specializes in northern prints, hangings, |arge soapstone
carvings, and a collection of traditional clothing.
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Native Skills

A number of businesses such as the Ikaluktutiak Co-op and
Kiti knmeot Arctic Tours, as well as guide training courses,

have enabled a few | ocal people to develop hospitality
skills. More training is necessary.

Various local contracting firnms enploy unskilled labour, but
there are no native journeynen.

TourismRel ated Organizations.

Similar to other communities, the Eskimo Co-op and the
Hunters and Trappers Association are involved in developing
certain aspects of tourism. There is a need, however, to
identify a group that would be responsible for all aspects of
the Cambridge Bay travel product. [If a Chamber of Commerce
develops, this may becone their responsibility. The Arctic
Coast Tourist Association presently assunes this
responsibility. As regional demands increase, the
Association will have to place nore enphasis on its (region
wi de) nandate, |eaving the pronotion of Canbridge Bay to a
| ocal organization.

Canbridge Bay is the centre of the Arctic Coast Touri st
Associ ation as well as the base for the Regional Tourism
Oficer. Consequently, tourism expertise is higher in this
community than in other |ocations. | f Canbridge Bay were to
becone an inportant staging area for the region, this travel
expertise would be advantageous.
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7.4 Gjoa Haven Destination Area
Accommodat i on/ Food Servi ces

Visitors to Goa Haven stay in the new and tastefully

furni shed six-room Amundsen Hotel. There is an attractive
dining area overlooking the bay, and neals are prepared by a
cook who was trained at the DEW Iline station

Attractions
The Community

In 1984, the Linblad Explorer visited what Amundsen
called “the finest little harbour in the world” as part
of the passengers’ interest in the Northwest Passage
Expedition and cultural lifestyle of the Inuit people.
Di scussions with passengers indicate that contact wth
native people was an inportant part of their cruise
experi ence. Soci ety Expeditions will be contacted to
assess their interest in returning. Carving, native
games, local fishing, and storytelling add life and

vitality tothe austere |andscape that surrounds the
hani et .

. Chantry Inlet

The inletisalarge indentation in the Arctic

coastline, just south of the Adel aide Peninsula. Unlike
the flat |andscape of the G oa Haven area, theinlet is
surrounded by rolling hills and rock outcropping.

The inlet’s extraordinary fishing resources gained

i nternational exposure recently (19€2) when the popul ar
sporting magazine, Field and Stream published an
article on Chantry Inlet Lodge. Witer Ken Schultz
called it, “the experience of a lifetine . . . in one of
t he hem sphere’s nost renote spots.”




Tour

. The Chantry Inlet Lodge

The lodge is located on the Back River, near Wirl pool
Falls. The site is about 175 km from G oa Haven and can
al so be reached from Baker Lake (325 kn). Anglers can
fish char and trout at the sane time. Trout reaching an
i ncredi ble 30-40 pounds (14-1€ kg) have been caught.
Fly-in fishing to Franklin Lake is also available. The
owners of the |odge have expressed an interest in
selling a portion of the facility to the residents of

G oa Haven. The advantages of such an arrangenent could
be nunerous since the facility has proven to be
financially viable during the two nonth fishing season

Qpportunity for |ocal enploynent seens possible, and

many G oa Haven residents have already gained experience
as gui des.

Qperators

Al though there is no official tour conpany, it is possible to
arrange either a water-based or |and-based tour through the

Tour
tell

ism Conmittee. As one committee nenber nentioned, *“just
us when you're coning and we'll be ready.” There is

capacity to serve a group of about 20.

Tou
con

rs with or without guides include: birdwatching, igloo
struction, skidoo and dog sled races, fishing at Chantry

Inlet or Richardson Point, seal hunting,and entertainment
such as drum dancing.

Because 4¢ muskox and 12 polar bear tags are available, big
game hunting is possible, especially with the high quality

and

Recr

The

availability of dog teans.

eation Facilities

community centre will soon be replaced by a spacious
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nodern facility that will accommodate |arge groups. The
school al so has neeting roons.

Events and Festivals

There is no recognized festival in Goa Haven, although Inuit
ganes are held in May and there is nmuch dog sledding activity
in April with the 20 dog teams in the community. This large
number of teams could be the focus for a future festival, as
well as tourism travel between Gjoa Haven and Spence Bay.

Retail and Arts and Craft Services

The Bay and a snall Co-op store provide retail services.

Crafts are available at the Kekertak Cooperative and Kakivak
Crafts in the hotel.

Native Skills

Lack of tourists to this community has nmade it difficult to
devel op specific hospitality skills. A number of residents
have gai ned val uabl e experience working as guides at the
Chantry Inlet Lodge and two guide training workshops have
been hel d. The area has al so proven to have one of the

hi ghest levels of enthusiasm for tourism The local Tourism
Associ ati on provides opportunities for tourism rel ated

di scussions and information transfer.

TourismRel ated Organizations

G oa Haven was the first community to establish a | ocal

touri sm associ ation. They have been active in identifying
devel oprment opportunities and arecapable of putting together
t he necessary nmanpower and equi pnent (boats and sleds) to
respond to tour requests.
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7.5 Spence Bay Destination Area
Accommodation/Food Services

The Paleajook Hotel |acks the quality of acconmmodation and
service found in other facilities in the region. There are
four rooms, lodging ten people, and neals are serviced in a
smal | area adjacent to the kitchen. The property requires
extensi ve upgrading of sanitary, lounge, and Kkitchen
facilities. The hotel is, however, essential to the tourism
industry as it is the only avail able acconmmodati on

Attractions

The Spence Bay Destination Area is one of the largest in the

regi on. It includes the entire southern part of the Boothia
Peni nsula, which is the northernnost tip of the North
Anerican continent. The 32,000 square km Boothia Peninsul a

is wmedividing line between the Eastern and Western Arctic,
and provides the nost visually dramatic |andscape outside of
Bat hurst Inlet. The |andscape of this zone is remarkably
diverse, ranging from the relatively flat topography around
Spence Bay to the very rugged uplands terrain of the Bellot
Strait. The northern part of the peninsula is an area for
marine mammals and a feeding site for seabirds because open
wat er pools remain throughout the wnter

Fort Ross is the secondary cultural attraction in the
destination area. Overland or water trips can be made to
Fort Ross from Spence Bay.

Spence Bay and area have a nunber of attractions, including:
conbi ned Netsilik and Cape Dorset culture
a small nuseum in the school
attractive Hudson’s Bay Conpany buil dings
old stone RC M ssion church
- Taloyoak Craft shop and sewi ng centre
excel lent opportunities for fishing, birdwatching,
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hi ki ng, and snowmobiling
contact with John Ross and Franklin Expedition route
- local caribou blinds and tent rings

whal e watching in the Bellot Strait and Creswell Ray.

Tour Operators

There are no local tour operators or experienced tour guides.
Neverthel ess, there are sone exciting tourism opportunities,
i ncl udi ng:

tracing the Franklin Expedition

tours to Ad Fort Ross, Thorn Bay, and old M ssion.

There are also anple opportunities for fishing on the |ocal
| akes such Nitsilik, Mddle, and Lady Melville, as well as
excellent char fishing in wWwillersted Inlet.

Recreation Facilities

There is a community hall and the school facilities are

available for demonstrationist entertainment, and char
dinners.

Events and Festivals

There are two mmjor social/cultural events:
- Christmas to New Years
Spring Carnival (1 week).

Christmas to New Years centres on all night indoor ganes,
drum danci ng, and feasts. The Spring Carnival is outdoors,
with fishing and sealing contests, food races, and igl oo

maki ng cont ests.

Retail and Arts and Craft Services

There is a Bay store. Arts and crafts can be purchased at
t he Paleajook Eski nb Cooperative outlet.
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Native Skills

Sone residents have been trained as guides, but there is a

need for nore intensive training. The Hunters and Trappers
Associ ation has shown interest in getting involved and young
peopl e could be used as guides within the conmunity.

TourismRel ated Organizations
A newy formed tourism committee includes |ocal residents, as

well as representatives from the Hunters and Trappers
Associ ati on.
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7.6 Pelly Bay Destination Area

Accommodation/Food Services

The pelly Bay Hotel is a nodern facility on an excellent site
overl ooking the bay and islands. It acconmodates 18 in 6

properly furnished roons. It is operated by the Koom ut
Co-op Associ ati on.

Attractions

a) RC Mssion Church

b)

The stone church, nmade from locally quarried stone, is
one of the finest cultural attractions in the region.
Its architectural form contrasts sharply with the
surroundi ng | andscape and the hones in the adjacent
conmmuni ty. The facility was built by Father Henry, an
oblate mssionary, and it is a historic feature in
itself. The church is presently used to store Inuit
artifacts made as part of a Cultural Inclusion course.
D scussions have already taken place to turn the
facility into a nuseum The mssionaries also built an

i npressive cross with discarded oil drums, that sits
overl ooking the community.

Pelly Bay and the Community

The bay holds attractive opportunities for nature,
culture, fishing, and hunting expeditions. Many seal s
can be seen and char fishing is excellent. As well,
there are nunerous historic or archaeological sites. The
new nursing station and hanmlet office are particularly

noti ceabl e because they contrast with the rest of the
ham et .
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Tour Operators

Due to Pelly Ray's high scenic value, tours in and around the
community can be very interesting. Wlks to the nearby
inukshuks, the surrounding hills, and even the debris and

scrapped airplane fuselage left by the US Air Force are of
i nterest.

Arctic Paradise Tours is the only outfitter in the area, and
low visitation |evels have nmade the operation difficult.

Tour opportunities are plentiful and include:
community and environs
Pelly Bay to Harrison Island
DEWIline site
archeol ogi cal sites around Pelly Bay shoreline
Big Flood site for tent rings and old stone caches
char fishing in Pelly Bay.

Pelly Bay has 15 polar bear tags, some of which could be used
for sport hunting.

Despite the high cost of getting to Pelly Bay from

Yel | owknife, it is now accessible from both the east and

west . First Alr has a scheduled flight, one day a week from
Hal | Beach, which connects to the southern routes of Eastern
Canada . NWT Air has also started a one day a week flight
that provides sane day travel to Montreal via Nordair. Calm
Air has applied for service.

Recreation Facilities

The new Hamet O fice and community hall is one of the finest
in the Arctic Coast. A new school is schedul ed for
construction in 1986.



Events and Festivals

A festival is held on Canada Day. It is highlighted by
harpoon throwi ng contests, traditional ganes, and a |arge
out door banquet .

Retail and Arts and Craft Services

Pelly Bay is fanous for wall hangings and mniature ivory
carvings, both of which are available at the well stocked
Kramanarquq Arts and Craft Shop. There is no Bay store --
all retail itens are available through the Koonuit Co-op
which satisifes the basic needs of the community.

Native Skills

Low visitation has not allowed |ocal residents to devel op
expertise in tourism There are, however, a few individuals

who are aware of its devel opment potential and are interested
to see it evolve. The Ham et Council is particularly
ent husi astic about tourism growt h.

TourismRel ated Organizations

There are no tourism related organizations.
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7.7 Bathurst Inlet/Bay Chimo Destination Area

Accommodat i on/ Food Servi ces

Bathurst Inlet Lodge is a well known naturalist facility that
has gained an international reputation over the past decade.
Using the buildings of a former Hudson’s Bay outpost, a
private operator has established facilities for 18 people
close to the Burnside River. The operation is well respected
for its hospitality and hone cooking. The only accomodation
in Bay Chimo is two bedroons in the store.

Attractions

a) Bathurst Inlet Landscape

The terrain around the Inlet consists of flat tundra,
rolling hills, and rugged uplands. The inlet itself is
bordered by steep sea cliffs and many islands, including
the dramatic Quadyuk Islands. Approximately 13,000 sq
km have been identified by Parks Canada as aarea of
national significance. There are also nunerous |akes in
t he surroundi ng | andscape.

b) wilberforce Falls

The falls are the highest in the world, north of the
Arctic Crcle. They are a short flight or a mmjor hike
from Bat hurst Inlet Lodge.

c) Bay Chimo

The community of Bay Chimo has adopted few of the
southern services of other Arctic communities;
consequently, itisstill a very authentic expression of
Inuit culture. The community’'s 90 residents have

maintained their traditional ways and are committed to
preserving their values.
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d) Fl oral/ Fauna

Bat hurst Inlet has frequently been described as a
naturalist’s paradise. Li chens, dwarf wllow, and many
flowers colour the tundra in spring, and virtually every
maj or Arctic mammal species roans the area in great
nunbers. The nost inpressive feature is the 102,000
strong Bat hurst Caribou herd.

Tour Qperators

The Bathurst Inlet Lodge offers its 100 guests (per year) a
variety of tours to attractions including:
- boating on the inlet
air excursions to Wilberforce Falls
naturalist guided hikes on the tundra
- trips to Bay Chimo
rafting and canoeing on Meara and Burnside R vers.

Recreation Facilities

There is no community hall in Bay Chine, but the school room
is used for neetings.

Events and Festivals

There are no official events. Regul ar denonstrati ons of
Inuit entertainnment are available at the Lodge.

Retail and Arts and Craft Services

Bay Chimo has a retail store and arts and crafts may be
purchased from | ocal craftspeople enabling buyers to

negotiate prices that can be as much as 50% cheaper than the
co-0p .
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Native Skills

Despite its isolation, nmany tourism related skills have been
devel oped due to the presence of the Bathurst Inlet Lodge.

Touri sm Rel ated Organizations

There is no tourismrelated organization.
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TABLE 7.1:  TOURI SM RESOURCE INVENTORY

Component Name !

Holman Destination Area

Accommodation Arctic char Inn ($8@/day)

Attraction Historic Museum
Co-op Print Shop
Co-op Craft Shop
Sport Hunts
Kingalick Jamboree

Servi ces Kingalick Tours

The Bay

Holman Eskimo Co-Op
Community Schoo
Community Centre

Facilities

8 rooms, 20 guests,
dining area

boats, 3-wheelers,
rentals

Coppermine Destination Area

Accommodation Coppermine | NN ($88/day)

Attractions Coppermine River
River/Coastal Tours
Tree River
Co-op Craft Shop
Natik Frolics
Christmas Games
Easter Ganes

Servi ces The Bay

Eskimo  Co-operative
Recreation Centre & Arena

Rating

o 000

e 00
e 00
e 0JODODO
e 00

0 rooms, 4@ guests,
A-frames, dining room

boa ts
(no rentals)

LE 22 2]

Cambridge Bay Destination Area

Accommodation Ikxaluktutiak Hotel
(s80/day)

Hi gh Arctic Lodge

Attractions RC M ssion Church
Mount Pelly
DEW Theme Site
Met eor ol ogi cal Station
Fuel Farm
Japanese Monunent
Umingmuck Frolics

Servi ces The Bay

Ikaluktiak Co-op

Community Hal

Thunderbird AC

Centennial Library

Communi ty School &
Pl aygr ound

Community Centre

I nformation Arctic Coast Tourist
Associ ation

20 rooms, 40 guests,

dining room, meeting room

2 guests
future museum

nopublic access

continued
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TASLE 7.1: TOURI SM RESOURCE | NVENTORY continued

Component Name Facilities Rating
Gjoa Haven Destination Area
Accommodation Amundson Hotel ($80/day) 6 rooms, 12 guests neo
Chantry Inlet Lodge 12 guests hatan
Attraction Back River Fishing s ooon
Dog Teans (no rentals) o
Servi ces The Bay
Kohertak Co-op
Community Hal |l (under
construction )
Community School &
Pl ayground
Spence Bay Destination Area
Accommodation Paleajook Hotel ($80/day) 4 rooms, 10 guests
Attraction ad Fort Ross (no rentals’ oo
Boothia Peninsul a oo
Stone Church .
Taloyocak Craft ooo
Servi ces The Bay
Paleajook Co-op
Community School &
Pl ayground
Pelly Bay Destination Area
Accommodat i on Pelly Bay Hotel ($88/day) 6 rooms, 18 guests S
Attractions RC M ssion Church 'Ii**
Ivory Carvings ek
Wl | “Hangi ngs .
Traditional Lifestyle bl

Nursing Station
Ham et Ofice

Servi ces Koomuit Co=-op
Kramanarquqg Crafts
Arctic Paradise Tours
community School &
Pl ayground

boat rentals

Sathurst | nl et/ Bay Chimo Destination Area

Accommodat i on Bat hurst Inlet Lodge
(s12¢/day)
Attractions Wilberforce Falls

Fl or a/ Fauna

Inuit Lifestyle
Burnsi de River

Bay crimo Community

Servi ces Retail Store
Comunity School

* Accept abl e
. Good

. lity
.*** QJa

od Ouality
trend Eiogﬂ anl}ty

Note: These are comparative ratings and only apply w thin

based on the judgement of theconsul t ant

such factors as general anbiance, distinctiveness,

20 guests

*k k%

.****
.****
.****
.**
.***

the Region. They are

and take into consideration

qual ity offood,

cleanliness. and the facility's design relative to its setting.
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8.0 POTENTIAL ACTIVITIES AND COPPORTUN TIES

8.

1

Tourists are drawn to a region for nore than just scenic
beauty and natural and cultural attractions. They also want
to participate inactivities and have certain types of
experiences. In fact, it is the unique and exciting
experiences that are most frequently remembered by
travelers.

A well balanced northern tourism devel opnent would conbine a
conprehensi ve, integrated selection of
- land-based activities,
wat er - based activities,
i ce-based activities, and
communi ty-based activities.

Because the Arctic Coast Region is coastal and laced wth
nunerous rivers, there is anple opportunity for a bal anced
activity system Al so, because nmuch of the area (land and
water) lies in a frozen silence for nost of the year, there

are many opportunities for novenent by snownobile and dog
sl ed.

Mar ket opportunities related to the various activities in

each destination area are presented at the end of this
chapter in Exhibit 8.1.

Land- Based Activities

Si ght seei ng

This is usually the nobst popular activity in natural areas
such as the Canadian Arctic. Al t hough the image of the
Arctic, for many southerners, is of a frozen, flat wastel and
devoid of visual appeal, the spring, sunmer, and fall are
quite the opposite. The tundra is a dynam c, colourful
ecosystem supporting hundreds of bird species, mamals, and
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such abnormal creatures as the prehistoric |ooking muskox.
The | andscape forns are equally dramatic with Bathurst Inlet
in the mddle of the region and Holman and Pelly Bay at
either end being the nost visually exciting.

Hi king, all-terrain vehicle, and fixed wing aircraft are the
nost popul ar ways of seeing the Arctic. Although there are
very few designated trails, hiking on the rock can be
relatively easy in many areas.

Hiking, Backpacking, and Camping

These are unquestionably the best ways to experience the
Arctic environnment, and there is no |imt to the length or
chal l enge of possibilities. H king is particularly
interesting outside the conmunities of Holman, Coppermine,
and Pelly Bay. Backpacki ng and canping can be done in the
Bat hurst Inlet Destination Area, the Boothia Peninsula, and
around Mnto Inlet.

Hunting and Trapping

Hunting for nuskox and polar bear is controlled by the nunber
of tags available in each comunity. For instance, Holman
has 10 tags and shares 20 with Sachs Harbour every two years;
Pelly Bay has 15 polar bear tags that are wused entirely by

| ocal s. There is a trend to use the tags nore frequently for
sport hunting because of the greater anount of noney left in
the comunity. More tags will soon be available for muskox
because of the increasing popul ation

Trapping with an Inuit is a popular activity with sone of the
governnent people who visit the comunities.

Archeol ogi cal Investigation

The coastline has a wealth of archeol ogical and historic
sites that nake interesting visits for history and Inuit
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cul ture enthusiasts. Until a recent fire, the French
government carried out archeol ogical digs close to Holman.
The Creswell Bay Area has a wealth of cultural heritage
sites. King Wlliam Island also has many sites relating to
the Franklin Expedition

Typical features of archeological interest are Thule houses
and villages, tent rings, stone caches, fish traps, and
cari bou blinds.

Nature Tours

Qpportunities for Arctic nature interpretation are abundant.
Bat hurst Lodge has capitalized on the outstanding resources
of the Bathurst Inlet Destination Area. In fact, all
destination areas have a w de spectrum of flora and fauna.
Wth training, each conmmunity could have |ocal residents
conducting guided nature tours. Hi ghlights of the tours
could include opportunities to observe Arctic mammal s

(cari bou, muskox, Arctic fox), birds, and flora. Rockhounds
could also find a variety of rocks containing sanples of
mnerals . Tours could take place in locally owned boats
which would require insurance and |icensing.

Phot ogr aphy
The uni que appeal of the Arctic |andscape, its vegetation and
wildlife, mdnight sun, and cultural activities all provide a
great variety of photographic opportunities for professionals
and amateurs.

8.2 Water-Based Activities

Canoei ng

Canoeing on an Arctic river is a challenging experience. The
rivers are usually swi ft running, wnding, and pass through a
variety of |andscapes. For rugged adventurers seeking a
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pristine environnment or the chance to follow the paths of
explorers, Canada’s Arctic river systens offer an
exhil arati ng experience.

Rivers providing this experience include:
- Coppermine
- Hood
- Richardson
- Burnside
- Back
- Tree.

Rafti ng

Rafting in Canada is becomng a popular activity on rivers
that were once exclusively used by canoes. Rafts provide a
relatively relaxed, group activity which is popular wth
several age groups. According to interviews, the Coppermine
Ri ver now has al nost as many people descending in rafts as in
canoes. This trend is expected to increase and spread to

ot her rivers.

Coastal Boating

Each community has a variety of boats that can be used for
traveling the bays, inlets, and rivers adjacent to the
comunity. Coastal boating may include overnight trips to

archeol ogi cal sites, canping, and seal hunting.

Private boats can be rented for small groups. Larger boats
will eventually be required for package tours.

Boats lack both insurance and fire protection. This issué
must be resolved before tours can be promoted.

Fi shi ng

There are unlimted fishing opportunities close to each
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community. Even the best spots are rarely nore than a few
hours away by boat. The Arctic has sone of the finest trout
fishing rivers in the country. The Burnside, Back, and Tree
Rivers, for example, constantly yield 20 pounders.

As the market study suggests, fishing is one of the nost
popul ar activities in the Northwest Territories. It is an
activity that should be pronoted in each comunity.

Kayaking

Kayaki ng, particularly in protected coastal waters around
Copperm ne, Bathurst Inlet, and Pelly Bay, can be an exciting
way to visit certain sites as an individual or small guided
group. Package tours of 4-5 days, for instance, along the
150 km coastline of Pelly Bay not only introduce travelers
to various archeological sites, but respect the integrity of
former Inuit travel nodes.

8.3 lce-Based Activities

For certain target markets and the steady flow of governnent
and business travelers through the region during the wnter,
there are a variety of ice-based activities. These
activities nmust be pronoted to extend the tourist season with
particul ar enphasis on the nonths of April and My when the
waters are still frozen and the tenperatures can be
relatively mld and enjoyable for travel.

Spring Skiing

Al t hough cross-country skiing in md-winter nmay be difficult
to pronote because of cold tenperatures and hard snow, it can
be an agreeable activity in the early spring nonths. This is
a definite community-based activity since nmany of the
features of each destination area are within a day’'s ski from
the hanlet. For instance, one could ski from Coppermne to
Bl oody Falls or to Munt Pelly from Canbridge Bay and back in
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a day. As well, it is possible to overnight to such sites as
Minto Inlet or to various historic sites along the shore of
King WIliam Island.

Snowmobiling

The snowmachine is the nost appropriate ground transportation
in the Arctic and each ham et has many avail abl e nachi nes.
Again, the spring nonths are best and the opportunities for
smal | group package tours are extensive. A few typica
snowrobi |l e tours include:

5 day tour Spence Bay to O d Fort Ross

2 day tour Pelly Bay to Harrison Island

7 day tour from G oa Haven around King WIliam Island
2 day tour Copperm ne to Bernard Harbour

4 day tour G oa Haven to Spence Bay return

Snownobi | es, when equi pped with Komatik, are an inportant
i nk between many communiti es.

Dog Sl eddi ng

This activity offers many of the same experiences as
snowmobiling. The distance travelled, however, is not as
great. Nevertheless, it is an exciting way to visit such
sites as Minto Inlet, Bloody Falls, the east coast of the
Boothia Peninsula, and traveling between G oa Haven and
Spence Bay. It is especially interesting when conbined wth
seal hunting and igloo construction.

Igloo Construction and Wnter Surviva

The Inuit's ability to endure and evolve a sophisticated
culture in one of the harshest clinmates on the planet is a
central theme to the interpretation of this indigenous
peoples’ cultural heritage. Travelers can gain insight into
the complex and ingeneous survival skills and shelter
construction practices by visiting the region. Day and
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overnight trips by individuals or small groups can introduce
the participants to hunting, fishing, trapping, travelling,

cooking, and igloo construction as practiced for the past
5, 000 years.

8.4 Community-Based Activities

The Northwest Territories government has stated they support
community-based tourism The current study focusses on a
conmuni ty- based approach. Activities such as canoeing,

hi ki ng, and snowmobiling only use the comunity as a staging
area and al though they have an inportant econom c inmpact on
the community (equiprment rental, hiring guides, purchasing
supplies, and short-term accommodation), they may not be as
cost-effective as activities that keep travelers,
particualrly those on business, in the community for a |onger
period of time. A conprehensive strategy requires a bal ance
bet ween comunity-based tourism and community-centred
tourism The following activities, conbined with the
previous inventory of land, water, and ice-based activities?
provi de a conprehensive m X.

Traditional Entertai nment

Inuit entertainment is gaining wder recognition south of

600.  Music, singing, and dancing, as they are still

practiced in the community, provide excellent opportunities
for evening entertainnent, festivals, frolics, or staged
attractions. Nati ve ganes, drum dancing, throat singing, and
storytelling can fill tourists’ evenings instead of

tel evision and nake guests feel a part of the comunity.

Traditional Eating

The Arctic is a storehouse of neat, fish, fow, and berries,
nost of which are palatable to southern tastes. Even foods
that are not agreeable provide excellent opportunity for

interpretation of the diet that has played an inportant part
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in the Inuit adaptation to the Arctic. CQuring and drying
techni ques are al so inpressive. Preparation of traditional
neals both in the hotels and on tours can be an inportant
part of the Arctic experience.

Native Arts and Craft Production

Visitors to the Arctic Coast are fortunate to have a first
hand opportunity to observe various types of craft

production. Although artists in sone hamets such as Holman
and Spence Bay are nore organized than others, there are
carvers and artists in each comunity and they can frequently
be observed working outside their hones.

If short workshops were available, tourists could have the
opportunity to take part in the production of craft itens
such as prints and carvings.

Shoppi ng

The ability to purchase crafts where they are produced --
and, ideally, fromthe artist -- is an exciting and inportant
part of a travel experience. Although prices in the co-ops
are not significantly lower than in southern retail outlets,
the desire of governnent and pleasure travelers to purchase
is high, and a tour to the craft shop is part of each
community visit.

If prices were known to be nore conpetitive, nore people
m ght consider a trip to the Arctic Coast.

Historic Interpretation

Because many conmunities have been in the sane |ocation for
many years, they have an inventory of features that can be
used for historic interpretation. For exanpl e

Pelly Bay - RC Church

Canbridge Pay - RC Church, "Maud"
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in the Inuit adaptation to the Arctic. Curing and drying
techniques are also impressive. Preparation of traditional
meals both in the hotels and on tours can be an inportant
part of the Arctic experience.

Native Arts and Craft Production

Visitors to the Arctic Coast are fortunate to have a first
hand opportunity to observe various types of craft

production. Although artists in some hanlets such as Holman
and Spence Bay are nore organized than others, there are
carvers and artists in each community and they can frequently
be observed working outside their hones.

If short workshops were available, tourists could have the
opportunity to take part in the production of craft itens
such as prints and carvings.

Shoppi ng

The ability to purchase crafts where they are produced --
and, ideally, from the arti st -- is an exciting and inportant
part of a travel experience. Al though prices in the co-ops
are not significantly lower than in southern retail outlets,
the desire of government and pleasure travelers to purchase

is high, and a tour to the craft shop is part of each
community visit.

ifprices were known to be nore conpetitive, nore people
might consider a trip to the Arctic Coast.

Historic Interpretation

Because many communities have been in the same location for
many years, they have an inventory of features that can be
used for historic interpretation. For example,

Pelly Bay - RC Church

Cambridge ray - RC Church, "Maugd"
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G oa Haven - Hudson’s Bay Conpany plaque
Spence Bay - Parks Canada pl aque

The comunities are also potentially inportant historic
interpretation centres for activities that took place in the
surrounding area. G oa Haven, for instance, is an
appropriate place to interpret the Franklin Expedition and

Coppermne is important in the history of the Hudson’s Bay
Conpany.

Nort hern Technol ogy

Each community has the resources to present contenporary
northern technology such as electricity generation, housing
construction, and water and sewage. Canbridge Bay offers the
nost opportunity for this activity.
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9.0 THE MARKET FOR ARCTIC COAST TOURISM

The purpose of this chapter is to describe the nmarket
available to the Arctic Coast tourism sector and the

mar keting strategies that should be pursued as part of the

i npl enentation plan. Overall tourism trends are discussed,
along with their inplications for the Arctic Coast. Northern
destinations conpetitive with the Arctic Coast, current and
projected tourism activity in the Arctic Coast, and marketing
strategies for the region are also discussed. Qur assessnent
is based on a review of previous docunents, including those
conpl eted by nenbers of the Study Team plus personal and

t el ephone interviews with governnent officials, tour package
whol esalers and retailers (including the air |ines)
ot her people involved in the travel industry.

, and

9.1 Travel Industry - Characteristics and Trends

Many of the same trends that influence the travel industry in
the rest of Canada and world-wide also affect tourism
development in the Arctic Coast region. This section
highlights the major trends, and offers the Study Team’s
views Of their implications for tourism planning and
development in the region. Data sources used in the analysis
were relevant travel research and personal and telephone
interviews . Discussion of our findings is presented on the
following pages,divided between these two sources. The

regional implications of each travel industry characteristic
are also discussed.

The people interviewed generally confirmed the broader trends
described in travel research. Interviews often added a
northern perspective to the broad trends and details on
recent travel industry devel opnents. Mre information about

results fromthe interviews is provided in Appendix A of this
docunent .
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Industry Trend/Characteristics
|. From Travel Research
a. Demographic/Economic
Compared with the average resident, the

typical traveller from NWI°s and
Canada”s mjor tourism markets has a

hi gher income and educational |evel,
and is often in a professional,
technical, or managerial occupation.

The typical famly traveling to the
Territories has a famly incone of
nore than $40,000 (Can).

The baby boom generation has matured and
moved into the key famly formation
years. The 25-44 age group wll be

the dom nant age group in North

Anerica over the next ten to twenty
years. These are the peak earning

years -- especially 35-44. This age
group has traditionally been viewed

as the population segment with the

hi ghest propensity to travel.

Al'though famly groups wll continue
to be inportant to the travel industry,
|ater marriages, fewer children, single
parent househol ds, and other societal
trends are taking on added inportance.
Two income famlies, single people,
and early retirees represent inportant
new markets to the travel industry.

The ol der adult market (people 55+) in
particul ar is becoming important.

The trend toward early retirement is
accelerating. Many retirees travel,
often in the offseason, which helps to
mitigate the seasonality problems of
many tourist destinations.

Expo "86 in Vancouver will result in
a large inflow of tourists Into
Western Canada in 1986. The GNW
recogni zes the significant opportu-
nities offered by Expo ‘86 as
evidenced by the decision to construct
and operate a major pavillion.

Conpetition anong travel package
retailers and wholesalers is

Implications for Arctic Coast

Al'though an Arctic Coast vacation wll be
expensive, the cost will not be viewed as
prohibitive or as a deterrent for some
travelers, as long as attractive travel
products are avail able.

The Arctic Coast nust
products that appeal
age group, which has a relatively strong
interest in cultural/educational

experi ences.

devel op tourism
to the dom nant

This trend is favorable to the Arctic
Coast. The cost of an Arctic Coast
vacation is nore manageable for a party
of one or two than for a large famly.
Early retirees and “enpty nesters” coul d
be enphasized in off-season (April to
June) market pronotion.

Expo ‘86 offers a unique opportunity to
expose the Arctic Coast to a |arge narket.
Marketing plans nust be devel oped well
before 1986, and attractive tourism
products nust be available from 1986 on.

The marketing plan for the Arctic Coast

coul d invol ve selecting a few wholesalers/ S

intensifying. Travel experts expect retailers in Canada”s major centers to /
that travel agents will play a nore become specialists in marketing the lre o
active role in total travel planning region®s tourism products. —

fabas
.+« cCoONtinued
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Industry Trend/ Characteristics

and that expanded profits wll arise
t hrough increased specialization,
segmenting markets, and expanding
the range of services offered to
clients. \Wolesalers will also
becone nore specialized.

Pressure on Canada”’s bal ance of payments
I's expected to continue for the fore-
seeable future, and the value of the
Canadian dollar will remain |ow conpared
to the USA dollar. At the same tine,
the Canadi an dol | ar has increased
sharply in value conpared to the
Japanese yen and many European

currenci es.

In the years ahead, tourismwll have

a high profile as one of Canada’s

maj or industries, and will be the

target of major government prograns

to bolster the econony, create jobs,

and reduce the balance of paynents
deficit. (Continuing high unemployment
and the labour intensive nature of
tourism will enhance tourism®s role in
the economic development strategies

of government.) Virtually all provinces,
the two Territories, many major cities,
and many sub-provincial regions will be
formulating and implementing tourism
development plans in the coming years.
Many plans will be directing their
marketing efforts to the same geographic
and activity markets, and to expanding
tourism during the shoulder and
off-season.

Deregulation of the Canadian airline
industry will be phased in over the
next few years.

I nplications for Arctic Coast

Canadi an vacations coul d remain conpetitive
wi th American vacations, but Canadian
operators will need to hold the line on
prices and provide good value for noney.
Different currency values suggest Arctic
Coast narketing shoul d enphasi ze Canadi an
and USA marKkets.

Financial incentives, technical assistance,
and marketing assistance from the federal
and territorial governments should be
available to Arctic Coast operators for
many years into the future. The Arctie
Coast should utilize this assistance to the
greatest extent possible. At the sane
time, conpetition from other Canadian
destinations will be grow ng, pointing

out the need for the Arctic Coast to
specialize in products and markets.

Deregulation will not take place in the
north. If the Anmerican experience is any
guide, deregulation in southern Canada wl|
mean nore conpetition, |ower fares, and
perhaps nore flights. It mght be cheaper
for Ontario and Quebec residents to travel
t0 Winnipeg or Edmonton, resulting in a

| ower total cost for vacation trips to
the Arctic Coast.

h. Psychographics (i.e., Attitudes of Travelers)

Wth the increase in education |evels
and the grow ng concern for the quality
of life, many travelers are |ooking for

Opportunities for cultural and educational
activities and to increase awareness of
native culture and lifestyles should be

..0 continued
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Industry Trend/Characteristics Implications for Arctic Coast
nore meaningful and sophisticated hi ghlighted in devel opi ng and pronoting
vacation experiences, which include touri sm products.

cultural and educational activities
and opportunities to becone famliar
with the lifestyles of other people.

- —_— B et

/ Given the feelings of alienation and The community based approach is designed Q
/ depersonal i zation brought about by satisfy these demands. Travel products
| modern technol ogy, people have res- shoul d provide opportunities for visitors to

ponded by giving greater weight to participate in northern community life. ;
human val ues, and demanding highly ;o .
personal i zed services and Cf)()o(‘/ PJ i y\{ f / / o

i nstinctive products.

Envi ronment al awar eness 1is increasing, These are potential selling points for an
and concern for possible environnental Arctic Coast vacation. However, some of
degradation and over-crowding of the region®s communities my need to be
facilities is growing. Interest is cleared of litter, and facilities may
growing in non-consunptive wlderness need to be upgraded and expanded through
experiences, and in travel destinations tine.

that are off the beaten track. However,
even when they are off the beaten
track, many travelers expect accom
nodation and other services to be
roughly on a par with those in a

nore urban setting.

Energy prices and fuel shortages are These trends argue for the devel opnent of
expected to continue to influence packaged tours for the Arctic Coast, the
people’s travel plans. The magnitude pronotion of the Arctic Coast - or one of
and the long-term effects of these its communities - as a single destination,
factors, however, are difficult to and greater marketing focus on Canadian
predict. One view is that people will and border U S. markets.

continue to travel--many people regard 1 oot paF

their annual vacation as a right—but N VAL ’,/1

they will travel shorter distances and ‘ I PR

wi |l favour single destination trips N /

and packaged tours over touring
vacations using autonobiles. Ar,
bus, boat, train and fly/drive travel
will increase in popularity over the
autonobi le.  Rubber tire trips wll
still be made, but higher gas prices
and smaller cars will likely shorten
their duration. For Canada, these
devel opnents could mean reduced
visitations fromthe United States -
with the border states accounting for
a rising proportion of USA travel

to Canada—but this could be offset
by increasing travel within Canada by
Canadi ans.

..+ CoONtinued
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I ndustry Trend/Characteri stics

The experience of the early 1980s has
convinced sonme travel experts that
people®s desire to take a holiday is
recessi on proof. Econom ¢ downturns,
however result in nore national and

| ess international travel. The econonic
recovery in the United States has neant
nmore travel overseas but not to Canada.

Travel by recreational vehicle has
continued to increase through the
recession years. An RV represents a
maj or capital investnment, but it
reduces ongoing travel costs. The
current expectation is that RV use will
continue to rise, especially as nore
fuel efficient engines are devel oped.

As a result of the slowdown in growth
in discretionary income and the devel op-
ment of nore travel destinations, the
travel industry is becomng increasingly
conmpetitive and travelers are becon ng
nmore demanding. Future travelers wll
require conplete and accurate inform-
tion on the itinerary and costs for
trips, will pe Tess tol erant of poor
service and facilities, and will not
want any surprises. This helps to
explain the growing popularity of pre-
pl anned tour packages over random
touring by car. When a traveller i S
using a package, he/she wll expect

all aspects of the package to be
honoured and will not tolerate

unpl anned major expenditures. The
greater the tine and expense to a
destination, the nore demanding

a traveller can be expected to be.

c. Geographic

Most of Canada”s major tourism markets
will display |ower growth in population
and per capita income over the next
twenty years than they did in the
post-war decades. For nost markets,
the annual average growth in popul ation
will be between % and 2% and gross
national product (in constant values)
wi |l increase by between 2% and 4% per
annum  Because of the reduced growth
in discretionary income, international

.o continued

Inplications for Arctic Coast

The enphasis placed on marketing efforts in
different geographic areas should be
sensitive to changes in the ecomomic cycle.
Marketing efforts in the USA should take
account of the growing indifference of
Anericans to Canadian travel destinations.

Tourists traveling by RV uptheMacknezie
and Dempster Highways could represent
important markets for the travel products
of the Arctic Coast, especially for one to
three day packages to see the “real” Arctic.
Packages nust be attractive, price conpe-
titive, and well pronoted, however, to
encourage visitors to leave their vehicles
for a few days.

Arctic Coast travel
nust be conpetitive.
vacation will

products and services
An Arctic Coast

be expensive, and tourists
will expect value for money. Local people
nust be trained in: the devel opnent,
pronotion, and delivery of tour packages;
how to cater to the needs and whins of
tourists; operation of food, beverage, and
accommdation facilities; preparation of
high quality meals (especially northern
foods) .

Conpetition for travel dollars will be
strong and travelers will be price-
sensitive and val ue conscious. The
Arctic Coast nust provide a unique
vacation experience which is strongly
differentiated from alternative des-
tinations and which offers good val ue
for money.
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I ndustry Trend/ Characteristics

and donmestic travel is expected to

grow by 3-6% per year through the 1980s,
conpared to the double digit growth of
the 1960s and early 1970s.

Travel from overseas (e.g., Japan and
Western Germany) is expected to
Increase nore than travel from the
United States. Overseas visitors tend
to stay longer and spend nore noney
than other travel groups. Toronto
Montreal, and Vancouver are the major
entry points for international
travelers to Canada. Residents of
British Colunbia and Al berta display
a greater propensity to travel than
residents of other Canadian provinces.

Various sources suggest that, with the
exception of Quebec residents, residents
of Canada are displaying a grow ng
interest in traveling to other parts
of Canada, including the Northwest
Territories. (The strong American
dollar is one reason for this.) As

di scussed in a Maclean®s article in

the sumer of 1983,interest in a
northern vacation appears to have
increased in recent years (as

concluded by the witer of the article).

In nost parts of Canada and ot her
countries, visiting relatives and
friends is a major reason for travel
Because of the NWI°s small popul ation,
this travel market is probably |ess
rel evant to NWT and Arctic Coast
tourism

In Canada, the United States and many
overseas markets, specialty trave
markets are expanding at a nore sus-
tained pace than the traditiona

travel markets. River rafting,

phot ography tours, and wilderness/
adventure travel are all growing in
popul arity.

||. From Interviews
a. Markets and Promotion

Typical visitors to the Yukon and
Al aska have a university education,

Inplications for Arctic Coast

This trend appears to argue for strong
overseas pronotion. However, this nust

be weighed against the high cost of
international marketing. An alternative
approach would be to focus international
pronotion on the major entry points
Alberta and BC are already major markets
for NUT tourism and should be given
important weight in Arctic Coast marketing

Arctic Coast pronotion should neet with a
receptive market. The region, however, is
only one of many northern destinations being
pronoted to Canadian tourists. The Arctic
Coast product nust be conpetitive and have
special appeal .

The “visiting friends and relatives” market
will likely play a subsidiary role in the
Arctic Coast tourism industry.

The Arctic Coast can provide travel products
that will appeal to specialty markets, but
the products nust be attractively packaged,
wel | promoted, and conpetitively priced.

The typical visitor to the Arctic Coast
will likely have the same characteristics

.=s continued
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I ndustry Trend/ Characteristics

are between 25 and 50 years of age,
and have a household incone of nore
than $30,000 per year. Average

i ncome is probably higher when the
rubber tire segnent of the market
Is removed fromthe total

Qther northern jurisdictions (e.g.,
Al aska, Yukon) have approached the
European narket, but the European
vol une represents a very snall
portion of total visitors. The
Vest CGerman market seens to offer
the nost potential. Europeans are
typically attracted by the outdoor
and w | derness appeal of the north.

Where accommdation facilities are

limted, large-scale promotion is
not practical. Mrketing shoul d
focus ontravel groups of less than
20 peopl e

b. Package Tours

Package tours play a role in northern
tourism and could take on added
importance in the future. If tour
group menbers are satisfied by the
experience, repeat visits occur.

Al'though some tour operators offer
northern packages that start in a
specific town, nost whol esalers believe
all-inclusive, escorted tours that
start and end at a nmjor airport are
the easiest to sell. This type of
package also allows the operator to
control the quality of the visitor’s
experience. Trips vary from a 24-hour
circler (above the Arctic Grcle) to
a two-week major wlderness trek

For European travelers, a 10 to 14
day range is best. A longer period
creates problens maintaining a high

l evel of interest. A shorter period
creates problens selling an expensive
hol i day.

Inplications for Arctic Coast

It should be recognized that virtually
all northern destinations are conpeting
for the sane soci oeconom ¢ groups.

European narketing should be done

sel ectively because of the high cost and
possi bl e | ow payoff. Maxi mum use shoul d
be made of "piggy-backing” on the
marketing prograns of governnent and maj or
tour operators and travel agents

Accommodation will be in short supply in
the Arctic Coast well into the future.
Market promotion should focus on snall
travel groups.

Package tours will likely play a major
role in Arctic Coast tourism devel opnent.
A successful tour requires a lot of effort
fromthe community, as well as outsiders.
Poor performance by |ocal operators neans
that whol esalers will not sell the

package in the future

This type of tour package could play a major
role in Arctic Coast tourism especially
for European and perhaps Anerican
travel ers. The cost, however, will
especially when the expense of an escort
Is added to the cost of a 10-20 menber tour
group. Arctic Coast residents could be
trained to take on this responsibility
after the airplane arrives in the region.

1_" L),“ YJV;‘}‘,\ ('(_ﬁ\g“t .'Q..,JIAL',I $iolf
RSN ) h o /.<532v CAY LI e sh)pf)\e\fr\
[
. . /.
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Party size for northern tours is
generally 5-14 . Ten is a common and
apparently profitable number. Problens
wi th accommodation and transportation
occur with groups larger than 20

Food is an inmportant elenent of these
tours. \Wen the tour involves canping
the accommodation may be cranped, but

good food and service can provide an

i nportant sense of quality.

Most tour operators concentrate their
pronotional efforts on: specialized
magazi nes, specialized agents, inviting
travel witers working for major
magazines to visit regions of interest,
attending major marketing (trade) shows,
and four-colour brochures.

An internediary is needed between the
southern Canadian whol esal ers, who
know how to promote a product and
understand the market place, and the
local outfitter or expediter who wll
be the primary contact during the
tourist®s visit but often has a limted
under st andi ng of the tourist®s needs
and the narket place.

c. Northern Travel Products

Hunting and sport fishing products and
markets in the north are well established
and quite lucrative. They are, however
consunptive and are generally conducted
away from local communities. This 1s
not consistent with a conmunity based
tourism approach. Sonme operators are
giving attention to wlderness
experience and cultural awareness tours
that are non-consunptive and can involve
activities that take place within a
comuni ty.

O her activity products/ markets have
not been actively pronoted except for
the one day (24 hour) curiosity tour
which largely appeals to retirees over
55.

Implications for Arctic Coast

This situation is consistent with the Arctic
Coast”s capabilities, since the region’s
accormmpdation facilities cannot accommmodate
a tour group of nore than 20.

Good preparation of northern food could
provide this sense of quality in the Arctic
Coast, but training is required to inprove
standards of preparation and service

Di scussions with tour operators are needed
to ensure that the Arctic Coast”s products
play a role in these pronotional efforts

These skills are virtually non-existent
in the Arctic Coast. Devel opment of this
expertise should play an inportant role
in training initiatives. ,

W o> Thv()v et

7

.

C/

The wi | derness experience and cultura
awareness will likely play inportant

roles in Aretic Coast product devel opnent.
These products have already gained some
acceptance in the market place, but pro-
motion will be needed to differentiate

the Arctic Coast products from the products
of conpetitors.

Short-term stay, curiosity tours could
offer potential for the Arctic Coast, but
addi tional products are needed to extend
the stay to a mnimum of two nights.

QO herwise, the comunity benefits are

negligible.
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Industry Trend/ Characteristics

Wldlife and scenery are inportant
conmponents of the northern trave
product. Several operators believe
the real attraction is the nystique,
renoteness, and inage of a virgin,
unexpl ored (and undevel oped) |and.
The history of expeditions and the
desire to recreate these experiences
adds to the appeal. These products
appeal to very different markets than
hunting and fishing, and require a
different and separate approach

d. Transpiration

Because of the high cost of air trans-

portation, travel to the north is beyond
the neans of nost lower to mddle incone
groups. High air fares to and within

the MWT are perceived as a significant
constraint to tourism devel opment in the
Territories.

Inplication for Arctic Coast

The Arctic Coast offers these products in
abundance, but the products must be
effectively packaged and pronoted to
special interest groups.

Deregul ation could lower fares to

northern entry points (Ednmonton and
Wnnipeg). Mjor carriers to the north
shoul d be approached as well to consider
mechanisns for lowering fares for specia
group travel to the Arctic Coast. As

maj or beneficiaries, the airlines should be
heavily involved in tourism plan devel opment
and inplenentation for the Arctic Coast.
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Many of the travel industry trends described in this section
are favorable to the devel opnent of the Arctic Coast trave

i ndustry. Favorabl e trends i nclude: the grow ng inportance
of a wilderness vacation which enconpasses a significant
educational /cul tural conponent: the popularity of
destinations off the beaten track, uncrowded, and
environnmental |y untouched; the increasing enphasis on
pre-planned tour packages; and the preference for air trave
over ot her nodes. Less encouragi ng trends incl ude:

Growi ng conpetition. The Arctic Coast is one of many
destinations that can offer a w | derness

experience. The Arctic Coast tourism product mnust be
packaged and pronoted in a manner that nakes it
distinct from the products of other destinations.

Enphasis on high quality facilities and services. For
the nost part, the Arctic Coast’'s facilities are

bel ow the standard to which nost tourist are accustoned
and its workforce has very little experience with
tourism and tourists.

Need for conplete, accurate, up-to-date infornation on
travel destinations. The Arctic Coast’s distance from
maj or markets makes it difficult to transmt
information, control its distribution, and ensure its
accuracy.

Enphasis on increasing visitation during shoul der and
of f-season nonths. A winter trip (October to March) to
the Arctic Coast would not be viewed as an attractive
experience by the typical traveller.

9.2 Competing Destinations
All northern destinations in North Amrerica are conpetitors to

some degree with the Arctic Coast. Mny are nmarketing trave
products that appear to be simlar to those the Arctic Coast
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could offer. The followng summary of travel products and
strategies from conpeting destinations is based on personal
and tel ephone interviews.

Al aska. According to respondents, the underlying reason
tourists cone to Alaska is to get away from the devel oped
city areas and to experience a totally different type of
hol i day. Al t hough wildlife photography and the outdoor
adventure experience are becom ng popular, hunting and
fishing are still inportant attractions. The nbst inportant
travel products include: fishing, native culture, scenery,
and history. The enphasis has shifted from renote,

| odge-based activities to community-based activities --
communities are the hub for a holiday and taking day trips to
attractions . Tour packages are inportant, and repeat
visitations are quite conmon.

Although rubber tire access 1S important, 60% of Vi Sitors
arrive by plane. Crui se ships are also an inportant travel
node. Visitors by ship tend to have high incomes ($60, 000
plus) and be between 55 and 65 years old. Visitors arriving
by plane and notor vehicle tend to be younger, and have | ower
incomes than cruise visitors. Tourist volume has grown by
7-10% a year for the past 20 years, with the West Coast USA

being the largest geographic market.

Many of the Alaskan package tours are built around cruise
ships. Atlas Tours offers cruise tours and package tours
ranging from $600 to $3,000 per person, depending on the
length, itinerary, and starting point of the tour. Atlas
also offers a 12-day air/motorcoach tour from Vancouver
through Whitehorse to Anchorage for $2,4909 to $3,000 per
person. Another tour operator offers a combined cruise and
adventure holiday from Vancouver to Alaska and return with
stops for adventure activities (e.g., short backpacking
trips, white water rafting, van safari,short canoe trip, and
wildlife observation). The concept was sold to a number of
cruise ship lines and has been well subscribed. One 7-day
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package is sold for about $1,800 (Can.) from Vancouver. The
operator found that these conbined holiday packages appeal to
a nuch broader audience than packages designed for specia
interest groups, and can be sold effectively by trave

agents. The primary market is the 30-55 age group on cruise
ships who want nore than sinple cruising with little or no
activity.

An article in the Septenber, 1984 edition of the Al aska
magazi ne discusses the per day price of different types of
big gane hunts in Al aska. The price per day of 7-10 day
hunts ranges from $300/day to $700/day (in American dollars)
dependi ng on the species and the guide. Transl ated to
Canadi an dollars and including air fare from the south, the

typical 10-day hunt in A aska would cost between $5,800 to
$10, 000.

Yukon. Most visitors to the Yukon are canpers and

si ght seers. Fi shing and hunting are |ess inportant
activities. Most visitors arrive by notor vehicle and many
are on their way to/from Al aska. W/l derness scenery is the
Yukon’ s nunber one product. Si xty-one percent of visitors
are from Al aska, Washington, Oegon, and California. Thirty
percent are from western Canada and 5% from Gernmany and
Austri a. Package tours are inportant, constituting 13% of
total visitations. “Enpty nesters” (over 50) wth incones
above $30,000 are an inportant market, and the 25-4# age
group is growng in inportance.

Some of the Yukon tours involve a fly-drive package. Atlas
Tours offers an 8-day air/motorcoach tour from Vancouver to
Wi tehorse and Inuvik for between $1,900 to $2,38¢ per

person. Shorter tours are priced out of Whitehorse. These
included a 4-day guided motorcoach tour to Inuvik for $450 to
$575 per person and a 3-day notorcoach tour to Dawson City
and Fairbanks, Al aska for $330 to $410 per person. (The
visitor arranges his own return trip from the destination.)
One day fly-in fishing trips from Witehorse can cost $220
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and up depending on the nunber in the party.

Northern British Col unbia. Tourism pronotion in northern BC
| argely focusses on hunting and fishing. Most tourists
arrive by notor vehicle. There has been little devel opnent
of tour packages. Europeans are attracted by the outdoor
appeal, but also like to feel close to a netropolitan area.
(This could be a disadvantage for the Arctic Coast in
pronoting the European market.)

Northern Al berta. Most visitors to northern Al berta are
interested in wlderness adventure (canoeing and hiking),
fishing, and visiting friends and relatives. Visitors to
fishing canps conme nostly from southern Al berta and the
western United States, and repeat visits are inportant.
California and Arizona are inportant markets for retirees
traveling by notor coach.

Nort hern Saskat chewan. Most visitors to northern
Saskatchewan are traveling to fishing canps, and 50% arrive
by pl ane. Maj or markets (in order of tourist volune) are
North Dakota, North Central United States, and the

Sout hwestern Anerican states. The Saskatchewan respondent
noted that higher air fares are forcing tourism operators to
becone nore price conpetitive, and that visitors are becom ng
nore sensitive to both price and quality. He also noted the
need for training for local people in basic business skills
and on outfitter and guide certification recuirements.

Nort hern Manitoba. Tourism pronotion in northern Manitoba
largely focusses on hunting and fishing activities. Wite
water rafting and nature observation are secondary activities
of tourists. Visitors are becom ng nore aware of the need
for resource nanagenent. Forty percent ofvisitors arrive by
pl ane and 65% of northern visitors represent repeat business.
Most people on package tours are from the mdwest United
States and West GCernmany. Probl ens faced by tourism operators
include the short season (90 days) before freeze-up, and the
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hi gh costs of transportation and construction

Nort hern Ontari o. Seventy-five to eighty percent of visitors
are involved in hunting or fishing. Most arrive by notor
vehicl e. Package tours are inportant in penetrating the
European market. West Gernmans |ike the wilderness appea

and the opportunity to visit a major city (generally Toronto)
before and after the northern trip. The Ontario respondent
enphasi zed the tough conpetition for the tourism dollar

O her Regions of the Northwest Territories. O her areas of
the NWI' have simlar travel products to those of the Arctic
Coast. Most areas offer hunting and fishing, and virtually
all areas offer w |l derness adventure. There is sone product
differentiation between regions, and different markets mnust
be pronoted if regional tourism coordination is to be

achi eved and tourism benefits to the total NW are to be
maxi m zed. The Arctic Coast offers wilderness and cultura
opportunities that are available only in selected parts of
the north. The experience offered by the Coppermine River
and Bathurst Inlet are distinct from the opportunities

of fered by other regions.

Tourist pronmotion in other NW regions has |argely been
directed toward hunting and fishing. The conmunity-based
approach, geared toward “special interest” tourists, has only
been adopted in the |ast few years. Thi s approach is
expected to be the focus of future tourist pronotion
especially by the regional tourism zones.

Summary

Hunting and fishing are major attractions in all of the
northern destinations surveyed by the Study Team, except
possi bly for the Yukon, which has a great deal of
pass-through traffic. Although sone destinations are
marketing travel products which include wlderness, cultura
and historic conponents, these travel products are not being
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actively pronoted. Respondents indicated there is a narket
for educational, cultural, and related products and that the
Arctic Coast could serve these markets if the Arctic Coast’s

products are strongly differentiated from those of conpeting
desti nati ons.

9.2 Tourism in the NWT and the Arctic Coast: 1984 Esti mates,
Mar ket Projections, and Economic Impacts

Current Situation

Over the past seven years, a number of surveys have been
conducted using different techniques and time frames t o
collect information on the NW tourism industry. These are
revi ewed and compared, together with other secondary
information, in Appendix B. The docunents provide
information which, at tinmes, is confusing and contradictory.
In addition, the results fromthe GN\W' S 1984 travel survey
were not available at the tine this docunent was conpleted
(May, 1985). Therefore, the Study Team decided to prepare
its own set of estimates of NW tourism for 1984.

Based on selective use of previous NW surveys and the survey
results from other jurisdictions, we prepared tourism
estimates for the Arctic Coast and tourism projections for
both the NWI and the Arctic Coast to the year 1994. Bot h
sets of projections assune that a nmmjor tourism strategy and
plan for the Arctic Coast is not inplenented over the next
decade. Projections illustrating the kinds of effects an
Arctic Coast tourism plan could have are presented later in
this sub-section

The 1984 estimates for the NW are based on the follow ng
hypot heses:

Summer visitors (June to September) to the NWT totalled
50, 000 person trips, divided 35/65 beteween business and
pl easure travel. The average |ength of stay was about
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10 days, 14 days for business travelers and eight days
for pleasure travelers. The average party size was 2.8
for pleasure travelers and 1.8 for business travelers,
provi ding an average of 2.3 people per visiter party.

The number of off-season or winter visitors (October to
May inclusive) totalled 28,000 (about 55% of summer
visitation) divided 75/25 between business and pleasure
travel. The average length of stay and average party
size for business and pleasure travelers are the same
as for summer visitors.

Busi ness travelers spend an average $120 per day, and
pl easure travelers spend an average of $70 per day.
Business travelers are nore likely to stay in hotels
and perhaps to spend nore on air travel while in the
Territories.

The node of entry is 55% air and 45% notor vehicle in
the summer, and 80% 20% in the w nter. The type of
accomodation used by visitors is distributed as
follows:

Sumer (% Wnter (%
Hotel s, Mdtels, Lodges 30 55
Canpgr ounds 30
Friends & Rel atives 20 35
Canps etc. 20 10
The origins of visitors are:

Summer W nt er
Al berta 35 40
Briti sh Col unbi a 12 15
Ontario 15 18
O her Canada 14 16
United States 20 10
O fshore 4 1

. About 50% of visitors hold managerial and professional
positions, and approximately 15% are retired. Average
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househol d income of visitors is in excess of $40,000 per
year. The nmajor leisure activities of sumer visitors
are expected to be broadly consistent with the
distributions displayed in Exhibit B.1 of Appendix B.
Shopping for crafts, fishing, visits to historic sites
and rnuseuns, canping and other forms of |and recreation,
and visits to relatives and friends are the nost popul ar
activities with the typical sumrer tourist to the NAW.
About 3% of visitor parties were on package tours during
t he sunmmer.

Residents traveling within the NWM made 80,000 person
trips in 1984. (This amounts to a little less than two
trips per capita.) Seventy-five percent of trips were
for governnent and business travel, and 25% were for

pl easure. Average length of stay was four days for both
groups, and the average party size was 3.0 for pleasure
travelers and 1.8 for business travelers. Busi ness
travel ers spent on average $100 per day, conpared to
$60 per day for pleasure travelers. The lower figures
when conpared to visitor expenditures reflect the
probability that a larger portion of residents stay wth
friends and relatives. The type of acconmodation
utilized by resident travelers is assuned to be as
follows over the course of the year:

Hotel s, Mbdtels, Lodges 40%
Canpgr ounds 10%
Friends and Rel atives 45%
Canps etc. 5%

The Study Teamis estimates of NW tourismin 1984 are
provided in Exhibit 9.1.

Under these hypotheses, the origins of visitors by season and

for

the full year are estinmated as foll ows:
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EXH BIT 9. 1:
NUT TOURI SM 1984

ESTI MATES OF VI SI TATI ONS AND EXPENDITURES | N

Visitors Resi dent
Tr avel
Sumer W nt er in NW
Parties (’000)
Busi ness 9.7 11.7 33.3
Pl easure 11.6 2.5 6.7
Tot al 21.3 14.2 40.0
Party Size
Business 1.8 1.8 1.8
Pl easure 2.8 2.8 3.0
Tot al 2.3 2.0 2.0
Total Person-Trips (’000
Busi ness 17.5 21.0 60.0
Pl easure 32.5 7.0 20.0
Tot al 50.0 28.0 80.0
Average Length of Stay
Busi ness 14 14 4
Pl easure 8 8 4
Tot al 10 12 4
Total Person N ghts (’000)
Busi ness 245 294 240
Pl easure 260 56 80
Tot al 505 350 320
Per Di em Expenditures ($/ Person)
Busi ness 120 120 100
Pl easure 70 70 60
Tot al 94 112 90
Total Expenditures ($ MIlion)
Busi ness 29. 4 35.3 24.0
Pl easure 18. 2 3.9 4.8
Tot al 47.6 39.2 20.0
Mode of Entry (’ 000 Person-Trips)
Pl ane 27.5 22. 4
Mot or Vehicle 22.5 5.6
No. Parties on
Package Tours 640
Person-Nights in Hotel s/ Mtels/
Lodges (' 000) 151.5 192.5 128.0
Room-Night Denmand
(*900) 75.8 128.3 85.3

1 Based on 2.0 people per roomin
and 1.5 people per room for the

the sunmmer

(for

Tot al

54.7
75.5

158.0

~ o~
N ~NO

779
396
1,175

114
68

88.7
26.9
115.6

49.9

28.1
640
472.0
289. 4

visitors)

ot her two categori es.
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Sunmer W nt er Tot al

No. 3 No. g No. 8
Al berta 17,500 35 11,200 40 28,768 37
British Col unbia 6, 000 12 4,200 15 10, 200 13
Ontario 7,500 15 5,000 18 12,500 16
O her Canada 7,000 14 4,500 16 11,500 15
United States 10,000 20 2,800 10 12,800 16
O fshore 2,000 4 300 1 2,300 3
Tot al 50,090 100 28,000 100 78,000 100

The estimates indicate that visitors and residents generated
158, 000 person-trips and expenditures totalled $116 million
in 1984. Busi ness travel accounted for 62% of person-trips
and 77% of total tourism expenditures. Daily expenditures by
a typical traveller are close to $100 -- well above the
average daily figures for British Colunbia and Al berta (see
Exhibit B.2). Conpared to the British Colunbia figure
reported in the Visitors '79 survey, , the NWT figure is
hi gher by four tines. This difference can be explained by
several factors:

inflation (close to 60% from 1979 to 1984)

hi gher cost of living in the NWT (perhaps 50% hi gher)

- greater inportance of business travel in the hW
nore use of the airplane for travel.

The final two rows of Exhibit 9.1 indicate the person-night
and room ni ght denmand for accommodati on. One consi st ency
check is to establish occupancy rates by conparing
accommodati on demand with accommodation supply. Cccupancy
rates can then be conpared with actual experience to see if
demand estimates (and other paraneters used to derive
accomodati on denmand) are realistic. These conparisons are
provi ded below for the full year and for summer and w nter
separately. Person-ni ght and roomnight supply are divided
bet ween year-round accommodati on and seasonal accommobdation
(assuned to operate an average of 8@ days per year). The
supply, figures are taken fromthe Explorers Guide for 1984.
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Summerl W nt er
Year - Round (June- Sep) (Gt t-My)
Per son- Ni ght Dermand 472, 900 202, 700 269,000
Per son- Ni ght Supply
- Year-Round Capacity 2,872 2,872 2,872
- Year-Round Person-Nghts 1,048,000 350, 000 698, 000
- Seasonal Capacity 897 897
- Seasonal Person-Nights 72,000 72,000
Total Supply 1,120,000 422,000 698, 000
Demand as % of Supply 42% 48% 39%
Room Ni ght Demand 289,400 109, 900 179,500
Room Ni ght Suppl y
- Year-Round Units 1, 327 1, 327 1,327
- Year-Round Room Ni ghts 484, 400 161, 900 322,500
- Seasonal Units 299 299
- Seasonal Room Ni ghts 23,900 23,900
Total Supply 508, 300 185, 800 322,500
Cccupancy Rates 57% 59% 55%

1 Resident demand is divided 40/ 60 between summer and winter.

Al though precise estinmates of occupancy rates are not

avail able from published sources, the rates indicated above
are consistent with “hearsay” evidence on occupancy in
hotel s, notels, and |odges operating in the NA.

Data from ot her studies have been suppl enented by data
collected by the Study Team in field interviews to devel op
estimates of tourism visitations and expenditures in the
Arctic Coast tourism sector. Estimates provided in Exhibit
9.2 are based on the follow ng assunptions:

(1) As stated elsewhere in this docunent, the total nunber
of pleasure visitors to the region is 1,000. This
constitutes 50% of the total nunber of person-trips by
visitors to the Arctic Coast. Refl ecting the region’s
hi gher cost of living, average per diem expenditures are
25% to 30% above the NW average. Dai ly expenditures
for business travelers are $150 and for pleasure
travelers $90. Average length of stay is 16 days for
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EXHIBIT 9.2: ESTIMATES OF VISITATIONS AND EXPENDITURES IN ARCTI C COAST TOURISM: 1984

Visitors WT Residents Bot h _Groups

B P T B P T B P T
Parties 560 360 920 670 100 770 1,230 460 1,690
Party Size 1.8 2.8 2.2 1.8 3.0 1.9 1.8 2.8 2.1
Total Person-Trips 1,000 1,000 2,000 1,200 300 1,500 2,200 1,300 3,500
Average Length
of Stay 16 10 13 7 7 7 11 9 10
Total Person-N ghts 16,000 10,000 26,000 8,400 2,100 10,500 24,400 12,100 36,500
Per Diem
Expenditures (9$) 150 90 125 130 80 120 140 90 130
Total Expenditures
($ MIlion) 2.4 0.9 3.3 1.1 0.2 1.3 3.5 1.1 4.6
Person-Nights in
Hotel s, Lodges, etc. 9,600 6,000 15,600 4,200 1,000 5,200 13,800 7,000 20,800
Room Ni ght Demandl 4,800 3,000 7,800 2,100 500 2,600 6,900 3,500 10,400
B= Busi ness P = Pleasure T = Tota

1 Average of 2.0 people per room




(2)
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9-22

busi ness visitors and 10 days for pleasure visitors.
(Because of the tinme and expense involved in getting to
the Arctic Coast, visitors are likely to stay |onger.
The average length of stay for business travelers also
reflects the influence of construction crews.) Average
party size is the sane as for the NWI' as a whol e. 60%
of visitors stay at sheltered acconmodation, and 40%
stay with friends and relatives or at camps.

NWI residents visiting the Arctic Coast total 1,500,

di vided 80/20 between business and pl easure. Daily
expenditures are $130 and $80 for business and pleasure
travel ers. Average party size is 3 for pleasure
travelers and 1.8 for business travelers. Bot h groups
stay an average of 7 days in the Arctic Coast.
Acconmodation is divided 50/50 between sheltered
accomodation and other forns of acconmpdati on.

Except for visitors going down the Coppermine River, the
node of entry is by air for all travelers.

The estimates highlight the small role played by the Arctic

Coast

in the NWI tourism sector. When visitors and residents

are conbined, the region accounts for 2.2% of total
person-trips in the N\WI. The region’s share is the same for

bot h

busi ness and pl easure visitors. The Arctic Coast’s

share for NW tourism expenditures, at 4.2% is sonmewhat
hi gher, but is still well below the Arctic Coast’s 7% share
of the total NW popul ation.

The estimates suggest the followi ng for acconmodation
occupancy in the Arctic Coast:

Per son- Ni ght s Room-Nights

Demand 20, 800 10, 400
supply

Year - Round Capacity/Units 172 71

- Year-Round N ghts 6“2 ,800 25,900

Seasonal Capacity/Units 56 20

- Seasonal N ghts 3,700 1, 300

Total Supply 66, 500 27, 200

Demand as % of Supply 31% 38%
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The occupancy rates are consistent with actual experience in
the Arctic Coast, although the regional averages indicated
here may be above the rates experienced by facilities in
smal|l settlenments in the region.

No data are available that would allow us to distribute
tourist visitations anong the seven conmunities in the Arctic
Coast region. Data collected in the field interviews,
however, can be used as a guide.

About 100 pl easure visitors are acconmodated each year at the
Bat hhurst Inlet Lodge. The Chantrey Inlet Lodge and High
Arctic Lodge each accommobdate another 50. (Misitors to the
| atter pass through Canbridge Bay.) In recent years, up to
100 visitors travelled down the Coppermine River, |anding at
Copper m ne. Anot her 50 visitors travel down other rivers in
the Arctic Coast region. Up to 200 tourists visit Canbridge
Bay each summer as part of informal tours sponsored by

i ndustry groups and service clubs (often out of Ednonton).

Up to 50 big game hunters are reported each year on Holman

I sl and. Few other tourists conme to Holman. (Two “real”
tourists were reported this year.) The sanme group of 8
tourists visited G oa Haven and Spence Bay |ast sumer, and
virtually no tourists visited Pelly Bay. In the past

one-day tours -- usually out of Toronto-- visited Pelly Bay
and Holman. No tours visited these communities in the past
year .

O her pleasure tourists visit friends and relatives, largely
concentrated in Canbridge Bay and Coppermine. Canbridge Bay,
with its growing governnment sector now posseses a fairly

| arge non-native popul ation and accommobdates the | argest
portion of governnent and business travel

Anot her source of tourism dollars in 1984 was the trip of the
Swedi sh crui se ship, the Linblad Explorer, through the

Nort hwest Passage. The 92 passengers aboard paid an average
of $12,000 each to travel across the Arctic Archipelago on
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the specially designed cruise shinp. The 42-day cruise began
in St. John’s on August 20 and ended in Yokohama, Japan on
Sept enber 29, 1984. Wthin the Arctic Coast, the ship
anchored at Fort Ross, passed through the Janes Ross Strait,
and | anded at Canbridge Bay. Sal es of handicrafts were
reported to be very high wherever the ship |anded.

To summari ze, Canbridge Bay accounts for up to 40% of the
tourist visitations indicated in Exhibit 9.2. Coppermine
accommodates about 20% to 25%, and the remainder is
distributed among the five other communities, depending on
population and proximity to attractions.

Proj ections

Projections of tourist visitations and expenditures are
provided in Exhibit 9.3 for the total NWT and the Arctic
Coast Touri sm Regi on. The projections are provided in detail
for 1994. The mmjor indicators are displayed in Exhibit 9.4.
Al'l dollar figures are based on constant 1984 val ues. The
1993 NW projections are based on the follow ng assunptions:

. Business travel into the NWT and by NW residents will
expand in line with the growmh in enploynment and
territorial product. Goss territorial product is
expected to expand by ‘ 3-6% per year over the ten year
period, with the actual value depending on whether the
Beaufort, Polar ‘Gas, and other proposed projects proceed
as pl anned. For this analysis, we have assuned that
busi ness travel wll expand by 4.5% per year through
1994, Pl easure travel by NWT residents will expand by a
somewhat higher rate, 5% reflecting the tendency for
expenditures on travel to increase faster than tota
personal incone.

. Gowh in pleasure visitors is strongly linked to the
expected growh in gross product and personal incomes in
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EXHIBIT 9.3: PRQJECTI ONS OF TOURISM VI S| TATI ONS AND EXPENDITURES | N THE NWT AND ARCTI C

COAST: 1994
WT Arctic Coast
Visitors! Residents Total Visitorsl Residents Tot al

Partie52

Busi ness 33, 200 51,800 85, 000 670 830 1500

Pl easure 22,500 13,000 35, 500 400 120 520
- Tot al 55, 700 64,800 120, 500 1070 950 2020
Party Size

Busi ness 1.8 1.8 1.8 1.8 1.8 1.8

Pl easure 2.5 2.5 2.5 2.5 2.5 2.5
- Total 2.1 1.9 2.0 2.1 1.9 2.0
Person Trips

Busi ness 59, 800 93,200 153, 000 1200 1500 2700

Pl easure 56, 300 32,600 88, 900 1000 300 1300
- Total 116, 100 125,800 241, 900 2200 1800 4000
Person Nights
- Business 837, 200 372,800 1210, 000 19,200 10,500 29,700
- Pleasure 450, 400 130,400 580, 800 10,000 2100 12,100
- Total 1287, 600 503,200 1790, 800 29,200 12,600 41,800
Total Expenditures

($ Million)

- Business 100.5 37.3 137.8 2.9 1.4 4.3

Pleasure 31.5 7.8 39.3 0.9 2 1.1
- Total 132.0 45.1 177.1 3.8 1.6 5*4
Number of Parties
on Package Tours 1670 1670
Room Nights i n
Hotels/Motels/Lodges 518, 100 201,300 719, 400 17,500 6300 23,800
Room Night Demand 304, 800 134,200 439, 000 8800 3100 11,900

L For the full year .

£1.7peopl e per roomfor visitors and 1.5 people per room for residents
for NUT; 2.0 per room for Arctic Coast.
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EXHIBIT 904: TEAR TO YEAR CHANGES IN TEE MAJOR TOURISM TNDICATORS : NUT
AND ARCTIC COAST

WT Arctic Coast
Person Expendi tures Person Expendi tures
Part fes Trips ($ Million) Parties Trips ($ Milliom)
1984 75,500 158,000 115.6 1690 3500 4.6
1985 79,100 164,900 120.6 1720 3550 4.7
1986 82, 900 172, 000 125.9 1750 3600 4.8
1987 86, 900 179, 500 131*4 1780 3640 4.8
1988 91,000 187,300 137.1 1810 3690 4.9
1989 95,400 195,500 143.1 1850 3740 5.0
1990 100,000 204,000 149.3 1880 3790 5.1
1991 104,800 212,900 155.8 1910 3840 5.1
1992 109,800 222,100 162.6 1950 3890 5.2
1993 115,000 231,800 169.7 1980 3950 5.3
1994 120,500 241,900 177.1 2020 4000 5.4

N.B. Al figures are for the full year




9-27

the NWT's major markets. Many of these markets,
especially those in Wstern Canada, are not expected to
di splay nore than 3% annual growth in gross product and
incomre for the foreseeable future. Sl uggi sh growth in
maj or markets could danpen NW tourism gains, but other
devel opnents are nore encouragi ng:

- the high incone elasticity of demand for trave

products;
- the NWT's increasing recognition in the marketpl ace:
- the denographic shifts discussed earlier

- growing penetration of rapidly expanding offshore
markets .

For these reasons, we have projected that pleasure
visitors into the N\ will expand by 3.6% per annum
t hr ough 1994.

Average party size for pleasure tourists is expected to
fall to 2.5, the result of smaller famly sizes and the
growi ng nunber of retired people and “enpty nesters” who
travel . The percentage of sunmmer visitor parties on
package tours will grow from 3% to 5% in line with
industry trends. Qher paraneters are assumed to remain
consﬁbt at 1984 | evel s. The Study Team recogni zes that
G\WI' program initiatives could influence the per diem
expenditures and length of stay of visitors, but studies
conpleted to date have not identified the nagnitude of

t hese program i nmpacts.

For the total NW, person trips by residents and visitors are
projected to increase by 4.3% per year over the ten year

peri od. Resi dent travel displays annual gains of 4.6% and
visitor travel increases by about 4% per annum  Average
annual growth rates for the major indicators are as follows:

2

Expendi tures: Visitors 4.3
Resi dent s 4.6

Tot al 4.4

Person nights in hotels, etc. 4.3
Room ni ghts demand 4.3
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The growth in room night demand coul d suggest the need for
considerable investnent in accommodation facilities over the
ten year period. At 60% occupancy, the projection suggests
an additional 680 roonms could be needed by 1994. This would
represent a 50% advance over current capacity. Finally, the
proj ecti ons suggest the nunber of parties on tour packages

entering the N\WI' could nearly triple from 640 to close to
1700.

For the Arctic Coast, business travel is expected to display
sl ow growt h of 2% per annum Smal | er gains conpared to the
total Territories result from the weakness of the region's
econom ¢ base. No gains are anticipated for pleasure
tourists, the result of the lack of tourism facilities,
services, and products in the region, and the probability
that no developnent will occur in the absense of a tourism
pl an.

The projections suggest much slower growh for the Arctic
Coast tourism sector conpared to the NW in total. Proj ect ed
average annual increases in the mgjor indicators are:

%

Person Trips: Visitors 1.0

Resi dent s 1.8

Tot al 1.3

Expendi t ur es: Visitors 1.4

Resi dent s 2.1

Tota 1 1.6

Person nights in hotels, etc. 1.4
Room ni ght denand 1.4

In the absense of an Arctic Coast tourism plan, the trave
sector would nake a very nodest contribution to the

devel opment of the regional econony, and the Arctic Coast’s
share of NW tourist activity would fall even further. The
percentage of total person-trips (visitors and residents)
acconmodated by the region would fall from 2.2% in 1984 to
1.7% in 1994, and the region’ s share of tourism expenditures
woul d decrease from 4.2 to 3. 0% In light of the |ow
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occupancy rates in nmany accomodation facilities in the
region, the increase in room night demand can probably be
absorbed with little or no investnment in the region’s
accomodat i on sector.

Economi ¢ | npacts

The enpl oynent and incone effects of tourismin a region are
dependent upon:

- direct effects: the value added and jobs generated by ,
the economc sectors directly affected by tourism
expendi t ures

- indirect or supplier related effects: the value added
and jobs generated by the economc activities which
supply goods and services to the sectors directly
affected by tourism expenditures

- induced effects: the incones and jobs resulting fromthe

consuner spending of people enployed as a direct and
indirect result of tourism expenditures.

Val ue added is defined as the value of gross output mnus

pur chased comobdity inputs used and contract work by others.
Val ue added includes wages and sal aries, business profits,
rents, interest charges, and returns to other factors of
producti on. The ratio of value added to sales varies greatly
bet ween econom c activities. Many Statistics Canada
publications provide statistics that can be used to conpute
the ratio of value added to sales for different economc
sectors. The publication mainly used here is Corporation
Financial Statistics, 1980 (Statistics Canada 61-207).

Tourism expenditures are distributed anong a nunber of
econom ¢ sectors. The follow ng indicates the NWT

di stribution (based on previous surveys), the estimated ratio
of value added to sales for each, the ratio for total tourism
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expenditures (a weighted average of the sector ratios), and
simlar data for wages and salaries as a % of value added.

% of Val ue Added Wages and
Tourism as & of Salaries as %
Expendi t ures Total Sales of Val ue Added

Accommmodat i on 25 44.8 62.1
Meal s 15 40.5 46. 2
G oceries 5 15.5 67.7
Aut o 15 18.2 64.2
O her

Transportation 15 44.1 60.0
Recreati on 10 40.5 46.2
Gfts and

Souvenirs 10 22.4 60.8
O her 5 20.9 58.3
Tot al ; Tourism 100% 34.7% 58. 1%

Because no information is available on the sectoral
distribution of tourism expenditures in the Arctic Coast, the
NWF distribution is also applied to the region. The Canada
Enpl oynent Conmmi ssion reported to the Study Team that average
wages in the hospitality sector are about $6.00/hour, or

about $12,000 per year. Because some sectors that are

i nfluenced by tourism such as transportation, pay nuch

hi gher wages, an annual average wage of $16,000 is used in
this analysis. \Wages as a proportion of value added are
estimated (above) at 58.1% Therefore, value added per

enpl oyee in the tourism sector is estimated at $27,500. The

regional figure is assuned to be the sanme as the total NAM
par anet er.

Because of the high inport |eakages from the NWT econony and
the Territories limted manufacturing base, the indirect or
supplier related effects from tourism expenditures are

limted. Indirect effects are generally related to the

mar kups of whol esal ers. In the whol esale sector, the ratio

of value added to total sales is low, 13.0% The only
exceptions would be expenditures on repairs and naintenance
and sone purchases from the (relatively few) printers and

food and beverage processors in the Territories. Taking these
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activities into account, the ratio of value added to sales
for industries supplying to the tourism sector is estimated
to be 17.5%. Annual average wages are $26,600 (comparable to
wages in the wholesale transportation and distribution

sectors) and value added per employee is estimated to be
$45,800.

The supplier related effects would be even lower in the
Arctic Coast. It can be anticipated that a fairly
significant portion of supplies would not go through the
hands of a wholesaler, and the supplier related effects would
be negligible. For the Arctic Coast, the assunption is that
the value added that accrues to the comunity amounts to only
10% of the value of purchased commodities. Wages and value
added per employee are assumed comparable to the NWT figures.

The Study Team estinmated the induced income nultiplier for
the NWT using sinulation results from NWTMODO, the GNWT's
conputer sinulation nodel of the NWT econony. These results
were developed in previous assignments. The induced incone
multiplier was estinmated to be 1.18, inplying that for each
dollar earned by tourism sector enployees and enpl oyees of

i ndustries that supply goods and services to tourist
operations, a further 18 cents is generated as incone to the
owners and enployees of retail and other service enterprises
in the Nwr. Annual average wages in these service sectors
are estimated at $15,000 and, with wages and sal aries
accounting for 58% of value added, value added per enployee
amounts to $26, 000.

The induced inconme multiplier would be lower in the Arctic
Coast, reflecting the even higher inport |eakages out of the
regi on. It is estimated that the induced income effects
woul d be 30% lower in the region conpared to the tota
Territories. This provides an induced incone multiplier of
1.13. Wage and value added figures are postulated to be the
sane as for the total NW

These paraneters allow us to estimate the incone and
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enpl oyment effects of $100,000 in tourism expenditures in the
NW and the Arctic Coast.

Arctic
NWT Coast
Touri sm Expenditures $100, 000 $100, 000
Direct Effects
- I ncome 34, 700 34,700
- Jobs* 1.26 1.26
Indirect Effects
- I ncome 11, 400 6,500
- Jobs* 0. 25 0.14
| nduced Effects
- I ncone 8, 300 5,400
- Jobs* 0. 32 0.21
Total Inpacts
- I ncone 54, 400 46,600
- Jobs* 1.83 1.61

* on a person-year eguivalent basis.

These paraneters indicate that $100,000 of tourism
expenditures in the NW generate territorial income (largely
wages and sal aries and business profits) of $54,400, and 1.83
jobs (ona person year equivalent basis). The sanme tourism
expenditures in the Arctic Coast provide regional income of
$46, 600 and 1.61 jobs. These inpact paraneters can be used
to estimate the inconmes and jobs generated by current and
future tourism expenditures in the NWI and the Arctic Coast.

For exanple, suppose that an Arctic Coast Tourism plan were
to increase the nunber of person-trips by pleasure tourists
to the Arctic Coast by five tinmes over the next ten years,
from 1,300 at present (see Exhibit 9.4) to 6,500 in 1994.
(Wthout a tourism plan, the nunber of pleasure tourists is
expected to remamin constant over this period.) Gven current
averages (e.g., for per capita daily expenditures), the
effect of this increase on tourism expenditures, income, and
enpl oynent would be as foll ows:
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Tot al
Tourism | ncone Employment
Expendi t ures Impact | mpact
($000) ($000) (No. )
NWT
1984 115,600 62,890 2120
1994 177,100 96,340 3240
Arctic Coast
1984 4,600 2, 140 74
1994
WO Pl an 5,400 2,520 87
Wth Plan 9,800 4,570 158

(One Hypot hesi s)

W/O = Wt hout

The inpact results suggest that at the present tinme tourism
accounts, either directly or indirectly, for about 11% of the
19,000 or so jobs in the NW. In the Arctic Coast, tourism
contri butes about 9% to the enploynent base of about 900.
The hypothetical plan would add 71 jobs to the enpl oynment
base of the region. The unofficial unenploynent rate in the
region is perhaps 40% or nore. This plan inpact would |ower
t he unenpl oynment rate from 40% to less than 30% The

hypot hetical plan inpact is displayed here only for purposes
of illustration. The results of plan inplenmentation are
further refined in Volumes Il and Il of this docunentation.

9.3 Potential Mirkets for Arctic Coast Tourism

The literature review and industry interviews indicated that
a nunber of nmarkets would be attracted to the products
offered by the Arctic Coast. These are divided bel ow between

primary and secondary markets. There is sonme overlap between
mar ket segnents.
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Primary Markets

1.

Naturali sts and conservation groups have shown an
interest in the wlderness experiences offered in sone
areas of the NW. These groups can be attracted to
properly packaged products offered by the Arctic Coast.
Sone of these potential visitors have participated in

out door experience oriented trips to exotic |ocations
(e.g., hiking in the Andes) and are looking for a totally
different experience. Ohers are attracted by the
opportunity to observe unicue species of plants and
wildlife in their natural environnent.

Previous research and the Teamis interviews with industry

representatives indicate that the adventure travel market
has the followi ng characteristics:

. An inportant target for market pronotion in Canada
and the United States could be the non-profit
soci eties and associations that focus on
conservation issues, wldlife preservation, and
nature observation. Conbined menbership in Canadi an
associ ations identified by the Study Teamis a
m ni rum of 500,000. The Anerican narket would be at
| east ten tines |arger. Menmbers of zool ogi ca
societies further expand this market.

. The adventure travel market focusses on the 25-40
age group, but all age groups provide participants
to this type of travel

. Trips of long duration to renote |ocations are nost
frequently taken by people with above average
i ncone, possessing post-secondary education, and in
prof essi onal or mnanagerial positions.

. Cients do not expect deluxe accommodation, but do
expect a quality travel experience fromtheir
vacation.
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. Many adventure travel clients return to the sane
whol esal er to arrange subsequent trips to other
desti nati ons. Exi sting adventure travel wholesalers
and operators, therefore, represent a good nechani sm
for accessing the adventure travel nmarket. G ven
the inportance of repeat business, however, product
quality will be very inportant to these whol esal ers.

. The adventure travel market is growi ng rapidly.
Conpetition is intense, and clients are very guality
consci ous.

The nystique of the North, the Franklin Expedition, the
Inuit culture, and other related products available in
the Arctic Coast can be packaged to attract visitors
with historical, cultural, or anthropological interests.
Possible targets for these types of products include:

The Learned Societi es. The size of the Learned
Soci eties menbership in groups with a potentia
interest in the north is estimated at 6,000. The
Anerican figure would be at least ten tines |arger

Goups with a special interest in the Arctic, e.g.
"Inuit Art Enthusiasts” and “Arts and Culture in the
North”, based in New York Gty.

Menber shi ps of major nuseuns in the United States
and Canada.

Menbers of these types of groups tend to be white-collar
workers w th above average incones. Previ ous studies
suggest this specialty nmarket will display slow growth
in the next decade or so. The key point is that this
mar ket has never been successfully tapped by the Arctic
Coast or other NWT destinations. The market with a
strong conmtment to Inuit culture, history, and art is
small, but the interest of these people is intense and
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many have the purchasing power required to pay for a
trip to the renote north.

As described in an earlier section, the nunber of
parties and visitors traveling to the NW through
commerci al travel packages could nore than double over

t he next decade. Further expansion could occur through
the tourism pronotion efforts of Tourism Canada, the
GNWT, and regional tourism associations. By the early
1990s, package tours could generate 2000 tourist parties
and 5000 person trips.

Canoei sts on the Coppermne R ver and visitors to the
E?at hurst Inlet Lodge and other lodges coul d be
encouraged to extend their stay and experience the
communi ty-based products offered by the Arctic Coast
hanl et s.

Busi ness and governnment travelers to Yellowknife and
other major NW centers could be encouraged to stay a
few extra days to visit a different part of the
Northwest Territories, such as the Arctic Coast.

Business travel to the NW is estimated to total 39, 300
person trips for the full year of 1984, and is estimated
to increase to nearly 60,000 person trips by 1994.

Non-NWT residents visiting friends and relatives in
Yel | owknife, Inuvik or other major NW centers could be
encouraged to stay a few extra days and add a side-trip

to the Arctic Coast. Pl easure tourists staying with
friends and relatives total 10,000 people at the present
tinme. This nunber will increase in line with overall

pl easure tourism growh to exceed 14,000 by the early
1990s .

Travelers by car, RV and bus up the Mackenzie could be
encouraged to leave their vehicles and fly to a nore
renote part of the north (this would involve a drive-fly



9-37

package). This market segnent is expected to grow from
about 7,000 person trips at the present tine to nore
than 10,000 person trips by the early 1990s.

8. Residents of Yellowknife, Witehorse, Inuvik, and ot her
| arge northern centers -- typically wth professional
jobs and above average inconmes -- may W sh to experience
anot her part of northern Canada, especially above the
tree-line and on the Arctic Ccean. Exhi bit 9.5
indicates that in 1980, 4,399 households in the NwT and
Yukon had household i ncomes of nore than $40,000; 2600
or 60% of these households were concentrated in two
centers, Witehorse and Yellowknife. These two figures
could approach 6,000 and 3,649 by the early 1990s.

The primary markets include specialized market segnents
that already have a strong interest in the trave
products offered by the Arctic Coast (markets #1 through
#3 above) and people who are already traveling to the
north or are residents of the north (markets #4 through
#8 above). Both sets of narkets are easy to identify and
should be relatively easy to cultivate. The secondary
mar kets described bel ow are nore diffuse geographically,
nore difficult and expensive to pronote, and are not yet
fully devel oped.

Secondary Markets

9. Some upper-mddl e and upper incone Canadian fanmlies
(often with two incomes and 0-2 children) may be
interested in a “trip of a lifetime” to the true
Canadi an north. Exhibit 9.5 indicates that in 1988 1.2
m | lion Canadi an househol ds had a household incone of
$40, 000 or nore. Close to 50% of these househol ds were
concentrated in six netropolitan areas: Vancouver
Cal gary, Ednmonton, Wnnipeg, Toronto, and Montreal

Some hi gher incone people may be interested in general



EXHIBIT 9.5 PRIVATE HOUSEHOLD INCOME, BY INCOME RANGE, 1980

Total Canada
X of all househol ds

Vancouver CMA
X of all househol da

Calagary CMA
X of all househol ds

Ednont on CMA
2 of all househol ds

W nni peg CMA
2 of all househol da

Toronto CMA
Z of all households

Montreal CMA
% of all households

NUT
X of all households

Baffin
z of all households

Central Arctic
Z of all households

Fort Smith
2 of all households

Inuvik
2 of all households

Keewatin
z of all householda

Yellowknife
%2 of all households

Yukon
z of all households

Whitehorse
x of all households

Source: Statistics Canada

All Households (Ho.)

Under $5000 51U, UU0 $15,000 52U, UUU 529, UUU 53U 00U $40, (0O
$5000 “ 9999 14,999 19,999 24,999 29,999 39,999 plus

629,500 1,116,830 1,051,125 1,041,275 1,060,535 910,505 1,259,300 1,212,460
7.6 13.5 12.7 12.6 12.8 9.8 15.2 14.6
30, 555 60,410 53,370 51,085 54,625 49,985 79,705 97,015
6.4 12.7 11.2 10.7 11.5 10.5 16.7 20.3
10, 175 19,285 24,185 22,775 23,415 23,050 39,610 51,015
4.8 9.1 11.5 10.8 11.1 10.9 18.8 24.2
11, 855 21,145 22,710 22,515 22,755 20, 395 34,470 40,660
5.6 10.0 10.8 10.7 10.8 9.7 16.4 19.3
19, 110 27,835 28,505 27,660 27,690 24,060 30,825 25,555
9.0 13.2 13.5 13.1 13.1 11.4 14.6 12.1
58, 105 103,555 111,730 117,830 124,925 120, 095 187,195 216,910
5.6 10.0 10.7 11.3 12.0 11.5 18.0 20.8
98, 890 132,195 126,735 132,480 129,685 109, 505 148,875 148,530
9.6 12.9 12.3 12.9 12.6 10.7 14.5 145
985 1,265 1,170 1,300 1,310 1,220 1,975 2,305
8.5 11.0 10.1 11.3 11.4 10.6 17.1 20.0
145 220 240 225 205 180 215 265
8.5 12.9 14.1 13.2 12.1 10.6 12.6 15.6
90 145 115 90 60 45 65 70
13.3 21.5 17.0 13.3 8.9 6.7 9.6 10.4
455 545 510 665 695 705 1265 1585
7.1 8.5 7.9 10.3 10.8 11.0 19.7 24.6
190 215 190 195 245 205 320 295
10.2 11.6 10.2 10.5 13.2 11.1 17.3 15.9
100 145 115 125 105 85 100 95
11.5 16.7 13.2 14.4 12.1 9.8 11.5 10.9
155 155 190 325 330 345 680 1020
7.0 8.2 8.7 10.0 10.0 10.4 18.3 275
530 625 660 760 755 790 1385 2085
7.0 8.2 8.7 10.0 10.0 10.4 18.3 27.5
280 315 390 510 490 520 900 1565
5.6 6.3 7.8 10.2 9.8 10.4 18.1 31.4

Census, 1981; No. 95-942 and 95-943

Average
Income

(%)
24,460
27,688
30,597
27,830
23,115
28,765
24,038
26,359
23,376
18,467
29,257
24,651
20,540
33,133
29,807

31,758

8E-6
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i nterest package tours, either short fly-in tours or
extended trips “of 7-10 days. The general interest
package concept could appeal to seniors and early
retirees as well as professional people such as teachers
and doctors. These types of package tours are probably
best marketed through tour whol esalers and therefore
visitor origin will be dependent on the wholesaler’s
clientele. This narket is expected to display sone
growh over the next five to ten years. However, the
Arctic Coast’s ability to tap this market will depend on
product quality and the extent to which the region's

t our packages can be made distinct from those of
conpeting destinations.

A growi ng nunber of major corporations are offering free
vacation trips as incentives to enployees to enhance

sal es or productivity. Two aspects of the incentive
travel market could be of interest to the Arctic Coast:

i) Major corporations with sone involvenent in the
Arctic Coast could provide incentives to trave
within the region as part of the wage and benefit
package paid to executives, professionals, and
seni or technical staff.

ii) Major resource developers often employ workers from
southern Canada on a rotation basis. This generally
involves free flights back to the hone comunity
once every two to four weeks. As an alternative, -~
t hese conpanies could be encouraged to bring )

workers’ famlies north once a year for a vacation
at an Arctic Coast destination

I f nediumscal e devel opnment proceeds on the Beaufort and
the construction of the Polar Gas pipeline takes place
near the end of the decade, 4000to 6000 workers 1iving
in southern Canada could be working in the NW on a
rotation basis by 1990. If incentive travel was part of

Sor ¢

l

[
dei "
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t he conpensati on package for about one-half of these
workers, this market segment could generate perhaps 5000
person trips into the NW by 1990.

11. Specialized segnments of the offshore market could be
pronoted by the Arctic Coast. Attention could be given
to West Gernany (because of interest in wlderness and
rel ated experiences) and to Japan (highest incone growh
of any offshore market and growi ng propensity to
travel).

12.  The hardy traveller could be encouraged to visit the
Arctic Coast during the shoulder and wi nter seasons to
experience the north as it really is through nost of the
year. The April to June period offers the greatest
potential in this regard.

Estimati ng market penetration factors for the Arctic Coast
for these market segments nust be done with great care.

Mar ket penetration will depend on the travel products

actual ly devel oped, the training and skills of tourist
operators, and the market pronotion progranms of Arctic Coast
operators, the GNWT, and Tourism Canada (anong nany ot her
factors). Specul ati on can be nmade, however, on what a 1%
mar ket share of certain markets mght nmean for pleasure
travel to the Arctic Coast by the early 199@s. This

hypot hesis can be applied to the follow ng markets.

Person-Trips Prom

Mar ket s One Percent Share
3. Package tour qroups 50
5. Business and government travel 600
6. Visiting friends and relatives 140
7. Travelers by truck, campers,
RV etc. 100
8. High inconme famlies in nwr
and Yukon 100
10. Incentive travel 50
1040

A 1% share of these narket segnents would result in a
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doubling of the nunber of pleasure travelers entering the
Arctic Coast by the early 1990s. This specul ation could be
extended to add another one to two thousand visitors from
ot her market segnents described above. Because tourismin
the Arctic Coast is starting from such a | ow base, the
potential exists to achieve strong year-over-year gains in
tourist visitations and expenditures. This growth, however
will not come about automatically, and the “no-growh”
scenari o described in sub-section 9.3 remains the nost |ikely
outcone wi thout a conprehensive tourism inplenentation plan.
Travel products need to be devel oped, training needs to be
provided to local people, and narketing prograns need to be
prepared and i npl enented.

The primary and secondary markets described above do not
include the three traditional tourism markets for the Arctic
Coast and the NWI in general: the sport fishing nmarket, big
gane hunting, and the renote naturalist |odge market. These
markets are already well known to operators in the region and
to government tourism officials. O her reason for giving
these markets |ess enphasis are:

. Two of the three markets, sport fishing and big gane
hunting, are expected to show little or no gromh in the
foreseeabl e future.

. Oher regions of the NWI and the northern parts of the
western provinces, Ontario, and Quebec offer strong
conpetition to the sport fishing lodges in the Arctic
Coast .

As currently structured, these three activity markets
provide very little economc benefit to the region's
communities and residents, and therefore are not
consistent with the comunity-based approach to tourism
advocated by the GNWT.
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One possibility for becoming involved in these markets woul d
be to identify ways to restructure these activities to

provi de nore econom c opportunities for local residents and
to expand market scope, visitor interest, and |length of stay.
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SYNTHESIS OF RESOURCE AND MARKET ANALYSIS

The preceding chapters have assessed the Arctic Coast’s
natural, cultural, historic, and human resources, physica
infrastructure, existing tourism resources and facilities,
activity market opportunities, and narket trends and
segments. This chapter and the final one attenpt to bring
together the resource and nmarket analysis to identify key
i ssues, trends, opportunities, and constraints inportant in
the future devel opnent of the Arctic Coast tourism sector
These, in turn, becone key elenments in the fornulation of
regional and community plans and specific devel opnent
projects presented in Volunes Il and |11

| ssues are factors that surface as the nost inportant itens
to be dealt with in the tourism strategy. For the nost part,
t hey have been defined through the interview process and
given priority based on their inportance to the economc
viability and long term growh potential of the Arctic
Coast’s tourism industry. The strategy for tourism

devel opnment in the Arctic nust respond to these issues.

Trends involve projections of tourism growh and denmand.

There are no available statistical data to nmake accurate or
enpirical statenents about regional trends. Trends are based
on information gathered from interviews, as well as the
consultant’s experience and know edge about overall shifts in
the industry. International, national, and territorial

travel docunents also provide information

Qpportunities refer to devel opnment options that would respond
to the issues. As such, they becone the basis of the tourism
strategy. At this stage of the planning process, they can be
divided into three categories:

devel opnent options that are actively being considered;

options that are about to be devel oped:

devel opnent options that would respond to needs in the
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Arctic Coast tourism industry.

Devel opnent opportunities are presented in this background
docunent because they have surfaced as part of the inventory,
analysis, and synthesis process. Final selection wll take
pl ace during the master planning process.

Constraints are factors that inhibit tourism devel opnent.

Al though specific constraints nay be dealt with at the naster
pl anning stage, the overall barriers to successful tourism
devel opnent are presented here.

Broad regional factors are assessed in Section 10.1.
Specific elenents inportant to strategy fornulation are
identified in Section 10. 2.

Arctic Coast as a Whole

| ssues and Trends

. The Arctic Coast receives a proportionally small segnent
(2% of the travelers to the nwr.

Wl derness and traditional native cultures are becom ng
popul ar travel attractions.

Travelers visiting other regions of the territories
want a conplete Arctic experience.

Opportunities

There is a wde selection of |and and water-based
activities.

. Increased marketing of the NW wll increase southern
mar ket appreciation of the Arctic environment and Inuit
peopl e.




10-4
Constraints

. There has been relatively little pronotion of the
regi on.

. There are virtually no developed attractions in the
regi on.

. Although many people are willing to work in the tourism
i ndustry, very few have experience or training.

Because there is no substantial tourism industry, it
will be necessary to develop skills in tour

organi zation, facility managenent, product devel opnent
and pronotion.

Due to the high risks associated with traveling in the
north, nost activities require guides.

. The harsh winters nmean there is little opportunity for
tourism during a four nonth period.

. Deregulation will affect the price of air travel to
nort hern gateways such as Wnni peg and Ednonton, but
will not affect prices north of 60°.

10.2 Regi onal  Tourism Conponents

The issues, trends, opportunities, and constraints are
classified below according to the follow ng conmponents
attractions and events

accommodation and food services

transportation

i nformation services

entertainment and traditional activities
touri sm organi zati on

- human resources.
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10.2.1 Attractions and Events

| ssues and Trends

. Travelers are drawn to the region because of its
pristine wlderness environnent and the authentic native
cul ture. There are very few nman-nade attractions.

Through proper tourism managenent, the region will be
able to maintain its wlderness character.

. Continued wildlife nanagenent can naintain a stable
popul ati on of animals such as caribou, polar bear,
whal es, and muskox.

The Northwest Passage exploration and other explorer

thenes are well known to special interest European and
Canadi an nar ket s.

. Attraction devel opnent can preserve existing traditional
values and restore historic features and sites.

Opportunities

Each destination area has a mx of natural and cul tural

attractions that could be developed in the short and
m d-term

. There are many archeol ogical sites, sone of which could
be restored, e.g., Thule Village, stone houses, tent
groups .

. Increased denand for conprehensive nature and cul tural

interpretation prograns will create pressure for tourism
attraction devel opment.

. Northwest Passage Exploration sites (Franklin, Amundsen)
of fer numerous devel opnent opportunities.
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Constraints

10. 2.

Many of the artifacts associated with European and Inuit
history are in private collections or nuseuns outside
t he region.

Many of the potential attractions will require
significant capital expenditures for restoration and

development.

2 Accommpdati on and Food Services

| ssues and Trends

Most conmunities have satisfactory acconmodati on. Cnly
Copperm ne and Spence Bay require upgrading and
i medi ate replacenent of the honey buckets.

Co-op training courses for hotel staff seem to be
enj oyi ng reasonabl e success and should be continued.
(There is still the problem of continuous service in
Spence Bay.)

Opportunities

Peak season demand could be net with quality seasona
acconmodation units (e.g., tent franes) to be used in
the sumer season at campgrounds such as in Coppermine.

More use could be nade of well prepared |ocal foods,
especially during seasons when they are nost avail abl e.

Hotel s could be nore involved in tourist reception and
package tours.

Constraints

. Many tourists object to sharing roons.
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Accommodation denand is very seasonal. Although sone
properties may be closed for several weeks in winter, it
is sometimes difficult for travelers to find
accommodation during the peak season (especially when
construction crews are in town).

Al t hough food preparation has inproved over the past few
years, it is still characterized by a limted nmenu and
uni nspiring dishes, despite relatively high costs.

. The capital cost of pernmanent year-round accomobdation

facilities is very high.

16.2.3 Transportation

| ssues and Trends

Despite old equi pnent, NAM Air provides adequate
servi ce.

«. Alr links to the Baffin and I nuvik Regions are now

avai | abl e.
Opportunities
. Small package tours will becone nore popular, allow ng

each community to develop its own tour product, and sell
it collectively as part of the Arctic Coast Region.

Airlines could becone nore involved in the devel opnent
of the product.

NWT Air could work nore closely with the major southern

carriers to develop joint packages and co-operative
pronoti on.
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Constraints

10.2.

High travel costs will continue to restrict visitations
to select specialty groups.

4 Information Services

| ssues and Trends

Qopor

Const

Tourists are denmanding informative and honest trave
information before making trip decisions and enbarking
on a nmjor vacation.

Distribution of travel information on the Arctic Coast
Regi on has been focussed on one attractive brochure.

For the nost part, it is a region unknown to many of the
i nfluencers in the travel industry.

tunities

As the products and narkets becone better defined, it
will be possible to nore effectively distribute quality
i nformation.

More information on each community could be distributed
at each of the hotels via a travelers bulletin board.

Larger hamlets such as Cambridge Bay and Coppermine
could have a centraliimformegtion) service for both the

community and the entire region. M oy
Bockey 1 Merfet 2
Lee
raints (ev”

Many of the potential target markets are relatively
uni nfornmed about the characteristics and features of the

Arctic environnent and the Arctic Coast Region. by o ™
TOAh e
Amovit s
Speci alty markets are small and are distributed n*xkyldk‘jmfh
. %,k‘ ) FARIAe
virtually throughout the world. ey M e

i »H‘w’i CIVT& ‘
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10.2.5 Ent ert ai nnent and Traditional Activities
| ssues and Tr ends

. The Inuit culture is one of the l|ast renmining
traditional cultures in the northern hem sphere.

. Mst travelers to the Arctic are traveling wthout
children and are | ooking for evening entertainment,

including short tours (local boats, fishing, or a
| ounge) .

. The Arctic’s native population is collectively
interested in preserving the traditional ways.

. New concerns for heritage values are bringing back nany
traditional entertainnent activities.

The nore educated and sophisticated population in the

western world is increasingly interested in indigenous
cul tures.

. Inuit people are increasingly concerned with the
protection of their heritage. Tourism devel oprment
offers one nmeans of reaffirmng and relearning their
cul tural val ues.

Qpportunities

. Each comunity has naintained certain traditiona
activities and could readily produce an entertai nnent or
ganmes package for small tourist groups.

Festivals, ganes, and frolics could be nore frequent
during the tourist season.
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Constraints

No community has the accommobdation facilities to house a

| arge volunme of tourists fora short (one to three-day)
event.

. Residents of some communities may prefer that their
traditional events be used as an opportunity to get
together with friends and relatives from other
communities rather than as a major tourist event.

The “Heisenberg effect” suggests the danger that
traditional entertainnents nmay |lose their authenticity
t hrough tinme because of the influence of the observer
(the tourist) on the observed (the Inuit and their

traditional Ilifestyle).
10.2.6 Tourism O ganization

| ssues and Trends

Regi onal tourism devel opnent is based on collaboration
and comruni cati on between the various conmunities.

. The region is fortunate to have an Arctic Coast Touri st
Associ ation and a Regional Tourism Devel opnent Oficer.

Regions that are organi zed conpete nore successfully for
tourists than those that are unorgani zed.

Tourists are looking for a cohesive, balanced trave
package when choosing a particular region

. It is inportant to define the distinct roles of the
Regi onal Touri sm Devel opnent O fice and the Arctic Coast
Touri st Associ ati on.
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Opportunities

. The inplenmentation of a regional devel opnent strategy
will be facilitated by a strong regional tourism office
and the Arctic Coast Tourist Association

Constraints

. The great distances between comunities nmake

communi cations difficult for the Arctic Coast Touri st
Associ ati on.

. The communities are not accustonmed to collaborating with
a coordinating regional agency.

10.2.7 Human Resour ces

| ssues and Trends

. The people of the region are extrenely bospitable and

increasingly interested in receiving tourists to their
communi ty.

. There is definite eagerness anong some individuals to
increase tourismin the region, especially to provide
enpl oynent for young nenbers of the conmunity.

Opportunities

. Increased visitation will require qualified staff to
respond to tourist demand for a high quality product.

. All efforts should be nade to overcone the |ack of
tourismrelated skills by imediately introducing a

responsive training programto put the product in
place to attract tourists.

. Training funds could cone from the EDA or Special ARDA
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Courses shoul d enphasize tourism narketing, package tour
devel opnent, facility managenment, marketing, and visitor
needs.

Constraints

. Because there have been so few tourists to the region

there is virtually no tourism expertise in the Arctic
Coast .

There is little appreciation of the mechani snms of the
travel industry and how a northern product should be
packaged and sold to southern markets.
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11.1 DEVELOPMENT CONCEPT

11.

1

This chapter presents the Study Teanmis views on the
devel opnent concepts that should be enployed in preparing
the tourism strategy and plan. These concepts include
- the images that should be presented in the
mar ket pl ace,
alternative thenmes that would provide the focus for
all product and market devel opnment for the total
region and each destination area,
- alternative regional concepts for packaging the seven
destination areas, and
- potential devel opnment opportunities in each
destination area.

The devel opnent concepts were tested and refined through
nmeetings with the Steering Conmttee and the communities, and

are presented in greater detail in a planning context in
Vol une 11

| mge

Canada’s Arctic is already characterized in southern markets
by a series of abstract inages that, taken collectively,
produce an overall theme for the region. These inmges are
best expressed by the following |abels or words:
Arctic Coast
Arctic Ccean
Bar r enl ands
Arctic Crcle
Treel i ne
Arctic Archipel ago
Inuit Lifestyle
Nor t hwest Passage
Dorset/Thule Culture
Native Crafts
Ki ti knmeot
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The Arctic Coast Region has all the resources necessary to
support these images, and can respond to existing and
potential visitations by providing:

. an Arctic coastline and a variety of coastal resources
that are only available in the Central Arctic, involving
a conbination of land, ice, community, and water-based
activities that cannot be found in other conpetitive
Arctic regions

. afascinating social, cultural, and natural environment
including features and lifestyles that appeal to specia
interest groups and individuals interested in an Arctic
experi ence

. anple opportunity to observe and interpret the
rel ati onship between the Inuit people and the Arctic
resour ces

a variety of arts and crafts.

11.2 Alternative Thenes

The thenme of a region should reflect the nost inportant
i mges, as well as respond to the perceived target narket
expect ati ons.

Two themes are proposed:
Arctic Coast
Inuit Culture
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Thene 1: Arctic Coast

“Arctic Coast” reflects the existing name and tourism inmage
pronoted by the study region, and it would be wise to
continue with a thene that is already recognized. The
“Arctic” image has a distinctive, competitive,
internationally recognized connotation. “Coast” suggests
excl usive inages associated with Canada’s Atlantic and

Paci fic coastline, including beaches, cliffs, islands, and
marine life. It also suggests a return to the sea and the
northern edge of the North Anerican continent. The coastline
of the mainland and islands ties the region together and
provides a link between all the hamets.

The conbination of the words “arctic” and “coast” suggests

one of the strongest images in the Northwest Territories and
Canada.

“Arctic Coast” inplies abundant natural resources (marine and
terrestrial), exploration, nomadic novenent, and the
establ i shment of communiti es.

“Arctic Coast” also suggests several sub-thenes, including
the Northwest Passage exploration, the Franklin Expedition

t he Hudson’s Bay devel opnent, and the Roman Catholic M ssion
novenent .

Theme 2: Inuit Culture

As southern travel markets becone nore experienced,
sophi sticated, and culturally aware, they wll develop nore
interest in nonconsunptive native tourism activities.

Inuit culture has become known to Canadi ans and the
international markets through the sale of northern arts and
crafts. Although craft production is not exclusive to the
Arctic Coast, communities such as Spence Bay have received
much attention in the south.

Inuit culture and lifestyle, unlike other indigenous cultures
of North America, are still strongly rooted in the Inuit past
and provide unlimted interpretation opportunities.

The Inuit people, however, are not exclusive to the Arctic
Coast region and many of the potential cultural/native
tourism products will also be used by other regions including
Baffin and the Western Arctic. Therefore, although "Inuit
Culture” is a strong theme, it is not exclusive and could be
in conpetition with other regions.
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The overall thenme is strongly linked to the orientation of
the overall regional devel opnment concept. Enphasis will be
on locations, attractions, and services that correspond to
the resources, inmages, and needs of visitors. The concept

will outline the functional relationship between destination
areas in ternms of

services
attractions
stagi ng areas
| i nkages.

Destination areas are zones possessing opportunities to
attract and hold tourists because of their features and
facilities. They are usually centred on a particular hanlet,
but may include a large area around the comunity. Exhi bi t
11.1 shows possible themes and sub-thenes around which each
destination area could be devel oped.

11.3 Alternative Regional Concepts

Two regional devel opnment concepts are proposed. Each

i ncludes seven destination areas, six of which focus on a
particul ar community and one on the unique resources of

Bat hurst Inlet. Both concepts concentrate devel opnent al ong
a 1,300 km coastal corridor of the Arctic Ccean.

Each devel opnent concept pronotes the idea of conmunity-based
tourism using the features of the hamlet to embark on such
activities as:
devel oping tours for fishing, hunting, cultural and
nature interpretation, and archeol ogical exploration
establishing expeditions to unique areas such as
Bathurst Inlet, Mnto Inlet, Boothia Peninsul a

creating opportunities for non-natives to appreciate and
| earn about the Inuit lifestyle.

The major difference between the two concept relates to how
peopl e access the region and, consequently, how each
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EXHIBIT 11.1: THEMES AND SUB-THEMES FOR DESTINATION AREAS

BOLMAN DESTINATION ARSA
Theme: Big Game Hunting

Continuous promotion Of trophy hunting forpolar bear, muskox, caribou.  Growth
in caribou and muskex hunting.

Sub-Theme : Inuit Arts and cCrafts Production

Expansion and marketing of existing and new products as well asthe
Interpretation oftechniques.

COPPERMINE DESTINATION AREA
Theme: Coppermine River and Arctic Coastline

Conti nuous pronotion ofcanoceing/rafting on the Coppermine River as well as
group toura out ofCoppermine to Bl oody Falls and/or along the coast (e.g. , to
Rae and Richardson Rivers) .

Sub-Theme : Hudson'.Bay Company amd Hearne Overland Expedition

General history ofthe trading and e xpeditions in the Central Arctic with an

emphasis on the Hudson ‘a Bay Company: specifically, the tradin st (1914 and
AnSI ican Mission ( 1915)y at pBerynarg Harbour ghd posts at t epomouth(of Copplnnine
River (1925)

CAMBRIDGE BAY DESTINATION AREA
Theme: Arctic Char ¥rishing

Expandi ng exi sti nﬁ. lodges and providing (through receptive tour operators )
community-based fishing and touring opportunities.

Sub- The: Central Arctic Administrative Centre

Interpretation of the various functions and facilities as well as the
interaction ofthe modern and traditional | i f estyl es.

GJOA HAVEN DESTINATION AREA
Theme: Northwest Passage and Scientific Expedition

King Wlliam |Island providesthe basis for a number of historical themes,
Including the e earth for the Northwest Passage, the Franklin Expedition, the
search for the Franklin Expedition,the firat successful crossing of the Passage
by Amundsen, and scientific exploration includinglocating the magnetic pole.

Sub-Theme: Chantry Inlet Fishing

'Il_gli S high quality fishinglodge My be serviced and partially operated by Gjoa
ven.

SPENCE SAY DESTINATION AREA
Theme; Quality Arts and Crafts

Using the reputation of the crafta produced by Taloyocak Craft Shop and sewing
Centre, ® hoppi ng and the interpretation of craft” production (e.g. , weel dying)
woul d be avail able.

Sub-Theme : BoothiaPeninsula Bistoric/Nature Tours

Interpretation ofthe coastline ofthe peni nsul a offers abundant opportunity for
toura baaed on Frank 1in/James Rosa/ McLintock Expedition, the Hudson's Bay at
FotRoss, marine and wildlife ofthe Bellot Strait, the archeol ogi cal sites of
Creswell Bay and Hazard Inlet. /




EXHIBIT 11.1: THEMES AND SUB-~THEMES FOR DESTINATION AREAS conti nued

PELLY SAY DESTINATION AREA
Theme: Tnuit Culture e€nNd Lifestyle

Because Of therenpteness and aspirations Of its people, Pelly Bay providea a
relatively authentic e xposure to Inuit |i festyle including fishing, hunting,
games, entertainment. Local archeol ogical sites also contribute to cultural
interpretation opportunities.

Sub-Thame: Roman Catholic Missiona

Centred on the ® Xisting e tone church museum, the role of the Catholic Church in
both the north and Pelly Say could be preeented.

BATHURST INLET DESTINATION AREA
Theme: Mature | nterpretati on and wilderness Experience
Based on the existing pronotion of the area as well as recognition of national
ecol ogi cal importance of the site, the present orientation would be naintained.
Nati onal designation should be investigated to assess soci oecononic i npact

Sub-Theme: History and Inuit Li f estyle

Interpretation of the role of the Burnside River in exploration, the Franklin
Expedition, thelifestyle of the Inuit people at Bay chimo,and the year-round
out post camps ® uch &s Brown Sound can be used as attraction.
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destination area functions as a staging or service area. The
two concepts are presented schematically in Exhibit 11.2.

Concept 1

Cambridge Bay is both a service centre for and a gateway to
half the comunities in the Central Arctic. Consequent | vy,
this ham et could be considered the central “service” and
“staging area” for the Arctic Coast region. In other words,
nost visitor traffic would pass through Canbridge Bay.

This concept would have the foll ow ng conponents:

Semite Nodes Primary :  Canbridge Bay
Secondary: Holman, Copperm ne, Pelly

Bay, Spence Bay, G oa Haven
Tertiary : Bay Chimo/Bathurst Inl et

Attraction Nodes Primary : Canbridge BRay
Secondary: Holman, Copperm ne, Pelly
Bay, Spence Bay, G oa Haven,
Bat hurst Inl et

Staging Area Primary : Canbridge Bay
Secondary: Holman, Copperm ne, Pelly
Bay, Spence Bay, {J oa Haven

Tertiary : Bat hurst Inlet Lodge, Bay
Chimo
Linkages Primary : Yellowknife/Canbridge Bay
Secondary:  Yel | owkni f e/ Copperm ne and
all lateral connections
Tertiary : Hall Beach/Pelly Bay

Canbri dge Bay/Batbhurst
Inlet/Bay Chimo
I nuvi k/ Hol man/ Copper m ne

Concept 2

This concept reflects existing conditions and recognizes two
significant, yet distinct, |inks between Yellowknife and the
Arctic Coast region. They are: Yellowknife/ Canbridge Bay
and Yel | owkni f e/ Copper m ne.

Under this concept, the region is divided into two
sub-regions: the Wstern Sub-region, including the hamets
of Coppernine and Holman; and the Eastern Sub-region

i ncludi ng Canbridge Bay, Spence Bay, G oa Haven, and Pelly
Bay. Bat hurst Inlet is equidistant from Copperm ne and
Canbridge Bay and is considered part of both sub-regions.

This concept has the follow ng conponents:
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Exhibit 11.2

Optional Concepts
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Service Nodes Primary Canbri dge Bay, Coppermine
“Secondary: Holman, Gjoa Haven, Pelly
Bay, Spence Bay
Tertiary : Bay Chimo/Batburst |nl et

Attraction Nodes Primary : Canbri dge Bay, Coppermine
Secondary: Holman, Pelly Bay, Spence

Bay, G oa Haven, Bat hurst
I nlet

Staging Area Primary : Canbridge Bay, Coppernine
Secondary: Holman, Pelly Bay, Spence

Bay, Gjoa Haven
Tertiary : Bat hurst Inlet/Bay Chimo

Linkages Primary : Yellowknife/Canbridge Bay

Yel | owkni f e/ Copper m ne
Secondary: Copper m ne/ Hol man

Canbri dge Bay/Gjoa Haven,

Spence Bay, Pelly Bay
Tertiary : Hall Beach/Pelly Bay

Copper m ne/ Canbri dge

Bay/ Bat hurst Inlet/Bay Chino

I nuvi k/ Hol man/ Copper m ne

11.4 Evaluation of Alternative Regional Concepts

Bot h concepts were presented to and discussed with the
Steering Conmittee. Concepts were conpared on six paraneters
(see Exhibit 11.3 for evaluation matrix).

Concept 2 was the preferred concept for three reasons:
its inmpact on visitation,
its inpact on the econony, and
its inmpact on tourist devel oprnent.

Each reason is discussed in detail below

I mpact on Visitation

Pronoting two primary destination areas instead of one allows
nore opportunity to increase total visitation to the region.
Travelers to Yellowknife have the choice of nore than one
flight route to the Arctic. This is inmportant for package
tours for small groups on regular scheduled flights,

especially in the sumer when there are fewer avail able
seats.



Concept Evaluation Matrix

EXHIBIT 11.3

CONCEPT 1

CONCEPT 2

1. IMPACT ON STRATEGY

Extend Shoulder Season
Increase Expenditure
Increase Volume
Access to Yellowknife

2. IMPACT ON ECONOMY

-Job Creation

- Youth Employment
Diversity Economy
Generate Income
Generate Local Taxes
Job Training

3.  IMPACT ON REGIONAL TOURISM

Responds to Available Facilities

Impact on Competition
Response to Markets
Clustering Benefits
Funding Potential

4. ENVIRONMENTAL IMPACTS

5. COMMUNITY IMPACTS
- Impact on Lifestyle
- Resident Recreation
Opportunities
- Cultural Development

6. DEVELOPMENT POTENTIAL

- Linkage to Adjacent Regions

- Local Investment Opportunities

- Infrastructure Costs to
Communities

® = Greater comparative impact

0 Similar degree of impact

[ X Nl N ®® ®Oo

oMol Nl

[eYely ]
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Separating the region into two sub-regions nmakes it easier to
pronote conbined tourism packages with the two adjacent
tourist regions (Western Arctic Region and Baffin Region).

For exanple, this regional concept nakes it possible to
pronote an | nuvik/ Hol man/ Copperm ne/ Yellowknife corridor

t hrough the Western Sub-region, which would be linked to the
sout hern gateways of Ednonton or British Col unbia. This al so
allows the rubber tire trade (tour buses, recreation
vehi cl es, autonobiles) indirect access to the Arctic Coast.

The Eastern Sub-region can also be linked to the Baffin

Regi on via Hall Beach, providing access for the Toronto and
Montreal markets.

In summary, two sub-regions increase access, and consequently
total visitation, to the Arctic Coast. Two primary
destinations and two sub-regions also inply diversity in the
travel product: consequently, nore opportunity for shoul der
season and repeat visitation. For exanple, this concept
enabl es Coppermine to expand its role fromthat of a service
area for summer visitors canoeing the Copperm ne River

Canbri dge Bay, as well, could becone nore than a summer

staging area for the |odges and communities in the Eastern
sub-regi on.

| npact on the Econony

Concept 2 pronotes the devel opnment of both Copperm ne and

Canbridge Bay. The formation of two devel opnent areas woul d
have a greater inpact on the econony of the region than the
establishment of one major tourism staging and service area.

Two primary areas woul d:
provide nore job creation opportunities
increase the diversification of the econony in both
Coppermine and Canbri dge Bay
generate increased incone for both comunities
provide additional job training opportunities.
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conpi | ed. The list should respond to the ainms of the
devel opnment strategy and maximize the utilization of the
avai |l abl e resources.

The nost pertinent strategic ains that the proposed
devel oprment opportunities (listed below neet include:
/. increasing overall visitation to the Arctic Coast
regi on;
/increasing average tourist expenditure by offering nore
activities and experiences;
v. appealing to specific target markets;
~. attracting nore tourists in the shoul der season
.+ providing a balanced |evel of devel opment throughout the
regi on;
« encouragi ng novement across the entire region by
provi ding anchors at each end (e.g., Holman, Pelly Ray):
« appealing to visitors from adjacent tourism regions,
Western Arctic and Baffin:
« devel oping attractions and services that are

particularly appealing to small, specialty package
tours;
«~ providing attractions that will gain national and

international recognition for the Arctic Coast Region
 devel oping opportunities that conplenent the resources
and facilities of other regions in the NWT.

The resources that have been nost frequently capitalized upon
i ncl ude:
~ the pristine natural Arctic environment, particularly
features that are close to the communiti es;
—« the existing services of the conmunities, including
accommodat i on, boats, craft shops, and school s:
« the Inuit culture, including its rich heritage of craft
production, attitudes and beliefs, games and
storytel ling;
« the native know edge of the north, including its natura
resources and how to survive in the Arctic environment;
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+« the inpact of European culture, starting with early
expl oration and the search for the Northwest Passage to
the present day admi nistration of the north.

The following list outlines sone potential devel opnent
opportunities. They will be fully expanded at both the
community and regional level in the devel opnent plan and

i mpl ementation strategy. Exhibits 11.4 through 11.1@ present
t he devel opnent opportunities in greater detail.

Proposed Devel opnent Qpportunities

Ar ea Opportunities
Holman Destination (a) Arts & Crafts Studi o/ Wrkshop
Axes (b) Inuit Cultural Museum and Northern
Lifestyle or “Learner Centre"
(c) Nature/Fishing Tours to Mnto Inlet
(d) Thule Village Reconstruction
(e) Expanded Big Gane Hunts
Coppermine (a) Coppermine Area Interpretive
Destination Area Exhi bi t

(b) Arctic Coastal Tours

({c) Coppermine River and Comunity

Tours

(d) Excursions to Tree/Ri chardson

Ri vers

(e) Hudson’s Bay Interpretive Exhibit
and Tours to Bernard Harbour

(f) Upgrading of Coppermine Inn plus
Seasonal Accommobdati on

Canbri dge Bay (a) Re-opening Unused Char Lake Lodge
Destination Area (b) Communi ty-based Fishing Excursions
(c) Restoration of Stone Church and
"MaUd"
(d) Conmunity Interpretive D splays and
Tour s
(e) Tours to Munt Pelly
Gjoa Haven (a) Northwest Passage Exhibit and Tours
Destination Area on King WIlliam Island
(b) Amundsen Menorial and Replica of
the "Gjoa"
(c) Gadual Acquisition of the Chantry
Inl et Lodge
(d) Community Tours and Entertai nment
Spence Bay (a) Arts & Craft Studio and Wrkshop
Destination Area (b) Boothia Peninsula Nature &

Ar cheol ogi cal Tours
(c) Fishing & Hunting Trips




Ar ea

Pelly Bay
Destination Area

Bat hurst | nl et
Desti nati on Area

(d)
(e)

—~ —~
o0 T

o Q
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Opportunities

A d Fort Ross and Thule Village
Restorati on
Christmas Arctic Festival

Restoration of Stone Church and
Museum
Inuit Cultural Centre and Wrkshops

Community Tours and Entertai nnent
Inuit Cultural Centre

Bathurst Inlet Lodge Expansion
Bat hurst Inlet National
I nvestigation



EXHIBIT 11.4  DEVELOPMENT OPPORTUNITIES HOLMAN DESTINATION AREA
MARKETS RESOURCES ACTIVITIES STRATEGY
1. INUITCULTURAL AND NORTHERN LIFESTYLES OR “LEARNER CENTRE"

Inuit culture enthusiasts -

community visitors

- international tours

Government/business
northern educators

. THULE CAMP RECONSTRUCT ION

Inuit culture enthusiasts -~

archaeological students
international tours

30 NATURE/FISHING TOURS TO MINTO

4.

]

existing building
artifact collection
communi ty

authentic community
structure

existing archaeological
digs

several site
boat access

locations

INLET

outdoor enthusiasts
naturalists

anglers
photographers

ART AND CRAFT STUDIO/WORKSHOP

Inuit and southern artists

shoppers

EXPAND BIG GAME HUNTS

international trophy
hunters

polar bear/nuskox hunters

wildlife, char and
trout

lodge facilities
vegetation

boats and three-wheelers

production area
studio
homes of artists

polar bear
muskox

- seal

demonstrations
A/V presentations
survival techniques

arctic habitat study - western regional

guided tours
archaeological and
historical description

fishing

hiking/camping
photography

extended stay in lodge

workshops
demonstrations
production of personnel
i terns

hunting
photography

introduction of native
cultural lifestyle
draw from Inuvik

anchor

attraction of national
interest

increase length of stay
in area
expose unique features

- expand Holmans existing

arts/craft reputation

increase expenditure
and volume



EXHIBIT 11.5 DEVELOPMENT OPPORTUNITIES

COPPERMINE DESTINATION AREA

MARKETS

RESOURCES

ACTIVITIES

STRATEGY !

1.

. EXCURSIONS TO TREE/RICHARDSON

COPPERMINE AREA INTERPRETIVE EXHIBIT

excellent site at mouth
of Coppermine River
views of River, cemetary

arctic coast visitors -
naturalists
local residents -

.ARCTIC COASTAL TOURS

Petershead boat
coastline/islands

all visitors -
canoeists -

RIVERS

river systems
tour guides

anglers -
naturalists -
wilderness enthusiasts

. UPGRADE COPPERMINE INN AND SEASONAL ACCOMMODAT 10N

- excellent site
- competent management
- relatively higher

all visitors

visitation
. COPPERMINE COWUNITY AND RIVER TOURS
canoeists - Coppermine River

-Bloody Falls
- arctic coastline
sightseeing

history enthusiasts
upper income adults

HUDSON”S BAY COMPANY HISTORIC TOUR

- Bernard Harbour
- Coppermine River

history enthusiasts

- static display -
- guided tours

- sightseeing -
- marine interpretation -

- Fishing -
- nature interpretation

- accommodation -
- food services
- local hospitality

- canoe river plus guided -
coastline tour, -
together with festivals

- nature interpretation -

expose diversity of
Arctic Coast

history of Coppermine
River, Hudson’s Bay
Company and Herne
Expedition

increase length of stay
appeal to Yellowknife
visitors

Arctic River promotion

recognized affordable
arctic accommodation

increase length of stay
comprehensive package

increase length of stay
special interest package



EXHIBIT 11.6  DEVELOPMENT OPPORTUNITIES CAMBRIDGE BAY DESTINATION AREA

MARKETS RESOURCES ACTIVITIES STRATEGY

1. STONE CHURCH MUSEUM

- history enthusiasts existing church exhibits and demon- - promote R.C. mission
-~ R.C. Missionaries artifacts strations theme
all visitors to area concerned citizens

2. RESTORATION OF MAUD

- history enthusiasts existing remains exhibition promote early explorer
all visitors excellent site static display themes
interest by Parks Canada

3. FISHING AND NATURE TOURS

- anglers fishing lodges fishing - increase expenditure
- Government employees 1 akes hiking ) - increase length of stay
- naturalists arctic environment interpretation

local fishing

4. MOUNT PELLY TOURS

- sightseers road to site sightseeing explore arctic environ-

- naturalists available three-wheelers - geology interpretation ment

- all visitors trails picnicking increase length of stay
interesting trip hand gliding one day

wildlife interpretation

5. COMMUNITY ADMINISTRATION TOURS

all visitors - generators demonstration projects - understanding of Arctic
Government employees - windmill cultural interpretation conditions
arctic students - weather station increase stay and

- Tish processing expenditures

four season appeal



BASI C DEVELOPMENT PRQJECT
| MPLEMENTATI ON  SCHEDULE

Year 1989 1990 1991 1992 1993 1994
Quarter 1 2 3 4 1 2 3 4 1 2 3 4|1 2 3 41123411234
{
1. Community Park Ce e e -;--o—
2. Bloody Fall A O vmmesmes T
. - = = 0 I EEE——————
3. Community Tour/Hi kes
4. Information/Interpretive
Facilities
A T
4.1 Arctic Thene Display oo 7 ~ O m—
4.2 Information/ A T
Oientation Display D e e e =~ = e == (O |
A
4.3 Comunity Exhibits 5. o Kemmmeo | cececne—————
LEGEND
budget and program . ...0  .*
refinenent, approvals phase
detail design phase S -

constructi on, o
fabrication, printing phase S EEEEEE————————

pr oj ect A
appr oval *

-
t ender 0




BASIC DEVELOPMENT PROJECTS

PROJECT COSTS BY YEAR ($ 000) HIGH ESTIMATE

1. Community Park
2. Bloody Fall
2.1 Canpsite
2.2 Signage
3. Community Tour/H kes
3.1 Panphl et
3.2 Signage/Markers

4. Information/Interpretive
Facilities ’

4.1 Arctic Thene Display

I nf or mati on/
Orientation

4.2
Di spl ay

4.3 Conmunity Exhibits

Operations and Mintenance
i ncluding Community Host

10

10
10

e

e

1990 1991 1992 1993
25 65 5
40 10
70 45
25
65 70 35
10
5 5 7 10
240 195 47 ’ 10

TOTAL

100

©0

120

30

180
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EXHIBIT 11.8  DEVELOPMENT OPPORTUNITIES SPENCE BAY DESTINATION AREA
MARKETS RESOURCES ACTIVITIES STRATEGY”
1. NATIVE CRAFT WORKSHOP

international artists
Government employees
special students

OLD FORT ROSS RESTORATION

history enthusiasts
naturalists
photographers

BOOTHIA PENINSULA TOUR

naturalists
photographers
rockhounds

. FISHING/HUNTING TRIPS

anglers
sightseers

CHRISTMAS ARCTIC FESTIVAL

upper income families
national travelers

Inuit cultural enthusiasts

- talented craftspeople
- facilities

- doll making
- parka design

- traditional/contemporary - dyeing

techniques

- former buidings

- striking scenery

- water access

- archeological site
- snow machines

- dramatic landscape

- water access

- archaeological sites
- marine life

- flora/fauna

- excellent fishing

- water access

- lakes and coastal
features

- traditional games and
activities

- community hospitality

- native homes

- community hall

history interpretation
boat tours

sightseeing
photography

sightseeing
guided marine and land
nature tours

fishing
overnight camping
sightseeing

entertainment
participation in
games

cultural appreciation

off season opportunities
specialty markets
increase length of stay

extended stay in desti-
nation area

extended stay in desti-
nation area
supplies at Spence Bay

extended stay in region
access through Spence
Bay

winter season tourism
use of community
resources



EXHIBIT 11.9  DEVELOPMENT OPPORTUNITIES PELLY BAY DESTINATION AREA

MARKETS RESOURCES ACTIVITIES STRATEGY”

1. RESTORATION OF STONE CHURCH

~ R.C. Missionary students - existing church exhibits and demon- - fdentity and attraction
- Inuit history enthusiasts ~ community interest strations for Pelly Bay
- all visitors participation

2. INUIT STONE HOUSE RESTORATION

~ all visitors - existing archaeological historic interpretation - extended stay in area
- Inuit History enthusiasts sites sightseeing unique attraction
- archaeological students - boat access photography

- stone caches, etc. guided tours

3. COMMUNITY TOURS AND ENTERTAINMENT (TOUR BY BOAT)

- cultural enthusiasts authentic/traditional dialogue - extended stay in
~ all visitors lifestyle observation community
hospitality participation - activity for community
- scenic surroundings photography artists
craft shop

4. INUIT CULTURAL CENTRE

students of Inuit culture - authentic lifestyle cultural values/beliefs - major international

artists/archaeologists interest in cultural survival techniques attraction for north

Government/business preservation arts/craft/games encourage flow from

northern indigenous hospitality language eastern and western

people scenic beauty habitat study markets

northern educators archaeological features indigenous knowledge - eastern anchor for
elders region




EXHIBIT 11.10 DEVELOPMENT OPPORTUNITIES

BATHURST

INLET DESTINATION AREA

MARKETS RESOURCES

ACTIVITIES

STRATEGY”

1. BATHURST INLET LODGE EXPANSION

outdoor enthusiasts Bathurst Inlet
sightseers/photographers - Burnside River
naturalists Welberforce Falls
anglers outpost camps
photographers quality accommodation
international tours established interna-
special arctic tours tional reputation
access to Bay Chimo

2. BATHURST INLET NATIONAL DESIGNATION [INVESTIGATION

Bathurst Inlet Lodge
marine life
Wilberforce Falls
wildlife/vegetation

- outdoor enthusiasts

- environmentalists

- International tours

- arctic environment
specialists

Arctic nature study
photography

hiking

flightseeing
backpacking

canoeing

cultural inter-
pretation in Bay Chimo

camping/canoeing
hiking

backpacking

nature interpretation

gain additional interna-
tional recognition
increase volume and
expenditure

encourage repeat visita-
tion

promote Arctic environ-
ment preservation

gain national and inter-
national recognition for
the Arctic Coast
increase destination
draw

national oublicity
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RESULTS FROM INTERVIEWS

1.0 SUWARI ES OF | NDUSTRY INTERVIEWS

Over the course of developing the Arctic Coast Tourism Plan,
the Study Team held interviews with conpanies involved in
whol esaling and retailing package tours. In many cases, two
interviews were held: the first when the Background Report
was being prepared and the second when the Devel opnent
Strategy and Plan were being fornulated. At the second
interview, the respondent was shown possible package tours
and asked to coment on them

Seven whol esalers and retailers contacted during the study
indicated little or no know edge of NWT tourism and/or little
interest in tourism developnent in the Arctic Coast. These
companies i ncl ude:

Conpany Locati on
P. Lawson Travel Vancouver, BC
Sears Travel Vancouver, BC
Hagens Travel Vancouver, BC
Gateway Travel Toronto, Ont
Adventures Tours Toronto, Ont
Musi ¢ Mann Tours Toront o, O©Ont
Blythe and Conpany Toronto, Ont

A total of 26 conpanies wholesaling and retailing tour
packages were contacted through the course of the study. The
following summarizes the results of the interviews with the
19 conpanies that displayed an interested in northern
tourism
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Campany Nane: Evergreen Tours
Location . Vancouver, BC

Current Products and Markets

Evergreen puts together tours for destinations throughout the
world. The client group is based mainly in the Vancouver
Lower Mainland, and is mostly composed of retired people (age
50 plus). The conpany specializes in 3-5 week bus tours for
groups of about 40, and markets directly through brochures
(four brochures a year), rather than through travel agents.
The conpany puts all elements of the tour together, from
airfare to acconmodation to activities. The conpany receives
a lot of repeat business and books tours six nmonths in
advance. Promotion is through ads in the “El der Statesman”

, and by word of nouth.

—
Comments on Northern Tourism

The conpany generally takes one tour group a year by bus to
Yellowknife up the Liard H ghway. (The respondent [Personally
took the first bus tour up the Liard Highway and into

Yel | owknife .)

Evergreen Tours has not offered anything to the Arctic Coast,
but could be interested if the package was attractive. They
have taken a bus |oad of people to Yellowknife, then
travelled by air to Nahanni Park for the norning. A simlar
extension to, forexample, Coppernmine offers potential. The
extension would include: a flight from Yellowknife to
Copperm ne; lunch/dinner (e.g. Arctic char dinner); cultural
activity with an opportunity to purchase a souvenir; tour of
the town; talk on the community’s history; and return the
sane day. Longer trips of three days/two nights to a single
community also offer potential, but would be harder to fit

i n. Eur opean groups or people traveling from A berta might
be interested in a 3-day tour.

/)L(,a ‘7”"""’
A group of forty would require three Twn Qters for the LUO,L"W
day’ s excursion. The cost would be $18@ for airfare and $2¢! '~ g
for a neal. A person in Yellowknife (e.g., Raven Tours) v’iﬂv»’*.(""“’
could put the Arctic Coast tour together. A |ocal escort | Lumtd oy Tt
fromthe area would al so be needed. Ak ave

The respondent believed there were two broad market segnents
who could be interested in Arctic Coast products:
- people between the ages of 30 and 45 interested in a
wilderness experience (not Evergreen’s clientele), and
- people over 50 who want nore of the «creature conforts
and have a strong interest in history and culture.

The respondent believes the Inuit cultural experience could
offer the nost potential. Features of the Arctic Coast to be
enphasi zed include wldlife, the tundra, the ocean, wnter
survival, neeeting the Inuit one-on-one, and the sources for
famous lnuit art work.
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Speaking nore generally, the respondent expressed the view
that the north should be pronoted through all-inclusive tours
that include airfare, accommodation, neals, activities,

gui des, and so on. “The northern area is too rente to
simply drop people off.” All-inclusive tours increase the
apparent package price, but will provide the best approach.

The package should be structured to include specific
communities, specific cultural activities (e.g., carving),
historic presentations, and other activities (nature
observation, dog sled trips, fishing). One person on-site in
the Nwr (Yellowknife or, better still, in the comunities)
shoul d coordinate all the suppliers who are involved: this
person should have a good know edge of tourism and take
responsibility for the reliability of suppliers. Pronoti on
could be handl ed by sending snmall 4-colour brochures to nmajor
tour conpani es.

The major constraints to marketing the north are the expense
of travel and the small size of outfitters and local
operators. Outfitters are very small businessmen who have
neither the time, money, or expertise to pronote their
services to a system of travel agents.
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Company Nane: Tuullik W/ derness Adventures
Locati on . Ottawa

Current Products and Markets

The conpany has three functions:
- to provide wilderness skill training to schools
- to take wilderness tours (canoe trips, whitewater
rafting) to Southern Canadian destinations
- to take wilderness tours to the Eastern Arctic.

Current tours include:

(1) week at Top of the World. $3,188 from Montreal (10
days/9 nights). Includes Resolute Bay to GriseFjord by
snowmobile.

(2) Magnetic North Pole. $3,750 from Montreal (10 days/ 9
nights). Resolute Bay to North Pole by snowmobile.

(3) Wiitewater Rafting. Two weeks in the Eastern Arctic

(4) whitewater Rafting/H king. One week whitewater rafting,
one week hiking in Aiyuittug National Park.

The conpany also offers a whitewater rafting trip for |oca
residents in Baffin |sland. In 1983, they took 40 people to
the NWI' in four groups (10 per trip is a good party size).
The conpany has not sent any tour groups to the Arctic Coast.

Tuullik tours are organized around a size of 12 (nmaxinmm
with a ratio of one guide to 4 patrons. The main guide/host
organi zes and |eads the whole tour. He picks up the group in
Montreal, provides an introduction on the plans, organizes
and | eads on-site tour activities, ensures a quality
experience, and returns to Montreal with the group. The Tour
picks up two assistants (locals, outfitters, etc.) in the
North. The major host provides needed adjustnments to Canada
for Europeans and the |ocal assistants provide an
introduction to and liaison with local (Northern) culture and
envi ronment .

Interpretive or |earning experiences are an inportant part of
t he package. Tuullik provides an interpretive guidebook for
patrons to use on tour and to refer to at hone. The book
provides information about trip activities and background on
such things as caribou and dog sl edding.

Advent ure packages mnust be unique to sell them in the
expensive holiday market. (Airfares alone place these trips
in the high price range.) The lure is experiencing and
exploring the North. “Anyone can go cross-country skiing (it
is not native to the north), but the interesting part is
getting out into Arctic wlderness on skiis and experiencing
the natural beauty.”

Packages are priced from Montreal and include all expenses
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(70% of the cost is airfare). The all-inclusive approch is
the easiest to market. The conpany is currently selling
packages in Northern Europe (Wst GCernany, the UK France,
and Holland) and in the southwestern USA (Texas, California,
and Arizona).

The marketing nethod is to participate in all major show
pronotions (e.qg. Rendezvous Canada) and to use sal es agents Y
(in West Germany and M nnesota). Tuullik clients are
interested in wlderness adventure and aretypically

uni versity educated professionals who form the mddle to
upper inconme groups ($30,000 plus annually). A vacation for
these people is a npjor status item

‘bn

staging “Interlude” in Ottawa. 1t will
ow effort which will provide nmuch needed

he Eastern Arctic (and Baffin Island). To date
Canada has not beén\a maj or focus as a market, but there has
not been nuch effort-.either. (It may be an untapped mar ket ,
but it is also an unaware narket. ) “Interlude” has already
generated a lot of publicit.y and interest -- it has already
stinul ated comnitnent from interested in tours that
have not been advertised yet#

Comments on Northern Tourism

The respondent offered the following comments on tourismin
the NW.

Ten days to two weeks is the ideal package length for
tourists from Europe. It is difficult to maintain thei.
interest on |onger package tours, and a shorter tour
cannot absorb the high cost of airfare.

Scenery and neeting the Inuit people are the nost
important attractions in the Arctic.

. Food nust be of good quality. If good accomodati on
cannot be provided, the atnosphere of quality can be
created by preparing food properly and treating visitors
to one good neal a day.

The Arctic should not be billed as a |uxury experience
because it is not. Proper preparation of visitors is
important to avoid di sappoi ntnent.

sufficient profit in taking ourists per year to the
Arctic. The key is to nake §o6d use of |ocal services
and outfitters.

As |long as overheads are ke a mninum there can be
i

. A significant constraint in pronoting tour packages is
the lack of internediaries between southern whol esal ers
(who mnust understand and pronote the product) and |oca
outfitters (who have limted know edge of tourists,
pronotion, and service). Governnent groups have tried
to assist devel opnent, but they often do not appreciate
the snmall details that can break a small tour operator



A-6

Local operators often do not know how to appeal to
tourists (particularly from other countries) and are not
geared for sales.

One approach would be to establish an association of
representatives of each town. Each representative would
identify products and work with |ocal operators to
devel op package ideas and activities. The
representatives would meet, review product ideas anobngst
t hensel ves, and then review the ideas with southern

whol esal ers. The association would develop a brochure
to cover the packages with the nost potential. These
packages would then be pronoted jointly by GNwWT tourism
and southern whol esalers. The association would also
set standards that all nenbers would be expected to
meet .

Packages for foreigners nmust be controlled fromthe
southern airport through the entire itinerary in the
nort h. I f people spend a few unorgani zed days in

Yel | owkni fe or Frobi sher Bay, anything can happen. The
experience nust be controlled to the fullest extent

possi bl e.

The respondent nade the follow ng coments about adventure
tours (the conpany’s market interest).

Adventure tours nust focus on a single thene. A wde
list of activities is possible, but not easily sellable
as a mxed bag.

Each market has its own expectations and interests.
Some m xes of activities work and sone don’t.

Suggestions for a tour include:

- It should focus on a natural thene (cross-country
skiing, dog sledding, igloo building, nature
observation ) . Note: snowmobiling does not m X
with cross-country skiing or dog sledding.

- It should have intrepretive experiences built in.

- If the tour is directed to the adventure narket in
Europe, it nust be of high quality, delivered
flawl essly, packed with activities, and the patrons
nmust be panpered. Eur opeans demand qual ity because
t hese vacations are mgjor (rmuch like a trip to
Europe is for us) and word of nouth is a big factor
in continued sal es.

Pricing for tours depends on the activities offered,

equi pnent required, nunber of days, and fixed costs. For one
2-week trip, Tuullikx charges $3,500 in 1985. An Arctic Coast
package mght be |ess because crogs-country skiing would

%eguire | ess equipnent. For a two Week tour, Incrudimg
Ight costs trom a major entry point, an Arctic Coast

package coul d cost about $3,000.
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%;,is—beet—%o_pglggitrips so that each trip covers its costs,
ackages shoul d be arr=inclusive SO that ONCE€ VISITOrS arrive
at the pick-up point, they have nothing nore to worry about.
Equi prent used should be first-class (not worn-out | ooking

sl eepi ng bags often used by local outfitters)

It is absolutely necessary to have a link wth southetn
pronot ers. Packages devel oped in the North cannot be solid
from there. Coordi nators between north and south nust have
high profiles and work regularly with southern pronokers.. Go o 4
This is not a part-tine job. Tuullik acts as an intetwediak
between north and south. They develop tour packagesarmhchabhav
a local outfitters license, but the key is PR effort in the
south .

U&V/

/
The Travel Industry Association could be a good way to push
devel opnment packages and sales to southern agents. However
the NWI Association is currently located in Yellowknife and
they are out of touch with the Eastern Arctic (i.e. ,
encour agi ng government seminars on how to run a hunting or
fishing canp has little application for Eastern Arctic. )
Simlarly, they are not likely to relate well to tourism
devel oprment opportunities in Arctic Coast.
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Company Name: Hi gh Arctic International Explorer Services
Ltd
Locati on . Resol ute Bay

Current Products and Markets

The conpany operates out of Resolute Bay and has no
affiliation with the airlines. Packages start and end at
Resolute Bay. The conpany works with |ocal guides and
outfitters; its on-site location neans better control over
timeliness, etc.

The conpany operates the following tours in the Eastern
Arctic from March through August

North Magnetic Pol e: 10 days (%2, 280/ person). From
Resolute Bay to the North Pole +
wildlife

Beechey | sl and

4 days ($500/ person). From
Resol ute Bay. Hi story of Nw

Passage.

Fi shing Tour ¢+ 7 days ($1, 790/ person). From
Resol ut e Bay. Si ght seei ng and
fishing.

Resolute Vacation : 10 days ($850/person). Resol ut e.

Si ght seeing and cul ture.

Top of the Wrld $1, 800/ per son. Resol ute Bay to
Gise Fiord. Live in tents and

i gl oos.

Ell esnere |sland

10 days (%1, 970/ person). Resol ut e
Bay to Lake Hazen. Canpi ng.

I n 1983 the conmpany took about 100 people in groups of 4-12
to the N\WI. The best group size is 10 for chartering, etc.

Clients are drawn from the USA, Japan, and Europe (W.
Germany, Scandinavia). The market seems to vary with a
country’s econony: the better the econony, the nore interest
from the country. Reasons to visit the NWT vary -- holidays,
nature watchers, adventurers, “even people who want to plant
a tree in the NWT and then climbit!"

Most visitors seem to want a wilderness experience, some
history, a nature experience (glaciers, polar bears, whales,
seals, caribou, muskox), and a cultural experience (igloo
living, ice fishing, soapstone carving).

Comments on Northern Tourism
The respondent believes that visitors to the NWT want some

comfort in their accommodation, but are expecting to rough
it. An NWT tourist does not want to pay expensive hotel and




A-9

restaurant rates. “Despite the high costs, the service is
not that good.”

H gh airfares are a problem A Japanese tourist can fly from
Tokyo to Ednmonton return for $1,000, but then has to spend
another $1,000 to fly from Ednonton to Resolute Bay return.
Problens with reliability of service also arise fromtine to
tinme.

It is necessary to have many |ocal contacts and to know the
Inuit culture. Local people need training in what to expect
and how to treat tourists. Non- | ocal whol esal ers al so need
to understand the problens and the best way to avoid them

The renoteness and nystique of the NWT as one of the “last
frontiers” have a special drawi ng power. It is inportant for
tourists to feel the land is virgin and still undevel oped.
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Company Nanme: Qaivvik Limted
Locati on : Yellowknife

Current Products and Markets

The respondent noted there is novenent away from consunptive
activities toward photographic, hunting, and other tourist
oriented activities.

A recent study completed for the company suggested they
become involved with photo tours. Significant problems were
encountered with their first product offering. The company
took wvisitors to Holman Island for a photographic and
cultural spring arctic experience. The cost of air fare
increased and not enough people signed up to make the tour
profitable.

New tours are offered for September: 4 days @ $875; 6 days @
$1,275: 2 days @ $499. The cost does not include airfare to
Yellowknife. The purpose of the tripis to watch the
migration of caribou. The location is Courageous Lake.

People signing up for the latest tours are 50plus in age

sem -retired and/or well-off, and have a strong interest in
cari bou and the northern experience. A caribou expert is
participating in the trips.

The conpany al so offers sport hunting tours for polar bear
muskox, and cari bou. These are not | odge-based, but use
tents for accommodati on. Community outfitting services are
used in nost cases. The tags are arranged through the
Hunting and Trappi ng Associ ation.

Comments on Northern Tourism

Marketing these products has been difficult. The conpany
does not have the client contacts oragent contacts to
pronote their products. Qaivvik currently uses sone nationa
agents, but is skeptical about how much they will sell. To
acquire exposure, the conpany has offered special discounts
to travel witers for several major publications.

The main problens in attracting visitors to the NW are: t he
cost of airfare, accessibility (nmpbst access is byaircraft),
and the reliability of local operators (this varies greatly
by community).

The respondent offered the follow ng conments on package
tours:

- One way to broaden the approach is to look for ways to
expand the experience. The idea of spending 3-4 days on
a course learning to carve stone with native artists has
possibilities. The bal ance of tinme could include
visiting other cultural aspects plus a day of nature
observati on. Thi s makes a naxi num of one week.

- Tour packages are easier to market if they are tailored
to a specific interest market (rather than geographic
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area ) . There is likely to be limted appeal for a
purely cultural. package. Pronmotion should be directed
to clubs or societies (art enthusiasts, etc.) or agents
who tap the special interest market.

Packages could be advertised in a specialist nmagazine
such as National Geographic. (Qaivvik currently uses
specialist clubs and magazi nes as a focus for ads. They
al so have a few speciality agents who carry their
packages. )

One package we discussed could sell for $3,000 out of
Yel | owknife, but it would be better to go to $4,000 and
sell it froma major point of entry (e.g., Toronto,
Montreal ), depending on what the major narket is.

Overseas markets like all-inclusive packages best.
Al'l -inclusive packages also nake it easier to contro
the quality of the whole experience. G oups can be
brought together at the Canadian point of entry and
prices would include all airfares from that point on.

Al though expensive, it is a good idea to send the host
to the starting point for the tour. The mai n host
shoul d work for the whol esal er. If s/he is a | oca
Inuit, s/he had better

- understand the tourism business

- be totally prepared

- understand the conpany and its priorities well.

The main host is a key elenent of a tour, since s/he
controls the on-site experience. Hosts shoul d be wel
versed in interpretive information, colourful stories,
and how and when to get the nbst out of encounters with
t he | ocal people.

When involving local Inuit traditions or culture in
packages (e.g., dinner in a private hone), it is best to
involve older Inuit. Their contributions of stories,
character, and colour are very valuable. Younger Inuit
are hel pful as guides.

CGood packages have a high quality image (and product),
are well planned, and stick to a tight schedul e of
events .

There is a |lack of understanding about what nakes a good
package tour in the NA. Few peopl e seem to have been
on a good one. (perators and new whol esal ers should
should go on an established packaged tour to learn first
hand how the patron’s needs are catered to. Part of the
success in tourismis being able to put yourself in the
shoes of a tourist (particularly one from a distant,
different culture). Only then can you understand how
the NWT nust cater to its visitors.

G oups of nore than 1@ people are difficult to contro
and tend to swanp the comuniti es.
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- Tourismin the north is new, and devel oping a good i mage
is inportant. It be better to go for an expensive,
highly controlled, high quality tour than take a chance
on a | ow budget one.
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Conpany Nanme: Goliger Tours Ltd.

Locat

i on © Toronto

Current Products and Markets

Goligers offers five types of products.

(1) Independent Tours. Goligers puts together towns,
acconmodation (including food in nbst cases), and
airfares. Tours are for 4-8 days and involve visits to
several arctic comunities. Activities are optional and
cost extra. Activities are arranged on a custom basis
on-site or in advance through |local contacts. These are
not package tours and do not involve chartered airlines.
They are not group tours and are not escorted.
July-August is the primary period of operation. The
followng tours are listed in the Explorer’s Cuide.

Nane $/ Per son From Length st ops

Pol ar Bear 2,116 Toronto 6 dy/5 nite Pond Inlet,
Pangni rt ung,
Frobisher Bay

Baffin 1sland 1,294 Toront o 4 dy/3 nite Frobisher Bay,
Pangni rt ung

Best of Nwest 1,782 Vane. 8 dy/7 nite whitehorse,
Inuvik, Dawson
Gty,
Tukt oyakt uk

Whi te Fox 1, e@9 Toront o 6 dy/5nite Frobisher Bay,
Cape Dorset,
Pangnirtung

Arctic Char 1,494 Toronto 4 dy/3 nite Frobisher Bay,
Pangni rt ung,
fishing with
gui de.

(2) Arctic Grcler . A one-day return trip to satisfy the
curious, done on a very cheap basis. The tour is
basically a 24-hr trip which includes: stopping in a
major community (e.g., Inuvik or Frobisher Bay), arctic
char dinner at site, view of northern lights (and
midnight sun), tour of village, and shopping trip.

(3) Custom Tours for Individuals. An extension of
Independent Tours.

(4) Custam Group Tours. These are put together around a
theme for a special interest group. The flights are
chartered and activities organized.

(5) Total Package Tours. These are available through agents

across Canada. Tours are theme-oriented and are only
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operational if a mninmm nunber of subscriptions are
sold .

Goligers took about 2,000 people on tours to the NWF in 1983;
nost were on the 24-hour Arctic Crcler

Goligers offers only one escorted tour each year -- a 16-day
trip to G eenland. The tour involves 10-20 people.

The over 55 age group nakes up a significant portion of the
Crcler tour and sone of the individual tours. Most of
Goligers' clientele are Canadian (from Toronto, Vancouver,

Ednont on, and Montreal). The conpany does not get a |ot of
business fromthe United States and has not actively pursued
the specialty group markets. “"Goligers is well known for its

experience in the Arctic and interested groups cone in for a
cust om desi gned group tour.”

The conpany does not currently fly tours to the Arctic Coast,
but would be interested in hearing of any organized approach.
The respondent enphasized the need for product devel opnent.
“I't’s not just the physical aspects, but nobody has done a
creative job on the potential products and organi zed an
attractive, reliable product. If the product isn’'t there, |
can’t put together a package and sell it.”

Goligers' brochure is prepared from August to Septenber and
is ready for mailing in February. Therefore, if some project
were to be organized in the Arctic Coast, speed is necessary
if the 1985 brochure is to feature it.

Comments on Northern Tourism

Goligers has worked with Travel Arctic and tour operators in
the north for ten years, and the problens are generally the
sanme throughout the NAT. (Afew places, however, such as the
Baffin, have done sone positive work and created a worthwhile
attraction. )

The major problenms in NW tourism devel opnent are as foll ows:

Travel Arctic wants to encourage nore business for

| odges and outfitters, but they have a very limted
budget and are limted by many political pressures (such
as land claim issues).

The idea that the NWT has great fishing is old hat and
has little appeal to anyone but fishernen. "Why should
soneone go to Kitikneot to fish when he can fish in
other NW areas where airfares are cheaper?”

Less devel oped areas such as the Arctic Coast are unique
and could be attractive, but the towns have a transient
nature to them (part of the culture), accommodation is
[imted, airport facilities are poor, and outfitters are
not professional. This leads to a cheap appearance for
an expensive trip. European visitors and US visitors
are wlling to pay reasonable anmounts if the product is
hi gh quality.
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In today’s market (with deregulation and so on) the
trend is toward lower priced holidays. Airfares alone
restrict this approach in the northern reaches of the
NWT: therefore, the product nmust be high quality. VWile
many southern tourist operations are becomng nore price
conpetitive in their local and international markets,

the NWT is not. Food is high priced and accommobdati on
is often over-priced (because it’s the only place in
town ) . Services from outfitters and guides are

unreal i bl e. All these factors Ilimt the appeal to a
sophi sticated traveller.

. Qperators do not have a lot of experience with tourists
and there is a serious |lack of understanding on the part
of both native and non-native residents regarding

- what a tourist is

- what wll attract tourists to fly all the way to the
NWT

- how tourists should be treated

- what tourists want to see and experience.

Tourism rmust be taken out of the realm of “how can we
nmake nore noney” to “how can we becone attractive.”

Goligers woul d be receptive to an organi zed approach with the
foll ow ng characteristics:
- coordinated sone activities and accomrodati on
- was run in a professional manner
- was consistent, reliable, and had a sense of
| ongevity, and
- was packaged in a creative way.

The respondent offered the follow ng comrents on possible
products.

Peopl e are curious about:
the nystique of the north (expeditions, native
culture, and history). -
- the flowers, animals, tundra, and |andscape of the
north
the native background (religion and lifestyle).

Many of these aspects can be packaged in an experience
-oriented tour. The follow ng experiences could be
I ncor por at ed
- cooking denonstrations
- seal skin tanning denonstrations
- special cultural dances or ganes
- watching carvers at work and talking wth them
- viewng arctic tundra and discussing the unique
flowers and difficult growi ng cycle
- discussing how the lives of NWT residents differ from
those of the visitors.

The biggest obstacle to northern tourism devel opnent is
getting northern operators organized to continue to provide a
good product.
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Company Nane: Speci al odysseys
Location . Medina, WAishi ngton

Current Products and Markets

Special Qdysseys is run by the owner and his wife who have
lived in NWI conmunities and cultivated many |ocal contacts.
The conpany has been taking people to the NWI' nore than ten
years. Al tours are personally directed by the owner and
his wfe. Each party is well prepared for the experience and
is instructed on how to deal with local cultural differences.
This approach mnim zes clashes and feelings of intrusion.

Speci al (Odysseys takes people to the Canadian Arctic,
Greenland, and the South Pacific.

Speci al (Odysseys offers four tours to the NwT, all involvina
the H gh Arctic. They used to take tours to Kitikmeot
(Holman and Coppermine), but stopped about two years ago.
The tours were very well received and tourists enjoyed going
there, but the airfares became too expensive. Airfares are
close to pricing the NWT out of the market today. The trips
to Holman and Coppermine were one per Yyear.

Current Trips $/ Per son Details

North Pole 6,690 (US) April Resolute Bay/N Pole/Grise
Fi ord

D scover the 2,985 (US) July Yel | owkni fe/Gise Fiord

H gh Arctic

Arctic Manmal s 4,950 (US) June Ednont on/ Resol ute Bay/
Grise Fiord/Ellesmere
Island (11 days)

Wldlife of the 1,182 (US) Aug Pond Inlet/Baffin |sl and
H gh Arctic

They do only four trips to the NWT per year, and each is
fully subscribed for 14 people (56 people total). They do
not want to "kill the goose that lays the golden egg” by
taking too many people and causing disruption in the
communities or making the trips appear mass-produced (to
clients)

The length of the trip is inportant, “No one wants to spend a
month in one community and spend 3 of 4 weeks staring at the
sane seal/shore, ice flow, or nountain.” One consultant
recormmended | onger trips to keep nore dollars in the

communi ty.

The US has been Special Odysseys’ nmjor source of clients.
Their market covers Washington, DC to Boston and west to the
M ssi ssi ppi . The California market has not been profitable
because Alaska’'s PR efforts swanp any NWT efforts. They
participate in Rendez-vous with PWA in hitting the European
mar ket, but they have very few European buyers.
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The conpany mainly sells to affinity groups (e.g.

birdwat chers ). The “conpany desi gns speci al packages for
societies and the societies sell the packages. Their clients
are not necessarily wealthy, but they are definitely savers
with outdoor interests and/or are people attracted by the
nmystique of the north.

Comments on Northern Tourism

The major attractions of the NWr are wildlife, scenery, and
Inuit culture. These attractions offer very different appea
to interest groups, and groups nust be separated for

marketing purposes. (Wldlife watchers can be alienated if
they perceive an association with hunters).

Operators of tour packages need a professional approach. For
exanple, “they can’t try to service two groups with one
chartered aircraft, constantly keeping one group waiting.”
Qui des nust be reliable and services conpetitively priced.

Pricing is a problem For exanple, the hotel in Ponds Inlet
costs $35/night nore than similar accommodation in Gise

Fiord. This appears to be sinply a matter of chargi ng what
the market will bear.

The biggest problemis the high cost of air travel which
pushes up the price of the whol e package. Speci al Qdysseys
uses agents, but many are unaware of the NWT and take sone
selling due to the high profile of Al aska.

The respondent offered the followi ng comments on package
tours .

A nunber of package tours have not worked. Marketing is
important -- design problens with a brochure can be a
real problem The best approach is a four-colour
brochure (m nim zes cost). Psychographic research is

al so inportant. The conpany test-nmarkets a product for
two years, then drops it if it is not successful

A ten-day package should be kept below $3, 000 US (about
“ $4,000 Can). The typical wholesale markup is 15%

Goup size is restricted to the capacity of a Twin Oter
(maxi mum of 15).

. Packages can be sold through travel agents, but they
make nore profit on other products (e.g., Caribbean
tours ) . Direct sale is better. This involves sales to

affinity groups. The whol esal er identifies %roups t hat
may be interested in, for exanple, wldlife photography,
and sells directly to them

Airlines can assist with pronotion, e.g., distribute
brochures, provide free passes to tour guides.

Whol esal ers should be brought to the region and the
packages outlined to them They will then sell to
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travel agents and affinity groups. \wolesal ers need
first hand experience with the region.

Training and standards are needed. | gcal enforcenent
(through the Tourist Association) is preferable to
gover nment enforcemnent.

Research should focus onpsychographics, nhot
denogr aphi cs (assune the nunbers of people are avail able
-- the issue Is howto attract them.




Company Nane: Faber Travel
Locati on  Brantford, Ontario

Current Products and Markets

Faber Travel is a whol esal er of package tours to the Baffin.
They sell six tour packages (four basic ones listed in
Explorer’s Guide and two that conmbine fishing with

si ght seei ng) . Over the six tours, the conpany takes 200
peopl e per year.

The four trips listed in the Explorer’s uide are:

Arctic Holiday*: From  Toronto, New York, Pittsburgh,
Chi cago
Desti nati on: Baf fin, Peyton Lodge
$/ Per son: $1, 879 (Montreal)
Details: 6 days

Arctic Char . From Toronto, New York, Pittsburgh,
Fishing Chi cago, Montreal
Desti nati on: Baffin, Fish Canp

$/ Per son: $2,429 (Montreal)
Details: 8 days

Backpacking in: From Mont r eal

Auyuittug Nattl Desti nati on: Baffin National Park
Par k* $/ Person:  $1,195 (Montreal)

Det ai | s: 2 night accom only
Trophy Trout : From  Toronto, New York, Pittsburgh,
Fi shi ng Chi cago

Desti nati on: Great Bear Lake
$/ Person:  $2,269 (Ednonton)
Det ai | s: 9 days

* Si ghtseeing tours.

The season is July and August only. |ce can be a problem at
ot her ti nes. Sone specialized tours may go earlier (e.g., a
group wanted to canp using igloos).

The | ocal comunities cannot provide adequate food and
accommodation on a consistent basis. Peyt on Lodge provides
the base, but the community supplies the services and the
sights. The |odge enploys Inuit workers and uses | ocal
guides for its tours. The sane peopl e operate Peyton Lodge

in Pangnirtung (Baffin |sland), although it deals with other
whol esal ers.

Faber Travel offers no tours to the Arctic Coast. The
conpany is very careful that serices offered in Toronto
actually exist. The guides nust be reliable and staff well
trained. Cients are interested in a specialized holiday and
are willing to pay big dollars.

A typical problem that arises:
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Probl em lced in (in July) at Baffin, so client group
can’t be accommodated as pl anned

Solution: Took group to Great Bear Lake for fishing, but
cost an extra $1, 000/ person (on top of $2,000
al ready paid). Cients say, “that’s fine, the
extra cost is not a problem”

Faber Travel is famliar with the Arctic Coast Region, but is
satsifed with the services currently in their packages. They
are very careful who they deal with and what products they

of fer.

Faber Travel’'s tours are designed for 10-20 people, working
on the airfare standard: 10 bodies + Ilth (guide) fly at
hal f fare; 15 bodies + 16th (guide) fly for free. These
deals are nmuch nore formal with southern air operators, but
simlar arrangenents are possible in the north. The key is
that these are not regular tours and each has to be exam ned
on its own nerits and each tour is negotiated separately.

For Peyton Lodge, an inportant narket is the Meeting and
Incentive Travel nmarket. The Lodge is actively pronoting
uni que holidays (fishing or other) to corporations (e.qg.
busi ness neetings outside the USA, trips as sales
incentives ). To date, Faber Travel has not specifically gone
after the nature watcher societies.

Comments on Northern Tourism

The respondent noted the follow ng problens in attracting
people to the north:
- the cost of travel is a factor, particularly wth
alternatives avail able
- people don’'t know anything about Baffin Island and ot her
parts of the NWT
- markets are limted by level of incone

In general, few people know enough about how to run a | odge,
how to pronote a package, and how to provide reliable
servi ce.

Anot her small problemis that |ocal people require nore
supervision than is usually required for a hospitality
operati on. Their sense of tine and urgency is different.

The respondent nmade the followi ng comments about the market:

- it is geographically dispersed: clientscome from many
countries

- the fishing market is very different fromthe
tourist/w | derness adventure nmarket

- different advertising nedia and agents should be
used for different market segnents (agents tend to
specialize )

- the tourism market is attracted by sightseeing, culture

(e.g., Inuit art), and northern history (e.g., the
hi story of whaling stations).
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The respondent had no clear ideas on geographic narket
targets. He commented, “we are clearly tal king about an
expensive (and hopefully unique) quality experience,” which
indicates a target market including high inconme groups.

O her comments are as follows:

Packages should be costed individually and designed for
a purpose.

It often takes two years to assess the potential of a
tour. A tour is a large expense and patrons need about
6 nmonths to plan for it.

Packages are expensive and best if they are _
all-inclusive (including airfare from southern point of
entry ) .

Mar keti ng package tours should be as down to earth as

possi bl e. “Beautiful descriptions of peace and tranquility
or scenic |andscapes don't sell . . there are lots of places
for this experience.” The tour nust be unique. Naturalists
must be enticed with real details. E.g., nention that

cari bou and geofalcons (endangered species) are visible on

t he Copperm ne River tour. “Sonmehow the experience nust be
made tangible, real, attractive, and unique. He [the patron]
i s buying sonmething he cannot see or touch until he gets
there.”

Pricing tour packages is difficult without itineraries. A
package could cost $3,000-%4,000 for 7-10 days. You can
count on $130/day for neals and acconmobdation. Airfare is
about $1,300 (more than normal because of flights between
communities on top of flights from the south).

The basic price is probably about $2,600 before guides,
suppliers, and expenses. It would be very difficult to keep
the price bel ow $3, 000

The respondent suggested “three keys to success”

Trips should be built around a specific activity or
special interest.

There are three elenents to an educational package

(@) Prior to the trip, build the correct level of
expect ati ons. E.g., “This is a great place, but not
a sophisticated holiday.” Patrons will not be
di sappoi nt ed.

(2) Build excitenent with an introduction on the plane.
D scuss in general what patrons can expect to see.

(3) Exposure to the Inuit culture and personalities
makes the holiday unique -- but, local people are
unpredictable -- expect the unexpected E.g.,
While bringing a boatload of visitors to the lodge,
the guides may want to stop to hunt a seal. You
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can't change their tradition so accept it and build
it in as a feature.

The respondent noted that Faber Travel nmay be interested in
Ki ti kmeot packages in the future. H s clientele, however
expect high quality, and it is easy to have poor delivery.
He woul d have to experience the tour hinmself and have input

on the quality of delivery. He would also want a say in the
presentation or conposition of marketing copy.
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Company Nane: Canada North Qutfitters Inc.
Locati on . Waterdown, Ontario

Current Products and W©Markets

The conmpany offers several tours to the NWT, but nothing to
Kitikmeot. There are five tours listed in the Explorer's
Quide, but they offer nine different packages. Tours vary
from specially designed packages for individual clients to

standard tours for snmall groups. In 1983, they took 140-150
people to the NA.

In the past they had the market to thenselves, but now there
are many nore packages available, naking it tougher to
attract the clients.

In addition to the hunting and fishing, the five tours |isted
in the Explorer’s Cuide are:

Arctic Cruise: Starts: Mont r eal
Desti nati on: Baffin |sland
$/ Person:  $2, 500
Details: 4 wk cruise; August 1 to
Septenber 1; view sea mammals
and birds

Dog Sled Trip: Starts: NMontreal

Desti nati on: Foxe Basin
$/ Person:  $2, 265
Det ai |l s: 10 day trip:; May; accommodation

i gl oos
Wildlife . Starts: Pangnirtung
Cruise Desti nati on: Ellesmere |sl and
$/ Person:  $2, 500 _ o
Details: 10- 14 day cruise; visit Inuit

comunities; view wildlife

Inuit Camping: Starts: Mont r eal
Desti nati on: Cape Dor set
$/ Person:  $2, 465
Det ai | s: 10 day; travel with Inuit
famlies on fishing and
hunting expeditions

Inuit Art . Starts: Mont r eal
Desti nati on: Cape Dor eset
$/ Person:  $1, 465
Det ai | s: 5 day; lectures on Inuit art,
neet artists

The respondent noted it is easier to attract/sell the hunting
and fishing trips, but the marketing enphasis is clearly to
special interest groups. The concept of comunity-based
touri sm packages is very simlar to the packages they are

of feri ng. They use local outfitters and guides and enphasize
the local cultural experience (art, hunting, dog sledding).
The respondent feels that the product opportunities are
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pl enti ful

in the NWT, including the Arctic Coast, but the
clientele is i

m t ed.
The season for Canada North Outfitters isApril to September.

The conpany has no particular target narkets. Cients are
drawn from Europe (CGernmany), USA, and Canada. The respondent
feels that Japan nay be a good market, but has not gone after
it. Australia is too far away to be worth pursuing.

Their current clients are:

- $40,000+ i ncone earners

- special interest groups -- often associated with
wildlife, conservation, or cultural interests

- outdoors oriented

- the hunting and fishing activities appeal to the male
market, but the other tours are a 50/50 split between
nmal es and fennl es.

The conpany’s client group tends to be wealthy and sonmewhat
insulated from the effects of a recessionary econony.

The respondent does not use agents to pronote or sell his
packages. Agents do not specialize to the degree needed, and
their know edge of the NW is inadequate. Sal es from agents
represent |ess than 20% of the clients. (He continues to
offer a comm ssion to agents, but also sells the packages
hinself. ) He advertises the tours and uses an extensive |ist
of contacts. Many clients are repeats. He specially designs
tours for clubs and also designs packages to sell to specia

i nterest groups.

Comments on Northern Tourism

The type of products required are:
- Inuit art
- outdoor interests
- adventure experiences.

The dog sled, wildlife observation, cultural observation, and
historic elenments available in the Arctic Coast are simlar
to those in packages in the Baffin. These products have

al ready gai ned sone acceptance in the market place.

| nexpensi ve packages are needed. Canada North has tried to
keep prices as |low as possible. The problens are
- the high cost of transportation to Canada
- the high cost of transportation to the region
- acconmodation, food service, and general tourist
services are not high quality, but prices are high

Problens for northern tourism are:
- high cost (particularly transportation)
- low level of infrastructure
- accomodation and food are getting better, but still
need wor k
- the mgjor itemis the lack of adequately trained
personnel who cater to tourists.
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The respondent expressed interest in the general interest
tourist market. Currently his clients are fishernen and
active outdoor types, but the “curious, |ess experienced
tourist is an untapped market who could be targetted.” He is
interested in expanding the scope of packages to target this
market in the future. Packages woul d include “community
shoppi ng”, general interest topics, and a northern Arctic

experi ence. Hurdles to the devel opment of these packages
are:

. Airfares between communities are high (need to negotiate
a conplete route deal with extra noney to allow for
st opovers)

. These clients are |less adaptable to outdoors and require
amenities -- the quality of service nmay have to be
re-t hought.

Costs must be low to attract general I nt erest tourists

The respondent believes the all-inclusive price of a 7-10 day
tour could approach $3,000/person (including airfare from the
south ) . Ten is a good group si ze. The staff requirenents

woul d be one group |eader or host, one |local host (who speaks
English) in each community, and one or nore |ocal equipnent
operator in each community. Their roles would be as follows:

Leader - picks up group at southern take-off point
- represents whol esaler (ensures quality)
- escorts and coordinates tour
Local Host - neets group at plane in each conmmunity

- provides translation between Inuit and English
- coordinates |ocal operators and |ocal services

Local Operator - provides additional Inuit contact and
culture exposure
- provides equipment

The nunber of tours per year would vary with denand. Bet ween
July and August, they mght plan on five tours (fishing canp
tours can be sold with high frequency).

Special interest tours are easier to sell because they can
focus on a small audience. The operator can advertise in
speci al i st magazi nes. Travel agents are not much help with
these tours because they lack the expertise and the
specialist inmage needed to attract buyers. These packages
are usually booked directly.

Al t hough activities should be participation oriented, “there
are degrees of participation, and it is difficult to get a
high level of involverent . . . not likely to have a tourist
partake in skinning a seall™ The |learning experience is
inmportant to build into the tour. This is partly

acconplished by providing detailed itineraries, literature,
and a well prepared host.
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The respondent believes three-day event packages are too
expensive to sell in the south. They would have to be

conbi ned with another experience such as a five-day dog sled
trip.
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Company Nane: DeWest Tours Ltd.
Locati on © Vancouver, BC

Current Products and Markets

The conpany is a travel wholesaler -- they put packages
together and agents throughout the world sell them The
conpany doesn’t necessarily know where the best market is or
where business conmes from  They offer tours to the NwT, but
not to Kitikneot. In 1983, 50-100 tourists were taken on
trips to the NWI' by DeWest Tours.

Trips offered:

North Pole: Begins: Edmonton

stops : Resolute Bay, Grise Fiord
Destination: Lake Hazen
$/Person: $6,973 all-inclusive
Ends: Edmonton

Max No/Party: 14
Frecuency: Limited

H gh Arctic #1: Begi ns: Ednont on
Stops: Ft. Smth, Yellowknife, Inuvik,

Dawson City
Desti nati on: Tukt oyakt uk
$/ Per son: $2, 705 all-inclusive

Ends:  Vancouver
Max No/ Party: 20
Frecuency: once/week June-Aug

H gh Arctic #2: Begins : Ednont on
stops : Nahanni National Park, sane as
above
Destination : Virginia Falls
$/ Per son: $2, 705 all-inclusive
Ends: Vancouver
Max No/Party: 10
Freguency: sane

High Arctic #3: Begins : Ednonton
stops : Yellowknife, sanme as #
Destination:  Tuktoyakt uk
$/ Person:  $2,461 all-inclusive

Ends: Vancouver
Max No/ Party: 20
Frequency: same

Each trip lasts about a week. These are sightseeing,
canpi ng, and educational holidays.

DeWest is not pronoting these trips any nore. If there are
groups who want to go, fine, but otherwi se they are not going
to happen.

Probl ens encountered were as follows:

. The trips were started in 1980/81 and have not been
fully subscribed.
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. With such small i nterest shown to date, it is too ~costly
to put on the tour (planes nust be close to full if the
tour is to nmake noney).

The recession seriously affected interest in this type
of holiday -- it is too expensive for what is offered.

Even with a cheap Canadi an dollar, the food,
acconmodation, and transportation costs are very high
conpared to other holiday alternatives.

The market is very limted to special interest groups in
Canada , US, W CGernmany, and Australia/ New Zeal and.

Comments on Northern Tourism

The respondent noted the followi ng markets for Arctic Coast
tourism

Ceogr aphi cal | y: All over the world, although transport
costs to get to Canada restrict appeal. Best target is
Canada and USA. W German and Australia market
significantly dropped off in 1983/ 84. Prices are just
too high and econony in Germany is having problens.

Special I nterest G oups: Bi rdwat cher societies, whale
wat chers, seal watchers. Australia and New Zeal and are
particularly good markets for special interest groups.

I ncone Level: $39,800+ household inconme is the |owest
who can afford the transport costs alone (both overseas
and North Anerican).

He suggested that tourism products must have the following
characteristics to attract people:
- uniocueness (wilderness is not enough)
- proper packaging and promotion
- reliable services (food and accommodation, guides)
- competitive pricing.

Attracting people to the North encounters the follow ng
pr obl ens:
- transportation costs to Canada are high
reputation of service is poor
hotel and restaurant accommodation in towns is limted
hitting the special interest groups who can afford
this type of trip is difficult
pronotion is poor.

There is a need for government support for promotion efforts
for wholesalers to new areas. Cost of advertisements and
brochures is very high if only a few visitors are attracted.
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Company Nane: Kitikmeot -Arctic Tours
Location . Canbridge Bay

Current Products and WMarkets

This conpany is a tour wholesaler -- puts trips together from
airfares to accommobdation to activities. They will design a

trip to client’s needs. The conpany al so works w th southern
whol esal ers such as Goligers and Lanier in Toronto and G eat

West Tours in Wnnipeg. Most products are hunting and
fishing-related -- few native observers as yet.

The respondent has received incuiries from naturali st
societies and others with interest in non-consunptive tours

(e.g., social clubs of large corporations) and has booked one

naturalist tour. The tour is for 7 days for 7 people at a
total cost per person of $1,700 (one-half of this is airfare
from W nni peg) . Sites and activities include the Arctic

Ccean, the old sealing stations, Munt Pelly, viewing a wde
variety of birds and wildlife.

The respondent expected to bring about 160 people to the NWT
in 1984. The normal group sizeis 5-10 but the Arctic
Circler of Goligersinvolves 119 people (24 hour trip).
Important markets include Calgary, Saskatoon, and the
Northern and mid-Western United States.

The cultural side of the experience is sonething he often
builds into his tours. He gives visitors a chance to observe
actual hunting or commercial fishing techniques. Usual Iy the
Inuit “invite the visitors for tea and they have a one-on-one
experience . . but this nmust occur as a response to an Inuit
invitation not as a tourist intrusion.”

Most trips are 7 days in length, include a visit to
traditional sealing or commercial fishing canp, and include
native food (e.g., arctic char). The tour price does not

i nclude the cost of airfare.

The respondent has a man in Yellowknife who neets the plane,
sets the group up in the hotel, and provides a quick tour of
Yellowknife. This is all included in the price and the man's
expenses are accounted for. The respondent neets the group
in Canbridge Bay and introduces his |ocal assistants.

To date, the respondent has not used agents. H's fishing

trips are sold through direct sales, sport show visibility,
and word of nouth.

Pronotion activities include ads in the Explorer’s Quide and
the Ontario Qutdoor Magazine, the Sportsman Show in Toronto
and Cal gary, Rendez-Vous Canada, and the Whol esal er Show in
Al bert a.

Comments ON Northern Tourism

The attraction of the NW is a specific activity in
conjunction with the w |l derness. Most tourists rave about
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the people and are inpressed by how friendly and hel pful they
are.

Probl ens i ncl ude:
- high airfares
- scheduling activities (weather can affect flights).

Flexibility and preparedness of ground operator is the key to
success . Weather can change unpredictably, nmaking

bi rdwatching or fishing |ess desirable. Therefore, operators
need to have alternative activities ready to go.

The respondent offered the foll owing comments on tour
packages:

Most |lodges in the Kitikmeot are not interested in
supporting comrunity devel opnent.

Communi ty-based fishing tours for seven days could have
an all-inclusive price of $2,600 (including NW Air out
of W nni peg) .

A possibility for an outdoor enthusiast tour: dog sl ed
trip from Canbridge Bay to G oa Javen and return
(tracing part of Franklin Expedition); group of 19
people; 6-7 days in length: estimated price of $1,688 to
$2, 000 per person before airfare from south.

It is inportant to prepare the group for the experience, but
it is not essential to have a tight itinerary (e.g., by
hour ) .
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Company Name: Kingalik Tours
Locati on . Holman, NWT

Current Products and Markets

This conpany provides outfitting services, including food,
accommodation (tent), equipnent, and supplies to groups on

| and. The conpany takes naturalists, fishernen, and hunters
on tours for $125-150/day. Activities include observing
seal , muskox, flowers, sone fishing for Arctic char, and sone

hunting (polar bear and seal). These are not package tours
-- visitors handle their own airfares and accomodafion in

Holman .

The conpany advertises only in the Explorer’s Quide -- people
reserve directly. The conpany handles individuals and small
groups. Tours are flexible to neet specific client interests
-- there is no specific length of trip and destination
Visitors are taken by boat in Sunmer (June-August) and by dog
sled in Spring (March-May). The product has been marketed
only in Canada. The typical client is between 40 and 54.

Fifteen people in total were accommodated in 1983.
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Company Nane: Canadi an Nature Tours
Locati on : Don MIls, Ontario

Current oducts and Markets

is non-profik (tour group is co-sponsored by the Federation
of Ontario Naturalists and the Canadi an Nature Federation
The group puts together tours (wholesaler sells only to

menbers) . 1985 if their 11th year in business.

The tours are nature oriented. Aients comefrom across
Canada, USA, and Europe. The tours focus on Canada, but sone
go outside Canada (e.g., lceland, Arizona, Trinidad). Tours

focus onwldlife of all types, but birds are of particular
i nterest.

Their cheapest tour is a novice |evel canoe trip at the top
of the Janes Bay watershed north of Sudbury (7 days

Jul y- August for $395). Their nost expensive is to observe
the culture and lifestyle of Inuit in the Broughton area of
Baffin Island (8 days (August 16-24) for $2,725 all-inclusive
from Montreal). Tour activities include visiting an Inuit
sumer canp (where they fish for char), visiting native
carvers, view ng seals and whal es.

Proposed tours to the north in 1985 i ncl ude:

A d Squaw Lodge $1,495 WIldlife observation north of
whitehorse. Costs include
everything from whitehorse on.
8 days (July).

| cel and $2,695 Miinly bird observation. Aall
inclusive from Toronto. 10
days (July).

True North $2,725 Baffin, as above

Pol ar Bears $1,075 5 day polar bear watching at
Churchill. Al inclusive from
W nni peg.

Most tours are 6-10 people insize. Smaller groups are not
economical; larger ones make it hard to control the
experience .

All tours have an expert |eader who neets the group at the
pl ane (at the starting point). The | eader coordinates the
gui des, accommodation, food and transportation. The | eaders
are often volunteers and take their vacation athis time.

They are Femuner at ed, but generally this is donated to the

or gani zati on. They provide the expert know edge of the
wildlife, etc.

Comments on Northern Touri sm

The respondent is interested in new destinations. She woul d
i ke todevelop new tours for the nenbership -- not package
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tours that are sold several times a year, rather once each
year.

In discussing the specific package ideas devel oped by the
study team the respondent could not nmake comments on our
tours (except that the general interest ones were not of
interest to her group). She prices each tour by going to the
| ocal operator and putting pieces together or deals wth

| ocal operator who puts |ocal pieces together

Al pricing is exact and wi thout knowing the details of a
package there is no way she can priceit. The nenbership
will buy 7-day trips at $1,600 to $2,600, including airfare
from Wnni peg or some ot her southern point. The $2, 700
Baffin trip is expensive because of the risks involving
weat her and the necessary alternatives.

Tours should focus on bird watching, wildlife observation, a

little history, and short visits to art shops. Her
menbership would be interested in outdoor thenmes, such as
cross-country skiing or dog sl edding.

Packages should be all-inclusive -- i.e
acconmodation, activities, guides.

., include neals,

A good package includes free tine. Cultural activities are
best schedul ed for evenings, after the primary activity
concl udes .

Education is a key elenment in buil ding expectations and
on-site presentation of wldlife characteristics. The group
usual ly sends basic tour information to clients (including

i nformation about |eader, background on wildlife, etc.) prior
to departure.
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Company Nane: Adventures |International
Location . Toronto

Current Products and Markets

The conpany is a tour wholesaler providing a 27 day canping
tour from Vancouver. The all-inclusive price is $1,369. The
tour group travels in a 14-passenger van and canps along the
entire trip. The tour goes from Vancouver to Banff to Prince
George and up the Dempster H ghway. The return trip is from
Al aska via the inside passage cruise to Vancouver.

The usual group sizeis 13 and about 8 trips are sold each
year. It's billed as an adventure experience and has the
appeal of the outdoors (camping) , plus the north, and visits
to famous sites.

The tour is very successful and is sold across Canada and
world-wide

This company has no experience with fly-in northern holidays
and is not considering northern packages at thistime.
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Company Name: Horizon Holiday Tours
Locati on : Toronto

Current Products and Markets

This conmpany is in the business of taking people to the NWT.

Their market is 55 years old (+). Goup size is 15-30 and
“"they are catered to and transported with care.”

Fully escorted tours:

Across the Arctic: Western Arctic Visits viaair,
cruise ship, rail, bus.
Yellowknife, Inuvik, Dawson City.
14 days.
Departs Edmonton, terminates
Vancouver.

Arctic Adventures: Same

Departs Vancouver, terminates
Edmonton.

Hudson Bay Expl orer: 9 days.
Through Churchill and Hudson BRay
(Rankin Inlet).

Baf fi n* .14 days.
Like Arctic Crcler, but stay 2
weeks . Basi cal |y experiencing
north, but still dealing with ol der

mar ket . This is not the outdoor
active set.

* Dropped because couldn’t get nunbers to make it
wor t hwhi | e

Comments on Northern Tourism

Horizon isin a specific market, but not in the market
generally addressed by Kitikmeot packages. The only packages
that are interesting to Horizon are the general interest
packages. However, these will not work for the same reasons
the Baffin tour didn't work for Horizon. Therefore, Horizon
is not interested in the Kitikmeot packages or in
development inKitikmeot in the foreseeable future.

There are problems with the circler idea. It is too short.
The best idea is extending the package to a week or longer.

The major problem withKitikmeot is transportation costs. In
particular, the flights between communities are expensive.
Also retired tourers want comforts that are hard to findin
the north unless they have a luxury motor coach. Toput 30
people into a small community is not appropriate by large
numbers (more than 10) are needed to make profits in
Horizon’s market mix.

Horizon suggests focussing on special interest, small group
tours with noney to spend and give them a quality experience.
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The respondent believes dollars should be spent on tourism
projects that are working now (sone adventure, sone nature
observation, sone hunting and fishing). It is very difficult
to get new (quality) projects started in the north.
Qpportunities can be exciting from the devel oper’s point of
view, but realistically few projects last or even get off the

ground .

The respondent has little experience with the Kitikmeot
regi on.
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Conpany Name: Great Expeditions
Locati on : Vancouver

Current Products and Markets

This conpany is the tour division of Ventra Travel Services
which is owned by the Teachers’ Co-op. The conpany is a
whol esal er that both sells directly and sells through trave
agents. They cater to special interest groups and their
strongest markets are Europe (attracted by the "I ast
frontier”) and the United States (weak Canadian dollar).

Comments on Northern Tourism

After review ng possible tour ideas, the respondent offered
the followi ng coments:

There is a limted audience for Inuit culture and

hi stori cal packages. Cross-country skiing and

wi | derness adventure have nore appeal (e.g., Canadian
Nature Tours, Ontario Federation of Naturalists).
Special events are difficult to sell on their own --
they should be part of a package with a w der appeal
Ceneral interest packages could also sell, but 14 days
is too long (7-10 days should be the target).

G eat Expeditions could be interested in a natura
history tour in the Arctic Coast for 1986. He woul d
appreciate receiving material upon conpletion of the
report.

. Packages should be marketed through special interest
tour suppliers who sell simlar packages. Soci eties
should be identified and asked to identify trave
agents. He believes 80% of the nmarketing effort should
be in the US, starting with tour operators selling
Al askan tours from the mainland US (these operators
al ready know the relevant clubs).
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Company Nane: Pi oneer Trave
Locati on : Vancouver

Current Products and Markets

Pi oneer is both a wholesaler and retailer, and is linked to
Travel way Tours of Toronto which busses European tour groups
across Canada. Pi oneer is not active in the whol esal e narket
at this tine.

Comments on Northern Tourism

The respondent offered the following comments on the package
tour ideas:

The one or three day packages could be added to the bus
tours across Canada for West German and Japanese
tourists. The group would fly from Ednonton and woul d
i nclude 5-10 people.

O her packages should be priced from Vancouver and
Toronto (the two nmajor gateways to Canada). Advance
purchase airfares from Vancouver are $525 to Inuvik and
$356 to Yellowknife.

. Pronotion could be by brochure (good production is
i mportant) . The brochures would be sent to trave
agents and groups overseas; whol esalers woul d handle
production and distribution, but |ocal operators would
bear the cost. Wolesalers with Watts lines and telex
woul d handl e bookings from travel agents and overseas.

The wholesaler is often a tourist operator as well. For
example, an accommodation operator could take the lead
role in the Arctic Coast.

Pricing should include markups for retailers (10-15%
and whol esal ers (about 15%).
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Company Nane: UTL Hol i day Tours
Locati on : Toronto

Current Products and Markets

UTL used to do tours to Alaska and back through NWT (Inuvik).
These were bus and ferry trips. The ground operator on these
tours was Atlas Travel. UTL acted as a wholesaler of sorts

(they put the air travel and extra hotel etc. together with a
basic Atlas Tour).

Major conpetitor in the market is Horizon Tours. UtlL “ S
performance did not warrant continuing in the market. The
cannot rule out going back, but for the foreseeable future,
UTL is not interested in NM trips.
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Company Nane: Pacific Western Airlines
Locati on . Calgary, Alberta

Current Products and WMarket

PWA operates as a tour wholesaler. The company meets with
local operators to help them put together packages and to
encourage development of saleable products.

Local operators put together the accommodation, food, and
activities and package them in a small brochure. PWA

i ncorporates these into an all-inclusive package which my
include airfare and an NW trip or airfare and several NAT
(short) trips using several operators. The package is
pronmoted in the PWA brochure and through PWA agents (and

speci al i zed agents in Europe). PWA will also help distribute
| ocal brochures if they are well produced.

Comments on Northern Tourism

The respondent noted the follow ng problens:

. There are very few local representatives capable of
putting together all the pieces, coordinating individual
sellers of services, managing the tour when it arrives,
and promoting the package. As a result, there are some
good basic products available, but very little in a

saleable form. "No wholesaler (l1ikxe PWA) has time to
put together all the pieces for the individuals
involved . . . There is a strong need for a central

packaglng promoting, and reservation service in the NWT
: There is a need for a good ground operator.”

The total package cost is high -- not sinply airfare,

but food and accommodation as well ($2,000 for 7 days)
so the perceived value nust be good and the narket is
[imted.

.1t is difficult to encourage locals to spend the needed
time on a year round basis to organize and pronote a
package. Their season is short and they have difficulty
understanding or justifying a full-tine person. Howevr
a full-tine person is needed for consistency (of
contacts and services) and for the pronotional efforts
i nvol ved .

Qrerators’ sales efforts to agents and at shows ake
poor . Oten brochures are not distributed w dely,, and
ppesentations are not polished. An organi zed approach
@ needed. “You can't sell what you don’t know abowt..™

Facilities are lacking in the north. An operator cannot
bring in large groups -- they would inundate the town
and there would be no room at the inn.

Wien dealing with international travelers, operators
must explain what to expect. Visitors nust be prepared
so they are not lost or disoriented before they arrive
at their destinations.
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There is not much incentive for the airlines and ot her
| arge whol esalers to pronote the NW because

accomodation is limted. “These groups only take 10-14
peopl e, not 20-40. One group using a community
accomodation may fill it conpletely.”

TN

Few | ocals understand the role of a whol esal er.
Indi vi dual operators have a tendency to cut corners and
try marketing thenselves, but the results are usually
di sastrous. They sinply don’t see the need for proper/
pronotion.

The respondent offered the following comments on markets,
promotion, and industry organization.

The tour nust start when the plane lands. |t nmay be at
the point of entry or in the major airport of the
Arctic, but it must start there and not stop until the
visitor is delivered back to the airport. Many
individual operators are not coordinated with other
services. Often the product is ready to go in some
remote community, but there is no provision for getting
the visitors from the airplane (in one town) to the tour
(in another town).

For the Central and Hi gh Arctic, the narket seens to be
an international one. In Europe, the West Cernans are
particularly interested. Cients earn $39,000+ per year
and are 30-45 years old (or a very fit S@+). They are

| ooking for adventure and are willing to rough it.

Pronotion nmust be based on target nmarketing using a
direct approach, pursuing special interest groups. The

onus is not on the whol esal er, however. Local operators
must get out and sell the products too. This is a mgjor
shortfall in the NWT. They don’t understand the need

for pronotion and the cost is high for the efforts.

There is an opportunity to tie NW products in the
Central Arctic to sightseeing tours. The concept is to
provide a one-day trip return from Yellowknife to
Canbridge Bay. The problem could be getting a |ocal
operator in Yellowknife to organize a package. The
package could be sold to bus conpanies (Evergreen).

. The governnment could sponsor some sem nars on how te

prtonote, manage, and handle tourists. Governnent ecould
also sponsor senminars for operators to pronote their
products to southern Canadi an agents.

. There is a need for local organization of individual
operators. The package must be put together before the
airlines will consider it.

The best approach is to use agents who specialize and

have a ready market sector. often, however, you have to
deal with nmany agents if you want good service. Each
one will have a very restricted area where he heavily

pr onot es. Many of these agents are not know edgeabl e
about the north.




Conmpany Nane: Nordair
beat ion . Montreal

Current Products and Markets

Nordair has scheduled flights to Frobisher Bay, Resolute, and
Hal | Beach in the Baffin Region. Most of their dealings have
i nvol ved the Eastern Arctic.

The hunting and fishing canps are well known. The activity
is well established, sone of their business is repeat, and
the target market is readily identifiable.

Comments on Northern Tourism

The market for hunting and fishing canps is readily

i dentifiable. The market for people interested in arts,
culture, and adventure/wildlife is less well-defined and |ess
accessi bl e. Cultural and arts products are not publicized.
The general tourist is not aware of these products.

“The NWI' has nmade an effort, but the governnment has a |ong
way to go in this area. It’s a long, slow process and can't
be done by individuals alone.”

In discussing tour packages, the respondent expressed the
view that three-day packages are too short to sell because of
the high cost of airfare -- seven days is a better length.
Packages built around regular holidays (e.g., Christmas
festivals) are also difficult to sell, and no packages can be
sold from November 1 to February 28. A seven-day package
would likely cost between $2,000 and $2,500. Packages should
be all-inclusive -- all meals, accommodation, guides,
activities, transportation, and airfare included. Tours
should be well organized, professionally run, shepherded by
a host, and include a local host/translator/guide

G oups should include no nore than 10-12 people -- twn
otters cannot handl e nore. Tourists should be well prepared
as to what to expect on the trip.
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Conpany Narre: Nort hwest Territorial Airways
Location . Yell-knife

Current Products and Markets:

NW Air, based in Yellowknife, offers both schedul ed and
chartered flights, and flies to: Wnnipeg, Holman |sland,
Canbridge Bay, G oa Haven, Spence Bay, PellyRay, Coppermine.

NWT Air is involved in the follow ng tours:

(1) Whitewater Rafting (in Ontario): NWM Ar does 3 trips
per year up the Coppermine R ver and flies back from
Coppermine, They are |ooking for sonething else to do
to extend tine in the NWT. NAM Air flies visitors in
and out and provides passes for the raft guides.

(2) North Anerican Expeditions (Birm ngham Al abanma): Thi s
is a 9-day tour departing from Wnnipeg with overnight
in Rankin Inlet, flight to Yellowknife, and sightseeing
on Geat Slave Lake . This conpany puts together tours,
whol esales them and retails them through a subsidiary
company. Wiile the current trip only covers the
Keewatin area, it is expected to create interest in the
NWE and encourage devel opnent of packages to the Centra
Arctic.

In 1984, there were only two trips of 5 people and 12-15
people. This tour operator caters to the Zoological
Society, Autobahn Society, National Geographic Society.

The operator is involved with NWI' Air to bring a
famliarization tour up this year. The tour includes

t he heads of several major naturalist groups. For 1985,
they plan to bring in 5-6 tours of up to 20 people each

NWE Air provides information on fares and puts the air
package together, local contacts to help set up the trip, and
free passes for tour guides.

Comments on Northern Tourism

The following deterrents and problens were noted by the
r espondent

. Most of the market place has little or no knowledge of
the NWT and what is there. A major education/promotion
effort is needed before general tourists will consider
such an expensive trip.

. Airfares are high, but to operators putting a package
together, NW Air will offer lower rates if a guaranteed
volume is agreed to. Although no mninmuns were defined
they recognize that it takes tine to devel op business.

Hot el accommodation is al so expensive. Many facilities
have a |limted nunber of roons. For exanple, Canbridge
Bay charges $100 a night and has only 20 rooms. The




roons are expensive because the construction costs are
high and the cost of heating is high (and is required 8
nont hs of the year).

O her probl ens include:

- a basic lack of services in communities

- a lack of people offering packaged tourism products in
communities (many don’t recognize what assets they have)

- a lack of understanding of what a tourist is and what he
needs

- a concern over tourists (a little scared about effects
of tourism

- a lack of understanding of what the value of tourismis
to a conmunity

- difficulty selling NW products to southern tour
operators and whol esal ers

- a lack of understanding of how to put a package
together and how to approach a nmajor whol esaler or of
how to pronote the package.

Regardi ng markets, the respondent stated that for distant
markets it is best to sell the trip with everything finalized
and included. Airfare is included in the price to the

client. The extra cost is not a deterent to potentia

buyers.

The key narkets should be Europe, Japan, and USA. The
Canadi an market is closer, but Canadi ans seem | ess interested

in going all the way to the Arctic Coast. They seemto be
interested in going to Yellowknife, but no further

The total package cost definitely limits the market to those
earning $30,000 or more. Thenain market is the cultural
interest and the natural interest groups. (The NWI' is a
virgin area which is unexplored and offers unique flora and
fauna.) The hunting market is a significant draw Holman
Island brings in hunters for $3,000-%$5,6000 to hunt polar bear
and there are no guarantees of a kill.

The best approach is to identify a market, get together wth
tour operators and whol esal ers, put together a
famliarization trip, and invite travel witers and key
people fromthe target market. Al so trade and tour shows
should be visited to pronote the packages there.
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2.0 MAJOR FINDINGS FROM PEASE | INTERVIEWS

2.

1

This section provides highlights from the Phase | interviews
with different respondent groups. The section closes with a
list of contacts and the questions administered to different
respondent groups.

nterviews with Canadian and Provincial Oficials

Informati on on market trends obtained from the provincia
contacts is not all applicable to trends in the Centra
Arctic. British Colunbia, Al berta, Saskatchewan, Manitoba
and Ontario visitors are primarily hunters and sports
fishernmen, a nmarket that differs from the w | derness

ent husi asts and cultural observers that constitute the
potential Arctic Coast market. British Colunbia, Alberta,
Ontario, and the Yukon draw nost of their visitors fromthe
rubber tire traffic, a market not available to the Arctic
Coast. To conpare experiences anong provinces, we focus on
conparing experiences of visitors entering by plane who are
not interested in consunptive activities. Aaska , Mnitoba,
and Saskatchewan draw heavily from the plane market, and
Alaska and the Yukon offer products simlar to the Arctic
Coast, e.g., scenery, wlderness adventures, and native
culture

Denogr aphi cs

According to interviews with governnent officials, visitors
to Alaska and the Yukon have the follow ng genera
characteristics:

- a university education

- househol d incone of $30,000 or nore;

- an age range of 25-50 years.

Comments on Markets

Interviewees noted that tours are an inportant segnent of the
mar ket . Tours tend to be for special interest groups, and,

if the groups are satisfied by the experience, repeat vists
are possible.

Most of the North Anerican visitors to Alaska tend to be
along north-south 1lines (as opposed to east-west lines). A
maj or pronotion canpaign in Al aska, however, has attracted
visitors from other mmjor population areas such as Florida
and New York.

The European market has been approached, but constitutes a
very small portion of total visitors. The West German mar ket
appears to be an inportant source for visitors when
considering pronotion to Europe.

Northern areas (especially Al aska) have an image problem that
restricts their appeal to tourists. Many people believe it
is cold year round in the north. There is a |ack of
understanding of the |evel of accommodation available, and a
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concern about how to travel around. These information
deficiencies or inaccuracies are likely applicable to the
Central Arctic.

There is strong conpetition for tourist dollars from
dissimlar areas and products. The high cost of plane
transportation raises the cost of an NWT holiday geyond t he
reach of many potential visitors.

Promotion

I ntervi emees suggested that a northern tourism product should
be unique so as to conpete effectively in the world market,
and allow concentration of pronotion efforts on high
potential market segments.

Lack of acconmodation facilities in the Arctic Coast reduces
the incentive to pronote on a |arge scale. Pronoti on,
however, is a very inportant factor because of the genera
lack of information available and the |evel of know edge of
the NWT's products. The role of the province or state
appears to be to nake potential visitors aware of the
products, climate, and general services avail able.

Busi ness Skills

I ntervi emees expressed concern over the low |evel of business
sophi stication of by nost |ocal operators. This factor
will become nore significant as the |level of conpetition
rises and as nore enphasis is placed on marketing pricing,
and quality. There is a need for:
a) basic business skill training at the local |evel
b) standards for outfitters covering quality, consistency
and general operations; and
c) standards for guides covering quality, consistency and
general operations.

Interviews with Private Sector Qperators

There is a formal structure to the tourism industry. The main
participant roles are:

a) on site
- guide and outfitter
- accommodation (and food) vendor
- souvenir shop
- Inuit residents - commercial hunters and fishernen
- art producers: carvers/painters

b) package organi zer/whol esal er
- on site or off site but with strong local connections

c) air line
- schedul ed
- charter
( may al so be whol esal er)
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d) tour whol esal er
- in major market (normally major Canadi an popul ation
centre )
e) travel agent
- retailer located in target market areas or
specializing in pronotions to specific interest
groups .

The following standard definitions are helpful to keep in
m nd:

- whol esal er: - specializes in planning and operating
prepai d, preplanned vacations
- generally these tours are sold through

agent s

makes travel arrangenents for clients on a

commi ssi on basis

- provides the |iaison between client and
whol esal er

- is mpjor pronoter to general public

- is selective in the products (tour
packages) he sells and may specialize in a
specific type of tour.

- travel agent:

Interviewees indicated that a variety of operators exist from
whol esal ers who do not use agents (deal with a captive narket
or sell enough on their own) to whol esalers who are al so
outfitters with local contacts and a degree of |oca
participation. The overwhel m ng comment was that there is a
serious |lack of parties in role (b). This comment relates to
the NWT, not sinply the Arctic Coast.

Interviewees reported there is a need for an internediary
bet ween sout hern (Canadi an) whol esalers (who know how to
pronote a product and who understand the narketplace) and

| ocal outfitters (who have a |ow understanding of tourists’
needs and business pronotion). A successful internediary
woul d have a good know edge of the North; an actual presence
incommunities would be particularly appropriate. The
intermediary must be capable of putting together saleable
packages and promoting them to wholesalers, and coordinating
t he efforts of the local parties so that tours move smoothly
and a quality imageis presented. (Note: Wholesalers often
do not have time to put together all the local details, and
they are reluctant to adopt and promote a local product
unless it meets their standards for reliability and quality. )

Pr oduct s

Al though the hunting and sport fishing markets are well
defined, well established, and lucrative, they are
consunptive by nature and their activities usually take place
away from | ocal comrunities. This is not in accord with the

communi ty-based tourism concept. Hunting and fishing are
offered by sone of the operators contacted, but nost focus on
the “w | derness experience” tour. WIderness experiences are

non- consunptive (although they may include a short fishing
trip) and nmay focus around activites a short distance from
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communi ty. The enphasis is on using |local services to help
keep tourist dollars in local hands. (Note: Many of the
operators contacted organize a very small nunber of tours to
the NWI' each year [e.g., 3-5] and can apparently nake a
profit on this |ow volune of business.)

According to operators, the appeals of the Arctic are:
wildlife - muskox, caribou, seals, whales, polar bear

scenery - tundra, glaciers, flowers, ocea,
culture - Ilnuit lifestyle, commercial fishernen,
carvers, igloos, dog sledding.

Wldlife and scenery are the obvious conponents of the

Nort hern product appeal . Several operators feel that the
real draw of the north is the nystery and renoteness of a
virgin, unexplored (undeveloped) land. The history of
expeditions and a desire to recreate these experiences add to
t he appeal . Several operators were quick to point out,
however, that it is the friendliness of the Inuit and his
unique culture that is nost inpressive to visitors. Certainly
the market these products appeal to is very different from
the hunting and fishing market, and requires a different

appr oach.

Mar ket

The Canadian level of interest invisiting the north has been
low to date. The only success in addressing the Canadian
population has been a one day curiosity tour. |t is
inexpensive, $200-300, and involves scheduled flights. It
allows participants to visit a town above the Arctic Circle,
view the northern lights or the midnight sun, and get a brief
exposure to Arctic culture. The tour appeals mainly to
retirees aged 55+ who are also significant sightseeing bus
tour buyers. This group tends to require nore creature
conforts than nost northern towns provide.

Visitors participating in a wlderness experience have the
foll owi ng general characterisitcs:

- they are aged 35-45;

- they are conservationists or naturalists

- they have a university education

- they are professionals

- they earn $30,000 or nore per year

Each contact indicated he had his own market which he
pursued. Some concentrate on special interest groups (e.g.
whale or bird watchers), others focus on geographic regions
such as Japan, southern American states, or Europe.

Packagi ng

Tour packages vary widely. Al though sonme operators offer
packages starting in a specific NWM town, nost whol esalers
felt an all inclusive, escorted tour that starts and ends at
a mpjor airport is the easiest to sell. It is also the

easi est system under which to control the gqualilty of the

visitor’s experience. (Al inclusive neans that air fare,
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meals, accommodation, supplies, guides, and planned
activities are included in the package price.)

Trips vary in length fromthe 24 hour “circler” to a 2 week
maj or Wi |l derness trek. The planned activities dictate the
trip length, but the follow ng was suggested:

"For European travelers a 10-day to 2-week range is
best . Longer creates problens of maintaining a high
level of interest. Shorter creates problems of selling
an expensive vacation holiday (is the price worthwhile
on a short trip when other vacation alternatives are
considered. )“

Experience indicates that 7-day trips are conmon, and nay
involve 3 days in 2 conmunities.

Party size is generally 5-14, but 10 is a common and
apparently econom c nunber. Probl ens of accommobdati on and
transportation occur with nunbers |arger than 20. (Snal |
charter planes don’'t have nuch extra space once the supplies
and 10 passengers are on board).

Food is an important element of these tours. If the tour
involves camping, the accommodation may be cramped, but if
the food is good there isstill a sense of guality. Some
operators are very careful to cater to the tour groups needs
and to maxi m ze their enjoynent. For exanple, one operator

i ndi cated that when dealing with Europeans (Wst GCernans
specifically) it is inportant to nmake sure they carry a |large
stock of quality Iiquor.

Promotion

Most operations concentrate their pronotional efforts
t hr ough:

a) specialized nagazi nes

b) specialized agents

c) inviting travel witers working for major magazi nes
d) attending all major marketing shows (trade)

e) 4-colour brochures

As mentioned earlier, promotion by operators must address
both the consuner narket and the trade if whol esalers are
going to buy and pronote the package.

| deas for New Products (No consideration of whether
econom cally feasible)

1. A 24 hour circular type of trip from Yellowknife to
Coppermine or some other Central Arctic town. Offer a
coordinated approach which tour (bus) companies and the
general tourist can buy. Provide air fare, escort, a
lunch, opportunity to buy a souvenir.

2. Package a cultural and w | derness experience oriented
tour, e.g.,. denonstrate: Inuit cooking
seal skin tanning
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perform cultural dances or events

. visit art carvers at work
visit historical areas along with a well
prepared show
visit Tundra and explain the unique flowers and
short grow ng cycle
outline the aspects of Inuit life that are
different that those experienced in southern
regi ons.

M scel | aneous

a) Probl ens:

b)

Hgh air fares Iimt the market appeal. For sone
packages, air fares represent 70% of the cost. The
cost of food and accommodation in many of the towns
is also high, and the quality of service is not
worthy of the price.

Outfitters are not sophisticated businessmen. They
don’'t have sufficient noney and expertise to conduct
extensive pronmotion and they don’t understand the
need to pronote their service to travel agents.

They are not well organized and are generally not
capabl e of putting together colour brochures, famly
trips or slick packages. They |ack an understanding
of how to appeal to the tourist and are not oriented
to sal es. Most al so don’t conprehend the val ue of
pronotion and the need for whol esalers or agents.

Hi gh priced vacations draw sophisticate U S. and
European visitors who are also nore critical of the

product offered. It is therefore, inportant to
devel op a professional approach at the outfitter

| evel which will ensure reliability and an
under st andi ng of how to treat visitors (e.g. , don't

shoot caribou in front of group bird-watchers. )

Remar ks:

Vancouver agents do not seemto sell NA holidays.
This is partly because Canadi ans have not shown rmnuch
interest in these trips. Al t hough the sanple was
small, Evergreen Tours said that few, if any, agents
in Vancouver were active in the NWT narket.



Organi zati on

Touri sm Canada

BC Tourism

Al berta Tourism

Sask. Tourism

Mani t oba Touri sm

Ontario Tourism

Yukon Tourism

Alaska Tourism

Evergreen Tours

Tuullik
W der ness

H gh Arctic

| nt ernati ona
Expl orer
Ltd .

Qaivvik Limted
Goliger's Tours
Ltd .

Speci al Odysseys

Peyt on
Ent erpri ses

Servi ces

ARCTI C COAST TOURI SM CONTACTS

Tel ephone
Cont act

Frank Stock

Davi d Hender son

R chard Banfield

Law ence Gilmour

Bob Bridge

Karen McMillan

George Singfield

Don Dickui

Ceorge Shaw Jr

Bruce Ri ghy

Bezal Jesudason

May Orr

Dan Goliger

Ski p Voor hees

John Faber

A-51

Interviews
Lot / Phone

O tawa

613 995- 8426

Vancouver

Ednont on
403-427-4336

Regi na
306- 565- 2187

W nni peg

204- 945- 4204
Toronto
416-965-5764

Wi t ehor se
403-667-5340

Juneau
907- 465- 2010

Vancouver
604- 687- 5690
Ot ana

613-234- 5267

Resol ut e
819- 252- 3875

Yel | owkni f e
403-873-2074

Toronto
416-926- 0877

Medi na, Wash.
206- 455-1960

Brantford
519- 759- 0880

Market Rol e

Some overseas
P.R.

Pronotes to Trad
Trade not Conmmut

Sponsor s/ Coordi n
sonme shows in
naj or non-domest
mar ket s

Major nationa
adv. canpaign

Wholesaler/
retailer
Wholesaler/
Outfitter

Whol esal er

Whol esal er

Wholesaler

Wholesaler

Whol esal er/ Lodge
Qper at or




Organi zati on

Canadi an North
Qutfitters Inc.

De West Tours Ltd.

Kitikmeot Arctic
Tours

Kingalik Tours
P. Lawson Travel
Sears Travel
Hagen's Trave
Paci fi c West
Ar

Nor dai r

Nor t hwest
Territories
Al rways

Cont act
M. Knapp
Ver oni ca
Thebault

Syd Glawson

Bill Goose

Maur een
Giffin

Ti na Difruscia

“Gary Plexman
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Lot / Phone

Toronto
416- 689- 7925

Vancouver
604- 684- 5155

Canbri dge Bay

403- 983- 2206

Ho 1man
403- 396- 4411

Vancouver
604- 682- 4555

Vancouver
604- 689- 8215

Vancouver
604- 263- 0944

Cal gary
403- 235- 8100

Mont r ea
514-340- 8141

Yel | owkni f e
403- 920- 2500

Quest .

C

T

Mar ket Rol e

Whol esal er/
Ret ai | er

Whol esal er

Qutfitter/
whol esal er

Qutfitter
Agent
Agent
Agent
Airline/

whol esal er

Airlinel
whol esal er

Airline
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“ Questions for - A -

Whi ch markets are expected to be inportant for the
central Arctic and north as well?

Whi ch products will appeal to these narkets?

Does Tourism Canada have any marketing plans that are
relevant to our work in NwWT?

Aware of any changes or developments that could be
important to the development of Kitikmeot Tourism?

Do you have any relevant market information on tourism
trends as they pertain to northern Canada and to

wi | derness experiences.

Can you suggest other contacts.




Questions for . B -

Provi nci al CGovernnent Contacts

1. |Is tourism a significant contributor to the northern
provincial economy?

If no - What are the main hurdles restricting tourism
development?

2. What has been the primary approach used to stimulate
tourism development?

3. What are the main reasons for tourists visiting the area

a) visiting friends/relatives

b) passing through on way to another destination
c) business/pl easure

d) site-seeing in wlderness

e) hunting and fishing

f) other

When is the main season (summer, fall, wnter, spring)?
4. What are the primary tourism products being offered?

5. How do most tourist arrive - car
- train
- plane?

If plane is significant . | | js transportation cost a
deterrent or a market

restriction
.0 who are the nmgjor air

carriers
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Questions for - C -

6. Is there much group (or package tour) tourism occurring
or are the visitors mostly individuals, families
or/independent parties?

If group tours are significant:
a) does it tend to be renote | odge based or
community based experiences?
b) is accommodation or food quality a problen?

7. Where are the primary markets from which you draw

tourists?
What type of thene are you pronoting for the north?

8. Describe the characteristics of typical northern tourist
in terms of
- sex
- age
- income
- occupation
special interest

9. |Is there much repeat visitation?

10. 2re you aware of any changes on the horizon that could
be important for northern tourism.

11. Do you have any printed material that mght be hel pful
to us, e.g., Ceneral Tourismtrends (especially in north).

12. Can you suggest any industry or association contacts that
we should talk to.



1.

3.
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Questions for - D -

Tour Whol esal ers
Do you offer tours to NWT?
VWhi ch  areas - Kitikmeot?
How many people do you take up/year?
How many t our s/ year ?
What packages do you offer?

- price

- length

- activity *
- time of year *
- location
- who buys

To date Kitikmeot has hunting, fishing and nature
observation camps based in remote lodge locations. The
present concept is to develop a community based tourism
that uses services already inexistance within the

community and builds tour packages around activities that

are easily accessible from the community.

E.g., - cultural observation/learning activities
- historical tours

- w |l derness huts.
fishing for Arctic char
wildlife observation - birds

- caribou

- muskox

dog sled trips

tent rings, Franklin Expedition.
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4. Wi ch markets appear to offer good potential for the

(8.

Central Arctic?
“ Geographically
Speci al interest
I NC | evel
Cccupati ons

Age/ Sex

Life style

What kind of tourism products are required to attract
visitors?

What t ype of tour packages or pronotions are needed to
increase tourismin NWT?

Wiat are the main problens in attracting tourists to the
Nor t h?

What are competing destinations offering/doing.)

Are there any trends in tourist interests, spending or
travel patterns or any general changes which will Ilikely
effect Northern tourisn?
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Questions for - D -
Airlines

CQurrently Service NWr - Were fly to + from
- scheduled flights

- charters
W.R.T. Tourists - Have you been involved with any tour
packages for the NW?
How are most operating - price includes air fare

- priceis based on after arrival
costs

What are some of problems attracting tourists
- high cost of air fare (a factor?)

Who and where is the best market for tourism packages in
Central Arctic?

- Were

- INC

- interests

How can package/ pronote products to this group.
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APPENDI X B

TOURI SM I N THE NWI' AND ARCTI C COAST:
RESULTS FROM PREVI QUS STUDI ES

Over the past seven years a nunber of surveys have been
conducted using different techniques and tine frames to
collect information on the NWT tourismindustry. Refore
devel opi ng a set of nmarket projections for the NW and Arctic
Coast tourism industry, it is necessary to reviewthe results
of these surveys.

The Northern Travel Survey 1978, conducted by Deloitte,
Haskins and Sells Associates, explores the characteristics of
tourist parties exiting the Northwest Territories by notor
vehicle. Only non-resident notor vehicle visitors were
included in the report. The report does not provide
estimates of the total number of non-resident tourists
visiting the Territories. The major characteristics of
non-resident notor vehicle travelers are as foll ows:

78% were from Canada and 21% fromthe United States (the
nunber from other countries was negligible). Al berta
accounted for 49% of total visitors, followed by British
Colunbia (19%, Ontario (9%, and Saskatchewan (7% .

The study suggested the Canadi an provi nces may be
accounting for a growi ng proportion of autonobile
travelers to the NW. (A 1969 autonobile survey
conducted al ong the Mackenzi e H ghway found that 60% of
visitors were Canadians. )

Prof essional s and skilled | abour were the dom nant
occupational categories, and nost visitors had househol d
i ncones of better than $30,000 (1978 dollars).

. Average party size was 2.8, and 78% of visitors were
adult (over the age of 18).
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. 60% of travelers had been on at |east one extended trip
(more than 4800 km one-way from home) i N the previous
two years.

53% indicated their trip included a visit to other

areas; of these, 90% said they had visited or intended
to visit Alberta; conmparable figures for British Col unbia
were 40% and 32%

. 35% of travelers came to visit friends and relatives,
11% came to fish and boat, 8% gave business as their
major trip purpose; the remainder can be classified as
sightseers. 47% of visitors came in self-contained
vehicles that provided both accommodation and
transportation.

. On average, visitors to the NWT planned to stay away
from home a total of 24 nights. The average |ength of
stay in the NWT was nine nights (or 38% of the total
length of trip of 24 nights). The average expenditure
per party-night was $96.80 and the average expenditure
per person-night was $34.60. The distribution by
expenditure category was as follows: neals - 12%
groceries - 8% accommodation - 13% auto costs - 9%
other transportation 38% recreation/entertainnent -
9% gifts and souvenirs - 11%  The report noted that
sone of these expenditures, e.g., on other
transportation, may not have been incurred in the NwT.

Maj or activities engaged in by visitors included fishing
(57% of total visitors), water recreation (42%),
photography (23%), visit to historicsites and museums
(21%), 1and recreation (20%).

The hi ghest proportion of nights were spent in

Yel | owkni fe (28% and Hay River (27%. Most visitors
stayed in governnent operated canpgrounds. A
significant portion stayed sonme nights with friends and
rel atives.
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Because it is based on an auto exit survey, the report
provides no information on travel to the Arctic Coast. The
results, however, may be relevant to a tourism strategy for
the Arctic Coast to the extent that motor vehicle travelers
to the NWI' are viewed as a potential nmarket for the region’s
touri sm operators.

The Northwest Territories Travel Surveys 1981-82, prepared by
Deloitte, Haskins and Sells, was published in June, 1982.

Its purpose was to provide a conprehensive and practical

dat abase for NWT tourism  The project enconpassed surveys of
visitors to the NWT, NWI' residents, and NWT Park users.

its major value to the current assignment is that this report
represents the only attempt at developing full-year estimates
of tourist visitation and expenditures in the Northwest
Territories.

Annual estimates relevant to the current assignnent include
the follow ng:

1. Over the June, 1981 - My, 1982 survey period, about
106, 000 person-trips were nmade to the NWT; 65% (69, 000)
occurred in the summer (June - Septenber inclusive).
Average length of stay for the full year was 14 nights.
Wth per diem expenditures of $39.00, total tourism
expenditures were estimated at $57.0 mllion; $39
mllion occurred in the four sunmmer nonths.

2. Residents were estimated to undertake 75,000
person-trips within the NWT. The average |ength of stay
was estimated at five nights and per di em expenditures
at $29.00. Total expenditues by resident travelers
were calculated at $11.0 mllion; $3.8 nmllion occured
in the four summer nonths.

3. Residents took 106,000 person-trips outside the NWM
The length of stay outside the Territories averaged 12
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ni ghts and per di em expenditures were $35.

expendi tures by resident
Territories were $44 mllion,
t hrough the year: June to Sep

Tota 1

travel ers outside the

distributed as foll ows
t $16 mllion;

at to

MIlion

Feb - $17.7 mllion; March to May - $10.3 mllion.
4. Over the full year, travel by visitors and residents
across NWI borders anounted to 212,000 person-trips.
O these trips 86,500 (41% were by air, 2,500 (1% were
by bus, 123,000 (58% were by motor vehicle.
5. The seasonal distribution of tourist travel was
estimated as foll ows:
Person Trips (’000)
Jun-Sep Feb-Qt Mar- My Ful |
(4 mo.) (5 me.) (3 me.) Year
Visitors to NWT
Nunber 69 23 14 06
g of full year 60.1 21. 7 13.2 100.0
Resi dents within NWT
Nunber 32 28 15 75
% of full year 42.7 37.3 20.9 100.0
6. Visitor expenditures were distributed as foll ows by
purpose of trip and season. (Sunmer is June through
Septenber and Wnter is Ot - Muy.)
Ni ght's
Party Per $/ Tot al
Parties Si ze Per sons Per son Dem $
Busi ness
Summer 5500 2.0 11, 000 50 36 20
W nt er 9500 1.6 15, 000 15 36 8
Tot al 15, 000 1.7 26, 000 30 36 28

conti nued



Nights
Party Per $/ Total
Parties Si ze Per sons Person Di em $ Million

Pl easure

Sunmmrer 17,000 3.4 58, 000 8.5 43 21
W nt er 11, 500 2.0 22,000 8.5 43 8
Tot al 28, 500 2.8 80, 000 8.5 36 29
Al Visitors

Sunmer 22,500 3.1 69, 000 13 43 39
W nt er 21,000 1.8 37,000 15 33 18
Tot al 43, 500 2.4 106, 000 14 39 57

Over the full year, about 25% of visitors were on

busi ness. Because business travelers stay |onger than
pl easure travelers, full-year expenditures by the two
groups are approxi mately equal .

7. The June, 1982 report offered order of nagnitude
estimates by regions. Regional distributions of the key
indicators were as follows:

Parties Persons Expenditures
(%) (%) (%)

1. Eastern Arctic 10.3 8.5 10.5
2. Keewatin Arctic 4.6 4.7 8.8
3. Coastal Arctic

(Arctic Coast) 3.4 4.2 8.8
4. Hgh Arctic 2.3 1.9 4.4
5. Southern Arctic 60.9 66.0 52.6
6. Western Arctic 26. 4 21.7 15. 8

As anticipated, the Southern and Wsten Arctic regions

(centered on Yellowknife and Inuvik) accounted for the
l[ion"s share of tourismactivity in the NAT

The actual figures for the Arctic Coast (defined as Coastal
Arcticin this report) and the total are as follows:
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Visitors Residents Both Groups

Arctic Total Arctic ‘Total Arctic Total
Coast NWT Coast NWT Coast NWT

Parties 1,500 43,500 700 23,500 2,200 67,000
Party-Size 2.9 2.4 2.1 3.2 2.7 2.7
Persons 4,500 106,000 1,500 75,000 6,000 181,000
Ni ghts/

Person 16 14 15 5 16 10
$/Di em 70 39 23 29 58 37
Total

( $million) 5.0 57.0 0.5 11.0 5.5 68.0

The figures suggest the Arctic Coast plays a very small role
in the NWT's travel industry. The region accounts for less
than 4% of the person-trips made by visitors and residents,
and only 8% of total tourism expenditures. The Arctic

Coast's higher share of expenditures reflects the extended
stays of many tourists (many “tourists” go to the Arctic Coast
for employment) and higher daily expenditures (the result of
the region’s high cost of accommpdation and neals).

This report and others do not provide any further information
on tourismin the Arctic Coast. However, sone inportant
differences fromthe rest of the NWI are indicated by other

i nformati on sources.

Busi ness travel ers probably account for a much higher
proportion of tourismin the Arctic Coast than in the total
NWT. This situation reflects the lack of tourismfacilities
and attractions in the region, and the limted travel to
visit famly and friends. Busi ness travel probably accounts
for a maximum of 70% of person-trips to the region, compared
to 25% in the NWT as a whole (as indicated in the June 1982
report) . Because of the greater importance-of business
travel, travel to the region islikely more evenly
distributed throughout the year. Because virtually all
travel to the Arctic Coast is by air, preferred accommodation
and recreation activities, as well as the origins of visitors
probably differs a great deal from the NWT as a whole.

The June, 1982 report included detailed information on
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summer Visitors to the NWI in 1981. The origins of visitors
were distributed as foll ows:

Al berta 27%
O her Western Canada 18%
Ontario 14%
Quebec 3%

G her Eastern Canada 2%
Sub Total : Canada 65%
U S. West Coast 6%

G her Western U S. 8%
Eastern U. S A 11%
Sout hern U. S. A 2%
Sub Total : U S A 27%
Cer many 5%

O her O fshore 3%
Sub Tot al : O fshore 8%

The average party size was 3.1, and nost travelers were on
fairly extended trips. The typical sumrer visitor spent 13
days in the NWT out of a total trip of 28 days. Canpgrounds
accounted for 25% of visitor bed nights, followed by friends
and relatives (15%, other canping (14%, hotels and notels
(139, and lodges (8% . The remainder (25% of visitor bed
ni ghts) included work crews in construction, mning and

expl oration canps.

The node of transport was distributed asfoll ows:

St andard Car 12%
4 - \Weel Drive 5%
Van, Pick-up Truck 16%
Truck Canper 14%
O her RV 9%
Bus 2%
Air - Schedul ed 35%
Air - Private or Charter 5%
Q her 2%

Three percent of visitors were on a package tour, which cost
t hem an average of $1,400 per person. Activities nost
frequently mentioned by visitors were shopping for crafts,
canping, fishing, and visiting nuseuns and historic sites.
Forty percent or nmore of visitors participated in these
activities
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Only one of five visitor parties had children with them and
27% of parties were conposed of adults 55 years and ol der.

The majority of sunmer visitors (57% reported they were
enpl oyed in professional, admnistrative, and other skilled
occupati ons. Retired people accounted for another 18% of

total visitors. Average household inconme was reported to be
$31, 000.

Visitors to the Northwest Territories - 1982, conducted

| argely by Underwood McLellan Ltd., reports tourist
visitations to the NW during the sumer of 1982. Al though

t he surveys cover nuch of the sane ground as the 1981 survey
reported above, the results are quite different. The 1982
surveys suggested that about 44,000 people visited the NW
during the summer of 1982, and spent about $40 million in the
Territories . Gven an average trip length of about 9 days,
averge per diem expenditure was estimated to be approximately
$100 per person. For autonobile travelers the average per

di em expendi tures appeared to be between $20 and $30. The
figure used for air travelers was about $135.00 per person
per day. Two-thirds of visitors entered by air, and the

remai nder by road. Visitors to Kitikmeot totalled only 400
(#.9% of the total) and tourist expenditures in the region
cane to $440,000 (1.1%of the total). In every respect these

figures differ markedly fromthe nunbers devel oped fromthe
1981 summer surveys.

O her aspects of NWI tourismas indicated in the 1982 surveys
are as follows:

1. Visitor place of residence was distributed as follows: *

Al berta 42%
British Colunbia 13%
O her Western Canada 9%
Ontario 13%
Quebec 3%
O her Eastern Canada 3%
Sub Tot al ; Canada 84%
United States 13%

O f shore 4%
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2. 68% of visitors entered by air and 30% of visitors were
on business. The nost inportant trip activities were
sightseeing, visiting friends and rel atives, and
fi shing. 51% of visitors were in professional and
manageri al occupations and 12% were retired; 21% were 55
years of age and ol der and 56% were between the ages of
25 and 54 inclusive. Average househol d i ncone was
reported to be $34, 500.

The docunent, GNW Summer Travel Surveys 1983, Report of
Findings, was prepared by Canadian Facts, based On surveys
covering the nonths of June to Septenber inclusive. The
report estinmates that 44,000 tourists visited the nrin the
summer of 1983. The node of entry was distributed as
fol | ows:

No. %
Schedul ed Aircraft 15, 000 34
Charter and Private Aircraft 11, 300 26
Road 17, 500 40
Tot al 44, 000 100

Total visitor expenditures were estinmated at $65 mllion.
G ven an average length of stay of 10 days, per diem
expenditures are conputed to be $150 per person.

(Expendi tures were estinmated by assum ng that each visitor
spent $1,500 during his stay in the Territories.)

In this report, visitor characteristics were described in
terms of categories of visitors (e.g., visitors to hotels,
motels, and lodges). No effort was made to describe the
characteristics of all visitors combined. Some of the more
important characteristics of the sub-group who stayed at
hotels, motels or lodges are as follows

. Quests at NW hotels, notels, and | odges generally cane
fromfive locations: the Nwr (39%, Al berta (24%, the
United States (21%, British Colunmbia (6%, and Ontario
(5% .
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Anot her survey indicated that non-resident visiters to
shel tered acconmodation were distributed as foll ows:
Alberta (28%; the United States (26%: Ontario (16%:
British Colunbia (8% ; Manitoba (6% .

55% of non-resident respondents were visiting the NWT
primarily for vacations; 37% were traveling on business
or commuting to work. Business travelers stayed an
average of 14 nights compared to seven nights for
pleasure travelers. The weighted average for both
groups was 10 nights. On a daily basis, the business
traveller staying in sheltered accommodation on average

appears to spend about 30% nore than the pleasure
travel |l er.

On a regional basis, the vast majority of visitors to
the NWT travel to the Fort smithregion (67% of guests
surveyed in hotels, motels, and lodges visited the Fort
Smith region). Trips to the Inuvik region are made by
about one-third of summer travelers. Journeys to the
Arctic Coast, Baffin, and Keewatin regions are made far
less often in the summer period.

The nost popular activities of non-resident travelers
are shopping for crafts (52% fishing (40%, visiting
nmuseuns and historic sites (40%, business (39%, and
nature study (32%.

60% were in managerial and professional occupations; 10%
were retired.

37% of non-resident respondents cane from househol ds
wi th conbined total annual inconme of $50,000 or nore.

Anot her 30% were from households with i ncones from
$30, 000 to $50, 000,

60% of travel parties were one or two people.
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The 1983 report includes results froma tel ephone survey of
NWI residents living in Yell owknife, Hay River, Fort Smth,

and Fort Sinpson. Some of the results are relevant to this
assi gnment .

1. Most resident tripswithin the NWT are for two or
three day excursions. Mre than 50% of these trips are
for business purposes. 85%of all resident trave
within the Territories (fromthe four surveyed
comunities) is to the Fort Smith region. The average
party size is about 3 people and the typical node of
travel is plane (42% of person trips).

2. On average, an NW resident living in one of the four
communities can expect to have guests visit twice in the
sunmer period. The average nunber of persons per guest
party is 2.2 and the average number of nights guests
stayed per occasion was 11. Fifty-four percent of
guests of nwr residents use air travel. 80% are on
vacation (or traveling for personal reasons) and 20%
are on busi ness. The nost inportant places of origin
for this type of visitor are: Al berta (41%, Ontario

(18%, British Columbia (13%), Qther Canada (20%), Other
Countries (8%).

The four docunents summarized here provide data which, in
many cases, are confusing and contradictory. Exhibit B.l
conpares the surveys of summer travel for a nunber of nmajor
indicators . The differences highlighted by the exhibit make
it difficult to develop visitor profiles for the NwT and
Central Arctic travel industries.

Differences are particularly striking in per diem

expendi tures, average |length of stay and node of entry.

I nconsi stencies and gaps in the data make it inpossible to
identify trends over time, and they jeopardize the

reliability of estimates of the overall size and conposition
of the NWT's tourismindustry.
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EXH BIT B.1: COVWPARI SON OF SURVEYS OF SUMVER VI SI TORS

No. of Visitors
Expenditures ($MI1ion)
Party Size

Length of Stay (nights)
Per Diem Expenditure ($)

Mode of Entry (%
r

- Personal Modtor Vehicle
- Bus
- O her

Origins (%)

- Alta

- BC

- Ont

Other Canada
- Us.
Offshore

Occupatl ons (%)
Pr of essi onal Managenent
- Skilled Labour
- Retired
- O her

Average Household | ncome (%)

Aver age Age

Pur pose %

- Busi ness

- Visit friends and
relatives

- Leisure, etc

Expend| ture by Category (%
Accommmodat i on
- Meals
- Goceries
- Auto
- O her transportation
- Recreation
- Gfts & Souvenirs
- O her

1 Auto exit survey only.

2 From survey of people who stayed at

€ = estimated by Study Team

19781

Most
Most
n/ a
n/ a

30, 000
(pl us)

n/ a

35

57

13
12

38
11

hot el s,

1981

69, 000
38.7
3.1
13

43. 00

40
56

44
21
18
17

31, 000

n/ a

25

n/ a
n/ a
n/ a
n/ a
n/ a
n/ a
n/ a

etc.

1982

44,000

40.0

n/a

9.0

100. OO

68
32

51

12
29

34, 500

37

27

28
45

n/ a
n/ a
n/ a
n/ a
n/ a
n/ a
n/ a

1983
44,000
65.0
about 2.0

150. 00

60
40

40, 000

n/a

37
63
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EXHIBIT B.1l: COMPARISON OF SURVEYS OF SUMMER VISTTORS cortinmed

1978 1981 1982 1983

Ma jor Leisure Activities (%)
- Fishing 57 51 37 40
- \Mter Recreation 42 34 13 12
- Photography 23 n/ a n/ a n/a
- Visits to Historic

sites & museuns 21 41 15 40
- Land recreation

camping, etc. 20 51 26 32
- visits to relatives/

friends n/ a 27 44 19
- shopping far crafts n/a 53 n/a 52
% of person trips to
Central Arctic n/a 4.2 0.9 n/a
$ of parties an package
tours n/a 3.0 n/a n/ a
Average length of tour n/ a n/a n/a n/a
Dollar val ue of package
per person n/a 1400 n/a n/ a
Type of Accammodation
- Hotel s, motels, | edges n/ a 21 n/a n/ a
- Campgrounds et c. n/a 39 n/a n/a
- Friends & relatives n/a 15 n/a n/a

- Other (camps, etc) n/a 25 n/a n/ a
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In addition to the Territorial w de surveys, one community
specific survey is relevant to this assignnent. In the early
1980s, the Pangnirtung Visitor survey was conducted to define
perceived issues and concerns of existing travelers to
Pangnirtung and the surrounding areas in the Baffin. The
most relevant findings are as follows:

. Visitor origins were Ontario (25%), other parts of NWT

(22%), United States (20%), Quebec and Europe (12%
each), and Western Canada (9%).

27% of visitors were with a special interest group or

club, but only 6% were part of a commercial tour
package.

38% of travelers were visitingPangnirtung and area,
32% were visiting Auyuittug National Park, and 22% were
on busi ness.

38% of visitor nights were spent in a hotel and 32% in a
tent. Qutfitters canps, hostels, and friends/relatives
accounted for the remai nder.

Maj or activities were photography, sightseeing,
hi ki ng/ backpacki ng, buyi ng handicrafts, and visiting
Ai yuittug National Park.

Most respondents were satisfied with the trip; 96% of
respondents said the trip met their expectations. The
maj or dislikes were bad weather: litter in the comunity
and honey bags; and expensive services/inadequate food
the quality of guiding, and hotel facilities taken

t oget her.

60% of visitors were between 21 and 40 years of age; 22%
were over 50. 40% had famly incomes of over $35,000;
36% wer e between $20, 000 and $35, 000.
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A final information source is inquiries to Travel Arctic (in
Yellowknife) for information on NWT tourist attractions.
Inquiries, both solicited and unsolicited, totalled 52,200
to the end of Septenber, 1984. This exceeds the full year
7,390 unsolicited inquiries (which provides sonme neasure of
t he geographic distribution of nmarket interest) was as
fol | ows:

$ 3
Canada - United States -
Ontario 15 California 8
Al berta 9 New York 2
Quebec 8 Illinois 2
Maritimes 3 Michigan 2
Saskat chewan 3 Other 25
Mani t oba 3 Sub Total U.S. 39%
NWT 8
British Colunbia 5
Sub Total Canada 54%
Over seas
West Germany 2
O her 5
Sub Total Overseas 1%

To provide other benchmarks for estinmating the size and
character of the NW tourismindustry, the Study Team
reviewed the results fromthe nost recent non-resident
visitors surveys of Al berta and British Colunbia. The BC
survey called “Visitors '79” was conducted between Miy 18 and
Cct ober 31, 1979 and was published in June, 1980.

The Al berta study, called “1982 A berta Travel Survey”, was
based on a survey conducted from May 15 to October 31, 1982.
Exhibit B.2 provides the major tourismindicators for the two
provi nces plus two northern regions in each province (four
regi ons which could be viewed as conpetitive with the NAW.)

Visitors '79 also provided information on different types of
visitors. The key indicators are as foll ows:
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EXHIBIT B.2: TOURISM INDICATORS FORBRITISH COLUMBIAAND ALBERTA

B.C. Visitors “79 1982 Alberta Travel Survey
Peace Land of
Total Yellowhead River Total the Mighty
Province 16 Liard Province Lakeland Peace
Parties (°000) 1660 106 69 2102 109 49
Party Size 2.70 3.10 2.5 1.86 1.83 2.06
Total Person -
Trips (°000) 4482 329 173 3909 199 101
Average Length
of Stay 6010 4.00 3.40 6.11 4.92 5.28
Total Person
Ni ghts (°000) 27,340 1314 587 23, 883 997 533
Expendi t ures
(Smillion) 541.0 26.70 12.02 660. 4 25.0 14.0
Per diem
Expenditure ($)
(Per person) 23.0 20.32 20. 48 27.73 25.68 25.72
Mode of Exit (%)
Private vehicle 74 76 97 65 69 85
- Plane 19 20 2 27 24 10
- Bus 2 4 1 7 6 4
- Train (& other) 5 1 1
Origins (%)
- B.C. 31 28 34
- Alta 33 34 45
- Sask 5 NA NA 18 20 5
- Man 2 NA NA 8 11 2
- Ont 6 NA NA 10 11 4
- Rest of Canada 2 16 24 6 12 241
- U.S.A. 47 36 19 23 14 30
- Offshore 6 14 2 6 4 2
Occupations (%)
- Professional, Man. NA NA NA 34 NA NA
- Skilled Worker NA NA NA 15 NA NA
- Retired NA NA NA 15 14 32
- Other
NA NA NA 36 NA NA
Average Incone ($) 26,400 NA NA 30,000 NA NA
Purpose of Trip (%)
Business? 16 16 36 17 20 12
- Visit Friends
and relatives 82 84 64 31 38 29
- Vacation 42 40 47
Personal3

and other 2 9 3 12



EXHIBIT 9.2: TOURISM INDICATORS FOR BRI Tl SH coLuMBIA AND ALBRRTA conti nued

B. C. Visitors 79 1982 Alberta Travel Survey
Peace Land of
Total Yellowhead River Total the Mighty
Province 16”7 Liard Province Lakeland Peace

Expendi tures by

Category (%
- Accomodat i on 23 18 19 19 18 6
- Meal s 25 20 27 24 22 22
- Souvenirs 8 12 11 9 10 13
- Auto 13 23 28 21 25 33
- Other Trans. 5 10 2 3 6 3
- Recreation &

Ent ert ai nnent 7 4 4 8 8 9
- Shoppi ng for

Souvinirs 12 11 7 16 11 15
- Other expenditures 8 2 2
Major Leisure’

Activities
- Fishing 4 9 1 6 21 19
- Water Recreation 5 1 1 12 14 20
- Photography NA NA NA 28 24 36
- Visits to Historic

Sites etc. NA NA NA 25 27 30
- Land Recreation

(camping) 4 3 2 26 39 40
- Visits to Friends

and Relatives 28 32 21 53 57 64
- Shopping 4 3 1 30 35 46
- Sightseeing 26 25 17 59 64 67
Z of Parties on

Package Tours 4.8 NA NA 3.3 3.0 0
Average Length

of Tour3 4 NA NA 4.5 NA NA

Dol | ar value of

Package per person5 440 NA NA 310 NA NA
Type of
Accommodation (%)
- Hotels, Motels,

Lodges 46 40 38 38 36 22
- Campgrounds, etc. 29 40 44 15 17 17
- Friends & relatives 22 18 14 37 36 36
- Other 3 2 4 10 11 25

N.B. Regional figure based on visitors who stayed overnight in tbe region.
1 I'ncludes 21% from NAT

2 | ncl udes peopl e on both business and pl easure

*I'ncl udes “Passing Through”

Yopri mary activity for B.C. Primary or Secondary for Al berta
5 portion inB.C.orAl berta
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Visitors
Busi ness Pl easure Tour Travellina By

Travelers Travelers Travelers Auto RV Pl ane

Average Party

Size 1.8 2.8 6.1 26 3.2 2.5
Length of Stay 6.0 6.0 4.0 53 6.7 8.1
Mode of Exit (%

- Auto 47 61 4 100 0 0
- RV 2 17 1 0 100 0
- Pl ane 49 15 60 0 0 100
- O her 2 7 35 7] 0 0
Type of
Accomodat i on

Hot el / Mot el 73 43 91 54 5 61
- Friends &

Rel ati ves 16 21 4 23 9 32
- Canpi ng 6 33 3 20 85 3
- O her 5 3 2 3 1 4
Oigin (%
- Alta 42 31 3 37 40 21
- O her Canada 17 14 15 12 9 24
- Us. 35 49 61 49 49 37
- International 6 6 21 2 2 18
Average Fam |y

| ncomre ($000) 33 25 26 26 25 30
Per Di em
Expendi ture
(per person) (%) 34.59 21.09 21.28 22.23 14.68 35.81

The different per diem expenditures for different types of
travelers could be particularly useful to this assignment.
The busi ness traveller in 1979 spent an average of about 70%
nore than the pleasure traveller. The typical business

traveller spent nore tinme in hotels/notels and on pl anes.
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APPENDI X C

The following lists the contacts nmade and neetings held
during the trips to the Arctic Coast comuniti es.

HOLMAN

1.

Meeting with Haml et Council (mayor at tine was |saac
Aleekuk)

2. Brief discussion with new nayor

3. Secretary nanager Agnes Egotak

4*  New hot el manager/co-op nanager Enmma Balog

5. Manager print shop - John Rose/ Marcel Magnan (changed

thru year)
6. Manager, craft shop - Ms. Magnan
7. Acting co-op manager - Sinon Kataogak
. Wl lace Goose, outfitter

9. Patsy Ekpakohak - taxi driver

10. HTA - nmenber of board

11. Alan Sins, GWI field services officer, HTA secretary
12. Talked to five big game hunters who had just conpl eted

hunt

13. Bill Goose

14, NW Ai r Agent

15. Publlic neeting (about 15 peopl e present)
COPPERM NE

1. Larry Wittaker, businessman, potential boat operator
2. lrene Hone, hotel operator

3. Red Peterson, MA

4. Cerry Haghagiak, taxi owner

5. Co-op nanager (Bessie)

6. Jack Meckling, tourism man for Co-op

7. Fred Elias (then Fish and Wldlife officer)

8. Joanne lrons - teacher/amateur naturali st

9. Two public neetings



CAMBRI DCGE

2*

Syd Glawson, outfitter, businessman

Marion Glawson, hotel manager

Don McGillivray and partner, potential outfitters
Public meetings - about 12 people in attendance first
time, approximately same number for second meeting
Joe Ohokannoak, mayor

Charlie Evalik, businessman

Upper Air station staff

Co-op (N0 manager available when in town - talked to
Bill Lyall briefly)

GJOA HAVEN

N o oW

Meeting with tourismcomittee

Public nmeeting in conjunction with a nmeeting held by
Tagak Curley. About 60-70 people in attendance
Peter A outfitter (dog teamtour)

Francis LeBlanc, co-op nanager

Tormy A, hotel manager/ cook

Randy Bergen, secretary manager

Public neeting - about 9 in attendance, including new
mayor Ral ph Porter

Publ i c heal th nurse

Colin Dickie, field services operator

SPENCE BAY

© N O U A WN P

Craft Association manager A. Alookee

Al ex Buchan, manager, The Bay and |long tine resident
Tourismconmttee (two neetings)

Jane Eetoolook, secretary nmanager

Public neeting (about 60-75 attendi ng)

Pat Lyall, taxi service, outfitter

Erni e Lyall, founder, long time resident

Panel a Chase, AEDO
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9. Ceorge Sutherland, field services officer, GNwT

10. Public Health Nurse

11. Kelly Childs - Co-op supervisor re hotel in Spence Bay
PELLY RAY

1. Two neetings with ham et council (two different nayors)
2. John Ningark, outfitter and secretary nanager

3. Celine Ningark, craft shop

4. Romanie Iqqugagtuq, hotel nmanager/cook

5. Co=op nmmnager

6. Jean Burke, co-op supervisor, from Yellowknife

7. Public nmeeting (nine in attendance, including co-op

board nenber | nuk Charlie).
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APPENDIX D
GLOSSARY OF TOURI SM TERVMS AND DEFINITIONS
A ossary

The foll owi ng words are used throughout the text. The terns

are in general use and apply to varying degrees to specific
regions such as the Arctic Coast.

1. Tourism

The travel, activities and services used by any Nwrt
resi dent beyond a 40 km (25 mles) radius from home for
the purpose of personal enjoyment. Also, the travel,
activities and services used by non-residents who enter
the Territories for any reason other than work. It is
recognized that elements of tourism are often involved
when people travel for business purposes.

2. Touri st

I ndi vidual s fromoutside the Arctic Coast Region
traveling in the region forthe purpose of touring,
busi ness or personal reasons.

3. Excur si oni st

Day-use or sane-day visitors who enter the region and
| eave the sane day.

4, Tourism Destination Area

Adistinct geographic area containing one or nore

touri smdestination resorts integrated into a network of
supporting facilities, attractions and events
reflecting, through devel opnents and prograns, one or
nore of the area’s dominant historic or natural thenes.
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The developments and programs may be oriented to one or
more major seasons and may attract a broad range of
market segments depending upon the quality and quantity
of tourism amenities available.

Regi onal Destination Area

Thisis a distinct geographic area which offers a
sufficiently wide range of facilities, attractions,
activities and events during one or two main tourism
seasons that will attract provincial and regional market
segments who spend the major part or all of their
vacation trip within this particular area. British
Columbia examples of established regional destination
areas are the Okanagan Valley, the Columbia/Windermere
Lakes area and Fernie/Crowsnest Pass Area. The areas
surrounding the three national parks are possible
examples in the NWT.

Four Season Tourism Destination Area

A distinct geographic area containing an integrated
network of tourism destination resorts and supporting
tourism developments offering a wide range of

facilities, attractions, activities and events on a year
round basis, reflecting through either the developments
or programs, the area’s dominant historic and natural
themes. Accessible by major transportation modes along
several travel corridors, the area attracts a broad
range of international, provincial and/or regional
market segments.

In a four-season tourism destination area, the tourism
industry is the primary enployer and the major source of
income for the residents of the area, and there is a
strong commitment by the local residents and the

rel evant muni ci pal governnents to stinulate the growth
and devel opnent of the tourism industry.
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Regi onal Tourism Service Centre

A community offering many services to the tourist but
with a somewhat limited variety of types and qualities
of accommodation facilities, food, beverage and night
entertainment facilities, grocery and other retail
facilities, gasoline and automobile service facilities,
banking facilities, a regional tourism information
centre and other related facilities.

Local Service Centre

Acomunity offering a limited range of essenti al
services to the tourist including accommobdati on
facilities, food and beverage facilities, grocery and
other retail facilities, gasoline and autonobile service
facilities, banking facilities, a local information
centre and other related facilities.

Regi onal Travel Corridor

A paved or unpaved route |linking destination areas and
natural or historic attractions with |ocal or regional
service centres and areas that are of regiona

signi ficance.

Touri sm Destinati on Resorts

An establishnment offering in one conplex under single
managenent, a reasonabl e range of man-made and/ or
natural recreational anenities and support facilities
i ncluding accommpdation, food and beverage services.

a) Summer Resorts

Water or land-oriented facility conpl exes providing
natural and/or man-nmade recreational anenities and
activities for overnight orlong-stay visitors
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during the summer, with possible extensions into
spring and fall shoul der seasons.

b) Wnter Resorts

Mainly a land-oriented facility conplex offering a
variety of natural or man-nade recreationa

amenities and activities for overnight and. |ong-stay
visitors during the entire year.

c) Campground Resorts

A canpground that appeals to the conpl ete canping
mar ket and is associated with an attraction such as
a theme park, a water park, a slide, etc.

d) Upscale Accommobdation

Lodging facilities that appeal to the nore affl uent
visitors. A destination resort that includes a fine
restaurant as well as a variety of recreation
facilities popular with the mddle to upper income
gr oups.

Tourism Attracti on

Aphysical feature of outstanding interest which can be
either natural or man-made. There nay or may not be
facilities constructed to enable fuller enjoynent by
visitors. The attraction may be of international,
national, provincial, regional or |ocal significance
depending on its ability to attract tourists fromthose
mar ket segnents.

Touri sm Event/ Fest i val

A transitory man-made occurance, celebration or activity
of considerable interest and notability that is usually
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(but not always) held on an annual basis, for exanple,
theatre events, folk festivals, dog shows. They can be
of international, national, provincial, regional or

| ocal significance depending on the nmarkets that are
attracted (conpetitors/spectators ).

Tourism Facility

An establishment whose primary purpose is to offer a
particul ar service or recreation activity opportunity to
the tourist. Services may include accommodation, food,
beverage or autonotive services, while recreation
activity opportunities can range from ski devel opnents
to tennis courts, froma marine to an information
centre.

National Park

Part of a system of outstanding and representative
natural areas of Canadi an significance adm ni stered by
Parks Canada. The purpose is to provide opportunities
for public understanding, appreciation and enjoynent of
the natural heritage so as to leave it uninpaired for
future generations. There are three national parks in
the NWI' at the present tine.

Provi nci al Park

Part of a system of outstanding and representative
natural areas with a high recreational capability of
national, provincial and regional significance
adm ni stered by the Tourism and Parks Division of the
GNWT Departnent of Economi ¢ Devel opnent and Tourism

Mar ket s
a) International Market

Resi dents of an overseas country having a propensity
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to travel to the NWT (partially or entirely for
personal enjoynent).

US Mar ket

Resi dents of the United States of America having a
propensity to travel to the NAI

Canadi an WNar ket

Resi dents of the Canadian provinces and territories
ot her than the NWI having a propensity to travel to
the Territories.

Territorial WMarket/ Resident Market

Resi dents of the NWT having a propensity to travel
in the Territories.

Regi onal Mar ket

Resi dents of regions within the NW having a
propensity to travel within the confines of that
region for the purpose of personal enjoynent.

Local WNarket

Local residents having a propensity to use nearby
touri sm and recreation devel opnments for the purpose
of personal enjoynent.

Recepti ve Tour Operators

Those nmenbers of the travel industry who organize
conpr ehensi ve tour packages (| odging, attractions,
transportation, entertainment and food services) that

appeal to mass and specialized tour groups of varying
si ze.
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Touri sm Product Categories

Sporti ng/ Advent ure: An outdoor product, found primarily
in sparsely popul ated areas catering to extended visits
and characterized by outdoor activities |ike hunting,
fishing, canping and canoeing, e.g., the types of
products found in Northern M nnesota, Northern Manitoba
and sal non fishing in Scotland.

W | der ness/ Expedi ti on: The true w | derness product,
characterized by trophy hunting, fishing, safaris,
rugged and unforgiving terrain, e.g., Canada’s Arctic,
Northern Al aska and the Amazon Jungle. Very

i naccessible, visitors generally require specialized
equi pment and qualified guides.

Lei sure/ Recreation: A leisure oriented recreationa
product, easily accessed bylocal popul ations and
suitable for day trips. These areas are characterized
by nunerous small scale recreational and cultura
products designed to cater to |ocal popul ations, e.g.
Nort hern M chi gan and Sout hern Ontari o.

Beach/ Recreati on: Recreational product built on beach
resour ces. Simlar to leisure/recreation but with a
nore significant destination area character to encourage
extended visits, e.g., South Carolina beaches, Prince
Edward |sland and the French R viera.

Heritage/ Cul ture: Primary features of tourismregion
are based on either heritage or cultural travel
generators and thenes, e.g., Dawson Cty, New Ol eans
At hens.

Ur ban: Significant urban experience. Cties evaluated
as |l ocal urban product were not classified as tourist
destinations.




